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DISCLOSURE STATEMENT

This presentation and the accompanying slides (the “Presentation”), which have been prepared by Samsonite International S.A. (“Samsonite” or the “Company”), do not constitute any offer
or invitation to purchase or subscribe for any securities, and shall not form the basis for, or be relied on in connection with, any contract or binding commitment whatsoever. This
Presentation has been prepared by the Company based on information and data which the Company considers reliable, but the Company makes no representation or warranty, express or
implied, whatsoever, about the truth, accuracy, completeness, fairness and reasonableness of the contents of this Presentation. This Presentation may not be all-inclusive and may not
contain all the information that you may consider material. Any liability in respect of the contents of or any omission from this Presentation is expressly excluded.

This Presentation contains forward-looking statements. Forward-looking statements reflect the Company's current views with respect to future events and performance. These statements
may discuss, among other things, its net sales, gross margin, operating profit (loss), Adjusted Net Income (Loss), Adjusted EBITDA, Adjusted EBITDA margin, cash flow, liquidity and capital
resources, potential impairments, growth, strategies, plans, achievements, distributions, organizational structure, future store openings or closings, market opportunities and general
market and industry conditions. The Company generally identifies forward-looking statements by words such as “expect”, “seek”, “believe”, “plan”, “intend”, “estimate”, “project”,
“anticipate”, “may”, “will”, “would” and “could” or similar words or statements. Forward-looking statements are based on beliefs and assumptions made by management using currently
available information. These statements are only predictions and are not guarantees of future performance, actions or events. Forward-looking statements are subject to risks and
uncertainties. These risks, uncertainties and other factors also include the potential effects of the COVID-19 pandemic on the Company’s future financial and operational results, which

could vary significantly depending on the duration and severity of the COVID-19 pandemic worldwide and the pace and extent of recovery from the effects of the COVID-19 pandemic.

If one or more of these risks or uncertainties materialize, or if management’s underlying beliefs and assumptions prove to be incorrect, actual results may differ materially from those
contemplated by a forward-looking statement. Among the factors that could cause actual results to differ materially are: the effect of worldwide economic conditions; the effect of political
or social unrest and armed conflict; the length and severity of the COVID-19 pandemic; lower levels of consumer spending resulting from COVID-19; the effects of inflation; a general
economic downturn or generally reduced consumer spending, including as a result of COVID-19; the pace and extent of recovery following COVID-19; significant changes in consumer
spending patterns or preferences; interruptions or delays in the supply of finished goods or key components; the performance of our products within the prevailing retail environment;
financial difficulties encountered by customers and related bankruptcy and collection issues; and risks related to the success of our restructuring programs.

Forward-looking statements speak only as of the date on which they are made. The Company’s shareholders, potential investors and other interested parties should not place undue
reliance on these forward-looking statements. The Company expressly disclaims any obligation to update or revise any forward-looking statement, whether as a result of new information,
future events or otherwise, except as required by applicable securities laws and regulations.

The Company has presented certain non-IFRS measures in this Presentation because each of these measures provides additional information that management believes is useful for
securities analysts, investors and other interested parties to gain a more complete understanding of the Company’s operational performance and of the trends impacting its business.
These non-IFRS financial measures, as calculated herein, may not be comparable to similarly named measures used by other companies, and should not be considered comparable to IFRS
measures. Refer to the Company’s publicly disclosed financial reports for reconciliations of the Company’s non-IFRS financial information. Non-IFRS measures have limitations as an
analytical tool and should not be considered in isolation from, or as a substitute for, an analysis of the Company’s financial results as reported under IFRS.

Certain amounts in this Presentation have been rounded up or down. There may therefore be discrepancies between the actual totals of the individual amounts in the tables and the totals
shown, between the amounts in the tables and the amounts given in the corresponding analyses in the text of this Presentation and between amounts in this Presentation and other
publicly available documents. All percentages and key figures were calculated using the underlying data in whole US Dollars.
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Reflecting on our journey so far as we
head into the holidays, and into 2023

Our team is incredibly energized by our Company’s progress through the first three
quarters of 2022. We have navigated through more than two years of disruptions caused
by the pandemic, and have achieved some notable accomplishments:

« Sequentially improving quarterly sales growth, with comparable Q3 2022 constant
currency sales( finally higher than pre-pandemic Q3 2019!

« Qur gross margins have recovered to historical levels, and have additional room to
grow as Asia continues to recover.

« Our SG&A and fixed cost savings are delivering Adjusted EBITDA margin expansion.
« We are leaning into our advertising spend to fuel future growth.

