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Disclaimer

The information contained in this document is for information purposes only and does not constitute an offer, solicitation, invitation or recommendation to subscribe for or
purchase any securities, or other products or to provide any investment advice or service of any kind. This document is not directed at, and is not intended for distribution to
or use by, any person or entity in any jurisdiction or country where such distribution or use would be contrary to law or regulation or which would subject Prada S.p.A.
(‘Prada’) to any registration requirement within such jurisdiction or country.

This document may contain certain forward-looking statements which are based on the current expectations, estimates, projections, beliefs and assumptions of Prada about
the businesses and the markets in which it and its subsidiaries operate. These forward-looking statements are not guarantees of future performance and are subject to risks,
uncertainties and factors beyond the control of Prada. Therefore, actual outcome and returns may differ materially from the assumptions made and the statements contained
in this document. Nothing contained in these forward-looking statements is, or shall be, relied upon as any assurance or representation as to the future or as a
representation or warranty otherwise. The forward-looking statements only reflect Prada’s views as of the date of this document, and Prada does not undertake to revise or
update these forward-looking statements.

Although the information contained in this document is obtained or compiled from sources believed to be reliable, this information has not been independently verified. This
document may contain data which have not been audited or reviewed by Prada’s auditors and may be subject to change and adjustment. Certain information in this
document may be based on the Board'’s preliminary review of the internal data currently available and gathered by Prada only and is not intended to be a comprehensive
statement of Prada’s financial or operational result.

Prada does not guarantee, and no representation or warranty (express or implied) is made as to, the accuracy, fairness, validity, timeliness, reasonableness or completeness
of the information or data for any particular purpose, and Prada shall not accept any responsibility for, or be liable for, errors, omissions or other inaccuracies in the
information or for the consequences thereof. Neither Prada nor any of its directors, officers, employees, agents, affiliates, advisers or representatives shall be responsible or
liable for any loss or damage, directly or indirectly, arising from the use of or reliance upon any information provided in this document or otherwise arising in connection with
this document. The information presented or contained in this document is subject to change without notice and shall only be considered current at the date of this document.

IN NO WAY DOES PRADA ASSUME ANY RESPONSIBILITY FOR ANY INVESTMENT OR OTHER DECISIONS MADE BASED UPON THE INFORMATION PROVIDED
IN THIS DOCUMENT. INFORMATION IN THIS DOCUMENT SHOULD NOT BE CONSIDERED AS ADVICE OR A RECOMMENDATION TO INVESTORS OR
POTENTIAL INVESTORS, OR FORM THE BASIS FOR ANY INVESTMENT DECISION, IN RELATION TO HOLDING, PURCHASING OR SELLING SECURITIES OR
OTHER FINANCIAL PRODUCTS OR INSTRUMENTS AND DOES NOT TAKE INTO ACCOUNT YOUR PARTICULAR INVESTMENT OBJECTIVES, FINANCIAL
SITUATION OR NEEDS. BEFORE ACTING ON ANY INFORMATION YOU SHOULD CONSIDER THE APPROPRIATENESS OF THE INFORMATION HAVING
REGARD TO THESE MATTERS, ANY RELEVANT OFFER DOCUMENT AND IN PARTICULAR, YOU SHOULD SEEK INDEPENDENT FINANCIAL ADVICE. ALL
SECURITIES AND FINANCIAL PRODUCT OR INSTRUMENT TRANSACTIONS INVOLVE RISKS, WHICH INCLUDE (AMONG OTHERS) THE RISK OF ADVERSE OR
UNANTICIPATED MARKET, FINANCIAL OR POLITICAL DEVELOPMENTS AND, IN INTERNATIONAL TRANSACTIONS, CURRENCY RISKS.
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Agenda

Andrea Guerra
Business Update
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Solid performance with Retail Sales +18%
IN the first nine months of 2024

» Strong brand identity, creative dynamism and sound
execution drove a positive performance, despite challenging
environment

* Net Revenues of € 3.8 bin, +18% constant fx

* High-quality Retail growth of +18% constant fx, driven by like-for-
like, full price volumes

- Consistent, like-for like growth trajectory in Q3 at +18%,
with all regions growing double-digit

* Prada closed the 9-month period with above-market
performance at +4%, showing resilience against sector
headwinds in Q3

* Miu Miu maintained excellent growth through the entire period
at +97%

» Unchanged priorities, with focus on long-term brand
desirability, retail excellence and investments across the
business to sustain the evolutionary journey of the Group
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Prada
Q3 update

+ Consistent creative identity and polyhedric brand
equity supporting above-market performance in a
more challenging environment

« Luna Rossa’s participation in the 37" America’s Cup
generated significant excitement and fostered
visibility, cementing Prada’s strong heritage and know-
how in high-performance sportswear

