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§ 2013 Financial Highlights

GROUPE

SEB

Revenue Operating Result
€4,161m from Activity

5.4% LFL €410m
+ 2.5% as reported +7.2% LFL
- 1.2% as reported

Attributable profit Net debt at 31 Dec.
€200m €416m

+ 2.9% as reported - €140m
vs 31 Dec 2012

Dividend proposed at the Annual Meeting: €1.39, + 5.3%
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Solid product
dynamic

Loyalty programmes

Intensified
advertising/marketing
resources

Acceleration of the
digital strategy

Maintain ORFA*

Cash generated

Champion and
star products
= drivers

€110m

€288m

Sales with pure
players + 40 %

€410m

€201m

*Operating Result from Activity

2013 Review — Our achievements

International approach
Increased spending on innovation

Outstanding year
2-3 major programmes

Growing but less than in initial forecasts

Development of digital resources

In line
7% growth at constant exchange rates

Higher than initial forecasts



a » 2013 macro-economic environment
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Mature markets
— Stabilised environment in Europe

— Recovery in the US
— Demand held firm in Japan and South Korea

Emerging markets

— Socio-political issues in a number of countries (Turkey, Egypt, etc.)
— Slower growth in certain markets (Turkey, Russia, Brazil, etc.)

— Solid growth in China

Some currencies fell sharply against the euro

Annual change*
-21% -11% -20% -17% -12 % - 28%

*From 1 January to 31 December, 2013



Worldwide small domestic equipment

e ® market trending favourably
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€45 billion* ==

2013 trends

Small electrical
appliances

€32 billion

Mature markets

Slight growth

*Groupe SEB & consultant (estimates): Addressed market

Pots and pans
Pressure cookers

Food preparation
Beverage preparation
Home care

Home comfort
Electrical cooking
Linen care

Personal care

Emerging markets

Growth led by China






‘d A complex year...
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v"Unfavourable currency impact

v' Atougher competitive environment

v' Complicated markets
= France
= Russia
= Turkey

v' Maharaja Whiteline: a year of transition



A tougher competitive environment
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Competition in small domestic equipment
+

g PHILIPS i ™™ Competition among retailers

— 'l
i = Houdt uw perechien 40 miswien

Price Wars

Promotions

TESCO | Fitte

Sizzling x
g savings

13 Pc Cookware Set
e Porcelain Enomel Nonstick

EMBOURSES o~y Lo Y €15




Complicated markets




Population 66 million

F rance 2013 GDP growth 0.3%
Group’s largest country
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Group sales in 2013: -3% vs 2012

v' Groupe SEB: NO.1 in cookware
v' Groupe SEB: NO.1 in small electrical appliances

Problems encountered Positive points

— Non-recurring 2012 loyalty — Market responsive to innovation

programme — Growing food preparation and vacuum cleaner
— Decline in the steam station and markets

deep fryer markets — Developing sales with supermarkets and
— Increased competition in pod coffee specialty stores

making

— Levelling off in hypermarket traffic
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Turkey

Population

81 million

2013 GDP growth

3.9%

Group’s 13th largest country

v Groupe SEB: No. 2(e) in cookware

v' Groupe SEB: NO. 2 in small electrical appliances

Positive points

Problems encountered

— Socio-political issues

— Protectionism

— Highly competitive, promotion-driven
market

— Sharp depreciation of the Turkish lira
=>» price increases

— Strong positions and brands
— Product dynamic
— 160 Tefal shops




Russia

2 B Group’s 5th largest country
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142 million
1.3%

Population
2013 GDP growth

v Groupe SEB: NO.1 in cookware

v Groupe SEB: NO. 2 in small electrical appliances

Problems encountered

— Slower consumer spending since
summer 2013

— 2 price increases (April and Sept.)
in a highly promotion-driven market

— Q4 = shortfall / Loyalty Programme
in 2012

— Difficult in food preparation /
competition

Positive points

— Market share gains in ironing (Freemove in
the top 3), espresso and personal care

— Growth with
large specialty ™=
retail chains ’* ==




S

MAHARAJA I year of transition
—WHITELINE —

v 8 months with no control over the business
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v Losses for fiscal 2012/2013 (closure 31 March)

v High Court in Delhi, 19 July 2013: Groupe SEB
restored in the company’s operational management

v" Operations restarted
— Reactivated industry, logistics and ASS operations
— New brand platform
— Strengthened marketing dynamic
— Ambitious product pipe, 20 new products already launched

