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IMPORTANT INFORMATION

This presentation has been prepared by Ralph Lauren Corporation
(the “Company”) solely for informational purposes. This presentation
and any oral statements speak only as of the date they are given,
reflecting prevailing market conditions and, as a result, the views
expressed are subject to change based upon a number of factors,
which are further described below under “Special Note Regarding
Forward-Looking Statements.” The information has been obtained
from sources believed by the Company to be reliable and, while
reasonable care has been taken to ensure that the facts stated
herein and any oral statements are accurate and that the opinions
and expectations contained herein and in any oral statements are
fair and reasonable, no representation or warranty is made to the
accuracy or completeness of such information and none of the
Company or any of its affiliates, officers, directors, employees,
professional advisors, representatives or agents assume any duty or
obligation to update such information.

NON-U.S. GAAP FINANCIAL MEASURES

In addition to the financial measures prepared in accordance with
accounting principles generally accepted in the U.S. (“U.S. GAAP?”),
this presentation includes certain non-US. GAAP financial
measures. Our non-U.S. GAAP financial measures are not meant to
be considered In isolation or as a substitute for comparable U.S.
GAAP measures, and should be read only in conjunction with our
consolidated financial statements prepared in accordance with U.S.
GAAP. For additional information regarding non-U.S. GAAP financial
measures, see the disclosure included in the Appendix of this
presentation.
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SPECIAL NOTE REGARDING
FORWARD-LOOKING STATEMENTS

This presentation, and oral statements (including, without limitation,
as part of this Investor Day presentation) made from time to time by
representatives of the Company, may contain certain “forward-
looking statements” within the meaning of the Private Securities
Litigation Reform Act of 1996. Forward-looking statements include,
without limitation, statements regarding our current expectations
about the Company’s future operating results and financial
condition, the implementation and results of our strategic plans and
Initiatives, store openings and closings, capital expenses, our plans
regarding our quarterly cash dividend and Class A common stock
repurchase programs and our ability to meet citizenship and
sustainability goals. Forward-looking statements are based on
current expectations and are indicated by words or phrases such as
“aim,” “anticipate,” “outlook,” “estimate,” “ensure,” “commit,”
“expect,” “project,” “believe,” “envision,” “goal,” “target,” “can,” “will,”
and similar words or phrases. These forward-looking statements
involve known and unknown risks, uncertainties and other factors
which may cause actual results, performance or achievements to be
materially different from the future results, performance or
achievements expressed in or implied by such forward-looking
statements. The factors that could cause actual results to materially
differ include, among others: our ability to successfully implement
our Next Great Chapter: Drive strategic growth plan and other
strategic Initiatives; the impact to our business resulting from a
recession or changes In consumers’ ability, willingness, or
preferences to purchase discretionary items and luxury retail
products and our ability to accurately forecast consumer demand,;
our ability to successfully implement our long-term growth strategy;
our ability to continue to expand and grow our business
internationally and the impact of related changes in our customer,
channel, and geographic sales mix as a result, as well as our ability to
accelerate growth In certain product categories; our ability to
continue to maintain our brand image and reputation and protect
our trademarks; and other risk factors identified in the Company’s
Annual Report on Form 10-K, Quarterly Reports on Form 10-Q and
Current Reports on Form 8-K filed with the Securities and Exchange
Commission. The Company undertakes no obligation to publicly
update or revise any forward-looking statements, whether as a result
of new information, future events or otherwise.
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Patrice Louvet

PRESIDENT & CHIEF EXECUTIVE OFFICER



Our formula
to drive value

Distinct Legacy of

leadership

Excellent
execution
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OUR PURPOSE

1o inspire the dream
of a belter life through
authenlicity and
limeless style
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Ralph Lauren drives
leadership
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Ralph Lauren drives

leadership
across markets
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Ralph Lauren drives

leadership
across cultures
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Ralph Lauren drives

leadership
across generations
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Ralph Lauren drives
leadership

across channels
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Ralph Lauren drives
leadership

across products
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Ralph Lauren drives
leadership

across lifestyle
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Why be the best, when
you can be the only?




