Universal
Registration
Document

2023

EssilorLuxottica



Contents

1 Presentation
of EssilorLuxottica

1.1 EssilorLuxottica Group Profile

1.2 History

1.3 The eyecare and eyewear industry

1.4 Meeting global demand for eyecare
and eyewear

1.5 Simplified organizational chart

1.6 Risk factors AR

1.7 Main characteristics of the risk
management and internal control
systems implemented
by the Company for the preparation
and processing of accounting
and financial information AR

EssilorLuxottica
in 2023 AFR

2

2.1 Significant events of the year

2.2 Consolidated revenue

2.3 Statement of profit or loss and
Alternative Performance Measures

2.4 Statement of financial position, net
debt, cash flows and other non-GAAP
measures

2.5 Acquisitions and partnerships

2.6 Investments made in 2023
and planned for 2024

2.7 Subsequent events

2.8 Recent trends and outlook

Report on
Corporate Governance

3

3.1 Information on Corporate
Governance AR

3.2 Special procedures for shareholder
participation in Shareholders’
Meetings [AFR

3.3 Compensation of corporate officers*

3.4 Appendix: Summary table of
recommendations of the AFEP-MEDEF
Code that have not been applied

3.5 Appendix: list of offices and
responsibilities

3.6 Statutory Auditors’ report on related-
party agreement

15
19

21

54
55

76

81

83
86

90
93
95
96

96
98

101

103

123

127

171

173

187

4

S5

6

7

Financial
statements

4.1 Consolidated Financial Statements [AFR
4.2 Statutory Auditors’ report on the
consolidated financial statements AFR
4.3 Financial statements
of EssilorLuxottica AFR
4.4 Other information related
to the financial statements
of EssilorLuxottica
4.5 Statutory Auditors’ report
on the financial statements AR

Social, environmental
and societal information /AFR

5.1 EssilorLuxottica’s Approach to
Sustainable Development

5.2 Eyes on the Planet, EssilorLuxottica's
Sustainability Program

5.3 EU Taxonomy Disclosure

5.4 Next Steps for EssilorLuxottica's
Sustainability Program

5.5 Methodology Note and
Correspondence Tables

5.6 Report by one of the Statutory
Auditors, appointed as an
independent third party,
on the consolidated non-financial
information statement

Information about the Company,
its share capital and stock ownership

6.1 The Company

6.2 Share capital /AR

6.3 Share buyback AR

6.4 Shareholding AR

6.5 Employee shareholding AR
6.6 Dividend distribution

6.7 Key stock market data

6.8 Historical data

Additional information on the
Universal Registration Document

7.1 Person responsible AR

7.2 Statutory Auditors

7.3 Publicly available documents
7.4 Cross-reference tables

191
193

262

267

288

290

295

296

312
353

358

359

367

375

377
380
383
387
389
394
395
397

409

411
412
412
413

The Universal Registration Documents, Registration Documents and releases cited as well as this Universal Registration Document are available at:

www.essilorluxottica.com @ Investors/Publications and Downloads

*

on April 30, 2024.

The information from the Annual Financial Report (AFR) is clearly identified in the table of contents by the symbol /AFR

Includes the Report on the compensation policy of Executive Corporate Officers subject to the approval of shareholders at the Shareholders' Meeting



2023 Universal
Registration
Document

Including
the Annual Financial
Report

AUTORITE
DES MARCHES FINANCIERS

AIXIF

This document is a non-certified translation
into English of the Universal Registration
Document (including the Annual Financial
Report) issued in French, prepared in ESEF
format (European Single Electronic
Format) and filed on March 8, 2024 with the
Autorité des Marchés Financiers (AMF), as
competent authority under Regulation (EU)
2017/1129, without prior approval

pursuant to article 9 of said Regulation.

The Universal Registration Document may
be used for the purposes of an offer to the
public of securities or the admission of
securities to trading on a regulated market
if completed by a securities note and, if
applicable, a summary and any
amendments to the Universal Registration
Document. The whole is approved by the
AMF in accordance with Regulation (EU)
2017/1129.

2023




Message from the Chairman and CEO
and the Deputy CEO

Dear Shareholders,

Each year, we cherish this opportunity
to share EssilorLuxottica’s remarkable
accomplishments and to reinforce our
commitment to the journey we are on
together.

2023 was another record year, our sixth
year as a unified Company - a truly
European champion and a global leader
in the eyecare and eyewear industry
built with an eye toward the future.
Despite a challenging macroeconomic
and geopolitical environment, for the
third year in a row, our Group recorded
sound revenue growth above 7% to
€25.4 billion, with an adjusted operating
profit nearing €4.2 billion, an adjusted
Group net profit close to €3 billion
and a proposed dividend up 22%
over last year.

This past year was above all a year of
major investments delivering the richest
pipeline of innovation to date.
We grew new product categories,
added beloved brands to our portfolio,
enhanced our manufacturing
capabilities and reinforced our retail
presence  globally, while  further
digitizing our business model across
every step of the value chain.

With our bold and transformational
initiatives at the intersection of multiple
categories — from med-tech and digital
to luxury and now hearing solutions,
we are becoming the Company of our
late Chairman’s dreams — a catalyst
for change and a beacon of possibilities
that shines for the entire industry.

Three initiatives stand out as part
of our innovation journey: Vision(X),
Ray-Ban Meta and Nuance Audio.
Managed by the Group’s newly
created HELIX division, Vision(X) is
an integrated data-driven ecosystem

Francesco Milleri, Chairman and CEO, and Paul du Saillant, Deputy CEO

for eyecare professionals, a digital
suite offering all services related
to practice management -
from booking and ordering to
teleoptometry and managed vision
care, designed to revolutionize
the entire optical store experience.
Offering consumers the first ever
eyewear with live streaming and
artificial intelligence built-in, Ray-Ban
Meta is the next step in our quest
to make eyewear a gateway into
the future. And then, in our first

appearance at the  Consumer
Electronics Show in Las Vegas,
we  previewed Nuance  Audio
to the world, our disruptive

2023 was another
record year, our
sixth year as a
unified Company.”
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proposition in the hearing solutions
space combining a beautiful pair of
glasses with proprietary advanced
open-ear  technology  built in
seamlessly and invisibly. As we
removed the stigma of wearing
glasses over 50 years ago by turning
a medical necessity into a must-have
fashionable and desirable accessory,
Nuance Audio will do the same for
hearing devices, bridging two
industries and filling a void for over
a billion people suffering from mild
to moderate hearing loss.

By placing creative and visionary
thinking at the heart of our strategy,
our pipeline runs deep  with
truly  life-enhancing  innovations
designed to shape the future of vision
care. They include Varilux XR series,
the first eye-responsive progressive
lens powered by artificial
intelligence, as well as the latest
generation of Transitions lenses —
Transitions Gen S — setting the new
standard for prescription glasses.
We also made important steps
forward in  our fight against
myopia in children with Stellest,



our revolutionary lens technology
slowing down the progression of
myopia in children, now available in
over 35 countries, and the SightGlass
Vision's Diffusion Optics Technology
spectacle lens, which has just been
granted a Breakthrough Device
designation by the US Food and
Drug Administration.

We also continued to build long-
lasting relationships with our trusted
partners. After launching new exciting
eyewear collections with iconic brands
such as Swarovski, Brunello Cucinelli
and  Ferrari, we continued to
strengthen our luxury positioning
adding beloved brands like Jimmy
Choo and Moncler to our portfolio,
signed  an  exclusive  eyewear
collaboration with Roger Federer for
Oliver Peoples and renewed our
license agreement with Michael Kors.

Bringing together our vision of frames
and lenses under the same roof, we
expanded our operations
infrastructure to support our
ambitions. With new state-of-the-art
facilities in Thailand and Mexico as
well as key investments to expand our
presence in France and ltaly — our two
home countries — we are in great
shape to better address the evolving
vision care needs through an
increasingly integrated, diversified,
and geographically balanced
footprint. Also, to address the world's
growing demand for high-quality
eyecare and eyewear and continue
growing our retail footprint globally,
we signed a joint venture with
Chalhoub Group in the GCC region.
Moreover, we successfully progressed
in the integration of GrandVision
across all regions, consolidating our
growing optical retail business in
Europe while laying the groundwork
for future expansion.

“From med-tech
and digital to
luxury and now
hearing solutions,
we are a catalyst
for change.”

Living up to our responsibility as a
leader, we continued to open up new
avenues by digitizing the industry
from the ground up. Expanding our
teleoptometry offering and further
leveraging artificial intelligence,
machine learning, analytics and big
data to benefit our patients, we are
solidifying a leading place for
EssilorLuxottica beyond the boundaries
of eyecare and eyewear. Our med-tech
journey, well underway, will continue to
be an open, collaborative and inclusive
one where our products and services
are accessible to all industry players
and partnerships with our peers are a
lever of success. Leonardo, our learing
ecosystem, is key to supporting this
transformation  offering  next-level
education for the industry at large.

Our strong and dedicated leadership
team as well as our talented teams
around the world are at the heart of
our collective success. Over the past
six years, we have built a robust, fully
unified and integrated organization
of nearly 200,000 employees now
connected by a common culture and
shared values, which will be woven into
the fabric of EssilorLuxottica and
everything we do. With employee
shareholding being a cornerstone of
this culture, close to 80,000 employees
in 86 countries now hold a financial
stake in our Group, reflecting their
strong confidence in the Company
and its powerful Mission to help people
‘see more and be more’. Continuing
our journey to help eliminate
uncorrected poor vision by 2050,
through the OneSight EssilorLuxottica
Foundation we scale up and accelerate
global actions to bring vision care to

everyone around the world, including
people in underserved communities.
Since 2013, we are proud we have
created permanent access to vision
care for over 750 million people,
equipping close to 72 million people
in underserved regions with eyeglasses
and creating rural livelihoods through
almost 28,000 optical points.

At the same time, we have advanced
on our sustainability roadmap making
progress in key areas that are essential
components of our long-term vision.
We achieved our Scopes 1 and 2
carbon neutrality target for our direct
operations in Europe, after meeting it
in Italy and France at the end of 2021,
and we are now setting the stage to
become carbon neutral globally by
2025 as we continue improve energy
efficiency across facilities and increase
the use of renewable energy. Our
commitment to setting near-term
emissions reduction target according
to the Science-Based Targets initiative
are a testament to our tangible efforts
of addressing climate change through
our Eyes on the Planet corporate
responsibility program.

From the dawn of our journey as
EssilorLuxottica, the root of our success
has been our relentless pursuit of
innovation and excellence, a desire to
improve lives and the world around us,
to create better experiences, to explore
new business models and open doors
for the industry that will deliver greater
possibilities  for everyone. Today,
we have everything we need to achieve
this work and more.

Thank you as always for standing by
our side as we continue this inspiring
and promising journey together.
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Presentation of EssilorLuxottica
EssilorLuxottica Group Profile

1.1 EssilorLuxottica Group Profile

EssilorLuxottica is a global leader in the design, manufacture
and distribution of ophthalmic lenses, frames and
sunglasses. Established in 2018, its Mission is to help people
around the world 'see more and be more' by addressing
their vision needs and style aspirations while creating value for
employees and communities.

The Company operates an open, collaborative business model,
partnering with key industry players who share its passion for
elevating quality vision care through superior products and
services. With its vertically integrated business model and a
leading presence across all regions, all business segments and
trade channels, EssilorLuxottica is uniquely positioned to
address the world's evolving vision needs. The innovation,
design and quality of its products and its strong, well-balanced
brand portfolio allow the Company to respond to the global
demand of a growing industry.

Key Figures

Proprietary eyewear brands include Ray-Ban, the most loved
eyewear brand in the world, Oakley, one of the leading global
sport performance brands, Persol, Oliver Peoples, Vogue
Eyewear, Arnette, Alain Mikli, Costa, Bliz, Bolon and Foster
Grant. Licensed eyewear brands include Giorgio Armani,
Brunello Cucinelli, Burberry, Chanel, Coach, Dolce&Gabbana,
Ferrari, Jimmy Choo, Michael Kors, Moncler, Prada, Ralph
Lauren, Starck Biotech Paris, Swarovski, Tiffany & Co., Tory
Burch and Versace for eyewear. The Group's portfolio also
includes a range of innovative lens technologies, including
Varilux, the number one progressive lens brand recommended
by eyecare professionals”, Transitions, the photochromic brand
worn by over 60 million people worldwide, Crizal, Eyezen,
Xperio and most recently, Stellest.

<

Revenue

€25.4 bn

Patents
Approximately 13,000

g

Employee shareholders
Approximately 77,500
in 86 countries

Prescription laboratories and
edging-mounting facilities
583 between Industrial (79)

and Proximity Labs (504)

Employees
Over 190,000

S —
Major brands
Over 150

Leonardo training hours

Over 5,500,000
since 2021

1
Worldwide frame production

112 million prescription glasses
and sunglasses frames

&

Countries
Over 150

iR

Stores
Approximately 18,000

_%

ooo

Mass production facilities
48 between lenses (35)
and frames (13)

@@
Worldwide lens production
550 million
prescription lenses
and 160 million
non-prescription sun lenses

(1) Global Eye Care Professionals (ECP) Lens Brand Tracking — Quantitative study conducted among a representative sample of 2,006 ECPs in
France, the UK, ltaly, the US, Canada, China, Brazil and India — AplusA — 2022.
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A fully integrated player addressing the world's evolving
vision needs. From creative thinking to distribution, the Group
covers every step of the value chain, starting with a powerful
R&D platform made up of 44 R&D facilities across the world
committed to making EssilorLuxottica a laboratory for med-
tech, design and innovation. A global manufacturing network
relentlessly brings this culture of excellence to life to offer the
best visual experience to consumers and customers everywhere
in the world. With its 35 corrective and plano lens mass
production facilities, 583 prescription laboratories and edging-
mounting facilities, 13 eyewear mass production plants and a
capillary network of distribution centers and stock points,
EssilorLuxottica’s global footprint is well balanced and
diversified, and it guarantees proximity service.

Manufacturing at EssilorLuxottica is backed by a wide-reaching
Professional Solutions™ network that allows the Group to serve
wholesale customers with a unique combination of high-quality
vision care products, iconic brands that consumers love, and
cutting-edge digital services and solutions, including those
provided by the recently announced HELIX. Its dedicated
partnership programs, such as EssilorLuxottica 360, Essilor
Experts and STARS, as well as alliances elevate independent
eyecare practices and put patient care at the center.

Professional Solutions are complemented by an extensive
global Direct to Consumer? network that offers the Group a
unique understanding of consumer trends, both globally and
locally, by cultivating relationships with millions of consumers
every day, offering them high-quality vision care products,
expert advice and iconic brands. With leading global optical
retailer GrandVision now part of EssilorLuxottica, the Group's
Direct to Consumer network includes about 18,000 stores
worldwide. EssilorLuxottica is a leader in the optical retail
business with LensCrafters and Pearle Vision in North America;
Apollo, Vision Express, Pearle, Générale d'Optique, Atasun

A unique, diverse and inclusive community

EssilorLuxottica’s diverse and talented people are at the core
of the organization's ongoing success and long-term
sustainability. A global community of over 190,000 dedicated
employees around the world work together to help the
Company thrive every day.

Investing in the skills and well-being of its people,
EssilorLuxottica offers long-term growth, career development
and equal opportunities as well as extensive, high-quality
education programs through its Leonardo learning ecosystem.
Drawing on its long history of caring for its people, the Group
also actively promotes social programs, benefits, services and
initiatives that help improve quality of life for its employees (See
Chapter 5, Section 5.2.4).

Presentation of EssilorLuxottica
EssilorLuxottica Group Profile

Optik, Salmoiraghi & Vigano, David Clulow and Synoptik in
EMEA; OPSM and Mujosh in Asia-Pacific; MasVision, GMO and
Oticas Carol in Latin America; as well as banners present on a
global scale such as Sunglass Hut, Ray-Ban and Oakley. The
Group also operates its licensed optical retail brand Target
Optical in North America as well as one of the fastest-growing
managed vision care companies in the US, EyeMed Vision Care.

EssilorLuxottica’s distribution channels are complemented by
its branded e-commerce platforms, including Ray-Ban.com,
Oakley.com, SunglassHut.com and OliverPeoples.com as well
as pure digital players like EyeBuyDirect and FramesDirect.com
in North America, VisionDirect, Lenstore and Glasses direct in
EMEA as well as Clearly in Asia-Pacific. A true omnichannel
approach to distribution replicates the magic of the Group's
stores in the digital space, enabling consumers to enjoy
everything from product customization to an endless aisle of
frames.

Corporate Social Responsibility. Taking an important step
toward a more sustainable future, in 2021 the Group introduced
its Corporate Responsibility program titled Eyes on the Planet,
which outlines its strategy for sustainability with commitments
toward carbon neutrality, circularity, world sight, inclusion and
ethics. Marking a new chapter in its journey to accelerate its
unigue Mission activities and help eliminate uncorrected poor
vision by 2050, in 2022 the Group also launched the OneSight
EssilorLuxottica Foundation, the largest foundation in the world
leading efforts for inclusive vision access. This plays a major
role in supporting its sustainability strategy and its commitment
to advocate for good vision as a basic human right.

In 2023, EssilorLuxottica had consolidated revenue of Euro
25.4 billion. EssilorLuxottica trades on the Euronext Paris market
and is included in the Euro Stoxx 50 and CAC 40 indices.
Codes and symbols: ISIN: FRO000121667; Reuters: ESLX.PA;
Bloomberg: EL:FP.

In 2023, EssilorLuxottica continued to strengthen its global
community by building a common culture with the creation of
shared values and the launch of a new Company-wide Code of
Ethics that support the Group's actions as an ethical industry
leader. Employee shareholding continues to be a cornerstone of
the Group culture. Constantly expanding employee ownership
across the world, today over 100,000 employees in 80 countries
have access to EssilorLuxottica’'s employee shareholding plans,
including its international Boost plan. In 2023, a total of
77,500 EssilorLuxottica employees in 86 countries held a financial
stake in the Group, up from 72,000 employees in 2022 and nearly
67,000 in 2021, reflecting their confidence in the Company's
strategy and their endorsement of its Mission to help people 'see
more and be more'.

(1) It represents the wholesale business of the Group, including the supply of its products and services to independent opticians, distributors,
third-party e-commerce platforms and large retail chains in the eyecare and eyewear industry.
(2) It represents the retail business of the Group, including the supply of EssilorLuxottica products and services directIY to the end consumer
(

either through the network of physical stores operated by the Group (brick and mortar activities) or the online channe

e-commerce).
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A deeply rooted commitment to innovative vision care and eyewear solutions

By investing heavily in R&D for cutting-edge lens and frame
technologies, as well as reimagining the design, form and
function of eyewear, EssilorLuxottica constantly sets new
industry standards for vision care, eyewear and the consumer

experience surrounding it (see Section 1.4.2). Beyond the
products it makes, the Group is deeply committed to elevating
the importance of vision as both a basic human right and a key
lever for global development.

1.1.1 Arrich portfolio of eyecare and eyewear brands and products

EssilorLuxottica is home to some of the most loved and well-
recognized eyecare and eyewear brands in the world. With a
portfolio of proprietary and licensed brands that cover a wide
range of market segments, the Company taps into the needs

Eyecare: world-class lens technologies

Backed by decades of R&D, EssilorLuxottica’s advanced lens
technologies have led to the creation of brands that rank
among the highest levels for consumer satisfaction.

Today, the Company's unparalleled portfolio includes globally
respected lens brands such as Essilor with Varilux, Crizal,
Eyezen, Stellest, Xperio and Transitions. Further enriching the
portfolio are Ray-Ban, Oakley, Barberini and Shamir Optical,
now fully part of the Group's lens technologies portfolio
following the acquisition of the remaining 50% interest in 2022.

Crizal.

€ essilor

Barberini.%)

€ «opAKLens
Nikon

q°
?M'-g”‘ shc.:l.mir

Vvarilux.

€ essilor

By expanding into contact lenses with brands such as Eyexpert
and iWear, the Company is also broadening its field of
expertise while staying true to its core business.

EssilorLuxottica also has a long history of leading the design of
vision equipment and solutions used by opticians, optometrists,

/" N
ESSILOR
Q\

INSTRUMENTS

and desires of consumers, offering a strong pipeline of
innovation to deliver superior quality products and services that
raise the standard of excellence across the industry.

The perpetual global license agreement signed with Eastman
Kodak last year and partnerships with leading companies such
as Nikon also allow EssilorLuxottica to distribute specialized
technologies to best serve specific consumer eyecare needs.

Whether designing solutions to correct vision, protect the eyes
or improve comfort and performance, each of the Group's
eyecare brands is driven by a shared goal to develop
groundbreaking ophthalmic lenses that enhance lives through
better vision.

©

essilor

-

OAKLEY

Stellest.

€ essilor

Eyezen.

€ essilor
Optifog.
Transitipns

Xperto.

€ essilor

ophthalmologists and optical manufacturing labs worldwide.
This includes innovation in lens surfacing and coating
equipment as well as instruments for refraction, diagnostics,
imaging, measurement, edging and mounting.

satisloh

To offer highly intuitive and intelligent solutions for low vision and blindness, in 2013 EssilorLuxottica acquired a majority interest in
HumanWare, the world leader in assistive technology designed for blind and low vision individuals.
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Eyewear: visionary design and detailing

EssilorLuxottica’s unique vision, inventiveness and expert
craftsmanship have helped eyewear become a category of its
own over the past few decades. Evolving from a necessary
medical device that improves vision to a desirable fashion
accessory, frames have now gained standing among consumers
for enabling self-expression and enhancing self-confidence.

The Group offers exclusive eyewear based on highly skilled
artistry and creativity through an unparalleled portfolio
including  Ray-Ban, Oakley, Persol, Oliver Peoples,
Vogue Eyewear, Amette, Alain Mikli, Costa, Bliz, Native
Eyewear and Bolon. Prestigious licensed brands are also part of
the EssilorLuxottica family, including Giorgio Armani,
Brunello Cucinelli, Burberry, Chanel, Coach, Dolce&Gabbana,

paris

alain mikli A\X

ARNETTE

BURBERRY
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Ferrari, Jimmy Choo, Michael Kors, Moncler, Prada, Ralph
Lauren, Starck Biotech Paris, Swarovski, Tiffany & Co., Tory
Burch and Versace.

Driven by a continuous pursuit of excellence down to the
smallest detail combined with its ongoing investments in R&D,
new technologies, equipment, materials and processes,
EssilorLuxottica has earned a reputation as a product and brand
trailblazer for iconic global eyewear. Taking a step forward in its
vertical integration strategy, in 2022 the Group also acquired
Giorgio Fedon & Figli S.p.A., leading company in the
production and distribution of spectacle cases as well as luxury,
handcrafted and customized eyewear accessories.

BOLON

EYEWEAR

CHAPS

C1BLIZ

CHANEL

BRUNELL(;WCUCINELLI EST. 1978
COACH @>COSTA DeyD DOLCE  GABBANA | EMPORIJSE
FEDSN ﬁs'g GIORGIO ARMANI JIMMY CHOO
/ #4 MOLSION
IWOMA MICHAEL KORS mMIyY MIY MONCLER
O OLIVER PEOPLES @S0 @ POLO
OAKLEY OS ANGELES Jeﬂs RALPH LAUREN

PR ADA

"sf Ses~
847,

TIFFANY & CO.

TORY @) BURCH

rRaLPH LAUREN | R A LPH

Sferoflex

UNOFFICIAL

RALPH LAUREN EYEWEAR

Rrb

STARCK SWAROVSKI

PARIS

VERSACE

vogue

eyewear
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Transforming the industry with new categories and digital solutions

Living up to its responsibility as an industry leader,
EssilorLuxottica delivers expertise and innovation for a range of
new products and categories to expand industry boundaries.

Making eyewear a gateway into a world of possibilities.
Throughout its smart eyewear journey started more than 10
years ago, the Group has developed R&D, manufacturing and
distribution capabilities in the field through key partnerships
and product releases. In 2021, the creation of Ray-Ban Stories —
the first generation of smart glasses offering consumers a new
way to capture, share and listen to their most authentic
moments — was a key milestone for EssilorLuxottica. Sharing a
passion for creating products and experiences that enhance
millions of lives every day, the Group partnered with Meta to
engineer wearable smart technology, without compromising on
style, comfort or esthetic. Following the successful launch of
Ray-Ban Stories, last year EssilorLuxottica renewed its
collaboration with Meta to launch Ray-Ban | Meta, the first ever
eyewear with live streaming and Meta Artificial Intelligence
built-in, offering consumers truly wearable and life-enhancing
technology. With the aim to make eyewear a gateway into new
worlds, the Group continues to accelerate its expertise
regarding the development of new categories to enhance user
experience for augmented and extended reality.

In 2023, EssilorLuxottica also announced that it will expand into
the hearing solutions industry with Nuance Audio, a disruptive
technology at the intersection of sight and sound. Seamlessly
embedding proprietary advanced hearing technology into a
pair of beautiful, fashionable eyeglasses that improve vision, the
Group aims to enhance quality of life for the over 1.2 billion

e 0
HeUlLIX ¢

in tune with life

(1) World Health Organization, World Report on Hearing, 2021: 40.
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consumers across the world suffering from mild to moderate
hearing loss"”. The product is expected to launch in the second
half of 2024. As it did in the vision space more than 50 years
ago, the Company aims to remove the stigma that has
historically stood in the way of consumer adoption of traditional
hearing solutions, replacing it with comfort and style.

Bringing together the best of the Group’s innovation to
continue digitizing the industry from the ground up. Rooted
in its origins, innovative thinking is an important cornerstone of
the Group's strategy. For decades, EssilorLuxottica has invested
heavily in going digital from the ground up, establishing digital
platforms that connect its operations with its customers and
consumers. Today, technology is the backbone of every area of
its business, from manufacturing to distribution and sales in all
markets and channels — Professional Solutions, brick and mortar
activities and e-commerce.

Last year EssilorLuxottica made another important step in the
digitization of the eyecare industry with the launch of HELIX, a
new division of the Group focused on serving eyecare
professionals  (ECPs)’ digital needs in one smart,
interconnected, data-driven digital ecosystem — from booking
and ordering to teleoptometry and Managed Vision Care
(MVC). The launch of HELIX is part of EssilorLuxottica’s strategy
to offer a broad portfolio of products and services to further
improve the eyecare experience for patients and help ECPs run
their practice more effectively. The first offering from HELIX, a
new generation of practice management platform called
Vision(X), will be available in North America in 2024.

Q.“,-g”‘ ‘ O Meta
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Direct to Consumer: superior online and offline eyecare and eyewear experience

EssilorLuxottica’s Direct to Consumer network includes
approximately 18,000 stores that offer consumers high-quality
vision care and best-in-class shopping experiences, from digital
eye exam technology to the latest eyewear trends curated for
every style preference. A true omnichannel approach to
distribution replicates the magic of the Group's stores in the
digital space, enabling consumers to enjoy everything from
product customization to an endless aisle of frames. This
approach provides a connected experience across all
touchpoints and allows EssilorLuxottica to reach a greater
number of consumers with quality optical products.

The Company has a widespread brick and mortar retail network
with banners such as LensCrafters, Target Optical and
Pearle Vision in North America; Apollo, Vision Express, Pearle,
Générale d'Optique, Atasun Optik, Salmoiraghi & Vigano,
Synoptik and David Clulow in EMEA; OPSM, Mujosh and
Laubman & Pank in Asia-Pacific; MasVision, GMO, Oticas Carol
in Latin America; as well as global banners such as Sunglass
Hut, Ray-Ban and Oakley stores.

The Group's brick and mortar network is complemented by
leading e-commerce platforms including Ray-Ban.com,
Oakley.com, SunglassHut.com and OliverPeoples.com as well
as EyeBuyDirect, Clearly, VisionDirect, Lenstore and Glasses
direct.
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fnHzmactep LUXQPTICA +Vl§m MAT VIET McOptic &4 MOLSION @ MultiOpticas
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3 C- OPTICAS
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As of December 31, 2023, EssilorLuxottica operated 17,589 stores as follows:

North Asia- Latin Corporate  Franchising
America EMEA Pacific  America Stores & Licensing
Sunglass Hut 1,652 572 314 411 2,949 232 3,181
LensCrafters 1,014 87 1,101 5 1,106
Vision Express 855 855 152 1,007
Apollo 682 682 223 905
Target Optical 574 574 574
MasVisién 71 469 540 7 547
Pearle 509 509 218 727
Générale d'Optique 392 392 291 683
OPSM 377 377 25 402
GMO 351 351 351
GrandOptical 326 326 76 402
GrandVision 275 47 322 31 353
Oakley 187 13 78 25 303 79 382
Atasun Optik 299 299 33 332
Ray-Ban 37 53 131 44 265 265
Synoptik 248 248 248
Salmoiraghi & Vigano 247 247 24 271
Luxoptica 221 221 221
Mujosh 144 144 363 507
Aojo 109 109 151 260
Pearle Vision 108 108 462 570
MultiOpticas 108 108 112 220
Bolon 72 72 182 254
Oticas Carol 24 24 1,426 1,450
All Others® 260 1,113 132 735 2,240 131 2,371
TOTAL STORE COUNT 3,832 5,984 1,444 2,106 13,366 4,223 17,589
TOTAL SUN & OTHER 1,878 759 538 517 3,692 326 4,018
TOTAL OPTICAL 1,954 5,225 906 1,589 9,674 3,897 13,571

(a) Banners with less than 200 total store count including: Opticas Lux, Opticas Visién, Instrumentarium, Optica2000, For Eyes, Ofotert, David Clulow,
Smarteyes, Lafam, Team Vision, Solaris, LensMaster, Visilab, Brilleland, McOptic, EconolLentes, OCFYT, Econdpticas, Opticas Place Vendéme, Nissen,
Robin Look, Laubman & Pank, Vision Center, Oliver Peoples, Spectacle Hut, Triangle Vision, Mat Viet, Interoptik, Kochoptik, Sunglass Island, Optica
Popular, Optique Mathieu, Luxottica Korea, Molsion, Miramas, Trendy Opticians, Clearly, Alain Mikli, MY |, John&Audrey, Spex, llori Optical & Optical
Shop of Aspen, Persol, Keops, Nikon and Optic Master.
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1.1.2 Mission and Sustainability

To help people 'see more and be more'

EssilorLuxottica’s legacy is rooted in a commitment to vision
care innovation and a deep understanding of the
transformative power of good vision. The Group's Mission is to
help people around the world 'see more and be more'. It drives
its strategy and inspires its approach to sustainable
development as well as its ambition to help eliminate
uncorrected poor vision in a generation.

The Group's groundbreaking products correct, protect and
frame the beauty of the most precious and powerful sensory
organ: the eyes. By combining expertise in lens technology and
eyewear manufacturing with a portfolio of brands consumers
love and global distribution capabilities, EssilorLuxottica
enables people everywhere to learn, work, express themselves
and fulfil their potential.

A lack of awareness and access has led to a global vision crisis
with severe social and economic consequences for billions of
people. Beyond serving the evolving needs and changing
lifestyles of the 2 billion people” who wear eyeglasses today,
EssilorLuxottica is inventing new ways to reach the
2.7 billion people® who suffer from uncorrected poor vision and
the 6.2 billion people” who do not protect their eyes from
harmful rays. Moreover by 2050, over 50% of the world's
population? is expected to suffer from myopia, a figure likely to
be reinforced by multiple years of pandemic-related lifestyle
changes.

As a powerful advocate for vision care, passionate campaigner
for greater awareness and pioneering innovator with solutions
and  styles that bring ever-greater  improvement,
EssilorLuxottica is deeply dedicated to elevating the
importance of good vision as both a basic human right and a
key lever for global development. The socio-economic
implications of uncorrected poor vision are profound. Without
access to vision care and eyeglasses for those who need them,
individuals face barriers to education and employment,
perpetuating cycles of poverty and limiting potential.

Following the launch of its landmark roadmap 'Eliminating Poor
Vision in a Generation', EssilorLuxottica remains committed to
advocating for the fundamental 'Right to See' recognizing its
crucial role in global progress. This aligns with the 2021 UN
resolution, 'Vision for Everyone', which unanimously aims to
achieve global accessibility by 2030. The inclusion of eyecare in
UN Sustainable Development Goals (SDGs) supports the
Group's own goals and sustainable actions to help eliminate
poor vision in a generation. To make this ambition a reality, in
2023 EssilorLuxottica remained focused on:

Powering vision. The Group continued to make strides toward
the 'Vision for Everyone' resolution and its goal to help
eliminate uncorrected poor vision in a generation through its
OneSight EssilorLuxottica Foundation, which unites the Group's
global advocacy and philanthropic actions, and the power and

(1) EssilorLuxottica estimates.
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commitment of EssilorLuxottica, its employees and partners.
Last year, the OneSight EssilorLuxottica Foundation radically
scaled up and accelerated global actions to bring vision care to
everyone around the world, including people in underserved
communities. Since 2013, the Group, along with its partners,
has created permanent access to vision care for over 762 million
people, equipping 71.8 million people in underserved regions
with eyeglasses and creating rural livelihoods in vision care
through 27,700 rural optical points. Critical milestones in 2023
also included the establishment of the Foundation in Latin
America, uniting the Group's long-standing philanthropy and
advocacy initiatives in the region. Based in Bogotd, in
Colombia, the Latin American affiliate of the Foundation and its
partners focus on executing vision care programs and forging
high-impact alliances to serve the estimated 190 million
underprivileged people across the region. Alongside the
United Nations General Assembly (UNGA), the OneSight
EssilorLuxottica Foundation raised awareness on the global lack
of access to eyeglasses and the commitment to deliver high-
quality vision care services, reinforcing how vision correction is a
catalyst for social and economic development. On World Sight
Day 2023, the OneSight EssilorLuxottica Foundation drew
global attention to the significance of vision care. More than
270,000 beneficiaries were screened through vision clinics in 49
countries, resulting in the distribution of approximately 110,000
pairs of eyeglasses. Facilitating these efforts, on World Sight
Day and throughout the year, more than 3,800 dedicated
EssilorLuxottica volunteers  actively contributed to the
screening process by dispensing glasses and interacting with
beneficiaries, ensuring a seamless and impactful vision care
experience, among other contributions. Also, to elevate
awareness on the importance of good vision, the Foundation
continued to partner with influential ambassadors. These
included Oakley athletes Diamond DeShields from Dallas
Wings of the Women's National Basketball Association
(WNBA); Rohit Sharma, the captain of the Indian cricket team,
Kylian Mbappé, the French football superstar; Li Zhixuan, the
Chinese National Marathon runner; as well as Italo Ferreira, a
Brazilian surfer and Olympic gold-medalist. Their support has
proven instrumental in driving the Mission forward, especially in
regions where awareness on the importance of wearing glasses
is low, and stigma around wearing glasses is high. In realizing
EssilorLuxottica’s ambition to eliminate uncorrected poor vision
in a generation, the OneSight EssilorLuxottica Foundation
plays a crucial role. By aligning with global goals set out by the
United Nations (UN) and the World Health Organization
(WHOQ), the Foundation contributes to creating a clearer future
for millions, emphasizing the critical need for clear sight in the
Group's journey toward a more equitable world.