 Positive cash generation®? year to date despite investing in our inventory to support
the ongoing recovery in travel.

 Year to date through September 2022, we repaid US$535 million of outstanding
borrowings, and our net debt position at the end of Q3 2022 is only up US$93
million to pre-pandemic levels.

* Rock solid balance sheet with liquidity over US$1.4 billion as our experienced
management team helped navigate and strengthen Samsonite’s long-term market
position during market disruptions!

ANMERICAN
TOURISTER
SINCE 1733

(1)  For comparative purposes, prior year sales are adjusted to exclude Speck, which was divested on July 30, 2021, and Russia from April onwards, where operations were suspended on March 14, 2022 and disposed of on July 1,2022.
(2) Total cash generation (burn) is calculated as the total increase (decrease) in cash and cash equivalents per the consolidated statements of cash flows less total cash flow attributable to (i) total loans and borrowings, (ii) deferred 5
financing costs, (iii) foreign exchange conversion impacts, and (iv) proceeds from the sale of Speck.



s Comparable Q3 2022 sales® were higher than
pre-pandemic Q3 2019!

Net sales growth®®@ ys, 2019
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« Q3 2022 comparable sales growth improved to +0.6%"®@ vs. Q3 2019 as travel demand continued to pick up momentum across
most of the world. Further excluding China which was in lock downs, Q3 2022 comparable sales growth was +4.2%"®@ vs. Q3 2019.
Q3 2022 marked the first quarter since the pandemic started where comparable sales®@ were above the same quarter in 2019!

* Gross margin was 55.0% in Q3 2022 compared t0 56.5% in Q2 2022 and 54.7% in Q1 2022.

« Achieved positive Adjusted EBITDA of US$134 million, or 17.0% Adjusted EBITDA margin, in Q3 2022 up from US$122 million
in Q2 2022 and US$73 million in Q12022. Q3 2022 Adjusted EBITDA was slightly higher than Q3 2019 on Reported Net Sales that
were US$131 million lower.

« Positive Adjusted Net Income of US$65 million in Q3 2022 up from US$62 million in Q3 2019.

« Cash generation® of US$64 million in Q3 2022 despite ongoing replenishment of inventory levels.

(1) Stated on a constant currency basis.

(2) For comparative purposes, prior year sales are adjusted to exclude Speck, which was divested on July 30, 2021, and Russia from April onwards, where operations were suspended on March 14, 2022 and disposed of on July 1, 2022. 6

(3) Total cash generation (burn) is calculated as the total increase (decrease) in cash and cash equivalents per the consolidated statements of cash flows less total cash flow attributable to (i) total loans and borrowings, (ii) deferred
financing costs, (iii) foreign exchange conversion impacts, and (iv) proceeds from the sale of Speck.



¢ Net sales increased by US$234 million compared to prior
year, and Adjusted EBITDA margin improved to 17.0% in Q3
2022, up 250 basis points from Q3 2019

Consolidated Reported Net Sales and Adjusted EBITDA

Q3 2022 Adjusted EBITDA was

$1,000 $921.5 slightly higher than 2019 on
Reported Net Sales that were
$790.9 US$131 million lower.
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B Net Sales Adj. EBITDA
(Sin millions, except growth) Q3 2019 Q3 2021 Q3 2022
Reported Net Sales $921.5 $557.1 $790.9
Net Sales Growth M2 vs. 2019 (37.6%) 0.6%
Adj. EBITDA $72.2 $134.1
Adj. EBITDA Margin ]I 13.0% C17.0%)
(1) Stated on a constant currency basis. 7

(2) For comparative purposes, prior year sales are adjusted to exclude Speck, which was divested on July 30, 2021, and Russia from April onwards, where operations were suspended on March 14, 2022 and disposed of on July 1,2022.



* Sales recovery continued to improve in
all regions — Asia recovery accelerating

By region constant currency net sales growth vs. 2019
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North America continued to see a strong
rebound in travel demand with Q3 2022 net
sales growth improving to -0.8%"®@ vs. Q3
2019.

This included some timing impacts in our
Samsonite business due to sales delayed
from 1H due to port delays and sales
accelerated from Q4 due to retailers wantin
holiday deliveries earlier. This was partially
offset by some ongoing negative impacts
from inventory replenishment issues in our
Tumi North America business. October net
sales growth was -1.8%"@ vs, 2019.

