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GrandVision: 2020 by the numbers

GrandVision is a leading global optical retailer with more than 7,200 stores worldwide and a growing
online presence. We offer our customers expert eyecare services along with a large selection of unique
and stylish prescription eyeglasses, sunglasses, contact lenses and eyecare products.

Please note: FY = Full-year; YE = Year-end
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Vision, mission, strategy

Our vision

Secure undisputed global
category leadership as

the destination of choice
for eyecare solutions,
leveraging our best-in-class
customer value proposition.

Achieve lead position
in all markets where
we operate

Leverage global
economies of scale
and skill

Our mission

Provide unique high-quality
and affordable eyecare
solutions to more and more

customers worldwide and
turn them into fans.

Drive comparable
revenue growth

Our five
strategic
priorities

Our strategy

Further expand our global
presence and develop and
deploy state-of-the-art
global capabilities in eyecare
and optical retail.

Optimize our
existing store
network

U3

Accelerate growth
through our digital
capabilities
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GrandVision at-a-glance

2020 2019 2018 2017 2016
Results
Revenue (€ million) 3,481 4,039 3,721 3,450 3,316
Organic growth (%) =-13.7% 5.2% 3.9% 3.5% 3.5%
Comparable growth (%) -141% 41% 3.4% 1.8% 2.2%
Adjusted EBITA (€ million) 266 475 426 415 410
Adjusted EBITA margin (%) 17% 11.8% 11.5% 12.0% 12.4%
Operating result (€ million) 60 324 337 327 358
Net result (€ million, reported) -45 195 237 249 252
Earnings per share, basic (in €) -0.26 0.70 0.85 0.9 0.92
Adjusted EPS, basic (in €) -0.07 0.91 0.91 0.97 0.96
Operational Information
System-wide sales (€ million) 3,818 4,407 4,079 3,784 3,657
Number of stores 7,260 7,406 7,095 7,001 6,516
Number of own stores 6,119 6,226 5,897 5,817 5,402
Number of franchise stores 1,141 1,180 1,198 1,184 1,114
Number of employees (average FTE) 33,542 34,143 32,400 31,802 28,766
Liquidity and Debt
Free cash flow (€ million) 258 296 238 143 255
Capital expenditure (€ million) 152 198 210 197 176
Store capital expenditure (€ million) 298 127 162 140 124
Non store capital expenditure (€ million) 55 70 48 57 52
Net debt (€ million) 539 753 743 832 750
Net debt leverage (times) 1.3 1.2 1.3 1.5 1.4
Definitions
Comparable growth (%) The like-for-like sales growth of those stores that were open also for the entire previous year.

Organic growth (%)

Adjusted EBITA and EPS EBITA and EPS before non-recurring items.

System-wide sales

Free cash flow*
and receivables.

The change in revenue as compared to the prior period, excluding changes in revenue attributable to
acquisitions and excluding the effect of fluctuations in foreign exchange rates.

All revenue generated by GrandVision's stores to customers, including franchise stores, but excluding
associates' stores.

Cash flow from operating activities after capital expenditure and net repayment of lease liabilities

Net debt Net debt consists of the Group's borrowings, derivatives and cash and cash equivalents, excluding

lease liabilities.

Net debt leverage*

*New definitions as of January 2019 as a result of IFRS 16 implementation

Net debt expressed as a multiple of EBITDA-covenants, which is defined as adjusted EBITDA less
depreciation of right-of-use assets and net financial result on lease liabilities and receivables.
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A message from our CEO

Staying the course amidst a global pandemic
Dear Stakeholders,

The past year has been the most challenging time in
recent memory for our business, employees and in the
communities which we serve. The COVID-19 pandemic’s
impact accelerated through the first half of 2020,
culminating in a significant number of temporary store
closures across many of our markets worldwide. Our
business continuity plans and our operational excellence
enabled us to limit the effects of the pandemic and
continue to meet the critical needs of our customers.
While addressing the severe challenges of the pandemic,
we were able to continue the execution of our long-term
strategy.

As soon as the potential impact of the COVID-19
pandemic became apparent in our territories, we focused
on our people, customers, stakeholders and the
Company's financial health. Based on this approach, we
operated under three priorities: Care, Cash, and
Continuity. Concretely, this means:

« Care: We gave our highest priority to ensure the safety
and welfare of our staff and customers. Everywhere
that we were able to continue store operations, we
rapidly implemented hygiene and safety protocols and
equipped stores with distance separations and
protective equipment, such as face masks and hygiene
gels. In addition, we accelerated necessary
investments in customer-facing tools such as optical e-
commerce functionality to enable our customers to
interact even better with our local online and offline
retail brands.

+ Cash: We focused on preserving liquidity by setting up
a central Task Force to monitor our rolling liquidity
forecast including scenario planning. We also
successfully renegotiated existing and new credit
facilities with our relationship banks.

+ Continuity: We focused on balancing continued cost
discipline and cash preservation, investments in
important strategic initiatives and close collaboration
with our business partners; all within a framework of
constantly changing scenarios and  market
developments.

Despite significant disruptions, our employees have
demonstrated extraordinary determination to adjust and
adapt to the evolving landscape. | am proud of their
resilience, engagement and relentless focus in the face of
personal and professional challenges. | am also grateful
to our business partners, for their efforts in enabling us to
keep the operations running where possible, and to serve
our customers in a safe and sustainable manner during
these difficult times.

Business performance
In the financial year 2020, we faced significant
challenges due to the COVID-19 pandemic.

Our performance varied significantly through the months
after the outbreak in March, with a strong recovery in 3Q
as restrictions were lifted. By rapidly adapting to the
changed environment, we managed to partially mitigate
the dramatic decline in customer traffic through higher
conversion and intensified online  activities.
Unfortunately, towards the end of the year, the impact of
the second wave of the COVID-19 resulted in a slowdown
of our strong recovery in the second half of the year.

Our revenue at constant exchange rates declined by
13.8% for the full year with an organic and comparable
decrease of 13.6% and 14.1%, respectively.

Adjusted EBITA was EUR 266 million for 2020, a
significant reduction in profitability caused mainly due to
the loss of revenue, negatively impacting operating
leverage in the spring and summer. Our business
continuity plans and ability to adapt quickly to the
changed market conditions caused by the COVID-19
pandemic enabled us to limit the impact of these
disruptions and continue to pursue key strategic
objectives.

Critically, the resilience of our business, paired with
continued financial discipline in all our Operating
Companies resulted in our strong financial position at
year end. Scenario planning and a central Task Force
allowed for clarity of communication and effective
execution across the Group.

GrandVision - a global leader in its field with
significant future upside potential

In 2020, once again we were able to turn more customers
into loyal fans. | am proud that we recorded another
increase in our group-wide net promoter score from 65 in
2019, to 70 this year. And | do not want to miss the
opportunity to thank all our customers worldwide for
their ongoing loyalty and trust in our eyecare products
and services.

This strongly confirms that our relentless efforts to
improve our value proposition have been positively
received by our customers. The ongoing operational
excellence of our staff in each of our 7,260 stores
worldwide as well as in all support offices was a core
driver. In addition, we made good progress implementing
our strategic agenda, which we shared during the Capital
Market Day at the end of 2018. Next to continuous
improvement on how to excite and retain customers, the
further pursuance of the following strategic initiatives
poses a strong prospect to GrandVision's future.

Digital transformation

In 2020, we have clearly seen the initial significant
benefits of our 2018 digital transformation strategy come
to fruition.

In addition to a full deployment of our global
omnichannel technology platform in more than 10 retail



brands in Europe, we also connected all Latin American
Operating Companies to an integrated e-commerce and
CRM platform, which are already delivering promising
results.

More than 30 retail brands across GrandVision now
successfully use our proprietary online appointment
booking platform, which was a main driver for the strong
increase in our digitally-influenced store sales and
conversion gains.

We also significantly increased our revenue from digital
channels, either retail brand related e-commerce sites
such as Apollo.de or pure play ones like Lenstore.com.
We expanded the e-commerce capabilities of our retail
brand websites by rolling out the important prescription
glasses e-commerce functionality across 15 retail brands
in 11 countries. We also made good progress in
subscription-based sales in both the optical and contact
lens categories.

Furthermore, our Customer 360 platform, which provides
holistic marketing and CRM solutions and enables
personalized digital advertising activities, has been
expanded to 10 markets, including Denmark, Sweden,
and the U.S.

All of this has not only supported an evident acceleration
of a shift in customer behavior in 2020, but also led to an
85% increase in retail brand related e-commerce sales
and a significant increase of digitally-influenced store
sales.

In 2021 we continue, and accelerate, to provide all
Operating Companies with relevant omnichannel
technology and capabilities to offer our customers the
most convenient 360 degree access to our eyecare
products and services.

Product Value Chain transformation

The second pillar of our strategic plan is the end-to-end
Product Value Chain transformation. This initiative,
launched in 2018, has two main objectives. It enables a
full and effective omnichannel business and it also drives
further business efficiency through standardization,
automation and global economies of scale.

| am glad to report that we made very good progress in
this field. We streamlined our product assortment to a
globally unified offer, completed a global product master
data repository and started our first eco-friendly product
line with DbyD. In addition, our first real Regional
Fulfilment Hub (RFH) in Porto, Portugal, now serves five
countries in northern and southern Europe, with fully
integrated processes from customer store orders to lens
cutting and full mounting. In 2020, this RFH began to
process online customer orders to deliver a full
omnichannel customer experience.

The Porto RFH set-up serves as a blueprint for all other
RFHs, which we will transform in the upcoming years. We
expect this standardized and centralized network
structure to yield significant benefits. These include
improved customer experience, better lead times and
product availability, and significant efficiency gains in
operating costs and working capital.

New store concept

In 2020 we piloted an updated store concept in several
markets with a strong focus on improving the customer
experience and further integrating our omnichannel-
focused customer journey. The results were promising
and we have started to roll the concept out in The
Netherlands, U.K, France, Switzerland, and Germany
with a plan to begin the global roll-out in 2021.

Sustainability focus
We remain highly-committed to establishing Corporate
Responsibility and Sustainability (CSR) as a shared
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mindset across GrandVision. It is our ambition to
integrate it further into our business model to continue to
improve the quality of life of more people through
affordable or free eyecare and sustainable business
practices. To achieve this, we align our global CSR
approach with GrandVision’s culture and values, as well
as with global sustainability trends and agendas. Notably,
this includes the UN Global Sustainable Development
Goals.

In 2020, our main focus was to further onboard all
GrandVision Operating Companies to our CSR roadmap
and environmental, social and governance (ESG)
priorities, thus increasing our global contribution to
major societal issues. These include gender equality,
fairness and transparency in supply chains, climate
change, contributions to local communities, and support
for underprivileged populations by increasing awareness
and education about eye health, as well as donating
eyewear and eyecare.

