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2014 HIGHLIGHTS

2014 was a decidedly
dynamic year: any result
obtained was the result
of shrewd investments
and the intense commitment
of all our employees.”
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OUR MISSION

«Al Despar Nordest, in pursuing profit objectives we
are focused on service quality, enhancing customers
and employees as people, protecting their health and

respecting the environment.»

CUSTOMER CENTRALITY
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EMPLOYEES ENHANCEMENT

ORIENTATION TOWARDS INNOVATION

BOND WITH THE TERRITORY. i

RESPECTING THE ENVIRONMENT
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THE GOVERNANCE SYSTEM

Balanced and efficient operation
of the governance bodies is a
fundamental driver for achieving
multiple closely connected
objectives, such as:

e implementation of the
company mission, ensuring
equilibrium between the
expectations of shareholders
and other stakeholders:

* planning and achievement of
the strategic goals;

MANAGEMENT
COMMITTEE

e stakeholders’ monitoring;

e maximization of opportunities
and risk mitigation.

ORGANIZATION CODE OF
MODEL ETHICS

THE COMPANY VALUES

«The Code of Ethics states the Company s values and
provides a guide to our activities. We are all called to
promote (ts awareness and to ensure the adherence to il.»

Guiding our daily actions:

* Loyalty, honesty, responsibility, moral integrity and mutual
respect;

e Collaboration, team spirit, active listening and trust,
professionalism and reliability;

e Creativity and innovation, passion and enthusiasm;

e Attention to customers, product quality, services offered
and responses to new needs;

e Commitment to the environment, territory and local
communities:

* Responsible, shared and sustainable long term value
creation for all stakeholders.

This cultural and value system, which permeates the entire
Integrated Report, inspires company behaviours and decision-
making and develops belonging feeling and shared identity.
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SUPERVISORY BODY
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THE BUSINESS MODEL

At Aspiag Service we manage supermarkets focused on food and we organize the purchase
of consumer goods from suppliers [branded and non-branded industry/ to be retailed in our stores
and to our franchise clients.

Our business model is based on
two channels:

!Q SERVICES

SUPERDISTRIBUZIONE
MEAT CENTER

e direct management of 209
stores [branded Despar,
Eurospar and Interspar],
for which we are responsible
for the entire supply chain and
all the retail structure;
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* management through
franchising of 346 retail
stores (Despar and Eurospar -.
franchisees) ta which, by \
contract, we wholesale goods >
and provide services.

& P ]
B LM A F lli'!.]
.HTgngmn@Eﬂ“

DIRECT

TERNAL ORJg
Exmrlhutahla to the L
context

SWOT ANALYSIS

OPPORTUNITIES

-gﬁﬁﬂﬁf :ﬁﬁﬁﬂﬁﬁil
el il

e healthier lifestyles

.:_:? g
= | = awareness on ree retail chain:
“environmental - Y e tior

o
&
= eincreased demand
& | forlocal products
= Ishort supply chain, .
% hmh?ﬁﬂaﬂ?; ] ..f. evelonm ] ar bnctions to be fosterp: relation
i products at the el Dol Le o - -
= ~* commercial ___social responsibil ol packagin:
E IEiEanﬁ.iﬁuﬂxip*h_l RS R L e r T | & ey |-|‘|'|rl = e1r| I Telila st Cxl & I'I'l'
! | Eg?hgngﬁhm#l e ik : e 1ngh
< area already BnatanEl
u Egr;l'l!ﬁdmiﬂ# in it [l =i . r.l.l_._;
% new areas innavation in offering S ety
~» participation in HNG SRR -
Z, the development
o of the territory.