14



MAHARAJA

~WHITELINE —
life gets easier

r
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Arich year...

v’ Strong product dynamic fostered by innovation

— Champion products
— The year’s stars

v" Success stories — Selected countries
— China, Germany, United States, Japan

v Sales & marketing vitality
— Dynamic category management
— Loyalty programmes: an exceptional year

v Growing trend toward digitisation
— Moving toward connected products
— Developing digital campaigns
— Increase in online sales



Cookware

Strong product dynamic:
champion products

Units sold
Ranges
Pots&pansJUSt S 7 PR N N
So tasty
spoR mEn © L e e
Wok 0 G0 & <D - &
SUPOR HiBR - O OCOO




Small electrical

d Strong product dynamic: appliances
& ® champion products
SEB

Units sold
Dolce Gusto > 3 @@ D &€
Kettles e
Aprecia >2 PP PIPE
Actifry sl EsEssess

>

444 444

Fresh Express



d Strong product dynamic:
a9 theyear’s stars*
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SUPOR

Clipso +

*Largest contributors to growth SUPOR



Strong product dynamic:

e W the year’s stars™ D
SEB b
Kettles
Deep fryers
Extra Long

Full-auto espresso
machines

*Largest contributors to growth Cookeo



d Strong product dynamic:
e W the year’s stars™
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Ultimate
ceiling
fans

AC Motor

=z

*Largest contributors to growth

FreeMove

PRO EXPRESS Control

Air Force \




2013 sales: sales performance by product line

o
GROUPE
SEB
Cookware
" Electrical cooking
S _ i
%3 Linen Care
> _ ]
§ Beverage preparation
- .
[ Food preparation
2 i
=% Personal care
= |
o Home care
(D -
Home comfort
| | | | | | |

0 2 4 6 8 10 12 14

Like-for-like growth in % -



Selected Countries

China

Germany
US

Japan

SNJOO04




CH I N E Population 1.3 billion

2013 GDP growth 7.7%

A Group’s 2nd largest country

SEB
v" SUPOR: No. 1 in cookware
v" SUPOR: No. 3 in kitchen small electrics
.., o/ —Pressure cookers — 40,000 sales outlets, of which
‘ — Pots and pans 27,500 in Tier 3 + 4 cities
' — Steam cookers — 1,025 Supor Lifestores
— Rice cookers — Online sales growing very fast

— Soy milk makers

— Brand awareness ..
-~ AR "Quﬁ?%

o QIDESHE
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Population 81 million

g G E R M A N Y 2013 GDP growth 0.4%

cgm  Group’s 6th largest country

v Groupe SEB: No. 3 in cookware
v Groupe SEB: No. 4 in small electrical appliances

2013 successes Distribution

— Cookware — All channels

— Full-auto espresso machines — Loyalty programmes

— Food processors (Kaufland — Oct. 2013-Jan. 2014)

— Bagless vacuum cleaners — Sales with pure players growing fast

— lroning
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Population 316 million

4 U n itEd States 2013 GDP growth 1.9%
&

&eg Group’s 3rd largest country

v Groupe SEB: No. 1 in cookware
v Groupe SEB: No. 1 in ironing

2013 successes Distribution

— Cookware
—Irons and garment steamers
— Optigrill

— Online sales sharply up
— Listing gains for T-fal and Rowenta
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Population 127 million
J A P A N 2013 GDP growth 1.9% .

Group’s 7th largest country

v" Groupe SEB: No. 1 in cookware
v" Groupe SEB: No. 1 in kettles and No. 3 in irons

Distribution

2013 successes

— Cookware — All channels

— Kettles / record sales — Growing Web sales of small electrical
— lrons appliances

— Vacuum cleaners — Dynamic in Group stores

— Mixers

27




ceg Sales & marketing vitality




Dynamic category management

GROUPE

SEB

Cooperation: Groupe SEB and Retailers

Knowledge of consumers’ needs ” \
In-depth analysis of
shoppers’ behaviour

; Placement Promotion

In-store execution
Improved merchandising

29



Programmes that have produced
& B tangible results

SEB | |
Italy— EURONICS (Galimberti)
Q4 2013 — 2 pilot stores

Before

Groupe SEB: Groupe SEB:

0 N
149% o Ironing products on 32% of ironing products on
shelves shelves

Group sales x 2 0



Loyalty programmes:

e B an exceptional year
SEB

€110m, = 15 operations > €1m

2 major operations

Spain Germany
Q2 201 Q3-Q4 2013
I [X] Tefau

Treueaktion

om 28.10.