I am proud to share that our ESG rankings, most notably
from Sustainalytics and the Carbon Disclosure Project,
reflect the strong progress we have made. We achieved
an improvement of five points in our Sustainalytics
ranking, which led to financial savings from our
Sustainability Linked Loan and Revolving Credit Facility.
We maintained our Carbon Disclosure Project score of
'B,' on a scale of 'A" to 'F," which is higher than the Europe
regional average of 'C.' And we improved our position in
the Tax Transparency Benchmark to the top 10% of
participating companies in The Netherlands and we are
recognized as a 'Top Scorer.'

To conclude, | am proud of the determination and
togetherness that our employees demonstrated across
the organization during this very exceptional year and |
feel truly privileged to work with such committed
colleagues. Employee welfare and safety remain our
main priority in the coming months, and we will continue
to provide all the necessary support to effectively
offer our critical services to customers and communities
around the world.

EssilorLuxottica/HAL transaction

We continue to support the transaction between
EssilorLuxottica and HAL regarding the proposed
acquisition by EssilorLuxottica of HAL's 76.72% stake in
GrandVision, which was announced on 31 July, 2019. To
date, the transaction has been unconditionally cleared in
Brazil, Colombia, Mexico, Russia, and the U.S., and is still
under review in Chile, the EU and Turkey.

We believe the rationale for the transaction remains valid
and remain committed to supporting EssilorLuxottica to
obtain regulatory approvals in the regions where the
merger clearance process is ongoing.

2021 priorities

Throughout 2020 we were able to strengthen our
existing strategic framework despite the restrictions of
the pandemic. Looking ahead, we are prepared to handle
the lingering impact of the COVID-19 pandemic.

The developments over the last year have
undoubtedly caused structural disruption across the
industry. At GrandVision we regard this as an
opportunity. Our strategic approach remains valid and
we will continue to execute on our operational excellence
and our key initiatives to further expand our position as a
leading global optical retailer, and thus create
shareholder value.

Finally, 1 want to thank all stakeholders for their
continued trust and support.

Yours sincerely,

Stephan Borchert
CEO, GrandVision N.V.

A GrandVision's leadership team. From left to right: Andreas Jacobsen, VP Operations EUR 1; Andrea Hill, VP HR; Frederic Dauche, COO; Stephan
Borchert, CEO; Willem Eelman, CFO; Kunal Chakraborty, VP CX&D; Attila Alm, VP Operations EUR 2; Alvaro Vieira, VP Operations LatAm.
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IN FOCUS

How we protect our customers,

employees and business during
COVID-19



In 2020, the novel COVID-19 virus became a backdrop for
nearly the entire year. Unfortunately, it affected our business
in many ways. Stay-at-home orders protected peoples’
health to the best of governments’ abilities but created a
complicated situation for store retailers. This is why we all
had to quickly adapt to a 'new normal.'

Creating a responsive Task Force

Since the pandemic hit Europe, GrandVision strengthened
its financial discipline to keep our business running while
focusing on customer and employee safety. We created a
cross-functional, in-house expert Task Force to develop a
cohesive plan to continue safely running our global optical
retail business with great success during a challenging time.
This team operated under the following priorities:

» Care: Protection of our staff and customers

» Cash: Preservation of the liquidity situation for the
Company

» Continuity: Continued balance between cost discipline
and cash preservation with investments in important
strategic initiatives

Guided by these priorities, we focused on our people,
customers, stakeholders and the Company's financial health.
Our thorough scenario-planning and establishment of a
central Task Force to ensure clarity of communication and
fast response time were vital drivers of this success.

Adapting to new consumer behaviors
The COVID-19 pandemic impacted consumer behavior for
the optical retail industry and other industries, too.

And thanks to continued investment in our established
omnichannel strategy, including a focus on e-commerce and
innovations like our advanced appointment booking tool, we
offered our customers the possibility to still engage with us,
online and instore. They were able to purchase the same
products they know and love from our websites instead of in
our stores. They have also been able to conveniently access
information about eyecare, see which local stores were open
for eye exams and make appointments to safely visit stores.

To illustrate our performance, in 2020, we saw an 85%
increase in retail brand related e-commerce sales. We also
realized higher customer conversion in our stores and more
evenly-distributed traffic flow throughout the week, which

was partly driven by increased online appointment bookings.
In turn, these led to an increase in store productivity.

Opened for essential and emergency care

Although government regulations across Europe, South
America and North America led to many temporary store
closures from March to June 2020, opticians and optical
retailers in some markets were considered essential
healthcare providers.

Where we were able to operate our stores safely, we
outfitted them with COVID-19-specific safety measures to
reduce person-to-person contact as well as personal
protective equipment (PPE) to protect store employees and
customers. Customers could only visit these stores by
appointment, which they booked using our omnichannel
platform. In total, we were able to keep about 40% of our
stores partially open during peak lockdown status.

By late autumn, the first signs of European markets affected
by the second wave of COVID-19 appeared as governments
re-introduced stricter measures to contain the spread of the
virus. We had gained valuable experience during the first
wave and used the developed best practices to safely keep
our stores open and maintain a strong 2020 performance
during the second wave.

Ensured our employees and customers safety and well-
being during a global pandemic

Throughout 2020, our store employees felt safe thanks to
the careful measures we put in place to protect them. We
established clear safety measures, delivered PPEs to our
stores for employees and customers, and adjusted the
instore eye exam process for employees and customers with
a smooth and safe experience.

We are proud to report that our latest GrandVision employee
NPS survey scores have increased, which validates the
positive employee satisfaction in the face of such
challenging factors.

In 2020, despite the global pandemic, we not only kept our
GrandVision employees and customers safe, we also won
many employer and retailer awards within GrandVision,
including 'Retailer of the Year,' 'Great Place to Work,' and
'‘Best Customer Service." (See Section 3.1 'Our many
customer touchpoints' for more information about our
awards.)
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The environment in which we operate

GrandVision is a global optical retail leader active in more
than 40 countries across multiple continents. That's why
we understand the importance of aligning our business
model and strategy with global market and megatrends,
as well as with major social and environmental agendas.

In 2020, at least 2.2 billion people worldwide
experienced a vision impairment or blindness. This
makes up nearly one-third of the global population. And
approximately one billion of these vision impairments
could have been prevented or have yet to be addressed,
reports the WHO.

Meanwhile, the global eyewear market has grown
steadily by 4% per year since 2010. However, due to
significant macroeconomic events in 2020, growth
expectations for the next five years have slowed to 1.5%
annually, according to Euromonitor. This growth is
underpinned by changing global market trends, such as
developing consumer megatrends, evolving market
structure, and technology and category growth.

» Changing customer retail expectations: We must adapt
to changing consumer habits and their retail
experience expectations. This means keeping up with
global competition trends and new shopping
experience formats, as well as fashion trends and
technological developments as consumers also look
for personalized, inclusive products that are an
extension of their unique self expression.

« Growing digital maturity and digitalization: Across all
age groups, we see an increasing demand for, and
comfort with, digital channels. This leads to an
openness to seek eyecare and eyewear solutions on
these digital channels.

+ Expecting more convenience: We see the appeal of
Internet retail and subscription formats at the expense
of traditional retail channels. We also note consumer
demand for flexible delivery and self-service options.

« Accelerating concerns for personal safety: Due to the
COVID-19 pandemic, we see a growing shift away from
physical store visits. Social distancing has become
commonplace and footfall has temporarily been
decreasing. Consumers expect safer shopping
environments now more than ever.

« Increasing value for money sensitivity: Consumers look
for the best value for price of their prescription glasses
and all eyecare products and services.

« Searching for authenticity: Consumers prefer to
purchase products from companies with clear and
consistently-applied values and commitment through
their network and supply chains.

Additionally, our Eye Care Council, a source of expertise
for GrandVision, has translated these consumer
megatrends into five consumer focus points to guide our
optical retail excellence. Learn more about these in the
related case study 'GrandVision's Eye Care Council
reinforces our industry leadership.'
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See below to learn how we tailor our business to respond  further to show how we align our business model and
to these global trends. In the section, 'How we create long-  strategy with the UN Sustainable Development Goals'
term value for our stakeholders,' we take our analysis  agenda.

Market trends Related consumer megatrends

« Strong macro demographics « Changing consumer retail expectations

« Potential economic downturn « Growing digital maturity and digitalization

« Continued deregulation risk « Expecting more convenience

« Technology advances in digital « Accelerating concerns for personal safety
and remote eye tests « Increasingvalue for money sensitivity

« Searching for authenticity
How we respond to these trends

Our portfolio is positioned in some of the world's most active structural markets, and our growth across each eyewear
category is primarily driven by consolidating our positions in our core markets. By strengthening our market
positions, we also increase access to affordable high-quality eyecare, and contribute to underprivileged communities
through our charitable activities.

We focus on key capabilities and operational excellence to drive economies of scale in category management,
procurement, production, omnichannel and digital capabilities. We promote safe and sustainable production and
operations, and support a diverse and inclusive global workforce with fair and equal working conditions for all.

We are enhancing our operating model and digitally-influenced business to create a leading omnichannel customer
journey experience. This allows consumers to easily purchase our products and seek eyecare services online and
instore. While our e-commerce offerings are expanding, we maintain a retail model where physical stores remain as
activation points for our core value activities. These include accurate eye tests and complex product advice supported
by our extension selection of products and services.

We also educate our customers about responsible consumption patterns and offer opportunities to recycle or extend
the lifecycle of the products they purchase from us.



https://sdgs.un.org/goals

Our business model

We distinguish ourselves from other optical retailers by offering consumers a

best-in-class omnichannel customer journey, which includes providing

affordable, high-quality products and expert eyecare services. GrandVision

also responds to stakeholder expectations and society's evolving needs by

shifting our focus on integration of strong environmental, social and

governance (ESG) practices into our business model and strategy.

Our core activities

At GrandVision, we run global eyecare retail operations
that are highly adaptive to local consumer needs and
numerous regulatory environments. Our local customer-
facing activities are enabled by an effective and
progressively centralized Product Value Chain.

We pride ourselves on taking high-quality and affordable
eyeglasses, sunglasses and contact lenses from the
design stage to our retail brand stores across the globe.
Our core activities include designing our Exclusive Brand
eyewear, sourcing third-party branded products,
operating a retail omnichannel network across 40+
countries, and employing a workforce of 39K+
professionals who provide award-winning eyecare
services for customers.

We work hard to turn customers into loyal fans

Our customers are at the core of everything we do.
Therefore, our eyecare experts are the heartbeat of our
company. They ensure that customer experience and
products always meet our high, award-winning
standards. They are supported by our best-in-class
omnichannel customer journey, which includes eye
exams, contact lens fittings, eyewear style advice,
eyewear and contact lens subscriptions, as well as after-
care services.

And in 2020, thanks to our ongoing customer service and
experience improvements, we again succeeded in
achieving an increase in customer satisfaction. We
measure this through our NPS score, an index on a scale
from one to 100 that shows the willingness of our
customers to recommend our products or services to
others.

