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TIME TOPIC PRESENTERS

1:00 PM INTRODUCTION NICK B

1:10 PM GROWTH OPPORTUNITIES NICK B

1:20 PM FINANCIAL PERSPECTIVES HELEN

1:35PM TECHNOLOGY AND MOBILE CLIFF, BOB, ANDREA

3:10 PM CUSTOMER ACQUISITION AND ENGAGEMENT ANDY, EVE
NICK L, STEFAN,

3:40PM RETAIL, DESIGN AND PRODUCTION VANESSA, JOHN

4:50 PM CONCLUDING REMARKS NICK B
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THE PRESENTING ASOS TEAM

EXECUTIVES

NICK BEIGHTON HELEN ASHTON CLIFF COHEN BOB STRUDWICK ANDREA TROCINO
CEO CFO ClO CTO Head of Mobile

ANDY BERKS EVE WILLIAMS NICK LOVEDAY STEFAN PESTICCIO  VANESSA SPENCE JOHN MOONEY
Director of Brand Experience Womenswear (WW) Menswear (MVW) Womenswear MW Creative
Perform. Marketing Director Retail Director Retail Director Design Director Director & Production
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ASOS TODAY

OPENED 4 INTERNATIONAL OFFICES

£1,151m

OPENED 3 GLOBAL WAREHOUSES REVENUE

ATTRACTED c.85 0 THIRD PARTY BRANDS
EXPANDED TO .80, 000 skus

APPEAL TO OVER 17 M SOCIAL MEDIA FOLLOWERS

ATTRACT OVER 106 M VISITS PER MONTH!

£0.3m
REVENUE

WYL ¢1.7m
vl REVENUE

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

Note: ' As at February 2016 m



WHAT MAKES ASOS SO SPECIAL?
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OUR STRATEGY IS FOCUSSED

GREAT FASHION _ AWESOME ON _
GREAT PRICE ___MOBILE
TO BECOME
NO.1
FOR 20 /,
SOMETHINGS
BEST-IN-CLASS B ENGAGING CONTENT

SERVICE AND EXPERIENCES

ooooooooooooooooooooo



DRIVERS OF OUR OPPORTUNITY

EXPANDING
o000 0OGOGO RANGES

discover fashion online AND BRANDS

SIGNIFICANT ENGAGING
ONGOING SECULAR CONTENT
CHANNEL SHIFT AND EXPERIENCES




FURTHER OPPORTUNITIES IN OUR HOME MARKET

MARKET POTENTIAL ADDRESSABLE POPULATION INTERNET PENETRATION
() ,CA(?R Population (m) /D Active internet users 929
asos (10-15) 16 (% of total pop'n) °
Revenue Gen ZGen Y ’
£473.9m 07 93 E@ Aochve mobile |,nternet users 62%
79 77 8.3 . (% of total pop’n)
Snltro cremer 699 g tAverqge fiqily time use of the 3h 47m
£6.9bn 3 internet via a pc or tablet
S Averoge .dculy hmc.e use of the 1h 33m
internet via a mobile phone
Apparel market .
€45 7bn 0109 10to 1510 2510 3510 4510 55t0 65+ B Use the internet every day 85%
: % of internet users)
14 24 34 44 54 64 (
Source: Conlumino - total apparel and online apparel from all channels (clothing and footwear);
EIU Population data; We Are Social, Digital in 2016 10
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REPLICATING OUR UK PROPOSITION IN EUROPE

MARKET POTENTIAL

CAGR

asos (110-15)

40.4%

13.2%

Apparel market .
£221.5bn @

ADDRESSABLE POPULATION

Population (m)

471

41.4 43.8 43.7 407 4390 407

20.9

O0to9 10to 1510 2510 3510 451t0 55t0 65+
14 24 34 44 54 64

INTERNET PENETRATION

Active internet users
(% of total pop’n)

Active mobile internet users
(% of total pop’n)

Average daily time use of the
internet via a pc or tablet

Average daily time use of the
internet via a mobile phone

Use the internet every day
(% of internet users)

88%

52%

3h 29m

1h 19m

80%

Source: Conlumino - total apparel and online apparel from all channels (clothing and footwear);

EIU Population data; We Are Social, Digital in 2016

Note: Internet penetration statistics are the average statistics of France and Germany

discover fashion online
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THE U.S. OPPORTUNITY

MARKET POTENTIAL

CAGR
asos (10-'15)

65.3%

14.0%

Apparel market .
£230.4bn @

ADDRESSABLE POPULATION

Population (m)

81.4

60.4 62.9
55.3 55.3

43.8 46.2

21.4

O0to 92 10to 1510 25to 35t0 4510 55t0 65+
14 24 34 44 54 64

INTERNET PENETRATION

Active internet users
(% of total pop’n)

Active mobile internet users
(% of total pop’n)

Average daily time use of the
internet via a pc or tablet

Average daily time use of the
internet via a mobile phone

Use the internet every day
(% of internet users)

87%

55%

4h 15m

Th 55m

79%

Source: Conlumino - total apparel and online apparel from all channels (clothing and footwear);

EIU Population data; We Are Social, Digital in 2016
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ASOS PERPETUAL CYCLE OF GROWTH
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UNIQUE POSITION TO
CAPITALISE ON OPPORTUNITIES

SIGNIFICANT
OPPORTUNITIES

\/

FINANCIAL

SIRENGIH




FINANCIAL STRENGTH

CASH GENERATIVE

Net cash generated from ops (£m) Cash balance (€m) Capex (£m)

100 - 120 - 80 -

90 - 70 -

80 - 1007 60 -

70 1 80 1 50 -

60 -

50 - 60 - 40 -

40 40 - 30 -

30 - 20 A

20 - 20 1 10 -

10 T T T T T ) 0 . . . . . . - . . T T T T )
2010 2011 2012 2013 2014 2015 2010 2011 2012 2013 2014 2015 2010 2011 2012 2013 2014 20]5208d12e

