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LETTER FROM THE CHAIRMAN
AND THE CHIEF EXECUTIVE OFFICER

Dear Shareholders,

We are pleased to report that 2023 has been another year of growth and
achievement for Ferrari.

This is reflected in the record values evinced by all financial indica-
tors. For the first time, our net profit, up 34%, exceeded 4 billion Euro and
the annual EBITDA margin rose to 38.2%. And, as we grow and evolve, we
will continue to stay true to our unique approach - we are committed to
preserving our brand’s exclusivity and maintaining its positioning in ab-
solute luxury.

To begin with racing, Ferrari’s victory at Le Mans in June will remain
etched on all our memories for years to come. It was a special result for
many reasons - it saw our return to the top class of the World Endurance
Championship for the first fime in five decades, and it took place on the
centenary of this legendary 24-hour race.

Perhaps, the most gratifying aspect of the Ferrari 499P’s win is that it
was atrue team effort - every area of our company worked together seam-
lessly to contribute to our success. Of course our drivers, technicians and
engineers deserve huge credit, but Sports cars and Lifestyle also played
their part in making this an even richer, more unique experience.

There were promising signs for Scuderia Ferrari too, even though
the last Formula 4 season was a difficult one, often short on satisfaction.
We are working tirelessly to return to the competitive level that our tifosi
rightly expect of us.

Everything we do at Ferrariis driven by a continuous will to progress
- and the new models which we launched in 2023 truly exemplify this
ethos. The Roma Spider, the SF90 XX Stradale and the SF90 XX Spider
each raise the bar of technology and design sfill further, fo meet and ex-
ceed our clients’ desires in line with our plan. This extends to our most
passionate racing clientele too: last October, during Finali Mondiali at the
Mugello Circuit, we unveiled the 296 Challenge and the 499P Modificata,
both of which will set new benchmarks in track driving thrills.

Our Ferrari community is bonded by a unique sense of belonging,
which we nurture through memorable events such as Finali Mondiali and
our Cavalcades, this year taking our clients to Rome, Tuscany and Mo-
rocco. Then there was the unforgettable Ferrari Gala, held in New York
last October - an exclusive opportunity to celebrate the special bond be-
tween Ferrari and the United States. In an increasingly digital world, there
is still little to match the power of living and sharing experiences togethenr.

While we continue to evolve, we stay true to our heritage, as shown
by the progress of our lifestyle dimension. One of Ferrari's principal
brand values is of tradition and innovation - the ability to combine rev-
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olutionary technological solutions with exceptional craftsmanship. Our
latest collections, presented during the Milan Fashion Weeks, demon-
strated our potential in this field. Our lifestyle activities are key to build-
ing a stronger bond with fans, as shown by the record popularity of our
museums, which last year saw over 700,000 visits. In parallel, our col-
laborations with carefully selected partners have led to the creation of
many exclusive and desirable products.

One common factor underlies the success of each of our brand’s
souls - the people of Ferrari. They are our greatest strength, and are at
the heart of our company’s initiatives.

To enable our people to continue to grow and innovate, we support
them in many different ways. In 2023, we became the first company in the
luxury sector to achieve Equal-Salary Certification on a global level. Plus,
we have provided our staff with more than 135,000 hours of training over
the year. There is also the renewal of the Competitiveness Award Agree-
ment, and our initiatives aimed at employee well-being, which pay extra
attention to health and work-life balance. Last but not least, we were de-
lighted to introduce a broad-based share ownership plan for our approxi-
mately 5,000 employees, reinvigorating their involvement in company life
and inspiring the sense of belonging that makes our organisation unique.

These initiatives reflect the value we place on our people and ac-
knowledge their boundiess ability to innovate, one of the key factors that
will help us attain our goal of becoming carbon neutral by 2030. This is a
priority objective which we will reach by taking concrete and measur-
able steps via a scientific and holistic approach... and by listening to our
people’s ideas. Last year they submitted hundreds of valuable proposals
for improvement to make our work processes even more efficient, near-
ly 400 of which focused on reducing our carbon footprint.

In 2023, thanks to some of these suggestions, we were able to reduce
the direct emissions by 7% in the year, and we built our first prototype
engine from recycled aluminum. We also installed solar panels providing
an extra 2.4 megawatts peak (MWp) in capacity compared to last year.
An additional 4 MWp will become available in the coming months for the
Renewable Energy Community - the first ever energy community in Italy
to be backed by an industrial company for the benefit of its local area.

In Maranello, the transformation and expansion of our facilities con-
tinues apace, across an area of about 100,000 square meters. Construc-
tion of the e-building, where we will also make the electric cars of the fu-
ture, is on schedule. As we expand, our historic links with our local area
grow ever stronger. At the heart of this relationship is our commitrment to
education - a cause that was dear to our foundenr. We remain convinced
that education is the most effective way to ensure a promising future for
the younger generation.

We confirmed our support for education by adding the proceeds
from the New York Gala’s charity auction, allowing us to focus even more
on local projects with global ambitions. This is just one example of the ac-
tive role Ferrari inftends to play in the years fo come.

Everything we have achieved in 2023 is thanks to the invaluable
support of you, our shareholders. Together, we will pursue continuous
learning and improvement, providing impactful answers and concrete
solutions - not only for Ferrari and the automotive world, but for our
community as a whole.

February 22, 2024

John Elkann
[Executive Chairman]

Benedetto Vigna
[Chief Executive Officer]
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INTRODUCTION

ABOUT THIS REPORT

This document, referred to hereafter as the “Annu-
al Report and Form 20-F* or "Annual Report*, consti-
tutes both the statutory annual report in accordance
with Dutch legal requirements ("AFM Annual Report™)
and the annual report on Form 20-F (*Form 20-F*), ap-
plicable to Foreign Private Issuers, pursuant to Sec-
tion 43 or 45(d) of the United States (“U.S.”) Securities
Exchange Act of 1934, for Ferrari N.V. for the year
ended December 31, 2023, except as noted below.

For the cross-references of the content of this
document to the Form 20-F requirements please
refer to the "Form 20-F Cross Reference” section in-
cluded elsewhere in this document.

This Annual Report is filed with the Netherlands
Authority for Financial Markets (Aurorireit Financiéle
Markren, the "AFM*). The following sections have been
removed for our Annual Report filing with the AFM:

® Form 20-F cover page;

® Corporate Governance — Differences between
Dutch Corporate Governance Practices and
NYSE Listing Standanrds;

® Report of Independent Registered Public Ac-
counfing Firm in respect of Infernal Control over
Financial Reporting for the SEC filing;

® Report of Independent Registered Public Ac-
countfing Firm in respect of the PCAOB audits of
the 2023 financial statements for the SEC filing;

® Exhibits; and

® Signatures.

This Annual Report and the exhibits hereto are filed
with the U.S. Securities and Exchange Commission
("SEC”) and unless otherwise stated, all references
in this document to “Form 20-F” refer to the SEC fil-
ing. The following sections have been removed for
our Form 20-F filing with the SEC:

® Letter from the Chairman and the Chief Execu-
tive Officer;

® Overview of Our Business — Procurement — Re-
sponsible Supply Chain;

® Overview of Our Business — Procurement —
Conflict minerals;

® Overview of Our Business — Client Relations —
Client Satisfaction;

® 2024 Outlook;

® Corporate Governance — Disclosures pursuant
to Decree Article 10 EU-Directive on Takeovers;

® Corporate Governance — Responsibilities in re-
spect to the Annual Report;

® Non Financial Statement;

® Confrols and procedures — Statement by the
Board of Directors;

® Company Financial Statements;

® Ofher Information — Additional Information for
Netherlands Corporate Governance; and
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® Independent auditor’s report — Report on the
audit of the financial statements 2023 included
in the Annual Report in respect of the AFM filing.

DOCUMENTS ON DISPLAY

The SEC maintains an internet site that contains re-
ports, proxy and information statements, and other
information regarding issuers that file electronically
with the SEC, including the Company, at Ao /ivww.
sec.gov.The address of the SEC’s website is provided
solely for information purposes and is not intended to
be an active link. Reports and other information con-
cerning the business of Ferrari may also be inspect-
ed at the offices of the New York Stock Exchange, 11
Wall Street, New York, NY 10005, United States.

We also make our periodic reports as well as
other information filed with or furnished to the SEC
available, free of charge, through our website at
https://www.ferrari.com/en-EN/corporate as soon
as reasonably practicable after those reports and
other information are electronically filed with or fur-
nished to the SEC. The information on our website or
the websites of any other entity is not incorporated
by reference in this document.

This document is a PDF copy of the Annual Re-
port of Ferrari N.V. at and for the year ended Decem-
ber 31,2023 and is not presented in the ESEF-format
as specified in the Regulatory Technical Standards
on ESEF (Delegated Regulation (EU) 2049/845). The
official Annual Report of Ferrari N.V. in ESEF single
reporting package, as filed with the AFM, is available
on Ferrari’s website.

CERTAIN DEFINED TERMS
AND NOTE ON PRESENTATION

CERTAIN DEFINED TERMS

In this report, unless otherwise specified, the terms
*we®, “our®, "us®, the “Group®, the “Company” and “Fer-
rari* refer to Ferrari N.V., individually or tfogether
with its subsidiaries as the context may require. Ref-

erences to "Ferrari N.V.” refer to the registrant.
NOTE ON PRESENTATION

This Annual Report includes the consolidated fi-
nancial statements of Ferrari N.V. at December 31,
2023 and 2022, and for the years ended December
31, 2023, 2022 and 2024 prepared in accordance
with International Financial Reporting Standards
(IFRS”) as issued by the International Accounting
Standards Board (IASB*), as well as IFRS as ad-
opted by the European Union. There is no effect on
these consolidated financial statements resulting
from differences between IFRS as issued by the
IASB and IFRS as adopted by the European Union.
The consolidated financial statements and the
notes to the consolidated financial statements are
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referred to collectively as the “Consolidated Finan-
cial Statements™

Basis of Preparation of rthe Consolidared Financial
Srarements

The Group’s financial information is presented in
Euro. In some instances, information is presented in
U.S. Dollars. All references in this document to “Euro”
and “€” referto the currency introduced at the start of
the third stage of European Economic and Monetary
Union pursuant to the Treaty on the Functioning of the
European Union, as amended, and all references to
*U.S. Dollars” and “$” refer to the currency of the Unit-
ed States of America (the “United States” or the “U.S.”).

The language of this Annual Report is English.
Certain legislative references and technical terms
have been cited in their original language in order
that the correct technical meaning may be ascribed
to them under applicable law.

The financial data in the section “Financial Over-
view?”is presented in millions of Euro, while the per-
centages presented are calculated using the under-
lying figures in thousands of Euro.

Certain totals in the tables included in this docu-
ment may not add due to rounding.

Except otherwise disclosed within this Annual
Report, no significant change has occurred since
the date of the Consolidated Financial Statements.

FORWARD-LOOKING STATEMENTS

Statements contained in this Annual Report, par-
ticularly those regarding our possible or assumed
future performance, competitive strengths, costs,
dividends, reserves and growth as well as industry
growth and other trends and projections, are “for-
ward-looking statements® that contain risks and un-
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certainfies. In some cases, words such as "may?, “will%
"expect?, "could?®, "should?* “intend?*, "estimate®, “antic-
ipate”, "believe”, “remain®, “continue® "on track?® "suc-
cessful’, "grow?®, “design® “target®, “objective®, “goal’,
“forecast®, "projection®, "outlook® "prospects® “plan?
"guidance® and similar expressions are used to identi-
fy forward-looking statements. These forward-look-
ing statements reflect the respective current views
of Ferrari with respect to future events and involve
significant risks and uncertainties that could cause
actual results to differ materially from those indicat-
ed in the forward-looking statements. Such risks and

uncertainties include, without limitation:

® our ability to preserve and enhance the value of
the Ferrari brand;

® ourabilityto attract and retain qualified personnel;

® the success of our racing activities;

® our ability to keep up with advances in high per-
formance car technology, to meet the challeng-
es and costs of infegrating advanced technolo-
gies, including hybrid and electric, more broadly
into our car portfolio over fime and to make ap-
pealing designs for our new models;

19

the impact of increasingly stringent fuel econ-
omy, emissions and safety standards, including
the cost of compliance, and any required chang-
es to our products, as well as possible future
bans of combustion engine cars in cities and the
potential advent of self-driving technology;
increases in costs, disruptions of supply or
shortages of components and raw materials;
our low volume strategy;

our ability to successfully carry out our controlled
growth strategy and, particularly, our ability to in-
crease our presence in growth market countries;
global economic conditions, macro events, pan-
demics and conflicts, including the ongoing con-
flict between Russia and Ukraine and the more
recent hostilities between Israel and Hamas;
changes in the general economic environment
(including changes in some of the markets in
which we operate) and changes in demand for
luxury goods, including high performance luxu-
ry cars, demand for which is highly volafile;
competition in the luxury performance automo-
bile industry;

changes in client preferences and automotive
trends;

our ability to preserve our relationship with the
automobile collector and enthusiast community;
disruptions at our manufacturing facilities in Ma-
ranello and Modensg;

climate change and other environmental im-
pacts, as well as anincreased focus of regulators
and stakeholders on environmental matters;
our ability to maintain the functional and effi-
cient operatftion of our information technology
systems and to defend from the risk of cyberat-
tacks, including on our in-vehicle technology;
the ability of our current management team to
operate and manage effectively and the reliance
upon a nhumber of key members of executive
management and employees;

the performance of our dealer network on
which we depend for sales and services;
product warranties, product recalls and liability
claims;

the sponsorship and commercial revenues and
expenses of our racing activities, as well as the
popularity of motor sports more broadly;

the performance of our lifestyle activities;

our ability to protect our intellectual property
rights and to avoid infringing on the intellectual
property rights of others;

our confinued compliance with customs regula-
tions of various jurisdictions;

labor relations and collective bargaining agree-
ments;

our ability to ensure that our employees, agents
and representatives comply with applicable law
and regulations;

changes in tax, tariff or fiscal policies and regula-
tory, political and labor conditions in the jurisdic-
tions in which we operate;

our ability fo service and refinance our debt;

2023 ANNUAL REPORT AND FORM 20-F

FERRARIN.V.



2023 ANNUAL REPORT AND FORM 20-F

FERRARIN.V.

BOARD REPORT

® exchange rate fluctuations, infterest rate chang-
es, credit risk and other market risks;

® ourabilityto provide or arrange for adequate ac-
cess to financing for our dealers and clients, and
associated risks;

e the adequacy of our insurance coverage to pro-
tect us against potential losses;

® potential conflicts of interest due to director and
officer overlaps with our largest shareholders;
and

® other factors discussed elsewhere in this docu-
ment.

We expressly disclaim and do not assume any liabil-
ity in connection with any inaccuracies in any of the
forward-looking statements in this document or in
connection with any use by any third party of such
forward-looking statements. Actual results could
differ materially from those anticipated in such
forward-looking statements. We do not undertake
an obligation to update or revise publicly any for-
ward-looking statements.

Additional factors which could cause actual re-
sults and developments to differ from those ex-
pressed or implied by the forward-looking strate-
ments are included in the section “Aisk Facrors® of
this Annual Report. These factors may not be ex-
haustive and should be read in conjunction with the
other cautionary statements included in this Annu-
al Report. You should evaluate all forward-looking
statements made in this report in the context of
these risks and uncertainties.

CREATING VALUE FOR
OUR SHAREHOLDERS

Ferrari is among the world’s leading luxury brands
with unique, world-class capabilities, and a vision
built on our historic foundations and strengths.

We are fiercely protective of our brand, which
is among the most iconic and recognizable in the
world and is crifical to our value proposition to all of
our stakeholders. We strive to maintain and enhance
the power of our brand and the passion we inspire
in clients and the broader community of automotive
enthusiasts by continuing our rigorous production
and distribution model, which promotes excellence
in innovation, design and uniqueness.

We also support our brand value by promoting
a strong connection to our company and our brand
among the community of Ferrari enthusiasts. We fo-
cus relentlessly on strengthening this connection by
rewarding our most loyal clients through a range of
initiatives, such as driving events and client activities
in Maranello and, most importantly, by providing our
most loyal and active clients with preferential access
to our newest, most exclusive and highest value cars.
As a result, in 2023, we sold approximately 74% of our
new cars to existing Ferrari clients and 40% to cli-
ents being current owners of more than one Ferrari,
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which reinforces the demand for our cars and the
image of luxury and exclusivity inherent in our brand.

Our commitrment to excellence and our pursuit of
innovation, state-of-the-art performance and distinc-
tion in design and engineering in our luxury cars is
inseparable from our commitment to intfegrity, trans-
parency and responsibility in conducting our busi-
ness. By fully integrating environmental and social
considerations with economic objectives we are able
to identify potential risks and capitalize on additional
opportunities, resulting in a process of continuous
improvement. Sustainability is a core element of our
governance model and executive management plays
a direct and active role in developing and achieving
our sustainability objectives under the direction of
our Board of Directors. As a clear demonstration of
this commitment, we have strengthened the infegra-
tion of environmental fopics in our strategic plan by
presenting, in June 2022, a decarbonization strategy
that will help us reach carbon neutrality by 2030.

The foundation of a responsible company rests on
being fully attentive to the nature and extent of this in-
terconnection and our understanding of both the po-
tential effects of our activities and how those effects
can be mitigated through responsible management.

All of the above is strictly linked to our values:

® INDIVIDUAL AND TEAM: Our talented individuals
are our greatest resource. However they can
only pursue the extraordinary by working to-
gether as a team. By fostering integrity, excel-
lence and generosity, we give each of our people
the possibility to express their own full potential
- and to be part of something greaten.

® TRADITION AND INNOVATION: Tradition and in-
novation drive each other. The ongoing quest for
lasting firsts is what fuels the Ferrari legend. Our
ability to combine revolutionary technological
solutions with exceptional artisanal craftsman-
ship is what enables us to create icons that stay
timeless in a fast-changing world.

® PASSION AND ACHIEVEMENT: Ferrari's racing
spirit lives on in emotions that transcend the
road and the track, ultimately becoming an au-
thentic attitude towards life. Nothing excites us
more than setting ambitious targets and expec-
tations - and then exceeding them, to push ev-
ery boundary. It is how the power of passion be-
comes the beauty of achievement.

Ferrari audaciously redefines the limits of possible.

To ensure tangible long-term value creation and
a continuing infegration of our sustainability strate-
gy, we place particular emphasis on:

® agovernance model based on transparency and
integrity, fostering best practices;

® a safe and eco-friendly working environment in-
cluding excellent working conditions and the ut-
most respect for human rights;

® continuing professional development of our em-
ployees;
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® mutually beneficial relationships with busi-
ness partners and the communities in which
we operate;

® mitigation of environmental impacts from our
production processes and the luxury cars we
produce, addressing direct and indirect GHG
emissions, focusing on energy and materials, in
addition to our electrification journey.

The Non Financial Statement of our 2023 Annual Re-
port addresses those aspects of our sustainability ef-
forts that we have identified as being of greatest im-
portance to our internal and external stakeholders.

RISKFACTORS

We face a variety of risks and unceritainties in our
business. Those described below are nor rthe only
risks and uncerfrainties rhar we face. Additional risks
and uncerifainties rhar we are unaware of; or rthar we
currently believe ro be immarerial, may also becorme
important facrors rhar affecr us.

RISKS RELATED TO OUR BUSINESS, STRATEGY
AND OPERATIONS

WE MAY NOT SUCCEED IN PRESERVING
AND ENHANCING THE VALUE OF THE FERRARI
BRAND, WHICH WE DEPEND UPON TO DRIVE
DEMAND AND REVENUES.

