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Welcome coffee

THE MONOPRIX BRAND
Florence CHAFFIOTTE

MONOPRIX FASHION & HOME
Lilian ROSAS

MONOPRIX MULTIFORMAT
David MURCIANO

FOCUS ON NATURALIA
Franck PONCET

CONCLUSION
Regis SCHULTZ

Q&A

Lunch buffet with tasting
13h00 of Monoprix products

14h00 STORES TOUR

MONOPRIX BEAUGRENELLE
19 rue Linois
75015 PARIS

MONOP’ ENTREPRENEUR
77 Rue des Entrepreneurs
75015 PARIS

NATURALIA VOLONTAIRES
241 RUE DE VAUGIRARD
75015 PARIS




WHO IS MONOPRIX<¢
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MONOPRIX IS A CITY CENTER STORE

MONOPRIX



T3 DISCOVERE
MONOPRIX MONOPRIX IS THE MOST PARISIAN

MONOPRIX

/ M()N()P"Rlx
' gr “"FRENCH PEOPLE
= ' * DONT SAY CHEESE
RENCH | | |G

DISCOVER THEMDST PARISIAN CITY MARKET DISCOVER THE MOST PARISIAN CITY MARKET
voRu-TASRIGN-BEAYTY-HONE FOOD-FASHION-BEAUTY-HOME

POUR VOTRE SANTE, PRATIOUEZ UNE ACTIVITE PHYSIQUE REGULIERE. WWW MANGERBOUGER )

MONOPRIX 6



MONOPRIX IS SMALL AND BIG

FROM THE SMALLEST

CONVENIENCE DEPARTMENT
STORES STORES

DOWNTOWN
SUPERMARKETS SPECIALIZED
STORES

TO THE BIGGEST

MONOPRIX 7



M-@Q%Ey%; MONOPRIX IS UNIQUE

HOME/LEISURE
7% FRESH PRODUCTS
37%
TEXTILE
c 14% -
9 «©
O o
I . A T 3
D HEALTH =
£ LR MONOPRIX FOOD S
66%
NON FOOD
34% _____________ GROCERY FMCG
29%

MONOPRIX 8



MONOPRIX IS DIFFERENT

BUTCHER DELI & CATERING BAKERY & PASTRY

WINE CELLAR

HEALTH & BEAUTY CHEESE

MONOPRIX 9



WHAT IS MONOPRIX?
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MONOPRIX

MONOPRIX

i MONOPRIX IS

i A TRAILBLAZER

: IN NEW PATTERNS
i OF CONSUMPTION

MONOPRIX IS THE FIRST TO
CONQUER THE CITY CENTRES

MONOPRIX IS THE FIRST
TO MAKE FOOD AND
FASHION AFFORDABLE
TO EVERYONE



WHO ARE
MONOPRIX COMPETITORS®?




1349 DISCOVERE/
MONOPRIX

MONOPRIX




TSIDISCOVERES
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WHO ARE MONOPRIX
CUSTOMERS?




AR DISCOVER K
MONOPRIX IS TARGETING CITY LOVERS

TOTAL URBAN POPULATION, FRANCE

85

75

70

65

PERSPECTIVE MONDE, SOURCE : BANQUE MONDIALE, KANTAR WORLDPANEL

1965
1975
1985
1995
2005

2015

KANTAR WO RLDPANEL 17



MONOPRIX IS TARGETING HEDONISTS

CUSTOMERS ALLOCATION, FRANCE

m Brand lovers

m Carpe diem

m Special offer hunters
B Resigned
m Thrifty

Uninterested

16.1
m Self-conftrol

14.7

®m Organic citizens

Supermarkets MONOPRIX

KANTAR WO RLDPANEL




MONOPRIX IS LOVED BY FANS

A DEEP UNDERSTANDING OF OUR CLIENTS*

= 62% of turnover is fracked, almost 20m transactions identified
»  Knowledge on 3.4 active urban clients with 92% contactable
» Exploited extensively, repetitively to fine tune

SHOPPER STRATEGY CATEGORY MANAGEMENT  SHOPPER ENGAGEMENT PRICE & PROMOTIONS

= With Dunnhumby the leader on data knowledge and client engagement

A CAPTIVE, STABLE, FAN BASE

=  Over 75% remain loyal year after year
= Build through our exceptional downtown presence (60% live less than a km away from their store)
= Build through an exceptional love for the brand

= They shun the competition: they shop among 3.8 retailers vs 4.6 for the average client and for 68% of
them, Monoprix is their main retailer.

