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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.



AGENDA

O1

02

03

04

Business Update

Financial Highlights

Outlook

Q&A




BUSINESS UPDATE



¢ Maintained strong profitability on net sales growth®
amidst a more challenging global trading environment

« Achieved net sales of US$1,769 million in 1H 2024, delivering net sales growth of 2.8%"
over an exceptionally strong 1H 2023 (1H 2023 was up 16.2%"@ vs. 1H 2019) that was fueled
by strong consumer spending, travel demand, and large wholesale customers rebuilding
their inventory levels.
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* Gross margin continued to be exceptionally strong at 60.2% of net sales in 1H 2024, AN i <
which was a 140 basis point improvement compared to 1H 2023. Strong growth in our DTC ' % e
channels of +4.7%" relative to our wholesale channel growth of +1.6%(" contributed to our
record 1H gross margin.

 Achieved 1H Adjusted EBITDA of US$333 million and a record 1H Adjusted EBITDA
margin of 18.9%, up 10 basis points vs. 1H 2023, even with a 20 basis point increase in
advertising as a % of net sales. This underscored our fundamentally enhanced margin
profile, ongoing discipline in expense management, and our resilient business model.

 Increased our investment in advertising spend in 1H 2024 with total spend of US$117
million, or 6.6% of net sales, up from 6.4% of net sales in 1H 2023.

« Free Cash Flow® improved by US$18 million to US$82 million in 1H 2024 from US$63
million in 1TH 2023.

* Our Board of Directors has authorized management to pursue a dual listing in the U.S.
* We expect a dual listing in the U.S. to enhance value creation over time by:
* Improving liquidity of our shares;

* Making our shares more accessible to shareholders in the U.S. and globally.

(1) Stated on a constant currency basis.
(2) For comparative purposes, prior year 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.



¢ While global travel and tourism trends continue, overall
consumer sentiment weakened in Q22

* We are pleased to have delivered constant currency sales growth in Q2 2024 in a
more uncertain macroeconomic environment, with softening consumer sentiment
and moderating customer traffic contributing to a slowing sales trend.

» Despite the slowing sales trend, our business continued to deliver strong
profitability underscoring our resilient business model, enhanced margin profile,
and ongoing discipline on expense management.

* Global travel and tourism trends have continued to reach record levels, but
consumers have become more selective and intentional with their spending habits.

* The premium and luxury retail sector has been showing signs of weakness and
softer demand, which has impacted our Tumi brand.

« The mid section of the market has been more resilient, with performance consistent
with the strong trends in travel. Our Samsonite brand delivered stronger results
compared to the other brands in our portfolio.

* Promotional activity has increased in the marketplace, particularly at the entry
level, and while we have responded tactically to this, our priority remains to drive
high-quality sales to build a strong foundation for long-term, profitable brand-
accretive growth.

* Exchange rate pressures are adversely impacting our topline and profitability.



o Achieved Q2 2024 net sales growth of 1.52%" against a record
Q2 2023 while navigating pockets of headwinds in 2024

Q2 Net Sales Evolution

$1,000 * Outsized Q2 2023 net sales growth was driven by
$900 /w:- extraordinary demand fueled by post-pandemic travel
, qf resurgence in Asia, particularly China, increased sales to
7800 Q':‘-\’ North American wholesale customers ahead of a robust
$700 ¥ summer travel season, and strong sales of the Tumi
8600 | brand driven by elevated demand for its key core
é collections and supported by the arrival of delayed
E 9500 inventory.
= 5400 . /
» Achieved positive constant currency sales growth in Q2
#300 2024 over a record Q2 2023 despite a shift in the retail
$200 landscape in Q2 2024 attributable to softening consumer
$100 sentiment among Chinese consumers, significantly
. increased promotional activity in India, moderating

Q22019% Q22020% Q22021° Q22022" Q22023 Q22024 customer traffic in North America, and generally
(1) Stated on a constant currency basis. |ncreased CUStomer CaUtlousneSS-

