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Please note that this Registration Document is an English non-binding translation for information purposes only. In case of any
discrepancies between the French and English version, the French version will prevail".

wremre This Registration Document was filed with the French financial markets
authority (Autorité des marches financiers — AMF) on April 29, 2019, in

Am F accordance with Article 212-13 of the AMF General Regulation. It may be
‘ used to endorse a financial transaction in conjunction with a prospectus

certified by the AMF. This document has been established by the Issuer and
is binding on its signatories. This version of the 2018 Registration Document
supersedes the previous version filed with the French financial markets
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concerns the income appropriation table presented in Section 4.7.3, page 203,
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Alexandre Bompard
Chairman and Chief Executive Officer

In 2018, we engaged in a process to thoroughly revise our in-store sales proposition, by redefining our assortments
to effectively meet consumers’ emerging needs. We expanded our offering of organic, fresh, locally sourced and
ownbrand products. To drive our commitment, we have launched the Act for Food programme, a global campaign
rolled out in each of our host countries to inform consumers about the concrete initiatives we are taking to support
the food transition. These issues are all vitally important to consumers, and Carrefour is now actively positioning
itself as the market-leading banner in each one.

We have deployed this offering in our omni-channel ecosystem, integrating physical and online stores into a
seamless, increasingly personal shopping experience that delivers benefits to all our customers. We have built a
single e-commerce website for each country, based on the carrefour.fr model. Signalling our new attractiveness,
Carrefour entered into strategic partnerships in 2018 with digital giants, such as Google and Tencent, in a
commitment to forging the retailing business of the future.

“In 2018, we embarked on a transformation project of unprecedented scale with
the goal of meeting our ambitious objective: to become the world leader in the
food transition for all. The momentum built up in all of our regions and the
results already achieved this year are making it possible for us to invest in
shaping a new sales proposition, in all our formats, both in stores and online,
in order to create an omni-channel universe of reference for our customers.”
Alexandre Bompard

Lastly, we undertook to transform our stores, taking the space-assortment-priceservice promise to a new level, brick
by brick, region by region. Centred around customers and their needs, this process aims to make the store a multi-
faceted environment: a place that highlights our expertise in food, in keeping with our ambition, with a broader range
of healthy products at affordable prices, particularly in the organic section; a place to explore non-food options, with
a sharpened focus on selective, relevant, high-quality lines, whether at proprietary or partner-operated stores; and
a place to find new services, providing the full spectrum of our e-commerce solutions.

Thanks to the active involvement of Carrefour’s teams, the initial outcomes in 2018 were robust and encouraging,
with most of our targets met or exceeded during the year. These results put us on track to tackle the next phase of
the Carrefour 2022 plan with confidence and strengthened ambition. The Group’s current model will enable us, by
2019, to meet our customers’ three demanding needs: affordable, reasonably controlled prices; healthy,
environmentally-friendly and responsibly produced food; and diversified omni-channel services

CARREFOUR | 2018 REGISTRATION DOCUMENT 2



1. STRATEGY OF THE CARREFOUR GROUP

1.1 The challenges facing a global leader in retail

The retail industry is currently feeling the effects of several deeply rooted and irreversible changes that have made transformations necessary right
across the value chain, from production and marketing to consumption. Initiated a year ago to help achieve its ambition to become the world leader
in the food transition for all by 2022, Carrefour’s transformation plan provides the necessary framework for anticipating and supporting these
fundamental changes, which relate to environmental, social and technological factors.

1.1.1 New eating behaviours

Consumers are better informed and more careful than ever before about what they eat and how it was produced. More connected, they are also
solicited by numerous operators and have access to a vast array of food choices. Their purchasing decisions are based on a multitude of
expectations, including: a desire for taste and authenticity; a commitment to better health, fair compensation for farmers and a reduction in food
waste; and concern for the environment and animal welfare. Their choices as consumers are driving major changes in food production and
distribution, from the emergence of new product ranges and the development of fair trade labels and brands to the ongoing boom in the organic
product segment, where global sales have tripled in just ten years®. According to a recent survey?, 64% of consumers worldwide follow a diet that
limits or prohibits consumption of certain foods or ingredients. In addition, 70% say that they make dietary choices to help prevent health issues®.
Consumers today are therefore looking for food options that are good for their health, for producers and for the planet. They also want better
guarantees in terms of food safety. According to a global survey published in October 2018, 90% of consumers want greater transparency around
the products they purchase®. Traceability and labelling clarity and accuracy are essential for building trust-based relationships.

1.1.2 Consumer behaviours transformed by digital technology

Using their smartphones, consumers can now check a product’s origin and nutritional information and compare product prices; order online and
have their purchases delivered, pick up their shopping at a Drive outlet, or buy directly from the producer; and share their experience with others,
communicating their satisfaction or dissatisfaction quickly and easily thanks to modern technology.

In addition to giving customers more control, digital technology has also spurred the emergence of new players. They include marketplace operators,
specialist online retailers and countless foodtech start-ups positioned both upstream and downstream.

Digital technology is also transforming the agricultural industry, by driving innovation in all aspects of farming operations — from central purchasing
platforms to smart sensors that optimise soil irrigation — and by enabling producers to establish direct relationships with stores and consumers.

Expanded and enhanced by digital technology, the customer path is less linear and more fragmented, and depends more heavily on consumers’
immediate desires and the options immediately available to satisfy them. An integrated physical and online presence within an omni-channel model,
as well as a responsive supply chain and shorter delivery times, have become key success factors for capturing consumers’ attention and loyalty.

1.1.3 An agricultural industry in need of an overhaul

By 2050, the global population is expected to reach 10 billion, versus 7.5 billion today and just 1 billion in 1800“. The intensive and industrial farming
methods associated with the need to feed an ever-increasing number of people now seem to have reached their limits. The additional yields they
can provide are limited or neutralised by their impact on the environment, and a growing number of dissatisfied consumers are turning to alternative
production methods. Even though their contribution to global production remains relatively limited, agroecology and organic farming are becoming
increasingly widespread. The surface area used for organic farming increased by 54% between 2011 and 2016, to represent 1.2% of the total surface
area used for agriculture worldwide®.

Faced with the dual challenge of keeping up with growing demand while meeting increasingly stringent environmental and social standards, the
agricultural industry needs to rethink its model and its practices. And as a global leader in food retail, Carrefour has a role to play in this transformation,
which is so vital to the future of the planet.

1.2 Carrefour’s ambition to become the world leader in the food
transition for all

Against this backdrop of deeply rooted changes, Carrefour launched a wide-reaching transformation plan in January 2018, clearly setting out its
ambition to become the world leader of the food transition for all.

Carrefour has numerous assets that will help it achieve this ambition: a brand that is well-known in many countries around the world; 105 million
customer households; a network of 12,111 stores in more than 30 countries and e-commerce sites that attract 1.3 million unique visitors every day;
local roots and contributions by each store to the day-to-day life and development of its host community; and 363,862 employees working in
300 different areas of expertise.

It also draws on 60 years of sales experience and on a pioneering culture that has constantly kept it at the forefront of the retail industry, from the
invention of hypermarkets in 1963 and retailer brands in 1976 to the creation of the Carrefour Quality Lines — which now bring together nearly
28,000 agricultural producers worldwide — in 1992, and its pioneering approach to organic products, which has made the Group France’s leading
organic grocer today.

Fully aware of the urgency and extent of the challenges to be faced, Carrefour launched Act for Food in September 2018, a global programme of
concrete initiatives for “better eating”. The corresponding commitments are adapted to meet the specific needs of each of the Group’s host countries
(see Section 2.4.1 for details). In France, Act for Food is based on 13 key actions:

1. ensure that fresh produce under the Carrefour Bio brand is 100% French organic;

2. ban 100 controversial substances from all Carrefour food products;

Source: "Le bio dans le monde”, L'Agence Bio, 2017.

Nielsen Global Ingredients and Dining Out Trends, an online survey conducted in 2016 among 30,000 consumers in 63 countries.
Food 360™ survey by Kantar TNS for SIAL 2018.

Source: UN, June 2017.

Source: L’Agence Bio.
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. reduce or completely end the use of chemical pesticides in plant product lines;

. end the use of antibiotics in Carrefour Quality Line livestock farming;

. guarantee a selection of fish sourced using responsible fishing methods and aquaculture;
end the use of GMOs in Carrefour products and in feeds used for livestock;

. double the number of products in the vegetarian range in 2019;

© N O O AW

. sell fruit and vegetables grown from farmers’ seeds to promote biodiversity;

9. deploy blockchain technology for traceability across all Carrefour Quality Lines;
10. help 500 farmers switch over to organic methods;

11. combat food waste;

12. end the sale of organic fruit and vegetables that are not in season;

13. reduce packaging.

To enhance and oversee the Act for Food commitments and help the Group transform its business model, Carrefour has set up a Food Advisory
Committee. The seven Committee members, all from outside the Group, are recognised experts in the areas of better eating, food citizenship, health
and nutrition, and sustainable agriculture:

e Lucie Basch, Founder of Too Good To Go;

e Myriam Bouré, Co-Founder of Open Food France;

¢ Emmanuel Faber, CEO of Danone;

e Jean Imbert, environmentally responsible chef;

e Frangois Mandin, Vendée-based farmer committed to methods that preserve soil;
e Caroline Robert, head of dermatology at the Gustave Roussy Cancer Centre;

e Maxime de Rostolan, founder of Fermes d’Avenir and Blue Bees.

By mobilising all of its partners and stakeholders in the food transition for all, the Group achieved its first promising results in 2018, demonstrating
its capacity to advance towards an ambition that benefits both consumers and citizens.

1.3 A year of transformation

The “Carrefour 2022” strategic plan is based on four objectives: deploy a simplified and open organisation; achieve productivity and competitiveness
gains; create an omni-channel universe of reference; and overhaul the offer to promote food quality.

AN OMNI-CHANNEL

Throughout 2018, Carrefour made significant progress in each of these four areas, for which measurable and regularly assessed targets have been
set.

1.3.1 Deploy a simplified and open organisation

To enhance efficiency and strengthen ties with its ecosystem, Carrefour is adopting a leaner organisation that is more agile, responsive and customer-
centric.

A streamlined organisation

The Group achieved a major milestone in its reorganisation process in 2018 by bringing its various headquarters teams together in the one location.
In France, teams that previously worked in 12 different buildings are now united on a single site in the Paris suburb of Massy-Palaiseau, at the
Group’s new global headquarters. A voluntary redundancy plan was also initiated and carried out in 2018, involving 2,400 employees in France,
1,000 in Belgium and 1,000 in Argentina.

To take better advantage of its size, the Group enhanced synergies among its headquarters, stores, warehouses and countries, and streamlined its
organisation and its management methods for a more customer-centric approach. As a result, the support functions now operate in closer proximity
to the stores and warehouses, in a horizontal and decompartmentalised organisation structure.

As promised, Carrefour also abandoned close to 500 non-priority projects — such as the Nolim project in the video-on-demand and e-book markets
—to put an end to a certain lack of focus and return to previous levels of operating efficiency.

These measures gave the Group the resources necessary to invest heavily in digital technology and the food transition for all (detailed in Section
2.1.1), two of the priority areas in its transformation plan.
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An open and agile model

To enhance its competitiveness and operating efficiency, Carrefour forged partnerships in 2018 with key players in areas that are strategic for the
Group’s development.

In the area of digital technology and e-commerce:

o Carrefour joined forces with Google in March 2019 to create a digital hub in Paris bringing together nearly 300 employees from the two companies
to jointly develop innovative projects in e-commerce, big data and artificial intelligence. The partnership also includes joint research into new
consumer experiences, particularly involving voice technology; the deployment of the Cloud; and a digital awareness and training programme for
Carrefour employees;

e a partnership with Tencent, a leading Chinese Internet company, enabled the launch in May 2018 of Carrefour Le Marché. The Group’s first
connected supermarket combines a convenience store line-up with cutting-edge mobile services such as payment by facial recognition. The
partnership is designed to speed up the Group’s digitalisation in China;

o lastly, Carrefour joined forces with Sapient, to overhaul its merchant websites and apps in France, and with Showroomprivé, Europe’s second-
largest online private sales operator, to build a world-class omni-channel offering.

In the area of food safety and traceability:

e For the first time in France, Carrefour began using blockchain technology in 2018 with one of its iconic animal product lines: free-range Carrefour
Quality Line Auvergne chicken, one million of which are sold every year. The blockchain technology solution was then extended during the year
to several other animal and vegetable product lines, including eggs, cheese, milk, oranges, grapefruits, tomatoes, salmon and pork. Blockchain
technology brings numerous benefits to the food industry. It meets consumers’ increasing need for transparency; for breeders, it is a means to
showcase what they produce and their expertise; and it enables Carrefour to share a secure database with all of its partners and guarantee higher
food safety standards for its customers (detailed in Section 2.2.1).

¢ In October 2018, Carrefour joined the IBM Food Trust platform, a key initiative in the Group’s global food transition programme, Act for Food. The
aim is to speed up the application of blockchain technology to new product ranges over the following months. Being a founding member of the
IBM Food Trust platform represents a major opportunity for Carrefour to accelerate and broaden the use of blockchain technology with its products,
in order to provide customers with a safe and reliable traceability system.

In the area of purchasing:

The purchasing alliances signed with Tesco and Systéme U (creation of the Envergure joint purchasing centre) are now operational. Similar
partnerships have also been initiated with Provera in Belgium and Luxembourg, Fnac Darty in France and PAM and VéGé in ltaly.

In the area of food waste:

Carrefour has teamed up with Too Good To Go, a start-up that encourages brands and retailers to revise the semantics used for minimum durability
dates.

The Group has also acquired several innovative young companies positioned in market segments and services that are aligned with its omni-channel
universe. In 2018, Carrefour acquired Quitoque, the French leader in home-delivered meal kits, Planeta Huerto, the Spanish leader in online sales
of organic products, and e-Midia, a Brazilian foodtech firm dedicated to online recipes, which attracts 2.5 million unique visitors per month.

A stronger emphasis on customers

Committed to strengthening its customer-centric culture, the Group has stepped up its recruitment and training investments in the areas of expertise
required by its strategy, notably digital transformation, food transition and management. Initiatives in this area include the Go Transform programme
implemented in partnership with Google, which aims to convert 1,000 Group managers into digital transformation ambassadors in their countries
and among their teams.

In France, Carrefour trained 9,700 employees on key topics such as the organic market and fresh produce in 2018, twice as many as in 2017. The
training programme is designed to give employees greater insight into the challenges associated with the food transition, enabling them to provide
the right advice to customers. In the hypermarkets segment, 20,800 employees completed a training programme that highlights Carrefour’'s
commitment to its customers and employees. In China, the Group continued to develop its fresh food academy, which trained 1,200 employees in
2018.

1.3.2 Achieve productivity and competitiveness gains

The Group is using two complementary avenues to sustainably increase its productivity and competitiveness: (i) a strict cost discipline plan to reduce
its overheads and operating costs, which will benefit consumers by lowering prices in-store; and (ii) a more selective investment policy, focused on
the Group’s strategic priorities, notably digital technology, e-commerce and the food transition.
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A powerful cost reduction plan of 2.8 billion euros on a full-year basis by 2020

Purchasing pooling
Assortment rationalisation (~-15%)

Contract pooling (Group)
Indirect purchasing Systermnatic renegotiations
Increased controls on spending

Supply chain Operational efficiency

Overhead costs Organisation simplification

Strong cost reduction dynamic

Thanks to a cost reduction programme launched in all its host countries, Carrefour achieved savings of 1,050 million euros in 2018. The significant
results already achieved have enabled the Group to raise its cost savings target for 2020 from 2.0 billion euros to 2.8 billion euros on a full-year
basis.

The results were achieved notably thanks to:

¢ the pooling and standardisation of direct and indirect purchases;

e the reduction in payroll costs driven by voluntary redundancy plans;

e supply chain optimisation.

The purchasing partnerships signed in 2018 with other retailers, such as Systéme U and Tesco, will have a positive impact on costs starting in 2019.

These results are also the product of the significant efforts made to overhaul the in-store offering. After scaling back the assortment on offer by
around 6% in 2018, Carrefour intends to pursue its rationalisation efforts to achieve an overall reduction worldwide of 15% in 2020 (versus an initial
target of 10%).

In 2018, Carrefour also completed the divestment of 273 ex-Dia stores acquired in 2014.
Disposal of non-strategic assets

The Group also sold 160 million euros’ worth of non-strategic real estate assets in 2018 and is targeting a total of 500 million euros in real estate
disposals by 2020.

Increased price competitiveness
Streamlining its expenses in this way has enabled the Group to invest in its price competitiveness, in line with its commitments. This is especially
the case at Carrefour Market supermarkets in France and at hypermarkets in Brazil.

In 2019, the Group will continue to implement this strategy of passing cost savings on to product prices for the benefit of its customers. With the
entry into force of the initial provisions of France's new Food Law, a number of promotional offers were introduced in February 2019, including
discounts of up to 1.50 euros on a selection of 200 national-brand products and 10% discounts on 10,000 Carrefour own-brand products.

Strategic investments

While reducing its costs and improving its productivity, Carrefour also invested 1.6 billion euros in 2018 in areas that are strategic to its transformation
plan, such as:

« the development of digital services and the standardisation of e-commerce solutions;

o the expansion of convenience formats and the modernisation of hypermarkets;

o the extension of Drives, Click & Collect and home delivery services;

« stronger integration of stores in the omni-channel customer experience;

o the deployment of a food offering more closely aligned with consumer expectations, in terms of quality and traceability, the increased availability
of organic products, and a broader selection of fresh produce and local products;

e support for farmers and other food industry operators via long-term partnerships.

1.3.3 Create an omni-channel universe of reference

Carrefour benefits from a global network of over 12,000 stores in more than 30 countries. As part of its transformation plan, the Group is integrating
its physical store network with its online offering to create a seamless, comprehensive omni-channel universe. The aim is to enable customers to do
their shopping in a variety of different ways, such as ordering online and then picking up their purchases from a Drive outlet, getting a rapid home
delivery, or shopping in-store with digital services that facilitate, accelerate and enhance the customer experience.
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AN OMNI-CHANNEL UNIVERSE

BECOME THE LEADER

STRENGTHEN STORES IN FOOD E-COMMERCE
[ |

O A refocused, powerful and
reinforced hypermarket

A single efficient
e-commerce entry point
) More services and a densified
network of supermarkets,
convenience stores
and cash & carry

O A range of unique digital
services leveraging
optimised logistics assets

ACTIVATE STRONG LOYALTY LEVERS
Power of the Carrefour brand
Customer knowledge and customisation through data

With this in mind, Carrefour has initiated a plan to invest 2.8 billion euros in digital technology over five years, with the aim of becoming the world
leader in food e-commerce by 2022. In 2018, the Group generated net sales of 1.2 billion euros worldwide in food e-commerce, a year-on-year
increase of more than 30%.

A target of 5 billion euros in food e-commerce by 2022

GROUP ONLINE
FOOD SALES

€5bn

€2.8bn

invested in digital transformation >> 1.2bn
between 2018 and 2022

A unified digital presence

In 2018, the Group successfully carried out the “One Carrefour” project, reorganising all of its e-commerce websites and mobile apps in order to
have a single digital portal and brand in each country, such as Carrefour.frin France.

At the same time, the Group stepped up the expansion of its Drives, pedestrian Drives, Click & Collect and home delivery services during the year,
with the dual objective of enhancing integration of the online and offline customer experience and making its food e-commerce offering immediately
available to customers.

In 2018, Carrefour opened 190 Drives, of which 164 in France. As a result, France had a total of 832 Drives at December 31, 2018, including
35 pedestrian Drives located in Paris, Lyon, Saint-Etienne and Beauvais. The Group aslo extended the coverage of its Click & Collect solution for a
total of 1,700 of its outlets.

The Group is also making its grocery home delivery service more widely available, with 19 cities added in France, 23 in China and 41 in ltaly in
2018. The one-hour express delivery service, which facilitates the online purchase of fresh products, has been rolled out in nine countries. In five of
those countries, the solution has been implemented via operators that specialise in last-mile logistics, such as La Poste subsidiary Stuart in France,
ShipTo in Belgium and Bringo in Romania.

Enhanced logistics

Alongside its front-office investments, Carrefour is also taking action to ensure that its back-office operations are aligned with its food e-commerce
ambitions. The Group is building a cutting-edge industrial and logistics ecosystem, based notably on a network of automated order fulfilment centres.
In France, for example, the Aulnay-sous-Bois warehouse inaugurated in January 2018 serves 50 stores, including 16 Drives and three pedestrian
Drives. It will ultimately serve nearly all of the Drives opened by Carrefour in the Paris region, except for the pedestrian Drives, which will be
transferred over to the order fulfilment centre in Pantin in 2019. In addition to these automated warehouses, Carrefour is also developing hybrid
solutions by installing automated or semi-automated order fulfilment systems in its hypermarkets to create “dark stores”. In 2018, the Group created
dark stores in Brazil, France, Italy and Poland.

Carrefour is also strengthening its back-office operations in marketing. By 2022, 50% of the Group’s marketing expenditure will be allocated to digital
solutions (versus 8% in 2017), with priority given to harmonising its customer databases, consolidating customer relationship management (CRM)
and implementing personalised messages and offers adapted to the practices and preferences of each consumer.

A store-centred omni-channel model

Serving as sales outlets, fulfilment and delivery centres and pick-up and return points, the Group’s stores are central to the omni-channel universe
created by Carrefour and are therefore the focus of a significant investment programme.
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More than 470 convenience stores were opened in 2018 (of which 145 in France), for an initial 2022 target of 2,000. The rapid pace of openings has
enabled the Group to revise its target to 3,000 new convenience stores worldwide by end-2022.

The expansion confirms the importance of convenience formats to the Group’s strategy. They notably enable it to:
¢ increase the density of its network and the number of contact points in a given region;
« enhance convergence and compatibility with digital solutions, particularly with the development of Drives and pedestrian Drives;

e develop an offering, particularly in large cities, that is tailored to new consumer habits (an example is the Carrefour City La Halle opened in Paris
in late 2018, which combines Drive orders for consumer products, an in-store selection of fresh foods and a ready-to-eat line-up that reflects the
development of new catering concepts).

At the same time, Carrefour is renovating its hypermarkets to integrate them more effectively into its omni-channel universe. The Group is adjusting
the size of its hypermarkets to their catchment area and to customer expectations and reducing the space taken by the least competitive non-food
product categories. The freed-up space is notably used for organic sections, stock clearance stores (“Outlets”), online order fulfilment areas and trial
shop-in-shops selling household appliances. At end-2018, Carrefour had eliminated and converted a total surface area of 20,000 sq.m. across its
hypermarket network in France.

The Group has also consolidated its leadership position in the cash & carry format, both offline and online. In Brazil, the Group has converted
20 hypermarkets to the Atacadéo banner, the domestic market leader, and plans to open another 20 Atacadao stores in 2019. The same strategy is
being implemented in Argentina, with the conversion in 2018 of 16 hypermarkets into Maxi stores. In addition, Carrefour is continuing the
development of its Supeco banner — a cash & carry format open to both professionals and individuals — in Europe and Africa.

In all store formats, Carrefour is speeding up the deployment of digital services, to reduce waiting time at the check-out and improve the customer
experience. In 2018, the Group notably increased the availability of its Carrefour Pay solution, a smartphone app that combines mobile payment,
the loyalty programme and discount coupons. Carrefour Pay can now be used in all stores in France and will soon be extended to other countries.

The Group has also extended self-checkouts and its scan & go service, where customers scan their purchases and then pay for them with Carrefour
Pay without needing to go through check-out.

Lastly, Carrefour has also enhanced the appeal of its non-retail services, such as banking and insurance and tickets for shows, by integrating new
online offerings with in-store sales and guidance. For example, C-zam, the completely digital bank account and associated payment card sold in a
box across the entire network in France, has already won 120,000 customers in just one year.

In the non-food segment, Carrefour is focusing its investments on product categories that represent the greatest growth potential and strategic fit for
its stores, as part of an omni-channel approach and by capitalising on innovative partnerships.

In December 2017, for example, the Group forged a strategic alliance with Fnac-Darty for the joint negotiation of purchasing conditions for household
domestic appliances and consumer electronics, in a particularly competitive segment. The partnership was broadened in 2018, with the trial opening
of Darty shop-in-shops at two of the Group’s hypermarkets in France. The same strategy is being implemented in numerous countries and for
different product families. For example, Carrefour is developing a network of “corners” in its stores in Poland with German electronics and appliances
retailer MediaMarkt. These partnerships enable Carrefour to reduce its operating costs while also boosting its sales in selected non-food product
families.

1.3.4 Become the world leader in the food transition for all

Carrefour is firmly committed to promoting healthy, balanced food options produced using sustainable, environmentally responsible farming methods,
in line with new consumer expectations. lts ambition in this area has been broken down into three key objectives:

e increase the selection and sale of fresh produce at a sustained pace, with a target in France of net sales growth three times higher than that of
other food products, by attracting one million new customers by 2022;

e become the leader in organic products in all of the Group’s countries of operation, by generating 5 billion euros in net sales worldwide in 2022;

e use own-brand products to spearhead the promotion of food quality and safety for all, with the objective of generating a third of Group sales
from own-brand products by 2022.