Our NPS score increased from 65 in 2019 to 70 in 2020.
This score means that we increased our service quality to
the 'Excellent' range.

The strength of our omnichannel retail network

GrandVision operates more than 30 major optical retail
brands across 40+ countries that mainly target mid-to-
low market segments. In Belgium, Denmark, Finland,
France, The Netherlands, Norway, Mexico, Spain, Sweden

and Switzerland, we operate a second retail brand that
serves the mid-to-high market segment. We operate a
sunglasses business under the name Solaris with a
variety of own stores and presence in our local retail
brand shops. We also operate several e-commerce shops
under individual brand names, such as Charlie Temple.

GrandVision's store base decreased in 2020 to 7,260.
Despite COVID-19, store openings continued at a
significant pace as we opened 187 stores across the
network. As in previous years, we continued to assess our
store network's quality, resulting in a closure of
structurally underperforming stores mainly in the
Americas and Asia segment. The network was also
impacted by closures in India and Italy and the exit of
operations in China, in addition to the absence of any
significant network-contributing acquisitions in the
period.

At the same time, our global digital efforts accelerated
our omnichannel offerings, and we grew our e-commerce
sales by 85%, year-on-year. We also achieved a
significant increase in digitally-influenced store sales
driven by omnichannel tools such as our proprietary
online appointment booking, mobile-first websites, store
locators, an advanced Customer 360 CRM and an
omnichannel customer service desk platform.

In addition, the strength of our retail brands in each of
their markets contributed to their strong performance. In
2020, we were honored with numerous industry awards
in the following sectors:

« Employer awards: Read Section1.2 'How we attract,
retain and develop talent' for more details.

+ Service awards: Read Section 3.1 'Our many customer
touchpoints' for more details.

+ Retailer awards: Read Section 3.1 'Our many customer
touchpoints' for more details.

Our Product Value Chain

The backbone of all customer-facing activities is our
Product Value Chain. It oversees our full spectrum of
operations, including:
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Designing, developing and activating our Exclusive
Brand products

Curating our global product catalog assortment
Overseeing supplier selection and relationship
management

Ensuring the 'right' product assortment is delivered on
time and adapted to each market

Edging, mounting and applying the 'finishing touches'
to prescription glasses and sunglasses

Setting up best-in-class distribution processes
Maintaining operational efficiencies to enhance our
customers' experience

« Evaluating and integrating changing customer
behaviors into our customer buyer journey, online and
instore

In 2020, our Exclusive Brand collection made up 61.5%
of our total optical volume. Our Exclusive Brand
sunglasses accounted for 37.6% of our total sunglasses
volume, while our Exclusive Brand contact lenses made
up 46.8% of total contact lens volume.




Our business strategy

In 2020, we continued to develop and deploy our
strategic accelerators to achieve key medium-term
objectives for top-line growth and profitability. We made
very good progress on our agenda, despite COVID-19-
related disruptions to our business.

At the same time, we accelerated our omnichannel
strategy, which helped us better adapt to and fulfil our
customers' needs.

We are proud of the strategic key milestones we achieved
in 2020, including the acceleration of our omnichannel
journey. These were supported by our global product
catalog, a strong contact lens category performance, the
launch of an enhanced POS system and the evolution of
our first real Regional Fulfillment Hub in Porto that now
serves five countries in Northern and Southern Europe.
They were supported by the strong growth we saw in our
e-commerce business, as well as our optimized
operations to offer the best products at the 'right' time
and with a best-in-class customer experience. This has
helped turn our customers into loyal fans in markets
where we have a presence.

Our strategic priorities

Our strategic priorities allow us to compete locally with
global capabilities designed to enhance our customers'
benefits.

They enable us to enhance profitability through
operating leverage and efficiency initiatives, while driving

o) 02

Optimize our
existing store
network

Drive comparable
revenue growth

Strategic priorities

03

Accelerate growth
through our
digital capabilities

strong cash generation and resilient growth. Our
proposition differentiates us from competitors in the
eyecare market, thanks to our state-of-the-art retail
network, unique product catalog, digital capabilities and
global economies of scale.

We maintain our global leadership and enhance our
proposition to meet our customers’ needs. To do this, we
have based our strategy on five fundamental priorities.

1. Drive comparable revenue growth

We want to achieve comparable growth by providing
unique, high-quality and affordable eyecare solutions to
customers worldwide, as well as through e-commerce
sales. We put a strong focus on offering a best-in-class
customer value proposition, including our omnichannel
customer journey, attractive product assortment, and
pricing and expert customer service. Our strategy is to
position ourselves as the global eyecare leader and
continue to boost customer trust and loyalty.

2. Optimize the existing store network

We want to establish and retain destination shopping
status for our entire GrandVision store fleet. This is why
we have created a stronger platform for customer
engagement and comparable growth, and launched a
new contemporary store concept.

In addition, a main area of focus is to achieve a stronger
market position and add new stores to our network to
further increase the proximity to our customers.

05

Achieve leading
market position in
all markets where

we operate

04

Leverage global
economies of scale
and skill

Turn customers into loyal fans
and increase their lifetime value

Transform to lean operating
model

Strategic accelerators 2020 - 2023

Create leading digital value
proposition and boost digitally-
influenced business

Expand in high-potential
markets with proven operating
model and bolt-on acquisitions

Boost end-to-end Product Value
Chain and leverage economies
of scale

Increase eyecare expertise and
technology
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We also consistently evaluate GrandVision stores using a
set of parameters that range from location attractiveness
to financial performance, the 'store profit contribution.’
This globally-standardized KPI set is the basis for our
targeted store openings, relocations, refurbishments and
closure decisions.

3. Accelerate growth through our digital capabilities
We aim to become an omnichannel eyecare leader by
achieving more than 10% of our sales from e-commerce
by 2025. Our enhanced omnichannel tools include
advanced online appointment bookings, store locators,
mobile-first websites, an advanced Customer 360 CRM
and an omnichannel customer service desk platform.
These allow us to better connect with customers at
different points in their customer journeys, online and in
stores.

We also focus our attention on driving the growth of
digitally-influenced store sales. This ensures we have the
right online presence and services to engage consumers
in the digital world and attract them into our stores.

4. Leverage global economies of scale and skill
We optimize our operations to ensure the most efficient
worldwide optical retail operating model. To do this, we
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A rendering of the standardized store concept
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believe in the symbiosis of local market management
supported by strong, global economies of scale.

Throughout GrandVision's history, we have added many
new businesses and markets through acquisitions, which
has led to strong growth and an even larger international
footprint. All individual retail brands have strong
operational capabilities. However, in light of accelerated
industry consolidation and new strategic challenges from
digital and vertical mono-brand concepts, we have been
deploying increased global capabilities to create
necessary economies of scale.

The focus of our central activities is to install overarching
digital systems and knowledge, and to create and operate
a global end-to-end value chain. These include a
harmonized product catalog and procurement, as well as
globally  standardized processes and  systems
deployment.

5. Achieve lead position in all markets where we
operate

We want to accelerate profitable growth and outperform

our competition. To do this, we are consolidating our

positions in every market where we have a presence

worldwide.
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Our six strategic accelerators

Our people play a central part in our transformation journey. We invest in our omnichannel and end-to-end Product
Value Chain capabilities that are embedded in GrandVision's six strategic accelerators:

1. Turn customers into loyal fans and increase their lifetime value: Our goal is to provide unique, high-quality and
affordable eyecare solutions to customers worldwide. We leverage our best-in-class customer value proposition with
a strong focus on employee training, store and product renewal and incremental conversion through our
omnichannel platform. We also ensure flawless strategic enabler execution in stores, through digital channels or our
Customer Relationship Management (CRM) platform.

2. Create leading digital value proposition and boost digitally-influenced business: Our goal is to develop one central
omnichannel e-commerce platform that integrates our online channels seamlessly with physical stores' operations.
We will supplement this with our innovative online appointment booking system, Customer 360 CRM and a data-
driven marketing personalization platform, combined with e-fulfillment capabilities. We not only provide
sophisticated digital platforms for our retail brands, but also offer hands-on digital performance marketing (SEA,
SEOQ, display ads, paid social media), a digital content factory, conversion rate optimization, e-merchandizing and a
variety of related digital services and training for local retail brand teams to help them achieve best-in-
class omnichannel business results.

3. Boost end-to-end Product Value Chain and leverage economies of scale: Our goal is to operate the most efficient
optical retail global Product Value Chain. The transformation process ranges from consolidating suppliers and
manufacturing sites to creating globally standardized assortments, as well as establishing showroom models in
every store to create better data transparency and management processes worldwide. We increase margins,
improve buying conditions and develop effective international go-to-market processes. Our standardized IT
infrastructure helps to provide agility and efficiency. We also focus on installing global digital systems and
knowledge, creating and operating a global end-to-end value chain, including our Exclusive Brand products and
procurement, as well as deploying standardized processes and systems in all relevant areas.

4. Transform to lean operating model: Our goal is to further deploy the transformation of our operating model
throughout GrandVision, which is enabled by points two and three, mentioned above. To achieve this, we accelerate
the standardization and simplification of processes across GrandVision in all areas. We also deploy standardized IT
system support to reduce operating costs and eliminate process and procedure duplication and complexity.

5. Expand in high-potential markets with proven operating model and bolt-on acquisitions: We want to continue
growing organically through bolt-on acquisitions in markets that are proven to embrace our operating model. We
will also selectively consider new market growth.

6. Increase eyecare expertise and technology: We invest in technology such as remote optometry, advanced eye
health scans and online eye tests. We prioritize these services to reinforce our eyecare expertise in the industry
through our Eye Care Council, which will further enhance our reputation as a global eye health leader.
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How we create long-term value for our

stakeholders

Grow responsibly

At GrandVision, we take a holistic approach to Corporate
Responsibility and Sustainability (CSR) and understand
the value it brings to our company and stakeholders,
including investors, customers and employees. We
established an integrated CSR strategy under the
umbrella GrandVision Cares to support our ambition to
grow responsibly as an employer, an eyecare provider
and a caring corporate citizen.

GrandVision Cares' three pillars - People, Product Value
Chain and Presence - align with our business strategy
and contribute to our overall strategic agenda by
integrating Environmental, Social and Governance (ESG)
priorities into our strategic accelerators. The model
incorporates global and local initiatives and supports the
establishment of CSR as a shared mindset and
responsibility across the GrandVision group.

Our ultimate goal is to heighten awareness of our
businesses' power to bring positive change to people and
the planet by creating a balance between our business
activities and their societal and environmental impacts.
Each pillar includes a list of priorities that we will
continue to tackle in the coming years. These priorities
match our culture and beliefs as a company, and also
relate to a major societal agenda that includes topics like
gender equality, fairness and transparency in supply

GRANDVISION CARES

chains, climate change, charitable contributions to local
communities by increasing awareness and education
about eye health, as well as donating eyewear and
eyecare.

