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Six Month Highlights

* Strong Sales +34%
* Strong traffic, conversion & frequency

* 6 million active customers

hIEHHFIN

* IT programme on track

* Russia launch imminent, China on track

JAMIE DORNAN + CHARLI XCX + MELODYAS ESHD CHAMBER + SYRON o
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Nick Beighton — ASOS Financial Philosophy

Fuel for growth

* Leverage cost base

* Maximise cash EBIT

 Strong return on invested capital




Highlights

Six months to

Six months to

28 February 29 February
£'000s 2013 2012 Change
Group revenues! 359,731 269,926 33%
Retail sales 352,263 262,921 34%
UK retail sales 137,579 108,967 26%
International retail sales 214,684 153,954 39%
Gross profit 179,604 137,190 31%
Retail gross margin 48.9% 49.5% (60bps)
Gross margin 49.9% 50.8% (90bps)
Profit before tax and exceptional items 25,694 23,134 11%
Profit before tax 25,694 21,626 19%
Diluted underlying earnings per share2 23.3 20.5 14%
Net funds3 45,224 12,718 256%

LIncludes retail sales, delivery receipts and third party revenues
2 Underlying earnings per share has been calculated using profit after tax but before exceptional items
8 Cash and cash equivalents less bank borrowings



Statement of Comprehensive Income

Six months to

Six months to

28 February 29 February
£'000s 2013 2012 %o change
Revenue 359,731 269,926 33%
Cost of sales (180,127) (132,736) (36%)
Gross profit 179,604 137,190 31%
Distribution costs excluding exceptional items (53,038) (36,548) (45%)
Administrative expenses excluding exceptional items (100,898) (76,843) (31%)
Operating profit before exceptional items 25,668 23,799 8%
Finance income 87 - 100%
Finance costs (61) (665) 91%
Profit before tax and exceptional items 25,694 23,134 11%
Exceptional items - (1,508) 100%
Profit before tax 25,694 21,626 19%
Income tax expense (6,324) (5,751) 10%
Profit after tax 19,370 15,875 22%
Effective tax rate excluding exceptional items 24.6% 26.4% 180bps




Sales growth

Six months to 28 February 2013 International Group
£'000s UK us EU RoW Total Total
Retail sales 137,579 35,551 77,457 101,676 214,684 352,263
Growth 26% 54% 36% 37% 39% 34%
Delivery receipts 2,477 663 920 1,330 2,913 5,390
Growth (36%) 47% 15% 66% 42% (9%)
Third party revenues 2,078 - - - - 2,078
Growth 95% (100%) (100%) (100%) (100%) 90%
Group revenues 142,134 36,214 78,377 103,006 217,597 359,731
Growth 25% 53% 36% 38% 39% 33%
Group Retail Sales (£m)
Six months ended 28 Februa
OInternational Y 352.3 +34%
B UK 262
62.9 +45%
181.6
+57%
115.4

+108%

2008/09 2009/10 2010/11 2011/12 2012/13

International % 20% 29% 459 599 61%
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Gross profit performance

Six months to 28 February 2013 International Group
£'000s UK Us EU RoW Total Total
Gross profit 65,874 20,630 37,980 55,120 113,730 179,604
Growth 22% 40% 33% 38% 37% 31%
Retail gross margin 44.6% 56.2% 47.8% 52.9% 51.6% 48.9%
Growth (30bps) | (550bps)  (120bps) (120bps) (60bps)
Gross margin 46.3% 57.0% 48.5% 53.5% 52.3% 49.9%
Growth (100bps) | (540bps) (120bps) 10bps (110bps) (90bps)
Retail gross margin movement
H1 2012/13 versus H1 2011/12
Price
investment Improved stock
H111/12 (1.8%) Sourcing gains management
49.5% 0.3% 0.9% H112/13

48.9%
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KPI Highlights

* 6 million active customers at 28 February
2013 (UK - 2.5 million; International —
3.5 million)

* Average units per basket up 3% to 2.34,
up in all segments

* Average selling price down 9% to
£25.73, down in all segments due to re-
price

* Order contribution down 10% to £13.76,
impacted by price investment and

improvements to delivery proposition

* Conversion up
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Delivering operating efficiency

