Annual Report - ETholoc anoAoviopdc F2004

Great brands for everyday

SARANTIS

Great brands for everyday



| Report - ETACIOC anoAoyiouyd

SARANTIS

Great brands for everyday



!

\ DRIOILETT
BE YDt~

Contents

Chairman’s Statement  page 1
At aglance page2-3

Business Units page 4-13
- Luxury Cosmetics  page4-5
- Mass Market Cosmetics page 6-7
- Household products  page8-9
- Health & Care products  page 10-11

- Pet Care Products & Car accessories page 12-13

Activities in the Eastern European Countries  page 14-19
Poland - Romania page 14-15
Bulgaria - Serbia  page 16-17
Czech Republic - F.Y.R.O.M. page 18-19

Major events for 2004  page 20-21
Strategy 2005 page 29
Stock data and information page 23

Balance Sheet 2004  page 24-25




« Our objective is to be a
leading company in the
consumer goods market in
Greece and Eastern Europe
via our extensive distribution
network which is supported
by a combination of our own
brands and distribution
agreement with other

companies in the same field »

Our vision «Great Brands

for Everyday»!

Dear Shareholders,

Today, after so years of operation, the
Sarantis group is one of the most
important production units for the mass
market cosmetics and household products
in Greece. Furthermore, through strategic
co-operations the group retains a leading
position in the market of luxury cosmetics.
This leading position is also guaranteed in
Eastern Europe market, with the presence
and activation of the groups’ subsidiaries.
Our mission is to become market leader in

Greece as well as in Eastern Europe.

2004, was another important and
successful step towards the achievement of

this goal: the conquest of the top.

In particular, the trend of growth of Gr.
Sarantis group during 2004 has continued
with further successes this year; reporting a
sales increase of 7.% and a significant
improvement of the net profit margin of
8.6%, compared to 6.6% in 2003. Net
earnings after tax and minority interest of
the group increased by approximately
50%, reaching 16.7 million Euros. This
improvement stems mainly from the more
efficient activation of the group in the
market of cosmetics and household
products, as well as from the more
efficient sales mix. These results underline
and contribute to our daily goal to be the
leading company in our sector, by
improving and making the lives of our
customers, our colleagues and our

shareholders more beautiful.

This vision is promulgated and reflected in
our activities and the way in which we
operate. The monitoring of market trends,
continuous research, innovative design and

(CERYRCNNIISI Annual Report 2004

our non-stop wish to satisfy even the most
demanding needs of our customers,
colleagues and shareholders, constitute
the direction and the essence of our
strategy. Our fundamental values comprise
the competitiveness, the entrepreneurship
and the innovation. Our passion is the
continuous improvement and the offer of
value to our customers and to our
shareholders.

The future is the direct and immediate
challenge for us.

The main axis of our investment strategy is
the expansion of the group in Eastern
Europe. In particular, the company plans a
series of actions aiming at the introduction
of new products, in addition to the
strengthening of the current trademarks of
the company in Greece and in Eastern
Europe. Likewise, the group aims to
into three new

expand its activities

markets, which will form the main
investment targets of Sarantis for the next
three years, namely: Turkey, Ukraine and

Russia.

For 2005, the management of Sarantis
forecasts sales of 265 million Euros, a 6.5%
increase when compared to 2004, while
the earnings before taxes and after the
minority interest are expected to reach 24
increase in

million Euros, a 12%

comparison to the previous year.

Our human resources and our shareholders
remain our closest allies in seeking the
materialization of our targets and
realization of our vision. We thank you for
being with us and sharing our vision and

values.

Gregory Sarantis

Chairman of Sarantis group
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BREAKDOWN OF 2004 SALES
BY GEOGRAPHIC AREA

Bulgaria 4% T TCzech Republic 1%
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Luxury Cosmetics

The groups’ involvement in the luxury
cosmetics division consists of over 30 well-
known brands that satisfy the beauty needs
and wishes of customers by offering a wide
selection of specialised products.