In 2020, our main focus was to onboard and align all
GrandVision retail brands with our CSR strategic outlook
and environmental, social and governance (ESG)
priorities, thus increasing our global contribution to
major societal issues.

Benchmark for continuous improvements

Each year, we externally benchmark and evaluate our
CSR strategy and ESG performance. This is an important
part of our efforts to continuously evolve and improve
our sustainable growth.

Sustainalytics, the leading independent global provider
of ESG and corporate governance research and ratings,
has rated our overall related strategy and performance
and defined GrandVision as low risk to experience
material financial impacts from ESG factors. This can be
credited to our low exposure and strong management of
related material issues. We are positioned as an overall
ESG leader in our industry and sub-industry, and rank
very high as number 331 of 13,026 companies in the
participating global network.

Integrating Environmental, Social, and Governance (ESG)

priorities into our strategic accelerators

Our People

oI
£)

=7

Our Product
Value Chain

NERVERS

Our Presence

OUR ESG PRIORITIES

@ Foster a culture of inclusion and improve
diversity in senior management

@ Protect human rights in our supply chain

@ Give access to high-quality, affordable
and/or free eyecare

@ Reduce environmental impact from

@ Improve employee engagement and
well-being

production, manufacturing and logistics

@ Reduce environmental impact of stores

@ Launch DbyD as our first sustainable brand

@ Attract, retain and develop talent


http://www.sustainalytics.com/

Our strong ESG performance has also been beneficial for
GrandVision's financial position, as it facilitated our
sustainability linked credit facility, which brought us
financial savings. Our Sustainalytics score is tied to our
Sustainability Linked Loan. This is a financing feature
used to incentivize borrowers’ commitments to
sustainability and support environmentally and socially
sustainable economic activity and growth.

Additionally, our environmental performance and
response to climate change-related issues are evaluated
by the Carbon Disclosure Project (CDP). It is a not-for-
profit organization that runs the global disclosure system
for investors, companies, cities, states and regions to
manage their environmental impacts. CDP organizes an
annual benchmark for companies, governments and
cities and more, based on their environmental
performance and reporting. In 2020, there were more
than 9,500 participants.

Our current CDP score is 'B' on a scale of 'A' to 'F,' which
places us in the 'Management' rating. Our high rating
highlights that GrandVision is recognized for taking
coordinated action on climate issues. Our 'B' score is
higher than the 'Europe regional' and the 'Discretionary’
retail sector, which both averaged a 'C' rating.

GrandVision is also featured in the FTSE4Good Index
Series, which measures the performance of companies
that demonstrate strong ESG practices. Transparent
management and clearly-defined criteria make
FTSE4Good indexes suitable tools that are used by a
wide variety of market participants to create or assess
sustainable investment products.

Align our impact with UN Sustainable
Development Goals

Building a sustainable future is a common goal that
needs to be embraced by individuals, governments and
corporations alike to be successful. As an industry leader,

at GrandVision, our role and responsibilities are to
contribute and adopt a common language and ESG
metrics to actively participate in the discussion, compare
progress and define important shared goals.

This also means we align our strategies and vision with
the UN Sustainable Development Goals (SDGs) and
targets. We analyzed all 17 SDGs and relevant 169 sub-
targets and KPIs that relate to our business model and
core activities. These include strategic sourcing and
procurement, manufacturing and global retail
operations.

In accordance with our long-term value creation
ambitions and our core optical retail activities, we
identified the greatest potential to make a positive
impact through UN goals SDG 3 (good health and well-
being); and SDG 8 (decent work and economic growth).
As a retailer and a manufacturer, we recognize the
greatest potential for mitigating negative impact at scale
in SDG 7 (clean and affordable energy); and SDG 12
(responsible consumption and production).

Additionally in 2021, we will enhance our contribution to
SDG 5 (achieve gender equality and empower all women
and girls) and SDG 10 (reduce inequalities). You can read
more about these goals in section 1.3 'Our inclusive,
diverse and ethical work environment' in this report.

The UN SDGs table and details in this section explain
how we contribute to each of the four SDG goals. You can
also find a connectivity table in our Transparency
Appendix that links these goals to our business, and CSR
integration targets and KPls. We highlight our
sustainability performance and progress to promote
transparency for internal and external stakeholders.

G00D HEALTH
AND WELL-BEING

DECENT WORK AND
ECONOMIC GROWTH
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SDG 3: Ensure healthy lives and promote well-being for all ages (sub-targets 3.8, 3C and 3.6)

We directly improve access to high-quality and affordable eyecare by operating a physical optical store network of 7,200+ stores, supported by a strong
omnichannel and e-commerce presence, and 39K+ employees, including highly-qualified eyecare specialists. In addition, our apprenticeship programs
attract and train young eyecare professionals worldwide such as in developing countries. And we also raise awareness for good vision on the road
through driver safety programs and donate free eyecare and eyewear to those who cannot afford it.

SDG 8: Promote sustained, inclusive and sustainable economic growth, full and productive employment and
decent work for all (sub-targets 8.2, 8.6 and 8.8)

Following our People & Culture strategy, we create high-quality, permanent and fairly-paid employment opportunities within GrandVision and
throughout our supply chain, which contribute to the sustainable growth of local economies and labor markets. Read section 1.3 'Our inclusive, diverse
and ethical work environment' for more information. We strongly support our diverse workforce and believe in equal opportunities for all. This includes
all people-related operations and is supported by our Anti-Discrimination and Equality, Human Rights and Diversity Policies for our Supervisory and
Management Boards.

We reduce potential negative effects by integrating international anti-corruption, social and environmental business standards into our own, as well as
our suppliers’ purchasing processes, which is reflected in our GrandVision Code of Conduct.

We also pursue a transparent and responsible tax strategy and pay all applicable taxes, which contributes to the economic growth of the countries in

which we operate.

SDG 7: Provide access to affordable, reliable, sustainable and modern energy for all (sub-targets 7.2 and 7.3)

As a retailer with a global footprint, we consume energy on a large scale. This is why we aim to reduce our energy consumption and set targets to

improve our operational energy efficiency.

SDG 12: Ensure sustainable consumption and production patterns (sub-target 12.5)

As an optical product manufacturer, we strive to reduce the carbon footprint of our manufacturing and transportation processes, as well as our
manufacturing sites and store network. In addition, we reduce waste streams by making more efficient use of energy, packaging and materials and
better manage products' 'end-of-life,' through recycling and second life programs, for example.

Create value

At GrandVision, we make a positive impact on our
customers' health and the well-being of our employees
and local communities by delivering high-quality,
affordable and free eyecare. We also prioritize the need
to mitigate negative environmental impacts we create.

We also contribute to the communities where we are
present through our tax payments. GrandVision’s total
tax contributions, including corporate income tax and
taxes that are paid or borne on behalf of customers and
employees such as VAT and wage-taxes, exceeded about

EUR 627 million in 2020. We believe it is important to be
open about taxes and that our stakeholders understand
how, where and why taxes are paid.

Our Value Creation Model illustrates how our integrated
CSR strategy complements our business model and
strategy and results in long-term societal value creation.
The model also highlights the resources we use to create
short-term outcomes and how we contribute to long-term
impacts on the environment and society, and our link to
the UN SDGs. You can find more information about this
in our connectivity table in the 'Materiality and
stakeholder communication' section of this report.



How we create long term value
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High-quality, permanent

and fairly-paid employment
opportunities for our diverse,
skilled workforce, offering best-
in-class eyecare service globally.

Our
People

Our
4/ Presence

OO Our Product @
Value Chain '
Well-maintained balance between
social and environmental

performance and operational
excellence.

Improved the quality of life of a
growing number of people around
the world through our eyecare
platform and services, as well as
charitable activities.

% Our Business
Performance
Enhancing value for shareholders
by establishing ourselves as a
leading global optical retailer,
with strong and healthy financial

positioning and further growth
ambitions.

OUR OUTCOMES

Sustainable employment
opportunities and well-
being
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Shareholder value
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OUR LONG-TERM IMPACT ON SOCIETY

We contribute to
improved safety and
quality of life, as well
as socio-economic
developments.

GOOD HEALTH
AND WELL-BEING
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We have the ambition
to reduce our energy

We help to alleviate
poverty, as well as
empower personal
growth and professional
development.

DECENT WORK AND
ECONOMIC GROWTH
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targets to improve our op-
erational energy efficiency.

We help to sustain a
healthier environment
for future generations.
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IN FOCUS

GrandVision’s Eye Care Council
reinforces our industry leadership



As a global leader in optical retail, GrandVision aims to
provide the best eyecare services for our customers so we
can convert them into loyal fans. In order to position
GrandVision and our retail brands as eyecare experts, we
established the GrandVision Eye Care Council (GVEC) in
2019. This cross-functional network brings an array of
eyecare-related expertise from across the business, ensures
we secure a broad scope of information and takes a diverse
approach to leading in a global eyecare agenda. The GVEC
also serves as a scout for innovation and a first point of
contact for relevant eyecare-related external parties.

The GVEC works with the following six strategic pillars:

» People: Establish GrandVision as the preferred employer
in the optical retail market.

« Communication: Empower our retail brands to become
local leaders in eyecare communication.

» Products: Provide innovative and customer-relevant
product offers.

» Technology and innovation: Explore and be on the
forefront of eyecare developments.

» External relations: Expand our presence and visibility in
relevant eyecare markets.

» Eyecare services and development: Ensure quality
service and continuous improvements in collaboration
with suppliers.

Building on the widely-recognized Euromonitor consumer
megatrend survey, the GVEC has identified five consumer
megatrends that we believe will influence how our
customers think and act in the years to come. Next to the six
strategic pillars above, these megatrends closely guide our
Council’s work. The identified consumer megatrends are to:

1. Save time: Seek convenience that enhances the customer
experience.

2. Save money: Smart customer behavior is on the rise.
Save where you can and spend more money where you
prioritize it.

3. Save me: Customers are increasingly aware of their own
health.

4. Save the planet: Sustainability is a key focus area and will
impact future consumer behavior even more.

5. Let me be me: Personalization and individualization are
on the rise.

Exploring pilots and projects

In 2020, the GVEC supported several innovative pilots and
projects. In the U.S., we established teleoptometry as a
service in 13 stores, and this has also been piloted in our
Polish and Swedish stores. We are exploring artificial
intelligence opportunities related to fundus imagery in
Poland and Spain, and we have introduced an online eye
test pilot through our Finnish and Polish retail brands’ e-
commerce platforms.

We believe that both consumer demand, as described in the
five megatrends we shared above, as well as technological
developments and innovation will drive the need for change
in the eyecare field in the future. The GVEC plays an
instrumental role in prioritizing and creating momentum for
this to happen.

Serving as a knowledge resource

The GVEC has established a centralized repository of
eyecare-related information and content for all our retail
brands to use. This includes a variety of content formats like
text, original photography and videos for all of our
communication channels.

