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Messageof the ViceChairman& CEO

Sustainabilityorientated mentality is a priority for SarantisGroupembeddedin our businessmodel Asone of

our corporate values,sustainabilityguidesus in everythingwe do and is widely adopted by all our employees
Thebalancebetweeneconomicgrowth anda well performedcorporatesocialand environmentalresponsibility
addsvalueto all our stakeholdersand helpsusto evolvewith prudence

In 2019 we made significant progressin many areas as we continue our path of reducing resource
consumption Within this framework,we are proudto announcethat we obtainedISCOcertificationin energyfor

our production plant at Oinofyta and our facilitiesin 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 commitmentin renewableenergyand efficient waste
managementremains strong through all the stagesof our operation Respondingto the environmental
challengeghat rage,we are movingtowards an 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 achieveinnovative product formulaswith an environmentalsensitivitythat

will infusein consumerglailylife.

Qualityis our milestonevaluein our vision We believethat the strongawarenesour brandsenjoyis a result of
adoptingthe highestquality and safety criteria. Our guiding priority in our daily practice, is the harmonized
balance between product quality and the positive impact we deliver through our sustainablecorporate
responsibility Thisway the Group establishesitself, generatessustainableprofitable growth and generates
valueto its consumerscustomerssuppliers shareholderandemployees

Asa financiallyhealthybusinessye contribute to all the economiesnvolvedwithin our operationcircleby creatingnew vacanciegndsupportinglocal
communitiesthroughvariousinitiativesthat improveLJS 2 LifeBbRitg In SarantisGroupwe believeoffering makesa differenceand promotessocial
progress Providingsocialaid with consistencyoy financialsupportor productdonationsto groupsin needand severalNGOsreinforcesour footprint in

the society

SARANTIS
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Messageof the ViceChairman& CEO

Investmentsare a main driver of growth in the D NB dglLs@i&ablestrategy Thisyear we enrichedour acquisitionportfolio with a new
entry, the polishpersonalcarebrand LUKSJ#vhichwill supportfurther our geographicaéxpansiorin the territory. In 2019we alsoinvested
in expandingour plant facilitiesat Oinofyta in order to broadenour productionin Greeceand strengthenfurther the Greekeconomy All
theseinitiativesare alignedwith our progress

Thecommitmentof our employeesworldwideis an integralfactor in the D N2 dztrd@réabledevelopment We believesuccessomesfrom
team-work and mutual respect We haveconfidencein each2 (i K Saladbilities andwe operatewith a spirit of cooperationwhere everyone
hassomethingto offer. SarantisGroup hasalwaysacknowledgedhat its people, are the key contributor to its successWishingto further
engagewith thosethat are part of our working family, and to maximizetheir potential, we reward performanceand investin educational
programsandtrainingseminars

Workingtogetherasonetowardsour vision,we benefitfrom our hard work and efforts in terms of sustainablegrowth.

Beingproud of our accomplishmentso far, we all look forward to what the future brings,knowingthat we will do our bestto continue
deliveringmultidimensionalaluefor all our stakeholders

KyriakosSarantis
Vice-Chairmanand CEO

SARANTIS
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SarantisGroup

Headquarteredin Athenssince 1964 and boastinga history of over 50 years, SarantisGroup is a multinational consumer
products company having dominant presencein Eastern Europe through own subsidiariesand strong export activity
worldwide.

Throughoutour history,we havebeenoffering high quality consumerproductsthat peoplelove andtrust in their everydaylives,
alwaystakinginto considerationO 2 y & dzve8dsdiddur socicenvironmentaimpact

FromPersonalCare,to Health& Careaswell aseverydayHome CareProductsand LuxuryCosmeticsye offer a wide range of
productswith highbrandawareness

Operatingin 13 countriesin Europe¢ Greece Poland,RomaniaBulgaria,Serbia,CzechRepublic Hungary,North Macedonia,Bosnia,
Portugal,SlovakialUkraine& Russia; the Groupmaintainsa powerful international presenceand a strong distribution network that
exportsto morethan 40 countries

GR SARANTISA., the parentcompanyof SARANTISROURMasbeenlistedin the AthensStockExchangeincel994andis currently part
of the in the LargeCapitalizationindex In addition, the parentcompanyhasestablisheda successfujoint venturewith THEESTEEAUDER
COMPANIE®r the exclusivedistribution of ESTEEAUDERroductsin Greece RomaniaBulgariaand Cyprus

THE GROU
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SarantisGroup THE GROU

Gr. SarantisSA. (company)hasthe legalform of a publiccompanyandis the parent companyof SarantisGroup(the
Group)

TheGroupincludesthe following subsidiariesn the respectivecountries

A SARANTIBELGRADEO.O, Serbia

A SARANTIBANJA UKAD.O.O,BosniaHerzegovina
A SARANTISKOPJBEO.O, North Macedonia

A SARANTIBULGARIATDBulgaria

A SARANTIBOMANIASA., Romania

A SARANTIBOLSKSA., Poland

A SARANTISZECREPUBLI€o, CzectRepublic
A ASTRIDM. AS, CzectRepublic

A SARANTISLOVAKIBRO,, Slovakia

A SARANTIBORTUGALda Portugal

A SARANTISBUNGARYHungary

A ELODERANCEARL, France

A SARANTISRANCEA.RL, France

A POLIPAKPZQO.,, Poland

A ERGOPAQHK CUkraine

A HOZTORGLCRussia

Thedetailed Groupstructure, all information on the consolidationmethod and the other financialfundamentalsare mentionedin the ConsolidatedSroup
FinanciaReportbeingpublishedanduploadedon the Group'swebpage http://ir .sarantisgr/el/analystcorner/financiaresultsrelease.

SARANTIS
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Thecompany'sheadquartersare locatedat 26 AmaroussiotChalandrioustr,Maroussj in Greece


http://ir.sarantis.gr/el/analystcorner/financial-results-release

THE GROU

Changesn shareholdingstructure within 2019

During2019the followingannouncemeniwasmadewith regardsto significantdirect or indirectholdingsaccording
to the definition of 3556 2007

A Dueto the completionasat Decemberl1th 2019 of the mergerthrough absorptionby the companyHAWKEYHBOLDING
LTDof its fully owned subsidiaryMARGINPLUSBIVESTMENTS D,HAWKEYHOLDINGTDnow owns directly (and not
indirectly through MARGINPLUBIVESTMENTS D)29,653200 sharesof the Companythat correspondto 42.436% of
the/ 2 Y LJI tgtal Sharesandvotingrights.

The CompanyHAWKEYHOLDING.TDbelongsto GrigorisP. Sarantis,KyriakosP. Sarantisand Aikaterini P Sarantj who
haveenteredinto an oral agreementon 24.12.1997, for adoptinga commonpolicywith regardsto the managementof the
Companythrough the coordinatedexerciseof their rights. Consequentlythe aforementionedndividualsnow own, directly
and indirectly, 35,261,851 sharesof the Companythat correspondo a 50.462%60f the/ 2 Y LJI tgtal sharesand voting
rights.