Through exclusive collaboration with
cosmetic houses occupying leading positions
in the respective markets - including, for
example, Estee Lauder and Clinique - this
particular division of our company continues
to break new ground in the development of
cosmetics, aiming to offer consumers,
present and future, cutting-edge cosmetics

to suit their every day needs.

The luxury cosmetics division is one of the
most important sector of the group. The
reason being that, through the application
of a specific dynamic strategy which is
based upon our company representing a
continuously growing selection of brands,
this sector represents the group’s main axis
of growth and profitability; both in terms

of absolute figures and growth rate.
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In 2004, the luxury cosmetics division
recorded a particularly dynamic path,
reporting a sales increase of 10% compared
to that of 2003. Specifically, sales within
this sector reached 82.2 million Euros _
thus constituting 33% of the groups’ total
sales. The profitability of this particular
sector attained high levels in comparison to
2003, yielding double digit figures for
growth of earnings before interest and
taxes, reaching 15.3 million Euros in 2004
and contributing 47% of the total earnings
before interest and taxes, assuring a
significant boost on the growth prospects

of the group.

The positive financial results from this
particular sector are, to a large degree, due
to the enrichment of the trademarks

selection represented by the group.

It is expected that the dynamic growth of

this sector will continue with the

distribution of luxury cosmetics, such as
Aveda, Origins, Prescriptives and Prada in

the market.
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Mass Market Cosmetics

The division of mass market cosmetics

comprises of over 20 trademark cosmetics,
a significant portion of which are from the
company’s own production. Including
widely known fragrances, as well as sun-
care and skin care products, this particular
division of the group holds a significant
position in consumer preference, allowing
them to acquire cosmetics of advanced
technology at an affordable price. Brands,
such as Carroten, STR8, C-THRU, BU and
X-POSE, have been particularly successful
in their respective markets, attaining

leading market shares and ensuring a

significant growth boost to the group.
With products designed to satisfy
requirements of modern consumers,

consistently ahead of trends and market
developments, the mass-market cosmetics
division demonstrates a dynamic presence
in the market and forms one of the

strongest divisions of the Group.
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The group’s intense investment program in

Eastern Europe, combined with the
introduction of new products, including X-
POSE and BU, significantly boosted sales
within this particular sector. This resulted
in an increase in sales of approximately 7%
in comparison to 2003, reaching 61.1 million
Euros. Accordingly, to the earnings before
interest and taxes reached 6.1 mil. Euros

increased by approximately 20% in
comparison to 2003. The mass-market
cosmetics sector formed 25% of the
consolidated sales of the group for 2004,
while its contribution to the earnings

before interest and tax reached 18%.

In 2005, the strong growth of the group is

expected to continue through the
distribution of new products in the markets
of Greece and abroad, as well as through
the further strengthening of advertising

support of existing products.
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Household products

Sales for the household products division

The household products division consists of
more than 10 well known brands pertaining
to household care; the group owns all these
products. With its wide selection of air
fresheners, food packaging products, shoe
care products and toilet care products, this
particular sector of the group holds first

place in consumer preference.

Brands such as Sanitas, Camel, Afroso,
Fino and Teza have marked a particularly
successful route, attaining leading market
shares, in their respective markets. With
products utilizing and exhibiting advanced
technology, which are ahead of trends and
market developments, and satisfy
customers’ every need, the household
products sector occupies a strong presence
in the market and forms one of the most

developed areas of the group.

reached 69.30 million Euros in 2004,
increasing by approximately 6% in
comparison to the fiscal year of 2003. This
result can be attributed to the further
strengthening of the leading position of the
group within the domestic market, as well
as in the markets of Eastern Europe with the
offering of new products. The increase of
earnings before interest and taxes was also
significant. These reached the level of 8
million Euros, increasing by approximately
15% in comparison to 2003 at which time
they had reached 7 million Euros. As a
percentage of the total consolidated sales,
this particular sector forms 28%, while in
terms of profitability contributes 25% of the
consolidated earnings before interest and

taxes of the group.

Main targets for 2005 remain to increase
the investment support of said products, as
well as the enrichment of the product

portfolio that the company offers.

