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Super
Dry®

5.0 Global Digital Brand

5.0 Global Digital Brand

4.0 Accelerated Growth and

Global Capability Build
3.0 IPO

2.0 Standalone Brand

1.0 Brand Inception



Stiper

Uniquely
Advantaged
Organisation

= Leadership from experienced managementteam
= Engaged and focused entrepreneurial founders

= Successful combination doubles shareholder return’

"Source:Investec analysis of5 year total share holder return, relative to FTSE 350, of businesses with founder involvement



Super
Dry®

Superdry 4.0 FY17

= Global brand revenue £1.2bn
+60% since 2015

= Strong & consistent revenue growth
25% CAGR

= Strong earnings progression & ROCE'

14% PBT CAGR
25% ROCE

= Consistentcashconversion?

80% of EBIT

1. ROCE=Underlying EBIT/ (Total Assets — CurrentLiabilites — Cash)
2. Cash conversion = EBITDAadjusted for networking capital movementand income tax / EBIT

1300.0
1100.0
900.0
700.0
500.0
300.0
100.0
-100.0

FY12

Revenue: Brand and Statutory (EM) CAGR Growth

FY13 FY14

M Statutory revenue

25.0%

20.0%
15.0%
10.0%
dilll -
0.0%
5Yr  3Yr

FY15 FY16 FY17

w

M Brand revenue M Stat ™ Brand



Supeér
Dry®

Superdry 4.0 FY17

= Marketleading Ecommerce growth
+40% 5Y CAGR

= Marketleading Wholesale growth
+24% 5Y CAGR

= EU largest Superdry market
UK <40% brand revenue

= 10 consecutive quarters of LFL growth

Average 12% LFL
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Super
Dry®

Global

= Global brand revenue
15% Ecommerce
51% Wholesale
34% Retail

Diversified geographic base
Global Ecommerce capability

Every geography has grown every year for 5 years

E-commerce

Brand reach to 148 countries
27 international websites

18 countries 12 languages

UK

2017: 99 stores
573k sq.ft

2015: 97 stores
553k sq.ft

Mainland
Europe

2017: 101 stores

405k sq.ft
2015: 66 stores
162k sq.ft

319 franchise stores +107

Franchise market entry:

Croatia Poland
Russia
Slovakia
Slovenia

License
2017: 16 stores
2015: 9stores



Stiper

Digital

= >25% of retail sales

= 20 websites, 12 channels, 2 global warehouses

= 10xincrease in available inventory pool from FY15
= Marketleading proposition & speed

= Trust Pilot rating 9/10

© E W ®

Visual Mass reach  Real-time & Real & Inspiration
Expression & sales relevance raw exchange




Stiper

Brand

Globally recognised brand
Clear purpose to “feel amazing”
Clear brand essence
“We create the clothes,
you create the stories”

Innovative partnerships with digital leaders

Younger consumer growth
Consumerreach & engagement
+129% fans o

+226% engagements

True multichannel mindset : iBeacon: TIMC GO gle
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Our Values
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OUR VALUES OUR VALUES
TUN

OUR VALUES
.C%

FuN

FUN

We're true professionals

INDIVIDUALITY

FAMILY

PASSION CREATIVATION QUALITY
We love Superdry, love what Our own blend of creativity We're obsessed with quality We're in this together as part We always bring our unique
we do and go above and and innovation. We push in everything we do. It's what of one big Superdry global self to work, let people be but more than anything
beyond to be the best. the boundaries of what's makes us unique. family, always looking out who they want to be and we believe work is
possible, are bold and always for each other. accept everyone for who to be enjoyed.
they are. We love people
not stereotypes.

coming up with new ways

of doing things.
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Supeér
Dry®

Founder Share Plan

= All global colleagues
= Share price growth in excess of£18 ry

= 20% share of founders future gain

= Superdry wide value creation focus A SHARE IN
: . OUR SUCCESS.
= Delivers all colleague shareholder mindset l




Super
Dry®

Super
Responsible 40

= 100% Organic Cotton

= 100% Renewable electricity

= 100,000 young people positively contributing to their community




Super
Dry®

New Strategic
Framework

The 4 E’s Strategic
Framework has been
updated and refined to
deliver maximum focus
and returns

Embed, Enable, Extend &
Execute are replaced by
more specific strategic
pillars thatdescribe our
opportunities for growth.




Stiper

Global Digital Brand

= Superdry not Supergroup

= Clearglobal brand purpose

= Quality, fit & design excellence

= |con products and category ownership
= Broadening consumer base

= Digital led multichannel capability

The night is young.

SHOP NOW




Super
Dry®

Relentless Innovation

= >5000 new styles introduced every year
= Sector leading quality: Faulty returns <1%
= Superdesign Lab disruptive thinking
= Ecommerce/retail & wholesale global range
= Global category leadership:
jackets
hoods
sweats

graphics




Stiper

World Market Opportunity

= Disciplined 8 channel global approach
= Reachof 148 countries’ : market share potential
= EU, USA, China major market focus
= Wholesale is low capital, high operating margin
route to market to grow new markets
= Sectorleading owned store returns : 20/24 month
ambition
new low cost super fast stores
flexible, short lease commitment

low, turnover rent

1. Company analysis.Number ofcountries with Ecommerce transactions 15 months to June 2017



Super
Dry®

Operational Excellence

= Global range rationalisation

= Cross channel 4 seasonbuying

* Investin colleague capability

= Significant working capital opportunity

= Bestof breed IT applications

= 65% directsourced product

= Global DC & consolidation centre network

= YOY reduction opportunity in operating cost

per unit sold
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Dry®

SUPERDRY 5.0 GLOBAL DIGITAL BRAND

A transformed business
Diversified and uniquely advantaged
Strong and consistent 3 year delivery

Unique product DNA
Clear brand positioning
Disruptive multichannel approach
Compelling vision for growth



Superdry
product tour

= Range breadth

= Unique branding library

= Outerwear ownership

* Product quality

= Mock shop and global windows

= Superdesign Lab innovation

= Photo studio digital campaigns &

fast social media




Superdry®
S UPERDRY: 5.0
GLOBAL DIGITAL B RAND

EUAN S UTHERLAND



Super
Dry®

PERCEPTION REALITY

= Mono brand reliance = Relentless innovation and breadth of range

* Inconsistent delivery = Strong and consistent financial & strategy delivery
= Lack of operational leverage = Operational excellence on track

= Overexposure to the UK market = <40% of brand revenue today

= Exposure to the USA = Disruptive multichannel approach

= Working capital heavy = Working capital reset FY18

= Offline vs online focus = Global digital brand

Superdry 5.0 Global Digital Brand
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SUPERDRY: 4.0 TO 5.0

NICK WHARTON



Super
Dry®

SUPERDRY 4.0 TO 5.0

= Sectorleading track record of delivering on strategic and financial commitments

= Global capability established with no execution risk

= £1.2bn brand created, significant future growth opportunity with clear and sequenced plan
= Targeted 5 yearoperational efficiency programme on track

= Financially strong with disciplined capital allocation



Super
Dry®

SECTOR LEADING STRONG,CONSISTENT REVENUE GROWTHTO £1.2BN, ACCELERATING IN
TRACK RECORD PAST 3 YEARS TO 25% CAGR

OF DELIVERY: CAGR Growth

Revenue: Brand and Statutory (EM)?2

REVENUE
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10 Consecutive Quarters of Ecommerce growth rivals Wholesale re-set materially
Retail LFL! Growth pure-plays accelerates growth

1. LFL growth = YOY sales growth for stores and concessionsopen for more than one year and includes Ecommerce. Foreign currency sdes are franslated atthe average rate for the month.
2. FY17 revenues benefited from FXrate movements contributing approximately 1/3 to growth
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Dry®

SECTOR LEADING
TRACK RECORD
OF DELIVERY:
EARNINGS & ROCE

1. ROCE=Underlying EBIT/ (Total Assets — CurrentLiabiliies — Cash)

STRONG EARNINGS PROGRESSION AND RETURN ON CAPITAL

Underlying Profit Before Tax & Margin

100.0 15.0%

we T\ ..  COREUNDERLYING EARNINGS
E o0 _ = o £ £48.6mPBTgrowth since FY12 (14% CAGR)
“ ' N ' £
B 100 we == £28.2mPBT growth since FY15 (20% CAGR)
. 2

20.0 I 11.0%

0.0 10.0%
FY12 FY13 FY14 FY15 FY16 FY17
== Underlying PBT == Core Business PBT

Core Business PBT Margin Core PBT Margin at on target incentives

Return on Capital Employed?!
30.0% RETURN ON CAPITAL EMPLOYED

25.0% =  Consistent 25% ROCE over 3 and 5 year
20.0% timeline
15.0% = Unique channel mix blends to deliver high
oo returns

' ) = Strong returns on growth capital offset

> 0% infrastructure investment

0.0%

FY12 FY13 FY14 FY15 FY16 FY17 3YrAv  5YrAv

®



Super
Dry®

SECTOR LEADING
TRACK RECORD
OF DELIVERY:
CASH

1. EBITDA adjusted for networking capital movementand income tax / EBIT
2. (Capitalised rent— Cash) /EBITDAR

CASH GENERATIVE BUSINESS MODEL WITH LOW GEARING FUNDS
ORGANIC GROWTH

Operating Cash Conversion'