Our financial performance is influenced by the
perception and recognition of the Ferrari brand,
which, in turn, depends on many factors such as
the design, performance, quality and image of our
cars, the appeal of our dealerships and stores, the
success of our promotional activities including
public relations and marketing, as well as our gen-
eral profile, including our brand’s image of exclusiv-
ity. The value of our brand and our ability to achieve
premium pricing for Ferrari-branded products
may decline if we are unable to maintain the value
and image of the Ferrari brand, including, in par-
ticular, its aura of exclusivity. Maintaining the value
of our brand will depend significantly on our ability
to continue to produce luxury performance cars
of the highest quality. The market for luxury goods
generally and for luxury automobiles in particularis
infensely competitive, and we may not be success-
ful in maintaining and strengthening the appeal of
our brand. Client preferences, particularly among
luxury goods, can vary over time, sometimes rapid-
ly. We are therefore exposed to changing percep-
tions of our brand image, particularly as we seek to
attract new generations of clients and, to that end,
we confinuously renovate and expand the range of
our models. For example, the expansion of hybrid
engine technology and electric engine technology
is infroducing a significant change in the overall
driver experience compared to the combustion en-
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gine cars of our historical models and the customer
long term response to the change, particularly with
respect to fully electric models, remains unknown.
Any failure to preserve and enhance the value of
our brand may materially and adversely affect our
ability to sell our cars, to maintain premium pricing,
and to extend the value of our brand into other ac-
tivities profitably or at all.

More broadly, our lifestyle strategy will signifi-
cantly increase the deployment of our brand in non-
car products and experiences, including a large va-
riety of Ferrari-branded accessories and apparel. If
this strategy is not successful, our brand image may
be diluted or tainted. We selectively license the Fer-
rari brand to third parties that produce and sell Fer-
rari-branded luxury goods and therefore we rely on
our licensing partners to preserve and enhance the
value of our brand. If our licensees or the manufac-
turers of these products do not maintain the stan-
dards of quality and exclusivity that we believe are
consistent with the Ferrari brand, or if such licens-
ees or manufacturers otherwise misuse the Ferrari
brand, our reputation and the integrity and value of
our brand may be damaged and our business, oper-
ating results and financial condition may be materi-
ally and adversely affected.

In addition, given the popularity, competitive-
ness and demographic penetration of social media,
Ferrari must maintain a presence on the principal
established and emerging social media platforms.
If we cannot cost effectively use these marketing
tools, if we fail to promote our products and services
efficiently and effectively or to properly comply with
the applicable laws and regulations, or if our social
media campaigns attract negative media attention
or customer feedback, the value of our brand may
be negatively impacted, as well as our results of op-
erations. The popularity and reach of social media
and other online platforms has also made it increas-
ingly easier for individuals and groups to communi-
cate and share opinions and views. Any negative or
adverse publicity about us, whether or not truthful,
could rapidly disseminate and harm customer and
community perceptions as well as confidence in our
brand and ultimately impact our business, results of
operation and financial condition.

IF WE ARE NOT ABLE TO ATTRACT AND RETAIN
QUALIFIED PERSONNEL, WE MAY NOT BE ABLE
TO MAINTAIN OUR COMPETITIVE POSITION
OR TO IMPLEMENT OUR BUSINESS STRATEGY.

Our success depends, in part, on our continuing abil-
ity to attract, recruit, develop and retain qualified
talent. Failure to do so effectively would adversely
affect our business. Competition to attract talent-
ed employees is intense, and there can be a limited
availability of individuals with the requisite knowl-
edge and relevant experience. In addition, we may
not succeed in instilling our corporate culture and
values in our personnel and we may not be able to
attract, assimilate, develop or retrain qualified per-
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sonnel in the future. Failure to do so could adversely
affect our business, including our ability to execute
our global business strategy.

OUR BRAND IMAGE DEPENDS IN PART
ON THE SUCCESS OF OUR RACING ACTIVITIES,
PARTICULARLY OUR FORMULA 1 TEAM.

The prestige, identity, and appeal of the Ferrari
brand depends in part on the success of our racing
activities, which are a key component of our mar-
keting strategy and may be perceived by our clients
as a demonstration of the technological capabilities
of our cars, which also support the appeal of other
Ferrari-branded luxury goods. In particular, we are
focused on improving the results of our Scuderia
Ferrari racing team in the Formula 14 World Cham-
pionship and restoring our historical position as
the premier racing tfeam in Formula 4, as our most
recent Drivers’ Championship and Constructors’
Championship were in 2007 and 2008, respective-
ly. If we are unable to attract and retain the neces-
sary ftalent to succeed in international competitions
or devote the capitral necessary to fund successful
racing activities, the value of the Ferrari brand and
the appeal of our cars and other luxury goods may
suffer. Even if we are able to attract such talent and
adequately fund our racing activities, there is no as-
surance that this will lead to competitive success for
our racing reams.

The success of our racing tfeams depends in par-
ticular on our ability to attract and retain top drivers,
racing tfeam management and engineering talent.
Our primary Formula 4 drivers, feam managers and
other key employees of Scuderia Ferrari are critical
to the success of our Scuderia Ferrari racing team
and if we were to lose their services, this could have
a material adverse effect on our success and corre-
spondingly the Ferrari brand. If we are unable to find
adequate replacements or to attract, reftain and in-
centivize drivers and team managers, other key em-
ployees or new qualified personnel, the success of
our racing teams may suffenr. In addition, the caps on
spending imposed by the Formula 4 governing body
may hinder our ability to restore our racing preem-
inence (See “Our revenues from Formula 1 activities
may decline and our related expenses may grow?). Be-
cause the success of our racing teams forms a large
part of our brand identity, a sustained period without
racing success could detract from the Ferrari brand
and, as a result, from potential clients’ enthusiasm for
the Ferrari brand and their perception of our cars,
which could have an adverse effect on our business,
results of operations and financial condition.

IF WE ARE UNABLE TO KEEP UP WITH ADVANCES
IN HHGH PERFORMANCE CAR TECHNOLOGY, OUR
BRAND AND COMPETITIVE POSITION MAY SUFFER.

Performance cars are characterized by lead-
ing-edge technology that is constantly evolving. In
particular, advances in racing technology often lead
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to improved technology in road cars. Although we
invest heavily in research and development, we may
be unable to maintain our leading position in high
performance car technology and, as a result, our
competitive position may suffer. As technologies
change, we plan to upgrade or adapt our cars and
intfroduce new models in order to continue to pro-
vide cars with the latest technology. However, our
cars may not compete effectively with our com-
peftitors’ cars if we are not able to develop, source
and integrate the latest technology into our cars. For
example, in the next few years luxury performance
cars will increasingly transition to hybrid and elec-
tric fechnology, albeit atr a slower pace compared
to mass market vehicles. See " 7he infroduction of
elecrtric rechnology in our cars is costly and its long-
rerm success is uncerifain’”. \We are also investing in
connectivity, which requires significant investments
in research and development; we expect that the fu-
ture generation of cars will feature a higher degree
of connectivity for purposes of inforainment, safety
and regulatory compliance. These in-car features
may also in the near-to-medium tferm be driven by
advances in artificial intelligence (or Al) which may
need to be sourced externally and integrated into
the car technology.

Developing or acquiring and applying new auto-
moftive technologies is costly, and may become even
more costly in the future as available technology ad-
vances and competition in the industry increases. If
our research and development efforts do not lead
to improvements in car performance relative to the
competition, or if we are required to spend more to
achieve comparable results, the sales of our cars or
our profitability may suffer.

IF OUR CARS DO NOT PERFORM AS EXPECTED
OUR ABILITY TO DEVELOP, MARKET AND SELL
OUR CARS COULD BE HARMED.

Our cars may contain defects in design and manu-
facture that may cause them not to perform as ex-
pected or that may require repair. There can be no
assurance that we will be able to detect and fix any
defects in the cars prior to their sale fo consumers.
Our cars may not perform in line with our clients’
evolving expectations or in a manner that equals or
exceeds the performance characteristics of oth-
er cars currently available. For example, our new-
er cars may not have the durability or longevity of
current cars, and may not be as easy to repair as
ofther cars currently on the market. Any product de-
fects or any other failure of our performance cars
to perform as expected could harm our reputation
and result in adverse publicity, lost revenue, deliv-
ery delays, product recalls, product liability claims,
harm to our brand and reputation, and significant
warranty and other expenses, and could have a ma-
terial adverse impact on our business, operating
results and financial condition.



BOARD REPORT

IF OUR CAR DESIGNS DO NOT APPEAL
TO CLIENTS, OUR BRAND AND COMPETITIVE
POSITION MAY SUFFER.

Design and styling are an infegral component of our
models and our brand. Our cars have historically
been characterized by distinctive designs combin-
ing the aerodynamics of a sports car with powerful,
elegant lines. We believe our clients purchase our
cars for their appearance as well as their perfor-
mance. However, we will need to renew over time
the style of our cars to differentiate the new mod-
els we produce from older models, and to reflect
the broader evolution of aesthetics in our markets.
We devote great efforts to the design of our cars
and most of our current models are designed by the
Ferrari Design Cenfre, our in-house design team.
The design of our electric cars and, more general-
ly, of our future models with increased connectivity
features will depart from past designs in appear-
ance and functionality, thereby requiring new skills
and presenting new challenges. If the design of our
future models fails to meet the evolving tastes and
preferences of our clients and prospective clients,
or the appreciation of the wider public, our brand
may suffer and our sales may be adversely affected.

THE INTRODUCTION OF ELECTRIC TECHNOLOGY
IN OUR CARS IS COSTLY AND ITS LONG-TERM
SUCCESS IS UNCERTAIN.

We are gradually infroducing electric tfechnology in
our cars and we currently plan to infroduce the first
full electric Ferrari in 2025. In accordance with our
strategy, we believe electric technology, together
with hybrid and other advanced technologies, will
be key to providing confinuing performance up-
grades to our sports car customers, and will also
help us capture the preferences of the urban, afflu-
ent car purchasers whom we are increasingly ftar-
geting, while helping us meet increasingly stricter
emissions requirements.

The integration of electric technology more
broadly info our car portfolio over time may pres-
ent challenges and costs. We expect to continue to
increase research and development spending in
the medium term, particularly on electric technolo-
gy-related projects. Alrhough we expect to price our
cars appropriately to recoup the investments and
expenditures we are making, we cannot be certain
that these expenditures will be fully recovered or
that they will be recovered with our desired mar-
gins. In addition, this transformation of our car tech-
nology creates risks and uncertainties such as the
impact on driver experience and the impact on the
cars’ residual value over time. Other manufactur-
ers of luxury sports cars may be more successful in
implementing electric technology. In the long-term,
although we believe that combustion engines wiill
continue to be fundamental to the Ferrari driver ex-
perience for the foreseeable future, hybrid and pure
electric cars may become the prevalent technology
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for performance sports cars thereby displacing
combustion engine models. See also “/f we are un-
able ro keep up with advances in high performance
car rechnology, our brand anad comypeftitive position
may suffer’.

Because electric technology is a core compo-
nent of our strategy, and in the medium term we plan
to increase the portion of our shipments that feature
vehicles with electric technology, if the introduction
of electric cars proves too costly or is unsuccessful
in the market, our business and results of operations
could be materially adversely affected.

NEW OR CHANGING LAWS, REGULATIONS
OR POLICIES OF GOVERNMENTAL ORGANIZATIONS
REGARDING, AMONG OTHER THINGS, INCREASED
FUEL ECONOMY REQUIREMENTS, REDUCED
GREENHOUSE GAS OR POLLUTANT EMISSIONS,
OR VEHICLE SAFETY, MAY HAVE A SIGNIFICANT
EFFECT ON OUR COSTS OF OPERATION
AND/OR HOW WE DO BUSINESS.

We are subject throughout the world to comprehen-
sive and constantly evolving laws, regulations and
policies. We expect the extent of the legal and regu-
latory requirements affecting our business and our
costs of compliance to continue to increase signifi-
cantly in the future. Failure to comply with applicable
laws and regulatory requirements, in addition fo the
fines it may attract, may negatively impact our busi-
ness, results of operation and financial condition as
well as our reputation.

In Europe and the United States, for example,
significant governmental regulation is driven by en-
vironmental, fuel economy, vehicle safety and noise
emission concerns. Evolving regulatory require-
ments could significantly affect our product devel-
opment plans and may limit the nhumber and types
of cars we sell and where we sell them, which may
affect our revenue and profitability. Governmental
regulations may increase the costs we incur fo de-
sign, develop and produce our cars and may affect
our product portfolio. Regulation may also resultin a
change in the character or performance character-
istics of our cars, which may render them less ap-
pealing to our clients. We anficipate that the number
and extent of these regulations, and their effect on
our cost structure and product line-up, will increase
significantly in the future.

In the United States, there is increasing focus on
emissions and pollution regulations in light of chang-
ing policies under the current administration. New
regulations are in the process of being developed,
and many existing and potential regulatory initiatives
are subject to review by federal or state agencies or
the courts. However, the coming federal elections
throw considerable uncertainty on future changes.
In May 2023, the US Environmental Protection Agen-
cy (EPA) released its 2027 and later Multi-Pollutant
Rulemaking proposal, infroducing among other re-
quirements, stricter emission standards (e.g. par-
ticulate matter) and a potential ban of fuel enrich-
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ment for component profection. Moreover, special
provisions for SVMs have almost been completely
eliminated; i.e. GHG alternative standards are re-
moved fromm model year 2025 and no flexibility on
exhaust emission standards are provided. Depend-
ing on the requirements included in the final rule, the
costs of compliance associated with Multi-Pollutant
Rulemaking may be substantial.

In addition, we are subject to legislation relating
to the emission of other air pollutants such as, among
others, the EU "Euro 6" standards and Real Driving
Emissions (RDE) standards, the “Tier 3* Motor Vehi-
cle Emission and Fuel Standards issued by the U.S.
Environmental Protection Agency (FEPA®), and the
Zero Emission Vehicle regulation in California, which
are subject to similar derogations for Small VVolume
Manufacturers (*SVMs®). We lost our status as an

SVM for the United States National Highway Traffic
Safety Administration (*FNHTSA”) in 2019, because our
global production exceeded 10,000 vehicles, but we
have not lost our SVM status for EU CO, regulations
or for EPA GHG regulations in the United States. In
2024, 2022 and 2023, our global production exceed-
ed 10,000 vehicles again and therefore we were no
longer considered a SVM by the NHTSA for the mod-
el years 2024, 2022 and 2023. We purchased the fuel
economy (“CAFE”) credits needed to fulfill both our
2024 and 2022 deficits and we are currently evalu-
ating the purchase of credits for 2023. We expect to
continue to purchase credits in the coming years if
required. We could lose our status as an SVM in the
EU, the United States and other countries if we do not
continue to meet all of the hecessary eligibility criteria
under applicable regulations as they evolve, not only

in relation to volumes but also in relation to the con-
ditions of operational independence. In order to meet
these criteria we may need to modify our growth
plans or other operations. Furthermore, even if we
continue to benefit from derogations as an SVM, we
may have a substantial impact on our financial results.

As the state of California has been granted special
authority under the Clean Air Act to set its own vehi-
cle emission standards, the California Air Resourc-
es Board ("CARB”) enacted regulations under which
manufacturers of vehicles for certain model years
that are in compliance with the EPA greenhouse gas
emissions regulations are also deemed to be in com-
pliance with California’s greenhouse gas emission
regulations (the so-called “deemed to comply” pro-
vision). These regulations have evolved over time. In
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2048, the CARB amended its existing regulations to
clarify that the "deemed to comply® provision would
not be available for certain model years ifthe EPA stan-
dards forthose years were altered via an amendment
of federal regulations and, in 2019, EPA announced a
decision to withdraw California’s waiver of preemp-
tion under the Clean Air Act. In this decision, the EPA
also affirmed the NHTSA's authority to set nationally
applicable regulatory standards under the preemp-
tion provisions of the Energy Policy and Conservation
Act (EPCA). On March 9, 2022, the EPA rescinded its
withdrawal of the waiver for California’s light-duty ve-
hicle GHG and zero emission vehicle (ZEV) standards.
California and Section 177 states may again enforce
those standards. Subsequently, CARB clarified that
the compliance with CARB’s GHG regulations is ex-
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pected from model year 2024 for all manufacturers.
Ferrari meets the requirements to be classified as
an SVM based on the relevant regulations in the state
of California. Therefore, in 2023, in agreement with
CARB, Ferrari petitioned for SVM 2021-2025 alterna-
tive standards. No official approval has been received
fromm CARB to date. It may be necessary also to in-
crease the number of tests to be performed in order
to follow the CARB specific procedures.

In relation to the safety legislation framework,
in December 2023, NHTSA published an advanced
notice of proposed rulemaking as a first regulatory
step to infroduce a new FMVSS regulation providing
requirements for new rechnologies to prevent driver
distraction, drowsiness, and drunk impaired driving.
The costs of compliance associated with these and
similar rulemaking may be substantial.

Other governments around the world, such as those
in Canada, South Korea, China and certain Middle
Eastern countries, are also creating new policies
to address these issues which could be even more
stringent than the U.S. or European requirements. As
in the United States and Europe, these government
policies if applied to us could significantly affect our
product development plans. Under these existing
regulations, as well as new or stricter rules or poli-
cies, we could be subject to sizable civil penalties or
have to restrict or modify product offerings drasti-
cally to remain in compliance. We may have to incur
substantial capital expenditures and research and
development expenditures to upgrade products and
manufacturing facilities, which would have an impact
on our cost of production and results of operation.

In the future, the advent of self-driving technology
may result in regulatory changes that we cannot
predict but may include limitations or bans on hu-
man driving in specific areas. In 2020 the European
Commission issued its new digital strategy policies
and in 2022 its new digital strategy, which represent
a priority in the European Commission’s regulatory
agenda. Although no regulations have been issued in
this regard, the European Commission has showed
a determination to strengthen Europe’s digital sov-
ereignty and role as a standard setter, with a clear
focus on data, technology, and infrastructure.
Similarly, driving bans on combustion engine
vehicles could be imposed, particularly in metropol-
itan areas, as a result of progress in electric and hy-
brid technology. Several others regulations are also
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emerging to take into account the non-exhaust emis-
sions such as brakes and tires particulate emissions
and the environmental impact of the electric and hy-
brid vehicles components, with a particular focus on
batteries and waste batteries.

To comply with current and future environmen-
tal rules in all markets in which we sell our cars, we
may have to incur substantial capital expenditure
and research and development expenditure to up-
grade products and manufacturing facilities, which
would have an impact on our cost of production and
results of operations.

For a description of the regulations referred to
in the paragraphs above please see “Overview of
our Business—Regularory Martrers?”.
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WE DEPEND ON OUR SUPPLIERS, MANY OF WHICH
ARE SINGLE SOURCE SUPPLIERS; AND IF THESE
SUPPLIERS FAIL TO DELIVER NECESSARY RAW
MATERIALS, COMPONENTS, PARTS, SYSTEMS,
SERVICES OR INFRASTRUCTURE OF APPROPRIATE
QUALITY IN ATIMELY MANNER, OUR OPERATIONS
MAY BE DISRUPTED.

Our business depends on a significant number of
suppliers, which provide the raw materials, com-
ponents, parts, systems, services and infrastruc-
ture we require to manufacture cars and parts and
to operate our business. We use a variety of raw
materials in our business, including aluminum, and
precious metals such as palladium and rhodium.
We source materials from a limited number of sup-
pliers. We cannot guarantee that we will be able to
maintain access to these raw materials, and in some
cases this access may be affected by factors out-
side of our control and the control of our suppliers.
In addition, prices for these raw materials fluctuate
and while we seek to manage this exposure, we may
not be successful in mitigating these risks.

