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Disclaimer

Thispresentation(the & t NB & S ywiagpiepgaedbyg LPPSA(the & / 2 Y LJlwigh& édué care Still,it may contain
certaininconsistencie®r omissionsThe Presentationdoesnot containa completeor thoroughfinancialanalysisof
the Companyand does not presentits standingor prospectsin a comprehensiveor in-depth manner Therefore,
anyonewho intendsto make an investmentdecisionwith respectto the Companyshouldrely on the information
disclosedn the officialreportsof the Companypublishedin accordancevith the lawsapplicableto the CompanyThis
Presentationwas prepared for information purposesonly and does not constitute an offer to buy or to sell any
financialinstruments

The Presentationmay contain 4 ¥ 2 N¥ | NRtatém2rs] Hoyieder, such statements cannot be treated as
assurancesr projectionsof any expectedfuture resultsof the CompanyAny statementsconcerningexpectationof
future financialresultscannotbe understoodas guaranteeghat any suchresultswill actuallybe achievedin future.
Theexpectation®f the ManagemenBoardare basedon their currentknowledgeand dependon manyfactorsdueto
whichthe actualresultsachievedby the Companymaydiffer materiallyfrom the resultspresentedin this document
Many of those factors are beyondthe awarenessand control of the Companyor the / 2 Y LJI abiétyl@ foresee
them.

Neitherthe Companynor its directors,officers,advisorsnor representative®f anysuchpersonsare liableon account

of anyreasonresultingfrom any use of this Presentation Additionally,no information containedin this Presentation
constitutesanyrepresentationor warrantyof the Companyits officersor directors,advisorsor representative®f any

of the above persons The Presentationand the ¥ 2 NI I NR stadtethénis dpgakdonly as at the date of this
Presentation Thesemay not be indicative of results or developmentsin future periods The Companydoes not
undertakeanyobligationto review,to confirmor to releasepubliclyanyrevisiondo any¥ 2 NJ I NRsiaterfeatdtol y 3
reflecteventsthat occuror circumstanceghat ariseafter the date of this Presentation
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The largest clothing retailean the WSE

1,594 16 c. PLN %n
STORES MARKETS REVENUES

69% c. PLN 1dn MSCI| POLANI

FREE FLOAT MARKET CAP WIG 20 MEMBE
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5 brandsandnumber6 on theway

RESERVYED




1,594 stores on 8ontinents

Numberof stores  30.06.201! Numberof [t t <dres
LPP GROUP 1,594
RESERVED 42C€
Cropp 382
House 33C
MOHITO 268
SINSAY 15C
outlets 35

$
QATARL

EGYPT




A lean retatbriented business model

" e m

-

i‘i

DESIGN PRODUCTIO LOGISTICS STORE CUSTOMER
6 TO 9 MONTH8BRODUCTION LEAD TIM—I':L
200 employees in >500 suppliers 2 logistis centers c. 1,600 stores 470 million

designing
department
30,000 types of

clothing items
annually

90% goods
sourced from
Asia

> 1 million
products sent
every dayin high
season

16 markets

on-line store in 3
countries

visitors annually
70 millions items

of clothing sold
annually

LPP ¢



Eyeinghe international giants

Leader domestically

RevenuegPLN m)
selected companies

____________________________________________________________

_____________________________________________________________

CCC e 2,009
H&M PL s 1,397
Redan s 507
Vistula Group W 443
Gino Rossi 265
Coccodrillo m 158
Solar W 142

Bytom N 104

0 1,000 2,000 3,000 4,000 5,000

Note Data based on 201dr equivalentannualrevenues
Valuescalculated at average exchange ratfor the period

Challenging international players

RevenuegEUR m)
selected companies

Inditex I 18,117
H&M I 16,649
M&S I 12,794
GAP I 12,386
Next R 4,997

Esprit B 2,355

____________________

Kappahl B 522

IC Company'sll 344

0 5,000 10,000 15,000 20,000
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Investmentthesis

New brands new markets annualfloorspacegrowth targeted in
development the mediumterm

