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CAPITAL MARKETS DAY 2019

A NEW CHAPTER IN THE MAISONS DU MONDE GROWTH STORY | J. walbaum
A CLEAR STRATEGY AND A RENEWED GROWTH MODEL | . walbaum

AN INCREASINGLY DIFFERENTIATED OFFER | J. walbaum

A LEADING OMNICHANNEL MODEL | M.L. Cassé /Y. Catherine
Ag en d a Lunch break

B2B AND FRANCHISE AS NATURAL EXTENSIONS | c. Filoche
USA: A NEW GROWTH ENGINE | N. Cohen
AN INDUSTRIAL APPROACH TO SUPPLY CHAIN | J. vigouroux
A STRONG FINANCIAL PROFILE | A. Louet

CONCLUSION: THE GROWTH STORY CONTINUES | J. walbaum

MAISONS
DU MONDE



Introduction

A NEW CHAPTER
IN THE MAISONS
DU MONDE

GROWTH STORY

Julie Walbaum
CEO

MAISONS

DU MONDE




A strong track record e
of profitable growth

DOUBLING SALES & EBITDA GROWING INTERNATIONALLY

Sales (€m) International sales*
2018 2018
2014 2014
605 x1.8 196 X2.4

EBITDA (€m), % margin ACROSS ALL CHANNELS

2018 Online sales (€m)*
2014 I
73 x2.0 91 X2.8
MAISONS # stores* 241 '_X14_’ 349

DU MONDE



A distinctive positioning In

an increasingly competitive landscape

Original / Inspirational

CAPITAL MARKETS DAY 2019

?
MAISONS B&B Cassina
DU MONDE Wm&nﬁ
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MAISONS
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Further upside In
a large and fragmented market

FURNITURE & DECORATION MARKET ONLINE UPSIDE VS. OTHER CATEGORIES

2018 size M Germany €29bn % of online market share, France
& UK €26bn
45%
EUROPE () France €18bn
Italy €16bn 21%
'.' 2r 1% 16% 13%
= USA & Spain €7bn 4%
- () Belgum  €4bn , : :
- Cultural Media DecorationHousehold Apparel Furniture  Food
goods goods appliances
GROWTH OUTLOOK FRENCH MARKET SHARE
18e-23e CAGR 2018
1506
EUROPE USA Conforama
Others 14%

1

52% \\
MAISONS

0%

MAISONS
DU MONDE ﬁla"nea 4% 7

La Redoute
2%
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Well-equipped to address
fast-changing market trends

CAPITAL MARKETS DAY 2019

MdM has developed a nimble omnichannel model, with digital
DIGITALIZATION sales doubling since 2015, while maintaining a strong pace of
store expansion

DIEEERENTIATION MdM’s qnique in-house designs and strong brand are key
differentiators

MdM'’s 15 yearly collections, with new items released every

INNOVATION week and iconic products, keep the brand trendy and fresh
EXPERIENCE MdM'’s m-store thematic layout, featl_mng_ de_coratlon trgnds

and fully-furnished rooms, offers an inspirational experience
RESPONSIBILITY CSR is part of MdM’s DNA

MAISONS
DU MONDE 8



Evolving our model

to continue the growth story

MORE THAN €2BN IN 2024

Average annual
growth of 10%+

c.1/3
Contribution
of growth
€1.1bn avenues
c.2/3
Core
business
expansion

2018

MAISONS

DU MONDE

— €2bn+

2024

01 | A new chapter in the Maisons du Monde growth story
CAPITAL MARKETS DAY 2019

2024 target sales

Digital > . C.60% |
Including 30-35% online

International > > 50%

Decoration > > 50%



Strategy
A CLEAR

STRATEGY
AND A RENEWED
GROWTH MODEL

Julie Walbaum
CEO

MAISONS

DU MONDE




Our brand
promise

Maisons du Monde aims to allow everyone
to feel good and express their personality

through their home decoration,

whatever their taste, age and budget. -

\ N

MAISONS
DU MONDE

CAPITAL MARKETS DAY 2019
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This _promi_se tra_nslates INto 92 | A clearstrategy and arenewed growth model
a uniqgue five-pillar model

STRONG CUSTOMER
DISTINCTIVE PROXIMITY
OFFER & MERCHANDIZING

MAISONS
DU MONDE
LONGSTANDING

GROWING
INTERNATIONAL COMMITMENT TO
FOOTPRINT CORPORATE SOCIAL

RESPONSIBILITY (CSR)

ADVANCED
OMNICHANNEL MODEL

MAISONS

DU MONDE
12



02 | A clear strategy and arenewed growth model
CAPITAL MARKETS DAY 2019

DISTINCTIVE OFFER & MERCHANDIZING
TO INSPIRE OUR CUSTOMERS

FURNITURE & DECORATION FOR |G IR RIS
ALL TASTES & BUDGETS T2 &kids

7 different j 22 in-house
designers and

styles graphic artists

11

ALWAYS TRENDY 15 collections \() >50% annual
& FRESH / year renewal rate

CONSTANT SOURCE
OF INSPIRATION

L .
T
e\ 0

MAISONS

DU MONDE

13



CAPITAL MARKETS DAY 2019

STRONG CUSTOMER KNOWLEDGE
AND BEST-IN-CLASS ENGAGEMENT

AN ACTIVE CUSTOMER BASE AN ENGAGED USER COMMUNITY

> 5m active customers 4m fans on social media with high engagement

Mid-to-high income levels n 1.9m fans r@ 1.9m fans @ 0.2m subscribers

2 purchases / year on Facebook on Instagram on Pinterest
Healthy dynamics Thousands of active ambassadors

Getting younger and more male wibilong |bbU Olapic

Improving customer lifetime value

r:10CaC Top 2 L
L™ ™ | svategy Consultants Home & Living brands in France 0" A ——

MAISONS

DU MONDE

i
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LONGSTANDING CSR COMMITMENT
EMBEDDED IN OUR STRATEGY

/N
ENVIRONMENTAL RESPONSIBILITY @
—

Sustainable sourcing

60% certified or traceable wood

Carbon footprint reduction

50% reduction in direct scope
carbon impact in the last two years

Philanthropic activities

a8 Foroal o

Foundation e

axi T5p0n o 14 0

Micro-donations @5\

2018 brand = B
‘ -
aeneraTioN: e Of the year ‘:‘CDP A- certificate

MAISONS RESPONSABLE ~ 2 =00 Ceccsmsheamacon

DU MONDE

i

CAPITAL MARKETS DAY 2019

<

SOCIAL RESPONSIBILITY ﬁ

Employees

Gender parity

People development
Profit-sharing

Social commitment initiatives

Suppliers & Partners

Longstanding relationships (c.8-year
relationships with our top 150 suppliers)

CSR assessment and coaching

-\ Silver award for —~ 2018
U pedagogical ( < Engagement

SPRING . i
N innovation award

15



CAPITAL MARKETS DAY 2019

LEADING OMNICHANNEL MODEL
PROVIDING A SEAMLESS EXPERIENCE

In-store thematic merchandising driving impulse purchase

Large share of furniture sold without in-store display

Store used as showroom for online sales
, including 23% online
Online from ¢.10% to 60% of country sales*
across channels

spend overall

MAISONS
DU MONDE 16




02 | A clear strategy and a renewed growth model
CAPITAL MARKETS DAY 2019

PROVEN ABILITY TO INTERNATIONALIZE
OUR UNIQUE SELLING PROPOSITION

DOUBLING INTERNATIONAL SALES EXPANDING INTERNATIONAL PRESENCE

Evolution of international sales* (in €m)

As % of total sales % USA ‘ EUROPE,
42% f
“
32% countries
+24% CAGR ,
196
'
R
Countries with strong presence B New countries -
2014 2018 M Ramp-up countries % Online presence only

