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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, Adjusted Net Income, 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.

If one or more of these risks or uncertainties materialize, or if management’s underlying beliefs and assumptions prove 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 effects of inflation; a general economic downturn or generally reduced consumer spending; significant changes in consumer
spending patterns or preferences; competition; interruptions or delays in the supply of finished goods or key components; the performance of our products within the prevailing
retail environment; and financial difficulties encountered by customers and related bankruptcy and collection issues.

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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BUSINESS UPDATE



o Q3 2024 top line impacted by softer consumer sentiment and
comping against strong prior year; margin profile remained high

« Net sales were US$878 million in Q3 2024, a decrease of 6.8%" compared to
an exceptionally strong Q3 2023, but still up 20.8%"@ vs. Q3 2019. Global
consumer sentiment was softer than we anticipated, particularly in China, and
we were impacted by an elevated promotional environment across our markets,
particularly in India. We are seeing an improving trend as we go into Q4.

» Gross margin for Q3 2024 came in at 59.3%, a 30 basis point decrease
compared to Q3 2023 due primarily to regional sales mix.

» Maintained discipline on our fixed expenses with our Q3 2024 fixed SG&A of
US$216 million remaining relatively unchanged compared to Q3 2023, however
fixed SG&A as a percentage of net sales increased to 24.6% from 22.4% in Q3
2023 due to the lower net sales base.

« Achieved Q3 Adjusted EBITDA of US$155 million, representing an Adjusted
EBITDA margin of 17.6%, down 270 basis points due to sales deleverage and
higher advertising expenses vs. Q3 20283.

 Free Cash Flow® improved by US$5 million to US$94 million in Q3 2024
from US$89 million in Q3 2023.

(1) Stated on a constant currency basis.
(2) For comparative purposes, prior period sales are adjusted to exclude Russia, which was disposed of on July 1, 2022, and Speck, which was divested on July 30, 2021. 5
(3) Free Cash Flow is defined as net cash generated from (used in) operating activities less (i) total capital expenditures and (ii) principal payments on lease liabilities.



s Comping against record Q3 2023 sales that
were driven by continued revenge travel

Q3 Net Sales Evolution
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* Q32023 was a record third quarter for the Company driven by strong
growth in all regions, but particularly in Asia (+44.9%" vs. Q3 2022)
largely due to extraordinary demand in China (+72.6%( vs. Q3 2022).

5877.

« Net sales in China in Q3 2024 decreased 14.9%" compared to Q3
2023 as Chinese consumer sentiment continued to soften due to the
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challenging domestic macroeconomic environment.

» Global consumer spending was softer as we went into Q3 2024, and we
faced a more promotional environment. Despite these challenges, we
continued to focus on maintaining margins.

USS millions

* During Q3 2024, our Samsonite brand remained more resilient, particularly
in North America with net sales up +3.5%(" vs Q3 2023.

* Our Tumi brand was impacted by a slowdown in the premium and luxury
retail sector, particularly in the United States and Asia, however Tumi
branded net sales in Europe showed improvement with net sales up 7.1%"
in Q3 2024 vs. prior year.

(1) Stated on a constant currency basis.
(2) For comparative purposes, prior period sales are adjusted to exclude Russia, which was disposed of on July 1, 2022, 6
and Speck, which was divested on July 30, 2021.



¢ Global travel demand remains robust, and global
passenger growth is forecasted to remain strong into
the future

Samsonite Net Sales vs. Global Passenger Traffic
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Source Airports Council International, Company financials
(1) For comparative purposes, prior period sales are adjusted to exclude Russia, which was disposed of on July 1, 2022, and Speck, which was divested on July 30, 2021,
(2) 2015 and 2016 includes Tumi sales prior to acquisition of $547.7m in 2015 and $317.0m in 2016 according to Tumi’s internal management reporting.

Our net sales have correlated well with global passenger traffic. With global passenger
growth forecasted to remain strong into the future, our business is well positioned to
capitalize on this trend and achieve sustained growth. .



s Q3 2024 top line impact more pronounced in Asia
with China demand remaining weak in Q3
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(1) Stated on a constant currency basis.



s Our Samsonite brand showed the most
sales resilience in Q3 2024
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* Amongst our three core brands, our Samsonite *  Our Tumi brand was impacted by a * American Tourister was impacted by greater
brand was the most resilient due to its slowdown in the premium and luxury retail caution from wholesale customers in North
elevated brand positioning coupled with the sector, particularly in the United States America and a more promotional environment
value proposition. and Asia. in India driven mainly by our competitors.
* YTD September Samsonite brand net sales  YTD September Tumi brand net sales * YTD September American Tourister brand

were +2.9%" vs. prior year. were -2.8%" vs. prior year. net sales were -5.9%" vs. prior year.

