Our strategy

FOR A BALANCED
PORTFOLIO




. o T

OURSTRATEGY FOR A BALANCED PORTFOLIO

o _ &2
S IIIII N \
g A
W

DIGITAL
TR FORMATION

6USTAINABILITY '

N ~
Safilo
SEE THE WORLD AT ITS BEST




. o T

STRONG OMNI-CHANNEL BUSINESS MODEL

ONGOING FOCUS ON OUR MAIN CHANNELS,
WHILE ACCELERATING ON:

Online channel ~20%

B2B digital channel ~12% =N
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OUR AMBITIONS as a % of 2027E sales?
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DYNAMIC GEOGRAPHICAL MIX

ONGOING FOCUS ON OUR STRONG PRESENCE IN NORTH AMERICA AND EURORPE,
WHILE ACCELERATING ON:

A

Emerging markets ~20% v
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OUR AMBITIONS as a % of 2027E sales?
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STRONG BRAND PORTFOLIO

ONGOING FOCUS ON A DIVERSE SET OF LICENSES,
WHILE ACCELERATING ON:

Home brands

M&A DIGITAL

TRANSFORMATION
¥ “'.,** - &
SUSTAINABILITY
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OUR AMBITIONS as a % of 2027E sales?
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SEE THE WORLD AT ITS BEST




STRONG BRAND PORTFOLIO
TO REACH A BROAD AUDIENCE OF TARGET CONSUMERS

* The right offer for all distribution _
channels, for all customer types carrera SMITH Polaro|g [/Blenders  cqivirevaux  sevenTo sTeect

EEEEEEEEEEEEEEEE The Original Polarized since EYEWEAR by S?a'ﬁlo

* Centered on contemporar
: P 4 BANANA REPUBLIC BOSS CAROLINA THERRERA & lB
segment Where the hlghest LA ERRRAGHL EYEWEAR by DAVID BECKHAM
demand of eyewear is
* Broad based offer across DSQUARED2 FOSSIL havaianas HUGO maranT JIMMYCHOO
genders, ages, categories & price
segments
Juicy Couture kate spade W“’ Liz claiborne LOVE MARC JACOBS
° Appealing .I.o .I.he mos.l. NEW YORK MUSCHINU

fashion-driven consumers and
functional for the more traditional

ones MISSONI QD MOSCHINO pierre cardin PORTS

MISSOMNI

* Assuring trends (sustainability,
outdoor, celebrities and digital)

and service (size, fit, rag & bone TOMMY BHILFIGER TOMMY P = 4

—I JEANS
NEW YORK UNDER ARMOUR

optician-friendly features)

Safilo

SEE THE WORLD AT ITS BEST



STRONG CORE HOME BRANDS
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SEE THE WORLD AT ITS BEST




CORE HOME BRAND GROWTH DRIVERS

CONSUMER FIRST

Consumers at the core of Brand Development with top Partners

DIGITAL MEDIA CENTRIC

A new model for media effectiveness thanks to full funnel integration

PEOPLE ENGAGEMENT & CULTURE
From Global Strategy to Local Deployment
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OMNICHANNEL

Smith and Blenders leveraging each other distribution footprint

SEE THE WORLD AT ITS BEST







SMITH MISSION

To equip all Seekers tor a litetime of adventure

Advantage Seekers

Adventure Seekers Culture Seekers

SMITH




A SNOW MARKET LEADER
#1 SNOW GOGGLE & HELMET BRAND IN NORTH AMERICA

SMITH




SMITH IS MORE THAN SNOW

Our aim is to ”” own the head”
We are technology / innovation

We are goggles, helmets, protection

SMITH




SMITH PRODUCT PORTFOLIO

BIKE HELMETS & EYEWEAR

PRESCRIPTION EYEWEAR .