MAISONS

DU MONDE

17



CAPITAL MARKETS DAY 2019

Maisons
du Monde

~viewed by
Its partners




Our vision to strengthen A wre s oAy 20ts
brand leadership

| ... by offering everyone a rich and
relevant set of solutions

Be the preferred | st sess sooens
lifestyle partner -

2 S | ... by engaging in a broader
meaningful conversation

| ... by conveying values of
responsibility and inclusiveness

o - 4
7 '
L4 F 4%
4,;\?: y P ) '
A 7\
‘% ! af® ¢ /
-

MAISONS

DU MONDE
19




We will deliver this vision
through arenewed growth model

ENHANCE CORE BUSINESS DEVELOP NEW GROWTH SEGMENTS

EUROPE EXTENDING ACCELERATING
ShaniEkEL EXPANSION THE CORE EMERGING AVENUES
J >/ W >/
Market . B2B &
place Services Franchising USA

MAISONS
DU MONDE 20



02 | A clear strategy and a renewed growth model
CAPITAL MARKETS DAY 2019

A CLEAR ROADMAP
TO ENHANCE OUR CORE BUSINESS

2020-2024 Plan

Increasingly digital and data-driven
business

X2.3

total digital sales

80-100

Updated store expansion strategy

net store openings Priority to international development
of which
75-85%
International Increased investments in marketing &
supply chain

MAISONS

DU MONDE

21



MARKETPLACE

MARKETPLACE: BECOMING THE GO-TO CURATOR
IN INTERIOR DECORATION

’
E ACCELERATE :W' RAISE BRAND
ONLINE GROWTH 2 -~ AWARENESS
IMPROVE MARKET ﬁ BE ACCRETIVE
KNOWLEDGE ON MARGINS
O~

REINFORCE OUR BRAND POSITIONING AS LIFESTYLE PARTNER

MAISONS

DU MONDE

02 | A clear strategy and a renewed growth model
CAPITAL MARKETS DAY 2019

22



CAPITAL MARKETS DAY 2019

A DISTINCTIVE VALUE PROPOSITION
FOR OUR MARKETPLACE

nnnnnnnnnnnnnnnnnnn

s et Mobilier d'intérieur 2019
Fm/w,a\/t/a(oma&

MAISONS
DU MONDE 23



CAPITAL MARKETS DAY 2019

OUR SELECTIVE MARKETPLACE
WILL REINFORCE OUR OFFER AND BRAND

2024

Collection Décoration 2019
e €160-180m

Gross Merchandise
Value (GMV)

€25-35m

Sales

24



SERVICES

SERVICES: EVOLVING FROM PURE RETAILER
TO LIFESTYLE PARTNER

=

Consideration Purchase

| Inspiration Fi :
: : : inancin
| Interior design advice | g

A

Moving from products only
to solutions,
creating ongoing value

\-

Ongoing engagement Delivery

. Community interactions ' Multiple delivery options
. Tips & tricks ' Assembling

. DIY classes ' Return of used products

for recycling

MAISONS l

DU MONDE

02 | A clear strategy and a renewed growth model
CAPITAL MARKETS DAY 2019

SALES CONTRIBUTION
FROM SERVICES IN 2024

Services primarily designed to
fuel sales growth & increase
brand value

25



B2B 02 | A clear strategy and arenewed growth model
CAPITAL MARKETS DAY 2019

B2B AND FRANCHISING: A NATURAL EXTENSION

OF OUR SUCCESSFUL B2C MODEL B2B

| Promising initial results from first
initiatives launched in 2015

10 Futuristic Trends for
Coworking Spaces in 2019

Coworking Trends for 2019 That You Should Know

Q Ajay Deep

| Strong market opportunity for
Maisons du Monde in large
addressable market of more than
€3bn in Europe

| Sales of €100m+ by 2024, with
positive impact on Group EBITDA

FRANCHISING

| Accelerated roll-out program with
existing partners

INSTAGRAM IS PUSHING RESTAURANTS T0
BE KITSCHY, COLORFUL, AND IRRESISTIBLE
TO PHOTOGRAPHERS

INSTAGRAM TRIGGERS INCLUDE A

BANANA-PRINT WALLPAPER IN
THE BATHROOMS AND AN
EXTERIOR MURAL OF PINK

MAISONS FLAMINGOS

DU MONDE

| €60m in sales under banner in 2024

26



USA

USA: ANEW GROWTH ENGINE
FOR THE GROUP

PRIMARY GROWTH ENGINE IN THE US

| Acceleration of store openings, addition of decoration
collections and further development of online

# stores 13

Sales (in $m)

+30%
CAGR

42

2018 2024

02 | A clear strategy and arenewed growth model
CAPITAL MARKETS DAY 2019

MAISONS DU MONDE:

TACTICAL TEST-AND-LEARN APPROACH

. Excellent initial feedback
' 5 stores included in the plan

27



Creating extra-financial value N
through our upgraded CSR ambition

Companies should be leading actors in the fight against
OUR CONVICTION climate change

OUR NEW AMBITION Reduce our global scope carbon intensity by 25% by 2024

Reinforce the transparency of our supply chain
Support our suppliers in improving working conditions
OUR ACTION PLAN Reduce our carbon footprint throughout the value chain
Offer a wider range of sustainable products

Develop new services around circular economy

MAISONS

DU MONDE
28




Economics of T woviraony
our renewed growth model

2024 VISION

) > €2bn  10%+ sales CAGR

TARGET

11%-12% EBITDA margin range in intermediate years
5-YEAR CASH S €300m Cumulated recurring free cash
FLOW GENERATION flow over the 2020-2024 period
2024 TARGET

MAISONS

DU MONDE

29



Offer & Services
AN INCREASINGLY

DIFFERENTIATED

eates

S22
5558,
4

Julie Walbaum
CEO
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Product reloaded & enriched
with services

CAPITAL MARKETS DAY 2019

i ADDITION OF
ADJACENT SERVICES

i ENRICHED
S
PRODUCT DESIGN
P REVAMPED

COLLECTIONNING PROCESS J

MAISONS
DU MONDE 31



CAPITAL MARKETS DAY 2019

REVAMPING OUR COLLECTIONNING PROCESS
TO KEEP LEADING THE RACE

~18,000 MdM products

CHOICE 18,000 MdM products Marketplace multiplier

FRESHNESS 15 collections 20+ collections

Enhanced in-house team
Capsule collections
Designer contests

UNIQUE 22 in-house designers
DESIGNS and graphic artists

ICONIC

Occasional ‘wow’ products Structured plan for iconic products
PRODUCTS

AFFORDABILITY Wide price range Extended price ladder

MAISONS

DU MONDE .
32




03 | An increasingly differentiated offer
CAPITAL MARKETS DAY 2019

ENRICHING PRODUCT DESIGN
THROUGH CONSTANT INNOVATION

WHEN FUNCTION MEETS STYLE MY PERFECT ONE GREEN IS THE NEW BLACK

designed

e
DU MONDE 33




03 | An increasingly differentiated offer
CAPITAL MARKETS DAY 2019

NEW SERVICES TO ENRICH
CUSTOMER EXPERIENCE OVER TIME

=

Consideration Purchase
@
®R RHINOV (- Homebyme INERSENSE ’ SIDURA [ PAYTWEAK
PayPal

A make-or-buy approach
based on strategic value

Ongoing engagement VA
0 Js _
@ }/\‘\ Delivery
: o) IQ I

LrusK

MAISONS

DU MONDE
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Offering services to move from products to solutions 03 | An increasingly differentiated offer

CAPITAL MARKETS DAY 2019
RHINOV:
I INTERIOR DECORATION REINVENTED
R RHINOV

Pour cette piéce a vivre spacieuse, jai réalisé un
ameénagement généreux dans une ambiance mix &
match, mélange d’'un esprit loft et scandinave. Pour
délimiter I'espace cuisine, j’ai imaginé des rangements
habillés par un plan snack en bois brut pour un esprit
industriel.

