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International development
History

Started in 1981 with the opening of a Fnac store in Belgium (Brussels),
Fnac’s international development has accelerated since the late 1990s,
with the penetration of the fast growing Spanish market and stores
opened in Portugal, Brazil, Switzerland and Italy (all within 2 years)
between 1998 and 2000.

Fnac quickly established leading positions in these countries which
rapidly became growth and profitability drivers

In 2005, Fnac added another country, Greece, by opening a first store
in Athens




5 new countries in less than 10 years

Belgium Spain Portugal S witzerland Greece
(1981) (1993) (1998) (2000) (2009)

Brazil
(1999)

Italy
(2000)
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Number of international stores
multiplied by 8 within 10 years
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International sales 2006 (m ) by country

International sales: 1,144 million, up 11% in 2006

Switzerland

Italy

Brazil

Belgium

Portugal




International sales 2006
by product category

Photo 8%

Books 19% TV 7%

42% Sound 9%
o DVD
Editorial 10%
pr o d ucts Software and

Gaming 8%

CD 13%

Telephony 3 Hardware 20%
3% Mobility

3%

58%

Technical
products
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International development
Balancing efficiencies

A key driver for profitable international growth is to find
and maintain the right balance between :

A very decentralised and entrepreneurial organization , close to the
customers and their needs (customer contact, store management, customer
Marketing, product offering and pricing...)

Building on a shared base of experience and know how (store concept, IT,
reporting systems, training, direct and indirect purchases...)

And favouring the exchange and implementation of best practices
(logistics productivities, initiatives within stores...)




International organization

Within the Fnac organization, a key organizational layer is at country
level - where most key functions are performed

Key functions

Centralised

Country- level

Store-level

Store concept

Site prospection

Store design

Product Marketing
Product offer per store
Purchasing / Negotiation
Product ordering
Logistics / Supply chain
Merchandising

Pricing

Sales

Customer Marketing
Administration

* Finance

* Human Resources

* IT systems




Fnac International
engine of sales and profitability growth

Total International Sales (K ) EBIT (% of sales)
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History

1993 Opening of the first Spanish store in Madrid

Located in the heart of the city, Plaza Callao
Flagship with 4,500 sgm of commercial area in a famous building
Immediate success

1996 Opening of the second Spanish store in
Barcelona

Located in a commercial centre I'llla

1997/98 Implementation of the headquarters and
central warehouse in Madrid




History

2001/02 Redefinition of the business model for the small stores
Simplification of the commercial offer
Reduction of operating structure and costs in the stores
Higher centralization of back office tasks in Spanish headquarters

2003 Fnac Spain opens its 9t store in Marbella
From October 2004 1o June 2007 ©  Opening of 7 new stores

June 20" 2007: With the opening of A Corufia, Fnac Spain will have a network of 16
“mortar” stores and one on line store: www.fnac.es
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Strengths:

Largest contributor to Fnac EBIT
abroad

Market leader in CDs and DVDs, 3rd
largest retailer of Books

High quality store locations in city
centers and shopping centers

Great reputation in cultural arena

Opportunities:

Transforming fnac.es into a leading
online store for editorial and
technical products

Targeting new customer segments
through store openings in surburban
areas

Expanding Fnac’s offer in services




Keys figures in 2006

Visitors 27.4 Millions
Turnover 396 M (+12,5% vs n-1), including services

Technology

56% Music/Movies
26%

Loyalty cardholders 250,000
Staff 1,800 employees




High quality of the locations of the stores
Our stores are located either in the best commercial streets of the city

or in the largest regional commercial centres

27.4 M visitors
in 14 stores in 2006

6 M visitors
Plaza Callao Madrid

Triangle

4.7 M visitors

Plaza Catalunya Barcelona

Some reasons of the Spanish success

ParqueSur

18 M visitors

in the commercial centre




Some reasons of the Spanish success

Good adaptation of the Fnac concept to the Spanish culture

Following to the market study, a Fnac Coffee and a Press Corner were
introduced in the first Spanish store (Callao)

Opening hours are longer than in France (10 am-10 pm every day in
most case) and when the local legislation allows it, we are opening on
Sundays (Madrid, Valencia, Alicante)

All the commercial actions are created and designed in Spain




Some reasons of the Spanish success

Fnac is a very active cultural actor in Spain

Last year, more than 5,000 events (concerts, books presentations, talk-

shows, ...
every day)
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EL POATAL CULTURAL DE LA FNALC

Ultimos adelantos

wrt looaert d Chbioullen S
oo ol poaa 9 o SIEKTrTs TS
tawiartes el red en costellai

- L En criz. men de meya, o8 fetsaaTen
a 2zt rowadzoden ouena oodd T porda
= ez pancines edRas de bulo de o

e S

ants gue codie w0 2 Bog, u s

VOORYaEan & NN ROTInG G
ke Torkage, oooieoos de D oenel Az e Sw. mrs
Bk 36 erouerlig wltrin e 3o et sebauln e oleb e e
BiESEs T, ¥ e ohode gua Tedes ioe d B2 N0amTTDNa MUOATE TaNNE
e T Zeirchw Arivnia. Jila the Lo Fooa, Srrioeio Luaus, Devid
Snroe, Aharn nars, Akidn Rodngers

Y i toreT &n TSR OO

wl salriiers baroslonese 2o Rarn FMaLAe [awe order -

mabes cem), ditirs inporparoziSn en nverie naizhie Lits de
Suloren Beraarieioora:. Hioienm fwe S oo rur | orecenid
w MeE Aiemdar onla preTipine Farls dol Lo oo suonen
Ahws Jumn Jask MELEs [ewe sz cor] e
T Oy OO AT BAREGTEY B BT GE e T &
S brmdnEas, ST e ke acis Lesa s ke argeeino: Teeate
o DTl ¥ riiueil diw o b Ded el e fudH g e
Coauna Sas SEREMESas dm o 22 e nase uma e lazsenoey







Launched in 2001, www.clubcultura.com is, with 30,000 visitors per day, one of the most visited
cultural websites in Spain. Its paper version (the Club Cultura Magazine) was launched in 2004

www.clubcultura.com hosts the web sites of leading film directors, writers, artists...




