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Thisdocumentand any relatedpresentationshavebeenpreparedby THOMGroupS.A.S(theά/ƻƳǇŀƴȅέύsolelyfor usein its presentationto investorsheld in
connectionwith the presentationof its financialresults.

Thispresentationmay includeforward-lookingstatementsthat reflect the /ƻƳǇŀƴȅΩǎintentions,beliefsor current expectations. Forward-lookingstatements
involveall matters that are not historicalby usingthe words"anticipate","believe","estimate","expect","intend", "may", "should","will", "would" and similar
expressionsor their negatives. Suchstatementsare madebasedon assumptionsandexpectationsthat the Companycurrentlybelievesare reasonablebut could
proveto bewrong.

Youshouldbeawarethat certainfinancialdata includedin the presentationwouldconstituteάƴƻƴ-FrenchGAAPfinancialƳŜŀǎǳǊŜǎέincludingReportedEBITDA,
AdjustedEBITDA,capitalexpenditure,AdjustedFreeCashFlow,AdjustedFreeCashFlowconversionrate, Grossmarginnetworksales,networkcontribution,net
debt, and like-for-like salesgrowth. The disclosureof suchnon-FrenchGAAPfinancial measuresin the manner includedin the presentationwould not be
permissiblein a registrationstatementunderthe U.SSecuritiesActof 1933, asamended. Thesenon-FrenchGAAPfinancialmeasuresdo not havea standardized
meaningprescribedbyFrenchAccountingStandardsandthereforemaynot becomparableto similarlytitled measurespresentedbyotherentities,norshouldthey
be construedas an alternativeto other financialmeasuresdeterminedin accordancewith FrenchAccountingStandards. Althoughthe Companybelievesthese
non-FrenchGAAPfinancialmeasuresprovideusefulinformationto usersin measuringthe financialperformanceandconditionof the business,youarecautioned
not to placeunduerelianceon any non-FrenchGAAPfinancialmeasuresand ratios includedin this presentation. Thispresentationcontainscertaindata and
forward-lookingstatementsregardingthe Frencheconomy,the marketsin whichthe Companyoperatesand its positionin the industrythat wereobtainedfrom
publiclyavailableinformation,independentindustrypublicationsandother third-partydata. TheCompanyhavenot independentlyverifiedsuchdataandforward-
lookingstatementsandcannotguaranteetheir accuracyor completeness.

Thisdocumentactsassupportfor theǊŜǎǳƭǘǎΩpresentationsto investors; the unauditedfinancialstatementsarecommunicatedin appendixandthis
documentshouldhencebereadin conjunctiontherewith.

Disclaimer
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Theinformationpresentedis basedon ThomGroupS.A.S. unauditedconsolidatedandmanagementaccountsfor the nice-month periodendedJune30, 2021. Theyhavebeenpreparedin accordancewith
FrenchGenerallyAcceptedAccountingPrinciplesόάCǊŜƴŎƘD!!tέύΣwhich differ in certain significantrespectsfrom InternationalFinancialReportingStandardsόάLCw{έύ. We have not includedin this
presentationa reconciliationof our financialstatementsto IFRS.

Thispresentationcontainscertaindatathat constitutesάƴƻƴ-FrenchGAAPfinancialƳŜŀǎǳǊŜǎέΣincludingthe following:

Reported EBITDA represents net income (loss) attributable to owners of the Company excluding (i) net income (loss) attributable to non-controlling interests, (ii) goodwill amortization, (iii) income tax, 
(iv) financial income and expense, (v) the change in depreciation, amortizationand provisions net of provision reversals, (vi) the contribution of the stores closed during the period, (vii) the cotisationsur la 
valeurajoutéedes entreprisesόά/±!9έύΣ ŀƴŘ όǾƛƛƛύ ƴƻƴ-recurring income and expenses, corresponding to all items that are not directly related to our operations or core businesses and that are deemed by 
management to be non-recurring by their nature, including rental or personnel expenses incurred by stores prior to their openingor during renovation works (if such renovation work results in the long-
term closure of the store during the renovation). 

