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Our apparel is marketed under numerous trademarks
including GUESS, GUESS?, GUESS U.S:A; GUESS Jeans,
GUESS? and Triangle Desig ARCIANO, Question Mark
and Tria )€ ; aand a stylized M, GUESS
Kids, B > an ESS by
MARC

The lin€ ud-
ing jeans, pé Es, 4
shirts, jackets, K ds and
infant’s.apparel, alSo « 8 range
of productstthat complé 8| lines,
including eyewear, watches, fa PS, footwear,
outerwear, swimwear, fragrance, jewelry and
other fashion accessories. These complementag
products are either designed and sourcedys

Guess headquarters or by selectively g
manufacturing licensees.

Guess?, Inc. is a publielytraded company listed
on the New York Stock Exchange (NYSE: GES).
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Brand Mission Statement

WE ARE COMMITED TO BEING A WORLDWIDE LEADER IN

THE FASHION INDUSTRY.

We deliver products and services of uncompromising
quality and integrity consistent with our brand and
our image.

We are committed to listening and responding to
the needs of our customers, associates, and business
partners, and to honoring their individual values.

We are dedicated to personal and professional
enrichment through an environment of open
communication, teamwork, trust and respect.

We continue to give back to the community, support
humanity, and protect the environment as part of
our responsibilities.

We remain committed to an entrepreneurial spirit
that fuels the growth of our company and increases
shareholder value.

Through principled leadership, we embrace diversity,
and we cultivate strength, pride, and passion to align
our personal lives with our professional lives.






CARLOS VISION

GROWING
GLOBAL
DISTRIBUTION

GUESS
BRAND

BEST GLOBAL
TEAM

CARLOS ALBERINI
Global CEO Officer, Guess?, Inc.

(right) Paul Marciano. Co-Founder, Executive Chairman,
Chief Creative Officer, Guess?, Inc.

(Mid) Carlos Alberini. (CEO Global);

(left) Maurice Marciano, Co-Founder and

former Chairman of the Board, Guess?, Inc.









OUR BUSINESS MODEL

Our manufacturing supply chain, logistics and distribution
channels are built upon long-term supplier relationships
that help us achieve efficient and timely delivery of

our products. We use multiple distribution channels

GUESS is a global diversified lifestyle brand. Our brand
is sexy, young and adventurous. It drives fashionable,
distinct product designs that underpin our reputation and

customer loyalty. including direct-to-consumer, wholesale and licensing
arrangements to sell our products, affording us agility in rapidly
We operate in fast-moving global markets serving the changing markets.

style-conscious consumer through the iconic GUESS brand
image. Our designers travel throughout the world to mon-
itor fashion trends and discover new fabrics that inspire
new lines and collections.
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Design

GUESS, G by GUESS and MARCIANO apparel products
are designed by in-house design teams located in Los
Angeles, California; Lugano, Switzerland, and Seoul,
South Korea. The Guess?, Inc. brand teams create the
design aesthetic for apparel products, jewelry and some
accessories.

Global sourcing and supply chain

Our apparel products are manufactured by a network of
contracted suppliers around the world.

We retain responsibility for the sourcing and quality
control of raw materials used in our apparel products.

Suppliers

We mostly engage suppliers through “package pur-
chases”, providing them the clothing designs and the
raw material specifications. We also will review and
select supplier offerings as needed to help round out our

product portfolio. The supplier procures the raw
materials, manufactures and delivers the finished
product to our distribution centers.

Logistics

A number of distribution centers service our major
markets. Our manufacturing supply chain, logistics and
distribution channels are built upon long-term supplier
relationships that help us achieve efficient and timely
delivery of our products. We use multiple distribution
channels including direct-to-consumer, wholesale and

licensing arrangements to sell our products, affording
us agility in rapidly changing markets.

Licensing and joint ventures

We selectively expand our product offerings and global
markets through trademark licensing arrangements and
joint ventures. These international licenses, distribution
agreements, and business partnerships allow for the sale
of our branded products in major department stores and
upscale specialty retail stores.

Wholesale distribution

We sell through both domestic and international whole-
sale distribution channels as well as licensee operated
retail stores and concessions.

Direct-to-consumer
distribution and retail channels

Our brand’s direct-to-consumer network is made up of
both directly operated brick and mortar retail stores and

e-commerce.

