
At December 31, 2004, the Group had a multiformat total(1) of over

9,000 outlets – including 320 hypermarkets, 2,367 supermarkets,

1,042 discount stores, 4,931 convenience stores and 242 restaurants

– and almost 213,000 employees(1) worldwide. In recent years, Casino

has achieved impressive international growth. At the end of 2004,

the Group operated 199 hypermarkets outside France, compared

with only one, in Poland, at the end of 1996, representing almost 200

hypermarket openings in international markets over the last eight

years. Altogether, the Group has operations in 14 foreign countries –

Poland, the Netherlands, the United States, Mexico, Argentina,

Uruguay, Venezuela, Brazil, Colombia, Thailand, Taiwan, Mauritius,

Vietnam and Madagascar. In 2004, total Casino banner sales(2)

excluding tax amounted to €36.3 billion, including 61% generated

in France and 39% internationally. Consolidated net sales came to

€23.2 billion, with France accounting for 80% and international

operations 20%. Consolidated net income for 2004, excluding minority

interests, amounted to €488.1 million. 

(1) Including 100% of companies proportionally consolidated or accounted for by the equity method, notably CBD in  Brazil, Exito in Colombia and Laurus in the Netherlands.
(2) Casino banner sales include 100% of sales of companies included in the scope of consolidation, notably including those which are accounted for by the equity method such as CBD in Brazil,
Exito in Colombia and Laurus in the Netherlands, together with all banner sales generated under franchise.

Founded in 1898,   
Casino is one of France’s leading food retailers.
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Message from the chairman
Jean-Charles Naouri

The Group’s results for 2004 have once again demonstrated
our capacity to deliver good earnings growth. We owe this
achievement to the solid profitability base of our French
operations and a significantly higher showing from the Group’s
international business. 

Operating income climbed by 5.6% at constant exchange rates,
income from continuing operations after tax rose by 10.8%,
and net income from continuing operations attributable to the
Group advanced by 6.7% excluding amortisation of goodwill.
These satisfactory results were achieved against a less-favourable
operating backdrop, especially in our domestic market where
consumer spending was flat.

In France, despite significantly lower pricing implemented by
our banners, operating income remained stable (+0.6%), 
driven by effective in-store cost controls and profit-growth
momentum in the discount segment, which now accounts for
over one third of operating income for French acivities. 

On the international level, the strategic decisions taken in the
United States, combined with measures implemented in Poland
and a continued drive to open new outlets in Thailand, have 
all produced positive results. A much stronger contribution from
Smart & Final in the United States, which was double that of
2003, an upturn in business in Poland (which reached operating
breakeven in the second half of the year), and sustained

earnings growth by Thailand-based Big C enabled our
international activities to post a 76.5% surge in operating income
and to account for 9% of consolidated operating income
versus 5% in 2003. These activities also moved up to a 16%
contribution to consolidated EBITDA, compared with 13% 
the previous year. 

On the basis of these healthy 2004 results, the Board of Directors
is proposing a net dividend of €2.08 per common share and
€2.12 per preferred share, representing a rise of approximately
5% compared with last year. It is also recommending that
shareholders be offered the option of receiving the dividend 
in the form of shares.
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Above and beyond last year’s results, 
a number of significant changes in the Group’s operating
environment took place in 2004 and going into 2005.

In France, consumption trends are evolving rapidly, with
accelerated concern about prices and purchasing power. 
The June signing of the Minister of the Economy, Finance and
Industry’s price-cutting measures are an illustration of this
preoccupation, and our regulatory framework will be modified
through amendments to the Galland Law that has governed
relations between retailers and suppliers since 1996, which will
soon be made public. Whatever the final amended law will
actually entail, however, I am convinced that Casino is well-
positioned to react flexibly to a new legislative and competitive
context thanks to its multiformat profile focused on discount
and neighbourhood outlets.

Another significant change concerned my appointment as
Chairman and Chief Executive Officer by the Board of Directors
at its March 21, 2005, meeting. This unified function will
reinforce cohesion between the Group’s strategic and operating
management, and my personal commitment to this function
reflects the confidence that I have in the teams that make up the
Group today. Over the past years, I have been able to fully
appreciate the Group’s many assets, and I am convinced of its
strong capacity to meet the challenges that lie ahead both in
France and abroad. Drawing on this new corporate governance
structure, we will be able to face these challenges even 
more effectively, with the close link between strategic planning
and operational implementation enabling a more streamlined
and rapîd decision-making process. On this occasion, I would
like to thank Christian Couvreux and Pierre Bouchut for 
all they have done for the Group over the past many years, 
and I would like once again to express my full confidence in 
the Management Committee. Within this Committee, 
Jacques-Edouard Charret, responsible for supply chain
management and information systems, as well as for overseeing
the French convenience store and supermarket networks, 
and Jacques Tierny, in charge of Finance and Administration, 
have been named Executive Deputy Managing Directors.

