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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 “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-GAAP Financial Measures 

This presentation includes constant currency and other non-GAAP financial measures. Our non-GAAP financial measures are not meant 
to be considered in isolation or as a substitute for comparable GAAP measures, and should be read only in conjunction with our 
consolidated financial statements prepared in accordance with GAAP. 

This presentation and oral statements made from time to time by representatives of the Company (including without limitation, as part 
of this presentations) contain certain "forward-looking statements" within the meaning of the Private Securities Litigation Reform Act 
of 1995. Forward-looking statements include the statements regarding, among other things, our current expectations about the 
Company's future results and financial condition, revenues, store openings and closings, employee reductions, margins, expenses, 
expense savings, earnings, dividends, share repurchases and total shareholder return, and are indicated by words or phrases such as 
"anticipate," "estimate," "expect," "project," "we believe", "can" 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. 
Forward-looking statements are based largely on the Company's expectations and judgments and are subject to a number of risks and 
uncertainties, many of which are unforeseeable and beyond our control. The factors that could cause actual results to materially differ 
include, among others: the loss of key personnel, including Mr. Ralph Lauren, or other changes in our executive and senior management 
team or to our operating structure, and our ability to effectively transfer knowledge during periods of transition; our ability to 
successfully implement our long-term growth strategy and achieve anticipated operating enhancements and cost reductions from our 
restructuring plans; the impact to our business resulting from investments and other costs incurred in connection with the execution of 
our long-term growth strategy, including restructuring-related charges, which may be dilutive to our earnings in the short term; our 
ability to continue to expand or grow our business internationally and the impact of related changes in our customer, channel, and 
geographic sales mix as a result; our ability to open new retail stores, concession shops, and digital commerce sites in an effort to 
expand our direct-to-consumer presence; the impact to our business resulting from changes in consumers' ability, willingness, or 
preferences to purchase premium lifestyle products that we offer for sale and our ability to forecast consumer demand, which could 
result in either a build-up or shortage of inventory; our ability to continue to maintain our brand image and reputation and protect our 
trademarks; our ability to effectively manage inventory levels and the increasing pressure on our margins in a highly promotional retail 
environment; the impact to our business resulting from potential costs and obligations related to the early closure of our stores or 
termination of our long-term, non-cancellable leases; the impact of economic, political, and other conditions on us, our customers, 
suppliers, vendors, and lenders; our ability to secure our facilities and systems and those of our third-party service providers from, 
among other things, cybersecurity breaches, acts of vandalism, computer viruses, or similar Internet or email events; our efforts to 
successfully enhance, upgrade, and/or transition our global information technology systems and digital commerce platform; a variety of 
legal, regulatory, tax, political, and economic risks, including risks related to the importation and exportation of products, tariffs, and 
other trade barriers which our operations are currently subject to, or may become subject to as a result of potential changes in 
legislation, and other risks associated with our international operations, such as compliance with the Foreign Corrupt Practices Act or 
violations of other anti-bribery and corruption laws prohibiting improper payments, and the burdens of complying with a variety of 
foreign laws and regulations, including tax laws, trade and labor restrictions, and related laws that may reduce the flexibility of our 
business; changes in our tax obligations and effective tax rate due to a variety of other factors, including potential additional changes in 
U.S. or foreign tax laws and regulations, accounting rules, or the mix and level of earnings by jurisdiction in future periods that are not 
currently known or anticipated; the impact to our business resulting from the recently enacted U.S. tax legislation commonly referred to 
as the Tax Cuts and Jobs Act, including related changes to our tax obligations and effective tax rate in future periods, as well as the 
enactment-related charges that were recorded during Fiscal 2018 on a provisional basis based on a reasonable estimate and are subject 
to change, all of which could differ materially from our current expectations and/or investors' expectations; the impact to our business 
resulting from the United Kingdom's decision to exit the European Union and the uncertainty surrounding the terms and conditions of 
such a withdrawal, as well as the related impact to global stock markets and currency exchange rates; the impact to our business 
resulting from increases in the costs of raw materials, transportation, and labor; our exposure to currency exchange rate fluctuations 
from both a transactional and translational perspective; the potential impact to our business resulting from the financial difficulties of 
certain of our large wholesale customers, which may result in consolidations, liquidations, restructurings, and other ownership changes 
in the retail industry, as well as other changes in the competitive marketplace, including the introduction of new products or pricing 
changes by our competitors; the potential impact on our operations and on our suppliers and customers resulting from natural or man-
made disasters; the impact to our business of events of unrest and instability that are currently taking place in certain parts of the 
world, as well as from any terrorist action, retaliation, and the threat of further action or retaliation; our ability to maintain our credit 
profile and ratings within the financial community; our ability to access sources of liquidity to provide for our cash needs, including our 
debt obligations, tax obligations, payment of dividends, capital expenditures, and potential repurchases of our Class A common stock, 
as well as the ability of our customers, suppliers, vendors, and lenders to access sources of liquidity to provide for their own cash needs; 
the potential impact to the trading prices of our securities if our Class A common stock share repurchase activity and/or cash dividend 
payments differ from investors' expectations; our intention to introduce new products or enter into or renew alliances; changes in the 
business of, and our relationships with, major department store customers and licensing partners; our ability to make certain strategic 
acquisitions and successfully integrate the acquired businesses into our existing operations; and other risk factors identified in the 
Company's Annual Report on Form 10-K, Form 10-Q and Form 8-K reports 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. 

SPECIAL NOTE REGARDING FORWARD-LOOKING STATEMENTS



Patrice Louvet 
President and Chief Executive Officer

Writing Our Next 
Great Chapter



Defining Our Purpose

Inspiration

The Dream

A Better Life

Authenticity

Timeless Style



Our Purpose

To inspire the dream  

of a better life  

through authenticity  

and timeless style



Progress report 

Market, consumer & brand context 

5-year strategic framework   

Financial goals 

Bringing it to life through our people

TODAY



TODAY

Progress report 

Market, consumer & brand context 

5-year strategic framework   

Financial goals 

Bringing it to life through our people



Strong progress on quality of sales  
and productivity commitments, 

but behind on growth

Drive quality of sales

Strengthen 
operational efficiency

Return to growth

✓ +4% AUR improvement 

✓ Approx. 25% reduction in 
U.S. department stores

✓ Reduced product lead times 

✓ - 30% reduction in inventory 

✓ - $300M expense reduction* 

✓ + $1B in cash generation

X Total Company topline decline 

Progress2016 Commitments

*Non-GAAP measures. For additional information regarding this non-GAAP financial 
measure, see the disclosures included in the Appendix of this presentation.



