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Dear Reader

For Valora, 2015 marked the last major
milestone in its path towards focus-
sing on retail. Over the last three years,
we have gradually and successfully
completed the transition to becoming
amore agile, more innovative and above
all, a customer-focussed company. From
now on, Valora will concentrate on its
Convenience & Food Service business,
with its strong foothold in the produc-
tion of pretzel-dough products. With
the acquisition of Naville, we have been
able to successfully expand our already
strong Swiss network in Western Swit-
zerland.

In Switzerland, we have further
consolidated our position in the small-
space retail business. At the same time,
we have also managed to strengthen
our organisation in the Retail Germany
area and pave the way for future
growth. We are one of the leading pro-
ducers in the world when it comes to
pretzel-dough products. Each year, we
produce more than 500 million baked
goods in our highly automated produc-
tion facilities in Germany and Switzer-
land, and we distribute our products
across the globe. With the foundation
of FinTech company bob finance AG, we
have enlarged our offering in the field
of financial services. bob finance AG is
also part of the newly created Valora
Lab, which develops digital products
and services — for example our Spetta-
colo coffee app. After all, Valora’'s fu-
ture growth strategy is based on inno-
vations in its product and services
offering.

EDITORIAL

Our network of top locations across
five European countries remains one
of Valora's real strengths, as is the large
number of client contacts — an average
of 1.6 million every day. We intend to
successfully consolidate this going for-
ward, as we are certain that clever cus-
tomer loyalty measures and electron-
ic services will become considerably
more important in future.

This magazine will provide you
with information about the individual
topics, illustrating the diverse world
of Valora. The interview, individual re-
ports, review of the past year and sus-
tainability report offer an insight into
the activities of the Valora Group. I hope
you find it inspiring and wish you an
exciting read!

J

Michael Mueller
CEO
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CEO INTERVIEW

Michael Mueller
CEO Valora

“We will continue

1o focus on streng-
thening our food
and service offerings
and improving
customer service.”
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Michael Mueller, what were the highlights
for Valora in 2015?

Over the last twelve months, we have
achieved anumber of key strategic mile-
stones, while also managing to impro-
ve operational efficiency throughout the
entire company. Iwas particularly plea-
sed that we were able to complete the
sale of our Trade division and outsour-
ceourlogistics activities in Switzerland;
these marked the last major steps of our
strategy focus. This means Valora can
now concentrate on its Convenience &
Food Service business, with its strong
foothold in the production of lye-bread
products. With Naville, we have also
been able to successfully expand our
already strong Swiss network in Wes-
tern Switzerland.

Inintegrating Naville, we were also
able to improve operational efficiency
throughout all of our core processes in
the Retail Switzerland unit and in Group
Management. Our organisation is now
leaner and more agile. At the same time,
we have also managed to strengthen our
organisationin the Retail Germany unit
and pave the way for future growth. The
foundation of FinTech company bob fi-
nance AG also marked a key milestone.
bob finance AG is also part of the newly
created Valora Lab, which develops digi-
tal products and services — for example
our Spettacolo coffee app. As previous-
ly announced, we have also taken the
first key steps in digitalizing our bu-
siness. And it goes without saying that
I am happy we were actually able to
exceed the Group's financial goals des-
pite the extremely challenging market
conditions.

Let us move onto the challenges in the
Retail area. There is still a particular
focus on developing the shop concepts.
What has been achieved in this respect?

In the Swiss kiosk business, we have
now strengthen our position of the kiosk

business. However, we have also con-
tinued to make progress in other mar-
kets as regards expanding with a range
of food products. We successfully intro-
duced ok.— products in 2015 at Naville
locations and in Germany, while Spetta-
colo and Starbucks modules have been
integrated into other shop concepts. In
Germany we launched a new convenien-
ceformat and our product range now in-
cludes many more products to be consu-
med on the move. We are making good
progress as regards the optimisation of
our product range — particularly with a
focus on food products —and we are con-
tinuing this approach across a number
of formats.

So what is next? How will Valora grow?

We will continue to focus on strengt-
hening our food and service offerings
and improving customer service. The
convenience and food service/take-
away market continues to represent a
growing fundamental need, as thelifes-
tyles of an increasing number of peop-
le are changing. Despite intensive levels
of competition, I am optimistic that we
will be able to further expand our offe-
ring. In Germany, in particular, the mar-
ketisfarless developed and is not as sa-
turated as in Switzerland. The Valora
Group already generates a gross mar-
gin of around 50% in the Food area and
has great expertise in the areas of cof-
fee and baked goods. Together with our
strong portfolio of heavily frequented
locations, well-known own brands and
our unique position in the areas of to-
bacco and press/books, we have the so-
lid foundation required for growth. In
future, we will concentrate on develo-
ping our existing formats, opening new
locations with a focus on food, and ex-
panding our Brezelkénig branch concept
internationally, which will also invol-
ve the continued international develop-
ment of our Ditsch pretzel and dough
production business.

CEO INTERVIEW

What is the situation as regards
control over the entire value
chain, an issue that has often heen
emphasised in the past?

In our food shop concepts, we benefit
from a high level of vertical integra-
tion — from production right through
to sales. We can make use of this ex-
pertise in the Food area to differentia-
te ourselves at our specialised Ditsch,
Brezelkonig and Spettacolo outlets, and
increasingly throughout our entire Con-
venience network, as well. In addition to
cold drinks, baked goods and coffee re-
present a key part of our food offering.

How important is it for Valora that Ditsch
produces lye-bread products?

We are one of the leading producers
in the world when it comes to pretzel-
dough products. Each year, we produce
more than 500 million baked goods in
our highly automated production faci-
lities in Germany and Switzerland, and
we distribute our products across the
globe. We are known for our exceptio-
nal quality standards and high level of
flexibility. Over the next few years, it
will be extremely important for us to be
able to continually expand our produc-
tion capacities and develop new custo-
mer relationships in both existing and
new markets.

Which strategy are you pursuing
when it comes to the international
expansion of Brezelkonig?

As previously announced, we are pus-
hing forward with this initiative. In the
first six months, we opened a branch in
Vienna — since then, we have increased
our presence to three locations —and we
then launched two outlets in Paris at the
end of 2015. Over the next three to four
years, we are aiming to open over 100
outlets in new markets together with
franchise partners.

VALORA MAGAZINE 2016

3



4

CEO INTERVIEW

“We rely on commit-
ted, entrepreneurial
and innovative
employees. People
who love selling
products and talking
1o a wide variety of
customers. People
who contribute their
own ideas and have
fun implementing
them.”
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ok.— is a key own brand. What is next for it?

With ok.—, we have succeeded in esta-
blishing an own brand in Switzerland,
which has a reputation for offering
high-quality products in the entry-level
price segment. The products are avai-
lable exclusively in our outlets. We will
now position the brand more strongly
in Germany and continue to expand the
product range.

What is the situation as regards Valora’s
plans for its digital strategy?

In the Convenience area, we are — and
will remain - the experts for everyday
products, whether in the area of press,
tobacco, lottery games or services —and
of course food and drink for consump-
tion on the move. This has enabled us to
become trusted points of contact for our
customers, with over 1.6 million visiting
us each day on average. Linking custo-
mer visits to our outlets with options for
digital communication provides us with
arange of new opportunities. We are al-
ready making good use of these with our
offering in the area of payment and fi-
nancial services (Visa/MasterCard pre-
paid cards, iTunes, Starticket pay@kiosk
etc.), mobile prepaid as well as package
services (pick-up/drop-off). In future,
we intend to expand the ways in which
we directly contact our most loyal custo-
mers via digital channels, all of which
will further improve their shopping ex-
perience. It will also become more im-
portant to make use of digital opportuni-
ties and analyse customer behaviour so
that we can better target our products
in line with customers’ needs.

What role will the newly founded Valora
Lab play in all this?

We want to make use of the digital op-
portunities we identify. That is why we
founded the Valora Lab: the team is tas-
ked with identifying digital trends, pro-
moting digital innovation and accelera-

ting the implementation of new ideas. By
tapping into today's technological pos-
sibilities and the corresponding inter-
faces, we are striving to develop diver-
se, innovative and attractive customer
solutions.

Has Valora already launched a tangible
product in this area?

We have introduced two new, attractive
products: bob money for private loans in
cooperation with the Glarner Kantonal-
bank and ok.— cash, which can be used
to load credit onto ok.— prepaid cards
at k kiosks and Press & Book shops. Im-
portantly, this means we have expanded
our existing offering with financial ser-
vices. We have also launched the Spetta-
colo coffee app, which allows customers
to order their coffee in advance and be-
nefit from discounts. We are current-
ly working on developing similar solu-
tions for all channels. Here I see real
potential for increasing customers’ lo-
yalty to Valora and developing persona-
lised offerings.

Let us change the subject now: where is
the journey with your suppliers heading?

One thing is clear: Valora intends to
be an important and attractive “bridge
builder” between suppliers and consu-
mers. We want to establish our POS
network as a key marketing and pro-
motional channel. Our numerous out-
lets offer a unique platform for promo-
ting our suppliers’ offerings. We want
to place an increased emphasis on this
USP. Our POS promotions reach a great
many people. The top locations and the
rapidly progressing development of our
digital components will help us evaluate
the potential for each individual custo-
mer contact and further develop exis-
ting customer relationships.