As with raw materials, we are also at risk of supply
disruption and shortages in parts and components
we purchase for use in our cars. We source a vari-
ety of key components from third parties, including
transmissions, brakes, driving-safety systems, navi-
gation systems, mechanical, electrical and electron-
ic parts, plastic components as well as castings and
tires, which makes us dependent upon the suppliers
of such components. In coming years, we will also
require a greater number of components for hybrid
and electric engines as we continue to deploy hybrid
and electric technology in our cars, and we expect
producers of these components will be called upon
to increase the levels of supply as the shift to hybrid
or electric technology gathers pace in the industry.
While we obtain components from multiple sources
whenever possible, similar to orther small volume car
manufacturers, most of the key components we use
in our cars are purchased by us from single source
suppliers. We generally do not qualify alternative
sources for most of the single-sourced components
we use in our cars and we do not maintain long-term
agreements with a number of our suppliers. Further-
more, we have limited ability to monitor the financial
stability of our suppliers.

While we believe that we may be able to estab-
lish alternate supply relationships and can obtain
or engineer replacement components for our sin-
gle-sourced components, we may be unable to do
so in the short term, or at all, at prices or costs that
we believe are reasonable. Qualifying alternate sup-
pliers or developing our own replacements for cer-
tain highly customized components of our cars may
be time consuming, costly and may force us to make
costly modifications to the designs of our cars.

Moreover, as the lifecycle of several components
becomes shorter in light of the technological shift
affecting the industry, a number of the components
we use in our production processes may become in
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the near term obsolete, which will require us to im-
plement new procurement strategies. Those strate-
gies may not be successful and we may not be able
to source new components in a fimely manner or
at competitive prices, and our results of operations
may be adversely affected.

In the past, we have replaced certain suppliers
because they failed to provide components that met
our quality control standards. The loss of any single
or limited source supplier or the disruption in the
supply of components from these suppliers could
lead to delays in car deliveries to our clients, which
could adversely affect our relationships with our
clients and also materially and adversely affect our
operating results and financial condition. The supply
of raw materials, parts and components may also be
disrupted or inferrupted by natural disasters, or by
unexpected fluctuations in market demand and sup-
ply, such as the global shortage of semiconductors
that impacted the automotive industry in particular,
primarily in 2024. If any major disasters occur, such
as earthquakes, fires, floods, hurricanes, wars, ter-
rorist attacks, pandemics or other events, our sup-
ply chain may be disrupted, which may stop or delay
production and shipment of our cars. The ongoing
conflict between Russia and Ukraine, the recogni-
tion by Russia of the independence of the self-pro-
claimed republics of Donetsk and Luhansk, in the
Donbas region of Ukraine and the resulting geopolit-
ical fensions continue to have a significantimpact on
the global economy resulting in a sharp increase in
energy prices and higher prices for certain raw ma-
terials and goods and services, which in turn is con-
tributing to higher inflation globally. The Russian/
Ukrainian conflict has continued to escalate without
a resolution expected in the near future, with the
short and long-term impact on financial and busi-
ness conditions in Europe remaining highly uncer-
tain. Many governments around the world, including
those of the United States, the European Union and
Japan, have announced the imposition of sanctions
on certain industry sectors and parties in Russia
and the regions of Donetsk and Luhansk, as well as
enhanced export controls on certain industries and
products, including luxury goods, and the exclusion
of certain Russian financial institutions from the
SWIFT system. On March 44, 2022, the President of
the United States issued an executive order prohib-
iting exports to Russia of luxury goods (including
luxury transportation items such as automobiles
and racing cars). Shortly thereafter, on March 45,
2022, the Council of the European Union imposed
new sanctions on Russia prohibiting the export of
luxury goods having a value in excess of €300 per
item. These and any additional sanctions and export
controls, as well as any counterresponses by the
governments of Russia or other jurisdictions, could
adversely affect, directly or indirectly, our supply
chain, with negative implications on the availabili-
ty and prices of raw materials, and our customers,
as well as the global financial markets and financial
services industry. See also “We are subject ro risks
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relared ro pandemics or public health crises rhar may
marerially and adversely affect our business” for a
discussion of widespread public health crises which
may affect our supply chain directly or indirectly.

Changes in our supply chain have in the past
resulted and may in the future result in increased
costs and delays in car production. We have also ex-
perienced cost increases from certain suppliers in
order to meet our quality targets and development
timelines and because of design changes that we
have made, and we may experience similar cost in-
creases in the future. We are negotiating with ex-
isting suppliers for cost reductions, seeking new
and less expensive suppliers for certain parts, and
attempting to redesign certain parts to make them
less expensive to produce. If we are unsuccessful
in our efforts to control and reduce supplier costs
while maintaining a stable source of high quality
supplies, our operating results will suffer. Addition-
ally, cost reduction efforts may disrupt our normal
production processes, thereby harming the quality
or volume of our production.

Furthermore, if our suppliers fail to provide com-
ponents in a timely manner or at the level of quality
necessary to manufacture our cars, our clients may
face longer waiting periods which could resultin neg-
ative publicity, harm our reputration and relationship
with clients and have a material adverse effect on our
business, operating results and financial condition.

OUR LOW VOLUME STRATEGY MAY LIMIT
POTENTIAL PROFITS, AND IF VOLUMES INCREASE
OUR BRAND EXCLUSIVITY MAY BE ERODED.

A key to the appeal of the Ferrari brand and our mar-
keting strategy is the aura of exclusivity and the sense
of luxury which our brand conveys. A central facet to
this exclusivity is the limited humber of models and
cars we produce and our strategy of maintaining
our car waiting lists to reach the optimal combina-
tion of exclusivity and client service. Our low volume
strategy is also an important factor in the prices that
our clients are willing to pay for our cars. This focus
on maintaining exclusivity limits our potential sales
growth and profits compared to manufacturers less
reliant on the exclusivity of their products.

On the other hand, our current growth strategy
contemplates a measured but significantincrease in
car sales above current levels as we target a larger
customer base and modes of use, we increase our
focus on reaching a younger customer base and
creating new Ferrari collectors, and our product
portfolio evolves with a broader product range. We
sold 43,663 cars in 2023 compared to 11,455 cars in
2024 and 7,255 cars in 2014, the year before our ini-
tial public offering, and sales are expected to contin-
ue to increase gradually.

In pursuit of our strategy, we may be unable to main-
tain the exclusivity of the Ferrari brand. If we are
unable to balance brand exclusivity with increased
production, we may erode the desirability and ulfi-
mately the consumer demand or relative pricing for
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our cars. As a result, if we are unable to increase car
production meaningfully or introduce new car mod-
els without eroding the image of exclusivity in our
brand we may be unable to significantly increase
our revenues.

THE SMALL NUMBER OF CAR MODELS
WE PRODUCE AND SELL MAY RESULT IN GREATER
VOLATILITY IN OUR FINANCIAL RESULTS.

We depend on the sales of a small number of car
models to generate our revenues. Our current
product portfolio consists of eight Range models,
four Special Series models and one strictly limited
edition Icona model. In 2022, with the launch of the
Purosangue and the 296 GTS, we met our previously
announced objective of intfroducing 15 new models
by 2022 (as announced at our Capital Markets Day in
September 20418), which is unprecedented for Fer-
rari over a similar time frame. At our Capital Markets
DayinJune 2022, we announced our plantointroduce
15 new models over the period from 2023 to 2026. In
2023, we launched five hew models: the Roma Spi-
der, the SF90 XX Stradale and SF90 XX Spider (the
first ever street legal XX models), the 296 Challenge
and the 499P Modificata. Despite our expanded of-
fering, a limited number of models will continue to
account for a large portion of our revenues at any
given time in the foreseeable future, compared to
other automakers. Therefore, a single unsuccess-
ful new model would harm us more than it would
other automakers. There can be no assurance that
our cars will continue to be successful in the mar-
ket, or that we will be able to launch new models on
a tfimely basis compared to our competitors. It gen-
erally takes several years from the beginning of the
development phase to the start of production for a
new model and the car development process is cap-
ital intensive. As a result, we would likely be unable
to replace quickly the revenue lost from one of our
main car models if it does not achieve market accep-
tance. Furthermore, our revenues and profits may
also be affected by our Special Series and limited
edition models (including the Icona limited editions)
that we launch from time to tfime and which are typ-
ically priced higher than our range models. There
can be no assurance that we will be successful in de-
veloping, producing and marketing additional new
cars (including our Special Series and limited edition
models) to sustain sales growth in the future.

OUR CONTROLLED GROWTH STRATEGY
EXPOSES US TO RISKS.

Our growth strategy includes a controlled expansion
of our sales and operations, including the launch-
ing of new car models and expanding sales, as well
as dealer operations and workshops, in targeted
growth regions internationally. In particular, our
growth strategy includes the opportunity for us to
expand operations in regions and markets that we
have identified as having relatively high growth po-
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tential. We may encounter difficulties in entering and
establishing ourselves in these markets, including
in establishing new successful dealership networks
and facing more significant competition from com-
petitors that are already present in those regions.

Our growth depends on the continued success of
our existing cars, as well as the successful introduc-
tion of new cars. Our ability to create new cars and
to sustain existing car models is affected by whether
we can successfully anticipate and respond to con-
sumer preferences and car trends. The failure to de-
velop successful new cars or delays in their launch
that could resultin others bringing new products and
leading-edge technologies to the market first, could
compromise our competitive position and hinder the
growth of our business. As part of our growth strat-
egy, we broadened the range of our models to cap-
ture additional customer demand for different types
of vehicles and modes of utilization. In 2022, with the
launch of the Purosangue and the 296 GTS, we met
our previously announced objective of infroducing
15 new models by 2022 (as announced at our Capital
Markets Day in September 20418), which is unprece-
dented for Ferrari over a similar time frame. At our
Capital Markets Day in June 2022, we announced
our plan to infroduce 15 new models over the peri-
od from 2023 to 2026. In 2023, we launched five new
models: the Roma Spider, the SF90 XX Stradale and
SF90 XX Spider (the first ever street legal XX models),
the 296 Challenge and the 499P Modificata. In addi-
tion, we are gradually but rapidly expanding the use
of hybrid and electric technology in our road cars
as we broaden and expand our product portfolio. In
2023, hybrid cars represented 44% of our shipments.
While we will seek to ensure that these changes re-
main fully consistent with the Ferrari car identity, we
cannot be certain that they will prove profitable and
commercially successful.

Our controlled growth strategy may expose us
to new business risks that we may not have the ex-
pertise, capability or the systems to manage. This
strategy will also place significant demands on us
by requiring us to continuously evolve and improve
our operational, financial and infernal controls. Con-
tinued expansion also increases the challenges in-
volved in maintaining high levels of quality, manage-
ment and client satisfaction, recruiting, training and
retaining sufficiently skilled management, technical
and marketing personnel. If we are unable to man-
age these risks or meet these demands, our growth
prospects and our business, results of operations
and financial condition could be adversely affected.

We continuously improve our infernational net-
work footprint and skill set. We also plan to open addi-
tional retail stores in international markets. We do not
yet have significant experience directly operating in
many of these markets, and in many of them we face
established competitors. Many of these countries
have different operational characteristics, including
but not limited to employment and labor, transporta-
tion, logistics, real estate, environmental regulations
and local reporting or legal requirements.
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Consumer demand and behavior, as well as tastes
and purchasing trends may differ in these markets,
and as a result, sales of our products may not be suc-
cessful, or the margins on those sales may not be in
line with those we currently anticipate. Furthermore,
such markets will have upfront short-term invest-
ment costs that may not be accompanied by suffi-
cient revenues to achieve typical or expected opera-
tional and financial performance and therefore may
be dilufive to us in the short-term. In many of these
countries, there is significant competition to attract
and retain experienced and talented employees.

Consequently, if our international expansion
plans are unsuccessful, our business, results of op-
erations and financial condition could be materially
adversely affected.

GLOBAL ECONOMIC CONDITIONS AND MACRO
EVENTS MAY ADVERSELY AFFECT US.

Our sales volumes and revenues may be affect-
ed by overall general economic conditions within
the various countries in which we operate. Deteri-
orating general economic conditions may affect
disposable incomes and reduce consumer wealth
impacting client demand, particularly for luxury
goods, which may negatively impact our profitabil-
ity and put downward pressure on our prices and
volumes. Furthermore, during recessionary peri-
ods, social acceptability of luxury purchases may
decrease and higher taxes may be more likely to
be imposed on certain luxury goods including our
cars, which may affect our sales. Adverse econom-
ic conditions may also affect the financial health
and performance of our dealers in a manner that
will affect sales of our cars or their ability to meet
their commitments to us.

The luxury performance car market is generally
affected by global macroeconomic conditions and
many factors affect the level of consumer spending
inthe luxury performance carindustry, including the
state of the economy as a whole, stock market per-
formance, inferest and exchange rates, inflation, po-
litical uncertainty, the availability of consumer credit,
tax rates, unemployment levels and other matters
that influence consumer confidence. In general, al-
though our sales have historically been compara-
tively resilient in periods of economic turmoil, sales
of luxury goods tend to decline during recessionary
periods when the level of disposable income tends
to be lower or when consumer confidence is low.
Global economic growth slowed sharply in the re-
centyears and a recovery in 2024 is uncertain. In ad-
difion, significant inflationary pressures appeared
in 2024 in many of the markets in which we operate
and this trend was exacerbated in 2022. While infla-
tfion recorded in 2023 was more moderate than in
2022, ifinflation remains elevated or increases in the
future we could face further increases in the costs
we incur for raw materials, uftilities or services,
which could adversely affect our business and re-
sults of operations if we are not able to pass on the
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increased costs to our customers or successfully
implement other mitigating actions. Following the
rise in inflation, several main central banks raised in-
terest rates rapidly over the course of 2022 and part
of 2023. While certain central banks now appear to
follow a soffer monetary stance, a higher cost of
borrowing compared to recent historical periods
may persist in the market. Such increases could
impact our ability to obtain affordable financing or
could make our cars less affordable to clients, which
could cause consumers to delay the purchase of our
cars or to purchase less expensive cars.

We distribute our products internationally and
we may be affected by downturns in general eco-
nomic conditions or uncertainties regarding future
economic prospects that may impact the countries
in which we sell a significant portion of our prod-
ucts. In particular, the majority of our current sales
are in the EU and in the United States; if we are un-
able to expand in other growth markets, a down-
turn in mature economies such as the EU and the
United States may negatively affect our financial
performance. In addition, uncertainties regarding
future trade arrangements and industrial policies in
various countries or regions create additional mac-
roeconomic risk. In the United States, any policy to
discourage import intfo the United States of vehicles
produced elsewhere could adversely affect our op-
erations. Any new policies may have an adverse ef-
fect on our business, financial condition and results
of operations. In general, the banking, economic and
monetary crisis, as well as the escalating energy
prices triggered by the ongoing conflict between
Russia and Ukraine, as well as conflicts elsewhere
in the world (including the conflict between Israel
and Hamas which has the potential for escalation in
the region), may reduce customers’ interest for, and
financial ability to buy, luxury products. Although
Mainland China, Hong Kong and Taiwan only repre-
sented 10 percent of our net revenues in 2023 and
is expected to represent a limited proportion of our
growth in the short term, slowing economic condi-
tions in Mainland China, Hong Kong and Taiwan may
adversely affect our revenues in that region. A sig-
nificant decline in the EU, the global economy or in
the specific economies of our markets, or in con-
sumers’ confidence, could have a material adverse
effect on our business. See also “Developmenits in
China and other growth markers may aaversely af-
fecrour business”.

Additionally, sanctions and export confrols
which could be introduced as a result of geopoliti-
cal tensions and conflicts could adversely affect, di-
rectly or indirectly, our supply chain and customers,
as well as the global financial markets and financial
services industry. See also “We depend on our sup-
pliers, many of which are single source suppliers;
and if these suppliers fail ro deliver necessary raw
/marerials, sysrems, comyponenis and parts of appro-
priare quality in a fimely manner, our operarions may
be disrupted”.
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WE ARE SUBJECT TO RISKS RELATED
TO EPIDEMICS, PANDEMICS OR OTHER PUBLIC
HEALTH CRISES THAT MAY MATERIALLY
AND ADVERSELY AFFECT OUR BUSINESS.

Public health crises such as epidemics, pandemics
or similar outbreaks could adversely impact our
business. From 2020 to 2022, the global spread of
COVID-19, including variants thereof, led to govern-
ments around the world mandating increasingly re-
strictive measures to contain the pandemic, includ-
ing social distancing, quarantine, "shelter in place”
or similar orders, travel restrictions and suspension
of non-essential business activities. The COVID-19
pandemic caused significant disruption to the global
economy, including changes in consumer spending
and behavior, disruption to supply chains and finan-
cial markets, as well as restrictions on business and
individual activities, leading to a global economic
slowdown and a severe recession in several of the
markets in which we operate, which may reverber-
ate after all restrictions are lifted. Our operations
were also profoundly disrupted, with our produc-
tion suspended at our two plants for several months
in 2020, and our suppliers and dealers were similar-
ly affected. Governmental restrictions were liffted
and partly reintroduced reflecting developments in
the pandemic. Future pandemics may have similar,
or worse, impacts on our operations.

Furthermore, pandemics or other widespread
public health crises may lead to financial distress for
our suppliers or dealers, as a result of which they
may have to permanently discontinue or substantial-
ly reduce their operations.

Any of the foregoing could limit customer de-
mand or our capacity to meet customer demand
and have a material adverse effect on our business,
results of operations and financial condition.

Pandemics or other widespread public health
crises may also exacerbate other risks disclosed in
this section, including, but not limited to, our com-
petitiveness, demand for our products, shifting
consumer preferences, exchange rate fluctuations,
custfomers’ and dealers’ access to affordable fi-
nancing, and credit market conditions affecting the
availability of capital and financial resources.

WE FACE COMPETITION IN THE LUXURY
PERFORMANCE CAR INDUSTRY.

We face competition in all product categories and
markets in which we operate. We compete with oth-
er international luxury performance car manufac-
turers which own and operate well-known brands of
high-quality cars, some of which form part of larger
automotive groups and may have greater financial
resources and bargaining power with suppliers than
we do, particularly in light of our policy to maintain
low volumes in order to preserve and enhance the
exclusivity of our cars. In addition, several other man-
ufacturers have recently entered or are attempting
to enter the upper end of the luxury performance
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car market, including with advanced electric tech-
nology, thereby increasing competition. We believe
that we compete primarily on the basis of our brand
image, the performance and design of our cars, our
reputation for quality and the driving experience for
our customers. Ifwe are unable to compete success-
fully, our business, results of operations and financial
condition could be adversely affected.

OUR BUSINESS IS SUBJECT TO CHANGES IN CLIENT
PREFERENCES AND TRENDS IN THE AUTOMOTIVE
AND LUXURY INDUSTRIES.

Our continued success depends in part on our abili-
ty to originate and define products and tfrends in the
automotive and luxury industries, as well as to antic-
ipate and respond promptly to changing consum-
er demands and automotive trends in the design,
styling, technology, production, merchandising and
pricing of our products. Our products must appeal
to a client base whose preferences cannot be pre-
dicted with certainty and are subject to rapid change.
Evaluating and responding to client preferences has
become even more complex in recent years, due to
our expansion in new geographical markets. The in-
troduction of hybrid and electric technology and the
associated changes in customer preferences that
may follow are also a challenge we will face in future
periods. See also “/f we are unable ro keep up with
advances in high performance car fechnology, our
brand and compefitive position may suffer’ and * 7he
infroduction of elecitric rechnoloqy in our cars is cosr-
Iy and its long-ferm success is uncertairr. In addifion,
there can be no assurance that we will be able to pro-
duce, distribute and market new products efficiently
or that any product category that we may expand or
intfroduce will achieve sales levels sufficient to gen-
erate profits. Furthermore this risk is particularly
pronounced as we expand in accordance with our
strategy into adjacent segments of the luxury indus-
try, where we do not have a level of experience and
market presence comparable to the one we have
in the automotive industry. Any of these risks could
have a material adverse effect on our business, re-
sults of operations and financial condition.

