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01. KEY MESSAGES

Better-than-expected financial performance in the challenging context of 2020

H2 BUSINESS ACTIVITY > H1 BETTER-THAN-EXPECTED STRONG CASH GENERATION

RESULTS AND PROFITABILITY
H2 2020 GROSS PROFIT REMAINING STRONG OP. CF4 (13 M down 8.5%

u38.19 M Adjusted HPBIT2: 112.18 M down 28.8%
NET CASH

excluding operating WC®

2020 GROSS PROFIT : ,
474.16 M Rec. oper. inc.: 112.18 M down 24.6% f (113.42 M up (i10.17 M (vs. 31 Dec. 2019)
down 10.3% LFL* Adjusted attributable net incomes:
05.77 M down 36.5%

down 5.7% LFL?! : : .
Adjusted operating margin?: 16.4%

> Proposal of a much higher dividend payment of U0.27 per share at the next AGM.

> Launch of our retail tech startup studio HighCo Venturi.

discontinued operations.

(4) Op. CF: Operating cash flow.
Net cash excluding operating working capital: Cash and cash equivalents less gross current and non-current

financial debt, excluding operating working capital (163.53 M at 31/12/2020).
3

Like for like: Based on a comparable scope and at constant exchange rates (see details on page 5).
Adjusted headline profit before interest and tax: Recurring operating income before restructuring costs and
excluding the impact of performance share plans. Adjusted operating margin: Adjusted headline PBIT/Gross profit. (5)
Adjusted attributable net income: Attributable net income excluding the net after-tax impact of performance share
plans, excluding other operating income and expenses, and excluding net income from assets held for sale and

(6]
(@)

(©)
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02. FINANCIAL PERFORMANCE

H1 2020 H2 2020

N
-5.7%

-14.7%

2020 Gross profit

195.22M  (G12.53 M)

_ U82.69M  ((18.53 M)
FRS 5 TV

-10.3%

2019 reported 2019 restated? 2020

2020 gross profit amounted to (174.16 M, down 10.3% like for like; H2 (down 5.7%) better than H1 (down 14.7%).

(1) Like for like: Based on a comparable scope and at constant exchange rates (i.e. applying the average exchange rate over the period to data from the compared period). Furthermore, in application of IFRS 51 Non-current Assets Held for
Sale and Discontinued Operations, the businesses of Shelf Service in Belgium (and of its subsidiary in Luxembourg) were reported as discontinued operations as of the fourth quarter of 2020. For reasons of consistency, the data reported
for 2019 and for the first nine months of 2020 has been restated to account for the impact of Shelf Service. As a result, LFL data is equal to restated data in 2019.

HighCo 24 MARCH 2021 ]




02. FINANCIAL PERFORMANCE

Strong growth in share of digital

OFFLINE OFFLINE
43.8% 32.7%
124.27 M
G41.75 M UP -18.7%
UP +0.9% LFL
2 (153.47 M U49.89 M

-5.6% LFL

UP +7.8%
LFL

DIGITAL
56.2%

DIGITAL
67.3%

2019 2020
reported

Strong growth of share in Digital, which represented more than 67% of Group gross profit in 2020:
- Better resilience of Digital, down 5.6% in 2020;
- Sale of in-store businesses in Benelux, which are more than 95% offline.
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02. FINANCIAL PERFORMANCE

Gross profit by geographical area
OTHER
COUNTRIES
FRANCE INTERNATIONAL BELGIUM  15%

11.8%
+5.0%!?
+3.5%!*
- 2020 - 2020
2019 2019
restated restated
FRANCE
86.7%
-10.1%?2
-11.9%?
> Decline less steep than expected in France (down 10.1%to U64.32M) ; 86 . 7% of the Groupds (gr oc¢

> Decline in international business (down 11.9% to 19.84 M):
- Belgium: Down 13.1%tou8.75M (11. 8% of the Groupbs gross profit);
- Spain and Italy: Down 0.4% toul.09M (1. 5% of the Groupbs gross profit).

(1) Historical LFL data.
(2) LFL: See definition on page 5.
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02. FINANCIAL PERFORMANCE

+8.8%! -4.3%2

+9.2%!?