You mentioned the acquisition of Naville
in Switzerland as being another highlight.
Did the integration of Naville go well?



Absolutely. Our teams did an excellent
job in this regard. Naville already con-
tributes CHF 240 million — or more than
10 percent —to the Group's sales, and ac-
counts for almost 20 percent of operating
profit. By integrating Naville, we have
been able to bring together our experti-
se and establish a new, agile organisa-
tion for our Swiss retail business. To do
so, we adopted a “best of both worlds”
approach. This enabled us to signifi-
cantly strengthen our market position
in Switzerland, which has also resulted
in increased profitability.

What has happened in general as regards
increasing efficiency? The organisation
previously announced that work still had
to be done in this regard.

In 2015, we were able to significantly
increase operational efficiency throug-
hout the entireretail organisation—both
in Switzerland and Germany. We are ex-
periencing a fundamental shift in the
retail business and are operating in a
challenging, fast-moving market. An
agile organisation is of vital importan-
ce in this respect. An important factor
here is not just reducing the cost base,
but also increasing the speed at which
we adapt our concepts and innovations.
This has allowed us to lay the organi-
sational foundation for implementing
our growth plans. In our business, it
is people who make the difference. We
rely on committed, entrepreneurial and
innovative employees. People who love
selling products and talking to a wide
variety of customers. People who cont-
ribute their own ideas and have fun im-
plementing them.

Will this transformation also result in a
cultural shift?

To a certain extent, that will of course be
the case. Our focussed strategy should
also be reflected in the way we act in
relation to each other: we want flatter
hierarchies, we want to promote a sense

“We will continue to
tap into the real
potential for inter-
national expansion
offered in the area
of our successful
B2C | B2B concepts
with Ditschl
Brezelfinig. We
will, however,
definitely push
forward with new
ideas 1nto new
markets where

we 1dentify oppor-
tunities.”

CEO INTERVIEW

of individual responsibility, we want to
bemore agile in general. And we want to
accept mistakes throughout all of this.

Are you experiencing any difficulties in
this regard?

It is indeed challenging, and therefore
deserves real recognition. I would like
to take this opportunity to personal-
ly thank all our employees on behalf of
the entire management team for having
shown so much commitment in helping
to shape the transformation that Valora
isundergoing—indeed has toundergo. It
never fails toimpress me when I see how
the team works hard from early in the
morning until late at night, all the whi-
le demonstrating such a will to change
and shape the company.

Let us discuss the figures briefly.
How do you view 2015 on this basis?

We achieved all the goals we set oursel-
ves. Indeed, Naville actually exceeded
its goals. Furthermore, the Swiss busi-
ness performed very well compared to
the market and we were able to subs-
tantially improve margins. Germany is
progressing well and has real momen-
tum. And Ditsch/Brezelkonig achieved
good results despite the intensive com-
petition and challenging conditions it
faced. The production/B2B area again
performed extremely well, in particular.

During 2015, we managed to increa-
se EBIT at Group level from CHF 30 mil-
lion to CHF 55.1 million, which exceeded
expectations. This performance is plea-
sing even when taking into account last
year’s extraordinary writedowns. And
we managed all of this against the back-
drop of the strong franc, shopping tou-
rism, the rail strike in Germany and the
nationwide introduction of the minimum
wage. Iwas particularly pleased with our
home Swiss market, which is a key ele-
ment in the Group's profitability. Here
we were able to significantly increase
ourmargin to 2.0% after adjustments for

VALORA MAGAZINE 2016
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“And it goes

without saying that
[ am happy we were
actually able to
exceed the Group’s
Jfinancial goals
despite the extremely
challenging marfket
conditions.”
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one-time effects. Overall, we generated
earnings per share of CHF 12.51 from on-
going activities, which corresponds with
the amount of the dividend.

Return on capital employed and free cash-
flow are significant KPIs in your business.
How satisfied are you in this regard?

At Group level, we were able to signi-
ficantly improve our ROCE in 2015,
to 6.9% on an adjusted basis and we
are confident that we will be able to
achieve our target ROCE of over 8% in
2016/2017. Thanks to the considerable
improvement in the Retail area by 3% to
10% (excluding liquid assets), this goal
isnow well within reach. Free cash flow
from continuing operations was espe-
cially pleasing, at CHF 82 million - or
CHF 24.5 per share. Averaged over the
last three years, we have generated
a free cash flow of CHF 16 per share,
which is clearly above the dividend of
CHF 12.50. This has enabled us to re-
duce our leverage ratio for continuing
operations to 2.1x. We therefore have
a solid balance sheet as the basis for
financing future investments, main-
taining and developing our network and
growing the Group as a whole.

Are there any specific aspects in the
figures you would like to highlight?

Following the sale of the Trade division,
there have been significant non-cash ef-
fects, which have an impact on profit.
However, there will not be any further
one-time special effects. In general, the
time of numerous one-time effects re-
sulting from the Group's repositioning
is over.

Earlier you mentioned Valora’s change
in strategic focus. Has this process now
been fully completed?

There are still a few, small puzzle pieces
to slot into place, and then our shift to
focussing on convenience-retail and im-
mediate-consumption goods in highly
frequented locations will be complete.
Valorais starting 2016 with a clear posi-
tion as well as strong, attractive brands
and shop concepts in five countries. Our
focus is now on developing this concept
and on growth.

What specifically must still be done before
the repositioning is complete?

In 2015, we reduced complexity within
the Group, even aside from the disposal
of the Trade division. Following the pre-
vious sale of our press wholesale ope-
rations and press logistics activities
to 7Days Media Services, last year we
were able to outsource our goods logis-
tics from Retail Switzerland to this part-
ner, as well. We are now looking at sel-
ling the Naville Distribution logistics
platform, but this is still in the evalua-
tion phase. The Naville transaction also
involved the acquisition of real estate at
an attractive location in Geneva, which
we also intend to sell.

What are your future ambitions as
regards customer focus, now that the
Group’s transformation is behind you?

Our ambitions mainly centre around
our top network as well as strengt-
hening vertical and digital integration.
We are close to our customers, and we
want to make use of the opportunities
this brings. At all times, we have to focus
our activities on well informed custo-
mers who are looking for high-quality
products. We want our offerings and
services to cater to the increasingly di-
gital lifestyles our customers lead. We
all have to be innovative, agile and dy-
namic.



As a brief summary, what will be
happening in 2016?

The focus is now on developing our
existing business. We are in an excel-
lent position to do just this: we currently
operate in Switzerland, Germany, Lux-
embourg, Austria and France. More spe-
cifically, we will focus on the continu-
ed development of our Retail and Food
concepts in Switzerland and Germany
in particular. And we will continue to
tap into the real potential for interna-
tional expansion offered in the area of
our successful B2C/B2B concepts with
Ditsch/Brezelkoénig. We will, however,
definitely push forward with new ideas
into new markets where we identify op-
portunities. The digital expansion of our
offering will also provide us with oppor-
tunities to position ourselves as a multi-
channel retailer able to link the digital
world with our points of sale.

The most important thing to note,
however, is that 2016 will clearly show
that it was the right decision to focus
on the Retail business. Our team has a
real thirst for action and is full of good
ideas! (]

CEO INTERVIEW
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GROWTH DRIVERS

NEW EVERYDAY
CUSTOMER NEEDS:
IMMEDIACY AND
CONVENIENCE

When it comes to daily consumer staples and refreshment
on the move, we are the experts. Today, and in the future.
In a fast-paced, mobile world increasingly characterised
by smart digital technologies, more and more consumers
are eating while on the move and often have little time for
their daily shopping needs.

We aim to offer our customers top-quality products and
services that are both relevant to their needs and readily
available. A million times a day, from early in the morning
till late at night, our outlets provide our customers with fa-
miliar surroundings where they can quickly find the things
they need and enjoy. We listen to our customers, respon-
ding quickly and flexibly to their needs.

VALORA MAGAZINE 2016

SMALL OUTLETS WITH A
MAJOR MARKET PRESENCE.:
COMPREHENSIVE
NETWORK — APPEALING
BRANDS — CUSTOMER
CONTACTS BY THE MILLION

Abflug
Departure

We are theleading small-outlet retailerin German-speaking
Europe. Our competitive, comprehensive network with its
attractive brands and store concepts is systematically fo-
cused on heavily-frequented locations, keeping us in close
contact with our large and loyal customer base.

Our popular brand portfolio and successful retail for-
mats, already operating in Switzerland, Germany, Luxem-
bourg, Austria and France, with other openings planned in
new international markets.

Thanks to our network we can respond rapidly and
flexibly to the entire spectrum of our customers’ needs. The
large number of customers it serves every day and its com-
prehensive outlet network also make Valora a key business
partner for the industries whose products it sells.



FRESH FOOD

ON THE MOVE:
FROM PRODUCTION
10 SALE

We aim to capitalise on the growth potential for fresh,
high-quality food. To that end, we are expanding our
food-and-beverage offering and increasing the degree of
vertical integration within our retail formats, for every-
thing from morning coffee to evening snacks.