DEMAND FOR LUXURY GOODS, INCLUDING LUXURY
PERFORMANCE CARS, IS VOLATILE, WHICH MAY
ADVERSELY AFFECT OUR OPERATING RESULTS.

Volatility of demand for luxury goods, in particular
luxury performance cars, may adversely affect our
business, operating results and financial condition.
The market in which we sell our cars is subject to
volatility in demand. Demand for luxury automobiles
depends to a large extent on general, economic, po-
litical and social conditions in a given market as well
asthe introduction of new vehicles and technologies.
Global economic growth slowed sharply in 2022,
stabilized in 2023 and the outlook for 2024 is uncer-
tain. As a luxury performance car manufacturer and
low volume producer, we compete with larger auto-

31

mobile manufacturers many of which have greater
financial resources in order to withstand changes
in the market and disruptions in demand. Demand
for our cars may also be affected by factors direct-
ly impacting the cost of purchasing and operating
automobiles, such as the availability and cost of fi-
nancing, prices of raw materials and parts and com-
ponents, fuel costs and governmental regulations,
including tariffs, import regulation and other taxes,
including taxes on luxury goods, resulting in limita-
tions to the use of high performance sports cars or
luxury goods more generally. VVolatility in demand
may lead to lower car unit sales, which may result in
downward price pressure and adversely affect our
business, operating results and financial condition.
The impact of a luxury market downturn may be par-
ticularly pronounced for the most expensive among
our car models, which generate a more than pro-
portionate amount of our profits, therefore exacer-
bating the impact on our resulfs. In addition, these
effects may have a more pronounced impact on us
given our low volume strategy and relatively smaller
scale as compared fto large global mass-market au-
tomobile manufacturers.

THE VALUE OF OUR BRAND DEPENDS IN PART
ON THE AUTOMOBILE COLLECTOR
AND ENTHUSIAST COMMUNITY.

An important factor in the connection of clients to
the Ferrari brand is our strong relationship with the
global community of automotive collectors and en-
thusiasts, particularly collectors and enthusiasts of
Ferrari automobiles. This is influenced by our close
ties to the automotive collectors’ community and
our support of related events (such as car shows
and driving events) at our headquarters in Maranello
and through our dealers, the Ferrari museums and
affiliations with regional Ferrari clubs. The support
of this community also depends upon the percep-
tion of our cars as collectibles, which we also sup-
port through our Ferrari Classiche services, and the
active resale market for our automobiles which en-
courages interest over the long-term. The increase
in the number of cars we produce relative to the
number of automotive collectors and purchasers
in the secondary market may adversely affect our
cars’ value as collectible items and in the secondary
market more broadly.

If there is a change in collector appetite or dam-
age to the Ferrari brand, our ties to, and the support
we receive from, this community may be dimin-
ished. Such a loss of enthusiasm for our cars from
the automotive collectors’ community could harm
the perception of the Ferrari brand and adversely
impact our sales and profitability.

WE DEPEND ON OUR MANUFACTURING
FACILITIES IN MARANELLO AND MODENA.

We assemble all of the cars that we sell and manu-
facture, and all of the engines we use in our cars, at
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our production facility in Maranello, Italy, where we
also have our corporate headquarters. We manu-
facture all of our car chassis in a hearby facility in
Modena, Italy. Our Maranello or Modena plants could
become unavailable either permanently or tempo-
rarily for a number of reasons, including contamina-
tion, power shortage or labor unrest. Alternatively,
changes in law and regulation, including export, tax
and employment laws and regulations, or econom-
ic conditions, including wage inflation, could make
it uneconomic for us to continue manufacturing
our cars in Italy. In the event that we were unable to
continue production at either of these facilities or it
became uneconomic for us to continue to do so, we
would need to seek alternative manufacturing ar-
rangements which would take fime and reduce our
ability to produce sufficient cars fo meet demand.
Moving manufacturing to other locations may also
affect the perception of our brand and car quality
among our clients. Such a transfer would materially
reduce our revenues and could require significant
investment, which as a result could have a material
adverse effect on our business, results of opera-
tions and financial condition.

Maranello and Modena are located in the Emil-
ia-Romagna region of Italy which has the potential for
seismic activity. For instance, in 2012 a major earth-
quake struck the region, causing production at our
facilities to be temporarily suspended for one day. If
major disasters such as earthquakes, fires, floods,
hurricanes, wars, terrorist attacks, pandemics or
other events occur, our headquarters and produc-
tion facilifies may be seriously damaged, or we may
stop or delay production and shipment of our cars.
Such damage from disasters or unpredictable events
could have a material adverse impact on our busi-
ness, results from operations and financial condition.

WE ARE SUBJECT TO RISKS ASSOCIATED WITH
CLIMATE CHANGE AND OTHER ENVIRONMENTAL
IMPACTS, AS WELL AS AN INCREASED FOCUS
OF REGULATORS AND STAKEHOLDERS
ON ENVIRONMENTAL MATTERS.

Global climate change is resulting, and is expected to
confinue to result, in natural disasters and extreme
weather, such as drought, wildfires, storms, sea-lev-
el rise, flooding, heat waves and cold waves, occur-
ring more frequently or with greater intensity. Such
extreme events are driving changes in market dy-
namics, stakeholder expectations, local, national and
international climate change policies and regulations.

We are subject to climate-related risks where
we conduct our business. Physical impacts of cli-
mate change, including natural disasters and ad-
verse weatrher, could result in disruptions to us,
our suppliers, vendors, customers and logistics
hubs. These risks may also exacerbate other risks
disclosed in this “Risk Facrors® section, including
but not limited to, our competitiveness, demand
for our products, shifting consumer preferences,
availability and price of raw materials, and concen-
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tration of our production activities in Maranello
and Modena.

The global automotive industry in particular is
currently experiencing significant developments due
to an increased focus on climate change and evolving
regulatory requirements relating to fuel efficiency,
electrification and greenhouse gas emissions, among
others. These evolving requirements and technologi-
cal changes have caused us, and are expected to con-
tinue to cause us, to adaptand change certain aspects
of our operations, our future plans and strategies and
the allocation of our resources. Failure to effectively
manage these aspects may result in increased cosfts,
reputational risks, limits in our ability to manufacture
or market certain of our products, or otherwise neg-
atively impact our business, results of operations,
profitability and competitive position.

Additionally, our stakeholders, including our cus-
tomers, employees, suppliers and investors, are in-
creasingly focused on environment, social and gover-
nance ("FESG") matters. From time to time, in alignment
with our sustainability strategy, we establish and pub-
licly announce goals and commitments to improve
our environmental performance and we have been
taking deliberate actions to achieve carbon neutrality
by 2030. There can be no assurance that our stake-
holders will agree with our sustainability strategy or
will be satisfied with our actions in relation to these
matters. Additionally, if we fail (or are perceived to
fail) to execute our sustainability strategy or achieve
our environmental goals, if our sustainability strat-
egy or environmental goals do not meet the expec-
tations and standards of our stakeholders, or if we
improperly report our progress in the execution of
our sustainability strategy or the achievement of our
environmental goals, our reputation could be nega-
tively impacted, causing our customers, employees,
suppliers and investors to lose confidence in us and
our brand, which could negatively impact our busi-
ness, access to capital or have an adverse effect on
our revenues and profitability.

A DISRUPTION IN OUR INFORMATION TECHNOLOGY,
INCLUDING AS A RESULT OF CYBERCRIMES, COULD
COMPROMISE CONFIDENTIAL, PROPRIETARY
AND SENSITIVE INFORMATION.

We depend on our information technology and data
processing systems to operate our business, and a
significant malfunction or disruption in the operation
of our systems, human error, inferruption to power
supply, or a security breach that compromises the
confidential and sensitive information stored in those
systems, could disrupt our business and adversely
impact our ability fo compete. A leak of proprietary
technical information relating to our cars and our
production processes, for example, could cause
significant competitive harm. Our ability to keep our
business operating effectively depends on the func-
tional and efficient operation by us and ourthird party
service providers of our information, data process-
ing and telecommunications systems, including our
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car design, manufacturing, inventory tracking and
billing and payment systems. We rely on these sys-
tems to enable a number of business processes and
help us make a variety of day-to-day business deci-
sions as well as to track transactions, billings, pay-
ments and inventory. Such systems are susceptible
to malfunctions and inferruptions due to equipment
damage, power outages, and a range of other hard-
ware, softrware and network problems. Those sys-
tems are also susceptible to cybercrime, or threats
of intentional disruption, which are increasing in
terms of sophistication and frequency, especially
considering that such cyber incidents may remain
undetected for long periods of fime. For example, in
March 2023 we were the subject of a ransomware
attack. Ferrari decided not to pay the ransomware,
and rejection of the ransom request led to the leak of

a significant amount of customers’ personal identifi-
able information and we were provided evidence of
such leak with respect to several hundred custom-
ers. We notified our customers of the potential data
exposure and the nature of the incident and we have
worked with third party experts to further reinforce
our systems. Future breaches may adversely affect
our operations and reputation.

Additionally, a significant portion of our office
personnel moved tfo a “remote work* model in re-
sponse to the COVID-19 pandemic and part-time re-
mote work arrangements are currently in place for
our personnel. Remote work relies heavily on the use
of remote networking and online conferencing ser-
vices, which expose us to additional cybersecurity
risks. For any of these reasons, we may experience
system malfunctions or interruptions.

Although our systems are diversified, including muil-
tiple server locations, several layers of cybersecurity
countermeasures and controls, a range of software
applications for different regions and functions, and
we periodically assess and implement actions to re-
duce risks to our systems and disruptions to our
information technology systems and business con-
tinuity, a significant or large scale malfunction or
interruption of our systems could adversely affect
our ability fo manage and keep our operations run-
ning efficiently, and damage our reputation if we are
unable to track transactions and deliver products to
our dealers and clients. A malfunction that results in
a wider or sustained disruption to our business could
have a material adverse effect on our business, re-
sults of operations and financial condition. In addition
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to supporting our operations, we use our systems to
collect and store confidential and sensitive data, in-
cluding information about our business, our clients
and our employees.

As our technology continues to evolve, we antic-
ipate that we will collect and store even more data
in the future, and that our systems will increasing-
ly use remote communication features that are
sensitive to both willful and unintentional security
breaches. Much of our value is derived from our
confidential business information, including car de-
sign, proprietary technology and trade secrets, and
to the extent the confidentiality of such information
is compromised, we may lose our competitive ad-
vantage and our car sales may suffer. We also col-
lect, retain and use certain personal information,
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including data we gather from clients for product
development and marketing purposes, and data we
obtain from employees. Therefore we are subjectto
a variety of ever-changing data protection and pri-
vacy laws on a global basis, including the EU General
Data Protection Regulation.

We expect that future generations of cars wiill
feature an increasing degree of connectivity for pur-
poses of inforainment, safety and regulatory compli-
ance, and the increased demand for a "connected
car” has led to increased digitization of car systems,
the wide application of soffware, and the creation of
new, fully digital mobility services. This technology
is capable of transmitting and storing an increasing
amount of personal information belonging to our
customers. These new features may increase the
cyber security risk of our cars. Any unauthorized ac-
cess to in-vehicle information tfechnology systems
may compromise the car security or the privacy of
our customers’ information and expose us to claims
as well as reputational damage. In addition, third par-
ties with which we contract could also be subject to
external cyber-attacks. Should the third party be con-
nected to our system, the cyber attacker could poten-
tially penetrate our information technology systems.
Although we prioritize cybersecurity on all of our
cars and when processing personal data, any signifi-
cant compromise in the integrity of our data security
could have a material adverse effect on our business.

Cybersecurity is the object of increasing regu-
latory updates and we will be required to keep our
internal systems updated to comply with the new
rules that may come into force. For instance, pursu-
ant to the UN-ECE regulations, we will be required
to maintain over time, and to periodically renew, the
Cyber Security Management System (*CSMS®) to
register and sell our cars, as well as to demonstrate
that we are able to deal with, and aware of, potential
cyber risks, both for our cars and for our enterprise.
Failure to maintain the Cyber Security Management
System Certification could result, for the countries
where the regulations are applicable, in impossibility
to homologate and sell new vehicles.

OUR SUCCESS DEPENDS LARGELY
ON THE ABILITY OF OUR CURRENT MANAGEMENT
TEAM TO OPERATE AND MANAGE EFFECTIVELY.

Our success depends on the ability of our senior
executives and other members of management to
effectively manage our business as a whole and in-
dividual areas of the business. Most of our senior
executives and employees, including many highly
skilled engineers, fechnicians and artisans, are re-
quired to work from our offices and production fa-
cilities in and around Maranello, Italy. If we were to
lose the services of any of these senior executives
or key employees, this could have a material adverse
effect on our business, operating results and finan-
cial condition. We have developed incentive plans
aimed at retaining and incentivizing our senior exec-
utives and employees, as well as management suc-
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cession plans that we believe are appropriate in the
circumstances, although it is difficult to predict with
any certainty that we will replace these individuals
with persons of equivalent experience and capabil-
ities. If we are unable to find adequate replacements
or tfo attract, retain and incentivize senior execu-
tives, other key employees or new qualified person-
nel, our business, results of operations and financial
condition may suffenr.

WE RELY ON OUR DEALER NETWORK
TO PROVIDE SALES AND SERVICES.

We do not own our Ferrari dealers and virtually all
of our sales are made through our network of deal-
erships located throughout the world. If our dealers
are unable to provide sales or service quality that
our clients expect or do not otherwise adequately
project the Ferrari image and its aura of luxury and
exclusivity, the Ferrari brand may be negatively af-
fected. We depend on the quality of our dealership
network and our business, operating results and
financial condition could be adversely affected if
our dealers suffer financial difficulties or otherwise
are unable to perform to our expectations. Further-
more, we may experience disagreements or dis-
putes in the course of our relationship with our deal-
ers or upon termination which may lead to financial
costs, disruptions and reputational harm.

Our growth strategy also depends on our ability
to attract quality new dealers to sell our products in
new areas. We may face competition from other lux-
ury performance car manufacturers in attracting
quality new dealers, based on, among other things,
dealer margin, incentives and the performance of
ofther dealers in the region. If we are unable to at-
tract new dealers in targeted growth areas, our
prospects could be materially adversely affected.

WE ARE EXPOSED TO RISKS IN CONNECTION
WITH PRODUCT WARRANTIES AS WELL
AS THE PROVISION OF SERVICES.

A number of our contractual and legal requirements
oblige us to provide extensive warranties to our cli-
ents, dealers and national distributors. There is a risk
that, relative to the guarantees and warranties grant-
ed, the calculated product prices and the provisions
for our guarantee and warranty risks have been set
or will in the future be set too low. There is also a risk
that we will be required to extend the guarantee or
warranty originally granted in certain markets for
legal reasons, or provide services as a courtesy or
for reasons of reputation where we are not legally
obliged to do so, and for which we will generally not
be able to recover from suppliers or insurers.

CAR RECALLS MAY BE COSTLY
AND MAY HARM OUR REPUTATION.

We have in the past and we may from time to time
in the future be required to recall our products to
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address performance, compliance or safety-re-
lated issues. We may incur costs for these recalls,
including replacement parts and labor to remove
and replace the defective parts. In addition, regula-
tory oversight of recalls, particularly in the vehicle
safety, has increased recently. Any product recalls
can harm our reputation with clients, particularly if
consumers call into question the safety, reliability
or performance of our cars. Any such recalls could
harm our reputration and result in adverse publicity,
lost revenue, delivery delays, product liability claims
and other expenses, and could have a material ad-
verse impact on our business, operating results and
financial condition.

WE MAY BECOME SUBJECT TO PRODUCT LIABILITY
CLAIMS, WHICH COULD HARM OUR FINANCIAL
CONDITION AND LIQUIDITY IF WE ARE NOT ABLE
TO SUCCESSFULLY DEFEND OR INSURE AGAINST
SUCH CLAIMS.

We may become subject to product liability claims,
which could harm our business, operating results
and financial condition. The automobile industry ex-
periences significant product liability claims and we
have inherent risk of exposure to claims in the event
our cars do not perform as expected or malfunction
resulfing in personal injury or death. A successful
product liability claim against us could require us to
pay a substantial monetary award. Moreover, a prod-
uct liability claim could generate substantial negative
publicity about our cars and business, adversely af-
fecting our reputation and inhibiting or preventing
commercialization of future cars, which could have
a material adverse effect on our brand, business,
operating results and financial condition. While we
seek to insure against product liability risks, insur-
ance may be insufficient to protect against any mon-
etary claims we may face and will nhot mitigate any
reputrational harm. Any lawsuit seeking significant
monetary damages may have a material adverse ef-
fect on our reputation, business and financial condi-
tion.We may not be able to secure additional product
liability insurance coverage on commmercially accept-
able terms or at reasonable costs when needed, par-
ticularly if we face liability for our products and are
forced to make a claim under such a policy.

OUR REVENUES FROM FORMULA 1 ACTIVITIES MAY
DECLINE AND OUR RELATED EXPENSES MAY GROW.

Revenues from our Formula 4 activities depend
principally on the income from our sponsorship
agreements and on our share of Formula 1 reve-
nues from broadcasting and other sources. See
“Ooverview of Our Business—FRacing—Formula Z°. \f
we are unable to renew our existing sponsorship
agreements or if we enter infto new or renewed
sponsorship agreements with less favorable terms,
our revenues would decline. In addition, our share of
profits related to Formula 4 activities may decline if
either our team'’s performance worsens compared
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to other competing teams, or if the overall Formula
4 business suffers, including potentially as a resulr
of increasing popularity of other racing events. Fur-
thermore, in order to compete effectively on track
we have been investing significant resources in re-
search and development and to competitively com-
pensate the best available drivers and other racing
team members. These expenses also vary based
on changes in Formula 4 regulations that require
modification to our racing engines and cars. These
expenses are expected to confinue, and may grow
further, including as a result of any changes in For-
mula 4 regulations, which would negatively affect
our results of operations.

Compliance with the FIA Formula One regula-
tions, which are periodically amended by the For-
mula One Commission and then approved by the
FIA World Motorsport Council, requires significant
changes to our racing cars, processes and opera-
tions. If we are unable to effectively adapt our cars
to comply with changes in FIA Formula One regula-
tions, our performance in races may suffer. These
changes may result in adverse effects on our reve-
nues and results of operations.

Starting from 2024, new FIA Formula One fi-
nancial regulations have been introduced. These
provide for a cap on spending for all chassis costs
and expenses (excluding, among others, the activi-
ties to enable the supply of the current power units,
marketing costs, drivers’ salaries and the top three
personnel at each team) and a similar cap was intro-
duced also for the development of the power units
that will be used in the 2026 season and is applicable
for spending starting in 2023. The budget cap for the
2023 Formula 4 season was €440 million in relation
to the development and manufacturing of the rac-
ing car chassis and $90 million relating to the power
units that will be used in the 2026 season. The afore-
mentioned budget caps on spending are defined for
each season based on several factors, including the
number of races and inflation. The budget cap for
the 2024 season is currently in the process of being
defined buft is expected to be higher than in 2023.
The cap on expenses affects the amount of resourc-
es that we are allowed to allocate to Formula 1 ac-
tivities, with potential adverse effects on our feam’s
performance if we are not able to optimize such
resources. Because Formula 1 is key to our brand
marketing, the FIA spending cap may also adversely
affect our ability fo support our brand through re-
newed racing success.

