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“2025 was a year that reminded me what matters most: clarity of
strategic direction, quality of execution, and the ability to stay
grounded and flexible in a continuously volatile context.

This focus delivered a solid year-end performance, with both Moncler
and Stone Island gaining traction across channels and key markets,
despite a demanding comparable base. These results show the
strength of our brands and of our business model, but above all, the
commitment of our team worldwide.

As our Group grows, we reinforce our organizational structure to
address future opportunities and challenges in the most effective
way. The arrival of Leo Rongone as Group CEO in April represents an
important addition to our already solid and successful organization.

We move into 2026 with a well-established platform as well as a
strong determination to continue shaping our future. Our ambition is
clear: to keep strengthening our brands, investing in our organization,
and building enduring value over time.”

REMO RUFFINI
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MONCLER GROUP | FY 2025 RESULTS HIGHLIGHTS ™

EUR M; CFX GROWTH %

Q4 REVENUES FY REVENUES

+7% +3%
v v

1,290.8 3,108.9 3,132.1

1,243.2

Q4 2024 Q4 2025 FY 2024 FY 2025
I stone Island
I Moncler
GROUP EBIT GROUP NET RESULT GROUP NET FINANCIAL
POSITION 2
EUR 913.4m EUR 626.7m
EUR 1,458.0m
29.2% on revenues 20.0% on revenues

(1) This applies to all pages of this presentation if not otherwise stated: all data include IFRS 16 impact, comments at constant FX rates, rounded figures.
(2) Excluding lease liabilities arisen from the adoption of the IFRS 16 accounting principle.
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MONCLER | COLLECTION

Q4 HIGHLIGHTS

2

o

aglié(:% i e
: La piu grande campagna
Moncler di sempre

WARMER TOGETHER: MONCLER CELEBRATES WARMTH AND LOVE, WITH LEGENDARY FRIENDS AL PACINO AND ROBERT DE NIRO

“Moncler has never been just about winter and puffers. From day one, it has always been about love and warmth.” Remo Ruffini.
To manifest that essence, Moncler unveiled the new global statement, Warmer Together, bringing Al Pacino and Robert De Niro together for their first-ever shared campaign.

Warmer Together became Moncler’s biggest and most iconic brand statement to date, breaking all records in terms of global reach (3.1 billion), engagement (422 million) and media coverage (over 1,412
articles). It also achieved the brand’s best-ever performance in organic social media, driven by a well-orchestrated end-to-end strategy across both physical and digital platforms.

The campaign further expanded into the world of music through a partnership with brand ambassador Tobe Nwigwe, creating a re-edition of Bill Wither's iconic classic track “Lean on Me”. The
collaboration debuted with a global premier at NYC's Rockefeller Center, featuring a live performance and launch in partnership with Spotify, generating over 5.8 million in terms of reach.

Product-wise, the campaign has been anchored in Moncler’s most iconic styles, led by the Maya 70 among others, driving strong impact across the board.



MONCLER

sssss

FY 2025 FINANCIAL RESULTS

19 FEBRUARY 2026 9

MONCLER | GRENOBLE

Q4 HIGHLIGHTS

All the Best
Fall/Winter 2025
Fashion Campaigns

EYELLECOM PUBLISHED: DEC 05, 2025 1:15 PM EST

MONCLER GRENOBLE FALL/WINTER 2025 COLLECTION AND BEYOND
PERFORMANCE CAMPAIGN

The new global campaign, shot by Mario Sorrenti, captured the essence of Moncler Grenoble: the
convergence of style, performance, and connection at the heart of mountain life. A multitalented
cast was united against the dramatic backdrop of the Alps, including brand ambassador, World Cup
champion and winner of Brazil's first-ever historic medal in alpine skiing, Lucas Pinheiro Braathen,
two-time Olympic gold medalist and record-breaking snowboarder Chloe Kim, renowned actor
Vincent Cassel, and supermodel Amber Valletta.

The campaign was supported by a strong media and social presence, amplified by retail and CRM
activations, including the takeover of Harrods’ iconic windows. The campaign contributed to
achieve Moncler Grenoble’s best-performing season to date (1.75 billion in potential reach, 213
million engagement, and over 1,300 press articles).

Fall/Winter 2025 Moncler Grenoble collection brought the worlds of performance and style ever
closer, outfitting every facet of mountain life with technical innovation infused with elevated
metropolitan polish.