Lastly, in May 2005 our Group signed an agreement with 
the family of Abilio Diniz enabling an increase in our stake, 
leading to co-control, in CBD, Casino’s Brazilian partner since
1999 and South America’s leading food retailer with 2004 
sales of almost 3.5 billion generated by over 550 stores. 
Due to this exercise of co-control, CBD will now be proportionally
consolidated in the Group’s accounts, thereby significantly
reinforcing the weighting of our international operations. 
With this increased stake, at a time when a sustained economic
recovery is underway in Brazil, Casino is poised to reap the full
benefits of its long-term strategic partnership with CBD, 
the number-one Brazilian food retailer, as the company moves
ahead with its sustained business expansion plan in 2005.

In conclusion, I would like to extend my thanks to all of the
213,000 people who work for Casino for their daily commitment
and their contribution to last year’s good results. 

Looking ahead to the coming years, I would also like to reaffirm
my confidence in our Group’s prospects, underpinned by our
responsive, well-armed structure. Responsive and well-armed
through our strong base in our domestic market, due notably 
to our multiformat approach that enables us to adapt and 
be flexible. Responsive and well-armed, too, through our wide
international footprint, which we are continually extending.
These assets, coupled with the committed drive of Casino’s
people and our goal of continuing to grow profitability both in
France and abroad, represent solid foundations on which to
build the future. ■
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Financial highlights

Growth 2004/2003

at constant
€ millions 2000 2001 2002 2003 2004 in € exchange rates

Total banner sales, excluding VAT(1) 29,202.2 31,260.3 34,363.8 36,109.9 36,339.7 0.6% 2.3%

Net sales 19,072.7 21,983.8 22,857.4 22,982.9 23,169.5 0.8% 2.6%

EBITDA (2) 1,038.2 1,317.4 1,452.2 1,572.9 1,637.7 4.1% 5.4%

Operating income 652.8 853.6 966.0 1,070.2 1,119.9 4.7% 5.6%

Income from continuing operations
before income fax 526.4 701.7 774.9 874.5 943.4 7.9%

Attributable income 
from continuing operations 308.4 380.0 437.4 466.3 494.1 6.0%

Net income 315.0 379.0 445.2 492.3 488.1 - 0.8%

Growth AAGR*
2000 2001 2002 2003 2004 2004/2003 2004/2000

Weighted average 
number of shares

99,654,588 109,655,718 108,994,442 108,521,579 108,296,061

Earnings per share (€) 3.16 3.46 4.08 4.54 4.51 - 0.6% 9.3%

* AAGR: average annual growth rate.

Total banner sales, excluding VAT
€ millions

were multiplied by 1.2 between 2000-2004
representing an average annual growth rate of 5.6%

Operating income
€ millions

were multiplied by 1.7 between 2000-2004
representing an average annual growth rate of 14.4%

Net sales
€ millions

were multiplied by 1.2 between 2000-2004
representing an average annual growth rate of 5.0%

Net income
€ millions

were multiplied by 1.5 between 2000-2004
representing an average annual growth rate of 11.6%

2000 2001 2002 2003 2004

31,260.3
34,363.8

29,202.2

36,109.9 36,339.7

2000 2001 2002 2003 2004

853.6

966.0

652.8

1,070.2
1,119.9

2000 2001 2002 2003 2004

379.0

445.2

315.0

492.3 488.1

2000 2001 2002 2003 2004

21,983.8
22,857.4

19,072.7

22,982.9 23,169.5

(1) Total banner sales excluding VAT include 100% of companies included in the scope of consolidation, and notably those
companies which are accounted for by the equity method such as CBD in Brazil and Exito in Colombia since October 1, 1999
and Laurus in the Netherlands since July 1, 2002, together with all banner sales generated under franchise.
(2) EBITDA = earnings before interest, taxes, depreciation and amortisation.
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18,602.0 France

4,567.5 International
1,610.4 North America

772.5 Poland 
655.2 Latin America 

1,241.7 Asia
287.7 Indian Ocean

1,018.4 France

101.6 International
49.7 North America 
(6.0) Poland 
5.0 Latin America 

37.7 Asia
15.1 Indian Ocean

Geographical breakdown
of consolidated net sales
€ millions

Geographical breakdown
of operating income
€ millions

2000 2001 2002 2003 2004

France 67,167 70,999 74,252 75,255 74,997
International 33,894 35,737 42,459 42,487 43,482
Total 101,061 106,736 116,711 117,742 118,479