We produce our own lye-bread and other bakery items
in house, both for our own outlets and major third-party
customers. This not only gives us a significant competitive
advantage, it also provides us with substantial scope for
international expansion.

GROWTH DRIVERS

DIGITAL.:

INNOVATIVE — TIME AND
SPACE INDEPENDENT —
METROPOLITAN - IN TOUCH

Thanks to its network of prime outlet sites and the speed
with which it is developing its digital expertise, Valora is
able not only to make the most of its 1.6 million daily con-
tacts with its customers but also to increase the depth of
relationships with its existing customer base.

Valora’s numerous outlets provide a unique marketing
platform for digital offerings. A key objective for Valora is
to leverage the potential for expanding the volume of busi-
ness it does with impulse-driven, digitally adept customers
living and working in urban areas.

VALORA MAGAZINE 2016
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Valora makes life easier for its
customers, by offering them

a wide range of daily shopping
and refreshment options,

which is always close to hand,
even when they are out and
about.

Valora has a clear focus on the
convenience and immediate-
consumption retail sectors. It
also has an attractive outlet net-
work.

Thanks to their modular concep-
tion, its retail formats can

be deployed with great flexibility.
Valora outlets generate signifi-
cant footfall and add genuine
value to the locations in which
they operate.

Valora’s network of prime, heavily
frequented outlet sites, its popu-
lar range of private-label products
and its unique position as a
tobacco, press and books retailer
provide a good basis for growth.
For people on the move, be they
commuters, tourists or travellers,
early birds or night owls, Valora
is the obvious destination for
practical food and beverage op-
tions, with fresh take-away pro-
ducts always on sale.

Valora provides its digitally adept
customers with a range of new

services to make their lives easier.

Additional online offerings not
only attract new customers, they
also strengthen Valora's relati-
onships with its existing customer
base.

In addition, the company’s strong
brands, successful operating
models and systematic control
over its entire food-product

value chain not only represent

a competitive advantage for
Valora but also provide it with si-
gnificant potential for national
and international expansion.

OUTLET NETWORK
FORMAT OUTLETS

Kk kiosk 1134

cigo & sub-formats/
partners 450

s 209 KIOSK &

Naville 178 CONVEN'ENCE
avec. 128

SSDB / U-Store 151

Ditsch 213
Brezelkonig 45 FOOD SERV'CE

Brezelkonig 5
“  International

Spettacolo 36
TOTAL

FORMAT VALORA- AGENCY | FRANCHISE*
OPERATED

GERMANY cigo & subformats/ 54
Partner

Ditsch

P&B

k kiosk

‘SSDB / U-Store
TOTAL

SWITZERLAND e k kiosk
Naville
avec.
Brezelkonig
P&B
Spettacolo
TOTAL

LUXEMBOURG  [i¢

AUSTRIA

Brezelkdnig
International

. . Brezelkonig
FRANCE o " International

LS 1 B

TOTAL 848 990 711 2549

*including 240 independent partners at Retail Germany



Coffee that is only

a click away
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SPETTACOLO

Latte macchiato
nocciola, click!
Cornetto marmellaita,
click! At Spettacolo,
customers can now
begin their coffee
experience on their
smartphones. Valora
has developed an

app which allows
them to pre-order
and pay for their
Jfavourite coffee and
other treats online,
and specify the precise
time they will collect
thetr order in any

one of Spettacolo’s

30 outlets.

VALORA MAGAZINE 2016

At 6.25 in the morning, Felicitas Suter
leaves herflatin Basel. At 6.33 she catch-
es the tram, which drops her at the sta-
tion at 6.54. At 7.00 she is sitting in the
train to Zurich, holding a hot, fresh cof-
fee with creamin herhand. How on earth
did she manage that, with only 6 minutes
to spare, at the peak of the rush hour?
Thanks to Spettacolo! The whole thing
took 20 seconds. She went in, straight
past the queue, grabbed her coffee and
left.

Over a quarter of a million com-
muters travel by train in Switzerland,
nearly all of them at the same time. That
means full trains, full stations and full
Spettacolo coffee bars. Even though,
like all Valora Group brands, the larg-
est Swiss coffee-bar chain specialises
in operating at heavily frequented lo-
cations, peak rush-hour times are still
a challenge. No matter how pressed for
time its commuter customers may be,
they still want quality. They expect
their coffee to be made from expertly
roasted beans, preferably organic and
fair trade, and freshly ground to or-
der. They also expect to be offered op-
tions such as soyamilk and high-qual-
ity syrup.

The question of how customers can
be served top-quality coffee in as short
atime as possible is one to which Felic-
itas Suter has devoted a lot of thought.
She is the Business Development Man-
ager at the Valora Lab, which is based
in Zurich and employs a technology
and trend scout in Silicon Valley. The
Valora Lab evaluates future shopping
trends and develops technology solu-
tions to make them reality. Never be-
fore have customer needs been more
closely linked to technology than to-
day. Because today's customers are al-



ways online via their smartphones,
an ever-increasing portion of retail-
ers’ dealings with their customers are
now taking place in the digital arena.
For centuries, retailers’ relationships
with their customers were focused on
the physical sales outlet. Since the dig-
ital revolution, that relationship has
become continuous, in both space and
time. To be close to your customer now-
adays, you have to extend your offer-
inginto thelimitless realms of the dig-
ital world.

In March 2015, the Valora Lab began
developing an app which would bridge
the gap between the digital world and
the 36 Spettacolo outlets. Developing a
pre-ordering function seemed an ob-
vious choice, as this would disconnect
thelink between the purchasing process
and the point of sale, both in terms of
time and space. After all, most rail com-
muters surf the internet on their way
to the station anyway. On November 8,
2015, only seven months later, Valora
was able to present its new Spettacolo
app with its click&pick function to the
public. Ever since, in only a few clicks
on their smartphones, customers on the
move can place a precisely scheduled or-
der not only for their favourite coffee,
but for other beverages, bakery products
and combo offerings too. Orders are au-
tomatically charged to customers’ cred-
it balances, so all they have to dois turn
up at the click& pick counter at the spec-
ified time. And that is not the only pay-
ment innovation at Spettacolo. Thanks
to Bluetooth beacons installed at each
Spettacolo outlet, customers can also
use their phones to pay for the ordinary
purchases at the coffee bar, since mobile
payment is another megatrend this new
app supports. And as if all that did not

make the app appealing enough, every
time they top up their credit balance,
customers receive an additional bonus
credit on the amount they have paid in.

The popularity of this new app is
hardly surprising, as it is the first of its
kind in Switzerland. It is now being ac-
tively used by the customers who have
downloaded in its first four months of
operation. For Valora, this is more than
just a success in its own right, it is also
an incentive to develop further offer-
ings and applications. The app has an
open-architecture design, so that it can
be used and developed for many other
Valora Group formats. The Spettaco-
lo app is just one milestone on Valora's
digital journey. Theinternet has opened
up many different growth opportunities,
and Valora intends to make the most of
them. Being able to capitalise on oppor-
tunities and develop new ideas for win-
ning additional customers and strength-
ening existing customer relationships
is critical to success in this market. A
further benefit of extending and linking
different sales channels is that it gen-
erates interesting data on consumers’
spending patterns, which can be clas-
sified and interpreted. This provides
Valora with an opportunity of enhancing
the profile of its own products and ser-
vices, making them more personalised
and developing loyalty programmes to
strengthen its ties to its customer base.

And Felicitas Suter? She is already
on her way back from the Valora Lab
to Basel. What has she ordered on her
Spettacolo app this time? Nothing. She
has switched off her phone and is read-
ing. [ J

SPETTACOLO

VALORA LAB, AN INCUBATOR FOR INNOVATIVE
DIGITAL IDEAS

As a modern retailer, Valora is deter-
mined to make the most of new tech-
nologies and innovative services. The
Valora Lab is an integral part of the
Group’s innovation strategy. Estab-
lished in 2015, it is tasked with rap-
idly identifying new digital trends, so
that it can build on these to develop
value-added products and services for
Valora’s customers. In addition to the
Spettacolo app, the Valora Lab has
also developed bob money, its first in-
novative user-friendly online financial
product, which was soon followed by
a second product, ok.— cash.

The Valora Lab has recently retained
a representative in San Francisco, the
worldwide hub for innovation and en-
trepreneurship. Given its proximity to
Silicon Valley, San Francisco is home
to a host of talented software engi-
neers engaged in developing technol-
ogies and products that are relevant
to Valora. That is why, over the last few
years, major US retailers such as Wal-
mart, Target, Amazon and Westfield
have all established labs in the city.
San Francisco also benefits from a
huge influx of companies launching
new technologies and products which
will play a significant part in shaping
our future purchasing patterns. The
offices of Valora's representative are
located in the Bespoke Co-Working
Space, a well-known retail hub. This
provides Valora with excellent access
to other retailers and startups, as well
as enabling it to take part in relevant
industry events and to test prototypes
where they are being developed.
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DITSCH PRODUCTION PLANTS
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Ditsch now operates two production
plants in Germany and one in Switzer-
land. Their staff of over 500 produce
more than 500 million lye-bread items
each year. Only a small proportion
these are served, freshly baked, to cus-
tomers at the company’s own outlets.
The lion’s is shipped to markets across
the globe, from the US to Japan, from
Norway to South Africa. The excellent
quality of these products is appreciat-
ed by wholesalers and their custom-
ers the world over, giving Ditsch a tru-
ly international following.
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DITSCH/BREZELKONIG
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Not many people can
Just walk past. The
aroma from those
fresh Ditsch and
Brezelkonig pretzels
1S Just 100 enticing.
By combining a
traditional emphasis
on quality with
innovative baking
techniques, the
company has estab-
lished itself as the
leading pretzel baker
in Germany and
Switzerland.