Digitisation of businesses (GP)

> France: Better resilience of digital business

2018 2019 2020

restated restated
s9.8%  639% | 0°0%

> France: Strong increase in the share of - - -

Digital (more than two-thirds of total business)
2018 2019 2020

restated restated

+7.2%3 +1.9%3 -14.1%?2

> International: Decline in digital

2018 2019 2020
restated restated 64.0% 64.1% 62.5%
> |nternational: Share of Digital down o j_-_l
(1) Historical LFL data. 2018 2019 2020

(2) LFL: See definition on page 5.

nghCO 24 MARCH 2021 (3) Historical LFL data, excluding Shelf Service. restated restated




In the context of the health crisis, HighCo has supported its
clients in their day-to-day operations to help them maintain
their relationship with their consumers through the different
phases of this tumultuous year.



02. FINANCIAL PERFORMANCE

April | May > June > July > August > September > October > November > December

(asino

PRODUITS DE QUALITE DEPUIS 1901

#Solidarity

Supporting consumers every day through the
lockdown

> Video saga featuring recipes with the Michelin-
starred chef Fanny Rey, ambassador of the brand
Produits Casino.

> Posts on Facebook & Instagram

HighCo 24 MARCH 2021 1




02. FINANCIAL PERFORMANCE

April > May}§ June | July > August > September > October > November > December

1 1 Badoit est engagée depuis des décennies pour valoriser le secteur de [a restauration hors domicile.
#Solidarity e b

Créée en 1981, la Bourse Badoit est le symbole iconique de cet engagement.

Cette année, la Bourse Badoit se mobilise et se réinvente pour vous soutenir et vous accompagner
*  dans a transformation et la valorisation de votre business pour faire face 3 la crise sanitaire.

100€H]
REMBOURSE

_ : doit
sur votre premlere fﬂmmﬂnde BU 0“ \lenez decouviir les WE'D'IHUTS Ba
dans lo limite du montant correspondant & vatre preuve d'ochat i plays sur

wisnAR [RGPRARSEIS

wi Jemuez les conseils
e professionnets.

Supporting restaurant owners
with a dematerialised cashback
offer

SOUTIENT
LA RESTAURATION ¢

* Voir les modalités.

11
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02. FINANCIAL PERFORMANCE

April > May > June > July > August [Septemberj October > November > December ‘\\ \\\ A |
1 .
|
E.Leclerc@ "= =~ 500 CAR
000 ADES )
#traffic #purchasingpower g ' ' '
o _ LE SUPER T
Restore foot traffic in physical stores GRAND JEU
'COMMENT JOUER?
Boost purchasing power through an online game
( JUU

P
HighCo 24 MARCH 2021 - 12



02. FINANCIAL PERFORMANCE

April > May > June > July > August > September | October | November > December

#traffic #purchasingpower

Restore traffic at click & collect points and physical points of sale

Boost purchasing power

Support healthy eating with organic products

HighCo 24 MARCH 2021
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02. FINANCIAL PERFORMANCE

April > May > June > July > August > September > October |November

#sales #solidarity
Support toy sales through a financial offer

Encourage solidarity through a partnership with the
donation site Geev

HighCo 24 MARCH 2021

December

I
Du 4 au 22 novembre 2020

Recevez 5€ de plus
pour le don
d’un ancien jeu !

*Voir modalités




02. FINANCIAL PERFORMANCE

April > May > June > July > August > September > October > November |December

#awareness #solidarity

Support awareness of the chain through a fun and

viral campaign in line with context ;
PRESENTE

-AUgl yo cl oth towieks avail

- A solidarity element via a partnership with

Emmais Défi

- An Instagram filter

#MASQUEMOCHEBUT

HighCo 24 MARCH 2021
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02. FINANCIAL PERFORMANCE

Operating profitability

(G M)
GROSS PROFIT

OPERATING OVERHEADS

Adjusted headline PBIT?

ADJUSTED OPERATING MARGIN?
(Adjusted headline PBIT/Gross profit)

2020

74.16
(61.98)

12.18

16.4%

2019 restated

82.69
(65.57)

17.12

20.7%

Change vs.
2019 restated

-10.3%
-5.5%
-28.8%

-430 bp

Change vs.
2019 reported

> Resilient business activity combined with sound cost management made it possible to raise adjusted operating
margin (from 10% to 12% then 16%) and limit the drop to 210 basis points compared with 2019 (incl. Shelf Service).