AdjustedEBITDAcorrespondsto ReportedEBITDAadjustedfor (i) the full yeareffect of openingsdefinedinάtCŀŘƧǳǎǘƳŜƴǘǎέΣ(ii) costsavingsfrom certainGroupreorganizationsand(iii) certainCOVID-
19pandemicrelatedcostadjustmentsrelatingto the monthsof April2020, November2020andJanuaryto April2021.

PFadjustmentscorrespondsto the 12monthscontributionof openingsbasedon anextrapolationof actualperformancelessactualcontributionsincethe acquisition.

AdjustedFreeCashFlowrepresentsfree cashflowsless(i) refurbishmentandexpansioncapitalexpenditure,(ii) changein workingcapitalof fixedassets,(iii) salesof property,plant andequipmentand
intangibleassets,(iv) CICEtax credit assignmentsuntil January1, 2019when the CICEwasreplacedby reductionsin socialsecuritycontributionsand (v) tangibleassetsin progressrelated to theά{ƘƛƴŜ
2020έproject(SAPandIT-relatedproject).

NetworkSalesrepresentsthe apportionmentof our networksalesamongFrance,ItalyandRestof Europethroughall saleschannelsoperatedby the Group(i.e., our stores,e-commerceplatforms,sales
to our affiliatedpartnersandwholesalebusiness).

Grossmarginrepresentsthe sumof our total in-storesales,revenuefrom the saleof gold,proceedsfrom insurancefor theft andrebatesre-invoicedto our suppliers,net of our total costof goodssold.

NetworkContributionrepresentsthe sumof our grossmarginandour total networkdirectcosts.

Like-for-likestoresincludethe storesthat wereopenfor the entiredurationof the two periodsbeingcomparedandexcludestoresopenedor closedduringthoseperiods.

FreeCashFlowconversionrate isdefinedasfreecashflow asreportedin our financialstatements,dividedbyReportedEBITDAgeneratedduringthe period.

Net Debt represents our total senior financial debt net of cash on balance sheet.

Pro forma EBITDA, Pro forma Net Debt, Pro forma Free Cash Flow, Adjusted PF Free Cash Flow correspond respectively to Reported EBITDA, Net Debt, Free Cash Flow and Adjusted Free Cash Flow but at 
the Issuer level, Goldstory, rather than at the Company level, Thom Group.

Basis of preparationof the financialinformation presented
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Group Geographic footprint

Group Footprint Headquarter Buyingoffice

Mumbai - Buyingoffice

Hong KongςBuyingoffice

FRANCE Jun21A

Stores 519

Website 3

LUXEMBOURG Jun21A

Stores 1

Website -

GERMANY Jun21A

Stores 52

Website 1

ITALY Jun21A

Stores 400

Website 1

FRANCE ITALY RoE Jun21A

Stores 519 400 79 998

Websites 3 1 4 8

BELGIUM Jun21A

Stores 26

Website 3

Guangzhou ςBuyingoffice and conditioning
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Structure of the shareholding as of June 30, 2021

THOM Group SAS
(France)

« The Company»

Co-Investors Altamirand related Management

AltastorySAS
(France)

« Topco»

MstorySAS
(France)

« Midco»

Goldstory SAS
(France)

« the Issuer»

100%

56% 16%28%

100%

100%

RestrictedGroup
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IƛǎǘƻƛǊŜ ŘΩhǊ {! 
Belgium

OroVivo AG
Germany

IƛǎǘƻƛǊŜ ŘΩhǊ
Luxembourg

StroiliOroSpA
Italy

IƛǎǘƻƛǊŜ ŘΩhǊ
Monaco 

Thom Trade SAS 
France 

Thom Trade Srl
Italy

100%

100%

THOM SAS
France

1%

100%

THOM Asia Ltd  
Hong Kong

THOM India
Mumbai

100% 

100%

100%

100%

IƛǎǘƻƛǊŜ ŘΩƻǊ
Portugal

100%

OroVivo AG
Netherlands

100%

¢ƘƻƳ ¦ǇΩ {!{
France

100%

99%

100%

100%100%

JoolsSAS
France

100%DUO MU 
JewelleryLtd 
China

THOM Group SAS
(France)

