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BRIAN GREVY
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SCOTT ZALAZNIK

MARTIN SHANKLAND




RECAP
2020 & CREATING THE NEW
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MAKING
ADIDAS

IN 2020

PEOPLE FINANCIAL OPERATIONAL DIRECT-TO-
STRENGTH FLEXIBILITY = CONSUMER

HEALTH & SAFETY OPTIMIZED CAPITAL AGILITY INSOURCING, ~ MORE THAN 50M
OUR #1PRIORITY STRUCTURE SELL-EN Ang PRODUCT ~ NEW MEMBERS
LAUNCHE

adidas



ALL
THE WAY UNTIL
END OF 2020

TOP-LINE
ACCELERATION

RETURNED TO GROWTH
IN Q4 AND DROVE
BRAND MOMENTUM

GROSS MARGIN
PROTECTION

FOCUSED ON PROFITABLE
SELL-THROUGH AND
DISCIPLINED SELL-IN

INVENTORY
NORMALIZATION

REDUCED INVENTORIES
TO HEALTHY LEVEL
ACCORDING TO PLAN
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IN
ALL STRATEGIC GROWTH AREAS

DURING CREATING THE NEW
ADIDAS NORTH REVENUES
AMERICA

GREATER CHINA A

E-COMMERCE REVENUES UP

adidas



WINNERIN
ALL THREE

adidas

OPEN SOURCE

CREATED UNPRECEDENTED
HYPE WITH YEEZY AND
DEVELOPED BOOST PLATFORM

KEY CITIES

GREW MARKET SHARE AND
DOUBLED NET SALES

SPEED

INCREASED SHARE OF SPEED-
ENABLED PRODUCTS AND
INTRODUCED 3D PRINTING AS
NEW PRODUCTION TECHNOLOGY



SUCCESSFUL
EXECUTION OF

adidas

PORTFOLIO

SUCCESSFUL
DIVESTITURES AND
REEBOK TURNAROUND

ADIDAS
NAM

BUILT STRONG #2
MARKET POSITION FOR
ADIDAS BRAND

ONE
ADIDAS

SCALED GLOBAL
BUSINESS SERVICES
ORGANIZATION

DIGITAL

CREATED MEMBERSHIP
PROGRAM WITH >150M
MEMBERS









FORNEW
STRATEGY

CONFIRMED ABILITY TO DELIVER INDUSTRY FIRSTS

STRONG TRACK RECORD OF EXECUTING OUR PLAN

PROVEN FLEXIBILITY AND RESILIENCE

ESTABLISHED SCALABLE DIGITAL PLATFORM

AMPLE OPPORTUNITIES TO ACCELERATE FROM 2020

K K K [



OWN THE GAME
STRATEGY 2025

adidas »




adidas

OUR PURPOSE

THROUGH SPO
WE HAVE THEP
T0 CHANGE LIS

EOPLEIN SPORT,
CREATE A MORE
SUSTAINABLE WORLD

AYSSTRIVETO
LIMITS OF HUMAN
S, TOINCLUDE
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ACCELERATED
CONSUMER-
DRIVEN

ATHLEISURE BETTERMENT  DIGITAL SUSTAINABLE ~ PREMIUM
CONSUMERSDEMAND  >50%OF CONSUMERS  CONSUMERS T0%OF CONSUMERS ~ >50% OF CONSUMER
CASUAL SPORTS EXERCISEREGULARLY  INCREASINGLYCONNECT  CLAIM SUSTAINABILITY  FOOTWEAR DEMAND
PRODUCT WITH TO STAY HEALTHY ANDBUY ONLINE ANDIN ~ AS AN IMPORTANT DRIVEN BY UPPER PRICE
FUNCTIONALITY, SOCIAL CHANNELS PURCHASE DRIVER POINTS ON THE BACK OF
COMFORT AND STYLE INNOVATION

I TRENDS ACCELERATED BY COVID-19 |

adidas 18



INDUSTRY AND CONSUMER TRENDS

SPORTING GOODS INDUSTRY RUNNING, TRAINING LIFESTYLE INSPIRED GREATER CHINA, NORTHAMERICA  ONLINE GRDWI/NG;E :
GROWS AT MID-SINGLE-DIGIT RATE  AND OUTDOOR BY SPORT AND EMEA - SXFASTER THAN OFFLI

-CIO0BNABSOLUTE  -40%OF INDUSTRY  -50%OF INDUSTRY  -90%OFINDUSTRY  REACHIN
GROWTH202-2025  GROWTH2021-2025  GROWTH2021-2025  GROWTH2021-2025  INDUSTR

