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Forward-Looking Statements Disclaimer

This presentation contains forward-looking statements within the meaning of the Private Securities Litigation Reform Act of 1995. All statements contained
in this presentation that do not relate to matters of historical fact should be considered forward looking statements. These statements include, but are not
limited to, statements regarding our future results of operations, financial position, and expected free cash flow breakeven; industry trends, including
expected customer demand and market growth; competitive advantages; expected operational efficiencies; planned capital expenditures; marketing
initiatives and goals; and other business objectives and strategic initiatives. Forward-looking statements are inherently subject to risks and uncertainties,
some of which cannot be predicted or quantified. In some cases, you can identify forward-looking statements because they contain words such as “aim,”
“anticipate,” “believe,” contemplate,” “continue,” “could,” “estimate,” “expect,” “intend,” “may,” “plan,” “potential,” “predict,” “project,” “should,” “target,”
“toward,” “will,” or “would,” or the negative of these words or other similar terms or expressions. You should not put undue reliance on any forward-looking
statements. Forward-looking statements should not be read as a guarantee of future performance or results and will not necessarily be accurate indications
of the times at, or by, which such performance or results will be achieved, if at all. Forward-looking statements are based on information available at the time
those statements are made and were based on current expectations, estimates, forecasts, and projections as well as the beliefs and assumptions of
management as of that time with respect to future events. These statements are subject to risks and uncertainties, many of which involve factors or
circumstances that are beyond our control, that could cause actual performance or results to differ materially from those expressed in or suggested by the
forward-looking statements. In light of these risks and uncertainties, the forward-looking events and circumstances discussed in this presentation may not
occur and actual results could differ materially from those anticipated or implied in the forward-looking statements. These risks and uncertainties include
our ability to manage our growth effectively; the highly competitive and rapidly changing nature of the global fashion industry; risks related to the
macroeconomic environment; our ability to cost-effectively grow our customer base; any failure to retain customers; our ability to accurately forecast
customer demand, manage our offerings effectively and plan for future expenses; risks arising from the restructuring of our operations; our reliance on the
effective operation of proprietary technology systems and software as well as those of third-party vendors and service providers; risks related to shipping,
logistics and our supply chain; our ability to remediate our material weaknesses in our internal control over financial reporting; laws and regulations
applicable to our business; our reliance on the experience and expertise of our senior management and other key personnel; compliance with data privacy,
data security, data protection and consumer protection laws and industry standards; risks associated with our brand and manufacturing partners; our
reliance on third parties for elements of the payment processing infrastructure underlying our business; our dependence on online sources to attract
consumers and promote our business which may be affected by third-party interference or cause our customer acquisition costs to rise; failure by us, our
brand partners, or third party manufacturers to comply with our vendor code of conduct or other laws; risks related to the Company’s debt, including the
Company’s ability to comply with covenants in the Company’s credit facility; risks related to our compliance with Nasdaq's continued listing requirements
and other Nasdaq rules; risks related to our Class A capital stock and ownership structure; and risks related to future pandemics or public health crises.
Additional information regarding these and other risks and uncertainties that could cause actual results to differ materially from the Company’s
expectations is included in our Annual Report on Form 10-K for the year ended January 31, 2024. Except as required by law, we do not undertake any
obligation to publicly update or revise any forward-looking statement, whether as a result of new information, future developments, or otherwise.
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Company
Overview




Investment Thesis

At the Center of Key Trends

Shift from ownership to access
Growth of e-commerce

Growth of secondhand clothing
Sustainability

Increasingly female workforce

Unique Competitive Advantages

e Proprietary operating system

e Data and technology to power
‘Closet in the Cloud’

e 10+ years of rental logistics and
garment preservation know-how

e Hundreds of deep, multi-year brand
partner relationships

' Euromonitor Market Sizing and Growth Estimates (2023)
?GlobalData Market Sizing and Growth Estimates (2023)
°Based on FY23 10-Item Customers.

“Excludes COVID-impacted cohorts.

°See GAAP to Non-GAAP Reconciliation in the Appendix

Addressing Fastest-Growing
Segments in $359B
U.S. Apparel Market'

e Online: $165B market growing at
9% CAGR!

e Secondhand: $43B market growing
at 24% CAGR?