(2) Essilor International, Eliminating Uncorrected Poor Vision in a Generation. Essilor International. 2019: 15.

(3) Brien Holden Institute.
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Powering style. Combining the best in advanced lens
technology with beautifully crafted and branded frames turns a
necessary medical device into an accessory that not only fits
and functions well, but also serves as a true expression of
personal style. Eyewear, worn up to 18 hours a day, is the most
visible fashion accessory and has become part of our cultural
fabric. From the moment frame meets face, there is a sense of

authenticity, creativity and confidence that consumers have
come to love. Because of the power they exert, each pair of
EssilorLuxottica frames is considered a work of art, from its first
sketches to final handcrafted details. Every frame illustrates the
passion, skill and commitment of EssilorLuxottica’s people who
are dedicated to making the best eyewear possible.

Approach to Sustainable Development: Eyes on the Planet

In 2021, EssilorLuxottica launched its ambitious, forward-looking
Group-wide Corporate Sustainability program, titled Eyes on
the Planet, aimed at embracing sustainability across its entire
ecosystem, including employees, suppliers, partners and
customers. This program includes concrete actions that support
five strategic pillars — Carbon, Circularity, World Sight, Inclusion
and Ethics (see Chapter 5).

» Eyes on Carbon: While setting the stage to achieve carbon
neutrality for its global direct activities (Scopes 1 & 2
emissions) by 2025, last year EssilorLuxottica reached its
target in Europe, after meeting it in its two historic home
countries, ltaly and France, at the end of 2021. This
achievement is thanks to its strategy of improving energy
efficiency across facilities, increasing self-production and
use of renewable energy through a corporate Power
Purchase Agreement (PPA) for the sourcing of wind
electricity in Italy, and ultimately supporting carbon
reduction projects beyond its value chain, such as the
protection and restoration of natural ecosystems. To
reinforce its efforts to address climate change, in 2023 the
Company committed to setting near-term emissions
reduction targets according to the Science-Based Targets
initiative (SBTI). This represents another step forward to
deploy its carbon strategy by reducing the carbon footprint
across its operations and along its value chain.

« Eyes on Circularity: EssilorLuxottica’s climate commitment
is deeply intertwined with its circularity goal throughout the
value chain, leveraging its sustainable innovation expertise
across its materials, processes, products and services. In
2023, the Group continued to work on the technical levers
that support the circularity of sources, such as a continuous
shift from fossil-based materials to bio-based materials,
along with its ability to recycle industrial waste internally or
through external partners, resulting in further enrichment of
its sustainable product offering. EssilorLuxottica’s approach
to circularity encompasses its Direct to Consumer business
as well. The Company's brick and mortar activities are
becoming central in encouraging consumers to extend
product life through circular services like in-store repairs,
subscription models and the possibility of bringing used
eyewear back to be recycled or repurposed. To advance in-
store sustainability, EssilorLuxottica has embarked on an
ambitious roadmap that includes major investments in its
brick and mortar activities related to energy efficiency, and
circularity in the use of materials and waste management as
well as the implementation of a three-year plan aimed at
obtaining WELL certification for 400 stores in Europe and
the US.
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« Eyes on Ethics: The Group's vertically integrated business
model is key to delivering and ensuring a fair and ethical
business approach wherever it operates. Reinforcing its
ethics efforts, in 2023 EssilorLuxottica updated its Code of
Ethics and developed a Code of Conduct for business
partners to establish harmonized practices, clarify
expectations and ethical principles, along with protecting
human and labor rights across the entire value chain.
Furthermore, EssilorLuxottica launched its internal reporting
system SpeakUp where both employees and external
stakeholders can report potential concerns and violations.
Supply chain efficiency is a constant priority and to further
enhance it, the Group integrated existing initiatives into one
single EssilorLuxottica Responsible Sourcing program
based on pillars like Labor and Human Rights, Health and
Safety, Environment, Governance and Ethics.

« Eyes on Inclusion: The Company's employees are leading
players and contributors to EssilorLuxottica's sustainable
development and value creation efforts. EssilorLuxottica
seeks to develop a collective culture that fosters learning,
nurtures diversity and prioritizes safety along with a working
environment that offers everybody equal opportunities
based on merit, fairness and without discrimination. In 2023,
many initiatives were launched through the Leonardo
learning ecosystem and in different regions to promote
open dialogue among employees and cultivate an inclusive
work environment, with education and learning being key
enablers. These efforts are complemented by a strong
culture of health, safety and well-being in the workplace,
and are extended to the communities where employees
and their families live through a consistent welfare program.

« Eyes on World Sight: In 2022, the launch of the OneSight
EssilorLuxottica Foundation marked a new chapter in
EssilorLuxottica’s journey to accelerate its Mission and bring
vision care to those in need. The Company's responsibility
toward vision and society also includes corporate citizenship
initiatives that cover different areas, including a partnership
with the United Nations Special Envoy for Road Safety to
promote better vision for better road safety. To address its
responsibility toward vision and society, EssilorLuxottica also
continued to deploy corporate citizenship initiatives aimed
at preserving cultural heritage and making art accessible to
the wider public in innovative ways, from the use of its
broadcasting capabilities as an 'open air' museum to
creating tactile exhibits in partnership with renowned
museums.



1.2 History

EssilorLuxottica

2017

EssilorLuxottica combination
announced

2018

Combination completed

2020

Launch of Ray-Ban Authentic
(first joint product offering)

Launch of EssilorLuxottica 360
(first joint commercial program)

2021

Acquisition of GrandVision

Launch of Ray-Ban Stories
(in partnership with Meta)

2022
Launch of OneSight
EssilorLuxottica Foundation

Acquisition of Giorgio Fedon
& Figli S.p.A.

Acquisition of the remaining
50% interest in Shamir Optical

July 2023

Expansion into the hearing
solutions market announced

September 2023
Launch of Ray-Ban | Meta
(in partnership with Meta)
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History

More than 170 years of excellence

o Essilor o Luxottica
Events Events
2019 2008 1991

« Acquisition of Brille24
(online)
« Acquisition of Barberini

2018

« Acquisition
of Fukui Megane

2017

« Acquisition
of Oticas Carol

2016

« Acquisition of
VisionDirect UK,
MyOptique (online)
and Photosynthesis
Group (sunglasses)

« Acquisition of
Salmoiraghi & Vigano

2015

« Acquisition of Vision
Source, PERC/IVA

2014

« Acquisition of
Transitions Optical

2013

« Acquisition of Costa
and Bolon
« Acquisition of Alain Mikli

2012

« Acquisition of Tecnol

2010

« Acquisition of Shamir
Optical, Signet
Armorlite and FGX

« Acquisition of Satisloh
(Equipment)

2007
« Acquisition of Oakley

2004

« Acquisition
of Cole National

2003
« Acquisition of OPSM

2001

« Acquisition
of Sunglass Hut

2000

« Essilor and Nikon
decided to combine
their R&D capabilities in
creating a joint-venture

« Listing on Milan
Stock Exchange

1999

« Acquisition of Ray-Ban

1998
« Acquisition of EyeMed

1995

« Acquisition of Gentex
Optics (polycarbonate
plastic lenses)

« Acquisition of Persol

« Acquisition
of LensCrafters

« Joint-venture with PPG
to launch the first organic
photochromic lens

1990

« Acquisition
of Vogue Eyewear
« Listing on NYSE

1988

« First license agreement
with Giorgio Armani

1975

« Listing on
Paris Stock Exchange

1972

« Essilor, a merger
of two leading names
(ESSEL and SILOR)

1961

« Luxottica founded by
Leonardo del Vecchio

1959

« Launch of Varilux,
the first Essilor
progressive lens

1954

« Launch of the first
plastic lens, Orma

1849

« Creation of the Société
des Lunetiers, known
as SL then ESSEL
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EssilorLuxottica’s roots are anchored in a centuries-old history
covering all aspects of the eyecare and eyewear industry:
design, production, distribution and innovation. With brands
such as Essilor (1849), Salmoiraghi & Vigano (1865), Persol
(1917), Ray-Ban (1937), Luxottica (1961), GrandVision (1891) and

Creation of a global leader

Created in 2018, EssilorLuxottica is the culmination of two very
complementary and inspiring business stories, both of which
are equally rich in their success, and have revolutionized an
entire industry more than once, changing the very nature of
eyewear and how we care for our eyes. Where the stories
overlap is in vision and values, including an entrepreneurial
spirit and a shared desire to create the very best products for all
consumers around the world and to do so responsibly.

Essilor and Luxottica were two companies using their individual
strengths to explore the potential of eyecare and eyewear
around the world; today, EssilorLuxottica combines those

now Giorgio Fedon & Figli S.p.A. (1919), EssilorLuxottica brings
together extraordinary entrepreneurial stories that make it
unique. This union of long-standing expertise and know-how,
along with a legacy of great leadership and design, inspires the
Group today and carries it into the future.

strengths as one fully integrated, end-to-end Group addressing
the world's evolving vision needs and leading the
transformation of the industry with new categories and
groundbreaking products. Announced in 2019 and finalized in
2021, the acquisition of GrandVision completed the visionary
project of unifying the three champions of the global eyecare
and eyewear industry. With leading global optical retailer
GrandVision part of EssilorLuxottica, the Group has expanded
its Direct to Consumer footprint in Europe and consolidated its
presence in eyecare and eyewear retail on a global scale.

A Company deeply rooted in innovation

EssilorLuxottica brings together two highly respected,
innovative groups, both deeply rooted in the history of the
optics industry.

Essilor was formed in 1972 from the merger of two
technological and marketing pioneers, Essel and Silor. The first
traces its origins to the Association Fraternelle des Ouvriers
Lunetiers (renamed Société des Lunetiers, or S.L. and then
ESSEL), an eyewear makers' cooperative founded in 1849 in
Paris. It quickly became a key player in vision correction
and started to grow internationally as early as 1868. Essel’s
original operating structure, which was inspired by workers’
cooperatives and involved employees in corporate governance,
is at the heart of a strong employee shareholding culture that is
still part of EssilorLuxottica today. The second company, Silor,
dates back to the 1930s when Georges Lissac founded Lissac
Fréres. In 1938, he created the revolutionary concept of an
optical department store on Rue de Rivoli in Paris, where
customers could have a free eye test. He also introduced
modern promotional techniques to the world of optics. Silor, its
industrial division, merged with Essel to form Essilor with the
ambition of becoming the world leader in the optics industry.
Its successful IPO on the Paris Stock Exchange in 1975 allowed
Essilor to undertake an ambitious international expansion
strategy focused on global manufacturing and distribution. The
decision in the 1990s to move away from frames and focus on
lenses, as well as strategic acquisitions and joint ventures in key
markets and its strong commitment to R&D in technically
advanced lenses, allowed the Group to gain a global leadership
position.
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Luxottica was founded by Leonardo Del Vecchio in 1961.
It started out as a small workshop and operated throughout the
1960s as a contract producer for the optical industry.
It gradually widened its range of offerings until it had an
integrated manufacturing structure capable of producing a
finished pair of glasses. In 1970, Luxottica’s first collection of
prescription eyewear was presented at the international optics
trade fair in Milan (MIDO), marking its definitive transition from
contract manufacturer to independent producer. In 1974,
Leonardo Del Vecchio sensed the importance of selling
products directly and started a vertical integration strategy with
the acquisition of Scarrone S.p.A, a professional solutions
distributor with important know-how of the Italian eyewear
market. Luxottica’s expansion in professional solutions took on
international importance with the opening of a subsidiary in
Germany, and continued in 1981 with the acquisition of
Avant-Garde Optics Inc., one of the largest distributors at the
time in the US market. With great visionary capacity, Leonardo
Del Vecchio saw the potential of working with the best fashion
designers and anticipated a trend by signing a license
agreement with the Armani Group, marking the evolution of
eyeglasses from a tool for correcting eyesight to a fashion
accessory. In 1995, Luxottica was the first manufacturer to enter
the optical direct to consumer business with the acquisition of
LensCrafters, one of the major optical retail banners in
North America.
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Eyecare: pioneering lens technologies

Technological innovations have allowed the Group to
distinguish itself and acquire a leadership position in advanced
ophthalmic lens technologies. Looking back to the
mid-20" century, two major leaps transformed the entire
ophthalmic industry: the invention of the Orma plastic lens and
Varilux progressive lens. These two products gave rise to a
unique R&D model, placing the wearer at the heart of the
experimentation process. The search for comfort and
protection has since led to new products, such as the Crizal lens
with anti-reflective, anti-smudge and anti-scratch properties as
well as Transitions photochromic lenses. Research accelerated
at the turn of the 21% century with a growing number of
innovations beneficial to consumers: increasingly effective
designs, such as Varilux Comfort and its latest addition Varilux
XR series; UV protection, with the launch of the E-SPF index";
blue-violet light filtering, with Crizal Prevencia lenses; and
products intended for new consumer behaviors and habits,

Eyewear: a new frontier of fashion

With a history of more than 170 years in the creation of frames,
the Group has an exceptional heritage, including some of the
world’'s most emblematic designs and best-known fashion
brands. From its beginnings in 1849, the Société des Lunetiers
produced eyeglasses, pince-nez and binocles, from iron to gold
and acetate to tortoiseshell. From the late 1980s, eyeglasses
began to evolve into eyewear. An esthetic focus on everyday
objects and designer interest in the emerging accessories
market led Luxottica to embark on its first collaboration with the
fashion industry in 1988 by entering into a licensing agreement
with Giorgio Armani. This initial collaboration was followed by
numerous others, and with the acquisition of new brands, the
Group gradually began building its current world-class brand
portfolio. Over the years the Group has launched collections
with fashion leaders such as Chanel (1999), Prada (2003),
Versace (2003), Dolce&Gabbana (2006), Burberry (2006), Ralph
Lauren (2007), Tiffany & Co. (2008), Tory Burch (2009), Coach
(2012), Giorgio Armani (2013), Michael Kors (2015), Brunello
Cucinelli (2022), Swarovski (2022), Jimmy Choo (2023) and
Moncler (2023). Following the renewal of its historic licensing

such as the new Eyezen lens line for digital device users. The
latest addition to this series is the Stellest lens, designed to
slow down myopia progression in children.

Strategic acquisitions also allowed the Group to broaden its
scope of activities in the optics world. Brands such as Ray-Ban,
Oakley and Persol carried a distinctive know-how for sun lenses.
This category was developed by new state-of-the-art
production facilities in ltaly, the US and Greater China to
increase the production capacity for both sun and ophthalmic
lenses, reinforced in 2019 through the acquisition of Barberini,
the world's leading optical glass lens manufacturer. With
Essilor's acquisition of Satisloh, the world leader in prescription
laboratory equipment, in 2008, and FGX International, the
North American leader in non-prescription reading glasses, in
2010, the Group extended its scope in specific markets such as
equipment for eyecare professionals and reading glasses.

agreement with Giorgio Armani for 15 years as well as the
renewal and expansion of its existing partnership with Ferrari, in
2023 the Group also signed an exclusive global eyewear
collaboration between Oliver Peoples and the Roger Federer
brand.

In 1995, Luxottica acquired Persol and in 1999, Ray-Ban, one of
the world's best-known sunglasses brands. In 2007, California-
based Oakley, a leading sport and performance brand, joined
the Group bringing Oliver Peoples with it. In 2013, the
acquisition of Alain Mikli International, a French luxury and
contemporary eyewear company that owned the Alain Mikli
brand and the Starck Eyes license, strengthened both the
Group's luxury brand portfolio and prescription offering. In the
last few years, the Group acquired Fukui Megane Co. Ltd, a
leading Japanese manufacturer that specializes in the
production of luxury eyewear frames made of titanium and solid
gold. The acquisitions of Costa and Bolon by Essilor in 2013
brought two other leading names in high-performance
sunglasses and fashion frames to the Group.

(1) E-SPF was developed by the Group and endorsed by third-party experts. The E-SPF index relates to lens performance only and excludes
direct eye exposure that depends on external factors (wearer's morphology, frame shape, wearing position).

2023 Universal Registration Document EssilorLuxottica

17




18

Presentation of EssilorLuxottica
History

Vertical integration: from global manufacturing to global distribution

EssilorLuxottica owes its extraordinary destiny to a well-
designed global manufacturing and distribution network.

Vertical integration has been a key pillar of Luxottica’s business
approach from the very beginning. Having oversight on the
entire production process makes it possible to verify and deliver
the highest level of quality. Vertical integration of
manufacturing was gradually accompanied by the expansion of
distribution, starting with the wholesale channel and later on,
with direct to consumer and a key presence in the high
value-added lens finishing business. The wholesale expansion
focused on customer differentiation, customized service and
new sales channels globally. On the direct to consumer side,
the Group acquired LensCrafters in 1995, followed by Sunglass
Hut (2001 — North America), OPSM (2003 — Australia and
New Zealand), Cole National with Pearle Vision and Target
Optical (2004 — North America), GMO (2011 — Latin America),
Salmoiraghi & Vigano (2016 — ltaly), Oticas Carol (2017 — Brazil)
and Spectacle Hut (2018 — Singapore). In 2006, the Company
started to expand the LensCrafters brand in Greater China by
acquiring and then rebranding local retail banners, while
growing Sunglass Hut globally in high-potential markets, such
as the Middle East, South Africa, India, Southeast Asia, Mexico,
Brazil, Europe and Greater China.

After Essilor's successful IPO in 1975, the expansion of lens
manufacturing and distribution began in 1979 with the
construction of a large plastic lens manufacturing plant in the
Philippines. In the 1980s, to continue growing its
competitiveness, other major mass production sites were set up
in Brazil and Thailand. The 1990s were focused on creating a

truly global network. The Group put down roots in Greater
China and India, and also acquired more independent
prescription laboratories, mainly in the US and Europe, to
ensure that its network reached local customers. Production
was also set up in Greater China with the opening of a lens
manufacturing site near Shanghai in 1998. In 2015, the Group
strengthened its ties with independent eyecare professionals in
the US with the acquisition of Vision Source, a network that
provides services to independent optometrists, and PERC/IVA,
a group purchasing organization. In 2016, the Group
accelerated the development of online sales, notably through
two major acquisitions in Europe (VisionDirect and MyOptique
Group) and expanded in Greater China with a 50% stake in
Photosynthesis Group, which markets sunglasses and corrective
lenses under a range of banners, including Mujosh.

In 2021, the integration of GrandVision was a major milestone in
the completion of EssilorLuxottica’s strategy. With GrandVision
operating a strong retail banner network in over 40 countries in
EMEA and Latin America, including more than 7,200 stores,
this integration helps the Group provide consumers all over the
world with an unparalleled optical experience. The acquisition
of a 35% minority stake of the share capital in Mazzucchelli 1849
and the acquisition of Giorgio Fedon & Figli S.p.A, respectively
in 2021 and 2022, also marked a step forward in the Group's
vertical integration strategy, aimed at achieving the highest-
quality standards throughout the entire value chain and
optimizing service for the benefit of all industry players.
Furthermore, they are an important asset for EssilorLuxottica to
pursue its sustainability commitment.

Smart Eyewear: a gateway into new worlds

Drawing on its heritage of exceptional craftsmanship,
unwavering spirit of innovation and dedication to providing the
most cutting-edge  technology, over the past decade
EssilorLuxottica has led the industry forward in a new way,
shaping an era of products poised to revolutionize the way
consumers perceive and engage with the world.

Aiming to combine its iconic, must-have eyewear with a
powerful array of seamlessly built-in technology to offer
consumers a stylish, avant-garde eyewear experience,
EssilorLuxottica has, throughout the years, expanded its R&D,
manufacturing and distribution capabilities in the wearables
category, also through collaborations with leading tech
companies designed to explore new frontiers for marrying
technology and fashion. To bring its vision to life by delivering
products that straddle the line between lifestyle and pioneering
technology, in 2014 the Group announced two strategic
partnerships, with Google for Glass and Intel for Oakley Radar
Pace, before teaming up with Meta in 2020 to launch Ray-Ban
Stories (2021) and Ray-Ban | Meta (2023).
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Driving momentum for the future, in 2023 EssilorLuxottica made
another bold move in the wearables and med-tech segments,
announcing its expansion into the hearing solutions industry
with Nuance Audio, its new disruptive proprietary technology at
the intersection of sight and sound. Seamlessly pairing high-
quality hearing solutions and prescription lenses with
fashionable, stylish eyewear, the Group is uniquely positioned
to revolutionize the hearing space, removing the stigma that
has historically stood in the way of consumer adoption of
traditional hearing aids. As a result, the Group will improve the
lives of over one billion consumers suffering from mild to
moderate hearing loss (see Section 1.3), while opening a new
avenue for the industry at large. Nuance Audio will launch in
2024 in the US, with a progressive rollout in other markets
across the world in 2025 and beyond.
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1.3 The eyecare and eyewear industry

A unique and resilient industry worth around €120 billion

The global eyecare and eyewear industry is worth around €120 billion" (price to consumer), with an over-the-cycle low-to-mid single
digit growth trend estimated for the foreseeable future.

The industry comprises five segments: spectacle lenses, spectacle frames, contact lenses, sunglasses and readers.

Demand for optical products proved to be and is expected to remain structurally strong, supported by an aging population,
increasing incidence of myopia and presbyopia, and growing need for eye correction due to consumers of all ages spending more
time in front of digital devices.

Eyecare and eyewear industry, 2023 Eyecare and eyewear industry, 2023
retail value by product category™ retail value by region
6%
3% Latin America
. Readers
15%
Sunglasses
35%
40% EMEA
Spectacle
Lenses
34*
27% North
Spectacle America
Frames
25%
15% Asia-Pacific
Contact Lenses
Top 10 countries by retail value
@ us @ UNITED KINGDOM

@ creatercrine (@) BrazIL
© rrance CANADA
@ ocervany @ mawy
© Jsaran INDIA

The US remains the largest national market for the eyecare and eyewear industry, whereas in EMEA, France, Germany and the UK
stand out as the most relevant countries'”.

Among developing markets, Greater China is characterized by demographic factors that lead to soaring myopia rates as well as
increasing disposable income, triggering a premiumization trend in eyewear.

The pandemic accelerated the pace of digitalization for the eyecare and eyewear industry, and the e-commerce channel now
accounts for around 8% of global industry value, with digital penetration differing significantly across product segments.

(1) Restated EssilorLuxottica and Euromonitor estimates at 2023 exchange rate.
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A solid industry driven by major socio-demographic
and lifestyle changes

The global eyecare and eyewear industry has grown at a steady
pace over the long term, buoyed by structural demand based
on a combination of several factors including:

Rising market demand for vision care. Vision care needs
are evolving, particularly due to the growing aging
population and changing lifestyles. With an aging
population, vision impairment has risen to the forefront as a
public health concern with more consumers in need of
ophthalmic solutions related to myopia and presbyopia
expected by 2050. Myopia is predicted to reach epidemic
levels with half of the world’s population affected”, or
around 4.7 billion people in 2050, up from 2.8 billion people
today. With the proportion of the world's population aged
45+ years expected to rise to nearly 40%?, or around
4 billion people in 2050, up from 2.4 billion people today,
the number of people affected by presbyopia is set to
increase significantly. Moreover, the increased intensity of
digital-screen exposure following the pandemic outbreak
has created new needs for prevention and protection
against harmful UV rays.

Growing category penetration. Vision impairment is the
world's biggest unaddressed disability with large untapped
opportunities in terms of vision correction and protection.
Today 2.7 billion people® around the world suffer from
uncorrected refractive errors (URE) due to barriers to

awareness and access, with 90% living in base-of-the-
pyramid economies®, and 6.2 billion people” who do not
protect their eyes from harmful rays.

Increasing awareness of health-related issues. Consumers
are more conscious of the importance of eye health and, in
particular, the health benefits of wearing sunglasses to help
protect eyes from sun damage as well as to filter out blue
light.

Shifting eyewear perceptions and category premiu-
mization. Eyewear and especially sunglasses are perceived
as desirable fashion accessories that enable self-expression
and enhance self-confidence. Buying eyeglasses is shifting
from a purely functional purchase to a more emotional one.
Factors such as increasing disposable income and better
standards of living in developing markets, have created a
growing appetite and demand for luxury or high-quality
premium branded eyewear. Furthermore, consumers are
more receptive to changing their lenses, frames and
sunglasses in tune with changing fashion trends. This shift
toward high-end, branded frames and innovative designs
contributes to reducing the average life of a pair of glasses,
and product and brand popularity often trigger consumer
desire to own a range of sunglasses and eyeglasses for any
occasion.

The synergies of optical and hearing care. Several trends traditionally underlying the eyecare and eyewear industry may also be
observed in the hearing solutions space that EssilorLuxottica is now exploring, including the increasing prevalence of hearing
impairment due to the growing aging population and changing lifestyles. In addition to industry trends, the optical and hearing care
markets also bear other analogies making them two complementary businesses.

M
@
A3)
@
©)

Estimates of hearing loss®

1,153 266

million million

14.9%

3.4*%

30.7 17.2 12.6

million  million  million

0.4* 0.2* 0.2%

Mild Moderate Moderately Severe Profound Complete

Globally 1.5 billion people live with hearing loss

World Bank Population estimates and projections.

Global prevalence of myopia, high myopia and temporal trends from 2000 to 2050. Brien Holden Vision Institute (BHVI).

Essilor International, Eliminating Uncorrected Poor Vision in a Generation. 2019: 15.

EssilorLuxottica estimates.
World Health Organization, World Report on Hearing. 2021: 40.
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Examples where the two industries meet include their target
consumer bases, which are often perfectly aligned in
demographics, needs and aspirations, along with market
penetration. Like vision care the hearing solutions market is
underpenetrated for a number of reasons, including the
visibility of traditional hearing aids, discomfort and price.
According to the World Health Organization, globally there is
an 83% service gap'".

Hearing loss currently affects over 1.5 billion people, or 20% of
the global population, and is predicted to reach nearly
2.5 billion people by 2050?. Most people currently affected
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(1.16 billion) suffer from mild hearing loss. However, a
substantial portion, or 430 million® people (i.e., 5.5% of the
global population) experience moderate or higher levels of
hearing loss which, if unaddressed, will most likely impact their
daily activities or quality of life. Indeed, untreated hearing loss
and subsequent reduced cognitive performance come with the
risk of the onset of dementia or depression®”. Besides the
1.16 billion people worldwide with mild hearing loss,
approximately 400 million® live with hearing loss ranging from
moderate to severe and nearly 30 million® suffer from profound
or complete hearing loss.

1.4 Meeting global demand for eyecare and eyewear

1.4.1 Group Strategy

EssilorLuxottica leverages more than 170 years of pioneering
innovation, operational excellence, entrepreneurial spirit and
international mindset. The Group develops groundbreaking
eyecare and eyewear solutions that meet the world's growing
vision care demands and changing consumer lifestyles, while
inventing new ways to reach the billions of people who suffer
from uncorrected vision. It is the combination of two highly
complementary and inspiring companies, one in advanced lens
technology and the other in the craftsmanship of iconic
eyewear, which leveraged their individual strengths to
revolutionize the industry and explore the potential of eyecare
and eyewear around the world.

Product development

Lens and eyewear product manufacturing

Distribution

Go-to-market

The Group's vertically integrated business model covers the
industry’s entire value chain. It is the result of a visionary choice
made by the founder of Luxottica and late Chairman of
EssilorLuxottica, Leonardo Del Vecchio, who understood the
potential of a vertical integration strategy when he decided to
make complete frames rather than just their components.
Vertical  integration in  manufacturing was  gradually
accompanied by distribution, first with professional solutions,
then in 1995 with physical direct to consumer and later via
e-commerce. Finally, with the combination of Essilor and
Luxottica in 2018 came the creation of a fully integrated, all-
round champion in the eyewear industry combining lenses and
frames under the same roof.

Operations

Professional Solutions

Direct to Consumer

Customers

Brick and mortar E-commerce

Consumers

World Health Organization, World Report on Hearing. 2021: 178 fig. 3.9a.
World Health Organization, Deafness and hearing loss. 2023: World Health Organization institutional website.

(1)
@)
(3) World Health Organization, World Report on Hearing. 2021: 40.
@)

John Hopkins Bloomberg School of Public Health, Hearing Loss and Incident Dementia, 2011.
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EssilorLuxottica operates an open, non-exclusive business
model (network company), that creates value for all
stakeholders, including customers, consumers, employees,
shareholders, business partners and suppliers as well as the
communities in which the Company operates. This business
model is in line with the Group's core business activities, by
providing centralization when required (particularly for global
frame brands and retail banners) and decentralization when
appropriate (for prescription lenses, which cater to multiple
individual patient needs at a local level). It is built on the
following strategic pillars that enhance EssilorLuxottica’s
competitive edge and support its determination to accelerate
industry growth in the coming years.

Global footprint. The geographical footprint of EssilorLuxottica’s
manufacturing and logjistics facilities, distribution networks and
human capital is well balanced and diversified across more than
150 countries where the Company operates, shielding it from
volatility in single economic areas.

World-famous brands. EssilorLuxottica has a portfolio of more
than 150 renowned brands spanning various categories from
frames, lenses and instruments to brick and mortar and digital
distribution as well as the mid-range to premium segment.
Featured among them are some of the industry's most
recognized brands, whose equity is protected by strong
investments to fight counterfeit products and the parallel market.

Comprehensive go-to-market. EssilorLuxottica has implemented
a comprehensive multi-channel go-to-market strategy, including
professional solutions, physical direct to consumer and
e-commerce as well as inclusive last-mile models. Professional
solution distribution remains crucial in the still highly
fragmented eyecare and eyewear market, while through its
direct to consumer platforms the Company offers consumers
high-quality products and services while gaining valuable
insights into their needs, behaviors and preferences. With
leading global optical retailer GrandVision now part of
EssilorLuxottica, the Group has expanded its direct to
consumer footprint in EMEA and strengthened its reach in Latin
America, consolidating its presence in eyecare and eyewear
retail on a global scale. EyeMed Vision Care, one of the fastest-
growing managed vision care companies in the US,
complements the business model in optical direct to consumer.
Finally, innovative inclusive business models make last-mile
distribution a reality in developing markets.

Unique innovation capabilities. A drive for excellence coupled
with an innovative spirit stand at the forefront of the Group's
aspirations. Living up to its responsibilities as a global leader,
EssilorLuxottica is committed to lead the transformation of the
industry. To make this a reality, the Group has built a powerful
innovation platform that delivers pioneering technologies and a
rich pipeline of bold and transformational initiatives, paving the
way for an innovation process that will benefit all industry
stakeholders. Supported by leading scientific, industrial and
academic communities, the Company’s innovation initiatives
are centered on four main streams: bringing vision to new
heights, powering style, making eyewear a gateway into new
worlds and digitizing the industry from the ground up.
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The Group owns approximately 13,000 patents and produces
more than 3,500 new eyewear models every year.

Powerful supply chain. EssilorLuxottica operates a vertically
integrated business model directly covering every single step of
the value creation process, from product development and
manufacturing to end-consumer sale. Balancing speed, efficiency
and proximity, the Company manages a global supply chain
based on centralization for frames, and on a capillary network
for lens finishing and prescription laboratories.

Mission. EssilorLuxottica responds to the world's growing vision
needs with a large portfolio of innovative eyecare and eyewear
products accessible to everyone, everywhere. By combining its
expertise in lens technology and eyewear manufacturing, a
portfolio of brands consumers love, and global distribution
capabilities, EssilorLuxottica enables people everywhere to 'see
more and be more'.

Sustainability. Doing good for its customers, consumers and
communities while doing good for the planet is at the heart of
EssilorLuxottica’s integrated and forward-looking Corporate
Responsibility program, titled Eyes on the Planet. The program,
which outlines the Group’s ambition and strategy for
sustainability, includes commitments toward carbon neutrality,
circularity, world sight, inclusion and ethics.