HIGHLY CASH GENERATIVE BUSINESS
AND TRACK RECORD OF GROWTH

16
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DISCIPLINED APPROACH TO DELIVERING PROFIT

Group sales (£bn) Sales growth yoy (%) Profit before tax (£m) ROIC! (%)
1,600 - - 60% 70 - 60% A
1,400 - e 60 -
CAGR ('10-"15) . 50% 50% A
1,200 - 50 -
1,000 - 40% 1
| | 40% 40 - l
800 30% A
B
600 - °
- 2 . 20% -
400 4 -7 205,
i ° 10% -
200 - 10 - 0%
0 - - 10% 0 0% -
2010201120122013201420152016 2010 2011 2012 2013 2014 2015 2016 2010 2011 2012 2013 2014 2015
Consensus Consensus
STRONG TRACK RECORD OF HIGH ROIC - ENSURING INVESTMENTS
DOUBLE DIGIT SALES GROWTH CONTINUALLY ADD VALUE

Note: ' ROIC = earnings before interest but after tax, divided by average invested capital

(net assets minus cash balance) 17
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PROVEN TRACK RECORD OF REINVESTING FOR GROWTH

discover fashion online

TO DELIVER
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REINVESTMENT OF OPERATIONAL LEVERAGE: GERMAN CASE STUDY

BEFORE INVESTMENT 3 WKS AFTER

INVESTMENT (AVG)

=== YoY Sales growth FY14/15

Investment ,

1
commences :

YoY Sales growth FY15/16

1

2 3 45 67 8 9210111213141516

Sep-09 -

German website

[ hed
aunche Global free

standard shipping

Free returns

Premier membership launched;
Mobile site live in Germany

German local marketing
office opened

Standard delivery time
reduced to 4 days

Introduced Klarna

(local payment method)

Unlimited free NDD for

Premier membership

Eurohub 2 build

commences

German Snapchat
and YouTube
launched

Zonal pricing
launchead
NDD launched

ASOS
: Insiders
Local Germany |ar:Jsrl1ched
iOS & Android
app launched
ASOS Magazine app
launched in German
Eurohub 1 open ®

° to EU orders ® d |
) .‘
® /

‘ e

ade ermanent .
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CAPITAL INVESTMENT: BARNSLEY CASE STUDY

BARNSLEY CAPEX SPENT SINCE INCEPTION (£M)

293

18.3
38 4.7 53
FY 2011* FY 2012* FY 2013 FY 2014 FY 2015 H1 2016
Jan-11: Warehouse Oct-13: Auvtomated Jun-14: Fire Apr-15: Both extensions at May-16: 4" Durpkopp
opened despatch sorter 100% capacity sorter live —
launched Jan-14: Commenced increases capacity
build of Sep-14: Commenced by 3.9 _rp
Jun-13: Commc'anced . mechanised automated picking, Yy 2.7munis
ex*f"5'°" adding picking solution ramping up over
25% more floor and mini-holds 6 months

space & increasing
stock holding to
¢.20m units Dec-13: Barnsley extension

Jan-13: Bonded completed
warehouse status

for automation

160 ~ Units picked per hour
.]I;tg i Automated
7 ickin
IMMEDIATELY ] prcking
BEFORE LAUNCH 100 launched
AFTER LAUNCH 80 -
60 -
40 T T T T T T T T T T T T T T T T T
mgmmﬂ':ﬂ':ﬂ-ﬂ'Wﬂu‘:ﬂwwﬂE
c Bt U 4 L & o mth Ud L oot ou s =
2 fcadc2i0d2 323082 T
20
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INVESTMENT FOCUS IN KEY STRATEGIC AREAS

WAREHOUSING

Eurohub 2 Phase 1
Eurohub 2 Phase 2/3

(automation)

US warehouse

DISTRIBUTION

PUDO locations (EU)
Faster delivery times (EU)

More delivery options (US)

PEOPLE

Resource

People development

discover fashion online

TECHNOLOGY

Next generation platforms

Customer experiences
(including mobile)

Technology innovation

ENGAGEMENT
A-List
Content (EU & US)

Data and personalisation

PRODUCTION

Innovative technology

Additional studios

discover fashion online
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SUMMARY: FINANCIAL DISCIPLINES TO FUEL OUR GROWTH

LEVERAGING | OPTIMISING DRIVING

COST BASE | EBIT MARGIN STRONG ROIC

asoS 2
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MY EARLY OBSERVATIONS