Fiir eine schmackhaftere Welt!

s & 4 4
o & o "

Kaufland




Growing trend toward

@ Russia

@ Canada @ South Korea
@All-Clad




Moving toward connected products
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m Services (coaching,
delivery, nutritional
planning, ingredients,

etc.)

- -

m Content (recipes,
instructions for use,

advices, etc.)

33



Powerful digital campaigns

.......

Showcasing the
product

— Cuisine Newel
[ Training ] Companion ewsletters

Entirely in-store and
one-on-one

-

: g
o l
— Companion id = @
( Co-branded Academy !,“_. \
media campaign D=

P

ROBIT CASEUR WOLILNER | DECOUVRET-LE

EHwDEE |
o T
— o !

e

]

=]

iy

1 .

12 A e o o i g sk
R TR T r e Rp—— - —
e e or ehdrn |
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a 3 Developing e-business (1/3)
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Lively presence on our retailers’ websites
=» creating value

(® beoulanger m 0 HE

Viv . ns la Happy-Technologie!

Mon compte Mon panier

mage Micro & | Tablette | Photo | Tirage photo & | Téléphonie _.. | Bluray Petit Gros | Cuisine équipée | Accessoires &
Jeux vidéo Cadeaux

B son | Multimédia| & E-book| & Vidéo| Téléchargement| & GPS &DVD |ménager |ménager | & Ustensiles |Consommables

Accueil + Petit ménsger

PETIT MENAGER

jR Aspirateur (542)

Nettoyeur (142)

C’EST L’HIVER,

J'o_ -Ca.is /a i?/zi/r
Soin du linge (333) _,L S L
e ViTasrunes !

Petit déjeuner / Expresso /
Cafetiére (762)

Distributeur de boissons /
carafe (131)

Siesew -

Préparation culinaire (689)

BRREEME BELEEES

SUPOR aiBR

N,

ARG enus
~
4zt ranm

N AFMERETZ NEENR
B THRETRAA HANE. WERG
N REMSES TERESRE
N AREMAES REAWRE, A-EORGLE
B SHTIE PESE, DERE
B AEL¥FAR EN5E. AYSE



% Developing e-business (2/3)
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Marketing strategy with pure players

amazonfr Chezwous  Promotions  Chégues-cadeaur  Vendre  Aide

Parcourir les = Bonjour Liste
boutiques + Rechercher  Toutes nos boutin.. » m Votre compte - VPanierv d'envies

Tefal

Préparations culinaires Téfal : simplicité et convivialité pour
tous

Parce que cuisiner dait rester un plaisir, Tefsl propase des produits astusieus, sirs et da qualité pour une cuisson
saine =t aux résultats culinaires garantis. Que vous soyez cordon bleu ou débutant, svec Tefal, stimulez vos snvies
et cuisinez en toute simplicité, Tefal, comment s'en passer 7

Quelle gamme choisir ? Découvrez la gamme faite pour vous!

Nos amovibles Ingénio

Une polyvalence exceptionnelle pour une cuisine ingénieuse
rangement optimisé, passe au four et au lave vaisselle et permet la
conservation au frigo. La nouvelle poignée Ingenio 5 est garantie 10
ans. Decouvrez egalement les accessoires compatibles pour varier
wOs préparations.

@ = 5o 000 | 0:32

Lots | Poéles, woks et sauteuses | Casseroles et faitouts |
ACCESSOires

2154 &2

HERREN

. N

—

e

BEEE »




o) Developing e-business (3/3)

SEB

Targeted deployment of the Group’s e-commerce sites

-
now!