For nearly 100 years now, the aroma
of Ditsch's freshly baked pretzels has
cast its spell on anyone who gets close
enough to them. It is thus no surprise
that from their birthplace in the histor-
ic centre of Mainz, they have gone on

to conquer entire national markets. In
Germany and Switzerland, these pret-
zels are now sale in practically every
railway station, pedestrian precinct and
shopping centre, though perhaps under
a different name. In Switzerland, Ditsch
is known as Brezelkdnig. And, when you
gettothe head of the queue, you will re-
ally be spoilt for choice. Nowadays, the
classical pretzel is complemented by a
whole range of otherlye-bread products
— sticks, croissants, sandwiches, hoops
and—anirresistible, if somewhat incon-
gruous option — pizza wraps.

The irresistible aroma

The magical attraction of the pretzels’
aroma is no accident, but a deliberate-
ly chosen attribute of the Ditsch brand.
Rather than baking the pretzels at a
plant and delivering them stone cold
to the sales stands, back in the 1980s
Ditsch decided to turn the process on
its head. Back then, it was the first pret-
zel bakery to equip all its outlets with
their own baking ovens. Ever since, the
pretzels have been baked in front of the
customers and served to them warm,
crispy and fragrant straight from the
oven. This not only made a lasting im-
pression on Ditsch's customers, it also
secured the company’s long-term suc-
cess. The on-site ovens rapidly boosted
the family-owned company’s sales, first
regionally and soon nationwide. More
pretzels were needed, a lot more.



Pretzels at record speed

Ditsch proved equal to the task, thanks
to a second major coup —in its production
processes. By then, no one was twisting
their pretzels by hand any more. That
task was left to machines. A convention-
al machine could produce 900 pretzels
an hour. Ditsch needed more, so they de-
signed their own exclusive new machine,
with nearly double that output. In justa
few seconds, the mighty new robots can
turn out a perfectly formed pretzel. To-
day, the Ditsch plants in Mainz and Or-
anienbaum produce well over 500 mil-
lion items every year.

The fully automated production
lines at the Ditsch plants operate around
the clock. Under constant expert super-
vision, and in strictly controlled hygien-
ic conditions, each item goes through a
series of processes —dough preparation,
twisting and shaping, cooling and lye
application — before the final freezing
and packing stages. Sophisticated pipe-
lines criss-cross the plants, delivering
the keyingredients —flour, water, oil and
yeast. And the human element? That is
represented by the production supervi-
sor. Heis kept on his toes, constantly pa-
trolling the various production stages
(sometimes on two levels, each with 200
square metres of floorspace), checking
the warning lights, making sure there
are always sufficient supplies of ingre-
dients such as salt, removing pretzels
that have gone astray or got caught in

DITSCH/BREZELKONIG

- D e oA = ——

the machinery and, above all, ensuring
that the quantities of flour, the key in-
gredient, are always correctly calibrat-
ed, right down to the last gramme.

Every flour is different

The Oranienbaum and Mainz plants pro-
cess dozens of tonnes of flour every day.
As experienced bakers, Ditsch know that
no two flours are the same. The quality
and processing characteristics of wheat
vary by growing region and rainfall den-
sity. Once a silo is empty, new flour is
used for production. For the supervisor,
this means recalibrating the dough com-
position. Every few minutes, he checks
the consistency, moistness and composi-
tion of the dough shapes, always ready to
intervene if anything is not quite right.
Very high or very low outside tempera-
tures are a particular challenge, as they
can upset the constant 21 degree tem-
perature maintained in the plants. This
may result in condensation, making the
dough sticky. If the air is too dry, the
dough becomes brittle. By acting swift-
ly, the supervisor can avoid having to
halt production.

Highly qualified staff with plenty
of expertise and a passion for top prod-
uct quality, coupled with state-of-the-
art technology and automation. That
is the recipe on which Ditsch's exqui-
site products and its business success
both depend. They are also critical to
the company’s ongoing expansion into

new markets. In 2000, Ditsch acquired
Switzerland’'s Brezelkdnig, which it
has systematically expanded. In 2012,
Peter Ditsch sold his parents’ business
to the Valora Group. With 263 outlets
and a staff of more than 500, what was
once a small family business in Mainz
is now a company operating on an in-
ternational scale. The latest chapter in
its history has just been written, with
Ditsch pretzels now on sale in Austria
and France — attention, la baguette! @

DITSCH/BREZELKONIG NETWORKS

From a small-scale family business
back in 1985, Ditsch has gone on to
build a network of some 250 outlets.
Every day, some 120000 customers
(not only in Ditsch’s German home
market, but in Switzerland as well) en-
joy the company’s fresh pretzels, lye-
bread sticks, sandwiches, hot dogs
and pizza wraps. The networks are ex-
panding apace. Recent new openings
in Vienna and Paris will be followed by
outlets in other large cities. Brezelkénig
is making its mark on the world.
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ualora,

a customer
company

avec. —
enjoyment
to lake away

Simple enjoyment — a range of fresh
choices for a contemporary, fast-paced,
health-conscious lifestyle. How, why
and where people do their shoppingisin-
creasingly difficult to categorise. While
the major weekly shop still has its place,
more and more people also shop sever-
al times a week, if not daily. For today's
urban, mobile consumers buying what
you need for the day on your way to work
or picking up a ready-made dinner on
your way home is commonplace. avec.
not only offers a range of fresh choices
suited to its customers’ contemporary,
fast-paced and health-conscious life-
styles, it also provides spontaneous mo-
ments of enjoyment throughout the day.
Customers also know that avec. always
provides top quality, no matter when
they shop or how little time they have.
With its wide choice of take-away
options, including coffee to go, home-
made sandwiches, hot and cold snacks
and a plentiful bakery range, not to men-
tion salads, fruit and dairy products,
avec. offers a broad selection of fresh
produce to suit many different tastes.
In a word, convenience. (]

| |
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CONVENIENCE AT VALORA

In Switzerland, Valora operates 128
avec. shops at railway and petrol sta-
tions. avec. is well established in the
franchising market, offering its part-
ners a system with good future pros-
pects. More than 67 avec. outlets in
Switzerland are now operated by fran-
chisees.

Valora has two convenience formats
in Germany, ServiceStore DB and
U-Store. The network of 151 outlets
is constantly being modernised and
expanded, with new store layouts and
a wider range of fresh produce.

AVEC.

et :
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Naville has been part
of the Valora Group
since spring 2015.

The Naville acquisition underscores
Valora's strategic focus on small-outlet
retail. It has also enabled Valora to cre-
ate a unique network of outlets at heav-
ily frequented locations right across
Switzerland.

The Naville outlets are operated by
established local agents with an excel-
lent understanding of the specific needs
of the customers in their region. As agen-
cy partners, they enjoy the benefits of an
attractive location, a well-known brand
and a proven range of products and ser-
vices. The Valora agency model provides
new entrepreneurs with a unique oppor-
tunity of running their own business
with a strong partner at their side. @

PROVEN AGENCY MODEL

The Naville outlet network is run by
169 agency partners. Their agency con-
tracts are based on a tried and tested
business model which has been oper-
ating successfully since 2005.

In Switzerland, a total of 712 agency
partners now manage k kiosk, P&B,
Naville and Brezelkénig outlets. In Lux-
embourg all 65 k kiosk and in Germa-
ny 213 Ditsch branches are operated
on an agency basis.

NAVILLE
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Contemporary retail
concept offers
customers a wealth
of reading —

and fresh coffee.

In February 2015, Valora opened its new-
look P& B Christoffel flagship store in
Bern.

Increasing numbers of customers
are looking for a pleasant and relaxing
shopping experience which showcases
a contemporary and constantly evolving
productrange. The shop’s broad and ap-
pealing selection of book and press titles
is constantly being enhanced by an ap-
pealing range of contemporary items.
Thanks to its regular display changes,
new P& B store is able to present the
latest products from a number of fashi-
onable brands.

The new store is the ideal place for
customers to relax and be inspired by
exciting new ideas, thus ensuring that
they always have something new to
come and see. [

P&RB
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EURO FL.OOR
EXCHANGE RATE
DISCONTINUED

On January 15, 2015, the Swiss
National Bank abandoned its euro
minimum target exchange rate of
CHF 1.20. After temporarily falling to
below CHF 1.00, Europe’s single
currency recovered somewhat from
mid-year onwards, closing 2015

at CHF 1.08. This significantly
impacted retail volumes in Switzer-
land, as increased cross-horder
shopping cut overall Swiss consumer
spending by several billion francs
over the course of the year.