Attractive Economics
and Profitability as We Scale

e Recurring revenue base

e Strong operating leverage with full
year of positive Adj. EBITDA in FY22
and FY23°

e Attractive LTV/CAC with historical
cohort breakeven of < 12 months*!

e Mix shift to non-wholesale product

e Anticipating free cash flow
breakeven in 2024°

Compelling Value Proposition for
Customers and Brands:
Two-Sided Discovery Engine

e Subscribers on average receive
~$4,000 designer clothing per
month’ - ~25X GMV value for
spend

e Brands get new customers and
critical data

Multiple Drivers of Future Growth

e Multiple revenue channels, with
Reserve and Resale funnel into
Subscription

e Investmentsin customer
experience to increase loyalty

e Increased brand awareness

New brands and use cases

SFree cash flow defined as net cash (used in) provided by operating activities plus net cash (used in) provided by investing activities. Reconciliation of free cash flow expectations for fiscal year 2024 to the closest corresponding GAAP measure on a forward-looking basis is not available
without unreasonable efforts due to the high variability, complexity, and low visibility with respect to the charges excluded from these non-GAAP measures, in particular non-recurring expenses, which can have unpredictable fluctuations based on unforeseen activity that is out of our control

and/or cannot reasonably be predicted
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How Subscription Works: A Personalized and Seamless Utility

1. Discover and Pick items 2. Easily Order
from Personalized Assortment

Storefrontis
unique to
her

based on
preferences
and fit

Give feedback on
style, fitand
quality)

Hi, Morgen

6. Review Items
5. Return Conveniently

' Schedule a Home Pickup

Let us know how this item fit
Select all that apply

NEW!

No time to drop off returns?

OVERALL Welll pick up your returns when we deliver your new
shipment. Schedule your complimentary pickup now!
ARMS/SHOULDERS PICKUP DETAILS
February 16th, 9AM-6PM

BIG JUST RIGHT SMALL
@ Contactless Pickup
VIl put my returns in an accessible pickup spot
WAIST
@ IE)lrect Handoff )
HIPS Pll hand my returns to the courier

3. Receive

Customize shipment
by adding F 4B ltems
extra items : alrrive
clean
or swaps 2 N o
RENT THE RUNWAY ready
to wear

Options
for every
Occasion
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There are Multiple Ways to Monetize Our Subscribers

80+%

of our revenue comes
from Subscribers

Shipments Available

Your next 4 shipments
unlock December 24th.

+ Add a Shipment

How to Swap

SUBSCRIBE

+ Options for Extra
Spots/Shipments

RENT THE RUNWAY

Ready for
something new?

Check out your personalized picks down below.

Want more? Rent more!

$25/month

Sizes 6, 8,10 Delivery on 5/17

Your Quick Picks

BUY

RENT THE RUNWAY

Ready for
something new?

Check out your personalized picks down below.

At Home

Opening Ceremony
Squiggle Short Sleeve...
Size:M

$295-Retait 10% off
$265.50 To Buy

Sizes 6, 8,10 Delivery on 5/17

Your Quick Picks

RESERVE

Ulla Johnson

$70 to rent
$395 original retail

ADD TO BAG
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Deeper Brand

N\
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Through Our
Two-Sided ~ VastQuality,
. Actionable Data and
Discove ry Revenue Growth
Engine,
Customers
Find New
Brands They ooy @- "
Love and S 1.
Brands Find Y |
New 8§ \ N N ";%_:.i.‘“ ///; u,
Customers Customer Engagement @lgg=—T| " 31

and Word of Mouth -

They Need e

N
\ \  Magical
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\ ‘ Experience
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We Are at the Center of Key Trends Driving Consumer
Behavior in Our Favor

Shift from Ownership to Access Desire for Variety and Newness Growth of Online Shopping
% of Market Represented by Access Models' Avg. Items Purchased per Consumer? 5015-2022 U.S. CAGR
86% 70
69% 65 27%
60 17%
23% i
50
I N
Home Recorded Hospitality 40
Entertainment Music 35 , : . : i i Mobile eCommerce Online Apparel
NETFLIX = 1990 1995 2000 2005 2010 2015
Social Media Increasingly Female Normalization of Importance of
Driving Fashion Workforce Secondhand Sustainability

51% S * ;;%pd 74% 66%

of RTR subscribers agree have shopped or are of RTR subscribers
that social media ups the more on clothing open to shopping consider sustainability
pressure to have variety in annually than their male secondhand apparel.® important when

their wardrobe.* counterparts.® purchasing clothing.*

" Access models within the global OTT home entertainment market (% subscription) according to PWC, 2022; Access models within the global recorded music market (% digital) according to GS Research, 2022. Access models within the U.S. hospitality
market (% Online Short Term Rentals) according to Euromonitor, 2022.

