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" Brand Strénqths

» Leader in eyewear technology

« Strong, authentic positioning

 Ability to transcend multiple sport categories
e Iconic products

e Our consumers trust us
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Marketing 'Opportunities

e Expand consumer and market segments to our
advantage

e Leverage our authentic sports heritage and athlete
assets

 Reach more people in more ways
« Communicate our technology story
 Fully Integrated product campaigns
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Our Consumers

It's not about an age it’s about an attitude!
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Consumer Attitudes

Elite Competitor Sport is Life Sports Fanatic Sport is Forward
Culture Thinkers
THE BEST DEFINED THRU BADGING WITH IDENTITY INFLUENCED DEFINED BY
THEIR WAY THEIR DEDICATION THE|R ALLEGIANCES THRU THE CULTURE  BEING FIRST

TO SPORT THEY FOLLOW



Optics Market Segments by Collection

Active Sport Inspired
Performance Lifestvle Fashion Fashion
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» Defined segments provide opportunity
» Grow the market to our advantage
» Clearly understand the positioning of our collections



Oakley Collections

Performance Lifestyle Women’s
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QOakley and RayBan — Leaders, but in a different way
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QOakley and RayBan — Leaders, but in a different way

Positioning

The clear leader in sports performance
eyewear. Recognized by the countless,
world-class athletes that choose to wear

Oakley when it matters most in sport.

A lifestyle brand, combining iconic status
and timeless styles, with functional and
quality reassurance.

“make me feel Consumer “they feel like a
cool and back : part of my
in college..” Urban, hip, intellectual, individuals, fashion Hfardcore athlgtgsdand sport, lath';/e' face”
“'mon a aware, but driven to create their own style. performance minded men mainly. Great “to me they are
Harley on hi- opportunity for active women. a piece of my
a hot chick on Product equipment”
the back seat” : — “when | wear
“ feel like a Broad spectre of styles stemming from 70 Edgy, sharp angled, futuristic shapes. them | feel
cool years of iconic pieces and from current Cutting-edge technology and innovation. energetic
001, inspiration. Clean, essential design. Always a strong point of view happy and
seduct!ve, bad Reassuring quality & reliable technology PPy y
girl” relaxed
Distribution
World-wide category-captain positioning in Category-captain presence in sport
the vast majority of qualitative optical distribution. Selective qualitative presence
distribution and Department Stores. in optical channel, with great opportunity to

Marginal presence in sport channel. be expanded internationally
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Brand Development Platforms

PARTICIPATE COMMUNICATE EDUCATE INTEGRATE
Authentic, deep Connecting Teaching the Synchronized
connection to sport deeply with new world about why campaigns that
and cultural consumers and we matter have a long-
communities loyal brand lasting effect on

followers the market

16






PARTICIPATE

Athletes Are Our Most Important Asset

Sports Marketing

« Athlete endorsement is the
cornerstone of marketing

» Balance between traditional and
alternative sports

» Tell the world why they rely on our
products

* Deep, long-lasting relationships
with the best and most influential
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PARTICIPATE

Demonstrate Our Dedication To The Core

Event Sponsorships

* Broaden our exposure in sport

« Leverage our world-class athlete
associations with well recognized
events

* Engage key-retailers to support
the brand

e Grass-roots events that connect
with the core
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COMMUNICATE

Speak Directly to Our Consumers

Reaching more people in more ways

 Public Relations

Print Media

Digital

Point-of-Sale

Retail Facings
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COMMUNICATE

www.oakley.com

Brand epicenter

Communicates our

technologies

Tells our athlete’s stories

Community for our loyalists

Effective E-commerce platform
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EDUCATE

Tell Our Technoloqgy Stories

Educate consumers

High-Profile Mobile Exhibits

Major sporting and lifestyle events

Media demonstrations

Retail sales support
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INTEGRATE
Integrated Product Launches

* Fully integrated campaigns that
have a long-lasting effect on the Advertsing

Sports

m arket Marketing

— Focus on categories that will fuel
the brand

Product

— Develop compelling stories that
brings the product to life

Retail

Alternative

— Activate multiple touch points with Marketing
full investment

Digital

Direct Mail
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INTEGRATE

Masters of Vision — The Concept

PERFORMANCE

Opportunities

« Expand sport performance
market through sport-
specific innovations

e Communicate the
performance benefits of our
frames and lenses

 Inspire through athlete
association and real-life
use




Masters of Vision

INTEGRATE

— The Creative

PERFORMANCE
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"My Way” — The Concept

INTEGRATE

The Opportunities

» Define and own the
sports-inspired segment

» Establish the look and
feel of Oakley lifestyle

 Differentiate from sport
performance through
alignment with other
cultural influencers
(music, art)

LIFESTYLE
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“My Way” — The Creative

INTEGRATE

LIFESTYLE
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INTEGRAT

“Uniquely” — The Concept

Opportunities

» Define and own the women’s
active sunglass segment

* Increase awareness of
Oakley’'s Women'’s collection
among core target audience

« Continue to develop image
of collection as an
expression of the Oakley
woman

WOMEN'’S
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“Uniguely”

INTEGRAT

— The Creative

WOMEN'’S
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In Summary

|dentified and targeting expanded consumer and market
segments

Athletes and third party endorsement drives authentici ty
Increased marketing mix to reach consumers in more ways

Comprehensive initiative to communicate our superior
technologies

Fully integrated and targeted product campaigns
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