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Abstract:

This individual report is part of a joint equity research report that
values PUMA SE, a leading company in the sporting goods
industry. In a highly competitive market and challenging
macroeconomic environment, this part analyzes PUMA’s exposure
to external factors and assesses its strategic positioning to provide
actionable insights for investors. Central to the analysis are
PUMA’s exposure to macroeconomic conditions and its
competitive environment, which represent critical components in
assessing the company’s positioning and value. The report also
examines PUMA’s historical financial performance and key value
drivers, forming the foundation for a broader valuation analysis,
which is performed, analyzed, and tested for plausibility thereafter.
By combining financial modeling with strategic insights, the report
achieves both academic rigor and practical relevance. The findings
highlight PUMA’s ability to leverage its diversified product
portfolio and strong market position, despite risks from intense
competition and macroeconomic uncertainties. Ultimately, this
report provides a critical contribution to the joint equity research
project, culminating in a well-substantiated BUY recommendation
for PUMA’s shares as of 31 December 2025.
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Introduction

This analysis is part of a joint equity research report on the valuation of the shares
of PUMA SE, a company engaged in designing, developing, selling and marketing
sports footwear, apparel and accessories. The report provides an investment

recommendation based on an in-depth analysis of the company.

The joint report opens with a brief overview of the company, followed by an industry
analysis covering PUMA’s market environment, key segments, consumer trends,
and challenges, as well as macroeconomic factors and competitors. The report
then delves into PUMA’s strategic positioning, highlighting its competitive
advantages, key risks, and ESG factors. Based on this foundation and an analysis
of the company’s historical financial performance, the report presents forecasts for
sales, profitability, and other key financial metrics, including balance sheet and
cash flow items. In the following, PUMA is valued using the DCF method, which is
rigorously tested for plausibility through sensitivity analyses, a Monte Carlo

simulation, scenario testing, and multiple valuations.

Building on this comprehensive analysis, PUMA is well-positioned to capitalize on
improving macroeconomic conditions and solid market growth. Further, the
company can leverage its diversified product portfolio, leading position in ESG,
and refreshed branding strategy to reinforce its market position. Consequently, the

analysis results in a BUY recommendation for PUMA SE's shares.

This individual report (Part 1) provides a critical contribution to the joint report by
providing an introductory overview of PUMA and examining the company’s
exposure to macroeconomic conditions and its competitive landscape, which
represent key drivers of its valuation. It also evaluates PUMA's strategic positioning
and analyzes the company’s historical financial performance, offering critical
insights into its competitive strengths and financial trajectory. These analyses form
the groundwork for the development of detailed financial forecasts for the
company. Leveraging this foundation, the report covers the cost of capital
derivation and subsequent valuation using the DCF and multiples methods,
supported by sensitivity analyses to validate the robustness and reliability of key
assumptions. The section concludes with a comprehensively derived

recommendation for PUMA’s shares as of 31 December 2025.

All aspects not covered in this report are addressed in the individual report of

Luca Lars Nawroth.



14%

6% 5%

24%
7% ‘

19%

= North America

= Europe
EEMEA
Latin America
Asia/Pacific (excl. Greater China)

Figure 1: Sales by Geography FY 23.
Source: PUMA SE, 2023.

Year

Milestone

1948
1948
1958
1968
1970
1986
1998
2007
2014
2017
2022

Foundation by Rudolf Dassler

Launched first football boot

Introduced iconic PUMA formstrip
Olympic protest boosted visibility

Pelé wore PUMA at FIFA World Cup
Listed on Frankfurt Stock Exchange

Usain Bolt partnerhsip began

Kering acquired majority stake

Launched FOREVER.FASTER. campaign
Rihanna launched successful FENTY line

Arne Freundt became CEO

Figure 2: Key Milestones.

Source:

PUMA SE, 2024b.
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Figure 3: Sales by Product Group FY
23. Source: PUMA SE, 2023.

Company Overview

Company Description

PUMA SE (hereinafter referred to as “PUMA” or “the company”) is a German
designer and manufacturer of athletic and casual footwear, apparel and
accessories. In FY 23, the company employed 18,681 people worldwide and
achieved record breaking sales of EUR 8,601.7 m, which resulted in a net income
attributable to shareholders of PUMA of EUR 304.7 m. Founded in 1948 by Rudolf
Dassler, who originally co-founded Adidas AG with his brother Adolf Dassler, in
Herzogenaurach, Germany, PUMA was born out of a vision to provide athletes
with the agility and speed of a puma. Although the company’s history has been
deeply influenced by the fierce rivalry that emerged between the two brothers and
their competing brands, PUMA has developed into a multinational corporation
proven by its globally diversified sales (Figure 1). The company’s key milestones

since its foundation are shown in Figure 2.
Key Operations

PUMA offers a diverse range of products spanning casual wear and various sports,
classified into Teamsport, Track and Field, Motorsport, Golf, and Basketball. Its
product portfolio is broadly categorized into three groups: footwear, apparel, and

accessories, with the sales distribution shown in Figure 3.

The footwear category includes a wide range of athletic and lifestyle shoes such
as running shoes, football boots, and casual sneakers. As PUMA's largest product
group, it accounts for 53.28% of sales (FY 23) and remains a key driver of the
company’s brand recognition. This dominance stems from PUMA’s origins as a
football shoe manufacturer. Demonstrating its commitment to market leadership
and expansion, the company re-entered the running shoe market in 2021 and
continues to lead in sports style trends, exemplified by the reintroduction of the
iconic Speedcat, originally designed for Formula 1 drivers. The apparel division
encompasses both functional sportswear and lifestyle clothing such as t-shirts,
sweatshirts and hoodies or shorts. Representing 32.12% of sales (FY 23), it is
PUMA'’s second-largest product group. Designed to complement the footwear and
apparel offerings, accessories represents the smallest product group contributing
14.59% of sales (FY 23). This group includes items such as caps, bags, sports

equipment, and sunglasses.

To produce its diverse range of products, PUMA employs a global sourcing
strategy, purchasing from 158 independent suppliers in 29 countries worldwide.
However, 94% of total production volume is sourced from Asian countries, with

China (32%) and Vietnam (30%) as the primary contributions. This highlights
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PUMA's reliance on low-cost manufacturing regions to sustain its operations. After
production, PUMA distributes its products through two channels: Wholesale, which
accounts for 75.20% of sales (FY 23), and DTC, comprising 24.80% of sales (FY
23), through its own retail stores and e-commerce platforms. This distribution
model reflects the company’s strong reliance on established retail partners.
However, some of PUMA’s products are sold through alternative channels, as
demonstrated by its subsidiary stichd. In addition to designing and manufacturing
underwear, socks, swimwear, and fanwear for PUMA, stichd also produces these

items for other well-known brands, including Tommy Hilfiger and Formula 1.
Ownership

PUMA has been publicly listed on the Frankfurt Stock Exchange since 1986 and
is a constituent of the German MDAX index. As of Q3 2024, the company had
149.49 m shares outstanding, with 70% classified as free float shares actively
traded in the market, enhancing stock liquidity and simplified trading (PUMA SE,
2024a). This structure, supported by institutional investors such as Artemis and
Kering, PUMA’s largest shareholder with a 30% stake, highlights strong confidence
in the company’s long-term growth potential. Their substantial influence and
strategic interest provide stability and help reduce price volatility (Figure 4).
However, it also incorporates risks, as large-scale divestments by these investors

could trigger significant stock price declines.

Industry Analysis

Macroeconomic Environment

PUMA operates in a challenging macroeconomic environment characterized by
significant uncertainties, including geopolitical tensions such as the conflicts in
Ukraine and the Middle East, which have caused significant supply chain
disruptions, rising commodity prices, and sustained inflationary pressures. While
the global economy demonstrated resilience in the first half of 2024, these factors
have significantly eroded consumer disposable income for discretionary spending,
leading to demand declines and elevated inventory levels across the sporting
goods industry in 2024 (Adidas AG, 2023).

We analyzed the development of nominal GDP based on each region's revenue
contribution, as shown in Figure 5. Historically growing at approx. 6.0% per year
pre-COVID, sales-weighted nominal GDP growth sharply contracted by around 7.0
pp to a 1.0% YoY decline in 2020 due to the pandemic, highlighting the
unprecedented macroeconomic challenges across the industry. From 2021 to
2024, economic growth has recovered strongly, with a YoY growth of 7.6% in 2024,

partly driven by recent rate cuts by central banks, following a period of tightened
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monetary policy (IMF, 2024). However, this growth should be viewed with caution,
as it has been significantly influenced by comparably high inflation in emerging
markets, particularly in Eastern Europe, the Middle East, and Latin America,
through the mentioned geopolitical conflicts and the extraordinary currency
devaluation of the Argentine peso, highlighting PUMA’s exposure to currency

fluctuations due to its global operations.

Going forward, we expect sales-weighted nominal GDP growth to average 5.33%
between 2026 and 2032, slightly below pre-COVID levels, with significant regional
variations. Emerging markets are projected to primarily drive global growth,
bolstered by their earlier recovery through government stimulus measures such as
job creation programs and tax cuts during COVID, which have reshaped consumer
spending patterns and even further enhanced their markets’ strategic importance
for PUMA going forward (Figure 6). However, while still increasing its importance
as a crucial sales market, especially China's competitive advantage as a low-cost
manufacturing hub is expected to gradually erode due to rising wage levels and
sustained geoeconomic uncertainty (Rapoza, 2023). In addition, the Argentine
peso is expected to recover due to significant policy reforms and Argentina’s strong
agricultural and commodity export base. Advanced economies, including the US
and Europe, are anticipated to achieve full economic recovery by 2026 (IMF,
2024). However, uncertainties persist, particularly in Ukraine and the Middle East,
alongside ongoing volatility in the availability and prices of key input materials,
which could continue to pressure margins through higher commodity-based raw
material costs and complicate supply chains, further affecting logistics costs growth
(Figure 7). In fact, however, we expect the sporting goods industry to benefit from
additionally declared monetary easing by central banks, which will facilitate
investment in product innovation and retail expansion, and enhance consumer
confidence, ultimately supporting revenue growth. Lastly, political tensions
between the US, China, and Europe, potentially exacerbated by the recent election
of Donald J. Trump as 47" US president, present further significant
macroeconomic uncertainty for PUMA. Potential trade regulations and tariffs
threaten to disrupt global trade, leading to higher customs duties and shipment

delays, which would likely necessitate price markups.
Competitive Landscape

Competitor Analysis

In this section, we analyze key competitors of PUMA in the sporting goods market.
As illustrated in Figure 8, we have selected a peer group, categorized into primary
competitors and secondary competitors, based on criteria such as pricing and
target use. The subsequent analysis will examine both primary and secondary

competitors in detail, with their respective market shares depicted in Figure 9.
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Figure 8: Competitive Landscape of PUMA. Source: Analyst Analysis.
(I) Primary Competitors
The primary competitors are Adidas and Nike, with key KPIs shown in Figure 10.

Adidas AG (Germany), Europe’s largest sportswear company, shares PUMA’s
German heritage as an original footwear manufacturer, making it PUMA'’s closest
competitor. Accordingly, both companies compete in similar markets, product
segments, and global collaboration-driven branding strategies. The intense
competition was heightened by the CEO appointment of Bjgrn Gulden, PUMA's
long-standing CEO, posing a significant risk to PUMA due to potential insider
knowledge of its strategies and operations. With 56.65%, Adidas derives the
majority of its 4.82% YoY declining revenues in FY 23 from its footwear segment.
In the same year, Adidas generates 38.86% of its total revenue from EMEA and
24.63% from North America, reflecting a geographic distribution that closely aligns
with PUMA’s focus. While adopting a similar focus on lifestyle and performance,
Adidas’ strategic positioning is distinctly premium, targeting a less price-sensitive
audience. Advanced technologies like Primeknit and Futurecraft in its performance
segment justify this higher price point, which extends to its Adidas Originals
lifestyle line. With an EV of EUR 37.27 bn and revenue of EUR 21.43 bn in FY 23,
Adidas is significantly larger than PUMA, outpacing its competitor by a factor of
four in value and 2.5 in revenue, translating to a 5.57% global market share,
highlighting its scale advantage. However, with an EBIT margin of 1.57% in FY 23,
primarily driven by significant inventory write-downs, significantly lagging behind
PUMA’s 7.23%, Adidas’s cost efficiency is significantly lower (Adidas AG, 2023).

NIKE, Inc. (USA), originally founded as a footwear distributor, is the world’s largest
sportswear manufacturer, with business segments, geographic focus, and
branding strategies comparable to PUMA. Nike performs traditionally strong in its
home US market, where it generated 42.00% of its FY 24 (year-end May 31) sales,
driven largely by its footwear segment, which, similarly to PUMA, with 67.83%
accounted for the majority of total sales. Unlike PUMA’s unified brand strategy,
Nike leverages a multi-brand strategy with its core Nike brand, Jordan, and

Converse, effectively targeting performance and lifestyle segments alike. With an
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EV of EUR 129.9 bn, approx. 14 times larger than PUMA’s, and total revenue of
EUR 51.2bnin FY 24, Nike holds an 13.32% market share, highlighting its superior
scale and dominant market position relative to PUMA. This significant scale
advantage enables Nike to capitalize on cutting-edge innovation across both
footwear (e.g., Nike Air, Zoom) and apparel (e.g., Dri-FIT), supported by stronger
DTC distribution (44% of sales), while PUMA focuses its innovation efforts primarily
on footwear and strongly relies on wholesale distribution. Coupled with strong
marketing campaigns like "Just Do It", this drives Nike’'s superior brand equity,
elevating consumer WTP and allowing for premium pricing. Driven by its ability to
leverage economies of scale, Nike’s superior cost efficiency with an EBIT margin
of 13.03% in FY 24 further underscores its market dominance (NIKE, Inc., 2024).

(Il) Secondary Competitors

Secondary competitors include all other companies in the selected peer group,

with their key KPIs presented in Figure 11.

Under Armour, Inc. (USA) shares similar operational characteristics with PUMA,
including product segments, geographies, and branding. With a strong focus on
performance-oriented athletic apparel, unlike PUMA, Under Armour generates
66.00% of its sales from its apparel segment in FY 24 (year-end March 31).
Whereas PUMA'’s revenue base is more evenly distributed across regions, 61.00%
of Under Armour’s revenue stems from its home US market, with growing but
comparatively smaller operations in EMEA and other regions. Even though Under
Armour, with an EV of EUR 2.74 bn in FY 24, is about three times smaller than
PUMA and generates only 66.29% of PUMA’s revenue (EUR 5.70 bn), it positions
itself as a premium, performance-driven brand, with a higher price point justified
by advanced apparel technologies like HeatGear and ColdGear. However,
PUMA'’s broader product portfolio and superior size enables it to still achieve
comparatively greater cost efficiency, reflected in its 3.10 pp higher EBIT margin
in FY 24 and justifies Under Armour’s lower market share (1.48%) (Under Armour,
Inc., 2024).

On Holding AG (Switzerland), which went public in 2021, is an emerging premium
brand specializing in high-performance footwear, accounting for 95.49% of its
significantly growing net sales in FY 23 (46.64% YoY), primarily for running and
outdoor activities. As a high-tech, innovation-driven brand renowned for its cutting-
edge footwear technologies like CloudTec, targeting a less price-sensitive
audience, On positions itself at a significantly higher price point than PUMA. Unlike
PUMA, On generates 64.85% of its revenue from the Americas, particularly due to
its small Swiss home market, while its premium pricing and niche-focused
operations deliver superior cost efficiency, reflected in a 2.83 pp higher EBIT

margin in FY 23 (13.68%). With an EV of EUR 7.47 bn in FY 23, On is about
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“We need to focus on
building the emotional
connection between our

brand mantra FOREVER.
FASTER. and our consumers
and execute our brand and
product campaigns more
consistently to increase our

brand equity.”
Arne Freundt, CEO, PUMA SE

15.00% smaller than PUMA, generating about 23.22% of its revenue (EUR 2.00
bn), equivalent to a 1.79 pp smaller market share (0.52%) (On Holding AG, 2023).

ASICS Corp. (Japan), with similar business segments to PUMA, primarily focuses
on performance-running, making up 50.12% of FY 23 net sales, while also offering
lifestyle products under its premium Onitsuka Tiger brand. Despite Japan being a
smaller absolute market, ASICS derives 14.85% of its net revenues from its home
market, while larger contributions, similar to PUMA, come from Europe (27.40%)
and North America (21.20%), reflecting its strong focus on these key regions. With
an EV of EUR 1.48 bn in FY 23, ASICS is slightly smaller than PUMA, generating
EUR 4.07 bn in revenue, 47.30% of PUMA'’s total, resulting in a 1.06% global
market share. However, with its niche focus and home market advantage with
strong brand loyalty and higher pricing potential, ASICS demonstrates greater cost
efficiency, achieving an EBIT margin of 9.50% (ASICS Corp., 2023).

New Balance Athletics, Inc. (USA), a leading sports footwear and apparel
manufacturer, emphasizes premium craftsmanship and locally manufactured
products, appealing to quality-conscious consumers and justifying its higher price
point compared to PUMA. The company’s product portfolio is centered on
performance wear while also including lifestyle offerings. As a private company
with limited disclosed information, New Balance shares PUMA's focus on footwear
but is more specialized in running. Generating EUR 6.24 bn in revenue in FY 23,
indicating a 23.00% YoY increase and 72.54% of PUMA’s total in the same period,
New Balance holds a 1.62% market share, which is 0.62 pp lower than PUMA,
highlighting its position as a challenger (New Balance Athletics, Inc., 2023).

Positioning of PUMA

Despite intense competition in the sporting goods market, PUMA has established
itself as one of the leading players in the industry. To further strengthen its
competitive position, the company has outlined three key strategic priorities: brand
elevation, product excellence, and distribution quality. The following analysis
delves into these priorities to provide a deeper understanding of PUMA's

positioning, supported by insights from a SWOT analysis (Figure 12).
(I) Brand Elevation

PUMA has built a legacy of creating innovative designs for elite athletes across
various sports, symbolized by its iconic leaping puma logo representing agility and
strength. By targeting athletes, trend-driven youth, and women with stylish, high-
performance and lifestyle products, PUMA strategically blends functionality with
fashion, solidifying its position as a versatile and inclusive brand in the sportswear
market. PUMA’s market positioning reflects a strategic shift to strengthen the mid-

and lower brand funnel, emphasizing accessibility and credibility while maintaining



“In the centre of our
performance marketing
strategy is our athletes, our
clubs and federations. Them
performing at the highest
level at important sport
moments [...] is
tremendously important for
us.”

Arne Freundt, CEO, PUMA SE

lifestyle relevance through partnerships, social media engagement, and franchise
innovation. PUMA's newly launched “See The Game Like We Do” brand campaign,
combined with its updated go-to-market strategy, aims to capture untapped
consumer segments. This approach prioritizes building brand loyalty and
consumer engagement before focusing on commercial growth. As a result, select
product lines feature lower price points, strategically positioning PUMA between
premium competitors like Nike and Adidas and more affordable brands outside its

peer group, such as Skechers.

PUMA'’s balanced portfolio of performance-driven products like the Deviate
NITRO™ 3 running shoe and lifestyle offerings such as the Palermo and
relaunched Speedcat sneaker positions it as uniquely diversified across both
domains, but as particularly strong in the lifestyle and fashion market. Similar to
Nike and Adidas, which leverage their heritage through targeted efforts like the
Adidas Originals campaign or iconic products such as the Nike Dunk Low sneaker,
PUMA leverages its heritage to capitalize on lifestyle trends but stands apart from
secondary competitors who primarily focus on performance niches. This dual
focus, coupled with PUMA's strong sports heritage, enhances its credibility and
authenticity, ensuring the brand remains highly competitive in a market

increasingly shaped by lifestyle integration.

As part of its revamped marketing strategy, PUMA strengthens its brand
positioning through strategic cross-disciplinary collaborations with athletes, clubs,
and federations, with a strong focus on leveraging digital channels. With a strong
emphasis on football and lifestyle domains, high-profile partnerships with influential
superstars like Neymar Jr. and Dua Lipa, as well as with Manchester City F.C. and
most recently the Portuguese Football Federation, enhance consumer
identification, visibility, and consistently increase PUMA’s market relevance.
Adidas and Nike pursue similar strategies while ASICS and On, on the other hand,
target niche market partnerships. Similar brand engagement strategies across key
industry players highlight the intense competition for high-profile sponsorships and
lifestyle partnerships. For PUMA, this creates a significant challenge to stand out,
particularly against financially stronger competitors. Consequently, PUMA again
occupies a distinct middle position in the market, with primary competitors
leveraging significantly larger budgets to dominate high-profile partnerships, while
its size advantage over secondary competitors allows it to outperform them in

securing influential deals.
(Il) Product Excellence

PUMA'’s strategic focus on product excellence is built on three pillars: a diverse
and expanding product portfolio, a strong commitment to innovation and

sustainability, and an unwavering dedication to quality. Its growing product portfolio
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strengthens its market position, with footwear remaining the largest contributor to
total sales. From 2017 to 2023, PUMA particularly expanded its footwear product
offering with milestones like re-entering basketball, re-entering running, and
revitalizing heritage lines such as the Speedcat and Suede, blending innovation
with lifestyle to drive growth, while looking ahead to launch advanced sustainable

products like biodegradable sneakers and performance footwear.

PUMA particularly distinguishes itself through its strong commitment to innovation
and sustainability, positioning itself as an industry pioneer with an R&D investment
of 1.99% of sales in FY 23. This figure significantly surpasses competitors such as
Adidas and ASICS, which allocated only 0.70% and 1.01% of their sales to R&D,
respectively, in the same period (Figure 13), positioning PUMA well to sustain its
market position. PUMA focuses its primary innovation initiatives on footwear,
utilizing advanced technologies like NITRO™ foam in running shoes such as the
Deviate and ForeverRun, and incorporating cutting-edge designs in football
franchises like FUTURE and KING, to deliver superior cushioning,
responsiveness, and weight reduction. Similar to PUMA, most of its competitors
also focus innovation on specific segments, primarily footwear. However, Nike and
Adidas additionally leverage their size and budget advantages to also significantly
drive cross-segment innovation in both footwear and apparel, posing a threat to
PUMA by potentially widening the gap through greater sales diversification. To
further distinguish itself from competitors, as a pioneer in ESG, consistently
outperforming its peers across all three dimensions (see Risks and ESG section),
Accordingly, PUMA places a strong emphasis on sustainability initiatives, with a

particular focus on sustainable sourcing, circularity, and advancing DEI efforts.

Lastly, PUMA, like Adidas, benefits from its reputation as a German high-quality
brand, giving it a competitive edge through associations with precision, reliability,
and excellence. PUMA’s focus on quality aligns with its market positioning,
reflected in its strong perceived quality score of 92%, closely trailing Nike at 96%
and Adidas at 95% (Statista, 2024). However, with its position closely challenged
by Under Armour and New Balance, subjective factors like brand loyalty pose a
potential risk to maintaining its competitive edge, necessitating continuous

investment in R&D, sustainability, and talent to maintain its superior image.
(1) Distribution Quality

One of PUMA’s key strengths lies in its extensive global distribution network, which
operates through two primary channels: wholesale and DTC. The wholesale
channel dominates PUMA'’s distribution, and the DTC channel plays a
complementary role, strengthening customer engagement with the brand. PUMA
plans to maintain its focus on the wholesale channel while simultaneously

expanding its DTC business. Recent initiatives, such as the launch of the PUMA
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shopping app, highlight this strategy. The strong reliance on wholesale also
presents opportunities for growth in the DTC segment. This growth potential
becomes even more significant when compared to competitors, who generate, on
average, 59.45% of their sales through wholesale, significantly less than PUMA's
75.20% (Figure 14).

A diversified distribution mix can generally be seen as a strength, reducing
dependency on specific channels. However, an interesting market shift has been
observed in recent years. Competitors such as Adidas temporarily deprioritized
physical retail, enabling PUMA to capitalize by strengthening wholesale
relationships. Recently, these competitors have begun to reprioritize wholesale,
suggesting a renewed focus on this channel (McKinsey & Company, 2024). This
shift could lead competitors to align more closely with PUMA’s distribution model,
underscoring PUMA’s strategic foresight in anticipating future distribution trends.
Despite these strengths, PUMA must carefully monitor the financial health of its
wholesale partners. A high dependency on this channel poses a significant risk,

particularly in challenging economic conditions.

The company’s distribution network is further supported by 49 sales offices
worldwide. Despite its global footprint, PUMA faces significant challenges in
emerging markets, such as China, a key growth driver for the sporting goods
industry. Compared to its closest competitors, PUMA’s performance in China lags
considerably. Both Adidas and Nike derive nearly twice the share of their total sales
from this region compared to PUMA (Figure 15). This disparity presents a dual-
faceted impact on PUMA'’s prospects. While it poses a substantial risk as the
company is underrepresented in a critical growth market, it underscores a
significant opportunity for expansion and sales growth. By addressing this gap and
enhancing its distribution capabilities in emerging markets like China, PUMA could

retain its market share and further enhance its global position.

Historic Financial Analysis

Income Statement

From FY 17 to FY 23, PUMA achieved a CAGR of 12.98% in sales, well above the
peer group average of 4.22%. This growth was mainly driven by footwear, which
recorded a CAGR of 15.07% during the same period. Geographically, the key
drivers were the EEMEA region, with a CAGR of 22.53%, and Latin America, which

achieved a CAGR of 19.55%. Key income statement KPIs are shown in Figure 16.

Despite a 4.87% decline in FY 20 due to COVID, PUMA recovered strongly in the
following years, supported by the rebound in global industrial production and

increased consumer spending, especially in Western markets. Growth slowed
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significantly in FY 23, with sales increasing by only 1.61%. This slowdown was
largely attributable to a reduction in sell-in to the wholesale channel as part of
efforts to manage elevated inventory levels, a challenge faced across the industry.
Other factors included resurgent challenges in industrial production and world
trade, alongside the devaluation of the Argentine peso. Adding to this, growth in
apparel and accessories had already slowed in FY 22 and continued to decline in
FY 23. Footwear, by contrast, maintained relatively strong performance through
FY 22, with slower growth only becoming evident in FY 23 (Figure 17). This
resilience was supported by product innovation, market trends, and shifts in
consumer spending priorities following COVID. Contrary to initial expectations, we

found no observable correlation between sales and major sporting events.

While indicating a slight decline, PUMA's gross margin remained relatively stable
between FY 17 and FY 23, ranging from 46.11% to 48.83% and aligning with the
peer group average of 48.46% in FY 23, despite a volatile market environment.
This development was primarily driven by cost of sales growing at a CAGR of
13.30% during the period, slightly outpacing sales growth, with the most significant
increases occurring in FY 21 and FY 22, when back-to-back 28% YoY growth was
fueled by rising supply chain costs, higher raw material prices, and surging freight

rates amid the mentioned global demand rebound.

In line with the peer group average, EBIT margins remained stable as well at
around 7.50%, showing a similar development to net profit margins from FY 18 to
FY 23, including a one-off profitability drop in FY 20. This relationship is driven by
PUMA's consistent cost structure relative to its sales growth, with historically stable
operating expenses at approx. 80% of sales, indicating constant operating
leverage. The steady tax rate and proportionately growing financial costs to sales,

ensure that changes in EBIT translate directly into similar changes in net profit.

PUMA's ROIC development from FY 17 to FY 23 was highly volatile, indicating a
decline from 12.72% to 7.71% (Figure 18). As margins remained stable, this
development was caused by a significant decline in asset turnover from 3.50 in FY
18 to 2.18 in FY 23 due to fluctuations in inventory levels as uncertainty about

demand developments persisted.
Balance Sheet and Cash Flow Statement

PUMA organically grew its balance sheet, with total assets more than doubling
from 2.85 EUR bn in FY 17 to EUR 6.64 bn in FY 23, reflecting a robust CAGR of
15.12%. This growth was attributable to strategic investments in right-of-use assets
and technical equipment to expand PUMA’s retail footprint through new stores and
overhauls, alongside unintended elevated inventory levels, which grew at a

15.04% CAGR, simultaneously serving as a buffer against supply chain disruptions
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and demand fluctuations.

The D/E ratio rose substantially from -0.07 in FY 17 to 0.65 in FY 23, with net
financial debt reaching a peak of EUR 1.68 bn in FY 23 (Figure 19). This increase
arose primarily due to additional capital requirements for strategic initiatives to
enhance PUMA’s competitive brand positioning and liquidity preservation, along
with the adoption of IFRS 16 in FY 19, which required the capitalization of lease
liabilities. Historically, PUMA has maintained solid liquidity, with its current, quick,
and cash ratios averaging 1.61, 0.89, and 0.31, respectively, between FY 17 and
FY 23, reflecting alignment with its growth-focused strategy. Its aggressive
reinvestments and a business model heavily reliant on inventory turnover, tying up

cash in working capital, tighten its liquidity position compared to peers.

Aligned with PUMA'’s liquidity position, the CCC showed a negative development,
averaging 74 days between FY 17 and FY 22 and peaking at 87 days in FY 22, as
depicted in Figure 20. As PUMA’s collection period remained constant, this was
due to a disparity in growth, with inventory holding periods, the largest industry-
wide contributor to CCC, increasing at a 6.64% CAGR, while the payable period
grew at a slower 5.12% CAGR, providing limited offsetting effects. Despite
collecting cash, on average, 74 days before having to pay its suppliers, PUMA
struggled historically to convert inventories into cash, offsetting gains from
improved bargaining power and elevating its CCC, justifying its position compared

to peers, as depicted in Figure 21.

