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Arc'teryx Revenue by Geography
Nine months ended September 30,
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Americas
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For the Nine Months
Ended September 30,

For the Year Ended December 31,

Restated

2023 2022 2022@

Restated
201

Restated
2020

(S in millions)

Revenue

$3,0534 $2350.1 $3,5488

$ 3,066.5

$2.446.3

Cost of goods sold

Gross profit

Selling and marketing expenses
Administrative and other expenses
Impairment losses

Other operating income
Operating profit

Finance income

Finance cost @

Net finance cost

Loss before tax

Income tax expense

Loss from continuing operations

Loss from discontinued operations.

net of tax

(1.460.5) (1,188.5) (1.785.2)

(1.560.9)

(1,297.4)

$1,5929 § 1,161.6
(956.8) (754.3)
(392.2) (299.8)

(4.6) (0.9)

$ 1,763.6
(1,107.6)
(415.1)
(201.7)

$ 1.505.6
(962.6)
(364.4)

(0.7)

$ 1,148.9
(733.2)
(277.3)

(296.6)
(292.1)

(168.5)  (236.3)
(166.4) S (233.2)

(279.0)
(276.7)

(274.1)
$ (272.5)

(49.5) (57.7) S (182.6)

(89.8)

S (147.4)

(64.4) (24.9) (48.3)

(34.7)

(26.2)

(113.9) (82.6) S (230.9)

(21.8) (21.8)

(124.5)

(1.8)

(173.6)

(63.6)

Net loss

(104.4) S (252.7)

Loss attributable to:
Equity holders of the company
Non-controlling interests

(252.7)

(126.3)

(237.2)
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While Arc’ teryx has a selective wholesale footprint that will remain an important element in Its distribution strategy, we expect

owned retail and e—commerce to continue to enable DIC to be the brand’ s fastest growing channel.

Arc’ teryx is aligned with a DIC channel strategy because of its technical apparel product portfolio where It can leverage a retail

store base to deliver an immersive experience to consumers.

Core innovation enables products like the Alpha SV waterproof breathable “hardshell” jacket to consistently be among Arc’ teryx’ s

top selling products, supporting the brand’ s market leadership within outdoor technical apparel and driving continued topline

growth.
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For new product development, Arc’ teryx recently opened a footwear development office in Portland, Oregon to be able to provide a more comprehensive

offering to the outdoor consumer, while also further diversifying product line seasonality.
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Arc’ teryx Is also expanding its product portfolio through its popular contemporary urban lifestyle line, Veilance. These new
categories are supplemented by sustainability programs.
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Within Technical Apparel, Arc’ teryx’ s future geographic growth will be grounded in its historical momentum in North America and Greater China, with

considerable opportunity in Europe and the rest of Asia Pacific.

We use sales per square foot to assess the performance of Arc’ teryx brand stores relative to their square footage. For the years ended December 31, 2021
and December 31, 2022, in North America, Arc’ teryx’ s sales per square foot Iincreased from $622 to $817, in Greater China, Arc’ teryx’ s sales per
square foot increased from §1, 251 to $1, 269.

> BT, BRERSRETUALF/RESLRREEPINGFRTIESEENS, GQEENERESH, G2 LME.
In Europe, there are retail opportunities in large metro areas such as Paris, as well as Iconic, outdoor locations across the Alps,

including Chamonix, France, Zermatt, Switzerland and St. Anton, Austria, where important community-building “mountain stores” are

targeted to create authentic brand positioning.
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However, Arc’ teryx global brand awareness levels are relatively low when compared to more established premium outerwear brands. The brand plans to

tactically increase brand awareness and curate more passionate communities through the following global strategies:
> idiRE, SRS EH K2R EIRED) .

Arc’ teryx Academies: Fach year, Arc’ teryx hosts several global events in some of the most Iconic alpine destinations around the world such as Chamonix,

France; St. Anton, Austria and Whistler, British Columbia.
> T1EWES), [TESRABERKEFBIERR.
Store-Driven Events: Arc’ teryx’ s events enable the brand to connect to the communities surrounding the brand’ s stores.

> REGIAEHBT ARG E, R EREERTRAINESE, RAERNLE.

Original Content + Digital and Social Media: In 2022, Arc’ teryx has produced 15 original content films with talented filmmakers that featured sponsored

athletes. We believe original content combined with digital marketing strategies will increase Arc’ teryx brand awareness globally.
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