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including the Annual Financial Report

In February 2020, the World Health Organization declared the crisis linked to the spread of COVID-19 a pandemic,
resulting in public lockdowns in many countries around the world.

This document has therefore been updated since the management report and financial statements of February 26, 2020,
the date of publication for the financial statements and assumptions underlying Fnac Darty’s objectives. Subsequent events
are brought to the public’s attention in sections 1.4.6 and 4.3.2 of this Universal Registration Document.

All our publications can be found on the website www.fnacdarty.com

The Universal Registration Document was filed with the French Markets Authority (Autorité des marchés financiers
AUTORITE — AMF) in its capacity as the competent authority under Regulation (EU) 2017/1129 on April 20, 2020, without
DES MARCHES FINANCIERS prior approval in accordance with Article 9 of that Regulation. The Universal Registration Document may be used

for the purposes of a public offer of financial securities or for admitting financial securities for trading on a regulated
\ market if it is supplemented by a Securities Note and, if applicable, a summary and all amendments made to the
Universal Registration Document. The resulting documents are then approved by the AMF in accordance with

Regulation (EU) 2017/1129.

This is a free translation into English of the Universal Registration Document issued in French and it is provided solely for the convenience of English speaking users.

2019 UNIVERSAL REGISTRATION DOCUMENT == FNAC DARTY 1




Quote

from the Chief Executive Officer
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Enrique MARTINEZ,
Chief Executive Officer
of Fnac Darty

2019 was a year in which we accelerated
the implementation of our strategic

priorities, driven by our Confiance+ plan.
We focused our efforts on our digital
transformation, reinforcing our commitments
to society and excellence in the execution
of our projects.

The Group developed through strategic
acquisitions and, in a sometimes difficult
environment, successfully consolidated
its positions to provide its customers
with an educated choice. This was
possible thanks to the commitment

of its 24,000 employees.

Our raison d’étre — an educated choice
— reinforces our resolution to make
commitments for all our stakeholders.
In that respect, Fnac Darty contributes
to a more circular economy through
very concrete actions that promote
sustainability and product repairability.
In 2020, we will continue to strengthen
our omnichannel model so that

our brands can excel further,

thus strengthening our trusted 9 9

relationships.
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The Fnac Darty network

NUMBER OF STORES PRODUCT
BY REGION AND SERVICES OFFERING
Belgium-Luxembourg
84
France-Switzer_Ilagg Other products and services 13%

Domestic
appliances 21%

Iberian Peninsula
70

Editorial products 17%

#Fnac Darty in 2019 wKey figures

m Group transformation with the acquisition of Nature & Découvertes m Revenues: €7.3 billion
and strengthening of the ticketing offer through the acquisition of
Billetreduc.com and the partnership with CTS. ® Number of employees: over 24,000
m Continued integration of WeFix with 42 openings this year, i.e. 96 points m Number of stores: 880
of sale at the end of 2019.
m Continued roll-out of the Confiance+ plan, which started in December 2017. = Second-largest e-commerce retaliler in France
m Launch of Darty Max: a brand new subscription-based repair service to ® Weight of omnichannel sales: 49% of online orders

extend the life span of large domestic appliances.
m Expansion of the click&collect service for books, CDs, and DVDs.

m Continued expansion of our store network with the opening of 78 stores,
including 55 franchises.

m Opening of 22 new points of sale dedicated to Kitchen during the year.
At the end of 2019, more than 150 Kitchen points of sale, 11 of which are
stores exclusively dedicated to this offering, were opened.

m Expansion of Fnac Darty’s ecosystem of partnerships with Carrefour
(subject to the authorization of the ADLC — French Competition Authority).

®  Announcement of an active partner search for BCC.
m Strengthening the Group’s commitment to societal and environmental
responsibility.
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In February 2020, the World Health Organization declared the crisis linked to the spread of COVID-19 a pandemic, resulting in public

lockdowns in many countries around the world.

This document has therefore been updated since the management report and financial statements of February 26, 2020, the date of
publication for the financial statements and assumptions underlying Fnac Darty’s objectives. Subsequent events are brought to the
public’s attention in sections 1.4.6 and 4.3.2 of this Universal Registration Document.
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PRESENTATION OF THE GROUP

Fnac Darty: our model

1.1 Fnac Darty: our model

1.1.1/ A EUROPEAN LEADER IN OMNICHANNEL RETAIL

Operating in 13 countries, including France, Belgium, Spain,
Portugal and, more recently, Luxembourg, Fnac Darty is a
European leader in the retail of entertainment and leisure products,
consumer electronics and domestic appliances. In August 2019,
Fnac Darty completed its acquisition of Nature & Découvertes, a
leading omnichannel retailer of natural and wellbeing products,
which enabled the Group to penetrate the Wellbeing and Outdoor
Activities sectors and, in doing so, accelerate its diversification.

1.1.2/ A GALAXY OF BRANDS ORBITING FNAC AND DARTY

Since their creation more than 60 years ago, both Fnac and Darty
have strived to embed their values and promote their deeply
held convictions. In 2017, Fnac Darty was created from the
merger of these well-known brands, both of which boast strong
reputations and excellent consumer loyalty. These two brands have
complementary positions and missions.

Three strong values make up the essence of the Fnac brand:
independence, passion and the spirit of discovery. These values
are reflected in its salespeople, in its recognized expertise and in
its product selections, as well as in the unique place that Fnac
occupies in French culture (Fnac Live, the Prix du roman Fnac
book prize, the Prix Goncourt des lycéens literary prize for senior
high school students, and more). Fnac is the brand of discovery, of

(1) Excluding BCC, Nature & Découvertes and Fnac Eazier.

(2) Including 17 Fnac Darty/N&D stores in Switzerland and 22 stores abroad.

(3) Fevad: average for 2019.
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As of the end of December 2019, the Group, which employs more
than 24,000 people , has a multi-format network of 880 stores,
726 of which are in France @. It is France’s second-largest
e-commerce retailer in terms of audience with its three commercial
websites: fnac.com, darty.com and natureetdecouvertes.com. A
leading omnichannel player, Fnac Darty’s revenue was €7.3 billion
in 2019, 19% of which was generated by its online channel.

Its position as leader is based, in particular, on its high volume
of traffic: 254 million visits to stores across the Group and a
cumulative average of around 25 million unique online visitors per
month in France ©.

diversity, of open-mindedness: it aims to spark people’s curiosity.
With a special place in the field of French retail, this strong brand
has made curiosity its mission.

As for Darty, its identity is anchored in three key values: confidence,
service and accessibility. Darty, a heritage brand, is the brand for
everyone. It is there for its customers at every stage of their lives,
from the big moments to the smallest ones. Part of French homes
for 60 years, it is a pioneer in terms of service, especially after-
sales services.

Since the merger between Fnac and Darty, the Group has
expanded to include new brands to form a major specialized retail

group.



The Group has recently strengthened its presence in the ticketing
sector with the consolidation of Billetreduc.com and increased its
offering in the express repair of electronic devices, first in France
in 2018 with the acquisition of WeFix and then in Portugal in 2019
with the consolidation of PC Clinic.

The acquisition of Nature & Découvertes in 2019 represents the
most significant external growth transaction since the merger of
Fnac and Darty. A strong brand whose core values complement
the Group’s banners, Nature & Découvertes advocates for ethical
and more environmentally friendly consumption. This aligns with
Fnac Darty’s commitment to educated customer choice and a
more circular and responsible economy.

1.1.3/ SOCIETAL COMMITMENTS AND RESPONSIBILITIES

1.1.3.1/

In these times of hyperchoice, consumers are looking for trust
and guidance in their everyday lives. They are more and more
demanding. They want immediacy; in this era of “everything, on
demand”, consumers are impatient, but they also want greater
transparency and to know everything about the products they buy.
Finally, consumers want innovation that serves a practical purpose.

(1) lpsos/Sopra Steria survey — “Fractures francaises” [French Fractures]— 2019.

PRESENTATION OF THE GROUP

Fnac Darty: our model

Nature & Découvertes is the embodiment of the retail of the
future: humanist and respectful of the world, it takes great care
to redistribute wealth intelligently around it through a responsible
ecosystem. Its stores are designed to be places where customers
can relax, reflect and discover nature. Each year, the Fondation
Nature & Découvertes (Nature & Découvertes Foundation) receives
10% of the net profits of Nature & Découvertes, as well as one
euro each time a customer joins the Nature & Découvertes Club.

A shared ambition unites all these banners: to guide customers
and help them make the best choice. This commitment is also
shared by all the Group’s employees, a commitment to creating an
honest business where the customer is able to make an educated
choice.

At the same time, concern for the environment and societal
challenges are pushing a growing proportion of consumers toward
more responsible buying habits. This increased awareness is
reflected in a number of indicators: the primary concern of French
people is the environment ", 61% of French people believe that
companies have the power to change the world in which we live @,
58% of French people say that a company’s corporate social
responsibility policy is an important factor when deciding whether
to work there © and, finally, 53% of consumers say that they take
environmental factors into account when buying online @.

(2) Elabe and Institut Montaigne — “Barometre des Territoires” [Barometer of Territories] — 2019.

(3) Ifop/RM Conseil survey — 2019.
(4) Fevad, 2019.
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Fnac Darty: our model

1.1.3.2/

Since 2018, Fnac Darty’s raison d’étre has been: “Committed to
providing educated choices”.

The Group aims to achieve this through an ambitious
corporate social responsibility policy, which is driven by all the
Group’s businesses and draws on regular consultation with its
stakeholders.

The expertise and advice of its employees enables the Group
to help consumers to make better choices and adopt more
responsible buying practices. Bolstered by its widespread
geographical coverage, with 880 stores in 13 countries, Fnac
Darty is a group that is strongly rooted in its various regions, and
whose main ambition is to share cultural creation, technological
innovations and innovative services with as many people as
possible.

Both the Fnac and Darty banners have always strived to provide
independent and transparent advice. Since 1972, Labo Fnac, the
Fnac technical testing laboratory, has compared the characteristics
and performance of many consumer electronics products. The
Group has launched a number of initiatives such as the after-
sales service barometer, the environmental impact rating and the
repairability index.

This year, the Group has again launched numerous innovative
projects aimed at extending the life span of its products and
serving the circular economy; in particular, it has pioneered the
launch of:

m Sustainable Choice by Darty, a benchmark that offers
customers guidance based on durability and reliability and
focuses on two criteria: availability of spare parts for a minimum
of 10 years, and lower breakdown rates compared to other
options in the product’s price category (82 selected products,
59 of which are from the Large domestic appliances category
and 23 of which are from the Small domestic appliances
category); and

Develop our Promote
most valuable asset: more responsible
people consumption

Promote the economic
and cultural development
of regions
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m the first repair and assistance subscription service, Darty Max,
covering all large domestic appliances.

Finally, the acquisition of Nature & Découvertes in 2019 enhances
the Group’s positioning in terms of responsible business
practices and sustainable consumption. For example, Nature &
Découvertes pays 10% of its net profits to the Fondation Nature
& Découvertes, which has raised more than €13 million for the
protection of biodiversity and nature-based education through
nearly 2,700 projects. Nature & Découvertes’ commitment to
responsibility is explained in greater detail at the end of chapter 2.

1.1.3.3/

With more than 24,000 employees worldwide, 880 stores and
millions of loyal customers, Fnac Darty is keenly aware of its
responsibilities. The Group is committed to transforming itself to
meet the challenges of a changing market, while at the same time
developing its people and making a positive impact on society.

The corporate social responsibility policy aims to address the four
major CSR risks that were identified as the result of a risk and
materiality analysis conducted in 2018:

Reduce our environmental
impact and reduce
the waste generated
by our activities

Guaranteeing
the protection of personal data
and ensuring exemplary
business conduct



The actions taken to address these risks are set out in chapter 2
of this document.

Mindful of the increasing importance of the issues associated
with its corporate social responsibility, the Company is adapting
its business model, like many new services launched in 2018 and
2019, in favor of a more circular economy.

1.1.3.4/

Key figures and the composition of the Board of Directors

PRESENTATION OF THE GROUP

Fnac Darty: our model

The incorporation of CSR issues into the Fnac Darty business
model is set out in section 1.1.5.

The strengthening of Fnac Darty’s governance and CSR policy was
welcomed by the ESG ratings agencies, all of which increased the
Group’s non-financial rating, as detailed in section 1.1.3.5.

(R OO (N6
Franck Jacques Antoine
Maurin Veyrat Gosset-Grainville
Director representing Chairman of the Board Director and Vice Chair
employees of Directors
= amn
Enrique Daniela
Martinez Weber-Rey
Chief Executive Officer Director
20 13 50% 3
O DIRECTORS WOMEN NATIONALITIES (116
Javier Sandra
Santiso Lagumina
Director 1 0 92% 92% Director
MEETINGS IN 2019 INDEPENDENT MEMBERS ~ ATTENDANCE RATE
OO OD
Jean-Marc Carole
Janaillac Ferrand
Director Director
O® O® OO O®
Caroline Brigitte Nonce Delphine
Grégoire Sainte Marie Taittinger-Jouyet Paolini Mousseau
Director Director Director Director

(D Independent

Operation of the Board of Directors

The Fnac Darty Board of Directors is composed of Directors with
broad and diversified experience, especially in corporate strategy,
finance, economics, industry, accounting, management and the
control of commercial and financial companies.

In 2019, Fnac Darty appointed Franck Maurin as an employee
Director, representing the interests of the Group’s employees,
and Enrique Martinez, Chief Executive Officer, as a Director for a
term of four years, reflecting the Board of Directors’ confidence
in Enrique Martinez’s ability to ensure that the Group’s day-to-day
management is conducted in a sustainable way.

At the end of December 2019, the Board was composed of
13 Directors, 11 of whom were independent.
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Four committees were chaired
by Independent Directors

Each committee is composed of Directors that have been identified
as having the specific skills required to carry out its duties. A
comprehensive description of each committee can be found in
the corresponding section of the Universal Registration Document.

m Audit Committee:
= monitors the process of preparing financial information;
= chaired by Carole Ferrand (Independent Director);
= three members;
= meets at least four times a year.
m Appointments and Compensation Committee:

= assists the Board in determining the composition of the
Company and Group’s executive management bodies
and in the regular assessment of all compensation and
benefits paid to the Group’s corporate officers and executive
Directors;

= chaired by Antoine Gousset-Grainville (Independent
Director);

= three members;

= meets at least once a year and as many times as it deems
necessary.

= Corporate, Environmental and Social Responsibility Committee:

= reviews the Company’s corporate, social and environmental
policies;

= chaired by Brigitte Taittinger-Jouyet (Independent Director);
= three members;

= meets twice a year.

1 O 2019 UNIVERSAL REGISTRATION DOCUMENT == FNAC DARTY

m Strategy Committee

= considers the broad strategic priorities of the Group that
may be implemented by the executives, specifically in the
fields of business, investments, partnerships or any other
matter that may be considered to be relevant;

= chaired by Jacques Veyrat (Chairman of the Board,
Independent Director);

= five members;

= meets at least once a year and as many times as it deems
necessary.

1.1.3.5/

Fnac Darty’s approach to corporate social responsibility has been
assessed by ESG rating agencies and awarded a rating. In 2019,
Fnac Darty requested a solicited sustainability rating from Vigeo
Eiris (www.vigeo-eiris.com). Based on its analysis of three main
criteria — environment (business ethics, environmental policy),
social aspects (community engagement, respect for human rights
and human resources) and governance (corporate governance)
- Vigeo Eiris awarded Fnac Darty a rating of A2, i.e. 44/100, up
nine points compared to 2018 and well above the average rating
of 30/100 for the sector. This performance reflects Fnac Darty’s
environmental, ethical, social and governance commitments,
which are the cornerstones of its Confiance+ strategic plan. The
Group is now one of the top 20 companies rated by Vigeo Eiris
worldwide, and is ranked eleventh in the world in its sector.

The Group also achieved a score of 68 out of 100 from ratings
agency Sustainalytics (www.sustainalytics.com), which places it
thirteenth in its sector and classifies it as an “Outperformer”.

MSCI (www.msci.com) upgraded the Group from A to AA in 2019,
with a retail industry-adjusted score of 7.7/10. The Group is just
short of AAA, the best possible rating. Only 12% of the companies
that are rated score between AA and AAA.

All of the above demonstrates Fnac Darty’s solid foundations. It
will continue to strive for ratings that best reflect its actions in
terms of corporate social responsibility through the quality and
transparency of its data.



1.1.4/ A DIVERSIFED AND BALANCED PRODUCT OFFERING

The Group proposes a balanced offering, built around product
categories with complementary growth and margin profiles.

The Fnac and Darty banners each market consumer electronics
(49% of the Group’s revenue), a sector in which growth
experiences short innovation cycles. This shared offering is
enhanced, on the one hand, by Fnac and Nature & Découvertes’
strength in editorial products (17% of the Group’s revenue) and, on
the other, by Darty’s leadership position in the domestic appliances

1.1.5/ A UNIQUE OMNICHANNEL MODEL

With a cumulative average of around 25 million unique online
visitors per month @, Fnac Darty is France’s second-largest
e-commerce retailer in its markets. The Group also provides
its customers with one website per banner and per country of
operation, making for 14 e-commerce sites in total.

E-commerce activities remained strong in 2019, representing 19%
of the Group’s sales, which was stable compared to 2018.

(1) Fevad/Mediamétrie, 2019.

PRESENTATION OF THE GROUP
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market (around 21% of the Group’s revenue). In 2019, the Group
continued to diversify its product and services offering. The sale
of other products and services (more than 13% of the Group’s
revenue) such as Games & Toys, Natural and Wellbeing Products,
Stationery, Kitchens, After-sales Service, Warranties and Ticketing
are solid levers for growth. The product offering is described in
section 1.3.3 “A diversified product and services offering” of this
Universal Registration Document.

The Group combines the omnichannel capacities of Fnac, Darty
and Nature & Découvertes. Omnichannel sales now represent
49% of online orders. By bringing together its in-store and digital
offerings, the Group can provide innovative services, such as:

m click&mag;
m click&collect; and
m express or by-appointment delivery offering.

These services guarantee seamless integration of the in-store
and online purchasing experience and are described in detail in
section 1.4.3.3 “First-rate operational efficiency.”

2019 UNIVERSAL REGISTRATION DOCUMENT == FNAC DARTY 1 1
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Growth of e-commerce

= An increasingly competitive
sector

= A demand for immediacy

= Consumers faced with
hyperchoice

Growth of responsible

consumption

= Increasing consumer interest
in the provenance and
composition of consumer
goods

» Increasing expertise
of consumers

Crisis of confidence and

the search for meaning

= Employees and consumers
seeking to align their work and
buying habits with their values

Declining purchasing power

= Strong social tensions

= Social movements that impact
the economy

Climate crisis

» Increasing regulation

= Innovation in favor of a more
circular economy

Commiitted to providing

an educated choice

“Our ambition is based on a more
decisive, better-informed customer
who is more in control of their
consumption.”

Four key areas of focus serving two
strategic priorities aimed at creating
the benchmark omnichannel
platform in Europe:

| Customer Digital |

focus acceleration

Responsibility Operational
| excellence |

1 2 2019 UNIVERSAL REGISTRATION DOCUMENT

Our people: our key strength
= Over 24,000 employees

= Approximately 70% of whom are
customer facing

» 2,500 of whom are dedicated to repairs

An open omnichannel platform

= A network of 880 stores
(including 320 franchises),

21 warehouses and 88 physical sales,

e-commerce and after-sales service
platforms

= 14 main websites

A solid financial position

= €7.3 billion in consolidated revenue
in 2019 and operating profitability
growth of more than 45% since
the merger in 2016

A current operating margin
of 4.0% in 2019

A healthy financial structure
with an operating free cash flow
of €173 million in 2019

The most digitalized company in its
sector and the leading omnichannel
player in its sector

Renowned, complementary brands

= Fnac and Darty, two iconic banners

» WeFix, Nature & Découvertes,
Billetreduc.com, PC Clinic:
strategic acquisitions that are in line
with the Group’s mission

A recognized societal role

= Long-standing partnerships with key

players in the social and solidarity
economy

A history of repair and recycling
initiatives and strong dedication
to giving our products a second life

A major player in the entertainment
sector, committed to democratizing
culture

Governance of the highest standard

= A diverse range of skills and gender
balance on the Board of Directors

= An Executive Committee compensation

system that includes CSR criteria
and long-term components

A diverse range of products

Other products and services 13%

Domestic
appliances 21%

Editorial products 17%

Services that are innovative, useful and
complementary to the product offering

» Darty Max
» Delivery and home installation

» After-sales service

Loyalty programs

Ticketing

Kitchen design and installation

Insurance and warranties

= Rental

Financing solutions

Subscriptions

Controlled international growth

= Six European markets: France-
Switzerland, Belgium-Luxembourg
and lberian Peninsula

» Franchises in Africa, the Middle East and
the French overseas departments

FNAC DARTY



Our 2019 achievements/results
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Shared value creation

An ecosystem in transformation
Increased acquisitions...
= Nature & Découvertes
= Billetreduc.com
= PC Clinic
= WeFix (continued consolidation)
.. and partnerships
= CTS
= Carrefour
= Google
= Cyclofix
= One+
= Angell Bike
Search for a partner for BCC

New services to support more responsible buying
practices...
Darty Max: a unique subscription-based repair service
Sustainable Choice: highlighting the most reliable products
Extended repairability index for smartphones: Fnac Darty,
a forward-thinking player
An initiative dedicated to giving products a “Second Life”
(reconditioning and donations)

... and to adapt to new ways of buying
Extension of “click&collect 1H” to editorial products
Roll-out of “Pay & Go”
Continued digitalization of stores
Personalization of the online pathway

A more integrated CSR strategy
A target to reduce CO, emissions by 50% by 2030
Stronger governance
A contribution that has been welcomed by ESG
ratings agencies

A MORE SUSTAINABLE BUSINESS MODEL

Differentiation

A more circular
retail model

We offer our customers the power to improve

their buying habits
Services and advice for an educated choice
An omnichannel offering and operational performance that
can be adapted to each individual’s needs

We guarantee our employees a good quality of working
life, employability, and we involve them in the Group’s
development and performance

60% of employees received training in 2019

Second employee stock ownership plan

We provide our investors with a solid financial structure
and non-financial performance that is improving
significantly

Strong cash generation

Significant improvement of non-financial ratings

CDP: B (vs. D in 2018); Sustainalytics: Outperformer with

a rating of 68/100 (compared to Average Performer and a

rating of 61/100 in 2018); Vigeo: 44/100 (vs. 35/100 in 2018);

MSCI: AA rating with a score of 7.7/10 (vs. A rating in 2018)

We are helping to reduce the carbon footprint

of our business and our sector
2.6 million repair operations and 1.6 million repaired products
More than 46,000 metric tons of WEEE collected and
recycled
Strong growth in used and donated items
-9% CO2 emissions resulting from site energy consumption

We guarantee balanced trade relations and responsible
tax practices
Signature of the French E-Commerce Charter with SMEs
Compliance with each country’s tax regulations

We contribute to the economic, social and cultural
development of regions
78 Fnac and Darty stores opened in 2019
10,4083 free events at Group level, bringing together more
than 323,000 people
1,700 free cultural events in France

Our contribution to the Sustainable
Development Goals

Through its model, strategy and mission, Fnac Darty is
focusing its efforts on and contributing to Sustainable
Development Goals (SDGs) 11, 12 and 13.

Through its oversight and initiatives, Fnac Darty is also
contributing to the following SDGs:

b=

g
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1.2/ History

1.2.1/ HISTORY OF FNAC

Since its founding by André Essel and Max Théret in
1954, Fnac has had a remarkable history built on passion,
boldness and adaptation to changing consumer patterns.

From the outset, the two founders wanted to break the mold
of traditional business, so they based their enterprise on the
idea of consumer protection. When it was created, “Fnac”
was an acronym for the Fédération Nationale d’Achats des
Cadres (National Federation for Purchases by Executives).
At that time, it was set up to enable executives to buy
photographic and cinematographic equipment at attractive
prices. Fnac subsequently opened up to a wider customer
base by introducing new product categories such as books
and music.

Fnac opened its first store, which specialized in photography
and sound equipment, on Boulevard Sébastopol in the
fourth arrondissement in Paris. A few years later, this store
was expanded with the introduction of a section dedicated
to records.

Fnac'’s first laboratory tests comparing various consumer
electronics were published in Contact magazine. The
introduction of a testing laboratory forged Fnac’s enduring
image as a specialist in consumer electronics.

The Group created a cultural association called Alpha (Arts
et Loisirs Pour 'Homme d’Aujourd’hui or Arts and Leisure
for Today’s Man), which became the first ticketing business
in France. A year later, Fnac launched its first photo gallery,
confirming its intention to invest in the culture sector.

Fnac opened a second store in 1969, on Avenue de
Wagram in the seventeenth arrondissement in Paris. The
highly innovative design of this store reflected a different
retail concept. This was followed three years later by the
opening of the first store outside Paris, in Lyon.

This year marked the beginning of book sales, with the
opening of the Fnac store at Montparnasse (in Paris) and the
creation of the Forums de Rencontre cultural spaces. These
areas, inside the stores, are entirely devoted to culture and
to interaction with artists, through events like concerts, book
signings and discussions with leading figures; this cemented
Fnac’s strategy and its identity as a cultural player.

Fnac’s Forum des Halles store opened its doors and quickly
became the largest Fnac Group store in terms of both size
and revenue.

Fnac stock was first traded on the Paris Stock Exchange. A
year later, it began to diversify internationally, opening its first
store in Brussels, Belgium. The same year, it also launched
its travel business, Fnac Voyages.
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After Belgium, Fnac headed south and established itself in
Spain, with its first store in Madrid.

The Crédit Lyonnais Group became Fnac’s majority
shareholder. Fnac then became part of the Kering Group,
and its stock stopped being traded in December 1994.

The banner opened its first store in Lisbon, Portugal.

Fnac began its program of multi-channel development by
launching a website (fnac.com) and continued its expansion
outside Europe, opening its first store in Sao Paulo, Brazil.

Fnac accelerated its international expansion by introducing
its business to two new countries: Italy and Switzerland.

Fnac began operating in outlying metropolitan areas with a
new one-story store format, the first of which was located
in Bordeaux Lac.

The banner launched a new strategic plan, called “Fnac
2015”, to address the structural changes taking place in
the markets and the deteriorating economic climate. This
new strategic plan was based around three objectives:

m ramping up the omnichannel strategy;
m developing closer ties with customers; and

m developing levers for growth, both in terms of new
products and new format stores.

The banner disposed of its activities in Italy in 2012 and
accelerated and strengthened its geographical coverage
by opening new format stores operated directly or via a
franchise.

In keeping with its strategic refocus, Kering launched the
Fnac spin-off and listed it for trading on June 20, 2013.

The Fnac Group made an offer to acquire Darty in the belief
that this merger would be a major strategic and financial
opportunity for both groups, with the goal of creating the
leading retailer of consumer electronics, entertainment
products and domestic appliances in France.

The Fnac Group’s shareholders decided to implement a
strategic partnership with Vivendi. Simultaneously, Vivendi
became the shareholder of 15% of the Fnac Group’s
capital through a reserved capital increase in the amount of
€159 million.



1.2.2/ HISTORY OF DARTY
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Creation of the Darty banner.

“A customer is satisfied only when the product he purchases
works and performs as expected,” observed the young
brothers Natan, Marcel and Bernard Darty as they dealt with
customers. This observation would become the basis for
their business practices. In the months following the creation
of the banner in 1957, they offered customers low prices
and rapid delivery and repair. Their formative years were
dedicated to learning how to apply the gold standards of
business, and to developing the family business in Paris
and its suburbs. The Darty brothers, who initially worked in
textiles, opened their first commercial space, specializing in
radio and television sets, in Montreuil (Seine-Saint-Denis),
north-east of Paris.

Darty in Paris: Opening of the second store, in the Belleville
district of Paris.

Opening in Bondy (Seine-Saint-Denis) of the first superstore
specializing in domestic appliances in an 800 m? retail
space. Creation of the first after-sales service.

Creation of the subsidiary Caprofem, a domestic appliances
wholesaler, and establishment of its premises in Pantin
(Seine-Saint-Denis).

Birth of a concept: Launch of the customer promise “A
bottle of champagne if you find a cheaper price elsewhere”,
to reinforce Article 2 of the Darty Contract of Confidence
on refunding the difference. This represents the first time
a retailer made a written commitment to its customers
guaranteeing prices, choices and services. This contract
thus became the company’s identity, applying to all
employees.

Overview: Darty had one warehouse, 11 stores and
908 employees. 45 trucks made 400 deliveries per day.

40,000 m?: the surface area of the Darty warehouse in
Mitry-Mory, the largest in Europe dedicated to domestic
appliances.

Listed for trading: The share price was 300 francs. One third
of the equity was available to the public. At this time, Darty
had 20 stores and 1,845 employees.

Darty created the company Dacem, ensuring the supply and
management of spare parts and accessories for domestic
appliances.

Partnership with “Envie”, a charitable aid network for social
integration through work in the recovery and repair of
devices that were past their useful life.

Growth and dynamism: In April 1988, the management
team took the initiative, with the support of the founders,
to launch a public tender offer allowing Darty employees
to assume ownership of their own company. The operation
was a success: 90% of the 6,521 employees participated,
taking control of 56% of the capital. It is still the largest MBO
(management buyout) in Europe. Acquisition of a 49% stake
in the company New Vanden Borre, a specialist retailer in
domestic appliances in Belgium.

Darty opened its one-hundredth store.

Darty on television: Darty was the first retailer to sponsor a
television show, the weather report. This sponsorship is still
in place.

Incorporation into the European Kingfisher Group: In 1993,
Darty joined the European Kingfisher Group which, after a
spin-off in 2003, became Kingfisher Electricals SA (KESA).
During this period, Darty adapted its range of services to
meet new customer expectations by becoming a retailer of
multimedia solutions and developing its darty.com website.
It also changed the interior design of its stores.

First website: Darty launched its first website (which would
go on to become a retail site three years later). Customers
who make purchases on www.darty.com or over the phone
enjoy the benefits of the Contract of Confidence.

Telephone support: Darty created a technical helpline for its
multimedia customers, which is open seven days a week.

Improved shopping experience: Darty changed the interior
layout of its stores to make customers feel more welcome
and improve their shopping experience.

DartyBox: With DartyBox, Darty became a service provider
(Internet, telephony, television).
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1.2.3/ THE BIRTH OF FNAC DARTY

Successful launch of the Darty Card: This customer loyalty
card offers customers access on darty.com to all of the
products they have purchased, as well as their warranties,
instructions and a selection of associated products. Creation
of the first purpose-built kitchen space within the new Darty
store on Rue de Rivoli in Paris.

Opening of the first franchise store in Challans: Starting with
its first franchise store in Challans (Vendée), Darty set out to
reach the 30% of the French population that does not have
a Darty store nearby.

Contract of Confidence: Launch of the Darty Button
to celebrate the fortieth anniversary of the Contract of
Confidence. A major innovation, this small connected object
allows customers who subscribe to the service to receive
telephone support for all home products purchased from
Darty or elsewhere, whether under warranty or not. At the
simple push of a button, customers receive an immediate
callback, 24 hours a day, 7 days a week.

In-home repair and delivery: Darty offers in-home repair
and same-day delivery for large domestic appliances and
televisions. The banner is always at the cutting edge of
innovation and is the only banner to offer these services
immediately.

On July 18, 2016, the French Competition Authority announced
that it had decided to authorize the Fnac Group’s purchase
of Darty. After several months of constructive discussions
between Fnac and the Authority, the latter acknowledged that
physical stores and online sales were part of the same market, a
pioneering decision in Europe.

1.2.4/ HISTORY OF FNAC DARTY

16

On August 1, 2016, the first closing date of the offer, Fnac held
98.50% of Darty’s capital.

On August 17, Darty shares were delisted (from the London and
Euronext Paris exchanges). At the end of the squeeze-out period,
which was September 12, 2016, Fnac had acquired 100% of
Darty’s share capital, of which 30.64% was paid in shares.

Launch of the Confiance+ strategic plan on December 4,
2017.

Acquisition of WeFix, the French leader in express
smartphone repair.
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Acquisition of Billetreduc.com, a leading player in “last-
minute” event ticketing in France.

Partnership with CTS Eventim, the European leader in the
ticketing sector.

Acquisition of Nature & Découvertes, a leading omnichannel
retailer of natural and wellbeing products.

Launch of Darty Max, a brand new subscription-based
repair service intended to extend the life span of large
appliances.



1.2.5/ 2019 HIGHLIGHTS
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1.2.5.1/

The Group continued to expand its platform and enhance
its ecosystem, through both partnerships and acquisitions.
These initiatives demonstrate the momentum of the Fnac Darty
transformation and strengthen the Group’s multi-specialist profile.

Acquisition of another brand:
Nature & Découvertes

In the second half of 2019, Fnac Darty finalized the acquisition of
Nature & Découvertes by buying 100% of its outstanding shares.
Created in 1990, Nature & Découvertes offers a unique products
range with a network of 99 stores in Europe, and a website
attracting more than 15 million visitors per year.

This acquisition allows Fnac Darty to continue to diversify its
product offering by integrating a strong brand whose commitment
to the values of curiosity, discovery and wellbeing will strengthen
and enhance its strategic positioning and whose core values
complement the Group’s banners. Nature & Découvertes’
commitment to ethical and more environmentally friendly
consumption, as demonstrated by its B CORP certification, aligns
with the Group’s commitment to educated customer choice and
a more circular and responsible economy.

A few months after the acquisition, the first Nature & Découvertes
shop-in-shop opened at Fnac La Rochelle. At the end of
December 2019, four Nature & Découvertes shop-in-shops
were opened in Fnac stores, including one in Barcelona (Spain),
representing the first establishment of the banner in this country.

Digital development and strengthening
of the ticketing offer

Fnac Darty is present in the ticketing sector through its subsidiary
France Billet, the leading distributor of event tickets in France,
selling more than 12 million tickets in 2019.

In an environment of profound transformation, two significant
transactions occurred in this sector in 2019.