adidas
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PEOPLE

adidas

ATTRACT, GROW AND
RETAIN TALENT WITH
CAPABILITIES TO
OWN THE GAME

PROVIDE A LEVEL
PLAYING FIELD FOR
ALL AS WE CONTINUE
OUR D&I JOURNEY

LEVERAGE OUR
UNIQUE WORKPLACE
T0 UNITE OUR PEQPLE
THROUGH THE POWER
OF SPORT

2



CREDIBILITY

adidas

SHARPENING BRAND
ARCHITECTURE WITH
SPORTSWEAR AS NEW
CONSUMER
PROPOSITION

EXECUTING CROSS-
CATEGORY WOMEN
PLAN TO DRIVE OVER-
PROPORTIONATE
GROWTH

FOCUSING ON
5 STRATEGIC
CATEGORIES

FOOTBALL, RUNNING,

TRAINING, OUTDOOR
AND LIFESTYLE



EXPERIENCE

adidas

OFFERING

UNIQUE EXPERIENCES
AND PRODUCTS
THROUGH
MEMBERSHIP

DTC GROWING TO
-50% OF BUSINESS
AND E-COM TO

€ 8-9BN IN NET SALES
BY 2025

DOUBLING NUMBER
OF KEY CITIES TO 12



SUSTAINABILITY

adidas

LEADING
ENVIRONMENTAL
AND SOCIAL
PROGRAMS ACROSS
THE ENTIRE

VALUE CHAIN

COMPREHENSIVE
CONSUMER-FACING
PROGRAM

WITH A SUSTAINABLE
OFFERING AT SCALE

90UTOF10
ARTICLES
SUSTAINABLE BY 2025



DIGITAL

adidas

DIGITAL-FIRST
APPROACH

IN THE WAY WE
CREATE AND SELL
PRODUCTS

DIGITALIZING THE
CORE WITH 3D
DESIGN CAPABILITIES
AT SCALE

DATA & ANALYTICS
FOR REAL-TIME
INSIGHTS ACROSS
ENTIRE

VALUE CHAIN



INNOVATION

adidas

MINDSET OF DEEP
AND BROAD
INNOVATION

PIONEERING INDUSTRY
FIRSTS TO MEET
CONSUMER NEEDS

ACROSS THE ENTIRE
COMPANY



INNOVATION -

FUTURECRAFT STRUNG
INDUSTRY'S FIRST DATA-DRIVEN FABRIC

adidas

RUNNING TECH PLATFORMS
FROM1T0 5 BIG PLATFORMS

HYPE TO SCALE
FORMULA FOR HEAT AND GROWTH

0



INNOVATION -

IN-APP SWIPE MECHANISM TERREX MOUNTAIN LOFT DIGITAL ECOSYSTEM

MEMBERS INVOLVED IN DEDICATED STORE FORMAT IN ONLY BRAND TO REWARD SPORT &
PRODUCT DESIGN OUTDOOR LOCATIONS PURCHASING ACTIVITY

adidas



INNOVATION -

EVEN MORE ICONIC STAN SMITH
SUSTAINABLE AND TRULY TIMELESS

adidas

CIRCULARLOOP
KEY FRANCHISES MADE TO BE REMADE

RUN FOR THE OCEANS
THE LARGEST RUNNING COMMUNITY



NORTH © moscow
AMERICA LONDON Q) ) peRLN

PARIS Q

O NEWKEYCITES Qi Q NEW YORK O
ANGE:S EU ROPE, Wi O SHANGHAI Q OTOKOYO
MEXICOCITY
ki BREATER

MARKETS AND
KEY CITIES

adidas

EAST.
STRATEGIC AFRICA CHINA



STRATEGIC o, -0N° 0
PRIORTIES . 5/ . 90/ 0 >80/ 0

DRIVING -

SPORT

Ty EMEA RETAIL
TRAINING
OUTDOOR

NAM

E-COM
LIFESTYLE GCA

adidas



ABOVE-MARKET
GROWTH 8-10%

adidas



adidas

ow N TODAY
-

OWN THE GAME - EXECUTION

THE

FINANCIAL AMBITION 2025

GAME -



2021

adidas 34
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PEOPLE

AMANDA RAJKUMAR
EXECUTIVE BOARD MEMBER
GLOBAL HUMAN RESOURCES

ok




adidas

TRULY DIVERSE
AND INCLUSIVE
COMPANY

ASPIRATION
FOR GENDER

BALANCED
LEADERSHIP

PURPOSE- AND
PASSION-DRIVEN
COMPANY

CREATIVITY,
CONFIDENCE AND
COLLABORATION



HE THE
AMF RAMF

DIGITAL &
BUSINESS AGILITY

CREATIVITY

THE
WORLDIS BELONGING
CHANGING SUSTAINABILITY

adidas



OPPORTUNITIES
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BUILD
TEAMS WITH

TO OWN
THE GAME

EMPOWER AUTHENTIC &
ACCOUNTABLE LEADERS

INVEST IN RELEVANT CAPABILITIES
ATTRACT AND RETAIN TALENT



PROVIDE
A

FORALL

CONTINUE OUR D&I JOURNEY
USE OUR D&I LENS
CONTINUETO LISTEN TO OUR PEOPLE

adidas



LEVERAGE
OUR

REINFORCE THE POWER OF WE
ACTIVATE OUR PURPOSE
FOCUS ON THE CONSUMER



adidas



CREDIBILITY

BRIAN GREVY
EXECUTIVE BOARD MEMBER
GLOBAL BRANDS

AIMEE ARANA
GENERAL MANAGER TRAINING

ok




OUR PURPOSE

THROUGH SPO
WE HAVE THEP
T0 CHANGE LIS
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WE ARE
AT OUR BEST
WHEN WE SEE

UWN UWN UWN uwr
THE THE THE THE
GAME GAME GAME GAN

OWN OWN OWN OWN

THE THE THE THE

GAME GAME GAME GAME
OWN OWN OWN owl
THE THE THE THE
GAME GAME GAME GAN

OWN OWN OWN OWN

THE THE THE THE

GAME GAME GAME GAME
OWN OWN OWN ow!
THE THE THE THE
GAME GAME GAME GAN

OWN
THE

POSSIBILITIES.