A disruptive professional
Interior design service

| Fast and affordable
| Fun & engaging
| Al-enriched

| Seamless experience from room decoration
advice to product purchase

MAISONS
DU MONDE

35




03 | An increasingly differentiated offer
CAPITAL MARKETS DAY 2019

RHINOV: MULTIPLE SALES
AND BRAND IMAGE BENEFITS

fr=lw} 2 /o
U oAoO g
ata Q__
Increase annual Convince Enhance brand positioning
customer spend new users as lifestyle partner
. Decoration advice service . Democratization | Brand content production
' Product sales conversion . Co-branded trusted advisor | Community engagement
' Average basket size . Convenience

MAISONS
DU MONDE

36
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A LEADING
OMNICHANNEL
MODEL

Marie-Laure Cassé
Head of Digital & Marketing

Yohann Catherine
Head of Network Operations

MAISONS

DU MONDE



A high-quality AL uners o 20t
clientele

Mostly women ) 77% of customers

Well balanced in age ) Amongst them, 25% millennials

Decoration fans ) X2 average French decoration consumer

I " Highly connected ) 49% are early adopters

Loyal ) c.60% repeat customers

38



A database AL warers a2
with growing value

) Growth of ¢.2x

Growing in numbers in active clients

Balanced between new Double share of repeat

& repeat customers customers

International ) 35%+ of active customers

Driven by LTV* ) Increasing average spend
per year

Highly optimised ) LTVICAC** 7 times over

competition

MAISONS

DU MONDE
39




Our customers are omnichannel shoppers — « s
with attractive characteristics

22
\U
BRINGING MORE VALUE...

In-store Digital Omnichannel

Annual spend

AND GROWING | +35% of omnichannel customers within 3 years

IN OUR CUSTOMER BASE | Ranging from +25% in France to +110% in Spain

... AND MORE VISITS | 77% furniture in-store shoppers visited the website before their purchase

MAISONS

DU MONDE

40



Further customer " Canta aers o o
opportunities

STORE AND WEB N
SHARE OF WALLET CROSS- Pt O=:
FERTILIZATION < 7

INTERNATIONAL
U CROSS-SELL EXPANSION @

MAISONS

DU MONDE

41
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Tomorrow’s
customer

journey




_Sustained dri\_/e to fu rther_ 04 | Alasing rnichanne nads
integrate online and offline

v P
In-store Wish-list
delivery of _
MAISON
web orders MAISONS . il MAISONS -

\Web-to-store

= Single @

g, i o ot O Web Customer account Store

Quand

E 2:“?:".?’.'1 B : ] Store'tO'Web

v o
Salesforce tablets Omnichannel
MAISONS Home design consulting quotes

DU MONDE

43

v Deployed 2> To be deployed



An increasingly
digital company

DIGITAL SALES

Online sales ] Click-in-store sales

€.60%

48%

30-35%

23%

2018 2024
MAISONS

DU MONDE

04 | A leading omnichannel model
CAPITAL MARKETS DAY 2019

44



A DYNAMICALLY-MANAGED
STORE NETWORK

MAISONS
DU MONDE




Strong presence
across kEurope

04 | Aleading omnichannel model | A dynamically-managed store network
CAPITAL MARKETS DAY 2019

241

STORES

250k sqm

SALES AREA

MAISONS
Ml * Online presence only from 2020

335 387k sgm 355-360

STORES SALES AREA STORES

/// (22 N1

410k-420k sgm

L =)
& —%/ / - SALES AREA
3 =
0 e o
ExT \ Y
[ Number of stores 2018 46



04 | A leadi ich | model | Ad ically- d st twork
Our Store eading omnichannel mode y:wa:g;iliﬂa&iieKEsTgrS:s ;vg)lrg
game plan

OPTIMISATION | Around 10-20 net openings, 40-50 gross openings
OF FRENCH NETWORK | Dynamic management: repositioning, refurbishments

| 70-85 net openings
| Store format mix fit to market needs
| Some premium locations to enhance awareness & drive traffic

INTERNATIONAL DEVELOPMENT:
AN OMNICHANNEL APPROACH

Continuous efforts to enhance store concept

In-store product merchandizing adapted to fit local needs
In-store merchandizing excellence

Reinforced customer-first approach & CSR commitment
Store manager incubator

MAISONS
DU MONDE 47
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Proactlve man agement 04 | A leading omnichannel model | Adynan(w:ii\i:iﬂa&iiesEsTtgrE:st;v&r:
of our French store network

FRENCH STORES

c. 10-20 net openings (2020-2024)

c. 40-50 gross openings (2020-2024) Repositioning
c.270 | Low attractiveness of catchment area
y | Ageing stores
»  240-250

/ | New store format roll-out

221
/ | Increase in size in targeted catchment area
/ Refurbishments
/% | Increase investment in store network

2018 2024 Long-term target

MAISONS

DU MONDE

48



Aglle model to Selze neW Opportunltles: 04 | Aleading omnichannel model | A dynamically-managed store network

CAPITAL MARKETS DAY 2019

Refurbishment and repositioning

CLERMONT-FERRAND REFURBISHMENT REIMS REPOSITIONING

Opening date: Nov. 2005 Refurbishment date: Sep. 2017 Opening date: March 2003  Opening date: Sep. 2017
Area: 667 sgm Sales: +10% Area: 880 sgm Area: 1,780 sgm
Format: Suburban retail park EBITDA margin up Format: Suburban retail park Sales: +46%

EBITDA margin up

MAISONS
DU MONDE

49



We I | - bal an Ced 04 | Aleading omnichannel model | A dynamically-managed store network
I

International store development

SeNiRI= NI () & O NORTHERN EUROPE =X I E=K+

openings (2020-2024) c. 30-35 net openings (2020-2024)

1111111

ttttttttttttttt

) 75% — 85% of growth between 2020 — 2024 will be international




A stable mix of formats

04 | Aleading omnichannel model | A dynamically-managed store network
CAPITAL MARKETS DAY 2019

and unchanged average store space

PAONRS

335

STORES

City center
stores
16%

Shopping Suburban
malls retail parks
18% 66%

c.1,155 sgm

AVG SALES AREA / STORE

MAISONS

DU MONDE

2024

C.435-455

STORES

Suburban retail parks (France)

City center stores (International)

Shopping malls (International)

Stable

51



KOI n I”UStrateS 04 | A leading omnichannel model | Adynanéi;a;:Yrﬂal\r;liie&s:gr[e):\e(t;v;lr;
our city-center strategy

DATA-DRIVEN STRATEGY FOR STORE LOCATION PREMIUM LOCATION FOR BRAND AWARENESS

{ Am Hof
Auseum fur Angewandte

MAPPING OPPORTUNITIES UPCOMING STORE OPENING ~ “™n"

FRUH am Dom

"NESPRESSO i

High purchasing power area Store in premium location

High online penetration area

municipale
Kur

ng h'trafflc Street Mmmlslrdnon

Laurenzplat

Jupp Schmitz-Platzchen

108 ""

: iNAGEina Duftmus
| ) e, DB
P u rC h aS I n g » ; Parking couvert payant Obenmarsptor
16 e

power I ndeX g Musée Wallral
SR : é = | E ‘ 1 d :AALSOOI':@ m@
g i @ | S B D L BlirzemtM APCOA

L]

MAISONS | | z gL i = 1 in d'équipements

5 d extérieur ' M

Magasin d'électronique 2
SATURN @

mm iard Rock Cafe

Girzenich |

Inhabitants

Jasin gm

MAISONS

DU MONDE
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OngOI ng en han Cement 04 | A leading omnichannel model | Adynarrg;\iz_ﬂa&iies;;grg:st;v;lrz
of our store concept

DYNAMIC MERCHANDIZING CONCEPT INNOVATION DECORATION ADVICE

LETTRAGE - 5 :
(non vendu) - lig ¥ W | GROSSES PIECES
----------------- e * Toile / Lampe / Petit RGT
Gigoteuse . “{- Mobile Musical
OBJETDECO (PM) || PRI oByET DECO (PM)
DECO |I /[ ( — * Lange
© OBJETS A SUSPENDRE
_ o . Hochet / Bavoirs
Sortie de bain - * Doudous / Fanions
......................................................................................
TEXTLE () |- O TEXTILE
_— =
Matelas a langer .
---------------------------------------- OBJETS DECO
el =,
Tour de lit/ Ciel de lit .  Sac a langer
DEB

MAISONS
DU MONDE 53



Leveraging data to tallor stores e Ao oo
to local preferences

LOCALIZED
IN-STORE MERCHANDIZING

LOCALIZED
PRODUCT PROMOTIONS

Rebajas

R 3
MAISONS
DDDDDD 54




Merchandizing excellence
ensured by digital tools

Remote control over Easy and reliable
merchandizing execution execution
across all our stores of merchandizing