To keep its eyecare expertise sharp, the GVEC meets
regularly to share the latest eyecare updates and news, and
also to share updates on pilots and projects. Best practice
initiatives are shared globally through the GrandVision-wide
eyecare community, either in regular global webinars or on
the global community platform. These include eyecare-
related topics like diagnosing eye conditions and eye
condition management, new eyecare technology and
successful retail brand campaigns.

One of our success stories comes from Vision Express
Poland. The retail brand conducted research that revealed
50% of Polish children have never had an eye examination,
and 79% of parents claim that vision problems are rarely
diagnosed at schools. Due to these significant numbers,
Vision Express decided to launch a specific children's
program, which comprises all elements of the customer
journey for young customers. This includes eye tests,
product assortments and even related commercial policies.
The new approach was so successful that it helped position
Vision Express to become an outstanding optical retailer of
choice for parents to select the best eye correction solutions
for their children.
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Our progress in 2020



Due to the nature and size of our business, we play an important role in the

lives of our employees, suppliers and customers, as well as in the economies

and communities where we have a presence. In this section, you can read

about the results we have achieved as a global employer, our efforts to

establish an efficient, fair and transparent Product Value Chain, our

contributions to customers and local economies and also our financial

performance.

1. Our people

Our people are the heart of our company. We employ
more than 39,000 people from all over the world who are
experts in their fields, whether providing instore service
or working behind the scenes to ensure customer
experiences and products always meet our award-
winning standards. They also ensure GrandVision
delivers best-in-class eyecare services to our customers,
and we recognize the responsibility we carry towards
their career growth, satisfaction and well-being.

Our People & Culture (P&C) team focuses on three main
objectives to attract and retain top talent:

+ Align our organization and employee skill sets with
our strategic roadmap

« Attract, develop and nurture top talent in eyecare and
customer service

« Be a responsible, equal-opportunity employer and
provide a great place to work

To achieve these goals, we focus on talent management
and succession planning, organizational effectiveness,
employee retention and creating a high-performance,
engaging and inclusive company culture.

1.1. Creating and managing a global
workforce

As a global employer, we contribute to the sustainable
growth of local economies and labor markets by
developing high-quality, permanent and fairly-paid
employment opportunities in our organization and
supply chain. In the last few years, we accelerated our
digital transformation with digital talent roles in e-
commerce and marketing, employed both globally and
locally. In addition, we continue to aspire to be the
preferred employer of eyecare specialists by offering
attractive, locally-relevant employee benefits.
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FTE count by segment (year-end)

Company segment 2020 2019 2018 2017 2016
G4 14,591 14,696 14,359 13,996 12,625
Other Europe 10,279 10,372 9,317 9,120 7,942
Americas & Asia 8,283 8,803 8,476 8,453 8,009
Other & Corporate 389 272 248 233 189
Total 33,542 34,143 32,400 31,802 28,765
Headcount by segment (year-end)

Company segment 2020 2019 2018 2017 2016
G4 17,958 17,677 17,560 17,117 14,319
Other Europe 12,533 12,826 11,180 10,382 9,550
Americas & Asia 8,409 9,184 8,490 8,734 7,056
Other & Corporate 412 294 227 285 188
Total 39,312 39,981 37,457 36,518 31,113

Despite our desire to continue expanding our
international presence, the average number of full-time
equivalent employees (FTEs) decreased by about 2%
compared to 2019. Our FTEs accounted for 33,542
employees in 2020, which is about 85% of our workforce.
In total, we employ more than 39,000 people, of which
about 80% are in Europe (G4 and Other Europe
segments).

In our G4 segment, we increased our headcount
compared to 2019 in order to implement new safety
protocols in our retail brands. In Other Europe, the
reduction in headcount was due to natural staff attrition.
In Americas & Asia, the reduction in headcount was due
to our decision to exit China, closing operations towards
the end of 2019.

Our reported employee base grew in the Other &
Corporate segment compared to 2019 as a result of a
headcount reallocation of our Porto RFH employees from
the Other Europe segment in 2020. Of all our total
headcount of employees, approximately 90% have
permanent contracts, while approximately 10% have
temporary contracts.

During 2020, we strove to minimize the impact of
COVID-19 on our workforce. Our priority was to create
safe working conditions for our employees and
customers in stores. We also increased our local and
global communications to ensure employees were well-
informed and highly engaged.

1.2. How we attract, develop and retain
talent

GrandVision is a purpose-driven company and our aim is
to continue delivering superior quality and affordable
eyecare services to more consumers around the world.
Our people are inspired to share this same purpose. In
turn, this enables us to attract, develop and retain
employee talent, enhance career growth and offer
employees opportunities to gain global leadership

experience in eyecare and customer service. This is why
our P&C team established several key initiatives to
support these needs.

Attracting and recruiting talent

We attract people who share a passion for eyecare, and
then help them grow and develop their expertise and
careers. There is strong competition for this type of
specialized talent, as the demand for trained opticians
around the world is high. However, there is an ongoing
decrease in the number of professionals moving into this
field.

To counter this trend and establish a pipeline of talented
opticians, we have been working with universities and
other higher education institutions worldwide to train
and develop future eyecare experts. These partnerships
help us recruit top talent and contribute to the UN's
global agenda to increase access to healthcare. And it
aligns with the UN SDG 3 to promote good health and
well-being.

As of 2020, more than 20 of our retail brands, or about
70%, partner with universities and vocational programs
to prepare students to become some of the field's leading
professional eyecare providers. Programs range from 15
days to three-and-a-half years and provide students with
instore work experience, soft skills and technical training.
These practical experience programs also lead to
permanent job opportunities.

We strongly believe that young talent is the future of
optical retail and our training programs were recognized
in 2020 with the following industry acknowledgements:

« U.K.Vision Express was ranked in the top six programs
for all large employers in The Commonwealth.

« Germany's Apollo Optik was awarded 'Best Apprentice
Training Company' by CAPITAL for its training and
apprenticeship programs.

When we recruit talent at the retail and corporate levels,
we prioritize internal promotion to fill open roles before



sharing them externally. In 2020, GrandVision launched
an internal job board to increase development
opportunities for our employees. This way, internal
candidates enjoy earlier access to GrandVision job
openings and can establish direct dialog about open
roles with the P&C team and the hiring managers.

Professional training and growth opportunities

We offer equal access training opportunities for all
GrandVision employees through GV Academy, our global
community of expertise for continuous learning and
development. It features a blended learning approach,
such as e-learning, classroom lessons and on-the-job
training. And our integrated Learning Management
System facilitates sharing best practices and adapts
content to meet local needs and circumstances.

GV Academy programs cover three topics:

1. Enabling our strategy, e.g. sales and marketing

2. Local business needs, e.g. new product launches in
specific markets

3. Global business needs, e.g. leadership development
and EU MDR compliance

The training content is localized to specific requirements
and targets all commercial and retail employees and
includes: retail training, optical, sunglasses and contact
lens expertise, our customer journey and store
management. Each topic has specific KPIs and targets
and our global P&C team is responsible for following up
on each of them.

In 2020, we refreshed our GV Academy training platform
to improve training structure, increase digital support for
users and further share best practices. We also
implemented our global-local operating model, which
established standardized processes and procedures for
trainings held across retail brands at local levels. The
model's framework is part of the ISO 13485-GrandVision
certification and is globally recognized and approved.

And in 2020, GV Academy also launched several new
digital modules in our extensive learning curriculum that

Total and average training hours (estimated)

cover topics like store and people management, sales
and customer service techniques, optical health and
eyecare and our products. These sessions can be
adapted in three ways to meet specific training needs:

1. Sharing fundamentals
2. Converting theory to practice
3. Continuing education for a deeper dive into a topic

In 2019, we launched the GV Academy mobile app to
ensure that the right knowledge is at the fingertips of our
instore employees. In 2020, we continued roll-out of the
app to the U.S., Argentina, Colombia, Peru, Brazil, Spain,
Chile, Uruguay, Russia, Greece, Cyprus, Italy, Switzerland,
Sweden, Portugal and the U.K. In 2021, we will migrate
the GV Mobile Academy app to our retail brands in 13
additional countries.

In 2021, GV Academy will also further increase
cooperation with suppliers to better support our stores.
We will focus on global and local training harmonization,
and implement measures to better understand the
training impact on our business results.

Consistent training for exceptional professionalism
Our global store employee training program ensures
excellent customer service at our stores around the world
by fostering a high standard of professionalism. It is
segmented in three levels: Bronze, Silver and Gold.

Within six months of joining GrandVision, 100% of our
store employees pass the mandatory Bronze level
program. Employees can continue to develop their skills
and professional ambitions, based on specific business
needs by taking Silver and Gold level training.

Our store employee training program also focuses on our
omnichannel customer journey. We are also developing
our digital capabilities to improve the customer
experience and to implement our strategy.

Total training hours

Average training hours/FTE

2020 2019 2018 2017
766,611 590,024 546,000 507,200
23.0 17.3 16.9 15.9

The total training hours dedicated to our employees and
their specific functions reflect our strategic, local and
global business needs. In 2020, our employees took more
than 766,000 hours of training, an increase of nearly 30%
compared to 2019. The significant increase in average
training hours per FTE can be attributed to the important
role that training played in our response to COVID-19, the
appetite of employees to acquire new skills while
working remotely, and the launch of large number of
global training modules to support the further roll out of
our strategy. We also introduced live webinars, which
were attended by approximately 2,000 employees.

Additionally, the role of training was critical in our
COVID-19 response. We rapidly developed training
materials for store employees about our safety protocols
and new ways of working to ensure their own safety, as
well as our customers' safety.

We also needed to quickly move our office-based
employees into a 'work-from-home' mode. Training was
necessary to ensure leaders could successfully manage
their teams remotely and that employees could
collaborate using digital tools and technology.
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On a global level, we provided an average of 23.0 training
hours per FTE. Store managers and their employees
generally received more training hours than non-store
employees due to their daily contact with customers.

Talent development with functional and geographical
global mobility

At GrandVision, our internal mobility practices and global
mobility policies support the development of our talent
pool and enable global careers. They encourage the
exchange of best practices among operating units,
enhance GrandVision’s culture and prepare our future
eyecare industry leaders for success.

GrandVision continues to benchmark our mobility policy
against international best practices, which consist of
three employment types:

1. Long-term assignments: last from three to five years,
ideal for career development, green field operations or
to backfill key positions.

2. Short-term assignments: last three to 12 months and
are project-based.

3. Transfer assignments: roles for talent who transfer
permanently from one country to another.

In 2020, COVID-19 impacted global mobility programs
across all industries, as there was an unprecedented
restriction of movement worldwide. Despite this, we
continued our focus on our international talent mobility
strategy, which resulted in several international transfers.

Encouraging talent with our Leadership Lens Profile
GrandVision leaders share several attributes. They put
the customer at the heart of all of their decisions. They
create a shared direction which energizes our people and
brings out the best in them. They are entrepreneurs at
heart with a focus on delivering excellence in execution
and results today, while preparing our organization for
tomorrow. They lead with integrity and self-awareness,
championing diversity in our workforce and an inclusive
workplace.

