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Message from the Chairman
and Vice-Chairman

LEONARDO DEL VECCHIO

HUBERT SAGNIERES

ear Shareholders,

When we wrote to you last

March, the world looked

very different for all of

us. What makes our 2020

reportso meaningful is that
it highlights EssilorLuxottica’s leadership
inan environment that none of us had ever
seen before. Fresh off the heels of our
combination, we led the industry through
a pandemic and did so while staying true
to our strategic vision and protecting our
people.

Today, we celebrate our success as a
combined business, but also as a champion
for all global business. It was our distinct
dream to create a company deeply rooted
in excellence and without geographic
boundaries.

We are proud to say that we completed

a critical stage of our combination during
the interim period of the past three years.
While it was not without challenges, we
successfully laid the foundation for a new
company, bringing us all closer together
with a common vision. As we enter into the
next stage of integration, our management
team will use its strength, experience and
determination to bring this vision into reality.

This past year, EssilorLuxottica created
value for all stakeholders through its open
business model. We achieved our goal to
combine lenses and frames, leveraging

a powerful supply chain and delivering a
complete pair to consumers who want the
best of vision and style. We reached great
milestones while remaining consistent with
our mission to help people “see more, be
more and live life to its fullest”. Perhaps our
proudest achievement has been expanding
our Employee Share Ownership in Essilor
and Luxottica to reach more than 60,000
employees around the world.

—
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For helping to guide us steadily through
these unchartered waters, we offer our most
sincere gratitude to the outgoing Board

of Directors. Our incoming Board, which
includes candidates who stand out for their
vast experience, extensive business acumen
and established reputations, is ready to
continue to serve the Company’s mission
while leading EssilorLuxottica into an exciting
new phase.In order to ensure continuity

and steadfast leadership in EssilorLuxottica’s
amazing journey, we intend to propose to
the new Board to confirm Francesco Milleri
and Paul du Saillant as CEO and Deputy CEO
respectively.

Looking ahead, we have strong ambitions
for 2021 and beyond. We are precisely in
the right position to lead the reinvention

of an entire industry in the age of
wearables, artificial intelligence, rapidly
changing consumer and patient behaviors,
sustainability and other forces of science
and nature. Our wonderfully entrepreneurial
and people-driven company has all that we
need to propel eyewear and eyecare into an
exciting new universe.

Celebrating 60 years of business for
Luxottica and over a century and a half for
Essilor, we will continue to be the company
that our people, partners, investors and
consumers are proud to work with. With our
incredible managers at the helm, the next
chapter of EssilorLuxottica’s story will be led
with great passion and purpose.



Message from the Chief
Fxecutive Officer and Deputy
Chief Executive Officer

ear Shareholders,

We are extremely proud to be

delivering this report to you,

outlining EssilorLuxottica’s

achievements in 2020. During

a difficult year for all our
stakeholders, our newly combined Company
lived up to its promise as an industry leader
by taking care of our 140,000 employees
around the world, supporting our customers
through hardship and meeting the changing
needs of consumers, all while continuing to
invest in the future of vision care.

In 2020, we focused on leveraging the
assets of both Essilor and Luxottica while
preserving cash to not only allow the
Company and the industry to push through
the pandemic, but to blaze a trail for decades
to come. By combining the most advanced
lens technology with the most iconic frames
and by weaving together a robust supply
chain with strong roots in every region, we
are just beginning to show the world what
EssilorLuxottica can do.

Product innovation and digital
transformation remained at the heart

of our strategy and of our Mission of
helping people “see more, be more and

live life to its fullest”. We launched new
technologies like the Stellest lens, designed
to lead the fight against myopia, and
announced a partnership with Facebook
that will define the next generation of smart
glasses. EssilorLuxottica’s brands further
strengthened their position in the market.
Loyalty to our brands is higher than ever
and partnerships with cultural icons, star
athletes and millennial influencers reinforced
this. The relationships we are building with
consumers are the kind that will last a
lifetime. As part of our digital acceleration,
we also continued to enhance the consumer
journey online, in-store and in the exam lane
with telehealth options.

With future growth in mind, we enhanced
our e-commerce platforms and got closer
to customers and consumers during the
pandemic. Our online business reached a
record high in 2020, totaling €1.2 billion in
revenues and growing by approximately
40%year over year.

We also made great strides on the
integration front, activating many
workstreams across the business that are
already showing results. Our progress, which
gives us confidence that we will meet the
synergy targets we promised to the market,
has also brought the two teams closer
together professionally and culturally. Our
employees are more invested in the future of
the Company than ever - with the expansion
of our employee shareholding, almost one
out of every two employees now hold a
financial stake in EssilorLuxottica.

In a challenging year, we maintained our
philanthropic work in underserved regions
around the world through our support of
Vision For Life, Essilor Vision Foundation
and OneSight. Since 2013, we have created
sustainable access to vision care for

over 420 million people in developing
communities and we have corrected and
protected the vision of nearly 40 million
people to date.

FRANCESCO MILLERI

We continued our efforts to reduce the
Group’s environmental impact across the
value chain, investing in renewable energy
and gradually introducing sustainable
development criteria for new products.
We are now setting long-term, measurable
sustainability goals and look forward to
sharing those with you.

At all levels of the Company, there is a
palpable sense of confidence in where we
are today and the direction we are heading,
thanks to our highly engaged workforce
and a clear roadmap to achieving our goals
in2021.

Thank you for being on this exciting journey
with us.

PAUL DU SAILLANT
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Presentation of EssilorLuxottica

IN BRIEF

EssilorLuxottica is a global leader in the design, manufacture and
distribution of ophthalmic lenses, frames and sunglasses.

Formed in 2018, its mission is to help people around the world to
see more, be more and live life to its fullest by addressing their
evolving vision needs and personal style aspirations.

The Company brings together the complementary expertise of two
industry pioneers, one in advanced lens technology and the other in
the craftsmanship of iconic eyewear, to set new industry standards
for vision care and eyewear as well as the consumer experience
around it.

@

Influential eyewear brands including Ray-Ban and Oakley, lens
technology brands including Varilux and Transitions, and world-class
retail brands including Sunglass Hut and LensCrafters are part of
the EssilorLuxottica portfolio.

In 2020, EssilorLuxottica had more than 140,000 employees and
consolidated revenue of €14.4 billion.

The EssilorLuxottica share trades on the Euronext Paris market and
is included in the Euro Stoxx 5o and CAC 40 indices. Codes and
symbols: ISIN: FRo000121667; Reuters: ESLX.PA; Bloomberg: EL:FP.

._

Over 11,000

REVENUE EMPLOYEES COUNTRIES
€14.4bn Over 140,000 Over 150
]
PATENTS AND DESIGNS MAJOR BRANDS STORES

Over 100

Approximately 11,000
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Presentation of EssilorLuxottica
A global leader in the eyecare and eyewear industry

1.1 Aglobal leader in the eyecare and eyewear industry

111 Overview of the Group

EssilorLuxottica is a global leader in the design, manufacture and distribution of ophthalmic lenses, frames and sunglasses. The Company
brings together the complementary expertise of two industry pioneers, one in advanced lens technologies and the other in the craftsmanship
of iconic eyewear, to create a vertically-integrated business that is uniquely positioned to address the world’s evolving vision needs and the

global demand of a growing eyecare and eyewear industry.

A growing eyecare and eyewear industry

Across the world, 7.7 billion people are in need of sunglasses, among
which 6.2 billion are not equipped yet © and 4.7 billion people are in
need of vision correction ©, among which 2.7 billion suffer from
uncorrected poor vision @,

The global eyecare and eyewear industry represents a value
estimated at over €100 billion ® in retail price terms, with a long-term
growth trend of around 3% per year ®. The industry is comprised of
five segments: spectacle lenses, contact lenses, spectacle frames,
sunglasses and readers. The growth patterns of each segment are
relatively homogeneous, with the exception of the contact lenses
category which is projected to grow faster than the rest.

BREAKDOWN OF THE GLOBAL EYECARE AND EYEWEAR
INDUSTRY IN 2020 (in percentage terms) @

3

Readers

14

Sunglasses

40
Spectacle
Lenses

27
Spectacle

Frames
\

\
+16

Contact Lenses

A unique global footprint

With a worldwide presence across all stages of the value chain,
EssilorLuxottica has more than 140,000 employees committed to
providing vision care and eyewear products that meet the individual
needs and style aspirations of each consumer. The unique business
model and relentless pursuit of operational excellence ensures that
consumers everywhere have access to products that have been
rigorously tested to meet internationally recognized standards, from
the simplest pair of glasses to the most sophisticated custom-made
lenses and branded eyewear.

A deeply rooted commitment to innovative
vision care and eyewear solutions

By investing heavily in R&D for cutting edge lens and frame
technology, as well as reimagining the design, form and function of
eyewear, EssilorLuxottica constantly sets new industry standards for
vision care and eyewear and the consumer experience around it.
Beyond the products we make, our Company and our people are
deeply committed to elevating the importance of vision as both a
basic human right and a key lever for global development.