SARANTIS
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ShortDescriptionof the BusinessModel

Ourvisionis clearand definesthe waydo businessand operate

Wewant to offer brandsthat are lovedandtrusted, brandsthat havea greatimpacton LIS 2 LéveBy@ajlives

TheD N2 dzudédaeis to offer high quality productsin order to addressthe everydayneedsof millions of consumerswhile
adoptingsociallyresponsiblepracticesand environmentallyfriendly productionmethods

The Groupfollows and investson a clear strategythat is shapedthroughout its successfuhistory and createssustainable
profitable growth and value for all stakeholders,consumers,customers,suppliers,shareholdersand employees,within a
highlycompetitiveand dynamicinternationalbusinessnvironment

Thestrategicaxesof the Group'sbusinessnodelthat supportandensurethe implementationof the Group'sobjectivesare as
follows:

- Focuson maintainingdynamicsalesgrowth both on an organic basisand through acquisitions,combinedwith new
strategicinternational branddistribution agreementsaswell asthe geographicaéxpansiorof the Group

- Focuson costoptimization,economiesof scaleandthe exploitationof synergies

- Efficientliquidity management

- Reinvestmenbdf net cashflowsto further enhancethe operationandfinancingof its developmentprojects

THE GROU
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ValueCreation THE GROU

Guidedby our visionto offer brandsthat consumerdove andtrust and bring a greatimpacton LJS 2 LafveBy@ajlives,we follow andinveston a clearstrategy
that is shapedthroughoutour successfuhistoryand createssustainableprofitable growth andvaluefor all stakeholders

OUR RESOURCES

HUMAN RESOURCES

2.600 employees bringing talent, strong
capabilities and passion towards our vision.
Training and development of our employees.
Benefits to employees.

FINANCIAL RESOURCES

Financial capital, including access to debt,
cash generation and reinvested capital

NATURAL RESOURCES

Efficient use of energy and responsible use
of natural resources. Use of renewable
energy

INTELLECTUAL RESOURCES

R&D capabilities, trademarks, product
formulas

TANGIBLE ASSETS

As a supplier we need manufacturing,
packaging, logistics, facilities, stock, efc.
fo meet our business objective.

SOCIAL AND PARTNERS RESOURCES

Open and honest dialogue with our stake-
holders. Activifies to support the society.

OUR BUSINESS MODEL

FOCUS ON:

OUR VISION
We want to offer brands that are loved and
trusted, brands that have a great impact on

people’s everyday lives.

OUR PURPOSE
Qur purpose is to offer high quality products to

address the everyday needs of our consumers,

while adopting socially responsible practices and

environmentally friendly production methods.

QOur business model delivers sustainable profit-
able growth and offers added value to dll
stakeholders.

VALUE CREATED

DEVELOPMENT OF HUMAN CAPITAL

An engaged workforce

Increasing employees’ skills and satisfaction level.

Healthy & safe working environment

FINANCIAL VALUE CREATION

We deliver consistent fop & bottom line
growth, dividend payments, contribution to
the local societies through taxes paid, invest
ments and payments to our local suppliers

RESPONSIBLE ENVIRONMENTAL
PRACTICES
Increase of energy efficiency

Efficient waste management

CONSUMER BENEFITS
High-quality brands that consumers love and
trust, brands that make a positive impact on

their everyday lives.

SOCIAL CONTRIBUTION

Job creation within the local communities.
Support of local wlnerable groups.

Initiatives within local communities that protect the
environment, and improves people’s well-being.

SARANTIS
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BusinesdJnits

Our strength lies in our brands. More than 100 brands of high quality and recognition within the business units of ParspnadiGcts,
Luxury Cosmetics, Home Care and Health Care.

Boasting a strong brand portfolio of own brands and distributed brands through our strategic partnerships, we offer tasonmecs
brands they love and trust in their everyday lives.

Aersonal 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.

Adome 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.

Thebusinessunits of PersonalCareand HomeCareare the basicgrowth pillarsof the Group,representingapproximately90 % of the total
saleswhile the majority of these categoriesconsistsof own brandsthat are producedin the D N2 dazial@g@ioductionfacilitiesin Greece,
PolandandUkraine

Indicatively,well-known brand namessuchas STR, BU, GTHRUNOXZEMACARROTENRIOTENELMIPLANTKOLASTYNARZENE,
ASTRIDINDULONAL.UKSJASANITASTINO,JANNIEZBEDNWYWVA, [ n eYROXCAMELand AFROS@re producedby the company
itself.

Additionally, the Group maintains a large portfolio of consumer products from leading international companiesthrough exclusive
representationagreementssuchasWELLAJOHNSOK JOHNSOMNTONIBANDERASEARDROPS/IDALDENIMand WASH GG
to namea few.

Aealth Care We represent and distribute leading brands within the sector of Health & Care products, like vitamins and food
supplements (e.d-ANES, BIOIL, CLEARBLUE etc.)

A uxury-CosmeticsWe Tetain a dynamic presence in the market of luxury cosmetics through our exclusive representation agree
withfihternational consumer companiesiich as LA PRAIRIE, COTY, PUIG, distributing a wide range of internationally famous brains
in the marKet of luxury eglsmetics, such as LA PRAIRIE, CHOPARD, PRADA, NINA RICCI, TRUSSARDI, SALVATORE FERR

Jiﬁf\w:‘GAULTIE , GUCCI, BOSS, BURBERRY, CALVIN CLEIN, etc.

)

THE GROU

SARANTIS
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THE GROU

GeographicaFootprint

SarantisGroupoperatesin Europe,via 12 subsidiariesn Poland,Romania,
Bulgaria, Serbia, Czech Republic, Slovakia, North Macedonia, Hungary,
Bosnia& HerzegovinaPortugal, Ukraine and Russia,while at the same

time, the Groupmaintainsa powerful distribution network in more than 40
countriesvia direct exports Foreigncountries activity constitutes 66% of

the total Group turnover, while the further strengtheningof the D N2 dzLJQ a
presenceabroadis a significantstrategicpillar of growth.

Poland 21%
Romania 15%

Ukraine; 7% The further strengthening of our
Greece 34% zech Republi&% geographical expansion is a key
erbia 5% driver to our further future growth

Bulgarig 4%

Hungary 3%
Slovakia 2% . .
_____ ki Macedonia 1% Our international presence accounts

Bosnia 1% for approximately 65% of the

Russia1% DNER dzLJQ& { dzNJ 2 @S NI
Portugat 1%

Throughout our history we have focused on a clear strategy that involves growing our footprint both in Greece and abroad. SARNTIS
Since our beginning 60 years ago, we have managed to transform our Greek local company into an@réektional consumer products Great brands for everyday

company that boasts significant international presence and leading brands. 11



StrategicPartnerships

For over 50 years, we have been a strategic and reliable partner for consumer product companies that want to sell tregiprodatral Eastern and

Southeastern Europe.

The considerable knowledge of the markets where we operate, our constantly expanding brand portfolio, along with ouressigtribivtion network, make

us the ideal strategic partner for any consumer products company that wishes to enter and expand in our territory.

Alwaystargetingat long term strategicpartnershipswe now maintainthe exclusiverepresentationand distribution of more than 65 well known international

brands

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.

¢9{ hwL 5QhwL9b
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 BIOGOIL
Artsana PIC
Henkel SEPTIFOS

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

Church & Dwight

Chopard CHOPARD

Parlux Fragrances

Puig Group

Angelini Beauty

Johnson & Johnson

HRA Pharma
Salvatore Ferragamo

RIHANNA, PIERRE
CARDIN, TOMMY
BAHAMA, PARIS HILTON

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

TRUSSARDI,
GIANFRANCO FERRE

ARKO,FAX

OB, CAREFREE, CLEAN &
CLEAR,

LISTERINE,NEUTROGENA

JOHNSON BABY,
JOHNSON ADULT, PIZ
BUIN, LE PETITE
MARSEILLES,PENATEN,
REACH

COMPEED

SALVATORE
FERRAGAMO

Cartier Parfums

Helen of Troy

GR Lane Health
Products

CARTIER

FINAL NET

LALIQUE

DOLORES PROMESAS

LANES

ORTIS

SAM LOVES BETTY

BOCHKO

PUPA

THE GROU

SARANTIS
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SupplyChain

Oinofyta, Viotia ProductionPlant

A

A
A
A

THE GROU

Surface46,000sgm -Buildings25,000sg.m.
SpecializedR&D
Perfumes& Cosmeticgperfumes sun-care,showergel, haircare skincare)

ISO500012011 ¢ EnergyManagementSystem,ISO90012015 ¢ Quality Management
System,1SO227162007 ¢ GMP for CosmeticsFSSQ@2000Food Safety Management
System

-_——

i

1' >

Poland PruszkowWarsaw

Plant& DC

11,000sgm

Packagingroducts(alu foil, food foil, bakingproducts,etc)

BRGConsumeiProductgPersonalCareandHousehold)
Fullimplementationof GMPs

Lowemissionghroughthe useof gasfor machinesand fork-lifts, includingalsoheatingof SARZNTIS
th e p rem l Ses Great brands for everyday
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13



SupplyChain 1 —=wgm THE GROU

POLIPAKSrodaWielkopolska Poznan, Poland

A Production plant of Garbage Bags (Polyethylene film)

A 12,000sg.m

A 1S0 certifiedIS09001:201%; Quality Management
System).

