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Update and expansion of RENOUVEAU 2028 to 2030

2024 2025 2026 2027 2028 2029 2030

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

RESTORE

RECOVER

GROW

Launch of balance sheet structure 
adaptation & strengthening  

2030 IMPLEMENTATION
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FY 2025 in line with                      business plan

2025 NET SALES
VAT EXCLUDED

ϵуΦоōƴ
+0.5% LFL vs 2024

2025 ADJUSTED EBITDA
AFTER LEASE PAYMENTS

ϵмфуƳ 
Ҍусaϵ Ǿǎ нлнп

-ϵмнлƳ

2025 FREE CASH-FLOW
BEFORE FINANCIAL EXPENSES

Ҍϵрм9m vs 2024

ϵсррƳ 
+13.7% vs 2024

2025 

ADJUSTED EBITDA



Differentiate Brands
as possible, 

Centralise Resources
as necessary



6
2025 Financial data estimates (unaudited) ς 30 March 2026

Cultivating brand personalities& positionings

Tailoring brand offerings 

Becoming preferred partner for innovation

Supporting group transformation

Supporting employees development

Promoting a culture of social innovation

: vision, mission, directionremain unchanged

Improving customerexperience

Accelerating franchiseessuccess

Contributing to suppliers| vendorsdevelopment 

Resuming mastered expansion

Streamlining store network

Cutting costs& improving performance

New form of regional cohesion

Solutions to safeguard the environment
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V Brands & store concepts investments

V Franchise development

V Store portfolio streamlining

V COGS improvement 

V Costs reduction

V Cash control

focus on execution
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2025 achievements

per brand
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ϵпΦлрōƴ
+0.6% LFL

FY Net Sales FY Adj. EBITDA

ϵ424m
+10.9%Seeding           

2025           

Quick Meal Solutions 
> 13                      rolled-out
> Snackingassortment launch (c. 250 Skus)

Non-food
> New Beauty concept in 14 stores
> Home & fashion acceleration with 11 fashion designers partnerships

Food
> Fresh market focus:25Fresh counters premiumization | 14storeswith new F&V concept
>Assortment curation: selection, differentiation and exclusive novelties

Store network management

> 30 stores switched to franchise
> 26stores opened | 20closed
> 7 stores remodeled

Efficiency improvement
> Space re-allocation for fashion & home: 28magazine & newspaper section closure
> Belt Checkouts openings: +10pts of tickets vs last year
> Shrinkagereduction and goods detention improvement

B2C Commercial activities
> Loyalty program acceleration
>Omnichannel focus : Amazon extension to 22 additional cities 

Quick commerce: 92% of store portfolio | Shopping.fr website for fashion & home

10
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Quick Meal Solutions
> Snacking space re-allocation 
> Snacking assortment& menuslaunch: ōǊŜŀƪŦŀǎǘ мΣфлϵΣ ǇƛȊȊŀ рΣрлϵ όƛƴŎƭΦ ŘǊƛƴƪκŘŜǎǎŜǊǘύ
> Exclusivelaunches such as                      (donuts) with LSA rewards

B2C commercial activities
>Loyalty program acceleration: +50k subscribers in 2025 |QP CA >10%
> Private labels rationalization:                     as entry price range ;          as core range
> Daily services launch: Franpclés* and Nannybag 
> : SKUs @95 index vs competition
> New stores deployed with new UberEATS partnership : +17% in Q4

B2B
>Specific B2B promotional offersΥ άōǳȅ ƳƻǊŜΣ Ǉŀȅ ƭŜǎǎέ
> [Cabas] device supporting franchisees in store performance

Store network management
>3 stores switched to Franchise
>29stores opened | 85closed/exited

Oxygène concepts 
>89storesrolled-out into the Oxygèneconcept (107 stores in total) 

Franpclés: key duplication ; Nannybag : luggage storage

12

Unlocking potential
2025

FY Net Sales FY Adj. EBITDA

ϵмΦрлōƴ
-0.4% LFL

ϵмосm
+19.9%
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Store concepts
>5 storesrolled-out into the new                        concept

>New                   identity launched in Q4 2025. 