(1) LFL: See definition on page 3.
(2) See definitions on page 3.

HighCo 24 MARCH 2021



02. FINANCIAL PERFORMANCE

Half-year operating profitability

() 2019 restated

H1 Adjusted HPBIT?! . 12.78
H2 Adjusted HPBIT! . 4.34
FY headline PBIT? 17.12

Adjusted OPERATING MARGIN! Group 20.7%

> Adjusted headline PBIT recovered in H2 (up 4.3%) after a sharp decline in H1 (down 40.1%).

(1) See definitions on page 3.

HighCo 24 MARCH 2021




02. FINANCIAL PERFORMANCE

Operating profitability by geographical area

() 2019 restated

Adjusted headline PBIT? France 14.47

Adjusted headline PBIT? International . 2.64

Adjusted headline PBIT! Group 17.12

Adjusted OPERATING MARGIN! Group 20.7%

> France?: The business decline came with a drop in adjusted headline PBIT? (down 30.9% vs. 2019 restated).

> International?: Less steep decline in adjusted headline PBIT! (down 17.7% vs. 2019 restated).

(1) See definitions on page 3.
(2) Head office costs allocated on a pro rata basis of the gross profit generated by geographical region.

HighCo 24 MARCH 2021




02. FINANCIAL PERFORMANCE

Operating profitability

()} 2019 restated Change

Adjusted headline PBIT? 17.12 -28.8%
Restructuring costs (0.34)
Cost of performance share plans . (0.62)
Recurring operating income 16.15
Other operating income and expenses 0.12

Operating income 16.27

> 28.8% decrease in adjusted headline PBIT?.

> Recurring operating income and operating income amounted to 112.18 M following the write-back of the
provision on performance share plans.

(1) LFL: See definition on page 3.

HighCo 24 MARCH 2021




02. FINANCIAL PERFORMANCE

Net income

((Y)) 2019 restated
Operating income 16.27

Cost of net debt and other financial income and expenses (0.43)

Tax expense (5.92)
Share in associates 0.21
Net income from held for sale and discontinued operations 0.55
Net income 10.68

Net income attributable to owners of the parent 9.32

Adjusted net income attributable to owners of the parent? . 9.10

> Net loss from assets held for sale and discontinued operations of (U2.06 M), due to the removal of Shelf Service from
the consolidation scope (disposal in October 2020) and the reclassification of Integral Shopper (associate in the UAE)
under assets held for sale.

> Adjusted attributable net income! down 36.5% to U5.77 M.

(1) Adjusted attributable net income: Attributable net income excluding the net after-tax cost of performance share plans, excluding other operating income and expenses, and excluding net income from assets held for
sale and discontinued operations.

HighCo 24 MARCH 2021 20




02. FINANCIAL PERFORMANCE

Earnings per share

00,44 00,43

00,28 00,28

2019 restated 2020 2019 restated 2020

Adjusted EPS? Adjusted diluted
EPS?

> Adjusted 2020 EPS down 36.4% to 10.28 and down 35.8% on a diluted basis.

(1) Adjusted EPS: Attributable net income excluding the net after-tax impact of performance share plans, excluding other operating income and
expenses, and excluding net income from assets held for sale and discontinued operations.

HighCo 24 MARCH 2021
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02. FINANCIAL PERFORMANCE

Earnings per share: strong growth in dividend

00.27

. +68.8%
. u
, 00,14 ’
(10,095 uo,12
DIVIDEND PER SHARE . . 00.00
2015 2016 2017 2018 2019 2020
97.0%?2
30.7%2 28.7%2 34.2%? 34.1%?2
PAYOUT RATE!? . 0.0%
2015 2016 2017 2018 2019 2020

> HighCo will propose a dividend of U0.27 per share at the next AGM (17 May 2021) for FY 2020.
> Payout rate at around 100%.

. (1) Payout rate: dividend per share/attributable net income per share.
HigchCo 24marcH 2021 ’ g , - -
(2) Adjusted payout rate: dividend per share/adjusted attributable net income per share.

22



02. FINANCIAL PERFORMANCE

Financial position

()

Cash and cash equivalents

Of which Operating working capital

Of which Government-backed loan

Of which Cash from operating activities (gross cash)
Gross debt

Of which Government-backed loan

Of which Syndicated loan and other financial debt?