MAISONS
DU MONDE

04 | Aleading omnichannel model | A dynamically-managed store network
CAPITAL MARKETS DAY 2019

Instant feedback
from regional
manager

Not .
7o)

002000000

Real-time
store analytics

0

. ) 9
. 9

ocoo ) o
oo )

oo o

X -

coa®

coa®

coo g T

©O O g

o0o® . . ...

coo® -
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CO nve rtlng our Salesforce 04 | A leading omnichannel model | Adynan;;a;:Yrﬂa&iie&s;grg:\e(tgglr;
INto brand ambassadors

TRAINING .‘l }.‘
(Y4 Client N/
CUSTOMER “CUSTOMER FIRST" \7 satisfaction 3/
\" (NPS) .\/
- 74
>50%

CAREER “PROGRESS”

Internal promotion
Store manager

MAISONS

DU MONDE

56



CSR embedded
IN our network

CAPITAL MARKETS DAY 2019

100%
ALL ASPECTS OF OUR STORES
ARE ORIENTED TOWARDS OUR CSR GOALS

We aim at implementing actions to 100%
monitor and reduce the environmental

impact of stores

CSR commitments are shared across

Maisons du Monde with team members 100%

and promote actions to clients

MAISONS

DU MONDE

i

57



A store strategy

04 | Aleading omnichannel model | A dynamically-managed store network
CAPITAL MARKETS DAY 2019

geared towards the future

HOW MANY ?

STORE OPENINGS

WHAT ?
STORE FORMATS

HOW ?
RETAIL EXCELLENCE

MAISONS
DU MONDE

80-100 net store openings
75%-85% international openings — 15%-20% France openings

France: Repositioning and refurbishment for dynamic management

International: Geographic approach to store format, opening of
flagship stores and high omnichannel awareness stores

Continuous efforts to enhance store concept
Geographic adaptation of in-store merchandising
Optimized in-store execution control

Client is core in new in-store employee training
CSR is a priority

58



A leading omnichannel model

A STEP CHANGE IN
OUR DIGITAL PLATFORM

Marie-Laure Cassé
Head of Digital & Marketing

MAISONS

DU MONDE




A Strong track record 04 | A leading omnichannel model | Asterz:(:;)e::iiihr;:;:((:_?ista[l)iljt;(;rlrg
of online growth

ONLINE SALES @

(in €m, excluding Modani)

@ 11 - 70% % of 2018 sales

European countries 5 mobile traffic
o/w 2 digital-only countries

210

91

73

unique visitors followers on social 61

7.4m c.4m
2

41

per month medias

26
6 11 13

& > 1 m 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
active customers 0
X2.5+ 50%

Sales growth between International sales
2014 and 2018 vs.39% in 2014

MAISONS

DU MONDE
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_Continuous conversion rate
iImprovement

2 STRATEGIC EVOLUTIONS LEADING TO REMARKABLE PERFORMANCE
Higher decoration mix (orders) Sales
X2.5+
48% 7%
Orders Basket
A proactive shift to mobile first x4 -30%
Mobile conversion rate
X3.5 times
Traffi Conversion
X2.5
x1.5

MAISONS
DU MONDE 61



Strong marketlng eﬁICIency 04 | A leading omnichannel model | Astepéirﬁiiii&:;:((:iistatl)zljt;rlrg
driven by ROI-based investments

MAINTAINED SPEND EFFICIENCY
I
| IlII--.l.l..-

INCREASED MARKETING SPEND
X

2.4

| -
: -
Q D =¥ -
-
T/ ud -
=
+3.1X +4.6X only +7% E
New online clients Repeat orders CACO increase /
since 2015 since 2015 - . —

MAISONS

DU MONDE
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High NPS reflects improved

customer experience

E-catalog

ﬁ%ﬂﬁﬁ”

New payments

P PayPal
seQura

el

Bancontact

cetelem

04 | Aleading omnichannel model | A step change in our digital platform

INSPIRE CONVERT DELIVER

New partners

LrUSK

MAISONS Between 5 & 8 point increase in NPSW in one year

DU MONDE

CAPITAL MARKETS DAY 2019

dessous, nous vous répondrons dans
les plus brefs délais.

ok

Recevoir par email

250k+ tchats

93% satisfaction rate

ibbi
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DOUbIIng our Onllne Sales 04 | A leading omnichannel model | Astep::(:;a::ieLi“r;AoFL:L(IjEi_?_iSta[IDKL?t;c;rlrg
by 2024

ONLINE SALES TARGET i -
: d 5 X (n“ '
i . ¥ /\;’B -Lr?l:
1 | )
X2.5+ /
o
249 '
2018 2024

MAISONS

DU MONDE
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A four-pillar action plan
to achieve our goal

CAPITAL MARKETS DAY 2019

INCREASED BRAND PERSONALIZED
AWARENESS CUSTOMER EXPERIENCE
TAILORED INTERNATIONAL MARKETPLACE
APPROACH LAUNCH

MAISONS
DU MONDE 65



04 | Aleading omnichannel model | A step change in our digital platform
CAPITAL MARKETS DAY 2019

BRAND AWARENESS STRATEGY
TO INCREASE OUR SHARE OF VOICE

INCREASE IN MARKETING SPEND OF WHICH x4 IN THE BRAND ghes. T

(In % of sales) ‘f*i : e

5-7%

V. o/
4% 4
2018 2024 2018 2024
Playing on | "
our 3 levers Paid Owned Earned

MAISONS

DU MONDE
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04 | A leading omnichannel model | A step change in our digital platform
CAPITAL MARKETS DAY 2019

BRAND AWARENESS: DIFFERENTIATION
THROUGH MEDIA AND CONTENT

=

INFLUENCERS & PR
TO FOSTER KEY OPINION

SMART MEDIA STRATEGY LEADER PROMOTION
TO REACH A BROAD AUDIENCE

MAISONS

DU MONDE

u YouTube BRAND CONTENT &
EVENTS TO PROMOTE

CONSUMER

ENGAGEMENT

MAISONS

DU MONDE
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04 | Aleading omnichannel model | A step change in our digital platform

CAPITAL MARKETS DAY 2019
DIGITAL USER EXPERIENCE
ENCOURAGING CROSS-SELL AND UPSELL

CUSTOMER JOURNEY SUNBURST PRODUCT RECOMMENDATIONS ON WEBSITE & PLATFORMS

Shop the look

i
L]
R
N
\\

Sur cette photo
-—
—
-_—
— =
..!!.- \
= 1\
[T -
&S | {
& Chaise style Table & manger ronde m
ey aise style scandinave noire etc... 4/6 personnes en ma...
, scandinave noire e N ¢ «
\ .~ 4 chéne Ice |
= v < < & VOIR LES PRODUITS ¢ Plus de maisonsdumonde
: -~ " - = g . |
3 Qv A ) D
@B Aimé par alexandralps8 et 24 958 autres ,;‘UFFEE'
personnes ‘
= maisonsdumonde Cette salle 8 manger nous o ,’,q!'é‘ L 4
sy donnerait presque I'eau a la bouche & o
i @homedeco85 Miroir en métal [N Cistributeurde
noir 90x90 serviettes en métal i...
17,99 € o scock 139,90 € P 79,90 € 8,95€ Wow, such a mouthwatering dining room & € ) €

MAISONS
DU MONDE
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DATA COLLECTION

MAISONS

DU MONDE

A DATA-BASED PERSONALIZATION
OF OUR CUSTOMER JOURNEY

AUDIENCE ANALYSIS

SCORE SEGMENTATION

a

Google Cloud PREDICTIVE
MARKETING TGRS
18 million
queries/month

Delivery
Web

Store

|
1 Store- Take
} I away
‘ I
\ |
| |
I | I I |-4‘ HI '—cl -4‘ ﬂl N‘ NI NI ~ NI ml (] ml
=2 =2=22Z255ss5s5s5ssss5s535535¢3

Cohort analysis

uuuuuu

04 | A leading omnichannel model | A step change in our digital platform
CAPITAL MARKETS DAY 2019

PERSONALIZATION
E-mails Banners Website
MAISONS [ = Vous allez adorer
MAISONS
fom:  Eaa DU MONDE

ARAR
A H
1 A

sin de gamissage 30x50 P _‘—q ']:n
RAQUE

COMPLETEZ VOTRE DECO AVEC...