adidas



adidas

FUNDAMENTALLY
REVISITING

UNIFIED BRAND
STORYTELLING

LOUDER AND PROUDER
THAN EVER BEFORE

PARTNER PUBLISHING
MAXIMIZE POWER



INDUSTRY AND CONSUMER TRENDS

RUNNING, TRAINING, OUTDOOR

~40% OF INDUSTRY
GROWTH

adidas

FOOTBALL

H#1VIEWERSHIP
SPORT

LIFESTYLE

~-50% OF INDUSTRY
GROWTH

SUSTAINABILITY

>70% OF CONSUMERS
CLAIM AS IMPORTANT
PURCHASE DRIVER

WOMEN

MARKET GROWING
ABOVE AVERAGE
INDUSTRY GROWTH



CREDIBILITY

adidas

FROM

GAP IN LIFESTYLE CONSUMER
PROPOSITION BETWEEN BADGE
OF SPORTS AND ORIGINALS

10

BRAND
ARCHITECTURE

SHARPENING OUR

BRAND ARCHITECTURE,
INCLUDING INTRODUCING
SPORTSWEARAS A NEW
CONSUMER PROPOSITION

AMALE / UNISEX APPROACH
AS THE PRIMARY WAY
WE SERVE CONSUMERS

WOMEN

EXECUTING A CROSS-
CATEGORY WOMEN STRATEGY
TO BECOME HER DAILY
PARTNER ON HER
BETTERMENT JOURNEY

COMPETING IN OVER
20 CATEGORIES

5 STRATEGIC
CATEGORIES

FOCUSING ON

5 STRATEGIC CATEGORIES -

FOOTBALL, RUNNING,
TRAINING, OUTDOOR,
AND LIFESTYLE

51



BRAND ARCHITECTURE FROM

GAPIN OUR
LIFESTYLE
PRODUCT
OFFERING

R\

adidas

4 N
N d

SPORT MARKET SEGMENT PREMIUM / FASHION

adidas



BRAND ARCHITECTURETO

N ADIDAS
ORIGINALS

ADIDAS
-E bbbt
; oddas
RN A LML EoaELTY
ADDRESSING GROWING

PREMIUM

ADIDAS
PERFORMANCE SPORTSWEAR

BEST

BETTER

RELEVANCE OF ATHLEISURE

DEDICATED CONSUMER
PROPOSITIONS

600D

4 N
N d

SPORT MARKET SEGMENT PREMIUM / FASHION

adidas 53



SPORT
WORN FOR
SPORT

THE BEST PRODUCT FOR
THE ATHLETE THAT ENABLES
THEM TO PLAY AND PERFORM

*@Ir/77/

ADIDAS




SPORT
WORN FOR
STYLE

SPORTS PRODUCT THAT ENABLES
SELF-EXPRESSION & COMFORT

ADIDAS

aﬁ%\as



SPORT WORN
ON THE STREET

ICONIC PRODUCT THAT CONNECTS
T0 CULTURE

ADIDAS

“‘

adidas
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ADIDAS WORN
FOR STATUS

PRODUCT MERGING THE BEST OF ADIDAS
AND PARTNER DNA
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CREDIBILITY

adidas

AMALE / UNISEX APPROACH
AS THE PRIMARY WAY
WE SERVE CONSUMERS

WOMEN

EXECUTING A CROSS-
CATEGORY WOMEN STRATEGY
TO BECOME HER DAILY
PARTNER ON HER
BETTERMENT JOURNEY



WOMEN

CONSUMER SEGMENT

IN SPORT ON THE RISE
CONTROL BIGGEST SHARE OF



BECOME HER ENGAGE
DAILY PARTNER ON
HER BETTERMENT

JOURNEY

adidas

DRIVE
CREDIBILITY

Through premium,
no-compromise offer
across all categories

BUILDI:1
RELATIONSHIP

Dedicated campaigns
and unique experiences
through membership
and authentic partners



INNOVATE
FOR HER,
BY HER AND
WITHHER

BEST-IN-CLASS
PRODUCT

RADICAL
INCLUSIVITY

DEDICATED
STREETWEAR
AND PREMIUM
OFFERING



BEST IN
CLASS
PRODUCTS



JOIN
SPORT
AND
STAY N
SPORT

OWN
THE
GAME

OWN
GAME

THE
RAMF

UWN

THE

GAME
OWN
THE
GAME

OWN

THE

GAME
OWN

GAME
OWN

GAME
OWN

THE
RAMF

UWN
THE
GAME

OWN
THE
GAME

OWN
THE
GAME

OWN
THE
GAME

OWN
THE
GAME

THE
RAMF




mONlc STAN SMITH FORUM SUPERSTAR
FRANCHISES
FORHER

adidas



ACCELERATION
BUILD 1.1 RELATION

AND DEDICATED
STORYTELLING MCCARTNEY

FOCUS ON
SUSTAINABILITY
LEADERSHIP

PELOTON



STELLA
MCCARTNEY SUSTAINABILITY

UWN UWN UWN UWN
GAME GAME GAME GAME
; E
13 GAME GAME GAME
OWN ?IVIIEN OWN OWN
GAME GAME GAME GAME
IE GAME GAME GAME G
OWN OWN OWN OWN
GAME GAME GAME GAME

13 RAMF RAMF RAMF (]

adidas 66



CREDIBILITY

adidas

COMPETING IN OVER
20 CATEGORIES

5 STRATEGIC
CATEGORIES

FOCUSING ON

5 STRATEGIC CATEGORIES -

FOOTBALL, RUNNING,
TRAINING, OUTDOOR,
AND LIFESTYLE

o7



FROM...
COMPETINGIN

OVER 20 CATEGORIES

FOOTBALL

Tell the brand story
on the world's biggest
stage

RUNNING

Drive performance
edge through footwear
innovation

adidas

REPRESENTING

TRAINING

Inspire and
enable everyone to
be their best

OUTDOOR

Challenging
industry norms
and expectations

BY 2025

.10
FOCUS ON 5 STRATEGIC
CATEGORIES

LIFESTYLE

Pioneer new edge
in Streetwear and
Lifestyle




adidas

FOOTBALL

BY VIEWERSHIP
INFLUENCE



FOOTBALL

TELL THE BRAND
STORY ON THE
WORLD'S BIGGEST
STAGE

adidas

HIGH
VISIBILITY

Leverage football events
and partners

Elevate grassroots
communities

WORLD LEADING
INNOVATIONS

Bring newness to the
marketplace faster

Spearheaded by our
leading franchises

PUSH DTC AND
MEMBERSHIP

Modernize shopping
experience

Apply membership-first
mindset



FOCUS ON WITH AN ELEVATED

MOST ACTIVATION PLAN
CONSUMER BEYOND FOOTBALL AND
RELEVANT ACROSS THE BRAND
PLAYERS,

INDIVIDUALS,

CLUBS AND

FEDERATIONS

adidas



£
*f}' UEFA CAMPIONS LEAGUE
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CONTINUE
OWNING THE