140.0%
120.0%
100.0%

a0 OPERATING CASH CONVERSION

60.0% =  Consistent cash conversion atc. 80% of EBIT
40.0%

20.0%

0.0%

FY12 FY13 FY14 FY15 FY16 FY17 3YrAv 5Yr Av

Closing Cash / Lease Adjusted Gearing? CASH POSITION / GEARING

1200 >0 = Strong positive net cash position maintained
100.0 25
c 800 20 2 = Lowrelative gearing from:
£ 600 15 g mmmCash = Shortflexible lease arrangements
S 400 10 3 Gearing o L
oo e = 50% of leases within 5 years of break
0.0 I 0.0 = Competitive property terms

FY12 FY13 FY14 FY15 FY16 FY17 3YrAv5YrAv .
= Strong return on capital
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Dry®

SECTOR LEADING
TRACK RECORD
OF DELIVERY:
INVESTMENT

£240M CAPITAL INVESTMENT, DELIVERS STRONG RETURNS AND
UNDERPINS FUTURE GROWTH

Capital Investment
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CAPITAL INVESTMENT

£240minvested since FY12 to secure organic growth
= £145mstore investment
= £95minfrastructure development

Investment accelerated following 4E’s strategy

OWNED STORE INVESTMENTS

Attractive return on invested capital

= Average c.25 months

= ¢. 50% return on capital

42 stores opened since FY15 at 27 month return

Strongest payback achieved in US
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TRACK RECORD SIGNIFICANT INFRASTRUCTURE CHANGE SAFELY EXECUTED OVER
OF DELIVERING PAST 3 YEARS
INFRASTRUCTURE

CHANGE

GLOBAL MULTI-CHANNEL LOGISTICS
CAPBAILITY ESTABLISHED

BEST OF BREED APPLICATIONS IMPLEMENTED

= STORE/MERCHANDISING
BT Suite: Store 6 & Mercatus
Island Pacific

= WAREHOUSE MANAGEMENT
JDA: Red Prairie

= ORDER MANAGEMENT
IBM: Sterling

= FINANCIALS :
CODA/ Cognos - = e |
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CASH GENERATIVE CAPABILITY AND DISCIPLINED CAPITAL
ALLOCATION SUPPORTS CAPITAL POLICY

Dividend History (pence per share)
£39.3m CAPITAL POLICY

50 43.0p
45

High returns drive preference to re-investin

40 business

35

30 £18.8m = Ordinary Dividend introduced in FY16
25 232p - Target cover 3.0 — 3.5x

20 17.0p 202p 200 -FY17 at 3.0x

15
10 8.2 730 = Commitment to return excess capital:
' - First return £16m: September2016
- . - Ongoing review against capital requirement

w

FY16 FY17
= Average 2.5% yield

m Interim m Final Special Total



Super
Dry®

GEOGRAPHIC GLOBAL BRAND REVENUE INCREASED BY £700M SINCE FY12,
GROWTH & +60% SINCE FY15
DIVERSIFICATION
Geographic Growth: FY12: FY17 UK
1,400 = Revenueremainsingrowth:5yr. +7% CAGR (2 Yr. +8%)
= Representslessthan 40% of Brand revenue
1,200 -1 9%
64 I 5%
1,000 Mainland Europe
800 @ <] - - = Largest Superdry marketwith brand revenue of£620m
600 T ? 382
s 274 311 usS:
400 169 o 7 = Brand traction drives revenue and delivered break even in line
l I I I with acquisition business plan
200 - 37%
0 J Rest of World

FY12 FY13 FY14 FY15 FY16 FY17

= Growth acceleration reflects wholesale expansion
EmUK mEU mUSA ERoW



Super
Dry®

CHANNEL BALANCED CHANNEL GROWTH WITH DISCIPLINED APPROACH
GROWTH & TO OWNED STORE INVESTMENT
DIVERSIFICATION

Wholesale channels
1400 Sales by Channel = Representoverhalfof brand revenue
= Achieve rapid brand building & visibility

1000 - Stores 34% E-Commerce

= 15% of brand revenue
0 e-commerce 15% = +40% CAGR over 3 and 5 year horizon
600
- Owned stores
~ Wholesale 51% = ¢.33% of brandrevenue

200 = Delivers complete brand experience and secures brand

continuity / visibility in key locations

FY12 FY15 FY17
® Independents = Key Accounts ™ Franchise Stores W eBay

Third Party eCom % Owned eCom ® Owned Outlets ® Owned Stores Operating Retu rnS
= Wholesale & Retail deliver similar cash profit per unit’
= All three channels profitable on fully absorbed basis.

1. After allocation ofall centraloverheads based on brand revenue
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SUPERDRY 5.0 CLEAR STRATEGY AND STRONG EXECUTION CREATES LONG TERM
SHAREHOLDER VALUE
Strategy Strong Execution Financial Impact Capital Allocation

Global Digital Brand Long Term Brand Revenue
Growth
Experienced Senior
Management Team

Re-Invest for Organic
Growth
Relentless Innovation » o
‘ Operating Margin # Progressiive Dividend
- Expansion Policy
Strong Cash Excess Capital
Generation Returns

World Market Opportunity

Execution Focused

Operational Excellence




Super
Dry®

DEVELOPMENTS TO DELIVER OPERATING LEVERAGE COMMITMENTS

ON TRACK

Operational Excellence

2015 Commitment

Head office leverage FY18
Sales & Distribution leverage FY19

Core Enablers Delivered/ On Track

Best of breed core IT applications

Design to Customer processes

Integrated inventory pools (FY16 & FY19)
Multi-Channel Distribution Centres (FY17 & FY18)
Integrated merchandising capability (FY17)

Inventory Re-Base

£20m (12%) planned reduction progressing
Impact PBT neutralin FY18
Savings ongoing fromFY19
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Dry®

WORLD MARKET
OPPORTUNITY

Many of the world’s largest markets are
still an untapped opportunity for us.

Our expert capability in 8 channels-to-
market allows us to optimise our
presence in every country.
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ESTABLISHED
CAPABILITY IN
8 CHANNELS

. Established markets (eg; UK, Germany, Belgium)

. Developing Markets (eg; Poland, Greece)

Complex or infill markets (eg; Russia, Vietnam)

UNIQUE ADVANTAGE FROM 8 CHANNEL EXPERTISE SERVICED FROM

SINGLE STOCK POOL

20 truly localised websites
Market leading delivery proposition

Compliment owned stores in
secondary catchments

Centred on large catchments and
quality locations

Cost effective clearance (eBay)
protects full price position

Provide access to incremental customer
groups (eg Zalando)

Multi brand stores in small catchments
(drain the market)

Physical and digital ‘department’ stores
build brand distribution

Cost effective clearance protects full
price position
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Dry®

WORLD
MARKET
OPPORTUNITY

Sources:Conlumino: Apparel marketsize and growth data (2011-2016). EIU: Population data

CLEAR AND SEQUENCED OPPORTUNITY IN LARGE AND ATTRACTIVE MARKETS

N = *
S

Apparel Online SGP Apparel Online SGP Apparel Online SGP Apparel Online Apparel
Scale (£) apparel apparel apparel apparel
47.5bn 7.8bn 469m 224.1bn 27.7bn 610.0m 239.6bn 41.3bn 62.4m 238bn 40bn 30bn
Growth - - - - ~
%
5Yr - - ~ - N -
CAGR - = - ~ - - -
Total 14 -
Total 34m Total 171.2m Total 224.§m Total 840n}/ otal 3'2
/83 /as s A
Addressable o @ |
Population y \ \
(m) =
1524 w2534 m3544 0SS 1520 w2530 m3sas masse 1524 m2530 m3saa massa u1524 m2534 m3sds masse | 1524 2534 m3s4e masse
Market 2003 2012 Licence Buy-Back JV:2015 Exclusive
Entry 2015 Franchise: 2016
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LONG-TERM OPPORTUNITY TO UPDATE BRAND
DELIVERY IN STORE WITH ATTRACTIVE PAYBACK

-
ERATION
RE

noZ
—mm
Oz X

OBJECTIVES:

= Update brand delivery in-store

= Showcase the breadth ofthe range

= Increase ranging & choice through flexiblefixturisation
= Reduce the capital costof new and refurbished stores

* Reduce operating costs

ITERATIVE & DISCIPLINED APPROACH: e —
= Capital requirementreduced by 40% from trial FEERPEEE R é a ®
= Two yearpayback from 10% sales uplift

OPPORTUNITY
= Multi-year 10-12 store p.a. starting in UK priorto EU
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DISCIPLINED / OWNED STORES KEY TO MAXIMISING BRAND REVENUE WITH
OPPORTUNITY TO IMPROVE PAYBACK TO 20 - 24 MONTHS
DISRUPTIVE

PR O PERTY M O DEL RELATIVELY SMALL, TARGETED PHYSICAL FOOTPRINT UK
= Next: 400 Stores

= River Island: 260 stores
GLOBAL

Rest ol World u Tommy H|If|ger - 1400
it —— = A&F & Hollister - 901

= Victoria Secrets & Pink - 2366

Owned: 99 stores
Franchise: 1 store

DISRUPTIVE PROPERTY STRATEGY IMPROVES RETURNS
= Lease advantage in benign property market

China
O\ with Trendy

e =  Flexible, maximum 5 year break

) v
2 syg Franchise: 3 stores.
Owned: 101 stores v 1

= Low or Turnover rent

= ¢.90% of leases include incentive and rent free
| 4 = Lower Cost
Francnm'nmfni, B