VALORA MAGAZINE 2016

FEBRUARY

SHARING
KNOWLEDGE

Valora hosts regular events where
outlet staff, suppliers and manage-
ment meet to share knowledge

and experience. The conveni-
ence-store and kiosk conferences
each attracted over 1000 outlet
managers, franchisees, agency
partners and suppliers. The fran-
chise meeting hosted by Valora
Retail Germany in May enabled
some 150 participants to find out
more about current industry topics.

TWO NEW ok.—
MOBILE APPS

ok.— mobile is the prepaid mobile
service offered by Valora’s popular
ok.— brand. Valora added two new
apps to the existing offering during
2015, both available on Google Play
and from Apple’s App Store. The ok.—
mobile Prepaid Charger shows regis-
tered ok.— mobile users their current
credit balance and also has a Valora
store locator feature. The new ok.—
mobile TV app offers its users a
choice of 50 TV stations to watch.

Y E—

NAVILLE
ACQUISITION

The Valora Group acquired Naville
with effect from March 2015. In
addition to its network of more than
178 outlets, the Geneva-based
company also operates one of the
largest distribution platforms

in French-speaking Switzerland.
The acquisition has significantly
enhanced Valora’s presence in the
Swiss market, providing it with a
nationwide network of convenience
stores in a variety of formats. By
year end, the integration of the
Naville outlets into Valora’s opera-
tions had been successfully
completed. The Naville acquisition
is a major step for Valora, under-
scoring its strategic retail focus.




NEW
CONVENIENCE
STORE CONCEPT

With its rebuild completed, the
U-Store at the Lattenkamp metro
station in Hamburg reopened

with a new design and an expanded
product range. Valora Retail Germany
is using this location as a pilot outlet
for the future design of its conveni-
ence stores. Besides its appealing,
modern look, this new concept places
greater emphasis on food freshly
prepared on site. First entered for
the POS Marketing Awards in 2015,
Valora Germany’s new U-Store
concept won no fewer than three
awards, with bronze medals in

the Retail, Creative Artwork and
Budget categories.

SHAREHOLDERS
APPROVE, BOARD
RECOMMENDA-
TIONS

The 2015 General Meeting of Share-
holders voted in favour of all agenda
items proposed by the Board of
Directors. Besides approving the
2014 financial statements, share-
holders also endorsed the proposed
dividend totalling CHF 12.50 per
share and the 2014 remuneration
report. All Board members were
re-elected for a further year (till the
2016 AGM), as was Rolando Benedick
as Board Chairman.

VALORA IN 2015

NEW MARKETS FOR BREZELKONIG

Brezelkdnig opened a new outlet in Vienna's landmark Donauzentrum shopping complex
in late April, its first in Austria. The new shop represents the first step in Brezelkénigs’s
international expansion strategy. While some modifications were made to suit Austrian
tastes, the range of pretzels on offer in Vienna is based on the formula Brezelkdnig suc-
cessfully developed for the Swiss market. Two additional outlets were opened in Vienna
during the year, first in Vésendorf, then in Meidling. The successful Vienna outlets are
providing valuable insights for Brezelkonig's expansion plans, which continued with the
opening of its first two shops in Paris in mid-December.

S —

ok— EXPANDS
AND LAUNCHES
NEW PRODUCTS

Having rolled out its popular ok.—
private-label range to Germany in
2012, Valora introduced some

20 ok.— products to its Naville
stores in French-speaking Switzer-
land in May 2015. Naville now sells
everything from ok.— energy and
energy cola drinks to ok.— umbrellas,
and plans to expand its ok.— range
substantially in 2016. In Switzerland,
Valora not only sold over 23 million
cans of its ok.— energy drink in 2015,
but also launched 10 new ok.—
products. In Germany, ok.— energy
drink is now an official partner

of the St. Pauli football club and has
been added to the drinks on sale

at its Millerntor stadium.

GROUP REORGAN-
ISATION GETS
UNDER WAY

Valora is optimising its structures

to meet the demands of a changing
retail market. The objective is to
create a Group structure which is
agile, competent and execution-
focused. One key element in this
strategy is the Naville integration.
Smart user-friendly apps are another,
with staff at the newly created
Valora Lab now working on develop-
ing new digital solutions to accel-
erate the expansion of Valora’s ser-
vices offering. Valora also plans to
adopt a more supranational approach
to its internal services in areas such
as information technology and
finance.
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LOYALTY PRO-
GRAMMES BRING
CUSTOMERS
CLOSER

During the summer, Valora ran a new
loyalty programme offering its cus-
tomers Spiegelau crystal glasses at
bargain prices. A total of 120000
sets of glasses were sold during the
campaign, which generated revenues
of about CHF 1 million. Autumn saw
the launch of a new Monster Deals
campaign, following on the success
of the initial promotion in 2014. Cus-
tomers were able to participate in the
prize game both offline and online,
with a chance to win prizes either by
collecting traditional stickers for
their Monster Deal albums or using
the Monster Deal mobile app.

DITSCH OPENS
22 NEW OUTLETS

Ditsch opened a total of 22 new
shops in 2015, increasing the size of
its nationwide German network to
213 outlets. New openings in Rosen-
heim and Regensburg further raised
the company’s profile in Southern
Germany. More than 40 % of the new
outlets are at railway stations, which
remain central to the network strate-
gy. Station outlets make the most

of Ditsch’s expertise with compact
premises, as notably demonstrated
by the shops at the Alexanderplatz
station in Berlin and at the main
station in Regensburg, both of which
occupy some 10 square metres of
floorspace. Ditsch is now using more
twin-storey chilled display cabinets,
which ideally complement the proven
heated displays as a means of pre-
senting the optimised product range
to best advantage. The new Ditsch
store design was extended to eight
existing outlets, thus also streamlin-
ing their use of energy.

VALORA LAUNCHES BOB MONLEY,
I[TS FIRST ONLINE FINANCIAL PRODUCT

The Valora Lab is where the Group evaluates ideas for new digital products and
services. Shortly after bob Finance AG was established in mid-June, the development
team presented its first product, bob money. The Cantonal Bank of Glarus finances
the bob Money loans, which are advertised on posters at Valora outlets. All advisory
and applications-processing services are carried out online or by telephone.
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GOODS LOGISTICS
UNIT SOLD

One year after the sale of its press
wholesaling and press logistics
operations in July 2014, Valora sold
its goods logistics unit to 7Days
Media Services. By spinning off its
internal warehousing and transport
services unit, Valora was able to
streamline its organisational struc-
ture.

NEW iTUNES PASS
SERVICE

Since August, customers have
been able to add credit directly to
their iTunes accounts by visiting
any k kiosk or Press & Books outlet.
As the largest Swiss reseller of
iTunes cards, Valora is the first
retailer in Switzerland, other than
Apple Stores, to offer this service
at its outlets.




SEPTEMBER

EXPANDED
COFFEE
OFFERING

As part of its strategy of focusing

on convenience retail and responding
to current consumer trends such as
the preference for freshness, Valora
is constantly adapting its offering

to meet the needs of its urban,
mobile clientele. Thanks to its com-
prehensive Swiss outlet network,
Valora is already the preferred coffee
destination for some 900000 cus-
tomers every day. By late 2016, new
Starbucks modules will be installed
in up to 100 Valora outlets, offering a
wider coffee range and appealing to
new customer groups. The popular
Spettacolo modules will be rolled out
to a further 600 outlets. Selecta, the
leading coffee services provider, has
been awarded an exclusive contract
for the construction and maintenance
of the new modules.

HACKZURICH

Valora was the only retailer to sponsor
a workshop at the 2015 HackZurich
event. These so-called hackathons pro-
vide a platform for developers, startup
companies and international firms to
link up with each other and work on
solving real-life problems arising in a
number of different industries. The
goal for the Valora workshop teams was
to develop functioning mobile-app
prototypes designed to enhance the
kiosk shopping experience. In the space
of 40 hours, 11 teams developed 12
new apps between them. The winning
entry was a product-bingo app which
generates a discount voucher for every
successfully completed virtual bingo
session. The combination of gaming,
format-transcending cross selling and
the coupon extension option proved
very appealing to Valora and its cus-
tomers.

SWITZERLAND'S
FIRST COFFEE
ORDERING APP

Since Spettacolo launched its new
coffee-ordering app in November,
the first of its kind in Switzerland,
queuing up for that morning coffee
has become a thing of the past.
With the app, customers can specify
exactly when they will collect their
order, which they can place in just a
few simple clicks. The entire stand-
ard Spettacolo range, from croissant
to focaccia to capuccino can be
pre-ordered, as can the coffee roast
— light, medium or dark. Payment

is made via the app when the order
is placed, so customers can collect
their order as soon as they arrive

at their chosen Spettacolo bar. Cus-
tomers can also use the app to pay
for any ordinary purchases they make
while at Spettacolo.