Progress report 

Market, consumer & brand context 

5-year strategic framework   

Financial goals 

Bringing it to life through our people

TODAY



We operate in a large, growing and 
dynamic market

$1.6 trillion global fashion market 

3-5% annual growth

Millennials will represent 50%  
of the market by 2023

China will represent 40%  
of the market by 2023

Digital sales to grow 5-10x 
faster than stores

Stores will still play a role 
in 80%+ of purchases

Source: AltaGamma Luxury Market Model, Euromonitor



The consumer path to purchase  
has changed dramatically

Lily’s path to purchase

PRE-PURCHASE PURCHASE POST-PURCHASE

AWARENESS & 
INSPIRATION

EVALUATION BUY RETENTION & 
ADVOCACY

D
ig

it
al

P
hy

si
ca

l

Social &  
Video

App

E-commerce & 
web

Traditional 
advertising

Department 
store

RL store

Everyday life

Checks 
Instagram and 

Pinterest to 
find ways to 

wear it

Wears it with 
love

Receives the 
sweater but 
doesn’t know 
how to style it

Confirms her 
decision by 

texting group of 
friends she trusts

Checks the 
sweater online

Doesn't like 
how it looks 
on her

Tries other 
options. Likes 
one of the 
options but 
doesn't buy it

Receives an 
email from a 
brand with an 
influencer 

W
he

re

When

Inspired by an 
Instagram post 

Goes to the 
brand store to 
find it in stock 
to try on

Posts a 
picture of 

herself 
wearing it

Purchases 
it online



The largest consumer research 
study in the history of Ralph Lauren

12,000  
consumers

across 
10  

countries

We are deepening our understanding 
of our consumers



40% Gen X Millennials—greater than 
fair share in key markets 

Diversity — 30% Black, 
African American and 

Hispanic/Latino in the U.S. 

Strong consumer base that  
spans generations and ethnicities 



Clear brand strengths with permission 
to expand in high-growth territories

Timeless 

Sophisticated 

Effortless 

All-American 

“Put together”

Unique 

Modern 

Urban

Our consumers see us as: 

We have an opportunity 
to build on: 



Powerful reach, established footholds, 
competitive assets

Global recognition Lifestyle brand

Category leader

Strong portfolio

Authentic heritage 
and timeless values

Competitive 
supply chain

Experienced, talented 
and engaged team 

Global market 
presence



Key questions

How will we drive relevance  
across all consumer touch points? 

When and how will we 
return to sustainable growth? 

How will we create superior value? 



Progress report 

Market, consumer & brand context 

5-year strategic framework   

Financial goals 

Bringing it to life through our people

TODAY



Drive sustainable, long-term  
growth and value creation

Win over a new generation

Energize core products and accelerate  
underdeveloped categories

Drive targeted expansion

Lead with digital

Operate with discipline to fuel growth

Elevate and 
energize  

the brands

Consumer 
at  

the center

Balance 
growth and 
productivity

STRATEGIC PRIORITIES

GUIDING PRINCIPLES

5-year strategic framework



STRATEGIC PRIORITIES

Win over a new generation

Recruit several million new consumers 
annually (esp. Millennials/Women)

INITIATIVES

Precision: 
More targeted investment

Culture: 
The power of culture and influencers

Storytelling:  
Elevating brand story and experiences

Grow share of wallet among existing 
consumers (esp. Gen X/Men)   

GOALS



Polo Bear holiday campaign

WIN OVER A NEW GENERATION



CP93: Generating excitement with 
limited editions

WIN OVER A NEW GENERATION



STRATEGIC PRIORITY

Energize core products and accelerate 
underdeveloped categories

STRATEGIC PRIORITIES

GOALS

INITIATIVES

Build high-value, underdeveloped categories

Tailor our offering by region and channel while 
maintaining assortment discipline

Energize the core

50% of growth from 5 underdeveloped categories

50% of growth from core categories



Energize our core:  
The Polo shirt

Excitement 

Superior 
quality Innovation 

ENERGIZE CORE PRODUCTS AND ACCELERATE UNDERDEVELOPED CATEGORIES



The military jacket

ENERGIZE CORE PRODUCTS AND ACCELERATE UNDERDEVELOPED CATEGORIES

The military jacket 

Camouflage Souvenir embroidery Serape pieced Beaded steer head 



The flag sweater

ENERGIZE CORE PRODUCTS AND ACCELERATE UNDERDEVELOPED CATEGORIES

The flag sweater 

Cropped Bleached Neutral 



The cable sweater

ENERGIZE CORE PRODUCTS AND ACCELERATE UNDERDEVELOPED CATEGORIES

The cable crewneck 
sweater 

Stripe with patch Boxy exploded roll-neck Embroidered boxy 
roll-neck 



Build high-value, under-developed 
categories

Denim Wear to work Outerwear

AccessoriesFootwear

ENERGIZE CORE PRODUCTS AND ACCELERATE UNDER-DEVELOPED CATEGORIES



GOALS

Return to positive comp growth

INITIATIVES

> 45% of revenue from international

Expand presence in China and  
select European markets

Accelerate direct-to-consumer  
(small format stores, digital commerce)

Partner with high-quality wholesale

Establish a balanced ecosystem in  
every market

Reinvest in existing store fleet

Drive targeted expansion

STRATEGIC PRIORITIES



A balanced ecosystem approach that delivers  
a consistent, elevated experience  

for the consumer

Full-price stores

RalphLauren.com

High-quality 
wholesale 

Digital pure players 
and social 
commerce

Factory stores

DRIVE TARGETED EXPANSION



Competitive ecosystem approach 

DRIVE TARGETED EXPANSION

100+ small format 
stores in each region

RalphLauren.com

High-quality 
wholesale 

Digital commerce

Elevated factory 
stores

Expand our presence in China  
and select European markets



GOALS

$500M incremental digital sales by FY23

INITIATIVES

Win across all digital commerce channels

Digitize how we work

Connect digitally with consumers  
throughout the path to purchase

Lead with digital

STRATEGIC PRIORITIES

Digital commerce double digit CAGR



Win across all digital  
commerce channels

RalphLauren.com 
as digital flagship

Grow share in 
Departmentstore.com 

Expand across brand-enhancing 
digital pure players

Scale social 
commerce 

$500M incremental digital sales by FY23

LEAD WITH DIGITAL



Digitize how we work

LEAD WITH DIGITAL

Improve speed and efficiency in our business  
and deliver a seamless experience  

for our consumers 

Digital product 
creation

Big data  
& analytics 

RFID  
technology 

Digital partner 
collaboration 

Omni-channel 
capabilities



GOALS

Expand gross and operating margin

INITIATIVES

Leverage inventory across channels 

Fast, flexible and efficient supply chain

Strategic revenue management

Drive simplified end-to-end operations

Operate with discipline to fuel growth

Reduce SG&A as a % of sales

Improve AUR, lead times, SKU productivity 
and inventory

Challenge every cost

STRATEGIC PRIORITIES



Fast, flexible and efficient supply chain:  
Fabric platforming

OPERATE WITH DISCIPLINE TO FUEL GROWTH

We will platform all core fabrics to deliver: 