ON
THEPITCH

adidas



WI N N I N G ?I;FE’EEI!?JFLOW EI&’IJJ.I!\.#]%LFREAK .(IJ-([J]FEI!\CSIENSE
FRANCHISE
EVOLUTION

adidas



LEADING
THROUGH

INNOVATIONS

adidas



POINT-OF-
SALE




adidas

ELEVATE
COMMUNITY
AND LIVEOQUR

EXPAND ACROSS OURKEY CITIES
AND WITH NEW PARTNERS

7



AND MOST
ACCESSIBLE CATEGORY

DIFFERENT



DR“’E WIN RACES
PERFORMANCE A RUNHERS

EDGE THROUGH
FOOTWEAR
INNOVATION

Grow roster of top runners
and empower them to win

Inspire the world to

Run For The Oceans and
create the largest running
movement

adidas

CREATE
UNPARALLELED
INNOVATION

Diversify product range to
meet every runner’s needs

Establish 5 footwear
technology platforms and
7 top franchises

GAIN EXPERT
ADVOCACY

Elevate service to
runners and specialist
retailers through
premium consultancy
and specialized sales
force



FOCUS ON TOP ATHLETES WIN RACES CREATE INDUSTRY-LEADING
AND FEDERATIONS AND PODIUMS FOOTWEAR INNOVATIONS

WINNING -
CREDIBILITY

adidas



&

ADIZERO ADIZERO ADIZERO ADIZERO
ADIOS PRO1 ADIOS PRO 2 ADIOS STRUNG ADIOS PRO 3

WIN WITH INDUSTRY-
LEADING INNOVATIONS

adidas



DIVERSIFYING OUR
PRODUCT RANGE

5 PLATFORMS

adidas



4D 4D ULTRABOOST
FWD GLIDE FWD KICK LOOP

BRING OUR CUTTING-EDGE
TECHNOLOGIES TO LIFE

adidas
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EXPERT
ADVOCACY

DTC
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adidas

TRAINING

PARTICIPATION SPORT

SPORT



TRAININ

INSPIRE AND

ENABLE EVERYONE
TO BE THEIR BEST

adidas

POSITION
TRAINING
AS A SPORT

Continuous storytelling
on digital channels

Seasonal product
campaigns and
activations

DEDICATED
HEAD-TO-TOE
RANGE

Activity-based
product range for men
and women

Three core pillars:
Strength, HIIT, Studio

CREATE
EXPERIENCES TO
DRIVE MEMBERSHIP

Establish open-source
fitness network and
integrate partners

Push DTC and accelerate
quality membership
acquisition

87



EEEEEEEEEE

ACTIVITY
LED HEAD-
TO-TOE GEAR
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HEAD-TO-TOE

GEARFOR
THREEMAIN P STUDID& YOO
TRAINING

PILLARS

adidas



CONSUMER EXPERIENCE
DRIVES MEMBERSHIP

L
=
S
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adidas

oy sya

STRONG
PARTNER-
SHIPS

G‘C’%GS




M\ TERREX

OUTDOOR

INOUTDOOR ACTIVITIES

WITHOUTDOOR CONSUMER

9



OUTDOOR

2 TERREX

CHALLENGING
INDUSTRY
NORMS AND
EXPECTATIONS

adidas

CREDIBILITY
THROUGH
PARTNERSHIPS

Leverage partnerships
with outdoor icons,
destinations and events

AUTHENTICITY
THROUGH TECHNICAL
OUTDOOR PRODUCT

Further develop
successful fast footwear
business

Establish full technical
apparel range

MEETING
CONSUMERS WHERE
THEY ARE

Ramp-up market
presence in outdoor
specialty channel

Build store base in alpine
and outdoor destinations



BUILDING FROM A FAST
FOOTWEAR PROPOSITION

.[%"IIII

%

ACCELERATE IN TECHNICAL
APPAREL WITH STYLE, PERFORMANCE
AND SUSTAINABILITY



PARTNERS EVENTS DESTINATIONS

WORLD CLASS
PARTNERSHIPS

adidas



DTC FORMATS
TERREX

MOUNTAIN
LOFT

adidas



BRAND ARCHITECTURE

N ADIDAS
ORIGINALS

] u INTRODUCING

; N adidas
o SHARPENING THE EDGES

A‘\ adidas AND MAXIMIZING CREDIBILITY
ADDRESSING GROWING

PREMIUM

ADIDAS
PERFORMANCE SPORTSWEAR

BEST

BETTER

RELEVANCE OF ATHLEISURE

DEDICATED
CONSUMER PROPOSITIONS

600D

4 N
N d

SPORT MARKET SEGMENT PREMIUM / FASHION

adidas 9%



SPORTS

WEAR

DRIVE SCALEWITHA CREATE BUILD DEDICATED
SPORTSWEAR OFFERING E(iiﬁ:snir:llltetween Eggt.:i(::-:—oto—toe sport-
THAT BRINGS THE ki
FUNCTIONALITY AND