Aligned with solid growth in its income statement and balance sheet, the unlevered
FCF presented a strong 21.99% CAGR from FY 17 to FY 23, despite showcasing
high volatility. This fluctuation is primarily attributed to the strong positive
correlation with NWC investments, particularly inventory levels, as illustrated in
Figure 22. In FY 23, the unlevered FCF rebounded strongly (186.75% YoY
growth), among other things, due to the implementation of a cloud-based purchase
order management and payment platform, which effectively reduced excess stock
and improved inventory efficiency, demonstrated by a 20.51% YoY decline in
PUMA'’s inventory holding period. In addition, CAPEX increased significantly at a
16.74% CAGR between FY 18 and FY 23, reflecting PUMA'’s retail expansion, with
a temporary reduction due to heightened pandemic-related uncertainty, closely
mirroring the development of D&A and explaining their offsetting effect on

unlevered FCF.
Stock Performance

Over the last seven years, PUMA'’s stock price has shown high volatility, ranging
from EUR 24.35 to EUR 114.70. The share nearly tripled from EUR 36.30 in FY 17
to EUR 107.50 in FY 21 (Figure 23), influenced by a strong post-COVID recovery,
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robust performance, investor optimism, and a 1:10 stock split in June 2019 aimed
at attracting retail investors. In the following two years, the share price adjusted to
EUR 50.52 in FY 23, reflecting PUMA’s overall financial development but still
marking a 39.17% increase since FY 17. This growth compares favorably with
Adidas (+10.18%) but lags behind Nike (+69.69%). PUMA’s dividend yield has
moved inversely to its share price, starting at 3.44% in FY 17, dropping to nearly
0.00% in FY 20, and rebounding to 1.62% in FY 23. This yield outperformed Adidas
(0.40%) but remained below Nike (1.87%). Despite a rising trend, PUMA’s payout
ratio was 40.33% in FY 23, compared to Adidas (49.20%) and Nike (42.38%),

supporting its focus on strategic reinvestments.

Valuation

Cost of Capital

As our cost of capital, we employ the WACC which is computed based on two
essential components: cost of equity and cost of debt. To ensure the robustness
and reliability of our calculation, we employ multiple approaches to derive the
respective inputs. These calculations result in a WACC of 7.63%, with the detailed
components listed in Figure 24 and explained below. The applied D/E ratio of 0.61
in the WACC calculation reflects PUMA’s target capital structure. This approach
ensures consistency with valuation practices by providing a forward-looking
estimate of the cost of capital and avoids distortions caused by short-term market
fluctuations, such as changes in stock prices or investor sentiment, offering a more

stable and strategic basis for our valuation.
Cost of Equity

We determine the cost of equity using the CAPM. The risk-free rate is derived from
Germany’s 10-year government bond yield, considered a reliable risk-free proxy,
which is estimated at 2.06%. To calculate the MRP, we use the same risk-free rate
and incorporate the market return. In line with CAPM assumptions, the MSCI World
Index is selected as the benchmark for the market portfolio. Using its 40-year
historical average annual return of 9.35% as a proxy for investor returns, we
calculate an MRP of 7.29% (Refinitiv, 2024). The final component required for the
cost of equity is the equity beta, which we calculate based on of two distinct

approaches:

() Linear regression: The equity beta is calculated by regressing PUMA's stock
returns over the past five years against the returns of the MSCI World Index,

resulting in an equity beta of 1.00, which reflects PUMA’s market risk.



() Comparable betas: The equity beta is determined by unlevering and
relevering the average historical beta of comparable companies, resulting in

an equity beta of 1.46.

Averaging both results, we receive an equity beta of 1.23, driven upward by the
comparable beta's reflection of forward-looking industry risks, peer leverage, and
systematic factors not captured in PUMA's historical performance. Combined with

the risk-free rate and MRP, this results in a cost of equity of 11.00%.

Cost of Debt

Company Name Issuer Rating To calculate the cost of debt, we add a default spread to the 2.06% risk-free rate.
Adidas AG A1 . . . . T .

ANTA Spors Procucts Lid AR This default spread is derived using two distinct approaches:

sics Cor| +

2O‘Umbiaiponswoamo QR (I) Comparable Credit Rating: The default spread is determined using the 10-
LiNing Co Ltd na year CDSs of comparables with a similar credit rating (Figure 25), resulting in
Lululemon Athletica Inc n/a

—— ™ an average default spread of 0.93% and a cost of debt of 2.99%.

On Holding AG na () Synthetic rating: Using this method, the default spread is calculated based
Skechers USA Inc BBB

Under Armour Inc Ba2 on synthetic ratings. PUMA's interest coverage ratio indicates a rating of
VE o 2l AA2/AA implying a 0.70% spread and thus a 2.76% cost of debt (Damodaran,

Figure 25: Comparable Credit Ratings. 2024)_

Source: Refinitiv, 2024.
Averaging both results leads to a cost of debt of 2.88%.

Discounted Cash Flow (DCF)

47% A key factor in our investment recommendation is PUMA's valuation, derived from

53%
forecasted future cash flows. Given our forecasting assumption of a constant D/E

ratio, we selected the DCF method over the APV method as the most appropriate
valuation approach. The DCF valuation utilizes unlevered FCF projected through
FY 40, discounted to their present value as of 31 December 2025, at a WACC of
7.63%. To capture PUMA’s long-term growth beyond the forecast period, we

= Discounted FCF
TV

Figure 26: DCF - Enterprise Value
Composition. Source: Analyst Analysis. calculate its TV using the Gordon Growth Model. This approach is particularly
appropriate as the growth of unlevered FCF stabilizes toward the end of the
projection horizon. Accordingly, we apply a TV growth rate of 2.62%, as explained
— 068 in the forecast section. This rate matches our long-term market growth expectation,

(1.74) (0.04)

justifying our assumption that PUMA's growth will align closely with the market over
the long term, as no company can grow faster than the market in perpetuity.
Summing the discounted FCF and TV yields PUMA’s EV, with each contributing
Enterprise - Net financial Noncontroling Eauiyvave —— approx. half of the total (Figure 26). We then subtract net financial debt and non-

Figure 27: DCF - EV-Equity Bridge (in  controlling interests from the EV to determine the equity value (Figure 27),

EUR bn). Source: Analyst Analysis. resulting in an implied share price of EUR 64.74.
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Comparable Companies Analysis (CCA)

In addition to cash flow-based valuation, we incorporate trading multiples, selecting
a peer group based on industry, geography, product portfolio, revenue streams,
and EV. Using industry databases, we initially identified 30 comparable companies
and ranked them from 1 (high comparability) to 3 (low comparability). Focusing on
those ranked 1 and 2, we narrowed the group to eleven peers. However, for
granularity, we decided to further analyze the respective product portfolios in detail,

clustering them based on two key factors:

() Target Use: We categorized peers based on the target use of their product
portfolio, whether it is rather lifestyle-oriented, or performance-driven.
() Pricing: We determined the relative price points of peers and categorized

each peer on a scale from affordable to premium.

This approach provides a more thorough understanding of the analyzed
comparable companies. While some differences exist, sufficient similarities were
identified across all eleven peers. Consequently, only those ranked 3 were
excluded from the multiple valuation, resulting in a focused and relevant peer group

for accurate valuation.

The valuation incorporates metrics such as P/E, EV/Sales, EV/EBITDA, and
EV/EBIT multiples, based on NTM projections relative to the valuation date,
reflecting forward-looking market expectations and resulting in varied share price
estimates (Figure 28). The valuation yields a highest estimated share price of EUR
92.78 using EV/Sales, a lowest of EUR 47.53 with EV/EBIT, and fairly similar
results of EUR 66.56 and EUR 63.57 using EV/EBITDA and P/E, respectively.
These variations reflect differences in peers’ scale, market positioning, and
business models, driving disparities in profitability, efficiency, and capital
structures, which impact value distribution across sales, margins, and earnings.
Our estimated share price was computed by taking the median across all peers for
the relevant multiples and multiplying it by the corresponding financial figures of
PUMA. As a next step, we again adjusted the EV for net debt and non-controlling
interests, yielding the equity value. The resulting average share price of EUR 67.61
aligns closely with the DCF valuation, highlighting the robustness of our cash flow
projections compared to market estimates. Thus, we determine the average of both

valuation models to be our target price (EUR 66.18).
Robustness
Sensitivity Analysis

In our sensitivity analysis we evaluate the impact of changes in key assumptions

on the output of our DCF valuation.
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Figure 31: Share Price Sensitivity -

Effect of WACC and TV Growth Rate.

Source: Analyst Analysis.
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Figure 32: Valuation Football Field (in
EUR). Source: Analyst Analysis.

EUR m DCF Comps.
Target price 64.74 67.61
Price (13/12/24) 45.75 45.75
Future dividends 0.74 0.74
Return (absolute) 19.73 22.61
Return (relative) 43.1% 49.4%
Recommendation BUY BUY

Figure 33: Valuation Summary. Source:

Analyst Analysis.

We first assess how changes in cost of equity and the D/E ratio influence the
WACC (Figure 29). If PUMA were to adjust its capital structure, for example,
returning to pre-COVID levels, the WACC would increase to 8.88%, resulting in a
share price of EUR 48.38, assuming all else remains constant. Conversely, a
similar shift toward a higher D/E ratio would decrease the WACC to 6.77%,
implying a share price of EUR 81.77. On the other hand, a 4.0 pp decline in the
cost of equity, potentially driven by a reduction in the risk-free rate, would reduce
the WACC to 5.15% and increase the share price to EUR 145.56. An equivalent
increase in the cost of equity would raise the WACC to 10.11%, lowering the share
price to EUR 37.73. Overall, this analysis highlights a WACC range of 4.68% to
11.93% and demonstrates that the WACC is more sensitive to changes in the cost
of equity than to variations in the D/E ratio. Analyzing the impact of changes in the
cost of debt and the D/E ratio on the WACC reveals that an increase in the cost of
debt would also raise the WACC, though to a much lesser extent. As shown in
Figure 30, the resulting range for the WACC in this scenario is narrower, spanning
from 6.48% to 8.62%.

Finally, we examine the effect of changes in WACC and TV growth on PUMA's
share price (Figure 31). A decrease of 1.5 pp in the WACC would raise PUMA’s
share price to EUR 99.94, assuming all else remains constant, while an equivalent
increase would lower the share price to EUR 45.89. However, an increase in the
TV growth rate beyond the assumed value would not be reasonable, as it would
imply PUMA outgrowing the market in perpetuity. Disregarding this limitation, the
analysis yields a share price range of EUR 41.68 to EUR 138.47. Consistent with
the previously discussed sensitivities, it becomes clear that PUMA's share price is
more sensitive to changes in WACC than to variations in TV growth, highlighting
WACC as a key driver of the DCF valuation.

Recommendation

Based on our analysis, we set a target price of EUR 66.18 for PUMA SE by 31
December 2025. Including an expected dividend of EUR 0.74 (assuming a
constant payout ratio), this represents a relative return of 46.27% compared to the
current share price of EUR 45.75 (as of 13/12/2024) (Figures 32 & 33). PUMA is
poised to benefit from an improving macroeconomic environment, with declining
inflation and interest rates expected to boost disposable income and demand.
Leveraging lessons from past challenges, its refreshed branding strategy, strong
athleisure positioning, and broadening product portfolio enhance its competitive

edge, positioning it to drive future growth and reinforce its market presence.

For these reasons, we issue a BUY recommendation for the stock.



References

Adidas AG. (2023). Annual Report 2023. Adidas AG. https://report.adidas-
group.com/2023/en/

ASICS Corp. (2023). Integrated Report 2023. ASICS Corporation.

https://corp.asics.com/en/investor_relations/library/financial_data

Bain & Company. (2018). Are Your Distribution and Transportation Costs Out of
Control?. Bain & Company. https://www.bain.com/insights/are-your-distribution-

and-transportation-costs-out-of-control/
Bloomberg. (2024). Bloomberg Database. Accessed 13 December 2024.

Damodaran, A., (2024). Damodaran Online. NYU Stern School of Business.

Retrieved 13 December 2024 from https://pages.stern.nyu.edu/~adamodar/

Rapoza, K., (2023). China’s Big Troubles: Its Days As Global Go-To
Manufacturer May Be Coming To An End. Forbes.
https://www.forbes.com/sites/kenrapoza/2023/05/02/chinas-big-troubles-its-days-

as-global-go-to-manufacturer-may-be-coming-to-an-end/

IMF. (2024). World Economic Outlook Database October 2024. International
Monetary Fund. https://www.imf.org/en/Publications/WWEO/weo-
database/2024/October

McKinsey & Company. (2024). Time to move: Sporting goods 2024. McKinsey
& Company. https://www.mckinsey.com/industries/retail/our-insights/sporting-

goods-industry-trends#/

New Balance Athletics, Inc. (2023). Sustainability and Impact Report 2023.
New Balance Athletics, Inc. https://www.newbalance.com/on/demandware.static/-
/Library-Sites-NBUS-

NBCA/default/dw87610e36/pdf/New_Balance Sustainability_and_Impact_Report
_2023.pdf

NIKE, Inc. (2024). 2024 Form 10-K Report. NIKE, Inc.
https://s1.9g4cdn.com/806093406/files/doc_financials/2024/ar/427857-1-_7_Nike-
2024-Combo_Form-10-K_WR.pdf

On Holding AG. (2023). Annual Report 2023. On Holding AG.
https://s28.q4cdn.com/811960755/files/doc_financials/2023/ar/13/Annual-
Report_FY2023.pdf

PUMA SE. (2023). Annual Report 2023. PUMA SE. https://annual-
report.puma.com/2023/en/

PUMA SE. (2024a). Investor Relations. PUMA SE. Retrieved 13 December 2024



from https://about.puma.com/en/investor-relations

PUMA SE. (2024b). This is PUMA. PUMA SE. Retrieved 13 December 2024

from https://about.puma.com/en/this-is-puma/history
Refinitiv. (2024). Refinitiv Database. Retrieved 13 December 2024.

Statista. (2023a). Accessories: market data & analysis. Statista. https://www-
statista-com.eu1.proxy.openathens.net/study/55487/accessories-market-data-

and-analysis/

Statista. (2023b). Apparel: market data & analysis. Statista. https://www-statista-

com.eu1.proxy.openathens.net/study/55501/apparel-market-data-and-analysis/

Statista. (2023c). Footwear: market data analysis & forecast. Statista.
https://www-statista-com.eu1.proxy.openathens.net/study/55485/footwear-

market-data-analysis-and-forecast/

Statista. (2023d). Third-Party Logistics (3PL): market data & analysis. Statista.
https://www-statista-com.eu1.proxy.openathens.net/study/147130/third-party-

logistics-3pl-market-data-and-analysis/

Statista. (2024). Leading sportswear brands ranked by brand awareness in the
United States in 2024. Statista. https://www.statista.com/statistics/1343534/most-

well-known-sportswear-brands-in-the-united-states/

Sustainalytics. (2024). Company ESG Risk Ratings. Sustainalytics. Retrieved
13 December from https://www.sustainalytics.com/esg-ratings

Under Armour, Inc. (2024). Fiscal 2024 Annual Report. Under Armour, Inc.
https://underarmourinc.gcs-web.com/static-files/bb669942-1750-4172-8549-
€2b9348492fd



Appendix

Financial Statements

Income Statement

2017 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033 2034 2035 2036 2037 2038 2039 2040
Actual Actial  Actwal  Actual  Actual  Actual _ Expected Forecast _Fo Forecast _ Forecast Forecast _ Forecast
x Core
sales em 41358 46483 55023 52344 68054 84652 86017 ] 86942} 9,054 95144 99196 103538 10,8055 11,2767 11,768.4 12,2813 | 12,7627 13,207.0 13,608.8 13,9629 14,3262 14,699.0 150814 154739
Footwear em 19745 21847 25525 23676 3,1636 4317.9 45834 | 4,663.4] 48895 51151 5590.7 58520 61253 64112 67102 69887 72426 74684 7,6628 7,8621 80667 82766 8,492.0
Apparel em 14414 16875 2,068.7 25173 28963 2763.0 | 2,808.7 3,089.2 33115 34436 3,809 38720 | 40129 4,450 4267.2 43782 44921 46090 47289 48520
Accessories em 7199 776.1 11245 12510 12553 | 12220 1,340.1 14516 1509.9 15705 16991 17612 18194 18732 19719 20232 20759 2
Costof sales em  (21815) (2399.0) (2776.4) (35476) (4,562.3) (4,615.1)] (4,588.0) (5,063.1) (5499.8) (5735.0) (5979.4) (6,234.2) (6,499.7)| (6.754.7) (6990.0) (7,202.7) (7,390.1) (7.779.7) (7.982.2) (8,189.9)
Core gross profit em 19543  2,2493 24580 32578 39029 3,986.6 | 4,106.2 44513 48540 50704 52073 55342 57816 60080 62170 64060 65727 6919.2 70993 7,284.0
Royalty and commision income em 158 163 16.1 23.9 338 385 335 366 399 416 434 453 473 491 508 524 53.7 566 58.1 596
Other operating expenses em  (17259) (1,949.5) (2.275.5) (2265.3) (2727.1) (3,296.1) (3,421.4)] (3.475.1)] (3,668.6) (3,8416) (4,002.8) (4,1725) (4,354.) (4,547.2) (4745.1) (49516)] (5108.9) (5.286.8) (5,447.6) (55893) (5734.8) (5884.0) (6,037.1) (6,194.2)
Sales and distribution expenses €m  (1320.4) (15236) (1,8212) (1,794.0) (2207.4) (2677.2) (2.799.0){ (2.799.6)} (2958.9) (3,097.5) (3,224.4) (3357.3) (3,500.2) (3,652.9) (3,808.3) (3,970.3)| (4.089.1) (4,2315) (4:360.2) (4.473.7) (4,590.1) (4,709.5) (4,832.0) (4,957.8)
Product management/merchandising em @38)  (526) (52.8)  (70.9) ©8.0)f  (94.4) (101.1) (108.1) 6) (1237) (1323) (1415) (1514) (157.3) (162.8) (167.7) (1721) (1766) (1812) (190.7)
Research and development em (54.0)  (61.7) ®1.7)  (82.2) (1036)] (1085) (1134) (1182) (1234) (1287) (134.4) (1402) (1463)] (152.1) (157.3) (162.1) (1664) (170.7) (175.1) (184.4)
Administrative and general expenses em (328.1)  (340.0) (405.2)  (465.8) (4839)] (5068) (529.6) (552.1) (5763) (6015) (627.7) (655.1) (6836)] (710.4) (735.1) (757.5) (777.2) (797.4) (818.2) (861.3)
Core result before taxes (EBT) em 3161 4361 5546 6406 6646 6257 6464  679.6 7213 7579 7935 8344 8773 9811 1,009 1,037.2 10641 10918 1,1202 1,149.4
Statutory taxes. em 86.0)  (118.7) (151.0)  (174.4) (1809)f (1703) (1759) (185.0) (1963) (2063) (216.0) (227.1)  (238.8) (267.1)  (275.2) (2897)  (297.2) (3049)  (312.9)
Taxadjustments em 6.0 153 17.7 17.2 116 116 12.4 132 141 14.8 155 16.3 17.1 19.2 19.8 209 214 220 226
Other em 117) 19 438 685 126 13.2 138 144 15.0 156 16.3 17.0 178 191 19.7 207 213 218 224
Core result €m 571 2244 3346 4651 5519 5079} 4802 4966 5222 5540 5821 _ 609.3 _ 640.6 _ 673.4 7524 7752 8161 8374 8592 8815
X Non-core
Other operating income em 03 211 a2 26 01 17.8 71 7.5 78 81 85 8.9 93 97 101 105 108 112 18 121 124
Resultfrom associated companies em 16 (s) - - - - - - - - - - - - - - - -
Financialincome em 63 7.6 187 27.0 180 471 749 333 348 36.4 ar9 396 413 431 45.0 47.0 488 505 521 53.4 548 56.2 577 592
Financial expenses em 105 (183 @2) (38.4) (@67) (1139) (1553)] (777)) (388)  (19.4) ©7) ©.7) ©.7) ©.7) ©.7) ©.7) ©7) ©.7) ©.7) ©.7) ©7) ©7) ©.7) ©.7)
Non-core result before taxes (EBT) em 23) 8.9 187  (110) (161)  (667)  (626)]  (37.3) 35 248 36.4 384 405 427 45.0 474 49.6 517 535 55.2 56.9 58.6 60.4 622
Statutory taxes em 06 (2.4) 5.1) 3.0 44 18.2 17.0 101 (©.9) ©7) (09)  (10.5)  (1L0) (116) (122) (129)] (135  (141) (146)  (150) (155  (159) (164)  (16.9)
Taxadjustments em 53 @2) (103 7.2) ©®7) 56 (5.3) (1.0) (1.0) (1.0) @1 2) w2 (1.3) (1.4) (1.4) (1.5) (16) w7 @7 (1.8) (.8) (1.9)
Other em (©44) 877 (436)  (976) 1636  (60.3)  (19.3){ 425 445 465 485 506 528 552 57.6 60.1 624 646 666 683 701 719 73.8 75.7
Non-core result em (90.8)  90.0  (40.3) (112.8) 1432 (103.2)  (70.2)] 144 46.1 635 739 774 811 84.9 88.9 93.1 970 1006 1039 1067 1097 1127 _ 1159 _ 119.1
X Financial
Financialincome. em 41 4.0 7.2 8.4 119 323 378 181 190 198 207 216 225 235 245 256 266 275 284 29.1 298 306 314 322
Financial expenses em (149)  (157)  (443)  (439)  (449)  (544) (1008)] (79.7))  (845)  (883)  (925)  (96.8) (101.3) (1060) (110.9) (116.0)f (1199) (1238) (127.5) (130.8) (1342) (137.7) (141.3)  (144.9)
Financial result before taxes em (0.8)  (117)  @71) (365  (33.0)  (222)  (630)] (616) (656)  (685)  (718)  (752)  (78.8)  (825)  (86.4)  (90.4)  (93.3)  (964)  (99.0) (1017) (1044) (107.1) (109.9) (1127)
Statutory taxes em 29 32 101 9 9.0 60 17.1 168 178 186 195 205 215 225 235 246 254 262 27.0 27.7 284 29.1 299 307
em 7.9) (85) _ (270) (258)  (24.0) _(16.1)  (459)] (@4.8)] (47.7) (499)  (522)  (54.8)  (57.4)  (60.1)  (629) _ (65.8)f (67.9)  (702)  (721) _ (74.0) _ (76.0) _ (77.9) _ (79.9) _ (82.0)
X Consolidated
Sales em 41358 46483 55023 52344 68054 84652 86017] 86942] 91054 95144 99196 103538 10,8055 112767 11,768.4 12,2813 | 12,7627 13,2070 136088 13,9629 143262 146990 150814 154739
Costof sales em (2181 (2,815.8) (2776.4) (3547.6) (4.562.3) (4,615.1)] (4,588.0)f (4 499.8) (5735.0) (5,979.4) (6:234.2) (6.754.7) (6.990.0) (7.2027) (7,390.1) (7.582.4) (7.779.7) (7.982.2) (8,189.9)
Gross profit em 19543 22493 12,6865 24580 3,257.8 3,9029 3,986.6 | 4,106.2 4,259.3 48540 50704 52973 55342 60080 62170 64060 65727 67438 69192 7,099.3 7,284.0
Royalty and commision income em 16.3 25.1 1 239 338 5 335 35.0 399 416 434 453 491 508 524 55.1 56.6 58.1 9.6
Other operating income em 03 211 42 04 26 01 17.8 71 75 85 89 93 97 105 108 112 118 121 124 127
Other operating expenses em  (17259) (19495) (2.2 (2265.3) (2727.1) (3,296.1) (3.421L.4)f (8475.1)} (3,668.6) (3,8416) (4,002.8) (4,1725) (4,354.1) (4,547.2) (4745.1) (49516)) (5108.9) (5.286.8) (5447.6) (5734.8) (5,884.0) (6,037.1) (6,194.2)
Operatingincome (EBIT) em 2445 4403 2092 5572 6407  621.5| 6717 6332 6542 6877 7298 7668 8027 8441  887.4] 9587 9919 1,0220 1,0486 10759 11039 1,1326 11621
Financial result em 13.4 (226)  (469)  (517)  (889) (1434)] (1060) (695)  (515)  (435) (45.3)  (47.2)  (49.1)  (51.1)  (532)] (54.2) 6)  (68)  (s8.0)  (593)  (60.6) (619
Earnings before taxes (EBT) em 2311 4177 1623 5055 5518 4781 5657 5636 6027 6442 6844 7196  753.6 7930 8342 9045 9363 9653 9906 10166 10434 1,070.8
Taxes em 633)  (83.5) (1087)  (392) (1286) (127.4) (117.7)} (1433)} (1428) (1527) (1632) (1734) (1823) (190.9) (2009) (211.4)] (229.2) (237.2) (2446) (2510) (257.6) (264.3) (2713)
idated net income for the year €m 167.8 2298 3090 1231 3769 _ 4244 3604 | 4224| 4208 4500 _ 4810  511.0 5373 _ 5627 5921 6228 6754 _ 6991 _ 7207 7396 7591 _ 779.0 7995
Netincome attributable to non-controlling interests em 322) __(424) _ (@66) _ (442) __(672) _ (709) _ (57)] (613)] (613) _ (51.3) _ (51.3) _ (513) _ (513) _ (51.8) _ (513) _ (513)] (61.3)  (51.8) _ (513) _ (6513) _ (51.3) _ (51.3) _ (513) _ (51.3)
Netincome attributable to the TPUMASE €m 1356 187.4 2624 789 3097 3535  3047{ 371.1] 3695 3987 _ 4297 _ 4507 _ 4860 5114 _ 5408  5715] 6241 _ 647.8 6694 _ 6883 _ 707.7 7277 _ 7482 __ 769.2