Invéapeva

‘Epnovra
‘Evropa

IRV NIISI Annual Report 2004

HOUSEHOLD PRODUCTS I
CONSOLIDATED SALES 2004

HOUSEHOLD PRODUCTS I
SALES (in € mil.)

70- 644 65.2 69.3
60 - 1

50 -

40 -

30 - 1% 6%

20 -

10 -

o -

2002 2003 2004

HOUSEHOLD PRODUCTS EBIT (in € mil.) I

8.1
7.0
-7% | 15%

2003

5. 7.6

2002 2004



Health & Care products
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Health & Care products

The sector of health & care products sold
by the group lies within the pharma-
ceuticals arena. More specifically in the
of O.T.C,

distributing leading brands of vitamins and

area representing and

pharmaceutical side-products.

The group holds a leading position in the
health & care products sector. It is among
the main suppliers to pharmacies and
offers a wide selection of high quality
products, including: vitamins and food
supplements, e.g. LANES; cosmetics, e.g.
KORFF; phytotherapy products, e.g.
ORTIS; pregnancy
CLEARBLUE; sea-therapy products, e.g.
OCEAN VITAL; natural cosmetics, e.g.
PERLIER, and many others. We continually

testing kits, e.g.

strive to satisfying consumer needs, by
providing products that best correspond to
the most demanding international quality
standards. The health & care division

ensures a dynamic progress in the market,

through not only investment in the research
and development of innovative health &
care products, but also through developing
co-operations with recognized interna-

tional partners.

Sales in the health & care sector in 2004
increased by 5% reaching 15.6 million Euros
compared to 2003. This improvement was
primarily the result of the very good course
of Korff, Lanes & Clearblue products in the
period under examination. In addition, the
earnings before interest and taxes of this
specific sector were significantly improved
by approximately 45%. The health & care
products sector comprises 6% of
consolidated sales, while contributing 7%

to the earnings before interest and taxes.

For 2005, this positive momentum is

expected to continue, mainly through the

offer of new products in the market.
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Q Car accessories & Pet Care products
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Car accessories

The car accessories sector consists of more
than 10 leading brands of car care
products. The group, through the K.
Theodoridis SA company, represents and
distributes a wide selection of products
designed to cover the needs and wishes of
all  the consumers concerning car
protection, care, security and internal and

external car decoration.

Sales in the car accessories sector increased
by 19.81% compared to 2003, reaching 12.5
million Euros due to the very good sales of

the products in the markets of Eastern

PET CARE PRODUCTS SALES (in € mil.) I

12-
0 10.1
197 g5 8.3
8 -
6 -
. 19% [ -17%
2 -
0 -
2002 2003 2004
PET CARE PRODUCTS EBIT (in € mil.) I
0l 07 .04 005
0.0 N -
-0.1 -
-02-
-03-
-04-
-0.5-
-0.6 -
-0.7 -
-0.8 -
2002 2003 2004

@il Eukanuba® S

Europe. The profitability of this sector was
declined by approximately 23% for the same
period, due to restructuring plans of the
company.

As a percentage of the consolidated
turnover, the car accessories sector reached
5%, while its earnings before interest and
taxes formed the 3% of the group’s financial

results.

In 2005, new products will be introduced in
the market. Additionaly, the beginning of
activities into other Eastern European

markets is expected.
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Pet Care products

The pet products division consists of more
than 10 widely known brands relating to pet
food and pet accessories. Having a variety
of products designed to cover the needs
and wishes of all the consumers’ pets, this
particular sector of the group holds a
significant place in the market. Trademarks
such as Eukanuba, IAMS, ROGZ and
Natural Snacks have demonstrated a
dynamic route In the markets in which they
are distributed.

In 2004 this specific sector reported sales of
8.34 million Euros, a reduction of 17%
compared to 2003. In contrast, earnings

before interest and tax reached 0.05 million

IAMS &

Eukanuba®
VETERINARY DIETS

Euros for the period under examination, a
promising sign after two consecutive years

of losses.

The picture for this particular sector for

2005 is expected to be the same as in 2004.