(1) Stated on a constant currency basis.



s Samsonite brand posted Q3 constant currency growth in North
America and Latin America, offset by declines in Asia and Europe
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(1) Stated on a constant currency basis. 10

(2) Samsonite net sales growth in Asia was impacted by softer consumer sentiment in China (-21.1%"). Excluding China, Samsonite net sales in Asia would have been -5.0%" vs. prior year.



o Softer Q3 Tumi sales in North America and Asia, offset
in part by growth in Europe and Latin America

North America — Tumi sales Consolidated — Tumi sales #I
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(1) Stated on a constant currency basis.



American Tourister Q3 sales soft across nearly all
regions

North America — American Tourister sales Asia — American Tourister sales Consolidated — American Tourister sales AMERICAN
TOURISTER
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(1) Stated on a constant currency basis. 12

(2) American Tourister net sales growth in Asia was impacted by a more promotional environment in India (-28.7%) driven mainly by our competitors. Excluding India, American Tourister net sales in Asia would have been -7.9%® vs. prior year.



¢ YTD net sales growth in DTC channels, led by
DTC e-commerce and new store openings

Comparison of net sales by channel

+ Total YTD DTC growth of 2.8%. YID Sep 2024 —
USS$2,646.2 million A,m]'%o
« DTC E-Commerce growth of +7.3%. DIC total = 35.7%
 Retail growth of +1.2%", driven by 83 net new .
stores since September 2023, offset by YTD A
September comp store growth of -2.9%" reflecting
reduced store traffic.
YTD Sep 2023
 YTD DTC net sales mix up 100 basis points US52,733.9 million ' A
compared to YTD Sep 20283. -~ w‘-’j’“
« Wholesale net sales decreased 2.6%" vs. prior year
compared to a high net sales base in YTD Sep 20283. (;;1/72\?3
I Wholesale and Other(? sales)
I Retail

(1) Stated on a constant currency basis.
(2) Other primarily consists of licensing revenue of US$1.4 million for YTD Sep 2024 and US$1.1 million for YTD Sep DTC E-Commerce 13
2023.



¢ Continued to drive growth in our DTC e-commerce
business across all our regions

 We continued to invest in DTC e-commerce
across all our regions and brands.

* Net sales from our DTC e-commerce channel FOR SMOOTHER
: JOURNEYS

now represent 10.7% of total net sales for YTD
September 2024, up from 10.0% in YTD
September 2023.

« DTC e-commerce net sales grew +7.3%" in
YTD September 2024 vs. prior year, driven by
positive growth in all regions (+5.3%" growth
in Asia, +3.1%" growth in North America,
+11.9%" growth in Europe, and 60.9%" growth
in Latin America.

_/ &’ 14
(1) Stated on a constant currency basis.



°* Driving DTC growth: Selectively
expanding our global retail footprint

e Continued to expand Net new store openings since September 2023 by Region

our global retail

footprint with EUROPE

AMERICA Tumi: 7 S
strategically selected Tumi: 7 4 Samsonite/
Samsonite/ Other: 9

Other: 5

store openings in key
markets, with a
particular focus on
Asia and Europe,
enhancing brand
visibility and customer
experience.

Tumi: 10

Samsonite/

Tumi: 6
Samsonite/
Other: 11

« 83 net new stores
since September 2023.

15



s Continued to invest in brand elevation through
brand enhancing store openings across the worid
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Tumi Store @ Lenox Square in Atlanta, GA

\ \sp

» Our Lenox store expansion was part of our Retail Evolution
strategy whereby we expanded the square footage of
flagship stores in key cities to further drive retail productivity
through enhanced consumer engagement and optimized in-
store product assortments.

* Our Lenox store went from ~1,450 square feet to ~2,940
square feet.

7 | !
Tumi Store @ Lenox Square in Atlanta, GA

16



Europe will be
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s Selective retail store expansion in Europe will be

one of the drivers for future growth (cont’d)
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Samsonite Store @ Berlin, Germany
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o Selective retail store expansion in Asia will be one
of the drivers for future growth
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Tumi Store @ Shanghai Jing’an Kerry Centre, China




o A powerful testament to “Our Responsible Journey” ethos
with the flagship Samsonite store opening in Suntec City,
Singapore, a store designhed with sustainability in mind
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s Our Responsible Journey: New ambitious
Climate Target

« We recently announced a near-term science-based climate target in alignment
with the criteria of the Science Based Targets initiative (SBTi).