Balance Sheet

units 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032
Actual  Actual _ Actual  Expected _Forecast Forecast Forecast Forecast
x Core
Core assets
Operating cash em 2068 2324 2751 2617  340.3 4233 4301 4347| 4553 4757 4960 5177 5403 5638 5884 6141 6381 6604 6804 6981 7163 7349 7541
Inventories em 7784 9153 11101 11379 14923 22451 18044 18355] 19494 20551 21632 22788 24018 25320 26703 28171} 29257 30259 31165 31963 32783 33623 34485
Trade receivables em 5037 5537 6117 6210  848.0 11184 11440 12125 12821 13527 14289 15091 15938 16832 17777 | 1847.3 19117 19698 20201 20736 21276 2,830
Income taxreceivables em 268 339 342 213 378 90.1 6a1f 671 701 731 763 796 831 87 905 0 973 1003 1029 1056 1083 1111
Other em 941 1152 1305 1240 2009 2360 2704 2595! 2718 2840 2961 3091 3226 3366 3513 3666 3810 3043 4063 4168 4277 4388 4502
Core current asset: em 16098 18505 21616 21659 40233 3,713.4| 3,737.8| 39560 4,167.1 43812 4,610.8  4,853.3 51094 5380.0 5666.0 | 58863 60895 6,273.3 64353 66014 67719 69469  7,126.4
Deferred taxassets em 2079 2076 23 2775 2 2050 29 2719 3310 3297 3526 3765 4004 4210 4409  4639| 4880 5292 8 5647 5795 5048 6104  626.4
Propery, plantand equipment em 2601 2947 3948 4069 4724 5923 7224{ 7612 8010 8416 8830 9254 9688 10133 1,0887| 11060 11549 12054 12571 13101 13646 14204 14778
Right-of-useassets em 7190 8776 9405 11113 11206 | 1,452 11605 1,1660 11707 11746 1,1776 11798 1181.1| 1,1823 11837 1,185.0 11879 11894 11909 1,1925
Intangible assets em 4129 4375 6 4435 4719 5065 557.8| 5853 6131 6410 6693  697.8 7266 7557  785.1| 8156 8472  879.8 947.5 9826 10187 1,057
Othernon-curent assets em 198 04 193 68 9.1 88 155 162 170 177 185 193 201 210 218} 228 236 243 249 256 262 269 276
Core non-current assets em 9007 0492 18254 20123 21738 25139 26259} 26883 28389 29213 30189 3,184 32175 33142 34106 35107 | 36148 37386 38422 39463 4,006 41576 42674 4,3800
Core iabilities
Trade payables em (646.1) (7053) (8437)  (9415) (1,176.4) (1,734.9) (1499.8)] (1480.5)| (1552.7) (1,610.8) (1666.5) (1725.1) (17862) (1,849.1) (1914.3) (L9817)] (2.0595) (21312) (2,196.1) (2253.2) (2.372.0) (2,497.1)
Income tax iabilities em (647)  (680)  (@89)  (892) (857)  (86.8) (793 (847) (©87)  (926)  (966) (100.8) (1052) (1098) (1146) (1196)] (1243) (128.6) 5)  (1359) (143.1) 150.
Other curtent provisions em ©62) (o€} (45  (47) (304)  (280) (159 (183)] (191)  (200) (209) (18 (27) (237) (47 (58)] (268) (27.8) (286)  (204) (309) (325)
Other em (145.5) 46)  (3760) (3778) (549.0) (618.9) (493.4)} (4987)] (522.3) (5458) (569.0) (593.9) (6198) (646.8) (675.0) (7045)] (732.1) (757.6) _(7806) _(800.9) (843.1) (887.6)
Core current iabilities em (9325) (1,117.5) (1,333.1) (1,4332) (1,8415) (2,68.6) (2,088.4)} (2,082.1)] (2,182.8) (2,269.2) (2352.9) (2,441.6) (2,5339) (2.629.5) (2,728.7) (2,8316)] (2942.7) (3,045.2) (3,137.8) (3.219.5) (3,303.2) (3,389.2) (3.477.4) (3,567.9)
Deferred taxiabilties em @6 @ 530)  (40.6)  (48.8)  (420)  (124)] (250)] (304)  (30.3)  (32.4)  (346)  (368)  (3B.6)  (405)  (426)] (448  @86)  (503) 18)  (532)  (546)  (56.0) 7.5)
Pension provisions em (289) (41  (@82)  (819)  (224) (25)] (229)] (240) (50) (261) (27.2) (84) (297) (310)  (323) @47) @58  (@67) ©7.7) (87  (@97)  (40.7)
Othernon-curtentprovisions em 6} @24) (920 @278) (154) (34) (@47)] (54 (161) (167) (175  (182)  (190)  (199)  (207) 223)  230) (286) (42) (248) (255  (26.)
Othernon- em 9 @4 @7 05 @4 a3i @S @5 08 07 @7 08 (19 (@0 @1 22 @3 @3 @4 @5 (25 @26
Core non-current liabilities em (1045) (1058) (1239) (1087) (1100) _ (81.2) _ (@96)] (840)] (712) _ (73.0) _ (769)  (81.1) _ (852) _ (892) _ (93.3) _ (67.7) (107.8) _(1113) (1145 _(1175) _(1206) _(123.7) _(1269)
Core business invested capital €m 14731 15764 25300 26363 31416 39874 4,2013] 4,2800] 45400 47463 49703 52065 54517 57048 59687 62474] 64563 66751 68664 7,076 72313 74198 7,6132 78116
X Non-core
Non-core assets
Investments in associates em 166 - - - = = = = B - - = - = -
Non-core non-current assets, em 166 - - - - - - - B - - - B - 5 - 5 - 5 - 5 - 5
Non-core liabilities
Other em - 103) (106) (75 @220 mn)  (195)] 204  (214) (223  (232) (243) (253 (264) (276)] (287) (297) (306) (313  (322) (330) (339) (347
Non-core current liabilities em - — (103)  (108) (175 (222) _(117)] (195)] (204) (21.4) (223 (232) _ (243)  (253) _ (26.4) _ (27.6)] (287)  (297)  (306) (313 _ (322) _ (33.0) _ (33.9) (347
Other non-curtent provisions em - T (07 @7 @01 (41  (139) (87 (144 (150) (157) (163 (174)  (178)  (186) (194)] (20.1)  (209)  (215)  (220)  (226)  (232)  (238) (244
Liabilites from acquisitions em w8 (33 N 5 5 5 .
Non-core non-current iabilities em @8) @3 (107 ___(87) __(100) (41 (139} (137)} (144) _(150) __(157) (163 __(171) __(178) __(186) _ (19.4)] _(201) _(209) __(215) __(220) __(226) __(232) __(238) _(24.4)
Non-core business invested capital em 118 33) ___(210) __(203) __(276) __(363) __(256) _(332)] _(348) __(36.4) __(375) __(396) __(41.3) __(431) __(450) _ (47.0) _(@88) _ (505) _ (520) _ (534) __ (548) _ (562) __(57.7) _ (s9.2)
Total business invested capital em 14849 15731 2,5090 26160 31140 3,511 41757 8] 45061 47095 49324 51669 54104 56617 59237 6200.4] 64075 66246 68143 69942 7,765 7,363.6 _7,5555 7.7524
X Financial
Financial assets
Excess cash em 2082 2313 2430 3942 4172 398 1228 - - - - -
Other current financal assets em 667 1112 766 529 1534 1374 949} 974| 974 974 974 974 974 974 974 974 a 97.4 7.4 974 o74  e74 o974
Financial current assets em 2749 3425 3196 4471 5706 1772 2177 974 974 974 974 974 974 __ 974 974 974} 974 974 974 __ 974 974 _ 974 974 __ 974
Othernon assets em 517 654 715 568 646 584 8361 757] 792 828 863 904 940 o84 1024 1060 1111 1149 1184 1215 1247 1270 1313 1347
Financial non-current assets em 517 654 715 588 646 584 _ 836]  757] 792 828 863 904 940 981 _ 1024 _ 1069 1111 1149 1184 1205 1247 _ 1279 1313 1347
Financial abilities
Curtentborrowings em 290) (205 (102 (121.4) (685) (759 (s9)f (@7] ©21) (100.4) (1049) (1096) (1145) (1195) (1249)] (1289) (1331) (1368) (147.4)  (1511) (1549
Curtentlease liabilies em (0.8) (1448 (1565) (1723) (2002) (212.4)f (209.)} (221.1) (2409)  (2517) (263.0) (2747) (2869) (299.7) (319.4)  (328.3) (353.8)  (362.7)
Other libiliies em (949)  (s6.4) _ (60.5) (151.1)  (644) _ (76.1) _ (786) (76| (@L1) 88.3) (96.4) _(100.7) _ (1052)  (1099) 117.1) _ (1204) ) (129.7) 0)
Financial current liabilties em (1239)  (777) _(2155) (429.0) (305.2) (3522) (4369)i (372.8)} (394.2) 429.5) @69.1) (489.9) (5116) (534.5) (669.6)  (585.4) (600.3) (615.4) (6309) (646.8)
Non-curtent borrowings em - - (2515) (426.0)] (313.6)] (3316 (3613) (@945) (4120) (430.3) (as @479.1)  (492.4)  (504.9)  (517.6) 07)  (544.0)
Non-curtent leaseliabiles em - (7.5)  (6005) (7752) (8510) (1,030.3) (L020.0)f (1,045.3)] (1,105.3) (1,1527) (1,204.3) (1315.2) (1,3735) (L4343) (1498.5)] (15467) (1597.1) (16413) (1683.0) (L725.4) (1,768.8) (1813.4)
Othernon- tiabilies em @09) (1732) (1638) (1537) (3141)  (13.8) (14 (05| (11 (115  (120) (132) _(137) (143) (150 (155) (160) (164) (168) (173) (177) _(181) _ (186)
Financial non-current iabilities em (309) (180.7) (764.3) (9289) (1,1651) (1,2956) (1,4575); (1,369.3)} (1448.0) (1,5610.0) (1,577.6) (1,648.9) (1,7229) (1,799.3) (1878.9) (1,963.0) (20262) (20923) (2,150.1) (2,2048) (2260.3) (2,3172) (23756) (2435.5)
em ©12) (189) @67) (@15  (652) (67.1) (so)] (@28) (428 (28) (428) (428) (428) (428) (428) (428)] (428) (428 (428) (428) (428)  (428) _ (428) _ (42.8)
Net financial assets em 1406 1306 (6354) (893.5) (900.3) (1,4793) (1622.0)] (1,6119)] (1,7084) (1,783.7) (1,866.2) (1,953.1) (2,0433) (2136.4) (2,2334) (2336.0)] (2412.2) (2,4924) (2562.4) (2,629.0) (2,696.4) (2,765.6) (2,836.5) (2,9093)
Equity attributable to the shareholders of PUMA SE em (1,625.5) (1,703.3) (1,873.6) (1,722.4) (2,213.3) (24717) (2,553.4)] (2,6349)] (2,797.7) (2,926.2) (3,066.2) (3,213.8) (3,367.1) (3,525.3) (3,690.2) (3,864.4)] (3,9953) (4,132.2) (4,251.9) (4,365.3) (4,480.1) (4,598.0) (4,719.0) (4,843.1)
X Consolidated
Curtentassets 18847 21930 24812 26130 34899 4,2005 40534 42644 44785 47081 49507 52067 54773 5763.3| 59836 61869 63706 65326 66988 68693 7,0442 72037
Non-currentasset 969.0 10146 1,8969 20711 22384 25723 29182 30041 31052 32085 33116 34123 35131 36176 37258 38535 39607 4067.9 41753 42855 43986 45147
Totalassets 28537 32076 43781 46841 57283 67728 69715 7.2686 7,5838 79166 82622 86101 89904 9,380.9 | 97095 10,0404 10,3313 10,6005 108741 11,1548 11,4429 11,7385
Curtentliabilties (1056.4) (1195.2) (L5589) (18728) (2164.2) (2843.0) (2537.0)] (2474.4)] (25975) (27016) (28047) (29137) (3,027.2) (3144.7) (3.2666) (3:393.6)] (3523.0) (3,6445) (3753.8) (3,851.1) (3,950.8) (4,053.1) (4,156.0) (4,265.7)
Non- (1406) (289.8) (898.9) (1,047.3) (1.285.2) (1,390.9) (1521.0)f (1,447.0)f (1,533.6) (1,598.0) (1670.1) (1,746.3) (1,6252) (1.906.3) (1,990.7) (2,080.1)} (2.148.4) (2,221.0) (2.282) (23413) (2400.4) (2.4609) (2523.1) (2,586.9)
Total labilities (1,197.0) (1,485.0) (2,457.8) (29201) (3,449.4) (4,2339) (4,058.0)} (3.9215)] (4,131.0) (4,299.6) (4,474.8) (4,660.0) (4,852.4) (5.051.0) (5,257.4) (5473.7) (5,865.4) (6,192.4) (6,351.2) (6,614.0)
Equity attributable to the shareholders of PUMA SE 16255) (1,703.3) (1,8736) (17224) (22133) (2,4717) (2553.4)] (2,6349)] (2,797.7) (29262) (3066.2) (3,213.8) (3,367.1) (3,525.3) (3,690.2) (3,864.4) (4.132.2) (4,365.3) (4,480.1) (4,598.0)
N ©12) (189) (467) (415) (652) (67.1) (289)i (428)| (428) (428) (428) (428) (428) (428) (428) (428)] (428) (428)  (428)  (428) (428) (428
Total equity (16567) (1722.2) (1,9203) (1763.9) (2,278.5) (2,538.8) (2582.3)} (2.677.7)] (2,8405) (2.969.0) (3,109.0) (3,2566) (3,409.9) (3,568.1) (3,733.0) (3.907.2)] (4,038.1) (4,175.0) (4294.7) (4,408.0) (4,5229) (4,640.8) (4,7618) (4,8859)
Total liabiliti equity (2853.7)_(3207.2) (4,378.1) (4,684.0) (5,727.9) (6,772.7) (6,640.3)] (6,599.1){ (6,9715) (7,268.6) (7,583.8) (7,916:6) (8,262.2) (8.619.1) (8,990.4) (9,380.9)] (9,709.5) (10,040.4) (10,3313) (10,600.5) (10,874.1) (11,154.8) (11,442.9) (11,738.5)

Cash Flow Statement

units 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2036
Acwal  Actual  Actual  Acwal  Actual  Actual  Actual  Expected Forecast Forecast Forecast Forecast Forecast Forecast Forecast Forecast L
x Core
Core result before taxes (EBT) 3161 4361 2088 5546 6406 6037 ) 6646] 6257 6464 6796 7213 7579 7935 8344  877.3| 9483 9811 10109 10372 10641 10918 11202 1,149.4
Taxes on core result (80.0) (1034)  (446) (133.3) (1572) (146.6)] (169.3)] (158.7) (163.8) (1717) (1823) (1915) (200.5) (210.8) (2217)) (239.5) (247.8) (2553) (262.0) (268.8) (275.8) (2829)  (290.3)
NOPLAT 2361 3327 1642 4213 4834 4571 ) 4953 467.0 4828 5078  539.0  566.4  593.0 6236 6556 7087 7333 7555 7752 7954 8161 8373  859.1
Depreciation and amortization
Core gross cash flow 2361 3327 1642 4213 4834  457.1) 4953 467.0 4828  507.8  539.0 5664  593.0 6236 6556 7087 7333 7555 7752 7954 8161 8373  859.1
Changein capital (1033)  (9536) (1063) (505.3) (845.8) (2139)] (78.7)} (260.9) (2054) (224.0) (2362) (2452) (253.1) (263.8) (278.7)] (208.9) (218:8) (1913) (181.3) (183.7) (188.5) (193.4) (198.4)
Core FCF. 1327 __(6209) _ 579 __ (83.9) (3624) 2431} 4166] 2061 2774 _ 2838 _ 3028 _ 3212 3398 _ 3507 _ 3769 | 4998 5145 5643 _ 5939 _ 6117 _ 6276 __ 643.9 6607
X Non-core
Non-core result before taxes (EBT) em 89 187  (110)  (16.1)  (667)  (62.6)]  (37.3) 35 248 36.4 38.4 405 427 45.0 47.4 49.6 517 535 55.2 56.9 58.6 60.4 622
Taxes on non-core fesult em ©6)  (15.4) @2) @3 238 17 92 w9 7.8 (1100 (118 (123 (129) (136) (43} (@150 (157 (162) (167 (17.2) (177) (183)  (18.8)
Non-core result after taxes em 23 33 (152)  (204)  (429)  (50.9)]  (28.1)] 16 17.0 254 2638 282 298 314 330 345 360 373 385 396 409 421 434
Change non-corein business invested capital em 151 17.7 ©.7) 7.3 87 (107) 76 16 16 15 17 17 18 19 20 18 17 15 14 14 14 15 15
Non-core FCF cm 174 210  (159) (13.1) (342)  (61.6)]  (20.0) 31 186 269 28.4 30.0 316 333 35.0 36.4 377 388 39.8 41.0 423 436 449
X Financial
Financial result before taxes em @17)  @7.1) @85 (3300  (221)  (63.0)f (616) (65.6)  (68.5)  (71.8)  (75.2)  (78.8)  (825)  (86.4)  (904)f  (93.3)  (96.4)  (99.4) (1017) (1044) (107.1) (2099) (112.7)
Takes on financial result em 32 101 97 9.0 6.0 17.1 168 17.8 186 195 215 225 235 246 25.4 27.0 277 20.1
Financial result after taxes em (85  (27.0)  (258)  (240) (161)  (459)] (44.8) (47.7)  (499)  (522)  (54.8)  (57.4)  (60.1)  (629)  (65.8)] (67.9)  (702)  (721)  (740)  (760)  (77.9)  (79.9)  (82.0)
Change n net financial assets em 100 7660 2581 67 5790  1427{ (10.0)} 965 75.4 825 86.9 902 93.1 970 1025 762 80.2 70.0 66.6 67.4 69.2 710 728
Changeln equity em 778 1703 (1512)  490.9  258.4 817 815 1285 1400 1476 1533 1562 1649 1742 1309 1369 1197 1134 1149 1179 1210 1241
Netincome attributable to non-controlling interests. em (@24)  (@66)  @42)  (672)  (709)  (85.7)]  (51.3) (51.3) (51.3) (51.3) (51.3) (51.3) (51.3) 3 (513) 3 (513)
Net fPUMASE _€m (187.4)  (262.4)  (789) (309.6) _(353.5) (304.9)] (371.1) (8987) (429.7) (4597) (486.0) (511.4) (540.8) (571.5) (624.1) (647.8) (669.4) (688.3) (707.7) (7277) (748.2)  (769.2)
Financial FCF em (1505) 6003 (42.0) 968 3969  (182.0)] (395.8)} (2092) (296.0) (310.8) (3313) _(351.2) (371.4) (393.0) (411.9)] (636.2) (552.2) (603.1)  (633.7) (652.7)  (669.9)  (687.5)  (705.6)




Financial Analysis

units 2017 2018 2019 2020 2021 2022 2023 2025 2026 2027 2028 2029 2030 2031 2032 2036 2037

Actual  Actual  Actual  Expected Forecast Forecast Forecast Forecast Forecast Forecast Forecast Forecast

Gross margin % 47.25%  48.39%  48.83% 46.96% 47.87% 46.11% 46.35% | 47.23% | 46.78% 46.79%  46.82% 46.88%  46.92% 46.98% 47.03% 47.08% | 47.07% 47.07% 47.07% 47.07% 47.07% 47.07% 47.07% 47.07%
EBITDA margin % 7.61%  9.02% 12.48%  9.61% 12.68% 11.50% 11.31%/ 11.61%] 10.78% 10.66% 10.67%  10.84%  10.93% 11.00% 11.10% 11.20% ] 11.48% 11.48%  11.48% 11.48%  11.48% 11.48%  11.48%  11.48%
EBIT margin % 5.91%  7.25%  8.00%  4.00%  8.19%  7.57%  7.23% ] 7.73% ] 6.95%  6.88%  6.93%  7.05%  7.10%  7.12%  7.17%  7.23%] 7.51%  7.51%  7.51%  7.51%  7.51%  7.51%  7.51%  7.51%
Net profit margin % 3.28%  4.03%  477%  151%  4.55%  4.18%  3.54% ) 4.27%] 4.06%  4.19%  4.33%  4.44%  450%  4.53%  4.60%  4.65% 4.89%  4.90%  4.92%  4.93%  4.94%  4.95%  4.96%  4.97%

X Return on invested capital (ROIC) analysis

Return on invested capital (ROIC) % 12.62% 16.68%  3.15% 11.84% 11.35%  7.71%{ 8.89%} 870%  8.85%  9.12%  9.32%  9.41%  9.45%  9.55%  9.65%] 10.06% 10.11%  10.10% 10.10% 10.12%  10.14%  10.16%  10.18%
Operational margin % 4.30%  5.28%  582%  291%  596%  551%  526%f 562%f 506%  500%  505%  513%  516%  5.18%  522%  526%| 547%  547%  547%  5.47%  547%  547%  547%  5.47%
Assettumover x 3.13 3.50 2.09 2.60 2.72 2.18 2.08 214 211 211 2.10 2.09 2.08 2.08 2.07 2.06 2.06 2.05 2.05 2.05 2.05 2.05 2.05
Core ROIC o 15.23%  21.22%  1.00% 17.64% 17.57%  9.27% | 12.09%{ 11.22% 10.94% 11.00% 11.15% 11.18% 11.18% 11.23% 11.28% | 11.64% 11.65% 11.61% 11.58% 11.58% 11.58%  11.58% 11.58%
Core operational margin % 1.38%  4.83%  6.08%  0.48%  6.83%  6.52%  4.30% ) 584%{ 5.27%  522%  5.26%  535%  5.39%  540%  5.44%  548%{ 570%  570%  570%  570%  570%  570%  570%  5.70%
Core asset tumover X 3.16 3.49 2.07 258 2.69 2.16 2.07 213 2.10 2.09 2.08 2.08 2,07 2.06 2.06 2.04 2.05 2.04 2.03 2.03 2.03 2.03 2.03
Non-core ROIC % 763% 1,221%  537%  (705%)  374%  193% (56%)} (139%)  (183%)  (203%)  (204%)  (205%)  (206%)  (206%)  (207%)] (206%)  (206%)  (206%)  (205%)  (205%)  (206%)  (206%)  (206%)
Non-core operational margin % (2.19%)  1.94%  (0.73%) (2.16%)  2.10%  (1.22%) (0.82%)f 0.17%} 051%  0.67%  074%  0.75%  0.75%  0.75%  0.76%  0.76% | 0.76%  0.76% 0.7 0.76%  077%  0.77%  077%  0.77%

Non-core asset tumover X 393.92 (1,667.36) (249.26) (335.24) (306.71) (236.96)] (339.62)] (273.88) (273.26) (272.65) (272.96) (272.92) (272.92) (272.92) (272.91)] (271.77) (270.62) (269.47) (268.32) (268.32) (268.32) (268.32) (268.32)
RONIC % 109.53% (18.01%) 240.34% 12.47%  (3.15%)] 17.03% | (39.86%) 6.11% 12.27% 14.00% 11.69% 10.91% 1217% 12.24%| 19.19% 11.86% 10.25% 10.36% 11.21% 11.36% 11.35% 11.35%
Return on assets (ROA) % 6.57%  8.18%  1.80%  6.61%  6.17%  4.50%} 559%f 560% 572%  591%  6.06%  6.14%  6.19%  6.27%  6.36%| 665% 6.67% 667% 6.66% 6.68% 6.69%  671%  6.72%
Core ROA % 8.94% 11.95%  0.63% 11.13% 10.84%  5.65%} 8.01%{ 7.47%  7.31%  7.37%  7.49%  7.53%  7.55%  7.60%  7.66% | 7.92%  7.92%  7.89%  7.86%  7.86%  7.86%  7.86%  7.86%
Non-core ROA % na nia nia nla nfa na nia nla nla nfa nia nia nia nla nla nfa nia nia nia nla nfa nia nia

x__Du Pont analysis (Return on Equity)

Retur on equity (ROE) o 818% 10.88% 13.66%  4.47% 13.59% 13.92% 11.80%] 13.86%§ 13.01% 13.43% 13.82% 14.12% 1425% 14.33% 14.49% 14.63%| 1545% 1552% 1550% 1561% 15.65% 15.68% 1571% 15.74%
Net profit margin (profitability) % 328%  4.03%  477%  151%  455%  4.18%  354%) 427%| 4.06%  419%  4.33%  4.44%  450%  453%  4.60% 465%| 4.89%  4.90%  492%  4.93%  4.94%  495%  4.96%  4.97%
Assettumover (efficiency) x 1.45 1.45 1.26 112 119 1.25 1.30 1.32 131 131 131 1.31 131 131 131 131 1.31 132 1.32 1.32 1.32 132 132 1.32
Equity multiplier (teverage) X 172 1.86 228 266 251 267 257 246 245 245 244 243 242 242 241 2.40 2.40 2.40 241 240 2.40 2.40 2.40 2.40

Change in retained eamings €m (51.2) 135.1 187.6 55.0 202.0 230.7 181.8 | 259.8 I 258.7 279.1 300.8 321.8 340.2 358.0 378.5 400.1 ! 436.8 453.5 468.6 481.8 495.4 509.4 523.7 538.4

X Value creation
WACC % 763%  7.63%  7.63%  7.63%  7.63%  7.63%  7.63% | 7.63%) 7.63%  7.63%  7.63%  7.63%  7.63%  7.63%  7.63%  7.63%| 7.63%  7.63%  7.63%  7.63%  7.63%  7.63%  7.63%  7.63%

Overall Annual Value Creation ™ % n/a  4.99%  9.05%  (4.49%) 4.21%  3.72%  0.08%

Overall Annual Value Creation em nia 9.4 237 (3.5) 13.0 132 0.2 a7 4.0 48 6.4 7.8 8.6 9.3 104 115 152 16.1 166 17.0 17.6 18.3 18.9 196

1.25%| 1.07%  1.22%  1.49%  1.69%  177%  182%  1.92%  202%] 2.43%  248%  2.47%  247%  2.49%  251%  2.53%  2.55%

x__Activity ratios.

Average holding period indays 1302 1393 1439 1496 1535 1796 1427} 146.0) 1468 1482 1497 1512 1529 1546 1563  158.2{ 1581 1580 1579  157.9 1578  157.7 1577  157.6
Average collection period indays. 245 435 40.6 433 455 45.9 475 48.0 486 492 498 50.4 51.0 516 522 52.8 52.8 52.8 52.8 52.8 52.8 52.8 52.8 52.8
Average payable period indays 1081 1073 1094 1238  121.0 1388 1186§ 11784 1169 1161 1153 1145 1137 1129 1121 1113} 1113 1113 1113 1113 1113 1113 1113 1113
Cash conversion cycle indays 66.6 75.4 75.1 69.1 78.0 86.7 715] 763] 785 81.2 84.1 87.1 90.2 93.3 96.5 99.7] 996 99.6 99.5 99.4 99.4 99.3 99.2 99.2

x__Liquidity analysis

Currentratio x 178 1.83 159 1.40 161 148 155 1.55 1.56 1.58 1.60 162 164 1.66 168 170 170 170 1.70 170 170 1.69 1.69 169
Quickratio x 1.05 1.07 0.88 0.79 0.92 0.69 0.84 0.81 0.81 0.82 0.83 0.83 0.84 0.85 0.86 0.87 0.87 0.87 0.87 0.87 0.87 0.87 0.86 0.86
Cash ratio x 0.39 0.39 0.33 0.35 0.35 0.16 0.22 0.18 0.18 0.18 0.18 0.18 0.18 0.18 0.18 0.18 0.18 0.18 0.18 0.18 0.18 0.18 0.18 0.18

0.68
0.41

0.69 0.69 0.69 0.70 0.70 071 071 0.71 0.71 0.71 0.71 071 0.71 0.71 0.71 0.71
0.41 0.41 0.41 0.41 0.41 0.41 0.42 0.42 0.42 0.42 0.42 0.42 0.42 0.42 0.42 0.42

Solvency ratio X 1.38 116 0.78 0.60 0.66 0.60 0.64
Financial autonomy ratio x 0.58 0.54 0.44 0.38 0.40 0.37 0.39

DJE ratio x 0.07)  (0.05) 0.34 0.52 0.39 0.58 0.65 0.61 061 061 0.61 0.61 0.61 061 061 0.61 0.61 0.61 0.61 061 061 0.61 0.61 0.61
Short-term borrowings / Net financial (x (0.24)  (0.24) 0.02 0.13 0.08 0.05 0.09 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05
Long-term borrowings / Net financial ¢ x - - - - - 0.17 0.25 0.19 0.19 0.19 0.19 0.19 0.19 0.19 0.19 0.19 0.19 0.19 0.19 0.19 0.19 0.19 0.19 0.19
Gearing ratio x (0.08)  (0.05) 0.26 0.35 0.29 0.37 0.40 0.39 0.39 0.39 0.39 0.39 0.39 0.39 0.39 0.39 0.39 0.39 0.39 0.39 0.39 0.39 0.39 0.39
Netfinancial debt / EBIT x 0.49)  (0.25) 1.50 4.35 161 2.30 2.70 2.45 276 2.79 2.78 2.74 2.73 2.73 272 2.70 259 2.59 2.58 258 2.58 2.58 2.58 2.58
Net PP&E /Total assets. x 0.09 0.09 0.09 0.09 0.08 0.09 0.10 0.11 0.11 0.11 0.11 0.11 0.11 0.11 0.11 0.11 0.11 0.12 0.12 0.12 0.12 0.12 0.12 0.13
Interest coverage ratio x 1710 2233 1010 482 1255 1191 6.22 8.49 7.55 7.46 7.49 7.59 7.61 7.62 7.66 7.69 8.04 8.04 8.06 8.05 8.05 8.05 8.05 8.05

Sales Forecast Methodology

1
:
1
'
1
| Footwear | | Apparel | | Accessories | I | Description
1
1
1
B 5 1
Global sneakers market growtt{25%) | CEHESB Rl | Global bags & containers market growt{20%) | |
1
1
Global jerseys, sweatshirts & pullovers marke ] . Int_:orporate market -driven forecasts
growth (5%) Global gloves market growtt{10%) i :ﬁ"oriir:o‘%ch product group for
| e short -term
Global athletic footwear market growtk25%) H i X . ;
Short-term Global sports & swimwear market growth | Differentiate variables into product -
drivers (40%) Global hats & caps market growth(20%) ' specific and non -product-specific
(FY 25— 35) 1 categories for a nuanced analysis
: «  Apply weighted variables, reflecting
hted footwear market growtt20%) Sales-weighted apparel market growt20%) Sales-weighted accessories market growth ! historical correlations, company
(20%) H projection, portfolio alignment, and
1 sector-specific trends
1
sal ighted nominal GDP g %) | |
1
1
1
'
1
1 + Conservative forecast for growth,
Sales-weighted inflation(50%) : accounting for rising uncertainty of
Long-term 1 predicting long -term trends in a
drivers 1 dynamic market
1
(FY 33 - 40) . N ! + Gradual transition phase to long -
htsdisaISDRG) ) ! term model from FY 33 to FY 36
1




Peer Selection

Valuation Cost of Capital
Marketcap Enterprise Revenue EBITDA  EBIT EV/Sales  EV/EBITDA EV/EBIT Equity  Costof  Costof
Identifier Company name Country  Industry Rank explanation em) value (6m) (LTM)(em) margin (o) margin o) V/ET0 M) iy iy PIEINTM) o ay)  debt(e)  equity (%)

1361.HK

ADSGn.DE

2020.HK

79367

coLM.0Q

CROX.0Q

0330.HK

FOSLOQ

GliLOQ

HMb.ST

BOSSN.DE

LEVIN

2331.HK

LuLU.0Q

MONC.MI

NXT.L

NKEN

ONON.N

PVHN

SKX.N

SH00.0Q

UHRS

MODG.N

VFCN

WWW.N

ZALG.DE

361 Degrees Intemational Ltd

Adidas AG

ANTASports Products Ltd

Asics Corp

Columbia Sportswear Co

CrocsInc

Espiit Holdings Ltd

Fossil Group Inc

Gl Apparel Group Ltd

H&M Hennes & Mauritz AB

Hugo Boss AG

LeviStrauss &Co

LiNing Co Ltd

Lululemon Athletica Inc.