« The Company»

Structure of the operating Group as of June 30, 2021

Legend:

Operating 
company

Holding

Dormant
company

Buying
company

NewCoSell 
Platform SAS
France

65% Popsell SAS
France

100% 
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Romain Peninque
Group CEO

Cyrille Palitzyne
Group CFO

TodaysΩ presenters
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NetworksalessignificantlyimproveddespiteCOVID-19
pandemic restrictions with ϵ143.2m in Q3 2021,
representingan increaseof 74.6% vs. Q3 2020 with
39%of the networkclosedon averageoverthe period
comparedto 48%duringthe sameperiodlastyear.

The increasewas mainly due to a faster recoveryof
salesafterǎǘƻǊŜǎΩreopening(recoverywasparticularly
slow in Italy after the 1st lockdown in 2020), the
embeddedsalesstore growth, and the development
in e-Commercewhichreachedϵ15.6m in Q3 2021vs.
ϵ8.3m in Q3 2020, (+87.9%).

1.Q3 2021 KEY HIGHLIGHTS

Network sales Reported EBITDA
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Q3 2021 Key Takeaways
Financial performance impacted by COVID-19 pandemic measures

PF Free Cash Flow & change in PF leverage [*]

Significantincreasein reported EBITDAof ϵ20.6m as
comparedto Q3 2020. Despitethe closingof 39%of
storesduringthe three-month periodendedJune30,
2021, the group managed to achieve a strong
increasein EBITDAdue to an excellentperformance
of storesas from the overall reopeningin mid-May
2021, a strongperformanceof e-commerceand to a
ϵ5.0 millionsubsidyin Francein Q3 2021.

Pro Forma Free Cash Flow generationdecreased by 
ϵомΦфƳ ƛƴ vо нлнм ŎƻƳǇŀǊŜŘ ǘƻ vо нлнлΣ due to a timing 
differencevs. last year with higher levelof payables 
(postponedin lockdown) at the end of March 2021. On a 
YTD basis, the cash flow generationissimilarto last year 
όҌϵулΦуƳύ withŀ ǇƻǎƛǘƛǾŜ ƛƳǇŀŎǘ ƻŦ ϵмпΦпƳ ƛƴ 9.L¢5!Σ 
more thanoffset by the change in working capital of 
ϵόмсΦпύƳ όϵтΦфƳ accruedCǊŜƴŎƘ ǎǳōǎƛŘƛŜǎ ŀƴŘ ϵрΦнƳ !κw 
relatedto the developmentof the wholesale activity). 

ThePFleverageasof June2021 of 3.9x is related to the
new debt structure at Goldstory S.A.S level, post
refinancing.
[*] Goldstory Proforma Net Financial Debt / Adjusted PF EBITDA

ϵ унΦлƳ

ϵ мпоΦнƳ

3Q20 3Q21

74.6%

ϵ оΦтƳ

ϵ нпΦоƳ

3Q20 3Q21

562.1%

4.5%
17.0%

12.5 
pp

PF Leverage as of 
June 2021

ϵ мтΦнƳ

ϵ ό мпΦтύƳ

3Q20 3Q21

-185.5%

-0.3x

0.1x 3.9x

ϵулΦсƳ ϵулΦуƳYTD FCF
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Lockdowns

Themonthly network closureaverageis the monthly averageof the percentageof storesclosedfor eachday during the month. With the increasing
complexityof lockdownrules,it isasimpleandefficientKPIto assessthe levelof lockdown.