(1) Source: EssilorLuxottica, Vision Impact Institute, Eyelliance: Eyeglasses for Global Development: Bridging the Visual Divide.

(2) Source: EssilorLuxottica, Euromonitor.

2020 Universal Registration Document e EssilorLuxottica



Presentation of EssilorLuxottica
A global leader in the eyecare and eyewear industry

11.2  Vision care and eyewear brands
EssilorLuxottica is home to some of the most loved and widely
recognized vision care and eyewear brands in the world.
Withaportfolio of proprietary and licensed brands that cover a wide
variety of market segments, the Company taps into the needs and
desires of consumers, innovates on everything from design to
service, and ultimately delivers products and experiences that stand
out in the industry.

Barb emm%

High Performance Glass Sunlenscs

AVA

@ ESSILOR

Eyezen

OPTIFOG

Transiti/ohs varilux,

Lens technologies

EssilorLuxottica’s innovation in lens technology has led to the
creation of lens brands that rank among the highest in terms of
consumer satisfaction.

Today, it has an unparalleled portfolio of proprietary brands,
including Varilux, Transitions, Crizal, Ray-Ban, Oakley, Eyezen, Xperio
and Barberini. The Company has also successfully partnered with
leading companies such as Nikon to distribute specific technologies
that enable each consumer’s needs to be fully addressed. These
brands make an important contribution to educating consumers
about the importance of eyecare.

Crizal.

€

KODAK Lens

Nikon

Stellest.

Eper?ﬂ-

EssilorLuxottica also has a long history of designing equipment and solutions used by opticians, optometrists and ophthalmologists around
the world. This includes lens surfacing and coating equipment and instruments for refraction, diagnostic and imaging, measurement, edging

and mounting tools as well as sales support services.

0\) ESSILOR

INSTRUMENTS

Eyewear brands

The vision and inventiveness of EssilorLuxottica has helped eyewear
become a category of its own over the past few decades, evolving
from a necessary device that improves vision to a desirable fashion
accessory which enables self-expression and enhances self-
confidence. A relentless pursuit of excellence down to the smallest
detail, along with ongoing investment in R&D, new technologies,
equipment, materials and processes, has earned us a reputation as
aproduct and branding trailblazer.

2020 Universal Registration Document e EssilorLuxottica
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The Company has an outstanding portfolio of proprietary eyewear
brands, including Ray-Ban, Oakley, Costa, Vogue Eyewear, Persol,
Oliver Peoples, Alain Mikli, Arnette, and Bolon and prestigious licensed
brands including Giorgio Armani, Burberry, Bulgari, Chanel, Coach,
Dolce&Gabbana, Ferrari, Michael Kors, Miu Miu, Prada, Ralph Lauren,
Starck Eyes, Tiffany & Co., Tory Burch, Valentino and Versace.



alain miki f X
R BURBERRY
"= <

COACTH costa
? FOSTER GRANT.

o M

s’

RALPH HALPH LADREN

RALPH LAUREN EYEWEAR

STARCK

MICHAEL KORE

OLIVER PEOPLES
covvad

TIFFANY & Cin

VERSACE

Direct to consumer

EssilorLuxottica’s retail network counts approximately 11,000 stores
that offer high quality vision care and shopping experiences to
patients and consumers, from highly digital eye exam technology to
the latest eyewear trends curated for every type of consumer. A
true omnichannel approach to distribution has enabled the magic of
the Company’s stores to be replicated in the digital space, enabling
visitors to enjoy everything from customization to an endless aisle
of frames. This approach enhances the consumer experience by
offering a connected experience across all customer touch-points.
Developing online activities enables EssilorLuxottica to reach a
greater number of consumers while ensuring the distribution of

Presentation of EssilorLuxottica
A global leader in the eyecare and eyewear industry
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quality optical products and improving the quality of information
available for consumers to understand the importance of vision and
the solutions available.

The Company has a widespread brick-and-mortar retail network,
under banners like LensCrafters, Pearle Vision, Target Optical,
Salmoiraghi & Vigano, David Clulow Opticians, OPSM, Oticas Carol,
GMO, Opticas Place Venddme, Opticas Visién, Sunglass Hut, Ray-Ban
and Oakley, complemented by best-in-class e-commerce platforms
like Ray-Ban.com, Oakley.com, SunglassHut.com, EyeBuyDirect.com,
FramesDirect.com, Clearly.ca and Vision Direct (in Europe).
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As of December 31, 2020 EssilorLuxottica operated 10,739 stores as follows:

vogue

FyEw RO

=Yy

Laubsman . Pank
Opiometrishs

DAKLEY

PEARILE COWISION

. sl huil

Asia,
North Oceania, Franchise
America Europe Africa Latam and license
Sunglass Hut 1,728 479 442 395 3,044 195 3,239
LensCrafters 1,000 92 1,092 2 1,094
Oticas Carol 24 24 1,378 1,402
Pearle Vision 106 106 442 548
Target Optical 536 536 536
GMO 447 447 447
Salmoiraghi & Vigano 360 360 29 389
Oakley retail locations 190 10 66 15 281 103 384
OPSM 340 340 36 376
Ray-Ban 20 40 159 29 248 248
David Clulow Opticians 122 122 1 123
Luxury House Brands 33 9 7 49 8 57
All Others Luxottica 4 82 86 10 06
LUXOTTICA 3,617 1,020 1,188 910 6,735 2,204 8,939
Mujosh 120 120 500 620
Aojo 69 69 327 396
Optical House 196 196 196
Opticas Visién 156 156 156
Bolon 38 38 116 154
C)pticas Place Vendéme 69 69 69
Optical Center 62 62 62
MJS 9 9 34 43
All Others Essilor 4 64 15 83 21 104
ESSILOR 4 196 300 302 802 998 1,800
TOTAL 3,621 1,216 1,488 1,212 7,537 3,202 10,739
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A global leader in the eyecare and eyewear industry

11.3  Key figures
The table below highlights EssilorLuxottica’s performance in 2020 and 2019. The year-on-year comparability of these results is no longer 1

affected by the accounting of the combination between Essilor and Luxottica (“EL Combination”), occurred on October 1, 2018. However,
2020 results are strongly affected by the COVID-19 pandemic.

Change at current Change at constant
€millions 2019 exchange rates  exchange rates ©

Revenue 14,429 17,390 -17.0% -14.6%
Gross profit 8,476 10,817 -21.6% -19.3%
Adjusted @ gross profit 8,493 10,887 -22.0% -19.6%
% of revenue 58.9% 62.6% - -
Operating profit 452 1,678 -73.1% -69.4%
Adjusted @ operating profit 1,374 2,812 -51.1% -48.5%
% of revenue 9.5% 16.2% - -
Net profit 149 1,185 -87.5% -84.0%
Adjusted @ net profit 868 2,054 -57.7% -55.4%
% of revenue 6.0% 11.8% - -

(1) Figures at constant exchange rates have been calculated using the average exchange rates in effect for the corresponding period in the previous year.

(2) Adjusted from income and expenses related to the combination between Essilor and Luxottica and other transactions that are unusual, infrequent or unrelated to the
normal course of business as the impact of these events might affect the understanding of the Group’s performance. Such adjusted measures are reconciled to their most
comparable measures reported in the consolidated statements of profit or loss for the years ended December 31, 2020 and 2019. The reconciliation tables as well as the
list of adjusting items are presented in Section 3.1.1 of this Universal Registration Document.
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Company History

1.2  Company History

EssilorLuxottica

)
SEPTEMBER 2020

Collaboration with Facebook
art glasses

Launch of EssilorLuxottica 360
in the US (first joint
commercial program

JUNE 2020
Launch of Ray-Ban Authentic
(first joint product offering

NOVEMBER 2019
€5 billion bond issuance
to finance the proposed
acquisition of GrandVision

°
JuLy 2019

Project to acquire GrandVision
announced

MarcH 2019
MTO procedures completed
and delisting of Luxottica shares
from Milan Stock Exchange

OcToBER 2018
Combination completed

°
MARCH 2018

EU and the US cleared
EssilorLuxottica combination
without conditions

JANUARY 2017
orLuxottica

Combining more than
200 years of excellence

@ Essilor’s Events @ Luxottica’ Events

® 2019

e Acquisition of Brille24
(online)

e Acquisition of Barberini

® 2018
o Acquisition
of Fukui Megane

® 2017
e Acquisition
of Oticas Carol

® 2016

o Acquisition of Vision
Direct UK, MyOptique
(online)
and Photosynthesis
Group (Sunglasses)

e Acquisition of
Salmoiraghi & Vigano

® 2015

o Acquisition of Vision
Source, PERC/IVA

o Creation of Vision for
Life, the largest strategic
fund in visual health,
to combat poor vision