 We committed to continuing to use 100% renewable electricity in all our e Tt
own operations and reducing our Scope 3 emissions from purchased goods | ... = =
and services 52% by 2030 from a 2022 base year on an intensity basis per unit
gross profit.

» Our new target was submitted to SBTi for validation last month and applies
collectively to all the Group’s brands worldwide.

» To achieve our target, we are focused on reducing material-related emissions in hlsii
our global value chain by significantly increasing recycled content of the ‘ . "':[f/{'—{'—"
various types of plastics, aluminum and other materials of which our products ' -
are made.

» We are partnering with our suppliers to significantly expand the use of recycled,
lower-carbon materials while maintaining our long-standing commitment to

&£ £ = 2
durability. e R

Tumi Vidalia Headquarters Solar Panel Installation

» For additional information, please reference our press release on our website. 01
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Q3 2024 Results Highlights
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+ Net sales decreased by 6.8%"
from a very strong Q3 2023 that
was up 21.2%" from Q3 2022. Q3
2024 was still up 20.8%"@
compared to Q3 2019.

* In addition to comping a very
strong 2023 period, macro-
economic conditions have
continued to worsen and
competitive pressures remain
strong, particularly in India.

(1) Stated on a constant currency basis.
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Gross margin decreased by
30bp from Q3 2023 due to the
decrease in net sales from the
higher-margin Asia region and
Tumi brand, partially offset by
increased share of total net
sales from the DTC channel,
and continued discipline on
promotional discounts.

Still achieved strong gross
margins above historical
levels.
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* Adjusted EBITDA margin was
down 270bp from Q3 2023 due
largely to decreased net sales,
as well as slightly lower gross
margin and a 10bp increase in
advertising as a % of net sales.

Q3 2024

* Continued to maintain efficient
cost structure resulting in
margins being structurally
better than 2019.

(2) For comparative purposes, prior period sales are adjusted to exclude Russia, which was disposed of on July 1, 2022, and Speck, which was divested on July 30, 2021.
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* Adjusted Net Income
decreased by US$46
million mainly due to
lower Adjusted EBITDA.
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- Other Financial Highlights

« Fixed SG&A expenses of US$216 million in Q3 2024 remained roughly flat to Q3 2023 despite the net addition of
83 company-operated stores since September 30, 2023, reflecting our ongoing discipline on expense management.

« Advertising spend of US$56 million in Q3 2024 (6.3% of net sales) was US$4 million lower than Q3 2023 (6.2% of
sales). We took proactive steps to adjust advertising investments in the quarter in response to evolving market
demand.

« Generated strong Free Cash Flow® of US$94 million in Q3 2024, a US$5 million improvement compared to Q3 2023.

« Net debt position of US$1,148 million as of September 30, 2024, compared to US$1,239 million as of September
30, 2023, despite returning a total of US$222 million to shareholders through a US$150 million cash distribution
and US$72 million share repurchase.

 The calculated total net leverage ratio®@ at September 30, 2024 was 1.68x.

 Liquidity of approximately US$1,426 million as of September 30, 2024, includes US$744 million available on the
Revolving Credit Facility (RCF).

« Repurchased approximately 30 million shares at a total cost of approximately US$72 million through the end of Q3
2024. We plan to continue share buybacks through the remainder of the year and into next year.

(1) Free Cash Flow is defined as net cash generated from (used in) operating activities less (i) total capital expenditures and (ii) principal payments on lease liabilities. 24
(2) The total net leverage ratio is calculated by dividing total consolidated net debt minus the aggregate amount of unrestricted cash by the consolidated Adjusted EBITDA for the trailing four fiscal quarters on a pro forma basis as
defined in the credit agreement.



"YTD Sep 2024 Results Highlights
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+ Net sales decreased by 0.6%" againsta °

strong net sales base in YTD Sep 2028.

» Continued macroeconomic uncertainty
has impacted consumer sentiment in
certain markets, resulting in reduced
spending on discretionary items in YTD
Sep 2024. In comparison, net sales in
YTD Sep 2023 were fueled by strong
travel demand and consumer spending,
as well as large wholesale customers

rebuilding their inventory levels
following the pandemic.