Average number of employees

€ millions 2000 2001 2002 2003 2004

Stockholders’ equity (before appropriation) 3,842.1 4,679.2 3,666.7 3,694.7 3,794.1
Net nebt 3,591.5 3,347.0 3,741.2 3,400.1 3,904.3
Gearing 93% 72% 102% 92% 103%

Debt and stockholders’ equity

€ millions 2000 2001 2002 2003 2004

Cash flow 690.7 887.6 1,074.9 1,080.1 1,242.2

Total investment expenditure 2,113.1 1,144.8 1,414.3 986.4 1,209.9
Capital expenditure 988.8 919.9 956.0 772.2 757.4
Acquisitions 1,124.3 224.9 458.3 214.2 452.5

Cash flow and investment expenditure
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% Voting % of voting
Common % Preferred % Total capital stock rights rights

Rallye Group 46,462,148 49.7% 6,029,447 39.9% 52,491,595 48.3% 84,860,567 63.0%

Galeries Lafayette 2,049,747 2.2% – – 2,049,747 1.9% 2,049,747 1.5%

CNP Group 1,915,777 2.0% 254,430 1.7% 2,170,207 2.0% 1,915,777 1.4%

Casino employee 
mutual fund 1,552,022 1.7% 65,000 0.4% 1,617,022 1.5% 2,763,272 2.1%

Treasury shares 2,592,607 2.8% 4,711 – 2,597,318 2.4% – –

Public 38,905,112 41.6% 8,774,968 58.0% 47,680,080 43.9% 43,032,135 32.0%

Total 93,477,413 100.0% 15,128,556 100.0% 108,605,969 100.0% 134,621,498 100.0%

Ownership of capital stock and voting rights 
as of march 31, 2005

Stock market data

Five-year historical  
share data (common shares) 2000 2001 2002 2003 2004

Average daily trading volume
• number of shares 191,644 236,703 313,157 369,027 309,695
• EUR millions 19.59 22.48 23.99 24.85 21.16

Twelve-month range (€)
• high 117.90 113.00 89.90 81.40 82.70
• low 88.00 74.60 58.55 47.80 53.90

Closing price (€) 107.40 86.65 70.75 77.10 58.80

Payout ratio (common shares) 2000 2001 2002 2003 2004

Net income per share €3.16 €3.46 €4.08 €4.54 €4.51

Net dividend per common share €1.33 €1.54 €1.80 €1.98 €2.08

Payout ratio 42.1% 44.5% 44.1% 43.6% 46.1%

* Recommended dividend subject to approval at the annual meeting of May 26, 2005.

*

Common shares

Market performance of Casino common shares since January 1, 2004
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Preferred shares

Five-year historical 
share data (preferred shares) 2000 2001 2002 2003 2004

Average daily trading volume
• number of shares 20,440 34,378 26,802 22,616 14,664
• EUR millions 1.38 2.24 1.56 1.19 0.87

Twelve-month range (€)

• high 79.00 75.40 67.30 66.20 70.30
• low 58.05 51.60 42.50 38.26 48.31

Closing price (€) 69.50 62.50 51.95 63.75 53.80

Payout ratio (preferred shares) 2000 2001 2002 2003 2004

Net income per share €3.16 €3.46 €4.08 €4.54 €4.51

Net dividend per preferred share €1.37 €1.58 €1.84 €2.02 €2.12

Payout ratio 43.4% 45.7% 45.1% 44.5% 47.0%

* Recommended dividend subject to approval at the annual meeting of May 26, 2005.

*

Market performance of Casino preferred shares since January 1, 2004
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Market listings

Casino common shares:
Eurolist compartment A - Euronext Paris (France) - Code ISIN: FR0000125585
Eligible for the Deferred Settlment System

Casino preferred shares:
Eurolist compartment A - Euronext Paris (France) - Code ISIN: FR0000121139

Indices

Casino common shares are included in the following indices:
• CAC 40 (Paris Bourse)
• Dow Jones Stoxx and Dow Jones Euro Stoxx 

(Non-cyclical Goods & Services)

Real-time quotes for Casino common and preferred shares are available at http://www.groupe-casino.fr 
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March
Casino Cafétéria and Total signed a
franchise agreement to open cafeterias
on the French motorway network. The
first Casino cafeteria opened in June 2004
at the Mille-Etangs service station on
the A20 motorway south of Châteauroux
in central France.