Our formula
to drive value

Distinct Legacy of

leadership

Excellent
execution
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Promises made.
promises kept

+High-single
digit%

revenue CAGR

+340Dbps

adjusted operating
margin expansion

+Mid-teens%

adjusted EPS CAGR
(RS)

Progress since FY22 presented in constant currency and on a 52 week basis unless otherwise
noted (non-GAAP). For additional information regarding non-GAAP adjustments, see the
disclosures included in the Appendix of this presentation. R$ = reported dollar.
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>$2B

free cash flow
generation

117%

J-year TSR*

111%

adjusted ROIC”

~$2B

cash returned to
shareholders




Opportunity
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Our brand remains
bigger than our business

400B+

total market
value

/B

company value

<2%

market share
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i

most trusted
fashion brand

i

most loyal
customer

in the industry

il

brand

consideration

+tapls
value

perception
since FY22







Next Great Chapter: Drive

Elevate & Drive the Win in Key

Energize Core & Cities with
Our Fxpand Our

Lifestyle for More Consumer

Brand Ecosystem

Engaged and Empowered Teams

Industry-Leading Operations

Superior Technology

Resilient Partners

Powertul Balance Sheet
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+Mid-single digit%
revenue CAGR
through FY238

Operating margin
expansion

Balance investments with
shareholder returns

Outlook provided in constant currency (C$) compared to Fiscal 2025 base in
reported currency (R$)
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Our presenters

David Iris Langlois- Halide
Lauren Meurinne Alagoz
Chief Branding & Chief Marketing Officer Chief Product &
Innovation Officer Merchandising Officer

Shin Hwee Ashley Mercedes
Chua Potter Abramo
Regional CEO, Regional CEQ, Regional CEO,
Asia Pacific Europe & Emerging Markets North America
& Chief Lifestyle Officer

Naveen Justin

Seshadri Picicci
Chief Digital & Al Officer Chief Financial Officer



Elevate & Energize
Our Lifestyle Brand

Fueling Brand Strength

David Lauren

CHIEF BRANDING & INNOVATION OFFICER
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Our philosophy
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From the skyline
of Manhattan...
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...to the great plains
of the West
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..totheiconic fields
of the Hamptons
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..tothe classroom...
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We are always about
family and community
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From our beautiful stores
around the world...
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..Lo our elegant
restaurants...
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A global experience




20B

total earned media
IMpressions

$314M

total earned
media value (ACE)

0oOM

total earned social media
IMpressions
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From the green courts of

Wimbledon...




... to Arthur Ashe Stadium
in New York...

RALPH LAUREN




AO

...to Centre Court of the

Australian Open




From the Ryder Cup...
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Our values
are aconstantin a
a changing world
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Xpanding our portraya

of thy delesiganeam
Spelman Colleges
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Spring 2026 show
&
Collection book
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Elevate & Energize
Our Lifestyle Brand

Delivering Brand Impact
and Customer Value

Iris Langlois-Meurinne

CHIEF MARKETING OFFICER
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BRAND

Our momentum is scalable
in arapidly evolving Al world
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il

brand

consideration

16 M+ +17%

customer
customers value




1.3 79%

shopped RL consider RL
in the last year a luxury brand

+apls

value
perception




~507% Y ~257%

have bought RI. have bought RL
for over 10 years for over 20 years
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BRAND

Our demand is increasing
across all commerce platforms

g} +3070

I;OS}E'SQ&I];C}IQ(; DTC store
ashion bran tratfic
on Google

+20x T +250%

TikTok search caming & E-sport
Increase engagement

Sources: Google search trends across 5 markets vs. 10 key fashion competitors, FY25
DTC store traffic (RLS & PRO), FY25 vs FY22; TikTok search, branded RL search data, TikTok, FY25 vs FY23;
Gaming & E-Sport engagement: T1, Fortnite, G2, Roblox FY25 vs FY23
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BRAND

We have been harnessing Al
for nearly a decade

Agile tech

Rich data

Top talent

Advanced Al models
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1.5%0 - 3.07%

target marketing rate



Cretv Hub Social Crce Hub

Paris and Milan Los Angeles
Luxury Hub Entertainment Hub
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=




il i il

Consideration Trust Relevance

il il il

Iconic Timeless Authentic

il i il

Value Product cut Product fit
perception

Sources: Global Brand Health Tracker, amongst male premium & luxury consumers, FY25
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Women’s # 3

consideration

Next Generation +15%

new customers

High net worth i 3%

iﬂdiVidU&lS VICs

Umers, Y ;, NEeW INEeX <l vy omers, ry \V Y : ) glopal U , Mg
customer, GCD global DTC, Very Important Customers (VIC), FY25 vs. FY22
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277

cross-shop our
brands and
categories

Sources: GCD Global DTC Channels, FY25

RALPH LAUREN




lontertaining

& Styling













+DD70

social follower
oarowth

+D9%

social
engagement

2X

social brand
mentions













RALPH LAUREN










Drive the Core &
Expand for More

Halide Alagoz

CHIEF PRODUCT & MERCHANDISING OFFICER
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Il s about gaining the
customer s trust — connecting (o
who they are, where they shop
and how they live — and gelling
lhem exciled, again and again.”