(2) For comparative purposes, prior year sales are adjusted to exclude Russia, which was disposed of on July 1,
2022, and Speck, which was divested on July 30, 2021. 7



s Global travel demand remains robust, and global passenger
growth is forecasted to increase by over 1.2 billion to 6.2 billion in

Regional and Global Yearly Forecast Growth Rates in Total

the next 5 years
Regional and Global Compound Annual Growth Rate (CAGR) and
Net Growth in Passenger Numbers over the 2023 - 2043 Horizon

Passenger Numbers, %

-1,6%
Africa

CAGR Additional passengers

5,6% .
6,6% Region (2023 - 2043) by 2043, million
5,6%
Africa 3.7% 179
17.2%
Asia-Pacific 8.1% 12,1% Asia Pacific 5.3% 2,750
6.7% Europe 2.3% 656
=5 5.9% Middle East 3.9% 282
Europe 4‘94,0
3,2% North America 2.7% 659
6.6% Latin America & Caribbean 2.9% 311
" 9,2%
Middle East 6.8% World 2.8%
5,3%
% 9,2% » The forecasted increase in total passenger numbers for 2024
North America 4,9% is 10.4% with healthy continuous growth into the later years.
3,1%
4,5% * Inthe next 5 years, world passenger figures are forecasted to
Latin A ! 4,7% . -
% Caribbean ‘ 3,8% | B 202¢ [ 2025 [ 2026 2027 grow by over 1.2 billion to ~6.2 billion.
3,0%
10,4% » QOver the next 20 years, world passengers are projected to
World 6.1% 8.0% increase by 3.8% per year on average, from ~4.5 billion in 2023
4,7%

to over 8.5 billion in 2043.

8
Source: IATA, Air Passenger Forecasts, February 2024 update



s Sales performance of the Samsonite brand
led our core brands in 1TH 2024

$950 r
. Sams$nite
$850
* Our core, industry leading Samsonite brand showed strong growth in
$800 1H 2024, with sales up 5.8%® (1H 2024 net sales up 35.9%" vs 1H
€ $750 2019).
a3
- $700 « Growth in the brand was across all regions, despite exceptionally
high sell-in to wholesale customers in 1H 2023.
$650
$600 « Strong sales in both our Samsonite travel and non-travel products
helped drive our sales increase in TH 2024.
$550
$500

1H 2022 1H 2023 1H 2024

(1) Stated on a constant currency basis.



» Our core Samsonite brand had strong sales
growth across all regions in 1H 2024

Samsénite

$310 $310 m $305.7

4 $300.9 $301.6 5/ $920
$300 $293.4 q, $300
$290 $290 +US$23.5 mil $903.8
(1)
e £ 5.8%
& $280 & $280 $900
o o
$270 $270
$880.3
$260 $260 $880
$250 $250
1H'23 1H 24 1H'23 1H 24
Europe — Samsonite net sales Latin America — Samsonite net sales *f* 5860
$270
o $253.3
$250 $243.6 ( &k
= 243 $840
$230
= = S41
v $210 @
> = $39
$190 $820
$170 $37
3150 235 $800
1H'23 1H 24

1H'23 1H'24

(1) Stated on a constant currency basis.



¢ Tumi brand sales were up slightly® in 1H

2024

USSm

$450
$421.1

$400

$350

$300

$250

$200

1H 2022 1H 2023

(1) Stated on a constant currency basis.

00\1\
«03%¢113.9

1H 2024

M

* Net sales of our premium Tumi brand was up slightly on a constant
currency basis in 1H 2024, (1H 2024 net sales up 23.6%" vs 1H
2019).

« The brand saw healthy net sales growth of 2.7%™" and 31.8%(" in Asia
and Latin America, respectively, which was offset by slight declines
in North America and Europe, affected by moderating customer
traffic and high sales comparables.

