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Disclosure Statement
D

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, on 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 of the information that you may consider material. Any liability in respect of the
contents of or any omission from this Presentation is expressly excluded.

Certain matters discussed in this presentation may contain statements regarding the Company’s market opportunity
and business prospects that are individually and collectively forward-looking statements. Such forward-looking
statements are not guarantees of future performance and are subject to known and unknown risks, uncertainties and
assumptions that are difficult to predict. The Company’s actual results, levels of activity, performance or achievements
could differ materially and adversely from results expressed in or implied by this Presentation, including, amongst
others: whether the Company can successfully penetrate new markets and the degree to which the Company gains
traction in these new markets; the sustainability of recent growth rates; the anticipation of the growth of certain market
segments; the positioning of the Company’s products in those segments; the competitive environment; general market
conditions and potential impacts on reported results of foreign currency fluctuations relative to the US Dollar. The
Company is not responsible for any forward-looking statements and projections made by third parties included in this
Presentation.

Certain numbers 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 numbers in the tables and the
numbers given in the corresponding analyses in the text of this Presentation and between numbers in this Presentation
and other publicly available documents. All percentages and key figures were calculated using the underlying data in
whole US Dollars.

Page 2 Sams$nite



Business Overview

Sams$nite
Page 3



Underlying business performance is stable, but
continued macro-economic headwinds in select

.r markets negatively impacted 10Q 2019

ALPHA 3
PERFECTING THE JOURNEY

Explore the Collection

Downward pressure on constant currency net sales
from market challenges in the U.S., China (B2B),
South Korea and Chile as discussed during the 2018
annual results presentation. Adjusting for these
effects, sales growth was 3.4%W. FX also had a
US$35.2 million negative impact on reported net sales.

Global Tumi advertising
campaign featuring Lenny and
Zoé Kravitz successfully

launched the Alpha 3 U.S./China trade tensions led to lower

collection. Tumi brand net tourism traffic in U.S. gateway markets

sales up 8.5%®. and weak consumer sentiment in China.
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(1) Stated on a constant currency basis.
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USBPOBT o expansion

Excluding eBags, where certain 3rd
party brands are being reduced to drive
profitability, direct-to-consumer (“DTC”)
e-commerce growth was 27.1%.
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Net sales growth was constrained by FX and
select market challenges, with all other
markets up 3.4%
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Net Sales Bridge

1Q.2017 1Q 2018
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Strong Q1 2018 growth of
15.5%W with launch of global

American Tourister advertising

campaign.

(535.2) ($18.8) $
— —_ (54.7) ($3.5)
EUR ($9.6m)
RMB ($4.2m)
INR ($3.2m)
KRW ($2.4m)
CLP ($2.4m)
All other ($13.4m)
Impact of FX US.A. China B2B  South Korea Chile All other 102019
/ sales +3.4%®

Impacted by tariffs \

and lower foreign China +5.9%,

tourist traffic in excluding B2B.

gateway markets.
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IFRS 16 significantly increases Adjusted EBITDA as
traditionally reported (which excludes lease-related
amortization and interest expense)

Adj. EBITDA excluding Adj. EBITDA including

lease amortization and lease amortization and
interest expense interest expense
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% For comparative purposes, Management believes Adjusted EBITDA, including lease amortization and lease interest expenses is a more appropriate measure
because the reduction in rent and equipment lease expenses are largely offset by the introduction of lease amortization and lease interest expenses.

¢ Although it represents the closest comparable measure, Adjusted EBITDA, including lease amortization and lease interest expenses for 1Q 2018 would have
been negatively impacted by the adoption of IFRS 16 by approximately US$5.9 million® and 60bp® as a percentage of sales had IFRS 16 been adopted on
January 1, 2018.

6 Throughout the remainder of this presentation, Adjusted EBITDA will refer to Adjusted EBITDA, including lease amortization and lease interest.

Page 6 (1) “1Q 2018 (IFRS 16)” presents the Group's financial performance on a comparable basis for the three months ended March 31, 2018 had IFRS 16 been adopted on Sa| I Is@nlte
January 1, 2018. Such amounts have been recast based on management’s best estimate, are non-IFRS measures, and are unaudited.