• cost savings 

• shorter lead times 

• superior quality and innovation



Driving discipline with  
responsible operations

OPERATE WITH DISCIPLINE TO FUEL GROWTH

Key focus areas: 

• Materials and traceability 

• Operations  

• Product innovation 



Progress report 

Market, consumer & brand context 

5-year strategic framework   

Financial goals 

Bringing it to life through our people

TODAY



By FY23, we intend to deliver…

Approx.  
+ $1B 

incremental 
sales

Approx. 

+$300M 
incremental 
operating 
income

Return 
>$2.5B  

cumulatively  
to shareholders

Top quartile TSR

FINANCIAL GOALS



Progress report 

Market, consumer & brand context 

5-year strategic framework   

Financial goals 

Bringing it to life through our people

TODAY



Talented, experienced and engaged  
teams globally

BRING IT TO LIFE THROUGH OUR PEOPLE



A world-class  
Executive Leadership Team

BRING IT TO LIFE THROUGH OUR PEOPLE

Alice Delahunt 
Chief Digital Officer

Charles Fagan 
EVP, Hospitality and 

Chief of Staff to 
Ralph Lauren

Halide Alagöz 
Corporate SVP,  

Global Manufacturing & 
Sourcing

Bill Campbell 
Corporate SVP,  

Global Supply Chain 
and Chief Sustainability 

Officer

Jonathan Bottomley 
Chief Marketing Officer

Valérie Hermann 
Group President, 

Global Brands

Avery Fischer 
EVP, General Counsel and 

Secretary

Katie Ioanilli 
Corporate SVP, Global 

Corporate 
Communications

David Lauren 
Chief Innovation Officer, 

Head of the Ralph Lauren 
Foundation and Vice 

Chairman of the Board 

Jeff Kuster 
Group President, 
North America 

Alfredo Paredes 
EVP, Chief Retail  
Creative Officer

Howard Smith 
Group President, 

International

Jane Hamilton Nielsen 
EVP, Chief Financial Officer 

Roseann Lynch 
EVP, Chief People 

Officer



Bringing new capabilities and experience  
to our Board of Directors 

Linda Kozlowski 
Chief Operating Officer, 

Etsy

Angela Ahrendts  
Senior Vice President,  
Retail, Apple, former 

Burberry CEO

Mike George 
Chief Executive Officer, 

Qurate

BRING IT TO LIFE THROUGH OUR PEOPLE



Fueled by a culture of…

• Recruit top talent and develop to full potential 
• “Build, borrow, buy” the right capabilities to win 
• Lead in diversity & inclusion 
• Model the behaviors of winning:

BRING IT TO LIFE THROUGH OUR PEOPLE

Leadership Innovation Performance





SPEAKERS

David Lauren 
Chief Innovation Officer,  

Head of the Ralph Lauren 
Foundation and Vice Chairman 

of the Board 

Howard Smith 
Group President, 

International

Jane Hamilton Nielsen 
EVP, Chief Financial 

Officer 

Jeff Kuster 
Group President, 
North America 

Jonathan Bottomley 
Chief Marketing 

Officer

Valérie Hermann 
Group President,  

Global Brands



Jonathan Bottomley 
Chief Marketing Officer

Marketing Strategy 
Win over a new generation



MARKETING STRATEGY

Humanity 



MARKETING STRATEGY

Men 
Early to mid 30s 

Working professional 
  

Women 
Mid to late 20s 

New to workforce 
  

Men & Women 
20s and 30s  

The creative class 
  



“Filter Bubble” 

MARKETING STRATEGY



STRATEGIC PRIORITIES

Win over a new generation

GOALS

Recruit several million new consumers 
annually (esp. Millennials/Women)

INITIATIVES

Precision: 
More targeted investment

Culture: 
The power of culture and influencers

Storytelling:  
Elevating brand story and experiences

Grow share of wallet among existing 
consumers (esp. Gen X/Men)   



“It was a dream of being 
the star in my own movie. 
Projecting a better life—

a life in style.  
I don’t think that’s ever 

been more relevant.” 

MARKETING STRATEGY



A brand made for 
the digital age

MARKETING STRATEGY



Re-igniting luxury halo with elevated,  
lifestyle experiences

MARKETING STRATEGY



Elevating our most desirable products

MARKETING STRATEGY



Re-imagining our heritage in 
fresh ways

MARKETING STRATEGY



Re-energizing storytelling 
around our icons

MARKETING STRATEGY



Creating immediacy with digitally-
focused capsules

MARKETING STRATEGY



Precision: 
More targeted investment



Invest more in marketing…

Adding more than 

$100M  
in marketing spend over 

the next 5 years 

FY18 FY23

3.9%
Approx.

5%

Marketing spend as % of sales

MARKETING STRATEGY



The Polo Shirt Campaign

PRE-PURCHASE PURCHASE POST-PURCHASE

AWARENESS & 
INSPIRATION

EVALUATION BUY RETENTION & 
ADVOCACY

MARKETING STRATEGY



AWARENESS & 
INSPIRATION



AWARENESS & 
INSPIRATION



AWARENESS & 
INSPIRATION



AWARENESS & 
INSPIRATION



AWARENESS & 
INSPIRATION



BUYEVALUATION



BUYEVALUATION



RETENTION & 
ADVOCACY

#polorlstyle



Leverage channels that matter most

MARKETING STRATEGY

PRE-PURCHASE PURCHASE POST-PURCHASE

AWARENESS & 
INSPIRATION

EVALUATION BUY RETENTION & 
ADVOCACY

Influencers Social Targeted  
video

Cut-through 
advertising

Site content  
& experience

In-Store  
storytelling

Data capture and personalized communication



Measure performance every 
step of the way

MARKETING STRATEGY

PRE-PURCHASE PURCHASE POST-PURCHASE

AWARENESS & 
INSPIRATION

EVALUATION BUY RETENTION & 
ADVOCACY

RL CIEM



Maximize cultural assets

MARKETING STRATEGY



Re-invigorate our cultural platforms

MARKETING STRATEGY



MARKETING STRATEGY

A brand made for 
the digital age



Valérie Hermann 
President, Global Brands

Product Strategy 
Energize our product and accelerate 

underdeveloped categories



In the last 2 years we delivered….

