BURBERRY

IN A SNAPSHOT

FY23 FINANCIAL FY23 GROUP REVENUE FY23 RETAIL/WHOLESALE REVENUE
PERFORMANCE*

BY CHANNEL BY PRODUCT BY REGION
Revenue
£3,094bn Licensing Childrens

2% & Other 6%
Adjusted operating profit**

£634m

Wholesale
17%

Americas
Accessories 24%

Adjusted operating profit 37%

margin** 20.5%

29% Asia Pacific
43%

Cash (net of overdrafts and
borrowings)

£663m

*Financial information is presented at reported exchange rates

**Adjusted operating profit is an alternative performance measure. For details of Burberry’s reported results and alternative performance measures please

see page 13 of the FY23 Preliminary Announcement

EXTENSIVE LUXURY DISTRIBUTION FOOTPRINT

112
95
60 46
8 15 . -33 19 23
Mainline  Conc. Outlets Mainline  Conc. Outlets Mainline Conc. Outlets
AMERICAS EMEIA ASIA PACIFIC
83 98 230
218
136

Mainline  Conc. Outlets

TOTAL
411

Note: Full Price stores consist of Mainline and Concession stores presented above
*Directly operated stores. Footprint as of 01 July 2023 Burberry also has 33 franchise stores; 8 Asia Pacific and 25 EMEIA

—



STRATEGY | THE NEXT PHASE: MODERN BRITISH LUXURY

OUR PLAN: OPPORTUNITIES TO UNLOCK GROWTH IN THE NEXT PHASE

2017-22 2022+
BRAND ELEVATION MODERN BRITISH LUXURY

Improve clarity

Broaden appeal through modern luxury
aesthetic

Refocus on Britishness

BRAND Elevated the brand

Drive consistent brand message
COMMUNICATIONS Redefined brand image across all touchpoints
Supercharge customer focus

PRODUCT Established leather goods Bring all categories to full potential
COMMERCIAL Reorientated to full price Acgelerate store refur_blshments
Cleaned up wholesale Seize the opportunity in
DISTRIBUTION
Upgraded store network e-commerce
ENABLERS Operational efficiency Seamless execution

OUR PLAN: KEY ELEMENTS

Harness the power of our Bring all product categories Strengthen distribution
brand to full potential

OPERATIONS

Value chain excellence Inspired people Values & sustainability



THE NEXT PHASE

TARGETS AND AMBITION

Near-term — maintain previous guidance

HSD revenue CAGR from FY20 to FY24 at CER' and meaningful margin improvement
while mindful of the macroeconomic and geopolitical environment

MEDIUM TERM
TARGET

£4bn REVENUE?2

20%-+ ADJUSTED
OPERATING PROFIT
MARGINZ2

MEDIUM TERM GOALS

~2X leather goods, shoes and women'’s ready-to-wear

~1.6x outerwear sales

All stores refurbished by FY26

Drive store productivity to £25k/sgm

2x e-commerce sales, reaching ~15% retail penetration

SUPPORTING
INVESTMENTS

Marketing & VM investment a HSD % of sales to support new creative

vision

Increase store capex to ~£120m in FY24 to accelerate refurbished stores

Increase total capex to ~£200m in FY24 to support other business

investments, including IT, digital, ESG and office refurbishment

1. Guidance at FY20 CER, 2. Target at FY22 CER

Long term ambition to be a £5bn brand



1| HARNESS THE POWER OF OUR BRAND

Share of customers who associate
Burberry with True Luxury Attribute

» FIRMLY ANCHORED IN LUXURY
* Refocus on Britishness and strengthen our connection

with British design, craft and culture

* Amplify our brand through strong marketing and
communication activations with high levels of impact

FY20 FY22

2 | BRING ALL PRODUCT CATEGORIES TO FULL POTENTIAL

OPPORTUNITIES FOR GROWTH ACROSS ALL CATEGORIES
* Broadly double sales of leather goods, shoes and women’s ready

to wear and grow outerwear by around 50% in the medium term

* Ambition to grow accessories to more than 50% of Group sales
in the long term

3| STRENGTHEN THE DISTRIBUTION

Retail — accelerate new store investment

*  15% more productive!