The first quarter of 2019 saw the acquisition of the company
Billetreduc.com, a leading retailer of “last-minute” event tickets
in France, with 2.4 million visitors per month. Billetreduc.com
provides France Billet with a complementary ticketing offering
on the growing last-minute market, allowing it to reach a new
audience, increase its attractiveness to event organizers and
strengthen its work to promote cultural diversity, the discovery of
new talent and access to culture for all.

In October 2019, in response to the increase in competition,
particularly related to the disintermediation of the sector and the
increased power of new sales segments, a strategic partnership
was concluded with the CTS Eventim Group, the European leader
in the ticketing sector, allowing France Billet to benefit from the
technological innovation of CTS Eventim, one of the leading
international providers of Ticketing and Live Entertainment. This
partnership allows France Billet to accelerate the development
of its digital platform and enrich its value proposition towards its
customers and partners. CTS Eventim now integrates to its offer
the distribution of tickets for shows in France.

This strategic partnership also involves France Billet acquiring a
100% stake in the equity of CTS Eventim France. CTS Eventim
will acquire a 48% minority stake in the equity of France Billet,
and this subsidiary will remain under Fnac Darty’s control. CTS
Eventim could increase its holding to a majority stake at the end of
a four-year period. Fnac Darty plans to retain a long-term interest
in France Billet, a strategic asset for the Group.

Consolidation of WeFix

The integration of WeFix, a French leader in express smartphone
repair, acquired in October 2018, progressed according to plan,
which aimed to double the number of repair points. The Group
has positioned itself as a benchmark player in smartphone repairs
and related services, while offering an enriched ecosystem to
customers. It opened 42 new points of sale in 2019, 13 of which
were opened in the fourth quarter of 2019. This brought the total
number of points of sale to 96 at the end of 2019.

The Group continued to invest in the development of the banner’s
capabilities, and gradually rolled out the XForce screen protection
solution to 138 stores in the Group at the end of 2019. The Group
also signed strategic partnerships with Garantie Privée and
Bouygues Telecom, providing customers with the opportunity
to take advantage of a first-class repair experience. Finally, the
integration of WeFix has enabled the Group to expand its offer in
reconditioned phones, in which sales have more than tripled in
comparison to 2018.

Sale of BCC in the Netherlands

In January 2020, Fnac Darty announced the launch of an active
search for a partner that could result in a withdrawal from the
Netherlands. Given the efforts made to improve its operational
agility and a renewed focus on markets in which the Group has
a critical size, the search for a more suitable partner to ensure
BCC's future is now relevant and will enable BCC to better seize
its market opportunities.
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1.2.5.2/

In late 2017, the Group launched its Confiance+ strategic plan (see
section 1.4 “Group Strategy: Confiance+”), which it continued to
roll-out in 2018 and 2019.

In order to become the benchmark omnichannel service
platform in Europe, the Group relies on five strategic priorities:
the implementation of an open omnichannel platform focused on
e-commerce development, the expansion of its store network,
the diversification of its offering, the launch of innovative services,
and finally a unique loyalty program. Implementation of these
strategic initiatives is dependent on the creation of an open
ecosystem of partnerships, which allows the Group to draw on
specialist expertise to strengthen its service offering and customer
experience.

Strengthening of the omnichannel platform

Fnac Darty is accelerating the transformation of its digital platforms
with the deployment of its Digital Factory project, which aims to
increase the agility of IT and business teams, in order to accelerate
production launch times that will facilitate continuous improvement
in the customer experience.

E-commerce accounted for 19% of revenue in 2019, an increase
of 60 basis points from the previous year. The Group recorded
strong momentum in all geographical areas and continued growth
in Marketplaces volumes, which were up by 16% compared to
2018. Fnac Darty mobile sales are also accelerating, representing
62% of the traffic on its sites, up by six points compared to 2018.
49% of online sales are omnichannel sales.

The Group continued to strengthen its delivery offerings during
the year, and generalized its click&collect offer for books, CDs and
DVDs, offering its customers the option of picking up purchases in
one hour. The entire Fnac integrated store network in France has
rolled out this new service.

The digitalization of stores continued throughout the year with
more than 270 stores digitalized at the end of 2019, enhancing
the customer experience through sales via tablet and simplified
payments using “Pay & Go”, an innovative solution that allows
customers to pay directly in-store using their cell phones, without
going to the counter.

Continued expansion of the store network

The geographical coverage of the two banners was further
extended throughout the year with the opening of 78 stores,
55 of which are franchise stores. The Group opened 23 directly
owned stores, including 14 Fnac, five Darty and four Nature &
Découvertes stores. Fnac opened 38 stores over the year,
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including 26 in France, four in Portugal, one in Switzerland, one
in Tunisia, one in Luxembourg, one in Belgium and four in Spain.
Darty opened 35 stores in France and one in Tunisia. At the
end of December 2019, Fnac Darty had a total of 880 stores,
including 320 franchises. The push for expansion will continue in
2020, mainly through the opening of franchise stores. Fnac Darty
is expecting to open more than 50 stores in 2020.

The Group is also continuing to consolidate WeFix, a French leader
in express smartphone repair, which opened 42 new points of sale
during the year, bringing the total to 96.

Since the acquisition of Nature & Découvertes on August 1, 2019,
the banner has increased its points of sale, opening four new
stores and four new shop-in-shops in Fnac stores, including its
first abroad, in Spain (Barcelona).

In addition, Fnac Darty continued to develop its strategic
partnership with the Carrefour Group and, in the fourth quarter
of 2019, announced that it was in advanced discussions with
the Carrefour Group regarding the roll-out of around 30 shop-in-
shops, under an exclusive operating agreement, in the Carrefour
hypermarket network in France under the Darty banner. The first
two pilot shop-in-shops were opened in November 2018 in the
Carrefour hypermarkets in Ville-du-Bois and Limoges.

The Group also closed 11 stores in 2019.

A reinforced diversification
of the product offering

Diversification of the product offering continued in 2019, with the
opening of spaces dedicated to small domestic appliances in
Fnac stores in Spain, Portugal, Switzerland and France. By the
end of 2019, nearly 90 small domestic appliance spaces had
been opened across the network, under the Darty or Fnac Home
banners. Finally, development of the Kitchen offering continued
with the opening of 22 new points of sale throughout the year. At
the end of 2019, the Group had more than 150 Kitchen points of
sale, including 11 dedicated Kitchen stores.

Finally, the diversification categories continued to perform strongly,
with double-digit growth throughout the year. The Games & Toys
and Home & Design categories in particular recorded excellent
growth.

Services: a key differentiator that helps
customers to make an educated choice

Fnac Darty has also continued to develop its service offering,
a major driver of value creation and differentiation. This service
offering capitalizes specifically on Fnac’s advisory expertise and
Darty’s after-sales service expertise. In 2019, services sales posted
double-digit growth.



Fnac Darty is continuing to pursue its goal of becoming a key
player in the circular economy and promoting extended product
life spans. The second edition of the after-sales service barometer
was launched in 2019. A new version will be published every
year in order to better inform the public about the life span of
domestic appliances and multimedia equipment. The Group
also strengthened its commitment to product sustainability by
extending the scope of the repairability index to smartphones and
creating the “Sustainable Choice by Darty” label. This unique label
offers customers guidance based on sustainability and reliability,
and focuses on two criteria: the availability of spare parts for a
minimum of 10 years, and lower breakdown rates compared to the
product’s price category. This label has recently been extended to
small domestic appliances and now covers a total of 82 products.

In keeping with the Contract of Confidence, launched by Darty in
1973, in October 2019, the Group launched a unique subscription-
based repair service that makes it possible to significantly extend
the life span of large appliances. Named “Darty Max”, this service
offering is available at all integrated and franchised Darty stores
across France. This service represents another step towards the
transformation of the Fnac Darty economic model. The Group
firmly believes that a more circular economy creates jobs and
value, and it is more committed than ever to extending the life
span of products.

Darty Max is a repair and assistance subscription service for all
large domestic appliances. This service costs just €9.99 per month
and covers all the large appliances in a single household, whether
or not they were purchased from Darty. The subscription covers
three key areas:

m advice on use and maintenance, home assistance and
diagnosis for all large appliances in a household, irrespective
of their age;

m 100% of repair costs covered (parts and labor) for a minimum
of seven years and for as long as spare parts are available,
i.e. up to 15 years; and

m reimbursement of the purchase value on a gift card if the
product was purchased from Darty and cannot be repaired
while spare parts are available.

In order to prolong the life span of products, the Group has also
enhanced its service offering by partnering with Cyclofix to offer
its customers an immediate repair service for electric scooters.
Customers can request a call-out in just a few seconds using the
mobile app or the Cyclofix website, and a repair technician will
come to the address of their choice to fix their electric scooter or
electric bike, on any day of the week, including Sundays.

Developing new partnerships

The Group’s omnichannel platform has also been enhanced
through new partnerships that aim to reinforce the value
proposition for both customers and partners.

PRESENTATION OF THE GROUP

History

In 2018, Fnac Darty signed a partnership with Bouygues Telecom
to market the operator’s landline and mobile offerings in Fnac
Connect stores. Bolstered by this partnership, Fnac Darty aims
to create around 50 new Fnac Connect stores over the next five
years, which will offer Bouygues Telecom services. As of the end
of 2019, 18 Fnac Connect stores have been opened.

Fnac Darty also signed a partnership with Google. The Google
offering is now available in dedicated spaces in all Group stores,
including around fifty concessions. The partnership with Google
continued to bear fruit in 2019 thanks to a stronger offering for
connected devices and to the fact that the brand was promoted
for several weeks through the “Google Weeks” campaign.
Exclusive Google packages were also developed, particularly for
the Christmas and New Year holidays.

In 2019, Fnac Darty entered into two major partnerships for white
goods. The Group launched the Nespresso capsule subscription
service in France in September 2019, which has been a great
success. The Group also launched an exclusive two-month
promotion of refrigeration appliances in Frigidaire’s vintage-design
range.

In 2019, Fnac Darty consolidated its position on the market
for urban mobility products. Firstly, the Group strengthened its
strategic partnership with Xiaomi, opening a 50 m? shop-in-shop
within Fnac Montparnasse in Paris and announcing an exclusive
distribution agreement on the release of the Ml Electric Scooter
Pro and the MI 9 SE smartphone. Consequently, the Xiaomi brand
has contributed to the rapid growth of the urban mobility market
for Fnac Darty and has benefited from the Group’s omnichannel
dominance through the geographical coverage of the Fnac and
Darty banners. As part of an exclusive partnership with Angell Bike,
Fnac Darty will also be the sole retailer of the Angell electric bicycle
in some 30 Fnac stores from spring 2020.

In the fourth quarter of 2019, France Billet, France’s No. 1 retailer
of tickets for shows and events, and Funbooker, a leader in online
reservations for leisure activities, joined forces to increase their
sales of leisure activities for the whole family. This partnership will
enable France Billet to expand its catalog of activities, thanks to
Funbooker’s 4,000 offerings, which include immersive, unusual
experiences, as well as activities focused on learning and
discovery.

In November 2019, following the success of the “shop-in-shops”
tests in two Carrefour stores, Fnac Darty announced the continued
development of this strategic partnership, and the ambition to roll
out around thirty shop-in-shops under an exclusive operating
contract, in Carrefour hypermarkets in France, under the Darty
banner.

Finally, in partnership with Kobo Writing Life, Fnac has launched
a print-on-demand service that will enable self-published digital
authors to sell their books in eBook and paperback formats on
fnac.com, and make them available to order in all Fnac stores.
Fnac Darty has therefore consolidated its position as a leader in
editorial product retailing.
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1.2.5.3/

Fnac Darty posted revenues of €7,349 million, up by 0.7% on
a like-for-like basis. This solid performance was achieved in a
market environment marked by exceptional events that impacted
commercial activity, particularly the end-of-year strikes in France.

The gross profit rate dropped to 30.4%, down by 20 basis points
compared to 2018, mainly due to the lackluster Christmas sales,
which were impacted by the strikes in France, and the dilutive
technical effect of the franchise development. The product/service
mix effect remains slightly positive due to the favorable impact of
the Nature & Découvertes integration.

Current operating income stood at €293 million, which includes a
contribution from the companies acquired for slightly more than
€20 million over the period. The current operating margin was 4%,
down by 30 basis points compared to 2018.

The Group continued its strong generation of free cash flow from
operations, at €173 million, an increase on 2018.

Finally, net income from continuing operations stood at €114 million
in 2019, down by 28% compared with 2018. Net income was
impacted by the non-current financial costs associated with the
refinancing of senior bonds for €27 million and a deferred tax
benefit of approximately €10 million in 2018.

This performance, which was adversely affected by the strikes
that took place in France at the end of 2019, reflects Fnac Darty’s
resilience and agility, as well as the unfailing commitment of its
teams.

The Group’s operational and financial performance is detailed
in section 4.1 “Analysis of business activities and consolidated
results”.

1.2.5.4/

The method used for the application of IFRS 16 is the modified
retrospective method. It consists of reintegrating rent commitments
into debt and, in turn, recognizing an asset called right of use. As a
result, for lease contracts falling within the scope of IFRS 16, rents
are no longer recognized as expenses in the income statement,
but as amortization and financial expense instead. Lease
payments are divided into the repayment of the debt capital and
the repayment of the financial expense. The main impacts of the
standard therefore relate to EBITDA, the Group’s debt position and
the accounting financial cost associated with this debt.
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EBITDA was €626 million in 2019. Excluding IFRS 16, EBITDA
totaled €395 million, compared to €407 million the previous year.

The application of IFRS 16 adversely impacted financial costs in
the income statement, in the amount of €21 million.

Finally, at the end of December, net financial debt totaled
€1,034 million, compared with €18 million excluding IFRS 16.

1.2.5.5/

In February 2020, the World Health Organization declared the
crisis linked to the spread of COVID-19 a pandemic, resulting
in public lockdowns in many countries around the world.

This document has therefore been updated since the
management report and financial statements of February 26,
2020, the date of publication for the financial statements and
assumptions underlying Fnac Darty’s objectives.

Subsequent events are brought to the public’s attention
in sections 1.4.6 “Financial trajectory” and 4.3.2 “Recent
events” of this Universal Registration Document. As such,
the paragraph below should be read in conjunction with the
additional information found in these sections.

The Group has a solid financial structure and a well-controlled
financial policy.

As part of the Darty acquisition, the Group used a €650 million
bond issue in 2016, which will mature in 2023. This first bond
issue was a success, giving the Group an attractive rate with a
coupon of 3.25%.

In the first half of 2018, the Group renegotiated its bank debt.
This has resulted in improved conditions, and an extension of the
credit facilities agreed on April 20, 2016 with its financial partners.
This means that the final maturity of the term loan of €200 million
was extended by two years to April 2023, and the repayment
schedule amended accordingly. The maturity of the revolving
credit facility of €400 million in notional value was also extended
to April 2023. Beyond maturity extensions, the improvement of
the Group’s financial costs through this transaction reflects the
strengthening of its business model as well as Fnac Darty’s new
scale. The success of this operation demonstrates the confidence
that financial partners have in Fnac Darty’s strategy.



In March 2018, Fnac Darty also put in place a NEU CP (Negotiable
European Commercial Paper) program for a maximum amount
of €300 million. This new approach will strengthen the Group’s
liquidity while giving it access to a new market — the short-term
debt market.

On February 18, 2019, Fnac Darty announced the signing of a
loan agreement in the amount of €100 million with the European
Investment Bank (EIB). Concluded as part of the “Juncker Plan”,
this loan is intended to finance the Group’s digital transformation
investments to support the roll-out of Confiance+. This financing
has a maximum maturity of nine years, under very attractive terms.
The Group has 18 months to draw down this line.

On May 15, 2019, Fnac Darty completed the transaction to
renegotiate its bond issue after successfully refinancing its
senior bonds with a cumulative principal amount of €650 million,
composed of a cumulative principal amount of €300 million in
senior bonds maturing in 2024, and a cumulative principal amount
of €350 million in senior bonds maturing in 2026. The 2024 bonds
pay an annual coupon of 1.875% and the 2026 bonds pay an
annual coupon of 2.625%. The proceeds from the issue were
used to fully repay the €650 million in outstanding senior bonds at
3.25% maturing in 2023.

The Group’s financial strength was also confirmed by Standard &
Poor’s, which raised the Group’s long-term credit rating to BB+
in March 2019, having upgraded Fnac Darty’s outlook to positive
in April 2018. Fnac Darty also received a BBB- rating from Scope
Ratings. In addition, Fnac Darty was rated Ba2 (stable outlook) by
Moody’s. Since January 2020, Moody’s has rated Fnac Darty on
an unsolicited basis.

1.2.5.6/

In February 2020, the World Health Organization declared the
crisis linked to the spread of COVID-19 a pandemic, resulting
in public lockdowns in many countries around the world.

This document has therefore been updated since the
management report and financial statements of February 26,
2020, the date of publication for the financial statements and
assumptions underlying Fnac Darty’s objectives.

Subsequent events are brought to the public’s attention
in sections 1.4.6 “Financial trajectory” and 4.3.2 “Recent
events” of this Universal Registration Document. As such,
the paragraph below should be read in conjunction with the
additional information found in these sections.
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Ceconomy remains the Group’s reference shareholder with
24.3% of share capital. It does not hold any seats on the Board of
Directors, but did participate in the cooption of three independent
members: Delphine Mousseau, Daniela Weber-Rey and Caroline
Grégoire Sainte Marie.

Since February 6, 2018, the French insurance broker SFAM has
been the Group’s second-largest shareholder, with a stake of more
than 11% in the equity of Fnac Darty.

Fnac Darty also continues to take advantage of opportunities for
shareholder returns, and the Group seized a market opportunity
by conducting a share buyback program, implemented for the first
time in October 2018, for up to a maximum of 535,000 shares
or approximately 2% of equity for a duration of 24 months. The
buyback program is being implemented at a price that may not
exceed €130 per share, set by the General Meeting on May 18,
2018. These shares are intended to be canceled so as to offset
the dilutive effects of performance share plans or past stock option
plans. These buybacks are made under the authorizations granted
by the Annual General Meeting of Shareholders, which approved
a share buyback program up to a maximum of 10% of share
capital, and in accordance with the description published in the
2017 Registration Document, filed on April 3, 2018. Therefore, in
2019, the Group completed the execution of this share buyback
program.

In 2019, the Group also launched, for the second consecutive
year, a capital increase reserved for employees, which enabled
almost 5,000 employees to invest in the new corporate project
and become shareholders in the Group.

Finally, buoyed by the resilience of the Group’s results in a
challenging climate, Fnac Darty will propose to the General Meeting
of May 28, 2020 the distribution of a dividend of €1.50 per share
for 2019, representing a distribution rate of approximately 35%.
This dividend will be payable in cash or in shares at shareholders’
discretion, with a 5% discount. The ex-dividend date will be
June 4, 2020 and the dividend payment date July 3, 2020.
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1.3/ Fnac Darty markets and offering

1.3.1/ DESCRIPTION OF MARKETS

The Group is the leading retailer of domestic appliances,
electronics and entertainment products in France and is primarily
active in the following markets:

m editorial products: books (physical or digital), audio (CD, vinyl),
DVD/BIlu-Ray, new and used video games and consoles,
games & toys and stationery;

®m consumer electronics: photography, TV and video, sound (hi-fi,
headsets and speakers), computers and tablets, telephony and
connected devices;

Size of markets in € million including tax in France @

m domestic appliances, divided between large domestic
appliances (refrigerators, cookers, washing machines) and small
domestic appliances (vacuum cleaners, cleaning appliances
and small kitchen appliances);

m services: after-sales services, insurance and warranties, gift
boxes and gift cards, ticketing, Marketplace and franchise
fees; and

m diversification: Mobility, Games & Toys, Wellbeing.

The size of the primary markets in which the Group is present is

described in the table below:

Change

2019  compared to 2018

TV (Video) 2,414 (5.9%)
Sound 1,096 5.3%
Photo 572 (12.0%)
T 4,898 (0.3%)
Telephony 3,287 2.9%
Connected devices 168 26.1%
Games & Toys 2,624 (0.1%)

Change

2019  compared to 2018

Books 3,423 1.5%
Audio 349 (10.4%)
Video 358 (9.0%)
Gaming 1,708 (12.8%)
Stationery 1,947 (1.5%)
Large domestic appliances 5,468 3.8%
Small domestic appliances 3,383 51%

(a) Source: GfK, January 31, 2020.

1.3.2/ MARKET TRENDS

1.3.2.1/

The expansion of the Internet over the last fifteen years has
radically changed the two banners’ markets. These markets have
experienced a huge boom in e-commerce, along with a change
in the competitive environment and the digitalization of editorial
products.

The advent of e-commerce has resulted in the emergence of
new specialized online competitors, known as “pure players”,
who focus on competitive prices and services and an ever-
expanding offering. Some of these pure players, like Amazon,
have an international presence, while others, like Cdiscount or
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Rue du Commerce, are primarily focused on the French market.
International competitors offer their customers a very high level of
service (high-quality websites, logistics, transport and customer
service) and are forcing click & mortar companies to meet quality
standards that are at least as high as theirs.

The evolution of the Internet and the advent of pure players have
changed consumer purchasing behavior. The development of
e-commerce websites has led to an expanded range of available
products and facilitated instant price comparisons. Consumers
now have much more information about product features via
technical fact sheets and consumer reviews. Armed with the
knowledge they obtain from this information, they are becoming
more demanding in stores in terms of price, advice and product
offerings.



The rapid development of the Internet has also led to the
phenomenon of digitization, i.e. the transition from physical media
to digital media, which has radically altered consumer spending
patterns on editorial products as downloading and streaming
have become more prevalent. Consumers increasingly prefer
digital editorial products, partly because they are cheaper than
their physical counterparts, but also because they save space, are
more accessible, can be consumed immediately, etc. However,
this digitization phenomenon affects each segment of editorial
products differently. The segments that have been most affected
are audio CD, DVD and Gaming with a penetration in the digital
sector of 61%, 70% and 76% respectively . Although the e-book
market is growing in France, the rate of penetration remains low,
at 3% " of the market in 2019.

1.3.2.2/

Fnac Darty’s main competitors are:

m specialist online retailers, known as pure players, which account
for the majority of online sales. They rely on competitive pricing
and services and an ever-expanding offering. Fnac’s main
competitors in France are the Amazon, Cdiscount, Alibaba and
Rue du Commerce websites;

m specialist retailers that offer products to their customers through
a network of physical retail spaces (brick & mortar) and, where
applicable, via a website (click & mortar). These players usually
have an established reputation among the general public
because they have existed for a long time and offer a general
range of products. In France, for example, the most well-known
are HTM Boulanger, Conforama, But and Cultura;

m mass-market retailers (mainly hypermarket chains like
Carrefour, Auchan, Leclerc, Géant Casino and Cora) that also
offer consumer electronics, editorial products and domestic
appliances; and

m |SPs (Internet Service Providers) and digital platforms that offer
music (Spotify, Deezer, iTunes), VOD (Netflix) and online gaming
(Steam, Origin).

1.3.2.3/

The consumer electronics market, which represented 49% of
revenue in 2019, depends heavily on product innovation cycles
and household ownership rates. Innovation and its impacts are
inherently hard to predict.

The traditional cycle of a consumer electronics product begins with
its market launch, followed by high levels of growth as households
equip themselves with the new technology. Once households
are fully equipped, growth lessens progressively and the market
reaches maturity. Following this period, which varies in length
depending on the product in question and is generally reflected
by a fall in prices, the product may experience a resurgence in
growth when old models are replaced and when households buy
multiple devices.

(1) Source: GfK, January 31, 2020.
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Innovations can disrupt the “purchase-maturity-replacement-
multiple device” growth cycle, producing strong acceleration
or deceleration effects. For example, the widespread use of
tablets in recent years has created a new cycle of growth in the
micro-computer market, and households have added a tablet
to the multimedia devices they own. We are also witnessing the
premiumization of IT products (a trend towards thinner and lighter
computers, and the growth of gaming computers).

However, with the recent introduction of smartphones with large
screens, consumers are now turning more to telephones than
to tablets. This phenomenon of substitution and cannibalization
by smartphones has also affected existing devices such as MP3
players, GPS systems and cameras.

Over the past few years, cycles have become shorter and shorter
and consumers are now replacing their electronic devices at an
ever-increasing rate.

In recent years this market has seen the emergence of new
product categories, with a surge in demand for connected devices,
for example.

Consumers are placing increasing importance on services related
to consumer electronics (insurance), as well as delivery and after-
sales service.

The white-goods market, which accounts for 21% of 2019
revenue, depends primarily on the renewal of household
equipment. The small domestic appliance market remains strong,
especially with regard to floor care (carpet sweepers and robots).
However, the innovation cycle has been weaker since 2019.

Consumers pay attention to the services associated with these
products (warranties), including the delivery and collection of
equipment, particularly in the large goods sector.

The editorial products market, which represented 17% of revenue
in 2019, depends on the publishing schedule for new items. In
reality, the slowdown of this market is a sign of the changing times
and the rise of the digital economy. The CD and DVD market
has been in decline in recent years, which is pushing retailers to
invent new modes of consumption for this segment. This poor
performance has, nevertheless, been partially offset by strong
sales in vinyl.

The books market is showing more resilience, with a slight upturn.

In recent years, the Group has accelerated its diversification in
four major segments; Games & Toys, Urban Mobility, Kitchens
and Wellbeing:

m the Games & Toys market is driven by board and family games;

m the rapidly-growing Urban Mobility market is driven by
manufacturers’ innovation (electric bicycles, electric scooters)
and by public policies that seek to cut down on the use of
cars in city centers (reducing pollution, noise and traffic in city
centers).
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1.3.3/ A DIVERSIFIED PRODUCT AND SERVICES OFFERING

The Group proposes a balanced offering, built around product
categories with complementary growth and margin profiles.

The Fnac and Darty banners each distribute consumer electronics
(49% of revenues), a sector whose growth consists of short
innovation cycles. This shared offering, and the strong positioning
of both banners, is further enhanced both by Fnac’s strength in
editorial products (17% of revenue) and by Darty’s leading position
in the domestic appliances market (21% of revenue). Other
products and services (more than 13% of revenue) complement
the Group’s offering, with categories such as Games & Toys,
Stationery, Fitted Kitchens, after-sales service, warranties and
insurance, ticketing, and more recently, with the acquisition of
Nature & Découvertes, Natural and Wellbeing products, which
generate higher margins. Through its additional expertise, Fnac
Darty endeavors to inform and advise its consumers to help them
make the right purchasing decision.

1.3.3.1/

Both the Fnac and Darty banners are leaders in the retail of
consumer electronics, which includes photography, TV &
video, sound, micro-computing, telephony and connected
devices. In 2019, the Group generated consolidated revenue of
€3,605.8 million from consumer electronics sales, representing
49% of its consolidated revenue.

The Group is at the core of the innovation strategy of its French
and international suppliers, as it is well known for its expertise.
On the one hand, customers appreciate the knowledge of the in-
store sales staff and after-sales service and, on the other, suppliers
recognize Fnac Darty as one of the retailers providing the best
in-store sales experience.

To achieve its goal of putting products at the heart of its
relationship with customers, the Group is developing partnerships
with suppliers in order to offer its customers the best possible
shopping experience.

In France, the Group is a major retailer of Apple products, and, for
example, has entered into an agreement to set up dedicated Apple
areas (shop-in-shop) in its Fnac stores. Under this agreement,
Apple provides the merchandising for these areas and supplies
and pays facilitators, who provide demonstrations but do not
perform any sales-related tasks. The terms and conditions of the
supply agreement entered into with Apple are similar to those of
Fnac’s agreements with its other suppliers.

The Group is also collaborating with Microsoft to set up dedicated
areas in stores in order to promote the sale of Microsoft products.
Under this arrangement, Fnac promotes Microsoft products in
stores, mainly through Microsoft demonstrators and dedicated

24 2019 UNIVERSAL REGISTRATION DOCUMENT == FNAC DARTY

counters displaying Microsoft products, and on the fnac.com
website. The Group also allows Microsoft to benefit from its
customer loyalty program and to present its products in its
publications.

This method of collaboration, which was extended to other
strategic suppliers such as Google and Samsung, means that
the suppliers bear the costs of merchandising or promotions at
the point of sale. The Group signed an agreement with Google
granting Fnac Darty exclusive distribution rights for the launch of its
flagship product, the Google Home smart speaker, in all Fnac and
Darty stores and on their websites. The offering is now available in
dedicated spaces across all the Group’s stores, including around
50 corners.

1.3.3.2/

Physical products offering

Editorial products include music, video, books and gaming
products. In 2019, the Group generated consolidated revenues
of €1,225.5 million from the sale of editorial products, representing
almost 17% of its consolidated revenues. In France, Fnac is a
trendsetter in its markets, with a rich and diverse editorial products
catalog.

Fnac is the leading record store in France with a catalog of nearly
200,000 titles.

As the leading player in the video market, Fnac has 40,000 active
video, DVD and Blu-Ray titles.

Fnac is the premier bookseller in France and offers the largest
range in the market with more than 500,000 titles sold. In 2019,
the Group sold nearly 45 million books in France.

In the gaming segment, Fnac has a catalog of 9,500 titles in
France, including more than 5,000 second-hand video game titles.

Digital offerings

In order to keep pace with the digitalization of the book market,
Fnac entered into a partnership with the Canadian company Kobo
in September 2011 and now offers an innovative digital reading
solution: Kobo by Fnac. Kobo’s role is to provide and maintain the
technology platform, provide the devices and develop applications,
while Fnac is responsible for the cost of marketing and advertising
in France. Both parties combine their platforms and share the
income and the costs of adjusting and connecting the Kobo
system to the fnac.com website interfaces.



In 2017, the Group finalized an exclusive strategic partnership with
Deezer, offering all Fnac and Darty customers, in-store and online,
a free three-month subscription to Deezer Premium+ when buying
any audio product (speakers, headsets, etc.). Fnac+ cardholders
can also take advantage of this offer. Furthermore, customers
buying a CD, vinyl or who are Fnac members also benefit from an
exclusive Deezer Premium+ subscription.

In 2018, the Group strengthened its partnership with Orange to
promote the distribution of the latest digital book formats with a
new range of audio books.

In 2019, in partnership with Kobo Writing Life, Fnac launched
a print-on-demand service that will enable self-published digital
authors to sell their books in eBook and paperback formats on
fnac.com, and make them available to order in all Fnac stores.
Fnac Darty has therefore consolidated its position as a leader in
editorial product retailing.

1.3.3.3/

White goods include small and large domestic appliances. Large
domestic appliances include products such as refrigerators,
washing machines and dishwashers. Small domestic appliances
include kitchen appliances and accessories, such as microwave
ovens, coffee makers and irons, in addition to beauty and health
products such as hair dryers and electric razors. In 2019, the
Group generated consolidated revenues of €1,554.3 million
from the sale of domestic appliances, representing 21% of its
consolidated revenues.

Sales of large domestic appliances are mainly to replace existing
goods. The small domestic appliance market is highly competitive,
as a result of a low point in the innovation cycle.

Darty does not sell just the major brands; it also sells a number
of its own brands and brands under license. When Darty sells
a brand under license, the Group acquires the right to sell
merchandise (manufactured exclusively for Darty) under the name
of an independent manufacturer with an established brand image
and reputation. Darty sells its own brands under the entry price
model for all product ranges, while brands under license are
generally sold at points of sale at mid-range prices. Darty’s own
brands are Proline (used across all product categories), Temium
(used for accessories), IT works (used for multimedia), Okoia (used
for personal care) and Aerian (used for treating air).

The Group is committed to manufacturing solid own-brand
products by integrating corporate social responsibility criteria into
the processes and documents that frame its supplier relations in
order to guarantee the safety and satisfaction of its customers
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during their use of these products. In this regard, in 2019 the
Group conducted 105 audits of plants that manufacture the
Group’s own-brand products, which are primarily based in China.
All the actions put in place are outlined in section 2.4, risk no. 4 of
chapter 2 “Mitigation of risks associated with sourcing from Asia
and Eastern Europe” of this Universal Registration Document.

1.3.3.4/

The Group has also continued its efforts to enrich its products and
services offering.

A / Services and subscriptions

After-sales service

Darty is the leader in France in after-sales service. The banner
offers an in-store repair and support service at designated counters
and workshops that provide customers with immediate repairs,
rather than sending the products to a repair center. The roll-out
of this innovative concept continued in 2019 with the opening of
five new in-store service areas.

To promote its services in the stores, Fnac has created dedicated
“Service Area” sections where customers can get advice on after-
sales service, home delivery, warranties or at-home training.

Darty also launched an innovative and unique offering called
the “Darty Button”. It was developed with the addition of video
technology, allowing customers to use their smartphones to
have a video chat with a customer service agent and to speak
with the agent by telephone, which in turn makes it easier for
Darty personnel to identify the issue. Fnac also offers multimedia
assistance over the phone, available seven days a week.

Furthermore, both banners offer in-store or at-home training
services, and installation of equipment at home.

Darty is staying ahead of the market trend by becoming a smart
home operator, to keep pace with new consumer behaviors that
view connected devices as central to their daily lives. Darty is thus
offering dedicated services to enhance all of its after-sales services.

In 2018, the Group expanded its after-sales service offering
with the launch of the sav.darty.com platform. The site shares
information about repairs to allow customers to benefit from Fnac
Darty’s expertise and prolong the life span of their products. This
activity is central to the Group’s responsible business model. The
acquisition in October 2018 of WeFix, a French leader in express
smartphone repair, is also intended to position Fnac Darty as a
leading player in smartphone repair and associated services, while
offering an enriched ecosystem to customers.
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Finally, in 2019, Darty launched a brand new subscription-based
repair service aimed at extending the life span of large domestic
appliances. Named Darty Max, this service is available from all
of Darty’s integrated and franchised stores across France. This
service represents another step towards the transformation of the
Fnac Darty economic model. The Group firmly believes that a more
circular economy creates jobs and value, and it is more committed
than ever to extending the life span of products.

