REGISTRATION DOCUMENT
ANNUAL FINANCIAL REPORT FISCAL 2017-2018

)

eliorcroup

Time savored



This document is a free translation of the original, which was prepared in French. All possible care has been taken to ensure
that the translation is an accurate representation of the original. However, in all matters of interpretation of information,
views or opinions expressed therein, the original language version in French takes precedence over this translation.

eliorcroup (D

Registration Document
Annual Financial Report
Fiscal 2017-2018

Société anonyme (French joint-stock corporation)
Share capital: €1,759,490.96

Registered office:
9-11 allée de ’Arche
92032 Paris La Défense, France
Registered in Nanterre under no. 408 168 003

DES MARCHES FINANCIERS

AIXIF

The French Document de Référence was filed with the Autorité des Marchés Financiers (AMF) on January 24, 2019, in
accordance with Article 212-13 of the AMF's General Regulations. The Document de Référence has been prepared by the
issuer, and its signatories are liable for its contents. It may only be used in connection with a financial transaction if it is
accompanied by a securities note (note d'opération) approved by the AMF.

| AUTORITE

Copies of the Document de Référence in French and the English translation thereof (the "Registration Document") may be
obtained free of charge from the Company's registered office, or may be downloaded from the websites of the Company
(www.eliorgroup.com) and the AMF (www.amf-france.org).




NOTE

General Information

This registration document (hereinafter referred to as the
“Registration Document”) also constitutes:

e the annual financial report that must be drawn up and
published by all listed companies within four months
of their fiscal vyear-end, in accordance with
Article L. 451-1-2 of the French Monetary and Financial
Code and Article 222-3 of the General Regulations of
the AMF; and

e the annual management report issued by Elior Group’s
Board of Directors that must be presented at the
Annual General Meeting held to approve the financial
statements for the past fiscal year, in accordance with
Articles L. 225-100 et seq. of the French
Commercial Code.

In the Registration Document the term “Company” refers
to Elior Group, and the terms “Group”, “the Elior group”
and “Elior” refer to the Company and its consolidated

subsidiaries as a whole.

Forward-Looking Statements

This Registration Document contains various forward-
looking statements regarding the Group’s outlook and
growth prospects. Words such as “expect”, “anticipate,”

“assume,” “believe,” “contemplate,” “continue,”
“estimate,” “aim”, “forecast,” “intend,” “likely,” “plan,”
“positioned,” “potential,” “predict,” “project,” “remain”

and other similar expressions, or future or conditional

verbs such as “will”, ‘should”, “would” “could”, “may”, or
“might”, or their negative equivalents identify certain of
these forward-looking statements. Other forward-looking
statements can be identified in the context in which the
statements are made. These statements do not reflect
historical or present facts or circumstances. They are not
guarantees of future performance and they involve
uncertainties and assumptions on matters that are
difficult to predict. These forward-looking statements are
based on information, assumptions and estimates
considered reasonable by Group management. They may
change or be amended due to uncertainties related to,
among other things, the economic, financial, competitive
and/or  regulatory  environment. Forward-looking
statements are included in a number of places in this
Registration Document, and consist of statements related
to the Group’s intentions, estimates and objectives
concerning, among other things, its markets, strategy,
growth, results, financial situation and cash position.

The forward-looking statements in this Registration
Document are to be understood as at its registration date,
and the Group does not accept any obligation to update
forward-looking statements to reflect subsequent changes
affecting its objectives or any events, conditions or
circumstances on which the forward-looking statements
are based, except to the extent required by the applicable
laws and regulations. The Group operates in a highly
competitive and rapidly-changing environment. It is
therefore not possible for it to predict all of the risks,
uncertainties or other factors that could impact its
business or the extent to which any risks, or combination
of risks, may cause actual results to differ materially from
those contained in any forward-looking statements. Given
these risks and uncertainties, investors and prospective
investors should not place undue reliance on forward-
looking statements as a prediction of actual results.
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1. ELIOR GROUP

Elior Group

Chairman's Statement

1.1 CHAIRMAN'S STATEMENT

In the summer of 2017, the Board decided on a new
governance structure for the Group. Is this fully in place
now?

Although the roles of Chairman of the Board of Directors
and Chief Executive Officer were officially separated in
early November 2017, the new structure only took full
effect when Philippe Guillemot joined the Group as Chief
Executive Officer in December 2017. During the first six
months of 2018, Philippe worked in parallel on forming
his Executive Committee and drawing up a three-year
strategic plan for the Group, which was then unanimously
approved by the Board.

In fiscal 2017-2018, three new directors joined the Board:
Philippe Guillemot (director and Chief Executive Officer),
Bernard Gault (independent director) and Virginie
Duperat-Vergne (independent director), who represents
Fonds Stratégique de Participations. With its ten members,
the Board now seems to me to be extremely balanced from
all perspectives.

So yes, the Group’s new governance structure is now well
in place, with on the one hand the Board of Directors and
the Board's committees, which are fully focused on their
respective tasks, and on the other hand a Chief Executive
Officer and his Executive Committee, whose objectives
and action plans have been clearly defined. The Board is
fully confident that the Group's management teams in
their new form have the ability and talent to successfully
carry out all of the missions assigned to them.

How would you sum up the Group's performance in
2017-2018?

We achieved our objectives for the year, with 3% organic
growth, adjusted EBITA margin of 4.3% and around
€290 million in capex.

The roadmap established by the Chief Executive Officer
for the period up to 2021 marks a real return to Elior
Group’s fundamentals - i.e. strictly monitoring the quality
of our business development, constantly enhancing the
appeal of our offerings and tightly controlling all of our
costs. We have also put in place rigorous procedures for
authorizing capex to ensure that we use our financial

resources more effectively in both our contract catering
and concession catering businesses.

How do you see Elior Group’s future?
There are still opportunities to be tapped in our markets.

In particular, the outsourcing rate for the education,
healthcare and seniors sectors of the contract catering &
services business line remains relatively low, giving us
strong growth potential.

Our share of the US contract catering market is still small,
despite our some $1.3 billion in revenue generated in
2017-2018, and we have many opportunities in the United
States in terms of both organic and acquisition-led
growth.

The support services market in France also offers new
avenues for expansion in catering-related services.

In concession catering, traffic volumes on transport
networks are constantly on the rise, creating more and
more opportunities every day for our teams to develop
our business in our various market segments.

Thanks to these growth and investment prospects, allied
with the talent of our people, we are looking to the future
with optimism.

How do things stand regarding the review of the
strategic options for the concession catering business?

The Board of Directors is considering whether the Group’s
long-standing business model, which combines contract
catering & services with concession catering, is still the
right configuration. There are two main reasons for this.
First, because it's questionable whether this model allows
sufficient financial resources to be allocated to each of our
business lines. And second, in an increasingly complex,
competitive and specialized operating environment, it is
uncertain whether we can hold firm against competitors
that are focused on just one of these business areas. The
Board therefore felt it might be the right time to separate
our two business lines in order to give each of them the
appropriate resources to accelerate their respective
growth trajectories.
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1.2 CHIEF EXECUTIVE OFFICER'S STATEMENT

How do you feel after ten months at the helm of Elior
Group?

I feel more motivated than ever. With each day that
passes - and particularly when I'm with our front-line
teams - my confidence in the Group's incredible
potential gets even greater. Our business is being driven
by highly enthusiastic teams who are dedicated to their
work and carry out their jobs with a real sense of
purpose.

In June 2018 you presented the Elior Group 2021 Plan.
What are its objectives?

From a financial perspective, there are three main
objectives for the period from 2019 through 2021:
achieve organic growth of more than 3% a year on
average, attain adjusted EBITA growth that is twice as
high as organic revenue growth and generate €750
million in aggregate operating cash flow. Growth for
these three indicators is not expected to be linear.

The plan also has three key objectives in terms of
operations. First, to get the Group back on track
financially and ensure the expansion of our three
businesses while being rigorous in the allocation of
resources. Second, to put in place efficient
organizational structures by building high-performing
teams packed with talent. And third, to futureproof by
investing today to capitalize on our growth drivers
tomorrow.

What are those growth drivers?

There are three of them, and we are already actioning
development and innovation plans for each one. The
first is the fact that eating times in contract catering are
now much more fragmented. Lunch breaks are getting
shorter and guests want to be able to have access to
food and drink at any time of the day. We are drawing
inspiration from commercial catering to meet these new
needs.

Our second growth driver stems from small and
medium enterprises (SMEs), many of which realize that
having a high-quality catering offering is an effective
way to attract and retain the best talent. We can help
them meet this challenge by offering flexible concepts
with no need for an on-site kitchen, thanks to our
network of central kitchens which is the largest in
Europe.
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And thirdly, longer life expectancy is offering new
opportunities for catering, and not only in the care
home sector. Seniors are remaining autonomous for
longer, and our meal delivery services in Europe and the
United States help people to age well. Once again, our
central kitchens give us an advantage in this sector,
which we intend to leverage while at the same time
diversifying the types of personal services we offer.

You often talk about the Group’s central Kitchens.
Why are they so important?

Our central kitchens form a tight-knit network covering
extensive ground in the countries where we operate.
They can make hundreds of thousands of meals each
day that meet all of our guests’ nutritional
requirements. The meals are prepared according to
exemplary safety standards and are offered at a
reasonable cost, while being a far cry from industrial
foods. We will continue to invest in these kitchens to
make them a powerful asset both for the markets we
currently serve and those we would like to serve in the
future.

You say that CSR is at the heart of how your business
is run. Can you explain that a bit more?

CSR is fundamental for us at Elior Group, in the literal
sense of the term. Our corporate mission is to feed and
take care of people, which places us at the center of
many of the challenges of today’s society. This means
that what we do is inextricably linked to corporate social
responsibility, right up to the very heart of our business
model. Our vocation is to provide healthy food to a wide
range of people of all ages, from children in nurseries to
seniors in care homes. What's more, think of the
contribution we're making to transforming the food
industry by using local suppliers for our restaurants
(9,600 in France for example). And that’s without taking
into account the fact that we provide jobs to people who
have no qualifications and give them the chance of
following a real career path. Far from being a constraint,
we view CSR as an opportunity for the Group. It is part
of what we are and what we want to become: a
responsible player in people’s everyday lives.

You also say that innovation is in the Group’s DNA.
What does that mean in practice?

Just like CSR, innovation is an essential component of
Elior Group’s corporate mission. Our innovation drive
covers not only cooking and technology but also our



services. We need to identify good ideas across the globe
and then turn them into formal projects, share them
and roll them out as widely as possible. Our approach is
not to centralize the ideas we come up with but to pool
them, and I have appointed someone in my team to
specifically manage this.

Your executive team is now complete. What do you
expect from its members?

Because the Group’s financial success goes hand in hand
with the efficient running of our operations, I have
strengthened the Group’s organizational structure to
ensure that the Elior Group 2021 Plan is effectively
executed and that our corporate mission is embodied in
our everyday work. For instance, I have restored the
position of Chief Human Resources Officer, and one of
the main responsibilities of this post is to build on our
approach of making human resources a vector for social
integration. Similarly, I have created a Group Supply
Chain Department to encourage the use of short supply-
chains, list more local products and guarantee that we
meet our nutritional commitments. The executive team
has clear roles and responsibilities and it is now up to
us to work together and with our operating entities to
achieve our objectives.

Are these objectives the result of a collective thinking
process?

The Elior Group 2021 Plan is the result of close
interaction with the Group’s entities, which were
encouraged to input their ideas. Consequently, our
teams know exactly what they have signed up to and
what resources they will have to deliver on their
commitments. The roadmaps obviously vary from one
entity to another but they will all contribute to achieving
our ultimate goals. I expect our managers at all levels of
the Group to steer to success everyone who works in our
25,600 points of sale worldwide. Because our aim is for
each and every operational team to be successful.

What are Elior’'s prospects in the contract catering
market?

In the countries where we are already the leading
contract caterer - i.e. France, Spain and Italy - we intend
to consolidate our positions, while at the same time

Elior Group

Chief Executive Officer's Statement

exploring avenues of future growth. In the countries
where we are a challenger - the United Kingdom, the
United States and India - our strategy is to offer services
that clearly stand out from the competition. This
approach has already enabled us to grow twice as
quickly as our markets in those countries. In 2017-2018,
the USA confirmed its position as the Group's second-
largest revenue contributor in the contract catering
business. We intend to go all out to make it the number
one contributor by 2021, through both organic and
acquisition-led growth.

How will the services business contribute to
Elior Group’s expansion?

Elior Services is the market leader in France and, going
forward, we will pursue our innovation strategy in order
to reinforce our offering of high value-added services.
In the healthcare market, we are leveraging synergies
between our services and catering offerings,
underscoring the Group’s strength and putting into
action our corporate mission of feeding and taking care
of everyone.

What is the roadmap for Areas in the concession
catering business?

We have invested heavily in Areas over the past few
years so our priority is to ensure that we get a return on
that investment. We want to deepen our expertise in
concession catering so that we can continue to grow the
business. Our strategy is aimed at retaining our current
contracts and enhancing their performance, as well as
selectively winning new contracts worldwide,
particularly in the USA.

On November 12, 2018, you announced the launch of
a review into the strategic options for the concession
catering business. Why?

Today we have more opportunities than we can
actually seize across all of our operations. In order to
give each of our businesses the resources they require
to expand in line with the Elior Group 2021 Plan, we
now need to make some choices. Were we to take the
decision to spin off our concession catering arm, it
would be with the aim of helping each business grow
by ensuring they have the requisite financial means.
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1.3 SELECTED FINANCIAL INFORMATION

1.3.1 KEY PERFORMANCE INDICATORS

Organic growth in consolidated revenue: Growth in
consolidated revenue expressed as a percentage and
adjusted for the impact of (i) changes in exchange rates,
using the calculation method described in Chapter 4,
Section 4.1.4.1 of this Registration Document, and (ii)
changes in scope of consolidation, taking into account
companies that generate more than 0.1% of the Group's
annual consolidated revenue. However, acquired
companies that contribute less than 0.1% to the Group’s
annual consolidated revenue are only included in the
calculation of organic growth provided that on an
aggregate basis they do not represent more than 10% of
the organic growth figure stated in the guidance for the
fiscal period concerned. For the year ended September 30,
2018 this was 30 bp.

Reported EBITA: Recurring operating profit reported
under IFRS including share of profit of equity-accounted
investees whose activities are the same or similar to those
of the Group.

Adjusted EBITA: Recurring operating profit reported
under IFRS adjusted for the impact of share-based
compensation expense (stock options and free shares
granted by Group companies) and amortization of
intangible assets recognized on consolidation.

The Group considers that this indicator best reflects the
operating performance of its businesses as it includes the
depreciation and amortization arising as a result of the
capex inherent to the Group’s business model. It is also
the most commonly used indicator in the industry and
therefore enables comparisons between the Group and its
peers.

Adjusted EBITA margin: Adjusted EBITA as a percentage
of consolidated revenue.

Reported EBITDA' This indicator corresponds to the
following, as recorded in the consolidated income

1 . . . .

These indicators are not measurements of financial performance
under IFRS and should not be considered as alternatives to other
indicators of the Group’s operating performance, cash flows or
any other measure of performance derived in accordance with
IFRS. These indicators as presented in this Registration Document
may differ from and may not be comparable to similarly titled
measures used by other companies. The Group presents these
indicators for information purposes only. Their calculations are
based on various assumptions. These amounts have not been, and,
in certain cases, cannot be, audited, reviewed or verified by an
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statement: reported EBITA, as defined above, before (i) net
depreciation and amortization expense included in
recurring operating profit and (i) net additions to
provisions included in recurring operating profit.

Adjusted EBITDA!': Reported EBITDA as defined above
adjusted for the impact of share-based compensation
expense (stock options and free shares granted by Group
companies).

Adjusted EBITDA margin: Adjusted EBITDA as a
percentage of consolidated revenue.

Adjusted earnings per share': This indicator is calculated
based on consolidated profit for the period attributable to
owners of the parent excluding (i) non-recurring income
and expenses, net (net of the income tax effect calculated
at the Group’s standard rate of 34%), (ii) exceptional
impairment of investments in and loans to non-
consolidated companies, and (iii) amortization of
intangible assets recognized on consolidation (notably
customer relationships).

Operating free cash flow': The sum of the following items
as defined in this Registration Document and recorded
either as individual line items or as the sum of several
individual line items in the consolidated cash flow
statement:

- Reported EBITDA as defined in above.

- Net capital expenditure (i.e. amounts paid as
consideration for property, plant and equipment and
intangible assets used in operations less the proceeds
received from sales of these types of assets).

- Change in net operating working capital.

- Other cash movements, which primarily comprise
cash outflows related to (i) non-recurring items in the
income statement and (ii) provisions recognized for
liabilities resulting from fair value adjustments

independent auditor. This information is inherently subject to
risks and uncertainties and may not give an accurate or complete
picture of the financial position or results of operations of
acquired businesses. The Group presents these indicators because
it believes they are helpful to investors and prospective investors
for understanding its operating performance. They have
limitations as analytical tools and should not be considered as a
substitute for an analysis of the Group’s operating results as
reported under IFRS.



recognized on the acquisition of consolidated
companies.

This indicator reflects cash generated by operations and
is the indicator used internally for the annual
performance appraisals of the Group’s managers.

Free cash flow': The sum of the following items as defined
in this Registration Document and recorded either as
individual line items or as the sum of several individual
line items in the consolidated cash flow statement:

- Operating free cash flow, as defined above.
- Tax paid, which notably includes corporate income
tax, the CVAE tax in France and the IRAP tax in Italy.

1.3.2 KEY FIGURES

Elior Group
Selected Financial Information

Leverage ratio' (as defined in the covenants in the Senior
Facilities Agreement and presented for the Group’s debt
at a given period-end): The ratio between (i) the Group’s
net debt (at the given period-end determined based on the
definition and covenants in the Senior Facilities
Agreement as described in Chapter 4, Section 4.7.2 of this
Registration Document: “Senior Facilities Agreement”, i.e.
excluding unamortized issuance costs and the fair value
of derivative instruments) and (ii) adjusted EBITDA
calculated on a rolling basis for the twelve months
preceding the period-end concerned, further adjusted to
exclude the impacts of acquisitions and divestments of
consolidated companies during the twelve months
preceding said period-end.

