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_CAPITAL MARKETS DAY _16.4.26 _FIRENZE

the foundation of our value creation

<+ CREATIVITY AND CRAFTSMANSHIP AT SCALE
<+ SAVOIR-FAIRE MEETS TECHNOLOGY
<+ PRODUCT EXCELLENCE, END TO END




ICE R ENG

AN ENTREPRENEURIAL
SUCCESS STORY

A FOCUSED LUXURY
PORTFOLIO

A UNIQUE HOUSE-LED
GROUP MODEL

T

- N

- N

Built on the boldness and long-term
mindset of the Pinault family

From a French retail group to
a global luxury powerhouse

- Fashion & Leather Goods
- Jewelry

- BEyewear

- Beauty

- Art de vivre

Creative autonomy at House level

Strength, expertise and discipline
at Group level
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369 364 358

5/
e 203
263
€bn 245 244 299
223
AFTER A DECADE
OF EXCEPTIONAL GROWTH,
PERSONAL LUXURY HAS
ENTERED A RESET.
2015

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

Personal luxury goods market evolution

KERING
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€bn

20
15
14.67
10
Group
AGAINST THIS BACKDROP, KERING HAS Bt 5
BEEN MORE SEVERELY IMPACTED THAN
MOST OF ITS PEERS, AND THE FINANCIAL 5
CONSEQUENCES HAVE BEEN SIGNIFICANT.
Recurring 1-63
operating
income

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

EBIT under IAS 17 until 2020: IFRS 16 thereafter
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A model that worked for a decade
IS no longer effective.

GROWTH WILL COME FROM

<+ GAINING MARKET SHARE
< RESTORING PRICING POWER
< EXECUTING WITH DISCIPLINE

KERING
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Now we are moving to

T Secorr K ERING

mode
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FIRST MOVE

Simplifying the organization 1/2

A simpler, more accountable leadership model|

Transformative
evolution of our
leadership model
to accelerate
decision-making

KERING

Organization structured
around four strategic
businesses, supported
by a streamlined Group
Platform

Faster decisions,
clear ownership,
systematic follow-up
through a commmon
KPI framework

_2026 CAPITAL MARKETS DAY



FIRST MOVE

Simplifying the organization 2/2

KERING FASHION & LEATHER GOODS

EE R ENG

GUCCI BALENCIAGA

S‘\INIMURENT MUEEN

BOTTEGA VENETA W’

KERING EYEWEAR

15 brands
portfolio

GROUP
PLATFORM

INDUSTRIAL

KERING NEXT
GINORI
1735 Beauty
Longevity House of

& Wellness Wonders

KERING JEWELRY

BOUCIERON. — Dalo

Lmdlads  0eelin
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SECOND MOVE

Reinforcing the balance sheet
Deleveraging firmly on track

<+ DECISIVE ACTIONS TO STRENGTHEN THE BALANCE SHEET
AND PRESERVE FLEXIBILITY

< CLEAR DELEVERAGING TRAJECTORY CONFIRMED
< BALANCE SHEET NOW SUPPORTS EXECUTION AND STRATEGIC OPTIONALITY

In €bn and net financial debt/recurring EBITDA ratio

| -24%
10.5

v

8
by
year-end
2026E

v
Net debt Net debt
as Dec. 31, 24 as Dec. 31, 25
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THIRD MOVE

Rebuilding the retail footprint

Fewer, better, stronger

S
%

FIRST SHARED AND CENTRALIZED RETAIL NETWORK PRACTICE
AND GOVERNANCE ACROSS THE GROUP

STRUCTURAL RESIZING OF THE NETWORK
TO ADDRESS DILUTION AND PRODUCTIVITY

<« SHIFT TOWARD A MORE STRATEGIC BOUTIQUE AND FLAGSHIP MODEL

<« BETWEEN NOW AND 2030, LOCKED-IN CAPEX TO RENOVATE UP
TO TWO-THIRDS OF OUR STORES

r -75 stores —

N/
24

-100 stores —
~| 794 v at least
’ 1,719
YE 2024 YE 2025 YE 2026E
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FOURTH MOVE