=  73% deemed their loyalty card the most advantageous vs competitors

MONOPRIX 7 * Data YDT —end of July ’



WHAT IS MONOPRIX
STRATEGY?




WHAT IS MONOPRIX
VALUE?




N°® 1 on ORIGINALITY

MNOIDIVGIN

29% 37%  gcy,
2% 19% 25%
= 13% = 19%
e S
5 5
>3 2 3 4 = 2 B 4
ORIGINALITY FRESHNESS OF
THE PRODUCTS

Brand image tracking, Repéres Institute ’
MONOPRIX 22



N°® 1 oN INNOVATION

24% 2 13%
0
é M%] - 13% E B 0
oW =T 5/1
; ;
©) ®)
MODERNITY INNOVATIVE

MONOPRIX 23 Brand image tracking, Repéres Institute ’



M-o@%z N° 1 on QUALITY

GLOBAL STORE PERCEPTION

4% 31%

18% 17¢
o 17% 3%

MONOPRIX
MONOPRIX

QUALITY PLEASURE

M ON OPR]X o4 Brand image tracking, Repéres Institute ’
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MONOPRIX IS FASHION




MONOPRIX: UNIQUE STYLE

A strong dedicated Unique and Consistant style

MONOPRIX 27



LETS[RHIT] .
MONOPRIX MONOPRIX: FAST FASHION

RENEWED COLLECTIONS EVERY 15 DAYS, 22 THEMES PER YEAR, 11 THEMES FOR WINTER 16,
15,000 ITEMS IN TEXTILE, 8,000 ITEMS IN HOME-DECORATION, PER YEAR

Chlorophylle June Formentera July Camargue July Hors Saison August

Gallery Sept.

)

Uniforme Sept. Islande Oct. Seventies chic Oct. Ambre Nov. Chimere Nov.

MONOPRIX 28



MONOPRIX: THE TEAM

WITH A SPECIALISTS INTERNAL ORGANIZATION
DESIGN, PURCHASES, QUALITY, FIT AND MANAGEMENT...

TEXTILE, HOME
& LEISURE DIRECTION

COLLECTIONS
DESIGN WOMEN - UNDERWEAR QUALITY MANAGEMENT
IMAGE & STYLE ~ ACCESSORIES SOURCING OPTIMISATION
MERCHANDISING | MEN - CHILDREN - BABIES > D | PLANIFICATION
DESIGNERS HOME - LEISURE 28 EMPLOYEES Lo
28 EMPLOYEES 92 EMPLOYEES

170 FASHION, HOME AND LEISURE SPECIALISTS

MONOPRIX 29



MONOPRIX: THE PRICES

AN AFFORDABLE PRICE POSITIONING

MONOPRIX /ARA MANGO

I
L
€19.99
€27.99 €24.99
OUTFIT: €47.98 OUTFIT: €49.90 OUTFIT: €49.98 OUTFIT: €39.98

MONOPRIX 30



MONOPRIX: THE CONCEPTS

UNDERWEAR HOME & LEISURE

MONOPRIX 31



MONOPRIX: THE FUTURE

New consumption habits and new market opportunities:

SPORTS & LEISURE

MONOPRIX = MONOPRIX = MONOPRIX = MONOPRIX
FIT’ BIKE SKI TRAVEL

B — ’

MONOPRIX 32



MONOPRIX: THE DESIGNERS

CARAVANE MYPANTS [EIBSES

MADAME A PARIS
BENSIVION® -
NORG COLLECTION senlou  ANTIK®BATIK
- MYSUELLY Paola Navone
HEIMSTONE Chalqyan @
PPPPP Petit Pan HELLO, lucien®®
ROSEanna | LOVE YOU, pellat-finet
L T ——— SARA“ CAN YOU TELL ME
Cvovorx + EREEEES YoURNAME?  melow yelowy

PE R|GOT |ey LEON & HARPER
ANNE VALERIE HASH LAVOI\W _,%

YIQING YIN ALEXIS m ' M IGABEL MARANT

G ‘ L E S MABILLE manish arera DEBARQUECHENLONOPIORIX Wz

. oo TEw
ba&sh [ f e L gt lorafolk

%‘&NHETL virginie castaway April. May

JOSE LEVY  pelite/Wlendigote- AMERICAN RETRO

VANNINAVESPERINI

PA R 1 S

LE MARCHAND

D* ETOILES :
SW‘MNS Venus et Judes I MARION LESAGE

w . ’ L
XX T Natualie Qéré R nocollection

MONOPRIX 33



MONOPRIX: GUESTS 2016/10

¢ RIVALENTNE  GAUTHI 1’53?’% LoVE Srorics

-
Nlon qﬁﬂf'x

POUR

MONOPRIX

A TR R LEN TV

| Sales period: 2016.10.26 ‘ .

