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Dear sharcholders,

Onoe again [ am in the pleasant position Lo share our latest successes, achievements and developments
with youz all.

A strong activity growth continued in 2007 across all cur business activitics and countries of operation,
This confirms and further reinforces our strategic choices and our commitment to continuously create
value for our sharcholders.

Aligned with our strategy, we experienced an exceptional performance of our “ewn brands™ partfolio and
fvcused een our core business model by exiting fram non-core activities as we sold our 49% stake in KR
Marinopoulos 5A. We also capitalized on our long lasting expertise on new product development by
forming a partnership with Estes Lavder for the launch of Mustang in the US market, adding a large
consumer base to our existing operations and offering us a significant potential for growth,

Furthernore, in line with our geographical growth strategy, all odd countrics continued 1o record
outstanding growth rates, while, at the same time, we successfully initiated and completed the
restructuring program [n the new markets of operation, implementing the new penetration model in
Ukraine, Russia and Turkey, What is more, in 2007 we also proceeded with the scquisition of the
Romanian cosmetics company ELMIFLANT, which is a value added operation to our already established
Romanian business model.

All the above, prove once again our ability to design and implement business strategies that lead Sarantis
beyond the Greek borders, capable of operating successfully in an ever changing international

Environment.

With respect Lo vour trust and loyalty, we will continue to create value and deliver up bo your expeclations.
Char hollstic ntegrated value creation model is onee agaln the benchmark for all future developments.

Respectiully,

Gregory Sarantis
Chairman of the Sarantis Board of Directors
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About Sarantis Group

a leading consumer company

SARANTIS Group constilules one of the leading consumer
companies both in Greece and Eastern Europe where it has
an important presence. Having marked an extremely
dynamic course of development over the last years in all its
markets of activity, Sarantis Group constitutes one of the
leading forces in the East European region and Greece in the
production and distribution of consumer products, thus

Product categories
The products that Sarantis distributes to the market in order
to cover the daily needs of a consumer base of 400 million
people in the wider area of Eastern and Southeastern Europe
constitute its driving force, More specifically, the company
maintains a significant portfolio of own and distributed
consumer products, which could be classified into four basic
pillars that serve the Group's development:

@ the Fragrances & Cosmetics

@ the Household Products

@€ the Health & Care products

@ the products that belong to the category Other Sales

Countries of activity

The company operates in eleven countries, in Greeee and in
Eastern and Southeastern Europe through subsidiaries, while
it maintains a powerful distribution network in more than 30
countries via direct exports and employees about 2,000
people. More specifically, the countries where Sarantis

[he people
In Sarantis Group, our conployees are the focal point of our

activity, Their creativity, zest and passion constitute the
driving force of the Group’s development and this is why

pchieving leading market ghares in all its stralegic calegories
of activity. Eastern Furope has been an important factor of
the Group's successiul development course over the kst few
years, as the opportunitics offered in this region combined
with an effective management ensure the dvnamic presence
of the Group in the region as well as its rapid profitabilicy
growth.

A significant part of the trademarks that belong to the first
twio categorics are own products produced in the company’s
modern facilities. In addition, the company maintaing a
major portfolio with consumer products from leading
companics internationally via agreements of cxclusive
disteibution. The category Other Sales includes lusury
cosmetics via the joint venture that the company has
established with Estee Lauder as well as through exclusive
collaborations with other important brands of the cosmetics
sector globally, Moreover, this category contains products of
the company K. Theodoridis S.A. (car aceessories) that the
Group represents and distributes,

Group operates through subsidiaries are: Poland, Bulgaria,
Romania, Serbia, Czech Republic, EY.R.OM,, Ukraing,
Hungary, Russia and Turkey while it is worth to mention that
mote than 55% of the Group’s total turnover stems from
these countries,

mijor emphasis is placed on the evolvement of their
capahilities, the reward of their efforts as well as their proper
evaluation.
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Sarantis Group marks significant production activity in ils
ultra-madern production facilities in Clinofita Vointias as
well as in its subsidiary in Poland that apart from the local
market also serves some of its neighbouring countries. One
of the Group’s cornerstones is our know-how, experience
and emphasis on the highest quality while its fundamental
goal is not only represented by the development of new
products but also by the contineous enhancement of the

existing ones.