PRODUCT STRATEGY

*Adjusted gross profit is non-GAAP.  
For additional information regarding this non-GAAP financial measure, see the disclosures 

included in the Appendix of this presentation. 

• Stadium and Snow Beach 
launches major wins 

• Successful release of 5 Limited 
Edition Polos  

• Strong traction with  
Create Your Own launch 

Created excitement 
via newness, limited 
edition products 
and personalization

• 30% of SKUs cut 

• Revenue per SKU up +16% 

• Gross profit per SKU up +22%

Improved 
assortment 
discipline

• Core and iconic products 
represent 60% of revenue 

• Adjusted gross profit % 
up +400bps*

Reinforced 
strengths of 
iconic products





What’s next?

PRODUCT STRATEGY

Delivering profitable top-line growth



Energize core products and accelerate 
under-developed categories

PRODUCT STRATEGY

Energize core products and accelerate 
underdeveloped categories

GOALS

INITIATIVES

Build high-value, underdeveloped categories

Tailor our offering by region and channel while 
maintaining assortment discipline

Energize the core

50% of growth from 5 underdeveloped categories

50% of growth from core categories



Energize our core

PRODUCT STRATEGY

Develop core 
category strengths

Maintain 
assortment 

discipline, superior 
quality and bring 

innovation

Drive 
excitement via 
limited edition 
products and 

personalization



PRODUCT STRATEGY

Build high-value,  
underdeveloped categories

80

Denim Wear to work Outerwear

AccessoriesFootwear



How we approach each  
category initiative

PRODUCT STRATEGY

Consumer

Marketing 
activationProduct first

Go-to-market

TEAM AND EXPERTISE



Denim
Winning is…half a billion in sales

PRODUCT STRATEGY



PRODUCT STRATEGY

Market context

  

Men’s

Women’s

2019 2020 2021

4%

$53B

$37B

$55B $57B

$39B $40B

$90B
$94B $97B

$59B $62B

$42B $43B

$101B $105B

2022 2023

Denim market size

Consumer research

• Consumers associate us with denim 

• Denim consumers are millennial 

• Under-penetrated vs. competitors

Note: Includes mass, accessible and luxury segments. Source: Euromonitor, AltaGamma and BCG



Product first

PRODUCT STRATEGY

Fit 
Improved core fits 

Relevant market right range of fits

Fabric 
Fabric-first approach 

Focus on innovation and quality 

Wash 
Introduced new authentic washes 

Updated construction details 



Marketing activation

PRODUCT STRATEGY

Creative assets/video Digital activation/social media 

Go-to-market/training Influencer endorsement 
 MODERN AUTHENTIC  

DECO STITCH  
Signature longhorn stitch detail on 
rear pockets pays homage to denim’s 
western roots.  

SHANK & BUTTON-HOLE 
Minimal design for a modern 
sensibility & clean aesthetic. Tonal 
stitching for streamlined finish. 

EXPOSED STITCHES  
Gold chainstitch hem for durability & 
authentic roping. Uniquely narrow 
outseam; yellow thread serge stitch. 

ZIPPER FLY 
For no-fuss opening and closure.  

NO DECO STITCH 
For a clean, minimal  finish. 

RIVETS & CORD STITCH  
Authentic washer-and-burr style 
rivets that overlap the sideseam. 
Doubled-back cord stitch detail for 
added durability & hand-made finish.  

INTERIOR WAISTBAND 
Bound waistband for tailored 
finish. 

DOG EAR & STITCH 
“Dog ear” turn stitch for hand-made 
finish. Double-needle stitch with 
contour. 

BAR-TACKS  
Hinge bar-tacks on back pockets 
for added durability; navy thread 
highlights the structured finish.  

SHANK & BUTTON-HOLE 
Vintage inspired artwork for shank 
design; button-hole interweaves 
our signature navy & gold threads.  

RIVETS & CORD STITCH 
Capped rivets for a  clean finish. 
Single-cord tonal stitch for a 
seamless tailored surface.  

BAR-TACKS 
Clean back pocket stitching with 
top-applied bar-tacks in tonal 
thread coloring.  

Crafted in modern fits with clean washes and thoughtful construction details to 
achieve a distinctly modern and more minimal finish  

Constructed with authentic methods to ensure lasting quality. A signature gold & navy 
thread-story is used throughout as a reflection of Polo’s classic American roots.  

POLO 5-POCKET CONSTRUCTION 

EXPOSED STITCHES  
Tonal stitching for a refined yet 
tailored finish.  

ZIPPER FLY      < $125 
For no-fuss opening and closure.  

BUTTON FLY      $125+ 
Button fly closure reflects denim’s 
authentic construct history.  

EXTERIOR BELT LOOPS 
Single-needle vertical belt loop 
stitch for seamless finish.  

EXTERIOR BELT LOOPS 
Doubled vertical stitching on belt 
loop for added durability.  

LOOPER THREAD  
Tonal thread at inseam chainstitch 
for subtly  



Distribution and in-store messaging

PRODUCT STRATEGY

Denim shop pilot 
19 “denim shops” in APAC,  

17 are converted Denim & Supply (D&S) doors 
Sales FY2018 +17% to LY (D&S)

RalphLauren.com 
The #1 denim shop 



PRODUCT STRATEGY

Denim is taking off

Polo denim 2018 retail sales vs LY performance

Q4FY17 Q1FY18 Q2FY18 Q3FY18 Q4FY18

Retail gross 
profit $

0%

20%
17% 17%

28%

Retail sales
-8%

14% 16%

7%

16%



Wear to work
Winning is…half a billion in sales

PRODUCT STRATEGY

Own the closet: capture consumer share by 
expanding offering from  

“2 days a week” to “7 days a week”



PRODUCT STRATEGY

Market context

Wear to work market size

Consumer research

• Consumers associate us with ‘casual’ 
and ‘weekend’ 