YoYgrowthin 1H15;

Dynamice-commercegrowth
ynamice-c = new marketsin 2015

Efficient business model C. ROE

Free cash flow generation, sustam

dividend paymer C. paid in dividends so far

Experienced executivesth long CEO for over
term vision

LPP



Growingnumberof brands

STORE SIZE

MAINSTREAM . 'UP-MARKET

RESERVED CROPP (M house | ([T snsay | NEW BRAND
KEY BRAND Fast fashion Casual streetwear Urbanfashion branc Comfort and Clothes for ever:y High quality clothing
FEATURES brand with broad  brandofferingalso with folk and elegance for day inspirations for more !
customer base. internationallabels. vintage elements. business and and original partiy ! demanding |
informal meetings. ouftfits. - customers.
TARGET Women,men, Teenagers Teenagers Young women. Teenagers Men and women.
CUSTOMERS children. (boysand girls). (boys and girls). (girls only). | !
YEAROF 199 2004 2001 2008 2013 Planned launch:
LAUNCH (at LPRsince4Q08)  (at LPRsince4Q08 D 1Q16
COUNTRIES/ CEE, SEE, CEE, SEE, Baltic, (:ISCEEexcl. Hungary =~ CEE, SEE, Baltic, (:IS Poland, Czech: Expansion to start in
REGIONS Baltic, CIS, SEE, Balltic, CIS Republic, Baltic, | Poland
PRESENT Germany, ME CIs Do !
# STORES 429 382 330 268 150 0
FLOORSPACE 416.3k m2 111.5k m2 96.7k m2 89.1k m2 52.4k m2 ' Target:30 storesin |
2Q15 L Poland
AVERAGE 970 m2 292 m2 293 m2 332 m2 349 m2 350 m2




Each brand is targeted at a different

customer base

[ tt Q&4 ofNdbrgpRéeVersus price tag

300 (" NEW BRAND

-’ LaunchlQ16

~~

~~

Price tagaverage
PLN per item)
110 MOHITO
Cropp
60 House
SINSAY
_ 10
Scale of the bulhlle = 200 400 600

floorspace

Note: Average price per piece of clothargl average storesizebased on 1H15 data.

RESERVED

800 1,000 1,200

Aveargestore
size(m2)

LPP =



Diversification by brands to continue

PLN m

5,000

4,000

3,000

2,000

1,000

2011

m RESERVELC Cropp

A L

A a

o
.
o 50% 49%
(0]
0

2012 2013

[tt Q&

Group revenues by brands

2014 1H15

House mMOHITO mSiNSAY ' Other

AN} GS38

0 2

A The dependence on the key fast fashisainstream RESERMEBNd should continue to diminish

A It is the intention to launch all five branitisall countries preserin the mediumterm.
AY VS 4 to RESERVIRAdGeranyMigdie Edsyy A &

A ¢KS

LINA 2 NR &

LPP =

Group revenues by brands

PLNm 2011 201z 201f 2014 1H1E

LPP GROUP 2,49 3,22¢ 4,11€ 4,76¢ 2,29¢
RESERVED  1,36¢ 1,71¢ 2,074 2,311 1,12(

Cropp 447 58C 687 771 33¢

House 37€ 437 54€ 634 287
MOHITO 104 25¢ 456 523 26C
SINSAY 0 0 74 228 141

~ other 196 232 27¢ 306 14
O2 y i Ay weinimigfasRian@iskNE A F &

JAC



International growth opportunities

gEXgEOPMENTE MATURITY i DEVELOPING | EARLY STAGE'!
i CEE BALTIC | | SEE cIs Lo W E M E |

Poland,Czech . . . . . .

@ ol\ppzll=si 2si=E]= | Republic, Hungary, Lithuania, _Latwal, :Bulgarla, R_omanla, Russia, Ukrainer | Germany Egypt, Kuwait, |
i . Estonia . Croatia N Qatar |

Slovakia P! G i

#COUNTRIES . Lo i
PRESENT 4 3 . 3 2 o 1 3 i
RESERVED, Crofp, RESERVED, Crop),| RESERVED, Cropy), RESERVED, Cropy), | !