@ Tefal Shop South Korea

37
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Senior Executive Vice-President, CFO







2013 sales by region

GROUPE
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2013/2012 in %*

_m 2013

France -3.3% -3.3%
Other Western EU 759 821 +8.2% + 8.8%
North America 457 468 +2.3% +5.6%
South America 451 426 -5.5% +6.5%
Asia-Pacific 992 1,087 +9.6% +11.4%

TOTAL 4,060 4,161 +2.5% +5.4%

*Percentages based on non-rounded figures



a » Organic revenue growth, by quarter

GROUPE
SEB

Ql Q2 Q3 Q4

41



Revenue breakdown by region

o
GROUPE
SEB
Asia-Pacifi France
5|a2-6;C| ic 16%
° 17%*
24%*

Other Western

EU countries
20%
19%*
Central Europe,
Russia and
other countries
17% North America
11%*
South America
10%
11%*

*2012

42



§ Top 20 Markets: Full-year Sales

GROUPE

SEB
85% of consolidated revenue

Belgk

France

Netherlands

Italy

Mexico

Russia
- Turkey

Top 10 countries

43



Well-balanced exposure between mature
e ® and emerging markets

GROUPE

SEB
2013 revenue: €4,161 m
46%
Mature markets Emerging markets

+ 4% LFL +7/% LFL

44



d 2013 Revenue growth: detalils

GROUPE
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Organic Currencies
growth
\ Y /
+ 2.5%

2012 2013
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€m
20 -

10 -

-€116m

d Currency impact on 2013 sales

| Q1=-€4m
Q2 =-€6m
Q3 =-€44m

Q4 = - €62m

46
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FOREX — Selected currencies 1/2

e 2012 x — 2012
1,15 EUR / USD Average 2012 7,2 | EUR / CNY Average 2012
—2013 2013
1,18 74 -
® Average 2013 ’ ® Average 2013

1,21

7,6
1,24
1,27 7,8
1,30 8,0 -
1,33 82 - ’/\—\/\
1,36

8,4 -
1,39
1,42 86 -
1,45 T T T T T T T T T T T 1 8,8 T T T T T T T T T T T 1

Jan Feb Mar Apr May June July Aug Sep Oct Nov Dec Jan Feb Mar Apr May June July Aug Sep Oct Nov Dec
2012 2012

80 . EUR / JPY Average 2012 36 EUR /RUB Average 2012
85 — 2013 37 j 2013
90 ® Average 2013 ® Average 2013

38
95
100 39
105 40 -
110
115 41 7
120 42 A
125 43 -
130 a4 |
135
140 45 1
145 46
150 47 -
155 T T T T T T T T 1 T T T T T T T T T 1

Jan

Feb Mar Apr May June July Aug Sep Oct Nov Dec

Jan

Feb Mar Apr

May June July Aug Sep Oct Nov Dec




FOREX — Selected currencies 2/2

GROUPE
— 2012 — 2012
2,0 EUR /BRL Average 2012 2,0 T| (* EUR / TRY Average 2012
2,1 —2013 51 c— 2013
2,2 - [ ] AVerage 2013 ’ b ) Average 2013
2,3 A 2,2
2,4 A
2,5 - 2,3
2,6 1 2,4 -
2,7 A |
28 - 2,5
2,9 - 2,6 -
3,0 |
31 - 27
3,2 2,8 ~
3,3 |
3,4 - 23
3,5 \ \ \ \ \ \ \ \ \ \ \ | 3,0 \ \ \ \ \ \ \ w w w w w
Jan Feb Mar Apr May June July Aug Sep Oct Nov Dec Jan Feb Mar Apr May June July Aug Sep Oct Nov Dec
2012 2012
; EUR / COP Average 2012 | 0,74 EUR / GBP Average 2012
2013 076 1 N —2013

2100 7 ® Average 2013 ’ ® Average 2013
2200 - 0,78 1

0,80 -
2300 -

0,82 -
2400 -

0,84 -

| @

2500 0,86 -
2600 - 088 -
2700 - 0,90 -
2800 T T T T T T T T T T T 1 0192 T T T T T T T T T T T 1

Jan Feb Mar Apr May June July Aug Sep Oct Nov Dec

Jan Feb Mar Apr

May June July Aug Sep Oct Nov Dec
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Operating Result from Activity

Change, Change,
2013 as reported like-for-like

Revenue 4060 4,161 +2.5% +5.4%
Operating 3,645 3,751
expenses
Operating Result 415 410 -1.2% +7.2%
from Activity

