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DARIUSZ MItEK

FOUNDER, MAIN SHAREHOLDER AND CEO
CCC Group




CCC x authentic

GROUP AUTHENTIC BRANDS GROUP

KEY FACTS AFTER ONE YEAR
OF CCC & AUTHENTIC

COOPERATION

2M+

units of Authentic
branded products
sold by the CCC
Group

7o

share of Reebok in
CCC’s sales revenues
in VIII’24 (x5 yoy)

authentic’s brands in
the CCC Group’s
offer (4 more
incoming)

share of authentic’s
brands in CCC'’s
sales revenues in
VIIr24



CCC x authentic

GROUP AUTHENTIC BRANDS GROUP

average intake gross margin on
Authentic branded products with CCC

S SHAQUILLE O'NEAL




AUTHENTIC’S EXPOSURE
TO PROSPECTIVE CEE
REGION, THANKS TO
COOPERATION WITH AN
UNDISPUTED

MARKET LEADER

1,7x—¢
Population in millions, - CE
USA vs Europe

418
331 WE

Source: Eurostat,
World Bank

USA EU




JAMIE SALTER

FOUNDER, CHAIRMAN AND CEO
Authentic Brands Group

BIO

« An industry pioneer, Mr. Salter has more + Cofounded Hilco Consumer Capital
than three decades of success in making (2006), private equity firm that invests in
strategic and profitable investments in consumer product retailers, wholesalers,
consumer brand-related activities manufacturers
+ Created a licensing playbook that « Founded Authentic Brands Group in 2010
connects superbrands with best-in-class and grew it into the world’s largest sports
partners to drive long-term value and entertainment licensing company
worldwide
+ An active member of the boards of Mount
« Cofounded Ride, Inc. in 1992 and grew it Sinai Toronto and the Muhammad Ali
into the second largest snowboard Center
distributor in the world, taking the
company public just two years later + Involved in many charity projects and

investment initiatives



AUTHENTIC
IN NUMBERS

50+ $32B+ 13K+
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BRANDS GLOBAL ANNUAL SALES STORES & SHOP-IN STORES
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1B+ 688B+
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THE AUTHENTIC MODEL

TRADITIONAL

AUTHENTIC MODEL

Authentic is a unified platform that integrates M&A, brand strategy,
creativity and digital innovation to unlock the power of our global
brand portfolio.

BENEFITS OF THE
AUTHENTIC MODEL

VERTICAL MODEL

Brand identity and strategy
Marketing and promotion
Product design

E-commerce operations

Authentic sets the global
brand vision and storytelling
Partners adapt marketing
strategy for local consumers

Partner designs, Authentic approves

Partner operates e-commerce,
Authentic curates technology stack

Strong operating margins and highly
capital efficient

Highly scalable distribution network
and enhanced exposure to
Authentic’s global partner network

Vast industry knowledge, consumer
insights and marketing support from
Authentic’s global HQ

Partnerships with best-in-class
operators create the ability to adapt
brand strategy by category and
territory

Diversified brand portfolio and
category mix, leveraging Authentic’s
virtuous circle of marketing



SALES
GROWTH

| $0.1B $0.2B $0.3B $2.4B

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024



SHAREHOLDERS

4

GENERAL ATLANTIC CVC CAPITAL PARTNERS
N
LEONARD GREEN & PARTNERS GIC
_—— e
LION CAPITAL JASPER RIDGE PARTNERS
- YT .
QATAR INVESTMENT AUTHORITY OAKTREE

INDEPENDENT SHAREHOLDERS

SHAQUILLE O’NEAL ‘% DAVID BECKHAM



REEBOK

65M+ $5,4B+ 21M+

PAIRS OF SHOES SOLD ANNUAL REVENUE FOLLOWERS

MISSION:

Get more people to express themselves
through movement

CHARACTERISTICS:

Bold, Street, Authentic, for the people,
defiant

CUSTOMER:

Fit, fun, adventure seekers, Gen Z, Millenials




OUR ATTITUDE:

IRREVERENCE
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CLASSIC LEATHER ClUBC BBA0OO I PUMP

Heritage Running Heritage Court Heritage Basketball Performance Basketball

1983 1985 1986 1989

116 NANO FLOAT

Style Running Training Performance Running

2010 201 2017
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greatness
selves.