€6,694 MILLION
IN CONSOLIDATED REVENUE

€4,862 MILLION
GENERATED BY CONTRACT CATERING &
SERVICES

€1,832 MILLION
GENERATED BY CONCESSION CATERING

25,561
RESTAURANTS AND POINTS OF SALE

6 MILLION CUSTOMERS EACH DAY

132,000 EMPLOYEES

15 COUNTRIES WORLDWIDE

! These indicators are not measurements of financial performance
under IFRS and should not be considered as alternatives to other
indicators of the Group’s operating performance, cash flows or
any other measure of performance derived in accordance with
IFRS. These indicators as presented in this Registration Document
may differ from and may not be comparable to similarly titled
measures used by other companies. The Group presents these
indicators for information purposes only. Their calculations are
based on various assumptions.

These amounts have not been, and, in certain cases, cannot be,
audited, reviewed or verified by an independent auditor. This
information is inherently subject to risks and uncertainties and
may not give an accurate or complete picture of the financial
position or results of operations of acquired businesses. The
Group presents these indicators because it believes they are
helpful to investors and prospective investors for understanding
its operating performance. They have limitations as analytical
tools and should not be considered as a substitute for an analysis
of the Group’s operating results as reported under IFRS.
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Income Statement Data

(in € millions) Year ended September 30
2018 2017

Revenue 6,694 6,422 5,896
Contract catering & services 4,862 4,648 4,228
- France 2,185 2,171 2,163
- International 2,677 2,477 2,065
Concession catering 1,832 1,774 1,668
- France 665 672 657
- International 1,167 1,102 1,011
Revenue growth' 4.2% 8.9% 3.9%
Organic revenue growth? 3.0% 2.3% 1.4%
Recurring operating profit 233.6 309.9 330.8
Recurring operating profit margin® 3.5% 4.8% 5.6%
Profit attributable to owners of the parent 33.7 113.7 135.3
Adjusted attributable profit for the period 145.8 175.7 180.9
Adjusted earnings per share (in €)* 0.84 1.02 1.05
Dividend (in €) 0.32 0.42 0.42

(1) Revenue growth corresponds to the percentage increase in the Group’s consolidated revenue for a given accounting period compared
to the comparative period of the previous fiscal year.

(2) See definition in Chapter 4, Section 4.1.4 of this Registration Document.
(3) Recurring operating profit margin corresponds to recurring operating profit as a percentage of revenue.

(4) See definition in Chapter 1, Section 1.3.1 of this Registration Document.

Revenue by Geographic Region

(in € millions) Year ended September 30

2018 2017 2016
France 2,849 2,843 2,820
International 3,845 3,579 3,076
GROUP TOTAL 6,694 6,422 5,896
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Balance Sheet Data

(in € millions) Year ended September 30
2018 2017

Goodwill 2,541.2 2,561.7 2,542.0
Cash and cash equivalents 142.5 139.6 160.6
Equity 1,470.7 1,617.7 1,557.4
Gross debt 1,958.5 1,760.4 1,857.4
Net debt! 1,829.5 1,627.7 1,705.8
Leverage ratio (net debt'/pro forma EBITDA?) 3.62 3.01 3.22

(1) Based on the definition and covenants in the Senior Facilities Agreement, as described in Chapter 4, Section 4.7.2, “Senior Facilities
Agreement” of this Registration Document, i.e. excluding unamortized issuance costs and the fair value of derivative instruments.

(2) Based on the definition and covenants in the Senior Facilities Agreement, as described in Chapter 4, Section 4.7.2, “Senior Facility
Agreement”, i.e. EBITDA adjusted to (i) include/exclude the impact of acquisitions/divestments of consolidated companies over a rolling
period of less than twelve months and (ii) exclude the impact of stock option and free share plans.

Consolidated Cash Flow Data

(in € millions) Year ended September 30

2018 2017

Net cash from operating activities 354.0 364.7 275.1
Net cash used in investing activities' (515.4) (419.8) (460.4)
Net cash from/(used in) financing activities 182.1 (214.5) 142.5
Effect of exchange rate and other changes? (22.2) 192.9 1.4
Net increase/(decrease) in cash and cash equivalents (1.5) (76.7) (41.4)

(1) For the year ended September 30, 2018, this line includes the €99.1 million outflow related to the acquisition of an additional

18% interest in Elior North America.

(2) Including, for the year ended September 30, 2017, the impact of the new off balance-sheet securitization program set up in

2017 representing a total amount of €195 million.
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Elior Group

Selected Financial Information

Other Financial Data

(in € millions)

Reported EBITDA!
Reported EBITDA margin®

Adjustment to exclude the impact of stock options and free shares

Adjusted EBITDA®

EBITDA margin adjusted to exclude the impact of stock options and free shares*

Net capital expenditure’

Change in operating working capital®
Other cash movements

OPERATING FREE CASH FLOW’

Tax paid

FREE CASH FLOW (FCF)?
FCF/EBITDA conversion rate’

(1) (2) (3) (7) (8) See definition in Chapter 1, Section 1.3.1 of this
Registration Document.

(4) See definition in Chapter 1, Section 1.3.1 of this Registration
Document, and for fiscal 2015-2016 only, also adjusted to exclude
the dilutive effect of the consolidation of Preferred Meals in the
United States.

(5) Net capital expenditure corresponds to amounts paid as
consideration for property, plant and equipment and intangible
assets used by contract catering, concession catering and services
operations as well as by support and corporate activities, less the
proceeds received from sales of these types of assets. This net
amount represents the sum of the following items in the
consolidated cash flow statement:

. Purchases of property, plant and equipment and intangible
assets.
. Proceeds from sale of property, plant and equipment and

intangible assets.

Year ended September 30

2018 2017
470.8 521.5
7.0% 8.1%
29.3 9.4
500.1 530.8
7.5% 8.3%
(287.8) (291.8)
17.8 2.6
(37.3) (53.2)
163.5 179.1
(47.8) (56.8)
115.7 122.3
23% 23%

(6) Change in operating working capital corresponds to the net

change during the period in the cash required for maintaining

current assets and liabilities that are used by contract catering,

concession catering and services operations as well as by support

and corporate functions. This cash flow is presented in the

consolidated cash flow statement and covers the following current

assets and liabilities:

. Inventories and work-in-progress.

. Trade receivables.

. Trade payables.

. Employee-related payables and receivables, including
accrued income related to the CICE tax credit in France.

. Tax receivables and payables (excluding corporate income
tax, deferred taxes and the CVAE and IRAP taxes).

(9) The FCF/EBITDA conversion rate corresponds to free cash flow
as a percentage of EBITDA as adjusted to exclude the impact of
stock options and free shares.
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Information about the Group

1.4 INFORMATION ABOUT THE GROUP

Company Name
Elior Group.
Registration Particulars

The Company is registered with the Nanterre Companies
Registry under number 408 168 003.

Date of Incorporation and Term

The Company was incorporated on July 8, 1996 for a term
of ninety-nine years from the date of its registration with
the Companies Registry, expiring on July 8, 2095 unless
said term is extended or the Company is wound up in
advance.

Registered Office, Legal Form and Governing Law

The Company's registered office is located at 9-11 allée
de I’Arche, 92032 Paris La Défense, France. The telephone
number of the registered office is +33 1 71 06 70 00. Elior
Group is a French joint-stock corporation (société
anonyme) with a Board of Directors, and is governed by
the laws of France (notably Book II of the French
Commercial Code), as well as by the Company’s bylaws
(hereinafter the “Bylaws”).

History and Development

Since it was founded in 1991, the Group has grown from
a contract caterer with operations only in France to an
international group providing a wide range of services in
both its traditional businesses of contract catering and
concession catering and its more recent business of
services. The Group currently operates in 15 countries
worldwide.

The Group was co-founded by Francis Markus and Robert
Zolade who, together with 300 managers, acquired a 35%
stake in Générale de Restauration, the contract catering
subsidiary of the Accor group.

In 1993 the Group entered the French concession catering
market by acquiring a stake in Elitair, and by 1997
achieved a leading position in the market through its
acquisition of a majority stake in Holding de Restauration
Concédée. In 1998 the Group adopted the name “Elior”,
and in 1999 it began accelerating its development in the
European contract catering market through acquisitions
in the United Kingdom, Spain and Italy.

In 2000 the Group was listed on the Premier Marché of
Euronext Paris and shortly afterwards it expanded its
concession catering business in Spain and Italy through
partnerships with MyChef and Areas and built up its
presence in contract catering in Spain through an alliance
with Serunion. The Group further diversified its business
by entering the services industry in France in 2004
through the acquisition of Hopital Service, a company that
provides services for healthcare establishments
(specialized cleaning and hospitality).

In 2006, the Group delisted from Euronext and was taken
private by Charterhouse, Chequers and Robert Zolade.

Since the beginning of 2010 the Group has engaged in a
number of acquisitions in various markets and
businesses, beginning in that year with Copra, an Italian
contract caterer, as well as Sin&Stes, one of France's
leading corporate cleaning services firms, which pushed
it up to the position of sixth-leading contract cleaning
company in France. In 2011, the Group expanded its
contract catering business in Spain through its
acquisition of the Alessa Catering group. In early 2012,
the Group consolidated its operations under the “Elior”
brand name, which also became its trade name in France,
the United Kingdom and Italy. Also in 2012, the Group
acquired two contract catering companies: Gemeaz in
Italy (which made it the country’s leading contract
caterer), and Ansamble in France (which placed it as
France’s joint leader in the contract catering market).
In 2013 the Group entered the US contract catering
market by acquiring TrustHouse Services (since renamed
Elior North America), a leading player in the education
and healthcare sectors in the United States. In October
2014, the Group acquired Lexington, a UK-based contract
caterer specialized in providing high-end catering
services in the City of London.

On June 11, 2014, the Company was relisted on the
Premier Marché of Euronext Paris.

In 2015, the Group reinforced its position as a global
player in the concession catering market by raising its
stake in Areas to 100%. It also increased its contract
catering presence in the United States by acquiring Starr
Catering Group (since renamed Constellation Culinary
Group), a US market leader that offers a full range of
premium catering services.
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In 2016, the North American subsidiary took on the
Group’s flagship contract catering brand name, becoming
Elior North America. During that year, Elior North
America acquired ABL Management which operates in the
university and corrections segments, and Preferred Meals
(specialized in contract catering operations and home
deliveries in the education and seniors markets). In the
United Kingdom, Elior Group acquired Waterfall Catering
Group, which operates in the growth markets of
education and healthcare, and as a result has become the
UK's fourth-largest contract caterer. In India, the Group
made its entry into Asia by simultaneously acquiring two
contract caterers: MegaBite Food Services and CRCL.
Through these two acquisitions Elior Group has become
one of the top three players in the Indian contract catering
market.

In 2017, Elior Group pursued the expansion of its contract
catering activities in the United States by successively
acquiring CBM Managed Services, Lancer Hospitality,

Abigail Kirsch, Corporate Chefs, Design Cuisine and
Sidekim. The acquisition of Corporate Chefs has
strengthened Elior North America's positions in the high-
end corporate catering market and the education sector.
Lancer Hospitality provides professional food
management services in a variety of settings including
cultural venues, leisure attractions, business centers,
schools and healthcare facilities. At it is based in
Minnesota, the acquisition of Lancer Hospitality has
enabled Elior Group to broaden its presence in the US.

In 2018, Elior Group acquired a new company in the
United States, Bateman Community Living, reinforcing
Elior North America’s position in the seniors catering
sector. In total, the Group has carried out 19 acquisitions
in the United States in the space of three years.

For the year ended September 30, 2018, the Group's
revenue figure came in at €6.694 billion.
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1.5 ORGANIZATIONAL STRUCTURE

The simplified organization chart below presents the Group’s legal organizational structure at December 31, 20182
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1.6 THE GROUP’S BUSINESSES AND STRATEGIES

1.6.1 BUSINESSES

The Group is an international player in contract catering,
concession catering and services, serving some 6 million
customers every day at approximately 25,600 restaurants
and points of sale worldwide. It has around 132,000
employees in 15 countries across Europe, North America,
Latin America and Asia. It is the only European player with
leadership positions in both contract and concession
catering.

The Group’s contract catering business serves three key
client markets: corporate entities and government
agencies (business & industry), educational
establishments ("education"), and healthcare facilities
("healthcare"). It operates its contract catering activities in
its traditional markets of France, Spain, Italy and the
United Kingdom as well as in the United States since 2013
and India since 2016. Based on revenue generated in fiscal
2017-2018, the Group estimates that its positioning in the
contract catering industry is number three in Europe as a
whole and number four worldwide. Only including the
European countries in which it operates, it estimates that
it is the leading contract caterer (source: GIRA 2018).

The concession catering business consists of designing
and operating food and beverage points of sale as well as
convenience stores and some non-food retail outlets
(primarily in travel and leisure settings), under concession
agreements. This business is closely related to the travel
industry and operates in three key markets: airports,
motorway service plazas and city and leisure sites (which
include railway stations, exhibition centers and leisure
and vacation parks). The Group operates its concession
catering business in 13 countries in Europe and the
Americas. It estimates that it is the third-leading
concession catering operator in the world.

The majority of the Group's services business is
conducted in France and involves the provision of soft
facility management solutions, notably cleaning,
reception, concierge, light maintenance and grounds
maintenance services. Through this business, the Group
provides public and private-sector institutional clients
with a wide array of outsourced solutions ranging from
cleaning and reception services through to the
management of offices, hotels, shopping malls, leisure
and vacation parks and office and apartment buildings.
The Group estimates that it is the sixth-leading cleaning
services provider in France and the number one provider

of outsourced cleaning services in the French healthcare
market.

The Group has experienced significant growth in recent
years, both organically and through acquisitions,
expanding its offerings and entering new countries.
Despite a difficult economic environment, particularly in
Southern Europe, since 2010 the Group has been able to
maintain organic growth in all of its geographic markets
and most of its business segments. It has also made
several major acquisitions since 2010 - a year in which it
acquired Sin&Stes, a key player in the French services
market. In April 2012, the Group acquired Gemeaz Cusin
- a leading player in the Italian contract catering market -
followed by the Ansamble group in France. Then in April
2013, it purchased a 78% stake in TrustHouse Services
group (THS), an established contract caterer in the
United States with a significant presence in the education,
healthcare and corrections sectors. This significant
acquisition enabled the Group to access the North
American market and to further diversify its sources of
revenue sources and its business model. In October 2014,
the Group acquired Lexington, a UK-based company with
a major presence in the business & industry catering
market in the City of London. In July 2015, the Group
raised its interest in its Spanish subsidiary, Areas, to 100%,
which enabled it to combine its European concession
assets and teams in order to create a global player in the
concession catering market and to extract substantial
operational, commercial and cost synergies. In August
2015, the Group reinforced its position in the US contract
catering market by acquiring Starr Catering Group (since
renamed Constellation Culinary Group), a high-end player
serving a clientele that includes corporations, non-profit
organizations and cultural institutions. It then pursued its
US expansion strategy through the acquisition in early
October 2015 of Cura Hospitality, which specializes in
dining services for senior living communities and
hospitals in the United States.

In 2016, THS took on the Group’s flagship contract
catering brand name, becoming Elior North America.
During that year Elior North America acquired ABL
Management (operating in the university and corrections
segments) and Preferred Meals (specialized in contract
catering and home deliveries in the education and seniors
markets).

During the same year, Elior Group acquired UK-based
Waterfall Catering Group, present in the growth markets
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of education and healthcare, and as a result became the
UK’s fourth-largest contract caterer.

In late 2016, the Group made its entry into Asia by
simultaneously acquiring two contract caterers in India:
MegaBite Food Services and CRCL, resulting in the
formation of Elior India. Through these two acquisitions
Elior Group has become one of the top three players in the
Indian contract catering market.

In 2017, Elior Group pursued the expansion of its contract
catering activities in the United States through the
successive acquisitions of Abigail Kirsch, CBM Managed
Services, Corporate Chefs, Design Cuisine, Lancer
Hospitality and Sidekim. Corporate Chefs has
strengthened Elior North America's positions in several
markets, including correctional facilities, premium
corporate catering, events and the education. Lancer
Hospitality provides professional food management
services in a variety of settings including cultural venues,
leisure attractions, business centers, schools and
healthcare facilities and as it is based in Minnesota, its
acquisition has extended Elior Group’s geographic reach
in the United States.

In 2018, Elior Group acquired a new company in the
United States, Bateman Community Living, which has
firmly cemented Elior North America’s position in the
seniors catering sector. In the last three fiscal years, the
Group has carried out a total of 12 acquisitions in the
United States.

In the year ended September 30, 2018, the Group
generated total consolidated revenue of €6,694 million
and its adjusted EBITA amounted to €285 million. The
contract catering & services business line generated
€4,862 million in revenue and €190 million in adjusted
EBITA and the concession catering business’s revenue
totaled €1,832 million and its adjusted EBITA came to
€105 million.

Elior Group

The Group’s Businesses and Strategies

1.6.1.1 The Group's Contract
Catering & Services Business Line

2017-2018 key figures:

¢ Revenue: €4,862 million (73% of total consolidated
revenue)

e An operating presence in eight countries: France, Italy,
Spain, Portugal, the United Kingdom, Luxembourg, the
United States and India

e 23,500 restaurants and points of sale in eight
countries

e 5.1 million guests per day

e 109,000 employees worldwide

The Group’s contract catering business addresses three
different client markets: business & industry (private and
public sector companies and government agencies),
education (private and public educational and higher-
educational establishments), and healthcare (private and
public healthcare providers and care home operators).
Through this business, the Group offers dining services
and other catering-related services, such as meal
deliveries, vending solutions and foodservices technical
support.