GUESS FY 2016 — 2017 SUSTAINABILITY REPORT: ABOUT GUESS
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FARMERS MARKET

GUESS®
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2019 Fall Winter, Guess,
tapping into a playful mix &

match mindset to allow every

girl find something for her

wardrobe

610C
puaij uolyse4




S e A




S GUESS |
OTORT
55 aurs 4

Y

e
7w
T Gt

| GUESS Gunss
55 opgss OUED
GULSS GUESS
‘ss GuUEss GUES
‘\_ GUuSs GUEBsSS '

b 2
IURxs GUESS Guns




N
o
f—
O

Fun Mix between Tailoring

Athletic for EVERYDAY

»?'? puej | uoiyse4










"y
Q)
»
=-
=
=
—
q
@
=
o




CLIENT TELLING

riv@gy, and having an

c@hpromising approach

| y. We hope thi

edinthe &8
atisrde -
feel when they

ith GUESS.



\GUESS

GUESS JEANS

U.S.A.
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SEAN WOTHERSPOON
INFINITE ARCHIVES
CALI THORNHILL DEWITT
PLACES+FACES

DR. ROMANELLI
ALCHEMIST

88RISING
CHINATOWN MARKET
PLEASURES
CARROTS

ROKIT

GUESS

LOS ANGELES

JENNIFER LOPEZ
CAMILA CABELLO
GENERATIONS

J. BALVIN
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Customer Satisfaction

GUESS has a number of mechanisms for receiving custom-
er feedback, communicating improvements, and reward-
ing our most loyal customers.

Guess Customer Care

For Guess US and Canada, we have a phone number
widely advertised for easy access to our customer call
center. For Guess Europe and China, this hotline is in the

form of an online inquiry submission.

Guess Loyalty Program
In FY2018, for Guess China, we launched the new loyalty

program, merged online and retail database, so our
customers could accumulate points more quickly, and
spend at the redeem center for coupons and gifts. We also
offer surprise and personalized rewards on occasion, to
show our appreciation to our most loyal customers. We
coordinate between online and retail to ensure a seamless

customer experience.

Direct customer interaction
GUESS associates go through rigorous and frequent

training on customer communication, needs and latest
trends. Associates in Guess write daily reports that are
submitted to managers and detail any customer feedback.
If an issue requires immediate attention, there are a variety
of ways the associates will take the issue up through their

managers or to corporates needed.

Customer privacy

Protecting customers’ personal and financial data is a
priority for us. We use a multi-layer firewall to protect
data and rigorous testing systems to ensure security of
our customer’s data. We protect customer information in

accordance with the Privacy Policy set out on our website.

Customer health and chemical testing

As part of our quality control program, it is our policy to
conduct quality and health and safety inspections for all
product styles throughout the value chain: from raw materials
and prototype testing to contractor manufacturing and
distribution center arrival. We also perform random, in-line
quality control checks during and after production, as well as
before distribution. This strict protocol not only maintains the
quality and reputation of our products but ensures the safety

and satisfaction of our customers.

Social media

Our presence on Weibo, WeChat, Redbook, Instagram,
Facebook, Pinterest, Twitter, YouTube and Snapchat allows
customers to provide direct feedback and receive information
on inquiries related to product availability, issues, or special

events.
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GUESS?, INC. RETAIL STORES ARE IN MORE THAN

100 Countes 1
ronn s < ‘

pparel, denim, handbags,
_footwear and other related ;
consumer products. GUESS products are
distributed through GUESS stores aswell |

as better department and specialty stores

around the world.

www.guess.com




FY 2017
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YTD FY19

NUBER OF CHINA STORES EMPLOYEES
(direct operations, I|censees &

209 1000+

NUMBER OF STORES CITIES
(direct operations, licensees &

dlstrlbutors |

HEADQUATERS

SHANGHAI
TAIWAN
HONGKONG
OFFICE OFFICE

GREATER CHINA




GUANGZHOU

STORE IMAGE -



STORE IMAGE — SHANGHAI
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STORE IMAGE — HONGKONG



STORE IMAGE — MACAU
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Times Square, it comb| e[ﬁ e simplicity of

contempmry minimalist de5|gn with brown and

white purity and modernity. - =
p Ej 4 n o

The perfect combination of two sensational feelings

_in one store reflects the diversity and inclusiveness of

GUESS clothing. ”

" Here you can be hoth minimalist and stylish.
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