These attributes in the GrandVision Leadership Lens
Profile are embedded in our recruitment and selection
process and in our talent management processes. They
are also at the heart of our suite of leadership
development tools, which create more self-awareness
and cultivate these attributes in our leadership teams.

Further strengthening talent management at
GrandVision

GrandVision's talent management program has created a
culture of dialog and development with our employees.
This helps us match our company’s current and future
capability requirements with employees’ individual
aspirations. Our program is a bottom-up process with
regular talent reviews for every level of professional
experience. It includes team discussions, succession

planning, goal-setting and formal performance feedback
sessions.

During a challenging 2020, our employees' safety and
engagement remained our top priorities. We focused on
our people by strengthening succession planning,
internal recruitment and desired leadership culture. We
also focused on embedding our GrandVision Leadership
Lens Profile in all P&C practices, continuous
performance feedback and talent development.

In 2020, GrandVision strengthened the quality of our
talent pipeline by focusing on our succession planning
and retention management. This included a stronger
focus on gender, age, nationality, diversity as well as the
mobility of our top talent. And we introduced a global
performance appraisal and a mid-year development
discussion for managerial levels of our organization.

In 2021, we will continue to strengthen our talent and
leadership development efforts to:

« Enhance gender diversity balance in senior leadership
positions by implementing a global recruitment
process for senior leadership roles, which ensures
both a diverse slate of interviewers on the selection
panel and short list of candidates for roles

+ Investin a global leadership development program

« Embed the GrandVision Leadership Lens profile in our
organization

« Strengthen our high performance culture

1.3. Our inclusive, diverse and ethical
work environment

As a responsible global employer and a supporter of UN
SDGs 3 and 8, GrandVision is active in a variety of
communities. And we strongly believe in equal
opportunity, an inclusive workplace and diversity among
our employees.

Our inclusion and diversity principles are reflected in our
Anti-discrimination and Equality Policy, which you can
find at GrandVision.com. By fostering a culture of respect
and openness, we aim to create and maintain a safe
environment for employees to communicate openly and
respect each others' perspectives while preserving a
flexible work-life balance. We strive to make our
workplaces free of discrimination, harassment and
victimization on the basis of (among others):

« Gender, sexual orientation, gender reassignment
« Marital or civil partnership status

« Race, color, nationality, ethnic or national origin
« Hours of work

« Religious or paolitical beliefs

+ Disability

« Age

These principles are overseen by our global Vice
President of Human Resources and are key for all of our
people-related operations such as recruitment, talent


https://www.grandvision.com/files/4/9/2/1/GrandVision%20NV%20Anti-discrimination%20and%20equality%20policy.pdf

management, compensation, training and development,
and employee retention.

Our Global Human Rights Policy

We are committed to business practices that do not
infringe on human rights. They align with international
standards of responsible business conduct. These
include the Universal Declaration of Human Rights, and
the International Labor Organization’s Declaration on the
Fundamental Principles and Rights at Work.

Our Global Human Rights Policy sets standards,
expectations and commitments for our responsibility to
respect human rights across our operations, and to not
knowingly contribute to human rights violations by other
parties.

You can find our Global Human Rights Policy at
GrandVision.com.

How we foster, cultivate and preserve our diverse and
inclusive culture

Diversity is an integral part of how we do business and is
crucial to our commercial success. Our employee

diversity is a reflection of our global presence and diverse
customer base. That's why we are committed to:

« Afair recruitment process based on objective criteria

« A remuneration system based on specific position
requirements and skills

« Equal access to professional training and skill
development opportunities

« Improved work/life balance through flexible work
schedules

« Enhanced gender balance in our Supervisory and
Management Boards

We also support the rights of all our employees to form
and join trade unions and other organizations of their
choice, as well as bargain collectively to support their
mutual interests. Currently, 44% of our employees
(headcount) are covered by local collective bargaining
agreements.
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Advancing gender diversity and female leadership at
GrandVision

GrandVision has continued working on gender diversity.
In 2020, approximately 61% of all store managers were
female. In 2021, GrandVision will continue to prioritize

Gender diversity (total and per segment, FTEs) (year-end)

gender diversity and female leadership in senior
management positions by ensuring fair access to
leadership roles through our P&C processes and
practices, as well as through our talent development and
succession planning efforts.

2020 (% of total)

Male Female Male
G4 33% 67% 32%
Other Europe 24% 76% 24%
Americas & Asia 38% 62% 41%
Total 32% 68% 32%

2019 (% of total)

2018 (% of total) 2017 (% of total)

Female Male Female Male Female
68% 32% 68% 30% 70%
76% 23% 77% 23% 77%
59% 38% 62% 42% 58%
68% 31% 69% 31% 69%

As the trend in the above table shows, for the past four
years, our ratio of female employees is higher than their
male counterparts. In 2020, 68% of all GrandVision full-
time employees were female. And the percentage of
female employees across our segments ranged from
62% to 76%, with the highest number seen in Other
Europe. In the Americas & Asia, it was more balanced
and women represented 62% of the workforce.

In 2020, we looked further into gender representation in
different functions and levels across the entire
organization. We also saw a significant presence of
female employees in our stores; they made up about
73% of total store employees and 61% of store
managers. However, in Sales & Operations senior
management roles, the picture changes, with women
only representing 38% of employees at this level.

In corporate offices we have a balanced male/female
representation with about 50% each on an extended
senior leadership level (Management Teams and direct
reports). Yet, at the Management Team level, the male/
female ratio is more imbalanced, with only 13% female
representatives.

In 2020, we fell behind on our targeted recruitment
campaign progress. However, in 2021 we will continue to
prioritize gender diversity and the increase of female
leaders in senior management positions across
GrandVision. We will ensure fair access to leadership
roles by enhancing our P&C processes and practices and
through our talent development and succession planning
efforts.

Additionally, we also participated in the 2020-2021 SDG
Challenge, a program that pairs Dutch universities with
Netherlands-based companies to solve a business
problem related to the UN SDGs. We teamed up with a
group of students from Rotterdam School of
Management-Erasmus University that helped us gain a
fresh perspective of why there are fewer women moving
up the ranks at higher sales and operations management

levels and how we can change this for the better. By
doing this, we also aim to advance our contribution to
SDG 5 (achieve gender equality and empower all women
and girls) and SDG 10 (reduce inequalities). Their initial
findings to be implemented include forming our Diversity
and Inclusion Council, a company-wide campaign to
instill diversity and inclusion as a core value across
GrandVision, and creating an internal network for female
leaders to inspire others and share their experiences.

Supervisory and Management Board Diversity

We recognize the importance of diversity within the
Supervisory and Management Boards and believe our
business activities benefit from a wide variety of skills
and perspectives. Diverse Supervisory Board and
Management Boards contribute to a well-balanced
decision-making process and their proper functioning.
You can learn more about our Diversity Policy for the
Supervisory and Management Boards on
GrandVision.com.

At the Board level, gender diversity is a statutory objective
for a balanced governance with a minimum of 30%
female representatives. Although this objective has not
currently been met by GrandVision, we made the first
step by appointing a female Supervisory Board member
in 2019.

In the long term, the Supervisory Board will ensure its
composition and that of the Management Board to
represent a fair and balanced makeup of our employee
and customer base.

Pending the completion of the transaction between
EssilorLuxottica and HAL regarding the proposed
acquisition by EssilorLuxottica of HAL's 76.72% stake in
GrandVision, the composition of the newly-formed
Supervisory Board will be made up of six members, four
of which are female.
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Wages paid compared to capital expenditures (full-year)

Economic contribution (x €1000) 2020
Total capital expenditure investments 152,194
Total wages and salaries paid 967,851

2019 2018 2017 2016 2015
197,728 210,194 197,497 175,913 161,807
1,010,934 919,713 830,338 782,743 745,703

Fair wages for employees

By paying fair wages to all employees, we can improve
the livelihoods of our workforce and indirectly make a
positive impact on economic development. The
specialized level of qualifications for store and other
employees, and the high demand for qualified opticians
and vision experts in many markets, is reflected in the
level of contribution we pay. In 2020, we paid
approximately EUR one billion in wages and salaries to
our employees. This is a decrease of 4% compared to
2019, and can be accounted for by the decrease in
headcount and FTEs during 2020 through natural
attrition. It can also be attributed to the support drawn
from governments during the period that stores were
closed or partially closed in response to COVID-19
limitations. For more details, please refer to Note 7:
Government Grants.

Additionally, as an employer of a global workforce made
up of almost 70% females, GrandVision pays attention to
maintaining a transparent employee remuneration policy
and structure to avoid a gender pay gap. We prioritize
cultivating and preserving our diversity and inclusivity
and factors that may cause such a discrepancy.
GrandVision is committed to equal pay for equal work
and plans to objectively assess and address these where
needed.

1.4. Increasing employee satisfaction

At GrandVision, providing employee satisfaction is as
important to us as customer satisfaction. We measure
and improve these goals to contribute to higher
employee engagement and lower attrition rates.

A strong indicator of this is our employee Net Promoter
Score (eNPS), which our local businesses measure and
use to track employee satisfaction. In 2020, we saw an
overall increase in employee engagement across all of
our Operating Companies. Our frequent employee
surveys offered a critical initiative to understand
employee sentiment and needs during the COVID-19
pandemic.

To match and compare country employee engagement
and eNPS results, we applied a consistent employee
survey approach by aligning methodologies across all
countries. This approach helps us gain better insights
into employee engagement levels, employee
understanding of our strategic plans and objectives and
management effectiveness.

Some specific actions we took in 2020 as a result of our
employee surveys included to:

« Establish clearer and more frequent employee
communications, including launching a new employee
portal and social communication platform in the U.K.
and The Netherlands.

« Introduce training programs for new instore hygiene
protocols, remote leadership and handling instore
aggression.

+ Invest in employee well-being and social cohesion
through locally relevant initiatives such as
mindfulness training, yoga, stress management and
healthy work-life balance habits.
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IN FOCUS

The state-of-the-art retail platform
of GrandVision



Our diverse retail market portfolio spans from Chile to
Russia, and thanks to our highly consistent brand identity
and store concept, our customers can easily find our
products and services worldwide.

As a leading global optical retailer with more than 30 retail
brands and a presence in more than 40 countries, at
GrandVision, we draw on the strength of our store concept,
unique and Exclusive Brand products, global catalog and
showroom model to promote our expert eyecare to our
customers anytime.

Customer experience is our store concept's main focus
Our strong brand consistency is key to keeping our
customers satisfied. In 2020 we upgraded our standardized
store concept, which enhances the customer experience and
adds to our seamless, omnichannel-focused customer
journey, whether customers are shopping with us in retail
stores or online.

