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DUFRY
AT A GLANCE
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HIGHLIGHTS
2020

CONCESSION
PORTFOLIO
FURTHER
EXPANDED

Dufry has successfully strengthened its
concession portfolio with important new
contracts such as the twelve-year concession
at Sabiha Gokgen International Airport

in Turkey and the seven-year extension at

St. Petersburg Pulkovo Airport in Russia.

CHF 1,993

CO-OPERATION
WITH ALIBABA TO
DEVELOP TRAVEL
RETAIL IN CHINA
AND DIGITALIZATION

Dufry and Alibaba have agreed to set up a
joint-venture to partner in the development of
travel retail in mainland China and enhance
Dufry’s digital transformation.

CHF 1,906
MILLION
LIQUIDITY
POSITION

As of December 31, 2020, Dufry
had a reassuring liquidity position
of CHF 1,905.7 million.

M I LLIO N XE'}AE,RNATIVE

SUCCESSFULLY
SECURED IN 2020

CHANNELS

Dufry opened its new concept
store ANECDOTE at THE CIRCLE

at Zurich airport, offering a wide

The company'’s financial position has been substantially brand selection at attractive
improved through a series of financial initiatives including prices to travelers and customers
a share placement, convertible bond issuances, access of the Greater Zurich Area.

to additional bank loans and a rights issue.




FULL REINTEGRATION
OF HUDSON

In the context of the Group reorganization aimed at
simplifying its corporate structure, adapting the company
to the new business environment and increasing efficiency,
Dufry has fully reintegrated its Hudson subsidiary.

CHF 1,312
MILLION  swaror

EVOLVED
OF TOTAL SAVINGS AND

REACHED
ENGAGEMENT
cavings through s cost cutting mitatives a al levels INCREASED

aiming at protecting the resilience of the company.

Dufry has evolved its ESG
strategy by defining four
key focus areas fully aligned

with the company business
S HAR E H o L D E R model. Implementation of ESG

engagement is being driven
ST R U CT U R E by a dedicated ESG Committee

and supervised at the Board

STR E N GTH E N E D of Directors level.
WITH IMPORTANT
PARTICIPATIONS

Dufry has successfully strengthened its shareholder
structure with new important participations such as
Advent International and Alibaba Group, as well as with
the ongoing support of long-standing shareholders
such as GIC Asset Management, Fidelity, FMR LLC, Qatar
Investment Authority, Richemont, Norges Bank as well
as Travel Retail Investments.
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MESSAGE FROM
THE CHAIRMAN
OF THE BOARD
OF DIRECTORS
DEAR SHARE-
HOLDERS

The year 2020 was the most challenging year in the
history of our company and the whole travel retail and
tourism industry. After a promising start with positive
performance in the first weeks of the year, our full
attention turned to the persistent spread of the
COVID-19 pandemic and its impact on the industry
and our business. The Board of Directors worked
closely with the Group Executive Committee to define
and implement measures to protect the business and
strengthen the company's resilience. Firstly, we created
a dedicated subcommittee at the Global Executive
Committee level focused on implementing measures to
protect the health and safety of employees and cus-
tomers through the Dufry Health & Safety Protocol.
Secondly, we immediately applied comprehensive cost
cutting initiatives at all levels and launched a series of
financing transactions to strengthen the financial
position of the company. Adapting the structure of our
organization to the new business reality was the next
important step, for which we made difficult and tough
decisions. The new organization structure allowed us
to simplify and shorten the decision-making process
and react faster to market conditions. This included
fully reintegrating our North American business, with
the delisting of our Hudson subsidiary completed in
the fourth quarter 2020.

Whilst implementing all necessary changes to protect
the current business, we seized several opportunities
to further develop the company, signing important
partnerships, and increasing our retail footprint in dif-
ferent regions across the world. These actions created
new revenue streams and growth perspectives for the
future. In particular, I would like to highlight the joint-
venture agreement signed with Alibaba Group to de-
velop travel retail in China and accelerate Dufry’s digi-

! For a glossary of financial terms and key performance indicators
please see page 239 of this Annual Report.

talization worldwide. The related collaboration with
Hainan Development Holding includes the opening of
the Global Duty Free Plaza shop at the Mova Mall in
Haikou. Equally important are, among others, the new
concession won in Turkey at the Sabiha Gokgen air-
port and the contract extension in Russia at the
Pulkovo airport in St. Petersburg.

From a results perspective, the pandemic and related
travel restrictions heavily impacted our performance,
with turnover decreasing by 71.1% to CHF 2,561.1 mil-
lion, and organic growth coming in at - 69.8 %. Adjusted
net profit reached CHF -1,658.4 million, resulting in an
Adjusted EPS of CHF -28.4% In this context, implement-
ing cost-cutting initiatives at all levels of the organiza-
tion generated costs savings of CHF 1,312.1 million and
played a key role in the company'’s resilience.

In 2020, our focus on protecting liquidity impacted our
dividend payment for the year. Originally, we had
planned to propose a dividend payment of CHF 4.00
per share, as published in the annual report 2019. How-
ever, the Board of Directors finally proposed to the
2020 General Meeting of Shareholders not to pay any
dividend in 2020, in order to protect liquidity amid the
limited visibility on the evolution of the crisis. This pro-
posal was accepted by 99.6 % of the votes represented
at the General Meeting of Shareholders, thus contrib-
uting over CHF 190 million in savings.

With respect to the 2021 General Meeting of Share-
holders, the Board of Directors has already resolved
on two proposals to be submitted to our shareholders.
Firstly, we will propose to keep the dividend payment
for the business year 2020 suspended, thus continuing
to focus on protecting our liquidity. Secondly, we will
propose the election of Deloitte as new Auditors for
the financial year 2021. In this context, I would like to
thank Ernst & Young for their longstanding collabora-
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tion and the services they have provided to us over the

past seventeen years.

Strong support
by long-term and
new shareholders.

As of the second quarter 2020, we have also been
implementing several initiatives to strengthen the
financial position of the company, allowing Dufry
to endure the pandemic, even if the recovery
takes longer than expected. Following the ap-
proval of our shareholders with a large majority
of 99.57%, in April and May, we executed a capi-
talincrease through the placement of 5.5 million
shares and by issuing a convertible bond which
generated CHF 151 million and CHF 350 million
respectively. In addition, we also agreed with our
bank consortium on a new twelve-months com-
mitted credit facility of CHF 390 million, with
two six-month extensions. Despite the chal-
lenging environment, these transactions - un-
derpinned by the remarkable support of our
lending banks, as well as existing and new share-
holders - allowed us to strengthen our balance
sheet and to create a solid liquidity position to
mitigate the revenue impact of the Covid-19
pandemic.

In October and as approved at the Extraordi-
nary General Meeting, we executed a second
rights offering to acquire the remaining out-
standing shares of our North American sub-
sidiary Hudson, which as part of the overall
streamlining of our company structure was
fully reintegrated into our organization. In
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470,000 m

Dufry operates close to
470,000 m? of retail space.

this transaction, we generated gross proceeds of
CHF 820 million and an additional CHF 70 million
through the launch of a mandatory convertible bond
thus exceeding expectations. Here we experienced
once again the strong support of our existing share-
holders and succeeded in winning new and important
long-term investors such as Advent International and
Alibaba Group.

The combined financial initiatives in the second and
third quarters generated total proceeds of CHF 1,992.9
million allowing us to strengthen our balance sheet, to
delist Hudson and to establish a solid liquidity position,
which at year end stood at CHF 1,905.7 million. In this
context, I thank our existing and new shareholders, as
well as our bondholders and lending banks for the ex-
traordinary support we have received in this most
challenging phase of our long-standing collaboration.
Our long-term shareholders, Advent International,
Alibaba Group, GIC Asset Management, Fidelity, FMR
LLC, Qatar Investment Authority, Richemont, Norges
Bank, as well as Travel Retail Investments held partici-
pations above 3% and represented 48.7 % of our share
capital.

Our market capitalization stood at CHF 4,461 million
as per December 31, 2020 after it had strongly re-
bounded throughout the year from the initial pan-
demic impact in the Spring, With this recovery our
market capitalization and enterprise value have almost
closed the gap to pre-Covid levels. This is a remark-
able evolution, particularly if compared to peers in the
travel and tourism industry, and underlines the trust
of investors and the market in the resilience of our
company. The average daily trading volume on all plat-
forms was CHF 64.0 million, thus confirming the good
liquidity of our shares. The SIX Swiss Exchange remains
our most important trading platform, where the aver-
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age daily volume of Dufry shares reached CHF 38.8 mil-
lion in 2020. Dufry’s trading volumes are mainly con-
centrated at the SIX 61% and BATS Chi-X OTC 39%
platforms. As is our tradition, we have maintained a
continuous dialogue with our shareholders and the
financial community through about 1,620 roadshow or
conference meetings, calls and emails - unfortunately,
mostly virtually - in 2020, but we are looking forward
to engaging again in person as soon as possible.

During the year under review, we welcomed two new
members to the Board of Directors team. Mrs. Mary J.
Steele Guilfoile was elected by our shareholders at the
2020 AGM, succeeding Andrés Holzer Neumann and
contributing with her wealth of experience in the travel
industry, logistics services and marketing and finance
sectors. In the name of the Board of Directors, I would
like to thank Andrés Holzer for his long-standing sup-
port as a Dufry Board member. We wish him all the
best for the future and thank him for remaining an im-
portant shareholder in our Group. We equally welcome
to our Board of Directors Mr. Ranjan Sen, who was
elected by our shareholders at the EGM in October
2020. His experience in international finance and the
Asian markets will provide an additional and valuable
contribution to our company. At the same EGM, our
shareholders had previously approved the increase of
the maximum size of the Board of Directors from nine
to eleven members.

Evolution of Dufry’s
ESG program.

Our environmental, social and governance (ESG) en-
gagement has continued to be a focus in 2020 and we
made considerable progress with several important
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achievements. Above all, we have revised Dufry’'s ESG
Strategy by defining four key focus areas, which re-
flect our business model, build on our stakeholder
eco-system, and clearly define where we can make
positive contributions to maintain a high standard of
environmental stewardship. Our ESG strategy, which
is an integral element of our company strategy and
governance structure, is described in detail on pages
70-78 of this report.

In 2020, we have also set the base upon which to mea-
sure our greenhouse gas (GHG) emissions, by install-
ing the necessary processes and starting to collect
the respective energy consumption data, to determine
our carbon footprint and identify improvement oppor-
tunities going forward. Furthermore, we have success-
fully completed the re-certification process of the
Equal Salary Certification in Switzerland, which we
first achieved in 2019, and which includes all functions
and operations based in Switzerland.

With respect to our ESG reporting, we have enhanced
the reporting structure by mapping the KPI's not only
according to the Global Reporting Initiative (GRI)
standards, but also in line with the UN Sustainable
Development Goals (UN SDGs) and by also adding the
progress report of the UN Global Compact, of which
we became a signatory member in early 2020. A com-
plete overview of our achievements and ESG goals is
available in our ESG Report on pages 80-108.

Ongoing community
engagement.

It is in difficult times such as these, that support for
disadvantaged children and families is most needed.
Our engagement programs around the world contin-
ued to support and assist communities in markets in
which we operate. It is now the 11* year that we have
supported the funding of SOS Children's Villages ini-
tiatives in Brazil, Mexico and Kenya. In 2020, we were
also involved in community projects in many other
parts of the world such as Haiti, Greece, Korea, Turkey,
the United Kingdom, Switzerland, the United States,
Canada and Spain.

When writing my letter to you for last year's report,
we could not have imagined the considerable changes
we would experience with respect to our lives, working
environment and the overall business performance.
Today, one year later, we have learned many important
lessons on how to best handle and cope with the cri-
sis and, despite the still limited visibility, we can be

cautiously optimistic that in 2021 we will see tangible
improvements with respect to the overall health situ-
ation and the economic recovery. Rest assured that
we remain vigilant regarding any developments to pro-
vide even safer working and shopping environments
for our employees and customers. From a company
perspective, we are well prepared and ready to accel-
erate growth as soon as travel restrictions are lifted.

This year, a very special “Thank You" is due to all our
employees and management teams, as the work, ded-
ication and support given to the company has been im-
mense and exceptional in so many ways. We also want
to pay our respects to all the colleagues we have sadly
lost and to their families, all of whom are very much in
our thoughts. And we wish our colleagues who have
suffered from the virus a swift and full recovery.

Throughout this challenging year, we also experienced
extraordinary support from our landlords and suppli-
ers, who engaged in close collaboration and allowed us
to find mutually viable solutions and for which we owe
them a debt of gratitude.

We are equally grateful for the ongoing trust received
from our various business partners and sharehold-
ers, thereby invigorating our long-standing relation-
ships and allowing us to continuously foster our com-

mon vision to further develop Dufry as a WorldClass.
WorldWide company.

Sincerely,

e

Juan Carlos Torres Carretero
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STATEMENT
OF THE CHIEF
EXECUTIVE
OFFICER
DEAR ALL

While Dufry has evidently been impacted by the
Covid-19 pandemic as have many other companies in
the travel and tourism industry, I have seen a deep
emotional engagement and a strong determination by
all our employees to overcome this challenging situa-
tion. From the Board of Directors, to our management
teams and throughout all levels of our organization,
we have worked in close alignment to find, plan and
implement the right solutions to mitigate the impact
of this crisis and lay the foundations upon which we
will emerge as a stronger company. This positive atti-
tude and dedication has allowed us to adapt the com-
pany to the new market environment very quickly and
to prepare our organization for the recovery and
beyond. In parallel, we have succeeded in putting the
company on solid financial ground and seized oppor-
tunities, which provide remarkable growth potential
and contribute to the future development of Dufry.

As a result of the considerable travel restrictions
and the consequent drop in passenger numbers our
turnover reached CHF 2,561.1 million in 2020 versus
CHF 8,848.6 million in 2019, equal to a decrease of
71.1%, while organic growth came in at - 69.8 %. On the
positive side however, Dufry reported a reassuring
liquidity position of CHF 1,905.7 million at year-end
2020

Strong company values supporting transformation

Dufry's values, which have characterized the develop-
ment of the company in the past, have again proven
to be of great support and key success factors. Our
management teams and employees have built on their
strengths of determination, execution, delivery and re-
silience to drive the restructuring and successfully im-
plement the new organization, which became effective

! For a glossary of financial terms and key performance indicators
please see page 239 of this Annual Report.
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on September 1, 2020. The total cost savings imple-
mented through the reorganization of the company
amounted to CHF 1,312.1 million in the full-year 2020,
including reductions in concession fees, personnel ex-
penses and general expenses. Through the new orga-
nization, cost cuttings and the increased efficiency,
Dufry is well prepared for the recovery phase and
emerging as a powerful player within the travel retail
industry.

Company successfully
adapted to the
new environment.

In this context, I want to express our gratitude to all
our employees, who have contributed to Dufry’s growth
in the past, and I hope that the colleagues who have
had to leave the company can soon seize new, reward-
ing opportunities and continue their careers success-
fully.

Important investors supporting financial position
and liquidity levels

In the second and the fourth quarters, we succeeded
in closing significant financial transactions aimed at
strengthening Dufry’s financial position and securing
enough liquidity to allow the company to endure a pro-
longed period of disruption, even if the pandemic and
travel industry recovery takes longer than expected.
Through the capital increase in October, as well as the
issuance of the convertible bonds and the share place-
ment in the second quarter, the company generated
total gross proceeds of CHF 1992.9 million. Existing
and new shareholders as well as bondholders have
confirmed with their participations their trust and
confidence in Dufry and have provided remarkable
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2,500 |

Dufry is areal global player
operating over 2,300 shops
throughout all six continents.

support for the positive perception of our company’s
resilience.

Promising new partnerships

The joint-venture established with Alibaba Group to
jointly seek opportunities to drive travel retail in
China, as well as to accelerate Dufry’s digital trans-
formation on a global scale, provides a considerable
growth potential in Asia and with Chinese customers
worldwide. The partnership combines Alibaba’s eco-
system of 800 million consumers and their digital ex-
perience with our extensive travel retail expertise.

Relevant new
partnerships.

As a first result of this joint-venture, in early January
2021 we signed an important agreement with Hainan
Development Holdings to develop the Mova Mall duty-
free operation in Haikou. Dufry will support the
newly opened Global Duty Free Plaza shop with its
global experience in travel retail including its
proven knowhow in procurement, supply chain,
marketing and shop-design. The new downtown
duty-free shop, spans over 38,920 m? across two
buildings of the Mova Mall, Aquarius and Capri-
corn, and saw the first phase open right on
time for the 2021 Chinese Spring Festival at
the end of January.

Footprint extensions

and ongoing refurbishments

Despite the difficult business environment

in 2020, we have also continued to increase
our diversified footprint with promising new
concessions such as the new twelve year con-
tract won at the Sabiha Gokgen Airport in Turkey,
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operational from November 2020, as well as the seven
year extension of the Pulkovo airport operation in
St. Petersburg, Russia.

Dufry opened in total gross new retail space of 9,600
m? or 2.0% of overall retail space distributed across
39 shops such as Sabiha Gokgen, Istanbul (TUR),
Florianopolis (BRA), Macao (MO), Odessa (UKR), Singa-
pore (SG), Phoenix, Boston (US). This includes the new
ANECDOTE conceptual store at The Circle at Zurich
Airport (CH), which serves both travelers and custom-
ers from the Greater Zurich Area with a selection of
core category products, fashion & accessories and an
appealing convenience assortment.

Ongoing
footprint expansion.

Furthermore, shops in Stansted (UK), Corfu, Mykonos,
Thessaloniki (GR), Antalya (TUR), Belgrade (SRB), Nash-
ville (US), Macao (MO) and Fortaleza (BRA) among
others, have seen refurbishments as a proven method
to sustainably drive sales in existing locations. Total re-
furbishments in 2020 amounted to 12,800 m? or close
to 3% of overall retail space operated by Dufry.

With respect to future growth opportunities, Dufry
had at year-end already signed contracts for an addi-
tional 8,000 m? of retail space to be opened in 2021
and was considering a project pipeline of 31,500 m?

Digital strategy to drive sales further expanded

The deployment of the digital strategy contributes to
attract more customers to the shops, increases sales,
and ideally complements the physical shops and tra-
ditional strong impulse buying behavior of our affluent
and captive audiences. Dufry’s digital strategy builds
on a multichannel approach to increase customer
touch-points and includes four key elements: the New
Generation Store concept, the Red By Dufry customer
loyalty program, the Reserve & Collect online order-
ing platform, and Dufry's proprietary social media
channel, Forum by Dufry.

Within the expansion of the New Generation Store
concept, in 2020 we have further increased the num-
ber of highly digitalized shops to 50 locations, which
complement the existing 13 full-blown New Genera-
tion Stores already in operation. These shops commu-
nicate with customers in different languages and
adapt promotions and marketing campaigns to the
customer profiles and nationalities present at the spe-
cific airports at any given time of the day, The New

14

Generation Stores also include sales tablets, which
help staff better serving our customers with more de-
tailed product and other sales related information.
Sales tablets are currently in operation across 111
shops in 35 countries.

Red By Dufry, our customer loyalty program, is now
accessible to anincreased customer community in 239
locations across 48 countries. In addition, we have
expanded the number of services and benefits for cus-
tomers by engaging with airport and brand partners
around the world. At the end of 2020, Dufry’'s CRM
database included over 5 million customers - a data-
base we intend to expand further in 2021 and beyond.

Our Reserve & Collect service, allowing customers to
order online and pick-up their purchases when depart-
ing or upon arrival, is increasingly used and is now
available in 175 airports in 44 countries worldwide.
Customers using Reserve & Collect tend to generate
higher ticket sales as compared to traditional average
in-shop sales.

Digital strategy
further accelerated.

In 2020, we have also evolved our social media channel
Forum by Dufry, which is now available in 4 languages,
connects all of our digital dots and adds emotion and
experience with content provided by brands, bloggers
and influencers, highlighting the attractiveness of the
travel retail channel.

Valuable marketing intelligence

and customer insights

In previous years, Dufry has considerably extended its
market research and has done even more so in 2020,
as the anticipation of customer behavior and expecta-
tions are key. This year's surveys have provided valu-
able and reassuring insights confirming the resilience
of the business.

Reassuring
customer insights.

With respect to the short-term behavior and the con-
fidence of customers to travel, we have received clear
indications in the fourth quarter that 48 % of custom-
ers already had a flight booked for the next 6 months,
coupled with an increasing confidence that the trip will
happen - this includes increasing confidence among
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business travelers as well. With respect to shopping
habits, we have seen the fundamental trends towards
exclusive items, novelties, gifts and local products re-
inforced, alongside customers’ ongoing interest in
finding great deals through attractive discounts.

Confident outlook for the resilience of our business
With the successful financing measures implemented
in 2020, the support of Dufry’'s existing and important
new shareholders, the finalization of its reorganization
and restructuring and the financial and managerial
flexibility to engage in strategically relevant initiatives
and growth opportunities, Dufry is well positioned to
drive recovery and growth acceleration beyond the
current crisis. Moreover, marketing research, con-
ducted by the company in the second and fourth quar-
ters, confirms the propensity of customers to travel
and their confidence and willingness to shop in duty-
free locations. Combined with the secular passenger
growth, these are reassuring indications for the fun-
damental resilience of the travel retail industry and
the company.

Thank you

First of all, I want to thank our customers, who despite
the challenging travel conditions experienced this year
have continued to visit our shops, appreciating our of-
ferings and generating sales and thus directly support-
ing the company. The trust we have received from over
150 nationalities we serve every day is very encourag-
ing and we will continue to refine our product assort-
ments and services, to ensure that any visit made to
one of our stores is a memorable experience.

More than ever, my immense gratitude for ongoing
motivation and dedication goes to our employees and
management teams for their extraordinary efforts, in
supporting the restructuring, negotiating with our
business partners and securing the financial strength
of the company, which ultimately has created the solid
and resilient base on which we can build going forward.
This impressively demonstrates the strong level of em-
ployee engagement and commitment to Dufry.

On behalf of the whole company, we also want to re-
member the colleagues we have sadly lost and their
families, while wishing any colleagues who suffered
with the virus a swift and full recovery.

I also want to thank our suppliers, landlords and busi-
ness partners for their renewed support and their will-
ingness to find mutually beneficial solutions to jointly
overcome the current crisis in a spirit of true partner-
ship. We have clearly seen that the common success
of all industry players in travel retail is highly depen-

dent on strong collaboration, which I look forward to
fostering even more going forward.

Last, but not least, I thank our Board of Directors and
our shareholders for their ongoing support, trust and
contributions in making Dufry even more WorldClass.

WorldWide.

Best regards,

Julian Diaz Gonzalez

15



K
[ |

i A

P




OUR ORGANIZATIONAL STRUCTURE - GLOBAL EXECUTIVE COMMITTEE

AS OF JANUARY 1, 2021

Group Chief Executive Officer

Julian Diaz Gonzalez

Chief Executive Officer Operations Chief Financial Officer
Eugenio Andrades Yves Gerster
Global Chief Corporate Officer Group General Counsel
Luis Marin Pascal Duclos
Chief Commercial Officer Chief Organization & Transformation Officer
Andrea Belardini Salvatore Arico

Chief Executive Officer North America

Roger Fordyce
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GLOBAL
EXECUTIVE
COMMITTEE
MEMBERS

Yves
Gerster

Eugenio
Andrades




José Antonio
Gea

Until December 31, 2020

Salvatore
Arico
As of January 1, 2021
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DUFRY’S
INVESTMENT
CASE

GLOBAL
MARKET
LEADER

Close to 20 % market share in airport retail and

11% market share in travel retail across all channels
pre-COVID. Increasing market power, even in a
COVID-19 battered market environment.

GLOBALLY
DIVERSIFIED
CONCESSION
PORTFOLIO

Most diversified travel retailer

with operations on all six continents,
covering 64 countries and over

430 locations.

Geographic diversification allows
Dufry to capture global growth trends
of the travel retail industry, which in
most cases help mitigate potential
local events.

Over

430 locations
operated

by Dufry
worldwide

UNIQUE CUSTOMER

STRONG
RELATIONSHIPS
WITH LANDLORDS

ACCESS FOR
GLOBAL BRANDS

AND AIRPORT

Global player, with over 2,300 shops operated in
64 countries on six continents.

AUTHORITIES

Offering global brands a unique market access
and window display.

Dufry is a reliable partner delivering
outstanding results for landlords
through a vast offering of unique shop
concepts and commercial initiatives.




STRONG EQUITY
FREE CASH FLOW
GENERATION

CAPABILITY

6 years of remaining
average concession
lifetime, across a highly The company'’s track record

diversified portfolio. clearly underlines, how the low
capital intensity of the business
allows for strong cash genera-
tion and fast deleveraging under
normal operating conditions.

Strong cash conversion further

CAPTIVE AND e Ll
AFFLUENT CUSTOMER of significant structural savings.
BASE ENHANCED

THROUGH

DIGITALIZATION LONG-TERM
Travel retail and Dufry benefit from a growing CO N C E SSIO N

captive customer base with above average Po RT FO LIO

spending power.

The ongoing digitalization of the business allows Long-term concession portfolio
to considerably increase customer touchpoints further enhanced through new important
and engagement, thus benefitting customer concessions, such as in Turkey and Russia.

conversion and spending.

GLOBAL
G ROWTH “PURE PLAY"
ACCELERATION  crowme
IN ASIA INDUSTRY

Important JV with Alibaba Group
formed to operate travel retail in China.

Company growth driven by both
M& A opportunities and organic
growth fueled by fundamentally
increasing passenger numbers
Further expanding footprint in fastest and net new concessions.
growing market globally, with first

projects already started in Hainan in

Ql 2021.
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OUR

STRATEGY
LONG-TERM
SUSTAINABLE AND

PROFITABLE GROWTH

For a glossary of financial terms and
key performance indicators please see
page 239 of this Annual Report.

Dufry is the leading global player in travel retail and,
despite the short-term and COVID-related operational
challenges, will continue to develop the company fol-
lowing its long-term successful strategy of sustainable
and profitable growth and building on its track-record
of rapid expansion through organic growth and acqui-
sitions. The same is true for travel retail in general,
which is seen as aresilient industry despite the current
turbulence generated by the pandemic. In 2019, under
previous normal market conditions, Dufry had a mar-
ket share of 11% in travel retail overall, and close to
20% in airport travel retail, which accounted for 88 %
of our business.

Fostering retail excellence

to create stakeholder value

Travel retail is the connecting and central element of
three very important industries: retail, travel and lei-
sure locations, as well as consumer goods brands. Link-
ing and aligning the different expectations of our stake-
holders is critical in order to generate value for all. Our
strategy to achieve this goal: we focus on offering the
best services to our customers to create profitable and
sustainable growth for all our stakeholders.

Our clear travel retail focus, where we mostly concen-
trate on locations with captive audiences, creates a
winning formula for all stakeholders of the Dufry eco-
system. For customers, by providing an unrivalled
shopping experience; for suppliers, by showcasing their
brands to a fast-growing group of affluent customers;
for landlords, by fully exploring the commercial poten-
tial of a travel or leisure location; for shareholders, by
creating long-term value through generating cash and
profits and for employees and local communities, by
creating job opportunities and wealth. For an overview
of the Dufry stakeholder eco-system please refer to
page 72.
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For our customers, we create memorable shopping
experiences by constantly improving our shops and
developing best-in-class retail formats, as well as by
implementing innovative cross-channel marketing ini-
tiatives and extending our online services, allowing us
to increase customer engagement. Our sales repre-
sentatives will always receive travelers with a friendly
smile, introducing them to the world of travel retail
and providing them with detailed product information
- increasingly supported by digital technology.

Unique experiences
to exceed customer
expectations.

Besides offering customers great promotions, novel-
ties and the exclusive products they are always look-
ing for, an unparalleled sense of place is, for Dufry, a
key element of an attractive customer shopping expe-
rience. This includes local product offerings, as cus-
tomers also increasingly want to complete their travel
experience by bringing home memories, as well as in-
ternationally recognized brands that are well known
and much liked. Our shops combine the famous assort-
ments of global brands and high-quality products with
a special local touch, which differentiates our shops
worldwide and wherever they may be - at airports, sea-
ports, ships, railway stations and also in downtown or
border locations - and irrespective of whether they are
duty-free or duty-paid. For a selection of our main re-
tail concepts please refer to pages 30 through 39 of
this report.

Demographics play a big role in our business and
changes in customer profiles and preferences can oc-
cur rapidly. For this reason, Dufry sets high priority on
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consumer intelligence, extrapolated from internal op-
erational information, regular customer field surveys
and external research. This permanent tracking of
customer behavior is the base against which to con-
tinuously fine-tune our offering, not only matching,
but exceeding expectations of our clients.

For suppliers we offer access to the largest footprint
in the ever more attractive travel retail channel,
through more than 2,300 of our shops in over 430 lo-
cations in 64 countries, further supported by our
growing digital footprint. Our shops offer suppliers an
unrivalled worldwide opportunity to promote their
brands and products, reaching an affluent consumer
segment and allowing them to purchase their prod-
ucts at our various locations.

In recent years, we have seen an increasing impor-
tance in novelties, exclusive products and limited edi-
tions to attract customers to our shops. Despite some
short-term shift and the growing importance of food
and convenience products related to the faster accel-
eration of domestic travel during the COVID-19 pan-
demic recovery, the long-term interest to find new and
unique products and experiences is maintained. Dufry
works closely with brands to offer customers a unique

GLOBAL PRESENCE

product selection and brand experiences, which make
the channel even more attractive.

Novelties and
exclusive products
confirmed as
important trend.

Landlords get the highest productivity from their re-
tail areas, maximizing their revenues when working
with Dufry. We offer a full range of retail concepts
adapted and customized to any specific location, com-
plemented by the most comprehensive portfolio of
global and local brands. We enable landlords to offer
their travelers attractive commercial spaces, thus in-
creasing revenues from non-aeronautical sources and
further optimizing their overall business performance.

For shareholders, Dufry is the world's leading global
travel retailer, offering an attractive investment op-
portunity to participate in a growing industry and a
company that focuses on profitable growth and strong

A full list of locations is available
on pages 56 and 57.
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cash generation. Despite the current challenging busi-
ness environment, travel retail is a structurally resil-
ient growth industry with a proven track-record. For
further information on our equity story, please refer
to section Investors on page 66.

Business diversification maximizes opportunities
and mitigates risks

Diversification has always been a fundamental element
of our strategy for a number of reasons, which con-
tribute considerably to minimizing risks and providing
consistent growth opportunities. In our understanding,
diversification includes aspects such as geographies,
market sectors, channels as well as, ever increasingly,
also digitalization.

Geographic diversification is the best way to benefit
from the ever-growing number of travelers worldwide,
as we can leverage the captive audiences in our loca-
tions. Our global presence also allows us to evaluate
thoroughly the opportunities of new projects in any
location by capitalizing on the expertise of our local
teams. Their clear understanding of the local market
characteristics forms the foundation for a close col-
laboration with landlords and other local business
partners, to effectively develop new businesses.

Our wide geographic footprint in 64 countries and the
fine-meshed network of locations and shops is also a
unique marketing asset we can offer our brand part-
ners. It allows them to engage directly with a growing
number of customers through a window display in and
access to any given mature or emerging market.
Today, Dufry is not only the global market leader in
travel retail, but also by far the most diversified player
in the industry.

Furthermore, geographic diversification considerably
mitigates risks generated by external impacts in sin-
gle markets or regions. This has been widely proven in
2020, when our global footprint mitigated the impacts
of geographically differing restrictions and contain-
ment measures associated with the pandemic. Fur-
thermore, Dufry has limited exposure to single con-
tracts as best illustrated by the share of individual
concessions in the Group. With the largest concession
accounting for around 6% of our business, and with
the ten biggest representing less than 25% of 2020
sales.

Diversification by channel and sector widens the
scope of the company providing access to additional
customer groups and behaviors. In this context, the
cruise and ferry businesses, train stations, and also
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border shops and downtown locations such as hotels,
casinos and leisure resorts are gaining in importance.

Diversification:

by geography,
by channel, by sector
- and digitally.

On the duty-free side, the airport channel is expected
to continue to be the largest and fastest growing part
of our business. We continue to see additional poten-
tial in further developing the cruise ship and ferry
business, duty-free border shops - currently mostly
in South America - and downtown duty-free shopping
in selected markets, mainly in Asia, where this type of
operation is particularly popular, due to specific local
regulations.

Cruise lines offer an attractive channel to engage with
customers during a longer time period, and ferries
have been quite resilient even throughout the current
crisis. Despite the momentary challenges the cruise
business is experiencing, we are convinced that this
type of vacation will continue to be “en vogue” in the
long-term.

The duty-paid sector also has considerable develop-
ment potential in airports, since the expected growth
of domestic passengers - including intra-EU travel -
is similar to that for international travelers. In the
2020 recovery phase of the pandemic, this sector has
temporarily gained over-proportional importance as
domestic travel and flying - due to less travel restric-
tions - has picked up faster than international travel.
Furthermore, this sector is fragmented even more
than duty-free, thus offering attractive new expansion
opportunities.

The newest development within duty-paid is the new
concept store ANECDOTE opened at The Circle at
Zurich Airport in November 2020, which offers travel-
ers and residents of the Greater Zurich area a vast va-
riety of global brands and local premium labels at fan-
tastic prices. The assortment covers all core categories
such as perfume and cosmetics, food and confection-
ery, wines and spirits, sunglasses as well as fashion,
accessories and convenience. We also continue fos-
tering the expansion of our successful duty-paid re-
tail concepts, Hudson and Dufry Shopping which are
already implemented in several markets and have po-
tential for further deployment. Hudson is a well-estab-
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lished convenience store concept that has been very
successful in North America over the past 30 years
and which, since 2009, we have deployed in 17 coun-
tries world-wide such as Italy, Switzerland, Brazil, UK
and China among others. Dufry Shopping is a duty-
paid concept that offers a high-quality assortment of
international brands in an exclusive setting, similar to
a duty-free travel retail store, but targeting domestic
passengers.

We originally piloted Dufry Shopping in Brazil in 2014,
expanding to 7 locations across the country and the
immediate success has led us to a strategic decision
to roll out this concept into other countries. The first
Dufry Shopping store outside Brazil opened in 2017 at
Las Vegas McCarran International Airport. This was
followed by the Malta Dufry Shopping in 2018 and by
the contract signed in 2019 with Newark Liberty Inter-
national Airport for a new Dufry Shopping, and the
newest shop in Salt Lake City, which both opened in
2020. Also in 2020, we further opened Dufry Shopping
stores at the Fortaleza airport in Brazil and at Odessa
airport in Russia. Based on the positive results with 13
Dufry Shopping locations in 4 countries so far, we are
convinced that this concept can be successfully rolled
out to other markets globally.

Accelerating digitalization

Digitalization is the newest form of diversification and
it will change the way business is done in travel retail.
Its characteristics, which allow to considerably in-
crease customer engagement cross-channel, cross-
geographies and cross-sector, and to serve customers
from when they plan their trip to the moment when
they return home, are a great asset. Implementing dig-
italization not only means at the shop front, but also
with respect to the whole back-office and support
area of the company, where digitalization opens new
opportunities to simplify processes and increase
efficiency. The recently announced joint-venture with
Alibaba will further accelerate our digital initiatives
and shows how these types of partnerships will shape
the future of travel retail.

Growing opportunities
of digitalization.

At Dufry, we are excited about the possibilities and op-
portunities these new technologies offer. In the past
three years, we have successfully built and deployed
our digital platforms, which allow us to engage more
frequently with customers and to provide them with
additional services, with the ultimate goal of driving

sales. For Dufry, digitalization is and remains a key
element of our strategy, which supports and evolves
a strong business model to the next level and contin-
uously improves our offer to the travelers we welcome
in our shops.

Normally customers come to our stores while they are
waiting to board their plane or train, or while they
enjoy their stay on a ferry, cruise liner, in a casino or
hotel. They enjoy strolling through the attractive retail
spaces and take away memorable shopping experi-
ences. Sales are often generated by impulse decisions
and/or immediate needs, which protect travel retail
from the direct competition of online platforms. To at-
tract more customers to our stores we want to provide
a superior customer experience and in addition, create
further value through a more efficient business. Thus,
the use of digital and online technology is changing our
business in three major areas: how we engage with our
customers, how we sell products, and how we organize
our processes internally and in the value chain.

Specifically, this means that we will be further increas-
ing personalized digital communication with custom-
ers at home, during their whole journey, and in partic-
ular when they are at the airports close to our shops.
We are also digitalizing the shops to increase conver-
sion rates and to simplify in-store processes, focus-
ing on areas such as product consultations, payments,
locations-specific promotions etc. Finally, we will fur-
ther improve customer service and individualize prod-
uct offers for specific customer profiles, based on
advanced research and data analytics facilitated by
digital tools.

Financial discipline focusing on returns

At Dufry, we have a disciplined financial approach to
all our projects, be they organic or acquisitions. We
carefully analyze every project or significant invest-
ment with detailed projections and with a focus on
minimum return requirements. This includes a careful
assessment of the initial investment needed to build
and set up the stores as well as the cost structure,
profitability and cash flow generation of the business
once it is operational and over time. This culture of
giving importance to returns and cost control has
allowed us to grow our business profitably and capture
opportunities in many different markets.

As part of our financial risk management, we minimize
business risks by implementing a highly variable cost
structure. These defensive characteristics help to pro-
tect the business in case of downturns, which are
usually local and temporary, thus providing a solid and
resilient profile. The outbreak and spread of the
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COVID-19 pandemic in 2020 and the company's abil-
ity to react fast with the adaptation of the company
and cost structure to the new market challenges, is an
impactful example of the highly variable degree of our
cost structure.

Resilient cash
flow generation.

Dufry’s typically strong cash generation capacity is a
combination of the company’s usually solid profitabil-
ity and the low capital intensity of our business. Pre-
pandemic and based on the 2019 business perfor-
mance, Dufry would expect to further improve its cash
generation capacity in line with top-line growth. Post
full recovery and going forward, we are confident that
cash generation capacity will continue to be one of the
key drivers of our strategy implementation, and will
even accelerate based on the structural measures
taken.

Organic growth complemented by acquisitions
Dufry’'s fundamental growth strategy continues to be
characterized by a combination of organic growth as
well as MEA opportunities with increased visibility on
the pace of recovery. Although, the current COVID-19
pandemic might slightly delay some expansion proj-
ects from a landlords’ perspective in the short-term,
travel retail remains a resilient industry on a mid- to
long-term horizon, and we expect to see further growth
and partnership opportunities going forward.