COMFORT OF SPORTS,

BUT IS WORN FOR STYLE

adidas

SHAPE
THE CHANNEL

Rollout sportswear-
specific experiences at
the point-of-sale

97



SPORTSWEAR

CREATE NEW
SPORTSWEAR IDENTITY

LAUNCH IN 2022

TOP ATHLETES AND PARTNERS
TODRIVE THE ASPIRATION



ADDRESS THE

OF
CASUAL SPORT
PRODUCT

THE STARTING POINT OF
EVERYTHING WE DO

Sport moments
Sport heroes
Sport rituals

Sport codes
adidas

COMBINING TRUE SPORT AND
TAILORING CREATES THE NEW
SPORTSWEAR

Functional
Effortless
Elevated comfort
Simple perfection

EDIT THE UNNECESSARY
SO THAT THE NECESSARY
CAN SPEAK

Simple
Bold
Edited
Iconic



ELEVATE ORIGINALS INFLUENCER
T0 A PREMIUM,

Infusing purpose and

DTc LED OFFERING cultural credibility into
= influencer-based

engagement model at scale

adidas

PREMIUMIZE
OFFERING

Focus on craft and
sustainability,

led by iconic franchise
platforms

HYPE
TOSCALE

Create excitement
to drive brand heat and
commercial success

100



MYLO
M

CLEAN CLASSICS PRIMEGREEN MADE TO BE REMADE MYLO

STAN SMITH
T0 BECOME MOST
SUSTAINABLE FRANCHISE

adidas



NMDRI NMD ITERATIONS NMD SI

CELEBRATING
ANNIVERSARY OF NMD BY
EXPANDING THE FRANCHISE

adidas



adidas

ZX500

ADDING MANY
NEW MEMBERS
TO THE ZX FAMILY

ZX 8000

K

5K



OZWEEGO ADIPRENE OZRAH & OZELIA 4D FUSIO 4D FUSIO NEW

INCUBATING NEW
FRANCHISES

adidas



BLUE
VERSION

adidas



DRIVE BRAND

HEAT THROUGH A-:ZX

A=ZX

A-ZX




adidas

TOWARD DTC
AND PREMIUM
RETAIL PARTNERS

SHIFT

CONFIRMED
APP LAUNCHED
INALLKEY
MARKETS

107



EXPAND

ROSTER

Complement the existing
portfolio with global and
local partners

AMPLIFY CREDIBILITY
THROUGH OUR PARTNERSHIPS

adidas

GROW
PARTNERSHIPS

Execute plans to grow our
successful partnerships
and drive cultural relevance

DISRUPT
BASKETBALL

Reimagine the category
through partnership with
Jerry Lorenzo

108



REIMAGINE

JERRY LURENZO '
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FOG
ATHLETICS

adidas

LED BY

FORUM
TOLEAD
THIS
EFFORT

1o






EXPERIENCE

ROLAND AUSCHEL
EXECUTIVE BOARD MEMBER
GLOBAL SALES

SCOTT ZALAZNIK
HEAD OF DIGITAL

ok




INDUSTRY AND CONSUMER TRENDS

MEMBERS MONOBRAND

2X HIGHER CONSUMER ~ 2X FASTER GROWTH
LIFETIME VALUE THAN MULTIBRAND

adidas

ONLINE

SXFASTERGROWTH
THAN OFFLINE

KEY CITIES

STRONG CULTURAL
INFLUENCE ON REST
OF THE WORLD

3



EXPERIENCE

adidas

FROM

A REGIONALLY FOCUSED,
LARGELY E-COM CENTRIC
LOYALTY PROGRAM,

REWARDING PURCHASES

10

MEMBERSHIP

OFFERING UNIQUE
EXPERIENCES AND
PRODUCTS ACROSS ALL
CONSUMER TOUCHPOINTS

A WHOLESALE-
DRIVEN BUSINESS

DTC

ADTC-LED BUSINESS, WITH E-
COM AND OWN RETAIL AS OUR
PRIMARY CHANNELS TO
ENGAGE WITH OUR CONSUMERS

6 GLOBAL KEY CITIES WITH
TOKYO, SHANGHAI, PARIS,
LONDON, NEW YORK AND
LOS ANGELES

KEY CITIES

12 GLOBAL KEY CITIES,
ADDING MEXICO CITY, BERLIN,
MOSCOW, DUBAI, BEIJING AND
SEOUL

114



BUILD AN INDUSTRY-LEADING
PROGRAM OF PREMIUM,
PERSONALIZED EXPERIENCES
AND SCALE T0 ~500M MEMBERS

DRIVE MEMBER
ACQUISITION

Leverage commercial
and brand moments across
all touchpoints

Exclusive products and
experiences

adidas

SCALE CONSUMER
ENGAGEMENT

Connected member
interaction across all
touchpoints

Personalized stories
and experiences

CREATE MEMBER
FIRST MENTALITY

Member data as input to
product and design
decisions

Experiences enabled
by tech & analytics

115



adidas

16



OUR #1STORE

adidas

ELEVATE STORY
XPRODUCT

Perfect range across sport and
style with exclusive product

Premium storytelling and
brand activations

LEVERAGE DATA &
ANALYTICS

Rapid identification
of trends and opportunities

Artificial intelligence to test
and scale new products

BUILD A HOME FOR
SNEAKERHEADS

Embodiment of key city
sneaker shop

Home of our collaborations,

fashion and culture

7



adidas

QRISICAL TOUCHRgy,

“““\Q“ANNEI. SERWCFJ'

“\“\1 AL TUUCHPO[”].S

App

Confirmed Training

Running

.com

18



THE PLACE FOR PHYSICAL
AND EMOTIONAL CONNECTION
WITH THE BRAND

CONCEPT
STORES

/

FACTORY
OUTLETS

\

adidas

FLEET DEVELOPMENT 2021- 2025

HALO STORES

Double halo store fleet as
pinnacle expression of
the brand and beacon for
member experiences

T

CONCEPT STORES

Focus on bigger and better
stores where it matters most
for the consumer

\’

FACTORY OUTLETS

Expand factory outlet fleet,
establish as preferred
clearance channel and
increase planned production

T

9



DELIVER BRAND
AUTHENTICATION
AND REACH

adidas

FOCUS ON ALLIANCE
PARTNERS

Stronger integration with key &
influencer accounts, bringing
digital capabilities to partners

FEWER DIRECT
ACCOUNTS

Establish digital self-service
tools for >80% of customers,
allowing for agile sell-in

FUTURE
PROOF

Scale partner program and
optimize use of inventory
across the marketplace

120



STRENGTHEN OUR PRESENCE
ON THE DOORSTEP OF OUR MOST
INFLUENTIAL CONSUMERS

adidas

NEW YORK

MOSCOW

TAILOR STORIES
AND PRODUCT

City-specific products and
activation plans

Driven by insights from
influencers and city culture

SHANGHAI

LOS ANGELES

PARIS

MEXICO CITY

LONDON

BERLIN

DUBAI BEIJING SEOUL
CREATE HOLISTIC SCALE CITIES
EXPERIENCE APPROACH

Seamlessly connected
commercial, brand and digital
environment

Member experience through
own and partner touchpoints

Trend insights to shape
broader product range

Brand heat and sales growth
beyond key cities

Vi



TRULY

WITH THE
CONSUMER



SUSTAINABILITY
AND ENABLERS

adidas »