Talented people. At the very core of EssilorLuxottica are its
people, who work together relentlessly to unleash the full
potential of the Group and make it better every day. With over
190,000 talented and dedicated employees in 150 countries,
EssilorLuxottica brings diverse perspectives, experiences,
backgrounds and cultures within its community to inspire fresh
insights, challenge conventional thinking and empower
breakthrough innovation. This helps the Group constantly push
the boundaries of what is possible, giving it a competitive edge
and driving its success. In 2023, about 45% of employees were
below 35 years old and 60% were women. EssilorLuxottica
invests in its people by promoting, among other things,
subsidized employee shareholding programs that enable an
innovative style of governance and foster dialogue by involving
employees in the Company’s major decisions. Last year, a total
of 77,500 EssilorLuxottica employees in 86 countries held a
financial stake in the Group.

Fostering eyecare awareness. Leonardo is EssilorLuxottica’s
learning ecosystem that offers high-quality education to all
players in the eyecare and eyewear industry in a community
setting. It is made of a global team and a global platform
available in all markets where EssilorLuxottica operates. Thanks
to a blended approach, it spreads knowledge via a variety of
formats, including on-demand content, live sessions, and face-
to-face events earning a strong reputation as the educational
point of reference across the industry. Since its launch in 2021, it
has delivered more than 5.5 million hours of education,
including over 50,000 live sessions with 2.3 million participants.

By putting these distinctive pillars at play, EssilorLuxottica is
uniquely positioned to drive the evolution and growth of the
global industry for the benefit of all its stakeholders, while making
its business profitable and sustainable in the long-term.
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Innovation, a cornerstone of the Group's strategy

Rooted in its origins, innovative thinking has been a strategic
focus and decisive competitive advantage for EssilorLuxottica.
The future of the industry with all its untapped opportunities is a
source of inspiration that drives the Group to create,
experiment, refine and implement new ideas and technologies,
from breakthrough innovation in vision care and eyewear,
research of new materials and product development to
manufacturing, distribution and digital platforms.

Sustainability, a key driver of the Group's innovation and
growth story. Honoring its deep-rooted sense of responsibility,
innovation and sustainability are strongly intertwined at
EssilorLuxottica. As a leading global Company with a Mission to
help people around the world 'see more and be more' and in
support of its Eyes on the Planet (see Chapter 5) program, the
Group is focused on delivering on both its innovation and
sustainability goals. To make this a reality, focus is put on
reducing its product environmental footprint with thorough
consideration of environmental impact along every step of the
product development process and life cycle.

A consumer-focused approach to innovation

From product and design innovation to reimagining the
consumer experience to establishing new far-sighted business
models, EssilorLuxottica’s approach to innovation focuses on
understanding evolving consumer needs from initial research to
product development and wearer testing. Longer life
expectancy, changes in consumer lifestyles, evolving vision
needs linked to major socio-demographic factors (including
intensive digital-screen exposure) and heightened awareness of
health-related issues all present both considerable R&D
challenges and opportunities for the industry.

EssilorLuxottica's R&D activities are organized into four areas:
bringing vision to new heights; powering style; making eyewear
a gateway into new worlds; and digitizing the industry from the
ground up. To bring its vision to life, it has built a network of
thousands of forward-thinking researchers, engineers and
designers committed to making the Group a laboratory for
med-tech, innovation and growth.

Bringing vision to new heights. EssilorLuxottica’s vision care-
related R&D activities target innovations to outperform wearer
needs, and create and grow categories in three fields: myopia
management and advanced single vision; presbyopia and near-
vision management; and light management and lens-conveyed

With eco-design being a cornerstone of the Group’s innovation
strategy, EssilorLuxottica places sustainability at the heart of
product development. To create circular products from the very
start of the innovation process, in recent years the Company
has prioritized eco-design in product launches, aiming to
embed it in all product development by 2025. In particular,
leveraging the Sustainable Assessment Methodology (SAM)
deployed in 2021 for its prescription lens R&D activities, last
year the Group developed an eco-design framework focusing
on both social and environmental sustainability and extended
its perimeter to eyewear R&D activities. With this framework in
mind, the Group is now finalizing the development of a fully
comprehensive proprietary eco-design tool that assesses the
impact of new products (see Chapter 5, Section 5.2.2) to offer
consumers  high-quality ~ products, truly life-enhancing
technologies and unique styles, with an ever-lower impact on
the environment.

eye protection. Innovative methodologies for testing its
technologies and solutions with consumers have also been
developed, including Houselab, which makes it possible to
observe wearers in real-life situations and learn from their
experiences, as well as Movis Lab, designed to study wearer
visual and postural behaviors with tools developed in-house. In
addition, the Company has implemented a revolutionary way to
digitally define, test and validate new concepts thanks to
human modeling. Based on vision science knowledge, data
collection from millions of wearers and advanced mathematical
algorithms, the goal of this patented technology, called Avatar,
is to model as thoroughly and precisely as possible what it
means for an individual to wear ophthalmic lenses. To stand by
its sustainability commitments, EssilorLuxottica continues to
leverage its Lab of the Future initiative. It supports the Group's
R&D goal to deliver breakthrough innovations and
technologies by quantifying the environmental impacts of its
manufacturing  processes and identifying improvement
strategies. With an initial focus on plastic waste, the Lab of the
Future has progressively extended its scope to raw material
consumption, and energy and water consumption reduction as
well as raw material sourcing and chemical components.
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From its presence on the US West Coast to Europe and further
East to Asia-Pacific, EssilorLuxottica leverages a powerful global
innovation and R&D network, which includes its Centers for
Innovation and Technologies (CI&T) in Europe and Asia as well
as its US R&D Center and its Transitions and Shamir Optical
R&D Centers. CI&T Europe is based in Créteil (France), with two
satellite facilities respectively in Paris-Bastille, specializing in
vision sciences and neurosciences, and Toulouse, focusing on
active optics and lenses, advanced materials and
nanofabrication. CI&T Asia is spread across three facilities in
Singapore, Shanghai and Bangkok. At the heart of the myopia
pandemic, the Center for Innovation and Technologies in
Singapore was accredited as a Research Institution by the
Singaporean Ministry of Health, granting a unique capability to
conduct in-house clinical investigations and assess the clinical
efficacy of new vision care solutions in children. Three other
R&D facilities complement this footprint, including the US R&D
Center, spread across Dallas (Texas) and Dudley
(Massachusetts) and focusing respectively on new product
development and thermoplastic substrates, film materials and
technologies; the Transitions R&D Center in Tuam (Ireland)
dedicated to photochromic lenses; and the Shamir Optical
R&D Center in Kibbutz Shamir (Israel), specializing in lenses and
technologies beyond products.

This global R&D network lets EssilorLuxottica gain a unique
understanding of consumer needs and market structure in key
regions; optimize its innovation capacity thanks to proximity
with local engineering and operations teams; and develop
strong R&D partnerships with leading industrial experts. These
include HumanWare, specialized in the design and
manufacture of highly intuitive and intelligent solutions for
people living with vision loss or visual impairment and focusing
on technology for visual impairment and blindness; Nikon, via a
joint venture whose continued research activities have
produced a series of innovations in materials, coatings, designs
and processes applicable in the fields of myopia, presbyopia
and light protection filters; and CooperCompanies through a
joint venture finalized in 2021 for the acquisition of SightGlass
Vision, a US-based life sciences company focused on
developing innovative spectacle lenses to reduce the
progression of myopia in children.
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To pave the way for innovation and develop its products,
EssilorLuxottica works alongside many universities, public and
private research centers, as well as innovation clusters. Ongoing
partnerships span the whole range from upstream research to
applied concepts and the go-to-market stage, including: a
long-established research partnership with both Vision Institute
and Sorbonne Université in Paris (France) including the
Silversight eight-year research committee dedicated to vision
aging and the MyopiaMaster research committee focusing on
the neurobiological mechanisms of myopia in the retina; a
research collaboration with the Inria CentraleSupélec Center for
Visual Computing in Saclay (France), specializing in Artificial
Intelligence algorithms for innovative digital tools for screen
related-visual disorders; a collaboration with the University of
Valencia (Spain) focusing on night vision refraction protocols
and visual performance in night driving; a collaboration on
myopia in children with two universities at the forefront of this
field — Wenzhou Medical University in China and Hong Kong
Polytechnic University; an academic partnership with Sankara
Nethralaya, a leading tertiary eyecare research center in
Chennai (India), to study the prevalence of myopia in South
India; and a research collaboration with Flinders University in
Adelaide (Australia) focusing on the role of light in myopia
progression. Since 2008, EssilorLuxottica has also leveraged a
collaboration  with  Polytechnique  Montréal  (Canada),
participating in a multisectoral industrial consortium within the
Holistic Approach to Multifunctional Coatings and Surface
Engineering for Sustainable Future committee, in collaboration
with the Natural Sciences and Engineering Research Council of
Canada (NSERC) and Prima, an advanced materials research
and innovation hub in Québec.

Furthermore, EssilorLuxottica takes part in several cooperative
networks aiming to make a positive impact in healthcare, such
as: European consortia funded by the European Commission,
most notably EIT Health, a private-public community of about
150 best-in-class partners who combine their complementary
assets and strengths to generate innovative solutions
addressing some of Europe's biggest health challenges; along
with Oberon, the Opto-Biomechanical Eye Research network,
coordinated by University of Minho (Portugal), working to
create a unique modelling platform for eye and visual optics by
supporting and connecting an interdisciplinary cohort of PhD
researchers across eight leading institutions.



R&D network: Bringing vision to new heights
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(1) Silversight and MyopiaMaster research committes

In 2023, the Group launched Varilux XR series, its latest
generation of progressive lenses that responds to the wearer's
visual behavior predicted by Artificial Intelligence based on
exclusive real-life data. The five years of conception and
development of Varilux XR series lenses involved the study of
more than 6,500 consumers to enrich presbyopes' lifestyles and
visual challenges, analysis of more than one million exclusive

(1) RDC Environment Life cycle analysis — 2022 vs. Varilux X series.
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pieces of real-life data, and real-life wearer tests conducted by
an independent institute. Special attention was also given to
minimizing environmental impact, with a 19% plastic
consumption reduction compared to previous Varilux X series
lenses for a 6% decrease in CO, emissions”. Varilux XR series
lens was recognized with a Silmo d'Or award in the vision
category at the 2023 edition of Silmo in Paris.
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SHAPING NEW CATEGORIES FOR THE INDUSTRY: MYOPIA MANAGEMENT
Reaffirming its leadership in myopia management, EssilorLuxottica's commitment to tackle this rapidly growing visual impairment
gained further momentum in 2023.

Essilor Stellest lenses — the culmination of 30 years of research to slow myopia progression in children — continue to show strong
efficacy in slowing down myopia progression and axial elongation in children thanks to their Highly Aspherical Lenslet Target
(H.A.LT) technology, as successfully confirmed by the four-year clinical follow-up study conducted at the Eye Hospital of
Wenzhou Medical University in Wenzhou, China. Released last April at the 2023 Annual Meeting of the Association for Research in
Vision and Ophthalmology (ARVO) in New Orleans (US), its results demonstrated conclusive evidence, saving more than one and a
quarter diopters of myopia over four years". This follows the three-year clinical follow-up study findings released in 2022 that
showed strong efficacy of the lens in slowing down myopia progression in children over three years®. Previously the two-year
'myopia control with spectacle lenses with aspherical lenslets' clinical trial made public in 2021, demonstrated that Essilor Stellest
lenses slow down myopia progression by 67% on average, compared to single vision lenses, when worn at least 12 hours a day®.
After making their debut in Greater China in 2020 and following their successful launch in Singapore, Europe and Canada two
years ago, Stellest lenses were rolled out in other markets in 2022 and 2023, and are now available in more than 35 countries
globally. Last year, the Group was particularly active in participating in major medical congresses and sharing the latest findings of
Essilor Stellest lenses on several occasions, including WSPOS subspecialty day; the O=MEGA23/4" World Congress of Optometry
in Melbourne (Australia); and the Global Orthokeratology and Myopia Control Conference in Singapore. The Group also
participated in the European Society of Cataract and Refractive Surgeons (ESCRS) iNovation Day 2023 and the Ophthalmology
Futures Forums 2023 in Vienna (Austria) to raise awareness and share scientific knowledge and insights on myopia management in
children.

To improve vision care access and expand the myopia management category, in 2021 the Group finalized a joint venture with
CooperCompanies for the acquisition of SightGlass Vision, a US-based life sciences company focused on developing innovative
spectacle lenses to reduce the progression of myopia in children. This collaboration accelerated the commercialization of
SightGlass Vision's Diffusion Optics Technology (D.O.T.) in several countries, including the Netherlands and Greater China under
the brands Nikon and Kodak, as well as with commercial pilots currently ongoing in selected markets. Creating a comprehensive
vision care system, in 2023 EssilorLuxottica rolled out a new Expert Myopia Care solution empowering eyecare professionals at all
levels to grow their expertise and better detect, monitor and manage myopia. Connected to a wide range of instruments, it
collects key data and features a patient-friendly interface to explain clinical results in a meaningful way. Finally, the Group has also
expanded its portfolio of eyewear for kids and teens, with more than 10 brands offering models for younger generations and
providing constant innovation for designs and functionalities.

In Greater China, which is the leading myopia management market in the world, the Company is ideally positioned with a full set
of total solutions for myopia management, distributing lenses, contact lenses and frames, as well as shaping the market with its
educational platform and measuring instruments. This serves as a base for building up the category in other key markets, including
Asia, EMEA, Latin America and Canada where myopia management is gaining momentum.

To make this vision come full circle, the Group also prioritizes medical and professional affairs by: providing ECPs with the latest
evidence-based scientific, medical and clinical product knowledge and education; building strong partnerships with external
experts, professional organizations and associations; disseminating and sharing scientific and clinical expertise at key professional
congresses and events; developing evidence-based scientific and medical communications for key stakeholders; and conducting
Phase 4 studies to collect real-world evidence and novel data relevant to clinicians. With a focus on advancing myopia awareness
and knowledge, sharing expertise and guiding discussions on a global scale, the Group continues to strengthen its partnerships
with key international organizations and professional associations, including Review of Myopia Management, the International
Myopia Institute (IMI), Global Myopia Awareness Coalition, Myopia Profile and the World Society of Paediatric Ophthalmology
and Strabismus (WSPOS). Last year, EssilorLuxottica was a gold-level supporter of the WSPOS independent medical education
program on myopia management; a platinum sponsor of the IMI, a consensus body of global myopia experts, and co-sponsor of
its white papers on myopia; and a key sponsor of the first-ever global Myopia Action Month championed by Myopia Profile in

2023, a collective effort to combat childhood myopia by taking immediate action.

(1) Drobe B., Xue L., Huang Y., Lim E. W., Bao J. Spectacle Lenses with Highly Aspherical Lenslets for Myopia Control: Four-Year Clinical Trial
Results. Invest. Ophthalmol. Vis. Sci. 2023; 64(8):4162.
2 I§I(J>2(ée£ a:L. I\/I())/opig Control Efficacy of Spectacle Lenses with Aspherical Lenslets: Results of a Three-Year Follow-up Study. Am J Ophthalmol.
;» 253:160-168.
(3) Compared to single vision lenses, when worn by children at least 12 hours per day every day. Bao J., Huang Y., Li X,, Yang A., Zhou F., Wu J.,
Wang C., Li Y., Lim EW., Spiegel D.P., Drobe B., Chen H., 2022. Spectacle Lenses with Aspherical Lens?ets for Myopia Control vs Single-
Vision Spectacle Lenses: A Randomized Clinical Trial. JAMA Ophthalmol. 140(5), 472-478.
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Powering style. Innovation in fashion accessories requires a
delicate balance between staying on trend and anticipating
future shifts in consumer preferences. At EssilorLuxottica,
consumer management insights (CMI) are a strategic tool for
forecasting that allows the Group’s R&D teams to proactively
adapt color, material and finishing (CMF) choices to meet
evolving tastes and lifestyles. Insights gained from market
research enable the Company'’s fashion accessory innovators to
incorporate cutting-edge features into eyewear products
without compromising on style. With consumers increasingly
seeking personalized and unique styles, understanding
individual preferences becomes crucial. Therefore, the ability to
collect and analyze data on consumer behavior empowers the
Group to offer customizable options, elevating the consumer
experience and fostering brand loyalty. In this sense, CMI form
the bedrock of strategic decision-making in the Group's
innovation process for fashion accessories. From color palettes
to material selection and finishing details, aligning with
consumer preferences ensures that products are not only
esthetically appealing but also resonate with the values and
expectations of the target audience, ultimately driving success
in the competitive fashion landscape.

EssilorLuxottica’s analog eyewear-related R&D activities cover
three main segments: frame design and technologies; eyeglass
cases and accessories; and plano solutions for sun protection.

» Frame design and technologies. Every new collection and
frame are the result of an ongoing R&D process that
anticipates and interprets the needs, desires and aspirations
of consumers, while embracing a commitment to
sustainability and eco-conscious design in line with the
Group-wide Eyes on the Planet sustainability program (see
Chapter 5). To help people around the world 'be more', the
Company's designers and engineers are constantly
exploring new possibilities to expand the boundaries of the
eyewear world, creating models where stylistic innovation is
harmoniously combined with cutting-edge technologies
and new materials to redefine styles and functionalities.
Studying other sectors — from fashion and jewelry to design
and sport performance — inspires ideas that can be applied
to eyewear. This process has become even more valuable
as sun and prescription eyewear are increasingly perceived
as desirable, fashionable accessories. Emphasis on product
design and the continuous development of new styles are
key to the Group's success. In 2023, EssilorLuxottica added
over 3,500 new models to its eyewear collections.

EssilorLuxottica has an innovation model that combines the
most advanced technologies available on the market with
highly skilled teams to create a robust innovation pipeline
that can be directly transferred to the product. Leveraging
innovative technologies including metal and plastic 3D
printing, metal micro-hammering and advanced lasering
techniques, the Company reaches precision and finishing
levels comparable to that of jewelry, representing a strong
competitive advantage for EssilorLuxottica. In total, the
Group leverages two R&D Centers in North America
(Foothill Ranch, California) and Europe (Agordo, ltaly), five
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Innovation Centers in Europe (Agordo, Milan and Sedico,
[taly) and Asia-Pacific (Dongguan, Greater China; and Fukui,
Japan) as well as 11 Trend, Design and Creative Labs in
different regions. The R&D facilities in Foothill Ranch and
Agordo  focus respectively on sport performance
technologies and lifestyle and luxury, while the Innovation
Centers mainly focus on materials science and engineering.
For example, the Innovation Centers in Agordo and Sedico
develop R&D activities on polymers and metal alloys, while
the Innovation Center in Fukui specializes in titanium and
solid gold. In addition, the Innovation Centers in both
Agordo and Dongguan also focus on integrating the
application of robotics, automation, computing and big
data into its manufacturing processes. With a focus on
quality product development, the Group also establishes
international collaborations with respected, well-known
universities, including Cambridge University, University of
Navarra through its Ceit | Advanced Technologies for
Industry Research Center, and the Interuniversity National
Consortium of Materials Science and Technology (INSTM)
drawing on the expertise of 52 universities. Scientific
excellence generated from these partnerships helps
influence the creation of new products, materials and
technologies, opening up new opportunities to constantly
expand the consumer experience. Highlights include
working with: Cambridge University on designing new
polymer compounds with unique material properties to
increase the performance and value of the Group's
products; University of Navarra on applied research and
technological development; and the Interuniversity National
Consortium of Materials Science and Technology on
advanced materials and technologies.

In 2023, the Group continued to enrich its innovation
pipeline and reaffirm its leadership in the field of eyewear
with state-of-the-art collections. Building on Swarovski's
luxury credentials, the Lucent eyewear collection featured
sophisticated, sparkling designs celebrating the brand'’s
jewelry tradition and craftsmanship, appealing to crystal
enthusiasts poised to take pleasure in brightening up their
personal style. Last year, the Oakley gaming-inspired
collection was also enriched with new models, such as
Helux: hardwired for passionate gamers, it featured bold
frames made of O Matter material combined with ultra-thin
and headset-compatible temples for an elevated gaming
experience. Committed to reducing its impact on the planet
and in line with consumers’ growing demand for eco-
conscious eyewear, the Company strengthens responsible
materials sourcing for both its house and licensed brands’
eyewear collections. Last year Ray-Ban extended its offering
with bio-based materials such as bio-acetate for frames and
bio-nylon for lenses. Also, Arnette leveraged internal
recycling processes for injected nylon to create frames
featuring 95% recycled plastic. This paradigm shift toward
bio-based and recycled materials is now becoming the new
standard for the Group, with new brands joining its portfolio
embracing it by default in their collections.
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Eyeglass cases and accessories. The recent acquisition of
Giorgio Fedon & Figli S.;p.A.,, a leading company in the
production and distribution of spectacle cases as well as
luxury, handcrafted and customized eyewear accessories,
represented a step forward in EssilorLuxottica’s vertical
integration strategy, aimed at achieving the highest quality
standards along its entire value chain and optimizing service
for the benefit of industry players. It also represented an
important asset for the Group to pursue its sustainability
commitment. For instance, it allowed the Company to invest
in the recyclability and circularity of its packaging materials,
with the progressive elimination or conversion of single-use

R&D network: Powering style

.

North America Latin America EMEA

plastic elements and alternative material explorations,
proving that EssilorLuxottica’s vertically integrated business
model is a major sustainability accelerator.

Following the acquisition, the Group established a
dedicated team of designers and researchers working at its
Innovation Center in Alpago (Italy), where research activities
in eco-design, innovative manufacturing technologies, new
concept engineering and feature integration are carried out
to offer all industry players and consumers accessories
synonymous  with  exclusivity,  refined  elegance,
environmental attention and best user experience. Last
year, over 3,000 new accessories and cases were developed.
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(1) Interuniversity National Consortium of Materials Science and Technology.

Plano solutions for sun protection. With more than four
decades of experience and research in the field of sun
lenses, EssilorLuxottica reinvents the magic of the sun with
cutting-edge solutions focused on fashion, style trends,
high-end quality and technological innovation to offer
consumers an unrivalled sun experience. Committed to
expanding visual experiences for its consumers, the Group
leverages a research network across North America, Europe
and Asia-Pacific, with four R&D Centers in the US (Foothill
Ranch, California), Italy (Lauriano and Citta Sant’Angelo) and
Thailand (Lat Krabang), as well as two Innovation Centers
based in the US (Columbus, Ohio) and Germany
(Grinenplan). The R&D Center in Foothill Ranch conducts
research activities for plastic sun solution technologies
related to sport performance eyewear. The R&D Centers in
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Lauriano and Citta Sant'/Angelo specialize in sun lens
technologies for luxury and lifestyle eyewear, with a
particular focus on plastic lenses for the R&D Center in
Lauriano and mineral lenses for the R&D Center in Citta
Sant'/Angelo. The three of them also run research activities
on the exclusive Prizm CE (contrast enhancing) lens dye
filter technology designed for sport, military and
prescription applications. The Innovation Centers in
Columbus and Grinenplan complement this network,
respectively specializing in organic dyes chemistry for vision
science, and colors development and light management
features for mineral lenses. Lastly, the R&D Center in Lat
Krabang specializes in advanced technology for casting
optical materials.



From first freeform visors to goggles and eyewear, for
decades the Group has been expanding its sun lens
portfolio, constantly creating and delivering
groundbreaking sun solutions that offer enhanced
performance, style and designs. Today, it continues to bring
innovation and disruption to every category, including:
goggles, through a dedicated development workstream
investigating laminated films; industrial design concepts for
freeform shapes, with optical design research for off-axis
optical correction; and sunglasses, with a focus on
innovative esthetics effects and decorative shapes thanks to
the introduction of specific coloring techniques and
technologies, such as plasma treatments.

Leveraging the full strength of its global eyewear and vision
care R&D teams, in 2023 EssilorLuxottica unveiled Ray-Ban
Reverse, marking one of the biggest innovations for the
brand. A feat of advanced engineering, the Reverse
collection features a sun lens shifting from traditional convex
to concave without sacrificing on optical precision and
resulting in a disruptive design signature that optimizes its
refractive, astigmatic, prismatic and resolving powers. In line
with the Group's paradigm shift toward bio-based and
recycled materials now becoming the new standard for its
eyewear collections, Reverse features bio-based nylon
lenses with 41% bio-based carbon content and bio-based
acetate frames boasting 67% bio-based carbon content.
Building on the sporty attitude of Prada Linea Rossa, last
year the Group also added new models to its Impavid
collection which includes ultra-modern wraparound active
sunglasses featuring a single lens with clean, functional cuts
serving as an innovative lateral ventilation system to blend
contemporary, with high performance. Last but not least,
leveraging Barberini technologies, new Ray-Ban Gradient
Chromance mineral glass lenses have also been developed,
modulating light for sharper and more vivid colors.

Making eyewear a gateway into new worlds. Combining
decades of superior craftsmanship, a dedicated spirit of
innovation and a commitment to delivering only cutting-edge
technology, EssilorLuxottica continues to pave the way for a
new generation of products destined to change the way
consumers look and experience the world around them.
Throughout its smart eyewear journey, started more than
10 years ago, the Group has developed its R&D, manufacturing,
and distribution capabilities in the field through strategic
partnerships and product releases. Driving momentum for the
future, in 2023 it accelerated its vision to make eyewear a
gateway into a world of new possibilities, with truly wearable
and life-enhancing technologies that address evolving
consumer needs and fully capture the potential of the fast-
growing wearables segments.

Building this nascent category from the ground up,
EssilorLuxottica is redefining expectations for smart eyewear,
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offering consumers the fashion-forward style of its iconic, must-
have eyewear with a powerful universe of technology seamlessly
built-in, yet guaranteeing the best of vision correction and
protection. Building on this vision, the Company is focusing on
three main use cases for the future of smart eyewear and
wearable devices: health and wellbeing, opening up new
avenues for the industry at large; social and entertainment,
offering consumers a new way to fully enjoy and share their most
authentic moments; and performance, empowering user
performance in several fields including sport and professional
contexts. To pursue its vision and bring physical and digital
worlds closer together, the Group continues to invest in
technologies such as efilters, e-focus, e-chromic, lens display,
eye-tracking, waveguide and optical integration. It leverages a
robust global network with seven R&D facilities in North America
(Los Angeles and Boston, US) and Europe (Agordo and Milan,
ltaly; Créteil and Toulouse, France; Tel Aviv, Israel) and two
Prototyping and Industrialization facilities across Europe (Dijon,
France) and Asia-Pacific (Dongguan, Greater China). The R&D
Centers in the US and lIsrael specialize in audio technologies,
while the R&D Centers in France and ltaly focus respectively on
smart lens and smart frame technologies, with the two
Prototyping and Industrialization facilities in France and Greater
China serving as development platforms. To reinforce its
expertise in smart eyewear and wearable technologies,
EssilorLuxottica has built strong bonds with leading academic
institutions and public organizations, including the Stanford
Center for Image Systems Engineering (SCIEN) in the US, which
develops imaging systems for the enhancement of human
communication; Huddersfield University in the UK, which
develops new chemicals for active smart functions in lenses; the
European Photonics Industry Consortium (EPIC) in Paris, France,
working in the field of photonics; and the French National Center
for Scientific Research (Centre national de la recherche
scientifique, CNRS) — Laboratory for Analysis and Architecture of
Systems (LAAS) through OPALE, a joint research laboratory
based in Toulouse, France, focusing on lenses and eyeglasses
with active and connected functions. Involving investment worth
50 million euros and over 100 researchers and scientists, in 2022
the Group also established its Smart Eyewear Lab in partnership
with Politecnico of Milan. It hosts industrial research and
experimental development of devices underlying a new
generation of wearables capable of combining the benefits of
vision correction with enhanced user experience in augmented
and extended reality. To make this happen, it focuses on the
analysis, development and integration of electronic and photonic
components as well as algorithms to acquire, process and offer
real-world information to wearers via augmented and extended
reality. To strengthen its expertise in this field, last year the Group
also joined the AR Alliance, an ecosystem of leading firms in the
global digital and electronics landscape collaborating to
accelerate the development of augmented reality eyewear
applications and processes.
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R&D network: Making eyewear a gateway into new worlds
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In 2023, leveraging the strength of its R&D teams across the
world EssilorLuxottica continued to develop its transformational
approach with truly wearable, life-enhancing initiatives and
entirely new segments and categories meant to change the way
consumers sense the world around them. Following the
successful launch of Ray-Ban Stories, last year the Group
renewed its collaboration with Meta to launch Ray-Ban | Meta,
the next generation of smart glasses, opening up a new level of
authenticity and relatability in content being created and
shared. Ray-Ban | Meta is the first-ever eyewear with live
streaming function and Meta Artificial Intelligence built-in, an
ultrawide 12 MP camera, discreet open-ear speakers for a
complete audio experience and five built-in microphones to
support seamless switching between music and calls while still
allowing wearers to stay attuned with the world around them.
Last year, EssilorLuxottica also continued to make bold moves
in the med-tech space announcing its expansion into the
hearing solutions market with a new disruptive technology at
the intersection of sight and sound. Supported by proprietary
hardware and software and enabled by its 100% acquisition of
Israeli startup Nuance Hearing, the Group is also finalizing its
first product to seamlessly pair high-quality hearing technology
and fashionable prescription glasses, aiming to remove the
stigma of traditional hearing solutions and replace it with
comfort and style.

Digitizing the industry from the ground up. The Group is
tirelessly committed to operational excellence, tapping into
new technologies and digital tools to enhance internal
processes and consumer-facing solutions. As a vertically
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integrated player, the Company continues to heavily invest in
going digital from the ground up and develop the way it
operates in the industry, also integrating the power of Artificial
Intelligence and Machine Learning along its value chain, from
design and engineering to in-store and online experience.
Serving as a strategic growth driver, Al technologies are at the
core of the Group's processes. In consumer management
insights, algorithms are able to leverage big data and Machine
Learning technologies to sophisticatedly predict product
demand and exceed consumer expectations. In product
innovation, they contribute to analyzing visual behaviors and
translating them into modeling to optimize optical design. In
process engineering, Al-powered prototyping tools predict the
results of production process implementation to reduce testing
cycles and improve processes and productivity, while in
eyewear manufacturing, Al algorithms contribute to ensuring
product quality down to the smallest detail. Finally, in marketing
activities, Generative Al brings a new world of creative and
tailored digital communications to life.

EssilorLuxottica’s data scientist community also pays great
attention to reinventing the consumer experience. From online
interactions to teleoptometry and in-store experiences, the
Group's digital transformation has changed the way it connects
with millions of consumers and patients around the world. It
allows EssilorLuxottica to propose digital opportunities and
services that support the entire eyecare and eyewear sector,
paving the way for a process of innovation that will benefit all
industry stakeholders.



Harnessing the power of Artificial Intelligence, bold moves have
recently been made in the visual health dimension with the
development of proprietary Al-powered pre-diagnostic
components designed to unlock early disease detection and
customized treatment recommendations, along with Apps
leveraging Machine Learning for fast, accurate and
autonomous pupillary distance measurements. Sensing the
tremendous innovation potential of further integrating Al into
its digital infrastructure to offer consumers superior service, the
Group has also introduced innovative in-store and online sales
tools, including Face Scanner and Frame Advisor along with
real-time Virtual Try-On. Benefiting from algorithms derived
from Al applied to data, genuine and personalized
recommendations are made for the best eyewear fit based on
key facial features and personal preferences. In 2023, the Virtual
Try-On experience further evolved with the introduction of
innovative functionalities. These include the Transitions Lens
Virtual Try-On option, designed to allow users to experiment
and play with photochromic lenses in different colors across the
full range of activation tints; the Frame Removal tool that
digitally removes eyewear worn by users in real time and
replaces it with a 3D frame; and the Photo-From-Gallery Virtual
Try-On for users to choose the best gift for their loved ones. To
bring these technologies to life, the Group leverages
specialized expertise from its centralized Render Factory,
offering consumers the opportunity to discover eyewear from
different angles as well as intricate design elements, materials

Intellectual Property

At the end of 2023, the Group, including all of its subsidiaries,
held:

« 2,483 patent families, each representing an invention
protected in several countries around the world
(12,985 patents, pending or granted);

o 2,227 designs;

« 4,616 trademark families, each representing a trademark
protected in several countries around the world
(22,816 trademarks pending or registered).

During 2023, the Group applied for 193 new patent families,
45 new design families and 166 new trademark families.

Protecting intellectual property and consumers. With about
13,000 patents owned, intellectual property is one of
EssilorLuxottica’s most important assets, and ensures the
excellence, uniqueness, and superiority of its products. The
Group's approach to innovation is supported and strengthened
by proactive intellectual property management, both upstream
to drive innovation, and downstream to enhance the
protection of patents, trademarks, designs and copyrights while
combating online and offline counterfeiting.

To minimize consumer exposure to fake products,
EssilorLuxottica collaborates with local institutions and authorities
around the world, to intercept counterfeit eyewear products
and combat the entire illegal production chain as best
permitted by law. The Group also monitors websites, online
marketplaces, social media and mobile applications. In 2023,
both online and offline initiatives to protect EssilorLuxottica’s
proprietary eyewear brands led to the seizure of 9.5 million
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and craftsmanship, thanks to 3D real-time renderings. Setting
the tone for the future, in 2023 EssilorLuxottica took another
important step in the digitization of the eyecare industry with
the launch of HELIX, a new division of the Group that will
provide a modern and holistic technology focused on serving
all ECP digital needs in one data-driven, interconnected
platform. From booking and ordering to teleoptometry and
Managed Vision Care, HELIX will help them improve efficiency
in their practices. The HELIX open model will bring the optical
industry to new heights, combining medical expertise, Al-driven
technologies and consumer experience to deliver access to
comprehensive and medically informed high-quality eyecare
worldwide.