2 American Apparel & Footwear Association.

3 Euromonitor, 2022.

4 March 2023 RTR Subscriber Survey.

5 Consumer Expenditure Surveys, U.S. Bureau of Labor Statistics, September, 2022.

¢ GlobalData Consumer Resale Survey, 2022.
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We Are Addressing the Fastest Growing
Segments Within Apparel

S412 2023 - 2026 CAGR
S359
Appgéi $340 Online
S211 o
U.S. Online S165 9%
. 154
Apparel ° $82 Secondhand
us. S43 o
Secondhand S27 24/0
2021 2023 2026E

Offline Apparel’
IPO TODAY FUTURE 1%

S s: Euromonitor 2023, GlobalDat: 2023 Infin R rch Limited 2023.
'Re fI s the US Offl e Apparel market excluding o | I . The Offline Apparel market was $194B in 2023 and is expected to be $200B in 2026.
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Our Customers are the Current and Future Luxury Customers

AVMNNY IHL INJY

They Lead Busy Lives And Have Common Core Values

Family  _1/3 20s-40s

Have Kids or Pregnant ' Average Age Range 2

Career 90%"' 60%+

Working G Subscriber Household Income of

S100K+2
~90%

(o)
58%
ve At Least a Bachelor’s First-Time Reserve
Degree?

Customer HHI of S100K+
Social 8 5 % 6 5 %
Socialize 2x+ Per Week'

Feel Time Starved'
Region 7 7 O/O

63%
Of U.S. Zip Codes

Live Outside the Top
Represented3 TRTR Customer and Subscriber Surveys as of November 2022 and March 2023. 'IOO US CItIeS 1

2RTR Customer and Subscriber Surveys as of March 2024. 10
3 Inhabited US mainland zip codes or similar.




Who is Our Customer?

Mom of Two, 34
Atlanta, GA

‘| feel like RTR has evolved
with me through
pre-pregnancy,
post-pregnancy and body
changes. RTR has helped
me evolve my style.”

Consultant, 24
Brooklyn, NY

“‘Before RTR, | would
spend anywhere from
$50-$200 weekly at
stores like Zara. RTR
introduced me to brands
and quality | could never
afford.”

Tech Executive, 32
San Francisco, CA

‘RTR has allowed me to
keep my closet fresh
without having to worry
about being wasteful if |
only want to wear the
look once. RTRis the
highest value money |
spend on fashion.”

Professor, 41
Minneapolis, MN

‘I wanted to be more
environmentally-responsi
ble in the way that | was
choosing clothing. | can
wear clothing that is higher
quality and has a longer
life-span.”

AVMNNY IHL INJY
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We Deliver Significant Economic Value Versus Purchasing

$595

$150

" Altuzarra : :
$1495 Shoshanna
$450

LAgence
$410

~$4,000

in value for

S144

ALC.
$295

Ulla Johnson
$470

ba&sh

$380
Lo Jizaim DeMellier
$248 $459

MICHAEL KORS

Y3 of
S $144 an ltem

BANANA REPUBLIC

ZARA

No Outfits

Fewer Options

Fewer Options

10 ltems, 2 Shipments

More Outfits

No Cleaning Costs

Cleaning Costs

Cleaning Costs

Cleaning Costs
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https://www.renttherunway.com/shop/designers/jason_wu/lace_detail_dress?lens=classic
https://www.renttherunway.com/shop/designers/diane_von_furstenberg/zaydie_sweater?lens=classic
https://www.renttherunway.com/shop/designers/msgm/pink_check_tweed_jacket?lens=classic
https://www.renttherunway.com/shop/designers/mansur_gavriel_accessories/m_frame_baguette_bag?lens=classic
https://www.renttherunway.com/shop/designers/rachel_comey_accessories/bowie_choker_necklace?lens=classic
https://www.renttherunway.com/shop/designers/31_phillip_lim/striped_poplin_top
https://www.renttherunway.com/shop/designers/tanya_taylor/bryna_skirt?lens=classic
https://www.renttherunway.com/shop/designers/proenza_schouler/ribbed_zip_sweater
https://www.renttherunway.com/shop/designers/derek_lam_10_crosby/daisy_wide_collar_cardigan

Compared to Traditional Retail, Rental Subscription is a
Daily Utility Delivering Significant Financial Value

The average subscriber receives clothing worth

> 25X GMV what she pays

Customer RTR Solution
Problem “Unlimited Closet”

~$40,000°

Value
~$3,800 Received

Value

Dry Cleanin
Y g Received Annually

($500)

~$1,700
Annual Spend?