£ million Investing in our customer
l 120 I Improving leverage and efficiency
bps lAdditionaI investments
53.0
100
bps
s 170
130 bps
bps Iso
20.6 20.5 bps
16.4
10
10
bps
10 bps P
bps 4.6 6.5
T T T T = T : T T 1
Distribution Payroll and Warehousing Marketing Production Technology Other Depreciation
costs Staff Costs costs operating and

costs* amortisation

Total bps increase in operating costs to sales ratio: +50bps (excluding delivery investment)

*Includes day to day running of head office, credit card handling fees and legal and professional fees
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Cash flow

£'000 2,345 (11,000)

2032
1,824
6,522 -' [
l
25,668 . (10,051)

45,224
27,884
Opening net  Operating Depreciation Other** Bonded Other working  Creditor Capex Closing net
funds profit* and warehouse capital benefit timing funds

amortisation benefit difference

*  Excluding exceptional items
** Includes share based payments charges, issue of share capital, purchase of shares by Employee Benefit Trust and interest paid

discover fashion online
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ASOS Long Term Incentive Plan (ALTIP)

New Long Term Incentive plan for Executive Directors and Senior Management

Three-year performance period from 1 September 2012 to 31 August 2015, with challenging EPS and
TSR targets.

‘Target’ ‘Stretch’

Maximum percentage vesting 70% 100%
TSR performance (within FTSE All Share General Retailers Index)* Upper quartile  Upper quartile

Cumulative annual growth in EPS* 23% 32%
Required EPS for year to 31 August 2015 73.7p 91.1p
Implied sales for year to 31 August 2015 £1.0bn £1.3bn
Maximum share dilution** 1.1% 1.5%

*  Requires cash investment by Executive Directors and encourages investment of own money by other
participants; strong incentive to deliver results

*  £1.5m first-time charge in H1 2013, estimated c£4-5m charge for full year.
*  Accompanied by further grants under Performance Share Plan and introduction of Share Incentive Plan

which offers free shares in ASOS to all employees

* During performance period from 1 September 2012 to 31 August 2015
** Based on issued share capital as at 28 February 2013
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Guidance

e Sales: £1bn

* China: c€4-6m operating investment in
each of FY 2014 and FY 2015

* EBIT margin: ¢7% post ALTIP charge in FY
2013, increasing to c8% post ALTIP
charge by FY 2015

e ALTIP:

c0.9m share dilution (target vesting)

c£4-5m pa non-cash charge

* Capital expenditure: c£35m per year,
including China

* No dividend currently planned




Nick Robertson - CEO
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Our Strategy - Recap

Most Engaging
Experience

),
To become the No.1

fashion destination for
20 somethings, globally.

—

Highly Efficient

Truly Global Retailing



No 1 Fashion destination...

For twenty somethings, globally

Average Daily

Position Name Visitors (000s) Position
1 ASOSPlc 720 1
2 | VANCL.COM 583 2
3 INDITEX Group 554 3
4 HM.COM 471 4
5 MYNTRA.COM 435 5
6 Bonprix 368 6
7 Nike 344 7
8 MOONBASA.COM 317 8
9 Limitedbrands 274 9

10 Forever 21, Inc 268 10

Comscore rankings for February 2013 for 15-34 year olds
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Name

VANCL.com
ASOS PIc
MYNTRA.COM
HM.com

INDITEX Group
Nike

Bonprix
MOONBASA.COM
Limitedbrands
Dafiti Sites

Total unique visitors per
month (000s)

7,961
7,213
6,869
6,842
6,505
6,270
5,602
4,847
4,583
4,380



No 1 Fashion Destination...

Highlighting cities sending traffic to ASOS during February 2013

' 2 IV an ~. .
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Good progress in all main markets

Share of Traffic — key territories (Comscore)
for 15-34 year olds ranked on monthly
visitors in the retail apparel category

15-34 February 2013 February 2012
UK 1st 1st

uUs 11th 24th
France 3rd 12th
Germany 11th 20th
Australia 15t 1st
Spain gth gth

Italy 4th gth

discover fashion online



Most Engaging Experience

The Importance of Mobile
— nearly 30% of traffic

* Mobile traffic growing 3x faster
than web visits

* New m.asos.com site now
launched

* Apple App refresh and Android
App coming soon

* Strategic market language
capability rolled out over next few
months
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Most Engaging Experience — Conversion & Frequency