• Under-penetrated in key “Wear to 
Work” categories across genders

Note: Includes mass, accessible and luxury segments. Source: Euromonitor, AltaGamma and BCG

4%

  

Men’s

Women’s

2019 2020 2021

$153B

$97B

$159B $165B

$101B $105B

$250B $260B $270B

$172B $178B

$109B $114B

$281B

2022 2023

$292B



Polo Women’s Fall 2018

PRODUCT STRATEGY

Fall 2018 Seasonal 
Assortment

2 Days 7 Days

Fall 2018 Wear to Work 
Assortment



Tailor offering by region and channel 
while maintaining assortment discipline

PRODUCT STRATEGY

Full price retail /  
digital commerce

$395.00 $125.00

Wholesale

$298.00 $79.50

Factory Retail

$49.99 $49.99



David Lauren 
Chief Innovation Officer, 

Head of the Ralph Lauren Foundation and  
Vice Chairman of the Board

Innovation 



INNOVATION

“You don’t stay around for so 
many years if you have 

nothing new to say”



INNOVATION

Ignite a culture of innovation by connecting 
Ralph Lauren’s brand DNA  

to the innovation ecosystem

PRODUCT RETAIL LIFESTYLE

Materials 

Manufacturing 

Customization  

Internet of things  

Sustainability

Store of the future 

Future of digital shopping 

New business models

Fan engagement 

Loyal/affinity 

Media & content

TECHNOLOGY

Create value and 
transformational growth



INNOVATION

The Heated Jacket



UPCYCLED CLOTHES

Product sustainability
DESIGNING FOR A BETTER WORLD

INNOVATION

CLOSED LOOPED POLO



INNOVATION

Reclaiming our leadership position

Customization



New technologies
DIRECT TO GARMENT I DIRECT FROM FACTORY I  

MANUFACTURING ON DEMAND I STORES AS FACTORIES 

INNOVATION



New store experiences
BUILDING COMMUNITY I IN-STORE THEATER

INNOVATION



New product offerings
LIMITED EDITIONS I NEW MARKETS I NEW CATEGORIES

INNOVATION



New consumers
BUILDING COMMUNITY I IN-STORE THEATER

INNOVATION



RL INNOVATION

Global community of fans

INNOVATION



Cultivating the next generation
AND BUILDING THE FANS OF TOMORROW

INNOVATION



COMING THIS FALL



INNOVATION



Jeff Kuster 
Group President, North America

North America  
Market Strategy 

Drive targeted expansion



North America region today

• $3.2B revenues  

• $1.6B retail  

• $1.6B wholesale  

• 21% OI rate 

52% of RL 
revenue

Note: North America segment 
excludes Club Monaco and Licensing 
(reported in Other)

• 41 full-price stores  

• 1 digital flagship  

• 6,848 wholesale points of distribution  

• 174 factory stores

Strong 
presence

• Mostly Gen X  

• High-value spender  

• About 30% Millennial men over past 
12 months  

• Opportunity with lapsed consumers 
and Millennial women

Valuable 
consumer

• 5% market share  

• #2 in men’s 

• #2 in women’s  

• #1 in kids

Leading 
position

NORTH AMERICA MARKET STRATEGY

Note: Market share refers to 
accessible apparel, footwear and 
accessories market in North 
America and RL brands only 

Source: Ralph Lauren Proprietary 
Consumer Survey 



“Shrink to grow”

NORTH AMERICA MARKET STRATEGY

In FY16, we were overstretched, not well organized, 
and not agile to consumer preferences

Elevate brand  
via wholesale 

cleanup

Reduce 
promotional 
dependence

Operational 
discipline  

to drive bottom 
line

1 region, 
3 routes  

to market

We are encouraged by initial results



NORTH AMERICA MARKET STRATEGY

We still have room to grow

12 
Regions currently  
below “fair share” 

12 MSAs have roughly  
half the share of our  

North America average 
 

5 
High-value, 

underdeveloped 
categories 

Denim 
Wear to work 

Outerwear 
Footwear 

Accessories

Below share Full price stores



Back to growth in North America

NORTH AMERICA MARKET STRATEGY

FY16 FY17 FY18 FY19 FY23FY15

4%

-4%

-8%

-12%

• Significant change in trajectory 

• North American revenue growth up slightly 
including off price pull back FY18 to FY23 

• Gross profit and operating income rate expansion 
throughout the journey

North America revenue growth

-16%

+2%

-4%

-16%
-15%



Drive targeted expansion

NORTH AMERICA MARKET STRATEGY

GOAL

Return to growth in North America

INITIATIVES

Partner with high-quality wholesale

Accelerate direct-to-consumer  
(small format stores, digital commerce)

Establish a balanced ecosystem in every market

Reinvest in existing store fleet



Reinvest in our existing store fleet

Initiatives 
• Renovate 30% of North America  

full-price stores 
• Reconfigure store layouts 
• Reduce back of house space 
• Better align store employees with 

performance

Impact 
• Drive traffic and consumers to  

strategic categories 
• Significantly improve store productivity 
• Incentivize engaged service and 

clienteling

TODAY

TOMORROW

NORTH AMERICA MARKET STRATEGY

Success will be… 
increased productivity in full-price stores



Partner with high quality wholesale

NORTH AMERICA MARKET STRATEGY

Initiatives 
• Refresh 40% of wholesale points of 

distribution based on 80-door test in FY18 
• Exit low-performing distribution 
• Focus the assortment on strategic categories 
• Increase performance marketing investment

Impact 
• Improved brand image 
• Focus on top locations 
• Top-line growth

Success will be… 
increased share in key categories and productivity growth

TODAY

TOMORROW



Accelerate direct-to-consumer:  
small format and elevated factory stores

SMALL FORMATS

FACTORY STORES

NORTH AMERICA MARKET STRATEGY

• Open 12 small format stores in key 
underpenetrated MSAs 

• Drive Polo “now”, iconic mesh, denim 
• Expand digital experience with omni 

channel capabilities 

• Elevate the experience: proven store 
concept launch in FY18 

• Replace lowest productivity stores 
with new high-productivity format

Success will be… 
opening small format stores in underpenetrated MSAs  

and increase productivity in factory stores



Accelerate direct-to-consumer:  
across all digital commerce channels

NORTH AMERICA MARKET STRATEGY

RalphLauren.com back 
to growth in FY19 

Growing share in 
Departmentstore.com    

Expansion across 
brand-enhancing  
pure play digital 

Scaling social 
commerce

Success will be… 
grow digital penetration to over 20% by FY23



Relaunch RalphLauren.com  
as our best flagship

NORTH AMERICA MARKET STRATEGY

• Create a brand-building consumer experience 

• Personalized storytelling 

• Invest in consumer acquisition 

• Advanced visual merchandising 

• Easy conversion 

• Strengthen quality of sales

Success will be… 
high single-digit to double-digit RalphLauren.com growth

http://ralphlauren.com


Establish a balanced ecosystem 
in every market

NORTH AMERICA MARKET STRATEGY

• Los Angeles region currently underdeveloped 

• Invested to drive growth 

- Small store in Beverly Center 

- Co-invested with key partners to refresh wholesale 
distribution points in 3 key malls 