With respect to organic growth, the travel retail indus-
try has the unique advantage of benefitting from a
secular increase of travelers around the world and of-
fering the great opportunity to directly engage with
them. This characteristic clearly differentiates travel
retail from any other retail channel. Consequently,
organic growth will continue to be an important driver
of Dufry's development going forward. We will focus
on driving sales through implementing best-in-class
shop concepts in duty-free and duty-paid, by further
deploying our digital strategy and by evolving the
proven marketing and promotional activities we have
used and fine-tuned over the years. Besides benefit-
ting from additional passengers in line with regional
developments, we expect to further increase our retail
space, be it through expansion in existing locations or
by winning new contracts in airports and alternative
channels. A specific focus will be on growth acceler-
ation in Asia, with first projects being implemented in
Hainan in 2021 already, based on the JV with Alibaba
Group and the collaboration agreements with Hainan
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Development Holdings. Specific to the US market, the
scope of alternative channels also includes F & B shops,
as this segment is of great importance for North
America and represents a synergy potential for our
existing travel retail footprint. At Dufry, we tradition-
ally maintain a sizeable project pipeline, allowing us to
grow our retail space in different channels, regions and
sectors.

Offering the best retail experience for international
and domestic travelers in multiple channels, Dufry
currently generates about 56 % of its revenues in duty-
free and 44 % in duty-paid operations, with both sec-
tors continuing to offer further, substantial growth
opportunities.

Long-term passenger
growth remains a key
driver in travel retail.

Despite the consolidation seen in travel retail over the
last years, the industry remains relatively fragmented,
with the top 10 players controlling just over half of the
market and the remaining market consisting of small
and medium-sized operators. We expect to be able to
capitalize on MGA, with a focus on Asia and on F&B or
by complementing our presence in other existing mar-
kets. Furthermore, the joint-venture with Alibaba
Group to partner in the Chinese travel retail market is
promising to drive our growth in Asia and with Chinese
customers worldwide, while also accelerating our dig-
italization through the extensive know-how in this
area, which Alibaba can contribute.

The full reintegration of our Hudson subsidiary, previ-
ously listed at the NYSE and completed in the fourth
quarter 2020, will not change the overall group strat-
egy from an operational perspective. With respect to
North America we will continue to expand our foot-
print with duty-free and duty-paid operations comple-
mented by airport F&B. You can find out more about
the North American region on page 52.

Long-term industry fundamentals remain strong
despite short-term challenges

While in 2020 tourism and travel were heavily impacted
by the spread of the pandemic, we have also seen
encouraging behaviors from passengers around the
world, who have resumed travelling as soon as restric-
tions were lifted. This is an important indication that
the fundamental resilience of travel retail is unchal-
lenged and that the industry will confirm its attrac-
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tiveness as a growing retail channel featuring its own
growth dynamics, which are not comparable with high
street retail.

While visibility on the travel pattern recovery remains
low, pre-pandemic, external industry specialists such
as AirdCast estimated global passenger numbers to
grow by around 4% per annum, which translates to a
potential of over 300 million new customers for the
industry every year. This underlying growth potential
is further increased by the development of innovative
commercial concepts with landlords and brands, as
well as Dufry’'s acceleration of its digitalization to drive
change in the way travel retail evolves. We believe that
being the global market leader also means being at the
forefront of this development.
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GENERAL
TRAVEL
RETAIL
SHOPS

strate

The general travel retail shop is the most
commonly used concept at Dufry, covering
the full range of categories, such as per-
fumes & cosmetics, food & confectionery,
wines & spirits, watches & jewelry, fashion &
leather, tobacco goods, souvenirs and elec-
tronics and others.

General travel retail shops carry a large
product assortment and are typically
located in central areas with high passenger
flow, mostly in airports, but can also be

in seaports and other locations. In airports,
both departure and arrival areas can be
fitted with this shop concept. In the duty-
free segment, these shops can be identi-
fied by carrying the name of several retail
brands in our portfolio, including Dufry,
Nuance, World Duty Free, and Hellenic Duty
Free among others, or a name combina-
tion linking to the specific location, such as
Zurich Duty-Free or Stockholm Duty-Free.
As of December 31, 2020, Dufry operated
over 945 general travel retail shops.

In 2017, Dufry introduced the new genera-
tion store concept, increasing customer
communication through digital technology,
with the first three stores opened in
Madrid (Spain), Melbourne (Australia), and
Cancun (Mexico), followed by four in Zurich
(Switzerland), a second one in Cancun

and one in Heathrow T3 (UK) in 2018. In 2019,
Dufry added 4 new generation stores: in
Buenos Aires (Argentina), Amman (Jordan),
Malaga and Alicante (Spain). In 2020, the
number of highly digitalized shops which
included specific elements of the new gen-
eration store, was increased to 50.
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DUFRY
SHOPPING

Dufry shopping offers domestic passengers
a similar shopping experience to the one
offered to international travelers in a classic
general travel retail duty-free shop, but

in a duty-paid environment instead, with a
wide assortment of different product cate-
gories and including a similar brand variety.
In this context, Dufry Shopping fulfills
more of a convenience aspect as there are
anumber of countries where domestic
travelers account for the majority of pas-
sengers, specifically in large countries
such as China, the United States and Brazil,
where this concept can offer additional
potential.

The concept was first introduced in Brazil
in 2014 and was quickly expanded to 7
other locations in the country. The concept
is also present in the United States with

a Dufry Shopping store at Las Vegas
McCarran International Airport and at
Malta International Airport. The newest
Dufry Shopping stores were opened

in 2020 at Newark Liberty International
and the Salt Lake City airports in the

U.S. as well as at the Fortaleza and Odessa
airports in Brazil and Russia respectively.
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BRAND
BOUTIQUES

Dufry is a partner of choice for global
brands to showcase their products in dedi-
cated retail spaces and to mirror their high
street image. To best meet each location’s
traveler profile, we design these shops as
standalone boutiques or integrate them as
a shop-in-shop in our general travel retail
stores. Brand boutiques exist in both duty-
free and duty-paid areas and enhance the
traveler’s experience, allowing the creation
of an exciting shopping mall environment.

As of December 31, 2020, Dufry operated
close to 216 brand boutiques, such as:
Armani, Burberry, Bally, Bottega Veneta,
Bvlgari, Cartier, Clarins, Chloe, Coach,
Ermenegildo Zegna, Etro, Gucci, Hermes,
Hugo Boss, Jimmy Choo, Jo Malone
London, Lacoste, LaPrairie, Lindt, Loewe,
Longchamp, MAC, Mango, MaxMara,
MCM, Michael Kors, Montblanc, Omega,
Polo Ralph Lauren, Salvatore Ferragamo,
Swatch, Swarovski, Tod'’s, Tory Burch,
Tumi, Versace, Victorinox, Victoria's Secret
and others. See also a selection of brands
on page 63.
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CONVENIENCE

STORES

Our convenience stores offer a wide product
assortment that passengers may want

or need when traveling. The range includes
soft drinks, confectionery, packaged food,
travel accessories, electronics, personal
items, souvenirs, newspapers, magazines
and books. Within this concept, we use
different brands according to the passenger
profile and the location. North America

is home to most of our convenience stores,
with more than 583 shops. In addition, we
operate 94 convenience stores outside
North America.

“Hudson” is our most important brand in the
convenience segment with strong customer
recognition and it is highly valued by pas-
sengers. As “The Traveler's Best Friend”, our
goal with Hudson is to provide passengers
with anything they may need during their
journey.

Hudson is a successful, very flexible concept
operated at airports within international
and domestic areas, as well as in other
channels such as railway stations and other
transit locations. Hudson shops are care-
fully designed and facilitate orientation
through whimsical, color-coded signage to
attract customers’ attention to four distinct
selling areas: Media, Marketplace, Essen-
tials and Destination.
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SPECIALIZED
SHOPS

Specialized shops and theme stores are
shop concepts that offer products from a
variety of different brands, belonging to
one specific product category or which
convey a sense of place. We often use this
concept for products such as watches &
jewelry, sunglasses, electronics, spirits, food
and destination products, in locations
where we see potential for a shop to carry
a broad product range relating to one
specific theme. These shops can be located
in airports, seaports and on-board cruise
liners, as well as in hotels or downtown
locations.

Examples of the shop concept names
include “Colombian Emeralds International”,
a dedicated watches & jewelry format
used in the Caribbean market; “Kids Works"
with its wide selection of toys, dolls, games,
books and apparel for children and “Tech
on the Go”", focusing on the needs of the
tech-oriented traveler offering electronics
and accessories. Further examples are
“Sun Catcher” for sunglasses; “World of
Whiskies” and “Tequileria” for a selection
of finest single malt or blend whiskies

and tequilas; “Master of Time" for luxury
watches and jewelries; “Temptation” and
“Timebox" for fashion watches and acces-
sories; “Sound & Vision” for multi-brand
electronics; “Travel Star” for luggage

and travel essential products and finally
“Atelier”, a women's leather accessories
store.

As of December 31, 2020, Dufry operated
close to 520 shops under the Specialized
Shops/Theme Stores concept.
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Dufry’s largest region expands country line-up
Following the reorganization announced in June 2020,
aimed at aligning the company to the new business
environment and to increase efficiencies, several
countries were regrouped within the former divisions*.
The largest Dufry region, which continues to be head-
quartered in Madrid, saw its scope increasing further,
now reaching 31 countries with the transfer of the
Eastern European and Middle Eastern locations, as well
as India and Sri Lanka operations.

In 2020, turnover in the region reached CHF 1,144.5 mil-
lion as compared to CHF 4,434.2 million in the previous
year, equal to an organic growth performance of
-73.2%. The region was impacted by the COVID-19
pandemic since the beginning of the spread from mid-
February onwards. Performance improved only as of
July and August across most locations in Europe, and
especially in Southern Europe at the beginning of
August with the peak of the summer holidays and sup-
ported by the lifting of travel restrictions. From end
of August onwards, some countries like Spain, France,
Italy and the UK saw increasing COVID-19 cases and
renewed travel limitations put in place more broadly
across Europe starting end of September. Parts of the
Mediterranean area as well as Eastern Europe, Russia
* Note: 2019 division-related historical data allowing comparison of
the performance of the former and current organizational setups is

available on the Dufry website: https://www.dufry.com/en/media/
download-center?field _download_categories_target_id=106

PORTION OF TURNOVER 2020

and the Middle East remained less impacted by renewed
travelrestrictions and performed above average for the
region.

The major business development events in the region
were the new twelve-year concession won at Istan-
bul's Sabiah Gokgen airport in Turkey which started
operation in November 2020 covering a retail space of
3,900 m?, as well as the successful seven-year exten-
sion of the Pulkovo airport contract in St. Petersburg,
Russia. Both the new concession in Turkey and the ex-
tension in Russia further consolidate Dufry’'s position
in these two important tourist destinations.

In the region, Dufry opened gross new retail space of
6,296 m? such as in Helsinki (FIN), Odessa (UKR) and
Zurich (CH), where the new ANECDOTE conceptual
store at The Circle at Zurich airport was inaugurated
in November.

With respect to refurbishments, the region saw impor-
tant shop renovations in Greece at the Athens, Corfu,
Mykonos and Thessaloniki airports, as well as at our op-
erations in London (UK), Belgrade (SRB) and Antalya
(TUR). The total refurbished retail space in the region
amounted to 7,241 mZ.

KEY REPORTED DATA 2020

GLOBAL
DISTRIBUTION
CENTERS

Salesareainm? L..215.373
EmployeesinFTE L..92924

TURNOVER

1,145

IN MILLIONS
OF CHF

NORTH
AMERICA 45% EUROPE,
MIDDLE EAST
AND AFRICA
CENTRAL
AND SOUTH
AMERICA

ASIA PACIFIC

41



Wl g CHANEGE

&
1 ZURICH | THE CIRCLE AT ZURICH AIRPORT ZURICH | ZURICH AIRPORT
Dufry opened ANECDOTE conceptual store to serve both Dufry updated its Zurich Airport’s T2 arrival store of
travelers and customers from the Greater Zurich Area. over 660 m2
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2 ISTANBUL | SABIHA GOKGEN INTERNATIONAL AIRPORT 3 LONDON | LONDON HEATHROW TERMINAL 5
Dufry started operating 3,900 m? of duty-free and specialty Dufry is home to world famous makeup artist Charlotte
shops in Istanbul's city center’s closest hub. Tilbury’s first counter in airport travel retail worldwide.
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Focusing on the important strategic growth region
Asia Pacific remains Dufry’'s most important strategic
growth region. With the company reorganization, the
Middle Eastern countries, formerly included in this
division, were re-allocated to the Europe, Middle East
and Africa region®. Asia Pacific continues to account
for the highest prospective passenger growth globally,
while also offering considerable cooperation and MGA
opportunities, created by the high industry fragmen-
tation that continues in local markets. Dufry is already
one of the most international travel retailers in this in-
teresting region and features a large number of oper-
ations in individual countries. Headquartered in Hong
Kong, the region manages 15 locations in 7 countries,
with a total sales area of 22,874 m?.

Turnover in the region reached CHF 160.0 million in
2020 as compared to CHF 691.6 million in the previous
year, equal to an organic growth of -75.4% as Dufry's
footprint is geared towards international travel, which
has been highly impacted by travel restrictions in
2020. The majority of shops in Dufry’'s Asia Pacific lo-
cations were closed during most of the year, including
Australia, Cambodia, Indonesia, Singapore and South
Korea. On the positive side, China recovered more
strongly driven by a significantly increasing demand in
* Note: 2019 division-related historical data allowing comparison of
the performance of the former and current organizational setups is

available on the Dufry website: https://www.dufry.com/en/media/
download-center?field_download_categories_target_id=106

PORTION OF TURNOVER 2020

domestic travel since the second quarter, thus bene-
fitting Dufry and its portfolio of duty-paid operations.

Among its business development initiatives, the region
signed important joint-ventures, which open new
opportunities for the travel retail channel as well as
the acceleration of Dufry's digital transformation. The
highlight is the joint-venture with Alibaba to further
develop travel retail in China, as well as to accelerate
business digitalization with online services across the
Dufry Group. In this context, the collaboration with
Hainan Development Holdings for the opening of the
Global Duty Free Plaza shop at the Mova Mall in Haikou
is an important first step. The new downtown duty-
free shop will span over 38920 m? across two build-
ings of the Mova Mall, Aquarius and Capricorn, will be
completed in 3 phases and the first phase was opened
right on time for the Chinese Spring Festival in 2021.

In 2020, Dufry inaugurated new shops in Perth (AUS)
as well as the new confectionery concession at Singa-
pore's Changi airport - won in late 2019 - to operate
four new shops in the Terminal 2 departure hall with a
total sales area of 563 m2 The refurbishment of the
Macau operation completed the business development
scope of the region.
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HAINAN | GLOBAL DUTY FREE PLAZA AT MOVA MALL

The new Global Duty Free Plaza shop at Mova Mall in Haikou
was opened on 31 January 2021 and will cover 38,920 m?

of retail space once fully operational in Q1 2022.
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UFRY THOMASIULIE © TAX

2 MACAU | THE PARISIAN MACAO HOTEL 3 BUSAN | GIMHAE INTERNATIONAL AIRPORT
Temptation, the renovated 537 m? beauty store inspired Dufry completed the refurbishment of its 640 m? retail space
by Parisian nights and the lights of the iconic Eiffel tower. in Gimhae covering all main product categories.
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Impacted by the pandemic only as of

the second quarter

Central and South America did not see any changes
within its scope of activities following the company re-
organization, as the number of countries remained the
same. This region comprises all operations in Central
and South America including the Caribbean, and while
Dufry has had for years a very strong market position
in some of the most dynamic travel retail markets in
the world, it continues to offer expansion opportuni-
ties across various channels. The region is headquar-
tered in Miami (USA) and runs operations in 106 loca-
tions across 24 countries covering a retail space of
130,527 m?.

In 2020, turnover came in at CHF 497.3 million as com-
pared to CHF 1,536.1 million one year earlier, with
organic growth reaching -65.8%. Overall, the region
was impacted with a slight delay, as the spread of the
COVID-19 pandemic reached this part of the world
only in the second quarter. Central America, including
Mexico, Dominican Republic and the Caribbean Islands
performed more robustly supported by intra-regional
travel from the USA and South America, especially
during the summer months, as well as continued de-
mand due to more flexible travel conditions. The excep-

PORTION OF TURNOVER 2020

tion was the cruise line business, which remained heav-
ily impacted in the region. South America saw demand
pick up amid border shop openings and the increase
of domestic travel with duty-paid businesses perform-
ing better than duty-free operations.

From a business development perspective, new retail
space was added at the Floriandpolis airport (BRA)
by opening a new 280 m? shop, while the Guayaquil air-
port (ECU) operation saw a full refurbishment of its
retail space covering 1,100 m?.
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1 DOMINICAN REPUBLIC | GREGORIO LUPERON INT. AIRPORT 2 FLORIANOPOLIS | FLORIANOPOLIS INT. AIRPORT

Dufry opened the expanded and refurbished store of Dufry expanded its presence in Florianopolis with the
Puerto Plata with a total space of 1,140 mZ opening of 280 m? of additional duty-free spaces in both
departures and arrivals.
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GUAYAQUIL | JOSE JOAQUIN DE OLMEDO INT. AIRPORT

Dufry innaugurated 930 m? of refurbished duty-free space
in Guayaqyuil, Ecuador.
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Full re-integration of the subsidiary

While the North American business has not seen any
changes from its geographic scope, the major change
implemented in the context of the company reor-
ganization was the full reintegration of Hudson into the
Dufry Group, following the delisting of Hudson Ltd
from the New York Stock Exchange, completed in the
fourth quarter 2020. Strategically, Dufry will continue
to focus on duty-paid and duty-free travel retail as
well as airport food & beverage opportunities, as this
traditional core market of the company still offers
substantial additional avenues of growth. Moreover,
the full reintegration of Hudson is an important ele-
ment in Dufry’s goal to considerably reduce the com-
pany’'s complexity through process simplification, and
ultimately generate sustainable efficiencies.

Turnover in North America amounted to CHF 644.4 mil-
lion as compared to the previous year's CHF 1,935.8 mil-
lion, resulting in an organic growth of -65.3%. Through
the year, the region, especially the US, performed above
Group average due to the higher exposure to domestic
travel and steadily increasing passenger numbers fol-
lowing the first wave of the pandemic in Spring, as well
as the supportive intra-regional travel from the US to
Central America. Overall performance was driven by

PORTION OF TURNOVER 2020

Hudson convenience stores, food & beverage and
other duty-paid offerings. Canada, characterized by
its duty-free business, remained negatively impacted
due to a higher exposure to international flights and
ongoing restrictive measures. Headquartered in East
Rutherford, New Jersey, the region manages 1,014
shops across 101 locations in the United States and
Canada with a total sales area of 100,269 m?.

In 2020, the North America region saw its footprint
further expanding with shop openings in Indianapolis,
Boston, Phoenix and Calgary among others, adding
some 1,061 m? of retail space across 11 shops. Moreover,
theregion also further invested in its sales locations by
refurbishing 31 shops in important concessions such as
Los Angeles, New York and Nashville covering a retail
space of 3,478 m2.
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1 LOS ANGELES | LOS ANGELES INT. AIRPORT
Dufry completed the refurbishment of its iconic
100 m? F.A.O. Schwarz toy shop in Terminal 5
of Los Angeles Int. Airport.
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FLORIDA | FORT LAUDERDALE-HOLLYWOOD INT. AIRPORT
Fort Lauderdale saw the opening of the new 110 m?
Newslink store.
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SAN FRANCISCO | SAN FRANCISCO INT. AIRPORT NEW YORK | LAGUARDIA AIRPORT
Located in Terminal 2, Dufry completed the refurbishment of Inspired by the New York City building skylines, Dufry’s
its 185 m? 49 Mile Market store in San Francisco Airport. new 110 m? shop NYC Aglow welcomes travelers in with its

beckoning storefront, providing a sleek and modern
shopping experience.
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OVER 430 LOCATIONS WORLDWIDE

EUROPE, MIDDLE EAST
AND AFRICA

Armenia
@ Gyumri

India

Ireland
Center Parks

Italy
Cape Verde @ Bergamo

@ Boa Vista

@ Genoa

@ Milan Linate

Egypt PN
......... @ Calro o
Finla?n:‘ Jersey
......... @ Helsinki _@sSantPeter
grin;e Jordan
@ Amman

@ Toulouse Kazakhstan
.................................................................... ® Astana
Germany ....................................................................
......... ® Dusseldorf . Kenya
Ghama L O Nairobi
@ Accra Kuwait

@ Moscow Sheremetyevo

Serbia
@ Belgrade

Spain
@ Alicante

@ Almeria

@@ Mytilini

@ Gerona

@ Las Palmas de
Gran Canaria (LPA)

@ Malaga

@ Palma de Mallorca (PMI)

@ Santiago de Compostela

@ Tenerife Norte

Sri Lanka
@ Colombo

Sweden
@ Jonkdping

@ Karlstad

@ Stockholm Arlanda

Switzerland
@ Basel-Mulhouse

Turkey
@ Antalya

United Arab Emirates
@ Sharjah

United Kingdom
@ Aberdeen

@ Birmingham

@ Cardiff

@ East Midlands

@ Folkestone

@ Glasgow Prestwick

@ Liverpool

London St. Pancras

@ Robin Hood Doncaster

Sherwood Forest

Center Parks

Cruise and Ferry ships
® Asterion

@ Blue Star Delos

@ Blue Star Paros

® Elyros

@ Kriti Ship

® Nisos Mykonos

.... ® Olympic Champion

® PS5O Arcadia

® P50 Queen Elizabeth

® P&O Pride of Rotterdam

® P&O Spirit of France

® Superfast I

ASIA PACIFIC

Australia
Canberra

@ Perth

Cambodia
@ Phnom Penh

@ Sihanoukville

China
@ Chengdu

Macau

Indonesia
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Malaysia Grenada

.............. KualaLumpur . ©@O@GCrenada
Singapore Honduras

......... ®Changi . . @Roatan
South Korea Jamaica

......... ®Busan .. @ Jamaica

Mexico

CENTRAL AND ® Acapulco

SOUTH AMERICA
Antigua

@@ Anti

Argentina
@ Bariloche

Arul:;; Netherlands
......... ®Oranjestad e OB
Bahamas Nicaragua
@ ©® Bahamas @ Costa Esmeralda Airport

t
@ Lynden Pindling
International Airport

Barbados
@ © @ Barbados

Puerto Rico

......... ®LlaPaz
......... ®SantaCruz . St Kitts & Nevis
Brazil @ St Kitts

@ Belém

- St Lucia
@ Brasilia  @0@ stlucia

St Maarten
@ St Maarten

Trinidad & Tobago
@ Port of Spain

@ Goiania

e
@ Rio de Janeiro Galeao

Cruise and Ferry ships
® Carnival Panorama

® Holland of America

Chile

. G Burodam
......... ® Santiagode Chile @ Holiand of America
Colombia Koningsdam

® Holland of America
Nieuw Amsterdam

® Holland of America

9
Dominican Republic
@ Puerto Plata

Nieuw Statendam

® Holland of America

fA
Eq uafior . QOosterdam
......... ® Santiago de Guayaquil g Hdliand of America T
Rotterdam

® Holland of America
Volendam

® Holland of America
Westerdam

® Holland of America
Zaandam

® Holland of America
Zuiderdam

® NCL Bliss

@ Myrtle Beach

New York Empire State

@ New York JFK

® NCL Gem New York Port Authority

® NCL Jewel “Newark

©® NCL Sky @ Norfolk

® NCL Sun

@ Omaha

NORTH AMERICA @ Orlando Sanford

Canada
® Calgary

@ Halifax
@ Raleigh

USA
@ Albuquerque

@ San Antonio

@ Arkansas Clinton
International Airport

" @ Atlantic City

@ St Louis

) @ Burlington
@ Tulsa Airport

@ Washington Ronald

.............. Reagan Airport .
@ Des Moines
@ Fresno
@ Greater Rochester
Houston
@ Houston William P. Hobby CHANNELS

@ Airports

Border, Downtown &

Hotel Shops

Railway Stations & Other
® Cruise Liners & Ferries
@ Seaports

Las Vegas Hard Rock Cafe

' @ Lubbock
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CUSTOMERS
LOOKING
FOR GREAT
EXPERIENCES

In travel retail, customers continue to seek great
shopping experiences, exclusive products and novel-
ties. Obviously nobody rejects a “good deal and an
attractive promotion” but besides the monetary incen-
tives, the search for something special, unique and
individual is the strongest reason for customers to buy
in duty-free. Customers gave us valuable insights in
the interviews we performed in the summer and late
autumn months of 2020. This intelligence confirms
that trends identified in recent years continue un-
changed, despite the challenging market environment.

Providing a safe shopping and working environment
When the COVID-19 pandemic emerged in 2020, Dufry
implemented throughout all locations its Health &
Safety Protocol, to provide both customers and em-
ployees with a safe shopping and working environment.
The protocol contains the basic health and safety
measures defined by the company, but also allows to
be enhanced and adapted to the location specific gov-
ernment or airport health and safety regulations.

Exclusive memories
for family & friends.

Fostering experiences and offering unique products
By assessing customers’ expectations, we keep fine-
tuning our product assortments and service portfolio
to suit the latest needs. We fulfill the current focus on
experiences with an array of initiatives, such as airport
activations, tastings, beauty treatments, an attractive
assortment of novelties and exclusive products, as
well as a comprehensive service portfolio. Our well-
trained and motivated sales representatives help trav-
elers navigate through a large variety of prestigious
brands while providing them with valuable advice and
information. For us, a satisfied customer is a customer
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who can also trust us when it comes to product and
store safety and comprehensive after sales services.
Every year, we welcome customers of more than 150
nationalities to our shops every day. Addressing these
customers in the right language and presenting them
with the right products and promotions is key to driv-
ing sales. As part of our shopping experience, the New
Generation Store is a cornerstone of our latest ap-
proach to retail. We currently have 13 New Generation
Stores and the shopping environment within each of
them changes its appearance depending on which na-
tionalities are present at the airport at any given time
of the day, based on flight schedules. Displays appear
in different languages and show the brands that best
fit the respective customer profile.

Providing the right information and helping custom-
ers understand the product characteristics in differ-
ent languages is a considerable challenge as well.
Therefore, in 2020 we have further accelerated our ini-
tiative to equip our shop staff with tablet computers
to provide customers with extensive information in
several languages, ranging from product specific data
or allowances at their destination. Going forward, we
also plan to offer payment services through the tab-
lets and eliminate the need to go to the tills.

Comfortably pre-order at home

Convenience is always a key sales proposition, and
thus also a priority for Dufry. We believe that engag-
ing with our customers before they enter our shops
and well before they reach the airport, provides them
with a great opportunity to pre-order products online
before they even start their trip, and collect them con-
veniently once at the airport. Dufry’s “Reserve & Col-
lect” service is already available in 175 locations in 44
countries around the world and new locations are be-
ing added constantly - the full list is available on our
website under: www.shopdutyfree.com
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Dufry operates

in 64 countries
worldwide.

Red By Dufry

“Red By Dufry” is Dufry’'s loyalty program which takes
the concept one step further for travelers. Red By
Dufry works primarily through a mobile application
(app) and via the traditional earning of points, the pro-
gram offers exclusive advantages such as discounts
at Dufry stores and specific airport benefits. More-
over, members of the program are identifiable through
the app’s beacon technology once they approach the
airport and receive personalized notifications on pro-
motions and offers tailored to their preferences. This
allows Dufry to increase conversion of travelers into
customers and to attract them to the shops. Red By
Dufry is already live in 239 locations in 48 countries
and is being continually expanded to further opera-
tions worldwide. A full list of the locations where
Red By Dufry is implemented can be found here:
www.redbydufry.com

Forum - Social media for brands and travelers

Forum is Dufry’s social media platform that provides
stories from bloggers and influencers, as well as back-
ground information from brands in an exclusive and
aspirational environment. Moreover, Forum by Dufry
connects with all our other digital initiatives such as
Red By Dufry and Reserve & Collect, while initiating
the engagement with our potential customers when
they are planning their journey or even before that.
Forum is designed to support the inclination to shop
with us, to change customer perception and to posi-
tion Dufry shops as the place to find the latest trends
and novelties for the main product categories - visit
Forum by Dufry at: https://forum.shopdutyfree.com/en

True global return guarantee

Dufry is the only global travel retailer in the industry
to offer a true global return guarantee. No matter
whether you purchase something in Melbourne, Bali,
St. Petersburg, Barcelona, Sdo Paulo, Las Vegas or

in over 430 locations

elsewhere in any other of our shops in the world: if
there is a problem with any product that you pur-
chased at a Dufry store, we will replace, refund or ex-
change your product within 60 days of purchase. In
2020, Dufry's customer service representatives, who
can be reached in several languages by phone, email
or online chat, attended around 68,900 customers
from 107 countries. Dufry’s customer service team
and policies guarantee full customer satisfaction and
are the best example of our commitment to an out-
standing customer experience day-by-day.

Constantly enhancing
customer service.

Customer Satisfaction & Product Safety

Customer satisfaction and safety is our first priority.
As a prority, we ensure that all products comply with
legislation and health and safety requirements. Dufry
complies with legal requirements at every location in
which we operate and takes a proactive approach,
working with governments and regulators to clarify
any concerns. Through active membership in the in-
dustry's trade associations, Dufry helped shaping ro-
bust Codes of Conduct (e.g. UK Code of Conduct on
disruptive passengers, UK Code of Conduct on VAT,
ETRC Code of Conduct on Sale of Alcohol, DFWC Code
of Conduct on Sale of Alcohol). Moreover, Dufry has
defined its own Supplier Code of Conduct and shared
it with its supplier community. More details are avail-
able in the ESG Report on page 80.

Responsible Marketing &

Customer Communications

In its advertising and marketing initiatives, Dufry
shows the same responsible stance that it shows in all
its other activities. We commit to comply with all reg-

59



1 Management Report
DUFRY ANNUAL REPORT 2020

Dufry's loyalty program
Red By Dufry is already available
in 239 locations.

ulations and rules in every advertisement and pub-
lished communication in the countries where we op-
erate. We also expect the same behavior from our
suppliers when using the space that we make available
in our stores for advertising and promotions. When it
comes to product labeling, we ask our suppliers to
comply with the regulations of all the locations where
the product is sold. Given that our stores operate in
an environment where we serve many nationalities
speaking different languages every day, we are proac-
tively engaging with our industry trade associations to
find off-the-label solutions. As much as possible, and
in locations where we have our shop tablets in use, we
can provide product specification translations in 10
languages.

Customer privacy & data protection

Management and protection of customers’ private
data in the processes involving the handling of client
information is another area of importance for Dufry -
particularly in the context of the further expansion of
our digital strategy and the respective customer ser-
vices it contains. Moreover, as a requirement of cus-
toms authorities, airport authorities and also for con-
tractual reasons, the customer’'s personal data is
collected, processed and retained in accordance with
the privacy statement listed on the Dufry website.

Additionally, the company’'s Reserve & Collect and Red
By Dufry services, require additional personal cus-
tomer information to provide them with newsletters
and marketing & advertising materials. To protect and
ensure customer data is handled correctly, Dufry ap-
plies high security standards thus ensuring compli-
ance with different legal frameworks. The company
has a number of systems and security processes in
place, including a robust cyber security system, a data
protection policy and specific training for employees
dealing with personal information, as well as internal
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procedures and policies, which follow relevant laws
and regulations.

In this context, in 2018, Dufry had already completed
anumber of processes to secure the alignment of our
operations in accordance to the EU General Data Pro-
tection Regulation (GDPR). Specifically, this work in-
volved expanded documentation and information re-
quirements, privacy impact assessments and the right
of individuals (mainly customers, employees, partners
and suppliers) to request access to, or to correct, de-
lete, object to processing of their own personal data
and to request data portability. All of this was com-
pleted ahead of the GDPR implementation deadline of
May 2018, and Dufry keeps monitoring new develop-
ments of data protection regulations and will adapt
accordingly where required.

Moreover, the Group also undertakes internal Data
Protection Audits and intrusion tests, on top of per-
manently discussing and improving the protection of
customers’ personal data in dedicated meetings held
quarterly. For any customer, employee or third party
who wishes to report a grievance or who has questions
regarding Dufry’s data privacy, there is a specific email
address to contact the company, with respective in-
quiries being coordinated by the Internal Audit, Loss
Prevention and Enterprise Risk Management (ERM) de-
partment.

Dufry’s expertise recognized by the industry

In 2020, Dufry’'s customer focus and retail excellence
has been recognized by different industry partners
again. A complete list of the 2020 awards is available
on our website: www.dufry.com/en/company/our-award
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SUPPLIERS
ENJOYING A UNIQUE
OPPORTUNITY

FOR GLOBAL BRAND
POSITIONING

Dufry is the largest global travel retailer and offers
suppliers a unique opportunity to position their brands
worldwide across a variety of shop concepts. This in-
cludes a network of over 2,300 shops across more
than 430 locations in 64 countries on 6 continents. As
Dufry operates duty-paid and duty-free areas alike,
the company can serve both domestic and international
travelers equally interested in convenience products
and luxury shopping experiences. In a normal, pre-pan-
demic environment, over one billion passengers regu-
larly passed through locations where Dufry operates
shops, making us the perfect partner and ambassador
for global brands.

Personally engaging with customers

in a fast growing channel

Travel retail is a growing channel with a captive, afflu-
ent audience, which allows brands to personally engage
with customers in an exclusive setting. This makes
travel retail a highly attractive and Dufry a preferred
partner for global and regional brands. A tight collab-
oration, leveraging our global network, our superior
execution and our strong customer service forms a
comprehensive offer for our brand partners.

We increasingly partner with global brands on strate-
gic initiatives, marketing campaigns, global promo-
tions or product launches, that contribute to increase
income for us and the brands. In this context, we of-
fer each brand a customized approach to create com-
mon goals for the supplier and for Dufry on specific
actions and distinctive campaigns to be implemented
on an individual basis. Both parties establish clear tar-
gets and evaluate the effectiveness of their joint ini-
tiatives. In 2020, various initiatives were implemented
to support re-openings and bring attractive offerings
to customers. The attractiveness of our joint offerings
became prevalent in a higher spend per passenger in
the second half 2020 once travel resumed. It also shows
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that customers feel comfortable in our stores, which
fulfill the new safety measures and security protocols,
while still providing a unique experience.

Taking customer experience to the next level

In recent years, a growing number of brand partners
have developed Dufry-exclusive products, which to-
gether with novelties, limited editions and travel ex-
clusives, considerably augment and differentiate the
customers’ shopping experience. Internal research
also shows that personally engaging with customers
in the shop substantially increases spend per ticket -
and what could be a better topic on which to base that
more personal engagement, than an exclusive or a
newly launched product?

Centralized procurement and logistics

With a focus on generating efficiencies, Dufry is per-
manently streamlining its key processes. Through our
centralized procurement and logistic functions, we
have considerably simplified the entire supply chain.

Our Global Category Managers act as key relationship
managers for brands and coordinate activities with
suppliers. They define brand plans with suppliers and
negotiate all contractual parameters. Dufry has also
centralized and simplified the ordering process, by in-
ternally aggregating the orders from the different re-
tail operations and sending a consolidated order to
suppliers. Accordingly, we have adapted our logistics
organization with three distribution centers in Uruguay,
Switzerland and Hong Kong, which operate additional
warehouses in Hong Kong, Runnymede (UK), Barcelona
(Spain) and Miami (USA) and provide the timely shipping
of goods to our operations. The process benefits both
Dufry and suppliers, as it allows us to order and ship
larger volumes to the distribution centers, thus in-
creasing flexibility in product allocation by shop and
maximize product availability.
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BRAND UNIVERSE

1,000

Dufry works with over
1,000 of the most renowned
global and local brands.
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AIRPORT
AUTHORITIES &
LANDLORDS
LEVERAGING
PROFITABLE RETAIL
CONCEPTS FOR
VALUE CREATION

Dufry strives to create value for landlords through our
ability to deliver best-in-class retail concepts, along-
side our deep understanding of customers including
their expectations and shopping behaviors. The trust
our landlords have placed in Dufry has allowed our
company to become the market leader in travel retail,
currently operating over 2,300 shops in 64 countries
located in airports, seaports, railway stations, down-
town areas, border crossings, cruise liners & ferries,
hotels and other locations with captive audiences.

Benefitting from the widest industry experience
Maximizing returns on the available retail space, by
creating highly innovative and attractive shopping ex-
periences for customers is a common goal that Dufry
shares with its landlords. Combining extensive exper-
tise in all technical and regulatory aspects in the mar-
kets in which we operate, along with a comprehensive
portfolio of attractive retail concepts tailored to the
individual needs of both duty-free and duty-paid en-
vironments are our key competencies. Moreover, first
hand customer insights, collected through detailed
regular research in our key locations and online en-
gagement, allow us to develop successful marketing
initiatives tailored to meet the requirements of every
single airport or any other shop environment. Our
worldwide presence and the extensive intelligence by
traveler profile are core competitive advantages and
key drivers to increase sales and profitability, com-
bined with our ongoing evolution of shop design and
customer services.

Real Partnership is key for value creation

The 2020 business year and the highly challenging
environment created by the global spread of the
COVID-19 pandemic has significantly highlighted the
importance of real partnerships to drive success.
Finding highly flexible solutions and short-term alter-
natives for cooperation could only be achieved through
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a high level of trust and shared objectives, which have
been key characteristics of travel retail in the past, but
have become essential in 2020. Our many years of ex-
perience in the business show that the closer both
parties work together and align their common goals,
the greater the opportunity to generate value - and
this will be true even more going forward. By joining
forces, we can create inviting and attractive commer-
cial spaces that maximize spend from the passengers'’
arrival at the airport until their boarding - and if leg-
islation allows for arrival duty-free after landing.

Strong partnerships
drive success and
profitability.

Recent examples of refurbishments and expansions of
our shops confirm the value of coordinated and tar-
geted strategies. Projects developed in 2020 at the
airports of Odessa (UKR) and Singapore as well as in
Salt Lake City and Boston (US), and the refurbishments
completed at the operations in Corfu, Mykonos and
Thessaloniki (GR), Antalya (TUR), Belgrade (SRB) or
Nashville (US) are a few examples of how Dufry and
landlords can work together to optimally structure
passenger flows, improve the appearance of commer-
cial spaces and expand retail offerings to considerably
increase sales.

Dufry’s New Generation Store -

tailored customer communication

With four New Generation stores opened in 2019 in
Buenos Aires (ARG), Amman (JOR), Malaga and
Alicante (ESP), we complemented the nine earlier ones
in Madrid (ESP), Cancun T3 and T4 (MEX), Melbourne
(AUS) and Zurich (CH), as well as at London Heathrow
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T3 (UK). In 2020, Dufry continued to expand its digital
technology by implementing digital elements as part
of the refurbishments done throughout the year in
over 50 shops.

Dufry’'s New Generation Store concept makes exten-
sive use of digital technology to increase communica-
tion with passengers at the airport. The digital route
allows Dufry to approach potential customers in an
even more personalized way than ever before and to
flexibly adapt in-store communication during the day
to the changing nationalities and customer profiles,
thus significantly enhancing the communication’s im-
pact. The sense of place of our shop designs, an im-
portant aspect for landlords, is also secured in the
new concept, as the format provides for a high degree
of customization. Dufry knows how to perfectly match
these requirements with efficient retail concepts, to
best serve travelers’ needs and to generate value for
landlords and Dufry alike.

Long-term
concession portfolio.