ASOS Midi Dress With Holographic Pastel NPT Lotk
Sequins
£120.00
wf e i
. o H'Hilrvlsunnil".“: x
Q@ E . ‘

* 100bps conversion increase on sales

=c.£44m

e 1% reduction in returns

= ¢c.£10m

* Conversion improvements
- ASOS Fit
- Optimisation with Complete /Buy the Look
- Browse ‘Recently Viewed’ items

* Personal Stylist trial continuing

19
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Most Engaging Experience — Content & Social

* Up weighted marketing spend stngon i)

* ASOS magazine’s ‘Fashion Up’ .
Launched with French version — EU and ‘\ AR /:

o SAVVY SUNDAY
US versions to come Er‘"‘!é’

* Campaigns - Social / Christmas /Denim

“ASOS's use of shoppable video in their 'Best Night Ever'
campaign places them at the forefront of social
commerce. Using the most up-to-date technology, ASOS :
combined shopping with entertainment to reach their +22V2I§A)W§ver
customers in that magic moment and make it actionable.” Christmas
Peter Fitzgerald, Country Sales Director, Google UK

G+
Hangouts:




Customer Satisfaction

John Lewis

92%
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93%

90%

Source: Institute of Customer Service 2013
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Russia - Key Observations

 Already our fifth biggest market outside
of UK

* Romanised Russian widely
understood and used

* Delivery within a week is considered
excellent, 2 weeks good and drop off
points widely used for returns

* Moscow / St Petersburg account for
c.15% of the population but as much as
60% of current eCommerce sales

22



Russia — ASOS Progress Report

AINAFRIUM g —

* Roll out model similar to other
European launches

UK based team of Russian nationals
recruited

T e

5

* Free delivery

' AEHIIMHBI = MVKYHMHBI Mirsnstit kabuser  Mabpaumoe = Kopauma 1302,70RUB (1

* Tracked express delivery solution P e ot

aaTse-GyTaap ¢ pyKapai-oHAPHKAMI
ASOS

2 084,32 py6.

* Customer care though current / . | G
language partner | ‘ -

* PR agency selected

Soft launch of ASOS.ru imminent
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China - Key Observations

* Apparel is already the most popular online shopping
category.

* Alibaba group dominates ecommerce

* The look and feel of websites is very different

* Substantial logistics investment over recent years
* Delivery expectations increasingly similar to UK
» Customer care offers a unique challenge

* Payment environment evolving rapidly

discover fashion online
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China - ASOS Progress Report

Our approach

m » B 400-500-600

ancorer Tavon on e

* Shanghai based Country Manager = = = s
appointed with multi disciplinary in ’ |
country team being recruited now

* Stock in country — both ASOS and
selected 3™ party brands

* IT development well underway with
stand alone IT system

« 3" party Logistics and Customer
Care partners chosen

* On target for October launch

25
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Truly Global: distribution strategy

Barnsley bonded warehouse

| > DELIVERED: January 2013

Relocated Australia returns centre

l > DELIVERED: March 2013

=== Barnsley automated despatch sorter

< N | > ON TRACK: August 2013

Third-party China distribution centre
| > ON TRACK: October 2013

US fulfillment from returns

| > ON TRACK: By December 2013

Barnsley extension/further mechanisation

' > ON TRACK: Calendar year 2014

26
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Highly Efficient Retailing

* ASOS own label growth
* New 3rd party brands
 Supplier sourcing gains

* Value fashion ‘style steal’

* Retail Brilliance Academy

NEW LOOKse

asos| retailbrilliance
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Summary

* Very positive first 6 months
e Momentum in all areas
e Russia and China next

« £1bn firmly in our sights

Most Engaging
Experience

>
To become the No.1

fashion destination for
20 somethings, globally.