A long-standing pioneer in leading the transformation of the
industry, EssilorLuxottica was the first to implement large-scale
digital window technology in the optical industry, making the
consumer experience more engaging and richer in content. In a
short time, the Group has become one of the largest private
digital broadcasters globally, with approximately 21,000 digital
windows installed in its own stores and customer optical
practices all over the world. The management of real-time
visual communication is centralized in the internal Digital
Factory in Milan (taly), to guarantee flexibility, speed of
execution and distribution of content (by location, country, and
timing) as well as proximity to the needs of customers and
consumers.

units of counterfeit products. Last year, the Group also closed
more than 2,000 domains, took down 127,400 profiles and posts
on social media, and removed 512,300 marketplace listings
selling counterfeit products. Moreover, as a result of its
dedicated program to attack counterfeiting and other
intellectual property violations, EssilorLuxottica recovered over
US$ 3.8 million in damages and settlements from those who
infringed its intellectual property rights.

For greater effectiveness battling counterfeiting and the
expansion of parallel markets that divert goods into
unauthorized sales channels, the Group developed GLOW
(Guaranteed Luxottica Origin  Worldwide). GLOW is a
traceability system based on RFID technology that verifies the
authenticity of eyewear products and the suitability of resellers
through a sensor (RFID Tag) embedded in the frame, with the
device containing key information to precisely identify each pair
of glasses, from production to sales destination. The
technology is passive and safe for health, as it emits no radio
waves and does not record personal data.

To maximize brand protection efforts, EssilorLuxottica has
adopted a Minimum Advertised Price (M.APP.) policy.
Applicable in the US and Canada only, it prohibits all
advertising or marketing activities that may damage the brand
equity of the Group's eyewear brands without affecting the
price at which the products are sold. In 2022, the Group also
developed a process for the protection of special projects that
allows rigorous surveillance of IP Protection, Asset Protection
and Info Security elements with the aim to avoid idea leakage
before the products launch.
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1.4.3 Operations

EssilorLuxottica delivers on its Mission through a vertically
integrated business model covering every single step of the
value creation process, with a strong focus on manufacturing
excellence, service and a geographically diversified footprint.
This offers uncompromised quality and greater efficiency,
flexibility and speed in product design, engineering,
manufacturing, supply chain and logistics.

The Company oversees every aspect of both its lens and frame
businesses, from production plants to prescription labs through
to retail eyecare locations. It has an unrivalled ability to provide
centralization for eyewear manufacturing and a decentralized
approach for prescription lens production, simultaneously
managing flows of stock lenses (finished lenses completed in
the Group's production plants) and custom prescription lenses
(semi-finished lenses produced in plants and sent to
prescription labs for surfacing and coatings). Direct oversight of
the entire production platform makes it possible for the
Company to verify the quality of products and processes,
introduce innovations and identify synergies and new operating
methods, as well as optimize service, quality and costs. Finally,
direct distribution enables EssilorLuxottica to offer its products
in major mature and emerging markets, and achieve a unique
understanding of consumer needs and tastes both globally and
locally. This capability is viewed as a strength by fashion houses
that seek out the Group to produce their eyewear collections
and access its widespread global distribution network.

Leading the way in sustainable manufacturing with Eyes on
the Planet. Placing great emphasis on sustainability initiatives
across its entire operations network, EssilorLuxottica focuses on
reducing and neutralizing the carbon footprint of its direct
operations (Scopes 1 & 2 emissions). To improve energy
efficiency while reducing both resource input and waste
generation, EssilorLuxottica invests in new process designs,
guaranteeing a frequent update of equipment and
technologies. For example, last year the introduction of high
efficiency industrial electric motors in major lens mass
production plants allowed the Company to continuously reduce
its annual energy consumption (see Chapter 5, Section 5.2.1).
Also, to significantly reduce its reliance on fossil fuels and
consequently reduce greenhouse gas emissions, the Group has
progressively increased its use of self-generated clean energy,
investing in photovoltaic panels and biomass heating and
cooling systems. For example, in 2023 new solar panels were
installed in Italy and Portugal. As well, thanks to these initiatives,
EssilorLuxottica reached carbon neutrality in its direct
operations in Europe in 2023 (Scopes 1 & 2 emissions),

1.4.3.1 Creating innovative eyecare

EssilorLuxottica  designs, manufactures and  customizes
corrective and plano lenses adapted to each person’s unique
vision requirements and preferences. With an extensive range
of lenses, the Group delivers innovative solutions that help
address and correct visual health issues, such as myopia,
hyperopia, astigmatism and presbyopia. Its lens technologies
are respected worldwide for improving vision, preserving and
protecting eyesight, and offering a comfortable wearing
experience.
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following goals reached in 2021 in ltaly and France, its two
historic home countries, and is now on track to achieve carbon
neutrality worldwide by 2025. In addition, the Company's
commitment to the Science-Based Targets initiative (SBTI)
represents another step forward in its long-term goal to
address climate change by reducing the carbon footprint in its
operations and value chain (see Chapter 5, Section 5.2.1).

Enhancing the Group’s manufacturing capabilities across
the world. Bringing together its vision of frames and lenses
under the same roof, EssilorLuxottica has been demonstrating
the power of vertical integration to pioneer the next generation
of eyecare and eyewear offerings for the benefit of customers
and consumers. Last year, the Company continued to expand
its wide-reaching manufacturing footprint in several parts of the
world, with the opening of state-of-the-art facilities in Rayong
(Thailand) and Tijuana (Mexico), plus increasing the
manufacturing capacity of its Chihuahua (Mexico) plant. The
goal is to better address growing global vision care needs
through an increasingly integrated, diversified and
geographically balanced footprint. The plant in Rayong, one of
the Group's largest globally, combines end-to-end
manufacturing capabilities at a single campus for the
production of ophthalmic lenses, prescription frames and
sunglasses, plus the assembly of complete pairs. In Mexico, the
facility in Tijuana includes both optical operations and a
distribution center. It is expected to produce over 20 million
optical lenses per year and ship up to 25 million frames per
year. In Chihuahua, where a plant was first established in 1985, a
new mass production smart factory has been developed,
producing semi-finished ultra-high index lenses for prescription
lens laboratories. In 2023, the Group also laid the groundwork
for its Excellence Laboratory in Greater Paris (France), to better
meet the needs of a constantly changing market.

Last year, EssilorLuxottica also continued to work on enhancing
its operational excellence to deliver superior quality products
that raise the standard across the industry by strengthening its
existing capabilities across the world. In ltaly, it invested in its
'‘Made in ltaly' manufacturing by expanding its historic plant in
Agordo, and increasing its production of Barberini lenses. In
Japan, it continued to highlight the importance of its 'Made in
Japan' manufacturing in the Fukui eyewear district by further
investing in Fukui Megane, a unique manufacturing capability
embodying the excellence and quality of an eyewear tradition
renowned throughout the world for its high craftsmanship,
design and fine materials.

The Group serves every segment of the ophthalmic lens market
with globally recognized brands: the most renowned being
Varilux with its progressive lens range; Crizal with its range of
antireflective, anti-smudge and antistatic lenses; Transitions
with its photochromic lenses; Eyezen with its line of lenses for
digital device users; Stellest, a new generation of spectacle lens
solutions for slowing down myopia progression in children; and
Kodak with its corrective lens brand used under a perpetual
worldwide licensing agreement with Eastman Kodak.



EssilorLuxottica also produces its own sun lenses, backed by
skilled expertise gained through the acquisition of Persol,
Ray-Ban and Oakley. It leverages know-how in producing the
best mineral lenses from Barberini, the world's leading optical
glass lens manufacturer, part of EssilorLuxottica since 2019.
Relevant innovations include Oakley Prizm and Ray-Ban
Chromance sun lenses, which are designed to enhance color
and contour as well as contrast and visibility. Both innovations
were created using unique lens technology from Exciton, the
world leader in the design and production of high-purity and
high-performance dyes, acquired by the Group in 2016.
Following the acquisition of Barberini, EssilorLuxottica also
owns a minority stake of approximately 33% of the share capital
in Triapex, a leading company in the production of dye-based
polarized films for use in glass as well as CR39 polarized lens
applications. Also, the Group owns a 51% stake in Onbitt, a
South Korean manufacturer of polarized films for ophthalmic
lenses and other purposes, acquired in 2013.

Lens production process. EssilorLuxottica’s production plants
produce lenses that are finished, semi-finished or plano. In
general, finished lenses are produced for simple eyesight
corrections such as myopia, hyperopia and some astigmatisms.
Semi-finished lenses are intended for more complex corrections
including presbyopia, while plano lenses without corrective
power are typically used for sunglasses. EssilorLuxottica is also
well-versed in developing and manufacturing a wide range of
plano and prescription sun lenses, with plants in Senai
(Malaysia), Foothill Ranch (US), and Dongguan (Greater China)

Optical lens mass
production plants

Lens distribution
centers

Prescription

facilities

> Jobs
== Pure distribution

Lens manufacturing and supply chain. Overseeing every
aspect of its lens business across all stages of the value chain,
from design and engineering to store delivery, the Group
continues to relentlessly pursue operational excellence to
provide consumers everywhere in the world with the best visual
experience. It has a network of production plants, prescription
laboratories, edging and mounting facilities and distribution

laboratories and
edging-mounting
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as well as in Lauriano and Citta Sant’Angelo (Italy), performing a
key role in the Group's sun lens operations.

The Group's prescription laboratories transform the semi-
finished lenses, only the front surface of which is finished at the
plants, into finished lenses meeting the exact patient
specifications for eyecare professionals. Leveraging a full range
of state-of-the-art equipment and cutting-edge technologies,
they handle surfacing, polishing, coatings (multilayer and
antireflective) and frame integration for the edging and
mounting process, creating a vital link between the Group's
production plants and eyecare professionals, who place orders
for personalized lenses. This customization helps address a very
large number of correction combinations, particularly when it
comes to presbyopia. In the latter case, the labs surface
multiple correction areas into the lenses for vision at different
distances.

Finished and semi-finished lenses manufactured in the production
plants are sent to distribution centers. The latter ship the lenses
either to EssilorLuxottica-owned businesses (distribution
subsidiaries, prescription laboratories and edging-mounting
facilities) or third parties (certain distributors when the Group
does not have its own subsidiaries, prescription labs, retailers
and optical brands).

Plano lenses are manufactured in dedicated plants and then
shipped either to EssilorLuxottica frame manufacturing plants
or sold directly to other frame manufacturing and distribution
players.

Independent Consumers
eyecare
professionals

and key accounts

Group's brick Consumers
and mortar

activities

E-consumers

centers that serve eyecare professionals across the globe, including
independent opticians as well as optometrists, cooperatives,
central purchasing agencies and retail optical banners.

As of December 31, 2023, EssilorLuxottica and its partners
operated 35 production facilities across the world. Of these
35 plants, 27 produce prescription lenses and eight specialize in
non-prescription sun lenses.
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Operations: Global eyecare network
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The Group has a network of 583 prescription laboratories and
edging-mounting facilities worldwide, of which 504 are
proximity laboratories and 79 are industrial laboratories.
Of these industrial laboratories, 16 are integrated lens and
frame laboratories that produce complete-pair offerings.
Approximately 150 stock points complement this capillary
global network to guarantee proximity service.
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These platforms were developed to support the integrated
services offered to key accounts, including lens production, frame
management on behalf of customers, and the edging-mounting
of lenses in frames.

Geographical distribution of the global lens network owned by EssilorLuxottica and its partners

as of December 31, 2023

Lens asset types

Optical lens mass production plants 27
Sun lens mass production plants 8
Industrial labs 79

of which are integrated labs 16

Proximity labs 504

North Latin
America America EMEA  Asia-Pacific
3 2 7 15
1 4 3
22 17 21 19
4 3 2 7
103 173 62 166

As of December 31, 2023

Output from EssilorLuxottica lens base plants and
partner facilities®

« ¢. 550 million prescription lenses
» ¢ 160 million non-prescription sun lenses

Lenses manufactured in prescription laboratories®

« ¢ 214 million lenses (107 million jobs)

(a) Includes photochromic lenses made by Transitions Optical and sold to other lens manufacturers.

(b) Lenses surfaced or coated in owned or partner laboratories.
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1.4.3.2 Designing iconic eyewear

Frame design, development and manufacturing take place in
EssilorLuxottica's production sites across the world, which
include: six production sites in ltaly, two in Greater China, one
in Thailand, one in Brazil, one in the US (devoted to sports and
performance eyewear) and two in Japan and India, the latter
serving the local market.

In 2023, the Group's worldwide frame production reached
approximately 112 million prescription glasses frames and
sunglasses frames.

Part of the Group's supply comes from third-party vendors. In
addition to the premium, high-end eyewear segment, the
Group also delivers affordable eyewear and non-prescription
reading glasses mainly distributed in the US under the Foster
Grant brand, with approximately 140 million units sold in 2023
and an optimized sales distribution.

Eyewear product development. R&D activities conducted by
EssilorLuxottica’s engineering teams play a crucial role in the
development process. Engineers continuously source new
materials, concepts and technology innovations to apply to
products and processes in an effort to differentiate
EssilorLuxottica in the eyewear market. During the initial phase
of the development process, prototype makers meticulously
transform designs into one-off pieces, leveraging the unique
tradition of the Group's craftsmanship and cutting-edge 3D
technologies. These frame prototypes are then shared with the
product department, which analyzes the necessary steps to
bring the prototype to mass production.

Operations: Global eyewear network

United States
Foothill Ranch

Brazil
Campinas

Other manufacturing facilities also exist in Greater China,
Thailand, India and Japan, along with factories in the US and in
Brazil, producing the remaining global eyewear output. The
Fukui (Japan) factory focuses on the production of titanium and
solid gold eyewear whereas the Foothill Ranch (California)
facility manufactures high-performance sunglasses, prescription
frames and sun lenses, as well as assembles most of Oakley’s
eyewear products. Oakley apparel, footwear and certain

N
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In the first phase of the cycle, the product department uses
visual rendering and 3D software to design new models and the
necessary equipment. Afterward, the Group determines which
of its plants is best suited to manufacture the product for large-
scale production. The mold workshop then assembles the
equipment needed to make components for the new model.
Finally, the very first samples are assembled and undergo a
series of rigorous tests required by internal quality control. After
quality certification, sale samples are produced and subjected
to a new intensive series of tests to verify the quality of
engineering and production. By using a launch calendar that
focuses on consumer and regional demand, EssilorLuxottica
has been able to shrink product development timelines in
recent years.

Also, specific internal manufacturing capabilities for the Group's
smart eyewear offering were developed in Dongguan (Greater
China).

Eyewear manufacturing. EssilorLuxottica’s manufacturing
footprint includes six sites in ltaly, the center of the Group's
luxury eyewear production, all of which combine the tradition of
[talian superior craftsmanship with the speed and efficiency of
modern automation. Five facilities are located in Northeastern
Italy, where most of the country’s eyewear industry is based,
and one near Turin. These factories represent 58% of
EssilorLuxottica’s global production value and specialize in
luxury collections and high-end brands.

Greater China

Dongguan
India Xiamen
Bhiwadi
»>
Japan
L Fukui
Thailand
Italy Ravon
Agordo yong
Cencenighe
Lauriano
Pederobba
Rovereto
Sedico

goggles are produced by third-party manufacturers. In Latin
America, EssilorLuxottica also has a manufacturing facility in
Campinas (Brazil), producing both plastic and metal frames for
the local market. Shortly after the Group acquired the facility in
2012, it launched the first locally designed and produced Vogue
Eyewear collection for Brazilians, followed by select Ray-Ban,
Arnette, Oakley and AX Armani Exchange collections plus a
few for smaller local brands.
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Production Units by Region

9.8% North America

% . .
Asia-Pacific 46.9% 6.6% Latin America

36.7% EMEA (italy only)

Production Value by Region

12% North America

% | i .
Asia-Pacific 27% 3% Latin America

58% EMEA (italy only)

Specific production lines dedicated to custom products,
including Ray-Ban Remix and Oakley Custom, also exist within
the Group's operations.

Eyewear products and materials. Over the years, the Group
has gradually diversified its technology mix from traditional
metal, plastic injections and acetate slabs to include aluminum,
wood, die casting and fabric inserts. At the same time, to pursue
its ambitious goal of switching from fossil to bio-based sources in
line with its sustainability commitment (see Chapter 5,
Section 5.2.2), EssilorLuxottica is progressively introducing
bio-based and recycled materials, including those coming from
internal recycling opportunities. For example, in 2023 the
Company expanded its in-house process, already launched in its
Agordo (Italy) plant, to its Dongguan (Greater China) plant, which
allowed the recycling and compounding of nylon plastic scraps
derived from the injection manufacturing of frames into black
raw nylon.

As consumer needs evolve continuously, the Group quickly
adapts and adjusts its technologies to best meet demands. As
part of this, EssilorLuxottica continues to focus on expanding its
technology capabilities within its facilities dedicated to luxury
eyewear production. For example, the Group has developed
capabilities to produce horn frames in Lauriano (ltaly), while in
Fukui (Japan) it has both fully capitalized on Japan's exceptional
mastery of engraving precious metals — such as titanium and
solid gold — and created a new acetate handcrafting line.

EssilorLuxottica’s manufacturing process for metal frames has
close to 70 different phases, beginning with the production of
basic components, such as rims, temples and bridges using a
molding process. These components are then welded together
to form frames over numerous stages of detailed assembly
work. Once assembled, the metal frames are treated with
various coatings to improve their resistance and finish, and then

prepared for lens fitting and packaging.
Metal Injected Acetate

Metal Injected Acetate

Plastic frames are manufactured using either a milling or an
injection molding process. In the milling process, a computer-
controlled machine carves frames from colored acetate slabs.
This process produces rims, temples and bridges that are then
assembled, finished and packaged. In the injection molding
process, plastic resins are liquefied and injected into molds.
The plastic parts are then assembled, coated, finished and
packaged.

Thanks to the collaboration agreement signed in 2021 with
Mazzucchelli 1849, the Group has introduced a highly
sustainable type of acetate, reducing the environmental impact
of its activities over the long term across the value chain, and
increasing its offer of high-quality and sustainable eyewear.
Furthermore, throughout 2023, the Group further expanded
bio-based nylon sourcing along with internally recycled nylon
for black frames and introduced bio-circular polycarbonate for
sun lenses.

1.4.3.3 Distributing high-quality contact lenses

EssilorLuxottica is a global leader in the distribution of contact
lenses, leveraging its global optical Direct to Consumer
footprint, including e-commerce platforms, and Professional
Solutions distribution network.

1.4.3.4 Developing optical instruments

EssilorLuxottica also designs, develops, markets and maintains
a range of optical instruments in two main specialty segments:
(i) lens edging and mounting instruments for opticians and
prescription laboratories, and (i) optometry instruments for
eyecare professionals, schools, occupational medicine centers,
the military and other institutions.

In 2023, this business unit rolled its latest in-store finishing
systems that deliver improved precision and increased
productivity even for demanding eyewear: the ES range
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With a mix of exclusive branded products, proprietary brands
and third-party premium brands, last year the Group distributed
approximately 64 million contact lens packages thanks to its
capillary distribution network across the world.

(including ES 800, ES 700 edgers and TCB 800 Automatic
Tracer-Centerer-Blocker) for a perfect lens-to-frame fit and lens-
center alignment with eyes. This new suite allows ECPs to save
time and space while bringing their expertise and
craftsmanship to the forefront of their practice. Designed with
ECPs and consumers in mind, it features high-quality materials
and sleek silhouettes adapted to ECP workspaces, as well as an
intuitive user interface.



Last year, the Company also introduced an upgraded Near
Vision Behavior (NVB) measurement on Visioffice and Eyeruler
2 devices, purposefully designed to accompany the launch of the
new Varilux XR series lens and enhance consumer experience.

Since 2013 the Group also offers highly intuitive and intelligent

solutions for low vision and blindness, thanks to the acquisition
of a majority interest in HumanWare, the world leader in the
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design and distribution of electronic assistance products for the
blind and visually impaired. Last year, HumanWare launched
the game-changer Monarch: a multipurpose, multiline and
tactile braille device that can download digital textbooks and
access tactile graphics from APH's TGIL library designed to
significantly reduce the time it takes for blind students to find
specific information and bringing it to their fingertips instead.

1.4.3.5 Manufacturing equipment for prescription laboratories

With globally recognized expertise, Satisloh is one of the
world's leading manufacturers of surfacing machines and hard-
coating and antireflective coating units. Its combination of
machines and consumables and the ability to offer automation
enables Satisloh to provide end-to-end solutions for
prescription laboratories. Satisloh customers are mainly
prescription laboratories, integrated optical banners and lens
manufacturers.

1.4.3.6 Other businesses

In addition to its key businesses, EssilorLuxottica operations
also include other categories: apparel, footwear, and
accessories (AFA) for both Oakley and Costa, as well as specific
accessories related to the Group's Direct to Consumer network;
point-of-purchase (POP) material, including marketing material
and advertising to be used in both the Group’s retail stores and
by professional solutions partners; and store-specific furniture.
EssilorLuxottica designs, develops, sources, procures and
manages  distribution  for these categories, whereas
manufacturing is outsourced to third parties.

1.4.4 Distribution

Logistics represents an asset of capacity and expertise for
EssilorLuxottica to provide excellent service and wide
distribution coverage for all the Group's products. Expertise in
systems, automation and operational flows is provided by
skilled regional teams that coordinate and synchronize globally.
Combining best-in-class capabilities guarantees product flow
synergies with full transparency and traceability across
performance levels.

In 2023, a strategic network re-design roadmap was initiated.
The initial stage involved a thorough assessment of the
Company's existing logistics network, mapping out its state-of-
the-art supply chain as well as its distribution strategy,
identifying best practices, synergies and improvement
opportunities. This assessment set the foundation for the
distribution  integration  planning  phase, where a
comprehensive roadmap was developed. Key milestones
included the consolidation of warehouses and distribution
centers, which has already led to the shutdown of over
20 warehouses, along with the rationalization of inventory levels
and the optimization of transportation routes. The roadmap
emphasizes the integration of technology systems, such as

Headquartered in Baar (Switzerland), Satisloh leverages
production units in  Greater China (Zhongshan), France
(Archamps and Mantes-la-Jolie), Germany (Wetzlar), Italy (Milan)
and the US (Dallas and Concord), and has representative
offices in many other countries.

In 2022, with the acquisition of Giorgio Fedon & Figli S.p.A.,
EssilorLuxottica entered the packaging and eyeglass cases
business. Headquartered in Alpago (ltaly), the company owns
three main production sites in ltaly (Belluno), Romania (Lugoj)
and Greater China (Shenzhen). The acquisition represents a
step forward in EssilorLuxottica's sustainability commitment and
vertical integration strategy, optimizing service for the benefit
of all industry players.

Warehouse Management and Transportation Management,
and Key Performance Indicators to enhance visibility and
control. Strong governance enables the implementation of
standard logistics processes aligned with the Company's
logistics best practices and enhances cross-product category
synergies.

Increasing investment has also been made for sustainability
initiatives. For example, consumers can now select a
responsible shipping initiative for e-commerce orders. Thanks
to partnerships with third-party distributors, the responsible
shipping option prioritizes ground transportation with reduced
gas emissions. Additional initiatives include shipment
optimizations for both better volumes saturation and less
impactful transportation solutions.

EssilorLuxottica has a global network of 128 distribution centers
for lenses, eyewear, contact lenses, instruments, equipment,
AFA, marketing materials and advertising as well as store-
specific furniture. Main logistics centers provide services for the
entire range of product categories, ensuring comprehensive
and integrated support for the supply chain.
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Geographical distribution of the Group's global distribution network as of December 31, 2023

Distribution centers 128

handling multiple product categories

Latin America EMEA Asia-Pacific

19 21 60 28
5 16 23 6

In North America, the Atlanta (Georgia) campus manages
nearly all product categories, and includes a primary
ophthalmic lenses laboratory to serve the North American
market and main frames stock in the US. It is situated in a key
logistic  junction and boasts state-of-the-art logistics
automation. In addition, the Dallas (Texas) and Columbus
(Ohio) campuses are the major distribution centers for lenses
and contact lenses serving North America as well as accessories
for the ophthalmic sector.

In Latin America, the Tijuana (Mexico) service center,
operational since 2023 and including both optical operations
and frames distribution, is key for service improvement on the
US West Coast and in Mexico. The Sumare (Brazil) campus
opened in 2021 is pivotal for the country’s network redesign as
it seamlessly integrates a distribution center with an ophthalmic
lens laboratory, enabling the consolidation of five logistic
warehouses. Its distinctive feature as a cross-channel and multi-
category product hub (lenses and frames, along with apparel,
footwear and accessories) positions it strategically for future
growth. Also, hubs located in Lima (Peru), Bogota (Colombia)
and Santiago (Chile) play a crucial role in regional operations,
serving as key centers for cross-channel and multi-category
product distribution.

In EMEA, the Sedico (ltaly) campus is one of the most
technically advanced in the industry, managing cross-product
categories, including eyewear, spare parts, customized services
— including Ray-Ban Remix — and contact lenses, plus provides

1.4.5 Product brand portfolio

direct global deliveries. Featuring a fully automated frame
warehouse with leading-edge shipping technology, it is
integrated with an advanced ophthalmic lens laboratory and is
in close proximity with its 'Made in ltaly' manufacturing plants
to serve the European market. The Provins (France) and Warsaw
(Poland) hubs, include an ophthalmic lenses laboratory and
provide optical distribution, while the Orléans (France) hub
plays a key role for the instruments distribution in the European
market. Finally, the Nottingham (United Kingdom) and Wijchen
(the Netherlands) fulfillment centers, opened last year, provide
flexibility in responding to UK and Benelux market demands,
improving customer service and fostering cross-category
synergies thanks to the merging of various logistics
warehouses.

In Asia-Pacific, the Dongguan (Greater China) hub is one of the
most important multi-category service centers. Growth in the
region has made it a strategic link in EssilorLuxottica’s frame
manufacturing and distribution network, along with the
Shanghai hub, that is one of the major lens distribution sites at
a global level. In Thailand, the Rayong service center is strictly
connected to the opening of the new integrated ophthalmic
lenses and frames manufacturing plant. This hub will be
strategic for future expansion in Southeast Asia, leveraging the
efficiency of lens and frame distribution consolidation. Lastly,
the Tokyo (Japan) logistics center is key to facilitating the
distribution of frames, apparel, footwear, accessories and
marketing materials.

EssilorLuxottica is home to the most loved and widely recognized vision care and eyewear brands in the world. With a portfolio of
proprietary brands that cover a wide variety of market segments, the Group taps into the needs and desires of consumers, with
leading brands both at a regional level and in particular segments and niche markets.

Lens brands

EssilorLuxottica’s innovation in lens technology has led to the
creation of lens brands that regularly rank among the highest in
terms of consumer satisfaction. Its extensive lens range corrects
myopia, hyperopia, astigmatism and presbyopia to enable
people to regain better vision, preserve and protect their
eyesight, and improve their lens wearing experience.

EssilorLuxottica serves every segment of the ophthalmic lens
market with globally recognized brands: the most renowned
and influential being Varilux with its progressive lens range;
Crizal with its range of anti-reflective, anti-smudge and anti-
static coatings; Transitions with its photochromic lenses;
Eyezen with its range of lenses for digital device users; and
Stellest with its proven efficacy to slowdown myopia
progression in children, as well as Xperio polarized sun lenses.

An overview of EssilorLuxottica’s proprietary lens brands is
shown below:

Essilor. Essilor is a leader in eyeglass lenses worldwide™ and
the number one lens brand recommended by eyecare
professionals (ECP)?. It offers a complete range of solutions
dedicated to each individual's vision and lifestyle needs
throughout their life. Every Essilor lens is a combination of
multiple complementary technologies thanks to its suite of
leading premium vision care solutions, including innovative
brands such as Stellest, Eyezen, Varilux and Crizal. These
groundbreaking technologies correct vision, protect eyes from
harmful rays and enhance visual clarity.

(1) Euromonitor, Eyewear 2022 edition; Essilor International. Worldwide retail value sales at RSP.
(2) Quantitative research conducted among a representative sample of 958 independent ECPs by CSA in February 2019 - France, the UK,

Germany, ltaly, Spain, the US, Canada, Brazil, China, India.

2023 Universal Registration Document EssilorLuxottica



Varilux. A unique story that began in 1959 when Bernard
Maitenaz, a young engineer at Société des Lunetiers,
revolutionized the optical industry with the first Varilux
progressive lens. Varilux lenses, the leading progressive brand
recommended by eyecare professionals”, led the way with over
70 patents? for innovation in breakthrough progressive lens
technology, which is the result of more than 60 years of
research. Designed for wearers over 40-year-olds, Varilux lenses
offer seamless transition for near to far with every detail in
sharp focus. They are highly personalized to provide sharpness
for even the most complex eye needs: each lens is a unique
masterpiece of cutting-edge technology, optimized and
calculated to offer extra power for sharp eyesight. Last year,
EssilorLuxottica launched its latest generation of Varilux
progressive lens: Varilux XR series, the first eye-responsive
progressive lens enabling progressive addition lens wearers to
benefit from instant sharpness, even in motion. For the first
time, the power of Artificial Intelligence (Al) is combined with an
unparalleled understanding of consumer lifestyles to create the
best Varilux progressive lens. The power of Al lies in the
quantity and variety of data, and how it is calculated.
Leveraging technology, the Group can now establish visual
behavior. In modern lifestyle, eyes move 100,000 times a day to
process all the visual information we are exposed to.
EssilorLuxottica researchers studied over 6,500 consumers to
thoroughly understand the lifestyles and visual needs of long-
sighted people to create this cutting-edge lens.

Crizal. The Crizal brand began in the 1990s when the Group's
R&D teams started focusing on visual comfort for eyeglass
wearers, using lens treatments that reduce glare, while
simultaneously improving resistance and durability. With the
launch of the well-known Crizal coating in 1992, the Group
created a new standard for transparent and resistant lenses
thanks to its innovative combination of anti-reflective, scratch-
resistant and smudge-resistant technologies. All Crizal coatings
feature unique technologies and benefits that allow the wearer
to be completely carefree. An invisible shield enhances the
wearer's visual experience. Crizal coatings protect lenses from
reflections, scratches, smudges, dust and water while
protecting eyes from UV rays and filtering blue-violet light.

Eyezen. Launched in 2015, Eyezen is a young, innovative brand
optimized for digital lifestyle: smartphones, tablets, laptops and
other devices have changed vision needs, increasing near-
distance reading and exposure to blue-violet light that can
impact eyesight. With Eyezen, EssilorLuxottica created a new
category of single-vision lenses, a flagship of the Group's
cutting-edge innovation, designed to reduce visual fatigue and
filter blue-violet light®.

Stellest. Backed by over 30 years of research dedicated to
myopia control, Stellest lenses are designed with a technology
recognized by myopia experts all over the world and show
strong efficacy in slowing down myopia progression in
children. It was launched in Greater China, Russia and
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Singapore in 2020, in France and Italy in 2021, and continues to
be rolled out in other regions. The Stellest universe is inspired
by a constellation of invisible lenslets on its surface, offering
science through emotion, providing reassurance to parents
while giving children the gift of better vision for a brighter
future.

Xperio. Dedicated to innovative prescription sun lens solutions,
Xperio is a global brand that delivers eye protection against
glare and UV rays as well as providing more depth and better
color distinction so wearers can experience genuine beauty
while under the sun.

Optifog. Launched in 2011 as a unique and innovative niche
solution, Optifog is a hydrophilic lens coating with inherent fog
and mist repellent properties. With face masks having played a
crucial role in preventing the spread of Covid-19, the Optifog
lens system gained new momentum. It combines a
technological anti-reflective coating with a Smart Textile lens
wipe specific to Optifog lenses that activates the anti-fog
property and takes perfect care of the lenses. Optifog provides
wearers with fog-free vision in all circumstances and allows
them to fully enjoy their activities thanks to optimal visual clarity
and comfort.

Transitions. Transitions has been pioneering light management
lens solutions for more than 30 years. With 1,400-plus patents
and patent applications, today it is the leading photochromic
brand recommended by eyecare professionals worldwide”
worn by more than 60 million people. Transitions features a full
portfolio of light-intelligent lenses that seamlessly adapt to
changing light situations, from clear indoor to dark outdoors.
All Transitions lenses block 100% UVA and UVB rays, and help
filter blue-violet light”. Optimizing the amount of light received
by eyes, Transitions lenses also help reduce glare for more
effortless sight.

Ray-Ban. Ray-Ban lens technologies are a representation of the
iconic brand’s aim to revolutionize the way wearers see the
world, particularly with Ray-Ban Authentic prescription lenses
and Chromance technology. The brand is masterfully blending
iconic design with groundbreaking vision enhancement. The
Authentic lenses offer a fusion of crystal-clear vision and style,
while Chromance lenses elevate color perception through
advanced color enhancement and polar protection. This blend
of esthetic elegance and technological advancement positions
Ray-Ban not just as a brand, but as a visionary leader redefining
visual experiences.

Oakley. As pioneers of innovation and high-performance
optics, Oakley lens technologies are created for sport and
everyday life. Oakley Authentic Prescription lenses are
engineered with premium, high-end performance materials,
innovative technologies and advanced designs to deliver
phenomenal vision benefits. Prizm Oakley revolutionary lens
technology is designed to enhance color and contrast, and is
also available with prescription, giving athletes and consumers
a true Oakley authentic advantage.