Financing

Fnac offers several financing solutions in partnership with Crédit
Agricole Consumer Finance. Through its Mastercard credit card
launched in May 2017, Fnac gives customers the option of
postponing payment, at no charge, for up to two months after the
purchase date, and financing options enabling costs to be spread
over several monthly installments. All payments made with the card
at Fnac or elsewhere earn cardholders Fnac loyalty program points
and allow them to benefit from banner gift cards.

Darty also offers financing solutions and installment payments. The
banner offers a Darty Visa card, which — beyond simply financing
a purchase — allows customers to earn gift cards for use with
future purchases and other benefits such as free subscription to
the “Darty Button” connected service offering, access to special
product offerings, VIP shopping nights, flexible financing offers and
credit free of charge.

Subscriptions

Darty has launched many initiatives in the subscriptions market.
In order to round out the sale of computers, telephones and
televisions — segments in which it is present — Darty is positioning
itself as an intermediary by offering Internet and telephony
subscriptions (in partnership with Bouygues Telecom), and Canal+
subscriptions. The banner also offers energy plans (electricity and
gas) in partnership with Engie, Total Direct Energie and Sowee. In
2019, Darty launched Nespresso Subscriptions, which enables
customers to buy a Nespresso machine for €1 and gives them
a monthly credit of €19 for the purchase of capsules. Finally, the
Group launched a scanning service for photos and video tapes
on the darty.com website in partnership with Forever. In addition,
Darty Max, a brand new subscription service from Darty, provides
cover for repairs and assistance for all large domestic appliances,
whether or not they were purchased from Darty, for a minimum of
seven years and for as long as spare parts are available, i.e. up
to 15 years.

Meanwhile, Fnac launched a pilot program in 14 stores in 2019
in conjunction with its partner Free, whereby Fnac customers can
use self-serve terminals in stores to purchase cell phone contracts
or set-top box subscriptions.
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Rental

In 2018, Fnac Darty continued to develop its rental offering,
specifically by offering a combined service for the long-term lease
of electronic items for both banners, which includes after-sales
services for the entire duration of the agreement. Drawing on
the Group’s omnichannel model, the geographical coverage of
stores and the expertise of Fnac Darty salespeople, a flexible and
innovative subscription model has been put in place, enabling
a salesperson with a dedicated tablet to sign customers up for
this service in store in just 10 minutes. Smartphones, tablets and
computers can be leased for three different durations — 12, 24,
and 36 months — for monthly payments starting at less than €8
per month (after an initial higher rental payment). Breakdown cover
is also included.

Insurance and warranty

Both banners sell warranty extensions in addition to the free
manufacturer’s warranty. Depending on the type of product in
question, the extended warranty service enables the customer
to have their appliance repaired or be paid the full replacement
value, for a specified period of up to five years. Finally, the banners
offer insurance policies for damage/theft and loss of telephony and
multimedia devices that can be combined with service packs for
even greater speed, added peace-of-mind and enhanced benefits.

B / Fees

Marketplace

Marketplaces, which are intermediary platforms linking buyers
and sellers, support the Banner’s online strategy by increasing the
depth of the product range available on the sites and the number
of items available to online shoppers. This helps increase the
website’s traffic and visibility and contributes to customer loyalty.

The revenues generated by Fnac Darty come from a percentage
of the commissions taken by the Group on sales made by
Marketplace sellers.

The platform allows more than 4,000 professional sellers and
several hundred thousand private sellers, who meet Fnac and
Darty’s service quality criteria and are managed by dedicated
teams, to be listed and to use the website as a sales interface,
making the most of the banners’ visibility, reputation and
transaction security in all the countries in which the Group
operates.

The Group is committed to selecting responsible resellers on its
Marketplace. This is to ensure the security of transactions and
help fight money laundering and the financing of terrorism, in
accordance with the ACPR (French Prudential Supervision and
Resolution Authority). All the actions put in place are outlined in
section 2.4, risk no. 4 of chapter 2 “Mitigation of risks associated
with the Marketplace” of this Universal Registration Document.



The Group’s strategy is to triple business volumes in the medium
term to benefit from this strongly growing market, by increasing the
number of sellers and new products and services.

Franchise

The Group favors expansion through franchising. This is an asset-
light model that enables the Company to benefit from the operating
know-how of partners and their knowledge of the local market.
This mode of operation limits investment costs while furthering
the goal of rapidly increasing Fnac Darty’s visibility. The franchisee
then pays a fee for the use of the brand’s distinctive features based
on a percentage of revenues at the relevant sales point, and must
comply with strict rules to maintain the brand’s integrity in the eyes
of consumers.

The Group’s goal is to grow its franchised store network in the
medium term to reach 400 franchised stores. At the end of 2019,
Fnac Darty had 320 stores operating as franchises. The Group’s
strong presence across regions, through its large network of
stores, contributes to the local, social and cultural economy by
creating jobs and widening access to culture for as many people
as possible.

C / Customer loyalty

Membership cards

The Group’s large customer base offers possibilities for cross-
selling thanks to the loyalty of its customers and the two banners’
loyalty programs.

Fnac has a strong customer loyalty program, with more than
9 million members, including 7 million members in France, as
of the end of 2019. The number of members almost doubled in
the 2010-2019 period. This membership base presents a real
competitive advantage.

The customer loyalty program is designed as a customer loyalty
and retention tool that also allows the Group to carry out better-
targeted and more effective sales promotions. Members represent
an asset that provides the Banner with a high level of differentiation.
They visit the store four times more often than other customers,
and on average spend twice as much in store as non-members.

In addition to its membership card, Fnac successfully launched its
new “Fnac+” loyalty card in 2016, which includes unlimited access
to all delivery services and benefits of the members program.

Darty+ was launched in October 2017 offering unlimited delivery
for both banners, including two-hour delivery from the nearest
store, as well as priority unlimited daily technical support with the
“Darty Button”. Darty+ customers can also benefit from exclusive
rates for breakdown service for all their devices not covered by a
Darty warranty.
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At the end of 2019, Fnac+ and Darty+ had almost 1.8 million
members.

Since 2018, the Group has been developing a strategic alliance
with Deezer, a major international player and the French market
leader in music streaming. Thanks to an exclusive commercial
partnership, Fnac now offers its customers the best music
streaming, in addition to the Group’s physical offering. As loyalty
program members, or simply when buying audio and music
products, Fnac and Darty customers will now benefit from
preferential access offers to Deezer services. This means that
anyone who purchases a high-tech product from either banner
will receive a free three-month subscription to Deezer Premium.

In 2018, Fnac Darty enhanced its loyalty program with the launch
of the Pass Partenaires program, allowing customers holding a
Fnac, Fnac One, Fnac+ or Darty+ card and holders of a Darty
Visa or Fnac Mastercard credit card to benefit from attractive
discounts. In 2019, the Group continued its strategy of enhancing
its loyalty programs and extended its Pass Partenaires program,
which enables loyal customers of both banners to take advantage
of attractive discounts from more than 70 partner banners, and
can also be used in conjunction with other current promotions. The
Group also enhanced its Fnac and Fnac+ programs with offers to
discover cultural content, both in terms of the digital press, with
access to more than 400 titles, and in terms of digital comic books
via the Izneo Pass, giving access to more than 3,000 cartoon
strips, comics and manga.

Finally, the Nature & Découvertes membership card, which was
launched in 2007 and currently has more than a million members,
provides holders with special offers, extended warranties on
certain products or gift vouchers.

D / Other activities

Kitchen

In 2007, Darty opened its first in-store space dedicated to
Kitchens. Darty’s Kitchen offering complements its white-goods
offering and allows it to capitalize on the Group’s expertise and
brand image. The roll-out accelerated in 2019 with the opening of
22 new spaces in France. At the end of 2019, the Group had more
than 150 Kitchen points of sale, including 11 dedicated Kitchen
stores.

Ticketing

Fnac also provides customers with a ticketing and box office
offering via the company France Billet (B2C sector), which is the
leading French ticketing and box office seller for shows and events,
and the companies Tick&Live and Eazieer (B2B sector).

France Billet operates white label ticketing sites for Fnac (meaning
the sites use solutions and resources provided by Fnac without
mentioning its name) and has long-term partnerships with major
distribution banners for which it manages Ticketing retail solutions.
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In terms of the B2B sector, the France Billet subsidiary Tick&Live
(merger of Datasport and Kyro), which is co-owned with the
Fimalac group, provides venues and event coordinators with a
complete ticketing solution, and provides ticketing management
for sporting events.

In 2019, Fnac Darty, through its subsidiary France Billet, purchased
100% of Billetreduc.com, a leading player in “last-minute” event
ticketing in France, allowing the Group to reinforce its ticketing
offering in France, in a changing market. At the same time, Fnac
Darty finalized the strategic partnership between France Billet
and the CTS Eventim Group, the European leader in the ticketing
sector. This partnership allows France Billet to accelerate the
development of its digital platform and enrich its value proposition
towards its customers and partners. CTS Eventim now integrates
into its offering the distribution of tickets for shows in France.
This strategic partnership also involves France Billet acquiring a
100% stake in the equity of CTS Eventim France. CTS Eventim
will acquire a 48% minority stake in the equity of France Billet, and
this subsidiary will remain under Fnac Darty’s control.

Games & Toys

Since November 2011, Fnac has been developing sections
dedicated to 0-12 year-olds within its stores, called “Fnac Kids”.
These sections create a single area for toys, games, books, DVDs,
CDs, consumer electronics and gaming products for children, and
have a special layout built around accommodating very young
children.

Stationery

To complement its book offering, the Banner has also created
dedicated Stationery spaces built around premium brands across
the whole of its Fnac store network.

1.3.4/ GEOGRAPHICAL BREAKDOWN

Urban Mobility

Since 2017, Fnac Darty has made a significant contribution to
developing the market for scooters and hoverboards, in particular.

In 2019, Fnac Darty strengthened its strategic partnership with
Xiaomi, opening a 50 m? Xiaomi shop-in-shop within Fnac
Montparnasse in Paris and announcing an exclusive distribution
agreement on the release of the MI Electric Scooter Pro. The
Group has also enhanced its service offering by partnering with
Cyclofix to offer its customers an immediate repair service for
electric scooters.

In November 2019, Fnac Darty strengthened its positioning on the
market for new electric means of transport by marketing electric
bicycles. The Group now sells Velair electric bicycles. Currently,
43 Darty stores in France and all Fnac stores offer various
models of Velair bikes, with direct delivery to the customer within
two to three days. Finally, in December 2019, the Fnac banner
strengthened its positioning on the market for new electric means
of transport by marketing electric bicycles. The Group signed an
exclusive partnership agreement with Angell Bike to market its
Angell electric bicycle in 2020.

Wellbeing

The consolidation of Nature & Découvertes into Fnac Darty will
enable the Group to strengthen its product offering in the Wellbeing
and Natural Products sectors, both of which are becoming
increasingly important for consumers.

The Group benefits from the complementarity of the network of
its three principal banners in France — Fnac, Darty and Nature &
Découvertes — with stores in different formats based in city centers,
shopping malls, retail parks outside of large cities, as well as in
train stations and airports, in order to adapt to the traffic in each
area served. The Group also has three Darty shop-in-shops in
System U hypermarkets and one Fnac shop-in-shop within an
Intermarché store, in addition to the 13 Fnac shop-in-shops in
Intermarché shopping malls. Finally, in the fourth quarter of 2019,
the Group announced the continued development of its strategic
partnership with Carrefour and the ambition to roll out around
thirty shop-in-shops under an exclusive operating contract, in
Carrefour hypermarkets in France, under the Darty banner. The
legal processes have begun, and the project is currently being
examined by the French Competition Authority, in accordance
with the planned schedule. The first two pilot shop-in-shops were
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opened in November 2018 in the Carrefour hypermarkets in Ville-
du-Bois and Limoges.

Its international exposure stretches across 12 countries, mainly
in Europe.

The Group can rely on the complementarity between Fnac and
Darty in France and Belgium (through the Vanden Borre banner),
as well as the local presence of Fnac in the Iberian Peninsula.

The Fnac, Darty and Nature & Découvertes banners conduct their
business through a network of physical stores and e-commerce
websites, making the Group a click & mortar retailer. Within each
country, the stores under each banner are laid out according to an
identical format and market the same range of products, subject
to local market adaptations.



1.3.4.1/

In the France-Switzerland region, the Group has a network of
726 stores, 315 of which were operated as franchises at the end
of 2019.

The Fnac banner has 215 stores, while Darty has 412 stores
and Nature & Découvertes ) has 99 stores. The store network
expanded significantly last year with the opening of 68 stores
over the period, including 55 operated as franchises (31 Darty
franchises and 24 Fnac franchises in mainland France and the
overseas departments and territories, including six Proximity Fnac
stores, six Travel Fnac retail stores and nine Fnac Connect stores).
The first Fnac Darty store was also opened in 2017. Managed
from France, the Fnac banner also developed franchises in other
international markets such as the Congo, Cameroon, Morocco,
Ivory Coast, Tunisia and Qatar. In 2019, the Group opened two
franchised stores in other countries around the world.

Across the region, the Group received 168 million visits to Fnac
and Darty stores in 2019, and the Group is now the second-largest
e-commerce retailer in France in terms of the average number
of unique visitors per month @, The Fnac Switzerland subsidiary
successfully launched its own e-commerce site in 2016.

Key figures Data at end of 2019
Revenues €6,030.7 million
Operating margin 4.3%
Current operating income €256.7 million

1.3.4.2/

At the end of December 2019, the Group had a network of
70 Fnac stores in the Iberian Peninsula and had opened four
new integrated stores in Spain and four new integrated stores in
Portugal.

PRESENTATION OF THE GROUP

I
Fnac Darty markets and offering

The Group received 68 million visits in 2019. Both the Fnac Spain
and Fnac Portugal subsidiaries have an e-commerce website
(fnac.es and fnac.pt).

2019 marked the opening of the first Nature & Découvertes store in
Spain, in the form of a shop-in-shop in a Fnac store in Barcelona.

Key figures Data at end of 2019
Revenues €722.3 million
Operating margin 3.5%
Current operating income €25.0 million

1.3.4.3/

At the end of 2019, the Group had a network of 84 stores under
the Fnac and Vanden Borre banners in Belgium and Fnac in
Luxembourg. The Group opened its first Fnac store in Luxembourg
in November 2019.

In January, Fnac Darty announced the launch of an active search
for a partner that could result in a withdrawal from the Netherlands.
Given the efforts made to improve its operational agility and a
renewed focus on markets in which the Group has a critical size,
the search for a more suitable partner to ensure BCC’s future
is now relevant and will enable BCC to better seize its market
opportunities.

In the region, the Group received more than 18 million visits in
2019, and each banner has its own website.

Key figures Data at end of 2019
Revenues €595.6 million
Operating margin 1.9%
Current operating income €11.6 million

(1) Including three stores in Germany, four stores in Belgium, one store in Luxembourg and eight franchises in Switzerland.

(2) Fevad/Mediamétrie, 2019.
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1.4/ Group strategy: Confiance+

1.4.1/ A MARKET-LEADING EUROPEAN OMNICHANNEL PLATFORM THAT MEETS

CONSTANTLY EVOLVING CUSTOMER EXPECTATIONS

In a retail sector undergoing profound transformation, Fnac Darty
has focused on moving to an omnichannel model to be able to
offer its customers a unique purchasing experience. By anticipating
new consumer behavior in a world where the two sales channels
(stores and web) communicate and interact, the two banners have
invested heavily in offering a unique proposition to their customers.
In a sector undergoing significant changes, where the boundary
between the digital and physical world is fading, the Group offers

1.4.2/ AN ENRICHED CUSTOMER ECOSYSTEM

1.4.2.1/

The Group today boasts a balanced product offering, built around
product family categories with complementary growth and margin
profiles, marked by a spirit of continuous innovation. The size of
Fnac Darty makes it a key operator both in its markets and with
regard to its suppliers, which means its customers can benefit from
an unrivaled range of products both online and in-store.

All product categories combined, the Group has a 21% market
share in France . In premium segments, defined as the highest
two price quartiles, the Group represents 28% of market share,
reflecting its position as a key player in new, innovative and value-
creating products.

In adhering to this strong positioning, the Group is developing
key partnerships with its suppliers. It is now recognized as an
indispensable retail platform, able to enhance the value of
the innovations developed by its suppliers. This asset allows it
to develop business partnerships and benefit from exclusive
advantages and enhanced commercial operations. In 2017 for
example, the Group signed a three-month exclusive agreement
with Google to distribute its flagship product, the Google Home
smart speaker, in all Fnac and Darty stores and on the Group’s
websites. In 2018, this commercial partnership was strengthened.
This has enabled the roll-out of the Google offering in dedicated
spaces across all the Group’s stores, including around 50 corners.
The partnership with Google continued to bear fruit in 2019 thanks
to a stronger offering for connected devices.

(1) Source: GfK.
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its customers a unique buying experience and a totally seamless
purchasing process, by providing the highest digital standards to
support their buying experience both online and in store.

In 2017, Fnac Darty launched its Confiance+ strategic plan, which
aims to create the number one omnichannel service platform
in Europe by drawing on two pillars: an enriched Fnac Darty
ecosystem and an open omnichannel platform.

Fnac Darty intends to continue diversifying its product offering
while ramping up certain existing categories and developing new
segments connected with the Group’s offering. Diversification is
an advantage that allows the Banner to establish its presence in
response to new consumer behaviors, as well as anticipate major
technological developments (urban mobility, robotics, drones, etc.).

The acquisition of Nature & Découvertes in 2019 enabled the
Group to continue diversifying its product portfolio by incorporating
a leading omnichannel retailer of Natural and Wellbeing products.

This diversification ambition is sustained by the development of
the Group’s Marketplaces and e-commerce sites. Intermediation
platforms between buyers and sellers, the Marketplaces support
the Group’s digital strategy by expanding the choice available on
websites and the number of offers available to Internet users. Their
development is continuing steadily in France, as it is for Fnac Spain
and Fnac Portugal. The darty.com Marketplace is also growing
considerably, with the fnac.com Marketplace providing a dedicated
Darty space since 2016. The Group aims to triple its business
volumes over the medium term compared with the level at the end
of 2016 (12%). The Banner is committed to selecting responsible
resellers on its Marketplace. This is to ensure the security of
transactions and help fight money laundering and the financing of
terrorism, in accordance with I’Autorité de contréle prudentiel et de
résolution (French Prudential Supervision and Resolution Authority
or “ACPR”). All the actions put in place are outlined in section 2.4,
risk no. 4 of chapter 2 “Mitigation of risks associated with the
Marketplace” of this Universal Registration Document.



At the same time as building a wide, balanced product offering,
Fnac Darty is also pursuing a targeted sales policy to offer
competitive prices. The Group is deploying targeted promotions
to retain its loyal customers.

1.4.2.2/

Fnac Darty’s ecosystem now boasts the widest services offering
in the market, a clear distinctive competitive advantage built
around the core values of the Group’s three principal banners.
Darty’s experience is an invaluable asset in the Group’s portfolio of
services, featuring its celebrated Contract of Confidence launched
in 1973 and built on the model of “best price, best choice, best
service”, which was recently improved with the October 2019
launch of the Darty Max “Nouveau Contrat de Confiance” (New
Contract of Confidence), which makes it possible to significantly
extend the life span of large appliances. After-sales services are a
key differentiating factor which truly sets the offerings apart from
others proposed by pure players, and are a strong creator of value.
The Group is the leader in this area thanks to Darty’s expertise.
Fnac’s expertise is based on the strength of its independent
advice, which stems from the product testing carried out in the
Labo Fnac laboratory, and the quality of its salespeople’s advice.
Complementing Fnac Darty’s core values of curiosity, discovery
and learning, the consolidation of Nature & Découvertes makes it
possible for the Group to achieve its aim of offering a wide range
of services.

The portfolio of services offered by Fnac Darty therefore covers
the entire spectrum from pre-sales to after-sales service, and
enhances the Group’s product offering with offers that are unique
to the market and personalized to meet and anticipate every
customer’s needs, while making a commitment to provide them
with independent expert advice to help them make an educated
choice. The range of services offered by the Group can be broken
down as follows:

m pre-sale: renowned independent high-quality technical
advice notably through the test laboratory created 50 years
ago, allowing customers to benefit from unique expertise.
In addition to the after-sales service barometer, which ranks
the most reliable brands and which was extended in 2019 to
include a smartphone category, Fnac Darty has established
the Sustainable Choice by Darty label, which offers customers
guidance based on durability and reliability. This label has
been rolled out to all Darty stores and focuses on two criteria:
availability of spare parts for a minimum of 10 years, and lower
breakdown rates compared to the product’s price category.
This label has recently been extended to small domestic
appliances and now covers a total of 82 products. In 2018,
the Group also implemented an environmental rating for 67%
of its consumer electronics products sold, thereby allowing its
customers to compare the environmental impact of products in
the same category. All these actions are outlined in section 2.2,
risk No. 2 of chapter 2 “Information to drive an educated choice
and to encourage manufacturers to switch to eco-design” of
this Universal Registration Document;
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m in-sale: financing solutions offered by the Fnac and Darty
banners, rental solutions, including the launch, in 2018, of
a unified rental offering that covers hundreds of high-tech
products and a range of product buyback solutions; and

m after-sale: a unique delivery service covering all regions;
protection against product breakdown; theft and damage
insurance; in-store, home and remote technical support for
product installation, servicing and repair; and Internet or TV
content access services. Fnac Darty is committed to improving
the life span of products by offering the best after-sales service
in France, promoting the reuse of products, and participating
in the collection and recycling of waste. This means that, in
2019, it carried out more than 2.6 million home service call-outs
and 1.6 million repairs and collected and recycled more than
46,000 metric tons of waste. This year, the Group also rolled
out new services to boost its commitment. The Group launched
Darty Max, a unique subscription-based repair and assistance
service covering all large domestic appliances, aimed at
prolonging the life span of large appliances. The Group also
entered into a partnership with Cyclofix, giving customers
access to an immediate repair service for electric scooters and
electric bikes. Finally, the Group has also continued to grow
WeFix, a French leader in express smartphone repair, which
it acquired in October 2018, enabling Fnac Darty to take its
place as a leading player in smartphone repair and associated
services, with the opening of 42 new points of sale in 2019. All
these actions are outlined in section 2.2, risk No. 2 of chapter 2
“Encourage repair over replacement and promote job creation”
of this Universal Registration Document.

All these initiatives are part of the Group’s commitment to
the circular economy. As such, Fnac Darty has received the
commendation of the French Ministry for Ecological and Inclusive
Transition and, in 2018, was awarded the “Entreprises et
Environnement” (businesses and environment) prize by Ademe, in
the Circular Economy category.

1.4.2.3/

Recognition

The complementarity of the banners and their reputations, which
have been built (over more than 60 years for Fnac and Darty and
more than 30 years for Nature & Découvertes) on the values of
confidence, expertise and independence, has enabled the Group
to develop a unique customer base in the French and European
landscape. Fnac Darty now has a base of more than 36 million
customers in France, which gives it a key competitive advantage.

Founded more than 60 years ago, the Fnac brand benefits from
a strong reputation as a retailer of entertainment, leisure, and
consumer electronic products for the general public, both in
France and its other geographic markets.

2019 UNIVERSAL REGISTRATION DOCUMENT == FNAC DARTY 31




PRESENTATION OF THE GROUP

Group strategy: Confiance+

This recognition is largely due to the Banner’s three core values:
expertise, independence and cultural promotion.

m Expertise — Among specialty retail banners, Fnac is known
for its expertise in the products it sells. The banner maintains
its reputation for expertise by focusing on three main areas:
laboratory testing, with more than 764 tests performed in 2019;
the quality of its sales force; and its customer relations.

m Independence - Since its foundation, Fnac has sought to
maintain its image as a retailer that is independent from its
suppliers. This culture of independence gives credibility to the
banner’s recommendations to customers and enables it to
develop closer ties with them. Beginning in 2013, this image
was enhanced with a new environmental dimension thanks to
the publication of an environmental rating.

m Cultural promotion — Fnac is a major cultural player and a
company committed to artists, not just through its extensive
range of cultural products, but also through the events
(10,408 free events, including concerts, workshops and book
signings, attended by more than 323,000 people, including
1,700 free events in France in 2019) it organizes in-store or
externally:

= in the literary field: the Prix Goncourt des lycéens book prize
(for senior high school students), the Prix du roman Fnac
book prize (for novels) and the Prix de la BD Fnac book prize
(for graphic novels);

= in the music field: the “Fnac Live” free music festival on the
square in front of Paris City Hall;

= in the photographic and cinema field: photo marathons,
photo exhibitions in-store or out, master classes with
celebrated film directors;

= in the gaming field: gaming trophies and a presence at major
trade fairs; and

= Fnac is also contributing to cultural access and education,
mainly via the charitable programs Grande Collecte and the
community street market in Dijon. These two events are
detailed in section 2.2 “Donations to agents in the social and
solidarity economy” of this Universal Registration Document.

With regard to Darty, the banner has built its reputation on the
quality of its after-sales service, especially through the promotion
of its Contract of Confidence beginning in 1973, which is built on
the model “best price, best choice, best service”, as follows:

m best price: low prices guaranteed via the issuing of a gift card
for a limited period for the difference between the price paid
and the price found elsewhere;

m best choice: large choice of brands, ranges and products. The
Darty philosophy is to offer its customers a very wide range of
products and services to meet their specific needs; and

m best service: before, during and after the sale.
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Thanks to the quality of the Darty service offering, the Group is
perceived as the leader in terms of “service included” prices, value
for money, and the most effective after-sales and delivery services.

The Vanden Borre banner has a very strong reputation in Belgium
and is considered one of the most popular consumer electronics
retailers in the country thanks to:

m its excellent price-offering positioning: a wide selection of
brands and innovative products at prices that are among the
lowest on the market;

® an in-store customer experience that is one of the best on the
market; and

® a high-quality delivery service.

Nature & Découvertes owes its reputation to flagship stores that
use ambient sounds and scents to offer an interactive and sensory
experience. Its reputation is also a reflection of its commitment
to initiatives that aim to protect, inform and educate about the
natural world:

m Nature & Découvertes pays 10% of its net profits to the
Fondation Nature & Découvertes (Nature & Découvertes
Foundation), as well as €1 each time a customer joins the
Nature & Découvertes Club; and

m to date, it has raised €13 million and funded more than
2,600 projects.

Loyalty programs

The Group’s large customer base offers possibilities for cross-
selling thanks to the loyalty of its customers and the three banners’
loyalty programs.

Fnac has a strong customer loyalty program, with more than
9 million members, 7 million of which were based in France as
of the end of 2019. Revenues generated by loyalty program
members accounted for nearly 63% of the Fnac network revenues.
The number of members aimost doubled in the 2010-2019 period.
This membership base presents a real competitive advantage.

The customer loyalty program is designed as a customer loyalty
and retention tool that also allows the Group to carry out better-
targeted and more effective sales promotions. Members represent
an asset that provides the Banner with a high level of differentiation.
They visit the store four times more often than other customers,
and on average spend twice as much in store as non-members.

At the same time, Darty has focused on developing its after-sales
service, which is, in itself, an effective customer loyalty tool.

Darty has built a database of several million households for the
purpose of personalizing customers’ experience with tailored
recommendations, automated offers and “One Click” solutions.
Marketing campaigns may, for example, be launched to
reinvigorate less frequent customers, target those who are moving
to new homes, and promote certain new product categories.



In 2007, Darty launched a customer loyalty card allowing users to
look up all of the products they have purchased, their warranties,
instructions and a selection of associated products on darty.com.
In order to strengthen customer loyalty, the Banner has improved
its existing credit offer with the Darty connected Visa credit card, to
bring added value beyond simply financing a purchase. Payments
made with this card allow customers to earn gift cards for use with
future purchases and other benefits such as free subscription to
the “Darty Button” connected service offering, access to special
product offerings, VIP shopping nights, flexible financing offers and
credit free of charge.

Since its merger, the Group has launched loyalty programs on a
shared basis to enable consumers to make an educated choice
on the basis of each banner’s unique delivery and after-sales
expertise.

Fnac+, launched in 2016 to complement the Fnac Card, gives
customers free unlimited access to all Fnac and Darty delivery
services: next-business day delivery, delivery at a designated time,
and two-hour Chrono delivery in more than 15 cities in France for
fnac.com orders. It also gives customers access to priority in-store
check-outs to streamline the buying experience. These exclusive
benefits complement the benefits offered to Fnac members.

1.4.3/ AN OPEN OMNICHANNEL PLATFORM

1.4.3.1/

The Group benefits from a dense network of stores under different
formats, both directly owned and franchises, located in city
centers, shopping malls, retail parks outside large cities, and train
stations and airports, in order to adapt to the traffic in each area
served.

Its strengthened international exposure stretches across
13 countries, with a pronounced European presence, including a
new location in 2019: Luxembourg.

At the end of December 2019, Fnac Darty had a network of
880 stores (726 in France) ", which allows the Group to be closer
to customers. The Group operates 560 directly owned stores and
320 stores under franchise. In 2019, the Group opened 78 stores
(68 in France), 55 of which are franchises.
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Darty+, launched in 2017 based on the Fnac+ model, also offers
customers unlimited delivery for both banners, as well as unlimited
daily technical support for all its products, whether these were
bought from Darty or not.

The two programs, which offer unlimited deliveries from both
banners, allow both brands to benefit from the resulting expansion
of their customer bases and to offer customers a unique service.
Both programs have a cumulative total of 1.8 million subscribers,
representing growth of 20% compared to 2018.

With its unlimited subscriptions, the Group is also expanding its
content offering, by offering members a unique value proposition
that includes internal content with events and features reserved
for members, along with external content with exclusive access
to new services, such as Deezer for music streaming. In 2018, for
example, this content was strengthened with the creation of the
Pass Partenaires. This program allows loyal customers of both
banners to take advantage of attractive discounts from more than
70 partner banners, which can also be used in conjunction with
other current promotions.

Finally, Nature & Découvertes has a large membership base with
more than 1 million Nature & Découvertes Club cardholders. This
card offers the member several benefits such as gift vouchers, free
delivery once a year, a two-year extended warranty on all products
costing €50 or more and special offers.

Going forward, Fnac Darty intends to continue expanding its
geographical coverage to strengthen its omnichannel presence.
Expansion will rely primarily on franchising. This is an asset-light
model that enables the Company to benefit from the operating
know-how of partners and their knowledge of the local market.
For example, the Group capitalized on the respective partnerships
created with Intermarché and Vindemia for the Proximity format,
with Lagardere Travel Retail for the Travel retail format, and with
Sedadi and Bouygues for the Fnac Connect format. Backed by
all the omnichannel functionalities, these new formats (Travel,
Proximity and Connect) contribute to the development of the
Group’s websites and help to strengthen the omnichannel strategy.
Section 1.4.3.2 “Optimized and digitized multi-format stores” of
this Universal Registration Document outlines each format in detail.

(1) Including 9 Fnac stores in Switzerland, 16 Nature & Découvertes stores in Germany, Switzerland, Belgium and Luxembourg and 12 stores elsewhere in

the world.
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In 2019, the opening of new spaces dedicated to Small Domestic
appliances in Fnac stores in Spain, Portugal, Switzerland and
France helped strengthen the customer offering. As a result,
90 small domestic appliance areas were opened across the
network under the banner of Darty or Fnac Home as of the end of
2019. The Kitchen offering continued to expand at Darty with the
opening of 22 new points of sale during the year, including eight
new stores dedicated exclusively to kitchens. At the end of 2019,
the Group had more than 150 Kitchen points of sale, including
11 dedicated Kitchen stores. In this market, the Group aims to
double the size of its network to reach nearly 200 dedicated points
of sale in the medium term.

Finally, the consolidation of Nature & Découvertes into Fnac Darty
resulted in the opening of four shop-in-shops in Fnac stores
in 2019, including its first store in Spain (Fnac Ternes, Fnac
La Rochelle, Fnac Cannes and Fnac Barcelona).

1.4.3.2/

The Group’s omnichannel platform has been designed to offer
customers a unique buying experience and to provide value for all
Group partners. It is based on key assets: an extensive network
of multi-format stores, an innovative digital platform and a logistics
tool designed to the highest standards.

Some 49% of online sales are now omnichannel and therefore
rely on unique digital assets and a dense network of multi-format
stores.

Store network and formats

With a network of 880 stores, Fnac Darty’s goal is to increase the
density of its store network in different formats.

Fnac stores, which were traditionally developed for city center
locations, have been adapted to suit the shopping needs of
suburban areas (a broader range of consumer electronics,
more self-service resources and more entry-level products). In
Fnac stores with more than 2,000 m? of retail space, customers
are offered a high number of products within a wide range of
increasingly diverse product categories. These stores also have
enough space to install dedicated “corners” for premium brands
such as Devialet or Samsung.

Fnac is also developing new format stores, aimed at diversifying
its offering and adjusting to changing consumer trends. These
new formats are:

m the Travel format (railway stations, airports and duty-free areas),
with 31 stores, including 29 in France, at the end of 2019. The
Banner has signed a strategic partnership with Lagardere Travel
Retail via Aelia and MRW to develop the Travel retail stores in
France under a franchise operation;

= the Proximity format, with 75 stores at the end of 2019. In 2019
alone, the Group opened six stores in France and was able
to capitalize on partnerships concluded with Intermarché and
Vindemia for the proximity format; and

m the Connect format (dedicated to telephony and connected
objects), with 18 stores at the end of 2019 in France and
abroad. For this new concept, Fnac received the prestigious
Janus Award in the Business category from the French Institute
of Design. This concept will benefit from the partnership
agreement signed in 2018 with Bouygues Telecom, with plans
to open around 50 new Connect format stores in five years.
These stores will then sell items from the Bouygues Telecom
offering.

These smaller-format stores strengthen the Group’s omnichannel
operations by offering complete access to the catalog online,
thereby permitting customers to benefit from a wide choice of
products and the vendors’ expertise in those products.

At the end of 2019, Fnac had 296 stores in total, including
214 stores in France . Fnac opened 38 stores in 2019 (compared
with 26 in 2018), 11 of which were outside of France.