'ING Direct, Capital One Survey.
2 Annualized 10-item monthly subscription price of $144 per month.
3 Annualized average GMV of items received during FY 2023 for a 10-Item Customer.
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We Inspire Discovery of New Styles, Looks and Brands

She Owns This She Rents This

~20%
99% of are the color black? #* -
subscribers try ) | |
brands they’ve | Ovebr #Oh/o . )
never owned1, * have embellishmen
45+ brands .
in year 12 Over 50%
printed styles?
SIS Gl 2R (Rl Discover outside her traditional style

Source: RTR Subscriber Survey as of March 2023.
2 As of Q1FY 2024
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Viral Brand and Deeply
Engaged Consumer Base Have
Powered Organic Adoption

@)

S of subscribers say RTR
of total revenue spent  makes them the most
on marketing since confident version of
founding' themselves?

80%+ 19%

of customers acquired  Unaided brand
via word of mouth' awareness®

' As of 1/31/24.
2 RTR Subscriber Survey as of March 2023.
3 Among U.S. women ages 18-45 with a household income of $50,000 or more; as of Q4 2023.

AVMNNY IHL INJY



Renting Results In Net Environmental Savings vs.
Purchasing New

Rental Displaces
Purchase

Rental Benefits
Even When Factoring

in Cleaning and
Two-Way
Transportation

Waste Reduction

"November 2022 Subscriber Survey.

829% buy fewer clothes after joining RTR!

estimated new garments displaced since 20102 savinga

~1.6M total of®:
67/M 99M 4L4M

gallons kWh pounds of
of water of CO2 emissions
energy

Estimated net 24% 6% 3%

environmental savings of -
renting versus purchasing:* less water less energy less CO, emissions

~100% of all unusable rental product diverted from landfill

4Percentage of savings are based on (a) the calculation of individual environmental impact of

2 Displacement was calculated by (Rental Wears - Linear Wears) / Linear Wears. Displacement was multiplied by estimated number of units in all categories studied. each category as presented in the LCA, weighted by (b) the percentage of estimated total
3 Environmental savings are based on results of an LCA Study conducted March 2021, specifically the net upstream production impact across all categories studied. wears for each of the 12 categories, as measured from 2010 through 2021.
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RTR is a Powerful
Discovery Platform
for Designer Fashion

91% of our brand partners say
Rent the Runway introduces
their brand to new and different
customers compared to their
other accounts that are
essential to their business
success.'

We have strong relationships with
our brand partners and have
experienced extremely limited
voluntary attrition.

" June 2021 RTR Brand Survey.

rag & bone A LLC O S

s 'I'A u D RONNY KOBO  Reformation

mar N RE/DONE Favorite Daughter

HOLZWEILER ~ PATOU MISSONI

MANSUR

SANDY LIANG JASON WU

GAVRIEL

NALLXIS E T RO TORY@BURCH

I R O

Tibi

ADAM LIPPES

ULLAJOHNSON 42X i‘:;g (O

coperni rabanne

Maison Margiela
PARLS

ALIETTE HUGO BOSS

KOCHE

DOUBIERY

MONSE

CECILIE BAHNSEN

THEBE MAGUGU ~ ALTUZARRA JWANDERSON BRANDON MAXWELL ROSIE ASSOULN

eeeeeeeeeeeee

cccccccccc
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RTR Provides Access to Current Products at a Fraction of
the Price of Luxury Players

Luxury Sites Rent the Runway

DESGNERS ~ FORME THEEDIT  CLOTHING  SHOES  BAGS  JEWELRY  ACCESSORIES  BEAUTY  KIDS HOME  WELLNESS  SALE

<:*.ri<«-ii«:-i=-

. $98 Reserve Rental (2nd SIZE FREE) /
< $875 to buy on Luxury Site Also available via monthly subscription programs
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1.

We Have Improved the Fashion Assortment on Our

Platform While Significantly Reducing the Cash Needed to

Ach1re It % Items Acquired % Items Acquired
in FY19 in FY23
We are targeting
B Wholesale at least 2/3 of our
Share by RTR prO_dl_J(?t
. . acquisition
Exclusive Designs through

Rental Product (Capex) ' $1 18M $7 oM
% of Revenue 46% 25%
Total Product Spend

(Capex'+Rev Share) 50% 37%

% of Revenue

Rental Product Capex represents rental product acquired in period. Rental Product Capex is equal to Rental Product Purchases plus (i) the purchases of rental product not yet settled and minus

(i)

non-wholesale
channelsin the
short-term

rental product received in prior periods.

