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Grace Smalley (Morgan Stanley): My first question is on EMEA. Could you elaborate
on what you have seen in Europe as we moved through the second quarter and into
July, covering both the direct impact from the events in the Middle East and the indirect

effects on consumer sentiment and tourism?

My second question is on gross margin. Q2 was a very strong performance. As we look

ahead to the second half of the year, should we expect a similar level of year-over-year
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expansion as in Q27 Is there anything that will be different in terms of the gross margin

build in H2?

Yves Miiller (CFO/COO of HUGO BOSS): On gross margin, we are very pleased with
our performance in Q2 - up 200 basis points versus prior year. This reflects sourcing
efficiencies, higher full-price sales, lower markdowns, and some pricing effects. We are
clearly moving in the right direction, and the execution of CLAIM 5 TOUCHDOWN is
bearing fruit. Most of these effects will continue, as we remain committed to executing
CLAIM 5 TOUCHDOWN, especially around measures to streamline product assortment
and reduce collection complexity, which has a triple effect: it drives economies of scale
in sourcing, allows us to further reduce the number of vendors, and lets us place higher
volumes per order with each vendor. All of this supports gross margin improvement.
We also stick to our game plan of driving high-quality revenues over short-term
volumes, which helps us keep markdowns low — particularly in retail, where we can
directly influence the environment. Structurally and strategically, our intention is to
continue improving gross margin, and we see room for further progress in the coming

quarters and long term.

Regarding EMEA, you need to consider both the direct and indirect effects of the
Middle East crisis on our EMEA numbers. In Q2, unlike Q1, we operated for the full
quarter under this situation. This did not help our business in the UAE and Qatar, and
it also indirectly affected our wholesale business in Israel and adjacent countries in the
region. On top of that, HUGO BOSS is predominantly exposed to European markets,
including the Middle East — with EMEA accounting for around 65% of our business. We
saw indirect effects from lower travel activity and weaker consumer sentiment. Higher

fuel prices also played a role, reducing travel to certain destinations, including outlets.
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Traffic was low in many countries such as the U.K., Germany, and France, and this

weighed on performance in the region.

Grace Smalley (Morgan Stanley): A follow-up: have you seen this dynamic continue in
terms of current trading, both for Europe — consumer sentiment and tourism — and

more broadly, globally?

Yves Miiller (CFO/COO of HUGO BOSS): On current trading globally, we are in the
midst of executing many strategic measures under our TOUCHDOWN strategy, and
that remains our focus. For how we have started the quarter — and we are only about

one third into it — we are in line with our expectations in terms of how we operate.

Manjari Dhar (RBC Capital Markets): First, on the Filderstadt extension: could you give
us some color on the timeline of the ramp-up there, and what sort of savings we should

expect as it gets fully up and running?

Second, a follow-up on gross margin, specifically around sourcing efficiencies. You have
already seen a lot of benefits, but how much is left to do, and for how long should

sourcing efficiency benefits persist?

Yves Miiller (CFO/COO of HUGO BOSS): On Filderstadt: this is our flat-packed goods
warehouse near Stuttgart, where we invested more than EUR 100 million. It is now live,
in a highly automated setup. With this facility, we are insourcing our HUGO apparel
operations, which had previously been outsourced to a third party. Starting with the
Winter 2026 collection and subsequent collections, we will route them directly through

Filderstadt. We have terminated the third-party contract for HUGO apparel, and this
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will generate efficiency gains in the low double-digit million EUR range, beginning in
Q3 and going forward. These measures will make us more efficient in terms of unit
costs, and we will also benefit from transportation savings, especially when delivering
to our European wholesale customers and retail points of sale. We can now combine

HUGO and BOSS deliveries, which further improves efficiency.

Regarding gross margin and sourcing efficiencies, we are continuing to focus on
product assortment and collection complexity. We intend to further reduce collection
complexity and further reduce our number of vendors. This is a process that will prevail
over the next four quarters. It will continue to support gross margin. We are also
addressing air freight: we finished 2025 with a still high single-digit share of air freight,
and our aim is to move towards a no-air-freight policy, apart from specific exceptions.
There is still more in the pipeline in terms of sourcing efficiency, making us structurally
more efficient. Again, once we reduce assortment complexity, it helps not only drive

sourcing and operational efficiencies but also supports the gross margin.