® 2014
e Acquisition of Transitions
Optical and coastal.com

® 2013

e Acquisition of Costa
and Bolon

e Acquisition of Alain Mikli

® 2012

e Acquisition of Tecnol
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® 2010

e Acquisition of Shamir
Optical, Signet Armorlite
and FGX

® 2008
e Acquisition of Satisloh
(Equipment)

® 2007
e Acquisition of Oakley

® 2004
e Acquisition
of Cole National

® 2003
e Acquisition of OPSM

® 2001
e Acquisition
of Sunglass Hut

® 2000

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

e Listed on Milan
Stock Exchange

¢ 1999

e Acquisition of Ray-Ban

® 1998

o Acquisition of EyeMed

® 1995

o Acquisition of Gentex
Optics (polycarbonate
plastic lenses)

e Acquisition of Persol

e Acquisition
of LensCrafters

® 1901

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

® 1990
o Acquisition

of Vogue Eyewear
o Listing on NYSE

® 1088
o First license agreement
with Giorgio Armani

¢ 1975

e Essilor listed on
the stock market (Paris)

® 1972
e Essilor, a merger
of two leading names

(ESSEL and SILOR)

® 1961
e Luxottica founded by
Leonardo del Vecchio

¢ 1959

o Launch of Varilux,
the first Essilor’s
progressive lens

® 1954

e Launch of the first
plastic lens, Orma

®1849

e Creation of the Société
des Lunetiers, known
as SL then ESSEL



EssilorLuxottica has a combined two centuries of innovation and
human endeavor behind it. Created in 2018, it is a culmination of
two very complementary and inspiring business stories, equally rich
in their successes, which have revolutionized an entire industry
more than once, changing the very nature of eyewear and how we
care for our eyes.

Founded in 1849, Essilor’s long history is bound to its mission of
improving lives by improving sight. This mission has borne major
technological advances such as the invention of the organic lens and
the progressive lens. The company has built a strong culture of
employee shareholding combined with a unique governance model
that associates employees with the company’s decision-making
process. This model is at the heart of Essilor’s ambition to eradicate
poor vision worldwide within one generation.

12,1 History of Essilor

At Essilor’s roots lie two innovative
companies

Essilor was formed in 1972 from the merger of two technological
and marketing pioneers, ESSEL and SILOR, which at the time
dominated the French ophthalmic opticsindustry.

The first can trace its origins to the Association Fraternelle des
Ouvriers Lunetiers (renamed Société des Lunetiers and then
ESSEL), an eyewear makers’ cooperative founded in 1849 in Paris.
The company quickly became a key player in vision correction
and started to grow internationally as early as 1868. In 1953, it filed
a patent for its first-ever progressive lens, launched under the
Varilux name in 1959. ESSEL’s original operating structure, which
was inspired by workers’ cooperatives and involved employees in
corporate governance, is the source of the strong employee
shareholding culture that is still present in Essilor today.

The second company dates back to the 1930s and was founded by
Georges Lissac. The Industrial Division of the Lissac group, SILOR,
was formed in 1969 from the merger of frame-maker SIL (Société
Industrielle de Lunetterie) and lens-maker LOR (Lentilles
Ophtalmiques Rationnelle), which had launched the first plastic lens,
Orma, in 1954.

The 1970s to 1990s: International expansion

In the early 1970s, Essilor was mainly an exporting group, with its
international business accounting for 45% of its revenue. After its
successful IPO in 1975, it continued its drive for innovation with the
launch of the first-ever progressive plastic lens: Varilux Orma,
a powerful symbol of the synergy between the two founding
companies. In 1979, the construction of a large plastic lens
manufacturing plant in the Philippines was a turning point in
Essilor’s transformation into a true international group.

In the 1980s, to grow its competitiveness, Essilor set up other mass
production sites in Brazil and Thailand. The group also set up and
expanded its local distribution networks by buying up distributors in
Europe and strengthening its presence in Asia. In 1986, the American
subsidiaries were consolidated under Essilor of America. By the end
of the 1980s, Essilor had become the world’s leading manufacturer
of ophthalmic optics.

Presentation of EssilorLuxottica
Company History

Starting its journey in 1961, Luxottica transformed eyeglasses from
anecessary device into a desirable fashion accessory and vehicle for
self-expression by building a unique vertically integrated business
model that covers the entire value chain from design to final
consumers and makes it possible to verify the quality of both
products and processes. This revolution has created a growing
appetite and demand for premium branded frames with a positive
impact on the eyewear industry globally.

Where the stories overlap is in vision and values, including an
entrepreneurial spirit and a shared desire to create the very best
products for all consumers around the world and to do so
responsibly. Yesterday Essilor and Luxottica were two companies
using their individual strengths to unlock the potential of eyecare and
eyewear around the world; today EssilorLuxottica looks forward to
combining those strengths as one Group.

Essilor, the world’s leading manufacturer
of ophthalmic optics

In the early 1990s, Essilor consolidated its world-leading position
through a global strategy based on three key vectors, the first of
which was industrial specialisation in corrective lenses as well as in
instruments for opticians. The second was innovation in lens
coatings and their combinations. Launched in 1992, the Crizal lens
with antireflective, antismudge and antiscratch properties, and the
Transitions photochromic lenses launched one year earlier on the
back of a new joint venture with PPG, became a major growth
segment with high added value. At the same time, Essilor
strengthened its positioning in very light and unbreakable lenses
with the takeover of Gentex Optics in 1995, which brought it the
polycarbonate lens. Last but not least, Essilor, which until the mid-
1990s had earned most of its revenue in Europe, began to create a
global network. The group put down roots in China and India and
also acquired more independent prescription laboratories, mainly in
the United States and Europe, to ensure that its network reached
local customers. Production was also set up in China with the
opening of a plant near Shanghai in 1998.

The 2000s: Genuine globalization of high
technology and strategic alliances

Technological innovation accelerated at the turn of the 21* century
with a growing number of innovations beneficial to opticians and
consumers. New products targeted both optical quality and wearer
comfort thanks to: new and increasingly effective designs such as
the Varilux X series lenses; UV protection, even in clear lenses,
with the launch of the E-SPF index; lenses selectively protecting
against harmful blue light, such as the Crizal Prevencia lenses;
products intended for new consumer behaviors and habits, such as
the new Eyezen lens line for all users of digital devices.

The group continues to grow through acquisitions and strategic
partnerships that allow Essilor to assert its leading position in fast-
growing countries such as India, China and Brazil.

The 2000-2010 decade was also marked by major strategic
partnerships with: Nikon through the joint venture Nikon Essilor Co.,
Ltd (1999); Samyung Trading Ltd through the joint venture Essilor
Korea Ltd (2002); GKB Rx in India (2006); Wanxin Optical in China
(2010); Signet Armorlite, which has the worldwide production and
distribution license for the Kodak trademark in the United States
(2010); and Shamir Optical in Israel (2011). Over the period, Essilor
developed its positions in many new countries, particularly in Latin
America, Asia and Africa, aided by around twenty new acquisitions
and partnerships eachyear.
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A bigger playing field

Essilor broadened its scope of activities in the optics world with the
creations of two new divisions. The Equipment Division was created
in 2008 following the acquisition of Satisloh, the world leader in
prescription laboratory equipment. In 2010, Essilor took over FGX
International, the North American leader in non-prescription
reading glasses (readers). This acquisition led to the creation of
the Sunglasses & Readers Division.

In 2013, the group stepped up the development of its sunglasses
offer with the acquisition of new companies specializing in mid-
range products and high-tech sunglasses, such as Polycore, Xiamen
Yarui Optical (owner of the Bolon, Molsion and Prosun trademarks),
Suntech Optics (which distributes Ryders Eyewear) and Costa.

1.2.2  History of Luxottica

Incorporation

Luxottica was founded by Leonardo Del Vecchio in 1961. The
company started out as a small workshop and operated until the
end of the 1960s as a contract producer of dyes, metal components
and semi-finished goods for the optical industry.

It gradually widened the range of processes offered until it had an
integrated manufacturing structure capable of producing a finished
pair of glasses. In 1971, Luxottica’s first collection of prescription
eyewear was presented at Milan’s MIDO (an international optics
trade fair), marking Luxottica’s definitive transition from contract
manufacturer to independent producer.

Expansion in wholesale distribution

In the early 1970s, the company sold its frames exclusively through
independent distributors. In 1974, after five years of sustained
development of its manufacturing capacity, it started to pursue a
strategy of vertical integration, with the goal of distributing frames
directly to retailers. The first step was the acquisition of Scarrone
S.p.A, which had marketed the company’s products since 1971,
bringing with it a vital knowledge of the Italian eyewear market.

Luxottica’s international expansion began in the 1980s with the
acquisition of independent distributors and the formation of
subsidiaries and joint ventures in key markets.

