
2014 FULL YEAR RESULTS

F
e

b
ru

a
ry

2
7

th
, 

2
0

1
5



2014 FULL YEAR RESULTS
February 27th, 2015

2

Disclaimer

Confidential

IMPORTANTNOTICE: By attending the meeting where this presentation is given, or by reading the presentation slides, you agree to
be bound by the following limitations and qualifications :

Certain information included in this presentation are not historical facts but are forward -looking statements . Such forward -looking
statements speak only as of the date of this presentation and Groupe Fnac expressly disclaims any obligation or undertaking to
release any update or revisions to any forward -looking statements in this presentation to reflect any change in expectations or any
change in events, conditions or circumstances on which these forward -looking statements are based . Such forward looking
statements are for illustrative purposes only . Investors are cautioned that forward -looking information and statements are not
guarantees of future performances and are subject to various risksand uncertainties, many of which are difficult to predict and
generally beyond the control of Groupe Fnac, and could cause actual results to differ materially from those expressed in, or
implied or projected by, such forward -looking information and statements . These risksand uncertainties include those discussed or
identified under the Chapter 6 òFacteursde Risquesóof the Groupe Fnacõs2013 registration document which has been registered
with the French Autorité des marchés financiers ("AMF") under n°R14-021 on 24 April 2014, and which is available on the AMF's
website at www .amf -france .org and on Groupe Fnacõswebsite at www .groupe -fnac .com .

Thismaterial was prepared solely for informational purposes and is not to be construed as a solicitation or an offer to buy or sell any
securities or related financial instruments in the United States of America or any other jurisdiction . Likewise it does not give and
should not be treated as giving investment advice . It has no regard to the specific investment objectives, financial situation or
particular needs of any recipient . No representation or warranty, either expressed or implied, is provided in relation to the
accuracy, completeness or reliability of the information contained herein . It should not be regarded by recipients as a substitute for
the exercise of their own judgment . Any opinions expressed in this material are subject to change without notice .

The presentation is being furnished to you solely for your information, and it may not be reproduced, redistributed or published
(whether internally or externally to your company), directly or indirectly, in whole or in part, to any other person . Non -compliance
with these restrictions may result in the violation of legal restrictions in some jurisdictions .
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2014: accelerating our transformation

Á 2014: An improved performance on all indicators reflecting the rapid 
execution of Fnac 2015 strategic plan and a culture of constant adaptation 
and innovation

Á Acceleration of sales momentum

Ç Sales up 0.9% in 2nd half

Ç Revenues stable for the full year (vs a -3.1% decline in 2013) 

Á Continued market share gains 

Á Current operating income up 7.4% vs 2013

Á Net income of û41m (vs û15m in 2013)

Á Significant improvement in free cash flow : û72m (vs û48m in 2013)
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Innovations and « Fnac 2015 » are the pillars of solid 
performance in 2014

Fnac 2015

Á A culture of constant innovation

Ç Product offering

Ç Services

Ç Online

Ç New store formats

Innovation and Agility

Á Accelerating transformation

Á Solid operational and financial performance

2014

Á Expand omnichannel proposal

Á Reinforce commercial attractiveness 
and customer service

Á Accelerate growth levers

Ç New products

Ç New store formats
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Expanding our omnichannel model

Á Success of innovative omnichannel features
òclick & collect 1h ó(1) and òclick & magó(2)

Á Marketplace gross merchandise volume up 25 %

Ç Rapid ramp -up in Spain and Portugal and robust
growth in France

Á M-commerce gaining momentum

Ç Modernized and efficient apps: Ticketing app (2013 ),
new Fnac.com app (2014 ), Fnac.pt app (June õ14)

Ç Acceleration of mobile traffic on both Fnac.com
and Fnac Spectacles

Ç M-commerce successful in driving instore traffic
(mobile -to -store)

12%

22%

29%
35%

2011 2012 2013 2014

Omnichannel sales in France

(1) Pick up web order in store in 1h
(2) Order online from a store 

(%web sales)
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Introduction of innovative services

Á New online delivery services

Ç Fnac Express+(1)

Ç Fnac 3h Chrono (2): the fastest offer on the market

Á New instore initiatives to improve customer service

Ç Deployment of Fnac Shop (3), 

Ç Accelerated check -out process (sales force cashing,
mobile and self check out, é)

Ç Completion of sales force training program

Č Customer satisfaction index sharply increasing

Á Launch of Pass Location (4)

Ç Immediate success

Ç Value proposition attuned to new consumption usage 

(1) Unlimited express delivery of any product available on Fnac.com for an annual fee

(3) A digital tool for store sales force offering full access to online offer and customer base

(4) Exclusive rental service available on all IT products and game consoles

(2) Home delivery within 3 hours of placing the order
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A unique ability to move early on fast -growing 
categories

Á Successful deployment of mobile phone sections
in France since Feb õ14

Ç Double -digit market share reached in a few weeks

Ç High attachment rate to services and accessories

Á A cutting -edge strategy in connected objects

Ç First retail banner to implement dedicated corners
in all its stores (Sep õ13) 

Ç Leadership position in wearable devices

Á New òFnac connectó stores to seize market potential

Ç Opening of a flagship store dedicated to connected objects 
and mobile phones in Paris on the Champs -Elysées (June õ14)

Ç Upcoming launch of a new store concept dedicated
to Connectivity: òFnac Connectó 

Á To be rolled -out as corners in existing Fnac stores or as stand -alone 
shops (80 to 100 sqm)

Á 1rst opening in March ô15 in Angoulême
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Rapid ramp -up of new product categories

Á Contribution of new product categories to sales almost 
doubled in 2014

Á Stationary sections deployed in France in 2014

Ç Differentiating product mix and merchandising 

Ç Results above expectations confirming
the potential of the category

Á Good performance of Kids and Home & Design, 
deployed in all countries

4%
6%

11%
13%

FY 2012 FY 2013 FY 2014 Q4 2014

Share of new categories

(% of Group sales)


