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SARANTIS

Careal brands for everyday
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Sarantis is one of the leading consumer products companies in Greece and
Eastern Europe. The Portfolio of its products is constituted of some of the
most farmous and highly valued products for the daily needs of 400 million
people in the wider area of Eastern and Southeastern Europe,

Product categories

The products that Sarantis distnbutes to the market in order to cover the consumers’ daily
needs constitute s droving force, More specifically, the company maintains a significant
portfolio of own and distributed consumer products, which could be classified into four basic
pillars that serve the Group's development. In particular, the basic keystones of the company's
growth are its mass-market cosmetics, household products, health care products as well as its
strategic co-operations. A significant part of the trademarks that belong to the former two
categories are own products produced in the company's modemn faclities. In addition, the
company maintains a major portfolic with consumer products from leading companies
internationally via agreements of exclusive distribution,

Countries of activity

The company operates in eight countries of Eastern and Southeastern Europe through
subsidiaries, while maintaining a powerful distribution network in more than 20 courrtries via
direct exports, More specifically, almost 50% of Sarantis’ total tumaover emanates from the
activity of the Group's subsidiaries in Poland, Bulgaria, Serbia, Czech Republic, FY.R.OM,
Ukraine and Turkey while the Group's strategic plans include the further geographic
expansion of its activity in Russia and Hungary through the establishiment of subsidiaries.

About
Sarantis
Group
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The people

In Sarantis, our employees are the focal point of our activity. Their creativity, zest and passion
constitute the drving force of the Group's developrent and this is why major emphasis is
placed on the evolvement of their capabilities, the reward of their efforts as well as their
proper evalsation, The company's multinational character is reflected in the following table,
which shows the distribution of Sarantis’ employees per country during the year 2005:

Countries E M P L O ¥ E E 3§
Serbia & Montenegro ... &0
Czech Republic . . ... - - . . 21
B aiT I .. e e et e e s 33

= Average Age of Sarantis Employees: 33 years old.
* |9% of our working force holds a University degree.

R&D

Sarantis Group marks significant producizon activity in its ultra-modern production facilities in
Oinofta Vosotias. One of the Group's comerstones 15 our know-how, expenence and emphasis
an the highest quality while s fundamental goal is not only represented by the developraent
aof pew products but also by the continuous enhancement of the esxasting anes. In the Group's
department of Research and Development, scienfists in all fields of expertise, chemists,
pharmacists and biologists. ensure that scientific knowledge is materialized in the optimum way
for products that are not only innovative but also safe for public health. The quality control
guarantees the supenor quality of each product, from the stage of gathering raw materials until
its presentation at the selling points. In this way, solid bonds of trust are created with the
consumers. These bonds have elevated the Sarantis Group of products at the summit of
consurners’ preference.

Annual Bepart 2005
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Sarontis maintains o significant portfolio of consumer products for the daily needs of 400 mio
consurners, Highly walued products from the categories of mass market cosmetics, household
and health care products as well as car accessones constitute the daily choice of our consumers.

MASS-MARKET
cosmeticCs
Qoo ) cTHRu STRE Ceume Dien f’m1 @D Crzene maan During 2005, the sactors of health and care products, mass-market cosmetics, and househald products posted
. N — *:"E\ : i A f I strong rates, whereas satisfactory growth was seen in ey cosmetics and car accessones, Specifically,
o REwboemm L. - [Bymaig ?  osseL heusehold products wers the largast contributor n consobdated fumaver, growing revenues by 9.47% on

AICHIE LANRE R
annual buasis, while mass-market cosmetics were the second largest contributor, demonstrating a growth rate
2 HOUSEHOLD of 20.31% annually. Health and care products recovered impressively, showing annual growth of 22.61% in
pro ducts 2003, with revenues amounting to EUR 12.09 milken versus EUR [5.57 millian in 2004, The above positive
trend was due to restructurng of product portfolio, stronger destribution
retwork in the Greek market, 2 well as expansion n Bastern Europesn
rarkets. EBIT breakdown per business activity performed posstively on
arnual basis, Mass-market cosmetics and household products were the
largest contributors m consoldated EBIT, wheress health and care products
achieved the highest profit margin.
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moderm-day demands, consistently ahead of trends and market developments; the division of mass-market
cosmetics marks a dynamic presence in the market and constitutes one of the Group's strongest divisions.