(1) Survey conducted from February to April 2018 by CSA among a representative sample of 1,041 independent ECPs, in 10 countries, including

France, Spain, Germany, ltaly, the UK, the US, Canada, Brazil and India.

70 inventions led to patent filings in multiple countries since 1953 (with the allowance/in-force status varying over time and country).
Blue-violet light is between 400 and 455nm as stated by ISO TR 20772:2018.

Global Eye Care Professionals (ECP) Lens Brand Tracking — Quantitative study conducted among a representative sample of 2,006 ECPs in

SICIS)

France, the UK, ltaly, the US, Canada, China, Brazil and India — AplusA — 2022.
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Barberini. Barberini is a leading optical glass lens brand.
Established in 1963, it offers high-quality optical glass lenses for
the most prestigious eyewear brands around the world, with
exclusive and sophisticated technical features. The brand
develops news technologies designed to produce high-
performance lenses, including polarized, infrared and
photochromic lenses. The brand also holds several patents
notably in relation to glass lenses and related production
processes. Advancements have also been made in product
characteristics such as thickness, weight, resistance and
transparency while vivid and saturated colors are enhanced
thanks to special formulas in the glass manufacturing process.

Shamir. With over 50 years of innovation in ophthalmic lens
technologies, Shamir is a leading producer and distributor of
high-performance lenses and premium coating solutions for life
improvement, fashion, performance sports, occupational single
vision and progressive lenses. Awarded the European
Technology Award in 2022, its R&D team based in lIsrael is
continuously developing the latest technologies as illustrated
by  Autograph Intelligence, a unique progressive
lens incorporating elements of Artificial Intelligence based on
big data. Recently, Shamir applied elements of Al and carried
out professional driver trials with the BWT Alpine F1 team to
develop its latest innovation, Driver Intelligence, which is a new
driver-dedicated performance lens delivering the clearest and
sharpest vision, with enhanced color contrast to support
optimal vision in all driving conditions and enable a safer
driving experience. Shamir also introduced Metaform, a unique
technology making lenses lighter, thinner, stronger and more
eco-responsible than standard lenses. Autograph Intelligence,
Driver Intelligence and Metaform have been awarded
prestigious international prizes, including a Silmo d'Or in
France, an Innovation Award in Germany, a Gold Medal in
Poland and Product of the Year in Portugal and Spain. Shamir’s
deep understanding and desire to offer solutions for everyday
human needs are reflected in its truly diverse range of age and
task-specific clear and sunglass lenses, which make using
computers and handheld digital devices, reading, sports and
urban life easier and more comfortable than ever.

Licensed brands. Alongside proprietary lens brands, the Group
also successfully partners with leading companies, such as
Nikon and Kodak, to distribute technologies that enable
consumer visual needs to be fully addressed. Nikon is a
pioneering company in advanced opto-electronics and
precision technologies. Through the joint venture Nikon-Essilor,
renowned for its technical prowess in high precision optics and
light mastery, the Group introduced a series of world-first lens
innovations under the Nikon brand, including the first ultra-thin

Eyewear brand

EssilorLuxottica’s eyewear portfolio is built on a well-balanced
range of globally respected proprietary and licensed brands
that is continuously evolving. Ray-Ban, one of the world's
leading lifestyle eyewear brands, and Oakley, a leader in the
sport and performance category, give the proprietary brand
portfolio a strong base, complemented by Persol, Oliver
Peoples and Alain Mikli at the high-end of the market; Costa,
Native Eyewear and Bliz in the sport market; Arnette in the
street-style market; Vogue Eyewear, Molsion and Bolon in the
fashion market; and Foster Grant in the non-prescription
reading glasses market. The Group portfolio also includes over
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lens, blue-light filter, brightening coating, advanced muilti-
aspheric lenses and vision sensitivity personalization. With a
strong and extensive consumer-centric approach, capitalizing
on unique digital assets and the Japanese Kiwami, Nikon
premium lenses are crafted to allow wearers to envision the
extraordinary and enjoy life's most important moments.

Famous since 1888 and trusted by millions of consumers
worldwide, Kodak is an iconic brand with a rich history of
innovation, imaging technologies and color rendering.
Licensed on the ophthalmic market since 1992, Kodak Lenses
has been part of the Group portfolio as a licensed brand since
2010. Distributed in more than 70 countries, it targets the mass-
market with a commitment to develop accessible technical
solutions that help eyeglass wearers enjoy sharper vision and
'See the Colors of Life'".

EssilorLuxottica also has a long history of leading the design of
vision equipment and solutions used by opticians, optometrists
and ophthalmologists worldwide. This includes innovation in
lens surfacing and coating equipment as well as instruments for
refraction, diagnostics, imaging, measurement, edging and
mounting.

Essilor Instruments. It is one of the Group's fastest-growing
businesses, leading the development, manufacturing and
distribution of solutions and services for eyecare professionals
throughout the world. Its goal is to provide ECPs with solutions
and technologies that meet their business needs and help build
trustful relationships with their patients. Supported by ongoing
innovation programs, Essilor Instruments is a leading brand in
categories including finishing equipment, vision performance
screening, eye examination and refractions, fitting parameter
measurements, small tools and consumables. Its flagship
products include the new ES 800 and ES 700 edging system,
the Visioffice X optical measuring system; the Vision-R 800, the
Vision-R 700 and the compact Vision-S 700 refraction station
range; as well as the WAM 800 aberrometer, the Myopia Expert
700 biometer and the Expert Myopia Care solution.

Satisloh. Satisloh is the leading brand for complete optical
manufacturing solutions in the ophthalmic and precision optics
industries. Founded in 1922 in Germany as a 'Mechanical
Workshop, Toolmakers & Locksmith', Satisloh is headquartered
in Switzerland and was formed by the merger of Loh, the
leading company in optical surfacing equipment and Satis
Vacuum, a pioneer in anti-reflective coating technology.
Satisloh develops, manufactures and provides reliable high-
tech equipment for optical surfacing, polishing, measuring,
coating and finishing as well as consumables, tools, services
and process know-how, all from one source.

20 licensed brands, including some of the most well-known and
prestigious names in fashion and luxury.

With its skilled manufacturing and distribution know-how,
experience in international markets and direct to consumer
operations supported by marketing investments, the Group is
an ideal partner for fashion houses seeking to translate their
vision and values into successful premium collections. Through
preserving style and quality, it expertly differentiates designer
offerings to produce a broad range of models that appeal to a
diverse group of consumer lifestyles and regions.



Proprietary brands. In 2023, Ray-Ban and Oakley, the two
largest eyewear brands in EssilorLuxottica’s portfolio,
accounted for approximately 12% and 5% respectively of the
Group's sales. EssilorLuxottica’s proprietary eyewear brands
include:

Ray-Ban. Courage, authenticity and timeless style are the core
values of Ray-Ban, a leader in prescription and sun eyewear for
generations since its establishment in 1937. Embodied by the
iconic Aviator originally crafted for US military pilots, Ray-Ban
has been at the forefront of cultural change, becoming a
symbol of self-expression and worn by celebrities and public
figures around the world. This legacy of daring exploration
continues with the groundbreaking Ray-Ban | Meta and Reverse
collections launched in 2023. Developed in partnership with
Meta, Ray-Ban | Meta is the next generation of smart glasses. It
is the first-ever eyewear with Meta Artificial Intelligence and live
streaming built-in to offer consumers a new way to seamlessly
live their most authentic moments. Featuring unisex sunglass
styles, Reverse showcases an innovative reversed lens — a bold
departure from the conventional. With this remarkable feat of
engineering, Ray-Ban masterfully inverts the lens from convex
to concave, maintaining impeccable optical precision through
advanced technology and epitomizes Ray-Ban’s unwavering
commitment to innovation and style. This consistent drive to
push boundaries has also cemented Ray-Ban's iconic status
across generations, fueling substantial growth since joining the
Group's portfolio in 1999.

Oakley. Established in 1975 and acquired in 2007, Oakley is
one of the leading product design and sport performance
brands in the world, chosen by world-class athletes who
compete at the highest level possible in more than
70 disciplines, from soccer prodigy Kylian Mbappé to the
greatest ski racer of all time, Mikaela Shiffrin. The brand is also a
very proud sponsor of sport events and partners all over the
world, including Giro d'ltalia, Union Cycliste Internationale and
the National Football League (NFL), where it just renewed its
partnership as the official on-field supplier through 2030. The
seven-year extension follows the announcement of the eyewear
brand’s NFL FLAG partnership and the newest Patrick
Mahomes Il Signature Series Collection. Holder of more than
850 patents, Oakley is also known for its innovative lens
technologies, including Prizm. Oakley extended its position as a
sports eyewear brand into apparel, footwear and accessories,
offering men'’s and women'’s product lines that appeal to sport
performance, active and lifestyle consumers.

Persol. The iconic made-in-ltaly eyewear brand, Persol, made
its debut in 1917 and was acquired by the Group in 1995. It is
the proud heir to the ltalian culture of excellence and
craftsmanship, a perfect alchemy of esthetics and functionality.
The irresistible appeal of timeless design and art-like quality
makes the brand a favorite in the world of cinema.

Oliver Peoples. Acquired by the Group in 2007, Oliver Peoples
was born in the heart of West Hollywood, California, on the
iconic Sunset Boulevard in 1987. The unique culture of Los
Angeles, combining elements of fashion, film, art and music,
continues to inspire the brand’s products and vibe. From the
beginning, Oliver Peoples has had a passion for superior
craftsmanship, with a distinctive culture rooted in California and
an understated luxury identity. With an authentic and consistent
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voice, Oliver Peoples has never relied on a logo but instead
focuses on fostering relationships with like-minded consumers.

Vogue Eyewear. Launched in 1973, Vogue Eyewear was
acquired by the Group in 1990. It is now recognized as a truly
international and contemporary fashion brand geared for
young and dynamic consumers who want to stay up-to-speed
with the latest trends. With its inclusive approach and playful
personality, Vogue Eyewear is an open door to the world of
fashion and welcomes everyone to express and celebrate their
personality. To achieve its mission in becoming the leading
reference for fast fashion in the eyewear category, Vogue
Eyewear partners with international ambassadors shaping the
industry.

Arnette. Born in California in 1992 and acquired by the Group
in 1999, Arnette is a street-inspired eyewear brand, that speaks
to young consumers. Rooted in Californian counterculture,
today Arnette aims to become a fluid and sustainable brand for
Gen Zs looking to express their individual style within the
community they are part of. With inclusivity, unconventionality
and authenticity as core values, Amette gives a voice to youth
urban culture.

Alain Mikli. Born in 1978 and acquired by the Group in 2013,
Alain Mikli was built on two main values: correction and
distinction. Since then, the brand's leitmotiv remains
unchanged and perfectly fits EssilorLuxottica’s vision. Alain Mikli
creates wearable art in the form of eyewear that is both elegant
and practical, offering optimal visual comfort.

Costa. Over 40 years ago, a group of anglers created Costa
sunglasses to stand up to the harsh light, unforgiving salt and
rough conditions of a day at sea. The gear they made was up to
the task, and it has been on the water ever since. Today, Costa
combines superior 580 lens technology with unparalleled fit and
durability to make the highest-quality premium sunglasses and
prescription sunglasses for adventures wherever there is water.
They are dedicated to sustainability and conservation, working
hard to protect the waters they call home. From the use of
sustainable materials to their Kick Plastic initiative, OneCoast
Foundation, shark-research organization OCEARCH and much
more, Costa inspires its community to help protect the earth’s
waterways and #SeeWhatsOutThere.

Bliz. Carved from Nordic rock and timber, Bliz embodies the
best of Scandinavian thinking and craftsmanship. Established in
Sweden in 2007 and joining the Group in 2023, the brand offers
sports glasses, ski goggles and helmets to weekend warriors
who value clean design, added function and unbeatable value
for money. Designed by active people, for active people, Bliz
delivers performance, durability and proven quality, all while
keeping wearers safe and protected. Made to withstand the
harsh Nordic climate and ready to take on every challenge,
regardless of the sport.

Native. The Native Eyewear story began in 1998 with a small
group of outdoor enthusiasts and an essential challenge: 'How
to make technical, durable eyewear cost less?" More than 20
years later, that foundation is still rooted in all that the brand
does. Native Eyewear is a feature-packed outdoor brand that
brings approachable, premium polarized sunglasses to outdoor
enthusiasts, ensuring that every adventure is memorable and
enjoyable.
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Luxottica. Launched in 1967, the Group's original line best
conveys the experience and tradition that are at its core.

Sferoflex. Sferoflex, which joined the Group's portfolio in 1981,
gets its name from the patented flexible hinge enabling the
temples to conform to the shape and size of the face,
increasing the resilience of the frame itself and ensuring the
perfect fit.

Bolon. Established in Greater China in 2003, Bolon is one of the
best-known sunglass and frame brands in Greater China and
has been part of the Group's eyewear portfolio since the
acquisition of Xiamen Yarui Optical in 2013. At the forefront of
fashion, craftsmanship and design, Bolon celebrates self-
expression and the importance of identity. Recognized for its
influence in fashion and growing reputation in the industry, it
draws inspiration from the new leaders of today with high-
fashion ambassadors. Bolon constantly challenges and leads
fashion trends by producing the widest and finest array of
products to cater to all tastes.

Molsion. Molsion also enjoys a position as a leading brand in
Greater China and became part of the Group's portfolio in
2013, following the acquisition of Xiamen Yarui Optical.
Drawing inspiration from design, art and pop culture, Molsion is
a fashion-forward brand for young generations. Designing
eyewear pieces that acknowledge fashion trends and favor
fashion, fun and flare for modern and innovative styles, Molsion
targets an audience of free thinkers with modern consciousness
who dare to be different and break social norms.

With leading global optical retailer GrandVision now part of
EssilorLuxottica, its exclusive brands also entered the Group's
eyewear portfolio. They include:

DbyD. Committed to a more sustainable and universally
accessible future, DbyD designs essential and functional
eyewear made with respectful and innovative materials for
pragmatic consumers who aim to do more with less.

Unofficial and Seen. The mission of both the Unofficial and
Seen brands is to become the eyewear of choice for the
growing group of fashion-sawy consumers looking for
functional, modern, quality and stylish optical and sun frames to
express all facets of their personality.

In 2010, the Group also broadened its scope of activities in the
optics world with the acquisition of FGX International, the North
American leader in non-prescription reading glasses mainly
sold in mass retailers, pharmacies, specialty retailers (including
travel retail brands), optical stores and department stores. With
the acquisition of FGX International, Foster Grant, a leading
reading glasses and sunglasses brand in the world, plus other
licensed brands, became part of the Group's brand portfolio.
Launched in 1929, Foster Grant, the iconic American eyewear
brand features high-quality, modern reading glasses and
sunglasses that help consumers care for their eyes and express
themselves with personalized style. The Foster Grant spirit of
innovation, style and originality is as strong as it was more than
90 years ago, and what made the brand a visionary continues to
fuel its originality today. In 2022, the Group also completed the
acquisition of Giorgio Fedon & Figli S.p.A., leading company
in the production and distribution of spectacle cases and luxury,
handcrafted and customized eyewear accessories, moving
forward in its vertical integration strategy and its sustainability
commitment.

Licensed brands. Designer lines are produced and distributed
through license agreements with major fashion houses. These
agreements are exclusive, global contracts that have terms of
between five and 15 years and may contain options for renewal.
Under these license agreements, the Group is required to pay
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a royalty ranging from 6% to 13% and make a marketing
investment of between approximately 5% and 12% of net sales
of the related collection. Prada is one of the most significant
licenses in EssilorLuxottica’s eyewear brand portfolio as
measured by total sales. In 2023, sales generated through the
Prada, Prada Linea Rossa and Miu Miu brand names together
represented approximately 3% of the Group's sales.

EssilorLuxottica’s licensed eyewear brands include:

Armani Group. The shared history of EssilorLuxottica and the
Armani Group dates back to 1988, when Luxottica’s founder
and late Chairman Leonardo Del Vecchio teamed up with
Armani's founder and Chairman Giorgio Armani to create
Armani-branded eyewear, using the best materials and
highest-skilled craftsmanship, to the global market. This
collaboration, renewed in 2022 for 15 vyears effective
January 1, 2023, revolutionized the eyewear industry,
transforming eyeglasses from a necessary medical device into a
fashion accessory and symbol of personal style.

Armani Group includes Giorgio Armani, Emporio Armani and
Armani Exchange.

Founded in 1975, Giorgio Armani stands out for its unique and
unmistakable image, its clean, sophisticated design, superior
materials and timeless elegance; these elements have been
associated with the brand since its creation and are seamlessly
reflected in its eyewear styles.

Launched by Giorgio Armani as a pioneer line in 1981, Emporio
Armani has a strong experimental and metropolitan style,
reflecting all the characteristics of elegance typical of the
Armani esthetic, depicted in a current and incisive language.
The iconic eagle logo continues to be a symbol of belonging
and sharing, a meeting point that leaves room for freedom of
expression. The innovative and colorful designs in its eyewear
are of course distinguished by contemporary lines, shapes and
materials.

In 1991, Giorgio Armani had the intuition to create a fast,
affordable metropolitan clothing line for young generations or
those with a young mindset. With AJX Armani Exchange, the
spirit lives on today in apparel and accessories that race forward
to an urban drum keeping the quintessential effortlessness and
active stance of Giorgio Armani's DNA alive. Modern, bold
shapes in original shades reflect contemporary design with
stylish details.

Brooks Brothers. Characterized by classic design, comfort and
attention to detail, Brooks Brothers eyewear collections reflect
the American brand’s iconic style and craftsmanship, delivering
high functionality and quality. The original license agreement
was signed in 1992.

Brunello Cucinelli. The company based in the ancient hamlet
of Solomeo, near Assisi in Italy, is the expression of an exclusive
prét-a-porter proposal and a sophisticated concept of
contemporary lifestyle. Manual skills, craftsmanship and 'Made
in ltaly', represent the pillars of the collection's offer. Attention
to detail, creativity and exclusivity defined the first eyewear
collections signed by Brunello Cucinelli, representing a unique
combination of beauty and Italian style.

Burberry. Since its creation in England in 1856, Burberry has
been synonymous with design, craftsmanship and innovation.
Now Burberry has become a leading fashion luxury brand with
a global business and a distinctive British identity. The eyewear
collection, under license agreement since 2006, is inspired by
the brand's innovative ready-to-wear and accessory collections,
and incorporates recognizable iconic elements for both men
and women.



Chanel. Chanel glasses are the quintessential fashion
accessory, adding a finishing touch to any silhouette. From
contemporary to iconic styles, its designs demonstrate the
know-how and creativity of Maison Chanel. Each eyewear
collection embodies Chanel icons, attention to detail, use of
noble materials, timeless elegance and refined design.

Coach. Founded in 1941 as a family-run workshop in a
Manhattan loft, Coach has grown into a leading American
fashion brand for women and men around the world. Under
license since 2012, the Coach eyewear collection perfectly
expresses effortless New York style and authentic American
heritage.

Dolce&Gabbana. Dolce&Gabbana is a luxury brand that draws
inspiration from the roots and authentic values of its own DNA:
Sicily, sensuality and sartorial ability. Dolce&Gabbana's essence
lies in its contrasting yet complementary features. The eyewear
collection, under license since 2006, is characterized by
sophisticated and elegant shapes, prestigious materials and
refined details.

Ferrari Group includes Ferrari and Scuderia Ferrari.

Founded in 1947, Ferrari is known for its high-performance cars
and iconic elegance. The brand is also expanding its luxury
identity in the lifestyle category, starting from aspirational and
stretching upward to exclusivity. Featuring luxury design
execution, like the iconic leather stitching in its luxury car
interior and embedded logo, the new collection epitomizes the
unique heritage and ltalian craftsmanship of Ferrari, while
elevating its fashion-forward credentials.

Established in 1947 and a symbol of Italian excellence, Scuderia
Ferrari, known for its high-performance cars and iconic
elegance, focuses on design and engineering. Drawing
inspiration from the racing world, the new Scuderia Ferrari
collection reflects the speed and style synonymous with the
brand, combining urban active and athleisure styles. The
brand's frames embody Ferrari esthetics with details inspired by
elements in the vehicles of Ferrari racing cars.

Jimmy Choo. Established in 1996, Jimmy Choo is a leading
global luxury brand with an empowered sense of glamour as
well as a playfully daring spirit. Celebrated for its confident style
and exceptional craftsmanship, Jimmy Choo is synonymous
with the art of celebrity dressing and red-carpet style. The
House's innovative spirit meets time-honored techniques in the
form of exceptional collections spanning footwear, handbags
and fragrance to a range of accessories and a growing men'’s
offering. The eyewear collection, inspired by Jimmy Choo
codes, celebrates the glamourous spirit of the House and is
strongly connected to the other product categories.

Michael Kors. Michael Kors is a world-renowned designer of
luxury accessories and ready-to-wear collections. His namesake
company, established in 1981, offers glamorous, sophisticated
style for the consummate jetsetter. Every new Michael Kors
eyewear collection reveals the designer's unfailing eye for
timeless chic.

Moncler. Founded in Monestier-de-Clermont, in France, in
1952, it is now one of the leading global companies in the
fashion industry. It is established as an ever-evolving brand,
investing in digitalization, with the purpose of unleashing the
extraordinary in every aspect of its business thanks to constant
technological and esthetics research. The recently announced
exclusive licensing agreement is in effect from January 2024,
enriching EssilorLuxottica’s portfolio with a perfect blend of
functionality and contemporary esthetics, including a mix of
frames suitable for both city and mountain living, at the
forefront of design, innovation and quality.
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Prada Group. Under license since 2003, Prada Group includes
Prada, Prada Linea Rossa and Miu Miu collections.

Prada represents the best of Italian culture and tradition. It is
one of the most innovative, prestigious and widely recognized
brands in the fashion and luxury goods industry, with a keen
attention to detail and creativity. Prada Eyewear reflects this
approach with unmistakable style, ahead of styles and trends,
refined elegance and uncompromising quality. The Prada
collection also includes Prada Linea Rossa, which is the perfect
fusion of innovative technology and modern luxury, where
streetwear influences and sportwear inspirations are combined.

Miu Miu is the most free-spirited representation of Miuccia
Prada’s creativity. Miu Miu Eyewear is irreverently sophisticated
and characterized by a cutting-edge style that evokes a sense
of freedom and intimacy for women driven by a modern spirit
of exploration and experimentation in their choices.

Ralph Lauren. Under license since 2007, Ralph Lauren includes
Ralph Lauren, Polo Ralph Lauren, Ralph Eyewear as well as
Chaps.

Ralph Lauren has made his mark on the fashion world with his
all-American collections for men, women and children. Today,
his signature themes — Hollywood romance, town-and-country
heritage, rugged Western sensibility, cosmopolitan city-chic
and Art Deco glamor — extend into the world of Ralph Lauren
eyewear. With sleek modermity and classic timelessness, each
Ralph Lauren pair is a refined expression of the designer's
legacy of sophisticated elegance.

Representing Ralph Lauren’s iconic sporty style, Polo Ralph
Lauren celebrates an active, athletic spirit for men, women and
children. Colorful and vibrant, Polo Ralph Lauren is the enduring
symbol of a modern-day American lifestyle: easy, energetic,
young and cool.

Ralph Eyewear is the youthful, feminine, fashion-forward line of
the Ralph Lauren Group, featuring modern looks, timeless icons
and trendy shapes that evoke a carefree sense of style.

Chaps celebrates traditional American style for the family,
delivering classic collections updated for modern lifestyles with
a spirit of adventure. The brand stands for accessible quality,
living life in the moment and purposeful design over perfection.

Starck Biotech Paris. Starck Biotech Paris joined the Group's
portfolio as part of the Alain Mikli acquisition in 2013. Its unique
collection celebrates minimalism and innovation through an
exclusive technological revolution: the heart of the product is
the patented Biolink, a screwless hinge modelled on the human
clavicle, which allows a full 360-degree movement for increased
comfort and durability with biomechanics at the service of
vision. The year 2019 marked a milestone in Philippe Starck’s
natural development and his ongoing pursuit of innovation and
harmony with the body thanks to the launch of a revolutionary
and exclusive new hinge in the Starck Biotech Paris collection:
Sphere.

Swarovski. Swarovski is a place where magic and science meet.
Founded in 1895 in Austria, the company designs,
manufactures and markets high-quality crystals and gemstones
as well as finished products such as jewelry and accessories.
The Swarovski Eyewear collection, inspired by the brand's
jewelry families, combines Swarovski's creativity and savoir-faire
with the knowledge and expertise of EssilorLuxottica and it has
been launched in the FW23 season.
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Tiffany & Co. Founded in New York City in 1837, Tiffany & Co.
is one of the world's premier jewelers and America’s luxury
house of design. An iconic brand with a rich, storied heritage,
Tiffany has defined style with its visionary artistry, innovative
craftsmanship and imaginative wit. In 2008, the Group became
Tiffany's first eyewear licensee, producing contemporary
sunglasses and optical styles inspired by the House's iconic
jewelry collections, from classic shapes to a variety of personal
styles.

Tory Burch. Founded in 2004 in New York City, Tory Burch is an
American luxury brand known for beautiful, timeless pieces and
rich storytelling that evokes optimism and joy. Tory is a fashion
designer who draws inspiration from her parents’ effortless
style, the worlds of travel, art and interiors, and women globally.
Empowering women is the company’'s guiding principle,
underpinning its design philosophy and company culture, and
driving the work of the Tory Burch Foundation.

1.4.6 Go-to-market

EssilorLuxottica’s global distribution network, including direct
to consumer brands and a professional solutions network of
third-party stores, is one of its core strengths. It extends to both
developed and emerging markets, where the Group has made
substantial investments over the last few years.

1.4.6.1 Professional Solutions

Bringing together the complementary expertise of two industry
pioneers, EssilorLuxottica offers its end-to-end range of iconic
frames, advanced lens technologies, instruments and digital
solutions to over 300,000 third-party eyecare professionals,
ranging from independent opticians to third-party e-commerce
platforms, optical retail banners, specialty sun retailers, sport
channels offering Oakley and Costa branded apparel, footwear
and accessories (AFA), department stores and duty-free shops.

In 2023 the Professional Solutions'” segment accounted for 48%
of EssilorLuxottica's turnover. Divisional performance was
driven by EssilorLuxottica's unique combination of world-class,
loved and trusted vision care and eyewear brands as well as the
Group's ability to accelerate category growth and innovation
deployment, investing in cross-channel (i.e., phasing the sun
cross-channel journey in sport channels in several EMEA
countries) and cross-category opportunities (i.e., across
instruments and lenses with the introduction of a new in-store
eyecare consumer journey to best serve patient needs).

Last year, the Group continued strengthening its customer-
centric  organization with dedicated partnerships and
development programs as well as best-in-class services to
elevate customer practices and give them an edge, including:

» EssilorLuxottica 360, a program designed to drive total
practice growth for independent eyecare professionals
(ECPs). Covering frames, lenses and instruments, it supports

Versace. Founded in 1978 in Milan, Gianni Versace S.r.l. is one
of the leading international fashion design houses and a symbol
of Italian luxury worldwide. It designs, manufactures, distributes
and retails fashion and lifestyle products bearing distinctive
signifiers of the brand such as the iconic Medusa head and the
Greca pattern. Donatella Versace has been Artistic Director of
Versace since 1997 and has steered the brand into the 21*
century. Today, Versace represents its heritage through its
strong and fearless designs, while addressing a new global
audience that continues to strengthen Versace's position in
contemporary culture. In 2019, Gianni Versace S.r.l. joined Capri
Holdings Limited, forming a new global fashion luxury group
with Michael Kors and Jimmy Choo. The eyewear collection,
under license since 2003, is characterized by high-end materials
as well as a recognizable design esthetic. Versace Eyewear pairs
contemporary shapes with distinctive brand codes.

EssilorLuxottica’s efficient distribution network makes it possible
to maintain close contact with its customers while maximizing
the visibility of its brand portfolio. In addition, the Group's
expertise in the direct to consumer business has given it a
unique understanding of consumer needs and tastes in key
countries. All of this helps the Group achieve the strategic
optimization of brand diffusion, for both its proprietary and
licensed brands.

ECPs in all their needs as business owner: visibility, traffic,
sellout,  productivity and  business  development.
The EssilorLuxottica 360 program was deployed in over
5,000 stores in North America, more than 5,000 stores
across 13 countries in EMEA and nearly 2,000 stores in Brazil
by the end of 2023, driving value for both lenses and
frames.

« Essilor Experts, a partnership designed to give an edge to
independent eyecare practices by strengthening their
expertise in vision health. It offers a suite of lens and
instrument-focused benefits, including exclusive advertising,
digital marketing services, advanced training and access to
lens personalization technologies. The partnership reached
close to 12,000 stores in EMEA and 8,000 in the US by the
end of 2023, with Essilor Experts partners delivering
stronger sales growth and a better mix of the Group's
branded products than non-partners.

« Alliances, made up of independent ECPs across the US,
including Vision Source, PERC/IVA (Professional Eyecare
Resource  Co-operative/Infinite  Vision  Alliance) and
Opti-Port. These platforms, each with their own unique
model, offer innovative solutions and expanded business
tools to achieve optimal value for memberships of
approximately 11,000 professionals while accelerating
industry growth.

(1) It represents the wholesale business of the Grou,o, including the supply of its products and services to independent opticians, distributors,
cl

third-party e-commerce platforms and large retai
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« STARS, the highestranking partnership  between
EssilorLuxottica and its professional solutions customers
that leverages the Group's knowledge of local markets and
brands to deliver fresh, high-turnover products and maintain
optimal inventory levels at each point of sale. The program
is aimed at maximizing sellout, directly managing
assortment advisory, planning, automatic replenishment

360
EssilorLuxottica

perc

Drawing on its long-lasting conviction that education is a key
lever to shape the future of eyecare and eyewear, the Group
continues investing in Leonardo, EssilorLuxottica's learning
ecosystem that provides high-quality education for the industry
in a community setting. The platform is accessible to all
EssilorLuxottica employees and partners, as well as eyecare
professionals at every level and in every role, aiming to support
industry growth through the development of its greatest
resource — people. Constantly expanding its educational
offering, Leonardo incorporates a wide variety of courses and
programs to engage learners across the world, including the
Ray-Ban Expert, Oakley Expert, Transitions Specialist and World
of Children’s Eye Care programs. In 2023, Leonardo reached
another key milestone with the addition of valuable myopia
management content, including an updated Myopia
Certification, educational courses in collaboration with the
World Society of Paediatric Ophthalmology and Strabismus
(WSPQOS), and two dedicated myopia podcast series created by
Dr. Kate Gifford, Director of Myopia Profile. In 2023, a
prestigious partnership was also signed with Harvard Business
Publishing that enhanced the platform’s management and
leadership related content with a selection of curated courses
to enrich both personal and professional skills. Leonardo also
continues to support EssilorLuxottica breakthroughs by
providing education on its latest innovations, such as Ray-Ban |
Meta and Varilux XR series.

LEONARDO

science for a new vision

Giving eyecare professionals an opportunity to differentiate
themselves and provide added support around an enhanced
patient experience, the Group continues to bring its digital
revolution to professionals offering them access to its
breakthrough digital and innovation-driven technologies.
These include digital tools that connect the Group's operations
to its customers and consumers, and digital support for eyecare
professionals that help grow their practices and elevate the
patient experience. Over the last few years in particular,
EssilorLuxottica innovated the way eyewear collections are
presented to customers in its showrooms around the world. In
2019, the Group introduced Red Carpet, a 'digital showroom'
platform that offers an interactive and immersive experience to
discover EssilorLuxottica’s vast eyewear portfolio along with
digital previews through high-definition renderings and

EXPERTS
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and brand visibility for the Group's eyewear products in
store, using ad hoc systems, tools and state-of-the-art
planning techniques. Introduced in 2002, STARS served
approximately 14,500 stores in major European markets, the
US, the Middle East, Latin America, Japan and emerging
markets by the end of 2023.

Stars EssilorLuxottica

OSOPTI-PORT

navigable 360-degree technology as well as multimedia
content inspired by brand campaigns and storytelling. In 2021,
the Group took another step in its digital transformation and
embraced a full digital strategy on top of the phygital one,
through the rollout of a new Red Carpet version for digital sales
events. This allowed customers to live the brand experience to
its fullest, while supporting the sales force in a remote selling
session. In 2023, the B2B sales journey was further enhanced
with the introduction of Oakley's Apparel, Footwear and
Accessories (AFA) as well as a consultancy mode, with curated
product recommendations based on past purchases and
geographic location, and Artificial Intelligence categorizing
products by trends and demographics for a tailored selection.
While EssilorLuxottica continues to innovate its digital sales
force support tools, it is also further integrating and optimizing
its B2B digital sales channels with the completion of the rollout
of My.EssilorLuxottica.com across the different regions to
provide customers with a direct, 24/7 digital connection to the
Group's supply chain and business services. Integrated last year
in My.EssilorLuxottica.com, Lens Simulator is an interactive and
immersive tool designed to support opticians in effectively
communicating product features and benefits, and proposing
the best ophthalmic solutions. This is facilitated with the use of
new advanced features, including lens comparison, interactive
simulations, 'See-through' technology and dynamic 3D renders,
which are highly beneficial for eyecare professionals, also in
terms of upselling. Other game-changing shopping
experiences include Smart Shopper, an in-store digital tool that
allows consumers to explore the Group's seemingly endless
collections and brands, and try on any frame in the catalog
virtually, thanks to augmented reality and advanced proprietary
virtual try-on technologies. Product customization services (such
as Ray-Ban Remix and Oakley Custom) within Smart Shopper
serve consumers craving a more personalized experience. In
2023, over 6,000 Smart Shoppers were present in the Group's
customers’ stores all over the world. New digital experiences
have been recently introduced into Smart Shopper, including
the Find-The-Perfect-Frame that leverages Al-based facial
features detection (such as face shape, eye color and spacing,
ear position, nasal bridge width) and consumer preferences to
recommend the best eyewear, exploring a truly innovative
approach for a superior shopping experience. As the first to
provide the optical industry with large-scale digital window
technology to engage consumers, EssilorLuxottica has also
established itself as one of the largest private digital
broadcasters with 14,000-plus digital windows installed in
customer optical practices around the world.
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Advancing in the digitization of the eyecare industry,
EssilorLuxottica has also created HELIX, a new division of the
Company, harnessing the power of Business Intelligence and
Avrtificial Intelligence in a single, interconnected management
software suite developed in-house to revolutionize the way
ECPs leverage modern technology to improve the efficiency of
their practices. Vision(X), the first offering from HELIX, will hit the
market in 2024 and represent a key development trajectory for
years to come.