GROUP ORGANIC PRODUCT SALES

A broader selection of fresh produce

In 2018, the Group strengthened the fundamentals of its fresh produce offering in all of its countries of operation via: the implementation of
agroecology plans; the development of local production cooperatives and local distribution networks; 100% natural feed for livestock; product
labelling; nutritional information; elimination of additives and reduction of the salt, sugar and fat content of foods; optimisation of the supply chain;
deployment of a blockchain technology solution for traceability; employee training and extension of Carrefour’s fresh produce academy. Carrefour’s
quality objectives are adapted to meet the specific requirements of each country and industry. For example:

¢ Carrefour Quality Lines (see Section 2.2.3 for details): In France, the Group has set an objective for 2020 of sourcing 20% of its fresh products
from Carrefour Quality Lines and 50% of its fruit and vegetables from local producers. It also anticipates that, in 2022, all produce from Carrefour

Quality Lines will offer consumers a distinct agroecological advantage, such as “grown without chemical pesticides”, “raised without antibiotics”
or “raised on a GMO-free diet”.

Thanks to their rapid development in 2018, Carrefour Quality Lines now bring together nearly 28,000 producers worldwide under long-term
partnership agreements that include fair prices and a significant number of social, environmental and quality commitments. In June 2018, for
example, Carrefour created a Quality Line for the production of 100% French spelt flour and spelt bread, which brings together various participants
in the production and transformation process based in the French region of Auvergne-Rhéne-Alpes. In all, the Group has more than 500 Carrefour
Quality Lines. Sales of products sourced from these lines increased by 10.1% in 2018 to reach 922.7 million euros;
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« fishing and aquaculture (see Section 2.2.5. for details): The Group expects to meet its target of 50% of Carrefour seafood products from
sustainable channels (MSC, ASC or FQC-certified) in 2019, a year ahead of schedule. Net sales of certified seafood represented 37.3% of total
seafood sales by Group stores in 2018 and increased by 42.8% from 310.9 million to 443.9 million euros.

Carrefour is the first French retailer to obtain sustainable fishing certification (MSC and ASC) on 100% of its hypermarkets and supermarkets
(Market format).

Sharp increase in sales of organic products

Net sales of organic products came to 1.8 billion euros in 2018.

Carrefour has expanded its offering of organic products in all countries and all store formats. In France, the Group has installed dedicated organic
sections in 107 hypermarkets, larger “bio Expérience” spaces (around 8,000 organic products over a surface area of 600 sq.m.) in five hypermarkets
and organic shop-in-shops in 35 Carrefour Market stores. It has also increased the shelf space used for organic products in all of its convenience
stores. In addition, the Group wants to develop its base of convenience stores specialising in organic products. It opened five new specialist organic
convenience stores in France and three in Spain in 2018 and plans to open more stores of this type across Europe in the coming years.

In July 2018, Carrefour announced the acquisition of So.Bio, a chain of eight organic supermarkets located in south west France, thereby
strengthening its position in the specialist organic segment.

As part of its omni-channel approach, the Group has also expanded the offering of its subsidiary Greenweez, Europe’s leading online distributor of
organic products. In October 2018, Greenweez acquired Planeta Huerto, the leader in online sales of organic products in Spain and Portugal, with
more than 35,000 items and 250,000 customers.

Upstream, Carrefour is supporting the conversion of farmers to organic methods. In partnership with WWF, it has launched a special “Organic
development” contract, with a guaranteed purchase volume and price for three to five years, for farmers switching over to organic practices. Their
products, sold in the Group’s stores, also benefit from a special WWF labelling system. Carrefour signed “organic development” contracts with
210 farmers in 15 supply lines in 2018, and is targeting a total of 500 conversions by 2022.

Strong growth in own-brand products

In addition to overhauling the product assortment, the Group is also carrying out an in-depth makeover of the Carrefour brand and developing new
ranges in order to more effectively showcase the quality and price advantages of own-brand products. The Group’s objective is to generate a third
of its sales from Carrefour-brand products by 2022.

Carrefour raised the bar on quality standards for its own-brand products once again in 2018. In several countries (Belgium, Spain, France and Italy),
the Group has banned 100 food additives from the composition of its products, such as colours, antioxidants, preservatives and texturing agents,
and has committed to eliminating 30 others by 2020.

Constantly attentive to its customers’ expectations, the Group significantly expanded its own-brand organic range, Carrefour Bio, in 2018, adding
743 new items to the 2,566 already available in 2017, for a total of 3,309 products. With the aim of ensuring that its own-brand organic products sold
in France are 100% French, the Group has also started to rid its shelves of organic fruit and vegetables that are not in season. It plans to take this
commitment further in 2019 to ensure that 95% of the fruit and vegetables sold in France are also produced in France.

Carrefour has also expanded its range of vegetarian products, Carrefour Veggie, to meet changing eating habits and increased concern about
environmental issues. The number of products available in the Group’s own-brand vegetarian range will have doubled by June 2019.

In line with its commitment to co-construction, Carrefour actively involves consumers in the design and development of new food products. It therefore
organised more than 200,000 quality tests and tastings among customers in 2018.

Carrefour also aims to set the example in the area of packaging. That’s why it joined the New Plastics Economy initiative led by the Ellen MacArthur
Foundation in October 2018. The aim is for all packaging to be 100% reusable, recyclable or compostable by 2025. The Group also signed France’s
national pact for phasing out plastic packaging on February 21, 2019, alongside other companies in the food and retail segments.

Last but not least, Carrefour initiated an innovative food quality programme in 2018. The Group is gradually deploying, across all of its Quality Lines,
a blockchain technology solution that ensures full traceability of a product through all stages of production, transformation, storage and sale.
Carrefour also carried out more than 53,000 quality analyses in 2018 (up 8% from 2017) at the 2,616 sites where its own-brand products are made.

Taking a proactive approach to food transparency, Carrefour shares all of the data relating to its own-brand products with collaborative database
Open Food Facts, which enables consumers to check a product’s nutritional value and score via an easy-to-use mobile app (see Section 2.2.1 for
details).
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1959

The Carrefour
Supermarchés
company was created
following a meeting
between Marcel
Fournier, owner of

a novelty shop

in Annecy, and the
Badin-Defforey
business, a grocery
wholesaler in Lagnieu.

1960

Both from an
entrepreneurial
background, they hit
upon a new idea:
self-service,
French-style, which
they tried out in a
200-sq.m. store before
opening an 850-sq.m.
supermarket at the
crossroads of Avenue
Parmelan and Avenue
André Theuriet
inAnnecy.

1.4 History of the Carrefour group

France’'s first hypermarket was opened at
Sainte-Geneviéve-des-Bois, in the Paris region.
Thefirst of its kind, this 2,500 sq.m. self-service
hypermarket offered a vast choice of products
at low prices and had 400 free parking spaces.

1981

Carrefour created the
PASS card, a credit
card and customer
loyalty card rolled into
one, which was an
immediate success.
Just three years after
its launch, 200,000
customers had PASS
cards and had used
them for more than
four million
transactions.

1982

Changes in legislation
and new consumer

1966

The Carrefour logo
was created to mark
the opening of the
hypermarket in
Vénissieux, near Lyon.
It depicted the first
letter of the word
Carrefour placed in the
middle of a diamond
with the left half
coloured red and the
right half coloured
blue, with black lines
above and below.

The black lines soon
disappeared, leaving
the C less visible,
almost subliminal.

1970

To finance its growth,
Carrefour was listed
on the Paris Stock
Exchange, a first

for the retail sector.

1973

Carrefour expanded
internationally and
explored new markets,
opening its first stores
in Spain under the
Pryca banner, followed
by Brazil in 1975.

To offer its customers more affordable products,
Carrefour reinvented its business and started to sell
its own products. This was the beginning of
produits libres (unbranded products) in plain
packaging that would go on to revolutionise the
consumer products business.

habits encouraged
international
development, which
led to store openings
in Argentina and then,
in 1989, in Taiwan.

Carrefour developed a new relationship with the

agricultural industry by creating a completely new
type of partnership, “Carrefour Quality Lines”. The
same year, Carrefour ushered in the era of organic
products in retail with its Boute Bio organic bread.
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1993

The Group inaugurated
its first stores in ltaly
and then, in 1995,

in China.

1996

The first partnerships
with Food Banks were
set up to redistribute
food approaching its
use-by date to those
in need.

2000

In response to
changing consumer
habits, Carrefour
launched the online
supermarket Ooshop,
which offered a range
of 6,000 products,
including more than
one thousand fresh
food items. It also
pursued its
international expansion
by opening its first
store in Romania

in 2001.

Carrefour continued to
expand internationally,
opening its first stores
in Poland. At the same
time, the Group
created its “Reflets

de France” brand for
products based on
traditional French
recipes

1998

As the 1990s drew to
a close, the Group
underwent significant
change and brought
together various
banners. After signing
an agreement in 1997
with Guyenne

& Gascogne,

Coop Atlantique and
the Chareton group,
Carrefour purchased
Comptoirs Modernes
in October 1998,
acquiring more than
700 stores operating
under the Stoc,
Comod and Marché
Plus banners.

The Group strengthened its presence in many
countries in the 2000s, either through controlled
expansion or targeted acquisitions, including
France and Romania (Hyparlo, Artima, Penny
Market), Belgium (GB), Poland (Ahold), ltaly (GS),
Brazil (Atacaddo), Argentina (Norte) and Spain
(Plus).

T Continent
Carrefour v& gpouser CON-C0

On August 30, Carrefour submitted a friendly
tender offer for the shares of Promodgs, a
company founded in 1961 by two Normandy
families with a background in wholesale trade, the
Duval-Lemonniers and the Halleys. The merger
between Carrefour and Promodes, authorised by
the European Commission in 2000, resulted in the
creation of the world's second-largest retailer. The
new Carrefour employed 240,000 people and had
more than 9,000 stores throughout the world.

Carrefour initiated a major renovation programme:
in its stores, converting its Champion supermarkets,
for example, to the Carrefour Market banner.

In record time, the 1,000 French stores were
rebranded to offer a wider range of products and
services, a simplified customer path through the
aisles, and the benefits of the Carrefour programme.
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The Group continued its expansion of the
Carrefour banners, in Brazil, for example, with the
opening of 11 Atacaddo stores during the year
and in China, by opening 22 hypermarkets and
acquiring eight stores as part of a partnership
with Baolongcang, one of the major hypermarket
chains in the Hebei region in eastern China

Carrefour continued to expand its network, with
the development of its convenience banners and
the acquisition of Billa supermarkets in Romania
and Eroski stores in Spain. In addition, the Group
proceeded to the acquisition of Rue du
Commerce and Greenweez in France and the
launch of new e-commerce operations in China,
Poland, Argentina and Brazil.

2012

The Group refocused
its activities. As a result,
partnerships

in Indonesia, Turkey
and the Middle East
were reorganised

The Group also
consolidated Guyenne
& Gascogne following
the success of a tender
offer in France and
acquired Eki stores

in Argentina

CONCRETES
POUR MIEUX MANGER

()

Carrefour joined forces
with the CFAO group,
establishing a joint
company to develop
various formats of
Carrefour stores in
West and Central
Africa. The same year,
the Group launched
an asset modernisation
programme. During
the programme’s first
year, 49 hypermarkets
and 83 supermarkets
were renovated and
remodelled in France.

2014

To gain more control
over its ecosystem,
Carrefour created
Carmila, a company
dedicated to
revitalising the
shopping centres
adjacent to its
hypermarkets in
France, Spain and Italy.
The year was also
shaped by the
acquisition of the Dia
network and the
integration of 128
Coop Alsace stores in
France, the acquisition
of 53 Billa
supermarkets and 17

Il Centro stores in [taly
and the sale of a 10%
stake in its Brazilian
subsidiary to Peninsula,
designed to strengthen
the Group's local roots
in Brazil.

Carrefour reinvented its business model and started to implement the

“Carrefour 2022" transformation plan inspired by its bold ambition to become
the world leader in the food transition for all by 2022. The idea is to enable
everyone to eat better at affordable prices by offering healthy, safe, balanced
foods produced using sustainable and socially responsible farming methods.
To achieve its ambition, Carrefour is creating an omni-channel universe in
which its online presence is closely integrated with its physical store network
and the emphasis is on quality food, available everywhere, at any time. In
September 2018, Carrefour launched a global advertising campaign of
unprecedented proportion: Act for Food.

After a year of transformation, Carrefour's global net sales in food
e-commerce were up 30% to 1.2 billion euros, while sales of organic
products increased significantly, climbing to 1.8 billion euros.

o For information about 2018, go to section 1.6
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1.5 Description of the Group’s business

1.5.1 Geographic footprint and omni-channel deployment
GEOGRAPHIC FOOTPRINT AT DECEMBER 31, 2018

Carrefour group France* Belgium Poland Romania China
12,111 stores 5,220 794 850 360 239
around the world stores stores stores stores stores
- |
@
n
Argentina Brazil Spain Italy Taiwan Other
590 435 1,088 1,083 128
stores stores stores stores stores stores
@ Integrated countries/regions Franchised countries/regions

* Mainland France

omni-channel deployment

As part of its omni-channel strategy, Carrefour is developing its physical network of sales outlets and pick-up points in synergy with its e-commerce
websites and apps, in order to provide consumers with simple solutions that are available to everyone, everywhere at any time, including in-store
shopping, pick-up at a Drive or via Click & Collect, and home delivery.

Carrefour is a multi-local omni-channel retailer. In every country and region, it builds an offering in line with consumers’ practices and preferences.
Each store has the independence necessary to adapt its product assortment and services portfolio to local needs and build close relationships with
its customers, while also benefiting from the strengths and resources of an international retailer. The Group’s stores all contribute to their host
community’s development in various ways, by creating direct and indirect jobs, setting up local distribution networks and sales partnerships with
local producers (SMEs, farmers, etc.), contributing to local business projects, and taking part in environmental, social and solidarity initiatives,
particularly in the areas of food donations and combatting food waste.
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1.5.2 Summary of financial performance

2018 post- 2017 restated

(in millions of euros) IAS 29 for IFRS 5 2016
Consolidated income statement

Sales inc. VAT 84,916 87,605 85,700
Net sales 76,000 78,315 76,645
Recurring operating income before depreciation and amortisation* 3,469 3,735 3,886
Recurring operating income 1,905 2,135 2,351
Recurring operating income after net income/(loss) from equity-accounted companies 1,919 2,139 2,315
Operating income 758 978 1,943
Net income/(loss) from continuing operations (43) (85) 934
Net income/(loss) from continuing operations, Group share (259) (254) 786
Total net income (344) (362) 894
Net income/(loss), Group share (561) (531) 746
Consolidated statement of cash flows

Cash flow from operating activities 2,107 2,653 2,964
Net cash from operating activities 2,108 2,843 3,305
Net cash from/(used in) investing activities (1,613) (2,635) (2,856)
Net cash from/(used in) financing activities 529 362 0
Net change in cash and cash equivalents 708 288 581
Consolidated statement of financial position

Net debt 3,785 3,743 4,531
Shareholders’ equity 11,286 12,159 12,008
Shareholders’ equity, Group share 9,169 10,059 10,426

* Recurring operating income before depreciation and amortisation (including supply chain depreciation).

1.5.3 Carrefour in France and around the world

Carrefour has been opening stores under its banners in France and abroad for 60 years. It currently operates in mainland France and its overseas
territories, as well as in Europe, Asia, Latin America, Africa and the Middle East through a network of integrated and franchised stores, and stores
that it runs with partner companies.

In 2018, Carrefour opened or acquired 716 stores under Group banners, representing some 534,400 sq.m. of gross additional sales area. As of the
end of 2018, Carrefour had 12,111 stores under its banners in more than 30 countries.

Carrefour reported net sales of 76 billion euros in 2018, a 3.4% increase at constant exchange rates.

Sales including tax (before the impact of IAS 29) amounted to 85.2 billion euros, an increase of 2.5% at constant exchange rates, reflecting the net
impact of:

e 1.4% growth in same-store sales excluding petrol and the calendar effect;

e the 1.4% positive contribution of expansion;

e a 0.1% unfavourable calendar effect;

e a 0.8% increase in petrol sales;

e a 0.9% unfavourable impact from acquisitions and disposals during the year.

After taking into account a 5.3% adverse currency effect, mainly due to the depreciation of the Brazilian real and the Argentine peso, sales at current
exchange rates were down by a total of 2.8% in 2018. Including the impact of IAS 29, total consolidated sales including tax amounted to 84.9 billion
euros.

Recurring operating income came to 1,905 million euros. Excluding the impact of IAS 29, recurring operating income totalled 1,938 million euros.
Overall, recurring operating income represented 2.5% of net sales.

Cash flow from operations stood at 2.2 billion euros in 2018 versus 2.7 billion euros the year before. Investments were kept under control and
reflected greater selectivity and an improved return, with outlays coming to a total of 1.6 billion euros in 2018 compared with 2.4 billion in 2017.
Consolidated free cash flow from continuing operations before non-recurring items totalled 1,088 million euros in 2018, an improvement on 2017.

France

In France, the Carrefour group had 5,365 stores under its banners at year-end, in four formats: 247 Carrefour hypermarkets, 1,056 Carrefour Market
supermarkets, 3,918 convenience stores operating primarily under the Carrefour City, Carrefour Contact, Carrefour Express and Carrefour Bio
banners, and 144 Promocash cash & carry outlets. The Group has a total of 646 integrated stores: 209 hypermarkets, 420 supermarkets,
11 convenience stores and six cash & carry stores. The divestment of 273 ex-Dia stores was successfully completed in 2018.

The proportion of franchised stores within the network represented 9.9% for hypermarkets, 59.1% for supermarkets and 99.5% for convenience
stores.Franchising is capital efficient and allows the Group to draw on the engagement and local market knowledge of its partners. Carrefour
franchisees benefit from the Group’s recognised expertise in food and non-food retailing, well-known brands and banners, broad product assortment,
business methods and quality, health and safety standards.
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Carrefour operates in mainland France and, through a number of long-standing partnerships, in the French overseas territories. A total of 145 stores
are operated under Group banners in the French overseas territories: 15 hypermarkets, 30 supermarkets, 97 convenience stores, and three cash &
carry stores.

In 2018, Carrefour in France opened or acquired 160 stores under Group banners, including two hypermarkets, 12 supermarkets and
146 convenience stores, representing a total of 60,000 sq.m. of gross sales area.

Net sales totalled 35.6 billion euros. Like-for-like sales excluding petrol and the calendar effect rose by a further 0.3% in France during the year,
buoyed by sales of food products. Hypermarkets saw a 1.4% decline in like-for-like sales excluding petrol and the calendar effect, whereas
supermarkets enjoyed a 1.6% increase and other formats (mainly convenience stores) gained 3.3%.

Recurring operating income totalled 466 million euros, for an operating margin that represented 1.3% of net sales, down on the 2017 figure. The
decline primarily reflected: the fiercely competitive market environment; investments made to boost competitiveness, carried out ahead of cost-
cutting initiatives; targeted investments for developing automated order fulfiiment solutions and launching the Act for Food campaign; and the impact
of the “Yellow Vests” protests during the fourth quarter of 2018.

In France, operational investments totalled 537 million euros, representing 1.5% of net sales.
Other European countries

In Europe (excluding France), Carrefour was operating 4,788 stores under Group banners at the end of 2018. These included 452 hypermarkets,
1,776 supermarkets, 2,511 convenience stores and 49 cash & carry stores. Carrefour operates proprietary stores in five integrated countries:
Belgium, Spain, Italy, Poland and Romania. The integrated store base included 1,488 units, of which 412 hypermarkets, 768 supermarkets,
259 convenience stores and 49 cash & carry stores.

Over the year, Carrefour opened or acquired 420 stores under its banners, gaining 163,000 sq.m. of gross sales area. These included
six hypermarkets, 92 supermarkets, 314 convenience stores and eight cash & carry outlets.

Net sales in Europe totalled 21.1 billion euros in 2018, a decline of 0.2% at current exchange rates. Like-for-like sales excluding petrol and the
calendar effect were down 1.6%.

Recurring operating income totalled 664 million euros for the year, a decline of 1.9% at current exchange rates, for a stable operating margin of
3.2%. Carrefour operates in a fiercely competitive environment shaped by discounters and independent retailers. Cost reduction measures helped
to finance investments in marketing and offset competitive pressure.

Present in Spain since 1973, the Group has a local multi-format network of 205 hypermarkets, 114 supermarkets, 748 convenience stores and
21 cash & carry stores. Net sales increased by 1.3% to 8.7 billion euros in 2018. Carrefour’s business in the country is solid and based on a multi-
format strategy complemented by a multi-channel strategy. In 2018, the Group notably strengthened its positions in the digital, fresh produce, organic
and own-brand products segments.

Present in Italy since 1993, Carrefour manages a local store base comprising 51 hypermarkets, 412 supermarkets, 605 convenience stores, and
15 cash & carry stores. Net sales declined by 4.4% to 4.7 billion euros in 2018. A new chief executive was appointed locally in early October 2018
and tasked with accelerating Carrefour ltaly's transformation.

In Belgium, Carrefour is the leading multi-format group, with 40 hypermarkets, 451 supermarkets and 303 convenience stores. Net sales stood at
3.9 billion euros in 2018, down 2.2% compared with 2017. Carrefour implemented a voluntary redundancy plan that is expected to be completed in
the first half of 2019. Performance has been impacted by operational disruptions.

Carrefour has been operating in Poland since 1997 with a network of stores under its banners that includes 89 hypermarkets, 152 supermarkets
and 609 convenience stores. Net sales in the country totalled 1.8 billion euros, an increase of 2.6% at constant exchange rates. The impact of new
legislation banning trading on certain Sundays was offset by sales and marketing initiatives.

In Romania, where Carrefour has been operating since 2001, the Group manages 35 hypermarkets, 261 supermarkets, 51 convenience stores and
13 cash & carry stores. Net sales in the country totalled 1.9 billion euros, an increase of 8.0% at constant exchange rates.

The Group is also present in other European countries through partnerships, primarily in Turkey with the Sabanci group. Carrefour has a total of 613
stores under banners in Turkey, of which 32 hypermarkets, 386 supermarkets and 195 convenience stores.

Operational investments in Europe (excluding France) totalled 385 million euros in 2018, representing 1.8% of net sales.
Latin America

Carrefour has been operating in Latin America since opening its first store in Brazil in 1975 and has become one of the continent’s leading retailers.
Carrefour is expanding its banners in two growth markets: Argentina and Brazil. The network comprises 1,025 units, of which 189 hypermarkets,
147 supermarkets, 516 convenience stores and 173 cash & carry stores.

The network was expanded in 2018, with the opening of 20 new Atacad&o stores in Brazil. In Argentina, 16 hypermarkets were converted to the
Maxi format.

Net sales in Latin America totalled 13.8 billion euros in 2018, after the application of IAS 29, an increase of 15.7% at constant exchange rates. Due
to an unfavourable currency effect over the year, sales declined by 13.9% at current exchange rates. Recurring operating income came to 767 million
euros in 2018, after the application of IAS 29, up 23.6% at constant exchange rates and up 7.2% at current exchange rates. The operating margin
ratio stood at 5.6% versus 4.5% in 2017. In Argentina, the implementation of a sales recovery and transformation plan enabled the Group to bring
recurring operating income back to break-even (before the application of IAS 29, which had an unfavourable impact of 33 million euros). In Brazil,
operating margin increased significantly over the year. Atacaddo maintained its strong sales momentum and continued to expand at a rapid pace,
while financial services recorded solid profitability gains.

In Brazil, Carrefour operates a network of 100 hypermarkets, 49 supermarkets, 120 convenience stores and 166 cash & carry stores. Net sales in
Brazil totalled 11.9 billion euros, up 7.3% at constant exchange rates. In 2018, Carrefour benefited from a strong sales performance, the expansion
of growth formats (particularly Atacadao) and the development of e-commerce. Financial services posted significant growth, with the Atacadao card
gaining ground during the year.

Carrefour has been operating in Argentina since 1982 where it manages a local store base comprising 89 hypermarkets, 98 supermarkets,
396 convenience stores, and seven cash & carry stores. Net sales totalled 1.9 billion euros in 2018, an increase of 55.4% at constant exchange
rates.

Operational investments in Latin America amounted to 429 million euros in 2018, representing 3.1% of net sales.
Asia

Present in Asia since 1989, Carrefour has operations in China and Taiwan, as well as in Indonesia through franchising. The Group has a total of
474 stores under banners, including 372 hypermarkets, 73 supermarkets and 29 convenience stores.

A total of 35 stores were opened during the year, adding 53,000 sq.m. of sales area.
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Net sales in Asia totalled 5.5 billion euros, down 4.1% at constant exchange rates. Recurring operating income came to 45 million euros in 2018,
versus 4 million euros in 2017. The sharp improvement was primarily driven by China. Alongside initiatives to transform the hypermarket business
model (Le Marché concept) and speed up development in the online-to-offline (020) digital segment, a major programme was implemented to
reduce costs and close loss-making stores.

Carrefour has been present in China since 1995. Net sales in the country totalled 3.6 billion euros in 2018, a decline of 7.6% at constant exchange
rates. In a complex environment, Carrefour continues to adapt its business model in China, by reducing and re-allocating selling space, developing
fresh produce and e-commerce offerings, integrating logistics solutions and reducing its costs. At the end of 2018, Carrefour had 239 stores in the
country, including 212 hypermarkets and 27 convenience stores.

In Taiwan, the Carrefour network includes 64 hypermarkets and 64 supermarkets. Net sales totalled 1.9 billion euros in 2018, an increase of 3.6%
at constant exchange rates. The opening of several supermarkets and the development of online food sales are the main initiatives being led to
strengthen Carrefour’s multi-format and multi-channel profile in Taiwan.

Carrefour also has a presence in Indonesia through a partner franchisee, which operated 96 hypermarkets, nine supermarkets and two convenience
stores at end-2018.

Operational investments in Asia totalled 94 million euros in 2018, representing 1.7% of net sales.
Other regions

Carrefour also operates 459 stores with local franchisee partners around the world (Africa, the Middle East, etc.) in various formats, including
124 hypermarkets, 267 supermarkets, 55 convenience stores, and 13 cash & carry stores.