MonclerSpA

NextPLC

Nikelnc

On Holding AG

PVH Comp

Ralph Lauren Corp

Skechers USAInc

Steven Madden Ltd

Swatch Group AG

Topgolf Callaway Brands Corp
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Comparable Company Analysis (CCA)

Market cap

Enterprise

EV/Sales

EV/EBITDA

EV/EBIT

Company name Identifier P/E (NTM)
(€m) value (€m) (NTM) (NTM) (NTM)
Adidas AG ADSGn.DE 39,492 37,265 1.72x 13.98x 23.04x 32.49x
ANTA Sports Products Ltd 2020.HK 28,086 23,369 2.77x 9.56x 11.46x 15.70x
Asics Corp 7936.T 12,378 1,475 2.96x 16.26x n/a 27.52x
Columbia Sportswear Co COLM.OQ 4,111 3,728 1.24x 10.45x% 14.60x 18.09x
LiNing Co Ltd 2331.HK 4,859 5,651 0.92x 4.62x 6.87x 11.12x
Lululemon Athleticalnc LULU.OQ 34,367 53,529 3.24x 11.96x 14.17x 20.70x
NikeInc NKE.N 104,832 129,869 2.32x 18.94x 21.96x 25.72x
On Holding AG ONON.N 14,394 7,468 4.56x 26.89x 36.78x 44.74x
Skechers USAInc SKX.N 8,641 8,216 0.93x 7.42x 8.77x 12.74x
UnderArmourlnc UAA.N 3,324 2,760 0.64x 10.25x 16.96x 28.83x
VF Corp VFC.N 7,981 10,430 1.48x 18.63x 29.32x 30.82x
Source: Refinitiv
25th percentile 1.1x 9.9x 12.1x 16.9x
Median 1.7x 12.0x 15.8x 25.7x
Average 2.1x 13.5x 18.4x 24.4x
75th percentile 2.9x 17.4x 22.8x 29.8x
Sensitivity Analysis
X (1) WACC sensitivity: Risk-free rate and market risk premium
in % Market risk premium
7.63% 5.79% 6.29% 6.79% 7.29% 7.79% 8.29% 8.79%
0.06% 5.25% 5.63% 6.01% 6.39% 6.77% 7.15% 7.53%
0.56% 5.56% 5.94% 6.32% 6.70% 7.08% 7.46% 7.84%
1.06% 5.87% 6.25% 6.63% 7.01% 7.39% 7.77% 8.15%
1.56% 6.18% 6.56% 6.94% 7.32% 7.70% 8.08% 8.46%
Risk-free rate 2.06% 6.49% 6.87% 7.25% 8.01% 8.39% 8.77%
2.56% 6.80% 7.18% 7.56% 7.94% 8.32% 8.70% 9.08%
3.06% 7.11% 7.49% 7.87% 8.25% 8.63% 9.01% 9.39%
3.56% 7.42% 7.80% 8.18% 8.56% 8.94% 9.32% 9.70%
4.06% 7.73% 8.11% 8.49% 8.87% 9.25% 9.63% 10.01%
X (2) WACC sensitivity: Risk-free rate and D/E ratio
in % D/E ratio
7.63% 0.31 0.41 0.51 0.61 0.71 0.81 0.91
0.06% 6.74% 6.61% 6.49% 6.39% 6.30% 6.22% 6.15%
0.56% 7.12% 6.96% 6.82% 6.70% 6.59% 6.50% 6.41%
1.06% 7.50% 7.32% 7.15% 7.01% 6.89% 6.78% 6.68%
1.56% 7.88% 7.67% 7.48% 7.32% 7.18% 7.05% 6.94%
Risk-free rate 2.06% 8.26% 8.02% 7.81% 7.47% 7.33% 7.20%
2.56% 8.64% 8.38% 8.14% 7.94% 7.76% 7.60% 7.46%
3.06% 9.02% 8.73% 8.47% 8.25% 8.05% 7.88% 7.72%
3.56% 9.40% 9.08% 8.80% 8.56% 8.34% 8.15% 7.98%
4.06% 9.79% 9.44% 9.14% 8.87% 8.64% 8.43% 8.24%




X

(3) WACC sensitivity: Equity beta and D/E ratio

in %

D/E ratio

7.63% 0.31

0.83 6.67%

0.93 7.22%

1.03 7.77%

1.13 8.33%
Equity beta 1.23 8.88%

1.33

1.43

1.53

1.63

(4) WACC sensitivity: Cost of equity and cost of debt

8.41%

7.99%

0.61

7.63%

6.89%
7.31%
7.74%
8.16%
8.59%
9.01%

7.03%
7.43%
7.83%
8.23%
8.63%

6.77%
7.15%
7.53%
7.91%
8.29%

in % Cost of debt

7.63% 1.38% 1.88% 2.88% 3.38% 4.38%
7.00%
8.00%
9.00%
10.00%

Cost of equity 11.00%
12.00%
13.00%
14.00%
15.00%

(5) WACC sensitivity: Tax rate and D/E ratio
in % D/E ratio
7.63% 0.51 0.61 0.71 0.81 0.91
17.34% 7.99% 7.83% 7.69% 7.56% 7.45%
19.34% 7.95% 7.78% 7.63%
21.34% 7.90% 7.73% 7.58%
23.34% 7.86% 7.68% 7.52%
Taxrate 25.34% 7.81% 7.47%

27.34% 7.77% 7.58% 7.42%
29.34% 7.73% 7.53%
31.34% 7.68% 7.48%
33.34% 7.64% 7.43%
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The Puma’s leap finds solid ground Recommendation: BUY
ahead Price Target (31-Dec-25): 66.18 EUR
Easing macroeconomic conditions and a refreshed
g Price (13-Dec-24): 45.75 EUR
branding strategy set the stage for a promising future
Source: Refinitiv, 2024.
e Our recommendation is to BUY PUMA SE (PUMG.DE) R T 34.21 - 56.36
considering a target price of EUR 66.18 for 31-Dec-25, reflecting Market Cap (EUR m) 6,954
Outstanding Shares (m) 149.49

an upside potential of 46.27% compared to the share price of
EUR 45.75 (13-Dec-24).

e We anticipate PUMA to capitalize on the sporting goods
market’s robust growth (4.21% CAGR through 2028), driven by
rising demand for athleisure, particularly in footwear, and shifting

consumer spending patterns favoring emerging markets.

e PUMA is expected to benefit from an improving
macroeconomic environment characterized by easing inflation
and currency stabilization in key sales regions, though

uncertainties surrounding the geopolitical situation persist.

o Positioned between industry leaders Nike and Adidas and

smaller niche brands, we predict PUMA to further leverage its dual

160%
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60%

40%
13.12.19 13.12.20 13.12.21

=——=PUMA SE

13.12.22

’ﬁ

13.12.23 13.12.24

MSCI World

Figure 1: Cumulative Daily Returns of PUMA SE vs.

MSCI World. Source: Refinitiv, 2024.

Key Financial Metrics

focus on performance and lifestyle products, along with its (Values in EUR m) FY23A  FY24E  FY25F
strategic ESG leadership and a refreshed branding strategy. Sales 8602 8694 9,05
e Thus, we project consistent 4-5% top-line growth, stable Yo Growth 167 1.08%  475%
margins, and a growing ROIC of 9.26% (avg.) from FY 25 to FY EBIT 622 672 633
32, enabling PUMA to further invest in R&D, solidify its EBIT margin 7.23%  7.73%  6.95%
competitive position, and defend its market share. Net Income (PUMA SE) 305 371 370
Company Description: Net Profit Margin 354%  4.27%  4.06%
PUMA SE is a Germany-based company engaged in designing, CAPEX 300 292 306
developing, selling and marketing sports footwear, apparel and Unlevered FCF 446 529 420
accessories. EPS 2.03 2.48 2.47

THIS REPORT WAS PREPARED EXCLUSIVELY FOR ACADEMIC PURPOSES BY CONSTANTIN BUNTE AND LUCA LARS NAWROTH, MASTER IN
FINANCE STUDENTS OF THE NOVA SCHOOL OF BUSINESS AND ECONOMICS. THE REPORT WAS SUPERVISED BY A NOVA SBE FACULTY
MEMBER, ACTING IN A MERE ACADEMIC CAPACITY, WHO REVIEWED THE VALUATION METHODOLOGY AND THE FINANCIAL MODEL.

(PLEASE REFER TO THE DISCLOSURES AND DISCLAIMERS AT END OF THE DOCUMENT)
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List of Abbreviations

Approx.: Approximately

Avg.: Average

bn: Billion

BoP: Beginning of Period

CAGR: Compound Annual Growth Rate
CAPEX: Capital Expenditure

CAPM: Capital Asset Pricing Model
CCA: Comparable Companies Analysis
CCC: Cash Conversion Cycle

CDS: Credit Default Spread

CEO: Chief Executive Officer

CFO: Chief Financial Officer

CPO: Chief Product Officer

CSO: Chief Sourcing Officer

DCF: Discounted Cash Flow

DEI: Diversity, Equity, and Inclusion
DTC: Direct-to-Consumer

D&A: Depreciation and Amortization
D/E: Debt-to-Equity

EoP: End of Period

GRI: Global Reporting Initiative
EEMEA: Eastern Europe, Middle East, Africa
EMEA: Europe, Middle East, Africa
ESG: Environmental, Social, and Governance
EU: European Union

EUR: Euro

EV: Enterprise Value

FCF: Free Cash Flow

FY: Fiscal Year

GDP: Gross Domestic Product

GHG: Greenhouse Gas

IFRS: International Financial Reporting Standards
KPI: Key Performance Indicator

m: Million

MRP: Market Risk Premium

MDAX: Midcap-DAX
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NTM: Next Twelve Months

NWC: Net Working Capital

pp: Percentage Point

Q: Quarter

REC: Renewable Energy Certificates
ROIC: Return on Invested Capital
RONIC: Return on New Invested Capital
R&D: Research and Development
SWOT: Strengths, Weaknesses, Opportunities,
and Threats

US: United States of America

WTP: Willingness to Pay

YoY: Year-over-Year

PAGE 11/44



commreer N O VA
|

NOVA SCHOOL OF
BUSINESS & ECONOMICS

PUMA SE (PUMG.DE)

14%

7%

19%

= North America
= Europe
EEMEA
Latin America
Asia/Pacific (excl. Greater China)

Figure 2: Sales by Geography FY 23.
Source: PUMA SE, 2023.

Year

Milestone

1948
1948
1958
1968
1970
1986
1998
2007
2014
2017
2022

Foundation by Rudolf Dassler

Launched first football boot

Introduced iconic PUMA formstrip
Olympic protest boosted visibility

Pelé wore PUMA at FIFA World Cup
Listed on Frankfurt Stock Exchange

Usain Bolt partnerhsip began

Kering acquired majority stake

Launched FOREVER.FASTER. campaign
Rihanna launched successful FENTY line

Arne Freundt became CEO

Figure 3: Key Milestones.

Source:

PUMA SE, 2024b.

15%

53%
32%

= Footwear
= Apparel

Accessoires

Figure 4: Sales by Product Group FY
23. Source: PUMA SE, 2023.

Company Overview

Company Description

PUMA SE (hereinafter referred to as “PUMA” or “the company”) is a German
designer and manufacturer of athletic and casual footwear, apparel and
accessories. In FY 23, the company employed 18,681 people worldwide and
achieved record breaking sales of EUR 8,601.7 m, which resulted in a net income
attributable to shareholders of PUMA of EUR 304.7 m. Founded in 1948 by Rudolf
Dassler, who originally co-founded Adidas AG with his brother Adolf Dassler, in
Herzogenaurach, Germany, PUMA was born out of a vision to provide athletes
with the agility and speed of a puma. Although the company’s history has been
deeply influenced by the fierce rivalry that emerged between the two brothers and
their competing brands, PUMA has developed into a multinational corporation
proven by its globally diversified sales (Figure 2). The company’s key milestones

since its foundation are shown in Figure 3.
Key Operations

PUMA offers a diverse range of products spanning casual wear and various sports,
classified into Teamsport, Track and Field, Motorsport, Golf, and Basketball. Its
product portfolio is broadly categorized into three groups: footwear, apparel, and

accessories, with the sales distribution shown in Figure 4.

The footwear category includes a wide range of athletic and lifestyle shoes such
as running shoes, football boots, and casual sneakers. As PUMA’s largest product
group, it accounts for 53.28% of sales (FY 23) and remains a key driver of the
company’s brand recognition. This dominance stems from PUMA's origins as a
football shoe manufacturer. Demonstrating its commitment to market leadership
and expansion, the company re-entered the running shoe market in 2021 and
continues to lead in sports style trends, exemplified by the reintroduction of the
iconic Speedcat, originally designed for Formula 1 drivers. The apparel division
encompasses both functional sportswear and lifestyle clothing such as t-shirts,
sweatshirts and hoodies or shorts. Representing 32.12% of sales (FY 23), it is
PUMA’s second-largest product group. Designed to complement the footwear and
apparel offerings, accessories represents the smallest product group contributing
14.59% of sales (FY 23). This group includes items such as caps, bags, sports

equipment, and sunglasses.

To produce its diverse range of products, PUMA employs a global sourcing

strategy, purchasing from 158 independent suppliers in 29 countries worldwide.
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Figure 5: Shareholder Structure.

Source: PUMA SE, 2024a.
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Figure 6: Sporting Goods Market

Breakdown 2023. Source: See Text.

However, 94% of total production volume is sourced from Asian countries, with
China (32%) and Vietnam (30%) as the primary contributions. This highlights
PUMA's reliance on low-cost manufacturing regions to sustain its operations. After
production, PUMA distributes its products through two channels: Wholesale, which
accounts for 75.20% of sales (FY 23), and DTC, comprising 24.80% of sales (FY
23), through its own retail stores and e-commerce platforms. This distribution
model reflects the company’s strong reliance on established retail partners.
However, some of PUMA'’s products are sold through alternative channels, as
demonstrated by its subsidiary stichd. In addition to designing and manufacturing
underwear, socks, swimwear, and fanwear for PUMA, stichd also produces these

items for other well-known brands, including Tommy Hilfiger and Formula 1.
Ownership

PUMA has been publicly listed on the Frankfurt Stock Exchange since 1986 and
is a constituent of the German MDAX index. As of Q3 2024, the company had
149.49 m shares outstanding, with 70% classified as free float shares actively
traded in the market, enhancing stock liquidity and simplified trading (PUMA SE,
2024a). This structure, supported by institutional investors such as Artemis and
Kering, PUMA’s largest shareholder with a 30% stake, highlights strong confidence
in the company’s long-term growth potential. Their substantial influence and
strategic interest provide stability and help reduce price volatility (Figure 5).
However, it also incorporates risks, as large-scale divestments by these investors

could trigger significant stock price declines.

Industry Analysis

Sporting Goods Market

As a key player in the global sporting goods market, PUMA stands in a sector that
includes both items for sports and items designed for casual and comfortable wear.
According to our analysis, this market is estimated to be valued at EUR 384 bn in
2023 and is expected to grow to EUR 472 bn by 2028, reflecting a CAGR of 4.21%.
Aligned with PUMA’s product groups, the total addressable market can be divided

into three main segments: footwear, apparel, and accessories.

The footwear segment, which includes sneakers and athletic footwear, accounts
for 31.73% of the total market and is forecasted to grow the fastest with a CAGR
of 4.82% until 2028. The apparel market, primarily comprising sportswear and
swimwear, represents the largest share at 43.75% and is projected to grow at a

CAGR of 3.94% over the same period. Meanwhile, the accessories market,
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Figure 7: Sporting Goods Market —
Development by Segment (in EUR bn).

Source: See Text.
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Figure 9: Consumer Spending of
Clothing and Footwear by Geography.
Source: Statista, 2023b.

including items such as bags, gloves, and hats, holds the smallest share at 24.53%
and is expected to grow at a CAGR of 3.86% (Statista, 2023a; Statista, 2023b;
Statista, 2023c). The shares and the developments of each segment are illustrated

in Figure 6 and Figure 7, respectively.

The comparable historic growth rates across these segments highlights their
underlying similarities. While there were slight variations in performance during the
pandemic, with accessories and apparel showing higher volatility, the overall
development remained aligned. The industry has demonstrated significant
resilience in recent years, rapidly recovering to near pre-COVID levels following a
10.21% YoY growth in 2021.

Looking ahead, all segments are expected to achieve steady and comparable
growth through 2028, driven by shared market trends and industry dynamics. A
key factor leading to this positive outlook is the increasing focus of society on
sports and healthier lifestyles, a trend that gained momentum in the aftermath of

the pandemic.

Another driver of the market are major sports events, such as the Olympics and
football championships, as well as the rising popularity of “athleisure”. This trend
blends everyday comfort with a sporty aesthetic, appealing to a wide range of
consumers. Established sport brands like Adidas, Nike or PUMA were early
adopters of this trend, leveraging their expertise in athletic products to dominate
the market. However, the entry of numerous fashion and luxury brands has
intensified competition, making continuous innovation critical for sustaining a

competitive edge.

Sustainability has also emerged as a pivotal factor for success in the sporting
goods market, fueled by consumer expectations and regulatory pressures. While
achieving sustainability goals may require substantial investment, it also presents
opportunities for innovation and differentiation. Over 80% of companies in the
industry have already set or are actively considering CO:2 reduction targets
(McKinsey & Company, 2024). As a result, sustainability is no longer a choice but

a strategic necessity for ensuring long-term growth and success in the industry.

Finally, shifting consumer spending patterns are reshaping the market landscape.
Historically, North America and Europe have dominated, accounting for over half
of consumer spending, a trend mirrored in the footwear segment, where these
regions collectively make up 51.34% of the market’'s total value (Figure 8).
However, emerging markets are steadily increasing their share of consumer
spending since 2005, as shown by projections for clothing and footwear (Figure

9). In the footwear market, for example, North America and Europe are expected
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Figure 10: Porter's Five Forces
Framework on Sporting Goods Industry.

Source: Analyst Analysis.
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to grow slightly below the market average of 4.28% CAGR until 2028, while regions
like China are forecasted to expand at a much higher rate of 6.88% CAGR.
Consequently, future growth is expected to be concentrated outside of Europe and
North America, making it essential for brands to strategically position themselves

in these high-potential markets to sustain long-term growth (Statista, 2023c).

To conclude the market analysis, we applied the Porter’s Five Forces framework,

providing further details on the competitive dynamics, as shown in Figure 10.
Macroeconomic Environment

PUMA operates in a challenging macroeconomic environment characterized by
significant uncertainties, including geopolitical tensions such as the conflicts in
Ukraine and the Middle East, which have caused significant supply chain
disruptions, rising commodity prices, and sustained inflationary pressures. While
the global economy demonstrated resilience in the first half of 2024, these factors
have significantly eroded consumer disposable income for discretionary spending,
leading to demand declines and elevated inventory levels across the sporting
goods industry in 2024 (Adidas AG, 2023).

We analyzed the development of nominal GDP based on each region's revenue
contribution, as shown in Figure 11. Historically growing at approx. 6.0% per year
pre-COVID, sales-weighted nominal GDP growth sharply contracted by around 7.0
pp to a 1.0% YoY decline in 2020 due to the pandemic, highlighting the
unprecedented macroeconomic challenges across the industry. From 2021 to
2024, economic growth has recovered strongly, with a YoY growth of 7.6% in 2024,
partly driven by recent rate cuts by central banks, following a period of tightened
monetary policy (IMF, 2024). However, this growth should be viewed with caution,
as it has been significantly influenced by comparably high inflation in emerging
markets, particularly in Eastern Europe, the Middle East, and Latin America,
through the mentioned geopolitical conflicts and the extraordinary currency
devaluation of the Argentine peso, highlighting PUMA’s exposure to currency

fluctuations due to its global operations.

Going forward, we expect sales-weighted nominal GDP growth to average 5.33%
between 2026 and 2032, slightly below pre-COVID levels, with significant regional
variations. Emerging markets are projected to primarily drive global growth,
bolstered by their earlier recovery through government stimulus measures such as
job creation programs and tax cuts during COVID, which have reshaped consumer
spending patterns and even further enhanced their markets’ strategic importance
for PUMA going forward (Figure 12). However, while still increasing its importance

as a crucial sales market, especially China's competitive advantage as a low-cost
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manufacturing hub is expected to gradually erode due to rising wage levels and
sustained geoeconomic uncertainty (Rapoza, 2023). In addition, the Argentine
peso is expected to recover due to significant policy reforms and Argentina’s strong
agricultural and commodity export base. Advanced economies, including the US
and Europe, are anticipated to achieve full economic recovery by 2026 (IMF,
2024). However, uncertainties persist, particularly in Ukraine and the Middle East,
alongside ongoing volatility in the availability and prices of key input materials,
which could continue to pressure margins through higher commodity-based raw
material costs and complicate supply chains, further affecting logistics costs
growth (Figure 13). In fact, however, we expect the sporting goods industry to
benefit from additionally declared monetary easing by central banks, which will
facilitate investment in product innovation and retail expansion, and enhance
consumer confidence, ultimately supporting revenue growth. Lastly, political
tensions between the US, China, and Europe, potentially exacerbated by the
recent election of Donald J. Trump as 47t US president, present further significant
macroeconomic uncertainty for PUMA. Potential trade regulations and tariffs
threaten to disrupt global trade, leading to higher customs duties and shipment

delays, which would likely necessitate price markups.
Competitive Landscape

Competitor Analysis

In this section, we analyze key competitors of PUMA in the sporting goods market.
As illustrated in Figure 14, we have selected a peer group, categorized into
primary competitors and secondary competitors, based on criteria such as pricing
and target use. The subsequent analysis will examine both primary and secondary

competitors in detail, with their respective market shares depicted in Figure 15.

A Selected peer group with similar product focus
£
E]
g it M _
&\ new balance aaSIcs unoER ARMOUR
2 IIIIIIITI.{
e
a .
& Columbia
2 \ L~
s (= ANTA Li-NING
o SKECHERS
® >

Lifestyle Functional

Target use
Figure 14: Competitive Landscape of PUMA. Source: Analyst Analysis.
(I) Primary Competitors

The primary competitors are Adidas and Nike, with key KPIs shown in Figure 16.

PAGE 5/44



PUMA SE (PUMG.DE) COMPANY REPORT N _VA

NOVA SCHOOL OF
BUSINESS & ECONOMICS

60 50% Adidas AG (Germany), Europe’s largest sportswear company, shares PUMA’s
jg 0% German heritage as an original footwear manufacturer, making it PUMA’s closest
30%
30 ) competitor. Accordingly, both companies compete in similar markets, product
jg u ?Zj segments, and global collaboration-driven branding strategies. The intense
[ | competition was heightened by the CEO appointment of Bjgrn Gulden, PUMA's
. BN long-standing CEO, posing a significant risk to PUMA due to potential insider
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knowledge of its strategies and operations. With 56.65%, Adidas derives the
Figure 16: Primary Competitors’ Total

Sales and EBITDA Margin. Source:
Company Data, 2023; Refinitiv, 2024. In the same year, Adidas generates 38.86% of its total revenue from EMEA and

majority of its 4.82% YoY declining revenues in FY 23 from its footwear segment.

24.63% from North America, reflecting a geographic distribution that closely aligns
with PUMA’s focus. While adopting a similar focus on lifestyle and performance,
Adidas’ strategic positioning is distinctly premium, targeting a less price-sensitive
audience. Advanced technologies like Primeknit and Futurecraft in its performance
segment justify this higher price point, which extends to its Adidas Originals
lifestyle line. With an EV of EUR 37.27 bn and revenue of EUR 21.43 bn in FY 23,
Adidas is significantly larger than PUMA, outpacing its competitor by a factor of
four in value and 2.5 in revenue, translating to a 5.57% global market share,
highlighting its scale advantage. However, with an EBIT margin of 1.57% in FY 23,
primarily driven by significant inventory write-downs, significantly lagging behind
PUMA’s 7.23%, Adidas’s cost efficiency is significantly lower (Adidas AG, 2023).

NIKE, Inc. (USA), originally founded as a footwear distributor, is the world’s largest
sportswear manufacturer, with business segments, geographic focus, and
branding strategies comparable to PUMA. Nike performs traditionally strong in its
home US market, where it generated 42.00% of its FY 24 (year-end May 31) sales,
driven largely by its footwear segment, which, similarly to PUMA, with 67.83%
accounted for the majority of total sales. Unlike PUMA'’s unified brand strategy,
Nike leverages a multi-brand strategy with its core Nike brand, Jordan, and
Converse, effectively targeting performance and lifestyle segments alike. With an
EV of EUR 129.9 bn, approx. 14 times larger than PUMA’s, and total revenue of
EUR51.2bnin FY 24, Nike holds an 13.32% market share, highlighting its superior
scale and dominant market position relative to PUMA. This significant scale
advantage enables Nike to capitalize on cutting-edge innovation across both
footwear (e.g., Nike Air, Zoom) and apparel (e.g., Dri-FIT), supported by stronger
DTC distribution (44% of sales), while PUMA focuses its innovation efforts primarily
on footwear and strongly relies on wholesale distribution. Coupled with strong
marketing campaigns like "Just Do It", this drives Nike’s superior brand equity,
elevating consumer WTP and allowing for premium pricing. Driven by its ability to
leverage economies of scale, Nike’s superior cost efficiency with an EBIT margin
of 13.03% in FY 24 further underscores its market dominance (NIKE, Inc., 2024).
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Under Armour, Inc. (USA) shares similar operational characteristics with PUMA,

= Sales (FURD) o EBITDAmargin including product segments, geographies, and branding. With a strong focus on

Figure 17: Secondary Competitors’  performance-oriented athletic apparel, unlike PUMA, Under Armour generates
Total Sales and EBITDA Margin.
Source: Company Data, 2023; Refinitiv,
2024.

66.00% of its sales from its apparel segment in FY 24 (year-end March 31).
Whereas PUMA'’s revenue base is more evenly distributed across regions, 61.00%
of Under Armour’s revenue stems from its home US market, with growing but
comparatively smaller operations in EMEA and other regions. Even though Under
Armour, with an EV of EUR 2.74 bn in FY 24, is about three times smaller than
PUMA and generates only 66.29% of PUMA’s revenue (EUR 5.70 bn), it positions
itself as a premium, performance-driven brand, with a higher price point justified
by advanced apparel technologies like HeatGear and ColdGear. However,
PUMA'’s broader product portfolio and superior size enables it to still achieve
comparatively greater cost efficiency, reflected in its 3.10 pp higher EBIT margin
in FY 24 and justifies Under Armour’s lower market share (1.48%) (Under Armour,
Inc., 2024).

On Holding AG (Switzerland), which went public in 2021, is an emerging premium
brand specializing in high-performance footwear, accounting for 95.49% of its
significantly growing net sales in FY 23 (46.64% YoY), primarily for running and
outdoor activities. As a high-tech, innovation-driven brand renowned for its cutting-
edge footwear technologies like CloudTec, targeting a less price-sensitive
audience, On positions itself at a significantly higher price point than PUMA. Unlike
PUMA, On generates 64.85% of its revenue from the Americas, particularly due to
its small Swiss home market, while its premium pricing and niche-focused
operations deliver superior cost efficiency, reflected in a 2.83 pp higher EBIT
margin in FY 23 (13.68%). With an EV of EUR 7.47 bn in FY 23, On is about
15.00% smaller than PUMA, generating about 23.22% of its revenue (EUR 2.00
bn), equivalent to a 1.79 pp smaller market share (0.52%) (On Holding AG, 2023).

ASICS Corp. (Japan), with similar business segments to PUMA, primarily focuses
on performance-running, making up 50.12% of FY 23 net sales, while also offering
lifestyle products under its premium Onitsuka Tiger brand. Despite Japan being a
smaller absolute market, ASICS derives 14.85% of its net revenues from its home
market, while larger contributions, similar to PUMA, come from Europe (27.40%)
and North America (21.20%), reflecting its strong focus on these key regions. With
an EV of EUR 1.48 bn in FY 23, ASICS is slightly smaller than PUMA, generating
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Figure 18: SWOT Analysis on PUMA.

Source: Analyst Analysis.

“We need to focus on
building the emotional
connection between our
brand mantra FOREVER.
FASTER. and our consumers
and execute our brand and
product campaigns more
consistently to increase our
brand equity.”

Arne Freundt, CEO, PUMA SE

EUR 4.07 bn in revenue, 47.30% of PUMA’s total, resulting in a 1.06% global
market share. However, with its niche focus and home market advantage with
strong brand loyalty and higher pricing potential, ASICS demonstrates greater cost
efficiency, achieving an EBIT margin of 9.50% (ASICS Corp., 2023).

New Balance Athletics, Inc. (USA), a leading sports footwear and apparel
manufacturer, emphasizes premium craftsmanship and locally manufactured
products, appealing to quality-conscious consumers and justifying its higher price
point compared to PUMA. The company’s product portfolio is centered on
performance wear while also including lifestyle offerings. As a private company
with limited disclosed information, New Balance shares PUMA'’s focus on footwear
but is more specialized in running. Generating EUR 6.24 bn in revenue in FY 23,
indicating a 23.00% YoY increase and 72.54% of PUMA’s total in the same period,
New Balance holds a 1.62% market share, which is 0.62 pp lower than PUMA,
highlighting its position as a challenger (New Balance Athletics, Inc., 2023).

Positioning of PUMA

Despite intense competition in the sporting goods market, PUMA has established
itself as one of the leading players in the industry. To further strengthen its
competitive position, the company has outlined three key strategic priorities: brand
elevation, product excellence, and distribution quality. The following analysis
delves into these priorities to provide a deeper understanding of PUMA's

positioning, supported by insights from a SWOT analysis (Figure 18).
(I) Brand Elevation

PUMA has built a legacy of creating innovative designs for elite athletes across
various sports, symbolized by its iconic leaping puma logo representing agility and
strength. By targeting athletes, trend-driven youth, and women with stylish, high-
performance and lifestyle products, PUMA strategically blends functionality with
fashion, solidifying its position as a versatile and inclusive brand in the sportswear
market. PUMA’s market positioning reflects a strategic shift to strengthen the mid-
and lower brand funnel, emphasizing accessibility and credibility while maintaining
lifestyle relevance through partnerships, social media engagement, and franchise
innovation. PUMA's newly launched “See The Game Like We Do” brand campaign,
combined with its updated go-to-market strategy, aims to capture untapped
consumer segments. This approach prioritizes building brand loyalty and
consumer engagement before focusing on commercial growth. As a result, select
product lines feature lower price points, strategically positioning PUMA between
premium competitors like Nike and Adidas and more affordable brands outside its

peer group, such as Skechers.
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“In the centre of our
performance marketing
strategy is our athletes, our
clubs and federations. Them
performing at the highest
level at important sport
moments [...] is
tremendously important for
us.”

Arne Freundt, CEO, PUMA SE

PUMA'’s balanced portfolio of performance-driven products like the Deviate
NITRO™ 3 running shoe and lifestyle offerings such as the Palermo and
relaunched Speedcat sneaker positions it as uniquely diversified across both
domains, but as particularly strong in the lifestyle and fashion market. Similar to
Nike and Adidas, which leverage their heritage through targeted efforts like the
Adidas Originals campaign or iconic products such as the Nike Dunk Low sneaker,
PUMA leverages its heritage to capitalize on lifestyle trends but stands apart from
secondary competitors who primarily focus on performance niches. This dual
focus, coupled with PUMA's strong sports heritage, enhances its credibility and
authenticity, ensuring the brand remains highly competitive in a market

increasingly shaped by lifestyle integration.

As part of its revamped marketing strategy, PUMA strengthens its brand
positioning through strategic cross-disciplinary collaborations with athletes, clubs,
and federations, with a strong focus on leveraging digital channels. With a strong
emphasis on football and lifestyle domains, high-profile partnerships with influential
superstars like Neymar Jr. and Dua Lipa, as well as with Manchester City F.C. and
most recently the Portuguese Football Federation, enhance consumer
identification, visibility, and consistently increase PUMA’s market relevance.
Adidas and Nike pursue similar strategies while ASICS and On, on the other hand,
target niche market partnerships. Similar brand engagement strategies across key
industry players highlight the intense competition for high-profile sponsorships and
lifestyle partnerships. For PUMA, this creates a significant challenge to stand out,
particularly against financially stronger competitors. Consequently, PUMA again
occupies a distinct middle position in the market, with primary competitors
leveraging significantly larger budgets to dominate high-profile partnerships, while
its size advantage over secondary competitors allows it to outperform them in

securing influential deals.
(Il) Product Excellence

PUMA’s strategic focus on product excellence is built on three pillars: a diverse
and expanding product portfolio, a strong commitment to innovation and
sustainability, and an unwavering dedication to quality. Its growing product portfolio
strengthens its market position, with footwear remaining the largest contributor to
total sales. From 2017 to 2023, PUMA particularly expanded its footwear product
offering with milestones like re-entering basketball, re-entering running, and
revitalizing heritage lines such as the Speedcat and Suede, blending innovation
with lifestyle to drive growth, while looking ahead to launch advanced sustainable

products like biodegradable sneakers and performance footwear.
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PUMA particularly distinguishes itself through its strong commitment to innovation
and sustainability, positioning itself as an industry pioneer with an R&D investment
of 1.99% of sales in FY 23. This figure significantly surpasses competitors such as
0% . I Adidas and ASICS, which allocated only 0.70% and 1.01% of their sales to R&D,
' o N asics respectively, in the same period (Figure 19), positioning PUMA well to sustain its

market position. PUMA focuses its primary innovation initiatives on footwear,

Figure 19: Snapshot of R&D Expenses

as % of Sales across Primary and  Ulilizing advanced technologies like NITRO™ foam in running shoes such as the

Secondary ~ Competitors. ~ Source:  Deviate and ForeverRun, and incorporating cutting-edge designs in football
Company Data, 2023. franchises like FUTURE and KING, to deliver superior cushioning,
responsiveness, and weight reduction. Similar to PUMA, most of its competitors
also focus innovation on specific segments, primarily footwear. However, Nike and
Adidas additionally leverage their size and budget advantages to also significantly
drive cross-segment innovation in both footwear and apparel, posing a threat to
PUMA by potentially widening the gap through greater sales diversification. To
further distinguish itself from competitors, as a pioneer in ESG, consistently
outperforming its peers across all three dimensions (see Risks and ESG section),
Accordingly, PUMA places a strong emphasis on sustainability initiatives, with a

particular focus on sustainable sourcing, circularity, and advancing DEI efforts.

