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MICHELIN LICENSING

IVEN BY THE SAME MICHELIN GROUP
SSION AND OBJECTIVES

KEEPING YOU IN MOTION
+ HOWEVER YOU CHOOSE TO MOVE
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MICHELIN LICENSING MISSION

Since 2000, Michelin has applied its expertise and know-how to a
product range for every day use

s,

A
e Products which High quality,

. . : - Contribute | N
r appeal to differentiated %‘_’Fto Michelin’s nﬁ ‘ -y A
{  Michelin's target products overall financial - “} K.

ologies

consumers beyond tires ¥ objectives
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../../MICHELIN_LIFESTYLE_DIGITAL_EN.mp4

20 TO 30% OF GROUP SALES WILL COME FROM AROUND
AND BEYOND TIRES ACTIVITIES By 2050

Michelin Licensing sits firmly in the ‘Beyond Tires’ activities

alongside the other Experience Business lines:

Restaurants, Hotels, Wines and Via Michelin Experiences

..Q- p
Fleet L
services
T
T—
T—

Medical

Flexible
Digital BEYOND composite
services TIRES materials :
platorm AROUNMND .
TIRES i
=l ek Hydrogen 3D Metal
TIRES printing

Connected mobility
solutions & data
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OUR ROLE BEYONMND TIRES
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products sold
3 f =30 million consumers worldwide
§¥X!IXXX!IX i =~
retail sales value
F with 9% growth (2020/21)

Average consumer Net Promoter Score

Licensee Net Promoter Score ="
+4 'E : -u!~
: R 2R ==;
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> Consistent Sales and ROS growth over 4 years RN VN
> Net Sales = + 9% Sales (average growth each year)

> ROS = + 21% Return on Sales (average growth each year)

G

T 3.3 &
o 2.9
2018 2019 2020
e=g=m=Net Sales (€m) 9.7 10.2 1.1
ROS (€m) 2.9 3.3 3.8
Net Sales = Royalties paid by licensees for the use of the brand
ROS = Return on Sales = Net Sales less Operating Costs
- o
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4 WIDE AND DIVERSE RANGE OF PRODUCTS

86%

Vehicle Accessories

9%

Footwear/Soles

5%

Lifestyle and Mobility

WA MICHELIN



MICHELIN STANDS FOR QUALITY

STRONG PRODUCT REQUIREMENTS IN LINE WITH THE
PREMIUM VALUES AND PERFORMANCE OF MICHELIN TIRES

MICHELIN PRODUCTS SHOULD BE DIFFERENTIATED FROM COMPETITOR PRODUCTS IN AT LEAST TWO CRITERIA AND
ARE

FUNCTION p=
AND FEATURES &

o - %A micHELIN



VEHICLE ACCESSORIES

A4 COMPREHENSIVE PRODUCT PORTFOLIO

VEHICLE ACCESSORIES ARE COHERENT WITH MOBILITY AND A NATURAL EXTENSION TO THE TIRE.

A diverse yet comprehensive range of products aimed at making the drivers journey safer, stress
free and more enjoyable, whilst also taking pride in the way their car looks.

KEY CATEGORIES:

,,,,,,,,

- %A mrcHELIN



VEHICLE ACCESSORIES

GLOBAL MARKET ACCESS AND MARKETING CHANNELS

WIPER BLADES /A SUCCESS STORY

Extensive use of different distribution
channels (on-line and in-store), and major
distributors such as Costco, Walmart and
Amazon,

has allowed wiper blades in th
a 14% market share

0 gain

The product offer is rapi ing
to Europe using major sto Aldi,
Lidl and Halfords

In Asia the e-commerce giants Tmal.com and
JD.com are the main growth platforms.

amazon

Walmart

The power of Michelin brand plays a major
part in allowing our products to get market
access using these channels

Xi@

THALLCOM
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FOOTWEAR /TECHNICAL SOLES

ull,

FOR MIORE PERFORMANCE IN SPORT, SAFETY InN
THE WORKPLACE ANL ' |
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FOOTWEAR /TECHNICAL SOLES

AN INGREDIENT BRAND TO FOOTWEAR PARTNERS

16 Million In the categories of outdoor
pairs of shoes sports

® - %A mrcHELIN



cAMING

a4 NEW GENERATION OF DEDICATED FANS

mmmm, T : {411

FARMING SIMULATOR
25M copies sold
+ 90M mobile downIQads

Evolution in gaming hardware and proliferation of on-line gaming has prompted an
increased demand for authenticity as gamers seek increasingly realistic experiences.

