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10,471

TEAM MEMBERS

4.29€
ADJUSTED
EPS

2021 DATA

KEY FIGURES

1,831.9 M€ 279.8 M€

NET SALES ADJUSTED EBIT

205.7 M€ 400 M€

. NET CASH
FREE CASH FLOW POSITION*

15.3%

ADJUSTED EBIT
MARGIN

121 M€

SHAREHOLDER
RETURN




Executive
Committee

o
G 11

members

nationalities

Board
Committees




A COMPREHENSIVE CAPITAL ALLOCATION POLICY

Sustainable Growth and Shareholder Return

1

Investments into Approximately
Operations 100 M€
(CAPEX) per year

2

On average
Ta rgeted approximately

Acquisitions 100 M€
per year

3

Ordinary
Dividend

4

Share
Buyback

Pay
out ratio in the
range of 40%
50% of
Adjusted EPS

Regularly



MORE THAN 70 YEARS OF PRODUCT AND BUSINESS EXPANSION

Marcel Bich launches the Start of international -
BIC® Cristal, the first high L :
’ expansion in Europe First g .
quality ballpoint pen o b — BIC® First BIC®

Latin America, Africa . .
at an affordable price North America) o;e—mece Coloring
shaver

i1 Q—@

Solel

lighter.

First Utility

Pens India Lighter

Correction

N\ ;
Ill @ \H_ INKBox $egporary
@ D‘EEP ROCKETBOOK attoo
// M‘cﬁ‘g PARIS By &
First Temporary /e . Reusable Digital b m Digital
Tattoo Marker Pens Nigeria Premium Pocket Notebooks Expression

Lighters

@M

‘ Acquisition 8

‘ Organic Growth



Other products Human Expression - 38%
1% |

Flame For Life - 39%




TRUSTED CONSUMER-CENTRIC BRANDS

Nkgox: (1]

= ¢ Y@Bic)
EZ Reach FQCOoLUTiONS

BiC 3LADE TECH’

ROCKETBOOK

-
?Sﬁﬁf[
"
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32%
EUROPE

NORTH
AMERICA

6%
MIDDLEEAST &
AFRICA

5%'

O
ASIA & )
OCEANIA c:7 0
(inc.India) [;%
)

14%
LATIN
AMERICA

% of
Net Sales



WORLDWIDE LEADERSHIP POSITIONS

#2 in total Stationery
(cc.9% market share) /
!

#1 in Ball Pens

# 1 Correction

#1 in Mechanical Pencils

*: outside Asia

-

# 1 in Non-refillable Lighters
(cc.55% market share*)

# 2 in One-Piece Shavers
# (cc. 20% market share)

# 1 in Pocket Lighters

#71 in Utility Lighters  _

12




#1 Fostering
sustainable
innovation

in BIC®products

#2 Acting
against climate
change

#4 Proactively
involving
suppliers

Q.
Writing




RAISON D’ETRE AND VALUES

INTEGRITY | SUSTAINABILITY ' RESPONSIBILITY | INGENUITY | TEAMWORK 'SIMPLICITY

Create high-quality,
safe, affordable,
essential products,
trusted by everyone

HIGH QUALITY | INVENTIVE RELIABLE SUSTAINABLE
14



RESPONSIBLE AND VALUE CREATIVE BUSINESS MODEL

TALENTED AND ENGAGED
PEOPLE

10,471 team members

STATE-OF-THE-ART,
EFFICIENT, RELIABLE, AND
SUSTAINABLE

GLOBAL SUPPLY CHAIN

24 factories on 5 continents
91% of Net Sales from products
manufactured in BIC factories
323 strategic suppliers

OPEN INNOVATION AND
CONSUMER CENTRIC

BRANDS
347 patents granted at the end

of 2021 1.5% of Net Sales
invested in R&D

COMMERCIAL
EXCELLENCE

1.4 M Point of sales

-10% SKU redl_Jction in 2021

SOLID FINANCIAL FOUNDATION
€1,723.8 M Shareholder Equity
€400.1 M of Net Cash position

2021 data
** Per ton of production between 2020 and 2021.

Open,
consumer-centric
innovation and

/ partnerships

Sustainable
Development

Value-driven JOY and

global supply

chain Simplicity

Diversified
and engaged
teams

\ Enhanced
commercial

excellence

WELL-BEING AND
SECURITY

AT WORK

58 work

accidents 1.19% rate
of absenteeism

A REDUCED
ENVIRONMENTAL
FOOTPRINT**

-11.5% water donsumption

-8% energy consumption

-7.8% wast¢ production

-11.7% greenhouse gas emissions (scopes
; 1&2)

-13% greenhouse gas emissions (scope 3)

LONG-LASTING
PRODUCTS

More than 2 km of

writing for a BIC®

Cristal ballpointpen

3,000 constant flames ;for aBICe
Maxi Lighter Up to 17 days of
shaving with the BIC® Flex3

LONG-TERM
PROFITABLE GROWTH
€1,831.9 MiNet Sales

€314.2 M Net Income

€74.9 M Capital Expenditure
€80.9 M Ordinary Dividend paid

EDUCATION AS A PRIORITY

82 philanthropic projects supported
158 million children have benefited from
improved learning conditions since 2018.



HORIZON

STRATEGIC
PLAN




OBJECTIVES

ACCELERATED
AND SOLID RETURN P

SUSTAINABLE ON INVESTMENT RSE%LTEIE&'II?IEIL
GROWTH

4

17



FINANCIAL TARGETS

Accelerated

and Sustainable Robust Cash
Growth Generajion

18



Human Expression

HUMAN EXPRESSION

HORIZON

MOVING “BEYOND”
WITH CONSUMERS’ LENS

Blade Excellence

Flame For Life
FLAME FOR

BLADE EXCELLENCE




REFRAMED CORE CATEGORIES

Net Sales expected from New Markets and Businesses™ in 2025

Human Expression Flame For Life Blade Excellence

20-25% cc. 25%

>20%

*: Skin Creative and Digital Expression / EZ Reach + Utility + BIC Ecolution / BIC Blade tech
20



STRENGTHENED CAPABILITIES
Profitable growth Enablers

‘ﬂ Ilgl ] . ' ,
x

-y . @

Mergers and Data analysis

Acquisitions

Innovation

2
&=
Sustainable Revenue Growth

Development Management
integrated into
operations
N
' . e
. L &=
Logistics E-commerce

Purchasing
21




ACCELERATED M&A IN ADJACENT MARKETS
Synergies — Growth - Capabilities

CREATIVE EXPRESSION Creating a

FLAME FOR LIFE Enhancing leader in the Skin Creative industry

category leadership by adding a high-

quality added-value lighter brand to é
BIC’s portfolio

e
2020 2021 2022 ml

ATVAMTTD MAGHITIC INTERATTEDN

ROCKETBOOK Repaper.

