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Sustainability-orientatedmentality is a priority for SarantisGroupembeddedin our businessmodel. Asone of

our corporatevalues,sustainabilityguidesus in everythingwe do and is widely adoptedby all our employees.

Thebalancebetweeneconomicgrowth anda well performedcorporatesocialandenvironmentalresponsibility

addsvalueto all our stakeholdersandhelpsusto evolvewith prudence.

In 2019, we made significant progress in many areas as we continue our path of reducing resource
consumption. Within this framework,we areproudto announcethat we obtainedISOcertificationin energyfor
our production plant at Oinofyta and our facilities in Athens. As climate changebecomesa relentlessreality
difficult to ignore, it is our concernto take actions. Our production widely adopts sustainabledevelopment
practicesthat are the catalystkey of our strategy. Our commitment in renewableenergyand efficient waste
managementremains strong through all the stages of our operation. Respondingto the environmental
challengesthat rage,we are movingtowardsan eco-friendly approachin product developmentand packaging
to accelerateprogresstowards a sustainablecircular economy. Within this philosophy,we intensified our
efforts in our R&Dlab in order to achieveinnovativeproduct formulaswith an environmentalsensitivitythat
will infusein consumersdailylife.

Qualityisour milestonevaluein our vision. Webelievethat the strongawarenessour brandsenjoyisa resultof
adopting the highestquality and safety criteria. Our guidingpriority in our daily practice, is the harmonized
balance between product quality and the positive impact we deliver through our sustainablecorporate
responsibility. This way the Group establishesitself, generatessustainableprofitable growth and generates
valueto its consumers,customers,suppliers,shareholdersandemployees

Asa financiallyhealthybusiness,we contribute to all the economiesinvolvedwithin our operationcircleby creatingnewvacanciesandsupportinglocal
communitiesthroughvariousinitiativesthat improveǇŜƻǇƭŜΩǎwell-being. In SarantisGroupwe believeofferingmakesa differenceandpromotessocial
progress. Providingsocialaidwith consistencyby financialsupportor productdonationsto groupsin needandseveralNGOs,reinforcesour footprint in
the society.
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Thecommitmentof our employeesworldwide is an integral factor in theDǊƻǳǇΩǎremarkabledevelopment. We believesuccesscomesfrom

team-work andmutual respect. Wehaveconfidencein eachƻǘƘŜǊΩǎcapabilities,andwe operatewith a spirit of cooperationwhereeveryone

hassomethingto offer. SarantisGrouphasalwaysacknowledgedthat its people,are the key contributor to its success. Wishingto further

engagewith those that are part of our working family, and to maximizetheir potential, we reward performanceand invest in educational

programsandtrainingseminars.

Workingtogetherasonetowardsour vision,we benefit from our hardwork andefforts in termsof sustainablegrowth.

Beingproud of our accomplishmentsso far, we all look forward to what the future brings,knowingthat we will do our best to continue

deliveringmultidimensionalvaluefor all our stakeholders.

KyriakosSarantis

Vice-ChairmanandCEO

Investmentsare a main driver of growth in the DǊƻǳǇΩǎsustainablestrategy. Thisyear we enrichedour acquisitionportfolio with a new

entry, the polishpersonalcarebrandLUKSJAwhichwill supportfurther our geographicalexpansionin the territory. In 2019we alsoinvested

in expandingour plant facilitiesat Oinofyta, in order to broadenour productionin Greeceand strengthenfurther the Greekeconomy. All

theseinitiativesarealignedwith our progress.



SarantisGroup

Headquarteredin Athenssince1964 and boastinga history of over 50 years,SarantisGroup is a multinational consumer

products company having dominant presence in Eastern Europe through own subsidiariesand strong export activity

worldwide.

Throughoutour history,we havebeenofferinghighqualityconsumerproductsthat peopleloveandtrust in their everydaylives,
alwaystakinginto considerationŎƻƴǎǳƳŜǊǎΩneedsandour socio-environmentalimpact.

FromPersonalCare,to Health& Careaswell aseverydayHomeCareProductsandLuxuryCosmetics,we offer a wide rangeof
productswith highbrandawareness.

Operatingin 13 countriesin EuropeςGreece,Poland,Romania,Bulgaria,Serbia,CzechRepublic,Hungary,North Macedonia,Bosnia,
Portugal,Slovakia,Ukraine& Russiaςthe Groupmaintainsa powerful internationalpresenceand a strongdistribution network that
exportsto morethan40countries.

GR. SARANTISS.A., the parentcompanyof SARANTISGROUP,hasbeenlisted in the AthensStockExchangesince1994andiscurrentlypart
of the in the LargeCapitalizationIndex. In addition,the parentcompanyhasestablisheda successfuljoint venturewith THEESTEELAUDER
COMPANIESfor the exclusivedistributionof ESTEELAUDERproductsin Greece,Romania,BulgariaandCyprus.
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Gr. SarantisS.A. (company)hasthe legalform of a publiccompanyandis the parentcompanyof SarantisGroup(the
Group).

TheGroupincludesthe followingsubsidiariesin the respectivecountries:

ÅSARANTISBELGRADED.O.O, Serbia

ÅSARANTISBANJALUKAD.O.O,Bosnia-Herzegovina

ÅSARANTISSKOPJED.O.O, North Macedonia

ÅSARANTISBULGARIALTD,Bulgaria

ÅSARANTISROMANIAS.A., Romania

ÅSARANTISPOLSKAS.A., Poland

ÅSARANTISCZECHREPUBLICsro, CzechRepublic

ÅASTRIDT.M. A.S., CzechRepublic

ÅSARANTISSLOVAKIAS.R.O., Slovakia

ÅSARANTISPORTUGALLda, Portugal

ÅSARANTISHUNGARY,Hungary

ÅELODEFRANCES.A.R.L., France

ÅSARANTISFRANCES.A.R.L., France

ÅPOLIPAKSP. ZO.O., Poland

ÅERGOPACKLLC,Ukraine

ÅHOZTORGLLC,Russia

SarantisGroup

ThedetailedGroupstructure,all information on the consolidationmethod and the other financialfundamentalsare mentionedin the ConsolidatedGroup
FinancialReportbeingpublishedanduploadedon the Group'swebpage,http://ir .sarantis.gr/el/analystcorner/financial-results-release.

Thecompany'sheadquartersare locatedat 26Amaroussiou-ChalandriouStr,Maroussi, in Greece.

THE GROUP

http://ir.sarantis.gr/el/analystcorner/financial-results-release
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Changesin shareholdingstructure within 2019

During2019the followingannouncementwasmadewith regardsto significantdirect or indirectholdingsaccording
to the definition of 3556/2007:

Å Dueto the completionasat December11th 2019of the mergerthrough absorptionby the companyHAWKEYEHOLDING
LTDof its fully owned subsidiaryMARGINPLUSINVESTMENTSLTD,HAWKEYEHOLDINGLTDnow owns directly (and not
indirectly through MARGINPLUSINVESTMENTSLTD)29,653,200 sharesof the Company,that correspondto 42.436% of
the/ƻƳǇŀƴȅΩǎtotal sharesandvotingrights.

TheCompanyHAWKEYEHOLDINGLTDbelongsto GrigorisP. Sarantis,KyriakosP. Sarantisand Aikaterini P. Saranti, who
haveenteredinto an oral agreementon 24.12.1997, for adoptinga commonpolicywith regardsto the managementof the
Companythrough the coordinatedexerciseof their rights. Consequently,the aforementionedindividualsnow own, directly
and indirectly,35,261,851sharesof the Company,that correspondto a 50.462%of the/ƻƳǇŀƴȅΩǎtotal sharesand voting
rights.

THE GROUP
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ShortDescriptionof the BusinessModel

Ourvisionisclearanddefinesthe waydo businessandoperate.

Wewant to offer brandsthat are lovedandtrusted,brandsthat havea greatimpactonǇŜƻǇƭŜΩǎeverydaylives.

TheDǊƻǳǇΩǎpurposeis to offer highquality productsin order to addressthe everydayneedsof millionsof consumers,while
adoptingsociallyresponsiblepracticesandenvironmentallyfriendlyproductionmethods.

TheGroupfollows and investson a clear strategythat is shapedthroughout its successfulhistory and createssustainable
profitable growth and value for all stakeholders,consumers,customers,suppliers,shareholdersand employees,within a
highlycompetitiveanddynamicinternationalbusinessenvironment.

Thestrategicaxesof the Group'sbusinessmodelthat supportandensurethe implementationof the Group'sobjectivesareas
follows:

- Focuson maintainingdynamicsalesgrowth both on an organicbasisand through acquisitions,combinedwith new
strategicinternationalbranddistributionagreements,aswell asthe geographicalexpansionof the Group.