The Group's intense investment program in Eastern Europe as well as the successful launching of key trade-
marks, such as STRB, Carroten and beer shampoo ORZENE, significantly boosted sales within this particular

C-THRL

draision, resulting in a sales” increase of approsamately 20% in companson wath the former year, thus reaching

73,5 million Euros. Accordingly, the eamings before interest and taxation came up to the sum of 8,3 million
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Euros, thus increasing by 55% in relation o 2004, Ulimately, the mass-market cosmetics sector constituted
35% of the Group's consolidated sales during 2005,

As regards to 2008, the Group's successful course is expected to continue via the distribution of new praducts
in domestic and foreign markets, as well as through the expansion of the vanety of the Group's own-making
products within the Eastern European markets,

The division of mass-market cosmetics includes over 20 trademarks within the cosmetics” domain, a significant partion of which represent

the cornpany’s own production. Including widely known fragrances, as well as sun care, hair care and skin care products, this specific sector

Conaolicated Turmower | < T 000 ) Consolidated EBIT { < 000,000 )
EL':IJ% 3
Fdb ol 0, o
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holds a significant position in consumer preference for it allows them to purchase cosmetics of advanced technology at affordable prices.
Tradesnarks such as STRB, C-THRU, BL, and X-POSE as well as Carroten and ORZENE, have been particularly successful ensuring the

lezding position not anly in their respective markets but also in consumer preference. Offering products designed to satisfy consumers’
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the market and constitutes one of the mest rapidly developing branches af the Group,

The household products division sales for the year 2005 came up to 76 millicn euros, increasing by
approximately |0% in comparison with the previous fiscal year, due to the fact that the Group strengthened

its leading position in both the domestic market and the Eastern European one by offenng new products, A
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signficant raise was also attamed as far as the earnings before interest and taxation are concemned, for they
reached the level of 7.2 million Eures, increasing by approximately 6% in relation to the previgus penod,
when they varied near 6,8 million Euros, Furthermore, as a percentage of the total consclidated tumover, this
specific division constituted the 37%.

Raising the products’ investment supporl, enriching the company’s portfolio of offered products, as well as
increzsing the Group's countries of activity, in which the existing products will be distnbuted, remain the

main abjectives for the year 2006.

The household products division, including names that represent the “ally” of each and every househcld, is constituted of more than 10
leading trademarks within the household products domain, all of which are the Group's own products. Offering a wide selection of air
fresheners, food packaging products, shoe care and toilet care products, this specific dvision of the Group halds the first place in

Consolidated Turnower | € '000,000 ) Consolidated EBIT { € "000,000 )
QB 5.53%
TE.DD B9 30
. » -
2005 2004 2005 2004
12m 12m 12m 12m

consumer preference, Trademarks such as Sanrtas, Camel, Afroso, Fino and Teza, have marked a significantly successful course, attaining
leading market shares in their respective markets. Including products of advanced technolegy, that are situated ahead of trends and
market developments so as to satisfy each and every customer's need, the household products’ sector marks a strong presence within




The Group's health care products sector operates in the pharmaceutical domain and, more specifically in the O.T.C. branch, representing
and distributing leading brands of vitaming, food supplements, testing kits and cosmetics for pharmacies. The group holds a leading position

in the health care products sector, as it is stuated among the major suppliers of pharmacies, offering a wide selection of high quality

Conaclidated Turmover | = 000,000 ) Conaglidated EBIT (| & "000 000 }

2261 24.79%%
18.08 258 =
15.57 2.06
- E— [—
2005 2004 2005 2004
=N =T -l i S

products, such as LANES vitarnins and food supplements, KORFF cosmetics, ORTIS natural food supplements, CLEARBLLUE pregnancy and
owulation tests for home use, OCEAN VITAL thalasso therapy products and PERLIER natural cosmetics amaong others, It is also responsible

sARANTIS |3 | Annuet Bepart 2005

for distributing 3M and Procter & Gamble products in the pharmaceutical domain, Aiming to satisfy the custom-
ers increasing needs by providing products that best swit the most demanding intemational quality standards,
the health care division ensures a steady course in the market through investments in research and develop-

ment of innovative health care products, as well 25 through developing co-operations with highly recognized