The Group’s business & industry contract catering clients
include private companies in the manufacturing and
tertiary sectors, as well as public institutions such as
state-owned enterprises, government agencies, military
bases and corrections facilities. In Italy, the Group delivers
catering services on board high-speed trains. In the United
Kingdom and the United States, the Group’s business &
industry contract catering clients also include stadiums,
museums and other prime venues.

The Group’s contract catering clients in the education
market comprise public and private educational
institutions covering a broad spectrum of teaching ages,
ranging from pre-school day-care centers and public and
private elementary and secondary schools through to
public and private universities and other higher education
institutions. The Group estimates that it is the leading
contract caterer in the education market in Spain and
France.

The Group’s contract catering clients in the healthcare
market are mainly hospitals, clinics, care homes, nursing
homes and care facilities for the elderly and people with
disabilities.

The Group serves the business & industry, education and
healthcare markets in each of the countries in which it has
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contract catering operations. In the United States and
France it is also present in the corrections market.

Contract catering brands

The Group operates in the contract catering market
through several different brands and trade names, which
vary depending on the sector, client or country concerned.

France

Elior (for the education, healthcare and business &
industry markets)

Arpege
Ansamble
L’Alsacienne de Restauration
Spain

Serunion

Alessa

Arce

Arume

Hostesa
Singularis

Italy

Elior

Gemeaz

Hospes

United Kingdom
Elior

Caterplus
Edwards & Blake
Lexington
Taylor Shaw
United States

Abigail Kirsch

Aladdin

A’viands

Bateman Community Living
Constellation Culinary Group
Corporate Chefs

Cura

Design Cuisine

Lancer Hospitality

Lindley

Preferred Meals

Summit

Valley

1.6.1.1.1
a) 2017-2018 key figures

The Business & Industry Market

e €2,225 million in revenue (46% of total contract
catering revenue)

e 6,500 restaurants

e 1.6 million guests per day

In an economic environment marked by strong price
pressure, the Group has developed segmented offerings
(based on its various markets) and constantly innovates to
create catering solutions that meet the changing needs
and requirements of its guests.

b) Highlights of 2017-2018

Spain - Euroforum chose Serunion to provide all-day
catering services at two sites which host between 100 and
400 people every day for training courses and events.

Spain - To partner L’Oréal in its quest for well-being in the
workplace, Serunion designed a sustainable and ecological
restaurant - The Green House - as well as a foodtruck
called The Green Van.

United States - In New York, Constellation Culinary Group
won a contract with GroupM thanks to its premium
catering offering carefully tailored to the pace of
GroupM’s business.
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France -After Elior's teams earned their stripes at one
Sanofi site, it was awarded a five-site contract for this
group in the Paris region.

France - Elior now caters for all of the teams at Bouygues'
flagship head office building, “Challenger”.

France - Elior won the invitation to tender launched by
Bayer for three of its sites outside Paris (Lyon, Lille and
Valbonne).

France - Arpége’s key accounts strategy paid off when it
secured a contract with BPCE for catering services at
several of this major banking group’s sites, including its
head office.

India - To meet the needs of Rising Star’s 8,000 guests,
Elior opened a central kitchen in Sri City, widening its
footprint in India.

India - Satisfied with the services already provided by
Elior, Goldman Sachs extended its existing contract with
the Group by entrusting it with the catering services at its
campus in Bangalore, which has a 1,400 sq.m. dedicated
kitchen.

Italy - Elior won an invitation to tender launched by the
Ministry of the Interior to cater for 1,000 guests at 41 sites
in the regions of Marche, Tuscany and Umbria.

Italy - Won over by its bespoke offer, Unicredit awarded
Elior a three-year contract to cater for the 3,000
employees at its Milan head office.

United Kingdom - Airbus selected Elior to deliver food
services to up to 4,000 guests a day at six sites in England
and Wales using local ingredients.

United Kingdom - Having combined several sites in one
new London-based head office, Schroders took up a
broader catering and services offering proposed by
Lexington.

Overall, the Elior group pursued its growth trajectory in
the business & industry catering market in 2017-2018,
propelled by the start-up, extension and renewal of
numerous contracts.

c) A broader offering with longer opening hours to
meet demand for anytime-eating

Today's guests in the business & industry market want to
be able to eat at any time of their working day, which may
start early and finish late. Therefore, Elior Group is
rewriting the rules of traditional catering by proposing
tailored offerings available from morning to night and
creating growth drivers by extending the times when
guests can eat and drink. For example, in France, Elior has

Elior Group

The Group’s Businesses and Strategies

broadened its room-service offering with Arpege’s Tasty
Time and Room Service by Elior, which enable customers
to order breakfasts, snacks, cocktails and meals that can
be delivered, hot or cold, at any time. And in Italy, guests
can use the Joyfood app to see menus that show a
description of each dish (including their calorie content)
as well as nutritional recommendations enabling them to
create an individual profile. At Schroders' new head office
in the United Kingdom, Lexington offers a broad range of
services including catering, events and reception services.
Extending the hours when food and drink is available also
means rethinking the design of dining and break areas.
One example of this is at ICADE, which has opted for a
modular catering concept proposed by Arpege whereby
the lunch-time self-service restaurant becomes a co-
working café in the mornings and afternoons offering a
non-stop service of breakfasts and snacks. Other
companies prefer to keep their dining areas separate from
break areas and in response to this preference, in France
Elior has created Cosy Forte, anew contemporary café with
very long opening hours and a broad offering to match.
Meanwhile, Facebook and Blablacar have opted to broaden
the traditional company restaurant offering to different
dining and snacking areas proposed by Arpége in the
#cloud office complex in the heart of Paris. The Group
constantly innovates to ensure that it stays ahead of the
curve in adopting new trends. For instance, in Italy Areas
has created a new foodhall concept for the Caldera Park
business zone where its head office is based. A veritable
trend lab, it is open to the building's occupants
throughout the day and is a way for Areas to test new
products and services before rolling them out on a larger
scale.

d) Promoting diversified, balanced and healthy
eating

Providing tasty, healthy choices to guests and raising their
awareness of good eating habits is one of the four pillars
of the Group’s CSR strategy - the Positive Foodprint Plan.
This commitment is in line with companies' growing
demand to help their employees stay healthy by having a
good diet. In France, Ansamble has created an offering for
Calydon's corporate restaurant that consists entirely of
homemade food using local and regional ingredients. In
all of its restaurants, every Wednesday Arpége serves
fresh fish as part of a partnership with Mister Goodfish
set up with the aim of safeguarding fishery resources. In
the United Kingdom, Vita Mojo proposes 100%
personalized dishes for Lexington’s corporate clients.
Each guest can choose their ingredients and portion size
and then instantly receive nutritional data relating to their
meal. This means that meals can be tailored to everyone's
different lifestyles, tastes, intolerances, preferences and
diets. It is an innovation that goes hand in hand with the
awareness-raising program You & Life, which promotes
healthy, balanced eating by informing guests about the

REGISTRATION DOCUMENT = ELIOR GROUP = ]. 9



Elior Group
The Group’s Businesses and Strategies

amounts of sugar, calories and saturated fats contained in
the meals served in corporate restaurants. In Spain,
Serunion has created a sustainable and ecological
restaurant concept called The Green House. Forty percent
of the products used in The Green House are organic and
over half of the restaurant’s supplies are local. In addition,
all of the packaging is compostable and biodegradable. In
Italy, Unicredit’s head office in Milan now offers a Wellness
salad bar along with soups, cereals and other vegetarian
dishes. The Group’s development of more vegetarian and
vegan options is in response to growing public demand as
an increasing number of guests are following a more
vegetable-based diet, especially in the under 35 age-group.
In the United Kingdom, Lexington has launched a line of
vegan products in its takeaway offerings under its Grains
& Greens vegetarian brand. Guests in the United Kingdom
can also enjoy fresh made-to-order fruit and vegetable
juices proposed by Vitalicious. In France, Ansamble offers
a vegetarian meal every day at ANSES' head office and has
developed an organic, local-based offering for the
corporate restaurants at several Orange sites. Lastly, in
Italy, during the year Elior organized a “no-meat day” for
the 3,500 people working at BNP-Paribas’ head office in
Rome.

e) Ever-more digital

Like in any other sector, digital technologies are changing
the expectations and behaviors of contract-catering
guests, often in the aim of saving time and facilitating
daily living. That is why Elior has stepped up the pace of
its drive to roll out mobile apps and online services for its
clients. Take Tasty Time, for instance. Based on the now
widely deployed TimeChef app dedicated to guests, Tasty
Time allows the teams of Arpege's clients in France to
order room-service via their smartphone and have their
food and drinks delivered to meeting rooms or open space
offices as and when they want. In the United Kingdom, the
Group has rolled out a click & collect app at Airbus to
speed up service time. In Italy, at the Milan offices of
Unicredit Business Integrated Solutions, guests can go
online to order and pre-pay their meals using the Joyfood
app. In Spain, Serunion uses digital technology to offer
guests innovative payment solutions by card or cell
phone. And in India, the mobile app EI Chef'is the first of
its kind in the country and allows guests to view each
day’s menu on their smartphone, pay for their order and
find out when it is ready so they can pick it up at exactly
the right time.

f) Transparency and sustainability

One of the Group’s priorities is to shape the catering
landscape of today so that it will have a positive impact
on tomorrow's world. To this end, it is putting in place
numerous initiatives to create more sustainable catering
services worldwide. In the United Kingdom, for instance,

Elior has removed plastic straws from all of its
restaurants. And at Airbus it has devised reusable
solutions in order to significantly cut down on disposable
cups, cutlery and food containers. At the offices of
Unicredit Business Integrated Solutions in Italy, Elior has
introduced separate waste collection containers for paper
and plastics, both in its restaurants and kitchens. In
France, a continuous improvement process called
MaSignature has been launched with a view to
guaranteeing quality and transparency over the long term.
The process consists of seven fundamental principles and
a contract that restaurants sign up to when they commit
to the process (which contains a list of progress plans for
each principle) as well as action plans. Restaurants that
successfully implement the process are awarded the
MaSignature label, which is certified via external audits.
Elior is also using biodegradable packaging for a regional
authority in south-west France. The Group is also acting
to reduce food waste and re-use uneaten meals. In Italy,
uneaten meals are donated to charities which help the
poor. But the Group’s responsible actions go beyond
committing to reduce waste. It also takes care to
effectively inform guests about the food and beverages
they consume. In Spain, items sold in Serunion’s vending
machines have QR codes which customers can scan with
their cell phones to obtain detailed nutritional
information about each product.

g) Central kitchens - a real asset for tapping into new
growth markets

Elior’'s network of around one hundred central kitchens
across Europe gives it a unique advantage for offering new
catering services to SMEs and therefore capturing new
markets. Many SMEs are keen to give their teams healthy,
high-quality food services but they don’t have a kitchen
on their premises. The Group’s central kitchens - which
have been traditionally used in the education and
healthcare markets - enable these companies to offer
quality meals that are made and delivered at competitive
prices. In Italy, for example, Food360 proposes dishes
prepared at a central kitchen and then delivered to
refrigerated cabinets at clients’ premises. This type of
cook-chill system with meals supplied from central
kitchens is also at the heart of the Smart Food and Plus by
Elior concepts, which have been specially created for
Italian SMEs. The same system is used for some larger
companies to which Elior provides catering services. For
instance, in several business districts in France, Arpege
can deliver meals to companies located within the vicinity
of its kitchens thanks to orders taken digitally through the
Tasty Time app. In India, the Sri City central kitchen has
been opened in a fast-growing business district offering
promising prospects.
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1.6.1.1.2
a)2017-2018 key figures

The Education Market

e €1,433 million in revenue (29% of total contract
catering revenue)

e 14,000 school restaurants

e 2.9 million children and students catered for each day
in Europe and the United States

School catering is one of the Group’s long-standing
markets. Thanks to its large number of central kitchens,
experience in managing small sites, and technological
expertise, it enjoys a solid leadership position in both the
public and private education sector in Europe.

b) Highlights of 2017-2018

Spain - The authority responsible for state-run schools in
Rioja selected Serunion to cater for over 4,000 pupils a
day at several different sites.

United States - A’'viands won its first contract in the
higher education market in California, for California State
University’s Monterey Bay site, which has 3,500 students.

United States - Preferred Meals’ expertise in pre-prepared
dishes helped it win the catering contract for the KIPP DC
network of college-preparatory public schools in
Washington, D.C., which only has a limited amount of
space for cooking.

France - Elior secured the public contract for meals
delivered on behalf of the municipality of Poissy (in the
Paris region), covering schools and a community center
and representing 3,100 guests a day.

France - The Hauts-de-Seine regional authorities renewed
the public service contract under which Elior caters for
8,200 secondary school pupils each day.

France - Elior has catered for the 1,200 pupils at the
Notre-Dame La Riche private school in Tours since
September 2018, with some recipes devised by the
Michelin-starred chef, Michel Sarran.

France - Elior once again won the public contract with the
municipality of Lyon to provide food services to 27,000
guests in 127 restaurants, ranging from pre-school
children to school staff.

Italy - Elior now caters every day for the 1,250 school
children in Casale Monferrato in the Piedmont region, with
an offer based on local produce.

Elior Group
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Italy - More than 2,000 school children in San Donato
Milanese in the Lombardy region will now be able to savor
Elior's meals made from local produce.

United Kingdom - Won over by its culinary concepts, the
University of Sunderland selected Elior to cater for 6,600
students every day.

The school catering market has been shaped in recent
years by demographic growth. However, at the same time,
measures put in place to halt increases in the costs of local
authorities - which are major clients in this market - mean
that operators need to change their traditional business
models. Against this backdrop, the Group’s unique
positioning in Europe, with a network of around one
hundred central kitchens in France, Italy and Spain, is a
real asset for expanding and consolidating its leadership
in those countries.

c) Meeting demand for organic and local produce

In all of the Group’s markets, clients are increasingly
seeking healthier catering solutions, with a particular
focus on organic and local produce. This demand is
especially strong in the education market, where all of the
stakeholders involved agree that children need to be given
the best start possible. In Italy, the schools in Casale
Monferrato (in the Piedmont region) were attracted by our
local produce offering, choosing Elior to cater for 1,245
pupils a day. The local authorities in San Donato Milanese
(Lombardy) and Bassano del Grappa (Veneto) have
renewed their school catering contracts with Elior for the
same reason. In France, Ansamble continues to offer
homemade meals cooked from scratch using fresh local
ingredients. Ansamble is currently working with the
Blanquefort regional authorities to create a virtuous and
responsible catering offering that takes into account the
social and environmental impact of food. At other sites,
Elior has launched ambitious progress plans for its supply
chain. In Poissy and Versailles, the aim is for 30% of
supplies to be organic in the immediate future and 20%
organic within the space of a year. And in the 10-year
contract that has been renewed with the Croix Blanche in
northern France, Elior set itself the clear objective of its
ingredients being 20% organic and 50% local within four
years. Elior’s aim is for its central kitchens to become taste
incubators ("Pépiniéres du gout") in order to demonstrate
their commitment to excellence and their focus on
culinary expertise and quality.

d) Central kitchens acting as taste incubators

To become a Pépiniere du Gotit, Elior’s central kitchens in
France have to honor three main pledges: source
sustainable produce (organic and/or local), create new
“homemade” recipes, and use new cooking processes,
such as the dry heat slow cooking technique, in order to
maintain a maximum of nutrients in the food they
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provide. These kitchens also receive Bureau Veritas
certification for 26 criteria and 52 commitments and carry
the Ducasse Conseil culinary label which certifies that
they use the cooking processes specially developed by
Ducasse Conseil for Elior. More than ever, the Group is
seeking to showcase the expertise and quality of its
central kitchens. These facilities are unrivaled in their
markets and stand out from the competition thanks to
their up-to-the-minute technology, high production
capacity - achieved with no sacrifice in terms of quality -
and top culinary expertise. The central kitchen in
Conflans-Sainte-Honorine in the Paris region played a
major role in the Group winning a public contract to
deliver meals to some twenty schools in Poissy
(representing 1,300 meals a day). And in Ernstein,
L’Alsacienne de Restauration has opened a new central
kitchen to deliver 1,500 meals a day to schools and
nurseries. Housed in a brand-new building, this kitchen
sports the latest energy-saving technologies. In the United
States, Preferred Meals’ central kitchen in Washington is
now broadening its target guest base. Initially dedicated
to pre-school and primary-school children, it will now also
serve other, smaller sites.

e) Alternative concepts for millennials

Catering in the education market is reinventing itself and
the main driver behind this move is the millennial
generation (people born between 1980 and 2000). Eating
patterns are now radically different from what was the
norm until recently. Online ordering and deliveries are the
now the name of the game, and the Group has developed
new concepts accordingly. In France, the Weeky Connect
app saves time for high-school and university students by
enabling them to click and collect their meals. And Elior is
continuing to roll out bon’App - the app that parents can
use to see their children’s menus, identify allergens and
pay online. In the United Kingdom, Elior has even gone one
step further, with ChEATAH, which Roehampton
University’s students can use to order pizzas online which
are then delivered directly on campus. As millennials also
have a clear preference for main-street brands, the Group
has developed concepts and cemented partnerships that
bring urban trends into educational establishments. In
France, Elior has successfully tested Weeky - a new fast-
food concept for high-school pupils and students - at four
pilot sites. And in the United Kingdom, it is continuing to
develop Urban Rajah, a new Indian street-food concept, in
an exclusive partnership with its celebrity chef founder.
Meanwhile, at the University of Sunderland, Elior UK has
introduced a Starbucks, street-food formats and a bar
that’'s open for evening events. In the United States,
universities tend to favor a blend of main-street brands,
local names and original concepts. Consequently, while
Areas’s long-standing partnerships have facilitated the
rollout of Chik-Fil-A and Starbucks franchises by Elior
North America in the education market, students have

also been given a chance to discover the new Mexican
street-food concept, Chilaca. And at CSU Monterey Bay
University, A'viands has teamed up with Verve, a trendy
and highly-popular coffee roaster brand originating from
Santa Cruz.

f) Encouraging young people to eat well

A firm believer in knowledge transfer, the Group has
positioned itself as a responsible enterprise that has arole
to play in teaching children balanced and healthy eating
habits, both in and out of school. During the year,
Serunion in Spain teamed up with the chef,
Sergio Fernandez, to create Club Nutrifriends, whose aim
is to help primary school children develop their critical
thinking skills when it comes to making daily food
choices. In the same vein, Serunion published the third
volume of its “Noa & Max” series which promotes healthy
eating in a fun and entertaining way. And in France, Elior
encourages young children to stand on their own two feet
when it comes to food choices through Mon 1er Resto and
Le Self qui fait grandir. Mon ler Resto is an innovative
school restaurant concept for pre-school children which is
both pedagogical and stimulating. And Le Self qui fait
grandir is an empowering format specially designed for 6-
10-year-olds. Another way of encouraging young people
to adopt healthy eating habits is to propose dishes that
turn the spotlight on vegetables. At CSU Monterey Bay
university, Elior North America offers Grains & Greens - a
healthy, balanced eating concept which Elior UK has
already introduced in its business & industry market. In
France, Elior offers vegetarian menus designed by its in-
house chef, Sylvain Chevalier, as well as the Mon assiette
liberté concept which proposes a meatless meal
alternative. In the United Kingdom, a wide range of vegan
and vegetarian options is available as part of the Elements
offering, and Vita Mojo allows guests to create
personalized dishes and see each ingredient's nutritional
composition in real time.

g) An ever-more responsible catering offering

The Group pays particular attention to the environmental
impact of its business and has implemented numerous
measures to make its catering offerings more sustainable.
For instance, when its four-year school-catering contract
was renewed with the Hauts-de-Seine region, Elior
undertook to obtain Ecocert certification within the first
year. The Group has a holistic approach which promotes
sustainable eating and respect for the environment, both
for and by school children. In Spain, waste sorting tables
have been installed in schools to combat food wastage and
in France, for the 32 pre-schools and elementary schools
in Versailles (6,000 covers a day), Elior has put in place an
anti-food wastage program comprising a raft of initiatives
such as waste-sorting tables and re-using bio-waste. In
early 2018, Ansamble began introducing fully
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compostable food containers made of 100% vegetable
fiber in 35 schools in the suburbs of Bordeaux. The Group
also closely involves its central kitchens in initiatives to
fulfil its eco-commitments. Consequently, in France, Elior
has launched a consultation process to find new solutions
for optimizing the waste generated by these kitchens. In
Italy, the Pesaro central kitchen has been fully
refurbished, making it a model for the green kitchen
format and a benchmark in terms of the equipment it has
installed. All these initiatives are in line with the CSR
commitments set out in the Elior Group Positive Foodprint
Plan (see Chapter 2 of this Registration Document).