Therulesimposedin the contextof the COVID-19 pandemicresultedin our storesbeingtemporarilyclosedasfollowsduringQ3 2021(i) in France,all
storeswerefully closedstartingApril3, 2021until May18, 2021(ii) in Italy,regionallockdownsin AprilandMayresultingin 49%of storesclosedin April
and 22% in May and (iii) in Germany,regionallockdownsand restrictionswere still in placein April (89% of storesclosed)and May (50% of stores
closed).

Quitesimilarsituationvs. lastyearwith lockdownsin March-Aprilandreopeningmid-Mayexcept2 maindifferences: (i) largerstoresremainedclosedin
Francein 2020until June2 and(ii)muchfasterrecoveryof salesat reopeningin 2021.
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Q3 2021 Market Environment
Lockdowns resulted in 39% of the network being closed on average during the quarter with a full 
reopening of the network since mid-May.

Number of stores closed by number of days of closure and by month % of stores closed by country ςQ3 2021

% of stores closed by country ςQ3 2020

43 

144 

230 

579 

12 

341 

569 

- - - - -
0

100

200

300

400

500

600

700

800

1-7 8-15 16-23 Over 23 1-7 8-15 16-23 Over 23 1-7 8-15 16-23 Over 23

April May June

France Italy Germany Belgium

75% 42% 0%

in % Apr20A May20A Jun20A 3Q20A

France 100% 40% 0% 47%

Italy 100% 55% 0% 52%

Germany 74% 4% 0% 26%

Benelux 100% 69% 0% 57%

Group 99% 45% 0% 48%

in % Apr21A May21A Jun21A 3Q21A

France 99% 58% 0% 52%

Italy 49% 22% 0% 24%

Germany 83% 50% 0% 44%

Benelux 4% 0% 0% 1%

Group 75% 42% 0% 39%
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FranceandItalybothoutperformedthe marketsincethe reopeningof storesmid-May:

France: Outperformancevs. market in May 2021 thanksto a successfulsalesrecoverysincethe reopeningmid-May,
enhancedby the underperformancein May 2020asour storesin big shoppingcenterswere closedvs. storesopenfor
most of the market. In June2021, relatively low outperformancevs. market of 1.5 pps explainedby a significant
outperformanceof +14ppsin June2020 vs. market,after the reopeningof our entirenetwork.

Italy: Significantoverperformancevs. marketover the third quarter of 2021, showingthe goodresilienceof our stores
networkanda leadingpositionof our keybrand,Stroili.
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Q3 2021 Market Environment
France and Italy demonstrated a successful reopening since mid-May 2021

Variation of Network sales on a Like for Like basis in Q3 2021, vs. Q3 2020 vs. market

France Italy

20.0 %

50.0 %

2.0 %

20.0 %

103.1 %

3.5 %

0%

20%

40%

60%

80%

100%

120%

140%

Avr21A May21A Jun21A

French market France - Network sales LFL (in %)

n.r.*n.a.
*

Datanot 
reported.
Network 
closed in 

Apr20 and 
Apr21.

No market 
data.

200.0 %

340.2 %

69.2 %

0%

50%

100%

150%

200%

250%

300%

350%

400%

Avr21A May21A Jun21A

Italian market (traffic) Italy  - Network sales LFL  (in %)

n.a.*

Datanot 
reported.
Network 
closed in 

Apr20 and 
Apr21.

No market 
data.

No market data.
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v
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Q3 2021 Commercial performance summary
The group benefitted from embedded growth, from a much higher sales recovery at reopening (in Italy, sales remained low 
until mid-July in 2020) and from e-commerce which performed very well despite a lower rate of stores closed vs. last year. 

Quarter-on-quarter variation in percentage of network sales on a like-for-like basis

Geographies Distributions Channels

France International Stores E-commerce Wholesale Total

3Q21 40.3% 156.4% 70.9% 87.9% 162.9% 73.0%

3Q20 -40.3% -62.4% -52.6% 92.2% -76.5% -48.8%

FY20 -4.6% -16.6% -10.3% 35.2% -43.4% -9.1%
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Networksalesin Store&Cornersstrongincreasedueto asuccessfulreopeningof storessincemid-May:

StoresNetworkSalesfor Q3 2021increasedbyϵ49.8m or 70.9%comparedto Q3 2020: (i) Thegroupbenefittedfrom a
successfulreopeningof storessincemid-May (recoverywasparticularlyslowin Italy after the 1st lockdownin 2020) and
(ii) largerstoresremainedcloseduntil 2nd of Junein 2020.