In 2018, Carrefour continued to expand its banner base by supporting its partners outside Europe and in the French overseas territories, with a total
of 65 new sales outlets opened during the year. In the Middle East, for example, the Majid Al Futtaim group continued its multi-format expansion
with the opening of 15 hypermarkets and 28 supermarkets. In Africa, the CFAO Retail group inaugurated a new store in Abidjan, Ivory Coast. These
two partners also entered into an agreement with e-tailer Jumia.

STORE NETWORK BY GEOGRAPHIC REGION

Latin America Other

025 stores \ |
Asia ol | |

Sivmes o France

Other
European
countries
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1.5.4 Business environment, market challenges and competitive landscape

The retail industry is undergoing major change. The size race and the standardisation of store sections and products that characterised the period
from the 1980s to the 2000s have given way to the creation of a more differentiated offering that better meets consumers’ needs, as well as their
changing expectations, eating behaviours and buying habits. This has resulted in: very strong expansion of convenience formats, generally operated
as franchises; closer ties between physical stores and e-commerce, strengthened by a portfolio of services (Drive, Click & Collect, express
delivery, etc.); the deployment of a more quality-focused offering, aligned with increased concern about health, social and environmental issues
(organic foods, fresh produce, local products, fair trade and home-made, and more generally foods that have a reputation for being healthy); and
the organisation of agricultural supply lines capable of producing significant volumes of high-quality, healthy and traceable foods over the long term.

These changes have fostered the emergence of new operators, which has in turn led to an increase in competitive pressure in some or all segments
of the retail market.

Most of the new operators are pure play companies — online retail platforms that have made their mark in non-food products and some of which are
now setting out to conquer the food segment in certain markets. These pure play companies have drastically changed the playing field, by introducing
new digital services, significantly increasing the number of products available — notably through marketplaces — and getting consumers accustomed
to being able to access the products and services they want anytime, anywhere and in just a few clicks. They have also heightened the strategic
importance of having a highly efficient, responsive and automated supply chain.

New eating habits and consumer expectations have also given rise to a second category of food retail operators: distribution networks and chains
that specialise in the highest quality food options, such as organic products, fresh produce, local and traditional foods, and vegan products. Once
again, the availability and accessibility of these product offerings are enhanced by online sales and digital and convenience services, which are
strategically linked to a network of physical stores or operated by pure play online retailers.

Against this backdrop of increased competition, traditional retailers have to restructure their offering and formats and invest in e-commerce, omni-
channel activities and logistics solutions, while at the same time maintaining the characteristics that define them in the eyes of consumers —
competitive, affordable prices that make good-quality food options accessible to everyone.

Because of these factors, the competitive environment differs in each of Carrefour’'s markets.

In France, the Group’s main market, the competition is particularly intense, with a playing field of seven major retailers in addition to Carrefour — Aldi,
Auchan, Casino, E.Leclerc, Intermarché, Lidl and Systéme U. With a market share of 21.4%?, all formats combined, the Carrefour group ranks
among the market leaders.

In other European countries, Carrefour has solid positions and primarily competes against local retailers.

In Spain, Carrefour is the second-largest grocery retailer and the leading hypermarket operator. The main competitors include Auchan, Dia, Eroski,
Lidl and Mercadona.

1 Market share by value — Nielsen Scantrack panel of FMCG and self-service fresh produce consumers in France, over a 52-week perid
ending December 31, 2018 (hypermarkets, supermarkets, discounters, convenience stores and drive).
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In Italy, Carrefour is part of a fragmented gorcery market shared with Auchan, Bennet, Conad, Coop, Esslunga, Iper, Pam, etc. The Group holds
strong regional positions, particularly in the Aosta Valley, Piedmont, Lazio and Lombardy.

In Belgium, Carrefour ranks among the country’s top three retailers and is the leading multi-format group. Its main competitors include Ahold
Delhaize, Aldi, Colruyt and Lidl.

In Brazil, as in Argentina, Carrefour is is the leader in the food retail segment thanks to its multi-format presence.

In China, Carrefour is one of the leading food retailers in a market where use of digital technology is expanding rapidly.

1.5.5 Store and website operations

Carrefour offers its customers all retail formats: hypermarkets, supermarkets, convenience stores, cash & carry and hypercash stores, and e-
commerce. In this way, it can meet the diverse needs and expectations of all consumer profiles — individuals and businesses, families and singles,
urban and rural, and people of all ages and mobility levels — by leveraging its expertise to offer the best quality products at the best possible prices,
everywhere and at any time, from the weekly grocery shop to a one-off purchase, from organic and fresh products to banking services, as well as
cash & carry.

To adapt its model even more closely to new consumer behaviours, Carrefour is creating a multi-channel customer experience that offers maximum
flexibility, a wide range of services, extended hours, and solutions aligned with consumers’ needs and desires, whether they want to shop in-store,
order online and pick up their purchases from a sales outlet or a Drive, or have their shopping home delivered.

Carrefour has also developed or acquired innovative concepts and formats that are aligned with wider social and environmental trends, such as
Carrefour Bio, Greenweez (France’s leading online distributor of organic products), Quitoque (the French leader in home-delivered meal kits),
Croquetteland (online pet food), Atacado in Brazil (cash & carry stores open to businesses and individuals) and Supeco in southern and eastern
Europe (discount supermarkets for consumers and professionals).

STORE NETWORK (INCLUDING FRANCHISEES AND PARTNERS)*

Total sales area (in

Store network at Convenience Cash & carry_Total number of stores thousands of sq.m.)
December 31, 2018 Hypermarkets Supermarkets stores stores 2018 2017 2018 2017
France 232 1,026 3,821 141 5,220 5,571 5,406 5,627

French overseas
territories and Dominican

Republic 15 30 97 3 145 147 140 137
Total France 247 1,056 3,918 144 5,365 5,718 5,546 5,764
Belgium 40 451 303 794 786 941 947
Spain 205 114 748 21 1,088 993 2,040 2,016
ltaly 51 412 605 15 1,083 1,068 940 963
Poland 89 152 609 850 896 672 682
Romania 35 261 51 13 360 323 466 433
Other 32 386 195 613 638 539 558
Total rest of Europe 452 1,776 2,511 49 4,788 4,704 5,598 5,599
Argentina 89 98 396 7 590 605 659 670
Brazil 100 49 120 166 435 409 1,851 1,738
Total Latin America 189 147 516 173 1,025 1,014 2,510 2,408
China 212 27 239 259 1,687 1,772
Taiwan 64 64 128 114 449 450
Other 96 9 2 107 93 531 514
Total Asia 372 73 29 474 466 2,667 2,736
Other 124 267 55 13 459 398 1,223 1,111
Total Other 124 267 55 13 459 398 1,223 1,111
TOTAL GROUP 1,384 3,319 7,029 379 12,111 12,300 17,545 17,618

* Atacadédo and Supeco stores in Brazil, Carrefour Maxi in Argentina and Supeco in Europe are classified as cash & carry stores.

1.5.6 Products and services

Products are the heart of Carrefour’s business. The offering is typical of a general retailer that sells a wide range of consumer goods and services
at affordable prices, for the well-being of every shopper. Its success depends on the assortment’s alignment with customer demand, the synergies
between the product and service offerings, the judicious use of digital technologies, the clear and logical positioning of merchandise in stores,
compelling prices and promotions, the right purchasing terms and conditions, and fast stock rotation.

To cater to the needs of customers around the globe, Carrefour is constantly enhancing its merchandise offering, with a variety of fresh produce,
locally sourced products, fast-moving consumer goods, essential non-food products, the latest innovations and convenient services.

Fresh produce and local products

As a major draw for customers, fresh food demands all of the care and expertise of employees. Carrefour offers a broad range of high-quality fresh
products in environments that are carefully designed to deliver an enjoyable shopping experience, with well-stocked stalls, easy-to-reach items, and
regional products. Around the world, Carrefour is also developing local, eco-friendly supply channels, supported by long-standing partnerships with
farmers, breeders, and producers.
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National-brand and own-brand products

In addition to major national-brand products, the Group offers a wide variety of own-brand food products, which are also popular with its customers.

Carrefour own-brand products will play a key role in achieving the Group’s objective regarding the food transition for all, in particular through
constantly renewed and extended product ranges with greater price appeal. This is one of the priorities of Carrefour’s strategy, which is why the
Group intends to multiply its efforts to create own-brand products that are original and of high quality, in terms of both the ingredients used and the
recipes.

The Reflets de France brand, for example, was the first to promote traditional products of all varieties that exemplify France’s culinary heritage. It
currently spans 610 product listings marketed in more than 29 countries.

Similarly, in 1992, Carrefour became the first mass-retailer to sell an organic product. It is now the leading organic grocer in France. In this way, the
Group's banners are driving innovation and responding to the perceived needs of their shoppers to help guide them towards healthier diets.

Quality and safety

Carrefour is fully committed to ensuring quality and food safety at every stage. Upstream, for example, Carrefour teams certify and support suppliers
based on strict compliance with product specifications and health standards. Through the supply chain, goods are subject to a number of inspections
and controls, with special attention paid to fresh products.

Downstream, the stores check the quality of their merchandise every day and are themselves subject to a rigorous analysis and audit process. This
constant vigilance supports a commitment to greater transparency in the form of highly visible, easy-to-understand product information. Carrefour
encourages the development of new products and new supply channels that deliver significant benefits to customers and the environment. Carrefour
is also introducing innovative practices to offer agroecological farm products and non-GMO or antibiotic-free meat.

Relations with suppliers and SMEs

By the nature of its business, Carrefour nurtures close relationships with a multitude of stakeholders, including customers, suppliers, employees,
communities, investors, universities, trade associations and governments. These relationships are forged every day in a climate of trust. As part of
this process, Carrefour has deployed a programme to strengthen its partnerships with suppliers, support their growth and contribute to improving
working conditions in countries where special vigilance is needed.

Retail services and financial services

From financing to leisure and from over-the-counter drugstore products to petrol, Carrefour services are available in shopping malls and store car
parks to meet customer needs with the same commitment to quality products and services at the best price.

While varying by country and local practices, Carrefour services help customers to optimise their shopping time and budgets by enabling them to
book a trip or theatre tickets, rent a car, print photos, buy eyeglasses, get their laundry dry-cleaned or benefit from concierge services. In each
country, Carrefour is continuing to improve existing services and developing new solutions to support customer mobility.

All of the Group’s integrated countries now offer customers financial services that cover a wide range of credit and savings products. These
affordable, high-quality products are designed to help customers carry out their projects and meet their needs on a day-to-day basis.

These services include financing solutions and products that relate to the stores’ operations (consumer credit, specific purpose credit, insurance,
payment cards), as well as personal loans and savings products.

Carrefour Banque is the Group’s banking subsidiary that markets banking and insurance products in France, Italy and Belgium. Today, it serves
more than 2.2 million customers with exclusive services and benefits, while enabling them to save money when they shop. Carrefour Banque also
manages 2.5 billion euros in total loans outstanding and 2.3 billion euros in savings for its customers. To make their lives easier, Carrefour Banque
is also capitalising on innovation and on partnerships with recognised industry players to offer a more diverse range of products and services.

1.5.7 Logistics and supply chain operations

In every country, Carrefour pays particular attention to its supply chain, which is a key driver of its operational efficiency.

The various logistics units, which involve more than 20,000 employees and service providers worldwide, are there to serve the Group’s various store
formats and customers. They lead all the operations involved in cross-functionally managing the flow of goods and information amongst all the links
in the supply chain, including ordering merchandise from suppliers, receiving, storing and preparing the items in warehouses and then delivering
them to point of sale and stocking them on store shelves or delivering them directly to customers.

As part of its omni-channel strategy, which provides for close integration between e-commerce and physical retail, Carrefour is building a cutting-
edge industrial ecosystem to enhance the efficiency and responsiveness of its supply chain and shorten delivery times for online orders. It includes:
automated order fulfilment centres serving Drives and Click & Collect pick-up points; semi-automated order fulfilment solutions in stores (“dark
stores”); artificial intelligence technology to optimise purchases from suppliers and inventory management; and partnerships with operators
specialised in last-mile logistics.

As of end-2018, Carrefour had 120 warehouses and logistics centres in its integrated countries, operated either by service providers or employees.

1.5.8 Property management

Carrefour also enjoys extensive real estate expertise, which it leverages to enhance store appeal and realise value, with the goal of creating and
operating aligned, well-managed retail environments for customers. Its ambition is to design places conducive to a warm, friendly shopping
experience, while sustainably contributing to the appeal and vitality of each host city and region.

Whether the stores are located in city centres or on the outskirts, in historic shopping districts or in new neighbourhoods, this vision of retail requires
solutions aligned with changing environments, lifestyles and spending habits. Capitalising on its powerful banners and proficiently managed retail
formats, Carrefour is designing new generation shopping and lifestyle environments that act as sustainable sources of economic and social vitality
for their host communities.

As of December 31, 2018, the Group operated 17.5 million sq.m. of sales area under its banners, with property and equipment being mainly
comprised of sales areas operated by the Group. The Group’s store ownership strategy depends on the country and the format.

In general, the Group owns most of its outlets’ total sales area, with ownership accounting for more than 65% of hypermarket sales area and around
50% for its supermarkets.
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In France, Spain and ltaly, hypermarket and supermarket real estate is held by Carrefour Property, which manages nearly 1,300 proprietary
Carrefour-brand stores. The unit also has all of the real estate expertise needed to lead the Group’s real estate projects, in such areas as asset
management, project management and design, delegated project management and property management.

Carrefour is also bringing ambitious retailing environment projects to life in other countries, with the support of the Group’s commercial real estate
experts. In every host country, the combination of property and retailing expertise is making it possible to design and operate multi-format complexes
aligned with shopper needs and aspirations, from shopping centres and retail parks to neighbourhood shopping malls.

The Group can also rely on the Carmila property company, specialised in enhancing the appeal of shopping centres adjacent to Carrefour
hypermarkets in France, Spain and lItaly. Set up in 2014, Carmila works to strengthen local leadership of the shopping centres in which Group
banners are located by developing the property, via renovations or extensions, and by ensuring a complementary commercial offering to help assets
integrate into the community in the long term. Working in synergy with the hypermarkets, it deploys a local and digital cross-channel marketing
strategy to improve customer satisfaction, retention and recruitment, with the help of partners in the shopping malls and local players.

1.5.9 Simplified legal chart December 31, 2018

e d oo Genedis
i é Amidis et Compagnie imité b
Retail Carrefour Hypermarchés (intograted supam“ets) Carrefour Proximité France (Cash & Cary)
E-Commerce Rue du Commerce Greenweez Quitoque Carrefour Drive
Carrefour Supply Chain Cargo Property Assets

centre

Financial Carrefour Banque
semvices (Financial services)

Fimaser Servicios Financieros Carrefour
Carrefour Property Espafia Carrefour Property Htalia
Real Estate
Carmila Espafia Carmila Holding Italia
Argentina Brazil
INC SA Atacadéo **
Banco de Servicios Financieros Banco CSF
China Taiwan
Carrefour China Holdings NV PresiCarre Corporation
France Sub-Saharan Africa Tunisia/Algeria Morocco Turkey
Provencia Adialea UKD Hypermarché LV/ Maxily ~ CarrefourSA Carrsfour Sabanci
North Africa and Middle East Indonesia
| Majid Al Futtaim | | International partner
B 100% owned Less than 50% owned
* Owned directly or indirectly by Carrefour S.A. .
** Listed company 50% or more owned [ No equity stake

1.5.10 A business model based on creating shared value

A business model supporting the food transition for all

Through its physical and intellectual capital, Carrefour leverages its business model to create value for its stakeholders. Carrefour sells products
and services for consumers and food services professionals. In all its host regions, this process includes the direct or indirect purchasing of products,
definition of specifications for the Group’s own-brand lines, organisation of supply logistics and management of brick-and-mortar and online stores.
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CAPITAL
AND RESOURCES

Financial capital

€84,916 milllon in gross sales
€2,656 million in other income
finance companies, real estate
development, leases)

€94 millien in financial income
€6.75 million budget

for the Carrefour Foundation

Human and intellectual capital
360,000 employees

300 job families

Waorldwide agreement signed
with the LINI Global Union

Land and real estate capital

12,000 stores in over 30 countries
1,600 Drive outlets

1,000 bank branches, insurance
agendies and travel agencies

120 warehouses around the world

Head offices and administrative buildings

Digital capital

E-commerce services in 10 countries
A worldwide e-commerce site,
carrefour.com

1.3 million connections to the site
per day

60 million loyalty cardholders

21 million fans on social media

Relational capital

104 million customer households
Purchasing partnerships (Systéme L, Tesco)
Digital partnerships (Google, Tencent)
Long-standing partnerships

with the WWF and the FIDH

27,800 partner producers

for the Carrefour Quality Lines

2,600 production facilities to supply
Carrefour own-brand products

{Relais Colis, La Poste,
ticket bocking and Services)

Natural and environmental capital
Fossil and renewable energies

Matural resources from oceans, forests,
land and other ecosysterms | * Flow of goods Producers’ operations Suppliers' operations
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[ Integrated and franchised Carrefour operations

© Nobody in France is more than 8 minutes
away from a Carrefour store

© Express delivery services are being extended
in9 countriess

© 53,000 quality audits
and 3,000 panel studies performed

© 100 controversial substances banned from
Carrefour-brand products

© 16 production chains now traceable using
blockehain technology in & countries
fatend-2018)

© €6,230 milllon in wages, salaries and

payroll taxes
©11.4 hours of training per employee peryear
©1,353 social audits performed at our suppliers

0 €66,290 million in purchased merchandise
and services
© 508 Carrefour Quality Lines
(€922 millionin net sales)
© 3,300 crganic products
(€1.8 million in net sales)
© 210 farmers supported in transitioning
o organic practices in 2018

0 €1,093 million in income and other taxes

0 €1,509 million in payroll taxes

© €262 million in net finance costs

© 72 projects supported by the Camefour Foundation
© 100 milicn meals donated to food aid charities

©€523 million in dividends paid to parent
company shareholders

© €356 million in expenses on financial
transactions

© 31% reduction in CO, emissions (vs. 2010)

© 67% of waste recovered and reused

0 37.3% of seafood products are from
sustainable sources

©1,867 tonnes of packaging avoided since 2017

The 2022 strategic plan set outs four priorities for the business model: deploy a simplified and open organisation; achieve productivity and
competitiveness gains; create a leading multi-channel universe of reference; and overhaul the offer to promote food quality. Carrefour draws on its

solid business model to further its ambition to become the world leader in the food transition for all.

The main strengths of the Group’s business model are its employees, accessibility for consumers, integration into local ecosystems and management

of the flow of goods and services.

1.6 The Carrefour group in 2018
1.6.1 Highlights of 2018

e January 23: Announcement of the “Carrefour 2022” transformation plan designed to help the Group achieve its ambition to become the world

leader of the food transition for all.

e January 23: Signature of strategic partnerships with China-based Tencent (global technology leader) and Yonghui (supermarket chain specialised
in fresh food), as well as with Publicis.Sapient (digital transformation) and La Poste (last-mile delivery).

e February 7: Acquisition of a 17% stake in Showroomprivé, Europe’s second-largest online private sales operator.

e March 6: Launch of a blockchain technology solution for full traceability, initially applied to eight Carrefour Quality Lines.

e March 15: Acquisition of a majority stake in the start-up Quitoque, a leading French player in online meal-kit delivery services.
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e March 22: Widespread roll-out of the Carrefour Pay mobile payment solution.

e April 10: Inauguration of a giant food e-commerce warehouse in the Paris suburb of Aulnay-sous-Bois.

e April 16: Opening, in Paris, of Carrefour’s first pedestrian Drive outlets.

e May 9: Signature in Poland of the Group’s first “farmer contracts” with several Polish farmers to secure high-quality food supplies for stores.

e May 20: Launch, in Shanghai, China, of a new supermarket concept that focuses on catering, fresh foods and imported products, with many
digital innovations offered with the support of Tencent.

e June 8: Signature of a partnership agreement with U Enseigne to create a joint purchasing centre and step up the commitment to supporting
French farmers.

e June 11: Signature of a strategic partnership with Google to support the Group’s digital transformation and make its products (including food)
available via Google Shopping, Google Assistant and Google Home.

e July 2: Signature of a partnership with UK-based retailer Tesco for the joint purchasing of own-brand products and goods not for resale.
e July 17: Creation in Italy of a buying group, Aicube, that unites Carrefour ltaly with two Italian retailers, PAM and VéGé.
e July 18: Signing of the contract for the acquisition of So.bio, a chain of supermarkets in south west France, specialised in organic products.

e September 2: Creation of a Food Advisory Committee, comprising seven experts from outside the Group, to help Carrefour implement the food
transition and its global Act for Food programme.

e September 3: Launch of the global Act for Food programme, which sets out measurable, real-world commitments in favour of the food transition
for all, adapted to meet each country’s specific requirements.

o September 28: Signing of the contract for the acquisition of Planeta Huerto, the leader in online sales of organic products in Spain and Portugal
with over 250,000 customers and 35,000 products, by Carrefour subsidiary Greenweez, Europe’s leading online distributor of organic products.

e October 8: Entry of Carrefour into the IBM Food Trust initiative, with the aim of creating a global food traceability standard using blockchain
technology.

* November 10: Acquisition of e-Midia, a Brazilian foodtech firm dedicated to online recipe sharing, which attracts 2.4 million unique visitors per
month.

e November 13: Alliance in Belgium and Luxembourg between Carrefour Belgium and the Provera Belux central buying office, whose members
include Cora, Louis Delhaize, Match, Smatch and Delitraiteur.

¢ November 21: Signature of a partnership between Carrefour and its Foundation, WWF France, dairy group LSDH and cooperative APLBC Bio to
support French dairy producers as they switch over to organic farming methods.

« November 21: Opening of the first Darty shop-in-shop trials in two Carrefour hypermarkets, in the Paris suburb of La-Ville-du-Bois and in Limoges
Boisseuil in central France.

¢ November 26: Signature of a partnership agreement with Jumia, Africa’s leading e-commerce company, relating to the sale of Carrefour’s products
on Jumia’s online marketplace.

e December 10: Launch, in Paris, of laboratory store La Halle de Clichy, which features a wide selection of traditional fresh produce, as well as
digital services and an eating area.

1.6.2 Highlights of Q1 2019

e January 16: Launch of an independent audit of all slaughterhouses that supply products to be sold under the Carrefour brand and a call for
cameras to be installed inside slaughterhouses to combat animal cruelty.

e January 29: Alliance with crowdfunding platform MiiMOSA Transition, to provide financial support for the transition to virtuous farming methods
(agroecology, organic, pesticide-free, etc.).

e February 5: Undertaking to gradually withdraw from its French stores organic fruit and vegetables that are not in season.

e February 7: Partnership with Urbasolar for the installation of photovoltaic awnings in the car parks of 36 Carrefour hypermarkets, to generate
electricity for their own use.

o February 13: Agreement between Carrefour and U Enseigne, partners in the Envergure joint purchasing centre, to increase revenue for some
28,000 French milk producers.

e March 4: Opening in Paris of the Carrefour Digital Hub, a 2,500 sq.m. space that will host the Carrefour-Google Lab teams, experts in artificial
intelligence and machine learning, as well as the 300 or so employees who specialise in digital technology and e-commerce.

1.6.3 Summary of stock market performance

Summary of stock market indicators

At December 31, 2018, the Carrefour share was in 33" position in the CAC 40 index in terms of market capitalisation, with a weighting of 0.83%.

Closing price (in euros)!") 2018
highest 19.62
lowest 13.14
at December 31 14.91

Number of shares at December 31 789,252,839

Market capitalisation at December 31 (in billions of euros) 11.8

Average daily volume("® 3,723,706

Net income/(loss) from continuing operations per share (in euros) (0.34)

Net dividend (in euros) 0.46®

Yield (as a %) 3.09

(1) Source: Euronext.
(2) Average daily volume on Euronext.

(3) Subject to approval by the Shareholders’ Meeting on June 14, 2019.
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Share price in 2018 (100 base)
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At December 31, 2018, Carrefour’s share capital stood at 1,973,132,097.50 euros, divided into 789,252,839 shares of 2.50 euros each.

-1.40%

-10.95%

-11.08%

The number of voting rights at December 31, 2018 was 1,009,864,055. After deducting the voting rights that cannot be exercised from this figure,
the total number of voting rights is 1,000,406,516.

To the Company’s knowledge, the breakdown of the capital and voting rights at December 31, 2018 was as follows:

Shares owned and employee

2.1%
Individual
shareholders

9.6%

Reference
shareholders

Institutional
shareholders

59.2%

1.6.4 Summary of CSR performance

Convinced that a company’s performance is also measured by its contribution to society, Carrefour has made corporate social responsibility (CSR)
an integral part of its strategy. Its CSR performance is the result of a continuous improvement process that involves all of the Group’s business lines
in every country.

Carrefour implements real-world initiatives in its countries of operation that contribute to the Group’s sustainable, responsible performance. New
objectives were announced in 2018 to enable Carrefour to become the world leader of the food transition for all.

Today, Carrefour's CSR policy is based around five key topics (detailed in Chapter 2, Corporate Social Responsibility):

products;

in-store and online shopping;

customers and partners;

employees;

responsible business conduct.