BRANDS House, MOHITO,  House, MOHITO, | House, MOHITO,  House, MOHITO, | RESERVED RESERVED
SINSAY SINSAY | ! SINSAY SINSAY | | ;

# STORES 1,135 70 Lo 45 334 Lo 7 3 |
TYPE OSTORES Own (majority), own | ! own Own(majority), 1 Franchise |
franchise - franchise v :

FLOORSPACE 508.6k m2 35km2 | | 32.1km2 183.2km2 | | 14.1km2 3%km2 |

_________________________________________________________________________________________________________



Entry into high growth potential markets

Growth potential of countries developed

GDP growth ®
(2014, realpy,

Qatar

4% | Egypt Romania Germany

2% () Russia Kuwait
ulgaria o
0% . P —
-10 0 10 20 30 40 50 100
2204 Croatia GDP/capi'Faths USS$,
current prices, 2014)
-4%
-6% Ukraine
Scale of the bulle = population (m inhabitants)

-8%

Source: World Bank data. L P P l 16



Diversification by countries to continue

Group revenues byegions Group revenues byegions
PLN m
6,000 5% PLNm 2011 201z 201: 2014 1H1E
LPP GROUP 2,49 3,22/ 4,11¢ 4,76¢ 2,29
5,000 70%
- CEE 197 2,382 2,927 3,41<¢ 1,631
4,000
65% Baltic 12C 162 18¢€ 20C 97
3,000 ]
I 60% SEE 40 42 52 65 49
2,000 I
CIS 35¢ 63¢ 952 1,07¢ 48¢
1,000 o5%
0 50%
2011 2012 2013 2014 1H15
mmm CEE Baltic SEEmmm C|S mmm \WE ——Poland % revenues

A Dependency on Poland should continue to diminish in upcoming years.
A Maturity has been reached in Czech Republic, but Slovakia and Hungary still offer growth potential.
A Development potential in SHE) only 3 countries entere@®) all 5 brands only in Romania.

A Target: 30 own stores in Germany in 3 years and 30 franchise stores in Middle East in 6 years.

LPP =



Medium-term target: 15% p.a.
floorspace growth

Floorspace growthtargets 2015 floorspace
(ths m2) by regions
1,200 +15%
+28% 201114 +17% 970.6 thsm2 2014 201¢ Yo'
1,000 CAGR
844.0 LPP GROUP 722F 8440  16.8%
800 722 5
. 588 5 Poland 413.€  466.C 1279
434.0 EU 128.€  182.(  415Y%
400 3435
CIS 180.2  190.f 5.6
200
ME 0.C 5.5 N/M
0
2011 2012 2013 2014 2015 2016

In 2015 we plan to grofloorspaceby 16.8% YoY.
Slowdown in CIS expansion should be partially offset by development in Germany and Middle East.

We believe that in the mediwterm we can maintain ¢.15% pforspacegrowth.

D S

From 201d&loorspacedynamics should be supported by the new sixth brand and launch of franchise
stores in Belarus and Kazakhstan.
LPP =



Dynamic ecommerce development

LPP ecommercerevenues On-line sales inEurope
(% mkt share in retail 2015)
PLN m
75
. 1.5% 16%  152%
60 1.2% 15% 11.6%
8.4%
45 0.9% 8%
30 0.6% 4% 3.3%
35 4.1 6.0 -
15
0.3% 0%
0 — —— e 0.0% UK Germany fvuer;%ee Poland
2010 2011 2012 2013 2014 1H15
Source: Center for Ret&esearch
mmm E-commerce revenues =0 of group sales

A We believe odine sales in Poland should converge to the European average.