Quick Meals Solutions
>53    corners rolled-out (62 stores in total)
>Snackingassortment launch

B2C commercial activities
>Loyalty program launch Coup de pouce: +128k subscribers
>Private labels rationalization: 
Å        fresh products roll-out 
Å      Private label roll-out
Å       as 1st value range
         

* Including Master franchisees  departure in H1 2025

Convention Spar

Seeding
2025

FY Net Sales FY Adj. EBITDA

ϵмΦнуōƴ
+0.6% LFL

ϵ29m
-36.7%

Store network management
> 78stores switched to Franchise
> 151stores opened | 1,052*closed/exited

Key partnerships strengthening: Sherpa partnership renewal

B2B
> [Casino Pro]: new IA functionalities supporting franchisees in store performance
>Specific B2B promotional offersΥ άōǳȅ ƳƻǊŜΣ Ǉŀȅ ƭŜǎǎέ
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Concepts
>25stores rolled-out in 2025 into La Fermeconcept (36 stores in total) 
>Corner                     rolled-out in 20 Spar

B2C commercial activities
> Loyal program acceleration : client loyalty rate at 74%
> Fruit & vegetablesmassification: +10%growth vs 2024
> Best promotional policy in organic market with >350 Skus/month
>Private label development

16

Omnichannel focus: ecommercenet sales at +19%vs 2024
>72new stores deployed with new UberEATSpartnership

Quick Meal solutions
>35stores with the new organicsnacking concept in 2025 

Healthcare
> 47stores rolled-out with the new healthcare conceptin 2025 

Accelerating growth
2025           ϵомлƳ

+8.3% LFL

FY Net Sales FY Adj. EBITDA

ϵ22m
+57.4%

Store network management
> 1 owned store switched to Franchise
> 1 store opened | 16closed

Efficiency improvement
> Shrinkagereduction and goods detention improvement
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Commerce 
> Sustained 3P momentumGMV: +7.7% in 2025 (+8.1% in Q4) driven by Telephony, small 
appliances and sport categories
> Marketplace representing 67.3% GMV (+1.9pt vs 2024)

Clients
> Continued growth in new customer acquisition (+2 millionsnew customers in 2025)  
>Media investment plan fully deployed, supporting sales uplift and brand equity
> Cdiscount voted best e-retailer (all catégories) and best Customer relations 

Sellers 
> Improved seller experience and autonomy (-20%of support tickets)
> Pursued new monetization levers : Retail Media +13% net sales vs. A-1. Launch of sponsored 
brand videos

Technology and Innovation
>At scale AI-chatbot deployed >900k customers ƛƴǘŜǊŀŎǘƛƻƴǎ ƛƴ Ψнр ǿƛǘƘ ƛƴǘŜǊƴŀƭ ǘŜŎƘƴƻƭƻƎȅ 
launched in Q2

18

Customer acquisition

2025           
ϵнΦтрōƴ ic. VAT

+3.5%

FY GMV FY Net Sales

ϵмΦлоōƴ
-0.7% LFL

FY Adj. EBITDA

ϵ67m
-5.3%
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2025 achievements
Group initiatives
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Å Providefranchisees with user-friendly performance reportings

Å Rigorous Franchisees selection

Å NPS B2B launched in 2025 
Naturalia+5pts | Franprix +1pt | Casino/spar/Vival +40pts

7,447
6,484

1,178
207

2024 2025

Store network streamlining and franchise management

-20 +26

-16 1

-85 +29

-1,052 +151

-1,178** +207

Å Annual Franchise eventsper Brand

Å Monthly newsletters for franchisees

*HM/SM ExtenC transfers to the stores network (8 stores in total)
** including 5 BAO Cash & Carry stores sold by the end of Dec. 2025

Convention Spar Franprix

Salon de la 
proximité

1

2

3

4

5

Stores network streamlining Strengthening franchisee relationships

Casino Pro

*

> and 112 owned stores switched to Franchise

Naturalia
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Boosting efficiency & synergies