EssilorLuxottica also counts among its partners third-party
e-commerce platforms and independent distributors who
provide vision care to remote and rural communities in
underserved regions, with the Group's Sustainable Programs
division continuing to find new and sustainable ways to provide

1.4.6.2 Direct to Consumer

The Direct to Consumer business represents the Group's retail
business, including the supply of EssilorLuxottica products and
services directly to the end consumer either through the
network of physical stores operated by the Group (brick and
mortar activities) or online channels (e-commerce).

In 2023, Direct to Consumer activities continued to grow, driven
by the optical business and the positive effects of the Group's
strategy in connection with the acquisition of GrandVision.
Cross-channel opportunities and cross-brand initiatives also
enhanced direct to consumer services in both the online
shopping journey and the online prescription experience,
thanks to the Group's extensive retail network. Recently, cross-
channel and cross-brand opportunities were made available on
pure e-commerce platforms as well, including Glasses.com and
Contactsdirect, providing superior service to e-commerce
consumers and adding a human touch in a pure digital
experience.

More than 4,200 stores were involved last year in the Group's
omnichannel program worldwide, committed to offering a full
omnichannel customer experience with new in-store processes
and journeys to meet consumer expectations for an even more
immersive, innovative and engaging shopping experience.
Premium and faster services were offered as same day Buy-
Online-Pick-Up-In-Store  and same day delivery at home
through Ship-From-Store as well as Return-In-Store service,

1.4.6.2.1 Brick and mortar activities

With leading global optical retailer GrandVision now part of
EssilorLuxottica, the Group expanded its direct to consumer
footprint in EMEA and strengthened its reach in Latin America,
consolidating its presence in eyecare and eyewear on a global
scale, presenting an opportunity for the Group to engage more
effectively with consumers.

With a strong portfolio of retail brands, EssilorLuxottica is well
positioned to serve consumers around the world with the latest
designer and high-performance frames, advanced lens
technologies, innovative eyecare, everyday value and high-
quality vision care health benefits. As of December 31, 2023,
EssilorLuxottica’s Direct to Consumer business consisted
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vision care to underserved populations without access to
conventional distribution channels. These programs, in
collaboration with the OneSight EssilorLuxottica Foundation,
train unemployed people at the base of the pyramid to
become vision care entrepreneurs for their communities. These
include Eye Mitra in India and Bangladesh, Eye Rafiki in Kenya,
Vision Centers in Africa, Mitra Mata in Indonesia, Eye Partners in
Greater China and readers access points in Cambodia.
Through these Sustainable Programs activities, the Group has
created awareness and access in small towns by structuring
informal optical channels, including some without any physical
shops, with skills training and marketing support as well as
access to the Group's products and supply chain.

which is now also available in cross-banner mode, positioning
EssilorLuxottica as a true pioneer in the industry. For instance, in
North America Sunglass Hut stores are now able to handle
both same day Buy-Online-Pick-Up-In-Store requests from Ray-
Ban.com thanks to a shared assortment between channels and
brands, and e-commerce return requests from other
EssilorLuxottica's banners.

Omnichannel services are also available for optical brands, with
LensCrafters in North America and OPSM in Australia
becoming a central point of reference for prescription
consumers who shop online in the US. Focusing on providing a
seamless and consistent experience for prescription consumers
across all channels and regions, last year, the Company also
continued to roll out its online appointment booking service.
With  the  recently implemented Doctor  Locator,
EssilorLuxottica’s optical e-commerce platforms in the US now
have access to an online booking service that leverages the
Group's wide-reaching doctor network through LensCrafters
and Target Optical brick and mortar activities. The Doctor
Locator also provides doctors and affiliates with consumer
information, enabling customized and curated in-store
experiences. In EMEA, GrandVision optical banners continue to
evolve and add new functionalities to their online booking
services  (including  Frame-Reserve-Online-And-Try-In-Store),
becoming the preferred destination for eyecare in the region.

of 13,366 stores and 4,223 franchised locations. Last year, the
Group also entered into an agreement to acquire Washin Co.
Ltd. in Japan and signed a joint venture agreement with
Chalhoub Group, a leading luxury retail in the Middle East,
aimed at growing its direct to consumer presence in the GCC
region through the opening of mono-brand and multi-brand
stores for its most iconic brands, including Ray-Ban, Persol,
Oliver Peoples and David Clulow.

EssilorLuxottica’s retail stores not only sell prescription frames
and sunglasses that it manufactures, but also a range of frames
and ophthalmic products manufactured by third-party
companies.



An overview of EssilorLuxottica’s retail brands follows below:

Sunglass Hut. Founded in 1971 as a small kiosk in a Miami mall,
Sunglass Hut has grown into one of the world’s leading
destinations for the most sought-after high-quality sunglass
brands. Stores can be found in fashionable shopping districts
across the globe, from the Americas, Europe and the Middle
East to Australia, South Africa, Greater China, Southeast Asia
and beyond. Sunglass Hut provides consumers with a
professional, highly engaging shopping experience. It also
offers a consistent and connected experience across all
consumer touchpoints, including online, in-store, social and
mobile, as well as uses in-store digital tools like Smart Shopper
to provide access to an endless aisle range and customized
products in every store location. As part of this strategy, the
brand continues to invest in the digitalization of the in-store
shopping experience, from Smart Shopper to the digital
broadcasting network fully integrated in the store layout to
elevate brands and services storytelling. In 2018, Sunglass Hut
signed an agreement with Bass Pro to open Sunglass Hut shop-
in-shops within Bass Pro and Cabela’s 171 locations across
North America. In 2022, it entered Mexico's high-luxury
segment with the successful store openings in Palacio de
Hierro.

LensCrafters (North America, Greater China). Founded in 1983,
LensCrafters pioneered a revolutionary concept to combine
eyecare, eyewear and onsite labs to craft glasses in about an
hour. Today, LensCrafters is one of the largest optical retail
brands in North America, with many stores located in high-
traffic commercial malls and shopping centers. A wide selection
of premium and luxury optical frames, sunglasses and high-
quality lenses, as well as optical products made by
EssilorLuxottica and other suppliers are available in most
locations. Each location has an experienced Doctor of
Optometry, either independent or employed, who is focused
on building patient relationships. All of the stores have access
to the Group's state-of-the-art lens processing network with the
ability to craft, surface, finish and fit lenses. As part of its
underlying commitment to consumer satisfaction and industry
innovation, LensCrafters has made significant investments in
technology and continued its digital transformation to
strengthen and enhance the consumer omnichannel
experience and digital eye exams. In 2006, the Group
expanded the LensCrafters brand in India and Greater China by
acquiring and then rebranding local retail banners in Beijing,
Shanghai, Guangzhou and Hong Kong.

Vision Express (the UK, Ireland, Bulgaria, Poland and Hungary).
Established in 1988 in Gateshead, England, Vision Express
pioneered a revolutionary concept to combine eyecare,
eyewear and onsite labs to craft glasses in about an hour. The
brand expanded rapidly through organic growth and
acquisitions, and today operates over 1,000 locations. A leader
in the national optical industry, Vision Express also opened its
first store in Poland in 1994 as a medical company, and now
enjoys nationwide coverage with ophthalmologists and
optometrists delivering advanced medical services. In Poland, it
operates a mid-high market second banner, Trendy Opticians,
offering a wide selection of international brands. Vision Express
launched in Hungary in 1996, and is now the second-largest
optical brand in the country, with stores offering one-hour
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service, and omnichannel experience having existed since 2017
with a sunglass webshop. In 2008, Vision Express opened in
Bulgaria with the acquisition of the local Optik Matt optical
brand, and it currently operates 10 stores.

Apollo (Germany). Apollo is a leading optical retail brand in
Germany. Since its beginnings in the late 1960s, it has aimed to
enrich people’s lives with its services, and today it operates over
900 stores in an omnichannel concept that strives to inspire its
consumers, providing satisfaction with outstanding optical
services, professional advice and high-quality products.

Target Optical (North America). With the acquisition of Cole
National in 2004, Target Optical, a licensed brand operating
within its host stores, became part of the Group retail network.
The brand offers consumers the convenience of taking care of
their optical needs, while shopping at their preferred retailers.

MasVisién (Spain, Argentina and Mexico). Founded in 1996 in
Valencia, MasVisién has grown to become a leading optical
retail banner in Spain, Argentina and Mexico. Its mission is to
be the retailer of choice for a growing group of fashion-savvy
consumers who have come to expect accessible quality,
outstanding service and value.

Pearle (the Netherlands, Belgium and Austria). Before the
brand Pearle existed, Alfons Hamer started his first optical store
in 1959 in the Netherlands, with the dream of making eyesight
solutions accessible to the largest possible audience. His stores,
called Brilmij, started a revolution in optical retail by displaying
glasses on pins so consumers could choose their favorite frame
by themselves. Brilmij grew to become the largest optical retail
brand in the country, and since 1983 the brand has also
expanded its business in Belgium. As of 1990, the stores
continued under the name Pearle Opticiens founded by
Dr. Stanley Pearle, who just like Alfons Hamer, had a strong
belief that good eyecare and eyewear should be easily
available for everyone, despite age, income or background. In
Austria, Pearle was founded in 1977 and is the leading optical
retail brand in the country since 2015, offering consumers a
wide range of high-quality exclusive and designer brand
frames, sunglasses and contact lenses with the goal of being
the best choice on the market.

Générale d'Optique (France). Founded in 1993, Générale
d'Optique has grown to become one of the leading optical
banners in Metropolitan and Overseas France. Its mission is to
establish itself as the retailer of choice for the growing
number of savvy consumers who have come to expect quality
products, exceptional service and value. Since its creation, the
brand has been considered as the disruptive player on the
French optical market, with more than 680 stores offering a
wide selection of private labelled eyewear to suit all tastes, ages
and lifestyles without having to compromise on functionality
and design.

OPSM (Australia and New Zealand). OPSM is a leading eyecare
and eyewear retailer in Australia and New Zealand with more
than 85 years of history and 400-plus stores. Through its world-
class technology and exceptional service, OPSM's goal is to set
a new standard of eye health and eyecare. In addition to its
eyecare services, OPSM is renowned for its exclusive range of
optical frames and sunglasses from international brands.
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GMO (Latin America). GMO is an optical market leader in Latin
America that became a part of the Group in 2011, following the
acquisition of Multiépticas Internacional. Since its beginnings in
the late 1990s, GMO has developed a reputation for optical
retail excellence among consumers in Chile, Peru, Ecuador and
Colombia.

GrandOptical (France, Iberia, Czech Republic, Greece, Cyprus,
Slovakia, Portugal and the Netherlands). When the first
GrandOptical store opened in Paris in 1989, a revolutionary
concept was launched on the French eyewear market: collect
prescription glasses only one hour after purchase. By year end,
five new stores were opened around Paris serving the mid-high
market segment and offering consumers a large choice of the
best international brands, including luxury, as well as high-
quality and professional services. In 1995, GrandOptical went
international with a store in Barcelona, before extending its
activities to other countries, including Portugal (1997), Czech
Republic (1999), Greece (2004), Cyprus and Slovakia (2008) as
well as the Netherlands (2023).

GrandVision (Brazil and ltaly). Founded in 1920 in Sao Paulo,
GrandVision by Fototica is a Brazilian retail brand with a
regional presence in six Brazilian states, and since 2019 it
gained national reach thanks to its e-commerce
implementation. The company was founded with a strong focus
on consumer experience, and high-quality eyecare products
and services. Innovation is also part of its DNA, with
omnichannel strategy and digital transformation at the core of
local initiatives to deliver a best-in-class shopping experience.
GrandVision by Avanzi entered the Italian market in 1999 with
the acquisition of Ottica Avanzi and was boosted in 2014 with
the acquisition of Gruppo Randazzo adding GrandVision by
Optimissimo.

Oakley stores. Oakley stores worldwide offer an immersive
brand experience with athlete brand ambassadors, technology,
design and innovation, tailored for the best consumer
omnichannel journey - physical and digital integrated
touchpoints, while always being supported by trained and
experienced in-store staff. The brand extended its monobrand
retail network to over 380 stores worldwide, offering a full range
of Oakley products, including sunglasses (also custom),
prescription  glasses, goggles, apparel, footwear and
accessories. Oakley stores are the final destination for Oakley
sport communities and are located in major cities and shopping
malls.

Atasun Optik (Turkey). With the integration of GrandVision,
Atasun Optik, an optical market leader in Turkey, became part
of the Group retail network with over 330 stores in 2023.
Established in 2007, the brand’s mission is to help people see
better and be seen better, while offering a unique shopping
experience thanks to its Atasun Plus loyalty program and after-
sales services as well as 24/7 support.

Ray-Ban. In 2023, Ray-Ban further consolidated its monobrand
retail network to over 265 locations worldwide, bringing the
unique brand DNA and experience to new consumers in top
cities and locations as well as building on its global presence in
key cities such as Milan, Paris, London, Madrid, New York,
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Shanghai and Tokyo. Each store offers a premium experience
enriched by new omnichannel services and digital tools. The
offering includes exclusive products, pre-releases and
consumer activations that create a fully immersive Ray-Ban
experience. To pursue the Group's sustainability commitment,
in 2023 the banner also launched its pilot Renewal Station
project, a repair corner aimed at giving new life to the brand'’s
iconic models through services such as frame repairs, wheel
cleaning and replacement of damaged components.

Synoptik (Denmark, Sweden and Germany). Founded in 1931,
Synoptik operates more than 100 locations in Denmark. In 1991,
the brand extended its business in Sweden and grew by
acquiring Din Optiker and Ogat 10 years later. Today, Synoptik
has nationwide coverage in Sweden, and is well-known for
offering high-quality products and services with a mid-high
market position, focusing on eye health and providing
extended eye exams for all consumers in its close to 250 stores.
Synoptik is fully represented on the global e-commerce
platform selling mainly sun products. With the acquisition of
Smarteyes in 2022, it has a comprehensive offering with two
complementary brands and a strong base for expansion.
Founded in 2007, Smarteyes operates 95 stores in Sweden,
Germany and Denmark. The retail brand’s mission is to make
great design and professional eyecare accessible for all, and its
vision is to become the most recommended optician.

Salmoiraghi & Vigand (ltaly). Founded by the merger of two
brands that were started respectively by Angelo Salmoiraghi
and Angelo Vigano in the mid-nineteenth century, Salmoiraghi
& Vigano is an ltalian premium optical retail brand with over
150 years of activity. The key principles on which the company
was founded are relevant today and include innovation,
consumer experience, service and quality products. Its over 270
stores stock a wide assortment of optical and sun eyewear
premium and luxury international brands and offer the best
selection of lens brands. To pursue the Group’s commitment
toward sustainability, last year the banner launched a circularity
initiative offering consumers the opportunity to deliver back to
stores sunglasses and prescription glasses no longer in use for
the Company to either revaluate materials or donate them for
educational purposes.

Optical House (Ukraine). A strong leader in the Ukrainian
optical direct to consumer and professional solutions market,
Optical House operates over 230 stores, largely through its
main banner Luxoptica, as well as luxury banners Spex, MY |
and Optic Master. Luxoptica has become one of the flagships
in Ukraine's retail industry as a whole, growing the optical
industry in the country as well as providing high-quality
professional services, products and customer care.

Mujosh (Greater China). Established in 2010, Mujosh is a
cutting-edge fashion eyewear brand created for young people,
with 500-plus stores located in shopping malls and department
stores across Greater China. It offers on-trend collections with
specially designed in-store experiences for young consumers
looking for affordable fashion. This dedicated brand has an
attitude of its own, and encourages young people to break free
from conventional patterns and showcase who they are.



Aojo (Greater China). Established in 2013, Aojo is a leading
eyewear brand in Greater China. It has glasses categories
spanning frame glasses, sunglasses, presbyopia glasses and
computer glasses, fully covering the market demands. With its
260 stores, Aojo is the 'lifestyle partner' in vision care, offering
an enriched service and experience to family and friend-
oriented consumers.

Pearle Vision (North America). Acquired in 2004, Pearle Vision
is one of the largest franchised optical retailers in North
America. Built around the neighborhood doctor, Pearle Vision
allows local business operators to provide trusted eyecare to
their patients with the support and resources of the Pearle
Vision brand.

MultiOpticas (Portugal). In 1988, MultiOpticas disrupted the
national optical market with the democratization of eye health
services and eyewear. Originally a Spanish company, operations
in Portugal were acquired by Pearle Europe in 2001, and focus
was put on helping Portuguese consumers take care of their
eye health. With 220 locations, MultiOpticas provides the best
offers, a wide selection of options and outstanding consumer
experiences as well as omnichannel and digital transformation
to deliver best-in-class consumer services.

Bolon (Greater China). Established in 2003, Bolon is a
trendsetting brand in the eyewear industry, with over 250 stores
located in Greater China providing consumers with high-quality
products, outstanding design and excellent craftsmanship that
appeal both esthetically and experientially.

Oticas Carol (Brazil). Oticas Carol, which was founded in 1997
with the goal of satisfying the needs of Brazilian consumers in
the eyewear sector, is one of Brazil's leading optical retail
brands. Oticas Carol became part of the Group in 2017, and its
mission is to provide the best platform for the sustainable
growth of its franchisees, offering its consumers excellent
optical services and products.

Opticas Lux (Mexico). Opticas Lux was founded over 80 years
ago in Mexico City by Alfredo Santos who set his store apart by
offering a wide variety of products and superb consumer
service. Today, with more than 160 stores across the country,
Opticas Lux is the undisputed leading optical retail brand in
Mexico with a reputation for offering the most complete and
professional eye exams, outstanding service and the best range
of top brands in the world. Opticas Lux manages its own
laboratories and trains all its optometrists at its own university —
the only one operated by a retail company and certified by the
Education and Health Ministries — ensuring the best quality for
its products and services.

Opticas Visién (Costa Rica and Nicaragua). Founded in 1959
and part of the Group since 2015, Opticas Visién has built a
strong place in the local market becoming a leader in the
optical business for its technology, number of direct to
consumer stores and customer service.

Instrumentarium (Finland and Estonia). Instrumentarium
became a part of the Group's retail network in 2021, following
the integration of GrandVision. Founded in Finland in 1901,
Instrumentarium is the market leader in the optical field for
products and eye health expertise. It focuses on the mid-high
market segment, and combines extensive eye health solutions
with a large superior product range.
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Optica2000 (Spain). Founded in Barcelona in 1976, Optica2000
has always focused on high-value products and services, being
the first banner in Spain to specialize in multifocal lenses as
early as 1979. After opening a successful first shop in the
El Corte Inglés department store in 1980 led to fast expansion,
the brand was integrated in 2019.

For Eyes (North America). The roots of the For Eyes brand date
back to 1972 when three hippies decided to open an optical
store in Philadelphia with the dream of making eyewear
accessible to all. While it started as a high-volume reseller,
today For Eyes has proudly grown its digital presence and
expanded to over 100 brick and mortar locations across the US
and Puerto Rico, with a strong focus on consumer experience
excellence and high-quality products.

Ofotert (Hungary). Founded in 1949, Ofotert operates close to
100 stores throughout Hungary. lts main aim is to offer
consumers not only the right product, perfect correction and
vision but also confidence by advising them throughout the
consumer journey with professionalism and attentive and
empathic service.

David Clulow (the UK, Ireland and Germany). Established in
1962, David Clulow has built a strong reputation for providing
the highest standard of optical care and services, including
sight tests, contact lens fittings, glasses, sunglasses and
prescription sunglasses. In addition to optical stores, David
Clulow operates as a sunglasses concession inside some of the
most luxurious department stores, including Harrods, Selfridges
and Brown Thomas. In 2021, David Clulow extended its
business by opening its first store in Germany inside the
KaDeWe department store in Berlin.

Lafam (Colombia). Established in 1970, Lafam has grown to
become the leading optical retail brand in Colombia. Its
mission is to be the retailer of choice for the growing group of
fashion-savvy consumers who have come to expect quality,
excellent service and value. Lafam is the only brand in the
optical market to offer all eye health services, and it operates
two state-of-the-art ophthalmology centers and one clinic
specializing in refractive surgery. It opened its first eye clinic in
2000, and since then has successfully referred its consumers
from its stores to its eye clinics.

Team Vision (North America). Established in 2022, Team Vision
is a management services organization (MSO) investing in
private practices and practice transitions across North America.
It was created for independent eyecare professionals who are
looking to transition their practice without sacrificing a focus on
health-based patient care. The MSO assumes non-medical
responsibilities of the practices it partners with, including
product, inventory, staffing and marketing, allowing doctors to
focus on patient care while choosing their level of involvement.

Solaris (France, Italy, Turkey, Malta and Mexico). Founded in
Paris in 1994, Solaris is a leading sunglass retailer committed to
bringing consumers the ultimate sunglass selection. From
classic and fashion to luxury and sport performance, Solaris
delivers the latest fashion trends, current best-sellers,
innovations and cutting-edge technologies in the sunglass
market. Today Solaris is present in France, ltaly, Turkey, Malta
and Mexico, with dedicated stand-alone Solaris stores.
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LensMaster (Russia). LensMaster is the first modern optical
retail brand in Russia, counting 90 stores in 2023. Established in
1998 in Moscow, the brand has a mid-high positioning that
offers superb in-store experience, convenient mall locations,
highly qualified staff that consumers can trust, and a wide range
of optical and sun brands.

Visilab (Switzerland). In Geneva, Visilab began its journey in
1988 as the first optical brand in Switzerland with a 'lenses in
one hour' concept. After the Swiss French-speaking market, it
expanded its activities into the Swiss German-speaking market
in 1994, in Zurich. Visilab now operates 80 stores covering the
mid-high market and enjoys a good reputation for its consumer
service, marketing and selection of international frame and
sunglasses brands.

Brilleland (Norway). Founded in Oslo in 1985 with the aim of
disrupting the eyewear market in Norway, Brilleland has strong
brand awareness among Norwegian consumers. It is also the
market leader in contact lens subscription services, performing
among top retailers for consumer satisfaction.

McOptic (Switzerland). First opened in Olten, McOptic has
grown to become a leading optical retail brand in Switzerland
with a mission to become the retailer of choice for the growing
group of fashion-savvy consumers expecting quality, excellent
service and value.

Topsa Retail (Peru). Founded in 1967 as a laboratory offering
high-quality services to independent optical stores and clinics,
Topsa Retail operates two banners, Econolentes and Vision
Center, with stores located mainly in Lima and other large cities
in Peru. EconoLentes aims to be the most trusted optical brand
serving Peruvian families for their vision care needs, whereas
Vision Center provides consumers with the latest trends in
frames and sunglasses, breakthrough technology and the
highest quality lenses and contact lenses.

Optical Center (Guatemala). Founded in Guatemala to provide
consumers with excellent optometric health services, style,
quality and value, Optical Center operates two banners,
OCFYT and Miramas. Established in 1997, OCFYT was the first
ophthalmological retail banner offering a wide selection of
branded sunglasses as an eye health concept, deep
professional knowledge, state-of-the-art technology, and a
dedication to consumer comfort and overall satisfaction. With
its over 60 stores across the country, it has become one of
Guatemala's leading optical retail brands. Optical Center also
operates Miramas which has 8 stores in the country.

(f)pticas Place Vendéme (Chile). Opticas Place Vendéme was
founded in Chile in 1960 and currently has 55 stores throughout
the country. The brand has great recognition among Chilean
consumers for its long history in the market, and has always
stood out for offering the best technology and latest designs.

Nissen (Finland and Estonia). Founded in 1891, Nissen has over
50 stores nation-wide. The brand appeals to a younger
consumer base seeking quick and easy service. Nissen is easily
accessible throughout Finland and Estonia, and is recognized
for its quality consumer service, marketing campaigns, and
selection of international frames and sunglasses brands.
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Robin Look (Germany). Robin Look is a German optical retail
brand that has managed to establish itself as a leading local
brand in recent years. Founded in Berlin in 2005, it now
operates close to 50 stores in Berlin, Saxony, Saxony-Anhalt,
Thuringia, North Rhine-Westphalia and Brandenburg. The
brand focuses entirely on prescription glasses and aims to
provide high-quality products at reasonable prices.

Laubman & Pank (Australia). For over 110 years, Laubman &
Pank has been the local eye health expert for communities in
South Australia, Western Australia and Queensland. Renowned
for its high level of professional care and personalized service,
Laubman & Pank is the eye health expert for the whole family.

EssilorLuxottica also operates luxury retail stores under the
Oliver Peoples, Alain Mikli, Persol and llori Optical & Optical
Shop of Aspen brands. Oliver Peoples, Alain Mikli and Persol
exclusively sell Oliver Peoples, Alain Mikli and Persol-branded
products, with stores located in the most cosmopolitan cities
worldwide. llori Optical & Optical Shop of Aspen (North
America) operates its stores in upscale and exclusive locations,
and is known in the eyewear industry for its luxury prescription
and sun eyewear and first-class customer service.

Spectacle Hut (Singapore). Spectacle Hut, acquired by the
Group in 2018, has grown to become one of Singapore's largest
optical retail brands. Its mission is to become the retailer of
choice for the growing group of fashion-savvy consumers who
have come to expect quality, exceptional service and value.

Mat Viet (Vietnam). Mat Viet is leading optical brand in
Vietnam with close to 30 stores across the country. It became
part of the Group in 2018, and since then it has developed a
reputation for optical retail excellence among Vietnamese
consumers by providing trusted eyecare service and a selective
range of frames and sunglasses from international brands.

Interoptik (Norway). Originally a buying group for independent
optical stores all over Norway, Interoptik was launched in 1984
and acquired by Pearle Europe in 2006, offering members a
franchise agreement. Interoptik is an eye health expert
delivering the best consumer service as well as high-end,
premium-brand products in the optical market, with several
Interoptik optometrists at the forefront of the optometric
profession in Norway.

Kochoptik (Switzerland). Opened in 1909, Kochoptik has been
able to continuously expand its business activities over the
years, thanks to its high-quality products and excellent vision
care services. In 2000, it was the first optical retail brand in
Switzerland to develop vision analysis and introduce individual
progressive lenses, positioning itself as a specialist in this
segment. With 25 stores in the Zurich, Base, Bern, Lucerne and
Winterthur area, Kochoptik is one of the leading premium
optical retail brands in German-speaking Switzerland.

Molsion (Greater China). Drawing inspiration from design, art
and pop culture, Molsion is a brand for the youth of today and
the pioneers of the future. Never tired and always relevant,
the brand offers products that give a nod to trends, while
embracing its unique perspective merging function, fit and flare.



John&Audrey (Germany). John&Audrey pays tribute to two
style icons, John Lennon and Audrey Hepburn, whose eyewear
has long been a cult classic. Focusing on design, style and
trends, the mission of the brand is to show that glasses are
much more than a mere visual aid, but a key element in
showcasing one's personality.
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The Group operates one of the fastest-growing managed vision
care companies through EyeMed Vision Care. It is one of the
largest vision benefits companies in the US, serving nearly
72 million members in large, medium and small-sized
companies, and government entities. lts members are enrolled
through employer-sponsored benefits sold directly by EyeMed

or distributed by many of the largest and most-respected
healthcare organizations in the US. EyeMed offers one of the
largest networks of eyecare providers in the US, including a
diverse range of independent practitioners and retail locations
that include EssilorLuxottica optical retail locations. In 2023, the
Group extended its managed vision care solutions to the
European market. Solutions are uniquely customized to the
local vision benefit needs of companies and health care
organizations.

Keops (Finland). Started in 1975, Keops is well-known for its
high-quality, boutique-like stores and is positioned as a high-
end optical retail brand. With three locations in Finland, it offers
services that exceed consumer expectations, including hand-
made glasses and extensive eye health services.

Other retail brands are also part of the Group's portfolio, such
as Econodpticas (Chile and Peru), Triangle Vision (North
America), Sunglass Island (Mexico), Optical Popular (Honduras),
Optique Mathieu (Mauritius) and Clearly (Canada).

Total Storecount
Including Franchising & Licensing

North America

‘ 4'307 EMEA
7,412
© Optical
LensCrafters » Optical
Pearle Vision Apollo
Target Optical Atasun Optik
David Clulow
e Non optical Générale d'Optique
Oakley Latin America GrandOptical . "
Ray-Ban GrandVision Asia-Pacific
Sunglass Hut m Luxoptica m
. MasVision
® Optical .
Pearle » Optical
GMS Salmoiraghi & Vigano Aojo
GrandVision fee} 9 )
P Synoptik Bolon
MasEas Vision Express LensCrafters
OCFYT 2 !
Optical Center Mujosh
: * Non optical OPSM
Opticas Lux Oakl
Opticas Place Venddéme akey .
e "y Ray-Ban » Non optical
Opticas Vision . Oakl
Oticas Carol Solaris akiey
Sunglass Hut Ray-Ban
o Non optical Sunglass Hut

Oakley
Ray-Ban
Solaris
Sunglass Hut

Pure Online » North America e Latin America o EMEA e Asia-Pacific
Clearly E-lens Brille24 Clearly
Contactsdirect Eotica Charlie Temple Foster Grant

Foster Grant
Glasses direct

Costa Foster Grant
EyeBuyDirect Vogue Eyewear

Vogue Eyewear

Foster Grant Lensbest
FramesDirect.com Lenstore
Glasses.com Lensway
Native Eyewear Linsenmax
Readers.com VisionDirect

Vogue Eyewear Vogue Eyewear

Zonnenbrillen.com

Banners with more than 200 total store count are mentioned here.
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1.4.6.2.2 E-commerce

EssilorLuxottica offers consumers around the world a premium
online shopping experience that matches its best-in-class
standards at its brick and mortar locations.

In 2023 EssilorLuxottica's direct e-commerce activities
represented 7% of the Company turnover in the full year, with
the Group's wide variety of key e-commerce platforms serving
as important sales channels to complement its Professional
Solutions and brick and mortar activities. Continued focus was
put on two strategic pillars: innovation and omnichannel
strategy, to provide a fully personalized experience and an
integrated customer journey. To improve the overall end-user
experience, focus was put on innovations such as Artificial
Intelligence and augmented reality to best drive the Frame
Advisor, Virtual Try-On and Lens Configurator experiences, with
end-to-end optical e-commerce representing a relevant asset
for EssilorLuxottica. New cross-channel and cross-brand
opportunities were also implemented to increase consumer
convenience, leveraging and integrating the Group's brick and
mortar footprint in the online shopping experience. As a result,
EssilorLuxottica is in a unique position to offer consumers faster
premium online services (including same day Buy-Online-Pick-
Up-In-Store, Ship-From-Store, Return-In-Store) and advanced
online appointment booking systems (such as Frame-Reserve-
Online-And-Try-In-Store), specifically designed to enhance the
omnichannel end-user experience and create a seamless
journey across all touchpoints. Last year, the Group also
continued to boost social commerce thanks to partnerships
with leading tech companies and expanded its direct
e-commerce footprint, featuring 73 banners in 44 countries
reaching 500 million visitors every year.

An overview of EssilorLuxottica’s key e-commerce platforms,
both retailers and pure digital players, follows below:

Ray-Ban.com is home to the most extensive range of premium
Ray-Ban products and exclusive offerings. Currently operating
in 35 countries, the platform has a consumer-centric design to
provide a high-touch, engaging and user-friendly experience.
Ray-Ban Remix, the online customization platform first launched
in Europe in 2013, is a key driver of the brand's e-commerce
expansion and its fast-growing connection with millennials. Its
success in allowing consumers to personalize the style, material,
lens color, engraving and other aspects of their Ray-Ban frames
led to advanced Remix launches in the US, Canada and
Greater China, followed by Australia, Brazil, Japan, Hong Kong
and Mexico. Ray-Ban historically has a strong focus on
innovation: the rollout of advanced Lens Configurator
technologies on Ray-Ban.com reinforced the brand's global
presence and gave strong relevance to optical e-commerce.
Tools like Frame Advisor and Virtual Mirror also help consumers
select the perfect pair of glasses. Moreover, offering an
omnichannel experience is a key factor for success. Recently,
the activation of exclusive Ship-From-Store and cross-banner

2023 Universal Registration Document EssilorLuxottica

Buy-Online-Pick-Up-In-Store  services in the US, offered
consumers a step ahead in that direction. Options for
responsible shipping in North America and Europe were also
reinforced on Ray-Ban.com, empowering consumers to choose
greener delivery options, allowing them to align their shopping
experience with their values.