ERGOPACKaniy Ukraine

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

A 16.000sg.m

A Certificateg1S09001:2015)S014001:20150HSAS
18001:2007)

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

SARANTIS

Great brands for everyday
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SupplyChain THE GROU

Number ofpalettestraded (2019) FromPoland(PL DC) Key to our leading position as a

e supplier of consumer products is our
In subsidiaries 16,930 14,388 . .. .
extensive distribution network that
Exports 3,305 1,031 reaches 110.000 Points of Sales
across our territory.

Storageareasin sq.

33.288 We aim to be the preferred supplier for all our

2.000 customers by focusing on :

10.150

10.000 V  Building strong customer relationships.

1.545 V  Quality and innovation behind our

2.670 propositions.

600 V  Offering a well diversified product portfolio

900 F RRNBa&AY3 O2yadzYSNEQ ySSRad
V  Excellence in marketing, merchandising, in

SHE store presentation and experiences.

1.800 V  Excellence in execution.

4.500

500

8.500

80.453

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

Great brands for everyday
Theproductionplantsserveashubsfeedingall the D NB dzlldSidiarieaswell asthe exportcountrieswherethe Groupoperatesthrough sub-distributors

Indicativeexportcountriesare CyprusAlbania,AzerbaitzanBelarusLithuania KosovoMoldavia,Germany Australia,etc. 15



History

1964
19701980
1994

1994-2000

1999

20012002

20062008

20102012

Establishmentof GR SARANTISA.
|
Distribution agreementswith leadinginternational cosmetics

companies
Acquisitionsof consumerproductscompaniesn Greece

/ 2 Y LJ Ms&n@ia the AthensStockExchange

Expansionin EasternEuropethrough establishingsubsidiaries
(Bulgarial994 Romanial996 Serbial997 Poland2000)
Acquisitionf consumerproductscompaniesn Greece

Creationin Athensof the O 2 Y LJI néw f@adluction facilities,
warehouse& distribution centre

Establishmenbf EsteeLauderJV
Acquisitionof PackPlastin Poland(2002
Establishmentof a subsidiaryin CzectRepublic(2002

Establishmentof a subsidiaryin Hungary(2006)

Acquisitionof the Romaniancosmeticscompany ELMIPLANT,
(2007

Acquisition of the Hungarian household products company
TRADBO0 (2008

Acquisitionof the Polish brand KOLASTYN®O010

Acquisition of the Hungarian household products brand
DOMET and of the Serbian household products brand
TOPSTARNewexclusivedistribution agreementsvith CONTER
SPA; SODALISROUR2011)

New exclusive distribution agreements witih PRAIRIE in
Greece&Establishment a subsidiary BOSNIAHERZEGOVINA
(2012)

A Anistory full of successeshat shapesthe way we do business
today.

A A Greek local company transformed into- a Greek
multinational consumerproductscompany

A Continuouslybuilding a strong footprint in the EasternEuropean
region.

A Solid Track record on product development initiatives, value-
addingacquisitions,new strategicpartnerships

2014

2015

2018

2019

THE GROU

Our Current History:

Acquisitionof NOXZEMAn Greecdrom Procter& Gamble |
Acquisition of the Czechcosmetic trademarks company
ASTRIO.M.

Establishmena subsidiaryin Portugal

Acquisitionof AVAIn Greecerom P&G
Acquisitionof POLIPAKh Poland
NOXZEMAroductiontransferto Greekplant

Acquisitionof INDULONAn CzechRepublicand Slovakia
Acquisitionof ERGOPACHK Ukraine

Agreementwith Coty for the distribution of Wella retail
hair brandsin the Greekmassmarket

Establishmena subsidiarnyin Slovakia

Agreementwith Coty fot the distribution of Coty Luxury
Cosmeticdrandsin the Greekselectivemarket
Extensionof the shareholdingagreementwith The Estee
LauderCompaniednc.

Acquisitionof LUKSJ&osmeticsrandin Poland

SARANTIS

Great brands for everyday
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THE GROU

Distinctions2019

A T . dza A gaBeisit D NS SAwarg for the year 2018 by ICAPGroup (ICAPis the only companyrecognizedas a RatingAgencyby the CapitalMarket
Commissiorandthe EuropeanSecuritiesand Markets Authority (ESMA)) Thetop institution True Leadersvasplacedunderthe auspice®f the Ministriesof
Economyand Development,Tourismandthe HellenicFederationof EnterprisesOut of a total of 15,000 enterprisesthat were examined,only 70 Companies
succeededn distinguishinghemselvessatisfyingat the sametime the following criteria:

Theyoccupythe top positionsin their sectorbasedon their Turnover

Theyrankamongstthe 500 most profitable Enterpriseor the 200 Groupsfor 2018
Theyrankamongstthe 500 Companie®r 200 Groupswith the largestheadcountand haveincreasedheir personnelwithin the year

Theyposta highlCARCreditScore - . /
<*‘§S True Leaders,, ICqueaE i
— -

el

G ROUP

A [ K@mpanyGR SARANTISA. emergedas one of most dynamiccompaniesat Growth Awards,organizedfor the 4th consecutiveyear by Eurobankand
Grant Thornton SarantisGroup was distinguishedfor its outstandingperformancewith the ExtroversionAward, basedon the evaluationof the "Growth
Awards"Committee "Growth Awards"aimsto highlight Greekbusinesseshat stand out for their growth, dynamicsand innovativespirit. The Extroversion
Award confirmsthe Group'ssuccessfustrategicplan for acquisitionsand expansionof its activity abroad,while it further enhancesD N2 debdfiBution to
the Greekeconomy

(D Growh
2020

SARANTIS

Great brands for everyday
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Distinctions2019 THE GROU

A Thequality of our missionis embeddedin our lovedandtrusted brands Our brandsmakea differencein the marketwith their distinctions In Serbia,our
brand bioten, turned in the spotlight by A {id@#inction at the CosmoBeauty Awards, by being the Skin care anti-age winner in 2019 competition
Moreover, in Romaniaour householdbrand Fino and our FaceSkinCarebrand Elmiplant Detox were awardedas productsof the year regarding2019
While,in the contextof the TopNational Companiessalaeventfor 2019organizedoy the Chambernf Commerceand Industryof Romaniapur subsidiary

SarantisRomaniaoccupiedthe third place
\ COSMOPOLITAN :
BEAUTY

awards

2019

A SarantisGroupwasawardedfor its brandsin CzechRepublidn a prestigiousmarketingprogramcalled Consumels Choicec BestNewcomerof the yeat
Theawardwinningproductswere chosenbasedon the resultsof the consumenresearchconductedby Nielsen,carriedout on arepresentativesampleof
4 000 respondents More than 600 key representativesrom FMCCGcompaniesand important retailer and wholesalerchannelgoined this ceremony Our
loved INDULONABODYMILKS400 ml won the title of / 2 & (i dzZ¥h®ibEkBestNewcomerof 2019in the Body care category,while our ASTRICBUN
novelties2019won the title of / 2 & (i dzZZhBideXBRstNewcomerof 2019in the Suncare category Besidests own category,ASTRIDvon alsoin the
separatevoting of one of the media partners of the program ¢ one of the strongestnationwide radio stations Its listenershave chosenASTRICSUN
noveltiesasthe winnerfrom all the products,from all the categories Thewinningprizewasa radio campaignn a valueof 12.000¢ for free!