THE RIGHT TECHNOLOGY STRATEGY

STRONG TECHNICAL TALENT

CLEAR FOCUS ON MOBILE

FUNCTIONALLY RICH PLATFORM

BUT... WE NEEDED TO FOCUS ON EXECUTION

BUT... WE DIDN'T HAVE ENOUGH OF THE
RIGHT PEOPLE OR THE RIGHT LEADERSHIP

AND... THERE WAS SO MUCH MORE
OPPORTUNITY AHEAD OF US

BUT... WE NEEDED TO INCREASE THE
VELOCITY OF CHANGE

24



CUSTOMER CENTRICINNOVATION

TN

SIGNIFICANT
OPPORTUNITIES

\/

UNDERSTAND
OUR CUSTOMERS

25
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TECHNOLOGY STRATEGY

BUILDING

NEXT GENERATION
PLATFORMS

_4

AMAZING
CUSTOMER EXPERIENCES
POWERED SEAMLESSLY
THROUGH TECHNOLOGY

INNOVATING
FOR THE FUTURE

_4




NEXT GENERATION RETAIL SYSTEMS

WOMEN ME
—
= r
£y ABCDETFGHTIJEKLMDNOTPQ QRSTUV WX Y 2 SHWAL
3 - A AR e Silonsre eyl
T , ADIDAS ORIGINALS ALice wecau Ao SUNIERS 2508 JEANS
; y et AENSe i et
BE il i Aot
NEW IN: CLOTHING DRESSES SHOES B Sheviiss EESReamno e Soomoo
Eiy s by £ one
' 4 3 & ECEOMAXAZRIA BIRKENSTOCK ELUE Lire ERixron
. e SRS i
3 . C o — canvein it out tomoon cmes
4 ! Diviniarin a5 SSTND el
> (COMPANY CATH KIDSTON cLoser COWSHED.
0 / A el &t St atien
‘ \ D == P Py e
x DANIEL SANDLER DIESEL. DR.BRONNER
COATS & i N i DIGANS EBOMIE N IVORY ELISE RYAN EMPORIO ARMANI Evexo
) F ferie st Eoeve uniaue et
< e Jes ety ity
\ S ‘ G @ iz st izz cuaworovs
ey S S ety
H i ESE S e it e
ACCESSORIES BAGS & PURSES HERSCHEL SUPPLY HostE HUSE OF raRLOT tvee

c.4,000

NEW PRODUCTS PRICE ZONES

EACH WEEK

ENABLES US TO THINK GLOBALLY ABOUT EVERYTHING WE DO

27
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NEXT GENERATION RETAIL SYSTEMS

-

\_

CUSTOMER CHOICE

A

TAILORED PRODUCT OFFER

~

J

MARKET RELEVANT PRICES

QUICKER DELIVERY OF STOCK

28



NEW DIGITAL PLATFORM

A NEW DIGITAL PLATFORM

EXISTING PLATFORM

NEW PLATFORM

OUTCOME

SCALABILITY

DIFFICULT TO SCALE )

COMPLEX TO MODIFY

DEPLOYED IN OUR
DATA CENTRE

SCALE FASTER
AND FURTHER

CHANGE AND ADD
FUNCTIONALITY EASILY

DEPLOYED IN THE
CLOUD

Potential to operate at 30
orders per second vs. 9
orders per second last Black
Friday

Capability to double the
number of releases on the
platform

Multiple data centre infrastructure
designed for greater resilience,
global reach and consistent
customer performance

discover fashion online
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NEW DIGITAL PLATFORM

BACK-END SOFTWARE SERVICES

FRONT-END CUSTOMER EXPERIENCES

B ‘Back-end’ software services controlling all the core
logic and processing

M APIs used to communicate with these services

BAG CHECKOUT PAYMENT PRODUCT SEARCH CUSTOMER LOYALTY DELIVERY
SERVICE SERVICE SERVICE  SERVICE  SERVICE PROFILE SERVICE OPTIONS

® New ‘front-end’ customer experiences through our
mobile apps, mobile web, desktop and tablet sites

= FLEXIBILITY AND AGILITY

= CHANNEL AGNOSTIC

discover fashion online
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DIGITAL PLATFORM VISION

CUSTOMER Cryy M,
%

éo

<
&
v VElociry oF ¢V

DELIVERING THE BEST CONSUMER EXPERIENCE WHEREVER IN THE WORLD YOU MAY BE

lllllllllllllllllllll



MICROSERVICE ARCHITECTURE

FUTURE

G

CORE ECOMMERCE

w ¥ B

BAG CHECKOUT PAYMENT

. SERVICE SERVICE SERVICE

PRODUCT & CONTENT

T 9

PRODUCT SEARCH
SERVICE SERVICE

' CUSTOMER ENGAGEMENT |

45

CUSTOMER PROFILE  LOYALTY

SERVICE SERVICE
STOCK & FULFILMENT
S N
Yo"o"
STOCK DELIVERY

OPTIONS

EACH APPLICATION SERVICE IS
INDEPENDENT FROM EACH OTHER

SUITE OF SERVICES CAN BE
DEPLOYED IN ANY COMBINATION

EACH SERVICE CAN RETURN
DATA IN ANY LANGUAGE

APPLICATION SERVICES SEPARATE
FROM FRONT END APPLICATIONS




ROLLING OUT TO THE CLOUD

DEPLOY AS NEAR AS
POSSIBLE TO THE
CONSUMER

BUILT-IN RESILIENCE ENSURES
MAXIMUM UPTIME

DEPLOY ANY
COMBINATION
ACROSS 28 DATA CENTRES

MICROSOFT WITH US EVERY ‘:
STEP OF THE WAY rd : . 28 AZURE CLOUD REGIONS
4 AROUND THE GLOBE

ROLLING OUT TO THE CLOUD GIVES US GLOBALLY CONSISTENT PERFORMANCE
AND UPTIME FOR OUR CUSTOMERS

discover fashion online
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FLAT, AUTONOMOUS ORGANISATIONAL FRAMEWORK

CORE ECOMMERCE PRODUCT & CONTENT CUSTOMER ENGAGEMENT STOCK & FULFILMENT

Wi gl Ok A A% dmh doh i

ooooooooooooooooooooo
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EXPERTISE IN SOFTWARE DEVELOPMENT AND TEST AUTOMATION

HEAVY INVESTMENT IN
AUTOMATION OVER
5 YEARS

360 SOFTWARE RELEASES
LAST YEAR

SECOND GENERATION
TOOLING

LEADING EDGE AUTOMATED SOFTWARE BUILD AND DEPLOYMENT TECHNOLOGY
TO BACKUP OUR NEW DIGITAL PLATFORM







ASOS MOBILE VISION

OUR VISION IS...
TO FUNDAMENTALLY CHANGE THE WAY

OUR CUSTOMERS LIVE AND SHOP FASHION ON MOBILE

asoS 5
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AWESOME ON MOBILE

CUSTOMER
ENGAGEMENT

Delight our customers
providing inspiration,
engagement and excitement
about fashion

Stay ahead of our customers
expectations using the latest
Mobile technology
advancements