DE 5 TIROIRS EN ACACIAM...  CHAISE INDUS EN CUIR MARRON A
450,00 € 130,00 €

Google

IROIR EN METAL DORE 75X120 COUSSIN JAUNE CITRON 40 X 40 C..
249,00 €
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04 | A leading omnichannel model | A step change in our digital platform
CAPITAL MARKETS DAY 2019

A TAILORED INTERNATIONAL
MARKETING PROPOSITION

\()( UL

— MODA PASARE | EBRITIES LIVING NOVE

INTERNATIONAL GROWTH THROUGH A TAILORED ACTION PLAN

W g 0 IOUELLE OLLECTICD  e—

‘ AUTOMKE HIVER 2018

Online sales (%)

® International France et ;g %‘l. iraaefd 2
i an) — - s ):aisons duf\londc. la
1sO alternativa francesa a
g%m? Tkea llega al centro de

Madrid

New Expenence

RISALONE

ign District) £

SHOWROOM FUO

Via Palermo, 16 (Brerd s Dot

a1e 2010 oy
10-_30—20:00 . -'o

#MyMdM

nde.com

maisonsdumo

e e

2018 2024

MAISONS
DU MONDE 70




04 | Aleading omnichannel model | A step change in our digital platform
CAPITAL MARKETS DAY 2019

MARKETPLACE:
AN AGILE OPERATING MODEL

| Dedicated Maisons du Monde team

| Strict vetting process

| Delivery and customer service handled by vendors

| Integrated commercial action plan

MAISONS
DU MONDE 71



04 | Aleading omnichannel model | A step change in our digital platform
CAPITAL MARKETS DAY 2019

A GRADUAL RAMP-UP PLAN
FOR OUR MARKETPLACE

€160- 180m

Category 1 Category 3 Category 5

GMV
2024 target
Category 2 Category 4 Category 6 €25m 35 m
Sales
Store-to-web Showrooms
~75/100 . _ 500+
l l Spain & ltaly Other countries : UK,
: Austria, Netherlands,
L Germany & Belgium Portugal, Switzerland
I I France . . # of partners
2020 2021 2022 fully operational 2024

MAISONS

DU MONDE
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A passionate
and dedicated team

MAISONS I
DU MONDE

04 | A leading omnichannel model | A step change in our digital platform
CAPITAL MARKETS DAY 2019
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A Clear roadmap to Strengthen 04 | A leading omnichannel model | Astep():;f;)e::iiihr;:;:((ljzi_?ista[l)iljt;c;rlrg
our online leadership by 2024

DOUBLING ONLINE SALES THROUGH A CLEAR ACTION PLAN

(In €m)

INCREASED PERSONALIZED
Marketplace BRAND CUSTOMER
AWARENESS EXPERIENCE
X2.5+
249

TAILORED
INTERNATIONAL MARKETPLACE
APPROACH LAUNCH

2018 2024
MAISONS

DU MONDE
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CAPITAL MARKETS DAY 2019

01 A NEW CHAPTER IN THE MAISONS DU MONDE GROWTH STORY | J. Walbaum
02 ACLEAR STRATEGY AND A RENEWED GROWTH MODEL | J. Walbaum
O3 AN INCREASINGLY DIFFERENTIATED OFFER | J. Walbaum

04 A LEADING OMNICHANNEL MODEL | M.L. Cassé /Y. Catherine

Lunch break

05 B2B AND FRANCHISE AS NATURAL EXTENSIONS | C. Filoche
06 USA: ANEW GROWTH ENGINE | N. Cohen
O7 ANINDUSTRIAL APPROACH TO SUPPLY CHAIN | J. Vigouroux
08 A STRONG FINANCIAL PROFILE | A. Louet

09 CONCLUSION: THE GROWTH STORY CONTINUES | J. Walbaum

MAISONS
DU MONDE







CAPITAL MARKETS DAY 2019

Lunch break

& workshops




B2B & FRANCHISING
AS NATURAL
EXTENSIONS

Catherine Filoche
Head of B2B & Franchising

MAISONS

DU MONDE




B2B: A market

05 | B2B & Franchise as natural extensions
CAPITAL MARKETS DAY 2019

with attractive dynamics

LARGE MARKET

European market size

2017 furniture and
furnishing market

€2.8bn
2017 MdM

addressable
market

MAISONS

DU MONDE

WITH SUBSTANTIAL GROWTH

Hospitality, retail, office, real estate and restaurants
represent >75% of total market

@ +2.5% - 3% for hospitality

1\ =4
&y +3% for offices
ﬁ +3.5% - 4.5% for real estate

Growth rates between 2018-2022

79



A promising base
on which to build

INSPIRATIONAL OMNICHANNEL

INTERNATIONAL

International

coe

France

@

MAISONS

DU MONDE

05 | B2B & Franchise as natural extensions

CAPITAL MARKETS DAY 2019

GROWING

(In €m)

>100

(
/)30
i

9

2015 2018 2024
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A relevant p_rOpOSition A vanKETs Ay 2016
across verticals

HOTELS > OFFICES

I

s
=

RESTAURANTS
. 1G] s

MAISONS
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CAPITAL MARKETS DAY 2019

R-ece n‘.t prOjeCtS. 05 | B2B & Franchise as natural extensions
with high-profile partners

) J 7
0 retarl 1N
U n:.:%rxlor iﬂgo —= == - ’ SkyLiNne EuroOPE
0 eh - ®
bureaux o S€. 11AV/AC
They tI’USt us a partagae? HoNTIELTlsERE f;ﬁ)gis I IFN\VIND Acc%&w!jogTELs Chateauform’

MAISONS
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Meeting the needs e
of our B2B customers

\ J - % I
OFFER DELIVER

INSPIRE THE PERFECT PRODUCT AN ENJOYABLE
SEAMLESS EXPERIENCE

MAISONS
DU MONDE
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05 | B2B & Franchise as natural extensions
CAPITAL MARKETS DAY 2019

INSPIRE THROUGH
RELEVANCE AND VISIBILITY

APPROPRIATE B2B MATERIALS PRESENCE IN MAJOR FAIRS

EquipHotel

o WAL

MAISONS

Collection 2019

; e o ) - / N e 1 St N
MAISONS
DU MONDE 84



05 | B2B & Franchise as natural extensions
CAPITAL MARKETS DAY 2019

OFFER A RANGE OF
TAILOR-MADE B2B PRODUCTS

CHAIRS DISPLAY UNITS ROLLING CHAIRS SHELVES

70 SKUs in 2018, 140 today and 300 in 2020
.



05 | B2B & Franchise as natural extensions
CAPITAL MARKETS DAY 2019

DELIVERING A SEAMLESS EXPERIENCE THROUGH A BESPOKE

SUITE OF SERVICES
'g)' SR ) =

ORDERING
DEDICATED INTERIOR MOODBOARD, LAYOUT PLAN ORGANIZATION ORDER
DESIGN SERVICE & 3D MODELLING & PLANNING VALIDATION
Before
INSTALLATION @ % @ - | px
SETUP FURNITURE UNBOXING DELIVERY
ASSEMBLY

AFTER-SALES A tier-1 service to build

long-term relationships

DEDICATED AFTER-

SALES SERVICE
MAISONS

DU MONDE
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Dedlcated BZB |nter|0r deS|gnerS 05 | B2B & Franchise as natural extensions
driving higher basket

CAPITAL MARKETS DAY 2019

¥

MAISONS
DU MONDE
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A multi-functional
team

CAPITAL MARKETS DAY 2019

32 passionate people

On-shore and on-site sales representatives
Interior designers
Customer service

Delivery managers

MAISONS

DU MONDE

i



Our ultimate showroom: | i ron
Maisons du Monde Hotel & Suites

MAISONS

DU MONDE

4-STAR HOTEL IN NANTES CITY-CENTER

| Fully decorated by Maisons du Monde: 1,300 products

| 47 bedrooms. 5 room styles... 5 lifestyles!
Explo Chic, Jagger, Green Grey, Classic Chic, Exo Chic

| Operated by Vicartem, a local independent hotel operator

Influencers night Press coverage
7 influencers ~500 media clippings
~300k followers ~260k reach
~110k reach