Deployment of our digital strategy improves
conversion and boosts the visibility of operations

In 2020, Dufry further accelerated the deployment of
its digital strategy elements. Besides the New Gener-
ation Stores, services such as Reserve & Collect and
above all the loyalty program Red By Dufry have a
global span and are therefore able to promote our op-
erations online and reach travelers across the world.
This gives airports and their retail offer additional vis-
ibility and exposure, thus promoting them as attrac-
tive shopping locations. For a more detailed descrip-
tion of our digital strategy, please also refer to the
strategy chapter on page 24.

Successful contract extensions secure

future business

In travel retail, concession contracts are a key busi-
ness driver for retail operators, as they provide the
right to sell their products at a given operation. In
2020, Dufry continued to win new contracts and to re-
new existing concession contracts, thus successfully
strengthening the remaining average lifetime of its
portfolio, which is currently 6 years. Within our con-
cession portfolio, 27 % of our contracts have a remain-
ing life-time of one to two years; 29 % of three to five
years; another 29 % of between six and nine years, and
the final 15 % have a remaining duration of ten years or
more. In average, Dufry renews existing contracts that

generate between 10% and 15% of our sales every
year, while at the same time adding new contracts.

39 new shops added to our first-class

concession portfolio

In 2020, Dufry opened and expanded 39 new shops
adding over 9,600 m? of retail space across all divi-
sions. At December 31, 2020, the entire concession
portfolio of the group included retail space of close to
470,000 m? thus strengthening our portfolio, despite
some crisis-related closures we had to perform.

Dufry’'s concession portfolio is highly diversified and
well balanced across emerging and mature markets on
all six continents. This considerably reduces risks of
being exposed to single markets and operations; the
largest concession only accounts for approximately
6% of turnover; while the 10 biggest concessions rep-
resent less than 25%.

Focusing on investment returns

In 2020, our organization has followed its approach of
financial discipline even more closely when evaluating
new projects and opportunities - a methodology suc-
cessfully developed in the past, which has proven its
value during the present challenging environment.
Projects are analyzed individually on a commercial and
financial basis. The many aspects of a project being
put together include development potential and ana-
lyzing initial investment requirements, as well as the
expected development of passenger numbers and
profile perspectives. Through a strict evaluation of
these criteria and our disciplined approach to returns,
we ensure that our concession portfolio remains of
the highest quality and that each concession offers
attractive returns for the Group. This methodology is
applied for all project types, irrespective of whether
we participate in a tender process, engage in direct
negotiations with landlords or perform acquisitions.
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INVESTORS
STRONG
LONG-TERM
INVESTMENT
OPPORTUNITY

Since its listing in 2005, Dufry has pursued and suc-
cessfully executed a consistent strategy focusing on
profitable growth and cash generation to create value
for shareholders and bondholders alike. In the first
phase, the company accelerated growth mainly through
acquisitions, and more recently shifted towards a more
balanced growth profile including both organic growth
and acquisitions.

Despite the temporary challenges that our industry
and the company are facing due to COVID-19, we
strongly believe that travel retail is a resilient industry,
which will continue to benefit from the secular passen-
ger growth trend. Industry associations expect a re-
turn to pre-Covid passenger numbers in 2023/24. The
willingness of people to travel was also confirmed by
online research done by Dufry in June and November
2020 as well as in January 2021 showing clear indica-
tions of our customers’ propensity to continue travel-
ling as soon as the respective restrictions are lifted.

Only pure-play
to invest in travel
retail.

Pure-player in the resilient travel retail channel

The strong underlying fundamentals of travel retail -
secular long-term global passenger growth fueled by
a growing, more affluent population in many countries,
as well as the still high fragmentation of the industry
- are cornerstones of Dufry's investment case. Dufry
has a track record of organic growth in line with re-
gional passenger developments; growth acceleration
through M&A; strong cash generation on the back of
an attractive risk profile based on our diversification
by geographies, channels and sectors. Dufry's diver-
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sified footprint supported the company even in 2020
when facing a global pandemic, by balancing region-
specific travel restrictions. Moreover, the company'’s
strong cash generation capability will be further sup-
ported by the successful implementation of its re-
organization and the expected structural savings from
2021 onwards. For a detailed view on Dufry’s invest-
ment case please refer to page 22.

Capital allocation

Dufry’s capital allocation policy has been adapted to
the current environment with the objective to protect
liquidity amid a limited visibility on the recovery tra-
jectory. Dufry targets deleveraging in line with the re-
covery trajectory, reaching below 4.5x Net Debt/ Ad-
justed Operating Cash Flow by 2022, and a mid-term
leverage levelin line with pre-crisis. We expect attrac-
tive, shareholder value generating opportunities for
profitable growth to arise in the short- and medium-
term and we will thoroughly assess any investment
from a value accretion point of view once the business
has started to recover sustainably.

In the context of the evolution of the COVID-19 pan-
demic, the Board of Directors has therefore proposed
to the General Meeting of Shareholders 2020 not to
pay adividend in order to safeguard the short-term li-
quidity of the company. Under consideration of the still
low visibility and the speed of the recovery, the Board
of Directors has decided to propose to the 2021 Gen-
eral Meeting of shareholders to suspend the dividend
payment for the 2020 business year as well.

Member of the SMI MID (SMIM) Index

With a market capitalization of CHF 4.461 billion as per
December 31,2020, Dufry is part of the SMI MID (SMIM)
Index on the SIX Swiss Exchange, which includes the
30 biggest publicly listed companies in Switzerland not
already represented in the Swiss Market Index (SLI).



SHAREHOLDER STRUCTURE
AT DECEMBER 31, 2020

17.55% GROUP OF SHAREHOLDERS CONSISTING OF LEGAL ENTITIES
AI LOUVRE (LUXEMBOURG) S.A.R.L. AND TAOBAO CHINA HOLDING LIMITED,
51.3% OTHER SUCH GROUP REPRESENTING THE INTERESTS OF ADVENT INTERNATIONAL

SHAREHOLDERS \ORATION AND ALIBABA GROUP HOLDING LIMITED
\\\\\691% STATE OF QATAR

5.00 % COMPAGNIE
FINANCIERE RUPERT

// 4.89% NORGES BANK

////
,&//// neall

-’-4 /3.92% GOVERNMENT OF SI
— -

— 3.19% FMR LLC
3.02% FIDELITY INVESTME

Note: Based on shares. For a complete overview of Shareholder:
disclosures please refer to page 244. =

DAILY A
MILLIONS

2016 2017 2018 2019 2020

Note: Decrease in volume in 2019 due to the termination of the EU stock
market equivalence to Switzerland since July 2019, where the trading of
Swiss shares on EU exchanges has been prohibited as of July.
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DUFRY AG SHARE PRICE AND TRADING VOLUME
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Dufry's share price started the year at CHF 96.88,
reached a high of CHF 97.36 in early January, saw a de-
cline accentuating in line with the spread of the pan-
demic, and reached a low of CHF 20.10 in mid-March.
Consequently the share price steadily recovered to
CHF 55.58 at the end of December 2020 supported by
internal initiatives to restructure the organization, im-
plement sustainable cost saving initiatives, strengthen
the financial position and enhance the liquidity, as well
as favorable external news flows regarding vaccine de-
velopments, international alignment of travel-related
recommendations and recovery expectations.

Dufry’'s trading volume continued to be healthy in
2020. Dufry's average daily trading volume was ap-
proximately CHF 64.0 million. The SIX Swiss Exchange
remains our most important trading platform, where
the average daily volume of Dufry shares reached
CHF 38.8 million in 2020. Dufry's trading volumes are
mainly concentrated at the SIX 61% and BATS Chi-X
OTC 39 % platforms.

Our long-term shareholders, in particular Advent In-
ternational, Alibaba Group, Qatar Investment Author-
ity, Travel Retail Investments, Richemont, GIC Asset
Management, as well as Norges Bank, FMR LLC and
Fidelity Investment Trust represented 48.7% of our
share capital and strongly support Dufry.

Dufry has a free float of around 71%, which is well bal-
anced, with shares being held by institutional investors
in the most important investor regions such as the
United States, the United Kingdom, APAC, Switzerland
and also across Europe.

Strong investment track-record for bondholders
Dufry has been a well-established investment oppor-
tunity in the bond market ever since the issuance of
its first Senior Notes in 2012. On the one hand, the
bond market represents an important source of fi-
nancing for the company, while on the other hand, our
low operating leverage, as well as the strong and re-
silient cash flow generation capabilities, are charac-
teristics welcomed by the fixed income market.

The company’s healthy reputation as an attractive bond
market opportunity was well confirmed in April 2020,
when the company issued CHF 350 million senior con-
vertible bonds due in 2023, conditionally convertible
into company shares and carrying a coupon of 1%.
Dufry’s Senior Notes are currently rated (B+) by Stan-
dard & Poors and (B1) by Moody's.

In April 2020, Dufry also placed in total 5.5 million new
shares, 5,000,000 of which were sourced from exist-

ing authorized capital excluding pre-emptive rights
and 500,000 coming from existing treasury shares.
The placement was successfully executed through an
accelerated book-building.

Long-term financing
strengthened.

In April 2020, Dufry also secured a new twelve-months
committed credit facility of CHF 397 million with two
six-months extensions. Additionally, Dufry has bank
credit facilities in place totaling close to CHF 1,161 mil-
lion maturing in 2022, and around CHF 2,271 million
maturing in 2024 (denominated in multiple currencies).
Moreover, as per end of December 2020, Dufry had
CHF 205.0 million of COVID-19 related government-
backed loans.

Fair and comprehensive market communication
Dufry is committed to open and transparent commu-
nications with the financial market to present our eq-
uity story and investment opportunities. We pursue a
constant, open dialogue with investors, analysts and
the media through direct phone and email exchanges,
regular roadshows and conference attendance, one-
to-one meetings and dedicated investor days, either
in person or virtually.

Senior management presents and discusses financial
performance on a regular basis and we provide the
financial community and media with in-depth reports
and information through press and analyst confer-
ences, conference calls and webcasts. In this context,
and as already disclosed in its third quarter results
publication 2019, Dufry releases quarterly trading up-
date statements for Ql and Q3 and publishes full
financial results for the half-year and full-year periods.

As part of our 2020 Investor Relations activities,
senior management and the Investor Relations team
invested 42 days to meeting investors directly or vir-
tually through roadshows and conferences in Europe,
North America and Asia, during which we met around
660 investors in one-to-one or group meetings and
many more in presentations. Apart from meetings, the
Investor Relations team answered more than 960 calls
and emails in 2020. This results in a total of close to
1,620 contacts with investors and analysts. For con-
tact details of our Investor Relations team located in
Switzerland and Brazil, please see page 289 of this
Annual Report.
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ESG
STRATEGY

ONGOING EVOLUTION OF DUFRY'’S
SUSTAINABILITY ENGAGEMENT

Every day our employees serve close to 800,000 customers in our over
2,300 shops in 64 countries around the world. We closely cooperate with
our landlords in more than 430 locations; regularly engage with our brand
supplier community on customer expectations, and maintain an open
dialogue with our shareholders and other interest groups. This continuous
interaction with our main stakeholder groups informs our sustainability
journey. We recognize that the impact of our operations goes beyond
generating financial returns and we are fully committed to contributing
to the travel retail industry, society and the environment, through the
advancement of our sustainability goals.

Dufry’s ESG strategy defines the scope of our sustainability commitment.
It focusses on four key areas, in which we can actively contribute to
fostering high standards of environmental stewardship and social equity,
while still delivering financial returns to our investors.

Customer Focus, Employee Experience, Protecting Environment and
Trusted Partner frame our initiatives and build on the intelligence gained
through stakeholder engagement and the material topics identified in
our materiality matrix.

We first reported our sustainability goals and achievements in accordance
with the Global Reporting Initiative guidelines in 2017 as part of our annual
report. The formalization and implementation of our ESG strategy builds on
our sustainability initiatives to date and its implementation will be steered
by the Dufry ESG Committee and supervised by our Lead Independent
Director at the Board of Director level, thus fully integrating sustainability
in the overall company strategy to deliver sustainable and profitable
growth.

Julian Diaz Gonzalez
Chief Executive Officer
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DUFRY ESG STATEMENT
“Sustamability is an inherent
element of Dufry's business
strategy aiming for sustamable
and profitable growth of the
company. Our ESG engagement
is focused on four key areas,
where we want to have a positive
mpact within the scope of our
stakeholder eco-system and
beyond: customer experience;
employee wellbeing and advance-
ment; protecting the environment
through the responsible use of
our planet's resources and being
a trusted partner for all our
stakeholders’
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ALIGNING OUR BUSINESS ECO-SYSTEM ... —

Our ESG focus areas build on and reflect the sustainability expectations of the main
stakeholder groups in our business eco-system. The clear classification simplifies

the identification of material topics and the development of the related ESG initiatives
to achieve the defined goals.

/' EMPLOYEES /' SUPPLIERS *

(see detailed description (see detailed description
on page 95 on page 62
of this report) § B of this report)
e - Supply e " - Generate revenues

assortment for suppliers

- Jointly develop - Give access to
marketing global window

- Good place to initiatives display & market
work and grow - Develop new - Contribute to

and exclusive global brand

- Fair and compet-
itive wages products

awareness

- Support families

- Drive company and communities

success
- Talents and skills - Generate
revenues
for Dufry :
- Insights &
gt CUSTOMERS

% (see detailed

D l ' F R Y % description on page 58
- Availability o

of global and
- Generate long-term WorldClass WorldWide local brands

value

- Create
- Provide investment opportunity
opportunity for savings

- Give access - Provide unique

to growth - Provide financing shopping
industry - Provide feedback G Award experiences
on ESG priorities ST war . & services
revenues for concession
landlords contracts
- Provide access - Provide Dufry
to global brands with retail space
- Secure retail - Secure passenger
expertise & customer flow

| " AIRPORT ™,
# AUTHORITIES *
INVESTORS { & LANDLORDS

(see detailed description (see detailed description
on page 66 § B on page 64
of this report) of this report)
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— ... WITH OUR ESG FOCUS AREAS

" CUSTOMER " [ EMPLOYEE
. FOCUS .\ EXPERIENCE

- Product Safety - Attractive working Environment,

- Sustainable Products Conditions & Incentives

- Responsible Marketing - Training & Development

- Digital Tools - Career Progression and Recruitment
- Customer Service & Guarantee Service - Non-discrimination, Diversity, Inclusion
- Customer Safety - Health & Safety

- Customer Privacy & Data Protection - TInternal Communication

iy
3

DUFRY'S Lo
FOCUS AREAS

AND RELATED
TOPICS

- Corporate & Sustainability Governance
- Dufry Code of Conduct & other policies

- Supplier Code of Conduct
- Respectful use of Natural Resources - Stakeholder Dialogue
- CO, Footprint and Energy Consumption - Partnerships with Landlords and Suppliers
- Waste Management - Sustainable Growth for Investors
- Sustainable Logistics & Supply Chain - Community Engagement

" PROTECTING * 7 TRUSTED
. ENVIRONMENT . PARTNER
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GLOBAL APPROACH AND BOUNDARIES
OF FOCUS AREAS

Dufry is a global travel retail operator with over 2,300 shops across 64 countries.

As a pure retailer, the company focusses on selling products from global and regional
renowned brands and neither produces its own products nor does it use private labels.
Some brand partners supply Dufry with exclusive products or travel retail exclusive
products and formats, which are produced by the respective brands and are selectively
distributed through these channels.
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CUSTOMER
FOCUS @

Customers are one of Dufry’s most valuable assets.
Under this area of focus, Dufry monitors all interac-
tions of the customer journey, from the sourcing

of products from our brand partners until these are
handed over to the customer at the shops or at home
in case of home-delivery for some duty-paid products
and the post-sale services. The scope includes in
particular:

— Ensuring that products on Dufry shelves adhere to
the product safety principles stipulated in the Dufry
Supplier Code of Conduct, which is regularly updated
and re-certified with suppliers

— Responsible marketing communications, both
in-store and through our pre- and post-sale points of
contact with customers, as well as product warranties
and refund policies.

— Data protection and security of customer and
company information.

Customer feedback, concerns and suggestions are
regularly gathered through own field research and
interviews conducted across the 50 major airports
where Dufry operates as well as through the Customer
Service department, which offers direct email or
phone access to the company.

PROTECTING
ENVIRONMENT

Dufry operates shops in highly regulated, third party-
owned premises, such as airports, train stations,
cruise ships, seaports and downtown resorts, and
does not operate production sites. Hence, within our
sphere of influence, Dufry focuses on the following
opportunities to positively influence the environmen-
tal impact of its business:

— Closely aligning with the landlords’ ESG strategies
and reducing as much as possible its own impact. To this
purpose, Dufry is member of several landlords' ESG
committees and of the ACI Europe Climate Task Force

— Monitoring the CO; footprint of stores, main offices,
warehouses and transportation of goods. Here Dufry is
tracking emissions starting from product delivery to the
distribution centers or local operations until these are
handed over to customers. Shipment of goods from the
supplier’s site to Dufry's premises lies within the ESG
scope of suppliers.

— Collaborating with global and regional service
providers for logistics, selected, among other criteria,
based on their waste management, recycling and
circular economy capabilities.

— Operating a central Shop Design department, which
defines sustainable shop design strategies including

the selection of materials with respective guidelines and
regulations. Dufry collaborates with a limited number
of regional material shop equipment and furniture sup-
pliers, who have to comply with the relevant specifica-
tions.

— Responsible use of natural resources and optimizing
waste management, including among others the reduc-
tion of plastic use.

— Engaging with brand partners for good ESG
stewardship
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GLOBAL APPROACH AND BOUNDARIES OF FOCUS AREAS

This business model approach is a point of consideration and reflects in Dufry’s
boundary setting for some of the Focus Areas as described below. These Focus Areas
are the foundation stones of our sustainability strategy and reflect the structure
around which Dufry pursues its long-term goal of being a sustainable and leading
travel retailer.

EMPLOYEE
EXPERIENCE

Dufry employees are ambassadors of the company
and first point of interaction with our stakeholders.
Operating in 64 countries, cultural and gender
diversity is an inherent element of Dufry, who strongly
believes in the value of having local people in local
operations - Dufry counts more than 130 nationalities
among its workforce. Under this premise, Dufry
focuses on:

— Continuously evolving all employee interaction:
recruiting, training & career development as well as
retention & retirement schemes.

— Developing and rewarding staff through global
programs including induction, product & service as
well as development and inclusion trainings

—> Fostering a culture of equal opportunity, offering
attractive employment conditions, where everyone
receives equal treatment regardless of gender, color,
ethnic or national origins, disability, age, marital status
as well as sexual orientation, religion or any other
non-merit factor.

— Preparing the next generation of Dufry leaders
Maintaining a global talent pipeline and management
system complemented by hiring external talent thus
securing Dufry’'s ability to evolve staff’s skills in line
with the market and business model requirements.

— Guaranteeing full compliance with local and re-
gional labor regulations and the ILO conventions.

— Complying with all applicable health and safety
regulations. This is a fundamental element considering
that most of our staff render their services in highly
regulated premises governed by landlords’ and country
legislation.

— Actively communicating and promote dialogue with
employees and their representatives, including legally
recognized unions and internal forums representing
employees’ interests.

TRUSTED
PARTNER

The long-term sustainability of our business relies on
our capacity to build trustful relations with all our
stakeholders. Therefore, Dufry has identified specific
priorities to focus on. In particular:

— Permanently evolve its robust Corporate Gover-
nance, including the adaptation of Dufry's Code of
Conduct & other polices, to reflect the needs of the
business model, the company strategy and the
expectations of stakeholders.

— Continuously assess and monitor Dufry’s business
environment and related risks thus permitting to
secure sustainable long-term growth and to establish
respective audits and controls where needed.

— Align the composition and the skills of its Board of
Directors to reflect the company's global presence, its
business model as well as the consideration of cultural,
gender and ethnic diversification aspects.

— Supervise our ESG/ Sustainability strategy at the
highest governance body as part of the overall com-
pany strategy evolution based on an ongoing stake-
holder dialogue.

— Support wealth creation of the local communities.

— Continue to foster the well-established dialogue
with key stakeholders such as landlords and suppliers.

— Comply with rules and regulations, including
internationally accepted human rights standards and
zero tolerance policy in respect of bribery and corrup-
tion by any of its employees, directors and officers

in this regard. The company’'s Compliance Office and
Internal Audit departments perform regular compli-
ance trainings and control adherence to the respective
policies
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ESG ENGAGEMENT FULLY INTEGRATED
IN COMPANY STRATEGY

In order to achieve the overall goal of generating a sustainable & profitable growth
with positive contributions for all stakeholders, the full integration of the ESG
strategy is a key element. Building on the underlying business model, the four ESG
Focus Areas contribute to the implementation of business initiatives and procedures.

IMPACT

SUSTAINABLE & PROFITABLE GROWTH
GENERATING POSITIVE CONTRIBUTION

FOR STAKEHOLDERS

BUSINESS INITIATIVES &
PROCEDURES

ESG FOCUS AREAS GOVERNED BY DEDICATED,
INTERDISCIPLINARY ESG COMMITTEE

CUSTOMER EMPLOYEE PROTECTING TRUSTED
FOCUS EXPERIENCE ENVIRONMENT PARTNER
@ N N
................................................................... e

UNDERLYING BUSINESS MODEL
AND COMPANY STRATEGY
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IMPLEMENTATION OF SUSTAINABILITY STRATEGY
SUPERVISED BY HIGHEST GOVERNANCE BODY

The implementation of Dufry’s ESG strategy is supervised by the Lead Independent
Director and driven by the interdisciplinary ESG Committee, which includes all the key
operational functions.

1. At the level of the Board of

Directors the implementation of
the ESG strategy is supervised
BOARD
OF DIRECTORS

by the Lead Independent Direc-
tor. The Board of Directors is
regularly informed on the ESG
strategy implementation.

2. The interdisciplinary ESG
Committee defines and drives
the implementation of the ESG
strategy. It meets every two
months and is attended by:
CEO, CFO, Chief Corporate
Officer, Chief Commercial
Officer, CEO Operations, Chief
Compliance Officer, General
Counsel, Global Internal Audit
Director, Chief Organization &
Transformation Officer, Global
Head of Corporate Communica-
tions & Public Affairs.

ESG
COMMITTEE

CORPORATE
3Day_to_daylmplementatlon ................................................... CO M M U N ICATIO N S 8_
PUBLIC AFFAIRS

of Dufry's ESG strategy is
executed by the ESG Depart-
ment as part of the Corporate
Communications & Public
Affairs department.
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DUFRY’'S ESG
REPORTING STANDARDS

Regular ESG Reporting

Dufry reports on the ongoing evolution and achievements of its ESG engagement
on an annual basis, with a dedicated ESG Report presented in accordance with the
Global Reporting Initiative (GRI) and forming an integral part of the Group Annual
Report. The ESG Report also includes the Progress Report of the UN Global Compact.

The annual ESG Report provides detailed insights on the implementation of the strat-

egy and includes Dufry's Materiality Matrix reviewed on an annual basis to assess any

potential changes in the scope of the company’'s material topics. Moreover, the report
includes the specific goals and their achievement level.

While following the GRI Reporting Initiative (GRI) guidelines as a basic approach,
the reported indicators are also mapped and aligned with the covered UN Sustainable
Development Goals for better comparison.

Signatory Member of the UN Global Compact

Dufry is a signatory member of the United Nations Global Compact, the world's largest 1»'\1- C
corporate citizenship and sustainability initiative, and supports the Global Compact's Q

10 principles in the areas of human rights, labor, environment and anticorruption,
reinforcing the company’'s commitment to responsible business practices on a global
basis. The respective UN Global Compact Progress Report is also part of and in-
cluded in Dufry's ESG Report.

As part of this commitment Dufry engages in collaborative projects, which advance
the broader development goals of the United Nations, particularly the Sustainable
Development Goals, for which Dufry has been actively supporting the UN SDG
#YouNeedToKnow Awareness Campaign since 2016.

Sustainable Development Goals

In the spirit of the SDG Target 12.6, that encourages companies to adopt sustainable
practices and integrate sustainability information into their reporting as a way to
understand, communicate, and better manage their contributions to the SDGs, Dufry
maps and links the SDG targets with the existing GRI indicators. This additional step
facilitates the understanding of Dufry’s efforts towards sustainability while clearly
showing the progress in the the company’'s commitment to support this global UN

initiative.
£33 SUSTAINABLE |
W% DEVELOPMENT GC.?‘A LS
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ENVIRONMENT,
SOCIAL AND
GOVERNANCE (ESG)
REPORT

OUR COMMITMENT
TO SUSTAINABLE
GROWTH

Dufry is a global travel retail operator with over 2,300
duty-free and duty-paid shops in airports, cruise
lines, seaports, railway stations and downtown tour-
ist areas. We employ 17,795 employees (FTEs) across
64 countries and we represent over 1,000 different
global and local brands in our stores. Dufry is part of
the Swiss Market Index MID (SMIM) on the SIX Swiss
Exchange and has a balanced share of large and small
shareholders.

This sustainability report has been prepared follow-
ing the guidelines of the Global Reporting Initiative
(GRI) Standards, Core Option, and covers our envi-
ronmental, social and governance (ESG) activities,
performance and approach for the year 2020 focus-
ing on the topics we have determined to be of great-
est importance for Dufry and its stakeholders. Com-
pared to our 2019 report, in 2020 we are voluntarily
reporting information related to three additional GRI
indicators: Emissions, Environmental Compliance and
Public Policy. The decision to start reporting on these
indicators was in response to Dufry’s commitment
for greater transparency and gives stakeholders a
better understanding of our ESG strategy, despite
the fact that these topics have not been defined as
material for Dufry.

As we continue evolving our ESG reporting, in this
year's report we have also embedded the UN Sustain-
ability Development Goals (SDGs) and included infor-
mation on the respective GRI and SDG indicators in
the corresponding sections, where Dufry plays arole
in progressing towards specific goals, thus enabling
the reader to obtain a better and more transparent
understanding of our report.

In early 2020, Dufry became a signatory member of

the UN Global Compact. As part of this additional
commitment, a progress report has also been pre-
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pared and is available, together with the GRI Index
and the Sustainability Report Annex, included at the
end of this publication. These documents supplement
the information disclosed in Dufry’s Annual Report
(including the Corporate Governance and Remuner-
ation Reports embedded in the Annual Report). All
these reports are also available online as individual
files in the sustainability section of our corporate
website: www.dufry.com/en/sustainability-dufry

Dufry’s materiality assessment

Dufry launched its sustainability reporting in 2016
with the publication of its first materiality assess-
ment supported by Ernst & Young. This resulted in the
publication of our first Materiality Matrix, outlining
the topics considered most relevant to both our
stakeholders and our business. This first step to-
wards establishing a solid sustainability reporting
framework continued with the publication in 2017 of
Dufry’s first Environment, Social and Governance
(ESG) Report, prepared in accordance with the Global
Reporting Initiative (GRI) Standards.

The initial Materiality Matrix was created through a
scaled process, which began with the assessment of
anumber of internal and external sources such as our
existing policies and regulations, publicly available
materiality assessments of peers, the SASB require-
ments (Sustainability Accounting Standard Board)
and the report of the Governance & Accountability
Institute. As a next step, we gathered stakeholder
feedback, mainly through various internal sources,
but also through our role in trade conferences and
associations, one-on-one discussions and the ongo-
ing dialogue with stakeholders.

Our vision of sustainability however is not a static
one, and Dufry conducts periodic and comprehensive
materiality assessments to identify our most relevant
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MATERIALITY
MATRIX

AN - Corporate governance/O @ - Customer satisfaction/ Oe
- Products/ e - Financial performance /0 @
- Services/

- Talent management /O

high

- Diversity and inclusion/0O - Brand and reputation/ Oe
- Operations and security/ O @ - Digitalization/ @
- Partnerships/C @ - Growth strategy/C @
- Risk management and :
compliance/e® ®

medium

- Dialogue for stakeholder and
social engagement/C @

- Supply chain management /@

- Cyber security and
Data Protection/ ©

CE FOR DUFRY >

= CUSTOMER FOCUS (O = EMPLOYEE EXPERIENCE @ - PROTECTING ENVIRONMENT @ - TRUSTED PARTNER

T AR < 4

Note: Within boxes topics are listed in alphabetical order
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reporting topics from an ESG perspective. During the
reporting year 2020, we re-assessed the accuracy of
our matrix with formal and informal feedback from
both internal and external sources, including finan-
cial and ESG analysts, business partners and indus-
try associations. As a result of the assessment and
compared to 2019, when we added Data Protection
and Cyber Security as an additional topic, no changes
were introduced to our materiality matrix in 2020. As
previously mentioned however, we voluntarily agreed
to report on additional indicators, even though not
considered material to our business, to provide a
wider understanding of Dufry’s ESG impact.

Articulating Dufry’s ESG vision and strategy

In 2020, Dufry significantly enhanced its sustainabil-
ity engagement across the Group by building on ma-
jor milestones reached at the end of 2019 and the be-
ginning of 2020. Firstly, Dufry revised its Sustainability
Strategy to present four focus areas - “Customer Fo-

IMPROVEMENTS CARRIED OUT DURING 2020

cus”, “Protecting Environment”, “Employee Experience”
and “Trusted Partner”, which reflect the business
model and build on the company’s stakeholder eco-
system. This enables Dufry to define clear focus areas
where the company can make relevant ESG contribu-
tions. Dufry’'s Sustainability Strategy and the four fo-
cus areas are described comprehensively in this 2020
Annual Report on pages 70-78.

Secondly, Dufry strengthened its ESG governance
structure with two new developments: the implemen-
tation of the Lead Independent Director function (ap-
pointed in July 2019), supervising the Group’s ESG en-
gagement at the Board of Director level, as well as
the setup of a dedicated ESG Committee (in Septem-
ber 2020), led by the CEO and representing all key
functions of the company. These initiatives contrib-
ute to both formalizing Dufry’s UN Global Compact
commitment and strengthening the ESG integration
within the overall company strategy.

CUSTOMER FOCUS

Set up a comprehensive program to educate all members of our staff involved in the sale of alcohol
products based on principles and guidelines set by the DFWC

Continued to enhance our shopping environments with the opening of 9,600 m? of additional retail space
and refurbishment of stores representing 12,800 m? - equal to 3% of Dufry’s total retail space

PROTECTING ENVIRONMENT

Strengthened corporate Environmental Management System to support

environmental strategy development

Implemented plastic bags decommissioning plan with expected completion in 2021-2022
Mapped Dufry’s GHG emissions including data from operations representing 64 %
of our global sales as well as the vast majority of the logistics network

+ Increased stakeholder dialogue on environmental issues, especially with logistics partners

EMPLOYEE EXPERIENCE

Successfully completed re-certification of Equal Salary Certification in Switzerland
Realigned training and development program for employees

Expanded internal communication channels to improve reach to non-desktop employees
Adapted health & safety store and office protocols to protect employees and

customers in the context of the COVID-19 pandemic

+ Initiated evolution process of our women@dufry initiative to extend its scope to diversity and inclusion

TRUSTED PARTNER

Iumplemeﬁféfion of Strong ESG Governance structure

Development of Dufry Sustainability Strategy

* Update of Dufry's Code of Conduct and public disclosure of the Supplier Code of Conduct
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OBJECTIVES

Dufry’s success goes beyond commercial and financial performance and we un-
derstand that our business activities also have an impact on the communities in
the countries in which we operate. Since 2019, Dufry has supported the Ten Prin-
ciples of the United Nations Global Compact on human rights, labor, environment
and anti-corruption. We regularly align our overall sustainability strategy with
these ten principles and develop relevant initiatives geared to achieving a more
sustainable business, including:

CUSTOMER FOCUS

As the leading global travel retailer, we aim to further improve the overall traveler experience - in our shops
we welcome customers from over 150 nationalities every day - and initiate growth opportunities that
benefit brands, airports and travelers alike, by developing attractive shopping environments.

We are committed to providing responsible retailer training for the sale of alcohol products to store and
office staff involved in the sale of alcohol.

While in 2020 we have fully revised Dufry’'s Sustainability Strategy, the ongoing verification of the strategy
and alignment with any new requirements remains a central focus.

During 2021, we will continue the assessment of our environmental impact with the aim of establishing
measurable objectives and a robust reporting structure, which will enable Dufry and its stakeholders

to have an even better understanding of the environmental footprint of its operations.

Diversity and inclusion remain an area of focus for Dufry. Our corporate global initiative, launched in 2016
to bring together female leaders across the business from a variety of functions and geographies, continued
in 2020 with the mission of ensuring women'’s advancement at Dufry. It supports talented women to rise to
leadership positions within the company, and helps employees better manage work, family and life-balance
topics. The goal of this initiative is especially important to give visibility to women that are progressing in the
company, as it gives inspiration to others. Other corporate initiatives, such as the talent program (more
details available in the "Employee Experience” section of this report) strive to incentivize women's
progression within Dufry.

The ongoing development of fair compensation and of gender-pay gap reduction programs remained an
important part of our efforts in 2020. Through different initiatives across locations such as the UK (one of
Dufry's largest operations) and Switzerland, compensation schemes were analyzed and remediation plans
established if needed.

Fostering dialogue with employees is a vital part of our strategy, based on the understanding that our staff
are our most valuable asset. In 2019, we conducted a new wave of the Engagement Survey with the
participation of 25,213 Dufry employees - representing 73 % of our workforce at that time. Follow up
meetings and plans to improve engagement have been put in place and will continue in 2021 and beyond.

Through our shop network, we directly and indirectly support the local economies of the countries in which
we operate: either by employing local staff, sourcing local products, or by paying taxes. Providing jobs and
quality working conditions and opportunities, including our training and development programs, are
important contributors to developing local wealth.

Continuing our plan to monitor our supply chain sustainability and include additional suppliers who have
accepted the terms of our Supplier Code of Conduct. In 2021, we will launch the re-engagement process
with our key suppliers to agree to the terms of the updated Dufry Supplier Code of Conduct.

While in 2020 we have fully revised Dufry’s Sustainability Strategy, the ongoing verification of the strategy
and alignment with any new requirement remains a central focus.
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CUSTOMER
FOCUS

L
5

- Product Safety

- Sustainable Products

- Responsible Marketing

- Digital Tools

- Customer Service &
Guarantee Service

- Customer Safety

- Customer Privacy &
Data Protection

PROTECTING
ENVIRONMENT

- Respectful use of
Natural Resources

- CO; Footprint and
Energy Consumption

- Waste Management

- Sustainable Logistics &
Supply Chain
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EMPLOYEE
EXPERIENCE

i

- Attractive working Environment,
Conditions & Incentives

- Training & Development

- Career Progression and
Recruitment

- Non-discrimination, Diversity,
Inclusion

- Health & Safety

- Internal Communication

TRUSTED
PARTNER

- Corporate & Sustainability
Governance
- Dufry Code of Conduct &
other policies
- Supplier Code of Conduct
- Stakeholder Dialogue
- Partnerships with Landlords
and Suppliers
- Sustainable Growth for Investors
- Community Engagement
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CUSTOMER
FOCUS

To succeed as a company, Dufry must put the cus-
tomer at the center of every decision we make. This
has been the philosophy of the company since its
foundation, and it's what has brought Dufry to its
current leadership position in the travel retail indus-
try. Our main mission is to meet and exceed customer
expectations, which we achieve through the combi-
nation of sourcing unique product choices, providing
attractive shopping environments and offering spe-
cial shopping experiences. Our customers’ expecta-
tions however have evolved in recent years and have
become more sophisticated. The traditional price-
value proposition has been enhanced with additional
elements, as consumers today demand higher stan-
dards of sustainability from retailers. From privacy
and data protection, to responsible marketing and
communication practices, or product and supply
chain stewardship, there are many elements of our
offer that receive special attention from Dufry and
that enable us to be a more sustainable travel retailer.

Creating the best shopping experience

Our corporate brand statement, WorldClass.World-
Wide, reflects our ambition to create the best possi-
ble shopping environments to capture the interest of
travelers and to generate attractive buying opportu-
nities. That is the main pillar of our future growth. This
best shopping experience is based on three main el-
ements: store, product and service.

When Dufry develops or refurbishes its stores, special
attention is paid to creating a strong sense of place,
thus linking the shopping environment to the individ-
ual country’s cultural heritage, where the stores are
located. The powerful combination of state-of-the-art
store designs with local motifs and references, along-
side a carefully curated selection of local products ac-
quired from local suppliers, results in unique shopping
spaces that enable customers to experience a full cul-

GRI INDICATORS:
401-1, 403-1, 404-1, 405-1, 406-1

16.1,16.3,16.10

tural immersion in the destination with a true “sense
of place”. Dufry cooperates closely with airport au-
thorities and brand suppliers on elements including
store design, passenger flows and allocation of com-
mercial space.

This collaborative work results in improved passen-
ger services, as well as more visibility and opportu-
nities for brands. Testament to this collaboration is
the remarkable example of Heathrow Airportin Lon-
don, where Dufry operates a large proportion of the
stores in all its terminals. In 2020, Dufry's retail of-
fer in Heathrow was once more recognized by Sky-
trax winning the accolade of Best Airport Shopping
in the world for the eleventh consecutive year. This
recognition is of special interest for Dufry, as the
Skytrax award survey gathers the opinion of over 13
million airport users, from 100 different nationalities,
across over 550 airports.

Delivering consistent outstanding customer service

is Dufry’s main aspiration. No matter where our stores

are located, the ultimate objective of Dufry’s Cus-

tomer Retail Excellence program - which we contin-

ued to rollout during 2020 - is to give our customers

the best possible shopping experience. This program

focuses on:

- Reinforcing customer service through ideal staffing
levels according to store traffic and sales

- Providing employees with a clear focus and target
for each shift

- Empowering teams through strong leadership

- Enhancing selling capabilities around our products,
promotions and special lines/offers

In supporting this rollout, 13 Academy Stores spread
across the four main regions have been rolled out
globally. Located in Stockholm, Zurich, Athens, Madrid,
Marrakesh, Jordan, Toronto, New York (Newark), Can-
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cun, Sao Paulo, Buenos Aires (Ezeiza), Melbourne and
Bali, these stores served to test concepts and best
practices, and function as a reference for stores in
other airports and geographies. Much of the training
and development associated with the rollout of this
program was postponed in 2020 due to lockdowns and
airport restrictions caused by COVID-19. There is
however a strong commitment to continue with the
program as we gradually return to normality.

In 2020, Dufry also continued equipping its staff with
digital tools such as the Sales Tablets (now available
in 111 locations in 35 countries, mainly in duty-free and
larger departure walk-through stores) for improved
customer service. Sales tablets enable staff to give
our customers a more personalized shopping experi-
ence, adjusting the offering to their specific prefer-
ences and needs. They also provide our staff with ad-
ditional product information and details of other
products to complement or enhance the customer's
purchase. A further level of service customization is
achieved when tablets are used in conjunction with
other Dufry digital services, such as Red By Dufry.

The digitalization of our stores and services including
Reserve & Collect or Red By Dufry, are covered in
more detail in the Customer section of the annual re-
port (pages 58 - 61). They constitute an important part
of our customer value proposition and are critical to
drive customer engagement and loyalty, hence, clos-
ing the virtual circle of the perfect customer journey.