Edah, Laurus’ discount banner in the
Netherlands, inaugurated a new discount
supermarket concept in Leerdam, 
called “Edah Lekker en Laag” (literally,
Edah good and cheap). The format 
aims to offer the best prices in the market,
providing a new-concept restricted
range of 4,000 items, with 30% initially
comprising Edah own-label products,
although this figure is set to rise rapidly
to 40%.

April
Casino and CNP Assurances
announced a strategic partnership
designed to develop and promote the sale
of insurance products to customers 
of Casino Group stores in France. The
agreement concerns the development

of an offering covering a wide range 
of personal-risk insurance, ranging from
provident plans and credit insurance 
to savings and retirement plans. The two
partners also intend to develop a
partnership in assistance contracts and
personal services.

The first Géant hypermarket in Saudi
Arabia was opened, in Riyad, operated
through a Casino Group partner. 
This 9,700 sq.m. hypermarket is located 
in the heart of a 30,000 sq.m. shopping
centre partner.

June
Casino raised its stake in the strategic
Franprix/Leader Price network by
increasing our equity interests in Franprix
Holding from 70% to 95% and in 
Leader Price Holding from 70% to 75%.
Further details are provided on page 11. 

The Group launched a new “La Ola des
marques” campaign and inaugurated 
a “Brazilian week” promotion, during
which 700 of Casino’s French retail
outlets proposed 140 Brazilian products
in partnership with CBD, the Group’s
Brazil-based subsidiary.

July
The first Casitalia store opened in
Menton, in southern France. Casitalia 
is a new convenience store format,
strongly geared towards Italian products
(see page 25).

Our first Géant hypermarket opened 
in Morocco, in Kenitra. The hypermarket
has a retail area of 6,000 sq.m., set in
the heart of a shopping centre containing
some forty other stores and offering 
700 parking spaces. In addition,
Casino’s Moroccan partner, which 
already owns two large supermarkets 
in Rabat and Marrakech, signed 
a partnership agreement with Casino 
to develop retail spaces of over 
5,000 sq.m. in the country’s major cities.

Significant events of the year
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September
A new discount convenience 
store format was launched, called
“€COservice” (see page 25).

October 
Impact, a partner of the Casino Group,
opened the first Géant hypermarket 
on Reunion Island. The new store 
is located in Saint-Pierre, in the south 
of the island, offering 4,000 sq.m. 
of food-dominated retail space. It is part
of a complex containing a shopping
arcade and another retail area of 
800 sq.m. operating under the banner
“Tout pour la maison”, which offers 
an array of electrical appliances,
televisions, multimedia, other home
entertainment equipment and gardening
items.

November 
Casino subscribed to a €200 million
share issue carried out by Laurus,
raising its stake from 38.7% (held 
since July 2002) to 45%. The Group also
had a call option prior to the issue 
– which it retained – with three Dutch
banks (ABN Amro, ING and Rabobank)
to raise its interest in the company 
to 51% by the end of 2008. Casino took
up its full share subscription entitlement
under the issue, as well as the
entitlement it had formerly acquired
from the above three banks, representing
a total investment of €109.8 million. 

December
Casino carried out a private placement
of bonds indexed to the Casino share
price redeemable in March 2007,
March 2008, and March 2009. The
issue, whose proceeds totalled 
€235.7 million, was fully taken up by
Nexgen, Ixis Corporate & Investment
Bank and ABN Amro. The form of the
issue will enable Casino to benefit from
future increases in its common share
price through proportionate reductions
in the amount redeemable on maturity
of the bonds. For financial-partner
coverage of this issue, Casino sold 
2 million treasury shares at €57 per
share, representing an aggregate amount
of €114 million.

A Casino Group partner opened the first
Géant hypermarket in Lebanon, in
Beirut. This 10,500 sq.m. hypermarket
is located in a 170,000 sq.m. shopping
centre on the sea front, in the north-east
part of the city. The centre will also host
90 boutiques and medium-sized stores
selling sports items, textiles and other
goods, as well as an eight-screen cinema
complex, making it the most appealing
shopping centre in the Middle East.
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This agreement, which followed the 
new March 2003 Monoprix agreement
with Galeries Lafayette, reduces our 
off-balance sheet commitments and
extends the maturity of those retained.
At the same time, it provides an
opportunity to consolidate our partnership
with the Baud family and to step up
expansion of the Franprix and Leader
Price networks both in France and
abroad. 

The consolidated results of Franprix/
Leader Price are provided on 
page 21. In France, they together
accounted for 22% of the Casino Group’s
consolidated sales and 33% of
consolidated operating income in 2004. 

In June 2004, Casino announced 
the raising of its stake in Franprix/
Leader Price through an increase in our
equity interests in Franprix Holding 
from 70% to 95% and in Leader Price
Holding from 70% to 75%, for an
aggregate investment of €262.9 million. 