Net cash position3

Net cash excluding operating working capital

31/12/2020
111.63
63.53
30.00
18.10
(34.68)
(30.00)
(4.68)
76.96
13.42

31 Dec. 2019
69.84
59.29

> With the 430 M government-backed loan, unused at close, gross cash stood at (1111.63 M.
> Excluding operating working capital, the Group posted net cash of (113.42 M, an improvement of 110.17 M with

respect to 31 December 2019.

(1) Of which 11.09 M from discontinued operations (Shelf Service).

(2) Obligations formerly classified as finance leases, which under IAS 17 amounted to 0.1 MG at 31 December 2020 versus 00.15 M at 31 December 2019, are now reported as lease obligations

H|ghCo 24 MARCH 2021 without the differentiated classification, in line with IFRS 16.
(3) Net cash position: (Cash + marketable securities) i Gross financial debt.

Change
+41.8
+4.21
+30.0

+7.5
+27.4
(30.0)
+2.6
+14.4
+10.2

23



02. FINANCIAL PERFORMANCE

Financial position

(116.26 M ((3.26 M)

S (296M) 1M G021M  (76.96 M
REPMT. LEASE N
DEBT GROSS CAPEX ACQUISITIONS OTHER
, / DISPOSALS
(13.16 M i
SUBSIDIARIES
) OP. CASH
0162.54 M2 - FLOW
CHANGE IN
wcC
NET CASH! NET CASH!
at 31 Dec. 2019 at 31 Dec. 2020

With cash-generating flows of 117.16 M (operating cash flow excluding the favourable impact of IFRS 16, change in
working capital, and sale of Shelf Service) and cash-consuming flows of U2.74 M (mainly CAPEX, no dividends and no
share buybacks), net cash rose significantly by (14.42 M to (176.96 M.

(1) Net cash position: See definition on page 3.
(2) Obligations classified as finance leases, which under IAS 17 amounted to (0.1 MU at 31 December 2020 versus 0U0.15 M at 31 December 2019,
are now reported as lease obligations (lease debt) in line with IFRS 16.

HighCo 24 MARCH 2021
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02. FINANCIAL PERFORMANCE

Share performance

Share performance over the past 3 years
HCO share

150 - price
- 61U
125 (15,30
- 50
100
440
75 A
50 34

mars-18  sept.-18 mars-19  sept.-19 mars-20  sept.-20  mars-21

CAC Small B cAc vid & small B Highco

Change with respect to benchmark indices

+16.2%

+7.7%

+1.4%
° +0.3%

Since 1 January 2021 Over the past 3 years

The HighCo share price (05.3 at close of trading on 17 March 2021) rose 10.6% since the beginning of the year,
compared to increases of 11.3% and 7.7% for the CAC Small and CAC Mid & Small indices, respectively.

HighCo 24 MARCH 2021



02. FINANCIAL PERFORMANCE

Treasury shares

17 March 2021
Number of existing shares 22,421,332

Maximum number of potential performance shares? 217,000

Number of treasury shares (1,646,256)

Percentage of treasury shares out of existing shares 7.3%

31 Dec. 2020

22,421,332
217,000
(1,631,028)

7.3%

31 Dec. 2019

22,421,332
434,000
(1,789,688)

8.0%

The maximum number of potential performance shares (qualifying shares) at this date represented 1% of the number

of existing shares.

> The percentage of treasury shares was reduced from 8% at 31 December 2019 to 7.3% at 31 December 2020,

mainly due to the vesting of performance shares by management.

(1) Equal s the number of
accounting assumptions with regard to meeting these criteria.

HighCo 24 MARCH 2021

Aiqualifyingo shares as defined i n t hcempang sefvicercrtemia).dlEs nsniber may difier kased an thgundedyting ons (achi evabl e
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02. FINANCIAL PERFORMANCE

Ownership structure at 17 March 2021

Change in ownership in basis points since Ownership structure at 17 March 2021
31 Dec. 2019
GBP!
MANAGEMENT °-1%
6.2%

TREASURY SHARES
0,
+70 bp 7.:3%
Treasury FREE FLOAT
+0 bp +0b +0b +0b shares
P P P EXIMIUM? 37%
Management Free float ~ WPP Eximium? GBP! - 10.3%
-70 bp
WPP
34.1%

HighCo continues to benefit from a relatively stable ownership structure compared to 31 December 2019, with an increase in
management ownership to 6.2% (up 70 bp) mainly due to the vesting of performance shares.