Deliver the most enjoyable
and frictionless shopping
experience available on

Mobile

40



[1] CUSTOMER ENGAGEMENT

WE HAVE TAKEN THE
RIGHT STEPS AT THE
RIGHT TIME TO

DELIGHT OUR CUSTOMERS

asos .
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OUR MOBILE JOURNEY

.COM - MOBILE WEB SITE

.COM IPHONE / IPAD APP

ASOS NEW DIGITAL PLATFORM - IN-HOUSE MOBILE WEB SITES

20+ RELEASES FOR MOBILE WEB
15+ RELEASES FOR MOBILE WEB

INTERNATIONAL - MOBILE WEB SITES

Q—O

.COM ANDROID APP

INTERNATIONAL - 10S + ANDROID APPS

20+ UPDATES FOR APPS

BRAND NEW IOS + ANDROID APPS

discover fashion online
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OUR BRAND NEW iOS APP

asos o

discover fashion online



OUR CUSTOMERS LOVE OUR APPS - ACTIVE USER BASE

+125%

ASOS ASOS ACTIVE INSTALLS
By ASOS fn_‘_sos Shopping YOY
B ACTIVE INSTALLS
# Available on the
500K+
== e | = 4.8 AVERAGE RATING
3—% vl ﬁlk &‘ﬁ 1 “ 0 8 v on ]20,G000+ N
A1 I 1\ Val, e A1 ustomer Reviews
: Wﬁ S 5 Cost X
bl ) R L = NEW DOWNLOADS
| o EVERY MONTH
iPhone / iPad / iPad Mini Android Phone Apple
iPod Touch / Tablet Watch

Qsos “
iscover fashion online



OUR CUSTOMERS LOVE OUR APPS - USAGE STATISTICS

o
+50%
MONTHLY AVERAGE ORDER FREQUENCY

FREQUENCY

(4

mins
MONTHLY AVERAGE PRODUCT VIEWS

TIME SPENT IN APPS VS. DESKTOP

iscove iononline



MOBILE ORDERS AND VISITS

MOBILE ORDERS
450,000
A \’ J
|
M)
Ve
| \M
' 4.5X
N\
MWI\WM J Increase
0
Sep-11 Sep-12 Sep-13 Sep-14 Sep-15 May-16
MOBILE VISITS
20,000,000
A
2.5X
Increase
0]
Sep-11 Sep-12 Sep-13 Sep-14 Sep-15 May-16

MOBILE ORDERS
YOY

+50%

MOBILE VISITS
YOY

discover fashion online
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Bl TECHINNOVATION

WE USE THE

TO STAY AHEAD OF OUR

CUSTOMERS’ EXPECTATIONS

asos .
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NEW iOS APP EXAMPLE

APPLE SWIFT

i0S 9 n

J Performance

Stqbility

Speed to Market

Coming soon...

TouchlID Login
iPad Multitasking
Universal Links

Spotlight Search

Apple Watch 2.0

48
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THE RIGHT EXPERTISE

Ovtsourced

80

70

60

50

40

30

20

0
2013

IN-HOUSE TEAM GROWTH

2014

2015

2016

GLOBAL PARTNERS

Google

facebook




3] SHOPPING EXPERIENCE

DELIVER THE MOST ENJOYABLE

AND FRICTIONLESS

SHOPPING EXPERIENCE

ON MOBILE

QsoS "
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NEXT MOBILE LAUNCHES

NEW CHECKOUT
EXPERIENCE

EDITORIAL CONTENT
IN APPS

NEW MOBILE WEB
PLATFORM

iOS 10
FEATURES

NEW
ANDROID APP

APPLE PAY
ANDROID PAY

discover fashion online
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ASOS MOBILE VISION

OUR VISION IS...
TO FUNDAMENTALLY CHANGE THE WAY

OUR CUSTOMERS LIVE AND SHOP FASHION ON MOBILE

asoS 52
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TECHNOLOGY INVESTMENT AND TEAM

TECHNOLOGY CAPEX (£m) TECHNOLOGY TEAM

Current headcount

FY15A FY16F FY15A FY16F

asoS "
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WHAT’'S NEXT?

“‘--IIIIII.....
]

ov*” Ta,
“‘$$‘ \\‘E AND ITERAI'I....'.
0“‘ ve ““‘----...."... V& ..’0
. L}
“‘0 .“““ '...’.. 0”‘
Personalised product o KX

edit and search results

Tailored content

New customer
messaging channels EN DLESS
POSSIBILITIES

Data Science

Tech start-up accelerator
Global start-up network

Visual search and size prediction

Social, sharing
inspiration and

peer to peer
recommendations
New ways to share
information and help
other customers

54
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FUTURE CUSTOMER EXPERIENCES

asosS 53
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Q&A

QUESTIONS?

GROWTH OPPORTUNITIES AND STRATEGY — NICK BEIGHTON
FINANCIAL PERSPECTIVES — HELEN ASHTON

TECHNOLOGY — CLIFF COHEN, BOB STRUDWICK, ANDREA TROCINO
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COFFEE AND COMFORT BREAK

SEE
YOU

BACK
AT
3: 10PM!