1.6.1.1.3 The Healthcare Market
a) 2017-2018 key figures

e €1,204 million in revenue (25% of total contract
catering revenue)

e 3,000 restaurants

e 600,000 guests per day

In all forms of healthcare facilities, from hospitals to care
homes, a good diet helps to restore patients' and
residents' health and well-being and forms an integral part
of the overall care process. The Group designs catering
formats for these establishments that combine nutritional
values with the enjoyment of eating. Its teams also help
clients adapt their business models to market changes,
such as higher volumes of outpatient surgery and price
pressure from public health authorities.

b) Highlights of 2017-2018

Spain - The Ramon y Cajal hospital in Madrid selected
Serunion to cater for 750 guests a day.

United States - The 2,600 residents of the Presbyterian
Communities of South Carolina can now savor Cura's
delicious catering offerings, served in a warm and friendly
atmosphere.

United States - The Sacramento Meals on Wheels program
- which has been entrusted to Valley - now includes meals
produced by Bateman and a menu that changes on a
quarterly basis.

France - The partnership between L'Alsacienne de
Restauration and the Erstein sheltered workshop led to
the creation of a new restaurant by and for local workers
followed by a central kitchen which delivers 1,500 meals
a day to surrounding schools and nurseries.

France - Elior pursued its partnership with the Colisée
group, gradually rolling out a supply and technical
assistance offering across 80 sites.

Elior Group
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France - Ramsay Générale de Santé renewed its trust in
Elior and Elior Services for 80 of its sites, extending a
partnership begun 25 years ago, which includes, among
other things, seven special menus.

France - Thanks to its strong culinary profile and good
reputation at other sites owned by the Alph’Age Gestion
group, Elior was selected to provide catering services at
the La Roseraie care home in Croissy-sur-Seine (in the
Paris region).

France - The Partage & Vie Foundation renewed Elior’s
catering services contract covering 16 establishments (for
elderly and disabled people) in the north of the country,
representing 1,100 guests a day.

Italy - The local health authorities in north Piedmont
renewed their contract with Elior to cater for around a
thousand people a day at three sites.

c) Contributing to seniors’ well-being and helping
them stay in their own homes

The Group’s corporate mission is to feed and take care of
people. This means going beyond the act of catering to
actually looking after our guests. And this is particularly
the case when it comes to seniors, as the Group is a key
contributor to their well-being. As well as providing meals
on site in care homes, the Group is playing a significant
role in the movement to help elderly people stay in their
own homes by developing its home meal delivery
offerings. In France, Elior offers “homemade” food in care
homes, cooked from scratch using fresh local ingredients,
and provides different textured dishes to meet the
specific needs of residents. During the year, Elior’s chefs
designed 30 Signature recipes by reworking some of the
major classics of French cuisine. The Group also invited
several famous chefs to take part in special events. For
example, in south-west France, five Elior chefs teamed up
with the top chef, Michel Sarran, to create festive meals
for care home residents. We even participated in a film
shoot at the Pieuré Saint Louans site in Chinon to sweep
away the stereotypes of catering for seniors and reaffirm
that a large group like Elior is capable of providing
bespoke services.

The Group’s central kitchens are also a major strength
when it comes to meal deliveries - a sector that is growing
rapidly due to an aging population and the increasing
trend of aging at home. In a bid to meet this demand in
Alsace, Elior has opened a third central kitchen in that
region. The Group has also teamed up with the French
postal service (La Poste) to create an offer called Savourer
chez Vous, which helps seniors eat well by providing home
mail deliveries of Elior meals. And with a view to making
an ongoing contribution to seniors’ welfare, Elior has
joined forces with La Compagnie des Aidants, a charitable
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network of carers and helpers. In the United States, Elior
is the leading preparer of Meals on Wheels, with 60
kitchens, and during the year it further cemented its
leading position in the aging at home sector by acquiring
Bateman Community Living. Founded over 30 years ago,
Bateman Community Living is specialized in the market of
meal deliveries to seniors, providing meals either at
seniors’ own homes or in congregate settings. The Group
also supplies food to community centers where elderly
people meet up and chat over a meal or a snack.

In France, Elior has enriched its range of services for the
elderly with two innovative offers: Exhalia, a fragrance
diffuser that helps to stimulate seniors' appetite, and
Dynseo, a simplified messaging solution for residents to
keep in touch with their families which also offers a tablet-
based memory game. In Spain, through its acquisition of
Ulla.sar, Serunion has reached out beyond catering and
home meal deliveries by offering services to the elderly
such as cleaning, washing and bathing and accompanying
them on walks.

d) Tailoring offerings to each patient’s needs

Each hospital patient’s story and experience are different
and nutrition plays a large part in their well-being, which
is why the meals they are served need to be tailored to
their individual needs. In France, the Group has developed
a concept called L’Itinéraire du Patient Optimum, whose
menus are adapted to the specific situation of each patient
based on personalized nutritional protocols that form
part of the overall care process. And for Ramsay Générale
de Santé, Elior has devised seven menus that are specially
adapted to different pathologies, including two new
menus dedicated to the oncology and dialysis
departments. For maternity units, new mothers now have
the Maman Plaisir en Toute Liberté offering - notably
introduced at the GHM de Grenoble private hospital -
which enables them to choose their meals from a “food-
truck trolley” wheeled through the hospital corridors or
to order food directly from their room. The market for
long-stay patients is also evolving, especially for people
with disabilities, and the offers proposed by the Group
can be adapted in line with these changing needs. The
many initiatives put in place in France have also inspired
the Group’s other countries. In Spain, for example,
Serunion has presented to healthcare sector professionals
the Group’s Faciles a manger ("easy-to-eat") concept
designed specifically for elderly people who have
problems with chewing and swallowing. Originally created
by Elior’s teams for the French healthcare market, this
concept's international rollout is a prime illustration of
the synergies being leveraged across the Group.

e) Focusing on the enjoyment of meal times

In the healthcare sector more than anywhere else, the
relationship we build up with our guests is fundamental.

Being in hospital can be stressful and patients can feel
captive to their situation, which makes their need for care
and comfort even greater. The pace and patterns of their
lives are different to what they are used to and meal times
therefore take on an all-important role of creating a sense
of well-being and familiar routine. That is why Elior has
developed a range of innovative solutions that help its
clients stand out from the competition, increase patient
satisfaction and facilitate the work of care staff. In France,
Elior has launched premium extra offerings such as Matin
Plaisir (tasty breakfasts proposed as an addition to the
standard offering) and Repas Plaisir (a selection of
gourmet dishes approved by well-known specialists). And
in three hospitals that have recently selected Elior as their
caterer, the foodservices offering will also include food-
trucks brought in once a week to add a lively twist to the
foodservices offering. This trend is also taking off in
Spain, where Serunion and the Universitario Central De
Asturias hospital (HUCA) have teamed up with the
Michelin-starred chef, Nacho Manzano, to offer patients
and staff exceptional dishes showcasing local recipes. In
the United States, Elior North America won over six
SpiriTrust Lutheran sites thanks to Cura’s culinary
innovations which encourage guests to eat well and with
dignity and to enjoy their food.

f) Developing hospitality services

In addition to its catering offerings, Elior also proposes
services to patients that help break up the daily routine of
their hospital stay, which can often be a stressful time.
These new services have been developed by Elior's
Services and Healthcare teams in France. For example, at
Elsan Santé Atlantique in Nantes, patients can now have
their favorite newspapers delivered directly to their room.
And at the brand-new Nord Deux-Sévres hospital in
Parthenay (near Poitiers) and the Les Portes du Sud
hospital in Vénissieux (near Lyon), patients have access to
a television rental, concierge and room services offering.

g) No kitchen? No problem!

A growing number of healthcare establishments are
opting not to have on-site kitchens so that they can fully
focus on care. In view of this, Ansamble has devised a
meal delivery offering based on its central kitchen
services. This new offering was one of the main reasons
why its contract was renewed with the Cliniques
Mutualistes du Finistére et du Morbihan in France.

1.6.1.1.4 The Services Business
a) 2017-2018 key figures

e No.l for cleaning services in the French healthcare
market

2,300 sites
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e 19,000 employees in France

Elior Services proposes a comprehensive range of value-
added services that meet the requirements of healthcare
establishments, sensitive industrial environments and
retail spaces where cleanliness and services are essential
to brand image.

b) Highlights of 2017-2018

France - Elior and Elior Services won numerous contracts
together for health and social care establishments: in
Melun, Arras, Marseille, Caen, Nantes, Grenoble etc.

France - Thanks to its focus on employee well-being and
workplace safety, Elior Services won a contract covering
340 EDF sites in the Paris region and the north and east of
France following a national bid process.

France - Elior Services has been included in Ikea’s nation-
wide approved supplier list and has already begun to
manage cleaning services at four Ikea stores (in Metz,
Strasbourg, Villiers-sur-Marne and Montpellier).

France - Nespresso renewed its trust in Elior Services to
provide cleaning services at 26 of its stores across the
country.

France - Satisfied with its comprehensive offering and
organizational efficiency, four hospitals in the Paris
region, including HIA Bégin, renewed their contracts with
Elior Services.

c) A continuous innovation approach

In order to continually enhance client offerings and
facilitate the work of its teams, Elior Services is pursuing
its Novacio collaborative innovation program. A
particularly successful outcome of this program is the
smart trolley, which proved its credentials once again in
2018. Now used at 15 Ramsay Générale de Santé sites, this
state-of-the-art innovation allows specialized cleaning
teams to communicate in real time with clinic staff.
Another innovation is the Easytraca app. Based on NFC
technology for traceability, real-time monitoring and
improving working organization, Easytraca has impressed
the four Ikea stores whose cleaning is now managed by
Elior Services. And Elior Services is just as innovative when
it comes to environmental matters, having rounded out its
already-wide offering in this field with a comprehensive
and responsible waste management solution called
Valogic. One of the stars of the year was Pepper, a
humanoid robot who’s become a real hit with the public.
Pepper - who is an ambassador for new technologies -
welcomes people at the Group’s head office, presents the
operations of Elior Services and Elior Group, carries out
satisfaction surveys with people visiting the Group’s LAB,
and of course amuses and entertains them.
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d) New expertise in corporate reception and
hospitality services

Drawing on its position as a benchmark player in cleaning
and hygiene services, Elior Services is deepening its
expertise in corporate reception and hospitality. During
the year it launched a new website entirely dedicated to
reception services as well as an e-book called “Hospitality
Inspiration” with a view to showcasing its corporate
hospitality savoir-faire. As part of its Novacio program,
Elior Services has also launched FI LINKS - a cutting-edge
instructional design system that places hospitality-
inspired behaviors and attitudes at the heart of the service
process. This expertise convinced Lacoste to assign Elior
Services all of its cleaning and facility management
services for its two office buildings in Paris. The contract
covers all of the services related to the buildings and their
occupants as well as the actual running of the buildings,
such as reception areas, mail and shuttle services,
logistics, cleaning, waste management, safety and
security, light maintenance, multi-technical services, an e-
concierge, grounds management and flower
arrangements. Following its acquisition of the concierge
company, Alfred, Elior Services can now offer concierge
services both online and on-site. This hospitality expertise
also extends to the healthcare sector as healthcare
establishments are increasingly looking to outsource such
services. Just as Elior Santé has risen to the sector’s new
challenges by introducing up-to-the-minute catering
offerings, Elior Services now offers room preparation and
personalized reception services as well as serving meals.
The innate ability of these two Elior Group subsidiaries to
adapt to market demand was precisely why
Ramsay Générale de Santé decided to renew its contracts
with Elior Santé and Elior Services for catering, hospitality
and specialized cleaning services in 70 healthcare
establishments.

e) Broader CSR commitments

Elior Services pays particular attention to the impact its
business has on the environment and society, as
demonstrated by its CSR Impacts+ strategy and in line
with the Group’s Positive Foodprint Plan. The main CSR
focuses for the company and its teams in 2017-2018 were
sorting and collecting waste, using responsible products,
introducing daytime working for service agents and
launching a responsible purchasing charter. Elior Services
also put in place many innovative measures during the
year including a rainwater collection system at Unibail
Rodamco Westfield’s site, which supplies 400 liters of
water a day that is used for Elior Services’ cleaning
equipment. Elior Services’ responsible approach has won
the acclaim of many different organizations. For example,
it was awarded the Ecovadis gold medal for its CSR policy
that allies financial performance with environmental

REGISTRATION DOCUMENT = ELIOR GROUP = 2 5



Elior Group
The Group’s Businesses and Strategies

commitment and well-being at work, ranking in the
highest 2% of all of the companies that were rated.

In addition, Elior Services’ sustainable development policy
received a score of A++ in the indice vert - a labeling
system developed by the French public and private
hospitals procurement association (CAHPP).

Also during the year, Elior Services' ISO 9001:2015 and
MASE certifications were renewed and it maintained its
ISO 14001:2015 and Certiphyto certifications.

1.6.1.2 The Group's Concession
Catering Business Line

2017-2018 key figures:

e €1,832 million in revenue (27% of total consolidated
revenue)

e No.3 worldwide

e An operating presence in 13 countries
e 2,100 restaurants and points of sale

e 900,000 customers per day

e 23,000 employees worldwide

In its concession catering business line, the Group
operates food and beverage and retail concessions, mainly
at travel- and leisure-related locations. This business
encompasses three key markets: airport terminals,
motorway service plazas, and city sites (including railway
stations and leisure venues).

The Group is the third-leading concession catering
operator globally. It has concession sites in 13 countries,
in Europe and the Americas. Its main geographic markets
are France, Italy, Spain and the United States but it also
has concession catering operations in Mexico and
Germany, and, on a lesser scale, in Portugal, Denmark,
Chile, Colombia, Belgium, Luxembourg and the Dominican
Republic. In the United States it operates concessions
mainly at airports and service plazas on toll motorways.
As part of its concession catering business, the Group
proposes varied offerings - including table-service dining,
takeaway options, and shops and services for travelers
and visitors - at airports, motorway service plazas, railway
stations and other sites such as leisure and vacation
parks.

Concession catering brands

The Group operates food and beverage concessions under
directly-owned brands, such as L’Arche, A Table !, COMO
and Airea for free flow, La Pausa and Pepito Grillo for table
service and Deli&cia, Briciole, Philéas, Go Johnny Go and
Super Wild Coffee for fast food, as well as main-street
brands under franchise agreements, including PAUL,
McDonald’s, Courtepaille, Costa Coffee, Five Guys, Burger
King, La Place, Exki, Starbucks Coffee, Wendy’s and
Dunkin’ Donuts.

The Group also operates duty free retail concessions
through franchise agreements or through directly-owned
retail brands such as Divers and Sibarium in Spain. Lastly,
the Group has retail operations on motorways and in
airports, using franchised brands such as
Carrefour Express, Franprix and monop’daily.

1.6.1.2.1 The Airports Market
a)2017-2018 key figures

e €867 million in revenue (47% of total concession
catering revenue)

e No.l in France, Spain and Italy
e 91 airports worldwide
e 770 points of sale

The Group is a long-standing partner of many European
airports, with over 39% market share in France, Spain and
Italy, and is are expanding rapidly in this market in the
United States. Its overall strategy is underpinned by a
deep understanding of travelers’ needs - particularly
those of frequent flyers - as well as an extensive
knowledge of consumer trends and popular brands. This
enables us to offer airports the best combination of
international and regional brands as well as innovative
theme-based formats, resulting in a high-quality and
varied services offering for a multi-cultural clientele. The
Group’s expansion is also being propelled by the steady
growth in air traffic that is continuing to outpace global
growth.

b)Highlights of 2017-2018

Chile - Areas won the concession catering bids for three
of the six points of sale in the new C and E terminals at
Santiago airport.