Oakley.com is a digital window to the Oakley brand,
presenting the most comprehensive range of Oakley products.
[t includes Apparel, Footwear and Accessories (AFA) through
an e-commerce channel across the US, Canada, Australia,
Japan, Brazil and 25 countries in EMEA as well as omnichannel
services in multiple markets. The platform features exclusive
content dedicated to the brand'’s collections, values and icons,
as well as a more dynamic custom navigation system for an
enhanced end-user experience. With an important focus on
innovation thanks to Lens Configurator technology, Oakley.com
also offers its fans a unique online consumer experience so that
they can customize their favorite models from Jawbreaker to
Frogskins. The website is a destination for exclusive online
collaborations and offers consumers a responsible shipping
option in North America and Europe for a more eco-friendly
online shopping experience. In 2023, Oakley.com enhanced the
prescription shopping experience by extending the Buy-
Online-Pick-Up-In-Store service to the prescription category
and offering a Pro-Fit service in over 100 Oakley stores to allow
consumers to book an appointment with a dedicated licensed
associate and benefit from fitting, adjustments and lens
cleaning.

Launched in 2008, SunglassHut.com has become the digital
destination for consumers looking for the latest trends and
hottest premium, high-end sunglasses. Over the years, in North
America, several EMEA countries, Australia, New Zealand and
Latin America (Mexico and Brazil), SunglassHut has offered an
exclusive shopping experience through its local websites.
Specific focus has been given to the implementation of
omnichannel experiences that seamlessly engage consumers
across over 3,100 Sunglass Hut stores and country websites.
Sunglass Hut is also appealing to new consumers through
shop-in-shops and marketplaces online, partnering with key
players in the e-commerce arena. Notable SunglassHut.com
innovations include: the enhancement of the Frame Advisor
and Virtual Try-On technologies with the introduction of
dynamic content; the enrichment of omnichannel services in
Germany; the refactoring of the My Account and Customer
Support sections to improve the consumer experience; and the
launch of the Referral Program with the goal of growing the
consumer base. In 2023, SunglassHut.com also saw
development in Latin America with the launch of its new
website in Brazil, which continues to be rolled out in new
markets.



LensCrafters.com is the online branch of the leading American
retailer brand. In the last few years, the website has optimized
appointment bookings, health benefit integration and Lens
Configurator technology to offer a premium consumer
experience. In 2023, it introduced an innovative Frame Advisor
technology analyzing face shape, size and facial features to
allow users to find their unique style. It also expanded its
omnichannel experience by implementing options including
Buy-Online-Pick-Up-In-Store and Return-In-Store, to elevate the
shopping experience and provide a superior service spanning
pre-purchase to after-sales. Also, the introduction in the US of
the Opthy app, a convenient and personalized solution to
measure pupillary distance (PD), contributed to enhancing the
consumer experience and effectively support end-to-end
optical e-commerce.

OPSM (Australia and New Zealand) is the online brand of the
leading brick and mortar banner in Australia and New Zealand.
In 2023, it introduced online shopping experiences including
Buy-Online-Pick-Up-In-Store and Return-In-Store service, to
elevate the shopping experience for prescription consumers,
with superior service thanks to after-sale service and assistance
offered by over 400 OPSM stores.

Persol and Vogue Eyewear e-commerce platforms were
introduced by the Group in 2017 in ltaly, the UK, France,
Germany and Spain, followed by the US and Canada in 2018.
Persol.com delivers eyewear that represents the perfect
alchemy  of  esthetics and  technology,  whereas
Vogue-Eyewear.com is the place to find the latest collections
for this truly international, contemporary brand. With dedicated
content  and a premium  shopping  experience,
OliverPeoples.com is the reflection of the brand's passion for
superior craftsmanship. In 2023, it elevated the online shopping
experience introducing a curated Pick-Up-Drop-Off-In-Store
service in more than 35 Oliver Peoples stores, with personalized
fitting, repair service and after-sales assistance for a superior
omnichannel shopping experience. Costadelmar.com is a
leading destination for premium eyewear specializing in high-
performance, beach-ready polarized sunglasses designed for
bold water adventures and unique coastal moments. lts
eyewear collections are suitable for a variety of lifestyles, from
fishing and adventure sailing to everyday outdoor lifestyles,
with a responsible shipping option for a more sustainable
shopping experience. NativeEyewear.com sells stylish, high-
quality sports  sunglasses, polarized sunglasses, and
performance eyewear; FosterGrant.com offers a wide selection
of sunglasses fit overs, clip-ons, and reading and blue-light
glasses that feature a perfect blend of fashion and function.

Brille24 (Germany, France, Spain, Portugal, the Netherlands,
the UK and Belgium) was acquired in 2019 and specializes in
selling quality prescription eyeglasses.

Charlie Temple (the Netherlands, Belgium, Germany and
Austria) was established in 2016 as a mono-label online eyewear
business, and is the leading banner in the Netherlands
targeting fashion-savvy young and young-spirited consumers.
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Clearly (Australia, New Zealand and Canada) is the leader of
the online optical category in the countries where it operates. It
deploys a multi-category (contact lenses and eyeglasses,
brands and private labels) and omnichannel model with the
opening of seven stores in Canada.

Contactsdirect (North America) is the one-stop-shop for
contact lenses online, providing superior service both for
consumers purchasing through their vision benefits and those
looking for great deals.

E-lens and Eotica (Brazil) are EssilorLuxottica’s online banners
in Brazil, with a leading position for contact lenses. They are
working to build the category in the market.

EyeBuyDirect (North America) provides an exceptional
eyewear experience with a diverse range of quality, fairly priced
glasses and a personalized service so people can truly express
their authentic selves. Consumers tend to come back more
often and sooner than on average.

FramesDirect.com (North America) was founded in 1996 by
two doctors and offers the largest online selection of authentic
designer frames from top-selling makers, including more than
40,000 products and 250 brands.

Glasses.com (North America) is one of the first websites to sell
prescription eyewear online and has always focused on quality
eyecare and innovation. It aims to provide a personal,
emotionally rewarding experience and set the trends in the
online optical eyewear industry.

Glasses direct (the UK) is the leading eyeglasses e-commerce
player in the country, with a large range of products, ranging
from affordable and private label frames to premium ones.

Lensbest (Germany) distributes contact lenses online in
Germany, with a high share of own-brand and high-margin
products.

Lenstore (the UK, Germany, ltaly, France and Spain) served its
first consumer in 2008, and has grown to become one of the
leading online contact lenses retailers in Europe, with more
than one million consumers served and a team of opticians
overseeing every single order.

Lensway (Sweden, Norway, Finland, and Denmark) is the leader
in the Nordics for selling contact lenses online.

Linsenmax (Switzerland) serves Swiss consumers with a large
portfolio of contact lenses.

Readers.com (North America) launched in 2012, and is the
leading online retailer for reading glasses offering a wide range
of style options at an affordable price point.

VisionDirect (the UK, the Netherlands, Spain, Ireland, Belgium,
ltaly and France) is a leading contact lens e-retailer, with a
model focused on service, availability and retention, as well as
the development of their own brand Everclear.

Zonnebrillen.com (the Netherlands, France and Germany) was
founded in 2011 in Leiden, the Netherlands, and has become
one of the leading online sunglasses banners in Europe. lts
strong commitment to inclusivity and diversity has helped the
brand build a thriving community of passionate followers.
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Simplified organizational chart

1.5 Simplified organizational chart

Simplified organizational chart of the EssilorLuxottica Group as of February 14, 2024

EssilorLuxottica
French joint-stock company (S.A.)
Registered with the Trade and
Companies Registry (Registre du
Commerce et des Sociétés)
of Créteil under number
712049 618

100.0%

100.0%

Holding Company (listed company):

e Chairman and Chief Executive Officer:
Francesco MILLERI

® Deputy Chief Executive Officer:
Paul DU SAILLANT

e Chief Financial Officer:
Stefano GRASSI

100.0%

v

Y

Essilor International
French simplified joint-stock
company (S.A.S.)
Registered with the Trade
and Companies Registry

(Registre du Commerce et des Sociétés)
of Créteil under number 439 769 654

Luxottica Group S.p.A.
[talian joint-stock company
(societa per azioni)
Registered with the Trade
and Companies Registry of Milan
under number 00891030272

GrandVision B.V.
Dutch private limited liability company
Registered with the Dutch Trade
and Companies Registry
under number 50338269

Essilor Operating Company

(set-up as from November 1%, 2017)

e CEO and Director: Francesco MILLERI
e Director: Paul DU SAILLANT

e Director: Stefano GRASSI

e Chairman and CEO: Francesco MILLERI

e Director: Leonardo Maria DEL VECCHIO

e Director: Paul DU SAILLANT
e Director: Stefano GRASSI

e Honorary Chairman (not a Board
member): Luigi FRANCAVILLA

® Member of the Management Board:
Massimiliano MUTINELLI

® Member of the Management Board:
Niccold BENCIVENNI

EssilorLuxottica S.A.

EssilorLuxottica S.A. functions primarily as a holding company
that directly or indirectly owns the companies comprising the
Group. EssilorLuxottica is a French société anonyme (joint-stock
company) whose registered office is located at 147, rue de
Paris, 94220 Charenton-le-Pont, France, and which is registered
with the Créteil Trade and Companies Register under
number 712 049 618. The Company is listed on the Euronext
Paris market and is included in the Euro Stoxx 50 and
CAC 40 indices.

Information regarding EssilorLuxottica S.A.'s shareholding is
detailled in Section 6.4 of this Universal Registration Document.

Essilor International S.A.S.

Essilor International S.AS. is a French société par actions
simplifiée (simplified joint-stock company) whose registered
office is located at 147, rue de Paris, 94220 Charenton-le-Pont,
France, and which is registered with the Créteil Trade and
Companies Register under number 439 769 654.
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Luxottica Group S.p.A.

Luxottica Group S.p.A. is an ltalian societa per azioni (joint-stock
company) whose registered office is located at 3, Piazzale
Cadorna, 20123, Milan, Italy, and which is registered with the
Milan Companies Register under number 00891030272.

GrandVision B.V.

GrandVision B.V. is a Dutch private limited liability company,
whose office is located at The Base, Evert van de Beekstraat
1-80, 1118 CL Schiphol, The Netherlands, registered with the
Dutch Trade and Companies Registry under number 50338249.

Consolidated subsidiaries

The list of the main Group companies is shown in Appendix 2
of the Notes to the consolidated financial statements, in
Section 4.1.6 of this Universal Registration Document.



1.6 Risk factors
1.6.1

As of the date of this Universal Registration Document, the
significant risks to which EssilorLuxottica is exposed are those
described below. In this Section only the main risks that may
affect EssilorLuxottica in its course of business and that may
have a material impact on the Group's financial or operational
results, reputation and/or prospects are reported.

Introduction

The risk identification and assessment process used is
described in Section 1.7.1. The Company risk management
process.

1.6.2 Risk factors summary
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Risk factors

Within each category, risk factors are presented in decreasing
order of severity as determined by the relative weight of impact
and likelihood of occurrence on the date of this Universal
Registration Document, considering the mitigation measures
("netimpact”).

To allow a better appropriation of the risks presented in this
document, the velocity (e.g. the speed at which the impact will
be felt if the risk crystallizes) of each of the outlined risks has
been estimated.

The topics that were highlighted as most important from the
Sustainability perspective (ESG risks) are instead presented in
Section 5.1.4 of this Universal Registration Document.

Risk Category Risk Factor Severity Impact Likelihood  Velocity

S1 Political & Social Environment AAA (L EEE »>
S2 Macroeconomic AAA [ 1) [ 1 ]| >>>
S3 Climate Transition AA o0 [T >
S4 Brand Integrity and Perception AA [ 1) [ ]| >
S5 Strategic risk Product Innovation & Circularity AA (L] L] >>
) People Management AA () (1] >
S7 Business Model AA oo L] >>
S8 Governance & Organizational Framework A ® um >>
S9 Business Partners u >
F1 . L Financial Market - Currency AA oo Ll >>>
F2 Financial risk Credit - Liquidity A o0 u >>
O1 Cybersecurity AAA (LD EEE >>>
O2 Operational risk  Supply Chain AA oo L] >>
03 Business Interruption AA [ 1) N >>
C1 Antitrust AA o0 (1] >>
C2 Compliance risk  Data Privacy AA oo L L >>>
C3 Reporting & Communication AA (1] ] ] »>
c4 Litigations and Proceedings Arbitration AA o0 L L >>
Legend: Severity Impact Likelihood Velocity
High aaa High eee High mmm High »»»

Medium A a Medium ee® Medium mm Medium »»

Low A Low @ Lowm Low »
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The heatmap below reflects the exposure of EssilorLuxottica, after considering the mitigation measures implemented to limit the
likelihood and impact of each described risk.
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Political, & Social Environment

Risk Factors

Risk Details
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Mitigation Measures

Political & Social

Environment

Probable

LIKELIHOOD
Possible

=
£
=
S

Medium
IMPACT

EssilorLuxottica, continuously consolidating its
presence as a global industry leader, may be
exposed to the rise of political and social tensions,
affecting its operations, consumer demand, and
may cause a profitability slowdown.

The main countries in which the Group operates
are the United States for North America (revenue
amounting to €10,930 million in 2023), and France,
Italy, United Kingdom, Ireland, Germany and Spain
for EMEA (cumulated revenue amounting to
€5,725 million in 2023).

The persisting Russia-Ukraine and Israel-Gaza
conflicts are affecting global business and
relationships.

In Latin America, social instabilities (e.g. the
upcoming election in Mexico) may create tensions
increasing market volatility and the ability to
operate efficiently.

Complex political and trade scenarios in the Asia-
Pacific region, in particular Mainland China, where
major plants are based and representing 12% of
Group revenues (4% from Mainland China), may
expose the supply chain and business continuity.

The OneSight EssilorLuxottica  Foundation's
philanthropic  mission entails sending team
members to countries with a risk of political unrest.
This mission involves establishing partnerships with
governments, ministries or charity organizations,
while ensuring not to affiliate with political parties.

However, the potential instability of these entities
in the future poses a threat to the Foundation's
ability to achieve its objectives.

The wide geographical footprint of the Group
represents a real shield against local political and
social instabilities.

EssilorLuxottica implements diversification
measures on the production of frames and lenses
with the new plants’ opening in Thailand, Laos and
a second hub in Mexico, to serve the North
American region.

A constant monitoring of geopolitical tensions is
performed both at local and central level to ensure
that immediate measures are taken in case of
impact on its employees and business operations.

In respect to the Russia-Ukraine and Israel-Gaza
conflicts, EssilorLuxottica took prompt action to
safeguard its employees and their families. (For
further details see People Management Risk
Factor).

In addition, strict rules are followed to guarantee
medical devices exportations are compliant with
countries under sanctions.

The new Group Economic sanctions Policy aims to
provide processes designed to prevent risks
associated with economic sanctions requirements.

The OneSight EssilorLuxottica Foundation has
partnerships in diverse countries aiming to deploy
primary vision care providers in both public and
private health facilities. Agreements in each
operational area are directly signed with the
Ministry of Health, specifying terms related to
reputation and exit strategies. The Foundation is
also actively pursuing collaborations across sectors
(e.g. optometrist associations) to adopt a
comprehensive approach that creates a lasting
social impact.

For more information on the sustainability
dimension, see Section 523 of this Universal
Registration Document.
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Macroeconomic

Risk Factors

Risk Details

Mitigation Measures

Macro-economic

o]

LIKELIHOOD
Possible Probable

Unlikely

Medium
IMPACT

High

The current economic and global context is
characterized by local conflict, high interest rates
and persistent levels of inflation, accompanied by
general uncertainty requiring companies to actively
monitor the market.

The economic aftereffects of the pandemic and
the war in Ukraine have led to galloping inflation.

Even though the industry proved to be resilient,
there have been changes in consumer preferences
in the market. Economic pressures are felt most
acutely by already fragile states and may also
erode the revenues of middle-income consumers.

As a result, lower consumer purchasing power and
changes in spending allocation decisions may lead
to the adoption of specific pricing strategies (e.g.
discounts and promotions), possibly decreasing
EssilorLuxottica brand value and impacting the
Group's ability to offset rising costs, leading to a
negative impact on P&L.

Existing circumstances are not jeopardizing
EssilorLuxottica's financial goals but demand a
flexible response to various challenges.

To ensure the effectiveness of its operations and
logistics, the Group reevaluates its planning
approach on a regular basis (particular attention is
paid to countries with complex custom
procedures). Additionally, sensitivity studies on the
macro-economic context are carried out locally to
help the decision-making and protect the balance
between margins and sales volumes.

Moreover, to mitigate macroeconomic risk impact,
the Group has revised its supply chain for the
procurement of direct materials and contract
clauses to increase its control on prices and reduce
uncertainty.

Climate Transition

Risk Factors

Risk Details

Mitigation Measures

Climate Transition

Probable

LIKELIHOOD
Possible

=
£
=
S

Medium
IMPACT

Climate transition describes the risk associated
with market volatility due to the unpredictability of
supply and demand for some materials and
services (e.g. energy, water), or the introduction of
new and stringent climate regulations (e.g. a
carbon tax), the development of competitive low-
carbon technologies (e.g. 3D printing), and
increased stakeholder concerns and expectations.

The inability to manage these risks could result in
business disruptions and increased operating
costs, impacting the Group's ability to meet its
2025 carbon neutrality target for its direct
operations (Scopes 1 and 2), starting in Europe in
2023, following the goals reached in ltaly and
France, or to adapt to changing market
preferences.

The achievement of low carbon transition may be
hampered by () failure to segregate waste;
(i) strong reliance on the monomer producer
which may increase the business continuity risk; (iii)
the tie-up with chemical companies may cause a
lack of control over the chain and a limitation in the
development of innovative activities and on the
materials used.

In line with its "Eyes on the Planet” sustainability
program, EssilorLuxottica continues to implement
efficient processes to be more environmentally
responsible and communicate the attention
attributed to Climate Transition to meet market
and consumer expectations.

The Group is committed to promoting carbon
neutrality and has developed a carbon neutrality
roadmap in line with its “Eyes on Carbon” pillar,
which is part of its sustainability program, to

reduce dependence on fossil fuels and
greenhouse gas (GHG) emissions. For more
details, see Section 521 of this Universal

Registration Document.

Moreover, the Group is also committed to setting
near-term emissions reduction targets according
to the Science-Based Targets initiative (SBTi). This
represents another step the Group is undertaking
in reaching its long-term goal to address climate
change, reducing the carbon footprint across its
operations and value chain.

EssilorLuxottica, in  collaboration  with its
distribution partners, is working to reduce carbon
emissions from traditional delivery options through
the introduction of responsible shipping with the
ultimate goal of achieving “carbon neutrality”.
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EU law requires all large companies and all listed
companies (except listed microenterprises) to
disclose information on  their risks and
opportunities  arising ~ from  social  and
environmental issues and on the impacts of their
activities on people and the environment.

Climate and overall ESG (Environmental, Social
and Governance) considerations are increasingly at
the heart of mainstream investing.

Finally, delays in the implementation of the climate
roadmap caused by the lack of adequate
organization, expertise and resources could have a

The Group is investing in awareness-raising
strategies, promoting sustainability principles and
spreading awareness and sharing practices on
climate change, also through specific training
courses delivered on the Leonardo platform.

For more information on the sustainability
dimension, see Section 5.1.4 of this Universal
Registration Document.

negative impact on the Group's reputation.

Brand Integrity & Perception

Risk Factors

Risk Details

Mitigation Measures

Brand integrity
& perception

LIKELIHOOD

Possible Probable

Unlikely

Medium
IMPACT

In the contemporary global landscape, the
growing influence  of social networks
underscores the potential impact of negative
media coverage or actions that are
inconsistent with the ethical values and
integrity of the organization.

Such incidents can have a serious impact on
the Company's reputation and image,
potentially leading to adverse business
consequences, including loss of customer
confidence and possible legal actions.

As the Group's brand value is an important
asset it requires marketing efforts to be
harmonized with product performance.

Despite the Group's strong commitment to
providing the best eyewear and eyecare
products on the market, the emergence of
greenwashing disputes is a distinct possibility
(see also Section 5.1.4 of this Universal
Registration Document).

Broadening the customer base and enhancing
brand reputation through innovative initiatives
and projects, focusing in particular on the
sustainability dimension, requires a transparent
and conscientious approach as it may draw
criticism that can adversely affect brand
reputation.

The Brand Integrity and Perception is linked to the
possibility of failing to comply with what is publicly
stated, also in reference to sustainability, thus
representing a reputational risk.

EssilorLuxottica relies on several sources to understand

brand perception in the marketplace and take

appropriate mitigation actions. These sources include:

« tool to measure brand awareness, brand loyalty, and
brand associations;

« evaluations of Group's image, reputation and
marketing campaigns perception;

« Social listening analysis to measure customer
perceptions on social media, tracking brand
sentiment and its evolution over time;

« Net Promoting Score systems to verify the
consumers' satisfaction regarding the purchasing
process as well as web reviews, to follow up with
consumers who have a complaint.

For more information on the sustainability dimension,

see Section 5.1.4 of this Universal Registration

Document.
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Risk Factors Risk Details Mitigation Measures
Product Innovation EssilorLuxottica is characterized by dynamism and  EssilorLuxottica places innovation at the heart of its
& Circularity pays particular  attention to  innovation, strategy, while maintaining high standards of

introduction  of  sustainable  solutions and efficiency and quality. This forward-looking
development of new vision correction therapies. approach allows the Group to navigate the
dynamic landscape of the eyewear and eyecare

industry and ensure sustainable success in light of
evolving market demands.

Probable

Product Innovation

Keeping up with the latest innovations is a key
factor in EssilorLuxottica's competitive advantage.

LIKELIHOOD
Possible

Climate commitment is deeply intertwined with the
EssilorLuxottica's circularity goals along the value
chain, leveraging its sustainable innovation
expertise across its materials, processes, products
and services. As explained in Section 5.2.2 of this
Universal Registration Document, the Company’s
efforts focus on optimizing the use of resources,
including a shift from fossil-based materials to bio-
based materials and embedding eco-design in all
its product developments by 2025.

The Group sped up its innovation with the launch
of new products (e.g. Ray-Ban reverse and Ray-Ban
| Meta). The opportunity to enter new market
Medium segments may bring with it a variety of new risks,
IMPACT including (i) defective goods, obsolescence, and
disposal; (i) dependence on partner's know-how
and reputational risk deriving from its actions; (jii)
and legal disputes over data privacy violations and
intellectual property infringement.

=
Bl
=
=
S

Therefore, failure to invest in R&D may lead to a

. ; . X The Group invests significant resources in research
delay in the adoption of new technologies which o 9

and development and has established profitable

negatively impact profitability and damage its jisnces with universities - research centers,
reputation. industrial and medical equipment manufacturers,
Product Circularity and technology giants - to anticipate consumer

Consumers and especially younger generations preferences and trends.

are becoming more and more sensitve to As a direct consequence, EssilorLuxottica owns
sustainability and circularity, in particular in the approximately 13,000 patents and produces more
luxury and fashion industry. than 3,500 new eyewear models every year. The

Failing to invest in resources to accelerate the Group is engaged in non-traditional business areas
development of new sustainable ways of as for example the launch of Ray-Ban | Meta, the
production processes and products entailing the first ever eyewear with live streaming and Meta
circularity dimension, may negatively contribute to Artificial Intelligence built-in and HELIX, a new

the availability of global/local raw materials, and ~ division of the Group fc_)c_used on serving EyeCare
expose the Group to reputational risk. Professionals (ECPs)" digital needs in one smart,

interconnected, data-driven digital ecosystem -
from booking and ordering to teleoptometry and
Managed Vision Care (MVC). The first offering from
HELIX, a new generation of practice management
platform called Vision (X) will be available in North
America in 2024.

The Group, equipped with a dedicated Super
Audio team, in-house research and development
resources, and bolstered by the recent acquisition
of the lIsraeli start-up Nuance Audio is poised to
introduce a groundbreaking technology into the
hearing solutions market.

The R&D and Sustainability teams have jointly
developed new dedicated guidelines to support
the transition towards sustainability, reducing or
removing single-use plastics shifting from fossil-
based materials to bio-based materials, which
produce fewer emissions, biodegrade and are
easier to recycle.
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An example is the in-house nylon recycling
process, confirmed by the international ISCC Plus
scheme, set up first in its Agordo plant in Italy and
which is now moving progressively to other
regions.

For more information on the sustainability
dimension, see Section 5.1.4 of this Universal
Registration Document.

People Management

Risk Factors

Risk Details

Mitigation Measures

People Management

LIKELIHOOD

Possible Probable

Unlikely

Medium
IMPACT

High

Like many other major worldwide corporations,
also EssilorLuxottica is vulnerable to risks that labor
markets are going through. Its success relies on its
ability to attract and retain talents.

Talent Retention

People retention may be a challenge for
EssilorLuxottica as it operates in a field where
expertise takes time to mature, and businesses
require  collaborators  who are  seasoned
professionals in their respective fields. The
challenges of retaining talent, specifically Gen Z,
include the difficulties of predicting and managing
their response to business initiatives, which
nowadays include sustainability, diversity and
inclusion, and work-life balance.

Talent Attraction

The ability to attract new talent will become
increasingly important as the global labor market
becomes more competitive. The Group might be
exposed to this risk especially in certain
geographies particularly exposed or where its
Brand equity is less visible or in relation to profiles
especially scarce such as doctors and optometrists
to support retail business.

Furthermore, EssilorLuxottica may experience
difficulties in attracting talent for certain offices and
production sites situated in less attractive
locations.

The Group aims at creating an environment where
everyone can grow and feel appreciated and
respected, while continuing to learn. This
commitment is embedded alongside the
deployment of a strong culture of sustainability
and social responsibility through the Eyes on
Inclusion pillar of its sustainability program (see
Chapter 5).

Concerning the EssilorLuxottica commitment to
fostering an inclusive culture where all employees
feel empowered, many initiatives are promoted
across the different regions, including (i) the launch
of the ‘we are’ project, involving all employees,
aimed to define clear and inspiring shared values,
(i) the promotion of female career development to
improve gender equality at all levels (e.g. the She
Power Women Community in China), (i) the
inclusion of people with disabilities, (iv) the
enrichment of Employee education programs
delivered through the Leonardo platform, a series
of activities such as global and regional
mentorships, peer coaching and the promotion of
internal  (international and regional) mobility
programs (e.g. FinHance, a three-year rotational
program yielding the most talented people within
the Company’s global finance community the
opportunity to rotate across three different
functions).

Finally, one of the Group's priorities concerns
guaranteeing and protecting employees’ health
and safety and well-being. As explained in Chapter
5, EssilorLuxottica is highly committed on the
implementation of strong health and safety
programs that focus on identifying and preventing
employee risks in the workplace. To achieve this,
the Group has designed policies, action plans,
procedures and on-site audits aimed at reducing
the frequency and severity of accidents. In
addition, stress management courses are available
on the Leonardo platform in collaboration with
Harvard.

To adapt to the evolution of the labor market and
the related needs, the Group is revising
recruitment and attraction policies, offering, for
example, () a two-year graduate program
(Operations Talent Program) designed for STEM
and Economics talents with the possibility to
continue growing within EssilorLuxottica; (i) a new
supplementary Company contract to introduce for
the first time for Blue Collars the 4-days short week
for over 6,000 Headcounts in the ltalian plants
through a fist pilot phase on 5 sites; (jii) several
initiatives (e.g. career events, information sessions,
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launch of real case studies) held at international
campuses of top-ranking  universities and
management schools (e.g. MIT, Harvard, Columbia
University, HEC, ESADE, Bocconi University, etc.);
(iv) welfare initiatives such as Scholarships, Medical
and Life Insurances.

Finally, in 2023, the Company continued to deploy
its employee shareholding programs (Boost). As a
result, today nearly 77,500 of the Group's
employees in 86 countries hold a financial stake in
the Company. Employees' interests are aligned
with those of the Group and other shareholders
when they are given the opportunity to invest
money in the company's capital on advantageous
terms.

In the context of the ongoing Russia-Ukraine,
Israeli-Palestinian war, EssilorLuxottica continues to
monitor the situations very closely and provides
the necessary protection and support to its
impacted employees.

Business Model

Risk Factors

Risk Details

Mitigation Measures

Business Model

LIKELIHOOD

Possible Probable

Unlikely

Medium
IMPACT

EssilorLuxottica strategically steers its global
leadership in ophthalmic products, emphasizing
innovation to foster organic growth.

Constant increases in online sales, driven by tech
giants like GAFA and BATX, play a fundamental
role in the evolving landscape of the company and
pose EssilorLuxottica in the position of developing
local and global projects and initiatives to ensure
wide access to products and services of eyecare
and eyewear.

Failure to digitize the business model or to
properly predict and assess risks associated with
such activities may lead to a loss competitive
advantage.

The integration process and the expansion in
different sectors or new markets, such as the
hearing solutions market with the acquisition of
Nuance Audio is part of EssilorLuxottica's strategy
to broaden its customer base. However, it could
affect the management of operations among
business units.

EssilorLuxottica’s fully integrated business model
(strong brands, vision care model, retail presence,
proximity to services) enables it to identify the
market trends and weak signals to adapt its offer to
customer expectations.

2023 marked a great year for global digital
transformation, with the introduction of innovative
tools and applications plus optimized offline and
online interactions to enhance  consumer
experience. The Group has launched initiatives,
such as HELIX, a new division that will provide a
more modern and holistic technology offering to
EyeCare Professionals. It will harness the power of
the Company's proprietary leading practice
management technologies — from booking and
ordering to tele-optometry and Managed Vision
Care —into a single portfolio.

The acquisition of Nuance Audio and a dedicated
Super Audio team will enable the Group to
introduce an integrated technology at the
intersection of vision and sound for the 1.2 billion
people experiencing mild to moderate hearing
loss.

Conceming providing eyecare and eyewear
access, the Group has launched different initiatives
such as working with the Ministry of Education and
Health in China to spread awareness among the
country. Furthermore, EssilorLuxottica is fostering a
long-standing partnership with the World Society
of Pediatric Ophthalmology and Strabismus
(WSPQOS,).
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Governance &
Organizational
Framework

LIKELIHOOD
Possible Probable

Unlikely

Medium
IMPACT

EssilorLuxottica is  undergoing its final
transition phase with the integration of
GrandVision that adds complexity to the
organizational  sphere  operationally  and
culturally.

Moreover, the launch of the new division
HELIX and non-traditional business segments
as Nuance Audio enhances the challenge in
the complex scenario in which the Group is
evolving (For further details see Product
Innovation & Circularity Risk Factor).

The risk that could arise is linked to the
organizational structure and governance that
could not adequately support the Group
strategy and its commitments towards value
creation initiatives. It may cause a dispersion of
resources and a fragmented IT system, with
many different business units leading to
reputational risk and operational cost increase.

Therefore, a strong governance framework is
essential for modern governance as it directs
how people interact with the organization,
regulators and stakeholders to guide and
monitor operations closely.

Finally, the lack of definition of a revised
governance structure and accountability may
hinder the Group reaching its objectives over
the short term and slowdown the Group's path
toward harmonization.

Driven by its transformation EssilorLuxottica reshaped
its governance and organizational framework.

To consolidate the structure, the Group engaged in the
harmonization and update of its policies, processes
and responsibilities, with the objective, among others,
to ease the decisional process for its new business
requirements.

Moreover, the ongoing implementation of a common
IT system strengthened the process efficiencies and
enhanced the global governance.

As a result, Steering Committees and meetings are
held periodically to align business areas on strategic
and cross-channel projects.

Finally, to foster its comprehension, dedicated learmning
sessions are broadcasted through the Leonardo
platform.
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Business Partners

LIKELIHOOD
Possible Probable

Unlikely

Medium
IMPACT

The Group's growth and expansion on a global
scale as well as new business solutions have led to
an enlarged number of business partners such as
suppliers, contractors, distributors or franchisees.

Deficiency in the ability to negotiate and maintain
favorable business partners agreements may lead
to possible negative impacts on growth prospects
and financial results (due to consequences such as
a reduction in sales or an increase in advertising
costs and royalty payments to licensors).

Moreover, as a global and responsible Group,
EssilorLuxottica expects its business partners to
uphold certain ethical and sustainability standards.

Failure to ensure that business partners undertake

appropriate measures could have several impacts

ranging from:

« environmental impacts related to practices
resulting in increased waste generation and
pollution;

« socioeconomic impact if partners fail to ensure
fair labor practices leading to impacting
workers’ well-being and social conditions;

« activities having an impact on local
communities, including land use, resource
depletion or displacement of vulnerable
populations.

A lack of control could lead to a negative impact
on the reputation of the Group.

EssilorLuxottica aims to establish an optimal
strategic approach to commercial partnerships that
are pertinent to the Group's expansion and create
relationships with trusted partners.

Considering its global footprint, it is as
fundamental to strike deals with local partners
having solid business models, dedicated
governance and an appropriate level of
commitment.

For this reason, all business partners are expected
to follow the new Business partners’ Code of
Conduct, complementing the Group Code of
Ethics and substituting the former sustainability
charter and responsible sourcing principles.

To respect EssilorLuxottica standards along the
supply chain and to meet the needs of
sustainability considerations for supplier selection,
the Group has enhanced its partnership selection,
due diligence process entailing sustainability
indicators and metrics.

Therefore, relationships with unreliable or non-
compliant local partners are terminated.

Finally, in 2023, the Group announced a: six-year
agreement with Ferrari, a 5+5 year agreement with
Jimmy Choo and a 5+5-year agreement with
Moncler.