PERFORMANCE SUNGLASSES

SNOW GOGGLES & HELMETS
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SMITH STRATEGY INTO ACTION

1 GEOGRAPHIC & CHANNEL EXPANSION

2 EYEWEAR ACCELERATION

3 BIKE GROWTH

SMITH




A A

EYEWIEAR SINCE 1956
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CARRERA STRATEGY INTO ACTION

l BRAND POSITIONING & VALUES

2 PRODUCT ARCHITECTURE

3 IN MARKET ACTIVATION
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1 CARRERA POSITIONING & VALUES

AUTHENTIC

LEGACY OF BOLDNESS

RELEVANT

TECH & STYLE

TALKABLE

DARING ATTITUDE

Vv

DRIVE YOUR STORY
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2 DESIGNED FOR CUSTOMERS & CONSUMERS

CARRERA

#DRIVEYOURS



DESIGNED FOR CUSTOMERS & CONSUMERS

CARRERA
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3 IN MARKET ACTIVATION

CAMPAIGN IDEA
#DRIVEYOURSTORY

We tell true stories of real people
who have tfound their own self following their passion.
Each own of them tells a unique story, and together
they create the Carrera world, exclusive and unique.
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REAL PEOPLE WITH A PASSION

CARRERA

4:00 " L annie.mick

411+ a T

4:09 a T - { miakang © D sas

4:10 T

1,790 449k 2,834 martin2smoove [ -

Posts  Fallowers Following

L4 notcoywhite [ - o 4 levistocke & [}

688 286k 983
Posts Followers Following 1,684 621k 1825

Posts Followers Folloewing 928 684k 328
Posts Followers Following

1,0B6 300k 216
Posts  Followess Folicwing

Annie McGinty
@Evisionlosangeles @one.imodels 2y

Foliowed by ambradm and

Mia Kang 0|0} she/herhers
STOP ASIAN HATE

Coy White

kartin 2 Smoove Levi Stocke

VIAAS ek @imgmodels worldwide . , @ Global DJ for the Peaple Motorcycles & fast things B%...
When this quarterlife crisis ends | @ditchthelabel Ambassador riccardovimercati WWwW.martin2smoove.com rebelritual.com
t;jﬂh‘:‘ter ge:ﬂa;:e E-?:;LEEE mug. l: Author of KNOCKOUT... mone Followed by ambradm, = , Followed by ambradm,
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youtube.com/coywhite/ '.I‘l st ¥ q Emyhe ' : e p Following — Messa_ Email &
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. u miakang and 1 other -
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CARRERA

EYEWEAR SINCE 1956
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REAL PEOPLE WITH A PASSION

EEEEEEEEEEEEEEEE



IN SHOP DESIRABILITY
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EYEWEAR SINCE 1956
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THROUGH THE POWER OF COLLABORATION

¢ DUCATI
YEWEAR SSMHCE 1% 5 &
IDEYOURSTORY

{

1l NetApp
DUCAT!

{a

FRANCESCO BAGNAIA

MOTO GP WORLD CHAMPION 2022

STORY RIDER.

N0 4
J I:.:_r;‘uﬁ 4

ERA | DUCATI

IDEYOURSTORY

FRANCESCO BAGNAIA

CHAMPION DU MONDE 2022 MOTOGP

STORY RIDER.
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Polaroid

The Original Polarized since 1937




BRAND STRATEGY INTO ACTION

POLAROID

l BRAND POSITIONING & VALUES

PRODUCT ARCHITECTURE
3 IN MARKET ACTIVATION

Iiolgroid



! POLAROID POSITIONING & VALUES

POLAROID

Roots Emotional benefit

Functional benefit

A SMART
CHOICE

A WORLD
OF COLORS

THE ORIGINAL
POLARIZED
SINCE 1937

Iiolgroid



DESIGNED FOR CUSTOMERS & CONSUMERS

POLAROID

Polaroid §l Polaroid g Polaroid gPolaroid

The Original Polarized since 1937 The Original Polarized since 1937 The Original Polarized since 1937 g Original Polarized'Since 1837
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ENJOY A WORLD OF COLORS JO .D OF COLORS ENJOY A WORLD OF COLORS

Iiolgroid



ENABLING MILLIONS TO SEE BETTER
AND LIVE BETTER

Polaroid

The Original Polarized since 1937
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ENJOY A WORLDOF COLORS
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3 IN MARKET ACTIVATION

polarcideyewear & [ -

POLAROID

1834 1T MILA 30

W B T . ® DRIVEN BY IMPULSE.