Composition of Stoxx Europe 600 Retail index: Ahold Delhaize, B&M European Value Retail, Carrefour, Colruyt, Delivery Hero, Dufry,
Galenica, H&M, ICA Gruppen, Inchcape, Inditex, Jeronimo Martins, Just Eat, Kering, Kesko OYJ, Kingfisher, Marks & Spencer, Metro,
Morrison, Next, Ocado, Sainsbury, Tesco, WH Smith, Zalando.
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PRODUCTS

2018

Develop affordable organic produce and agroecology
e Promote organic farming
o Foster direct relations with producers to increase the number of

Carrefour Quality Lines (partnerships that support agroecology)

1.8 billion euros in sales of organic products*

508 partnerships

Encourage the sustainable consumption of seafood

¢ Promote MSC- & ASC-certified seafood products and seafood
Carrefour Quality Lines

e Source 50% of the fish sold from sustainable supply chains by 2020

443.9 million euros in sales

37.3% of sales

Encourage sourcing of products that do not contribute to
deforestation
e Ensure that 100% of the 10 own-brand priority product families come

from sustainable forests by 2020

48.5% achieved

Reduce packaging
o Avoid 10,000 tonnes of packaging by 2025

1,867 tonnes of packaging avoided since 2017

IN-STORE AND ONLINE SHOPPING

2018

Recover waste

e Recover 100% of our waste by 2025

66.5% of waste recycled

Combat climate change

e Reduce CO2 emissions by 40% versus 2010

31%

Develop apiculture

¢ Implement a bee plan in each country by 2020

2 countries out of 10 with a comprehensive plan
73 stores and offices fitted with beehives across the Group

* Data reported in calendar year 2018.

CUSTOMERS AND PARTNERS

2018

Implement the food transition with our customers
e 80% of customers identify the food transition in stores by 2020
e All countries implement an annual Act for Food communication

programme

43% of our customers identify the food transition in stores
All 10 countries have implemented the Act for Food programme

Improve the way our results/actions are communicated to the non-
financial community

o Improve Carrefour’s position in the RobecoSAM indices

Top 5 position in the DJSI World maintained in 2018

Promote CSR in the supply chain and prioritise local suppliers
e Promote fair trade products
* Promote local suppliers

149 million euros in sales of fair trade products
70% of sales of Carrefour own-brand food products sourced from

national suppliers

Be a socially responsible retailer

* Use food as a way to combat exclusion

100 million meal equivalents donated to food aid associations

EMPLOYEES

2018

Employment

e Permanent contracts

90.6% of employees on permanent contracts

Act as a responsible employer
e Develop employees’ skills

e Develop internal promotion

11.4 training hours on average per employee
Internal promotion rate of 50%

Encourage diversity and equal opportunity
¢ Encourage gender equality
* Encourage the hiring and retention of people with disabilities

41.1% of managers are women

3.4% of employees have a disability
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Carrefour’s policies are also the subject of external assessments by rating agencies:

RobecoSAM - DJSI

CDP - Climate

Sustainalytics

oekom

MSCI

Carrefour’s rating

69

A

74

Prime C+ A

1.7 Corporate governance

1.7.1 Board of Directors

The Board of Directors has 19 members including two Directors representing employees. The Board approves the Company’s business strategy
and oversees its implementation. It examines and makes decisions on major transactions. The members of the Board of Directors are kept informed
of changes in the markets, the competitive environment and the key issues facing the Company, including with regard to social and environmental

responsibility.

Composition of the Board of Directors in 2018

Patricia

Moulin Lemoine

Stéphane Courbit »

LanYan *

Thierry Faraut

Representing
employees

Stéphane Israél *

* Independent Director

Martine
Saint

Cricq

Philippe Houzé
Lead Director

Representing
employees

Bernard Arnault

Alexandre Bompard
Chairman and
Chief Executive Officer pnilio Diniz

Jean-Laurent Bonnafé

Aurore Domont*

Nicolas

Bazire

On November 7, 2018, Amélie Oudéa-Castéra stood down as Director following her appointment as Executive Director, E-Commerce, Data and

Digital Transformation for the Carrefour group.
The Board of Directors has set up specialised Committees that review any questions submitted to them for their opinion by the Board of Directors
or the Chairman of the Board of Directors. The Board of Directors’ Committees are: the Audit Committee, the Compensation Committee, the

Appointments Committee, the CSR Committee and the Strategic Committee.
SPECIALISED COMMITTEES OF THE BOARD OF DIRECTORS IN 2018

o
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® Chair ¥¢ Vice-Chair [0 Member * Independent Director ** Director representing employees
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COMPOSITION OF THE BOARD OF DIRECTORS:

members
/ \ Gender balance*: \

Number of meetings | l
of the Board of directors
and its specialised
Committees

18

58.8% 41.2%

Proportion of
independent directors*:

Attendance rate: 5 2-9%
95.8%

/ Number of Directors \
representing employees:

™ 2
Q> (L)
\i. . ' J

* This proportion does not include Directors representing employees

Changes in the composition of the Board of Directors in 2019

At its meeting on January 22, 2019, the Board of Directors decided, on the recommendation of the Appointments Committee, to appoint Claudia
Almeida e Silva as Independent Director to replace Amélie Oudéa-Castéra for the remainder of her term of office, i.e., until the Shareholders’ Meeting
called to approve the financial statements for the year ending 2020. Ratification of her appointment will be sought at the Shareholders’ Meeting to
be held on June 14, 2019.

At its meeting on April 24, 2019, and after acknowledging Bernard Arnault's resignation, the Board of Directors decided, on the recommendation of
the Appointments Committee, to appoint Alexandre Arnault as a Director to replace Bernard Arnault for the remainder of his term of office, i.e., until
the Shareholders' Meeting called to approve the Financial Statements for the year ending 2019. Ratification of his appointment will be sought at the
Shareholders' Meeting to be held on June 14, 2019. In addition, the Board of Directors decided, on the recommendation of the Appointments
Committee, to propose the renewal of the terms of office of Flavia Buarque de Almeida, Abilio Diniz, Thierry Breton and Charles Edelstenne at the
Shareholders’ Meeting to be held on June 14, 2019.

For more information, see Section 3.2.1.2 of this Registration Document.

1.7.2 The Group Executive Committee

The Group Executive Committee was created on September 22, 2017 and is chaired by Alexandre Bompard, Carrefour’s Chairman and Chief
Executive Officer. The Committee’s role is to strengthen oversight of the Group and closely monitor the implementation of its transformation plan. It
comprises Group managers and individuals from other horizons who contribute complementary expertise.

The Group Executive Committee has 16 members:
¢ Alexandre Bompard, Chairman and Chief Executive Officer
Responsible for geographic regions
e Pascal Clouzard, Executive Director France
¢ Guillaume de Colonges, Executive Director Northern and Eastern Europe (Belgium, Poland and Romania)
e Thierry Garnier, Executive Director Asia (China and Taiwan)
* Noél Prioux, Executive Director Latin America (Brazil and Argentina)
o Eric Uzan, Executive Director Spain
e Gérard Lavinay, Executive Director ltaly
Responsible for Group functions
o Amélie Oudéa-Castéra Executive Director E-Commerce, Data and Digital Transformation
« Marie Cheval, Executive Director Financial Services and Hypermarkets
e Jacques Ehrmann, Executive Director Assets, International Development and Innovation
* Francois Melchior de Polignac, Executive Director Merchandise, Supply and Formats
Responsible for corporate functions
o Matthieu Malige, Chief Financial Officer

e Laurent Vallée, General Secretary
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e Jérome Nanty, Executive Director Human Resources for the Group and France
o Dominique Benneteau-Wood, Executive Director Communication for the Group and France

o Frédéric Haffner, Executive Director Strategy and M&A
" H [ 1]
1.8 A new "raison d'étre" for Carrefour
At its meeting on April 24, 2019, the Board of Directors of Carrefour, acting on the recommendation of its Appointments Committee, which is in

charge of governance issues, decided to propose to the Group's shareholders to adopt this year a "Raison d’étre."

The design and launch of the Carrefour 2022 plan were the occasion for the entire company to reflect on its identity, its activity and its future. The
ambition set out in this plan to be the leader in the food transition for all has allowed the mobilization of employees and more broadly, of all
stakeholders.

To anchor this work, and within the framework of the "Pacte" law recently adopted by the French Parliament, the Board of Directors proposes to
include a "raison d'étre" in the preamble to the company's articles of association.

This “raison d’étre” reads as follows:

"Our mission is to provide our customers with quality services, products and food accessible to all across all distribution channels. Thanks to the
competence of our employees, to a responsible and multicultural approach, to our broad territorial presence and to our ability to adapt to production
and consumption modes, our ambition is to be the leader of the food transition for all."

This proposal will be submitted to the next Shareholders' Meeting on June 14, 2019.
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2. CORPORATE SOCIAL RESPONSIBILITY

Introduction

The information detailed in this chapter complies with the requirements of French government order no. 2017-1180 of July 19, 2017 and decree
no. 2017-1265 of August 9, 2017, providing for a Non-Financial Information Statement as stipulated notably under Articles L. 225-102-1 and R. 225-
105 et seq. of the French Commercial Code (Code de commerce). This information concerns the activities of Carrefour SA (the parent company)
and all the Group’s consolidated companies. A cross-reference table specific to the Non-Financial Information Statement appears in Section 2.7.2
below.

More generally, this section presents Carrefour’s entire corporate social responsibility (CSR) approach. Carrefour’s CSR approach is enriched by
dialogue with its stakeholders with respect to different societal challenges facing the Group. In this report, Carrefour’s stakeholders will find that this
dialogue has produced results, as described in the Group’s various policies and objectives as well as its results in the different areas.

CSR plays an essential role in the Group’s chosen mission to lead the food transition. Among the different CSR policies, the Group has decided to
strengthen the management of priority projects as part of its transformation plan, particularly those relating to the food transition. Carrefour has
therefore established its own CSR & Food Transition Index, based on an upgrade of the CSR Index created in 2017. At the same time, the Group
follows a broader set of policies for which it measures results using a more exhaustive array of non-financial indicators.

The presentation of Carrefour’'s CSR policies in Section 2.1 describes the role these policies play in the Group’s strategy to become the leader of
the food transition for all, the CSR organisations within the Group, and the methodology enabling Carrefour to develop its CSR policies in response
to the societal risks it has identified in its business model. Thus, all the societal risk factors encountered by the Group in its activities result in CSR
policy. Figure 4 in Section 2.1 shows the policies that correspond to each identified risk.

The sections below describe the structured CSR policies as follows:
e products (detailed in Section 2.2);

e Stores and e-commerce (detailed in Section 2.3);

o customers and partners (detailed in Section 2.4);

e employees (detailed in Section 2.5);

¢ responsible business conduct (detailed in Section 2.6).

This section also explains the Group’s duty of care plan (in Section 2.6), and how it addresses the risks of violations of human rights and fundamental
freedoms, health and safety, and the environment, as well as the report on the plan’s effectiveness in 2018. It complies with the requirements set
out in French law no. 2017-399 of March 27, 2017 with regard to the duty of care.

Section 2.7.1 presents Carrefour’s non-financial report. All the non-financial performance indicators are consolidated at the Group level,
thus making it possible to comprehensively measure the results of CSR policy. Using more detailed indicators and covering a broader scope, it thus
sharpens the focus of the CSR & Food Transition Index.

Lastly, Section 2.7 presents the cross-reference tables for the Non-Financial Information Statement and GRI-G4, the detailed reporting method for
CSR indicators and the independent third-party report on consolidated social, environmental and societal information published in the management
report.

2.1 CSR at Carrefour

2.1.1 The food transition, a core aspect of Carrefour’s corporate social
responsibility

The food transition for all

The Group’s ambition is to become the leader of the food transition for all. More specifically, Carrefour wants to provide all consumers — every day
and everywhere — with quality, healthy food at a reasonable price. This ambitious objective is a response to a profound transformation in production
and distribution models, as well as rapid changes in consumer behaviour. The food transition for all is an initiative that expresses both the Group’s
objectives and its values. Its shareholders, management teams, employees and partners all contribute to aspiring towards this goal.

The food transition is the Group’s signature corporate social responsibility. It means transforming the products we offer, adapting the operations in
our stores and online, involving our customers and partners in our action plans and motivating our employees.

The food transition and CSR governance

Governance

Governance of the food transition and the CSR policies is exercised jointly by three management bodies and the Group Secretary General:
« the Group’s Executive Committee defines CSR strategy, policies, and objectives and measures CSR performance;

« the Board of Directors approves the strategy drawn up by the Executive Committee and evaluates its implementation. In 2018, during meetings
with the dedicated CSR Committee, the Board expressed its opinion concerning food transition projects and implementation of the Act for Food
programme (detailed in Section 2.4.1) in different countries, the fight against food waste, and Carrefour’s packaging policy;

« the Group Secretary General is coordinating the roll-out of the food transition on a consistent basis throughout the entire Group. He is in charge
of the Food Transition Advisory Committee.

Role and tools of the CSR department

Created over 10 years ago and reporting directly to the Group Secretary General, the Group’s CSR department oversees implementation of the
CSR methodology to help meet Carrefour’s objectives in all of the countries where the Group operates. They are contributing to the Group’s strategy
for the food transition with the help of various tools such as dialogue with stakeholders, innovation and collective intelligence.

The CSR department identifies emerging trends and supports the various professions with the design and implementation of innovative,
substantive projects, initially aimed at forward-looking groups of consumers with deeply held convictions. The goal of these projects is to create
and experiment with new solutions together with these minority groups, before proposing the ideas to all of our customers. And so, by way of its
CSR policies, Carrefour is developing a vision, objectives and solutions to transform the Group’s business and market standards.
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The CSR department, responsible for implementing these missions, comprises nine people, who work with all the Group professions and
departments concerned, particularly the merchandise, sourcing, quality and store departments. The innovations and solutions are defined jointly
before being tested and rolled out by Carrefour’s operational teams. Every country where the Group operates has a CSR department.

Organisation across countries, professions and stores

The Group’s policies are implemented by the CSR departments throughout the different countries. Each country has its own CSR department,
responsible for coordinating and implementing CSR projects, working closely with the local correspondent in charge of the food transition. The
Group’s professions are arranged into international speciality divisions (merchandise, supply chain, quality and CSR, technical, finance, etc.) which
serve as the basis for exchanging information between countries and professions. The CSR department relies on all of these channels to work with
the Group’s teams.

Lastly, the CSR initiative is also deployed at the level of each store, where the actions planned and commitments made are assimilated and
implemented. Stores are still the main stage for the Group’s CSR policy, through, for example, the Antigaspi waste reduction programme,
partnerships with beekeepers, relationships with waste treatment facilities and food donations.

2.1.2 Highlights of 2018

Many new initiatives were launched in 2018 to enable Carrefour to become the world leader of the food transition for all (see Section 1.2).

FIGURE 1 — THE MAIN STEPS IN CARREFOUR’S FOOD TRANSITION INITIATIVE IN 2018
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213).

« Carrefour reorganises in order to support the food
transition, creating a Group organic produce
market department and a Group own brand food
department.

To become the leader of the food transition for all, Carrefour has made commitments that are transforming its business. These ambitious
commitments will ensure that the Group is better prepared for new expectations coming from customers and society in general, as well as changing
regulations, and in this way contribute to transforming the market:

o the Carrefour group announced a new goal: 100% reusable, recyclable or biodegradable packaging for Carrefour-brand products by 2025. In
addition, together with global competitors, major brands and NGOs, in December 2018 Carrefour signed the Global Declaration on Plastics
initiated by the Ellen MacArthur Foundation to make this goal a market standard (detailed in Section 2.2.6);

e Carrefour published its Sustainable Forestry Purchasing Rules, replacing the Carrefour Wood Charter, governing supplies of palm oil, soy,
Brazilian beef and products made with wood or wood fibres for Carrefour-brand products (detailed in Section 2.2.7);

o Carrefour’s Purchasing Rules for the social and environmental compliance of retail or non-retail certified product purchases were updated
and deployed in all host countries in 2018. These rules include a Supplier Commitment Charter, a country-by-country risk map, procedures
and standards for carrying out social audits and rules specific to sensitive production phases and raw materials;

e since 2017, Carrefour has been committed to ensuring that all Carrefour-brand eggs sold in Europe (Belgium, Spain, France, ltaly, Poland and
Romania) are sourced from cage-free systems; in 2018, this commitment was extended to Taiwan and Brazil (detailed in Section 2.2.4);

e Carrefour is committed to animal welfare and has launched an independent audit across all the slaughterhouses supplying the Carrefour,
Carrefour Bio, and Reflets de France brands, in addition to the Carrefour Quality Lines. The audits are based on the Animal Protection standard
drawn up by the non-profit organisation CEuvre d’assistance aux bétes d’abattoirs (OABA). Carrefour is also the first French retailer to install
cameras at its slaughterhouses in France (detailed in Section 2.2.4);

o the Group has committed to provide the largest selection of products sourced from sustainable fishing by 2022. To help meet this goal, Carrefour
signed an unprecedented partnership with the Seafood Watch programme led by the Monterey Bay Aquarium?®, in order to map its fishing supply
chain in Brazil (detailed in Section 2.2.5). According to the Marine Stewardship Council (MSC) report, “Carrefour leads the field among retail
players selling own-brand products with the MSC label in France”, with more than 75 MSC-labelled items, (detailed in Section 2.2.5);

e Carrefour has set a goal of generating 5 billion euros in sales of organic products by 2022. To step up the process, Carrefour France helped
farmers in 31 different product categories to make the switch to organic farming by offering them “Organic development” (Bio développement)
contracts in partnership with the World Wildlife Fund (WWF®) (detailed in Section 2.2.2);

o Carrefour has set itself the goal of rolling out agroecology in its Carrefour Quality Lines (CQL) so that by 2022, 100% of CQL products sold will
carry an agroecology-specific message (detailed in Section 2.2.3). In addition to the work already begun on fruit and vegetables, Carrefour is
drawing up an Agroecology Charter for the cereals line (detailed in Section 2.2.3), a joint project with its cereal suppliers and customers;

e in Belgium, Spain, France and ltaly, Carrefour banned 100 controversial substances from its products in 2018, with around 30 more to follow
by 2020 (detailed in Section 2.2.1);

e in 2018, Carrefour extended the initiative launched in late 2017 to promote farmers’ seeds, enlarging its selection of heirloom fruit and vegetables
grown from farmers’ seeds, with the goal of doubling its sales in that category by 2022 (detailed in Section 2.2.3);
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o after launching Europe’s first food blockchain in 2018, Carrefour joined the IBM Food Trust platform in order to set up a world food traceability
standard covering all links in the chain from producer to store shelf. Carrefour is committed to extending blockchain technology across all its
Carrefour Quality Lines by 2022 (detailed in Section 2.2.1);

e as part of its commitment as a member of the Consumer Goods Forum, Carrefour is finalising the development of a tool that will make it possible
to measure and monitor food waste in stores. The indicator is calculated on the basis of the Food Loss and Waste Accounting and Reporting
Standard (FLW Standard) (detailed in Section 2.3.1);

« with the first International Food Transition Store Challenge, Carrefour recognised its food transition champions, i.e., employees who promoted
the initiative on a daily basis and motivated other staff members and customers to adopt more responsible eating habits (detailed in
Section 2.4.1);

o the Carrefour Foundation supported 72 programmes in 13 countries, aiming to achieve sustainable production, zero waste processing, better
distribution and easier access to food, healthy eating and consumer habits, and support for the circular economy (detailed in Section 2.4.5);

e Carrefour is committed to ending violence against women as a member of the European initiative CEASE. Even if these tragic situations mainly
occur within the private sphere, they impact the lives of all women, disrupting their professional lives (see Section 2.5.4);

¢ the Human resources department made significant contributions to the Carrefour 2022 transformation plan, negotiating with the trade unions to
set up new systems to provide support to restructuring projects and resulting workforce reductions. These changes make it possible today for
operational and functional teams to work cross-functionally so they can meet omni-channel challenges (see Section 2.5).

2.1.3 Carrefour’s CSR methodology

Carrefour’'s CSR methodology is based on providing tools to further the Group’s ambition to become the world leader in the food transition for all.
By means of materiality analysis, dialogue with stakeholders, strengthened governance, and supporting professions and innovation, the methodology
is contributing to the Group’s strategy for the food transition (see Figure 2). Carrefour's CSR methodology comprises five iterative steps:

. identifying societal challenges and risks;
. materiality analysis;
. stakeholder dialogue;

A WO N =

. defining and deploying policy, action plans and objectives;
5. evaluating CSR performance.

Carrefour carried out a risk analysis centred on its business model, which is synthetically modelled in Section 1.5.10 The analysis took into account
the business environment, strategy and governance, business operations, and the financial aspects of the business model. The Group’s main risk
factors, including those concerning Carrefour’s social responsibility, were identified and are shown in Section 4.8 of this document.

Based on this risk analysis, and in light of an ISO 26000 diagnostic and the UN’s Sustainable Development Goals (SDG), Carrefour’s major societal
challenges were determined and then subjected to a materiality analysis (detailed in Section 2.1.3). The Group uses this analysis for defining its
CSR strategy. Dialogue with stakeholders through the Food Transition Advisory Committee, external panels and meetings (detailed in Section 2.1.3)
also contribute to Carrefour’s strategy.

The Board of Directors, primarily through the CSR Committee, validates the Group’s major objectives. The Group’s Executive Committee defines its
policies, objectives and specific action plans. Performance is measured on an annual basis, using the Group’s CSR & Food Transition Index and
non-financial report (detailed in Section 2.1.3).
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FIGURE 2- CARREFOUR’S CSR METHODOLOGY: RISK FACTORS IN CSR PERFORMANCE
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Identifying societal challenges and risks

Carrefour’s business model relies on the Group’s ability to offer its customers safe, healthy, high-quality, affordable products (see Section 1.5.10).

In order to achieve its goals and grow its operations, the Group must take into account 28 different risk factors (detailed in Section 4.8). Among the
28 risk factors, 11 have a CSR aspect, i.e., relating to social, environmental, human rights or corruption issues. Societal risk factors are detailed in
Figure 4.

These societal risk factors, which are significant for Carrefour, as well as an impact analysis concerning the UN's Sustainable Development
Goals and a self-assessment on the basis of ISO 26000, have enabled Carrefour to identify its priority societal challenges.

The example below illustrates the bridge between the societal risk factors analysis and the implementation of CSR policies, objectives and KPlIs.
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FIGURE 3 — SOCIETAL RISK FACTORS COMMENSURATE WITH SOCIETAL PERFORMANCE: “NATURAL DISASTERS
AND CLIMATE CHANGE” AS A RISK FACTOR EXAMPLE
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FIGURE 4 — MAPPING OF THE GROUP’S RISK FACTORS AND SOCIETAL CHALLENGES AND ASSOCIATED POLICIES

Priorities are assigned to societal challenges!! through a materiality analysis (detailed in Figure 6). The challenges are listed below in order of their
importance vis-g-vis their impact on the Group's business. The figure below makes reference to the associated policies®® presented in this
Registration Document.
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Promoting work/life balance for employees

Responsible business conduct 26.

(1) The societal challenges have been identified with respect to the risk analysis undertaken by Carrefour (detailed in Section 4.8) as well as external benchmarks

such as ISO 26000 and the UN's Sustainable Dev:

t Goals.

(2) The numbers identify the sections in which the policies relating to the various risks and challenges are described.

Working towards sustainable development goals

Carrefour supports the 17 Sustainable Development Goals (SDGs) set by the United Nations and adheres in particular to seven priority SDGs, to

which it contributes by means of the concrete objectives in its CSR & food Transition Index. Figure 5 below shows the concordance between the 17
objectives of its CSR & Food Transition Index and the seven priority SDGs.
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FIGURE 5 - CARREFOUR’S CONTRIBUTION TO SEVEN PRIORITY UNITED NATIONS SUSTAINABLE DEVELOPMENT
GOALS
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Materiality analysis of priority societal challenges

Carrefour carried out a materiality analysis in order to weight and rank the societal challenges it identified.

Materiality was assessed by (i) reviewing the documentation available (competitive environment, media coverage, regulatory context and industry
standards), an evaluation carried out by some 30 external stakeholders and (ii) an in-house survey. Challenges were identified and ranked in terms
of materiality based on:

o their importance for stakeholders;

o their estimated risk, based on their financial and regulatory impact, their impact on Group business and its relationship with investors, customers
and employees, and their impact on the Group’s reputation.

The Group prioritises these challenges in its policies and monitors each one by means of its CSR & Food Transition Index and annual non-financial
report (see Section 2.1.5).
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FIGURE 6 — MATERIALITY ANALYSIS
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Stakeholder dialogue

Food Transition Advisory Committee

In 2018, Carrefour formed a Food Transition Advisory Committee, bringing together seven external well-known figures from different backgrounds
who are committed and concerned about food issues: Lucie Basch, founder of the startup Too Good To Go; Myriam Bouré, co-founder of Open
Food; Emmanuel Faber, Chairman and Chief Executive Officer of Dannon; Jean Imbert, a socially and environmentally responsible chef; Frangois
Mandin, a farmer from the Vendée region; Caroline Robert, head of dermatology at the Gustave Roussy Cancer Centre, and Maxime de Rostolan,
founder of Fermes d’Avenir and Blue Bees.

The Committee members agreed to support Carrefour’s transformation of its production model. They participate in projects working towards the food
transition for all, share best practices, propose new ideas and lead exploratory discussions about changing food habits. The Committee meets twice
a year. The first session was held in 2018 and focussed on four food transition topics: food waste, complete food costs, soil conservation in agriculture
and new models for the food business and stores. Each of the topics will be followed by working groups involving Carrefour employees and
Committee members.

Stakeholder meetings and panels

For many years Carrefour has maintained ongoing dialogue with its stakeholders. This enables the Group to ensure that its CSR strategy stays
relevant, that new commitments are in line with the strategy, and that suitable action plans are drawn up.

Several times a year, Carrefour arranges meetings in order to arrive at functional recommendations on a specific CSR issue. These meetings are
attended by approximately 50 people representing the Group, NGOs, government, customers, investors and suppliers, who come together to share
their expertise or point of view on the subject in question. In 2018, five meetings were held on topics such as cage-free egg production, the food
transition and climate change, urban farming, forests and agroecology in field crops.