ROMANIA
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Poland

Poland: 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. During 2004 the company was
renamed from S.D. Packplast International
S.A. to SARANTIS POLSKA.

The company operates broadly in the
production and distribution of plastic
items, such as garbage bags and ice bags,
paper items such as food bags and cooking
paper, and aluminum foil with the brand
Jan Niezbedny. It has also added to its
operations the distribution of other mass
market items produced by GR. SARANTIS
S.A.. Specifically, the company distributes
in the market the male fragrance line STR8,
the female fragrance lines C-THRU, X-POSE
& BU, the shoe care products by CAMEL
and the Fino line. Additionally it distributes

products of other companies represented
by GR SARANTIS S.A. in Poland, such as
the Antonio Puig and Manetti-Roberts
products, which are provided by SARANTIS
POLSKA S.A. in the Polish market as well as

in the other markets it operates in.

In order to broadly cover the market, the
company utilizes 10 storage houses in the
area of Poland, which operate under its
central control while its distribution now

covers 9,700 selling points.

The company’s prospects for 2005 are
foreseen particularly positive and it consists
the main vehicle for the development of the
Group’s activities towards the Central and
Eastern Europe countries as well as towards

the other Baltic countries.



IR NS Annual Report 2004

< Activities in the Eastern European Countries

The group operates in Eastern Europe through 6 direct subsidiaries in Poland, Romania, Bulgaria, Serbia, Czech Republic and FYROM. The
financial results of the group for 2004 in these markets are highly satisfactory. The most important growth axis of the group in Eastern
Europe were the markets of Poland (+9%) and Romania (+15%), with an average growth of sales to overcome the relative average growth of
the Greek markets on an annual basis. Similar positive picture is reported for the profitability levels of the subsidiaries of the group in Poland
and Romania in 2004, reporting double-digit growth rates. In addition, improved financial results are reported for the group’s subsidiaries in
Bulgaria (sales +49%, EBIT +57%), Serbia (sales +59%, EBIT +63%) and the Czech Republic (sales +6%, EBIT +33%) securing a significant
growth boost for the group.

SUBSIDIARIES 27% — —— DIRECT EXPORTS 1%

SUBSIDIARIES 29% — _—— DIRECT EXPORTS 1% r’

2003
2004

L GREECE 72% L GREECE 70% i

TOTAL SALES 232 mil. TOTAL SALES 249 mil.

Romania

Romania: SARANTIS ROMANIA S.A. [ ROMANIA SALES (in €mil) |

The company was established in August  Puig firm’s fragrance products, Johnson & 25 21.6 Py
1996 and is based in Bucharest Romania. In  Johnson products, Georgia Pacific paper 20- 183

2005 it was renamed from ROMSAR line under the brand name Delica, Glaxo

Cosmetics SA to SARANTIS ROMANIA SA.  SmithKline mass market products and also

The company serves the Romanian market LOREAL cosmetics. Finally, for the supply 18% 15%
with mass market products produced by of its merchandise the company has 7

GR SARANTIS S.A. such as the male distribution centers which serve 9,120 selling

fragrance line STR8, the female fragrance
lines C-THRU, X-POSE & BU, the shoe care
line CAMEL, the Fino line and also with
luxury products such as Juvena, La Prairie
and PUPA. Furthermore,

toiletries of the Bolton Group, the Antonio

it distributes the

points.

The company’s forecasting for 2005 is
positive and a further increase in turnover is
expected through the development and
enhancement of the distribution network

and the Importing of new products.
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Q Activities in the Eastern European Countries

Bulgaria

Bulgaria: SARANTIS BULGARIA L.T.D.