Engaging with responsible suppliers

Dufry does not produce any goods nor sell any white-
label products. As a pure retailer, all products avail-
able on our shelves are produced by third party com-
panies. As explained in the Trusted Partner section of
this ESG report, Dufry expects all of its suppliers to
comply with the law, stipulated contract conditions
and international best practices in respect of human
rights and the environment, as well as health and
safety and labor standards. To ensure this, Dufry has
updated its Supplier Code of Conduct, available on
the company’s website, which stipulates the provi-
sions required to be a supplier to Dufry. As an addi-
tional step, in 2018 Dufry approached its main prod-
uct suppliers - covering over 40% of Dufry’s sales
volume - to secure their acknowledgement of and
agreement with the Supplier Code, and hence ensure
the provisions included were accepted, establishing a
3-year cycle for reassessment. In 2021, Dufry will
again approach the suppliers who previously acknowl-
edged the terms of the Supplier Code to recertify, as
well as approaching additional suppliers to acknowl-
edge and agree to the terms of the Supplier Code.
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Responsible marketing

Dufry’'s responsibility goes beyond the products sold
and includes its marketing practices (see Customer
section of the Annual Report). Traditionally, Dufry has
played an active role in the main travel retail associ-
ations and in the self-regulation of marketing prac-
tices, especially for the sale of alcohol. Dufry has
contributed to the development of the Duty Free
World Council’'s (DFWC) Self-Regulatory Code of
Conduct for the Sale of Alcohol Products in Duty
Free & Travel Retail - called Responsible Retailer of
Alcohol Products. This Code of Conduct, which com-
plements existing codes and guidelines followed by
individual alcohol manufacturing companies and
other bodies, is widely accepted by most travel retail-
ers worldwide and was signed and implemented by
Dufry in late 2017.

The DFWC's Code of Conduct provides a unique
standard for promoting responsible retailing of alcohol
products in the duty-free and travel retail channels,
establishing clear guidelines for commercial com-
munications, sales of product in the travel retail
and duty-free environments and for product sam-
pling and tasting at the point of sale. The Code of
Conduct is publicly available from the DFWC website
www.dfworldcouncil.com.

In 2020, we took an additional step forward and made
inroads towards obtaining the DFWC Responsible
Retailer accreditation. This accreditation is granted
after all members of our staff involved in the sale of
alcohol products - both at store and office levels -
are trained on the above-mentioned code through a
DFWC developed training module. We have planned
the execution of this training in 2020 and will launch
it during 2021.
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Understanding our responsibility, we have made sig-

nificant progress in:

- Ensuring that products on Dufry shelves adhere
to the product safety principles stipulated in the
Dufry Supplier Code of Conduct

- Responsible marketing communications, both in-
store and through our pre- and post-sale points of
contact with customers, as well as in product war-
ranties and refund policies

- Data protection and security of customer and com-
pany information

- Regularly gathering customer feedback, concerns
and suggestions through our own field research and
interviews conducted either online, or across the 50
major airports where Dufry operates, as well as
through the Customer Service department, which
offers direct email or phone access to the company

Customer privacy and data protection

Dufry is committed to safeguarding the privacy of its
customers and their personal information, Dufry may
have access to. Dufry has implemented the neces-
sary management and Cyber Security systems to
treat any customer's personal information as confi-
dential, securely store such personal information to
prevent unauthorized access to it, and ensure that
such personal information is only collected, used and
otherwise processed for legitimate business pur-
poses in accordance with the privacy statement
listed on its website and applicable laws.

Dufry offers two website applications that collect
some personal information from customers - the Re-
serve § Collect service and a loyalty program called
Red By Dufry. These customer engagement channels
have experienced a significant increase in registered
users. Some personal information and preferences
of these customers are collected during the registra-
tion process so that Dufry can provide more person-
alized communication and in-store experience.
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Online transactions

While Dufry is undergoing a digital transformation of
its business and embracing digital technology across
multiple customer touchpoints, the company still
doesn’'t handle online transactions that include pay-
ment for duty-free goods - exceptions are made for
some locations, where respective customs regula-
tions allow for this kind of service. The above-men-
tioned Reserve & Collect service only allows custom-
ers to reserve products and collect them at their
preferred airport location at the time the customer
flies. Normally however, it is not until customers col-
lect the products and show their boarding passes as
required, that the payment is processed. This is due
to customs regulations that only permit Dufry to sell
duty-free products at the airport location itself.

Data protection

Dufry's Group Data Protection Policy sets out strict
requirements for the processing of personal data of
customers, business partners, employees and other
third parties whose personal information Dufry may
have access to. It meets the requirements of the Eu-
ropean General Data Protection Regulation (GDPR)
and globally ensures compliance with the principles
of national and international data protection laws in
force all over the world, including, amongst others,
the Payment Card Industry Data Security Standard
(PCI DSS) and the Sarbanes-Oxley Act (SOX). The
policy sets a globally applicable data protection and
security standard for our company and regulates the
sharing of information between our Group compa-
nies.

Our employees, as well as third-parties who provide
services on Dufry’'s behalf, are required by policy and
process, as well as by contract, if applicable, to treat
customer information with care. Our processes are
designed to preclude unnecessary access to confi-
dential information and Dufry has administrative,
technical and physical safeguards that reflect this
obligation. Dufry regularly reviews and enhances re-
lated procedures and policies.

The Group also undertakes internal Data Protection
Audits and intrusion tests on a regular basis, while
quarterly meetings are held to discuss and improve
the protection of customers’ personal data. Anyone
wishing to report a grievance or ask a question re-
garding Dufry’s data privacy policy, or to access, de-
lete, correct or transfer his or her personal informa-
tion, can address such subject data requests to
privacy@dufry.com.
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In 2020, Dufry did not report any incident regarding
a breach of customer privacy.

Cyber Security

Dufry is continuously monitoring, reviewing and up-
grading its processes to protect its business from
potential cybersecurity threats that ultimately could
end with theft of data. At a global level, Dufry has a
Global IT Security Team that is responsible for keep-
ing IT threats away from Dufry’'s business, under-
standing emerging threats and investing in the nec-
essary technology to mitigate potential new risks.

In this regard, Dufry has a number of systems and se-
curity processes in place, including a robust IT secu-
rity system and a number of internal policies and pro-
cedures complying with applicable laws and regulations
and included in the company’'s Global Information
Security Policies.

Dufry performs regular tests of its systems and

takes several measures to improve cyber security,

prevent malware infections and avoid data breaches.

Amongst others, Dufry:

- Encrypts customer, payment and any sensitive data
and limits access to it

- Keeps software up-to-date by installing updates
and security patches implemented as a result of
newly discovered vulnerabilities

- Secures point of sale (POS) devices and applications

- Performs regular vulnerability testing to identify
weaknesses

- Monitors all activity in Dufry’s systems and data for
any anomalous activity and indications of threats

- Uses (and promotes amongst its employees) secure
passwords and two-factor authentication

- Runs antivirus software continuously, periodically
scanning systems for malicious files
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Security Awareness Program

As part of the Security Awareness Program, Dufry
conducts regular internal communications campaigns
and training of all employees regardless of function
and location. The content of this communication and
training program includes relevant and individual
steps towards achieving a secure IT environment, in-
cluding:

- Email and messaging management

- Internet browsing

- Mobile device security management

- Password safety

- Social engineering awareness

- Social networks awareness

- Safe remote work

- International travel

- Physical IT security

- Protection of personal computer and home network
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PROTECTING
ENVIRONMENT

Roadmap towards environmental sustainability
2020 was a milestone year in Dufry’s environmental
footprint, as specific efforts carried out in the past
by individual operations are now orchestrated sys-
tematically and aggregated at Group level. Striving
towards improving our environmental footprint, we
have taken the necessary first steps to build our en-
vironmental sustainability strategy on these solid
foundations.

The established environmental management system
permits Dufry to assess and understand its impact on
the environment with a systematic and consistent ap-
proach, subsequently enabling the company to define
the main lines of our goals and actions. In some ar-
eas, where we have direct and stronger possibilities
to influence our footprint, we have already actioned
specific initiatives to reduce our footprint, such as the
replacement of plastic bags (see page 93). In other
circumstances, where our business model provides
less potential of directly influencing our footprint,
Dufry significantly increases its stakeholder dialogue
- mainly with the airports and supply chain - to ex-
plore opportunities to reduce the impact further.

As previously indicated in this report, Dufry operates
shops in highly regulated, third-party owned prem-
ises such as airports, train stations, cruise ships &
ferries, as well as seaports and downtown resorts.
This means that for most of the stores, a large pro-
portion of the utilities consumption, such as water or
energy usage and sourcing in the shops, cannot be
directly changed or influenced by Dufry, as these fac-
tors are predetermined by the landlords and the
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given building construction. Likewise, as a pure re-
tailer, Dufry does not develop own product labels,
does not operate any own manufacturing sites, and
only sells third-party products directly sourced from
its brand partners.

The company therefore concentrates its energy-sav-
ing and emission reduction efforts mainly in the ar-
eas of supply chain & logistics, its own office prem-
ises and in the planning of new stores or in the
refurbishment efforts of existing shops. With respect
to shop-design, the focus is on the related construc-
tion materials, fitting equipment and lighting in ac-
cordance with several sustainability criteria. Addi-
tionally, Dufry takes part in industry-wide initiatives
such as the ACI Europe Climate Task Force, geared
to reducing greenhouse gas emissions, and it closely
collaborates with local airport departments in their
efforts to reduce and offset emissions.

Dufry’s environmental management

As a signatory member of the UN Global Compact,
Dufry has formally adopted the precautionary ap-
proach principle to its operations. The company fol-
lows a consistent process to assess its operations
from an environmental perspective, to identify cur-
rent or future environmental impacts of its activities
and to promote initiatives that respect the environ-
mental balance and comply with existing environmen-
tal laws and regulations.

In this regard, in 2020 we have conducted construc-

tive dialogue with stakeholders in the areas in which
we can actively influence the environmental footprint,
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to assess the impact and eventually implement mea-
sures to minimize or even to offset the impact. As a
first step, we have mapped our CO; emissions across
our supply chain and set up the structure to gather
emission-related information in a consistent manner.

The boundary for Dufry’s area of responsibility for
emissions and its related CO, footprint, covers im-
pacts generated from the moment our suppliers de-
liver their products to our distribution centers and
warehouses, until the point at which we sell the prod-
ucts in the stores. The delivery of the products to our
distribution centers, or in some areas directly to the
shops, is within the responsibility of the suppliers.
Our scope also includes the stores and the respec-
tive office and management buildings.

Whilst the current scope of the data gathering does
not yet cover all locations, it provides first valuable
insights towards building a robust environmental
management system and strategy. The data gather-

TRANSPORTATION CYCLE

ing scope will be further extended in 2021 - additional
information is provided in the emissions section.

Resource consumption and CO, footprint

To better assess and understand the environmental
impact of Dufry’s activity when it comes to resource
consumption and emissions, we have identified four
different areas of our business that permit the com-
pany to track and, in a second stage, implement the
necessary measures and goals to minimize the im-
pact. These include shops, supply chain and ware-
houses, and office environments.

With respect to the types of resources used and the
information collected, electricity and fuel consump-
tion are the most material aspects of our footprint;
water consumption is marginal and restricted to nor-
mal use by our employees and cleaning services
within our premises.
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Stores

Most of the electric energy consumption of Dufry’s
activity happens in the store environment. Lighting,
refrigeration and air conditioning of over 2,300 stores
are the largest contributors to our energy consump-
tion and, consequently, to our CO; footprint. The di-
rect influence of Dufry on these is however limited
due to the nature of our business. Dufry stores are
mostly located in third-party owned premises and in
highly regulated environments, where Dufry has lit-
tle or no choice when selecting power sources.

Based on the utility invoices issued by landlords for
the year 2020, we have identified emissions and re-
source consumption for operations covering 64 % of
our global sales, including some of Dufry’s largest op-
erations (the UK, Spain, Brazil or Mexico). This scope
will be further extended in 2021 by adding more gran-
ularity and additional locations, where possible. In
this contextitis important to understand that in sev-
eral locations, the utility invoices from landlords pro-
vide a combined charge by square-meter, which does
not allow identification of specific amounts of single
resources used and more specifically to isolate elec-
tricity consumption, thus this part of the business is
currently not covered.

Distribution centers and warehouses

The second-largest contributor to Dufry’s environ-
mental footprint is the transportation of goods.
Dufry operates four major warehouses located in
Barcelona (SP), serving Europe, Africa, the Middle
East and Russia; Runnymede (UK) for the UK market;
Hong Kong, serving Asia and Australia, and a fourth
one in Miami (US) for our operations in the US and
Canada, as well as in Central and South America.
These main logistics centers receive major shipments
from the suppliers and further distribute products to
our respective operations. Whenever possible, freight
is carried by sea and we aim to consistently select the
most efficient means of transport in terms of CO;
emissions. Furthermore, the vast majority of our
long-haul logistic partners are either ISO 14001 ac-
credited and/ or have strong environmental manage-
ment procedures in place.

Additionally, we have over 25 local warehouses, which
redistribute goods received from the central ware-
houses to the operations. These are located where
Dufry holds several significant operations within the
same country in terms of volumes transported. In
general, distribution to individual stores is done by
road. These road transports are mostly outsourced
to national and international specialized partners,
some of which have implemented their own environ-

mental strategies. Only a minimal part of the compa-
ny's transportation - mostly in the UK - is done with
a Dufry-managed transportation fleet. Through the
high efficiency in our logistics chain, we ensure that
the environmental impact of transporting goods is
kept to a minimum.

The vast majority of shipments of goods from the
supplier’s site to Dufry's Distribution Centers is ex-
cluded from the assessment, as these emissions lie
within the ESG responsibility of the suppliers.

Office environment

Beyond stores and warehouses, Dufry has office
premises in a number of operations across the world.
Main ones include the Group’s Headquarter offices in
Basel (CH), Bedfont Lakes in Feltham (UK), Madrid
(ESP), East Rutherford (US), Miami (US) and Rio de
Janeiro (BR). Within these premises, energy con-
sumption is mostly related to lighting and heating. A
number of individual measures, such as automatic
switch off for lighting and heating systems, presence
detector activators and staff awareness campaigns,
have been implemented in Dufry offices to reduce
utility consumption. Additionally, we advise our em-
ployees to assess the overall necessity of any travel
and consider using alternatives to travel, such as vir-
tual meeting systems (videoconferences, teleconfer-
ences, computer live meetings, etc.) and we promote
more environmental alternatives for our employees
daily commuting, such as public transport offers.

Greenhouse Gas Protocol

Dufry follows the Greenhouse Gas Protocol (GHGP)
standards to report CO; emissions. This protocolis the
most widely used international accounting tool for
governments and businesses to understand, quantify
and manage greenhouse gas emissions and classifies
emissions into three scopes.

- Scope 1: Direct greenhouse gas emissions from
sources owned by the company. For Dufry, Scope 1
emissions are limited to those from the fuel used by
Dufry-managed transportation fleets and fossil fu-
els used mainly for heating purposes.

- Scope 2: Indirect greenhouse gas emissions from
electricity use. In the case of Dufry these include
electricity consumption in stores, offices and ware-
houses.

- Scope 3: These are the emissions released by third
parties when they provide their services to Dufry.
For Dufry, these include mainly logistics.
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ENVIRONMENTAL INDICATORS
AND CONSUMPTION DATA GREENHOUSE GAS EMISSIONS
Energy Consumption 2020 2019 In tons of CO; Eq. 2020 2019
Electricity! kW/h ...................... 92147772 120,857,266  Scope 12 466 1736
Tons of CO; Eq. 21,290 27923  Scope?2 21,290 27923
Diesel? L|tres ...................... 185,439 691,362 Scope 3° 1.451 5117
Tons of CO; Eq. 466 1,736  Total 23,206 34,776
Carbon Intensity 20204 2019
Tons of CO; Eq, by m? of comm. space 0.0495 0.0740

! The scope of the 2019 data represents 57 % of sales, whilst the 2020 data represents 64 % of sales, due to a larger number

of Dufry entities reporting emissions data.

2 Includes consumption of Dufry-managed goods transportation in the UK, Jordan and Morocco.

3 Includes emissions data from Dufry’s logistics partners, accounting for over 55% of the total volume transported globally.

4 Carbon Intensity calculated over the total square meters of commercial surface operated by Dufry

(469990 m?in 2019 & 469,041 m? in 2020).
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Moving to non-plastic shopping bags

Starting in the last quarter of 2020, Dufry gradually
began replacing plastic carrier bags at all its duty-
free operations globally, with more environmentally
friendly ones made of compostable and recyclable
materials. The only exception for the time being is
that of STEBs (Secure Tamper Evident Bags). These
are necessary for certain airport purchases such as
liquor or tobacco, as per the requirements of the In-
ternational Civil Aviation Organization (ICAO) and
regulations of certain airports. For this type of bag,
Dufry is also exploring recyclable or degradable al-
ternatives that will meet ICAO’s and airports” regu-
lations. Once the substitution of the single-use plas-
tic bags is fully completed, the company will reduce
plastic usage by 7.3 tons per annum.

The single-use plastic bag phase-out is coupled with
point-of-sale communication campaigns to raise
awareness and encourage customers to reduce sin-
gle-use plastic consumption and replace it with more
sustainable alternatives. The company has also agreed
to adopt a global price scheme for carrier bags as an
additional way of raising awareness and reducing
plastic consumption overall.

This formal decommissioning of single-use plastic
carrier bags follows other measures adopted in pre-
vious years, geared at reducing plastic consump-
tion across our operations, such as offering more
sustainable alternatives, including re-usable or jute
bags.

Waste and recycling

Avoiding any waste in the first place or recycling it,
is an effective way to save valuable resources. In our
warehouses, packaging materials, which mainly con-
sist of cardboard, paper, plastic film and wood, as well
as electronic and plastic consumables such as neon
lamps and PET, are sorted into different containers
and sent for recycling. The recycling process is out-
sourced to specialized service providers.

In the shops, waste produced by our operations is
mostly packing material handled through the land-
lord’s waste disposal system and recycled accord-
ingly where possible. In many of our locations, we are
taking measures to reduce single-use plastics film,
such as replacing roll containers used to move prod-
ucts from warehouses to the stores. The new mod-
els, which include closures on four sides and at the
top, drastically reduce consumption of the plastic
film needed for the covering and the plastic shrink
wrapping used with the old system.

With regard to cartons and pallets used to transport
and protect products, Dufry reuses the same units
as much as possible, thus consistently reducing con-
sumption of new resources.

Lastly, in our offices, the reduction of paper con-
sumption is one of our ongoing challenges. Dufry has
putin place localinitiatives to reduce paper and other
office material consumption, including tips to reduce
paper usage, such as printing double sided, avoiding
printing of the legal text at the bottom of emails, and
encouraging people only to print when necessary. The
adoption of IT solutions, such as the electronic in-
voice management system, is also helping to reduce
the amount of paper used in the day-to-day work of
our staff and contributing to the protection of re-
sources.

Store development and sustainable construction

Dufry takes a sustainability approach when design-
ing, constructing and refurbishing stores. In the de-
sign phase and the selection of materials, we choose
the most environmentally friendly options and use lo-
cally sourced furniture and materials whenever pos-
sible, to reduce environmental impact. The shop de-
sign department is centrally organized at the Group
level. It develops guidelines and defines several indus-
try standards enabling us to create attractive shop-
ping environments, while at the same time reducing
energy consumption by using renewable or recycled
materials. To this end, specific policies are in place to
manage the use of materials: timber policy, cement
and virgin aggregates policy, hazardous chemicals
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policy, guidelines and energy targets for brand part-
ners for the supply of branded display devices. These
guidelines have to be followed by local construction
teams and their respective sourcing of materials.

Dufry’s biggest impact on the environment when it
comes to shop development, is in relation to its en-
ergy consumption. Being a public space, airports have
to provide well-lit facilities and naturally, this is a sub-
stantial part of their energy consumption. The main
focus therefore is on substituting traditional lighting
for more energy-efficient lighting systems (e.g. LED)
on ceiling and furniture displays, and on using A-rated
electronic devices (e.g. air conditioning, refrigerators)
in our stores, resulting in a significant drop in the
overall energy consumption.

The sustainability approach to store construction
however goes beyond the environmental dimension.
Besides complying with the provisions of the Dufry
Supplier Code of Conduct when selecting local con-
struction partners, we ensure that they also comply
with social and environmental regulations, hence, en-
suring the efforts initiated in our design studio result
in truly sustainable spaces for our customers.

Partnership and engagement at operations level
Dufry engages with its stakeholders to promote en-
vironmental protection practices wherever this is
possible. We actively participate in sustainability
committees with our airport partners, with the aim
of identifying areas where we can collectively reduce
the environmental footprint of our operations. For
some of our operations, Dufry has a designated sus-
tainability manager in charge of liaising with landlords
and other airport stakeholders to drive sustainable
practices. Either through innovative technologies, ad-
aptation of passenger flows or rethinking the recy-
cling processes in place, we are contributing to the
common goal of making airports a more sustainable
space.

Airport Carbon Accreditation

The Airport Carbon Accreditation is an Airport Coun-
cil International (ACI) Europe certification program
that independently assesses and recognizes the ef-
forts of airports to manage and reduce their carbon
emissions. It defines six different levels of certifica-
tion: ‘Mapping’, ‘Reduction’, ‘Optimization’, ‘Neutral-
ity’, ‘Transformation’ and ‘Transition".

In order to achieve the Optimization accreditation
(level 3 of 6) and above, airports need to actively en-
gage with airport stakeholders, as they need to de-
velop a more extensive carbon footprint to include
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specific Scope 3 emissions and the formulation of a
Stakeholder Engagement Plan to promote wider air-
port-based emission reductions. In many cases, these
plans also involve Dufry as the operator of airport
stores.

In 2020, according to information from Airport Car-
bon Accreditation, 61 airports reached the optimiza-
tion level (level 3) and 64 airports achieved carbon
neutrality (level 4) and superior accreditations. Con-
sidering both of these groups, Dufry operates stores
in 44 of these 125 airports, including Dallas Fort
Worth, Athens, Helsinki, Stockholm Arlanda, Zurich,
London Heathrow, London Gatwick, Abidjan and
Queen Alia Airport in Amman, Jordan.

ACI Europe Climate Task Force

In 2019, Dufry joined the ACI Europe Climate Task
Force as the representative of the travel retail indus-
try. The mission of the Climate Change Task Force is
to follow up on the implementation of ACI Europe’'s
Climate Resolution from June 2019, which includes
the preparation of guidance material for members, to
support them in achieving the Net Zero 2050 com-
mitment. Net Zero aims to reduce emissions under
the airport’s control down to zero. This is achieved by
reducing energy and fuel consumption through the
design of new energy-efficient infrastructure amongst
other recommendations. Retailers play an important
role in the airport ecosystem and Dufry, as the larg-
est global travel retailer, contributes to the work of the
task force with its vision, experience and recommen-
dations in the regular meetings held.
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EMPLOYEE
EXPERIENCE
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Every Dufry employee is an ambassador of the com-
pany. Whether in stores, offices or warehouses, all
members of our staff contribute with their day-to-
day work to shape the company and evolve our brand.
For this reason, Dufry places great importance in
building a great and unique place of work for its staff,
ensuring it delivers the best in terms of fair and equal
conditions, healthy and safe working environments,
attractive salaries, promotion and retention strate-
gies, avant-garde training programs and anything
that contributes to generate high engagement levels
amongst our staff.

Building on our core brand values - Global, Focus, De-
livery and Solid - Dufry has developed a number of
policies and procedures that ensure a consistent ex-
perience across the 64 countries in which it operates,
and which represent the foundation of the future of
Dufry. The rollout of the Business Operating Model
(BOM) completed in 2018, that served to standardize
processes and procedures, and ONEDUFRY, to har-
monize values and principles as well as streamline the
cultural transformation of the Group, have fostered
the setup of a true global company with the highest
employee standards.

Dufry had 17,795 people (FTE) working for the Group
at December 31, 2020, compared to 31,336 at year-
end 2019. The decrease in the number of employees
is related to the extraordinary trading conditions of
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2020, resulting from the COVID-19 pandemic, and the
need to secure the resilience of the company. Due to
the pandemic, some airports remained closed or
maintained only very low levels of traffic compared
to previous years. In order to adapt the company to
the business environment, Dufry had to reduce per-
sonnel expenses and adjust the company structure.
This reduction included early retirement schemes,
holding off on seasonal staff employments, govern-
ment support programs and the reduction of posi-
tions across Dufry's global operations at all levels of
the organization. Dufry has progressively re-incor-
porated staff members on furlough when and where
possible and in line with the partial and temporary re-
covery of the travel activities. Uncertainty and lack
of visibility regarding the speed of recovery of air
traffic, does, however, currently not allow to define
possible future staff re-integration scenarios.

Across the 64 countries where the company is pres-
ent, Dufry generates an additional contribution to the
wealth of local communities and society by offering
working opportunities to third party employees and
the respective generation of additional salaries and
tax payments. In this context, our 2,300 plus stores
are not just sales locations for our brand partners to
sell their products, but also labor opportunities for
over 2,200 people that work in our stores represent-
ing these brands and other service providers. From
beauty advisors to IT developers, they all contribute

HQ Europe, ME & Africa Asia Pacific North America  Central & South America Total
FTES i i 08 2924 664 2808 33D ATTIS
.I.-‘Iga.d‘(':‘ggp'ps. o 442 11,712 1,502 4,334 4,163 22,153
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to create a World Class shopping experience and
benefit from accessing a dynamic market and work
opportunities. As described above, the collaboration
with these third-party employees was also impacted
in 2020 by the spread of the COVID-19 pandemic.

Creating a great place to work

Making Dufry the place where our employees want to
continue working involves investing time and re-
sources to continuously assess and identify oppor-
tunities where Dufry can improve its culture, thus
contributing to retaining talent and helping staff
achieve their highest potential. Dufry is working re-
lentlessly towards providing the best working condi-
tions for our staff and gathering their feedback with
regular employee surveys (see corresponding section
on page 101 within this report).
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Compensation and benefits

Dufry offers its employees competitive salaries and
incentives as a way of attracting and retaining tal-
ented staff. Dufry’s standard compensation includes
a fixed and a variable performance-based compensa-
tion that rewards the individual efforts of staff mem-
bers. Variable pay is linked to individual and company
objectives.

We regularly review and discuss professional devel-
opment with employees and link their performance
to incentives. Performance reviews are an important
aspect to a long-term, successful employer-em-
ployee relationship. Therefore, it is important for us
to build a constructive dialogue between each indi-
vidual employee and manager regarding goals, prior-
ities and personal development. All our staff mem-
bers receive an annual performance review aimed at
evaluating their performance and identifying further
personal development potential for next career steps.

Our staff also enjoy additional benefits that vary
from one location to another, and which include med-
icalinsurance or transport allowances. The company
is working on the rollout of a global online staff shop
- Emporium - that will give staff (including family and
friends) access to a curated selection of goods and
products sold in our stores at competitive prices. Em-
porium is currently available in key locations - such
as the UK, Spain and Switzerland - and will be further
deployed throughout 2021.

Cultural diversity and inclusion

Developing a diversified workforce is a core value for
Dufry and something that our company is very pas-
sionate about. Unlike traditional retailing, our industry
operates in multinational and multicultural environ-
ments. Being present in 64 countries, Dufry engages
on a daily basis with customers, suppliers and col-
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leagues from more than 150 different nationalities.
To succeed in this industry, it is paramount to under-
stand cultural differences as a way of engaging and
better serving our customers.

Diversity is an essential asset to - and integral part
of - our company and Dufry promotes an inclusive
corporate culture that understands and celebrates
diversity in allits forms, be it in gender, age, race, cul-
ture, beliefs or creed. Our workforce comprises col-
leagues from more than 130 nationalities across all
functions and levels of the organization. This has been
a consistent situation for many years and we continue
to believe that this broad cultural diversity repre-
sents a unique competitive advantage. We also view
it as a key element in the successful development of
our Group and in the implementation of our long-
term growth strategy.

For our employees, our company represents a truly
international working environment, with colleagues
from around the world and interesting career oppor-
tunities and tasks. The staff in Dufry’s shops in each
country are predominantly local. Our presence in 64
countries around the world makes us an important
employer in many locations, with many of our opera-
tions being located in emerging markets. This, in ad-
dition to bringing expertise and experience on how to
operate an international business, contributes to lo-
cal development and wealth.

Equal employment

We offer and promote working environments where
everyone receives equal treatment, regardless of
gender, color, ethnicity or national origins, disability,
age, marital status, sexual orientation or religion. In
addition, we adhere to local legislation and regula-
tions in all the countries in which we operate. Any
form of child labor or forced labor is strictly forbid-
den and clear recruitment procedures and regular
workplace controls ensure that this never happens
at any location.

Anti-discrimination, diversity and ensuring equal op-
portunities are and have always been important so-
cial and corporate issues for Dufry across all loca-
tions, especially (but not exclusively) in developing
countries. Many locations in which the Group oper-
ates still pose challenges to the guaranteeing of
equality. We monitor these countries closely to en-
sure we provide equal opportunities to all our staff.
As explained on page 104 of this report, the company
has in place whistleblower mechanisms to denounce
discrimination cases if they happen.

We provide our employees with fair and competitive
wages based on each individual's background and ex-
perience, their particular job within our organization,
the appropriate market benchmark in the respective
countries and locations, as well as her/his perfor-
mance. The remuneration structure of our employ-
ees is assessed on a regular basis to make sure there
is no discrimination related to any kind of diversity.

Equal salary certification in Switzerland

Dufry became equal salary certified in Switzerland at
the beginning of 2019 and has been re-certified in
2020. This certification underscores the commitment
to a fair and unbiased reward structure, which en-
ables employees to develop and thrive in their ca-
reers. The certification process took place in three
stages through statistical evaluation, on-site audits
and interviews with individuals and panel groups. All
phases of the certification and re-certification pro-
cesses were performed at the Basel Headquarters
and the Zurich airport operation and gave proof on
how management systems, HR policies and processes
integrate the dimensions of equal remuneration.

EQUAL
SALARY

Diversity promotion forums

In order to preserve gender diversity and stimulate
the dialogue about gender-related issues and con-
cerns, Dufry developed an internal forum - called
Women@Dufry - that addresses today's challenges
for women in their work place, in order to ensure that
our female employees can fully develop their poten-
tial and career opportunities within the company. This
initiative is sponsored by the Group CEO, is strongly
supported by the members of the Board of Directors,
and is represented by selected female executives of
the company. It enables the company to understand
and recognize the challenges that everyone, both
male and female, faces and to ensure we put in place
the necessary resources to address any issues. In
2021, the company plans to further enhance and de-
velop the reach of this initiative by broadening its
scope to cover additional diversity and inclusion mat-
ters other than gender equality.

In the United States, Dufry’s subsidiary Hudson
formed the Hudson Diversity & Inclusion Taskforce in
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September 2019. Made up of 18 members across func-
tional and geographical locations in Canada and the
U.S., this initiative has the mission of identifying, un-
derstanding and eliminating barriers to ensure we de-
liver a truly diverse workplace for our employees. Dis-
cussions and the work of this committee are focused
on recruitment practices, career roadmap & develop-
ment, succession planning, compensation & benefits,
work-life balance and organizational culture.

Health & safety

Workplace safety is a priority and an essential com-
mitment for the company in our stores, offices and
warehouses. The company ensures that all activities
are carried out safely by taking all possible measures
to eliminate (or at least reduce) the risks to health,
safety and welfare of employees, contractors, cus-
tomers, visitors and any other person who can be im-
pacted by our operations.

The majority of our workforce operates in airports,
seaports, cruise ships and similar environments. As
a basic pre-requisite employees have to comply and
follow the respective airport's, seaport’s or vessel's
safety rules as these environments are highly regu-
lated. On top of this, Dufry has specific health &
safety regulations for its employees, including inter-
nal policies and guidelines - both global and local -,
which may go beyond the legal health and safety re-
quirements.

Dufry generally strives to achieve high occupational
health & safety standards and actively encourages
compliance across the whole Group beyond the spe-
cific 2020 pandemic-related initiatives. As a result,

Dufry has a number of different Health & Safety Pol-

icies throughout the organization. Regardless of the

specific requirements of each local legislation, there
are certain principles that all these policies adhere
to, including:

- Adherence to country, state and local health &
safety legislation and any other requirements.

- Workplaces operated as safe and hazard-free
spaces.

- Employees having the necessary skills and training
to perform their duties.

- Employees having been informed of the contents of
the policy.

- All the elements and protective equipment required
for employees to carry out their job safely having
been provided.

- The Group also has procedures in place in case of
emergencies.
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Management of occupational health and safety man-
agement processes change from one location to an-
other, with a number of common guidelines that ap-
ply to all our operations, including the following:

- All Dufry operations provide information to employ-
ees on topical issues and health and safety initia-
tives, including workers who are not members of our
staff but work on our premises.

- Health and safety activities are regularly reviewed
to ensure issues are effectively managed and im-
provements are made where necessary. In some of
our locations, reviews include employee represen-
tation consultations (where appropriate).

- Responsibility for the governance and review of
health and safety sits with local operations and HR
teams.

- Atairport and seaport environments, close collab-
oration with landlord teams is maintained to ensure
compliance with their own H&S regulations and
management process.

COVID-19

The outbreak of COVID-19 posed an additional health
and safety risk for Dufry, as well as for the whole re-
tail industry. In response to this challenge, Dufry de-
veloped a global coronavirus in-store Health & Safety
Protocol, which provided guidelines and recommen-
dations to protect the health and safety of employ-
ees and their families, as well as customers, business
partners and other stakeholders. This protocol es-
tablished the main guidelines and allowed flexibility
to adapt them on a location-by-location basis to ad-
here to the landlord’s and local authorities’ requests.
Similar protocols were developed and deployed
across all Dufry offices and warehouses. Across all
locations, the company also guaranteed the provision
of signaling elements and protective elements - such
as facemasks and alcoholic gels - as requested by lo-
cal health and safety protocols.

Promoting a healthy working environment

Ensuring a safe workplace is a duty of all members of
our staff. Whilst the joint work of local Health &
Safety Committees and HR teams is crucial in iden-
tifying potential risks and hazards, workers are also
encouraged to report to these teams any work-re-
lated hazards or hazardous situations. The same pro-
cess is used for workers to remove themselves from
work situations that they believe could cause injury
or ill health. Work-related incidents are investigated
and reported to management to ensure remediation
plans (where needed) are designed and implemented
ensuring that processes are duly updated in cooper-
ation with the Health & Safety committees.
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Additionally, Health & Safety Committees undertake
regular worksite analysis to identify potential risks
and hazards. This analysis aims to identify existing
hazards, as well as conditions and operations in which
changes might occur to create hazards. Results of
these assessments are shared with the local HR
teams and management.

The highest incidence of occupational accidents is, of

course, among store and warehouse staff. The great-

estrisks to which Dufry workers are affected include:

- Risksrelated to material elements, objects, products
and constituent elements of machines or vehicles

- Falls at the same level

- Incidents with transport and transfer devices.

Training on health and safety is critical to promote a
safe work environment. We therefore conduct induc-
tion sessions with new members of our staff and hold
regular training sessions with all of our staff, both in
stores and offices, ensuring understanding of the
policies and procedures. If needed, this training is ex-
tended to workers who are not members of our staff
but do work on our premises on behalf of third-party
service providers.

Airport security practices

Due to the nature of our business, most of our staff
are located in airport environments, either working
in stores, in airport offices and/or in airport ware-
houses. As part of the airport eco-system, our staff
have to adhere to and follow the security principles
and processes established at the specific airports
where our stores are located. Most of these regula-
tions and policies are harmonized across the world to
ensure consistent levels of safety and consumer pro-
tection. Worldwide safety regulations are set by the
International Civil Aviation Organization and within
Europe by the European Aviation Safety Agency.
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In order to work in our stores, members of our staff
need to obtain the corresponding airport authoriza-
tion, which in most cases involves training courses on
security measures and procedures in the airport en-
vironment.

The Dufry employee journey

Dufry has comprehensively mapped all stages of an
employee career in our company, starting from when
an employee applies to a position until the moment
an employee leaves the organization. All the steps in
between these two points and the experiences that
the employee has is what Dufry calls “the employee
journey”, and itis the company’s systematic approach
to identify all opportunities Dufry has to feature a
great place to work in our organization.

To simplify the assessment, Dufry establishes four
critical stages on this employee journey: recruitment,
training, career progression and recognition.

Recruitment

To ensure “Fair Play” in everyone's professional ca-
reer development, Dufry's recruitment process en-
sures that all applicants are treated fairly, and each
applicant is given the same opportunity to be consid-
ered, so that the most suitable person can fill the po-
sition. The selection is based on the applicant’'s com-
petencies, skills, results delivered and the decisions
taken regardless of: race, color, religion, sex, sexual
orientation, age, gender identity or gender expres-
sion, national origin, political orientation, disability or
other discriminating factor.

Available positions are first published internally to
ensure opportunity and growth of internal talent. Du-
fry’'s recruiters review the skill pipeline of internal
employees ahead of engaging with external hiring
professionals. Referrals and recommended potential
internal candidates are encouraged and evaluated in
the same process against other potential candidates.
Job offers are typically also posted on the Group’s
website, www.dufry.com/careers.

To ensure fair play in the selection process, all inter-
view evaluations by Dufry recruiters and hiring man-
agers are reported in the Dufry HR portal Dufry Con-
nect. If any gap or personal development need of the
selected candidate are identified, recruiters are in-
structed to incorporate that information into the new
employee onboarding and development plan.

99



2 ESG Report
DUFRY ANNUAL REPORT 2020

Training and education

Dufry’s training methodology follows the “Four E's
model"”: Educate (Formal education), Experiences (De-
velopment), Environment (Culture of learning), and
Exposure (Connections with other colleagues and
professionals).

Dufry employees benefit from an extensive learning
catalogue that covers programs to improve their per-
formance in their current positions and also profes-
sional development programs to support career pro-
gression. Training is of fered through several formats,
including face-to-face as well as virtual and online
training sessions on soft and hard skills. Training is
open to all employees and managers at all levels and
across the entire organization and all geographical
locations. During 2020, and despite some training
programs being interrupted as a consequence of the
pandemic, 27,393 formal training hours were provided
by Dufry.

Some of Dufry’s global learning programs include the

following:

- Global Welcome - Designed for office and retail
staff alike, the Global Welcome is a comprehensive
on-boarding program for newcomers aimed at
shortening the learning curve. In 2020, over 980
new joiners were trained on this program.

- Dufry Growth and Dufry Leaders Growth - This pro-
gram for our office staff aims at developing knowl-
edge and skills around functions and departments
and preparing mid-level managers to take the next
step in their career progression. During 2020, we
had 187 new enrolments to this program.

- Retail Champions program - The cornerstone of our
Learning and Development strategy for retail staff,
this program has been designed to provide our pro-
fessionals with the tools, knowledge and capabili-
ties they need to perform well in their jobs and de-
velop to their full potential at Dufry. 544 employees,
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and 27 store leaders, have benefited from this pro-
gram (interrupted during business closure).