Carrefour has also been overseeing several long-term action plans in conjunction with various non-profit associations, such as the WWF® since
1998 (detailed in Sections 2.2.2, 2.2.7, 2.4.3, and 2.4.5) and the FIDH since 2008 (detailed in Section 2.4.3).

Ratings agencies and investors

Carrefour systematically replies to questionnaires sent by NGOs, investors and ratings agencies (results of the carbon disclosure project (CDP),
oekom, Sustainalytics and the RobecoSAM DJSI Index are detailed in the “Performance assessment” section below).

Carrefour also organises informational meetings for investors and takes part in socially responsible investment (SRI) conferences to keep the
financial markets informed about the Group’s CSR policy.

Employee relations

This approach has been accompanied by extensive social dialogue. The Group promotes union rights and the right to collective bargaining in the
countries in which it operates. Carrefour was the first retailer to sign an agreement with Union Network International which serves as the basis for
employee relations within the Group (detailed in Section 2.5.3) and was last renewed in 2018. A CSR working group within the European Consultation
and Information Committee holds meetings three times a year, so that employee representatives can participate in the development of action plans
and be consulted on innovations.
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Defining and rolling out policies, action plans and objectives

Analysis of the Group’s priority societal challenges and risks, materiality analysis and external stakeholder dialogue enable the Group to build its
policies. All of the Group’s material challenges are dealt with through one dedicated CSR policy, which we will describe in this chapter as follows:

e products (detailed in Section 2.2);

o stores (detailed in Section 2.3);

e customers and partners (detailed in Section 2.4);

e employees (detailed in Section 2.5);

e responsible business conduct (detailed in Section 2.6).

Carrefour is carrying out specific work so as to innovate in the areas affected by the food transition. In order to determine the most important solutions
for the food transition, the Group is following the steps listed below:

1. objective observations based on:
o priority societal challenges,
e external stakeholder relations,
e analysis of market trends, and
e consultation with food transition managers and key employees;
2. identification of priority solutions through:
e alist of priority action plans that integrate a vision, objectives and solutions,
e prioritisation based on a survey of customer needs and expectations,
o afeasibility study;
3. charting a roadmap:
* setting deadlines and KPlIs for implementing priority solutions.

The priority solutions and action plans for the food transition are included in all of the Group’s CSR policies.
PRIORITISATION OF SOLUTIONS FOR THE FOOD TRANSITION IN 2018

Observations Prioritisation Charting a roadmap
e 17 priority societal challenges * 100 solutions identified * Aroadmap for each country
e Five stakeholder panels e In-house prioritisation

e One Food Transition Advisory Committee meeting e 2,000 consumers surveyed in France and
e 30 external benchmarks Spain

e Analysis of market trends e 26 solutions qualified as top priorities

¢ 10 interviews with country food transition managers

e 50 key employees surveyed by questionnaire

Act for Food — Implementation of a concrete action plan in each country

Carrefour launched a worldwide Act for Food programme in 2018, showcasing the Group’s food transition initiatives and their
concrete results. Each country in which Carrefour operates spotlighted its actions and its engagements to speed up the food
transition, raise consumer awareness and involve customers.

In 2018, the main actions were: banning controversial substances from Carrefour’s products, eliminating artificial colouring and
flavouring agents, improving transparency and traceability with blockchain, making organic produce more affordable to all,
supporting farmers in the switch to organic, reduction or elimination of antibiotics in livestock, responsible fishing and
aquaculture, marketing local fruit and vegetables, and the move towards biodegradable packaging.

Evaluating CSR performance

Carrefour’s CSR & Food Transition Index

In 2017, Carrefour deployed a CSR index in order to monitor the achievement of its objectives, assess its CSR performance and motivate its in-
house teams. It consolidated all of the Group’s quantified social responsibility objectives.

In 2018, Carrefour updated its CSR index, adding new objectives relating to the food transition for all. As a result, sales targets for organic products,
market penetration of Carrefour Quality Lines in fresh produce stands, and the roll-out of Act for Food publicity campaigns in all the countries where
Carrefour operates, were made part of the index. Beginning in 2019, the Group’s performance in meeting these objectives will become a part of the
criteria for executive compensation. The percent achievement of the annual objectives will serve as the basis for calculating executive compensation
as part of the long-term incentive plan. In addition to monitoring CSR performance, the index is also a tool for managing and motivating employees
on strategic issues, in line with the Group’s ambition to be the leader of the food transition for all.

The index can be broken down into four distinct areas, each of which is shaped by four quantitative objectives with deadlines. Designed to cover a
period of several years, the index measures CSR performance every year for each of the 17 indicators. Annual objectives are determined on the
basis of the straight-line trajectory required to reach the target. The index’s overall score is a simple average of the score for the 17 indicators. The
annual results and objectives are presented in a transparent manner.

Items from the CSR & Food Transition Index are clearly identified throughout the report [CSR & Food Transition Index].

The composite score reflecting the level to which objectives were achieved in 2018 stood at 104%. As outlined in the table, certain objectives were
partially or fully reached in 2018, whereas others will require further effort by the Group’s host countries. For each objective that is not reached (lower
than 100%), a remediation programme is put in place.
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FIGURE 7- CSR & FOOD TRANSITION INDEX

Carrefour's 2018 CSR & food transition index = 104%

Score
2018
Products Objective 2018 Result 2018 105%
1. €5 billion in sales of organic products by 2022 €1.71 billion €1.76 billion 103%
2. 10% of Carrefour Quality Lines products within Fresh Products by 2022 6.9% 6.0% 87%
3. 50% of Carrefour seafood products sold come from responsible fishing by 2020 35% 37.3% 106%
4. Implementation of a Sustainable Forests action plan for the products linked to 50% 48.5% 97%
deforestation by 2020
5. 10,000 tonnes of packaging saved by 2025 1,438 tonnes 1,867 tonnes 130%
2018
Score
Stores Objective 2018 Result 2018 103%
6. Reduce food waste by 50% by 2025 (vs. 2016) - - -
7. Recover 100% of waste by 2025 70% 67% 95%
8. Reduce CO2 emissions by 40% by 2025 and by 70% by 2050 (vs. 2010) -26.7% -28.6% 107%
9. 2,000 employees identified as "food transition superheroes" in stores by 2020 10 superheroes 10 superheroes 100%
2018
Score
Customers Objective 2018 Result 2018 103%
10. 80% of customers identify food transition in stores by 2022 50% 63.8% 129%
11. 100% of countries roll out a program focused on local products and purchasing by 30% 20% 67%
2020
12.100% of countries implement an annual Act For Food communication program 100% 100% 100%
13. 100% of countries roll out an Healthier Diet action plan by 2022 60% 70% 117%
2018
Score
Employees Objective 2018 Result 2018 102%
14.40% of women account in appointments to key positions by 2025 & 100% of countries 23.1% 31% 123%
roll out GEEIS certification by 2020 67% 75%
15. 4% of disabled employees within the Group by 2025 3.38% 3.4% 101%
16. 13 training hours per Group employee by 2025 12.3 hours 11.4 hours 93%
17.100% of countries implement an action plan on health/safety/quality of life in the 58% 67% 114%

workplace by 2020

Annual non-financial reporting

CSR reporting involves both monitoring and issuing reports on the Group’s non-financial performance. The Group prepares annual consolidated
statements on its levels of performance relating to 22 CSR indicators. These indicators have been calculated since 2006, and monitor progress in
the Group’s performance (detailed in Section 2.7.1). The reporting is subject to an external audit and informs the non-financial performance ratings
assigned to Carrefour by the ratings agencies.

Ratings of non-financial performance

The CSR communications process consists of several documents and events, including this Registration Document, the year-end financial results;
conferences, days and meetings organised specifically for investors and the shareholders’ club.

Carrefour regularly replies to questionnaires by NGOs, investors and ratings agencies. The Group’s target is to avoid overloading the CSR teams,
while at the same time satisfying the various stakeholders to the extent possible. In the interest of transparency and efficiency, Carrefour calls upon
the third-party experts to combine and harmonise the questionnaires.

Since 2017, Carrefour has been included among the world’s most successful companies from an economic, environmental and social perspective
in the Dow Jones Sustainability Index (DJSI) World. This distinction ranks the Group as one of the top five global retailers in terms of CSR.

Carrefour’'s comprehensive response to the Carbon Disclosure Project (CDP) is available at the following website: www.cdp.net.
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Carrefour’s rating 2018 2017 2016

CDP - Climate A A- B
RobecoSAM - DJSI* 69 68 74
Vigeo Eiris - 67 55
Sustainalytics 74 75 -
oekom Prime C+ Prime C+ Prime C+
MSCI A A A

* The evaluation rating system was changed in 2016.

2.2 Products

Carrefour's business revolves around the products it sells. They are what connects Carrefour and its customers, directly reflecting its social
responsibility and providing concrete proof of its ambition to lead the way in food transition for all.

Carrefour’s product policy draws from a long-standing commitment to food quality and safety, and is driven by an increasing demand for transparency
and traceability, and an ever more current drive to improve well-being through diet. Carrefour believes that committing to the food transition means
guaranteeing a sustainable future for the food industry. This involves developing agroecology, offering affordable organic produce, while ensuring
animal welfare and promoting responsible fishing and aquaculture. Carrefour’s industry-wide endeavours also extend to climate change, biodiversity
and environmental issues, through protecting forests and developing a circular economy.

2.2.1 Commitment to food quality

Ensuring the quality and safety of Carrefour products

Carrefour’s quality policy

Carrefour works constantly with stakeholders to ensure the quality and safety of its own-brand products, operating a five-part policy that covers:
supplier compliance with product quality standards, product specifications, quality control plans and customer opinion surveys, in-house competence,
and traceability and data tracking.

Carrefour own-brand products are made to specifications drawn up by its Quality department.

Quality control plans include analysis, audits of manufacturing sites, and panels. Quality data are recorded and processed by Carrefour technical
experts.

Carrefour is constantly attentive to stakeholder feedback and all other relevant input in its drive to improve product quality and safety at every stage
of the product lifecycle and store operations.

Stakeholders’ expectations in terms of product Carrefour processes to address stakeholder

Five parts quality expectations and ensure quality
Supplier compliance Producers and manufacturers: Inclusion on Carrefour’s suppliers list requires a full assessment of
with product quality e benefit from Carrefour support to meet compliance with quality, health and safety standards (IFS, BRC), and
standards production criteria on quality, labour relations with Carrefour requirements, including a specific company audit in high-
practices, health and safety, as a prerequisite to risk countries.
continuing business with Carrefour. Regular audits are carried out after inclusion on the suppliers list.
Product Carrefour issues detailed quality specifications, including origin of raw
specifications Producers and manufacturers: materials, recipes, etc.
e benefit from Carrefour support. Permanent monitoring of substances through risk mapping by category
Experts, associations, scientific organisations, and level of criticality, consistent with established scientific evidence.

NGOs, consumer rights bodies, official services: Stakeholder input is taken into account: keeping informal contact with
o keep Carrefour up to date on the latest scientific independent scientific experts on certain subjects, monitoring the food
and regulatory developments in the food sector; industry, conducting interviews with administrations in high-risk countries,

e work alongside Carrefour and express the tracking laboratory publications and communicating with health
expectations of civil society. authorities.
Quality control plans Samples of Carrefour-brand products in stores and warehouses are
and customer taken for analysis.
opinion surveys Products in stores and warehouses are checked for freshness, origin and
category.

Non-compliant products are withdrawn.
Input and discussion programmes are set up: customer service, round
Consumers: tables, etc.
« enjoy products that are audited and that comply Information and awareness-raising campaigns on product quality and
with traceability, safety and quality standards; nutrition are made available online, on Carrefour product packaging, and

o are listened to by Carrefour. in guides on responsible consumption and recycling.
In-house Carrefour teams: Carrefour experts oversee and manage an effective Quality approach.
competence e develop quality expertise; In-house inspections to check that the quality policy is implemented and

o apply Carrefour quality procedures at all times.  understood in each country. Personnel receive training on Carrefour
quality procedures.

Product data is Consumers and authorities: All data is recorded, processed and monitored.
closely tracked. e can trace data.
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Carrefour’s performance

To meet this quality requirement, all sites manufacturing Carrefour-brand products are either certified to international standards such as the
International Food Standard (90% in 2018) or audited by Carrefour (10% in 2018). Across Carrefour’s many production sites (more than 2,500 in
2018), around 53,000 analyses and more than 3,000 external panels were carried out in 2018.

In 2018, 69% of suppliers had been working with Carrefour for more than five years and 81% for more than two years; long-term, trust-based
relationships are an important factor in Carrefour’s effective cooperation with suppliers.

Number of suppliers — sites 2018 2017 Change
TOTAL 2,616 2,516 +3.8%

Scope: Suppliers of Carrefour-brand products purchased through the European purchasing centre.

% of ratings obtained in audits 2018 2017
FromAto B 95.4% 94.3%
Between C and D 4.6% 5.7%

Scope: Suppliers of Carrefour-brand products purchased through the European purchasing centre.

Number of inspections performed 2018 2017 Change
Analyses 53,451 49,208 +8%
External panels 3,048 4,139 -26%

Scope: Suppliers of Carrefour-brand products purchased by the European purchasing centre.

Every year, the Consumer service department commissions an independent organisation to run a survey of 1,600 customers on how their requests
are processed and identify the corrective actions needed.

Carrefour’s AlertNet international alert system provides prompt notification to all stores on product withdrawal and recall situations. The system is
available online at all times and access is free for suppliers. In the event of an alert, Carrefour immediately withdraws the products concerned.
Verification of effective withdrawal proceeds within 24 hours, and feedback on the product quantities concerned follows within three working days of
the withdrawal order.

To strengthen product withdrawal and recall procedures, Carrefour France recently reviewed all relevant in-store procedures. Carrefour has adjusted
certain procedures on matters such as management of customer returns to the store, stoppage at warehouse and store delivery, and stoppage at
the cash desk for withdrawals concerning all product batches.

Promoting health through food

Through the food transition, Carrefour aspires to contribute to customers’ health and everyday well-being in general. The World Health Organisation
defines health as “a state of complete physical, mental and social well-being and not merely the absence of disease or infirmity”. As well as the
direct advantages of a healthy, varied and balanced diet, health and well-being benefits also extend to the pleasure of sharing food, and the
convenience of shopping and cooking.

Carrefour has set the goal of ensuring that a Healthier Diet action plan is rolled out in all the countries where the Group operates by 2020. This plan
must address customer expectations on better eating and promote food-related well-being at worldwide scale, through measures concerning
personnel training, product development and providing nutritional information. In 2018, seven countries rolled out a Healthier Diet action plan [CSR
& Food Transition Index].

2018

Number of countries running a Healthier Diet action plan 7

Carrefour’s policy here has three main focuses:

e work in partnership with organisations specialising in various aspects of nutrition, health and well-being to design products and services
conducive to balanced eating;

« provide personnel with information on nutrition and better eating, enabling them to act as food transition ambassadors in Carrefour stores;

o diversify product ranges to promote nutritional balance. Specific Carrefour-brand product lines offer affordable choices addressing specific
dietary needs such as gluten and lactose intolerance.

Act for Food — Nutrition and well-being

Carrefour has chosen to showcase its initiatives for healthy, tasty products in several countries:
* Argentina: offering tasty products grown naturally;

o Brazil: offering line of affordable, healthy products;

e China: offering superior-quality ingredients;

e Spain: guaranteeing fresh and tasty fruit and vegetables;

e Poland: line of affordable, healthy products.

Optimising product nutritional profiles

In 2018, Carrefour continued its programme on optimising product nutritional profiles, working in particular to reduce sugar levels in soft drinks and
salt levels in tinned vegetables.
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Cutting out controversial substances

Carrefour’s policy

Ahead of legislative and regulatory change, Carrefour runs a worldwide programme on cutting out controversial substances from its products.
Carrefour teams work with stakeholders to adapt this programme locally.

Act for Food — Ban controversial substances

In Belgium, Spain, France and Italy, Carrefour has banned 100 controversial substances from its products in 2018, with around
30 more to follow by 2020.

In Belgium, Spain, France and Italy, food additives have been analysed in the light of:

e authorisation or lack of by the European Union;

e opinions of national and international nutrition specialists;

o the Guide to Food Additives by Maria Denil and Paul Lannoye, and the New Guide to Additives by Anne-Laure Denans of the La Nutrition collective;
« scientific and media monitoring of controversial substances.

Authorised additives are examined to establish a continually updated classification divided into four categories:

o black: substance already absent from all Carrefour-brand product categories or pending discontinuation by 2022;

o red: substance authorised only in certain product categories (such as certain alcohol colourants);

e orange: substance authorised, but to be replaced if possible;

e green: substance authorised without restriction.

For each black-rated additive, Carrefour analyses the product lines concerned and works with suppliers to find a replacement solution that maintains
taste, appearance conservation and consistency qualities. For example, after titanium dioxide (E171) was downgraded from orange to black in 2017,
it was removed from all Carrefour own-brand products in 2018. As doubts arose as to the safety of this additive, Carrefour anticipated regulatory
changes by banning its use in its products.

If no replacement solutions for a black-rated substance are available, Carrefour takes the short-term measure of reducing concentrations pending
identification of a satisfactory solution. One of Carrefour’s goals for 2019 is to find a satisfactory replacement solution for the nitrites added as
bacteria inhibitors and conservation agents in ham. If it proves impossible to remove them altogether, Carrefour will reduce the concentrations of
nitrites in its own-brand cooked meats down to the levels specified for organic farming.

Act for Food — Cut out non-natural flavouring and colouring agents

Attentive to the quality of children’s food, Carrefour Belgium bans non-natural flavouring and colouring agents from all the
products in its Carrefour Kids and Carrefour Baby products lines. The ban currently runs to 200 products. Carrefour Belgium
wishes to go further and ban the use of added salt and sugar in products aimed at children.

Act for Food — Cut out flavour enhancers

Carrefour Spain is committed to reviewing all Carrefour-brand products by the end of 2019 with a view to cutting out flavour
enhancers.

Linking nutrition and pleasure

In 2018, Carrefour France worked with a nutritionist to develop Nutrition et plaisir, a new line of fresh produce comprising balanced dishes that
address three broad categories of nutritional needs: Vitalité (protein-rich), Essentiels and Légereté (low-fat).

Extending our vegetarian product lines

Act for Food — Extend vegetarian product range

Carrefour France was the first French retailer to launch an own-brand vegetarian range. This today extends to some forty
products, and Carrefour has promised customers to double this by the end of 2019.

In Poland, Carrefour is committed to further extending its range of more than 200 vegetarian or vegan food and cosmetic
products.

Carrefour’'s commitment to developing vegetarian product lines takes the perspective of offering an alternative to the consumption of animal proteins.
These products address both consumers concerned about animal welfare (detailed in Section 2.2.4) and flexitarians, who wish to reduce the
proportion of meat in their diets. Carrefour is attentive to the quality and nutritional profile of these products.

In France, for example, products in the Carrefour Veggie line bring nutritional benefits (as regards fibre and protein content, etc.) and are free of
GMOs and artificial colouring and flavouring agents. Packaging for all these products includes the European vegetarian or vegan label (label-V)
issued by the French Vegetarian Association (Association Végétarienne de France).

Cutting out GMOs

In 1998, Carrefour brought in a policy of excluding GMOs and their derivatives from its own-brand products and from the feed of livestock used in
its Carrefour Quality Lines.

All Carrefour own-brand products have been free of genetically modified ingredients since 1999. Since 2010, more than 350 own-brand and
Carrefour Quality Line products of animal origin have been produced using animals fed without GMOs.

Carrefour supports GMO-free soy crops. Carrefour developed a first GMO-free animal feed soy line for Carrefour Quality Line products in Brazil in
2000, followed by a French line in 2017 (detailed in Section 2.2.7).
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Ensuring product transparency and traceability

Carrefour’s policy

Eating habits are changing, and customers are beginning to take back control over how they eat. They want clear quality standards and easy access
to information throughout the value chain and production process. Traceability brings reassurance on food safety and product quality, along with
reliable information on product origin and farming and production practices. Carrefour is the first European retailer to implement blockchain
technology, in order to offer customers full traceability and transparency.

Blockchain technology ensures transparent, tamper-proof data storage and transmission, operating without a central control system. Carrefour’s
secure digital blockchain database provides all value-chain players (in production, transformation and retail) with reliable traceability information on
any given product batch. It improves reliability across the whole of the production chain and makes product recall operations smoother in crisis
situations. Carrefour’s blockchain programme was designed for sharing traceability information between the operator who performs the action, the
other partners in the line and Carrefour, but also the consumer — a first in Europe. As well as addressing the growing need for consumer-oriented
transparency, it also highlights the work and know-how of livestock and crop farmers. By simply scanning the QR Code on the product label with a
smartphone, the customer has instant access to information on the product and its journey from farm to store shelf.

Carrefour is developing its blockchain system within its lines and working to accelerate implementation of this technology across all lines and all
countries worldwide. This involves both a Carrefour-specific programme and a wider collective commitment.

¢ To start with, Carrefour is rolling out blockchain technology across all its Carrefour Quality Lines, all of which (around 270 products and 400 shelf
items) will be covered by 2022.

Carrefour France launched Europe’s first food blockchain with its Carrefour Quality Line Auvergne farm chickens in 2018, before extending it to
other lines: eggs, tomatoes and poulardes in France, chickens in Spain, oranges in France and Spain, chickens in Italy, Chinese pomelos in China
and France, and pork in Brazil.

o Carrefour is also promoting food traceability worldwide as a member of the IBM Food Trust platform. The aim is to set up a world food traceability
standard covering all links in the chain from producer to store shelf. This cooperative industry-retail platform will facilitate sharing essential product
safety information with the consumer of such as product origin, quality, nutritional composition and potential presence of allergens or controversial
substances. It provides end-to-end information in the event of product recall, health warning or non-compliance with specifications or label
requirements. The IBM Food Trust platform will extend the scope of blockchain product traceability, since manufacturers such as Nestlé and
Unilever have also joined the programme. It will also help speed up implementation of blockchain technology in all of the countries where Carrefour
operates.

Act for Food — Ensure traceability and offer transparency to Carrefour’s customers

Carrefour is committed to extending blockchain technology across all its Carrefour Quality Lines by 2022.

FIGURE 8 —- FOOD TRACEABILITY: APPLICATION OF BLOCKCHAIN TRACEABILITY TO CARREFOUR QUALITY LINE
CAURALINA TOMATOES

Blockchain is a tamper-proof database in which information is entered on a step-by-step basis, by each link in the chain. Consumers can access
this information via a QR code printed on the product. An example using Carrefour Quality Lines Cauralina tomatoes is detailed below:
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2.2.2 Developing affordable organic produce

Under the Carrefour 2022 transformation plan, organic produce is a strategic focus in redesign of the Carrefour foodstuffs offering. Carrefour aims
to lead the field in affordable organic produce for the widest possible consumer reach in all the countries it covers. Carrefour is stepping up the
transition to organic farming, targeting organic produce sales of 5 billion euros by 2022.

It identifies three challenges in the drive to make organic produce available to all: development of supply lines and supplier support in the switch to
organic farming; development of product ranges; and customer experience improvements.
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Act for Food — Make organic produce affordable to all

Carrefour promises to make organic produce affordable to all its customers in Belgium, Spain, France, Italy, Poland, Romania
and Taiwan.

Developing organic produce lines and supporting suppliers in the switch to organic
farming

Carrefour’s policy

Supply shortage is a characteristic of today’s organic produce market. Carrefour’s efforts to widen the public reach of organic produce start by
supporting the development of organically farmed production lines.

By offering producers the security of advantageous contract conditions, Carrefour helps to speed up the transition to organic farming. Carrefour
offers contracts from three to five years, with commitments on volumes and purchase prices to ease the pressure on suppliers during the switch to
organic. For example, contracts can offset the impact on farmers’ earnings of a productivity dip during the conversion period. Carrefour also draws
upon its extensive supplier support know-how to field specialist teams working to forge partnerships with the organic farming world.

Act for Food — Help farmers in the switch to organic

In Belgium, France and Taiwan, Carrefour supports farmers through the conversion to organic practices through measures
including guaranteed volumes and purchase pricing conditions during the conversion period.

Carrefour’s performance

Carrefour France has set the objective of supporting 500 farmers through conversion to organic production by 2022. In 2018, Carrefour provided
support to 210 farmers in 15 specialities.

Carrefour Belgium has undertaken to support 50 Belgian farms in the switch to organic farming by 2022, through a knowledge partnership between
organic farming experts and Belgian farmers, financial support and the guarantee of purchasing more than 20% of their production over five years.