Colombia - Areas now has eight points of sale at Bogota
airport.

Spain - Areas has become the main concession operator
at Barcelona El Prat airport, having won the contracts for
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15 new points of sale covering a vast spectrum of
concepts.

Spain - Areas strengthened its position at Malaga airport,
securing seven new points of sale and increasing its total
to nine.

United States - Areas continued to expand its business at
LAX, opening eight new points of sale.

United States - Areas opened two new points of sale out
of the sixteen it won for Minneapolis-Saint Paul airport.

France - Areas won the concession contracts for three
new points of sale at Paris-Charles-de-Gaulle airport: an
ExKki, a Starbucks and the first Sushi Shop to be opened by
the Group.

France - Areas reached an agreement with McDonald’s
concerning the management of two airport restaurants -
one in Terminal 1 at Paris-Charles-de-Gaulle and the other
at Orly-Ouest.

France - Following a bidding process, Areas’ contract was
renewed for the eight points of sale it already operated at
Toulouse-Blagnac airport, comprising a mix of franchises
and directly-owned brands: Victor, Panorama, Super Wild
Coffee, MasQMenos, Starbucks, etc.

Italy - Areas refreshed its offering at Naples airport with
the opening of the first point of sale operating under the
directly-owned brand, Farine, which is being developed
Europe-wide.

Italy - Milan-Malpensa airport now has outlets operating
under two new brands: Spontini, a high-popular local
pizzeria, and Inamore, a coffee shop concept designed by
Areas.

Mexico - Areas strengthened its presence at Mexico City
and Guadalajara airports (with ten new points of sale at
Guadalajara).

Portugal - Following its acquisition of Cores Doces, Areas
now serves 4,000 customers a day at its shops in six
airports.

Portugal - In partnership with ANA, Areas overhauled the
Portfolio chain of four concept stores, a move which is
already proving successful.

c) Innovative concepts and services

Elior Group stands out from the crowd in the fiercely-
competitive airports market by regularly adding
innovative formats and concepts that are inspired by the
major trends in commercial catering. For example, in Italy,
Areas has brought the street food experience to airports,
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with Hot Dog Station carts introduced at Rome-Fiumicino
and Naples International Airport. Naples International
Airport is also now home to the first Farine - a new
French-style café and bakery concept developed by Areas.
At Madrid-Barajas airport, during the year Areas
inaugurated a new outlet under its flagship brand,
Sibarium Delicatessen, which for the first time combines
a tasting bar with a traditional offering of gourmet
Spanish products. In Portugal, Faro airport saw the
opening of a new point of sale as part of the fifth-
anniversary celebrations of the Portfolio brand (owned by
ANA Aeroportos and fully managed by Areas). This
illustrates Areas’ intention of continuing to expand this
brand, which has a local produce offering that showcases
the very best of Portuguese culture. The concepts
developed by Areas have also met with success on the
other side of the Atlantic. For instance, at Mexico’s third-
largest airport, Guadalajara - where Areas already
operated five restaurants and 12 points of sale - it has
further enlarged its footprint by opening 10 new concepts
at the heart of the 1,300 sq.m. Mercado Providencia
foodhall. These new concepts include Asian Street Food,
developed in partnership with a Mexican chef, and
Cienaga, a Mexican brand specially created for travelers
which embodies the spirit of Mexican cuisine. At Miami
and LAX airports in the United States, Areas has
responded to high public demand for vegetarian and
vegan food, offering The Beyond Burger - a veggie-burger
that tastes uncannily like meat. And in Miami, travelers
can now take a break at La Pausa and choose from its
menus designed for all tastes and budgets.

d)Local brands

Every day, thousands of air passengers in transit come
through an airport with no time to visit the actual city. To
offer them at least a taste of the best local gastronomy,
Areas has forged exclusive partnerships with renowned
regional chefs and brands. This type of initiative clearly
demonstrates Areas’ ability to act at different levels,
bringing together exclusive regional names and major
international brands. At Minneapolis-Saint Paul airport in
the United States, for example, Areas orchestrated the
opening of a Blue Door Pub, a brand close to the hearts of
the people of Minneapolis thanks to its totchos and Juicy
Lucy. Definitely worth making a trip for! Visitors to this
airport will soon also be able to have a table-service meal
at the Cook & the Ox, a restaurant concept thought up by
local chef Jack Riebel, the culinary genius behind
Lexington in Saint Paul and the Butcher & the Boar in
Minneapolis. And at LAX, two Ashland Hill outlets reflect
the fashionable ambiance of Santa Monica. Back in France,
Toulouse-Blagnac airport now has a Victor restaurant,
offering a wide range of local produce supplied by
stallholders from Toulouse’s famous Victor Hugo market
- a favorite destination for the Pink City’s foodies. At
Spain’s Barcelona airport, nearly half of the brands on
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offer are local, giving everyone the chance to pop into
Boldu - Barcelona’s famous bakery and pastry shop - or
the legendary cocktail bar, Javier de la Muelas (with its
fabled Montesquieu and Dry Martini). In Italy, Areas has
joined forces with Mancini - a small firm with a great
reputation for its pulled-pork sandwiches - and has
opened two Mancini corners at Rome airport.

e) Teaming up with well-known chefs

Areas works in partnership with the best international
chefs across the globe in order to entice guests with
gourmet offerings. For instance, at Malaga airport in
Spain, it will soon be opening a new fine-dining restaurant
in collaboration with Andalusian chef, Dani Garcia. This
restaurant will join the Kirei sushi bar, developed by
Kabuki and run by Areas under the guidance of Michelin-
starred chef Ricardo Sanz. In 2018, Kirei was named best
premium dining airport restaurant of the year at the FAB
Awards, in recognition of its innovative and high-quality
food offering. At Bilbao airport, Areas has partnered with
top chef Ricardo Pérez to propose Yandiola - Exploring the
World from Bilbao covering 352 sq.m. of dining space.
Here, guests can enjoy a taste of the Basque specialties
that made the reputation of Pérez's award-winning
Yandiola restaurant in downtown Bilbao. In France,
following on from the successful I Love Paris which was
launched in 2015, Areas has renewed its partnership with
the legendary Grand Véfour chef, Guy Martin, opening a
second fine-dining restaurant at Paris-Charles de Gaulle
airport. Called The French Taste by Guy Martin, this neo-
classical brasserie was designed by architect Charles Zan
with a Palais Royal-inspired décor.

f) A larger footprint at Spain’s main airports

In 2017-2018, Areas boosted its leading positions in
Spain’s travel and leisure market by increasing its
presence at Madrid, Barcelona, Palma, Malaga and Seville
airports. At Barcelona-El Prat airport, Areas won a major
eight-year contract for 15 new food outlets covering
6,200 sq.m., making it the airport’s largest commercial
operator with an overall 29 points of sale. The new food
and beverage offering comprises numerous concepts,
with local brands such as Boldu and Javier de las Muelas,
well-known international brands (e.g. Burger King, Exki, La
Place and PAUL), popular brands directly owned by Areas
like Deli&Cia and COMO, and national brands that have
been successfully tried and tested in other Spanish
airports such as SantaGloria and MasQMenos. Seven new
points of sale will also be opened soon at Malaga airport
in addition to the two outlets already managed by Areas.
These consist of three specialist ice-cream shops where
tourists can savor the premium Carte d’Or brand and two
MasQMenos tapas bars as well as the top-end eatery, Kirei
and Bibo Flamenco Bar & Tapas. Lastly, at Madrid-Barajas,
Areas is giving the Dutch brand, La Place, the opportunity

to continue its European expansion following on from its
initial launch in French railway stations.

1.6.1.2.2
a) 2017-2018 key figures

The Motorways Market

e €582 million in revenue (32% of total concession
catering revenue)

e No.l in France and Spain
e 227 motorway service plazas worldwide

Motorway service plazas are another of the Group's long-
standing markets and it is the leader in this segment in
France and Spain. Its diversified catering and services
offerings have established it as a benchmark player in
Europe and, building on this base, it has exported its
expertise to the United States where it operates service
plazas on major motorways in Maryland and Florida.

In order to meet the needs of an extremely varied clientele
(families, business travelers, truck drivers etc.), the Group
has developed a diversified catering, retail and services
offering, including the A Table ! restaurant (successor of
the long-standing L'Arche brand), food courts, corners
and mini-markets so that customers can either eat on site
or buy something to take away. Thanks to the Group’s
combination of directly-owned concepts and partnerships
developed with a wide range of main-street brands it is
able to adapt its offerings to the specific characteristics of
each service plaza.

b)Highlights of 2017-2018

Spain - Areas won the bid for the Villalba and Villacastin
service plazas on the AP6 motorway.

United States - The renovations carried out by Areas at
the Ft. Pierce Service Plaza on the Florida Turnpike were
completed.

France - ASF Vinci renewed its contract with Areas
following an invitation to tender for the management of
eight points of sale (operating under the Burger King, A
table !, PAUL, Super Wild Coffee and Easy Drugstore
brands) at the Lancon-Provence service plaza on the A7.

France - APRR once again selected Areas following an
invitation to tender for the Venoy-Grosse Pierre and
Venoy-Soleil Levant service plazas on the AG.

Italy - Areas refurbished its points of sale at the Bormida
West and Aglio West service plazas.
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Portugal - As part of its joint venture with Brisa, Areas
took over the management of several service plazas,
which will gradually be renovated in the coming years.

c) The motorways of the future

In line with its highly innovative policy aimed at
anticipating the catering trends of the future, Areas
applies a collaborative thinking approach to obtain input
from a variety of different profiles. During the year, it
organized a giant hackathon with the Vinci and Certas
Energy France groups to conceive the motorway service
plaza of the future. The event brought together some sixty
people from different walks of life (Elior Group
employees, start-ups, students from the Ferrandi school,
Dragon Rouge stylists, etc.) and had a top-quality judging
panel. Various ideas for customer circulation flows were
explored to improve the user experience and three key
priorities emerged: eco-responsibility, underground
parking and the importance of offering co-working spaces
connected to users and their environment.

d)A Table ! - a European concept

Areas opened its first A table ! restaurant in Portugal in
2017. Since then, this new free flow format has arrived in
France, illustrating the Group’s ability to give its concepts
an international dimension. The Limours-Janvry (A10),
Macon Saint Albain (A6), Assevillers Est (A1) and Orléans
(A10) service plazas all now host this directly-owned
brand, which has been reworked to meet the requirements
of the modern-day motorway cafeteria. With a peaceful
and relaxing decor, it proposes a large selection of dining
options and highly efficient service. The concept can also
be adapted to different places, offering a taste of the local
gastronomy in each location.

e)Renovations and events

With a view to giving travelers ever-more enjoyable
journey breaks, Areas is upscaling its motorway service
plazas, by carrying out spectacular renovation works and
regularly organizing special events. The inauguration in
January 2018 of Ft. Pierce Service Plaza on Florida’s
Turnpike was the crowning moment of Areas’ ambitious
renovation program aimed at modernizing the plazas on
America’s second-largest toll motorway and making them
more attractive. For a service plaza to appeal to motorists
it must not only have a modern design but also hold
attention-grabbing events that make people’s journeys
more enjoyable. In line with this, Areas strives to provide
best-in-class services and entertainment throughout the
year. One example is Culin’Aires, which Areas staged in
France during the year in conjunction with three other
major players in the French motorways catering market -
Autogrill, Sighor and SSP. This event allowed millions of
guests to enjoy two menus devised by the master chef,
Marc Veyrat, throughout the summer, in 160 cafeterias
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and sandwich bars across the country. Thanks to the Menu
du Jour app (menu of the day), motorway customers
detected within a range of 30km could get a push
notification inviting them to try out the offer. Also in
France, Areas created a special event with Esso where gas
pump operators dressed up as Formula 1 mechanics
helped passengers refuel their cars.

f) Management leases on the rise

As a major player in the motorway concessions market in
France, Spain and the United States, Areas has decided to
diversify its business model. With a view to pursuing its
growth trajectory, its business is now split between the
conventional concession model and sites operated under
management lease agreements. Conventional concession
arrangements entered into with motorway concession
grantors or oil companies have been very successful for
the Group and the aim is clearly to continue and develop
this model, e.g. by setting up joint ventures like the one
with Brisa in Portugal. At the same time, in France, Areas
now runs 56 sites under management lease agreements
through a partnership with Certas Energy Retail France
(the DCC Group), which manages Esso’s network of gas
stations. This model is based on cross-participation in the
rental and management of the shop and restaurant so that
both parties are fully involved. These tight-knit
partnerships result in lower capex for Areas and
encourage cross-party thinking about the motorways of
the future.

1.6.1.2.3
Leisure

Railway Stations, City Sites and

a) 2017-2018 key figures

e €383 million in revenue (21% of total concession
catering revenue)

e No.1 in the French railway station catering market
e 84 railway stations in Europe

b)Railway stations

Railway stations are currently undergoing a
transformation process driven by an overall strategy of
turning them into bright and welcoming spaces which are
appealing to passengers while also helping them make
good use of their time. The Group is playing a key role in
this transformation through its new concepts for eat-in
and takeaway catering with rapid service and its focus on
modern, people-friendly settings.

Highlights of 2017-2018

France - Areas won the bid to renew the contract for nine
points of sale it operates at Montparnasse railway station
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in Paris, including Paul, Maison Pradier, Super Wild Coffee
etc.

France - Areas secured the bid to renew the contract for
two points of sale it operates at Lyon-Part-Dieu station
(Exki and Carrefour Bon App).

Italy - Areas was awarded first-time contracts for two
points of sale at Roma Termini station, marking its entry
into the Italian railway stations market.

The rail transport sector has held up well in these difficult
economic times, with traffic volumes continuing to rise,
led by growing urbanization and the extension of public
transport networks. Concession grantors’ overall strategy
for stations is to make them people-friendly, welcoming
and safe places, and the Group is working hard to help
them achieve these aims.

A growing number of new brands

Railway stations are increasingly becoming go-to rather
than pass-through places. In order to cement its position
as a benchmark concession caterer, the Group is seizing
this opportunity to develop its own brands and make
them as popular with the public as its franchises. In 2018
numerous new concepts were added to the existing
portfolio of 150 brands, with the aim of offering a range
of bang on-trend solutions tailored to each occasion. In
France, Paris's Gare de I'Est station saw the opening of the
first Go Johnny Go - a premium take-away counter with an
innovative fast casual food offering. And at Gare du Nord
station, Bara showcases the regional gastronomy of
western France, in partnership with the chef, Thierry
Breton. In parallel, Areas is continuing to forge
partnerships with franchised brands such as La Place, a
highly successful Dutch concept based on fresh, local
produce and 100% natural ingredients with homemade
recipes prepared on site. Having opened in kiosk format
at Gare du Nord and restaurant format at Gare de I’Est, the
next destination for La Place will be Spanish airports!

Digital solutions for customer purchases

Digitizing the customer purchase process is all-important
in the concession catering market. On the one hand, it
saves time for travelers and makes their life easier. And
on the other, it helps Areas’ teams to provide seamless
service and optimally manage customer flows. Areas
therefore incorporates numerous smart systems into its
catering concepts. In France, the pre-order app Wiiish,
developed by Areas, has been deployed at the Paris Expo
Porte de Versailles exhibition center. And at Gare du Nord
railway station, it has been included in the SNCF’s En gare
digital services platform, positioning Areas as a leader in
click & collect. At Gare du Lyon station in Paris, Areas has
teamed up with the Montpellier-based start-up, Awadac,

to install smart tables in one of the station’s restaurants.
The screens in these tables can be used to view menus in
several languages, select dishes based on their allergen
content, order food, call for waiting staff (who wear smart
watches), give feedback on the service quality and look up
train times.

Italian stations open up to competition

In Italy, Grandi Stazioni Retail is in charge of the leases for
465 points of sale in 14 of Italy’s largest stations: Central
in Bologna, San Maria Novella in Florence, Piazza Principe
in Genoa, Central in Milan and Naples, Rome Termini,
Turin Porta Nuova and Venice Mestre stations. In 2018,
Benetton decided to sell its shares in this company and
Areas seized this opportunity to enter the Italian railway
stations market, which until then had been inaccessible.
In this more open environment, Areas has numerous
strengths that help it stand out from the competition. And
the strong performance of its brand portfolio in Italian
airports places it in good stead for a similar success story
in the railway station market. After the opening of a Caffe
Vergano and a Porchetta Mancini at Rome Termini this
summer, a new food court is scheduled to open at Bari
station in the near future. Areas has set itself the objective
of one to two new openings a year, with a targeted
selection of top brands.

c) City Sites & Leisure

For places where people are looking to relax and enjoy
leisure time, we have developed exceptional expertise to
bring out the best in each of these unique locations, which
provide an excellent showcase for the Group. And our
ability to offer best-in-class catering for events that attract
large numbers of people to exhibition centers and sports
stadiums is a key contributing factor to the success of the
shows, trade fairs and sporting matches held at those
venues.

Highlights of 2017-2018

Germany and France - Areas continued to expand its
food services offering for Center Parcs vacation villages,
launching several new brands (both directly-owned and
franchised) and a range of innovative services such as
meal deliveries and smart tables.

Spain - Areas won a contract with Fira de Barcelona for 16
points of sale which will bear the colors of seven different
concepts in order to fully satisfy the visitors to its
exhibition centers.

Spain - IFEMA renewed its contract with Areas covering
the management of four points of sale at the food court
for visitors to trade shows held at its Feria de Madrid
Convention Center
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United States - Constellation Culinary Group opened a
new restaurant called Stir in the Philadelphia Museum of
Art, designed by Frank Gehry.

Italy - Areas opened a second point of sale at the Fiera
Milano exhibition center, under the La Piazzetta banner.