gl Lascson







PRODUCT

We will apply this approach
to our Core and
High-potential categories

Win with Core

Accelerate
High-potential
categories

Women’s | Outerwear | Handbags
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+3970

revenue growth

+390bps

2ross margin
expansion

>307%

AUR growth










PRODUCT

Women's 1s our
largest market capture
opportunity

ANNUAL SALES

Accelerated
growth

$1.8B

$1.7B

FY23 FY24 FY25 FY28E



PRODUCT

Our multi-brand
Women’s portiolio is
segmented across style,
sensibility and price point
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PRODUCT

Our supply chain 1s
mtelhgent agile and leeI‘SI ed

[~

Breadth of country of origin 1?
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i T S

Multi-country sourcing for
Our core programs

Al and digitization to drive
productivity



PRODUCT

Our product strategyis a
powerful combination of

Continue Core growth

Aligned with total Company growth

Accelerate

High-potential categories

Exceeding total Company growth




Winin Key Cities
with Our Consumer
F.cosystem

APAC

Shin Hwee Chua

REGIONAL CEO, APAC
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Social
Commerce

Wholesale

LAUREN




APAC

Asia Pacific
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+24%

revenue

CAGR

+15pts

operating margin
expansion

(010

new stores

PROGRESS SINCE FY22
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Amplify the brand locally

Deliver across the tull funnel

Tailor offering to target consumers







APAC

We deliver
360° full funnel integration
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Highest RL. 0
penetration % +4 O %)

gl()b al]y China Women's
CAGR







Accelerate digital

Scale clienteling

Increase share gains in Japan

Leverage K-trends



APAC

We will accelerate digital,
leaning into social commerce
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Recruit at
scale

Drive higher
liftetime value



We plan to increase share

gains in Japan

Further
elevate Polo

Accelerate
digital

Increase
marketing
mmvestment



We will leverage the power of

L.everage

K-culture
across APAC

Accelerate
digital

Targeted
expansion
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APAC

We are accelerating our
expansion into key cities

Beijing Tokyo
© Seoul O
% @ @ Osaka
Nagoya

Busan

Shanghai

Chengdu O
@

Shelg}gn @ Taipei
Hong Kong

¢ Kuala Lumpur
& Singapore

+150

stores across APAC

Sydney
@

Global Top 30 cities - APAC Melbotrne
Global Next 20 cities - APAC ©



+High-single
digitdo CAGR

+LOW-

double
digit
China CAGR




Winin Key Cities
with Our Consumer
F.cosystem

EMEA

Ashley Potter

REGIONAL CEO,
EMEA & EMERGING MARKETS
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2.2B

revenue

267

operating margin

150+

countries

Balanced
distribution

retail vs. wholesale



+10%

revenue

CAGR

+30%

Imncrease

RALJP

+490Dbps

operating margin
expansion

-160bps

discount rate
reduction

LAURMNKT



Accelerated marketing spend,
focused on top cities

Led with digital across
the ecosystem

Re-shaped our channels,
elevating at every touchpoint
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EMEA

We embed our brand into
local culture

| IBarisn
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EMEA

We have established a

balanced ecosystem thatis
highly brand enhancing and
highly profitable
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EMEA

We led with digital across
our DTC and Wholesale
channels

+30%

total digital
ecosystem growth

PROGRESS SINCE FY22



+00)

new stores

PROGRESS SINCE FY22
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We improved our store
productivity through

+40%

sales per gross
square foot

PROGRESS SINCE FY22
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We have elevated and

+Double-
digit
average comp

growth annually

~307%

outlet doors
renovated or closed




We also elevated our
wholesale distribution,

+20%

full-price wholesale
brick & mortar
growth
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EMEA

Italy is a notable example
of our continued journey of
ecosystem elevation

stores added .
since FY18 o™

Full-price footprint expansion includes DTC distribution plus partner stores






Scale marketing to storytell
our “only” in more top cities

Increase digital
ecosystem penetration

Accelerate full price footprint
expansion across key cities




EMEA

Expanding our storytelling
across more top cities
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EMEA

We will continue to lead
with digital

Personalization
and localization

Strong digital

partnerships

Unified
commerce
experience
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EMEA

We plan to accelerate our full
price footprint expansion
across the region

Stockholm

Amsterdam

@ (*, Hamburg
ee Berlin

Frankfurt

unich
Vienna

L.ondon

Parisa

Zurich @

Barcelona

Madride o Mﬂaﬂ@
Romea

+/0

stores across EMEA

Global Top 30 cities - EMEA
Global Next 20 cities - EMEA



EMEA

We plan to continue delivering
top and bottom-line growth
over the next three years