* The Tumi brand has a strong pipeline of new store openings and
product launches, but is being impacted by softer demand and
traffic that is currently affecting many premium and luxury brands.

1



s Excluding India, our American Tourister brand was
up 1.526M in 1H 2024 vs. 1H 2023, despite a more
cautious consumer

340 AMERICAN
$3208 . . TOURISTER

$320 —
$307.4 . . .
* Net sales of our American Tourister brand was down slightly on a constant
$300 currency basis in 1H 2024, but 1H 2024 net sales was up 16.2%" vs 1H 2019.
= $280 « American Tourister 1TH 2024 net sales was largely impacted by reduced sales in
b India where competitors significantly discounted products, as well as decreased
- $260 sell-in to key North American customers.
« Net sales in India, after three years of significant double-digit growth (up +28.0%"
$240 $234.5 vs. TH 2019) was down -9.0%" vs. 1H 2023 due to increased promotional activity in
the country by our competitors. We carefully and tactically prioritized driving high-
$220 quality sales to build and maintain the long-term profitability of the business.

* Excluding the impact of India, American Tourister sales in 1H 2024 would have

$200
been up 1.6%" compared to 1H 2024.

1H 2022 1H 2023 1H 2024
12

(1) Stated on a constant currency basis.



s Positive constant currency net sales growth in 1H

2024 across most of our regions

S800 -
$693.9 ¢630.0

;;/;’/

$700 -

$600

$500 -

$393.3

£

% $400 -

-
$300 -
$200 -

$100 -

©1H 2022 % 1H 2023 ® 1H 2024

$611 35608.3

$O -

$365.7 $372.3
$301.2
$85.0 5104 6°107.5
Europe Latin America

[

Constant Currency
Growth vs ‘23

(1)

Excluding India, where we saw increased
promotional activity by competition,
growth in Asia was 4.8%%).

North America’s business was down slightly to prior year driven mainly by moderating
retail traffic in 1H 2024, and a record high net sales base in 1H 2023 fueled by increased
sales to North American wholesale customers ahead of a robust summer travel season and
strong sales of the Tumi brand driven by elevated demand for its key core collections.

Stated on a constant currency basis.
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¢ INnnovation across all of our amazing brands is
driving sustainable and profitable growth

Sams&nite UM TOURISTER

ESSENS LTD 19 DEGREE

ERAME DASH POP .,



s Amazing new products such as PROXIS ALU
to drive growth in the second half

* Travel in complete confidence with
PROXIS ALU.

PROXIS ALU

* This collection is characterized by the
distinctive and well-know design of
our PROXIS range and its flawless
finish with premium-quality aluminum.

* These suitcases are equipped with the
finest features, such as shock and
noise reducing suspension wheels and
an interior lining made from recycled
PET plastic.

15



o RESTACKD, an upgraded successor to our bestselling
collection, STACKD

 Our modern & minimalist bestseller,
now even better.

» Even lighter suitcases, constructed of
durable and lightweight polypropylene
(vs. polycarbonate for STACKD) with the
same matte scratch-resistant finish.

* Increased packing volume and
suspension wheels for seamless travel.

* As a bonus, we added convenient
packing cubes, all while maintaining the
signature minimalist style of this
beloved range.

» With two cabin sizes and a variety of
voluminous check-in models,
RESTACKD is ready to be your sidekick
around the world.

16



* Expanding upon the iconic 19 Degree
collection with 19 Degree Frame

* 19 Degree Frame fills a white
space in our current product
offering—the key features of 19
Degree merged with our frame
system opening. The collection is
long-lasting, sleek, and
sophisticated.

* 19 Degree Frame features recycled
polycarbonate which reflects
TUMVI’s ongoing commitment to
becoming more sustainable.

19 DEGREE FRAME

17



s Fun and exciting new American Tourister collections
to appeal to a younger consumer across the world

« Show off your vibrant personality
with DashPop!

Y br o
/ / « Made from strong polypropylene
s/ 1% 'l//

.