- Future Store Leaders program - A development pro-
gram aimed at developing the next generation of
store leaders by providing hard and soft skKills re-
quired for their promotion, which in 2020 had 89
participants from Dufry’s seven largest operations.

This set of training programs is complemented with
product training programs for our store teams, typ-
ically delivered by the brands and local teams.

During 2020, we have accelerated the deployment of

our online training capabilities sustained over:

- Dufry Connect - Dufry’s HR portal, which permits
establishing personalized learning programs for ev-
ery employee based on their role, position and pro-
fessional category.

- Elucidat - Simplifying the creation of training and
learning courses by our learning & development
teams to reach 100 % of our staff.

- Coursera - An online based training platform for
management roles.

The introduction of these platforms, together with
the continuous rollout of sales tablets and commu-
nications tools for our non-desktop employees (fur-
ther explained in the Connecting with our Employees
section on page 102) is increasing the reach of both
product and skills training and benefiting a higher
number of employees. These tools have been instru-
mental over the lock-down periods, enabling our staff
to remain engaged and up to date in readiness for the
gradual re-opening of the business.

Career Progression

Dufry ensures that future and long-term manage-
ment needs are being addressed by an optimal bal-
ance of promoting internal high-level personnel and
hiring external talent (for example in new countries
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where we start operations). Dufry operates a global,
systematic process to identify high-potential talent
in the organization and to develop them toward key
roles in our business model.

We strongly believe that talent management and suc-
cession planning are key activities for a sustainable
business. Accordingly, we develop new and existing
candidates for more senior management roles and we
carry out yearly reviews of the quality of our talent
pipeline at two levels:

- The first level concentrates on a limited number of
candidates who already have management experi-
ence and would be able to take over one of the se-
nior positions in our organization. At year-end 2020,
this pool of talented individuals included 70 high-
potential managers. With these managers, we ad-
dress and safeguard succession in specific key man-
agement positions.

- The second level focuses on our stores. Amongst
the top-performing store personnel and supervi-
sors, we have identified over 200 “Retail Talent” em-
ployees as of year-end 2020, on whose development
we will focus in order to ensure a quality store-man-
agement succession pipeline.

Dufry also established a mentoring program to sup-
port employees in taking ownership of their develop-
ment and helping them maximize their potential and
accelerate their leadership development. The men-
toring program pairs Dufry leaders (mentors) and tal-
ented staff (mentees). Mentors use their experience
and professional background to provide guidance and
support to mentees on their learning journey. The
first edition of this program started in 2018 and 30
mentoring peers were formed. This program is ex-
pected to be resumed during 2021 with additional
mentors and mentees.

Awards and staff recognition

Employee recognition is an important way to value
employee and team achievements. Every year, Dufry
celebrates the One Dufry Awards, which recognize
excellence and celebrate the success of our people
worldwide who are dedicated to delivering.

The awards are divided in five categories:

- Best Leader Story Award recognizes individuals who
have demonstrated the right behaviors and charac-
ter and shown exceptional performance in Driving
Employee Experience.

- Best Customer Experience Award, recognizes the
highest scores measured by our Mystery Shopper
Survey.
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- Best Partnership Initiative Award, which recognizes
an outstanding initiative with a supplier, business
partner, landlord, inter-company or other party,
that was innovative, well designed, well executed
and impactful.

- Best Business Growth Story Award recognizing the
greatest business growth stories, including - but not
limited to - anew store opening, a new airport/sea-
port/border/or other development, growth of a
product category, a business channel, or an exist-
ing store that has delivered exceptional growth.

- Best Organic Growth Award, which recognizes the
country with the strongest year-on-year organic
growth.

Engaging with our employees
Understanding our staff concerns and needs is crit-
ical for Dufry. For this reason, Dufry fosters a dia-
logue with its employees and invests in developing the
necessary tools to promote communication across
all levels of the organization.

Engagement survey

To better gauge our performance both within our
company and relative to our competitors, we conduct
regular employee engagement surveys that serve to
gain understanding of employee perception of the
company and identifying areas of improvement. We
ensure that the surveys always involve a substantial
proportion of our employees, and that they reach out
across the world. The last wave of our employee en-
gagement survey was done in 2019 with very positive
results: 75% of our staff responded that they were
satisfied working for Dufry (vs. the retail industry av-
erage of 63%), and 78 % would recommend Dufry as
a place to work. The next survey is expected to be
carried out during 2021.

Freedom of association and collective bargaining
Dufry respects legally recognized unions and inter-
nal forums created to represent their employees’ in-
terests. The company's policy on collective agree-
ments is tailored to each location in which it operates,
as each location is subject to its own specific laws
and regulations. As an example, the current practice
in some of the main Group operations is described
below:

- In Brazil, there is a collective agreement in place
which covers core employee related topics such as
salary reviews, general allowances (meal, transport,
benefits, etc.), work contract restrictions/ special
conditions, work shifts, vacations, health and safety,
contributions, benefits, awards and requirements
related to employee's guarantees.
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- Greece has a collective agreement in place ruling
the main employee topics.

- In Spain, Dufry has a collective agreement in place
that covers all employees, except senior manage-
ment. The agreement, negotiated between the com-
pany and a committee made up of employee repre-
sentatives and labor union members, outlines
conditions such as salary, holiday days and health
and safety in the workplace, along with other HR re-
lated matters.

- Inthe UK, Dufry has an employee forum - “Voice” -
made up of staff representatives. This forumis as a
partnership between the company’'s management
and its employees to influence and communicate
business changes.

- In the US, there are a number of recognized trade
unions that Dufry engages with, including Unite
Here, Workers United, United Food and Commercial
Workers, Teamsters, Newspaper Guild and Culinary
Workers.

As mentioned at the beginning of the Employee Ex-
perience section, during 2020 Dufry had to undertake
changes in the organization to adapt the company to
the new business environment. The role of staff rep-
resentation to support the company in adopting
these measures has been critical in both, supporting
management as well as communicating with and sup-
porting our staff.

Connecting with our employees

During 2020, we have continued with the rollout of
technologies and tools to reduce the information gap
between desktop and non-desktop staff. Sales tab-
lets, available in a growing number of our operations,
are permitting a more fluid communication, espe-
cially with our sales staff and, as indicated before, ex-
panding the learning possibilities.

Over the year, we have also progressed with the roll-
out of Beekeeper. This app-based solution enables
employee connection, facilitates workplace engage-
ment and increases productivity through unified
communications. Through Beekeeper, we are sharing
with the more unconnected members of our staff in-
formation related to our company, as well as infor-
mation related to their day-to-day work environment
(such as shifts, product information, events in store,
etc.). The app also features tools for internal chats
and communications and the sharing of information
in a very similar environment to that of the most rec-
ognized social networks. Currently, Dufry has 11,300
live users on the Beekeeper platform, reaching more
than 50% of its workforce and expects to fully roll-
out the app globally during 2021.
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Finally, Dufry also utilizes a number of other internal
communication vehicles to facilitate the dissemina-
tion of corporate news and to keep our staff updated
and engaged. These include the company’s corporate
magazine Dufry World - published in five languages
four times a year - the company’s intranet Dufry
Gate, and regular e-newsletters that serve to com-
municate with our staff globally.
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TRUSTED
PARTNER

Dufry is aware that the long-term sustainability of its
business relies on the capacity to build, establish and
maintain trusted relationships with all our stakehold-
ers as described on page 106 of this report. That
means going beyond the strict compliance of legal
frameworks and leading the way in terms of sustain-
ability. For doing so, Dufry has set up main lines of ac-
tion, which include the following:

- Corporate Governance - Continuous assessment
of our corporate governance structure and policies
to ensure compliance with the applicable legal
framework, as well as the Dufry Code of Conduct
to reflect stakeholder’s needs and expectations.

- Alignment of ESG and business strategies - Ensur-
ing that critical business decisions made to drive
Dufry’s sustainable and profitable growth also con-
sider potential ESG impacts. Dufry’s ESG strategy
is supervised by its highest governance body and
ensures alignment of business and sustainability
strategies, as well as sustainable value creation for
our stakeholders.

- Compliance and control - Setting up robust inter-
nal bodies and structures that ensure education and
control over compliance of codes and regulations,
including internationally accepted human rights
standards and a zero tolerance policy in respect of
bribery and corruption.

- Stakeholder dialogue and engagement - Under-
standing the needs, concerns and expectations of
all our stakeholders and participating in discussions
about topics impacting our industry.

- Wealth creation - Delivering value to our sharehold-
ers remains a key priority for Dufry. Furthermore,
Dufry is aware that the impact of its operations goes

GRI INDICATORS:

102-12,13,16,17,18, 20, 22, 23, 24, 26, 28, 30, 31, 32
201-1, 4, 204-1, 205-2, 206-1,

407-1, 410-1, 415-1, 419-1

SDGs:

5.2,5.3,55,57
8.1,8.28.3,88
9.1,9.4,95
16.1,16.3,16.5,16.6,16.7

beyond that of revenue generation and its activity
can generate a positive impact where it operates its
stores. Favoring local economies, ensuring a fair sal-
ary and working conditions, sharing of expertise and
partnering with local companies is part of this area
of focus.

ESG governance

Dufry's top-management oversees the development
and implementation of Dufry’'s ESG Strategy. Since
2019, the highest responsibility over ESG-related de-
cisions relies on the Board of Directors’ Lead Inde-
pendent Director who, among others, oversees the
Group’'s ESG strategy development and execution,
ensuring alignment with the business strategy.

Execution of the sustainability strategy is led by the
Group CEO. He presides over the interdisciplinary
ESG Committee, which meets every two months and
is attended by several members of Dufry’s Global Ex-
ecutive Committee team (GEC), as well as Global
Heads of other relevant functions. This committee
meets at least six times a year and is supported by
Dufry’'s ESG department for the day-to-day execu-
tion of the strategy.

Socio-economic compliance

Having operations in 64 countries means complying
with different national laws and regulations, as well
as maintaining an active dialogue to foster ongoing
stakeholder and social engagement. For this reason,
from a global perspective, Dufry’s position towards
compliance necessarily needs to have a more holis-
tic and broader approach by also taking into account
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international norms and best practices, including the
10 Principles of the UN Global Compact. In this re-
gard, Dufry has a number of initiatives and control
mechanisms in place that permit the company to
monitor and ensure compliance with national and in-
ternational laws and follow respective ethical stan-
dards.

Governance & corporate policies

Dufry believes that active corporate governance is
important to the development of the company and
also as a way to ensure the sustainable provision of
long-term benefits for shareholders, employees and
society.

Dufry’s Governance system serves as a control
mechanism in relation to a number of elements, in-
cluding bribery and corruption, tax, executive remu-
neration, shareholders’ voting possibilities and inter-
nal control. Most of these topics are covered in the
Corporate Governance Section.

Especially relevant for the sustainability of our indus-
try is the corruption and bribery phenomena, which
can be the cause of negative economic, social and en-
vironmental impacts. From a business perspective,
corruption distorts the functioning of the market and
undermines governance institutions and in general,
the rule of law.

In the case of Dufry, the subject of corruption is of
considerable importance, as the company expands
its operations to many countries with elevated cor-
ruption levels and participates in many public pro-
curement processes to bid for airport, seaport and
other concessions around the globe each year.

DUFRY GROUP
CODE OF CONDUCT
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Dufry prohibits bribery and corruption at all times
and in any form. We believe that in order to remain a
solid business leader, all business must be conducted
ethically and in full accordance with all applicable
laws, rules, and regulations. Dufry requires all of its
employees, officers and directors to behave at all
times with honesty, ethics and within the confines of
applicable law and in full compliance with Dufry’'s
Code of Conduct. Where laws, rules or customs ex-
ist that are different from the principles set out in
the Code of Conduct, Dufry employees, officers and
directors are required to follow whichever sets the
higher standard in this regard.

Dufry also wants its employees, officers and direc-
tors to fully respect the safeguarding of integrity and
fair dealing when carrying out their activities on be-
half of Dufry and to promote the sustainability, di-
versity, decent work, human rights, zero tolerance to
harassment and discrimination standards adopted by
the Dufry Group as set out in the Code of Conduct.

Dufry's Code of Conduct outlines the types of con-
duct, which are not permissible, and imposes strict
rules in relation to charitable contributions and
sponsorships, as well as gifts, hospitality and enter-
tainment expenses and facilitation payments, to min-
imize the risk of corruption. In addition, the rules re-
quire careful due diligence to be conducted on any
external partner Dufry is working with, including a
procedure that must be followed to vet all new joint
venture partners, consultants for business develop-
ment projects, counterparts to M&A transactions
and other similar counterparts.

Dufry also conducts compliance training of employ-
ees, officers and directors, as applicable on an ongo-
ing basis. These training sessions reflect the ongoing
changes introduced in our Code Conduct. Dufry’s
Compliance Department regularly evaluates the con-
tent of Dufry’s training on Compliance and Corpo-
rate Policies. The efforts of the Compliance Depart-
ment are fully coordinated with, and supported by,
the COOs of each Region and the respective HR de-
partments, who help identify the individuals, includ-
ing new hires, who should receive the training.

Dufry properly investigates all complaints and pro-
hibits retaliation or discrimination against any em-
ployees, officers and directors who report a concern
made in good faith. Since 2018, two new Group-wide
reporting channels have been initiated to sit along-
side the email reporting channel compliance@dufry.
com: (1) a world-wide, toll-free hotline in 9 languages
(English, Spanish, Portuguese, French, Italian, Man-
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darin, Russian, Greek and German) also accessible via
local dial-in numbers for all countries in which Dufry
operates; and (2) the online reporting website www.
dufry-compliance.com. These reporting channels,
run by an independent third party, ensure the integ-
rity of such investigations by acting as a centralized
contact point, through which any wrongdoing or cor-
ruption concern are reported directly to the Compli-
ance Department for further investigation.

Individuals who receive training have been selected

based on the following criteria:

1. Community heads at Headquarters (Finance, Trea-
sury, Procurement, Business Development, Inter-
nal Audit, HR, IT, Commercial, Marketing, Customer
Service)

2. Local managers with exposure to business develop-
ment, external partners and third-party contrac-
tors

3. Managers with exposure to procurement negotia-
tions

4. Managers with exposure to government officials
such as airport authorities, customs or other pub-
lic authorities

5. Managers with signatory power or appointed as di-
rectors or officers of a Dufry Group subsidiary

6. Investor Relations managers

7. Members of the Legal and Governance Department

8. Members of the Internal Audit Department, Loss
Prevention and ERM department

9. HR managers worldwide.

GOVERNANCE § CORPORATE POLICIES TRAINING

Managers trained/
retrained in 2020

DIVISION

Europe & Africa & Middle Bast . . 327
AsiaPacific . . 108
NorthAmerica ... . . 22
Centraland South America . . 127
Total 919

As reflected in the table, during 2020, over 900 man-
agers at all levels of the organization have completed
this training. Dufry employees, who are not included
in the list above, are familiarized with Dufry’s gover-
nance and corporate policies via a series of videos
available through various internal channels, including
the Group's intranet Dufry Gate, or the learning man-
agement system Dufry Connect, among others. New
employees, officers and directors are provided with a
copy of the Dufry Code of Conduct when they join the

company and are required to acknowledge accep-
tance of its terms in writing. Additionally, Dufry em-
ployees, officers and directors have access to all of
Dufry's compliance and corporate policies, including
its Code of Conduct on Dufry Gate for their refer-
ence.

Risk management and control

Dufry adopts a risk management model based on
three levels. This model is applicable to all subsidiar-
ies of the Group. The company is supported by an
Enterprise Risk Management software called GRC
(Governance, Risk and Compliance), which allows a
comprehensive identification and management of po-
tential risks that may affect the business.

First level - The commitment of Dufry and all its sub-
sidiaries with integrity and transparency begins with
its own staff. Dufry requires all its employees, offi-
cers and directors to act at all times in accordance
with the provisions of the Code of Conduct. The lat-
ter describes the types of behavior not allowed, and
imposes strict rules regarding the operation of the
business.

In addition, the rules require each employee, officer
and director to perform due diligence and carefully
assess new external partners with whom Dufry plans
to work, including a procedure to be followed to ex-
amine all new minority partners, consultants for busi-
ness development projects, partners for transactions
& M&As and similar counterparts.

Second level - There are different governance func-

tions across the organization including the Compli-

ance, Legal, Finance and Human Resources depart-

ments in charge of monitoring the main risks and

establishing the most appropriate controls to miti-

gate, as well as ensuring compliance with the policies

and procedures of the Group. The scope of the Com-

pliance and Corporate Governance function is based

on the following pillars:

- Review and compliance with the set of global com-
pany policies

- Establishment of the overall framework of approv-
als of the Group and establishing a policy of “four
eyes” for validations

- Training, both for the members of the staff identi-
fied with greater exposure to risk and for the rest
of the employees

- Global corporate risk management

- Creating internal communication channels to en-
sure the integrity of the compliance program.
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® Dw
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Third level - The Group’s Internal Audit provides in-
dependent and objective monitoring and consulting
services designed to add value and improve Dufry'’s
operations. This function covers all subsidiaries and
applies a systematic and disciplined approach to
evaluate and improve the effectiveness of gover-
nance processes as well as risk management and
control, including assessing risk management proce-
dures and the potential committing of fraud. The
main risks identified in the course of internal audits
are reported to senior management and the Audit
Committee of the Board of Directors, and its status
is updated periodically until resolution or acceptance
are given by the governing bodies.

Stakeholder interaction and dialogue

Engaging with our stakeholders on a regular basis to
understand their expectations, needs and concerns
is part of our ongoing commitment to sustainability.
We interact with our stakeholders in a number of dif-
ferent ways, both formal and informal. For 2020, the
group of relevant stakeholders included in our mate-
riality assessment remains valid, and includes air-
ports and other landlords, customers, employees, in-
vestors (incl. shareholders, bondholders and lending
banks), public authorities, suppliers, media and com-
munities.

The eco-system illustration included in the ESG Strat-
egy on page 72 graphically describes the close inter-
action of Dufry with its core stakeholders. Especially
remarkable is the interaction with both suppliers and
landlords, which permits Dufry to provide a superior
service to customers. Known in the industry as the
Trinity (airport authorities & other landlords, retailers
and suppliers), the tight lines and collaboration be-
tween these three groups allow for an improved dia-
logue and mutual understanding between landlords,
retailers and suppliers, to the ultimate benefit of our
customers. This interaction has been especially criti-
caland valuable during 2020 in helping us to find com-
mon solutions to mitigate the impact of the COVID-19
pandemic and its effects over travel.

Beyond the Trinity described above, our employees

and investors are the other two key stakeholders
contributing to our company's success. Dufry how-
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ever, holds relationships with a larger group of stake-
holders, which include:

- Travel Retail Associations and Industry Bodies:
Dufry is an active member of each of the relevant
regional and national industry associations in the
geographies in which it operates (see pages 56/57).
We are proud to have senior staff members on the
Board of some of the most respected industry bod-
ies - ETRC, MEADFA, IAADFS, ASUTIL, UKTRF or the
Duty Free World Council. This gives Dufry a voice
in industry debates, ensuring that it plays a proac-
tive role in shaping the industry’s future.

- Government & Public Institutions - The relation-
ship with this group is of major importance, as they
are the generators and guardians of laws and reg-
ulations that circumscribe Dufry's operating envi-
ronment. New laws and regulations can have a sig-
nificant impact on the business and Dufry needs to
be aware of any changes and be prepared to influ-
ence draft regulations and react to comply as
needed.

- Service Providers - Understanding the relationship
of Dufry with key service providers - mainly with IT,
and logistics suppliers among others - is funda-
mental for Dufry to have a more holistic view of its
ESG impact and to assess and eventually address
improvement areas.

- Media - Is an important group for Dufry as it per-
mits the company to communicate with some of our
main stakeholders. Dufry strives to build strong
and close collaborative relationships with media
and our communications teams maintain direct and
long-term relations with media representatives and
influencers and provide them with timely informa-
tion on a wide range of global, regional and local
topics.

- ESG Community - Comprised of ESG rating agen-
cies and the ESG community of the travel retail and
airport industry, the relationship with this group of
stakeholders permits our company to have a bet-
ter understanding of the main topics of concern on
a global basis and identify areas of improvement
within our ESG reporting and communication.

- Communities and Charities - As part of its social
commitment, Dufry supports many activities in
communities in which it operates. Dufry has a par-
ticular focus on education, youth development and
charities for children and encourages its employ-
ees to work as active members at a local level. For
detailed information, please see our Community
Engagement section on pages 110 -116.
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Partnerships with landlords and suppliers

The Trinity approach mentioned above is of special in-
terest for Dufry as a way of achieving the company's
ultimate objective of delivering a superior shopping
experience for our customers. The pursuit of this ob-
jective however requires both joint collaboration - in
the way the offer is presented to customers - and in
ensuring that the responsibility towards society and
the environment expected from Dufry, is also dem-
onstrated by our partners.

Supplier Code of Conduct

As stipulated in its Supplier Code of Conduct, Dufry

expects suppliers and business partners to comply

with the law, stipulated contract conditions and in-

ternational best practices in respect of human rights,

the environment, health and safety and labor stan-

dards. As a further step towards achieving a more

sustainable supply chain, in 2017 Dufry developed its

Supplier's Code of Conduct, with the purpose of en-

suring that our suppliers across all product catego-

ries, have in place and apply accepted business stan-

dards, as described by the UN Global Compact,

regarding:

- Ethics and integrity

- Labor and employment practices and working con-
ditions

- Environmental compliance and sustainability

- Product safety and security.

DUFRY GROUP
SUPPLIER
CODE OF CONDUCT

Combined with the Corporate Governance and the
Remuneration Reports, both the Supplier Code of
Conduct and the Dufry Code of Conduct provide de-
tailed insights on how Dufry assumes its responsibil-
ity concerning social, ethical and environmental
standards and how we put into practice the princi-
ples of sustainable development in our day-to-day
work. Both Codes were updated in 2020 to reflect de-
velopments in law, regulation and professional ethics
and are available in the sustainability section of our
website: www.dufry.com/sustainability-dufry

We expect all of our suppliers and business partners
to comply with the principles included in Dufry Sup-
plier's Code of Conduct, and ultimately to replicate
these standards further down their supply chain. In
2020, we continued our effort, to proactively share
the Code with additional suppliers from all product
categories, and have planned a complete re-engage-
ment process with all key suppliers for 2021.

Industry recognition

Dufry has a proven track-record in delivering suc-
cessful shopping concepts, specialized stores and
marketing activations, some of them in close collab-
oration with airport and brand partners. Testament
to this successful collaboration is the Frontier Award
granted to Dufry’s UK subsidiary, World Duty Free,
and Heathrow Airport for a joint marketing campaign.
These awards, known as the “Oscars” of the duty free
and travelretail industries, celebrate the very best of
innovation and creativity within the travel retail sec-
tor. Under the name of “Destination Beauty”, a cam-
paign that spanned five weeks and consisted of a se-
ries of beauty events covering London Fashion Week
and Chinese Golden Week was implemented. The
event highlighted five exclusive destination-themed
make up styles, created by five leading global beauty
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houses specific to this campaign and went live across
all four terminals at London Heathrow Airport. This
is a true example of an outstanding Trinity collabora-
tion between brand partners, airport landlord and
Dufry that served to gain international recognition.

This is just one example of industry recognition
granted. For a detailed list of other awards won by
Dufry, please visit our website at www.dufry.com/en/
company/our-awards

Corporate citizenship

Dufry is aware of its responsibilities towards soci-
ety. As a corporate citizen, Dufry is expected to con-
tribute to the production of higher standards of liv-
ing, wealth and quality of life wherever the company
operates, whilst maintaining profitability for share-
holders. Dufry showcases its strong corporate cit-
izenship foundations through its undeniable com-
mitment to ethical behavior when doing business, as
described in the Community Engagement section of
the annual report.

This is paired with Dufry’s participation in several in-
dustry initiatives geared towards safeguarding the
consumer and to environmental protection. Amongst
others, Dufry has contributed to the development of
several Codes of Conduct for the travel retail indus-
try (such as the UK Code of Conduct on Disruptive
Passengers and the ETRC and DFWC Codes of Con-
duct on Sale of Alcohol), and is a member of the ACI
Climate Change Task Force. Dufry is also a signatory
member of the UN Global Compact since January
2020 and has actively promoted the adoption of the
UN Sustainable Development Goals (SDG) through
awareness campaigns organized in cooperation of
airport landlords and the UN.

WE SUPPORT
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Stakeholder Value Allocation

As part of its corporate citizenship, Dufry contrib-
utes to the economic development of the economies
in countries where it operates through the payment
of fair and competitive salaries, taxes and the pur-
chase of local products and services. As a way of as-
sessing the economic impact of our business, Dufry
annually discloses its stakeholder value allocation,
which reflects the direct monetary impact of its op-
eration over its main stakeholders.

Accrued value allocated to our employees in form of
remuneration and social security payments amounted
to CHF 716.0 million in fiscal year 2020. CHF 325.5 mil-
lion were interest expenses as payments to our bond-
holders and lending banks. Due to the loss before
tax recognized in 2020 as a consequence of the
COVID-19 pandemic, Dufry recorded an income in
current income tax, mainly based on tax losses in cer-
tain jurisdictions. In addition, the Company generated
tax losses which can be carried forward and used
against future taxable profits. The total income on in-
come taxes recognized in the income statement 2020
amounted to CHF 130.7 million. As described on page
8 in the Chairman letter, the Board of Directors had
originally planned to propose a dividend payment of
CHF 4.00 per share to the General Meeting of Share-
holders held in May 2020. However, due to the
COVID-19 pandemic and the impacts on the industry
and on Dufry’'s business, the final proposal to the
General Meeting was not to pay any dividend in 2020,
in order to protect the liquidity of the Company. With
respect to the 2021 General Meeting of Shareholders,
the Board of Directors will propose to keep the divi-
dend payment suspended, thus continuing the strong
focus on protecting the liquidity.

Additionally, Dufry contributes every year to a com-
prehensive number of social initiatives, which are de-
scribed in the Community Engagement section of this
report in page 110.
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COMMUNITY
ENGAGEMENT

The support of charitable institutions and causes, as
a way of giving back to society, has been inherent in
the growth and evolution of Dufry since its early years.
During 2020, either at global, country or location level,
Dufry has lent support - either financially, or by rais-
ing awareness, or through the volunteer work of our
staff - to a number of nonprofit organizations and so-
cial or humanitarian initiatives, as well as supporting
cultural events and entities.

2020 will be a year marked by the COVID-19 pandemic
and its impact over all aspects of our lives. That has
also been reflected in our interactions with the com-
munities in the many locations in which we operate.
Aware of the extreme pressure that health and assis-
tance services experienced during the toughest
months of the pandemic, we made contributions by
donating food, confectionery and sanitary products
to hospitals and care homes at the time they were
most needed.

Nevertheless, the sponsoring and support of disad-
vantaged children, young people and their families, to-
gether with enabling them access to education, has
remained the main line of action in our corporate com-
munity initiatives. At country level, similar projects
have been supported and, in some of these operations,
our employees have actively participated in the pro-
cess of selecting the projects we support, reinforcing
the engagement and motivation to collaborate with
the initiatives.

Dufry’s support to these causes is sustained in direct
monetary contributions complemented by the para-
mount role of our customers, who help us raising ad-
ditional funds by buying charitable products in our
storesin support of different NGOs, as well as by mak-
ing donations in the boxes available in some of our air-
port locations. The pandemic and its impact in terms
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of the reduction of passenger numbers, has inevitably
reduced the amounts raised through the sale of prod-
ucts in our stores. However, it has not stopped Dufry
from giving the much needed support, despite the
challenging conditions of this year.

Towards the end of 2020, we celebrated the soft
launch of Captain Dufry, our first global charitable ini-
tiative. Captain Dufry is a soft toy dog and the profits
from the sale of Captain Dufry toys will be donated to
the SOS Children's Villages. Dufry has supported this
charity for over ten years and benefits from this global
initiative will serve to improve the living conditions of
many children and their families. Beyond the financial
objective pursued with Captain Dufry, this initiative will
also serve to increase awareness around SOS Chil-
dren’s Villages and their activities. Captain Dufry has
already made his debut in many of our airport stores,
and we will continue with his rollout throughout 2021.

We are also very proud of the activities carried out by
our staff to support disadvantaged communities and
charitable initiatives, often during their own free time.
The pandemic has brought new needs that went be-
yond the material dimension, and these new needs
have been addressed by many of our employees, who
have gone “above and beyond” in terms of the help they
have given to colleagues, neighbors and anyone in need
around them. Where and when possible, we have sup-
ported and funded them and made the individuals and
their great work visible to the rest of their colleagues,
by using our internal communication channels. This
serves a two-fold purpose, helping them to obtain vi-
tal, additional support and also providing a way of rec-
ognizing and thanking them for their philanthropic ef-
forts.

The initiatives and projects described in the next few
pages represent some of the most prominent projects



2 Community Engagement
DUFRY ANNUAL REPORT 2020

we support. The progress made and the encouraging
results of our on-going support to these initiatives -
the earliest Dufry supported project started in 1995 -
make us feel very proud and is an incentive to
strengthen our ties with them. Despite the COVID-19
related negative impacts on the travel and travel re-
tail industries, and on our business results in 2020, we
strongly believe that the most vulnerable in our com-
munities need the continuous support of Dufry and
companies like us.

SOS Children’s Villages supported programs

in Brazil, Mexico and Kenya

Dufry and SOS Children’s Villages have been working
together for more than ten years, supporting families
worldwide with the aim that no child should grow up
alone. Back in 2009, Dufry began sponsorship of an ini-
tial project focused on preventive care in Igarassu, in
the northeast of Brazil. The construction of a social
center was a tangible example of investing in the care
of children and young people. Dufry has been continu-
ing to support the running costs and training classes
of the center ever since. In 2020, our donation bene-
fited nearly 400 infants, young children and teenagers
with their mothers and enabled them to join family
strengthening programs focused on building self-
esteem, improving gender relations and preventing do-
mestic violence. Mothers were given the opportunity
to leave their children in the child-care center during
the day so that they could go to work and earn a living
for themselves and their children. In addition to sup-
porting this center, Dufry finances the annual family-
budgets, medical costs and school fees for children in
the SOS Children's Village of Igarassu.

In Mexico, Dufry supports SOS Children Villages Fam-
ily strengthening programs in Comitan. Located in
southern Mexico in the state of Chiapas, historically
one of the poorest in Mexico, this city is known for its
high rates of poverty and social exclusion. The pro-
grams of SOS Children's Villages in the social center
in Comitan ensure that children are included in early
childhood development programs. The program aims
to alleviate hardship in the community in a holistic and
sustainable manner, provide childminding and day-
care programs, which enable working parents or sin-
gle mothers to leave their children in safe hands. Moth-
ers hence have better opportunities to go to work and
earn their own income, as they can count on day-care
solutions for their children. Fathers on the other hand
receive awareness raising support in connection with
educational matters and are helped and encouraged
to become more constructively involved in family re-
sponsibility, thus improving the overall quality of life
for these families. The financial support covers ex-

penses for food, school expenditures, medical assis-
tance and educational staff. Dufry’'s contribution in
2020 supported more than 1,000 beneficiaries.

In 2020, Dufry started supporting a family strength-
ening program in Nairobi, Kenya. This program seeks
sustainable and innovative ways to prevent family sep-
aration and address the situation of those children
who are at risk of losing care from their biological fam-
ily. The pillars of this program are family empowerment
and community empowerment to achieve the ultimate
development of children through provision of quality
care and protection. Community-based partners are
strategically identified, assessed and engaged to help
create a strong safety net around the vulnerable chil-
dren and youth in the community. Diverse partners are
actively sought and resources mobilized to increase
impact through the provision of proper nutrition, qual-
ity education and healthcare, decent housing, training
and development for young people, capacity develop-
ment for caregivers and community-based partners,
as well as emergency response when necessary.

Beyond Dufry’s global contribution to SOS Children's
Villages, a number of our operations - including those
in Italy, Sweden and Finland - also support the local
SOS Children’s Villages projects in their correspond-
ing countries. Their contributions, big and small, help
this organization in their objective of keeping families
together, providing alternative care when needed, sup-
porting young people on their path to independence,
and advocating for the rights of children.

Captain Dufry -Dufry’s first truly

global charity initiative

Supporting charities and contributing to the commu-
nities where it operates has always been at the core of
Dufry’'s way of doing business. Over the years this has
crystallized in a long list of charitable initiatives sup-
ported at local level by our operations. The last quar-
ter of 2020 however saw the kick-off of Dufry’s first
global charity initiative with the launch of Captain
Dufry.

Captain Dufry is a soft toy dog wearing a Dufry scarf
and aviator hat with goggles, which is gradually being
made available across Dufry stores in 23 countries.
However, the most important part of this toy is not
that visible: benefits obtained from the sale of Captain
Dufry will be donated to charities and, for the next
couple of years, Dufry has collaborated with SOS
Children’s Villages to receive the proceeds of this ini-
tiative.
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Captain Dufry is available at an accessible price and
designed to be anirresistible “feel-good” impulse pur-
chase. This item gives Dufry’'s customers the perfect
opportunity to buy a gift that truly makes children feel
special - both their loved ones and those in need of
support around the world.

The availability of Captain Dufry in stores is supported
with in-store communication and signage to build
awareness. Dufry is identifying high visibility spaces
across the stores where Captain Dufry is to be made
available - including dedicated sales displays and gon-
dolas. On top of this, Dufry customers are offered ad-
ditional options to donate using the Red By Dufry App,
hence, increasing the possibilities of helping this char-
ity initiative even more.

One Water - selling bottles

to provide sustainable clean water

World Duty Free continues to be one of The One Foun-
dation’s main commercial supporters, arole it has held
almost since the beginning of the partnership in 2016.
World Duty Free sells the charity’'s bottled “One Wa-
ter” and branded jute bags in all of its UK airport
stores. To date, World Duty Free has raised £ 2.3 mil-
lion for clean water and sanitation projects, changing
in the process over 417,000 lives.

In 2020, World Duty Free helped continued to help im-
proving water services in low-income areas in Nairobi
through the promotion of household connections and
pre-paid water dispensers. World Duty Free's support
has also helped to repair broken water points in rural
communities in Malawi, to train community members
to manage and maintain their water points for future
sustainability, and to help deliver piped water systems
in Rwanda.

Over the years, World Duty Free employees have been
selected to go on trips to Malawi as part of a staff in-
centive to recognize stores that have shown the most
growth in terms of One Water related sales. Employ-
ees who were nominated to go on the trip, are real ad-
vocates for the brand and the experience provides
them with a chance to see for themselves the life
changing work that One Water is doing. In 2020, six
employees from our UK operation traveled to Rwanda
to see the impact of The One Foundation's work on the
ground and see how this life-changing program is
working with key stakeholders such as local govern-
ment, communities and utility companies to deliver
piped water into the districts of Rulindo, Kicukiro and
Gicumbi.
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These journeys to Africa are a great way to inspire our
staff to get involved and keep supporting the One Wa-
ter projects, taking back to the stores and our custom-
ers all that they have learnt.

Awareness campaign of the United Nations’
Sustainable Development Goals

The #YouNeedToKnow campaign to raise awareness of
United Nation’s Agenda 2030 and its 17 Sustainable
Development Goals returned for the fourth year in a
row to Zurich and Basel airports in January 2020, in
time to grab the attention of people heading to the
World Economic Forum Annual Meeting in Davos.

The campaign was first launched in Geneva in Novem-
ber 2016. It has since travelled around the world's larg-
est airports, including Zurich, Madrid, London Heath-
row, Malpensa in Milano, Mexico and Moscow. Between
January 15 and February 14, 2020 the around 80,000
daily travelers transiting through Zurich airport were
greeted at a 50 m? pop-up stand showcasing commu-
nication material related to the UN Sustainable Devel-
opment Goals (SDGs), including videos, publications
and games, urging them to rally around the Global
Goals and think about how to rid the world of poverty,
provide quality education, guarantee gender equality
and foster economic growth, among the many chal-
lenges the world must tackle swiftly.

Charity Water Project in Zurich and Basel Airports
The Charity Water project launched in 2014 as a joint
project between Flughafen Zurich AG and Dufry, con-
tinued in 2020. With the sale of bottles of mineral wa-
ter in our airport stores, Dufry has been able to sup-
port several charity organizations, which are usually
updated every year.

In 2020, Dufry has continued its cooperation with the
Children's Hospital (Kinderspital Zurich, locally known
as "Kispi”). The Children’'s Hospital is a non-profit pri-



CAPTAIN DUFRY

Benefits of the sale are donated
to SOS Children's Villages.

NAIROBI | KENYA IGARASSU | BRAZIL
Dufry supports SOS Children's Village's family Dufry continued to sponsor SOS Children's Village
strengthening programs in Nairobi, Kenya. preventive care in Igarassu, Brazil.
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vate institution serving all children and adolescents.
It is the largest university children’s hospital in Swit-
zerland and one of the leading centers for pediatric and
adolescent medicine in Europe. Each year, approxi-
mately 2,300 dedicated employees are committed to
care for the wellbeing of more than 100,000 young pa-
tients, from the first day of life to the age of 18. At the
same time, with the sale of bottled water in our stores
at Basel Airport we continued to support the NGO
Krebskranke Kinder Basel, an NGO supporting children
with cancer being treated in the University Children's
Hospital of Basel. This foundation plays an important
role in helping families financially with uncovered costs
related to childhood cancer, as well as providing pro-
fessional support for families in this difficult phase of
their life.

Sponsoring children’s education in Haiti

As corporate sponsor since 2014, Dufry continued its
support to the Hand in Hand for Haiti Foundation, sup-
porting the NGO’s Student Sponsoring Program. Hand
in Hand for Haiti runs the “Lycee Jean-Baptiste Pointe
du Sable”, which was built as part of the collective re-
sponse to the humanitarian crisis in Haiti, following the
catastrophic earthquake of January 12, 2010. Through
Dufry's sponsorship, children receive trilingual educa-
tion in French, English and Creole, as well as meals,
health services, uniforms and school supplies and free
bus transportation to and from school.

Rio de Janeiro, Brazil - Helping to build the future
of young teenagers

Since 1995, Dufry has been sponsoring a social pro-
motion program in Rio de Janeiro aimed at improving
the skills of young people and, hence, increasing their
employability. This program features free professional
education to young people from communities around
Galeao Airport, including various classes and educa-
tion modules such as English, computer classes, retail
operations, professional orientation, teamwork, lead-
ership, rules of etiquette, ethics and citizenship. The
daily classes are attended by 16 to 20 year-old female
and male students, who receive free meals, medical
and dental care, uniforms, school and educational ma-
terials as well as transportation assistance. The com-
mitment of Dufry with this program goes a stage fur-
ther by supporting attendees in their first steps into
professional life. Dufry coaches students on their ca-
reer progression, alerting them to any job opportuni-
ties within Dufry’s organization or with external part-
ners and giving support on how to successfully face a
recruitment process. This program is also an institu-
tion amongst Dufry employees and one of the initia-
tives Dufry Brazil staff feel very proud of. Our staff in
Brazil act as mentors to the program’s students and
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every year, more than 60 volunteers from both Dufry
and its Brazilian partners get involved.