REVENUE

FY25 FY28E

Outlook provided in constant currency (C$) compared to Fiscal 2025 base in
reported currency (R$)
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Winin Key Cities
with Our Consumer
F.cosystem

NORTHAMERICA

Mercedes Abramo

REGIONAL CEO, NORTH AMERICA
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515

revenue

67/%

DTC penetration

02%

luxury
perception



NORTH AMERICA

We have fundamentally
repositioned North America
across every channel

PROGRESS SINCE FY18

Repositioned
RalphLauren.com

Reduced wholesale
door presence

Reduced off-price
presence

Expanded our full-price
store footprint

Elevated retail AUR

RALPH LAUREN

+29%

full-price

units

73

reduced door
presence

75%

reduction in
off-price units

+27

new full-price
stores

>100%
retail AUR
growth




NORTH AMERICA

We drove digital excellence
through product, marketing and
site performance

S1B
n retail sales across

RI..com and wholesale
digital




Y41

total full price
stores

+]12

new stores
since FY22
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NORTH AMERICA

We have developed one of the
most elevated brand experiences
in the outlet channel

Elevated merchandising
Upegraded service and experience

Increased value proposition



NORTH AMERICA

Our wholesale foundation
is solid, strong and positioned
for growth
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Enhanced
focus on the consumer

Evolve the role of digital

Accelerate key city
ecosystem development




Expand
consumer
touchpoints

Informed
product offer

Marketing &
communications
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NORTH AMERICA

Digital continues to evolve
and play a leading role in our
customers’ journey

Full-funnel
marketing and

performance

Harmonized
product
assortment and
imventory

Elevated,
friction-free
experience
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NORTH AMERICA

We plan to accelerate our
full-price footprint expansion
across top markets and
in targeted white space

Seattle
o
San Francisco Minneapolis |
(% Denver DGg oit Jloront Boston

L Chicago ¢ o

L.os Angeles o 'New York

e Ph 0eNix D ll Charﬁlotte 6 D Iéhlladelphla
allas .C.
. [k @Atlanta
-~ @ Houston © Orlando
Austin € © Miami

Global Top 30 cities - North America
Global Next 20 cities - North America



We plan to accelerate our
new store growth over the
next three years

+15

Sstores
across NA
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NORTH AMERICA

L.os Angeles is an opportunity
for ecosystem expansion




NORTH AMERICA

We will tap into our key city

DD DC e s ) (1C 2l OTOWLL

+tLow-single
digit?o CAGR

Outlook provided in constant currency (C$) compared to Fiscal 2025 base in
reported currency (R$)
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Spotlight:

Digital as a
Cross-Current

Naveen Seshadri

CHIEF DIGITAL & Al OFFICER
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DIGITAL

Our digital ecosystem puts
the consumer at the center

RALPH LAUREN



DIGITAL

Digital powers our
olobal storefront

Pureplay

0 Owned and operated
o17% A1%

Wholesale.com

20

PROGRESS SINCE FY22
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DIGITAL

RALPH LAUREN



DIGITAL

Our approach

Immersive content and design

Composable commerce

360° customer view

Digital chienteling

Al unlock and the future of digital
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DIGITAL

We onboard and
Inspire consumers with

rich brand stories and
tailored content
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DIGITAL

Composable commerce
aives us tlexibility to build
best-in-class digital
experiences
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DIGITAL

Al, analytics and insights
allow us to deliver
hyper-personalized
experiences
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DIGITAL

We are ivesting in
technology to power
clienteling at scale

RALPH LAUREN



DIGITAL

Alis helping us unlock
intelligence, agility and
productivity

Analytics and Employee Customer

forecasting facing facing
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DIGITAL

Alis helping us unlock
intelligence, agility and
productivity

Analytics and Customer

forecasting facing
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DIGITAL

Alis helping us unlock
intelligence, agility and
productivity

Analytics and Employee Customer

forecasting facing facing
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DIGITAL

We continue to evolve our
digital approach to drive
sustainable growth and
long-term industry leadership

RALPH LAUREN



Fueling L.ong-Term
Sustainable

Growth and Value
Creation

Justin Picicci

CHIEF FINANCIAL OFFICER
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16M  +267%

new DTC customers AUR growth

+400 23

Sl OS5 HEW total DTC penetration
owned+partnered
(+6pts)
stores

237 +4.0%

international egrowth in international
penetration (+9pts) revenues

Progress since FY22 presented in constant currency and 52 week basis (non-GAAP). For
additional information regarding non-GAAP adjustments, see the disclosures included in the
Appendix of this presentation.
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..while also delivering on our

ancial commitments

S Next Great Chapter: FY22-FY25

Accelerate Targel Results

+Mid-to-high 3

Revenue CAGR single digi £% +7%
Adjusted
shrielae 50-100bps +400bps
Ads ;
m%];.lgsifd e +190bps +340bps
Marketing as a % 0 o
et Approx. 7% 7%
Cash returned to
shareholders Appl‘OX. 52B 51.9B