SARANTIS BULGARIA LTD was established
in 1994 and is based in Sofia Bulgaria. The
company provides the Bulgarian market
with mass market products produced by
GR SARANTIS S.A.
fragrance line STR8, the female fragrance
lines C-THRU, X-POSE & BU, the shoe care
line CAMEL and the Fino line. Furthermore,

such as the male

the company distributes the Johnson &
Johnson products, Georgia Pacific paper
products under the brand name Delica and
the fragrance line of Antonio Puig.
Additionally it distributes fragrances of

selective distribution and other personal

care products under the brand names of
Juvena, La Prairie and Nina Ricci. Recently
it introduced the distribution of the Ingrid
Millet body care products. Finally, the
company maintains a  significant
distribution network, which was increased
by 20% in 2004 reaching 4,480 selling
points, and it maintaining 4 distribution

centers.

The company’s forecasting 2005 is positive
and an increase in turnover is expected
through the further development of its
distribution network and the introduction

of new products in the local market.



LIRSV NIISI Annual Report 2004

Bulgaria

VN

SARANTIS

SERBIA & MONTENEGRO
\\ Great brands foreveryday |

Bulgaria

Serbia & Montenegro

Serbia & Montenegro:
NETWEST SERBIA L.T.D.
(SARANTIS SERBIA & MONTENEGRO)

The company was established in 1997 under
the name NET WEST DISTRIBUTION
SERVICES LTD, SERBIA & MONTENEGRO
and is based in Belgrade Serbia. The
company’s  activities include  the
distribution of the full range of mass
products produced by GR.
SARANTIS S.A,, such as the male fragrance
line STR8, the female fragrance lines C-
THRU, X-POSE & BU, the shoe care line

CAMEL,

market

the Fino line, and also the

distribution of Antonio Puig fragrance line.
For the distribution of the aforementioned
products the company maintains 3
distribution centers, through which 1,900

selling points are served.

The company’s forecasting 2005 is positive
and a further increase in turnover is
expected through the development of its
distribution network and the importing of

new brands.

Serbia & Montenegro
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Q Activities in the Eastern European Countries

Great brands for everyday

F.Y.R.O.M.: SARANTIS SKOPJE L.T.D.

The company was established in June 1997
under the company name NET WEST
DISTRIBUTION SERVICES LTD D.O.O,
GR. SARANTIS & OTHERS and is based in
Skopje of Former Yugoslavic Republic of
Macedonia. The company attained its
current name in May 2004 when it was
renamed from NETWEST SKOPJE LTD to
SARANTIS SKOPJE LTD. The company’s
primary activities consist of the trading and
distribution of the mass market products
produced by GR. SARANTIS S.A,, such as

the male fragrance line STRS8, the female
fragrance lines C-THRU, X-POSE & BU, the
shoe care line CAMEL, the Fino line, and
also the distribution of Antonio Puig
fragrance lines. For the distribution of the
aforementioned products the company
maintains one distribution center, which

serves 400 selling points.

The company’s prospects for 2005 are
positive and an increase in turnover is
forecasted through the importation of new

references in the market.
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Czech Repubilic:

SARANTIS CZECH REPUBLIC, s.r.o.

The company was established in 1998 and is
based in Prague, Czech Republic. In 2002
the company was first included in the
Group, while it attained its current name
during 2004 when it was renamed from
PACK PLAST CZECH to SARANTIS CZECH
REPUBLIC. The company essentially began
its activities as a distributor of SARANTIS
POLSKA SA in the Czech Republic, thus
consisting the gateway of the company in
this market. Today, it holds a commercial
presence through distributing to the mass
market products produced by the indirect
parent GR. SARANTIS SA itself, such as the

male fragrance line STR8 and the female
fragrance lines C-THRU, X-POSE & BU. Its
commercial presence is also attained
through distributing household products by
its direct parent, such as the Jan Niezbedny

& KORUNKA products.

For 2005 the company expects increase in
turnover through the further development
of its distribution network, due to the
increase of the product line up it distributes
and also due to the commencement of its
activation in the neighboring market of
Slovakia.

Czech

CZECH SALES (in € mil.) |

2.5- y 22 23
20-
1.5 -
1.0 - 5% 6%
0.5-
0.0 -
2002 2003 2004

CZECH EBIT (in € mil.) |

0.1
0.07
33%
-0.1

2002

0.10 -
0.08 -
0.06 -
0.04 -
0.02 -
0.00
-0.02 -
-0.04 -
-0.06 -
-0.08 -
-0.10 -

2003 2004



*
Ma O r eve n tS The constant growth of the Group’s financial results for 2004 rewards the Group’s strategic
directions. A series of achievements that serve the company’s long-term objectives were
for 9004 realized in 2004 and resulted in the growth of the Group’s financial results.