A broader offering for exhibition centers

During the year Areas reinforced its position in the
exhibitions centers sector, by demonstrating its ability to
host thousands of visitors at major events.

In Spain, the contract with IFEMA for the Feria de Madrid
Convention Center was renewed for a five-year period.
Areas provides a food services offering covering a floor
area of some 1,000 sq.m. at this venue, which hosts many
exhibitions, conferences and events that attract over three
million visitors a year. In Barcelona, Areas still works
closely with the Fira de Barcelona, managing 16 points of
sale at its exhibition centers as well as catering services at
the Palau de Congressos. Visitors to these venues will be
able to discover the following brands: Deli&Cia (Areas’
directly-owned takeaway brand which it has developed
internationally); La Pausa (a concept based on market-
fresh produce); Briciole (a high-end bakery originally
developed in Italy by Areas); a Caffriccio cafeteria; a
Pizza’n Co; a Buena Pinta bar; and the Saboramar, a fine-
dining restaurant. In Italy, Areas is opening up new
opportunities by deepening its expertise in catering for
exhibition centers. For example, at Fiera Milano- one of
the largest exhibition centers in Europe - it has opened
two new eateries: Briciole Green and La Piazzetta. Lastly,
in France, Areas is the concession operator for Paris Expo
Porte de Versailles and during the year it launched three
new concepts for this major exhibition center: Go Johnny
Go, La Halle Gourmande and the Bistrot de Paris. In May,
the Group took advantage of the Vivatech trade show held
at Porte de Versailles to roll out Wiiish, its first online meal
ordering service in the concession catering market.
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Play 2 Learn

Highly-committed to providing training to its teams, in
2017-2018 Areas decided to offer them a new experience
by entering the age of game-based learning (or “serious
games”). The difference between this form of learning and
more traditional training is that it enables participants to
remember content better thanks to a more motivating and
amusing approach. Areas tested out this innovation at the
2018 Paris Motor Show, which is held at the Porte de
Versailles exhibition center and requires large numbers of
temporary staff for the on-site teams. The Play 2 Learn
mobile app gives team members the Academy by Areas in
their pockets and offers them a fun, innovative and
intuitive solution for developing their professional skills
while playing at the same time. The app proposes a
multitude of training capsules to build both business-
specific and cross-business knowledge. The wide range of
constantly-evolving content covers a plethora of topics
ranging from hygiene and health and safety to front-of-
house customer services, sales, personal development,
management, digital culture, major events, current affairs
and human resources, to name but a few. And as an
incentive, when they complete a training module, staff
receive “miles” that can be collected and exchanged for
gifts.

Center Parcs renews its trust in Areas

Drawing on its expertise in the world of travel and leisure,
since 2010 Areas has proposed a wide array of original
offerings to vacationers staying at Center Parcs villages:
table service, fast food, food stores with delivery service
and events catering for seminars. Fully satisfied with the
quality of these services, the Pierre & Vacances-Center
Parcs group has granted Areas an exclusive contract for
managing their catering and food store operations until
2031. This new contract covers the five existing Center
Parcs vacation villages in France and the three in Germany,
as well as the villages currently being built in France (in
the Lot-et-Garonne region) and Germany (in Bavaria) as
well as the Sunparks sites in Germany.
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1.6.2 THE GROUP’S STRATEGY

In 2018, the Group began a new chapter in its history with
the launch of the Elior Group 2021 three-year strategic
plan. The aim of this plan is to fully capitalize on the three
businesses we operate in 15 countries worldwide: contract
catering, concession catering and services (principally
operated in France).

The overriding goal for 2021 for the Group and its new
executive team is to consolidate the Group's positions and
affirm its leadership. This goal is underpinned by three
financial objectives, namely to achieve:

- Organic growth of over 3% per annum on average
and external growth fueled by bolt-on acquisitions
in the United States.

- Adjusted EBITA growth that is twice as high as
organic revenue growth.

- Cumulative operating free cash flow of €750 million
over the period, allocated to acquisitions in the
United States, deleveraging and returning cash to
shareholders.

In the coming three years - the first of which will be a year
of financial and organizational consolidation - the Elior
Group 2021 strategic plan’s execution will be based on
three pillars of value creation:

1. Developing talented and high-performing teams.
2. Investing in growth drivers.
3. Increasing cash generation.

Breakdown of objectives by business

Contract catering in continental Europe: consolidate the
Group’s leadership and explore new growth opportunities.

Contract catering in the United Kingdom and India: grow
organically twice as fast as the overall market.

Contract catering in North America: outpace market
growth and continue to expand through bolt-on
acquisitions.

Services: pursue profitable growth and continue to
innovate.

Concession catering: obtain a return on past investments
and grow selectively.

The Elior Group 2021’s overall goal is rooted in its
corporate mission: to feed and take care of people. And
every day our 132,000 employees work hard to make that
mission a reality. We feed and take care of our guests at

all stages of their lives, at any age, any time and any place,
to help them grow up, get well, or just live better.

Innovation and social responsibility are at the heart of
everything we do. To this end six initiatives have been
launched to transform the Group and make it a
benchmark player in six different domains: people,
clients, the menu-to-sourcing value chain, on-site
organizational efficiency, finance and IT & digital.

- People: The Group’s people are its greatest asset. Three
main focal points for this domain have been defined for
the coming three years - workplace health and safety,
talent management and compensation & benefits - with
the overall aim of ensuring employee engagement and
aligning their interests across front-line positions and
corporate support functions.

- Clients: The development, expansion and retention of
the Group’s client base is at the heart of its growth
strategy. Many best practices exist within the Group,
which need to be shared and leveraged globally.

- Menu-to-sourcing value chain: The Group’s approach to
excellence includes analyzing the menu-to-sourcing value
chain, from farm to fork. This initiative is based on three
pillars: enhancing the relevance and quality of menus,
strengthening the supply chain and rolling out Group
processes across all of the operating companies.

- On-site organizational efficiency: The Group is focusing
on four efficiency enablers: calibration models with
productivity standards by site, accurate forecasts, sharing
best practices and systems integration.

-IT & digital: The key priorities for the next three years in
this domain are (i) putting in place a strict governance
system to ensure that projects and costs are tightly
controlled throughout the Group, (ii) paying particular
attention to information security, (iii) continuing to stand
out from the competition through technological
innovation and digital solutions, (iv) creating a portfolio
of robust solutions, and (v) growing the Group’s capacity
to capture and exploit data, especially for new digital
services.

- Finance: The immediate key priorities for the finance
function are to reinforce and accelerate performance
supervision processes - especially for investments and
commitments - and to improve the procedures for
monitoring free cash flow generation, notably by
shortening reporting and closing deadlines.
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1.6.2.1 Strategy for the contract
catering business

In the countries and sectors where the Group is present,
the contract catering market (also referred to as
outsourced catering) represents a potential of
€125 billion. As the outsourcing rate is 42% this implies
that the market currently represents €53 billion.

The key features of the worldwide contract catering
market are as follows:

e Itis a growth market.

e It is a local market with a limited number of multi-
country invitations to tender as these do not generate
any particular advantages for client companies.

e [t is a specific market, with invitations to tender for
catering services rarely combined with other types of
services, particularly in Continental Europe, the main
exception being in the healthcare sector.

e Itis a market with low barriers to entry, apart from in
the education sector, where operators need to invest
in central kitchens. In many countries, large
corporations work side by side with numerous smaller
players.

e Lastly, it is a market where consumer behaviors
change in line with trends and their expectations are
constantly increasing. For example, consumers now
expect to see grab & go solutions, theme-based
catering, more information about the provenance of
ingredients and allergen details, etc. To meet this
demand, we believe that the supply chain and digital
technology are indispensable factors - particularly for
millennials, who by 2020 will represent 50% of the new
hires made by the Group’s major corporate clients.

The Group’s contract catering strategy is to consolidate its
position as the world's fourth-largest contract caterer,
pursue its organic growth in Continental Europe, grow at
least twice as quickly as the market in the United Kingdom
and India and expand through bolt-on acquisitions in the
United States.

In our contract catering business, we are therefore
continuing to invest in both culinary and service
innovation, in order to ensure we constantly meet our
guests’ demands and can adapt to today's more
fragmented eating times, especially outside traditional
meal hours. Thanks to our unique network of some 100
central kitchens in Europe, we can propose new offers for
the silver economy and SMEs that do not have on-site
kitchens.
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1.6.2.2 Strategy for the
concession catering business

In the countries and markets where the Group is present,
the concession catering market represents a potential of
€11 billion.

The Group’s operations for this business are grouped
together in a centralized worldwide structure under the
brand name Areas. This organization is intended to enable
the Group to leverage growth in air traffic and the
increasingly important role that commercial services now
play in the perceived quality of airports, railway stations
and motorway service plazas.

The Group’s concession catering strategy is to obtain a
return on its past investments and grow selectively.

As the world's third-largest concession catering operator,
with an operating presence on two continents, the Group
intends to consolidate its leadership position in Europe
and continue to expand in the United States. The four
pillars of the Group’s concession catering strategy are as
follows:

- Our local and international teams, who are the business's
front line and key driver.

- Customer satisfaction, with objectives that we intend to
meet or even exceed through the quality of our services,
products and brand and the customer experience we
provide.

- Operational excellence, to enhance free cash flow.
- A selective growth policy.

For its concession catering offering, the Group has
adopted a holistic approach for customers on the move by
incorporating digital solutions and practices in order to
go beyond the notion of on-site catering and instead
propose a whole array of products and services that will
augment footfall at sites and increase average customer
spend. We also plan to continue to create new proposals
that combine several catering and retail offerings, to help
travelers make the most of their time.

The Group's brand policy is centered on four main
objectives: pursuing partnerships with international
brands, developing co-branding in association with mass
retail brands, seeking out carefully targeted local brands,
and further strengthening directly-owned brands.
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1.6.2.3 Strategy for the services e  The healthcare market, where synergies with
business the contract catering business can be further
developed.
The Group’s services business is operated by Elior e Innovation, which will be vital in order to
Services, which is a major player in cleaning, healthcare continue to position the Group in high value-
hospitality and facility management (reception, mail and added services.
concierge services, etc.) in France. e An ambitious HR policy centered on career
management, continuous training and
The cleaning and related services market in France promotion (channeled through the Elior
represents an estimated €30 billion. Services University) as well as a continuous
improvement approach, validated by numerous
In this market, the Group’s aim is to continue to grow certifications.

organically, focusing particularly on:
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1.6.3 THE GROUP’S COMPETITIVE STRENGTHS

As a leading player in the contract catering, concession
catering and services markets, the Group believes that it
has the following main competitive strengths:

1.6.3.1 An operating presence in
growing markets with attractive
fundamentals

1.6.3.1.1 Solid competitive positions in
Europe, complemented by an operating
presence in the highly active US market

In the eight main countries where the Group operates,
contract catering is characterized by a highly competitive
environment, with a large number of small and mid-size
regional operators competing with a few national or
international players. In the Group’s markets, critical size
is an essential competitive factor, as it creates the ability
to offer prices that match market expectations. At the
same time, large players such as Elior Group are better
equipped to compete for major contracts.

In the concession catering business, several large
operators compete for the biggest concessions in the main
sectors and geographic markets. However, most markets
are still fragmented, with a significant number of small
regional and national operators.

a) In Europe

The addressable contract catering market in the European
countries where the Group operates is estimated to
represent over €42 billion, of which only some €20.5
billion is currently outsourced. In most of the countries
and sectors in which the Group operates in Europe, it has
been able to reach critical mass and position itself among
the main market participants. These leading positions in
almost all of the Group’s business sectors and host
countries in Europe have been made possible due to a
decentralized organizational structure that encourages a
local entrepreneurial culture while drawing on the
support functions provided by the Group (purchasing,
finance, innovation, HR and IT). The new organizational
and operational model for support functions is aimed at
aligning best practices in order to deploy them Group-
wide.

Based on revenue for fiscal 2017-2018, the Group
estimates that:

e In France, it is the leader in contract catering, the
leader in concession catering, and the leader in
cleaning services for the healthcare market.

e In Spain, it is the leader in both contract and
concession catering.

e InItaly it is the leader in contract catering and airport
concession catering.

e In the United Kingdom it is the fourth-largest contract
caterer.

b)In the United States

The Group has a solid presence in the United States, where
it first entered the concession catering market in 2006 and
then expanded into contract catering in 2013. The
US market represents a major growth driver, notably due
to (i) the Group’s concession catering business, in which it
holds several large concessions in the motorways market
and is strengthening its position in major airports, and
(i) its solid positioning in the most attractive market
segments of the contract catering industry. The Group
estimates that it is the second-leading operator in the toll
motorways concession catering market in the United
States. In the US contract catering market, the Group has
moved up to the position of fifth-leading operator thanks
to the acquisitions it has carried out over the past three
years.

1.6.3.1.2  Strong potential in contract
catering & services

The Group is present in markets and sectors that have
high growth potential. In Europe, the Group estimates that
the addressable contract catering market in which it
operates was worth approximately €20 billion in 2017. In
the United States, the addressable contract catering
market in the sectors in which the Group operates is
estimated at $94 billion, of which only $37 billion is
currently outsourced. The education market (particularly
in the United Kingdom) and the healthcare market (in the
United Kingdom, Spain and Italy) also represent strong
growth potential, with outsourcing rates still below 50%.

In order to create growth drivers, the Group analyzes the
trends in each of the contract catering and services
markets in which it operates. For example, the Group
believes that:

e In the private sector of the business & industry
market, main-street brand concepts and “grab & go”
formats are growing, service times are extending to
the whole day, and new services are becoming
available as a result of digital technology (click &
collect, take away, etc.), leading to higher footfall
and/or an increase in average customer spend.
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e In the education market, the move towards
outsourcing will accelerate, in particular for secondary
schools and universities, which still have relatively low
outsourcing rates, especially in Italy, France and the
United Kingdom.

e The healthcare market will continue to grow, notably
in France and the United States, due to general
population aging, the market’s still relatively low
outsourcing rates, and the further development of
value-added sub-segments, such as home meal
deliveries as part of hospital after-care services, and
new services related to an expected trend towards
higher-end offerings in elder care facilities.

e The services business will continue to grow, driven by
the combined effect of (i) an increase in outsourcing,
as clients seek ways to reduce costs, and
(ii) constraints related to an ever-stricter and more
complex regulatory framework in this sector.

1.6.3.1.3  Solid market fundamentals in
concession catering

The size of the addressable concession catering markets
in the various countries in which the Group operates is
significant, as these markets are currently only partially
covered by the Group and they have strong growth
potential. For example, the Group believes that:

e In the airports market, growth will be led by an overall
increase in passenger volumes in the coming years.

e In the motorways market, the increasing size of sites
(notably due to the grouping of catering and retail
facilities in one building) is enabling concession
caterers to offer retail and gasoline distribution
services in addition to their food and beverage
services. At the same time, the economic recovery in
Southern Europe - particularly Spain - is leading to a
rise in motorway traffic.

e Market trends for railway station concessions are
holding firm, notably due to growing suburbanization
in the countries where the Group operates, which
pushes up the volume of commuters. Traditional
restaurants will gradually be replaced by coffee shops,
fast-food, snack and retail solutions, which are more
in phase with consumer demand and generate higher
volumes of customers. Lastly, business in railway
stations is moving beyond services purely related to
rail travel, with full-scale shopping centers being
created in station precincts.

1.6.3.2 Contract catering,
concession catering and services
businesses that offer numerous
growth opportunities

Contract catering, concession catering and services have
different financial models which require a different type
of management and offer relatively limited synergies. In
line with this, the Elior Group 2021 Plan was drawn up for
each specific business.

As the contract catering business is a purely local activity,
the Group intends to continue to manage it on a country-
by-country and case-by-case basis. However, there are
potential synergies that can be leveraged in Europe by
sharing best practices between the various countries in
which the Group operates.

The services business is essentially operated in France and
offers synergies that can be generated with the contract
catering business in the healthcare market.

Concession catering is an international business which is
managed vertically and internationally. The goal for this
business is to optimize our brands, concepts,
partnerships and operational excellence.

Procurement and Logistics

In its contract catering business, the Group has a holistic
procurement policy, covering the whole supply chain from
designing recipes and menus through to sourcing.
Consequently, the Group Purchasing and Logistics
Department is tasked with optimizing the entire value
chain including purchasing, sourcing, product quality and
logistics.

This policy is underpinned by collaborative working
methods and a co-construction approach, both internally
and with our suppliers. The main aim is to optimize the
deployment and use of standardized and high-performing
tools and systems across all of our host countries and to
encourage the sharing of best practices Group-wide.

The Group’s size, combined with the deep knowledge it
has of its local and national markets, mean that it can
generate economies of scale.

By factoring in social trends, technological developments
and client expectations concerning our procurement
process, we also contribute to the development of
sustainable supply chains, therefore meeting our clients'
and guests' increasing demand for transparency and
responsibility.
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Business models

Contract catering and services operations require little
capital outlay and have low working capital requirements,
but costs and margins need to be very tightly controlled.
Concession catering operations are more capital intensive
but generate higher cash inflows due to a negative
working capital requirement under multi-year contracts
that offer financial and legal security for the concession
operator.

Image and reputation

Finally, the Group has powerful brand names, which
means that it can capitalize on the reputation for quality
and excellence it has built up over many years.

1.6.3.2.1 Growth opportunities across all
of the Group’s operations, fueled by higher
production capacity and stronger
innovation capabilities

The Elior Group 2021 Plan is underpinned by three main
growth drivers.

The first is the fragmentation of eating times and the
Group’s capacity to meet new consumer demand for
anytime, anywhere foodservices. As this fragmented
demand - spanning from breakfast to dinner - is set to
increase by 45% by 2025 and to represent an estimated
$1.9 billion, the Group has developed a range of offers
that cover the entire day. As well as extending our opening
hours, we have added extra services that can significantly
increase the average customer spend (such as digital
payment systems, grab and go in Spain and takeout dinner
solutions in France and the United Kingdom).

We have also included in our offerings a new highly-
personalized fast food concept called Vita Mojo which
allows guests to order online and carefully control the
calories in their meals.