Vitéz Volby spotiebitelli )

Vitéz Volby spotiebitelli ‘

INDULONA

SARANTIS

Great brands for everyday
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THE GROU

Distinctions2019

A Thedeep knowledgeof cosmetologyand the power of nature are the componentsof succesghat bring bioten firmly to the top preferencesof both
women and skincareprofessionals The integrated bioten natural skincarelines stand out in establishedcompetitionsand beauty institutions, gaining
LJdzo faadn@ustry LINE T S & dofe. 20yirlbibténQvas awardedas well in Portugalwith t NJB Y6 Edrelas(5 Star Award)in the categoriesof Face
Cleansingvith Bioten DetoxCleansingsel150 ml andin ShowerGelwith BiotenCocoa& Macadamia750 ml and Bioten Cotton Fresh750 ml. Thisaward
isaO2 y a dzyhSideAfter testing the productswithout brand for 1 month. All criteria were weighted and reacheda final figure that determinedthe

winnerin eachcategory

A Furthermore,our trusted Laneshad its distinctionsin Greece Laneswon the BronzeAward at the BestPharmacyAwardsin the category“Besthealth &
careproduct packaginglevelopment", for the new food Supplementsine of Lanesthe ActiveClub,while[ | y Activ€ClubEnergyShotwasawardedas
well in the HealthyDiet Awardsof 2019 with a Bronzeaward Lastbut not least, our loved brand Bio-Oil in Greecehad its own successit won the Gold
Award at the PharmacyAwards2019in the category"Best Marketing Campaigrfor pharmaceuticaproductsin digital mediaand mobile" regardingthe
digital communicationof Bio-Oil SkincareQil in e-pharmaciesin collaborationwith the agencyGenerationY. The SilverAward was part of this 6 NJ y R
victory at the Bestin PharmacyAwards2019, the awardwasfor the "BestMarketingCampaigrfor LargeBudgetPharmacyProducts' categoryfor the Bio-

Oil SkincareDil & Bio-Oil Dry SkinGelcommunicationcampaign

BESTIN; PHARMACY Bi0'0“®

AWARDS 20129

BESTIN PHARMACY

AWARDS 2019

SARANTIS

Great brands for everyday
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Distinctions2019

THE GROU

A Our home care brand Sanitasin Greecereceivedthe silver award in the ConsumerGoodsDisplay& Promo categoryfor Home Productsduring the
ShopperMarketing Awards2019, while our beloved STR won the gold award in the category ¢ { LJSRbakcticds Display& Merchandisingg N2 2.S O
Finally,we couldnot be prouder of our brand Carroten the nol sunprotection brandin the wide distribution Greekmarket, whichwasawardedwith the
Gold Top BrandedExport Productaward at the 2019 GreekExportsAwards Thisaward was the culmination of a very important team effort for the
internationaldevelopmentof the brand

SHOPPER

marketing |

AWARDS ‘19 /4

T }_’;"""_1"
SHOPPER "\ !

marketing

AWARDS ‘19

L
N i 4 y7
R greek

= exports .
5 awards
53

g N

It is a pleasureto succeedn sucha competitiveenvironmentand we would like to thank everybodywithin Sarantisfamily who takescare of those beloved
brands, as their contribution brings SarantisGroup closerin exceedingits successfutourse Gainingthese awardsprovesthe great confirmation of our
0 NJ \pdpaladity,credibilityandtrust by consumers

SARANTIS

Great brands for everyday

20



Certifications THE GROU
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Quiality 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 1SO 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 prodietspiansure

health and safety for our consumers. High hygiene standards and strict quality controls are applied at all the stagesuof'a lge, from the

collection of raw material to packaging.

We follow anintegrated Management Systerthat 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 Requirementb@ahtternational Standards ISO 9001, FSSC 22000,
ISO 13485, 1ISO 22716 & ISO 50001.

Our commitments

Focuson customersatisfaction effective handlingof customercomplaintsand continuouscommunicatiorwith them.

Maintaincommunicationchannelswith our suppliers

Continuousmprovementof the our energyperformance

Compliancewith the applicableStatutoryand RegulatoryRequirements

Maintainappropriatemeasureof hygiene& safetyin all our products,control of the energyperformancethroughoutthe entire supplychain,and compliance
with the requirementsof the Nationaland Europearni_egislatiorandthe Regulationglerivingfrom them.

Continuouspersonneltraining and awarenessaiming at a) the understandingof the Integrated ManagementSystemPolicy b) the hygieneand safety of

producedand marketedproducts andc)the promotion of an energysavingculture.

Continuouge-evaluationof our policiesand proceduresaimingat continuousimprovement

Ensureavailabilityof informationandall necessaryesourcesjn order to achieveestablishedyoalsand objectives

Determine and addressopportunities and risks, which can affect either the conformity of products and services,or our ability to enhance consumer
satisfaction

Supervisethe strict application and implementation of GMPs(Good Manufacturing Practices),GHPs(Good HygienePractices)and HACCRStudy (where

applicable)

Continuoushsupportthe purchasingf energyefficient productsor servicesand designenergyperformanceimprovements

SARANTIS
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THE GROU

Certifications

INTERNATIONAL | FACILITY CERTIFICATION SCOPE INTERNATIONAL FACILITY CERTIFICATION SCOPE
STANDARD STANDARD
: ISO 9001:2015
ISO 14001:2015
OHSAS 18001:2007

ERGOPACK UKRAIN Development, Manufacture and Supply of
Household Disposable Goods

ERGOPACK UKRAIN Development, Manufacture and Supply of
Household Disposable Goods

ERGOPACK UKRAIN Development, Manufacture and Supply of
Household Disposable Goods

SARANTIS ROMANI/ Import and distribution of cosmetics and home ca

SARANTIS GREECE
HOUSEHOLD PRODUCTION

1ISO 9001:2015 Production and Packaging of Aluminum Foil,
Plastic Films, Plastic Food Containers for multi)
uses and related Food Packaging Products anc
Householdg Garbage Bags for Household and

Industrial Use.

FSSC 22000 SARANTIS GREECE Production (winding) & packaging @fiminium

ISO 22716:2007

ISO 9001:2015

ISO 13485:2016

ISO 50001:2011

HOUSEHOLD PRODUCTION foil, clingfilms and repacking of one use plastic

food packaging products.

SARANTIS GREECE
COSMETICS PRODUCTION

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

Trade and Distribution of Medical Devices for £
Care, Diagnostics and Disposables: Dressings
Wound Care, Thermometers, Devices for
Venipuncture, Therapy Delivery Devices,
EarplugsThermogel Ice Spray and Nasal Spray
Trade and Distribution of IVD and stdét IVD

SARANTIS GREECE
DISTRIBUTION CENTER

Trade and Distribution of Medical Devices for £
Care, Diagnostics and Disposables: Dressings
Wound Care, Thermometers, Devices for
Venipuncture, Therapy Delivery Devices,

SARANTIS GREECE
DISTRIBUTION CENTER

EarplugsThermogel Ice Spray and Nasal Spray.

Trade and Distribution of IVD and st IVD

SARANTIS GREECE Production and Packaging of Household Produ

HEADQURTERS (MAROUSI) & Production and Packaging of Cosmetics.

PRODUCTION SITES (INOFITA Trade and Distribution of Household Products,
Cosmetics and Health & Care Products.