Juergen Kolb (Kepler Cheuvreux): First, now that we are deeper into the year, could
you share some thoughts on your order book? Group sales were down 9% in Q2; at
some stage, the switch has to flip back to growth. What are you seeing in terms of

orders from customers for early 20277

Secondly, specifically on HUGO and BOSS Womenswear: how far are you with the
realignment process there? Is everything progressing according to plan? And could you

share some feedback you are hearing from wholesale partners?
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Daniel Grieder (CEO of HUGO BOSS): On the order book: in line with CLAIM 5
TOUCHDOWN, we are deliberately sharpening our wholesale distribution by reducing
long-tail exposure and prioritizing full-price quality over volume. This is a conscious
decision to build an even healthier order book going forward. Against this backdrop —
and considering the still challenging macroeconomic environment and continued
inventory discipline among wholesale partners — order intake remains below prior-year
levels. That is clear and fully in line with our strategic approach. Importantly,
engagement with our key strategic partners remains strong, which gives us confidence
in the long-term development of the wholesale business. We have very strong
relationships with our key customers. Our brands' visibility in stores is increasing, and
we continuously gain space. Our brand lines are an important driver here: the strategic
decision to introduce brand lines has helped us expand our footprint in wholesale,
especially in department stores. Sell-through numbers are positive, and we remain
confident that our wholesale business will continue to deliver good results, especially in

BOSS Menswear.

On Womenswear, we have made important progress. It is still a bit early to fully see
the impact, but our new SVP Womenswear Kerstin Dorst has already implemented
measures to address the current challenges. The full effect of the new direction will be
visible in the second half of 2027, when the collection is completely developed under
her leadership. We are already seeing quick wins that have improved some results, and
we are positive that we will regain market share in Womenswear. However, this takes
time. We do not want to move too fast or rely on short-term fixes; we want to build the
business on full-price, long-term, sustainable growth. Kerstin has put a new handwriting
into the Womenswear collection, and you will see that come through in the second half

of next year.
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Juergen Kolb (Kepler Cheuvreux): A follow-up: you mentioned you opened the first
BOSS Green store in North America. What do you see as a potential target number of

stores for that specific collection?

Daniel Grieder (CEO of HUGO BOSS): It is still early to give specific numbers, but the
demand for BOSS Green is clearly growing. We see many brands coming from Asia
into our markets and our positioning as a brand that combines sport elements with
fashion gives us a unique place in the market. We already have golf wear, tennis wear,
and capsule collections, and the upcoming Australian Open, where we are the official
outfitter, will further increase the relevance of BOSS Green. We position BOSS Green
not as a pure sports brand, but as a sport/fashion brand. With our testimonials like
Taylor Fritz, it is evident that interest in wearing fashion brands at major sports events
is growing, and we were among the first to take that step. We are very positive about

BOSS Green. There are more POS to come, and the results so far are very promising.

Thomas Chauvet (Citi): First, on the XP loyalty program: you indicated a 16% increase
in membership to 14 million customers, which is a big number. Could you give us some
color on how the average XP member compares to a normal BOSS customer — in terms
of age, frequency of visits, and average basket? | suspect many of these members are
recruited online, so how do you explain that the directly operated digital channel was

down double-digit in the first half while XP membership increased double-digit?

Second, on Frasers' shareholding and your earlier comments, Daniel. They now have
close to 38% of the share capital, an additional 30% exposure through short put

positions, and the Marzotto family is still at 14%, with free float just under 50%. Could
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you comment on how the nature and frequency of your engagement with Frasers has
evolved beyond the existing wholesale relationship? And how do you ensure good
governance and independence of the company, considering that Frasers' CEO sits on

the HUGO BOSS Supervisory Board?