Adjusted EBITDA decrease is mainly due to flow
through of lower net sales, increased SG&A related
' to 2018 DTC expansion and impact of IFRS 16

Adjusted EBITDA Bridge

$140 -
$122.9 ($5.9)
$116.9 {$3.7]
$120 - ($11.9)
I
- $1.0 $1.4 ($19.1)
$100 - — e
Sales ($35.2m) $84.6
$80 COGS ($15.4m)
N Advertising ($1.8m)
E Non-advertising SG&A ($14.3m)
3

S60

S40

$20 -

SO 1 T T T T T T
102018 Estimated impact 102018 FX impact Gross margin Gross margin Advertising Other SG&A 1Q2019
of IFRS 16 (IFRS 16)®@ decrease from increase from decrease increase
lower sales improved margin 1) ()
() ()

1) Stated on a constant currency basis.
) “1Q 2018 (IFRS 16)” presents the Group's financial performance on a comparable basis for the three months ended March 31, 2018 had IFRS 16 been adopted on January 1, 2018. Such r
Page 7 amounts have been recast based on management’s best estimate, are non-IFRS measures, and are unaudited. Sal I lsqnlte



Non-advertising SG&AW increase from 1Q 2018 is
mainly due to Europe retail expansion during 2018,
Tumi growth in Asia and the impact of IFRS 16

_

$400 - US$19.1 million
\
$350 | I $2.6 371 20.6 ($3.1) !
$325.8 56 3 $332.1 ($14.3) $11.9 : $336.9
N
$300 - |
- US$4.2 million to
US$7.5 mllllon support retail
$250 i related to retail expansion driving
and e-commerce Tumi growth.
expansion.
(=
¥ $200 -
-]
$150 -
$100 -
S50 A
SO i T T T T T T
1Q 2018 Est|mated im pact 1Q 2018 FX Impact Europe Latin America Asia North America Corporate 1Q 2019
of IFRS 16 (IFRS 16)® @ @ @ @ @
(1) Non-advertising SG&A, including lease amortization and lease interest.
(2) Stated on a constant currency basis. Sams nlte
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(©)

Non-advertising SG&A Bridge

1Q 2018 (IFRS 16)” presents the Group's financial performance on a comparable basis for the three months ended March 31, 2018 had IFRS 16 been
adopted on January 1, 2018. Such amounts have been recast based on management’s best estimate, are non-IFRS measures, and are unaudited.
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Interest expense and taxes

Decreased Adjusted Net Income driven mainly by
lower Adjusted EBITDA, partly offset by savings on

Adjusted Net Income Bridge

$50.1 {54 4)
$45.7 (22.8)
$1.3 $27.3
_
T T T T
1Q 2018 Estimated impact of 1Q 2018 Tax effected Adj. Net interest expense Tax decrease from 1Q.2019
IFRS 16 (IFRS 16)2 EBITDA decrease decrease() lower ETR and Other
(1) Excludes lease interest expense
(2) 1Q 2018 (IFRS 16)” presents the Group's financial performance on a comparable basis for the three months ended March 31, 2018 had IFRS 16 been adopted
on January 1, 2018. Such amounts have been recast based on management’s best estimate, are non-IFRS measures, and are unaudited. Sams nlte



15t Quarter 2019 Results
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'lﬂ 15t Quarter 2019 Results Highlights
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% Net sales decrease of 2.4%®
compared to a very strong 1Q
2018, with macro-economic
headwinds in the U.S., South
Korea and Chile, and decreased
B2B sales in China. Excluding
these markets, net sales
increased by 3.4%®,
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% Gross margin was up 14bp from
1Q 2018 largely due to a higher
proportion of net sales coming

$(32.3)

-27.6%

$122.9

102018 1Q 2018

(IFRS 16)

1Q 2019
@ Q

¢ Excluding the negative impact of

from direct-to-consumer channels,

strong growth of Tumi sales and

eBags gross margin improvement.

Stated on a constant currency basis.
“1Q 2018 (IFRS 16)” presents the Group's financial performance on a comparable basis for the three months ended March 31, 2018 had IFRS 16 been adopted on

IFRS 16, Adjusted EBITDA margin
decreased by approximately 300bp,
largely due to lower net sales and
higher non-advertising operating

expenses. Non-advertising operating

expenses increased by 5.8%® from
1Q 2018@, mainly related to retail
stores added during 2018 and sales
growth in the DTC e-commerce
channel.

January 1, 2018. Such amounts have been recast based on management’s best estimate, are non-IFRS measures, and are unaudited..
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1Q 2019

Excluding the negative impact
of IFRS 16, Adjusted Net
Income is down US$18.4
million from 1Q 2018@ due
mainly to lower Adjusted
EBITDA, partly offset by lower
net interest expense and a
lower effective tax rate.
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Excluding headwinds in four markets,
1Q 2019 sales growth was 3.4%

5350 B
$300 - —
$20
$250 -
$200 - 515 1
$150 - $10
$100 -
550 -
S0 -
1Q 2018 1Q 2019
US.A.
& Tariff potential impact on )

consumer sentiment affecting U.S.
wholesalers’ purchases.

Lower tourist arrivals causing
reduced sales in certain U.S.
gateway markets.

Lower eBags sales due to strategy
to reduce certain lower margin 3
party brands to drive profitability.