Over the 25 years that this program has run, it has
proved to be a great success. Employability rates usu-
ally reach high levels for participating students and
since Dufry started its collaboration, over 730 teen-
agers have benefited. And, whilst during 2020 the ed-
ucation activity was canceled due to the pandemic,
Dufry is determined to keep supporting this program.

Hudson supports communities in need

In 2020, Hudson continued its long-term partnership
with Communities in Schools (CIS), raising funds
through its in-store donation program. CIS is the larg-
est and leading school dropout prevention group in the
United States, serving nearly 1.6 million at-risk stu-
dents. With COVID-19 disrupting in-school learning,
Hudson's partnership with CIS was more important
than ever this year. Hudson's funds have helped CIS in
providing technology for remote learning as well as
access to mental health resources, social services and
regular meals that students relied on from schools
prior to COVID-19. Over the past 10 years, Hudson has
raised more than USD 4 million for Communities in
Schools, serving more than 15 million students during
the duration of the partnership.

In late 2019 and into the beginning of 2020, Hudson
also raised funds for Habitat for Humanity of Greater
Los Angeles to rebuild areas devastated by wildfires in
Southern California. Raising more than USD 136,000
through in-store fundraising, the donations supported
the Disaster Relief Program, which serves low-income
families whose homes were damaged or destroyed in
wildfires. Combined with funds raised previously for
Habitat for Humanity wildfire relief, Hudson has do-
nated over USD 336,000 to-date.

Manchester HOME project

Opened in 2015, HOME is Manchester's cultural orga-
nization founded by the merger of two of the city's
long-standing arts venues - Cornerhouse, established
in 1985 and the Library Theatre Company, founded in
1952. World Duty Free's partnership with the Greater
Manchester Arts Centre (HomeMcr) supports work
with local schools, youth centers and community cen-
ters in the Wythenshawe area (south of Manchester).

Since 2016, World Duty Free has funded workshops at
The Wythenshawe Community Workshop and projects
at the Wythenshawe Primary & Secondary School.
These projects provide opportunities to young people
and pupils to expand their horizons, develop new skills
and increase their confidence. The opportunity for
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children and young people to take part in creative
workshops that help to develop a range of skills are
fun, but most importantly, the projects give the group
a chance to maximize their potential for future train-
ing and employment.

Mind - for better mental health

On its second year of a three-year partnership, World
Duty Free in the UK continued collaboration with Mind,
the mental health charity supporting individuals who
suffer from mental health problems. Mind empowers
people through advice, support and clear information.
They campaign to improve services, battle stigma and
end discrimination. In addition to its support of Mind,
World Duty Free UK staff in Scotland and Northern
Ireland continued supporting the Scottish Associa-
tion for Mental Health (SAMH) and Inspire respectively.
All three charities work towards the shared goal of
supporting people with mental health problems and
promoting awareness and understanding of mental
health.

COMITAN | MEXICO
SOS Children Village in Comitan, Mexico, improves
education and quality of life.

Mental health was one of the side effects of the 2020
COVID-19 pandemic. The months of lockdown and the
anxiety and uncertainty generated by the sickness,
have had a huge impact on mental health, with new
mental health problems developing and existing ones
getting worse. The importance of the work of this NGO
hence became even more relevant, and the raising of
awareness about mental problems, as well as how to
get help and tackle them, became more urgent. The
most remarkable event of the year coincided with the
celebration of World Mental Health Day, when World
Duty Free colleagues in the UK supported Mind through
a number of activities organized to raise awareness,
connect with colleagues and raise funds.

Fundacion Aladina - supporting children

with Cancer

Fundacion Aladina is a Spanish NGO that provides
comprehensive support to many cancer-diagnosed
children and teenagers and their families. The support
given include psychological andemotional support, as
well as material and financial assistance. With its do-

THE ONE FOUNDATION | RWANDA
In Rwanda, One Foundation trains community
members to manage and maintain water points.

115



2 Community Engagement
DUFRY ANNUAL REPORT 2020

nations, Dufry supported Aladina’s Extraordinary Spe-
cial, which finances the purchase of prosthesis, wigs,
wheelchairs, hearing aids, physical therapy sessions,
funerals, and any other expenses incurred as a result
of the child's illness. The support during 2020 was es-
pecially needed due to the growing needs that emerged
as a consequence of the pandemic.

Support to multiple projects in Greece

Hellenic Duty Free Shops supplied fuel to heat up
schools in the Northern areas of Greece. It also spon-
sors a variety of annual events that take place in ar-
eas where the company operates and supports a num-
ber of organizations through fund raising activities and
direct donations. Amongst others, Hellenic Duty Free
Shops have supported Make a Wish Hellas, SOS Chil-
dren’'s Villages Greece, Galilee Palliative Care Center
and the Skytali Hellenic Heart-Lung Transplant Asso-
ciation.

Ongoing support to Richmond Hospital

Foundation in Vancouver

For the fourth consecutive year, World Duty Free Van-
couver continued its support to the Richmond Hospi-
tal and its community of care, by raising over
USD 38,000 towards the Acute Care Tower for Rich-
mond Hospital. Realizing the need for a new tower and
understanding the impact it will have for health care in
the community, World Duty Free Vancouver has com-
mitted to raising USD 100,000 towards the ACT (Acute
Care Tower) NOW campaign within three years. Rich-
mond Hospital urgently needs a new Acute Care Tower
to replace the original hospital tower, which is more
than 50 years old, seismically unstable and obsolete
with a severely deficient infrastructure and unable to
meet the needs of Richmond's dramatically growing
and ageing population.

Supporting healthcare workers on the frontline

Dufry and especially our staff were aware of the ex-
treme pressure that the national medical and health
services were going through during 2020, especially in
the first few months of the COVID-19 pandemic and
the latter months of the year. And as Dufry had to
start closing down stores due to travel restrictions,
there was an opportunity to make donations to hospi-
tals and care homes of the food and confectionery
products that would otherwise expire in warehouses
across many locations. In the case of the UK, a num-
ber of members of our staff volunteered to make mul-
tiple product deliveries to selected hospitals and care
homes located near the airports where Dufry oper-
ates. This was coupled with lots of fundraising activi-
ties to support the UK’s National Health Service and
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other local causes in real need during these challeng-
ing times.

In Spain, over 9,000 facemasks and hydro-gels were
donated by Dufry to Spanish hospitals in response to
the lack of self-protection materials suffered at the
beginning of the pandemic, providing much needed
support to medical professionals.

And a long list of other local contributions

There is a long list of yet more causes our staff con-
tribute to and this has continued to grow in 2020. The
high school scholarships program initiated a few years
ago in Korea; the supply of school furniture in Argen-
tina; and countless numbers of charity runs, bike rides,
bake sales and more to support the many deserving
projects. All these initiatives are often initiated by
members of our staff and backed by Dufry, both with
financial contributions and creating internal aware-
ness to increase participation amongst our employ-
ees. We are very proud of our staff and the response
given over the year, including a long list of individuals
who have cared for those around them and lent sup-
port to local communities and colleagues in need, dur-
ing this very challenging year.
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MOST
CHALLENGING
YEAR ENDS WITH
STRONG LIQUIDITY

DEAR ALL

2020 was a challenging year for the travel retail indus-
try. Dufry’s results were heavily impacted by CO-
VID-19, with turnover reaching CHF 2,561.1 million and
organic growth of -69.8%. Our company had to deal
with temporary and alternating closures of the major-
ity of its operations in the second quarter 2020, with
re-openings having started gradually from June on-
wards. Due to both, the closures forced by govern-
mental travel restrictions and the low visibility on the
pandemic’s extent and duration, we had to react
quickly and decisively across all levels of the organi-
zation and in close collaboration with our stakehold-
ers such as landlords, global brands and suppliers, em-
ployees, banks, and our bond- and shareholders.
Despite these challenges, we succeeded in signifi-
cantly reducing our recurring cost base, organizational
complexity and average monthly cash consumption
and built a strong financial position of CHF 1,905.7 mil-
lion in liquidity as of end-December 2020.

Dufry’s capital struc-
ture strengthened.

Throughout 2020, Dufry worked on several strategic
and financial initiatives. In March, we immediately im-
plemented an action plan which included initiatives to
accelerate sales volumes, stop inventory build, reduce
personnel and other expenses as well as renegotiat-
ing rents to safeguard profitability, secure cash flow
generation and protect liquidity.

Based on forecasts of industry associations and inde-

pendent data providers, Dufry applied a -40%, -55%
and -70% turnover scenario versus 2019 to the full-

! For aglossary of financial terms and key performance indicators
please see page 239 of this Annual Report.
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year 2020, and provided guidance on concession fees,
personnel and other expenses accordingly. At the ear-
liest point, we were able to reduce our average monthly
cash consumption to CHF 70-75 million in a zero-sales
worst-case scenario. Average monthly cash outflow
has been better throughout the second half of 2020.

In April 2020, Dufry announced initiatives to
strengthen its capital structure and liquidity position.
Dufry successfully placed CHF 350 million in senior
bonds due 2023, conditionally convertible into shares,
with maturity on May 4, 2023, and 5,000,000 new
shares out of existing authorized capital as well as
500,000 treasury shares, generating gross proceeds
of CHF 151.3 million.

The company also secured commitments from some
of its lending banks based on a term sheet for an
approx. CHF 397.0 million 12-months facility with two
6-months extensions, which allowed Dufry to convert
current uncommitted into committed facilities. Dufry
also secured access to a total of CHF 205.0 million of
COVID-19-related government-backed loans in differ-
ent jurisdictions.

Dufry entered into an agreement with its bank consor-
tium to waive the existing financial covenants of 4.5x
net debt/adjusted operating cash flow (LTM/constant
FX) until end of June 2021 and assign a higher lever-
age covenant of 5x net debt/adjusted operating cash
flow (LTM/constant FX) for the September and Decem-
ber 2021 testing periods.

Dufry also recommended to shareholders to cancel
the 2020 dividend payment to reduce short-term cash
outflows in this unprecedented situation; the Annual
General Meeting granted the motion in May 2020.
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1,906

CHF 1,905.7 million
liquidity as of
end December 2020.

During Q2 2020, the COVID-19 pandemic had spread
globally and it became clear that short-term disrup-
tions were ongoing, while mid-term impacts were
unpredictable. Based on preparations for a Group-
wide efficiency program initiated in 2019 and with
implementation planned from 2020 onwards, we
decided to accelerate the reorganization of the com-
pany to adapt it to the new business environment.
Our cash consumption, defined as EFCF, during the
first half 2020 was mainly attributable to conces-
sion fee payments, inventory build and tax,
whereas during the rest of the year, cash con-
sumption, was significantly reduced to a monthly
average of CHF 45.7 million in the second half of
2020. For the full year 2020 we achieved savings

of CHF 1,312.1 million consisting of MAG reliefs

of CHF 551.4 million, personnel and other ex-
pense savings of CHF 527.3 million and

CHF 233.4 million respectively, significantly
overachieving the previously communicated
target of around CHF 1 billion.

Significant struc-
tural cost savings.

We expect to generate structural savings of
around CHF 400 million, with around CHF 280
million from personnel costs and around
CHF 120 million from other expense savings,
not including some inflation in the mid-/lon-
ger-term.

As part of our reorganization to further sim-
plify our corporate structure, we acquired all
remaining equity interest in Hudson for ap-
proximately CHF 280 million, and delisted the
company from the New York Stock Exchange.
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Dufry’'s shareholders approved the financing of the
transaction through a capital increase by way of
a rights offering at Dufry’'s Extraordinary General
Meeting (EGM) in October, and the transaction was
closed in December 2020. The North-American busi-
ness was already fully consolidated by Dufry before
the transaction and delisting; the reintegration con-
tributes materially to the anticipated cost savings.

Sufficient liquidity to
navigate crisis.

As part of the capital increase in October, Dufry had
secured participation commitments from two new
important shareholders Advent International and
Alibaba Group. Immediately following the closing of
the offering, Advent International owned a stake of
11.4% in Dufry and Alibaba Group of 6.1%. Dufry en-
tered into an additional agreement, under which Alib-
aba Group invested CHF 69.5 million in Dufry via man-
datory convertible notes, generating total gross
proceeds of CHF 890 million through the capital
increase. The liquidity position of Dufry at the end of
December 2020 amounted to CHF 1905.7 million, giv-
ing us enough stability to navigate the crisis and finan-
cial flexibility to act on selected growth opportunities
during and beyond the recovery.

Financial performance
impacted.

Turnover

In 2020, turnover reached -69.8% versus 2019 in con-
stant currency, mainly impacted by the pandemic-
related travel restrictions. Organic growth for the year
stood at -69.8% with like-for-like at -67.2% due to
reduced passenger traffic across most airports and
other travel-related channels globally. Net new con-
cessions represented -2.6%. The translational FX
effect in the period was -1.3% mainly as a result of the
USD weakness.

Despite the shift in travel behavior due to restrictive
measures - more domestic and intra-regional travel,
strongest decline in international and business - the
category mix remained nearly unchanged compared
to FY 2019 with highest demand for perfumes & cos-
metics, followed by food & confectionary. Duty-paid
gained in demand driven by domestic and intra-
regional travel, with no significant channel shift
despite travel restrictions.
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Turnover in Europe, Middle East and Africa was
CHF 1,144.5 million in 2020 from CHF 4,434.2 million
one year ago. Organic growth in the division reached
-73.2%.

Performance improved in July and August across
Europe, especially in Southern Europe with the peak of
the summer holidays and supported by the lifting of
travel restrictions. From end-August onwards, some
countries such as Spain, France, and the UK saw in-
creased COVID-19 cases, resulting in renewed travel
limitations put in place more broadly from end of
September onwards. The Mediterranean region, but
also Eastern Europe, Russia, the Middle East and Africa
performed above average for the region, driven by less
restrictions and available travel corridors, e.g. between
Russia and Turkey.

Asia-Pacific’s turnover reached CHF 160.0 million in
2020 from CHF 691.6 million in 2019 and organic
growth for the year stood at -75.4 %, as Dufry’s foot-
print in the region is geared towards international
travel, which is still highly impacted. The APAC region
was the firstimpacted and closing borders for inbound
and outbound travel as the pandemic appeared in the
region. The majority of the shops in Dufry's Asia-
Pacific locations were closed, including Australia,
Hong Kong, Indonesia, Malaysia, South Korea, as con-
ditions were not beneficial for international travel.

Central and South America’s turnover stood at
CHF 497.3 million in 2020 versus CHF 1,536.1 million in
2019, with organic growth in the region reaching
-65.8% in the year.

Central America and Caribbean, including Mexico,
Dominican Republic and the Caribbean Islands, were
performing more robustly compared to all other
regions, driven by intra-regional travel from the US
and South America as well as international travel as
more flexible travel conditions met continued demand.
The cruise business located in the region, was heavily
impacted. South America saw demand pick-up in the
fourth quarter amid border shop openings and
increase of domestic and intra-regional travel, with
re-openings in Argentina, Brazil, Peru, among others.

Turnover in North America amounted to CHF 644.4
million compared to CHF 1,935.8 million in 2019 and
organic growth came in at -65.3 % in the year. The
region, especially the US, performed above group
average due to the higher exposure to domestic
travel. Intra-regional travel from the US to Central
America was also supportive. Our operations in Canada
remained negatively impacted due to a higher expo-
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sure to international flights and ongoing restrictive
measures. The performance was driven by Hudson
convenience stores, food and beverage and other
duty-paid offerings.

FINANCIAL RESULTS

Gross profit

Gross Profit reached CHF 1,377.3 million in 2020 com-
pared to CHF 5,323.2 million in the previous year,
reaching a Gross Profit margin of 53.8%. Our Margin
was affected by the turnover mix from the retail versus
the wholesale business, short-term inventory manage-
ment through wholesale and promotions, and a higher
duties and freight ratio. One-time inventory write-offs
related to the heavily impacted cruise business
and liquidation programs performed during 2020
accounted for 350 base points. Purchasing prices have
not been affected by the pandemic and we expect a
normalization of our Gross Profit margin throughout
2021 and 2022.

Adjusted Operating Profit (Adjusted EBIT)

Adjusted Operating Profit (adjusted EBIT) was at CHF
-1,561.6 million in 2020 versus CHF 767.7 million the
same period of 2019.

Lease expenses reflected an income of CHF 8.0 mil-
lion in 2020 compared to CHF -1,372.9 million in 2019.
Expenses decreased due to lower level of sales and
COVID-19 related reliefs of minimal guaranteed
amounts (MAG) negotiated with airport authorities and
landlords. MAG reliefs refer to waiving of fixed rent
components and implementing variable concession
schemes instead, or to adjusting fixed MAGs to lower
passenger numbers as well as reduced flights and
operating hours. Up to December 31, 2020 we were
able to close several lease obligation agreements
releasing about CHF 551.4 million of MAGs, thereof
CHF 380.3 million recognized in the 2020 P&L state-
ment as MAG reliefs, with the remainder subject to
different IFRS-16 accounting treatments and recog-
nition over time. In our pursuit of the best result for
Dufry, many concession negotiations included changes
in terms not covered by the IFRS 16 expedient, thus
resulting in a lease modification, i.e. reduced right-of-
use assets and lease obligations generating lower
depreciations in future periods rather than the recog-
nition of the MAG relief in 2020.

Personnel expenses amounted to CHF -716.0 million in
2020, from CHF -1,243.3 million one year earlier, thus
representing a decrease of -42.4% compared to 2019.
Savings were driven by our efficiency program, which
included reducing costs at all levels, making use of

government support schemes whenever possible, as
well as the implementation of voluntary salary reduc-
tion schemes. Personnel expenses include CHF 73.3
million for restructuring accrued in 2020.

Other expenses net reached CHF -328.2 million in
2020 versus CHF -561.6 million in the same period last
year. The decrease of -41.6% compared to 2019 reflects
our initiatives to reduce as much as possible all oper-
ating expenses and other cost items, as well as the
effect of implementing the centralized OPEX manage-
ment as part of the our Group re-organization.

Total savings
2020 amounted
to CHF 1.3 billion.

Depreciation, amortization and impairment amounted
to CHF -2,841.9 million in 2020 versus CHF -1,777.0 mil-
lion last year. The increase is related to the recogni-
tion of impairments of CHF -1,193.2 million in 2020 as
a consequence of the pandemic, whereof CHF -443.1
million are impairments on right-of-use assets and
CHF -712.8 million refer to impairments on acquisition-
related intangible assets. Nearly all our shops world-
wide were required to close to help curb the spread of
COVID-19 or have been subject to very low passenger
traffic, all these affecting severally the actual turn-
over, as well as projections. An overall amount of
CHF 1,024.8 million of impairments is related to depre-
ciable and amortizable asset, and represent a timing
shift in this regard. Only CHF 131.1 million are related
to goodwill impairments, which were already disclosed
with half-year 2020. As we have grown heavily in the
past through acquisitions, future cash flow inherent
to the corresponding concessions are capitalized on
our balance sheet based on the purchase acquisition
accounting. In a unprecedented year like this, these
cash flows have not crystalized, leading almost
mechanically to impairments.

Net Profit

Net Profit to Equity Holders reached CHF -2,513.7 mil-
lion in 2020 versus CHF -26.5 million in the same period
last year. Financial results (excluding Lease Interest
and FX) amounted to CHF -191.8 million versus CHF
-127.6 million in the previous period, due to one-off
expenses related to financing measures, as well as
lower interest income.

Income tax reached CHF 130.7 million versus CHF
-78.2 million last year, driven by the loss situation of
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most of operations. Minorities were CHF -226.8 million
for 2020 versus CHF 56.6 million last year.

Adjusted Net Profit reached CHF -1,658.4 million in
2020 versus CHF 349.3 million last year. The respec-
tive adjusted Earnings per Share (EPS) based on 58.5
million of weighted average shares outstanding was
CHF -28.4 in the period versus CHF 7.00 in the previ-
ous year.

Cash flow

Cash flow metrics proved relatively resilient consid-
ering the significant drop in sales caused by the pan-
demic-related shop closures. Adjusted operating cash
flow reached CHF -405.9 million in 2020 compared to
CHF 960.0 million in 2019. Equity Free Cash Flow stood
at CHF -1,027.3 million in 2020 compared to CHF 383.3
million in the previous year.

Net lease payments in full-year 2020 amounted to CHF
-401.8 to million versus CHF -1,263.7 million last year.
The reduction was driven by reliefs received from
landlords.

Changes in working capital reached CHF -313.9 million
in 2020, compared to CHF -24.4 million in 2019; changes
in core working capital amounted to CHF -155.2 mil-
lion compared to CHF 22.4 million in 2019. The main
drivers for the variation were the decrease in trade
payables of CHF -462.4 million with full payments to
suppliersin Q4 2020 as well as other accounts payable
due to a decrease in accrued concession fee payables
of CHF -98.4 million. Inventories decreased by CHF
-296.3 million due to inventory restructuring and effi-
ciencies in liquidations. We expect a working capital
inflow in 2021, with a full reversal with sales normal-
ization.

Capex was significantly reduced from CHF -245.3 mil-
lion in 2019 to CHF -106.0 million in 2020, as we put
Capex investments on hold as much as possible since
March 2020 and by adapting our overall Capex deploy-
ment approach. Therefore, Dufry expects no catch-up
in Capex in the short- or mid-term.

Net Debt and Liquidity Position

Net Debt amounted to CHF 3,344.2 million at the end
of December 2020 compared to CHF 3,102.0 million
in December 2019. Our liquidity position stood at
CHF 1205.7 million as of December 31, 2020, includ-
ing:

- Cash and cash equivalents of CHF 360.3 million

- Available credit lines of CHF 1,441.3 million

- Available uncommitted lines of CHF 104.1 million
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Considering all measures taken throughout 2020, we
expect to be well positioned for the re-opening and
growth acceleration beyond the current crisis. For
2021, we provide again, as for Full-Year 2020, turnover
scenarios to the market, which are in line with esti-
mates of leading industry associations. Scenarios and
respective sensitivities for concession fees, person-
nel expenses, other expenses, Capex as well Equity
Free Cash Flow are provided in our Full-Year 2020 on
Dufry's Investor Relations website.

Managing costs and
cash flow in 2021.

We expect a stabilization of the business in 2021 while
we engage in opportunities ahead of us: growth oppor-
tunities in Asia, through digitalization, further channel
diversification, and new or renewed concessions in
established channels. Visibility regarding a full recov-
ery to 2019 turnover levels is still limited, with industry
associations estimating a full recovery of passenger
numbers to a 2019 level between the end of 2022 and
2024. However, based on the efficiencies created
through our reorganization, our cost saving targets
and tight cash management, we expects a return to
2019 profitability and cash generation levels even
before full turnover recovery.

I would like to thank our customers, shareholders,
bondholders, banks, analysts and key advisors for their
continued trust in Dufry and their support through-
out this difficult year, to initiate and execute the right
measures to help us emerge stronger and be in the
best position to be able to take advantage of the
opportunities we see on the way ahead.

Kind regards,

/

i

Yves Gerster
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CONSOLIDATED CASHFLOW

IN MILLIONS OF CHF 2020 2019

Net cash flow from operating activities (345.3) 2,107.7

Lease payments net - (L2637)
..(2453)

Free cas

6299
..\1812)

flow

Interest paid

lated to minorities

rom other financial ass

Equity free cash flow

Ac ition of Hudson shares/Busi

ss combinations

FX adjustménts and other

CONSOLIDATED INCOME STATEMENT

2020 2019
IN MILLIONS IN MILLIONS

OF CHF IN % OF CHF IN %
CONTINUING OPERATIONS
Turnover 2,561.1 100.0% 8,848.6 100.0%
Cost of sales (1,183.8) 462% | (35254) 39.8%
Gross profit 1,377.3 53.8% 5,323.2 60.2%
Lease expenses 8.0 (0.3%) (1,372.9) 15.5%
Personnel expenses (716.0) 28.0%
Depreciation, amortization and impairment (2,841.9) 111.0%
Other expenses and other income, net* (328.1) 12.8%
Operating profit / (loss) (2,500.8) (97.6%)
Finance income, finance expenses and foreign exchange gain/ (loss),
net (370.4) 14.5%
Profit / (loss) before taxes (2,871.2) (112.1%)
Income tax 130.7 (5.1%)
Net profit / (loss) (2,740.5) (107.0%)
ATTRIBUTABLE TO
Non-controlling interests (2268 566
Equity holders of the parent (2,513.7) (26.5)

EARNINGS PER SHARE ATTRIBUTABLE TO EQUITY HOLDERS
OF THE PARENT

Basic earnings per share in CHF (43.01) (0.53)
OTHER DUFRY KPI'S

Adjusted operating profit (1,561.6)

Adjusted net profit (1,658.4)

Adjusted earnings per share in CHF (28.37)

* Includes CHF 64.4 million non-recurring income in 2019
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CONSOLIDATED
STATEMENT OF
PROFIT OR LOSS

FOR THE YEAR ENDED DECEMBER 31, 2020

IN MILLIONS OF CHF NOTE 2020 2019
Nt SalOS e 7 . 24776 8,609.8
Ay SN OO e e 835 .......2388
Turnover 2,561.1 8,848.6
Cost of sales (1,183.8) (3.525.4)

Gross profit

Lease expenses

(2,500.8)

Finance expenses (385.4)

bperating profit/ (loss)

Profit / (loss) before taxes

OO X e 14

Net profit/ (loss) (2,740.5)

ATTRIBUTABLE TO

Non-controlling Interests e (26.8) 56.6
Equity holders of the parent (2,513.7) (26.5)
EARNINGS PER SHARE ATTRIBUTABLE TO EQUITY HOLDERS OF THE PARENT

Basic earnings pershare in CHFE e 254 .wson (0.53)
Diluted earnings per share in CHF 25.4 (43.01) (0.53)
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CONSOLIDATED
STATEMENT OF OTHER
COMPREHENSIVE
INCOME

FOR THE YEAR ENDED DECEMBER 31, 2020

IN MILLIONS OF CHF NOTE 2020 2019

Net profit / (loss) (2,740.5) 30.1

OTHER COMPREHENSIVE INCOME
Changes in the fair value of equity investments at FVOCI 15 B -

Items not being reclassified to net income in subsequent periods, net of tax 1.6

Exchange differences on translating foreign operations

(212.7)

Items to be reclassified to net income in subsequent periods, net of tax

Total other comprehensive income, net of tax (211.1)

Total comprehensive income, net of tax (2,951.6) 7.0
ATTRIBUTABLE TO

Non-COMrOUNGINLETESES . oo oo (2443) o 534
Equity holders of the parent (2,7071) (46.4)

127



3 Financial Report
Consolidated Financial Statements
DUFRY ANNUAL REPORT 2020

CONSOLIDATED
STATEMENT OF
FINANCIAL POSITION

AT DECEMBER 31, 2020

IN MILLIONS OF CHF NOTE 31.12.2020 31.12.2019
ASSETS

Property, plant and equipment 16 453.3 6271

Non-current assets 9.868.0 11,263.1

Inventories 21 659.6 1,050.0

Current assets 1,387.0 2,095.8

Total assets 11,255.0 13,358.9

LIABILITIES AND SHAREHOLDERS' EQUITY
Equity attributable to equity holders of the parent

Total equity

Borrowings

Lease obligations

Provisions

Non-current liabilities

Trade payables 154.9 645.6

Current liabilities 2,223.0 2,756.1
Total liabilities 10,337.0 10,250.9
Total liabilities and shareholders’ equity 11,255.0 13,358.9
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CONSOLIDATED
STATEMENT OF
CHANGES IN EQUITY

FOR THE YEAR ENDED DECEMBER 31, 2020

ATTRIBUTABLE TO EQUITY HOLDERS OF THE PARENT

Capital
reserve for Employee Trans- NON-CON-

Share Share Treasury convertible benefit lation Retained TROLLING TOTAL
IN MILLIONS OF CHF ﬂ capital  premium shares notes reserve reserves earnings TOTAL INTERESTS EQUITY
Balance at January 1, 2020 2528 34755 (92.5) - (325) (329.9) (628.1) 2,645.3 462.7 3,108.0
Net Profit/(loss) of theperiod s s s oy s, o, \2000:7) (2SI | (226.8) [{2:740.5)
Other comprehensive
S e BT e s s e O LA9S0) 2 09340 (77) [ (2LLY)
Total comprehensive
income / (loss) for the period - - - - - 1.6 (195.0) (2,513.7) (2,707.1) (244.5) (2,951.6)
TRANSACTIONS WITH OR
DISTRIBUTIONS TO
SHAREHOLDERS
Dividends to non-controlling
IS s T T T T
Issuance of shares N - = - -
Related transactioncosts 24 - - -
Issuance of mandatory
CelEE el . e D et . .
Related transactioncosts =~ 243 - T .0 - -
SO ITEEIOETED o 2D » . 8 .
SERREE SIS e e e e e e
lesmonsloeriteeydiens
Equity component of
conventible bond " e s e e e e e e 2057 28 ... ol 28
Tax effect on equity
transactions T R O N ©2F .01 ©3)
Total transactions with
or distributions to owners 1485 774.4 91.2 68.4 - - (53.7) 1,028.8 (35.3) 993.5
CHANGES IN OWNERSHIP
INTERESTS IN SUBSIDIARIES
Put-option held by
Sclimcoire gl enc - NNNNGG— e T e e S e A CLY R— 245 N
Other changes in participation
ginereanieligliiaess i ) ) e e ) e
Total changes in ownerships
interests in subsidiaries 26 - - - - - - (127.7) (127.7) (104.2) (231.9)
Balance at December 31,2020 ~ 401.3  4,249.9 (1.3) 68.4 (30.9) (5249 (3.323.2) 839.3 78.7 918.0
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CONSOLIDATED
STATEMENT OF
CHANGES IN EQUITY

FOR THE YEAR ENDED DECEMBER 31, 2020

ATTRIBUTABLE TO EQUITY HOLDERS OF THE PARENT

Hedging
Employee & revalu- Trans- NON-CON-

Share Share Treasury benefit ation lation Retained TROLLING TOTAL
IN MILLIONS OF CHF E capital  premium shares reserve reserves reserves earnings TOTAL INTERESTS EQUITY
Balance at January 1, 2019 2694 4,060.6 (520.8) (18.1)  (0.3) (324.1) (567.9) 2,898.8 4429 33417
Wt pronsilessie thoreaon T T T T T S 265) BN . Lo Sl
Other comprehensive
SRR s B T T RN C- N - S A o7 - (3.2) B
Total comprehensive
income/ (loss) for the period - - - - (14.4) 0.3 (5.8) (26.5) (46.4) 53.4 7.0
TRANSACTIONS WITH OR
DISTRIBUTIONS TO
SHAREHOLDERS
Dividends to shareholders 241 - (199.8) - - - - - (199.8) - (199.8)

Assignment of treasury share

Income tax on

CIETEENEECHETS e L T T T T T T 1O N 12 . 28
Total transactions with

or distributions to owners _ (16.6) (585.1) 4283 - - - (12.9) (186.3) (74.2) (260.5)
CHANGES IN OWNERSHIP

INTERESTS IN SUBSIDIARIES

Put option held by

non-controlinginterests .. 2 .. T T T T T T . | = ...(557) NG
Other changes in participation

of non-controlling interests s - . y . . T ...208) @08 O 729
Changes in participation of

non-controlling interests 26 - - - - - - (20.8) (20.8) 40.6 19.8
Balance at December 31, 2019 252.8 3,4755 (92.5) (32.5) - (3299) (628.1) 2,645.3 462.7 3,108.0
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CONSOLIDATED
STATEMENT OF
CASH FLOWS

FOR THE YEAR ENDED DECEMBER 31, 2020

IN MILLIONS OF CHF NOTE 2020 2019

CASH FLOWS FROM OPERATING ACTIVITIES
Profit/ (loss) before taxes (2,871.2) 108.3

ADJUSTMENTS FOR:
Depreciation, amortization and impairment 10 2.8419 1777.0

OWw betore working capital changes

Decrease/ (increase) in trade and other accounts receivable

Cash generated from operations (318.0) 2,204.7
O e e 275 — )
Net cash flows from operating activities (345.3) 2,107.7

CASH FLOW USED IN INVESTING ACTIVITIES

Purchase of property, plant and equipment 16 (101.1) (199.3)

Net cash flows used in investing activities (74.9) (255.5)

! In 2019, Income tax paid includes a refund of CHF 17.7 (EUR 15.1) million from Spanish tax authorities.
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CONSOLIDATED
STATEMENT OF
CASH FLOWS

(CONTINUED)

FOR THE YEAR ENDED DECEMBER 31, 2020

IN MILLIONS OF CHF NOTE 2020 2019

CASH FLOW FROM FINANCING ACTIVITIES

Transaction costs for financial instruments ? 29 (13.4) (2.5)

Lease payments

Net cash flows used in financing activities

Currency translation on cash

Decrease/ Increase in cash and cash equivalents (193.2) 15.3

CASH AND CASH EQUIVALENTS AT THE
~ -~ beginning of the period 553.5

2 Transaction costs for financial instruments includes fees paid for the issuance of financing instruments
(2020: Convertible bonds; 2019: Senior Notes).

3 In 2019, Interest paid includes CHF 18.0 million call premium and other fees paid for the cancellation and
amendment of financing arrangements.
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NOTES TO THE
CONSOLIDATED
FINANCIAL
STATEMENTS

FOR THE YEAR ENDED DECEMBER 31, 2020

1. CORPORATE INFORMATION

Dufry AG (the “Company”) is a publicly listed company with headquarters in Basel,
Switzerland. The Company is the world's leading global travel retail company. It
operates over 2.300 shops worldwide. The shares of the Company are listed on the
Swiss Stock Exchange (SIX) in Zurich.

The consolidated financial statements of Dufry AG and its subsidiaries (Dufry or
the “Group”) for the year ended December 31, 2020 and the respective compara-
tive information were authorized for public disclosure in accordance with a reso-
lution of the Board of Directors of the Company dated March 4, 2021, and are sub-
ject to the approval of the Annual General meeting to be held on May 18, 2021.

2. ACCOUNTING POLICIES
21 BASIS OF PREPARATION

The consolidated financial statements of Dufry AG and its subsidiaries have been
prepared in accordance with International Financial Reporting Standards (“IFRS")
as issued by the International Accounting Standards Board ("IASB").

The consolidated financial statements have been prepared on the historical cost
basis, except for certain financial assets, liabilities (including derivative instruments)
and defined benefit plan assets, that are measured at fair value, as explained in the
accounting policies below. Historical cost is generally based on the fair value of the
consideration given in exchange for assets. The carrying values of recognized
assets and liabilities that are hedged items in fair value hedges, and are otherwise
carried at amortized cost, are adjusted to record changes in the fair values
attributable to the risks that are being hedged. The consolidated financial state-
ments are presented in millions of Swiss Francs “CHF". All values are rounded to
the nearest one hundred thousand, except when indicated otherwise.
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2.2  THEENTITY'S ABILITY TO CONTINUE AS A GOING CONCERN -
COVID-19

On March 11, 2020, the World Health Organization declared COVID-19 a pandemic.
Governmental organizations have taken various actions to combat the spread of
COVID-19, including imposing stay-at-home orders and closing “non-essential”
businesses and their operations for certain periods of time.

The Group mainly operates travel retail businesses, which are significantly ad-
versely impacted by COVID-19-related concerns, event cancellations, and busi-
ness and government-imposed restrictions. These concerns and restrictions have
led to a significant decrease in passenger travel and resulted in sharply reduced
customer traffic and sales across our businesses. Consequently, the Group's rev-
enues declined during 2020 compared with the same period in 2019 by approxi-
mately 71%.

In response to the COVID-19 pandemic, the Group most recently has taken the
following measures:

- the Group is renegotiating almost all of its concession agreements to better
align payment commitments to the current business environment and in
particular to reduce fixed payments;

- as of September 2020, the Group has implemented a re-organization and
restructuring program to adapt its organization to the new business environment
and to accelerate growth and support profitability during the recovery phase
of the economic and public health crisis resulting from COVID-19;

- inOctober 2020 and in connection with the Group’s plan to acquire the remaining
equity interest in Hudson Ltd. for USD 311 million and to delist Hudson Ltd. from
the New York Stock Exchange, Dufry AG has conducted an equity increase
through the issuance of 24,696,516 fully paid-in registered shares in the amount
of CHF 820.3 million;

- on November 18, 2020, Dufry placed CHF 69.5 million in bonds due 2023,
mandatory convertible into shares of the Company;

- in December 2020, Dufry successfully closed the merger with its subsidiary
Hudson Ltd (“Hudson”) which will improve the cost structure of the company
going forward,;

- the Group did not pay a dividend for the 2019 financial year and Dufry currently
does not plan to propose to pay a dividend for the 2020 financial year.

In addition, in May 2020, we have entered into an amendment of certain borrowing
instruments which, among other things, waived compliance with certain financial
covenants until June 30, 2021 and which prevented a covenant breach that would
have otherwise occurred as a result of the deterioration in adjusted operating cash
flows due to COVID-19. Currently, financial covenants included in our borrowing
instruments require the Group to comply with:

(i) @ maximum ratio of total drawn debt to adjusted operating cash flow of 5.0:1.0
for the test periods ending September 30, 2021 and December 31, 2021 (and a max-
imum ratio of 4.5:1.0 for the test periods ending March 31, 2022 and thereafter),

(if) @ minimum ratio of adjusted operating cash flow to total interest expense (ex-

cluding lease interest) of 3.0:1.0 for the test periods ending September 30, 2021
and thereafter, and
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(iii) @ minimum liquidity available of CHF 300 million on a monthly basis until and
including June 30, 2021.

Dufry cannot predict extent or duration of the on-going COVID-19 pandemic and
its impact on the Group and its financial position, results of operations and cash
flows. This includes that the Group, as a result of the deterioration in adjusted
operating cash flows, may breach financial covenants included in the Group's bor-
rowing instruments after the covenant waiver period and our borrowings might
become due on demand. There can be no assurance that we would be able to suc-
cessfully negotiate further covenant waivers with our lenders in such an event. It
may also be necessary to raise additional capital from investors or financing from
lenders.

As a result of these matters caused by the COVID-19 pandemic, there is a mate-
rial uncertainty that may cast significant doubt upon the Group's ability to con-
tinue as a going concern and therefore, whether the Group will be able to realize
its assets and settle its liabilities in the ordinary course of business at the amounts
recorded in the consolidated financial statements.

We are closely monitoring developments related to the ongoing pandemic and have
taken and continue to take steps intended to mitigate the potential risks to us.
Although it is not certain that these efforts will be successful, management
believes that the actions that it has taken to date are sufficient to currently mitigate
the material uncertainty and has therefore prepared the consolidated financial
statements on a going concern basis.

2.3 BASIS OF CONSOLIDATION

The consolidated financial statements of Dufry comprise all entities directly or
indirectly controlled by Dufry (its subsidiaries) as at December 31, 2020 and
December 31, 2019 respectively for the comparative information.