- Focuson costoptimization,economiesof scaleandthe exploitationof synergies.
- Efficientliquidity management.
- Reinvestmentof net cashflowsto further enhancethe operationandfinancingof its developmentprojects.

THE GROUP
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ValueCreation

Guidedby our visionto offer brandsthat consumersloveandtrust andbringa great impactonǇŜƻǇƭŜΩǎeverydaylives,we follow andinveston a clearstrategy
that isshapedthroughoutour successfulhistoryandcreatessustainableprofitablegrowthandvaluefor all stakeholders.

THE GROUP
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BusinessUnits

Our strength lies in our brands. More than 100 brands of high quality and recognition within the business units of Personal Careproducts, 
Luxury Cosmetics, Home Care and Health Care.
Boasting a strong brand portfolio of own brands and distributed brands through our strategic partnerships, we offer to our consumers 
brands they love and trust in their everyday lives.

ÅPersonal Care - Through our Personal Care business unit we offer cosmetics, toiletries, fragrances and personal care products that 
consumers love and trust in their everyday life. 

ÅHome Care - We develop, produce and distribute a wide range of well recognized brands in the categories of food packaging, garbage 
bags, cleaning tools, dishwashing, insect  control and bathroom cleaners.

Thebusinessunitsof PersonalCareandHomeCarearethe basicgrowthpillarsof the Group,representingapproximately90%of the total
sales,while the majority of thesecategoriesconsistsof own brandsthat areproducedin theDǊƻǳǇΩǎmainproductionfacilitiesin Greece,
PolandandUkraine.

Indicatively,well-known brand namessuch as STR8, BU, C-THRU,NOXZEMA,CARROTEN,BIOTEN,ELMIPLANT,KOLASTYNA,ORZENE,
ASTRID,INDULONA,LUKSJA,SANITAS,FINO,JANNIEZBEDNY,AVA,ʆɳɵɮΣPYROX,CAMEL,and AFROSOare producedby the company
itself.

Additionally, the Group maintains a large portfolio of consumerproducts from leading international companiesthrough exclusive
representationagreements,suchasWELLA,JOHNSON& JOHNSON,ANTONIOBANDERAS,PEARLDROPS,VIDAL,DENIMandWASH& GO
to namea few.

ÅHealth Care - We represent and distribute leading brands within the sector of Health & Care products, like vitamins and food 
supplements (e.g. LANES, BIO-OIL, CLEARBLUE etc.)

ÅLuxury Cosmetics - We retain a dynamic presence in the market of luxury cosmetics through our exclusive representation agreements 
with international consumer companies, such as LA PRAIRIE, COTY, PUIG,  distributing a wide range of internationally famous brand names 
in the market of luxury cosmetics, such as LA PRAIRIE, CHOPARD, PRADA, NINA RICCI, TRUSSARDI, SALVATORE FERRAGAMO, CARTIER, 
JEAN PAUL GAULTIER, GUCCI, BOSS, BURBERRY, CALVIN CLEIN, etc.

THE GROUP
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Greece; 34%

Poland; 21%

Romania; 15%

Ukraine; 7%

Czech Republic; 6%

Serbia; 5%

Bulgaria; 4%

Hungary; 3%
Slovakia; 2%

North Macedonia; 1%
Bosnia; 1%

Russia; 1%

Portugal; 1%

Foreign Countries; 66%

GeographicalFootprint

SarantisGroupoperatesin Europe,via 12 subsidiariesin Poland,Romania,
Bulgaria, Serbia, CzechRepublic, Slovakia,North Macedonia, Hungary,
Bosnia& Herzegovina,Portugal,Ukraine and Russia,while at the same
time, the Groupmaintainsa powerful distribution network in more than 40
countriesvia direct exports. Foreigncountriesactivity constitutes66% of
the total Group turnover, while the further strengtheningof the DǊƻǳǇΩǎ
presenceabroadisa significantstrategicpillar of growth.

Our international presence accounts 
for approximately 65% of the 
DǊƻǳǇΩǎ ǘǳǊƴƻǾŜǊΦ 

The further strengthening of our 
geographical expansion is a key 
driver to our further future growth

Throughout our history we have focused on a clear strategy that involves growing our footprint both in Greece and abroad. 
Since our beginning 60 years ago, we have managed to transform our Greek local company into a Greek multinational consumer products 
company that boasts significant international presence and leading brands.

THE GROUP
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Coty

WELLA RETAIL HAIR BRANDS 
(KOLESTON, WELLAFLEX, 
NEW WAVE), BALENCIAGA, 
BOTTEGA VENETA, 
BURBERRY, CALVIN KLEIN, 
CHLOE, DAVIDOFF, ESCADA, 
GUCCI, HUGO BOSS, JIL 
SANDER, JOOP, LACOSTE, 
LANCASTER, MARC JACOBS, 
MIU MIU, NIKOS, 
PHILOSOPHY, ROBERTO 
CAVALLI, STELLA 
MCCARTNEY, TIFFANY & CO.

Conter

¢9{hwL 5ΩhwL9b¢9Σ 
VIDAL,STREP,DENIM, 
LEOCREMA,GAIA,FRESH&CL
EAN, WASH&GO, BIOPOINT, 
L'ARBRE VERT

La Prairie LA PRAIRIE, SILVER RAIN

Unilever MYRTO, INCO

Union Swiss BIO-OIL

Artsana PIC

Henkel SEPTIFOS

Church & Dwight

PEARL DROPS, NAIR, 
SPINBRUSH, ARM & 
HAMMER, FEMFRESH, 
BATISTE

Chopard CHOPARD

Parlux Fragrances
RIHANNA, PIERRE 
CARDIN, TOMMY 
BAHAMA, PARIS HILTON

Puig Group

ANTONIO BANDERAS, 
BENETTON, PACO 
RABANNE, CAROLINA 
HERRERA,NINA RICCI, 
PRADA, JEAN PAUL 
GAULTIER

Angelini Beauty
TRUSSARDI, 
GIANFRANCO FERRE

Evyap ARKO,FAX

Johnson & Johnson

OB, CAREFREE, CLEAN & 
CLEAR, 
LISTERINE,NEUTROGENA, 
JOHNSON BABY, 
JOHNSON ADULT, PIZ 
BUIN, LE PETITE 
MARSEILLES,PENATEN, 
REACH

HRA Pharma COMPEED

Salvatore Ferragamo
SALVATORE 
FERRAGAMO

StrategicPartnerships

Cartier Parfums CARTIER

Helen of Troy FINAL NET

Lalique LALIQUE

Nuvaria DOLORES PROMESAS

GR Lane Health 
Products

LANES

Ortis ORTIS

Biocidetech SAM LOVES BETTY

Lavena BG BOCHKO

Pupa Milano PUPA

For over 50 years, we have been a strategic and reliable partner for consumer product companies that want to sell their productsin Central Eastern and 
Southeastern Europe.
The considerable knowledge of the markets where we operate, our constantly expanding brand portfolio, along with our extensive distribution network, make 
us the ideal strategic partner for any consumer products company that wishes to enter and expand in our territory.

Alwaystargetingat long term strategicpartnerships,we now maintainthe exclusiverepresentationand distribution of more than 65 well known international
brands.

THE GROUP
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SupplyChain

Oinofyta, Viotia ProductionPlant

Å Surface46,000sq.m -Buildings25,000sq.m.

Å SpecializedR&D

Å Perfumes& Cosmetics(perfumes,sun-care,showergel,haircare,skincare)

Å ISO50001:2011ςEnergyManagementSystem,ISO9001:2015ςQuality Management
System,ISO22716:2007ςGMP for Cosmetics,FSSC22000-Food SafetyManagement
System

Poland, Pruszkow-Warsaw

Å Plant& DC

Å 11,000sq.m

Å Packagingproducts(alu foil, food foil, bakingproducts,etc)

Å BRCConsumerProducts(PersonalCareandHousehold).

Å Fullimplementationof GMPs

Å Lowemissionsthroughthe useof gasfor machinesandfork-lifts, includingalsoheatingof
the premises

THE GROUP
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SupplyChain

POLIPAK  SrodaWielkopolska, Poznan, Poland

Å Production plant of Garbage Bags (Polyethylene film)
Å 12,000 sq.m.

Å ISO certified (ISO 9001:2015ςQuality Management 
System).

ERGOPACK, Kaniv, Ukraine

Å Production of household products (packaging, garbage 
bags, cleaning items). 

Å 16.000 sq.m. 