A As our customers increasingly often shogina we invest in high quality internet stores for all our
brands (in Poland 86% of women internet users buy clothdisen

ATttt p [ttQad OoN}YRaA KI@®S GKSANI 26y AYUSNYyS
ATttt Qa ySg -hngsaBspiifoimSsRcat@ble otie new markets. LPP ‘
19



We follow our customers

RESERVED

reserved.com

in Poland

Y

No. 1single brand estore in fashion category
(Rzeczpospolita daily dated 14.04.2015)

LETNi VYPRODEJ .

~70%

VZTAHUJE SE NA DAMSKOU,
PANSKOU | DETSKOU KOLEKCI.

RESERVED

weowice preise  (ZMIRRS  | . 1.2 millionunique users per month

SOMMERKOLLEKTION

23 millionpage views per month

365 thousandcustomers
d - B www.RESERVED.com operates al&armany
OOOOOOOOOO c andCzech Republic
Za Launch irSlovakig3Q15) and itHungany(4Q15)

s
H‘Q § ACID VACATION
= TREND

LPP =



We constantly improve business model

INCREASING
ATTRACTIVNES ACTIONS TAKEN IN 2015

Contractingnternational stars
A Georgia May Jagger (face of RESERVED AW14
SS15) created a star collection for RESERVED

ADVERTISING - AW15/16
A Brooklyn Beckham (RESERVED SS15)

A AnjaRubik (star collection for MOHITO AW14/15
A Zuzannaijoch(face of MOHITO AW15/16)

New collections at RESERVED: P

A BEACTIVEsport collection -

COLLECTIONS A Concept Limite€ollection- moderndesign v
for city dwellersFor womeronly

A Modern Line for fashion followers

A Refurbishment of stores of all brands

FLOORSPACE A New stores in top quality locations
A New flagships in Germany




Poland records highest sales/m2

800

600

400

200

Revenueg m2 monthly

119  |-11%] 220 |-26% 0%

-10%

-20%

-30%

2011 2012 2013 2014 1H15

mmm Poland mmmm Foreign operations====Discount foreign to PL

Revenueg m2 monthly

PLN 2011 201z 201 2014 1H1f
LPP GROUP 61C 675 664 58¢ 504
Poland 651 702 691 647 56¢
Foreignoperations 52C 621 61€ 503 421
RESERVED 56€ 62€ 617 547 467
Cropp 651 75€ 728 647 531
House 632 654 652 612 525
MOHITO 732 843 75¢ 583 50€
SINSAY - - 67C 584 501

A Sales/m2 in Poland were on averages%higherin 201114 than on foreign markets.

A Thedifferencewidend in1H15due to depreciatiorf ruble andhryvniato PLN

A For all brandsales/m2 in Polandemainhigher than abroad due to superior braretognition

LPP =~



Gross profit margin remains high
despite the FX impact

Retail price split Gross profit margin development
PLN 123
Gross profitnargin 2011 201z 201z 2014 1H1E
Gross profit: 0 0 o o 0
LN 59 Netprofit: PLNB LPP GROUP 57.1%9  56.79  585%  58.6%  53.0%
TaxesPLN2 . . .
\ Factors affecting gross profit margin:

Financiatosts
PLN3

SG&APLN46

A FEX-c.90% ofpurchasesnadein the Far East and indexed
to USP. Depreciatiorof zloty to US$ increases costs of
purchases from Asi&Xexposureas not hedged

CustomsPLN2
TransportPLN1

SuppliersPLN38

A Consumedemand- the retail industry aims to transfer
anyincreaseccosts of purchase onto the final consumer.

A Termswith suppliers- we pursuemostattractiveoffers.

Gross profit margin contraction in 1H15 relatesnd®0%

VAT:PLN2 — :
3 US$ appreciation and 80% to midseason sales

As we do not plan excessied-sffsin 2H15 gross margin
should be higher than 1H15 (ceteris paridi/BS$).

LPP =



High operating leverage business

EBIT/m2 SG&Acosts
(PLN,monthly)
500 Variable HQ PLN
0,
267 403 405 costs 19% costs
400 25% 40%
— 356
300 _— 273 Fixed Costs of FX
276 300 296 costs stores costs
274 233 75% 81% 60%
200
2011 2012 2013 2014 1H15
— Gross profit on sales/m2 ———SG&A costs/m2 2014 2014 2014

A 75% of our SG&A costs are fixed, which implies a high operating leverage.