MONCLER GRENOBLE 2026 OLYMPIC WINTER GAMES BRAZIL PARTNERSHIP &
MONCLER GRENOBLE X MOON BOOT & WHITESPACE

In December 2025, Moncler announced the return to the Milano Cortina 2026 Olympic Winter
Games for the first time since 1968. The brand sponsors the Brazilian Olympic Committee for the
opening and closing ceremonies, as well as the Brazilian Snow Sports Federation’s alpine ski team,
led by Grenoble’s brand ambassador Lucas Pinheiro Braathen.

Building on this momentum, Moncler Grenoble introduced bespoke Moon Boot products, unveiled at
the Courchevel Show in early 2025, alongside a brand-new Grenoble snowboard developed in
partnership with Shaun White’s brand Whitespace, which was made available in selected Moncler
stores.
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MONCLER | GENIUS

Q4 HIGHLIGHTS

MONCLER GENIUS + JIL SANDER

Jil Sander has become a defining voice in contemporary design
through its distinctive fusion of pure forms and exceptional
craftsmanship.

The debut Moncler + Jil Sander collection draws inspiration from
the tranquil elegance of the natural world, an endless source of
influence in shape, silhouette, and color palette, and a subtle
nod to Moncler’s mountain heritage. The collection is defined by
voluminous layers and a sense of ‘roundness’ drawn from the
greaf outdoors.

MONCLER GENIUS X JW ANDERSON

A longstanding collaboration with Moncler returned,
reinterpreting technical outerwear through a JW Anderson lens.

Crafted in ltaly, the shape draws inspiration from an archival |W
ANDERSON x Moncler collection. This capsule was released in
very limited destinations and sold out immediately.

WHOEVER ANIMATED ASAPROCKY'S HELICOPTER

MUSIC VIDEO DESERVES ANAWARD

MONCLER GENIUS & ASAP ROCKY “DON'T BE
DUMB” TRACK LAUNCH

As part of Moncler Genius partnership with ASAP Rocky, the artist
released his "Don’t Be Dumb” track, one of the most successful
music launches of the past few years, highlighting the Moncler
Genius Collection unveiled few months before.



MONCLER FY 2025 FINANCIAL RESULTS 19 FEBRUARY 2026
GrOUP

ROBERT TRIEFUS
Stone Island CEO




MONCLER

eeeee

FY 2025 FINANCIAL RESULTS

19 FEBRUARY 2026

smnﬁ?smn

STONE ISLAND INTRODUCES DENIM
RESEARCH

Stone Island introduced STONE ISLAND DENIM
RESEARCH, within the Autumn_Winter ‘025-
‘026 collection. Denim has played an
important part in Stone Island’s history and
archive; this capsule continues its boundary-
pushing tradition of innovation and design by
applying its technological know-how to one of
apparel's most iconic product categories.

The STONE ISLAND DENIM RESEARCH capsule
is a complete offering that ranges from
innovative materials, such as Polypropylene
Denim, David Light Indigo-TC, and Micro
Corduroy, to traditional raw Japanese selvedge
denim.

STONE ISLAND SOUND | DAVE

Stone Island Sound collaborated on the launch
of The Boy Who Played The Harp, the new
album by Dave.

A limited-edition vinyl launched in selected
Stone Island stores, echoed by a short film
featuring Dave, a longtime Stone Island
collector, in conversation with archivist Arco
Mabher, shot by Isaac Lamb.

STONE ISLAND | PORTER

Stone Island and PORTER reunited for the 7th
time after five years to celebrate the 90th
anniversary of the Japanese brand, launching a
special capsule collection, now extended for
the first time to apparel alongside accessories.
The collaboration centered on six limited-
edition pieces inspired by the emblematic
corrosion treatment — a cornerstone of the
Stone Island Autumn_Winter '025-'026
collection.

STONE ISLAND | NEW BALANCE
FURON V8

Bringing tfogether New Balance's on-pitch
expertise and Stone Island’s material research
through a mutual focus on technical
construction and purpose-led design, the latest
chapter in an ongoing collaboration revisited
the world of football with a new iteration of the
Furon v8 boot and a re-engineered football kit,
announced with Bukayo Saka and Dave,
captured together in London.
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ROBERTO EGGS
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MONCLER | REVENUES BY GEOGRAPHY

MONCLER REVENUES (EUR M; CFX GROWTH %)

Q4

|7+6%—¢

1134.1 1,167.7

Q4 2024 Q4 2025

FY

2,707.3

FY 2024

+3%

2,720.9

FY 2025

% on total
14% 15%
31%  55% 28% 57%
- Americas
Il EMEA

- Asia

FY 2025 Moncler brand revenues
reached EUR 2,720.9m, +3% vs
FY 2024.

Q4 revenues were up 6% YoY,
driven by a positive development
in both channels.