In France, Darty stores are mostly located in very populated areas
and have a strong presence within or are situated close to large
cities, such as Paris, Lyon and Marseille. The other Darty stores are
generally situated outside of big cities, in shopping malls and retail
parks. In order to extend its presence to less populated French
regions, particularly those with fewer than 100,000 inhabitants,
Darty has also put a franchise network in place. This network
has allowed it to expand its store network with limited investment
and to reach small catchment areas where a classic large-format
store would be too expensive to operate. The first franchise store
opened in March 2014. Darty opened 36 stores in 2019, all in
France (31 franchises and five directly owned).

(1) Including 12 stores outside France: 2 in Tunisia, 3 in Morocco, 1 in Congo, 1 in Cameroon, 2 in Ivory Coast, 2 in Qatar and 1 in Luxembourg.
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As its geographical coverage is a major asset of its omnichannel
platform, the Group intends to continue expanding it, primarily
through franchises. This operating model limits investment costs
while furthering the goal of rapidly increasing the Banner’s visibility.
The franchisee pays a fee for the use of the brand’s distinctive
features based on a percentage of revenues at the relevant sales
point. As of the end of 2019, 320 stores were franchises, with a
medium-term objective of more than 400 franchises across all the
countries in which the Group operates.

Thanks to the continuous development of its store network, 90%
of French consumers now have a Fnac or Darty store less than
15 minutes from their home.

Nature & Découvertes operates across a network of 99 stores, the
majority of which (83 stores) are in France. The Banner operates
all of these stores, with the exception of eight Swiss stores, which
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are operated by Payot under a franchise agreement. In addition,
Nature & Découvertes has opened four shop-in-shops in Fnac
stores since it was bought by Fnac Darty, which has enabled it
to expand its store network at a limited cost and to reach a new
audience, particularly in Spain, which represents a new market for
the banner. Nature & Découvertes will rely on the Group’s existing
operational capabilities to continue increasing its geographical
coverage and expanding into new countries.

Finally, the Group acquired WeFix, the French leader in
express smartphone repair, in October 2018. With more than
20,000 repairs per month and more than 300 employees, WeFix
operates a network of 96 points of sale, all of which are in France.
In 2019, WeFix opened 42 points of sale, including 29 corners in
Fnac or Darty stores, enabling it to expand its store network while
keeping its costs under control.

Date of Average Number
Format concept surface area Location Offering of stores
Fnac network
Traditional 1974 2,400 m? City centers — Entire offering 155
shopping districts
Suburbs 2006 2,000 m? Suburban areas Entire offering 17
Proximity 2012 300 to 1,000 m? Towns and smaller cities Entire offering 75
Large cities to supplement
the store network
Travel (Aelia and MRW) 2011 60 to 300 m? Airports and railway stations Topical editorial 31
products
Consumer electronics
focused on mobility
Connect 2015 80to 100 m? City centers Telephony 18
for dedicated Shop-in-shop and connected objects
stores
Darty network
Traditional integrated 1968 1,500 m?2 Proximity to large cities — Entire offering 292
shopping malls
Franchise 2014 600 m? Proximity to Minimum range 192
medium-sized cities
Fnac Darty network
Franchise 2017 1,400 m? Retail parks Large and small 1
domestic appliances
Editorial products
and consumer electronics
TVs
Nature & Découvertes network
Traditional integrated 1990 City centers — Entire offering 91
shopping districts
Franchise 2008 City centers — Entire offering 8

shopping districts
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I Nature & Découvertes

I Fnac/Darty

M Darty

I Fnac Connect

" Proximity Fnac
Travel Fnac
Suburban Fnac

[ Traditional Fnac

2018 2019

320
260

[ Integrated
Franchise

2018 2019
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Reinventing the in-store experience
to benefit the customer

The density of the network, a real competitive advantage,
is central to Fnac Darty’s omnichannel platform. Some 81%
of Group revenues are now generated in store. At the same
time, e-commerce is taking an increasingly strategic role and
strengthening the Group’s omnichannel presence by offering
customers flexible cross-platform shopping options through
services such as “click&collect” and “click&mag”. These services
offer the possibility of taking full advantage of the complementarity
between the Group’s store network and online presence.

Therefore, to strengthen its omnichannel presence and make
the in-store experience central to its development, the Group is
committed to transforming its network and its retail spaces.

In 2017, the Group developed the “shop-in-shop” concept,
i.e. Darty corners in Fnac stores and vice-versa, a central aspect
of the integration. At the end of 2019, 90 shop-in-shops were open
for business. Four Nature & Découvertes shop-in-shops were also
opened in Fnac stores.

Furthermore, the partnership with Carrefour was reinforced
in 2018 with the trial of two Darty shop-in-shops. Based on
the Darty franchise format, these shop-in-shops sell domestic
appliances and gray and brown goods (IT equipment, TVs, etc.)
in hypermarkets in Limoges and La Ville-du-Bois in the Essonne
region. In November 2019, Fnac Darty announced the continued
development of this strategic partnership and the ambition to roll
out around thirty shop-in-shops under an exclusive operating
contract, in Carrefour hypermarkets in France, under the Darty
banner. The legal processes have begun, and the project is
currently being examined by the French Competition Authority, in
accordance with the planned schedule. The roll-out of the Kitchen
offering at Darty is also still accelerating, with 150 points of sale,
including 11 stores dedicated exclusively to this offering, at the
end of 2019. The Group intends to double the number of Kitchen
points of sale, offering a wide-ranging and varied offering through
different formats, such as corners or dedicated stores.

The in-store experience is also being enhanced with new services,
thanks to innovative digitized solutions. The Group hopes to
optimize the in-store buying experience by making it simpler and
more streamlined. In the medium term, all of the Group’s stores
will be digitized, compared with almost 370 of its stores currently.
Customers will then benefit from a fully digitized purchasing
experience. More widespread use of barcode scanning will enable
customers to view all the information about a particular product
before they purchase and, in some cases, view a demonstration.
The development of self-service check-outs also contributes to a
streamlined experience.
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1.4.3.3/

The omnichannel transformation in which the Group has been
engaged for several years has enabled it to support a profound
change in consumer behavior. Logistics is one of the Group’s key
strengths, and is a central part of the omnichannel platform that
enables consumers’ new expectations to be met. In pursuing this
objective, Fnac Darty has considerable advantages due to the
complementarity between its two perfectly integrated banners,
which offer customers a comprehensive and efficient range of
services across its regions. This platform is a major advantage
over e-commerce pure-players.

The Group has 14 main warehouses in France-Switzerland,
totaling more than 509,000 m? of floor space and processing
nearly 200 million orders a year. This network serves both
banners’ stores and customers, via the optimized processing
of every product order. The logistical transformation undertaken
by the Group over several years has enabled it to build a fully
omnichannel multifunctional network as part of its platform. At
the center of key consumer zones, the Group also has 88 delivery
platforms, ensuring a home-delivery service that is one-of-a-kind
in the market. The complementarity of the three main banners’
expertise in this field enables the Group to make more than
1.7 million home deliveries each year. This network serves all three
banners’ stores and customers, via the optimized processing of
every product order.

In 2019, same-day and next-day deliveries of consumer electronics
represented approximately 60% of total deliveries, compared to
only 30% in 2014.

Thus, the logistics network and delivery network work together
to strengthen the Group’s operational efficiency. It also enhances
Fnac Darty’s omnichannel ecosystem by enabling it to offer
collection and home delivery services for a wide range of suitable
products:

m Click&collect: purchases made on fnac.com, darty.com or
natureetdecouvertes.com and collected in-store, free of charge,
within two to four days. All fnac.com orders are available not
just in Fnac stores, but also in Darty stores thanks to the
business synergies initiated in 2016. At the end of 2019,
326 Darty stores allowed in-store collection of purchases made
on fnac.com, and 30 Fnac stores allowed in-store collection of
purchases made on darty.com. Furthermore, all Darty orders
can be collected in Darty or Fnac stores that use the Relais
Colis collection service (service for products that are not in
stock in store);
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m Click&mag: an order placed by a seller on fnac.com for a
product not available in-store with delivery to the customer’s
chosen location. This allows every store in the Group’s network,
regardless of size or format, access to the full Fnac offering;

m Click&collect 1H: where the customer orders a product on
fnac.com, darty.com or natureetdecouvertes.com that is in
stock in a nearby retail store and collects it from that store
within the hour, free of charge. This allows customers to obtain
their products quickly, and at the same time ensure the product
will be available before making the trip to the store. In 2019,
the Group continued to strengthen its range of omnichannel
delivery services with the roll-out of trials to reserve editorial
products based on store inventory, having rolled-out this
service for gaming products in 2018. This new service gives
the Group’s customers the option of collecting their purchases
within the hour. In 2019, 1.5 million 1-hour pickup orders in
France were recorded for this category of products;

m D+1 Delivery: next-day home delivery service to anywhere
in France for orders placed before 6 pm on fnac.com, 3 pm
on darty.com and 4 pm on natureetdecouvertes.com. Fnac
customers in the greater Paris metropolitan area can place
orders up to midnight and also benefit from this delivery offering.
The Group has rolled out next-day delivery for its entire offering,
including large goods (across 80% of France), with services
also included (installation and removal of old appliance);

m 2H Chrono Delivery: the fastest delivery offering on the market.
It gives customers the ability to order their consumer electronics
online and to have them delivered to their home within the next
two hours. This service is available for darty.com in the Paris
metropolitan area as well as in 26 other major metropolitan
areas, and in 10 metropolitan areas for fnac.com;

m Retrait Colis gratuit (free parcel collection service) supplements
Fnac’s Free In-Store Delivery service: customers living more
than 30 km from a Fnac store can have their purchase delivered
free to a Relais Colis pick-up point near their home;

m Same-day delivery: Darty same-day delivery in the Paris region
and in Lyon for any domestic appliance or television order
placed before 3 pm;

m Evening deliveries: Fnac same-day delivery between 7 pm and
9 pm for any order placed before 3 pm; and

m Delivery by appointment: delivery of bulky items is offered by
Darty within a two-hour or five-hour time slot, seven days a
week, depending on the geographical region, and by Fnac
for consumer electronics (excluding TVs) and entertainment
products.
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The Group also benefits from a strong after-sales service network
with more than 100 repair and technical centers enabling it to offer
an efficient product repair and maintenance service. Last year,
more than 2.6 million home service call-outs and 1.6 million repairs
were carried out.

The year 2019 was marked by the continued expansion of the
Group’s omnichannel platform, with cross-banner operational
initiatives now enabling it to offer every customer an enhanced,
personalized experience. The Group’s cross-banner click&collect
service has been strengthened. Next-day delivery has been
extended to cover all large products — for 80% of France — and
includes Darty’s services offering (installation and collection of
old equipment). Darty’s expertise and know-how in delivery and
installation have also served Fnac customers buying TVs since
2017.

To achieve greater operational efficiency, warehouses have been
adapted to specialize in product families and now offer a single
inventory for the Fnac and Darty banners (this single inventory
does not include Nature & Découvertes at this stage).

After-sales services are also reaping the full benefits of integration,
with the roll-out of in-store repair services for customers. Darty
now also operates an after-sales service for small domestic
appliances purchased at Fnac. Following the 2018 acquisition of
WeFix, a French leader in express smartphone repair, Fnac Darty
partnered with Cyclofix in 2019 to offer its customers an immediate
repair service for scooters and electric bikes. These offerings help
to strengthen the Group’s after-sales service.

1.4.34/

Key assets

With a cumulative average of around 25 million unique visitors
per month, Fnac Darty is France’s second-largest e-commerce
retailer, with e-commerce being central to the Group’s omnichannel
platform. Some 49% of online sales on the Banner’s websites are
omnichannel, a proportion that has quadrupled in recent years.

The Group provides its customers with one website per banner
and per country of operation, making for 14 websites in total.
The strong development of the Group’s Internet presence enables
it to offer customers a robust, extensive offering with more than
30 million products online.



The Group has progressively strengthened its online offering
through the launch of the following websites:

m fnac.com and darty.com in 1999 in France;
m fnac.es in 2000 in Spain;

m natureetdecouvertes.com in 2000 in France;
m fnac.pt in 2002 in Portugal;

m vandenborre.be in 2002 in Belgium;

m fnac.be in 2006 in Belgium;

m Darty’s purchase of the site mistergooddeal.com, an online
sales channel, with the aim of capturing the market for entry-
level products and low-budget services; and

m fnac.ch in 2016 in Switzerland.

Its e-commerce offering is also enhanced by its Marketplaces.
The Group positions itself as an intermediation platform between
consumers and third-party vendors. Marketplaces support the
Group’s e-commerce strategy by increasing the choice available
on the websites and the number of items available to online
shoppers. This helps increase the website’s traffic and visibility
and contributes to customer loyalty.

It allows more than 4,000 professional sellers and several hundred
thousand private sellers to be listed and to use the website as a
sales interface, making the most of the Group’s reputation in all
the countries in which it operates.

Marketplace development continued steadily in Fnac Spain, Fnac
Portugal and Fnac Belgium. The darty.com Marketplace, launched
in 2016, is also growing considerably. In 2017, a Darty space was
opened on the fnac.com Marketplace.

The Group is committed to selecting responsible resellers on
its Marketplace. This is to ensure the security of transactions
and help fight money laundering and the financing of terrorism,
in accordance with the I’Autorité de contrdle prudentiel et de
résolution (French Prudential Supervision and Resolution Authority
or “ACPR”). All the actions put in place are outlined in section 2.4
risk No. 4 of chapter 2 “Mitigation of risks associated with the
Marketplace” of this Universal Registration Document.

Innovative initiatives and an optimized
user experience

The Group intends to continue developing its digital strategy
over the next few years by making digital operations central to its
omnichannel platform. The Group will therefore be developing all its
digital assets in order to offer customers an unrivaled, streamlined
user experience both online and in-store, providing unique value
to its partners. The Group will therefore increase its current level
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of investment in digital over the next few years to be able to offer
the highest standard of e-commerce and to maintain its leading
position.

The increasing personalization of products and content, which
Fnac and Darty have been involved in for several years, constitutes
an indispensable asset, as it offers users a buying experience
that is tailored to their needs. The relevance of the customer
offering, which is optimized via the analysis of a set of data using
innovative marketing tools, serves to steer traffic onto the Group’s
websites. Therefore, in 2018 Fnac Darty started to build its own
personalization algorithms using Google Cloud. Ultimately, this will
mean it can offer customers targeted recommendations based on
their buying behavior.

The omnichannel approach is also central to customers’
buying experiences. Enhanced with new services that are real
competitive advantages for the Group, the buying experience has
been simplified. The continued roll-out in 2019 of cross-banner
click&collect, with the expansion of the number of eligible stores
and reduced time frames, allows customers to benefit from a
streamlined online buying experience. The Group is also continuing
to digitize its after-sales service, for example by launching the
“Darty Button” application in 2017. This offers customers fully
digitized technical support, and in 2018 it was integrated in the
Google Home ecosystem. In 2019, improvements in the customer
experience were achieved mainly through the development of sales
via tablet and simplified payments using “Pay & Go”, an innovative
solution that allows customers to pay directly in-store using their
cell phones, without going to the counter.

The Group also intends to support new trends in the buying
experience and is extending its digitization strategy to its entire
store network.

Therefore, the customer buying experience will be enhanced by
having the entire digital offering available in-store, through the use
of optimized seller equipment. This will make a very wide range of
products available to customers, who can also take advantage of
various home or in-store delivery services.

Mobile

Support for new uses, notably the use of cell phones, now central
to the buying experience, is a major focus of the Group’s digital
strategy. In this context, apps are valuable tools for securing
customer loyalty. In a ranking of m-commerce in France performed
in 2016 by Tapbuy, an expert in m-commerce, the mobile fnac.com
website was ranked #1 and stood out across all categories, from
product presentation to design, and received special recognition
for its highly optimized delivery options and purchase process.

In 2019, cell phones accounted for 62% of traffic on our websites
(+6 points vs. 2018). The conversion rate also improved in 2019
following work carried out on the Group’s apps.
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1.4.4/ INNOVATION, A GROUP PRIORITY

Fnac Darty prioritizes innovation and stepped up its efforts in 2019,
focusing on six strategic areas: streamlining its online and mobile
pathways, optimizing its data processing, revamping the in-store
experience, making best use of its omnichannel tools, modernizing
its technology and improving its working methods.

To achieve this, using an open innovation approach, the
Group launched its French Tech Tour de France in 2019. This
initiative aims to identify the best start-ups offering new ways of
approaching the physical and digital customer experience and
omnichannel services. The Group uses a Start-up Relationship
Manager (SURM) tool to manage its relationships with start-ups
and provide them with the best possible support.

The Group intends to continue developing its digital strategy
over the next few years by making digital operations central to
its omnichannel platform. The Group will therefore be developing
all its digital assets in order to offer customers an unrivaled,
streamlined user experience both online and in-store, providing
unique value to its partners. The Group has therefore increased
its level of investment in digital technology so as to be able to offer
the highest standard of e-commerce and to maintain its leading
position.

The increasing personalization of products and content, which
Fnac and Darty have been involved in for several years, constitutes
an indispensable asset, as it offers users a buying experience that
is tailored to their needs. The relevance of the customer offering,
which is optimized via the analysis of a set of data using innovative
marketing tools, serves to steer traffic onto the Group’s websites.

In 2018, the Group built its own personalization algorithms
using Google Cloud, enabling it to offer customers targeted
recommendations based on their buying behavior. In 2019, every
Group website benefited from this new tool.

The omnichannel approach is also central to customers’ buying
experiences. Enhanced with new services that are real competitive
advantages for the Group, the buying experience has been
simplified. In 2019, therefore, the continued roll-out of Pay & Go,
an innovative solution that allows customers to pay directly in-
store using their cell phones, without going to the counter, and
the extension of “click&collect 1H” to editorial products in all Fnac
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stores in France allows customers to benefit from a streamlined
omnichannel buying experience. The Group also continued to
digitize its stores in 2019, with more than 370 stores digitized at
the end of the year.

The Group also intends to support new trends in the buying
experience and is extending its digitization strategy to its entire
store network.

Therefore, the customer buying experience will be enhanced by
having the entire digital offering available in-store, through the use
of optimized seller equipment. This will make a very wide range
of products available to customers, who can also take advantage
of various home or in-store delivery services. The Group has
partnered with Fujitsu to install book search terminals in its Fnac
stores, to facilitate in-store customer searches. The roll-out of this
initiative will continue next year.

The Group aims to position itself in booming innovative segments,
such as the smart home segment, with the launch of dedicated
connected services that will offer users and customers real
support for their use of the products of tomorrow. The partnership
agreement signed with Google in 2018 allowed the Group to
strengthen its position in the smart speaker segment. The Group
will also be among the first to trial voice-activated payment through
Google Assistant. In 2019, Fnac Darty also launched a brand new
concept with the Apartment of the Future, a 500 square meter
apartment in the Marais district of Paris showcasing connected
devices and new technologies. It aims to create an immersive
experience in more than 15 rooms, introducing visitors to high-tech
connected devices for the kitchen, bedroom, bathroom and even
a real home cinema, and demonstrating how they can be used on
a day-to-day basis. The Group was recognized for this innovative
initiative, winning the LSA Innovation Award for its Apartment of
the Future.

Finally, innovation is driven from the highest echelons at Fnac
Darty. Set up in 2019, a monthly Innovation Committee, consisting
of 40 innovation ambassadors representing all the business lines,
is tasked with steering the Group’s innovative approach and
approving the projects to be trialed. This committee is chaired in
rotation by a chair of the Executive Committee.
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A DENSE NETWORK A GROWING STRONG OMNICHANNEL
OF DIRECTLY FRANCHISE DIGITAL & SERVICES
‘ 41 OWNED STORES NETWORK PLATFORMS
* BELGIUM- 84 stores: Kitchen stores, Fnac.be + Marketplace  Logistics platforms
LUXEMBOURG * 12 Fnac as franchises Vandenborre.be Click&collect
8% ® 72 VdB After-sales service
@ of revenues 2019
ke .
726 stores @: 315 stores: Fnac.com + Marketplace Logistics platforms
e 215 Fnac ® e 115 Fnac ® Darty.com + Marketplace After-sales service
82% © 412 Darty © 192 Darty Fnac.ch Click&collect
of revenues 2019 © 99 Nature * 8 Nature Natureetdecouvertes.com Click&mag

& Découvertes

70 Fnac stores

10%
AND OTHER REGIONS: of revenues 2019

Ivory Coast, Morocco, Tunisia, Congo, Cameroon, Qatar

& Découvertes + Marketplace

5 Fnac stores Fnac.es + Marketplace

Fnac.pt + Marketplace

Logistics platforms
After-sales service
Click&mag

(@) Including franchised stores in Qatar, Morocco, Tunisia, Congo, Cameroon, Ivory Coast, Luxembourg, Germany and Belgium.

(b) Including a Fnac Darty store.
Store network as of 12/31/2019.

The Group operates internationally, primarily in Europe via three
regions: France-Switzerland, the Iberian Peninsula and the
Belgium-Luxembourg region.

The France-Switzerland region covers the Group’s French and
Swiss activities and represented close to 82% of sales in 2019.

The Belgium-Luxembourg region covers the activities of Fnac and
Vanden Borre in Belgium and Luxembourg and represented 8%
of sales in 2019.

Lastly, the Iberian Peninsula region covers Fnac activities in Spain
and Portugal, and represented 10% of sales in 2019.

The Group is also developing its franchise business internationally
and now has 14 stores in Africa and the Middle East. Fnac Darty
opened 3 new stores abroad in 2019. Between now and 2023,
Fnac Darty plans to open 8 franchised points of sale in Tunisia,
4 per banner.

In its geographic regions, the Group reproduces the strategy
implemented in France, adjusted to the local context. This is
mainly through a strong network of directly owned stores, as well
as franchise development. The franchise network, extensively
developed in France, is a key element of the Group’s strategy.

The Group has five franchised stores on the Iberian Peninsula. In
Belgium, the network of Vanden Borre Kitchen stores is growing
via the franchise model, with four new stores opened in 2019.

Fnac Darty has solid e-commerce platforms in all its countries, with
five main international websites and partnerships with specialist
sites. The Marketplace is also a key factor in digital development,
and its international roll-out is an integral part of Fnac Darty’s
targets for its Marketplace business volumes.

The Group’s network remains a priority, with dynamic expansion
expected to continue in Spain and with the ongoing development
of the network in Belgium. Digital technology also remains a
key strategic element, with the Marketplaces expected to grow
strongly in almost all geographic regions. Diversification also
remains a major factor in Belgium as well as in Spain, where the
roll-out of concessions dedicated to small domestic appliances
continued in 2019. Lastly, services and the omnichannel model
are also central to its international strategy, where best practices
are rolled out locally.

Along with these country-specific initiatives, the Group is rolling
out a single platform for all sellers, so they can connect to the
countries that are most relevant to them within the Marketplaces
ecosystem.

On fnac.com, a single web front end has been deployed to
harmonize the various countries’ interfaces. Services have been
launched relying on France’s expertise and adapted to local
markets, with a view to taking the best aspects of each market
and extending them if local specifics permit.
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In February 2020, the World Health Organization declared the
crisis linked to the spread of COVID-19 a pandemic, resulting in
public lockdowns in many countries around the world.

This document has therefore been updated since the
management report and financial statements of February 26,
2020, the date of publication for the financial statements and
assumptions underlying Fnac Darty’s objectives.

Subseqguent events are brought to the public’s attention in this
section.

*kkk

Group revenue reached €1,490 million in the first quarter of
2020, down -7.9% on a reported basis and -10.3% on like-
for-like basis, following the closure of physical stores in March.

Since the beginning of 2020, the COVID-19 epidemic, which
initially expanded in China, has subsequently spread to Europe
and many other parts of the world.

In January and February, the Group reported revenue growth of
+2.8% on a reported basis and stable on a like-for-like basis, in
a consumer environment marked by prolonged strikes in France
in January and a shorter promotional sales period.

In February 2020, the Group first had to deal with production
delays due to disruptions in industrial bases in China.
Demonstrating its ability to adapt quickly, Fnac Darty put in place
mechanisms to adjust its supplies.

In close collaboration with its suppliers, the Group drew up a
tactical purchasing plan of around €80 million in key product
categories, which was finally partially deployed. This measure
ensured a good level of availability of these products and
enabled the Group to meet the high demand on e-commerce
platforms during the lockdown period.

The COVID-19 epidemic, which began in February, changed
from a largely supply crisis into an unprecedented global health
crisis in March 2020, with a sudden impact on the Group’s
business.

Due to the implementation of lockdown measures in all Group
countries, in-store sales first fell sharply, then came to a
complete shutdown.

Indeed, on the evening of 14 March, Fnac Darty closed all its
physical stores in France and Spain. The stores in Switzerland
and Belgium were closed on 17 March. Finally, the Group first
partially closed its stores in Portugal on 19 March, before closing

(1) Source: FEVAD.
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all its stores in that country on 31 March. As a result, the Group’s
revenue for the month of March was down around 30%, on a
reported and like-for-like basis.

At the same time, thanks to the support of its customers and
the excellent operational execution of its teams in a very difficult
context, the Group managed to double its e-commerce sales in
the last two weeks of March in all its countries.

Thanks to the agility of its unique omnichannel model, Fnac
Darty has rapidly reallocated resources to strengthen its digital
capabilities and service activities. The Group, 2™ largest
e-commerce player in France (", has relied on its powerful
e-commerce platforms, which already accounted for 20%
of its revenues in 2019, and which are sized to support very
high levels of demand. Indeed, Fnac Darty’s significant digital
capacities, which have enabled it to achieve strong growth
several times during periods such as Black Friday, and the
dedicated commitment of its teams, enable it to meet very high
product demand, despite a difficult operational context.

The Group’s supply chain has also been adapted accordingly
to meet and fulfil all orders as quickly as possible, while
safeguarding the health and safety of its employees. Supplies
are now exclusively redirected to the Group’s central stock, to
give capacity to the e-commerce platforms. Incentives, such
as free home delivery for any purchase over €20 made on the
fnac.com and darty.com websites, have been implemented and
have sustained dynamic online sales.

As a result, online sales increased by ¢.19% during the quarter,
and by more than 100% during the last 15 days of March.

All product categories were impacted by the closure of stores
from mid-March onwards and are decreasing. Online sales
showed strong momentum in Technical Products driven by
the IT, linked to the development of telework, Telephony and
Television segments, and in the Domestic Appliances category
driven notably by refrigerators, freezers and washing machines.
Editorial Products recorded double-digit growth in online sales of
Books and Gaming. Services were strongly negatively impacted
by the closure of stores, as well as Ticketing activities.

As lockdown measures have been imposed in all countries
where the Group operates, all of the Group’s geographical areas
have been significantly impacted. The France-Switzerland region
reported a decline in sales of -8.5% on a reported basis and
-11.1% on a like-for-like basis to €1,206 million. The lberian
Peninsula recorded sales of €140 million, down -7.3% on a
reported basis and -9.8% on a like-for-like basis. Finally, the
Belgium-Luxembourg region reported a decline in revenue of
-2.6% on a reported basis and -3.5% on a like-for-like basis to
€144 million.
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The gross margin rate was up slightly in January and February,
driven by a favourable product mix. The estimated gross margin
rate deteriorated sharply in March due to store closures, which
had a significant negative impact on the services/products mix.

As of March 16, the Group has implemented a temporary
unemployment scheme for 80% of its employees in France, and
similar measures were subsequently applied in other countries
as a result of the closure of its stores.

The Group is revaluing rental payments and postponing the
payment of taxes and social security charges, in line with the
measures introduced by the government, while adjusting its
business model by optimising its current operating expenditure
and capital expenditure.

Given the sudden shutdown of the Group’s in-store activities,
which occurred at a normally low point in the annual cash cycle
(always characterized by strong seasonality in the specialized
retail sector), €400 million revolving credit facility was fully
drawn down on a preventive basis in mid-March. At the end
of March, the corresponding cash remained available. Fnac
Darty is determined, as a matter of priority, to pursue a trusted
partner relationship with its suppliers over the long term, and
will continue to operate in a responsible way during the crisis.

At the same time, in an uncertain post-crisis context, the
Group decided to use additional financing to secure its liquidity.
Fnac Darty has put in place a €500 million Term Loan facility
guaranteed by the French State with a maturity of 1 year and
with a 5-year extension option.

The Group was supported by all its French banking partners,
Arkea, BNP Paribas, Bred, CIC, Crédit Agricole CIB, La Banque
Postale, LCL, Natixis and Société Générale. Crédit Agricole
coordinated the transaction.

In addition, the Group obtained a commitment from the lenders
to accept the suspension of its financial covenants for the
months of June and December 2020.

The Group has once again demonstrated its agility in terms of
execution by being among the first issuers in France to obtain
access to this state-guaranteed credit line within a very short
timeframe. The success of this operation also demonstrates the
confidence of the banking partners in the Fnac Darty model.

Fnac Darty is rated by the rating agencies S&P Global and
Scope Ratings on a solicited basis, and by Moody’s on an
unsolicited basis. Following the increased uncertainty caused
by the COVID-19 pandemic, on April 7, 2020, S&P Global
downgraded Fnac Darty’s rating from BB+ to BB, while
lowering the outlook for this rating from stable to negative. On

March 27, 2020, Moody’s confirmed Fnac Darty’s Ba2 rating,
while lowering the outlook for this rating from stable to negative.

In view of the evolution of the COVID-19 epidemic and in
accordance with the conditions imposed for the implementation
of a State Guaranteed Term Loan, the Board of Directors has
withdrawn the dividend proposal of €1.50 per share for 2019,
and will not proceed with share buyback programs in 2020.

The long-term shareholder return policy is also suspended and
will be reviewed at a later date.

Fnac Darty announced on 26 February 2020 the launch of a
shareholder return policy, with a target payout ratio between
30% and 40%. For the 2019 financial year, the Group had
planned to recommend to the General Shareholders Meeting on
28 May 2020, the distribution of an ordinary dividend of €1.50
per share, corresponding to a distribution rate of 35%, in line
with the objectives.

In addition, the total compensation of the Chairman and Chief
Executive Officer, paid in 2020, will be reduced by 25%, for
the entire period during which the Group’s employees are
on temporary layoffs due to the COVID-19 crisis. The same
measure will apply to the compensation allocated to the
members of the Board of Directors paid in 2021 for 2020, and
concomitantly the fixed compensation for 2020 for the members
of the Executive Committee will be reduced by 15%, for the
same period.

Enrique Martinez, Chief Executive Officer, has also chosen to
reinvest 50% of his variable compensation for 2019, that he
was paid in 2020, net of social contributions and taxes, in
Group shares, once it has been submitted and approved by
the shareholders at the Annual General Meeting.

The loss of in-store sales will have a material negative impact on
the Group’s financial results in 2020.

In this context, and in view of the significant impact of the
epidemic on its activities, the Group had to announce on
17 March that it was no longer in a position to confirm its 2020
objectives, i.e. a slight growth in revenue and current operating
income in 2020 compared to 2019.

The evolution of the crisis linked to the spread of COVID-19
remains uncertain for the moment, and its consequences on
the world economy are difficult to quantify. The magnitude of
the impact on the Group’s activities in 2020 will depend on the
duration of the lockdown period, possible legal restrictions /
operational challenges on deliveries and consumption recovery
post lockdown period. To date, the Group is not in a position
to update its 2020 and medium-term objectives. The Group
continues to monitor and periodically re-evaluate, with the
utmost attention, the evolution of the situation and its impact
on its activities and results.
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PRESENTATION OF THE GROUP

I
Property portfolio and equipment

1.5/ Property portfolio and equipment

The following table summarizes the areas occupied by the Group
(including franchises) as of December 31, 2019 in the various
countries where the Group maintains operations (excluding

discontinued operations). The Group’s geographical locations are
described more fully in section 1.3.4 “Geographical breakdown”.

Customer retail

Stores (including franchises) Number of sites area (in m?)
France @ and Switzerland 726 731,000
Iberian Peninsula 70 98,000
Belgium and Luxembourg 84 84,000
TOTAL 880 913,000

(@) Including 14 stores outside France: 2 in Tunisia, 3 in Morocco, 1 in Congo, 1 in Cameroon, 2 in Ivory Coast, 2 in Qatar and 1 in Luxembourg.

Total occupied

Warehouses/offices (excluding franchises) Number of sites  surface area (in m?
France and Switzerland Warehouses 14 509,000
Offices and others 11 56,000
Iberian Peninsula Warehouses 3 26,000
Offices and others 2 5,000
Belgium and Luxembourg Warehouses 4 40,000
Offices and others 2 4,000
TOTAL 36 640,000

Most real estate assets are leased; however, the Group has
proprietary real estate including 55 stores, one warehouse and
nine other business premises.

The Group considers that the utilization rate of its property, plant
and equipment is consistent with its operations, development plan,
and ongoing and planned investments.
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Fnac Darty is committed to reducing the energy consumption of
its stores and is making the necessary investments in this regard.
All these actions are outlined in section 2.3, risk No. 3 of chapter 2
“Enhanced governance on the target to reduce CO, emissions” of
this Universal Registration Document.

The Group’s main current and planned investments, as at the
filing date of this Universal Registration Document, are detailed in
section 4.2.3.1 “Net cash flows related to operating activities and
investments” of this Universal Registration Document.



PRESENTATION OF THE GROUP

Research and Development, patents and licenses

1.6/ Regulatory environment and changes

The regulations that apply to the Group in the countries in which
it operates, as well as any regulatory changes or action taken by
local, national or international regulators, are likely to impact the
Group’s business activities and performance.

Both in France and abroad, Fnac Darty is subject to numerous
laws and regulations, in areas such as competition law, the
operation of establishments that are open to the public, and
consumer protection, as well as certain specific regulations relating
to particular activities (banking, logistics, e-commerce, real estate,
credit and insurance brokerage, IT, book prices).

By way of example, Fnac Darty has taken into account the entry
into force of the European General Data Protection Regulations
(GDPR), the provisions of which have been applicable since
May 2018 in all Member States of the Union European. The Group
has set up a program to organize and coordinate its compliance
work Group-wide.