DIGITAL EXPRESSION Strengthening
R&D capabilities in Digital Writing

DIGITAL EXPRESSION The leading
Smart Reusable Notebook brand
bringing together analog and digital
writing

22



BALANCED E-COMMERCE
ECO-SYSTEM

10% >80%

Net Sales in eCommerce end of 2021 Brand Support invested in
online channels

@®Bic)

o~ Pure Players and
R O C |< E | ‘\ W (,/\ ’& Market Places

INKBOX*

Estimates based on Inkbox 2021 Net Sales

INKBOX*




DEEP DIVE IN OUR
THREE DIVISIONS




HUMAN EXPRESSION

Helping Consumers Learn, Create,
Share and Express themselves




HUMAN EXPRESSION

Helping Consumers Learn, Create, Share and Express themselves

Core Writing Creative Writing Skin
Instruments and Drawing Creative

Total Addressable 14.9 billion euros 2.2 billion euros > 0.4 billion USD 2.1 billion USD
Markets in 2021
(invalue) 1 (2021-2025 CAGR) (2021-2025 CAGR) (2021-2030 CAGR) (2021-2030 CAGR)

Digitalization,
increased needs
and desire for
sharing

Kid's creative,
Increased Teen and
Adult Creative
wishes

Increased Literacy
Rates and
Education

Self-Expression

1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
! >35%3 !
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
Growth Drivers : !
1 1
1 1
1 1

1 1
1 1
1 1
1 1
1 1
| |
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
| 13%? |

I
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
I 1

|
|
|
|
|
|
|
|
|
|
|
|
|
|
+4% to +5%1 !
|
|
|
|
|
|
|
|
|
|
|
|
|

1 1
1 1
1 1
| 1
1 1
1 1
1 1
| 1
1 1
1 1
1 1
| 1
1 1
1 1
Annual Growth | +4% to + 5%!1 !
1 1
1 1
1 1
| 1
1 1
1 1
1 1
| 1
1 1
1 1
1 1
| 1
1

ROCKETBOOK

| 44y
@I G
INKBO)(‘

Ly7 s
s Yie@m
cello PSRN ”QWW

Source: 1: BIC Data Science + Euromonitor Long Term Forecast Estimates - 2: Global Temporary Tattoo Market Growth 2020-2025 Maia Research Analysis — 3: e-writers, smart reusable notebooks, and styluses 26




CORE WRITING INSTRUMENTS

A growing market driven by Developing Countries and Innovation

Writing Instrument Worldwide Market

17.9
AGR Handwriting plays a major role

149 ,,A,’I% c in education, recognized as building-block
for learning and memorization, with emotional

} benefits

Ball Pens, Markers, and Gel Pens expected to
be the major growth drivers.

Value (Billion Euro)

2021 2022 2023 2024 2025

Source: BIC Data Science + Euromonitor Long Term Forecast Estimates - Perimeter: world

72% of adults say they write by hand every day - 77% of kids say they write by hand in a typical week

27




CREATIVE WRITING AND DRAWING

Increasing demand for Kids, Teens and Adults’ Creativity

Coloring Worldwide Market

Not just for kids - 75% of teens & 60% of
adults report using coloring products in
GR the past 6 months
2.2 +4.7% CH
= 66% of adults agree that they would like
LlJ . . [ .
5 to do MORE creative activities than they
@ currently do today*
(0]
5
>
2021 2022 2023 2024 2025
Source: Teen & Adult Creative Ethnographies (US & France, OCT-2019) / US Stationery Usage Occasion
Source: BIC Data Science + Euromonitor Long Term Forecast Estimates - Perimeter: world Growth Map (2019, McKinsey); US/FR/BR Writing Trends (2019, Engine), US Stationery Incidence &

Frequency Study (2019)

28



CORE WRITING INSTRUMENTS

A comprehensive range of products

Il Il i

]

N 3.85
2.60
218
1.86
1.42
L 1.32 1.35
0.62
0.30
Cristale mediu M10 Atlantis 4C medium lllusion Gelocity Quick dry 4C Shine 4C Velours Cristal Renew with
refills

France - Modern Mass Market - Per Unit 29



SKIN CREATIVE

Global Market Today (est.) LT T~
| 7/
A | 4 S
< . / Permanent
8 Total « Do It Yourself »: >400M USD } tton:
T I I
v 6BnUSD
Henna Tattoos R 4
T /
é ”,'( Semi-permanent : N o - 7
S . (BIC), ¢ . : Tattoos
: TR '
I Temporary 1 R B 1 |
2 Tattoo = I
i Markers eggc";:liry :
® |
é
INKBOX*
[
3 [
S| Retail Sales for Skin Creative Segments 2021 est illion USD) i
0 2 4 6 8 10 12 14 16 Forever

Duration of Tattoo (days)

Sources: Global Temporary Tattoo Market Growth 2020-2025 Maia Research Analysis, Tattoo Ink Market 2015-2026 Credible Markets, BIC Internal estimates



DO-IT-YOURSELF SKIN CREATIVE

Global Market in 10 years (est.)

- -
- ~~
—
— ~

/,/’/Total market
1.5Bn USD (est.)