Sales period: 2016.10.12

MONOPRIX 34 ’



LET'S NI 9
MONOPRIX

MONOPRIX

PATCH NYC

for

MONOPRIX

New Yorkers, Don Carney and John Ross were
known through their original and unique
collections designed for Home and Fashion
accessories. They were used to create
accumulations attached fo an office
specialized in curiosities

For Monoprix, the duo has definitely chosen fo
use a gallery of animals through animating
various home decoration wares and also, for
the first time, with garments.

MONCPFSC - 50w caghed ce 61 T80 G906 1416, mieMaw

35

MONOPRIX: GUESTS 2016/11




T3 DISCOVERE
MONOPRIX MONOPRIX RUE ROYALE

PATCH NYC
for

MONOPRIX
GUEST IN

T J

MONOPRIX

™ iire chez QYIRS

The first Monoprix
located in rue Royale
A Pop Up store
5 in Maxim’s from 16 to 20

Project november 2016

MONOPRIX 36
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DIVERSIFIED SET
OF QUALITIVE FORMATS




AR DISCOVERE
yovopd A DIVERSIFIED SET OF QUALITIVE FORMATS...

# Intfegrated # Franchised

Stores * Stores *

The leading city-center retailer, with an average retail surface area of 1,800
sgm designed to appeal to an active urban, mostly female shoppers

e Very broad (30,000 items) and innovative offering of food and non-food
products, with a wide range of private label products

MONOPRIX

e Convenience format, retail around 300 sgm

e Highly practical and welcoming stores providing a varied selection of
products to meet daily needs as well as unexpected shopping.

e Operating in densely-populated urban areas and alongside motorways

Combination of food-to-go and ultra-freshness, with an average retail area
of 50 o 100 sgm

Offering a broad range of snacks, ready-to-eat meals, dairy products,
beverages, fruits and desserts

The leading specialist retailer of organic and natural products in Greater
Paris, with more than 110 shops offering more than 6,000 SKUs per store

639 stores in France / 738 stores total worldwide

MONOPRIX 39 * End of September 2016 ’



CAPACITY TO COVER ALL AREAS
MONOPRIX

FROM 10 TO 5 300 sg.m...

MONOPRIX

From 394 | Inno Croisé
to 5374 { Laroche

From 19
to 680

NATURALIA

From 70
fo 650

monop’daily

from 10
to 283

From 10 to 5 300 sgm

Daily Gare
Montparnasse

MONOPRIX 40




..WITH A STRONG FOOTPRINT
MONOPRIX IN PARIS AND CITY CENTERS

639 g;rese.?if in Monoprix banner owns:
CITIeS
s o DA%, S/7

in more than

250 cities inhabitants * 36% of Parisian « 39% of Parisian
SEYS TS stores Stores
IN Fran

anece 100% - 55% of Greater « 6% of Gredter
« 184 stores in Paris (@) Paris Paris
« 154 stores in greater Paris TOpoChglleﬂge « 61% of rest of « 65% of rest of

« 301 stores in the rest of France C T e S France France
MONOPRIX 41 ’



AR DISCOVERE
639 STORES ACROSS MAJOR FRENCH CITIES
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EXAMPLE OF LARGE ICONIC STORES WITH TOP
M

O[0)ii04 AND INCOMPARABLE LOCATIONS IN CITY CENTERS

- BEAUGRENELLE
” S~ O\ 3,133 sgm

S MONTPARNASSE : 5,374 sgm
CHAMPS ELYSEES 4,995 sqm :

],5605qm g ................................................................