Capex level tailored to catchment & continuous engineering reduces £ per sq.ft.
= Inventory led efficiencies reduce labour costs



Supeér
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SUPERDRY 4.0 TO 5.0

Sectorleading track record of delivering on strategic and financial commitments
Global capability established with no execution risk
£1.2bn brand created, significant future growth opportunity with clear & sequenced plan
Targeted 5 year operational efficiency programme on track
Financially strong with disciplined capital allocation

Superdry 5.0 Global Digital Brand
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uperdry®

GLOBAL DIGITAL BRAND

HUGO ADAMS



Super
Dry®

W H E R E CLEAR OPPORTUNITY TOENGAGE AND BUILD RELATIONSHIPS
, WITH OUR CONSUMERS

WE’'VE

C O M E F R O M = Product focusedretailer

= Known for great quality product & iconic graphics
= Grown organically and built a broad customer base




WHERE ARE WE NOW? S‘ﬁﬁp”“‘é?’i.’
OUR CONSUMER Dry®

1% Shop Superdry for:
20%
83%

8% 10%
o s s
Myself Partner Children Friend Other

[ [ i

TOp IntereStS AB mCl C2 mDE relative

Music 68% Travel 65% Sport/Gym 62%

These interests drive our Superdry Lifestyle Pillars

Source, ABA Research online survey of Superdry Ecommerce customersMarch 2017
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GLOBALLY CONSISTENT BRAND PERCEPTIONS BASED ON
CONSUMER QUALITY, STYLE, COOL AND TRENDY
PERCEPTIONS
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uuuuu ABA Research online survey of Superdry Ecommerce customersMarch 2017



Super
Dry®

CcO
PE

Consumer objectives:

Build brand engagementin UK

Build brand consideration in DE

Build brand awareness inthe US

» These objectives will be delivered against a clear brand purpose

Brand Awareness:

<y’
Prompted: 72%
Spontaneous: 8%



Super
Dry®

Informed by customer research
Developed through internal collaboration
Shaped by marketing & external partners
Articulated through:

= Context

= Core offer
= Character
= Conviction

PURPOSE
OUR REASON

FOR BEING
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TRENDS ARE THE A g ©
CURRENCY OF THE | - Dh oo ¢ ® o

FASHION WORLD

BUT WE AREN’T JUST
A FASHION BRAND

WE ARE A LIFESTYLE
A WAY OF LIFE




OUR CUSTOMERS
DON’T BELIEVE IN
BEING CATEGORISED
BY WHAT THEY WEAR

THEY ARE
INDIVIDUALS THAT
SHARE A COMMON
ATTITUDE IN LIFE

AND YOU CAN SPOT
IT AMILE OFF




The best product on the planet at
a price that can’t be matched on
quality and innovation.

We obsess over every detail.

Long-lasting quality.
Superior fit. v
Exceptional design.

These aren’t just clo
you wear — this is sty

you live in.

wﬂ-\.

~ WE CREATEA
THE CLOTHES..

o
| ?(';..

We have product for every occasion.

Our clothes survive whatever you get
up to, with style.

Our customers feel amazing when they
wear the Superdry logo.

They see themselves as anindividual
but also part of something bigger.

BRAND PURPOSE WILL BE DELIVERED CLEARLY, CONSISTENTLY AND COMPREHENSIVELY




Super
Dry®

Approachfits the needs of Consumers.
Measurementis robustand scientific.

Ensures Investment gives us the greatestreturn.

Approach— Engage with the customer at all stages of theirjourney.
Consumers — Channel agnostic. We inspire as well as sell.

Measure — Data driven attribution, robust measurementand drive ROI.

Investment — Drive efficiencies to reinvestin Inspiration: ‘See’.

Reinvested in 360
digital campaign

Efficient
performance
marketing




Supeér
Dry®

Impactful, integrated, multi-channel campaigns

Compelling ‘creative idea’consistently executed
across all consumer touch points

Two-way communication with engaging,
immersive content

Follow ‘ see, think, do’ framework with clear KPIs
Tight costdiscipline based on ‘test & prove’

Delivered with ‘best in class’ capability

|

Efficient performance
marketing reinvested
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= Objectives:

Aspirational, engaging creative
Fully integrated campaign

Drive footfall instore and online
Attract new customers to the brand

Drive sales of key categories




SHOP NOW

The night is young.

SHOP NOW




Stiper
Dry

® ) |

Impressions Total clicks to website

Increase in traffic Increase in new customers

Hero product sales uplift

com+124% o 136% s .295%
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Dry®

= 8 Events so far
= 149 million reach, 23 million engagements

= Moretocome...

#HMYSUPERDRY

PRESENTS




Stiper

INFLUENCERS

At the heart of the action

Creating their stories with our product

= They have creative control




Super
Dry®

NOW IS THE TIME TO TAKE SOCIAL TO THE NEXT LEVEL

SOCIAL
MEDIA
A |

STRATEGY \\\“\

SOCIAL READY SOCIALTO INFLUENCERS & PARTNERSHIPS

ASSETS DRIVE SALES AMBASSADORS WITH SOCIAL

NETWORKS

2.3M 291K

129% increase in fans since 226% increase in engagements
November 2016 per month since November 2016



SOCIAL
CHAIN

GLOBAL SOCIAL MEDIA AGENCY

Oliver Yonchev — Business Director, Social Chain



One of Britairg’s
mosi mf!uentlal
conRanies

The Times




MAKING SUPERDRY SOCIAL




USING PLATFORMS WITH PURPOSE

Facebook Live Competition
On 18th August we hosted a 60-minute Facebook live competition offering our followers the chance to win bags and accessories by answering questions
about music, travel, sport and culture. The competition was amplified across the Social Chain network allowing us to reach a younger audience.

Stiperdry.

Total Engagements 204,434 vs 100,000 target . \
1,355,601 - People reached
152,008 - Video views
49,745 - Comments - ’ OQ Q. ‘r o
7'm - Reach.ons o t':‘)ﬂ:‘]:l:.'r:;(ﬁ with a red « wer ernt ing the live
992 - Shares Sfr\dri Santos -

Run:: J.ones .
Demographics of Viewers 8§
47% Men  53% Women ﬁrlegory Ciangura «
30% Georgia Grenville

Federer

# Superdry (Default) * Pinned -
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Fashion

Stiperdry.

Snow Sports
Athlete




CONTENT DISTRIBUTION MODEL

Stiperdry.

Content Types

Content Captured

—

Example
Content
Formats

L

Creator’s Channel

foOo& YO
I

Hero

B

Sponsored

Video




DRIVING FOOTFALL AND
REVENUE
Tweed Riveter Shirt | User is hit by
sz DPA ad based_ —
User clicks on e on browsing
taggedproduc} ehb history Ani‘ni‘ni‘
e ) i @) b @) -
i . ' ‘ ﬂ User clicks through
Target AYR to purchase
pg'stto new
audiences and
- B TOT
= A — 52
ol »  Useris reinserted 'ntc;g;;:e::k:z User is re-entered into the funnel
1t e 0.0 o |




Stiper

AW17 SEASON
LAUNCH
Comprehensive programme throughout the season

Communication of ‘newness’, innovation and

breadth of product offer
Extend geographic reach

First ‘new season’ launch campaign

a0 Q"

utumn//
- Winte

% 7 /,’ e, £
. L/GN -



Sﬁgﬁﬂ(buréa PREE DELIVERY & FREE RETURNS PIND YOUR NEAREST STORE

Smtmnmgga P—— REZELEZIV
MENS WOMENS NEWIN SPORT p y uper

MY ACCOUNT ¢ WISH LIST £0.00 (0)

" SHOP MENS




Stiper

C K
T E

O O <

A ETS
A GORY
WNERSHIP

Multichannel, digital campaign

Stand-out creative, linked to brand purpose
Increasedinvestmentin the UK

First significant investmentin Germany

Extendedreachand engagementin
partnership with VICE







Supeér
Dry®

SPORT

Your rul
Relentless o
e ti your style
. .gn . 3 creation Do it how you want, not
Significant growth opportunity -$  We're constantly innovating, how you're told.
- experimenting, and pushing
7 ourselves to design the most ALWAYS We're the outsiders.

Athle iIsureis in our D NA iconic athleisure wear in Mavericks. We’d rather
existence. P I AY upset the status quo than

just go along with the

Ideal for new customer acquisition We never stop sweating the crowd.
small stuff, so you don’t have to. I
. agn Pockets, ventilation, zips, O U SI D E It’s been in our DNA since
Strong, unlque prOpOSItlon wearable tech, new-age fabrics - day one. Just like the

every qetail has been considereq TH E LI N ES people that wear us.
Fully integrated, digital approach g

Future opportunity for standalone digital

Whenever, wherever, g, pool, gym, e, track, street,
C ha nne Is however Whatever ocean, mountain, beach, forest, desert,
’

sky, the dance floor, the backyard, the
You don’t need to be a member of club or top of a building - sport happens where
book in advance. you say it does.
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FREE DELIVERY & FREE RETURNS

MENS WOMENS NEW IN SPORT

O

Super
Drysport.

MENS
HOODIES
JACKETS
TOPS
BOTTOMS

TRAINERS

WOMENS

LOOKBOOK

BN NEWSLETTER SIGNUP
MENS WOMENS

CHOOSE YOUR COUNTRY

FOLLOW US ON

N Ei ¥ ¥ @ @ siog.