Since 1999, most of the administrative tasks has been centralised in the headquarters
which are located in the suburbs of Madrid (Pozuelo de Alarcén): Human Resources,
Finance, Marketing & Communication, Technical department, IT & Organization

The negotiation with suppliers is centralised and done by the commercial department.

In technical products, 100% of the assortment is selected, referenced and supplied to the
stores by the Product Managers. In cultural products, each store can adapt its assortment to
its customers’demands by selecting specific references in the Fnac Catalogue. These
references then are ordered and supplied to the stores by the Product Managers

All the merchandise orders are delivered in our Central Warehouse based in Rivas near
Madrid (10,000 sgm), prepared and supplied to the stores every day

Specific IT system with a great level of automation in ordering, reordering, use of EDI,...,
and with a high use of data warehouse system
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2003 2004 2005 2006 selection (especially in Books
and CDs/DVDs), and quality
advice.

Most stores have been recently
remodeled

Sales EBIT

Opportunities:

Expanding and using Members
base

Introducing new product lines
(toys, etc.)
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Strengths:

Most profitable (as a percentage of
sales) and productive Fnac
operation abroad

Leader in CDs, Photography and
Software markets, and a reference
in DVDs.

Prime locations in all leading
shopping centers

Opportunities:

The Retail market in Portugal should
benefit from a recent law approving
expansion of retail areas nationwide

Gaining market shares in the Books
market

Accelerating growth of the online
store
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Strengths:

Fastest growing Fnac operation
abroad

Largest and fastest growing Fnac
online store abroad

Opportunities:

The Retail market in Brazil
should benefit from improving
macro-economic indicators
(growth, inflation, interest rates
etc.)

Expanding the online store
further

Offering a new product line : toys
and games
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Strengths:

Fastest growing Fnac operation
in Europe on a like for like basis

Leading cultural actor in existing
locations

Opportunities:

Large potential for additional
store openings

Expanding the online store
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Strengths:

One the most cost efficient Fnac
subsidiaries abroad

Highly performing sales team

Very strong and active members
base

Opportunities:

Potential for additional store
openings in the wealthier German
speaking part of the country
Improving profitability further

through strenghtened purchasing
power (cf. opening of new stores)



Strengths:

Successful implementation of the
Fnac concept

Promising performance of the
Maroussi store

Leading retailer in CDs and Apple
products

Opportunities:

Potential for additional store
openings

Improving profitability through
diversifying purchasing channels



An overview of Fnac International
History of Performance
Specifics by Country

Growth Opportunities and Strategic Priorities



Maintain significant like-for-like sales and
profitability growth

Continue to gain market shares, in particular in technical products
Reallocate constantly sales space and people to growth products
Maintain very tight cost control at store and HQ level

Achieve full potential of still recent store network

Continue to develop the membership program



Market Share by Product Category in 2006
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Continue aggressive expansion of new stores

Priority to existing Fnac markets — projects and plans “in the pipeline” for
all countries

Expand selectively into new countries through store networks and/or
flagship stores in capital cities, possibly through tactical acquisitions



Target Estimated
Today 2010 potential

Belgium 6 11 12-15

Spain 15 25 30-35

Portugal 10 17 15-20

Brazil 7 10 15-20

Italy 5 13 30-40
Switzerland 4 8 15
Greece 1 6 8




Improve buying conditions, in particular in technic al
products

Through strong growth in each country

Through mutualised European purchases in key product
categories



Develop further Internet sales

Strengthen click & mortar strategy in all countries
Priority on Spain, Brazil (and Portugal)

Share www.fnac.com front office to gain functionalities, know how and
costs for international operations

Develop prudently downloadable business internationally through
commission based partnership approach



Fnac International is very well positioned to accelerate its profitable
growth through a thorough execution of its strategic priorities:

1. Maintain significant like-for-like sales and profit ability growth
2. Continue aggressive expansion of new stores

3. Improve buying conditions, in particular in technic al products
4.  Develop further Internet sales

5. Continuously develop HR potential



San Sebastian store



Customer Catchment Area : 684 416 People

== Primary Area: 181 811 people
Secondary Area 161 757 people

| ertiary Area: 146 774 people
Customer out of Area: 194 074 people

Tourist flow:
+ 3,2% of Turnover




Launched in September 2005
Located in the new building of the food market in the heart of the city
Commercial area of 2,075 sgm with 3 floors

: Books, Music, Children Area, Cafeteria/Forum

. Technology, Movies, Cash Desks, Loyalty Card Area

. Information desk, Photo Laboratory, Latest Novelties

473,186 visitors
Staff: 75 persons
8,889 cardholders