ﬁ-l'—r_r
Cleiblye , o |

foreign partners. Sabes in the health care sector in 2005 marked an increase of 23%, reaching |9 million euros,

compared to | 3,6 million euros in 2004, The above-mentioned improvement stems from the magnificent

Céarblue JM KORFF [0 ORTIS
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course indicated by Korrf, Lanes and Clearblue products in the penod under examination. Moreaver, the
eamings before interest and taxation for the year 2005 were significantly increased, marking a rise of approxi-
mately 25%. Finally, the health care products sector constitutes 9% of the total consaldated sales,
For the year 2006, the dwision’s positive course 15 expected to continue, primarily through offering new
products into the market, as well as through the wider distribution of products in Eastern Europe.
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desires for beauty and care, offenng a large variety of specialized products.

Furthermore, through K. Theodoridis 5.A., the Group represents and distributes a wide selection of car accesso-
ries designed to cover the consumers needs. More specifically, the Group represents more than |10 leading
trademarks within the domain of car care products, designed to cover customers’ needs and desires for protec-
tion, care, securty and internal and external car decoration.

Uhtirnately, until the end of 2005, the Group represented more than 10 widely known trademarks in pet food
and pet accessories, Particularly, the company maintained 2 wide variety of products designed to cover the
needs and desires of all pet owners via brands like Eukanuba, 1AMS, ROGS and Matural Snacks, while the
specific branch is currently not in the campany’s activities,

The lweury cosmetics during the year 2005 (not including the sales concemning the joint venture with Estee
Lauder) dermonstrated a dynamic progress with a sabes increase of 7% in comparison to the previous year, thus

reaching 15, 9 million euros. Accordingly, the car accessones sales marked a 6% nise in relation to the respond

FSTEF LAUDER vanmakaran 1..:‘:1]'51\1@ QOEB] DROWN aramis 7Towmy = eiL7icEs
C CLINIGQUE |,.-\‘-;]|-,'HP ~tog— Jo Marone Stila
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ing former penod, reaching 13, 3 millicn Eurcs, due to the astomshing performance of the sactor’s products in
the Eastern European markets, while the pet care products actualized sales of 6,3 million Eurcs, indicating a

The company's co-operations with intermationally leading companies constitute one of its key pillars of growth, More specifically, the
company retains 2 dynamic presence in the area of luxury cosmetics via the joint venture that it has established with Estee Lauder as well

decrease of approsmately 24% in companson to the correspanding previous penad

Coneolidated Turmover (€'000,000) Consolidated EBIT («'000,000)
LUNURY W/e  CAR ACCESSORIES PET LUXURY Wfe  CAR ACCESSORIES PET
ESTEE LAUDER ESTEE LAUDER
7A9% 6.09% ~24.23% 67.13% 17.61%
1588 1477 1327 1251 : 0.97 ;
- B34 .45 0an -
- [ P e £.32 — s 0.25 e T 016 0.05
2005 2004 2005 2004 2005 2004 2005 2004 2005 2004 2005 2004
1 & - 7] 12m 1aim 12 1am 12m 1am 12m 12 12m

as through exclusive collaborations with other important brands of the cosmetics sector globally, such as Cartier, Juvena, Bass etc In
particular, the Group represents more than 30 top-ranking trademarks of the cosmetics domain, that satisfy the consumers’ needs and
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The Group operates in Easten Eurcpe through eight subsidiaries in Poland, Romania, Bulgaria, Serbia,
Czech Republic, FYROM, Ukraine and Turkey, while it maintainings a powerful distribution network in more
than 20 countnes via direct exports, The markets of Poland (+32%,), Serbia (+39%) and Czech Republic
(+45%) have been the Group's most significant axes of development in Eastern Europe. A similar positive
picture is recorded for the profitability levels of the Group's subsidiaries in Poland and Serbia for the year
2005, reporting double-digt growth rates, reaching | 6%% and |02% respectively. In addition, improved financal
results are reported by the Group's subsidianies in Bulgaria (sales -+ 4%, EBIT +45%), Romania (sales +21%,
EBIT +20%) and FYROM (sales +2%%, EBIT +72%), ensuring a significant growth boost for the Group.