W
uth

\\\lumi’%
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Super
Dry®

GLOBAL DIGITAL BRAND

Strong brand
Clear brand purpose
Internal & external expertise
New digital strategy is working
Significant future value creation opportunity

Superdry 5.0 Global Digital Brand



RERHE(LEZY)

Superdry®

ECOMMERCE

CHRIS LACEY



Super
Dry®

GLOBAL ECOMMERCE CAPABILITY

Make it INSPIRING and EASY for consumers across the
planet to buy SUPERDRY products, INSTORE & ONLINE, and
DELIVER an amazing end to end experience.



Super
Dry®

SCALE IN ECOMMERCE

)

15% OF BRAND SALES
26% OF RETAIL SALES FY17

3
g
g

20 WEBSITES I

d

66% INCREASE IN DIGITAL MARKETING

12 CHANNELS (MARKETPLACES) SPEND IN FY18

10x INCREASE IN INVENTORY POOL 2 UKAND EU FULFILMENT CENTRES

FROM FY15

76 WEBSITE RELEASES IN THE LAST

KMARKET LEADING PROPOSITION
y GPROPOSITIO 12 MONTHS

11PM CUT OFF NEXT DAY DELIVERY

7o B R




Super
Dry®

ONLINE GROWTH TREND PLAYS TO SUPERDRY
ONLINE ECOMMERCE CAPABILITY
Online represents a significant contribution to total retail sales today, and in our key

MARKET
markets it continues to grow aggressively. With the UK leading the way reaching

PARTICIPATION 1/3rd of Sales by 2021.
Other key markets by 2021: US 29%, DE 30%, NL 30%

Apparel online particpation % of Retail Sales

——g—Begium
—g—France
Germany
taly
=~ Netherlands
g Span
——e—Sweden
10.0% — USA
/ —e—UK
5.0%

g Denmark

Source: GlobalData



Super
Dry®

E MMERCE GROWTH RIVALS PURE PLAY
SUPERDRY o CEGRO SPU S

ECOMMERCE
GROWTH

[72)
w Retail Stock European DC
> Responsive Site Site Re-Design pe:
= Cloud Hosting Consolldation Customer OMS
E Instore Kiosk Global Cloud Service System CRM
= Hosting Digital Marketing
o5 200,000 35.0%
¢ z
3 180,000 300% O
S 160,000 <
0, o
UDJ 140,000 25.0% -
Z 120,000 200% k
> 100,000 <
@ 80,000 0% g
60,000 10.0% Z
40,000 5.0% 2
20,000 e
0 0.0%
FY15 FY16 EYAT FY18

== Ecom £'000's Ex VAT Ecom % of Total Retail



Super
Dry®

DIGITAL Effective digital marketing approach, with costsavings generated from smarter
MARKETING performance marketing, reinvested in upper funnels activities.

APPROACH

Reinvestin 360
digital campaigns

Efficient
performance
marketing



Super
Dry®

360 DIGITAL
CAMPAIGN -

“OWN DIGITAL
SPACE”

1st Paid Search

Top 3 Productsin Google Shopping

SUPERDRY FIRST FOR ALL MENS JACKET SEARCHES
DURING 2016 AUTUMN CAMPAIGN

1st SEO Rankings

GOOg e mens jackels ! Q
Al Shopping Irages fidece News More Settinge
t 55,800,000 resuits (0.37 seconds)
Mens Jackets - Jackets by Superdry - superdry.com Shop for mens jackets on Go
B5 www supercry comiJackets ¥ g
For The New Season With Our Latest Jacket Callac fic @ '
Supsrdry Men's  Superdry Man's  Supsrdy Men's  Calvin Klein
} Reckie Duffle B Stotk Coat Vien Quilted
£99.99 f114‘¥) £144,99 £115.00
Supsrdry Offic . Sups fic..  Supardry Offic_  Calvin Kieir
Charge. Order now!

9 Kemble Drive, Un 00 am-0:00pm~

Bunon Mens J acke1s Free Denvery Over £30 - burion.co.uk

: e Hio £280.00 £129.00 £136.00

Shoes From £20 - New. Extended Siz: ange - Sults From ew In At Bunton R darboresic Ybun biowits AllSants

ok %)
Up To 75‘0 off Jackets Great Deals On Mens Jackets
£ v ':u!u Leom/Mens!. Jackus v
3 Now Chiistmas. Froe Dolfivery Available Shap Now!
1 Super

Men's Coats & Jackets | Menswear | Debenhams



Super
Dry®

USER /
CUSTOMER
EXPERIENCE

Constantly improve the Customer experience
We review customer behavior (Sessioncam) and feedback
(TrustPilot) to understand the opportunities.

Continuous development pipeline

Key Stat: Mobile Checkout conversion funnel has increased
from 43% to 65% in 2 years

o TRUSTPILOT

= Over 100k review globally

= Averagerating9/10

Superdry reviews

Excellent 9.0 omo-10
Purchased Nordic Harrington Jacket ...

Purchased Nordic Harrington Jacket fron Superdry Store at
Glasgow Fort. Was served by Emma who couldn't have been
more helpful.



Super
Dry®

BIG DATA

Benefits:

Demand Forecasting

Precision marketing

Online and Instore personalisation
Enhanced Customer profiles
Operational Measurement
Customer Satisfaction Analysis
Companywide Business Intelligence
Inline with GDPR

DATA IS KEY TO LEVERAGING OUR ASSETS AND
DELIVERING INNOVATION

2

a‘l‘

/ﬁ‘

Hm //amazon \
REDSHIFT

T
{

MACHINE LEARNING Al

loOker



Super
Dry®

INNOVATION & WE WON’T STOP DOING WHAT WE DO BEST... INNOVATION

TECHNOLOGY

IN-HOUSE DEVELOPMENT TEAM

716 enhancementsin the last 12 months
+200% growth vs. 2015

b

®\ ROBUST SOFTWARE RELEASECYCLE
1.5 Releases a Week

é‘,@ No Downtime

Automated Testing

PROTOTYPING
% Rapid prototyping approachdelivers continually
enhanced customer experience

GLOBAL SCALABLE INFRASTRUCTURE

Utilising the full suite of AWS across the world to

deliver afastreliable web experience

BEST OF BREED APPLICATIONS

Our core is bespoke, butwe integrate to bestin
class solutions where appropriate

BUG & SECURITY TESTING

Use Bugfinders to extend our coverage ofdevice
testing. Launched a bug bounty always on
Security test model



Super
Dry®

INNOVATION & WE WON’T STOP DOING WHAT WE DO BEST... INNOVATION
TECHNOLOGY

= ContentRich pages

R

3 | & 5 NEW SEASON -

.........

= Improved Checkout

= ProductPage

= Denim Guided Navigation
= ConsumerApp

= Al ProductRecommendations ?'ﬁ'Ew;‘EAs;,;.

ccccccc




Super
Dry®

OMS & EUROPEAN

BEZR THE (Lagw

BARON

(, sterling
/) commerce

An AT&T Company

DC

European DC Live September 2017

Benefits

Best in class European Delivery Offering (delivery time reduced by avg. 2 days)

Reduction in shippingcosts

Multi Consignment Fulfillmentavailable

OMS platform that enables inventory to be available across the entire estate



Super
Dry®

INVENTORY

= We are the channel with the maximum
availability and options.

= We have gone from 3% to 46%"

availability to sell overthe last two years.

"Measured as percentage oftotal group inventory

WE WILL SELL ANY INVENTORY TO ANY CONSUMER IN THE
WORLD BY FY20

Full Price Inventory Availability Store stock

100%
90%
80%
Single stock
70% pool
60%
EU fulfilment

50% centre
40% Single retail

stock pool
30%
20%
10%

3%

0%
FY15 FY17 FY18 FY19 FY20




Super
Dry®

DELIVERY MARKET LEADING PROPOSITION AND SPEED

& R E T U R N S = U K = Qur delivery proposition in the UKrivals the leading retailers in the UK.

= We pride ourselves on being fastand free, with a small charge for premium
services.

= We have also been offering free returns for 7 years.

Highlighted in green we have a better offering than othertop retailers’:

SUPERDRY ASOS ZALANDO NEXT BOOHOO TED BAKER ZARA
DELIVERY DELIVERY DELIVERY DELIVERY DELIVERY DELIVERY DELIVERY
Sles TIME e TIME e TIME e TIME e TIME slesi TIME e TIME
SAME DAY R ; ; ; ; ; ; R R ; ; ; £9.05 | SAME DAY
NEXT DAY £395 | 24 HOURS | £595 | 24 HOURS | £595 | 24 HOURS | £5.95 | 24 HOURS | £4.99 | 24 HOURS | £5.00 | 24 HOURS | £3.95 | 24 HOURS
PRE 12 £6.00 | 24 HOURS ; ; ; ; ; ; ; ; ; ; ; ;
EVENING £6.95 | 24HOURS | £7.95 | 24 HOURS ; ; ; - £499 | 24 HOURS ; ; ; ;
SPECIFIC DAY £395 | 24HOURS | £5.95 | 24 HOURS ; ; £599 | 24HOURS | £5.99 | 24HOURS | £8.95 | 24 HOURS ; ;
STANDARD £0.00 | 48HOURS | £3.00 | 72HOURS | £0.00 | 24DAYS ; - £399 | 35DAYS | £000 | 35DAYS ; ;
cac £0.00 | 24 HOURS ; ; ; ; £0.00 | 24 HOURS ; ; ; ; £0.00 | 2-3DAYS
PARCEL SHOPS | £0.00 | 48HOURS | £595 | 48HOURS | £0.00 | 24DAYs | £250 | 24 HOURS ; ; ; ; £1.95 | 2-3DAYS
ND YEARLY i ; £9.95 | 24 HOURS ; ; £20 | 24HOURS | £9.99 | 24 HOURS ; ; ; ;

'Company Analysis



Super
Dry®

DELIVERY MARKET LEADING PROPOSITION AND SPEED

& RET U RN S ) = With the launch ofthe European DC we have the capability to rival the best

EUROPE retailers in Europe.