Polaroid Eyewear

Polaroid is the inventor of the polarized lens that 3 m o
blends perfect vision with optimum protection, ] 1 VI RA L A I H E H EA R
#polaroideyewear | o . | ... I I ®
F X
s

Discover more on g
linkin. bigfig-polaroideyewear
Visualizza traduzione

‘) Account seguito da safilogroup, lotticate
| ltn 18

Sequi gis~ Messaggio  Invia e-mail -

0000

Earth Day  Sanrems 2. Polarcsd x Valernitene's 'CW

Iiolgroid



3 IN MARKET ACTIVATION

POLAROID
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ENJOY A WORLD OF [dell«" TP

POLAROID

THE POLAROID RIVIERA.

Polaroid has created a world of colours, fun and

inclusiveness. Where people are happy together,
and can enjoy a great time in the sun. Where anyone

can be at his/her best simply being him /her self.

Iiolgroid



POLAROID

B ne'Original Polarized ¢ IrICDIQS?

ENJOY A WORLD OF COLORS

Iﬂgroid



IN SHOP DESIRABILITY
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IBIenders




BLENDERS STRATEGY INTO ACTION

DOMESTIC & INTERNATIONAL ONLINE

RETAIL

3 WHOLESALE

[/Blenders




Our enablers

DIGITAL
TRANSFORMATION




68

DIGITAL TRANSFORMATION

ALONG THE VALUE CHAIN

Our goals

Engage Consumers &

Customers

. CONSUMERS
Empower Employees ; 8
Optimise Operations ' ; CUSTOMERS

N ~
Safilo
SEE THE WORLD AT ITS BEST
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DIGITAL TRANSFORMATION

ALONG THE VALUE CHAIN

. CONSUMERS _

~ CUSTOMERS

Ly

N ~
Safilo
SEE THE WORLD AT ITS BEST
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DIGITAL TRANSFORMATION

ALONG THE VALUE CHAIN
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. CONSUMERS _

—CUSTOMERS
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SEE THE WORLD AT ITS BEST
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DIGITAL TRANSFORMATION

ALONG THE VALUE CHAIN

. CONSUMERS
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SEE THE WORLD AT ITS BEST
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DIGITAL TRANSFORMATION

ALONG THE VALUE CHAIN
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2 DIGITAL HUBS

i i
PORTLAND
& SAN DIEGO PADUA
FOCUS ON FOCUS ON
Consumer Facing Digital Academy QEE%EEL

You,

Omnichannel B2B through S3f

Digital Strategic Communication Data Analytics
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Safilo
SEE THE WORLD AT ITS BEST
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DIGITAL TRANSFORMATION

ALONG THE VALUE CHAIN

__CONSUMERS

~ CUSTOMERS
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SEE THE WORLD AT ITS BEST
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CUSTOMERS EXPERIENCE & SALES

OUR B2B DIGITAL CHANNEL
DESIGNED WITH OPTICIANS FOR OPTICIANS

FULLY DIGITALIZED
AFTER-SALES

Saf lg

ACCESS TO ALL BRAND
DIGITAL ASSETS

YOUR WORLD OF CONTENT

OMNIA

Safilo

MORE THAN AN ECOMMERCE PLATFORM

EEEEEE
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CUSTOMERS EXPERIENCE & SALES

OUR B2B DIGITAL CHANNEL
DESIGNED WITH OPTICIANS FOR OPTICIANS

Go beyond sales

Further customer adoption in Europe

Hybrid sales model

Roll out You&Sdfilo in North America

Saf lg
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CUSTOMERS’PERCEPTION

How likely is it that a Customer would
recommend Safilo as a Business Partner

NPS: 66.6%
(EMEA 81.1%)

How satisfied are Customers with Safilo
overall with a scale from 1 to 5

OVERALL SATISFACTION: 4.4
(EMEA 4.5)

Source: Amplitude Research for NA; Unicab for EMEA, 2022 CSl survey

Safi lg
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