THE GROUP'S
L= ACTIVITIES
| ::____-_-_] Breakdown of 2005 Sales by Geographic area |N THE EASTERN

EUROPEAN
L T pmososex SOLRIIE:

sonla 280% N

Buigaria 5E\\\:‘\

LH-u':ru:ﬂTI U

-

Romania 13.77% =

Paland 1929 9% ,-”f -, Grasca 55,25 %

TOTAL G4l E%: @ 308, T MO

Breakdown of sales: Greece vs E. Europe

Turnovar 2005 Turnover 2004

Greece Eastern Europa Grapca Eastern Europe
56.25% 44 TH% 61.77% a8.23%:

8 SU BS' DIAR' ES Poland, Romania, Bulgana, Serbia and Montenegro, FYROM, Czech Republic, Ukraine, Turkey. H\'\“ '-~.__‘\“
& Albania, Armenia, Belarus, Belgium, Bosnia, Croatia, Cyprus, Egypt, Estonia, Ethiopia, Hungary,
Kazakhstan, Kingdom of Saudi Arabea, Latwia, Lebanen, Lithuania, Malta, Moldova, Portugal,
EX PO RTS Russia, Slovakia, Slovenia, United Arab Emirates.
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SARANTIS POLSKA S.A.

The company was established in 1991 and is based in Warsaw, Poland,

while it became a member of the Group for the first time in 2002, after the
acquisition of the majority of its shares by Gr. Sarantis SA. During 2004, the
company was renamed from 5.0, Packplast International S.A to SARANTIS
POLSKA. The compary produces and distributes consumer products and,
more specifically, mass-market cosmetics and household products inte the
Polish market, while it exports s products in countries such as Russia,
Lithuania, Moldavia, etc. Specifically, the company widely operates in the
production and distribution of household products with the Jan Niezbedny
brand, as well as garbape bags, ice cube bags, and food bags, baking paper and
alurnimiurn foil. Moreover, it distributes the following household products: Grosic,
Kamelia, Fine and Camel Additionally, Gr. Sarantis SA distributes its
own-production mass-market cosmetics in the Polish market and, more
specifically, the male fragrance line STRE and the female fragrance lines C-THRL,
X-POSE and BU. Finally, the company also distributes products of other
companies represented by GR. Sarantis, such as those of Antonic Puig and
Manetti-Roberts in the Polish market via SARANTIS POLSKA SA

The company's prospects for 2006 are defined a5 baing particularty positive and
this corpany constitutes the means for the development of the Group's activities
towards the Central and Eastern Europe countries as well as towards other Baltic

ores.
Consolidated Turnover Consolidated EBIT
{ < "000,000 ) { € "000,000 )
32.08%: 169.59%:
4026 313
30.48
P
118
P
2004 2004
12m 12m 12m 12m

POLAND

SARANTIS |9

Q

SARANTIS
B A iy

SARANTIS ROMANIA S.A.

The company was established in August 1996 and is based in Bucharest,
Romania, while in 2004 it was renarmed from ROMSAR Cosmetics SA into
SARANTIS ROMANIA SA. Gr. Sarantis 5A serves the Romanian market with

its own-production mass market products, such as the male fragrance line
STRE, the female fragrance lines C-THRU, X-POSE and BU, the sun care
products Carroten, the shoe care line CAMEL, AFROS0, Fing, Pyrox, Teza, as
well as selective distribution prodwcts, such as Juvena, La Prairie and PUPA.
Moreover, it distributes Bolton Group's mass-market products, Antonio Puig's
fragrance products, |ohnson & |ohnsan, Church & Dwight and Loreal products,
Georgia Pacific paper line under the brand name Delica and Glaxo SmithKline's
mass-market products. Finally the company distnbutes car accessonies under the
brand name Ototop.