» g-commerce
and the
Internet-based
world in.general

+ innovative delivery
e

® Milegration Delween: the cormpany camplex

YVUENLS

u|uﬂ;ﬂﬂq'b'_:bhﬁﬁ- dppucalior

LA BRI E

a regelion B FECYClimc NEREral

M R

LT e LI I:=|| I

[T e
1L 1YY

o
P
)
=
Z
z
2
3
"2
B
=z
2
z
E
;
Gl
=
<
<
g

CUSTOMERS




GEOGRAPHICAL MARKET OF REFERENCE AND
STRUCTURE OF THE OFFERING

E— 4 DESPAR
EMILIA ROMAGNA « mmmmmm & EUROSPAR
s 3 INTERSPAR

- " 28 DESPAR
TRENTINO | 25 EUROSPAR

ALTO ADIGE | s 3 INTERSPAR

e 21 DESPAR
VEMETO
e 22 INTERSPAR

FRIULI I 22 DESPAR
VENEZIA

GIULIA | mosm 5 INTERSPAR

31 EUROSPAR

209

RETAIL

STORES

EURDSPARIY

Neighbourhood / City Store
[801-2,499 m?|

D ESPAR[Y

Meighbourhood / City Store
[100-800 m?]

39 EUROSPAR

INTERSPAR|[Y

Superstore [2,500-3,99% m’|
Hyperstore [4,000-6,000 m?)

STAKEHOLDERS, COMMUNICATION CHANNELS AND DIALOGUE

CUSTOMERS
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COLLECTIVITY Local communities

OTHER STAKEHOLDERS

In conducting our business we daily come into contact with multiple stakeholders, who are the beneficiaries of numerous systematic
activities of engagement conducted in perspective of continuous improvement.

STAKEHOLDER ENGAGEMENT INITIATIVES

STAKEHOLDER

COMMUNICATION CHANNELS

Final consumers

market surveys, customer
satisfaction surveys,
web surveys

Franchisees

periodic meetings, training

programmes, periodic visits
of the distribution channel
responsibles

Suppliers

meetings with category
managers, ma rketin!_;_ plans

Employees

company's climate survey,

“InDespar” house organ,
company meetings

Banks

periodic meetings,

evaluation questionnaires,
press conference

Collectivity

radio, magazines,

newspapers, web, TV

Union organizations

periodic meetings [company

collective contracts] with

coordination bodies

Trade associations

Federdistribuzione
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The Aspiag Service's distribution
system optimizes the logistic
flows of goods, while carring out
quality controls and screenings
of each phase of the process,

in order to ensure product’s

freshness and safety and the
regularity of supply to the stores

on a daily basis.

F Do
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MATERIALITY MATRIX OF OBJECTIVES

Importance for stakeholders

Low ¢

Low Importance for Aspiag Service

e Financial soundness

Sustainable commitment towards
community and territory

G Job creation

Social and environmental
impacts of the retail stores

° Reduction in food waste

Reduction in environmental
impact of the supply chain

Development of commercial
network

Multi-channelling retail stores

° Customer satisfaction

o Product guality
Innovation in offerings
and services

0 Company reputation

o Employees satisfaction

G Employees training

0 Employees health and safety

Employees diversity and
equal opportunity

e Conformity to voluntary standards

° Efficient company governance



THE VALUE CREATION PROCESS

_INPUTS.
(INVESTED CAPITAL)

FINANCIAL
CAPITAL

TANGIBLE AND
INFRASTRUCTURAL
CAPITAL

ORGANIZATIONAL
CAPITAL

RELATIONAL /
SOCIAL CAPITAL

NATURAL
CAPITAL

COMPANY ACTIVITIES

Hl|r""|1r_] af ':"Ir:-_'l_‘
retall chains |Despar,

Eurospar, Interspar|
Category managemenit

Branded products

management

Urganization of logistics

Retail stores
development and

modernizalion

Marketing and external

relations development

Internal services

OUTPUTS

Number of retail stores

Number of units sold

Waste produced

Mumber of custamers

Hours of training

Electricity
consumption

OUTCOMES

[IMPACT ON CAPITAL]

Sales revenue
Market share

Innovation

Reduction
of operational
risk

(Employment

Customer
satisfaction

Emissions inte
the environment

STRATEGIC OBJECTIVES AND COMPANY CAPITALS

It's here adopted a multi-dimensional view of performance that
allows to disclose the story of the Company’'s value creation.