*  15% higher AUR than other stores!

*  13% higher basket size!

C Transform productivity — target £25k per sgm
Wholesale — maintain presence to reach new luxury customers

E-commerce — grow to reach full potential — aim to double
sales to reach ~15% retail sales in medium term and 20% long
term

GROW CUSTOMER LIFETIME VALUE

+ Develop a compelling customer proposition across all
channels

* Acquire customers at pace — set ambitious acquisition
targets across every customer touchpoint

» Drive loyalty and retention

* Grow customer lifetime value

5| SEAMLESS OPERATIONS

Continue to simplify and streamline key processes, deliver our bold sustainability commitments,
ensure our people are supported and inspired to deliver, and positively impact our communities

1Based on performance of 43 stores predominantly in Asia for H1 FY23, excluding Childrenswear compared to similar stores in the sub-region.
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ESG | BURBERRY BEYOND STRATEGIC PRIORITIES

In FY 2022/23, we updated our Responsibility strategy to focus on four priorities: Product, Planet, People and
Communities. We set 12 targets across these priorities to embed responsible business practices, building on our

ongoing policy commitments.

PRIORITY AREAS

PRODUCT:
RESPONSIBLE CRAFTMANSHIP

PLANET:
BECOME CLIMATE POSITIVE

PEOPLE:
DIVERSITY, INCLUSION AND
WELLBEING

COMMUNITIES:
EMPOWER YOUNG PEOPLE

TARGETS

100% of key raw materials in our products to be certified and traceable by FY
2029/30

Embed circular business models and further evolve our aftercare offering for
customers

Eliminate plastic from consumer packaging by FY 2025/26. Eliminate
unnecessary plastic used in operational packaging and maximise recycled
content by 2030

SBTi approved targets to reduce absolute scope 1, 2 and 3 emissions and
reach net zero emissions by 2040, most ambitious commitment in our
industry

Extend sustainable manufacturing processes across our supply chain,
covering energy, water and waste

Zero deforestation across our products and supply chain by 2025

Establish Burberry as a luxury brand which is inclusive of all
Increase hiring representation

Uphold existing ethical trading standards across our supply chain, while
helping vendors manage their ethical trading programmes

Aim to extend our Supply Chain Engagement Programme to further
advance wellbeing, livelihoods, inclusivity and worker voice across our
supply chain

Empower young people to create better futures, particularly through
initiatives run by The Burberry Foundation

Increase volunteering opportunities across our global network

MSCI
ESG RATINGS
ccc| B | BB [BBB| A | AA VYN

Werank asa
leader, with a AAA

SUSTAINALYTICS @ “

We rank as second
out of 192 companies
rating in the textiles and
apparel sector and

are rated as
Negligible Risk

RECOGNITION

FTSE4Good

We are included in
the FTSE4Good
Index, with a rating of
4.2 out of 5,
significantly above
the industry average
of 2.3

We achieved a
leadership (A) score

We received a
disclosure score of
93%, ahead of the in the 2022 CDP
sector average of Climate Change

66% Survey



OUR CAPITAL ALLOCATION FRAMEWORK

Our capital allocation framework is based on maintaining a solid investment grade credit rating — Moody’s Baa?2
(positive outlook). We aim for Net Debt/adjusted EBITDA to be in the range of 0.5x to 1.0x on a rolling 12 month

period.

Burberry has a progressive dividend policy, whereby the absolute amount of dividend per share will remain
stable or increase on a full year basis, broadly targeting a pay-out of around 50% of adjusted earnings at
reported rates. From FY 2024, the interim dividend pay-out is 30% of the absolute value of the prior year full
year dividend.

