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Registration and breakfast

Becominga global jewellery brand

Australiag achieving growth in a developed market

Coffeebreak

Building a platform fogrowth in Asia
Introductionto tour of craftingfacilities
Transport

Lunch at craftindacilities

Tour ofcraftingfacilities

Transport

Providingfor an increasing global demand
Conclusiongnd final Q&A

Predinner drinks

Dinner

Anders Colding Friis, President & CEO
David Allen, President EMEA

Kenneth MadsenPresident Asia

Thomas Touborg, SVP Group Operations

Thomas Touborg, SVP Group Operations

Anders Colding Friis, President & CEO
Peter Vekslund, CFO
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WELCOME TGEMOPOLISI THAILAND

PANDORA revenue
(DKKm) >16,000

wIn 1989, Per Enevoldsen, founder of PANDORA,
chose to start manufacturing jewellery in 9,010

Thailand ©.958 I
3,461
w In 2005, the first large scale, fully owned J | l | |

production facility in Thailand was built 2009 2011 2013 2015

_ PANDORA EBITDA
wIn 2015, PANDORA shipped more than (DKKm) Approx.

100 million pieces of jewellenryall ST
handfinished in Gemopolig to more than
90 countries around the globe

2,881
1572 2,281 .
2009 2011 2013 2015

PANDORA
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INTRODUCTIGMNANDERSOLDINGRIIS

2015- CEO, PANDORA A/S . ‘
20062015 CEO, Scandinavian Tobacco Group b
19992006 President, House of Prince '
19981999 PresidergchulstadA/S ,_
19941998 Sales and marketing director, r
Schulstadd/S et
19921994 Market manager, Estrella A/S \\ .

19871992 Product group manager, SCA

Current board positons:
ICGroupA/S @eputy chairman)
TopdanmarkA/S (member)
Danskindustri(member)

PANDORA
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David Allen BKenneth Madse
President President

Stephen Fairchil@Thomas Toubo
SVP, Chief SVP, Group
Creative Office Operations

Peter Vekslund

M/

PANDORA
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EXECUTING ON 10 HORIZONS
¢ REVISITING CMD 2013

Focus on branded sales channels
w76% of revenue from concept stores and
shopin-shops (2013: 68%)
weSTOREs available in 14 markets (2013: 3)

Capitalise on product offering
w13% of revenue from rings (2013: 6%)
wDisney and PANDORA Rose collection launched

Tailored approach to new markets
wRevenue in France and Italy almost tripled
wPresence in China increased significantly
wConcept stores more than doubled in Germany

Build a global brand
w73% of women in target group now know
PANDORA (60% in 2013)

10 HORIZONS

BRANDED
NETWORK

7 DROPS
o

\of

CATEGORY
EVOLUTION

OTHER
2" CORE JEWELLERY

e s,
Auivs)) s B

Fix
GERMANY

+
BRAND &
. AWARENESS
- PANDORA
PANDORA
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BECOMING A GLOBAL
JEWELLERY BRAND

ANDERSOLDINGRIISCEO

PA N D O RA




THE UNIQUE CONNECTION

PANDORA
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w PANDORA is built on a strong product offering

w The closest link between the consumer and
PANDORA is the product

w Product and brand go hand in hand

PANDORA
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FROM MOST RECOGNISED TO MOST LOVED

Brand awareness female 18+ (2015)

73% 71% 8%

65%
w A strong brand built on product quality,
visibility and communication .
I

0 ngh brand recognltlon across key markets PANDORA T|ffany Cartier Swarovski Thomas

. . Sabo
PANDORA brand track)15, Q Which of the following jewellery brands do

wOn a journey to become a full jewellery brand you know orhave you ever heard of?
PANDORA assortment awareness

wt! b5hw! Qa GAaA2Yy Ad (2 0%4L2 YRGS Y230 20!

jewellery brand in the world
28% 30% I36%

Charms Rings Earrlngs Necklaces

PANDORA brand track, 20€&Which of these product categories does PANDORADffer

M

*Basedon data from 25 keynarkets:AUS, AUTBEL, CANDK,FRADE, IE, IT, NL, PL, PT3#,UK, USBRAGR, HKSRNZ, RUZAF, KORUR PA N D O RA
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A BRANDED APPROACH
TO AN UNBRANDED INDUSTRY

w PANDORA is building a branded position in an
unbranded industry

w The branded share of the jewellery industry is
expected to increase

w Limited competition for share of voice

w/ 2y OSLIG adu2NBa RNAROS

new consumers in a unique store
environment
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Branded share of the jewellery industry

10%  13% 1906 19% 20% 30%-
40%

Branded

m Unbranded

2003 2005 2007 2009 2015 e2020

Source: McKinsey analysis

Branded vs. unbranded in various segments (2015)

20%

38%,

2

> 50% |

Ol LJik, dzNJ

® Unbranded

80%

PerfumesWatches Leather EyewearJewellery
goods

M

PANDORA
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Source: McKinsey analysis