In addition, the Group’s activities in France are also subject to Law
No. 81-766 of August 10, 1981 relating to book prices. A new
book sold in France must have a single price that is determined
by the publisher, and this price must be printed on the cover of

the book. A vendor selling from a physical store is allowed to offer
a reduction of up to 5% on the price of the book. This law does
not apply to second-hand books or books that are out of print.

In addition, Fnac Darty is monitoring the measures it put in place in
2017 to comply with the French Sapin Il law on transparency, anti-
corruption and the modernization of business practices. Subject
to the law on the duty of care by parent companies and major
contractors, Fnac Darty has published an oversight plan since
2018 (see section 2.4 “Oversight plan” of chapter 2).

Fnac Darty is also subject to the regulations set out in the French
Environmental Code, which includes the requirement to take back
very small used electric and electronic devices free of charge and
with no obligation to buy, if the retailer dedicates at least 400 m?
to the sale of electric and electronic devices.

Lastly, the evolution of the legal framework, particularly as regards
the social economy and the anti-waste act, will soon impose new
standards in terms of consumer law.

The regulatory environment and regulatory changes are detailed
in chapter 6, section 6.3.

1.7 Research and Development, patents and licenses

Given the nature of the Group’s activities, it does not conduct
any research and development and does not own any patents
or licenses.

The Group owns a portfolio of 1,255 brands (" that are registered
across the world, primarily under the names “Fnac”, “Darty” and
“Nature & Découvertes” and the variations thereof that it uses in
its commercial offerings.

The Group also owns a portfolio of over 1,525 domain names.

The Group’s intellectual property policy centers around the
protection of its brands (in particular the “Fnac”, “Darty” and
“Nature & Découvertes” brands and the variations thereof) and

(1) excluding WeFix, which has nine brands.

their domain names. This policy involves filings and reservations
on either a local country basis or in the full range of countries
where the Group operates or wishes to preserve its rights. The
names “Fnac”, “Darty” and “Nature & Découvertes” are reserved
as domain names with the main generic extensions and the main
geographic extensions.

The brand and domain name portfolios of the three “Fnac”, “Darty”
and “Nature & Découvertes” banners are managed coherently
and centrally by the Group’s Legal Department. The Group is only
responsible for the monitoring of the WeFix brand portfolio, with
other services (registration, renewal, opposition, litigation, etc.)
being managed by WeFix directly, in agreement with the Fnac
Darty Legal Department.
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Corporate Social Responsibility

Introduction

2.1 / Risks associated with business
developments in the sector

Key challenge: develop our most valuable asset: people
1/ Develop skills to meet current and future needs

2/ Help change the social structure and organizations
for greater efficiency and agility

3/ Promote employee commitment and guarantee health
and safety

2.2 / Risks associated with changes
in consumer patterns

Key challenges: Promote more responsible consumption
and contribute to economic, social and cultural
development in the business territories

A: To transform the linear distribution model into a circular
economy model, to reduce environmental impacts
and to promote more responsible consumption
1/ Fnac Darty, a willing participant in the public debate
around sustainability

2/ Information to provide an educated choice
and to encourage manufacturers to switch to eco-design

3/ Encourage repair over replacement and promote job creation

4/ The sale of reconditioned products and donations
to give products a second life

5/ Collection and recycling of waste to limit
its environmental impact
B: Contribute to economic, social and cultural
development in the business territories
1/ Contribute to local economic activity
2/ Fnac works every day to democratize culture
and cultural diversity, throughout the territory
3/ Socially inclusive projects led
by the Group and its customers
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2.3 / Risks associated with the
environmental impacts

of the activities conducted 69
Key challenge: Reduce the environmental impact
and waste generated by activities 69
1/ Enhanced governance on the target to reduce CO, emissions 69
2/ Carbon Emissions Data: method and action plans 2019 70
3/ Redesigned waste management 78

2.4 / Risks associated with
the integrity of Fnac Darty

and its partners 80
Key challenge: Guaranteeing the protection of personal
data and ensuring exemplary business conduct 80
1/ Protection of personal data 80
2/ Fight corruption 81
3/ Oversight plan (“Plan de Vigilance”) 82
4/ Responsible taxation 87

2.5 / Nature & Découvertes: a strategic
acquisition that is in line with
Fnac Darty’s values 87

2.6 / Methodology note 88

2.7 / Independent Third-Party Report
by one of the Statutory Auditors
on the Consolidated
Non-financial Performance
Declaration 91

The main impacts on the risks associated with the COVID-19 crisis are disclosed to the public in chapter 6 of this Universal Registration

Document.
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CORPORATE SOCIAL RESPONSIBILITY

Introduction

With more than 24,000 employees worldwide, 880 stores and
millions of loyal customers, Fnac Darty is keenly aware of its
responsibilities. The Group is committed to transforming itself to
meet the challenges of a changing market, while at the same time
developing its people and making a positive impact on society.

This responsibility is a key component of the Confiance+ strategic
plan and is central to the Group’s raison d’étre defined in 2019 as
“Committed to providing an educated choice”. The description of

Stakeholders

Means/methods of promoting dialogue

the Group’s raison d’étre and the integration of societal challenges
in the business model can be found in chapter 1 of this document.

Regular dialogue with stakeholders helps to ensure that the
company, both in its strategy and in the performance of its daily
activities, incorporates all their concerns.

The systems in place to promote this dialogue are as follows:

Customers

Direct contact with employees: sales personnel/delivery personnel/home technicians/call center agents

Customer surveys (NPS, survey regarding a responsible approach to consumption, etc.)
Commercial websites with customer reviews

Social networks
In-store cultural events

Employees
Social partners
Corporate social network
Internal communication

Chats with the Chief Executive Officer

Monthly commitment measurement

Plenary sessions and panel discussions

Suppliers/plants
Annual negotiations

Trade fairs (participation and organization)

Supplier audits for our purchases of own-brand or licensed brand products

Annual convention

Associations

Partnerships and collaborations with public utility associations

Membership in professional organizations and federations: FCD, Fevad, AFEP, MEDEF

Public authorities Meetings with ministerial offices

Parliamentary hearings (on specific themes or draft legislation)

Participation in working groups and in consultation with sector-based players steered by management
(repairability index, environmental information, etc.)

Discussions with local elected representatives on matters relating to their territory

Investors/shareholders

Registration Document/corporate website/press releases

Investor road show/investor day/conferences

General Meeting
SRl/credit ratings

To ensure that CSR lies at the heart of its model, in 2018, the Group carried out a mapping of risks and a material analysis to identify the

risks and opportunities associated with its specific societal challenges.
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CORPORATE SOCIAL RESPONSIBILITY

The CSR risk-challenge matrix resulting from this work highlights four main categories of associated risks and challenges:

4 4 4 4

RISKS ASSOCIATED WITH RISKS ASSOCIATED RISKS ASSOCIATED WITH RISKS ASSOCIATED WITH
BUSINESS DEVELOPMENTS WITH CHANGES THE ENVIRONMENTAL IMPACTS THE INTEGRITY OF FNAC DARTY
IN THE SECTOR IN CONSUMER PATTERNS OF THE ACTIVITIES CONDUCTED AND ITS PARTNERS
Develop our Promote Reduce our environmental Guaranteeing
most valuable asset: more responsible impact and reduce the protection of personal data

people consumption the waste generated and ensuring exemplary
by our activities business conduct

Promote the economic
and cultural development
of regions

The summaries given below show the key risks resulting from this matrix, their context, the Group’s commitments to tackle them, and its 2
contribution to achieving a number of Sustainable Development Goals (SDGs ().

1: Risks associated with business developments in the sector

The SDGs " associated with these challenges:

5 amm
Context Levers put in place by Fnac Darty
» E-commerce: +13% in Europe in 2019 (estimates from the Develop our most valuable asset: people
European Ecommerce Report) = Develop skills to meet current and future needs
» Automation: 54% of employees will need to retrain or upgrade = Help change the social structure and organizations
their skills (World Economic Forum) for greater efficiency and agility
= 58% of French people say that a company’s CSR policy = Develop a common culture and the commitment of employees
is an important factor when deciding whether to work there = Promote employee commitment and guarantee health
(Ifop/RM Conseil, 2019) and safety

» “Digital” and “human” factors are the driving forces behind the
growth in the professions of the future (World Economic Forum)

(1) SDGs: UN Sustainable Development Goals.
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CORPORATE SOCIAL RESPONSIBILITY

2: Risks associated with changes in consumer patterns

The SDGs " associated with these challenges:

Context

Levers put in place by Fnac Darty

67% of French people report changing a number of their
day-to-day practices to reduce the impact of their consumption
(YouGov)

59% of French people recover, reuse, repair products/materials
(YouGov)

In 2019, only 17% of French people trusted large companies
(YouGov)

92% of consumers believe that the appliances and high-tech
products they buy are designed not to last from the outset
63% of French people believe that access to culture is
expensive (Observatoire Cetelem)

Towards a model that promotes more responsible
consumer patterns:
1. Promote a more circular economy
Raise awareness among public authorities
Help customers make an educated choice
Encourage repairs
Develop the “second-life” business
Promote the recycling of WEEE
2. Promote economic, social and cultural development
in the business territories
Continue to develop activity in the business territories
(stores, deliveries, after-sales service, etc.) and create jobs
Facilitate access to culture for the greatest number of people
Develop solidarity by supporting associations

3: Risks associated with the environmental impacts of the activities conducted

The SDGs (" associated with these challenges:

Context

Levers put in place by Fnac Darty

In 2016, the world produced the equivalent of 4,500 Eiffel
Towers’ worth of electronic waste (UN)
Freight transport accounts for up to 25% of CO, emissions

in cities (Committee for the Strategic Analysis of the Automotive

Industry)
83% of French people blame companies and industries
for climate change (YouGov)

(1) SDGs: UN Sustainable Development Goals.
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Reduce CO, impacts
Set up governance to integrate the environmental challenge
at all levels
Reduce the carbon footprint linked to transport and energy
(most direct impacts)
Reduce waste impacts
Reduce the impact of packaging waste (upstream
and downstream)
Promote a circular economy



CORPORATE SOCIAL RESPONSIBILITY

4: Risks associated with the integrity of Fnac Darty and its partners

The SDGs " associated with these challenges:

Context

Levers put in place by Fnac Darty

67% of French people are worried about the protection

of their personal data (Harris Poll Institute)

55% of consumers have already decided against making

an online purchase because of concerns over personal data
protection (KPMG)

The Big Four tech companies (GAFA) are increasingly attacked
by public authorities due to their practices of breaching user
privacy by exploiting their personal data

This chapter is structured according to the four risk categories
deemed the most important in terms of the Group’s business
activities.

The CSR Department is represented at the Executive Committee
by the Director of HR, CSR and Governance. It benefits from links
within business lines and countries, and can count on support
from several multi-disciplinary committees:

m a Climate Committee, responsible for defining, deploying and
respecting the Group’s climate roadmap;

m an Ethics Committee, which ensures that the Group complies
with regulations relating to ethical business conduct, particularly
the GDPR, Duty of Care and Sapin Il laws;

m a CSR France Committee and an International CSR Committee,
which guide the CSR country roadmaps as part of the Group’s
mission and strategy; and

m a CSR Committee within the Board of Directors, described in
chapter 3, which reviews the Group’s CSR policy twice yearly,
S0 as to pass on the salient points to the Board of Directors.

In addition, other committees, described in chapter 3, regularly
address CSR risks:

m a Risk Committee, which incorporates the most salient CSR
risks; and

m an Audit Committee, which monitors policies designed to
prevent and mitigate certain CSR risks.

(1) SDGs: UN Sustainable Development Goals.

Ensure exemplary business conduct
Fight corruption
Set up an oversight plan (“Plan de Vigilance”) to reduce health
and safety risks, human rights risks and environmental risks
related to the Group’s activities and those of our partners
and subcontractors
Protect the personal data of customers and employees
Ensure responsible tax behavior

In addition, the variable portion of compensation of the CEO and
members of the Executive Committee includes a CSR objective,
set in consultation with the CSR Department. These objectives
relate to the executives’ respective responsibilities.

Lastly, the long-term incentive plan (LIP), which aims to strengthen
the loyalty of the company’s key managers, incorporates a criterion
for achieving a CSR objective.

The companies excluded from the scope of publication are as
follows:

m Nature & Découvertes (acquired in 2019);
m Billetreduc.com (acquired in 2019);
m BCC (active search for a partner begun in 2019);

m Franchise stores, still included in the oversight plan (“Plan de
Vigilance”) and taken into account when determining the CO,
emissions associated with the transportation of goods.

WerFix, who joined the Group in 2018, is integrated within this
DPEF.

Note: Although the indicators of Nature & Découvertes are not
consolidated in this DPEF, the company’s CSR policy is presented
at the end of this chapter.

The scopes per indicator, their definition and the calculation
methodologies used are set out in each of the four parts. A more
detailed methodology note is available at the end of the chapter.

2019 UNIVERSAL REGISTRATION DOCUMENT == FNAC DARTY 51




CORPORATE SOCIAL RESPONSIBILITY

Risks associated with business developments in the sector

2.1 Risks associated with business developments
in the sector

KEY CHALLENGE: DEVELOP OUR MOST VALUABLE ASSET: PEOPLE

The social data reported in this chapter relates to all Fnac Darty subsidiaries, with the exception of BCC, Billetreduc.com, Nature &
Découvertes and Fnac Eazieer.

Franchises are also excluded from the scope.

Key figures

2017 2018 2019

Employees @ 25,813 24,956 24,046
(a) Excludes employees who are: shift workers, temporary workers, student interns and workers on short-term assignment abroad under “VIE” contracts.

Distribution of employees 2019

Belgium
1,798

Iberian Peninsula

(Spain, Portugal)
4,216

France-Switzerland
18,032

52 2019 UNIVERSAL REGISTRATION DOCUMENT == FNAC DARTY



CORPORATE SOCIAL RESPONSIBILITY

Risks associated with business developmentsin the sector

Indicators @ 2017 2018 2019

Employees and organization of work

Proportion of open-ended contracts 87.51% 88.31% 88.30%
Proportion of temporary workers © (from fixed-term contract + open-ended

contract + temporary employees) 18.44% 15.16% 11.80%
Average seniority of employees on open-ended contracts (number of years) 12.10 12.72 12.75
Proportion of full-time workers (from employees on open-ended contracts) 80.48% 80.59% 81.90%
Proportion of managers (from employees on open-ended contracts) 18.80% 19.45% 22.64%
Training

Proportion of employees trained via classroom programs 50.71% 52.34% 65.99%
Average number of training hours per employee trained 21.66 h 17.21h 156.35h
Absenteeism

Absenteeism due to sickness 4.20% 4.63% 4.61%
Overall absenteeism 5.79% 6.56% 6.46%
Health and Safety

Frequency rate of accidents with stoppage time 27.52 25.39 27.48
Severity rate of accidents with stoppage time 1.45 1.41 1.46
Number of employees trained in safety 5,567 5,639 6,000
Total number of hours of safety training 33,165 30,163 31,514

(@) The definitions are given in the associated paragraphs when required.

(b) Any employee with a fixed-term contract which links him or her to a company specializing in the placement of temporary workers. In countries where
temporary employment agencies do not exist, any person hired to temporarily fill a gap in staffing requirements.

Over the last ten years, the Group has experienced major
upheavals. The digitization of cultural content and emergence of
e-commerce have completely transformed the company’s markets.

As a direct result, employers are faced with a rapidly changing
jobs environment, and anticipating and keeping pace with these
changes is both a strategic challenge and a responsibility.

The Group has identified this changing environment as a significant
risk. This is due to its close relationship with the Company’s
performance and its impact on employees, especially regarding
their employability.

In this respect, the Human Resources Department has drawn up
a roadmap with three objectives: develop the required skills to
meet current and future needs, strengthen the Group’s agility — a
key element of the Confiance+ strategy — and promote employee
engagement.

1/

The Group is investing and innovating in training to support its
employees as their jobs evolve and to enable the company to
remain efficient.

For Fnac Darty, this means adapting to changes in the sector
and the latest customer expectations, as well as adopting a
responsible policy that allows all employees to develop their skills
and employability.

To this end, Fnac Darty invests in the training of its employees
according to five objectives:

m develop a multimodal offer, particularly to enhance product
expertise;

m develop the performance and quality of customer relations; and
m develop expertise in business, services and sales techniques;
m develop managerial skills; and

m anticipate future skill requirements.
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Risks associated with business developmentsin the sector

Training-related indicators, including safety training * 2017 2018 2019

Proportion of employees receiving training in classroom over the year

compared to total number of employees @ 50.71% 52.33% 65.99%
Proportion of employees receiving training in classroom and/or via

e-learning over the year compared to total number of employees @ not available not available 82.90%
Average number of training hours per employee trained in classroom 21.66 h 17.21h 156.35h

*

Scope: Fnac Darty, excluding franchises.

(a) Employees (open-ended and fixed-term contracts) as of December 31, 2019.

A multimodal training offer, particularly
to enhance product expertise

In 2018, Fnac Darty set up an Academy that continued its work of
pooling and internalizing training work in 2019, based on selecting
the best programs and ensuring they were tailored to the business
lines in question. By internalizing its training work at the Fnac Darty
Academy, the Group makes gains in both expertise and agility,
while reducing its teaching costs.

Training is now overseen by this Academy and is based on
classroom programs as well as e-learning modules. Through
this multimodal learning program, Fnac Darty seeks to offer its
employees the opportunity of continuous training, at their own
pace, based on the organization of their work week, but also their
diverse skills and objectives.

Classroom training aims to foster understanding of a product’s
overall use as well as its technical specifications.

E-learning training programs provide employees and franchises
with access to over 550 modules, which can be accessed
remotely via computer, smartphone or tablet. In 2019, 156,144
modules were taken and validated (compared with 108,877 in
2018), predominantly by salespeople.

The Group’s training teams increasingly rely on this flexible format
to extend their offering to topics that deal with societal themes:
the fight against corruption and influence peddling, consumer
rights, protection of personal data, and detection of gender-based
discrimination.

Furthermore, the Group continues to rely on an innovative
application, NAPS, to anchor learning in usage and reinforce
knowledge of the Group’s products and services. The principle
of NAPS is to encourage training through play and by highlighting
progress made. This application lets salespeople validate “product”
and “sales technique” training, consult product news, take quizzes
and chat with the sales community. In this way, other salespeople
become a key part of their training. Since 2016, there have been
more than 6,000 Fnac Darty NAPS users, and this figure continues
to climb.
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Finally, in 2019, the Academy began integrating virtual reality
formats into the teaching tools used during induction days for
executives, thus allowing them to visit the Group’s logistics sites
virtually. 340 virtual visits were carried out in the first year. The
development of these innovative training tools will gather speed
in 2020.

Develop performance and quality
of customer relations

Strengthening customer culture is one of the key objectives of the
Group’s strategic plan.

To this end, in 2019 the Group deployed an 84-hour program
aimed at employees in contact with customers in Fnac and Darty
stores (salespeople, customer service agents, after-sales service
technicians), as well as delivery personnel and call center advisors:
the Excellence Client (customer excellence) program.

Over 800 employees volunteered to take part in this ambitious
program, which was designed and deployed over 18 months, and
takes into account the reality encountered on the ground. It offers
modules differentiated by banner and business line to meet the
needs of the various audiences, while respecting the DNA of both
banners. Participants acquire skills, which managers then help
to deploy.

The engineering behind the customer relationship modules is
co-built with the Group’s best marketing experts, thus allowing
participants to acquire an in-depth understanding of new customer
expectations, in particular.

The course also aims to enhance mobility to other areas or to new
business lines. It supports participants on their path to obtaining
certification that is recognized within the inventory of the French
Commission for Professional Certification, as well as by the
professional branch.



Develop expertise in business, services
and sales techniques

The Group endeavors to strengthen the expertise of its employees
in contact with customers, whether they are salespeople, delivery
personnel, technicians or call center advisors.

In addition to the “products and services” training delivered
regularly to salespeople, the Fnac Darty Academy has set up
two systems dedicated to highly technical areas where experts
are harder to find: kitchen design and sales, and home-service
technicians.

The Kitchen Academy and the Tech Academy:
new skills and gateways for employees

In 2018, Darty’s Kitchen Academy opened its doors to Fnac
employees, in order to allow them to access the kitchen design
business line. This training course supports the development of
the kitchen business as part of the Group’s policy of diversification.

Regarding after-sales services operations, in order to mitigate the
impact of future technician retirements and to enhance French
coverage of repair services, the Academy has developed a
program to train technicians, known as the Tech Academy. This
specific program is intended both for internal employees and for
new recruits.

In partnership with two apprentice training centers (CFA), the
Group opened four classes in 2019, welcoming 68 people in total,
of which 12 employees from various spheres (sales, delivery, IT
workshop).

Alongside recruitment, the technicians’ skills were also enhanced,
thus strengthening the strategic aspect of the Group’s commercial
and environmental policy, aimed at extending the life span of
products. In this way, 80% of home-service technicians complete
at least one of these training courses each year.

At the same time, the Fnac Darty Academy developed several
training courses for delivery teams, including an e-learning course
on water, gas and electricity commissioning, and a classroom-
based course on the delivery and installation of built-in and wall-
mounted products. In partnership with an apprentice training
center, the Group opened two classes for delivery students on
work-study programs, welcoming 25 people.

VAE: a diploma set to enhance employability

To complement all the systems set up to help employees enhance
their skills, Fnac Darty has for several years implemented a
program to validate prior experience, known as VAE.

In 2019, this program enabled 41 people to obtain a diploma (bac
pro commerce, bac pro ARCU — customer/user relations, bac pro
Logistics and bac pro MUC — management of commercial units).

CORPORATE SOCIAL RESPONSIBILITY
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Improve access to the world of work for young
people through work-study programs

For several years, Fnac Darty has pursued an active policy for the
professional integration of young people by promoting work-study
programs. As of December 31, 2019, the Group had taken on
961 employees under professional development or apprenticeship
contracts.

These work-study participants are present across all job
categories: sales, customer service, logistics, after-sales service
and back-office functions such as accounting, marketing,
communications and human resources.

Develop managerial skills

In 2019, the Group launched the Do-It Master’s program intended
for a community of managers from the Operations Department and
from the Registered Office. More than 700 employees chose to
register for the courses offered to supervisors and local managers
(116 hours) and to executives and directors (154 hours).

Backed by the Kedge Business School, the Do-It Master’s
program will offer a dynamic and innovative multimodal teaching
style that is fully bespoke. These programs will allow new skills to
be developed in order to rise to the challenges of the Confiance+
strategic plan not only in management, but also in customer
excellence, value creation and sustainable development.

The two training courses will grant partial certification from Kedge
Business School, at undergraduate level for local managers and
at postgraduate level for executives and directors, thus helping to
enhance career paths.

Always a step ahead of future needs

Development, mobility and succession plans

Development reviews are implemented each year throughout the
Group to provide an overview of the results obtained by employees
and their opportunities for development. These reviews lead to the
formulation of development and mobility action plans.

The most promising profiles identified follow a specific program
that combines collective formats (lectures from prestigious
French universities, discussions with the Group’s main directors)
and individual actions to meet their specific needs. In particular,
this process helps to identify suitable candidates for succession
planning in top management.
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Analysis of Strategic Workforce Planning

In 2019, Fnac Darty initiated a Strategic Workforce Planning
approach aimed at examining the differences between how
the workforce is currently structured and the target forecast
of the workforce in the medium term (six years). The results of
this study should thus enable better forecasting of staffing and
skills requirements, with regard to market developments and the
Group’s development strategy. In this context, negotiations on job
management and career paths will be held in 2020 with the trade
union organizations represented within Fnac Darty.

2/

Changes in the social structure

2019 was marked by the establishment of an Economic and Social
Committee (ESC) for each legal structure and a Fnac Darty single
Group Committee.

In France, workplace elections were organized to set up the first
ESCs, which help to simplify the social structure by ensuring that
employee representation is now handled at legal-entity level and no
longer at store or site level. Local representatives were also put in
place so that representatives still exist at the lowest organizational
level.

This new corporate structure ensures the effectiveness of
discussions with employee representatives while guaranteeing
an appropriate level of proximity between operating entities and
employees, thereby improving the Group’s agility in the rollout of
its projects.

As for the single Group Committee in France, its creation was
the result of the merger of the Fnac and Darty Group committees
following a collective agreement signed by eight trade union
organizations. Represented by a balance of elected representatives
from the ESCs of Fnac and Darty, it gives employee representatives
a company-wide view of the Group’s social and economic
challenges.

In addition, a European Works Council, the only body that
represents employees at the European level, was set up in 2018
and consists of 18 employee representatives from both banners
and across their five countries. It provides information and an open
exchange of views on the Group’s strategy, its social, economic
and financial position, as well as on issues relating to corporate
social and environmental responsibility at the European level.
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Rethinking organizations and working methods
to make gains in consistency, efficiency
and agility

Moving towards alignment of the organizational
methods of Fnac and Darty

In 2019, the Group continued to align the operating activities and
support departments of Fnac and Darty in order to homogenize
their modes of operation and strengthen Darty’s operations
management. Following the organizational alignment in the
Operations sector in 2017 and 2018, this approach aims to
facilitate a shared Group vision. It has also helped to enhance
mobility between the banners (51 inter-banner moves made in
2019).

Development of remote working
at the registered office

Since 2017, employees at Fnac Darty’s registered office who meet
the eligibility conditions, including compatibility with their position’s
requirements, have been able to work remotely one day a week.

Since 2019, thanks to an agreement following mandatory annual
negotiations, a second remote working day was established for
employees aged over 55.

A new organizational approach for Parisian stores

After six months of negotiations with its social partners, Fnac
Paris signed three agreements scheduling a full review of work
organization at Fnac’s Parisian stores to make them more effective
while maintaining employee numbers.

With implementation scheduled to start in 2020, the project
provides for the extension of salespeople’s responsibilities
(execution of simple payments and greater versatility on the shop
floor), alongside more equitable and effective management of work
on Saturdays and public holidays.

A brand new five-year training plan and personalized support
measures are scheduled, along with financial compensation
(monthly bonus).

A Digital Factory to enhance agility when executing
projects in relation with IT

A major strategic area for the Group, digital acceleration has been
key to the transformation of work organization and candidate
experience at the registered office. With the dual aim of further
removing barriers between the IT and Marketing Departments,
and attracting talent to highly competitive positions, Fnac Darty
has established a Digital Factory.



This pilot organization comprised 187 people at the end of 2019,
44% of which were Group employees and 20 were new recruits. To
attract talent, Human Resources employed innovative recruitment
techniques (job dating, co-opting, collaborative recruitment) and
more modern integration pathways (onboarding, assignment of
sponsors, etc.).

Based on agile operating methods, the Digital Factory is devoted
to projects to develop the Group’s e-commerce sites and the
digital and omnichannel customer experience, by promoting co-
building and expertise sharing.

This agility enables the continuous delivery of all necessary
improvements in order to design effective, easy-to-use digital
products for regular users of the Group’s sites and applications.

3/

Develop a common culture and a sense
of belonging

To help build closer ties between strong brands in the same Group,
Fnac Darty is convinced that developing a common culture and a
sense of belonging is key.

In addition to the structural changes in organizations, which
promote a sense of belonging to a single Group (see paragraph 2),
the implementation of employee share ownership and the definition
of a Group mission allow employees to focus on a joint project.

Give employees a stake in the company’s results
through employee stock ownership

After an initial employee share ownership campaign in 2018, Fnac
Darty renewed the program in 2019 to involve as many employees
as possible in the Group’s development and success.

A vehicle for sharing and commitment, this plan has given
employees the opportunity to indirectly become a shareholder of
Fnac Darty through a corporate investment fund (fonds communs
de placement d’entreprise, or “FCPE”). Launched in six countries,
it included a matching contribution of up to €700, and a 20%
discount.

With subscriptions from some 4,500 employees (average
subscription of €1,400), representing an overall subscription rate
of 19%, the employee stock ownership plan increased the share
capital by over 111,000 shares and represented a net matching
contribution of €2,500,000.
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Define the company’s raison d’étre: strengthen
the links between teams and the meaning
of their contribution

In 2019, the Group reflected on its raison d’étre, with the aim
of federating its teams and guiding the company in its strategic
choices and its day-to-day trade-offs.

In a society where seemingly limitless choice and the ecological
crisis are calling consumer patterns into question, Fnac Darty
wished to examine its societal role. By looking into its contribution
and responsibilities, along with its DNA and long-term vision, the
Group laid the foundations for an ambitious collective project, in
line with its most significant challenges.

This introspective work was conducted in consultation with
representatives from all Group business lines, and is set to
continue, chiefly to spearhead the raison d’étre “Committed to
providing an educated choice” (“Engagés pour un choix éclairé”)
in managerial practices and the decision-making process.

Described in chapter 1, this raison d’étre aims to be a powerful
managerial tool, which will help cement the link between banners,
build a common culture, give meaning to everyone’s work and
thus strengthen team commitment on a daily basis. In fact, Fnac
Darty is convinced that this raison d’étre will be a source of pride,
inspiration, innovation and thus of performance.

Encourage quality of life at work
and professional equality

Listen to employee difficulties and expectations:
Supermood

Aiming to drive employee engagement as well as possible and to
best respond to employee expectations and difficulties, in 2018
the Group launched an innovative approach for listening to its staff:
Supermood.

Its principle is to send four short questions each month to all
employees in France and to a number of international subsidiaries,
S0 as to check on their “mood” in real time, thus allowing managers
to provide appropriate, targeted and timely answers.

Of these monthly questions, two deal with various topics (quality
of life in the workplace, management, training, work tools, fair
treatment, etc.), one is an open-ended question on these same
topics, and the last question — the only one which is the same
each month — concerns the overall level of employee commitment.

This system was deployed in France in 2018, before being
extended to all international subsidiaries in 2019.

By late 2019, 21,800 employees in six countries had thus been
able to give their opinion on their working conditions each month.
From 2020, employees at Nature & Découvertes will be able to
do likewise.
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In 2019, the response rate was between 40% and 50%, while in
December 2019, the Company’s average " recommendation score
was 7 out of 10.

A professional equality and diversity policy

Convinced that diversity is a source of wealth and creativity, Fnac
Darty has historically pursued a policy aimed at promoting gender
equality as well as the employment and retention of people with
disabilities.

This commitment is visible from the outset in recruitment, via the
use of recruitment partners and channels dedicated to those
potentially subject to discrimination, such as Hello Handicap,
Hanploi, Cap Emploi, partners such as Aris, Job dans la ville or
Ares, training organizations such as Greta AISP, LB Développement
and the Stephenson Apprentice Training Center.

It is also demonstrated through payment of the apprenticeship
tax in France, a portion of which is paid to specialist schools and
centers (Sport dans la Ville, Fondation Agir contre I'Exclusion,
Ecole de la deuxiéme chance, Maison Familiale Rurale Le Village,
Institut Télémaque, etc.).

Key indicators *

December 31,2017

Promote gender equality

In 2019, Fnac Darty published its first gender equality index, in
line with Law 2018-771, known as the “Professional Future” Law
of September 5, 2018, assessing the level of gender equality
using five measurement indicators: pay differentials, difference in
obtaining an individual raise, difference in obtaining a promotion,
satisfactory award of an individual raise after maternity leave, and
lastly, level of gender equality in teams.

As regards Fnac Darty France, this first consolidated index,
published on the institutional website in 2019, gave the company
a score of 78 out of a total of 100, based on 2018 social data.

In 2020, based on 2019 social data, the consolidated index
was 90/100, a significant increase as a result of the action taken
following the publication of the first index.

Details of the results by subsidiary are updated annually and can
be accessed via the Group’s website.

For 2019, the main indicators relating to gender equality in teams
and fair treatment based on gender are as follows:

December 31,2018 December 31,2019

Percentage of women in the total workforce

Percentage of “manager”-level women
in the workforce

Percentage of women store managers

Percentage of women on the Board of Directors
Percentage of women on the Executive Committee
Percentage of women in Group leadership roles

Percentage of women employees who have
received a raise

Fnac France,

38.22% 38.59% 39.04%
34.01% 34.67% 35.65%
Unknown 10.37% 13.62%
(21% for (23.26% for (22.90% for

Fnac France Fnac France

not measured and 5.56% and 7.51%
for Darty France) for Darty France) for Darty France)
50% 60% 50%

16.67% 20% 33.33%

19.57% 20.74% 24.31%

not available not available 28.9%
(compared with

26.3% for men)

*  Except where specified, the scope relates to Fnac Darty, excluding franchises.

The rate of 39% of women in the total workforce must be viewed
in the context of the sector and the Group’s business lines:
traditionally retail, logistics and after-sales service tend to have
a male bias.

In 2019, a women’s leadership program was established:
19 women benefited from four days of professional development
coaching.

In 2020, negotiations will be conducted on the quality of life at work
and professional equality at Group level. The method agreement
setting out the framework and terms for these negotiations
was signed unanimously in 2019 by representative trade union
organizations at Group level.

Conducting these negotiations at Group level will enable a
common policy to be created and strengthen the equality of
treatment between employees.

(1) This score is determined via the question: “How likely would you be to recommend Fnac Darty as a good company to work for?”
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Key indicators * 2017 2018 2019
Percentage of people with disabilities in the total workforce

as of December 31 4.43% 4.29% 4.39%
Percentage of people with disabilities newly recruited

under open-ended contracts - 1.61% 1.12%

*  Scope: Fnac Darty, excluding franchises.

For many years, Fnac Darty has been committed to employing
people with disabilities. It has also built awareness among teams,
participated in dedicated job forums, implemented an adapted
professional development process and promoted best practices.
The Group’s Disability mission drives this proactive policy.

For the last five years, the Group has partnered with Greta AISP,
a specialist in education and training for deaf people, to create a
one-year professional development course to enable deaf people
to achieve industry-recognized skills as customer service advisors
or to allow them to access the editorial product sales and after-
sales service businesses. In 2019, this program made it possible
to incorporate 42% of deaf people who followed this course into
an open-ended or fixed-term employment contract.

