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Legion Partners

Section

1

$581
million?

Assets under
management

40+ years

Investment
t eambs
combined years
of activist
experience

2012

Co-founders

Strategic Stock Selection
A High-quality businesses trading at a significant discount relative to their intrinsic value
A Small-cap companies which offer the greatest upside potential

A Concentrated, high-conviction portfolio based on rigorous investment criteria

Drive Value Through Activism
A Align the interests of companies' boards and management with those of shareholders

A Have successfully placed more than 30 new board members at our portfolio companies
i over 40% have been women and/or ethnically diverse?

A Enhance and accelerate value creation through a variety of activist strategies

Aligning with Long-Term Goals

A Top 5 institutional investor in Genesco with 5.9% ownership?

Chris Kiper and ALegion executed a prior campaign to incre:
Ted White . . N . .
ADuring Legionds first campal gn, Genesco s
$100 million i repurchased shares which significantly boosted ROIC
Note: 1. As of May 31, 2021; 2. This includes board members placed due to Legion settlements through April 2021; CONFIDENTIAL & PROPRIETARY

3. Represents 888,680 shares in aggregate



Section

Legionds Track Record of Success| }n

Legion Partners has successful track records investing in the consumer and retail
space and has helped generate significant shareholder value

. Approximately $4.9 bilionofval ue f or stockhol ders has been gel
KOH Ls involvement in August 2020; stock price has increased 135%

BEDBATH& Approximately $2.5 billion of value for stockh
BEYONID involvement in January 2019; stock price has increased 126%

Beyond any store of its kind?

Approximately $2.3 billion of value for stockholdersh as been gener atietédl si nce
¥ involvement in October 2017; stock price has increased 47%

@,ﬁ,chefswmmou“ Approximately $0.6 billion of value for stockholdersh as been gener atipithl si nce
involvement in October 2016; stock price has increased 184%

PERRYELLIS Approximately $210 million of value was generated for Perry Elisst oc khol der s f r om
involvement with the Company in March 2014; stock price increased 97% until going private

O
PN 0
soutper PRIMO O Edgewell pfPAJORNS carter’s Nutrisysten

Source: Legion Partners, Capital I1Q CONEIDENTIAL & PROPRIETARY



Legi onds NoOmi
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t he ?|1t1 M

Hav e

Marjorie L. Bowen Margenett Moore-Roberts

Corporate governance and qualified NYSE and
NASDAQ financial expert with 20-year career in
investment banking at Houlihan Lokey

Eww

aaaa

(1 (O HOULIHAN LOKEY

ey z sequential GENESCO
11 1) a 5
oz TALBOTS

Recognized leader in inclusion and diversity with
experience across data & technology, digital media,
software development, and marketing services

e DXTRA

yahoo/
MUZE $ telaria

Sakds Avenue, OCM, May

Experienced C-level executive of major retailers with
extensive turnaround experience at Old Navy, Myer,

#splitt kmacys

M &% i
Staz (Naat:
colesgroup TXEE

Dept] S

Dawn H. Robertson Hobart P. Sichel

Former Chief Marketing Officer at Burlington and a
key member of the leadership team that turned the
business around and | PO6d t

Burlington

McKinsey
& Company

\
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Section

Business Overview 1

Genesco is a retailer and wholesaler of footwear, apparel and accessories in a holding
company structure

A Leading children's and teensb®o footwefG‘ENE‘S‘C‘oler headqu

A Owns brands well-recognized by consumers ZEn
A Key company statistics (pre-COVID)?! S
0 Revenue of $2,197mm
JOHNSTON Licensed
0  Adj. EBITDA of $146mm dodkers schu &MURPHY Brands
Sales by Category? EBITDA by Category* Physical vs Online Sales?

Licensed IBrandé 3% Licensed I|3randé(0%)

Retail Stores
88%

Genesco has been plagued by an extraordinarily 1l ong i st
and a myopic Boar dés b lconceivecahd indeeperioeminty busiaass stratégy

Source: SEC Filings, Legion Partnersd Esti mates
Note: 1. Results shown for FY 2020, the year ended February 15t, 2020 or the most recent fiscal year pre-COVID CONFIDENTIAL & PROPRIETARY




This campaign is about breaking up an insular,
Interconnected Board that has kept Genesco from
achieving full value by maintaining a costly
conglomerate structure lacking in synergies



Section

Legiondos First Campaign to 1l o

Legion launched its first campaign at Genesco in late 2017
A Legion owned ~5% of GCO shares in the first campaign

A GCO agreed to increase the size of the Board by two directors and appointed two Legion candidates, Marjorie
L. Bowen and Joshua E. Schechter, to the Board

A Legion pushed GCO to make organizational changes including selling underperforming businesses

o GCO announced the sale of Lids, its struggling hat retailing business, for ~$100 million in cash in December
2018 and received another $29 million of tax benefit

o The Company used the cash generated by the sale to implement share repurchases that represented ~25%
of shares outstanding at that time

A Legion completed the first investment in early 2019 with the stock price up ~75% from $25+ to $45+

Current campaign is focused on rebuilding a broken board, adding new nominees who have the

experience and independence to evaluate all opportunities to unlock full value, including a full
strategic review of non-core assets

AWe donodét believe a real comprehensive strategic revi e

A It is time for GCO to eliminate its value destroying conglomerate structure that is devoid of meaningful synergies

First Campaign i Limited Progress Current Campaign 1 Full Strategic Review

GENESCO GENESCO
E E
=C_ =C_

X
Y schuh P2iNSTON [ jds Licensed Yol schuh Jonston Licensed

Brands &MURPHY Brands

Sour ce: SEC Filings, Legion Partnersd Esti mates

CONFIDENTIAL & PROPRIETARY



Why Are We in This Proxy Contest?

Poor Track Record &
Conglomerate Structure

A Chronic underperformance vs.

peers and relevant indices over an

array of near-term, mid-term and

long-term horizons

A The underlying footwear

businesses have weak synergies

and low strategic value to one

another

A Journeys, which is the largest

segment, has been substantially
under-managed for years

A Genescobds

expense
bloated and while management
promised to fix this during our first
campaign, the bloated structure

has not been addressed

Board Is Broken & Needs Refreshment

A Board has consistently been comprised

of directors with professional or
personal connections to other board
members or management, creating a
lack of independent and diverse
perspectives

A When we learned the Board intended to

unilaterally add 3 new directors, we
were prepared to settle for a single
board seat, which GCO proposed, if 20-

year veteran Board member Matthew C.

Diamond would agree to leave the
Board by next year's annual meeting 1
the Board chose to fight and spend
$8.5mm to protect Mr. Diamond

The Boatrd s recent refresh was reactive
andl*laweoH "o newa appointed
directors seem to have close ties with
management and the Board, and four
long serving directors, with irrelevant
skillsets, will remain in control of the
Board unless our nominees are elected

Section

1

Our Nominees Can Create Value

A Our nominees have spent
mont hs studying
underperformance

A They believe there are
substantial opportunities to
significantly improve Genesco

A The nominees have ideas to
address ESG issues, simplify
the corporate structure, improve
operations, and monetize real
estate

A We believe our
creation ideas can improve EPS
to over $13 per share! and yield
a stock price of over $1002 in
three years

Shareholder-driven Board change is needed to break-up a dysfunctional Board which seems more
interested in preserving the status quo than driving long-term shareholder value

Source:

Not e:

1.
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Genesco

Key Elements Grade

Effective Strategy

Alignment with
Shareholders

Executive Compensation
Aligned with Performance

Shareholder Engagement

Section

The Current Board has Failed Shareholders :

Why the Genesco Board Falls Short

A TSR is poor over any meaningful measurement period

A Individual segments have been operated very poorly

A Operating margins have been in decline

A Capital spending has been excessive for years

A SG&A is bloated

A The Board does not have meaningful skin in the game i current directors collectively
own just 2.7% of Genescobs outstanding

A Since 2011, current directors have purchased less than $1 million in stock while
collecting $10 million in director compensation

A The Board has approved ill-advised acquisitions that have not resulted in
commensurate returns for shareholders, signed off on large capital expenditures and
approved excessive operating expenses

A Top 5 executive compensation has increased by 43% from FY 2014 to FY 2020 while
operating profit has declined by 49%

A Misalignment of fApay for performanced
Value Added Incentive Compensation Pl an
appropriate alignment or incentives

A In FY 2020, paid an acquisition bonus to Parag Desai for buying Togast

A Board decided to spend $8.5mm of capital to protect a 20-year director from
leaving next year!

A The Board secretly recorded phone calls with shareholders

A Company has not held an analyst day in years

A Key segment financial / operational data is not provided

A Analyst coverage is very limited

A Historically, Genesco hasn't issued a detailed investor presentation

We believe the incumbent Board fails on numerous counts and is poorly aligned with shareholders

Source: Robert J. Dennis, Former Chairman & CEO (Transcript 05/31/2019)
CONFIDENTIAL & PROPRIETARY
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Section

Genesco Shares Have Materially Underperformed 1

GCO stock has underperformed several pertinent peer groups and broader market
i ndi ces, Il ncl udi ng-sdldeted Gl espoaar maltgple sirmd periods
through the Unaffected Date (04/09/2021)

GCO Relative Total Shareholder Returns vs. Peer Groups and Major Benchmarks

Pre-COVID Mi mi 06 s

to Present Tenure 1 Year 3 Year 5 Year 10 Year
Peer Group ® (50%) (40%) (54%) (117%) (271%) (214%)
ISS Peer Group 2 (46%) (37%) (40%) (51%) (136%) (61%)
S&P 1500 Footwear Index 3 (33%) (18%) 89% (90%) (164%) (478%)
S&P 500 (29%) (7%) 101% (57%) (150%) (260%)
Russell 2000 Index (35%) (17%) 69% (44%) (147%) (185%)
The Board has mischaracterized its TSR track record by highlighting cherry-picked short-term
performance, which is largely a function of how poorly Genesco did in initial phases of the
COVID pandemic instead ofso-c al | ed A moment umo

2. ISS Peers include ANF, GES, SCVL, BKE, CROX, HIBB, SHOO, ZUMZ, ANF, CAL, DBI, URBN, CHS, EXPR, PLCE, WWW CONFIDENTIAL & PROPRIETARY

Source: Capital IQ (as of 04/09/2021), Pre-COVI D date of 12/31/ 2019, Mi mi 6s CEO appointment date of 01/31/ 2
Notes: 1. Peers include BOOT, DBI, FL, SCVL, CAL, DKS, HIBB, WWW, CROX, DECK, SHOO, SKX
3. S&P 1500 Footwear Index includes CROX, DECK, NKE, SKX, SHOO, WWW



T

he Right Genesco Peer Sets and Indices

Section

1

Legion primarily utilizes a peer set that includes both footwear retailers and footwear brands for
perational and valwuation benchmar ki ng, -salected us es
indices for TSR comparison

o

Company Selected Indices

arwnE

S&P 500 S&P 1500 1. CROX
Index Footwear 2. DECK
Index A 3. NKE
4., SKX
5. SHOO
6. WWWwW

1500 Footwear indices for TSR
comparison as disclosed in their
2021 Annual Report

O Legion also compar
TSR to Russell 2000 Index due
to similarity in market

ISS Peers
BOOT 6. DKS 11. SKX 1. ANF 6. SHOO 11. PLCE
DBI 7. WWW 12. HIBB 2. GES 7. ANF 12. WWW
FL 8. CROX 3. SCVL 8. DBI 13. HIBB
SCVL 9. DECK 4. BKE 9. CHS 14. ZUMZ
CAL 10.SHOO 5. CROX 10.EXPR 15. CAL
16. URBN
Legionbds selected| AeleI0si nscdluedcet e d p e e A sGeaesce useseS&Ps50haacSKR
footwear retailers and footwear similar to Genesco in terms of
brands that are similar to Genesco in industry profile, size, and market
terms of business profile, customer capitalization
profile, and size
0 Footwear retailers (1-6) that 0 A broader group compared to
operate both retail shoe stores core peer group and includes
and e-commerce websites and retailers outside of footwear
curate product assortments from space

footwear brands

o Footwear brands (7-12) that are
engaged in the design,
development, marketing,
distribution and sale of footwear

0 We predominantly rely on this
peer set for TSR comparison

capitalization

Al | peer sets and indices | isted above are apgpr

TSR, and valuation benchmarking

Sour ce: Company Annual Report, I SS Report, Capital I Q

SEC Fi | i nCONFIDENTIAIQS PROPRIBTARYt ner s



Section

Genescod6s Own TSR Scorecard |App

The Companyds TSR analysis from 2021 A

Comparison of Cumulative Five Year Total Return

250
—&— Genesco Inc.
200 —&—5S&P 500 Index
—4— SE&P 1500 Footwear Index
100
1N
ﬂ T T T T
1/30/16 1/2817 2/03/18 2/02M19 2/01/20 1/30/21
INDEXED RETURNS GCO
Base Years Ending
Period /
Company / Index 1/30/16 1/28/17 2/03/18 2/02/19 2/01/20 1/30/21
Genesco Inc. 100 89.66 50.12 68.23 59.45 58.@?
S&P 500 Index 100 120.87 148.47 148.38 180.37 211.48
S&P 1500 Footwear Index 100 88.69 116.22 139.86 167.95 231.11

Genesco stock has severely wunder pe-+deoctedmedites] |

Source: Company Annual Report CONFIDENTIAL & PROPRIETARY




Section

GCO Valuation Lags Peers by a Substantial Margin 1

Genesco continues to trade below peers

EV /CY 2021 EBITDA

16.6x . . T
Footwear Retailers Median: 6.8x 15.8x 15.8x Footwear Brands Median: 13.6x

15.1x
12.0x
10.8x
10.0x
7.3X

4.9x
I 4.0x

FL GCO

BOOT DBI SCVL HIBB DKS SHOO DECK CROX WWW SKX CAL

Source: SEC Filings, Capital 1Q (as of 04/09/2021)
Note: EV excludes operating leases CONFIDENTIAL & PROPRIETARY



Section

We Believe Numerous | ssues e

We believe the Board has failed for years to add directors with the right
experience and skill sets relevant to the Company's business

A Conglomerate Structure Destroying Value: Genesco is a conglomerate of very different
footwear businesses with few synergies and an expensive and poor performing corporate center

-

A No Credible Strategy to Fix Valuation: The Company didnodét appear
pl ace to Iimprove operations and sharehol der
pillarso show lIittle signs of working, even
COVID and EPS growth credit from share count reduction pushed by investors

A Questionable Capital Allocation: The Board has historically approved acquisitions that have
either generated poor returns or their performance cannot be assessed due to management's poor
disclosure i many times both

A Poor Strategic Oversight: The Board has overseen a heavily delayed transition to digital,
undisciplined CapEx spending, poor M&A decisions, and a bloated cost structure

A Misaligned Executive Compensation: Overly complicated executive compensation program that
has paid increasing "performance” awards while operating results deteriorated

A Confusing Investor Communications: Management has not held an investor day in more than a
decade, and has been reluctant and unclear when answering questions from sell-side or investors

At its core, this is a failure in governance

Source: SEC Filings, Press Releases, Legion Partnersod Esti mat es CONFIDENTIAL& PROPRIETARY
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Section

Executive Compensation Paying for Underperformance 1

Genesco0s executive compensation appears tadaower Ve
nominees will seek to redesign executive compensation to better align with performance

NEOsd6 Compensation vs. Operating Profit

16%
161 $170 $163 $167 . 14% ’

$142

8%

$86 $82 $83
FY 2012 FY 2013 FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020
mmmm Operating Profit ($mm) = Top 5 Comp as % of Operating Profit
Top 5 Comp ($mm); Top 5 executive compensation has increased by 43% while operating profit declined by 49%
DsTasET o $9.9 $85 87 812 | sus
Current Plan A Better Plan

A Base Salary A Base Salary

A Annual Incentive Bonus
0 Sales + EBITDA margin + FCF goals (incl. inventory)
0 Individual goals including ESG and D&l targets

A Annual Incentive Bonus
0 Overly complicated EVA structure

A Stock Based Compensation A Long-Term Incentive Plan
0 Restricted stock 0 Restricted stock
0 Zero performance vesting 0 Performance vesting metric: 3-year ROIC metrics

Source: SEC Filings, Legion Partnersd Estimates
Note: FY 2018 Operating Profit excludes $182mm of goodwill impairments CONFIDENTIAL & PROPRIETARY



Genesco Has No Discernible ESG Program

Section

1

Genesco announced an ESG subcommittee only in June 2021, led by two lackluster incumbent
directors, Marshall Jr. and Barsh, with no announced goals, targets or framework

O Non-Existent ‘ Most Comprehensive

ESG/Impact Report?

ESG/Impact Website

First Published?

Environmental Goals

Social Goals

Governance Goals

EVERY SEASON STARTS AT

SPORTING GUODS. Foot Locker

deckers yowerme o

STEVE MADDEN CAIiES:*RES CroOCS BOOTBARN skecHERS

v Vv vV Vv VvV Vv U U U

Limited

vV V V V V V V V V

n/a

2014 2017 2018 2019 2019 2020 n/a n/a n/a

OIIIIIDII

DDVOOIIDID

00000000

Source: SEC Filings, Company Websites, Legion Partnerso6 Research
CONFIDENTIAL & PROPRIETARY



lI-Conceived and Inefficient Footwear Conglomerate Structure | 1

Genesco is a conglomerate of two very different footwear businesses supporting an expensive
and poor performing corporate center

GENESCO | sales: $2,197mm
o :
=C" EBITDA: $146mm
Corporate center that sees itself as a private equity firm, making acquisitions, allocating capital between
and within the two businesses and poorly shared services

EBITDA: ($38mm)

Footwear Retailers

Footwear Brands

W}S JOHNSTON

&MURPHY

LITTLE

Li d
surconsy  Schuh g Levrs |
EBITDA: $160mm

Sales: $301mm EBITDA: $24mm
Source: SEC Filings, Legion Partnersd Estimates

CONFIDENTIAL & PROPRIETARY

Sales: $1,835mm




Section

GCOO0s Disparate Segments Have L mo

The underlying value chains of GCOG6s two business

Footwear Buy footwear invent_ory Distribute inventory to Sell inventory to
. at wholesale from third- owned stores and consumers through
Retailers LITTLE party vendors internet fulfillment sites stores and websites
BURGUNDY
schuh
Source Distribute inventory to Ss\lllhl(r)]l\(/e igﬁce)?/oat
JOHNSTON with wholesale fulfillment third-party
&MURPHY third- Import channels retailers
Footwear Design party finished
Brands footwear manu- goods to iy _ _
Licensed facturers US Distribute inventory Sell inventory to
Brands outside to owned stores and consumers
US internet fulfillment through stores
sites and websites

Source: SEC Filings, Legion Partnersdé Research CONFIDENTIAL & PROPRIETARY



Section

1

Conglomerates in Footwear are Rare and Destroy Value

Most of the players in the US footwear industry do not straddle the two business models and
the few that do, like GCO, underperform

Footwear Retailers Footwear Brands

Foot Locker de(:ke[‘s
SEASON STARTS AT CA LE R E S OUTDOOR CORPORATION
; $4.5 *5 %
SKECHERS
HIBBETT

BOOT BARN = STEVE MADDEN
@ ;NESCO A crocs
$5.4
SHOE CARNIVAL

/‘

$0.8 WOLVERINE 3
‘ Values in bubbles
represent enterprise value
EBITDA Margin %! (in billions)
EV / EBITDA!