According to a new agreement signed
with the Baud family, the put options 
on the balance of the Franprix/ Leader
Price shares not yet owned by Casino
were frozen for a period of four years and
the call options for a period of five
years. In addition, call and put options
on 5% of outstanding Leader Price
Holding shares have been set at a fixed
price indexed to Euribor. 

Our increased stake in the Franprix/
Leader Price network is a strategic step,
taken in view of the high growth trajectory
of the French discount segment, whose
market share has climbed by around 
1% a year since 2000, and Leader Price’s
strong positioning in this segment,
reflected in its over-25% market share.
In 2005, we will continue to step up
expansion of the Franprix/Leader Price
network, which was begun in 2004. 
This intensification, combined with the
network’s high profitability levels, 
will reinforce Franprix/Leader Price’s
weighting within the Group’s French
operations. ■

Increase in the Group’s stake 
in Franprix/Leader Price
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In early May 2005, Casino signed 
an agreement with the family of Abilio
Diniz, which has been partners with 
the Group in Companhia Brasileira de
Distribuição SA (CBD) since 1999,
whereby Casino, until now a minority
shareholder, will assume joint control
with the Diniz family of CBD, Brazil’s
leading food retailer.

The agreement demonstrates Casino’s
commitment to consolidate its profitable
alliance with CBD and the Diniz family
and will foster stronger, long-term
cooperation between the two groups. 
It will also allow Casino to develop 
its Brazilian operations in a particularly
buoyant business environment and 
will strengthen the Group’s international
presence and its growth profile in the
years ahead.

Casino’s total cash investment, net of
certain immediate tax savings related to
execution of the transaction, amounts
to €407 million.

The transaction is accretive to earnings
per share, has a limited impact on the
Group’s financial ratios and is consistent
with its target of attaining a gearing ratio
below 100% at end-2005.

Transaction details

Under the agreement, Casino will 
own 50% of the voting stock and 68.8%
of the capital of the holding company
that will itself control CBD with 65.6% 
of its voting stock and 28.8% of its 
capital. The transaction thereby raises
Casino’s overall interest in CBD from
27.4% to 34.3% – a stake that will
gradually increase to roughly 39% without
any additional payments by Casino 
due to Brazilian tax regulations allowing
it to push down the goodwill to CBD’s

accounts, leading to the issue of new
shares. This stake could even rise 
to about 41% should Casino exercise an
additional call option on 2.8 billion CBD
common shares.

According to Brazilian law, the transaction
does not require either Casino or the
holding company that controls CBD 
to purchase the remaining outstanding
shares, either now or in the future.

Changes to shareholders’ agreement
and new corporate governance
structure spur expanded Casino role

As part of the new agreement, Casino
and the Diniz family have amended their
existing shareholders’ agreement and
set up a stable, long-term leadership
structure for CBD.

Acquisition of co-control 
of the CBD group in Brazil
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In particular, the agreement calls for equal
representation on CBD’s and the holding
company’s boards, as well as greater
Casino involvement in managing CBD’s
operations.

CBD to lower debt via the disposal 
of real-estate holdings

CBD will sell part of its wholly-owned
store assets to a company owned and
controlled by the Diniz family and in
which CBD will be the lessee for a total
of BRL 1 billion (€307 million). Proceeds
from the sale will primarily be used 
to pay down CBD’s debt and set 
the stage for accelerated development 
in the high-potential Brazilian market. 
In addition, given current interest rate
levels in Brazil, this sale will have a very
positive impact on CBD’s 2005 earnings
per share.

Reinforcement of Casino’s 
growth profile

Casino will account for CBD in its
consolidated financial statements using
the proportional method. As an indication,
the full-year impact of proportional
consolidation of a 34.3% interest in CBD,
pro forma based on the property sale
described above, would be as follows:
• net sales: +7%;
• EBIDTA: +7%;
• Operating income from continuing
operations: +7%.

The transaction will also accelerate
Casino’s expansion momentum. 
For example, if CBD were currently
proportionally consolidated, its 16.5%
increase in first-quarter 2005 sales
would have fed through to a 2.1% gain
in Casino’s total sales over the same
period, up from 1.1%. 