2021

v" Increased awareness Temporary Tattoos

Markers
120M USD

v" Innovation: Products &

Services ;' +25% CAGR
>400M USD v New Brands '\‘\ Semi-permanent ’
(est.) Total . %"S‘L"SD
market v’ Continuous enhancement of +13% CAGR

product quality

v" Expansion in the beauty space

_ -
—_ o 2

Sources: Global Temporary Tattoo Market Growth 2020-2025 Maia Research Analysis, Tattoo Ink Market 2015-2026 Credible Markets, BIC Internal estimates

- -



DIGITAL EXPRESSION
2021-2025 CAGR: >35%

2021 2025

Smart Reusable Notebooks

Smart Pads

Stylus

Sources: Smart reusable notebook and smart pad > Smart Notebook and Digital Writing Analysis Nfluence 2020 / E-writer > Volumes from Smart Notebook and Digital Writing Analysis Nfluence 2020) /
Stylus > NPD Us data 2021 (retail / B2C only) extrapolated to EU + US and 2025 with external sources ; Stationery Market > Euromonitor Writing Instrument 2021; Tablets > Statista, US + EU scope



BIC HUMAN EXPRESSION KEY FIGURES

FY 2021 FY 2021
Net Sales €683.8M EBIT €41.0M

Growth (Net Sales on a comparative basis)

Volume +5.0% +0.3% -5.9% -29.3% +19.4%

Value +3.4% +1.7% -3.4% -23.2% +13.6%
2017 2018 2019 2020 2021
8.3% 8.1% 8.7%

5.8% 5.4%

- Adjusted EBIT margin

2017 figures: After restatement from IFRS 15. 2019 & 2020 figures restated for unallocated costs 33




FLAME FOR LIFERN

&'E:*F'

Safe and Affordable Flames for all Ltghtmg Occasions

| J..-"{,;!/{__'.-". L




FLAME FOR LIFE
Providing Safe and Affordable Flames for all Lighting Occasions

Tobacco Selected Non-tobacco Usages
Usages

Addressable 7.1 billion USD* 6.8 billion USD** 6.4 billion USD*** More than 2/3 of

Markets in 2021 Developed and
Developing countries

households and
equipped with a stove,

Growth (in value) +2.2% +6.5% +8.0% of 1/3 are gas stoves
(2021'2025) (2021-2028) (2021_2023)
Premiumization, At home well-being Cooking Cooking
Growth Drivers product innovation Lifestyle Lifestyle

Brands D’EEP

EeOlUﬁO/VS'
35

*: Cigarettes and Cigars - Statista (2021)**:Vantage Market Research (2022 / ***: Statista (July 2022)



POCKET LIGHTER VS CIGARETTES

Lighters’ Sales are not only linked to Cigarette consumption

Pocket Lighters vs. Cigarettes - Volumes Flame Usages

17,271

90%

7%

2010-2020 CAGR
Cigarette Consumption: 1.2%
Lighters volume sales: +2.0%

23%
2021-2025 CAGR est.
Cigarette Consumption: -1.1%
Lighters volume sales: +2.2% 10%
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
Developed Countries Developing Countries

— Cigarettes Including Fine Cut Stick Equivalent (Bn Sticks) =—=Pocket Lighters (Mn Units)

O Total smoking usages  BTotal non-smoking usages

Source: Cigarette Sales: Euromonitor from trade sources/national statistics - Pocket Lighter Sales: QY Research ' .
- Global Disposable Lighters Market Report, History and Forecast 2010-2025 Source: Ipsos | BIC Flame Sizing - October 2021 36



POCKET LIGHTER VS MATCHES

Demand for Lighters vs Matches is driven by the increase in purchasing power

Lighters (Pocket and Utility)
2020: 15.8 bn units sold
2025 est: 17.6 bn units sold

Matches
2020: 7.3 bn units sold
2025 est: 6.0 bn units sold

2015 2016 2017 2018 2019 2020 2021f 2022f 2023f 2024f 2025f

Source: Q.Y. Research - Global Market Reports for Matches, Utilities and Disposable Pocket lighters - 2019 37



BREAKDOWN OF FLAME USAGES

UNITED STATES BRAZIL

Candles
9%
Incence
6%
Barbecues 3%

Barbecues
8% Candles
28%
Incence
6%

Source: Ipsos Study for Calysis - 2021

Others include different usages including chimneys, heating systems, fireworks, gardening, ...



FLAME FOR LIFE

Towards a more value-added Business Model

100

J25 J25 DECOR J26 J26 DECOR DJEEP EZ REACH J26 u140 u110
PERSONALIZED

Index 100 vs the BIC Maxi J26 39



BIC FLAME FOR LIFE KEY FIGURES

FY 2021
Net Sales

€718.5M

FY 2021
EBIT

Growth (on a comparative basis for Net Sales)

€268.5M

2017 figures: After restatement from IFRS 15. 2019 & 2020 figures restated for unallocated costs

11k

B Adjusted EBIT margin

Volume +2.0% +1.6% -4.9% -9.8% +12.7%

Value +2.2% +2.4% -3.7% -4.7% +18.2%
2017 2018 2019 2020 2021
39.2% 36.0% 36.7% 35.0% 37.6%

40







BLADE EXCELLENCE

TOTAL WET SHAVE BREAKDOWN BY SEGMENTS

Addressable 10.7 billion euros
Markets in 2021

Women's Men's One-

One-Piece Piece
10% 29%

Growth (in value) +2.1%
2021-2025
Hygiene
Growth Drivers Beauty/Style
Care

Sands. PR ol
BiC 3LADE TECH® 42



Value (Billion Euro)

10.8

2021

WET SHAVE B2C MARKET
High-quality and Sustainable Shavers to BIC Consumers

Wet Shave Market

2022

2023

2024

2025

Men'’s shaving frequency driven by increased
body shaving, notably among young adults and
millennials

Increased demand for Premium Products / Trade-
up in Developing Countries

Need for sensorial experiences from women, in
particular since COVID

43




WET SHAVE B2B MARKET
BIC Products’ Value for Money

Women

Venus Extra Smooth I 4. 74

Gillette Sensor 5 4.74 Schick Hydro Silk IEE—— 3.49

BIC FI Hybrid s 3 .46
C Flex 5 Hybrid BIC Soleil Glide N 3.46

BIC Flex 5 Titanium I 2.73
BIC Flex 5 Hybrld I 0 31 BIC Soleil Sensitive Advance 273