Continued reduction in sales to
customers identified as trans-
shippers for Tumi.
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South Korea

B2B net sales, which made up ¢ Weakened consumer

28.8% of total China net sales
in 1Q 2018, were down
US$9.8 million. In 1Q 2019,
B2B net sales made up 17.8%
of total China net sales.

Excluding B2B orders for both
periods, net sales in China
increased by 5.9%W, despite
low consumer sentiment
stemming from trade tensions
with the U.S..

sentiment from geopolitical
tensions

% Lower Chinese tourist traffic

continues to impact South
Korea.

(1) Stated on a constant currency basis.
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Chile

% Lower retail traffic due to
Argentinian consumers
purchasing more within their
home country as the
Argentinian government
eased restrictions on imports.

% Weak domestic consumer
sentiment
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IFRS 16 significantly increases Adjusted EBITDA as
traditionally reported (which excludes lease-related
amortization and interest expense), but slightly reduces
Adjusted Net Income.

1Q 2018 Adjusted
1Q 2018 IFRS 16 1Q 2018
Reported Adjustme nts” (IFRS 16 Basisf2 1Q 2019
Net sales 888.2 - 888.2 832.0
Gross margin 501.6 0.1 501.7 471.0
Operating expenses ! 378.7 (48.5) 330.2 328.7
Adjusted EBITDA, excluding lease 122.9 < 48.6 171.5 142.3
amortization and interest expense 13.8% 19.3% 17.1%
IFRS 16 lease amortization expense - 46.1 46.1 49.9
IFRS 16 lease interest expense - 8.4 8.4 7.7
TN
Adjusted EBITDA, including lease 122.9 ( (5.9) J 116.9 84.6
amortization and interest expense 13.8% 13.2% 10.2%
Adjusted Net Income 50.1 (4.4) 45.7 27.3
% of sales 5.6% 5.1% 3.3%

(1) Operatingexpenses, excluding depreciation, amortization, stock compensation expense and other expenses notincluded in Adjusted EBITDA.

(2) The “Adj. 1Q 2018” column in the graphs above presents the Group's financial performance on a comparable basis for the three months ended March
31, 2018 had IFRS 16 been adopted on January 1, 2018. Such amounts have been recast based on management’s best estimate, are non-IFRS measures,
and are unaudited.
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'l ' 15t Quarter Net Sales by Region
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'l ﬂ 15t Quarter Net Sales by Brand
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Stated on a constant currency basis.

S

Samsonite net sales down 4.2%®, primarily due to
the economic headwinds in the U.S., China and
South Korea. Excluding these three markets,
Samsonite net sales were close to flat®,

Tumi net sales growth of 8.5% with strong
growth in Asia +17.0%® and Europe +22.5%(.
The brand’s growth in North America of 0.2%®
reflects successful efforts to identify and
discontinue sales to customers identified as trans-
shippers. Excluding the impact of discontinued
sales to trans-shippers, total Tumi brand net sales
growth was 9.9%® and in North America
increased by approximately 2.5% despite
reduced tourist traffic in U.S. gateway stores.

American Tourister net sales were down 5.2%()
compared to an exceptionally strong 1Q 2018,
which saw sales growth of 22.3%® driven by a
successful global marketing campaign and product
launches with large sell-in in 1Q 2018.

Other brand net sales decreased by 6.4%(),
mainly due to High Sierra -22.5%® due to the
timing of U.S. Wholesale orders, Saxoline (Chile-
only brand) -13.2%® and 3rd party brands on
eBags -23.5%), partly offset by Gregory
+12.6%®),

Sams$nite



Direct-to-consumer (“DTC”) net sales continue to
Increase as a percentage of the total business, driven
by strong e-commerce growth

DTC Net Sales & Total DTC net sales growth of 4.5%®, with 36.4% of total
Company net sales coming from DTC channels in 1Q
2019 compared to 33.9% in 1Q 2018.

W D-T-C e-Commerce

2350 1 = Retail & Retail net sales increased by 3.5%®) despite same
$300.8 $302.4 store comp sales of -2.5%®, resulting in retail net
»300 1 sales as a proportion of total Company net sales
5250 increasing from 25.1% in 1Q 2018 to 26.6% in 1Q
2019. 84 net new stores were added in 2018 and 9
$200 - net new stores were added in Q1 2019.
5150 - & DTC e-commerce, with net sales growth of 7.4%®),
represented 9.8% of total Company net sales in 1Q
$100 - 2019, up 100bp from 8.8% in 1Q 2018. Excluding
eBags, where net sales of lower margin 3" party
$50 - brands are being reduced, DTC e-commerce
growth was 27.1%®),
$0 -

102018 102019 & Total e-commerce@ net sales grew by 8.2%@ and
represented 14.6% of total Company net sales in 1Q
2019, compared to 13.1% for the same period in 2018.