The company's prospects for the year 2006 are very positve and a further
tumaver increase is expected through the development and strengthening of its

distribution network and the import of new codes.

Consolidated Turnover Consolidated EBIT
{ € "000,000 ) ( < "000,000 )
21.21% 19.98%:
28.73
2370 288
e .
2004 2004
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SARANTIS BULGARIA L.T.D.

SARANTIS BULGARIA LT.D. was established in 1994 and is based in Sofia,
Bulgana, The company constitutes Gr. Jarantis’ 5A first subsidiary in Eastern
Europe and, through its powerful distnbution network, it distributes
rass-market products in the Bulgarian market and, more specfically, mass
market, selective and semi-selective distnbution cosmetics, household
products, as well as health care products. Specifically, the company's portfolio
consists of own-making mass markel cosmetics and househeld products of Gr.
Sarantis 5A, such as the male fragrance line 5TRE, the fernale fragrance lines
C-THRL), X-POSE and BU, the sun care products Carroten, the shoe care line
CAMEL, the products Fino, Teza, Pyrox and AFROSO as well as selectve
distribution cosmetics, such as Juvena, [a Praine, Nina Rico Lotto, Elite and
Ingrid Millet. Furthermare, the company maintains co-cperations with Jehnson &
Johnson, Antonic Puig and Church & Dwight , Werushka & Joel for the
distribution of their products inte the Bulgarian market.

The company's prospects for the year J006 are very positive and a new turnover
increase is expected through the further development of its distibution network
as well as through the import of new codes into the local market.

Consolidated Turmowver Consolidated EBIT
{ € '000,000 ) ( € '000,000 }
13.45%: 45.31%
11.37 091
0.3

10,02
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BULGARIA
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NETWEST L.T.D. SARANTIS SERBIA & MONTENEGRO SERBIA

The company was established in 1997 under the brand name MET WEST
DISTRIBUTION SERVICES LT.D., SERBIA & MONTENEGRO and is based in
Belgrade, Sertha. Gr. Sarantis 3A distnbutes a wide vanety of s
own-production mass market products, such as the male fragrance line STRE,
the female fragrance lines C-THRLU, X-POSE and BU, the Carroten sun care
ling, the shoe care line CAMEL and the products Fino, Afroso and Tub-o-flo, as
well as the distribution of Antonio Puig's fragrance line.

The prospects of the company for the year 2006 are particulardy positive as a
new furnover increase is expected via the development of the distnbution
network as well as the introduction of new codes,

Consolidated Turnowver Consolidated EBIT

{ € "000,000 ) ( € "000,000 )
38.79% 101.75%
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SARANTIS SKOPJE L.T.D.

The compary was established in 1997 under the brand name NET WEST
DISTRIBUTION SERVICES LTD D.O.O., GR. SARANTIS & OTHERS and is
based in Skopje of the Former Yugoslawe Republic of Macedonia. The
company acquired s current name in May 2004 when it was renamed from
METWEST SKOFJE LTD into SARANTIS SKOP|E LT.D. ks primary activity
consists in the trading and distribution of GR. SARANTIS AV.EE
own-production mass market products, such as the fragrance lines 5TRE,
C-THRU, X-POSE and BU, the sun care products Carroten the shoe polishing
line CAMEL and the FIND, AFROSO and Tubofle products, as well as the
distribution of ANTONIO PUIG's fragrance lines and Georgia Pacific's products
urder the name Delica

The company's prospects for 2006 are highly positive and 2 turmover increase is
expected via the import of new codes in the market.