The second identified growth opportunity is the silver
economy. This market - which has increased by 20% in the
space of four years - currently represents €6 billion
worldwide and is expected to rise to €11 billion by 2022.

Most elderly people need some type of help in their daily
lives. In France, 6 million retired people live at home and
a third require help to prepare their meals. To support
these people who want to stay in their own homes, our
teams have designed a range of recipes that correspond
to their eating habits and can be tailored to the needs of
each guest based on their age and level of autonomy (e.g.
specially-adapted dishes and textures). We have even
teamed up with the French postal service (La Poste) to
create Savourer chez vous - healthy, balanced meals
delivered by the postal staff.

Elior Group
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We intend to draw on our central kitchens, our strong
positioning in the healthcare market and our expertise in
the United States in order to continue to develop our home
meal delivery offerings in Europe.

The third growth opportunity identified is small and
medium-sized enterprises (SMEs). SMEs account for 67%
of European workers (79% in Italy, 73% in Spain and 63%
in France) and correspond to a market estimated at
€53 billion in the Group’s three main operating countries
in Europe. This is therefore a high-potential market,
particularly because many SMEs do not have the space to
install kitchens on their premises.

Our challenge is to find the best model and the best scale
to serve these enterprises. We have tested several
production and delivery concepts to find the best
approach to take and we are now ready to industrialize
these initiatives. SMEs are warring with one another to
attract talent and they have to be able to offer employees
the same benefits as large corporations. We have created
several small and flexible concepts to meet this need. For
example, in Italy, the Food 360 offering lets guests order
their meals via several multi-channel apps (Joy Food) and
then get their meal from a smart fridge installed on site at
their work. In Spain, Vitalista delivers healthy meals to
guests’ offices, with an optional nutritional coaching
service available. In France, we intend to launch the Cocon
concept of small casual restaurants that are not very
capital intensive. We will continue to work on developing
these effective and alternative catering models as well as
on providing no-kitchen concepts in other European
countries.

Digital technology helps to enrich existing services as it
provides the Group with a better understanding of its
guests’ expectations by giving them numerous
opportunities to interact. This means offerings can be
more closely tailored to demand, which has a positive
effect on both footfall and average customer spend.

Additionally, digital technology can be used to create new
types of services.

1.6.3.3 A resilient and attractive
business model thanks to a loyal
client base and long-term
contracts

The resilience of the Group’s business model is mainly
due to the wide diversity of its operations, both in terms
of markets and geographies. For example, in contract
catering the healthcare and education markets are less
cyclical than the business & industry market.
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The Group has also broadened its geographic reach over
the years, and now has operations in 15 countries, with
the proportion of revenue generated by France reduced to
43% of the consolidated total for the fiscal year ended
September 30, 2018. The USA is now the Group's second-
largest market, representing 20% of its total revenue in
2017-2018.

Long-term contractual relations with clients

The Group’s business model is also strengthened by the
fact that it has a wide and diverse client portfolio. In 2017-
2018, its five largest contract catering clients accounted
for less than 7% of total revenue for the contract catering
business. During the same period, its five largest
concession catering contracts represented 38% of total
concession catering revenue.

Other factors that contribute to the strength and stability
of the Group’s business model include an efficient and
dynamic management of the business contracts
underlying its contract catering operations, as well as the
existence of stable and long-lasting relations with a large
number of its major contract catering clients. Many of the
Group’s contracts include automatic renewal clauses and
indexation clauses based on the prices of certain raw
materials and labor costs. The Group also has very long-
standing relations with large international corporations,
such as Airbus, Banca d’Italia, La Poste and Seat. In the
year ended September 30, 2018, the Group's client
retention rate was 92%.

In its concession catering business, the Group operates
mainly through long-term contracts, with durations that
typically range between 5 and 15 years in Europe and can
reach up to 35 years for US motorway concessions. Its
ability to renew key concession contracts also contributes
to the stability of the concession catering business and to
the overall resilience of its business model.

1.6.3.4 A proven capacity to
create value through acquisition-
led growth and a recognized
ability to effectively integrate
acquired companies

The Group has a strong track record in terms of
acquisitions, and since early 2016 the new businesses it
has acquired have added some €900 million to annual
consolidated revenue.

The success of these acquisitions is due to the profiles of
the target companies and their strategic fit with the
Group’s existing operations. This is illustrated by the
recent business combinations carried out both in the
United States (which have extended the Group’s

geographic coverage in that country) and in the
United Kingdom (resulting in greater coverage of the
healthcare and education markets). The integration
process for newly-acquired companies includes a plan to
leverage synergies, which are assessed upstream of the
transaction and encompass areas such as costs
(purchasing, IT, support functions, etc.), business
development (integrating acquired brands into the
Group’s portfolio, analyzing client portfolios and capital
expenditure projects, etc.), human resources and
management. In most cases the Group keeps the existing
management teams in place, in order to ensure continuity
and encourage an entrepreneurial culture.

The Group’s acquisitions have enabled it to create leading
players in each of its main host countries. One illustration
of the effectiveness of this strategy is the ramp-up of its
contract catering operations in North America. Having
first entered the market in 2013 through the acquisition
of THS, it was the fifth-largest contract caterer in North
America at September 30, 2018.

1.6.3.5 Operating excellence
resulting from a tightly-controlled
supply chain and cost base

The Group’s cost base mainly comprises purchases of
food products and raw materials, personnel costs and
overheads.

A tightly-controlled supply chain

Because of the large economies of scale resulting from its
size and geographic reach, the Group is able to obtain
highly favorable purchasing conditions and significant
rebates, therefore increasing its cost efficiency compared
with other market players. In addition, it has stable and
long-lasting business relations with the majority of its
local and global suppliers of foodstuffs, other raw
materials and logistics services.

The Group strictly monitors the quality of its supplies,
notably by performing quality audits when selecting new
suppliers and periodic audits on existing suppliers and by
carrying out regular controls on the raw materials and
products that it procures.

Constant cost control

The Group views as a priority its ability to control its cost
base and improve its overall operational efficiency as
these areas are key factors for successfully managing its
businesses, particularly for contract catering & services.
As well as implementing upstream purchasing policies,
the Group has put in place processes to optimize the use
of purchased foodstuffs on site in order to minimize
waste.
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In addition, as personnel costs represent the largest
proportion of its cost base, the Group closely monitors
movements in its overall payroll in order to ensure it
keeps up its cost efficiency during local market cycles. The
Group has demonstrated its ability to successfully
implement restructuring plans, notably in Spain and Italy,
which have enabled it to maintain its operating
profitability despite the challenging economic conditions
in those countries and the overall decrease in business
volumes and footfall.

In parallel, thanks to its investments in central kitchens in
France, Spain and Italy - particularly for the education
market - the Group has been able to streamline its
production processes and reduce the cost per meal.

Elior Group
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1.6.3.6 Experienced management
teams with an entrepreneurial
mindset and in-depth knowledge
of their markets

The Group’s highly decentralized organizational structure
means that its managers have a resolutely entrepreneurial
mindset. They share the Group’s financial objectives and
take part in certain strategic initiatives but they remain
autonomous from an operational and commercial point of
view, which gives the Group a dynamic and agile profile.

A number of key initiatives aimed at differentiating the
Group have been launched locally, such as with Pierre &
Vacances and Center Parcs vacation villages in France and
Germany, developing sports stadium offerings in the
United Kingdom and Spain, and proposing on-board train
catering services in Italy
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1.6.4 THE GROUP’S MAIN OPERATING MARKETS AND COMPETITIVE

ENVIRONMENT

1.6.4.1 Contract catering

The Group estimates that the overall contract catering
market (also referred to as the outsourced catering
market) in the countries in which it operates excluding the
United States and India (i.e. France, Spain, Italy, the
United Kingdom, Portugal and Luxembourg) represented
total revenue of approximately €20.5 billion in 2017
compared with around €17.5 billion in 2010 (excluding
Portugal and Luxembourg, data source: GIRA). Despite the
unsettled economic environment in Europe in recent
years, the Group believes that the contract catering
market in its host countries has maintained a steady pace
of growth, estimated at an annual rate of 1.9% since 2010.

The Group believes that the addressable US contract
catering market is worth over $39 billion, with the highest
growth rates seen in the education and seniors healthcare
sectors (around 4.3% and 3.1% respectively), both of which
are priority development targets for the Group.

1.6.4.1.1 Business & Industry

The business & industry market also includes clients in
the government agencies, correctional facilities and
defense sectors. In the European countries where it
operates, the Group estimates that the business &
industry market represents 46% of the aggregate contract
catering market (making it the market’s largest segment)
and generates revenue of approximately €9.3 billion
(sources: GIRA and in-house research). With an average
outsourcing rate of 78% in the Group's European host
countries (reaching over 90% when excluding the public
sector), Europe is the Group's most mature market.

In the United States, the Group believes that in 2017 the
business & industry market, excluding the defense sector,
generated approximately 36% of the country’s aggregate
contract catering sales, up nearly 1.5% on 2016.

In most cases, the business & industry market
corresponds to on-site catering prepared in kitchens
located in the same place as that in which the food is
consumed.

1.6.4.1.2 Education

With aggregate revenue of some €5.7 billion and an
outsourcing rate of just over 28%, education represents
the second-largest contract catering market in the
European countries in which the Group operates (data
sources: GIRA and in-house research).

The education market comprises primary, secondary and
higher education establishments, in both the state and
private sectors. In 2017, the private sector represented
43% of France's education market versus 57% for the state
sector (data source: GIRA).

In the United States, the Group estimates that in 2017 the
education market generated just over 32% of the country’s
aggregate contract catering sales.

In most cases, but particularly in the primary education
sector, meals are prepared in central kitchens and are then
delivered to and served in the schools.

1.6.4.1.3 Health and care

With aggregate revenue of €5.4 billion in the European
countries in which the Group operates, the health and care
("healthcare") market comprises both public and private
medical establishments as well as care homes for the
dependent and elderly. This market represents just over
26% of the total revenue generated in the contract catering
market and constitutes Europe's third-largest contract-
catering sector (data source: GIRA and in-house research).

In France, which is Europe's largest healthcare contract
catering market, the health and care sectors accounted for
11% and 21% respectively of total contract catering sales
in 2017 (data source: GIRA). In the United States, the
Group estimates that in 2017 the healthcare market
generated approximately 21% of the country’s aggregate
contract catering sales.

Most meals are prepared on site by caterers, although they
are being increasingly prepared off-site in central
kitchens.

1.6.4.1.4 Geographic markets

Unless otherwise specified, market data presented in this
section is derived from reports issued by GIRA (notably for
Spain, France and Italy), public data, assumptions and
estimates considered to be reasonable by the Group, and
research carried out by external agencies at the Group’s
request. They may change or be amended due to
uncertainties related to, among other things, the economic,
financial, competitive and/or regulatory environment.

a) France

With estimated revenue of over €7.1 billion in 2017 (data
source: GIRA), the Group believes that France (with the
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United Kingdom depending on fluctuations in exchange
rates) constitutes the largest contract catering market in
the European countries in which it operates.

Contract catering represents some 38 % of France's overall
in-house and contract catering market, which the Group
estimates was worth approximately €18.6 billion in 2017,
up 2% year on year. The Group considers that the French
market has experienced sustained growth of around 2% a
year since 2010. It believes there remains significant
organic growth potential in the French contract catering
market, especially in the education and healthcare
markets which account for nearly 90% of meal sales which
are still handled in-house.

The French business & industry catering market
(excluding government agencies and the public sector) is
well developed, with 92% of meals outsourced in 2017 and
a contract catering sector worth around €2.2 billion. The
outsourcing rate for catering for the public sector
facilities with captive customers (defense, corrections
facilities, etc.) increased sharply from 14% to over 26%
between 2008 and 2016. However, the Group believes that
outsourcing rates in the French education (particularly the
secondary sector) and healthcare catering markets are still
low (31% and 29% respectively in 2017 in value terms). The
contract catering sectors of the education and healthcare
markets were worth €1.8 billion and €2.2 billion
respectively in 2017.

b)Spain

With estimated revenue of almost €1.9 billion in 2017
(data source: GIRA) and accounting for more than 9% of
Europe's total contract catering market, Spain constitutes
the fourth-largest contract catering market in the
European countries in which the Group operates.

Contract catering represents some 47% of Spain's overall
in-house and contract catering market, which the Group
estimates was worth €4 billion in 2017. Despite the severe
economic downturn in Spain since 2008, the overall
contract catering market has remained robust and the
Group estimates that the Spanish contract catering
market will grow at an annual average rate of
approximately 1% between 2016 and 2020. The main
markets for contract catering in Spain are business &
industry, education, and healthcare, respectively
representing 26%, 34% and 40% of the country's total
contract catering revenue.

In 2017, catering outsourcing rates in Spain were mixed:
according to the Group’s estimates, around 64% for
education, over 52% for business & industry (including
government agencies) and almost 37% for the healthcare
market. The Group believes that there are growth
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opportunities to be seized as a result of the low
outsourcing rates in certain markets in Spain.

c) Italy

With revenue of some €4.1 billion in 2017, remaining
stable since 2014 (data source: GIRA), and representing
20% of Europe's total contract catering market, Italy
constitutes the third-largest contract catering market in
the European countries in which the Group operates.

Contract catering represents some 64% of Italy's overall
in-house and contract catering market, which the Group
estimates was worth approximately €6.5 billion in 2017,
making Italy Europe's most mature market. The main
markets for contract catering in Italy are business &
industry, education, and healthcare, respectively
representing 31%, 30% and 39% of the country's total
contract catering revenue in 2017. The Group believes that
a distinguishing characteristic of the Italian contract
catering market is that while there are high levels of
outsourcing in workplaces (78% in the business & industry
sector and over 97% excluding government agencies) and
in the education sector (approximately 70%), there is
significant room for growth in the healthcare market,
where only 49% of catering was outsourced in 2017.

d)United Kingdom

With revenue of almost £5.4 billion (excluding vending) in
2017 (source: in-house research) and accounting for 33%
of Europe's total contract catering market, the Group
believes that the UK shares the position with France as the
largest contract catering market in the European countries
in which the Group operates.

Contract catering represents 55% of the UK's overall in-
house and contract catering market, which the Group
estimates is worth £9.9 billion.

The UK contract catering market has kept up strong
momentum over recent years, growing at an estimated
annual average rate of more than 4% between 2010 and
2017. The contract catering market in the United Kingdom
is very well developed in the business & industry sector,
with an outsourcing rate of over 85% including
government agencies. However, the Group considers that
outsourcing is still less developed in both education and
healthcare (approximately 36% and 35% respectively),
which therefore represents growth opportunities.

e) United States

Based on external research, the US contract catering
market was estimated to be worth more than $51 billion
in 2017 and around $39 billion for the segments in which
the Group operates (excluding the leisure and defense
sectors). The business & industry sector represents 42% of
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the country's contract catering market (excluding leisure,
vending and defense) and education and healthcare
represent 35% and 22% respectively.

With an estimated outsourcing rate of 39%, the US
contract catering market represents significant growth
potential, particularly in healthcare and education whose
outsourcing rates are 27% and 37% respectively and which
are therefore priority expansion areas for the Group.

Based on its own research, the Group estimates that the
US contract catering market will grow at an average annual
rate of over 2% between 2017 and 2020.

f) India

In 2016 the Group gained a strong position in the Indian
market through the acquisition of two contract catering
companies (MegaBite Food Services and CRCL) and
believes that it is the country's third-largest contract
caterer. The Indian market is highly fragmented, with over
2 million contract catering companies, and the three main
players only covering 4% of the market. India represents
significant growth potential as in a total market that is
estimated to be worth over $5 billion, the current
outsourcing rate is only 37% and the contract catering
market is growing at an annual rate of more than 16%
(data source: The Hindu Times). The healthcare, business
& industry and education sectors respectively represent
55%, 35% and 10% of India's contract catering market.

1.6.4.1.5 Competitive environment

Based on external and internal research, the Group
believes that it is Europe's third leading contract catering
player. In the European countries in which it operates, the
Group believes it is the third-largest player in the business
& industry market, the second-largest in the healthcare
market and the leader in the education market.

a) France

Based on external research, the Group believes that it is
the leader, in front of Sodexo, in the French contract
catering market, holding the leading position in business
& industry and education, and second position in
healthcare (based on outsourced sales in 2017). Large
multinational companies, such as Sodexo and Compass,
hold significant market shares in the French contract
catering market and the Group also faces competition
from smaller, national caterers such as Api Restauration,
Dupont and RestAlliance.

b) Spain

The Group believes that it is the leading contract caterer
in Spain based on 2017 revenue, with an estimated 22%
market share (data source: GIRA and in-house research).
The Group considers that the Spanish contract catering

market is still fragmented, with the top five contract
caterers accounting for 69% of the market in 2017. The
Group is number one in the education and healthcare
sectors and number two in business & industry. Several
major groups (Compass, Aramark and Sodexo) operate in
the Spanish market but local players such as Ausolan and
Mediterranea hold significant market shares.

c) Italy

The Group believes that it is the leading contract caterer
in Italy based on 2017 revenue, with an estimated 14%
market share (data source: GIRA). It has leading positions
in the business & industry and healthcare sectors and is
the third-largest player in the education sector. The
structure of the Italian contract catering market is very
different from other European countries. Multinationals,
such as Sodexo and Compass, make up less than 30% of
the overall market, and cooperatives such as CAMST and
CIR account for over 20%, with local small and medium-
sized players (generating less than €130 million in
revenue) representing around 40%.

d) United Kingdom

In 2017, the Group held on to its position as the fourth-
leading contract caterer in the United Kingdom, with a 6%
market share thanks to the consolidation of the
companies acquired in fiscal 2016-2017. The Group
believes that it is the fourth-largest player in the business
& industry, education and healthcare sectors.