Stated on a constant currency basis.
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The recovery in Asia has lagged behind
the other regions, but the region,
excluding China, is quickly improving as
many countries lifted travel restrictions
earlier in the year.

Q3 2022 net sales growth for Asia,
excluding China, was -7.5%®" vs. Q3 2019
compared to -26.2%" in Q2 2022 vs. Q2
2019 and -39.2% in Q1 2022 vs. Q1
2019. October net sales growth saw
rapid improvement vs. Q3 with net sales
growth of -3.9%", or +8.5%" excluding
China.

(2) 2019 sales are adjusted to exclude Speck, which was divested on July 30, 2021, for comparative purposes.
Russia sales are excluded from April onward for comparative purposes when comparing 2022 vs 2019.

(€)

40.0%

20.0%

0.0%

-20.0%

-40.0%

-60.0%

-80.0%

Europe
Q1 Q2 Q3 a4 Q1 Q2 Q3
21 21 21 21 22 2 2P
- 40.0%
20.6%
. 20.0%
9.9%
- -20.0%
-21.5%
-28.4%
T -35.5%
- -60.0%
-60.4%
+70.9%
. -80.0%

Europe continued to see sequential
quarterly net sales growth improvement
compared to 2019 with Q3 2022 net sales
growth at +20.6%® vs. Q3 2019. October
net sales growth of +13.3%M®),

Excluding Turkey, which has higher
inflation and currency depreciation, net
sales in Q12022 were -26.3%", +1.7%M®) in
Q2 2022 and +5.3%M® in Q3 2022 vs. the
same quarter in 2019.

Our operations in Russia were suspended
since March 14, 2022, and the Russian
operations were disposed of on July 1, 2022.
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Latin America continued sequential
quarterly net sales growth
improvement compared to 2019.
October net sales growth of
+26.9%" vs. 2019.

Excluding Argentina, which has
higher inflation and currency
depreciation, net sales in Q1 2022,
Q2 2022 and Q3 2022 were higher
than 2019 by 7.5%, 15.7%™" and
21.0%", respectively.
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Many countries in Asia (except China) have eased their
travel restrictions, which fueled a strong recovery in these
markets in Q3
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Many countries within Asia have lifted or are easing their travel restrictions, which has helped significantly improve the travel recovery
within the region.

Markets such as Australia, Southeast Asia®?, India, and South Korea have seen a significant improvement in their travel recovery in the
past few quarters as travel restrictions have been eased.

China, historically our biggest market within the region, continued to implement a zero-COVID policy which has delayed a more
meaningful travel recovery in Asia.

The pace of recovery in the region, excluding China, showed signs of acceleration in Q3 with net sales growth of -7.5% vs. 2019
(compared to -13.9%" including China) as travel and other restrictions were relaxed. October net sales growth for Asia, excluding China,
further improved to +8.5%". We expect this momentum to continue into Q4.

Stated on a constant currency basis.
Countries included within Southeast Asia include Thailand, Singapore, Malaysia, Philippines, and Indonesia.
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¢ Domestic and International air travel continued to recover
towards 2019 levels, and remained stable as the summer
drew to a close in the Northern Hemisphere

Domestic Revenue Passenger-kilometers (RPKs) vs. International RPKs
20%

Domestic travel was
2.5% negatively impacted by the
Delta variant.
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» Domestic travel has recovered at a faster pace than international routes due to generally more relaxed domestic travel
rules.

» The recovery in international travel is being driven primarily by less stringent international travel restrictions / testing
requirements in an increasing number of countries.

10
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The travel recovery has varied across regions, with the

strongest recoveries in Latin America, North America, and
Europe

Total Market - Revenue Passenger-Kilometers (RPKs) - comparison to same month in 2019
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°* The recovery runway in the global passenger
market remains robust

World Passenger Recovery (2019 = 100) 2020 - 2025
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Source: IATA / OE Passenger Forecast

* The global passenger recovery was significant in 2022, but the travel outlook continues to be robust into
2023 and beyond.

* The global passenger recovery runway gives us confidence in our business in 2023 and the years to come.

12



¢ As the strong recovery and profitability trend continued,
we increased our advertising spend to fuel future growth

Advertising & Promotion Trend
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» We have gradually increased our advertising spend in both absolute dollars, and as a percent of Net Sales, to drive
sales and to fuel future growth.

« We believe we have our strongest product assortment ever, with exciting new and sustainable products across all of
our brands, and will be able to message these strong product stories through our increased marketing spend.