Å Certificates (ISO9001:2015, ISO14001:2015, OHSAS
18001:2007)

Å In the context of the Circular Economy there is a vertically 
integrated system for the production of recycling plastic 
film from consumer waste. 

THE GROUP
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SupplyChain

COUNTRY Total

Greece 33.288

Poland -Polipak 2.000

Poland 10.150

Romania 10.000

Bulgaria 1.545

Hungary 2.670

Bosnia 600

N.Macedonia 900

Czech Republic 4.000

Slovakia 1.800

Serbia 4.500

Portugal 500

Ukraine 8.500

Total 80.453

Capacityinformation

Number of palettes traded (2019) FromGreece (GR DCs) FromPoland(PL DC)

In subsidiaries 16,930 14,388

Exports 3,305 1,031

Storageareasin sq.

In all the countries (with the exceptionof North Macedoniawhere Sarantishas a fleet of 5 vans) the distribution is through 3rd party collaborationfor the
distribution.

Theproductionplantsserveashubsfeedingall theDǊƻǳǇΩǎsubsidiariesaswell asthe exportcountrieswherethe Groupoperatesthroughsub-distributors.
IndicativeexportcountriesareCyprus,Albania,Azerbaitzan, Belarus,Lithuania,Kosovo,Moldavia,Germany,Australia,etc.

Key to our leading position as a 
supplier of consumer products is our 
extensive distribution network that 

reaches 110.000 Points of Sales 
across our territory.

We aim to be the preferred supplier for all our 
customers by focusing on :

V Building strong customer relationships.
V Quality and innovation behind our 

propositions.
V Offering a well diversified product portfolio 
ŀŘŘǊŜǎǎƛƴƎ ŎƻƴǎǳƳŜǊǎΩ ƴŜŜŘǎΦ

V Excellence in marketing, merchandising, in-
store presentation and experiences.

V Excellence in execution.

THE GROUP
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History

1964 Establishmentof GR. SARANTISS.A.

1970-1980
Distribution agreementswith leading international cosmetics
companies
Acquisitionsof consumerproductscompaniesin Greece

1994 /ƻƳǇŀƴȅΩǎListingin the AthensStockExchange

1994 -2000
Expansionin EasternEuropethrough establishingsubsidiaries
(Bulgaria-1994, Romania-1996, Serbia-1997, Poland-2000)
Acquisitionsof consumerproductscompaniesin Greece.

1999 Creationin Athensof theŎƻƳǇŀƴȅΩǎnew production facilities,
warehouse& distribution centre

2001-2002
Establishmentof EsteeLauderJV
Acquisitionof PackPlastin Poland(2002)
Establishmentof a subsidiaryin CzechRepublic(2002)

2006-2008

Establishmentof a subsidiaryin Hungary(2006)

Acquisitionof the RomaniancosmeticscompanyELMIPLANT
(2007)

Acquisition of the Hungarian household products company
TRADE90 (2008)

2010-2012 Acquisitionof the PolishbrandKOLASTYNA(2010)

Acquisition of the Hungarian household products brand
DOMET and of the Serbian household products brand
TOPSTAR. Newexclusivedistributionagreementswith CONTER
SPAςSODALISGROUP(2011)

New exclusive distribution agreements with LA PRAIRIE in 
Greece&Establishment a subsidiary in BOSNIA-HERZEGOVINA 
(2012)

Our Current History:

2014

Acquisitionof NOXZEMAin Greecefrom Procter& Gamble
Acquisition of the Czechcosmetic trademarks company
ASTRIDT.M.
Establishmentasubsidiaryin Portugal

2015
Acquisitionof AVAin Greecefrom P&G
Acquisitionof POLIPAKin Poland
NOXZEMAproduction transfer to Greekplant

2018

Acquisitionof INDULONAin CzechRepublicandSlovakia
Acquisitionof ERGOPACKin Ukraine
Agreementwith Coty for the distribution of Wella retail
hair brandsin the Greekmassmarket
Establishmentasubsidiaryin Slovakia

2019

Agreementwith Coty fot the distribution of Coty Luxury
Cosmeticsbrandsin the Greekselectivemarket
Extensionof the shareholdingagreementwith The Estee
LauderCompaniesInc.
Acquisitionof LUKSJAcosmeticsbrandin Poland.

ÅA history full of successesthat shapesthe way we do business
today.

ÅA Greek local company transformed into a Greek
multinational consumerproductscompany.

ÅContinuouslybuilding a strong footprint in the EasternEuropean
region.

ÅSolid Track record on product development initiatives, value-
addingacquisitions,new strategicpartnerships.

THE GROUP
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Distinctions2019
THE GROUP

Åζ.ǳǎƛƴŜǎǎLeadersin DǊŜŜŎŜηAward for the year 2018 by ICAPGroup. (ICAPis the only companyrecognizedas a RatingAgencyby the CapitalMarket
Commissionandthe EuropeanSecuritiesandMarketsAuthority (ESMA)). Thetop institution TrueLeaderswasplacedunderthe auspicesof the Ministriesof
EconomyandDevelopment,Tourismandthe HellenicFederationof Enterprises. Out of a total of 15,000enterprisesthat were examined,only 70 Companies
succeededin distinguishingthemselves,satisfyingat the sametime the followingcriteria:

1. Theyoccupythe top positionsin their sectorbasedon their Turnover
2. Theyrankamongstthe 500mostprofitableEnterprisesor the 200Groupsfor 2018
3. Theyrankamongstthe 500Companiesor 200Groupswith the largestheadcountandhaveincreasedtheir personnelwithin the year
4. Theyposta highICAPCreditScore

ÅʆƘŜcompanyGR. SARANTISS.A. emergedasone of most dynamiccompaniesat Growth Awards,organizedfor the 4th consecutiveyearby Eurobankand
Grant Thornton. SarantisGroupwas distinguishedfor its outstandingperformancewith the ExtroversionAward,basedon the evaluationof the "Growth
Awards"Committee. "Growth Awards"aimsto highlightGreekbusinessesthat standout for their growth, dynamicsand innovativespirit. TheExtroversion
Awardconfirmsthe Group'ssuccessfulstrategicplan for acquisitionsand expansionof its activity abroad,while it further enhancesDǊƻǳǇΩǎcontribution to
the Greekeconomy.
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Distinctions2019
THE GROUP

ÅThequalityof our missionis embeddedin our lovedandtrusted brands. Ourbrandsmakea differencein the marketwith their distinctions. In Serbia,our
brand bioten, turned in the spotlight by ƛǘΩǎdistinction at the CosmoBeautyAwards,by being the Skin care anti-age winner in 2019 competition.
Moreover, in Romaniaour householdbrand Fino and our FaceSkinCarebrand Elmiplant Detoxwere awardedasproductsof the year regarding2019.
While, in the contextof the TopNationalCompaniesGalaevent for 2019organizedby the Chamberof CommerceandIndustryof Romania,our subsidiary
SarantisRomaniaoccupiedthe third place.

ÅSarantisGroupwasawardedfor its brandsin CzechRepublicin a prestigiousmarketingprogramcalledConsumerËs ChoiceςBestNewcomerof the year.
Theaward-winningproductswere chosenbasedon the resultsof the consumerresearchconductedby Nielsen,carriedout on a representativesampleof
4 000respondents. More than 600keyrepresentativesfrom FMCGcompaniesand important retailer andwholesalerchannelsjoined this ceremony. Our
loved INDULONABODYMILKS400 ml won the title of /ƻǎǘǳƳŜǊΩǎChoice- BestNewcomerof 2019 in the Bodycare category,while our ASTRIDSUN
novelties2019won the title of/ƻǎǘǳƳŜǊΩǎChoice- BestNewcomerof 2019in the Suncarecategory. Besidesits own category,ASTRIDwon alsoin the
separatevoting of one of the media partnersof the programςone of the strongestnationwide radio stations. Its listenershavechosenASTRIDSUN
noveltiesasthe winner from all the products,from all the categories. Thewinningprizewasa radiocampaignin a valueof 12.000ϵfor free!
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Distinctions2019
THE GROUP

ÅThedeep knowledgeof cosmetologyand the power of nature are the componentsof successthat bring bioten firmly to the top preferencesof both
women and skincareprofessionals. The integrated bioten natural skincarelines stand out in establishedcompetitionsand beauty institutions, gaining
ǇǳōƭƛŎΩǎand industryǇǊƻŦŜǎǎƛƻƴŀƭǎΩvote. Our bioten was awardedas well in Portugalwith tǊŞƳƛƻ5 Estrelas(5 Star Award) in the categoriesof Face
Cleansingwith BiotenDetoxCleansingGel150ml and in ShowerGelwith BiotenCocoa& Macadamia750ml andBiotenCottonFresh750ml. Thisaward
is aŎƻƴǎǳƳŜǊǎΩchoiceafter testing the productswithout brand for 1 month. All criteria were weightedand reacheda final figure that determinedthe
winner in eachcategory.