ASIA (which includes APAC,
Japan and Korea) revenues were
up 1% YoY in Q4, showing
broad-based acceleration vs Q3,
despite a challenging
comparable base. All countries
grew in the quarter, supported
by a positive contribution from
both local customers and tourists,
with China and Korea
outperforming.

EMEA revenues were down 3% in
Q4 YoY, with traffic in the DTC
channel still impacted by
relatively subdued tourism trends
in the region.

The AMERICAS was up 9% in Q4
YoY, supported by continued
solid growth in local
consumption, notwithstanding a
tougher comparable base, and
by a positive performance
registered in the wholesale
channel.
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MONCLER | REVENUES BY CHANNEL

MONCLER REVENUES (EUR M; CFX GROWTH %)

Q4 FY Moncler DTC M revenues rose to
EUR 2,359.6m in FY 2025, +4%
6% 3% vs FY 2024,
+07% ﬁ +57%
| + Comparable Store Sales Growth
1134.] 1.167.7 2,707.3 2,720.9 (C$SG) @ was -1% in FY 2025.

In Q4, DTC revenues increased
by 7% YoY, registering the best
quarterly performance in the
year. Underlying trends improved
in all regions despite a tough
multi-year comparable base,
with Asia and the Americas
driving the growth, while EMEA
was weaker, still affected by
subdued traffic.

WHOLESALE revenues reached
EUR 361.3m in FY 2025, down 4%
vs FY 2024.

In Q4, the wholesale channel
turned positive, up 2% YoY. The
channel, however, continues to
be subject to ongoing efforts to
upgrade the quality of the
distribution through further
network optfimisation.

Q4 2024 Q4 2025 FY 2024 FY 2025

B Wholesale
Il oTC

(1) The Direct-to Consumer (DTC) channel includes revenues from DOS, direct online and e-concessions.
(2) Comparable Store Sales Growth (CSSG) considers DOS (excluding outlets) open for at least 52 weeks and the online store; stores that have been expanded and/or relocated are not included.



MONCLER FY 2025 FINANCIAL RESULTS 19 FEBRUARY 2026

sssss

STONE ISLAND | REVENUES BY GEOGRAPHY

STONE ISLAND REVENUES (EUR M; CFX GROWTH %)

Q4 FY

+16% —; +4% *

123.1 401.6 411.2

Q4 2024 Q4 2025 FY 2024 FY 2025

% on total

- Americas
Il EMEA
- Asia

FY 2025 Stone Island brand
revenues reached EUR 411.2m,
+4% vs FY 2024.

Q4 revenues were up 16% YoY,
with all regions up double digits,
sustained by solid growth both in
the DTC and in the wholesale
channels.

ASIA (which includes APAC,
Japan and Korea) was up 22%
YoY in Q4, accelerating
sequentially across all areas in
the region, with China and Japan
continuing to outperform.

EMEA revenues were up 12% YoY
in Q4, driven by the continued
solid performance of the DTC
channel and the improvement
registered in the wholesale
channel.

The AMERICAS was up 26% YoY
in Q4, with both the DTC and
wholesale channels growing at a
double-digit pace.
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STONE ISLAND | REVENUES BY CHANNEL

STONE ISLAND REVENUES (EUR M; CFX GROWTH %)

Q4

|7 +16% —;
123.1

109.2

Q4 2024 Q4 2025

FY

+4%

401.6

FY 2024

411.2

FY 2025

% on total

I Wholesale
Il oTC

Stone Island DTC revenues rose
to EUR 226.4m in FY 2025, +11%
vs FY 2024.

In Q4, revenues in this channel
were up 16% YoY, further
accelerating compared to the
previous quarter. All regions
registered a solid performance,
with the Americas and Asia
outperforming. Both the physical
and the online channels grew at
a solid double-digit pace.

WHOLESALE revenues reached
EUR 184.8m in FY 2025, down
4% vs FY 2024.

In Q4, revenues increased by 17%
YoY, due to a different timing of
deliveries in Q3 vs Q4 that had
negatively impacted
performance in the third quarter
of the year. The Group continued
its efforts to improve the quality
of the distribution network.
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MONCLER DOS: 295
STONE ISLAND DOS: 95

31.12.2025 30.09.2025 31.12.2024
MONCLER MONCLER STONE ISLAND MONCLER STONE ISLAND
ASIA 146 54 145 54 143 56
EMEA 98 32 98 31 96 27
AMERICAS 51 9 51 7 47 7
RETAIL 295 95 294 92 286 90

WHOLESALE 49 n 49 n 56 9

Note: DOS refers to directly operated stores. Wholesale includes wholesale monobrand stores, wholesale airports and shop-in-shops.
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STONE ISLAND SOUTH COAST PLAZA
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