Lastly, PUMA, like Adidas, benefits from its reputation as a German high-quality
brand, giving it a competitive edge through associations with precision, reliability,
and excellence. PUMA’s focus on quality aligns with its market positioning,
reflected in its strong perceived quality score of 92%, closely trailing Nike at 96%
and Adidas at 95% (Statista, 2024). However, with its position closely challenged
by Under Armour and New Balance, subjective factors like brand loyalty pose a
potential risk to maintaining its competitive edge, necessitating continuous

investment in R&D, sustainability, and talent to maintain its superior image.
(111) Distribution Quality

One of PUMA'’s key strengths lies in its extensive global distribution network, which
operates through two primary channels: wholesale and DTC. The wholesale
channel dominates PUMA’s distribution, and the DTC channel plays a

complementary role, strengthening customer engagement with the brand. PUMA
75%
59% plans to maintain its focus on the wholesale channel while simultaneously

expanding its DTC business. Recent initiatives, such as the launch of the PUMA
p“m?‘( Industry Average

shopping app, highlight this strategy. The strong reliance on wholesale also
mWholesale DTC

presents opportunities for growth in the DTC segment. This growth potential

Figure 20: Distribution Channel Mix S .
becomes even more significant when compared to competitors, who generate, on
2023. Source: Analyst Analysis.

average, 59.45% of their sales through wholesale, significantly less than PUMA's
75.20% (Figure 20).
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A diversified distribution mix can generally be seen as a strength, reducing
dependency on specific channels. However, an interesting market shift has been
observed in recent years. Competitors such as Adidas temporarily deprioritized
physical retail, enabling PUMA to -capitalize by strengthening wholesale
relationships. Recently, these competitors have begun to reprioritize wholesale,
suggesting a renewed focus on this channel (McKinsey & Company, 2024). This
shift could lead competitors to align more closely with PUMA'’s distribution model,
underscoring PUMA’s strategic foresight in anticipating future distribution trends.
Despite these strengths, PUMA must carefully monitor the financial health of its
wholesale partners. A high dependency on this channel poses a significant risk,

particularly in challenging economic conditions.

The company’s distribution network is further supported by 49 sales offices

worldwide. Despite its global footprint, PUMA faces significant challenges in

emerging markets, such as China, a key growth driver for the sporting goods

93% 85% 85% industry. Compared to its closest competitors, PUMA'’s performance in China lags
considerably. Both Adidas and Nike derive nearly twice the share of their total sales
3= from this region compared to PUMA (Figure 21). This disparity presents a dual-
PumRS E 8 & faceted impact on PUMA’s prospects. While it poses a substantial risk as the
m Greater China = Other company is underrepresented in a critical growth market, it underscores a
Figure 21: Share of Greater Chinain FY  significant opportunity for expansion and sales growth. By addressing this gap and
23. Source: Analyst Analysis. 2024. enhancing its distribution capabilities in emerging markets like China, PUMA could

retain its market share and further enhance its global position.
Risks and ESG

Expanding on our analysis of PUMA's market positioning, we now examine the key
risks that could impact its performance and strategic direction. In Figure 22, we
provide a detailed summary of these risks, ranked by their potential economic

impact and probability of occurrence.

A
rs
-
I 3
Intense Competition
. Macroeconomic Risks -
g Currency Translation Supply Chain Disruptions
X o
. Market Risks £ Trend Dependency Geopolitical Tensions
:
) . E Commodity & Energy Prices
Company-Specific Risks ]
8 Reduction of GHG Emissions P——
. w egulal nges
M EscRisks Prime Real Estate Availability
Limited Local Focus
3
-
»
-
L - High
o Probability 9

Figure 22: Key Risks Ranked by Economic Impact and Probability, Source: Analyst Analysis.
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PUMA consistently outperforms its competitors in ESG ratings across all three

— = — dimensions (Figure 23). A detailed analysis will follow in the next section.

CO2/Revenue 2841 114.8

(USD m) ]

Environmental Score 711 89.1 EnVIronment

Social Score 738 919 In FY 23, PUMA advanced its FOREVER.BETTER. sustainability strategy,

Covermanee Sore . 0 implementing its 2030 vision with ambitious and collaborative ESG commitments
aligned with global climate goals, including the 1.5-degree scenario. The company

Refinitiv ESG Score 46.4 82.3

achieved a 24% YoY reduction in GHG emissions, culminating in an 85% decrease

oo 179 75 since FY 18. This was driven by sourcing 100% renewable electricity for PUMA’s

facilities, electrifying its car fleet, adopting low-carbon shipment tariffs with key
*Categories for Sustainalytics ESG Risk Rating

logistics providers, and significantly reducing air-freight dependency. PUMA has

Negliglible 0-10

Low 10-20 also expanded renewable energy adoption among its core suppliers to 25%, with
:'Z:um 2222 them increasingly leveraging solar PV installations, RECs, and renewable fuels.
Severe 40+ These efforts justify PUMA'’s position as industry pioneer in CO2 emissions per

Figure 23: ESG Analysis. Source: EUR of revenue. While competitors have also adopted unique sustainability
Refinitiv, 2024; Sustainalytics, 2024. initiatives to meet rising consumer awareness for sustainable products, each brand
employs distinct strategies to reduce environmental impact. This presents a
significant opportunity for PUMA to capitalize on its superior environmental score
and position as a leader in sustainability and technological innovation,
strengthening its brand image and market differentiation. In addition, PUMA
prioritizes sustainable sourcing and circularity, with recycled materials accounting
for approx. 22% of total product inputs. Key initiatives include partnering with the
Leather Working Group, committing to deforestation-free leather supply chains by

2030, and prioritizing recycled materials across apparel and accessories.
Social

In addition, PUMA demonstrates a robust commitment to social responsibility by
prioritizing workplace safety, well-being, and fair labor practices, alongside
fostering an inclusive culture through DEl initiatives. Programs like the Voices of a
RE:GENERATION initiative amplify employee engagement by enabling young
professionals to shape sustainability strategies, while 57,000 hours of global
community engagement reflect PUMA's dedication to educational, environmental,
and empowerment initiatives. The appointment of a Human Rights Officer and
development of a Human Rights Handbook signal proactive steps in addressing
human rights challenges, particularly in Southeast Asian sourcing regions.
Recognized by rankings such as the Corporate Human Rights Benchmark, PUMA
advances wage fairness for staff and suppliers, further strengthening its social
performance. These efforts lead to a superior social score compared to its

competitors.
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Name Age Position Start Date Governance

Arne Freundt 44 CEO Nov-22
“ frelare s cso ris PUMA’s governance framework reflects a structured, multi-tiered approach,
§ Markus Neubrand 43 CFO o4 ensuring clear accountability and effective oversight through a dual management
MariaVeldes 40 CPO 23 and supervisory structure. The management board, consisting of four members,
B % pameSAS #r19including two women with an average tenure of 9.9 years, embodies continuity and
o D KemgSA "@# strategic foresight. The supervisory board, balanced in gender and comprising
“i s ggez;gjet: ::GOJ " seven members with diverse professional backgrounds and an average tenure of
* A ‘Dyjp”j“jg T 44 years, represents a blend of industry expertise and stakeholder interests
’ ; M:y O“y Z S Azoi (Figure 24). Sustainability is embedded in leadership accountability, with 10% of
B::m:ppe } S . the annual performance bonus for Management Board members tied to ESG
: e targets. Additionally, PUMA enhances alignment with ESG objectives through
gigl;rssorzgoardmzzai?iﬁMA zr:_:d monthly climate reviews led by the CSO, biannual Executive Sustainability
2;§4b_| ’ o " Committee meetings, quarterly updates to the Supervisory Board, and regular

briefings for product teams and subsidiaries. Transparent reporting, adhering to
GRI and EU taxonomy standards, further reinforces PUMA’s commitment to
responsible governance. These practices position PUMA as a leader in
governance, achieving superior scores compared to competitors and underscoring

its strategic focus on embedding transparency and accountability across all levels.

) .. Historic Financial Analysis

30%

Income Statement

10%

N N
N
S
=

o - 20-19 Zoi s From FY 17 to FY 23, PUMA achieved a CAGR of 12.98% in sales, well above the
s Sales (EUR br) Gross Margin peer group average of 4.22%. This growth was mainly driven by footwear, which
EBIT Margin Net Profit Margin

recorded a CAGR of 15.07% during the same period. Geographically, the key
drivers were the EEMEA region, with a CAGR of 22.53%, and Latin America, which

achieved a CAGR of 19.55%. Key income statement KPIs are shown in Figure 25.

Figure 25: Sales and Margin
Development. Source: PUMA SE, 2023.

Despite a 4.87% decline in FY 20 due to COVID, PUMA recovered strongly in the

0% following years, supported by the rebound in global industrial production and
30% increased consumer spending, especially in Western markets. Growth slowed
TZj e\ / significantly in FY 23, with sales increasing by only 1.61%. This slowdown was

\/ largely attributable to a reduction in sell-in to the wholesale channel as part of
(0% e o010 2000 o001 200 2003 efforts to manage elevated inventory levels, a challenge faced across the industry.

Other factors included resurgent challenges in industrial production and world

Footwear

Apparel trade, alongside the devaluation of the Argentine peso. Adding to this, growth in

Accessories

apparel and accessories had already slowed in FY 22 and continued to decline in
Figure 26: Sales Growth Development

by Product Group. Source: PUMA SE,
2023.

FY 23. Footwear, by contrast, maintained relatively strong performance through

FY 22, with slower growth only becoming evident in FY 23 (Figure 26). This
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Figure 27: ROIC Development. Source:
PUMA SE, 2023.
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Figure 28: D/E Ratio Development.
Source: PUMA SE, 2023.

resilience was supported by product innovation, market trends, and shifts in
consumer spending priorities following COVID. Contrary to initial expectations, we

found no observable correlation between sales and major sporting events.

While indicating a slight decline, PUMA's gross margin remained relatively stable
between FY 17 and FY 23, ranging from 46.11% to 48.83% and aligning with the
peer group average of 48.46% in FY 23, despite a volatile market environment.
This development was primarily driven by cost of sales growing at a CAGR of
13.30% during the period, slightly outpacing sales growth, with the most significant
increases occurring in FY 21 and FY 22, when back-to-back 28% YoY growth was
fueled by rising supply chain costs, higher raw material prices, and surging freight

rates amid the mentioned global demand rebound.

In line with the peer group average, EBIT margins remained stable as well at
around 7.50%, showing a similar development to net profit margins from FY 18 to
FY 23, including a one-off profitability drop in FY 20. This relationship is driven by
PUMA's consistent cost structure relative to its sales growth, with historically stable
operating expenses at approx. 80% of sales, indicating constant operating
leverage. The steady tax rate and proportionately growing financial costs to sales,

ensure that changes in EBIT translate directly into similar changes in net profit.

PUMA's ROIC development from FY 17 to FY 23 was highly volatile, indicating a
decline from 12.72% to 7.71% (Figure 27). As margins remained stable, this
development was caused by a significant decline in asset turnover from 3.50 in FY
18 to 2.18 in FY 23 due to fluctuations in inventory levels as uncertainty about

demand developments persisted.
Balance Sheet and Cash Flow Statement

PUMA organically grew its balance sheet, with total assets more than doubling
from 2.85 EUR bn in FY 17 to EUR 6.64 bn in FY 23, reflecting a robust CAGR of
15.12%. This growth was attributable to strategic investments in right-of-use
assets and technical equipment to expand PUMA'’s retail footprint through new
stores and overhauls, alongside unintended elevated inventory levels, which grew
at a 15.04% CAGR, simultaneously serving as a buffer against supply chain

disruptions and demand fluctuations.

The D/E ratio rose substantially from -0.07 in FY 17 to 0.65 in FY 23, with net
financial debt reaching a peak of EUR 1.68 bn in FY 23 (Figure 28). This increase
arose primarily due to additional capital requirements for strategic initiatives to
enhance PUMA’s competitive brand positioning and liquidity preservation, along

with the adoption of IFRS 16 in FY 19, which required the capitalization of lease
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Figure 32: Stock Price and Dividend
Yield Development. Source: PUMA SE,
2023.

liabilities. Historically, PUMA has maintained solid liquidity, with its current, quick,
and cash ratios averaging 1.61, 0.89, and 0.31, respectively, between FY 17 and
FY 23, reflecting alignment with its growth-focused strategy. Its aggressive
reinvestments and a business model heavily reliant on inventory turnover, tying up

cash in working capital, tighten its liquidity position compared to peers.

Aligned with PUMA'’s liquidity position, the CCC showed a negative development,
averaging 74 days between FY 17 and FY 22 and peaking at 87 days in FY 22, as
depicted in Figure 29. As PUMA'’s collection period remained constant, this was
due to a disparity in growth, with inventory holding periods, the largest industry-
wide contributor to CCC, increasing at a 6.64% CAGR, while the payable period
grew at a slower 5.12% CAGR, providing limited offsetting effects. Despite
collecting cash, on average, 74 days before having to pay its suppliers, PUMA
struggled historically to convert inventories into cash, offsetting gains from
improved bargaining power and elevating its CCC, justifying its position compared

to peers, as depicted in Figure 30.

Aligned with solid growth in its income statement and balance sheet, the unlevered
FCF presented a strong 21.99% CAGR from FY 17 to FY 23, despite showcasing
high volatility. This fluctuation is primarily attributed to the strong positive
correlation with NWC investments, particularly inventory levels, as illustrated in
Figure 31. In FY 23, the unlevered FCF rebounded strongly (186.75% YoY
growth), among other things, due to the implementation of a cloud-based purchase
order management and payment platform, which effectively reduced excess stock
and improved inventory efficiency, demonstrated by a 20.51% YoY decline in
PUMA’s inventory holding period. In addition, CAPEX increased significantly at a
16.74% CAGR between FY 18 and FY 23, reflecting PUMA's retail expansion, with
a temporary reduction due to heightened pandemic-related uncertainty, closely
mirroring the development of D&A and explaining their offsetting effect on
unlevered FCF.

Stock Performance

Over the last seven years, PUMA'’s stock price has shown high volatility, ranging
from EUR 24.35 to EUR 114.70. The share nearly tripled from EUR 36.30 in FY
17 to EUR 107.50 in FY 21 (Figure 32), influenced by a strong post-COVID
recovery, robust performance, investor optimism, and a 1:10 stock split in June
2019 aimed at attracting retail investors. In the following two years, the share price
adjusted to EUR 50.52 in FY 23, reflecting PUMA’s overall financial development
but still marking a 39.17% increase since FY 17. This growth compares favorably
with Adidas (+10.18%) but lags behind Nike (+69.69%). PUMA'’s dividend yield has
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moved inversely to its share price, starting at 3.44% in FY 17, dropping to nearly
0.00% in FY 20, and rebounding to 1.62% in FY 23. This yield outperformed Adidas
(0.40%) but remained below Nike (1.87%). Despite a rising trend, PUMA’s payout
ratio was 40.33% in FY 23, compared to Adidas (49.20%) and Nike (42.38%),

supporting its focus on strategic reinvestments.
Business Forecast

We have forecasted PUMA's income statement and balance sheet for the period
FY 24 to FY 40. The granularity of our forecasting methodology and assumptions
reflects the materiality of each item, both in terms of its absolute value and its
relevance within the context of the industry and PUMA’s specific operations.

Accordingly, we have applied three distinct levels of detail to our forecasts:

(I) Sales: Identified as the most material line item for the valuation. It was given
the highest priority and developed with the greatest level of detail.

() Material items: Forecasted using specific assumptions tailored to the
individual item’s characteristics. Detailed explanations are provided below.

(Ill) Immaterial items: Simplified forecasting techniques were applied. These
include average historic ratios or growth rates, while maintaining logical

consistency. Refer to the financial model for further details.

Following these projections, the cash flow statement is derived from the forecasted
income statement and balance sheet to ensure full alignment across all financial
statements. The 17-year forecast period is divided into a short-term phase (FY 24
— 32) with detailed assumptions based on company projections and market
forecasts, and a long-term phase (FY 33 — 40) using a more conservative approach
that aligns with long-term growth expectations and accounts for the rising
uncertainty associated with longer time horizons. The forecast ends in FY 40 as

unlevered FCF growth stabilizes.
Income Statement

Based on our forecast assumptions, net income attributable to shareholders of
PUMA is projected to grow significantly, reaching EUR 571.5 m by FY 32. Growth
is expected to moderate thereafter, with net income increasing to EUR 769.2 m by
FY 40. The resulting development of KPIs until FY 32 is depicted in Figure 33.

Sales

As previously explained, we apply a dual short- and long-term forecasting
approach, incorporating a 4-year transition period during which growth gradually

stabilizes to a consistent long-term rate. The result is modest YoY growth of 1.08%
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Development of Key

in FY 24, followed by consistent growth of 4-5% YoY through FY 32, in line with
PUMA's projections for mid-single-digit growth. From FY 33 onward, growth
transitions gradually toward long-term expectations. The limited growth projected
for FY 24 reflects adjusted sales figures based on Q3 reports and historical Q4
ratios to account for interannual cyclicality and align with already reported figures.
These indicate subdued sales growth driven by PUMA's strong focus on wholesale
sell-through in the first half of the year. Consequently, our forecasts will only begin

to influence sales starting in FY 25.

Our sales forecasts are structured by product group to capitalize on the reliability
and granularity of data available for this split (Figure 34). Recognizing the
importance of geographic variations, we integrate them as a variable in the short-
term model, ensuring that regional risks and developments are appropriately
considered. While the data quality and detail for these are comparatively limited,
this balanced approach allows us to capture the strengths of both perspectives
effectively. An overview of all drivers and their respective weights for the short- and

long-term models is provided in the Appendix.
(I) Footwear

In the short term, footwear sales are modeled using four distinct variables
categorized into product-focused and non-product focused, as outlined in Figure
35. These variables have demonstrated trends that closely mirror, though are less
pronounced than, PUMA’s historical footwear sales (Figure 36). To address the
limited availability of long-term historical data for the input variables and the
dynamic nature of the industry, we assigned weights based on factors such as
company projections, product portfolio alignment, and available historical
correlations with PUMA'’s sales. This approach ensures a forecast that is grounded

in both quantitative data and strategic insights.

PUMA’s footwear sales are primarily driven by sneakers and athletic footwear.
Sneakers are a strong driver due to their dominance in the athleisure trend, where
PUMA is a leading player, while athletic footwear remains highly relevant through
PUMA’s heritage and strategic expansion into key disciplines such as running. As
such, we use the forecasted global growth for sneakers and athletic footwear as
key drivers for PUMA’s footwear sales. These markets are projected to grow
steadily at approx. 5.30% and 4.50%, respectively, throughout the forecasting
period, with only a minor dip anticipated in FY 26 and 27 (Statista, 2023c).

On the non-product side, we account for regional variations in footwear market
growth by weighting forecasted footwear growth rates by each region’s sales

share, resulting in a constant sales-weighted footwear growth rate of roughly
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3.18% during the forecasting period (Statista, 2023c). This growth includes our
assumption, aligned with PUMA’s strategy and prevailing macroeconomic trends,
that North America and China will account for an increasing share of sales.
However, this variable is given a lower weight due to the lack of detailed, region-
specific market forecasts. Additionally, we incorporate sales-weighted nominal
GDP growth as a macroeconomic driver, calculated by weighting GDP growth
rates across regions based on sales shares. We chose nominal GDP growth to
capture both real economic growth and inflation, capturing the full scope of short-
term macroeconomic conditions. The resulting growth rate decreases from 6.10%
in FY 25 to 5.22% in FY 29, stabilizing at 5.20% thereafter, with further details on
this development provided in the industry analysis (IMF, 2024).

By multiplying the explained growth variables by their respective weights for each
year, we arrive at a YoY growth rate of 4.85% in FY 25, which gradually decreases

to 4.67% in FY 29, where it stabilizes through the short-term forecasting period.

Given the challenges of predicting long-term trends in a dynamic market like
sporting goods, we adopt an industry-independent growth rate aligned with overall
economic growth. Therefore, to forecast long-term footwear sales, we rely on two
variables: sales-weighted inflation and sales-weighted real GDP growth (IMF,
2024). Sales-weighted inflation remains constant at 2.92%, while sales-weighted
real GDP growth stabilizes at 2.29% starting in FY 33. Both variables are weighted
by the regional sales shares to reflect each region’s objective contribution to PUMA

and offer a conservative, sustainable basis for long-term growth assumptions.

To calculate the growth rate, we average both variables for a balanced approach,
considering both economic productivity and changes in price levels. A 4-year
transition phase from FY 33 to 36 smooths the shift to long-term growth, resulting
in a stable growth rate of 2.60% from FY 36 through FY 40.

(II) Apparel and Accessories

Given the similar trends across PUMA's product groups, we have applied the same
forecasting methodology used for footwear to apparel and accessories sales. In
the short term, this approach employs five distinct variables for each segment —
apparel and accessories — with weightings informed by correlations observed and
assumptions derived from the footwear segment, owing to their similarities. More
importantly, the weightings also reflect the relevance of specific sub-markets to
each product group (Figure 37). The historical trends of these variables, compared

to PUMA'’s actual sales, are detailed in Figure 38 and Figure 39, respectively.

To forecast PUMA'’s apparel sales, we utilize three product-focused variables,

yielding growth rates of approx. 2.30%, 2.50%, and 3.50%. Among these, the
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sports and swimwear market is especially relevant due to its strong alignment with
PUMA’s apparel offerings. Additionally, the sales-weighted apparel market growth
forecasts a steady rate of 3.87% (Statista, 2023b). For accessories, the three
product-focused variables have similar levels of relevance and imply growth rates
of 2.80%, 3.00%, and 3.50%, respectively. Among these, only the bags and
containers market is expected to experience a temporary dip in FY 27 and 28
before recovering. The sales-weighted accessories market growth forecasts a
steady rate of 4.47% (Statista, 2023a). Sales-weighted nominal GDP growth
remains consistent across product groups, mirroring the variable applied to

footwear for both apparel and accessories.

Combining the outlined inputs with their respective weights results in YoY growth
rates that gradually decline from 4.48% for apparel and 4.85% for accessories in
FY 25 to approx. 3.99% and 4.02% by FY 29, where they stabilize for the

remainder of the short-term forecasting period.

For the long-term forecasting period, we apply an industry-independent growth rate
consistent across all three product groups. Accordingly, apparel and accessories

also adopt a long-term growth rate of 2.60% following the 4-year transition phase.

Our sales forecasts show that footwear remains the primary sales driver, rising to
54.88% of sales by FY 40, while apparel and accessories decline to 31.36% and
13.76%, respectively. This trend reflects PUMA'’s focus on footwear innovation and
market penetration. Nonetheless, PUMA is projected to maintain its market share
across all segments, reaching shares of 3.57% in footwear, 1.65% in apparel, and
1.32% in accessories by FY 32. This aligns with our expectations that PUMA will
capitalize on its recent marketing investments, including a refreshed branding
strategy, and on its dual focus on performance and lifestyle products. The brand’s
affordability positions it to appeal to a broader customer base, with subsequent
price increases and improving macroeconomic conditions further supporting this
development. However, despite these positive projections, the anticipated
stagnation in market shares also highlights the intense competition that PUMA will
continue to face. While primary competitors maintain significant scale advantages,
limiting PUMA’s ability to close the gap, the brand is well-positioned to outperform
secondary competitors. Many of these rivals are focused on a single product

category or target use, giving PUMA a broader foundation for sustained growth.
Other Operating Activities

We project the EBIT margin to rise to 7.73% (gross margin to 47.23%) in FY 24,
followed by a slight decline in FY 25. Subsequently, the margin steadily increases
to 7.23% (47.08%) by FY 32, where it stabilizes through FY 40. This trajectory is
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primarily influenced by cost of sales and sales and distribution expenses and points

out our expectation of stable operating leverage throughout the forecasting period.

In FY 24, we forecast cost of sales to align with sales, using quarterly reports
through Q3 and historical Q4 ratios for the full-year estimate. This leads to an
improved gross margin, driven primarily by a more favorable distribution channel
mix and lower freight costs, with additional impact from cost shifting to Q4, which
may dilute the ratio. To capture future economic developments from FY 25
onwards, we separate cost of sales by product group into cost of sales and
transport costs, with the latter assumed to remain constant at 7.00% of cost of
sales (Bain & Company, 2018). We expect the cost of sales to remain stable as a
percentage of sales, using the post-COVID average to account for recent but
ongoing macroeconomic challenges. Additionally, transport costs are forecasted
using a similar approach but incorporate a 1.80% YoY growth rate based on sales-
weighted logistics cost predictions, including a temporary increase in FY 26 and
27 driven by EEMEA (Statista, 2023d). To account for PUMA's growing sales
volumes, we assume economies of scale for each product group. These
efficiencies are expected to materialize once the company recovers from
macroeconomic challenges, beginning at 0.10% in FY 26. Larger product groups
are projected to experience faster scale effects, which will stabilize at up to 0.70%
from FY 32 onwards.

100%  p— — — Royalty and commission income stems from licensing agreements, third-party

8% sales, and partnerships. We forecast it as a percentage of sales, applying the

60%
historical non-COVID-adjusted average of 0.38% for consistency.

40%

20% Other operating expenses comprise four components, each linked to sales in our

0%

2023 2032 2040 projections. The respective shares of these components within total operating

= Administrative and general expenses expenses are shown in Figure 40. Sales and distribution expenses, which

Research and development peaked at over 34.00% of sales during COVID, are projected to stabilize at

Product management/merchandising
Sales and distribution expenses 32.20%, reflecting the post-COVID average. To account for rising logistics costs,

®Cost of sales we incorporate a YoY growth rate derived from sales-weighted logistics cost
Figure 40: Decomposition of Total  forecasts, mirroring our approach for cost of sales. However, the YoY growth is

Operating Expenses. Source: Analyst projected to be less pronounced, stabilizing at 0.90%, due to the decentralized

Analsts nature of PUMA's distribution network. Economies of scale are expected to
partially offset these costs from FY 26, aligning with the average annual reduction
assumed for cost of sales. Product management/merchandising expenses are
crucial for PUMA’s strategy to expand its customer base. While these expenses
were reduced during COVID, we expect them to rebound to pre-pandemic levels
of roughly 1.00% of sales in FY 24. Additionally, given PUMA’s strategic focus on

brand elevation, we project a 2.50% annual growth in this ratio until FY 32,
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stabilizing thereafter through FY 40. The ratio of R&D expenses to sales declined
during the pandemic, dropping from 1.12% in FY 19 to 0.91% in FY 21. However,
given the critical role of innovation in maintaining competitive strength and PUMA’s
pioneering role relative to competition, we anticipate R&D expenses will rebound
to their pre-COVID average, stabilizing at 1.19% of sales. Administrative and
general expenses fell from over 7.00% to below 6.00% of sales from pre- to post-
COVID. Given PUMA’s sustained efficiency since FY 21, we expect these
expenses to remain stable at 5.57% of sales, aligning with the post-COVID

average to accurately reflect recent developments.
Non-Operating and Financial Activities

Non-operating and financial activities are primarily influenced by the financial
result, which is expected to increase from EUR -143.4 m in FY 23 (vs. EUR -22.6
m in FY 19) to EUR -43.6 m by FY 27. Beyond this point, we project a gradual
decrease, reaching EUR -63.6 m by FY 40. This trajectory is driven by rising

interest income and expenses, coupled with reduced currency conversion costs.

Interest income and other financial income are assumed to correlate with sales.
After spiking in FY 22 and FY 23 due to macroeconomic factors, we expect a return
to historical averages as market conditions stabilize. This forecast assumes
increased financial hedging and a focus on local production, aligning costs and

revenues within the same currency to mitigate currency-related volatility.

For interest expenses and interest expenses from lease liabilities, we assume
a stable relationship with total debt. Considering historically volatile ratios, rising
debt levels over six years, and easing interest rates after FY 22, we apply post-
COVID average growth rates of 2.10% and 2.71%, respectively, through FY 40.

Balance Sheet

PUMA'’s balance sheet is expected to recover from consecutive YoY declines of
1.95% in FY 23 and 0.62% in FY 24, returning to mid-single-digit growth in FY 25.
From there, it is projected to grow at a steady annual rate of 4.30%, reaching EUR
9.40 bn by FY 32. Beyond this, growth is forecasted to stabilize at approx. 2.60%,
driving the balance sheet to EUR 11.78 bn by FY 40.

Operating Assets

Operating assets, comprising 95.46% of total assets in FY 23, reflect the asset-
heavy nature of the industry. Their share rebounded post-COVID, driven by
PUMA’s retail expansion and inventory build-up. Given the absence of projected

structural changes in the balance sheet, coupled with anticipated improvements in
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operational efficiency and solid sales growth, we forecast a marginally increasing

share of total assets, reaching approx. 98.00% by FY 40.