Source: SEC Filings, Legion Partnersdé Estimates, Capital 'Q (as ednrBehtA % PROPRETARY
Note: Values in bubbles represent enterprise value. 1. Represents peer median of CY 2021 consensus estimates



Genesco Lacks Typical Synergies

Section

1

Of the three US footwear companies straddling the two business models, Genesco has the

least synergies

Footwear Retailers

Synergies Between
The Two Businesses

Footwear Brands

CALERES /#Famous
s C Footwear

Owned brands sold in Famous
Footwear stores account for ~8%
of sales

Jom Gelwom

VIONIC

DESIGNER SHOE WAREHOUSE™

DESIGNER
BRANDS

Owned brands sold in DSW
stores account for ~6% of sales
Vince Camuto runs private label
program for DSW

Yok

schuh

Johnston & Murphy not sold at
Journeys or Schuh

Source: SEC Filings, Legion Partnersd Research

JOHNSTON
&MURPHY

CONFIDENTIAL & PROPRIETARY



Section

1

Segments Lack Meaningful Demographic Overlap

There are no synergies between Genescobs two busi
customer demographics

P o
Retailer of )ég

Third-Party
Footwear @

Brands

Age of Shoe
Wearer

schuh &

JOHNSTON
&MURPHY
Portfolio of e s aan 2

Footwear
Brands

Source: SEC Filings, Legion Partnersd Research CONFIDENTIAL & PROPRIETARY



Section

GCO Structure Explained By Former CEO and Chairman | 1

Robert J. Dennis promoted and closely mentored fellow McKinsey alumni Mimi E. Vaughn to
ultimately lead Genesco T the structure they have implemented is more akin to a private equity
firm than a footwear operating company i the Company continues to highlight this portfolio
operating structure in its May 2021 Company Overview

nWe are structured so that weéwedre no
directionally we are |ike that. o

Al have four operating heads who run b
n | we nt around to each of the busi ness

they thought their opportunities were and asked them specifically how they
could be most successful operating, and they all told me a certain degree of
i ndependence. 0

ARnWe are structured very muchi ¥Woyarsimy i ng
charge of your businesses! o

2

I get involved in pretty much zero op

L)

Robert J. Dennis, Former Chairman, President & CEO
Genesco Company Overview, May 2021

Meaningful Synergies

~ Genesco Across our Footwear

Focused Portfolio

Genesco is a holding company with little operational role beyond simply allocating capital
and its track record on that is poor

Source: SEC Filings. Inside the C-Suite: Robert J. Dennis, former Chairman and CEO of Genesco 04/12/2012 i YouTube
(https://www.youtube.com/watch?v=tdUWASAKpUs) CONFIDENTIAL & PROPRIETARY



https://www.youtube.com/watch?v=tdUWASAKpUs

Section

GCO Justifies Its Conglomerate Structure with Illusory Synergies 1

Synergy Cited By _
Management Quotes Reality

Product / Vendor fiSince Journeys and Sc hWh Despitg ctiyningsubgtantiaf viercla synergies,
: overlap in their vendor base, their combined scale Schuh has been unable to get adequate
Synergies all ows for stronger br andinvwergdryan topesellisgitens ®romany occasions

A Retailing ideas can be picked up without owning
AJourneys and Schuh have tdssuwce tf thaidehsi- it reag acfuallyobnoaden
exchanging ideas and s har persgectises to ladk begonccwhat Genéscost i v e s
owned subsidiaries are doing

Strategic Initiatives

Wholesale
Relationships i
Between Trask & J&M

iour developing Tr ask bAaRedentiTesksloslraelinairtatesNiispumited o m
and Dillard's today, helped by access through synergy and calls managem
strong J&M whol esal e buy ebranded podfdlio istangsidstiop s 0

AOne of the top sellers
today is a huge source by Licensed Brands, which
has greater capability to hit more moderate price
pointso

Al We vvlof%ld\/lrecgmmfer% %vtalﬁ)a[in{] str%tcteg% res
opportunities for J&M and Licensed Brands
together to preserve such synergies, if any

Sourcing Platform

iwWe saw the effectiveneA Afterowningthese businesses, enough time has

Operational Best data in Schuh, which helped inform the ROI passed to capture operational best practices 1
Practices potential for investing in these capabilities external thought partners can be brought in to
el sewher eo help in future as needed

iWe have a shared servi ée $hishaadvalid reasonaogustify s Busiessr
North American operations that encompasses combination - this would argue that McDonald's
| ogi stics, HR, | T, | egal , anfl Exxoa coald nelge andefindwsynerges @

North American
Shared Services

AiThis is an i mportant a®AeWebelieveshy businesses Bapeaenoughscalétar | y

TR RRER

==eliraE in an omnichannel world where ongoing support required technology i there are many
gy investment is necessary to be competitive and smaller companies profitably operating with
s mal | businesses can't af $inolartchnologytneedss r equi r ed?o

Source: SEC Filings. Robert J. Dennis, Former Chairman & CEO (Transcript 05/31/2019)
Note: GCO continues to highlight similar synergies in its May 2021 Company Overview CONFIDENTIAL & PROPRIETARY
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Section
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Accelerate Digital to
Grow Direct-to-
Consumer

GCO:

NfnWe report
million in digital
revenue in FY2021,
representing an
increase of 124% since

FY2018. 0

REALITY:
Mixing pre-COVID and
COVID periods distorts

calculations T

BOTTOM LINE:
Digital penetration
rates at GCO are far

behind peers

| e

Maximize the
Relationship
Between Physical
and Digital

GCO:
W4 R0 c o1
bui | BOPE, BOSS

—

6 Build Deeper

Consumer Insights
to Strengthen
Customer
Relationships and
Brand Equity

GCO:
nBetnert @er
new loyalty programs,

and HAL, all enabled by
6r eal t i me
managemen

REALITY:
GCO promised
Journeys®6
BOPIS as early as
20141

BOTTOM LINE:
These capabilities are
table stakes in
modern retail and
GCO is far behind

—

U

and investments in next
igeneraiontCBM and
0 data analytics are
allowing us to deepen
consumer
engagemen

REALITY:
GCO has no loyalty
Pprogramewhile peers
launched loyalty
programs as early as
the early 2000s, and
each has tens of
millions of members i

BOTTOM LINE:
GCO has not
implemented many
retail basics

S

—

Intensify Product
Innovation and
Trend Insight

Efforts

GCO:

b nfall & vzeart a ginn|
investment and
consumer insights to
tailor product and brand
offerings and to create
exclusive and
distinctive productso

o

REALITY:
Innovation at J&M is far
behind peers like Cole

Haan and Journeys
routinely marks non-
exclusive products as
AExcl usi

BOTTOM LINE:

Innovation and

exclusives need
substantial work

6

g9

Reshape the Cost
Base to Reinvest
for Future Growth

GCO:

dWegi alat eady

more than $40 million in

annual cost savings
pre-pandemic and are
targeting $25-30 million
additional annual

savings.

REALITY:
After the
savingso, Gll

the second highest
SG&A ratio pre-COVID
among peers i

s 0

BOTTOM LINE:
Real work needed to
reduce costs i does

not appear to be a
priority

o

C

Pursue Synergistic
Acquisitions to
Enhance Growth

GCO:
capiWe epgll an
opportunistically pursue

€ acqguiteit
expand our branded
business, €.
capture branded margin
and valuat.i

REALITY:
AG@O has poor histany
Dof BI&AIT IS¢huhhLad sl
Togast, and recent

failure of Trask i

BOTTOM LINE:
Returning capital to
shareholders should
be atop priority vs.

doing the next deal

o N

Board oversight appears weak and approves a strategy lacking any meaningful metrics, targets or KPIs

Source: SEC Filings, Legion Partnersd Research

CONFIDENTIAL & PROPRIETARY
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Section

To Fix the Company, We Must Fix the Board 1

We are seeking to replace FOUR incumbent directors, the majority of
whom have led the Board over long periods of underperformance and
appear to lack experience that a modern footwear retailer would require

Matthew C. Diamond (52)
Relative TSR: (3,446%)

Lead Independent Director & Chair of
Nominating and Governance Committee

Director since 2001 (20 Years)

Thurgood Marshall, Jr. (64)
Relative TSR: (258%)

Member of Compensation Committee
Director since 2012 (9 Yrs.)

U careerin digital media and marketing i has been unable to translate U Career lawyer and lobbyist at Morgan, Lewis & Bockius LLP, a firm
his background to help Genescods f ai |l iGangscapaig/forseavicesfonmanyiyeais,iwNhens other retail or
U Piles of lawsuits alleged i failure to pay, breach of fiduciary duties, consumer experience

fraud claims and copyright infringement U Serves on the board of CoreCivic Inc., an operator of private

U 20year tenure affects Diamond®ds i nde p eprisbesnwitteformen Getiesdo €hairngan amdGEO Rdbert J. Dennis
logical choice for Lead Independent Director or to lead the Board's U ISS has recommended CoreCivic shareholders withhold votes for
recent unilateral refresh

Mr. Marshall, Jr., citing material governance failures for four
straight years, from 2017 to 2020

Joanna Barsh (68)
Relative TSR: (176%)

Chair of Compensation Committee
Director since 2013 (8 Yrs.)

Kevin P. McDermott (67)
Relative TSR: (279%)

Chair of Audit Committee
Director since 2016 (5 Yrs.)

U Career consultant at Mc Ki nsey, t hhe s@ marfeierrmawhceoruen thamtth aGC&EPIMG LLP Nashvi

current and previous Chairman/CEO, and another GCO executive previous long-tenured Chair of Audit Committee, William F. Blaufuss, Jr.,
previously worked also worked, with no other retail or consumer experience
U During her first year as the Chair of the Compensation Committee, Ms. U Served as the Chief Audit Executive for Pinnacle Financial Partners,

Barsh approved $13.1mm in payouts |to Gueenedongtendred GCO girecfori Marey Diekeres sewvésias/aedisector
in 2020, the highest amount since 2014, when operating profit was

4 half of the 2014 level U ISS and Glass Lewis recommended withhold for Mr. McDermott at
around half of the 2014 leve Daktronics in 2019 for adopting a poison pill without shareholder approval
Sour ce: Capital I Q, SEC Filings, Legion Partnersd Research

Not e: Rel ative TSR represents GCOb0s Relative TSR over each QATrD8BluRhCENFIDENTIALIE PROPRIETARY t enu
SCVL, CAL, DKS, HIBB, WWW, CROX, DECK, SHOO, SKX. TSR data assumes that Diamond and Marshall, Jr. were appointed on January 1st
in their year of appointment due to lack of detailed information



Section

Recent Refresh Is Too Little Too Late :

Matthew C. Diamond Thurgood Marshall, Jr. Joanna Barsh Kevin P. McDermott
,
P /oq':,, \/ 7 /V\ S
28 W
1 &8 7 &7
o/ S
O S
7 : <7/
s 7/
Tenure: 20 years Tenure: 9 years Tenure: 7 years Tenure: 5 years
Relative TSR: (3,446%) Relative TSR: (258%) Relative TSR: (176%) Relative TSR: (279%)
Chair of the Nominating and Retired Partner, Morgan, Lewis & Chair of the Compensation Committee  Chair of the Audit Committee
Governance Committee Bockius LLP Director Emeritus, McKinsey Former Partner, KPMG LLP
Former CEO, Defy Media LLC
John F. Lambros Kathleen Mason Marty G. Dickens
==
‘ To Retire at
2021 AGM
Tenure: Less than 1 year Tenure: 25 years Tenure: 18 years
Relative TSR: 82% Relative TSR: (2,980%) Relative TSR: (4,170%)
Head of GCAb6s digital nFerohér Breshlennakd CEQ, Tyesdaydvibriirng e Retired President, AT&T-Tennessee
Angel R. Martinez Mary E. Meixelsperger
! Newly
W Appointed
W / PP
Former Chairman and CEO, CFO, Valvoline Former CEO,
Deckers Brands Former CFO, DSW Tractor Supply Company

Source: Capital 1 Q, SEC Filings, Legion Partnersod Research

Not e: CEO/ Chairman Mi mi E. Vaughn not shown for this sl i deodcembentr CONFIDENTIA &PROPRIBTARYT SR r
directordés tenure vs. Peer Group. Peer Group includes BOOT, DBIltaq FL, SCVL, CAL, DKS,
assumes that Mason, Diamond, Dickens and Marshall, Jr. were appointed on Jan 1st in their year of appointment due to lack of detailed information
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Incumbents and Insiders Maintain Concerning Interlocks | 1

3 0 5]

Joanna Kevin P. _u John F.
Barsh McDermott Lambros
Director Director Director

-
S
& 7

LT

Matthew C.
Diamond
Director

Thurgood
Marshall, Jr.
Director

Historic
Related Party NASHV"-I-E
Transactions AREA

:

aRobert J. Dennis
Ex. CEO/Chairman

Brently G.
Baxter

Mimi E. Vaughn
CEQO/Chairman

Thomas A.
George

Interim CFO SVP
i Newly Appointed
To Retire at 2021 AGM S /\ ewly Appointe
2 & Kathleen Marty G. Angel R. Mary E. : Gregory A.
(D Mason Dickens Martinez ‘ 4 Meixelsperger | Sandfort
Director Director Director % . Director Director
McKinse — . . — —_— 4 - —
&Company G@@G MorganLewis 5o S AT T @ kPMG ee ciNNacle oq
— — e —
EEBE:(NEDEE IE CoreCivic 102 4 o BeWees scuaot HARPETH(CAPITAL 00 EQEHVILLE 0000

000

r/,///
The List of Relations# ps DOLLAR GENERAL
Sour ce: SEC Filings, LegiSqN]]:[sUSTnersﬁ Research

V VANDERBILT UNIVERSITY &

OWEN GRADUATE SCHOOL OF MANAGEMENT
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Section

Why is Genesco Spending $8.5 Million to Protect Matthew Diamond? 1

The Genesco Board is spending $8.5 million or 1.2% of its market cap to preserve the status quo,
the highest percentage among all proxy costs for 57 small-cap companies from 2015 to present

Company Market Cap ($mm)* Proxy Fight Cost ($mm)? % of Market Cap
5
8
&
10
2 ® leaf $208 $1.6 0.8%
o |
S KiviH| $260 $2.0 0.8%
X
: MIMEDX $340 $2.5 0.7%
p superVaLu $573 $4.0 0.7%
g a
= ADVERUM $1,033 $6.9 0.7%
2 E
> MACK-CALI* $1,626 $10.0 0.6%
o Quantum. $257 $1.3 0.5%
—
3 ¥, amag $381 $1.9 0.5%

e e e e

2015-2021 Small-Cap
Proxy Fights Median

The Genesco Board is spending an outrageous amount of shareholder money to protect the status
quo, including a 20-year tenured Lead Director who has a relative TSR? of negative 3,446%

Sour ce: Capital 1 Q, SEC Filings, Legion Partnersdé Researctén. on 57 companies with mark
Note: 1. As of unaffected date (trading date before campaign announcement date). 2. Company anticipated proxy cost disclosed in proxy. CONFIDENTIAL & PROPRIETARY

3. Represents GCOb6bs Relative TSR over Diamond6s tenure vs. PaSegWWWroup. Peer Group in
CROX, DECK, SHOO, SKX. TSR data assumes that Diamond was appointed on Jan 1st in his year of appointment due to lack of detailed information
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Genesco Stakeholders Deserve New Board Leadership 1

We believe Genescods management, empl o
stockholders all deserve new Board leadership that is highly
experienced in leading and overseeing retailers

A C-Level Retail Operations / Merchandising Experience:t o eval uate Genescob
performance and implement detailed value creation ideas to sell underperforming businesses as
well as to improve the core business

A Digital / Technology / Marketing Experience: to help successfully complete the transition to an
omnichannel retailer that has a meaningful digital presence

A Cost Cutting / Operational Efficiencies Experience: to help substantially reduce corporate
expenses and improve operational efficiencies

A Capital Markets Experience: to advise on retail market valuations, capital allocation including
divestitures, and to effectively communicate a retailer story to investors

A Governance and Investment Experience: to implement a formal ESG framework and reporting
structure, transform executive compensation programs to align with long-term value creation, in
addition to overseeing a comprehensive strategic review process

Is it too much to ask that the Company add independent directors not connected through
personal or professional connections?

Source: Legion Partnersd Research CONFIDENTIAL & PROPRIETARY
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Legionés Nominees Bring the Right |Ski l

out matched by 1

GCOO6s i ncumbent directors a
I vant to the Comg

and experiences are direct

('Dﬂ

Age Merchan- Retail '\éir:;tggr/ Turnaround Capital F?JEI?:: Re-ll-:tri]:e:e'l'/SR
9 dising Operations . Digital Experience Markets
Experience Boards @)

Joanna Barsh, Chair of Compensation : : : : 8 Years
Committee 68 : : : : \ (176%)

1 1 1 1
Matthew C. Diamond, Lead Director and 50 1 1 1 \V; 1 Vv 20 Years
Chair of Nom. / Gov. Committee | | | | (3,446%)

1 1 1 1
Thurgood Marshall, Jr. e : : : : Y, o 9 Years
Member of Compensation Committee 1 1 1 1 (258%)

1 1 1 1

| | | |
Kevin P. McDermott, Chair of Audit I I I I 5 Years
Committee 67 : : : : \ DAKT (279%)

Merchan- Retail AT Tech / Turnaround Capital .
Age e . Customer o . Public Boards Served
dising Operations . Digital Experience Markets
Experience
SQBG, NAVI, GCO, SHOR,
Marjorie L. Bowen 56 V V V HNSN, DUNR, CTRC,
GLAH, TLB, TXI

Margenett Moore-Roberts 50 V V V
Dawn H. Robertson 65 V V V V ASX: SPT
Hobart P. Sichel 56 Vv V Vv \Y Vv

Note: (1) Represents GCOO0s Relative TSR over each incumbentFLdi r ecolNFDENIRL&PROPRIETARY S. P
SCVL, CAL, DKS, HIBB, WWW, CROX, DECK, SHOO, SKX. TSR data assumes that Matthew C. Diamond and Thurgood Marshall, Jr. were
appointed on January 1st in their year of appointment due to lack of detailed information

@ Source: Company SEC Filings, Capital 1Q as of 04/09/2021
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The Value Creation Opportunity 1

Eliminating the inefficient conglomerate structure, coupled with monetizing non-core assets,
share buybacks and operational improvement could lead to significant value creation

The Value Creation Opportunity: EPS Improvement

$1.77 $13.03
$2.15
$1.61
$0.94
$1.19 —
$0.30

Status Quo Status Quo Sale- Buyback w/ Non-Core Corporate Journeys' Journeys' EPS Target
(FY 2020) (Adjusted) Leaseback  Excess Cash  Asset Sale Cost Margin Sales

Reduction Expansion Growth
) Non-Core Asset Sale & Buyback » Operational Improvement

12.9m 10.5m 7.0m 7.0m 7.0m 7.0m

Source: Legion Partnersdé Estimates. Note: Status quo EPS ofatuskgdo 58 reflects FY 2020 a

(adjusted) EPS reflects FY 2020 Adj. Net Income divided by shares outstanding as of fiscal year end 2021. Sale-leaseback assumes $87mm

of share buyback at share price of $65. Buyback with excess cash assumes $164mm of share buyback at share price of $70, allowing the

Company to have $50mm of net cash on balance sheet. Non-core asset sale assumes $282mm of share buyback at share price of $75 to $90

(please refer to slide 136 for details). Corporate cost paesbucti on_ assumes $15mm of a
assumes 100bps expansion vs. FY 2020 (pre-COVI D) | evel . Journeyso6 sales growth assiewle scoﬁ”‘_’}PE%{TMh‘%%pPRBETABVVt h f

All non-reported EPS calculations assume a tax rate of 25%.

Buyback at $65 Buyback at $70 Buyback at $75-90
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Sell-Side Recognizes the Need for Strategic Review 1

PIVOTAL

Pivotal Research Group

Al dondét think Genesco is getting | ift
Mur phyé|[ Genesco] I s trading at a retail
you were to divest J&M once it rebounds, you could probably get more for that

business than investors are giving
May 2021

Source: Press Releases
CONFIDENTIAL & PROPRIETARY
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GCO Needs to #GoForward -

We urge fellow stockholders to vote the [Wiglll= proxy card to elect
strong and proven industry leaders to the Board

Ve

A Legionbdébs nominees will seek to:

V Restore profit and revive growth of Journeys through various tactical initiatives such as
reducing corporate expenses, accelerating renegotiations of leases, and embracing digital
marketing and social engagement

Refine investor communications & materials and boost sell-side coverage

V Implement best practices in governance and redesign executive compensation to align with
long-term value creation

V Explore all opportunities to achieve fair value of GCO stock, including divestiture of non-
core businesses, execution of sale leasebacks and improvement of capital allocation
efficiency

Without the spotlight of pressure and meaningful Board refreshment, we fear that
GCO will continue to be undermanaged and TSR will continue to underperform

CONFIDENTIAL & PROPRIETARY
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FY refers to fiscal year (FY 20 is the year ended February 1st, 2020)
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Case for Change

0 Genesco Has a Poor Financial Track Record
Q Genesco Has Been a Poor Allocator of Capital
Q Operational Issues

@ Schuh Mismanagement

@ J&M Opportunities Squandered

@ Journeys Undermanaged and Stagnant

Section

2

CONFIDENTIAL & PROPRIETARY
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Case for Change 2

0 Genesco Has a Poor Financial Track Record

Poor Long-Term TSR Poor Short-Term TSR Declining ROIC

5-Year TSR Pre-COVID to Present TSR ROIC

243% 52% 16.8% \
10.7%

(28%)

GCO Peers GCO Peers FY 2012 FY 2020
Degrading Margins Elevated SG&A Worst-in-Class Valuation
Operating Margin FY 2020 Adj. SG&A % of Revenue EV/CY 2021E EBITDA

7 0% 37.7%
.0% \ %
30.5% 10.4x
3.8%
. 4'0X
FY 2012 FY 2020 GCO Peers GCO Peers

Source: Capital IQ (as of 04/09/2021), Pre-COVID date of 12/31/2019. SEC filings

Notes: Peers include BOOT, DBI, FL, SCVL, CAL, DKS, HIBB, WWW, CROX, DECK, SHOO, SKX. ROIC defined as NOPAT (calculated
based on operating profit) excluding one-time items so comparable across peers / (trailing four quarters of invested capital (debt and
equity)). Financials based on the latest pre-COVID fiscal year filings. Valuation shows data for calendar year 2021 expected EBITDA
multiple to maintain consistency across peers and show a more normalized period.