Luxottica’s wholesale distribution expansion focuses on customer
differentiation, customized service and new sales channels, such as
large department stores, travel retail and e-commerce, as well as
continuous penetration into new markets.
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In 2014, Essilor deepened its presence in the photochromic lenses
segment by completing the acquisition of the PPG group’s 51% stake
in Transitions Optical and in the online business, with the
acquisition of Coastal, a major online retailer of optical products.

In 2015, the group strengthened its ties with independent eye care
professionals in the United States with the acquisition of Vision
Source, a network providing services to independent optometrists,
and PERC/IVA, a group purchasing organization.

In 2016, the group accelerated the development of its online sales,
especially through two major acquisitions in Europe (Vision Direct
and MyOptique Group) and expanded in China by taking 50% stake
in Photosynthesis Group, which markets sunglasses and corrective
lenses under a range of banners including MJS.

Eyewear, a new frontier of fashion

The 1981 acquisition of La Meccanoptica Leonardo, owner of the
Sferoflex brand and developer of an important flexible hinge patent,
enabled the company to enhance the design and quality of its
products and increase its market share. From the late 1980s,
eyeglasses, previously perceived as mere sight-correcting instruments,
began to evolve into eyewear.

An aesthetic focus on everyday objects and designers’ interest in the
emerging accessories market led Luxottica to embark on its first
collaboration with the fashion industry in 1988 by entering into a
licensing agreement with Giorgio Armani. The company followed
that initial collaboration with numerous others and, with the
acquisition of new brands, gradually began building its current
world-class brand portfolio.

Over the years Luxottica has launched collections from names like
Bulgari (1997), Chanel (1999), Prada (2003), Versace (2003),
Dolce&Gabbana (2006), Burberry (2006), Ralph Lauren (2007), Tiffany
& Co. (2008), Tory Burch (2009), Coach (2012), Starck Eyes (2013),
Giorgio Armani (2013), Michael Kors (2015) and Valentino (2017).

Moreover, in 1999 Luxottica acquired Ray-Ban, one of the world’s
best-known sunglasses brands, along with its crystal sun lens
technology.

In 2007, Luxottica acquired California-based Oakley, a leading sport
and performance brand, which owned the Oliver Peoples brand.
At the time of the acquisition, Oakley had its own retail network
of over 160 stores.

In 2013, Luxottica acquired Alain Mikli International, a French luxury
and contemporary eyewear company, which owned the Alain Mikli
brand and the Starck Eyes license. As a result of the acquisition,
Luxottica strengthened both its luxury brand portfolio and
prescription offerings.



Expansion in retail distribution

In 1995, Luxottica acquired The United States Shoe Corporation,
which owned LensCrafters, one of North America’s largest optical
retail chains. Luxottica became the world’s first significant eyewear
manufacturer to enter the retail market, maximizing synergies with
its production and wholesale distribution and increasing penetration
of its products through LensCrafters stores.

Since 2000, Luxottica has strengthened its retail business by
acquiring a number of chains, including Sunglass Hut (2001),
a leading retailer of premium sunglasses, OPSM Group (2003),
a leading optical retailer in Australia and New Zealand, and Cole
National (2004), which brought with it another important optical
retail chain in North America, Pearle Vision, and an extensive retail
licensed brands store business (Target Optical and Sears Optical).
In 2005, the company began its retail expansion into China, where
LensCrafters has become a leading brand in the country’s high-end
market. In the same year, the group also started to expand Sunglass
Hut globally in high-potential markets like the Middle East, South
Africa, India, Southeast Asia, Mexico, Brazil, Europe and China.
In 2011, Luxottica started its optical retail expansion in Latin America
by completing the acquisition of GMO, a leading retailer in Chile,
Peru, Ecuador and Colombia. In 2016, Luxottica completed the
acquisition of Salmoiraghi & Vigano, one of the leading optical retail
chains in Italy, in which Luxottica has held a minority stake since
2012. In 2017 the group extended its presence in Brazil through the
acquisition of Oticas Carol, one of the largest franchising optical
retailers in the country. Eventually, in 2018 the group extended its
retail footprint in Southeast Asia acquiring the Spectacle Hut brand.

Presentation of EssilorLuxottica
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A step further in the lens business

Luxottica is already a global leader in lens manufacturing. Ray-Ban,
Oakley and Persol brands all carried a distinctive know-how in sun
lenses when Luxottica acquired them and the acquisition of
LensCrafters in 1995 brought an expertise in ophthalmic lenses.
Since 2016, the company has taken further steps into the lens
business developing new state-of-the-art production facilities in
Italy, the United States and China to increase its production capacity
for both sun and ophthalmic lenses. In August 2019, Luxottica
completed the acquisition of Barberini S.p.A,, the world’s leading
optical glass sun lens manufacturer.
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1.3

The eyecare and eyewear industry

Solid growth for an industry worth more than €100 billion

The global industry is estimated to be worth over €100 billion @ (price to the consumer) with a long-term growth trend estimated at 3% @ a year.
The industry comprises five segments: ophthalmic lenses, contact lenses, spectacle frames, sunglasses and readers. The growth patterns of each
segment are relatively homogeneous, with the exception of the contact lenses category which is projected to grow faster than the rest.

BREAKDOWN OF THE GLOBAL EYECARE AND EYEWEAR INDUSTRY IN 2020 (in percentage terms)®

3

Readers

14

Sunglasses

27
Spectacle
Frames

Ophthalmic lenses

The mission of players in the ophthalmic optics industry is to
correct and protect vision. Consumers purchase glasses about every
three years to correct defects such as myopia, hyperopia,
presbyopia and astigmatism.

According to Group estimates, in 2020 the world ophthalmic optics
market represents around 1.3billion lenses a year ® or approximately
650 million consumers a year @. Corrective lenses make up
approximately 75% of vision correction solutions worldwide .

The value chain in the ophthalmic lens industry includes four
phases: production of raw materials, manufacturing of lenses,
finishing of lenses in prescription laboratories and edgingmounting
facilities, and distribution to consumers.

Manufacturers make lenses using raw materials developed and
produced by glass manufacturers for mineral lenses or by chemical
companies for the polymerizable thermoset resins and injectable
thermoplastic resins used in plastic lenses.

Their plants produce finished lenses for simple eyesight corrections
and semi-finished lenses for more complex prescriptions. The plants

(1) Source: EssilorLuxottica, Euromonitor.
(2) 2020 estimates; Source: Essilor.
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also apply all types of coatings (tinting, anti-UV, anti-blue light,
antiscratch, antireflective, antismudge, antistatic, antifog, etc.) on
single-vision lenses that do not require surfacing and polishing in
thelaboratories.

EssilorLuxottica makes both single-vision finished lenses and semi-
finished lenses.

The prescription laboratories transform the semi-finished lenses, only
the front surface of which is finished at the plants, into finished lenses
meeting the exact specifications of opticians’ or optometrists’ orders.
This customization enables them to deliver the broadest possible array
of correction combinations, especially for presbyopia. In the process,
the labs also surface and polish lenses and apply the different coatings.

EssilorLuxottica operates a wide network of prescription laboratories
and edging facilities around the world.

The Company also designs a range of optical instruments for
opticians and eyecare professionals as well as equipment (primarily
machines for surfacing and antireflective coatings) and sells
consumables to prescription laboratories.



Contact lenses

Contact lenses are the main alternative to corrective lenses for
treating visual acuity problems, particularly myopia. They make up
approximately 10% of vision correction solutions worldwide @.

Contact lenses are plastic discs made primarily of hydrogel or
silicone hydrogel and worn directly on the cornea. They can be
disposed of daily or replaced frequently (every two weeks, once a
month).

Readers

Readers are non-prescription reading glasses sold by specialty
retailers, notably pharmacies and mass retailers, and by optical
retailers. This type of eyewear facilitates close-up viewing, particularly
when presbyopia starts to develop, and covers about 10% of vision
correction needs .

Spectacle frames

Spectacle frames are the device which ophthalmic lenses are
typically set in (mounted into the frames or rimless mount). In 2020,
the global market of spectacle frames is estimated slightly below
600 million units .

Frames are typically made of metals or plastic (injected or acetate),
which offer a wide variety of design solutions. This is for both
spectacle and sunglass frames.

Metal frame production begins with the production of basic
components such as rims, temples and bridges using a molding
process, then these components are welded together to form
frames over numerous stages of detailed assembly work. Once
assembled, the metal frames are treated with various coatings
toimprove their resistance and finished.

Sunglasses

Sunglasses are typically made of a frame with sun plano lenses (but
they can be equipped also with prescription sun lenses, currently
representing just a small portion of the market). Plano lenses can be
made of plastic, polycarbonate or glass. In 2020, the global market
of sunglasses is estimated slightly above 350 million units @.

Retailers and optical chains

Products are marketed through a number of channels, including
independent eyecare professionals/optometrists, cooperatives, central
purchasing agencies, retail optical chains, specialty stores, duty free
(travel retail) chains and online channels.