- Refreshed 1 Polo Factory Store 

- Focused and localized marketing activation 

- Simultaneous launch in May

Flagship 
Small store 
RRL 
Factory stores 
Department stores

LA Market

Success will be… 
gain share and apply learnings in select next MSAs



We are bringing growth back  
in North America

NORTH AMERICA MARKET STRATEGY



Howard Smith 
Group President, International

International  
Market Strategy 

Drive targeted expansion



Ralph Lauren International overview

• $0.9B in APAC (15% of total) 

• $1.6B in Europe (26% of total) 

• Japan and UK second- and third-largest 
markets, respectively

41% of sales 
today

• Distribution in more than 70 countries, 
but majority of business is in 8

Broad but 
focused 
distribution

• Premium assortment, premium price, 
lower discounts  

• Much higher AURs in APAC and EMEA 
relative to North America

Elevated  
brand  
position

• Younger consumer—2-5% greater millennial 
penetration than market 

• Above-average income

Valuable 
consumer 
base

INTERNATIONAL MARKET STRATEGY



International has delivered sustainable 
profitable growth and brand elevation

INTERNATIONAL MARKET STRATEGY

(FY15-18)*

+2% 
Revenue CAGR

+19% 
OI CAGR

+12% 
AUR increase

*In constant currency. 2% revenue growth; AFTER strategic network rationalization, underlying 
growth rate is higher. For additional information regarding this constant currency measure, see 

the disclosures included in the Appendix of this presentation.



We expect to continue delivering 
growth across International

INTERNATIONAL MARKET STRATEGY

$1.6B

$0.9B

$1.4B

FY18 FY23

Europe

Asia

+MSD% CAGR

+HSD% CAGR

+MSD%

International revenue 
CAGR FY18 to FY23



Drive targeted expansion

INTERNATIONAL MARKET STRATEGY

GOALS

Return to positive comp growth

INITIATIVES

> 45% of revenue from international

Expand presence in China and  
select European markets

Accelerate direct-to-consumer  
(small format stores, digital commerce)

Partner with high-quality wholesale

Establish a balanced ecosystem in  
every market

Reinvest in existing store fleet



Asia-Pacific

INTERNATIONAL MARKET STRATEGY



Asia-Pacific Overview

• 10 countries, 7 directly operated 

• 1,000+ points of sale, 700+ owned & operated 

• Over 90% DTC 

• Japan: 50% of total

Geography

• High awareness across the region:  
  Japan 90%, South Korea 75%, China 60% 

• Strong adjacencies across store network 

• Elevated digital

Brand

• Young (over-indexes to under 35) 

• Affluent: 40%+ HHI over $100K 

• Fashion-conscious 

• Brand-conscious

Consumer

• Headroom for expansion in every market 

• Distribution & category growth 

• Price 

• Digital

Opportunity

INTERNATIONAL MARKET STRATEGY



Japan turnaround 
A model for success

INTERNATIONAL MARKET STRATEGY



After years of weak performance, a Japan 
turnaround program started in FY15

INTERNATIONAL MARKET STRATEGY

+6% 
Revenue growth CAGR

+37% 
OI CAGR

+20% 
AUR increase 

*In constant currency. For additional information regarding this constant currency measure, 
see the disclosures included in the Appendix of this presentation.

(FY15-18)*



How was this done?

Tailored assortment 

Local talent 

Relevant marketing

Elevated distribution  

Strategic pricing 

One brand, one market, one consumer 

Digital-first approach 

Productive, small format stores 

INTERNATIONAL MARKET STRATEGY

Brand elevation

Ecosystem approach

Localization



The winning formula is transferable

AUSTRALIA

SOUTH KOREA

INTERNATIONAL MARKET STRATEGY

+250%+11%
Sales increase 

CAGR

+11%
AUR increase

+28%-2%
Sales 

decrease 
CAGR

+21%
AUR increase

OI growth 
CAGR

OI growth 
CAGR

(FY15-18)*

*In constant currency. For additional information regarding this constant currency measure, 
see the disclosures included in the Appendix of this presentation.



China

INTERNATIONAL MARKET STRATEGY



China FY23

INTERNATIONAL MARKET STRATEGY

$500M 
China target 

revenue

+150 
New stores

75% 
Digital CAGR 
FY18 to FY23





China celebrities/digital marketing

INTERNATIONAL MARKET STRATEGY



Europe, Middle East  
& Africa

INTERNATIONAL MARKET STRATEGY



EMEA Overview

• Points of sale in more than 50 countries 

• Majority of business in the top 5 EU economies 

• High digital presence throughout the region

Geography

• High awareness across all key countries, 
approx. 90% 

• Prominent positioning in all key cities 

• Strong adjacencies across network

Brand

• Young (50%+ under 35) 

• Affluent 

• Fashion-conscious 

• Brand-conscious

Consumer

• Distribution & category growth 

• Price 

• Digital 

• DTC growth

Opportunity

INTERNATIONAL MARKET STRATEGY



EMEA profitable growth

INTERNATIONAL MARKET STRATEGY

+3% 
Revenue CAGR

+8% 
OI CAGR

+21% 
Digital revenue CAGR 

(FY15-18)*

*In constant currency. For additional information regarding this constant currency measure, 
see the disclosures included in the Appendix of this presentation.