In the coming years, CBD is expected
to undergo sharp expansion and to drive
a considerable upswing in the weighting
of international activities in Group sales
and profits. CBD will thereby join the
ranks of the United States and Thailand
as one of the main contributors to
Casino’s international operating income
generated by continuing operations. ■
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Sustainable development

An approach grounded in
the Group’s historic values
Since it was first founded by Geoffroy
Guichard, Casino has focused on 
the core values of quality, local service,
social responsibility and respect. 
In recent years, the Group has further
built on these values, strengthening 
its environmental, social and ethical
commitments. To this end, it drew 
up a Sustainable Development Charter,
containing 10 commitments, rounding
this out with a Group environmental
policy in 2003. In addition, the code of
ethics signed in 2002 by EMC Distribution
– the Group’s central buying agency –
was updated in 2004. Also in 2004, 
the Group signed a Corporate Diversity
Charter launched under the aegis of the
Institut Montaigne, a French think-tank
focusing on research and sociology. 

A dedicated sustainable
development structure 
and resources
Since 2002, the Group’s sustainable
development policy has been
orchestrated by a cross-functional
Sustainable Development Committee
(SDC), comprising experts from 
the Group’s various corporate functions
and operating divisions. Six new people
joined the SDC in 2004, bringing the
total number of members to 40 in France
plus 9 international liaison officers. 

The SDC has drawn up a Sustainable
Development Action Plan (SDAP) that
sets out targets with a view to continually
improving sustainable development
performance. The expenditure required
for carrying out the SDAP is set out 
in the Group Strategic Plan which is
approved each year by the senior
management team. In addition, in order
to ensure that sustainable development
data are as reliable as possible, in 2003
the Group drew up a formal reporting
and measurement protocol which 
is updated on a yearly basis. In 2004,
Casino continued to strive for progress
in this area by extending the scope 
of its sustainable development reporting,
by setting up an internal audit
assessment of indicator reliability and 
of the Group’s sustainable development
approach, and by tasking an external
firm to draw up a status report on the
Sustainable Development Action Plan.

Achievements in 2004 

ENVIRONMENTAL IMPACT 
OF THE GROUP’S SITES

In 2003, the Group drafted an
Environmental Policy – provided to all
employees – which sets out the
overarching principles applicable to all
businesses at every stage of their
operations. 

Reducing greenhouse gas emissions
As climate change is very much at the
top of the international agenda, in 2004
Casino performed an initial estimate 
of the impact of its operations in terms
of greenhouse gases, using the Bilan
Carbone® method recommended by the
French Agency for the Environment and
Energy Control (ADEME(1)). The Group’s
main greenhouse gas emitting areas
have been identified as product storage
and transportation, emissions of 
cooling liquids, electricity consumption
and customer travel to stores. 

(1) Agence de l’Environnement et de la Maîtrise 
de l’Energie (www.ademe.fr)
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For more information on the Group’s sustainable development policy and achievements, the third edition of our Sustainable Development
Report is available on www.groupe-casino.fr and can also be obtained on request from the company.

Saving electricity
The Green Light programme for
revamping and improving lighting systems
in the Group’s stores has delivered
significant benefits in both environmental
and economic terms. At end-2004, 
26 hypermarkets, representing total retail
space of 211,000 sq.m., had obtained
GreenLight certification. This year, the
supermarket division adopted the same
lighting renovation specifications for 
15 supermarkets, representing a total
sales area of 30,000 sq.m., and the
convenience-store division has also been
testing new GreenLight-compliant lighting
systems in several stores since 2004.

EMPLOYEE RELATIONS

The “Handipacte Casino” agreement
Casino’s commitment to employing the
disabled was formalised in 1995 with
the signing of the first Company-wide
agreement, and reaffirmed in 2003 
with the signing of the Handipacte
Casino agreement, covering all Group
subsidiaries in France, other than
Leader Price, Franprix and Monoprix,
for the period from 2003 to 2005. 
The aim of the agreement is for each
subsidiary to reach or maintain the
minimum legal quota of 6% of disabled
employees, through hiring programmes,
inclusion and training plans, job
retention measures, communication
tools and a drive to raise awareness.
With a rate of 8.01% in 2004, Casino
once again exceeded its target. 

Quality and traceability
Casino’s products are subject to strict
quality, safety and traceability
requirements. Our quality policy is
underpinned by a comprehensive
monitoring and control system enabling
us to ensure that our products are 
safe and healthy. The Group has a risk
prevention committee to identify any
risks relating to products sold, as 
well as an emergency procedure which
may be enforced at any time in order 
to recall or withdraw items from 
the shelves. Our stores and warehouses
perform annual audits to ensure that the
applicable procedures have been
respected, with 2,070 of these audits
carried out in the Group’s stores in 2004.
Casino also has several cross-functional
working groups whose role is to
guarantee compliance with traceability
requirements, using the Group’s internal
traceability control procedure as one of
their tools. 