To further encourage the teams’ commitment, each year the
Group revives the competition known as the Handi’Trophée. This
internal competition recognizes the entity that has implemented
the best approach in promoting the employment of people with
disabilities. In 2019, the prize was awarded to Fnac Logistique for
its awareness-raising initiatives to integrate different profiles and
for the recruitment of a deaf person to an open-ended contract
and another to a fixed-term contract.

Key indicator *

Guarantee employee health and safety

At the heart of the Fnac Darty model, the logistics and after-
sales service business lines are particularly challenging, and the
company ensures that the employees concerned are as safe and
healthy as possible.

The key figures for logistics and after-sales service in France:
m 11 warehouses, 85 platforms;

m more than 1.8 million deliveries, approximately 500 vehicles;

m after-sales service: 29 service centers, 126 technical centers,
approximately 750 vehicles; and

m 2,500 employees dedicated to after-sales service (home
technicians + workshop technicians + in-store technicians).

The absenteeism rate is one of the indicators monitored by the
company to measure the impact of its policy on the health/safety
of its employees, particularly those most exposed to difficult tasks.

This rate was stable in 2019.

2017 2018 2019

Absenteeism due to sickness ©

*

Scope: Fnac Darty, excluding franchises.

4.20% 4.63% 4.61%

(@) Absenteeism due to sickness: iliness, prolonged iliness, hospitalization. Occupational illnesses and maternity, paternity and parental leave

are not included.

Key indicator *

2017 2018 2019

Overall absenteeism @

*  Scope: Fnac Darty, excluding franchises.

5.79% 6.56% 6.46%

(a) Overall absenteeism: illness, maternity leave, paternity leave, workplace accident, travel accident, occupational illness, unjustified absence.
Excluded: paid leave, special leave (marriage, baptism, moving house, etc.), training, unpaid leave, trade union leave and parental leave,

RTT (reduction in working hours) for France.
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Health and safety for the most exposed business
lines: delivery drivers and logistics

Fnac Darty pays particular attention to the health and safety of
its logistics employees: goods transportation and handling pose
significant risks in terms of road accidents and accidents linked to
physical constraints and repetitive actions.

An action plan in progress for increased road safety

Aimed at protecting the health and safety of a thousand delivery
drivers and several hundred home technicians, the Group has
made road safety a priority, as seen by the signing of the charter
of employers committed to road safety in 2018.

Key indicator*

In 2019, the French Institute for Road Safety and Research
(’Institut national de sécurité routiere et de recherches or
“INSERR”) was commissioned to conduct an audit of the
accidentology and incidence of claims (figures, causes, control
procedures), and to deliver training in road hazard prevention and
eco-driving.

Based on the audit findings, Fnac Darty set up a cross-functional
working group to design a comprehensive four-part action plan
covering prevention, training, support, suppression. As such,
several actions are currently being rolled out: establishment of
random regular fleet checks, formalized driving license checks
once a month, training in road hazard prevention and eco-
driving, more widespread post-accident interviews, and the
implementation and sharing of new performance indicators.

2018 2019

Number of at-fault accidents/Fnac Darty fleet @

*  Scope: France.

12.15 14.21

(@) Fnac Darty fleet: light vehicles, utility vehicles, heavy goods vehicles and two-wheelers.

This action plan is also based on pre-existing training modules:
four e-learning modules and micromodules on the NAPS learning
application.

Fnac Darty also uses broader actions to raise awareness.
To this end, the Group partnered with the Road Safety
organization to create the 2019 edition of the photo competition
#0OnPosePourLaPause (“pause to strike a pose”). Throughout the
summer, printed messages on the Group’s vehicles encouraged
French motorists to take a break at least every two hours during
long journeys.

Risk prevention strengthened in warehouses

During handling activities, repeated movements and bearing heavy
loads are at the root of workplace accidents. For several years,
a logistics risk prevention manager has implemented preventive
actions and checks on the correct gestures and postures to adopt
in the warehouse: training, in situ audit by operating executives and
directors, prevention days, nutrition awareness, workshops, etc.

On some sites, warm-up sessions are organized in the morning
by managers and osteopathic visits are offered to employees, for
prevention or recovery.

In addition, the Group continues to invest to enhance workstation
ergonomics every year, thus reducing musculoskeletal disorders,
the leading cause of workplace accidents in the logistics sector. In
2019, soundproofing work was carried out to reduce noise levels
at workstations and secure platforms were installed for high-
access locations. Fnac Darty continues to equip its workstations
with seats or anti-fatigue mats for stations where periods of
extended standing occur. Workstation swapping is encouraged to
avoid over-stressing the joints, and trolleys are fitted with rotating
seats.

To enhance the health and safety of its logistics employees, Fnac
Darty conducted an accidentology inventory on the Group’s main
logistics sites, the findings of which, expected in 2020, will allow
an appropriate action plan to be deployed.

France Group
Key indicators 2017 2018 2019 2017 2018 2019
Frequency rate of accidents
with stoppage time
(fixed-term + open-ended contracts) 35.01 32.04 32.30 27.52 25.39 27.48
Severity rate of accidents
with stoppage time
(fixed-term + open-ended contracts) 1.99 1.92 1.82 1.45 1.41 1.46
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2.2/ Risks associated with changes in consumer patterns

KEY CHALLENGES: PROMOTE MORE RESPONSIBLE CONSUMPTION
AND CONTRIBUTE TO ECONOMIC, SOCIAL AND CULTURAL DEVELOPMENT

IN THE BUSINESS TERRITORIES

Since their creation, the Fnac and Darty banners have
accompanied the changes in consumer patterns by adapting their
business model. In recent years, as a result of heightened climate
awareness, an increasing number of citizens wish to consume
more appropriately. Taking this trend into account is at the heart of
the Fnac Darty raison d’étre: “Committed to providing an educated
choice”, described in chapter 1.

In a world of seemingly limitless choice and over-consumption, an
educated choice means guaranteeing a more responsible range
of products and services, giving consumers all the information
they need to consume wisely, working towards product durability
and repairability, as well as maintaining close links between the
Group’s banners and their customers, and improving access to a
quality culture for all.

These commitments broadly address the Group’s specific
challenges and risks, directly related to its business model:

A/ to transform the linear distribution model into a circular
economy model, to reduce environmental impacts and to
promote more responsible consumption; and

B/ to participate in the economic and social development of
territories, and to promote access to a quality culture for all.

The Group sees these challenges as genuine opportunities for
development and differentiation. To do so, the Group can rely on
the complementary features of its banners.

A TO TRANSFORM THE LINEAR DISTRIBUTION MODEL INTO A CIRCULAR
ECONOMY MODEL, TO REDUCE ENVIRONMENTAL IMPACTS

AND TO PROMOTE MORE RESPONSIBLE CONSUMPTION

As highlighted by the surveys in France and those conducted
regularly by the Group with its customers (, consumers are
increasingly aware and concerned about the ethical, environmental
and social issues associated with their consumption, and
accordingly are changing the way they consume. As such,
“responsible consumption” has seen significant growth.

This desire to consume better comes with stringent requirements
for distribution partners. Fnac Darty consults its customers
every year as to their level of responsible consumption, and their
expectations of the Group; the 2019 survey confirmed that they
want to consume more responsibly, and expect Fnac Darty to
have more information about products and more actions to extend
product life spans.

(1) Every year, Fnac Darty conducts a “responsible consumption” survey with its customers, with the aim of better understanding their consumer

practices and expectations.
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Fnac Darty meets these expectations by boosting all the drivers of the circular economy:

2/ Information to drive an
educated choice and to
encourage manufacturers

to switch to eco-design ECO-DESIGN

5/ Recycling to limit the
depletion of resources and
reduce the environmental

impact of waste A

For the Group, boosting these drivers is even more crucial since
they reduce its environmental footprint, most of which is linked to
the manufacturing phase of products.

1/

Fnac Darty has freely chosen to share the data and knowledge
generated by its activities with institutions, NGOs and brands,
in order to advance the public debate and encourage concrete
measures to promote extending the life span of products and more
responsible patterns of consumption.

Repairability index and environmental impact
rating: two initiatives monitored and taken
by the public authorities

Repairability index

Ahead of the legal obligation to notify customers of the repairability
of domestic appliances and technical products, the Group
established a repairability index for certain products in 2018
(computers, smartphones, tablets — see also pages 63-64).

The launch of this index was the subject of numerous discussions
with the French Ministry for Ecological and Inclusive Transition,
NGOs such as Friends of the Earth and No to Planned
Obsolescence (Halte a I'obsolescence programmée, or HOP),
as well as manufacturers. The Fnac Darty index also played a
large part in inspiring the repairability index imposed by the law on
combating waste and the circular economy.
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3/ Repairs to extend the
life span of appliances

REPAIR

1/ Raising awareness

of sustainability issues Y
among consumers and O\Q
public authorities

4/ The opportunities and
skills to give products a
second life

REUSE

To test the repairability labeling enshrined in law, the Group
also opened its stores and commercial sites to the Ministry
for Ecological and Inclusive Transition and the Inter-ministerial
Directorate on Public Transformation.

Environmental Impact Rating

Fnac Darty is also continuing its work to launch environmental
labeling, in coordination with the Ministry for Ecological and
Inclusive Transition, the Agency for the Environment and Energy
Management (Ademe) and three other voluntary companies. In
2018, the logo and methodology resulting from this collaboration
were rolled out on the fnac.com and darty.com websites, and
across all Fnac stores (see also page 64).

The After-Sales Service Barometer:
a new study to compare brands in terms
of their devices’ life span and reliability

While the technical features of domestic appliances and multimedia
equipment tend to be similar, there is one often overlooked
criterion that varies greatly from one brand to the next: reliability.
In its capacity as the leading player in after-sales service in France,
the Group benefits from a unique database for this purpose.

Based on this observation, after an initial 2018 edition, Fnac Darty
unveiled its second “After-Sales Service Barometer” in 2019 that
specifically provides information about the breakdown rates of
fifteen categories, by brand. This unprecedented study was carried
out in partnership with Harris Interactive and Ademe to ensure
the reliability and objectivity of the results. It drew on the analysis
of 600,000 repair operations and a survey of some 30,000 Darty
customers before releasing its findings.



The lessons learned thanks to the Barometer, such as causes
of breakdowns, availability of spare parts, or life span, help to
highlight those brands that make the biggest effort to produce
reliable, repairable devices.

This study helps drive the sustainability and repairability debate,
and raises consumer awareness based on objective, concrete
data.

Other cooperative works with public
authorities and associations

Alongside committed companies such as Leroy Merlin and
Michelin, Fnac Darty is an active member of the French
Sustainability Club. Established and run by the No to Planned
Obsolescence association (Halte a I'obsolescence programmég),
this network of companies aims specifically to develop and share
expertise in terms of sustainability, to make a genuine contribution
to more responsible commerce.

Raising awareness among the general public

Thanks to its deep commitment to extending the life span of
products, the Group chose to make sustainability a focal point of
Darty’s communication with the general public in 2019.

This position led the Group to revise Darty’s famous “A contract
you can trust” (Contrat de confiance) slogan. Over and above
the three-pronged “price, advice, service” (Prix, Conseil, Service)
approach, the “contract you can trust” (Contrat de confiance)
slogan now includes a fourth commitment: sustainability. For the
Group, the aim is to highlight how this historic commitment helps
the consumer to make an environmental contribution while also
saving money.

The campaign, disseminated via TV ads, posters and specific
events on social networks, aims to reach all French people via
targeted communication focusing on the repair and collection of
electrical and electronic waste. Fnac Darty thus intends to help
educate the general public in terms of sustainability issues.

2/

Helping people to make the best choice
is the historic mission of the Labo Fnac

A unique concept, Labo Fnac has accompanied the banner’s
customers in their purchases since 1972. Every year, its experts,
equipped with a range of sophisticated measuring systems,
test the technical performance of hundreds of new electronic
products. The Lab’s objective scientific methods are recognized
by well-known brands that regularly send their prototypes to it for
evaluation.
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The test results are published each month on fnac.com, and,
since December 2016, on labofnac.com, a new high-tech product
information site that publishes the laboratory’s tests along with
editorial comments, all with the aim of helping consumers to make
the best choice.

There is no equivalent to the Labo Fnac at any other retailer: its
culture of independence sets it apart from competitors due to the
credibility of its recommendations, and this enables it to develop
an unrivaled relationship of trust with consumers. In 2018, the
Darty Lab joined Labo Fnac to expand the product scope and
strengthen its expertise.

In 2019, 764 tests were conducted on 374 products to compare
them based on performance criteria that are not always easy to
assess at the point of sale.

Since 2018, Labo Fnac has been actively involved in the
construction of the repairability index initially launched on PCs
and extended to smartphones in 2019 (see pages 60, 61 and 62).

Sustainable Choice: highlighting
the most reliable brands

In keeping with the After-Sales Service Barometer, to help
customers choose more reliable, more repairable products, Fnac
Darty wished to highlight the most sustainable products via clear,
objective labeling. The criteria used to design this label and select
the products are: breakdown rates noted by Darty’s after-sales
service, and the commitment of the brands to provide spare parts.

The selection is reviewed every three months so as to incorporate
new products. In February 2020, 82 products (59 large appliances
and 23 small appliances) were highlighted in stores and on the
Darty e-commerce site, under the “Sustainable Choice” label.

Following the launch of the Sustainable Choice label, major brands
such as Miele, Samsung, Beko, LG and Electrolux extended the
availability of their spare parts, sometimes over four additional
years. As such, Sustainable Choice contributes in practical terms
to extending product life spans, not just for Group customers, but
for the entire French market.

The repairability index: Fnac Darty,
a forward-thinking player

At a time when brands are being held accountable for their role in
the planned obsolescence of their products, Fnac Darty is taking
the opposing view on these practices by providing information on
product reparability.
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Launched in 2018, this project draws on the technical expertise
of Labo Fnac, which used 10 criteria to investigate the reparability
of laptops. These criteria include the availability of documents or
notices containing disassembly or troubleshooting instructions,
how easy a product is to disassemble, and even the availability and
price of spare parts. The project was extended to smartphones
in 2019.

By the end of 2019, 190 laptops and 18 smartphones had been
submitted for this evaluation, and their repairability index can be
found on fnac.com. The Group hopes to expand this comparative
information each year, in terms of both product numbers and
categories.

Fnac Darty’s repairability index was awarded the Innovation
Award (bronze) at the thirteenth edition of the Grand Prix Favor’i
E-commerce event organized by Fevad, the e-commerce and
remote selling federation.

The deployment of this index led some manufacturers such as
Microsoft to contact the Labo Fnac teams for help in improving the
design of their products. Some recently marketed products have
been designed to make them more repairable.

Environmental impact rating: a Fnac initiative
extended to Darty

The Group’s initial work on this labeling dates back to 2013, when
Fnac implemented an environmental impact rating for televisions.

Extended in 2015 to PCs, tablets and cell phones, this labeling
gives customers extra criteria when choosing a product, as they
know more about its impact on climate and non-renewable natural
resources throughout its life span, from manufacture to waste,
including transport and use.

Over the past year, 67.32% of televisions, PCs, tablets and
cell phones offered for sale in Fnac stores were awarded an
environmental impact rating (compared to 57% in 2018),
representing 2,071 products rated.

On the fnac.com and darty.com sites, 1,122 new products were
also analyzed and rated.

3/

Repairing a product means we can avoid throwing it away and
manufacturing a replacement, but it also results in local jobs
and an economic equation that is increasingly favorable to the
customer.
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Key figures:

m 2,500 employees dedicated to after-sales service in France
(home technicians + workshop technicians + in-store
technicians);

m 5 repair centers;

m around 1,300,000 products repaired at home or in the
workshop in France;

m around 214,000 after-sales service cases closed in-store; and
m 2.5 million calls to remote customer service centers.

Fnac Darty is the leading repair brand in France. For over twenty
years, it has offered repair services as part of the guarantees or
billed when the device is no longer covered by guarantee, across
all devices, purchased from Fnac Darty or elsewhere. These
services help increase product life spans by encouraging repair
over replacement.

In order to be able to offer optimum service quality over the entire
product line, repair agreements are signed with each brand to
allow the Group to obtain any necessary spare parts more quickly
than the times indicated by suppliers.

Darty Max, making repairs easier

One of the lessons learned from the After-Sales Service Barometer
(see page 62) is that the price of repairs (of labor and spare parts)
is a major obstacle. With this in mind, in October 2019 the Group
launched a new service: Darty Max.

Darty Max is a repair and assistance subscription service for all
customers’ large appliances, covering those they already possess
and those purchased after taking out a subscription, at Darty or
elsewhere.

This subscription includes:

m regardless of the product age or banner purchased:
troubleshooting by phone, maintenance and use advice, home
visit and diagnosis;

m  100% of the repair price is covered for at least seven years after
product purchase, and for the full period of availability of the
parts given on the Darty invoice (even after this period, home
visit and diagnosis are included in the subscription price); and

®m reimbursement via gift card of the purchase value for Darty
products if they cannot be repaired during this repair period.

Darty Max is thus seen as a “one-stop shop”, where customers
can find breakdown solutions for all their large appliances, whether
or not purchased at Darty.



WeFix, to extend smartphone life span

The Group greatly strengthened its repair activity with the
acquisition of WeFix in late 2018. Founded in 2012, the
company offers a quick repair service (20 minutes on average)
for the main smartphone models. In this way, WeFix carries out
over 20,000 repairs per month, which are guaranteed for one
year, thanks in particular to the use of original or compatible
components. In addition to repairs, the experts at WeFix conduct
workshop tests and then market some 10,000 reconditioned
phones every month.

The arrival of WeFix within the Group helped to speed up the
banner’s development: in 2019, 42 new repair corners were
opened, bringing their total number in France and Belgium to
96. The opening of these new corners also created jobs: in total,
250 people were recruited and 195 people were trained as repair
technicians.

While about three-quarters of a smartphone’s environmental
impact is linked to its manufacture ™, extending the life span
of these electronic products plays a major part in reducing this
impact. As a result, thanks to the corner repairs carried out and
phones reconditioned, 30 tons of electronic waste was averted.

The Xforce solution, the banner’s flagship offer, provides tailor-
made protection for consumer electronics, and helps to extend
the life span of these fragile devices by protecting their screens
with a self-curing film. In 2019, 80,000 Xforce protective coverings
were installed.

The after-sales service community
to encourage a DIY approach

The Group promotes DIY repair by consumers, and accompanies
them by providing usage and maintenance advice through the
“after-sales service community”, a collaborative site launched in
2018.

This site allows customers to help each other and aims in the
short term to sell spare parts required for DIY repair at home. This
is where the Group will gradually publish the technical knowledge
base that the Darty after-sales service has been building for over
20 years.

In addition, this collaborative workspace allows Internet users and
Fnac Darty technicians to share their experience and knowledge to
extend product life spans. It bills itself as a “Wikipedia for Repairs”.
Its content is checked by a dedicated team of after-sales service
experts, who certify the best solutions so they are always visible
and accessible to the greatest number of people, who can then
use them with complete confidence.

(1) Source: Ademe.
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In late 2019, the website saw a rise in unique visits of nearly 230%
on the previous year (comparison between December 2018 and
December 2019). With more than 4 million users in total since the
community launched, the site features over 20,000 questions and
700 tutorials.

Repairs create jobs

Developing the repair business also allows the Group to support
employment integration and local jobs.

In the absence of a specialist repair curriculum, each year the Fnac
Darty teams train new technicians in-house, specifically through
apprenticeships.

To meet future requirements in terms of numbers of qualified
technicians, the Group developed a specific training program
in 2019, known as the Tech Academy. In partnership with two
apprentice training centers, four classes of learners, comprising
a total of 68 people, including 12 in-house employees, opened
in 2019.

For its part, WeFix trains around thirty repair technicians in-house
each month, through paid training courses within the framework
of a professional contract. After six months and having acquired
all the necessary skills, the trained employees receive a certificate
approved by the AFPA (the French National Agency for Vocational
Training of Adults).

In addition, historically the Group has played its part to help the
reintegration of the long-term unemployed: since 1984, Darty has
been a partner of the Envie network (New Enterprise for Economic
Reintegration). Some of the large appliances collected from Darty
customers are entrusted to them. Envie sorts, cleans, repairs and
reconditions them, and resells them used in its network of stores,
thus helping in the reintegration of dozens of people each year.

4/

In order to find sustainable solutions for customer returns, unsold
products and those with damaged packaging, the Group created
a service dedicated to the “Second Life” of products in 2018.

This activity, which has registered a strong growth, is developing
several recovery channels:

m resale of reconditioned products;
m resale of out-of-service products to discounters; and

m donations.
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In 2019, this activity was structured so it could be extended
across France and into Belgium. Twenty people now work in this
business, across four sites.

Resale of products to customers
or discounters

Second-hand products resold on the fnac.com and darty.com
websites are in good condition:

m products from warehouses with damaged packaging;
m products tested by Labo Fnac;

m products returned by customers within the 14-day cancellation
period after making a purchase online; and

m returns replaced with a new product under warranty

The products chosen for resale to customers are certified as “Fnac
Occasion” or “Darty Occasion”, meaning they are guaranteed for
six months and customers have 14 days to “change their minds”
and return them.

In 2019, 42,408 products were resold in this way by Fnac
Occasion and Darty Occasion, a figure up 17% on 2018.

The other products are resold to discounters, who sign a
responsibility agreement whereby they commit to wipe all personal
data. In 2019, 143,261 products thus found a new home, an
activity up 14% on 2018.

Donations to agents in the social and solidarity
economy

Thanks to donations in kind, Fnac Darty also strives to give a
second life to its unsold products. The “Second Life” service
sharply developed this activity: in 2019, 138,782 products of all
kinds were donated to associations, an increase of 33% on 2018.

Alongside long-standing partner associations such as Emmads
France, Bibliotheques sans Frontieres, Envie and Secours
Populaire (see page 68), Fnac Darty has broadened its donations
to new associations such as Agence du don en nature, Fondation
des Hopitaux de France, Papillons du ciel, Cekedubonheur,
Clocliclown and Marions.
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In parallel, the Group has continued its historical social inclusion
actions, each of which, in its own way, also contributes to giving
a second life to products: the “Braderie solidaire” sidewalk sale in
Dijon, the large-scale collection of books for Bibliotheéques sans
Frontieres, and the partnership with Envie (these partnerships are
described on page 68).

5/

Aware of the significant impact of waste electrical and electronic
equipment (WEEE), the Group has historically been committed to
recovering its customers’ old appliances. For more than ten years,
customers have been able to return their old devices to delivery
personnel during home delivery of bulky equipment. The delivery
personnel then take these items to the non-profit eco-organization
Eco-Systémes. This organization is an approved WEEE recycler
and undertakes to extract any dangerous substances and recycle
up to 89% of an appliance on average: 81% turned into secondary
raw materials and 8% used in other forms (energy, ballast, etc.).

For small equipment, whether or not it was purchased from one
of the two banners, the customer is able to deposit items in the
collection terminals in all stores so that they are also recycled by
Eco-Systémes.

In France, the volume of equipment collected and handed over to
this eco-organization by Fnac Darty amounted to 46,373 metric
tons in 2019. This volume of recycled equipment makes the Group
the principal retail contributor to Eco-Systémes.

Elsewhere in Europe, Fnac Darty collects WEEE for suppliers who
handle the recycling of this equipment. The other four countries
where the Group has stores have also collected 5,116 metric tons
of electrical and electronic waste.

The Group also collects other waste for approved recycling
organizations (batteries, bulbs and fluorescent lights, and ink
cartridges). This waste comes from the company’s consumption
and from customers, who can place their waste in the collection
bins available in all France stores.

As a result, in France more than 150,000 ink cartridges were
handed to Ateliers du Bocage, part of the Emmats network, which
uses recycling as a means of employment integration.
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B: CONTRIBUTE TO ECONOMIC, SOCIAL AND CULTURAL DEVELOPMENT

IN THE BUSINESS TERRITORIES

Fnac Darty considers its omnichannel model to be a major asset,
offering its customers a unique purchasing experience by providing
them with the best digital standards and expert advice from in-
store salespeople.

This model is also beneficial to maximize the impact of the Group’s
societal actions.

Opening more stores, thereby solidifying the Group’s geographical
coverage, allows Fnac Darty to be closer to its customers but
also to contribute to the economic activity of medium-sized cities,
support the projects of local associations and improve access to
culture for the greatest number of people.

At the same time, commercial sites are a great platform for sharing
the Group’s policy of solidarity with customers, by implementing
micro-donation programs for partner associations.

1/

Key figures:

m stores account for 81% of total revenue;
m 880 stores; and

m 78 stores opened in 2019.

The Group opens new stores every year, thanks to its franchise
development strategy, to increase coverage of medium-sized
cities.

Fnac Darty is convinced that this local presence strengthens the
specific bond of trust created over time with its customers.

This strategy is also extremely beneficial to society: it contributes to
the creation of local jobs and thus develops economic and social
activity in the medium-sized cities where the stores open.

2/

A team of 15 employees, including seven regional representatives,
makes the most of stores’ geographical coverage to reinvent
Fnac’s historic mission: access to a quality culture for all, in every
part of France.

This policy of dynamic cultural action aims to achieve three
objectives:

®m encourage the democratization of culture;
m promote cultural diversity and educated choices; and

m support the vitality of artistic creation.

Encourage the democratization of culture

The Group continues its mission to democratize culture by
organizing free cultural events, allowing creators and their audience
to meet. In 2019, 90,000 customers were able to benefit from
some 1,700 events in 127 stores across France.

Some of the events organized by Fnac have become essential
fixtures in the cultural calendar. For instance, the ninth edition of
the Fnac Live Paris Festival brought together 100,000 people for
three days of free concerts in front of the Paris City Hall in July.
In September, for the fourth year running, 15,000 visitors took
advantage of the Fnac Book Fair to meet 100 authors and take
part in 35 conferences.

The Group continues to innovate in the field of cultural action by
developing new formats that promote access to culture for young
audiences. For example, 132 youth workshops were aimed at
children and their families during the year: scientific workshops
(with the Einstein Family of “crazy scientists”), educational
workshops (“Children’s Citizen Forum”), creative events (“Tell Me
a Story”, Pyjamasques) and reading sessions in partnership with
the “Lire et faire lire” association.

Promote cultural diversity and educated
choices

With so many offers and so much information made possible
by the Internet, Fnac intends to take a stance against the
standardization of creation and cultural practices.

The dissemination of various types of content, covering all sectors
of artistic creation, helps in this regard. As such, the music scene is
being opened up to young talent and urban music; contemporary
authors, designers, novelists and YouTubers are regularly invited
to share their passions.

The event formats proposed also bear witness to this variety: from
meetings, lectures, and book signings to masterclasses, concerts,
musical readings, and workshops.
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This variety can also be seen in the advice and tips given to
customers by our knowledgeable teams of booksellers and music
staff.

Lastly, the promotion of culture is strengthened by partnerships
with local cultural institutions (performance venues, concert halls,
festivals, museums, operas, etc.)

Support the vitality of artistic creation

As the leading bookseller in France, Fnac strives to highlight
authors and works with different types of audiences, thanks to
the organization of cultural awards that are viewed as benchmarks,
and considered as high points of the literary calendar.

The Prix du Roman Fnac (Fnac literary award) thus kicks off the
literary awards season in early September, while the prix Goncourt
des lycéens (award for high school students) closes it in November.
The Prix de la BD Fnac — France Inter (award for comics) is
awarded in early January, and allows new talent to flourish.

In addition, Fnac is a partner of the “Writer in Residence” chalir,
created by the Sciences Po institution to introduce students to the
humanities and rhetoric.

To support the emergence of new authors, Fnac also gives
self-published digital authors the chance to sell their books in
paperback format, thanks to its print-on-demand service, and to
make their work available in eBook and paper format on order
from fnac.com and in all Fnac stores. Launched at the end of
September 2019, this initiative, created by Fnac in partnership
with Kobo Writing Life (which already offers self-published titles in
eBook format), gives self-published authors better visibility, wider
distribution and the opportunity to meet their readers in-store.
From October to December, 54 authors used the print-on-demand
service.

Also in keeping with the development of the self-published market,
Kobo by Fnac joined forces with the Quais du Polar detective
novel festival and Alibi magazine to launch its detective short-story
competition, whose winner will be announced in April 2020. Kobo
by Fnac also partnered up with the publisher Préludes and the
Babelio website to launch the fourth edition of the “Tomorrow’s
Talent” competition in the near future. The prize will be awarded
in September 2020 with the winning entry pre-published
exclusively in digital format, with paper publication scheduled for
February 2021.

Abroad, Fnac pursues this same ambition of supporting the
creation and access to culture through awards, exhibitions,
meet-and-greets, book signings and free concerts in stores. Over
7,000 events were held in 2019.
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Stores and websites help facilitate donations
in favor of associations

Since 2017, the Group has associated its customers to its
commitments, by giving them the chance to make small donations
when they make purchases on fnac.com or the Fnac Spectacles
events site, as well as in Fnac and Darty stores since 2019.

All donations collected via these channels helped to raise the
sum of €264,323 in 2019. This generosity from customers helped
to support dozens of socially-inclusive projects led by partner
associations.

For instance, thanks to the partnership with Common Cents, more
than €94,000 was collected in favor of some fifteen associations.
With “Un Rien C’est Tout”, €170,300 was made via micro-
donations that contributed to finance socially inclusive projects.

Historical support

At the same time, the Group continued its historical partnerships:

m a partner of Secours Populaire, for the eleventh year running,
Fnac took part in the “Braderie solidaire” sidewalk sale in Dijon.
This essential event brought together 6,600 visitors, who took
advantage of a wide selection of new entertainment products
— books, CDs, DVDs, toys, video games — at knock-down
prices. In 2019, more than 100 pallets filled with products
were sold, allowing the collection of €168,157. These funds
allowed Secours Populaire to offer over 3,500 vacation days
to disadvantaged families as part of its vacation program,
“Campagne Vacances”;

m a partner of Envie since 1984, Darty continued to provide the
social inclusion body with large appliances, which thus gave a
second life to more than 300,000 broken-down appliances in
2019; and

m a partner of Bibliothéques sans frontieres (“libraries without
borders”), Fnac organized its seventh large-scale book
collection. Fnac works in partnership with its customers at this
event, inviting them to donate their books to the association
each year. In seven years, around one million books were thus
collected to support programs to assist access to education
and culture implemented by the NGO in areas that have
suffered conflict or natural disasters.
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2.3/ Risks associated with the environmental impacts
of the activities conducted

KEY CHALLENGE: REDUCE THE ENVIRONMENTAL IMPACT AND WASTE

GENERATED BY ACTIVITIES

Transporting goods from warehouses to stores, delivering a parcel
or large appliances to the home, repairing an appliance at home to
help a customer, or collecting old equipment: logistics are at the
heart of the Group’s activities. It is one of its key skills and one of
its main strengths in this highly competitive sector.

To become Europe’s benchmark omnichannel platform, each year
Fnac Darty expands its range of services to seize new market
opportunities and to adapt to the expectations of customers, who
wish to enhance speed, simplicity and personalization.

However, Fnac Darty is fully aware of the negative impacts that its
activities generate, primarily greenhouse gas emissions caused by
transportation and energy consumption of its sites.

Limiting these impacts is a major challenge for the Group. In 2019,
Fnac Darty significantly strengthened its governance system in
terms of climate, and set a target for reducing CO, emissions
aligned with the Paris Climate Agreement. The development of a
low-carbon pathway paved the way for an integrated framework to
review all the Group’s activities. Restructuring of the methodology
to measure the Group’s carbon footprint was also begun.

At the same time, Fnac Darty continued its efforts to reduce
the environmental impact of its business, both in terms
of transportation and the maintenance of sites and waste
management.

Transparency and the efforts of Fnac Darty
recognized by the CDP

The efforts made by the Group were rewarded by CDP, a global
non-profit organization that classifies thousands of companies
every year based on the environmental data they voluntarily share.

An international benchmark in terms of corporate environmental
transparency, the CDP raised Fnac Darty’s rating from D to B,
ranking the Group as above average for its sector, which has a
rating of C.

1/

A low-carbon pathway in line with the Paris
Climate Agreement

In 2019, Fnac Darty worked to create a low-carbon pathway that
complies with the global pathway defined by the Paris Climate
Agreement.

With the support of a specialist company, this pathway was
defined in accordance with the recommendations of the Science-
Based Targets (SBT) initiative. The sector-wide approach was thus
preferred, based on the tools of the Sectorial Decarbonization
Approach (SDA) developed by the International Energy Agency.

The target set for Fnac Darty is a 50% reduction in CO, emissions
by 2030 compared to 2018.

This work also helped verify the comprehensiveness and clarity
of the carbon scope measured and disclosed. To ensure that the
impact measurement was comprehensive and to promote the
implementation of a “low-carbon strategy”, the Group established
a multi-level carbon governance.

A Climate Committee to incorporate this
challenge at the highest levels of the company

In order to incorporate the climate challenge in the Company’s
strategies and to create the space for dialogue bringing together
top management and the departments more directly concerned,
a Climate Committee was launched in July 2019. It now meets
once a quarter.

The Executive Committee is represented on this committee by
the Director of Operations and the Director of Human Resources,
CSR and Governance. Alongside them are the Director of CSR,
the Director of Indirect Purchasing, the Director of Logistics,
Transportation and Flows, the Director of After-Sales Service, the
Director of the Services Policy, the Director of Delivery and the
Last-Mile Network, and the Director of National Transportation.
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The Climate Committee intends to discuss and approve the
roadmaps and action plans required to achieve the published
targets in terms of reduction.

In 2019, all members of this Committee undertook training on
climate issues and measuring the carbon footprint.

In order to incorporate the low-carbon pathway within operations,
managers were identified in each relevant department and in each
country where Fnac Darty operates (Belgium, Switzerland, Spain
and Portugal). These representatives are specifically responsible
for measuring the CO, impacts of their activities, with the aim of
making this measurement more reliable, and creating performance
indicators that will allow each department to manage its own low-
carbon strategy.

Overhaul of the reporting process

This strengthened governance was accompanied by an overhaul
of the CO, emission reporting process, which is now decentralized.
This redesign helped put in place various performance indicators
associated with the agreed objective of reduction, aimed at
encouraging the measurement of changes in the carbon intensity
of the various activities.