OUR CAPITAL ALLOCATION FRAMEWORK

Maintain a strong balance sheet with a solid investment-grade credit rating

FOREIGN EXCHANGE

SIMPLIFIED VIEW OF BURBERRY’S FX

Exchange rates Forecast Actual effective

effective rates exchange rates
FY24

1= 29 June 2023 FY23

Euro 1.16 1.16

US Dollar 1.26 1.20

Chinese Yuan 9.07 8.27

Hong Kong Dollar 9.87 9.43

Korean Won 1,659 1,577

I GBP EUR

23%
4%
21%

22%

REVENUE

EXPOSURES IN FY23
[ usD CNY HKD [l Other

29%

65%

56%

COGS OPEX
*Other opex includes HKD, USD, EUR and CNY

In FY23, a + /-5% move in GBP would have resulted in around a -/+£55m impact on adjusted operating profit



BURBERRY

CEO and CFO

JONATHAN AKEROQOYD, CEO

Jonathanis an experienced leader with a strong track record of building luxury brands
and driving profitable growth. He has extensive experience across the fashion and
luxury goods sector, with a focus on brand and product elevation, strategic
development and global expansion. Prior to joining Burberry as Chief Executive Officer
in March 2022, Jonathan was Chief Executive of Gianni Versace SpA where he
reorganised and accelerated growth at the Italian fashion house, building on the
brand’s rich heritage to elevate product, communications and the customer experience.
As President and Chief Executive Officer of Alexander McQueen between 2004 and
2016, he led a turnaround of the British luxury brand, successfully steering the
company’s growth and strategic development. Jonathan’s earlier career included a
number of senior roles at London-based luxury department store Harrods.

KATE FERRY, CFO

Kate will join Burberry on the 17t of July 2023 and will become a member of Burberry’s
Board and Executive Committee, reporting to CEO Jonathan Akeroyd. Prior to joining
Burberry, Kate was Chief Financial Officer of McLaren Group where she has overseen
financial strategy and investor relations and has supported the broader strategic
development of the company over the past two years. Prior to McLaren, Kate was
Group Chief Financial Officer of TalkTalk Telecom Group PLC (2017 to 2021). She is also
currently an independent non-executive director of Greggs plc.

IAN BRIMICOMBE, INTERIM CFO

lan was appointed Interim Chief Financial Officer from 2 April 2023 and joined
Burberry’s Executive Committee from that date, reporting to CEO Jonathan Akeroyd.
Prior to his appointment, lan has been at Burberry for nearly 6 years as SVP Group
Finance, SVP Specialist Finance and Interim SVP Risk and Internal Audit. Prior to
Burberry, lan was at AstraZeneca for 23 years latterly as VP Corporate Finance. lanis a
Trustee Board member of the AstraZeneca Pension Fund.

CONTACT

Julian Easthope Lauren Wu Leng Rhian Powell
VP, Investor Relations Director, Investor Relations Investor Relations Coordinator
julian.easthope@burberry.com lauren.wuleng@burberry.com rhian.powell@burberry.com

www.burberryplc.com investor.relations@burberry.com +44 (0)20 33673524

» Certain statements made in this presentation are forward-looking statements. Such statements are based on current expectations and are subject to a
number of risks and uncertainties that could cause actual results to differ materially from any expected future results in forward-looking statements.
Burberry Group plc undertakes no obligation to update these forward-looking statements and will not publicly release any revisions it may make to these
forward-looking statements that may result from events or circumstances arising after the date of this document. Nothing in this presentation should be
construed as a profit forecast. All persons, wherever located, should consult any additional disclosures that Burberry Group plc may make in any regulatory
announcements or documents which it publishes. All persons, wherever located, should take note of these disclosures. This presentation does not constitute
an invitation to underwrite, subscribe for or otherwise acquire or dispose of any Burberry Group plc shares, in the UK, or in the US, or under the US
Securities Act1933 or in any other jurisdiction.

» Burberry is listed on the London Stock Exchange (BRBY.L) and is a constituent of the FTSE 100 index. ADR symbol OTC:BURBY.

* BURBERRY, the Equestrian Knight Device, the Burberry Check and the Thomas Burberry Monogram and Print are trademarks belonging to Burberry which
are registered and enforced worldwide.

« All metrics and commentary in this presentation are at reported FX and exclude adjusting items unless stated otherwise.

« Details of Burberry Alternative Performance Measures are set out on page 13 of the Preliminary Announcement FY23

+ Certain financial data within this presentation have beenrounded.
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