A 60% of SG&A costs are linked to foreign curremgie®ty appreciation is favourable for EBIT
A Fallin SG&A/m2\ optimisationof costs oftoresand headquarters

A Lower costs of storési2 A lower rentalsHR costs and other costs of stores

LPP | =



High ROE levelshould continue

2011
2012
2013
2014

[ t t bgdh ROEcontributors

Highgrossmargin

and cost discipline

g

NET INCOME

PROFITABILITY

ADJ. NET INCOM

IE

REVENUES

NImargin
10.8%

10.9%
10.5%
7.9%

Note 2014 netincomeadjustedfor tax asset

¢

A kan
businessnodel

»

OPERATING
EFFICIENCY

Moderate usage
of debt

REVENUES

ASSETS

»

FINANCIAL
LEVERAGE

Asset‘[urnover

/igx
fL?\
L7

\

1 1
\ 1
1.6,

..,/ Lean business model .

ASSETS

EQUITY

EquityMultiplier
/18",

118 |
18

1

\ 1
1.9
\ !

-

remains intact.

Illl
24%

Adj. ROE

ROE
29.6%
33.4%
32.0%
23.9%

LPP =



We generate free cash flow

FCFFRyeneration

PLNm 2011 2012 201z 2014
FCFF 10C 17¢€ 19 154
NOPAT 27¢ 37¢ 50¢ 63€
D&A 95 10¢ 148 194
Capex -12¢ -28¢€ -542 -551
NWC -14% -22 -96 -127

900

750

600

450

300

150

0

2014 FCFMridge
(PLN m)

EBIT 2014 Tax

D&A

A Inthe lastfour years we generated positive FCFF (free cash flow to firm).

A We continue to focus on FCFF;

Capex

NWC FCFF 2014

A NOPATongoingcostoptimisation(rentals renegotiatiorsearch for best suppliers).

A NWCfocuson maintaining target inventory/m2, lead time between 6 to 9 months.

A CapexwithholdingCIS expansion and focus on-fitgs.

LPP =



X and cash despit&lWC drag

Cashgeneration NWC/m2 vscashcycle

(PLN m) PLN/m2 days
1,000 57% 54% 70% 73% 38% |  100% 72 66 60 70 74
803 2,500 100
800 764 80% 2,000
1,500
584
600 538 60% 1,000 1,731
500 50
400 207 40% 0 589 300 277 245
200 20% -1,000
-1,500 0
0 0% 2011 2012 2013 2014 1H15
2011 2012 2013 2014 1H15
Receivables/m2mmm Inventory/m2 mmmm Liabilities/m2 == Cash cycl
mmm Operating CF pre-tax mmm EBITDA = Conversion

A Our business generates cash, even though inventory puts a pressure on cash cycle.
A We aim to keep inventories close to target level of BERO/m?2.
A Liabilitiescycle dependsn the Far Eagiurchaseggoodsordered 34 monthsin advance of shipmet

A High EBITDA conversion into cash flow proveguhéty ofour results.

LPP | =



Safe net debt levelX

Net debt vs netdebt/EBITDA

PLN m ()
1,000 0.4 0.0 0.3 0.5 0.8 1.0
800
600
400
200 0.5
0
-200
-400 0.0
2011 2012 2013 2014 1H15
Cash and equivalents I | ong-term debt
Short-term debt —— Net debt/ EBITDA

750

500

250

0

Net debt vs capex
(PLN m)

173 27 209 399 583

542 551

288
229
95 109 _ l 106 I
-l
s eET B

2011 2012 2013 2014 1H15

mm D&A mm Capex Net debt

A Despite growing capex (organic only) net debt/EBITDA ratio remainedfatevel

A Core business cash generation allows for net debt/EBITDA being below 2.5x.

A Fitouts are now demanded while expanding abroad, which should lower the overailithlu.