Brand licensing allows us to gain revenue for the use of the brand exposmg
it to millions of engaged gamers and delivers realism to thq
Some examples of our presence are:

L L T

CSR RACING

PROJECT CARS 200 million players
7 m|II|on players

Mobile gaming platfor

....................

TRUCK SIMULATOR
(9M players - 30-60K players online
+ 400K Fan pack downloads
featuring Michelin accessories

.... —
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ON GROWTH OF E-RETAIL

ROYALTY FROM E-RETAIL SALES 20217

VEHICLE ACCESSORIES REVENUE = €1.1M (10%)

AMERICAS EUROPE CHINA E2A
€ 706 K (1%) € 628 K (21%) €432 K (51%) €5 K (1%)

AMAZON SHOPE

AMAZON + % LAZADA
+ OSCARO ) % +

cosTco.com CDISCOUNT ACEHARDWEAR.CO

WALMART.COM + W M

AUTOZONE.COM ETC - zﬁ:fr%:ggom o S SYDNEY TOOLS.COM
= RETAILS.COM 2

ARGOS.CcOM COSTCO.CcOmM
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GROWTH OF OFF-LINE CHANNELS

¢

ROYALTY FROM OFF-LINE SALES 2027

VEHICLE ACCESSORIES REVENUE = €9.5M (90%)

AMERICAS EUROPE CHINA E2A
€ 6.9M (99%) €2.2M (79%) € 471 K (49%) € 366 K (99%)

CARREFOUR COSTCO
AUCHAN
HALFORDS INDEPENDENT TYRE
LEROY MERLIN CHANNEL
ATU

FERVERT SAM’'S CLUB
NORAUTO

KUFLAND VW - 45 STORES

WALMART

ACE HANDWEAR
COSTCO

TYREPLUS
AUTOZONE
COSTCO

CANADIAN TIRE

E)ﬁ, MICHELIN
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MICHELIN INTRANET
MICHELIN-LIFESTYLE.COM

A consumer facing website, the shop window to showcase https://michelingroup.sharepoint.com/sites
MICHELIN branded products and where to buy them. = /Intranet-EuropeNorth

i / WAL NEWSLETTER
d newsletter for Michelin employees
\ @ SOLES EA.COM S and product launches, about us, contact us
A consu g, blog based wi https://mlsinternal.lsweBico.uk/

' passmn fo in which Michel

~ the co -deve of technical soles for the she .h I“I

\@ |
ANMAZON BRAND STOR

w{ « Connecting licensed products t Mlchelln bran
g : stores in 5 key markets ~

« Capitalising on traffic driven by wider MI"‘
product portfolio

* Integration into Michelin's e-commerce eco-system

o
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http://www.sole-power.com/
https://mlsinternal.lsweb.co.uk/

o ):-¢ oo D N
Stoke 2
Head Office & / ‘
5 » e Central team ATyl R /3;:;
4 3 Europe Tokyo
Clermont § Regional Office Japan & Korea
Greenville R&D Centre $ 3 Regional Office
North America 7
Regional Office |+, 30+ e:s-e0ees Shanghgi .
L EMPLOYEES Asia Pacific
o4 3 locatio X Regional Office
x:‘: > . . - . . > ¢ XXXIXXXX: :;X
. dedicated to the . \
I - - . . 4
D < 4 Where our ]
products :
are sold
=) shese 070
sesvense |
e
Rio :
South America O
Regional Office
U y 0