« We intend to continue our investments in our brands, products, and marketing spend into 2023 to capitalize on the

continued recovery in travel. 3



Leaning into marketing spend in 2H 2022 to drive growth
and capitalize on the continued recovery in travel

We launched a fully integrated holiday campaign with a singular brand-elevating identity across
North America.
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¢ Leaning into marketing spend in 2H 2022 to drive growth
and capitalize on the continued recovery in travel

Asia launched the “UNPACK YOUR WORLD” campaign.

UINEAGK
YOURVORLD

15



¢ Leaning into marketing spend in 2H 2022 to drive growth
and capitalize on the continued recovery in travel

BUILT FOR THE JOURNEY - FALL 2022

Son Heung-min
August 22 | 19 Degree

Gracie Abrams Anthony Ramos Lando Norris
September 16 | Tegra-Lite® September 16 | Tegra-Lite® October 13 | McLaren - CX6 Fiber

Ch|oejjang My ingpirat[gn every day indyamoore & See- now i have to buy the bag. gisellemoo Bravo!! This 1 gives chills. teamldndo @ Lando Norris the model is back, and I'm here
forit @
TOTAL CAMPAIGN REACH: 92M EARNED MEDIA VALUE: $2.1M

16



¢ Leaning into marketing spend in 2H 2022 to drive growth
and capitalize on the continued recovery in travel

REGENT STREET EVENT, LONDON - OCT 2022

In celebration of Lando Norris’ campaign launch, TUMI hosted an exclusive event at the new Regent Street store in London.
Son Heung-Min attended to meet Lando, where a photo of them together later went viral.

Noteworthy posts from Son Heung-min, Lando Norris, McLaren, and The Tottenham Hotspur F.C.

TOTAL REACH TOTAL ENGAGEMENTS
34 M 1.1M

17



FINANCIAL HIGHLIGHTS



" Q3 2022 Results Highlights
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+ Net sales increased by US$234 million,
or 59.5%"@, compared to prior year.

» The currency translation impact of the
strong USD negatively impacted our
reported net sales by approximately
US$71 million in Q3 2022.

» Compared to 2019, comparable net
sales were up 0.6%"®@, Further
excluding China from Q3, which was
significantly impeded by lockdowns, net
sales were up 4.2%"®@ from 2019 for

Q3.

(1) Stated on a constant currency basis.
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Gross margin decreased by 50bp from Q3
2021, mainly due to brand, country, and
channel sales mix partially offset by lower
promotional activity, and price increases to
mitigate higher product, freight and duty
costs.

Q3 2022 gross margin was 70bp below 2019
gross margin with fixed manufacturing costs
on lower sales, higher freight and raw
material costs, increased duties in the U.S.
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Adjusted EBITDA increased by
US$62 million from Q3 2021 and
reached 17.0% of net sales.

Adjusted EBITDA was slightly higher
than Q3 2019 on reported net sales
that were lower by US$131 million,
resulting in Adjusted EBITDA margin
improvement of approximately 250bp
compared to Q3 2019.
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* Adjusted Net Income increased
by US$56 million from Q3 2021
mainly due to the improvement in
Adjusted EBITDA.

* Q32022 Adjusted Net Income of
US$65 million was US$3 million
higher than Q3 2019 on lower net
sales.
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(2) For comparative purposes, prior year sales are adjusted to exclude Speck, which was divested on July 30, 2021, and Russia from April onwards, where operations were suspended on March 14, 2022 and disposed of on July 1,2022.



> Financial Highlights

- Net sales in Q3 2022 increased from Q3 2021 by 59.5%M®@ to US$791 million. Net sales
performance in Q3 2022 continued its sequential quarterly improvement compared to 2019,
with Q3 2022 comparable net sales up 0.6%M@ following Q2 2022 that was down by 16.1%1@),
reflecting improvement from Q1 2022, which was down by 25.2%0®@, Further excluding China,
which has implemented many COVID-19 lockdowns since March, Q3 2022 net sales were up

4.2% M2 from Q3 2019.

« Reported Q3 2022 net sales would have been approximately 9% higher if not for the
devaluation of many currencies vs. the USD (Q3 2022 sales would be US$71 million higher

on a constant currency basis).

 Adjusted EBITDA increased by US$62 million, from US$72 million in Q3 2021 to US$134
million for Q3 2022, which resulted in an Adjusted EBITDA margin of 17.0% compared to

13.0% in Q3 2021 and 14.5% in Q3 2019.