WN
HE
AME
N
I
‘/A\\ Wfl E
WN
HE
AME

ANVIE
WN
HE
AME
W
WE

UL
S
1

(-

(

(= G ==l =

COESES PR T S =
c— ] — — 1
\\\ij_i—l_\q; gm ’J—U—LI
nn m N

THE

N\ [gdeee NRAME

UWN
THE
TA'\F
(W]
UHE
GIAIVIE
OWN
THE
GAME
QW
IHE
BAME
OWN
THE
- GAME
QW
ThE
R\ [V][E

W
THE
BANE
OWN
THE
GAME
OWYIN
THE
BANE
OWN

THE
CAME

UWN
THE
rl \ME
[ I ﬂ‘::
e
BAME
OWN
THE
GAME ©
DWW
JI{l(E
GIANIE
OWN
THE
GAME
WL
IHE
RINNIE

UIIIN
[HIE
CrME
0N
THE

G
GAME '

WK
TWE
AIE
OWN
THE
GAME
ol
UHE
BANIE
OWN

THE
CAME

UWN
THE
GAME
OIN
E
SIAMIE
OWN
THE
GAME
QW
THE
BANE
OWN
THE
GAME
OYIN
ThE
RINMIE

GAME
O
[HIEN
BAME
OWN
THE
GAME
WK
MHIE
BAME
OWN

THE
CAME

UWN
THE
GAME
OWIL
THE
BAME
OWN
THE
GAME
OWIL
THE
GIAMIE
OWN
THE
GAME
WL
TTHE
R/ [Vi][5

WAUNAIN
E
BANE
OWN
THE
GAME
Ol
THE
BANE
OWN
THE
GAME
DL
THE
BANE
OWN

THE
CAME

UWw|
THE
GAl
W]
THIE
BAD
oW
THE
GAl
| [ ‘W
GIE
BA
oW
THE
GAl

V]|
[\‘[/ \/‘f\‘\/ L

I

(@[



TO SUSTAINBILITY
IS ROOTED IN
OUR PURPOSE

THROUGH SPORT, WE HAVE THE POWER TO CHANGE LIVES
WE WILL ALWAYS STRIVE TO EXPAND THE LIMITS OF HUMAN

POSSIBILITIES, TO INCLUDE AND UNITE PEOPLE IN SPORT,
AND TO CREATE A MORE SUSTAINABLE WORLD

adidas



SUSTAINABILITY IS TOP OF MIND

FOR OUR STAKEHOLDERS

>70% OF CONSUMERS CLAIM
SUSTAINABILITY AS AN IMPORTANT
PURCHASE DRIVER

adidas

>5X OVER-SUBSCRIPTION OF
OUR FIRST SUSTAINABILITY BOND
BY INVESTORS

EMPLOYEES INSPIRED BY OUR
STRONG COMMITMENT TO RAISE THE
BARIN SUSTAINABILITY

126



WE ARE ALREADY
INMANY REGARDS

adidas

HUMAN RIGHTS

Frontrunner in establishing a
human and labor rights
program as early as 1997

PARTNERSHIPS

Partnered with
organizations to source
sustainable materials

OPEN SOURCE

Tapped into strategic
partners to drive sustainable
innovations

127



OUR CONSUMERS
DON'TWANTTO

BE PASSENGERS ON
THIS JOURNEY -
THEY WANT TO BE

adidas



STRONG
STANDALONE INITIATIVES

A COMPREHENSIVE
CONSUMER-FACING
PROGRAM WITH A
SUSTAINABLE OFFERING
AT SCALE

adidas

SUSTAINABILITY

'ALWAYS ON’
COMMUNICATION

Provide clear messages
that help consumers
connect

Increase
communications
across all touchpoints

Create greater
employee
ambassadorship

LEADING
INNOVATIONS

Make 9 out of 10
articles sustainable
by 2025

Focus R&D on 3 loops
and low-impact
products

Scale consumer
takeback and other
circular services

REDUCING OUR
FOOTPRINT

Reduce average CO,
footprint per product
by ~15%

Reduce CO, footprint
of entire value-chain
incl. our suppliers

Achieve carbon »
neutrality in our own
operations = ;




WILL
BE SUSTAINABLE
BY 2025



WE WILL INNOVATE AND SCALE

adidas



WE WILL CHASE THE IMPOSSIBLE BY
CREATING

adidas
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DIGITAL HAS BECOME
MORE IMPORTANT THAN EVER

E-COMTO CONTRIBUTE>50% CONSUMERS INCREASINGLY DIGITAL TRANSFORMATION  DTC BUSINESS PROVIDES
OF OURGROWTHUNTIL2025 ENGAGEDIGITALLY WITHUS  ACCELERATEDDUETOCOVID WEALTH OF CONSUMER DATA

adidas
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TECHAS A
SERVICE DEPARTMENT

A CORE
COMPETENCY AND
VALUE DRIVER

DIGITAL

OUR
TEAMS

Bring data and
technology expertise
in-house

Scale teams across
seven Tech hubs around
the world

Integrate Tech and
Business teams to drive
accountability

DIGITALIZING
THE CORE

Build an end-to-end
connected company from
creation-to-shelf

Expand our creation
engine to build 3D
products at scale

Harmonize data and
processes via rollout of
S/4HANA until 2025

DATA &
ANALYTICS

Leverage in-depth, real-
time insights to improve
decision making

Establish standalone
Data & Analytics
organization

Enter into partnerships
and invest in specific
D&A capabilities

et
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WHY WE NEED TO TRANSFORM
OUR SUPPLY CHAIN