(1) 2020 estimates; Source: Essilor.
(2) Source: EssilorLuxottica, Euromonitor.
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EssilorLuxottica distributes contact lenses through its retail
businesses (physical stores and e-commerce) and is a wholesale
distributor in some countries, notably the United States.

EssilorLuxottica sells readers through major retailers under a wide
range of proprietary and licensed brands and has a significant
presence in the United States.

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

EssilorLuxottica manufactures and distributes a huge number of
different models of frames, made of all the described materials,
under a number of very well-known brands (house frame brands and
third party’s licensed brands). In the prescription category, those
frames need to be complemented by ophthalmic lenses, by the vast
majority internally produced by the group’s laboratories.

EssilorLuxottica manufactures and distributes a great number of
different models and brands of sunglasses and is uniquely positioned
as a global producer of branded sun prescription lenses.

EssilorLuxottica has a significant presence in physical stores in
the United States, Latin America and some Asian and European
countries including China, Australia and Italy. The company also has
an outstanding e-commerce presence (sunglasses, prescription
glasses and contact lenses). Lastly, EssilorLuxottica is a major
supplier to third-party distributors operating in all distribution
channels and across all geographic markets.
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1.4  Mission

Mission

EssilorLuxottica’s mission is to help people around the world see
more, be more and live life to its fullest.

The Company’s ground-breaking products correct, protect and frame the
beauty of the most precious sensory organ - the eyes. By combining
proven expertise in lens technology and eyewear manufacturing,
a portfolio of brands that consumers love and global distribution
capabilities, EssilorLuxottica enables people everywhere to learn, to work,
to express themselves and to fulfill their potential.

Lack of awareness and access has led to a global vision crisis with
severe social and economic consequences for billions of people.
EssilorLuxottica exists to give vision a voice and to respond to the
world’s growing vision needs by meeting the evolving needs and
changing lifestyles of the 2 billion people © who are wearing glasses
today and inventing new ways to reach the 2.7 billion people © who
suffer from uncorrected poor vision and the 6.2 billion people ® who
do not protect their eyes from harmful rays.

Powering sight

80% of what people learn is processed through the eyes.
But one out of three people around the world still do not have the
vision care they need, and billions more are at risk of deteriorating
vision. Beyond essential vision correction, EssilorLuxottica will seek
to respond to the vast need for vision protection from sunlight and
harmful blue light.

Thanks to its portfolio of lens technologies combined with some of
the world’s most loved eyewear brands, EssilorLuxottica is uniquely
positioned to make wearing eyeglasses and sunglasses both a
desirable and life-improving experience.

Powering style

Combining the best in advanced lens technology with beautifully
crafted and branded frames turns a necessary device that improves
vision into an accessory that not only fits comfortably in form and
function, but also serves as a true expression of personal style.
Eyewear is one of the most visible of all fashion accessories and has
become part of our cultural fabric. From the moment frame meets

With the COVID-19 pandemic, 2020 saw seismic changes affecting
the lives and livelihoods of everyone around the world. These
changes impacted the vision industry too, disrupting the business of
vision care providers and the delivery of vision care philanthropic
programs. These changes also gave rise to new vision needs like blue
light protection due to more time spent on screens and anti-fog
lenses due to mask-wearing.

As a powerful advocate for the vision cause, a passionate
campaigner for greater awareness, and a pioneering eyewear
innovator with solutions and styles that bring ever greater
improvements, EssilorLuxottica is finding new ways in COVID-19’s
new normal to give vision a voice as well as unlock the potential
of eyecare and eyewear to bring good vision to everyone,
everywhere in the world.

Driven by its mission and its global ambition of eliminating
uncorrected poor vision from the world by 2050, EssilorLuxottica
remains focused on:

The Company will act on many levels to elevate awareness on the
importance of vision correction and vision protection, educating
policy makers and consumers with dedicated campaigns but also
supporting expert-to-expert knowledge sharing on vision science
and patient needs. EssilorLuxottica already supports the Vision
Impact Institute, whose mission is to make good vision a global
priority, and several other non-profit organisations such as
OneSight and Essilor Vision Foundation whose focus is on providing
free eye exams and eyeglasses to the people most in need.

face, there is a sense of authenticity, creativity and confidence that
consumers have come to love. Because of the power they wield,
each pair of frames is considered as a little work of art, from its first
sketches to the final handcrafted details. Every frame illustrates the
passion, skill and commitment of EssilorLuxottica’s people who will
be committed to making the best eyewear possible.

(1) Source: Essilor International, Eliminating Uncorrected Poor Vision in a Generation. Essilor International. 2019; 15. https;/www.essilorseechange.com/wp-

content/uploads/2020/02/Eliminating-Poor-Vision-in-a-Generation-Report.pdf
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Leveraging over 150 years of innovation, operational excellence,
entrepreneurial spirit and international mindset, EssilorLuxottica
develops groundbreaking eyecare and eyewear solutions to meet
the changing lifestyles of existing consumers, while inventing new
ways to reach the 2.7 billion people ® who suffer from uncorrected
poor vision and the 6.2 billion people @ who do not protect their
eyes from harmful rays. Its vertically integrated business draws on
the complementary expertise of two industry pioneers, one in
advanced lens technologies and the other in the craftsmanship of
iconic eyewear, to offer an unprecedented set of comprehensive
solutions to consumers and eyecare professionals.

EssilorLuxottica’s operates an open, non-exclusive business model,
that benefits all stakeholders, including customers, employees,
shareholders, business partners, suppliers and communities in which
they reside. This business model respects the characteristics of the
various activities of the Company, by providing centralization when
required (for global frame brands and retail banners) and more
decentralization when appropriate (for prescription lenses, which
cater for multiple individual eye defects at local level). It is built
around six unique pillars, which contribute to the Company’s
strength and support its determination to play the role of an
accelerator of the industry growth in the coming years.

Global footprint. Operating across more than 150 different
countries, the locations of EssilorLuxottica’s manufacturing
capabilities, distribution network and human capital are
geographically balanced and well diversified shielding it from
volatility in single economic areas.

World-famous brands. EssilorLuxottica showcases a portfolio of
more than 100 renowned brands spanning across various
categories, ie. frames, lenses, instruments, distribution, and
positioning, i.e. entry level to premium segment. Among them
feature the most recognized brands in the industry, whose equity is
protected by strong investments to fight counterfeit products and
the parallel market. The unique assembly of brands allows
EssilorLuxottica to address all customer needs at every price point.

1.5.1  Essilor activities

1.5.1.1  Strategy

Essilor International (“Essilor”) is the world’s leading ophthalmic
optics company. Essilor designs, manufactures and markets a wide
range of lenses to improve and protect eyesight. Its mission is to
improve lives by improving sight. To support this mission, Essilor

Presentation of EssilorLuxottica
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Comprehensive go to market. EssilorLuxottica has implemented a
comprehensive go to market strategy, comprising retail, wholesale,
e-commerce and last-mile inclusive models. Through its direct-to-
consumer platforms, the Company gains valuable insight into the
behavior and preferences of the end-consumer. Retail and e-
commerce play together in synchronization combining a physical
“touch and feel”, particularly important in the eyecare and eyewear
industry, with an immersive digital experience. Wholesale networks
complement the distribution footprint in a still fragmented market.
Through EyeMed and its US managed vision care business,
EssilorLuxottica completes its holistic go to market approach.
Finally, innovative inclusive business models make last-mile
distribution a reality in emerging markets.

Superior innovation capabilities. A drive for excellence coupled
with an innovative spirit stand at the forefront of EssilorLuxottica’s
aspirations. The Company has built a powerful global R&D network
supported by leading scientific, industrial and academic
communities and centered around four main initiatives: enhancing
vision, powering style, revolutionizing eye exams, making eyewear
smart. It owns more than 11,000 patents and produces over 2,000
new products every year.

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

Talented people. At the very core of EssilorLuxottica are its people,
who bring these assets to life. A team of more than 140,000 skilled
and committed employees work together relentlessly to make the
Company better every day. Diversity is a key priority with 57% of
total employees represented by women and approximately 47%
below the age of 35 years. The Company strives to attract the best
talent engaging employees with extensive training and development
programs, personal wellbeing initiatives, subsidized employee
shareholding schemes and the continuous promotion of health and
safety in the workplace.

By putting these distinctive assets to play, EssilorLuxottica’s is
uniquely positioned to drive the evolution and elevation of the
entire industry for the benefit of all stakeholders.

allocates more than €200 million to research and innovation every
year, in a commitment to continuously bring new, more effective
products to market. It also develops and markets equipment,
instruments and services for eyecare professionals and operates in
the readers and sunglasses market segments. Its flagship brands are
Varilux, Crizal, Transitions, Eyezen, Xperio, Foster Grant and Bolon.