The optimized store layout is designed to keep customers as
the main focus of everything we do, from the moment they
step into a store. It also better leverages GrandVision’s
eyecare expertise and emphasizes the latest optical
technology to reinforce our position as the industry’s leading
eyecare expert.

Additionally, stores can adapt to local markets and cater to
specific customer needs and eyewear trends. We
successfully piloted our improved store concept in the
Dutch, U.K,, French, Swiss and German markets in 2020 and
have started a global concept roll outin 2021.

In Switzerland, we will remodel the more than 60 recently
acquired McOptic stores to the new concept by April 2021.

Leveraging the scale of our global catalog

We are replicating our simplified global product catalog as
we continue to launch our new and unique brands across
our store network. This updated product assortment
features premium eyeglasses, sunglasses, contact lenses
and accessories that are available exclusively on our e-
commerce platforms and in our retail stores. This simplified
strategy helps reduce inventory and offers a more
straightforward, differentiated product assortment to our
customers while we deliver on their expectations of price
and style.

GrandVision also carries Non-Exclusive Brand products and
has the scale to transform small independent brands into
familiar, household names. We regularly showcase
independent brands in our stores and highlight the
expansion of smaller labels. For example, in 2021 we will
launch Karun, an independently-owned, sustainable
eyewear brand from Chile to most of our European stores.

Our showroom model empowers employees to be
eyewear experts

In recent years, we transitioned many stores away from
fulfilling customer orders by edging and mounting frames to
focus primarily on eyecare, product selection and customer
service. We moved these services to our manufacturing sites
to transform our stores into showrooms where customers
could easily find the exact products they want, from
eyeglasses and sunglasses to contact lenses.

In 2020, we successfully launched the showroom model in
our retail brands in France, Finland, Denmark, Sweden,
Germany and the U.K. And in 2021, we will continue to
implement it in even more countries.

We decided to streamline our edging, mounting and other
manufacturing processes in our manufacturing sites, which
were previously done at the stores. This contributes to our
goal of transforming to a lean operating model. It allows us
to carry less inventory in our stores, centralize our stock at
our manufacturing sites, and ensure final fittings are done
efficiently, consistently and in a highly-controlled
environment.

Our showroom model also supports our customer journey
by empowering our team members to focus on customer
service more than ever. And our global manufacturing site
network helps us save on natural resources and reduce the
environmental impact of final fitting activities. This leverages
our omnichannel development journey and supports online
activities by fulfilling customer needs anytime and
anywhere.

Thanks to the consistent look and feel of our stores,
GrandVision’s refreshed product catalog and focus on
customer service, along with our global supply chain, we
ensure our customers can always find the products and
services they need.
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Our end-to-end Product Value Chain

Our seven-step Product Journey begins with a customer-focused concept and ends with a high-quality

finished product in our customers' hands.

N

1. Customer-centric product design

Our assortment of eyeglass frames, sunglasses, contact

lenses and eyecare products from our Exclusive Brands

and third-party suppliers reflect our customers’ needs
and expectations.

N\

2. Strategic sourcing and procurement

We produce our Exclusive Brand frames in and source our third-
party Non-Exclusive Brand frames from strictly-regulated supplier
factories. These suppliers align with our expectations to ensure the
quality and safety of our products, as well as the health and well-
being of their employees.
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4. Final production activities

We put finishing touches on millions of pairs of
eyeglasses at our strategically located, automated
manufacturing sites. Edging and mounting lenses in
frames take place here.

3. Transportation

We ship our products from our suppliers to our
manufacturing sites and ultimately to our stores. We
optimize our transportation options for delivery speed and
a reduction in our environmental impact to the best of our
abilities.

—

5. Purchase experience

Our finished products are delivered to the
more than 7,200 stores and featured on our
e-commerce platforms in our omnichannel
network spanning Europe, North America, South
America, the Middle East and Asia, where our
expert opticians ensure high-quality customer
service.

6. Customer use and care

We provide ongoing care and adjustments as
needed once customers wear our products.
We also regularly supply our customers with
relevant eyecare content and related advice,
thanks to the GrandVision Eye Care Council.

7. End-of-product lifecycle

We find ways to extend the lifecycle of
eyeglasses and sunglasses by donating new
and second-hand products to charitable
organizations. We also find opportunities
to create more purpose and less waste by
recycling used contact lenses and their
packaging with third-party partnership
recycling in our stores.



2. Our Product Value Chain

Our Product Value Chain is the backbone of our business
model and is overseen by our Chief Operations Officer. Its
operational spectrum ranges from global product
demand to global order fulfillment, combining the
upstream and downstream components of our value
chain. This integrated strategy enables efficient, fair and
transparent processes that include supplier collaboration
on product innovation and design, production and
assortment planning, centralizing processes in our
manufacturing  sites and  evaluating  product
transportation impact. Our Product Value Chain is also
aligned with our strategic objective to maintain a high-
level of operational excellence while reducing negative
social and environmental impact.

2.1. Product selection and development

Our updated product value proposition aims to make it
easy for customers to choose from a selection of our
affordable, high-quality and distinctive Exclusive Brand
products, in-house brands and well-known international
brands, which are known as third-party or Non-Exclusive
brands.

Our leaner Exclusive Brands portfolio and eyewear
performance

Our selection of Exclusive Brands features a range of
styles and price points for eyeglasses and sunglasses to
suit all tastes, ages and lifestyles. These premium
products are a main feature of our commercial strategy
that differentiates us from competitors in the
marketplace.

In 2020, we concluded a review of our Exclusive Brand
eyewear portfolio, consolidating 21 brands down to
seven. This review helped us better align with current
trends, meet consumers’ changing expectations and
optimize our supply chain by decreasing assortment
complexity. We repositioned each brand in a distinct way
with improved brand equity elements and now offer a
curated, desirable product assortment that we regularly
refresh.

The following eyewear and contact lens brands represent
our Exclusive Brand portfolio that we sell in our global
store network:

Eyewear Contact lens
DbyD Eyexpert
Fuzion iWear
Heritage

Miki Ninn

Seen

Sensaya

Unofficial

This portfolio review helped us further simplify our global
catalog of Exclusive Brand and Non-Exclusive brand
products that we continue to roll out across our global
store network. Customers can find these updated
products on our e-commerce platforms and in our retail
stores. This strategy harmonizes and optimizes our
superior product offerings to strengthen our value
proposition with faster replenishment cycles and more
reliable deliveries.

In addition to our Exclusive Brand eyewear portfolio
refinement, we review and improve our Exclusive Brand
and third-party collections several times a year to stay
updated and meet our customer needs.

The selection and design of our products is based on in-
depth consumer research. In 2020, Exclusive Brand
frames remained the majority of our optical volumes.
This supports our goal to clearly position our Exclusive
Brand products and showcase them with more exposure
in our stores and on our e-commerce sites.

Consistent global brand promotions across channels
We aligned our Exclusive Brand marketing campaigns in
2020 to ensure a globally consistent omnichannel buyer
experience. To do this, we created campaign assets and
marketing tools for the first four brands to be
reintroduced in 2021: Sensaya, Heritage, Unofficial and
DbyD. These omnichannel marketing campaigns and
tools are designed to establish these brands' identities,
promote the related product assortments and increase
customer brand awareness. These campaigns will be
rolled out in more than 20 countries by the second half of
2021. Combined, they will create a consistent brand
experiences for customers across all communication
channels, whether they connect with our brands in our
stores or online, through e-newsletters or traditional and
digital media campaigns.
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Our sustainable eyewear evolution

Our Exclusive Brand team creates increased value for
customers by developing more sustainable production
practices and sourcing eco-friendly materials.

As part of our integrated CSR strategy, we chose to
develop DbyD, one of our most popular Exclusive Brands
among customers, into our main eco-friendly in-house
brand. It also sets the foundation for further sustainable
initiatives in our Exclusive Brand portfolio.

As of January 2021, 64% of our optical collection and
100% of our DbyD sunglass collection are made of
sustainable materials. Our DbyD team developed related
initiatives, including:

« The launch of two DbyD product lines made from
recycled waste across 15 markets. They were created
in collaboration with Envision plastic and use ocean-
bound plastics.

« A partnership with Mazzucchelli to introduce optical
and sunglass collections made with a 100%
biodegradable and recyclable material. Products were
available across 20 GrandVision markets.

Our goal is to transform DbyD into a 100% sustainability-
driven brand by 2025.

Our contact lens brand performance

In 2020, our Exclusive Brand contact lens share in our in-
store business increased by 1%. This was mainly driven
by ongoing training of store employees and launching
new products under our iWear and Eyexpert brands.
These helped to provide our customers with lenses that
suited their needs and style preferences at affordable
prices.

Many customers are unaware of the significant benefits
that contact lenses can provide in their daily lives,
including freedom of movement when exercising and a
wider field of vision without eyeglass frames. This is why
we leveraged our stores as category entry points to
provide an improved first fit experience that supports
customer conversion and focuses on selling contact lens
subscriptions.

In 2020, we increased the number of contact lens
subscriptions, which helped customers fulfil their eyecare
needs, especially when their mobility was limited during
the COVID-19 pandemic. This gave us an opportunity to
attract new customers to our subscription model and
reinforce its convenience and benefits. And by year-end,
we held 750,000 subscriptions, a slight increase
compared to 2019.

We also used 2020 to expand the roll out of our contact
lens subscription model to more retail brands. It is now
live in 21 of our retail brands. Currently, the G4 and
Northern Europe segments are our most developed
markets that use this model. We also continued to launch
iWear-centric marketing campaigns that expanded

awareness of our contact lens category and generated
more appointments and higher conversion of contact
lens fitting appointments.

Our Exclusive Brand contact lens team has been
developing more sustainable choices for our customers.
Some of their achievements in 2020 include the launch
of our first contact lens recycling program in Denmark,
which you can learn about in the 'End-of-product-
lifecycles' section in this report. Additionally, they
partnered with our strategic suppliers to create iWear
Slim, a more sustainable product line. They use less
plastic and aluminum, and take up less volume. And the
iWear Slim box is made using recycled molds from our
contact lens production process. Customers in 10
GrandVision markets could purchase this product in
2020.

2.2, Strategic sourcing and product
procurement

One of our strategic priorities is to enhance our end-to-
end Product Value Chain, as well as to establish fair,
transparent and efficient relationships with our suppliers.
We also align our strategy with global social and
environmental goals, such as creating inclusive and
sustainable economic growth, decent work for all and
sustainable production patterns.

That's why we only work with suppliers that align with
our Supplier Code of Conduct and international
standards, including the Universal Declaration of Human
Rights, and the International Labor Organization’s
Declaration on the Fundamental Principles and Rights at
Work.

All suppliers receive and acknowledge a copy of our
Supplier Code of Conduct, and we verify their alignment
through regular third-party audits. Our employees who
are engaged in procurement take responsibility and
accountability for policy compliance.