= We have already been offering free returns in key markets for 3 years.

We are launching in the next 12 months:
Delivery offering for DE forkey retailers’

= PUDO across Europe - SUPERDRY ASOS ZALANDO TED BAKER ZARA |
: DELIVERY DELIVERY DELIVERY DELIVERY DELIVERY
DE - DHL Packstations, Hermes Paket Shop cosT TIME COST | ""nuE COST [ ““nvE cosT —= cosT -
FR — Relais Colis NEXT DAY €10.00 | 24 HOURS | €5.90 | 24 HOURS
. STANDARD €0.00 | 23DAYS | €0.00 | 6DAYS | €0.00 | 2-3DAYS | €0.00 | 23DAYS | €395 | 2-3DAYS
NL — Post NL Package Point
) c&c - - - - - - - - €0.00 | 3-5DAYS
BE — Bpost Packs Machine
PUDO - - - - €0.00 | 2-3DAYS - - €3.95 | 2-3DAYS
= Next Day delivery to DE, BE, NL, FR
EXPRESS €0.00 | 23DAYS | €5.00 | 48 HOURS - - €20.88 | 12DAYS | €5.95 | 1-2DAYS
ND YEARLY - - €15.00 | 24 HOURS

*Next Day to Germany launches in 2017 @ 5 Euros

'Company Analysis



Super
Dry®

DELIVERY &
RETURNS USA

— A
BEER

EAGLE

USA DC Ecommerce Fulfillment opens Summer 2018
Over the next 12 months we will launch the following services:

= Free Returns
= 2 DayFREE Delivery service fromthe USA
= Click& Collect

= Next Dayexpress service

We currently offera 3 - 5 day free service from the UK,
which rivals most retailers



Super
Dry®

B2B PLATFORM COMPETITIVE ADVANTAGE FROM LEVERAGING DIGITAL
CAPABILITY TOWHOLESALE

Benefits
= Realtime inventory availability

- 3 , = Increasein Sales
2 :

; .‘5’ 5 ~
i» NEW SEASON - = Improve Customer Satisfaction
SR ‘ | = Enable the wholesale to gain actionable

insightfaster
%

5k

- _ahiyl
NEW SEASON

Deliverables
= B2B Website- FY18

= B2B ContentPortal for Customers-FY18
= Full Business Intelligence Capability - FY18

= Replace physical Lookbook Sales Brochure -FY19
= BigDataAl -FY19



Super
Dry®

FUTURE GROWTH CLEAR DEVELOPMENT PATH TO CONTINUE ECOMMERCE GROWTH

PIM

Enhanced CRM Multichannel Digital Vision

B2B Al Phase 1 ProductRecs Al Phase 2

European DC Full DC Inventory Availability Full Inventory Availability

o

M

0]

UuS DC Store Inventory Online

Continuous Pipeline of
Enhancements

Continuous Pipeline of
Enhancements

Continuous Pipeline of
Enhancements

360° Digital Campaigns 360° Digital Campaigns 360° Digital Campaigns

Underlying Market Growth Underlying Market Growth Underlying Market Growth




Super
Dry®

SCALE IN ECOMMERCE

)

3
g
g

\ > 4

MORE WEBSITES

MORE CHANNELS (MARKETPLACES)

MORE INVENTORY AVAILABLE

MARKET LEADING PROPOSITION IN
EUROPE AND US AS WELL AS THE UK

CONTINUED INVESTMENT IN DIGITAL
MARKETING SPEND

MORE DISTRIBUTION CENTRES

CONTINUE WEEKLY WEBSITE RELEASES
USING RAPID PROTOTYPE MODEL



Supeér
Dry®

ECOMMERCE

Digital Marketing — continued investment in upper funnel to inspire new Superdry Customers
Inventory availability -100% availability to sell anywhere in FY20
Customer Proposition - Market leading delivery proposition within 12 months in all key markets
Powerful bespoke ecommerce platform — A pipeline of enhancements to underpin the next 3 years

Output - Strong growth on both top-line Sales and bottom-line contribution

Superdry 5.0 Global Digital Brand



Superdry®

WHOLESALE

JON WRAGG

KRISTOF RISSE

CAROLINE VAN DER WOUDE



Super
Dry®

<\

A scale business
Global reach
Delivering strong growth

AN

e-commerce,

15

Global Brand Revenues FY17

" Source: Company Analysis
2¢.1/3" growth in FY17 driven by FXrate movements

Wholesale Sales Growth (Em)’

excluding Clearance
( 9 ) 249.5

434 RoW
17%

174.2
145.4 152.5 328
25.9
117.9 20-6 i Eucr;ope
L = =
539 59.6
423 20-2
UK
15%
FY13 FY14 FY15 FY16 FY17 2

m UK & Eire = Benelux, France & Southern Europe m Germany & Scandinavia m Central & Eastern Europe ' RoW



Super
Dry®

I T PRODUCES...

v' Attractive Returns Vs Group Average
Product Margin

Variable Costs
Fixed Costs

Depreciation & Amortisation
EBIT
ROCE




Super
Dry®

OUR PURPOSE IS..

To accelerate our Global digital brand opportunity
through a capital light commercial model



Super
Dry®

OUR APPROACH IS...

To enable our customers to realise the full
potential of their consumer businesses



Suiper
D

@ ESPACE
WE OPERATE Y s MNME
WHOLESALE Independents

THROUGH THREE (2.292) surfdome L,
D I S T I N C T Fasl Forward
CHANNELS...

Franchise Stores
(362%)

Independents
37.3%

2] *mMacys
Key Accounts
g (36%) » zalando

Peek.Cloppenburg
Svet v slogu
Wholesale Revenue FY17 B breuninger

* @ September 2017 wehkamp




WE ACCESS THOSE
CHANNELS IN FIVE
DIFFERENT WAYS

60

Countries

Own Sales Teams

Agents

Distributors

Exclusive Franchisees

Licensees

Supeér
Dry

Countries

Countries

Countries

Countries

Countries




SUPPORTED BY
ESTABLISHED
GLOBAL

INFRASTRUCTURE

Owned Showroom (15)

Agent Showroom (10)

Distributor Showroom (8)
® Service Office (1)

Heads of
Territory

Scandinavia

3N

Central &
Eastern EU

ks

< 2

Western &
Southern EU

P
N NS

APAC &
MENA




Stiper
Dry®

SUPERDRY
CHANNELS
WORK
TOGETHER
TO ACCESS
FULL MARKET
POTENTIAL

End
Game:

Own
Stores

Ecommerce
Capability
Established

Fully Localised
Ecommerce Site
Launched

Agent or Wholesale Franchise ngn Sto(rjes
Distributor Established Stores Opened BupeIQ:ck
Established in Through & Key Accounts y f
Territory Independents Activated Opportunity
Evaluated
Distributor,
Exclusive
Franchisee or Franchise Vx:zlci,lsr?t!se
Licensee Stores Opened
Established in Opened

Territory
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Super
Dry®

THE FORWARD
SALES PROCESS
IS HIGHLY
STRUCTURED

Pre-Sell
Financial
Planning

In Season
Performance
Analysis
In Season
Sales

Strategic
Partnerships

Showroom
OTIF Delivery Based Sales
Appointments




Super
Dry®

IRATIONAL AND INFORMATIVE



Super
Dry®

nwITw!w-H

H
A

I
T

E
LE
GH
RU

FORWARD

S PROCESS
LY

CTURED

| S

Pre-Sell
Financial
Planning

In Season
Performance
Analysis
In Season
Sales

Strategic
Partnerships

Showroom
OTIF Delivery Based Sales
Appointments




Super
Dry®

GROWTH HAS ALSO v 362 franchise stores in 50 countries

BEEN DELIVERED v" Build brand awareness and perception
THROUGH v" Stores mirror owned stores standards
ACCELERATED v" Attractive payback <12 months
FRANCHISE STORE v" Capex funded by franchisee or
OPENINGS v" Superdry funded capex for enhanced royalty

v" 20% medium term annual growth opportunity

S Latvia

TrianceE gan v e

3 ce% 22 "Bola d'— s SUperdry@
gSwnzerIandSIovakla °Indonesngxcroat,a ey e Y\@—
cNetherlands & = Liechtenstein 2 § R | 1= b P
=  SingaporeS HungaryMalta S = SSThailand [EEURTR LS ek R
SouthAfrlca Germany Malaysm mmeenmark f s W meats | 8%

Romania =~ EfinlandS = Philippines ! Wi
Slovema-g ECzechRepubllcm ain :Luxemburg 5*’

e
o .