A

material, it offers maximum volume
with a handy expandability
function, and a spacious interior
made from 100% Recyclex material
technology using rPet Polyester.

» Personalization - Every case comes
with two sticker sheets to help

., personalize your luggage!

» The perfect blend of fun and
functionality, DashPop will help you
make a statement wherever you

travel!
18



s Key partnerships for brand growth in 2H 2024: USA
Gymnastics & Samsonite | US Sailing & Samsonite

USA %ﬁ, :
\ i
: \) o ! . § »”"' =3E OF USA GYMNASTICS

respective U.S. National Team members as they travel to domestic and international competitions.

19



Continue to expand our global reach and brand
awareness through our TUMI Sports Partnerships with
our newest Tumi Global Ambassadors

*’ : »" . ‘1‘ ! "«' ""

N e

LUD\/IG ABERG

OBAL AMBAS

A NELLY KORDA

GGGGGGGGGGGGGGGGGGGGGGGG LPGA TOUR PRO - TUMI GLOBAL AMBASSADOR OFFICIAL LUGGAGE OF THE PGA TOUR

20



s Key marketing campaigns in 2H 2024:

21



Our “Bring It” campaign in North America pays tribute
to our legacy of innovation, while also embracing the
ever-changing landscape of travel

Sams$nite
BRING ON BRING ON
LTHE RUNWAY | [ | ADVENTURE|

TIMELESS STYLE. ‘K ECODIVER, THE ONLY TRAVEL COMPANION
TRUSTED DURABILITY. /;\ AS ADVENTUROUS AS YOU ARE.

SHOP NOW

TRAVEL SECURELY WITH

SMARTSLEEVE™ FOR TSA LOCK
BASY STACKING © , PP . -
‘ 3 =l N

WATER RESISTANT FABRIC




¢ We have fine-tuned our sustainability vision
to more clearly articulate our commitment

Corporate Purpose:

To empower a lifetime of journeys
that move the world forward.

Sustainability Vision:

Use our leadership position to
create a path towards a more

sustainable future for our industry.

RESPONSIBLE
JOURNEY,

23



¢ Our Responsible Journey — we continue to define our
2030 vision and make progress towards existing goals

Product Pillar

Progress: We continue to advance work on our Product
Sustainability Framework and to further increase the use of recycled

content in our products.
Q2 Highlight: We launched Samsonite Essens Ltd. Edition:

= Qur first ever suitcase that closes the production loop, using
pre-owned suitcases as part of the material.

» Further increased usage of recycled content from about 50%
for our regular Essens to over 70% of total product weight®,
making it our product with the most recycled content to date!

(1) This is when comparing the 75cm size.

24



¢ Our Responsible Journey — we continue to define our
2030 vision and make progress towards existing goals

* Progress: We continue to build out our climate = Progress: We continue to advance our global
roadmap in support of the near-term science- employee experience strategy. We are also further
based target that we will publish later this year. strengthening our social compliance program and our

human rights due diligence efforts.
» Q2 Highlight: We started to work on our Tumi

Vidalia distribution center solar project. We are = Q2 Highlight: We completed our 2" Global Culture &
installing solar panels that we expect to cover Inclusion Survey; over 80% of our employees globally
about 80% of the facility’s electricity needs. agree or strongly agree that they are proud to work for

an organization that is committed to sustainability -
additional results to follow!

We continue to advance our sustainability metrics and prepare for limited

assurance and various upcoming reporting requirements.
25
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"1H 2024 Results Hi

hii

Y

ts

uUssm uUssm
$2,000 $1,200
1,776 1,769
$1,800 : -$7.7 %
Z $1,000
$1,600 Z
Z
Z
$1,400 Z
= $800
$1,200 %
=
$1,000 % +2.8% $600
=
$800 % constant
2 currency s400
$600 g growth
Z
$400 Z
#/ s$200
$200 é/
’"j/
$0 7 . so

[
I
N
[=]
N
w

1H 2024
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strong 1st half 2023 with Q1 and Q2 sales growth of
4.1%" and 1.5%, respectively.