57



THE PRESENTING ASOS TEAM

EXECUTIVES

NICK BEIGHTON HELEN ASHTON CLIFF COHEN BOB STRUDWICK ANDREA TROCINO
CEO CFO ClO CTO Head of Mobile

ANDY BERKS EVE WILLIAMS NICK LOVEDAY STEFAN PESTICCIO  VANESSA SPENCE JOHN MOONEY
Director of Brand Experience Womenswear (WW) Menswear (MVW) Womenswear MW Creative
Perform. Marketing Director Retail Director Retail Director Design Director Director & Production

58

discover fashion online






OUR TARGETED, CUSTOMER-CENTRIC STRATEGY LEADS USTO

ACQUIRE & RETAIN VALUABLE, HIGH QUALITY CUSTOMERS

SIGNIFICANT
OPPORTUNITIES

UNDERSTAND

OUR CUSTOMERS

60
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DIGITAL CHANGED THE WORLD OF ADVERTISING

OLD WORLD - “MAD MEN” ADVERTISING NEW WORLD - “MATH MEN” ADVERTISING

EBRAEE. saa

MESSAGE AMPLIFIED AT SCALE TO POTENTIAL CUSTOMERS MESSAGE TARGETED AT SPECIFIC CUSTOMERS

WE FOCUS ON USING DIGITAL & HARNESSING ITS TRACKABILITY TO BE LASER FOCUSSED
ON WHEN, WHERE & TO WHOM WE SHOULD SPEND MARKETING MONEY




EVEN THE DIGITAL LANDSCAPE HAS CHANGED

THEN

Go gle lenenfe holidays

9 A privacy reminder from Google

Tenerife Holidays
W " holidays com/ Tenenfe v
Holiday Ex

All Inclusive From £209pp Winter Sun From £23%9pp
Tenerife Holidays - ThomasCook.com
wWww Ihomas: * Tenerit v
.....
BA Tenerife Holidays - Book Flight + Hotel Together & Save
W brisharways com/Tenentfe

Holidays to Tenerife 2015 / 2016 | Thomson
W ¢ k/desting e/ tenerfeholidays tenenfe nt  «

Tenerife Holidays
K Idayos . Tenenty

£89 Holidays to Tenerife
w holigaya entre .

Cheap Tenerife Holidays
p nebeach co uk Tenente

CoopTravel™ - Tenerife
= KTenertte

.....

nnnnn
""""

Ho!

haays

TARGETED BY KEYWORD / PUBLISHER / TERRITORY

CHANNELS AT THE CENTRE

NOW

50S ASQS (VDefauIt)
am points and unlock major rewards when s
der your dream picks with ASOS A-LIST.

1&Cs apply. See here: hitp://ascs.do/NP2rKy

S
= -
_ ~
"; ' {
f = N\
£80.00 £12.0

TARGETED BY DEVICE / LOCATION / CONTEXT

CUSTOMERS AT THE CENTRE

discover fashion online
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CUSTOMER BEHAVIOUR IS ALL ABOUT MOBILE

VIDEO

V e

FITNggg
Qg
8.

SHOPPING
a a

ebay

TRAVEL

D8 ©

63



MOBILE PLATFORMS AS ADVERTISING PLATFORMS
S

MATURITY OF ADS OFFERING

asos 3
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WE INVEST SUSTAINABLY,

NOT GROWTH AT ALL COSTS

discover fashion online

ANALYSE
FUTURE VALUE IN-YEAR PROFIT




STRONG GROWTH IN NEW CUSTOMER ACQUISITION

NEW CUSTOMER ACQUISITION OVER TIME (INDEXED)

5 YR CAGR
284

213

167

100

2010 2011 2012 2013 2014 2015

APPROXIMATELY 70% OF NEW CUSTOMERS ACQUIRED ARE UNDER 30 YEARS OF AGE




NEW CUSTOMERS DEVELOP INTO GREAT CUSTOMERS

CUSTOMER VALUE OVER TIME (INDEXED)

YEAR OF 2005 2006 2007 2008 2009
ACQUISITION
2010 2011 =—2012 =—2013 2014
140 -
130 -
//b
120 - /
110 - /
100 —/
,\i\//’
90 -
80 -
70 I I I I 1
Istyear 2ndyear 3rdyear  4thyear  5thyear  6th year

AVERAGE WEIGHTED CUSTOMER VALUE (INDEXED)

135 -
5 YR CAGR
130 -
125 -
120 -
s . 13

110 -

107

105 - 102

100
100 -

95 -

90 -

85
1styear 2nd year 3rd year 4th year 5thyear 6thyear
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WE UNDERSTAND OUR CUSTOMERS, AND WE KNOW

HOW TO REACH THEM BY PRODUCING GREAT CONTENT

TN

SIGNIFICANT
OPPORTUNITIES

\/

UNDERSTAND
OUR CUSTOMERS

69
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TURNING SALES INTO LOYAL CUSTOMERS AND ADVOCATES

BEING HERE
BRINGS US
BEING HERE ADVOCATES
BRINGS US
CUSTOMERS ] DEFEND
FORGIVE Ill stand by you
BEING HERE | still love you no matter what
DELIVERS SALES
no matter what
REPRESENTS ME
BEING HERE GETS US ] Your brand helps define who | am

CONSIDERATION
KNOWN FOR SOMETHING | CARE ABOUT

Everyone knows your brand stands out

KNOWN FOR SOMETHING

| know what your brand does/ makes

EXISTS

| have heard the name

m 70
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SOCIAL MEDIA MATTERS TO 20-SOMETHINGS

THE SNAPCHAT APP REACHES 41% OF 18 TO 34-YEAR-OLDS IN THE U.S,,
WHILE THE TOP 15 TV NETWORKS IN THE COUNTRY
REACH JUST 6% OF PEOPLE IN THE SAME AGE BRACKET

SNAPCHAT'S 100 MILLION DAILY ACTIVE USERS

100M SPEND AN AVERAGE OF 25 TO 30 MINUTES PER DAY ON THE APP
ACTIVE USERS (DAILY)

90% OF INSTAGRAM USERS ARE UNDER 35 AND
41% OF ALL INSTAGRAM USERS ARE BETWEEN 16 AND 2

THE AVERAGE INSTAGRAM USER SPENDS
21 MINUTES PER DAY ON THE APP

400M
ACTIVE USERS (MTHLY)

Source: Instagram Press Room, Snapchat Ads Information m 72
iscover fashion online



GROWING FOLLOWERS ACROSS ASOS SOCIAL MEDIA PLATFORMS

6.2M
(+70% YOY)

2.8M [ e @ 6.0M
(+3% YOY) (+70% YOY)

