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Safe Harbor Language

This presentation contains forward -looking statements. The words believe, expect, anticipate, intend, estimate
and other expressions that are predictions of or indicate future events and trends and that do not relate to historical
matters identify forward -looking statements. You should not place undue reliance on these forward -looking statements.

Although forward -looking statements reflect management - s good faith beliefs, reliance should not be placed on forward -
looking statements because they involve known and unknown risks, uncertainties and other factors, which may cause the

actual results, performance or achievements to differ materially from anticipated future results, performance or

achievements expressed or implied by such forward -looking statements. Forward -looking statements speak only as of the
date the statements are made. The Company undertakes no obligation to publicly update or revise any forward -looking
statement, whether as a result of new information, future events, changed circumstances or otherwise.

The Company derives many of its forward  -looking statements from its operating budgets and forecasts, which are based

upon many detailed assumptions. While the Company believes that its assumptions are reasonable, you are cautioned

- that it is very difficult to predict the impact of known fa'ctors,‘ and it is impossible for the Company to anticipate all fact ors
that could affect its actual results. Important factors that could cause actual results to differ materially from expectation S
are disclosed under the = Risk Factors section of the 2014 10-K filed with the Securities and Exchange Commission on
March 17, 2015 and in subsequent reports the Company files with the SEC. All written and oral forward -looking statements
attributable to the Company, or persons acting on its behalf, are expressly qualified in their entirety by the cautionary

statements in the prospectus as well as other cautionary statements that are made from time to time in the Company S
public communications. You should evaluate all forward = -looking statements made in this presentation in the context of

these risks and uncertainties. '
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Today

A Who We Are

A Strategy and 615 Progress
A QaUpddte: e

A 2016 Thoughts
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Who We Are 0 Skullcandy, Inc.

Two industry leading consumer audio brand platforms (Skull + Astro)

A Shared geographic and backend services to maximize spend on product, innovation and
' demand creation v

A  Offices in gIobaI cultural, tech and outdoor sports areas: SF London Zurich, Tokyo
Mexico City, Park City, Shanghal and Vancouver

A 2015 Estimated Revenue of ~$268m ol S

A +8% YOY
A +11% CC YOY

A 2015 Estimated Operating lnco'me ~$10m' :
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True to Who We Are

Two of the leading brands born through innovation and culture
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A

Skullcandy Brand

A Founded at the intersection of music, sports, technology and
creative culture (born on mountaln through Innovation)

A Consumer Choice Leader

-#1 seller by units of headphones/earbuds In the US*

-Product POV to dominate $20-$100 + 1-2 Pinnacle Innovations

-Full audio assortment of categories: Lifestyle, Entertainment, Wireless
Headphones, SPorts, Wireless Speak

A Be Known For: Life at Full Volume + Innovatlon (our heritage
and future) =~

* Source: The NPD Group/Weekly Retail Tracking Service, Stereo Headphones, Oct. 4 i Dec. 26, 2015
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Astro Gaming Brand

A Founded in the pits of competitive gaming for the elite gamer

A Dominates market for premium video gaming audio
| -#1 in over $200 console gaming headphones (Premium headphones)
-#2 in all price points according to NPD forv October and November***

APremium Perf‘or'ma'nce Gaming Equi p

A Be Known For: Competltlve Gamlng Llfestyle + Innovation +
~ #astrofamily .

A ** Source: The NPD Group/Monthly Retail Tracking Service, Video Game Headsets, October-November 2015
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Astro Gaming: Why Gaming Matters

A 97% of American teens 12 i 17 play some kind of video game at least
occasionally

A Globally 1.2 Billion people play video games, almost 20% of the global
population and close to 50% of the population with internet connectivity

A Video gaming is one of the dominant forms of entertainment today
Fastest movie to reach $1B in box office receipts i Star Wars TFA:12 days
Fastest video game to reach $1B in sales i Grand Theft Auto: 3 days

A Ei sport competitions with prize ’pcjo,ls as much as $15M are drawing millions of
live viewers with some competitions even registering tens of millions

ANewgaming | evagu’e_s (1 MG/ Turner), pri me
drive more interest
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Senior Leadershi
- NEWE Title Start Date  Previous Experience

Nike, Inc. (NYSE: NKE), Volcom, Inc.
(NASDAQ: VLCM). MBA, JD and BA

Hoby Darling President, Chief Executive Officer and Director 2013

Shopzilla, Move Networks, Digex
(NASDAQ: DIGX), JP Morgan. MBA and
BS

VP Sales, Sony. BS in Business
Administration

Chief Financial Officer and Chief Operating
Officer

 Jason Hodell

Dave Raffone Chief Sales and Revenue Officer (Global GTM)

Skullcandy Brand Chief Commercial Officer

(Product and Marketing Skullcandy) Burton Snowboards. BS in Engineering

Sam Paschel

Astro Gaming Founder. MBA. Private

Jordan Reiss President and Co-Founder, Astro Gaming Equity, Timbuk2

VP, Strategic Initiatives and Corporate Affairs, Ti & (NYS&: TLYS); SEC. JD, BS and

Patrick Grosso Chief Legal Officer and Corporate Secretary CPA

Harman International (NYSE: HAR),
XiLinx (NYSE: XLNX), BS in Computer
Engineering. Inventor of several
audio/video patents

&Skullca ali”*/trc' (R R, TAYLOU

| Jeff Hutchings VP, Skullcandy Product




The Pillars of our Plan
A Marketplace Transform

A Create the Innovation Future
A Expand Known for Categories & Partnerships
A Grow International to 50%

A Operational and Team Excellence
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Marketplace Transform 0 015 Pr ogr

A Launch of Amazon with Skullcandy + controlling price online

A Increased in-store spending to drive conversion at the point-of-sale

-Wal-Mart i listening stations at 1,500+ stores (double digit ROIS)
-Best Buy i in-store listening station refresh for Astro
-New PoS materials to top accounts and influencers

A Mamtam off price sales at healthy Ievels/channel discipline




Skullcandy Demand Creation 0 015 Pr «

A Always music, sports, technology and creative culture through life at full volume

A Demand creation investment up double digits

A Connecting directly with our muse through ambassadors grassroots events and
compelllng content and somal medla

Indie Music = Owner Ambassadors .Human Potehtial'._- | d}% i d CE v }C%?L\%I\{Gb I{I:A%;IYV&KFS%ARSA
@Skullcandy ORLD RLCOMD 1 VLIS I A
% WINGSUIT
MIN KPI NK
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