(1) Stated on a constant currency basis.
(2) Total e-commerce consists of DTC e-commerce, which is included in the DTC channel, and e-retailers, which are included within the wholesale channel.
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Non-travel net sales continue to become a
larger proportion of the total business

UsSm

Net Sales by Category
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Growth
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(1) Stated on a constant currency basis

% Non-travel net sales
represented 41.7% of total 1Q
2019 net sales, up 120bp from
40.5% of total 1Q 2018 net
sales.

Sams$nite



'l ’ 15t Quarter Advertising Spend

USSm Total Advertising

S60 -
$49.5

N
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& Total Company advertising spend

S40 decreased by US$3.4 million, keeping
spend as a percentage of sales roughly

$30 - in line with prior year.

$20 - & 2018 focused on a global American
Tourister advertising campaign and

$10 - Tumi. The focus for 2019 is on the
Samsonite and Tumi brands.

SO
1Q2018 1Q.2019 Sams$nite
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Balance

Sheet

March 31,

December 31,

March 31,

$ ChgMar-199 % Chg Mar-19
2018 2018 2019 vs. Mar-18 vs. Mar-18
Cash and cash equivalents 299.5 427.7 392.1 92.5 30.9%
Trade and other receivables, net 393.9 420.9 375.8 (18.1) -4.6%
Inventories, net 617.0 622.6 615.1 (1.9) -0.3%
Other current assets 167.3 146.5 158.7 (8.6) -5.1%
Right of use (ROU) assets - - 705.9 705.9
Non-current assets 3,587.7 3,524.0 3,485.3 (102.4) -2.9%
Total Assets 5,065.6 5,141.6 5,733.0 667.4 13.2%
Current liabilities (excl. debt and lease liability) 822.1 855.5 722.7 (99.4) -12.1%
Non-current liabilities (excl. debt and lease liability) 435.3 375.6 374.3 (61.0) -14.0%
Total lease liability - - 705.8 705.8
Total borrowings 1,904.3 1,919.4 1,912.5 8.3 0.4%
Total equity 1,903.9 1,991.1 2,017.6 113.7 6.0%
Total Liabilities and Equity 5,065.6 5,141.6 5,733.0 667.4 13.2%
Cash and cash equivalents 299.5 427.7 392.1 92.5 30.9%
Total borrowings excluding deferred financing costs (1,957.6) (1,935.8) (1,928.2) 29.4 -1.5%
Total Net Cash (Debt)™ (1,658.0) (1,508.2) (1,53.1)] 1219 -7.4%

(1) Total Net Cash (Debt) excludes deferred financing costs, which are included in total borrowings.

(2) The sum of the line items in the table may not equal the total due to rounding.

(3) Per the terms of the debt agreement, pro-forma net leverage ratiois calculated as (total loans and borrowings —total unrestricted cash)/LTM Adj. EBITDA, including lease

amortization and lease interest expense.
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6 Despite inventory levels being lower than

the same time last year, net working capital
efficiency as of March 31, 2019 was
unfavorable to March 31, 2018 due to
lower trade payables from reduced product
purchases as the Company continues to
manage down stock levels.

Proforma total net leverage ratio® of
2.67:1.00 at March 31, 2019 is well below
debt covenant requirements and is
improved from 2.78:1.00 at March 31,
2018.

US$624.3 million of revolver availability at
March 31, 2019.

Sams$nite



'l ’ Working Capital

& Net working capital as of March 31, 2019
was 16.7% of net sales, which was above
kT March31, ¢ (o mar-1s %ChgMarts target levels due to lower than usual trade
2018 2019 vs.Mar-18  vs.Mar-18 payables and lower 1Q 2019 sales.
W"’k'"g.c"p't”’ ftems & Inventory has been reduced from the same
Inventories S 617.0 S 6151 $ (1.9 -0.3% iod last H . torv t
Trade and Other Receivables $ 3939 $ 3758 $ (181)  -4.6% periodiastyear. HOWEVer, inventory turnover
Trade Payables $ 4884 $ 4276 $ (60.8)  -12.5% of 153 days was up 9 days from March 31,
Net Working Capital $ 522.6 $ 563.3 $ 40.8 7.8% 2018 due to lower cost of sales in 1Q 2019
% of Net Sales 14.5% 16.7% compared to 1Q 2018.
% Trade and other receivables turnover days of
Turnover Days 41 1 dav hiaher th .
Inventory Days 144 153 was 1 day higher than prior year.
Trade and Other Receivables Days 40 41 6 Trade payables turnover days of 107 as of
Trade Payables Days 114 107 March 31, 2018 was 7 days lower than prior
Net Working Capital Days 70 87

year due to reduced product purchases as
the Company continues to manage down
stock levels as well as lower sales in 1Q
2019 compared to 1Q 2018.

« 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.
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