WE RELY ON OUR LICENSING AND FRANCHISING
PARTNERS TO PRESERVE THE VALUE OF
OUR LICENSES AND THE FAILURE TO MAINTAIN
SUCH PARTNERS COULD HARM OUR BUSINESS.

We currently have multi-year agreements with li-
censing partners for various Ferrari-branded prod-
ucts in the sports, lifestyle and luxury retail seg-
ments. We also have multi-year agreements with
franchising partners for our Ferrari stores and
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theme park. Inthe future, we may enter into addition-
al licensing or franchising arrangements. Many of
the risks associated with our own products, includ-
ing risks relating to the image of the Ferrari brand
and its aura of exclusivity, as well as to the demand
for luxury goods, also apply to our licensed products
and franchised stores. In addition, there are prob-
lems that our licensing or franchising partners may
experience, including risks associated with each li-
censing partner’s ability fo obtain capital, manage its
labor relations, maintain relationships with its sup-
pliers, manage its credit and bankruptcy risks, and
maintain client relationships. While we maintain sig-
nificant control over the products produced for us
by our licensing partners and the franchisees run-
ning our Ferrari stores and theme parks, any of the
foregoing risks, or the inability of any of our licensing
or franchising partners to execute on the expected
design and quality of the licensed products, Ferrari
stores and theme park, or otherwise exercise oper-
ational and financial control over its business, may
result in loss of revenue and competitive harm to
our operations in the product categories where we
have entered into such licensing or franchising ar-
rangements. While we select our licensing and fran-
chising partners with care, any negative publicity
surrounding such partners could have a negative
effect on licensed products, the Ferrari stores and
theme parks or the Ferrari brand. Further, while we
believe that we could replace our existing licens-
ing or franchising partners if required, our inability
to do so for any period of fime could materially ad-
versely affect our revenues and harm our business.

In connection with our new lifestyle strategy, we
continue to streamline our existing arrangements
with licensing partners. This may adversely affect
our results from brand activities, particularly in the
short to medium term while our broader lifestyle
strategy is carried out.

WE DEPEND ON THE STRENGTH OF
OUR TRADEMARKS AND OTHER INTELLECTUAL
PROPERTY RIGHTS.

Given the importance of our brand’s recognition on
our financial performance and strategy, we believe
that our trademarks and other intellectual property
rights are fundamental to our success and market
position. Therefore, our business depends on our
ability to protect and promote our trademarks and
other intellectual property rights. Accordingly, we
devote substantial efforts to the establishment and
protection of our trademarks and other intellectual
property rights such as registered designs and pat-
ents on a worldwide basis. We believe that our trade-
marks and other intellectual property rights are
adequately supported by applications for registra-
tions, existing registrations and other legal protec-
tions in our principal markets. However, we cannot
exclude the possibility that our intellectual property
rights may be challenged by others, or that we may
be unable to register our trademarks or otherwise
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adequately protect them in some jurisdictions, espe-
cially in those foreign countries that do not respect
and protect intellectual property rights to the same
extent as do the United States, Japan and European
countries. If a third party were to register our trade-
marks, or similar trademarks, in a country where we
have not successfully registered such trademarks,
it could create a barrier to our commencing trade
under those marks in that country.

WE MAY FAIL TO ADEQUATELY PROTECT
OUR INTELLECTUAL AND INDUSTRIAL PROPERTY
RIGHTS AGAINST INFRINGEMENT
OR MISAPPROPRIATION BY THIRD PARTIES.

Our success and competitive positioning depend
on, among other factors, our registered intellectual
property rights, as well as other industrial or intel-
lectual property rights, including confidential know-
how, frade secrets, database rights and copyrights.
To protect our intellectual property, we rely on intel-
lectual property laws, agreements for the protec-
tion of trade secrets, confidentiality and non-dis-
closure agreements, and other contractual means.
Such measures, however, may be inadequate and
our intellectual property rights may be infringed
or challenged by third parties, and our confidential
know-how or trade secrets could be misappropri-
ated or disclosed to the public without our consent.
Consultants, vendors and current and former em-
ployees, for example, could violate their confidenti-
ality obligations and restrictions on the use of Fer-
rari's intellectual property. Ferrari may not be able
to prevent such infringements, misappropriations
or disclosures, with potential adverse effects on
our brand, reputation and business. In particular,
our components may be subject to product piracy,
where our components are counterfeited, which
may result in reputational risk for Ferrari. The risks
described above arise particularly in our Brand ac-
tivities (see "Overview of Our Business—Lifesryle®).

If we fail to adequately protect our intellectual
property rights, this may adversely affect our re-
sults of operations and financial condition, as other
manufacturers may be able to manufacture simi-
lar products at lower cost, with adverse effects on
our competitive position. In addition, counterfeited
products, or products illegally branded as "Ferrari®
may damage our brand. In addition, we may incur
high costs in reacting to infringements or misappro-
priations of our intellectual property rights.

THIRD PARTIES MAY CLAIM THAT WE INFRINGE
THEIR INTELLECTUAL PROPERTY RIGHTS.

We believe that we hold all the rights required for our
business operations (including intellectual property
rights and third-party licenses). However, we are ex-
posed to potential claims from third parties alleging
that we infringe their intellectual property rights,
since many competitors and suppliers also submit
patent applications for their inventions and secure
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patent protection or other intellectual property
rights. If we are unsuccessful in defending against
any such claim, we may be required to pay damag-
es or comply with injunctions which may disrupt our
operations. We may also as a result be forced to en-
ter into royalty or licensing agreements on unfavor-
able terms or to redesign products to comply with
third parties’ intellectual property rights.

WE FACE RISKS ASSOCIATED WITH
OUR INTERNATIONAL OPERATIONS, INCLUDING
UNFAVORABLE REGULATORY, POLITICAL, TAX
AND LABOR CONDITIONS AND ESTABLISHING
OURSELVES IN NEW MARKETS, ALL OF WHICH
COULD HARM OUR BUSINESS.

We currently have international operations and
subsidiaries in various counfries and jurisdictions
in Europe, North America and Asia that are subject
to the legal, political, regulatory, tax and social re-
quirements and economic conditions in these juris-
dictions. Additionally, as part of our growth strategy,
we will confinue to expand our sales, maintenance,
and repair services internationally. However, such
expansion requires us to make significant expendi-
tures, including the establishment of local operat-
ing entities, hiring of local employees and establish-
ing facilities in advance of generating any revenue.
We are subject to a number of risks associated with
infernational business activities that may increase
our costs, impact our ability to sell our cars and
require significant management attention. These
risks include:

® conforming our cars fo various international
regulatory and safety requirements where our
cars are sold, or homologated;

e difficulty in establishing, staffing and managing
foreign operations;

® difficulties attracting clients in new jurisdictions;

® foreign government raxes, regulations and per-
mit requirements, including foreign taxes that
we may not be able to offset against taxes im-
posed upon us in Italy;

® fluctuations in foreign currency exchange rates
and interest rates, including risks related to any
interest rate swap or other hedging activities we
undertake;

® our ability tfo enforce our contractual and intel-
lectual property rights, especially in those for-
eign countries that do not respect and protect
intellectual property rights to the same extent as
do the United States, Japan and European coun-
tries, which increases the risk of unautrhorized,
and uncompensated, use of our technology;

® European Union and foreign government trade
restrictions, customs regulations, fariffs and
price or exchange controls;

® foreign labor laws, regulations and restrictions;

® preferences of foreign nations for domestically
produced cars;

® changes in diplomatic and trade relationships;
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® political instability, natural disasters, pandemics
or other widespread public health crises, war or
events of terrorism; and

® the strength of international economies.

If we fail to successfully address these risks, many
of which we cannot control, our business, operat-
ing results and financial condition could be materi-
ally harmed.

DEVELOPMENTS IN GROWTH MARKETS MAY
ADVERSELY AFFECT OUR BUSINESS.

We operate in a number of growth markets, both di-
rectly and through our dealers, and our exposure to
those markets may increase as we may pursue ex-
panded sales in those regions. We believe we have
potential for further success in these markefts, in
particular in Asia, recognizing the increasing per-
sonal wealth of consumers. While demand in these
markets has increased in recent years due to sus-
tained economic growth and growth in personal
income and wealth, we are unable to foresee the
extent to which economic growth will be sustained.
For example, rising geopolitical and social tensions,
pandemics or similar public health crises, or slow-
downs in the rate of growth in these markets could
limit the opportunity for us to increase unit sales and
revenues in those regions in the near term.

Furthermore, in certain markets in which we or
our dealers operate, required government approvals
may limit our ability to act quickly in making decisions
on our operations in those markets. Other govern-
ment actions may also impact the market for luxury
goods in these markets, such as tax changes or the
active discouragement of luxury purchases. Consum-
er spending habits in these markets may also change
due to other factors that are outside of our control.
For instance, since August 20241 the President of the
People’s Republic of China has repeatedly signaled
the government’s intention to regulate the spending
patterns of individuals and families with ultra-high
incomes. Resulting regulatory action or similar state-
ments by governmental authorities may affect the so-
cial acceptability of spending on luxury goods.

Maintaining and strengtrhening our position in
these growth markets is a component of our glob-
al growth strategy. However, initiatives from sev-
eral global luxury automotive manufacturers have
increased competitive pressures for luxury cars in
several growth markets. As these markets continue
to grow, we anticipate that additional competitors,
both infernational and domestic, will seek to enter
these markets and that existing market participants
will try to aggressively protect or increase their
market share. Increased competition may result in
pricing pressures, reduced margins and our inabil-
ity to gain or hold market share, which could have a
material adverse effect on our results of operations
and financial condition. See also "G/oba/ ecornomic
conditions, pandemics and macro evenrs may aa-
versely affect us®.
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LABOR LAWS AND COLLECTIVE BARGAINING
AGREEMENTS WITH OUR LABOR UNIONS COULD
IMPACT OUR ABILITY TO OPERATE EFFICIENTLY.

The majority of our employees are represented by
trade unions, are covered by collective bargaining
agreements and/or are protected by applicable la-
bor relations regulations that may restrict our abil-
ity to modify operations and reduce costs quickly
in response to changes in market conditions. These
regulations and the provisions in our collective bar-
gaining agreements may impede our ability to or-
ganize our business successfully to compete more
efficiently and effectively, which could have a mate-
rial adverse effect on our results of operations and
financial condition.

IMPROPER CONDUCT OF EMPLOYEES, AGENTS,
OR OTHER REPRESENTATIVES COULD ADVERSELY
AFFECT OUR REPUTATION AND OUR BUSINESS,
OPERATING RESULTS, AND FINANCIAL CONDITION.

Our compliance controls, policies, and procedures
may not in every instance protect us from acts com-
mitted by our employees, agents, contractors, or
collaborators that would violate the laws or regula-
tions of the jurisdictions in which we operate, includ-
ing employment, foreign corrupt practices, environ-
mental, competition, and other laws and regulations.
Such improper actions could subject us to civil or
criminal investigations, and monetary and injunctive
penalties. In particular, our business activities may
be subject to anti-corruption laws, regulations or
rules of other countries in which we operate. If we
fail to comply with any of these regulations, it could
adversely impact our operating results and our fi-
nancial condition. In addition, actual or alleged viola-
tions could damage our reputation and our ability to
conduct business. Furthermore, detecting, investi-
gating, and resolving any actual or alleged violation
is expensive and can consume significant time and
attention of our executive management.

CHANGES IN TAX, TARIFF OR FISCAL POLICIES
COULD ADVERSELY AFFECT DEMAND FOR
OUR PRODUCTS.

Imposition of any additional taxes and levies de-
sighed to limit the use of automobiles could adverse-
ly affect the demand for our vehicles and our results
of operations. Changes in corporate and other tax-
ation policies, including those relating to the Patent
Box tax regime in Italy, as well as changes in export
and other incentives given by various governments,
or import or tariff policies, could also adversely af-
fect our results of operations. See also " We currently
benefir or seek ro benefir from cerrain special frax re-
gimes, which may noir be available in the furure®. The
impact of any such tariffs on our operations and re-
sults is uncertain and could be significant, and we
can provide no assurance that any strategies we
implement to mitigate the impact of such tariffs or
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other trade actions will be successful. While we are
managing our product development and production
operations on a global basis to reduce costs and lead
times, unique national or regional standards can re-
sult in additional costs for product development,
testing and manufacturing. Governments offten
require the implementation of new requirements
during the middle of a product cycle, which can be
substantially more expensive than accommodating
these requirements during the design phase of a
new product. The imposition of any additional taxes
and levies or change in government policy designed
to limit the use of high performance sports cars or
automobiles more generally, or any decisions by
policymakers to implement taxes on luxury automo-
biles, could also adversely affect the demand for our
cars. The occurrence of the above may have a mate-
rial adverse effect on our business, results of opera-
tions and financial condition.

IF WE WERE TO LOSE OUR AUTHORIZED ECONOMIC
OPERATOR CERTIFICATE, WE MAY BE REQUIRED
TO MODIFY OUR CURRENT BUSINESS PRACTICES
AND TO INCUR INCREASED COSTS, AS WELL AS
EXPERIENCE SHIPMENT DELAYS.

Because we ship and sell our cars in numerous coun-
tries, the customs regulations of various jurisdic-
tfions are important to our business and operations.
To expedite customs procedure, we obtained the
European Union’s Authorized Economic Operator
("AEO”) certificate. The AEO certificate is granted to
operators that meet certain requirements regard-
ing supply chain security and the safety and com-
pliance with law of the operator’s customs controls
and procedures. Operators are audited periodically
for continued compliance with the requirements.
The AEO certificate allows us to benefit from special
expedited customs treatment, which significantly
facilitates the shipment of our cars in the various
markets where we operate. If we were to lose the
AEO status, including for failure to meet one of the
certification’s requirements, we would be required
to change our business practices and to adopt stan-
dard customs procedures for the shipment of our
cars. This could result in increased costs and ship-
ment delays, which, in turn, could negatively affect
our results of operations.

OUR DEBT COULD ADVERSELY AFFECT
OUR OPERATIONS AND WE MAY FACE DIFFICULTIES
IN SERVICING OR REFINANCING OUR DEBT.

As of December 31, 2023, our debtwas €2,477 million
(which includes our financial services). See “Finarncial
overview—Non-GAAP Financial Measures—Ner Debr
and Ner Indusitrial Debr” for additional information.
Our current and long-term debt, of which 58 per-
cent and 42 percent bore floating rates of interest at
December 31, 2023 and 2022, respectively, requires
us to dedicate a portion of our cash flow to service
interest and principal payments and, if interest rates



BOARD REPORT

rise, this amount may increase. In addition, our exist-
ing debt may limit our ability to raise further capital or
incur additional indebtedness to execute our growth
strategy or otherwise may place us at a competitive
disadvantage relative to competitors that have less
debt. To the extent we become more leveraged, the
risks described above would increase. We may also
have difficulty refinancing our existing debt or in-
curring new debt on terms that we would consider
to be commercially reasonable, if at all.

WE ARE SUBJECT TO RISKS ASSOCIATED WITH
EXCHANGE RATE FLUCTUATIONS, INTEREST RATE
CHANGES, CREDIT RISK AND OTHER MARKET RISKS.

We operate in numerous markets worldwide and
are exposed to market risks stemmming from fluctu-
ations in currency and interest rates. In particulanr,
changes in exchange rates between the Euro and
the main foreign currencies in which we operate
affect our revenues and results of operations. The
exposure to currency risk is mainly linked to the dif-
ferences in geographic distribution of our sourcing
and manufacturing activities from those in our com-
mercial activities, as a result of which our cash flows
from sales are denominated in currencies different
from those connected to purchases or production
activities. For example, we incur a large portion of
our capital and operating expenses in Euro while
we receive the majority of our revenues in curren-
cies other than Euro. In addition, foreign exchange
movements might also negatively affect the relative
purchasing power of our clients which could also
have an adverse effect on our results of operations.
In 2023, the U.S. Dollar depreciated against the Euro
(going from 4.0666 U.S. Dollars for 4 Euro at Decem-
ber 34, 2022 to 1.1050 at December 31, 2023), the
Pound Sterling recovered while the Japanese Yen
continued to depreciate against the Euro over the
course of the year. To date in early 2024 the Euro has
not experienced any significant appreciation or de-
preciation versus the currencies to which Ferrari
is exposed, with the exception of the Japanese Yen,
which has continued to depreciate against the Euro.
If the U.S. Dollar or some other currencies were to
depreciate against the Euro, we expect that it would
adversely impact our revenues and results of opera-
tions. The extent of adverse impacts from exchange
rate fluctuations could increase if the portion of our
business in countries outside of Eurozone increas-
es. See “Financial Overview—Trends, Uncerifainfies
and Opportunities®.

We seek to manage risks associated with fluc-
tuations in currency through financial hedging in-
struments. Although we seek to manage our foreign
currency risk in order to minimize any negative ef-
fects caused by rate fluctuations, including through
hedging activities, there can be no assurance that
we will be able to do so successfully, and our busi-
ness, results of operations and financial condition
could nevertheless be adversely affected by fluc-
tuations in market rates, particularly if these condi-
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tions persist. Moreover, the valuation of hedging in-
struments is influenced by the market dynamics of
several financial factors, such as exchange rates, in-
terest rates and implied volatility, that can negatively
impact our cost of hedging and the valuation of our
outstanding hedging transactions at fair value.

Additionally, changes in interest rates impact the
interest costs we incur on our debt. See also “Our
adebr could aaversely affecr our operaitions and we
may face difficulties in servicing or refinancing our
debr”and “Car sales depend in parit on rthe availability
of affordable finarncing”.

Our financial services activities are also subject
to the risk of insolvency of dealers and retail clients,
as well as unfavorable economic conditions in mar-
kets where these activities are carried out. Despite
our efforts to mitigate such risks through the cred-
it approval policies applied to dealers and retail cli-
ents, there can be no assurances that we will be able
to successfully mitigate such risks, particularly with
respect to a general change in economic conditions.

CAR SALES DEPEND IN PART ON THE AVAILABILITY
OF AFFORDABLE FINANCING.

In certain regions, financing for new car sales has
been available at relatively low interest rates for
several years due to, among other things, expan-
sive government monetary policies. To the extent
that interest rates may rise generally based on gov-
ernmental monetary policies or actions of central
banks, market rates for new car financing are ex-
pected to rise as well, which may make our cars less
affordable to clients or cause consumers to pur-
chase less expensive cars, adversely affecting our
results of operations and financial condition. Econ-
omies around the world have recently experienced
significant inflationary pressures, with inflation
measures in the United States, Europe and the Unit-
ed Kingdom reaching levels not recorded for sever-
al decades. In response, monetary authorities have
taken anti-inflationary measures including rapid in-
creases in interest rates which are gradually trans-
ferring fo market credit rates. If consumer interest
rates increase substantially or if financial service
providers tighten lending standards or restrict their
lending to certain classes of credit, our clients may
choose not to, or may not be able to, obtain financing
to purchase our cars.

WE MAY NOT BE ABLE TO PROVIDE ADEQUATE
ACCESS TO FINANCING FOR OUR DEALERS
AND CLIENTS, AND OUR FINANCIAL SERVICES
OPERATIONS MAY BE DISRUPTED.

Our dealers enter into wholesale financing arrange-
ments to purchase cars from us to hold in invento-
ry or to use in showrooms and facilitate retail sales,
and retail clients use a variety of finance and lease
programs to acquire cars.