(1) Stated on a constant currency basis. 20
(2) For comparative purposes, prior year sales are adjusted to exclude Speck, which was divested on July 30, 2021, and Russia from April onwards, where operations were suspended on March 14, 2022 and disposed of on July 1, 2022.



* Financial Highlights (cont’d)

* Gross margin decreased by 50bp from Q3 2021 primarily due to brand, country, and
channel sales mix. This was partially offset by lower promotional activity and price increases
to mitigate higher product, freight and duty costs.

 Fixed SG&A expenses for Q3 2022 were US$72 million lower than Q3 2019 driven by the
comprehensive cost reduction program that began in 2020, the impact of the sale of Speck,

and tight cost discipline as net sales continue to recover. As a percentage of sales, Q3 2022
fixed SG&A represented 22.6% of sales compared to 27.3% in Q3 2019.

« Advertising spend increased by US$23 million to US$45 million, or 5.7% of net sales,
compared to Q3 2021 (3.9% of net sales) as the Company increased advertising and promotion
spend to drive sales as travel in most markets is quickly recovering. Q3 2022 advertising
spend of US$45 million compares to US$34 million (4.8% of net sales) in Q2 2022 and US$24
million in Q12022 (4.2% of net sales).

A



°* Financial Highlights (cont’d)

« Total cash generation( of US$37 million for the nine months ended September 30, 2022 despite
investing significantly in our inventory by US$208 million from December 31, 2021.

* Net debt position improved to US$1,398 million as of September 30, 2022, with US$801 million
of cash and cash equivalents and US$2,199 million of debt®@, from US$1,659 million as of
September 30, 2021.

« As the strong recovery and profitability trend continued, we made a voluntary US$301 million
prepayment of our borrowings in addition to US$13 million in required quarterly amortization, for
a total repayment of US$314 million of borrowings during the quarter ended September 30,
2022.

e The US$301 million prepayment was made against our Revolving Credit Facility (RCF) resulting
in an annualized interest expense savings of approximately US$9 million based on prevailing
interest rates at the quarter ended September 30, 2022.

 Liquidity of approximately US$1,444 million as of September 30, 2022 includes US$643 million
available on the Revolving Credit Facility (RCF).

(1) Total cash generation (burn) is calculated as the total increase (decrease) in cash and cash equivalents per the consolidated statements of cash flows less total cash flow attributable
to (i) total loans and borrowings, (ii) deferred financing costs and (jii) proceeds from the sale of Speck.
(2) Excludes deferred financing costs.



¢ Net sales were higher in all regions in YTD Sep 2022 compared
to the prior year as the recovery in travel continued
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(1) For comparative purposes, ptior year sales are adjusted to exclude Speck, which was divested on July 30, 2021, and Russia from April onwards, where operations were suspended on

March 14, 2022 and disposed of on July 1, 2022.
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¢ The Adjusted EBITDA performance in YTD Sep 2022
surpassed pre-pandemic levels both in terms of dollars
and margins in all regions but Asia

By region Adjusted EBITDA
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Europe Latin America
$25

$20 $18.8

$89.2

$67.3 $15

(8.8%)

e ($5) vor /
: S5.7
($10) 557

YTD Sep YTD Sep YTD Sep YTD Sep YTD Sep YTD Sep
2019 2021 2022 2019 2021 2022

» Adjusted EBITDA in YTD Sep 2022 has surpassed YTD Sep 2019 levels in all regions except for Asia, which has lagged behind the
other regions due to a slower sales recovery caused by the delayed removal of travel restrictions and China’s zero-COVID policy.

» Asia has historically been our largest contributor to total Company Adjusted EBITDA.

» Asia’s sales improved quickly in Q3 as many countries lifted travel restrictions, and the recovery in sales should create upward
momentum to the Company’s overall Adjusted EBITDA profitability going forward.
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@ YTD Sep 2022 net sales are up from prior year by US$926 million,
excluding the impact of currency devaluation, sale of Speck,
suspending and disposing of Russia operations and China lockdowns

Net Sales Bridge YTD Sep 2021 - YTD Sep 2022

22,500 +$926.4an (+68.3%)
4 (+109.7%) A
+131.69
( 1;12:1/0) $70.6 $0.1 $2,061.1
$2,000 ' N
(+83.3%)
$251.8
(+54.9%)
$1,500 $277.7
$1,356.6 ($135.6)
£
g . (533.0) (521.0) ($32.2) I
3 _—
I _
$1,000
EUR -US$45.5 million
TRY -US$22.4 million
JPY -US$15.1 million
KRW -US$9.3 million
$500 INR -US$8.9 million
CLP -US$6.1 million
Other -US$28.3 million
S0
YTD Sep 2021 FXImpact Sale of Speck  Impact of Impact of North America @ Asia®® Europélxz) Latin America® Corporate (OR 1)) Sep 2022
Suspending China
Operations in  Lockdowns
Russia from April
Onwards
(1) Stated on a constant currency basis.
(2) Excluding Russia from April onward for comparative purposes due to suspending operations in Russia as of March 14, 2022. 25