Subsidiaries are fully consolidated from the date of acquisition, being the date on
which Dufry obtains control, and continue to be consolidated until the date when
such controlis lost. The Group controls an entity when Dufry is exposed to, or has
rights to, variable returns from its involvement with the entity and has the ability
to affect those returns through its power over the entity. All intra group balances,
transactions, unrealized gains or losses or dividends are eliminated in full.

A change in the ownership interest of a subsidiary, without a loss of control, is
accounted for as an equity transaction.

If Dufry loses control over a subsidiary, it:

- derecognizes the assets (including goodwill) and liabilities of the subsidiary,

- derecognizes the carrying amount of any non-controlling interest as well as
derecognizes the cumulative translation differences recorded in equity,

- recognizes the fair value of the consideration received, recognizes the fair value
of any investment retained as well as recognizes any surplus or deficit in the
statement of profit or loss,

- recognizes any receivable from / payable to this former subsidiary.
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2.4 SUMMARY OF SIGNIFICANT ACCOUNTING POLICIES

a) Goodwill and Business combinations

Business combinations are accounted for using the acquisition method. The cost
of an acquisition is measured as the aggregate of the consideration transferred,
measured at acquisition date fair value and the amount of any non-controlling
interest in the acquiree. For each business combination, Dufry selects whether it
measures the non-controlling interest in the acquiree either at fair value or at the
proportionate share of the acquiree’s identifiable net assets. Acquisition related
transaction costs are expensed and presented in other expenses. When Dufry
acquires a business, it assesses the financial assets and liabilities assumed for
appropriate classification and designation in accordance with the contractual
terms, economic circumstances and pertinent conditions as at the acquisition date.

Any contingent consideration to be transferred by the acquirer will be recognized
at fair value at the acquisition date. Thereafter any change in the fair value of the
contingent consideration not classified as equity will be recognized through the
statement of profit or loss.

Dufry measures goodwill at the acquisition date as:

The fair value of the consideration transferred;

- plus the recognized amount of any non-controlling interests in the acquiree;

- plus, if the business combination is achieved in stages, the fair value of the pre-
existing equity interest in the acquiree;

- less the net recognized amount of the identifiable assets acquired and liabilities
assumed.

When the excess is negative, a bargain purchase gain is recognized immediately in
the statement of profit or loss.

After initial recognition, goodwill is measured at cost less any accumulated impair-
ment losses. For the purpose of impairment testing, goodwill acquired in a business
combination is, from the acquisition date, allocated to each of Dufry’s group of
cash-generating units that are expected to benefit from the combination.

Where goodwill forms part of a cash-generating unit and an operation within is
disposed of, the goodwill associated with the operation disposed of is included in
the carrying amount of the operation when determining the gain or loss on disposal
of the operation. Goodwill disposed of in this circumstance is measured based
on the relative values of the operation disposed of and the portion of the cash-
generating unit retained, unless there are specific allocations identifiable.

b) Foreign currency translation

Each subsidiary in Dufry uses its corresponding functional currency. Items included
in the financial statements of each entity are measured using that functional
currency. Transactions in foreign currencies are recorded at the date of the trans-
action in the functional currency using the exchange rate of such date.

Monetary assets and liabilities denominated in foreign currencies are re-measured
using the functional currency exchange rate at the reporting date and the differ-
enceisrecorded as unrealized foreign exchange gains/ losses. Exchange differences
arising on the settlement or on the translation of derivative financial instruments
are recognized through the statement of profit or loss, except where the hedges
on net investments allow the recognition through other comprehensive income,
until the respective investments are disposed of. Deferred tax related to unreal-
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ized exchange differences is accounted for accordingly. Non-monetary items are
measured at historical cost in the respective functional currency.

At the reporting date, the assets and liabilities of all subsidiaries reporting in foreign
currency are translated into the presentation currency of Dufry (CHF), using the
exchange rate at the reporting date. The statements of profit or loss of the sub-
sidiaries are translated using the average exchange rates of the respective month
in which the transactions occurred. The net translation differences are recognized
in other comprehensive income. On disposal of a foreign entity or when control is
lost, the deferred cumulative translation difference recognized within equity
relating to that particular operation is recognized in the statement of profit or loss
as gain or loss on sale of subsidiaries.

Goodwill, intangible assets and fair value adjustments identified during a business
combination (purchase price allocation) are treated as assets and liabilities in the
functional currency of such operation.

Principal foreign exchange rates applied for valuation and translation:

AVERAGE RATE

CLOSING RATE

IN CHF 2020 2019 31.12.2020 31.12.2019
1USD 09385 109935 0.8851
1EUR 1.0703 11124 1.0814
1GBP 1.2041 12106

c) Net sales

Turnover is comprised of net sales and advertising income and is recognized from
contracts with customers. The Group recognizes revenue from retail sales and the
related cost of goods sold at the point in time, when it sells and hands over directly
at the stores to the traveler consumables or fashion products manufactured by
third parties. These transactions have to be settled by cash or credit card on
delivery. Net sales are measured at fair value of the consideration received for the
goods sold, excluding discounts or sales taxes.

d) Advertising income

The Group's advertising income is resulting from several distinctive marketing
support activities, not affecting the retail price, performed by Dufry after having
been developed and coordinated together with our suppliers. The income is
recognized in the period the advertising is performed. The compensation will be
received on contractual terms. Usually Dufry is not entitled to offset the income
with trade payables related with the same supplier. An allowance on these adver-
tising receivables is recognized to reflect the risks and uncertainties in relation
with the final achievements of incentives based on thresholds, to be confirmed
after the end of the respective program.

e) Cost of sales

Cost of sales are recognized when the Company sells the products and comprise
the purchase price and the cost incurred until the products arrive at the warehouse,
i.e. import duties, transport, purchase discounts (price-offs) as well as inventory
valuation adjustments and inventory losses.

f) Lease expenses

Dufry adopted the new temporary amendment to IFRS 16 for the full year 2020
(note 2.5). Basically the amendment allows to consider that renegotiations related
to COVID-19 are not modifications, and can be recognized directly as lease expense.
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g) Equity instruments

An equity instrument is any contract that evidences aresidual interest in the assets
of an entity after deducting all of its liabilities. Equity instruments issued by Dufry
are recognized at the proceeds received, net of direct issue costs. Repurchase of
Dufry's own equity instruments is recognized and deducted directly in equity. No
gain or loss is recognized in the statement of profit or loss on the purchase, sale,
issue or cancellation of Dufry’'s own equity instruments.

h) Share capital

Ordinary shares are classified as equity. Costs directly attributable to the issuance
of shares or options are shown in the statement of changes in equity as transaction
costs for equity instruments, net of tax.

For Dufry shares purchased by Dufry AG or any subsidiary, the consideration paid,
including any directly attributable expenses, net of income taxes, is deducted from
equity until the shares are cancelled, assigned or sold. Where such ordinary shares
are subsequently sold, any consideration received, net of any direct transaction
expenses and income tax, is included in equity.

i) Pension and other post-employment benefit obligations

The employees of the subsidiaries are eligible for retirement, invalidity and death
benefits under local social security schemes prevailing in the countries concerned
and defined benefit or defined contribution plans provided through separate funds,
insurance plans, or unfunded arrangements. The pension plans are either funded
through regular contributions made by the employer or the employee or unfunded.
The cost of providing benefits under defined benefit plans is determined using the
projected unit credit method. The plan assets are valued at fair value.

Re-measurements, the effect of the asset ceiling (excluding net interest) and the
return on plan assets (excluding net interest), are recognized in the statement of
financial position with a corresponding debit or credit to other comprehensive
income in the period in which they occur. Re-measurements are not reclassified
to profit or loss in subsequent periods.

Past service costs are recognized in profit or loss on the earlier of:
- The date of the plan amendment or curtailment, and
- the date that Dufry recognizes restructuring related costs

Net interest is calculated by applying the discount rate to the net defined benefit
obligation (asset). Dufry recognizes the following changes in the net defined benefit
obligation in the statement of profit or loss:

- Service costs comprising current service costs are disclosed under “personnel
expenses”. Past service costs, gains and losses on curtailments and non-routine
settlements are shown under “other expenses”

- Net interest expense or income under “finance expenses” or “finance income”

Based on pension legislation of certain countries the employer and/or the
employees have the obligation to remedy any default situation of the pension foun-
dation, which usually would result in higher periodic contributions. At the state-
ment of financial position date, there was no such default situation. The actuarial
calculations based on IAS 19 resulted in a defined benefit obligation/asset as pre-
sented in note 33.
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j) Share-based payments

Equity settled share-based payments to employees and other third parties provid-
ing services are measured at the fair value of the equity instruments at grant date.
The fair value determined at grant date of the equity-settled share-based payments
is expensed on a pro rata basis over the vesting period, based on the estimated
number of equity instruments that will eventually vest. At the end of each reporting
period, Dufry revises its estimate of the number of equity instruments expected
to vest. The impact of the revision of the original estimates, if any, is recognized in
the statement of profit or loss such that the cumulative expense reflects the
revised estimate.

Where the terms of an equity settled award are modified, the minimum expense
recognized is the expense as if the terms had not been modified. An additional
expense is recognized for any modification, which increases the total fair value of
the share-based payment arrangement, or is otherwise beneficial to the holder of
the option as measured at the date of modification.

k) Taxation

Income tax expense represents the sum of the current income tax and deferred
tax. Where the functional currency is not the local currency, the position includes
the effects of foreign exchange translation on deferred tax assets or deferred tax
liabilities.

Income tax positions not relating to items recognized in the statement of profit or
loss, are recognized in correlation to the underlying transaction, either in other
comprehensive income or equity.

Current income tax

Income tax receivables or payables are measured at the amount expected to be
recovered from or paid to the tax authorities. The tax rates and tax laws used to
compute the amount are those that are enacted or substantially enacted at the
reporting date in the countries where Dufry operates and generates taxable
income.

Income tax relating to items recognized in other comprehensive income is recog-
nized in the same statement.

Deferred tax

Deferred tax is provided using the liability method on temporary differences

between the tax basis of assets or liabilities and their carrying amounts for finan-

cial reporting purposes at the reporting date.

Deferred tax liabilities are recognized for all taxable temporary differences, except:

- When the deferred tax liability arises from the initial recognition of goodwill or
an asset or liability in a transaction that is not a business combination and, at
the time of the transaction, affects neither the accounting profit nor taxable
profit or loss.

- In respect of taxable temporary differences associated with investments in
subsidiaries, when the timing of the reversal of the temporary differences can
be controlled and it is probable that the temporary differences will not reverse
in the foreseeable future.

Deferred tax assets are recognized for all deductible temporary differences, the
carry forward of unused tax credits or tax losses. Deferred tax assets are recog-
nized to the extent that it is probable that taxable profit will be available, against
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which the deductible temporary differences and the carry forward of unused tax

credits and unused tax losses can be utilized, except:

- When the deferred tax asset relating to the deductible temporary difference
arises from the initial recognition of an asset or liability in a transaction that is
not a business combination and, at the time of the transaction, affects neither
the accounting profit nor taxable profit or loss.

- Inrespect of deductible temporary differences associated with investments in
subsidiaries, deferred tax assets are recognized only to the extent that it is
probable that the temporary differences will reverse in the foreseeable future
and taxable profit will be available against which the temporary differences can
be utilized.

The carrying amount of deferred tax assets is reviewed at each reporting date and
reduced to the extent that it is no longer probable that sufficient taxable profit will
be available to allow the deferred tax asset to be utilized. Unrecognized deferred
tax assets are reassessed at each reporting date and are recognized to the extent
that it has become probable that future taxable profits will allow the deferred tax
asset to be recovered.

Deferred tax assets and liabilities are measured at the tax rates that are expected
to apply in the year when the asset is realized or the liability is settled, based on
tax rates (and tax laws) that have been enacted or substantially enacted at the
reporting date applicable for each respective company.

l) Property, plant and equipment

These are stated at cost less accumulated depreciation and any impairment in fair
value. Depreciation is computed on a straight-line basis over the shorter of the
estimated useful life of the asset or the lease term. The useful lives applied are as
follows:

- Real estate (buildings) 20 to 40 years

- Leasehold improvements the shorter of the lease term or 10 years

- Furniture and fixtures the shorter of the lease term or 5 years

- Motor vehicles the shorter of the lease term or 5 years

- Computer hardware the shorter of the lease term or 5 years

m) Right-of-use assets

The Group recognizes right-of-use assets at the commencement date of the lease
(i.e., the date the underlying asset is available for use). Right-of-use assets are
measured at cost, less any accumulated depreciation and impairment losses, and
adjusted for any re-measurement of lease obligations. The cost of right-of-use
assets includes the amount of lease obligations recognized, initial direct costs
incurred, and lease payments made at or before the commencement date less any
lease incentives received. Unless the Group is reasonably certain to obtain owner-
ship of the leased asset at the end of the lease term, the recognized right-of-use
assets are depreciated on a straight-line basis over the shorter of its estimated
useful life or the lease term. Right-of-use assets are subject to impairment. The
contractual term of our assets is up to 40 years.

To contain a lease, an agreement has to convey the right to control the use of an
identified asset throughout the period of use in exchange for consideration, so that
the lessee has the right to obtain substantially all of the economic benefits from
the use of the identified asset and direct the use of the identified asset (i. e. direct
how and for what purpose the asset is used). The lease term corresponds to the
non-cancellable period of each contract and where the Group is reasonably cer-
tain of exercising renewal options contractually foreseen. Right-of-use assets are
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capitalized at a value equivalent to the lease obligation at inception and depreciated
over the useful life of the asset, except for leases with a lease term (or remaining
upon adoption) of less than 12 months or leases of low value assets.

Initial direct costs for contracts signed in the past were not recognized as part of
the right-of-use asset at the date of initial adoption.

Short-term leases with a duration of less than 12 months and low value leases, as
well as those lease elements, not complying with the principles of recognition
defined by IFRS 16 are recognized in Profit or Loss when incurred.

The standard affects the accounting of:

a) Shops

Dufry enters into lease agreements with operators of airports, seaports, railway
stations etc. to operate retail shops which in substance are considered leases.
These lease agreements contain complex features, which include variable payment
based on sales, which cannot be lower than a minimal threshold (MAG). The MAG
can be fixed or variable depending on certain parameters. The MAG amounts may:
a) be fixed by the lease agreement or b) be calculated based on a percentage of
fees paid in the previous year, or c) adjusted based on an index. In these cases, the
unavoidable portions of the fees are considered as in substance fixed payments,
despite having a variable component. Management signs and renews on average
more than 50 agreements every year with a typical duration of 5 to 10 years.

These agreements do not contain a residual value guarantee. In some cases, the
current parts of the lease obligations are secured with bank guarantees in case
the Group would not fulfill its contractual commitments. Dufry has capitalized all
elements of the lease contracts in accordance with IFRS 16 when at the com-
mencement of the agreement such commitments are in substance fixed. Payment
obligations that do not have a fixed or in substance fixed commitment, will continue
to be presented as variable lease expense. Dufry has identified a number of agree-
ments in its portfolio which are not fulfilling the principles of recognition defined
by IFRS 16, i. e. they have minimal guaranteed payments based on non-predictable
parameters or variables, such as actual number of passengers, which will continue
to be presented as variable lease expense.

b) Other buildings
Lease agreements for offices or warehouse buildings will usually qualify for capi-
talization under IFRS 16.

c) Vehicles and other

Dufry has also entered into many other lease agreements for e. g. vehicles, hard
or software, and other assets, which in accordance with IFRS 16 will qualify for
capitalization of leases.

n) Short-term leases and leases of low-value assets

The Group applies the short-term lease recognition exemption to its short-term
leases (i.e., those leases that have a lease term of 12 months or less from the com-
mencement date and do not contain a purchase option). It also applies the lease
of low-value assets recognition exemption to leases of office equipment that are
considered of low value (i.e., below CHF 5,000, division North America below
USD 25.000). Lease payments on short-term leases and leases of low-value assets
are recognized as expense on a straight-line basis over the lease term.
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o) Intangible assets

These assets mainly comprise of concession rights and brands. Usually these
assets are capitalized at cost, but when identified as part of a business combina-
tion, these assets are capitalized at fair value as at the date of acquisition. The
useful lives of these intangible assets are assessed to be either finite or indefinite.
Following initial recognition, the cost model is applied to intangible assets. Intan-
gible assets with finite lives are amortized over the useful economic life. Intangi-
ble assets with an indefinite useful life are reviewed annually to determine whether
the indefinite life assessment continues to be supportable. If not, any changes are
made on a prospective basis. The brand assets have indefinite useful life, whereas
the concession rights have a useful life based on the lease term, which can be up
to 40 years.

p) Software
Software is valued at amortized historical cost, or in case of internal developments
by the sum of costs incurred less amortization.

q) Impairment of non-financial assets

Goodwill and intangible assets with indefinite useful life are not subject to
amortization and are tested annually for impairment. Assets that are subject to
depreciation and amortization are reviewed for impairment whenever events or
circumstances indicate that the carrying amount may not be recoverable. An
impairment loss is recognized when the carrying amount of an asset or cash
generating unit exceeds its recoverable amount. The recoverable amount is the
higher of an asset's fair value less cost of disposal or its value in use. For the
purpose of assessing impairment, assets are grouped at the lowest levels for which
there are separately identifiable cash inflows (cash generating units).

r) Associates

Associates are all entities over which Dufry has significant influence but not
control, generally accompanying a shareholding interest of more than 20 % of the
voting rights. Investments in associates are accounted for using the equity method
of accounting. Under the equity method, the investment is initially recognized at
cost. The carrying amount is increased or decreased to recognize changes in the
Group's share of net assets of the associate after the date of acquisition and
decreased by dividends declared. Dufry’'s investment in associates includes good-
will identified on acquisition.

Dufry's share of post-acquisition net profit/(loss) is recognized in the statement
of profit or loss, and its share of post-acquisition movements in other comprehensive
income is recognized in the statement of comprehensive income with a corre-
sponding adjustment to the carrying amount of the investment. When Dufry’s share
of losses in an associate equals or exceeds its interest in the associate, Dufry does
not recognize further losses, unless it has incurred legal or constructive obligations
or made payments on behalf of the associate. If the ownership interest in an asso-
ciate is reduced but significant influence is retained, only a proportionate share of
the amounts previously recognized in other comprehensive income is reclassified
to net profit/(loss) where appropriate.

Dufry determines at each reporting date whether there is any objective evidence
that the investment in the associate is impaired. If this is the case, Dufry calculates
the amount of impairment as the difference between the recoverable amount of
the associate and its carrying value and recognizes the amount within the finance
expense in the statement of profit or loss.
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Profits and losses resulting from upstream and downstream transactions between
Dufry and its associate are recognized in the Group's financial statements only to
the extent of unrelated investor's interests in the associates. Unrealized losses are
eliminated unless the transaction provides evidence of an impairment of the asset
transferred. Accounting policies of associates have been changed where necessary
to ensure consistency with the policies adopted by Dufry.

Dilution gains and losses arising in investments in associates are recognized in the
statement of profit or loss.

s) Inventories
Inventories are valued at the lower of historical cost or net realizable value.

The historical costs are determined according to the weighted average cost
method. Historical cost includes all expenses incurred in bringing the inventories
to their present location and condition. Beside the purchase price of the goods
less the discounts or rebates obtained, the historical cost includes import duties
and transport cost. Dufry purchases most of the inventory centrally and provides
the subsidiaries the goods in their reporting currency, i.e. free of currency risk for
them.

The net realizable value is the estimated selling price in the ordinary course of busi-
ness less the estimated costs necessary to make the sale. Inventory allowances
are set up for slow-moving and obsolete stock. Expired items are fully written off.

t) Trade and credit card receivables
These accounts include receivables related to the sale of merchandise.

u) Cash and cash equivalents

Cash and cash equivalents consist of cash on hand or current bank accounts as
well as current deposits at banks with initial maturity below 91 days. Credit card
receivables with a maturity of up to 4 working days are included as cash in transit.
Current investments are included in this position if they are highly liquid, readily
convertible into known amounts of cash and subject to insignificant risk of changes
in value.

v) Lease obligations

At the commencement date of the lease, the Group recognizes lease obligations
measured at the present value of lease payments to be made over the lease term.
The lease payments include fixed payments (including in substance fixed payments)
less any lease incentives receivable, variable lease payments that depend on an
index or arate, and amounts expected to be paid under residual value guarantees.
The lease payments also include the exercise price of a purchase option reasonably
certain to be exercised by the Group and payments of penalties for terminating a
lease, if the lease term reflects the Group exercising the option to terminate. The
variable lease payments that do not depend on an index or a rate are recognized
as expense in the period on which the event or condition that triggers the payment
occurs. Amounts resulting from a remeasurement of the lease obligation due to
an index or a rate are recognized against right-of-use assets.
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In calculating the present value of lease payments, the Group uses the incremen-
tal borrowing rate at the lease commencement date if the interest rate implicit in
the lease is not readily determinable. After the commencement date, the amount
of lease obligations is increased to reflect the accretion of interest and reduced
for the lease payments made. In addition, the carrying amount of lease obligations
is re-measured if there is a modification, a change in the lease term, a change in
the in-substance fixed lease payments or a change in the assessment to purchase
the underlying asset.

Dufry uses a discount rate which is the aggregation of the risk free rate for the
respective currency and lease duration, increased by individual company risk
factors.

The lease obligation represents the net present value of fixed or in substance fixed
lease payments over the lease term. The implied interest charge is presented as
interest expenses on lease obligation. Where a lease agreement does not specify
a discount rate and as the subsidiaries are financed internally, Dufry uses a discount
rate which is the aggregation of the risk free rate for the respective currency and
lease duration, increased by individual company risk factors.

Usually our lease contract do not specify interest, so that the accrued interest are
considered a part of the minimal in substance fix commitments, which are pre-
sented in the cash flow from financing. In case the lease payments are higher due
to variable fee clauses, these amounts are presented as cash outflow from oper-
ations.

w) Provisions

Provisions are recognized when Dufry has a present obligation (legal or construc-
tive) as a result of a past event, it is probable that Dufry will be required to settle
the obligation and a reliable estimate can be made of the amount of the obligation.

The amount recognized as a provision is the best estimate at the end of the report-
ing period of the consideration required to settle the present obligation, taking into
account the risks and uncertainties surrounding the obligation. When a provision
is measured using the cash flows estimated to settle the present obligation, its
carrying amount is the present value of those cash flows (where the effect of the
time value of money is material).

When some or all of the economic benefits required to settle a provision are
expected to be recovered from a third party, a receivable is recognized as an asset
if it is virtually certain that the reimbursement will be received and the amount of
the receivable can be measured reliably.

Contingent liabilities acquired in a business combination

Contingent liabilities acquired in a business combination are initially measured at
fair value at the acquisition date. At the end of subsequent reporting periods, such
contingent liabilities are measured at the higher of the amount that would be
recognized in accordance with IAS 37 Provisions, contingent liabilities and contin-
gent assets and the amount initially recognized less cumulative income recognized
in accordance with IFRS 15 Revenue from contracts with customers.

Onerous contracts

Present obligations arising under onerous contracts are measured and recognized
as provisions. An onerous contract is considered to exist if Dufry has a contract
under which the unavoidable costs of meeting the obligations under the contract
exceed the economic benefits expected to be received from the contract.
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Restructurings

Arestructuring provision is recognized when Dufry has developed a detailed formal
plan for the restructuring and has raised a valid expectation in those affected that
it will carry out the restructuring by starting to implement the plan or announcing
its main features to those affected by it. The measurement of a restructuring pro-
vision includes only the direct expenditures arising from the restructuring, which
are those amounts that are both necessarily entailed by the restructuring and not
associated with the ongoing activities of the entity. Amounts of restructuring are
shown in other provisions.

Lawsuits and duties

A lawsuits and duties provision is recognized to cover uncertainties dependent on
the outcome of ongoing lawsuits in relation with taxes or “contractual commit-
ments”, other than income taxes and duties.

x) Investments and other financial assets

(i) Classification

The Group classifies its financial assets in the following measurement categories:

- Those to be measured subsequently at fair value (either through OCI or through
profit or loss), and

- those to be measured at amortized cost.

The classification depends on the entity's business model for managing the financial
assets and the contractual terms of the cash flows. For assets measured at fair
value, gains and losses will either be recorded in profit or loss or OCI. For
investments in equity instruments that are not held for trading, this will depend on
whether the Group has made an irrevocable election at the time of initial recognition
to account for the equity investment at fair value through other comprehensive
income (FVOCI).

(if) Recognition and derecognition

Regular purchases and sales of financial assets are recognized on trade-date, the
date on which the Group commits to purchase or sell the asset. Financial assets
are derecognized when the rights to receive cash flows from the financial assets
have expired or have been transferred and the Group has transferred substantially
all the risks and rewards of ownership.

(iif) Measurement

At initial recognition, the Group measures a financial asset at its fair value plus, in
the case of a financial asset not at fair value through profit or loss (FVPL), trans-
action costs that are directly attributable to the acquisition of the financial asset.
Transaction costs of financial assets carried at FVPL are expensed in profit or loss.

Financial assets with embedded derivatives are considered in their entirety when
determining whether their cash flows are solely payment of principal and interest.

Debt instruments

Subsequent measurement of debt instruments depends on the Group's business

model for managing the asset and the cash flow characteristics of the asset. There

are three measurement categories into which the Group classifies its debt
instruments:

- Amortized cost: Assets that are held for collection of contractual cash flows
where those cash flows represent solely payments of principal and interest are
measured at amortized cost. Interest income from these financial assets is
included in finance income using the effective interest rate method. Any gain
or loss arising on derecognition is recognized directly in profit or loss. Impairment
losses are presented in the other operational result.
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- FVOCI: Assets that are held for collection of contractual cash flows and for
selling the financial assets, where the asset’s cash flows represent solely
payments of principal and interest, are measured at FVOCI. Movements in the
carryingamount are taken through OCI, except for the recognition of impairment
gains or losses, interest income and foreign exchange gains and losses which
are recognized in profit or loss. When the financial asset is derecognized, the
cumulative gain or loss previously recognized in OClI is reclassified from equity
to profit or loss. Interest income from these financial assets is included in
finance income using the effective interest rate method. Impairment expenses
are presented in the other operational result.

- FVPL: Assets that do not meet the criteria for amortized cost or FVOCI are
measured at FVPL. A gain or loss on a debt investment that is subsequently
measured at FVPL is recognized in profit or loss and presented as net in the
period in which it arises.

Equity instruments

The Group subsequently measures all equity investments at fair value. Where the
Group's management has elected to present fair value gains and losses on equity
investments in OCI, there is no subsequent reclassification of fair value gains and
losses to profit or loss following the derecognition of the investment. Dividends
from such investments continue to be recognized in profit or loss as other income
when the Group's right to receive payments is established.

Changes in the fair value of financial assets at FVPL are recognized in the finance
income or finance expenses in the statement of profit or loss as applicable.

(iv) Impairment of financial assets

The Group assesses on a forward looking basis the expected credit losses associ-
ated with its debt instruments carried at amortized cost and FVOCI. The impairment
methodology applied depends on whether there has been a significant increase in
creditrisk. For trade receivables, receivables for refund from suppliers and related
services the Group applies the simplified approach which requires expected life-
time losses to be recognized from initial recognition of the receivables, see note 39
for further details.

y) Trade, other accounts receivable and cash and cash equivalents

Trade and other receivables (including credit cards receivables, other accounts
receivable, cash and cash equivalents) are measured at amortized cost using the
effective interest.

z) Financial liabilities

i) Financial liabilities at FVPL

These are stated at fair value, with any gains or losses arising on re-measurement
recognized in the statement of profit or loss. The net gain or loss recognized in the
consolidated statement of profit or loss incorporates any interest paid on the
financial liability and is included in the finance income or finance expenses in the
statement of profit or loss. Fair value is determined in the manner described in
note 35.
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ii) Other financial liabilities
Other financial liabilities (including borrowings) are subsequently measured at
amortized cost using the effective interest method.

iii) Derecognition of financial liabilities

Dufry derecognizes financial liabilities only when the obligations are discharged,
cancelled or expired. The difference between the carrying amount of the financial
liability derecognized and the consideration paid or payable is recognized in the
statement of profit or loss.

iv) Offsetting of financial instruments

Financial assets and financial liabilities are offset and the net amount is reported
in the statement of financial position if there is a currently enforceable legal right
to offset the recognized amounts and there is an intention to settle on a net basis,
to realize the assets and settle the liabilities simultaneously (see note 29.1).

ab) Derivatives and hedging activities

Derivatives are initially recognized at fair value on the date a derivative contract is

entered into and are subsequently remeasured to their fair value at the end of each

reporting period. The accounting for subsequent changes in fair value depends on

whether the derivative is designated as a hedging instrument, and if so, the nature

of the item being hedged. The Group designates certain derivatives as either:

- hedges of the fair value of recognized assets or liabilities or a firm commitment
(fair value hedges)

- hedges of a particular risk associated with the cash flows of recognized assets
and liabilities and highly probable forecast transactions (cash flow hedges), or

- hedges of a net investment in a foreign operation (net investment hedges).

At inception of the hedge relationship, the Group documents the economic
relationship between hedging instruments and hedged items including whether
changes in the cash flows of the hedging instruments are expected to offset
changes in the cash flows of hedged items. The Group documents its risk manage-
ment objective and strategy for undertaking its hedge transactions. The fair values
of derivative financial instruments designated in hedge relationships are disclosed
in note 34.

Movements in the hedging reserve in shareholders’ equity are shown in note 24.5.
The full fair value of a hedging derivative is classified as a non-current asset or
liability when the remaining maturity of the hedged item is more than 12 months;
it is classified as a current asset or liability when the remaining maturity of the
hedged item is less than 12 months. Trading derivatives are classified as a current
asset or liability.

Cash flow hedges that qualify for hedge accounting

The effective portion of changes in the fair value of derivatives that are designated
and qualify as cash flow hedges is recognized in the cash flow hedge reserve within
OCI. The gain or loss relating to the ineffective portion is recognized immediately
in profit or loss, within other gains/(losses).

When option contracts are used to hedge forecast transactions, the Group des-
ignates only the intrinsic value of the options as the hedging instrument.
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Gains or losses relating to the effective portion of the change in intrinsic value of
the options are recognized in the cash flow hedge reserve within OCI. The changes
in the time value of the options that relate to the hedged item (‘aligned time value’)
are recognized within OCI. When forward contracts are used to hedge forecast
transactions, the Group generally designates only the change in fair value of the
forward contract related to the spot component as the hedging instrument. Gains
or losses relating to the effective portion of the change in the spot component of
the forward contracts are recognized in the cash flow hedge reserve within equity.
The change in the forward element of the contract that relates to the hedged item
(‘aligned forward element’) is recognized within OCI. In some cases, the entity may
designate the full change in fair value of the forward contract (including forward
points) as the hedging instrument. In such cases, the gains or losses relating to the
effective portion of the change in fair value of the entire forward contract are
recognized in the cash flow hedge reserve.

Amounts accumulated in equity are reclassified in the periods when the hedged

item affects profit or loss, as follows:

- Where the hedged item subsequently results in the recognition of a non-financial
asset (such as inventory), both the deferred hedging gains and losses and the
deferred time value of the option contracts or deferred forward points, if any,
are included within the initial cost of the asset. The deferred amounts are
ultimately recognised in profit or loss as the hedged item affects profit or loss
(for example through cost of sales).

- The gain or loss relating to the effective portion of the interest rate swaps
hedging variable rate borrowings is recognised in profit or loss within finance
cost at the same time as the interest expense on the hedged borrowings.

When a hedging instrument expires, or is sold or terminated, or when a hedge no
longer meets the criteria for hedge accounting, any cumulative deferred gain or
loss and deferred costs of hedging in equity at that time remains in equity until the
forecast transaction occurs, resulting in the recognition of a non-financial asset
such as inventory. When the forecast transaction is no longer expected to occur,
the cumulative gain or loss and deferred costs of hedging that were reported in
equity are immediately reclassified to profit or loss.

Net investment hedges

Hedges of net investments in foreign operations are accounted for similarly to cash
flow hedges. Any gain or loss on the hedging instrument relating to the effective
portion of the hedge is recognised in other comprehensive income and accumulated
inreserves in equity. The gain or loss relating to the ineffective portion is recognised
immediately in the statement of profit or loss within other finance income or
finance expense. Gains and losses accumulated in equity are reclassified to profit
or loss when the foreign operation is partially disposed of or sold. See notes 27.1
and 27.2 for further details.

Derivatives that do not qualify for hedge accounting

Certain derivative instruments do not qualify for hedge accounting. Changes in
the fair value of any derivative instrument that does not qualify for hedge account-
ing are recognized immediately in the statement of profit or loss and are included
in other finance income or finance expense.

Further details of derivative financial instruments are disclosed in note 35.
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25 CHANGES IN ACCOUNTING POLICY AND DISCLOSURES

New and amended standards and interpretations

The accounting policies adopted are consistent with those of the previous financial
year, except for the following new or revised Standards and Interpretations adopted
in these consolidated financial statements (effective January 1, 2020).

New and amended standards adopted by the Group

A number of new or amended standards became applicable for the current
reporting period:

- Definition of Material - amendments to IAS 1 and IAS 8

- Definition of a Business - amendments to IFRS 3

- Revised Conceptual Framework for Financial Reporting

- Interest Rate Benchmark Reform - amendments to IFRS 9, IAS 39 and IFRS 7
- COVID-19 Related Rent Concessions - amendment to IFRS 16

The Group did not have to change its accounting policies or make retrospective
adjustments as a result of adopting these standards, except for the COVID-19
related rent concessions:

COVID-19 related rent concessions - Amendment to IFRS 16

On May 28, 2020, the IAS-Board issued an amendment to IFRS 16 providing lessees
with an exemption from assessing whether a COVID-19 related relief of lease ob-
ligations is a lease modification, requiring lessees that apply the exemption to
account for COVID-19 related rent concessions as if they were not lease modifi-
cations. Dufry adopted this amendment, applying it for the full year 2020. The
exemption applies only to rent concessions occurring as a direct consequence of
the COVID-19 pandemic and subject to certain conditions. Dufry recognized in
2020 a net relief of lease obligations of CHF 380.3 million presented as lease
(expenses)/income (see note 8).

Other amendments and interpretations
These apply for the first time in 2020, but do not have an impact on consolidated
financial statements of the Group.
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3. CRITICAL ACCOUNTING JUDGMENTS AND KEY SOURCES
OF ESTIMATION UNCERTAINTY

The preparation of Dufry’s financial statements requires management to make
judgments, estimates and assumptions that affect the reported amounts of income,
expenses, assets and liabilities, and the disclosure of contingent liabilities, at the
reporting date.

KEY SOURCES OF ESTIMATION UNCERTAINTY

The key assumptions concerning the future and other key sources of estimation
include uncertainties at the reporting date, which may have a significant risk of
causing a material adjustment to the carrying amounts of assets and liabilities
within the next financial periods, are discussed below.

Impairment tests

Dufry annually tests goodwill and intangible assets with indefinite useful lives and
assesses other non-financial assets for impairment indications. Where required,
the company performs impairment tests which are based on the discounted value
models of future cash flows. The underlying calculation requires the use of esti-
mates. The estimates and assumptions used are disclosed in note 18.1.1 and 18.1.3.

Onerous contracts

Some of the long-term lease agreements include clauses to prevent early termi-
nation, such as obligations to fulfill guaranteed minimal payments during the full
term of the agreement. The conditions for an onerous contract will be met, when
the business behind such a contract presents a non-profitable outlook. In this
event, an impairment of the tangible, intangible and Right-of-Use assets may be
required, or even a provision based on the present value of the unavoidable future
negative cash flows expected is established. The unavoidable costs are the lower
of the costs of fulfilling the contract and any compensation or penalties arising
from failure to fulfil it. Further details are given in note 32.

Income taxes

Dufry is active in numerous jurisdictions which makes it subject to local income
tax. Significant judgment is required in determining the taxability of certain trans-
actions based on the local tax regulations. In case of uncertainties for some trans-
actions in relation with the correct tax treatment, Dufry recognizes a tax expense
and a liability for the amounts required to settle the estimated tax obligations.
Where the final tax outcome is different from the carrying amounts, such difference
will impact the net profit in the period in which the obligations become certain.
Further details are given in notes 14 and 31.

Deferred tax assets

Deferred tax assets are recognized for unused tax losses and deductible temporary
differences to the extent that it is probable that taxable profit will be available
against which the credits can be utilized. Management judgment is required to
determine the amount of future taxable profits that can be generated in each
jurisdiction, and the limitations in use of the respective tax credits to calculate the
amount of deferred tax assets that can be recognized, based upon the likely timing
and level of future taxable profits. Further details are given in note 31.
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Provisions

Management makes assumptions in relation to the expected outcome and required
cash outflows based on the development of each individual case. Further details
are given in note 32.

Share-based payments

Dufry measures the cost of equity settled transactions with employees by refer-
ence to the fair value of the equity instruments at the grant date. Estimating such
fair values depends on the terms and conditions of the grant, as well as, the most
appropriate inputs to the valuation model including the expected probability that
the triggering clauses will be met. The result will be the expected quantity of shares
to be assigned. The assumptions and models used are disclosed in note 25.

Pension and other post-employment benefit obligations

The cost of defined benefit pension plans is determined using actuarial valuations.
The actuarial valuation involves assumptions about discount rates, future salary
and pension increases as well as mortality rates. Due to the long-term nature of
these plans, such estimates are subject to significant uncertainty. Further details
are given in note 33.

Purchase price allocation

The determination of the fair values of the identifiable assets (especially the
concession rights) and the assumed liabilities (especially the contingent liabilities
recognized as provisions), resulting from business combinations, is based on
valuation techniques such as the discounted cash flow model. Some of the inputs
to this model are partially based on assumptions and judgments and any changes
thereof would affect the carrying values.

Consolidation of entities where Dufry has control, but holds minority

voting rights

Dufry considers controlling certain entities indirectly, even when it holds less than
the majority of the voting rights, when it is exposed to or has the rights to variable
returns from the involvements with the investee and has the ability to affect those
returns through its power over the entity. These indicators are evaluated at the
time of first consolidation and reviewed when there are changes in the statutes or
composition of the executive board of these entities. Further details on non-
controlling interests are disclosed in notes 26 and the list “Material indirect sub-
sidiaries” in the financial statements of Dufry AG.

4. NEW AND REVISED STANDARDS AND INTERPRETATIONS ISSUED
BUT NOT YET ADOPTED/EFFECTIVE

Certain new accounting standards and interpretations were issued that are not
effective for 2020. Dufry will adopt these when they become mandatory. From the
current point of view they are not expected to have a material impact in future
reporting periods.
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S. SEGMENT INFORMATION

Dufry’s risks and returns are predominantly affected by the fact that Dufry oper-
ates in different countries. Therefore, Dufry presents the segment information as
it does internally to the Global Executive Committee, using geographical segments
and the distribution centers as an additional segment.

The Group implemented a new company organization which became effective on
September 1, 2020. The comparative figures have been presented accordingly to
reflect these changes.

The list of most important subsidiaries indicates the entities consolidated in each
segment in the financial statements of Dufry AG.