(1) Stated on a constant currency basis.
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Gross margin increased by 80bp
t0 59.9% from 59.1% in YTD Sep
2023 driven by the increased
share of total net sales from the
DTC channel and continued
discipline with respect to
promotional discounts partially
offset by the decrease in net sales
from the higher-margin Asia
region and Tumi brand.
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Adjusted EBITDA margin was down
90bp from YTD Sep 2023 due to
the decrease in net sales and gross
profit, and a 10bp increase in
advertising as a % of net sales.

Continued to maintain efficient
cost structure resulting in margins
being structurally better than 2019.
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* Adjusted Net Income
decreased by US$43 million
mainly due to lower Adjusted
EBITDA.
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s YOY gross margins impacted by regional sales
mix, offset by increased DTC penetration

Q3 Gross margin % Evolution

60%

R o Q32024 gross margin decreased by 30bp from
Q3 2023 due primarily to regional sales mix as
Asia, which has the highest gross margin of all
regions, decreased as a proportion of total
sales compared to Q3 2023.

55%

* Increased DTC net sales penetration in Q3
2024 compared to prior year helped partially
offset the sales mix impact on gross margins.

% of Net Sales
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« Still achieved strong gross margins above
historical levels across all regions.
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¢ Tightly managed fixed SG&A which was relatively
unchanged from Q3 2023, despite inflationary pressure
and adding 83 net new stores over the past year

Fixed SG&A Trend
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& While Adjusted EBITDA margin was down compared to prior year,
we continued to maintain an efficient cost structure resulting in
margins being structurally better than 2019

Q3 Adjusted EBITDA margin Evolution
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18% + 310 basis points vs. Q3 2019
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L)

YTD net sales were modestly down across most of our regions as we comped
strong prior year results and were impacted by more challenged macro conditions

Growth % vs '23

Const Curr % vs '23
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° We continued to diversify our category mix
towards non-travel products

Comparison of travel vs. non-travel net sales

YTD Sep 2023 YTD Sep 2024

USS$2,733.9 million USS$2,646.2 million
- Travel growth of -1.7%
- Non-Travel growth of +1.6%(Y

$915.5

(33.5% of Net
Sales)

$896.8

(33.9% of Net
Sales)

$1,749.4
(66.1% of Net

$1,818.4
(66.5% of Net

Sales) Sales)

B Travel Non-Travel

(1) Stated on a constant currency basis. 30



¢ Backpacks from Samsonite’s Ecodiver and
Pro-DLX 6 collections helped drive non-travel sales

Samsonite Ecodiver Backpacks Samsonite Pro-DLX 6



s Tumi global ambassador, Mun Ka Young, helped
launch our new Voyageur Leather & 19 Degree
Frame collections

Tumi Voyageur Leather and 19 Degree Frame collections 30



- Balance Sheet

September 30, September 30, $ChgSep-24 % Chg Sep-24

2023 2024 s « Despite US$150 million

distribution to shareholders, and

Cash and cash equivalents 603.4 682.3 78.9 13.1% -
Trade and other receivables, net 343.7 325.0 (18.6) -5.4% US$72 mIHIOn Share repurChasev
Inventories, net 734.8 672.9 (61.9) -8.4% our net debt is down US$91
Other current assets 92.0 95.5 3.5 3.8% . I I . d t
Non-current assets 3,078.7 3,332.6 253.9 8.2% mitiion year over year ue 1o
Total Assets"” 4,852.6 5,108.3 255.7 s3% strong cash flow generation.
Current Liabil?tie.s.(t-axcluding c!ebt) 1,052.8 977.2 (75.7) -7.2% o quU|d|ty Of US$1’426 mllllon
Non-current liabilities (excluding debt) 617.2 758.9 141.6 22.9% . . i
Total borrowings 1,824.7 1,821.9 (2.8) -0.2% including US$744 million of
Total equity 1,357.8 1,550.4 192.5 14.2% revolver ava”ab'l'ty at September
Total Liabilities and Equity™ 4,852.6 5,108.3 255.7 5.3% 30. 2024

, .
Cash and cash equivalents 603.4 682.3 78.9 13.1%
Total borrowings excluding deferred financing costs (1,842.5) (1,830.4) 12. 07% * Ihe calculated total net
Total Net Cash (Debt)"? (1,239.1) (1,148.1) 91.0 -7.3% |everage ratio(3) at September
) Totel nat cash (debt) oxcludes defered fimancing soste, which are mcluded i total borrowins. 30, 2024 was 1.68x.