OUR SUPERIOR OPERATIONAL
CAPABILITIES

We built strong agility and
productivity muscles in
the organization

Diversified, flexible supply chain

Disciplined inventory management

Cost efficiencies to fuel investments

RALPH LAUREN



NEXT GREAT CHAPTER: DRIVE

Delivering long-term
sustainable growth and
value creation

Elevate & Drive the Winin Key

Energize Core & Cities with
Our Fxpand Our

Lifestyle for More Consumer

Brand Ecosystem

Engaged and Empowered Teams

Industry-Leading Operations

Superior Technology

Resilient Partners

Powertul Balance Sheet
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NEXT GREAT CHAPTER: DRIVE

Growth and
profitability

building
blocks

Enablers for
the tuture

Capital
allocation and
financial
targets
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GROWTH AND PROFITABILITY
BUILDING BLOCKS

REVENUE
+Mid-single
| ast digit%
Investor Day CAGR (C$)
I $7.1B
;
FY22 FY23 FY24 FY25  FY26E FY28E

STRONG EXECUTION SUSTAINABLE GROWTH

Adjusted Operating Margin (R$)

13.1% W 12.0% @ 12.5% | 14.0%

Operating margins for FY22 - FY2b reflect certain adjustments, including FY22 presented
on a 52 week basis (non-GAAP). For additional information regarding non-GAAP
adjustments, see the disclosures included in the Appendix of this presentation.




High-value new consumer
acquisition and retention

AUR growth

Targeted unit expansion

e —

Consumer
lifetime
value

RALPH LAUREN



Geographies

Categories

Brands

Channels

Consumer
segments
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Growth is expected to be led
by Asia and FEurope

REVENUE CAGR +Mid-single

digit% CAGR
$7_1 B f

+High-single
—Mll  +Mid-single digit%

o
+Low-single digit’o
digit%
FY25 NORTH AMERICA EMEA APAC FY28E

Outlook provided in constant currency (C$) compared to Fiscal 2025 base in
reported currency (R$)
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Drivers

Pricing and
promotion

Product mix

Favorable channel
and geographic mix

Increased
efficiencies

AUR growth

reflecting ongoing
brand elevation

Oftsets

Tarifts

Investments in
quality and
sustainability

l.abor / overhead

+Modest
expansion

annually through
FY23F




NEXT GREAT CHAPTER: DRIVE

Growth and
profitability

building
blocks

Enablers for
the tuture

Capital
allocation and

fhinancial
targets







Integrated Business Planning

Supply & Demand Planning
Enhanced geo/channel allocation

Enable greater connectivity across functions
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GROWTH AND PROFITABILITY
BUILDING BLOCKS

Our outlook continues to

deliver operating margin
expansion balanced with
strategic investments

Adjusted operating margin evolution

Last

Investor Day
[

14.0%

I

I

v
1831%

Next Great Next Great
Chapter: Chapter:
Accelerate Drive
Plan Plan
FY22 FY25 FY28E

Operating margins for FY22 and FY20 reflect certain adjustments, including FY22
presented on a 52 week basis (non-GAAP). For additional information regarding non-GAAP
adjustments, see the disclosures included in the Appendix of this presentation.
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NEXT GREAT CHAPTER: DRIVE

Growth and
profitability
building
blocks

Enablers for
the tuture

Capital
allocation and
financial
targets



CapEx at 4% to 5% of sales,
Invest fOI' includes:

gI‘Owth and * Selective pursuit of real estate
value creation

* Next Generation
Transformation project

Ret Target return of excess free cash
CLUrm €xCcess flow to shareholders

cash to . Dividend growing in line with

Shareholders durable net income
* Share repurchases

Maintain leverage
in-line with
historical levels

Aligned to historical leverage
levels (1-2x EBITDA)

Strategic -
. Capability-focused M&A (not
mmvestment included in 3-year outlook)

opportunities

Strong Access to
financial capital
resources markets

Strategic
flexibility
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Financial Goals and
Capital Approach

