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NOTE

This presentation may contain certain forward-looking statements regarding Groupe SEBôsactivity, results and

financial situation. These forecasts are based on assumptions which seem reasonable at this stage, but which depend

on external factors including trends in commodity prices, exchange rates, the economic climate, demand in the

Groupôslarge markets and the impact of new product launches by competitors.

As a result of these uncertainties, Groupe SEB cannot be held liable for potential variance on its current forecasts,

which result from unexpected events or unforeseeable developments.

The factors which could considerably influence Groupe SEBôseconomic and financial results are presented in the

Annual Financial Report and Universal Registration Document filed with the Autorité des Marchés Financiers, the

French financial markets authority. The balance sheet and income statement included in this press release are

excerpted from financial statements consolidated as of December 31, 2022, examined by SEB SAôsStatutory Auditors

and approved by the GroupôsBoard of Directors, dated February 22, 2023. Audit procedures on these consolidated

financial statements have been performed. The certification report is in the process of being issued.
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INTRODUCTION
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2022 Key figures (1/2)
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ORFA ú620m

ORFA Margin 7.8% 

-230 bps

Sales

ú7,960m

-4.7% LFL

Net profit

ú316m
-30%

Adjusted EBITDA

ú875m
-16%

2022 vs 2021
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2022 Key figures (2/2)
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CAPEX

ú345m
4.3% of sales

Dividend * 

ú2.45
Stable vs 2021

Net financial debt

ú1,973m
Leverage 2.3x

2022 vs 2021
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Inventories

ú1,682m

21% of sales

* to be proposed at AGM of May 17, 2023



KITCHEN ELECTRICS
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HOME AND PERSONAL CARE PROFESSIONAL

COOKWARE / KITCHENWARE

Multi-categories / activities

A longstanding growth strategy based on (1) a comprehensive product range
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(2) The industryôsmost powerful portfolio of brands
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PREMIUM

Multi-brands

PROFESSIONAL

CONSUMER

GLOBAL

LOCAL



(3) A unique global presence
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Multi-countries

150 countries

Leadership positions

#1 or #2 

> 75 % sales 

South America

4%

Western Europe

35%

North America

13%

Other EMEA

13%

Other Asia

8%

China

27% ú7,960m



Online ~ 40%

Group retail ~ 5%Specialists ~ 15% Other ~ 10%

(4) A best in class multi-channel distribution capability
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Traditional ~15 %

Multi-channels*

Mass retail ~15 %



KEY 
OPERATIONAL 
HIGHLIGHTS
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Key operational highlights in 2022
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Continued inroads in terms of distribution 

Enhanced international presence

Efficient brand leverage 

Ongoing strong product dynamics

Continued investments in Groupôs competitiveness



Key operational highlights in 2022
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Continued inroads in terms of distribution 

Enhanced international presence

Efficient brand leverage 

Ongoing strong product dynamics

Continued investments in Groupôs competitiveness



Innovation remains a key differenciation lever and growth driver

14 02/23/2023 2022 Full-year results

Á In the Consumer business, priority domains around:

Å Smart small electrical appliances offering new functionalities and 

enhancing well-being

ÅConsumer experience, from purchase to the end-of-life of the products

Å Consumer engagement based on best-in-class understanding of 

consumer behaviour and data collection

Å Ethical and sustainable approach

ÁñSimply the bestò product and service in the PCM business

ÅUndisputable Coffee expertise provided to our customers

Å Advanced technologies and customized concepts

ÅDigitalization Č New business models, precise data analyses, unique 

customer experiences 



Oil less fryers, a major growth driver in 2022 
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OLF sales
x4

2019

2022



Continued international roll-out of best-selling products

+70% 
growth in 

versatiles over 

last 3 years

High-end

Cookeo Touch

30% of Cookeo 

sales in 2022

(x2 vs 2020)

> 25% 
household

penetration in 

France and 

Japan



Successful product launches
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Black knives collection (DLC* technology) Rice cooker with Far Infrared Technology Latest Tefal ceramic range 

* DLC = Diamond Like Coating

12%
of RC sales 

in 2022 



Over 1,000 premium « World of Coffee » POS, o/w 75% in Germany

Successful product launches



Strong momentum in Professional Coffee

WMF 9000S+ WMF 1500S

WMF 1100S WMF BARISTA



Luckin Coffee 

#1 Coffee shop 

chain in China

>8,000 POS 
at end-2022
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Continued fast development for Schaerer
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FY 2022 

sales 

ú25m

Acquisition of Zummo, the global leader in juice extraction



Acquisition of La San Marco, the Italian icon of coffee machines
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Á Manufacturing and marketing a wide range of professional coffee machines