(3) The total net leverage ratio is calculated by dividing total consolidated net debt minus the aggregate amount of unrestricted cash by the consolidated
Adjusted EBITDA for the trailing four fiscal quarters on a pro forma basis as defined in the credit agreement.

Net Leverage Ratio
2 00x 3.68x

3.00x 2.53x

2.15x
1.68x

2.00x 1.53x 1.48x 1.39x

_

1.00x
Q22022 Q32022 Q42022 Q12023 Q22023 Q32023 Q42023 Q12024 Q22024 Q32024 33



" Working Capital

September 30, December 31, September 30, $ChgSep-24 % Chg Sep-24 [ Managing net Working Capital
towards the 14% target level.

2023 2023 2024 vs. Sep-23 vs. Sep-23

Working Capital Items
Inventories S 7348 S 6959 § S (61.9) -8.4% ] ] ]
Trade and Other Receivables $ 343.7 § 3196 S 350 $  (18.6) s4% * Maintained healthy inventory
Accounts Payable $ 523.2 $ 500.4 S 489.8 S (33.4) -6.4% levels at September 30, 2024,
Net Working Capital S 555.2 $ 5151 $ 508.1 $ (47.1) -8.5% which were reduced by US$62
% of Net Sales 15.2% 14.0% 14.4% .

million from September 30, 2023,
Turnover Days following the push last year to
Inventory Days 179 169 174 () ensure sufficient inventory to
Trade and Other Receivables Day 34 32 34 - capture the strong travel
Accounts Payable Days 128 122 126 (2) P g
Net Working Capital Days 85 79 82 (3) demand.

* 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.

» Accounts payable turnover days calculated as ending accounts payable 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.

NWC Efficiency Trend

17.0%
16.0%
15.0%
14.0%
13.0%
12.0%

Mar 23 Jun 23 Sep 23 Dec 23 Mar 24 Jun 24 Sep 24 34



9

Capex investments focused on retail store remodels,
new stores, and investment in core strategic initiatives

Capital Expenditure by project type

USSm YTD Sep 2023 YTD Sep 2024

Retail 25.4
Manufacturing / Supply 9.6
Information Services and Facilities 6.3
Software 7.3
Other 0.6
Total Capital Expenditures 49.1

29.5

23.1

4.7

4.0

0.5

61.8

 Retail capex of US$29 million in YTD
September 2024 consisted of US$16
million for store remodels and relocations
and US$12 million for new stores.

« Manufacturing / Suppy capex of US$23
million in YTD September 2024, comprised
of:

« US$11 million in investments in
product innovation and development
as a key competitive advantage.

« US$12 million Supply capex included
US$5 million towards the expansion
and renovation of our Tumi North
America distribution center as well as
US$2 million for the purchase of a
leased warehouse in Europe.
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Outlook

M

Travel trends are expected to remain robust over the next several years and will continue to drive
long-term growth in our business.

In 2024, the comparison to strong prior year sales impacted our growth rate. Our view on full year sales
remains relatively unchanged since our last earnings report; we expect full year sales growth to be
approximately flat on a constant currency basis relative to 2023. We are seeing improving trends as we
go into Q4, and we expect to benefit from an anticipated improvement in consumer confidence in China
from the economic stimulus measures recently announced by the Chinese government, as well as more
favorable year-on-year comparisons relative to Q3.

In 2025, we expect annual net sales growth to resume versus a more normalized base, as we continue to
invest in the business to drive new product innovations, channel and product category expansion, and
optimized marketing spend to elevate our brands.

We remain focused on driving profitable sales growth through our higher-margin brands, channels, and
regions, supported by disciplined expense management. We are confident in our ability to maintain
robust margins in the near term, and to deliver positive operating leverage and margin expansion in the
long run.

We will continue to leverage our asset-light business model to maintain strong Free Cash Flow®
generation. This will provide additional flexibility in capital allocation to continue to invest in organic
growth, return cash to our shareholders, and deleverage our balance sheet going forward.

We continue to make great progress on “Our Responsible Journey.”

Our preparations for a potential dual listing of the Company’s securities in the United States continue
to progress. Our Board of Directors and management believe this process will enhance value creation
over time for our shareholders by increasing trading volumes and making our securities more accessible
to investors in the U.S. and globally.

Free Cash Flow is defined as net cash generated from (used in) operating activities less (i) total capital expenditures and (ii) principal payments on lease liabilities.
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THANK YOU.
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