Since 2004, suppliers can view the
Group’s traceability requirements on a
dedicated website. Also, over 65% of
our suppliers use the Trace One system
we introduced in 2003 – an electronic
tracking solution for enhancing product
quality and safety. ■

Reducing the risk of work-related
accidents
Although there was a slight improvement
in 2004 compared with 2003, accident
frequency and severity rates are 
still higher than the Group’s objectives,
particularly in logistics and catering. 
In order to improve risk prevention 
in this area, a steering committee was
set up in the first half of 2004, comprised
of safety training officers from each
division. The committee’s role is 
to promote the sharing of best practices
and to bring together existing safety
training modules. It is also responsible
for ensuring that all employees
concerned by this issue follow the
applicable mandatory safety training
courses.

PRODUCTS AND CUSTOMERS

Cutting back on grocery bags
The 900 million grocery bags distributed
each year in our stores ultimately
represent 6,000 tonnes of plastic waste.
In 2004, with the assistance of our
customers, the Group’s hypermarkets,
supermarkets and convenience stores
adopted solutions for replacing single-
use bags. We also took measures to
encourage the practice of reusing
grocery bags by raising the awareness
of both customers and cashiers. 
Thanks to these efforts, each store was
able to reduce the quantity of bags
distributed by an average of 15%.





The year was characterised by a harsh operating environment,
marked by an erosion in consumer spending on food as well 
as price-cutting measures resulting from the “Sarkozy”
agreements signed in June 2004 introduced by the then French
Minister of the Economy, Finance and Industry. These
agreements, which form part of an overall governmental drive
to improve the purchasing power of French consumers 
and give a boost to household spending, provided for at least 
a 2% price cut in major labels as from September 2004, drawing
on combined efforts of retailers and manufacturers.

During the year, we reinforced our competitiveness by
implementing an aggressive pricing/marketing policy throughout
all our banners while enhancing and broadening our offering 
of private-label and economy-priced products. These products,
whose prices are between 30% and 60% lower than
manufacturers’ brands, according to the network involved,
accounted for more than a quarter of the 2004 sales posted by
each of the Group’s banners. Altogether, they represented 
an average of 40% of total sales in France. 

Casino continued to steadily extend its retail space during the
year, adding some 150,000 sq.m., versus 120,000 sq.m. in 2003.
The focus was, once again, on our most profitable formats,
with 45,000 sq.m. for Franprix & Leader Price and 58,000 sq.m.
for the convenience stores. 

Despite an operating backdrop of price cuts and sluggish
consumer spending, operating income for French operations
advanced 0.6% to €1,018.4 million. Operating margin 
came in at 5.5%, on a par with the previous year. These solid
results reflect the strength of the Group’s multiformat model, 
based on a fleet of banners with a range of positionings 
aimed at meeting the diverse and changing needs of consumers. 
They also demonstrate the Group’s highly flexible in-store cost
structure and strong growth momentum in the discount
segment, which now accounts for over one-third of operating
income for French operations. 

In 2004, French operations held firm, with sales increasing 1.7% and operating income very slightly up by 0.6%. 

19
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€ millions 2002 2003 2004 change 2004/2003

Net sales 6,959.0 7,190.1 7,203.0 + 0.2%

Operating income 269.5 294.3 291.9 - 0.8%

Operating margin 3.9% 4.1% 4.1%

In 2004, Géant hypermarkets
contributed 39% of consolidated net
sales and 29% of operating income
generated by our French operations.

Géant held up well against the tough
business climate that prevailed in 2004
for the hypermarket segment, with
consolidated net sales edging up by
0.2%. Same-store sales contracted by
1.2%, however, although the last 
three months of the year saw a sharp
improvement on prior quarters. 

The overall good performance was
driven by a number of factors, including
the manageable size of Géant’s stores
(typically less than 7,000 sq.m.), 
their location in mid-sized towns and
cities, the benefits that are being reaped
from Géant’s strategy of providing a
broad food range, measures undertaken
in 2004 to re-engineer the non-food
offering, the effectiveness of the S’Miles®

multi-retailer loyalty programme, and the
sucess of Géant’s price repositioning
strategy. 

The Opus price index for the most
popular items sold fell by 1.3 point for
Géant in 2004, from 100.1 at the start
of the year to 98.8 at end-December,
representing the strongest price decrease
of hypermarket banners in France.
Géant’s moves to reposition its pricing
strategy were also highlighted in a
survey carried out by a French consumer
association published in early 2005,
which stated that Géant, of all the French
banners, was the one to have cut prices
the most over a period of two years

from June 2002 to September 2004,
and to offer the cheapest prices based
on a selection of 47 products.

