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Zalando. The Starting Point for Fashion.

Ol We have a clear vision and strategy and our number
one priority is growth

02 Over the last years we have made tremendous progress
and consistently delivered on our targets

The opportunity for Zalando is immense, making us
(03  confident that we can reach >30bn EUR GMV by 2025
and capture >10% of the fashion market long-term

04 We continue to drive investments that will
catalyze long-term growth for our business

At scale, our platform strategy will result in an attractive
05 financial profile characterized by a double digit margin
and strong cash generation
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Our vision is to be the Starting Point for Fashion
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The most important building block of the Starting Point vision is to transition towards
a true platform business model

*— Customer benefits

0 Desirable and
comprehensive
assortment

o] High availability

Zalando benefits —@

Platform

'\ o— Partner benefits
Strategy

0 Direct access to European
digital consumer

0 Platform adds scale to
Zalando

0 Leverage Zalando
capabilities (tech, data,
logistics)

0 Less inventory risk i while
improving customer
offering
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We have a strong and consistent growth track record, growing 4x in 6 years after IPO -
clear confirmation of our strategy

Group GMV? 2014-2020, in bn EUR v ~3% market share

Outgrew European online
fashion market by factor of 2-
3x2

Exceeded 10bn EUR GMV
target set on CMD in 2017

Remained consistently
profitable with high re-invest
into growth

1)  Gross Merchandise Volume (GMV) incl. VAT

2)  Source: Euromonitor International, February 2020. Values based on actuals and estimates; fixed exchange rates. Fashion data incl. apparel and footwear, bags and luggage, jewelry and watches.
Data for Europe (excluding Russia) inclusive of sales tax
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We are confident that we can capture more than 10% of the total European fashion market
long-term by further executing on our vision and strategy

The COVID-19 pandemic has accelerated
change in the fashion industry that has long
been in progress and blurred the
boundaries between offline and online
Total fashion

>450bn EUR!

Our platform strategy allows us to play an

even bigger role in fashion for customers
and partners

® zalando

1)  Source: Company estimates and Euromonitor International forecasts, February 2020. Euromonitor forecasts the overall European Fashion Market to grow to roughly 450bn EUR over the next 5-10 years. Values
based on actuals and estimates; fixed exchange rates. Fashion data incl. apparel and footwear, bags and luggage, jewelry and watches. Data for Europe (excluding Russia) inclusive of sales tax
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We significantly upgrade our 2025 GMV ambition to more than 30bn EUR

GMV! growth ambition 2025 Margin trajectory
in bn EUR

Primary focus is on capturing the immense
growth opportunity

Coming years therefore marked by continued
growth investments

Long term double digit profitability ambitions are
unchanged, but on a higher level of scale

2020 Old 2023/24 target New 2025
CMD 2019 target

CAGR: 20-25%

1)  Gross Merchandise Volume (GMV) incl. VAT
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Our long term profitability ambitions are unchanged, but on a higher level of scale by
transitioning to higher margin business and increasing economies of scale

Target Margin (growth in line with / slightly above online fashion market)

Partner Group margin impact .
In % of revenue Wholesale! Business vs. 2020 Key Drivers
. 0 Transiton to a Platform business model and
Gross margin economies of scale
Fulfillment costs ‘ 0 Reversal of temporary return rate benefit and enhanced,
more sustainable convenience experience
T S ‘ 0 Starting Point Vision unfolds and share of existing
9 customers increases
Admi ‘ 0 Continued focus on overhead-efficiencies and
min expenses economies of scale
: . 0 0 0 Transition to higher margin platform business and increasing
Adj - EBIT margln 6'8 /0 20'25 A) 10'13% economies of Scale

1) Wholesale includes Offprice
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Agenda

Bringing our growth ambitions to life
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To bring our growth ambition to life, we follow clear strategic priorities

Innovate the way we engage with
our customers

Increase penetration in existing
markets and expand to new markets
in Europe

Population penetration®

(active customers as % of total population
+1.4x since

2018 e - s

Top 5
1 ~21%
markets
Early Access
o Get it first
All +1.5x since Discover your The HUF « Kill Bill collection
~109% .
markets 10% 5018 brands
Follow brands to see more from
them first.
Bottom X = pzalando
5 ~6% +1.7x since
markets 2018