The data collected and published to date relate to:

As part of an ongoing progress, the Group intends to improve the
monitoring and management of these indicators, so as to make
them operational management tools that are integrated within the
strategies of each department in the Company.

2/

The review of the methods used to collect and calculate the
carbon footprint for transportation and energy helped the Group to
make progress regarding the measurement of its impacts. Thanks
to performance indicators co-built by the CSR Department and
business lines, Fnac Darty can now more accurately measure the
results of actions implemented and the Group’s performance in
achieving its reduction objectives.

This work of creating indicators will continue in 2020, with a view
to obtain an ever-more-accurate view of each activity’s carbon
impact, and thus managing the low-carbon roadmaps to be
developed during the first half of the year.

Scope 1 Scope 2 Scope 3
B2B - transportation of goods between warehouses and stores
(activity subcontracted to carriers) X
B2C e-commerce — shipment of parcels to customers’ homes
(subcontracted to courier services) X
B2C last-mile delivery — delivery of large appliances and large televisions
to customers’ homes (carried out by Darty or by subcontractors) X X
In-home work — technicians’ travel routes (carried out by Darty) X X
After-sales service goods flow — transportation of broken products
between repair shops and stores, and transportation of spare parts
(subcontracted to couriers) X
Sites’ energy consumption (electricity, gas, heating and cooling) X X X

Note that the Group is not yet able to measure the carbon impact
of several scope 3 items — Fnac Darty intends to work on methods
to measure these items, with a view to incorporating them into its
greenhouse gas emission data summary in 2020:

®m business travel (scopes 1 and 3);
m international transportation;
® non-current assets;

® work commutes;
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m customer journeys;
® waste; and
m manufacture of products distributed.

The Group is fully aware that the manufacture of products
distributed represents the vast majority of its environmental
impacts, and it acts decisively to reduce them via actions and
initiatives taken to extend product life spans and to encourage
customers to choose more reliable and repairable products (see
section 2.2, pages 61-66).
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Total carbon emissions of the measured items: transportation (excluding business travel) and site energy

consumption (excluding refrigerant leaks)

(tCO,eq) France Group

2018 2019 2018@ 2019
Scope 1© 12,467 12,105 15,202 14,761
Scope 2® 6,186 5,672 10,248 7,276
Scope 3® 29,124 30,084 35,094 35,915
TOTAL 47,778 47,861 60,545 57,952

(a) Qutside Switzerland, excluding goods transport (B2B) Belgium.
(b) See definition of scopes in methodology note page 90.

These emissions, in absolute terms, pertain to changes in the Fnac Darty scope and changes in the reporting scope (goods transportation

from Belgium not included in 2018).

France Group
2018 2019 Change 2018@ 2019 Change
TOTAL EMISSIONS (CO,eq) 47,778 47,861 +0.17% 60,545 @ 57,952 -4.28%
Integrated Store Network 308 311 +0.97% 448@ 460 +2.68%

(a) Switzerland not included in summary of CO, emissions — thus excluded from the store network.

Breakdown of CO, emissions

Transportation
of goods (B2B)
After-sales 16,385 1C0,eq
service
5,626 tCO,eq
10% .
25%
Last-mile
deliveries (B2C) -
14,405 tCO,eq E-commerce (B2C)

5,625 tCO,eq

The following paragraphs aim to accurately describe the mitigation
policies implemented to limit the environmental impact of the
various items measured, the actions taken in 2019 and the relevant
performance, as well as high-priority areas for 2020.

Goods transportation between warehouses
and stores (B2B)

This is a key skill for the Group, and Fnac Darty Logistics takes
considerable strength from the complementary nature of the
two banners. Every day, thousands of products pass through
warehouses and stores. To serve its 781 stores (excluding Nature
& Découvertes), the Group has a network of 11 warehouses (more
than 350,000 m? in total) in Europe.

Mitigation policies in place

To limit the impact this road transportation has on air quality, noise
pollution and global warming, the Group focuses its efforts on two
drivers:

m |imiting the distances traveled by products, thanks to a suitable
warehouse network; and

m maximizing and optimizing truck loading.

These drivers are activated all while meeting imperatives in terms of
costs/deadlines/availability, ultimately aimed at meeting customer
needs — a condition that is essential to the Group’s longevity.

2019 UNIVERSAL REGISTRATION DOCUMENT == FNAC DARTY 71




CORPORATE SOCIAL RESPONSIBILITY

Risks associated with the environmental impactsof the activities conducted

2019 Actions

In 2019, the Group continued its efforts to optimize distance and
truck loading.

The Group also approached a major manufacturer of electric and
gas vehicles, as part of an inter-company working group intended
to share best practices and progress on the various motorization
technologies available.

2019 Performance

The slight increase in overall emissions from this stream
is due to store openings, which in some countries, like
Portugal and France, led to an increase in the number of
miles travelled.

However, compared to the number of stores, emissions fell
by 5.6% on 2018, due to improved distance optimization
and truck loading.

In France, this optimization also helped to reduce the carbon
intensity per pallet transported by 3%.

Measurement of the carbon footprint of these journeys depends
on the weight of the vehicles or the type of fuel used. The carbon
intensity of this activity is now monitored using “Average CO,
emission per pallet” indicators in France, “average CO, emission
per kilometer” for the rest of Europe, and “Average CO, emissions
per store”.

France
KPI
(kg CO,eq) 2018 2019
Average CO, emissions per pallet 7.98 7.74

Belgium, Switzerland, Spain, Portugal

KPI

(kg CO,eq) 2018 2019

Average CO, emissions per kilometer not available 0.77
France Group

KPI

(tCO,eq) 2018 2019 2018 2019

Average CO, emissions per store (scope 3) 21.46 20.61 22.26 21.00
France Group

Summary

(tCO,eq) 2018 2019 2018 2019

CO, emissions from B2B stream (scope 3) 12,083 12,736 15,943 16,385

Priority areas for 2020

In France, a new provincial transportation pathway should help
reduce emissions by increasing truck loading and reducing traction
to regional hubs.

Shipment of parcels to customers’ homes
or collection points (B2C e-commerce)

E-commerce delivery covers parcels delivered by messengers
— more than 11 million parcels shipped in 2019, of which over
10 million originate from France.

Mitigation policies in place

The Group’s omnichannel model reduces the impact of this activity,
since 43% of e-commerce packages are collected by customers
in store via “click&mag” (in-store collection).

Some of these packages pass through store replenishment
trucks M, or are delivered to customers directly from in-store
stock. As well as a reduction in the number of on-road vehicles,
emissions have been lowered by reducing packaging, given that
some products are no longer overpackaged.

(1) Methodology note: if the package follows this flow (replenishment trucks), its carbon impact is included in B2B goods transportation emissions, rather

than e-commerce transportation.
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As a result, Fnac Darty estimates that over 500,000 editorial
products ordered using click&collect in France were
delivered to customers from in-store stocks, meaning that
the same number of parcels did not travel by road.

With regard to parcels delivered to customers’ homes or “collection
points” by couriers, the Group prioritizes “carbon neutral” service
providers such as Colissimo and Chronopost (La Poste Group). La
Poste is in fact committed to a process reducing its environmental
footprint:

m by gradually renewing its fleet with electric vehicles (Chronopost
services in Paris offer guaranteed delivery using 100% electric
vehicles, and La Poste intends to make all deliveries under
100 kilometers using electric vehicles in France by 2021);

m by optimizing deliveries through bulk loading;
m by using 100% electricity of renewable origin; and

m Dy offsetting its residual CO, emissions, through certified
compensation projects.

In France, around 50% of packages delivered are sent via
Colissimo and Chronopost, and can be categorized as “carbon
neutral” @,

2019 Actions

Signed in 2019, a partnership with Stuart meant that Fnac Darty
could launch a bicycle delivery service from some of its stores.
Around a dozen French metropolitan areas can now benefit from

this service, reducing the delivery’s carbon footprint. The reduction
in associated emissions was not calculated in 2019; measurement
of this reduction will be studied in 2020.

In addition, experiments are in progress to launch a delivery service
on foot or by public transport, thanks to a partnership with the
Urbit start-up.

Also in 2019, the Group expanded its click&collect service, which
reduces its carbon impact by pooling flows, and by limiting the
packaging required to transport these products.

2019 Performance

The emissions associated with this activity are slightly
up on 2018. This increase is largely due to the 3% rise in
the emission factor associated with parcels shipped. The
remainder of the increase is linked to arise in the shipment
of parcels abroad, although the share of parcels sent by air
is down.

The measurement of the carbon footprint depends on the type
of transport (road or air). The emission factor used to calculate
packages transported by road corresponds to the average CO,
emissions per kilogram of package weight (0.4258 kg of CO,eq/
kg of package weight) — this factor was selected because the
average weight of a Fnac Darty package is 1 kg. For shipments by
air, the emission factor used is that of a parcel sent internationally
by La Poste.

The carbon intensity of this activity is now tracked through the
“Average CO, emissions per package” performance indicator.

France Group
KPI
(kg CO,eq) 2018 2019 2018 2019
Average CO, emissions per package 0.47 0.49 0.46 0.48
France Group
Summary
(tCO,eq) 2018 2019 2018 2019
CO, emissions from e-commerce B2C (scope 3) 4,821.25 5,031.31 5,298.39 5,624.65

Priority areas for 2020

In line with its mission to enable customers to make an educated
choice (see page 63), the Group has started to provide customers
with new information on its websites, showing them the delivery
method with the least impact. When they select their delivery
method, the most responsible option is identified.

This project, which is still being tested, was launched on
fnac.com in France in January 2020 and will be extended to
darty.com during the course of the year. The aim will be to
encourage customers to select the in-store collection option for
products already in stock or which can be restocked using the
store’s own vehicles.

(1) Methodology note: despite La Poste’s certificate of carbon neutrality, the Group did not choose to apply a zero-emission factor when calculating
emissions related to parcel transportation via Colissimo. In fact, Fnac Darty considers that offsetting projects do not allow CO, emissions to be limited
at a specific point in time, T. The emission factor selected is identical to that used for a “non-neutral” package.
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Fnac Darty plans to measure the impact this information has on
customer choices and to enhance the visibility of this information
during the purchasing experience.

In addition, the Group intends to continue the switch from air
freight to road freight for shipments to Europe, and to continue
the development of bicycle delivery in urban areas.

Delivery of large appliances to customers’
homes

Fnac Darty has the biggest network of local logistics centers in
France, comprising: 86 cross-docking platforms. From these
sites, the Group’s teams deliver and install major appliances (large
domestic appliances and TVs) at customers’ homes, and collect
their old appliances under the “2 for 1” recovery service (see also
page 66).

Each day, the Group’s delivery and installation personnel use a
fleet of around 500 fully owned vehicles to make service calls
to customers’ homes. In 2019, Fnac Darty made more than
1.8 million deliveries.

Mitigation policies in place

In order to reduce the impact of delivery, for several years the
Operations Department has been engaged in research aimed at
optimizing its delivery routes and aims to reduce the return rates
of its vehicles each year — failed deliveries are mainly due to the
customer not being present at the time of delivery.

2019 Actions

Fnac Darty France took advantage of the need to replace its fully
owned fleet to study diesel alternatives. This project has resulted in
an order being finalized for 20 m? trucks powered by compressed
natural gas: 35 trucks will be delivered in the first quarter of 2020,
i.e. 8% of the French fleet. For the time being, and for reasons of
availability of CNG supply sources, these trucks will be deployed
in Paris, Toulouse, Strasbourg and Lyon. This project makes it
possible to significantly reduce emissions of CO, and other
pollutants, and to anticipate future restrictions on the movement
of diesel-powered trucks.

The implementation of the “2 hours’ notice” system, which notifies
customers of a more precise delivery window than previously, has
also helped significantly reduce return rates.

In addition, in France and taking a less direct approach, the
training of delivery and installation personnel has been enhanced
with respect to the instructions for use they give to customers:
this is crucial for reducing breakdown rates, and therefore the
premature replacement of domestic appliances, since 62% @ of
large domestic appliance failures are associated with inadequate
maintenance.

2019 Performance

In France, the increase was due to the opening of 38 stores
in 2019, and the aging of the vehicle fleet, replacement of
which has begun (see above).

Measurement of the carbon footprint of these journeys depends
on the weight of the vehicles or the type of fuel used. Changes
in the carbon intensity of this activity can be tracked through the
“Average CO, emissions per delivery” performance indicator.

France @ Group
KPI
(kg CO,eq) 2018 2019 2018 2019
Average CO, emissions per delivery 6.69 7.00 not available © 7.15

(@) In France, the calculation of this ratio for the number of subcontracted deliveries and associated emissions is extrapolated from the number of

deliveries and emissions of the fully owned fleet.
(b) Data not available for Portugal and Switzerland.

France Group
Summary
(tCO,eq) 2018 2019 2018 2019
CO, emissions from last-mile deliveries (scopes 1 and 3) 11,213 12,236 13,338 14,432

(1) Source: After-Sales Service Barometer 2019 — Study conducted by Harris Interactive/Ademe/Darty.
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Priority areas for 2020

The Group intends to continue its efforts to reduce return rates
following delivery failures. This will be achieved by setting up a
post-purchase hotline, which will be able to improve classification
of deliveries (free-standing or built-in installation, access to
dwelling, etc.).

In order to optimize loading, Fnac Darty intends to expand delivery
on behalf of third parties. Optimization will also be achieved by
taking better account of traffic when planning delivery routes.

In addition, as part of the gradual replacement of its fleet, the
Group intends to prioritize diesel-alternatives in its calls to tender,
and this includes preparing for electric trucks in the future.

Home service calls

In France, approximately 650 Fnac Darty technicians carry out
around 1,800 home service calls every day, to repair customers’
appliances that have broken down. This service is also available
in Belgium.

Mitigation policies in place

For several years, the Group has been developing remote
assistance solutions to limit the number of home visits. In
fact, in 40% of cases, breakdowns reported by customers are
not really breakdowns, and maintenance advice is enough to
solve the problem. It is increasingly easy to troubleshoot actual
breakdowns remotely, thanks to the widespread availability of
video, technicians’ advice delivered from remote customer service
centers or technology that allows for remote control of the devices
(TVs to date). When necessary, the Fnac Darty teams will visit.

2019 Actions

In France, the handling of minor breakdowns directly in-store at
after-sales service desks continued to be rolled-out.

At the same time, the roll-out of remote assistance solutions was
stepped-up, with the use of an app that enables technicians to
categorize breakdowns properly, in order to avoid unnecessary
visits.

As a result, the “right the first time repair” rate increased in 2019,
resulting in a reduction in the number of visits, and therefore a drop
in associated CO, emissions.

In addition, as the fleet of vehicles dedicated to home service calls
has been replaced, the Group has prioritized vehicles that are more
fuel-efficient.

2019 Performance

In France, the efforts made in 2019 helped prevent
34,000 home visits and saved 123,000 liters of fuel, which
represents a 9% reduction in CO, emissions compared to
2018.

Calculation of the carbon footprint of these journeys depends
on the distance travelled or the type of fuel used. To date, Fnac
Darty has excluded from these figures the energy consumed by
the technical centers and service centers where the technicians
are based. Changes in the carbon intensity of this activity can be
tracked through the “Average CO, emissions per home service
call” performance indicator.

France Group @
KPI
(kg CO,eq) 2018 2019 2018 2019
Average CO, emissions per home service call @ 5.77 5.49 not available © 5.76
(@) Excluding Switzerland and Spain, as they are not affected by this activity.
(b) Data not available for home service calls in Belgium.

France Group
Summary
(tCO,eq) 2018 2019 2018 2019
CO, emissions from home service calls (scopes 1 and 3) 4,274 3,884 not available @ 4,340

(@) Data not available for home service calls in Belgium.
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Priority areas for 2020

The after-sales service department has started to develop an
action plan to more accurately measure and, therefore, manage
the reduction of the impact of these activities.

The areas for examination include: accelerating the growth
of remote assistance, reducing the kilometers traveled by
optimizing technicians’ routes, consolidating home service calls
and improving preparation for them with a view to increasing the
number of right-first-time repairs to reduce visits, and replacing the
fleet with cleaner vehicles.

An eco-driving training plan — crucial to reducing fuel consumption
— has also been launched (see page 60).

After-sales service goods flows

There are more than 2,500 employees in the Group who work
exclusively on repairs, either remotely in remote customer service
centers and workshops, or directly in customers’ homes. When
defective products, whether they are under or out of warranty,
cannot be repaired remotely and are brought back to stores, they
are sent to one of the Group’s four repair centers.

Mitigation policies in place

By its very nature, repair makes it possible to significantly reduce
the Group’s environmental impact: prolonging the life span of
an appliance rather than replacing it is the most powerful way
of reducing the carbon footprint of Fnac Darty’s operations (see
page 64).

In order to limit the transportation of defective products, the
customer pathway focuses on remote solutions (see “Home
service calls” above), or in-store solutions. Darty counters are able
to carry out simple repairs, which do not require spare parts. When
the breakdown is more serious, the products are sent as parcels
or delivered by internal fleet to one of the four repair centers. This
flow of goods also includes the transportation of any spare parts
required to repair the products.

2019 Actions

Fnac Darty conducted a full review of transportation plans for after-
sales service goods flows, with a view to optimizing loading and
reducing the distances travelled.

A pilot was conducted to replace the cardboard containers in
the Chronopost flow with recyclable containers — a test that was
inconclusive due to the inadequate quality of the containers tested.

2019 Performance

In France, thanks to actions undertaken in 2019, more than
7,000 products did not have to be moved, representing a
saving of 264 metric tons of CO,, i.e. an 18% reduction in
carbon footprint.

Calculation of the carbon footprint of these journeys depends on
the distance travelled or the type of fuel used. To date, Fnac Darty
has excluded from these figures the energy consumed by the
technical centers, service centers and warehouses the products
and spare parts pass through. The carbon intensity of this activity
is now tracked through the “Average CO, emissions per product
repaired” performance indicator.

France Group
KPI
(kg CO,eq) 2018 2019 2018 2019
CO, emissions per product repaired 1.89 1.70 not available @ 1.48
(a) Data not available for Spain, Portugal or Switzerland.

France Group
Summary
(tCO,eq) 2018 2019 2018 2019
CO, emissions of after-sales service goods flows
(scope 3) 1,476 1,212 not available @ 1,285

(@) Data not available for Spain, Portugal or Switzerland.

Priority areas for 2020

As part of the action plan being developed by the after-sales
service department (see above), Fnac Darty intends to continue
reviewing the containers used, with the aim of reducing breakages
during transportation, but also looking at the size of these
containers and blocking and filling material.
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The Group also plans to review flows in order to remove
intermediate steps between suppliers and customers.

Finally, work will be carried out on stock adjustment in order to
reduce manufacturing of spare parts.
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Energy consumption of sites

With more than 1,500,000 m? of warehouses, stores and offices,
the energy consumed by the Group’s sites is a substantial source
of its CO, emissions.

Mitigation policies in place

For several years, the Group has set up centralized technical
management in its Fnac and Darty outlets, in order to save energy.
In addition, projects to roll-out the use of LED strip lighting in the
stores of both banners are ongoing.

2019 Actions

Direct purchase of renewable electricity

In order to reduce the carbon footprint associated with its energy
consumption, in 2019 Fnac Darty signed a simplified short-term
contract (Light Power Purchase Agreement) for the direct purchase
of renewable electricity from a wind power producer for 2020 and
2021.

From January 2020, the electricity generated by the Fontanelles
wind farm, operated by Valeco, will cover 13% of the annual
consumption of the Group’s sites. Located in Occitania, this
output farm with a purchase obligation has six wind turbines and
an installed capacity of 7.8 MW.

Solvay Energy Services, in its capacity as balance responsible
entity and supplier, will manage all the electricity generated by
the wind farm and guarantee continuity of supply for Fnac Darty.
This two-year contract paves the way for a long-term PPA (Power
Purchase Agreement) for a further renewable electricity capacity
in the future.

Elsewhere in the Group, Portugal and Belgium continued their
efforts to procure renewable energy. Consequently, 95% of the
electricity purchased by Fnac Belgium and Vanden Borre (+178%
compared to 2018), 97% of the electricity purchased by Fnac
Switzerland and 60% of the electricity purchased by Fnac Portugal
(+13% compared to 2018) comes from renewable sources.

Other actions taken

The Group continued to roll-out technical building management
across the Darty premises, with 40 new sites now covered.

Also on the Darty premises, the Group has been conducting
lighting retrofit programs, implementing LED solutions in nine
stores during the pilot phase.

Three sites benefited from having their heating, ventilation and
air conditioning systems (HVAC) replaced by state-of-the-art
equipment with improved energy efficiency ratios.

2019 Performance

In France, based on a kWh/m?/year ratio, the network’s
energy consumption is down by 9%. This decrease is mainly
due to the positive impact of the roll-out of centralized
technical management on 60 new Darty sites.

The carbon intensity of the sites’ energy consumption is
now monitored using the “CO, emissions from sites’ energy
consumption per square meter” performance indicator.

France Group
KPI 2018 2019 2018 2019
Energy consumption @ of sites by surface area (kWh/m?) 149.25@ 135.34 148.28 139.10
CO, of energy consumption of sites by surface area
(kg 6ozeq/m2) 11.40 10.44 12.550 10.19
(a) By extrapolating the consumption for heating and air conditioning for France (data not available in 2018), based on 2019 consumption.
(b) Data not available for Spain and Belgium.

France Group
Summary
(tCO,eq) 2018 2019 2018 2019
CO, emissions associated with sites’ energy
consumption (electricity, gas, heating, air conditioning @) 13,911 12,762 19,679 15,912
(@) Due to methodological challenges, emissions associated with leakage of refrigerants have been excluded to date.
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Priority areas for 2020

Plans are in place to conduct statutory energy audits on the Fnac
and Darty premises in 2020, with a view both to complying with
the legal obligation and in order to establish a strategic plan of
action to meet the requirements of the new French tertiary decree:

m -40% by 2030;
m -50% by 2040;
m -60% by 2050.

The Group intends to continue retrofitting its lighting with LED
solutions and to set up technical building management in certain
logistics warehouses in the years to come.

Finally, Fnac Darty intends to look at the possibility of setting up an
Energy Management System with a view to obtaining ISO 50001
certification on its facilities in France.

3/

Fnac Darty’s logistics operations mainly produce packaging waste:
pallets of products in protective plastic wrap and cardboard boxes
from packages delivered to customers’ homes or stores as part of
the click&collect framework.

In 2019, the volumes of packaging purchased were as follows:

Key indicators * 2018 2019
Volume of cardboard purchased (in metric tons) 3,699 3,917
Volume of cardboard purchased/Group revenue (kg/€m) 519 533
Volume of plastic purchased (in metric tons) 552 B5jl
Volume of plastic purchased/Group revenue (kg/€m) 70 48

*  Scope: Group

Although cardboard purchases are increasing as a result of the
increase in e-commerce, plastic purchases are declining sharply.
This is partly due to the discontinued use of plastic blocking and
filing material at certain logistics sites in France.

Fnac Darty is putting in place two key strategies to limit this
packaging and waste: optimization of packaging and collection/
recycling of packaging.

Optimization of packaging

In addition to improving the customer experience, packaging
optimization aims to reduce the amount of cardboard and surface
area used in warehouses and stores, as well as transport costs.

In 2018, Fnac Darty logistics sites tested a fully automated
solution that allowed them to reduce to a minimum the amount of
cardboard used through the custom sizing of packages.

This automated system means the amount of cardboard used
can be reduced by 26% to 30%, with savings of 15% to 20% in
terms of floor space and the same amount of volume in trucks.
It has been installed in one logistics site since 2018, and another
warehouse has benefited from this solution since October 2019.
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Collection and recycling of packaging

An exclusive Fnac Darty waste processing center
in the Paris Region

Founded in 1994 by Darty, the Mitry-Mory waste processing
center is a key component of the waste-management policy of the
Paris Region. Located close to a warehouse and logistics center
handling deliveries to customers in and around Paris, the Mitry-
Mory processing center consolidates waste for the region.

This means the Group uses delivery vehicles to take the waste
produced by the Darty stores in the Paris Region to the site. In
this way, the Group optimizes the cost and impact of its transport
operations by avoiding empty runs. Fnac Darty employees then
sort through this waste and recycle any materials that they can,
particularly shipping cartons, plastic, polystyrene, and electric
equipment and electronic waste from returns and in-store
collections.

In order to maximize resale value in recycling loops, the processing
center has equipment designed to solidify non-compressible
volumes, and compact some waste (cardboard, non-hazardous
waste, etc.) or produce expanded polystyrene (EPS).

In 2019, the Mitry-Mory processing center was able to recycle
more than 770 metric tons of cardboard and 270 metric tons of
expanded polystyrene.
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A complete overhaul of waste management

In France, up to now, the collection and sorting of packaging
waste varied from one banner to the other, and often from one
store to another, depending on the regional requirements for waste
management and the areas where sites are located.

In 2019, the Group tasked a specialized consultancy firm with
conducting an audit of its sites in France and initiating a complete
overhaul of the way it manages its waste, 90% of which is made
up of recoverable materials.

There are several desired objectives:

m to ensure that sites comply with statutory requirements (the
French law on energy transition for green growth and the so-
called “5 flux” (“5 flows”) decree, the Environmental Code and
the Order on the obligation to keep an outgoing waste register);

m to reduce the proportion of non-recoverable waste by improving
the separation of materials;

m to reduce the number of collections by solidifying waste,
through investment in compaction equipment;

m to standardize the process for requesting collections and
improve the reliability of monitoring the buyback of recoverable
materials; and

m to put in place common performance indicators.

For the Group, this involves active participation in the recovery of
waste while reducing the costs associated with transporting and
processing this waste.

In the rest of Europe

Fnac Darty also hopes to reduce the environmental impact of
its packaging waste in the other countries where it operates.
Recovery streams vary from one country to another, but in these
four countries more than 1,000 metric tons of cardboard and
nearly 180 metric tons of plastic were recovered in 2019 — a
performance that was up by 22% for recovered cardboard and
by 79% for recovered plastic.

Indicators *

(metric tons) 2018 2019
Recovered cardboard 877 1,072
Recovered plastics 100 179

*

Scope: Switzerland, Belgium, Spain, Portugal.

Collection and recycling of WEEE

In 2019 in France, the total volume of waste electrical and electronic equipment (WEEE) collected by Fnac Darty and recycled by the Eco-
systemes organization amounted to 46,373 metric tons, making the Group the No. 1 WEEE collector in France.

For the Group as a whole, the volume collected and handed over to companies for recycling is 51,489 metric tons.

France Group
(metric tons) 2018 2019 2018 2019
Volume of waste electrical and electronic equipment
handed over to organizations 45,188 46,373 49,961 51,489

The issues associated with this activity are developed further in the chapter “Responsible consumption — promoting the circular economy”

page 61.
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2.4
and its partners

Risks associated with the integrity of Fnac Darty

KEY CHALLENGE: GUARANTEEING THE PROTECTION OF PERSONAL

DATA AND ENSURING EXEMPLARY BUSINESS CONDUGCT

With a growth strategy based primarily on the development
of partnerships — franchises, resellers on the Marketplace,
partnerships with other brands, sourcing that feeds the
diversification strategy — Fnac Darty has strengthened its
compliance policy.

This policy is based on processes and procedures overseen by
the Internal Audit Department. Its quality and relevance for the
changing business environment are also assessed by an Ethics
Committee.

This committee ensures the ethical conduct of the company’s
business, specifically in compliance with the French Sapin I
anti-corruption law, the French act establishing a duty of care by
parent companies and major contractors, and the General Data
Protection Regulation (GDPR). The Ethics Committee approves,
evaluates and improves the ethical approach in place.

Respect, fairness and transparency are at the heart of Fnac Darty’s
day-to-day activity. The Group places particular importance on
sustaining these values in its relationships with employees,
suppliers, customers, partners and shareholders. The aim of
Fnac Darty’s Business Code of Conduct is to reaffirm the basic
principles that should govern each person’s behavior in their
professional life, both individually and collectively. These principles
are reaffirmed through respecting people, respecting company
property, respecting trade regulations, and through the Group’s
commitments to social and environmental responsibility.

Beyond the regulatory aspects, the Fnac Darty affirms its
willingness to manage its tax compliance responsibly by vowing
not to implement artificial tax arrangements.

1/

Personal data protection is at the heart of the challenges faced
by Fnac Darty.

It involves ensuring greater transparency in the use of the data
collected by the banners and that the data is used legitimately,
proportionately and securely.
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The trust of our customers — which is essential for the Group -
necessarily includes strong protection of customer and employee
data. Fnac Darty works to continually improve its practices for the
protection of data within the Group.

In 2017, Fnac Darty appointed a DPO (Data Protection Officer)
with the French data protection authority (Commission Nationale
de I'Informatique et des Libertés or “CNIL”) and has put in place a
governance system for the protection of personal data.

In 2019, the Group continued to work actively on improving its
data protection practices, in accordance with the provisions of
the regulation dated April 27, 2016 (GDPR). In this regard, Fnac
Darty has carried out an action plan coordinated by the DPO and
representatives from each department. The actions in the GDPR
program related to all areas of the company and involved all
stakeholders.

The action plan has enabled the implementation of measures
designed to ensure the respect of its obligations, specifically:

m governance systems for the protection of personal data: Fnac
Darty continued to develop a governance system for the
protection of personal data (management committees and
dedicated workshops). Particular attention has been paid to
improving project governance;

m Kkeeping a register of personal data processing operations: Fnac
Darty has worked on improving data processing registers for all
affected companies in the Group;

® raising awareness and training Fnac Darty employees: Fnac
Darty used a data protection e-learning module specifically
designed for its stores to raise its employees’ awareness of
personal data protection;

m internal processes and procedures documentation: Fnac Darty
worked on improving documentation for its data processing
and formalizing internal procedures. For example, the Group
has circulated its general policy for the protection of personal
data to all employees;



m information for data subjects: privacy policies have also been
revised to make them clearer and more transparent;

m retention of personal data for limited periods of time: Fnac Darty
is responsible for implementing limited retention periods;

m security of information systems for data processing: Fnac Darty
has taken action to improve the security of personal data; and

m agreements with subcontractors and joint data processors:
Fnac Darty has improved the process of taking data protection
issues into account in its relations with its co-contractors by
ensuring its contractual policy contains the clauses required to
secure personal data.

2/

The Group is constantly vigilant and keen to take action under
any circumstances to comply with its ethical commitments. The
Business Code of Conduct and the Gifts and Benefits Charter
document this commitment in detail and apply in all locations
in which the Group operates. Fnac Darty ensures that all of its
employees, Management Committees, Executive Committee and
corporate officers share these commitments. These documents
also form an integral part of the introductory handbook for
new employees joining the Group. Finally, the Business Code
of Conduct is appended to the contracts and agreements that
formalize the Group’s commercial relations with its partners.

Key principles from the Business Code
of Conduct related to preventing corruption

In order to prevent corruption and other behavior that undermines
business integrity, the Group:

m is committed to a zero-tolerance approach to corruption and
influence peddling within the group and in its relationships with
third parties;

m forbids political, trade union, cultural or charitable funding for
the purposes of obtaining any direct or indirect benefits;

m ensures that charitable contributions, patronages or other
sponsorship initiatives are governed by principles of integrity
and made without any expectations of receiving anything in
return whatsoever;

CORPORATE SOCIAL RESPONSIBILITY

Risks associated with the integrity of Fnac Dartyand its partners

m is committed to ensuring that independence and integrity
concerning various gifts or enticements from third parties are
inviolable principles accepted by everyone. To this end, the
Group’s Gifts and Benefits Charter outlines the applicable rules;

m prohibits the remittance of any facilitating payments, regardless
of whether or not these are permitted under local law;

m asks its employees to pay special attention to any transactions
they feel are suspicious and may pertain to money laundering;

m s vigilant regarding conflicts of interest that may arise from
situations where personal interests and the interests of the
company are at odds; and

m is committed, in the acquisition of interests that may be
necessary as part of its strategic development, to analyzing
the integrity of the target entities with regard to the legal
environment, in addition to the economic and financial
assessments carried out.

Involvement of the entire Group
in preventing corruption

m The Chief Executive Officer of Fnac Darty, who reports to his
Executive Committee on oversight actions and obligations.

m The Group Human Resources Director through the Ethics
Committee leadership, the dissemination of internal
communications relating to commitments in the fight against
corruption, and the development of dedicated training.

m The Group Director of Internal Audit through managing the
implementation of anti-corruption measures in France and
abroad.

m The Country Management Committees who ensure the
successful rollout of the corruption-prevention plan.

m The Group Leadership members who ensure they themselves
and their employees uphold these principles, and who all have
to complete an e-learning training course.

m The employees who are encouraged to inform their managers
or the ethics officers named in the Business Code of Conduct
of any sensitive situations in line with the principles set out
above.
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A continuously improving roadmap for a robust corruption prevention plan

Risk assessment Specific mapping for the risk of corruption has been put in place and is reviewed at meetings of the
Ethics Committee.
Any action taken is led and regularly measured at meetings of the Internal Audit Committee. It is also
shared and discussed with the Group Audit Committee.

Raising employees’ An e-learning module has been developed (and translated for the other countries in the Group) and the
awareness of the risk Group ensures that all managers have had this training.
of corruption In 2019, it was decided to make it mandatory for all new joiners, in addition to the employees already

targeted (managers).

The ethics warning system is in the process of being strengthened via the implementation of an
outsourced solution, and the Group will ensure that a constant flow of accessible information is
established and maintained for all employees.

Warning procedure A warning procedure has been drafted in addition to the procedure set out in the Group’s Business
Code of Conduct. It will be updated in the near future to incorporate the procedures of the new system,
which will come into force during the course of 2020.
It is available and updated on the Group’s intranet site.

Checks carried out The internal audit teams have enhanced their tools for assessing compliance with Group rules on
corruption risks. Any recommendations made as a result of internal audits are highlighted specifically
when they relate to the risk of corruption.

A specific audit task based on the online questionnaire issued by the AFA has been included in the 2020
audit plan.