AVMNNY IHL INJY
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We’ve Innovated Product Acquisition to be More Capital

Efficient

Our Consignment Channel, Share by RTR
Reduces Upfront Product Spend

300+

Brand partners

Select and acquire at zero or low upfront cost
Revenue share payments up to maximum cap

Broadens and de-risks assortment via new
categories, styles and designers

"Wear rate for Exclusive Design apparel rentals vs. wear rate for non-Exclusive Design apparel rentals in FY 2023.
2 Damage rate for Exclusive Design apparel vs. damage rate for Wholesale apparel that was rented in FY23.

We Leverage Our Data to Create
Exclusive Designs in Partnership with Top Brands

0
Lower Product Cost
than Wholesale

o
+210 bps ~25%
Higher Wear Rate' Better Damage Rate?

AVMNNY IHL INJY
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We Plan to Continue to Innovate How we Merchandise
to Drive Increases in Conversion and Loyalty

We’ve introduced use-case based shopping hubs to show how the RTR closet
can fully outfit her for work, events, travel and beyond

Our spring collection of wedding-guest gowns,
hand-selected straight from the runways and
ready for any dress code. Make the commitment

SN\ = |
- =N
H i The Spring Wedding Closet

now.

G

T

y . .
(ke [
The Spring Travel Closet The Spring Wedding Closet
Awardrobe primed for any adventure. Alluring looks for every dress code.
)
( "i
{ =
(]
(\ =3 Best Dressed Guest Cocktail
’ Dates v ™ Sizes <7 10001
1 Sort by recommended = Filters

j /
The Spring Weekend Closet The Spring Party Closet \ @
Versatile styles for your free days. We only play (and wear) the hits. ’\

your packing list

e

Versatile denim Light layers

Eye-catching midis Sightseeing shades

Curated style for every version

of work you

on

02) 04

B X
\jﬂ 4) )

when youblock offyour
calfor coffee & creafivity

(01) mini candy bag mansurgavriel (02)
miniastrahoopsdemarson (03) dale
sweater sandro (04) warhol floral skirt ke
superbe (05) palmaaviator sunglasses
lele sadoughi

whe
1

(01) franci
maeve

handbay

(05) fat

AVMNNY FHL IN3Y
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We Plan to Continue to Innovate How we Merchandise
to Drive Increases in Conversion and Loyalty

Styling advice & immersive visuals show customers how to use our assortment
and educate her on latest trends and designers

spring 24 trend guide

muted pastels

Cue the calm: Soothing shades are glazing over our
spring styles, from light lilac to sky blue.

Rent Pastels

Seasonal hubs showcase trends
with styled collections for easy
wear

we cracked those niche dress
codesforyou

For the “Refined Rodeo” Invite For the Birthday Bast

Styling advice highlighted
throughout the experience

we have someideas for your
next shipment...

NI
J‘-\ ( J |
[
| 1A
ll

The Shirt Dress Jumpsuits
Be comfy and camera-ready in a Buttoned-up,
breezy silhouette with just the style. Swap th

right amount of structure. clean lines an

Helping her put the whole look
together

Partnership with celebrity stylist
Maeve Reilly, guides us in styling
looks for the office + beyond

AVMNNY FHL IN3Y
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Unique Customer Inputs Fuel Our Personalized

Experience

Personalized Fit
Recommendations

9:41

Cancel Size and Shipping

Ship To 345 Hudson Street

Size 6, Regular % Great Fit
0, Regular

lar
93% of customers like you were happy
with size 6, Regular
6,Regular % Great Fit

8, Regular
10, Regular

12, Regular

* Recommendations based on other Size 4 members
Edit Size Profile

$0torent
$395 original retail

ADD TO BAG

Reviews from
“Women Like Me”

Reviews
Like Me v

Height
53"

ek ¥ Kk ok
Great top!
Mary Kathryn

54" | 1281bs | 34DD
Size Worn: 6 | Usual: 2

* %k Kk

Beautiful shirt!
This shirtis stunning in person. It looks every.

Mallory
57 1 1251bs | 34C
Size Worn: 0 | Usual: O

%k dok ok

Raaahr
Bring out your inner cheetah and rent this to.