OK.— CASH,
VALORA’S
SECOND FINAN-
CIAL PRODUCT

Following the introduction of bob
money in June, Valora’s bob Finance
subsidiary launched ok.— cash, its
second product, in December. ok.—
cash provides loans of between

CHF 1000 and CHF 3000 for a maxi-
mum of three months. Credit appli-
cations are made online, simply and
discreetly. Funds are then credited

to an ok.— prepaid VISA or Master-
Card at any k kiosk or Press & Books
outlet in Switzerland. Questions
about loan applications are answered
online or by phone. By using tech-
nology to dispense with a visit to a
bank, ok.— cash represents a mile-
stone in the development of credit
products in Switzerland. It provides
customers with a transparent, simple
and discreet way of taking out small
loans to meet their short-term bor-
rowing needs. Loans are granted only
to customers whose financial situa-
tion permits such borrowing. ok.—
cash applies high standards to deter-
mine in advance whether a loan is
compatible with a borrower’s finan-
cial situation. By requiring a mini-
mum borrower age of 25, ok.— cash
has also addressed the issue of
potential excessive borrowing by
young adults.

TRADE
DIVESTMENT

At year end, Valora sold its Trade
division, which specialises in

the distribution of fast-moving
consumer goods. Valora’s partner
in this transaction is Aurelius, a
group specialising in corporate
acquisitions and restructuring.
Aurelius has a successful track
record as a long-term investor
and already has a number of other
investments in Switzerland.
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SUSTAINABILITY REPORT

SOCIAL,
ECONOMIC AND
ENVIRONMENTAL
SUSTAINABILITY
AT VALORA

This report provides an account
of what Valora has done in 2015
to ensure it operates sustainably.
In the area of social sustainabili-
ty, we focus on developing our
employees’ skills and nurturing
our relationships with customers
and business partners. Our initi-
atives to maintain economic
sustainability emphasise the im-
portance of ethical behaviour,
be it through adherence to the
Valora Code of Conduct, obser-
vance of the laws protecting mi-
nors or strict compliance with
hygiene standards. Appropriate
use of resources and respect for
the environment are equally im-
portant to us, in everything from
anti-litter projects to the way we
renovate our infrastructure. All
our sustainability initiatives ad-
dress current and future needs.
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SOCIAL SUSTAINABILITY

THINKING AHEAD AND
TRAINING FOR THE FUTURE

Internal training enhances the skills of
our employees. For that reason Valora
offers its staff a broad range of cours-
es to prepare them for tomorrow's chal-
lenges. “Learning is a lifelong task,
nowhere more so than in the work-
place. Those who are always thinking
ahead and constantly enhancing their
own skills will be able to motivate oth-
ers and get things moving. That cer-
tainly applies to us at Valora, because
qualified employees provide us with a
competitive advantage” says Peter Obel-
dobel, Chief Executive of Valora Retail
Germany. That is why Valora has sig-
nificantly expanded the training cur-
riculum it offers in Germany. “In es-
tablishing the valoraCampus, we have
created an environment devoted to the
professional training of our employees,
thus enabling them to progress further
in their specific disciplines, in manag-
ing themselves and in leading others”,
he explains.

Akeytraininginitiative in Switzer-
land in 2015 was the four-day “Advising
entrepreneurs” programme, a develop-
ment course for sales managers focus-
ing on the skills required for their multi-
faceted roles in working with Valora
employees, agency partners and fran-
chisees. A total of 25 sales managers
from Switzerland, Germany and Luxem-
bourg attended the course, which also
helped participants to identify syner-
gies and develop new cross-border net-
works. “Besides maintaining our tried
and tested Leading@Valora modules
and our Leadership Days for our man-
agers, we also initiated a new person-
al-development course entitled “Unleash
your inner potential”, explains Christa
Heinke, Head of HR Development at
Valora Switzerland.

E-learning courses using the Aven-
doo Learning Management System are
another important element in Valora's
training strategy. To prepare for the
launch of ok.— cash, for example, Valora
developed a new e-learning module
which ensured that all outlet sales
staff received the necessary product-
knowledge training in a uniform and
timely fashion. Other e-learning mod-
ules are used to ensure compliance with
the standards required for money-
transfer operations and compliance
with anti-money-laundering laws. All
staff, wherever they work and whatever

their working hours, can easily access
these e-learning modules. Valora in-
tends to make even greater use of them
in future.

Since 2010, Valora has also been op-
erating the Retail Lab Certificate Pro-
gramme in partnership with the Uni-
versity of St. Gallen. To date, 22 Valora
employees have attended modules in
St. Gallen, Oxford and Barcelona, ena-
bling them to put innovative ideas into
practice. A further two Valora emplow-
yees will participate in the programme
in 2016. For Valora, the Retail Lab Re-
search Workshops provide another ex-
cellent opportunity of presenting itself
as an attractive employer.

YOUNG TALENT IS THE KEY
TO FUTURE SUCCESS

“Forthelast 15 years, we have been com-
mitted to developing entry-level staff
in the retail kiosk sector”, says Monika
Oppliger, Head of Vocational Train-
ing. 43 apprentices are currently car-
rying out their fundamental training in
Switzerland. Of these, 33 are working
towards their Federal certifications as
retail assistants or as kiosk, food, bev-
erage and tobacco retail professionals.
Of the remaining ten, one is training as
asystem catering professional and nine
are engaged in commercial apprentice-
ships. With Valora's business partners
also investing heavily in training their
young employees, the total number of
apprentices working for or with Valora
is now around 90. “Our new approach
will enable us and our partners to build
on the success we have already achieved
in fundamental vocational training, so
that we can continue to offer appealing
career opportunities to young adults”,
Monika Oppliger confirms. Valora Re-
tail Germany is similarly committed
to developing its entry-level staff. Two
apprentices are training as booksellers
and a further seven as press retail spe-
cialists. After completing these appren-
ticeships, they will then be eligible for a
further year of training to attain their
retail sales diplomas.

Valora also continued to pursue its
successful one-year graduate trainee
programme in 2015, with two new man-
agement trainees hired in Switzerland
and one currently studying for a dual
degree in Business Administration in
Germany. Once they have completed the
programme, trainees take up attractive
positions in corporate management or
as junior sales managers. “We will con-
tinue to recruit trainees through this
programme in the years ahead”, Christa
Heinke confirms.



SOCIAL PARTNERSHIP
IN PRACTICE

Since 2009, Valora has operated a col-
lective employment contract whose pur-
pose is to foster and maintain harmo-
nious relations with its employees by
offering them conditions in line with
current market practice. The agreement
covers such topics as working time,
wages, sickness and pension benefits.
Valora's current partner for this agree-
ment is the Syna trade union. “Valora
is committed to the social partnership
and maintains a regular face-to-face
dialogue with employees’ representa-
tives through its participation in the bi-
partite commission”, explains Jonathan
Bodmer, Valora's Head of Human Re-
sources. Valora's Spettacolo employees
are covered by the collective employ-
ment agreement for the Swiss catering
industry.

In determining the restructuring
measures which became necessary fol-
lowing Valora’s purchase of Naville,
partnership-focused cooperation also
provided the basis for the social plans
voluntarily agreed with the Unia trade
union for Naville staff and with Syna for
Valora staff. The integration of Naville
was a multi-faceted undertaking, re-
quiring new structures which rede-
fined established processes at both Valo-
ra and Naville. Cultural and linguistic
differences also had to be taken into ac-
count. “By actively involving the employ-
ees concerned, we were able to define a
new structure in which staff from both
firms had their place. The cooperation
of the employees’ representatives was a
significant factor in the successful im-
plementation of the integration project”,
as Jonathan Bodmer explains.

Just under

6000

Valora employees receive training
each year in topics such as:

PROTECTION OF MINORS,
ANTI-MONEY LAUNDERING LAWS
AND STAFF LEADERSHIP.

PROMOTING A HEALTHY
WORKPLACE

Workplace health and safety are impor-
tant concerns for Valora. Valora Retail
Germany, for example, regularly organ-
ises inspections of its working premis-
es by safety-at-work experts, company
doctors and occupational physicians. In-
dividual workplaces are assessed, re-
quirements with regard to factors such
as ergonomics and lighting are recorded
and the necessary modifications made
where possible.

LONG-TERM PARTNERSHIPS

Long-term collaboration is critical
to Valora's B2B strategy. For decades,
Valora has working with Swiss Federal
Railways, Swisslos and the Loterie Ro-
mande, Switzerland’s two main lottery
operators, and with Selecta, Europe's
leading vending-machine company.

“Valora and its forebears have al-
ready been working with Swiss Feder-
al Railways for over 100 years. Today,
Valora operates some 300 outlets in var-
ious formats at Swiss railway stations.
Ourlong-standing partnership is based
on a professional and collegial collabo-
ration which goes beyond the usual ties
linking landlord and tenant.

While our day-to-day dealings with
Valora focus on expansion and contract
administration, our shared and over-
arching goal is to meet our customers’
needs. The combination of Valora's re-
tail know-how with our expertise in
station management generates genu-
ine added value for the customers we
both serve. Our shared focus on the in-
terplay between retail premises and
marketing helps us to ensure that our
offerings remain demand oriented”, ex-
plains André Bagioli, Head of Premises
Management and Development.