For the second year, the 2019 self-assessment process included a specific questionnaire on the risk of
corruption.

All audit tasks to be conducted in 2020 will include tests on compliance with the requirements of the
French Sapin Il Law.

Each year, the Internal Audit Department oversees a review of the segregation of duties in the SAP
accounting tool.

A specific procedure for accounting checks has been drawn up.

3/ Mapping of risks

Working with the Internal Audit Department, in 2018 the CSR Risk mapping has been ldeveloped bgsed on interviews with
Department organized a consultation with internal stakeholders in key departments (Sourcing, Purchasing, Human Resources,
order to develop its first oversight plan (“Plan de Vigilance”). This Operations, Franchises, Marketplace, Sales).

plan was updated and strengthened in 2019, taking into account
the opinions and recommendations of NGOs and other external
stakeholders (Sherpa, HRE, AFEP, etc.).

These consultations made it possible to identify serious risks to
human rights, health and safety and the environment associated
with each of the Group’s activities and those of its suppliers and
The 2019 oversight plan (“Plan de Vigilance”) covers the five points subcontractors. An independent external company also reviewed
referred to in the legislation: the risks identified in order to check that no major risks had been
omitted in terms of the risks identified by other players in the retail

m risk mapping: see opposite; industry.

m assessment procedures: review of the risk mapping by the These risks were then addressed in accordance with the
Ethics Committee and annual updating of risks with the methodology used by the Internal Audit Department in its
managers concerned; Group risk management, weighting them according to their

level of occurrence and impact, then with regard to mitigation or
® prevention and mitigation measures: see pages 83-86; prevention policies in place. The impact used for this weighting

) ) reflects the impact on the Group’s stakeholders.
= warning mechanism: see page 86; and

®m evaluation mechanisms: risks and action plans updated and
monitored twice a year by the CSR Department in collaboration
with the Internal Audit Department. Checkpoints will be added
to the criteria Internal Audit uses to conduct its tasks.
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Following a review of the mapping in 2019, 31 risks have been
identified and analyzed. The most significant risks are related to
the following activities:

m the sourcing of own-brand products in Asia;

Marketplace;

the franchise network outside Europe; and
m |ogistics activities.

As of December 31, 2019, the Group’s oversight plan (“Plan de
Vigilance”) covers the French scope and sourcing of own-brand
products, distributed by all countries.

Prevention and mitigation actions

Mitigation of risks associated with sourcing
from Asia and Eastern Europe

In order to offer its customers an economical alternative to
major brand products, Fnac Darty sells products under its own
retail brands. These products are supplied directly from the
manufacturers, a majority of which are located in China.

Key figures relating to own-brand product sourcing in 2019:

m €165 million of purchases sourced from Asia and Europe,
representing 3% of total purchases;

m 100 people including 64 in China;

m 11 own brands, 7 brands under license, approximately
1,500 products;

m 146 suppliers, 200 plants; and

m 105 plants audited in 2019.

Risks identified

The production of electrical and electronic equipment, and the
countries where the plants that manufacture them are located,
pose risks to:

m fundamental freedoms and human rights (freedom of
association, working time, compensation, forced labor, child
labor, discrimination);

m the health and safety of those employed in these plants (in
the event of non-compliance of the machinery and personal
protection equipment) and the end users of these products (in
the event of non-compliance of the manufactured products with
European standards); and

m the environment (in the event of poor environmental practices
in the plants).

CORPORATE SOCIAL RESPONSIBILITY
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Risk prevention and mitigation policy

The Group has established strict rules and stringent control
procedures with its suppliers in order to guarantee the safety and
satisfaction of its customers during use of these products, and
compliance with all applicable regulations. During testing, the
products are checked in accordance with the highest standards;
therefore, if French guidelines prove to be stricter than European
ones, the French standards are used as the benchmark.

Moreover, the Group ensures that the suppliers selected and
the associated plants respect the rights of employees and the
environmental standards in force. In this regard, the Sourcing
Department has integrated CSR criteria into its processes and
into the documents that frame the supplier relationship, and it
conducts regular audits.

m The Group Vendor Manual

The Group Vendor Manual defines the relationship between
Fnac Darty and its suppliers, and includes the Business
Code of Conduct. The document sets out the standards and
procedures that each party agrees to follow. In particular, it
requires the supplier to provide evidence of compliance with
European regulations (or local regulations if the national laws of
the countries in which the products are to be distributed differ):
an EC declaration of conformity, a material safety data sheet
for products containing substances covered by the REACH
regulations, information on products covered by the CHIP
regulation. The Vendor Manual also includes a chapter devoted
to the social and environmental standards with which suppliers
are required to comply. Compliance with these standards is
monitored through audits.

® Audits

To ensure compliance with the Group’s standards, Fnac Darty
auditors perform announced and unannounced audits. The
Group relies on a team of 13 people based in China to carry
out these audits.

A preliminary audit is carried out prior to entering into
any contract with a new plant. If this identifies any major
deficiencies, no orders will be placed. If it identifies areas for
improvement, the plant is required to take corrective action
before production will be initiated. Follow-up audits are
scheduled to ensure the supplier is compliant.

The plants are then audited every two years. The audits
carried out cover two main areas: quality, and corporate social
responsibility.
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Procedures associated with audit results

Audit result Associated procedure

Control

>85% = full compliance None

70% to 85% = average compliance

60% to 70% = non-compliance

<60% = serious non-compliance
relationship

The Fnac Darty teams help the suppliers to prepare corrective
action plans. In addition, a centralized database is used to monitor
the performance and audit results of each plant.

Action plans undertaken in 2018-2019

As part of its commitment to continuous improvement, Fnac
Darty added social, environmental and ethical criteria to its audit
criteria in June 2018. Controls now include 93 points for checking
(compared to 45 in 2017), 12 of which relate specifically to health
and safety, human rights and the environment.

The Group also increased unannounced or short-notice audits.

In order to increase the quality and safety of its own-brand
products, Fnac Darty strengthened its procedures in 2019:

m prior to initiating production, tests for safety and compliance
with European and French standards are now outsourced
to three laboratories, in order to ensure the controls are
independent and the standards are monitored. At the same

Requirement to take corrective action

Cessation of production with the requirement to take
corrective action before production recommences

Audit every two years
Follow-up audit

Follow-up audit before production
recommences

Cessation of production and termination of supplier

time, use testing (for product performance and quality) is
performed in-house at Fnac Darty laboratories, in Shenzhen or
at the Labo Fnac in Massy; and

m  when production is launched for the first time, a certain number
of products are sent to laboratories that have certified the “test”
samples, in order to ensure that production is compliant. This
makes it possible to isolate the product that will be considered
to be the reference sample for future production once the tests
have been validated. In this way, inspectors can ensure a high
level of quality and monitor any “deviations” in production.

2019 Results

In 2019, 105 of the 200 plants that manufacture the Group’s own-
brand products were audited using the enhanced audit criteria.

Of the 105 plants audited, 11 were found to be unsatisfactory and
required the implementation of a corrective action plan. One plant
failed to satisfy the Group’s minimum requirements, which led to
production being halted.

2018 2019

Proportion of plants whose audit result is deemed to be average or compliant

(after corrective action)

not applicable @ 98%

(a) Itis not possible to compare this result with the figures of 2018, due to the use of the new audit criteria. 2019 will be used as the benchmark year for

measuring the progress of this result.

All mechanisms put in place to ensure the quality of a product, and the health and safety of its user, result in particularly high-quality own-

brand products, as the following indicators show:

2018 2019
Level of demand © for branded products 3.15% 2.93%
Level of demand for own-brand products and products under license 3.09% 2.87%

(@) Demand: all post-sale exchanges.
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Priority areas for 2020

The Group has made plans to enhance the training of audit
inspectors. The aim is to increase the competence of inspectors
as regards issues of quality and CSR.

The Group Vendor Manual will be updated in 2020 to incorporate
the new procedures, which have already been implemented and
notified to existing suppliers by letter.

Mitigation of risks associated with the Marketplace

The Marketplace was created to ensure greater availability of
products and expand the product range. Therefore, new product
categories have been added to the Group’s classic catalog: toys
and games since 2009, then sport, gardening, DIY and, most
recently, home furnishings, which includes furniture and bedding.

2019 key figures:
m more than 4,000 sellers on the Fnac Darty Marketplace; and

m 15.5 million active items.

Risks identified

Due to the countries that manufacture the goods marketed on the
Marketplace (mainly located in Asia), market place activity poses
risks to:

m fundamental freedoms and human rights (working time,
compensation, freedom of association, forced labor, child
labor);

m the health and safety of those employed in the manufacturing
plants (in the event of non-compliance of the machinery and
personal protection equipment) and the health and safety of
consumers (in the event of non-compliance of the manufactured
products with European standards and a lack of control on their
performance and conditions of use); and

m the environment (pollution in the event of mismanagement of
unsold items and poor environmental practices in the plants,
and climate change due to the environmental impact of
international transportation).

CORPORATE SOCIAL RESPONSIBILITY
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Risk prevention and mitigation policy

m Due diligence

Any new vendor is subject to an audit, carried out by an
independent body, that looks at two areas: regulations issued
by the French Prudential Supervision and Resolution Authority
(Autorité de contréle prudentiel et de résolution or “ACPR”) and
banking compliance. Validation of the vendor’s file is required
before contracts will be placed.

Partner vendors undertake to comply with the Marketplace’s
General Terms and Conditions of Use, acceptance of which
includes compliance with the Group’s Business Code of
Conduct.

m  User security

Performance indicators relating to quality and compliance with
the GTCU are monitored by the managers of the Marketplace:
there is a test procedure in place, in the event of non-
compliance with the General Terms and Conditions of Use,
which includes notification of testing, verification, and, if the
problem persists, notification of termination of the relationship.

Action plans undertaken in 2018-2019
In 2019, the Group’s compliance with ACPR was completed.

The Business Code of Conduct was also incorporated into the
General Terms and Conditions of Sale.

2019 Results

The due diligence measures put in place by the Group make it one
of the most robust marketplaces.

Post-clearance monitoring procedures (on the rate of complaints
in particular) have resulted in the Group launching approximately
500 tests and removing 141 partner vendors from the approved
list in 2019.

Priority areas for 2020

The Group intends to strengthen its controls to combat
counterfeiting, among other things.

Mitigation of risks associated with franchises

Franchises are of strategic importance to Fnac Darty’s
development.

The concept — a smaller store (between 300 and 1,000 m?) with
a reduced selection of products and access to the entire product
range through a web channel with next-day delivery to the store
— enables the Group to increase its geographical coverage by
establishing itself in smaller cities. In 2019, the Group opened
31 Darty franchises and 24 Fnac franchises.
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2019 key figures

2017 2018 2019

Number of Fnac franchises

Number of Darty franchises

Risks identified

In terms of diversifying its operating methods, Fnac Darty has
a multi-format network of numerous integrated and franchised
stores, including in countries posing social risks.

Due to the regions in which some franchises are located
(13 franchises in Africa and the Middle East), there are risks to:

m fundamental freedoms and human rights (working time,
compensation, freedom of association, discrimination, forced
labor, child labor);

m the health and safety of those employed in these franchises and
the users of the products they market; and

m the environment, in the event of poor end-of-life management
of electrical and electronic appliances.

Risk prevention and mitigation policy

Fnac Darty carries out due diligence on potential franchise partners
outside Europe. Before any commercial negotiations take place,
the Security and Risk Prevention Department commissions a
reputation and integrity report from ADIT, the European leader
in strategic intelligence. This report includes information on any
ongoing legal proceedings, convictions or summonses, and also
inclusion on any penalty and/or watch lists.

In France, teams from the Franchise Department conduct regular
franchise visits — franchises are visited every five weeks on
average. On arrival, the teams ensure, in particular, that the fixtures
and fittings have no defects that could pose a risk to customer
safety, and that the store has a bin to collect waste electrical and
electronic equipment. As part of their checks, they also ensure that
there are no unauthorized miscellaneous products.

Product recall procedures are the same as for the integrated
stores.
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119 including 11

73 96 outside Europe
192 including 2
132 162 outside Europe

The Group incorporates the Business Code of Conduct, which
requires compliance with regulations and ethical principles, into
contracts binding it with its franchise partners. Fnac Darty has also
made the full range of training offered by the Fnac Darty Academy
available to franchisees. This comprises several hundred modules
and includes training on combating corruption and influence
peddling or detecting sexist conduct.

Action plans undertaken in 2018-2019

In France, since September 1, 2019, the Group has strengthened
the supervision of franchises by entrusting the coordination of the
network to operations managers. This increase in visits makes it
possible to support franchisees in the operational and functional
development of their points of sale, but also to identify any failure
to apply the Group’s ethical, social and environmental principles.

Priority areas for 2020

As part of an ongoing overhaul of franchise agreements, Fnac
Darty intends to strengthen the control it has over its network,
and in particular to include checkpoints on identified social and
environmental risks.

Mitigation of risks associated with logistics

The health/safety risks associated with the logistics and after-
sales service sectors and the associated mitigation policies are
described in the social portion of this chapter in section 3 of risk
No. 1 on pages 59 and 60.

Warning mechanism

The Business Code of Conduct, which is binding on the Group,
its employees, partners and suppliers, includes a mechanism for
reporting warnings; employees can also find it on the Group’s
intranet.

An outsourced solution for all ethical warnings will be deployed
during 2020 to make this mechanism more effective, simpler
and more accessible, while ensuring the anonymity of those
reporting the warnings remains secure. The Group will ensure
that a constant flow of accessible information is established and
maintained for all employees, and that the staff representatives
are consulted during the implementation of this new mechanism.
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4/

The Group is committed to paying taxes and contributions in
each country where it operates and does not participate in any
tax avoidance schemes.

Through its subsidiaries, Fnac Darty has a presence in nine
countries.

In France, Belgium, Switzerland, Spain and Portugal, the Group
has operating companies that run the stores and whose tax
expense is consistent with and proportional to their contribution to
the Group’s earnings, which illustrates a principle of tax compliance
rather than value creation. As the weight of the business activities
conducted in France is particularly significant for the Group, its
main support services are based in France.

In Asia, Fnac Darty has two service entities, which are design and
quality-control offices for own-brand goods manufactured for the
Group by third-party enterprises.

In the United Kingdom, the Group does not have an operational
structure but it does maintain a holding-company presence due
to local regulatory obligations.

The Group’s tax department ensures compliance with each
country’s tax regulations, and the declaration and payment of
taxes by the deadlines and in accordance with the conditions of
each law, to ensure its fiscal security and limit the risk of upward
adjustment of profits in the event of a tax audit.

Fnac Darty works in a transparent way with the tax authorities
in the various countries in which it operates, both during regular
tax inspections and in terms of its responses to the right-to-
information requests it receives each year.

2.5/ Nature & Découvertes: a strategic acquisition
that is in line with Fnac Darty’s values

Key dates:

1990:  Nature & Découvertes is founded.

1994:  The Fondation Nature & Découvertes is launched.
1995:  The “Réseau vert” (Green Network) is launched.
2006:  ISO 14001 certification for all sites.

2015:  First B Corp certification.

2019:  Acquisition by Fnac Darty.

Since 1990, Nature & Découvertes has held strong environmental,
social and societal values, which are exemplified every day in the
commitment of its employees and in the products on sale in its
99 stores.

The incorporation of CSR issues into its business model from the
outset is illustrated by the creation of the Nature & Découvertes
Foundation (Fondation Nature & Découvertes), which is funded
each year from 10% of the company’s net profits. This Foundation
has been supporting ecological charities in the fields of biodiversity
and nature-related education since 1994: funding amounting to
€13.2 million has been provided for nearly 2,700 projects.

Since 2015, the company has directly involved its customers in
funding these projects, by means of “charitable rounding” at the
checkout, which consists of rounding up the value of purchases to
the next whole euro. The extra cents collected in this way are then
paid back to the charities supported by the Foundation.

The environmental commitments undertaken by Nature &
Découvertes go beyond the Foundation as its stores, warehouses
and registered office have had ISO 14001 — Environmental
Management System — certification since 2006.

The importance attached to environmental issues is also
demonstrated by the “Green Network” (“Réseau vert”) community,
launched in 1995. Under this program, one hundred volunteer
employees, ambassadors for the company’s best practices, are
responsible for raising awareness among their team and their
customers of the company’s environmental policy, and ensuring
compliance with the ISO 14001 standard. This Green Network is
also responsible for discussions and projects with local charities.

In 2015, Nature & Découvertes became the second French
company to obtain B Corp (“Benefit Corporation”) certification,
which testifies to its positive impact on society and the environment
and enables it to be part of a network that is now made up of
around one hundred committed companies.
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2.6/ Methodology note

The Non-financial Performance Declaration (Déclaration de
Performance Extra-Financiére or “DPEF”) has been drafted and
coordinated by the Group’s CSR Department. The data comes
from the departments concerned (Human Resources, Logistics,
Maintenance, Purchasing, Marketing, Sales, etc.) in France and the
other countries. The data is entered into a reporting tool, making

Comparison of reporting scope since 2017

collection, monitoring and management easier. The reporting
methodology is set out in a protocol that is updated each year
and sent to contributors when data collection begins.

All figures are subject to several consistency checks, both in-house
(by the CSR Department), and external (by an independent third
party).

2017 2018 2019

Scope Social: Social: all countries Social: all countries + WeFix
all countries Environmental (excluding CO,) Environmental (excluding CO,)
Environmental and societal: all countries (except and societal: all countries
(excluding CO,) the Netherlands where mentioned) CO,;: all countries (see details below)
and societal: CO,;: all countries except BCC Excluded: BCC, Billetreduc.com and
France and Switzerland Nature & Découvertes
CO,: France Excluded: WeFix

Publication Article 225 DPEF (Non-financial DPEF (Non-financial Performance

regulatory framework  Grenelle Il Law

In view of their independence, franchises are excluded from
the scope of publication. However, they are indirectly included
in the reporting of CO, emissions, as they benefit from freight
transportation flows and other B2C flows.

[t should be noted that the stores that closed in 2019 or opened
after June 30, 2019 are excluded from the reporting scope. Any
other exclusion from the reporting scope will be indicated and
explained in the relevant section(s).
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Declaration)

Data is collected for the previous calendar year, from January 1
to December 31.

The consolidation scope corresponds to all legal companies
whose employees are included in the dedicated human resources
information system. Therefore, Fnac Appro Groupe, franchise
stores and stores in train stations or airports are excluded.

Billetreduc.com, CTS Eventim France and Nature & Découvertes,
which were acquired in 2019, and BCC, due to the partner search
process begun in 2019, are also excluded for this year.

Unless specified, temporary workers are not recognized as part
of the workforce.
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As part of its process of continuous improvement, Fnac Darty’s efforts to provide comprehensive data on its CO, emissions are ongoing.
The table below shows the scope of the figures published in the DPEF (pages 71-77). “Not applicable” refers to a transportation flow or
fuel that is not used; “not available” means that, to date, it has not been possible to collect the data.

Fnac France Fnac Belgium Fnac Fnac Fnac
Source of emissions and Darty France and Vanden Borre Spain Portugal Switzerland
Sites’ power Electricity
Heating oil not available not applicable  not available not applicable not applicable
Refrigerants not available
Natural gas not applicable not applicable not applicable
Heating not applicable not applicable not applicable not applicable
Air-conditioning not applicable not applicable not applicable not applicable
Logistics B2B (warehouses-stores)
transportation

B2C (e-commerce)

B2C (last-mile delivery)
B2C (after-sales visits) not applicable
(

B2C (after-sales goods flows)

Definition of CO, scopes

The scope is used to identify the source of greenhouse gas emissions.

not applicable

not applicable

not applicable

not applicable

Type Description Indicators included

Scope 1 = direct emissions Transportation carried out by the fully owned fleet:
For transportation, this refers to the emissions home service calls, delivery and collection
associated with the combustion of fuel. Gas, oil, leakage of refrigerants

Scope 2 = indirect emissions related to power consumption  Power (electricity, air conditioning, heating, etc.)

Scope 3 = indirect emissions associated with other stages All indicators

of the product lifecycle (supply, transportation,
end-of-life) and subcontractors’ emissions
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The data collected reflects a calendar year from January to
December. If the full-year data is not available, the reporting period
may be shifted, but will cover a genuine period of 12 consecutive
months, in order to take into account the seasonality of the
company’s activity.

There are four different methods of calculating the carbon footprint
of transporting goods (B2B), deliveries, home service calls and
ASS goods flows. Contributors choose the most appropriate
methods:

m calculation based on the fuel consumption of trucks;
m calculation based on the distance traveled per type of truck;

m calculation based on the metric tons transported per kilometer
traveled; or

m calculation based on the number of packages.

The emission factors used to calculate the carbon footprint of
parcel shipments (e-commerce) are:

m for road freight, the emission factor of one kilogram of parcel
sent by Colissimo;

m for air freight, the emission factor of one package sent by
Colissimo; and

m other emission factors are taken from the Ademe database.

Unless specified, the data collected reflects the calendar year, from
January to December.

If the full-year data is not available, the reporting period may be
shifted, but will cover a genuine period of twelve consecutive
months, in order to take into account the seasonality of the
company’s activity.
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The Non-financial Performance Declaration (DPEF) requires
companies to describe their most significant non-financial risks,
and set out their business model, incorporating the CSR risks and
issues deemed to be priorities.

To this end, in 2018 the CSR Department engaged in extensive
consultation with internal and external stakeholders to identify the
key non-financial risks and related challenges. These key risks
and challenges were presented to and validated by the Executive
Committee, before being used as a basis for discussion with all
departments concerned in order to identify the most relevant
indicators to summarize the Group’s non-financial performance.

The CSR Department worked closely with the Internal Audit
Department for the risk analysis, and with the Finance Department
for the definition of the business model.

Each year, the Group seeks to extend the reporting scope and
relevance of the performance indicators it monitors. As a result,
the indicators adopted in 2019 cannot always be compared with
2018, as the data is not available.

Conversely, certain indicators published in previous years were
not considered sufficiently relevant to describe the Group’s
performance and therefore be part of this DPEF.

Key indicators will be defined in the relevant section(s).

Following the consultations conducted by Fnac Darty for its
materiality analysis, some information required under the DPEF
was deemed to be insignificant. Thus, the following information
will not be published: “Means of combating food insecurity and
waste, and promoting respect for animal welfare and responsible,
equitable and sustainable food”.

This document has been audited by an independent third party
(ITP) whose conclusions are presented at the end of the chapter.
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Independent Third-Party Report by one of the

Statutory Auditors on the Consolidated Non-financial

Performance Declaration

Year ended December 31, 2019
To the General Meeting,

In our professional capacity as an independent third party (ITP)
appointed as Statutory Auditor of your company (hereinafter the
“entity”), accredited by Cofrac under number 3-1049, we hereby
present you with our report on the consolidated Non-financial
Performance Declaration for the year ended December 31,
2019 (hereinafter the “Declaration”), presented in the Group’s
Management Report pursuant to the provisions of Articles
L. 225-102-1, R. 225-105 and R. 225-105-1 of the French
Commercial Code.

It is the role of the Board of Directors to draft a Declaration in
accordance with the legal and regulatory provisions, including an
overview of the business model, a description of the main non-
financial risks, an overview of the policies in place with regard
to these risks and the results of these policies, including key
performance indicators.

The Declaration was drafted following company procedure
(hereinafter the “Guidelines”), the key elements of which are
included in the Declaration and are available from the entity’s
registered office on request.

Our independence is defined by the provisions contained in Article
L. 822-11-3 of the French Commercial Code and the profession’s
Code of Ethics. We have also established a quality control system,
which covers the policies and documented procedures aiming to
ensure compliance with the applicable legal texts and regulations,
ethical rules and professional standards.

(1) The scope of this accreditation can be viewed on www.cofrac.fr.

Our role, on the basis of our work, is to deliver a justified opinion
expressing a conclusion of moderate assurance on:

m the conformity of the Declaration with the provisions of Article
R. 225-105 of the French Commercial Code; and

m the accuracy of the information provided pursuant to
paragraph 3 of parts | and Il of Article R. 225-105 of the French
Commercial Code, namely the results of policies, including key
performance indicators, and actions relating to the main risks,
hereinafter the “Information”.

However, it is not our role to express an opinion on the entity’s
compliance with other applicable legal and regulatory provisions,
in particular with regard to the oversight plan (“Plan de Vigilance”)
and the fight against corruption and tax evasion, nor to comment
on the conformity of products and services with applicable
regulations.

Our work outlined below was carried out in accordance with the
provisions of Articles A. 225-1 et seq. of the French Commercial
Code and in accordance with the professional standards of
the French national auditing body (Compagnie Nationale des
Commissaires aux Comptes) for this assignment, as well as
international standard ISAE 3000 @:

m we have been informed about the activities of all entities
included within the scope of consolidation and the presentation
of the main risks;

® we have assessed the appropriate nature of the Guidelines
in terms of their relevance, comprehensiveness, reliability,
impartiality and understandability, taking into consideration best
practices within the sector, if necessary;

(2) ISAE 3000 — Assurance engagements other than audits or reviews of historical financial information.
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m we have verified that the Declaration covers each category
of information pursuant to part Ill of Article L. 225-102-1 in
terms of social and environmental factors as well as respect for
human rights and the anti-corruption and tax evasion issues;

m we have verified that the Declaration presents the information
provided for in section Il of Article R. 225-105, where it
is relevant in relation to the main risks, and includes an
explanation of the reasons for the absence of the information
required by the second subparagraph of section Il of Article
L. 225-102-1;

m we have verified that the Declaration includes the business
model and the description of the main risks linked to the activity
of all entities included in the scope of consolidation, including,
if relevant and proportionate, the risks created by its business
relations, its products or its services, as well as the policies,
actions and results, including key performance indicators
relating to the main risks;

m we have consulted the documentary sources and conducted
interviews to:

m assess the selection and validation process of the main
risks and the consistency of the results, including the key
performance indicators selected, with regard to the main
risks and policies presented, and

m corroborate the qualitative information (actions and results)
that we considered the most important presented in the
Appendix. For the “Integrity of Fnac Darty and its Partners”
risk, our work has been carried out at the level of the
consolidating entity; for other risks, work has been carried
out at the level of the consolidating entity and in a selection
of entities ;

m we have verified that the Declaration covers the consolidated
scope, i.e. all companies included in the scope of consolidation
in accordance with Article L. 233-16, within the limits specified
in the Declaration;

m we have read the internal control and risk management
procedures put in place by the entity and have assessed the
collection process aimed at the completeness and accuracy
of the information;

m for the key performance indicators and other quantitative results
we deemed most important presented in the Appendix, we
implemented:

= analytical procedures to verify the correct consolidation of
data collected, as well as the consistency of developments,

= detailed tests, based on surveys, consisting of verifying
the correct application of definitions and procedures and
reconciling the data in the supporting documentation. This
work was carried out with selected contributing entities
and covers between 32% and 95% of consolidated data
chosen for these tests; and

m  we have assessed the overall consistency of the Declaration in
relation to our knowledge of the entities included in the scope
of consolidation.

We consider that the methods that we used in applying our
professional judgment enable us to arrive at a conclusion of
moderate assurance; a higher level of assurance would have
required more verifications.

Our work used the skills of five people and took place between
September 2019 and March 2020 over a total period of four
weeks.

To aid us in the execution of our tasks, we called upon our
sustainable development and corporate social responsibility
specialists. We conducted some 10 interviews with the persons
responsible for the preparation of the Declaration.

On the basis of our work, we have not identified any material
anomalies likely to call into question the conformity of the
consolidated Non-financial Performance Declaration with the
applicable regulatory provisions or the fact that the Information,
taken as a whole, is presented accurately and in accordance with
the Guidelines.

Paris-La Défense, March 4, 2020

KPMG S.A.
Anne Garans Eric Ropert
Partner Partner
Sustainability Services

(1) Fnac Darty France and Fnac Spain.
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Appendix

Qualitative information (actions and results) considered to be the most important

Employee training programs

Commitments and actions to reduce the environmental impact of activities

Measures to promote wellbeing at work

Measures to promote gender equality

Measures to reduce the production of waste

Procedures implemented in the field of good business conduct and the fight against corruption
Evaluation of suppliers, in particular in respect of human rights

Key performance indicators and other quantitative results considered the most important

Total workforce as of 12/31
Percentage of women in the workforce, among managers, and store managers
Percentage of women employees who have received a raise

Overall absenteegism

Frequency rate of workplace accidents with stoppage time
Severity of accidents at work

Average number of training hours per employee trained
Volume of packaging purchased by revenue

Electricity consumption by area of the premises

CO, emissions from energy consumption of the sites

CO, emissions from B2B (business-to-business) transport by km traveled (Group excluding France)
CO, emissions related to B2B transport by pallet (France)

Emissions of CO, related to last mile delivery by delivery

Emissions of CO, related to the “e-commerce” flow per package

Emissions of CO, related to the travel of after-sales service technicians by intervention

Emissions of CO, related to the flow of after-sales service goods and spare parts by repaired product

Percentage of factory audits whose score is deemed to be compliant or average in the “Social Responsibility & Environment” section
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3.1.2/ Composition of the Board of Directors:
Proposals submitted to the General Mesting

of May 28, 2020
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The main impacts associated with the COVID-19 crisis on the compensation of executive officers are explained in sections 1.4.6
“Financial Trajectory”, 3.3 “Compensation and benefits for administrative and executive bodies”, and 4.3.2 “Recent events” of this

Universal Registration Document.
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Organization of governance

Pursuant to Articles L. 225-37 et seq. of the French Commercial
Code, we are presenting you with the following report on corporate
governance.

This entire report was approved by your Board of Directors at its
meeting on February 26, 2020 as required by the provisions of the
French Commercial Code.

The report was prepared by the Board Secretary in collaboration
with the Human Resources Department, the Finance Department
and the Internal Audit Department, and submitted to the
Appointments and Compensation Committee. Various internal
documents, including the bylaws, internal regulations and minutes
of the meetings of the Board and its specialized committees were
used to prepare this report. Current regulations, recommendations
for corporate governance issued by the AMF, recommendations of
the AFEP-MEDEF code, and the report of the High Committee on
Corporate Governance were all taken into consideration.

3.1 Organization of governance

The Company is a French limited company (société anonyme) with a Board of Directors. A description of the main provisions of the bylaws
and internal regulations of the Board of Directors and the Board’s specialized committees can be found in section 3.2 “Operation of
administrative and management bodies” of this Universal Registration Document.

3.1.1/ COMPOSITION OF THE BOARD OF DIRECTORS AND ITS COMMITTEES -

The Board is composed of Directors with broad and diversified
experience, especially in corporate strategy, finance, economics,
retail, industry, accounting, management and the control of
commercial or financial companies.

Under the bylaws, the term of office for a Director is set at four
(4) years and is renewable. In order to avoid a mass renewal of
members of the Board of Directors and encourage a smooth
process for replacing Directors, the General Meeting of May 23,
2019 approved the amendment of Article 12 of the bylaws to
provide the option of appointing Directors for a term that is less
than the term of office of four (4) years in order to implement or
maintain the staggering of Board members’ terms of office.

Pursuant to the provisions of Article L. 225-18-1 of the French
Commercial Code, the principle of a balanced representation of
men and women on the Board has been taken into account in
accordance with the law. Since May 23, 2019, women and men
each represent 50% of the members of the Board of Directors,
in accordance with the statutory rules on gender balance; the
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Director representing employees is not counted when calculating
gender balance, in accordance with the legal provisions in force.

The Board has created four committees to assist it in performing its
duties: the Audit Committee, the Appointments and Compensation
Committee, the Corporate, Environmental and Social Responsibility
Committee and the Strategy Committee.

As of December 31, 2019, the Board was composed of
13 Directors, one of whom was the Director representing
employees and 11 of whom were independent.

A detailed breakdown of the Company’s Board of Directors as
of December 31, 2019 is set out in section 3.1.3 (including the
number of Fnac Darty shares held by each Director and offices
held in other companies, including listed companies).

The table below provides a summary presentation of the personal
information and experience of the Directors, as well as their
involvement in the corporate governance of Fnac Darty as of
December 31, 2019.
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Expiration Years

Organization of governance

Main Start of of current on the
Name Gender Age® Office position held 1stterm term Board Board Committees
Jacques Veyrat M 57 Chairman Chairman of Impala 2013 2022 6 Strategy Committee
French Independent Chairman
Director
Antoine M 53 Vice-Chairman Founder of the law 2013 2023 6 Appointments
Gosset-Grainville Independent firm BDGS Associés and Compensation
French Director Committee
Chairman
Strategy Committee
Member
Daniela Weber-Rey F 62 Independent Attorney 20170 2022 2 Audit Committee
German Director Member
Sandra Lagumina  F 52 Independent Managing Director, ~ 2017® 2021 2 Audit Committee
French Director Asset Management Member
Meridiam
Carole Ferrand F 49 Independent Chief Financial 2013 2020 6 Audit Committee
French Director Officer, Capgemini Chairman
Strategy Committee
Member
Delphine Mousseau F 48 Independent Independent 2017 2020 2 Corporate, Environmental
French Director Consultant and Social Responsibility
Committee
Member
Nonce Paolini M 70 Independent Corporate Director 2013 2021 6 Appointments
French Director and Compensation
Committee
Member
Brigitte F 60 Independent Corporate Director 2013 2020 6 Corporate, Environmental
Taittinger-Jouyet Director and Social Responsibility
French Committee
Chair
Appointments
and Compensation
Committee
Member
Strategy Committee
Member
Caroline Grégoire F 62 Independent Corporate Director 2018 2021 2 Corporate, Environmental
Sainte Marie Director and Social Responsibility
French Committee
Member
Jean-Marc M 65 Independent Chairman 2019 2022 1 Corporate, Environmental
Janaillac Director of Hermina SAS and Social Responsibility
French Committee
Member
Javier Santiso M 51 Independent Chairman and Chief 2019 2023 1
French and Spanish Director Executive Officer
of Mundi Ventures
Enrique Martinez M 49 Chief Chief Executive 2019 2023 1 Strategy Committee
Spanish Executive Officer of Fnac Darty Member