—

Highly Efficient

Truly Global Retailing



Appendices
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Group KPIs to February 2013

Million Visitors Conversion % (based on total unique visits)
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Group KPIs to February 2013 (2)

Group Conversion (based on total visits)
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5 year summary to February 2013

Group Revenue £m
Six months ended 28 February

Gross profit £m

+31%

9.7 +33% Six months ended 28 February 179.6
269.9
+43% 137.2 55,
189.4 , 539,
0 90.3 +50%
123.9
96.8 +28% 47.2 603 +28%
+108% T +94%
2008/9 2009/10 2010/11 2011/12 2012/13 2008/09 2009/10 2010/11 2011/12 2012/13
PBT* £m
EBITDA* £m Six months ended 28 February
Six months ended 28 February
2.2 +14% 25.7
23.1 +11%
+60% +52%
17.7 15.7
13.1 +35% 12.1 +30%
2.8 +69% 7.3 +65%
+65%
+164%
2008/9 2009/10 2010/11 2011/12 2012/13 2008/9 2009/10 2010/11 2011/12 2012/13

* Underlying, excluding exceptional items
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Global order contribution analysis

Six months to 28 February 2013

International

Group

UK uUs EU ROW Total Total
Total sales excluding third party
revenues (£'000) 140,056 36,214 78,377 103,006 217,597 | 357,653
Gross profit excluding third
party revenues (£'000) 63,796 20,630 37,980 55,120 113,730 | 177,526
Distribution costs (£'000) (12,282) | (12,561) (10,889) (17,306) (40,756) | (53,038)
Total contribution (£'000) 51,514 8,069 27,091 37,814 72,974 | 124,488
Number of orders (*000) 4,152 877 2,027 1,988 4,892 9,044
Contribution per order (£) 12.41 9.20 13.37 19.02 14.92 13.76
6 months to 29 February 2012 13.26| 1737 1337 2206  1757| 1542
contribution per order (£)
Variance (6%) (47%) - (14%) (15%) (11%)




Operating costs

H1l % of H1 % of | Change Change in
£'000s 2012/13  sales| 2011/12 sales % % of sales
Distribution costs 53,038 14.7% 36,548 13.5% 45% (120bps)
Payroll and staff costs 30,164 8.4% 25,340 9.4% 19% 100bps
Warehousing 20,631 5.7% 16,135 6.0% 28% 30bps
Marketing 20,455 5.7% 10,872 4.0% 88% (170bps)
Production 2,128 0.6% 1,832 0.7% 16% 10bps
Technology 4,621 1.3% 3,685 1.4% 25% 10bps
Other operating costs 16,377 4.6% 14,480 5.4% 13% 80bps
Depreciation 6,522 1.8% 4,499 1.7% 45% (10bps)
Operating costs 153,936 42.8% | 113,391 42.0% 36% (80bps)




Warehouse Performance

£ per unit

1.20 - Labour Cost Per Unit

1.00 -~
0.80 -

0.60 -

February
2013
£0.58

August
£0.56

0.20 -

R R R R R I I R P i
X & < « o’ 0) Q é' &
& Q\'o* 3\>° N voq (oe,Q & S F NPT & R Q\’o g S &
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Statement of Financial Position

28 February 31 August
£'000s 2013 2012
Goodwill and other intangible assets 27,559 23,236
Property, plant and equipment 27,416 27,293
Deferred tax asset 8,254 8,111
Non-current assets 63,229 58,640
Working capital 24,756 19,038
Net funds! 45,224 27,884
Current tax (liability)/asset (4,242) 425
Net assets 128,967 105,987

1 Cash and cash equivalents less bank borrowings



Fixed asset additions

FY 2013 H1 H1
Guidance 2012/13 2011/12

£000 £000 £000

IT 23,330 8,379 8,896
Facilities 3,370 792 1,227
Warehouse 4,300 1,797 2,005
Total 31,000 10,968 12,128




Key terms and definitions

Retail sales

Group revenues

Net funds

Average basket value

Average units per basket

Average selling price per unit

Active customers

Unique visitors

Labour cost per unit (LCPU)

Sales of goods through our internet sites, net of returns

Retail sales, postage and packaging income and third party
revenues

Cash and cash equivalents less bank borrowings

Total order value including VAT and excluding returns,
divided by total orders

Total orders divided by total units sold, excluding returns

Total order value including VAT and excluding returns,
divided by total units sold

Customers who have shopped with ASOS during the last 12
months, as at 28 February 2013
Individuals visiting the site during February 2013

Warehouse labour costs divided by units processed;
excludes non-labour warehouse costs




ASOS Key Milestones
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ASOS Key Milestones
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Disclaimer

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.
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