15 Q 12

14 13 MONGPRIX
| ]

N

: ROND-POINT
CROIX ROUSSE GRAND BAZAR DE LYON : 4,316 sgm

3,330 sgm 3,020 sgm

MONOPRIX 43




Lhe/lrg%agy%ﬂs MONOP' THE CONVENIENCE STORE
1X OF MONOPRIX

inuit ¢« 1B BEeE

de 8h30 t T o

l“ﬁ

[ |
B 1.0 /0

. L)

| N £
=

MONOPRIX




CONTINUOUS SALES GROWTH
MONOPRIX

AND AN ACCELERATED EXPANSION

TOTAL GROSS SALES IN €M

Integrated stores only Total turnover

. under banner **

o €5.1bn

4,262
4,217 4,224
4,127 D B B B
4,014
CAGR
(2009-2015)
+2.0%

2009 2010 2011 2012 2013 2014* 2015 2016 LE  ceeiiiiii i
<€ > <€ —> € —>
2009 - 2010 2011 - 2013 2014 - 2016 Annual sales
-------------------------------------------------------------------------------------------------------------------------------------------------------------------------- increase
Average number of
store openings 24 36 66
Including number of +€49 ] m
franchised stores 8 16 17

* 2014: impact of store tfransfers to competitors due to anfi-frust decision
** Including franchised stores gross sales
MONOPRIX 45




T EIDISCOVER MULTI-CHANNEL & MULTI-FORMATS

MONOPRIX DEVELOPPEMENT

Expand and continue development initiated in recent years

HIGH TRAFFIC AREAS CITY CENTER SPECIALIZED FORMATS

MONOPRIX

owi e e
CHANNEL ) . :
GROUP monop’daily monop®daily MW SHOWROON

OBJECTIVES * Continue with * Development of * Naturalia organic * Become the web
FOR EACH our historic new confirmed food'’s top player key player in city
CHANNEL partners concepts e Test new format cenfers

* seeking new * Accenfuate fashion / beauty * Develop
partnerships selection in cities significantly
, > 50 000 h * Waich over fashion / beauty
* Exploring new acquisition business
places * Continue opportunities
decrease fixed * MSR integration
assets/m? and development

MONOPRIX 46



... AND STILL SIGNIFICANT
MONOPRIX GROWTH POTENTIAL

TOP 20 MAIN CITIES ™ MONOPRIX monop? NATURALIA

At least one store
1 PARIS e O
2 LYON
3 MARSEILLE / AIX-EN-PROVENCE
4 TOULOUSE
5  BORDEAUX
6 LILLE
7 NCE A v pemmmm
8  NANTES *
5 STASBOURG 43%
10 RENNES OF TOTAL
11 GRENOBLE FRENCH
12 ROUEN POPULATION
13 TOULON
e B . B —"
15 DOUAILENS
16 AVIGNON
17 SAINT-ETIENNE
18 TOURS
19 CLERMONT-FERRAND
20 NANCY

* Source: INSEE ’

47

MONOPRIX



HIGHT POTENTIAL GROWTH
MONOPRIX FOR PROFITABLE FORMAT

# of stores Presence of Market Potential Including Profitability
2010 2015 Monoprix growth Monoprix franchise
(# of cities) growth potential
MONOPRIX | 287 313 224 —

-t

= o 162 89 + ++ +++ ++

monop’daily

NATURALIA 9 129 4 ++ +++ ++ +++

D

+200 stores Hight growth High

MONOPRIX In 5 years ., Ppotential profitability ’
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FRENCH
ORGANIC MARKET




NATURAUR FRENCH ORGANIC MARKET

TURN-OVER AND EVOLUTION FROM 1999 TO 2015

€m
502] ..........................................
4,555
4,189
X 5.7
3,517 ¢
3,149 in 10 years
2’606 ..........................................
2,070
1,565 +20% growth
1,000 I in the first half of 2016
1999 2005 2007 2008 2009 2010 2011 2012 2013 2014 2015

NATURALIA 52 Source: Agence Bio



NATURAI_lR MARKET SEGMENT

STEADY INCREASE OF SPECIALISTS STORES’ GROWTH

GENERALISTS SPECIALISTS OTHERS

36.5% 18.9%
(+0.7p1) (+0.7p1)

. MONOPRIX
. Eleclerc(®

ARuchan

NATURALIA 53 Source: Kantar Worldpanel



m;\ SPECIALIST COMPETITORS

1 NEW ORGANIC STORE IS OPENING EVERY 2 DAYS IN FRANCE

COOPERATIVE
OWNED SHOPS FRANCHISES MOVEMENTS TOTAL STORES IN 2015
@ biocoop)| X 378

' % laVieClaire ’ X 261

@monde X 183
NATURALIA : x 129*

X 31

naturéeO X 20

Le supermarehé Bio [

* 126 owned stores + 3 franchises

NATURALIA 54 Source: Bio Linéaires



-nmN ATURALIR OFFER GROWTH

DAILY 89%

CONSUMERS of French people consume
organic products

93%

of them intend to maintain
WEEKLY or increase their purchases
CONSUMERS in the 6 coming months