ÅFurthermore,our trusted Laneshad its distinctionsin Greece. Laneswon the BronzeAwardat the BestPharmacyAwardsin the category"Besthealth &
careproductpackagingdevelopment", for the new food Supplementsline of Lanes,the ActiveClub,while[ŀƴŜǎΩActiveClubEnergyShotwasawardedas
well in the HealthyDiet Awardsof 2019, with a Bronzeaward. Lastbut not least,our lovedbrandBio-Oil in Greecehad its own success,it won the Gold
Awardat the PharmacyAwards2019in the category"BestMarketingCampaignfor pharmaceuticalproductsin digital mediaand mobile" regardingthe
digital communicationof Bio-Oil SkincareOil in e-pharmaciesin collaborationwith the agencyGenerationY. TheSilverAward waspart of thisōǊŀƴŘǎΩ
victoryat the Bestin PharmacyAwards2019, the awardwasfor the "BestMarketingCampaignfor LargeBudgetPharmacyProducts"categoryfor the Bio-
OilSkincareOil& Bio-OilDrySkinGelcommunicationcampaign.



ÅOur home care brand Sanitasin Greecereceivedthe silver award in the ConsumerGoodsDisplay& Promo categoryfor Home Productsduring the
ShopperMarketing Awards2019, while our belovedSTR8 won the gold award in the category: ζ{ǇŜŎƛŀƭPractices: Display& MerchandisingtǊƻƧŜŎǘǎη.
Finally,we couldnot be prouderof our brandCarroten, the no1 sunprotection brandin the wide distribution Greekmarket,whichwasawardedwith the
Gold Top BrandedExportProductaward at the 2019 GreekExportsAwards. Thisaward was the culmination of a very important team effort for the
internationaldevelopmentof the brand.

It is a pleasureto succeedin sucha competitiveenvironmentandwe would like to thank everybodywithin Sarantisfamily who takescareof thosebeloved
brands,as their contribution bringsSarantisGroup closer in exceedingits successfulcourse. Gainingthese awardsprovesthe great confirmation of our
ōǊŀƴŘǎΩpopularity,credibilityandtrust byconsumers.

20

Distinctions2019
THE GROUP
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Certifications

vǳŀƭƛǘȅ ŀƴŘ ǎŀŦŜǘȅ ƛǎ ƻƴŜ ƻŦ ǘƘŜ DǊƻǳǇΩǎ ǘƻǇ ǇǊƛƻǊƛǘƛŜǎΦ vǳŀƭƛǘȅ ƛǎ ǘƘŜ ŦƻǳƴŘŀǘƛƻƴ ōŜƘƛƴŘ ƻǳǊ ǇǊƻŘǳŎǘ ŘŜǾŜƭƻǇƳŜƴǘ ǇǊƻŎŜǎǎ ŀƴŘ
ŘǊƛǾŜǎ ƻǳǊ Ǿƛǎƛƻƴ ǘƻ ƻŦŦŜǊ ƭƻǾŜŘ ŀƴŘ ǘǊǳǎǘŜŘ ōǊŀƴŘǎ ǘƘŀǘ ƳŀǘŎƘ ƻǳǊ ŎƻƴǎǳƳŜǊǎΩ ƴŜŜŘǎΦ 

Quality controlis applied to all the stages of a product's life, from the collection of raw material to packaging. This way, we 
ensure that every new product meets the most demanding quality criteria and answers the needs of our customers.

Integrated Management System Policy

The Regulatory Compliance System is complemented by the Integrated Management System which has been designed and 
installed in order to meet the requirements of the International Standards ISO 9001, FSSC 22000, ISO 13485, ISO 22716 & ISO 
50001.

We take all possible protective measures and conduct all necessary quality controls on the produced and marketed products, inorder to ensure 
health and safety for our consumers. High hygiene standards and strict quality controls are applied at all the stages of a product's life, from the 
collection of raw material to packaging.
We follow an Integrated Management System that has been designed and installed in order to meet the customer requirements and expectations in 
terms of quality and to fully comply with the applicable Statutory & Regulatory Requirements and the International Standards ISO 9001, FSSC 22000, 
ISO 13485, ISO 22716 & ISO 50001.

Å Focuson customersatisfaction,effectivehandlingof customercomplaintsandcontinuouscommunicationwith them.
Å Maintaincommunicationchannelswith our suppliers.
Å Continuousimprovementof the our energyperformance.
Å Compliancewith the applicableStatutoryandRegulatoryRequirements.
Å Maintainappropriatemeasuresof hygiene& safetyin all our products,control of the energyperformancethroughout the entire supplychain,andcompliance

with the requirementsof the NationalandEuropeanLegislationandthe Regulationsderivingfrom them.
Å Continuouspersonneltraining and awareness,aiming at a) the understandingof the IntegratedManagementSystemPolicy; b) the hygieneand safety of

producedandmarketedproducts; andc) the promotionof anenergysavingculture.
Å Continuousre-evaluationof our policiesandprocedures,aimingat continuousimprovement.
Å Ensureavailabilityof informationandall necessaryresources,in order to achieveestablishedgoalsandobjectives.
Å Determine and addressopportunities and risks, which can affect either the conformity of products and services,or our ability to enhanceconsumer

satisfaction.
Å Supervisethe strict application and implementation of GMPs(Good ManufacturingPractices),GHPs(Good HygienePractices)and HACCPStudy (where

applicable).
Å Continuouslysupportthe purchasingof energy-efficient productsor servicesanddesignenergyperformanceimprovements.

Our commitments

THE GROUP
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Certifications

INTERNATIONAL 
STANDARD

FACILITY CERTIFICATION SCOPE

ISO 9001:2015 SARANTIS GREECE
HOUSEHOLD PRODUCTION

Production and Packaging of Aluminum Foil, 
Plastic Films, Plastic Food Containers for multiple 
uses and related Food Packaging Products and 
Household ςGarbage Bags for Household and 
Industrial Use.

FSSC 22000 SARANTIS GREECE
HOUSEHOLD PRODUCTION

Production (winding) & packaging of aluminium
foil, cling-films and repacking of one use plastic 
food packaging products.

ISO 22716:2007 SARANTIS GREECE
COSMETICS PRODUCTION

Production and Packaging of Sun Care Products, 
Hair Care Products, Skin Care Products, Perfumery 
Products and Depilatory Products.

ISO 9001:2015 SARANTIS GREECE
DISTRIBUTION CENTER

Trade and Distribution of Medical Devices for Self 
Care, Diagnostics and Disposables: Dressings and 
Wound Care, Thermometers, Devices for 
Venipuncture, Therapy Delivery Devices, 
Earplugs, Thermogel, Ice Spray and Nasal Spray.
Trade and Distribution of IVD and self-test IVD

ISO 13485:2016 SARANTIS GREECE
DISTRIBUTION CENTER

Trade and Distribution of Medical Devices for Self 
Care, Diagnostics and Disposables: Dressings and 
Wound Care, Thermometers, Devices for 
Venipuncture, Therapy Delivery Devices, 
Earplugs, Thermogel, Ice Spray and Nasal Spray.
Trade and Distribution of IVD and self-test IVD

ISO 50001:2011 SARANTIS GREECE
HEADQURTERS (MAROUSI) & 
PRODUCTION SITES (INOFITA)

Production and Packaging of Household Products.
Production and Packaging of Cosmetics.
Trade and Distribution of Household Products, 
Cosmetics and Health & Care Products.

INTERNATIONAL 
STANDARD

FACILITY CERTIFICATION SCOPE

ISO 9001:2015 ERGOPACK UKRAINEDevelopment, Manufacture and Supply of 
Household Disposable Goods

ISO 14001:2015 ERGOPACK UKRAINEDevelopment, Manufacture and Supply of 
Household Disposable Goods

OHSAS 18001:2007 ERGOPACK UKRAINEDevelopment, Manufacture and Supply of 
Household Disposable Goods

ISO 9001:2015 SARANTIS ROMANIAImport and distribution of cosmetics and home care 
products

ISO 13485:2016 SARANTIS ROMANIAImport and distribution of medical devices - Mouth 
rinse device for prevention and/or treatment of 
tooth
sensitivity and foot skin care products. Storage and 
distribution of products. Labeling and repackaging of 
products

ISO 9001:2015 SARANTIS HUNGARYDistributing of Household Products, Household 
Cleaning Products and Cosmetic Products

ISO 9001:2015 POLIPAK POLAND Designing, Production and Sales of Foil Packaging

BRC Consumer Products 
(Personal Care and 
Household)

SARANTIS POLAND
HOUSEHOLD 
PRODUCTION

Rewinding and packaging of aluminum foil, LDPE and 
PVC foil for food, baking paper, breakfast paper; 
packaging of baking sleeves and freezer bags; sealing 
and packaging of ice bags.
Exclusions: commercial products including other 
food contact articles, cosmetics, household 
chemicals, household and cleaning accessories, 
personal hygiene accessories.