In most markets, we rely either on confrolled or
associated finance companies or on commercial

2023 ANNUAL REPORT AND FORM 20-F

FERRARIN.V.



2023 ANNUAL REPORT AND FORM 20-F

FERRARIN.V.

BOARD REPORT

relationships with third parties, including third par-
ty financial institutions, to provide financing to our
dealers and retail clients. Finance companies are
subject tfo various risks that could negatively affect
their ability to provide financing services at compet-
itive rates, including:

® the performance of loans and leases in their
portfolio, which could be materially affected by
delinquencies or defaults;

® higher than expected car return rates and the
residual value performance of cars they lease;
and

® fluctuations in interest rates and currency ex-
change rates.

Furthermore, to help fund our retail and wholesale fi-
nancing business, our financial services companies
in the United States also access forms of funding
available from the banking system in each market,
including sales or securitization of receivables either
in negotiated sales or through asset-backed financ-
ing programs. At December 31, 2023, an amount
of $4,289 miillion was outstanding under revolving
secupritizations carried out by Ferrari Financial Ser-
vices Inc. See “Financial Overview—Non-GAAP Finan-
cial Measures—Ner Debr and Ner Indusrtrial Debr” for
additional information. Should we lose the ability to
access the securitization market at advantageous
terms or at all, the funding of our controlled or asso-
ciated finance companies would become more dif-
ficult and expensive and our financial condition may
therefore be adversely affected.

Any financial services provider, including our
controlled finance companies, will face other de-
mands on its capital, as well as liquidity issues relat-
ing to other investments or to developments in the
credit markets. Furthermore, they may be subject
to regulatory changes that may increase their costs,
which may impair their ability to provide competi-
tive financing products to our dealers and retail cli-
ents. To the extent that a financial services provider
is unable or unwilling to provide sufficient financing
atr competitive rates to our dealers and retail clients,
such dealers and rertail clients may not have suffi-
cient access to financing to purchase or lease our
cars. As a result, our car sales and market share may
suffer, which would adversely affect our results of
operations and financial condition.

Our dealer and retail customer financing in Eu-
rope are mainly provided through Ferrari Financial
Services GmbH, our partnership with CA Auto Bank
S.p.A. (FCA Auto Bank®), which is a fully owned sub-
sidiary of Crédit Agricole Consumer Finance S.A.
("*CACF") and was formerly FCA Bank S.p.A. (*FCA
Bank”) and a joint venture between CACF and FCA
Italy S.p.A. (a subsidiary of Stellantis N.V. (hereinaf-
ter also "Stellanfis” and together with its subsidiar-
ies, the “Stellantis Group®)). If we fail to maintain our
partnership with CA Auto Bank, we may not be able
to find a suitable alternative partner with similar
resources and experience and continue to offer fi-
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nancing services to support the sales of Ferrari cars
in key European markets, which could adversely af-
fect our results of operations and financial condi-
tion. Following the change of control that lead to the
creation of CA Auto Bank through CACF’s acquisition
of the 50 percent ownership interest in the former
FCA Bank previously owned by the Stellantis Group,
Ferrari and CA Auto Bank are currently discussing
future developments in relation to their partnership.

OUR INSURANCE COVERAGE MAY NOT BE
ADEQUATE TO PROTECT US AGAINST ALL
POTENTIAL LOSSES TO WHICH WE MAY BE
SUBJECT, WHICH COULD HAVE A MATERIAL
ADVERSE EFFECT ON OUR BUSINESS.

We maintain insurance coverage that we believe is
adequate to cover normal risks associated with the
operation of our business. However, there can be no
assurance that any claim under our insurance pol-
icies will be honored fully or timely, our insurance
coverage will be sufficient in any respect or our
insurance premiums will not increase substantial-
ly. Accordingly, to the extent that we suffer loss or
damage that is not covered by insurance or which
exceeds our insurance coverage, or have to pay
higher insurance premiums, our financial condition
may be affected.

RISKS RELATED TO OUR COMMON SHARES

THE MARKET PRICE AND TRADING VOLUME OF
OUR COMMON SHARES MAY BE VOLATILE, WHICH
COULD RESULT IN RAPID AND SUBSTANTIAL
LOSSES FOR OUR SHAREHOLDERS.

The market price of our common shares may be
highly volatile and could be subject to wide fluctu-
ations. In addition, the trading volume of our com-
mon shares may fluctuate and cause significant
price variations to occur. If the market price of our
common shares declines significantly, a sharehold-
er may be unable to sell their commmon shares at or
above their purchase price, if at all. The market price
of our common shares may fluctuate or decline
significantly in the future. Some of the factors that
could negatively affect the price of our common
shares, or result in fluctuations in the price or trad-
ing volume of our common shares, include:

® Vvariations in our operating results, or failure to
meet the market’s earnings expectations;

® publication of research reports about us, the au-
tomotive industry or the luxury industry, or the
failure of securities analysts fo cover our com-
mon shares;

® departures ofany members of our management
team or additions or departures of other key
personnel;

® adverse market reaction to any indebtedness we
may incur or securities we may issue in the future;

® actions by shareholders;
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® changesin marketvaluations of similar companies;

® changes or proposed changes in laws or regula-
tions, or differing interpretations thereof, affect-
ing our business, or enforcement of these laws
and regulations, or announcements relating to
these matters;

® adverse publicity about the automotive industry
or the luxury industry generally, or particularly
scandals relating to those industries, specifically;

® litigation and governmental investigations; and

® general market and economic conditions.

THE LOYALTY VOTING PROGRAM MAY AFFECT
THE LIQUIDITY OF OUR COMMON SHARES
AND REDUCE OUR COMMON SHARE PRICE.

The implementation of our loyalty voting program
could reduce the trading liquidity and adversely
affect the trading prices of our common shares.
The loyalty voting program is infended to reward
our shareholders for maintaining long-term share
ownership by granting initial shareholders and per-
sons holding our common shares conftinuously for
at least three years the option to elect to receive
special voting shares. Special voting shares can-
not be traded and, if common shares participating
in the loyalty voting program are sold they must be
deregistered from the loyalty register and any cor-
responding special voting shares transferred to us
for no consideration (orm n/er). This loyalty voting
program is designed to encourage a stable share-
holder base and, conversely, it may deter trading by
shareholders that may be interested in participating
in our loyalty voting program. Therefore, the loyalty
voting program may reduce liquidity in our common
shares and adversely affect their trading price.

THE INTERESTS OF OUR LARGEST SHAREHOLDERS
MAY DIFFER FROM THE INTERESTS OF OTHER
SHAREHOLDERS.

Exor N.V. (FExor®) is our largest shareholder, hold-
ing approximately 24.65 percent of our outstanding
common shares and approximately 36.48 percent
of our voting power (as of February 9, 2024). There-
fore, Exor has a significant influence over matters
submitted to a vote of our shareholders, including
matters such as adoption of the annual financial
statements, declarations of annual dividends, the
election and removal of the members of our board
of directors (the “Board of Directors®), capital in-
creases and amendments to our articles of associ-
ation. In addition, as of February 9, 2024, Trust Piero
Ferrari, a Jersey trust established by Piero Ferrarni,
the Vice Chairman of Ferrari, holds approximately
10.48 percent of our outstanding common shares.
Piero Ferrari holds the usufruct over such sharesin-
cluding the right to exercise the voting rights of such
shares, corresponding to approximately 15.51 per-
cent of voting interest in us (as of February 9, 2024).
The percentages of ownership and voting power
above are calculated based on the number of out-

standing shares net of treasury shares. As a result,
Piero Ferrarialso has influence in matters submitted
to a vote of our shareholders. Exor and Piero Ferrari
informed us that they have entered into a sharehold-
er agreement, recently amended to reflect adher-
ence by Trust Piero Ferrari, pursuant to which they
have undertaken to consult for the purpose of form-
ing, where possible, a common view on the items on
the agenda of shareholders meetings. See “"Major
Shareholders—Shareholders’Agreemeni”. The inter-
ests of Exor and Piero Ferrari may in certain cases
differ from those of other shareholders. In addi-
tion, the sale of substantial amounts of our common
shares in the public market by Trust Piero Ferrari or
the perception that such a sale could occur could
adversely affect the prevailing market price of the
common shares.

WE MAY HAVE POTENTIAL CONFLICTS
OF INTEREST WITH STELLANTIS AND EXOR
AND ITS RELATED COMPANIES.

Questions relating to conflicts of interest may arise
between us and Fiat Chrysler Automobiles N.V., our
former largest shareholder, renamed Stellantis N.V.,
in a number of areas relating to common share-
holdings and management, as well as our past and
ongoing relationships. There are certain overlaps
among the directors and officers of us and Stel-
lantis. For example, Mr. John Elkann, our Executive
Chairman, is the Chairman and an executive direc-
tor of Stellantis and Chairman and Chief Executive
Officer of Exor. Certain of our other directors and
officers may also be directors or officers of Stellan-
tis or Exor, our and Stellantis’s largest shareholder.
These individuals owe duties both to us and to the
other companies that they serve as officers and/or
directors, which may create conflicts as, for exam-
ple, these individuals review opportunities that may
be appropriate or suitable for both us and such oth-
er companies, or we pursue business transactions
in which both we and such other companies have an
interest. Exor holds approximately 24.65 percent of
our outstanding common shares and approximately
36.48 percent of the voting power in us (as of Febru-
ary 9, 2024), while it holds approximately 14.90 per-
cent of the outstanding common shares in Stellantis
(based on SEC filings). The percentages of owner-
ship and voting power above are calculated based
on the number of outstanding shares net of trea-
sury shares. Exor also owns a controlling interest in
CNH Industrial N.V. and Iveco Group N.V., which were
part of the former Fiat Group before being spun-off
several years ago. These ownership interests could
create actual, perceived or potential conflicts of
interest when these parties or our common direc-
tors and officers are faced with decisions that could
have different implications for us and Stellantis or
EXxor, as applicable.
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OUR LOYALTY VOTING PROGRAM MAY MAKE
IT MORE DIFFICULT FOR SHAREHOLDERS TO
ACQUIRE A CONTROLLING INTEREST IN FERRARI,
CHANGE OUR MANAGEMENT OR STRATEGY OR
OTHERWISE EXERCISE INFLUENCE OVER US,
WHICH MAY AFFECT THE MARKET PRICE OF
OUR COMMON SHARES.

The provisions of our articles of association which
establish the loyalty voting program may make it
more difficult for a third party to acquire, or attempt
to acquire, control of our company, even if a change
of control were considered favorably by sharehold-
ers holding a majority of our commmon shares. As a
result of the loyalty voting program, a relatively large
proportion of the voting power of Ferrari could be
concentrated in a relatively small number of share-
holders who would have significant influence over
us. As of February 9, 2024, Exor had approximately
24.65 percent of our outstanding common shares
and avoting interestin Ferrari of approximately 36.48
percent. As of February 9, 2024, Trust Piero Ferrari, a
Jersey trust established by Piero Ferrari held voting
rights relating to approximately 10.48 percent of our
outstanding common shares. Piero Ferrari holds the
usufruct over such shares including the right to ex-
ercise the voting rights of such shares, correspond-
ing to, as a result of the loyalty voting mechanism,
approximately 45.51 percent of the voting power in
our shares. The percentages of ownership and vot-
ing power above are calculated based on the number
of outstanding shares net of treasury shares. In ad-
dition, Exor and Piero Ferrari informed us that they
have entered into a shareholder agreement, recently
amended to reflect adherence by Trust Piero Ferrari,
summarized under *Major Shareholders—Sharehold-
ers' Agreemens’. As a result, Exor and Piero Ferrari
may exercise significant influence on matters in-
volving our shareholders. Exor and Piero Ferrari and
other shareholders participating in the loyalty voting
program may have the power effectively to prevent
or delay change of control or other transactions that
may otherwise benefit our shareholders. The loyal-
ty voting program may also prevent or discourage
shareholder initiatives aimed at changing Ferrari's
management or strategy or otherwise exerting influ-
ence over Ferrari. See “Corporare Governance—Loy-
alty Voting Prograrni.

WE ARE A DUTCH PUBLIC COMPANY WITH LIMITED
LIABILITY, AND OUR SHAREHOLDERS MAY HAVE
RIGHTS DIFFERENT TO THOSE OF SHAREHOLDERS
OF COMPANIES ORGANIZED IN THE UNITED STATES.

The rights of our shareholders may be different
from the rights of shareholders governed by the
laws of U.S. jurisdictions. We are a Dutch public com-
pany with limited liability (naarm/oze vennoorschap).
Our corporate affairs are governed by our articles
of association and by the laws governing companies
incorporated in the Netherlands. The rights of our
shareholders and the responsibilities of members
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of our Board of Directors may be different from
the rights of shareholders and the responsibilities
of members of board of directors in companies
governed by the laws of other jurisdictions includ-
ing the United States. In the performance of its du-
ties, our Board of Directors is required by Dutch law
to consider our interests and the intferests of our
shareholders, our employees and other stakehold-
ers, in all cases with due observation of the princi-
ples of reasonableness and fairness. It is possible
that some of these parties will have interests that
are different from, or in addition to, your interests
as a shareholdenr.

WE EXPECT TO MAINTAIN OUR STATUS AS A
“FOREIGN PRIVATE ISSUER” UNDER THE RULES AND
REGULATIONS OF THE SEC AND, THUS, ARE EXEMPT
FROM A NUMBER OF RULES UNDER THE EXCHANGE

ACT OF 1934 AND ARE PERMITTED TO FILE LESS
INFORMATION WITH THE SEC THAN A COMPANY
INCORPORATED IN THE UNITED STATES.

As a "foreign private issuer,” we are exempt from
rules under the Securities Exchange Act of 1934, as
amended (the “Exchange Act”) that impose certain
disclosure and procedural requirements for proxy
solicitations under Section 44 of the Exchange Act. In
addition, our officers, Directors and principal share-
holders are exempt from the reporting and “short-
swing” profit recovery provisions of Section 16 of
the Exchange Act and the rules under the Exchange
Act with respect to their purchases and sales of our
common shares. Moreover, we are not required to
file periodic reports and financial statements with
the SEC as frequently or as promptly as U.S. com-
panies whose securities are registered under the
Exchange Act, nor are we required to comply with
Regulation FD, which restricts the selective disclo-
sure of material information. Accordingly, there may
be less publicly available information concerning us
than there is for U.S. public companies.

OUR ABILITY TO PAY DIVIDENDS ON OUR COMMON
SHARES MAY BE LIMITED AND THE LEVEL OF
FUTURE DIVIDENDS IS SUBJECT TO CHANGE.

Our payment of dividends on our common shares
in the future will be subject to business conditions,
financial conditions, earnings, cash balances, com-
mitments, strategic plans and other factors that our
Board of Directors may deem relevant at the time it
recommends approval of the dividend. Our dividend
policy is subject to change in the future based on
changes in statutory requirements, market trends,
strategic developments, capital requirements and a
number of other factors. In addition, under our arti-
cles of association and Dutch law, dividends may be
declared on our common shares only if the amount
of equity exceeds the paid up and called up capital
plus the reserves that have to be maintained pursu-
ant to Dufch law or the articles of association. Fur-
ther, even if we are permitted under our articles
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of association and Dutch law to pay cash dividends
on our common shares, we may not have suffi-
cient cash to pay dividends in cash on our common
shares. We are a holding company and our opera-
tions are conducted through our subsidiaries. As a
result, our ability to pay dividends primarily depends
on the ability of our subsidiaries, particularly Ferrari
S.p.A., fOo generate earnings and to provide us with
the necessary financial resources.

OUR MAINTENANCE OF TWO EXCHANGE LISTINGS
MAY ADVERSELY AFFECT LIQUIDITY IN THE MARKET
FOR OUR COMMON SHARES AND COULD RESULT IN
PRICING DIFFERENTIALS OF OUR COMMON SHARES
BETWEEN THE TWO EXCHANGES.

Our shares are listed on both the New York Stock Ex-
change ("NYSE”) and the Euronext Milan. The dual list-
ing of our common shares may split trading between
the NYSE and the Euronext Milan, adversely affect
the liquidity of the shares and the development of an
active trading market for our common shares in one
or both markets and may result in price differentials
between the exchanges. Differences in the trading
schedules, as well as volatility in the exchange rate
of the two trading currencies, among other factors,
may result in different trading prices for our com-
mon shares on the two exchanges.

IT MAY BE DIFFICULT TO ENFORCE
U.S. JUDGMENTS AGAINST US.

We are organized underthe laws of the Netherlands,
and a substantial portion of our assets are outside of
the United States. Most of our Directors and senior
management and our independent registered pub-
lic accounting firm are resident outside the United
States, and all or a substantial portion of their re-
spective assets may be located outside the United
States. As a result, it may be difficult for U.S. inves-
tors to effect service of process within the United
States upon these persons. It may also be difficult
for U.S. investors to enforce within the United States
judgments against us predicated upon the civil lia-
bility provisions of the securities laws of the United
States or any state thereof. In addition, there is un-
certainty as to whether the courts outside the Unit-
ed States would recognize or enforce judgments
of U.S. courts obtained against us or our Directors
and officers predicated upon the civil liability provi-
sions of the securities laws of the United States or
any state thereof. Therefore, it may be difficult fo en-
force U.S. judgments against us, our Directors and
officers and our independent registered public ac-
counting firm.
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RISKS RELATED TO TAXATION

CHANGES TO TAXATION OR THE INTERPRETATION
OR APPLICATION OF TAX LAWS COULD HAVE
AN ADVERSE IMPACT ON OUR RESULTS OF
OPERATIONS AND FINANCIAL CONDITION.

Our business is subject to various taxes in different
jurisdictions (mainly Italy), which include, among oth-
ers, the Italian corporate income tax (FIRES*), region-
al trade tax ("IRAP*), value added tax (“VAT"), excise
duty, registration tax and other indirect taxes. We
are exposed to the risk that our overall tax burden
may increase in the futrure.

Changes in tax laws or regulations or in the posi-
tion of the relevant Italian and non-Italian authorities
regarding the application, administration or inter-
pretation of these laws or regulations, particularly if
applied retrospectively, could have negative effects
on our current business model and have a materi-
al adverse effect on our business, operating results
and financial condition.

In order to reduce future potential disputes
with tax authorities, in June 2023 we entered into
an advance pricing agreement (APA) with the tax
autrhorities for transfer pricing on intercompany
transactions between Ferrari S.p.A. and its foreign
subsidiaries. The APA covers the next 5 fiscal years
and may be renewed for an additional period with
the consent of both parties.

We were admitted to the Cooperative Compli-
ance Regime in Italy by the Italian Revenue Agency,
which provides for constant and preventive discus-
sions between the taxpayer and the Italian tax au-
thorities on the most significant transactions. This
admission is effective as of 2022 (the year in which
the application was filed), and was preceded by the
adoption and validation by Italian tax authorities of
an internal tax risk control system, referred to as the
Tax Control Framework (TCF).

In addition, tax laws are complex and subject to
subjective valuations and interpretive decisions, and
we will periodically be subject to tax audits aimed at
assessing our compliance with direct and indirect
taxes. The tax authorities may not agree with our in-
terpretations of, or the positions we have taken or
intend to take on, tax laws applicable to our ordinary
activities and extraordinary transactions. In case of
challenges by the tax authorifies to our interpreta-
tions, we could face long tax proceedings that could
result in the payment of penalties and have a materi-
al adverse effect on our operating results, business
and financial condition.

THERE MAY BE POTENTIAL “PASSIVE FOREIGN
INVESTMENT COMPANY” TAX CONSIDERATIONS
FOR U.S. HOLDERS.