2| Supefdiy®

i 3

—

Irelandoo QatarEstonia— Australla Portugal "'-.q:._;_":;;__——

t

S Austrlam|ta|y Kuwa|t=

1)

Israel

¥

3
=



SUPERDRY 4.0
ESTABLISHED
A FIRM
OPERATIONAL
FOUNDATION

Super
Dry

Process
Professionalisation
People
Product
Partnerships

FY16 FY17 FY18 FY19 FY20 FY21

Establishing strong foundations has delivered accelerated
growth over the past two years




Super
Dry®

SUPERDRY 5.0
GROWTH WILL BE
DRIVEN BY FOUR
DISTINCT

PROGRAMMES

Customer
Segmentation

Localised

Analogue => Digital

Transparent and Predictable Supply Chain




IN FY20 AND FY21
OUR PROGRAMMES
WILL FURTHER
IMPROVE OUR
FOCUS TO BUILD
GREATER
POTENTIAL

Super
Dry

Customer
Segmentation
Fully Localised

Analogue => Digital
Transparent &
Predictable Supply
Chain

Process
Professionalisation
People
Product
Partnerships

FY16 FY17 FY18 FY19 FY20 FY21

Future change will be delivered sequentially over the 3-4
year time horizon; delivering a Best in Class Wholesale
business




Super
Dry®

WHOLESALE

A scale business
Delivering strong growth
With a global reach
Producing attractive returns

Superdry 5.0 Global Digital Brand



Superdry®

SUPERDRY USA

NICK TATUM

THOMAS VUILLE?Z



Super
Dry®

USA IS WORLD’S BIGGEST APPAREL MARKET AND GROWING

UNITY é @ ‘

£239bn

£224bn

%

£48bn

5 Year Growth Rate 3% pa 5% pa 0.1% pa 3.5% pa

Sources:Conlumino: Apparel marketsize and growth data (2011-2016).



Super
Dry®

SUPERDRY
USA

OFFER REPOSITIONING AND DISCIPLINED SCALE
ELIMINATED INHERITED LOSSES IN FY17

24 own retail stores

= 472 wholesale doors

= Established Ecommerce business

= Landed US DC

= Leadership team 95% USA citizens



Super
Dry®

A STRONG BRAND AND CONSUMER CONSISTENCY
N

Social media led / well connected
= Convenience led behaviour

= Blend of tourist and locals

= Love to travel

= Purchases sports brands/sportswear

= See us as Unique, Quality, Cool



Super
Dry®

Research

Adapt

LOW BRAND AWARENESS PROVIDES SIGNIFICANT FUTURE
GROWTH OPPORTUNITY

New Agencies:
In territory agencies to deliver results in NYC and LA, targeting influencers
and media to create noise around Superdry, at key sales moments.

New Demographic Focus:
All PR and Influencer activity focused on driving awareness
with 18 — 24 year olds.

Measured Results:
US campaigns are executed to strict KPI’s that make sure all activity gains
cut through in a crowded landscape.




Super
Dry®

RAISED USAinfluencer activity aligned to global Superdry campaigns
AWARENTES S focused on building brand awareness in the New Yorkand LA area.

Instagram bet Feb — Aug

* Accountgrewby +55%

*+ Generated 40K fan
engagements

Facebook bet Feb — Aug

+ Accountgrewby +22%

* Generated 80K fan
engagements +80%

* Next focusis payto play -
wider audience reach




Super
Dry®

USA DEVELOPMENT PLAN LEVERAGES GROUP CAPABILITY
IN SEVEN CHANNELS

Centred on top 75 quality

Owned Stores mall locations

Physical and digital
Key Accounts ‘department’ stores build
Multi brand stores in small brand distribution eg; Macy’s
Independents catchments (drain the
market) Provide access to
Partner Ecommerce incremental customer

groups (eg Amazon)

Localised website with
Owned Ecommerce developing delivery

Cost effective clearance

proposition Outlets protects full price position

Cost effective clearance

Off Price Ecommerce (eBay) protects full price

position



BRETZELBIW

uper
Dry®

RETAIL FOOTPRINT CONCENTRATED IN TOP 75 MALLS (8% OF TOTAL)

IN QUALITY CATCHMENTS

Seattle

[ P
® %e‘lk?vvm. ‘S(j‘u.’lr(-.-‘

Portland
A Pioneer Place
b Washington Square
San Francisco

San Francisco Centre
Valley Fair Mall

Hillsdale Center

Stanford Shopping Center

Broddwai/ Plaza
Great Mall of the B: d
< iv»ver..«‘
-@ & ’.: ) ,‘ M
Las Vi
4 Fashion Show
® Grar
B Forum Shops at Caesars
ﬁgbiego
Fashion Valley @ ~— Pheonix e
& Fashi
LA

Century City b
Beverly Center il
Glendale ‘Ausun '

Fashion Square =
Brea Mall e
South Coast Plaza
Irvine Spectrum Center
Fashion Island

Los Cerritos

Topanga

San Anita

§an Antonio ——

Existing Malls

Chic

Woodfield Mall

@
“New O

rleans

T

International Plaza

Boston
Cambridgeside Galleria
South Shore Mall
Prudential Center
SR o

% ¢ nut Hill
Mall a estn

@
®
¢
Philadelphia—@ — New York
King of Prussia Mall Queens Center
E Bridgewater Commons
Staten Island
—® J l
Sono Collection
Roosevelt Field
Willowbrook Mall
| Cross County
Th Il at Short
Tt
Sho i
|
' Washington
Fashion Center at Pentagon City
Tysons Corner
Orlando——  Montgomery Mal
Disney Springs
Mall of Millenia

Florida Mall & — Miami
Aventura Mall
Dadeland Mall
Town Center Boca Raton
Dolphin Centre
Galleria Ft. 1

Cent
@

J ®



Super
Dry®

Key AccountChannel

Double digitShop in Shop growth
with Macys

Online Growth Macys, Amazon,
Nordstrom, Zappos

Independent Market

Growth with Independent Accounts
New Chain Stores signed Pacsun
Zumiez

WHOLESALE FOOTPRINT TARGETS 90% OF USA POPULATION




Super
Dry®

ERCE ECOMMERCE SERVES THE USA MARKET WITH SALES
RINT TO 46 STATES SINCE 2016

Chicago store opening:
= Ecommerce visits grew by 44%
= Transactionsgrew by 77%

Philadelphia store opening:

= Ecommerce visits grew by 65%
= Transactionsgrew by 102%

"Source:Company Analysis



Super
Dry®

Thomas Vulliez
Head of US

3years

Tania Rodriguez

Chris Samples Stacey Adamson
Tax & Accounting Manager

Area Manager- South Area Manager-
East Northeast

. Doug Devine
Angelo Natal Louis laconelli Anders Thomsen Jeremy Siler Area Manager- West
HR Business Partner Operations Manager Wholesale Manager Wholesale Manager Coast
: D LF
8 months 7 years

I~ 16 years

9 months

2 years

9 months 1 month
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SUPERDRY USA

Encouraged by the last two years of growth
Wholesale momentum with 50% more doors than last year
Ecommerce moving onshore providing a better service for our consumers
Targeted store expansion

Positive profit contribution

Superdry 5.0 Global Digital Brand



Smr&.‘ﬁiﬁ(bﬁéb\)

uperdry®

SUPERDRY CHINA

PAULA KERRIGAN
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ORLD
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Chinais the second largest apparel
world market opportunity with the
highest growth rate

'ﬁif

£48bn

5 Year Growth Rate 3% pa 5% pa 0.1% pa 3.5% pa

World Apparel Markets 2015

Sources:Conlumino: Apparel marketsize and growth data (2011-2016).
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VERO MODA

JACKEZJONES®

SELECTED

@ sa8bn @ £3.90n © £3.4bn

i ZARA A

@ £1.9bn © £1.5bn ® £1.2bn

. Market Position £bn = turnover
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10 owned stores

4 franchise stores

Ecommerce established and operational
Joint venture management team in place

Significant lessons on the market and how
to maximise performance
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Brand direction

and experience
SuUpeér s

Product
expertise

§

| ﬁ Visual

merchandising

processing

Procurement ‘

‘ Marketing
leverage
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AN

Typically aged 25-34

AN

Slightly more male than female

v~ Confident, independent minded, want to
demonstrate consumption

v~ Internet savvy and social media focused
v~ Loyal to brands they trust
v~ Emotional reward through brand affiliation
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Focus on owned stores c. 7-10 Tier 1 and upper Tier
2 cities

Establish strong city/provincial franchise
relationships in Tier 2 cities

Use Ecommerce for broader reach

Learn, adapt and roll-out

Drive down store development cost for owned and
franchisee stores

» Already lowest cost across Superdry
« Aim to reduce by a further 15%
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MAIN FOCUS ‘ Owned stores 17/18 Franchise openings

FOR OWNED Franchise stores

STORES:

SHANGHAI,

BEIJING AND

CHENGDU. Changchun
o/Shenyang

FRANCHISE Bei,-ingec

STORES HAVE

A WIDER &

SPREAD Chengdue

e Shanghai

Xiamen

1 1

“Shenzhen
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Dry®

= |nitial results from owned

Conversion Rate Average Basket Sales Densities £
stores have been Value £
encouraging — but there is <.
more to do. b e
= Conversion rates are lower

but once consumers ‘

IILN
engage, they tend to spend @ &

more -

*Stores open for more than 26 weeks
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. . FRANCHISEE ECONOMIC MODEL VS SUPERDRY OWNED STORES
= Franchise stores sales densities

and margins are lower than Sales densities S =
owned stores " -
: . ' t . =
= Lower operating costs drive argin Rale
profitability Staff Costs s =
Property Costs s =
Other Operating Costs . =
Tax s =
Profit —

Store Fit Out
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Superdry Tmall site
launched in November

Positive early signs

AN NN

Sales exceeding expectations by +20%
Over 2 million website visits since launch

Visitto purchase conversion achieving global
average

High re-purchase rates

Already profitable
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Once engaged, Chinese Established a CRM programme
consumers are loyal — 80% - to support loyalty

make repeat purchases

Price is not the key purchase ‘ Consumer messaging focuses
driver on quality and design

Chinese consumers product ‘ Increased proportion of L, XL
sizing same as UK and Europe and XXL across both genders

Three climates in one country Introduced early buys for China
requires a different product ‘ team to secure key product e.g.
mix by region down jackets

High levels of bureaucracy . Experienced local team
Vast geography requires - Leveraged Trendy logistics, IT
credible infrastructure and shared services
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Eric Hu: General
Manager

Timberland &5
swatche

Simon Wong:CFO

Jessica Wy:
HR Director

1
’ ‘gl’ FENDI
J }, ROMA

L izzue

Kurt Zhang:
Franchise Manager

UNDER ARMOUR.