17.2M

143K
(+5% YOY) ("'47 % YOY) o o (+76% YOY)

TOTAL SOCIAL
FOLLOWERS'

102K

476K
2 (+1,169% YOY)

(+17% YOY)

D 1.4M
(+14% YOY)

Source: Facebook Analytics, Twitter Analytics, Sprinklr, ASOS own records
Note: ' ASOS brand accounts only. 2 Other social media platforms include VK, WeChat, Weibo,
Spotify. Highlighted platforms represent the most important social media platforms discover fashion online



WE GATHER INFORMATION AND DATA ABOUT OUR CUSTOMERS

FROM A WIDE VARIETY OF SOURCES

& asos asos
Millward NET PROMOTER CUSTOMER CUSTOMER
LABS lon1s
- . Audience insight . Ethnographic
Description Brand tracking  Customer loyalty and trends User testing studies
F
Method Survey Survey ::;Jssg:::;s Focus groups Interviews
. of | 720K
No. of people we 13.8K 120K Deskiop, 3k 216 120
speak to annually 600K Mobile Fashion forward adopters
E:;?::tnc)' of Quarterly Monthly Quarterly Monthly Ongoing
Number o.f 5 . 3 T 3
geogrqphles (10 nationalities) (10 cities)
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UNDERSTANDING THE ROLE CONTENT CAN PLAY IN OUR AUDIENCES’ LIVES

FASHION &
BEAUTY FEED

17™ JUNE

PODCAST
°s
~

7

+ B

/AN

KENDRICK'S GUIDE TO TRACKSUITS
Sweats don't kill my vibe

FASHION & BEAUTY

Hands in the air for these
festival-ready bum bags

I v

{ L TR
| Py
> ' e
oQr O
o~ +
29,172 likes b
. x [N N L / oyt
asos Update your classic festival combo of denim ey vy - | A g 165 Y
cut-offs 'n' Cons with S316's key piece: the off-the- { 3o

L4
shoulder top. On trend AND no tan lines =

Q

discover fashion online
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UNDERSTANDING THE ROLE CONTENT CAN PLAY IN OUR AUDIENCES’ LIVES

discover fashion online

PRODUCES

60,000+

PIECES OF CONTENT EACH MONTH

~60,300 POSTS ON SOCIAL CHANNELS
~140 ARTICLES ON ASOS LIKES
~30 VIDEOS ON YOUTUBE

~615 ARTICLES ON SITE

~70 FEATURES ON ASSEENONME
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GAINING REACH THROUGH NON-DIGITAL CHANNELS TOO

FREE FASHION TRAVEL PEOPLE IDEAS BEAUTY G I \ =
2 - wwiw.glamour.com
,; % b | pr?
: 4/ b & .‘
4 b X y

" 0 14
| il

\ \!|
)
‘. 1 |
Illl‘\ N i )
L\ 17 ] 'l L
| W | b Y R Z ‘,/(
I | A 4 EROUER ¢
R (R \ [ TS 30
| 2 ‘ I~ o
& \ 3 ‘ &l Al
OTEAR TN T o " A
W NGV { . s
3 Sk | LA
[ 1 $
)\ \ ! ; %

Instant Bliss Anytime, Anywhere

Collect Them All! u Jakd7 8

454,797 405,308 404,014 350,031

THE ASOS MAGAZINE HAS THE HIGHEST CIRCULATION OF ANY FASHION MAGAZINE IN THE UK

Source: Audited Bureau Circulation, 2015 full year circulations, UK m
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PRESENCE ACROSS ALL PLATFORMS, NOT JUST A SINGLE APP

Are you the Patsy Stone of your friendship group?
There's atways one who's first with the Bubbies
(4]

ass A0S

So you're thinking of launching a label? You NEED to

Ut our competition

@17 -

< asos_menswear

ASOS >

|

HOME  VIDEOS  PLAYLISTS ~ CHANNELS |
- -
ile]

T
s | ;
i

<= A

Hiya..! @ Our girl Josy il

Win a holiday
ASOS Travel

ASOS Fashion Discovery

White Jeans

AR o o ADR
Q

10:31

< asos_menswear

® 3,390 likes
nswear Warm eart
ongest contend

Q

*eee EEFT

ik =33

Wednesday 18 December

© asos
Sale! Sale! Sale!
Up t0 50% off is now on.
Drop. Everything.

Use your £15 ASOS A-LIST
voucher before it expires on
02/05/2016

View your dashboard:
sms.asos.ly/TgBauoBk

Ts&Cs apply Text END to 64505
to stop
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THE MOST IMPORTANT SOURCE OF INFORMATION
ABOUT OUR CUSTOMERS IS OUR PEOPLE

discover fashion online
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11:59 C A [ 11:59 o E) 11:59 ° [ 12:02
asos.com asos.com asos.com

asos ® @

asos.com

=Q asos ON

N . Y
,m youl yEHv J

#AsSeenOnMe" prei=ii #AsSeenOnMe‘f

Get inspired, shop fresh looks you'll <3 and ’ ! Get inspired, shop fresh looks you'll <3 and
share your own pics R share your own pics

See Terms & Conditions 5 > See Terms & Conditions

clxthesoverpeople loiswalby8
M - REFINE REFINE

abr7vintagesoul asos_tk

‘. i
o .f s
): 2 ‘ 7 2 ; R [.‘J o >~
‘ i A OR © | o;'o';o'.\'o R

oK) u ‘
KX A LOAKRKN ¢

eduhwud vincent_duchapeau

erikadellatorre ASOS_customer

pamelamateocastro weetin brandurnso inversus.twins
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13:44

asos.com

=Q asos
/‘\/)v\(’\\/\/\

Meet The Team

Follow your favourite Insider and shop their

L #OOTDs straight from Instagram!