Base year Year1 Cumulative
(FY25) (FY26E C$) 3-year outlook (C9)
+Low- to mid- +Mid-single
7.1B
Revenue S single digit% digit%
. . +modest expansion
.69 +slightl
Gross margin 68.6% slightly y/y annually
Consistent and
o)
AUR growth 9% durable growth
Viarketing expense 7 3, ~7.3% ~7.6% - 8.6%
as a % of sales
Adjusted
juste | 14.0% +40 - 60bps +100 - 150bps
operating margin
Adjusted $990M EX_ceeding
operating income top-line growth
Capital | $216M 4% - 5% of sales 4% - 5% of sales
expenditures
Cash returns to $625M 19% dividend Approx. $2B+ via
shareholders raise and share dividend and share
repurchases repurchases

Operating income and margin for FY25 reflect certain adjustments (non-GAAP).
For additional information regarding non-GAAP adjustments, see the disclosures included in the

Appendix of this presentation.
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Reinforce unique brand proposition
and grow lifetime value

Multiple engines of growth

Culture of operating discipline
and strong balance sheet

RALPH LAUREN






APPENDIX

RECONCILIATION OF CERTAIN NON-GAAP FINANCIAL MEASURES (Unaudited)

ADJUSTED NET REVENUES RECONCILIATION

Fiscal Years Ended1

2022 2025
As As As Foreign As
Reported 63 Week Adjusted Reported Currency Adjusted
(53 week basis) Impact (62 week basis) (Reported $) Impact? (Constant $)
(millions)

Total Company $ 6,218.5 $ (62.7) $ 6,155.8 $ 70790 $ 556.6 $ 7,635.6
Segment Information
Europe $ 1,780.7 $ (12.2) $ 1,768.5 $ 2,174.9 $ 208.5 $ 2,383.4
Asia 1,286.8 (20.6) 1,266.2 1,709.4 335.7 2,0451
International $ 30675 $ (32.8) $ 3,034.7 $ 38843 $ 544.2 $ 4,428.5
Sales Channel Information
Direct-to-Consumer ("DTC") $ 3,941.5 $ (87.8) $ 3,863.7 $ 4,770.1 $ 455.1 $ 5,225.2

1 Fiscal 2022 consisted of 53 weeks. All other fiscal years presented herein consisted of 52 weeks.

Foreign currency impact is calculated by translating Fiscal 2025 reported amounts into comparable amounts using Fiscal 2022 foreign exchange rates for purposes of

assessing actual operating performance versus the long range plan previously communicated during the September 2022 Investor Day.

ADJUSTED GROSS PROFIT RECONCILIATION

Gross profit as reported
Adjustments:
Restructuring plan inventory-related charges, net
Fiscal 2022 53rd week impact
COVID-19 inventory-related adjustments
Gross profit .adjus.tments2
As adjusted gross proﬁtsin reported currency
Foreign currency impact
As adjusted gross profit in constant currency

Gross profit margin
Adjusted gross margin in reported currency
Adjusted gross margin in constant currency

1 Fiscal 2022 consisted of 53 weeks. All other fiscal years presented herein consisted of 52 weeks.

Fiscal Years Ended1

2018 2022 20256
(millions)

$ 3,751.7 $ 41475 $ 4,852.9
7.6 - -
- (46.1) -
- (13.3) -
7.6 (59.4) -
$ 3,759.3 $ 4,088.1 $ 4,852.9
529.6
$ 5,382.5
60.7% 66.7% 68.6%
60.8% 66.4% 68.6%
70.5%

* Fiscal 2018, Fiscal 2022, and Fiscal 2025 adjustment details previously disclosed in the Company’s earnings press releases filed as Exhibit 99.1to the Form 8-Ks filed on

g/lay 23, 2018, May 24, 2022, and May 22, 2025, respectively.

Foreign currency impact is calculated by translating Fiscal 2025 reported amounts into comparable amounts using Fiscal 2022 foreign exchange rates for purposes of

assessing actual operating performance versus the long range plan previously communicated during the September 2022 Investor Day.

ADJUSTED OPERATING INCOME RECONCILIATION

Operating income as reported
Gross profit adjustments:
Fiscal 2022 53rd week impact
COVID-19 inventory-related adjustments
Russia-related inventory charges
U.S. customs inventory-related adjustments
Restructuring plan inventory-relate2d charges, net
Total gross profit, net adjustments
Operating expense adjustments:
Restructuring plan charges, net
Fiscal 2022 53rd week impact
Cease-use rent and occupancy expenses
Swiss tax reform non-income-related capital tax charges
Charitable donations related to Club Monaco sale
Russia-related bad debt reserve adjustments
COVID-19-related bad debt reserve adjustments
Club Monaco sale consideration from Regent, L.P.
Non-restructuring plan impairment of assets
Next Generation Transformation project Chargges2
Total other operating expenses, net adjustments
Adjusted operating incosme
Foreign currency impact
As adjusted operating income in constant currency
Operating margin
Adjusted operating margin in reported currency
Adjusted operating margin in constant currency