Taking control of inventory
A structural reset, not a one-off

< INVENTORY REDUCTION COMBINED WITH A FUNDAMENTAL
CHANGE IN GOVERNANCE

<+ DEPLOYMENT OF SALES & OPERATIONS PLANNING (S&OP)
AND AlI-DRIVEN FORECASTING

< DISCIPLINE SUPPORTING PERFORMANCE, SUSTAINABILITY
AND CAPITAL EMPLOYED

Targeted inventory reduction
€1bn within 12 months, starting
last September

Structural ambition to operate
~2/3 with roughly two-thirds
of current stock ratio

_ 2026 CAPITAL MARKETS DAY 13

PECE R NG



FIFTH MOVE

Rebuilding pricing
and product structure

Restoring pricing power and clarity

<« RESET BASED ON ELASTICITY AND CLIENT VALUE
<+ SIMPLIFIED SKU ARCHITECTURE AND SHARPER ASSORTMENTS

Already achieved
Gucci SKU reduction

~20% vs. past years

X

INCREASED INVESTMENT IN QUALITY AND CRAFTSMANSHIP

PECE R NG _ 2026 CAPITAL MARKETS DAY _14



SIXTH MOVE

Strengthening marketing
productivity

Effectiveness and discipline restored

< REALLOCATION FROM LOW-IMPACT TO HIGH-IMPACT SPENDING
<+ VENDOR CONSOLIDATION AND TIGHTER ASSET PLANNING
<+ Al ADOPTION IMPROVING EFFECTIVENESS AND RO

point of recurring
. : | directly
operating income . reinvested

thanks to efficiency U Into our Hoelisas
and improved
marketing ROI

starting next year S

_ 2026 CAPITAL MARKETS DAY _15
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SEVENTH MOVE

Creating the conditions
to reboot Gucci

A structural recovery underway

< LEADERSHIP RENEWED AND OPERATING MODEL RESET
<+ CREATIVE AND BUSINESS PRIORITIES CLARIFIED
<+ EARLY SIGNALS CONFIRMING A CLEARER TRAJECTORY

i 1!.5.; a4

PECE R NG _ 2026 CAPITAL MARKETS DAY 16
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A bold but actionak
transformation

The Challenger mind

==

We are
building

LEADERS CHALLENGERS
The challenger PROTECT WHAT INVENT WHAT
THEY HAVE BUILT COMES NEXT
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One strategic lens

True
Luxury

Next
Luxury

KERING

Product

: Cultural
Craftsmanshi
.‘ relevance excellence

> Source of desirability and legitimacy

""""""""""
____________

New client New

technologies/| expectations

experiences

2+ More connected - more intelligent - more experiential

_2026 CAPITAL MARKETS DAY
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Two priorities

@

THROUGH CREATIVITY, CRAFTMANSHIP,
CULTURAL RELEVANCE AND PRODUCT EXCELLENCE

O,

TO BUILD A LEANER, FASTER,
MORE INTEGRATED GROUP

PECE R NG _ 2026 CAPITAL MARKETS DAY _20



-21

_2026 CAPITAL MARKETS DAY

EE R NG



four value-creating levers

CONSUMER-CENTRIC BRAND STRATEGY
CLIENT INTIMACY

* PRODUCT EXCELLENCE
NEW GEOGRAPHIES

_ 2026 CAPITAL MARKETS DAY
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Consumer-centric
brand strategy

Sharper identities. Stronger cultural relevance.

<+ CONSUMER BACK AT THE CENTER OF BRAND,
PRODUCT AND EXECUTION

< CLEAR ROLE FOR EACH HOUSE,
REDUCED OVERLAP ACROSS THE PORTFOLIO

< BRAND PLAYBOOKS WITH CLEAR IDENTITY, STRATEGY
AND ACTION PLAN

<« FREEDOM WITHIN A REINFORCED FRAMEWORK,
FULL ACCOUNTABILITY AT HOUSE LEVEL

PECE R NG _ 2026 CAPITAL MARKETS DAY _23



Client intimacy
Deepen loyalty. Expend reach.