We are pleased to have increased sales over an
exceptionally strong 15t half of 2023 that was
fueled by strong consumer spending, travel
demand, and large wholesale customers rebuilding
their inventory levels. This is especially notable
given some headwinds this year, such as more
challenging macroeconomic conditions in China, a
more aggressive competitive pricing environment
in India and lower consumer confidence and retail
traffic in many markets.

(1) Stated on a constant currency basis.

1H 2023

1H 2024

Gross margin increased by
140bp from 1H 2023, with all

regions showing improvement.

Much of this improvement is
due to sales mix, which has
shifted towards higher margin
direct-to-consumer channels.
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Record 15t half Adjusted
EBITDA margin, up 10bp from
prior year even with a 20bp
increase in advertising as a % of
net sales. This is primarily driven
by gross margin improvement,
but also reflects continued
discipline on the fixed cost
structure of the business.
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1H 2024

Adjusted Net Income increased
by US$3 million mainly due to
lower net interest expense as a
result of debt refinancing and
de-levering in June 2023 and
April 2024.

Adjusted Net Income as a
percentage of sales improved by
20bp to 9.8% of net sales.
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s Positive constant currency growth in 1H 2024
across most of our regions

Growth % vs. '23

S800 -
$693.9 $630.0

V

$700 -

$600
S500 -
£ $393.3
9 $400 -
)
S$300 -
$200 -
$100 -

SO -

#1H 2022 % 1H 2023 ® 1H 2024

$611.35608.3

$489 %

$365.7 $372.3
$301.2

North America Europe Latin America

Constant Currency
Growth vs 23

/

Excluding India, where we saw increased
promotional activity by competition,
growth in Asia was 4.8%(1).

North America’s business was down slightly to prior year driven mainly by moderating
retail traffic in 1H 2024, and a record high net sales base in 1H 2023 fueled by increased
sales to North American wholesale customers ahead of a robust summer travel season and
strong sales of the Tumi brand driven by elevated demand for its key core collections.

28



s China and India, two key markets in Asia, experienced
a more challenging retail environment in Q2 2024

China
o/ (1)
$150  $144.9 5140.’5"6”5146-2 « China net sales were up +7.6%" in 1H 2024 compared to an extraordinarily strong 1H
2023.
$130 -
& « Sales growth in Q2 2024 was -3.5%" vs prior year compared to +23.0%" in Q12024 vs.
e $110 3 prior year as we experienced softening demand from Chinese consumers in Q2 from
‘%’* weakening consumer sentiment. We continue to monitor the challenging domestic
$90 $75.7 macroeconomic outlook and its impact on Chinese consumers as we head into the
- : second half of the year.
. * Sales in China nearly doubled from 1H 2022 to 1H 2023 driven by revenge travel and
550 spending, particularly in Q2 2023, as the country lifted its zero-COVID strategy at the
1H2019 1H2022 1H2023 1H2024 beginning of 2023.
India
$126.2 . . . g .
2130 R s, « India, off of three years of significant double-digit growth (up +60.3%" vs. 1H
2120 of $111.5 2019), was down -10.6%" vs. 1H 2023 due to increased promotional activity in
il
2110 so8 ; the country by our competitors.
15 $100
> 590 ¢grg » We carefully and tactically prioritized driving high-quality sales to protect brand
$80 l image and the long-term profitability of the business in the country.
$70
$60

1H2019 1H2022 1H2023 1H2024 29

(1) Stated on a constant currency basis.



s Moderating retail traffic and a high net sales base in 1H 2023 led to
the slight decrease in net sales, year-over-year, for North America

North America Tumi

$250 5235.5-1.5%;,231 . « Off an extraordinarily high net sales base year in 1H 2023 (+33.5%" vs 1H 2022),

e —— 1H 2024 net sales are down -1.5%", but are still up +19.7%" vs. 1H 2019. 1H 2023
was driven by demand for its key core collections and supported by the arrival of
delayed inventory.