MAISONS i
PU MONDE 2 bis rue Santeuil, 44000 Nantes Opened on May 1st, 2019 89




CAPITAL MARKETS DAY 2019

Welcome to
Maisons

du Monde
HoOtel & Suites

MAISONS




Franchising: An additional route e
to export the Maisons du Monde concept

From €13m to €60m sales under banner

7/ FRANCHISE STORES

Future development centered around
20-25 new stores with existing partners

Mall of the Emirates
Dubai — UAE

1

Morocco 1 2

O
O
C )

. 2 Qatar & Dubai

La Réunion
MAISONS 3 c

DU MONDE
AMALRT
AR I

Martinique

91



G i

USA:
A NEW GROWTH

ENGINE

Nathanaél Cohen
CEO Modani

MAISONS

DU MONDE




Modani and Maisons du Monde: ATTAL MRS DAY 2016
Similar business models

A WINNING BUSINESS MODEL

Consistency with
the MdM model

. Exclusive in-house design
' Value for money
. Design-to-cost process

' Product availability

R R R R

' Anin-store aspirational experience

MAISONS

DU MONDE
93




Modani and Maisons du Monde:
A win-win combination

CAPITAL MARKETS DAY 2019

ACCELERATION OF MODANI’'S DEVELOPMENT LAUNCHING PAD FOR MAISONS DU MONDE IN THE USA

Acceleration of Modani’s store expansion
Acceleration of e-commerce activity
Expansion of the Decoration offer

Acceleration of like-for-like by increasing
the available stock

MAISONS
DU MONDE

Market knowledge

Real estate proficiency
An existing supply chain
Marketplace relations

Proficiency in product standards

94



CAPITAL MARKETS DAY 2019

Welcome to

Modani




Modani: A new lifestyle concept " chpa acErson o
founded in 2007

Modani was created with consumers’
interests in mind, through:

| Modern designs
| Value-oriented price points

| ‘3-day White Glove’ delivery promise

‘Modern Furniture,
Minimalist Prices’

MAISONS

DU MONDE
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A team of passionate people " chprma amera oy o
with strong expertise in retalil

EXPERIENCED MANAGEMENT A TEAM OF 140 PEOPLE

Nathan Cohen Co-Founder & CEO 10+
Yonel Fellous Co-Founder & Managing Partner 10+
Steven Athea Co-Founder & Managing Partner 10+
Jessica Attal COO 8+
Jonathan Moyal Marketing & Digital Director 8+
Laure William Logistics Manager 4
Anais Aubourg Head of Accounting 3+
Fanny Capdepuy Purchasing Manager 2
Christophe Angelier Retail & Sales Director 1

40 employees at Expertise in retail,
headquarters marketing, operations

MAISONS
DU MONDE 97

140 employees in the US



A targeted and sophisticated 0 | Usa A new growt ngine

CAPITAL MARKETS DAY 2019

value proposition

o ”‘ I ?l*
i &

N

!! ‘—‘ 'lIIIII!L;’;

| Exclusive design and design-to-cost approach
' Avariety of modern looks for broad, long-lasting appeal

| Inspirational set-ups in our stores, on our website and in our catalogues

MAISONS

DU MONDE
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A differentiated positioning
In a broad competitive landscape

High-end :
ligne roset
. . BoConcept Crate&Barrel
Concept attracts a wide variety t
of demographics and tastes N ’
True multi-generational and multi-style player ~ Mid-range - mgolqm —
+ l ‘ ‘
E‘QR Room&Board
JONATHAN ADLER
ClB[2]
D] west elm
Entry level wayfafr
amazon

MAISONS

DU MONDE

i

CAPITAL MARKETS DAY 2019

Contemporar
Farmhouse

RH

RACHEL ASHWELL
SHABBY CHIC Contiere

Mitchell Gold ) ~
V8o Wihams D)

cantoni

BBBBBBBB

99



Aftordable price points, o
thanks to a ‘design-to-cost’ approach

. Sectional - $1,690
ﬁ g/ mMoaani Coffee Table - $290
FURNITURE Chair - $540
Sectional - $9,297
E’ L Crate&Barrel Coffee Table - $729
Chair - $1,599
. Sectional - $4,497
— \ﬁ/ A IH{OOO . }}}@9{{@ Coffee Table - $649
. Chair - $1,399
- ' Sectional - $2,698
w | west elm Coffee Table - $349
Chair - $1,599
TR Sectional - $11,815
“ \ VIEEIN \ Coffee Table - $1,750
| : Chair - $2,210
; Sectional - $3,899
q 7"‘( ‘ BoConcept Coffee Table - $519
Chair - $2,799
MAISONS

DU MONDE 100




An |mmerS|Ve 06 | USA: A new growth engine

CAPITAL MARKETS DAY 2019

retail experience

| High-end display ‘vignettes’
| Complimentary design consultations

| 2D and 3D renderings of furniture
selections

MAISONS

DU MONDE
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A targeted
retail approach

15 showrooms (May
2019) in affluent

Garden H
e @ o metropolitan areas
Q San Francisco (J Chicago vParamus t8thL:JSS|n 4 hUbS acCross
i e
Los\Angeles mO Onl
Costa Me, FURNITURE .
%San Dieg Scdtisdale Storage capacity of
0 risco Qu'tlanta 40,000 sgm of storage
Dallas
West Pal :
— Q'Houston 99 AR Vall_Je driven and cost
modani o) Naples %Ft. Lauderdale saving supply chain
)} lafi vz f‘@ Nyt Doral Miami
O, A i,
PEIES \ N Ft. Lauderdale ==

9 2018/ 2019 new showroom location 9 Showroom location

% o Distribution center location 102



A ‘3-day white glove delivery’ promise 06 | USA: A new grouth engine
driving high customer satisfaction

4.4 AVERAGE RATING ONLINE

A
Strong yelp.'.t Ratings Across Showrooms

Features in-room delivery,
| i y Atlanta 4.5 Miami 4.4
unpacking and set up, removal
of all debris Chicago 4.5 Boca Raton 4.4
Ww;_EI_SIINO;/;SgU\R/gRY | Offered within 70 miles Dallas 4.2 NY - Midtown 4.5
) of any showroom
ON SELECT ORDERS Houston 4.1 Ft. Lauderdale 4.5
Los Angeles 4.5 San Francisco 4.5

*SEE SHIPPING / RETURNS FORDETAILS

MAISONS

DU MONDE 103



An efficient geo-targeted ‘web-to-store S
marketing model

WEB-TO-STORE MODEL SALES BY SOURCE IN 2018 BASKET SIZE GROWTH BY YEAR

Word-of-

) : mouth Other

| Geo-fenced marketing 8% 1%
campaigns ensure lower CAC Repeat
and better sales conversion customer

10%

' Online is our primary source of
in-store traffic and customer

acquisition Walk-in
18%

| Average transaction value is
growing year after year

2015 2016 2017 2018

MAISONS

DU MONDE
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Strong fundamentals o
and a proven replicable model

63%

2018 gross margin

' Fast sales ramp-up

11% . Payback under 2 years
2018 EBITDA margin

MAISONS

DU MONDE
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Substantial whitespace
In a growing market

US MARKET HOME FURNISHING MARKET SIZE
PER DISTRIBUTION CHANNEL

$170bn

($bn)

$140bn 25% Online

16%

Brick and mortar

MAISONS 2018 2022

DU MONDE

06 | USA: A new growth engine
CAPITAL MARKETS DAY 2019

MARKET DRIVERS

' Millennials

| A growing taste for lifestyle modern
furniture brands

| Value-oriented price points

~» Modani has an opportunity to develop
a network of about 80 showrooms in the US

106



Strong synergies with MDM s
support our bold ambitions

Introduction of homeware lines driving incremental sales and
boosting recurring traffic patterns

PRODUCT MIX

SOURCING Sourcing synergy opportunities to further improve on margins
MdM'’s expertise in online and CRM should enhance
DIICINV\NN o digital footprint

Available corporate resources and organizational processes
GROWTH STORY provide key advantages to scaling our growth

MAISONS
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Continuing strong growth Y enpma ks oay ot
over the plan