BUILDING THE BRAND

PANDORA marketing spend per media
Lo

19%

- 25% m Outdoor
o ; ] . 32% Print
w Visible across all media platforms, including sy 34% Online

extensive presence on social media mTV

wAround 1,800 concept stores supporting the
brand 2013 2014 2015

w Ambition to spendapprox. 106 of revenue on
marketing

M

PANDORA
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HIGH BRAND AWARENESS

PANDORA aided awarenefsmale 18+

530% 67% 73%

) 43% 50%
w Globally 73% of womenrare aware of >
PANDORA, and 20% mention the brand J
spontaneously ' '
2010 2011 2012 2013 2014 2015

PANDORA brand track, 201@ Doyou know or have you ever heaol PANDORA?

w More than every fourth womegonsiderdo
buy PANDORA jewellery

Consider buyindemale 18+

34%

4%

w6 2% ey 29% 2014
w 14% of men 18+ have bought PANDORA ~ 25% )
jewellery, and of those 80% would ”%14% 2015
recommend PANDORA to others »

PANDORA Tlffany Cartier Swarovskl Thomas

PANDORA brand track, 2015, Sabo
Q: If you were in the market to purchase jewellery for yourself, which of the following brands
would you consider?

M

*PANDORA brand track, 201basedon data from 25 keynarkets:AUS, AUTBEL, CANDK,FRADE, IE, IT, NL, PL, PT S¥8,UK, USBRAGR, HKSRNZ, RUZAF, KORUR PA N D O RA
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FOCUS ON CONCEPT STORE AND

_ PANDORA conceptores
SHORN-SHOP DKKm and shopin-shops Stores
14,000 - - 3,500
12,000 - - 3,000
w More than 75% of revenue is generated by 10,000 - - 2,500
concept stores and shejm-shops 8,000 - 2,000
6,000 1,500
. i 73% A L
w Concept stores and shep-shops are the ‘2‘228 o 160000
preferred store types across all regions Ty ﬂ : : f)
) 2011 2012 2013 2014 9M 2015
w Offer the customers a consistent brand mmm CS and SiS revenu: Revenue Other—=—CS and Si¢
experience
Multibranded stores
W Maintains fU”COﬂthl Of the PANDORA Light environment Often darker environment
brand Prices shown Often no price tags
Touchand-feel displays Jewelleryhidden behind glass
w An efficient and uniform brand bUIldlng tool Offer full jewelleryassortment Charmsand bracelets only

PANDORAtore staff

M

PANDORA
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FURTHER POTENTIAL FOR CONCEPT
STORES 200-300 new concept stores
peryear in 20162018

~2,700

w PANDORA continues to see good potential for
further expansion of the concept store
network

>1,785_ 20

1,410
1,100

w PANDORA expects to open between 200 and 895
300 new concept stores every year from 2016 672
to 2018

2011 2012 2013 2014 e2015e2016e2017e2018
w Approx. 60% in Europe
wApprox 20% in Americas
wApprox.20% in Asia Pacific

wIn 2016, Jared will upgrade more than 200
stores to shogn-shops

w PANDORA will continue to close unbranded
stores where relevant

PANDORA
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OFFERING THE FULL JEWELLERY ASSORTMENT

w PANDORA offers a full jewellery assortment in
all concept stores and shap-shops

w Following a dedicated effort to promote rings,
the category is now considered an established
category, togethewith charms and bracelets

w While moving focus to new categories, already
established categories will still be developed

PANDORA revenue 9M 2015
30 3%

m Charms and bracelets
13%
Rings

Earrings

m Necklaces and pendant

Real jewellery market split by retail value, 2014

0,
20% e 28%  30%  26% 3505

Australia China  Italy UK US Global

ERings ' Earrings m Wristwear Neckwear and othel

M

Source: Euromonitor, 2015 P A N D O R A
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ACTIVATING NEW JEWELLERY CATEGORIES

w Design the right products KK PANDORA revenue from rings

w Manufacture in PANDORA quality 1,500 - 12.7% - 14%

wt 2aA0A2Yy OFGS3I2NE AY (K aNRIK(GE 0P <i‘)§f)\y
store 9007 600 64% 619 - 8%0

w Educate the store staff to sell new categories 600 - - 6%

w Support category with advertising and 200 . I - 4%
targeted promotions . J | l | | é;

) . ) 2011 2012 2013
w Charms, bracelets and ringee in focus in all

markets today

mmm Rings revenue

w From January 2016, the earrings category = o e
will be in focus in established markets o "

. T b “) i LD

w Today, earrings accounts for around 3% of £

t! b5hw! Qa (20Ff NBGSY
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SUMMARY

w PANDORA is a strong brand built on oglality \\ )
products b P
w A high share of voice in an unbranded industry \
s N »

w Focus on strengthening and expanding the :
branded store network, including 2€8D0 new "
concept stores annually from 2016 to 2018

w Charms, bracelets and rings are now -
established categories. Focus will include o2}
earrings from 2016 N

w On track to become a full jewellery brand

PANDORA
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