Segment Information

Operating income as reported
Fiscal 2022 53rd week impact )
Total other operating expenses, net adjustments
Adjusted operating incosme in reported currency
Foreign currency impact
As adjusted operating income in constant currency
Operating margin
Adjusted operating margin in reported currency
Adjusted operating margin in constant currency

Fiscal Years Ended1

1 Fiscal 2022 consisted of 53 weeks. All other fiscal years presented herein consisted of 52 weeks.
2 Fiscal 2022, Fiscal 2023, Fiscal 2024, and Fiscal 2025 adjustment details previously disclosed in the Company’s earnings press releases filed as Exhibit 99.1to the Form 8-Ks

filed on May 24, 2022, May 25, 2023, May 23, 2024, and May 22, 2025, respectively.

2022 2023 2024 2025
(millions)
$ 7984 $ 7042 $ 756.4 $ 9321
(46.1) - - -
(13.3) - 1.7) 2
- 10.0 - -
- 5.1 (2.8) 2
- 0.3 - -
(59.4) 15.4 (4.5) 2
25.3 19.4 55.8 20.4
24.4 - - -
1.8 23.8 14.0 1.4
6.4 - - -
4.0 35 7.0 2.8
36 (2.1) (0.5) -
(1.2) - - -
(4.0) (3.5) (7.0) (2.8)
- 9.5 - 0.8
- - 5.1 25.2
70.3 50.6 74.4 57.8
$ 8093 $ 7702 $ 8263 $ 9899
269.4
$ 12593
12.8% 10.9% 11.4% 13.2%
13.1% 12.0% 12.5% 14.0%
16.5%
Fiscal Years Ended1
2022 2025
Europe Asia Europe Asia
(millions)

$ 4464 $ 22009 $ 666.2 $ 4132
(7.5) (12.8) - 2
(7.5) (12.8) - 2
$ 4389 $ 2171 $ 666.2 $ 4132
141.6 134.0
$ 7078 $ bB472
25.1% 17.9% 26.0% 24.2%
24.8% 17.1% 26.0% 24.2%
29.7% 26.8%

Foreign currency impact is calculated by translating Fiscal 2025 reported amounts into comparable amounts using Fiscal 2022 foreign exchange rates for purposes of

assessing actual operating performance versus the long range plan previously communicated during the September 2022 Investor Day.



ADJUSTED NET INCOME PER DILUTED COMMON SHARE RECONCILIATION

Fiscal Years Ended1

2022 2025
(millions)
Net income per diluted common share as reported $ 8.07 $ 11.61
Adjustments:2 .

Non-53rd week impact adjustments per diluted common share A 0.31 0.72
Fiscal 2022 53rd week impact adjustment per diluted common share (0.22) -
Net income per diluted common share as adjusted3 $ 8.16 $ 1233
Weighted-average diluted shares outstanding (millions) 74.3 64.0

1 Fiscal 2022 consisted of 53 weeks. All other fiscal years presented herein consisted of 52 weeks.

Represents the flow through of operating income adjustments (as previously quantified herein) and the related tax effects to net income divided by the weighted-average
diluted shares outstanding during the period. Per share amounts have been calculated using unrounded numbers.

° Non-53rd week impact adjustments per diluted common share as previously disclosed in the Company’s earnings press releases filed as Exhibit 99.1to the Form 8-Ks filed
on May 24,2022 and May 22, 2025.

* Fiscal 2022 53rd week impact adjustment per diluted common share as previously disclosed in the Company’s Form 10-K filed on May 24, 2022.