The UK market is characterized by the presence of both
large and medium-sized operators, with players
generating less than £150 million in revenue representing
more than 39% of the overall market. As in its other
geographic markets, the Group’s main competitors in the
United Kingdom are large companies such as Compass,
Sodexo and Aramark. However, it also faces competition
from national catering companies such as BaxterStorey, as
well as from smaller, local catering companies or niche
players, and from facility management companies that
also provide catering services.

e) United States

The Group estimates that it is the fifth-leading contract
caterer in the North American market (data source: Food-
management.com). This market is largely concentrated,
with the top three contract caterers accounting for 75% of
total contract catering sales and the top ten representing
almost 90%. The world's three largest players hold the top
three places in the US market.

The Group estimates that it is the fourth-largest player in
the market covering the whole country and all of the
market’s main segments. The other catering companies
operating in the USA are either specialized in particular
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segments (like Delaware North in the leisure segment) or
only cover specific regions.

1.6.4.1.6 Market trends

a) Increase in outsourcing

Based on third-party market research, the Group expects
that outsourcing rates will continue to grow, resulting in
further expansion of the contract catering market. It
believes that, as companies and other private institutions
seek to maximize savings in the current uncertain
economic environment, and as public entities continue to
experience political pressure to reduce spending, they will
focus on their core business and competencies, which will
incentivize them to outsource non-core activities
including catering services. Once an entity chooses to
outsource its catering or support services, it very rarely
decides to bring those services back in-house.
Consequently, the Group expects that the outsourcing
trend will continue.

b) Market concentration

The Group expects the current market concentration
trends in Europe’s contract catering market to continue.
Although certain sectors in its geographic markets have
already undergone considerable concentration in recent
years, fragmentation persists in Italy, Spain and the
United Kingdom. Fragmented markets present an
opportunity for larger players, as these players' high
volumes of purchases enable them to be more cost
efficient.

1.6.4.2 Services

On the basis of research carried out by external agencies
at the Group’s request, the Group considers that
specialized cleaning services represented 40 % of the
overall revenue generated by the cleaning services market
in France in 2016, versus 60 % for standard and office
cleaning services (data source: Le Monde de la Propreté).

1.6.4.2.1 Principal geographic market

France is the Group’s principal geographic market for its
Services business. The Group estimates that the French
cleaning services market generated over €25 billion in
revenue in 2017, around €12 billion of which derived from
the outsourced segment of the market, representing an
outsourcing rate of approximately 48%. It also estimates
that sales generated by the outsourced cleaning services
market in France are still growing at an annual rate of
between 2% and 3%.
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1.6.4.2.2 Competitive environment

The Group believes that the French cleaning services
market is highly fragmented, with around 45,000
companies referenced (data source: Le Monde de la
Propreté). Players generating less than €100 million in
revenue together account for almost 65% of the market’s
total revenue.

The Group believes that it is the sixth-leading cleaning
services provider in France based on 2017 revenue -
largely due to the acquisition of Sin&Stes in 2010 - and it
has an estimated market share of around 3.2%. The
healthcare market represents 5% of the overall outsourced
cleaning services market in France (data source: Le Monde
de la Propreté) and the Group believes that it is the leading
provider of outsourced cleaning services in the French
healthcare market, with an estimated market share of
nearly 30% based on 2017 revenue. The Group's main
competitors are Onet, Samsic, Atalian and GSF. All of these
companies are large entities with dense client networks
and offer an array of other support services besides
cleaning.

The Group’s Services business also faces competition
internationally from large, multinational providers such
as Sodexo and ISS, as well as from smaller, regionally-
based service providers.

1.6.4.2.3 Market trends

a) Increase in outsourcing

The Group expects that the trend towards greater
outsourcing of support services will continue. In
particular, it believes that public and private sector
entities are increasingly looking to streamline their
operations to focus on their core businesses, which means
that the offerings by larger support services providers
who are able to provide quality services at low costs will
become increasingly attractive to potential clients.

b)Market concentration

The Group believes that there is a trend towards further
concentration in the services industry, particularly in
France where the market is still highly fragmented.
Because larger specialized companies can operate with
lower overhead costs due to economies of scale, they are
able to pass cost savings on to clients and therefore offer
more competitive pricing. As companies and public
institutions remain sensitive to budgetary concerns, they
will likely favor larger specialized companies when
seeking to outsource their support service needs.

c) Emergence of multiservice contracts

The Group believes that there is currently a trend for large
services providers to expand their offerings to propose
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multiple types of outsourced services to clients. In
response to market demand, such offerings range from
the bundling of so-called “soft” services such as cleaning,
light maintenance and office support to the combined sale
of support services and catering services. As the services
market continues to become more concentrated, large
providers will increasingly be able to offer a wide range of
services to clients at attractive prices.

d)Professionalization of the outsourced services
industry

Historically, outsourced services, especially cleaning, have
been provided by small, locally-based businesses. As a
result, the market for such services is highly fragmented,
particularly in France. The Group believes that larger
companies such as itself will be able to leverage their
brand recognition and reputation in order to grow market
share more rapidly than smaller companies.

1.6.4.3 Concession catering

Unless stated otherwise, all of the market data presented
below is derived from reports issued by GIRA.

The concession catering market comprises (i) three main
segments related to the air, rail and motorways transport
markets, and (ii) the leisure segment which includes a
variety of settings ranging from exhibition centers to
vacation villages. The Group is mainly positioned in the
transport-related concession market, which in the
European countries and market segments in which the
Group operates, represented aggregate revenue of around
€3.4 billion in 2017. Worldwide, this market is worth €10.1
billion for the segments and geographies covered by the
Group.

The Group’s primary city site & leisure concession
catering markets are France and Spain.

1.6.4.3.1 Market size
a) Airports

The overall airport concession catering market in the
European countries in which the Group operates
represents just over €1 billion, and worldwide it is worth
over €7 billion (data source: GIRA and other in-house and
external research).

France

The total French airport concession catering market was
estimated to be worth €318 million in 2017 (data source:
GIRA), up almost 6% on 2016. This year-on-year increase,
which was in line with the rise in air traffic, was due to a
4% rise in meal volumes and a sharp 4.4% increase in
average customer spend. The Group estimates that this

trend should continue, with average annual revenue
growth expected to reach around 4.1% by 2019 and meal
sales volumes set to increase by 2.3%.

Italy

After two years of steady decline between 2011 and 2013,
air passenger traffic has picked up since 2014. 2017 was
another record year, with passenger numbers topping 175
million, representing a 30% increase over the past ten
years.

Despite challenging economic conditions, the Group
believes that the Italian airport concession catering
market has managed to keep up a steady pace of growth
since 2014, with revenue topping €350 million in 2017
(data source: GIRA and in-house research).

This rise has been fueled by international air traffic and
low-cost companies - which now account for almost half
of Italy's overall air traffic. Growth has been balanced,
with 8 out of the 10 the main Italian airports seeing their
traffic increase by more than 6.5% in 2017.

Spain

Following a steady decline in air traffic between 2011 and
2013, the Spanish airport concession catering market
picked up again as from 2014, and in 2017 the number of
passengers reached a record high, up 8% year on year (data
source: Aena). The total increase since 2012 is 28%.

The Group estimates that the Spanish contract catering
market could grow at an annual average rate of around 3%
between 2015 and 2020.

United States

Based on in-house and external research (AXN Factbook),
the Group estimates that the US airport concession
catering market generated $5.9 billion in revenue in 2017.
The outlook for air passenger traffic is still promising with
annual average growth forecast at 4.5% between now and
2040 (data source: Airports Council International).

Mexico

Based on in-house research, the Group considers that the
Mexican airport concession catering market was worth
€750 million in 2017. With air passenger traffic up 10%
and expected to rise by 4% per year on average between
now and 2021, this market represents attractive growth
prospects and the Group believes that it could grow at an
annual average rate of 6% between now and 2021.
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b)Motorways

The overall motorway service plaza concession catering
market in the European countries in which the Group
operates represents over €1.8 billion, and worldwide it is
worth approximately €2.5 billion (data source: GIRA and
in-house research).

France

The French motorway concession catering market rose
1.1% in value terms in 2017 to €395 million (data source:
GIRA, excluding vending) whereas traffic volumes
increased by almost 2%. This situation was due to (i) a high
number of concession renewals, which engendered
significant refurbishment work, and (i) consumers
choosing fast-food and convenience options whose
average customer spend is lower than for sit-down dining.

Italy

The Group believes that the food services sector of the
Italian motorway concession catering market has
decreased by around 3.5% since 2014 and in 2017 was
worth €630 million. However, this decline mainly
impacted small independent operators, with the weighting
of large operators and chains such as Areas increasing
almost 1% in value terms since 2014.

In 2017, motorway traffic volumes in Italy returned to
their pre-crisis level, up 2% on 2016 (source: Aiscat).

Spain

Revenue generated by the Spanish motorway concession
catering market has decreased since 2007, due to the
country’s difficult economic situation. The Group
estimates the Spanish motorway concession catering
market could grow at an annual average rate of between
2% and 2.5% between now and 2020 (data source: GIRA).
This rise will be led by the increase in motorway traffic
since 2014 (up 3% between 2016 and 2017 (data source:
Spanish Transport Ministry), which is expected to
continue, with annual average growth forecast at between
2.5% and 3% over the next five years.

United States

The Group estimates that the US motorway concession
catering market was worth around $720 million in 2017
and believes that this market will grow at an average
annual rate of more than 1% between now and 2020.

Germany
Based on in-house research, the Group estimates that the

German motorway concession catering market was worth
around €630 million in 2017 and it expects this market to
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grow at an annual average rate of around 1% in the coming
years.

c) Railway stations, city sites & leisure

The overall railway concession catering market for in the
European countries in which the Group operates
represents over €450 million.

France

After slowing in 2015, the French railway concession
catering marketing grew by over 4.5% in value terms in
2017 to €375 million. This growth was mainly due to
higher average customer spend, as sales volumes only
edged up 3% whereas passenger traffic increased by 4% in
2017 (data source: GIRA and SNCF). This increase in value
terms is primarily due to a better segmented offering
focused on targeting customer budgets and showcasing
well-known main street brands.

With the SNCF’s plan to increase the retail space at
France’s main stations by 120,000 sq.m. by 2023, the
Group estimates that the market’s growth is likely to
continue, with sales of services expected to climb 2% in
volume terms and some 4% in value terms by 2019 (data
source: GIRA).

Revenue generated by food and beverage concessions at
vacation villages and leisure parks climbed to
€682 million in 2017.

Spain

The overall Spanish railway concession catering market
was estimated to be worth over €91 million in 2017 (data
source: GIRA). In view of the strong rise in high-speed
train traffic, the Group estimates that this market will
grow by an annual average rate of 5% between now and
2020 (data source: GIRA).

1.6.4.4 Competitive environment

The Group believes it is the third-leading concession
catering operator globally, with a market leadership
position in a number of the markets in which it operates.
It faces competition from a variety of companies ranging
from large, multinational concession operators, such as
Autogrill and Lagardére Travel Retail, to smaller, locally-
based companies.

a) France

The Group believes that it is the leading concession
catering operator in France based on 2017 revenue, with a
cumulative market share of 41.1%, with nearly 38% for
airport concessions, over 35% for motorway concessions
and nearly 50% for railway station concessions (data
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source: GIRA). The Group considers that the French
concession catering market in the airports, motorways
and railway stations sectors is dominated by large,
specialist corporations, which hold significant market
shares. The Group's main competitors in each of these
sectors are Autogrill, SSP and Lagardére Travel Retail.

b) Spain

The Group estimates that it is the leading concession
catering operator in Spain based on 2017 revenue, with
approximate market shares of 46% in airport concessions,
48% in motorway concessions and 43% in railway station
concessions (data source: GIRA).

The Group's aggregate market share for these three
segments is an estimated 42%. Both large and medium-
sized players operate in the Spanish concession catering
market. The Group's main competitors in Spain are
Autogrill, SSP (airports and railway stations), Eat Out
(airports) and Abades (motorways).

c) Italy

The two market sectors in which the Group operates it
concession catering business in Italy - i.e. airports and
motorways - are made up of large and medium-sized
specialist companies that hold significant market shares.
However, the market has become increasingly open to
other participants in recent years due to market
liberalization measures. In the railway stations market,
new opportunities have opened up following Benetton’s
sale of its shares in Grandi Stazioni. In the airports
market, the Group is Italy’s leading concession catering
operator based on 2017 revenue, with around 31% market
share. In the motorways market, the Group believes that
it is the fourth-leading concession caterer in Italy based
on 2017 revenue, with an estimated market share of just
over 5%.

The Group's two main competitors in the Italian
concession catering market are Autogrill and
Chef Express, although Lagardére Travel Retail has also
recently made an entry. Other smaller companies are also
present, such as Sirio and Gustofast.

d)United States

In the United States, the Group mainly faces competition
from large multinationals such as Autogrill (motorways
and airports) and SSP (airports) as well as from regional
companies, such as Delaware North and OTG (primarily
for airports). Based on in-house and external research
(AXN Factbook), the Group believes that in 2017 it ranked
fifth in the airports market and number two in the
motorways market.

e) Mexico

In Mexico, the Group is mainly present in the airport
concession catering market. Based on its own research, it
estimates that it is the country's second-leading player,
with a market share of 11%. The market is relatively
fragmented as small-sized operators account for over
62%. The Group’s competitors are mainly local players
such as Mera, Alsea and CMR.

f) Germany

In Germany the Group is present in the motorway
concession catering market. Based on 2017 revenue, the
Group believes that it is the joint leader with Autogrill,
with a market share of around 12% (data source: in-house
research). This market is highly fragmented, with the top
four players only accounting for 35% of overall revenue.

1.6.4.4.2

a) Continued barriers to entry

Market trends

The Group believes that the structure of the concession
catering industry will continue to favor large, incumbent
operators.

Concession agreements tend to be medium to long-term,
with the length of contracts typically the result of the
intensive capital expenditure required to operate
a concession.

A further barrier to entry is the need to enter into
franchising agreements with brand owners. Consumers
are attracted to national and international main-street
brands, and concession grantors look closely at a
concession operator’s brand portfolio when considering
bids. Franchisors tend to prefer more experienced, well-
known concession operators in order to limit the risk of
any reputational damage to their brands.

Lastly, the successful operation of a concession requires
the management of complex and expensive information
technology systems to track sales and link them up with
accounting systems, as well as oversight of vendors and
of the entire supply and logistic chain. The management
of such systems can be an advantage for large players in
this market.

b) Economic recovery and increased travel

As Europe's economic recovery takes hold, air passenger
traffic is increasing sharply, with an overall 6.7% rise in
passengers in the first half of 2018 (data source: Airports
Council International). For the full twelve months of 2017,
air passenger traffic rose 5.8% in France, 8.9% in Spain
(data source: IATA) and 4% in Italy (data source:
Assoaeroporti).
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In addition, the upswing in motorway traffic in the United 2017, the increase was over 3% (data source: US
States is continuing, after six years of decline and Department of Transportation).
stagnation following the economic recession of 2008. In
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1.6.5 LAWS AND REGULATIONS APPLICABLE TO THE GROUP

The Group is subject to various laws and regulations
issued by local, national and other government entities in
each of the countries in which it operates, as well as at
European Union level (the "EU"). Its contract catering and
concession catering businesses are particularly subject to
laws and regulations regarding food safety and hygiene
and food labeling requirements.

Additionally, the Group is subject to labor and
employment laws and regulations across each of its
business segments and countries.

1.6.5.1 Food safety regulations

Food safety is a fundamental aspect of the Group's
business as a food services provider. Serving food that is
safe and has been prepared and distributed in accordance
with the applicable regulations is an underlying
prerequisite for clients and is the foundation for the trust
they place in the Group. In its contract and concession
catering operations, the Group is subject to extensive
local, regional and national laws and other requirements
relating to food safety, hygiene and nutrition standards in
each of the countries in which it operates, whether at
local, national or EU level (for its operations in the
European Union).

1.6.5.1.1

a) European Union

Food safety and hygiene

A set of rules known as the "Hygiene Package" has been
applicable in the European Union since January 1, 2006.
The introduction of this legislation was aimed at creating
a single, transparent hygiene policy applicable to all food
and all food operators right through the food chain "from
farm to fork", together with effective instruments to
manage food safety and any future food crises throughout
the food chain.

For its catering operations the Group is subject to four of
the Hygiene Package's regulations:

Regulation (EC) No. 178/2002 dated January 28, 2002
(also called the "General Food Law") lays down the general
principles of food safety and covers foodstuffs intended
for human consumption and animal feed. This Regulation
also established the European Food Safety Authority
(EFSA) and the Rapid Alert System for Food and Feed
(RASFF) in the European Union.

The EFSA assesses and communicates on all risks
associated with the food chain in order to provide
guidance and clarity for the policies and decision making

of food safety risk managers. A large part of the EFSA’s
work entails issuing scientific opinions on matters that
affect food safety. The EFSA uses its expertise in playing
an advisory role for European legislation on food safety,
deciding whether to approve regulated substances such as
pesticides and food additives and developing regulatory
frameworks and policies in the field of nutrition.

The RASFF is an alert system that warns each EU country's
health authorities whenever a risk is identified for a food
product.

The General Food Law establishes general principles (e.g.
use of risk analyses by the relevant authorities, the
precautionary principle, the principle of transparency and
the protection of consumers' interests) and sets out
specific  obligations for professionals, including
traceability, recalling any products that may present a
public health risk, and informing the relevant inspection
authorities.

In particular, the General Food Law requires food business
operators to ensure that businesses under their control
satisfy the relevant requirements and to verify that such
requirements are met at all stages of production,
processing and distribution. It also imposes a mandatory
traceability requirement along the entire food chain that
applies to all food and all types of operators in the
processing, transportation, storage, distribution and retail
stages. Each food operator is required to register and
retain for a period of five years detailed product
information (including the name and address of the
producer, the nature of the product and the transaction
date) and make such records immediately available to the
relevant authorities upon request.

Regulation (EC) No 852/2004 of April 29, 2004 on the
hygiene of foodstuffs applies to all food businesses
(including caterers, primary producers, manufacturers,
distributors and retailers).

This Regulation requires, among other things, that food
chain players set up procedures based on the principles