CONSUMERS INCREASINGLY EXPECT ~ GROWING E-COM BUSINESS REQUIRES  DTC SHIFT REQUIRES GREATER
CHOICES & FAST DELIVERY STEP CHANGE IN SPEED AND AGILITY ~ INVENTORY CONTROL

adidas
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opven LESALE SUPPLY CHAIN

DTC-LED, WITHA
FOCUS ON SUPERIOR
DELIVERY EXPERIENCE NETWORK FOR AVAILABILITY INTEGRATED

AND SUPPLY CHAIN SUPERIOR DELIVERY AND INVENTORY EFFICIENCY
AGILITY EXPERIENCE CONTROL PROGRAM
Enable next day delivery Expand speed Optimize inbound
for >50% of consumers production transportation
scrosstho gl Leverage our Increase DC productivity
Enable consumer nearshore production through processes and
choicesforde“very . capability automation ‘
cpecd. fime Bl Scale never-out-of- Standardize and digitize -
Ensure superior stock offer outbound and last-mile
reliability in on-time- delivery ; :

delivery




MARKETS

ROLAND AUSCHEL
EXECUTIVE BOARD MEMBER
GLOBAL SALES

adidae




INDUSTRY INSIGHTS

GREATER CHINA

FASTEST GROWING SPORTING GOODS
MARKET UNTIL 2025

adidas

NORTH AMERICA

STILL LARGEST SPORTING GOODS
MARKET IN 2025

EMEA

OUR HOME
MARKET

140
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3 STRATEGIC
MARKETS

GAIN SHARE IN ALL
MARKETS

GREATER CHINA

LOW-DOUBLE-DIGIT
NET SALES GROWTH

adidas

NORTH AMERICA

HIGH-SINGLE-DIGIT
NET SALES GROWTH

EMEA

HIGH-SINGLE-DIGIT
NET SALES GROY




GREATER
CHINA

KEY CITIES
EXISTING: SHANGHA
NEW: BEIJING

adidas

CHINA PARTNERS &
BRAND MOMENTS

China-relevant brand partners
reaching Gen Z consumers

CHINA-RELEVANT

2022 Beijing Winter Olymp‘ics, ,
and 2023 FIFA Club World Cup




NORTH
AMERICA

KEY CITIES
EXISTING: NEW YORK, LOS ANGELES

adidas

US ICONS ON THE FIELD BASI(ETBAL
OF PLAY ’

Patrick Mahomes, Michaela
Shiffrin, Aaron Rodgers Becky
Sauerbrunn

Long-term Major Lea'gvue‘,
Soccer partnership




EMEA

KEY CITIES
EXISTING: PARIS, LONDON
NEW: DUBAI, MOSCOW, BERLIN

adidas

SPORTS AS BRAND
PLATFORM

2022 FIFA World Cup, 2021 and
2024 European Championships

adidas Runners and Run
The Oceans expansion



FOCUS ON

STRATEGIC
MARKETS

adidas



FINANCIAL
AMBITION 2025

adidas »



adidas
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ow N TODAY
-

OWN THE GAME - EXECUTION

THE

FINANCIAL AMBITION 2025

GAME -

adidas






REEBOK DIVESTITURE

EEEEEEEEEEEEEEEEEEEEEEE b STRANDED
COSTS
LARGELY
PASSED
ONIN 2022

TRANSITIONAL SERVICE
B AGREEMENTS& AN D
COST MANAGEMENT

ADIDAS 100%

BY 2023

2021 2022 2023

adidas



adidas
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8-10% €8-9BN -~50%

adidas



GAINING MARKET SHARE

8-10%

v

OUTPERFORMING MID-SINGLE-

DIGIT MARKET GROWTH

CURRENCY-NEUTRAL NET SALES GROWTH CAGR 2021-2025.
adidas

LOW-DOUBLE-DIGIT HIGH-SINGLE-DIGIT
v v

BIGGEST ABSOLUTE BIGGEST MARKET
GROWTH CONTRIBUTOR SHARE GAINS

MARKET SHARE GAINS GLOBALLY AND IN ALL THREE STRATEGIC MARKETS

HIGH-SINGLE-DIGIT

v

DRIVING GROWTH
IN OUR HOME MARKET

154



STRATEGIC
PRIORITIES >95% -~90% >80%

D RI v I N G OF NET SALES GROWTH OF NET SALES GROWTH OF NET SALES GROWTH

A EMEA RETAIL
TRAINING
OUTDOOR
NAM
E-COM

LIFESTYLE -

adidas



CONSUMER PREFERENCE SHIFT TODTC

VS. OFFLINE' VS. MULTI-BRAND'

3x  2x

1INDUSTRY GROWTH CAGR 2021-2025.

dddddd

ADIDAS DTC SHARE
TOGROW T0~50%




BUSI N Ess A WHOLESALE-DRIVEN BUSINESS MODEL

MODEL
CHANGE
IMPACTING  ADTC-LEDBUSINESS MODEL
FINANCIALS

—f

HIGHER ABSOLUTE HIGHER GROSS INCREASING HIGHER ABSOLUTE

NET SALES MARGINS OPERATING PROFITS AND
OVERHEAD CASHFLOW
EXPENSES

L VALUE CREATION SHIFTS FROM RELATIVETO ABSOLUTE CONTRIBUTION —l

adidas



b3-55% 12-14%  16-18%

adidas



PROFITABILITY INCREASE

OPERATING MARGIN (IN % OF NET SALES)

/ 12-14%

9-10% 9-10%

6.5%

1]