(1) GBP: Gérard de Bartillat Participations, member of the Supervisory Board.
(2) Eximium: Company controlled by Michel Baulé according to the most recent declaration of threshold crossing filed with the AMF on 1 August 2017.

27
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02. FINANCI

AL PERFORMANCE

Change in main financial indicators in 2020

HighCo 24 MARCH 2021

(G M)
Gross profit

Adjusted headline PBIT?

Recurring operating income

Adjusted net income attributable to owners of the parent

Cash flow excluding IFRS 16

Net cash excluding operating working capital

(1) See definition on page 3.
(2) Compared with 31 December 2019.

Change vs.
2019 restated

-10.3%
-28.8%
-24.6%
-36.5%

-8.5%

+010.17 M2

28



02. FINANCIAL PERFORMANCE 13.4

Healthy balance sheet 89.4 921

84.8

79.2
74.5 73.3

(10.4)

(12.0)

13 14 15 16 17 18 19 20
Group shareholdWr sé6 equi ty (Netcashexcluding operatingworking capital (U M)

1.2
1.0
17.5%
0.5
1 01 4o 18 19 20
13 14 15 16

13 14 15 16 -0.4% -1.1%

7 01 (01

-3.5%
Gearing? Net debt/EBITDA3

-14% (0.7)

(1) Obligations formerly classified as finance leases, which under IAS 17 amounted to (0.1 MU at 31 December 2020 versus (0.15 M at 31 December 2019, are now reported as lease
obligations without the differentiated classification, in line with IFRS 16.

nghCO 24MARCH 2021 (2 Gearing: Net debt/Group shareholdersé equity.
(3) Net debt/EBITDA: (Net debt i Net cash excluding WC)/Recurring operating income before amortisation and cost of performance share plans.
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IN RETAIL, 2020
WAS A RECORD-
- BREAKING YEAR

LA
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IN RETAIL, 2020... A RECORD-BREAKING YEAR

Record revenue: Fundamental changes in
shopping habits:

up 8.7% for food 19%

products O of French people use

‘ the internet as their main way of
vs. +0.4% in 2019* buying food, compared with only
1 out of 10 before the crisis 3

/] S

0757 M on 16 March

2020 alone?

i.e. 46% more than the best

-

day in 2019 y
,‘\
i\ /

! ‘
(1) Kantar 2020 (4) Kantar datai Sales at end Nov. 2020
(2) Nielseni Sales excluding own-brand supermarket segment (5) Nielsen data, ScanTrack daily i Nov. 2020
(3 Gf K study, i Con s-U @ieNov. 020l se Covi d (6) Nielsen, ScanTrack i Nov. 2020

HighCo 24 MARCH 2021

Click & collect gained 3 points in food
retail market share:

8 . 1%4 with a peak of 10%°® during the

first lockdown, versus 5.6%° in 2019,
the equivalent of five years of growth in
market share (11% in the United States)

61%

growth in food e-commerce compared
with 20196

32



RETAILERS JOIN FORCES AND STRUCTURE OPERATIONS

Delivery, shop-in-shop, pick-up lockers, and so on. Traditional chains and
pure players join forces to bring consumers the best of both worlds:

Cdiscount

& franprix @

And chains develop their own marketplaces to compete with Amazon:

—_—
1

Carrefour ({9

Carrefour (P

& Google

Zuchan

Auchan D |

e

HighCo 24 MARCH 2021

Monoprix maintenant disponible

MONOPRIX Casisno

E.Leclerc (@)

& amazon

Following the example of
Auchan and Carrefour,
Leclerc launched its
marketplace in early 2021

Vos courses livrées en 2h

Prime now | MONOPRIX

33



A NEW FORMAT TO WATCH: WALK-UP CLICK & COLLECT SERVICE

Still in their initial ppodased iacfk ke well d pprod n ts,e r Athrauighs,, as
for pedestrians provides consumers with access to a much larger variety of products than in convenience
stores, at the same price as in hypermarkets and with the same promotions.