Timberland &

Gaven Zhou:
Retail Manager




Stiper

This is My City: Shanghai
Reach: 105 million

Engagements: 21.5 million

Store weekly sales profile
(Pre and post campaigns)

Pre event Post event
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NN X X X

High levels of repeat customers — global brand
establishing awareness

Store densities approaching European levels

High average basket values

Engaged franchise network — network growing
every month

Ecommerce achieving sales, profitability and
extending brand awareness. Tmall route to
market the right choice
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Franchise will be the key driver of expansion
- 15 stores in FY18 and over 35 in FY19

Expand Ecommerce

Steadily open owned stores primarily in Tier 1 cities
- 15 by FY18, further 5+ in FY19

Continue to leverage Trendy infrastructure.
Selectively develop JV infrastructure as appropriate

Profitable from H2 FY20
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SUPERDRY CHINA

Massive market opportunity
Good initial performance across all channels
Strong engagement from franchise partners
Franchise and Ecommerce driven expansion ahead
Strong local team to support growth
Huge potential as part of Superdry 5.0

Superdry 5.0 Global Digital Brand



Superdry®

OPERATIONAL EXCELLENTCE

PAULA KERRIGAN
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Operational Excellence will create an effective and
efficient operating model to support our global
growth ambitions and margin delivery
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SUPERDRY

4 year total growth’

4 year option count growth

Range overlap between
wholesale and retail

Direct sourcing participation

Retained stock every season

+105%

+184%

29%

33%
44%
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»

Manage Sell

Stock

Develop . Buy &

Make

. Move .

Relentless focus on
cost effectiveness
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Develop

&

Action

» Range planning
implementation

Design to a plan and range
architecture

designed

- Reduce the number of options

New critical path for a global
business

Impact

- Meets customers needs, right first time

»
»

More time to focus on new and
innovation

Reduces sampling, improved design and
quality

Improves ‘on timein full’ deliveries,
increases global sales
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Action Impact

Buying to a higher sell-through rate Reduces stockholding

Increases sales (transition) and smooths
stock flow

Introduce product ranges more
evenly

Increases margins and on time in full

Working with supplier partners to reas
deliveries

smooth their production

Enables joint buying, ensures brand

Drive range overlap between _
consistency

wholesale and retail

Supports margins and off-sets factory

Joint buy between wholesale and _ :
inflation

retail

Retains 4-10% points of cost price that
agents absorb, increases quality and ‘on
time in full’

L A & 25 & 2

Take agents out of the supply chain
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Super
Autumn / Winter season key milestones Dry®

|
\ LI
v (&
_ Ecommerce/
Early Joint Buy Manufactured Shipped Into DC Stores

Dec Apr-June  May-July Aug Sept
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Move

Action

»

»

Opening DCs close to their local
markets

Moving consolidation closer to
production

Implementing improved freight
management

Impact

»

»

Drives sales — e-commerce and stores
through greater availability, reduces
cost, enables growth

Better service for wholesale customers,
reduces costs

Reduce air freight (x5 cost of sea), reduce
costs, improve ‘on time in full’
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Manage
Stock

Action

»
»

Only sending to store the stock
they need (pull vs push)

Minimising reverse logistics via
in-store sell through

Creating a single pool of stock for
wholesale and retail

Using technology to become
more accurate on stock levels
and movements

Impact

- Reduces costs and increases sales —
in-store staff focused on service, not
task

Reduces costs and DC complexity

holding and drives DC efficiency

Reduces stock holding and facilitates
sales — particularly reserve and collect

- Increases availability, reduces stock
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Cost
Effectiveness

Action

»

»

Re-establishing the
founder cost mentality in
everythingwe do

Questioning if established
ways of working are still
appropriate

Investing in ‘good’ cost »

Impact

Balances lowering cost
with maintaining brand
integrity

Lowers costs and creates
capacity for other
investment

Ensuring sufficient
capacity to expand and
grow sales
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Dry®

9,

Develop
v Range
planning

v" Four
seasons

v' PLM

Buy &
Make

v Range
overlap

v" Direct
sourcing

v Fast
response

®

Cost
Effectiveness

~—
S

Move Manage
Stock
v" Multi v" In store
DCs reduction
v" Consol v" Single
Centres stock pool
v" Freight v Trialling
RFID

v" ‘Pennies’ programme
v' Staff scheduling

v" Procurement
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PHASED Continuing to
APPROACH be implemented /
FLOWS BENE
AND MINIMISES v" Range Reduction v Four seasons v" Product Lifecycle
EXECUTION RI1SK Y RangeOverlap v Fastresponse Management
v’ Direct Sourcing v In store stock v" Single stock pool
v" Consol Centres reduction v" Trialling RFID
v MultiDC v Staff scheduling
v" Freight
v ‘Pennies’
v" Procurement

Benefits Now-12-18
flow months
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MPACT
ANGES
TER ONLY
S OF
NTATION

Example: Range Overlap

Previous overlap -

Overlap post 6 months -

implementation

Impact:

v Reduced cancellations due to
meeting MOQs (wholesale sales)

v" Joint buying leveraging scale

v" Higher sales from improved ‘on
time in full’ deliveries (retail sales)

29%
51%

Incremental
benefit:

£2.2m sales

£0.8m margin

£1.3m sales
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.. WITH MORE .
| : Cost Working| Product
TO COME Sales | Margin | Costs Capital | Innovation
@ Develop \/ \/ \/
i—o) Buy &
@' Make ‘/ ‘/
Move v v
Manage
Stock ‘/ ‘/ ‘/
Reducing
Costs ‘/
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BREAKOUT SESSION

‘ Split into two groups
» One group for Develop & Buy/Make

One group for Move & Manage Stock

»
- Groups swap after 30 minutes
B

Come back together to discuss Cost Effectiveness and wrap up



Superdry®

OPERATIONAL EXCELLENTCE

SHAUN PACKE
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RANGE

RATIONALISATION
Drives efficiency in operations
— particularly logistics 2_953
Creates capacity for design § Bottom 23% of
innovation @ options accounts for
5 just 1% of sales

Reduces sampling costs for
suppliers — c. $300 per sample
on average

Option count (%

~

B Units bought Units sold



@ Develop

Super
Dry®

FOUR
SEASONS

Drives sales as we capture
key transitional ranges at key
times

Previously:

Drives sales in global markets
with different weather profile

Drives sales for wholesale —
better in-season selling
opportunities

Range Presentation Profile by Season

- Delivers efficiency in design AW
and production

FL

SS CA

Going Forward:

AW FL SS

CA



@ Develop

Stiper

PRODUCT
LIFECYCLE
MANAGEMENT

‘Supports all the ways of
working and process changes by
tracking them on one system

Enables speedier design and
communication with suppliers

Drives Ecommerce sales by
capturing product data at the
start of the process

Supports global development
with scalable infrastructure
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2017
DIRECT Direct Sourcing Evolution:
SOURCING . Opening
office H2
. 2017 in
Increase margins by . China
removing agents costs Efsf;[ss“Shed
* Now 85%
Drive sales and ‘on time in * Established ngfged - FY19 —80% direct
full’ deliveries through speedier office India sourced.
in market approvals * Now 100%
direct sourced
in Turkey

‘ Improve product quality by
working closer with suppliers
at source Average agent cost per item £0.65

Average direct sourced office cost per item £0.08



Buy and Make

Super
Dry®

DIRECT
SOURCING

»
»

Support global sales growth
by sourcing in the optimal
market for that country

China becoming the largest
sourcing market due to USA
and China sales growth and to
grow margins

New sourcing markets to
expand — both fast track and
longer lead time to grow
margins

Volume growth of products sourced by destination

. UK/Europe China
USA
2016 2020

Share of production by country of source

B china ’

India
Turkey
2016 2020

Other




Buy and Make Buper

FAST Tees and Sweats
RESPONSE + UK and Europe
* Leadtimes reducedfrom16 to 10
Increase sales, reduce weeks
stockholding and logistics « Local offices fulfilling Quality role
costs by reducing jersey lead » Potential to reduce stockholding
times in tees and sweats by 25%