CONFIDENTIAL & PROPRIETARY
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Genesco Shares Have Materially Underperformed 2

Genesco shares have underperformed retail peers and market indices
over the last 10 years (share price adjusted for dividends)

-

A Significant destruction of shareholder value over the last ten years

A TSR for pre-COVID to Present, three, five and ten-year periods lag relevant peers and the market
by a significant margin

A Ma n a g e mmisieading statementi i Recent momentum exhibited by
in every quarter since Q1 fiscal 2021 andone-y ear st ock apprecithgé i on of
appreciation was really due to how poorly Genesco performed during initial phases of the COVID

& 499%
The cherry-picked short-term performance reflects how GCO
poorly Genesco did during initial phases of the COVID
pandemic instead ofso-cal | ed A moment umo 282%
236%
205 % 4900, 206%
127% 136% 122% 119%
82% . 1o — | 82%
2% 47% 3400 3105 37% 62% 500, — 61% I 549 -
% o 10% 21% .
& | T - -
Pre-COVID to Present 1-Year TSR 3-Year TSR 5-Year TSR 10-Year TSR

mGenesco Inc. mPeers! mISS Peers? mS&P 1500 Footwear3 mS&P 500 mRussell 2000

Source: Capital IQ (as of 04/09/2021), Pre-COVID date of 12/31/2019

Notes: 1. Peers include BOOT, DBI, FL, SCVL, CAL, DKS, HIBB, WWW, CROX, DECK, SHOO, SKX
2. ISS Peers include ANF, GES, SCVL, BKE, CROX, HIBB, SHOO, ZUMZ, ANF, CAL, DBI, URBN, CHS, EXPR, PLCE, WWW
3. S&P 1500 Footwear Index includes CROX, DECK, NKE, SKX, SHOO, WWW

CONFIDENTIAL & PROPRIETARY
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| f You Invested $100 in Gend<co

élt would be worth $79 or down by 21%,
would be worth $379 and an investment in S&P 1500 Footwear index
would be worth $492

Footwear has been a better
investment than the S&P 500

$600
$500 $492
$400 $379
$300
$200 “W‘“ S
$100 i
$100 A
$79
$0
AN [\ (Q\] ™ (90] < <t Lo Lo (o) O O N~ N~ 0 (o0] (@] (@] (@))] o o —
- — — - — — - - — — - — = - — - - — - N N N GCO
~ O N 49 © &6 ® &6 & © ¥ 49 6 K 6 ®m 0 o © ¥ 49 o
4 R 4 9 o F 49 9 0o 3 d o9 0 5 4d o 90 K Jd o 90 F
i (q\V] Lo o ()] (qV] N~ (o] — <t — (90 (o0] — (q\V] Kp] o
— — — — —
——GCO Share Pricer ——S&P 500 ——S&P 1500 Footwear

Source: Capital 1Q (as of 04/09/2021)
CONFIDENTIAL & PROPRIETARY
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GCO Focus on Short-Term Outperformance is Misleading| 2

The attempt by Genesco to dismiss its chronic poor stock performance
by focusing on the past one year is disingenuous i the highlighted short-
term performance reflects how poorly it did during initial phases of the

COVID pandemic instead ofso-cal | ed A moment umo

160 GCO Dramatically $152 +5206
Underperforming ,/ $148 +48%

$140 before Vaccine News

L $134 +34%
Y $131 +31%

$120 GCO Drop Deeper
$100 vs. Industry
$100 e . $102 ((+2%
GCO
$80 Continues to
Underperform
$60

GCO
$40
Vaccine News
20 pre.covip —— - — .
Starting Point COVID Low glvzr)r/] q{te?rtgrg%iéiﬂigtoor:e?yieacre nstt onzsokm eanpt purme cei Xahtl i boI nt eodf boyv esre qluSeOno/f)c‘)I a
$0
12/31/19 4/2/20 714120 10/5/20 1/6/21 4/9/21
=—GCO ——Peers® ——ISS Peers? ——S&P 1500 Footwear ® ——S&P 500
Source: Capital I_Q (as of 04/09/2021)
Nae: . Per e SOOT D L SOUL AL DS, MBS W CHOK DECK, 5100 S0 i, ex6s, pice v CONFOENTIAL&PROPRETARY

3. S&P 1500 Footwear Index includes CROX, DECK, NKE, SKX, SHOO, WWW
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Short-term Performance Not Impressive vs. Peers 2

Genescob6s Hfoxcatsvealarstrategy and strat e/
led to a significantly muted rebound compared to Designer Brands
(+218%) and Caleres (+ 290%)

$400
+290% CALERES

* 5 *

$350

+218% ([} S
$300

$250 " +151% )¢ GCO
Al

$200 "

$150

$100 R/ W\/\’ pa A /

1
$50 $100
4/9/20 6/21/20 9/2/20 11/14/20 1/26/21 4/9/21

——GCO Share Price —DBI Share Price — CAL Share Price

Source: Capital 1Q (as of 04/09/2021)
CONFIDENTIAL & PROPRIETARY
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Genescods Own TSR Scorecard |[App

The Companyds TSR analysis from 2021 A

Comparison of Cumulative Five Year Total Return

250
—&— Genesco Inc.
200 —&—5S&P 500 Index
—4— SE&P 1500 Footwear Index
100
1N
ﬂ T T T T
1/30/16 1/2817 2/03/18 2/02M19 2/01/20 1/30/21
INDEXED RETURNS GCO
Base Years Ending
Period /
Company / Index 1/30/16 1/28/17 2/03/18 2/02/19 2/01/20 1/30/21
Genesco Inc. 100 89.66 50.12 68.23 59.45 58.@?
S&P 500 Index 100 120.87 148.47 148.38 180.37 211.48
S&P 1500 Footwear Index 100 88.69 116.22 139.86 167.95 231.11

Genesco stock has severely wunder pe-+deoctedmedites] |

Source: Company Annual Report CONFIDENTIAL & PROPRIETARY
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Share Price Erosion Impacted by Declining Returns 2

Annual ROIC' and Share Peformance

32.0% i i $90.00
9-year high: ¢ Legion 1st
$89.25 ! Campaign

29.0% $80.00
26.0% $70.00
23.0% $60.00
20.0% i $50.00
17.0% 15.9% $40.00
0 i :
14.0% 13.9% 13.1% Estimated '} 9-year low: | $30.00
- WACC? = 10% $21.15 i
. 0 : 0
o 10.7% i L 10T% o0,
8.0% I I 6.b% 7.5% | $10.00
5.0% . : $0.00

FY 2012 FY 2013 FY 2014 FY 2015 FY 2016  FY 2017 FY 2018 FY 2019  FY 2020

ROI' C has declined since 2012, reaching the | eV

cost of capital; Legion believes the recent recovery was partially due to its first campaign

Source: SEC Filing , Capital I Q, Legion Partnersd Esti mates
Note: 1. ROIC defined as NOPAT (calculated based on operating profit) including one-time items / (trailing four quarters of invested capital
(debt and equity)). Assumes 25% tax rate for the period shown. 2. WACC calculated using CAPM. Assumptions: cost of debt = 3.5%, risk

free rate = 0.5%, market risk premium = 5.0%, size premium 3%, 5Y adjusted beta = 2.24. CONFIDENTIAL & PROPRIETARY

e |
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ROIC Below Median 2

ROIC is at low end of range

ROIC

42.8% 42004

Footwear Retailers ROIC Median: 12.8% Footwear Brands ROIC Median: 22.1%
31.6%
22.9%
- - =213% -
15.7%
13.4%
’ 12.1% 12.4% 12.4%
10.5%  10.3%
FL SCVL DKS BOOT DBI HIBB GCO DECK CROX SKX SHOO WWW CAL

Source: SEC Filings, Legion Partnersd Estimates

Note: 1. ROIC defined as NOPAT (calculated based on operating profit) excluding one-time items so comparable across peers / (trailing four CONFIDENTIAL & PROPRIETARY

quarters of invested capital (debt and equity)). Financials based on the latest pre-COVID fiscal year filings.



Section

Margin Degradation has been the Primary Drag on ROIC | 2

8.7% 9.9% 0.0 97% 10.1%

o 7.9%
I I I I I68/0560/7iA)I

0
6.5% 2012 2013 2014 2015 2016 2017 2018 2019 2020

Schuh Operating Margin

5.5% 479% 55% 50%

7.0%
08% 1.0% 1.2%
l - m

6.2%
5.8%
5.0% 4.9%
3.7% 3.8% FY FY FY FY FY FY FY FY
2012 2013 2014 2015 2016 2017 2018 2019 2020
3.0% Johnston & Murphy Operating Margin
I 68% T-1% T2% 640 6.7% 64% 65% g g0
FY FY FY FY FY FY
2012 2013 2014 2015 2016 2017 2018 2019 2020

2012 2013 2014 2015 2016 2017 2018 2019 2020

Contracting margins in every segment caused a precipitous decline in profitability i we see no tangible plan
for improvement

Sour ce: SEC Filings, Legion Partnersdé Estimates
Note: FY 2018 Operating Profit excludes $182mm of goodwill impairments. Operating profits for individual segments does not include CONFIDENTIAL & PROPRIETARY

corporate expense allocation
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SG&A % of Revenue Appears High Compared to Peers 2
Benchmarking vs. peers shows SG&A as a % of revenue above every
footwear retailer
Adjusted SG&A as % of Total Revenue
Footwear Retailers Median: 31.8% S17% — Footwear Brands Median: 30.0%
33.9%  334% 3300 34.1%
=D =B " 5 050 _206% ______
I I I I I |
HIBB SCVL BOOT CROX DECK WWW SHOO

Genesco has struggled for years to get SG&A under control, especially related to rent and corporate costs

Source: SEC Filings, Legion Partnersd Estimates
Note: Financials based on the latest pre-COVID fiscal year filings. CONFIDENTIAL & PROPRIETARY
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Occupancy Costs Are The Highest Among Peers 2

The highest occupancy costs % of total revenue among peers

Adjusted Occupancy Costs as % of Total Revenue
15.2%

12.8% Footwear Retailers Median: 7.6%

8.1% 9 8.0%
9% 7 49 70% ’

B " T mm - 6.6% g,

5.4% I70

——————————— 4H0m = = = = = =
3.4%
1.9%
FL DKS D GCO C

Bl SCVL HIBB BOOT AL CROX SKX DECK SHOO  WWW

While management has been talking about getting focused on expenses, this has translated
into little noticeable impact

What is management saying:iBut we have been paying a | ot of attentio
really the last 3 years. We have had quite a lot of success here on, not only getting rent reductions, but on
shortening | ease |ife.o

i Mimi E. Vaughn, President & CEO, 03/12/2020

Source: SEC Filings, Legion Partnersd Esti mates
Note: Financials based on the latest pre-COVID fiscal year filings. CONFIDENTIAL & PROPRIETARY
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EBITDA Margins Have Declined in the Past Decade 2

Profitability has declined despite generally positive same-store growth,
indicating sub-optimal gross margin management and weak cost controls

Adj. EBITDA (FY 2012 - FY 2020)

9.5 9.6%
. 0

8.8%
8.5%
7.9%
7.6%
7.4%
6.7%
6.0%

FY 2012 FY 2013 FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020

Sour ce: SEC Filings, Legion Partnersdé Estimates
Note: FY 2018 EBITDA excludes $182mm of goodwill impairments CONFIDENTIAL & PROPRIETARY




EBITDA Margins Are Among the Lowest in the Industry

EBITDA margins lag peers

Section

2

Adjusted EBITDA as % of Total Revenue

Footwear Retailers Median: 7.1%

17.7%

Footwear Brands Median: 12.2%

12.6%

0,
12.4% 12.0%
11.2%  11.2% 11.3%
7.4% )
_89%_ _ _____ 6.7% 6.6%
6.1%
I I ]

BOOT SCVL HIBB GCO DECK WWW CROX SKX SHOO CAL
Source: SEC Filings, Legion Partnersd Estimates

Note: Financials based on the latest pre-COVID fiscal year filings CONFIDENTIAL & PROPRIETARY
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The Result Is a Highly Unattractive Valuation Multiple 2

GCO6s valwuation i s one of the worst an
Il s due to GCO6s congl omerate structure
management and poor governance

EV /CY 2021 EBITDA

16.6x . L -
Footwear Retailers Median: 6.8x 15.8x 15.8x Footwear Brands Median: 13.6x
15.1x
12.0x
10.8x
10.0x
7.3X
4.9x
I 4.0x
BOOT DBI SCVL HIBB DKS FL GCO SHOO DECK CROX WwWw SKX CAL

Source: SEC Filings, Capital 1Q (as of 04/09/2021)
Note: EV excludes operating leases CONFIDENTIAL & PROPRIETARY
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Case for Change 2

Genesco Has Been A Poor Allocator of Capital

CONFIDENTIAL & PROPRIETARY
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Board Approved Value-Destructive Capital Allocation 2

The Board has historically provided little or poor disclosures regarding M&A performance,
implying a lack of accountability

A The Company has a history of not disclosing (e.g. Togast) or not taking account of (e.g. Lids / Schuh) a
targetds poor -pcgusitiomr mance post

A While claiming to have various sources of synergies from acquisitions, the Board has never detailed
synergy targets or provided updates on post-merger integration processes

Capital Allocation (FY 2012 - 2020)

Share What is management saying: i Yes, we have a
Repurchase

389 track record of not sitting on cash. We realize that that's not
the way to create shareholder value. In the past, we have
benefited significantly from acquisitions that we've done,
Lids was an acquisition, Schuh was an acquisition.o

i Mimi E. Vaughn, President & CEO and Former CFO,
06/06/2017

Without substantive change to the Board, we fear stockholders will continue to
witness questionable and value destructive capital allocation decisions

Source: SEC Filings, Legion Partnersd Estimates CONFIDENTIAL & PROPRIETARY




Acquisitions Have Not Helped Improve ROIC

Section

2

Sold at 64% discount to acquisition

cost after 15 years of ownership

Lids

schuh

Estimated value at 80% discount to
acquisition cost with negative IRR

Togast LLC

No meaningful cash generation or
value creation since acquisition

W Acquisition Cost

$283

Acquisition: 2004
Sold: 2019
IRR: 7.1%

$196

«» |
W
=

Acquisition: 2011
IRR: (1.2%)

&
w
B

B Acquisition Cost

Is there really areason to be positive based on the performance? i A s
about each of our businesses in both the near and long term and the opportunity for multi-y e ar mar gi n expan

I Robert J. Dennis, Former President & CEO, 03/10/2017

Sour ce: SEC Filing , Capital
acquisition costs, CapEx, cash flow generated (NOPAT based on effective tax rate of each year + D&A) and selling price / current valuation
including real estate value and tax benefits. Lids IRR is calculated based on its acquisition and divestiture valuation, as well as operational

metrics disclosed by the Company. Schuh IRR calculation is based on the acquisition price of £100 million, plus £5 million paid in 2014 as

I Q, Legion Partnersbd

Acquisition: 2020
IRR: ?

" Potential Incentive
Acquisition Cost

m Acquisition Cost

I s athede ame rasbns te be,positive

Est i mastinelsde

Not e: I RR calcul ated

CONFIDENTIAL & PROPRIETARY

holdback and deferred purchase price payments totaling £25 million, and acquisition cost totaled $196 million. Please refer to slide 136 for

t he

estimated Schuhds current

val uation.

f

(o]



Section

The Board Has Indulged in Undisciplined CapEx Spending -

The Board has historically allowed CapEx that outpaced depreciation and amortization by
large margins, and while CapEx accumulated to $732 million over fiscal year 2012-2020,
GCOO6s operating income al most halved from $161

CapEx vs. D&A ($m) FY 2021 CapEx Budget of $60-65m

$128

New Headquarters
Build-out
$15

$98

$7
s64 [ *67
49 $50 $52
$45 ¢
Other
CapEx
FY 2012 FY 2013 FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020 $48

s DA = CapEx

As an example of how the Board has indulged in undisciplined CapEx spending, it approved a $60-65
million budget for FY 2021 pre-COVID that included $15 million for the build-out of new headquarters

Sour ce: SEC Filings, Legion Partnersdé Estimates CONFIDENTIAL & PROPRIETARY
Note: FY 2019 numbers include CapEx and D&A from Lids



Case for Change

Schuh Mismanagement

Section
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Section

2

Schuh i A Case of Serious Mismanagement

Genesco announced the Schuh acquisition in June 20117 after nearly a decade, the business
Is performing terribly

At Acquisition FY 2020 SChUh

"Schuh provides us with an immediate and

# of Stores 75t 127
established retail presence in the United Kingdom, a

highly experienced international management team,
Sales ($mm) $271mm $374mm and improved insight into global fashion trends. The

concept is similar to Journeys in customer

Operating demographics, product offering and operating

Profit ($mm) $25mm $5mm

philosophy, so it is a business we know and

Operating
Margin %

under stand. 0

[0) [0)
9.1% 1.2% T Robert J. Dennis, 06/23/2011

Genescods inexperienced team ventured into Europl

Source: SEC Filings, Press Rel eases, Legion Partnersdé Esti mates
Note: 1. Includes 59 stores and 16 concessional locations CONFIDENTIAL & PROPRIETARY




Section

Schuh T What Went Wrong? Poor Board Oversight 2

Key Area Issues

A Management dreamed of Genesco expanding abroad without properly
Approved the Decision to Expand recognizing that European market was very competitive and that the
to Europe acquired venture was more of a small-town shoe store than a viable
growth engine

Approved the Decision to Expand 0 : I . . .
Store Base in Southern UK And A Management entered into prohibitively expensive leases in the UK (in and

around London area) as well as an ill-fated expansion into Germany

into Germany

A Management claimed buying Schuh would offer fashion perspectives. This
Casted no Doubt on M&A Reason is one of the most misguided reasons for doing an acquisition we have

of Visibility into Footwear Trends ever heard. If you need to monitor European fashion trends i fly to Europe
and walk around i it would be cheaper

Casted No Doubt on Vendor A Vendor synergies were noted as a key reason for the Schuh acquisition,
Synergies but instead product availability for Schuh has been a major issue

ASchuh fell to a | oss for the financial year, with the r
conditions6é in the sectoro
October 2019

Source: SEC Filings, Press Rel eases, Legion Partnersdé Esti mates
Note: 1. Includes 59 stores and 16 concessional locations CONFIDENTIAL & PROPRIETARY




Section
Schuhoés Expansion Failure 2
Despite being aware of the challenging UK retail
environment especially on High Street as early as
2014, management continued to open stores in
¥ the most expensive area in London

€ Locations before GCO acquisition

* Expansions under GCO leadership

Aféthis is a business that began
way down and now we are growing out southern England,

including London. Here is an example of one of our newer

stores. This is much larger than normal because it sits

on Oxford Street, which is the closest thing to Fifth

Avenue in London. This is our second store on Oxford

Street and we have a third one planned.o

¢ Ireland

I GCO at ICR Conference, 01/14/2014

The result was elevated rent expenses hurting

Schuhdés margins
Schuh announced the closure of three
stores in Germany in 2019, 4 years after AWe're attacking Schuh's fixed
entering the market focus on rent reduction. We must renegotiate rents for
Schuh's store fleet in order to improve profitability following
iover the past few year s, thepngangdegliaepip lHighsStregtangd mall foot traffic,

changed considerably in a constantly evolving retail making these rents uneconomical

|l andscape, not | east with the i mpact of Brexit.o
i Robert J. Dennis, Former Chairman, President &

i Schuh, 05/31/2019 CEO of Genesco, 12/06/2019

Source: SEC Filings, Legion Partnersdé Estimates
CONFIDENTIAL & PROPRIETARY



Section

Schuh Is Neither A Margin Story Nor A Growth Story 2

Whil e Schuhdés FY 2020 sales of $374 million barel
sales per square foot plummeted by more than a half from $1,163 to $579 under GCO leadership

$407m $406m $404m

$383m

$370m $365m $374m

FY 2013 FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020

mm Sgles ($m) = Avg. Sales Per Sq. Ft. ($)

Aéour plan on Schuh did not have a | ot of operating marg

T Robert J. Dennis, Former Chairman, President & CEO of Genesco, 11/22/2011

Source: SEC Filings, Legion Partnersdé Estimates
CONFIDENTIAL & PROPRIETARY
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Schuh Failed to Replicate Jddrn