ISO 9001:2015

ISO 13485:2016

ISO 9001:2015

ISO 9001:2015 POLIPAK POLAND
IR {ONS I EIM o6 [Ille SARANTIS POLAND
(Personal Care and HOUSEHOLD
Household) PRODUCTION

SARANTIS ROMANI/ Import and distribution of medical device$/outh

SARANTIS HUNGAR Distributing of Household Products, Household

products

rinse device for prevention and/or treatment of
tooth

sensitivity and foot skin care products. Storage ar
distribution of products. Labeling and repackaging
products

Cleaning Products and Cosmetic Products
Designing, Production and Sales of Foil Packagin

Rewinding and packaging of aluminum foil, LDPE
PVC foil for food, baking paper, breakfast paper;
packaging of baking sleeves and freezer bags; se
and packaging of ice bags.

Exclusions: commercial products including other
food contact articles, cosmetics, household
chemicals, household and cleaning accessories,
personal hygiene accessories.

SARANTIS
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Corporate Governance & Responsibility Policy Corporate
Governance

GovernanceBodies

Boardof Directors
The Board of Directorshasthe powers,responsibilitiesand duties foreseenby the Law,the GeneralMeeting and the Company'sArticles of
AssociationWithin the aforementionedcontext,the Boardof Directorsisthe bodyexercisinghe company'smanagement

In particular, the current Board of Directors consistsof 9 (nine) members Five (5) membersof the Board of Directorsare non-executive
memberswhereasthree (3) of the non-executivemembersare alsoindependent

ThepresentBoardof Directorshasa term starting from 03/05/2017 and ending30/ 06/ 2022 or until the date of the AnnualGeneralAssembly
in 2022

A ChairmanGrigoriosSarantisof Pantazis(executivemember)

A ViceChairmarand ChiefExecutiveOfficer. KyriakosSarantisof Pantazis(executivemember)

A ExecutiveDirectors KonstantinosRozakeasf Petros KonstantinosStamatiouof Fokion

A NonExecutiveDirectors AikateriniSarantisof PantazisAntoniosAgiostratitisof Miltiadis,

A IndependentNon ExecutiveDirectors Dimitrios Efstathiouof KonstantinosChristosOikonomouof loannisand NikolaosNomikosof Periklis

ExecutiveCommittee
Itisthe/ 2 Y LJI sgréofadvisoryandsupervisorybody,after the Boardof Directors

TheCommitteemembers
Chairman ChiefExecutiveOfficer

Participants Chief Financial Officer, Legal Advisor, Supply Chain Manager, Marketing Manager, SalesManager,

InternationalActivitiesManager,BusinesdJnits Directors
SARANTIS
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Corporate
Audit Committee Governance
Responsibility Polic

TheAudit Committeesafeguardshe audit system'sandrisk managemensystem'seffectivenessappliedin the organization
TheCommitteemembers

- NikosNomikossonof Periklis,Chairmarof the Audit Committee(Independentand non executiveBoDmember)
- DimitriosEfstathiousonof Konstantinosmember(Independeniandnon executiveBoDmember)
- ChristosOikonomoy sonof loannismember(Independentandnon executiveBoDmember)

RemunerationCommittee

The RemunerationCommittee monitors, reviews,and regularlyupdatesthe remunerationproceduresand conditions,both at
the corporateandgrouplevels,to alignthem with the businesbjectivesaswell asthe applicableregulatoryframework

The RemunerationCommitteeis a three-member committee and consistsof non-executiveand independentmembersof the
Boardof Directors

In particularthe RemuneratiorCommitteemembers

Dimitrios Efstathiouson of Konstantinos Chairmanof the RemunerationCommittee (Independentand non executiveBoD
member)

NikosNomikossonof Periklis member(Independentandnon executiveBoDmember)

ChristosOikonomoy sonof loannismember(Independentandnon executiveBoDmember)

CorporateGovernanceCode

Throughthe parent companyGR SARANTISA,the Groupappliesrules and practicesbeing boiled down to the CorporateGovernance
Codedrawn up by itself, takinginto consideratiorthe / 2 dzy {aMdhdlEe correspondingyuidelinesby the competentbodies

TheCorporateGovernanceéCodeof GR SARANTISA. is availableon the followinglink: CorporateGovernanc&CodeGR SARANTEDF

SARANTIS
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http://ir.sarantis.gr/Uploads/SARANTIS_CORPORATE_GOVERNANCE_CODE.pdf

Corporate
Governance
Responsibility Polic

ResponsibilityPolicy

TheGrouphasadoptedthe following principles

1 Responsibility The Groupsis responsiblefor the effect generatedby its businessactivitieson the society,the economy
and the environment Asa result, it acceptsthe audit from institutional bodiesoperatingaccordingto the Legislationin
effect.

1  Transparencylt adoptsprinciplesof transparencywhich are reflected in both the Codeof Conductand the Corporate
Governance&Codewhichhavebeenpreparedby the Group,aswell asin the InternalOperationRegulation

1 Ethics Thebusinessactivity of the Groupis basedon the valuesof honesty,justice and integrity. Thesevaluesindicate
stronginterest for the people,the animalsand the environment Thesevaluesset the frameworkwith which the Group
managesany potential repercussiondrom its activitiesand decisionsupon the interests of the stakeholdersand other
involvedparties

1 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
prudentandrational practicesduringthe solutionof thesematters.

T  Respecfor Law In anycase the Grouprespectshe legislativeframeworkuponwhichit broadlyoperatesandactivates

T  Respectfor the International Rulesof Conduct The Group showsrespectfor the international rules of conductto the
extentthat theserulesare not in disagreementvith the regulatoryframeworkgoverningthe ParentCompanythe articles
of associationthe policies,regulationsandgenerallythe culture of the Group

1 Respectfor HumanRights The Groupdemonstrateshigh respectfor the humanrights and recognizegheir importance
anduniversality

SARANTIS
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Corporate

1 Provisionsagainstbribery and anti-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 s presentedin the following link: Codeof ConductGR
SARANTIBDF

SARANTIS
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http://ir.sarantis.gr/Uploads/SARANTIS_CODE_OF_CONDUCT.pdf

ABOUT THE CORPORATE RESPONSIBILITY & SUSTAINABILITY REPORT

Purpose
The purposeof this Reportis on the one handto complywith the provisionsof law 44032016 and on the other hand to SUSTAINABILI
inform all stakeholderson a caseby casebasis(financialinstitutions, investors,analysts suppliers customersand consumers, REPOR

employees state and socialbodiesand other stakeholders)n the Group'soperating practicesin environmental,socialand
laborissuesthe respectfor humanrightsandthe combatingof corruption.

Referenceperiod
TheReportcoversthe periodfrom 1.1.201931.12.2019

Applicationof GRIstandards

This Reportwas prepared on the basisof GRISTANDAR@n AccordanceCore)guidelinesand is the fourth report of the
Group

Assurance
Forthe Report,no externalassurancevaspracticed

Communication

For any clarificationsregardingthe CorporateResponsibility& SustainabilityReportfor the year2019 you may contact Mrs
EleniPappa InvestorRelations& CorporateCommunication®irector(+302106173069.