Operating Margin  10.2% 9.9%

Percentages based on non-rounded figures

49



4 Operating Result from Activity:
()

« ¥ 2012/2013 bridge
SEB

In €m

fi“ii

Price
I Volumes mix Purchases Expenses Currencies

2012 2011/2012 2013 2013

at constant FOREX
-21 -3 -




d Growth drivers: investment in innovation

GROUPE

SEB
Research & Development* 82 87
Strategic marketing 59 61

TOTAL 141 148

*Gross figure, before Research tax credit and capitalization
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Growth drivers: investment in
marketing and advertising

Operational marketing 174 179
Advertising 103 109
TOTAL 277 288

Retail operations and consumer
promotions 87 88
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Operating profit

Operating Result from Activity -1.2%

Discretionary and non-discretionary

profit-sharing (48) (37)

Other operating income and
expense, net

Operating profit 368 364 -1.0%

1 9)

53



d Attributable profit

GROUPE

SEB
Operating profit -1.0%
Financial expense / borrowings (30) (31)
Other financial expenses (33) (24)
Income tax expense (94) (87)
Minority interests (17) (22)

Attributable profit 194 200 +2.9%
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Balance sheet, summary

Capital employed

Non-current assets
Operating WCR*

Total capital employed
Financing
Equity
Provisions
Other current assets and liabilities
Net debt

Total financing

*Working Capital Requirement

1,434
1,009
2,443

1,462
216
209
556

2,443

1,413
946
2,359

1,532
219
192
416

2,359
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S 2012-2013 waterfall

SEB

123

122

Operating cash generation: € 201m (€ 189m)
________________________________________________>

-464 134 122 5 14

Year 2012

Year-end  cash Taxes & Other,
2012 flow interest Capex WCR operating

d Analysis of change in debt:
o

Dividend

Other,
Currency non-oper.

Year-end

2013

56



d Operating WCR and net debt

GROUPE

SEB
Operating WCR Net debt
as a % of revenue
30 -
556
500 -
416

24.9

250 -

22.7
0 _

13 12 13
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Debt ratios at 31 December

GROUPE

SEB Net debt/equity
0,7

o4 05 06 07 08 09 10 11 12 13
Net debt/EBITDA
1,9

2 1,7

04 05 06 07 08 09 10 11 12 13



S

GROUPE

SEB

Conclusion: a good year
In a difficult context

v' Strong product dynamic driven by innovation

v' Good performance
— Solid organic growth: sales and Operating Result from Activity
— Net income up

v" A healthy financial position

— Cash generation
— Solid balance sheet
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§ Outlook for 2014

GROUPE

SEB

v" An on-going tense economic environment

v Our vision of the markets in 2014, by geography

v Optimising operational efficiency and targeted
local actions

v Group objectives for 2014



An on-going tense economic

o .
gt environment

v Pressure on consumer spending in Europe and Russia

v" Political and social instability in Egypt, Turkey, Ukraine,
Thailand, etc.

v" A large number of very important currency issues

2013 42.7 2.54 2.90 7.37 25.9 1.39
Spot rate,24-02 140 48.9 3.02 3.25 10.71 27.4 1.52
Decline vs. € -25% -13% -16% -11% -31% -5% -9%

=» Very unfavourable impact

—On sales
— On Operating Result from Activity
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Our vision of the markets in 2014,
®.2 by geography

SEB
— Slightly higher revenue

_ Sluggish small domestic . Strong product dynamic in small

FRANCE equioment market appliances
quip » |ncreased marketing and advertising
support

OTHER W. — Small domestic equipment — Revenue stable at best
EUROPEAN market varies from one = High 2013 comps
COUNTRIES country to another = Fewer loyalty programmes planned
NAFTA B ]Ei)r\rfra” L EENe) neeliig — Dynamic demand

Brazil — Firm growth in Brazil

— Volatility
LATIN
AMERICA Colombia — Sustained growth in Colombia

— Market holding up well



Our vision of the markets in 2014,
®.2 by geography

SEB
CHINA — Firm consumer spending — Solid increase in business
— High prior-year comps
— Increase in VAT on 1 April
JAPAN with uncertain |m_pact on — Targeted actions
consumer spending
— Special FOREX challenge
for the Group
RUSSIA RUSSIA
CENTRAL — ghjlill?:g]::gmsanrwliltdomestlc : gﬁgéi\gg:f retailer inventories
EUROPE, RUSSIA, quip
TURKEY AND TURKEY TURKEY
OTHER — Complex market: — Return to sales growth
COUNTRIES P ' J

protectionism, competition,
promotions



gOUPE ﬁ. g
=5 efficiency

Growth boosters

v" Innovation =» product mix

v" Strengthening marketing and
advertising resources =
organic growth

v Medium-term investments
preserved

2014: optimising operational

Cost-management actions

v Optimising manufacturing
productivity

v' Streamlining operations
v" Targeted local actions

v Reducing operating expenses
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& Major launches 1/2

