CONSUMER DRIVEN GROWTH:
Marketing excellence and B2C
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Marketing Excellence
Consumer Driven Growth
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The role of the marketing function
Our marketing model

Atomic example
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Before After

. . . Consumer/concept driven
Product driven innovation innovation pipeline
pipeline (Who/What/How)

Lack of brand portfolio

Having clear and differentiated
management

equities for each brand

Brands operating in limited

Defined category expansion plans
categories gory exp P

for each brand

Inconsistent alignment between

Tight 360 Tabletop alignment with
Local Markets and Global brands

Plans and Materials on time
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Marketing supports each of our Group’s
priorities
*  Clear portfolio roles and synergies, integrated company

- Developed a common marketing playbook across all brands
*  Grow faster in softgoods

- Clarify brand equities to ensure consumer driven brand/category expansion
*  Win with consumers

- Define target consumer (the "Who”)

- Sharpen our equities and identify benefit barriers (the "What”)

- Deliver better design / communication (the "How")
*  Winin go-to-market

- Improve the local relevance of our marketing at the country level

*  Operational excellence
- Clearly defined business drivers and KPI's (equities, awareness, trial, etc.)
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The basis for a successful brand is a precise
brand equity and a clear growth strategy

Product Product
design innovation
principles pipeline

Consumer

Brand Equity visual

WHO & WHAT) language

Consumer Customer

Touchpoint Distribution

principles Principles
(HOW) (HOW)
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Every brand is executing this for the
“Core” and the “More”

Consumer & Opportunity Assessment
Product Product "
design innovation Assessed new segment opportunities
principles pipeline - Research launched to validate

+ Brand Equity and Product
Consumer

Brand Equity visual - Segment & Category growth plan
(WHO & WHAT) language - Each brand is developing a clear
Brand Equity Pyramid & Guidelines

Consumer Customer . - .
Touchpoint Distribution Executional Capability
principles Principles - Global marketing team

= ey Global-Local 360 Tabletop complete

Consistent Consumer scorecard
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Creating a strong marketing and brand management capability across all
brands

Clarifying brand equities to ensure consumer driven brand/category
expansion

Winning with consumers
Define target consumer (the "Who")
Sharpen our equities and identify benefit barriers (the "What”)
Deliver better design / communication (the "How”)
Improve the local relevance of our marketing at the country level
Clearly defined business drivers and KPI's (equities, awareness, trial, etc.)
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Business to Consumer
Profitable Consumer Engagement
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A balanced portfolio of B2C solutions

m# Stores

200
180
160 . Focused on managing risk b
140 1€ ging y
120 continuing to combine Own and
1007 Partner formats

60

40 - )

20 - . Model is proven across a number of

0 - regions
2005 2006 2007 2008 2009 2010 2011
Own vs. Partner Split by Region . We are creating a cross-channel

platform that will allow us to
combine retail and e-commerce

own Americas
26 % 23 %

Partner
3%

41 % 7
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Our model is proven in all geographies

with 180 stores around the world

Canada: 7* b

Poland: 22 =
Russia: 10

N° stor’-és;-_fb_lr:nér‘lc-as:
43 - i /
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- N° stores Europe :
~N
Export: 7 Y )
\° stores Asia:
# 65
e

Korea: 50
;‘ﬁ Japan: 14

E_; China: 1

)
\

Brand stores in resorts and cities

Moscow
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Strong collaboration with Partner stores

Arc’trx, “ Wilson,
Korea Zurich South America
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Solid footprint of factory outlets

Salomon, Arc’teryx, Prague,
Ingolstadt Vancouver Multi-brands
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Our first web stores in France
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Group development priorities:
Focus of B2C

Clear portfolio roles and synergies, integrated company

- Specific targets set, clear glidepath in place

- One organization, one back-office

Grow faster in softgoods
- B2C focused on softgoods
Win with consumers

- Build awareness, trial and brand equity

Win in go-to-market

- Contribute to the quantity and quality of our commercial fundamentals

Operational excellence

- Clearly defined KPIs: Store productivity, conversion rate, basket size
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Progress so far

2010 Results

Established long term strategy
150 stores at year end

Added 13 own stores

Added 17 partner stores

Launched and proven e-commerce
model in France

2011 Results

Execution on track in terms of revenue,
profit & capability

~180 stores at year end

- Added ~15 own stores

Added ~15 partner stores

E-commerce Phase 1:

Salomon will add 2 countries

Suunto will add 8-10 countries

- Arc'teryx will add 1 country
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Operational excellence: continuous
improvement

*  People: have added experienced leaders
*  Process: improved companywide processes

«  Metrics: Strong metrics — used on a weekly basis - in place for Retail and
e-commerce

» This leads to an increase in store sales and a faster expansion of new
retail stores: Contributive in Year 1 and at target in 24-36 months
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Repeatable model, now expansion

* Retail:
- Incremental to topline, low CapEX, relatively high Opex, hence sequenced expansion
- Salomon: proven and in full execution
- Other brands: test/concept stage
- Geographic priorities:
- Own: Russia, Germany, France
- Partner: Korea, Latin America, Resort Locations

*  E-commerce:
- Launched Salomon and Suunto in France. Results at target.
- Begin expansions in Fall 2011
- Europe: Add 6 countries
- North America: Suunto (US) and Arc'teryx (Canada) in Fall 2011
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Role of B2C and current footprint
Strategy and progress to date

Key priorities for 2012+
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Retail:

Continue expansion of Salomon. Roll out the next generation store
concept

Build foundation for Arc'teryx and Wilson
E-commerce

Finish building the operational platform

Roll-out into other brands and countries
Operations

Continue to build retail and e-comm daily operations

Add specific product planning and buying for B2C
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Glidepath to 10% of Amer Sports revenue

Achieve
Accelerate long term
profitability profit target

& growth /’—
Build the ~2013-
Foundation /_

2013 Strategy & //— ~2012 » Deploy & _ .
Glidepath « Base for Wilson & accelerate in Asia-

~2011 Arc'teryx Pac
- E-comm launches ~ * DeployinNorth
~2010  Accelerate in Europe & NA America
. Retail Salomon « Solidify Ops
* Basee- Excellence
strategy commerce
: Et-c?mm  Base of
strategy Operations
Excellence
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«  B2C is a key growth pillar for the Group, allowing us to engage with
consumers and drive brand equity

*  We have a proven model

*  We are building capabilities for current store improvement and future
expansion

*  We are growing B2C in a responsible way with focus on profitable growth,

targeting 10% of total revenue
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Www.amersports.com

Disclaimer

Statements in this presentation, which are not historical facts, such as expectations, anticipations, beliefs and estimates, are
forward-looking statements within the meaning of the United States Private Securities Litigation Reform Act of 1995. Such
statements involve risks and uncertainties which may cause actual results to materially differ from those expressed in such
forward-looking statements.

Amer Sports assumes no responsibility to update any of the forward-looking statements contained herein. No representation or
warranty, express or implied, is made or given by or on behalf of Amer Sports or its employees or any other person as to the
accuracy, completeness or fairness of the information or opinions contained in this presentation.
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