 After closing of the quarter, Prada and Axiom Space
unveiled the spacesuit design for NASA’s Artemis Il
mission on the Moon, a testament to Prada’s
commitment to broaden horizons

» Continued affirmation of Prada’s aesthetic codes with
SS25 women’s fashion show celebrating uniqueness
in a world governed by logic and algorithms

» Growth supported by well-balanced category mix
- Continued to enrich offer architecture in Leather
Goods, as introduction of newness (e.g. Aimee,

Darling) is coupled with ongoing revisitation of icons

- Good traction in Ready-to-Wear and Footwear
leveraging creative dynamism
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Miu Miu
Q3 update

« Sharp positioning built on strong and distinctive identity, leading
to consistent outperformance

» Creativity and impactful communication captivated the audience;
SS25 fashion show continued to build Miu Miu’s world of diverse
and fierce individuals

+ Distinctive brand activations contribute to cement Miu Miu’s
positioning in the cultural debate and foster the engagement with its
community

» The immersive, site-specific art project Miu Miu Tales & Tellers,
presented in the framework of Art Basel Paris, contributed to
enhance the brand's tension to play across the spectrum of
different artistic disciplines

* Widespread appreciation across all categories and geographies

- Strong traction of Leather Goods driven by icons, newness
and archive reinterpretations

- Consistent performance of Ready-to-Wear and Footwear as
Miu Miu continues building a solid total look

 Priority remains strengthening the foundations to ensure growth
sustainability
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Agenda

Andrea Bonini
OM-24 Revenue Update
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Net Revenues by Channel
Consistent delivery of high-quality, like-for-like Retail growth

Royalties
€min 9M-24 Q3-24 2%
% at constant fx OM-23  9M-24 vs. vs. Wholesale
0

9M-23 Q3-23
Retail 2,979 3,425 +18% +18%
Wholesale 291 314 +9% +11%
Royalties 73 91 +24% +16%
Total 3,344 3,829 +18% +18%

* Retail growth of +18% in the first nine months, driven by like-for-like, full price volumes

- Consistent and solid Q3 at +18%, notwithstanding a more challenging environment
« Growth in Wholesale driven by duty-free channel; continued selective strategy with independents
» Sustained Royalty growth throughout the period supported by both eyewear and fragrances

* Negative FX impact of 300 bps on performance at current exchange rates
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Retail Sales by Brand
Continued above-market growth at both Prada and Miu Miu

€ min oOM-24 Q3-24 Church's Other

% at constant fx 9M-23  9M-24 s, vs. L 0%
9M-23 Q3-23

Prada 2,500 2,534  +4% +2%

Miu Miu 446 854 +97% +105%

Church’s 19 22 +11% +4%

Other ® 14 15 +10% +6%

Total 2,979 3,425  +18% +18%

« Solid growth at Prada over the 9-months, driven by like-for-like, full price sales
- Positive trend in Q3 showing resilience to more challenging industry dynamics
* Miu Miu remains on a remarkable organic growth trajectory

- Strong Q3 with sustained growth across all regions and categories

@ Includes Marchesi and Car Shoe
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Retail Sales by Geography

Double-digit growth across all regions in Q3

€ min oOM-24 Q3-24 EMidtddl,Oe/
% at constant fx oM-23  9M-24 vs. vs. =
9M-23 Q3-23
Asia Pacific 1,043 1,139 +12% +12%
Europe 941 1,089 +18% +18%
Americas 536 576 +8% +10% Americas
(0]
Japan 334 466 +53% +48% e
Middle East 125 154 +24% +36%
Total 2,979 3,425 +18% +18%

Asia Pacific progressed well over the period, with an overall in-line trend in Q3, despite the more challenging
market conditions in the region

Double-digit growth in Europe over the 9-months, supported by both domestic and tourist spending, showing a
consistent performance in Q3

Positive progression in Americas over the period, with Q3 in further slight acceleration QoQ

Outstanding growth in Japan, driven by solid local consumption and strong touristic flow; Q3 continued to show
high growth, albeit in deceleration vs. Q2

Solid performance in Middle East, with Q3 in further acceleration vs. Q2

PRADA Group 9 October 30t 2024



Agenda

Andrea Guerra
Closing Remarks
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Closing Remarks
More challenging backdrop, unchanged priorities and ambition

» Another quarter of high-quality, like-for-like growth,
supporting our positive trajectory in both revenue and
margins, delivered in a context of increasing market
turbulence after years of remarkable industry growth

Solid position to navigate the months ahead; while being
vigilant, priorities remain unchanged:

Relentless focus on long-term desirability, sustaining the
brands with marketing and retail initiatives

Foster creativity and product innovation

Continue to improve retail execution and maintain
attention on costs

Progress our strategic investment plan

our organisation; remain committed to our ambition to ‘
solid, sustainable and above-market growth
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Agenda

Q&A Session
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