Equate 5 blades I 1.71 BIC Click 5 I 2.21

BIC Flex 4 Sensitive I 1.97 Shick Skintimate Velvet NN 1.62
BIC Flex 4 s 1.48

Equate

BIC Flex 4 Sensitive
Gillette Mach 3
Schick Extrem 3
Gillette Sensor 3

BIC Sensitive Iy 1.89
Harry's Variety Pack s 1.49 Joy N 15
BIC Flex 3 i 1.32 '
Harry's Glacier mmmmmmmsm 125 Venus Simply 3 blades NN 1.42
BIC Comfort 3 mmmmssm 0.99 Joy Rainbow [N 1.25
BIC Comfort 3 M 0.75 BIC Soleil Escape 3 I 123
Gillette Sensor 2 I 0.79 BIC Soleil Smooth I 1 23
BIC Sensitive 2 0.7 .
Shick Exterme 2 1 0.5 Simply Venus Il 0.28
BIC Sensitive 1 B 0.25 BIC Silky Touch [ 0.28

Walmart US - Price per blade

I 1.33
.- I 1.24

I 2.33
I 1.62

I 1.5

Shick Skintimate
BIC Soleil Escape 4
BIC Soleil Comfort 4

Venus Sensitive

I 1.49
I 1.48
I .23

I 2.32

44



> A | I 1 1 ®
BiC 3lLADE T=eCH
Grow the wet shave market by providing best-in-class performance
and empower other brands

A simple customer innovation

orocess A comprehensive product offering

LSy

@ From product brief

To product ready for

_rl)_;%(;uctlon by BIC Blade Blades Heads Shavers

°

Growth and Profitability



BIC BLADE EXCELLENCE KEY FIGURES

FY 2021
€401.2M EBIT €56.2M

FY 2021

Net Sales
Growth (Net sales on a comparative basis)
Volume +3.0% -3.4% +0.1% -12.7% +2.7%
Value -2.2% +1.7% +3.2% -6.8% +2.5%
2017 2018 2019 2020 2021
14.3%

14.7%
13.1% i 12.4%
- l I_

- Adjusted EBIT margin

46

2017 figures: After restatement from IFRS 15. 2019 & 2020 figures restated for unallocated costs



CORPORATE SOCIAL
RESPONSIBILITY &
SUSTAINABLE
DEVELOPMENT




OUR SUSTAINABLE DEVELOPMENT AMBITION

Ensure that we limit our impact on the planet and make a meaningful contribution
to the lives of our employees and society over the long term, simply because it is
the right thing to do.

A SCIENCE-BASED AND TRANSPARENT APPROACH

For the past 16 years, BIC has continuously answered to an increasing customer
demand for more environmentally or socially responsible products through its
Sustainable Development program, R&D and publications.

16 years of Sustainable Development reports




i OUR SUSTAINABLE DEVELOPMENT

The BIC® Cristal peniis a
symbol of Marcel Bich’s
philosophy: “just what's

JOURNEY

necessary”
N @) @)
N Nt Nt
/_5 ce,mﬂcnru:m
P +
T iz SRS, C i plishment of the BIC
Launch of the Life Cycle N First manufacturer of Writing 2 BIC)" stablishment o the b
N Assessment for Pens, Lighters Instruments to earn the French T Foundation for Education
and Shaver (the starting point Ecolabel.
for BIC eco-design expertise)
and Sustainable Development
Program
N )
Nt Nt Nt

BIC integrates EMA, the
Group'’s sustainable scorecard
for product evaluation and
improvement, to evaluate a
products’ environmental and
societal impacts.

A new ambition to mobilize the Ublcudg
Group to achieve 2025
objectives

BIC initiates an innovative
circular economy model in
partnership with Ubicuity

BIC announces their intent to
launch a global climate
transition action plan at their
2022 Shareholders’ meeting

49



LONG-LASTING PRODUCTS

Up to 3 kilometers
of writing for
a BIC Cristal @

flames for a BIC®
Maxi lighter

BIC® Ecolutions®

a complete line

of writing products
made from recycled
materials

ITH LOW

days of shaving with

Hybrid and its six
refill blades

the BIC® Easy / BIC®

16

flagship products in the
BIC® range have earned the
NF Environnement ecolabel




Fostering
sustainable
innovation

in BIC®products

By 2025, the environmental
and/or societal footprint of
BIC® products will be
improved.

By 2030, BIC aims for 50%
non-virgin petroleum plastic
for its products

By 2025, BIC will have 100%
reusable, recyclable or
compostable plastic
packaging.

Proactively Improving
involving lives through
suppliers education

Acting
against climate
change

By 2025, BIC will use By 2025, BIC aims for By 2025, BIC will work By 2025, BIC will

100% renewable zero accidents across  responsibly with its improve learning
electricity. all operations. strategic suppliers to conditions for 250
ensure the most million children,

secure, innovative and globally.
efficient sourcing.

“®'ic)

1



SOCIAL AND ENVIRONMENTAL RESPONSIBILITY
Alignment with UN SD Goals

United Nations Sustainable Development Goals

# 1 Fostering

Sustainable innovation in

BIC® products:

#2 Acting against
climate change:

#4 Proactively involving
suppliers:

#5 Improving lives
through education:

4% of recycled/alternative plastics in BIC®

products in 2021

79% of electricity came from renewable a § it I Ol R 12 s Y 19 i
sources in 2021 ﬁ/‘ & CO | &

52.3% of BIC's strategic suppliers have

integrated the responsible purchasing program

Learning conditions improved for more than 158

million children since 2018 (cumulative)

GOOD HEALTH
ANDWELL-BEING

3 towitome [l 8
Mo

8 DEGENT WORK AND
ECONOMIC GROWTH

1 NO
POVERTY

fvidil

DECENT WORK AND

ECONOMIC GROWTH

o

QUALITY
EDUCATION

1]

PEAGE, JUSTICE

ANDSTRONG

INSTITUTIONS
(4

GENDER CLEAN WATER 8 DECENT WORK AND CLIMATE
EQUALITY AND SANITATION ECONOMIC GROWTH ACTION

v jdil |©

52




GREENHOUSE GAS (GHG) EMISSION REDUCTION
TARGETS FOR 2030*

'50% Scope 1
'100% Scope 2

'5% Scope 3

-30% for the
Flame For Life
division

Aligned
with the
Paris
Agreement

*2019 Baseilne year 53



WRITING THE FUTURE, TOGETHER IN 2021

% . . : % of reusable, recyclable or
% of non-virgin petroleum plasti . o
i eredie s compostable plastic in % of Renewable electricity
consumer packaging