Consolidated Turnover Consolidated EBIT
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FYROM

SARANTIS 3

SARANTIS CZECH REPUBLIC s.r.o.

he company was established in 1998 and is based in Prague, Czech
Republic, In 2002, the company became a member of the Group for the first
time, while it acquired its current name during 2004, when it was renamed
from PACK PLAST CZECH to SARANTIS CZECH REPUBLIC, The company
pamarily began its activities as a distributor of SARANTIS POLSKA 5A in the
Czech Republic, thus prowiding the means for its entry into the market |t
currently holds a commercial presence by offering ds own-produchon popular
products, such as the male fragrance line STRE and the female fragrance lines,
C-THRU, X-POSE and BU, via its indirect parent company Gr. Sarantis SA, as
well as through the distrbution of household products, such as Fino &
KORUMNKA, by its direct parent.

For the year 2006, a new turnover increase is expected via the further
development of s distribution network, due to the increase of the codes it
distributes {a cooperation with Church & Dwight for the distribution of Pear
Drops begun, as well as the beginning of the distribution of Carroten)as well as
the commencement of its activities in the neighbouring market of Slovakia.

Consolidated Turnowver Consolidated EBIT
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SARANTIS TURKIYE TURKEY SARANTIS UKRAINE UKRAINE

Sarantis Turknye was established in 2005 and &s primary actnaty cansists in
the distnbution of mass market fragrance lines and sun care products of Gr.
Sarantis SA, such as STRE, BU, C-THRU and Carraten.

The company was established in May 20035 Sarants Ukraine operates in the
Ukrainian market in the domains of both fermale and male cosmetics,
hausehald products and shoe care products through the following trademarks:
STRE, X-POSE, B, C-THRU, FING, GROSIK and CAMEL The company’s
strategy is based on Gr. Sarantis AV.EE wvalues, while it is simultanecusly

orentated towards consumers local needs,
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Sarantis Group, marking a highly dynamic and successful course of development within the \
dorains it operates, constitutes one of the leading forces throughout Eastern and Southeastern \
Europe as far as the production and distribution of consumer products are concernid, thus \
accupying leading market shares in the strategic sectors of its activity, The Group's remarkable

performance stems from its efficient strategy and management capability, as well as the angoing \
commitment of its employeas and partners. \

The company's objective is to build a “Great” sales organization of “Great brands for everyday” \
needs of 400 million people in Greece and Eastern Europe, ensuring an advantageous position by \
continuously hononing the company's consumers, partners and sharehalders, \

The four key pillars of growth that will contribute in the achievement of the Group’s aims are: \
mass-market cosmetics, househeld products, health care products and its co-operations. By enhancing |'|
the above growth drivers, the Company wishes to create a strong portfolio of own-making products in

the strategic markets, thus ensuring leading market shares. In combination with the Company’s effective |
distibution network in Eastern Europe, this strategy ensures a dynamic position in all markets of actnaty, \

Sarantis wishes to become the Nol marketing and
‘brand-selling organization, both in Eastern & South
Eastern Europe, via a strong own brand portfolio and the SIS QiY
strongest direct and indirect distnbution network in the

or Great’

consumer products domain.

making the Company an ideal partner for any consumer products corporation operating in Eastern and
Southeastern Europe.

The Group's development and strengthening presuppases organzational predominance, mnovation in the
fields of products, partners and services, as well as capable and efficient management, in other words skills
that will constitute the means for achieving the company's goals. The development of a common and salid
corporate culture within the people that constitute and support the organization is an equally important
element of success.

In this context, during the coming years, the company will place emphasis
an the develepment of the above-mentioned capabilities. More specifically,
the Group's development strategy for the following three-year period will
be based on the top line development, the formation of organizational
predaminance a5 well a5 the growth of financial figures,

Specihically:
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ﬂBjEET@ FOCUS ON TOP-LINE GROWTH

ORGAMIC GROWTH

Investment in Core Categories
Market Share Enhancement & Brand Strengthening
Distribution Development
NEW BUSIMESS
DEVELOPMENT
of New Product Development Pipeline
& Introduction of New Brands

into New Adjacent Categories

GEDGRAPHICAL EXPANSION

New Courtries
Direct Bxports

STRATEGIC ALLIAMNCES & ACQUISITIONS

} DEVELOP ORGANIZATIONAL EXCELLENCE
OBJECTIVE

REQRGAMILATION
FOR A GLOEAL COMPANY

Organization Reengineering Shifting from Function to Matrix Organization
Best Model Application Across Countries