Despite the aggressive price cuts that
Géant applied to both manufacturers’
and “controlled” brands (Casino brand
and economy-priced products), operating
income held firm year-on-year, inching
down only slightly by 0.8% to €291.9
million, and operating margin remained
unchanged, at 4.1%. These solid results
were achieved on the back of cost-
cutting measures implemented during
the year, which in turn were facilitated
by the flexible cost structure arising
from the mid-size scale of the stores. 

In early February 2005, Géant opened
its first discount hypermarket under the
banner “Géant Discount”, in Basso-
Cambo, near Toulouse, in southwestern

France. Located in a working-class area
impacted by the explosion at the AZF
chemical plant in late 2001, the Géant
Discount format is based on a
transformation of the traditional Géant
hypermarket concept with a more simple
and economical layout. It is entirely self-
service and carries only 23,000 items,
which represents a sharp drop of 60%
compared to traditional Géant stores. 
It also offers mainly Casino-brand and
economy-priced products. The pilot site
has proved a resounding success ever
since it opened and could lead to the
format being rolled out to other sites in
the coming months. ■

Géant hypermarkets
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€ millions 2002 2003 2004 change 2004/2003

Net sales 3,490.2 3,843.7 4,066.0 + 5.8%

Operating income 263.0 313.2 336.8 + 7.6%

Operating margin 7.5% 8.1% 8.3%

In 2004, Franprix and Leader Price
together contributed 22% of
consolidated net sales and 33% of
operating income generated by our
French operations.

During the year, Casino raised its stake
in Franprix & Leader Price by 
increasing its equity interests in Franprix
Holding from 70% to 95% and in 
Leader Price Holding from 70% to 75%.
This transaction is described in detail 
on page 11. 

Franprix & Leader Price enjoyed another
year of strong growth, with combined
sales up 5.8% to €4,066.0 million from
€3,843.7 million in 2003. 

Leader Price, the only 100% own-label
national discount chain, delivered
further strong organic growth of 9.9% 
in 2004, including 4.4% on a same-store
basis and 5.5% from new store
openings. Twenty-three new Leader
Price stores were opened during the
year, compared with 17 in 2003,
bringing the total to 393 at the year end.

Leader Price’s success reflects the
growing popularity of discount stores in
France, coupled with the effectiveness
of the banner’s unique concept.
Discount is still the most dynamic
segment of the French food retailing
market with, according to figures
provided by Secodip surveys, its market
share rising from 9% in 2000 to 13% 

at the end of 2004. Holding a total 
market share of 3.5% in France (Secodip
annual cumulative data at February 20,
2005), Leader Price accounts for 
over a quarter of the French discount
segment. It owes this achievement 
to its unique all-private label concept,
strong innovative capability, proactive
merchandise management policy (with
almost 3,000 items), and steady pace 
of store openings. 

Franprix is a Paris-based neighbourhood
supermarket format (400 to 500 sq.m.),
with 30% of its range made up of
Leader Price own-label products. Like
Leader Price, it continued to expand
aggressively, opening 23 new stores
during the year and bringing its total to
612 at end-December 2004, almost
exclusively in the Paris region. This
sharp increase in a limioted geographical
area led to a 3.9% decline in same-
store revenues, but enabled Franprix to
maintain a stable contribution to Group
sales. New stores invariably lead to 
a degree of temporary cannibalisation in
relation to existing stores, but at the
same time they improve operating
efficiency through synergies arising from
the stores’ geographical proximity. ■

France

Franprix & Leader Price
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IN 2004, CASINO’S NEIGHBOURHOOD STORES 
(CASINO SUPERMARKETS, MONOPRIX 
AND CONVENIENCE STORES) CONTRIBUTED 36% 
OF CONSOLIDATED NET SALES AND 36% 
OF OPERATING INCOME GENERATED BY OUR 
FRENCH OPERATIONS.
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€ millions 2002 2003 2004 change 2004/2003

Net sales 6,555.2 6,692.0 6,753.3 + 0.9%

Casino supermarkets 3,196.4 3,131.4 3,183.7 + 1.7%

Monoprix (50%) 1,851.8 1,879.7 1,898.3 + 1.0%

Convenience stores 1,507.0 1,680.9 1,671.3 - 0.6%

Operating income 356.0 389.0 371.5 - 4.5%

Casino supermarkets 130.5 132.8 124.4 - 6.4%

Monoprix (50%) 94.3 107.5 105.6 - 1.8%

Convenience stores 131.2 148.7 141.5 - 4.8%

Operating margin 5.4% 5.8% 5.5%

Casino supermarkets 4.1% 4.2% 3.9%

Monoprix (50%) 5.1% 5.7% 5.6%

Convenience stores 8.7% 8.8% 8.5%
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