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Capital Markets Day — September 2010
- B IES
Every part of the Group has

a clear role, targets and
action plan

Apparel & . i i
) Fggtwear Further accelerate growth Expand commercial footprint

+ Enter new segments and categories

+ Category-based operation

Implications for Amer Sports Apparel

From: To:
* No apparel category or culture « Strong, organised apparel capabilities
+ Brands as silos: lacking scale + High-performing apparel category securing

scale and synergies
« Narrow, performance focused product base < Versatile, year round products

» Under-potentialised distribution + Effective distribution building blocks

+  Weak go-to-market, merchandising & *  Fully programmed GTM execution
instore presence

* Narrow consumer base + Extended portfolio

* No mid-term R&D plan «  Structured innovation pipeline

— 150 MEUR @ CAGR 15% (2005-2009) — towards 500 MEUR H1/2011 growth 27%
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The attractiveness of sports apparel

Big, growing market + high profitability + asset efficient

/2010 €91.3 bn\ € _S3

€ billion
= N America
® Europe
= Asia

ME & A
= S America

. Amer Sports Apparel ~0.4% share
Source: NPD Consumer Panel 2010 Sporting Goods (retail value)

+2.8% v 2009
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Where we play & opportunities

Ball sports

Walking/hiking/outdoor FEAs ol
Fitness

Running
Summer boards
Snowsports

Cycling

Tennis

€ billion o €1 € €3 €4 €5 €6 €7 €8 €9 €10

Source: NPD Consumer Panel 2010 (retail value) .,
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2009 2010 2011

Sales by Brand 2010 (%) Sales by Region 2010 (%)

Arc’teryx APA
Salomon 46 % 11 % Americas
47 % 37 %
EMEA
52 %
Bonfi
7%

Main brands: Salomon, Arc’teryx,
Bonfire

Small, emerging businesses:
Wilson Tennis, Mavic

Historical CAGR 15%. Growth
accelerated since Q4/2010 to ~25%

Goal to become a 500 MEUR
apparel company

Wilson Tennis and Mavic apparel reported under
Ball Sports and Cycling respectively
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Group strategic priorities in Apparel

1. Clear portfolio roles and synergies; integrated company
- Build an integrated, high-performing category operation
2. Grow faster in softgoods

- Aggressively grow the core businesses: drive Salomon and Arc’teryx to full potential

- Add significant new businesses: extend non-apparel brands & drive innovation
- Learn for the future: Action Sports
3. Win with consumers
- Consumer-centric brand/category expansion
- Establish regional product development capability
4. Win in go-to-market
- Drive distribution and expand geographically
5. Operational excellence
- Integrate sourcing platform
- Manage against clear category KPI's and scorecards

"
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Apparel category integrated model

Before:

No category-level coordination
Brands operating in silos

Brands sourcing independently
Product makers not product sellers

Item driven
One-size-fits-everywhere collections

Incremental opportunities over-looked

SKU proliferation; low coverage
Ad hoc innovation

Now:

Expert category management team

Synchronised product development;
coordinated processes & controls

Maximised sourcing scale
Consumer-centric, commercial range
planning

Concept & assortment driven

Local relevancy: regional development
(Portland, N Am. & Hong Kong, APAC)

Resourced significant incremental
opportunities (Gear & Base Layer)

Control & efficiency through KPI's
Category-led, programmed R&D
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Apparel category integrated model

Brands

Design

R&D
Development
Sourcing
Supply Chain
Commercial
Sales (Group
Controlling
HR

IT (Group

Gear &
Base
Layer
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— AGGRESSIVELY GROW THE
CORE BUSINESSES

Grow faster in softgoods

SALID/NLDIN <€ 3>

Significantly strengthen product offer
Expand into sportswear, gear and other adjacencies __

Drive distribution quality (from item to collection)

Step change performance in US & APAC




ARCTERYX

Learn how to leverage brand into new categories

Expand distribution
- Maintain quality & revenue per door
- Launch e-commerce

Build awareness

Strengthen tennis apparel
Expand into adjacencies

Drive scale through category
approach

Strengthen go-to-market capabilities
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ADD SIGNIFICANT NEW BUSINESS
Grow faster in softgoods

Exploit the strength in
equipment: launch apparel
from brands with strong
authenticity

Organise & build
capabilities to expand into
adjacent categories

Extend brand connection
with new consumer groups

Leverage strong brand equities

DCMARINI.
A aromc

in

S BONFIRE

Gear

Base

sports

Action
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Deliver innovation pipeline

* Innovation track record in apparel
«  Driving at category level
- New leadership
- Re-organised resources & processes

21
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DRIVE DISTRIBUTION

Win in go-to-market
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Before:
*  Low door penetration (all brands)
»  Narrow range sold into accounts

+ Insufficient instore stand-out
*  Low sales per door (excl. Arc’teryx)

*  Uncoordinated portfolio
+  Some weak regional indices

*  Incomplete product offer for B2C

Now:

« Commercial planning separated from sales
execution

+  Selling assortments & instore programmes
(e.g. shop-in-shop)

+ Intentional benchmarking, gap planning and KPI
tracking (doors, €/door, range width)

» Addressing apparel selling capabilities and
capacities

« Leverage strengths through portfolio coordination
at country and key account level

+ Finalizing plans to drive US and APAC step-
change distribution expansion

* Introducing buyer/merchandising function
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OPERATIONAL EXCELLENCE IN
APPAREL
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Integrate sourcing
platform

*  One vendor interface for all brands
- Synchronize product development
across brands
- Create scale

«  Create margin builders
- Drive production efficient design
- Coordinated usage of materials
- Leverage volumes to level-load factories

«  Deliver platform for Supply Chain
- Buy-ready discipline
- Increased product productivity
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Strategic Glidepath

Deliver step-change

growth
Accelerate growth &
profitability ~
Build the platform 2013
and deliver the year //— Expmson

Under-optimised ~2012 established franchises
apparel initiatives /’_ « Drive range productivity ~ *Launch of new brands &
//— ~2011 « Extend distribution categories
* Get organised footprint

~2010 * Get the product right .
- Early stage initiatives « Set the distribution TOBEATOP3
« Lacking scale platform APPAREL BRAND
* No apparel culture * Build GTM capability WHEREVER WE PLAY
« Initiate future projects \
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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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