(1) Source : Essilor International, Eliminating Uncorrected Poor Vision in a Generation. Essilor International. 2019; 15. https;/www.essilorseechange.com/wp-

content/uploads/2020/02/Eliminating-Poor-Vision-in-a-Generation-Report.pdf
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Across its operating activities, the strategy of Essilor rests on four

main pillars:

e innovating in products, services and technology, thereby enabling
the introduction every year of products delivering improved
performance and new wearer benefits to address unresolved
vision problems;

e developing solutions tailored to every segment and every
geography in order to meet the diverse needs of eyecare
professionals and consumers;

e acquiring new companies and forming partnerships with industry
stakeholders, to deepen our local presence or enhance our asset
portfolio;

e stimulating demand by deploying vision awareness programs,
screening campaigns and initiatives to make visual correction
more widely accessible.

These four pillars are supported by sustainable manufacturing and
operational efficiency along with a deep commitment to corporate
social responsibility.

BREAKDOWN OF ESSILOR REVENUE BY OPERATING SEGMENT

Revenue

€millions %
Lenses and Optical Instruments © 5,960 88.8%
Sunglasses & Readers ® 595 8.9%
Equipment © 158 2.3%
TOTAL 6,714 100%

(a) Corrective lenses as well as lens preparation and optometry instruments for eyecare professionals and other institutions.

(b) Reading glasses and non-prescription sunglasses.

(c) Lens manufacturing and prescription laboratory equipment, mainly supplied by Satisloh.

1.5.1.2  Essilor Social Impact

Good vision is a basic human right. Seeing well improves everything
in life, from an individual’s health, education and work opportunities
to the sustainable development of local communities and
economies.

At Essilor, good vision is considered to be a basic human right and
every day its 74,000 employees work to bring good vision to
everyone, everywhere, driven by its mission to improve lives by
improving sight. While 2 billion © people around the world enjoy
vision correction, 2.7 billion @ or one third of the population suffer
from uncorrected poor vision due to the barriers of awareness and
access, with 9o% living in developing economies at the base of the
pyramid. Uncorrected poor vision has become the world’s largest
unaddressed disability and a public health crisis today. That is why
the Company has a global ambition to eliminate uncorrected poor
vision from the world by 2050 by breaking down the barriers
through four areas of action:

1) Raising awareness of the importance of good vision

Creating awareness of the importance of good vision is an
important first step to help those suffering from uncorrected poor
vision realize they are facing a health challenge but one that can be
easily treated. This will then drive conversations around the topic,
increase demand for action and encourage more people to access
eye health services. Building awareness is also about consistently
making the case for governments and health organizations to
prioritize vision care and drive resources towards it.

As a long-term advocate for the cause of vision, Essilor supports the
Vision Impact Institute, whose goal is to make good vision a global
priority, through research and data driven advocacy. In addition, the
Company leads many programs to drive awareness on a local,
regional and global level. It collaborated with The Fred Hollows
Foundation and other partners to expand the See Now campaign in
India in 2020, following a successful pilot in 2019. Headlined by
celebrity ambassador Mr. Amitabh Bachchan, the campaign

encourages residents of Uttar Pradesh to get their eyes checked.
The campaign reached nearly 50 million people with crucial eye
health messaging and screened nearly 88,000 people for free
before the COVID-19 pandemic halted it. Every year on World Sight
Day, the Company launches programs across the world to give
vision a louder voice. This year was no different - it deployed
numerous initiatives around the world, accelerating its efforts to
draw attention to the importance of good vision.

2) Creating sustainable access points through inclusive
businesses

Lack of access to vision care and a lack of universal eye health
systems impact many countries. Expanding sustainable access must
continue to be a priority, particularly since vision correction is a
recurring need. The Company’s inclusive business 2.5 New Vision
Generation (2.5 NVG) continues to find new and sustainable ways to
provide vision care to underserved populations without access to
conventional distribution channels. Through 2.5 NVG’s inclusive
business programs like Eye Mitra in India, Eye Mitro in Bangladesh,
Mitra Mata in Indonesia and readers access points in Cambodia, it is
training unemployed and underemployed people at the base of the
pyramid to become primary vision care entrepreneurs for their
communities, bringing vision care where it was unavailable before.
During the COVID-19 pandemic, the Company’s social impact fund,
Vision For Life, provided financial aid to those whose livelihoods
were at risk, enabling them to continue providing their communities
with sustainable access to vision care.

2.5 NVG developed a third pillar of access creation: creating access
in small towns by structuring unorganized and informal optical
channels, including some without any physical shops, through skills
training, marketing support as well as access to the Company’s
products and supply chain. This strategy has created powerful
impact in China with its Eye Partner program and in Indonesia with
its Mitra Mata program. The third pillar complements the
Company’s existing two pillars of access creation: greenfield outlets
(like the Eye Mitra program) and philanthropic programs via
charitable clinics.

(1) Source: Essilor International, Eliminating Uncorrected Poor Vision in a Generation. Essilor International. 2019; 15. https;/www.essilorseechange.com/wp-

content/uploads/2020/02/Eliminating-Poor-Vision-in-a-Generation-Report.pdf
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3) Delivering philanthropic programs to help those most
in need

There is a segment of the population, the most vulnerable, who will
always need help, be it through subsidized or free vision care
services. For this segment, philanthropy will always play a role on a
local and global level. Essilor Vision Foundation organizes
philanthropic programs around the world to provide free glasses to
those most in need. Vision For Life, the Company’s €49 million social
impact fund, support all programs that address the needs of those
with uncorrected poor vision and bring about socio-economic
benefits for them and their communities.

Amidst the COVID-19 pandemic, the Company continued to deliver
philanthropy to beneficiaries around the world, albeit in a safe and
hygienic manner. It launched a vision care program for 300,000
migrant workers living in dormitories in Singapore while establishing
a mobile visual health unit in France, enabling it to bring vision care
to underserved areas throughout the country. The Company also
pledged to support Special Olympics International (SOI) for another
three years starting 2021 to continue supplying lenses to SOI's
Opening Eyes program for its athletes.

Driving innovation to create affordable products, screening tools
and service delivery models, Essilor recognizes the need for
innovation across the entire vision care delivery chain from
screening tools to products to service delivery models as a major
lever to fast-track access to vision care at the base of the pyramid
(BoP). To facilitate this, its BoP Innovation Lab works hand in hand
with 2.5 New Vision Generation to incubate new inclusive business
models and technology solutions to test and scale innovative ways
that reach populations with no access to vision care, in partnership
with other corporates, local startups, NGOs, foundations or
development funds.

To enable the primary vision care entrepreneurs to offer enhanced
vision care services to their communities, the BoP Innovation Lab
pioneered an on-demand teleconsultation platform for them to
connect with optometrists in urban areas to remotely oversee the
refraction process in real time. Responding to the COVID-19, the Lab
piloted a home delivery model in India where customers can make
appointments for at home vision screenings, facilitated by
teleconsultation. To provide vision screening at a low cost, the BoP
Innovation Lab developed the ClickCheck™, an award-winning
screening device which enables primary vision care providers and
NGOs to conduct vision screening anytime, anywhere at a fraction
of the cost.

4) Eliminating uncorrected poor vision around the world

Since 2013, the Company has created sustainable access to vision
care for over 380 million people with over 17,300 inclusive
businesses or primary vision care entrepreneurs around the world.
It has also corrected and protected the vision of over 39 million
people at the base of the pyramid through its inclusive business and
philanthropic actions.

In 2020 alone, despite the COVID-19 pandemic impacting lives and
livelihoods around the world, the Company continued to drive
progress towards its ambition of eliminating uncorrected poor
vision - it created sustainable access to vision for over 82 million
people in developing communities at the base of the pyramid by
establishing nearly 2,000 inclusive businesses or primary vision care
entrepreneurs. It also corrected and protected the vision of over
6 million people through both inclusive business and philanthropy.

Presentation of EssilorLuxottica
Activities

1.5.1.3 Lenses and Optical Instruments

1.5.1.3.1
The Lenses and Optical Instruments division accounted for 88.8%
of Essilor consolidated revenue in 2020, or close to €6.0 billion.

Overview

Essilor designs, manufactures and customizes corrective lenses to
meet each person’s unique vision requirements.

Its extensive lens range corrects myopia, hyperopia, astigmatism and
presbyopia to enable people to regain better vision, preserve and
protect their eyesight and improve their lens wearing experience.
Essilor serves every segment of the ophthalmic lens market with
globally recognized brands, the most renowned being:

e Varilux and its progressive lens range, including the Varilux X
Series launched in 2017;

e Crizal and its range of antireflective, antismudge and antistatic
lenses, including Crizal Sapphire 360°, introduced in 2017;

e Transitions and its photochromic lenses (that darken on exposure
to UV light), including the new Transitions Style Colors and
Transitions Style Mirrors lines launched in 2018 as well as
Transitions Signature GEN 8 in 2019;

e Eyezen, a line of lenses for users of computers, tablets,
smartphones and other connected devices, including the latest
innovation, Eyezen Start lenses, launched early in 2019;

e Xperio polarized sun lenses;

e The Nikon and Kodak corrective lens brands used under licensing
agreements with Nikon Corporation and Eastman Kodak,
respectively.