Management suggests that part of the reason to own Schuh was to keep up with fashion

trends in Europei however, Schuh seems to be the one that
i nstead, which did not I ine up with management 06s
Anlf you | ook at Schuh over in the UK, the history at Sch

Journeys, which is why we bought them 3.5 years ago. But, this year, while the overlap is the same, the trends were
quite different. And so, several of the brands that really worked for us here in the US weren't anywhere near as
robust in the UK. And so, our assortment was a |ittle I|e

T Robert J. Dennis, Former Chairman, President & CEO of Genesco, 01/13/2015

The Asignificant overlapo in Journeysod6 and Schuhdd

Al n Q2, Schuh's performance was also Iimpacted by certain
supply of some top-selling styles in the UK. As a result of all this, comps for Schuh were down high single-digits,
which generated significant expense deleverage in this low-volume quarter. Schuh also needed to take additional
mar kdowns to keep inventory clean, putting additional pr

T Robert J. Dennis, Former Chairman, President & CEO of Genesco, 09/07/2018

Schuhoés operating margin suffered as a resul't

4.7% 2.5% \
2.6% 2.5%
- 0.8% 1.0% 1.2%
— - [ ] [ ]

FY 2013 FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020

Source: SEC Filings, Legion Partnersdé Estimates
CONFIDENTIAL & PROPRIETARY



Case for Change

J&M Opportunities Squandered
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Johnston & Murphy Has Been Poorly Managed

Section

2

J&M is a historic brand that has been built over 170 years and worn by 33 US Presidents

‘\ -
5 5

29

It

o
e

Wholesale Business Has Been Undermanaged

Retail Store Base Has Substantial Room for
Expansion

Footwear Design Issues

Womendés Business

Source: Company Websites

JOHNSTON
&MURPHY

A Wholesale business has many retail doors to penetrate,
and deeper SKU penetration is needed in existing
wholesale doors

A Management has been very slow to maximize
opportunity to open stores in top malls and noted there
were 200+ store locations that could be added

A Introductions during FY 2020 performed poorly as new

J&M management has struggled to stay on trend

AJ&M aggressively introduced

sold poorly and has led to frequent inventory
markdowns and liquidations

CONFIDENTIAL & PROPRIETARY

W



Section

J&M Wholesale Business Poorly Managed Under GCO 2

J&M has greatly under-penetrated wholesale channels relative to its peers

Peers
Median:
81%

71%
. 65%

AT

WWW DBI (Brand SHOO CAL (Brand SKX DECK CROX
Portfolio) Portfolio)
= \\/holesale = Retall === Peers Median Wholesale %

J&M would increase sales by $170mm if it had industry share of wholesale volume

Source: SEC Filings, Legion Partnersdé Estimates
Note: Financials based on the latest pre-COVID fiscal year filings CONFIDENTIAL & PROPRIETARY



Section

J&M Wholesale Opportunity Has Been Undermanaged 2

We believe there iIis a significant untapped opport
and existing wholesale accounts with 5+ stores i which have not been successfully executed

Top 10 Wholesale A
Many Are Small

u nt Ieséead, J&M Chases Lots of Little
Customers That Are Expensive to Service

Top 10 Wholesale Accounts i Physical Doors

Stores Per Wholesale Doors w/ J&M % of Total
Name Doors wW/J&M Account Customers Customers
1 Dillard's 268 1 462 462 89%
2 Macy's 192 2 28 56 5%
3 Brown's Shoe Fit 43 3 11 88 2%
4 Von Maur 32 4 8 32 2%
5 Bloomingdale's 12 5 1 5 0%
6 Ticknor's 11 >5 @ 592 2%

7 Mr. Mac 10 /

8 Nordstrom 9

9 Schuler Shoes 9 Top Online Only Customers

10 Shoe Station 6 Amazon Zappos (6pm) DSW
Total 592 Belk Nordstrom Rack é

Source: SEC Filings, Company Websites, Legion Partnerso6 Esti mates
CONFIDENTIAL & PROPRIETARY
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J&M Has Multiple Wholesale Growth Opportunities 2

Current top customers underpenetrated

Top 10 Existing Customer Total Chain

# Wholesale Doors Doors Penetration Rate Available Doors
1 Dillard's 268 285 94% 17
z
8 Brown's Shoe Fit 43 80 54% &7
4 Von Maur 32 33 97% 1
5 Bloomingdale's 12 53 23% 41
6 Ticknor's 11 11 100% 0
7 Mr. Mac 10 10 100% 0
: : N A L M
9 Schuler Shoes 9 9 100% 0
10 Shoe Station 6 21 29% 15
Total 592 1,163 51% 571

Unpenetrated wholesale opportunities

Name Customer Total Chain Doors

#
1 Kohl's 1,162
2 Men's Wearhouse 761
3 Jos. A. Banks 474 Total: 4,074
4 DSW (Currently online only) 521
5 Belk (Currently online only) 293
6 Nordstrom Rack (Currently online only) 242
7 Boscovs 50
Total 3,503
There are over 4,000 doors that could be good fit for J&M

Source: SEC Filings, Company Websites, Legion Partnerso6 Esti mates
CONFIDENTIAL & PROPRIETARY
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J&M Compares Poorly With Cole Haan 2

J&M lags one of its closest peer brands, Cole Haan, across every key financial metric

Core Card? Why is Cole Haan outperforming J&M?

\ ‘

JOHNSTON
&MURPHY COLE HAAN A Cole Haan has developed 4 sub-brands, each
SR 1850 1998 positioned to appeal to different customer
ounding year segments and wear occasions
Revenue $301 $687 A Cole Haan sells to specialty and off-price retailers
far more aggressively than J&M
Revenue Growth % (4%) 14%
# of SKUs?
JOHNSTON

Wholesale % 25% 41% & MURPHY COLE HAAN
EBITDA Margin % 8% 14% DGl 15 192

NordstromRack.com 116 649
Operating Margin % 6% 9%

A Cole Haan is pursuing growth to moderate-priced
Digital Penetration % 18% 30% customer segment, launching in select stores and
online at Kohls.com beginning Spring 2021

AWe are delighted to partner with Kohl és to expand our r e
across the country. As a | eader in national brands, as we
incredible retail partner for our casual lifestyle assortment. We see this partnership as an excellent way to increase the
accessibility of the Cole Haan brand. o

I David Maddocks, Brand President of Cole Haan, 10/19/2020

Source: SEC Filings, Company Websites, Legion Partnerso6 Esti mates
Note: 1. J&M data represents FYE 02/01/2020; Cole Haan data represents FYE 06/01/2019. 2. Data as of 02/14/2021 CONFIDENTIAL & PROPRIETARY



Comparison of J&M to Cole Haan

Section

2

The key difference between J&M and Cole Haan is its leadership and ownership

Who Is

The CEO

Who
Manages
The
Brand

JOHNSTON
&MURPHY

COLE HAAN

Genesco, a conglomerate of two different business
models, with the majority of revenue and profit coming
from Journeys, a retailer of third-party brands

Mimi E. Vaughn, a McKinsey consultant that turned
CFO of Genesco

No brand management experience

Runs Genesco as if it were a private equity firm with
convoluted focus on highly unrelated footwear
operations

Danny Ewoldsen i since 2018
Works on the retail side of the J&M brand
No experience as a brand manager

Source: SEC Filings, Company Websites

Apax Partners, a PE firm with extensive experience in

fashion apparel, footwear and accessories

Investments include:

0 Tommy Hilfiger 7 sold to PVH Corp.

0 Partnered with PVH in its acquisition of Calvin
Klein

0 Current investment in Rue21, Inc.

Jack Boys, a brand manager who successfully

transformed multiple global lifestyle brands including

Converse and The North Face

0 Led the turn-around and engineered the sale of
Converse to Nike, Inc. in 2003

0 Created and implemented the "Never Stop
Exploring" brand and merchandise strategy that
led to the successful turnaround and aggressive
revenue growth for The North Face brand

David Maddocks, an experienced brand manager

0 Chief Marketing Officer at Cole Haan and
Converse

CONFIDENTIAL & PROPRIETARY
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Case for Change 2

Journeys Undermanaged And Stagnant
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Section

Journeyso6 Business Has Stagnazte

Genescobds core business, Journeys, ha$Hdwevwmn t he ¢
even this store base has produced highly inconsistent profitability

Journeyso6 Net Sales and Operating Margin Per

$1,460

$1,420

$1,329

$1,252 $1,252
$1,179
$1,111
$1,020 10.1%
8.7%
6.8%
FY 2012 FY 2013 FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020

mmm Net Sales ~ =—==Operating Income (Loss) Margin % We believe the Ablind
Journeys stores was the primary reason
behind a sharp operating margin
decline, serving as another example of
the Boardés | ack of st

While Journeys has a strong, loyal customer base and good sales momentum, we believe there are
opportunities for growth and profitability that have been neglected by the Board and management

Source: SEC Filings, Legion Partnersdé Estimates
CONFIDENTIAL & PROPRIETARY
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Consumer Feedback on What o6s |Mi s

Legion Partners conducted a proprietary survey of

Nrogram and

AfAdd br ands
Skecher s,
KECHERS

> BROOKS

such as N
Asi cs, i

A Make bsi i
easi er naji g:

AAdd store \ ckup

ADi splay itemgs in
store better i a lot of —_—— ——
times things seem
crowdedo AAdd | ocations that insic

i,

Source: Proprietary survey of 252 active Journeys customers performed March 2021
CONFIDENTIAL & PROPRIETARY




Section

J our ne-Canimerée Business Poorly Managed 2

Journeys has greatly under-managed digital channels relative to its teen retailer peers or
other national brand retailers

Journeys’ Digital Penetration vs. Other Retailers (Pre-COVID)

Teens’ Retailers Median: 29% Other National Brand Retailers Median: 24%
29%
24%
20%
16%
I : I
URBN ANF Nike LULU GPS Finish Line Journeys M KSS JCPenney DKS
mmmmm Teens’ Retailer Digital Penetration mmmm Other National Brand Retailers Digital Penetration
= = = Teens' Retailers Median = = = Other National Brand Retailers Median

Journeys is way behind as peers embrace omnichannel

Source: SEC Filings, Legion Partnersdé Estimates
Note: Financials based on the latest pre-COVID fiscal year filings . Finish Line number from the latest financials available before acquisiton =~ CONFIDENTIAL & PROPRIETARY



Section

J o ur n e-CaminerEe Business Poorly Managed (Cont.)| 2

While COVID caused e-commerce sales to surge in 2020, Journeys still lagged peers significantly

Journeys6 Digital Penet (GOVIDon vVvs. Ot her F

64%
Teensd6 Retailers Medi an: O4h8r%ational Brand Retailers Median: 42%
54% m————— - 54%
! 1
45% o e el o e m e e m bee 45%
: i S o)/ S
I i
1
28% I i 30%
! 1
1
I 18% |
I i
1 1
1 1
1 1
1 1
1 1
I i
URBN ANF LULU AEO GPS Nike :\]ourneysI KSS DKS
= TeensORetailer Digital Penetration mmmmm Other National Brand Retailers Digital Penetration
- == TeensdRetailers Median = == QOther National Brand Retailers Median
ARGCO-csonem penetration has historically | agged

March 2021

Journeys continues to fall behind as peers embrace omnichannel

Source: SEC Filings, Legion Partnersdé Estimates
Note: Financials based on the latest fiscal year filings. No Finish Line or JCPenney number available. CONFIDENTIAL & PROPRIETARY
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2

J our n e-gasnerée Capability Lags Industry

E-Commerce Capabilities Does Journeys Have It?

A Buy Online, Pickup in Store i Announced initial rollout in 2021 after 8 years of promises i
A Curbside Pickup N0
A Same-Day Delivery ™Mo
A Mobile App N0
A Well-Designed E-Commerce Site no
A Store Inventory Visibility NO
Genesco Management highlighted BOPUS initiative for all segments as early as in 2013 Y,
i As e x awepvil @tisnately be able to support online orders for store pick-upé o
T Robert J. Dennis, Former Chairman, President & CEO, 05/31/2013
In 2015, management specifically promised BOPUS availability for Journeys in 2015
ANext year, Journeys customers will be able to buy online and
i Robert J. Dennis, Former Chairman, President & CEO, 12/05/2014
In 2017, management highlighted BOPUS as a key focus for Journeys and J&M
Aéewill enhance "bsyooerelicapapitktupsinwhich is also a key foc
T Robert J. Dennis, Former Chairman, President & CEO, 08/31/2017
In 2020, management was still planning to launch BOPUS
nféwe plan to |l aunch in our North American stores the initial

i Mimi E. Vaughn, Chairman, President & CEO, 09/03/2020

Source: SEC Filings, Company Websites
CONFIDENTIAL & PROPRIETARY
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Investor Concern on Lack of Urgency over Digital 2

Journeys does not appear to be prioritizing a clear strategy for the new digital world

Cn-—<sIG

SUSQUEHANNA

({1 ({1

Samuel M. Poser, Susquehanna Financial Group, Research Samuel M. Poser, Susquehanna Financial Group, Research
Division, 09/06/2019 i fi've asked this question a zillion Division, 09/03/2020 1 fiGreat. And then I'll ask you my
times, but mobile app for your Journeys Kidz. Can you tell us mobile app question. Where -- are you working on that now?
has anything changed there? Many other retailers say And given the kind of scale and given some of the results
they're very successful with it. You've chosen not to go there. we're hearing from other people that are driving a lot of

Can you give us any update for if it's unchanged or business or a lot of interactions through their mobile apps, is
whatever ?0 that something that you're

Robert J. Dennis, Former Chairman, President & CEO of Mimi E. Vaughn, Chairman, President & CEO of Genesco,

Genesco, 09/06/2019 7 fiYes. We continue to think that 09/03/2020F héwe found that the <c
websites perform well. There -- the average app on propensity to use mobile apps for purchases that they do
someone's phone is very short list. We tested apps in other ~ frequently. And so we felt like, yes, consumers downloaded
businesses of ours. We continue to revisit it becausethings t he mobi l e app, but didn''t

can change very quickly. But right now, we're very happy
with the way that we're set up at the moment . 0

|l nvestor 0s Concern

Former CEO6s answer highlights Genescobs miscalcul at.
world. The internet and mobile phones are making footwear and apparel available at the click, and teenagers are
spending increasing time on mobile.

Genescobs management s tone seems uncomfortably di smi

Source: SEC Filings, Legion Partnersd Research
CONFIDENTIAL & PROPRIETARY
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Section

What és Missing Or Broken 2

U

Loyalty Program Marketing / Advertising
While peers have long
engaged customers with x Social engagement

loyalty programs that
reward customers with ]
points, exclusive offerings x Search execution

Digital Strategy and better shipping Web Experience
options, Journeys has no ; .
Despite having a very ’ loyalty proé]lram * Emall advertising Journeys offers a lower
favorable shipping and quality, less seamless web
return policy for experience that likely
customers, Journeys results in lower online sales
hasndét communli cated
these benefits effectively
to customers
Mobile App SKU Offerings
While peers have launched Journeys lags peers in
mobile apps and witnessed _ ) SKU offerings in top
growth, Journeys still has no Split Shipments _ _ eensd favorite
app despite admitting Journeyso split shipme nbtrands compared to peers
growing mobile app trend practices are financially costly

and environmentally unfriendly

Source: SEC Filings, Company Websites, Legion Partnersd Resear chCONFIDENTAL & PROPRIERARYs ur v e
performed March 2021



Section

2

What 0s I\/Iissing? Mobil e App

e peers have aunched mobil e apps 3N esS:s

amazon ' FAM
~EE80 08~ D
é\ﬁb oot FINSH NiTH G EET smoy

GCO still has no app despite admitting growing mobile app trend

AWe continue to think t ha-tthewmeelageiagperssoneene's phanans verg dhdrtlist.t Ther e
We tested apps in other businesses of ours. We continue to revisit it because things can change very quickly. But
right now, we're very happy with the way that we're set

T Robert J. Dennis, Former Chairman, President & CEO of Genesco, 09/06/2019

nSeveral years ago, actually, Schuh had | aunehasdhighermobi |
propensity to use mobile apps for purchases that they do frequently. And so we felt like, yes, consumers
downloaded the mobile app, but didn't engage. The world has changed a lot since then, and a mobile app certainly

i's something that others have found to aIIv helno _drive
no longer available
i Mimi E. Vaughn, Chairman, President & CEO of Genesco, 09/03/2020 . App Store
Source: App Store Data as of Febrwuary 2021, Legion Partnersé Esti mates

CONFIDENTIAL & PROPRIETARY
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What 6s Broken? Digital Stratlégy

Despite providing favorable product shipping and returning terms to customers, Journeys
achieved the lowest digital penetration among many of its footwear peers, implying poor strategy
and exeCUtion O Least Favorable to Customers ‘ Most Favorable to Customers

W)@ Zap SHOESCOM DSW FINISHLINE 1O @Iﬁa 1A @ ramous

root lockel’ SPORTING G00DS.

$0 $0 $0 $35 $30* $75 $50 $65 $75
Free
Shipping
Minimum
i ' ' ‘ Q Q Q O @ Q
365 days 365 days 60 days 90 days 45 days 60 days 45 days 60 days 60 days
Return
Period?
100% 100%
Digital
Penetration® - 25% 22% 20% 16% 16% 10%
[ [ I — — —
Journeys Zappos Shoes.com DSW Finish Line Shoe Carnival Foot Locker Dick's Famous Footwear
Sour ce: Company Websites, Legion Partners6 Esti mates
Note: 1. For non-members; 2. Excludes special occasions such as during COVID-19 and holiday seasons; 3. Represents pre-COVID
statistics; represents digital penetration in retail business only for all peers except for DSW and Shoe Carnival whose numbers include CONFIDENTIAL & PROPRIETARY
wholesale; 4. For full-price purchases only. Free shipping minimum of $75 for purchases that include on-sale items.



Section

What &s Broken? Digital Stratlé&gy

Despite having a highly favorabl e shipping and r
communicated these benefits effectively to customers

Did you know Journeys offers a 365-day return policy for online orders?

71%
Only 15% of customers surveyed were
aware of the 365-day return period
l ]
13% 00,
’ 6%
1] —

| did not know but this makes me | did not know and do not care | did know but do not care I did know and this is a key reason
more interested in online shopping | shop at Journeys online

When asked about what Journeys could do to improve their online shopping experience,
many customers mentioned Afree shippingo while Jc

One reason is that Journeys.com only has a scrollbar to show 365-day
return and free shipping features, which is invisible 2/3 of the times

| wish Journeys always had
free shipping with no
minimum

JOURNEYS JOURNEYS KIDZ FREE SHIPPING & 365 DAY RETURNS
JOURNEYS JOURNEYS KIDZ UNIDAYS STUDENT DISCOUNT

JOURNEYS JOURNEYS KIDZ CHECK LOCAL STORE HOURS

Source: Company Websites, Proprietary survey of 252 active Journeys customers performed March 2021
CONFIDENTIAL & PROPRIETARY
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Section

Prodrfam

While peers have long engaged customers with loyalty programs that reward customers with

points, exclusive offerings and better shipping options, GCO has no loyalty program for any
of its businesses

amazon prime @Ocircle

Target / Target Circle

“SCOREREWAR

ooy

INr=sz

1__._
=

[ =

AiOur Web presence exists
locator site. As we previously discussed we see our loyalty program with over 6 million members as a significant

competitive asset. o

i n

T Peter Horvath, President of DSW, Inc., 08/30/2006

Loyalty Program Members (in Millions)*

s [lnns
-

on[EIX DSW VIP

DSW Shoe Famous Foot Dick's Boot
Carnival Footwear Locker Sporting Barn
Goods
the form of a loyalty site f

AA new | oyalty card program was roll e

the one that Foot Act i

we expect this will be a very effective medium to communicate with our best customers. We believe that the loyalty

on

had

empl oyed

d out
f or

to our
sever al

stores
year s e

program is something that we have been remiss on and some of our competitors are ahead of us, and this is a good

opportunity to catch wup

. 0

T Matt Serra, Chairman, President & CEO of Foot Locker, 11/19/2004

Source: Company Websites, SEC Filings,

Note: 1. Based on the most recent public information available

Press Releases,

Legi on

Partnerso
CONFIDENTIAL & P

Esti mates
ROPRIETARY



Section

What 6s Missing? Loyalty Progdriam

o FINISH LINE
Zappes DSW [HfE&] b  a@mmer M5, g soso

DESIGNER SHOE WAREHOUSE® SPORTING GD0ODS. r
oot Locker

Famously You Shoe Perks ShoeFan
Status

Program Zappos VIP DSW VIP Score Rewards FLX Rewards Rewards Rewards Rewards

Free standard Free standard

Free Shippin Free expedited Free standard _ Free standard Free standard Free standard shioping for 1 shipping
pping shipping shipping shipping shipping shipping pr;egr (Also free for non-
members)

$1spent A 1pt  $1spentA 100

$1spent A 1pt  $1spent A 1pt $1lspentA 1pt  $1lspentA 1pt $lspentA 10pt $1spent A 1pt

RF;\;ZEZ; 100ptsA $1 100 pts A $5 30(() pis;}/ %5 Poimspfse 4o 100piSA S5  200ptsA $10  Pointsusedto 100 pis A $5
_ . _ . =1. ) _ i - ” 5 )
(= 1% discount) (=5% discount) discount) redeem rewards (=5% discount) (=5% discount) redeem rewards (=5% discount)
Birthday rewards Surprise birthday Birthday rewards Birthday rewards W_elcome/
B ($5) B gift ($5) ($5) birthday / -
anniversary gift
Exclusive ;
Products / U -- Yes Yes Yes Yes Yes Yes Yes

Deals / Events?

g - Yes Yes Yes Yes Yes Yes --

. — __ Yes (Launched in _ _ _
Credit Cards Cancelled Yes Yes Feb 2021)

e D Faster refunds on __ _ _ _ rgouri(regglgr __ __
coo returns cr]eturns

Genesco has no loyalty program

Source: Company Websites, Legion Partnerso6 Esti mates
Note: 1. Represents rules for base tier when there are multiple tiers CONFIDENTIAL & PROPRIETARY




Section

What 6s Broken? Marketing And ?2Ad

Less than 20% of customers first saw or heard about Journeys via advertising i this also ties
directly into why online penetration lags

Where did you first see or hear about Journeys? If 1 saw more ads

from Journeys, |
would probably
shop more

58%

27%
- = =
At a mall / shopping center Friends, family members, or Advertisement Online search
colleagues

While customers pay most attention to social media, online search and emails, these
advertising efforts have been poorly executed

What type of Journeys advertising do you pay the most attention to?