PUMA’s operating cash has historically comprised the majority of its total cash
and cash equivalents, accounting for approximately 91.40% in FY 22. This
highlights the company’s efficient reinvestment strategy to fuel growth, with the
remaining balance representing excess cash. Maintained consistent at 5.00% of

sales, this ratio is expected to remain stable, with operating cash projected to fully

100% o account for total cash and cash equivalents from FY 24 onward. This approach

o
80% 30

aligns with PUMA'’s aggressive retail expansion strategy, minimizing reliance on

60%
0% 20 excess cash to enhance operational efficiency.
o 1.0
221 Inventories mainly consist of finished goods and goods in transit. Historically,
2023 2082 2040 these have been the primary components, averaging 67.73% and 27.07% of total

Other

inventories, respectively — a trend we expect to persist throughout the forecast

Goods in transit

mm Finished goods inventory period (Figure 41). For finished goods, which is strongly tied to production cycles

Totativentery (in EUR b and operational efficiency, we applied a constant holding period of 99.9 days. For

Figure 41: Decomposition of Total  4444s ijn transit, we applied a YoY growth-based approach to account for external
Operating Expenses. Source: Analyst . . L. . . . . .
influences like shipping lead times and supply chain disruptions. We project a

COVID-adjusted YoY growth rate of 8.31% until FY 32, gradually aligning with

sales growth from FY 33 onwards to avoid disproportionate growth. This approach

Analysis.

projects an inventory value of EUR 3.54 bn by FY 40, driven by our expectation of
a gradual increase in the average inventory holding period. Based on lessons
learned from past crises, we expect PUMA to prioritize greater flexibility by
maintaining higher stock levels, while the continued diversification of its product
portfolio, with a broader range of SKUs, will further require higher inventory levels
to ensure adequate supply. Consequently, we project the average holding period
to grow on average by 1.01% annually until FY 32, before stabilizing at 0.06%.

Trade receivables are forecasted based on the non-COVID-adjusted YoY growth
of the average collection period. Historically marked by a COVID-related increase,
PUMA’s collection period is expected to rise further, reflecting a lengthening cash
conversion cycle. This trend is driven by reliance on large wholesale partners with
extended payment terms and competitive pressures requiring more favorable
credit terms for retailers, though we anticipate macroeconomic pressures such as
inflation and tighter liquidity to ease over time. Accordingly, we project the average
collection period to grow at an annual rate of 1.20%, reaching 52.8 days by FY 32

(up from 47.5 days in FY 23), before stabilizing at that level.

Income tax receivables are projected as a constant ratio of sales, based on

historical averages adjusted for outliers and a stable 25.34% effective tax rate.
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Gross PP&E Purchase Gross PP&E  Depreciation ~ Net PP&E
(BoP) change (EoP) (EoP) (EoP)

Figure 42: PP&E Calculation in FY 24
(in EUR m). Source: Analyst Analysis.
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Figure 43: CCC Decomposition and
Development (in Days). Source: Analyst

Analysis.

Similarly, we forecast other current assets as a percentage of sales with a historic

average and adjusting for outliers as well.

To forecast deferred tax assets, we base our assumption on a stable ratio to prior-
year income taxes. After a historical decline followed by a spike in FY 21, the ratio
has remained consistent. As a result, we adopt the average ratio from FY 22 and

FY 23, projecting it at a constant 230.91% for the forecasting period.

PP&E is analyzed separately for real estate, technical equipment, machinery,
other assets, and payments, following a consistent methodology. To project PP&E,
we reconstructed the calculation from total gross PP&E at the BoP to total net
PP&E at the EoP, as reported on the balance sheet. This process is illustrated in
Figure 42 for FY 24. The projections focus on total purchase changes, linked to
sales growth, and total depreciation changes, tied to the previous year’s gross
PP&E. For both metrics, we primarily rely on historical averages, particularly from
FY 22 and FY 23, due to the stabilization observed during this period. As a result,
we project PP&E to grow consistently, increasing from EUR 0.69 bn in FY 23 to
EUR 1.48 bn in FY 40, reflecting our assumption that PUMA will sustain significant

investments, particularly in equipment, to support the forecasted top-line growth.

The same methodology was applied to both right-of-use assets and intangible
assets. Right-of-use assets are projected to grow from EUR 1.09 bn in FY 23 to
EUR 1.19 bn in FY 40, driven by distribution network expansion to support rising
sales. Similarly, intangible assets are forecasted to increase from EUR 0.53 bn to
EUR 1.06 bn, reflecting continued investments in brand development to enhance

PUMA’s market position.

Using this approach, we derive CAPEX and D&A from the changes in purchases
and depreciation, with their respective developments shown in the cash flow
statement section. From FY 33 onward, we align their growth with our long-term

assumptions to ensure a more sustainable projection.
Operating Liabilities

Operating liabilities have historically averaged 38.50% of operating assets but
showed a declining trend, reaching 33.73% in FY 23. We forecast a continued
marginal decline in the proportion of operating liabilities to operating assets,
stabilizing at 32.75% in FY 32 and further decreasing to 31.97% by FY 40.

We forecast trade payables based on the YoY growth of the payable period.
Historically subject to fluctuations due to supply chain disruptions and crisis-driven
payment accelerations, the payable period is expected to gradually decline,

reflecting a negative impact on the CCC (Figure 43). This is because PUMA aims
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to strengthen supplier relationships by adopting shorter payment terms to enhance
supply chain reliability in the medium- to long-term. Accordingly, we project a
consistent YoY decrease of 0.71% until FY 32, aligning with the COVID-adjusted
historical average. By FY 32, the payable period is anticipated to stabilize at 111.3
days (down from 118.6 days in FY 23) and remain constant through FY 40.

Income tax liabilities experienced a significant spike in FY 19 (30.74% YoY
growth) and fluctuated between FY 17 and FY 23 due to increased taxable income,
changes in deferred tax positions, and prior-year adjustments across various
international jurisdictions. To forecast this item, we link it directly to sales growth,

applying a post-COVID average of 0.97% of sales.

Other current liabilities are projected as a percentage of sales, using the FY 23
share as the basis. This approach reflects PUMA’s most recent and stable financial
conditions, ensuring alignment with current operational trends. Thus, other current

liabilities are expected to grow at a steady rate of 5.74% annually.
Non-operating Assets and Liabilities

Items included in this category are considered immaterial. Please refer to the

financial model for further information on these.
Net-financial Assets

Net financial debt is the key determinant of net financial assets (calculated as
financial assets minus financial liabilities). It includes current and non-current

borrowings as well as lease liabilities, both current and non-current, highlighting

50

40

30

n
=3

5}

0.8

06

o
N}

its significant role in PUMA's financial structure. Net financial debt is forecasted
using the D/E ratio, which increased steadily post-COVID but has since stabilized.
With no indications from PUMA of altering its capital structure or risk profile and
supported by an industry average D/E ratio of 0.59, we project PUMA’s D/E ratio

to stabilize at 0.61, aligned with the two-year historical average. Under this

I I I I I I -

o o o o e assumption, net financial debt is expected to increase from EUR 1.68 bn in FY 23

mmmm Net financial debt (EUR bn)
Equity (EUR bry) to EUR 3.01 bn in FY 40 (Figure 44). The respective components of net financial
DJE ratio (: ndary axis) . . . . .
T debt are forecasted using constant ratios based on historical developments, with
Figure 44: D/E Ratio Development.

Source: Analyst Analysis. an emphasis on the past two years to for their superior representativeness. Non-

current lease liabilities, the largest component, are projected to consistently
account for over 60%, driven by IFRS 16 capitalization requirements tied to right-

of-use assets, as previously outlined.

PUMA'’s non-controlling interests primarily represent majority stakes in various
North American companies. Due to limited information regarding their strategic

significance for PUMA, we assume that both non-controlling interests and the
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Figure 45:

EUR bn). Source: Analyst Analysis.

D/E ratio 0.61
Effective tax rate 25.34%
Risk-free rate 2.06%
Equity beta 123

Market risk premium 7.29%

11.00%

Cost of equity

Cost of debt 2.88%

WACC 7.63%

Figure 46: WACC Calculation. Source:
Analyst Analysis.

associated net income will remain constant throughout the forecasting period,

based on their historical seven-year average.
Cash Flow Statement

The cash flow statement is calculated by combining all projections and applying
the reformulation logic, resulting in a core FCF of EUR 416.6 m for FY 24. Following
initial volatility, core FCF YoY growth averages 8.27% between FY 28 and FY 37,
before stabilizing at approx. 2.60% until FY 40. This reformulation-based approach
allows us to identify PUMA’s core value drivers and serves as the baseline for
calculating the TV growth rate, which is derived by computing the reinvestment
rate using core FCF and NOPLAT. Multiplying the reinvestment rate by the RONIC
results in a stable growth rate of 2.62% from FY 38 onward, which we apply as the
TV growth rate in our valuation. Following this logic, to calculate unlevered FCF,
we would adjust NOPLAT for D&A and the change in core business invested
capital. However, for our DCF valuation, we adopt a more precise and granular
approach by adjusting NOPLAT for D&A, changes in NWC, and CAPEX, with these
adjustments being derived directly from our forecasts, leveraging our detailed
analyses of PP&E, right-of-use assets, and intangible assets. This method, in our
view, more accurately reflects PUMA's cash flow dynamics, operational needs, and
investment requirements, and aligns closely with both PUMA’s and analysts’
calculations. As illustrated in Figure 45, unlevered FCF exhibits consistent growth
at an average annual rate of 5.26% from FY 26 onward. This follows a temporary
decline in FY 25, driven by slower sales growth and a normalization of changes in
NWC to FY 23 levels, further reflecting the interplay between PUMA's investment

strategy and operational performance.

Valuation

Cost of Capital

As our cost of capital, we employ the WACC which is computed based on two
essential components: cost of equity and cost of debt. To ensure the robustness
and reliability of our calculation, we employ multiple approaches to derive the
respective inputs. These calculations result in a WACC of 7.63%, with the detailed
components listed in Figure 46 and explained below. The applied D/E ratio of 0.61
in the WACC calculation reflects PUMA’s target capital structure. This approach
ensures consistency with valuation practices by providing a forward-looking
estimate of the cost of capital and avoids distortions caused by short-term market
fluctuations, such as changes in stock prices or investor sentiment, offering a more

stable and strategic basis for our valuation.
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Cost of Equity

We determine the cost of equity using the CAPM. The risk-free rate is derived from
Germany’s 10-year government bond yield, considered a reliable risk-free proxy,
which is estimated at 2.06%. To calculate the MRP, we use the same risk-free rate
and incorporate the market return. In line with CAPM assumptions, the MSCI World
Index is selected as the benchmark for the market portfolio. Using its 40-year
historical average annual return of 9.35% as a proxy for investor returns, we
calculate an MRP of 7.29% (Refinitiv, 2024). The final component required for the
cost of equity is the equity beta, which we calculate based on of two distinct

approaches:

() Linear regression: The equity beta is calculated by regressing PUMA’s stock
returns over the past five years against the returns of the MSCI World Index,
resulting in an equity beta of 1.00, which reflects PUMA’s market risk.

() Comparable betas: The equity beta is determined by unlevering and
relevering the average historical beta of comparable companies, resulting in

an equity beta of 1.46.

Averaging both results, we receive an equity beta of 1.23, driven upward by the
comparable beta's reflection of forward-looking industry risks, peer leverage, and
systematic factors not captured in PUMA's historical performance. Combined with

the risk-free rate and MRP, this results in a cost of equity of 11.00%.

Cost of Debt

Company Name Issuer Rating

To calculate the cost of debt, we add a default spread to the 2.06% risk-free rate.

//:Ziisspirts Products Ltd :lA This default spread is derived using two distinct approaches:

Lc\zwismi:zpomswear Co :R () Comparable Credit Rating: The default spread is determined using the 10-
mgii:;:‘enca . :/: year CDSs of comparables with a similar credit rating (Figure 47), resulting in
Nike Inc At an average default spread of 0.93% and a cost of debt of 2.99%.

z:cz::lni;\flm g;B (II) Synthetic rating: Using this method, the default spread is calculated based
::d;‘;r/;'mw nc Ej on synthetic ratings. PUMA's interest coverage ratio indicates a rating of

AA2/AA implying a 0.70% spread and thus a 2.76% cost of debt (Damodaran,

Figure 47: Comparable Credit Ratings.
2024).

Source: Refinitiv, 2024.

Averaging both results leads to a cost of debt of 2.88%.
Discounted Cash Flow (DCF)

A key factor in our investment recommendation is PUMA's valuation, derived from
forecasted future cash flows. Given our forecasting assumption of a constant D/E

ratio, we selected the DCF method over the APV method as the most appropriate
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47%
53%

= Discounted FCF
TV

Figure 48: DCF - Enterprise Value

Composition. Source: Analyst Analysis.

11.47

9.68
(1.74) (0.04)

Enterprise
value debt

Figure 49: DCF - EV-Equity Bridge (in
EUR bn). Source: Analyst Analysis.

Net financial Non-controlling Equity value
interests

EV/ EV/ EV/
EUR m Sales EBITDA EBIT PIE
25th percentile 54.10 53.09 33.81 41.76
Median 92.78 66.56 47.53 63.57

Average 114.23 76.97 57.39 60.33

75th percentile 162.61 102.60 73.91 73.72

Figure 50: Summary of CCA Results.

Source: Analyst Analysis.

valuation approach. The DCF valuation utilizes unlevered FCF projected through
FY 40, discounted to their present value as of 31 December 2025, at a WACC of
7.63%. To capture PUMA’s long-term growth beyond the forecast period, we
calculate its TV using the Gordon Growth Model. This approach is particularly
appropriate as the growth of unlevered FCF stabilizes toward the end of the
projection horizon. Accordingly, we apply a TV growth rate of 2.62%, as explained
in the forecast section. This rate matches our long-term market growth expectation,
justifying our assumption that PUMA's growth will align closely with the market over
the long term, as no company can grow faster than the market in perpetuity.
Summing the discounted FCF and TV yields PUMA’s EV, with each contributing
approx. half of the total (Figure 48). We then subtract net financial debt and non-
controlling interests from the EV to determine the equity value (Figure 49),

resulting in an implied share price of EUR 64.74.
Comparable Companies Analysis (CCA)

In addition to cash flow-based valuation, we incorporate trading multiples, selecting
a peer group based on industry, geography, product portfolio, revenue streams,
and EV. Using industry databases, we initially identified 30 comparable companies
and ranked them from 1 (high comparability) to 3 (low comparability). Focusing on
those ranked 1 and 2, we narrowed the group to eleven peers. However, for
granularity, we decided to further analyze the respective product portfolios in detail,

clustering them based on two key factors:

() Target Use: We categorized peers based on the target use of their product
portfolio, whether it is rather lifestyle-oriented, or performance-driven.
() Pricing: We determined the relative price points of peers and categorized

each peer on a scale from affordable to premium.

This approach provides a more thorough understanding of the analyzed
comparable companies. While some differences exist, sufficient similarities were
identified across all eleven peers. Consequently, only those ranked 3 were
excluded from the multiple valuation, resulting in a focused and relevant peer group

for accurate valuation.

The valuation incorporates metrics such as P/E, EV/Sales, EV/EBITDA, and
EV/EBIT multiples, based on NTM projections relative to the valuation date,
reflecting forward-looking market expectations and resulting in varied share price
estimates (Figure 50). The valuation yields a highest estimated share price of EUR
92.78 using EV/Sales, a lowest of EUR 47.53 with EV/EBIT, and fairly similar
results of EUR 66.56 and EUR 63.57 using EV/EBITDA and P/E, respectively.

These variations reflect differences in peers’ scale, market positioning, and
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business models, driving disparities in profitability, efficiency, and capital
structures, which impact value distribution across sales, margins, and earnings.
Our estimated share price was computed by taking the median across all peers for
the relevant multiples and multiplying it by the corresponding financial figures of
PUMA. As a next step, we again adjusted the EV for net debt and non-controlling
interests, yielding the equity value. The resulting average share price of EUR 67.61
aligns closely with the DCF valuation, highlighting the robustness of our cash flow
projections compared to market estimates. Thus, we determine the average of

both valuation models to be our target price (EUR 66.18).

Robustness

Cost of
Equity / D/E | 0.31 0.41 0.51 0.61 0.71 0.81 0.91

700% | 58% 56% 54% 52% 50% 48% 41%
800% | 66% 63% 60% 58% 56% 54% 52% Se ns Itl Vlty A na / ys I S
900% | 74% 70% 67% 64% 61% 5% 57%
10.00% 81% 77% 73% 70% 67% 65% 62%

oo | 89% 84%  80% 3% 10% 68% In our sensitivity analysis we evaluate the impact of changes in key assumptions

12.00% 96% 91% 87% 83% 79% 76% 73%
wows |104% 9s% o s ese am 7en  on the output of our DCF valuation.
14.00% 112% 105% 100% 95% 91% 87% 83%
15.00% 119% 112% 106% 101% 96% 92% 89%

We first assess how changes in cost of equity and the D/E ratio influence the
Figure 51: WACC Sensitivity - Effect of

Cost of Equity and D/E Ratio. Source:
Analyst Analysis. returning to pre-COVID levels, the WACC would increase to 8.88%, resulting in a

WACC (Figure 51). If PUMA were to adjust its capital structure, for example,

share price of EUR 48.38, assuming all else remains constant. Conversely, a
similar shift toward a higher D/E ratio would decrease the WACC to 6.77%,
Costof Deb implying a share price of EUR 81.77. On the other hand, a 4.0 pp decline in the

D/E 031 041 051 061 071 081 091

o8wh |79% 76% 73% 7% 68% 6T% 65% cost of equity, potentially driven by a reduction in the risk-free rate, would reduce

1.38% 80% 77% 74% 72% 70% 68% 67%

e | 81% T8N 7% 7% T2 T0% 68% the WACC to 5.15% and increase the share price to EUR 145.56. An equivalent

2.38% 82% 79% 17% 75% 73% 712% 7.0%

2o (BSN 80% 8% | 76% | 75% [78% L7z increase in the cost of equity would raise the WACC to 10.11%, lowering the share

3.38% 84% 81% 79% 78% 76% 75% 74%

seo |0 2% et 7% 7w 7% 7es price to EUR 37.73. Overall, this analysis highlights a WACC range of 4.68% to

4.38% 85% 84% 82% 81% 79% 78% T17%

<o |NNEMCRERO0 RN 02 8% | 8% 7% 11.93% and demonstrates that the WACC is more sensitive to changes in the cost

Figure 52: WACC Sensitivity - Effect of - of gquity than to variations in the D/E ratio. Analyzing the impact of changes in the
Cost of Debt and D/E Ratio. Source:

Analyst Analysis.

cost of debt and the D/E ratio on the WACC reveals that an increase in the cost of
debt would also raise the WACC, though to a much lesser extent. As shown in
Figure 52, the resulting range for the WACC in this scenario is narrower, spanning
from 6.48% to 8.62%.

WACC/TV

Growh | 613% 663% 713% 763% 813% 86% 913% Finally, we examine the effect of changes in WACC and TV growth on PUMA's
1.42% 81.0 713 63.2 56.5 50.8 459 417 ) . i .

172 | 848 71 esa 2 522 470 426 share price (Figure 53). A decrease of 1.5 pp in the WACC would raise PUMA’s
2.02% 89.1 773 679 60.2 53.7 483 436

2 (BN a0 w7 s NedlCER share price to EUR 99.94, assuming all else remains constant, while an equivalent
2.62% 99.9 85.3 738 573 | 511 459

20 | 1069 @2 715 675 54 528 472 increase would lower the share price to EUR 45.89. However, an increase in the

3.22% 1152 959 816 705 617 546 486

s [NERRORER 65 741 eis [eiSERER TV growth rate beyond the assumed value would not be reasonable, as it would

3.82% 1385 1112 922 782 674 589 520

) _ o imply PUMA outgrowing the market in perpetuity. Disregarding this limitation, the
Figure 53: Share Price Sensitivity -

Effect of WACC and TV Growth Rate.  @nalysis yields a share price range of EUR 41.68 to EUR 138.47. Consistent with

Source: Analyst Analysis. the previously discussed sensitivities, it becomes clear that PUMA's share price is
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more sensitive to changes in WACC than to variations in TV growth, highlighting

Output Statistics

Samples 1,000 WACC as a key driver of the DCF valuation.

Max 475.3

Min 274 Monte Carlo Simulation

Mean 71.0

Median 656 Building on the identified importance of WACC and TV growth in the sensitivity
Std dev 274

analysis, we conducted a Monte Carlo simulation to further explore their impact.
Figure 54: Monte Carlo Simulation

(DCF) - Summary Statistics (in EUR).

Source: Analyst Analysis.

For the simulation, we selected standard deviations of 1.08% and 0.82%
respectively, derived from the inputs of our sensitivity analyses. The result reveals
a median share price of EUR 65.56, aligning closely with our DCF valuation. Refer
to Figure 54 for the summary statistics. The right skewness of the distribution
250 shown in Figure 55 suggests a tendency toward higher valuation outcomes,

consistent with PUMA’s ability to leverage favorable market dynamics. Overall, the
150 findings reinforce the robustness of our DCF valuation, highlighting PUMA'’s strong
100 operational performance, brand equity, and resilience in challenging markets,

I II. which collectively mitigate significant downside risks.
| [ ——

0

Scenario Analysis

Taking a step further, we constructed three scenarios based on the risks identified
Figure 55: Monte Carlo Simulation

(DCF) - Distribution of Share Prices (in
EUR). Source: Analyst Analysis. were designed to assess their potentially divergent impacts on PUMA's target

in our industry analysis. The variables for each scenario, outlined in Figure 56,

price, derived from the DCF and multiple valuation.

Our optimistic scenario projects a target price of EUR 86.76, supported by top-
line growth with a CAGR of 5.58% between FY 25 and FY 40. This outcome

<o secomaie_Recession— @SSUMeES PUMA, as a pioneer in athleisure, rapidly expands into emerging

| markets, leveraging its strong brand presence and effective customer acquisition
o through impactful branding campaigns. This upside potential of 34.01% relative to
@) 20% s« our projected target price is further reinforced by assuming favorable
macroeconomic conditions in this scenario, including easing geopolitical tensions
and further declining inflation. The pessimistic scenario projects a share price of
EUR 49.81, reflecting a significant 23.07% downside potential compared to our

(2.0%) 2.0% 3.0%

@0%) 20% «w«  base case. In this scenario, PUMA will face prolonged political conflicts and

(2.0%) 2.0% 4.0%

20% eon con o persistent supply chain risks, driving up stock levels, freight costs, and interest

86.76 49.81 41.74

Return vs. Base case 34.0% (231%) (35.5%)

rates promoting a reduction consumer discretionary spending. As a result, PUMA
Figure 56: Scenario Analysis - Key  j|| experience limited top-line growth, with a projected CAGR of 1.61% from FY
Data. Source: Analyst Analysis. 25 to FY 40, limiting its ability to leverage economies of scale and exerting further
pressure on margins. Finally, we forecast a global recession scenario, where the
assumptions from the pessimistic case are further intensified. This scenario
accounts for unforeseen adverse micro- and macroeconomic developments,

coupled with a weakened market positioning relative to primary competitors. Under

PAGE 29/44



PUMA SE (PUMG.DE) COMPANY REPORT N _VA

NOVA SCHOOL OF
BUSINESS & ECONOMICS

these conditions, the target price is projected at EUR 41.74, representing a 35.52%
decline compared to our base case.

Limitations

In addition to the assumptions analyzed in the preceding sections, we aim to
maintain transparency by acknowledging certain limitations identified during our
analysis. Although more detailed geographic sales data, unavailable for our
analysis, would have a limited impact on the overall valuation outcome, it could
enhance forecast accuracy by accounting even more accurately for regional
variations. Additionally, our Q4 adjustments to sales and cost of sales, used to
estimate FY 24 values, may not fully capture current economic and company-
specific developments, such as cross-quarter cost-shifting initiatives highlighted in
PUMA’s recent earnings call. This limitation, which could result in conservative
estimates and explain the drop in key financials for FY 24, stems from the fact that
not all financial statement items can be directly tied to sales and cost of sales.
Furthermore, valuation methods often face inherent limitations. DCF valuations are
highly sensitive to key assumptions such as WACC and TV growth rates, while
multiples valuations are constrained by the lack of perfect peer comparability and
variations in reporting periods, both of which can impact accuracy and reliability.
Finally, the applied NTM multiples, relying on forward-looking projected financials,

are fundamentally uncertain, prone to forecasting errors, and somewhat

175

150 disconnected from historical stock performance. As such, they should be
125 interpreted with particular caution. Despite these limitations, our sensitivity
“Z . I . analyses and thorough consideration of micro- and macroeconomic uncertainties
» g c.,:fp,,-: - I [ | relnforce.t.he robustness <.3f our mod.el, effectlvely. capturing the key risks and
% opportunities PUMA faces in a dynamic market environment.

0

A0S Recommendation

Figure 57: Valuation Football Field (in

EUR). Source: Analyst Analysis. Based on our analysis, we set a target price of EUR 66.18 for PUMA SE by 31

December 2025. Including an expected dividend of EUR 0.74 (assuming a

constant payout ratio), this represents a relative return of 46.27% compared to the

EUR m DCF  Comps. current share price of EUR 45.75 (as of 13/12/2024) (Figures 57 & 58). PUMA is
Target price o erel poised to benefit from an improving macroeconomic environment, with declining
Price (13/12/24) 45.75 45.75

Future dividends 0.74 074 inflation and interest rates expected to boost disposable income and demand.
Return (absolute) 19.73 22,61 Leveraging lessons from past challenges, its refreshed branding strategy, strong
Rewn reae) S athleisure positioning, and broadening product portfolio enhance its competitive
Recommendation BUY BUY

edge, positioning it to drive future growth and reinforce its market presence.
Figure 58: Valuation Summary. Source:

Analyst Analysis. For these reasons, we issue a BUY recommendation for the stock.
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Appendix