Within this division, Essilor also designs, develops, markets and
maintains a range of optical instruments in two main specialty
segments: (i) lens edging and mounting instruments for opticians
and prescription laboratories, and (ii) optometry instruments for
eyecare professionals, schools, occupational medicine centers, the
military and other institutions. This business unit continued to roll
out two major new instruments in 2020: Visioffice X, a tool for
personalizing lenses in optical stores, and the Vision-R 8oo
phoropter. A world first, the latter radically changes the eye exam
process and customer experience, allowing measurement up to 0.01
Diopter versus 0.25 Diopter with other machines on the market. In
addition to revolutionizing optometry, the Vision-R 800 paves the
way for ophthalmic lenses with much greater accuracy.

In addition, Essilor has been working for several years to develop
solutions for online sales of optical products including contact
lenses, prescription eyewear and sunglasses to better serve the fast-
growing online retail channel. This effort is supported by a
number of local websites currently covering countries such as:

e Australia (clearly.com.au);
e Brazil (e-lens.com.br and eotica.com.br);
e Canada (clearly.ca);

e The United States (eyebuydirect.com, framesdirect.com, and
coastal.com);

e Europe (LensWay websites and Vision Direct, MyOptique
Group, 4Care and Brille24);

e India (coolwinks.com);
o New Zealand (clearly.co.nz).
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Essilor’s customers are:

e opticians/optometrists for ophthalmic lenses and edging and
mounting instruments directly or indirectly through distributors;

e prescription laboratories for lenses and edging and mounting
instruments;

e end consumers via the company’s websites and retail stores that
sell optical products.

The ophthalmic optics industry is highly fragmented and served

primarily by local competitors. Essilor’s main global competitors
are Hoya (Japan) and Carl Zeiss Vision (Germany).

1.5.1.3.2  Production and supply chain

Steps in the lens manufacturing process

Essilor's production plants produce lenses that are finished or
semi-finished (only the front surface is finished). In general,
the finished lenses produced are for simple eyesight correction
such as myopia, hyperopia and some astigmatisms. Semi-finished
lenses are intended for more complex corrections including
presbyopia.

The company’s prescription laboratories manufacture the semi-
finished lenses to the specifications of opticians/optometrists. They
handle surfacing, polishing, coatings (multilayer and antireflective)
and edging-mounting. This “customization” helps address the very
large number of correction combinations possible, particularly for
presbyopia. In the latter case, the labs surface multiple correction
areas into the lenses for vision at different distances.

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

Semi-finished lenses

Finished lenses

PLANTS

Semi-finished lenses

Finished Lenses

S

DISTRIBUTION Semi-finished lenses

CENTERS

Finished stock
lenses

Orders sent
to the prescription
laboratories

PRESCRIPTION
LABORATORIES

Finished prescription lenses
and ready-to-wear glasses

OPTICIANS
EYE CARE PROFESSIONALS
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Manufacturing and supply chain

Essilor oversees every aspect of its lens businesses, from
manufacturing through delivery to stores. It has a network of
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production plants, prescription laboratories, edging-mounting
facilities and distribution centers that serve eyecare professionals
across the globe (independent opticians/optometrists, cooperatives,
central purchasing agencies and retail optical chains).

A UNIQUE GLOBAL NETWORK

North America: 118 E

O 26 plants specialized O
in prescription lens production

O 3 Transitions Optical plants oA

(photochromic lenses)

@ 3plants specialized in sun
lens production

@ 490 local prescription laboratories
and edging facilities

B 8 Export prescription laboratories

A 14 Distribution centers

As of December 31, 2020, Essilor and its partners operated
32 production facilities worldwide. This total takes into account
the acquisition of a plant in Danyang, China in 2019. Of these 32
plants, 26 produce prescription lenses, three make photochromic
lenses and three specialize in non-prescription sun lenses.

The company has a network of 490 prescription laboratories and
edging-mounting facilities around the world, including eight
large export laboratories that make lenses primarily for the Asian,
European and North American markets.

In addition, Essilor has five integrated lens and frame platforms in
Bangkok (Thailand), Dallas (United States), Shanghai (China) and
Warsaw (Poland) as well as in Danyang (China) with a dedicated e-
tailing unit. These platforms were developed to support the

A
R

w o X

0 &

A | |

O,
Asia/Pacific < Gﬂ %A
Middle East/Africa: 196 ‘

integrated services offered to key accounts, which include lens
production, frame management on behalf of clients and, in some
cases, the edging-mounting of lenses in frames.

Lastly, Essilor has 14 distribution centers.

Essilor’s supply chain covers all product and lens flows across the
globe, from production plants to central logistics hubs and
prescription labs through to retail eyecare outlets. It offers
unrivalled ability to simultaneously manage flows both of stock
lenses (finished lenses completed in the production plants) and
custom prescription lenses (semi-finished lenses produced in plants
and then sent to prescription laboratories for surfacing and
coating). All in all, Essilor’s supply chain handles more than 5000
lens routes per day and more than 2.5 million SKUs.

Asia/Pacific/

Middle East/
North America Europe Africa  Latin America
32 production plants 3 7 20 2
490 prescription laboratories and edging-mounting facilities © 18 50 196 126
e of which 221 prescription laboratories 56 28 96 1
e of which 269 edging-mounting facilities 62 22 100 85

sintegrated lens and frame platforms 1 1 3
14 distribution centers 2 4 7 1

(1) This number has been restated in 2020 to include all edging and mounting facilities globally.
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GEOGRAPHICAL DISTRIBUTION OF THE 32 PLANTS OWNED BY THE ESSILOR AND ITS PARTNERS AT DECEMBER 31, 2020

North America: 3 Latin America: 2 Europe: 7 Asia/Middle East: 20
14 Essilor plants e United States: e Brazil: e France: e China:
- Dudley, Massachusetts - Manaus (1989) - Ligny-en-Barrois, - Shanghai (1997)
(1995) Les Battants (1959) e Laos:
- Salt Lake City, - Dijon (1972) - Savannakhet (2013)
N:J ta-h 02 - Sézanne (1974) o Philippines:
e Mexico:
' - Bellegarde-sur- - Mariveles (1980)
- Chihuahua (1985) Valserine (2003)* L
- Laguna (1
e Ireland: guna (1999)
Ennis (1997) e Thailand:
- Ennis (1991
- Bangkok (1990)
3 Transitions e Ireland: e Philippines:
Optical plants - Tuam (2014) - Laguna (2014)
e Thailand:
- Amphoe Phan Thong (2014)
15 plants e Brazil: e United Kingdom: e China:
operated - Segment Produtos - Crossbows Optical - Essilor Korea via its
in partnership or Oftalmicos, Sdo Paulo (2010) subsidiary Chemilens,
recer'ItIy . (2015) JiaXing (2006)
acquired by the - Wanxin Optical,
company

Danyang (2010)
- Youli Optics, Danyang (2011)

- Seeworld Optical,
Danyang (2012)

- Jiangsu Creasky Optical,
Danyang (2017)

- Future Vision, Danyang
(2019)
e India:
- GKB Vision, Bardez, Goa
(2015)
e Indonesia:
- Polycore, Karawang (2013)*
e Israel:

- Shamir Optical, Kibbutz
Shamir (2011)

e Japan:

- Nikon-Essilor, Nasu (2000)
e Malaysia:

- Polycore, Johor Baru (2013)*
e South Korea:

- Essilor Korea via its
subsidiary Chemiglas,
Yangsan (2002)

e Vietnam:

- Essilor Korea via its
subsidiary Chemiglas, Dai
An (2013)

*  Plant specialized in sun lens production.
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KEY FIGURES

At December 31, 2019
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At December 31, 2020

Output from Essilor plants
and partner facilities ®

Lenses coated and surfaced
inthe prescription laboratories

Inventory days © e s.imonths

e c.562million prescription lenses
e c.13million non-prescription sunlenses

e c.152million lenses ®

e C. 474 million prescription lenses
e c.8million non-prescription sun lenses

e c.135million lenses ©

e 4.9 months

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

(b) Excludes acquisitions and partnerships finalized during the year.

(c) Number of days of consumption current inventory levels can sustain at constant perimeter.