(3) Excluding China from April onwards as the country implemented many COVID-19 lockdowns since March 2022.



e Stronger growth in our wholesale and retail channels,

and an acceleration in our travel category net sales
compared to prior year as travel recovers

Comparison of net sales by channel Comparison of Travel vs. Non-travel net sales

52,200 $2,061.1 52,200 $2,061.1
38.29% W@
$2,000 $194.3 $2,000
$1,800 $1,800 S
$708.1
$1,600 $1,600
$1,400 $1,356.6 $1,400 $1,356.6
$153.6
g $1,200 £ 51,200
a a $599.8
= $1,000 > $1,000 :
$800 70,79 B@ $800
93.6% W
1,320.3 $1,353.0
$600 > $600
$400 $400
$200 $200
S0 S0
YTD Sep 2021 YTD Sep 2022 YTD Sep 2021 YTD Sep 2022
B Wholesale and Other® m Retail DTC E-Commerce H Travel Non-Travel

(1) Stated on a constant currency basis.

(2) For comparative purposes, prior year sales are adjusted to exclude Speck, which was divested on July 30, 2021, and Russia from April onwards, where operations were suspended on March 14,
2022 and disposed of on July 1, 2022.

(3) Other primarily consists of licensing revenue of US$1.4 million for YTD Sep 2022 and US$1.1 million for YTD Sep 2021.
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& Significant fixed SG&A savings actions implemented since 2020
drove stronger profitability compared to before the pandemic on
net sales that are still 13.326M®) below YTD Sep 2019

$400
$350
$300
$250
t,Ef,* $200
$150
$100
$50

S0

(1) Stated on a constant currency basis.

Adjusted EBITDA Bridge YTD Sep 2019 — YTD Sep 2022

($34.9)

. ($262.4)

$347.4

13.0%
of sales

US$247.6 million

A

Focused on maintaining as
much of this savings as
possible as the business
continues to recover.

N

Very small impact

t

o profitability due

$329.7

16.0%
of sales

YTD Sep 2019 Adj.
EBITDA

Gross profit
decrease from
lower sales (Y

FX Impact

to GM%.
$415
$38.6 IIIII
—
N

Decreased variable

Gross profit
sGrAb®@

decrease from
. (1
lower margln( )

Decreased
advertising(l)

Decreased fixed

YTD Sep 2022 Adj.

EBITDA

(2) SG&A within Adjusted EBITDA excludes expenses that are added back for Adjusted EBITDA purposes, such as depreciation, intangible asset amortization and stock compensation, including those add-back items within sourcing
and manufacturing, which are recorded within COGS.
(3) For comparative purposes, prior year sales are adjusted to exclude Speck, which was divested on July 30, 2021, and Russia from April onwards, where operations were suspended on March 14, 2022 and disposed of on July 1, 2022.
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° The Company has continued to maintain fixed
SG&A savings from our cost reduction initiatives

SG&A within Adjusted EBITDA®M

$1,200 $1,149 « YTD Sep 2022 fixed SG&A expenses were US$234
million lower than 2019, but US$53 million higher than
prior year due mainly to growth in the business, temporary
cost savings rolling off and inflationary increases. We
continue to tightly control and maintain our fixed SG&A
from the cost reduction and restructuring initiatives
implemented since the beginning of 2020, and expect
much of these savings to carry into next year. We are
making disciplined and selective investments in core
strategic functions to support sales growth.

$1,000
$800

£ $600
(%)
>

« Variable selling expenses were US$49 million higher than
prior year due to our higher sales.

$400 $746

27.9% of Sales $459 $512

33.8% of Sales

$200 « Advertising expense was US$53 million higher than prior
year as we are investing in our brands as travel continues
to recover around the world. As a percentage of net sales,
advertising spend was 130bp higher than prior year to fuel

YD Sep 2019 YTDSep 2021 ¥TD Sep 2022 the sales recovery in markets where travel demand has
M Fixed & Variable M Advertising improved.