Efficiency improvement, costs reduction, CapExmonitoring

Å7 Group shared service centers launched in H1 2025
IT, Accounting, Payroll, Legal social, HR, Communications and CSR

Åbŀǘƛƻƴŀƭ ōǊŀƴŘǎΩ ŀǎǎƻǊǘƳŜƴǘ ƻǾŜǊƭŀǇǇƛƴƎ ōŜǘǿŜŜƴ .¦ǎ ƛƴŎǊŜŀǎŜ
>55% of 2025 sales (+4pts vs 2024) in line with RenouveauFY target

ÅPrivate label rationalization / massification 
roll-out as value line assortment for Franprix, Casino, Spar and Vival

Leader Price recharting as Franprixcore range assortment

  non-food & fresh products roll-out in Casino / Spar / vival stores

ÅGNFR purchasing Centralization

ÅCapex management
> Detailed calendarization of store remodelingsaligned with capex program  
> Concepts remodeling costs per sq.m reduction

ÅStrengthened processes to recover overdue receivables   

ÅEuropean purchasing alliance

> International purchases (through 
Intermarché) with PICNIC and EDEKA

> 37 suppliers rolled-out by the end of 
2025

Å alliance since March 2025*

Buying massification alliance with 
Intermarché & Auchan for large 20/80
suppliers

Å contractualization & 
negotiations for group brands for 80/20
suppliers (small and medium sizes)

* A 10-year affiliation agreement

Margin improvement

since August 2025
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FINANCIAL DATA ESTIMATES 

Angélique Cristofari

Chief Financial Officer

2
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Lƴ ϵƳ
2024 2025 Change

Net sales 8,474 8,260 +0.5% (LFL), -2.5% (total change)

Adjusted EBITDA 576 655 +13.7%

EBITDA after lease payments 111 198 +77.3%

Trading profit (49) 64 ҌϵммоƳ

Net profit (loss), Group share
(consolidated)

(295) (402) -36.4%

Free cash flow 
(before financial expenses)

(639) (120) ҌϵрмфƳ

2025 Key financial data estimates

Lƴ ϵƳ
December 

2024
December 

2025
Change

Net debt (1,203) (1,493)
-290 Mϵ ƛƴŎƭǳŘƛƴƎ -мрн aϵ in costs related to 

discontinued operations

Liquidity 1,518 1,002* -рмс aϵ

*  The Group has obtained from its creditors an extension of the maturity of its operational financings to 28 May 2026 and aims to reach an 
agreement with its creditors and FRH within this period, and at the latest by the end of June 2026. 
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FMCG* Market Evolution

Source : Circana France ς YŜȅ ŦƛƎǳǊŜǎ нлнр κ [ΩŜǎǎŜƴǘƛŜƭ ŘŜ нлнр

*  FMCG : Fast-moving Consumer Goods

Change in net sales and volume by retail channel ς 2025

Net sales +0.3%
Volume  -0.8%

HYPERMARKETS SUPERMARKETS

Net sales +0.6%
Volume  -0.7%

DISCOUNT CONVENIENCE E-COMMERCE

Net sales +3.4%
Volume +2.6%

Net sales +6.3%
Volume +4.9%

Net sales +6.1%
Volume +5.4%

FMCG market evolution ς 2025

= +
+1.9%

Net sales

-0.5% in 2024

+0.6%

Inflation

+0.5% in 2024

+0.9%

Volume

-0.9% in 2024

+0.4%

Mix Effect

-0.1% in 2024
+
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Q4 acceleration 

+0.7% LFL

Convenience
brands

2025 Net sales

-0.7% LFL

ϵтΦмōƴ

NET SALES
VAT EXCLUDED

ϵуΦоōƴ
+0.5% LFL

+0.6% 
LFL

-0.4% 
LFL

+0.6% 
LFL

+8.3% 
LFL

+3.5% 

49%

18%

16%

12%

4% 1%

Monoprix Franprix

Casino Cdiscount

Naturalia Other

Net sales
breakdown

Net Sales

GMV

+3.7%

+6%

2025
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Net Sales

ϵпнпƳ 
ϵоуоƳ ƛƴ нлнп

Adjusted

ϵмртƳ
ϵммуƳ ƛƴ нлнп

After lease payments

EBITDA

ϵпΦлрōƴ
+0.6% LFL

Net sales  

Å +0.6% LFL in 2025 (Q4: -0.5% LFL)