The Company uses its own resources and modifies themn
consistently with its strategy and business model, offering

dynamic results over time and shaping its value creation

process: the abovesaid resources, the capitals owned,
are different from each other but "collaborate” in an
interconnected way due to the organizational structure
implemented to give substance to the process involved.

This vision is synthetically represented in the chart which
expresses the relationship between the business model,
the contributions of the various capitals [each identified by
its own colour] and the fundamental strategical objectives.

NATURAL CAPITAL

RELATIONAL / SOCIAL

CAPITAL

HUMAN CAPITAL

ORGANIZATIONAL
CAPITAL

MATERIAL AND
INFRASTRUCTURAL
CAPITAL

FINANCIAL
CAPITAL

BUSINESS MODEL

In carrying out its activities, the
Company generates, absorbs and
transforms a complex series of
capitals which “collaborate” in an
interconnected manner, thanks to
the organizational structure, in order
to substantiate to the value creation
processes.

The value creation process is a cycle
where capitals - increased, reduced,
transferred through the activities and
the company's outputs - at the end
of the period become the capitals
available for the business model in
the subsequent period.

FINANCIAL CAP|TAL
RELATIONAL / SOCIAL CAPITAL
NATURAL CAPITAL

FINANCIAL CAPITAL
TANGIBLE AND INFRASTRUCTURAL CAPITAL

NATURAL CAPITAL

FINANCIAL CAPITAL
TANGIBLE AND INFRASTRUCTURAL CAPITAL
ORGANIZATIONAL CAPITAL

RELATIONAL / SOCIAL CAPITAL

FINANCIAL CAPITAL

ORGANIZATIONAL CAPITAL

RELATIONAL / SOCIAL CAPITAL

FINANCIAL CAPITAL
ORGANIZATIONAL CAPITAL

| HUMAN CAPITAL
RELATIONAL / SOCIAL CAPITAL

NATURAL CAPITAL

THE DYNAMIC SYSTEM OF THE STRATEGIC OBJECTIVES FOR VALUE CREATION

@ INCREASE IN MARKET SHARE

Increasing the market share represents a fundamental and necessary strategic objective, as it allows not only to enhance the company's
presence and brand awareness, but also to reduce fixed costs, to rationalize and optimize investments, and more generally to improve
economic and financial performances.

To achieve this principal strategic objective, our business revolves around the following five functional and ancillary objectives:

@ Generation of financial resources
@ New openings and restructurings
o Customer satisfaction

o Enhancement of employees

e Attention to the environment and the territory

Each strategic objective is marked by a specific graphic icon to facilitate its recognition and is used to connect performance indicators,
the type of capitals used and strateqic objectives. These icons take on the colour of the capital influenced.