THE GROUP
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Corporate Governance & Responsibility Policy

GovernanceBodies

Boardof Directors
TheBoardof Directorshasthe powers,responsibilitiesand duties foreseenby the Law,the GeneralMeeting and the Company'sArticlesof
Association. Within the aforementionedcontext,the Boardof Directorsis the bodyexercisingthe company'smanagement.

In particular, the current Board of Directorsconsistsof 9 (nine) members. Five (5) membersof the Board of Directorsare non-executive
members,whereasthree (3) of the non-executivemembersarealsoindependent.

ThepresentBoardof Directorshasa term startingfrom 03/05/2017andending30/06/2022or until the date of the AnnualGeneralAssembly

in 2022.
ÅChairman: GrigoriosSarantisof Pantazis,(executivemember)
ÅViceChairmanandChiefExecutiveOfficer: KyriakosSarantisof Pantazis,(executivemember)
ÅExecutiveDirectors: KonstantinosRozakeasof Petros,KonstantinosStamatiouof Fokion
ÅNonExecutiveDirectors: AikateriniSarantisof Pantazis,AntoniosAgiostratitisof Miltiadis,
Å IndependentNonExecutiveDirectors: DimitriosEfstathiouof Konstantinos,ChristosOikonomouof IoannisandNikolaosNomikosof Periklis.

ExecutiveCommittee
It is the/ƻƳǇŀƴȅΩǎsenioradvisoryandsupervisorybody,after the Boardof Directors.

TheCommitteemembers:

Chairman: ChiefExecutiveOfficer

Participants: Chief FinancialOfficer, Legal Advisor, Supply Chain Manager, Marketing Manager, SalesManager,
InternationalActivitiesManager,BusinessUnitsDirectors

Corporate 
Governance & 

Responsibility Policy
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Audit Committee
TheAuditCommitteesafeguardsthe audit system'sandriskmanagementsystem'seffectivenessappliedin the organization.

TheCommitteemembers:

- NikosNomikossonof Periklis,Chairmanof the AuditCommittee(IndependentandnonexecutiveBoDmember)

- DimitriosEfstathiousonof Konstantinos, member(IndependentandnonexecutiveBoDmember)

- ChristosOikonomou, sonof Ioannis,member(IndependentandnonexecutiveBoDmember)

RemunerationCommittee

TheRemunerationCommitteemonitors, reviews,and regularlyupdatesthe remunerationproceduresand conditions,both at
the corporateandgrouplevels,to alignthem with the businessobjectivesaswell asthe applicableregulatoryframework.

TheRemunerationCommitteeis a three-member committee and consistsof non-executiveand independentmembersof the
Boardof Directors.

In particularthe RemunerationCommitteemembers:

- Dimitrios Efstathiouson of Konstantinos, Chairmanof the RemunerationCommittee(Independentand non executiveBoD

member)

- NikosNomikossonof Periklis,member(IndependentandnonexecutiveBoDmember)

- ChristosOikonomou, sonof Ioannis,member(IndependentandnonexecutiveBoDmember)

CorporateGovernanceCode

Throughthe parent companyGR. SARANTISSA,the Groupappliesrules and practicesbeingboiled down to the CorporateGovernance
Codedrawnup by itself, takinginto considerationthe/ƻǳƴǘǊȅΩǎlaw andthe correspondingguidelinesby the competentbodies.

TheCorporateGovernanceCodeof GR. SARANTISS.A. isavailableon the followinglink: CorporateGovernanceCodeGR. SARANTISPDF

Corporate 
Governance & 

Responsibility Policy
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ResponsibilityPolicy

TheGrouphasadoptedthe followingprinciples:

¶ Responsibility: TheGroupsis responsiblefor the effect generatedby its businessactivitieson the society,the economy
and the environment. Asa result, it acceptsthe audit from institutional bodiesoperatingaccordingto the Legislationin
effect.

¶ Transparency: It adoptsprinciplesof transparency,which are reflected in both the Codeof Conductand the Corporate
GovernanceCodewhichhavebeenpreparedby the Group,aswell asin the InternalOperationRegulation.

¶ Ethics: Thebusinessactivity of the Groupis basedon the valuesof honesty,justiceand integrity. Thesevaluesindicate
stronginterest for the people,the animalsand the environment. Thesevaluesset the frameworkwith which the Group
managesany potential repercussionsfrom its activitiesand decisionsupon the interestsof the stakeholdersand other
involvedparties.

¶ Respectfor the Interests of the Parties Involved: The Group respectsthe expectationsof the parties involved and
through communicationwith them it considerssolutionsof mutual benefit in the issueswhich may arise,by applying
prudentandrationalpracticesduringthe solutionof thesematters.

¶ Respectfor Law: In anycase,the Grouprespectsthe legislativeframeworkuponwhichit broadlyoperatesandactivates.

¶ Respectfor the International Rulesof Conduct: TheGroupshowsrespectfor the international rules of conductto the
extent that theserulesarenot in disagreementwith the regulatoryframeworkgoverningthe ParentCompany,the articles
of association,the policies,regulationsandgenerallythe cultureof the Group.

¶ Respectfor HumanRights: TheGroupdemonstrateshigh respectfor the humanrights and recognizestheir importance
anduniversality.

Corporate 
Governance & 

Responsibility Policy
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¶ Provisionsagainstbribery andanti-corruption issues

- Issues of fair competition law
The Group is fully compliant with the Commercial Law and Competition Law in all countries of operation. The 
Group's policies, regulation and procedures ensure its operation, so as its activities are carried out in accordance 
with the statutory framework. Each employee, if it is required or in doubt, should consult the Group's Legal 
Services for issues regarding the application of the Commercial Law and the Competition Law. He / she should 
also inform the Group's Legal Service in case of any notice from the authority responsible for antitrust issues.

- Measures against corruption
The Group is fully complimented with the effective legislation regarding corruption. An employee that bribes 
during the performance of his/her responsibilities shall be subject to civil and legal penalties in accordance with 
the applicable legislation.

- Compensation in excess of the agreed
Employees are not allowed to accepting gifts or other compensation from customers, suppliers or competitors of 
the Group. However, the acceptance of small gifts apart from money is permitted in the ordinary course of 
business unless they constitute a breach of any law or regulation of the Group.

Theaboveprinciplesare alsoincludedin this Codeof the Groupwhich is presentedin the following link: Codeof ConductGR.
SARANTISPDF

Corporate 
Governance & 

Responsibility Policy
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ABOUT THE 
CORPORATE 

RESPONSIBILITY & 
SUSTAINABILITY 

REPORT

Purpose

Thepurposeof this Report is on the one hand to complywith the provisionsof law 4403/2016and on the other hand to
inform all stakeholderson a caseby casebasis(financialinstitutions,investors,analysts,suppliers,customersandconsumers,
employees,state and socialbodiesand other stakeholders)on the Group'soperatingpracticesin environmental,socialand
labor issues,the respectfor humanrightsandthe combatingof corruption.

Referenceperiod

TheReportcoversthe periodfrom 1.1.2019-31.12.2019.

Applicationof GRIstandards

ThisReport was preparedon the basisof GRI-STANDARS(In AccordanceCore)guidelinesand is the fourth report of the
Group.

Assurance

Forthe Report,no externalassurancewaspracticed.

Communication

For any clarificationsregardingthe CorporateResponsibility& SustainabilityReportfor the year2019, you may contactMrs
EleniPappa/ InvestorRelations& CorporateCommunicationsDirector(+30 2106173065).