Development of New Products

In the context of its strategy for the enhancement and the further
development of its leading market shares in the markets it operates, the
Group in 2004 went forward with a number of launchings in the basic
sectors it operates in, thus enriching the range of trademarks it
distributes in the market. Specifically, in the division of luxury cosmetics,
the portfolio of trademarks distributed by the Group was enriched by the
launching of Valentino and Come de Garcons fragrances and the Bobbie
Brown cosmetics line. Furthermore, in the mass market cosmetics
division, significant launchings took place with the X-POSE & BU
fragrance products being the most important. Important artists from the
international music scene will support the latter. Christina Aguilera, one
of the biggest stars of pop music, signed a cooperation
agreement for the promotion of the new female fragrance X-
POSE, which also bears her signature. Correspondingly, the
famous Greek pop star Sakis Rouvas undertook the support
of the BU fragrance line, thus ensuring in this way the

company with an especially successful promotion strategy

for the product. Finally, in the household products’
division, Afroso furthermore enhanced its position in the

household fragrance products’ market with the
launching of aromatic candles.

-
—

Exceptional Progress
of the Luxury Cosmetics Division

The luxury cosmetics division followed an especially dynamic course in
2004, recording an increase in sales by 10 percentage points compared
to the previous year. Specifically, the sales of this sector reached the
levels of 82.2 million euro, thus consisting in 33% of the Group’s
turnover. Moreover, the sector’s profitability moved in very high levels
reaching a double-digit growth percentage in EBIT levels compared to
2003, which amounted to 15.3 million euro in 2004 hence providing
for a significant growth boost for the Group. The exceptional results
of this specific sector are to a large extent due to the attainment of
collaborations with foreign firms that maintain a leading position in L
the market they operate, as well as to the continuous offer of new

products to consumers through the enrichment of the trademark

range the GFOUP represents.

BO
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Exceptional Performance of the Group’s Activities
in Eastern European Countries

The Group’s financial results for 2004 were especially satisfactory in the
Eastern European markets where it operates. Specifically, in 2004 the
portion of turnover derived from the Group’s international activity,
increased by two percentage points compared to 2003, a resultin line
with the Group’s strategy for strengthening of its activities in foreign
markets.
The most important keystones for the Group’s development in Eastern
Europe were the markets of Poland (+9%) and Romania (+15%), with
their average sales’ growth rate exceeding the respective average growth
rate of the Greek market, on an annual basis. Correspondingly, the
profitability levels of the Group’s subsidiaries in Poland and Romania
exhibited a positive trend in 2004, as they produced double-digit growth
rates for 2004. Furthermore, improved financial data were exhibited by
the Group’s subsidiaries in Bulgaria (sales+49%, EBIT +57%), Serbia
(sales+59%, EBIT +63%) and the Czech Republic (sales+6%, EBIT +33%),
thus providing the Group with a significant growth boost. The
especially gratifying results of the aforementioned markets
contribute in strengthening the Group’s position
through attaining more powerful market shares and
its prevalence against the existing competition.

—1 Completion of Merger Plans

During 2004 the Group’s merger plan was concluded, thus ensuring
synergies in the Group’s administrative expenses while at the same time
the complexity of the company’s procedures were significantly
eliminated consequently increasing the productivity levels.

The mergers plan is of significant strategic importance for the Group. It
began in 2003 with the merger through absorption of the subsidiaries
Sanitas Sanitas SA, Pet Leaders SA, Lobelin-Pharmacare SA, P.A.
Giannas SA and Domonatura SA by the parent GR. SARANTIS SA and
was concluded in mid 2004.