The Group's Research and Development teams are involved
in discovering, exploring and develaping new formulations
and technologies to create quality products that our
consumers want. The Research and Development unit in
Voiotia is dedicated (o creating guality lregrances, cosmetics
and sun care products. [n the Group's department of
Research and Development, specialized scientists ensure
that scientific knowledge is materialized in the optimum way
for products that are not only innovative but also sale for

public health, The guality contral guarantees the superior

guality of each product, from the stuge of gathering row
materials until its presentation at the selling points. In this
way, solld bonds of trust are created with the consumers,
These boands have elevated the Sarantis Group of products at
the summit of consumers’ preference,

The Research and Development center began to develop
fragrances to meet the needs of women in 1965 when it
produced Prosar and Clochard fragrances. Since then, the
R&D team has continued its commitment to women and
men, by developing and introducing innovative and
technologically advanced, quality products. Some of the key
initiatives of the R&D group include the introduction of the
STRS line, the first major mass-market male fragrance line,
the female fragrances BU and C-THRLUL the production of
CARROTEN, and the production of Beer Shampoo
ORZENE. Furthermore, another typical example is that of
the male fragrance Mustang, the design and development of
which was undertaken and completed by Sarantis Group in

co-aperation with the Estee Lander Group of Companies.
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400 million consumers '
the largest contribution came from Sarantis Group
and Household Products

-

( @ Other Sales
ESTEELAUDER DONNA KARAN M;h;l“;. BOBBI BROWN  ARAMIS O MALONE
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Sarantis maintains a significant portfolio of consumer
products for the daily needs of 400 million consumers.
Highly valued products from the categories of fragrances &
cosmetics, household and health care products as well as
luxury cosmetics and car acoessories constitute the daily
cholee of our consumers,

During 2007, the sectors of fragrances & cosmetics and
household products posted strong rates, while satisfactory
growth was seen in health & care products as well as the
products of the category other sales.

In the categories of Fragrances & Cosmetics and Household
Products, the own brands recorded substantial growth rates,
a fact that is in line with the management's strategy.

The significant increase of Fragrances and Cosmetics
{+20.30%) and of Household Products (+16.92%) is
highlighted. Fragrances and Cosmetics represent the 43.56%
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of the total consolidated turnover followed by the Household
Products that represent the 40.17%. Own products umaover
participation reached 67.95% for Fragrances & Cosmetics and
94.38% for Household Products, Other Sales account for
9.24% of total turnover, and Health 8 Care products for 7.03%.

With respect to EBIT the largest contribution in 2007 came
from Fragrances & Casmetics with 38.98% followed by
Other Sales with 27.55%. The Household Products
contributed with 25.70% followed by Health & Care
products with 7.77%. The EBIT breakdown for Fragrances &
Cozmetics and Household Products between own brands
and distributed brands results to €22.48 mil. in 2007 for the
own brands, compared to €13.01 mil. in 2006, an increase of
72.83%. The EBIT contribution of own brands during 2007
accounted for 37.32% of tolal ERIT in comparison to 44.41%
in 2006,

Sales breakdown: awn va distributed prodocts

»
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Products

Fragrances & Cosmetics

The fragrances & cosmetics business unit is one of the four
arganic growth drivers of Sarantis Group, while at least 20
brands in its portfolio are own brands. The fragrances &
cosmetics business unit is of high strategic importance for
the management, whose ultimate goal is to further increase
the participation of own products in the total fragrances &

cosmetics portfolio. Sarantis’ products meet customers’

needs and set the market trends and developments. Sarantis’

brands, such as STRE, C-THRLU, BU, CARROREN and
ORZENE record leading market shares as they score top in

customers’ preferences.

Consolidated turnever (€ mil)
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The fragrances & oosmetics business unit exhibits significant
growth rates and as a result it is one of the most important
contributors to the top line performance. Specifically, the
fragrances & cosmetics had the largest contribution to toal
turnover for the year 2007, as sales accounted for 43.56% of
the total Group turmover, reaching EUR 105.24 million.
Sarantis own brands constitute the highest share in total
fragrances & cosmetics sales, Specifically, in 2007, own
brands sales amounted to ELUR 71.51 million out of ELR
105,24 million of total fragrances & cosmetics, During the
same period, EBIT amounted to EUR 1529 million.
significantly increased by 104% since 2006, This Increase js
mainly due to the exceptional performance of own brand in

the old markets of the Groups operation.