@ASOS_Luce

ASOS INSIDERS

n_ _so
@ASOS_Oliver

13:44
asos.com

13:44
asos.com

!
\‘r#_:

@ASOS_TK

13:44
asos.com

4
@ASOS_Debbie

/
\

@ASOS_Gamze
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CREATING ADVOCATES WHO PROMOTE THE ASOS EXPERIENCE

DELIVERY SERVICE

Jade Mather L % Follow T Sam 2 Follow R Shay Ruiz | ﬂ emat

| love @ASOS and their fast delivery ® This ASOS A-list will be dangerous to my bank | love @ASOS so much % Honestly | love ASOS
account
- 6 22 ChRArQEn® 6 23 LURAKPWRE Y
] 5 23
m ¥ Bella % X 2 Follow
‘ e
These are the kind of texts | love to wake up to. ‘ ﬂ\ Holly H | & Folow
SOS you have my heart xoxox w Cln e % (udfolow (A o pso
> Y y c ) | love Asos but | don't have endless money
T = , y fortunately.
000 vodafone UK = @ 78% W) . @ASOS have absolutely nailed their rewards uniertunatey
ﬂ Samuel Kennedy (5]
scheme S8 @bluu_ruiz @ASOS_HeretoHelp @ASOS they do have amazing clothes.
-y
. ASOS Here to Help I SHANNON DAY. £ 2 Follow
asos viv 2020 @bluu_ruiz Oh you guysssssssss, you're making us blush & t
. MUSIC TO MY EARS : I
Hope you're enjoying ASOS A-LIST - it's pretty sweet, right? | wish one Ejay Henry would be like 'I've brought
1f you thought things couldn’t get any better, hold on 1o your headphones cos here's a major perk — 60 days of every“[hmg in your Asos basket for you because |

Tuesday 31 May

Spotity Premium for free. Nicel* R Samuel Kennedy
50S_HeretoHel bluu_ruiz well the skinny shirt and the skinny jeans are my

love you' that would be nice

ﬂx |avome | like fashionable stuff. love the app interface too . r' g R ! l‘l.\}:
@ Hermes
Your ASOS parcel is now with your local
Hermes courier and is on it's way to you. ASDS i | ﬁ' L
Delivery will be attempted between 09:00 @ N EW CATEGORY
and 13:00 today
el LOOODOL we've gone =
crackers at the warehouse thanks to %5 Wedding magazine & arolow | g Georsls Luisa Meramo & 2 Follow
=R|2 : i
@ ) : ‘
ASOS brings us bridal & it's so #onfleek: James peered over and I'm looking at the new
bridal range (was just
ow.ly/ZI3cX ‘ ¢
looking, promise) &
Oli {¥ 2 Follow f? l g
, [ 3 :
Ordered some clothes from asos at 11 Iast‘nlght ﬁ connorosd LOOOOL wif | ordered ‘ g
and 1he t.;ie‘llvery got to my house at 9:30 this sunglasses from @ and they gave me \ - g o ——
morning *& maaaad crackers with my order JAleld ¥
- < So have launched their bridal wear. Can
s e 317pm. lun 23 from Twitter for iPhone _/. “ “ % | have another wedding now?
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HOW ASOS IS WOVEN INTO THE LIFE OF A CUSTOMER







WHY WE ARE DIFFERENT FROM
OTHER RETAILERS...

WE ARE CUSTOMER OBSESSED

WE PROVIDE A UNIQUE PRODUCT OFFER

“TO BE THE WORLD’S NUMBER 1
FASHION DESTINATION
FOR 20 SOMETHINGS”




’20 SOMETHING’ FOCUSSED




GRUNGE GUY

SAINT LAURERS
PARIS

discover fashion online
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Ferreira
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MENSWEAR WOMENSWEAR

BASIC ADVENTUROUS BASIC ADVENTUROUS




SKATE GIRL

discover fashion online
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SKATE GUY

A

AN

P |
! i | -

P, &8  GOODHOOD

B o .{—\\_

\ 8

R & \r:‘ - Supreme

LONDON

discover fashion online
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BASIC

MENSWEAR

ADVENTUROUS

WOMENSWEAR

BASIC ADVENTUROUS
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HOLIDAY

93
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FESTIVALS

discover fashion online
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MATERNITY
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UNIQUE PRODUCT OFFER

ASOS BRAND
+
THE BEST EDIT
OF BRANDS

TO BE THE WORLD’S NUMBER 1
FASHION DESTINATION FOR
20 SOMETHINGS




ASOS BRAND

asos

“THE JEWEL IN THE CROWN"

BRAVERY IS IN OUR BLOOD

WE ARE CREATIVE & AUTHENTIC
TO OUR CORE

FASHION THRIVES ON INDIVIDUALITY
& SHOULD BE FUN FOR EVERYONE

TOGETHER WE GROW FRESH TALENT &
KEEP FASHION MOVING FORWARD

98



ASOS BRAND

BEST PRICE

GREAT QUALITY

FIRST WITH TRENDS

REACTIVE TO CUSTOMER DEMANDS

SPEED TO MARKET

WIDTH OF OFFER

DESIGNED FOR EVERY 20 SOMETHING

CUSTOMER

7a

TTITTTLALY



BRANDS @ ASOS

@ THE BEST EDIT OF GLOBAL BRANDS
- FOR THE 20 SOMETHING CUSTOMER

& WE EDIT WHAT BRANDS WE STOCK
?/ ON SITE

WE EDIT THE BRANDS COLLECTIONS

SO THE CUSTOMER DOESN'T HAVE

" TO
RIVER ISLAND ~ HOLLISTER

ONLY THE VERY BEST MAKE THE
FINAL CUT

EVERY YEAR THE EDIT IS DIFFERENT

LAST YEAR: 300 NEW & 300 EXITED

iscover fashion online



EXCLUSIVE COLLECTIONS & STYLES

WORK WITH EXISTING BRANDS
OFFERS A POINT OF DIFFERENCE

COVERS AN IDENTIFIED GAP IN THE
RANGE

HEAVILY INFLUENCED BY ASOS
BUYING TEAMS

GLOBALLY EXCLUSIVE TO ASOS

RTHMO OCOZC
NO DENIMRE ONE DAY | NOCOZO
B ®
I
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EXCLUSIVE COLLECTIONS & STYLES

THE NEWEST BRANDS YOU HAVE
YET TO HEAR ABOUT

SPOTTED ON INTERNET, SOCIAL
AND BUYING TRIPS

RECOMMENDED BY STAFF,
FRIENDS AND CUSTOMERS

WE UNCOVER THE VERY BEST
BRANDS PEOPLE DON'T YET KNOW
EXIST!