GROUPE

SEB

Cuisine Companion

Infiny Force @
Q" » 53

. 5.
Express \i 7 Eﬁﬁf% x
" el

Cookeo USB

The SUB



Major launches 2/2

o
GROUPE
SEB
3
\{
m Soft Extreme 0
~ Y G
; %
0
0

ERGO FORCE Cyclonic

PRO EXPRESS TOTAL
Xpert Control

Air Force
Lithium




N Medium-term investments preserved

GROUPE

SEB

A few examples

Full-auto
Vacuum .
Espresso Africa

. cleaners
MEINES



//upload.wikimedia.org/wikipedia/commons/8/86/Africa_(orthographic_projection).svg

§ Optimising manufacturing productivity (1/3)

GROUPE

SEB

[ Constant productivity improvements ]

OPERATION PERFORMANCE SEB

2012 2013 2014

15 projects 67 projects >100 [.)Ianned
\— projects

J

A few examples of projects:
v" Production flow optimization
v’ Better-balanced production lines

v’ Increased utilization rate of tools / machinery
V..
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% Optimising manufacturing productivity (2/3)

GROUPE

SEB

{Stepped-up pace of value assessment projects]

PCO*

Approach \

Around 50 initiatives over 2 years

RowenTa

«Redesign»/ >€20m

. Design/ : .
r existin + ‘
A 4 8 new products |.n Savings
e products in 2 years

. /

* Product Cost Optimization




Optimising manufacturing productivity (3/3)

GROUPE

SEB

Extension / Widespreading of
shared technical platforms

v’ Kettles: Shaoxing Supor platform

= \Volumes: 8m units

= Unit cost —30 % in 4 years (average)
v Extended to toasters, filter coffeemakers, blenders...

13 suppliers / 21 platforms

Blender
motors

3 suppliers /5 platforms
72



Streamlining operations

GROUPE

SEB

1 example: SKUs

= 15% reduction in the
number of SKUs by

= |[ncrease in the
year-end 2014

= International number of SKUs

development /

Acquisitions - RGN " Increase in SKUs’
profitability and country .
= Channel WCR commonality
management

= Extending the use of
technical platforms /
Leverage effect on
production

= Impact on Group’s

= Promotions / agility

Loyalty programmes

73



% Targeted local actions (1/2)

GROUPE

SEB

v" Price increases / currency declines against the euro
— Russia, Turkey, Brazil, Colombia, Argentina, Australia...

v Specific product plans
— Russia:multicookers, kettles,...
— Turkey: cookware, linen care, Actifry...
— Brazil: fans, food prep...

v" Industrial competitiveness programmes
— Brazil

v Reducing operating expenses
— Adapting Group Retail network (Brazil)
— Lightening inventories
— Adjusting structure costs



N Targeted local actions (2/2)

GROUPE

SEB

v Specific measures for a special case: Japan

* 8% average increase in price

in Jan. 2014
25% decline in JPY vs. € =» one-off  Expansion of the product offering and
impact on P&L due to 2013 hedgings accelerated pace on some existing
categories

* High level of spending maintained

» Attenuate the impact in 2014
2-3 years to absorb



d Objectives for 2014

Ensure sustained organic growth in
Sales and Operating Result from Activity
at constant FOREX.
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Disclaimer

Some of the statements contained in this
document may be forward-looking statements
concerning Groupe SEB’s financial position,
results, businesses, strategy or projects. Groupe
SEB considers that such statements are based on
reasonable assumptions but cannot and does not
give any assurance that the Group’s future
performance will be consistent with those
statements. Actual results could differ from those
currently anticipated in such statements due to a
certain number of inherent risks and
uncertainties, most of which are beyond Groupe
SEB’s control, such as those described in the
documents filed or to be filed by Groupe SEB with
the French securities regulator (Autorité des
Marchés Financiers) and made available for
downloading from the Company’s website
www.groupeseb.com.