ABOUT THE CORPORATE RESPONSIBILITY & SUSTAINABILITY REPORT
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STAKEHOLDERS 

StakeholdersMapping

Sarantis 
Group

Employees

Consumers

Shareholders 
& Investors

Society-
Communities

Business 
Associations

State Bodies

Banks & 
Financial 

Institutions

Customers

Suppliers

SarantisGrouprecognizesnine different groups
of stakeholderswith reasonableexpectations
depending on their needs and the interests
they represent. Thedialoguewith stakeholders
aimsat identifying the issuesto be settled and
at finding mutually acceptablesolutions with
mutual benefits through correct business
practices.
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Thecommunicationwith the stakeholdersis the following:

Stakeholders Indentified points of interest Communication Frequency 

Shareholdersand 
investors

_ Economic Health
_ Return on Invested Capital
_ Transparency in the management
_ Respect to sustainable development 
principles

_ IR and Corporate webpages. 
_ Mass Media
_ Roadshows and Corporate Presentations
_ Personal contacts with IR.
_ Annual briefing at the Institutional Investors 
Association
_ Ordinary and Extraordinary General 
Meetings

_ On ad hoc basis or based on schedule
_ Regularly
_ Based on schedule
_ Ad hoc
_ Annually
_ Annually and ad hoc

Banks

_ Economic Health
_ Transparency in the management
_ Consistency in payments
_ Broadening of cooperation

_ Meetings
_ Telephone contact or via e-mail
_ Written communication
_ IR webpage

_ Ad hoc
_ Regularly
_ Regularly
_ Regularly

Employees

_ Financial safety
_ Performance Recognitio
_ Equal promotion opportunities
_ Training 
_ Safe and healthy working 
environment
_ Flexible working schedule 
_ Benefits

_ Meetings through the evaluation procedure
_ Training Seminars
_ One-day conferences
_ Intracompany presentations
_ Issue of manuals and work instructions
_ Communication through Help Desk
_ Communication based on the Code of 
Conduct
_ Reports by the Occupational Physician

_ Annually
_ Regularly
_ Regularly
_ Regularly
_ Ad hoc
_ Ad hoc
_ Ad hoc
_ Regularly

Consumers

_ The product to deliver on its promise
_ The product value to match its price 
(Value for Money)
_ Safety certificates, wherever required
_ Quality
_ Availability "on the shelf"
_ Clarity and inclusiveness of labels
_ Availability of consumer lines, or 
clarifications (Q&A) on product 
webpages or social media

_Customer privacy

_ Product webpages
_ Corporate webpages
_ Market Researches
_ Direct communication-consumers line 

_ Social media
_ Media press releases
_ Product events and sponsorships

Regularlyor Ad Hoc

ABOUT THE 
CORPORATE 
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Stakeholders Indentified points of interest Communication Frequency 

Customers

_ Adherence to commercial agreements 
terms 
_ Broadening of benefits and expenses to 
retail trade
_ Flexibility with regard to the terms of 
collection
_ Cooperation at delivery

_Annual meetings for the drawing up of 
commercial agreements 
_Communication for special actions agreements
_Monthly communication for credit policy issues 
_Frequently scheduled communication with sales 
officers
_ Sarantis evaluation meetings regarding 
cooperation 

Ad hoc, Regularly, or based on 
schedule

Suppliers

_ Adherence to agreements' payment 
terms
_ Broadening of cooperation
_ Flexibility in deliveries
_ Flexibility in evaluations

_ Evaluation meetings and visits to the 
production premises to confirm that all 
requirements are covered.
_ Corporate webpages
_ By phone and via e-mail
_ Written Communication

Ad hoc, Regularly, or based on 
schedule

Business 
Associations

_ Participation in subscription formats
_ Participation in conferences and events

_ By phone and via e-mail
_ Written Communication
_ Corporate Webpages
_ Participation in conferences - events

Ad hoc

Society (local 
communities, 
NGOs, Trade 
unions)

_ Economic support to local communities 
either by absorbing labor force from these 
communities, or by supplying goods and 
services through local suppliers.
_ Support in kind
_ Participation in local community actions 
related to environmental issues or issues 
of more vulnerable groups 
_ Environmental preservation or/and 
improvement  

_ By phone and via e-mail
_ Written Communication
_ Participation in events

Ad hoc or Regularly

State Bodies

_ Adherence to the applicable legislation
_ Consistency in the payment of taxes and 
social security contributions
_ Facilitation of auditors' work

_ Announcements by Bodies, through webpages 
or media 
_ Meetings_ Telephone contact or via e-mail
_ Written communication
_ IR webpage

Systematically, Ad hoc or Regularly

ABOUT THE 
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IDENTIFICATIONOFMATERIALASPECTS

The main sustainabilityaxesfor SarantisGroup emergedthrough a specialstudy conductedin order to identify the
material issues. Duringthis processthe material issueswere updated,taking into accountthe issuesof interest and the
expectationsof the stakeholders,aswell asthe relevantissuesof interest identifiedby the project team of the Corporate
SocialResponsibilityandSustainabilityReport.

Thebasicstepsof this processarethe following:

ÁRecognitionandprioritizationof the keystakeholders

ÁRecognitionandprioritizationof the basicGRIIndices

Á Identificationof material issuesof interest anddeterminationof their limits regardingtheir potential effect insideand
outsidethe organization.

ÁSynopsisof the material issuesin a matrix format that shows the level of their effect on the decisionsof the
stakeholdersandon the activityof the organization.

1 EconomicPerformance

2 CustomerHealthandSafety

3 ProcurementPractices

4 Materials

5 LocalCommunities

6 MarketingandLabeling

7 OccupationalHealthandSafety

8 DiversityandEqualOpportunity

9 Energy

10 EnvironmentalCompliance

11 EffluentsandWaste

12 SocioeconomicCompliance

13 Anti-Corruption

14 Anti-competitiveBehavior

The material issues resulting from the materiality analysis are the following:

14 material issues of 
which 4 fall under the 

Economic category, 4 in 
the Environmental 

category and 6 in the 
Social category.
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1 Economic Performance 12 Socioeconomic Compliance 

2 Customer Health and Safety 13 Anti-corruption 

3 Procurement Practices 14 Anti-competitive Behavior  

4 Materials 15 Emissions  

5 Local Communities 16 Market Presense 

6 Marketing & Labeling 17 Supplier Environmental Assessment 

7 Occupational Health and Safety 18 Training and Education 

8 Diversity and Equal Opportunity 19 Child Labor 

9 Energy 20 Forced or Compulsory Labor 

10 Environmental Compliance 21 Supplier Social Assessment 

11 Effluents & Waste 22 Customer Privacy 
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Synopsis of Material Issues

Effect on the activity of the organization
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BOUNDARIESANDLIMITATIONSOFMATERIALISSUES

MATERIAL ISSUES
BOUNDARIES LIMITATIONS

WITHIN THE 
GROUP

OUTSIDE THE 
GROUP

WITHIN THE 
GROUP

OUTSIDE THE GROUP

1 Economic Performance
_Group
_Employees

_Shareholders
_Investors
_Banks
_Suppliers

- -

2 Customer Health and Safety _Group _Consumers - -

3 Procurement Practices _Group
_Suppliers
_Society

- -

4 Materials _Group
_Consumers
_Customers
_Society

- -

5 Local Communities _Group
_Consumers
_Customers
_Society

- -

6 Marketing and Labeling _Group

_Consumers
_Customers
_State Bodies
_Society

- -

7 Occupational Health and Safety _Group
_State Bodies
_Society

- -

8 Diversity and Equal Opportunity _Group
_Investors
_Society

- -

9 Energy _Group
_State Bodies
_Society

- -

10 Environmental Compliance _Group
_State Bodies
_Society

- -

11 Effluents and Waste
_Group
_Employees

_State Bodies
_Society

- -

12 Socioeconomic Compliance 
_Group
_Employees

_Consumers
_Customers
_State Bodies
_Society

- -

13 Anti-corruption _Group

_Consumers
_Customers
_State Bodies
_Society

- -

14 Anti-competitive Behavior
_Group
_Employees

_Consumers
_Customers
_State Bodies
_Society

- -
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ECONOMY
FinancialHealth

We focus on the balance between economic success and responsible environmental and social practices as we recognize financial

performance goes hand in hand with a sustainable business path. 

Through our continuous efforts, we manage to enjoy sustainablegrowth and improved financial performance in a highly

competitive and dynamicinternational businessenvironment. Beinga growing and financiallyhealthy businesswe are able to

generatevalueto all stakeholdersinvolved,suppliers,clients,consumers,shareholdersandemployees.

TheDǊƻǳǇΩǎstrategicpriorities for 2020andthe nearfuture are asalwaysfocuson drivingfurther top-line growth, both organicallyandthroughnew
businessesadded,while expandingour geographicalfootprint, emphasisbehindcostefficiencies,economiesof scaleandbenefitsfrom synergiesand
operatingleverage.

In addition,keydriversto theDǊƻǳǇΩǎfurther future growth remainthe disciplinedcashmanagementaswell asthe reinvestmentof the free cashflow
to supportour businessandreturn valueto all stakeholders.