For more information on the sustainability

dimension, see Section 5.1.4 of this Universal
Registration Document.
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Financial Market

and Currency

Probable

LIKELIHOOD
Possible

=
£
=
S

Medium
IMPACT

Financial Market

Fluctuations in market interest rates, inflation rates
and long-term overall economy growth rates in
countries  where the Group operates may
negatively impact EssilorLuxottica investments
capabilities and market value.

Future execution of the external growth strategy
through M&A operations may require borrowings
which would increase EssilorLuxottica's exposure
to interest rate fluctuation.

For more information, see Note 25 to the
consolidated financial statements, in Section 4.1.6
of this Universal Registration Document.

Currency

As EssilorLuxottica operates all over the world,
conducting business in several currencies, the
Group's results may be materially affected by
foreign exchange fluctuations.

The primary exchange rate to which the Group is
exposed is the EUR/USD parity, as around 40% of
sales are in USD and around 65% of the Adjusted
Operating Profit is USD dependent.

« Around 80% of EssilorLuxottica sales are
performed in foreign currencies (mostly USD,
AUD, BRL, GBP, CNY, etc), significantly
impacting the volatility of sales of the Group.

Similar to 2022, 2023 was characterized by strong
currency volatility in the markets in which the
Group operates, including Argentina, Turkey,
China and Brazil. The Group has been
subsequently exposed to variations in its earnings.

Also see Note 25 to the consolidated financial
statements, in Section 4.1.6 of this Universal
Registration Document for IFRS information.

Financial Market

The impact of interest rate fluctuations is limited
due to the high percentage of gross indebtedness,
at a fixed rate (90%).

To hedge interest rate risk on gross debt or
optimize its cost of funding, EssilorLuxottica may
use interest rate swaps from time to time. In this
case, financial income and expenses relating to
interest rate derivatives are recognized in the
income statement in the same period as the
hedged item.

For more information, see Note 25 to the
consolidated financial statements, in Section 4.1.6
of this Universal Registration Document.

Currency

EssilorLuxottica seeks to limit currency risk
exposure with natural hedges and will only use
financial ~ derivatives to offset its residual
transactional exposure.

These financial derivatives are entered into solely
to hedge currency risks arising for business and
financing operations. The Group's Treasury
department is at the forefront of this issue, making
sure that the organization is flexible on costs and
manage adequately this risk across the Group.

Also see Note 25 to the consolidated financial
statements, in Section 4.1.6 of this Universal
Registration Document for IFRS information.
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Credit and Liquidity

LIKELIHOOD
Possible Probable

Unlikely

Medium
IMPACT

Credit
Financial counterparties

The Group is exposed to financial counterpart risk,
i.e., the risk that a bank defaults on its contractual
obligations (short-term investment, hedge or credit
facility), which would result in a financial loss for
the Group. Default by a counterpart may result in
loss in value (the case of non-payment of a financial
asset) or liquidity (the case of inability to draw on
an unused line of credit).

Commercial counterparties

The Group is exposed to late payments or even
default from some of its Professional Solutions
customers. Exposure to credit risk is greater in
some regions where the Group operates, such as
India, Middle-East, Turkey and Africa or Latin
America to support some of its customers,
EssilorLuxottica has implemented specific solutions
during the pandemic. Certain payment terms have
thus been extended while short-term loans have
been granted. The Group does not have a
significant concentration of credit risk. As of
December 31, 2023, non-provisioned past due
trade receivables amount to €300 million.

For more information, see Note 25 to the
consolidated financial statements, in Section 4.1.6
of this Universal Registration Document.

Credit
Financial counterparties

To mitigate this risk, EssilorLuxottica diversifies its
banking counterparties, to limit individual
exposure depending on the rating of the
counterparty. In addition, 90% or more of excess
cash must be invested in products complying with
the Cash and Cash Equivalent definition under
IFRS.

The Group enters into derivatives transactions
under various master agreements, which contain
clauses for the offsetting of amounts payable and
receivable only on the occurrence of future events
such as a default or other credit event by one of
the contracting parties.

Commercial counterparties

The credit risk is managed locally and monitored
centrally by the Group. There are proper
procedures in place to ensure that the sales of
products and services are made to reliable
customers based on their financial position as well
as past experience. Credit limits are defined
according to thresholds that take into
consideration internal and external evaluation of
the customer’s reliability. The utilization of credit
limits is regularly supervised by automated
controls. The implementation of an IT roadmap is
in line with the desire to make sure these
processes are reliable and standardized across the
Group.

The Group's exposure to non-provisioned trade
receivables is naturally limited by the high number
of countries in which it operates (hence mitigating
the consequences of a national economy
collapsing) and the number of customers served
(hence avoiding any significant stand-alone
exposures to individual customers).

There are no repayment problems to date and the
consequences are even positive, since actions like
the payment terms extension allow the Group to
retain as much as possible of its clients.

Concerning loans allocated to private customers,
these operations are carried out in a documented
framework.

For more information, see Note 25 to the
consolidated financial statements, in Section 4.1.6
of this Universal Registration Document.
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Liquidity

The Group may be exposed to the risk that its
liquidity sources may be insufficient to cover its
financial needs to support its growth target (e.g.
external growth related to acquisition).

However, the risk is limited given the high cash
flow generation level and the solid credit ratings of
the Group.

For more information, see Note 25 to the
consolidated financial statements, in Section 4.1.6
of this Universal Registration Document.

Liquidity

EssilorLuxottica operates to have continuous high
liquidity to ensure its independence and growth.
The funding policy is based on the diversification
of funding sources, the use of medium- and long-
term financing, the distribution of debt maturities
over time and the establishment of committed
credit facilities.

To ensure consistent management and success in
obtaining optimal conditions on the market from
the most robust financial institutions, funding for
the whole Group is ensured by the central Treasury
department, which subsequently takes on the
responsibility of the various entities refinancing.

In specific situations, due to local regulations,
some entities may be required to realize their own
refinancing.

As of December 2023, the Group has €2,249
million of committed credit facilities with leading
banks.

For more information, see Note 25 to the
consolidated financial statements, in Section 4.1.6
of this Universal Registration Document.

Operational Risks

Cybersecurity
Risk Factors Risk Details Mitigation Measures
Cybersecurity Digitalization ~ enhances  effectiveness  and  EssilorLuxottica is taking proactive measures to

LIKELIHOOD

Possible Probable

Unlikely

Medium
IMPACT

High

optimizes processes, diminishing the chances of
human errors, while IT Systems are becoming a
crucial resource for the proper functioning and
competitiveness of the Group.

The expansion of EssilorLuxottica in countries like
Mexico and Thailand, may increase the risk of
cyber-attacks. Moreover, the Group's high
fragmentation of IT systems worldwide and its
complex and interconnected digital network may
compromise its protection against cyber incidents
affecting the reliability of data.

Furthermore, the reliance on new technologies
may jeopardize the Group's security by exposing it
to potential cyber-attacks and a growing number
of malware and ransomware attacks and phishing
attempts.

address potential threats by implementing
comprehensive strategies to enhance protective
measures and reinforce the existing system.

Indeed, the Group is continuously investing in
initiatives to mitigate the risk, including but not
limited to:

o annual risk assessments in IT and OT
environments performed with the support of
external firms;

« Key Performance Indicators (KPIs) to assess and
periodically monitor the effectiveness and
performance of key Information Security
capabilities;

« extensive information security policies and
procedures as well as guidelines and
instructions;
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In addition, a complex technology infrastructure,
equipment and software need dedicated and
specific skills to run efficiently. Failure to address
these risks may compromise the operation
business continuity and may result in a substantial
financial loss through various means such as the
theft of corporate and financial information (e.g.
bank or payment card details) and intellectual
property (IP) theft, as well as disruption to e-
commerce transactions or production processes.

A prolonged resolution time for cyber-attacks may
also influence the ability to handle financial
communication in a timely manner, leading to
reputational damage.

In addition, failure to comply with regulatory
requirements (e.g. GDPR, HITRUST, HIPAA, PCI)
concerning the management of personal, health
and payment data could result in significant
compliance consequences.

The increasing implementation of Artificial
Intelligence may place a new significant risk due to
the uncertainty in terms of information disclosure.

Intensified risk may not only affect the Group's
image and reputation but also have implications
for its business operations. It may impact
relationships ~ with  partners,  investors, and
customers, potentially causing a loss of trust and
confidence in the Company’s ability to safeguard
sensitive information, maintain compliance with
applicable regulatory and contractual obligations,
and ensure the continuous operations of both IT
and OT systems.

« cybersecurity training programs (shared through
the Leonardo platform) and initiatives for all
employees  (e.g. e-mail  communication,
workshops, phishing campaigns, etc.);

« system protection that includes antivirus/
antimalware software, firewalls, Extended
Detection and Response (XDR) platform, patch
management, and vulnerability management
platform;

« safeguarding all physical and electronic
information resources (e.g. Pll, PHI, PCl data)
through dedicated security policies and
measures, such as Data Loss Protection (DLP),
data classification solutions, and encryption
mechanisms;

» global SOC (Security Operation Center) to
oversee all events 24x7 and to detect potential
anomalies in systems, devices, and user
behaviors;

« gradual roll-out of a unique ERP (Enterprise
Resource Planning) and continuously monitoring
and updating its Business Continuity Plans and
Disaster Recovery Plans across all the Group's
countries;

« evaluation and calibration of the cyber risk
profile to reduce exposure and adopt adequate
insurance.

Moreover, the Group took another important step
in the digitization of the eyecare industry with the
launch of HELIX, a new division dedicated to
helping independent opticians optimize the
management of their business with the latest
technology solutions. It will serve them with the
latest generation platform (Vision (X)) for the
integrated management of all digital activities in
the store.
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Supply Chain

LIKELIHOOD
Possible Probable

Unlikely

Medium
IMPACT

The resilience and stability of EssilorLuxottica's
supply chain is tested daily due to its
widespread presence in the international
context, facing exceptional challenges.

Appropriate  supply chain management is
essential to enable the Group to meet more
stringent environmental requirements and
limit its impact on the environment. The Group
faces a number of issues relating to the
efficiency of its supply chain:

« shortages of raw materials, such as energy
and gas price volatility, which may hinder
the Group's ability to keep operating
according to its manufacturing cycle,
jeopardizing efforts to reach its carbon
neutrality target. The rising unit cost of

technological semiconductors and
microchips  increases  the  Group's
vulnerability. ~ Shortages of technology

suppliers may result in repercussions on
various centralized systems as well as the
overall business;

« the intensity and disruption of natural
events or geopolitical tensions may impair
the Group's ability to protect its supply
chain and operations;

« a high degree of dependence on single
suppliers could increases the risk of supply
chain disruptions and limits the Group's
ability to negotiate prices;

+ production process concentrated in a few
plants, as a consequence of Technology or
Product transfer limitations (e.g. Chemicals,
molds, etc.) from one site to another, could
result in the same dependency and rigidity,
hitting  directly the lead time and
production costs;

« increasing difficulties in restructuring and
opening new stores due to an increase in
product delays.

Finally, labor shortage and escalating labor
costs may jeopardize the whole supply chain
(refer also to Political & Social Environment
and People Management Risk Factors).

The robust integrated business model and diversified
networks enable the Group to manage adversities.

To counter the problem of rising prices and avoid
production disruptions, EssilorLuxottica (i) advances the
acquisition of raw materials, (i) develop long-term
strategy to reduce reliance on individual suppliers, (iii)
increases the stock of digital equipment (such as
switches, routers, cables, LED walls, screens) and
materials for construction, and (iv) adjusts production,
containing labor costs.

The Group is carefully reviewing shipping procedures.
In fact, different transport solutions (air/sea/rail/road)
have been implemented to diversify EssilorLuxottica's
international transport service portfolio. This strategy
allows to cope with global supply chain disruption
events (e.g. Suez Canal traffic slowdown after attacks)
and react swiftly in moving the production in the
Group's dislocated sites to guarantee business
continuity and deliver the goods, to approximately
18,000 stores.

Moreover, in line with sustainability objectives set
through the Eyes on the Planet program, the Group
regularly tracks Scope 3 emissions associated with the
transport and distribution of products and ensures the
traceability of every component of the products,
tracking the origins of raw materials within the supply
chain according to the upcoming EU regulatory
requirements and local regulations.

EssilorLuxottica offers standard and green shipping
options, which are promoted in all regions (e.g. green
shipping usually appears as default option in the Group
e-commerce sites like Costa Del Mar) and is also
testing the introduction of electric vehicles and drones.

To ensure continuity in the supply chain, the Group has
implemented backup plans expanding in Mexico,
Thailand and Laos (refer also to Political & Social
Environment and Business Interruption Risk Factors).

Furthermore, EssilorLuxottica performs and updates
constantly its Responsible Sourcing and Manufacturing
program verifying that supplier and its production
plants comply with the Company’ s standards and
commitment in the areas of ethics, labor and human
rights, environment, and health and safety.

For more information on the sustainability dimension,
please refer to Section 525 of this Universal
Registration Document.
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Business Interruption

Risk Factors

Risk Details

Mitigation Measures

Business Interruption

LIKELIHOOD
Possible Probable

Unlikely

Medium
IMPACT

EssilorLuxottica operates worldwide with mass
production plants (48), suppliers, prescription
laboratories and edging-mounting facilities
(583), transporters, distribution centers (128),
and brick and mortar activities (17,589) in
Northern America, Latin America, Europe,
Africa, and Asia Pacific, increasing the
magnitude of possible business interruptions.

Among the internal and external causes
potentially leading to business interruptions,
the Group recognizes as the main ones as:

» geopolitical unstable situations in countries
where it operates: political conflicts and
Government shutdowns may increase the
vulnerability of the supply chain, increasing
the risk of importing goods from afar and a
lack of source differentiation even greater;

« climate  change: extreme  weather
conditions or natural events, may lead to
business disruptions, delays in the supply
chain and higher costs as a result of the
damage caused to warehouses and
production facilities. Sites based in US,
Japan, Thailand and Philippines are most
exposed to adverse natural events such as
floods, earthquakes, heat waves and
hurricanes;

« water scarcity: difficulties with the supply of
good quality and quantity of water;

« facility incidents/issues: such as fire and
explosions;

« single-source supplies: leading to a
potential shortage of critical materials
(equipment, molds, inserts, etc) due to
political conflicts or supplier distress.

The Group's business, results, financial

situation, reputation and image could be as

well negatively affected.

EssilorLuxottica’s adaptable and diversified supply
chain is essential to bring down business interruption
risks.

Moreover, the Group progressively improves its

Business Continuity Plans (BCPs) to better address new

risks and ensure interconnection through specific

measures:

« defining alternative supply routes, leveraging the
network of production sites through their
decentralization;

« transitioning to a shorter supply chain, emphasizing
geographically proximate countries (new production
sites in Mexico and Thailand to serve United States
and Asia Pacific region respectively). This strategic
shift is intended to decrease risk and contribute to
the Group sustainability efforts (see also Chapter 5
of this Universal Registration Document);

« deployment of safety measures, local loss
prevention plans at its facilities (including checking
on fire system and back-up power generators).
External audits, performed by insurance companies,
to reduce property loss and enhance Health &
Safety measures;

« evaluation of risks and resilience with a dedicate tool
enabling scenario analyses for potential natural
disasters such as earthquake and climate change
events (also see Chapter 5.2.1);

« periodic simulations of IT systems failures to test the
efficiency and effectiveness of the Disaster Recovery
Plan, as well as development of backup plans for IT
systems.

Finally, the Group is continuously seeking to ensure
double sourcing of critical materials (e.g. systems/
hardware) and strengthen its commercial partnerships.

For more information on the sustainability dimension,
see Section 5.1.4 of this Universal Registration
Document.
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Antitrust
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Unlikely

Medium
IMPACT

The Group's significant dimension and increased
footprint in the retail sector, also in light of recent
acquisitions (e.g. GrandVision), has exposed the
Company and its subsidiaries to complaints, class
actions and, in general, reputational impacts,
increasing attention from competitors and antitrust
authorities that monitor the market positioning of
EssilorLuxottica and may prevent the Group from
pursuing further strategic initiatives.

This includes a risk for the Group to be seen as taking
an unfair advantage thanks to its current position on
the market. The Group is also involved in M&A
activities, to expand its scope and perimeter (e.g. in
China and USA), potentially leading to increased
antitrust scrutiny and the possible requirement for
EssilorLuxottica to take certain agreements under local
regulations or to see certain transactions prohibited.

For more information on Investigations and litigations
relating to antitrust matters, see Litigations and
proceedings arbitration Risk Factors.

Any sanctions, fines, or restrictions for violations of
antitrust regulations or non-compliance with applicable
remedies, whether actual or alleged, may materially
adversely affect EssilorLuxottica’s business, reputation,
operating results, financial conditions and cash flow.

In compliance with antitrust or competition
laws and  regulations,  EssilorLuxottica
promotes integrity and fair competition
among all parties, including competitors.
EssilorLuxottica has defined and implemented
a global antitrust policy stating principles for
conducting business in  compliance  with

antitrust  regulations, and local antitrust
policies.
To effectively address the risk, antitrust

considerations are actively integrated into

business decisions and processes, and
preventive antitrust assessments are
conducted in  connection with  M&A
operations.

Furthermore, the Group has enhanced internal
awareness by providing employees with
specific training on antitrust issues and
conducts a full review of compliance practices
with antitrust bodies on a yearly basis.
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Risk Factors

Risk Details

Mitigation Measures

Data Privacy

LIKELIHOOD
Possible Probable

Unlikely

Medium
IMPACT

The constant evolution of the various data
protection regulations, the legal frameworks
relating to the protection of privacy and their
interpretation by the authorities responsible for
data protection may represent a threat to the
Group due to its international exposure.

For instance, new cookies regulation adopted in
certain countries, as well as newly enacted Acts in
Europe (DSA & DMA) will impact digital business as
soon as it will become mandatory.

Those regulations and ongoing interpretations will
reiterate and confirm the importance of data
protection for third-parties, which represents a
significant risk, especially considering the new
digital solutions the Group is launching on the
market (Ray-Ban Meta/Medtech sector).

Furthermore, given the Group's worldwide
presence, the international transfer and circulation
of data pose potential risks in terms of data security.
The interconnectivity of systems and the vast scale
of operations raise concerns regarding the secure
transmission of information across borders,
regulated by increasingly stringent control policies.
Additionally, the current integration of GrandVision
further underscores the importance of addressing
potential challenges related to IT Systems and
Cybersecurity.

In addition, the launch of innovative services to
address the EyeCare Professionals (ECPs) digital
needs in an intelligent, interconnected, data-driven
digital ecosystem (see Cybersecurity and Business
Model Risk Factors) makes the protection of
consumers or patients crucial, as it is based and
involves the processing of sensitive data and health
information (e.g. vision disorders).

Any failure to meet these standards or regulations,
leading to the inadequate management of health
and personal data, not only could jeopardizes the
certains certification status mandatory to operate,
but also exposes EssilorLuxottica to reputational,
financial and operational risks.

The main causes of personal data breaches
might stem from: () [T system failures;
(i) network disruptions; (jii) cybersecurity threats;
(iv) inappropriate data management of new
technological devices; (v) inadequate security of
health and personal data; and (vi) personal data that
may occasionally be exchanged internationally.

Finally, ineffective data privacy measures may lead

to data breaches, exposing consumers and
stakeholders’ sensitive information to external
actors leading the Group to financial and

reputational risk.

EssilorLuxottica  invests in  protecting its
stakeholder's data privacy, whilst ensuring
compliance with all the applicable Data Protection
and Privacy acts across the world.

The Group is conceiving and developing a data
protection compliance program, enabling the
integration of a compliance-by-design approach
and the protection of personal data processed by
the Group, or its suppliers, under all applicable
regulations. Two renewed Data protection & Data
breach  policies and  procedures  were
implemented to ensure proper management of
personal and sensitive data.

Moreover, the Group dispenses trainings on the
Leonardo platform and awareness programs to its
employees in conjunction with technical solutions
to prevent breaches.

The Group oversees and ensures that its partners
contractually adhere to the same stringent
security standards in processing personal
information, particularly in relation to the launch
of new products or services, such as tele-
optometry, Ray-Ban | Meta, and related apps.

Besides, the Group is required to perform regular
Data Protection impact assessment to manage
particular risk on personal data and to maintain
Data Protection  certifications, which are
mandatory to sell certain of its products or
services on the different markets it serves.

Conceming its organizational structure, a Data
Privacy Office has been introduced within its
Compliance Department, which tasks entail the
central monitoring of data privacy issues,
supported by local correspondents and a regular
specific committee.

While working on implementing  Artificial
Intelligence to offer highly innovative solutions
(e.g. Varilux® progressive lens providing the first
eye-responsive lens that respects the eye's natural
behavior) the Group monitors the new
regulations and their impacts on current data
protection legislations to build trust in its
technologies and mitigate potential privacy risks.

Finally, EssilorLuxottica collaborates through
conferences  with several Data Protection
Authorities to raise awareness concerning data
privacy and implement appropriate information
programs as data privacy awareness campaigns.
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Risk Factors Risk Details

Mitigation Measures

Reporting &
Communication

Possible Probable

LIKELIHOOD

Unlikely

The Group's position and leadership in the eyecare
and eyewear industry as well as its strong
international exposure, require it to comply with
different national and international standards and
regulations over its value chain and business
partners.

These regulations may require EssilorLuxottica to
make greater efforts toward transparency,
consistent metrics, and data integrity to improve its
corporate reporting, in anticipation of upcoming
sustainability reporting obligations.
Communication about environmental, social and
societal topics is becoming increasingly important
and requires additional transparency, concerning
the Group, its own workforce and its supply chain.

In addition, not satisfying external requests or not
complying with local or international regulations on
sustainability (e.g. the Green Claims Directive) due
to insufficient or misleading information on the
sustainable characteristics of a product (e.g. type
of material used, if recycled, certified, biobased,
other) can lead to a risk of loss of credibility,
inability to meet stakeholder expectations,
financial loss and negative reputational impact.

To mitigate risk and align the reporting &
communication of financial and non financial
information with existing and future regulations, the
Group implements several actions, including:

« committed teams that collaborate closely with
the Internal audit, Legal and Internal Control
teams to report on the actions taken to senior
management, the Group Audit Committee, and
the Board of Directors;

« regulatory monitoring at central and local level;

« effective and risk-based compliance programs;

« creation of a dedicated Steering Committee to
guide the harmonization and update of
policies and practices to reflect regulatory
requirements and Group developments for clear
communication;

« reinforcement of the Group compliance policies
and trainings provided on the Leonardo platform
(personal data protection,  anti-corruption,
prevention of discrimination and harassment,
etc.);

» launch of a new Code of Ethics to facilitate the
infusion of the compliance culture to employees,
and of a Business Partners’ Code of Conduct
communicating the Group's expectations.

« effective grievance procedures at global and
local level, including the launch in 2023 of a
global whistleblowing tool SpeakUp integrating
existing tools to improve visibility over incidents
and reporting;

« regular checks and audits carried out by Internal
Audit and Control teams or by external parties
and followed by the implementation of corrective
measures;

» before launching new campaigns, the Group
ensures compliance with local regulations
(advertising, medical devices, and others).

In addition, to avoid misleading communication,

the Group revises its strategies and claims

centrally, with an early stage collaboration process
between all concerned departments.

Finally, EssilorLuxottica pays particular attention on
its external communication, monitoring its media
and discussions on social media about the Group.

Notably, in 2023 the Corporate Sustainability
Communication Policy was issued to ensure
accuracy and consistency of the company's internal
and external sustainability communication in
different regions.

Refer to Chapter 5 of this Universal Registration
Document for more information.
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Litigations and proceedings arbitration

Risk Factors

Risk Details

Mitigation Measures

Litigations and
proceedings
arbitration

LIKELIHOOD

Possible Probable

Unlikely

Medium
IMPACT

In the ordinary course of its business, the Group is
party to legal actions, claims, lawsuits, arbitrations,
investigations, governmental and administrative
proceedings and litigation, some of which are or
may be material.

Given the growing complexity and international
footprint of EssilorLuxottica, any ongoing or
upcoming  material litigation  could  have
significantly negative consequences on the
financial situation and reputation of the Group.

Fraud

Civil and criminal actions are pending in various
jurisdictions following a fraud that took place in
2019 in Thailand. No material recovery occurred in
2023.

Alleged anti-competitive practices

Following lengthy proceedings against Luxottica,
the Group was sentenced by the French
Competition Authority to a €125 million fine on
July 22, 2021 on the account of cartel practices.
The Group appealed this decision on September
10, 2021 and remains confident that it will
successfully demonstrate that the decision is
wrong from both a factual and a legal perspective.
Accordingly, no provisions have been booked in
this respect.

Following lengthy proceedings against Essilor, the
Group was sentenced by the French Competition
Authority to a €81 million fine on October 6, 2022
for discrimination of online players and protection
of brick and mortar retailers in connection with the
distribution of certain specific prescription lenses.
The Group appealed this decision on November
23, 2022 and remains confident that it will
successfully demonstrate that the decision is
ungrounded. Accordingly, no provisions have been
booked in this respect.

Following an investigation initiated in 2021, the
Group was sentenced by the Turkish Competition
Authority to a TRY 492 million fine on August 18,
2023 for breach of exclusivity commitment and
abusive  bundling.  EssilorLuxottica  strongly
disagrees with the Turkish Competition Authority
and will appeal its decision confident that it will
successfully demonstrate that this decision is
ungrounded.

Other antitrust Investigations
The Group is still under an investigation initiated in
2022 by the Greek Competition Authority and is

working with the authority with this ongoing
investigation.

EssilorLuxottica  provides — dedicated  training
sessions to its employees in order to meet its
statutory and regulatory duties and enhance
internal professional knowledge.

Furthermore, EssilorLuxottica addresses all claims,
arbitrations and litigation proceedings through
specialized resources (internal and external) and
evaluates their related risks in accordance with
applicable accounting standards.

Such provisions for EssilorLuxottica amounted to

€194 million as of December 31, 2023, compared
to €208 million as of December 31, 2022.

2023 Universal Registration Document EssilorLuxottica



Risk Factors

Risk Details

Presentation of EssilorLuxottica
Risk factors

Mitigation Measures

Class actions

Certain EssilorLuxottica Group entities, primarily US
and Canadian subsidiaries, are defendant in class
actions and putative class actions brought before
Federal, State and Provincial courts alleging
suppression of competition, price fixing, false and
misleading advertising, misleading representations,
warranty claims, unlawful control of optometrists
and data security breaches.

This includes, among others, several putative class
actions filed in H2 2023 in US Federal Courts for
alleged price fixing and monopolization. The
relevant entities vigorously dispute the merits of all
these actions.

Other existing proceedings

Shamir Optical, a US subsidiary, is involved in a
court case, which also involves the US Department
of Justice, with regard to certain promotional
activities.

Various litigations were initiated in the US, in front
of a Federal Court and the International Trade
Commission, against Luxottica Group S.p.A. and
various subsidiaries for alleged infringement of
patents in connection with smart eyewear. The
Group vigorously disputes the merits of all these
actions.

Moreover, EssilorLuxottica and its subsidiaries are
defendants in other legal proceedings arising in
the ordinary course of business. EssilorLuxottica
disputes the merits of all such outstanding claims,
which it will vigorously pursue.
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Main characteristics of the risk management and internal control systems implemented by the Company
for the preparation and processing of accounting and financial information

1.7

Main characteristics of the risk management

and internal control systems implemented
by the Company for the preparation and processing
of accounting and financial information

EssilorLuxottica internal control systems is consistent with
international best practices such as the COSO (Committee Of
Sponsoring  Organizations of the Treadway Commission)
Internal Control — Integrated Framework and in line with the

requirements imposed on companies listed on the French
Stock exchange and, more precisely, with the “Reference
framework for risk management and internal control system”
published by the AMF in 2010.

1.7.1 The Company risk management process

EssilorLuxottica has developed and adopted an Enterprise Risk

Management (ERM) framework defining:

« a Group Risk Model, which clusters risks into four categories
(strategic, operational, financial and compliance);

» an assessment methodology based on the impact, the
likelihood and the velocity of each risk;

« an assessment of risks related to sustainability performance
(so called "ESG risks”) discussed in Chapter 5 of this
Universal Registration Document.

In 2023, EssilorLuxottica has performed its risk assessment,

based on the Group Risk Model:

« identification and analysis of risks through interviews and
questionnaires;

« assessment of impact, likelihood and velocity, on a residual
basis, considering all mitigating measures adopted by
EssilorLuxottica;

+ prioritization aimed at identifying risks and implementing
action plans to minimize those risks.

The risk assessment has been performed globally,
incorporating all geographical areas, legal entities and activities
of the Group. In 2023, the results of this risk assessments were
integrated in the identified risk factors for the Group, in terms
of nature and mitigation actions.

EssilorLuxottica identified 18 relevant risk factors to which the
Company may be exposed. For each risk factor, the overall
severity has been calculated considering the likelihood and the
potential impact (operational, financial and reputational) as well
as velocity of occurrence. Risks presented are clustered by risk
categories.

1.7.2 The Company'’s internal control objectives

The risk management of EssilorLuxottica and the internal
control frameworks implemented within the Group are
designed to:

« ensure that management actions, execution of transactions,
and staff behavior fall within the scope defined by the
guidelines applicable to activities undertaken by the
relevant corporate bodies. This includes compliance with
applicable laws and regulations, as well as values, standards
and internal rules of the Group;

« verify the quality and accuracy of all accounting, financial,
legal and management information reported to the relevant
corporate bodies, regulatory or supervisory authorities,
shareholders or the public;

« cover all the policies and procedures implemented by the
Group that provide reasonable assurance that business is
managed efficiently and effectively;

« limit the risk of error or fraud, particularly of an economic,
financial or legal nature, to which the Group may be
exposed. However, no control system can provide an
absolute guarantee that all such risks have been completely
avoided, eliminated.

1.7.3 Organization of internal controls

The internal control systems implemented within the Group are
based on:

« clear definitions of responsibilities, backed by the necessary

resources and skills, appropriate information systems,
procedures and processes, tools and practices;

« internal communication of all the information needed for
each individual to fulfill his or her responsibilities;

« systems that aim to identify and analyze the main
identifiable risks and to ensure the implementation of
procedures to manage these risks;
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« control procedures that are proportionate to the risks
associated with each process and are designed to provide
assurance that measures are taken to limit and, to the extent
possible, manage the risks that could prevent them from
fulfilling their respective objectives;

« supervision of the internal control and risk management
systems and regular reviews of their operations.
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1.7.3.1 Main finance control activities and key stakeholders

Various internal control activities help to ensure that the
application of finance standards and procedures defined at the
corporate level are consistent with Senior Management's
guidelines.

The risk management and control framework in place at
EssilorLuxottica can be described as follows:

« first line of defense: the operational people responsible for
transactions at the entity level;

« second line of defense: the functional departments in charge
of specific areas of activities (such as Internal Control,
Treasury, Accounting and Consolidation, Forecasting, Tax...)
with a solid reporting line from the regions to the corporate
finance heads;

« third line of defense: the Internal Audit department, which
independently checks the effectiveness of controls and
reports on them to the relevant functions and bodies.

The following departments are under the responsibility of the Group Chief Financial Officer of EssilorLuxottica:

Group Internal Control

Group Internal Control focuses mainly on the controls related
to Internal Control Over Financial Reporting (ICoFR) scope.
Several initiatives have been carried out during 2023, such as:

e communication of the new set of Minimum Control
Standards;

« continue the harmonization of the Group policies and
procedures;

« control testing on the financial statement closing process
and on Minimum Control Standards;

« extension of the scope of the key controls monitoring
related to payment and cash management processes via a
Data Analytics tool;

Group Accounting and Consolidation

The  EssilorLuxottica consolidation team (the “Group
consolidation team”) is responsible for the preparation of the
consolidated financial statements of EssilorLuxottica. The
Group consolidation team issues instructions and timelines to
ensure a consistent and reliable consolidation process; in
addition there is an open communication line with the local
Finance Departments which allows the understanding and
analysis of the financial data and enables consistency in the
accounting approaches with respect to complex transactions
and/or implementation of new accounting standards.

Group Treasury

Group Treasury department handles at parent company level
the strategic funding and liquidity management, including asset
management. Short, medium and long-term financing is
achieved through bonds, private placements, medium-term
credit facilities and commercial paper. Cash Surpluses are
invested in short-term instruments (such as bank deposits and
money market funds), mainly concentrated at EssilorLuxottica.

The interest rate risk management is centralized, and aims at
balancing the cost of financing and protecting the Group
against adverse changes in interest rates.

« enhancement of the control environment centralizing some
key activities on the Procure to Pay process;

« follow up on the remediation plans raised by internal audit.

And other projects led with IT to strengthen some digital
processes.

The results of these internal control activities are periodically
reported to the Group Chief Financial Officer and shared with
the heads of Finance departments.

The aim is to focus on reinforcing controls and suggesting
remedies in the finance area to prevent and detect potential
fraud, and also to contribute to the continuous enhancement of
the quality of the financial information reported.

Subsidiaries adopt the accounting and management policies
communicated by the Group consolidation team and submit
their financial information through a consolidation software
that, in turn, enables the consolidation process at Group level.

EssilorLuxottica consolidated financial statements are prepared
in accordance with IFRS as adopted by the European Union,
based on reporting packages submitted by each Group
subsidiary. The statutory financial statements of EssilorLuxottica
are prepared by a dedicated team in accordance with the
French accounting standards.

The yearly consolidated and statutory financial statements are
audited by the Statutory Auditors who apply the standards of
the profession.
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