STRONG SALES GROWTH FAST SHOWROOM EXPANSION

(in $m)
¢.200 >50
‘ 15
42 10
2018 2024 May 2018 Current 2024 target

MAISONS
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Maisons du Monde’s " chpaL a2
first retail test in the US

| N
| P y -wﬁ:
TS :‘)P‘ Wy . 4
o : o N S —

MAISONS

| Store opened in December 2018 in Miami’s
Wynwood district, with 3,500 SKUs

-

,¢ >
ﬁﬁ?’ e “ q
Lo

AR
| Over 600 sgm in a prime location providing ‘. ol L A : ~~ AT
strong brand visibility BN L C AT R U Bl

2018 Miami store KPlIs
| Consumer feedback overwhelmingly positive

| Tier 1 in sales per sgm

MAISONS
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CAPITAL MARKETS DAY 2019

MAISONS
DU MONDE




Maisons du Monde’s % oot o s
development path in the US

RE DEPLOYMENT & MANAGEMENT AN AMBITIOUS PLAN
e WITH A CAUTIOUS APPROACH

| Deployment through European | Customer feedback gathered
MdM teams & US based in store
Modani teams
| Detailed competitive study &
| Leveraging Modani’s logistical country-wide focus groups launched
infrastructure and facilities to refine marketing strategy

| More retail tests planned in different
cities and under different retail
formats

MAISONS
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AN INDUSTRIAL
APPROACH
TO SUPPLY CHAIN

Julien Vigouroux
Head of Supply Chain

MAISONS

DU MONDE




CAPITAL MARKETS DAY 2019

Our
supply chain

today




A centralized and integrated
supply chain model

-

=
50,000 sgm cutting-edge facility in Vietnam ﬁ ﬁ
Fully integrated supply MAISONS e 3 Eﬂl
Single inventory management Order Manufacture L il )
30 carriers across Europe e
Ship
Just-in-time store replenishment
: il

<l < A ]

=| kg 0 —L

— Q (@,

Stock Carry

MAISONS
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Efficient logistics
supporting growth

Stable
Supply costs

NUMBER OF DELIVERIES (in % sales)

In millions +1
X 2 Opening of a
100,000 sgm?
49 5.4 warehouse

3.7 +5 pts
Delivery Net
2.5 Promoter Score
(NPS)

30%

Delivery time
2015 2016 2017 2018 reduction

MAISONS

DU MONDE

07 | An industrial approach to supply chain
CAPITAL MARKETS DAY 2019
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Managing costs N i e
through operational efficiency

CHALLENGE Cost and inventory
increase

Pressure on

IMPACT g

Operational
OPPORTUNITY efficiency

MAISONS

DU MONDE
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Our people,
our strongest asset

STAFF SAFETY AS LEADING KPI

Accident frequency rate

(65)%

2015 2016 2017 2018
MDM accident frequency rate Sector accident frequency rate

MDM accident frequency rate 15 bps
better than industry average

MAISONS

DU MONDE

CAPITAL MARKETS DAY 2019

INTERNAL PROMOTION TO ENHANCE LOYALTY

117



07 | An industrial approach to supply chain
CAPITAL MARKETS DAY 2019

An Industrial approach
to drive further performance

WAREHOUSE DENSIFICATION

o

0'\%’a‘\‘\zaticw.-; for .
EFFECTIVE LEAN PROGRAM gl/?&&
D f t
amage rrequency rate 2
° 9001

T3 T4 T1 T2

T1 T2 T3 T4 T1 T2
2019

2017 2018
Launch of packaging

standards and
control loops

New packaging

37% storage gains by 2020

Decoration damage rate down 50% since 2017

MAISONS
118

DU MONDE




Data-driven inventory management o7 | An industial approach (o supply chan
to Improve working capital

ENHANCE PROCUREMENT APPROACH REDUCE LEAD TIME

Best-in-class software Advanced Supplier management

analytics and process revamping

— = ey = E A R 3
~ ) - ; l 1 i fil i r"’ - U ROWDE W‘l‘” 3
B ' - Order Manufacture ’E
g o I 1 PR o . = )
o
—

—_—

B 1L L L N Ship
B Co]—o— o
- Carry

MAISONS

DU MONDE
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New tools to support | e
our international expansion

International

CHALLENGE
development

Increase in average
IMPACT transport distance

Additional
OPPORTUNITY distribution center

MAISONS

DU MONDE 120




A new distribution center In el il b
Northwestern France to support 2024 growth

2019-2020 : Densification of warehouses in Marseille

2021-2022 : An additional distribution center in Rouen
| 65,000 sgm and 100,000 positions
| Reducing transport distance by 50% ‘

| Gradual ramp-up

v Rouen
= 2021: Limited perimeter launch
= 2022: Automation launch B
. . Y Marseille
= Potential extension B

2023-2024 : Automation in Marseille

MAISONS

DU MONDE
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New services | i
to enhance customer experience

CHALLENGE Digital & demanding
customer
IMPACT Home delivery
Automation
OPPORTUNITY & new services

MAISONS

DU MONDE
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Autom_ation and Innovation 07 | An sl approsch o supply chein
to SatISfy our customers

Artificial Intelligence
pallet optimization

BETTER CUSTOMER EXPERIENCE Faster delivery, fewer damages

LOWER COSTS -15% pallets transported, -25% labor costs, 8 years payback

MAISONS

DU MONDE
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Delivery: A key part ot | B
our enchanting customer journey

DECORATION FURNITURE

n N
@ Express click & collect kY Premium quality of service
[L'—@' Next day & same day delivery Appointment at time of purchase
()

[\ s Multiple delivery options
'ﬁ‘ﬁ' Ship from store -~ g Y op

s i " e.g. night and week-end delivery
K \.f New offerings
+ Flexible returns M |, e.g. assembling and recovering furniture

-
- a?

MAISONS

DU MONDE 124



AQtive CS.R engagement ] CAPITAL MARKETS DAY 2019
aligned with customer expectations

CHALLENGE CSR

Environmental
IMPACT issues

Green delivery and
OPPORTUNITY warehousing

IR

MAISONS
DU MONDE 125



Our go-green AL srers o 0ns
roadmap

TRANSPORTATION REAL ESTATE PACKAGING
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Futu re-focu_sed AL aRkeTs DAY 2018
supply chain

OPERATIONAL EFFICIENCY

ADDITIONAL DISTRIBUTION CENTER

AUTOMATION & NEW SERVICES

GREEN DELIVERY & WAREHOUSING
P N

MAISONS

DU MONDE 127




A STRONG

FINANCIAL
PROFILE

Arnaud Louet
CFO
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We have delivered e s
on our plan

Sales CAGR ) 12%-14%
g())gol(ine sales ) 25%+ 23;4 n\Z/O .
Izrggoeernational sales ) ~50% 40%\m/2 »
EBITDA margin ) 13%+ V4
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A profitable model with | o
strong growth and best-in-class margins

GROSS MARGIN EVOLUTION s sl EEUE D) a

(in €m) 592 674
414

| Gross margin evolution mainly
impacted by EUR/USD parity and
slightly by mix effect

| Strong EBITDA growth with 19%

2014 2015 2016 2017 2018 CAGR bhetween 2014 and 2018

EBITDA EVOLUTION | el | High EBITDA margin thanks to
(in €m) 193 139 148 operational excellence
95
A highly profitable model
that delivers growth
and operating leverage
2014 2015 2016 2017 2018

MAISONS
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Strong deleveraging,
enabling further investment

NET DEBT EVOLUTION

(in€m) —®— Netleverage (x)

284

246 MODANI
ACQUISITION

2014 2015 2016 2017 2018

08 | A strong financial profile
CAPITAL MARKETS DAY 2019

>€200m

Cumulated recurring free cash®
flow over the 2014-2018 period

Note: (1) Recurring free cash flow defined as
EBITDA — change in working capital — change in
other operating items — recurring capex
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NeW flnanCIaI prOfIIe CAPITAL MARKETS DAY 2019
in a nutshell
Omnichannel

GROWTH :
International 10%+ Sales CAGR
New growth avenues

TOP LINE

STRONG : :
High gross margin
PROFITABILITY :
Marketing & Supply chain investment 12% EBITDA margin
Operating leverage EBITDA margin range in intermediate
11%-12% years