Financial Statements

Income Statement

units 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2034 2035 2036 2037 2038
Actual  Actual  Actual  Actual _ Actual  Actual Fore Forecast Forecast
x Core
sales em 41358 46483 55023 52344 68054 84652 86017 86942] 9,1054 95144 99196 10,3538 10,8055 11,2767 11,7684 12,2813 | 12,7627 13,207.0 13,608.8 143262 14,699.0 15,0814 15473.9
Footwear em 19745 21847 25525 2,367.6 31636 43179 45834 ) 46634] 48895 51151 53404 55907 58520 64112 67102 69887 7,2426 7,468.4 78621 80667 82766 84920
Apparel em 14414 16875 20687 19741 25173 2,893 27630} 28087 29345 30592 3,1839 33115 34436 37237 38720 | 40129 41450 4,267.2 44921 46090 47289 48520
Accessories em 7199 7761 8811 8927 11245 12510 12220 12813 13401 13953 14516 1509.9 16336 16991 17612 18194 18732 19219 19719 20232 20759 21299
Costof sales em  (21815) (2399.0) (28158) (2776.4) (3,547.6) (4,562.3) (4,588.0){ (4.846.1) (5.063.1) (5.275.4) (5.499.8) (5.735.0) (5979.4) (6,234.2) (6,499.7)| (6.754.7) (6,990.0) (7,2027) (7,390.1) (7.582.4) (7,779.7) (7.982.2) (8,189.9)
Core gross profit em 19543 22493 26865 24580 3,257.8  3,902.9 4062 | 42593 4,513 46442 48540 50704 52973 55342 57816 60080 62170 64060 65727 67438 69192 70993 7,284.0
Royalty and commision income em 158 163 251 161 239 8 385 335 35.0 366 382 399 416 434 453 473 491 508 52.4 537 55.1 56.6 58.1 596
Other operating expenses em  (17259) (1,9495) (2275.5) (2,265.3) (2727.1) (3296.1) (3421.4)] (3,475.1) (3,668.6) (3,8416) (4,0028) (4,172.5) (4,354.1) (4,547.2) (4,745.1) (4,9516)] (5,108.9) (5,286.8) (5447.6) (5,589.3) (5,734.8) (5884.0) (6,037.1) (6,194.2)
Sales and distribution expenses em  (1320.4) (1,5236) (1,821.2) (1,794.0) (2,207.4) (26 (2,799.0)] (2,799.6)f (2,958.9) (3,097.5) (3224.4) (3,357.3) (3,500.2) (3,652.9) (3,808.3) (3,970.3)f (4,089.1) (4,2315) (4,360.2) (4473.7) (4,590.1) (4,709.5) (4,832.0) (4,957.8)
Product managementmerchandising em @s. @3.8)  (526)  (46.0)  (52.8) (®25)] (88.0)] (94.4) (101.1) (1081) (1156) (1237) (1323) (1415) (151.4)] (157.3) (162.8) (167.7) (1721) (1766) (1812) (1859) (190.7)
Research and development em 53.4)  (540)  (617)  (566)  (61.7) ©9.0) (1036)] (1085) (113.4) (1182) (123.4) (1287) (1344) (140.2) (1463)] (1521) (157.3) (1621) (166.4) (170.7) (175.1) (179.7) (184.4)
Administrative and general expenses em (307.0)  (328.1)  (340.0) (368.7)  (405.2) (4839)] (506.8) (5296) (5521) (576.3) (6015) (627.7) (655.1)  (683.6) 104) (7351) (757.5) (777.2) (797 (818.2)  (839.5)  (861.3)
Core result before taxes (EBT) em 2442 3161 4361 2088 5546 664.6| 6257 6464 6796 7213  757.9 7935 8344  877.3| 9483 9811 10109 10372 10641 10918 11202 1,149.4
Statutory taxes em (6.5)  (86.0) (1187)  (6.8) (151.0) (180.9)] (170.3) (1759) (185.0) (196.3) (2063 (216.0) (227.1) (238.8)] (258.1) (275.2)  (282.3) (2897) (297.2) (3049) (312.9)
Taxadjustments em 67) 6.0 153 122 17.7 16 116 124 132 141 148 15 163 171 186 198 204 209 214 226
ome em (149) (117 19 (1389) 438 126 13.2 138 14.4 15.0 156 163 17.0 17.8 185 197 202 207 213 224
Core result em 571 2244 3346 253 465.1 507.9| 4802 496 5222 5540 5821 6093 6406 6734 7272 7752 7954 8161 8374 8815
X Non-core
Other operating income em 03 211 42 04 26 01 17.8 71 7.5 7.8 81 85 89 93 97 101 108 112 115 118 121 124 12.7
Resultfrom associated companies em 16 (15) - - - - - - - - - - - - - - - - - -
Financial income em 63 76 187 270 180 471 749 333 348 6.4 ar9 396 a3 450 47.0 52.1 53.4 56.2 577 59.2
Financial expenses em 105  (18.3) @2)  (384) (367) (1139) (1553) (77.7)] (38.8) (194 ©7) ©.7) ©7) ©.7) ©7) ©.7) ©.7) ©7) ©.7) ©7)
Non-core result before taxes (EBT) em 23) 89 187 (110)  (161)  (667)  (626)]  (37.3) 35 248 36.4 38.4 405 5.0 474 535 552 586 60.4 622
Statutory taxes em 0.6 (2.4) 1) 3.0 a4 18.2 17.0 101 ©:9) ©7) ©9) (105  (11.0) (122)  (129) (146)  (15.0) (159)  (164) (169
Taxadjustments em 53 @2)  (103) 7.2) ©7) 5.6 (5.3)] (1.0) (1.0) (1.0) a1 .2 12 (1.4) (1.9) a7 (&) 1.8 (1.8) (1.9
ome em 94.4) 877 (436)  (97.6) 1636  (60.3)  (19.3)f 425 445 465 485 506 528 576 60.1 666 683 719 738 757
Non-core result em (90.8) 900 _ (40.3) (1128) 1432 _(1032) _ (70.2) 144 6.1 635 739 774 811 88.9 93.1 1006 1039 1067 1127 1159 1191
X Finan
Financial income em a1 40 7.2 8.4 19 323 378 181 19.0 198 207 216 225 235 245 256 266 275 28.4 201 298 306 314 322
Financial expenses em (149)  (157)  (443)  (439)  (449)  (544) (100.8)f (797) (845)  (88.3)  (925)  (96.8) (1013) (1060) (110.9) (116.0)] (1199) (1239) (127.5) (130.8) (1342) (1377) (1413) (144.9)
Financial result before taxes em (10.8)  (117)  (37.4) (85  (33.0)  (221)  (63.0) (616)] (65.6)  (685)  (718)  (75.2)  (78.8)  (825)  (86.4)  (90.4))  (93.3)  (96.4)  (99.1) (1017) (104.4) (107.2) (109.9) (1127
Statutory taxes em 29 32 101 97 9.0 6.0 17.1 168 17.8 186 195 205 215 225 235 246 254 262 27.0 277 284 29.1 299 307
Lresult em 7.9) (85) (27.0) _(258)  (24.0) _(16.1)  (459)] (@4.8)] (47.7)  (49.9)  (52.2)  (54.8) _ (57.4) _ (60.1) _ (629)  (65.8)] (67.9)  (702)  (721) _ (740) _ (76.0) _ (77.9) _ (799) _ (82.0)
x  Consolidated
sales em 41358 46483 55023 52344 68054 84652 86017 86942] 91054 95144 99196 10,3538 10,8055 11,2767 11,7684 12,2813 12,7627 13,207.0 13608.8 13,9629 14,3262 14,699.0 150814 15473.9
Costof sales em  (21815) (2399.0) (28158) (2776.4) (3,547.6) (4,615.1){ (4,588.0)f (4,846.1) (5,063.1) (5275.4) (5499.8) (5735.0) (5979.4) (6,2342) (6499.7)] (6,754.7) (6,990.0) (7,202.7) (7,390.1) (7,582.4) (7,779.7) (7,982.2) (8,189.9)
Gross profit em 19543 22493 26865 24580 3,257.8 39866 41062 4259.3 44513 46442 48540 50704 52973 55342 57816] 60080 62170 64060 65727 67438 69192 7,099.3 7,284.0
Royalty and commision income em 163 16.1 239 38.5 335 36.6 382 399 416 434 453 473 491 508 4 55.1 56.6 596
Other operating income em 211 04 26 17.8 71 7.8 8.1 85 89 93 97 101 105 108 112 115 118 12.1 127
Other operating expenses em (1,949.5) (2.2653) (2727.1) (3,296.1) (3.421.4)} (3.475.1) (3.8416) (4,002.8) (41725) (4,354.1) (4547.2) (4,745.1) (4,9516)] (5,108.9) (5.286.8) (5.447.6) (5.884.0) (6,194.2)
Operatingincome (EBIT) em 337.2 2092 5572 6407  6215) 6717 654.2 7298 7668 8027 8441  887.4 9587 9919 10220 1039 11326 11621
Financial result em (23.9) @69)  (517)  (889) (143.4)] (106.0) (51.5) @53)  (472)  (491)  (511)  (s32)] (542)  (556)  (56.8) ©19)  (63.2)
Earnings before taxes (EBT) em 313.3 1623 5055 5518  478.1] 5657 602.7 6844 7196 7536  793.0 8342 9045 9363 9653 10708  1,098.9
Taxes em (83.5) (39.2) (1286) (127.4) (117.7){ (1433)] (1428) (1527) (1734) (1823) (190.9) (2009) (211.4)] (229.2) (237.2) (244.6) 3)  (278.4)
for the year em 167.8 2208 1231 3769 4244 3604 4224 4208 4500 511.0 5373 5627 5921 _ 6228 6754 _ 6991 7207 7995 8205
Netincome attributable to non-controlling interests em (22)  (42.4) @42)  (672) (709) (557)f (613)] (513)  (51.3)  (51.3)  (513)  (51.3)  (51.3)  (513)  (651.3)] (513)  (513)  (51.3) 6513) _ (51.3)
Net income attributable to the PUMA SE €m 1356 1874 789 3097 3535 3047} 3711] 369.5 3987 4297  459.7 4860 5114 _ 5408 5715 6241 6478 6694 7482 7692
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2036

Actual

Actual

Actual

Forec

Forec

Forecast

LT

X Core
Core assets
Operating cash em 2068 2324 2751 2617  340.3 4233  430.1] 4347| 4s53 4757 4960 5403 5638 5884  6141] 6381 6604 6804 6981 7163
Inventories em 7784 9153 11101 1137.9 14923 22451 1804.4] 18355] 19494 20551 21632 24018 25320 26703 2817.1} 29257 30259 31165 31963 32783
Trade receivables em 5037 5537 6117 6210 8480 10649 111841 11440 12125 12821 13527 15091 1,5938 16832 1777.7| 18473 19117 19698 20211 20736
Income taxreceivables em 268 339 342 213 378 54.0 90.1 64.1 67.1 701 731 796 83.1 86.7 %05 94.0 973 1003 1029 1056
Other em 941 1152 1305 1240 2009 2360 2704} 2505| 2718 2840 2961 3226 3366 3513  366.6| 3810 3943 4063 4168  427.7
Core current assets em 16098 1,8505 2,616 2,159 2,193 40233 3,713.4] 3,737.8| 3,956.0 _4,167.1 _4,3812 48533 51094 53800 56660 | 58863 60895 62733 64353 66014
Deferred taxassets €m 2079 2076  237.7 2775 2799 2950 296, 2719 3310 3297 3526 4004 4210 4409 4639 | 4880 5292 5478 5647 5795
Property, plantand equipment em 2601 2947 3948 4069 4724 5923 6857 7224] 7612 8010 8416 9254 9688 10133 10587 11060 1,1549 12054 12571 13101
Right-of-use assets em - - 7190 8776 9405 11113 10877 11206{ 11452 1,1605 1,166.0 11746 11776 11798 11811| 11823 1,837 11850 11865 11879
Intangble assets em 4129 4375 4546 4435 5065  530.8] 5678) 5853 6131 6410 6978 7266 7557 7851 8472 8798 9132 5
Other non-current assets em 19.8 94 19.3 68 9.1 88 256 15.5 162 17.0 17.7 193 201 21.0 219 236 243 249 256
Core non-current assets em 9007 9492 18254 20123 21738 25139 2,6259] 206883 | 2,838.9 29213 30189 32175 33142 34106 35107 37386 38422 39463  4,050.6
Core liabilities
Trade payables em (646.1)  (705.3) (843.7)  (9415) (1,176.4) (1,734.9) (1,499.8)] (1480.5)] (1,652.7) (16108) (L666.5) (1725.1) (1,786.2) (1,849.1) (19143) (1,981.7)] (2,0695) (21312) (2,196.1) (2,253.2) (2,311.9)
Income tax!iabiliies em (54.7) ©8.9)  (89.2)  (857)  (86.8) (793 (847) (887)  (926)  (96:6) (100.8) (1052) (109.8) (114.6) (1196) (1243) (1286) (1325 (135.9) (1395
Other current provisions em (86.2) (45)  (247)  (30.4)  (280)  (159) (183) (191) (200) (209) (218  (227) (247)  (258)] (268) (278)  (286)  (29.4) (30
Other em (145.5)  (3046) (3760) (377.8) (549.0) (618.9) (493.4)] (498.7) (522.3) (545.8) (569.0) (593.9) (619.8) (675.0) _(704.5)] (732.1) (757.6) (7806) (800.9) (8218;
Core current liabilities em (9325) (1,117.5) (1,333.1) (1,433.2) (1,8415) (2,468.6) (2,088.4)} (2,082.1)] (2,1828) (2,269.2) (2,352.9) (2,44156) (2,533.9) (2.728.7) (2,8316)] (2,942.7) (3,0452) (3,137.8) (3,2195) (3,303.2) (3,389.2) (3,477.4) (3,567.9)
Deferred tax labilities €m @76)  @477)  (53.0)  (406)  (488)  (420)  (124)] (250)] (30.4)  (30.3)  (32.4)  (346)  (36.8) @05)  (426)] (448)  (486)  (50.3)  (51.8)  (532)  (546)  (56.0)  (57.5)
Pension provisions em (20.7)  (289)  (341)  (382)  (319)  (224) (225 (229)] (240) (250) (261) (272)  (28.4) (610)  (23)] (886) (47) (358 (@67 (37.7)  (387)  (897) (407
Othernon-current provisions em 6 (2 (824)  (292)  (27.8) (154)  (13.4) (147)] (154) (161) (167) (175)  (182) (19.9)  (207)} (216)  (223)  (23.0) (242)  (248)  (255)  (26.1
Othernon- em @3.0) 29 @.4) ©7) s) (.4 3) (15) (1.5) 1.6 %) a7 .8 2.0 @1) @1 2.2) 23) @.4) 2.5) @5) @)
Core non-current liabilities em (1049) (1058) (1239) (108.7) _(1100) _ (812) _ 49.6)f (640)] (712) _ (730) _ (769) _ (81.1) _ (85.2) 933) __(97.7)] (1021) _(107.8) _(1113) _(1145) _(117.5) _(120.6) _(123.7) _ (126.9)
Core business invested capital em 14731 15764 25300 2,6363 3,1416 39874 4,201.3] 4,2800] 4,540.9 47463 4,9703 52065 54517 57048 59687 62474 | 64563 66751 68664 70476 72313 7,4198 76132 7,8116
X Non-core
Non-core assets
Investments in associates em 166 - - - - - - - - - - - - - -
Non-core non-current assets €m 16.6 - - - - - B - 5 - - - - - B - B - B - B - B
Non-core labilities
Other. em - N 103) (10.6) (17.5) (22.2) (11.7) (19.5)! (20.4) (21.4) (22.3) (23.2) (24.3) (25.3) (26.4) (27.6)! (28.7) (29.7) (30.6) (31.3) (32.2) (33.0) (33.9) (34.7)
Non-core current liabilities em - (103) __(106) __(175) _ (222) __(117)] _(19.5)] (204) _ (214) _ (223) _ (232) _ (24.3) _ (253) _ (264) __(27.6)] (287) _ (29.7) _ (306) _ (31.3) _ (32.2) _ (33.0) _ (339) _ (347)
Othernon-current provisions em - (10.7) ©7)  (01) (al) (39 (187 (144) (1500 (157) (163) (17.0) (178) (188) (194) (201)  (208) (215)  (220)  (226) (232) (238) (244
Liabilites from acquisitions em @8) ©3) - - - - - - - - - -
Non-core non-current liabilities em @.8) 63 __(107) ©7) __(10) (141 _(139) (187)] (184) __(150) _(157) _ (163) _(171) _ (17.8) __(186) _ (194)} _(200) _ (20.9) _(215) _ (220) _ (226) _ (232) __ (23.8) _ (24.4)
Non-core business invested capital cm 118 (33)  (210) (203) (276) (363) (256 (332)] (34.8) (364)  (37.9) (39.6)  (413) (43.1) 450) (47.0)] (48.8)  (505) (52.0)  (534) (548)  (56.2)  (57.7)  (59.2)
Total business invested capital em 14849 15731 25090  2,616.0 _3,114.0 39511 _ 4,1757] 424681 4,061 47099 49324 51669 54104 56617 50237 62004 ] 6,407.5 66246 68143 60942 71765  7,363.6 75655 _ 7,752.4
X Financial
Financial assets
Excess cash em 208.2 2430 3942 4172 308 - - - B a
Other curtentfinancial assets em 667 766 52.9 137.4 974 97.4 974 97.4 974 97.4 974 974 974 974 974 974 7.4 974 974
Financial current assets em 2749 3196 4471 5706 1772 974 974 974 974 974 974 974 974 974 974 974 974 974 974
Othernon- 1 €m 517 15 58.6 646 58.4 757 792 8238 863 501 940 981 1024 1069 114.9 1215 1279 134,
Financial non-current assets em 517 715 588 646 58.4 757 792 8238 863 901 940 981 1024 1069 1111 1149 1184 1215 _ 1247 1279 1347
Financial liabilities
Curentborowings em (2900)  (205)  (102) (121.4)  (685)  (75.9) 921)  (96.1) (1004) (1049) (1096) (114.5) (1195 (1249)] (1289 (133.1) (140.3) 8 (147.4
Curent lease liabilties em (08) (1448) (1565) (1723)  (200.2) (221.1)  (2305) (240.9) (2517) (263.0) (274.7) (2869) (299.7)] (309.3) (319.4) (3366) (345.1)  (353.8)
Other current financial iabiltes em 94.9)  (56.4)  (605) (151.1)  (64.4)  (76.1) ©11)  (845)  (883)  (92.3)  (96.4) (100.7) (1052) (109.9) (113.4) (117.1) (123.4)  (1265) (129.7)  (133.0
Financial current liabilities em (1239) _ (77.7) _(2155) _(429.0) _(3052) _(352.2) (394.2) _(411.1) (420.5) (448.9) (469.1) (489.9)  (511.6) (534.5)] (551.7)  (569.6) (600.3) _(615.4)  (630.9)  (646.8)
Non-current borrowings em B B (251 (@31.6) (3613) (a77.6) (3945) (4120) (430.3) (4495)] (464.0) (479.1) 5049) (517.6) (580.7)  (544.0)
Non-current lease liabilfies em (75)  (600.5) (7752)  (851.0) (1,030.3) (1,105.3) (1,1527) (1,204.3) (12587) (1,315.2) (1,3735) (14343) (1498.5)f (15467) (1597.1) (1683.0) (1,725.4) (1,768.8) (1813.4) (1,859.2)
Other non-current financial labilties em (30.9) (173.2) (1638) (153.7) (314.1)  (138) (11) (@15 (120) (126) (132) (187) (143) (150} (155) (16.0) (168) (173) (17.7) (181) (186
Financial non-current liabilities €m (30.9) (180.7) (764.3) (928.9) (1,165.1) (1,295.6) (1,457.5)] (1,369.3){ (1448.0) (1,510.0) (1577.6) (1,648.9) (1722.9) (1,799.3) (1,878.9) (1,963.0)f (2,0262) (2,092.3) (2,150.1) (2.204.8) (2,260.3) (2,317.2) (2:375.6) (2.435.5)
em @12)  (189)  @467)  (415)  (652)  (67.1)  (289)] (428)] 42.8)  (428)  (42.8)  (428)  (42.8)  (428)  (428) (42.8)] (428) (42.8)  (42.8)  (42.8) 8) (428 (428 (428
Net financial assets em 1406 1306 (6354) (8935) (900.3) (1479.3) (1,622.0)f (1,611.9)] (1,708.4) (1,783.7) (1,866.2) (1,953.1) (2,043.3) (2,1364) (22334) (2,336.0)] (2,412.2) (2492.4) (2,562.4) (2629.0) (2,696.4) (2,765.6) (2,836.5) (2,909.3)
Equity attributable to the shareholdersof PUMASE __€m ___(1,625.5) (1,703.3) (1,873.6) (1,722.4) (2,2133) (2,471.7) (2,553.4)] (2,634.9)] (2,797.7) (2,9262) (3,066.2) (3,213.8) (3,367.1) (3,525.3) (3,690.2) (3,864.4)] (3,9953) (4,132.2) (4,2519) (4,365.3) (4,480.1) (4,598.0) (4,719.0) (4,843.1)
x Consolidated
Curentassets 18847 21930 24812 26130 34899 42005 3,931.1] 38352] 4,0534 42644 44785 47081 49507 52067 54773 57633 | 59836 61869 63706 65326 66988 68693 70442 7,223.7
Non-currentasset 9690 1,0146 18969 20711 22384 25723 2709.5{ 276391 29182 30041 31052 3,2085 33116 34123 35131 36176 37258 38535 3,960.7 40679 41753 4,2855 43986 4,547
Totalassets 28537 3,076 43761 _4,684.1 57283 67728 6,640.6] 6599.1{ 6,9715 72686 7,583.8  7,016.6 872622 B8,619.1 _8090.4  9,380.9 | 9,709.5 10,0404 10,3313 10,6005 10,8741 11,1548 1104429 11,7385
Current liabilities (1,056.4) (11952) (1,558.9) (1.872.8) (2164.2) (2843.0) (2537.0)] (2.474.4)] (2.5975) (27016) (2.8047) (29137) (3,027.2) (31447) (3,266.6) (3,393.6)| (3,523.0) (3,644.5) (3,753.8) (3.851.1) (3.950.8) (4,053.1) (4,158.0) (4,265.7)
Non- (1406)  (289.8)  (898.9) (1,047.3) (1,285.2) (1,3909) (1521.0)f (1,447.0)] (1,533.6) (1,598.0) (1,670.1) (1746.3) (1,8252) (1,906.3) (1,9907) (2,080.1)] (2,148.4) (2,2210) (2.282.9) (2,3413) (2,400.4) (2,460.9) (2,523.1) (2.586.9)
Total liabilities (1,197.0)_(1,485.0) (2,457.8) (2,920.1) (3,449.4) (4,233.9) (4,058.0); (3,9215)] (4,131.0) (4,299.6) (4,474.8) (4,660.0) (4,852.4) (5,051.0) (5,257.4) (5,473.7)] (5,671.4) (5,865.4) (6,036.6) (6,192.4) (6,3512) (6,514.0) (6,681.1) (6,852.6)
Equity attibutable to the shareholders of PUMA SE (16255) (1,703.3) (1,8736) (1,722.4) (2.213.3) (24717 (2.634.9)] (2,797.7) (2,9262) (3,066.2) (3,213.8) (3,367.1) (3,525.3) (3,690.2) (3,864.4)f (3,9953) (4,132.2) (4,2519) (4,365.3) (4,480.1) (4,598.0) (4,719.0) (4,843.1)
(312)  (189) (467)  (415)  (652)  (67.1) 42.8) (428)  (42.8)  (42.8)  (42.8)  (42.8)  (42.8)  (42.8)  (428)] (42.8)  (42.8)  (42.8)  (42.8)  (42.8)  (42.8)  (428)  (42.8
Total equity (1,656.7) (1,722.2) (1,920.3) (1,763.9) (2,278.5) (2,538.8) (2,582.3)} (2,677.7)] (2,840.5) (2,969.0) (3,109.0) (3,256.6) (3,409.9) (3,568.1) (3,733.0) (3,907.2)] (4,038.1) (4,175.0) (4,294.7) (4,408.0) (4,522.9) (4,640.8) (4,7618) (4,885.9)
Totalli equity (2,853.7) (3,2072) (4,378.1) (4,684.0) (5,727.9) (6,772.7) (6,.640.3); (6,599.1)} (6.9715) (7,268.6) (7,583.8) (7,916.6) (8,262.2) (8,619.1) (5,990.4) (9,380.9){ (9,709.5) (10,040.4) (10,3313) (10,600.5) (10,874.1) (11,154.8) (11,442.9) (11,738.5)

Cash Flow Statement

2017

wal

2018

Actual

2019

wal

2020

Actual

2022

Actual

2023

wal

2024 2025

Forecast

Expected

2026

Forecast

2028

Forecast

2029

Forecast

2030

Forecast

2031

Forecast

2032

Forecast

x Core
Core result before taxes (EBT) €m 316.1 436.1 208.8 554.6 640.6 603.7 664.6 625.7 646.4 679.6 7213 757.9 793.5 834.4 877.3 948.3 981.1 1,0109 1,037.2 1,061 1,091.8 1,120.2 1,149.4
Taxes on core result em (80.0) (103.4)  (446) (1333) (157.2) (1466)] (1693)f (158.7) (1636) (1717) (1823) (1915) (2005) (210.8) (2217 (2395) (247.8) (255.3) (2620) (268.8) (275.8) (2829) (290.3)
NOPLAT em 2361 3327 1642 4213 4834 4571 4953 4670 4828  507.8 5390 5664 5930 6236 6556 7087 7333 7555 7752 7954 8161 8373  859.1
Depreciation and amortization Nem
Core gross cash flow €m 236.1 3327 164.2 4213 483.4 457.1 495.3 467.0 482.8 507.8 539.0 566.4 593.0 623.6 655.6 708.7 733.3 755.5 775.2 795.4 816.1 837.3 859.1
Change in core business invested capital em (103.3) (953.6) (106.3) (505.3) (845.8) (213.9) (78.7); (260.9) (205.4) (224.0) (236.2) (245.2) (253.1) (263.8) (278.7), (208.9) (218.8) (191.3) (181.3) (183.7) (188.5) (193.4) (198.4)
Core FCF €m 1327 (620.9) 579 (83.9) (362.4) 243.1 416.6 206.1 277.4 283.8 302.8 321.2 339.8 359.7 376.9 499.8 514.5 564.3 593.9 611.7 627.6 643.9 660.7
X Non-core
Non-core result before taxes (EBT) em 8.9 187 (11.0) (16.1)  (66.7) (62.6)]  (37.3)! 35 248 36.4 38.4 405 27 45.0 474 49.6 517 535 55.2 56.9 58.6 60.4 62.2
Taxes on non-core result em (6.6) (15.4) (4.2) (4.3) 238 11.7 9.2 (1.9) (7.8) (11.0) (11.6) (12.3) (12.9) (13.6) (14.3); (15.0) (15.7) (16.2) (16.7) 17.2) 17.7) (18.3) (18.8)
Non-core result after taxes em 23 33 (15.2) (20.4) (42.9) (50.9); (28.1) 16 17.0 254 26.8 28.2 298 314 33.0 345 36.0 37.3 385 39.6 40.9 42.1 434
Chang: capital em 151 17.7 ©7) 7.3 87  (10.7) 7.6 16 16 15 17 17 18 19 20 18 17 15 14 14 14 15 15
Non-core FCF em 17.4 21.0 (15.9) (13.1) (34.2) (61.8); (20.4)] 3.1 18.6 26.9 28.4 30.0 316 333 35.0 36.4 37.7 38.8 39.8 41.0 423 43.6 449
X Financial
Financial result before taxes €m 11.7) 37.1) (35.5) (33.0) (22.1) (63.0); (61.6) (65.8) (68.5) (71.8) (75.2) (78.8) (82.5) (86.4) (90.4); (93.3) (96.4) (99.1) (101.7) (104.4) (107.1) (109.9) (112.7)
Taxes on financial fesult em 32 101 97 9.0 60 1741 16.8 178 186 195 205 215 225 235 246 254 26.2 27.0 27.7 284 291 209 307
Financial result after taxes em ®5  (27.0) (258) (240) (161) (@59)] (448)] (47.7)  (@9.9)  (522)  (54.8)  (57.4)  (60.1)  (62.9)  (658){ (67.9) (702) (721) (74.0)  (76.0)  (77.9)  (799)  (82.0)
Changen netfinancial assets em 100 7660 2581 67 5790  1427] (10.1)] 965 75.4 825 869 902 931 970 1025 762 802 700 666 67.4 692 710 728
Change in equity em 77.8 1703 (151.2)  490.8 258.4 817 815 162.8 128.5 140.0 147.6 153.3 158.2 164.9 1742 130.8 136.9 119.7 1134 1148 117.9 121.0 124.1
Netincome attibutable to non-controlling interests em @24)  (466)  (42)  (672) (709) (857 (513)f (51.3)  (513)  (513)  (51.3)  (513)  (51.3)  (513)  (513)] (51.3)  (513)  (51.3)  (613)  (513)  (51.3) (51 (51.3)
Net SOfPUMASE _em (187.4) (262.4) _ (78.9) (309.6) (3535) (304.9)f (371.1) ) (898.7) (4207) (459.7) (486.0) (5114) (540.8) (5715)| (624.1) (647.8) (669.4) (688.3) (707.7) (727.7) (7482) (769.2)
Financial FCF. €m (150.5) __ 600.3 (42.0) 96.8 3969 (182.0)] (395.8)] (209.2)  (206.0)  (310.8)  (331.3) _ (351.2)  (371.4)  (393.0)  (4119)] (536.2)  (552.2)  (603.1)  (633.7)  (652.7)  (669.9)  (687.5)  (705.6)

PAGE 34/44



PUMA SE (PUMG.DE)

comnrrr INLO VA
|

NOVA SCHOOL OF
BUSINESS & ECONOMICS

Financial Analysis

units 2017 2018 2019 2020 2023 2024 2026 2027 2028 2029 2031 2032

Actual Actual Forecast  Forecast Forecast Forecast Forecast Forecast

Expected Forecast _Fore

cast

2036 2037

Gross margin % 47.25%  48.39%  48.83% 46.96% 47.87% 46.11% 46.35% | 47.23% ] 46.78% 46.79%  46.82%  46.88% 46.92% 46.98% 47.03%  47.08% | 47.07%
EBITDA margin % 761%  9.02% 12.48%  9.61% 12.68% 11.50% 11.31% ] 11.61% 10.78% 10.66% 10.67% 10.84%  10.93% 11.00% 11.10% 11.20% | 11.48%
EBIT margin % 5.91%  7.25%  8.00%  4.00%  8.19%  7.57%  7.23% ] 7.73%{ 6.95%  6.88%  6.93%  7.05%  7.10%  7.12%  7.17%  7.23% | 7.51%
Net profit margin % 3.28%  4.03%  477%  151%  4.55%  4.18%  3.54% | 4.27%} 4.06%  4.19%  4.33%  4.44%  4.50%  4.53%  4.60%  4.65% | 4.89%

47.07%
11.48%
7.51%
4.90%

47.07% 47.07% 47.07% 47.07% 47.07%  47.07%
11.48%  11.48% 11.48% 11.48%  11.48%  11.48%
7.51%  7.51%  7.51%  7.51%  7.51%  7.51%
4.92%  4.93%  4.94%  4.95%  4.96%  4.97%

x__Return on invested capital (ROIC) analysis.

Return on invested capital (ROIC) % 12.62% 16.68%  3.15% 11.84% 11.35%  7.71%§ 8.89%f 870%  8.85%  9.12%  9.32%  9.41%  9.45%  9.55%  9.65% | 10.06%
Operational margin % 430%  528%  5.82%  291%  596%  5.51%  526%) b5.62%} 506% 500% 5.05% 513% 5.16%  5.18%  522%  526%] 5.47%
Assettumover X 3.13 3.50 2.09 2.60 2.72 2.18 2.08 2.14 211 211 2.10 2.09 2.08 2.08 2.07 2.06
Core ROIC T 15.23%  21.22%  1.00% 17.64% 17.57%  9.27% | 12.09% ! 11.22% 10.84% 11.00% 11.15% 11.18% 11.18% 11.23% 11.28% | 11.64%
Core operational margin % 138%  4.83%  6.08%  048%  6.83%  6.52%  4.30% ] 5.84%} 527%  522%  5.26% 535%  539%  5.40%  544%  548%] 5.70%
Core asset tumover X 3.16 3.49 2.07 2.58 2,69 2.16 2,07 213 2.10 2.09 2.08 2.08 2.07 2.06 2.06 2.04
Non-core ROIC % 763% 1,221%  537%  (705%)  374%  193% (56%)] (139%)  (183%)  (203%)  (204%) (205%)  (206%)  (206%)  (207%)] (206%)
Non-core operational margin % (2.19%)  1.94%  (0.73%) (2.16%) 2.10%  (1.22%) (0.82%)f 0.47%{ 051%  067%  0.74%  075%  0.75%  0.75%  076%  0.76% | 0.76%
Non-core asset tumover X 393.92 (1,667.36) (249.26) (335.24) (306.71) (236.96)] (339.62)] (273.88) (273.26) (272.65) (272.96) (272.92) (272.92) (272.92) (272.91)] (271.77)
RONIC % 100.53% (18.01%) 240.34% 12.47%  (3.15%)] 17.03%] (39.86%) 6.11% 12.27% 14.00% 11.69% 1091% 12.17% 12.24% | 19.19%
Return on assets (ROA) % 6.57%  8.18%  1.80%  6.61%  6.17%  4.50%] 559%f 560% 572%  591%  6.06%  6.14%  6.19%  6.27%  6.36%| 6.65%
Core ROA % 8.94% 11.95%  0.63% 11.13% 10.84%  5.65%f 8.01% ] 7.47%  7.31%  7.37%  7.49%  7.53%  7.55%  7.60%  7.66% | 7.92%
Non-core ROA % na nia nia nla nfa na nia nia nia nfa na nia nia nia nia nfa

10.11%
5.47%
2.06

11.65%
5.70%
2.05

(206%)
0.76%
(270.62)

11.86%
6.67%

7.92%
nia

10.10%  10.10%  10.12%  10.14%  10.16%  10.18%
547%  547%  547%  547%  547%  5.47%
2.05 2.05 2.05 2.05 2.05 2.05
11.61% 1158% 11.58% 1158% 11.58%  11.58%
570%  570%  570%  570%  570%  5.70%
2.04 2.03 2.03 2.03 2,03 2.03
(206%)  (205%)  (205%)  (206%)  (206%)  (206%)
0.76%  0.76%  077%  0.77%  0.77%  0.77%
(269.47) (268.32) (268.32) (268.32) (268.32) (268.32)
10.25%  10.36%  11.21% 11.36% 11.35%  11.35%
6.67%  6.66%  6.68%  6.69%  671%  6.72%
7.89%  7.86%  7.86%  7.86%  7.86%  7.86%
nia nia nia nfa na nia

x__Du Pont analysis (Return on Equity)

Return on equity (ROE) o 8.18%  10.88%  13.66%  4.47% 13.59% 13.92% 11.80% | 13.86%} 13.01% 13.43% 13.82% 14.12% 14.25% 14.33% 14.49% 14.63% | 15.45%
Net profitmargin (profitability) % 3.28%  4.03%  477%  151%  4.55%  4.18%  3.54%§ 4.27%] 4.06%  4.19%  4.33%  4.44%  450%  453%  4.60%  4.65%] 4.89%
Assettumover (efficiency) x 1.45 1.45 1.26 112 119 1.25 1.30 1.32 131 131 131 131 131 131 131 131 131
Equity multiplier (leverage) x 172 1.86 2.28 2.66 251 2.67 2.57 2.46 245 245 244 243 2.42 2.42 241 2.40 2.40

Change in retained eamings em (512) 1351  187.6 550 2020 2307 1818} 259.8) 2587 2791 3008 3218 3402 3580 3785 4001 4368

X Value creation

15.52%
4.90%
132
2.40

4535

15.59% 15.61% 15.65% 15.68% 15.71%  15.74%
4.92%  4.93%  4.94%  4.95%  4.96%  4.97%
1.32 1.32 1.32 1.32 132 1.32
2.41 2.40 2.40 2.40 2.40 2.40
4686 4818 4954 5094 5237 5384

WACC % 7.63%  7.63%  7.63%  7.63%  7.63%  7.63%  7.63% ) 7.63%] 7.63%  7.63%  7.63%  7.63%  7.63%  7.63%  7.63%  7.63% |
Overall Annual Value Creation % Wa  499%  9.05%  (4.49%) 421%  372%  008%] 126%] 107% 1226  149%  169%  177%  182%  192%  2.02%
Overall Annual Value Creation €m n/a 9.4 23.7 3.5) 13.0 13.2 0.2 a7 4.0 4.8 6.4 7.8 8.6 9.3 10.4 115

x__Activity ratios.