\ - who are connected to
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MILLENNIAL

GENX+

'GENZISTHEBULLSEYE
OF OUR CONSUMER TARGET



3000+

Shop-in-Shop

1230+

Branded Stores

RETAIL SALES ANNUALLY
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REEBO PRRTNERS

SPORTS

JUSTIN FIELDS SURYAKUMAR ASHOK YADAV

LIFESTYLE

TOBE NWIGWE



$186M+ 1,3M+ 15+

ANNUAL REVENUE FOLLOWERS LICENCEES

MISSION:

Using the highest quality materials and
techniques, Hunter leads the way in design
and performance.
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CHARACTERISTICS:

British heritage redefined, unmatched
craftmanship, enduring style
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CUSTOMER:

Target age 25-34
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HUNTER

HOLDS TWO ROYAL WARRANTS OF
APPOINTMENT TO HM THE QUEEN
AND HRH THE DUKE OF EDINBURGH
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SHAQUILLE O'NEAL







PROVEN
LICENSING
SUCCESS

across consumer
categories and

multiple channels
of distribution.

60+ \

LICENSEES 5
GLOBALLY '7‘5 -
BROAD 4
CONSUMER
AWARENESS

among all demographic
groups; general market,
minorities, men, kids, and
moms; cuts across income
and geographic lines.

Fusion of
BUSINESS
- HSI t’:ﬁf;:gglc SHAQUILLE HAS AN E-SCORE OF A WHOPPING 100,
S HIGHER AND WITH MORE NAME RECOGNITION THAN
PERSONAL SOME OF HIS MOST POPULAR CONTEMPORARIES. HE

locally and nationally.

INVOLVEMENT RESONATES MOST WITH ADULTS 25 AND OLDER.

in support of partners.

®

CELEBRITY



DVER B30 FOLLOWERS

- MILLION MILLION MILLION MILLION MILLION

O ‘ tooners ‘ tooners @ ‘rouowms X ‘ tiones " ‘ FOLLOWERS

) MILLION 3 MILLION THOUSAND THOUSAND @ MILLION FOLLOWERS
o= FOLLOWERS roowers FOLLOWERS % foowsrs . SV EAEAL

43%

28%

16%
5%

6%
I 1% 1%

* All data as of August 01,2024 13-17 18-24 25-34 35-44 45-54 55-64 65+




SH AQ SIILE=DRIVIELR
SHaq > ' WAE@E
FOOTWEAR o0

QUALITY MATERIALS

THE SHAQ™ BRAND has always been focused on . Real Rubber

providing iconic performance footwear with the best-in- - High-grade Textiles

class value for price. + Real full-length leather outsoles

on Mens styles

. « Real EVA
SHAQ™ FOOTWEAR targets budget-conscious ° oam
s « Nylon Shanks to aid in flexibilit
consumers who seek affordable, durable athletic shoes A

that cater to the needs of casual athletes, families, and

fans of Shaquille O’Neal, delivering quality and value for

everyday use.







THANK YOU!

IR contact:

Woijciech Latocha Michat Rys

IR Director, Head of IR IR Associate
+48 887 448 312 +48 724 970 072
wojciech.latocha@ccc.eu michal.rys@ccc.eu

Upcoming events:

9-10.09.2024

DM Pekao S.A. 21st Annual Emerging
Europe Investment Conference,
Warsaw, Poland




This presentation (“Presentation”) has been prepared by CCC S.A. of
Polkowice (“CCC”) to provide a general overview of the CCC Group
(“CCC Group”) through a set of selected highlights. It is purely
informational and does not purport to be a complete analysis of the CCC
Group’s financial condition. All information contained herein speaks only
as of its date and therefore this Presentation will not be revised, updated or
rewritten to reflect any changes in circumstances subsequent to its date.

This Presentation should not be construed as a recommendation or advice
regarding an investment opportunity, or as an offer to purchase or sell any
securities or financial instruments or to participate in any business venture
of the CCC Group.

While all reasonable care has been taken in preparing this Presentation,
CCC does not warrant the accuracy and completeness of its contents,
especially if any of the source materials on which they are based are found
to be incomplete or not fully reflecting the relevant facts.

Anyone looking to make an investment decision in respect of any financial
instruments issued by the CCC Group is advised to rely on information
disclosed in CCC'’s official reports, written and published in accordance
with applicable laws, which are a reliable source of information about the
CCC Group.

The CCC Group’s financial statements are audited by EY (formerly
Ernst & Young).

Neither CCC nor any member of its governing bodies, any employee,
associate or adviser involved in the work on this Presentation, or any entity
of the CCC Group, shall be held liable for the consequences of any
decisions taken on the basis of or in reliance on information contained in
this Presentation, or resulting from its contents or any use hereof.

Furthermore, this Presentation is not to be regarded as a representation
made by any of the persons mentioned above.

Although this Presentation and descriptions contained herein may include
forward-looking statements, some of them referring to our expected
financial results, they are not profit forecasts and may not be construed as
such. The forward-looking statements contained herein are subject to a
range of both known and unknown risks, uncertainties and other factors
(some of them beyond CCC’s control) that may cause the actual results,
levels of business or achievements of the CCC Group and CCC to differ
materially from those anticipated in this Presentation, including the
expected financial results described herein.
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