Carrefour Taiwan is supporting more than 50 producers currently at the conversion stage and has undertaken to support 100 by 2022.
Highlights

In 2018, Carrefour ran a number of projects addressing some of the key factors involved in the development of organic farming: guaranteed fair
prices for producers and outlets, traceability for production line reliability, and customer spotlight on producers’ work. The following examples stand
as pilot models for further implementation:

e Carrefour France launched a Bio développement contract with the WWF®. Through this contract, Carrefour undertakes to abide by set
purchasing volumes and pricing with producers converting to organic farming, for a period of three to five years. The products in question will be
identified in Carrefour stores with specific labelling indicating the WWF® connection. In France, Finifac, the Carrefour group’s financial services
company, pre-finances French and European aids for conversion to organic farming;

e to guarantee the quality of organic cotton used in its own-brand collections, and ensure traceability of raw materials, Carrefour has set up its
own supply chain for Indian organic cotton. This uses the traceability system of social parther company Cotton Connect, which ensures that
farmers receive additional compensation with respect to conventional cotton. Compliance with Carrefour's commitments is audited in the field by
the Organic Cotton Accelerator (OCA) organisation. The first “sustainable cotton” collection, comprising household textiles, underclothes and
baby wear will appear in spring-summer 2019. At a later stage Carrefour will include a QR Code on the label, enabling customers to track the
cotton from the field to the store shelf;

e Carrefour and its Foundation have signed a partnership agreement with WWF France, the Saint-Denis-de-'Hétel Dairy (LSDH) and cattle farmers
in the APLBC collective. On this unique project, a retail group, an enterprise foundation, a mid-sized company, a group of farmers and an NGO
join forces to help dairy producers through the process of conversion to organic farming. The 66 dairy producers receive a supplement of
50 euros per 1,000 litres of milk. This financial support will run for two years, covering the conversion period, and help finance production of
10 million litres of milk. On completion of the conversion period, Carrefour will offer the dairy producers three-year contracts. The first cartons of
organic milk produced under this partnership will be appearing on the Carrefour store shelves in 2020. They will be easily identifiable, with specific
labelling illustrating support from WWF France.

Developing affordable organic produce lines

Carrefour’s policy

Carrefour aims to offer a selection of organic products closely matched to consumer demand. Under its own brand and national brands, Carrefour
constantly adjusts its product scope to customer demand, by offering more vegan and raw products for example. In 2018, Carrefour France
developed lines of French-grown organic fruit and vegetables, including non-packaged produce. Its own-brand range now spans 80 products listings.
Carrefour France has also developed a range of non-packaged nuts, cereals and beans.

Carrefour is keen to offer locally sourced organic products, in all the countries it operates in. To develop a local organic produce offering, Carrefour
provides direct support for local producers. For example, the Carrefour organic bread sold in France since March 2018 is made exclusively from
flour of French origin, thanks to mass sourcing secured through contracts with French organic flour producers.

In Poland, the area occupied by organic products on the fresh food shelves has increased by 52%. Carrefour Taiwan has promised customers to
extend its range of organic products and run promotional drives on these products.

Carrefour’s performance

Carrefour targets a substantial rise in the sale of organic products, to 5 billion euros by 2022 [CSR & Food Transition Index].

Carrefour has developed a broad range of organically sourced fresh produce, grocery products and cosmetics. Carrefour stores now sell over
3,300 certified organic food products.
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In 2018, total sales of organic products climbed 27% versus 2017*.

Organic products 2018 2017 Change
Number of Carrefour-brand organic food product listings (in units) 3,309 2,566 +29.0%
Sales (incl. VAT) of organic food products — Carrefour brands and national brands
(in millions of euros)* 1,692.9 1,334.0 +26.9%
Total sales (incl. VAT) of organic products — Carrefour brands and national brands
(in millions of euros)* 1,762.9 1,386.6 +27.1%

Scope: Comparable BUs (100% of 2018 consolidated sales excl. VAT)
* Sales figures are reported on a rolling 12-month basis (October 2017 to September 2018). Total sales (including VAT) of organic products in calendar year 2018 amounted

to 1.8 billion euros.

Developing in-store and online access to organic products

To ensure organic products stand out clearly in the customer experience, Carrefour adapts product presentation to customer needs. This involves a
three-part strategy:

Relaunch the Carrefour Bio specialist model

Carrefour wishes to develop its pool of convenience stores specialising in organic products. This involves upgrading the Carrefour Bio model
consistent with customer expectations, focusing primarily on small city-centre units. In 2018, Carrefour opened five new specialist organic
convenience stores in France and three in Spain.

Spotlight organic product ranges in supermarkets

Carrefour France has set up dedicated areas in its hypermarkets and supermarkets to spotlight the breadth and coverage of its organic products
offer. Five hypermarkets are running a new Bio Experience concept, featuring an area of some 600 square metres dedicated exclusively to all types
of organic product (fresh produce, own-brand, national brand, food and non-food), including non-packaged products.

The concept also appears at a smaller scale under the name Shop in Shop in fifty or so supermarkets, again with the aim of facilitating in-store
access to organic products and improving the customer experience.

Similar areas have been designed for stores in Belgium, Spain and Italy.
Create a benchmark omni-channel model for organic products

Carrefour aims to set up a benchmark omni-channel model for organic products. This involves developing digital exposure for the products, by
increasing the number available online and enhancing their visibility on online retail sites. Carrefour is also stepping up development of its online
organic products range. Following the July 2016 acquisition of Europe’s leading online organic products store, Greenweez, in 2018 the Group also
acquired Planeta Huerto, the leading online retailer of organic, health and sustainable products in Spain and Portugal, with more than
250,000 customers and 35,000 product listings.

2.2.3 Developing agroecology

Developing agroecology across Carrefour Quality Lines

Carrefour’s policy

As well as developing the concept of accessible organic farming produce for all, Carrefour also wishes to transform non-organic production along
agroecological lines. This involves applying an agroecology model to improve the environmental performance of non-organic production.
Agroecology is based on the principle of harnessing natural processes to improve production. Carrefour sees this as a powerful force behind the
sorts of innovations and improvements expected by customers, agricultural partners and society at large.

Specific aims are to reduce or eradicate the use of chemical pesticides and antibiotics, reduce ploughing to improve soil quality, and develop farmland
biodiversity. Carrefour has identified ten key items on the development of agroecological practices, the aim being to field a long-term offering of
quality products with full respect for biodiversity.
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FIGURE 9 - CARREFOUR’S TEN KEY AGROECOLOGY ITEMS
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Actions addressing UN Sustainable Development Goal 2

Carrefour promotes agroecology and encourages the use of resilient farming practices that will boost productivity and output,
contribute to the conservation of ecosystems, and gradually improve the quality of land and soil (target 2.4). Carrefour also
backs the preservation of genetic diversity in seeds (target 2.5).

Carrefour possesses a unique tool for developing agroecology: the Carrefour Quality Lines. Since 1992, Carrefour has taken a cooperative approach
in encouraging partners to manufacture goods using innovative practices that protect the environment and biodiversity. Carrefour Quality Lines
producers use common production practices such as integrated pest control and crop rotation, and desist from spreading sludge from waste
treatment plants, using soil-less crop production and applying post-harvest chemical treatment on fruit and vegetables. In addition to these common
practices, specific agroecology-based criteria are phased in for different categories of product.

To pursue its objective, Carrefour fosters loyalty among the best suppliers of Carrefour Quality Lines. Some 28,000 producers are long-term partners
of the Group in over 500 Carrefour Quality Lines.

Carrefour aims to develop and promote sales of Carrefour Quality Lines and organic produce, setting targets such as having:
e 10% Carrefour Quality Lines products in the Produits Frais d’Ici range by 2022 [CSR & Food Transition Index];

e 100% of Carrefour Quality Lines products carrying an agroecology-specific message by 2022 (e.g. “fed GMO-free”, “fed without antibiotics”,
“grown without chemical treatment”, etc.).

Carrefour’s performance

In 2018, sales of Carrefour Quality Lines products were up by 10.1% on 2017.

Carrefour Quality Lines products 2018 2017 Change
Number of Carrefour Quality Lines (number of partnerships) 508 464 +9.5%
Market penetration rate of Carrefour Quality Lines in fresh produce 6% 5.50% +10%
Total sales (incl. VAT) of Carrefour Quality Lines products (in millions of euros) 922.7 838.2 +10.1%

Scope: Comparable BUs (100% of 2018 consolidated sales excl. VAT).
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Highlights

Carrefour continued with its pilot crop launch schedule, begun several years ago with the aim of extending agroecology practices in various
lines. In 2018, Carrefour’s French stores introduced the first Carrefour Quality Lines oranges growth without chemical pesticides. The fruit is grown
in Spain on soil enriched by micro-nutrients, fungi and natural substances. The plant’'s natural defences are stimulated by means of natural
substances. Crop treatment uses vegetable extracts, essential oils, algae extracts and insects that eat predator insects.

These oranges are the latest addition to a range of agroecological products under development since 2016. Other agroecological products under
the Carrefour Quality Lines brand are: potatoes grown without chemical pesticides after sprouting; beef tomatoes grown in open ground without
herbicides; yellow Charente melon grown without chemical pesticides from planting; kiwis grown without insecticides; frozen broccoli and cauliflower
grown in Brittany without herbicides; and pasta and couscous made from wheat grown without insecticides from field to fork.

Further examples include Reflets de France strawberries grown without chemical pesticides from flowering and Reflets de France apricots grown
without chemical pesticides from fruiting.

In 2018, Carrefour ran its first agroecology forum on cereal production, tackling the question “From the field to the baguette, making biodiversity a
customer advantage”. Around fifty participants (Carrefour suppliers, customers and personnel) discussed their views and solutions for soil
preservation, resource protection, water quality, biodiversity, alternatives to conventional crop protection substances, and agroecology throughout
the value chain. Discussions threw up a number of proposals for commitments on soil, biodiversity, water and input limitation. A working group was
set up, including Carrefour agroecology experts and members from cooperatives and farms, to draw up a Carrefour Agroecology Charter on cereal
production.

Promoting crop varieties grown from farmers’ seeds

Carrefour promotes crop varieties grown from farmers’ seeds as conducive to biodiversity. Because they are well adapted to local conditions, they
are beneficial to farmers. And these little-known varieties offer the end customer a real experience for the taste buds.

Act for Food — Promote biodiversity by selling fruit and vegetables grown from farmers’ seeds

Carrefour France extended its range of fruit and vegetables grown from farmers’ seeds in 2018, following on from the initiative
launched in 2017 to promote these varieties. The aim is to double sales of products grown from farmers’ seeds in France by
2022.

With its Le Marché Interdit (The Forbidden Market) initiative, launched in 2017, Carrefour France supports growers in the movement to offer heritage
fruit and vegetables grown from farmers’ seeds. So far, there are some forty Carrefour stores selling these traditional fruit and vegetable varieties.

Carrefour France wishes to develop this line on a long-term basis, and has signed a partnership with two grower groups accordingly.

To challenge authorities on the recognition of traditional crop varieties and support a change in legislation that bans the sale of farmers’ seeds, in
2017 Carrefour encouraged customers to sign a petition entitled “Change the law that narrows biodiversity and our food choices!” This
contributed to a change in regulations allowing the free sale of farmers’ seeds of organic origin, which Carrefour wishes to see extended to
conventional varieties.

2.2.4 Guaranteeing animal welfare

Carrefour’s policy

Supporting a shift in practices for partner NGOs

Carrefour develops a programme on animal welfare improvement throughout its supply chains. This is based on the “Five Fundamental Freedoms”
of animal welfare, adapted to different livestock farming methods:

« freedom to access drinking water and the food necessary for good health;

e freedom to access a suitable environment, with shelters and comfortable rest areas;

« freedom to benefit from a harm prevention programme and access to rapid and appropriate treatment of pain, injury and disease;
« freedom to express normal behaviours in contact with other animals of the same species;

« freedom from fear and distress, through conditions and treatment that avoid mental suffering.

Since 2008, Carrefour France has been working with Welfarm, a public-interest non-profit organisation working on improved consideration for animal
welfare in livestock farming and closer integration of this factor in Carrefour Quality Lines. Welfarm support includes advice on policy definition and
inclusion in specifications, and oversight of the progress plan.

Carrefour France coordinates the Group’s animal welfare pilot policy across all business lines through a programme drawn up in 2017.
This programme has three phases and is applied across all business lines, the five main ones being beef, pork, eggs, chicken and veal.

Phase 1 - Reach minimum standards that go beyond regulations

Carrefour wishes to go further than current regulations in eradicating mistreatment, inhumane slaughter conditions, inhumane transport conditions,
caging (in egg, rabbit and quail lines) and painful mutilations (as with pig castration).

Phase 2 — Improve industrial farming conditions by upgrading facilities
Carrefour encourages its suppliers to improve industrial livestock farming conditions. Facility upgrades include:

e improvements to buildings: indoor free space, natural lighting, outdoor access, lower densities;
e improvements to surroundings: installation of features enabling animals to express natural behaviours.

In France, two pilot lines have been set up in partnership with breeders and Welfarm: rabbits and free-range chickens. In 2019, Carrefour and its
partners will be putting forward a specific medium- and long-term improvement plan.

Phase 3 — Offer exemplary animal-origin products
In presenting its customers with exemplary products, Carrefour fosters development of the best possible practices as regards animal welfare.

Carrefour France offers customers free-range pork and veal under the Reflets de France brand.

At the same time, it is working on introducing an indicator that will make it possible to monitor the Group’s animal welfare performance.
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Improve livestock farming practices and reduce the use of antibiotics

Since the Carrefour Quality Lines were introduced in 1992, Carrefour has not allowed the use of growth hormones in livestock production. As well
as banning the use of growth hormones, Carrefour also encourages the development of livestock breeding without the use of antibiotics during the
whole or part of the animal life. For the last five years, Carrefour has gradually rolled out this policy to all classes and uses of antibiotics for all
exposed livestock, including pigs, salmon, prawns, poultry, etc. In France, Carrefour leads the field in antibiotic-free livestock.

Judging from its experience of working with breeders, Carrefour is convinced that livestock farming can achieve good performance by natural means.
It is in favour of natural reproduction and against the cloning techniques used in certain sectors.

Act for Food — Ensure animal welfare

Carrefour Italy has undertaken to oversee healthy feed and modern facilities for livestock, with reduced animal population
density.

By 2022, 100% of the livestock supply chains for Carrefour Quality Lines in Italy will be certified to an “Animal Welfare
Guaranteed” label.

Act for Food — Stop, or reduce, antibiotic treatment in livestock farming

In Belgium, Spain, France, Italy and Poland, Carrefour highlights a commitment to reducing or eradicating antibiotic treatment
for livestock supplying its Quality Lines.

Carrefour Belgium has banned the use of preventive antibiotic treatment for Carrefour Quality Line chickens (eggs), pigs, and
Omega bass.

Carrefour Spain sells Carrefour Quality Line free-range chicken raised without antibiotic treatment.

Carrefour France, was the first banner, back in 2012, to sell free-range chicken labelled “raised without antibiotic treatment”. It
has worked with its partners to develop Carrefour Quality Line products without antibiotic treatment over the whole or part of
the animal’s life: laying hens, chickens, pigs, veal calves, rabbits, salmon and prawns.

Carrefour Italy aims to phase out antibiotics completely.

Performance

In France, the main products subject to development programmes for alternative farming methods are:

Products Origin Farming methods

76% of volumes from alternative farming methods: organic,

Eggs - Carrefour-brand shell eggs 100% French farm and free-range, open ground

50% of volumes from alternative farming methods: organic,

Chicken - Carrefour-brand poultry whole or cuts 100% French farm, free-range, or certified
Milk - Carrefour-brand fresh milk, UHT, full-cream and semi- 40% of volumes from alternative farming methods: organic,
skimmed 100% French mountainside, pasture > six months

34% of volumes from alternative farming methods: organic,

Beef - Carrefour-brand fresh meat cut in stores* 100% French label Rouge, pasture > six months

* Scope: Solely for hypermarkets.

Highlights

o Carrefour has launched an independent audit across all the slaughterhouses supplying the Carrefour, Carrefour Bio, and Reflets de France
brands, in addition to the Carrefour Quality Lines. The audit is based on the Animal Protection standard drawn up by the specialised non-profit
CEuvre d’assistance aux bétes d’abattoirs (OABA). To accomplish this project, Carrefour has signed a tripartite agreement with OABA and Bureau
Veritas, which will carry out 84 audits in 2019.

e For greater transparency with regard to the slaughterhouse animal conditions, Carrefour has stepped up its control system. The Group is to date
the sole French food retailer to have asked its suppliers to have cameras installed in their slaughterhouses.

* In partnership with Humane Society International (HSI), Carrefour ran an international study tour on cage-free egg production for its suppliers,
its own and other retailers’ personnel, experts and government representatives. The 50 participants, from ten countries, on the tour discussed
cage-free alternative farming solutions and technical and regulatory issues, and worked on promoting a coalition on alternative egg production
methods.

e In 2017, Carrefour committed to ensuring that all Carrefour-brand eggs sold in Europe (Belgium, Spain, France, Italy, Poland and Romania) would
be sourced from alternative cage-free systems by 2025. This commitment was extended to two further countries in 2018:

e in Taiwan, Carrefour will be selling own-brand eggs from cage-free chickens from 2019, and from free-range Quality Line chickens from 2020.
It will also be supporting suppliers and customers with a view to seeing 100% of eggs from cage-free sources by 2025;

o Carrefour Brazil has committed to stop selling eggs from cage-raised chickens on 100% of its own-brand products by 2025 and on 100% of all
products sold in its stores by 2028.

2.2.5 Promoting responsible fishing and aquaculture

Actions addressing UN Sustainable Development Goal 14

Carrefour promotes the sustainable production and consumption of seafood to bring an end to overfishing and destructive
fishing practices (target 14.4).
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Carrefour’s policy

Carrefour began its responsible fishing range in 2005. In 2018 it committed to fielding the widest range of sustainably sourced fish on the market by
2022.

To achieve this target, the Group has committed to sustainably sourcing 50% of its fish by 2020. [CSR & Food Transition Index]
With this in mind, Carrefour works closely with producers and other players in the sector on the following points:

e favouring the more abundant species, products certified by MSC as being from sustainable sources, and fishing techniques having the least
impact on ecosystems. Carrefour has also stopped selling vulnerable species;

« support for the development of responsible aquaculture practices through the promotion of best practices (limiting industrial fishing, banning the
use of antibiotics and, if applicable, practising GMO-free feeding) and greater emphasis on ASC-certified products;

o support for local sustainable fishing through local partnerships;

» in-store prominence for a broad range of sustainably sourced seafood products, identified by a seagull logo;
e promoting the combat against illegal fishing.

Promoting responsible practices takes several forms:

¢ the Carrefour Quality Lines, which provide traceability back to the boat or farm;

o the Aquaculture Stewardship Council (ASC) label for responsible aquaculture, which guarantees respect for the environment, ensures animal
well-being and monitors working conditions;

e the Marine Stewardship Council (MSC) label for responsible fishing, which guarantees the commitment of fishing personnel, abstaining from
overfishing and respect for the marine environment;

¢ the Bio label indicating products from environmentally friendly farms;

o targeting sustainable fish stocks and using environmentally friendly sea fishing techniques, e.g. fishing without controversial fish aggregating
devices liable to damage fish stocks.

Carrefour is committed to supporting its partners in this area. The Group’s action plan here benefits from regular input from international NGOs and
fishery organisations on questions of biodiversity and seafood products.

Overfishing is a global problem requiring local responses. Solutions to protect resources must be adapted to each fishing area and put into practice
jointly with local stakeholders. The approach is therefore being phased in consistent with country-by-country initiatives.

Act for Food — Promote sustainable fishing

In Belgium, Spain and France, Carrefour is intensifying its support for sustainable fishing by extending its range and ensuring
traceability.

Carrefour’s performance

Carrefour has been phasing out sale of vulnerable species since 2007. Twelve vulnerable species have been withdrawn from sale in France.

Customers in France can count on a range of sustainably sourced seafood:

e seventy percent of the fish in the frozen food section is MSC-certified, including 100% of Carrefour wild cod and hake;

. !n the :,anned fish section, specifications for Carrefour’s own-brand canned tuna stipulate fishing techniques and methods having lower ecosystem
impact;

¢ in the fresh fish section, the responsible fishing and fish-farming programme was rolled out across all hypermarkets and 30 supermarkets in late
2018. The traditional fishmonger sections in these stores now sell 100% MSC-certified cod and 100% ASC-certified Carrefour Quality Lines
salmon, these being the two most popular fish in France. All Carrefour Quality Lines prawns from Madagascar are also ASC-certified. These
products are now available self-service in all Carrefour stores in France. Carrefour guarantees that 100% of Carrefour Quality Lines salmon is
raised GMO-free and without antibiotics.

Carrefour Italy has a special partnership with MSC to develop products from sustainable fishing practices: stores sell 16 MSC-certified Carrefour
own-brand products.

2018 2017 Change
Sales of MSC, ASC and CQL seafood products" (in millions of euros) 443.9 310.9 +42.8%
Proportion of Carrefour-brand fish sourced from sustainable fishing practices®
(in %) 37.3% 34.6% +5.2%

(1) Scope: Comparable BUs (100% of 2018 consolidated sales excl. VAT).
(2) Scope: Non-comparable BUs (87.72% of 2018 consolidated sales excl. VAT) - excl. AR, PO (incl. in 2017), RO (incl. in 2017) - incl. CH (excl. in 2017) and TW (excl. in
2017)..

Highlights

e Carrefour signed a unique partnership with the Seafood Watch programme led by the Monterey Bay Aquarium®, a US ocean preservation NGO.
The aim is to map Carrefour Brazil’s fishing supply chain to identify ways of ensuring the sustainability of farming and fishing processes
overall. The findings will guide Carrefour’s purchasing policy in Brazil and encourage suppliers to undertake wide-reaching changes wherever
necessary. An inventory of the species with the largest consumption volumes in Brazil will also instruct public- and private-sector players on
sustainability in fishing.

e The Marine Stewardship Council (MSC) has published a report on retail player commitments with regard to its sustainable fishing label.
According to this report, “Carrefour leads the field among retail players selling own-brand products with the MSC label in France”, with more
than 75 MSC-labelled items, accounting for 29% of its wild seafood products. Since 2016, “Carrefour has been the only retailer to offer MSC-
labelled fresh fish on its hypermarket shelves” (Survey on behaviour of seafood product consumers in France, Globescan 2018 for MSC).

CARREFOUR | 2018 REGISTRATION DOCUMENT 47



e Carrefour has joined the MSC Stakeholder Advisory Council (STAC), which advises the organisation’s Board of Directors on matters including
procedures for verifying compliance with label requirements. Carrefour’s aim here is to help improve the label’s relevance by aligning it as closely
as possible with consumer expectations.

o Carrefour is in favour of applying the principle of precaution with regard to electric fishing. In 2018, Carrefour France confirmed its commitment
to not selling species fished electrically. All Carrefour France suppliers have confirmed compliance with this exclusion, for all fish sold in the fresh
fish section and Carrefour-brand frozen fish.

e Carrefour France sells five canned tuna items featuring line-caught produce (a selective fishing technique with lower impact on fish
concentrations).

« To protect populations of wild bass, Carrefour France has halted sale in France of this species during the reproduction period. Capture in February
and March disrupts the fish’s natural cycle and impedes population renewal. Sale is suspended during this period, with Carrefour France offering
customers farmed bass including an organic option.

o Carrefour introduced two new Carrefour Quality Lines in 2018: scallops and MSC-certified whelks.

e Carrefour China has launched 20 MSC- and ASC-labelled seafood products nationwide.

2.2.6 Acircular economy for packaging

Carrefour’s policy

With the announcement of the Carrefour 2022 transformation plan, Carrefour set an objective in 2018 on reducing the environmental impact of
packaging: the quantity of packaging per number of consumer sale units for Carrefour-brand products would be reduced by 5% from 2017
to 2022.

In May 2018 Carrefour took its commitment to saving resources a step further with the announcement of a new goal: 100% reusable, recyclable
or biodegradable packaging by 2025 [CSR & Food Transition Index]. In addition, together with global competitors, major brands and NGOs, in
December 2018 Carrefour signed the Global Declaration on Plastics initiated by the Ellen MacArthur Foundation to make this goal a market standard.

This objective extended the one first announced in 2016, aiming for a 10,000-tonne reduction in packaging by 2025 compared to 2017 [CSR & Food
Transition Index].

In light of the Group’s drive towards a circular economy for packaging, Carrefour has started rolling out a five-part action plan running from 2018 to
2025:

1) transform the customer experience by developing reusable packaging solutions;

2) reduce packaging at the source and find alternatives to plastics, which are difficult to recycle;
3) improve the recyclability of packaging consistent with national recycling infrastructures;

4) work with customers to improve collection and sorting of recyclable packaging;

5) include more recycled material in Carrefour-brand products.

Each country takes on these five project areas and launches their own specific operations. They commit to rolling out at least one operation in each
of the five categories every year.

Carrefour also now endorses the Ellen MacArthur Foundation’s vision in favour of a genuinely circular economy for plastics.

Carrefour’s performance

2018 2017
Reduction in packaging since 2017 (in tonnes) 1,867 938

Scope: Comparable BUs (100% of 2018 consolidated sales excl. VAT).

Highlights

Carrefour has joined the New Plastics Economy Global Commitment initiated by the Ellen MacArthur Foundation in partnership with the United
Nations Environment Programme (UNEP). This seeks to bring in a new standard for plastic packaging. The elimination of unnecessary and
problematic plastics is a major point in the vision promoted by this Global Commitment. In joining the movement, Carrefour undertakes to publish
yearly figures on plastic consumption and on the progress made in eliminating and recycling plastic materials.

Carrefour France has developed many short- and medium-term operations for each part of its packaging plan, including the following:

¢ selling produce in reusable bags at hypermarket fresh produce stands (action under way, part 1);

e discontinuing plastic packaging for self-service organic fruit and vegetables, starting with bananas and cucumbers (action under way, part 2);
e setting up “Lemon Tri” collection systems for PET bottles at 17 stores (part 3);

¢ incorporating recycled plastic in Carrefour-brand soda, juice and mineral water bottles, with the aim being to reach a 50% proportion by 2022
(action under way, part 4);

e making reusable Carrefour shopping bags from recycled plastic collected at warehouses and stores (action under way, part 5).

Other Group host countries have developed their own operations. Carrefour Spain has launched a biodegradable product tray. Carrefour Poland is
continuing work with own-brand suppliers on optimising packaging weight: five products were improved in 2018, with weight savings totalling 750 kg.
In Taiwan, Carrefour encourages customers to use their own bags at the delicatessen stand.