Deborah
53" | 1421bs | 38C
Size Worn: 8 | Usual: 8

Personalized

Carousels

RENT THE RUNWAY

30 to rent sotorent

Dresses You'll Love

Lauren Ralph Lauren Staud
Vilma Dress Paisley Carolina Dress
§185 | $166.50tobuy  $245 | $22050to buy
$0torent $0to rent

Items From Designers You'll Love

(=]

Marissa Webb Collective ~ Rixo
Ruffle Mini Dress Printed Steph Dress
$276 | $248.40tobuy  $365 | $328.50 to buy
$0to rent SOtorent

2]

50 to rent

=]

bagsh
Voyce Dres

$220 | $13
$0to rent

=]
Thakoon Ct
Animal Prin
$300 | $2
$0 to rent

AVMNNY 3HL IN3Y
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Our Customer and Inventory Data Is Highly Differentiated ¢

We have a set of data UG

. 0 ustrative Data
that is unique to our
business model A 5353 PR
because nearly 100% + Photo reviews
of items are returned InventoryQuallty&Durablllty

Garment usage and longevity

tous . Lifetime turns

« Unit level quality
« Garment science
« Fabric data

Customer Usage Data

- Calendar / Occasions
« Preferences

- Life stage / profession




We Have Evolved Our Data Advantage Over Time

# data points

2018: Launch of
subscription +
post-wear survey

2016: Flexible
product tagging

2014: Introduct|on

photo reviews

Note: Data points over time are illustrative.

2023: Al Search &
User Behavior

Monitoring T

2022: Digital Issue
Tagging e

2021: RFID rollout

\

2020: Expansion of
inbound automation

Post

T Wear

Data

Customer

Data

_._—m_>

Time

Helps Drive
Competitive
Moat

Differentiated
Algorithms and
Features

AVMNNY IHL INJY
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We’ve Custom Built Software that Powers
Just-in-Time Reverse Logistics at Scale

Select Proprietary Technology Uniquely Developed In-House

SN = I )

Reservation Customer-Facing Inventory & Order Prioritization Warehouse Hardware Transportation
Calendar Applications Merchandising & Fulfillment Management Plug-Ins Management
Systems System (WMS)

Financial Systems

Customer Service Software

AVMNNY 3HL IN3Y
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Our Unique Operational Processes Enable Us To Turn Products
Quickly and Monetize Over Multiple Years

AVMNNY IHL INJY
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We’ve Developed a Competitive & Complex Operations
Process That Has Driven Efficiencies Over Time

46%

Fulfillment

\ Costsas %
34— e 2.9, of Revenue are

SU% =g 29% down
17 percentage
points
since 2019
FY19 FY20 FY21 FY22 FY23

We have been able to achieve these fulfillment margins, despite the fact that fulfillment expenses
include all costs to receive, process and fulfill customer orders, two-way shipping expenses, fulfillment

labor costs, garment repair, restoration and cleaning, packaging materials, and other fulfillment costs.

AVMNNY FHL INJY
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Multiple Levers to Help Drive Future Growth

More of
What We
Do Today

Grow
Subscribers

Hil I'm going wine tasting in
Napa for my birthday and need
something cute to wear. I'd

prefer a dress, and | love florals
and pastels.

Hi Sara! | put together the list
‘Napa Birthday Weekend' based
“n your preferences. You can

w the list here.

e

Invest in Customer
Experience

AVMNNY IHL INJY

. . . AT Hu.
4 } ﬁ . & kate spade newy...

Dragonfly Rivieria ...
Size: S

$368 38% off

o $230 to buy
» —Buy Now m

Expand Assortment
and Use Cases

Resale through
“Try Before You Buy’

Potential

Future
Levers

Launch New
Categories and
Offerings

, IMMEDIATE FRIZZ
REDUCTION

> MOISTURIZES &
HYDRATES

- HEAT PROTECTION

GET 15% OFF

N on theOUAL.com
CODE: IWAY15

Advertising through
Brand Partnerships

Dataasa Expand
Product Internationally

29



Leadership Team with Deep Expertise Across
Leading Consumer and Technology Companies

Board Members

JENNIFER HYMAN
CEO, Co-Founder and Chair,
Rent the Runway

<>

JENNY FLEISS

Co-Founder, Rent the Runway

_ _ h TIM BIXBY
Jennifer Hyman Sid Thacker Drew Rau Natalie McGrath CFO, Lemonade
CEO, Co-Founder and Chai Chief Financial Office Chief Supply Chain Officer i i i

under ir ief Fi i icer pply Chief Marketing Officer SCOTTFRIEND

ESTEE LAUDER @ zalando COALITION X uZ[FF Mcglgsoexzpany amazon 5 BOWERY afterpaye® BANDIER Partner, Bain Capital Ventures
Current BoD Current BoD R loverstock Moét Hennessy boohoo BETH KAPLAN