GROSS
2015 2021 2025 2021 MARCIN

2015INCL. REEBOK.
adidas

12-14%

03

OPERATING
OVERHEAD 2025
EXPENSES

159



01 IMPROVING BUSINESS MIX

GROSS MARGIN (IN % OF NET SALES)

e

53-55%
~52% ~52%
48.3%
2015 2021 2025 2021 CHANNEL PRICE & MARKET

MIX CATEGORY  MIX

2015 INCL. REEBOK. MIX

adidas

SOURCING
COSTS

53-55%

—

2025

160



02 INVESTING INTO GROWTH

o INVESTMENT
BY 2025

& SPORTS
MARKETING

7

NN

E-COM

e 111

UUUUUUUUUUUUUUUU
adidas



03 INVESTING INTO GROWTH

OPERATING OVERHEAD EXPENSES (IN % OF NET SALES)

V

OTHER a EoOM

1

SUPPLY

CHAIN — OWN
[ RETAIL

DIGITAL

>60% OF 00H
INVESTMENTS GO
INTO DIGITAL AND DTC

adidas

>30%

N

<30%

FIN NTP HR

A N

IT GOPS

BRAND SALES
MOVETO
INTELLIGENT
BUSINESS SERVICES
O
MOVETO
ONE INTEGRATED ERP
WITH S4/HANA

162



BOTTOM-LINE GROWTH

NET INCOME FROM CONTINUING OPERATIONS (IN € BN)

= NET INCOME
SIGNIFICANTLY

TOP-LINE
GROWTH

1.25-1.45

2021 2025

UUUUUUUUUUUUUUUU
adidas



BUSINESS
MODEL
CHANGE
IMPACTING
OPERATING
MODEL

adidas

FROM

A WHOLESALE-DRIVEN BUSINESS MODEL

—f

A DTC-LED BUSINESS MODEL

SHIPPING INCREASINGLEVEL  HOLDING VALUABLE
INDIVIDUALPARCELS ~ OF COMPLEXITY INVENTORY CONSUMER INSIGHTS
TO CONSUMERS INSUPPLYCHAIN  LONGER

L NEED TO ACTIVELY MITIGATEDTC IMPACT TO INCREASE EFFICIENCY —l



INVENTORY OPTIMIZATION

DTCIMPACT MITIGATION OUTCOME
W/0 MITIGATION EFFORTS
>
INVENTORY —>  MARKETING GLOBAL SUPPLYCHAIN — INVENTORY
DAYS LASTING OPERATIONS MANAGEMENT DAYS LASTING
INVENTORIES Quarterly global Optimize lead Global demand INVENTORIES
AS % OF SALES retail intro dates times planning AS % OF SALES

adidas

Consolidating
global range

Increase range
overlap

Efficient capacity
and purchase
order planning

Optimize stock
allocation

High forecast
accuracy

INCREASING
FINANCIAL

AND OPERATIONAL
FLEXIBILITY

165



CASH-GENERATIVE BUSINESS MODEL

FREE CASH FLOW (IN € BN)

OWN THE GAME
LEADINGTO

GENERATION

2021 2025

adidas



CLEAR PRIORITIZATION OF USE OF CASH

01 FINANCIAL CASH TO MEET LEVERAGE AND MAINTAIN CURRENT

ST AB".'TY LIQUIDITY OBJECTIVES RATING LEVELS
02 INVESTMENTSINTO SUPPORT EXECUTION CAPITAL EXPENDITURE

ORGANICGROWTH LiBILLLGS 3-4% OF SALES

PAYOUT RATIO
RECURRING DIVIDEND
0 30-50% OF NET INCOME

05 DIVIDENDS AL FROM CONT, OPERATIONS
04 SHARE ADDITIONAL CASH RETURNS USE OF SURPLUS

BUYB ACKS TO SHAREHOLDERS CASHFLOW

adidas
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INVESTMENTS INTO DTC SHIFT

OF CAPEX
GOESINTO
DIGITAL
AND DTC

IIIIIII
CCCCCCCCCC

adidas



ATTRACTIVE SHAREHOLDER RETURNS

00000

DDDDDDDD TOBE
RETURNED

ot T0 SHARE-

HOLDERS

SSSSS

adidas






adidas

SALES
GROWTH

MARGIN
EXPANSION

DIVIDEND
YIELD

SHARE
BUYBACKS

mn



ISA
GROWTH
AND
INVESTMENT
STRATEGY



CLOSING

adidas




adidas
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OWN THE GAME

BROAD INNOVATION ACROSS

MINDSET OF DEEP AND
THE ENTIRE COMPANY
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OUR PEOPLE WILL
OWN THE GAME
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OWN THE GAME

GAP BETWEEN SPORTS
AND ORIGINALS

v

SHARPENING BRAND
ARCHITECTURE WITH
SPORTSWEAR AS A
NEW CONSUMER
PROPOSITION

adidas

MALE/UNISEX
APPROACH

V.

EXECUTING CROSS-
CATEGORY WOMEN

PLAN TO DRIVE OVER-
PROPORTIONATE GROWTH

OVER 20
CATEGORIES

W

FOCUSING ON

5 STRATEGIC CATEGORIES
FOOTBALL, RUNNING,
TRAINING, OUTDOOR,
AND LIFESTYLE




OWN THE GAME

REGIONALLY FOCUSED, WHOLESALE-DRIVEN FOCUSING ON 6 GLOBAL
LARGELY E-COM CENTRIC BUSINESS KEY CITIES

LOYALTY PROGRAM

v V. M

OFFERING DTC GROWING TO ~50% DOUBLING NUMBER OF
UNIQUE EXPERIENCES AND OF BUSINESS AND GLOBAL KEY CITIESTO12
PRODUCTS THROUGH E-COMTO € 8-9BN

MEMBERSHIP INNET SALES BY 2025

adidas



OWN THE GAME

STRONG PORTFOLIO OF INITIATIVES FOCUSED >6 OUT OF 10 ARTICLES
ON RECYCLED MATERIALS AND ESG FOUNDATIONS SUSTAINABLE

v M
COMPREHENSIVE CONSUMER-FACING PROGRAM 9 0UT OF 10 ARTICLES

WITH A SUSTAINABLE OFFERING AT SCALE SUSTAINABLE BY 2025




adidas



CONSUMER

OWN
THE -
GAME... _—

INVESTMENT

adidas



adidas