$225

£
g $200 -~ $193.8

 Sales growth in Q2 2024 was -3.1%" vs prior year compared to +0.4%" in Q12024
vs. prior year as we experienced slower traffic and increased caution among
1H2019  1H2022  1H2023  1H 202 consumers that is currently affecting many premium and luxury brands in Q2.

North America excluding Tumi

$400 +0.2%%
$3758 _ $3764  « Our North America business excluding Tumi was up +0.2%" in 1H 2024 compared

$175

$150

$375 :
250 to prior year.

"g? 5325 « 1H 2023 (+20.6%" vs. 1H 2022) was driven by strong consumer spending, travel
$300 demand, and large wholesale customers rebuilding their inventory levels ahead of
$275 a robust summer travel season.
$250

1H2019” 1H2022 1H2023 1H2024

(1) Stated on a constant currency basis.
(2) For comparative purposes, 1H 2019 sales are adjusted to exclude Speck, which was divested on July 30, 2021. and ebags.
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* Financial Highlights

« Advertising spend of US$117 million in 1H 2024 (6.6% of net sales) was US$3 million higher

than 1H 2023 (6.4% of sales) as we continued to invest heavily in driving brand awareness and
e-commerce traffic.

« Fixed SG&A expenses in 1H 2024 increased by US$17 million to US$426 million from 1H 2023,
but decreased slightly compared to the US$428 million in 2H 2023, despite the addition of
31 net company-operated stores during the first half of 2024, reflecting our ongoing
discipline on expense management. Fixed SG&A expenses in 1TH 2023 did not reflect a
normalized cost structure as many company-operated retail stores ran on reduced staffing
levels and with temporary rental concessions in some countries.

« Positive Free Cash Flow( of US$82 million in 1H 2024, a US$18 million improvement
compared to TH 2023.

(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. 31



» Financial Highlights (cont’d)

Net debt position of US$1,007 million as of June 30, 2024, compared to US$1,337 million as
of June 30, 2023, with a continued focus on deleveraging the balance sheet.

e The calculated total net leverage ratio at June 30, 2024 was 1.39x, the lowest level since
our acquisition of Tumi in 2016.

 Liquidity of approximately US$1,560 million as of June 30, 2024, includes US$744 million
available on the Revolving Credit Facility (RCF).

« Announced a share buyback program in June 2024 of up to US$200 million. We plan to
initiate share buybacks after the blackout period ends following our 1H 2024 results
announcement.

« Reinstated annual cash distribution to shareholders in 2024, and paid out US$150 million in
July 2024.

(1) 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. 32



¢ Increasing net sales contribution of DTC channels
driven by continued e-commerce growth

Comparison of net sales by channel

- Total DTC growth of +4.7%!)
o DTC E-Commerce growth of +10.0%'"

1H 2023 o Retail growth of +2.8%V, driven by 82 net new 1H 2024
US$1,776.2 million stores, offset by comp store growth of -1.4% USSl,768.5 million

reflecting reduced store traffic.

- Wholesale growth of +1.6%Y) compared to a high net
sales base in 1H 2023.

DTC total =37.7% DTC total = 38.1%

$1,107.3 $1,095.0

(61.9% of Net

(62.3% of Net
Sales)

B Wholesale and Other? B Retail DTC E-Commerce

(1) Stated on a constant currency basis.
(2) Other primarily consists of licensing revenue of US$1.0 million for 1H 2024 and US$0.8 million for 1H 2023.



e Growth in our non-travel products outpaced our travel
products in 1H 2024 as we continued to diversify our
category mix

Comparison of travel vs. non-travel net sales

1H 2023 1H 2024

USS1,776.2 million USS1,768.5 million
- Travel growth of +1.4%
- Non-Travel growth of +5.3%(Y

$607.7

(34.4% of Net
‘ o

$602.4

(33.9% of Net
Sales)

$1,160.8
(65.6% of Net

$1,173.9
(66.1% of Net

Sales) Sales)

B Travel Non-Travel

(1) Stated on a constant currency basis. 34



s Our profitability remained strong underpinning
our resilient business model

» Our strong profitability performance reflected higher gross
margin in all regions. Sales mix continued to shift towards
higher margin direct-to-consumer channels, while we
maintained discipline on promotional discounts.