The Group is developing a packaging qualification and accounting system to record weight, recyclability of components and percentage of recycled
material for each own-brand product. This system is being rolled out in France, Spain, Italy and Belgium, prior to Group-wide application. It will
improve the management of two indicators:

¢ the quantity of packaging per number of consumer sale units;

« the proportion of recyclable packaging put on the market.
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2.2.7 Forest protection

Actions addressing UN Sustainable Development Goal 15

Carrefour supports initiatives to promote sustainable forestry management, combat deforestation and encourage sourcing of
products that are not a result of deforestation (target 15.2).

Carrefour’s policy

To preserve biodiversity, protect local populations and counter climate change, Carrefour is committed to the cause of combatting supply-chain-
related deforestation. For Carrefour, forest protection also helps ensure sustainable supplies of farming and forestry raw materials.

In 2010, Carrefour took up the Consumer Goods Forum (CGF) goal to move toward zero deforestation by 2020. Carrefour is intent on helping to
reduce deforestation related to the raw materials liable to be used in its products. It will be rolling out a Sustainable Forests action plan on
deforestation-linked products by 2020 [CSR & Food Transition Index].

Carrefour has been working with stakeholders to draw up a sustainable forests policy and action plan since 2013.

Priority raw materials under this plan have been identified through sources including the following:

e raw materials indicated by Carrefour stakeholders (chiefly the WWF® and the FAO®) as being major factors in deforestation;
e raw materials identified by stakeholders as being a potential source of social non-compliance;

¢ products containing significant concentrations of raw materials.

Carrefour will be concentrating on four priority raw materials under its commitment to the goal of zero deforestation: palm oil, soy, wood/paper and
Brazilian beef.

Carrefour applies the following principles on sustainable forest management:

. protecting of high-conservation-value (HCV) forests, peat bogs, high-carbon-stock (HCS) areas and remarkable ecosystems;

. banning forest clearance by fire, and implementation of good practices to reduce greenhouse gas emissions in existing plantations;
. observing of human rights and workers’ rights;

. respecting local populations’ rights, in particular through a policy of free and informed consent, and preventing land-use conflicts;

. supporting for small-scale producers, through inclusion in sustainable supply chains;

o g~ W N =

. banning GMOs where possible (in particular for palm oil and wood) and the use of endangered species listed in the International Union for
Conservation of Nature (IUCN) red list or by the Convention on International Trade in Endangered Species of Wild Fauna and Flora (CITES);

7. reducing the amount of pesticides, encouraging their responsible use, and banning the most dangerous among them.

Since 2005, Carrefour has taken a comprehensive approach to reducing the amount of paper used in its publications (e.g. reducing paper grammage,
going paperless, and optimising distribution) and increasing the relative proportion of recycled or certified paper. Carrefour also works with printers
to reduce the amounts of paper used in its sales and marketing publications.

Carrefour’s performance

2018 2017

Roll-out of a Sustainable Forests action plan on deforestation-linked products by 2020 48.5% 39.8%

Scope: Comparable BUs — Beef, Wood/Paper and Soy: 100% of 2018 consolidated sales excl. VAT - Palm oil: 83.6% of 2018 consolidated sales excl. VAT (excl. AR, CH,
T™W).

This composite indicator covers raw materials considered a priority in the combat against deforestation: palm oil, soy, Brazilian beef and wood and
paper. The result is the mean of four values: percentage target fulfiilment for each of the four priority raw materials. This indicator is incorporated into
the CSR & Food Transition Index.

Highlights

Carrefour published its Sustainable Forests 2020 policy and specified Sustainable Forestry Purchasing Rules governing supplies of palm oil, soy,
Brazilian beef and products made with wood or wood fibres (such as writing paper, furniture, wooden products, and private label charcoal) for
Carrefour-brand products.

Carrefour also chose to join the Alliance for the Preservation of Forests.

Palm oil

Carrefour’s policy

Since 2010, Carrefour’s policy is to replace palm oil in its own-brand products when this improves the product’s nutritional quality. For those
Carrefour-brand products which still require palm oil, it is the Group’s intention to guarantee that by 2020 the palm oil contained in them will not in
any way impact deforestation. It has determined purchasing criteria for its suppliers accordingly.

Carrefour applies RSPO (Roundtable on Sustainable Palm Qil) certification as a minimum standard for the palm oil used in Carrefour-brand
products. Other certifications such as Rainforest Alliance also correspond to Carrefour’s policy requirements.

Carrefour also endeavours to ensure that it sources from suppliers capable of providing physically traceable and sustainable palm oil. It is working
with its main suppliers to map the supply chain through to the relevant guarantee point. This traceability approach also enables Carrefour to ensure
that suppliers share its procurement policy.
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Carrefour is involved in a number of joint initiatives with stakeholders on the production of more sustainable palm oil:

e supporting organisations that promote standards consistent with Carrefour’s policy on palm oil, such as the Palm Oil Innovation Group (POIG)
and the French Alliance for Sustainable Palm Qil (Alliance Francaise pour une Huile de Palme Durable);

« working with key supply-chain players to promote Carrefour purchasing rules;

o contributing to the review of RSPO principles and criteria, seeking alignment with Carrefour’s demanding requirements. In fact, Carrefour
supported the adoption of criteria more ambitious than those previously in force, consistent with its own procurement policy. The Group was
pleased to see these taken up in the new version of the RSPO standard, adopted by the General Assembly in 2018.

Carrefour’s performance

Since 2015, 100% of the palm oil used by Carrefour has been sourced from RSPO-supported suppliers.

In addition, 75% of the palm oil in its products is segregated or mass-balance, meaning it is wholly or partially monitored for sustainability throughout
the supply chain.

Carrefour has replaced palm oil in more than 500 products, keeping or improving their nutritional and taste qualities.

2018 2017
Proportion of palm oil from RSPO-supported suppliers (segregated and mass-balance)* 75.0% 72.7%
Proportion of palm oil certified sustainable and wholly monitored (RSPO segregated)* 40.7% 31.0%
Proportion of palm oil certified sustainable and partially monitored (RSPO mass-balance)* 34.3% 41.7%

* Percentage based on weight of material in products sold.

Scope: Comparable BUs (83.64% of 2018 consolidated sales excl. VAT) excl. AR, CH, TW.

Deforestation-free and GMO-free soya

Carrefour’s policy

Carrefour has set the goal of reducing the negative ecosystem impacts of soy in its supply chain by 2020. It intends to do this through cooperation,
sourcing sustainable livestock feed and developing alternatives to animal proteins.

Carrefour works with various organisations at local and international scale to develop more sustainable soy and livestock feed.

¢ Soy Moratorium: Carrefour has supported the Soy Moratorium since the initial report was published in 2006. This agreement has yielded positive
results for the protection of the Amazon, and Carrefour encourages expanding it to other biomes.

e Cerrado Manifesto: Carrefour took up this initiative in 2017, along with over 60 other companies, and takes part in discussions on protecting this
remarkable ecosystem in Brazil with the government, NGOs and producers.

e Grupo de Trabalho de Soja (GTS): support group for soy supply-chain commitment in Brazil.

e Grupo Trabalho Cerrado in Brazil: GTS support group aiming to put an end to deforestation in Cerrado.

e Consumer Goods Forum (CGF): initiatives for soy produced with no deforestation impact.

¢ Round Table on Responsible Soy (RTRS): multi-stakeholder platform in favour of certification for responsible soy.

e Duralim: French Cooperative Charter dating from 2016 on sustainable livestock feed.
Highlights

Carrefour encourages development of local vegetable proteins for livestock feed. In 2016, Carrefour and Avril announced the creation of Sojalim,
a sustainable soy production line based in south-west France. This collaborative venture involves the two cooperatives Euralis and Fipso and relies
on pooling livestock farmers common needs, Carrefour’s long-term commitment to buy the produce, and Avril’s involvement in soy planting and
processing. It now offers livestock farmers the option of locally produced animal feed. This is used, for example, to produce Carrefour Quality Lines
poultry, egg and pork products.

Carrefour is also developing a GMO-free animal feed traceable or certified to the Proterra standard. More than 350 Carrefour products sold in
France, including those in the Carrefour Quality Lines, are produced using GMO-free feed based on traceable or certified soy.

Priority wood and paper products

Carrefour’s policy

Carrefour has set two goals regarding supplies of products made from wood or wood fibres (including own-brand writing paper, furniture, wooden
articles and charcoal):

e ensure that 100% of the Group’s marketing publications are certified to FSC® (Forest Stewardship Council®) or PEFC® (Programme for the
Endorsement of Forest Certifications®), or made from recycled fibres;

e attain 100% compliance with Carrefour’s sustainable forests policy by 2020 in ten priority product categories, defined as those using the largest
volumes of wood and paper (toilet paper, printing paper and garden furniture, for example).

In 2011, Carrefour drew up a demanding Suppliers Charter. This sets out Carrefour's commitment to sustainable forests, specifies supply criteria,
and puts forward clear recommendations to help suppliers comply with them. The charter has been signed by suppliers using wood and paper pulp
to make Carrefour-brand products.

Carrefour has developed risk analysis tools to assess suppliers’ wood supplies according to three criteria:
¢ volume: product categories consuming the highest wood equivalent tonnages;

e species: type of wood used, to guarantee the absence of species at high risk or forbidden by the Carrefour Charter (such as those appearing on
the IUCN red list of threatened species);

e origin: level of risk associated with the wood’s country or region of origin.
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On the basis of the findings, Carrefour guides its suppliers to help them set up audit and certification measures or opt for supplies from a different
region.

Carrefour uses several certifications to ensure supplies comply with its policy and to promote sustainable forest management. The highly robust
FSC® certification (“100%”, “Mixed” or “Recycled”) is used for higher-risk regions and PEFC® certification for others. Carrefour also uses the
European Ecolabel to ensure best practices during product manufacture.

Carrefour’s performance
Since 2015, the Group has taken steps to boost sales of Carrefour PEFC and FSC products. Sales saw a steep rise in 2018.

Change in sales 2018 2017 Change
Sales of Carrefour PEFC and FSC products (in millions of euros) 176 102.0 +72.5%

Scope: Comparable BUs (100% of 2018 consolidated sales excl. VAT).

2018 2017

Proportion of Carrefour-brand products in ten priority categories sourced from sustainable forests (in %) 16% 7%

Scope: Comparable BUs (100% of 2018 consolidated sales excl. VAT).

Highlights

Own-brand products:

e 100% of the wood charcoal sold in France is FSC® certified or made from wood of French origin;

e 100% of tropical wood (acacia and eucalyptus) garden furniture from Carrefour’s international purchasing centre is FSC®-certified;

e since 2018, 100% of toilet paper for sale in France, Spain, Italy and Belgium has been certified FSC® “Mixed”;

o the articles in Carrefour’s EcoPlanet stationery range are made from 100% recycled paper.

Non-retail products: 95% of the printing paper used at the Group’s French offices is certified, and 90% is certified to FSC® or Blue Angel.
Marketing publications: Since 2014, more than 99% of the paper used by the Carrefour group for marketing publications is recycled or certified.

Packaging Carrefour has developed a policy on reduction, reuse, recycling and composting of packaging (detailed in Section 2.2.6). All cardboard
packaging used for TEX textile products is FSC® certified.

Brazilian beef
Brazilian beef production is a major factor in a number of social issues, including deforestation, ecosystem conservation and respect for human
rights.

To address the challenges involved, Carrefour Brazil has brought in a policy specifying five supply criteria applicable to the fresh beef sold in
Carrefour stores in Brazil. Supplies must not originate in regions:

1) affected by deforestation;

2) under environmental embargo;

3) in conservation units;

4) corresponding to land belonging to indigenous populations;

5) where illegal work is practised.

'tl)'hezgzrgup’s objective is to ensure that 100% of the fresh Brazilian beef sold in Carrefour stores in Brazil complies with its five supply criteria
y .

Supplier Satellite geo-referencing

Carrefour has set up a satellite geo-referencing platform to ensure that 100% of the fresh beef sold by Carrefour Brazil meets its requirements.
This platform references data from thousands of supplier farms, to monitor all the beef produced in Brazil. This makes it possible to identify any non-
compliance with Carrefour’s five supply criteria. The geo-referencing platform is integrated into the Carrefour purchasing programme, to
guarantee fulfiiment of the policy for all beef purchasing requests. In 2018, 83.3% of the slaughterhouses supplying Carrefour Brazil set up a geo-
referencing system for their supplier-producers.

Carrefour’s performance

2018 2017

Percentage of geo-referenced tier 2 Brazilian beef suppliers 83.3% 80%

Scope: Comparable BUs (100% of 2018 consolidated sales excl. VAT).

The Carrefour Quality Line for beef

Carrefour develops its own range of Carrefour Quality Line products, with full traceability from farm to store shelf, to ensure compliance with the
five supply criteria. All beef supplies for Carrefour Quality Lines are covered by this traceability.
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Cooperation with stakeholders

Carrefour Brazil also takes part in several working groups to come up with pragmatic solutions for reducing the risks that cattle farming with poses
to forest protection.

e GTPS (working group on sustainable cattle): defining the common criteria to adopt.
e GTFI (working group on indirect suppliers): monitoring indirect suppliers’ practices.
e Working group of the Brazilian Environment Ministry: involving several stakeholders in the supply chain.

e Working group on retailers and abattoirs: developing supplier audit protocols.
Carrefour Foundation support for small-scale producers

In addition to these actions, the Carrefour Foundation supports an initiative for supporting small-scale producers at the start of the supply chain in
the Mato Grosso region. This project, in partnership with IDH, Sustainable Trade Initiative, seeks to develop the production of “zero deforestation”
beef and free up land for responsible soy growing, putting an end to massive deforestation in the state of Mato Grosso (see Section 2.4.5).

2.3 Stores and e-commerce

Carrefour offers its customers an in-store and online shopping experience designed to express its sense of social responsibility and commitment to
the food transition for all. Carrefour stores reflect the relevance of its economic and commercial model, serving as a vital link between consumers
and the agricultural world. The Group seeks to make its formats efficient by optimising logistics systems, developing firm regional and local anchoring,
minimising the environmental impact and scaling down the environmental impact.

Carrefour’s stores are making specific efforts to address the fight against food and other waste, to reduce energy consumption and greenhouse gas
emissions, and to develop rooftop and local bee-keeping. Other focuses in Group policy include responsible management of building construction
and renovation operations, and responsible store format planning consistent with local situations.

2.3.1 Combatting food waste

Actions addressing UN Sustainable Development Goal 12

Through its Antigaspi programme, Carrefour is committed to achieving a 50% reduction in the volume of food waste at retail
level, and is working hard to reduce food waste along the production and supply chains (target 12.3).

Carrefour’s policy

Carrefour shares the Consumer Goods Forum (CGF) goal of achieving a 50% reduction in food waste by 2025 (compared to 2016). [CSR & Food
Transition Index]

To reach this goal, Carrefour is implementing a global policy on cutting down food waste. This involves a number of measures:

* adopting a more professional approach to waste at stores, by matching stock levels to demand flows, running special offers as use-by dates
approach, devising product second-life solutions, recycling waste, and making donations to food aid charities or subsidised grocery stores;

e developing solutions with suppliers, by extending the shelf life of Carrefour’s own-brand products, conducting surveys on production waste, and
selling visually defective products that are as good as non-defective ones;

¢ running solidarity operations. All consolidated supermarkets and hypermarkets in France and all hypermarkets in Poland have contracts with food
aid charities on distribution of their unsold products, and the Carrefour Foundation is actively involved in emergency humanitarian aid and food
provision (detailed in Section 2.4.5);

* promoting waste reduction among customers, by developing innovative solutions, raising awareness and offering support to make progress in
this area.

Highlights

e Carrefour and the Consumer Goods Forum are assessing and consolidating in-store food waste data in a joint pioneering process with a view to
publishing the first consolidated results as soon as possible. Carrefour is finalising the development of an in-store food waste monitoring tool
which will enable it to compare percentage reductions in food waste with 2016, the base year. The indicator is calculated on the basis of the Food
Loss and Waste Accounting and Reporting Standard (FLW Standard).

e Carrefour has evaluated food waste throughout the value chain in 2018, from the farm to the consumer’s table, for five of its best-selling fresh
products: avocados, cod, carrots, bread and chicken. This evaluation was carried out with direct assistance from suppliers and indirect support
from farmers and from the ADEME 2016 survey on food waste and loss.
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FIGURE 10 — COMBATTING FOOD WASTE EVERY STEP OF THE WAY: EXAMPLE WITH THE AVOCADO

COMBATTING FOOD WASTE TOGETHER
THE HASS AVOCADO

Combatting food waste is a collective challenge: every link in the chain has a part to play in reducing waste. At Carrefour, we carried out a
case study involving all stakeholders and assessing their individual contributions. Read on to discover the quantity of avocados that are wasted
at the various production stages and find out more about the anti-food waste solutions we have implemented with our suppliers®.

Breakdown of the products
o wasted or discarded at each stage
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o Carrefour pushed ahead with food waste avoidance programmes for products having minor appearance defects or approaching their use-by
date, but still as good and as safe as the rest. Drawing inspiration from the Tous Antigaspi operation in France, in 2018 Carrefour Brazil launched
a programme for fruit and vegetables outside the usual size or appearance norms. These Unicos (“one-offs”), as they are called, would be offered
at a discount in 74 hypermarkets and supermarkets in the state of Sao Paulo. Along similar lines, products approaching the use-by date are sold
at a 50% discount. This also applies to fresh meat, bakery, fish and cold meat products nearing the date limit, offered at special discounts. The
“eat now” programme in Argentina also offers discounts on products approaching their use-by dates. In Spain, Carrefour runs an annual contest
rewarding the best waste avoidance proposal. In 2018, the winning idea involved packaging fruit at different stages of ripeness together.

e Carrefour and its suppliers began a joint programme in 2017 intended to extend or remove use-by and best-before dates. So far, more than
400 Carrefour own-brand products have had their use-by date and best-before date extended, while the latter has been removed from over
100 products.

e Carrefour supports innovation on food waste avoidance from start-ups. Working to full-loop principles, Carrefour France partnered the start-
ups Elixir Saveurs Solidaires, J’'aime Boc’'oh and Sandrine Saveur on second-life solutions for unsold fruit and vegetables, in the form of
compotes, smoothies, purées, soups, jams, etc. for subsequent sale in stores.

* In Argentina, Carrefour continued its wide-reaching awareness-raising campaign #NoTiresComida (“Don’t waste food”) launched in 2016 in
partnership with Unilever. Carrefour stores ran programmes across the country, and on social networks, reaching some eight million people in all.

e In Poland, Carrefour partners food-bank donation operations at all hypermarkets.
o All Group host countries ran food waste avoidance operations for World Food Day:

¢ in France and Belgium, Carrefour continued its commitment to the Too Good to Go® application, which offers baskets of unsold food at low
cost and agitates for better information on “minimum durability dates”. To clarify how use-by and best-before dates are determined,
Carrefour France appealed to consumers to sign and massively share the #changetadate petition. Carrefour is in favour of a review of European
legislation, bringing in simplified wording along the lines of “best by”;

o Carrefour Spain signed a partnership agreement with the Universidad Auténoma de Madrid, the Spanish Ministry of Agriculture and three
suppliers, on joint food waste avoidance operations;

e in Romania, a kitchen laboratory ran an awareness-raising operation addressing students at Tartasesti University on different ways to cook
products with appearance defects or approaching their use-by dates, but with no loss of taste;

« in China, waste-avoidance cooking classes have been posted nationwide on the Weibo and Wechat social networks, and hundreds of students
have learned ways to cook fruit and vegetables that would otherwise be wasted.
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2.3.2 Reducing and recovering waste

Carrefour’s policy

In the context of its circular economy endeavours, Carrefour is committed to recovering 100% of waste by 2025 [CSR & Food Transition Index].
To pursue this goal, Carrefour is implementing a global policy that involves a number of measures:

e working with suppliers to cut down its stores’ production of waste packaging and point-of-sale advertising materials;

e encouraging waste sorting and recovery at stores, working with partners on innovative solutions such as joint collection rounds and biomethane
and compost production from organic waste;

e taking part in the development of sorting and recovery processes in countries where these are covered by regulations (Europe and Taiwan),
thereby transforming waste management from a constraint into a financial opportunity, in partnership with organisations specialising in recovery
of cardboard, plastic, organic waste and wood;

e contributing to the organisation of waste sorting and recovery processes in countries such as Brazil, where such processes are not governed by
official regulations.

Carrefour runs two complementary programmes on waste reduction and recovery:
e aprogramme to combat food waste (detailed in Section 2.3.1) which limits the production of organic waste;
e aprogramme to limit the impact of packaging (detailed in Section 2.2.6) which reduces the amount of plastic and cardboard packaging produced.

Carrefour is a member of the voluntary European initiative REAP (Retailers’ Environmental Action Programme), working to reduce the environmental
impact of its members’ businesses and supply chains by promoting more sustainable products and by raising customer awareness on environmental
issues. Along with the other members, Carrefour is a signatory to the initiative’s Circular Economy Plan. Under this plan, Carrefour has published
details on the progress made towards meeting its commitments, on matters including waste prevention and management.

Carrefour France has set up a virtuous-circle system on local conversion of stores’ organic waste into fuel, with new biomethane delivery vehicles
and service stations (detailed in Section 2.3.3).

Carrefour’s performance

In 2018, 66.5% of waste was recovered, (73.2% on a comparable basis compared with 2017). In 2018, the reporting scope was widened thanks to
processes put in place in Brazil and Taiwan to improve the reliability of waste tracking and to train and raise awareness among employees.

Percentage of waste recycled 2018 2017 Change
Total waste (in thousands of tonnes)

Percentage HM and SM waste recycled - Europe 73.2% 70% +3.2 points
Percentage HM and SM waste recycled - World 66.5% - -

Scope: Non-comparable BUs (87% of 2018 consolidated sales excl. VAT vs. 83% of 2017 consolidated sales excl. VAT) - excl. AR, CH, ESP (PRX, C&C), IT (SM, PRX).

Waste recycled by type 2018 2017 Change
Total (in thousands of tonnes) 479.5 435.5 +10.1%
Cardboard/paper waste 62% 63% - 1 point
Food donations 10% 13% -3 points
Organic waste 14% 13% +1 point

Other waste (plastic, wood, fluorescent bulbs, ink cartridges, cooking oils, metals,
food waste donated to animal associations) 14% 1% +3 points

Scope: Non-comparable BUs (87% of 2018 consolidated sales excl. VAT vs 83% of 2017 consolidated sales excl. VAT) excl. AR, CH, ESP (PRX, C&C) IT (SM, PRX).

The decrease in donations in 2018 can be attributed to the deployment of the food waste avoidance policy (detailed in Section 2.3.1). Initiatives put
in place to reduce the number of unsold products in stores include extending use-by dates and removing minimum durability dates from more than
500 products, matching stock levels to demand flows, running special offers as use-by dates approach and devising product second-life solutions.

Recovery of organic waste is a priority. Processes for producing biomethane as truck fuel are under development in several of the European countries
in which the Group operates (detailed in Section 2.3.3).

Highlights
In 2018, Carrefour France brought in a polystyrene collection and recycling solution covering 100% of its hypermarkets.

Carrefour Banque’s ongoing customer awareness-raising programme on digital bank statements is proving effective: by the end of 2018, 90% of
customers were receiving monthly statements for their PASS cards in digital format.

2.3.3 Reducing greenhouse gas emissions

Actions addressing UN Sustainable Development Goal 13

Through introducing an internal carbon price and rolling out a waste reduction policy and climate action plan, Carrefour has
integrated a key climate change goal into its investment strategy (target 13.2).
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Carrefour’s policy

The fight against climate change is a collective challenge. With its customers, suppliers and partners, Carrefour is implementing solutions in order
to adapt to climate change and ease the transition to a low-carbon economy. These are specified in the form of several commitments:

e as a member of the Consumer Goods Forum (CGF) which comprises more than 400 members from the consumer goods industry, Carrefour is
committed to reducing the carbon footprint caused by deforestation, refrigerants and food waste;

o Carrefour adheres to the Caring for Climate (C4C) initiative underpinned by the UN Global Compact. Alongside 450 other companies, Carrefour
has promised to reduce its greenhouse gas emissions (GHG) by setting targets, outlining strategies, putting them into practice, and reporting the
results.

Carrefour is targeting a reduction of 40% in its CO2 emissions by 2025 [CSR & Food Transition Index], and of 70% by 2050, compared to 2010.

Upstream logistics and in-store consumption of gas, electricity and refrigerants are the main items in Carrefour’s greenhouse gas emissions list.
Carrefour’s climate protection efforts therefore focus on greenhouse gas emissions from stores, and its overall objective breaks down into several
targets, as follows:

¢ a 30% reduction in energy consumption by 2025 compared to 2010, through implementing appropriate action plans;

e a40% reduction in refrigerant-related CO2 emissions by 2025 compared to 2010, through phasing out hydrofluorocarbon (HFC) refrigerants and
limiting refrigerant fluid leakage;

e a 30% reduction in transport-related CO2 emissions by 2025 compared to 2010, through optimisation of logistics models and development of
alternatives to diesel fuel;

e increasing the proportion of renewable energies in power consumed;
e encouraging Carrefour suppliers to outline quantified commitments to reduce COz in their direct scope and upstream.

Carrefour has put together a scope 3 Climate Action Plan. Since the first three indirect external emission items account for close to 90% of all
scope 3 emissions, the plan focuses on three priority areas:

e downstream goods transport (detailed in Section 2.3.3);
e goods, with an emphasis on agricultural produce (detailed in Section 2.2.3) and goods made in wood or paper (detailed in Section 2.2.7);

* partnerships with suppliers. This includes, for example, the objective of having the ten biggest Carrefour suppliers adopt approaches consistent
with the Science Based Targets initiative, and its 30 biggest suppliers take up a climate commitment by 2025.