24.8% of Sales

S0

(1) SG&A within Adjusted EBITDA excludes expenses that are added back for Adjusted EBITDA purposes, such as depreciation, intangible asset amortization and stock compensation, including those add- 28
back items within sourcing and manufacturing, which are recorded within COGS.



¢ Continued positive cash generation® in Q3 despite
investment into our working capital, primarily
replenishment of inventory

Quarterly cash generation (burn)®

$200 $175.6

Positive YTD cashflow of US$37.3 million

$150 despite investing in our inventory by
US$208.3 million from December 31, 2021.
$100
\
= $63.9
%} S50
S11.7
’ I
(528.4)
($50) ($27.3) (540.6)
($64.6) (565.5)
(5100) ($58.5)
Q121 Q221 Q321 Q421 Q122 Q2 22 Q3 22

m Cash impact of Change in NWC —e—Cash Generation (Burn)

(1) Total cash generation (burn) is calculated as the total increase (decrease) in cash and cash equivalents per the consolidated statements of cash flows less total cash flow attributable to (i) total loans
and borrowings, (ii) deferred financing costs, (iii) foreign exchange conversion impacts, and (iv) proceeds from the sale of Speck.



" Balance Sheet

September 30, December 31, September 30, $ChgSep-22 % Chg Sep-22 . Net debt Of US$1 398 mI||I0n
’

2021 2021 2022 vs. Sep-21 vs. Sep-21
at September 30, 2022, which
Cash and cash equivalents 1,153.5 1,324.8 801.0 (352.5) -30.6% ] I
Trade and other receivables, net 179.0 206.2 285.1 106.2 59.3% IS US$79 mi | | Ion |Ower tha n
Inventories, net 332.6 348.4 556.7 224.0 67.3%
Other current assets 99.9 60.2 75.2 (24.7) -24.7% December 31’ 2021 and Only
Non-current(la;ssets 2,841.1 2,914.7 2,833.1 (8.0) -0.3% US$93 m||||0n h|gher than at
Total Assets 4,606.1 4,854.3 4,551.1 (55.0) -1.2%
; December 31, 2019, before the
Current Liabilities (excluding debt) 705.4 810.4 1,002.3 296.9 42.1% H
Non-current liabilities (excluding debt) 552.6 528.0 473.8 (78.8) -14.3% pandem|C began
Total borrowings 2,798.5 2,789.4 2,190.0 (608.5) -21.7%
Total equity 549.6 726.6 885.1 335.4 srow o Liquidity of US$1 444 million
Total Liabilities and Equity" 4,606.1 4,854.3 4,551.1 55.0 -1.2% . . .
otel HebTiies andEaulty - ~  including US$643 million of
Cash and cash equivalenﬁts . | 1,153.5 1,324.8 801.0 (352.5) -30.6% revo |Ver ava| Ia b| | |ty at
Total borrowings excluding deferred financing costs (2,812.2) (2,802.0) (2,198.8) 613.4 -21.8%
Total Net Cash (Debt)"? (1,658.7) (1,477.2) (1,397.9) 260.9 -15.7% Se pte mber 3 O, 2022.

(1) The sum of the line items in the table may not equal the total due to rounding.
(2) Total Net Cash (Debt) excludes deferred financing costs, which are included in total borrowings. 30



" Working Capital

September 30, September30, December31, September30, $ChgSep-22 % Chg Sep-22

2019 2021 2021 2022 vs.Sep-21  vs. Sep-21
Working Capital Items
Inventories $ 6229 $ 3326 § 3484 S 556.7 S 67.3%
Trade and Other Receivables S 390.6 S 179.0 S 206.2 S 285.1 S 106.2 59.3%
Trade Payables S 467.2 $ 2454 S 355.0 § 5076 S 262.2 106.8%
Net Working Capital $ 546.2 $ 266.2 $ 199.7 $ 3342 $ 68.0 25.5%
% of Net Sales 15.3% 14.7% 9.9% 12.1%
Turnover Days \
Inventory Days 144 141 24
Trade and Other Receivables Day 40 36 37 38 2

Trade Payables Days

108 104

141

47

Net Working Capital Days

151
76 73 () (Cs) (21)

« Inventory turnover days calculated as ending inventory balance divided by cost of sales for the period and multiplied by the number of days in the period.
« Trade and other receivables turnover days calculated as ending trade and other receivables balance divided by net sales for the period and multiplied by the

number of days in the period.

« Trade payables turnover days calculated as ending trade payables balance divided by cost of sales for the period and multiplied by the number of days in the

period.