Partner with quality wholesale

INTERNATIONAL MARKET STRATEGY



Strong position in 
digital, strong 

growth momentum

INTERNATIONAL MARKET STRATEGY





Growth in all channels, but outsized 
growth in physical DTC

INTERNATIONAL MARKET STRATEGY

RL has 19 full-price stores, some competitors have 150+

Current locations

Target locations

• More than 100 new stores by FY23 

• Profitable store format similar to Asia locations 

• Differentiated assortment approach 

• Complements high digital penetration 

• Unlocks online-to-offline opportunity



We will accelerate growth  
in International

INTERNATIONAL MARKET STRATEGY



Jane Hamilton Nielsen  
Chief Financial Officer

5-Year  
Financial Outlook 
Operating with discipline to fuel growth



Significant work done to reset  
to a healthier base

0%

3%

6%

-6%

-12%

FY15 FY16 FY17 FY18

+2.3%

(2.8%)

(10.2%)

(7.1%)

Last Investor Day

Challenging 
period

Reset

OI %*  10.7%   10.7% 10.2%13.6%

-3%

-9%R
ev

en
ue

 g
ro

w
th

*Adjusted OI for FY16-FY18 is non-GAAP.  
For additional information regarding this non-GAAP financial measure, see the disclosures included 

in the Appendix of this presentation.

5-YEAR FINANCIAL OUTLOOK



Increased 
quality of sales

Reduced discounting and raised AUR 
4% in FY18 

Increased GMROI by 30% 

Reduced lead times from  
15 to 9 months

Closed 75+ unproductive retail stores 

Closed approx. 25% of US department 
store points of distribution 

Decreased North America off-price 
wholesale distribution by 35%

Cut unproductive SKUs by 30%+ 

Reduced excess inventory by 30%+ 

Reduced organizational layers from 
9 to 6

Expanded gross margin 400bps** 

Reduced operating expenses by 
$300M+** 

Increased cash by $1B

Elevated 
distribution

Streamlined 
operations

Financial 
progress

During reset, we made significant 
progress on operational productivity…

*FY16-FY18, unless otherwise noted 
**Adjusted OI for FY16-FY18 is non-GAAP. For additional information regarding this non-

GAAP financial measure, see the disclosures included in the Appendix of this presentation.

5-YEAR FINANCIAL OUTLOOK



…and created a solid foundation to 
return to growth with margin expansion

0%

3%

6%

-6%

-12%

FY15 FY16 FY17 FY18 FY19

+2.3%

(2.8%)

(10.2%)

(7.1%)

Down 
LSD%

FY23

Low to mid single digit revenue 
CAGR (C$) from FY18-FY23, adding 

approx. $1B to revenues

Last Investor Day Today

Challenging 
period

Reset Return to quality growth in 
FY20

OI %*  
Mid-teens

%
Up 

slightly%10.7%   10.7% 10.2%13.6%

-3%

-9%

Up 
MSD%

R
ev

en
ue

 g
ro

w
th

5-YEAR FINANCIAL OUTLOOK

*Adjusted OI for FY16-FY18 is non-GAAP.  
For additional information regarding this non-GAAP financial measure, see the disclosures included 

in the Appendix of this presentation.



Strategy delivers strong and sustainable  
value creation model

Strategic growth priorities will…*

Grow revenues

Expand gross margin

Drive productivity for growth

Deliver top tier TSR

Which will enable us to…

Maintain a  
strong financial 

position

Invest in  
and build  

our brand and 
business

Return  
>$2.5B cash to 
shareholders by 

FY23

5-YEAR FINANCIAL OUTLOOK



Healthy balance between comp and 
distribution growth

FY18 Wholesale*New distribution 
(net of closures)

FY23Retail comp 
growth

R
ev

en
ue

$6.2B

Approx.  
$7B

Grow share by energizing core 
products 

Build 5 underdeveloped 
categories 

Renovate stores to enhance 
the consumer experience 

Approx. 55% 
Comp growth drivers  

Approx. 45%  
New distribution

International expansion 

Small format stores

*Wholesale is net of closures and includes 
wholesale e-commerce 

5-YEAR FINANCIAL OUTLOOK



Channel growth led by directly 
controlled retail and digital

FY18 Wholesale 
(ex-digital)

Digital 
commerce*

FY23Owned B&M stores  
(new & comp)

$6.2B

Approx.  
$7B

Digital will be the fastest growing channel, 
with a double digit CAGR

40% of growth digital

60% of growth directly controlled retail

Driven by RL stores and concessions, with 
targeted growth in under penetrated markets 

Continued pullback in off-price wholesale 

*Digital commerce includes owned and wholesale e-commerce  

R
ev

en
ue

5-YEAR FINANCIAL OUTLOOK



Expect revenue profile to look 
fundamentally different in 5 years

41% >45%

International penetration increases 
to over 45%  

DTC and digital wholesale penetration 
increases to 70%  

60% 70%

Wholesale brick & mortar declines to 24% 

33% 24%

5-YEAR FINANCIAL OUTLOOK



Strategy delivers continued  
gross margin expansion

FINANCIAL AND OPERATING EXCELLENCE

• Discount & promotion management 

• Pricing—improved product & analytics 

• International expansion 

• Accelerate Direct-to-Consumer 

• Product mix & new categories

Drivers

• Product cost 
• Investment in quality

Offsets

50-75bps 
improvement 

FY19

Stable in 
low to  

mid-60s 
5-year goal

5-YEAR FINANCIAL OUTLOOK



Productivity fuels reinvestment  
for growth and profitability

Drive seamless, 
simplified end-to-

end operations

Further improvement 
in SKU productivity

Lower out of stocks and 
improved turns

Leverage inventory 
across channels

50% of product on 
6-month or shorter 
lead times by FY23

Fast and flexible 
global supply chain

Reduce SG&A as a 
percent of sales

Challenge  
every cost

Annual AUR 
growth

Strategic revenue 
management

Slight 
expansion 
FY19 operating  

margin goal

Mid-teens 
5-year operating 

margin goal

5-YEAR FINANCIAL OUTLOOK



Shifting capex investment to 
consumer-facing

69%

40%

67%

FY17-18

33%

FY14-FY16

60%

31%

FY19-FY23

A
ve

ra
g

e 
an

nu
al

 c
ap

it
al

 e
xp

en
d

it
ur

es

Approx. 5%  
of revenue

3-4% of revenue 4-5% of revenue

46%

54%
50%

50%

68%

32%

Consumer-facing

Non-consumer facing

Infrastructure Consumer-facing investmentReset/test & learn

$400M

$300M

$200M

$100M

5-YEAR FINANCIAL OUTLOOK



Our priorities for cash

FINANCIAL AND OPERATING EXCELLENCE

Capex 4-5% of sales 

Investing in customer-facing elements: 
stores, digital and marketing

Strategic Investment 
Highly selective M&A – opportunistic to build our capabilities 