To pursue this goal, Carrefour is implementing a global policy that involves a number of measures:

¢ rolling out key low-carbon technologies at stores;

e applying the internal CO: price for examining new investment projects submitted to the Group Investment Committee;

e communicating on good energy saving practices to customers and personnel at stores;

e working with logistics, transport and energy partners to develop new responsible transport solutions, for city-centre deliveries in particular;

e setting up a climate change Risk Adaptation Plan (detailed in Section 4.8 Risk management).

Performance

The targets it has set itself will spur Carrefour to innovate with new technologies and new concepts capable of reducing stores’ energy, refrigerant
and transport costs.

2018 2017 Change
Reduce our CO2 emissions by 40% by 2025, and by 70% by 2050, vs. 2010) & -30.6% -24.4% -6.2 points
Scope: Comparable BUs (100% of 2018 consolidated sales excl. VAT) - 2010 data restated.

M 2018 figures subject to reasonable assurance checks.

Direct and indirect CO2 emissions total 2.8 million tonnes of CO2 equivalent. As of 2018, Carrefour's CO2 emissions have fallen by 6.2% since 2017
and by 31.2% since 2010, consistent with its target of a 40% reduction by 2025.

Carrefour measures GHG emissions from the following sources:

o direct sources of GHG emissions (scope 1) such as gas and fuel consumption and use of refrigerants in cooling production plants and air
conditioning;

« indirect sources of GHG emissions (scope 2), mainly electricity consumption;
« indirect external sources of GHG emissions (scope 3), namely downstream goods transport.

Most GHG emissions are either scope 1 (35.8% in 2018) or scope 2 (52.1% in 2018). Downstream logistics (scope 3) operations account for 12.1%
of emissions. Owing to the geographic breakdown of the Carrefour group’s activities, greenhouse gas emissions are concentrated in Europe
(including France), which accounts for more than half of total emissions. Emissions are calculated according to the guidelines of the international
GHG Protocol, and are then subject to reasonable assurance checks by an independent third party.

According to the Organisation Environmental Footprint Sector Rules (OEFSR), the three most significant scope 3 items for retailers are:
e upstream production of products (43%);

e product usage (43%);

o logistics (8%).
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Highlights

Carrefour Belgium has announced a climate plan for a 50% reduction in CO2 emissions by 2025, compared to 2010 levels which will be implemented
starting in 2019.

Carrefour France took part in the Météo and Climat Forum run by the meteorologists and climatologists of the Météo and Climat Club, where, it
addressed the public on the climate change implications of eating in-season produce.

Reducing store energy consumption

Carrefour’s policy

Carrefour is committed to reducing its stores’ energy consumption and phasing out the use of fossil fuels. This will help the Group make the transition
to low-carbon energies and keep its energy costs in check, despite energy price inflation in several countries.

The Group manages investments along these lines, through measures including low-energy lighting, night-time covers and doors for cooling units,
natural coolants in refrigeration systems, heat recovery on hot water systems, insulated walls and roofs, etc.

Carrefour monitors the most efficient techniques and technologies available for refrigeration systems, air-conditioning systems, lighting, etc. It shares
best practices and keeps track of changes in consumption and corresponding costs.

Teams in Group host countries have been issued with a list of five priority action and technology recommendations: installing doors for cooling
systems operating at 0°C to 8°C, electronic speed controllers, LED lighting and submetering systems, and phasing out high-impact HFC refrigerants
for cooling systems.

Carrefour’s performance

Carrefour has set itself the target of reducing energy consumption by 30% per square metre of sales area by 2025 compared to 2010.

The Antigaspi policy has brought about a total drop of 18.3% in energy consumption per square metre since 2010, achieved largely through
technologies implemented in stores.

Percentage change in energy consumption per sq.m. of sales area vs. 2010 M 2018 2017 Change
TOTAL -18.2% -16.3% -2 POINTS
Scope: Comparable BUs (100% of 2018 consolidated scope) - 2010 data restated.

M 2018 figures subject to reasonable assurance checks.

In-store energy consumption — electricity, gas and fuel & (kWh per sq.m. of
sales area) 2018 2017 Change
TOTAL 521.3 529.3 -1.5%

Scope: Comparable BUs (100% of 2018 consolidated scope).

M 2018 figures subject to reasonable assurance checks.

Highlights
To speed up solar energy development, Carrefour France is carrying out a diagnostic of roofs and car parks at existing buildings capable of

accommodating photovoltaic installations by 2022. In 2018, 36 hypermarkets were selected for fitting with photovoltaic shades. The electricity
generated will be used on site, accounting for 10% to 20% of each site’s annual consumption. Carrefour France will also be examining photovoltaic
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installation opportunities on all new projects for store and warehouse construction or extension. It is also considering fitting electric vehicle charging
stations and diversifying its electricity supplies across all its stores.

The energy consumed by the 45 hypermarkets, 39 convenience stores, two warehouses and head office in Belgium is 100% wind-generated.

Carrefour Belgium was also named Energy manager of the Year by Howest and Antwerp universities (Artesis Plantijn), in partnership with Energik,
the Flemish Energy and Environment Technologies Association. This award recognised the exemplary measures on energy management taken at
Carrefour stores, such as the system for recovering energy for heating, air conditioning and hot water production at the Koksidje store.

In Poland, where conventional energy is heavily dependent on coal, Carrefour has set up solar panels at two sites.

In China, Carrefour has set up closed refrigeration units for fresh produce at over 59 stores, and LED lighting at all stores. Photovoltaic panels have
been installed at two stores.

Reducing store refrigerant emissions

Carrefour’s policy

Hydrofluorocarbons (HFCs), particularly those used in refrigeration units, have several thousand times more global warming potential than natural
refrigerants such as COz. In line with the Consumer Goods Forum (CGF), Carrefour is committed to eliminating the use of HFCs by 2025.

Cooling systems (refrigerators operating between 0°C and 8°C and freezers at -18°C) are the Group’s largest source of energy consumption and
greenhouse gas emissions from stores. Refrigerant leakage accounts for almost 40% of Group emissions and is therefore one of the most important
challenges that Carrefour is facing.

The Group is working in two areas to reduce this source of waste:
1. preventing and limiting leaks by stepping up equipment maintenance and keeping it as leak-free as possible in all countries of operation;
2. systematically examining the most appropriate solution when replacing refrigeration systems.

Carrefour is phasing in hybrid refrigeration systems or 100% natural low-energy refrigeration solutions, which have low global warming potential and
lower power consumption. While these systems use less refrigerant and reduce energy consumption by 10% to 20%, they do require additional
investment. Following a technical feasibility analysis, these technologies are gradually being adopted for all cooling and refrigeration units.

Carrefour’s performance

In 2018, Carrefour’s refrigerant-related greenhouse gas emissions were down by 48% on 2010.

% change in CO; emissions relating to refrigerants per sq.m. vs. 2010 & 2018 2017 Change
TOTAL -48% -38% -10 points
Scope: Comparable BUs (100% of 2018 consolidated sales excl. VAT) — 2010 data restated.

M 2018 figures subject to reasonable assurance checks.

In 2018, 346 stores were equipped with all-natural refrigerants in Carrefour’s countries of operation. In total, counting 100% natural fluid and hybrid
systems, 624 stores are currently equipped with these new technologies.

Number of stores equipped with a hybrid or 100% natural fluid system. 2018 2017 Change
100% natural fluid (HFC- or HCFC*-free) 346 257 +35%
Hybrid (a mix of HFC and natural refrigerants) 278 286 -3%
TOTAL 624 543 +15%

* Hydrochlorofluorocarbons.

Scope: Comparable BUs (86.2% of 2018 consolidated sales excl. VAT) — excl. AT, AR, (SM/PRX).

Quantity of refrigerants refilled after leaks (in kg/1,000 m? of retail space) 2018 2017 Change
TOTAL 314 37.2 -16%

Scope: Comparable BUs (86.2% of 2018 consolidated sales excl. VAT) — excl. AT, AR (SM/PRX).

Reducing transport-related emissions

Logistics, customer and personnel transport, and goods transport are key items in the Carrefour business model. Carrefour seeks to optimise
environmental and economic efficiency on all three items, and innovates to step up the development of carbon-free solutions. Customers benefit
directly from this transition, as regards both purchasing power and convenience in their everyday journeys.

Carrefour’s policy

To reduce its energy consumption, CO2 emissions and transport costs, supply chain teams are working with carriers to improve truck loading,
optimise travel distances and phase in alternative transport modes.

Implementation of this Group policy is adapted to local contexts in each country. In France, it focuses on four areas:
o fleet modernisation, for clean, quiet transport;

¢ logistics optimisation and carbon footprint reduction;

¢ responsible purchasing and cooperation with partners;

e journey convenience for customers and personnel.
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Fleet modernisation, for clean, quiet transport

Carrefour is modernising its vehicles fleet. More than 200 trucks are already running on biomethane fuel, emitting less pollution and making less
noise. The Carrefour fleet includes more than 200 trucks certified to the Carrefour PIEK standard, enabling stores to obtain Certibruit® noise-level
certification (under 60dB). In late 2018, some twenty Carrefour France stores in dense urban areas received the Certibruit® “low-noise deliveries”
label. Carrefour is also taking steps to reduce noise pollution related to night deliveries.

With its Cercle des Transporteurs partners, Carrefour France has developed a fleet of vehicles running on biomethane. The immediate benefits of
biomethane fuel compared with diesel Euro 6 for a truck of the same capacity are a 75% reduction in CO2 emissions, zero emission of fine particles
and a 50% reduction in noise nuisance. By the end of 2018, there were more than 200 biomethane-fuelled trucks making clean, quiet deliveries in
Paris, Lyon, Marseille, Lille and Bordeaux. Nine bio-NGV service stations were available for refuelling the Carrefour fleet and vehicles from any other
shipping companies opting for biomethane. A dozen or so more of these service stations will be opening in 2019. Carrefour actively encourages the
use of this biofuel in the other countries where it operates.

Where the necessary infrastructure is in place, Carrefour continues to prefer waterway, rail or multimodal transport.

Delivery to stores — or downstream logistics — involves a combination of rail and road solutions. These solutions amounted to avoiding some
1.6 million kilometres of road travel in France.

Logistics optimisation and carbon footprint reduction

Since 2013, Carrefour has worked on optimising logistics and reducing its carbon footprint through better delivery rates, increasing the number of
packages per truck, and having suppliers make direct deliveries to stores when volumes permit.

Logistics teams, suppliers and stores work together to streamline deliveries of different orders from different store formats.

Vehicles load goods from several suppliers in the same store delivery round, and reload at suppliers located near Carrefour stores on the return trip.
The aim is to reduce the environmental impact of transport activities by minimising empty-truck mileage, optimising use of available resources and
keeping the number of trucks on the road to a minimum.

Responsible purchasing and cooperation with partners

The Cercle des Transporteurs is an innovative project incubator comprising 22 major shipping partners. Since 2011, this organisation has been
running regular workshops to discuss and instigate actions addressing the medium- and long-term challenges of shipping goods by road: flow
optimisation, vehicle and equipment technologies, personnel training, rolling out best practices, sustainability, road safety and IT solutions. The 2018
workshops covered: shortage of drivers and poor image for the profession, technical solutions (truck engine, refrigeration unit motor, choice of
refrigerant), e-transport challenges (traceability, connected transport, digital delivery slips, etc.).

In France, Fret 21 is a voluntary initiative on CO2 commitment by shipping company order-givers. Carrefour France was a founding signatory of this
initiative in 2015, committing to a 10% reduction in CO2 emissions in three years, through rolling out biomethane-fuelled vehicles, optimising journey
distances and fuelling, and cooperating with partners on projects such as developing virtuous solutions with the Cercle des Transporteurs.

Journey convenience for customers and personnel

To improve customer journey convenience, Carrefour is developing city-centre stores, and in 2018 opened the first Drive Piéton (“Pedestrian Drive-
in”) units in France (35 in all). The aim is to improve store accessibility for the best possible customer convenience.

Because customers mainly access hypermarkets by car, Carrefour chose to back the cost-price fuel operation in France in 2018. To help electric
vehicle development, charging stations were set up in hypermarket car parks.

Carrefour also set up a personnel transport plan.

Carrefour’s performance

Carrefour is committed to a 30% reduction in its transport-related CO2 emissions by 2025 vs. 2010. The reduction to date stands at 43%.

% change in transport-related CO; emissions vs. 2010 2018 2017 Change
TOTAL -8.4% -5.3% -3.1 points

Scope: Comparable BUs (100% of 2018 consolidated sales excl. VAT) - 2010 data restated.

M 2018 figures subject to reasonable assurance checks.

CO2 emissions per shipping unit totalled 6.4 kg of CO2 per pallet, vs. 6.5 kg in 2017 — a 2.0% decrease.

CO2 emissions per shipping unit (in kg of COz/pallet) 2018 2017 Change
TOTAL 6.41 6.55 -2%
Scope: Comparable BUs (87.6% of 2018 consolidated sales excl. VAT) - excl. AT.

Highlights

Under Carrefour France’s ongoing Conducteur Carrefour programme, delivery drivers are seen as Group ambassadors, and a guide, videos and
training have been made available to maintain good practices and operational excellence. An addition was made to this programme, regarding
opportunities in the driving profession for women and those looking to change career.

Carrefour Italy modernised its fleet, which now comprises thirty Euro 6 and three natural-gas trucks, forty electric vehicles for home deliveries and a
fleet of electric cars for office activities.

2.3.4 Developing apiculture

Carrefour’s policy

Carrefour backs bee-keeping initiatives out of an awareness that pollination is essential for food security and diversity. In the context of the food
transition for all, the roof-top hives set up by Carrefour stores pay testament to the vital link they create between customers and farmers. Carrefour
targets bee-keeping plans for all the countries it operates in by 2020. This programme has four priorities:

1. expand hives on store rooftops to support local bee-keepers, who sell the honey in the stores and run customer awareness-raising operations;
2. favour the sale of locally- and nationally-produced honey in Carrefour stores to support the work of bee-keepers;
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3. develop a Carrefour Quality Lines honey in each country of operation to forge direct partnerships with bee-keepers and to guarantee traceability;
4. add a section on protecting pollinators to the Carrefour Quality Lines specifications for fruit and vegetables.

Carrefour's performance

2018 2017 Change
Number of Group stores and headquarters equipped with beehives 73 69 +0.6%

Scope: Comparable BUs (100% of 2018 consolidated sales excl. VAT).

Highlights

There are today more than 240 beehives at Carrefour sites (stores, warehouses, headquarter buildings) in Belgium, France and Poland. The honey
is collected by a local beekeeper and sold in store or donated to charities or schools. These initiatives raise awareness of the importance of preserving
biodiversity, and of the role played by bees as pollinators.

Carrefour France continued its work on bee and pollinator conservation by specifying the elimination of products harmful to pollinators and the
introduction of hives and land set aside for apiculture in plots used for producing fruit and vegetables in the Carrefour Quality Lines. Carrefour Italy
also implemented measures to protect pollinators in 13 Carrefour Quality Lines in 2018, as well as 11 partner-producers.

Carrefour launched a new Limousin honey, meeting Carrefour honey production standards. This joins the three other, Corsican, honeys in its
Carrefour Quality Lines honey range.

Carrefour sells “share products” in partnership with the Noé biodiversity preservation organisation. Its pain pour les abeilles (“Bread for bees”)
campaign finances fallow land for bee-keeping around the plots of Carrefour’s supplier farms.

At the forum on cereals run with flour mills and cooperatives in 2018, the collective decided that the Agroecology Charter for the cereals line (detailed
in Section 2.2.3) would include a section on pollinator protection.

In France, Carrefour’s specifications on apples and nectarines for Carrefour Quality Lines include specific criteria on pollinator protection.

2.3.5 Biodiversity considerations in sustainable construction and renovation

Carrefour’s policy

For its real-estate activity in France, Italy and Spain, Carrefour Property has brought in a sustainable construction and building in-use policy specifying
best environmental practices at each stage in the building lifecycle.

This is based on BREEAM (Building Research Establishment Environmental Assessment Method) certification, which affords full and exacting
coverage of factors including energy, transport, water, materials, waste, ecology, soil use, pollution and innovation.

BREEAM Construction certification requires that buildings be designed and built with respect for the environment and occupant health and safety.

« During the design phase, store architecture is designed to optimise energy consumption. There is an emphasis on natural, environment-friendly
materials with low-carbon impact, and on renewable energies. Each project is designed to blend seamlessly into the natural or urban landscape
with minimal environmental impact.

¢ All projects submitted for planning permission for trading premises undergo a full lifecycle analysis. In particular, when Carrefour aims to meet the
BREEAM certification lifecycle analysis criterion, lifecycle analyses factor in two possible material solutions, in order to determine which would
have the lowest environmental impact.

¢ To minimise the carbon impact of personal transport, shopping mall construction projects specify measures encouraging visitors and employees
to use environment-friendly solutions. These include making agreements with bus companies on additional stop-off and pick-up points, and
providing car-share areas, charging stations for electric cars and bikes, cycle paths and cycle sheds, etc.

e Preservation of biodiversity is also factored in from the initial building design stages. For each shopping mall construction or renovation project, a
survey of the surrounding plant and animal life is conducted by an ecologist. Special provisions are made for local fauna, with habitats for insects,
birds, and bees. Garden areas are managed with ecological principles in mind and plants are specifically selected to maintain a balanced
environment.

During the building phase, all contractors at Carrefour store construction sites are required to sign the Green Construction Site Charter, which covers
matters such as soil and air pollution, waste sorting criteria, water consumption, and vibration and noise levels.

BREEAM environmental performance certification for Carmila shopping cent

The Building Research Establishment Environmental Assessment Method, or BREEAM, was drawn up by the Building Research
Establishment in 1990 as a voluntary third-party certification programme on the environmental performance of buildings. It is
one of the most widely recognised international standards in this field. It examines a building’s environmental impact from ten
angles, to produce a final score that determines the building’s overall rating: Unclassified, Pass, Good, Very Good, Excellent,
Outstanding.

The assessment covers some 70 criteria in nine categories:

MANAGEMENT: adoption of sustainable management practices and actions throughout all project phases: design, contracting,
construction, handover, project monitoring, etc.

HEALTH AND WELL-BEING: daylight, interior and exterior lighting, natural ventilation, interior air quality, volatile organic
compounds, temperature, acoustic performance, safe pedestrian access, etc.

ENERGY: energy efficiency, reduction of CO2 emissions (outdoor lighting, reduced-energy equipment, etc.), energy consumption
metering, renewable energies, etc.

TRANSPORT: access to public transport, alternative transport modes, safety for pedestrians and cyclists, access to services
(pharmacies, post offices, schools, etc.).

WATER: water consumption, leakage detection, irrigation systems, etc.

MATERIALS: lifecycle analysis, sustainability, supply-chain responsibility, etc.

WASTE: construction site waste-management plan, aggregate recycling, waste disposal units, etc.

ENVIRONMENT AND ECOLOGY: ecological value of site, protection and creation of ecological habitats, long-term biodiversity
improvement, ecologists’ recommendations, etc.

POLLUTION: NOx emissions from heating sources, reduction in night-time light pollution, noise reduction, minimisation of
watercourse pollution, allowance for flood risks, etc.
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During the building’s in-use phase, a management system tracks water and energy consumption at all sites. Environmental criteria are included in
store leases and fitting specifications, on matters such as reduced-energy equipment, environmentally friendly materials and waste sorting. Since
September 2013, all lease-holders have been required to sign the environmental appendix to their leases.

The shopping mall renovation programme undertaken by the Carrefour group with the real-estate companies Carmila and Carrefour Property
specifies the use of environmentally sound solutions. In addition, landscaping improvements are incorporated into renovated sites through planting
local species.

Lastly, service stations managed by Carrefour are equipped with facilities designed to prevent environmental risks and odours. The Group constantly
monitors the regulatory compliance of its facilities and closely tracks fuel inputs and outputs to control the risk of leakage.

Carrefour’s performance

Since 2014, Carrefour France has aimed to have all new shopping mall construction and expansions BREEAM Construction certified. The target
level for shopping mall expansions is “Very Good”. By December 31, 2018, 15 centres had been certified (13 in France and 2 in Spain).

Carrefour also has a certification process for the in-use phase. Five sites hold BREEAM-In-Use certification in France and 11 more sites are applying
for it.

Highlights
Eight BREEAM certifications were obtained in France, and a BREEAM certification programme has been launched in Italy.

In 2018, all site managers in France received training on management and monitoring of energy and water consumption.

2.3.6 Promoting responsible water consumption

Carrefour’s policy

Carrefour targets exemplary performance on the management of water consumption at its stores. The amount of water consumed by stores varies
with store size and activities. Most of the water is consumed in preparing food (meat, fish, bread, pastries and deli products), cleaning equipment
and floors, producing ice for the seafood display, in staff restrooms and watering green spaces. Carrefour is committed to reducing the water
consumption of its stores through tighter monitoring and more thorough checks.

Carrefour also includes environmental and social clauses in its cleaning specifications, and requires service providers to take action on limiting water
consumption.

For several years now, Carrefour has also been working on water use in the supply chain, through its Clean Water Project (detailed in Section 2.4.4).

In June 2017, Carrefour Banque launched a new unit of account in its Carrefour Horizons life insurance contract. This enables customers to save in
the BNPP Aqua account, thereby investing in companies that are active across the whole of the water value chain (water treatment and purification
technologies; installation, upkeep and renovation of water supply networks).

Carrefour’s performance

Carrefour monitors water consumption and is rolling out action plans to save water. Stores are phasing in solutions such as rainwater recovery and
water-saving taps. To improve management of water consumption under current conditions of growing water scarcity in the country, Carrefour Brazil
conducts online monitoring of water consumption at all its stores and has started work on upgrading its water supply lines.

Given the nature of their business, stores do not produce heavily polluted tewater. Wastewater treatment and recycling systems have been
introduced in some countries.

Amount of water consumed 2018 2017 Change
cu.m per sg.m of sales area 1.63 1.65 -1.03%
cu.m. (in millions) 18.4 18.1 +1.9%

Scope: Comparable BUs (100% of 2018 consolidated sales excl. VAT).

2.3.7 E-commerce

E-commerce operations are covered in Carrefour’s policies on reducing greenhouse gas emissions, especially as regards the optimisation of goods
transport and deliveries (see 2.3.3). Policies also cover the impact of the packaging of products sold online, as outlined above (see 2.2.6). In addition,
Carrefour runs various social responsibility operations through its online shopping platform:

e home deliveries use reusable bags. Customers are invited to give them back to the delivery agent the next time. Returned bags are centralised
at the logistics platform and recycled by a specialist company. Around two million bags were processed in this circular system in 2018;

e the Act for Food programme Carrefour launched in November 2018 appears on the Carrefour livré chez vous online store. This worldwide
programme highlights some of the specific operations Carrefour is running to speed up the food transition in all the countries in which it operates.
The online store highlights the products concerned by the Act for Food commitments. The point-by-point classification provides customers with a
clear and immediately understandable view of some of the specific products concerned by the Carrefour initiative;

e on its Quitoque website, Carrefour offers healthy, balanced food baskets comprising quality in-season products. Recipes are monitored by
dieticians and nutritionists for balance and coverage of nutritional needs. A vegetarian option is also available. This e-shopping model thus
combines the virtues of healthy eating, convenient shopping and the pleasure of home cooking.

2.3.8 Community responsibility

With its worldwide network of 12,111 stores, Carrefour is a major player in community dynamics across all the regions it covers. Store formats are
adapted to different situations and local conditions:

e city-centre Carrefour City and Carrefour Express stores are planned consistent with local urban development conditions to facilitate people’s
access to convenience stores even in the most isolated neighbourhoods;

e in suburban areas, Carrefour follows consumer movement patterns to offer the closest possible contact, with hypermarket and cash-and-carry
outlets addressing the social dynamic toward affordable pricing and breadth of choice;

e inrural areas, the mesh of Carrefour Market, Proxi and Contact stores provides pleasant and convenient shopping conditions for consumers living
far away from the larger metropolitan stores;

e across all regions, Carrefour is developing an online shopping option enabling everyone to access an unlimited product range with direct home
delivery.
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In France, Carrefour has more than 5,220 stores, reaching the whole of the population. In all urban and rural areas, Carrefour banners make a
positive contribution to local dynamics and town and country amenities.

There are 1,592 Carrefour stores in urban areas, 558 in suburban areas and 1,491 in rural areas (excluding wholesale operations)®.

In 2018, Carrefour began a new initiative on highlighting its community involvement in France. The aim is to measure and strengthen the community
anchoring of its various store formats. For example, Carrefour published a special leaflet on its coverage of the Normandy region (see Figure 11).

Across its 315 Normandy stores, all formats included, Carrefour employs more than 6,500 people, 88% on permanent employment contracts, and
303 as traditional culinary professionals. The 12 Carrefour Quality Lines are supplied by 1,600 partner farms, and food donations total 2.5 million

meals.

FIGURE 11: CARREFOUR COMMUNITY IMPACT REGION BY REGION

Carrefour: a major player in community dynamics in Normandy

®

Carrefour

®

Carrefour
market

A

)

39

service
stations

315

Stores (all formats included)

2

Warehouses *
* 1integrated,
1 service provider

33 sales outlets
5 Drives
15 service stations

92% on permanent
contracts

€1.2m paid in local taxes

5.6 million visits each year

553 partner farmers in 6 supply channels

25 local partner SMEs
and very small businesses

Carrefour is supporting
Saint-Hilaire-de-Briouze,
amilk producer in the Orme
department, by introducing
Carref