“The close and successful part-
nership between Valora and Swisslos
began back in 1937, when our compa-
ny was founded. Our relationship has
always been characterised by profes-
sionalism, trust and mutual respect”,
explains Luc Iseli, head of Retail Ser-
vices at the Swisslos Intercantonal Na-
tional Lottery. Thanks toits nationwide
outlet network, Valora makes a signifi-
cant contribution to Swisslos’s overall
sales. The net profit generated by the
Swisslos Federation flows back to the
cantonal lottery and sports funds, ena-
bling them to support some 12000 pro-
jects in the fields of sport, culture, the
environment and social welfare. By dis-
tributing lottery tickets through its 929
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outlets in Switzerland, Valora plays its
part in these efforts.

Valora has also been working
with the Loterie Romande for over 30
years. With the enhanced presence in
French-speaking Switzerland resulting
from Valora's acquisition of Naville, that
partnership has been significantly in-
tensified, particularly since the two
companies share similar values and ob-
jectives. “Valora and the Loterie Roman-
de are both dynamic, forward-looking
companies. Both are using digital tech-
nologies to respond to a changing mar-
ket and evolving customer needs. The
two companies’ numerous joint lottery
projects are testimony to the long-term,
innovative vision they both share”, as
the Loterie Romande explains.

Selecta is Valora’s chosen coffee
partner for all its Swiss retail formats.
While the collaboration between the
two companies is the result of their
shared history, Selecta’s partnership
with the Retail and Trade divisions
was further enhanced following the
Selecta IPO in 1997. A key reason for
this enduring collaborationis thatboth
place a strong emphasis on their dai-
ly contact with large numbers of cus-
tomers. “This relationship is based on
the great respect we have for each oth-
er's core expertise and our open and
direct lines of communication, which
ensure we meet our shared objectives
sustainably. Moreover, the success of
our jointly developed coffee offering is
mainly due to the excellence of Valora's
outlets and their highly motivated
staff”, says Thomas Nussbaumer, the
Selecta Group’s Central Region Man-
aging Director.

AGENTS AND FRANCHISEES

Valoramaintains a harmonious partner-
ship with its 990 agency outlets and 711
franchise operations. In Switzerland,
a total of 14 committees and working
groups have been established to ensure
the requisite uniformity and coordina-
tion. Working in close collaboration
with its partners, Valora also organ-
ised 20 training days covering employ-
ment law, business administration and
pension-fund arrangements. Dialogueis
also fostered by annual meetings with
agency and franchise partners. While
these events were held separately in
2015, thefirst joint annual meeting, with
both agency and franchise partners, will
be held in 2016.
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VALORA'S SOCIAL
COMMITMENT

Valora’'s support for projects outside
the company is also making a differ-
ence. Spettacolo continued to contrib-
ute to water projects in Africa during
2015. Having collected CHF 30400 for
rainwater tanks in Tanzania in 2014,
Spettacolo began contributing to a new
project in Mali in September 2015, un-
der which World Vision Switzerland will
build 3 water fountains worth a total
of CHF 24000 in the Neguela region of
southwestern Mali. In addition to the
direct contributions made by Spettacolo
customers to the collection tins at the
coffee bars, Spettacolo also donated
CHF 0.50 for each caffé grande ordered
in September, thus enabling Valora to
contribute CHF 28566.85 to this World
Vision project.

Simpleideas can also make a big dif-
ference, as Valora staff demonstrated
by organising two charity flea markets
at company headquarters in Muttenz.
The proceeds were donated to the Her-
zensache and Gliickskette charities and
to Syrian refugees. Valora Retail Ger-
many made a contribution by donating
ok.— bottled water to refugees arriving
in Germany. Just before Christmas each
year, Ditsch makes a donation to can-
cer research.

ECONOMIC SUSTAINABILITY

QUALITY ALWAYS PAYS OFF

Valora is constantly reviewing its pro-
cesses for quality assurance, crisis man-
agement and product recall. The focus
here is on verifying the manufacturers’
own quality-assurance procedures, en-
suring that product information and the
products themselves comply with the law
and checking delivery conditions. “Large
manufacturers and suppliers operating
on an industrial scale must have certi-
fication from either the BRC, the IFS or
the ISO, and preferably from more than
one of these. Their HAACCP self-mon-
itoring procedures must also have be
no more than two years old”, explains
Michel Vaucher, the project manager at
Valora Retail Switzerland. Smaller-scale
regional suppliers and manufacturers
must also comply with these same HAC-
CPstandards, which require arisk anal-
ysis, the definition of critical monitor-
ing points, a defined range of acceptable
values for risk monitoring results and
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“For a company
producing and
distributing bakery
products, this
certification guarantees
that its processes are
sound and reliable”.

Michel Gruber,
Managing Director, Brezelkonig

a defined set of risk controls. Specific
corrective actions and working instruc-
tions for adherence to good manufactur-
ing practice also form an integral part
of the HACCP concept.

Suppliers are required to provide
product specifications for every item
in the Valora product range. Swiss food
producers must provide written confir-
mation that their products meet Swiss
food-law requirements. Foreign food
producers must submit a certificate
of conformity issued by a specialised
laboratory in Switzerland. Swiss pack-
age-labelling requirements, on matters
such as such as sell-by dates, apply to
both food and non-food articles. Sell-by
dates and storage requirements must
also be adhered to while goods are in
transit.

Valora’'s private-label ok.— brand
products also adhere to strict quality
requirements. Every new ok.— product
is tested for its conformity with all ap-
plicable regulations, with further tests
being conducted for every packaging
change. Suppliers are also required to
carry out regular laboratory tests. “At
least once a year, every energy drink is
also subjected to both internal and ex-
ternal testingin a certified laboratory”,
adds Philipp Brithlmann, Valora’s Head
of Brand Management.

In October 2015, Brezelkdnig once
again successfully obtained ISO cer-
tification, this time for the new ISO
9001:2015 standard. “For a compa-
ny producing and distributing bakery
products, this certification guarantees
that its processes are sound and relia-
ble”, Michel Gruber, Brezelkénig's Man-
aging Director, confirms. Furthermore,
both the production plants in Germany
have been awarded IFS (Higher Level)
and BRC (A-Grade) certification. In ad-
dition to their annual scheduled re-cer-
tification inspections, these conform-
ity-monitoring schemes also conduct
unannounced audits. These audits car-

ry out food-safety and hygiene checks
at less than one hour's notice.

Brezelkonig has also substantially
increased thenumber of internal audits
it conducts at its outlets. Any shortcom-
ings are recorded as required improve-
ments which must then be systematical-
ly implemented.

Furthermore, Brezelkénig intro-
duced a new, optimised cleaning con-
cept forits production facilities and out-
lets in 2015. This involved checking the
suitability of a whole range of cleaning
products with regard to their cleans-
ing properties and their use near food.
The new concepts have been introduced
throughout Brezelkonig in a roll-out pro-
cess which included half-day workshops
on hygiene and HACCP standards for
agency partners and staff.

PROTECTION OF MINORS

TOBACCO AND ALCOHOL SALES

Valora takes its duty to protect mi-
nors very seriously. Staff receive reg-
ular training to ensure they are aware
of the issues involved. An e-learnin g
programme is carried out each year to
train and test employees on topics such
as the sale of alcohol and tobacco or
the display of erotic publications. Sales
managers also hold meetings with their
staffto discuss the importance of these
rules and Valora’'s legal obligation to
adhere to them. Participation at these
meetings is recorded in signed docu-
ments.

Valora’'s new GK till systems also
help to ensure compliance by display-
ing a “check purchaser’s age” reminder
whenever alcohol, tobacco or erotic pub-
lications are scanned into the system. In
addition, notices are displayed behind
each counter in Germany and Switzer-
land to remind staff of the local rules.
Management, sales managers and out-
let staff are all aware of the importance
of these checks and itisin theirinterest
to ensure adherence to the law by fur-
therimproving the protection of minors.

RESPONSIBILITY AND SECURITY
IN FINANCIAL SERVICES

Like any other organisation that lends
money, bob Finance is assuming a sub-
stantial responsibility towards its bor-
rowers. bob Finance's services are de-
signed for digitally adept customers
looking for an efficient, online loan ap-
plication process. By drawing on infor-
mation from the Centre for Credit In-
formation (in German “Zentralstelle fur



“bob finance acts
responsibly towards
society, business and
government, this
protecting our customers
and our company.”

Hilmar Scheel,
Managing Director, bob Finance

Kreditinformation” or ZEK) and the Con-
sumer Credit Information Service (in
German “Informationsstelle fiir Kon-
sumkredit” or IKO), bob Finance is able
to ensure thatits loans donot cause bor-
rowers to fall into financial difficulties
and that the amount of their borrowing
isinline with the affordability parame-
ters defined by Swiss consumer-finance
legislation. With regard to the finan-
cial-markets legislation governing the
prevention of money-laundering and ter-
rorism, bob Finance is directly regulat-
ed by FINMA, the Swiss financial-mar-
ket supervisory authority.