Redefine Key People Processes (Development, Reward, Communication)
Build Sarantis Culture Based on Core Values and Behaviors

Make Sarantis: «A Great Place to Worle

} EPS INCREASE > 0% PER YEAR
OBJECTIVE

Improvement of Profit Margins via Group Productivity & Efficiency Initiatives
Competitive Sourcing Strategy

Reduction of Gross Debt & Financial Expenses

Bxiting Non Strategic Minority Participations

Reduction of the Corporate Effective Tax Rate




[he Development of new [FroaLg [%

Durirg 2005, in the context of its strategy for the enhancement and further development of its
leading market shares in the markets it operates, the Group went ahead with a number of
launchings in the basic sectors it operates, thus enriching the range of trademarks it distibutes in
the market More speafically, the portfolio of the luxury cosmetics trademarks distnbuted by the
Group was enriched by the launching of Jo Malone, Dermanew, D, Beckam, Extee, Elite Model, Miss
sixty and Esprit fragrance lines. Furthermore, significant re-launchings took place within the division of
mass-market cosmetics, with most prominent those of the male fragrance line 5TRS, the sun care line
Carroten, and the beer shampoo ORZENE. Ultimately, in the household products’ division, the
company undertook the exclusive representation and distribution of SPOTNEX products in Greece, 2
co-operation that signals the successful and effective operation of Gr., Sarartis SA in the house-cleaning
products domain.

MILEST

he Group's constant financial growth throughout 2005
rewards our strategic choices. A series of achievements that ‘

serve our long-term objectives were accomplished, resulting

in the growth of our Group’s financial figures.

The Exceptional Performance of the Group's Activities in Eastern European Countries

he Group's financial results for the year 2005, invohing the Eastern Europe were it operates, have been
particularly satisfactory. More specifically, the turnover percentage derving from the Group’s actvities
abroad was increased by 7% in contrast to 2004, as a result of the Group's strategy towards increasing its
activity in foreign markets. The markets of Poland (+32%), Serbia (+29%) and the Crech Republic (+45%)
constituted the Group's main axes of growth in Eastern Europe. A similar positive image is exhibited in
terms of the profit-making capacity of the Group's subsidianes in Poland and Serbia for 2003, for they
present double-dight growth rates for 2005, reaching 169% and 102% respectively. Additionzlly, the Group's
subsidiaries in Bulgaria (sales +14%, EBIT +45%), Romania (sales +21%, EBIT +20%) and FYROM (sales
+29%, EBIT +72%) mark improved financial figures, thus securing a spectacular thrust of growth for the
Group. These particularly satisfactory results of the above-mentioned markets contribute in solidifying the
Group's position by attaining larger market shares and prevailing against the existing competition.
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I'he Agreement with Reiting 3.A. for the establishment of Sarantis Russia in Russia

Im the context of its further geographic expansion and the achievernent of its strategic goal to
become one of the leading companies of consumer goods distribution in Eastern Europe, Sarartis
Group signed, in 2005, an agreement with the Russian company Reiting S.A in order 1o establish a
subsidiary company under the name Sarantis Russia.

This constituted a move of great strategic importance for the Group as it serves its key objective for
expansion into the Russian market, through a company that halds a leading position in the cansumer
products’ distribution market in Russia. Saraniss’ Russia sirategic goal is to become one of the |eading
companies of consumer products’ distribution in Russia, ensuring leading shares for its products in the
Russian market. The establishment of the group and the commencement of its turnover are due in the
beginning of 2006.