Increasein our Networkcontributionmarginis mostlydue to the verygoodperformanceof storessincereopeningand
to the lower levelof closingduringthe quarter.

1. Q3 2021 KEY HIGHLIGHTS

Stores & Corner (S&C) P&LςLFL perimeter- Q3 2020, Q3 2021
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Q3 2021 Commercial Performance ςFocus on Stores & Corners
Due to a successful reopening of stores since mid-May, the network sales increased by 70.9% on a like-for-
like basis.

Monthly Network performanceςQ3 2021 vs. Q3 2020

Lƴ ϵƳ 3Q20 3Q21 Var. %

France 50.1 65.8 31.3%

Italy 14.6 46.6 219.1%

RoE 5.5 7.6 38.5%

Network sales - S&C 70.2 120.0 70.9%

France 14.4 20.4 41.5%

Italy (2.6) 10.8 521.7%

RoE 0.0 1.6 4833.5%

Network Contribution - S&C 11.9 32.9 177.1%

KPI - Network Contribution rate - S&C

France 28.7% 31.0% 2.2 pp

Italy -17.6% 23.3% 40.9pp

RoE 0.6% 21.7% 21.1pp

Group 16.9% 27.4% 10.5 pp

Apr21A May21A Jun21A 3Q21

Total Network sales - var. vs.N-1

France 231.3% 107.3% 3.0 % 40.5%

Italy 1,153.8% 521.8% 136.2% 199.2%

Germany 2.0 % (47.9)% 15.6% (11.4)%

% of stores closed on average

France 98.8% 58.2% - 52.4%

Italy 49.0% 22.4% - 24.0%

Germany 83.0% 50.0% - 44.4%
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Stores Network bridge ςSeptember 2020 to June 2021
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Q3 2021 Commercial Performance ςFocus on Stores
Stable network in number of stores with lower owned stores footprint and an increase in affiliated stores.

+15
Openings

YTD

Ownstores Affiliated
Stores

+7 
opening

YTD

p.15INVESTOR PRESENTATION

Continuousdevelopmentof the Networkin keylocationswith lowROI,continuousfocusonNetworkprofitability

StoresNetworkin YTD2021remainedfairlystablein numberof storeswith:

the decreaseof ownedstoresNetworkto 998dueto the 24closingsof storessinceSeptember2020asthe Group
focusisto maintainnetworkprofitability,

partly offset by the openingof 15 owned stores sinceSeptember2020 in best-in-classlocationsand by the
openingof 7 affiliatedpartnersstoresin linewith the strategyof expansionof thisdistributionchannel.

(24)
Closings

YTD

No
closing

YTD

In store France Italy RoE

Owned 

stores

Affiliated 

Stores

Total

stores

September 2020 526 405 76 1,007 21 1,028

Openings 7 4 4 15 7 22

Closings -14 -9 -1 -24 0 -24

June 2021 519 400 79 998 28 1,026
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E-Commerce Income StatementςQ3 2020, Q3 2021
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Q3 2021 Commercial Performance ςFocus on E-Commerce
Significant E-Commerce Sales growth in Q3 2021, representing 10.9% of network sales, vs. Q3 2020 with 
strong increase in profitability (+8.5 pps) 

The Group increasedits digitalization with the increase in E-CommerceNetwork sales to ϵ15.6m in Q3 2021,
representingan increaseof Ҍϵ7.3m comparedto Q3 2020. Thisperformancewas significantlyabovethe market in
Franceandwasmadepossibledueto:

Groupwebsites(in FranceandItaly)benefitingfrom newplatformswhichhavedrasticallyincreasedour capacity;

HistoireŘΩhǊandStroilistrongbrandawareness;

Theexperienceacquiredduringthe 1st lockdownduringwhichthe increasein digitalsaleswaslimited.