In the case of its ok.— cash product,

Valora has deliberately and voluntarily
chosen to require a minimum age of 25.
Here too, the approval process involves
information being obtained from a num-
ber of database sources. In addition to
excellent creditworthiness, applicants
must also beresident in Switzerland and
have a mobile phone number.
Because security is of paramount im-
portance to Valora, all data is protect-
ed by the most up-to-date security
software. The data-transmission pro-
cesses comply with a variety of certi-
fication standards, including EV SSL,
the most stringent bank standard for
the transmission of encrypted data.

INTEGRITY

The Valora Code of Conduct sets out the
standards of behaviour which the com-
pany expects from its employees and
other stakeholders. Through its eleven
principles, the Code defines the high
standards of moral conduct and peso-
nal integrity which Valora expects all
its partners to observe. Valora also pub-
lishes a compliance handbook forits em-
ployees, to provide guidance on how to
conduct themselves correctly. Valora
staff also have access to an ethics hot-
line, which provides them with anony-
mous access to the compliance manager

to report any irregularities or criminal
activities and to lodge complaints.

ENVIRONMENTAL SUSTAINABILITY

USING RESOURCES
RESPONSIBLY

In 2015, Valora continued to emphasise
the important environmental contribu-
tion made by PET recycling. Having al-
ready installed collection containers at
all outlets with no collection facilities
in their immediate proximity in 2014,
Valora focused on raising staff aware-
nessin 2015, both through training ses-
sions and internal communication initi-
atives. Mystery shopping exercises were
also carried out over several weeks to
ensure compliance.

Wherever possible, Valora's German
outlets refrain from using disposable
packaging. Drinks, for example, are sold
in bottles requiring a deposit, thus in-
centivising recycling. Under the nation-
wide DPG deposit scheme, these bottles
can be returned to any retail outlet in
Germany, which then collects them for
recycling. The same applies to scrap pa-
per.

For some years now, Valora has
participated in the Basel anti-littering
working group, where representatives
of business and local government joint-
ly develop initiatives aimed at prevent-
ing littering. The “rubbish bag to keep
things clean” campaign will be carried
out for the third time in 2016. Instead
of receiving their purchases in an ordi-
nary plastic bag, customers are given a
rubbish bag. The campaignis being pro-
moted by posters on rubbish containers,
refuse collection vehicles, advertising
boards and on one entire tram to encour-
age passers by to dispose of their litter
properly. In the 2015 campaign, a total
of 500000 rubbish bags were distrib-
uted in this way, substantially raising
public awareness of the littering issue.

EFFICIENT USE OF ENERGY

Ditsch was awarded ISO 50001 certifi-
cation in 2015. The process involved the
audited implementation of anew energy-
management system over a three-year
period. The first step, in 2013, was to
document overall electricity and gas use.
Additional data on the energy use of in-
dividual items of plant and equipment
was then collected in order to identify
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which were the most energy intensive.
Final implementation took placein 2015.
Energy teams calculated appropriate en-
ergy metrics for the various business ar-
eas based on consumption, output and
sales data for the years from 2012 to
2014. “This provided management with
a basis for setting new energy-use tar-
gets and defining operational and stra-
tegic energy objectives”, explains Nicole
von der Weiden, who is responsible for
energy management at Brezelkonig/
Ditsch. From 2016 onwards, all electric-
ity will be sourced only from power sta-
tions which demonstrably derive 100 %
of their energy from renewable sources.
An energy-saving action plan has also
been put into effect. Measures here in-
clude timing systems which automati-
cally switch off individual machines at
the outlets at specific times overnight.
Since 2009, the production facility at
Oranienbaum has been equipped with
a heat pump which recycles calorific
energy back toits heating installations.

A Group-wide inventory of all light-
ing installations is currently being
carried, out with LED lighting being
installed whenever outlets or other fa-
cilities are rebuilt. In Germany, LED il-
lumination is being installed for all ex-
ternal advertising, thus reducing both
energy usage and maintenance costs.
Every outlet that is rebuilt is also be-
ing equipped with energy-efficient class
A+ cooling cabinets, coffee machines
and ovens. Because these generate less
heat, food and beverages do not require
as much cooling.

“From 2016 onwards,
all electricity will be
sourced only from power
stations which demons-
trably derive 100 % of
their energy from
renewable sources.”

Nicole von der Weiden, Head of Energy
Management at Brezelkonig/Ditsch
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GROUP STRUCTURE

MARKET AREAS
GROUP EXECUTIVE

MANAGEMENT RETAIL/CONVENIENCE
BOARD OF

DIRECTORS

SWITZERLAND/AUSTRIA

Michael Mueller

CEO Michael Mueller
Rolando Benedick Tobias Knechtle Head of the Executive Board
Chairman CFO Marco Hocke
Markus Fiechter Thomas Eisele Member of the Executive Board/
Vice-Chairman Ditsch/Brezelkdnig/ Concepts & Category
Franz Julen Food Service Management

Bernhard Heusler Jean-Christophe Faré
Peter Ditsch Member of the Executive Board/
Cornelia Ritz Bossicard EXTENDED GROUP EXECUTIVE Sales & Expansion
MANAGEMENT AND
CORPORATE FUNCTIONS
AUDIT COMMITTEE Peter Obeldobel
Head of the Executive Board
Lars Bauer
Managing Director, Distribution
Michael Paulsen
Managing Director, Finance

Peter Obeldobel*

Retail Deutschland/Luxembourg
Jean-Yves Leroux”

Naville

Hilmar Scheel*

Valora Lab/Bob Finance
Roberto Fedele* DITSCH/BREZELKONIG/
NOMINATION/ Corporate Information Services FOOD SERVICE

COMPENSATION COMMITTEE Adriano Margiotta*
Corporate Legal Services/

Cornelia Ritz Bossicard
Chairman

Bernhard Heusler
Rolando Benedick

General Counsel
Franz Julen Jonathan Bodmer* Michel Gruber

Chairman
Markus Fiechter
Peter Ditsch

Corporate Human Resources
Stefania Misteli
Corporate Communications
& Strategic Branding
Markus Nadig
Corporate Group Controlling

Managing Director, Brezelkonig
Switzerland

Pascal Le Pellec

Food Service

Thomas Eisele

Managing Director, Ditsch
Andreas Klensch

Head of Outlet Operations
Bjorn Tiemann

Head of Wholesale Operations
Klaus Westerwelle

Head of Production,
Engineering and Logistics
Marc Kranz

Head of Finance Division

*Extended Group Executive
Management

Status at 8.3.2016
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KEY FINANCIAL DATA

EBITDA Free cash flow EPS Equity
in CHF million in CHF million in CHF (from continuing operations) in CHF million
2014 2014 2014 2014
2015 2015 2015 2015
Net revenues Gross profit Operating expense (net)  Investments
in CHF million in CHF million in CHF million in CHF million
2818 2848

Ili_i_l332077

2011 2012 2013 2014 2015

EBIT

in CHF million

2011 2012 2013 2014 2015

940
876 845
774 785

2011 2012 2013 2014 2015

Free cash flow per share

in CHF million

24.52

14,50 15.10

2011 2012 2013 2014 2015

= 790
806
Iliil

2011 2012 2013 2014 2015

Employees

number of employees (FTE)

5801 5962

4613 4435 43 49

2011 2012 2013 2014 2015

2011 2012 2013 2014 2015

Outlets

Numbers excluding independent
partners at Retail Germany

2605

2309

2094 2106

2011 2012 2013 2014 2015

The results for 2011-2012 include those for the Services division, which has been sold, and the Trade division, now classified as held for sale.

VALORA MAGAZINE 2016



44

Compact spaces and a broad offering.
Widely available and well connected.
Rapid service, close to its customers.

Fresh and appetising. If you are really
hungry or just want a snack. Providing
early-morning and late-evening inspiration.
And making things easier, every day.

@ Vilvra

CONTACT
VALORA HOLDING AG VALORA CORPORATE VALORA CORPORATE
INVESTOR RELATIONS COMMUNICATIONS
Hofackerstrasse 40
4132 Muttenz, Switzerland Fon +41 61 467 36 50 Fon +41 61 467 36 31
Fon +41 61 467 20 20 Fax +41 61 467 29 08 Fax +41 61 467 29 08
Fax +41 61 467 29 08 mladen.tomic@valora.com stefania.misteli@valora.com

info@valora.com

www.valora.com n u m
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Taking responsibility seriously

JTI (Japan Tobacco International) is the
international tobacco division of Japan
Tobacco Inc., the world’s third largest
manufacturer of tobacco products.

JTI markets some 90 different cigarette
brands in over 120 countries. With global
headquarters in Geneva, the company
employs 27,000 people worldwide.

Geared for growth in Switzerland
Building on more than 40 years of
successful operation and performance,
the JTI Switzerland market organization
and production plant in Dagmersellen
today comprise 300 people, making
the company an important employer in
the canton of Lucerne.

JTI has made significant investments
in the expansion of its operations in
Switzerland, increasing its production
capacity and creating additional jobs
at its Dagmersellen facility, as well as
in Geneva.

With size and success comes
responsibility

As the manufacturer of well-known
brands, we recognize and take our
responsibility towards the public very
seriously. As such, we are committed
to the responsible marketing of our
products, and to providing solutions
that promote the tolerant coexistence
of non-smokers and smokers.
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