Daniel Grieder (CEO of HUGO BOSS): On XP, we launched this program nearly two
years ago. Our goal was not just to have customers coming into our stores; our goal is
to turn customers into fans. The XP program clearly shows, with concrete results, that
these customers shop more, both online and offline. The return on investment is good.
We are not simply gaining these customers through discounts; we provide added value.
We invite them to events, deepen their relationship with the brand, and activate the
brand in their minds. We also successfully attract younger consumers, which was a key
objective. We have always said it does not matter whether the customer buys online
or offline — as long as he or she is a loyal BOSS customer, that is what counts. Some
prefer stores, others online, and with our omnichannel setup we aim to be omnipresent.

The customer loyalty program is an essential component in that strategy.

On Frasers: we maintain a regular and constructive dialogue with all our shareholders,
including Frasers Group. We value Frasers as a long-term shareholder and expect to
continue this constructive and very professional relationship. At the same time, we have
a clear strategic framework with CLAIM 5 TOUCHDOWN, and we remain disciplined
in executing that strategy. We receive full support from our Supervisory Board and from
Frasers, and there is no change in our strategy. We are also very pleased with the
continued strong support from the Marzotto family as a major shareholder. Frasers
recently confirmed in the official document for the voluntary takeover offer that they

fully support the Chairman of the Supervisory Board and the entire Managing Board,
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including myself. Following market rumors, Frasers reconfirmed this position to us.

There is nothing further to comment on those rumors.

Robert Krankowski (UBS): On gross margin development: gross margin was very
impressive in Q2. On the last call, you mentioned you were quite confident about the
outlook for raw materials into 2026. How should we think about 2027, given recent oil
price movements — which have been quite volatile — and other inputs? We hear a lot
about efficiencies coming from the supply chain, but will raw materials be a headwind?

If possible, could you quantify the raw materials headwind?

Yves Miiller (CFO/COO of HUGO BOSS): Regarding raw materials, for 2026 we do not
expect any material impact from raw material costs. Looking further ahead, we are
aware that we operate in volatile markets, with prices going up and down, and that
there are other influences such as wool prices and freight spot rates. From today's
perspective, | would not view these factors as a major headwind going into next year.
We are well aware of them and believe we can manage them. Based on the visibility
we have and our internal measures, we can more than offset potential external effects,

including into 2027.

Chiara Battistini (J.P. Morgan): First, could you share some initial color or outlook on

pricing for fiscal 20277

Second, on OpEx in H2: could you remind us how much marketing was down in Q2,

and how we should think about the phasing of marketing spend in the second half?
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Yves Miiller (CFO/COO of HUGO BOSS): On pricing, we first need to look at the
performance of our brands. As you know, we have invested significantly in our product,
and you have already seen the price increases implemented with the Spring/Summer
2026 collections. We are monitoring this closely and will consider smart, targeted price
adjustments where appropriate — also to offset certain OpEx developments. Overall,
we have OpEx well under control, and with the strong development of our gross margin,
we can take balanced steps. Our priority is to put more marketing behind our brands
to increase brand equity and relevance for BOSS and HUGO. This gives us more
potential on the pricing front. For now, we are not planning major, across-the-board

price increases for 2027; adjustments will be selective and value-driven.

Daniel Grieder (CEO of HUGO BOSS): From the outset, we invested gross margin into
our product. We have now concluded that phase and significantly upgraded product
quality. We did not raise prices for the sake of raising prices; we improved the price—
value proposition of our products. That phase is now behind us, and we are seeing the
gross margin benefits come through, supported by better product and quality. Going
forward, we will continue to look at where we can further improve and optimize, always

with the aim of offering the best price-value proposition.

On marketing, expenses were down by about 15%. This is largely a phasing effect and
a continued focus on marketing effectiveness, rather than a structural reduction in
brand investment. At 7.1% of Group sales in the first half, marketing investment remains
fully aligned with our strategic ambition. Our marketing activities are generally
weighted towards the second half of the year, with a strong activation calendar around
key campaigns, major sporting events, and the holiday season, which has significant

commercial impact. We therefore remain fully committed to investing behind our



HUGO BOSS

brands, while maintaining a disciplined, return-on-investment-focused approach.
Product investment, marketing, and price positioning all work together. Marketing
drives traffic to stores and builds brand equity, and we aim to achieve more impact

with greater efficiency — less, but better.
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