SARANTIS
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STAKEHOLDERS

Stakeholderaviapping

@ Employees »

Shareholders
& Investors

SarantisGrouprecognizesiine 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

SUSTAINABILI
REPOR

SARANTIS
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Thecommunicationwith the stakeholdergs the following:

Sakeholders indentified points of interest

__ IR and Corporate webpages.

. _ Mass Media _ On ad hoc basis or based on schedule
_ Economic Health .
. _ Roadshows and Corporate Presentations _ Regularly
_ Return on Invested Capital }
Shareholdersand . _ Personal contacts with IR. _ Based on schedule
; _ Transparency in the management o o
investors . __Annual briefing at the Institutional Investor _ Ad hoc
_ Respect to sustainable developmer o
rinciples Assoqlatlon _ __Annually
P _ Ordinary and Extraordinary General __Annually and ad hoc
Meetings
_ Economic Health _ Meetings _ Ad hoc
_ Transparency in the management _ Telephone contact or viareail _ Regularly
_ Consistency in payments __ Written communication _ Regularly
_ Broadening of cooperation _ IR webpage __Regularly
_ Financial safety _ Me(.etl'ngs thro'ugh the evaluation procedun_ Annually
o _ Training Seminars
_ Performance Recognitio _ Regularly
. . _ Oneday conferences
_ Equal promotion opportunities : _ Regularly
L _ Intracompany presentations
_ Training . . _ Regularly
Employees . _ Issue of manuals and work instructions
_ Safe and healthy working o _ Ad hoc
. _ Communication through Help Desk
environment S __Ad hoc
. . _ Communication based on the Code of
_ Flexible working schedule Conduct _ Ad hoc
— [EESS _ Reports by the Occupational Physician  — HegulEty
_ The product to deliver on its promis
_ The product value to match its price
(Value for Money) _ Product webpages
_ Safety certificates, wherever requirc_ Corporate webpages
_ Quality _ Market Researches
Consumers _ Availability "on the shelf" _ Direct communicatiorconsumers line Regularlyor Ad Hoc

_ Clarity and inclusiveness of labels
_ Availability of consumer lines, or
clarifications (Q&A) on product
webpages or social media

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

_Customer privacy

SARANTIS
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Sakeholders indentified points of nterest

. Annual meetings for the drawing up of
Adherence to commercial agreements — :
- commercial agreements

terms . : _Communication for special actions agreemen
_ Broadening of benefits and expenses 1 o . >
: _Monthly communication for credit policy issue Ad hoc, Regularly, or based on
Customers retail trade s .

L . _Frequently scheduled communication with sa schedule
_ Flexibility with regard to the terms of .

. officers
collection . . . .

. . _ Sarantis evaluation meetings regarding
_ Cooperation at delivery :
cooperation

_ Evaluation meetings and visits to the

production premises to confirm that all

requirements are covered. Ad hoc, Regularly, or based on
_ Corporate webpages schedule

_ By phone and viamail

__ Written Communication

_ By phone and viamail

Business _ Participation in subscription formats ~_ Written Communication
Associations _ Participation in conferences and event _ Corporate Webpages

_ Participation in conferencesvents

_ Adherence to agreements' payment
terms

Suppliers _ Broadening of cooperation

_ Flexibility in deliveries

_ Flexibility in evaluations

Ad hoc

_ Economic support to local communitie:
either by absorbing labor force from thes
communities, or by supplying goods and
Society (local services through local suppliers.
communities, _ Support in kind

NGOs, Trade _ Participation in local community action —
unions) related to environmental issues or issue:—
of more vulnerable groups

_ Environmental preservation or/and
improvement

_ By phone and viamail
Written Communication Ad hoc or Regularly
Participation in events

_ Adherence to the applicable legislatior — ATOUMEETIENS (2 [EReles, (ol Belpe

i Consistency in the payment of taxes a @ [
State Bodies = _ - (2
social security contributions

_ Facilitation of auditors' work — ITEENT COMTHTEEe

__ IR webpage

_ Meetings_ Telephone contact or viar&il Systematically, Ad hoc or Regularly

SARANTIS
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IDENTIFICATIGDFMATERIAIASPECTS

The main sustainabilityaxesfor SarantisGroup emergedthrough a specialstudy conductedin order to identify the
material issues Duringthis processthe material issueswere updated,takinginto accountthe issuesof interest and the
expectationsof the stakeholdersaswell asthe relevantissuesof interestidentified by the projectteam of the Corporate
SociaResponsibilityand SustainabilityReport

Thebasicstepsof this processare the following:
A Recognitiorand prioritization of the keystakeholders
A Recognitiorand prioritizationof the basicGRIIndices

A ldentification of materialissuesof interest and determinationof their limits regardingtheir potential effect insideand
outsidethe organization

A Synopsisof the material issuesin a matrix format that showsthe level of their effect on the decisionsof the
stakeholdersandon the activity of the organization

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

EconomidPerformance
CustomeHealthand Safety
ProcurementPractices

Materials 14 material issues of
LocalCommunities which 4 fall under the
Marketingand Labeling Economic category, 4 in
OccupationaHealthand Safety the Environmental
Diversityand EqualOpportunity category and 6 in the
Energy Social category.
EnvironmentalCompliance

Effluentsand Waste

© 00 N O O A WN P

[
N B O

Socioeconomi€ompliance
Anti-Corruption

B
N

Anti-competitive Behavior
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Effect on the decision of the stakeholders

N

© ©-e©

Synopsis of Material Issues

N
N

bt

[

© 17

® 15

© 20

© 16

© 1
© 5
© 2
© 10 © 3
© 7
© 6
©9© 11 © 4
© 13
© 8
©12 © 14
1
2
3
4
5
6
7
8
9
10

Effect on the activity of the organization L

Economic Performance
Customer Health and Safety
Procurement Practices
Materials

Local Communities

Marketing & Labeling
Occupational Health and Safety
Diversity and Equal Opportunity
Energy

Environmental Compliance

Effluents & Waste

12
13
14
15
16
17
18
19
20
21
22

Socioeconomic Compliance
Anti-corruption
Anti-competitive Behavior
Emissions

Market Presense

Supplier Environmental Assessment
Training and Education

Child Labor

Forced orCompulsory Labor
Supplier Social Assessment

Customer Privacy

SUSTAINABILI
REPOR
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BOUNDARIESNDLIMITATION®FMATERIALSSUES

SUSTAINABILI
REPOR

MATERIAL ISSUES WITHIN THE [ OUTSIDE TH WITHIN THE
GROUP GROUP GROUP | QUTSIDE THE GRO

_Shareholders

1 Economic Performance L (Clialp LTSI - -
_Employees _Banks
_Suppliers
2  Customer Health and Safety _Group _Consumers - -
3  Procurement Practices _Group _Supp e - -
_Society
_Consumers
4  Materials _Group _Customers - -
_Society
_Consumers
5 Local Communities _Group _Customers - -
_Society
_Consumers
. . _Customers
6 Marketing and Labeling _Group ~State Bodies - -
_Society
. _State Bodies
7  Occupational Health and Safety _Group “Society - -
. . . _Investors
8 Diversity and Equal Opportunity _Group ~Society - -
_State Bodies
9 Energy _Group “Society - -
10 Environmental Compliance _Group _Statg Eagis - -
_Society
11 Effluents and Waste LISIED _Statg Hosles - -
_Employees _Society
_Consumers
. . . _Group _Customers
12 Socioeconomic Compliance “Employees “State Bodies
_Society
_Consumers
. . _Customers
13 Anti-corruption _Group “State Bodies - -
_Society
_Consumers
. - . _Group _Customers
14  Anti-competitive Behavior [ilsyees ~State Bodies SAR /(\)”N”‘(T\IUE
_Society o
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FinancialHealth

We focus on the balance between economic success and responsible environmental and social practices as we recognizegii
performance goes hand in hand with a sustainable business path.

Through our continuous efforts, we manageto enjoy sustainablegrowth and improved financial performancein a highl
competitive and dynamicinternational businessenvironment Beinga growing and financiallyhealthy businesswe are able to
generatevalueto all stakeholdersnvolved,suppliersclients,consumersshareholderandemployees

Our commitments

V  Continuingour investmentsand positively contributing to the economiesof the countrieswe operatein.

