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љ~ċťĲШĦŸŰƚƨůĲƖƚќШĲƻĲƖǃĬċǃШũŔƻĲƚШ
easier and more enjoyable 

and contribute to better living 
ċũũШċƖŸƨŰĬШƣőĲШƽŸƖũĬњ

Our mission  
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Who we are

қΥЮΞbn
Revenue

қ7.2bn
Consumer business

қ1bn

Worldwide leadership in Small Domestic Equipment 
and Professional Coffee Machines

7.4%
Operating 
margin

Professional business

Over 10 years

~6%
Sales CAGR

ҼШқ4bn
FCFқΣΜΝů

Operating Result
From Activity

> 40%* shareholders from founder group

*As % of EGM capital

Listed on Euronext Paris since 1975

In 2025 
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Who we are

Presence in more than 150 countries

~3,000
dedicated employees

~ 500
patents filed in2025

> 32,000
Employees worldwide

47
Industrial sites
(o/w 29 in Europe)

Net zero trajectory approved by SBTi

A life-centric innovation
> 400m
Products sold per year



GROUPE SEB PRESENTATION т SEPTEMBER 2026

7* No. 1 or No. 2 position
Source: independent institute

World -leading  positions Strong brands

No. 2
Blenders

No. 1
 Electrical 
cooking

No. 1
 Linen care

No. 1
 Cookware

No. 1
Professional automatic  coffee 

machines

75%
of 2025 sales in 
markets where the 
Group is a leader*

80% of Consumer sales in 2025

Our key success factors
Leadership positions and strong brands
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Omni-channel excellence

Global presence

Diversified industrial footprint

Extensive product offering

E-commerce
45%

Mass retail
15%

Traditional
13%

Specialist
14%

Group retail
7%

Other
6%

Consumer sales 
2025

Europe
23%

Asia
33%

Sourcing
39%

Americas
5%

Group sales 
2025

Western Europe
36%

Other EMEA countries
17%

North America
10%

South America
4%

China
26%

Other Asian countries
7%

Consumer sales 
2025

Cookware and 
kitchen utensils

30%

Kitchen electrics
39%

Home care and 
personal care

19%

Professional
12%

Group sales 
2025

Our key success factors
A "multi" model in Consumer and Professional
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]ƖŸƨƓĲШÉE7ќƚШċůĤŔƣŔŸŰƚ

CONSUMER MARKET PROFESSIONAL MARKET

STRENGTHEN 
OUR

GLOBAL 
LEADERSHIP

BECOME 
A 

REFERENCE 
PLAYER
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]ƖŸƨƓĲШÉE7ќƚШĦŸŰƚƨůĲƖШůċƖťĲƣ

> Structural growth ( >3%per year) driven by various factors 

ÁNew local lifestyle and consumer habits
ÁDevelopment of multi -equipment
ÁUptrading , fueled by new technologies that meets the needs of 

consumers
ÁRise of the middle classes in emerging economies

> Rapid expansion of new distribution modes (e -commerce, social 
networks and more)

> Fragmented market

> Highly seasonal market

Key features of the market

CONSUMER MARKET
~ċƖťĲƣШĲƚƣŔůċƣĲĬШċƣШқ85bn

Harris Interactive 2022, household equipment rate France

Development of multi -equipment and uptrading
Vacuum cleaner example

Canister 78% Versatiles 21% Washers
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Large presence in many market segments
Kitchen Electrics

Home & Personal Care

Cookware

COOKWARE
 AND KITCHEN UTENSILS ELECTRICAL COOKING BEVERAGES FOOD PREPARATION

LINEN CARE FLOOR CARE HOME CONFORT PERSONAL CARE
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]ƖŸƨƓĲШÉE7ќƚШƓƖŸŉĲƚƚŔŸŰċũШůċƖťĲƣ

PROFESSIONAL MARKET
~ċƖťĲƣШĲƚƣŔůċƣĲĬШċƣШқΝΡĤŰ

> Sustained growth (5-10%per year) driven by:

ÁDevelopment of out -of-home consumption, particularly 
coffee and snacks
ÁUse of coffee as an ingredient in hot or cold drinks
ÁGrowing demand for coffee in traditionally tea -loving 

countries

> High barriers to entry and higher profitability

> Recurring revenue from services

> Concentrated market in coffee

> Fragmented market in culinary

Key features of the market

Italy 
& Spain

Germany 
& Nordics

USA 
& China

Use of coffee as an ingredient in hot or cold drinks

Espresso Flat white Salted caramel 
cold brew
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Focus on beverage and culinary professional equipment

BEVERAGE CULINARY

COLD BEVERAGE FOOD PREPARATIONCOOKWARE 
AND TABLEWARE

COOKINGFULL AUTO 
COFFEE MACHINES

TRADITIONAL AND 
FILTER COFFEE MAKERS
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BEVERAGES

Geographic expansion and extension of our Professional Beverages offering

Product launches and coverage of a broad customer base : offices, convenience stores, 
hotels & restaurants, chains & public spaces

World leader 

in full auto 

machines

2019 2022 20232016

Full auto
coffee machines

Traditional and
filter coffee makers

Cold
beverages

Leadership in professional coffee and extended product range
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Strategic expansion in professional  culinary

PROFESSIONAL 
AND SEMI-PROFESSIONAL 
CULINARY

Indirect historical 
presence

2019 20242023Before 2017 2025

Cookware and 
tableware

Food preparation

Cooking
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R&D center, purchasing  and production facility

Key milestone  in the strategic  development  of Professional beverages

Launch of the new Professional Coffee hub in China
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Rebound plan and 
key strategic 
insights
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Rebound plan
Acceleration in the transformation of our environment

Launch cadence

Product virality

Product -centric  to Consumer 
Experience

Social First

Repairability and product 
lifespan

Energy efficiency

Refurbishment, second life

Social media

Influencers, user-generated 
content

Ratings & reviews

Real-time data

E-commerce

DTC

Social Commerce

Omni-channel

Acceleration of 
innovation

Shift in the 
Go-to-Market

Transforming 
brand-consumer 

relationships

Rising importance of 
sustainability 

An imperative of speed, marketing practices and resources invested
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Rebound plan
Return to our profitable growth trajectory

19

Act as a leader in innovation

Systematize  our new marketing and e-
commerce practices

Accelerate  in the most promising segments

Reinvent our growth  model

Simplify  our organizations and operating 
methods

Increase  our industrial and purchasing 
efficiency

Reduce our overheads

Restore our profitability

Nourish  connection 
and involvement 
of our consumers

Strengthen  our stakeholder 
engagement

Develop meaningful 
innovations 
and inspiring brands

Our employees  at the 
center of this 
transformation

Group-wide levers: AI, data & simplification

GROUPE SEB PRESENTATION т SEPTEMBER 2026
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Reinvent our 
growth  model

.1
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Rebound plan
Relaunch the sales growth trajectory
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Roll out our successes Reinvent our categories

A reimagined activation strategy љÉŸĦŔċũ-ŉŔƖƚƣњ
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Rebound Plan
Promising new innovations
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Coffee CrushX-Clean Aerosteam Pizza ProntoDolci
Titanium Wok

Supor
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Roll out our successes
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X-CLEAN

June 2026

70 countries
5 models

End of 2026

9 models

AEROSTEAM

June 2026

25 countries
1 model

End of 2026

30 countries
3 models

CLEAN-IT

June 2026

20 countries
3 models

End of 2026

20 countries 
5 models

FUSIONCORE

June 2026

25 countries
4 models

End of 2026

30 countries
4 models

70 countries
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Reinvent our categories
Coffee Crush example

24

> 50% more compact 
appliance compared to 
a conventional full -
auto 

> Recruitment of a new 
generation of 
consumers
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A reimagined activation strategy љÉŸĦŔċũ-firstѠ
Coffee Crush example