Thisisexpectedto bringacceleratedtop line growth andfurther improvementon profit margins,ultimately increasingfurther theDǊƻǳǇΩǎfootprint in
the regionof its operation.

Ourcommitments
V Continuingour investmentsandpositivelycontributing to the economiesof the countrieswe operatein.
V Maintaining a financiallyhealthy businessthat is able to generatefree cashflowsand createlong term value

for all our stakeholders.
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ECONOMY

We systematicallypay dividendsto our shareholders,we contribute to the economiesof all the countrieswe operate in, either

directly or indirectly through our value chain, and we give back value to the society through our co-operations with regional

institutions andNGOsboth by financialsupport andproduct offers:

Å 42mil. eurosof dividendspaidin the last5yrs.

Å Investmentsof 13.4 mil. euros in 2019 related to infrastructure enhancement,machineryequipment renewal, and

supplychainoptimization.

Å Investmentsthroughacquisitionsamountingto 43mil. eurosin the last5yrs.

Å Socialsupport throughfinancialhelpor productoffersin 2019: 190k euro.

Å Re-investedbackto societythrough taxesand socialsecuritycontributionsin the last 5 yrs : 293 mil. euro acrossthe

Group, out of which116mil. euro in Greece.

Å More than 70%of the total procurementamountisallocatedto the localcommunitiesin our countriesof operation.



36

ECONOMY
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SAR Stock Price & Volume 2019

Daily Volume (adj. for stock split) Closing (adj. for stock split)

The progress of GR. SARANTISS.ɮ. share
reflects the Group'ssound financial condition
and the positive expectations for its future
progress.

During2019, the share'sprice rose by 22% vs

last year with its closingat year end at 8.52
euro.

¢ƘŜ DǊƻǳǇΩǎ C¸ нлмф ŦƛƴŀƴŎƛŀƭ ǊŜǎǳƭǘǎ ǳƴŘŜǊƭƛƴŜ ǘƘŜ DǊƻǳǇΩǎ ŎŀǇŀōƛƭƛǘȅ ƛƴ ǎǘŀȅƛƴƎ ŀƘŜŀŘ ƻŦ ŀ ǾŜǊȅ ŎƻƳǇŜǘƛǘƛǾŜ 
operating landscape. 

Key Performance Indicators (mn. EUR) 2019 2018 2017 2016

Capitalization 595.4 487.7 441.9 386.1

Turnover 370.07 344.00 299.68 287.33

Earnings before tax (EBT) 45.46 38.78 34.67 28.84

Net Profit to shareholders 38.01 32.54 28.63 24.52

EBT margin 12.28% 11.27% 11.57% 10.04%

Net Profit margin 10.27% 9.46% 9.55% 8.53%

Loans 65.81 45.72 31.73 34.68

Cash balance 54.85 32.78 44.95 34.85

Thanksto the DǊƻǳǇΩǎconsumeroriented,
product-centric business model, which
focuses on product quality, cost and
commercialexcellencein all its distribution
channels, the Group managed to deliver
significant profitable growth. At the same
time the balancedallocation of resources
and managementof expenses,the positive
operating leverage and synergies from
acquisitions support the DǊƻǳǇΩǎ
profitability andprovidethe fuel for further
investmentsbehindgrowth.
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ECONOMYContributionto NationalEconomyandSociety

Direct economic value generated and distributed

2015 2016 2017 2018 2019 TOTAL

GR. Sarantis

Taxes 13,619,376 16,450,199 16,807,849 17,244,219 19,499,122 83,620,765

Social Security Funds 5,350,417 5,882,455 6,549,581 6,986,403 7,810,398 32,579,255

18,969,794 22,332,654 23,357,430 24,230,622 27,309,520 116,200,020

Poland (incl. Polipak 
from 2016 onwards)

Taxes 7,789,193 8,759,589 8,393,927 7,763,926 8,777,424 41,484,059

Social Security Funds 1,488,685 2,478,958 2,469,525 2,567,942 2,632,888 11,637,999

9,277,878 11,238,548 10,863,451 10,331,868 11,410,313 85,949,282

Romania

Taxes 7,555,922 8,078,751 9,167,408 9,218,599 9,546,134 43,566,814

Social Security Funds 900,240 928,206 1,020,741 1,212,028 1,359,384 5,420,599

8,456,162 9,006,956 10,188,149 10,430,627 10,905,518 87,213,087

Bulgaria

Taxes 1,965,160 2,271,942 2,403,657 2,427,356 2,370,708 11,438,824

Social Security Funds 232,238 244,502 271,437 289,282 308,506 1,345,964

2,197,398 2,516,444 2,675,094 2,716,638 2,679,214 22,711,208

Serbia

Taxes 2,245,446 2,528,895 2,756,686 3,168,305 3,443,051 14,142,384

Social Security Funds 389,082 439,161 517,856 563,160 649,390 2,558,648

2,634,527 2,968,056 3,274,543 3,731,465 4,092,441 30,347,290

Hungary

Taxes 2,073,023 2,700,495 2,291,144 2,785,365 2,763,370 12,613,398

Social Security Funds 320,421 278,420 262,053 280,800 270,890 1,412,585

2,393,445 2,978,915 2,553,198 3,066,165 3,034,260 20,868,500

Czech incl. ST CZ

Taxes 1,481,015 1,790,232 2,514,712 3,314,723 3,796,110 12,896,791

Social Security Funds 176,231 236,169 355,389 422,244 460,839 1,650,872

1,657,246 2,026,401 2,870,101 3,736,967 4,256,949 18,804,722

Other subsidiaries

Taxes 1,264,238 1,510,107 1,588,231 4,275,441 4,996,079 13,634,096

Social Security Funds 187,605 210,087 226,459 1,001,745 1,308,829 2,934,725

1,451,843 1,720,194 1,814,690 5,277,186 6,304,908 20,521,276

Group total

Taxes 37,993,373 44,090,211 45,923,614 50,197,933 55,192,000 233,397,130

Social Security Funds 9,044,920 10,697,957 11,673,042 13,323,604 14,801,124 59,540,647

47,038,293 54,788,168 57,596,655 63,521,537 69,993,123 292,937,777
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ProcurementPractices

Key figures 2019 2018 2017
LƴǾŜǎǘƳŜƴǘǎ όϵύ 13,414,308 12,023,156 9,256,906 
5ƛǾƛŘŜƴŘǎ όϵύ 10,000,037 9,400,424 6,001,202 

Percentage of commissions spent on local communities 73% 71% 70%
Environment
CO2 Emissions (metric tones) 17,955 17,504 5,359 
Consumed Energy (KWH) 28,954,084 27,629,469 15,518,272 
Consumed Energy from Renewable Energy Sources 
(KWH)

1,016,383 1,130,672 1,088,319 

Employees
Number of headcount (at year end) 2,786 2,670 1,721 
Employees covered by collective agreements (%) 98% 98% 94%
% of women in workforce 47% 45% 53%
% of women in BoD 11% 13% 13%

Allocation of employee nativity in countries of activity 99% 98% 98%

LƴǾŜǎǘƳŜƴǘ ƛƴ ŜŘǳŎŀǘƛƻƴ όϵύ132,111 132,950 121,027 
Work-related Fatalities 0 0 0

Work-related injuries 7 0 4

Court convictions regarding corruption or bribery 
against the company or its employees during their 
duties

0 0 0

Loss or Leakage of Information regarding GDPR 0 0 0

Confirmed Incidents of Human Rights Violation 0 0 0
Confirmed Incidents of Forced/Compulsory Labour 0 0 0
Social Impact
5ƻƴŀǘƛƻƴǎΣ ŎƘŀǊƛǘƛŜǎΣ ŎƻƳƳǳƴƛǘȅ ƻŦŦŜǊƛƴƎ όϵύ190,000 170,000 180,000 

TheGroupspendsapproximately73%of its procurementamount in the
local communitiesin the countrieswhere it operates. Thisamount also
covers the expensesincurred in companiesbeing representedin the
countriesof activity.

Countries 2019 2018 2017

Poland 23.2% 28.9% 24.3%

Greece 28.6% 20.2% 17.5%

Czech Republic 11.2% 11.6% 11.8%

Bulgaria 2.3% 3.0% 2.7%

Serbia 3.0% 2.6% 2.7%

Other Group Countries 4.9% 4.7% 1.5%

Total Group 73.2% 71.0% 60.4%

Other countries 26.8% 29.0% 39.6%

Total 100.0% 100.0% 100.0%

Proportion of Spending on Local suppliers

ECONOMY
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ENVIRONMENT

Reachinga difficult crossroadregardingtheǇƭŀƴŜǘΩǎenvironmentalchallenges,it is crystalclearthat our planet
is at stake. We take stepsto conservenatural resourcesby mitigating theDǊƻǳǇΩǎenvironmentalfootprint in
order to contributein change. Thisisa pivotalpart of our responsibilityto the world.