. i L T - f s m
he Exceptional Financial Performance of the aroup Lunng Lulo

During the financial year 2005, Sarantis Group posted a double-digit turnover growth, due to strong

growth in the sectors of mass-market cosmetics household products, and health & care products, as well

as to satisfactory performance of the developing Eastern Eurcpean markets. On annual basis, turmaver
growth was in line with the Management's gusdance, which is based on 2 more intense promaotion of own
products and brands, as well a5 stronger geographic expansion in Eastern Europe, It is noted that the
EBITDA growth of 13.10% on annual basis, was higher than tumover growth of |121%. The above
occurred despite the Group's intense imvestrment plan, in terms of advertising expenses, in the Eastern
European markets, and despite the Group's entry in the new markets of Turkey, Ukraing, as well as Russia,
which generated start-up costs. On bottomn line basis, Sarantis Group demonstrated an especially positive
financial performance, Prafit before taxes reached EUR 25,28 million in 2003, posting a growth of 15.17% as
compared to the previous year, whereas eamings after faxes and minorties settled at EUR 19.33 million,
higher by 13.93% on annual basis, The above developmernts reflect strong financial performance in both
guantitative and qualitative level, as the Group achieved productnaty gains and rationahized promotion and

marketing expenses.




Tumaver Analysis \
During the financial year 2005, Sarantis Group posted a double-digit turnover growth, due to

strong growth in the sectors of mass-market cosmetics househeld products. and health & care \
products, as well as to outstanding performance of the developing Eastem Eurcpean markets, On \
annual basis, tumover growth was in line with the Management's guidance, which is based on a I,II
more intense promotion of own products and brands, as well a5 stronger & faster geographic \\
expansion in Eastern Europe. .\

Eamings Before Interest Taxes Depreciation and Amortization (EBITDA) Ill
It is noted that the EBITDA growth of 13.10% on annual basis, was higher than turnover growth of |
I1.21%. The above occurred despite the Group’s intense investment plan, in terms of advertising \
ewpenses, in the Eastern Eurcpean markets, and despite the Group's entry in the new markets of

Turkey, Ukraine, as well as Russia, which generated start-up costs. \

Double digit growth on turnover and profit demonstrated
the Group's financial results during 2005, due to the
Management s strategic choices.

Earnings before Interest and Taxes (EBIT)
EBIT increased by 14.6B% on a yearly basis reaching €28.15 mil, instead of €24.55 mil. in 2004, As a
percentage of ftotal consolidated turnover EBIT contributed to 13.49% in 2005 versus | 3.08% in 2002,

Profit Before Taxes

On bottom line basis, Sarantis Group demonstrated an especially postive financial performance, Profit
before taxes reached EUR 2528 million in 2005, posting a growth of 15.17% as compared to the previous
year, whereas earnings after taxes and minorities settled at EUR 19.33 million, higher by 13.93% on annual
basis, The above develapments reflect strong financial performance in both quantitative and qualitative
level, as the Group achieved productivity gains and rationalized promotion and marketing expenses,

Eamings After Taxes and Minorities (EATAM)

Finally, with respect to EATAM the Group showed an increase of -
13.93% in 2005 at € 1933 mil. compared to €16.97 mil, in 2004, s
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INVESTMENT MARKET FACTS
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INSTITUTIONS

SHARE HOLDING (12/2005)

MANAGEMENT
1%

GREEK INSTITUTIONS
FOREIGN 13%
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Koletsos George
Ayiostratrtis Antonios
Vossos Athanasios
Fuaggelou Nikolaos

| ekas Manolis
Boukouvalas Elias
Papanikolaou Dimitrios
Fozakeas Konstantings
Skitsos Loukas
Stamatiou Konstantinos
Siropoulou MNik;

Christopoulos Stathis

SARAMTIS 30

0 F D I

Gregory Sarantis s/o Pantazis

Chairrman [exeotive member)

Kyniakos Sarantis s/o Pantazis

Wice President & Exeoutive Director {eaeotive member)

George Koletsos s/o Athanasios

Executivie Director (executive mermber)

“onstantinos Stamatiou s/o Foloonas

Executive rember

Konstantinos Rozakeas s/o Petros

Execute rembar

Partazis Sarantis s/o Grigorios

Mon-exenutive mamber

Alkaterini Sarant s/o Partazis

Mon-exaoutive member

Emilios Kyprianidis, s/o Symeon

Indegendant - Mon-sdeoutive member

Nikolaos Kontidss, s/o Konstantinos

Independent - Mon-mecutive rrember
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