Á 100 years of innovation, combining advanced technology and tradition

ÁWorld leader of traditional lever-operated machines 

Č Exclusive international Leva CLASS® patent

Á Located in Gradisca dôIsonzo (Gorizia), Italy

Á~ ú20m sales in 2022, half achieved out of Italy

Á 94 employees

La San Marco : « Il passato, il presente e il futuro dellôespressoitaliano »

A true complement to the Groupôs existing offering in PCM



Key operational highlights in 2022
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Continued inroads in terms of distribution 

Enhanced international presence

Efficient brand leverage 

Ongoing strong product dynamics

Continued investments in Groupôs competitiveness



Our ú 2bn+ brands
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26 23/02/2023 Résultats annuels 2022 Global brands

#1 
Global leader in 

Linen Care with

Rowenta and 

Tefal brands
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#2
Global brand 

in Food 

Preparation
(excluding the US)



23% market share in Blenders in 2022

#1 Brand in Colombia

Strongly-rooted local brands

89% brand awareness

60% market share in Cookware in 2022
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70th
anniversary

of the Seb 

Pressure cooker

Strongly-rooted local brands
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Crafted with passion to ignite yours

Premium brands
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Premium brands
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Premium brands



Key operational highlights in 2022
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Continued inroads in terms of distribution 

Enhanced international presence

Efficient brand leverage 

Ongoing strong product dynamics

Continued investments in Groupôs competitiveness
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Deep dive into China: an ongoing success story for the Group 

2022 sales: ú2,101m, +5% LFL vs 2021

(vs ú145m in 2006)

84%
brand 

awareness



35 02/23/2023 2022 Full-year results

Suporôsleadership positions in China (1/2)

Kitchen Electrics    

Supor now # 1 (online + offline) with 25% market share 

40%:
share of new 

products in 

KE sales
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Cookware    

Supor clear # 1 (online + offline) with 35% market share 

Suporôsleadership position in China (2/2)
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A highly-competitive manufacturing base 

Á5 state-of-the-art plants in China + 1 in Vietnam 

Č Cookware: Wuhan, Yuhuan, Vietnam

Č SDA: Hangzhou, Shaoxing

Č LKA: Shaoxing

Á~12,000 employees o/w ~10,000 factory workersMore than 

150m unit 

production 

capacity



38

Impactful online activation

More than 

2,300
influencers

~22k

O2O stores* 

~70% of sales achieved online

O2O = Online-to-Offline Č T-Mall, JD, Suning02/23/2023 2022 Full-year results

64% penetration of O2O* stores 



39 02/23/2023 2022 Full-year results

A short video to illustrate our success in China

Click here 

to watch 

the video

* 4 SUPOR products are sold around the world every second

https://youtu.be/WIM3PCGgW1Q
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A successful roll-out of our « multi-local » strategy
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From fast growing markets   é   to significant growth engines

Colombia

3-year sales CAGR: 12%

ÁAll three countries belonging to top 20 in consumer business, and posted sales above ú100m in 2022

Á Successful ramp-ups in those countries over the last 4-5 years

Å Strong brands, local and global

Å Products designed to match local consumers habits

Å Category and range extension, roll-out of Groupôs best sellers

Å Promising D2C expansion 

Á Countries now significantly supporting the growth of the Group

#1 CKW

#2 SDA

Mexico

3-year sales CAGR: 13%

#1 CKW

#2 SDA

Poland

3-year sales CAGR: 9%

#1 CKW

#4 SDA
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Strong momentum in the Professional business
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Á All three major regions ïNorth America, Europe and Asia ïhave significant growth potential in PCM 

Á FY 2022 performance highlights:

Å Double digit growth in Asia thanks to Chinaôs high performance with Luckin Coffee

Å Strong rebound in the US with Wilbur Curtis

Å DACH region sees strong acceleration with both the WMF and Schaerer brands

Å Growth is driven by new machine sales (with small and large customers) as well as service sales 

Á Hotel business delivered strong double-digit sales growth in 2022

PCM = Professional Coffee Machines



Key operational highlights in 2022
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Continued inroads in terms of distribution 

Enhanced international presence

Efficient brand leverage 

Ongoing strong product dynamics

Continued investments in Groupôs competitiveness



Continuous development of online sales
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Online
~ 40 %

Traditional

Specialists

Mass retail

Group retail

Other

Offline 

~ 60 %

Pure players Click&mortar

D2C Marketplaces

Net Sales per Distribution channel ïConsumer 2022
Groupôs estimates
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Growing our online D2C capability
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+ 20
openings

> 55m
visitors

70
Brand.com 

websites at 

end-2022


