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Most Complete Assortment Makes Us the Starting Point for Fashion

MAYBELLINE

All Brands Full Range Never Sold Out Engaging Content
Momimo Dutti [N | ‘ 9 8 Campaigns
gf Partner Program across
Bershka e ; .
( Bk i backfilling

MONKK SEE BY CHLOE . 17 markets
Achievements BOSS AR’ 190
Today R \ , EUR m

LOREAL SWAROVSKT

| in GMV 2018

~~taxc—  CLINIQUE
ESTEE LAUDER

D

If it is not on Zalando, it does not exist.”
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Most Complete Assortment Is Hard to Realize in the Fashion Industry

All Brands Full Range Never Sold Out Engaging Content
Fresh, personal
every day content for
Massive Verticals,
Opportunities Premium Luxury, >260k >26| I I
out There Sport Specialists

daily size requests

active customers
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Brands Get Access to a Combination of Unrivaled Benefits on Zalando

l Large Customer 2 Attractive Profit 3 Safe Brand
Reach Opportunities Building
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But: Brands Want to Have Access to Consumers

‘ ‘The closer we are to the market, the

stronger the demand signal. The
stronger the demand signal, the better the
assortment.”

Andy Campion, EVP & Chief Financial Officer
Nike
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Monobrand E-Com Growth Is Slowing Down

Examples of Own E-Com Sales Growth Rates, % yoy
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New Customer Acquisition: Zalando Masters Multi-Brand Marketing on FB & Insta

Multi-Brand Context Allows Positive ROI
and Scale

95%

buy other brand

$

Mono brand marketing
1/20 less efficient than
Zalando

Automated, Data-Driven Marketing Drives Demand
via Social Media

Zalando Ad Spending on FB & Insta, EUR m

88

ROI
positive

2017 2018
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Customer: Starting Point Apps Benefit Multi-Brand

Consumers Shop Multi-Brand

App as Starting Point

Average Zalando customer buys

13 Brands

in ayear

Mobile phone users use only a
handful of Apps on a regular basis.

Fashion

{ .« — \
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We Are a Platform Not a Traditional Retailer Anymore

Our 2 Business Models Are
Geared Towards Direct Access

Description

Tools for Direct Access

Partner Program

Direct selling to consumer

Merchant Portal

» Customer insight sharing

Model 1: - o
» Partner does pricing and + Merchandising tools
Partner - -
merchandising + Pricing tools
Program  Partner has inventory risk
Wholesale 2.0 Retail Portal
Model 2: Zalando selling to c'or'wsumer + Customer insight
» Zalando does pricing and + Co-Planner
Wholesale merchandising « Automated re-order
2.0 + Article Data enrichment tools

» Zalando carries inventory risk
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2 Business Models Complemented by Major Platform Services

Services

Zalando Fulfillment

Zalando Marketing

Zalando Offprice
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Participating
brands 2018:

>50 brands

>420 brands

>700 brands
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ZFS Unlocks Positive Platform Dynamics for Customers

Superior Convenience for
Customers

1 parcel instead of 3-4 parcels

11

Larger Assortment for Customers

Unmatched unit economics for
brands

~250%
lower shipping costs (on
average) per item for brands

Making shopping economics in some
case better than own e-com

Assortment of example brand on
Zalando, SKUs

X3 l

~18,000

~6,000

2016 2018
(with ZFS)
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Partners Are Investing Accordingly

Partner Program ZFS Items
Total GMV, EUR

ZMS Revenue, EUR

f total op OFPP >609p 9rowth
>10% gM(\)/a 2% items ’ yoy
Q1 Q2 Q3 Q4 Q1 2 Q3 Q4 Q1 2 Q3 Q4
2018 2018 2018
Success Case Mango ZFS Pipeline 2019 Success Case Under Armour
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Mango Showcases Interaction of Platform Elements

GMV Development and Forecast

Internationa- Exclusive Joint Full Range

Launch lization Collection Marketing through ZFS

Zalando.xx/mango

MANGO

Digital Strategy

Ql Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4
2017 2018 2019F
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DISCLAIMER

Certain statements in this communication may constitute forward looking statements. These statements are based on assumptions that are believed to be
reasonable at the time they are made, and are subject to significant risks and uncertainties. You should not rely on these forward-looking statements as
predictions of future events and we undertake no obligation to update or revise these statements. Our actual results may differ materially and adversely from any
forward-looking statements discussed on this call due to a number of factors, including without limitation, risks from macroeconomic developments, external fraud,
inefficient processes at fulfillment centers, inaccurate personnel and capacity forecasts for fulfillment centers, hazardous material / conditions in production with
regard to private labels, lack of innovation capabilities, inadequate data security, lack of market knowledge, risk of strike and changes in competition levels.
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