39%
29%
20%
11%

Social media (Twitter, Instagram, Online search Email Online news / magazine articles
Facebook, Pinterest, YouTube)

Source: Proprietary survey of 252 active Journeys customers performed March 2021
CONFIDENTIAL & PROPRIETARY



What 6s Broken?

Section

Journeys reacted slow to social engagement trends compared to peers and has undermanaged

its social media accounts

3 Followers behind peers

x Check-ins behind peers

x Account opened late

$¢C Followers behind peers

P od
7 N
p N
70 s
S
< &7
NG
N

3 Followers behind peers

$¢ content efficiency behind peers

x Account opened late
X Followers behind peers

$¢ Views behind peers

Genesco has no presence on Snapchat and near zero presence on Tik Tok, two of the most popular
social media platforms among teenagers, where peers have been managing active accounts for years

Source: Social Media Websites as of February 2021 (Please refer to Appendix for details)
recently

Note: Journeyso6 Tik Tok account

CONFIDENTIAL & PROPRIETARY
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What 6s

Journeysa®o

shoes for teens X & Q
Q Al O shopping [ images @ News [JVideos i More Settings  Tools
About 0,000 resu

- Ty e A ——— [y

1 ttps:/pwwwmacys.com » shop » shoe .
1 Shop Shoes For Teenage Girls - Macy's mGCyS 1

1 When locking for Shoes for Teenage Girls, be sure to peruse Platform Shoes for Teenage Girls, ||

-teenage-girls

1 as well as Wedge Shoes for Teenage Girls, when shopping at ]

1 https://www.amazon.com > Teenager-Shoes > k=Teena...

| Teenager Shoes - Amazon.com _

D Results 1 - 28 of 1000+ — Amazon com: Teenager Shoes. . FREE Shipping by Amazon. Roxy

Women's Bayshore Slip on Shoe Sneaker. +3 ... teen girl shoes
-

htps:/fwwwi.farfetch.com » Kids
Designer Shoes for Teen Girls - Farfetch

Designer Shoes for Teen Girls - Versace Kids Barocco-print espadrilles - Fendi Kids TEEN Double
F sock sneakers - Moschino Kids teddy bear motif sneakers.

https://www.belk com » shoes ; juniors-shoes
Junior Shoes & Shoes for Teens | belk

Enjoy FREE SHIPPING on qualifying orders including Junior Shoes & Shoes for Teens! Shop our

great selection of Juniors' Shoes, available in store & online,

o o e e e
T https:/ywern kohls.com » I

atalog » girls-teens-shoes » CN
Girls Teens Shoes | Kohl's KOH I:S|

| Enioy free shipping and easy returns every day at Kohl's. Find great deals on Girls Teens Shoes at]
| Kohl's today! 1
1

1 https://www.kohls.com » catalog » teens-shoes » CN=Age

| Teens Shoes | Kohl's

0 Enjoy free shipping and easy returns every day at KKohl's. Find great deals on Teens Shoes at
:Knh\smday‘

1
| https://wwwtarget.com » Shoes

I Teenage Shoes : Target

shop for teenage shoes online at Target. Choose from contactless Same Day Delivery, Drive Up

&

adidas

Your opinion counts,

and more

1 https://www.nike.com » girls-shoes-3agegzy7ok

1 Girls Shoes. Nike.com
| Find Girls Shoes at Nike.com. Free delivery and returns

1 https://www.adidas.com» ... Girls » Youth (Age 8-14)

I Youth Girl's Shoes | adidas US

1 Youth Girls Shoes and Sneakers - Our clothing and shoe categories

e o o e e e e e

& 2
Kohl

Macyds,
60s, Targe

Page 1
Bel k,

Source: Screenshots as of April 2021

Broken?

we b si

Mar ket

te 1 snot

JCPenney
| Juniors' Shoes and Flats | Heels and Sandals for Teens ..

1 Put the perfect finishing touch on your trendy winter outfit with juniers’ shoes and flats at

https://www.jcpenney.com » shoes » all juniors shoes

1

1

1

1
1 JcPenny! Step up your shoe game and enjoy great savings on heels 1
1
] hittps:f/www dsw.com » category » girls LI XY
1 Girls' Shoes & Boots | Sandals, Sneakers & Dress Shoes | DSW

H girls' shoes and boots at DSW today to receive free shipping. Find the latest girls’ sandals,

sneakers, dress shoes, and much more, all at discount prices
-

1
1
1
1
[ S —— |
https://www.dcshoes.com » Sale > Kids Sale ~

Boys Shoes 8 - 15 Years | DC Shoes

Kids Shoes Sale: DC Shoes is the best place to Buy DC Kids Shoes Sneakers on sale. See the full
sale collection, read user-reviews, and shop online!

https:/fwww.theiconic.com.au » Girls » Shoes =

Girl's Shoes | Teen's Shoes - THE ICONIC
361 items — Teen's Shoes - Considered Edit. Community Engagement; Sustainable Materials;

Read about our Considered Edit - Age Group. All ages; Baby; Kids

1 https://www dicksspartinggoads com » youth-foot

rey |
: Kids' Shoes & Sneakers | Curbside Plckup Available rnch s !

| Youth Footwear. Sneaker Releases. Grade School (Size 3.5 - 7). Preschool (Size } odd\el
1 (Size 4K - 10K). Shop All Kids' Footwear. Athletic Shoes ]
1 1
1 https://www.nordstrom.com » Kids » Girls' Shoes 1
1Girls' Shoes - Nordstrom NORDSTROM!1

Shop a huge selection of girls’ shoes, with sizes for baby, walker, toddler,ltle kid and big kidy
ng and returns wery
—

Page 3 & 4: JCPenney, DSW, DC Shoes,
Di cko6s, N
[ ————————y

mous |
e Footwear 1

Il coni c,

| https:/fwww.famousfootwear.com » Shoes » Kids ~

1 Girls' Shoes, Boots, Sandals & More, Famous Footwe
Products 1 - 44 of 1165 — Shop Girls’ Shoes at Famous Footwear. Free Shipping available fD:

| Rewards Members. Order Online, Pickup In-Store

1 hitps://www.zappes.com  juniors = Zappos I

1 Juniors Shop: Footwear, Clothing, Bags and Accessories .. |

Juniors Swopl
SHOE
1 https:#/www.shoecamival.com » kids CARNIVAL l

1 Shoes for Kids | Kids Shoes & Sneakers | Shoe Carnival
[ YOUTH AND TODDLER SHOES. Get the perfect shoes for infants and babies, toddlers, and pre- |
1 teens - whether they're just learning to walk or getting geared up

1 shop trendy juniors apparel, footwear and accessories brands at Zappos!
Footwear, Clothing, Bags and Accessories. Home; Juniors. Shoes.

1
S |
hitps:/www.toms.com s kids ~
M Kids Shoes | Children’s Shoes for Toddlers, Girls, and Boys ...

, Shop TOMS Kids Shoes | Children's Shoes for Toddlers, Girls, and Boys for a variety of
Youth Alpargata Ruffle Canvas

Youth

Alpargata Dinosour Doodles

anywher e

Section

Search/&ARedutidnd v e rft 4 s |

on first Si X

https:/fwww.teva.com » Kids » Footwear =

Youth & Teen Sandals and Shoes | Teva®

Shop the official Teva® site for our full collection of youth shoes & sandals. Enjoy free shipping
on orders $35+. Live Better Stories

oy ______________________,
thttps:/fwww.walmart.com » Clothing » Shoes

:Girls Shoes - Walmart.com _

:Products 1-48 of 1000+ — Shop for Girls Shoes in Shoes. Buy products such as Wonder Nation

o>

Foot Locker

ICasual Jelly Mary Jane (Toddler Girls) at Walmart and save.
1 https://www.footlocker.com » Girls » Girls’ Shoes =

| I
1 Girls' Nike Shoes | Foot Locker
| Results 1 - 34 of 34 — Shop the latest selection of

Girls' Nike Shoes at Foot Locker. Find they
I hottest sneaker drops from brands like Jordan, Nike, Under Armour, ... 1

Page 5 & 6: Famous Footwear, Zappos, Shoe Carnival, Toms,
Teva, Walmart, Foot Locker

Similarly, Journeysod we
on the first few pages when searching for:

1. Sneakers for girls

2. Sneakers for teenage girls

3. Womenbés casual shoes
4. Menbés athletic shoes
5. Boots

This illustrates poor SEO execution

CONFIDENTIAL & PROPRIETARY
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Section

What 6s Broken? Mar ket i BEmgil Avedisetdnt e rft4 s i

45% of customers surveyed never subscribed to Jol

How often do you receive email alerts from Journeys?

45%
17%
12% 11% 10%
Once aday or more A few times a week Once a week Once a month Never (Because | Never (Because | didn't
unsubscribed) subscribe)

Most Frequent - NN costFrequent

Journeys should have more prominent sign-up features like peers

COLE HAAN F|RST COM E SIGN UP FOR EMAIL

and don’t miss a thing!

10% off. And then some. Fl RS I ( H |( ’
° Hot trends. Big sales. Exclusive offers.

ning up below All of this, plus a coupon just for signing up!

Join our list for VIP access to our new collections,

e exclusive sales, and receive 20% off your next purchase [ EMAIL m
cemail aadaress
SUBMIT Offer valid for first ime ema bscribers only You should receive a welcome
email within 72 hours of signing up You can expect 3-4 emails a week

Source: Company websites, Proprietary survey of 252 active Journeys customers performed March 2021
CONFIDENTIAL & PROPRIETARY



Section

What 6s Broken? Web Experiencé& N

38% of consumers surveyed didndét shop online becese
fit, which could have been improved by better fit and width guide, as well as better
communications on Journeys6 favorable returning g

Why don't you shop online at Journeys?

38%
26%
14%
9% .
. = 5
I'm not sure about my | like shopping at the | want my purchases | don't have a credit | want advice on what Other
size / fit mall immediately card to buy

Size and fit features can be added to improve online sales

Width guide Back in stock notification

53 Size out of stock?

Fit: True to size. Width : Width - D - Medium | gynD MY SIZE

Select your size and we'll email you if it's back in stock

Source: Company websites, Proprietary survey of 252 active Journeys customers performed March 2021
CONFIDENTIAL & PROPRIETARY




Section

What 6s Broken? Web Experiencé& N

Competitorsodé online businesses offer a higher que
likely results in far higher online sales !
W){S BRANDS ~ WOMEN ~ MEN  KIDZ  SALE Q Q9 2 [
Buy now, pay later with Klarna. Learn More
Home - adidas - adidas NMDR1 - Womens adidas NMD R1 Her Studio Athletic Shoe - Black / Floral
Requires Dragging to g
SZhoom g.s' Norg.Stromd | Womens adidas NMD R1 Her Studio Athletic Shoe -
“ ows bigger >ize an Black / Floral
Better-Quality Product
Image on Mouseover) Style #: 436997
Promotes Black/Flora
Klarna at $139.99 Ed— No-Reviews
No Video |~ Multiple
i Places
Until d m 4 interest-free payments of $34.99. Learn more
Recently No In-Store
(i) Size Chart Check Store Availability P|Ckup
8 Pictures | I\flo W'O,:Fh —>{ i Recommended size: 6.5 €) - ‘ Option
Shot at *‘ ntormation -
Repetitive - ‘ o - ‘ Doesnd
‘ -« | Free
- - Add to Wishlist S r\]/:/pf][?llg g
Limited Qualifies
/ - ~ COIOr DESCRIPTION FEATURES ABOUT THE BRAND
Selection
Celebrate the spirit of creativity with the new NMD R1 Her Studio
Athletic Shoe from adidas! Designed in collaboration with Her
Studio London, these limited edition sneakers feature clean knit
uppers with floral graphics throughout.
Source: Retailer Website Data as of February 2020. Note that Journeys had no produc

Note: 1. Please refer to slide 161 and Appendix for competitor websites CONFIDENTIAL & PROPRIETARY



What 6s Broken?

We b

Experienc

Section

Journeyso website

W BRANDS WOMEN MEN KIDZ SALE

Buy now, pay later with Klarna. Learn More

Large empty space on page might
not be the best use of space

PLATE

SANDAES

Source: Company Website

featur es

poor content that 1is

Q 0 a

STAND TALL

Cust omer s

deserve

t

(0]

see shoes st a

CONFIDENTIAL & PROPRIETARY
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What 6s Broken?

Section

SKU Of feringsl?

Journeys |l ags peers i n SKU

Teensd® Favorite Footwear

56%
12%
9%
I 3
Nike Vans Adidas Converse

Source: Piper Sandler Research, Company Websites

2% 1%
| —

Dr. Martens New Balance

of ferings in top teens:t

1%

Crocs

Brands (% of 3gee

Most notably,
Journeys carries
ZERO Nike, the #1

teensd fo
brand that has been
gaining share from

Vans and Adidas

NGO

1% 1% é
| | | |
Birkenstock Under Others
Armour

CONFIDENTIAL & PROPRIETARY



Section

What &6s Broken? SKU Offeringsl ?(C

Journeysodo fnexcl usi vesoO &customeostcanrget thent glsevehrre | usi ves

JOURNEYS EXCLUSIVES:C

Zapposé

ooty

VANS =

Women
"OFF THE WALL"

Departments

Men - Kids

Brands - Sale
+* Earn Zappos VIP points worth up to $1.00 In VIP codes on this item, Sign in to get started!
«Back | Shoes / Sneakers & Athletic Shoes / Vans

Vans Era™

587 Reviews

Journeysd Vang
found on Zappos

Men Kids Luggage Sales & Deals New Arrivals @ ! Q_ Search for shoes, clothes, etc

Rl il 195

UIN Men's Walking Travel Shoes Slip On Canvas Casual... $70.00 yprime

Women - Men - Kids - Departments - Brands - Sale

«* Earn Zappos VIP paints worth

Brand: Vans
Old Skool Neon Color-Block Skate

Shoe
0 2.8 3.8 1 4 ratings

Was: $129:99 Details
Price: $119.99
You Save: $10.00 (8%)

«Back | Shoes /Sneakers & Athletic Shoes / Tommy Hilfiger

Tommy Hilfiger!

MSRP: $59.00 19% OFF
Ships Free!

Journeysd® Tommy Hilf
ffexclasfweend o Zap

firexclusive (ﬁ\
i w Width: B - Medium

\_—_’_’/ ADD TO CART
—
. / prime AP

2t free upgre
=" shipping!

Color:

Magenta/Summer v

We can help you find your
size! Women'’s Size:

ich shoes fityou well TS fits true o size
sizo calculatorandwe @ Caleulate your size
can recommend a size that fits

Journeysd Van
found on Amazon

= Add a timeless staple to your sweet style with the new
0ld Skool Color-Block Skate Shoe from Vans! The Old
Skool Color-Block Skate Shoe rocks a sturdy canvas upper
with signature side stripes, retro-inspired neon color-
block finish, and classic vulcanized sole construction for
flexible grip and traction.

Choose Women's S v

you best

pis

T

Roll over image to zoom in

Source: Company Websites CONFIDENTIAL & PROPRIETARY



Section

t? s

What 6s Broken? Split Shi pmen

A split shipment is just what it sounds like i when a single order arrives in two or more
deliveries i although the customer submits one order, they receive multiple packages, often on

different days
SKUs Shipments Efficiency and ESG Issues

Journeys

1. Inflated shipping costs

Order #1 S 4

2. Extralabor in each location
Journeys - 4
Order #2 3. Wasteful packaging
Journeys . c 4. Adds to carbon footprint

Order #3

5. Execution looks sloppy to customers

ST
é
Costly Split Shipments Unhappy Customers Unhappy Earth
Journeysod split shipments are financially costly Jland

Source: Company Websites, Legion Partnersod6 Research (Pl ease r ef eCONFIDENTIAIPEPROPRIETARYf or d



Section

What 6s Broken? Employee Sat ilsf

While Genesco suggests its internally conducted survey shows a favorable employee
response, Glassdoor data benchmarking suggests that Journeys lags peers in various criteria,
which we believe provides a better picture of how employees perceive Journeys

Glassdoor Reviews

4.1 4.1
4.0
3.9 3.9
38 38 38
3.7
3.6
3.4 34 34 34
3.3
I I | I I I I

Overall Ratings Culture & Values Diversity & Inclusion Senior Management

mJourneys mFootLocker mDesigner Brands ®Finish Line m Shoe Carnival

Source: Glassdoor data as of May 2021 CONFIDENTIAL & PROPRIETARY
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FY refers to fiscal year (FY 20 is the year ended February 1st, 2020)
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Section

Ge n e s dBoadckLacks Shareholder Alignment 3

For years, Genescobd6s Board has all owed
conglomerate structure that has failed to generate shareholder value

Prior reviews of strategic The governance structure is
W alternatives seemed disingenuous suboptimal, particularly with
and designed to avoid change combined Chairman and CEO roles
Compensation has been misaligned
W with shareholder value creation
Recent Board changes were

Wreactive to Legionds nominations by

adding at least 2 directors with
guestionable relationships with

a7 _ There is no discernible ESG
Insiders, and, nonetheless, is
: o program

insufficient

More Board changes will be required to drive alignment and fix Genesco

Sour ce: SEC Filings, Legion Partnersdé Research
CONFIDENTIAL & PROPRIETARY



Section

Recent Refresh Is Too Little Too Late 3

Matthew C. Diamond Thurgood Marshall, Jr. Joanna Barsh Kevin P. McDermott
,
P /oq':,, \/ 7 /V\ S
28 W
1 &8 7 &7
o/ S
O S
7 : <7/
s 7/
Tenure: 20 years Tenure: 9 years Tenure: 7 years Tenure: 5 years
Relative TSR: (3,446%) Relative TSR: (258%) Relative TSR: (176%) Relative TSR: (279%)
Chair of the Nominating and Retired Partner, Morgan, Lewis & Chair of the Compensation Committee  Chair of the Audit Committee
Governance Committee Bockius LLP Director Emeritus, McKinsey Former Partner, KPMG LLP
Former CEO, Defy Media LLC
John F. Lambros Kathleen Mason Marty G. Dickens
==
‘ To Retire at
2021 AGM
Tenure: Less than 1 year Tenure: 25 years Tenure: 18 years
Relative TSR: 82% Relative TSR: (2,980%) Relative TSR: (4,170%)
Head of GCAb6s digital nFerohér Breshlennakd CEQ, Tyesdaydvibriirng e Retired President, AT&T-Tennessee
Angel R. Martinez Mary E. Meixelsperger
! Newly
W Appointed
W / PP
Former Chairman and CEO, CFO, Valvoline Former CEO,
Deckers Brands Former CFO, DSW Tractor Supply Company

Source: Capital 1 Q, SEC Filings, Legion Partnersod Research

Not e: CEO/ Chairman Mi mi E. Vaughn not shown for this sl i deodcembentr CONFIDENTIA &PROPRIBTARYT SR r
directordés tenure vs. Peer Group. Peer Group includes BOOT, DBIltaq FL, SCVL, CAL, DKS,
assumes that Mason, Diamond, Dickens and Marshall, Jr. were appointed on Jan 1st in their year of appointment due to lack of detailed information



Section

GCO0s Boarddéds TSR Has Been or

Relative TSR performance demonstrates the inability of the Board to
drive better outcomes for shareholders

GCO Relative TSR over Tenure vs.