V  Maintaining a financially healthy businessthat is able to generatefree cashflowsand createlong term value
for all our stakeholders

TheD NR dzird€egicpriorities for 2020andthe nearfuture are asalwaysfocuson drivingfurther top-line growth, both organicallyand through new
businessesadded,while expandingour geographicafootprint, emphasisehind costefficiencies economiesof scaleand benefitsfrom synergiesand
operatingleverage

In addition, keydriversto the D NB dizlrfiSeafuture growth remainthe disciplinedcashmanagementswell asthe reinvestmentof the free cashflow
to supportour businessaandreturn valueto all stakeholders

Thisis expectedto bring acceleratedop line growth and further improvementon profit margins,ultimately increasingurther the D N2 dioifrint in
the regionof its operation

SARANTIS
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We systematicallypay dividendsto our shareholderswe 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 and NGOsdoth by financial support and product offers:

A
A

™

42 mil. eurosof dividendspaidin the last5yrs.

Investmentsof 13.4 mil. eurosin 2019 related to infrastructure enhancement,machineryequipment renewal, a
supplychainoptimization

Investmentghroughacquisitionsamountingto 43 mil. eurosin the last5yrs.
Socialsupportthroughfinancialhelp or productoffersin 2019 190k euro.

Reinvestedbackto societythrough taxesand socialsecurity contributionsin the last5 yrs: 293 mil. euro acrossthe
Group, out of which116mil. euroin Greece

More than 70% of the total procurementamountis allocatedto the localcommunitiesin our countriesof operation

SARANTI
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¢ KS DNERdJzLIQa C,

operating landscape.

Key Performance Indicators (mn. EUR 2019 2018 2017 2016

apitalization 595.4 487.7 441.9 386.1
urnover 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
ash balance 54.85 32.78 44.95 34.85
W SAR Stock Price & Volume 2019
o 10.00 - 400.0
'2 - 350.0
- 9.00 - 300.0 o
rl =
— 8.00 @ 2500
© . 200.0355
s 100 - 150.0 2
- >
- 50.0
5.00 ‘I ul “||| u‘ H| HH‘ ||||‘ HM M HH‘ |‘\ ‘h\l I \m M‘ I |I| Il |“| ‘ H ‘ ‘H\" “H‘ ‘\“m‘\ ‘I||\ Hm li \\M ||H h\h | \‘\‘\ Il \H‘ \“" il ||I\ i |IIH H\h h\H Il H 0.0
W R W W W W W W W W W
’L\'\/\ ’L\’L\ ,L\”)\ ’L\b‘\ '1,\<°\ ,"\b\ ,L\’\\ ,L\‘b\ ,1,\Cb\ "’\'\/0\ 'L\'\}\ ’L\'\}\
mmm Daily Volume (adj. for stock split) ———Closing (adj. for stock split)

Hamd FAYLFYOAL

f NXadz Ga

Thanksto the D NB dzbdQuaneroriented,
productcentric business model, which
focuses on product quality, cost an
commercialexcellencen all its distribution
channels,the Group managedto deliver
significant profitable growth. At the same
time the balancedallocation of resources
and managementof expensesthe positiv:
operating leverage and synergies from
acquisitions support the DNZRd
profitability and providethe fuel for further
investmentsbehindgrowth.

The progress of GR SARANTISSB. share
reflects the Group's sound financial condition
and the positive expectations for its future
progress

During 2019, the share'sprice rose by 22% vs
last year with its closingat year end at 8.52
euro.

SARANTIS
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Contributionto National Economyand Society

Direct economic value generated and distributed
./ | 205 | 206 J 2017 | 218 [ 2110 [ ____T07A

Taxes 13,619,370  16,450,19¢  16,807,84¢  17,244.21 19,499,12; 83,620,76!
GR. Sarantis
Social Security Fund 5,350,41° 5,882,45¢ 6,549,58: 6,986,40 7,810,39¢ 32,579,25!
18,969,79:  22.332,65:  23.357.43(  24,230,62; 27,309,52( 116,200,02
Poland (incl. Polipaly,, o 7,789,19; 8,759,58¢ 8,393,92° 7,763,92¢ 8,777,42 41,484,05¢
from 2016 onwards)
Social Security Fund 1,488,68 2,478,95¢ 2,469,52¢ 2,567,094 2,632,88¢ 11,637,99¢
027787  11,23854i  10,863.45  10,331,86 11,410,31; 85,949,28;
Taxes 7,555,92; 8,078,75: 9,167,40¢ 9,218,59¢ 9,546,13 43,566,81-
Romania
Social Security Fund 900,24¢ 928,20¢ 1,020,74: 1,212,02¢ 1,3509,38¢ 5,420,50¢
8,456,16: 9,00695 10,188,141  10,430,62 10,905,51¢ 87,213,08
Taxes 1,965, 16( 2.271,94: 2.403,65° 2,427 35¢ 2.370,70¢ 11,438,82-
Bulgaria
Social Security Fund 232,23 244.50; 271,43 289,28 308,50¢ 1,345,96¢
2,197,39¢ 2,516,44/ 2,675,009 2,716,63¢ 2,679,214 22,711,20¢
Taxes 2,245 44¢ 2,528,89¢ 2,756,68 3,168,30¢ 3,443,05’ 14,142,38
Serbia
Social Security Fund 389,08: 439,161 517,85¢ 563,16( 649,39( 2,558,64¢
2,634,52; 2,968,05¢ 3,274,54: 3,731,46¢ 4,002,44: 30,347,29(
Taxes 2,073,02; 2,700,49¢ 2,291,14« 2,785,36! 2,763,37( 12,613,39
Hungary
Social Security Fund 320,421 278,42( 262,05 280,80¢ 270,89¢ 1,412,588
2,393,441 2,978,091 2,553,19¢ 3,066,16¢ 3,034,26( 20,868,501
Taxes 1,481,01¢ 1,790,23; 2,514,71; 3,314,72 3,796,11( 12,896,79:
Czechincl. STCZ
Social Security Fund 176,231 236,16¢ 355,38¢ 422,242 460,83¢ 1,650,87
1,657,24¢ 2,026,40 2.870,10° 3,736,96" 4,256,94¢ 18,804,72;
Taxes 1,264,23¢ 1,510,10° 1,588,23: 4,275.44: 4,996,07¢ 13,634,001
Other subsidiaries
Social Security Fund 187,60¢ 210,08 226,45¢ 1,001,74¢ 1,308,82¢ 2,934,72:
1,451,84¢ 1,720,19¢ 1,814,69( 5,277,18¢ 6,304,90¢ 20,521,271
Taxes 37,99337.  44,09021° 4592361«  50,197,93: 55,192,00( 233,397,131
Group total
Social Security Fund 004492(  10,697.95  11.673.04;  13.32360: 14,801,12- 59,540,64°
[T 4703829 sa788.i6] 5759665 6352153 6099312 292,937,771 SARANTIS
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Ly@SatySyia oeb 13,414,300 12,023,15 9,256,901
5A0ARSYRA 0¢€0 10,000,03 9,400,42: 6,001,20:
Percentage of commissions spent on local commur 73% 71% 70%
Environment
CO2 Emissions (metric tones) 17,95¢ 17,50¢ 5,251
Consumed Energy (KWH) 28,954,08 27,629,46! 15,518,27.
Consumed Energy from Renewable Energy Source 1,016,38: 1,130,67: 1,088,31"
(KWH)
Employees
Number of headcount (at year end) 2,78¢ 2,67(C 1,721
Employees covered by collective agreements (%) 98Y% 98Y% 94Y
% of women in workforce 47% 45% 53%
% of women in BoD 11% 13% 13%
Allocation of employee nativity in countries of activi 99% 98% 98%
Ly@gSaidySyid Ay SRdzOF GA2Yy 132,11: 132,95( 121,02'
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 0 0 0
duties
Loss or Leakage of Information regarding GDPR 0 0 0
Confirmed Incidents of Human Rights Violation 0 0 0
Confirmed Incidents of Forced/Compulsdwgbour 0 0 0
Social Impact
52yl dA2yaxrX OKINRUASaAZ ( 190,00( 170,00( 180,00(
; Proportion of Spending on Local suppliers
ProcurementPractices
The Groupspendsapproximately73% of its procurementamountin the 2019 2018 2017
local communitiesin the countrieswhere it operates Thisamount also 23.2% 28.9% 24.3%
coversthe expensesincurred in companiesbeing representedin the 28.6% 20.2% 17.5%
countriesof activity. Czech Republic 11.2% 11.6% 11.8%
2.3% 3.0% 2.7%
3.0% 2.6% 2.7%
Other Group Countries 4.9% 4.7% 1.5% SARZNTIS
73.2% 71.0% 60.4% (Great brands oriveryelay
Other countries 26.8% 29.0% 39.6% |
Total 100.0% 100.0% 100.0% 38