85%0 more revenue in 2020 600 pick-up points in France
up 179% during the first
lockdown? 40% of Parisians live less than a five-

minute walk from a pick-up point? = | _
’@ | Y 12000
9 | ooy nuuimm'm‘
30% Unique e-commerce sites _ ' - EN1c|:,5

less expensive than in physical
convenience stores!

Broader selection

between 8,000 and 26,000 products
compared with 3,500 on average for a
convenience format!

Example with Casino Groupb6s convenience chains:
Vival, CasinoShop, Petit Casino and Spar.
(1) Nielsen Global Connect i Nov. 2020

34
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WHAT DO CONSUMERS EXPECT IN THIS CONTEXT?

Greater solidarity:

62% of consumers believe Intermarché launched i i Cdiscount and Carrefour
that support for struggling small a fisolidarity DESOLE« opened their platform to
retailers will be a priority? col l ect otofelpr v AMARZON. small retailers free of

small retailers ERREAEET charge

2021, retail works to
, 1L FAUT
d SSE .
support students QUEE‘E\&‘QSEE_ | Mer‘& ‘
JELLE ntermarché,
pAS QU E on prend
SEEPT%“‘ le relais.
D w,g;‘,, s

A quile tour ?

#Auchan

(1) PwC France with Kantar i Study on food consumption in
France during the lockdown i April 2020

HighCo 24 MARCH 2021
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WHAT DO CONSUMERS EXPECT IN THIS CONTEXT?

Price & promotions:

55% of French people pay more
attention to prices and promotions than
before the crisis.

Especially people age 18 to 34 (63%)

CODE PROMO

@WDﬂ

-19%

SUR LES PACKS
PLATINIUM & E-SHOP
VALARLE JUSQUE FIN AOOT 809

Source: Poll&Roll for UntieNots i flLes francais et les promotionsosurvey i Nov. 2020

HighCo 24 MARCH 2021

91% pay attention to promotions

25% appreciate the simple mechanics of getting discounts,

and mention flyers (53%) and coupons at check-out or on apps
(32%) as the most effective systems.

37



WHAT DO CONSUMERS EXPECT IN THIS CONTEXT?

Less paper, more digital:

60%1 believe that it is important to urge large retailers to stop circulating paper flyers
in letterboxes and focus on digital channels.

The French law on waste and the circular economy was passed on 11 February 2020 to phase out paper check-out receipts,
bank card receipts, and discount coupons earlier than planned, as of January 2023.
> Brands and retailers will therefore have to find alternative digital solutions.

Strong growth in mobile payments:
up 318% in 2019 vs. 2018 in France?
45 million transactions3 totalling U 794 m

Digital payments > Cash payments worldwide in 20204

/5% of Visa transactions in Europe = contactless (card or mobile)®

. (1) Poll&Roll for UntieNots i fiLes francais et les promotionsosurvey i Nov. 2020 (4) Global Payments Report by Worldpay from FIST 2020
HIghCO 24 MARCH 2021 (2) Les Echos i Jan. 2021 (5) Visai Oct. 2020 38
(3) Banque de France, préObservatoire de la sécurité des moyens de paiement i Oct. 2020




WHAT DO CONSUMERS EXPECT IN THIS CONTEXT?

Mobile for everything, all the time

Continued growth in mobile

worldwide
5.22 billion mobile users worldwide, 204 pillion apps downloaded
i.e. 66% of the population. worldwide in 20192

1.8% more than in 2019

98% of people born between

i 2
3 hrs. 40 min. per day*on 1997 and 2012 have a smartphone

average spent on a mobile ) ) _
23 min. more per day spent on a and activate their apps 150 times

mobile in the United States in 20203 per month?

(1) Digital Report 2021 i Global Overview Report, published by Hootsuite & We (2) State of Mobile 2020 by App Annie i 2020
HighCo 24 MARCH 2021 Are Social i Jan. 2021 (3) eMarketer, US Mobile Time Spent 2020 i June 2020 39




WHAT DO CONSUMERS EXPECT IN THIS CONTEXT?

Social is the new black!

For both leisure and buying, consumers are on social media and expect to see the content they want.

549% of the world population is 38% more sales? via social media forecast in
active! on social media 2021 in the US
(46% in 2019)

Brands and retailers address their target via social media

Systéeme @

- | #RecycleYourMask campaign with the
' influencer Léna Vivas
17 million views & 20,000 subscribers

2 hrs. 25 min.1 on average
connected per day
(US 2 hrs. 7 min., France 1 hr. 41 min.)