Core Peer ISS Peer S&P 1500

Director Tenure Group Group Footwear S&P 500

Kathleen Mason 25 Years 0.313% (2980%) (1144%) (1155%) 456% 544%

Matthew C. Diamond
(Nominating and Governance| 20 Years 0.345% (3446%) (1204%) (1440%) (246%) (388%)
Committee Chair)

Marty G. Dickens 18 Years 0.192% (4170%) (675%) (1745%) (390%) (458%)
Thurgood Marshall, Jr. 9 Years 0.109% (258%) (99%) (398%) (293%) (243%)
Joanna Barsh
(Compensation Committee 8 Years 0.183% (176%) (83%) (269%) (199%) (153%)
Chair)

Kevin P. McDermott o o 0 0 o o
(Audit Committee Chair) 5 Years 0.149% (279%) (137%) (150%) (162%) (160%)
John F. Lambros 0.5 Years 0.009% 82% 23% 155% 142% 123%

Mimi E. Vaughn o o o o o o
(CEO / Chairman) 2 Years 1.344% (45%) (39%) (27%) (16%) (22%)

GCOO6s Board collectively owns 2.7% of shdr

Source: SEC Filings, Legion Partnersd Estimates, Capital I Q (as of 04/09/2021)

Note: Tot al Sharehol der Return (ATSRO0) figures as of respemti ve Board ap%oi nt me
Kathleen Mason, Matthew C. Diamond, Marty G. Dickens and Thurgood Marshall, Jr. were appointed on January 1% in their year of CONFIDENTIAL & PROPRIETARY
appointment due to lack of detailed information
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GCOO0OS I ncumbent

Board Sti |l |

Section

Bac

SCVL, CAL, DKS, HIBB, WWW, CROX, DECK, SHOO, SKX. TSR data assumes that Matthew C. Diamond and Thurgood Marshall, Jr. were
appointed on January 1st in their year of appointment due to lack of detailed information

After the recent refresh, GCO6s incumbent direct
that are integral to the Companyb6s future succes
Merchan- Retail LG Tech/  Turnaround Capital Othe_r Te””fe’
disin Operations Customer Digital Experience Markets Public — Relative
9 P Experience 9 P Boards TSR (1)
Joanna Barsh, Chair of 68 Vv 8 Years
Compensation Committee (176%)
Matthew C. Diamond, Lead Director 52 Vv Vv 20 Years
and Chair of Nom. / Gov. Committee (3,446%)
Thurgood Marshall, Jr. 9 Years
Member of Compensation Committee 64 v CXW (258%)
Kevin P. McDermott, Chair of Audit 5 Years
Committee 67 \ DAKT (279%)
John F. Lambros, Member of 55 . . TYO: 0.5 Years
Compensation Committee 2174 82%
@ | Kathleen Mason, Member of Audit 72 . 25 Years
© | Committee (2,980%)
Y
o |Marty G. Dickens, Member of Audit 73 PNEP 18 Years
F Jand Nom. / Gov. Committee (4,170%)
S
o [Angel R. Martinez, Member of Nom. / DECK,
= | Gov. Committee o6 v v kry, Tup| O Year
o
2 | Mary E. Meixelsperger, Member of
O_ y
<C | Audit Committee 60 v 0year
>
= | Gregory A. Sandfort, Member of WDFC,
% Compensation Committee 66 v KIRK 0 year
Source: Company SEC Filings, Capital 1Q as of 04/09/2021
Note: (1) Represents GCOO6s Relative TSR over each incumbentFLdi r ecoNFDENTRL & PROPRIETARY S -
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Section

Genescoo0Os Governance Struct P e

Targeted Directors lack relevant backgrounds and have long tenures

Merchan- Retail LSS Tech / Turnaround Capital Othgr Tehure J
dising Operations Customer Digital Experience Markets AU RIS
Experience Boards @)
Joanna Barsh, Chair of Compensation 68 : : : : Vv 8 Years
Committee 1 1 1 1 (176%)
1 1 1 1
1 1 1 1
Matthew C. Diamond, Lead Director and 50 1 1 1 \V; 1 Vv 20 Years
Chair of Nom. / Gov. Committee X X X X (3,446%)
1 1 1 1
1 1 1 1
Thurgood Marshall, J_r. _ 641 i i i Vv CXW 9 Years
Member of Compensation Committee 1 1 1 1 (258%)
1 1 1 1
1 1 1 1
Kevin P. McDermott, Chair of Audit 1 1 1 1 5 Years
Committee 67 : : : : \ DAKT (279%)

Other governance structure issues:

U Plurality voting standard where Directors are elected by a plurality of the votes cast i i.e. even
if they receive the affirmative vote of less than a majority of the votes cast

U Combined Chairman and CEOQO role

U Lead Independent Director has served on the Board for 20 years, which we believe impairs his
independence

U Supermajority shareholder approval required to amend charter

Source: Company SEC Filings, Capital 1Q as of 04/09/2021
Note: (1) Represents GCOO6s Relative TSR over each incumbentFLdi r ecolNFDENTRL &PROPRIETARY S -
SCVL, CAL, DKS, HIBB, WWW, CROX, DECK, SHOO, SKX. TSR data assumes that Matthew C. Diamond and Thurgood Marshall, Jr. were

appointed on January 1st in their year of appointment due to lack of detailed information



Section

Genescobs Board Has Mi schar ct e

Between data manipulation and cherry-picking dates, we believe the Board has
mi sl eadingly c¢cl ai med Amoment umo

Misleading Claim Reality

UAOver the past year, Genesco's share price
has increased over 150%, reflecting strong A We believe the Board has mischaracterized its TSR track record by highlighting cherry-
momentum coming out of the pandemic and picked short-term performance, which is largely a function of how poorly Genesco did in
heading into fiscal 202 iiaPphases ofthe COVID pandemicinsteadofso-c al | ed A moment umg

T GCO Press Release, 04/12/2021

UfMGenescods past digit all, andbisupt[r)]l¥ chain | , q . islead
investments allowed the company to take A Legion believes that the Company Is using COVID-impacted statistics to mislea

advantage of the recent accelerated shift to shareholders into believing the Companyg¢s st
online spending, achieving record digital performance increased in FY 20217ii n f act , "t een r e_t al I ersfo av
revenue of nearly $450 million in our last fiscal | . reached 48 %_ I as t year vs.i @qorrp(.agzs.lststdl way behisds | Jour
year, an increase of almost 75% year-over- A Ge nesco o} s digital pe F\Q@VIID)ava§|3|gnrflcamtlylworée/anc2 020 (pr
year, while also fueling record profitability for provides a better picture of pre-COVID strategic shortcomingsi on t he Complanyd
this channel . earnings conference call for Q3 FY 2021, the Company stated that digital penetration

i GCO Press Release. 05/12/2021 for Journeys was only 7% in the quarter, while peers were reaching 30% pre-COVID

. A We believe this statement is grossly misleading because the Company once again
UnGenesco has i mpl ement e gherd-picks dath froin ldifletent tinge periods that start as early as CY 2017, in order to

delivering results.o inappropriately suggest that its strategy is working, while in fact the six pillars of
T GCO Form DEFA14A, 05/06/2021 strategy were not introduced to shareholders until March 12, 2020 i taking credit for
strategy that wsdasndt even roll ed

A Despite claiming important synergies for a decade, Genesco appears to have a bloated
UAMeaningf ul synergies Eof't gtuciure and marging gayebgen declining over the past decade
portfolio.?d For example, while Genesco claims that Journeys and Schuh enjoy synergies from
- vendors and consumer & product insights a
i GCO Form DEFAI14A, 05/06/2021 Schuhods scarcity pr obl eaflers, and wedalia/othat insightsp | v
can be gained without costly owning another business

Source: SEC Filings, Press Releases, Legion Partnerso6 Esti mates conFIDENTIAL&PROPRIETARY

[elue]
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Genesco Has No Discernible ESG Program

Section

3

Genesco announced an ESG subcommittee only in June 2021, led by two lackluster incumbent
directors, Marshall Jr. and Barsh, with no announced goal or framework

O Non-Existent ‘ Most Comprehensive

ESG/Impact Report?

ESG/Impact Website

First published?

Environmental Goals

Social Goals

Governance Goals

EVERY SEASON STARTS AT

SPORTING GUODS. Foot Locker

deckers yowerme o

STEVE MADDEN CAIiES:*RES CroOCS BOOTBARN skecHERS

v Vv vV Vv VvV Vv U U U

Limited

vV V V V V V V V V

n/a

2014 2017 2018 2019 2019 2020 n/a n/a n/a

OIIIIIDII

DDVOOIIDID

00000000

Source: SEC Filings, Company Websites, Legion Partnerso6 Research
CONFIDENTIAL & PROPRIETARY
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Compensation Doesndt Reflectl3Pe

Top 5 executive compensation has increased by 43% from FY 2014 to FY
2020 while operating profit declined by 49%

NEOs6 Compensation vs. Operating Pr

16%

$170

$167

$151

FY 2012 FY 2013 FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020
Top 5 Comp ($mm): Top 5 executive compensation has increased by 43% while operating profit declined by 49%
(8920 $9.9 $8.5 87 [sm2  sus C$13.D
mmmm Operating Profit ($mm) =Top 5 Comp as % of Operating Profit

Sour ce: SEC Filings, Legion Partnersdé Estimates
Note: FY 2018 Operating Profit excludes $182mm of goodwill impairments CONFIDENTIAL & PROPRIETARY
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EVA Bonus Rewards EVA Declines 3

GCO6s EVA plan calcul at esd/BHHovnersC mul t i p
represents the actual EVA change, A represents target EVA improvement,

and B represents the incremental improvement interval
Non-Symmetric EVA Bonus Multiple Design

Positive bonus for EVA decline

Formula lllustration:
(C-A)/B+1 equals to: (C+B-A)/B, where A and B have always been positive
FY 2020 EVA plan for Corporate Total has $675k for A and $10.9mm for B
A B=8.3xo0ofA

A (C+8.3A-A)/B

A (C+7.3A)/B

A Bonus multiple remains positive until C drops below negative 7.3x of A
A C=negative 7.3A= negative 7.3*$675K= negative $5mm

(20.0x) (15.0x) (10.0x) (5.0%) 0.0x 5.0x 10.0x 15.0x 20.0x

B Bonus Multiple m Actual EVA Change as A Multiple of Target EVA Improvement

Based on FY 2020 EVA plan for Corporate Total, NEOs can earn positive bonus until a $5 million of EVA decline
(negative 730% of target improvement)!

Sour ce: SEC Filings, Legion Partnersdé Estimates
Note: Chart uses FY 2020 Corporate Total Target EVA Improvement of $675k and Incremental Improvement Interval of $5.6mm for CONFIDENTIAL & PROPRIETARY

illustration purpose
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Declining Target EVA Improvement vs. Rising Pay 3

While the target EVA improvement for every business unit has declined
to around 1/3 of FY 2013 | evel i n FY 2
during this period has grown by 15%

Tar get EVA | mprovement vs. Former CEO Robert Denn

$948 $948 $948

$921 $921

Indexed to 100% in FY 2013

FY 2013 FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019 FY 2020

mmm Journeys  mmmm Johnston & Murphy Schuh Licensed Brands Lids Sports Robert Dennis Est. Target Payout

Sour ce: SEC Filings, Legion Partnersdé Estimates
CONFIDENTIAL & PROPRIETARY
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Incumbents and Insiders Maintain Concerning Interlocks | 3

3 0 5]

Joanna Kevin P. _u John F.
Barsh McDermott Lambros
Director Director Director

-
S
& 7

LT

Matthew C.
Diamond
Director

Thurgood
Marshall, Jr.
Director

Historic
Related Party NASHV"-I-E
Transactions AREA

:

aRobert J. Dennis
Ex. CEO/Chairman

Brently G.
Baxter

Mimi E. Vaughn
CEQO/Chairman

Thomas A.
George

Interim CFO SVP
i Newly Appointed
To Retire at 2021 AGM S /\ ewly Appointe
2 & Kathleen Marty G. Angel R. Mary E. : Gregory A.
(D Mason Dickens Martinez ‘ 4 Meixelsperger | Sandfort
Director Director Director % . Director Director
McKinse — . . — —_— 4 - —
&Company G@@G MorganLewis 5o S AT T @ kPMG ee ciNNacle oq
— — e —
EEBE:(NEDEE IE CoreCivic 102 4 o BeWees scuaot HARPETH(CAPITAL 00 EQEHVILLE 0000

000

r/,///
The List of Relations# ps DOLLAR GENERAL
Sour ce: SEC Filings, LegiSqN]]:[sUSTnersﬁ Research

V VANDERBILT UNIVERSITY &

OWEN GRADUATE SCHOOL OF MANAGEMENT

CONFIDENTIAL & PROPRIETARY
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High Geographical Concentration Amongst Board Members 3

Board members are concentrated in Nashville area, where Genesco is
headquartered, and surrounding states

Connecticut
Matthew C. Diamond?
John F. Lambros?

California

New York

Angel R. Martinez Joanna Barsh

Tennessee John F. Lambros?

Kevin P. McDermott

Virginia
Thurgood Marshall, Jr

Marty G. Dickens

Gregory A. Sandfort

Mimi E. Vaughn

South Carolina
Kathleen J. Mason
Matthew C. Diamond?

Note: (1) Matthew C. Diamond owns properties in both Connecticut and South Carolina; (2) John F. Lambros lived exclusively in
New York City and Connecticut during his professional career. . CONFIDENTIAL & PROPRIETARY
Partnersod6 Research

Source: SEC Filings, Press Releases, Legion



Section

Legionods Settlement Tal ks wilth

GCO Board clearly demonstrates its dysfunction during settlement talks
i chooses to spend $8.5 million to protect Matthew C. Diamond

A For nearly 3 weeks in May 2021, Legion tried to avoid a proxy contest with Genesco

A Direct discussions between Legion and Chairwoman and CEO Mimi Vaughn and Lead Independent Director
Matthew Diamond were not productive as they reacted negatively to our request to see substantial change on the
Board, including the retirements of several long-tenured directors

A During these direct discussions, Ms. Vaughn and Mr. Diamond indicated that the Board planned to add two
directors they had identified to the Board and would not commit to any existing director stepping off the Board

A Counsels to Legion and Genesco then tried to engage in settlement discussions

o The Companyés | ast proposal made through counsel wa
Legion nominee to the Board, with two long-tenured directors stepping off at the 2021 Annual Meeting,
while Mr. Diamond, a 20-year tenured director, would remain on the Board

A Legion was willing to accept this offer, and just a single board seat, if Mr. Diamond would agree to step
of f by next year ®the @mpanmaréjectacthis donngerproposal and announced its self-
refresh the same day

A While presiding over abysmal stock performance throughout his excessive 20-year tenure, Matthew
Di amond has clearly gained outsized influence over Gene
disclosure of an astonishing $8.5m budget to defend his seat reeks of Entrenchment

After reviewing Genescods three new director | ad:t
connections to management/the Board, Legion understands now why Mr. Diamond would not
agree to retire i next year i after then 21 years on the Board: this Board simply desires to
maintain the status quo

Sour ce: SEC Filings, Legion Partnersdé Research
CONFIDENTIAL & PROPRIETARY
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Genesco Refused to Use a Universal Proxy Card 3

We suggested the use of a universal proxy card for the upcoming election
to allow shareholders the best opportunity to select the best nine
directors to represent shareholders

May 24, 2021

May 27, 2021

June 1, 2021

June 7, 2021

A

>

Legion requested that the Board agree to the use of a universal proxy card for the 2021 Annual
Meeting

Legion sent a follow up letter to the Company regarding the use of a universal proxy card
The Companybs gener al counsel responded by email
earnings announcement but was reviewing Legionods

Legion publicly reiterated its proposal of a universal proxy card

On June 7, 2021, Legi onds counsel received a | et

refusing Legionbs request f or the use of a unive

If the Company genuinely believes that 20-year tenured director Matthew Diamond and other long-
serving incumbents are such world-class board members with the optimal blend of relevant

experience and expertise, it should embrace a universal card

Sour ce: SEC Filings, Legion Partnersdé Research
CONFIDENTIAL & PROPRIETARY
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To Fix the Company, We Must Fix the Board 3

We are seeking to replace FOUR incumbent directors, the majority of
whom have led the Board over long periods of underperformance and
appear to lack experience that a modern footwear retailer would require

Matthew C. Diamond (52)
Relative TSR: (3,446%)

Lead Independent Director & Chair of
Nominating and Governance Committee

Director since 2001 (20 Years)

Thurgood Marshall, Jr. (64)
Relative TSR: (258%)

Member of Compensation Committee
Director since 2012 (9 Yrs.)

U careerin digital media and marketing i has been unable to translate U Career lawyer and lobbyist at Morgan, Lewis & Bockius LLP, a firm
his background to help Genescods f ai |l iGangscapaig/forseavicesfonmanyiyeais,iwNhens other retail or
U Piles of lawsuits alleged i failure to pay, breach of fiduciary duties, consumer experience

fraud claims and copyright infringement U Serves on the board of CoreCivic Inc., an operator of private

U 20year tenure affects Diamond®ds i nde p eprisbesnwitteformen Getiesdo €hairngan amdGEO Rdbert J. Dennis
logical choice for Lead Independent Director or to lead the Board's U ISS has recommended CoreCivic shareholders withhold votes for
recent unilateral refresh

Mr. Marshall, Jr., citing material governance failures for four
straight years, from 2017 to 2020

Joanna Barsh (68)
Relative TSR: (176%)

Chair of Compensation Committee
Director since 2013 (8 Yrs.)

Kevin P. McDermott (67)
Relative TSR: (279%)

Chair of Audit Committee
Director since 2016 (5 Yrs.)