N

PTHMO T A\ g
ODENIMRE ONE DAY | NOCOZO
B ®
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PRODUCT AREAS WE OWN

DENIM T-SHIRTS FOOTWEAR
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PRODUCT AREAS WE OWN

DRESSES

p—)
i

SPECIALIST

SAINO

FOOTWEAR

b
Fa
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NEW EMERGING OPPORTUNITIES




SUMMARY

“THE GREATEST POSSIBLE
CHOICE OF
RELEVANT FASHION,
AT THE BEST PRICE,
WHATEVER YOUR SHAPE
OR SIZE”

discover fashion online



FASHION WITH INTEGRITY
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ASOS ETHICAL TRADE AND SUSTAINABILITY

503 factories across 29 countries, employing 88,574 workers: 100% factories audited yearly

Ethical Trading Initiative (ETI) member since 2009: active participation in working groups
Action, Collaboration, Transformation: a collaborative process with 17 brands and IndustriALL
towards Living Wages for workers in global textile and garment supply chains

Focus on principles to support responsible recruitment of labour in supply chains including
migrant and contract workers

Mix of Better Cotton (BCl) in our product has increased and is reaching ‘business as usual’ scale
for ASOS

Managing chemical risk in the supply chain has moved on from applying the fundamentals of
REACh legislation to anticipating global trends in this area and tackling them before they cause

A\

™
<
&
@I

a problem for us




PROACTIVE AND FLEXIBLE APPROACH
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THE POWER OF THE ASOS DESIGN TEAM

61 STRONG DESIGN TEAM
51,000 STYLES PER YEAR
112 INSPIRATION TRIPS
359 DEVELOPMENT TRIPS

DESIGN INFLUENCES EVERY SINGLE STYLE

ooooooooooooooooooooo



SUMMER TALES MCQUEEN EXHIBITION - SAVAGE BEAUTY

112
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SPEED TO MARKET

SOCIAL MEDIA

STREET STYLE

SKETCH TO SITE IN 6 WEEKS

638k UNITS

113
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‘BIG DEALS’

CHOKERS 430k UNITS

OFF SHOULDER 1.9m UNITS

BODIES 2.6m UNITS

SUPER SKINNY SUITS 98k UNITS

BOMBERS 322k UNITS

LONG LINE TEE 1.5m UNITS

n

'a‘e
&
q
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CREATIVITY & TALENT

CREATIVE DESIGN TEAM
PATTERN ROOM

GRADUATE FASHION WEEK
PROTEGE SCHEMES
INTERNS

discover fashion online
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GRUNGE GIRL

Grimes

#
J

Acne Sturd‘_

1] L=

f

RETRO GIRL

%

discover fashion online

116



CREATIVE OPPORTUNITIES

POOL PARTY MUSCLE FIT




‘THE POWER OF THE ASOS DESIGN TEAM’

ooooooooooooooooooooo
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ASOS STUDIOS

13 STUDIOS
7 STILLS BAYS
360 SPINSETS
26 MODELS PER DAY
4,000 PRODUCTS PER WEEK
165,000 SHOTS TAKEN & EDITED

18,000 IMAGES UPLOADED WEEKLY

asoS 120
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MODELS & SEGMENTS

+185% POST RE-SHOOT

121



MODELS & SEGMENTS

BJ

+740% POST RE-SHOOT
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THE NEW PROPOSITION: WOMENSWEAR

fashion online



THE NEW PROPOSITION: MENSWEAR




ASOS CATWALK

125
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ASOS STUDIOS: THE VISION

SHIFT TO AN EDITORIAL AESTHETIC

CONTINUE TO ENHANCE & ENRICH
A PROPOSITION BETTER THAN FEELING

AGILE YET CONSIDERED

AND WHY...2

BECAUSE 'ASOS STUDIOS’ DRIVES SALES...!

asoS 126
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Q&A

ENGAGING CONTENT AND EXPERIENCES — ANDY BERKS, EVE WILLIAMS
RETAIL — NICK LOVEDAY, STEFAN PESTICCIO
DESIGN — VANESSA SPENCE

PRODUCTION - JOHN MOONEY

asoS 127






ASOS FASHION CATWALK

discover fashion online
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This presentation and information communicated verbally to you may contain certain projections and other forward-looking statements with respect to the
financial condition, results of operations, businesses and prospects of ASOS plc (“ASOS”). These statements are based on current expectations and involve
risk and uncertainty because they relate to events and depend upon circumstances that may or may not occur in the future. There are a number of factors
which could cause actual results or developments to differ materially from those expressed or implied by these forward-looking statements. Any of the
assumptions underlying these forward-looking statements could prove inaccurate or incorrect and therefore any results contemplated in the forward-looking
statements may not actually be achieved. Nothing contained in this presentation or communicated verbally should be construed as a profit forecast or profit
estimate. Investors or other recipients are cautioned not to place undue reliance on any forward-looking statements contained herein. ASOS undertakes no
obligation to update or revise (publicly or otherwise) any forward-looking statement, whether as a result of new information, future events or other

circumstances. Neither this presentation nor any verbal communication shall constitute an invitation or inducement to any person to subscribe for or otherwise

acquire securities in ASOS.

discover fashion online
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