/
;,.’/ g’
GENERATION

OF FINAMCIAL
RESOURCES

NEW OPENINGS AND
RESTRUCTURINGS

i

CUSTOMER
SATISFACTION

ENHANCEMENT OF
EMPLOYEES

%
ATTENTION TO THE
ENVIRONMENT
'\ AND THE
\ TERRITORY

X\

\




CONNECTIVITY MATRIX

PERFORMANCE OVERVIEW

€@  INCREASE IN MARKET SHARE © eNERATION oF Gk o o
A EBITDA % 6.60% 5.16% 5.61%
| FINANCIAL CAPITAL _—
F GENERATION r/" NEW OPENINGS (' CUSTOMER rEHHAHEEMEHT OF I'r_;ﬂ';TT ENTION TO THE
OF FINANCIAL AND RESTRUCTURINGS SATISFACTION EMPLOYEES ENVIRONMENT AND
RESOURCES THE TERRITORY
q;’ .\'("3&'] ’ NEW OPENINGS AND 'Y INVESTMENTS (€] 2012 2013 Eﬂ'['a.l-,: ‘
a8 @ ]
:’ -’ “ _4 RET'}#,.EEE'“-BS Investments in the development of retail stores 99,514,326 125,731,338 79,155,398 _l
FINANCIAL CAPITAL B
* Number of e
emptoyees who = Economic value J
. ' received a bonus generated and
R ggf{;lﬁ? preti * Amounts allocated distributed ATTENTIONTOTHE
Cach f {m: Numbarot for incentives * Investments in ENVIRONMENT AND THE | INDIRECT EMISSIONS OF GREENHOUSE GASES [t OF CO? EQI 2012 2013 2014
. - - 1 infrastructure | b i
FIMANCIAL « Net sales of direct |+ Investments customers Fetradianll] Sayrottl | - Sl i TERRITORY Total indirect emissions 63,783.64 61,734.61 60,910.89
retall stores = Unitary sale CHists arotection through
* Net sales to « Workplace expenditures NATURAL CAPITAL
franchisees - q:ﬂ_g[ per wgrk‘p{aiﬂ - r“dirﬂ'«\:l taxes — - . -
* Average cost per
employee N
' CUSTOMER SATISFACTION 2012 2013
CUSTOMER SATISFACTION
; : through Total sales channels 8.14 8.30
» Degree o - T
TANGIBLE AND diversification and RELATIONAL / SOCIAL CAPITAL
INFRASTRUCTURAL Sales network coverage of the —
CAPITAL offering
« Accartment cholce
. 1nc|defr;1:e_;f d EHT'L%"%ET&EHJ h?.: pf”"#:'é HOURS OF TRAINING 2012 2013 2014
non=-ermiciency an
SR ta ks e gh A Total hours of training 43,570 44,977 48,352
on turnovear JUMAN | AL ral

ORGANIZATIONAL

* Quality analyses s Sanctions & Sanctions
CAPITAL and controls

= Currenl expenses
for food guality
* Sanctions

The "chromatic representation” of some indicators serves to highlight the degree of achievement
of the functional and ancillary strategic objectives, as well as the capital used to this end.

ECONOMIC VALUE DISTRIBUTED IN 2014

-"'-L'fﬁ.’hl‘rrilnq Costs
A & trajning

UMAN ualpudﬂmn The chance to contribute to sustainable development starts necessarily from achieving commercial success.
CAPITAL f#rl-rmunrgmlm
* Average traini s
Ibﬁmu;lﬁ“rﬁﬂfﬂm. Communities 0.2%
Em
. Debt Capital providers 0.5% TH E PRO FITS
Rreer s Public administration 1.0% 0.0% Shareholders HAVE ALWAYS BEEN
= Ao
* Lredit lines and . hipe
e » Corporate image - ﬂi{ganrfatinnm ] ;ﬁ’:’r:;ﬂ':ﬁ;,,ms Retained by the Company 4.4% R E I N VE ST E D
= Credit line + Custome climate survey e o
RELATIONAL il LustAman. s sponsored
fSD’CIAL CAPITAL 1I'.:IID"-rI rE ;.;f (L f.:d isfaction _ a £ .! Jng .- « Food products close
lop 2 banking » Company image in mployee turnover to expiry date given Emplnyees 12.7%
groups with which the press and on * Injury rate at to charities
Aspiag Service the weh workplace » Fundraising
collaboraias = [nitiatives for schools
* Electricity 81.2% Suppliers
cansumption
« Direct emissions
« Indirect emissions
g:;:'!ritl' » Energy cost savings * Direct and indirect

energy consumption
= Waste produced
= Weight of packaging
materials used

IN 2015...

-{—1 69 Organic Extension of the actvity of
fr goods assignment to NGOs
o the whole direct

stares network

Development

€99.8rn

The detailed indicators are positioned within the matrix in order to highlight the connectivity with both
in investments nel saies

the objectives and the capitals used. The overall trend of these five functional and ancillary objectives
explains the achievement of the principal objective, that is the increase in the market share.
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“Our Integrated Report is expression

of a new company culture and goes

In the direction of overcoming the lack

of balance between information available
to the company’s management and what
IS communicated to the stakeholders,
without any fear of publicly disclosing
Information that could provide advantage
to competitors.

Raffaele Trivellato
CFO

®

Aspiag Service S.r.l.
Despar Nordest
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THE TRANSPARENCY OF QUALITY,
THE QUALITY OF VALUE,
THE VALUE OF TRANSPARENCY
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