Caon M 59.6% M | _of 79%

Objective : 50% by 2030 Objective : 100% by 2025 Objective : 100% by 2025

% of strategic suppliers have Number of children whose
integrated the responsible learning conditions have been
purchasing program improved since 2018

oad 158

Millions

Objective : 100% by 2025 Objective : 250 millions by
2025

54



GLOBAL MEMBERSHIPS AND ESG RATINGS

A |
UN Global Compact “‘CDP
MSCI
FRENCH
BUSINESS
CLIMATE French Climate pledge SUSTAINALYTICS
PLEDGE
. & )
B VIZEQeiris
TC m ‘ ||1H| TCFD su ppo rter AN AFFILIATE OF MOODY'S

Leadership level A- for Climate
Level B for Supplier Engagement

Rated AAA,
The highest level for overall ESG

ESG Risk rating: 24.2
Rank in Sector: 20/104

Overall score: 56 - Robust
Rank in Sector: 6/72

55



BELONGING ATTRACT

Increase representation of women
and other underrepresented

Create a Culture where all team
members feel comfortable that

they can bring their full selves minorities

to work

40% female representation in S

Director and above positions by Diversity&Inclusion@BIC Improve external visibility,

2027 Be You'! demonstration and celebration of
BIC’s commitment to DEI

PROMOTE INFLUENCE



29%

of women in

Director and
above positions

(+3 points)

2021 PROGRESS UPDATE

Diversity&Inclusion@BIC

Be You(./

920%

of Team Members
are proud to work
at BIC

44%

of all open

Director and
above positions
this year were
filled by females




2021 AND YTD
2022 FINANCIAL
FIGURES




2021 KEY FINANCIAL FIGURES

NET SALES ADJUSTED EBIT ADJUSTED EBIT

MARGIN

+15.9%

] 831.9 M€

Constant
Currencies

279.8 M€ 15.3%

+12.2%
Change ona
comparative
basis

ADJUSTED * NET CASH
£PS FREE CASH FLOW POSITION

4.29€ 205.7 M€

400 M€

59



2021 KEY NON-FINANCIAL FIGURES.

% of non-virgin petroleum Plastics

% Recyclable, Reusable or Compostable Plastics in BIC® Products

in consumer packaging

59.6%

4.3% 4.0%
42.[% 3.0%
Greenhouse gas
emissions”
1.07 1.03
0.91
2020 2021 2019 2020 2021

*: (% of volumes purchased)
**: normalized to production
(tCO2/tons - Scopes 1 & 2)

2019 2020 2021 60




2021 PERFORMANCE BY DIVISION

BLADE EXCELLENCE

Net Sales : 401.2 M€

HUMAN EXPRESSION FLAME FOR LIFE

et Sales: 6¢
.39

8 M€

36 ‘ djusted \
\EBIT marg

-

E'—, gin: 5.4% .

-

rgin: 37.6%

mmmm Organic growth

. 12.0% 459 .
L ——

20.1% 15.9% .

1.3% . - -

" Q121 Q221 Q321 Q421

e Adjusted EBIT margin

41.7% 40.2% 19.4% 17.7%
37.3% ° . 12.7%/
— \31.0/o NB%
54.2%
36.9% 11.6%
H = = MW -
T T T T - T T T
21%  2.0% ]
Q121 Q221 Q321 Q421 -7.3%
Q121 Q221 Q321 Q421

mmmm Organic growth

e Adjusted EBIT margin

= Organic growth

*: change at constant currency

e Adjusted EBIT margin
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17.0%

2019

14.1%

2021 ADJUSTED EBIT MARGIN

15.3%

2020

2021

Increase in raw materials and sea and air freight
costs

Favorable impact from operating leverage from Net
Sales growth

Increase in Brand Support Investments

Higher Operating Expenses and other expenses

Positive contribution of Rocketbook
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FULL YEAR 2021 RESULTS

Net Sales 1,627.9 1,831.9
Gross Profit 782.4 930.8
Adjusted EBIT* 2291 279.8
Non-recurring items (72.3) 172.2
EBIT 156.8 452.0
Income before Tax 155.3 447.8
Net Income Group share 93.7 314.2
EPS (in euros) 2.08 7.02
Adjusted* Net Income Group Share 1594 191.7
Adjusted* EPS (in euros) 3.54 4.29

(*) Adjusted Earnings Before Income and Tax, excluding non-recurring items



2021 NET CASH POSITION

In million euros

Operations
Net Cash
From Operating activities
+280.6 M€
7.2
129.7
80.9
0.4 4.9 400.1
39.2
183.9
December 2020 Operating cash Change in CAPEX Proceeds from  Acquisitions Dividend Share buyback Net cash from Others December 2021

Net Cash flow working capital HQ sales & liquidity Net Cash
Position and others Pimaco* program Position

(*) Headquarters Sales: 127.9 million euros / Pimaco: 4.6 million euros
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9M 2022 KEY FINANCIAL FIGURES

Changsrﬁén(;?ensstant aEBIT Margin Chcizgreeziiaecstual Net Cash Position
(o)
+138% 157A +192% 347OM€
Change on a
Comparative basis
+11.6%

@ O O

°_

*Free Cash Flow: before acquisitions and disposals 65



*at constant currency

9M 2022 CATEGORY SNAPSHOT

HUMAN EXPRESSION FLAME FOR LIFE BLADE EXCELLENCE

663.2 M€ Net Sales
+ 18.4% at CC*

34.3M€ aEBIT
5.2% margin

Robust Back-to-School season in the
Northern Hemisphere
Double digit growth in Brazil and India

652.0 M€ Net Sales
+10.8% at CC*

241.6M<€ aEBIT
37.1% margin

Double-digit growth in key countries,
fueled by distribution gains, and innovation
Continued success of EZ Reach in the US

372.9 M€ Net Sales
d +12.8% at CC*

| 56.6M€ aEBIT
 15.2% margin

Solid performance in added-value products
in key markets with +13% growth
Continued ramp-up of BIC Blade Tech

