
March 2010 Roadshow Presentation



The information contained in this document is confidential and proprietary to YOOX Group

SLIDE 2

DISCLAIMER

This presentation has been prepared by YOOX S.p.A. for information purposes only and for use in presentations of the Groupôsresults and strategies.

For further details on the YOOX Group, reference should be made to publicly available information.

Statements contained in this presentation, particularly the ones regarding any possible or assumed future performance of the Group, are or may be forward

looking statements, and in this respect, may involve some risks and uncertainties.

Any reference to past performance of the YOOX Group shall not be taken as an indication of future performance.

This document does not constitute an offer or invitation to purchase or subscribe for any shares and no part of it shall form the basis of or be relied upon in

connection with any contract or commitment whatsoever.

By attending the presentation you agree to be bound by the foregoing terms.
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YOOX GROUP, ESTABLISHED IN 2000

The Global Internet Retailing Partner for The Leading 

Fashion & Design Brands
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Multi-Brand: building long-standing relationships 

with Commercial Partners

Á Broad offering of off-

season premium apparel 

and accessories at 

attractive prices, exclusive 

and special collections, 

vintage, home & design 

products 

Á Launched in 2000

Á In-season premium 

apparel and 

accessories from 

selected brands

Á ñShop-in-shopò model

Á Launched in 2008

Á Exclusive official flagship Online Stores of leading fashion brands

Á In-season premium apparel and accessories

Á Partnership model: mostly 5-year contracts

Mono-Brand: leveraging the know-how 

together with Strategic Partners

TWO DIFFERENTIATED AND SYNERGIC BUSINESS LINES
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STRATEGIC COVERAGE OF THE ONLINE FASHION MARKET

In-season                          ->  Off-season                       -> Clearance
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Semi-annual
sample sale on

yoox.com

PRODUCT LIFE CYCLE
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STRONG TRACK RECORD OF GROWTH AND CONSTANT INNOVATION

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Multi-brand Net Revenues (úm) Mono-brand Net Revenues (úm)

Launch of yoox.com

International expansion

Launch of Online Stores Powered by YOOX Group

Broadening of Multi-brand offering

Note: YOOX Group Annual Reports, Italian GAAP 2000-2006, IFRS 2007-2009 results

49.3

68.8

101.5

152.2
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OUR FASHION WORLD IS DRIVEN BY NUMBERS

6.4 million unique visitors per month

1,148 thousand orders

1 order processed every 27 seconds

Over 98% of deliveries on time1

73 million newsletters sent to our 

registered users2 

40 thousand websites reached                                               

by our web marketing campaigns2

In 2009

1. Company elaborations based on Shipping Partners data

2. Refer to Multi-brand business line
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GLOBAL PLAYER WITH LOCAL EXPERTISE

Distribution in 67 countries
2 Digital Production Facilities:

Italy, US

3 Logistics Centers:

Italy, US, Japan 

6 Customer Care Centers

5 Local Offices: 

Italy, US, Japan, France, Spain

Headquarters in Bologna

Operations in 7 languages 

and 4 currencies 

2009 Net Revenues by Geography 

Italy 

26.1%North 
America 
16.9%

Japan 

5.8%

RoW + NCR¹ 

2.3%

RoE

48.9%

ÁStrong local presence and ability to tailor the offering to different geographies

ÁGlobal distribution from central warehouse to maximise overall sell-through

Á3 logistics centers strategically located and with significant spare capacity to leverage on

1. Not Country Related