* Net working capital efficiency (% of net sales) is calculated as net working capital divided by annualized net sales.

30.0%

20.0%

10.0%

0.0%

NW(C Efficiency Trend

Mar 19 Jun 19 Sep 19 Dec 19 Mar 21 Jun21 Sep 21 Dec21 Mar 22 Jun 22 Sep 22

Compared to December 31, 2021 net
working capital was US$135 million
higher as we continued to replenish
our inventory levels to allow us to
support the ongoing recovery in
demand.

Net working capital efficiency of 12.1%
at September 30, 2022 continues to
trend below our target working capital
efficiency of 14.0% of net sales.

Inventory at September 30, 2022 was
US$224 million higher than at
September 30, 2021 and has increased
by US$208 million from the very low
level at December 31, 2021. Inventory
turnover days have increased by 27
days from December 31, 2021 to 165
days.
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% We continue to build our inventory position to support the
ongoing recovery in travel despite the challenges with
shipping delays and factory capacity constraints

Inventory balance evolution

$700
$615.1 $626.2 $622.9
$587.3

$600 $556.7
$500 $468.8
$434.9
$390.4 $406.2

=400 $332.6 3484
$300
$200
$100

SO

Q12019 Q22019 Q32019 Q42019 Q12021 Q22021 Q32021 Q42021 Q12022 Q22022 Q32022

USSm

» We have been able to build a clean inventory position despite the challenges we have seen with shipping delays, factory capacity constraints,
increased raw material pricing and higher freight and duty costs than prior years.

» We prioritized SKU reduction as part of our restructuring initiative during the pandemic, and as a result have a much healthier and efficient
inventory balance.

*  While we are still building up some inventory in certain regions, we are getting back to normalized service levels. Service levels will further
improve as our sizeable in-transit inventory (already reflected in our numbers) is received into our warehouses over the coming few months.
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s Continuing tight focus on capex while beginning
to invest in selective key initiatives

Capital Expenditure by project type

USSm YTD Sep 2021 YTD Sep 2022

Retail

Product Development / R&D / Supply
Information Services and Facilities
Other

Total Capital Expenditures

Software

Total Capital Expenditures and Software

4.4

0.7

0.6

0.0

5.8

2.0

7.8

8.8

15.2

2.7

1.1

27.8

5.5

33.3

e The majority of capex YTD
September 2022 was related to retail
remodels and investment in our
European plants to expand capacity
and new product innovation.

» As sales, profitability and cash flow
continue to improve, capital
expenditure spending will be
increased for projects deferred
during the pandemic as well as key
strategic initiatives going into next
year.
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OUTLOOK



L)

Outlook

As travel continues to rebound, we are well positioned to grow net
sales at a fundamentally higher operating margin as shown in our YTD
Sep 2022 results.

We remain focused on maintaining our gross margins at historical
levels through reduced discounting and promotional activity; price
increases to mitigate increased product costs, duties, and freight; and
working closely with our suppliers to manage these increasing cost
pressures.

Inflation and recessionary concerns will have impacts around the
world, but our view, along with the general market sentiments, are
that the travel recovery will continue, and the long-term growth
prospects for travel will remain strong.

China’s strict zero-COVID policy and resulting quarantines could
continue to impact our sales recovery in Asia in Q4 2022 and 2023,
though we are continuing to see improvements in China from the lows
of Q2. Excluding China, the pace of recovery in Asia continued to
accelerate in Q3 as more governments relaxed travel and other
restrictions.




" Outlook (cont’d)

We intend to continue to increase our investment in marketing

spend in Q4 2022 and into 2023 to capitalize on the continued Sams nlte

recovery in travel.

We will maintain disciplined expense management on our fixed

. . : AMERICAN
SG&A expenses, and expect certain fixed SG&A savings to carry into " l ”\/I TOURISTER
Q4 and into next year. We will look to make disciplined and selective SINCE 193
investments in core strategic functions to support our sales growth.

Our energized teams are back to working together in person, and will A #
continue to drive our success.

GREGORY. HIGH SIERRA

Our ongoing commitment to sustainability and innovation, and our

amazing teams around the world, will continue to strengthen our

long-term market position as travel returns to pre-COVID levels. 'IﬂF["Iﬂ’I" Llp rlUlt
With significant liquidity of US$1.4 billion and ongoing sales e

recovery, we are confident that we have the capacity to navigate the

business through the remaining challenges while the business ebags

recovery continues to accelerate.

KAMILIANT
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THANK YOU.



