¥

TOM TAILOR

AUGUST 2018

ANALYST & INVESTOR PRESENTATION

H1 2018

TOM TAILOR 1




H1 2018 AT A GLANCE

A After accounting for RESET closure effects, TOM TAILOR brand outpaced market in
HY1618: Gleankm2a %y v s . H Ygtewv +172%, e$pTdriven by Wholesale

A In Q2 only, TT Retail Ifl sales +0.3%; Wholesale Ifl slightly decreased by -1.5% due to
high clearance-driven comps™17

A TT Wholesale, e.g., Germany, benefits from strong product performance vs.
competitors; improving gross profit

A TT Retail focuses on gross margin; TT E-Com turns from -20% sales Q1 to +4% in Q2
A TT internationalization continues i German sales share declines 1.6%-pts
A TT took final step for SAP Go Live in June/July i overall, smooth implementation

A TT gross profit and gross profit margingrowsvs. HY10617; EBio¥* DAmdo
higher marketing invest

A After a weak Q1, BONITA delivered +1.4% Ifl and further gross margin improvement by
1.5pp to 72.4% in Q2

A Transformation continues: by end 2018 inventories back to normal levels, by end Q4
collection modernized heavily, better assortment mix in stores

A Group EBITDAwWitht 22 . 7263 In8 ( Q2 617: 21.9m)
A No change to overall financial guidance for FY 2018

- verranon Fertin
o , ,

*Potential differences due to rounding
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BUSINESS HIGHLIGHTS H1 2018



TOTAL MARKET:

H1l SALES DECLINING ~2% 1 TT BRANDS GROW 1.2%

Mar ket : H1G62008s.51%r ank TTBrands grow +1.2% on normalized basis

% Sales change 2018 vs. 2017 (Germany)
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TOM TAILOR WHOLESALE:
TT PRODUCT BEATS TRADITIONAL COMPETITION

| . Om Hnamy GNFX RS &aStft2dzi DSNXYI ye
(KATAG panel data)

Bl ven *Source KATAG Trade panels (KATAG, H&P) confirm strong TT
Women product performance

A Esp. TT Casual strongly outperforming

29¢ 8% traditional competitors
0 ~o ) .
6% 5% A Women collection outgrows Men, esp. in pants,

304 jackets, dresses A fashion degree works
A TT Denim (younger line) still with potential

I I-50/ Performance driven by superior price/value
6% o O relation & product appeal to WHS shoppers

| p— _”

-12%

-19%
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ECOM:
RELEVANCE & EXPERIENCE TO DRIVE D2C USER VALUE

Enhancements since Q1 (examples)

< nbex 2 Mossages AV st ¢ whtsney tar Couctors Chut
& Xostenloser Versand fir Dich als st duss Oucte: CC-FREE
Coflectors Ciub Miglied!
""" TOM TAILOR
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i v .:::':;'W'" TR Exidamay Nr Dich als Collectors Club Mirghod
KOSTENLOSER VERSAND!*
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TOMTAILOR
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f! t
Relevance: Brand-UX: CRM:
Improved Personalization Improved Curation Introduction of Segmented Promotions
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ECOM:

PROGRESSED RECOVERY & BUSINESS ACCELERATION

Key issues addressed in Q2

D2C / E-Shops foundational work

A System reliability & functional issues (i.e. extinction
of check-out errors)

A UX improvements (navigation, automated
recommendations, On-Site Search), SEO fixes

D2C / Consumer Base

A +20% YOY growth in new customers cohorts
acquired in Q2, after -5% YOY in Q1

A Building foundation for data-driven customer
management (i.e. data, infrastructure, people)

B2B / Marketplaces

A Data process reliability (+30% SKUs live across alll
Marketplaces)

Team & Culture

A Team set-up & talent acquisition in core E-Com
areas (i.e. data, product/tech, performance
marketing, data, CRM)

Change of trajectory with +24%P. of
acceleration

Netsales Development Q1 & Q2
Ecom Group (ex. Russia)
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