Highlights of the year
Crisis Management due to the COVID-19 pandemic

In 2020, the teams in charge of Operations and Supply Chain were
affected by the COVID-19 pandemic from the start of the health
crisis in China. The teams reacted swiftly to support the Chinese
management in managing this crisis and, as the virus spread, shared
the best practices applied in China to all the countries affected by
the COVID-19 pandemic. A crisis management operations
committee was quickly created. Essilor fully benefited from its
experience acquired in particular during recent crises linked to
climatic events (such as the floods in Thailand in 2011 or the
eruption of the Icelandic volcano Eyjafjallajokull in 2010) and was
able to take advantage of the benefits of having implemented BCP’s
(business continuity plans) to deal with them. To manage the
COVID-19 health crisis, Essilor relied on multiple country BCP’s to
find solutions on a global scale. The effectiveness of Supply Chain
teams around the world in handling this crisis while it was working
from home has been remarkable. They were fully mobilized to put in
place significant resources to allow the group’s own activities to
continue and customers to restart their activity as quickly as
possible.

New products

Teams from Operations and Global Engineering mobilized to
support new product launches in 2020. For instance, all
photochromic lens production lines had to be adapted to prepare
for the launch of the new Transitions Signature Gen 8 photochromic
lens. In particular, the new polyurethane-based material to fix the
photochromic pigments used specifically with this innovation
needed to be tested on all materials and substrates before mass
production and marketing could begin in the United States and then
in Latin America, with a full rollout to the rest of the world in 2020.

Global Engineering also laid the groundwork for the launch of Crizal
Rock, the new Crizal brand lens launched in 2020, working
specifically on the production parameters associated with the
stacking of layers this innovation involves. The team also worked on
the launch of the new Varilux brand lens, the Varilux Comfort Max. It
has also successfully contributed to the launch of the new UV rays
and harmful blue-violet light protective product, Blue UV Capture.
This new technology was deployed across a wide range of materials
(notably for polycarbonate lenses as well as lenses made from CR-39
material) as well as on a wide spectrum of lenses ranging from low
index (1.5) lenses to UHI (ultra high index) lenses. Finally, the
operations and global engineering teams launched Stellest, a lens to
curb myopia, first in the Chinese market before embarking on a
broader deployment.

Local prescription laboratories network optimisation

In 2020, Operations and Supply Chain teams continued their efforts
to continue optimizing Essilor's global network of factories,

prescription laboratories, edging-mounting facilities and distribution
centers. Consolidation of volumes in industrial laboratories
continued to ensure better use of production lines. Some local
laboratories were transformed and dedicated to edging and
mounting in order to provide a better local service. Essilor also
opened a new industrial and integrated laboratory in Columbus,
Ohio. The number of prescription laboratories decreased from 248
at the end of 2019 to 221 at the end of 2020. The number of edging
and mounting facilities decreased slightly from 273 at the end of
2019 to 269 at the end of 2020.

The Essilor and Luxottica operations teams have also carried out
several industrial synergy projects and have started a process of
building a unique network of laboratories. This includes the overhaul
of demand management and capacity management processes, the
introduction of new products, the establishment of a common IT
platform in the laboratories as well as the sharing of best practices
of operational excellence.

Capital expenditure and integration of new technologies

Capital spending in 2020 notably focused on expanding capacity
at certain facilities, in particular:

e increase in production capacity for high-index lenses (1.6 and 1.67)
in Vietnam;

e increase in production capacity for semi-finished and polycarbonate
lenses in Laos.

Despite the COVID-19 pandemic, the group continued its investment
program, prioritizing the deployment of new technologies in high-
volume prescription laboratories as well as developing laboratories
integrating lenses and frames.

In addition, Essilor's manufacturing technologies were deployed
in Luxottica’s three main laboratories in the United States, Europe
and China.

Minimizing the environmental footprint of the production
plants and laboratories

In 2020, the Essilor production plants pursued efforts to reduce
their water and energy consumption, in keeping with the company’s
2020 objectives of achieving a 20% reduction in water use per lens
produced and a 15% cut in energy intensity per lens produced
relative to the 2015 levels. During the year, the company notably
introduced solutions to reduce water consumption and reuse water
in coating machines at its main production facilities, and put into
place new energy consumption standards at several production
plants, notably for its polymerization ovens and vacuum film
deposition equipment. A new program was also launched during the
year to develop semi-finished lenses that are smaller in diameter
and thickness to reduce organic material waste. In addition, surface
chip compression equipment was tested and deployed on certain
sites in order to recover the residual water present in this waste and
to drastically reduce its volume and weight.
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1.5.1.3.3 Research and Development

Innovation a cornerstone of the company’s strategy

From its origins, which saw the invention of Orma organic lenses
and Varilux progressive lenses, innovation has been a strategic focus
and decisive competitive advantage for Essilor.

The company allocates a meaningful portion of its revenue to
Research and Innovation every year. In 2020, this investment
amounted to €229 million, before the deduction of research tax
credits.

Essilor improves upon its products each year, either through
internal innovation or by leveraging technologies from other
industries through research partnerships.

A consumer-focused approach to innovation

Essilor’s R&D focuses on understanding consumers’ needs in the
three areas of vision care: vision correction, eye protection and the
prevention of eye diseases.

The R&D teams develop innovative technical solutions, products,
processes and services to meet individual vision needs around the
world. Changes in consumer lifestyles, including new visual demands
(digital device use, etc.), as well as longer life expectancy, are
creating major R&D challenges and opportunities for the vision care
sector. As a result, new needs are emerging linked to pathologies
such as cataracts and age-related macular degeneration.

The company’s R&D activities are organized into five segments:
myopia, presbyopia, light management, digital solutions and smart
eyewear.

In each of these segments, the new products introduced to the
market result from a process of gradually selecting ideas and
concepts (Stage Gate Process) involving a large number of cross-
company stakeholders within Essilor (marketing, operations,
subsidiaries, intellectual property, etc.).

Moreover, the company has developed new methodologies for
testing its products with consumers. One example is HouselLab,
which makes it possible to observe wearers in real-life situations and
learn from their experiences.

A global network built around five R&D centers

Essilor has about 450 researchers working at its five R&D facilities:
one R&D Center in Ireland dedicated to photochromic lenses and
four Innovation and Technologies Centers in Europe (Crétell,
France), the United States (Dallas) and Asia (Singapore and
Shanghai). These facilities develop new products and work to
identify and forge the best possible research partnerships.

The Innovation and Technologies Center in Shanghai, China
focuses on myopia, new technologies for improving the customer
experience in China, and the development of products tailored to
the needs of Chinese consumers. Essilor also has a development
and testing center in Danyang, China, which assesses, compares
and improves the performance of products made by its Chinese
partners.

A GLOBAL R&D ORGANIZATION CONNECTED TO RENOWNED
INDUSTRIAL AND ACADEMIC EXPERTS

'S
Essilor
Instruments
Montreal Vision Institute
University Sorbonne University
Chaire Silversight
Technology
Humanware

Transitions

Crossbows Optical
Coastal @

Vancouver

TFGX International

Dallas 03

Costa
CNRS-LAAS
OPERA laboratory
CI&T
AMERIQUES BNL Eurolens

e R&D partners

® Universities, joint R&D laboratories

1. CI&T : Essilor Innovation and Technologies Centers.
2. AMERA : Asia, Middle East, Russia, Africa.
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R&D partnerships focusing on innovation

To develop its products, Essilor works alongside many universities,
public and private research centers and R&D teams from other
industrial sectors.

It has forged several partnerships in recent years, including:

e a research chair dedicated to non-pathological vision aging, in
partnership with the Vision Institute and Sorbonne Université in
Paris, France;

e alaboratory run jointly with Wenzhou University in Chinato study
myopia in children;

e a multisector research chair for coatings and surface engineering
with Polytechnique Montréal and three other industrial partners.
The chair’s work focuses on developing the next generations of
innovative surface coatings. These coatings will notably allow
Essilor to add new optical and/or mechanical functions to its lens
surfaces;

e a research laboratory run jointly with CNRS-LAAS in France,
“OPERA”, focusing on lenses and eyeglasses with active and
connected functions.

New products launched in 2020

The main launches involved, firstly, the rolling out of recent
innovations at a global scale and, secondly, the introduction of new
products to markets.

After celebrating the 60™ anniversary of the Varilux brand in 2019,
Essilor continued to innovate and reaffirmed its leadership in the
field of progressive lenses in 2020 with the launch of a new
generation of Varilux® lenses: Varilux® Comfort Max. The newest
member in the Varilux family aims to convert new and younger
customers to progressive lenses.

During the course of 2020, Varilux Comfort Max was successfully
launched in 15 key markets globally including the United States,
Canada, South Korea and several European countries. Building on
the ongoing popularity of the iconic Varilux Comfort brand, the
Varilux Comfort Max lens ensures long-lasting visual comfort by
making it possible to maintain different natural postures throughout
the day. The roll out of Varilux Comfort Max will continue
throughout 2021.

In the Varilux progressive lens range, the company also stepped up
the global rollout of the Varilux X Series lens with the introduction
of a new customer claim as well as a new 360° brand campaign,
designed to build on every step of the customer journey, which will
be fully leveraged in 2021.

The highlight of the year for the Crizal antireflective lens range was
the launch of the Crizal Rock lens. This product offers the best
combina