Shares of our stock would be stock of a “passive for-
eign investment company,” or a PFIC, for U.S. federal
income tax purposes with respect to a U.S. holder if
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for any taxable year in which such U.S. holder held
shares of our stock, after the application of applica-
ble “look-through rules” (i) 75 percent or more of our
gross income for the taxable year consists of “pas-
sive income® (including dividends, interest, gains
from the sale or exchange of investment property
and rents and royalties other than rents and royal-
ties which are received from unrelated parties in
connectionwith the active conduct of atrade or busi-
ness, as defined in applicable Treasury Regulations),
or (ii) at least 50 percent of our assets for the taxable
year (averaged over the year and determined based
upon value) produce or are held for the production
of "passive income® U.S. persons who own shares
of a PFIC are subject to a disadvantageous U.S. fed-
eral income tax regime with respect to the income
derived by the PFIC, the dividends they receive from
the PFIC, and the gain, if any, they derive from the
sale or other disposition of their shares in the PFIC.
While we believe that shares of our stock are not
stock of a PFIC for U.S. federal income tax purpos-
es, this conclusion is based on a factual determina-
tion made annually and thus is subject to change.
Moreover, our common shares may become stock
of a PFIC in future taxable years if there were to be
changes in our assets, income or operations.

THE CONSEQUENCES OF THE LOYALTY VOTING
PROGRAM ARE UNCERTAIN.

No statutory, judicial or administrative authority di-
recftly discusses how the receipt, ownership, or dis-
position of special voting shares should be treated
for Itfalian or U.S. tax purposes and as a result, the tax
consequences in those jurisdictions are uncertain.

The fair market value of the special voting shares,
which may be relevant to the tax consequences,
is a factual determination and is not governed by
any guidance that directly addresses such a situa-
tion. Because, among other things, our special vot-
ing shares are not transferable (other than, in very
limited circumstances, together with the associat-
ed common shares) and a shareholder will receive
amounts in respect of the special voting shares only
if we are liquidated, we believe and intend to take the
position that the fair market value of each special
voting share is minimal. However, the relevant tax
autrhorities could assert that the value of the special
voting shares as determined by us is incorrect.

The tax treatment of the loyalty voting program is
unclear and shareholders are urged to consult their
tax advisorsin respect of the consequences of acquir-
ing, owning and disposing of special voting shares.

WE CURRENTLY BENEFIT OR SEEK TO BENEFIT
FROM CERTAIN SPECIAL TAX REGIMES, WHICH MAY
NOT BE AVAILABLE IN THE FUTURE.

Italian Law no. 190/2044, as subsequently amended
and supplemented, infroduced an optional Patent
Box regime in the Italian tax system. The Patent Box
regime is a tax exemption related to, /infer alia, the
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use of intellectual property assets. Business income
derived from the use of each qualified infangible as-
set is partially exempted from taxation for both IRES
and IRAP purposes. We are currently applying the
Patent Box tax regime for the period from 2020 to
2024, in line with applicable tax regulations in Italy.
Law Decree No. 146 as amended by the 2022 Italian
budget law, replaced the former Patent Box regime
(which allowed taxpayers to exempt from corporate
income tax (IRES) and regional income tax (IRAP) up
to 50% of their income derived from the direct or
indirect exploitation of intangibles) by infroducing a
new Patent Box regime with a 110% “super tax de-
duction® for research and development expenses
related to eligible inftangible assets registered start-
ing from 2024. The decree provides for a specific
transitional procedure between the two regimes.
The amount of the related tax benefits (if any) that
the Group may receive from the Patent Box or other
tax regimes remains subject to uncertainty.

In addition, we benefit from the measures intro-
duced in Italy by art. 410 of Law Decree no.104/2020,
converted into Law no.126/2020, which reopened
the voluntary step up of tangible and intfangible as-
sets, with the application of a three-percent substi-
tutive tax rate.

Furthermore, we currently calculate taxes due
in Italy based, among other things, on certain tax
breaks recognized by Ifalian tax regulations for R&D
expenses and for the investments on manufacturing
equipment, the Allowance for Corporate Equity (ACE)
and tax credits for energy costs, which result in tax
savings. 2023 was the last year in which both ACE and
tax credits for energy costs were permitted.

These measures continue to mitigate the tax
burden in Italy. Significant changes in regulations or
interpretation might adversely affect the availability
of such exemptions and result in higher tax charges.
See also "Changes ro raxation or the inferpreration or
application of tax laws could have an aaverse impacrt
on our resulrs of operatrions and financial condition..
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OVERVIEW

Ferrari is among the world’s leading luxury brands,
focused on the design, engineering, production and
sale of the world’s most recognizable luxury per-
formance sports cars. Our brand symbolizes exclu-
sivity, innovation, state-of-the-art sporting perfor-
mance and Italian design and engineering heritage.
Our name and history and the image enjoyed by
our cars are closely associated with our Formula 4
racing team, Scuderia Ferrari, the most successful
racing team in the history of Formula 4. From the in-
augural year of Formula 4 in 1950 through the pres-
ent, Scuderia Ferrari has won 243 Grand Prix races,
16 Constructors’ World titles and 45 Drivers’ World
titles. We are the only tfeam which has taken part in

296 GTB and 296 GTS; two V8 hybrid models: SF90
Stradale and SF90 Spider), four Special Series mod-
els (812 Competizione, 812 Competizione A, SF90 XX
Stradale and SF90 XX Spider), and our latest Icona
(Daytona SP3). In 2023, we launched five new mod-
els: the Roma Spider, the SF90 XX Stradale and SF90
XX Spider, the first ever street legal XX models, the
296 Challenge and the 499P Modificata, and we
completed the shipments of the F8 Tributo and the
F8 Spider, while the Portofino M is approaching the
end of its lifecycle in early 2024.

We also from time to fime produce limited edi-
tion Supercars and One-Off cars. Our most recent
Supercar model, the LaFerrari Aperta, the spider
version of the LaFerrari, was launched in 2046 to cel-
ebrate our 70th anniversary.
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all the editions of the Championship, racing in more
than 1,000 Formula 1 Grand Prix races.

We design, engineer and produce our cars in
Maranello, Italy, and sell them in over 52 markets
worldwide through a network of 478 authorized
dealers operating 196 points of sale as of the end
of 2023.

We believe that our cars are the epitome of de-
sign, performance and driving thrills. Our product
offering comprises four main pillars: Range, Spe-
cial Series, Icona and Supercar. Our current prod-
uct portfolio (including cars presented in 2023, for
which shipments will commence in future years)
is comprised of nine Range models (three V8 in-
ternal combustion engine (“ICE”) models: Portofi-
no M, Roma and Roma Spider; two V412 ICE models:
812 GTS and Purosangue; two V6 hybrid models:

In 2023, we shipped 13,663 cars and recorded net
revenues of €5,970 million, Operating profit (EBIT)
of €4,617 million, net profit of €4,257 million and net
profit before income tax expense, financial expens-
es, net and amortization and depreciation (EBITDA)
of €2,279 miillion. For additional information regard-
ing EBITDA, including a reconciliation of EBITDA to
net profit, as well as other non-GAAP financial mea-
sures we present, see “Financial Overview—Non-
GAARP Financial Measures®.

Whilst broadening our product portfolio to tar-
get a larger customer base, we continue to pursue a
low volume production strategy in order to maintain
a reputation for exclusivity and scarcity among pur-
chasers of our cars and we carefully manage our
production volumes and delivery waiting lists to pro-



BOARD REPORT

mote this reputation. We divide our regional mar-
kets into (i) Europe, Middle East and Africa ("FEMEA®),
(i) Americas, (iii) Mainland China, Hong Kong and
Taiwan, and (iv) Rest of Asia-Pacific (TAPAC"), which
represented respectively 44.4 percent, 27.9 per-
cent, 10.9 percent and 46.8 percent of units shipped
in 2023. The geographic allocation of our shipments
and their mix by product reflects our deliberate al-
location strategy over the lifecycle of the individual
models and is generally impacted by the phase-in/
phase-out pace of the models, as well as the length
of waiting lists and other market-specific factors
and conditions, including our commercial strategy
and the potential for future growth.

We focus our marketing and promotion efforts
on the investments we make in our racing activities
and in particular, our participation in the FIA Formu-
la 4 World Championship with Scuderia Ferrari and
the FIA World Endurance Championship with the
Ferrari Endurance Team, the former being the pin-
nacle of motorsport and one of the most watched
annual sports series in the world, with 3.4 billion
website and social media page views for the 2023
season and an average television audience of 66.6
million viewers per Grand Prix (Source: Formula ).
Although our most recent Formula 4 world fitle was
in 2007, we continuously enhance our focus on For-
mula 4 activities with the goal of improving racing
results and restoring our historical position as the
premier racing team in Formula 4. We believe that
these activities support the strength and awareness
of our brand among motor enthusiasts, clients and
the general public. Beyond Formula 4, we engage in
several other competitive motorsport events and in
2023 we recorded victories in some of the world’s
prominent endurance races, including the centena-
ry 24 Hours of Le Mans.

Ferrari's presence in the broader luxury land-
scape is a unique opportunity to ensure brand rel-
evance across present and future generations and
to amplify the cultural relevance of our brand. As
one of the world’s primary luxury brands, we op-
erate in carefully selected luxury and lifestyle cat-
egories - personal luxury goods, collectibles and
experiences, the role of which is to fuel long-term
growth by broadening our customer base and ex-
panding our unique value proposition beyond our
core business, while preserving the brand’s DNA,
its heritage and values. See below “Overview of Our
Business—Lifestyle”.

As part of our lifestyle activities, we launched
our own Ferrari fashion collections with dedicated
fashion shows in June 2021 and we have continued
with successive showcases culminating in the lat-
est displays in February 2023 and September 2023.
We also license the Ferrari brand to a limited num-
ber of producers and retailers of luxury and lifestyle
sectors, including theme parks that, we believe, en-
hance the brand experience of our loyal clients and
Ferrari enthusiasts. The world of Ferrari can also be
experienced in our Ferrari Museum in Maranello and
in the Enzo Ferrari Museum in Modena.
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Our infernational network of Ferrari Stores con-
sisted of 44 Ferrari-owned directly operated stores
and 2 franchised stores as of December 31, 2023,
where visitors can find our fashion collection, as
well as on our website and in selected multi-brand
points of sale.

We will continue focusing our efforts on pro-
tecting and enhancing the value of our brand to pre-
serve our strong financial profile and fuel long term
growth in existing and emerging markets, while ex-
panding the Ferrari brand to carefully selected life-
style categories.

HISTORY OF THE COMPANY

Ferrari N.V. was incorporated as a public limited lia-
bility company (naam/oze vennoorschap) under the
laws of the Netherlands on September 4, 2015 with
an indefinite duration. Our official seat (s7aruraire ze-
rel) is in Amsterdam, the Netherlands, and our corpo-
rate address and principal place of business are lo-
cated at Via Abetone Inferiore n. 4, 1-41053 Maranello
(MQ), Italy. Ferrari is registered with the Dutch Trade
Register of the Chamber of Commerce under num-
ber 64060977. Its telephone number is +39-0536-
9491141. The name and address of the Company’s
agent in the United States is: Ferrari North America,
Inc., 250 Sylvan Avenue, Englewood Cliffs, NJ 07632.
Its telephone number is +1 (201) 816 2600.

Our company is named after our founder Enzo
Ferrari. An Alfa Romeo driver since 1924, Enzo Fer-
rari founded his own racing team, Scuderia Ferrarni,
in Modena in 1929 initially to race Alfa Romeo cars. In
1939 he set up his own company, initially called Auto
Avio Costruzioni. In late 1943, Enzo Ferrari moved his
headquarters from Modena to Maranello, which re-
mains our headquarters to this day.

In 1947, we produced our first racing car, the 125
S. The 125 S’s powerful 42 cylinder engine would go
on fo become synonymous with the Ferrari brand.
In 1948, the first road car, the Ferrari 166 Inter, was
produced. Styling quickly became an integral part of
the Ferrari brand.

In 1950, we began our partficipation in the For-
mula 4 World Championship, racing in the world’s
second Grand Prix in Monaco, which makes Scude-
ria Ferrari the longest running Formula 4 team. We
won our first Constructor World Title in 1952. Our
success on the world’s tracks and roads extends
beyond Formula 4, including victories in some of the
most important car races such as the 24 Hours of
Le Mans, the world’s oldest endurance automobile
race, and the 24 Hours of Daytona.

The Fiat group acquired a 50 percent stake in
Ferrari S.p.A. in 1969 and increased its stake to 90
percent in 1988 following the death of Enzo Ferrarni,
with the remaining 410 percent held by Enzo Ferrari’s
son, Piero Ferrari.

Ferrari became an independent, publicly traded
company following its separation from FCA (follow-
ing the merger with Peugeot S.A. in January 2024,
Stellantis), which was completed on January 3, 2016
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(the “Separation®) and occurred through a series
of transactions including (i) an intragroup restruc-
turing which resulted in the Company’s acquisition
of the assets and business of Ferrari North Europe
Limited and the transfer by FCA of its 90 percent
shareholding in Ferrari S.p.A. to the Company, (ii) the
transfer of Piero Ferrari's 10 percent shareholding
in Ferrari S.p.A. to the Company, (iii) the initial public
offering of common shares of the Company on the
New York Stock Exchange in October 2015 under
the ticker symbol RACE, and (iv) the distribution, fol-
lowing the inifial public offering, of FCA's remaining
interest in the Company to FCA's shareholders. On
January 4, 20416, the Company also completed the
listing of its common shares on the Mercato Telem-
atico Azionario (*MTA* subsequently renamed Eu-
ronext Milan), under the ticker symbol RACE.

INDUSTRY OVERVIEW

Within the luxury goods market, as of 2023, we de-
fine our target market for luxury performance cars
powered by engines producing more than 500 hp
and selling at a retail price in excess of Euro 180,000
(iralian market price including VAT has been used as
reference). The luxury performance car market his-
torically has followed relatively closely growth pat-
terns in the broader luxury market. The luxury per-
formance car market is generally affected by global
macroeconomic conditions and, although we and
certain other manufacturers have proven relatively
resilient, general downturns can have a dispropor-
tionate impact on sales of luxury goods in light of
the discretionary nature of consumer spending in
this market. Furthermore, because of the emotional
nature of the purchasing decision, economic confi-
dence and factors such as expectations regarding
future income streams as well as the social accept-
ability of luxury goods may impact sales.

Following the sharp recession of 2008-2009,
the luxury performance car market has been resil-
ient to further economic downturns and stagnation
in the broader economy, driven by an increase in
new product launches. A sustained period of wealth
creation in several Asian countries and, to a less-
er extent, in the Americas, has led to an expanding
population of potential consumers of luxury goods.
Developing consumer preferences in the Asian
markets, where the newly affluent are increasing-
ly emmbracing western brands of luxury products,
have also led to higher demand for cars in our seg-
ment, which are primarily produced by established
European manufacturers. In turn, the changing de-
mographic of customers and potential customers
is driving an evolution fowards luxury performance
cars also suited to an urban and more frequent use.
Additionally, the growing appetite of younger afflu-
ent purchasers for luxury performance cars has led
to new entrants to the industry, which in turn has re-
sulted in higher sales overall in the market.
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After the challenges brought by the onset of the
COVID-19 pandemic in 2020, which depressed indus-
try volumes, the luxury performance car market ex-
perienced a VV-shaped recovery in 2024; in 2022 it sur-
passed 2019 pre-pandemic levels, growing again in
2023. Ferrari shipments surpassed the 20419 pre-pan-
demic levels in 20241 (a year earlier than the luxury per-
formance car market), benefiting from actions im-
plemented by the group to mitigate the impact of the
COVID-19 pandemic and to maintain production ca-
pacity. Ferrari continued with strong growth in ship-
ments again in both 2022 and 2023, in line with plans.

As of 2023, Ferrari commmenced deliveries of the
Purosangue: the first four-door, four wheel-drive
and four-seater Ferrari. Given this broadening of
Ferrari’s car production, the reference Luxury Per-
formance Car Industry in which Ferrari competes
has been enlarged to include also high-riding four-
door luxury performance cars offering more than
500 hp and priced in excess of Euro 180,000 (Italian
market price including VAT as reference).

Unlike in other segments of the broader luxury
market, in the Luxury Performance Car Industry, a
significant portion of demand is driven by new prod-
uct launches. The market share of individual pro-
ducers fluctuates over time reflecting the timing of
product launches. New launches tend to drive sales
volumes even in difficult marketr environments be-
cause the novelty, exclusivity and excitement of a
new product is capable of creating and capturing its
own demand from clients. The luxury performance
car market also experienced an increased demand
for personalization and digital connectivity, with sev-
eral industry players introducing customized solu-
tions to serve local markets.

In line with the characteristics of the market as
noted above, one of the key elements driving the
positive performance of the Luxury Performance
Car Industry in 2024, 2022 and 2023 was the re-
newed product offering by several competitors, de-
spite several adverse global events like supply chain
issues, the semi-conductor crisis, rising inflation
and the ongoing conflicts between Russia-Ukraine
and Israel-Hamas. Most of the producers in the Lux-
ury Performance Car Industry managed to navigate
through these difficulties by adjusting their supply
chain policies and by revising their pricing strate-
gies, as well as through the aforementioned renewal
of their product offerings.

Growing environmental concerns are lead-
ing to the implementation of increasingly stringent
emissions regulations and an increase in demand
for both hybrid and electric vehicles. Cost and lim-
ited charging infrastructure are currently limiting
factors in the demand for electric vehicles, but ad-
vancements in battery fechnology in coming years
are expected to boost sales of hybrid and electric
high-performance luxury vehicles, although at a
slower pace compared to mass market vehicles. The
ability to combine driving experience with hybrid
and electric technology will be key for the commer-
cial success of high performance luxury vehicles.
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As shown in the chart below, our volumes have historically proven less
volatile than our competitors’. We believe this is due to our strategy of
maintraining low volumes compared to demand, as well as to the higher
number of models in our product portfolio and our more frequent prod-
uct launches compared to our competitors.