» We funded additional advertising spend in 1H 2024 of
US$117 million, or 6.6% of net sales, up from 6.4% of net
sales in 1H 2023.

* We have maintained tight controls on our fixed SG&A
dollars, which we have kept flat over the past year with
quarterly spend being approximately US$213 million.

« Achieved 1H Adjusted EBITDA of US$333 million and
Adjusted EBITDA margin of 18.9%, up 10 basis points vs.
1H 2023, even with a 20 basis point increase in advertising
as a % of net sales.




¢ Fixed SG&A in Q2 2024 was flat to recent quarters, but
was up slightly from low level in Q2 2023

Fixed SG&A Trend

US$m Fixed SG&A 2% of Net Sales was 410bp .
5260 $248.0 lower in 1TH 2024 compared to 1H 2019 28%
$240 277%
26.8% 0
220 ’ $207.9 $214.8 $213.0 $213.6 s$211.9 0%
$200.3 25%
$200 ' 24.9% 24%
5180 5173'3 235% 23%
$160 24.9% 22.4% 22.5% 22%
$140 21%
20%
$120 19%
$100 18%
Q2 2019 Q2 2022 Ql 2023 Q2 2023 Q3 2023 Q4 2023 Ql 2024 Q2 2024

Bl Fixed SGRAS —% of Net Sales
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- Balance Sheet

June 30, June 30, S ChglJun-24 % ChgJun-24

2023 plop2i} vs. Jun-23 vs. Jun-23

Cash and cash equivalents 599.0 815.5 36.2%
Trade and other receivables, net 314.4 346.1 31.7 10.1%
Inventories, net 740.4 637.7 -13.9%
Other current assets 96.2 95.8 (0.4) -0.4%
Non-current assets 3,089.4 3,285.9 196.5 6.4%
Total Assets'”) 4,839.4 5,181.0 341.6 7.1%
Current Liabilities (excluding debt) 1,064.7 1,087.5 22.9 2.1%
Non-current liabilities (excluding debt) 610.5 732.8 122.3 20.0%
Total borrowings 1,917.0 1,813.8 -5.4%
Total equity 1,247.3 1,547.0 299.7 24.0%
Total Liabilities and Equity'! 4,839.4 5,181.0 341.6 7.1%
Cash and cash equivalents 599.0 815.5 216.5 36.2%
Total borrowings excluding deferred financing costs (1,935.6) (1,822.9) 112.8 -5.8%
Total Net Cash (Debt)? (1,336.7) (1,007.4) 329.3 -24.6%

(1
2
(3

The sum of the line items in the table may not equal the total due to rounding.
Total net cash (debt) excludes deferred financing costs, which are included in total borrowings.
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.

4.00x 3.68x
2.99x 2.85x
3.00x
2.00x
1.00x
Q2 2022 Q3 2022 Q4 2022

Net Leverage Ratio

2.53x
2.15x

Q12023 Q2 2023

Q3 2023

1.81x 1.53x

1.48x 1.39x%

Q4 2023

.

Ql 2024 Q2 2024

 Net debt of US$1,007 million at
June 30, 2024, which was US$329
million lower than on June 30, 2023.

 Liquidity of US$1,560 million
including US$744 million of revolver
availability at June 30, 2024.