NET INCOME Low cost of debt

GROWTH 0 :
Tax rate optimization 10 /0+ Netincome CAGR

HIGH CASH FLOW : o _
GENERATION Stable working capital in days S €300m Cumulated recurring free cash
Reduced capex intensity flow over the plan

MAISONS

DU MONDE
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Building a well-balanced

International, omnichannel business

GEOGRAPHIES CHANNELS

c.40%
<50% 52%

60%
France

Offline

48%

Digital

2018 2024 2018 2024

Vv Vv

MORE INTERNATIONAL MORE DIGITAL
MAISONS

DDDDDDD

08 | A strong financial profile

CAPITAL MARKETS DAY 2019
CATEGORIES

Decoration

43%

Furniture

2018 2024

Vv

MORE FURNITURE
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A clear path

SALES 2018-2024 bridge

(in €bn) <

08 | A strong financial profile

CAPITAL MARKETS DAY 2019
EXISTING: 2/3 GROWTH AVENUES: 1/3 520
~6-8%
~8-10%
~15-20%
~30-35%
~20-25%
Store-based sales France and Vendor

(new stores, repositioning,.)

international commissions

MAISONS

DU MONDE

2018 French stores European stores

B2B Marketplace 2024
& Services
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Driving profitability
throughout the plan

Key impacts

COMMERCIAL MARGIN Q

MARKETING COSTS o
OPERATING LEVERAGE

B2B, MARKETPLACE & SERVICES

08 | A strong financial profile
CAPITAL MARKETS DAY 2019

Proactive management of gross margin .
Supply chain costs reflecting new strategic plan Continuous
impact
Increase in digitalization .
Marketing effort in branding and international push Continuous
impact
Continued cost discipline
Continuous
impact

Accretive impact

Impact in the
long run

Positive impact @ Negative impact 135



Proactive management to maintain 08 | Astrong inancial prile
best-in-class gross margin

GROSS MARGIN TARGET

(in %) 66%

c.(1.5)%
c.(1.5)%

62%-63%

¢.(0.5)%-(1.0)%

2018 Product CSR Pricing Marketplace 2024
mix investment strategy & services —

MAISONS
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Strategic supply chain initiatives CAPTAL KT DAy 018
to keep commercial margin under control

COST/SALES EVOLUTION

+1.0%-1.5%

Ly 0
16.6% 17%-17.5%

2018 Regulatory-related Business evolution  Lean management Logistics & 2024
costs automation

MAISONS
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Net income growth
In line with sales growth

CAPITAL MARKETS DAY 2019

10%+ NET INCOME CAGR

Impact of key below-EBITDA items

Store network capex

DEPRECIATION & AMORTIZATION a T

Supply chain investments

Cost of net debt reduction through deleveraging

Tax rate at ¢.30% to reach c.25% in 2024

Growth in line with sales growth

MAISONS
DU MONDE Positive impact @ Negative impact 138



Stable working capital in DSI R
across the plan

(Balance sheet position)

MAIN DRIVERS
Average annual outflow

of ¢.1.5%-2.0% of sales

35 days
34 days \j e Inventory: Stable number of days

sales in inventory (DSI), close to
200 days throughout the plan

€102.6m

2018 2024

MAISONS

DU MONDE
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Lower capex intensity e
while investing in growth

OV @ (in % of sales, excl. logistics) LocISTIcS cAPEX D)

c.5.0%
c.€15m c.€15m
c.3.5% c.€12m c.€12m
J | I I
2020 2024 2019 2020 2021 2022 2023 2024

®m Development = Maintenance Refurbishment

MAISONS
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Recurring free cash flow
Increasing significantly

In €m

C.75-95

>€300m cumulated
over the 2020-2024
period

42

000

2024

2018~

MAISONS
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08 | A strong financial profile
CAPITAL MARKETS DAY 2019

MAIN DRIVERS

EBITDA growth in value

Stable working capital in days

Lower tax rate but increase in value

Stable recurring capex year-on-
year (in value)

Inflow @ Outflow
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A cash-generative model
creating shareholder value

RECURRING

FREE CASH
FLOW

DIVIDEND

35%-50%
of recurring free cash flow

distributed to shareholders
AVAILABLE

CASH FLOW

08 | A strong financial profile
CAPITAL MARKETS DAY 2019

2020-2024 Plan

>

CONSISTENT PAY-OUT
RATIO (30%-40%)

LEVERAGE LOWERED
TO 1.0x-0.5x

CASH AVAILABLE FOR
OPPORTUNITIES
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Conclusion

THE GROWTH
STORY
CONTINUES

MAISONS
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Key CAPITAL MARKETS DAY 2019
takeaways

MAISONS DU MONDE 2024

10%+ sales CAGR

Strengthened offer and customer

engagement to enhance the attractiveness of the
Maisons du Monde brand

Increasingly omnichannel, international 12% target EBITDA margin

and data-driven company combining selective
store expansion and a step-up in digital sales

10%+ net income CAGR

Core business expansion complemented

by new growth avenues: Marketplace, services, >€300m cumulated recurring
B2B, franchising, USA free cash flow over the plan

MAISONS
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Glossary

MAISONS
DU MONDE

DEFINITIONS

Click-in-store sales: Corresponds to customer orders made in-store, through digital devices such as tablets, of

products not physically displayed in-store
Customer acquisition cost: Total cost required to acquire a new customer
Digital sales: Includes online sales and click-in-store sales

EBITDA: Defined as current operating profit, excluding depreciation, amortization, and allowance for provisions,
the change in the fair value of derivative financial instruments, and pre-opening expenses

EBIT: Defined as EBITDA after depreciation, amortization, and allowance for provisions
Gross margin: Defined as sales minus cost of sales. Gross margin is also expressed as a percentage of sales
Gross merchandise value: total value of merchandise sold over a marketplace

Leverage ratio: Defined as net debt divided by EBITDA (including Modani on a pro forma basis for the period,
excluding the liabilities from the earn-out and the put option)

Lifetime value: Sales expected from a specific customer over its lifetime

Net debt: Defined as the Group’s convertible bonds (“OCEANE”), term loan, revolving credit facilities, finance
lease debt, deposits and bank borrowings, net of cash and cash equivalents

Net promoter score: Index measuring the willingness of customers to recommend a company’s products or
services to others

Omnichannel customers: Customers purchasing in-store & online
Omnichannel sales: In-store total sales plus online sales

Recurring free cash flow: Defined as EBITDA minus change in working capital requirement, minus change in
other operating items and minus recurring capital expenditure

Repeat customer: Customer repeating purchases at MdM

Sales: Represent the revenue from sales of decorative items and furniture through the Group’s stores, website
and B2B business. They mainly exclude customer contribution to delivery costs, revenue from logistics services
provided to third parties, and franchising revenue

Store-to-web: Online sales generated through stores
Web-to-store: In-store sales generated online

CAPITAL MARKETS DAY 2019

ACRONYMS

A

C

AVG
CAC
CAGR
CRM
CSR

DC
DIY

GMV
KPI
LTV
NPS
PR
ROI

SKU
Sgm

Average

Customer acquisition cost
Compound annual growth rate
Customer relationship management
Corporate social responsibility

Distribution centers
Do it yourself

Gross merchandise volume
Key performance Indicator
Life time value

Net promoter score

Public relations

Return on investment
Stock-keeping unit

Square meters
147



DISCLAIMER
FORWARD LOOKING STATEMENTS

CAPITAL MARKETS DAY 2019

This presentation contains certain statements that constitute "forward-looking statements", including but
not limited to statements that are predictions of or indicate future events, trends, plans or objectives,
based on certain assumptions or which do not directly relate to historical or current facts.

Such forward-looking statements are based on management's current expectations and beliefs and are
subject to a number of risks and uncertainties that could cause actual results to differ materially from the
future results expressed, forecasted or implied by such forward-looking statements.

Accordingly, no representation is made that any of these statements or forecasts will come to pass or
that any forecast results will be achieved.

Any forward-looking statements included in this presentation speak only as of the date hereof, and will
not give rise to updates or revision. For a more complete list and description of such risks and
uncertainties, refer to Maisons du Monde’s filings with the French Autorité des marchés financiers.
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