25

Crush Crew
10 influencers onboarded

01 PRE-LAUNCH 02 LAUNCH -  FRANCE 03 AMPLIFICATION

SYSTEMATIZATION ON KEY LAUNCHES IN 2026

20M reach 5M views
>60% of investments 

dedicated to social media*

~50 
countries 
in 2026

172M reach

*France
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Restore 
our profitability

.2

26
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Rebound plan
қΞΜΜůШŔŰШrecurring annual savings

ĦЮШқΞΜΜů

Organizations

Structure costs & 
industrial  efficiency

Indirect purchases

Targeted recurring annual savings

Target of қΞΜΜůШŔŰШrecurring  annual  savings, at run-rate by end of 2027

Main levers

> Organizations : structure costs and industrial efficiency

> Indirect purchases

> Group-wide : simplification of product ranges and processes

Exceptional  cost  of the plan estimated  at 1x to 1.25x recurring annual savings

> mainly recognized in P&L at end of 2025 ықΞΠůь and in H1 2026 ықΝΤΥůь

> cash outflows mostly in 2027
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Rebound plan
Roll-out in line with announced timeline

28

ĦЮШқΞΜΜů

Organizations

Structure costs & 
industrial efficiency

Indirect purchases

Target
2027-2028

қΠΜШт 60m

Indirect 
purchases

ORfA impact
2026

Progress Main levers Actions launched  in H1 2026

Indirect purchasing Pooling and standardization needs

-5% to -6% of the indirect purchases in scope

Over 400 actions launched

First results visible in P&L

Cross-functional  
levers

Simplification of processes

Reduction of SKUs by 25% to 30%

Data focus & AI roll-out

90% of reductions identified; 9% already 
initiated, completion by early 2027

Pooling of several functions

Organizations

Organizations

Industrial efficiency

Labor agreements signed in France and in 
most German entities

Departures starting in September

Reduction of structure costs
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Financial results 
and outlook
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Key figures at end-June 2026

30

H1 Sales

қΟЯΤΠΟů
-0.1% reported

+1.7% LFL vs. 2025

H1 ORfA

қΝΤΞů
+44.0% vs. 2025

Q2 Sales

қΝЯΥΡΦů
+0.9% reported

+0.6% LFL vs. 2025

Q2 ORfA

қΝΜΜů
+45.3% vs. 2025

H1 Free cash flow

қΡΟů
vs. -қΞΝΟůШin H1 2025
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ORfA recovery in H1
First results  of the Rebound plan т full -year outlook  confirmed

> Deteriorated  economic  and geopolitical  environment , mixed consumption 
prospects 

> Slight organic  sales growth  in H1

> ORfA recovery , notably driven by internal levers 

> Rebound plan: roll -out on track  with  objectives and first results in H1

> 2026 outlook  confirmed : 

Á Full-year ORfA growth

Á return to a more normative free cash flow generation, continuing H1 trend

> Recognition of the ]ƖŸƨƓќƚ ESG commitment : improved  EcoVadis (Platinum) 
and CDP* ratings
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2026 outlook

2026 outlook  confirmed :

> Full -year ORfA growth

> Return to a more normative free cash flow 
generation , continuing H1 trend

> Lower financial leverage, with the objective of 
returning to the Group's standard of around 2x 
(excluding acquisitions) by 2027

Deteriorated macroeconomic and geopolitical environment

Mixed consumption prospects 

Increased inflationary pressures on costs

Resilience of Small Domestic Equipment markets

Innovation pipeline momentum

Targeted pricing actions

Strict COGS and OPEX management, and Rebound plan 
impact



GROUPE SEB PRESENTATION т SEPTEMBER 2026

33

Medium-term ambition confirmed

Medium-term ambition confirmed  and supported  
by our strategic  model 
and Rebound plan implementation

Return to our historical  trajectory , targeting: 

> 5% annual  organic  sales growth  

> and an operating margin  of 10%, 
then progressing toward  11%