Growth stage investor and advisor

EMILMICHAEL
Chairman and CEO, M8 Enterprises

GWYNETH PALTROW
Founder, Goop
MIKE ROTH
. ) o Former VP Global Supply Chain &
Cara Schembri Sarah Tam Zach Phillips Becky Case Transportation at Amazon
Chief Legal & Administrative Officer Chief Merchant Officer SVP, Product SVP, Engineering
Etsy AVON (SaksFih Apenue amazon
Zoppos! K3

shopbop

AVMNNY IHL INJY
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RENT THE RUNWAY
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Growing Geographic and Use Case Diversity of Our

Subscription

FY 2023 Ending Active Subscribers by Region

® Mid-Atlantic

@ Midwest
Mountain

@ New England
Pacific

@ South

® South Atlantic

FY 2023 Shipped Items by Use Case

Examples

include: blazers,
work dresses, sKirts,
suits

Examples
include:
weddings, black
tie, nights out,
cocktail parties,
galas, date nights

23%
Evening

54%
Casual /
Weekend

Examples
include:
trousers,
sweaters,
athleisure,
coats,
vacation attire,
clothes for
family time,
brunches,
friendly meals
and leisure
activities
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Brands Have Faced a Structural Shift in the Retail Landscape
Decline Of Traditional Heightened Competition [ eager t-FiVF=a11- k]

Wholesale Channels From Mass & Fast Channel For Every
Fashion Brand

19% of department stores

SpEEIse D EIEEE N ME: Mass market and fast fashion Brands are seeking DTC

three years. Grew 21% in the past 3 years 2 channels, but often lack the

financial or human capital to
build them.

Larger, Fractured Aging Consumer Growing Importance
Discovery Landscape Base Of Data

Shift to online, direct search and _ Data s critical to product
endless aisle of new brands Older generations penetrate strategy and customer
leaves brands with customer higher into in-store shopping acquisition.

discovery challenge. relative to younger
generations.

' Statista, 2023.

2 GITNUX Market Data Report 2024
3 Statista
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We Present Our Brand Partners in an Aspirational Way

STATENENT MaKERS

n OQur
adar

DESIGNER EPOTLICHT

Summer Favorites

Curate your dream summer wardrobe with
styles from three designers we love.

FARM Rio

Founders Katia Barros and Marcello Bastos beleve i the local
their native Rio de Janeiro, sharing collections that embody th
vibeant energy and femining spift. Since the brand's humble beginnings
a5 3 single stal i ane of Brazl's open ak markets, Barros anc Bestos have

- remained decicated 10 helping their community thiive, empioying & team
of local anisans to creats the countiess prints featured b1 &ach colection.

The whole idea isjust to
feel good in your skin.

¢ Launched:
w7

Fun Fact:
OBRIGADD: OBRIGAD! Tne brand's name vies insgired by Farme de Amoedo, a strest and
- mesting piace slong Rio's Ipanema Beach.

| ‘ l The Must-Rent:
| An sll-over print festuring fiore snd fauns In every color of the rainbow.

’j renttherunway © Calling all maxi dress.
o @sprace © o (v}

Paco Rabanne by
Julien Dossena
@ cosernven nen ot sars
3gain, [MUST GET MY HANDS ON

THIS DRESS!! w9

Vv

@ immiestzaven isic e ings

@ @ @ @

oQv A

FaRa RO FaRaRo FaRe RO FaRaRo FaRM o
388 kes Mo P B.son Do Fiyrg Towcan Shorts Topcaf B dumsst Mocon dampast Tougan Parsdse Romoer neghto tos: oI
- . A N - 1 . i top of one’s head to the bottom
e s e s o= of one's toes
Login sww et st 530- 3380 et st 35t

Social Media Designer Landing Pages Video Email
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https://docs.google.com/file/d/10YXz8-lhB9d3h11SoS6TPRIUz3cn53US/preview
https://docs.google.com/file/d/1314r7cFaAmsvib7gtEwxrYfr9COSx2xe/preview

We Have the Ability to
Monetize Products Over Many
Years and Create Megahits

i;— 75,539

Total Shipped Units

30 -—— 129
Units Purchased ; Current Active Units
at Launch

3162

Cost per Unitin 2011

Jan. 2011 ——

Launch on Site

-~ S1.2M+

Total Revenue

s S147
] Current Cost per Unit
& Fifth Avenue
1]\34‘?5[)(%1%1 Showstopper

Cumulative data over 10 years since original launch through Jan 2024.