VOLUMES

FERRARIUNITS ENLARGED & LUXURY CAR INDUSTRY UNITS

13,000 100,000

114,815

. 45,534

Dec 31, 2004

— Ferrari

Ferrari, Luxury Performance Car
Industry & Enlarged Luxury Perfor-
mance Car Industry data are updated
to December 31, 2023. Data is based
on units registered (in Brazil, Japan,
Taiwan, United Kingdom, Germany,
France, Switzerland, Italy, Poland, Hun-
gary, Czech Republic, Spain, Sweden,
Netherlands, Belgium and Austria) or
sold (in USA, Canada, South Korea,
Mainland China, Russia, Australia, New
Zealand, Singapore and Indonesia).
Source: USA-US Maker Data Club;
Brazil-JATO; Canada-JATO; Austria-
0OSZ; Belgium-FEBIAC; France-SlIV;
Germany-KBA; UK-SMMT; Italy-UNRAE;
Netherlands-VWE; Poland-CEPIK;
Hungary-Ministry of the Interior; Czech
Republic-Cars Importers Association;
Spain-TRAFICO; Sweden-BranschDatg;
Switzerland-ASTRA; Mainland Chi-
na-China Automobile Industry Asso-

Dec 31,2023

Dec 31, 2004

Dec 31, 2023

~~~~~~ Luxury Performance Car Industry

---- Enlarged Luxury Performance Car Industry

ciation-DataClub; Russia-AEBRUS;
Taiwan-Ministry of Transportation and
Communications; Australia-VFACTS-S;
Japan-JAIA; Indonesia-GAIKINDO; New
Zealand-VFACTS; Singapore-LTA, MTA
(Land Transport Authority, Motor Trad-
er Associations); South Korea-KAIDA.

We identify the Luxury Performance
Car Industry to include all two-door
luxury sports cars with power above
500 hp, and retail price above Euro
480,000 (Italian market price including
VAT as reference) sold by Aston Martin,
Audi, Bentley, BMW, Ferrari, Ford,
Honda/Acura, Lamborghini, Maserati,
McLaren, Mercedes Benz, Porsche and
Rolls-Royce.

With the Purosangue, Ferrari entered

a new segment of four-door and
four-wheel drive high performance
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vehicles. As a result, in addition to the
“Luxury Performance Car Industry”
historically considered, we also iden-
tified the "Enlarged Luxury Perfor-
mance Car Industry™ a broader market
segment which also includes high-rid-
ing four door luxury performance cars
offering more than 500 hp and priced
in excess of Euro 480,000 (Italian mar-
ket price including VAT as reference),
mostly sold by the same aforemen-
tioned competitors with the addition of
Land Rover.

Ferrari data based on internal informa-
tion for the 25 Top Countries (exclud-
ing Middle East countries) for Ferrari
annual registrations and sales (which
accounted for approximately 914% of
the total Ferrari shipments in 2023).
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In 2023, Ferrari’s volumes in the largest 25 markets increased compared to
2022, primarily driven by the contribution from our enlarged product range.
The charts below set forth our market shares in 2023 based on volumes
in our largest 25 markets by geographical area.

LUXURY PERFORMANCE CAR INDUSTRY MARKET SHARE

MARKET

25%

Top 25 Market

EMEA

20
AT LT

Mainland China & Taiwan

%

a43%

Rest of APAC

(o] 100%
MARKET SHARE

ENLARGED LUXURY PERFORMANCE CAR INDUSTRY MARKET SHARE

MARKET

15%

Top 25 Market

16%
EMEA

Americas

Mainland China & Taiwan

Rest of APAC

(o] 100%
MARKET SHARE

In 2023, we had a market share of 25% in
the Luxury Performance Car Industry,
which is our historic reference market.

In 2023, we had a market share of 15%
in the Enlarged Luxury Performance
Car Industry, in which also high riding
four-door luxury performance cars
are included.

Ferrari, Luxury Performance Car
Industry & Enlarged Luxury Perfor-
mance Car Industry data are updated
to December 34, 2023. Data is based
on units registered (in Brazil, Japan,
Taiwan, United Kingdom, Germany,
France, Switzerland, Italy, Poland, Hun-
gary, Czech Republic, Spain, Sweden,

Netherlands, Belgium and Austria) or
sold (in USA, Canada, South Korea,
Mainland China, Russia, Australia, New
Zealand, Singapore and Indonesia).
Source: USA-US Maker Data Club;
Brazil-JATO; Canada-JATO; Austria-
OSZ; Belgium-FEBIAC; France-SIV;
Germany-KBA; UK-SMMT; Italy-UNRAE;
Netherlands-VWE; Poland-CEPIK; Hun-
gary- Ministry of the Interior; Czech
Republic-Cars Importers Association;
Spain-TRAFICO; Sweden-BranschbDa-
ta; Switzerland-ASTRA; Mainland
China-China Automobile Industry
Associaftion-DataClub; Russia-AEBRUS;
Taiwan-Ministry of Transportation and
Communications; Australia-VFACTS-S;
Japan-JAIA; Indonesia-GAIKINDO; New
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Zealand-VFACTS; Singapore-LTA, MTA
(Land Transport Authority, Motor Trad-
er Associations); South Korea-KAIDA.

We identify the "Luxury Performance
Car Industry" to include all two-door
luxury sporfs cars with power above
500 hp, and retail price above Euro
180,000 (Italian market price including
VAT as reference) sold by Aston Martin,
Audi, Bentley, BMW, Ferrari, Ford,
Honda/Acura, Lamborghini, Maserati,
McLaren, Mercedes Benz, Porsche and
Rolls-Royce. Ferrari is market leader in
several countries, including Italy, Japan,
Mainland China, Taiwan, Singapore and
South Korea among others.
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With the Purosangue, Ferrari entered
in a new segment of four-door and
four-wheel drive high performance
vehicles. As a result, in addition to

the “Luxury Performance Car In-
dustry” historically considered, we
also identified the "Enlarged Luxury
Performance Car Industry”: a broader
market segment which also includes

While we monitor our market share as an indica-
tor of our brand appeal, we do not regard market
share as particularly relevant as compared to oth-
er segments of the automotive industry. We are not
focused on market share as a performance metric.
Instead, we deliberately manage our supply relative
to demand, to defend and promote our brand exclu-
sivity and premium pricing.

COMPETITION

Competition in the luxury performance car market
is concentrated in a fairly small number of produc-
ers, including both large automotive companies
that own luxury brands as well as small produc-
ers exclusively focused on luxury cars, like us. Our
main competitors are Lamborghini, McLaren, Aston
Martin, Rolls-Royce and Bentley, as well as Porsche,
Mercedes, Audi, BMW and Land Rover in certain

high-riding four-door luxury per-
formance cars offering more than
500 hp and priced in excess of Euro
180,000 (Italian market price includ-
ing VAT as reference), mostly sold by
the same aforementioned competi-
tors with the addition of Land Rover.
With respect to the Enlarged perim-
eter, Ferrari maintains its leadership

in Italy, Taiwan, Singapore and Japan
among others.

Ferrari data based on internal informa-
tion for the 25 Top Countries (exclud-
ing Middle East countries) for Ferrari
annual registrations and sales (which
accounted for approximately 94% of
the total Ferrari shipments in 2023).

segments of the market, and may vary based on the
technical characteristics and target customer seg-
ment for each model.

Competition in the luxury performance car mar-
ket is primarily driven by the strength of the brand
and the appeal of the products in terms of perfor-
mance, driving thrills, styling and innovation as well
as by the manufacturers’ ability fo regularly renew
their product offerings to continue to stimulate cus-
tomer demand.

Competition among similarly positioned luxury
performance cars is also driven by price and total
cost of ownership. Resilience of the car value after
a period of ownership is an important competitive
dimension among similarly positioned luxury cars,
because higher resilience decreases the total cost
of ownership and promotes repeat purchases: we
believe this is a strong competitive advantage of
Ferrari cars.

OVERVIEW OF OUR BUSINESS

SPORTS CAR LINE-UP

SPORTS CARLINE UP

RANGE MODELS SPECIAL SERIES

ICONA

SUPERCAR

Our product offering comprises four main pillars:
Range, Special Series, Icona and Supercar. Our cur-
rent product portfolio includes nine Range models
(three V8 internal combustion engine (FICE*) models:
Portofino M, Roma and Roma Spider; two V42 ICE
models: 812 GTS and Purosangue; two V6 hybrid
models: 296 GTB and 296 GTS; two V8 hybrid mod-
els: SF90 Stradale and SF90 Spider), four Special Se-
ries models (812 Competizione, 812 Competizione A,
SF90 XX Stradale and SF90 XX Spider), and one lim-
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ited edition Icona model (Daytona SP3). We also from
time to time produce limited edition Supercars and
One-Off cars. Our most recent Supercar model, the
LaFerrari Aperta, was launched in 2016 to celebrate
our 70th anniversary. In 2023, we launched five mod-
els (the Roma Spider, SF90 XX Stradale and SF90 XX
Spider, the 296 Challenge and the 499P Modificata)
and we completed the shipments of the F8 Tributo
and F8 Spidenr, while the Portofino M is approaching
the end of its lifecycle in early 2024.
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Our diversified product offering may include different architectures
(such as front-engine and mid-rear engine), engine sizes (V6, V8 and Vv12),
technologies (nhatural aspirated, turbo-charged, hybrid), body styles
(such as coupes, spiders, targa and 4-doors) and seats (2 seaters, 2+
seaters, 4 seaters).

ROAD CARDS

RANGE MODELS

296 GTB V6 Hybrid 296 GTS V6 Hybrid SF90 Stradale 8 Hybrid

Roma Spider v8 Portofino M V8 812 GTS va2

Purosangue V12

SPECIAL SERIES ICONA SUPERCAR

_

8412 Competizione/A V12 SF90 XX/ Sp. V8 Hybrid Daytona SP3 V42

ONE OFF

KC23Vv8



TRACK CARS

BOARD REPORT

FERRARI CHALLENGE

THE XX PROGRAMME COMPETIZIONIGT RACING CLIENTI

296 Challenge V6

FXX KEVO Va2 296 GT3V6 499P Modificata V6

We target end clients seeking high performance cars with distinctive
design and state-of-the-art technology. Our broad product portfolio is
designed to fulfill the strategy of “different Ferrari for different Ferraris-
ti, different Ferrari for different moments®, which means being able to
offer a highly differentiated product line-up that can meet the varying
needs of current and new customer segments (in tferms of sportiness,
comfort, on-board space and design, amongst others) and that can al-
low our existing clients to use a Ferrari in various moments of their lives.
We believe that our target end clients can be divided into two main cat-
egories: on the one hand, the “Sports Car Driver? a client looking for an
elegant and understated design, who likes driving their car in a variety of
locations and conditions, alone or with passengers, and who uses their
Ferrari for longer journeys; on the other hand, the “Pilot* a client looking
for a high performing and extreme sports car, who intends to drive their
car on track and on challenging roads, and who is looking for an exciting
driving experience.

TARGET END CLIENTS

SPORTCAR DRIVER

We are also actively engaged in after sales activities driven, among oth-
er things, by the objective of preserving and extending the market value
of the cars we sell. We believe our cars’ performance in terms of value
preservation after a period of ownership significantly exceeds that of
any other brand in the luxury car segment. High residual value is import-
ant to the primary market because clients, when purchasing our cars,
take into account the expected resale value of the car in assessing the
overall cost of ownership. Furthermore, a higher residual value poten-
tially lowers the cost for the owner to switch to a new model thereby sup-
porting client loyalty and promoting repeat purchase.

53

PILOT
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The following chart shows the percentage of our unit shipments® by
pillar@for the years ended December 31, 2023, 2022 and 2024:

PERCENTAGE OF UNIT SHIPMENTS BY PILLAR

SHARE
100%
......... 2% 383555550 <1%
4% 3%
97% = 96% ——
0% ——
2021 2022 2023
N Icona

.. Special Series

== Range

(4) Excluding the XX Programme, racing cars, one-off and pre-owned cars.
(2) There were no shipments of Supercars during the period from 2024 to 2023.

The following chart shows the percentage of our unit shipments® by geo-
graphic market for the years ended December 31, 2023, 2022 and 2024:

PERCENTAGE OF UNIT SHIPMENTS BY GEOGRAPHIC MARKET

SHARE

100%

. 17.4% . 16.8%

11.7% £10.9%

26.4% 2

49.2% 45.1% 44.4%

0%

2021 2022 2023

= Rest of Apac

:z:2: Mainland China, Hong Kong and Taiwan
: Americas

== EMEA

(4) Excluding the XX Programme, racing cars, one-off and pre-owned cars.

See also “Financial Overview—Trends, Uncertainties and Opportunities—Shipments®.
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The following chart shows the percentage of our unit shipments® by
engine type for the years ended December 31, 2023, 2022 and 2024:

PERCENTAGE OF UNIT SHIPMENTS BY ENGINE TYPE

SHARE

100%

15%

— 85%

0%

22% 44%

—_— 78%

56%

Hybrid
== ICE

(a) Excluding the XX Programme, racing cars, one-off and pre-owned cars.

RANGE

Our Range line comprises products designed for
both our Pilot and our Sports Car Driver clients.

Range models designed for Pilot clients are
characterized by compact bodies, a design guided
by performance and aerodynamics, that often ben-
efit from technologies initially developed for our For-
mula 4 single-seaters or other racing activities. They
favor performance over comfort, seeking to pro-
vide the driver with an immediate response and su-
perior handling, leveraging state-of-the-art vehicle
dynamics, components and controls. We currently
offer five such models: the SF90 Stradale and the
SF90 Spider, our first series production cars which
feature PHEV technology that combines a V8 en-
gine (780 hp) with three electric motors allowing the
car to reach 4,000 hp; the 842 GTS, equipped with a
front V42 engine (800 hp); the 296 GTB and the 296
GTS, which also feature PHEV technology and are
powered by the first 6-cylinder engine installed on
a Ferrari road car, producing 830 hp of total power
output delivered by the new 120° V6 engine (663 hp),
coupled with an electric motor capable of delivering
a further 422 kW (167 hp) - an unprecedented per-
formance for a V6 can.

Range models designed for Sports Car Driv-
er clients, which also exhibit the performance ex-
pected of a Ferrari, are characterized by more re-
fined interiors with a higher focus on comfort and
on-board life quality. We currently offer three such
models: two models equipped with our V8 engine;
the Roma (620 hp) and the Roma Spider (620 hp), and
one model equipped with our VA2 naturally aspirat-
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ed engine, the Purosangue (725 hp) launched in Sep-
tember 2022. In 2023 we also offered the Portofino
M (620 hp), which is equiped with our V8 engine and
is approaching the end ofits lifecycle in early 2024.

SPECIAL SERIES

From time to time, we also design, engineer and
produce Special Series cars which can be limited
in fime or volume and are usually based on some
of our Range models but infroduce novel product
concepts. These cars are characterized by signif-
icant modifications designhed to enhance perfor-
mance and driving thrills. Our Special Series cars
are particularly targeted to collectors and, from
a commercial and product development stand-
point, they facilitate the transition from existing to
new Range models. In 2024, we launched the 842
Competizione, shipments of which commenced in
2022, and the 812 Competizione A, for which ship-
ments commenced in 2023. The 812 Competizione
and the 812 Competizione A, respectively a coupe
and targa, both feature 830 hp engines with an ex-
traordinary weight to power ratio of 1.79 kg/hp,
which puts them at the top of our V42 car catego-
ry, reaching 0-100 km/h in 2.85 seconds and 0-200
km/h in 7.7 seconds. In 2023, we launched the SF90
XX Stradale and SF90 XX Spider, the new pinnacle
of performance and technological content, and the
first XX street legal cars. The coupé reaches 0-100
km/hin 2.3 seconds and 0-200 km/h in 6.5 seconds,
and set the Fiorano lap time record for street legal
cars with 4 minute and 47.3 seconds. Shipments of
these cars are expected to start in 2024.

2023 ANNUAL REPORT AND FORM 20-F

FERRARIN.V.



2023 ANNUAL REPORT AND FORM 20-F

FERRARIN.V.

BOARD REPORT

ICONA

In September 2048, we infroduced a new pillar of
our product portfolio: the Icona, a unique concept
that takes inspiration from the iconic concepts of
our history and reinterprets them in a modern fash-
ion, pairing timeless design with state-of-the-art
materials and technology. The first example of this
strictly limited-edition product line-up is the Ferra-
ri Monza SP41/SP2, which is inspired by the classic
collectible barchetta cars, the 750 Monza and 860
Monza, and currently out of production. In 2024, the
Daytona SP3 was unveiled. This limited-edition targa
takes inspiration from legendary Ferrari sports pro-
totypes of the 1960s and sports a naturally aspirat-
ed V42 engine, mid-rear-mounted in typical racing
car style. The mosticonic of all Ferrari’'s engines, this
power unit delivers 840 hp - along with 697 Nm of
torque and maximum revs of 9500 RPM - making it
the most powerful naturally aspirated road engine
ever built by Ferrari.

SUPERCARS

In line with our tradition of Supercars starting with
the GTO (288 GTO) in 1984, and including the F40 in
1987, the F50 in 1995, the Enzo in 2002, the LaFerrari
in 20413 and the LaFerrari Aperta, our latest super-
car launched in 2016, we also produce limited edi-
tion Supercars. These are the highest expression of
Ferrari road car performance at the fime and are of-
ten the forerunners of technological innovations for
future Range models, with innovative features and
futuristic design.

TRACK CARS

We also develop special track racing cars that are
based on our range and special series models. These

PRODUCT OFFERING STRATEGIC PILLARS

cars are not registered for use on the road and may
only be used ontrackin competitive and non-compet-
itive race events, including for our XX Programme,
Endurance and Racing Clienti activities.

ONE-OFFS

In order to meet the varying needs of our most loyal
and discerning clients, we also produce a very lim-
ited number of One-Off models. While based on the
chassis and equipped with engines of one of the cur-
rent models for homologation and registration pur-
poses, these cars reflect the exact exterior and inte-
rior design specifications requested by the clients,
and are produced as a single, unique car. Some of
the most iconic models emerged from our One-Off
program include the SP12 EC (inspired by the 512 BB
and created in 2044), the FA2 TRS (a radical two-seat
roadster created on the platform of the FA12 Ber-
linetta in 2044), the Ferrari SP38 (a superlative mid-
rear V8 turbo taking inspiration from the legendary
Ferrari F40), the 458MM Speciale (the last mid rear
model with a V8 naturally aspirated engine in 2046),
the Ferrari P80/C, a real track car taking inspiration
from past Ferrari Sport Prototipo models, and the
Ferrari Omologata, based on the 812 Superfast V42
platform. The last models include the BR20, a very el-
egant V42 based on the GTC4 Lusso and produced
in 2024, and the SP48 Unica, based on the F8 Trib-
uto, and SP54, based on the 812 Superfast but with
an open-air configuration, both launched in 2022. In
2023, we produced the KC23, a hon-homologated
car based on the 488 GT3 and featuring a futuristic
design, as well as the SP-8, which is based on the F8
Tributo and features a particular targa design and
visible carbon fiber in the front part of the canr.

The following chart shows our product offer-
ing’s strategic pillars in ferms of their appeal to Fer-
raristi and collectors respectively.

Future Ferraristi Ferraristi

Collectors

Special Series

Supercar
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PERSONALIZATION OFFER

Maranello

: TM Center
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Personalization Program
"Carrozzeria Scaglietti”

PERSONALIZATION OFFER

All of our models feature highly customizable inte-
rior and exterior options, which are included in our
personalization catalogue. Some of these options in-
clude performance contents like carbon fiber parts,
carbon fiber wheels, titanium exhaust systems, alter-
native brake caliper colors, parking cameras, Mag-
naRide dual mode suspension, various door panel
configurations, steering wheel inserts and state-of-
the-art custom high fidelity sound systems. Starting
with the SF90 Stradale and the SF90 Spider, we have
also infroduced the "Assetto Fiorano” configuration,
which provides numerous exclusive features for
those who seek extreme performance and design.
This specific configuration is also available for the
296 GTB and 296 GTS. For models launched in 2023,
we added new personalization features for our cli-
ents to choose from, including the possibility to have
the softtop in different fabrics/colors (Roma Spider)
or the body of the car in natural carbon-fiber with a
clear lacquer finish (Daytona SP3 and SF90 XX).

With our "Special Equipment & Atelier” program,
we offer clients additional customization choices for
their cars. Our specialists are able to guide clients in
creating a highly personalized car through a wide
catalogue of special items such as different types of
rare leathers, custom stitching, special paints, spe-
cial carbon fiber, and personalized luggage sets de-
signed to match the car’s interior. In 2023, we also
launched a dedicated livery celebrating the partici-
pation in the WEC series (crowned by Ferrari's vic-
tory at Le Mans).

The "Tailor Made” program provides an addi-
tional level of personalization to meet the increased
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Special Equipment

Dealership

3 Dealership with

expectations of our clients. A dedicated Ferrari de-
signer assists clients in selecting and applying virtu-
ally any specific design element of their choice. Our
clients benefit from a large selection of finishes and
accessories in an array of different materials (rang-
ing from cashmere to denim), freatments and hues.
To assist our clients’ choice, w