Strategic 
flexibility

Strong 
financial 
resources 

 Access to the 
capital markets

Target return over 
100% of free cash 
flow to shareholders

Dividend  
Grows in line with 
net income

Share repurchases 
Over $1 billion in 
over the next  
two years

Return cash to 
shareholders

1

2

Reinvest for 
growth

5-YEAR FINANCIAL OUTLOOK



Capital allocation for FY19 reflects confidence 
in our outlook and business trajectory

Share 
repurchases 
at least 
$400M

Capex

Dividend  
   $2.50, +25%

Approx. $275M

Approx. $600M

Capital return in FY19 shows our confidence in our 
strategy and financial outlook after reset 

Return cash to 
shareholders

Reinvest for 
growth

1

2

5-YEAR FINANCIAL OUTLOOK



Our plan delivers sustainable  
long-term growth and value creation

Year 1 (FY19)

Return to DTC 
growth

Return to 
growth

Growth ahead of 
category

Year 5 (FY23)

Down low  
single digits

50-75bps 
improvement

Slight expansion

$275M

Mid-single digit 
growth

Stable in low to 
mid-60s

Mid-teens

4-5% of sales

Target FY20  
return to 

total 
company 

growth with 
OI growth 

and margin 
expansion

Sales

Gross profit

Operating 
margin

Capital 
expenditures

*All guidance in constant currency 
For additional information regarding this constant currency measure, see the disclosures 

included in the Appendix of this presentation.

Approx. $1B 
incremental 

revenues  
LSD-MSD% 

CAGR

Approx.  
+$300M OI

Over $2.5B cash 
returned to 

shareholders

Progressive improvement from year 1 to year 5

Cumulative 5 year 
outlook

5-YEAR FINANCIAL OUTLOOK



We are committed to return to top-line 
growth in FY20 

We have the brand, strategy, 
capital, and team to deliver 

Our strong balance sheet and  
cash flow generation position us to drive 

profitable growth AND return value  
to shareholders 

5-YEAR FINANCIAL OUTLOOK



Patrice Louvet 
President and Chief Executive Officer

Writing Our Next 
Great Chapter

157



RECONCILIATION OF CERTAIN NON-U.S. GAAP FINANCIAL MEASURES 

Since 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. 
These rate 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"), this presentation contains references to constant currency measures, which 
are calculated by translating the 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 Fiscal 2018 include restructuring-related charges, impairment of assets, and 
certain other charges primarily related to depreciation expense associated with the Company’s former 
Polo store at 711 Fifth Avenue in New York City, its pending customs audit, the departure of Mr. Stefan 
Larsson (its former Chief Executive Officer), and the reversal of reserves associated with the 
settlement of certain non-income tax issues. Adjustments made during Fiscal 2017 include 
restructuring-related charges, impairment of assets, and certain other charges recorded in connection 
with the anticipated settlement of certain non-income tax issues and the departure of Mr. Larsson. 
Adjustments made during Fiscal 2016 include restructuring-related charges, impairment of assets, and 
certain other charges primarily related to the Company’s pending customs audit and the settlement of 
certain litigation claims. Refer to the Company's Fiscal 2018, Fiscal 2017, and Fiscal 2016 Forms 10-K 
for additional discussion regarding these charges. Included herein are reconciliations between the 
non-U.S. GAAP financial measures and the most directly comparable U.S. GAAP measures before and 
after these adjustments. 

Additionally, the Company’s long-term financial outlook excludes certain anticipated restructuring-
related and other one-time charges. The Company is not able to provide a full reconciliation of these 
non-U.S. GAAP financial measures to U.S. GAAP because certain material items that impact these 
measures, such as the timing and exact amount of charges related to our restructuring plans, have not 
yet occurred or are out of the Company’s control. Accordingly, a reconciliation of our non-U.S. GAAP 
based financial measure guidance to the most directly comparable U.S. GAAP measures is not 
available without unreasonable effort. However, the Company has identified the estimated impact of 
certain items excluded from its long-term financial outlook. Specifically, the Company’s long-term 
financial outlook excludes estimated pretax charges of approximately $100 million related to its Way 
Forward Plan and approximately $100 million to $150 million related to its Fiscal 2019 Restructuring 
Plan. 

APPENDIX



APPENDIX

As
Reported

Total
Adjustments(a)

As
Adjusted

Fiscal 2018:
Net revenues 6,182$               -$                      6,182$               
Gross profit 3,752                 8                       3,760                 

Gross profit margin 60.7% 60.8%
Total other operating expenses, net (3,254)                158                    (3,096)                

Operating expense margin 52.6% 50.1%
Operating income 498                    166                    664                    

Operating margin 8.1% 10.7%

Fiscal 2017:
Net revenues 6,653$               -$                      6,653$               
Gross profit 3,651                 198                    3,849                 

Gross profit margin 54.9% 57.9%
Total other operating expenses, net (3,743)                572                    (3,171)                

Operating expense margin 56.3% 47.7%
Operating income (92)                    770                    678                    

Operating margin (1.4%) 10.2%

Fiscal 2016:
Net revenues 7,405$               -$                      7,405$               
Gross profit 4,187                 20                     4,207                 

Gross profit margin 56.5% 56.8%
Total other operating expenses, net (3,605)                192                    (3,413)                

Operating expense margin 48.7% 46.1%
Operating income 582                    212                    794                    

Operating margin 7.9% 10.7%

____________________
(a)

(millions)

Adjustments for restructuring-related charges are recorded within cost of goods sold in the consolidated
statements of operations. Adjustments for impairment-related charges are recorded within impairment of
assets in the consolidated statements of operations. Adjustments for all other charges are recorded within
restructuring and other charges in the consolidated statements of operations.

Reconciliation of Certain Non-U.S. GAAP Financial Measures
RALPH LAUREN CORPORATION

(Unaudited)



APPENDIX

As Reported Constant Currency
Net Revenues:

International 0% 2%
Japan 4% 6%
Australia 6% 11%
South Korea (4%) (2%)
EMEA (1%) 3%

Digital Sales:
EMEA 18% 21%

Operating Income:
International 16% 19%
Japan 32% 37%
Australia 299% 250%
South Korea 26% 28%
EMEA 5% 8%

____________________
(a)

RALPH LAUREN CORPORATION
Constant Currency Financial Measures

Fiscal 2018 - Fiscal 2015 CAGR(a)

(unaudited)

CAGR = compounded annual growth rate.