U Career consultant at Mc Ki nsey, t hhe s@ marfeierrmawhceoruen thamtth aGC&EPIMG LLP Nashvi

current and previous Chairman/CEO, and another GCO executive previous long-tenured Chair of Audit Committee, William F. Blaufuss, Jr.,
previously worked also worked, with no other retail or consumer experience
U During her first year as the Chair of the Compensation Committee, Ms. U Served as the Chief Audit Executive for Pinnacle Financial Partners,

Barsh approved $13.1mm in payouts |to Gueenedongtendred GCO girecfori Marey Diekeres sewvésias/aedisector
in 2020, the highest amount since 2014, when operating profit was

4 half of the 2014 level U ISS and Glass Lewis recommended withhold for Mr. McDermott at
around half of the 2014 leve Daktronics in 2019 for adopting a poison pill without shareholder approval
Sour ce: Capital I Q, SEC Filings, Legion Partnersd Research

Not e: Rel ative TSR represents GCOb0s Relative TSR over each QATrD8BluRhCENFIDENTIALIE PROPRIETARY t enu
SCVL, CAL, DKS, HIBB, WWW, CROX, DECK, SHOO, SKX. TSR data assumes that Diamond and Marshall, Jr. were appointed on January 1st
in their year of appointment due to lack of detailed information
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An Ineffective Long-Tenured Lead Director with Problematic Career 3

20-year tenured Board member and current Lead Director Matthew C. Diamond has controlled
key leadership positions for decades i we believe he is responsible for the consistent
underperformance, inflated compensation and misalignment with shareholders

Proxy Year ‘01('02|'03|"

Matthew C. Diamond

. Lead Director and Nominating and Governance Committee Chair . Compensation Committee Chair Director

Whil e the Board notes i
mar ketingo, the reality
portfolio is disgracefully far behind its peers

t hat

Tenure: 20 years

his knowl edge
I S t he

Relative TSR: (3,446%)! Journeys6 Digital Penet (RAeAOVWID) vs. Ot he
40% Teensd Retailers Medi an: O2her%lational Brand Retailers Median: 24%
33% 32% 30% 33%
29%
1517 7.1 S 20%  24% 0
16% - °---r6%
I
URBN Nike AE LULU GPS Finish Line Journeys JWN KSS JCPenney DKS
= Teens' Retailer Digital Penetration mmmmm Other National Brand Retailers Digital Penetration
=== Teens' Retailer Median === Other National Brand Retailers Median
We believe Diamondds excessive tenure compromises his

him as the Lead Director, Chair of the Nominating and Governance Committee or Compensation Committee

Sour ce: Capital 1 Q, SEC Filings, Legion Partnersdé Research
Not e: 1. Represents GCOO6s Relative TSR over Diamondés tenur e Svs. CONFIDENTIAIIRPROPRIETRRYE I
HIBB, WWW, CROX, DECK, SHOO, SKX. TSR data assumes that Diamond was appointed on January 1st in his year of appointment due to
lack of detailed information

d

Gr
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Di amond Brings with Him a Poor Track Rled or d

Mr. Diamond was the CEO of Defy Media LLC from 2013 to November 2018, when the company
suddenly went out of business after apparently running out of funding i and prior to Defy, Mr.
Diamond co-founded Alloy Media in 1996, took the company public in 1999, and helped take it
private in 2010 with a TSR of negative 70%

Track Record Concerns Al l egations in Different Phases
. . i MG f ébehind in B0¢,588 inAn $sraddiypased
Allegations Failure to pay, breach of Defy Media stole $1.7 million in Advertising Media P|atfor[§1 ’ i
. . . . . YouTube AdSense earning from 50 9
from Piles of fiduciary duties, fraud claims, i YouTube channels i A Content é f ail e8118000 i fPeyer Media

Lawsuits and copyright infringement Creator And Former Employee & f ai BI45/48a 7 cShandy Media

U Alloy Media i negative 70% Chan v. Diamond lawsuit filed October 21, 2003: Named Alloy Inc. and other Alloy executives a
derivative shareholder lawsuit alleging breach of fiduciary duties in allowing "material public
mi srepresentationsdo related to the companyds fina

of TSR as a public company

Problematic U Defy Med'a ceased Defy Media and Diamond deliberately diverted funds that were due to the plaintiffs and to the
Career operations after assets were plaintiff's clients in excess of $200,000

HiStory as the frozen by creditors T A Talent Agency Taken over by Defy Media
CEO/Founder T
U MOTOMi a startup fro_m ) _ . Defy was the subject of 8 separate copyright infringement cases and one patent infringement
2019 is still I i bcgsd, vihere BeRioAnfan@gBment failed to instill upon its staff an understanding of legal
and currently valued at $12k requirements that intellectual property can only be used when authorized by its owner
U Digital penetration rates at Al l oy Share Price Performance under
GCO trail peers after $100

Di amondds 20 years of
servicewithfihi s knowl edge $30
of digital media and direct

Digital R : .
Exgtearltise UGCOO6s soci al medi a $40
P presence and engaging TSR: (70%
efforts are far behind peers $20 - (70%)
UGCOO6s omnichannel $0
operations are far behind 5/14/99 3/13/03 1/10/07 11/9/10
peers — Alloy Media Share Price
Sour ce: Capital I Q, SEC Filings, Leg: v + wui tier ou Lo cur U

CONFIDENTIAL & PROPRIETARY
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Mar shal |l Jr. 6s Professional Connect i|lodns

Director Thurgood Marshall Jr. is a career lawyer and lobbyist, retired from a law firm used
repeatedly in the past by Genescoi we bel i eve his fAexpertise in co
oversighto has not been reflected i n Gegeardesigr® 0SS (¢

Mr. Marshall Jr. has no other retail experience and serves on the board of CoreCivic
Inc.(CCA), an operator of private prisons, with former Genesco Chairman and Chief
Executive Officer Robert J. Dennis

o Mr. Marshall Jr. also served as a lobbyist for Securus, that was later sued
along with CCA for listening into inmate's phone calls with attorneys

Institutional Shareholder Services (ISS) recommended WITHHOLD for Mr. Marshall
Jr. at Corecivic in 2020, 2019, 2018 and 2017 citing material governance failures,
and >20% of shareholders voted against him in the 3 most recent votes

/7
Tenure: 9 years N/ -
Relative TSR: (258%)* E CoreCivic withhold / Against Vote Results
16.7% L1 20.5% 21.4%
2017 2018 2019 2020

m Withhold / Against

How can a Board keep as its "corporate governance expert" a director that has

repeatedly been cited for "material governance failures" by ISS?

Source: Capital 1 Q, SEC Filings, Legion Partnersod Research

Not e: 1. Rel ative TSR represents GCOb0s Relative TSR over e &00r, DBh cONRFIDENTAL & PROPRIETARYT 05 t
FL, SCVL, CAL, DKS, HIBB, WWW, CROX, DECK, SHOO, SKX. TSR data assumes that Thurgood was appointed on January 1st in his year of

appointment due to lack of detailed information
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Marshall Jr. Led a Series of Controversial Lobbying 3

Does a paid lobbyist for a casino, asbestos defense, paid militia really bring unique and
valuable perspective to Genesco?

Key Elements Marshall Jr.d6s I nvol vement

SECU RUS A Marshall Jr. lobbied for Securus, which had a $19 million contract with CoreCivic to run inmate telephones at its prisons
Te(jhnologies A Securus was later sued along with CoreCivic for listening into inmates' phone calls with attorneys

A Marshall Jr . |l obbied for Artichoke Joebs, a California
eye to loan sharking, suspicious transfers of high-value gaming chips, and flagrant criminal activity that occurred in plain
sight. o

A Artichoke Joeds received a record $5.3 million fine becal

A Marshall Jr. lobbied for Asbestos Study Group, an association of major companies that exposed workers to asbestos
A Sen. Ted Kennedy (DMA), whom Marshall Jr. worked for at one time, opposed an asbestos bailout bill because victim
payouts were fibased on highly questionable estimates of
Study Group and how much each one would pay, contained in a secret list known only to the Asbestos Study Group, the key lobbyists
for the bill.o

Asbestos

Prince B%%ﬂ A Marshall Jr. lobbied for Prince Group that operated Blackwater, the military contractor that killed unarmed civilians in Iraq
Group a7 A Four Blackwater employees were convicted in the killings i recently pardoned by former President Trump

A Marshall Jr. lobbied for Dean Foods, one of the largest dairies in the country

A While Marshall Jr. was its lobbyist, Dean Foods was su
6sl avesd6 and that they found swastikas drawn on |l ockers
Confederate flag, and AThe South will rise againodo and fAwl

militia, etc.al i gns with Genescods eyVyerl

Sour ce: SEC Filings, Legion Partnersé Research
CONFIDENTIAL & PROPRIETARY
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Connected to NEOs, Barsh Also Leads Questionable Compensation Program 3

Joanna Barsh has served on Genescods Board for ne
operations experience and previously worked as a consultant at McKinsey & Company

A McKinsey & Company is the same firm where a number of Genesco executives
previously worked

o Mimi E. Vaughn (current Chairman and Chief Executive Officer)
0 Robert J. Dennis (former Genesco Chairman and Chief Executive Officer)
o Parag D. Desai (current Genesco Chief Strategy and Digital Officer)

“4A As Chair of the Boardos Compensation Comm
compensation structure that we believe is not aligned with shareholders and has
provided increasing payouts for declining performance

Tenure: 7 years A During her first year as the Chair of the Compensation Committee, Ms. Barsh

Relative TSR: (176%)? approved $13.1 million in payouts to Gene
highest amount since 2014, when operating profit was around half of the 2014 level

Operating Profit ($mm) NEOs6 Compensation ($mm

$163 $13.1

\ Misaligned /
$83 $9.2

FY 2014 FY 2020 FY 2014 FY 2020

Source: Capital 1 Q, SEC Filings, Legion Partnersod Research
Not e: 1. Rel ative TSR represents GCOb0s Relative TSR over each i ncoONPIDENMAL&®ROPRIETARYI 0s t
BOOT, DBI, FL, SCVL, CAL, DKS, HIBB, WWW, CROX, DECK, SHOO, SKX.
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Barshds Retai |l -DatepDgitalErace Prlé

Despite her being a Director Emerita at McKinseyi we bel i eve Barshods retai
experience before her retirement in 2013 is no longer relevant to the current digital world

A Ms. Barsh consulted consumer-facing clients for over 30 years at McKinsey

A When she retired in 2013, mall-based retail e-commerce penetration was at around 10%, while it has
passed 40% during COVID

Mall-based retail and Department Store eComm Penetration (% of total sales)

50%

40% Ms. Bar shoj
Consulting Career

36%
30%

20%

10%

O"/g I T T T T T T T T T T
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021e

With Joannadbds fnexpertise gained through more than
digital penetration was 11% pre-COVID, almost reaching the industry level when Barsh retired

Sour ce: Capital I Q, SEC Filings, Mor gan Stanley Research, Legion Partnersd Research
CONFIDENTIAL & PROPRIETARY
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McDermott Has Multiple Ties to GCO Board and Lacks Relevant Qualifications 3

Director Kevin P. McDermott is a retired accounting executive from KPMG i we believe the
poor TSR track record at Daktronics under his chairmanship reveals his level of
ineffectiveness and accountability

As a KPMG veteran, McDermott was most recently the Chief Audit Executive for
Pinnacle Financial Partners, a publicly traded (NASDAQ: PNFP) bank holding company
headquartered in Nashville, Tennessee

o Notably, Marty Dickens, with whom McDermott has served on the GCO Board, is
a prominent member of Pinnaclebs board ¢

We have reason to believe that Mr. McDermott was referred to the Board by William F.
Blaufuss, Jr., a fellow retired partner from KPMG LLP and GCO Director from 2004 to
2016ian exampl e of t he-b&edzselfditestedreestdt i ons hi p

Tenure: 5 years A As the Director of Daktronics since 2015, and now Chairman and Lead Independent
Relative TSR: (279%)1 Director, Mr. McDermott has overseen a total shareholder return of a negative 33%

14 Daktronics SharePr i ce Performance during Mr. MO&&aniun2019 Wrhhdld\ote Result

$12 35%
$10

TSR: (33%)
$8
. D
$4 DAKTREINI@IJZE
42 Withhold

ISS and Glass Lewis recommended

$0 withhold for Mr. McDermott at Daktronics

6/17/1512/27/15 7/7/16 1/16/17 7/28/17 2/6/18 8/18/18 2/27/19 9/8/19 3/19/20 9/28/20 4/9/21 . ) . L
in 2019 for adopting a poison pill without

—Daktronics Share Price prior shareholder approval
Sour ce: Capital 1 Q, SEC Filings, Legion Partnersdé Research
Not e: 1. Relative TSR represents GCOO6s Relative TSR over e ®00T DBh ¢yNBIBENTIAL & PROPERIETARY M 05 t
FL, SCVL, CAL, DKS, HIBB, WWW, CROX, DECK, SHOO, SKX. 2. Both McDermott and Blaufuss Jr. were Partners at KPMG Nashville 1
Blaufuss Jr. worked at KPMG for 37 years until his retirement in 2000, and McDermott worked at KPMG for 33 years until his retirement in 2013
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GCO6s Recent Partial Refreshmen

We believe Genescobds parti al refreshme
inadequate to break the culture of entrenchment, self-interest and
underperformance in the boardroom

U Lack of necessary independence

_, U Track record of operational efficiency

Angel R. Martinez (66) Mary E. Meixelsperger (61)
Retired CEO/Chairman, Deckers Brands CFO, Valvoline

U Track record of capital allocation
U Up-to-date retail experience

Uwe do not have confidence t
eleventh-hour refresh, conducted only after we
launched a proxy contest and following its delay
of the annual meeting by a month, will be
sufficient to i mprove the |

Formergé%ggrrét/;- fgggﬁg:g p(ls?l)ompany performance to the Ion'q -term satisfaction of

’ shareholders 1 rather, it was done in defense of
the status-quo

Source: SEC Filings, Legion Partnersdé Research
CONFIDENTIAL & PROPRIETARY
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Martinez Worked Closely Together i3t h

Angel Martinez and Genesco0s interim Chief Financ
worked togetherinthec-sui t e at Deckers OQutdoor Corporation
guestion how authentic the Companyds search proce

A Most recently, Martinez was CEO of Deckers from April 2005 to May 2016 and
Chairman of the Board from May 2008 until August 2017

o In May and August 2012, shareholders filed two federal class action lawsuits
against Deckers, Martinez and Thomas A. George, claiming that defendants

had made fAmaterially false and misl ead
in press releases, analyst conference
the SECO

o In 2017, foll owing Marcatobs nominati o

Ay / stepped down from Deckersdé Board
ADeckersd operating margin dropped:i itsrboand a@dinanagemers iYad flailed t o
repeatedly to achieve margin targets

Who/When Target Result

Thomas George, CFO, 2/23/12 féwe t hink | onge r westlram targetirg arcoparating indofnd margin of MISS
Deckers earnings call 20%. 0O

= : G :
Angel Martinez, CEO, 2/27/14 A We have”talk.e.d prgv!ously abo'ut a.15/o.op ng r
: target and we anticipate achieving this primarily through gross margin expansion that will MISS
Deckers earnings call . : ) . .
come from lower input costs and increased penetration of our direct-to-c onsumer € o<l . 0

Marcatobs Letter AtQurSkamelkoindease supported by a review of De
not the result of one-off events beyond the Company's control, but is instead attributable to years of poor decision making and
operational neglect, highlighted by a failed retail expansion strategy, runaway corporate expenses, and wasteful capital allocati o n . 0

These issues are similar to those that have plagued Genesco for years

Sour ce: SEC Filings, Legion Partnersé Research
CONFIDENTIAL & PROPRIETARY
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Meixelsperger Brings Irrelevant and Lackluster Background 3

Mary Meixelsperger has very little successful retailing experience in her background

A Ms. Meixelsperger spent the bulk of her career at Shopko before that store chain
ultimately filed for bankruptcy

A While GCO highlighted her experience at Designer Brands, Inc. (NYSE: DBI), she
only had a very short stint of less than 26 months there before she quit to pursue her
current job working at an automotive servicing business

A From April 2014 to June 2016, Meixelsperger was Senior Vice President and
Chief Financial Officer of Designer Shoe Warehouse

Mei xel sperger 6s Car eer Hi s Wbat flappened

A Terminated from CUNA and referenced in a 2008 complaint filed
Early Career against CUNA with the Wisconsin Equal Opportunities Commission by
a former CUNA executive (Michael J. Miller)

2006-2014 SHOPKO A In June 2019, all Shopko stores ceased operations

wy life. my style. my stove.

A Resigned after a two-year tenure, after i DSW r ecently miss
DESIGNER

2014-2016

BRANDS expectations for both profits and sales in a difficult first quarter of fiscal
2016. Net income fell 37% andsame-st or e sal es al so de

2016-Present VVaIvuline. A Irrelevant to footwear or retailing industry

Sour ce: Capital 1 Q, SEC Filings, Press Releases, Legion Partnersdé Research
CONFIDENTIAL & PROPRIETARY
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Sandfort is Another Nashville Executive with Questionable Credentials 3

Greg Sandfort is a prominent member of the great e
headquarters are | ocated and where the Boar dos se

A  Sandfort was among the most highly compensated executives in Tennessee, earning
salary and stock awards worth $9.3 million in 2018 and $8.7 million in 2019

A We are also concerned with Mr. Sandfort's history of changing credentials,
particularly his educational backgroundi s ome of hi s bi ographi es
at the University of Louisville while oth
administration and science

o INFACT, HE NEVER EARNED THE DEGREE

Copyright 1997 PR Newswire Association, Inc. Name On School's Records: GREGORY SANDFORT
Section: Financial News
Length: 216 words Degree Title: Enrollment Only

Dateline: HOFFMAN ESTATES, I, Dec. 29

Body

Official Name of School: UNIVERSITY OF LOUISVILLE
Dates of Attendance: 08/30/1973 to 06/12/1979

Sears, Roebuck and Co.(NYSE: S) today named Greg Sandfort vice president and general r_
merchandise manager, children's - full-line stores, effective January 5, 1998, with responsibility for all children's

apparel, baby hardlines and funtronics.

Sandfort, 42, has been vice president and general merchandise manager, childrenswear for Belk Stores Services, For y ear s, G eneep=cCc o
Inc. in Charlotte, N.C., since 1994. ;

ne. i wharote, Nx., sihee structure has been bloated, which

"Greg is a recognized leader in the children's apparel industry," said Robert L. Mettler, president of merchandising - is Why we doubt that alocal |y_

full-line stores, "and we're very pleased to have such an outstanding merchandising executive join our team." . . ;

Sandfort will report to Meg Rist, vice president, men's and children's apparel. sourced pICk will be helpfu' n

Prior to Belk, Sandfort was vice president and general merchandise manager, childrenswear at Lazarus, a division overse_el ng the tOUgh CUFS that

of Federated Department Stores, in Cincinnati, Ohio. could im pact Spendlng in the

Sandfort holds a B.S. degree in business administration from the University of Louisville. commun Ity

Source: Capital 1 Q, SEC Filings, PR Newswire, University of Louisville Records, Legi
CONFIDENTIAL & PROPRIETARY
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Section

Genescobs Board Requires A dr t

A Legion's nominees have key skillsets that remain lacking following recent Board refresh:
capital allocation, ESG, turnaround, and marketing

-

A Legionds nominees have spent substantial ti me
shareholder returns

A A full strategic review will enable significant optimization of the current structure

Reset Strategy and Restore Profitability Revive Growth
Transform Culture

Journeys as a Strategic Retail

Refocus Company and Reshape Cost Structure E Partner and the Preferred
Transform Culture and Increase Capital Efficiency i Consumer Destination for
i Footwear
A Evaluate strategic alternatives and A Improve inventory turns A Identify customer and brand-partner
sell non-core businesses ) value propositions to deepen
< A Reduce corporate spending and i i
A Improve corporate structure and P P g relationships
overnance store rent
g ) A Increase share of wallet with
A Tie NEOsO compens af iUnlackglue tiappedinreal estate improved product offerings and
to KPIsl via sale-leaseback (SLB) customer service
A Lead in customer facing A Drive new customer acquisition via

sustainability improved digital marketing and

A Develop an action plan to support engagement
diversity and inclusion

Note: 1. Represents Key Performance Indicators
CONFIDENTIAL & PROPRIETARY



Legi onds NoOmi
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t he ?Lf‘ M

Hav e

Marjorie L. Bowen Margenett Moore-Roberts

Corporate governance and qualified NYSE and
NASDAQ financial expert with 20-year career in
investment banking at Houlihan Lokey

Eww

aaaa

(1 (O HOULIHAN LOKEY

ey z sequential GENESCO
11 1) a 5
oz TALBOTS

Recognized leader in inclusion and diversity with
experience across data & technology, digital media,
software development, and marketing services

e DXTRA

yahoo/
MUZE $ telaria

Sakds Avenue, OCM, May

Experienced C-level executive of major retailers with
extensive turnaround experience at Old Navy, Myer,

#splitt kmacys

M &% i
Staz (Naat:
colesgroup TXEE

Dept] S

Dawn H. Robertson Hobart P. Sichel

Former Chief Marketing Officer at Burlington and a
key member of the leadership team that turned the
business around and | PO6d t

Burlington

McKinsey
& Company

\

AN

CONFIDENTIAL & PROPRIETARY
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Our Nom

Section

inees Bring a Relevant Track Record of Success| #

Marjorie Bowen, Former

AfMy career has al ways been focused on driving sharehol der keral lue.
who specialized on advising boards of directors on how to first understand what drives, and then how to maximize, shareholdervalue.
| shifted into the board room using my financial and governance expertise and have now served on over a dozen public and private

companies boards over the past decade. |l 6ve built my eeputatl]i on
sharehol ders, and am focused solely those ownership interdents| and
asked by larger institutions (for example, KKR and Blackrock) to join boards to assist through periods of necessary transition or

hange. | \Gooused onitee yadue maximizing strategy and resulting execution. This is true with my prior role on the Genesco

Margenett Moore-
Roberts, Chief D&I
Officer at IPG DXTRA

X board, and every other board on which I 6ve served. | belivetonge |t hat

MD at Houlihan Lokey,t | but t i | h . ded d 16 L . d t
Former GCO Director erm value, u structur a change is neede an 6m we sui tle

iMore than ever, companies are being held accountable for authen

they serve - ESG should be on every corporate agenda right now. I've worked at early-stage start-ups and large multi-national
organizations across Media, Technology, Communications, and Graphics industries in functional roles across Product, Operations,
Human Resources, and Sales. During my career, I've built strategic business units from scratch and led the growth of businesses that
have generated more than $100M in revenues and I've learned that long-term growth and scale come from a deep understanding and
respect for the needs of the customer. That understanding comes from having the right perspectives and lived experiences of the
customer in the rooms where key decisions are made - especially in the Boardrooms. My experience as a Chief Inclusion, Equity, &
Diversity Officer and a strategic Sales Leader allow me to operate at the intersection of diversity, equity, inclusion and market impact.