MONTHLY
CONSUMERS

65%

consume them regularly,
af least one a month

REGULAR

CASUAL
CONSUMERS CONSUMERS ....................................................
(AT LEAST
MONTHLY) 82%

trust organic products

NATURALIA 55 Source: Agence Bio



(13 DISCOVER B/

NATURALIA

CONSUMPTION GROWTH

NATURALIA

28,725

French farms

apply organic or
biodynamic methods
(data by the end of 2015)

300,000

hectares

are switching to
organic methods

56

1.3 million
hectares

are organically or
biodynamically cultivated
in 2015 (1.5 million are
expected by the end of
2016, that's 5.8% of total
French agriculture lands)

76%

of organic products

consumned in France are
produced in France

Source: Agence Bio



NATURALIA
ORGANIC SINCE 1973




LETSDIRHITE] > KEY DATES

NATURALIA

39 SHOPS
NATURALIA IS TAKEN OVER BOUGHT
LAUNCHED BY BY TWO OUT BY
TWO FARMERS ENTREPRENEURS MONOPRIX

EERTIFIE

naturalia

= AGRICULTURE
et du bien étre” BIOLOGIQUE

2007

New logo

“L'espace de la forme

NATURALIA

AB ORGANIC
CERTIFICATION
infroduced in

France E-COMMERCE PIONEER:

Launch of France First
online retail venture for
organic produce

NATURALIA 58



NATURAUR STORES AND TURN-OVER

NATURALIA IS THE MOST DYNAMIC ORGANIC PLAYER
WITH 37 NEW STORES OPENED IN 2015

2016

BY THE END
OF SEPTEMBER

ACQUISITION
BY MONOPRIX

NATURALIA .
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NATURALIA PARIS AND GREATER PARIS

S 2 NATURALIA

17
s
B Ty - g THE PARISIAN LEADER
B e O 0 B
: Baa (=P "
8 2 @.-“ s
o ) 2% g e 20
i'_ 3 L e - " 95
. s L |
it ¥ ¥
16 - - .
B _i g wi E £ 93
Bl s 2 ®
o e d el R .
R M_I_S_ B E’J . = :
a - 13 b v o .
" al¥l » L] i e B
¥ ¥ om = 8
o B e B’
77
PARIS : 0 -

. 94
60 stores 9,

37 STORES

NATURALIA 60
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NATURALIA PROVINCIAL STORES
NATURALIA'S
.., POTENTIAL
g DEVELOPMENT
e
_ 43 STORES
- 2 stores

NATURALIA 61
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NATURALIA DUR STORES

RZNATURALIA

Zﬂl(-!oﬂ;é.dﬂw 4 e p-sin B st 2, LAnAArsng

NATURALIA
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NATURALIA

OUR PRODUCTS

GREAT TASTE IS WHAT WE DO

NATURALIA sells an extensive range of everyday products,
with around 10,000 listings from more than 470 suppliers.

3,900+

grocery products
of which around 200 are gluten free

450+

fruit and vegetables,
seasonally-led

150+

products sold in bulk

1,000+

vitamins & food supplements

370+ 860+
drinks natural beauty items
2,200+ 250 +
frash, sold over the counter green products
or frozen products Statistics March 2016

Tartines craquantes e
ay sarrasin & _

NATURALIA 63

EXCLUSIVE SPECIALISED
DISTRIBUTION CIRCUITS’
PRODUCTS AND BRANDS

Some 20 quality labels guaranteeing
the authenticity of nrganic products in-sture

ﬁa-‘-f ‘p'l'"""?t
..*‘H ? B .
i
" cone mhﬁ

NATURALIA St-Cloud The st shop in France
to be awarded C'Bio certification for organic building



LET'S (TSR] o DIGITAL & SOCIAL NETWORKS

NATURAL

X \ldreyisite ) | Mon compte | | Mes commandes précédentes | ©,
RETROUVEZ-NOUS SUR

Mardi 25 Octobre 2016
Bienvenue sur naturalia.fr, pour ouvrir un compte, cliquez cl.

NATURALIA

Newsletter : ( Entrez votre adresse e-mail ) Voir un exer

Pour tout nouvel abonnement, les frais de port sont gratuits & la prochaine commande de pius de 20 euros.