7.63%

2.43%
152

7.63%

2.48%
16.1

7.63%  7.63%  7.63%  7.63%  7.63%  7.63%
247%  2.47%  249%  251%  2.53%  2.55%
166 17.0 17.6 18.3 18.9 19.6

Average holding period indays 1302 1393 1439 1496 1535 1796 1427} 1460} 1468 1482 1497 1512 1529 1546 1563  158.2 1581 1580 1579 1579 1578  157.7 1577  157.6
Average collection period indays 445 435 40.6 433 455 45.9 475 48.0 486 49.2 498 50.4 51.0 516 522 52.8 52.8 52.8 52.8 52.8 52.8 52.8 52.8 52.8

indays 1081 1073 1094 1238 1210 1388 1186} 1178% 1169 1161 1153 1145 1137 1129 1121 113} 1113 1143 1113 1113 1113 1113 1113 1113
Cash conversion cycle indays 66.6 75.4 75.1 69.1 78.0 86.7 715] 763} 785 81.2 84.1 87.1 902 93.3 96.5 99.7] 996 99.6 99.5 99.4 99.4 99.3 99.2 99.2

x__ Liquidity analysis

Curtentratio x 178 1.83 1.59 1.40 161 1.48 155 1.55 1.56 1.58 1.60 162 164 1.66 1.68 1.70
Quickratio x 1.05 1.07 0.88 0.79 0.92 0.69 0.84 0.81 0.81 0.82 0.83 0.83 0.84 0.85 0.86 0.87
Cash ratio x 0.39 0.39 0.33 0.35 0.35 0.16 0.22 0.18 0.18 0.18 0.18 0.18 0.18 0.18 0.18 0.18

x__Solvency analysis

170
0.87
0.18

1.70
0.87
0.18

1.70 1.70 1.70 1.69 1.69 1.69
0.87 0.87 0.87 0.87 0.86 0.86
0.18 0.18 0.18 0.18 0.18 0.18

116
0.54

0.78
0.44

0.60
0.38

0.66
0.40

0.60
0.37

0.64
0.39

0.69
0.41

0.69
0.41

0.69
0.41

0.70
0.41

0.70
0.41

071
0.41

071
0.42

0.71
0.42

Solvency ratio x
Financial autonomy ratio x

138
0.58

0.68
0.41

0.71
0.42

0.71
0.42

0.71
0.42

071
0.42

0.71
0.42

0.71
0.42

0.71
0.42

0.71
0.42

x__Capital structure analysis

DIE ratio x 0.07)  (005) 034 052 039 058 065 061 061 0.61 061 061 061 061 061 061 061 061 061 061 0.61 061 061 061
Short-term borrowings / Net financial «x (0.24) (0.24) 0.02 0.13 0.08 0.05 0.09 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05 0.05
Long-term borrowings / Net financial ¢ x - - - - B Xt 025 019 019 019 019 019 019 019 019 0.19 019 019 019 019 019 019 019 019
Gearing ratio x 0.08)  (0.05) 026 035 029 037 0.40 039 039 039 039 039 039 039 039 039 039 039 039 039 039 039 039 039
Net financial debt/EBIT x (0.49) (0.25) 1.50 4.35 161 2.30 2.70 2.45 2.76 2.79 2.78 2.74 273 273 2.72 2.70 2.59 2.59 2.58 2.58 2.58 2.58 2.58 2.58
Net PP&E /Total assets x 0.09 0.09 0.09 0.09 0.08 0.09 0.10 011 011 011 011 011 011 011 011 011 011 012 012 012 012 012 012 013
Interest coverage ratio x 17.10 22.33 10.10 4.82 12.55 11.91 6.22 8.49 7.55 7.46 7.49 7.59 761 7.62 7.66 7.69 8.04 8.04 8.06 8.05 8.05 8.05 8.05 8.05
1
Total sales H
1
'
1
| Footwear | | Apparel | | Accessories | I | Description
1
1
1
. % 1
Global sneakers market growtt{25%) | CLEIO EElEeriEn) | Global bags & containers market growt20%) | '
1
1
Global jerseys, sweatshirts & pullovers marke ] + Incorporate market -driven forecasts
growth (5%) Global gloves market growt{10%) : tailored to each product group for
1 the short -term
Global athletic footwear market growtt25%) | o T i 5 .
Short-term Global sports & swimwear market growth ' D'“e.'f"“é::j "a”ab'ez"gf pmd.‘;“ -
drivers (40%) Global hats & caps market growth20%) ' SPELEET L U L TES el
1 categories for a nuanced analysis
(FY 25 - 35) ' A ° )
i +  Apply weighted variables, reflecting
Sales-weighted footwear market growtk20%) Sales-weighted apparel market growt20%) Sales-weighted accessories market growth : historical correlations, company
(20%) H projection, portfolio alignment, and
1 sector-specific trends
1
Sales-weighted nominal GDP growth(30%) | |
1
1
1
'
1
1 + Conservative forecast for growth,
Sales-weighted inflation(50%) : accounting for rising uncertainty of
Long-term predicting long -term trends in a
1
drivers 1 dynamic market
1
(FY 33 -40) sl ahtod real GDP o ! «  Gradual transition phase to long -
aleswe)hitedleal CDRIGIcAIIE 020 ! term model from FY 33 to FY 36
1
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Peer Selection

Valuation Cost of Capital

Marketcap Enterprise Revenue EBITDA  EBIT DlEratio EV/Slles EVIEBITDA EVEBT .. Equity  Costof  Costof

Identifier Company name Country  Industry Rank  Rankexplanation . N
(€m) value (€m) (LTM)(€m) margin (%) margin (%) (NTM) (NTM) (NTM) beta(sy) debt(%) equity (%)

Primarily targets ‘market with d
global reach of PUMA;

intemational mostly to the 983 289 - 16.52%  15.62% 0.03 031x 2.06x 2.13x 6.05x 076 381%  7.61%
making it | s brand

1361.HK 361 Degrees Intemational Ltd China 1 &Luary Good:

image

heritage (HQin

ADSGN.DE  AdidasAG Germany  Apparel, Accessories &Luxuty Good: 1 lines in footwear, apparel, and accessofies across multile sports; large- 39,492 37,065 22529  6.89%  157% 113 172x 1398 23.04x 3249 094 229%  7.78%
operations, metrics, and brand
recognition closely mirror PUMA's target market and growth strategy, making
Chinarbased ANTA has a substantial presence in the sports apparel sector
with strongfocus on the Asian market; offers athletic products but lacks
has grown fsprimay 28,086 23,369 8,419  32.58%  24.59% 038 277 9.56x  1146x  15.70x 115 1.99%  9.48%
Asia, stightly pite
similar product range
Known for high-quality athletic footwear, Asics has a significantintemational
presence and productfocus in footwear, which aligns closely with PUMA's
offerings; although in 1, A 12378 1475 3816 1250%  9.50% 064 2960 16.26x nla  27.52x 210 157%  7.94%
dueto s similar brand positioning, global reach, and focus on sports
performance products
Specializes in outdoor apparel and footwear, primarily in North America;
productfocus more on outdoor performance than general athletic wear;
g rihan 4111 3728 3077  1326%  961% - 124 1045k 14.60x  18.09x 0.92 - 720%
somewhat comparable but less aligned with PUMA's broad sports and
lifestyle market

2020.HK ANTASports Products Ltd China  Apparel &Luxury Good:

7936.7 Asics Corp Japan  Footwear

COLM.0Q Columbia Sportswear Co usA Apparel, Luxury Good:

Primarily a footwear brand focused on comfort and casual wear; lacks
productline of PUMA; centers
CROX.0Q CrocsInc UsA Footwear 3 ound \mited 5,852 6,590 3776 27.78%  26.41% 114 181x 6.89x 7.32x 8.24x 203 501%  10.70%

interms of market

Fashion appare retailer; limited emphasis on athletic wear; focus on casual
and lifestyle apparel; presence also concentrated in Asiaand Europe, but
with far less impactin the global sportswear market compared to PUMA's
athletic branding

0330.HK Esprit Holdings Ltd HongKong Apparel Retail 46 309 - (17.49%)  (29.28%) 0.99 nia nia nia nia 165  565%  15.46%

Known for accessories, particularly watches; Fossil has minimal overtap with
the athletic and performance-focused apparel and footwear that PUMA

FOSL.OQ Fossil Group Inc UsA Apparel, Accessories &Luxury Good: 3 62 148 1380  (5.17%)  (6.52%) 082 nia nia nia nia 225 17.07%  1139%
offers; lacks relevanceto market; business

model and consumer y from PUMA'

Primarily produces licensed apparel for brands; ttte focus on sportswear or
operates primarily in fashion retall, diverges significantly 1255 1187 2832  1043%  9.54% 027 042x  4d6x 495 7.76x 218 3.88%  11.18%
from PUMA': the global athletic and

GIi.OQ G-Ill Apparel Group Ltd UsA el &Luxury Good:

Global fast-fashion retailer with a broad product portfolio; H&M lacks
dedicated focus on athletic apparel, instead emphasizing affordable, trend-

det differ from PUMA's
premium, sports-centric focus, resulting in low comparability

HMb.ST H&M Hennes & Mauritz AB Sweden  Apparel Retall 3 19,358 28,459 20,713  15.47%  6.13% 1.64 1.25¢ 7.08x  1465¢  18.28x 110 252%  9.11%

Specializes in high-end fashion, primariy in formal and business wear;
minimal focus on athletic or sportswear; brand positioning, consumer

and Iy stigt p with PUMA's
targetaudience and athletic orientation

BOSSN.DE Hugo Boss AG Germany  Apparel, Accessories & Luxury Good: 3 2,962 5719 4232 18.00%  9.77% 0.86 093¢ 5.25¢ 9.80x  11.21x 127 2.53%  9.11%

Levi's s aglobal leader in denim, focusing primarity on casual and lifestyle
LEVIN LeviStrauss &Co usA Apparel, Accessories &Luxury Good: 3 wear; although global presence, brand focus is distinct from PUMA's, as it 6,363 6,157 5675  1063%  7.95% 050 113 8.37x  10.46x  12.55x 119 580%  8.04%

in China; expanding
heaviy focused on the Asian market; product range similar to PUMA's, with

2331.HK LiNing Co Ltd China  Apparel, Accessories &Luxury Good: 2 4859 5551 3543  19.06%  12.42% 0.10 092x 462 687X 1112 148 236%  11.10%
athletic apparel and footwear, though brand influence and market
positioning are more regional

Major playerin premium athletc and Ufestyle apparet: strong inancils and a
LUy, Lulutemon Athletical Canada  Apparel, A Lury Good: 2 torth focusonyoBaand gy 3 s3sa9 9167  26.89%  2295% 000 324 1196x 1417 2070 123 8.75%
€2 ululemon Athletica nc RIISRN AP Accessores d L Cool activewearmakes it comparable to PUMA's athletc fashion offerings and : ¢ 8 - - - 240 96 A7 x - -

market strategy

Specializes in astiongfocus on pparel;
operates intemationally, but positioned more as a high-end fashion brand
than asportswear company; less directly comparable to PUMA's athletic
marketfocus.

MONC.MI Moncler SpA Italy Apparel, Accessories & Luxury Good: 3 14,142 15,068 3,044 3073%  29.95% 0.26 432 1111 1458 2138 077 237%  8.74%

Retailer with broad product portfolio in clothing, home goods, and beauty
products; primarily focused on fashion and lfestyle products with minimal
athletic wear emphasis; not directly aligned with PUMA's athletic-focused
brand positioning

NXT.L NextPLC UK Broadline Retail

14638 14,861 6,870  2435%  19.82% 117 228x  10.56x  1267x  15.26x 159 465%  13.77%

Global leaderin sportswear; offers comprehensive range of athletic apparel,
footwear, and equif an 5

financial metrics, and market reach align closely with PUMA, making ita
highly comparable peerin the athletic industry.

NKEN Nikelnc UsA Footwear

104832 129,869 45858  14.67%  13.03% 062 232¢  1894x  21.96x  25.72x 103 432%  7.55%

Known forts focus on high-performance running footwear, On operates
similar busiess segments; relatively young playerin in the market;
ONON.N On Holding AG Switzerland Footwear 1 intemational niche-f d § focu: 14394 7468 2079 1368%  10.06% 023 456x 2689 3678 4474 096%  11.24%

" making it strong! terms of
though e athlet

Apparel conglomerate (owning brands lie Calvin Kiein and Tommy Hilfiger);
rates. butfocuses on fashion and than athletic
PVHN PVHComp UsA Apparel, Accessories &Luxury Good: 3 ; 5081 8077 8121 1332%  10.08% 043 0.81x 588x 774 7.95 211 264%  1094%
apparel; brand positioning and productfocus don'tgreatly align with

PUMA's sports and performance-centric market

Luxury lfestyle brand that spans formalwear, casual apparel, and
accessories; emphasis on premium, non-athletic apparel differs greatly from
PUMA’s market positioning; Low comparabiliy in terms of industry and target
market
Primari focused, casual, and

lacks.

SKXN Skechers USAInc UsA Footwear 2 o 8,641 8,216 8,060  12.08%  9.81% 0.07 093¢ 7.42x 877x  12.74x 123 382%  8.16%

RLN Ralph Lauren Corp. UsA Apparel, Accessories &Luxury Good: 3 11,509 10,780 6155  1591%  12.46% 058 175¢  1044x 127X 16.67x 149 427%  9.01%

productlineup

Fashion footwear brand with limited sportswearinvolvement; market

presence s more fashion-forward and focused on casual and lifestyle 3,016 2,684 1892 1187%  11.09% - 133« 1074x 1152 15.35x 1.10 - 775%
shoes; less PUMA'

§H00.0Q Steven Madden Ltd UsA Footwear

Primarily focus on luxury and the
and consumerbase differ significantly 9775 10,611 7,647 2004%  15.10% 0.01 1.07x 6.55x 9.86x  16.20x 096  4.56%  7.30%
from PUMA's athletic wear focus, making it an unrelated comparable

UHRS Swatch Group AG Switzerland 1 &Luxury Good:

i focused on golf; lacks
general sportswear segment; dif
significantly from PUMA's athletic and lifestyle branding, reducing
comparability

MODG.N Topgolf Callaway Brands Corp UsA Leisure Products

1,658 3,756 3,93  11.88%  6.11% 0.48 0.75¢ 553 1248«  61.40x 176 583%  9.84%

Key playerin performance-focused sportswear, strong brand identity and a
broad product footwear; market
UAAN UnderArmourinc UsA Apparel, Accessories &LUIY G00d: 1 i o o ductofferings are simitarto PUMA, with afocus on high- 3,324 2,760 5153  663%  4.13% 031 064x 1025«  16.96x  28.83x 167  501%  9.58%

performance sportswear

tdoor, Ufestyle, and I
The North Face and Vans); although portfolio overlaps partially with PUMA's,

VFCN VFCorp UsA Apparel, Accessories &Luxury Good: 2 ) i SR 7981 10430 9242  9.02%  5.96% 360 148 1863x  29.32x  30.82x 153 8.97%  9.13%
VFhas abroader, more diversified focus beyond stricly athletic wear, making

ftmoderately comparable

Known for brands ke Merrell and Saucony; specialzes in footwear across
outdoorand sportswear range; focus on
niche footwear brands makes it moderately comparable to PUMA in footwear
butless so in apparel

WWW.N Wolverine World Wide Inc. UsA Footwear 1,157 1332 1726 276%  1.19% 3.07 1.06x 9.84x  1230x 1311 179 550%  9.94%

Leading online fashion retailer based in Europe with diverse range of brands;
f butbusiness model

ZALG.DE Zalando SE Germany  Apparel Retail

sgnificantlyfrom PUMA's 3s amanufacturer and etaller,resultingn low 7,289 4866 10,216  5.04%  1.88% 078 0.60x 776¢ 1363« 26.24x 153 219%  10.19%

comparability
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Comparable Company Analysis (CCA)

Company name Identifier Market cap Enterprise EV/Sales EV/EBITDA EV/EBIT P/E (NTM)
(€m) value (€m) (NTM) (NTM) (NTM)
Adidas AG ADSGn.DE 39,492 37,265 1.72x 13.98x 23.04x 32.49x
ANTA Sports Products Ltd 2020.HK 28,086 23,369 2.77x 9.56x 11.46x 15.70x
Asics Corp 7936.T 12,378 1,475 2.96x 16.26x n/a 27.52x
Columbia Sportswear Co COLM.OQ 4,111 3,728 1.24x 10.45x 14.60x 18.09x
LiNing Co Ltd 2331.HK 4,859 5,551 0.92x 4.62x 6.87x 11.12x
Lululemon Athleticalnc LULU.OQ 34,367 53,529 3.24x 11.96x 14.17x 20.70x
Nike Inc NKE.N 104,832 129,869 2.32x 18.94x 21.96x 25.72x
On Holding AG ONON.N 14,394 7,468 4.56x 26.89x 36.78x 44.74x
Skechers USAInc SKX.N 8,641 8,216 0.93x 7.42x 8.77x 12.74x
Under Armourlnc UAA.N 3,324 2,760 0.64x 10.25x 16.96x 28.83x
VF Corp VFC.N 7,981 10,430 1.48x 18.63x 29.32x 30.82x
Source: Refinitiv
25th percentile 1.1x 9.9x 12.1x 16.9x
Median 1.7x 12.0x 15.8x 25.7x
Average 2.1x 13.5x 18.4x 24.4x
75th percentile 2.9x 17.4x 22.8x 29.8x
Sensitivity Analysis
X (1) WACC sensitivity: Risk-free rate and market risk premium
in % Market risk premium
7.63% 5.79% 6.29% 6.79% 7.29% 7.79% 8.29% 8.79%
0.06% 5.25% 5.63% 6.01% 6.39% 6.77% 7.15% 7.53%
0.56% 5.56% 5.94% 6.32% 6.70% 7.08% 7.46% 7.84%
1.06% 5.87% 6.25% 6.63% 7.01% 7.39% 7.77% 8.15%
1.56% 6.18% 6.56% 6.94% 7.32% 7.70% 8.08% 8.46%
Risk-free rate 2.06% 6.49% 6.87% 7.25% 8.01% 8.39% 8.77%
2.56% 6.80% 7.18% 7.56% 7.94% 8.32% 8.70% 9.08%
3.06% 7.11% 7.49% 7.87% 8.25% 8.63% 9.01% 9.39%
3.56% 7.42% 7.80% 8.18% 8.56% 8.94% 9.32% 9.70%
4.06% 7.73% 8.11% 8.49% 8.87% 9.25% 9.63% 10.01%
X (2) WACC sensitivity: Risk-free rate and D/E ratio
in % D/E ratio
7.63% 0.31 0.41 0.51 0.61 0.71 0.81 0.91
0.06% 6.74% 6.61% 6.49% 6.39% 6.30% 6.22% 6.15%
0.56% 7.12% 6.96% 6.82% 6.70% 6.59% 6.50% 6.41%
1.06% 7.50% 7.32% 7.15% 7.01% 6.89% 6.78% 6.68%
1.56% 7.88% 7.67% 7.48% 7.32% 7.18% 7.05% 6.94%
Risk-free rate 2.06% 8.26% 8.02% 7.81% 7.47% 7.33% 7.20%
2.56% 8.64% 8.38% 8.14% 7.94% 7.76% 7.60% 7.46%
3.06% 9.02% 8.73% 8.47% 8.25% 8.05% 7.88% 7.72%
3.56% 9.40% 9.08% 8.80% 8.56% 8.34% 8.15% 7.98%
4.06% 9.79% 9.44% 9.14% 8.87% 8.64% 8.43% 8.24%
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(3) WACC sensitivity: Equity beta and D/E ratio
in % D/E ratio
7.63% 0.31 0.41 0.51 0.61 0.71 0.81 0.91
0.83 6.67% 6.35% 6.07% 5.83% 5.61% 5.42% 5.25%
0.93 7.22% 6.86% 6.55% 6.28% 6.04% 5.82% 5.63%
1.03 7.77% 7.38% 7.03% 6.73% 6.46% 6.22% 6.01%
1.13 8.33% 7.89% 7.51% 7.18% 6.89% 6.63% 6.39%
Equity beta 1.23 8.88% 8.41% 7.99% 7.31% 7.03% 6.77%
1.33 9.44% 8.92% 8.47% 8.08% 7.74% 7.43% 7.15%
1.43 9.99% 9.44% 8.96% 8.53% 8.16% 7.83% 7.53%
1.53 10.55% 9.95% 9.44% 8.99% 8.59% 8.23% 7.91%
1.63 11.10% 10.47% 9.92% 9.44% 9.01% 8.63% 8.29%
(4) WACC sensitivity: Cost of equity and cost of debt
in % Cost of debt
7.63% 1.38% 1.88% 2.38% 2.88% 3.38% 3.88% 4.38%
7.00% 4.73% 4.87% 5.01% 5.15% 5.30% 5.44% 5.58%
8.00% 5.35% 5.49% 5.63% 5.77% 5.92% 6.06% 6.20%
9.00% 5.97% 6.11% 6.25% 6.39% 6.53% 6.68% 6.82%
10.00% 6.59% 6.73% 6.87% 7.01% 7.15% 7.30% 7.44%
Cost of equity 11.00% 7.21% 7.35% 7.49% 7.77% 7.92% 8.06%
12.00% 7.82% 7.97% 8.11% 8.25% 8.39% 8.54% 8.68%
13.00% 8.44% 8.59% 8.73% 8.87% 9.01% 9.15% 9.30%
14.00% 9.06% 9.21% 9.35% 9.49% 9.63% 9.77% 9.92%
15.00% 9.68% 9.83% 9.97% 10.11% 10.25% 10.39% 10.54%
(5) WACC sensitivity: Tax rate and D/E ratio
in % D/E ratio
7.63% 0.31 0.41 0.51 0.61 0.71 0.81 0.91
17.34% 8.39% 8.18% 7.99% 7.83% 7.69% 7.56% 7.45%
19.34% 8.36% 8.14% 7.95% 7.78% 7.63% 7.50% 7.38%
21.34% 8.33% 8.10% 7.90% 7.73% 7.58% 7.44% 7.32%
23.34% 8.29% 8.06% 7.86% 7.68% 7.52% 7.38% 7.26%
Tax rate 25.34% | 8.26% 8.02% 7.81% 7.47% 7.33% 7.20%
27.34% 8.23% 7.98% 7.77% 7.58% 7.42% 7.27% 7.14%
29.34% 8.20% 7.95% 7.73% 7.53% 7.36% 7.21% 7.07%
31.34% 8.17% 7.91% 7.68% 7.48% 7.31% 7.15% 7.01%
33.34% 8.14% 7.87% 7.64% 7.43% 7.25% 7.09% 6.95%
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Disclosures and Disclaimers

Report Recommendations

Buy Expected total return (including expected capital gains and expected dividend yield)

of more than 10% over a 12-month period.

Hold Expected total return (including expected capital gains and expected dividend yield)
between 0% and 10% over a 12-month period.

Sell Expected negative total return (including expected capital gains and expected
dividend yield) over a 12-month period.

This report was prepared by Constantin Bunte and Luca Lars Nawroth, both Master’s in Finance students of
Nova School of Business and Economics (“Nova SBE”), within the context of the Field Lab — Equity Research.

This report is issued and published exclusively for academic purposes, namely for academic evaluation and
master graduation purposes, within the context of said Field Lab — Equity Research. It is not to be construed

as an offer or a solicitation of an offer to buy or sell any security or financial instrument.

This report was supervised by a Nova SBE faculty member, acting merely in an academic capacity, who revised

the valuation methodology and the financial model.

Given the exclusive academic purpose of the reports produced by Nova SBE students, it is Nova SBE
understanding that Nova SBE, the authors, the present report and its publishing, are excluded from the persons
and activities requiring previous registration from local regulatory authorities. As such, Nova SBE, its faculty
and the authors of this report have not sought or obtained registration with or certification as financial analyst
by any local regulator, in any jurisdiction. In Portugal, neither the authors of this report nor his/her academic
supervisor is registered with or qualified under COMISSAO DO MERCADO DE VALORES MOBILIARIOS (“CMVM?, the
Portuguese Securities Market Authority) as a financial analyst. No approval for publication or distribution of this

report was required and/or obtained from any local authority, given the exclusive academic nature of the report.
The additional disclaimers also apply:

USA: Pursuant to Section 202 (a) (11) of the Investment Advisers Act of 1940, neither Nova SBE nor the authors
of this report are to be qualified as an investment adviser and, thus, registration with the Securities and
Exchange Commission (“SEC”, United States of America’s securities market authority) is not necessary.

Neither the authors nor Nova SBE receive any compensation of any kind for the preparation of the reports.
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Germany: Pursuant to §34c of the WpHG (Wertpapierhandelsgesetz, i.e., the German Securities Trading Act),
this entity is not required to register with or otherwise notify the Bundesanstalt fiir Finanzdienstleistungsaufsicht
(“BaFin”, the German Federal Financial Supervisory Authority). It should be noted that Nova SBE is a fully-
owned state university and there is no relation between the student’s equity reports and any fund raising

programme.

UK: Pursuant to section 22 of the Financial Services and Markets Act 2000 (the “FSMA”), for an activity to be
a regulated activity, it must be carried on “by way of business”. All regulated activities are subject to prior
authorization by the Financial Conduct Authority (“FCA”). However, this report serves an exclusively academic
purpose and, as such, was not prepared by way of business. The authors - Master’s students - are the sole
and exclusive responsible for the information, estimates and forecasts contained herein, and for the opinions
expressed, which exclusively reflect their own judgment at the date of the report. Nova SBE and its faculty have
no single and formal position in relation to the most appropriate valuation method, estimates or projections used

in the report and may not be held liable by the authors’ choice of the latter.

The information contained in this report was compiled by students from public sources believed to be reliable,
but Nova SBE, its faculty, or the students make no representation that it is accurate or complete, and accept

no liability whatsoever for any direct or indirect loss resulting from the use of this report or of its content.

Students are free to choose the target companies of the reports. Therefore, Nova SBE may start covering
and/or suspend the coverage of any listed company, at any time, without prior notice. The students or Nova
SBE are not responsible for updating this report, and the opinions and recommendations expressed herein may

change without further notice.

The target company or security of this report may be simultaneously covered by more than one student.
Because each student is free to choose the valuation method, and make his/her own assumptions and
estimates, the resulting projections, price target and recommendations may differ widely, even when referring
to the same security. Moreover, changing market conditions and/or changing subjective opinions may lead to
significantly different valuation results. Other students’ opinions, estimates and recommendations, as well as
the advisor and other faculty members’ opinions may be inconsistent with the views expressed in this report.
Any recipient of this report should understand that statements regarding future prospects and performance are,

by nature, subjective, and may be fallible.

This report does not necessarily mention and/or analyze all possible risks arising from the investment in the
target company and/or security, namely the possible exchange rate risk resulting from the security being

denominated in a currency either than the investor’s currency, among many other risks.

The purpose of publishing this report is merely academic and it is not intended for distribution among private
investors. The information and opinions expressed in this report are not intended to be available to any person
other than Portuguese natural or legal persons or persons domiciled in Portugal. While preparing this report,

students did not have in consideration the specific investment objectives, financial situation or
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particular needs of any specific person. Investors should seek financial advice regarding the appropriateness

of investing in any security, namely in the security covered by this report.

The authors hereby certify that the views expressed in this report accurately reflect their personal opinions
about the target company and its securities. They have not received or been promised any direct or indirect

compensation for expressing the opinions or recommendation included in this report.

The content of each report has been shown or made public to restricted parties prior to its publication in Nova
SBE’s website or in Bloomberg Professional, for academic purposes such as its distribution among faculty

members for students’ academic evaluation.

Nova SBE is a state-owned university, mainly financed by state subsidies, students tuition fees and companies,
through donations, or indirectly by hiring educational programs, among other possibilities. Thus, Nova SBE
may have received compensation from the target company during the last 12 months, related to its fundraising
programs, or indirectly through the sale of educational, consulting or research services. Nevertheless, no
compensation eventually received by Nova SBE is in any way related to or dependent on the opinions
expressed in this report. The Nova School of Business and Economics does not deal for or otherwise offer any

investment or intermediation services to market counterparties, private or intermediate customers.

This report may not be reproduced, distributed or published, in whole or in part, without the explicit previous
consent of the authors, unless when used by Nova SBE for academic purposes only. At any time, Nova SBE
may decide to suspend this report reproduction or distribution without further notice. Neither this document nor
any copy of it may be taken, transmitted or distributed, directly or indirectly, in any country either than Portugal
or to any resident outside this country. The dissemination of this document other than in Portugal or to

Portuguese citizens is therefore prohibited and unlawful.
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