Agreement with HUNCA Kozmetic SANAYI A.S.
in Turkey

— During 2004 an agreement was signed with the company HUNCA
Kozmetic SANAYI A.S. for the distribution of the Group’s fragrance
products in Turkey, as well as the distribution of HUNCA’s products in
Eastern Europe by the SARANTIS Group.

This constituted a move of great strategic importance for the Group as it
serves its strategic objective for expanding in the Turkish market,
through a company that maintains a leading position in the Turkish
market, with a 35% market share in mass market fragrances and a 23%
share in deodorants. The intent of both companies is the future
strengthening of their cooperation by continuously adding new products
to their respective portfolios, while the Group’s administration is
examining the possibility of participating in HUNCA Kozmetic’s share
capital in the long-term.




Strategy
for 2005

The Group’s success-
ful  growth, both
within Greece and in
the Eastern European
markets, is a result of
its dynamic character
and the correct stra-

tegy, which is followed.

The Group’s strategy can
be summarized in 2 axes:

I. Strategic Development, which is
achieved through product and
geographic development, but also
through further investments in the core

product categories of the Group.

¢ New Products: The distribution of new

products in the market constitutes a
basic axis for the Group’s development
strategy. These products will further
strengthen the Group’s leading position
in the markets it operates, thus ensuring
a significant growth boost. For the next
two years, the Group’s strategic plans
include the distribution of the new
luxury cosmetics Aveda, Origins,
Prescriptives & Prada, as well as the re-
launched line of STR8 and the beer
shampoo Orzene in the area of mass
market cosmetics. Finally, in the
household products’ market, the
Group’s position will be enhanced
through the distribution of Spontex
products, the new pesticide products
TEZA and the new products in the

Sanitas - Sanitas line.

Investment in basic categories: A
significant  role in the Group’s
development strategy is played by the
support at the advertising and
promotion level of the products
belonging to the Group’s core activity

sectors. The company’s objective is to

achieve in the next three years the
leading position in the - core for the
Group - categories of female and male
fragrances, food packaging products,
shoe care products and toilet care
products, as well as the increase of

selling points.

* Expansion of activities in new countries:

The expansion to the wider Eastern
European area through establishment of
subsidiaries in such countries is within
the Group’s strategic plans. The Group
already operates in 6 European countries
while recently it expanded its activities
also in the Turkish market. At the same
time the company is planning its
entrance in the Russian and Ukrainian
markets, making way for new

development opportunities.

Earnings per share increase strategy,
which is achieved through the
improvement of the profit margins and
the contraction of financial expenses,
and also through the reduction of the
tax rate.

More specifically, the Group’s strategic
plans include the further improvement
of profit margins through changing the
product mix in the Group’s portfolio,
and also through reducing the
products’ production cost by using raw
materials and packaging materials from
China. Furthermore, it is the Group’s
objective to reduce its financial
expenses through Further reduction of
its debt. Finally, a significant increase in
earnings per share will be brought
about by the reduction of the tax rate in
Greece, in Romania and in Bulgaria.
Specifically, the tax rate will decrease in
Greece in 2005 from 35% to 32%, in
Romania from 25% to 16% and in

Bulgaria from 19.5% to 15%.
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Board of Directors

Gregory Sarantis s/o Pantazis
Chairman (executive member)

Nikolaos Kefalas s/o Antonios
Vice President (executive member)

Kyriakos Sarantis s/o Pantazis
Executive director (executive member)

Pantazis Sarantis s/o Grigorios
Non executive member

Konstantinos Rozakeas s/o Petros
Executive member

Konstantinos Stamatiou s/o Fokionas
Executive member

loannis Vekris s/o Sokratis
Executive member

Emilios Kyprianidis s/o Symeon
Independent - non executive member

Nikolaos Kontidis s/o Konstantinos
Independent - non executive member
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26, Amaroussiou - Halandriou Str., 151 25 Maroussi, Athens
Tel.: (+30210) 61 73 000, Fax: (+30210) 68 97 100

Auapouciou - Xaiavopiou 26, 151 25 Mapouoci, ABrva
TnA.: (210) 61 73 000, FAX: (210) 68 97 100

http:// www .sarantis.gr
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