Å Non-food (+2.1% LFL)driven by Fashion & Home (+4.5% LFL) which is 
outperforming the market

Å Food (flat LFL):  good performance mainlysupported by fresh products 
(+1.3% LFL)  offset by unfavourablemarket trend in festive products in 
December

Å Footfall: +0.4% (-0.9% in Q4)

ÅҌϵ42m yoy

ÅReductionin shrinkage

ÅMargingainsresultingfrom the alliancewith AuraRetail

ÅCostsavingswhichpartiallyoffset the risein storestaff costs

FY 2025

Adjusted 
EBITDA
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Net Sales

ϵмосƳ 
ϵммоƳ ƛƴ нлнп

Adjusted

ϵроƳ
ϵнфƳ ƛƴ нлнп

After lease payments

EBITDA

ϵмΦрлōƴ
-0.4% LFL

FY 2025

ÅҌϵ22m yoy

ÅStrongcostcontrol

ÅLowerimpairmentof receivablesasa resultof actionsto streamlinethe
storenetwork

Å -0.4% LFL in 2025 (Q4: -1.4% LFL)

ÅPositive impact: 

VDƻƻŘ ǇŜǊŦƻǊƳŀƴŎŜ ƻŦ ǎǘƻǊŜǎ ŎƻƴǾŜǊǘŜŘ ǘƻ ǘƘŜ ΨOxygèneΩ ŎƻƴŎŜǇǘ

ÅNegative impact: price cuts rolled out since September 2024, non-renewal 
of a promotional operation in Q1, unfavorable weather conditions in Q4

ÅFootfall: +3.8% (+2.5% in Q4)

Net sales  

Adjusted 
EBITDA
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Net Sales

ϵнфƳ 
ϵптƳ ƛƴ нлнп

Adjusted

ϵόмсύƳ
ϵпƳ ƛƴ нлнп

After lease payments

EBITDA

ϵмΦнуōƴ
+0.6% LFL

Å +0.6% LFL in 2025 (Q4: +0.3% LFL) 

Å Strong momentum for seasonal stores (Spar and Sherpa) 

Å Efficiency of the supply chain with an improvement of service rate* at 
94.9% (+2.5 pts vs 2024) 

Å Footfall: +0.9%** (+0.2% in Q4)

FY 2025

Å -ϵмтƳ yoy
ÅҌϵмсƳ ŜȄŎƭǳŘƛƴƎ ǘƘŜ -ϵнмƳ ƛƳǇŀŎǘ ƻŦ Řƛǎ-synergies on operating costs 

and the -ϵмнƳ ƛƳǇŀŎǘ ƻŦ ƭƻƎƛǎǘƛŎ Řƛǎ-synergies 
ÅMainly driven by the rationalisation of the store network and cost savings

Net sales  

Adjusted 
EBITDA

*Service rate: net sales ordered that are actually delivered 
** On integrated stores and franchised stores whose cash registers are linked to the brand system 
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Net Sales

ϵннƳ 
ϵмпƳ ƛƴ нлнп

Adjusted

ϵсƳ
ϵόоύƳ ƛƴ нлнп

After lease payments

EBITDA

ϵомлƳ
+8.3% LFL

Å +8.3%LFLin 2025(Q4: +8.4%LFL)

Å Successof Ψ[ŀCŜǊƳŜΩconceptand Quick Meal Solutions offer (organic 
snacking concept)

Å Efficiencymeasures: productrangeandassortments

Å Double-digit growth of website (+19.1%) and development of quick
commerce(UberEats)

Å Footfall: +8.2%(+6.7%in Q4)

FY 2025

ÅҌϵ8m yoy

ÅPositivevolumeeffect

ÅCostdisciplineandshrinkage

Net sales  

Adjusted 
EBITDA