Centralized suppliers for better business

Partnering with strategic suppliers enables us to centrally
manage procuring services and products while using
standardized GrandVision Supply Chain contracts,
including our Supplier Code of Conduct, which is
automatically included in new or renewed contracts. In
October 2020, we updated our Supplier Code of Conduct,
which will be included in new supplier agreements and
shared with current suppliers during contract renewals.
We partnered with 43 strategic suppliers, of which 30 are
from OECD countries and 13 from non-OECD countries.
In 2020, we concluded our non-OECD supplier
assessments and the reduction of our non-OECD country
suppliers from 19 to 13 was a result of this work.

For similar reasons mentioned above, the number of
GrandVision's local suppliers decreased by 10% in 2020.
With fewer partners to negotiate with, we can improve
conditions for conducting business and provide even
more affordable eyecare to the communities in which we



operate, as well as offer customized solutions to suit our
customers' needs.

In 2020, our spend was concentrated on strategic
suppliers, retaining a concentrated spend index of 95%.
We harmonized all local supplier contracts and replaced
them with standardized GrandVision Supply Chain
contracts, including our Supplier Code of Conduct. We
also concluded three new contracts using the
standardized contract.

During 2020, we faced one of the most challenging years
for our business due to the COVID-19 pandemic.
However, our long-lasting relationships with our
suppliers remained strong.

Safeguarding human rights and safe labor practices
The majority of our Exclusive Brand frames are produced
in non-OECD countries where potential labor conditions,
human rights and other risks are considered to be higher
than for suppliers from OECD countries. We expect our
suppliers to comply with the regulatory requirements of
the territories where our Exclusive Brand products are
sold. We control this through our supplier audit program,
which focuses on product quality, labor conditions and
human rights.

Supplier audit program
We use third-party audits and an SGS-certified supplier
audit rating system, the world’s leading inspection,

verification, testing and certification company, to ensure
responsible operations from our suppliers.

These SGS audits follow the SA8000 Standards of social
certification. SA8000 is based on human rights norms as
described in International Labor Organization
conventions, the UN Convention on the Rights of the
Child and the Universal Declaration of Human Rights.

Major brands and industry leaders rely on the SA8000's
rigorous approach to meet the highest level of social
compliance in their supply chains while maintaining
business interests. It measures several important areas to
maintain social accountability in workplaces:

+ Child labor

+ Forced labor

+ Health and safety

+ Acceptable living conditions

+ Free association and collective bargaining
+ Discrimination

« Disciplinary practices

« Waorking hours

» Compensation and minimum living wages

In addition, SGS audits assess the environmental
preparedness of our suppliers’ factories by assessing
their environmental management systems. They also
review suppliers' business integrity policies on topics of
bribery, corruption, etc.
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We engage in SGS audits for the following benefits:

« Proves our commitment to social accountability as we
treat employees ethically and comply with global
standards

« Improves supply chain management and performance

« Ensures our compliance with global standards and
reduces risk of negligence, public exposure or possible
litigation

« Supports our corporate vision as we build and
reinforce our employees,’ customers' and other
stakeholders' loyalty

+ Lets us demonstrate proper social accountability

Human rights due diligence

In 2020, we conducted a human rights due diligence
exercise to identify and reassess salient human rights
issues in our supply chain, particularly among our
strategic suppliers. We analyzed our current policies,
actions and commitments, and we planned further steps
and actions based on this outcome to tackle human
rights risks and opportunities.

The human rights due diligence exercise we conducted
consisted of two parts:

1. Risk assessment on tier one suppliers to identify the
possible risks, and grade and prioritize them by their
relative importance (most salient risks such as forced
labor, child labor, labor conditions, discrimination,
freedom of association, wage and remuneration, and
health and safety)

2. Gap analysis on the human rights risk management
approach to assess the risk management approach
GrandVision is taking to reduce the likelihood that
these hypothetical human rights problems,
particularly the most serious ones, will actually occur

The outcome of our due diligence exercise showed that
GrandVision has a sufficient approach when it comes to
the management of human rights risks. Based on these
findings, we will take steps to form a cross-departmental
human rights task force and strengthen our risk
management approach. We will also establish more
frequent supplier communication and introduce training
to cover human and labor rights and other potential
issues.

How we manage audit results
SGS applies a 'traffic light' color-coded scoring system to

Strategic supplier audits and 2020 results

track measures we need to undertake if suppliers are not
completely compliant with SA8000.

« Green: Supplier fulfils all requirements (no critical or
major negative findings) and will be audited again in
two years.

« Yellow: Supplier fulfils most standards (no critical
findings, and high scores in most sections), but must
improve in certain areas. In these cases, we proactively
work with our audit partner to investigate the root
cause. We also inform the supplier promptly so they
can quickly set up a correction plan, and we re-audit
these improvement areas in three months.

+ Red: Supplier does not fulfil most criteria (has critical
findings, and/or low scores in most sections), and will
be fully re-audited in three months.

In late 2020, we implemented a new round of initial Code
of Conduct audits with our 13 non-OECD Exclusive Brand
frames and sunglasses suppliers across 28 factories.

We performed audits in all 28 factories and they received
‘green’ results except for one factory that received a
'vellow' result. When the factory received yellow results,
we worked with our audit partner to investigate the root
cause, so the supplier could set up a correction plan and
undergo another audit.

The majority of non-OECD suppliers fulfilled all of our
Code of Conduct and Social Compliance standard
requirements.

Procurement and COVID-19

Our procurement team played an instrumental role in
keeping our customers and employees safe during the
COVID-19 pandemic. The team was a key contributor to
our COVID-19 Task Force, which you can learn more
about in our case study 'How we protect our customers,
employees and business during COVID-19." The team
ensured swift and accurate sourcing of necessary
personal protective gear for our employees and UV-C
disinfection devices to disinfect our products in stores.
This also contributed to our waste reduction efforts in
our stores and offices. Learn more about our UV-C boxes
and these efforts in our case study 'Joining forces for a
more sustainable future: The achievements of our global
CSR community.'

2015 2016 2017 2018 2019 2020 2025 target

Suppliers in non-OECD countries  Signed Code of Conduct or equivalent (% of total) ~ 12.5% 68.8% 100% 83% 100% 100% 100%

Audited (% of total)
Fulfils all requirements (green)

Fulfils most requirements (yellow)

Does not fulfil most requirements (red)

Suppliers in OECD countries

Signed Code of Conduct (% of total)

18.8% 93.8% 100% 91% 84% 100% 100%
0% 47% 94% 67% 81% 92% 100%
100% 53% 6% 29% 13% 8% 0%
0% 0% 0% 5% 6% 0% 0%
6% 23% 80% 83% 100% 100% 100%




2.3. Ensuring safe and high-quality
products

We offer our customers contemporary and functional
product designs, made with high-quality material and
safety features. Since eyeglass frames are medical
devices, we make sure they meet strict safety regulations
to fulfil all customer and market expectations. We
collaborate with cross-departmental representatives at
our local retail brands and manufacturing sites to assess
relevant quality requirements and related risks.

We perform product tests for ISO standards 12870
(eyeglasses) and 12312-1 (sunglasses) in internationally-
accredited laboratories. This is to confirm our eyewear
and eyecare products are safe and effective, as required
by applicable regulations. We also work closely with
subcontractors to resolve potential issues at the start of
the manufacturing process by performing in-house
quality checks on product prototypes. Then we perform
inspections on finished products to guarantee stringent
control and increase operational flexibility.

2020 accomplishments and future goals

Our biggest project in 2020 was establishing a Quality
Management System in accordance with ISO 13485,
required by the Medical Device Regulation (MDR). This
was implemented in all the countries where we operate.
The MDR defines quality and regulatory matters in the
medical device industry, and GrandVision is on track to
meet these objectives and compliance regulations.

In 2021, our Quality & Regulatory (QARA) team will
improve our quality and regulatory compliance, including
achieving 1SO 13485 certification, establishing updated
product quality requirements and improving compliance
processes.

Post-market surveillance

Our global complaint-handling system allows us to
collect, review and address our customers’ product-
related complaints and feedback. It is being enhanced to
help us sort necessary information and analyze all
customer complaints as well as all relevant feedback.
This way we can learn from the actual performance of
our eyewear and eyecare products on the market and
use this valuable information to improve our products
and processes. The global complaint-handling system is
available across GrandVision's entire netwaork.

We also established our new post-market quality control
department in 2020 to continue to build and expand
capabilities to ensure best-in-class QARA performance.

Quality assurance and COVID-19

During the COVID-19 pandemic, our main priority has
been to ensure the safety of GrandVision employees and
customers worldwide, while providing them with high
quality, affordable eyecare.

We sourced protective gear and enforced safety
measures and processes to ensure the highest level of
protection for everyone. The QARA team worked with the

Procurement team to ensure the protective equipment
GrandVision purchased for our employees and
customers met performance requirements to provide the
required level of protection.

We also developed specific safety protocols to make sure
stores could protect employees and customers as well as
our products. This was achieved by validating several
product disinfection methods to prevent quality defects
due to the stringent cleaning routines required in stores
to sterilize products.

2.4, Manufacturing and dedicated
production lines

Our efficient and safe Product Value Chain delivers
quality products to our customers with low lead times,
thanks to our 17 manufacturing sites, which are made up
of one Regional Fulfillment Hub (RFH) and 16
TechCenters.

These manufacturing centers are strategically located
across the countries where we are present and produce a
high-quality end product.

O
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Our RFH network strategy centralizes our manufacturing
activities and consolidates them across our global
network. This contributes to streamlined operations,
increased operational control, stronger support for online
and offline sales, a reduced carbon footprint and more
benefits.

Our strategy to further centralize our production volume
in our RFHs ensures our long-term value creation
objectives. We also support global social and
environmental goals by working at production sites that
are overseen for optimal worker safety and
environmental benefits.
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Our planned RFH network aims to:

» Reduce our CO, emissions per processed eyeglass
frame

+ Increase water and energy efficiency with highly-
sophisticated equipment

« Increase manufacturing precision and reduced
material scrap, which lowers waste volumes per frame

« Increase activity control by experienced staff

» Reduce occupied space significantly to save supply
and management resources

« Facilitate integrated e-fulfilment

« Support our instore showroom model

Our manufacturing sites produce more than 72% of the
total spectacles we sell. The volume we processed in
2020 decreased by nearly 15% to almost 11 million. This
decrease was the result of the adverse revenue impacts
of the global COVID-19 pandemic.

During the COVID-19 pandemic, manufacturing sites also
served as central platforms to deliver protective wear to
our stores.

Manufacturing sites support our omnichannel

customer journey and operational efficiencies

In 2020, we strengthened our manufacturing site
network to enable the highest service level and quality of
store fulfilment and customer orders. Our network
operates and maximizes efficiencies by streamlining the
edging, mounting and finishing processes for the
majority of spectacles purchased in GrandVision stores.

This manufacturing site network includes the Porto RFH,
which is a blueprint for all other RFHs that we will
transform in the upcoming years. We expect this
standardized and centralized network structure to yield
significant benefits. This includes im