LPP =



X allowsto paydividend

Dividend per share Dividendpaid vs FCFF
(PLN m)

150
+17% 200

201014 CAGR

178 170
» 154 154
100 150 135
100
10
> 32 0
5
19
0 |

2010 2011 2012 2013 2014 2015 2011 2012 2013 2014

o

o
o

o

m Dividend mFCFF
Note: DPShown under year paid

A LPP has a history of dividepalymens (first in 2010 from 2009 earnings).
ALODO Aa GKS AYyGaSyaAzy 2F [ttQa YIyl3aASYSyid (2 Oz
A Fall in 2015 DPS results from uncertain situation on the CIS market.

A Current dividend day is 3 September while payment day is 24 September.

LPP | =



Experiencedand deliverableexecutives

1991 Jerz{ubianied55) and Marek Piechocki (54) form

A v oA w A

MistralO2 YLI yé& o6[tt Qad LINBRSOS&a&2NL O

Each of the founders haser 20 years of experienae

the retail business Most effective CEO by Harvard

Both founders still control the business w6 of equity Business Review (2013)

and60% of votes. No 1 IR byarkiet(2014)

¢tKSe FNB adAtft FOGA@St & A yg@lfa@§,ﬁng Styck Compaydr 2 LI
MarekPiechockbeing the CEO and Jetaybianiec the Yeaby Puls Bizneg2014

holding the post of Chairman of Supervisory Board. 2012, 201)

Current management board members are lstanding The most dynamically growing
employees, at LPP at least since 2008. company in Pomerania regioy

Forbes (2014)
SincePO, op-ranked management for the quality of

investorrelationsin domestic survey@monginvestment
professionals.

LPP



LPR; an investment opportunity

le r r ”, |m u 11! MIH 'lm ulH
F'H T ,"'("”’V’ g wf pall=d T
44 ,, H“nu m “q,.! '

High qualityCompany Stock benefiting from Company actively

gradually overcoming increased liquidity and |  pursuing international
shortterm recognition from expansion.
turbulences. WIG20 and MSCI

Poland membership.

LPP =






RESERVED

KEY BRAND  Fastfashion brand with

FEATURES broad customer base

,,,,,,

TARGET

CUSTOMERS Womenmen, children

YEAROF

LAUNCH 1998
# STORES 429
# MARKETS 16
STORE SIZE 970 m2

International stars:
ADVERTISING  Georgia May Jagget,
Brooklyn Bekham




RESERVED

Keydata 2011 201z 201< 2014 1H1E®
Revenueg¢PLN m) 1,368.« 1,714.. 2,073.¢ 2,311.0 1,119.]
No. of stores 304 344 38¢€ 42% 42¢
Storesize(m2) 697 733 83t 917 97C
Floorspacedop, m2) 212.C 252.2 322.% 389.7 416.:
Sales/m2nonthly 56€ 62¢€ 617 547 467
% of floorspace in F 65% 62% 59% 54% 53%

YoYgrowth 2011 201z 201z 2014 1H1Et
Revenue¢PLN m) 25% 25% 21% 11% 6%
No. of stores 6% 13% 12% 10% S
Storesize(m2) 2% 5% 14Y 10% 11%
Floorspacedop, m2) 7% 19Y% 28% 21% 16%
Sales/mZmonthly 13% 11% -2% -11% -11%
% of floorspace inF  -2ppt  -3ppt -3ppt -5ppt -4ppt

Revenues

(PLNmM
2,311
2,074
1,714
1,368
1,120
2011 2012 2013 2014 1H15
Stores
190 197
197 153

105

2011 2012 2013 2014 1H15

| Stores PL m Stores EX

LPP -



CROPP

Casualstreetwear brand

KEY BRAND o :
offeringinternational

FEATURES

labels
TARGET Teenagers
CUSTOMERS (boysand girls)
YEAROF
LAUNCH 2004
# STORES 382
# MARKETS 12
STORE SIZE 292 m2

Partnerof artistsand

ADVERTISIN!
street artevents

LPP =