12.0%
° 6.5% 68% 9:0%

2.6% 3% 0.6%

20.1% 21.4% 21.9%

15 9% 14 2%
6.6%
1.3% 2. 1%

Q121 Q221 Q3 21 Q4 21 Q1 22 Q2 22 Q3 22

mmm Net Sales at CB
= Adjusted EBIT Margin

Net Sales at CC

41.7%
373% . 402% 38.5% 38.0%
34.6%

1.0%

54.2%

-2.1% -2.3% -2.5%
Q121 Q221 Q321 Q421 Q122 Q222 Q322

mm Net Sales at CB Net Sales at CC

= Adjusted EBIT Margin

22.4%
19.4% 17.7% e
(o) . (o]
12.7% 10.0%
6.8%
14.7%
11.6% 12.2% 12.3%~

10.0%
4.5%
° 1.1% I I I

-7.3%
Q121 Q221 Q321 Q421 Q122 Q222 Q322

mmm Net Sales at CB
— Adjusted EBIT Margin

Net Sales at CC




9M 2022 NET SALES EVOLUTION

In million euros +1.1 pts +0.7 pts

124.4 13.8 13.9

+22.4% as reported

9M 2021 Net Sales Change on a comparative FX impact Perimeter impact Argentina 9M 2022 Net Sales 67
as reported basis as reported



9M 2022 - KEY COMPONENTS OF CHANGE IN ADJUSTED EBIT

(including the impact of Net Sales Operating leverage)

4.2%
|
0.1% 5 —
0 1.6%

2.8% 0.9%
Of which: 770
Price: +1.7 pts
Raw Materials: -3.2 pts
Air & Sea Freight: -1.5 pts
Absorption: +2.1 pts
FX:-1.1 pts

9M 2021 Adjusted Change in GP Operating leverage Increase in Brand Increase in Increase in OPEX and Inkbox 9M 2022 Adjusted
EBIT (excluding Inkbox)  from Net Sales growth  Support (excluding Transportation & Other Expenses EBIT
(excluding Inkbox) Inkbox) Distribution (excluding  (excluding Inkbox)

Inkbox)
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Raw Materials

Sea & Air Freight Import

Costs

Electricity Costs

*:excluding FX impact

INPUT COST INFLATION*

Impact on Gross Profit in 9M 2022

FY 21/ FY 20 Q122/Q121 Q222/Q221 Q322/Q321 9M 22 /9M 21

-8 M€ -6 M€ - 18 M€ - 21 M€ -45 M€

- 14 M€ -7 M€ -11 M€ -5 M€ - 23 M€

-6 M€ -5 M€ -11 M€

> Approximately 110 million euros impact on adjusted EBIT for the Full Year

69



9M 2022

FROM ADJUSTED EBIT TO NET INCOME

Adjusted EBIT*

Non- recurring items™**
EBIT

Finance revenues/costs
Income before Tax

Net Income Group share

EPS (in euros)

Adjusted EPS (in euros)

65.6
1.3
64.3
0.7
65.0
46.8
1.06
1.14

268.5

*See glossary

9M 2022 non-recurring items included:

- (3.6) million euros of acquisition costs
related to Inkbox, Tattly and AMI as well
as Djeep price adjustment and
Rocketbook earnout

- and (3.0) million euros related to Ukraine
operations impairment

44,130,016 average outstanding
shares (net of treasury shares)
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WORKING CAPITAL

In million euros 644.3
o e RECEIVABLES IN DAYS*
. o
L - o
4954 66 —
| 4883 : 72 73
93.5
Sep-21 Dec-21 Sep-22
Of which 38 million euros
related to input cost inflation INVENTO RI ES IN DAYS**
Operating activities: -88.1 M€
199 200
- I I
) Sep-21 Dec-21 Sep-22
sept-21 Dec-21 Net Inventory Trade & other Trade & other Other Investing FX & others sept-22
Receivables Payables receivablesand  Activites
payables

*In days in sales / **In days of Costs of Goods

71



9M 2022 NET CASH POSITION

In million euros

1.1
73.3
400.1 94.7
4.9 347.0
Net Cash _
From Operating 41.8
activities +208.1M€
December 2021  Operating cash  Change in working CAPEX Proceeds from Acquisitions Dividend Share buyback net Others (mainly FX) September 2022
Net Cash Position flow capital and others Pimaco from Liquidity Net Cash Position
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2022 OUTLOOK

Full Year 2022 Net Sales are
expected to grow between
+11% and +13% at constant
currencies, including 1 to 2
points growth from

acquisitions. Q4 Net Sales
growth will be driven by both
volumes and prices.

Input cost inflation is
expected to have an
impact of approximately
110 million euros. We
expect to grow FY 2022
adjusted EBIT in absolute
terms. We maintain our
target of over 200 million
euros in Free Cash Flow.
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BOARD OF DIRECTORS

O K
Nikos Koumettis Gonzalve Bich
Non-Executive Chairman Chief Executive Officer

Elizabeth Vincent Marie-Aimée Timothée Bich Maélys Castella
Bastoni Bedhome Bich-Dufour
= =)
>
Marie -Pauline Candace Jake Schwartz Edouard Bich
Chandon-Moét Matthews (MBD)

Independent Directors



EXECUTIVE COMMITTEE

Gonzalve Bich
Chief Executive Officer

Thomas Brette Francois Clément- Gary Horsfield, Sara LaPorta,
Group Partnerships & Grandcourt Group Supply Chain Chief Strategy &
New Business Officer General Manager Officer Business Development

Flame For Life Officer

Elizabeth Maul, Chc‘: h: rlzs Mf)rgan., Chad Spooner, Chester Twigg,
Group Insights, ief Administrative Group Finance Officer Group Commercial
Innovation & Officer Officer

Sustainability Officer

Mallory Martino,
Chief Human
Resources Officer

Esther Wick
Group General
Counsel
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GROUP QUARTERLY FIGURES