RETURN ON INVESTED CAPITAL RECONCILIATION

Fiscal Year Ended 2023

Net
Income Inventories P&E! ROIC %?2
(millions)
As reported . $ 5227 $ 10713 $ 95565
Adjustments:
Cease-use rent and occupancy expenses 23.8 - 27
Restructuring plan charges, net 19.7 0.3 0.2
Russia-related inventory charges 10.0 10.0 -
Non-restructuring plan impairment of assets 9.5 - -
U.S. customs inventory-related adjustments 5.1 5.1 -
Charitable donation related to Club Monaco sale 3.5 - -
Club Monaco sale consideration from Regent, L.P. (3.5) - -
Russia-related bad debt reserve adjustments4 (2.1) - -
Tax effects of operating income adjustments (13.1) - -
As adjusted in reported currency $ b575.6 $ 1086.7 $ 9684 28.2%
Fiscal Year Ended 2024
Net
Income Inventories P&E! ROIC %?2
(millions)
As reported . $ 6463 $ 9022 $ 8504
Adjustments:
Restructuring plan charges, net 55.8 - -
Cease-use rent and occupancy expenses 14.0 - 3.1
Charitable donation related to Club Monaco sale 7.0 - -
Next Generation Transformation project charges o.1 - -
Club Monaco sale consideration from Regent, L.P. (7.0) - -
U.S. customs inventory-related adjustments (2.8) (2.8) -
COVID-19 inventory-related adjustments (1.7) (1.7) -
Russia-related bad debt reserve adjustments (0.5) - -
Swiss tax reform benefit . (13.1) - -
Tax effects of operating income adjustments (17.3) - -
As adjusted in reported currency $ 68568 $ 8977 $ 8535 39.2%
Fiscal Year Ended 2025
Net
Income Inventories P&E! ROIC %?2
(millions)
As reported . $ 7429 $ 9496 $ 8464
Adjustments:
Next Generation Transformation project charges 26.2 - -
Restructuring plan charges, net 204 - -
Cease-use rent and occupancy expenses 1.4 - 29
Charitable donation related to Club Monaco sale 2.8 - -
Club Monaco sale consideration from Regent, L.P. (2.8) - -
Non-restructuring plan impairment of assets . 0.8 - 0.8
Tax effects of operating income adjustments (11.8) - -
As adjusted in reported currency $ 7889 $ 9496 $ 850.1 43.8%

;P&E = Property & equipment, net
ROIC = Return on invested capital. ROIC% is calculated as Net income divided by (Inventories + Property & equipment, net); Fiscal 2023 - 2025 cumulative adjusted ROIC
was 111.2%.

° Refer to the Company’s Fiscal 2023, Fiscal 2024, and Fiscal 2025 Form 10-Ks for additional discussion regarding these adjustments.

4 Represents tax-related effects of the previously described adjustments to operating income, which were calculated using the respective statutory tax rates for each
applicable jurisdiction.

Because Ralph Lauren Corporation is a global company, the comparability of its operating results reported in U.S. Dollars is affected by
foreign currency exchange rate fluctuations because the underlying currencies in which it transacts change in value over time compared to
the U.S. Dollar. Such fluctuations can have a significant effect on the Company's reported results. As such, in addition to financial measures
prepared in accordance with accounting principles generally accepted in the U.S. ("U.S. GAAP"), the Company's discussions often contain
references to constant currency measures, which are calculated by translating current-year and prior-year reported amounts into
comparable amounts using a single foreign exchange rate for each currency. The Company presents constant currency financial information,
which is a non-U.S. GAAP financial measure, as a supplement to its reported operating results. The Company uses constant currency
information to provide a framework for assessing how its businesses performed excluding the effects of foreign currency exchange rate
fluctuations. Management believes this information is useful to investors for facilitating comparisons of operating results and better
identifying trends in the Company's businesses. The constant currency performance measures should be viewed in addition to, and not in
lieu of or superior to, the Company's operating performance measures calculated in accordance with U.S. GAAP.

This presentation also includes certain other non-U.S. GAAP financial measures relating to the impact of charges and other items as
described herein. The Company uses non-U.S. GAAP financial measures, among other things, to evaluate its operating performance and to
better represent the manner in which it conducts and views its business. The Company believes that excluding items that are not
comparable from period to period helps investors and others compare operating performance between two periods. While the Company
considers non-U.S. GAAP measures useful in analyzing its results, they are not intended to replace, nor act as a substitute for, any
presentation included in the consolidated financial statements prepared in conformity with U.S. GAAP, and may be different from non-U.S.
GAAP measures reported by other companies.



Adjustments made during the fiscal periods presented include charges recorded in connection with the Company's restructuring activities,
as well as certain other charges (benefits) associated with other non-recurring events, as described in the reconciliations of the non-U.S.
GAAP financial measures above. Net income has been adjusted for the tax-related effects of these charges, which were calculated using
the respective statutory tax rates for each applicable jurisdiction.

Included in this presentation are reconciliations between the non-U.S. GAAP financial measures and the most directly comparable U.S.
GAAP measures before and after these adjustments. Refer to the Company's Fiscal 2025, Fiscal 2024, Fiscal 2023, Fiscal 2022, and Fiscal
2018 Form 10-Ks for additional discussion regarding such adjustments.

Additionally, the Company’s long-term financial outlook excludes certain anticipated restructuring-related and other charges. The
Company is not able to provide a full reconciliation of these non-GAAP financial measures to GAAP because certain material items that
impact these measures, such as the timing and exact amount of charges related to its restructuring plans, have not yet occurred or are out
of the Company’s control. Accordingly, a reconciliation of the Company’s non-GAAP based financial measure guidance to the most directly
comparable GAAP measures is not available without unreasonable effort.