L'esprit bio Faire mes courses 6 ’ 000
PRODUCTS
AVAILABLE

ON-LINE

&
WORKING TOGETHER UNITING

60,000 fans
|

Jus DE POMMES

o e 4

750 ml soit 3,53 €/L

DEMETER, &2 &
LE LABEL PLUS BID
QUE LE B!

le dico
des plan‘rcs

luw
Pommes l

Votre troisiéme
LIVRAISON

C [EEEE réglements

envols sécurisés

Nos dossiers Bio ENGLISH BREAK LAIT 4EME AGE 600G LIVRAISON
Produits frais : Mon S Nouveauté GRATUITE
frigo ne mange que LES JARDINS DE GAIA HOLLE
duBiO. 5,25 € 5,85-€ | Dés 12 mois
Quantité : s 11,99€
b+ ] - | & Quantité : '
am = == Fee
Tactualité Naturalia L, T ———
031012016 > Accéder & l'offre q bl Angétine Layet
| e e
——— www.carnetprune.c

Les 7 & 8 octobre : Venez déguster les produits > Accéder a l'offre

GABORIT dans nos magasins !

(AL
o

sin
Sanction administrative prononcée par la DIRECCTE d'Tle-De-France A 3 O a5 Qe et pag o
En application des articles L.441-6 VI, L. 443-1 et L.465-2 du code de commerce, une amende de 140 000 € a été vocy rhoplo-dnd
prononcée par Ia Direction régionale des ises, de la dela du travail et de I'emploi
(DIRECCTE) d'fle-de- France 3 'encontre de la Société NATURALIA pour des retards dans le paiement des factures de ses T oom
fournisseurs. La constatation de ces retards a été effectuée par les services de la DIRECCTE dans le cadre d'une enquéte X
lancée par la DGCCRF sur le respect des régles du code de commerce en matiére de délais de paiement. \
|
——
Notre entreprise  Nos garanties  Nos services Nos partenaires e e i 1 2.[]0[] follDWEI'S
Tous les magasins o Ty §
YRS 0800 034 035 SHARlNG
Travailler
chez Naturalia [ ——— )
3 7 o ‘Skabztcs March 2016

NATURALIA 64



T3EJDISCOVERE

NATURALIA SERVICE INCLUDED

NATURALIA

\OTRE FIDELITE
RECOMPENSEE

- .
p—
R
i n
" v £
-— <41 !
g— e i 11 1| &
g 3 (]
almitl 1 ’ a1,
17, . -
'\ | on i ® £ J—
e 11 '.‘/”‘ ’
’ L s — -7
nvi p—
1Y) = —
i’ P '
—
—

NATURALIA .



ﬁ}\ﬁ%\ﬂiﬂll’\ COMMUNICATION

 CETETE chey EN JUIN cfep

NATURALIA  NATURALIA [TNOLINER

ACCUSILLONS

~ EN OCTOBRE ce3

NATURALIA

llllllllllllll

~ MONFRIGO
NE MANGE QUE
puBIO.

1o000 ¥
[ s AU 28 sepTENBRE

FOIRE AUX VINS 2016.
NATURALIA

~ LE MEILLELR
_AMI DU
_CORNICHON

C'EST LA

fgcariand BONNE |
IANGEZ SAISON Ieall DIIC
du Lii;r,, N r POUR TOMBER D EIW/ l)w}“
B ENCEINTE. , /,/

NATURALIA 66
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THE EAM MONOPRIX

like ARQUE
IY] - Y] ODERNITE

like

Y]« IYJAGASINS




I DISCOVERR
MONOPRIX

19

MONOPRIX

@& ONE OF THE FAVOURITE

MONOPRIX

BRANDS IN FRANCE o) ¢

70

An unique positioning

A trendy shopping
atmosphere

A contfinuous search for
innovative, exclusive and
differentiating products

A pricing power

Source: KANTAR W RLDPANEL ’



NNeRY Y B’ Y] ODERNITE

VALENTINE GAUTHIER

POUR

MONOPRIX
PATCH NYC
fi

MONOPRIX

SOCIETE NATIONALE
DES MEILLEURS OUVRIERS
DE FRANCE

MONOPRIX 71




I DISCOVERR
MONOPRIX

UNIQUE
ASSETS

MONOPRIX

LR ¥ ULTICANAL

STORES NETWORK

(humber of stores and quality
of their locations)

EXPERTISE IN DELIVERY
(omni channel city center leader)

CUSTOMERS' KNOWLEDGE
CENTRALIZED SUPPLY CHAIN & IT
CASINO GROUP
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