In million euros Q120 Q220 Q320 Q420 Q121 Q221 Q321 Q421 Ql22 Q222 Q322
Net Sales 3570 4189 4419 4101 411.0 505.7 4784 43638 515.7 611.4 580.1
YoY actual changes (14.1)% (23.1)% (9.4)%  (18.2)% +15.1%  +20.7% +8.2% +6.5% +255%  +20.9%  +21.3%
ng’;sihanges on a constant currencies (12.9)%  (21.3)%  (2.6)%  (9.4)% +256%  +268%  +8.5%  +4.1% +204%  +11.6%  +10.5%
YoY changes on a comparative basis* (13.8)% (21.5)% (3.5)% (10.7)% +20.9% +23.9% +5.0% +0.5% +18.8% +9.6% +7.6%
EBIT 23.0 1.0 1083 245 227.3 105.2 82.5 36.9 97.9 99.8 64.3
Adjusted EBIT * 25.3 67.5 83.3 52.9 60.5 105.6 82.5 31.2 101.9 101.1 65.6
EBIT margin 6.4% 0.2% 24.5%  6.0% 55.3%  20.8%  17.2% 8.5% 19.0%  163%  11.1%
Adjusted EBIT margin* 7.1% 16.1%  18.9%  12.9% 14.7%  20.9%  17.2% 7.1% 19.8%  165%  11.3%
Net Income Group Share 25.0 (3.0) 68.0 3.6 161.6 68.6 57.3 26.7 67.6 71.8 46.8
EPS Group Share 0.56 (0.07) 1.51 0.08 3.59 1.53 1.28 0.60 1.53 1.62 1.06

(*) See glossary 78



GROUP QUARTERLY FIGURES BY GEOGRAPHY

In million euros

Europe

Net Sales

YoY actual changes

YoY changes on a comparative basis*

North America

Net Sales

YoY actual changes

YoY changes on a comparative basis*

Latin America

Net Sales

YoY actual changes

YoY changes on a comparative basis™

Middle East and Africa

Net Sales

YoY actual changes

YoY changes on a comparative basis*

Asia & Oceania (including India)
Net Sales

YoY actual changes

YoY changes on a comparative basis*

(*) See glossary

Q120

119.1
(3.0)%
(3.0)%

140.4
(13.2)%
(15.6)%

54.6
(30.8)%
(26.4)%

201
(9.8)%
(13.5)%

22.8
(23.1)%
(19.5)%

Q220

138.6
(17.4)%
(16.6)%

202.8
(10.8)%
(12.3)%

394
(54.6)%
(46.1)%

18.9
(23.9)%
(22.8)%

19.1
(49.2)%
(45.6)%

Q320

147.2
+2.6%
+3.1%

196.3
(0.3)%
+4.6%

56.9
(35.2)%
(17.5)%

19.5
(26.2)%
(23.3)%

219
(34.2)%
(29.0)%

Q4 20

112.3
(9.9)%
(9.3)%

163.6
(8.2)%
(1.4)%

791
(29.4)%
(11.4)%

28.7
(35.9)%
(30.2)%

26.3
(36.5)%
(32.2)%

FY 20

517.3
(7.5)%
(6.9)%

703.1
(8.0)%
(6.1)%

230.1
(37.1)%
(24.4)%

87.2
(26.3)%
(24.0)%

90.2
(36.5)%
(32.3)%

Q121

125.2
+5.2%
+4.9%

184.1
+31.1%
+33.4%

58.2
+6.6%
+34.0%

220
+9.7%
+18.7%

215
(5.8)%
+0.8%

Q221

166.8
+20.3%
+19.3%

222.3
+9.6%
+15.0%

67.7
+71.6%
+81.7%

291
+54.1%
+57.9%

19.8
+3.4%
+9.1%

Q321

155.4
+5.6%
+4.3%

194.7
(0.8)%
(5.5)%

72.6
+27.5%
+23.0%

314
+60.4%
+57.4%

24.3
+10.7%
+14.4%

Q421

123.1
+9.6%
+8.6%

177.9
+8.7%
(3.9)%

77.4
(2.2)%
(5.5)%

29.2
+1.7%
(1.6)%

29.2

+11.0%
+11.8%

FY 21

570.6
+10.3%
+9.4%

779.0
+10.8%
+8.6%

275.9
+19.9%
+26.0%

111.7
+28.0%
+29.2%

94.8
+5.1%
+9.1%

Q1 22

146.5
+17.0%
+18.9%

233.5
+26.8%
+16.5%

84.3
+44.7%
+31.0%

284
+29.1%
+23.2%

231
+7.6%
+4.9%

Q222

190.4
+14.2%
+13.3%

265.5
+19.4%
+3.2%

95.5
+41.1%
+18.2%

28.7
(1.5)%
(8.0)%

31.3
+58.2%
+48.9%

Q3 22

173.6
+11.7%
+10.5%

236.9
+21.7%
+1.0%

108.5
+49.4%
+24.9%

32.0
+1.9%
-4.5%

29.1
+20.1%
+11.9%
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HUMAN EXPRESSION

In million euros Q120 Q220 Q320 Q4 20 Q121 Q221 Q321 Q421
Net Sales 126.9 166.9 161.3 120.5 131.1 202.2 197.5 153.1
YoY actual changes (14.4)% (33.9)% (21.1)% (28.8)% +3.3% +21.2% +22.4% +27.0%
oY changesonaconstantcurrencies | (1290  (33.4)%  (17.4)%  (21.1% F112%  +251%  +22.8%  +24.5%
YoY changes on a comparative basis* (14.8)% (33.2)% (17.8)% (21.8)% +1.3% +20.1% +15.9% +14.2%
EBIT 0.8 (35.7) 18.4 (14.6) 5.2 23.9 12.7 (0.9)
Adjusted EBIT 0.8 18.2 14.8 (0.5) 3.4 24.2 12.7 (3.5)
FBIT Margin 0.6% (21.4)% 11.4% (12.1)% 4.0% 11.8% 6.5% (0.6)%
Adjusted EBIT Margin 0.7% 10.9% 9.2% (0.4)% 2.6% 12.0% 6.5% (2.3)%

Q122 Q222 Q322
168.3 269.7 225.2
+28.4%  +33.4% = +14.1%
+25.4%  +25.4% +6.6%
+21.4%  +21.9% +2.1%
10.2 23.3 (2.6)
114 24.1 (1.2)
6.1% 8.6% (1.1)%
6.8% 9.0% (0.6)%

(*) See glossary
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FLAME FOR LIFE

In million euros Q120 Q220 Q320 Q4 20
Net Sales 121.0 147.3 1711 178.7
YoY actual changes (19.2)% (13.3)% +5.7% (9.5)%
Zg;sihanges on a constant currency (18.6)% (11.2)% +14.8% (0.6)%
YoY changes on a comparative basis* (18.7)% (11.2)% +13.1% (3.00%
EBIT 34.5 49.5 80.6 61.8