In the area of production, adopting sustainabledevelopmentpracticesis a key componentof our strategy
within the supply chain. The efficient use of energy and natural resources,the use of renewable energy
resources,the mitigation of waste production and their rational management,the manufacturingof more
environmentallyfriendly products have been and still remain our commitmentsvis-Ł-vis the environmental
challenges.

Our commitments
Å Applying the most updated technologies for safety and environmental protection, strictly following all 

relevant local and European regulations. 
Å Upgrading our productions facilities constantly with the latest equipment and methods.
Å Proper emissions and waste management in order to mitigate our environmental footprint.
Å Enhancing our environmental-friendly mentality within product development processes. 
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ENVIRONMENT
Å We embrace circular economy with the implementation of a vertically integrated system for the production of recycling plastic

film from consumer waste, in our production plant in Ukraine.

1 Garbage Collection 2 Garbage Washing 3 Melting 4 Granules creation 5 Foil reproduction

Å In our plant in Polipak, anew technology is under development that will lead to new high-
tech and more environmentally friendly products(garbage bags) through automated 
processes.

The new garbage bags will be characterized by:
- High durability
- Better functionality & aesthetics 
- Cost efficiency
- Higher ecological profile (higher percentage of recycled raw materials).

Å The use of photovoltaics in tƻƭƛǇŀƪΩǎnew factory will enhance energy efficiency and result in a 
greener production facility.
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ENVIRONMENT

Å We focus on mitigating our environmental footprint through recycling, either directly or indirectly 
through certified partners, the waste generated in our operations.   

Å We continuously enhance our environmental-friendly mentality within our product development process. 

Particularly in Greece, our financial contributions to the 
Hellenic Recovery Recycling Corporation, support the 
effort to improve the recycling infrastructure in Greece. 

The total amount of the company's financial 
contributions corresponds to the financing of 
the purchase of 4,302 blue bins or 8 
recycling vehicles. 

Bioten is committed to adopting the

best that nature has to offer while

developing an eco-friendly and

sustainableskincareline with respect

to our natural resourcesand to the

healthandsafetyof yourskin!

We develop a complete ECO range covering all 

categories (Food packaging, Garbage bags, Cleaning 

Items) under a Green Life Concept 
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Company
Total kWh

2019
Metric tons

CO2
2019

Total kWh
2018

Metric tons
CO2
2018

Gr. Sarantis S.A. 3,485,561 1,976.31 3,283,894 2,036.01

Sarantis Poland 14,530,382 12,292.70 13,503,034 11,288.54
Sarantis Romania 366,309 146.89 388,897 165.28

Sarantis Bulgaria 176,927 83.16 190,272 97.80

Sarantis Hungary 121,872 38.27 112,761 34.28   

Sarantis Serbia 45,195 28.79 64,160 40.87
Sarantis Skopje 52,834 28.58 47,210 25.54
Sarantis Bosnia 4,603 2.49 3,422 1.85
Ergopack 10,162,902 3,355.79 10,028,671 3,810.89
Hoztorg 7,500 2.48 7,200 2.74
Group total 28,954,084 17,955 27,629,520 17,504

For CzechRepublicand Slovakiathere were no electricity consumptiondata becausethe electricity cost is includedin
the rent andis paidby the owner.

Energy

Electricity

Powerconsumption2018andmatchingwith CO2 emissions

For assessing the carbon footprint, the data that Carbon Footprint Ltd provided were taken into consideration. 
http://www.carbonfootprint.com/calculator.aspxfor 2019 per country and based on these data, the KWH 
were converted into metric tons CO2.

Production 
Household 

garbage bags; 
85%

Recycling; 
10%

Packaging; 
01%

Technicians 
workshop; 

01%

Offices; 03%

Allocation of electricity

Energy at Polipakfacilities

Thetotal power consumptionat Polipakbuildingfacilitiesin Polandfor 2019stoodat 13,578,737
KWH,correspondingto 11,487.61 metric tonsof CO2.

Theconsumptionsareallocatedto the followingfacilities:

¶ ProductionHouseholdgarbagebags.
¶ Recycling.
¶ Packaging.
¶ Techniciansworkshop.
¶ Offices.

http://www.carbonfootprint.com/calculator.aspx
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NaturalGas

The use of natural gas at the Group facilities in Oinofyta, Viotiais allocated as follows:

¶ Steamproduction
¶ Hot water production for washing Workshop area equipment

Air conditioning system at the plant during the winter months

Steam 
production; 

47%

Air 
conditioning 

; 43%

Hot water 
production; 

10%

The natural gas-fired power that was consumedat Oinofyta facilities in 2019 reached1,112 MWH. The
matchingof carbondioxideemissionsbasedon the CarbonFootprint Ltd data standsat 204.56 metric tons
of CO2.

ü systeminstallation for heatingboilers

Natural Gas has fully replaced oil; as a result, gas emissions are reduced, operation is cleaner 
and the energy cost was brought down. 

Energyat Oinofyta facilities

The total power consumption at Oinofyta building facilities in
Viotia for 2019 stood at 2,661,465 KWH, corresponding to
1,509.05metric tonsof CO2.

Production of 
Cosmetics / 
Household 
(Wrapping); 

55%

Finished 
Products 

Warehouses; 
15%

Production of 
Household; 

4%R&D; 4%
AC system 

engine room; 
14%

Common Use 
Facilities; 9%

Allocation of electricity

V ISO 50001 (energy management) certification.

V Installation of LED lighting covering part of the plant (stage 1)

V Industrial cooling systemupgrade

V Installation of a conventional energy class A cooler 

Projects completed resulting in reduced energy consumption

Future projects that will result in reduced energy consumption

ü Remote Control System for Air Conditioning Units

ü Installation of LED lighting covering part of the plant (stage 2)

ü Operation of a conventional energy class A cooler 

ü Placement of motion photocells covering a part of the plant

Future projects that will result in reduced natural gas consumption

The consumptions are allocated to the
followingfacilities:

¶ Productionof Cosmetics/ Household
(Wrapping)

¶ Productionof Household(Presses)
¶ FinishedProductsWarehouses
¶ ACsystemengineroom
¶ CommonUseFacilities
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Generatedcoolingpower from renewablesourcesfor the air conditioning

In the framework of a more effective energyresourcesmanagementand of the use of more environment-friendly methods,the
Grouphasbeenusingsince1998the solarenergyto coverapproximately20%of Oinofytabuildingfacilities'needsin coolingpower.
Thissystemincludes1340solarcollectorsandtwo sunlightadsorptionchillers.

Foruninterruptedair conditioningoperation in thesepremises,three conventionalchillersare alsoinstalled. For the year2019, the
coolingsystemwasin operationfrom late April to late October. Duringthis six-month period,the systemproduced1,016,383KWHof
coolingpower. Thechartpresentsthe allocationof producedcoolingpowerper productionsystem.

Conventional 
Chillers; 80%

Solar absorption 
ŎƘƛƭƭŜǊ ɿˇм; 9%

Solar absorption 
ŎƘƛƭƭŜǊ ɿˇн; 11%

Allocation of produced cooling power

Since1998, when the systemfirst operated, it contributed to significantenergysavingresulting in a reduction of carbondioxide
emissionsandsavingsin theDǊƻǳǇΩǎenergyexpenses.

Headquarters in Athens

Å Energy improvement in the Group's headquarters within 2017: 
¢ƘŜ DǊƻǳǇΩǎ ƘŜŀŘǉǳŀǊǘŜǊǎ ƛƴ !ǘƘŜƴǎ ǿŜǊŜ ǊŜƴƻǾŀǘŜŘ ƛƴ нлмт ǘƻǿŀǊŘǎ ŀ ƳƻǊŜ ŜŦŦŜŎǘƛǾŜ ŜƴŜǊƎȅ 
consumption management. An external thermal insulation was placed and the internal space 
was totally refurbished in order to create a modern, healthier and pleasant working 
environment.

Å !ǇŀǊǘ ŦǊƻƳ ǘƘŜ ǇǊƻŘǳŎǘƛƻƴ Ǉƭŀƴǘ ǘƘŜ 9ƴŜǊƎȅ L{h рлллм ōȅ ¢¦± IŜƭƭŀǎ ŎƻǾŜǊǎ ǘƘŜ DǊƻǳǇΩǎ 
headquarters as well.