‘ Maximise sales by in-filling

womenswear with fashion Fashion Response 3
response product « Maximising in-season sales e
* Leadtime reducedto 10-12 o\ "»\,;
weeks S &
; : 4
Protect margins by ensuring « Fast track design process
fashion response is less than « Lessthan 5% of options per \ 4
5% of options season ) §
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OPERATIONAL EXCELLENTCE

GORDON KNOX

NICK TATUM
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WELL DEVELOPED LOGISTICS INFRASTRUCTURE INPLACETO
SUPPORT FUTURE GROWTH AND DELIVER EFFICIENCIES




Super
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CONSOLIDATION CENTRE EFFICIENCIES INVESTED TO INTRODUCE
UPSTREAM QUALITY CONTROL :?ff:o
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REGIONAL, MULTI-CHANNEL DISTRIBUTION CENTRES ESTABLISHED
IN EACH CORE TERRITORY
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Dry®

FULFILMENT CAPABILITY GIVES ULTIMATE
CHOICE OF CHANNEL TO CONSUMER




Super
Dry®

END TO END SUPPLY CHAIN VISIBILITY ESTABLISHED AND
DELIVERING EFFICIENCIES

$
,,,,,
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STORE STOCK
REDUCTION Zero stockroom stores:

“‘ Drive efficiency through

lowering in-store stock levels —/
.v Reduce logistics costs and Volumes * 13% LFL reduction in in-store stock
/ * ¢.40% LFL reduction in recalls/ISTs

stock recalls
‘ Reduce in-store operation
costs P  Sales f
7"+ Hours used $

- Evaluate potential to drive * Availability ]
sales through removing task  No investment
and adding service

Bradford, Exeter, Aachen
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TRIALING

RFID TO Speedy and accurate store stock replenishment
| MPROVE

I N-STORE

WORKFLOW Higher customer service standards

More efficient stock counts

Precise product intake

Key enabler for reserve and collect & digital marketing

Enhanced security control



Superdry®

OPERATIONAL EXCELLENTCE

PAULA KERRIGAN



@ Cost Effectiveness gy\%}r

Previously: Today:
Retained
PENNIES Enhanced customer strong
PROGRAMMES E information branding
X, -
p—N \ sy 0 [IC)
B) Review everything we do and % s E’a
make through the dual lenses *fé 2 “o
= 0 8 3 v

of brand and cost

[

er

A

Calour Deep Purple Mar P Orange

-
o).
o
=

0
&
.
X
]
1y
]

A B2 IR (L
up
S

S

9.5p 5.1p

X 34m units annually
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STAFF SCHEDULING CAPABILITY BETTER MATCHES
COLLEAGUE HOURS TO CONSUMER FLOWS

STAFF
S C H E D U L I N G Weekly profile of staff hours scheduling requirement:
. More staff than sales Insufficient staff hours
‘Re-appralse and challenge all requires scheduled during peak
activity and spend — is it now \ A trading
right for our business? N\ \

profile

. Required staff hours based on customer shopping
. Previously applied staff hours schedule



@ Cost Effectiveness

Super
Dry®

GOODS NOT FOR
RESALE

Implementing procurement practices to all
‘goods not for resale’ products and
services

Example: Store consumables

Includes bags, hangers, mannequins etc
Consolidation of supply base - 26 suppliers to 1
Global standardisation of specifications

Generated £0.5m benefit to date
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OPERATIONAL EXCELLENCE

Cross-business, multi-year, multi-initiative programme
Enables global growth
Drives sales
Supports margins
Reduces costs
Reduces stock-holding
Builds capacity and capability for innovation
Already delivering results, more to come

Superdry 5.0 Global Digital Brand



Superdry®
S UPERDRY: 5.0
GLOBAL DIGITAL B RAND

EUAN S UTHERLAND

NICK WHARTON
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5.0 Global Digital Brand

Good to Great to Amazmg

6 FUN Three year transformation LO
INDIVIDUALITY

-"’ Global Digital Brand -
Cross business -’5 .

Unique product DNA

Strong Family Values &
ar brand positioning PASSION )
Consistent delivery Global leadership

g vision
TY

journey
uper

[
(e)
-
©
2
]
©
g
(&

QUALI

Cl

Compellin
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Superdry 5.0 Global Digital Brand

A transformed business
Diversified and uniquely advantaged
Strong and consistent 3 year delivery

Unique product DNA
Clear brand positioning
Disruptive multichannel approach
Compelling vision for growth

Super
Dry®
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New Strategic
Framework
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Superdry
Ilnvestment Case 1

Superdry is a globally recognised brand, with a clear
purpose and an exciting digital strategy that is
delivering superior returns.

Our consumers are loyal and global perceptions are
consistent.

« Consistent brand perceptions: quality, stylish, cool , trendy
- Established Ecommerce strength:
- 20 websites, 12 channels, 2 global fulfillment centres
- Sector leading delivery proposition
« 100% revenue growth since FY15

- Digital and social marketing delivering strong results and

introducing new customers




Superdry
Investment Case 2

Innovation is at the heart of Superdry and in everything
we do, from our product designs, to our tailored
approach to each new market, to our passion for
finding the fastest and most efficient ways to serve our
global consumers.

« >5,000 new styles introduced every year

- SuperDesign lab disruptive thinking

* Fast response capability

«  Core category ownership with widest ranges
- Jackets: >500 options

- Adoption of proven technology (e.g. RFID)

Super
Dry®
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Superdry World Market Opportunity

Ilnvestment Case 3

Addressable Consumers

Our market is the digital and physical world and our
opportunity is huge.

Superdry is present in 148 countries today and every y Y

market represents an opportunity to grow significantly

through implementing our 8 channel strategy.

« On-line apparel market targeted to grow at 15% CAGR to 2021 £y Total 171.2m Total 840m China

43 231

« Significant development markets remain untapped
Wholesale and Ecommerce channels: flexible & capital light

« Owned store payback: compelling and improving V1520 #2530 %3544« 4554

W 15-24 wm25-34 m35-44 4554
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Superdry
Investment Case 4

At Superdry we work every day to create the most
efficient and effective operating model to support our
global growth ambitions .

This includes developing a global range and single
stock pool and global distribution infrastructure that
will lower working capital & lower cost to serve.

« Global range overlap doubled by FY19
«  Multi-channel distribution capability developed in three markets |
« 80% direct sourcing target achievable in two years |
« Single inventory pool delivered in 2018

- Significant unit cost efficiencies
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Ilnvestment Case 5

At Superdry we have delivered consistent double digit
sales and profit growth.

Highly cash generative with a strong balance sheet we
organically fund our growth, driving superior returns
from all channels.

«  25% CAGR revenue growth over 3 and 5 year horizon

«  25% ROCE sustained over 3 and 5 year horizon

*  £240m investment in business since FY12

« 80% cash conversion after funding expansion working capital

- Cash positive with low lease adjusted gearing




3 Year Outlook

Super
Dry®

Shape of Delivery: Revenue / Margin

Growth bias to Ecommerce and Wholesale
. Operating margin accretive
. Channel mix gross margin drag
« Disciplined owned store growth
. 100k sq. ft. perannum (Global)
. Paybackimproving to 20-24 months
- 0-30Bps p.a gross margin accretion?
. Capacity for Brand re-investment
 Development markets

. USA: Profitable in FY18
. China: Profitable from H2 FY20

Performance Drivers: Revenue /Margin

Grow Ecommerce Market Share

. EU & USA fulfiment
. 360° digital campaigns and enhanced CRM

Wholesale: Mid-double digit revenue growth
. 60 additional new franchises p.a
. Ecommerce B2B from 2018
Owned store development
. c.20 newstores p.a
. 10-15 next generation refits in UK and EU

Constant product innovation

Operational excellence benefits

. Increased direct sourcing and range harmonization

. Improved on time in full delivery

1. Bloomberg PBT consensus:FY18:£98.1m,FY19: £114.5m, FY20 £130.5m
2. Gross Margin accretion guidance is before chamel mix and foreign exchange impacts



Supeér
3 Year Outlook! Dry®

Shape of Delivery : Operating Costs / Cash
= Operating costs
Grow slowerthan salesbeyond FY18

=  Efficiencies from lower inventory levels

=  Store labour efficiencies offset inflation
= Operation margin
Moderate expansionafter Brand reinvestment
= NetCash

—

;
|
f

Capacity for further shareholderreturns
= Reduced newowned store capex
= Limited absolute inventory growth in FY18
= Inventory efficiencies continue
= Higher sell through rate achieved
= Consolidated inventory pool

= Use of proven technology

1. Bloomberg PBT consensus:FY18:£98.1m,FY19: £114.5m, FY20 £130.5m
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Exciting Long-Term
Outlook

Superdry digital brand capability

Relentless innovation every season

Operational excellence & leverage

Ecommerce strength & investment

Wholesale capital light consistent growth

Super fast, smart owned retail expansion

Global ambition & developing markets contribution
Significant long term CSR commitments

All colleague shareholder mindset with FSP

S © ® No gk bR

0. Strong & experienced global leadershipteam &

entrepreneurial founder contribution




Superdry 5.0 Global Digital Brand

Globally recognised brand
Relentless innovation
World market opportunity
Operational excellence
Global growth business
Sector leading financials
Strong purpose and values
Unique Organisation
Experienced leadership team

Super
Dry®
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SUPERDRY: 5.0
GLOBAL DIGITAL BRAND