Adjusted EBIT 34.7 52.5 65.6 63.2

EBIT Margin 28.5% 33.6% 47.1% 34.6%
Adjusted EBIT Margin 28.7% 35.7% 38.4% 35.4%

(*) See glossary

(9.0)%

(3.5)%

(4.7)%

Q121 Q221 Q321 Q421
174.5 192.9 170.7 180.4
+44.2% +31.0% (0.2)% +0.9%
+57.8% +39.4% +0.1% (1.6)%
+54.2% +36.9% (2.1)% (2.3)%
63.4 80.5 68.6 56.1
65.1 80.5 68.6 56.0
36.3% 41.7% 40.2% 31.1%
37.3% 41.7% 40.2% 31.0%

Q122 Q222 Q322
226.4 209.7 216.0
+29.7% +8.7% +26.5%
+22.9% (1.4)% +12.4%
+22.4% (2.5)% +11.0%
86.6 79.3 74.8
87.1 79.8 74.8
38.2% 37.8% 34.6%
38.5% 38.0% 34.6%
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BLADE EXCELLENCE

n million euros Q120 Q220 Q320 Q4 20
Net Sales 102.0 98.6 102.9 100.6
YoY actual changes (6.4)% (14.6)% (10.4)% (18.5)%
YoY change on a constant currency basis* (5.0)% (11.0)% (0.8)% (7.8)%
YoY change on a comparable basis* (5.9)% (11.5)% (1.2)% (8.4)%
EBIT 7.5 9.8 25.6 7.7
Adjusted EBIT 7.7 14.3 17.5 10.7
FBIT Margin 7.4% 10.0% 24.8% 7.7%
Adjusted EBIT Margin 7.5% 14.5% 17.0% 10.6%

(12.7)%

(6.2)%

(6.8)%

Q121 Q221 Q321 Q421
96.4 104.0 104.6 96.2
(5.5)% +5.4% +1.6% (4.4)%
+5.0% +11.9% +1.9% (6.6)%
+4.5% +11.6% +1.1% (7.3)%
12.2 201 18.5 54
12.2 20.2 18.5 6.5
12.7% 19.3% 17.7% 5.6%
12.7% 19.4% 17.7% 6.8%

Q122 Q222 Q322
113.5 126.8 132.6
+17.7% +22.0% +26.8%
+12.5% +11.1% +14.7%
+12.2% +10.0% +12.3%
232 17.9 13.3
254 17.9 13.3
20.4% 14.1% 10.0%
22.4% 14.1% 10.0%
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OTHER PRODUCTS

In million euros

Q4 20

Q221

Q3 22

Net Sales

YoY actual changes

YoY changes on a constant currency
|basis*

YoY changes on a comparative basis*

10.3

(6.3)%

(5.6)%

(5.4)%

6.6

+8.7%

+7.9%

+7.9%

6.3

+11.5%

+11.6%

+11.6%

EBIT

djusted EBIT

0.1

0.6

(2.8)

(2.8)

(*) See glossary
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UNALLOCATED COSTS

In million euros Q120 Q220 Q320 Q4 20 Q121 Q221 Q321 Q421 Q122 Q2 22 Q3 22
EBIT (18.8) (20.1) (14.5) (30.5) 146.8 (16.5) (16.3) (22.4) (20.3) (18.8) (21.1)
Adjusted EBIT (17.0) (17.2) (13.2) (21.0) (20.0) (16.5) (16.3) (26.2) (20.3) (18.8) (21.1)

(*) See glossary 84



CAPITAL AND VOTING RIGHTS

As of 30 September 2022, the total number of issued shares of SOCIETE BIC
is 44,677,929 shares, representing:

* 65,713,727 voting rights
* 64,762,104 voting rights excluding shares without voting rights

Total number of treasury shares held at the end of September 2022: 951,623.
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GLOSSARY

Constant currency basis: constant currency figures are calculated by translating the current year figures at prior year monthly average exchange
rates.

Organic change or Comparative basis: at constant currencies and constant perimeter. Figures at constant perimeter exclude the impact of
acquisitions and/or disposals that occurred during the current year and/or during the previous year, until their anniversary date. All Net Sales
category comments are made on a comparative basis. Organic change excludes Argentina Net Sales for both 2022 and 2021.

On a 12-month rolling basis at constant currency: last 12-month Net Sales variance vs. last year last 12-month at constant currency
EBITDA: EBIT before Depreciation, Amortization (excluding amortization of right of use under IFRS 16 standard) and impairment.
Adjusted EBIT: adjusted means excluding normalized items.

Adjusted EBIT margin: adjusted EBIT as a percentage of Net Sales.

Net Cash from operating activities: Cash generated from principal activities of the entity and other activities that are not investing or financing
activities.

Free Cash Flow: Net cash flow from operating activities less capital expenditures (CAPEX). Free cash flow does not include acquisitions and
proceeds from the sale of businesses.

Net cash position: Cash and cash equivalents + Other current financial assets - Current borrowings - Non-current borrowings (except financial
liabilities following IFRS 16 implementation)
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DISCLAIMER

This document contains forward-looking statements. Although BIC believes its estimates
are based on reasonable assumptions, these statements are subject to numerous risks
and uncertainties.

A description of the risks borne by BIC appears in section Risks Management
of BIC’s 2021 Universal Registration Document filed with the French financial markets authority
(“AMF”) on March 25, 2022.
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CONTACTS

Sophie Palliez-Capian

VP, Corporate Stakeholder Engagement
+33 145 19 55 28

+ 33 87 89 3351

Albane de La Tour d’Artaise

Senior Manager, Institutional Press
Relations

+3314519 5151

+ 33785881948

Maria Escobar-Granet
ESG Manager
+ 331451948 32
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BIC website - Investor Relations

2021 Integrated Report

2021 Universal Registration Document

USEFUL LINKS

2021 Facsheet
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https://us.bic.com/en_us/investors
https://res.cloudinary.com/bic-digital/image/upload/v1652103832/RI_2021_BIC_EN_f28933673d.pdf
https://res.cloudinary.com/bic-digital/image/upload/v1651677442/BIC_2021_URD_EN_MEL_22_04_25_1532f1a61b.pdf
https://res.cloudinary.com/bic-digital/image/upload/v1649076226/FACTSHEET_2021_FINAL_5d949a118e.pdf
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