Reaching difficult crossroadregardingthe LJt | yeBviroRrientalchallengesit is crystalclearthat our planet
is at stake We take stepsto conservenatural resourcesby mitigatingthe D N2 dehvyfdclamentalfootprint in
orderto contributein change Thisis a pivotal part 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 commitmentsvist-vis the environmental
challenges

Our commitments

A Applying the most updated technologies for safety and environmental protection, strictly following all
relevant local and European regulations.

Upgrading our productions facilities constantly with the latest equipment and methods.

Proper emissions and waste management in order to mitigate our environmental footprint.
Enhancing our environmentafiendly mentality within product development processes.

o T I
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ENVIRONMEN

A 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.

o Garbage Collection e Garbage Washing e Melting

A In our plant inPolipak 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).

A The use ophotovoltaicsint 2 t A ellv fadbéy will enhance energy efficiency and result in a
greener production facility.

! SARANTIS

o |
N ~
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A We focus on mitigating our environmental footprint through recycling, either directly or indirectly
through certified partners, the waste generated in our operations.

Particularly in Greece, otinancial contributions to the
Hellenic Recovery Recycling Corporatisnpport the
effort to improve the recycling infrastructure in Greece.

HELLENIC
O RECOVERY The total amount of the company's financial
RECYCLING contributions corresponds to the financing of
necvoLG consonation | CORPORATION the purchase o#,302 blue bins or 8

recycling vehicles.

A We continuously enhance our environmentéliendly mentality within our product development process.

Bioten is committed to adopting the

best that nature has to offer while We develop a complete ECO range covering all

developing an ecofriendly and categories (Food packaging, Garbage bags, Clea

sustainableskincareline with respect

v

Items) under a Green Life Concept
to our natural resourcesand to the
rﬁllth andsafetyof your skin!

\ 2l { bioten

_ bioten
{
| SKlN MOISTURE [

Caring for nas.,.m 2 | E, =

Caring fory
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Energy

Electricity
Powerconsumption2018and matchingwith CQ emissions

Total kWh Metric tons Total kWh Metric tons

Company 2019 (e{0) 2018 CO2

2019 2018
Gr. Sarantis S.A. 3,485,56 1,976.3. 3,283,890 2,036.0:
SarantisPoland 14,530,38; 12,292.70  13,503,03. 11,288.5
Sarantis Romania 366,30 146.8¢ 388,89 165.2¢
Sarantis Bulgaria 176,92° 83.1¢ 190,27: 97.8(
Sarantis Hungary 121,87: 38.27 112,76: 34.2¢
Sarantis Serbia 45,19t 28.7¢ 64,16( 40.87
Sarantis Skopje 52,83¢ 28.5¢ 47,21(C 25.5¢
Sarantis Bosnia 4,602 2.4¢ 3,422 1.8%
Ergopack 10,162,90; 3,355.7¢  10,028,67. 3,810.8¢
Hoztorg 7.50C 2.4¢ 7.20C 2.74
Group total 28,954,08. 17,05F 27,629,521 17,507

For CzechRepublicand Slovakiathere were no electricity consumptiondata becausethe electricity costis includedin
the rent andis paid by the owner.

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

Allocation of electricity

Energy atPolipakfacilities

Production
Household
garbage bags

Thetotal power consumptionat Polipakbuildingfacilitiesin Polandfor 2019stoodat 13,578,737 85%

KWH correspondingo 11,487.61 metric tons of CQ.

Theconsumptionsare allocatedto the following facilities =0,

1 ProductionHouseholdyarbagebags Packagin \

1 Recycling 01%

1 Packaging Technicians

i Techniciansvorkshop workshop Recvel

1  Offices 01% o SARANTIS
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http://www.carbonfootprint.com/calculator.aspx

Energyat Oinofyta facilities

The total power consumptionat Oinofyta building facilities in
Viotia for 2019 stood at 2,661,465 KWH, corresponding to

1,509.05 metrictons of CQ.

The consumptions are allocated to the  Pproduction of

following facilities Cosmetics /
Household
1 Productionof Cosmeticd Household (Wrggf'”

(Wrapping)
Productionof HouseholdPresses
FinishedProductsWarehouses
ACsystemengineroom

i Common Use
CommonUseFacilities Facilities 9%

=2 =4 =& -

Air
conditioning

Steam
productior
47%

Hot water
Future projects that will result in reduced natural gas consumption

productiory
10%

u systeminstallation for heatingboilers

i, -

AC system
engine room R&D 4% 4%

Projects completed resulting in reduced energy consumption

Vv ISO 50001 (energy management) certification
Vv Installation of LED lighting covering part of the plant (stage 1)

Industrial coding systemupgrade
Installation of a conventional energy class A ¢

Allocation of electricity Future projects that will result in reduced energy consumption

u Installation of LED lighting covering part of the pl

a Placement of motion photocells covering a
Finished a Remote Control System for Air Conditionin
Products

Warehouses U} Operation of a conventional energy class A

Household

Natural Gas

Natural Gashas fully replaced oil; as a resuyjgs emissions are reducedperation is cleaner

and the energy cost was brought down.

The use of natural gas at the Group facilitie®inofyta Viotiais allocated as follows:

i Steamproduction
1 Hot water production for washing Workshop area equipment
Air conditioning system at the plant during the winter months

The natural gasfired power that was consumedat Oinofyta facilities in 2019 reached 1,112 MWH. The
matchingof carbondioxide emissionshasedon the CarbonFootprint Ltd data standsat 204.56 metric tons
of CQ.

SARANTIS
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Generatedcoolingpower from renewablesourcesfor the air conditioning

In the framework of a more effective energyresourcesmanagementand of the use of more environmentfriendly methods, the
Grouphasbeenusingsince1998the solarenergyto coverapproximately20%of Oinofytabuildingfacilities' needsin coolingpower.
Thissystemincludesl340solarcollectorsandtwo sunlightadsorptionchillers

Foruninterrupted air conditioningoperationin these premisesthree conventionalchillersare alsoinstalled Forthe year2019 the
coolingsystemwasin operationfrom late Aprilto late October Duringthis sixmonth period,the systemproduced1,016,383 KWHof
coolingpower. Thechart presentsthe allocationof producedcoolingpower per productionsystem

Sincel1998 when the systemfirst operated, it contributed to significantenergy savingresultingin a reduction of carbondioxide
emissionsandsavingsn the D N2 dzhdfygexpenses

Allocation of produced cooling power

Conventional
Chillers 80%

/ Solar absorption
OKAT ;9 1 " ™

Solar absorption
OKAf £; 8180 | " H

Headquarters in Athens

A Energy improvement in the Group's headquarters within 2017:

¢ KS DNRdAzLIQd KSIFRIjdzZ NISNA Ay ! iKSya ¢SNB NB
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.

A 1TLINIG FNRBY GKS LINRPRdAzOGA2Yy LI Iyl GKS 9y S NEm T A flra O020SNa uk(é D N2 dzLJQ
headquarters as well. m——————— | | SARANTIS
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