A
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AND SHARE OF MOBILITY

Share of Mobility
Global data sharing objectives
Contribution to ‘Beyond Tires' messages
e I o

Net Promoter Scores
Ensuring our products provide a positive
experience for our consumers & we have a
positive relationship with licensees

' PEOPLE
' PROFIT
' PLANET

€10M : : Monetizing Group
spent by licensees to promote Financial Performance in digital gaming
the MICHELIN brand in 2020 Continue growing and achieving (All PL tires, restaurants

our financial targets
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Good quality wiper. Exact fit and easy to
install ,fits multiple vehicles with different
adapters. Highly recommended. s

S

We care about what o Fconsumers think

about our product i act on their Programmable Super-Fast Double Piston
: . Digital Tire Inflator Do not hesitate! This
,:',_-‘n*]_gchine WORKS! OMG...worth every penny.

eriences sh
credibility of -

| High-Capacity Portable Jump Starter and
e Power Bank Must Have! Excellent product!
Charges my phone and even jumped my

~__ car! Definitely must have!

E Carpet & Rubber 4 Piece Car Mat Set
| Black. Excellent. Great fit and very
e for mone .

No survey

A very collaborative team who is fully informed Extremely h'gh level brand. People My experience with the Michelin brand is very
on market trends and their impact. They really working at MLL always cooperatlve positive. | reaIIy appreCIate the care of the product in
appreciate the challenges in achieving - 9 sional and gentle : accordance with the Michelin guidelines. To this | add
profitable growth in these ex tim i< o H is appreca, et

R

. T

O | &»ﬁ MICHELIN



IZEABLE DIGITAL AND SOCIAL MEDIA FOOTPRINT

Top
@ visitors
from US,
Canada,
2.6 million 6.7 million France
users page views and UK

e - Top
) visitors
' | from US,
Soles by can he UK and

232,000 14,000 Canada,
sessions subscribers

Top ‘

visitors
from
. Portugal,
6.5 million uUs, Italy

reach and Spain

38,000
followers

2021 figures
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MLL
ORGANIGRAM

Managing

Director
Shivam Saxena

| I I I I I
Regional Marketing & Contracts & Footwear Vehicle Accessories Lifestyle & Quality, Risk &
Managers Communications Strategic Direction B3M BSM Mobility BSP Product Approval

North America Mike Lawton Gill Addy lan Rutherford Helen Tattersall XX Goetz Lull

South America

Europe

Content Mamt

Greater China Dawn Cooper Administration Data & Systems Business Partner Business Analyst
Japan & E2A Cath Creedon Support Controller Joanne Ingram
Digital Comms Cindy Girard Julie Onions Zoe Gerrity
Chelsea Haddon
South East, East Asia,
] Australasia, Japan (E2ZA)
Americas Regional Manager
R "I?rth J:I';‘ne"ca Chevaphatrakul Jaipetch
egional Manager
Tom Jupena
Key Account Manager}
] Hiroshi Kawaguchi
Operations Marketing & Europe Regional Manager
Manager Corlr-l_mur':qlclalI:ons Helmut Boneberg Key Account Manager
Adriana Perdigoto 153 WUTIs Kamolsri Yimfoi (Fiat)
Sales & Business Key Account Manager (Central/East) Marketing &
Development Roland Thomasberger Communications
Anke Fischer Greater China
Key Account Manager (North) ReglP nal_ LT
Cost Controller Simon Bates Product Development Linzhi Kang
Jeff Li Remy Ziffel
Marketing & Communications
Product Development Assistant b U2, U
Mara DeJesus Daniela Bartuschak :
Thvririiy Business Support
Specialist
e Bonnie Liu
ricas
; Key Account Manager (West
R:;zt:afﬁ:::;er [ Y Onur Berhgr w IJ ‘[Produd Development & Qual rty}
Yavis (Jun) Yan
Guilherme Nigri (0.5) Yavis, (Jun) Yang
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