The Group is presenting as alternative performance indicator an Adjusted Oper-
ating Profit to its chief operating decision maker. This indicator is calculated from
operating profit before amortizations and impairments of intangible assets or
goodwill related to acquisitions.

TURNOVER
ADJUSTED OPER-

2020 with external with other ATING PROFIT EMPLOYEES
IN MILLIONS OF CHF customers divisions TOTAL (unaudited) (FTE) (unaudited)
Europe, Middle East and Africa (EMEA) - 11445 (1.069.3__)_
Asia Pacific : 160.0 )
Central & South America - 497.3 2)
North America - 644.4
Global Distribution Centers ) 491.2
Total divisions 376.3 2,937.4
Eliminations s (376.3) -
Dufry 2,561.1

TURNOVER

ADJUSTED OPER-

2019 with external with other ATING PROFIT EMPLOYEES
IN MILLIONS OF CHF customers divisions TOTAL (unaudited) (FTE) (unaudited)
Europe, Middle East and Africa (EMEA) - 4,434.2
Asia Pacific - 691.6
Central & South America - 1536.1
North America 1935.8
Global Distribution Centers 1,846.0 .
Total divisions 8,848.6 1,595.1 10,443.7 767.7
Bt ONS e e - (1595.1) (1,595.1) T -
Dufry 8,848.6 = 8,848.6 767.7 31,336

Dufry generated 6.6 % (2019: 5.4 %) of its turnover with external customers in
Switzerland (domicile).
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Adjusted Operating Profit

IN MILLIONS OF CHF

NOTE

2020 2019

Operating profit / (loss)

(2,500.8) 432.8

Adjusted for:

tization of concession right

Impairment of concession rights*

Adjusted operating profit (1,561.6) 767.7
* Related to acquisitions.
Financial Position and other disclosures
DEPRECIATION
INCOME TAX CAPITAL AMORTIZATION
31.12.2020 TOTAL TOTAL (EXPENSE) / EXPENDITURE AND
IN MILLIONS OF CHF ASSETS LIABILITIES INCOME PAID IMPAIRMENT
Europe, Middle East and Africa (EMEA) 16,1549 41449 79.6 (555_) (1,64642)_

Asia Pacific

Central & South America

North America

Global Distribution Centers

Total divisions

-6
(6372

)
)

Unallocated positons | 294.2 )
Dufry 11,255.0 10,337.0 130.7 (119.0) (2,841.9)
DEPRECIATION
INCOME TAX CAPITAL AMORTIZATION
31.12.2019 TOTAL TOTAL (EXPENSE) / EXPENDITURE AND
IN MILLIONS OF CHF ASSETS LIABILITIES INCOME PAID IMPAIRMENT
Europe, Middle East and Africa (EMEA) 16,3987 3,038.0 (31.5) (95.8) (939.6)

Asia Pacific

Central & South America

North America

Global Distribution Centers

Total divisions

Unallocated positions

Dufry 13,358.9 10,250.9 (253.4) (1,777.0)
Reconciliation of assets

IN MILLIONS OF CHF 31.12.2020 31.12.2019
Operating assets 10,960.8 12,771.9
Current assets of corporate and holding companies’ 303 254.4
Non-current assets of corporate and holding companies 2639 332.6
Total assets 11,255.0 13,358.9

! Includes notional Cash Pool overdrafts at Headquarters.
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Reconciliation of liabilities

IN MILLIONS OF CHF

31.12.2020

31.12.2019

Operating liabilities 6,818.0
Borrowings of corporate and holding companies, current 0.6
3,510.5
79 d
Total liabilities 10,337.0 10,250.9

6. ACQUISITIONS OF BUSINESSES

2020 TRANSACTIONS

There were no transactions during 2020.

2019 TRANSACTIONS

6.1  ACQUISITION OF REGSTAER M LLC, RUSSIA

RegStaer M Ltd. operates at the Vnukovo airport in Moscow a retail concession
running for 15 years consisting of 6,800 square meters of duty-free and duty-paid
shops offering a broad assortment of core duty free products, complemented with
a selection of fashion and accessories. In 2019, the company generated net sales
of CHF 83.7 (EUR 76.3) million, both unaudited figures, and an operating profit of
CHF 9.0 (EUR 8.2) million. With this acquisition, Dufry is present in all the airports
of Moscow.

On November 6, 2019, the Group acquired 60 % of RegStaer M LLC (“Vnukovo")
through its majority owned (51 %) subsidiary Dufry Staer Holding Ltd for a total
consideration partially contributed in shares, equivalent to CHF 80.2 (EUR 73.7)
millions. The transaction was closed in November 2019, when the Group obtained
control and the required regulatory approvals. The acquisition was accounted for
using the acquisition method. The transaction costs in relation to this acquisition
amounted to CHF 0.3 (EUR 0.3) million. The non-controlling interests, resulting
from the transaction was measured at the proportionate share in the identifiable
net assets.

Dufry has integrated this company with its remaining operations in Russia into a
subdivision which will generate synergies, which are reflected in the value of the
goodwill besides other intangibles that are not recognized individually. The resulting
goodwillis not amortized, is not tax deductible and is subject to annual impairment
testing.
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The fair value of the identifiable assets and liabilities of RegStaer M, LLC at the date
of the acquisition are determined as follows:

FINAL FAIR VALUE AT NOVEMBER 6, 2019

IN MILLIONS OF CHF EUR

Inventories

Identifiable net assets

Non-controlling interests (40.0%)

! The fair value of the shares contributed by the partner of Dufry Staer Holding are derived from Dufry's
transaction.

From the date when Dufry took control of RegStaer M, LLC operations in November
2019 until December 2019 these operations contributed CHF 12.4 (EUR 11.3) million
in turnover and CHF 1.6 (EUR 1.4) million, in operating profit to the consolidated
statement of profit or loss (both unaudited figures).

As part of the transaction, the Group entered into put and call options with the
non-controlling interest holder Dufry Staer Holding Ltd which mainly provide to
our partner after a holding period of three years the option to sell its non-control-
ling interest (49 %) subject to the completion of certain contractual conditions for
a fair value of the entity to be determined upon exercise of the option.

The put option was accounted for as a liability in these financial statements and
valued to the respective portion of the fair value of Dufry Staer Holding. The
difference between this value and the eliminated non-controlling interest was
booked against the reserve for transactions with non-controlling interest in the
Group's equity.

155



3 Financial Report
Consolidated Financial Statements
DUFRY ANNUAL REPORT 2020

6.2 BROOKSTONE

On October 10, 2019, the Group acquired the business and assets related to the
operations in Brookstone airport stores in the U.S.. Hudson obtained the license
to use the Brookstone brand and trademarks. Brookstone sells a unique selection
of innovative products in the categories travel, wellness, home and entertainment
for a net consideration of CHF 7.4 million. Brookstone has been integrated into the
Hudson Group. Through this acquisition, Hudson Group expects to expand the busi-
ness and to generate cost synergies through the integration of Brookstone into its
marketing and supply chain as well as support functions, which are reflected in the
value of the goodwill CHF 2.7 million besides other intangibles like concession rights
(CHF 5.5 million) that are recognized individually and the acquired non-controlling
interests (CHF 2.4 million). The resulting goodwill is not amortized but is tax
deductible and will be subject to annual impairment testing. The Group incurred in
transaction costs in relation to this acquisition of CHF 0.5 million in 2019.

Vo NET SALES

Net sales by product categories:

IN MILLIONS OF CHF

Perfumes and Cosmetics

Net sales by market sector:

IN MILLIONS OF CHF

Duty-free

Net sales by channel:

IN MILLIONS OF CHF

Airports
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8. LEASE (EXPENSES)/INCOME

IN MILLIONS OF CHF

2019

Lease expenses?

(1380.1)

(1372.9)

! Lease expenses include only variable Lease expenses. Fixed and in substance fixed committments are
recognized in accordance with lease accounting as amortization of right-of-use assets or interest on lease
obligations.

2 See note 2.5 COVID-19 related rent concessions - Amendment to IFRS 16.

Most lease contracts require as compensation the higher of two amounts: a) a per-
centage of sales or b) a fixed minimal guaranteed amount (MAG). The fair value of
these MAG commitments over the contractual term are presented usually as right-
of-use assets and expensed as depreciation. Lease payments exceeding the MAG
are presented as lease expenses and are normally calculated as a percentage of
sales. Other lease contracts require only variable payments, which are fully pre-
sented as lease expense. For the following year, the Group estimates that the lease
expenses may be between 17% and 21 % of net sales.

Variable lease expense approximates the related cash flows due to the short
payment term characteristic of these contracts.

9 PERSONNEL EXPENSES

IN MILLIONS OF CHF

2020

2019

Salaries and wages

(552.9)

(100.8)
(11.3)

(5L.0)

(716.0)

7)
(1,243.3)

During 2020, some governments initiated actions to reduce the financial impli-
cations to companies affected by the COVID-19 pandemic. Certain Dufry
subsidiaries have been granted government support in order to reduce the burden
of personnel expenses during the lock-down periods. In this respect, Dufry has
accrued CHF 73.3 million.

Additionally, Dufry took the initiative to adapt the Company to the current busi-
ness environment by reducing personnel expenses based on the expected decline
in sales of the respective subsidiaries. The reduction in personnel expenses includes
early retirements, hold-backs of seasonal staff employment as well as the reduction
of positions across the Group. In June 2020, the Company has decided on and
announced the respective plans to implement these measures during the second
half of 2020. The Company has incurred in total CHF 73.3 million in severance cost,
of which CHF 37.6 million have been paid out during 2020 and CHF 35.7 million are
accrued under personnel payables and short term provisions depending on the
status of the restructuring measures.
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10. DEPRECIATION, AMORTIZATION AND IMPAIRMENT
IN MILLIONS OF CHF 2020 2019
SO Sy ST B IIOICE e e (1842
UEE A O FRRE ey PETCANE BUIOTIEE ) —— )
Subtotal (note 16 Property, Plant and Equipment) (203.5) (203.9)
Depreciation OF ROU s Q178n ) (1170.3)
WAL OO e N
Subtotal (note 17 Right-of-use Assets) (1,621.2) (1,170.3)
Amortization of INaNGIbles (3044) o (368.2)
MBSt G ETEIIEn e 349
Subtotal (note 18 Intangible Assets and Goodwill) (1,017.2) (402.8)
Total (2.841.9) (1,777.0)
Aggregated information of impairments per division (segment)
2020 20197

Property, Plant Right-of-use Intangible Property, Plant Right-of-use Intangible
IN MILLIONS OF CHF and Equipment Assets Assets’ and Equipment Assets Assets
Europe, Middle East and Africa
EMEA) e (3L.1) (417.4) (269.6) .88 T
AsiaPacific o 0.4) (8.5) - - B
Central & South America B = (13.7) (384.2) -
North America ) (5.7) (3.5) (52.1) -
Global Distribution Centers Y - €9 ; I :
Total (37.3) (443.1) (712.8) (19.7) - (34.6)

! Includes impairment of goodwill: CHF 50.1 million for division North America and CHF 81.0 million for division

Central & South America.
2 Refer to note 5 for changes in the segment information.

There have been no reversals of impairments during 2020 or 2019.

As a consequence of the pandemic, nearly all Dufry shops worldwide were required
to temporary close to help curb the spread of COVID-19 or have been subject to
very low passenger traffic, all these affecting severely the actual turnover, as well
as our projections. Due to this, the Company recognized impairments of depreciable
and amortizable assets as well as of goodwill (see also note 18.1 IMPAIRMENT TEST

OF INTANGIBLE ASSETS).
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11. OTHER EXPENSES

IN MILLIONS OF CHF 2020 2019

Repairs, maintenance and utilities

g material

Acquisition related transaction costs*

Public relati penses

Taxes, other than income tax expense

Ancillary premises expenses

Insurances

e I
Total

! Transaction costs in 2020 include costs in relation to aborted business combination transactions mainly in
the USA.

12. OTHER INCOME

IN MILLIONS OF CHF 2020 2019
Sales taxTeCOVery! 1 644
SelliNg MO e < [ — e
Otheroperatingincome I
Total 33.4 121.6

! In September 2019, a decision of the Federal Court in Rio de Janeiro in a lawsuit between one of our Brazilian
subsidiaries and the Brazilian federal tax authority became final and non-appealable, consequently Dufry
assessed the recovery of these amounts as virtually certain and will claim back certain indirect tax payments
made since 2009.
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13. FINANCE INCOME AND FINANCE EXPENSES

FINANCE INCOME

IN MILLIONS OF CHF

2020

2019

INCOME ON FINANCIAL ASSETS
Interest income on current deposits

Deferred gain on modification of financing arrangements

Interest income on financial assets

INCOME ON NON-FINANCIAL ASSETS
Interest income

INCOME FROM FINANCIAL INVESTMENTS AND ASSOCIATES

Share of result in associates

Income from financial investments and associates

Total finance income 14.9 71.7
FINANCE EXPENSES
IN MILLIONS OF CHF 2020 2019
EXPENSES ON FINANCIAL LIABILITIES
Interest expense (325.5) (348.7)
(178.7)
(134.0)
(1.4)
(4.0)
(7.4)
(13.1)
(40.7)
Interest expense on financial liabilities (379.3)
EXPENSES ON NON-FINANCIAL LIABILITIES
O IR e () 24
Interest and other finance expenses (6.1) (2.4)
Total finance expenses (385.4) (387.0)
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14. INCOME TAXES

INCOME TAX RECOGNIZED IN THE CONSOLIDATED STATEMENT OF
PROFIT OR LOSS

IN MILLIONS OF CHF 2020 2019
Current Income tax income / (expense) 351
99
252
95.6
1369
(30.9)
(11.5)
11
Total 130.7
! In countries where Dufry pays taxes in another currency than the functional currency, deferred tax assets
and liabilites are impacted by foreign exchange fluctuations. These changes are presented as income tax.
Due to the profit/(loss) before tax recognized in 2020 as a consequence of the
COVID-19 pandemic, Dufry records a current income tax income mainly based on
tax losses carried back in certain jurisdictions. Deferred tax income increased for
the year, as a direct consequence of the impairment of acquisition related intan-
gibles, where corresponding deferred tax liabilities were released through the profit
or loss. In addition, Dufry generated tax losses which can be carried forward and
used against future taxable profits.
IN MILLIONS OF CHF 2020 2019
Consolidated profit/(loss) beforetaxes .. (28712) oSk
s ) e
Incometaxattheexpectedrate o ——— 71 (22.4)
EFFECT OF
Income not subject to income tax 0.1
16
12
(159)
(268.1)
ry differences (152.5):
(38)
4.6
57)
Foreign exchange my ws)
Otheritems (17.4)
Total 130.7

! In countries where Dufry pays taxes in a currency other than the functional currency, deferred tax assets
and liabilities are impacted by foreign exchange fluctuations between the functional and local currencies.
These changes are included in the group's tax expense line.
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The expected tax rate in % approximates the average income tax rate of the
countries where the Group is active, weighted by the profit before taxes of the
respective operations adjusted for impairments. For 2020, there were no major
changes in tax rates noted for countries in which Dufry is operating.

DEFERRED INCOME TAX RECOGNIZED IN OTHER
COMPREHENSIVE INCOMEOR INEQUITY

IN MILLIONS OF CHF 2020 2019

RECOGNIZED IN OTHER COMPREHENSIVE INCOME
Actuarial gains/ (losses) on defined benefit plans 0.6 17

RECOGNIZED IN EQUITY
Tax effect on share-based payments* (0.3) 2.8

! Includes CHF -0.1(2019: 1.2) million as equity attributable to non-controlling interests.
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15. COMPONENTS OF OTHER COMPREHENSIVE INCOME
ATTRIBUTABLE TO EQUITY HOLDERS OF THE PARENT
Employee Hedging & NON-CON-

2020 benefit revaluation Translation Retained TROLLING TOTAL
IN MILLIONS OF CHF reserve reserves reserves earnings TOTAL INTERESTS EQUITY
Remeasurement of post-employment

Il T i . S - - [ — - =
Sicemf e e R e T - . C0 A— -
Subtotal 1.6 = = = 1.6 = 1.6

Exchange differences on translating foreign

operatio =
Subtotal o
Net gain/(loss) on hedge of net investment in
foreign operations [ AT S S ~ e - 2z
Subtotal = o 24.2 o 24.2 = 24.2
SR CEELEReTaE A B Ee e ain e O ol U ol
Subtotal - - 0.2 - 0.2 - 0.2
Other comprehensive income 1.6 - (195.0) - (193.4) (17.7) (211.1)
ATTRIBUTABLE TO EQUITY HOLDERS OF THE PARENT

Employee Hedging & NON-CON-
2019 benefit revaluation Translation Retained TROLLING TOTAL
IN MILLIONS OF CHF reserve reserves reserves earnings TOTAL INTERESTS EQUITY
Remeasurement of post-employment
DENSALSPIANS | tssssn. s AOL) o s T L 3 01 NS (15:0)
Incometaxeffect e e L7 T T T R 7/
Subtotal (14.4) - - - (14.4) 0.1 (14.3)
Exchange differences on translating
foreign operations T (T2) N, 0/ ) (33) L. (10:5)
Subtotal - - (7.2) - (7.2) (3.3) (10.5)

Net gain/(loss) on hedge of net investment in
foreign o
Subtotal

Changes in the fair value of equity investments

atFvocCI . e 2= S ol O R
Subtotal - 0.3 - - 0.3 = 0.3
Share of other comprehensive Income ofiassoclates || ||| T T e QA i - .. @A ... - . (@)
Subtotal - - (0.4) - (0.4) - (0.4)
Other comprehensive income (14.4) 0.3 (5.8) - (19.9) (3.2) (23.1)
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16. PROPERTY, PLANT AND EQUIPMENT

LEASEHOLD
2020 IMPROVE- FURNITURE ~ COMPUTER WORK IN
IN MILLIONS OF CHF MENTS  BUILDINGS FIXTURES  HARDWARE VEHICLES ~ PROGRESS TOTAL
AT COST
Balance at January 1 633.9 52.9 491.3 55.6 8.1 55.8 1,297.6
Decrease in scope of consolidation (0.2) - 0.2) (0.1) (0.2) - (0.7)

Reclassification to intangible assets
Currency t

/ translation adjustments
Balance at December 31

1,215.6

ACCUMULATED DEPRECIATION
Balance at January 1

4.9) - (631.7)

Decrease in scope of consolidation
Additions (
Disposals

Reclassification within classes

Currency translation adjustme tS ................ D2 e E28 2 2D .
Balance at December 31 (342.8) (7.5) (309.6) (4.4) - (688.6)
IMPAIRMENT

Balance at January 1 (27.5) (0.2) (10.3) (0.8) - - (38.8)

Impairment (ngte 10) 5.8

n within classes

Reclassific

Currency translation adjustments

Balance at December 31

(37.3)

CARRYING AMOUNT
At December 31, 2020

23.7 2.0 43.7 453.3
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LEASEHOLD
2019 IMPROVE- FURNITURE ~ COMPUTER WORK IN
IN MILLIONS OF CHF MENTS  BUILDINGS FIXTURES  HARDWARE VEHICLES  PROGRESS TOTAL
AT COST
Balance at January 1 627.7 49.7 396.0 47.0 7.6 62.9 1,190.9
Business combinations 11.4 = = = = 11 12.5

Balance at December 31 633.9 52.9 491.3 55.6 8.1 55.8 1,297.6

ACCUMULATED DEPRECIATION
Balance at January 1 (291.0) (17.4) (189.7) (11.8) (4.4) - (514.3)

Additions (note 10) (86.9) (5.2) (76.8) (14.1) (1.2) - (184.2)

Balance at December 31 (301.6) (21.8) (282.5) (20.9) (4.9) - (631.7)
IMPAIRMENT

Balance at January 1 (17.6) (0.2) (13.7) (0.8) - - (32.3)
Impairment (note 10) 17.1) - (2.4) (0.2) - - (19.7)

Balance at Décember 31 v

CARRYING AMOUNT
At December 31, 2019 304.8 30.9 198.5 33.9 3.2 55.8 627.1

Cash flow used for purchase of property, plant and equipment

IN MILLIONS OF CHF 2020 2019
Payables for capital expenditure at the beginning of the period (28.2)
(85.0)
10.7
14

Total Cash Flow (101.1) (199.3)
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17. RIGHT-OF-USE ASSETS

2020 OTHER

IN MILLIONS OF CHF SHOPS BUILDINGS VEHICLES OTHER TOTAL
AT COST

Balance at January 1 5,251.9 212.6 4.6 14 5,470.5
Decrease in scope of consolidation (0.8) - - - (0.8)
Additions 1882.0
Disposals’ o o (100.6)
Reclassification within classes ? o - - (1.5)
Reclassification from property, plant & equipment - - = 10
Reclassification from intangible assets * - - - 94.3
Currency translation adjustments (11.9) (0.3) J(ehY] (230.6)
Balance at December 31 6,871.1 234.9 6.2 2.1 7,114.3
ACCUMULATED DEPRECIATION

Balance at January 1 (1,108.1) (32.5) (1.2) (0.6) (1,142.4)
Decrease in scope of consolidation = = = 0.2
Additions (note 10) (1.178.1)
Disposals! - 5015
Reclassification from intangible assets? o - - (34.3)
Currency translation adjustments 645 | 22 or 0.1 66.9
Balance at December 31 (2,167.0) (61.7) (2.4) (1.1) (2,232.2)
IMPAIRMENT

Balance at January 1 - - - - -
Impainment (439:3) T —— . o (495D
Currency translation adjustments 03) e . o ©0:3)
Balance at December 31 (439.8) (3.6) - - (443.4)
CARRYING AMOUNT

At December 31, 2020 4,264.3 169.6 3.8 1.0 4,438.7

! Disposals mainly relate to contractual term changes which led to derecognition of right-of-use assets.
2 CHF 1.5 misreclassified to other non-current asset as part of a lease contract re-negociation in division

Central & South America.

3 Transfers from concession right to right-of-use assets opening balances in Central & South America.
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2019 OTHER

IN MILLIONS OF CHF SHOPS BUILDINGS VEHICLES OTHER TOTAL
AT COST

Balance at January 1 at inception of IFRS 16 4,620.9 171.2 3.8 1.0 4,796.9

Business combinations (note 6)

Additions

Disposals!

Currency translation adjustments

Balance at December 31

ACCUMULATED DEPRECIATION
Balance at January 1 at inception of IFRS 16

Additions (note 10) @138 (333 @3 0o (1170.3)
Disposals’ 2Ol i 0L OO ... 27
Currency translationadjustments .. 244 0T ) UTRR 252
Balance at December 31 (1,108.1) (32.5) (1.2) (0.6) (1,142.4)
CARRYING AMOUNT

At December 31, 2019 4,143.8 180.1 3.4 0.8 4,328.1

! Early termination of leases.
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18. INTANGIBLE ASSETS AND GOODWILL

CONCESSION RIGHTS

2020 Acquisition

IN MILLIONS OF CHF related Plain BRANDS OTHER TOTAL GOODWILL
AT COST

Balance at January 1 4,764.5 211.2 270.7 324.0 5,570.4

Business combinations (note 6) - - - -

17.6

Additions (note 18.1.4)

Disposals (60.6)

Reclassificationwithinclasses (03 - - [ -

Reclassification from property,

plant and equipment N o S, 37 3T =

Reclassification to right-of-use’ S 94.3) e e - O43) -

Currency translation

adjustments (2377) 28) 08) 24) (2637) (18.0)

Balance at December 31 4,526.5 103.7 269.9 273.0 5,173.1 2,497.6

ACCUMULATED AMORTIZATION

Balance at January 1 (1,930.4) (85.3) (3.3) (206.2) (2,225.2) =

Additions(notelQ) ... (25L1) {149) S (384) (3044) -

Disposals - - 08 - 456 46.4 -
= o 34.3 S

Currency translation

adjustments 28 83 B Ses) 1304 -

Balance at December 31 (2,068.7) (56.8) (3.3) (189.7) (2,318.5) -

IMPAIRMENT

Balance at January 1 (100.7) - - (8.4) (109.1) (1.6)

Impairment(notel0) .. (556.8) 80 .53) (581.7) (1311

Disposals » - S S 13.5 e

Currency translation

adjustments L — 97 T 92 170 — a4

Balance at December 31 (638.8) (11.2) (5.5) (2.2) (657.7) (128.3)

CARRYING AMOUNT

At December 31,2020 1,819.0 35.7 261.1 8l.1 2,196.9 2,369.3

! Transfers from concession right to right-of-use assets opening balances in Central & South America.
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CONCESSION RIGHTS

2019 Acquisition

IN MILLIONS OF CHF related Plain BRANDS OTHER TOTAL GOODWILL
AT COST

Balance at January 1 4,716.9 205.3 274.4 289.3 5,485.9 2,603.1
Adjustment on IFRS 16

implementation - (6.8) - - (6.8) -
Adjusted Balance at January 1 4,716.9 198.5 274.4 289.3 5,479.1 2,603.1
Business combinations (noteé) .. 1008 T 01 1009 231
T NS - E S g T -
Disposals - (0.8) - (4.5) (5.3) -
o proper ty ......................................................................................................................................................
PERERSIIDIETE i e D e = = -
Currency translation

BdIUSHMENS | tins s (B32) S B e (2.4) . (13.3)
Balance at December 31 4,764.5 211.2 270.7 324.0 5,570.4 2,612.9
ACCUMULATED DEPRECIATION

Balance at January 1 (1,648.5) (66.4) (3.3) (174.0) (1,892.2) =
Adjustment on IFRS 16

implementation - 3.2 - = 3.2 =
Adjusted Balance at January 1 (1,648.5) (63.2) (3.3) (174.0) (1,889.0) -
Additions(note10) (3089) @LS) T (37.8) (3682) o -
Disposals = 0.8 = 41 49 =
o proper ty ......................................................................................................................................................
PEREETEISEMIIINENS o e e o L -
Currency translation

AAUSHMENS . tis s 2700 (LA iy 1.4 9 e .
Balance at December 31 (1,930.4) (85.3) (3.3) (206.2) (2,225.2) -
IMPAIRMENT

Balance at January 1 (76.9) = = = (76.9) (1.6)
Impairment(noted0) e B e e (8.0) (BN ..o .
Disposals 0.1 - - - (0.1) -
Currencytran Il
EENBIIEND s s B e 02 ) R -
Balance at December 31 (100.7) - - (8.4) (109.1) (1.6)
CARRYING AMOUNT

At December 31, 2019 2,733.4 125.9 267.4 109.4 3,236.1 2,611.3
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18.1 IMPAIRMENT TEST OF INTANGIBLE ASSETS

Brands and gooduwill are subject to impairment testing on annual basis or when in-
dicators of impairment exist. Concession rights and other amortizable intangible
assets are tested for impairment whenever events or circumstances indicate that
the carrying amount may not be recoverable.

In March 2020, practically all our operations have suffered significant operational
restrictions as well as a significant drop of passengers as a direct consequence of
measures against the spread of COVID-19. At present, we foresee a recovery
starting as soon as the vaccinations progress noticeably. However, there is no
assurance when and how far these restrictions will be released.

The management performed impairment tests as of March 31, 2020 for selected
operations presenting an indication of impairment. Triggered by the ongoing pan-
demic, as of September 30, 2020 the management performed impairment tests on
all material assets of the group. Although the company has only indicative orien-
tations on how to estimate the duration of the lock-downs required by most coun-
tries, as well as how the business performance will recover thereafter, management
assumed for these impairment tests, that sales will still be impacted in the first
part of 2021 and the international air traffic will start recovering stepwise as of the
second half of 2021. We have assumed that most sales locations will achieve sales
levels close to those of 2019 in 2023. However, the developments for each country
will be affected by local circumstances and politics which cannot be predicted
precisely.

18.1.1 Impairment test of goodwill

For the purpose of impairment testing, goodwill recognized from business combi-
nations has been allocated to the following groups of cash generating units (CGU's).
These groups also reflect the reportable segments that are expected to benefit
from the synergies of the business combinations:

IN MILLIONS OF CHF

31.12.2020

31.12.2019

15443
327

5110

2393

42.0

Total carrying amount of goodwill

2,369.3

The recoverable amounts of each group of cash generating unit (GCGU) is deter-
mined based on value-in-use calculations which require the use of assumptions
(see table with key assumptions below). The calculations use cash flow projections
based on financial forecasts approved by the management covering a five-year
period. Cash flows beyond the five-year period are extrapolated using a constant
terminal growth rate that does not exceed the long-term average growth rate for
the respective market and is consistent with forecasted growth included in the
travel retail industry reports. The financial results of the global distribution centers
have been broken down by GCGU and allocated accordingly.
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The key assumptions used for determining the recoverable amounts of goodwill are:

POST TAX DISCOUNT RATES PRE TAX DISCOUNT RATES

GROWTH RATES FOR NET SALES

CASH GENERATING UNITS
IN PERCENTAGE (%) 2020 2019 2020 2019

2020*

2019

Europe, Middle East and Africa

6.90
7.62
9.40
6.67

7.86
9.05
11.38
9.14

* The forecasted high growth rates are due to the low base in 2020 due to the COVID-19 pandemic.

As basis for the calculation of these discount rates, the Group uses the weighted
average cost of capital, based on the following risk free interest rates (derived from
the past 5 year average of prime 10-year bonds rates): CHF -0.34%, EUR 0.05%,
USD 1.88% (2019: CHF -0.32%, EUR 0.25%, USD 2.17%). In 2020, the Group used
for certain WACC components (e.g. equity ratio and beta) weighting factors from
the year 2019, as Management considered these more representative for long term
projections.

For the calculation of the discount rates and WACC (weighted average cost of
capital), the Company used the following re-levered beta:

2.5-121.2

3.0-161.5

3.4-64.3

1.8-104.4

Beta factor

Sensitivity analysis to changes in assumptions

With regard to the assessment of value-in-use, Dufry believes that no reasonably
possible change (+/- 1 %) in any of the above key assumptions would cause the
recoverable amount of the CGU to materially fall below the carrying amount,
except for the goodwill allocated to the division Central and South America, where
the carrying amount would exceed the value in use by CHF 77.9 (2019: CHF 206.8)
million, if the interest rate increases by 1 %, or by CHF 10.9 (2019: CHF 151.2) million
if the sales drop 1 %, or by CHF 106.6 (2019: CHF 183.1) million if the operating profit
margin is 1 % lower.
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18.1.2 Key assumptions used for value-in-use calculations

The calculation of value-in-use is most sensitive to the following assumptions:
- Sales growth

- Growth rate used to extrapolate

- Gross margin and suppliers prices

- Lease expense and lease payments

- Discount rates

Sales growth

Recovery of sales and the respective growth rates depend on the further devel-
opment of the COVID 19 pandemic and speed of vaccinations. Management based
its assumptions on information available at the time of the preparation of the
financial statements and assumes that sales will still be severally impacted in 2021
and the international air traffic will start recovering stepwise during the second
half of 2021. Our sales growth assumptions include most locations reaching 2019
sales levels by 2023.

Growth rates used to extrapolate
For the periods after S years, Dufry has used growth rates between 0.8%-1.5%
(2019: 0.0 % - 2.0 %) to extrapolate the cash flow projections.

Gross margins

The expected gross margins are based on average product assortment values es-
timated by the management for the budget 2021. These values are maintained over
the planning period or where specific actions are planned and have been increased
or decreased in accordance with these planned actions. The gross margin is also
affected by supplier’s prices. Estimates are obtained from global negotiations held
with the main suppliers for the products and countries for which products are
sourced.

Lease expense and lease payments

The company applied the future fixed payments based on its contracts and esti-
mated variable lease payments based on expected sales developments. For 2021
we have assumed based on offers and ongoing negotiations that lessors will provide
us with certain reliefs of lease payments for a period of up to 12 months. Where
the contractual terms of certain operations come to an end during the projected
periods, the company has analyzed the renewal conditions and the market situation
and assumed renewals where the situation and conditions are favorable.

Discount rates

The discount rates, which include third party debt and equity components, are

affected by the following factors:

- For the liability component, the rate is based on the average interest of the past
5 years of the respective ten-year government bond and is increased by the
company's effective bank spread and adjusted by the effective blended tax rate
and country risk of the respective group of GCGU.

- For the equity component, a 5% equity risk premium is added to the base rate
commented above and adjusted by the Beta factor of Dufry’s peer group.

The same methodology is used by management to determine the discount rate

used in discounted cash flow (DCF) valuations, which are a key instrument to assess
business potential of new or additional investment proposals.
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18.1.3 Brands

While at corporate level the Group is recognized under the name of Dufry, for retail
purposes, it is applying several brands including, among others, Dufry, Hudson,
World Duty Free or Nuance. The book values of these brand names remain at fair
value recognized at acquisition and are subject to annual impairment testing. In
2020, Dufry fully impaired the brand Colombian Emeralds amounting to CHF 5.5
million. With regard to the assessment of value-in-use for the remaining brands,
Dufry believes that no reasonably possible change (+/-1%) in any of the below key
assumptions would cause that the recoverable amount falls materially below the
carrying value of the respective brand name.

The recoverable amount is determined using the Relief of Royalty method that con-
siders a steady cash flow income from the royalty income after tax on projected
sales for each brand. The following table indicates the key assumptions used for
the valuation of the main brands:

ROYALTY INCOME RATE AFTER TAX POST TAX DISCOUNT RATES GROWTH RATES FOR NET SALES
BRAND NAMES
IN PERCENTAGE (%) 2020 2019 2020 2019 2020 2019
031 650 31-789
110 6.47 2.1-101.0
0.32 5.59 ‘ 2.6-129.6
031 033 5.61 625 2.6-128.2

These sales growth rates are in line with the assumptions used for the impairment
test of goodwill. The post tax discount rates represent the weighted average cost
of capital (WACC) of the markets where the brands are generating sales.

18.1.4 Cash flows used for purchase of intangible assets

IN MILLIONS OF CHF

Payables for capital expenditure at January 1
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19. INVESTMENTS IN ASSOCIATES

This includes mainly Lojas Francas de Portugal SA which operates duty-paid and
duty-free shops in the airport of Lisbon, as well as other airports in Portugal.

These investments are accounted for using the equity method.

Summarized statement of financial position

IN MILLIONS OF CHF

LOJAS FRANCAS DE
PORTUGAL SA

OTHER
ASSOCIATES

31.12.2020

Cash and cash equivalents

Other current assets

Non-current assets

Financial debt

Other current liabilities

Non-current liabilities

Net assets

PrOpOrtion Of DUMTY S OWNeTShiD s e ATBL e [

Dufry’s share of the equity 0.2 6.9 7.1
LOJAS FRANCAS DE OTHER

IN MILLIONS OF CHF PORTUGAL SA ASSOCIATES 31.12.2019

Cash and cash equivalents ...~ 45 a4 157

Other current assets 41.5

Non-current assets

Other current liabilites ... (2858 (200 (485
Non-current liabilities 2y B (18.2)
Net assets 62.1
Proportion of Dufry's ownership @ @ A9 e |
Dufry’s share of the equity 25.7 6.2 31.9
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Summarized statement of comprehensive income

LOJAS FRANCAS DE OTHER
IN MILLIONS OF CHF PORTUGAL SA ASSOCIATES 2020
Turnover 108.5 29.3 137.8

Depreciation, amortization and impairment

Financial expenses

ITEEIIRER oo, | s T - [ -
Net profit/ (loss) (52.0) (2.6) (54.6)
OTHER COMPREHENSIVE INCOME

Items to be reclassified to net income

INSUbSEQUENLDETIOLS s s ADZY s 05 ! 03
Total other comprehensive income 0.5 0.3
Total comprehensive income (2.1) (54.3)

DUFRY'S SHARE
Net profit/ (loss)

Total other comprehensive income

Total comprehensive income

IN MILLIONS OF CHF

LOJAS FRANCAS DE OTHER
PORTUGAL SA ASSOCIATES

Turnover

Depreciation, amortization and impairment

Financial expenses

Income tax

Net profit/ (loss)

OTHER COMPREHENSIVE INCOME
Items to be reclassified to net income

N SUDSEqUENt PeTIOdS s e ©5) O 0.9
Total other comprehensive income (0.5) (0.1) (0.6)
Total comprehensive income 4.6 (0.9) 3.7
DUFRY'S SHARE 49%

NELPIOMIL/(LOSS) .o, s 25 () 04
Totalother comprehensive income e e ©3) i O ] 0.4)
Total comprehensive income 2.2 (2.2) -

The information above reflects the amounts presented in the financial statements
of the associates (and not Dufry’s share of those amounts) adjusted for differences
in accounting policies between the associates and Dufry.
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Reconciliation of the carrying amount of its investments

LOJAS FRANCAS DE OTHER
IN MILLIONS OF CHF PORTUGAL SA ASSOCIATES TOTAL
Carrying value at January 1, 2019 29.1 6.5 35.6
Additions =

Net profit/ (loss)
Dividends received

Other comprehensive income

Currency translation adjustments B -

Carrying value at December 31, 2019 25.7

ADAIONS T e DA 0.4
Netprofit/(loss) S oL (25.3)
Dividends received . N - B -
Other comprehensive income . A wA
Currencytranslationadjustments s ] T — O ) Q1)
Carrying value at December 31, 2020 0.2 6.9 7.1

20. OTHER NON-CURRENT ASSETS

IN MILLIONS OF CHF 31.12.2020 31.12.2019
Guarantee deposits 104.1 108.1
| 27.0
Lease receivables 4Al_
47.3
80.3
0.5
Subtotal 263.3
AUOWBNGES e ©D (5:3)
Total 257.2 303.1
MOVEMENT IN ALLOWANCES
IN MILLIONS OF CHF 2020 2019
Balance at January 1 (5.3)
Creation (1.4)
Currency translationadjustments 06
Balance at December 31 (6.1)
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21. INVENTORIES

IN MILLIONS OF CHF 31.12.2020 31.12.2019
Inventories At COSt e TILS 11231
YO Ory AW aNCE e QLn 73D
Total 659.6 1,050.0
Cost of sales includes inventories written down to net realizable value and inventory
losses of CHF 98.8 (2019: 39.5) million.
22. TRADE AND CREDIT CARD RECEIVABLES
IN MILLIONS OF CHF 31.12.2020 31.12.2019
Trade T aDles e 154 379
Credit cardreceivables e 96 120
Gross 25.0 49.9
AN CES eeeeee 79 i B)
Net 17.1 44.2
AGING ANALYSIS OF TRADE RECEIVABLES
IN MILLIONS OF CHF 31.12.2020 31.12.2019
Ot U e 50 147
OVERDUE
Up to 30 days 10

0.4

0.4

07
Total overdue 2.5
Trade receivables, net 7.5
MOVEMENT IN ALLOWANCES
IN MILLIONS OF CHF 2020 2019
Balance at January 1 (5.7) (3.3)
Creation (1.4) (3.1

Balance at December 31 (7.9’
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23. OTHER ACCOUNTS RECEIVABLE

IN MILLIONS OF CHF 31.12.2020 31.12.2019
Advertising receivables e 92.6
Services provided to suppliers e 99
Loans receivable 3.0
20
3.1
Accounts receivables 110.6

Prepayments of l