Monthly Network performanceςQ3 2021 vs. Q3 2020

Lƴ ϵƳ 3Q20 3Q21 Var. %

France 6.5 13.7 111.2%

Italy 1.5 1.6 9.0%

RoE 0.3 0.2 -30.3%

Network sales - Ecommerce 8.3 15.6 87.9%

France 2.2 6.0 172.3%

Italy 0.3 0.3 -0.9%

RoE 0.2 0.1 -36.4%

Network Contribution - Ecom. 2.7 6.5 136.1%

KPI - Network Contribution rate - Ecommerce

France 34.0% 43.8% 9.8 pp

Italy 21.9% 19.9% (2.0)pp

RoE 74.1% 67.6% (6.5)pp

Group 33.1% 41.6% 8.5 pp

Apr21A May21A Jun21A 3Q21

Total Network sales - var. vs.N-1

France 231.3% 107.3% 3.0 % 40.5%

Italy 1,153.8% 521.8% 136.2% 199.2%

Germany 2.0 % (47.9)% 15.6% (11.4)%

% of stores closed on average

France 98.8% 58.2% - 52.4%

Italy 49.0% 22.4% - 24.0%

Germany 83.0% 50.0% - 44.4%
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Key achievements ςFocus on ESG
Disclosure of our 2020 Social & Environmental Responsibility report. Future ESG THOMtogetherplan will 
be unveiled in 1Q 2022.
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2020Social& EnvironmentalResponsibilityreport in March2021

Disclosureof our annualreport detailingour ESGpolicyfocusedon threemainpillars:

Buildinganethicalbusinessmodel

ω Qualityrequirementfor our suppliers: Suppliercodeof conductin placesince2018/ 74%of our purchases
arecomingfrom supplierswith worldclasscertifications(RJCςSMETAςBSCI)

ω Rawmaterialstraceability(diamonds)

Supportingthe developmentof ouremployees

ω Focuson internaleducation:άhǳǊemployeesarethe keytoǎǳŎŎŜǎǎέ
Accessibleeducationalprogramsfor all employees/ Facilitatinginternalmobility

ω Ensuringwell-beingat work(genderequality/ safety/ teamspirit)

Reducingourenvironmentalimpact

ω Durabilityof products(systematicqualityaudit for suppliers)

ω Reductionof energyconsumption(developmentof energyefficientlighting)

THOMtogether

We wish to take advantageof the new phase marked by a changeof shareholdersin 2021 to strengthen our
commitmentandinitiate anambitiousESGstrategywith the THOMtogether plan:

TheTHOMtogetherprioritieswill bedefinedby the employeesthemselves

It will beunveiledin 1Q2022

It will benefitfrom a dedicatedESGgovernance
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Recent developments
Reopening of most of the network from May 19, 2021, allowing the group to welcome its customers on 
aƻǘƘŜǊΩǎ 5ŀȅ ƛƴ CǊŀƴŎŜ

Disclosure of our 2020 Social & Environmental 
Responsibility report

The report detail our ESGpolicy focusedon three
mainpillars:

Á Buildinganethicalbusinessmodel

Á Supportingthe developmentof our employees

Á Reducingour environmentalimpact

FutureESGTHOMtogetherplanwill be unveiledin 1Q
2022 (priorities defined by employeesthemselves,
dedicatedESGgovernance).

Network reopening

Following a long period of COVID-19 pandemic-
related restrictions and lockdowns,the group was
finally able to reopenalmostall its storesfrom May
19, 2021.

Thisallowedthe group to welcomeits customerson
aƻǘƘŜǊΩǎDayin France,which is a big period of the
year.

Popsell acquisition

OnJune11, 2021, the Groupacquired65%of Popsell,
a socialsellingplatform,to developa newdistribution
channel with a customized digital experience for
customers.






