8.4 accountst per person on
average (6.8 in France)

~ SuperU
Noisy-le-Grand Champy [} =

Boom in use by n(cerbos)e r d"""""’""::m«“
Facebook: up 25% / Instagram: up 63.6% / :
Snapchat: up 33.3%

(1) Digital Report 2021 i Global Overview Report, published by Hootsuite & We Are Social i Jan. 2021
(2) eMarketeri Jan. 2021

HighCo 24 MARCH 2021 "
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OVERVIEW OF OUR
MISSION




04.1 OVERVIEW OF OUR MISSION

As an expert in data marketing and communication,
HighCo continuously innovates
to work with brands and retailers
in facing the retail challenges of tomorrow.

HighCo 24 MARCH 2021
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04.1 OVERVIEW OF STRATEGIC FOCUS

Continue digitising our businesses

56.2%!*

2013 2018 2019 reported 2020

(1) Restated for Shelf Service, the share of Digital in the Groupdés gross profit would have come to 63.

HighCo 24 MARCH 2021 44




HIGHCO ACCELERATES
ITS DIGITAL
TRANSFORMATION




INCREASINGLY CONCENTRATED INNOVATION RESOURCES

Competitors, partners, media carriers, GAFAM are everything at the same time and ever more powerful

$5,853 b n: 7 1%1 growth in 2020 for the 20 largest tech
Stock market capitalisation of GAFA at end-February 2021, companies (including GAFAM an
3x higher than for all companies on the CAC 40 Vs. 31% growth in previous years
& GCooge A 'i
Fundraising rounds and retail tech Biggest fundraising rounds: Retail tech lagging behind:
o ) Software, services, and fintech ahead, retail
French Tech holding up well: 21 rounds? raising more than 450 M tech lagging behind
s TR _ _ Vs. 16 in 2019 and 8 in 2018 (except for Mirakl, which makes software for
U54 bl I I 1O N 2in funds raised 9 R ] marketplaces and benefited from growth in
by French tech startups in 2020 roqnds raising more than 4100 M ¢ _commerce, raising (256 M? and joined
Vs. 4in 2019 the club of 14 French unicorns)
© MIRAKL

(1) GAFAnomics Quarterly, Fabernovel i Jan. 2021
(2) EYi EY venture capital barometer in France i 2020
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CREATE THE STARTUPS THAT THE MARKET NEEDS (1/2)

January 2020
Launch of the retail tech startup studio HighCo Venturi in January 2020 HIghCOVENTUR|

Its mission:
Provide brands and retailers with precursor digital solutions to support the experience and buying behaviour of their consumers

Address the main challenges in retail:

#1 Digitising generosity

#2 Collecting and using data

#3 Enhancing the shopper journey

#4 Interfacing with new business models

#5 Providing media coverage for promotional offers
#6 Developing local marketing
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CREATE THE STARTUPS THAT THE MARKET NEEDS (2/2)
High ambition and resources:

5 startups An agile method Ambitious investments:
by 2025 and set process ulO M over 3 years

2 teams available to serve startuppers:

o A HighCo Group SUPPOTT team
A multi-skilled dedicated team

>ACTO Gilles Jean-Francois
> A Business analyst g";‘ig?m' Bzisfnée
> A Product designer Financial Officer chie

Legal Advisor
> A Marketing and communications

THIBAULT > IT > HR
LECERF

nnnnnnnnnnn
uuuuuuuuuu

Christophe Carine
~ - . Portier Génovese
fi T kstartup studio is the most effective way to Head of Head of HR
innovate alongside our clients while building IT Systems

growth drivers for Hi ghCo. 0 Information

HighCo 24 MARCH 2021
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DEMATERIALISING DISCOUNT COUPONS

Immediate discount coupons:

Promotion deal popular with both But still mostly in paper format
consumers and brands

only 15%:

coupons cleared are digital

3 bn 350 M

coupons coupons

5 .
issued/year? used/year? @

(1) Madame Benchmark reporti Jan. 2019
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DEMATERIALISING DISCOUNT COUPONS

Necessary to:

Meet consumer expectations:

A Environmental concerns
A Digital and universal use
A Smooth buying journey and use

Meet requirements of the French law on the circular

economy:
Paper check-out receipts, bank card receipts and discount
coupons to be phased out by 2023.