As a member of the Genesco Board, | will ensure that the voice and perspective of all customers is considered in every decision, and |
look forward to collaborating with my fellow board members to balance growth with positive impact on people, business, and societ y . 0

Dawn Robertson,
Experienced C-level
Retail Executive

AWith over 24 years of | eading retail companies internatononally
driving growth and improving weak margins with clear operational alignment has proven to me that regardless of the size, the focus on
opening new channels for innovation and growth while balancing cost control, competition, building powerful teams, and constantly re
assessing the customer focus does not change. My executive retail experience of setting strategy balanced with constant cost focus
and on changing consumer trends has led to strong results as a public board chair. It has enabled me to understand the CEO and
management challenges and an ability to help support them wh| Il e

A

Bart Sichel, Former
Burlington Stores CMO,

@ Former McKinsey Partner

il bve been part of and supported quite a few business t thayds.f or ma
see great promise in GCO that requires some big strategic changes to the way they run the business, including structural changes that

are hard to get right. Assembling a balance of diverse backgrounds and skills on a governing board is critical, and | believe | add the

marketing, digital, retail operations, and change management background that needs to be part of that blend. Thomas Jefferson is
credited with saying he was a great believer in luck, anldcktohat t
drive performance, they need to do the hard work to earn it, and

CONFIDENTIAL & PROPRIETARY



Legi on Partnerso Nominee: MJr“jo

We believe that Ms. Bowends extensive
companies, including significant capital allocation and corporate
governance experience, coupled with her investment banking and

financial expertise would make her a valuable asset to the Board

V. A Marjorie L. Bowen is an experienced public company director with extensive knowledge

m‘ of corporate governance, capital markets strategies and strategic transactions

0 Ms. Bowen previously served a one-year term as an independent director of Genesco from
2018-2019. During that period, she actively monitored the successful sale process for Lids,
and participated in the consideration of other strategic alternatives. Her prior tenure as a
director will allow her to immediately understand the Company, its operations, and
challenges

0 Ms. Bowen has served as a director at over a dozen public and privately held companies,
including Genesco and other industry participants such as Centric Brands and Talbots

0 As aqualified NYSE and NASDAQ financial expert, Ms. Bowen has experience chairing
Special Committees, Audit Committees, and Restructuring/Strategic Committees

0 She also has experience serving as a director in situations that call for improved
governance, transparency and accountability

Marjorie L. Bowen 0  Prior to her directorships, Ms. Bowen had a nearly 20-year career in investment banking at
(Age: 56) Houlihan Lokey, serving as Managing Director from 1997 to 2008 and heading its industry
leading fairness opinion practice. During her tenure at Houlihan Lokey, Ms. Bowen was the
most senior woman at the firm

0 As both an investment banker and corporate director, Ms. Bowen has experience across
different types of corporate finance and M&A transactions for both healthy and distressed

() HoULIHAN LOKEY

GENESCO companies
% o In addition to the retail experience above, she has broad industry experience, including a
focus in real estate intensive and related industries while at Houlihan Lokey
CEL\RIAIBIC TALBOTS 0 Ms. Bowen holds a B.A. and graduated cum laude from Colgate University in 1987. She

holds an M.B.A., with a concentration in Finance from the University of Chicago in 1989

Source: SEC Filings
CONFIDENTIAL & PROPRIETARY



Section

Marjorie L. Bowen i Refocused GCO via Sale of Lids | *

Ms. Bowen previously served a one-year term as an independent director of Genesco from
2018 to 2019, when she actively monitored the successful sale process for the struggling Lids
business, driving the Company to refocus on its core footwear business

Li dsd Net Sales and Operating Ma_r\gin Per f o

—

$976 L SOLD 7

$903 ~
$848 S~

FY 2012 FY 2013 FY 2014 FY 2015 FY 2016 FY 2017 FY 2018

mmm Net Sales - QOperating Income (Loss) Margin %

Management acknowledgement: iUnder new owner ship, the very talentec
have the opportunity to realize the potential in this business. We look forward to closing the transaction and
devoting the full attention of Genesco's management team to the opportunities we see in a footwear-

focused company. o
T Robert J. Dennis, Former Chairman, President & CEO, 12/14/2018

Sour ce: SEC Filings, Legion Partnersdé Estimates, Press Releases
CONFIDENTIAL & PROPRIETARY



Section

Legi on Partner so Nomi ARelerts Mal|4ge

We believe that Ms. Moore-Robert s6 broad functional
operations, account management, customer service, product

management, human resources and business strategy across a variety

of industries, including digital media, technology, data management and
licensing, marketing services, communications, and software

development, would make her a valuable asset to the Board

(0]

/ l
AL
I \3 '\

Margenett Moore-Roberts
(Age: 50)

Source: Legion Partnersdé Research

A Margenett Moore-Roberts is a seasoned marketing strategist and an expert in
diversity and inclusion initiatives

Ms. Moore-Roberts serves as Chief Inclusion & Diversity Officer for IPG DXTRA, a global

collective of 28 marketing services and agency brands as a part of Interpublic Group

(NYSE: IPG), since January 2020

Previously, Ms. Moore-Roberts held Corporate Diversity & Inclusion leadership roles at

Golin and Yahoo. She served as VP and Global Head of Inclusive Diversity at Yahoo from

2016 to 2017 and established Yahoodés first Of
of Excellence. She also established and | ed t
network

Prior to joining Yahoo in 2011, she served as VP of Client Services & Ad Operations at

Scanscout / Tremor Video (now known as Telaria) from 2007 to 2011 and VP of Client

Services at Muze from 2001 to 2007

Ms. Moore-Roberts holds a B.A. from Otterbein University

rsDXTRA  yahoo/
MUZk > telario

CONFIDENTIAL & PROPRIETARY



Section

Legi on Partnerso Nominee: Dd wn

We believe that Ms . Robertsondéds extens
industry and executive roles coupled with her service on corporate
boards would make her a valuable asset to the Board

A Dawn H. Robertson is a proven retail executive with significant operational,
omnichannel and marketing experience
0 Ms. Robertson has served as Independent Non-Executive Chairman at Splitit Payments
Ltd (OTCMKTS: STTTF) since February 2021 and previously served as a Director of the
Company

0  Ms. Robertson serves as the CEO of On Campus Marketing, a nationwide leader in
endorsed marketing to college students and parents since 2018

0 Ms. Robertson is a business leader of major retailers, department stores and startups
with extensive turnaround experience at OId
Stores, ainh eMalhcaysd s26 yearsod6 expertise at the

0 Ms. Robertson served as the Chief Executive Officer of Stein Mart Inc. in 2016
Ms. Robertson served as the President of Old Navy, Inc. from November 2006 to

February 2008
Dawn H. Robertson 0  She served as Managing Director of Myer Grace Bros of Coles Group Limited from 2002
(Age: 65) to 2006

0  She has extensive omnichannel experience, including the development and launch of

*
- *m Macys.com and Bloomingdales.com and currently as CEO of OCM, an online retailer of
. splltlt GCyS college dorm essentials

0  Ms. Robertson is a graduate from Auburn University with a BA in Fashion Merchandising

colesgroup

MYER

MY STORE

Sour ce: Legion Partnersdé Research
CONFIDENTIAL & PROPRIETARY



Section

Dawn Robertson T Successful Myer Turnaround 4

As the former Managing Director of Myer Department Stores, the largest store in Australia, Ms.
Robertson developed and executed a new strategy for the department store, achieved strong
EBIT turnaround, spearheaded board-initiated sale process of the company, and sold it for
A$1.4 billion, significantly beating market expectations of A$700 million

APPLIANCE

HATIVLAY

The [A$900] million price-tag is
understood to be a best-case

scenario for Coles Myer, with
Newbridge Capital ds
well above the figure offered by its
nearest competitors

Coles Myer acknowledgement: i When Dawn came to Myer four years ago, S
business which she and her team have restored both as an icon fashion brand and a sustainably profitable

businesséthe | evel of interest and the price achieved f ¢
strength of the business and the success of its turnarol

i John E. Fletcher, Former Coles Myer CEO, 03/13/2006

Sour ce: Legion Partnersdé Research
CONFIDENTIAL & PROPRIETARY



Section

Legi on Partnerso Nominee: HdWar

We bel i eve Mryear &cocdhoéduccess ih bhe retail, media,
and financial service sectors, as well as his deep expertise in marketing,
digital transformation, and corporate strategy, make him highly qualified
to serve on the Board

A Hobart P. Sichel is a proven marketing leader and veteran c-level executive in the
retail space

o Mr. Sichel is the President of bps Captura, an independent advisory and consulting firm to
senior corporate leaders, private equity firms, and boards across multiple consumer-
facing industries, since 2019

o0  Mr. Sichel previously worked at Burlington Stores from 2011 to 2019, where he served as
Executive Vice President and Chief Marketing Officer. He was a key member of the
leadership team that turned the business around and launched its initial public offering

o At Burlington, Mr. Sichel was responsible for marketing, corporate strategy and the
companyOs g@anmsnbrcei nt o e

o0  Prior to joining Burlington and since 1998, Mr. Sichel served as a Principal at McKinsey &
Company. He was a |l eader in McKinseybds Mar ket
America. Prior to 1998, Mr. Sichel worked in various capacities across consumer facing
industries including retail, e-commerce, packaged goods, financial services, and media

0  Mr. Sichel holds an M.B.A. from Columbia University and a B.A. from Vassar College

McKinsey
& Company

Hobart P. Sichel

(Age: 56) bllI'liIlg tOIl

Sour ce: Legion Partnersdé Research
CONFIDENTIAL & PROPRIETARY



Section

Hobart Sicheli Bur | i ngt on Storeso6 Viad ue

As the former Chief Marketing Officer (CMO) at Burlington Stores, Bart was an integral
member of the dedicated executive management team that turned the business around and
took the company public T BURL stock price increased by ~6x over his tenure

$200 BURL Share Price Performance during Bart's Tenure
$180 $174

$160 +595%

$140
$120
$100
$80
$60
$40
$20

$0
10/2/13 9/26/14 9/20/15 9/13/16 97117 9/1/18 8/26/19

$25 at IPO

= BRL Share Price

BARRON'S
66

y returned

NRnSince the compan t o
the Russell 2000

wel | ahead of
T 05/03/2019

Sour ce: Capital I Q, Legion Partnersdé Research
CONFIDENTIAL & PROPRIETARY
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Section

Hobart Sichel i Burlington Stores Value Creation (Cont.) | 4

During Bartdos tenure as CMO, advertising cost as
2.0% to 1.0% while fueling 30% compounding comparable store sales growth

Burlingtonds Compounding Comparable Store Sales Growth vs.
Tenure
2.0% Lol 30%
— . 1.8% 1.7%
) 1.5%
100/
13%
11%
6%
S
I
FY 2012 FY 2013 FY 2014 FY 2015 FY 2016 FY 2017 FY 2018 FY 2019
mmm Compounding Comparable Store Sales Growth Advertising Cost as % of Total Revenue
successful TV testimonial campaign h

Burlington acknowledgement: i Ou r
sentiment and strong brand recall. Also, we have been pleased with the results of our ongoing personalized

marketing efforts, where we are able to deliver the most relevant content to customers in ways that matter most to
them, including digital, mobile and social media. As mentioned previously, our dollar marketing spend will be
comparable to prior years, though we will continue to i

I Thomas A. Kingsbury, Former BURL Chairman, President & CEO, 05/31/2018

Sour ce: Capital I Q, Legion Partnersdé Research
CONFIDENTIAL & PROPRIETARY
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Section

The Value Creation Opportunity 0

Simplify and improve Genesco to be the preferred teen destination for footwear and a
strategic retail partner for brands

Revive Growth

Restore
Profitability

Reset
Strategy and
Transform
Culture

Brand Partner Consumer Value
Proposition: Proposition:
Reset Transform Complementary to Culturally Relevant
_ Culture: Reshape Cost Mono-Brand and Digitally
Strategy: Structure and Channels Present
Strategic Modern and Increase Capital
Reviews Performance Efficiency
Driven . :
Retain and Acquire Increase Share of
Customers Wallet

CONFIDENTIAL & PROPRIETARY



The Value Creation Opportunity (Cont.)

Section

5

Key Steps

Transform Culture

A Evaluate strategic
alternatives and sell non-core
businesses

A Improve corporate structure
and governance

Reshape Cost Structure
and Increase Capital
Efficiency

Refocus Company and l| e

re

A

’e

A

’e

A

Improve inventory turns

Reduce corporate spending
and store rent

Unlock value trapped in real

A Tie NEOsO compe n sS@¢\daspale-leaseback

structure to KPIs?

A Lead in customer facing
sustainability

A Develop an action plan to
support diversity and
inclusion

V Annual G&A savings of $20-30
million

V Generate ~$350 million from
non-core businesses sale

Note: 1. Represents Key Performance Indicators

IMpact [¢---m====mmmmmmmm oo

(SLB)

V Increase Journeys segment

EBITDA margin by 2% from 8%
to 10%

Reset Strategy and Restore Profitability Revive Growth
Transform Culture

Journeys as a Strategic
e Retail Partner and the
Preferred Consumer
Destination for Footwear

A Identify customer and brand-
partner value propositions to
deepen relationships

A Increase share of wallet with
improved product offerings and
customer service

A Drive new customer acquisition
via improved digital marketing
and engagement

V Grow sales by 4-6% annually

CONFIDENTIAL & PROPRIETARY



The Value Creation Opportunity

Section

5

@ Reset Strategy: Strategic Reviews

The Value Creation Opportunity: EPS Improvement

$1.77

$2.15

I i $1.61
i i
H $0.94 H -
$1.19 | :
$0.30 ! H
I 1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
] ]
i i
Status Quo Status Quo Sale- Buyback w/ 1 Non-Core ! Corporate Journeys' Journeys'
(FY 2020) (Adjusted) Leaseback Excess Cash | AssetSale i Cost Margin Sales
L--—-- I """ ' Reduction Expansion Growth
Sour ce: Legion Partnersd Estimates. Note: Status quo EPS o fatusigdo 5 8

(adjusted) EPS reflects FY 2020 Adj. Net Income divided by shares outstanding as of fiscal year end 2021. Sale-leaseback assumes $87mm
of share buyback at share price of $65. Buyback with excess cash assumes $164mm of share buyback at share price of $70, allowing the
Company to have $50mm of net cash on balance sheet. Non-core asset sale assumes $282mm of share buyback at share price of $75 to

$13.03

EPS Target

reflects FY

5%

annual

$90 (please refer to slide 136 for details). Corporate cmes(pansmnedgcﬁ\lthRlﬂALg R?)P'R‘I%?
gr

assumes 100bps expansion vs. FY 2020 (pre-COVI D) | evel . Journeys6 sales growth assiewles
All non-reported EPS calculations assume a tax rate of 25%.

2020

$15mr
wt h



Reset Strategy and Transform Culture )

Restore Profitability

Opportunity to Refocus via Non-Core Business Sales

Rationalize Footwear Conglomerate Structure i we believe Genesco should conduct a full

5

strategic review over the next 18-24 months, and immediately reduce corporate costs

GENESCO

E

5

Sales: $2,197mm
EBITDA: $146mm

and within the two businesses and poorly shared services

Corporate center that sees itself as a private equity firm, making acquisitions, allocating capital between

EBITDA: ($38mm)

Retailer of Third-Party Footwear Brands

Portfolio of Footwear Brands

schuh

LITTLE

Brands
Sales: $1,461

EBITDA: $144mm

Sales: $374mm

EBITDA: $16mm Sales: $301mm
Souree: SEC Filngs |:| Most Logical Businesses to Keep

Licensed
BURGUNDY revrs)

JOHNSTON
&MURPHY

EBITDA: $24mm

|:| Most Logical

Businesses to Divest

CONFIDENTIAL & PROPRIETARY



Reset Strategy and Transform Culture ) Restore Profitability » Revive Growth )
Section

Opportunity to Refocus via Non-Core Business Sales (Cont.) 5

Genesco is expected to generate ~$280 million from the divestitures of Schuh and J&M

Schuh J&M
Adj. EBITDA $10 $24
Multiple 4x 10x
Gross Proceeds from Business Sales $40 $238
Gross Proceeds from RE Sales ! $29 $11
Assumed Tax Basis 2 $140 $34
Tax Gain/(Loss) ($70) $216
Net Proceeds from Business & RE Sales (Tax Rate of 25%) $87 $195
Total Proceeds $282

Vast Buyer Universe: Ret ail & Brivate Bquity Eirfths Bocubed®n Cooqumer Sector

CALERES > Apa

foot Locker PARTNERS

Y74 -
ZappOS amazon pERMIRA  CVC i R sicamone

(© CriticalPGint & LIoNRoCK

EVERY SEASON STARTS AT
s

_ SPORTS A
DIGK’S APOLLO LGP gnee=  Altamont
SPORTING G00DS D’RECT

FRASERS TRUWORTHS Great Hill
GROUP PARTNERS
We believe monetizing Schuh and J&M would enable greater focus on maximizing Journeys

Source: SEC Filings, Legion Partnersdé Estimates

Note: 1. Estimated real estate value per industry participants; 2. Estimated tax basis based on Legion knowledge CONFIDENTIAL & PROPRIETARY



The Value Creation Opportunity

@ Transform Culture: Modern and
Performance Driven

Section

5

CONFIDENTIAL & PROPRIETARY



) Restore Profitability » Revive Growth )
Improve Corporate Structure And Governance 0

X

X
X
X

Evaluate all strategic alternatives

selling non-core businesses

Implement new executive
compensation structure that
properly aligns pay and
performance

Implement ESG framework and
annual reporting

Rectify corporate governance
shortcoming

X

X
X
X

Eliminate management layers and
reduce SG&A

Promote culture focused on
diversity & inclusion both
internally and externally and
commit resources to this mission

Lead in customer facing
sustainability and thread
sustainability into product
lifecycle

Improve investor relations

CONFIDENTIAL & PROPRIETARY



) Restore Profitability » Revive Growth )
Section
Develop An Action Plan to Support Diversity and Inclusion 5

Increase diversity in product offerings and workforce, more inclusive marketing programming,
and greater accountability through the institution of updated employee conduct policies

Marketing and Merchandising

In-Store Experience and
Operations

Talent Acquisition and
Advancement

A Represent Minority Businesses and
Communities
0 Increase assortment of minority-
owned brands
0 Feature and advertise minority-
owned brands through a dedicated
tab on the Journeys website
A Establish marketing production
guidelines that incorporate a diverse
array of backgrounds, identities,
ages and body types in our
marketing campaigns, social media,
and more
o Cultivate a diverse influencer
group on social media

Most Important Political & Social
Issues to GenZ

Racial Equality | N NN 207
Environment | EG<NGEG 12

Black Lives Matter - 6%

Source: Company Websites, Press Releases, Piper Sandler Research

Create new D&l training modules

required for all store staff

0 Better define what client
engagement should look like at
each point in the shopping
experience

Establish a D&l In-Store Experience

Dashboard that will provide analytics

on client service and feedback

Implement procedural and
operational guidelines to better allow
store staff to focus solely on client
service, versus other tasks that can
create a misperception by shoppers

A Build new HR programs to support

the hiring and advancement of a
diverse core and extended team
Ensure all corporate team members
have D&l goals as part of KPIs
o0 Add new employee training
modules that offer strategies to
identify bias and exhibit inclusive
behaviors in the workplace
Implement zero-tolerance policies
that prohibit discrimination and
harassment and other misconduct

0 Ensure clearer communication,
expectation and enforcement of
our policies for employees,
including set outcomes if violated

CONFIDENTIAL & PROPRIETARY



Reset Strategy and Transform Culture )

Implement ESG Framework And Annual Reporting

Restore Profitability » Revive Growth )

Section

5

Genesco should implement ESG framework and annual reporting practices that incorporate
the below to keep up with the standard in footwear industry

Environment Governance
Reduce water consumption throughout Positively impact the communities A GCO6s corporate gov
operations and the communities in where GCO operates including assuring commitment to monitor the
which GCO operates industry leading human rights practices effectiveness of policy and decision-
Sustainably reduce waste generation at within our supply chain making both at the Board of Directors
facilities and partner facilities through Promote health and safety in workspace and executive level
prevention, reduction, recycling, and and the supply chain A GCO will approach governance with a
reuse Commit to respecting human rights and view to enhancing long-term
Reduce energy consumption and provide employee training on human shareholder value
carbon emissions throughout operations rights policies/procedures A Create long-term shareholder value

Encourage more certified responsible
and sustainable materials in products,
including recycled, renewable,
regenerated, and natural materials

WOLVERINE (3

STEVE MADDEN

Screen new vendors/suppliers using
social criteria

CALERES
* 5 %

Sour ce: Legion Partnersdé Research

foot Locker

facilitated by focusing on corporate
values, which will include sustainability,
diversity and inclusion, social and
community impact, corporate
responsibility, and human rights

deckers

OUTDOOR CORPORATION

CREATING
(of 7.\, [c]=

DECKERS BRANDS
CORPORATE RESPONSIBILITY AND
SUSTAINABILITY REPORT

FY 2020

CONFIDENTIAL & PROPRIETARY



