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Financial year focused on the REBOND
plan’s launch and first phase

Objective: create new dynamics for growth within the
Group and its network of members-entrepreneurs
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Mr. Bricolage Group

Market in France

Networks business in 2016

. Financial year focused on REBOND's launch

Mr. Bricolage SA consolidated accounts for 2016
Outlook

Stock market
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. Appendices
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Mr. Bricolage Group in brief

Mr. Bricolage groups local independent home improvement,
decoration and gardening stores

At the heart of a network of 794 stores in 12 countries

with a volume of business of €2.14bn in 2016

McDicolage Brand with strong proximity: 88% awareness®
“Briconautes  Hyper-proximity brand

Core business, Network services

Organization supporting store development:
Mr. Bricologe, Les Briconautes and affiliates stores under their own brand

F1.— 71 Network of 87 directly-owned stores in France

65.6% of the capital and 74.3% of the voting rights of Mr. Bricolage SA at 31 Dec 2016
following the reorganization of the majority shareholding structure in July 2016

@ Members, majority historical shareholders

(I) Unprompted and prompted brand awareness, source: Ifop Mr.Bricolage brand awareness survey for consumer o
targets (April 2016) MI.BIICOlOgc 5



- Store networks

794 stores in 12 countries with a gross volume of business of €2.14 bn (1)

M o _—— Affiliates
Mfool'|(°|°9¢ Briconautes under their own brand
[ e m z:mm [ - '—T—l EH:] [ e "‘T l gﬁm

France France France

259 member stores 112 member stores 265 offiliate stores

83 directly-owned stores 4 directly-owned stores

International (11 countries)

71 member stores

Of which:
46 in Belgium
11 in Bulgaria

Strong network throughout France and international development

(1) Figures at 31 December 2016
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