Inspiration and advice
Discover trends and stories

3 Y
- | 3= AR

1) Excl. UK & Ireland
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Build a platform that is relevant for
all our partners

Customer choice

Enablin
g g Wholesale Connec_ted
Direct-to- assortment Retail
assortment
Consumer
Direct-to-Consumer
Driving b

internationalisation

ZFS < 50% of GMV
@® ZFS > 50% of GMV

Connecting
to consumers
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We have substantial leeway to grow active customers in existing markets and will expand

our footprint to reach even more customers

Increasing penetration in existing markets

Expanding footprint in Europe

Population penetration®
(active customers as % of total population) )
+1.4x since
2018
Top 5

P 0,
markets 28

All +1.5x since
~10%

markets 2018

Bottom 5 ~6%  +1l.7x since

markets 2018

Increasing our overall penetration to the level already achieved in

top 5 markets would double our active customers?

1)  Source: Statista, February 2021. Excluding UK & Ireland
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Market footprint

~100m in population
not yet addressed

Expanding to 8 further markets
starting mid 2021

@ Existing markets
@ To be launched 2021
To be launched 2022

We want to be the Starting Point for Fashion
across Europe
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We innovate and improve the customer experience along two dimensions

Improving the
core (fashion) experience

qz Endless choice

233 Seamless convenience

s

/-l\- Tailored digital experience
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Elevating distinct
customer propositions

Pre-Owned
Beauty

Zalando Lounge
Designer
Zalando Plus
And more.
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We are building a platform that provides a scalable solution for brands, retailers and
stores and thereby allows us to serve an increasing number of active customers...

Enabling Direct-to-Consumer Driving internationalisation Connecting to consumers

@ ZFS >50% of sold items in PP
Customer choice ZFS < 50% of sold items in PP

» ¥, }
S 08

Long-term target: ~75% of Partner Long-term target: 3-4% GMV share

Wholesale CoFr;nec_'I[ed
assortment etal
assortment

2/
WANDERNAUS SP
NE

Y

Direct-to-Consumer

Long-term target: 50% GMV share from

Partner Program & Connected Retalil Program items shipped by ZFS from ZMS
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Over the past the two years, we achieved important milestones in driving the Platform
Transition
Progress towards our target model

(") FY 2020 in German
2018 Q4 ® 2020 Q4 ~ Target model 34% Y

- 40% Partner Program
- share of Fashion Store

Partner Program,
incl. Connected

Retail - GMV?
Zalando - 75% ZFS share of
Fulfillment

2 i 2
Solutions : Partner Program items

Zalando :
. FY 2020 © 3-4% ZMS revenue of
0, 0, .
Marke_tlng 0.7% 1.5% 1206  GMV2
Services :

1) Partner Program share of 40% refers to our business model mix ambition for 2023/24. In our long-term target model, we aim for a 50% Partner Program share
2) Refers to our long-term target model ambition
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Agenda

Building a truly sustainable platform
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We aim to become a truly sustainable Platform with a net positive impact
for People and the Planet

PLANET

|

Aspiration Reduce
Carbon Footprint

2020 Set Science Based
Milestones Targets

Increased renewable
electricity to 100% in
own operations

Reduced carbon
footprint in own
operations by 64%
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Minimize waste +
eliminate single-
used plastics

Pre-owned 100%
plastic free packaging

22% of overall
packaging plastic free

87% of all packaging
material recycled

PRODUCT

buy

Apply Principles of
Circularity

Launch Pre-owned
Fashion category

in 6 countries for man
+ women

1st collection
designed for reuse
and recycling

25% of GMV with
more sustainable
fashion

16% GMV in 2020

Tripled assortment to
> 80.000 items from
500 brands

Raised target from
20% to 25%

Increase Ethical
Standards + only
partners who align

100% disclosure
Tier 1 private label
suppliers

Introduction
assessment tool Higg
BRM partner brands

Updated policies and
standards

PEOPLE

Support 10,000 people
in the workforce

Defined scope of
goal + planned
measures

Upskilled 1355 people
in the workforce
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