Responding to the challenges faced by brands and retailers:
A Independence

A Smooth experience

A Responsiveness
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DEMATERIALISING DISCOUNT COUPONS

HIGHCO NIFTY / 100% dematerialised clearing Unique codes for burning at
check-out

HighCo is creating the universal mobile coupon, accepted =
by check-out systems at all points of sale and cleared in a Fast & secure

100% dematerialised process

Universal coupons

Easy use

100% dematerialised
clearing
Reliability
Faster refund

Immediate reporting

Responsiveness &
adjustment
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DEMATERIALISING DISCOUNT COUPONS

HIGHCO SMART COUPON / Issuing smart mobile coupons

HighCo is developing the first smart mobile coupon
platform that brands can use to oversee their consumer
activation strategy and manage the generosity of their
campaigns

Saas platform

Independence

ooooo

Data

Recommendation engine

Managed generosity

HighCo 24 MARCH 2021

M Economisez
Il toute Vannée!

\
Il Jusou'a20 € de réduction
SUr Vos margues favorites

Multi-channel distribution

Reach & targeting

Adaptable technology

> Dematerialised cashback
offers

> Immediate rebates at
check-out

Real-time reporting

Responsiveness &
adjustment
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DEMATERIALISING FLYERS




DEMATERIALISING FLYERS

Leading retail communication channel for retailers:

Ul bn: 18 bn 30 kg/household/year,

in investments unwanted ads/year? i.e. 800,000 tonnes of paper2

Dematerialising flyers is necessary to:

Meet environmental and legal objectives:
A Environmental concerns (41% of citizens throw paper ads away?)
A Unauthorised distribution in letterboxes, a punishable offence as of 2021

Responding to the challenges faced by brands and retailers:
A Extending audience reach

A Maintaining advertising pressure

A lIssuing targeted, personalised flyers

(1) HighCo internal source: Data combined based on retailer, printer and agency sources
(2) France Nature Environnement press release i Dec. 2019
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DEMATERIALISING FLYERS

HIGHCO CAPITAL DATA / Targeted retail communication for click & collect sites

Using data analysis, HighCo Capital Data is developing a SaaS
platform to enable food e-retailers to digitalise their retail
and promotional communication.

SaasS platform

Independence

Social media posts

Reach & targeting

Data

Recommendation engine

Targeting & personalisation

National and local
strategy

Immediate reporting

Responsiveness &
adjustment
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Découvrez I'ensemble
des promotions

Tout

Super promos

< App Store

Tout Super promos Bit

3.20€ 2,
Fanta ou Spr

2e 3-50%

3,.20¢ 2,86

R 2

@

Lait demi
Carrefour B

2e 3-50%
3.20€ 2,
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05. GUIDANCE

#6
RAMP-UP
OF THE STARTUP STUDIO
HIGHCO VENTURI
(2021 OPEX > (4 M)

#5

SHAREHOLDER RETURNS:
RESUMED SHARE BUYBACKS
(>u1 M)

(2020: GO M)
(2019: G1.8 M)

#1
2021 GROSS PROFIT:

RETURN TO
ORGANIC GROWTH

(2020: (474.16 M / down 10.3%)
(2019 LFL: 182.69 M)

#2

INCREASE IN ADJUSTED
OPERATING MARGIN?

TO MORE THAN 17%

(ADJUSTED 2020 OPM: 16.4%)
(ADJUSTED 2019 OPM: 18.5%)

#4

SHAREHOLDER RETURNS:
STRONG INCREASE IN
DIVIDEND (00.27 TO BE

PROPOSED AT THE NEXT AGM)

(2020: 4 0.00)
(2019: 4 0.16)

nghco 24 MARCH 2021 (1) Adjusted operating margin: Headline PBIT adjusted for the cost of performance share plans/Gross Profit

#3
CAPEX

[02 M - G3 M]

(2020: G2.9 M)
(2019: 42.21 M)
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05. CONCLUSION

After a year in this unprecedented health and economic crisis, HighCo has shown sound

financial performance, which enables it to pay out a higher dividend and accelerate its
innovation strategy.

The Group is confident in its capacity to create, through its startup studio HighCo Venturi,
its growth drivers for the future.
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