ASPIRATIONAL

TOP-TIER CLIENTS CORE CLIENTS AND YOUNGER CLIENTS
Few The backbone Critical
but powerful of the business but targeted
- Represent ~25% - Stable, resilient and consistent . Structurally more volatile

of luxury spend across cycles but key for future relevance
- Continue to grow even - Sharper loyalty and retention - Focus on desirability,

iIn slower markets levers: recognition, relevant cultural relevance and

assortments, continuity of service targeted recruitment

AMBITION AMBITION AMBITION
Expand high-end offers and Grow frequency, share of Balenciaga to increase by
elevate experiences to double wallet and long-term value at least 30% recruitment over time
the business with top clients while protecting brand equity

KERING _ 2026 CAPITAL MARKETS DAY

24



Product excellence

AS a must

ICONS

HEROES

ESSENTIALS

PECE R NG

The brand’s symbols of authority

- High pricing power and sell-through
. Exceptional materials and tightly controlled supply
- Designed to protect long-term desirability

Creativity turned into momentum

. Seasonal propositions
. Drive traffic and emotional impact

High-rotation, functional products

» Structurally high sell-through
- Build loyalty
.+ Support network productivity

_ 2026 CAPITAL MARKETS DAY




New geographies
As a strategic priority

<+ SOME MARKETS REQUIRE GROUP-LEVEL ORCHESTRATION

<+ CAPITAL COMMITMENT AND LONG-TERM APPROACH
GREATER CHINA

- Resetting the model for a more
selective, domestic,
experience-driven

- Focus on desirability, cultural
relevance and execution
excellence

EMERGING MARKETS

- THE “6-PACK"

UAE & Middle
Saudi Arabia  East . Kering CRAFT: a new creative
P residency for artisanship,

fashion and technology to

- New growth relay markets,
accounting c. 34 billion euros
In luxury personal goods 2

0000000000 nurture Next-Gen Chinese

additional momentum from

. Coordinated Group-level §3§§:§§' Brazil "§'3§§‘ :.‘55:.. o ?r?;iegn;tand despenoURIgea
acceleration led by regional : it a5 e’ o3¢
RIESICERLS ’. ssstis, " g, e, o,
. b0 eelssasatRiste0 India  *°% ‘tiresceelss
. Growing influx of young I : o G MARKETING
consumers first entering the Y Nigeria : AND COMMERCIAL
market, and, in many cases, i Southaa e A sts ACTIVATION BUDGETS:

rising tourism flows

KERING

Affica

double-digit increase

_2026 CAPITAL MARKETS DAY
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GUCCI
Clear path to desirability

Gucci is a unique institution

THE ESSENCE <+ AN ITALIAN NATIVE, A WORLDWIDE INSTITUTION
OF GUCCI + WARMTH, COLORFUL, SEXY, WITTY, CHEEKY

From awareness to desirability

GUCCI AWARENESS IS ALREADY DESIRABILITY IS GUCCI PRIORITY
EXCEPTIONALLY STRONG GOING FORWARD

- Gucci ranks #2 among - Gucci remainsinthetop 5
the most well-known in desirability worldwide,
worldwide luxury Houses down from #1 a few years ago

- Desirability is not about spend,
it's about doing the right things
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5 levers to build
the Gucci Rinascimento

REBUILDING DESIRABILITY:
MAKING GUCCI UNMISSABLE AGAIN

= PRODUCT ARCHITECTURE:
BRINGING CLARITY AND RELEVANCE BACK

QUALITY AND PRICING:
REBUILDING TRUST AND VALUE

A TIGHTER, MORE PRODUCTIVE NETWORK =
WITH A REBALANCED GEOGRAPHIC FOOTPRINT

HOW WE EXECUTE:
CLIENT, TEAMS, SIMPLICITY AND TECHNOLOGY

_ 2026 CAPITAL MARKETS DAY
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