Fifth Avenue
Showstopper Dress

(. i i
|
{ )/ L
{ l;
8
Countdown White Fifth Ave Black Pleated Sequin Garden
Couture Gown Showstopper Dress Gown Dress

15+ Styles Inspired by the

Showstopper Dress

Data creates annuity stream for RTR

and brand partners

S5.5M+ Total Revenue

From the Fifth Avenue Showstopper and Styles It Inspired

AVMNNY 3HL IN3Y
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Our Data Helped Ulla Johnson with Production Improvements

ANALYSIS ::::>

UTE 0.70

Deactivation
Rate ;

Reason Wear/Tear -
Faded or Worn Out
Color & Dye Bleed / Color
Loss

UTE 0.86

Deactivation
Rate

Reason Wear/Tear -

Faded or Worn Out Color &
Ripped / Torn
S
¥ UTE 0.70
1

Wear Rate
Reason 90%0f customers said the

style ran small, particularly
in waist and butt region.

Cute but too small

If | were to stand up straight and not sit these would be fine but

I'm usually an 8 or 10 depending on the brand and sizes up toa
12. My but is unfortunately sort of fiat and like many of the
comments | struggled to get the pants over my butt. It's a bit
tight in the waist and thighs.

SIZING

COMMENT

AVMNNY 3HL IN3Y

IMPROVEMENT

FINALRESULT

Ulla’s production
team studied the
deactivated units
with their
manufacturer. They
have since changed
the quality of their
denim to minimize
color fading issues. M
They are regularly W
using RTR data to ‘
improve their fit.

UTE 0.86

AVILN3AIANOD

Deactivation Rate 11%

ULLA JOHINSON



We Acquire Product in Three Strategic Ways

AVMNNY FHL INJY

1. WHOLESALE 2. SHARE BY RTR 3. EXCLUSIVE DESIGNS

OVERVIEW Products we acquire directly from brand Products we select and acquire directly Leverage our data to collaborate with
partners, typically at a discount to from brand partners on consignment at brands to create exclusive designs under
wholesale prices zero or low upfront cost their brand name. Manufactured by third
party partners

Original retail prices set by brands are Performance based revenue share

often at a 2.5x mark-up payments to our brand partners Pay brand partners an upfront fee and
minina, revenue share payments

BENEFITS Ability to access an important wholesale  Ability to widen product selection Ability to innovate at minimal cost
FOR channel for their business

BRANDS yer P d

Access new customer demographic vs. pay-for-performance model

traditional wholesale channols Leverage archival designs and RTR data

to improve fit




How We Acquire Products and Financial Impact

Description

Consolidated Statement of
Operations

Consolidated
Balance Sheets

Consolidated Statements of
Cash Flows

Wholesale

Exclusive

Purchased from brand partners
Typically at a discount to
wholesale

Acquired from brand partners
on consignment

Zero to low upfront cost

Performance-based revenue
share payments over time

Designed using our data in
collaboration with brand
partners

Manufactured through
third-party partners

Upfront payment and minimal
revenue share payments to
brand partner

Straight-line depreciation with
three-year useful life and 20%
salvage value'”

Upfront and
performance-based revenue
share payments expensed as
incurred

Upfront and
performance-based revenue
share payments expensed as
incurred

Manufacturing cost recognized
through straight-line
depreciation with three-year
useful life and 20% salvage
value!

Capitalized as long-term assets

Not capitalized as we do not
ownthe items

Manufacturing cost capitalized
as long-term assets

Capital expenditure at time of
acquisition

Upfront and revenue share
payments flow through Net
Income as incurred

Upfront and revenue share
payments flow through Net
Income as incurred

Manufacturing cost is a capital
expenditure at time of
acquisition

() The cost of accessory items, which made up less than 10% of the gross book value of rental product as of January 31, 2023, is recognized through straight-line depreciation with a two-year useful life and 30% salvage value.

@ For both Share by RTR and Exclusive Designs, the Company shares a percentage of revenue less a logistics fee with the brand. This revenue includes (i) revenue attributable to each item in connection with one-time reserve rentals; (ii) revenue attributable to each

item from Subscription (this is based on the number of days at home during a subscription period), and (iii) revenue attributable to each item in connection with Resale of such items, less any liquidation costs. Both the percentage of revenue, and the logistics fees,
can vary depending on the brand partner. Most Share by RTR items earn revenue until a cap has been reached, at which point, title generally passes from the brand to the Company.
@ Includes a small number of products bearing our trademarks, which are non-exclusive designs produced by third-party partners, or our owned brands. These products are purchased at a significantly lower average cost than Wholesale.

AVMNNY 3HL IN3Y
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