» The calculated total net leverage
ratio® at June 30, 2024 was 1.39x,
an improvement vs. December 31,
2023 level of 1.53x and the lowest it
has been since the Tumi acquisition.
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" Working Capital

June 30, December 31, June 30, $ChgJlun-24 % ChgJun-24 Inventory levels are US$103
million lower and accounts

2023 2023 2024 vs. Jun-23 vs. Jun-23

Working Capital Items
Inventories § 7404 $ 6959 $ S (102.7) 139%  payable US$75 million lower
Trade and Other Receivables S 314.4 S 319.6 S 346.1 S 31.7 10.1% com pared to the same period |ast
Accounts Payable S 5375 S 500.4 S 462.8 S (74.8) -13.9% ear following the push last vear
Net Working Capital S 517.3 $ 515.1 $ 521.0 $ 3.7 0.7% y g ] P . y
% of Net Sales 14.4% 14.0% 14.6% to ensure sufficient inventory to
capture the anticipated high
Turnover Days summer travel demand.
Inventory Days 183 169 165 (18)
Trade and Other Receivables Day 32 32 36 4 T -_
[ J
Accounts Payable Days 133 122 120 (13) Generated US$(81)2 m|II|on pOSItIVG
Net Working Capital Days 82 79 81 (1) Free Cash Flow'V in 1H 2024
* 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. d eS p |te S I |g ht |y | N C reas | N g O u r
* Trade a.nd other rleceivables turnover days calculated as ending trade and other receivables balance divided by net sales for the period and multiplied by the number . .
. ?:\(?caoyjnltnst;:yzzlrtleoﬁirnover days calculated as ending accounts payable balance divided by cost of sales for the period and multiplied by the number of days in the n et WO r kl n g Ca p Ita | ba | a n Ce
eriod. .
. pNet working capital efficiency (% of net sales) is calculated as net working capital divided by annualized net sales. CO m pa red to t h e p rl O r yea r_
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 38

(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.



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

Capital Expenditure by project type

USSm

Retail

Manufacturing / Supply

Information Services and Facilities

Software

Other

Total Capital Expenditures

1H 2023

10.2

5.7

4.6

4.7

0.4

25.6

1H 2024

20.2

16.4

2.2

2.1

0.3

41.2

 Retail capex of US$20 million in 1H 2024

consisted of US$12 million for store
remodels and relocations and US$8
million for new stores.

We continued to invest in product
innovation and development as a key
competitive advantage (US$6 million in
1H 2024).

US$10 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



* Outlook

» Looking ahead, while growth in global travel and tourism is expected to remain healthy throughout
2024, we are seeing a more uncertain macroeconomic environment with softening consumer sentiment
in key markets in North America and Asia. We continue to see softer sales trends as we head into the
second half of the year. Our priority remains to drive high-quality sales to build a strong foundation for
long-term, profitable brand-accretive growth.

» Advertising spend is targeted at approximately 7% of net sales to drive future net sales growth across
all brands.

» Continue to focus on driving profitable sales growth through our higher-margin brands, channels, and
regions.

« Our business is generating strong Free Cash Flow led by our asset-light business model, creating
flexibility for our balanced capital allocation strategy of deleveraging our balance sheet, investing in
organic growth, and returning cash to our shareholders.

* The Company continues to make great progress on “Our Responsible Journey”, leveraging its
leadership position to create a path towards a more sustainable future for our industry. A current
priority is the establishment of a near-term, science-based emissions reduction target across the
Company’s own operations and supply chain. The Company is excited about this important next step,
and it is planning to publish this target later in 2024.

* Our Board of Directors has authorized management to pursue a dual listing in the U.S.

)
-
1
)

» We expect a dual listing in the U.S. to enhance value creation over time by:
* Improving liquidity of our shares;
* Making our shares more accessible to shareholders in the U.S. and globally.

 In June 2024 we announced a share buyback program of up to US$200 million. We plan to initiate
share buybacks after the blackout period ends following our TH 2024 results announcement.

(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.



Q&A



THANK YOU.
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