Consolidated EBIT (€ mil)

104.08%
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Products

Houschold Products

Sarantis household products constitute a continuously The fact that many of the products are ranked first in their
developing product category for the Group, During the categories both In Greece and in foreign markets, thus
recent years, the household products of the Sarantis Group constituting one of the main inputs for the Group's income,
are persistently the first choice amongst both Greek and 15 quite important.

foreign consumers, This is why the household product sector

is considered as one of the most important for the Group's Maore specifically, during 2007 the household products
strategic development, ranking in second position in terms achieved sales of 97,06 mil. Euro, thus contributing 40.17% of
of its contribution to total turmaver. the Groups total sales, while compared to 2006 they posted

an increase of 16.92%. Earnings before interest and taxes

Particular reference should be made to the portfolio of posted a high growth rate of 33.98% during 2007 compared
products that constitute the household sector which mainly o 2006, namely reaching 10.08 mill. euro and representing
comprises of own-products and includes the brands 25,706 of total earnings, The particularly positive course of
SANITAS, CAMEL, AFROSC, TEZA, [AN NIEZBEDNY, this specific product category in the foreign markets the
FINOG, GROSIK, KORUNKA, et It is noted that the Graoup operates in should be highlighted.

reinforcement of the income contribution from own

houschold products is in line with the management’s new

sirategy.

Conselidsted twrnover (€ nailh Consolidated EBIT (€ mil)

16.92%

33.98%
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Products

Health and Care products

The Group's health & care products sector operates in the
pharmaceutical domain and, more specifically in the QT.C.
branch, representing and distributing leading brands of
vitamins, food supplements, testing kits and cosmetics for
pharmacies. The group holds a leading position in the health
& care products sector, as it is situated among the major
suppliers of pharmacies, offering a wide selection of high
quality products, such as LANES vitamins and food
supplements, KORFF cosmetics, ORIGINS products,
PHYSCIENCE nutritional supplements, ORTTS natural food
supplements, CLEARBLUE pregnancy and ovelation tests
for home use, OCEAN VITAL thalasso therapy products
and PERLIER natural cosmetics among others, It is also
responsihle for distributing AM products in the
pharmaceutical domain. Aiming to satisfy the customers’
increasing needs by providing products that best suit the
muost demanding international quality standards, the health
care division ensures a steady course in the market through
investments in research and development of innovative

f
3
e

g

p |

i
|
f

0 3
Yo S
T W

Consnlidated turnover (£ mil)

-14.72%

e

Hpakth & Care producis

W 200 (e T Prosprery sl e sloss, Weilad

@ 207

ANNUALRESWTO?

health care products, as well as through developing
co-operations with highly recognized foreign partners,

Morcover, in accordance with its growth strategy and with
the aim to further reinforce the leading position of af the
Health & Care sector, the Group has included this vear in its
product portfolio the French Company QENOBIOL,
nutritional supplements which contribute to both well-being
and heauty.

In 2007, sales of the Health & Care sector amounted to 16.97
mil. euro compared to 1990 mil. euro at the end of 2006,
thus posting a decrease of 14.72%, mainly due to the exit
from some unprofitable business. During the same period,
EBIT reached 3.05 mil. Eure in 2007 from 3.08 mil euro in
2006, reduced by 1.03%. It is worth to note that the Health &
Care EBIT is decreasing at a lower rate than the Health &
Care turnover, a fact that reflects the exit from unprofitable
business.

Cansalidated ERIT (€ mil)

-1.03%
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Products
Other Sales

The company’s co-operations with internationally leading
companies constitute one of its key pillars of growth. More
specifically, the company retains a dynamic presence in the
aren of luxury cosmetics via the joint venture that it has
established with Estee Lauder as well as through exclusive
collaborations with other important brands of the cosmetics
sector globally, such as Prada, Juvena, Roberto Cavalli, Nina
Riceci, Cartier etc. In particular, the Group represents mone
than 30 top-ranking trademarks of the cosmetics domain,
that satisfy the consumers’ needs and desires for beauty and
care, olfering a large variety of specialized products,
Furthermore, through K. Theodoridis 5.A., the Group
represents and distributes a wide selection of car accessories
designed to cover the consumers’ needs. More specifically,
the Group represents more than 10 leading trademarks

Caonsolidated turnover (€ mil)

~10.56%
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within the domain of car care products, designed 1o cover
customers needs and desires for protection, care, security
and internal and external car decoration.

The luxury cosmetics during the vear 2007 (not including the
sales concerning the joint venture with Estee Lauder]
reached 15.88 mil. euros reduced by 7.500% since 2006,
mainly due to the exit from unprofitable business. Similarly,
the car accessories sales reached 6,44 million euros in 2007
from 6.53 million euros in 2006, Earnings before interest and
taxes of the luxury cosmetics posted an increase of 33.90% to

189 million euras, while the income from the Estee Lauder
JV posted an increase of 6.59% reaching 8,60 million euros in
2007 from 807 million euros last year.

Comsalidated EBIT (€ mil)

-3.49%
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The Group’s activities in the Eastern European Countries

SARANTIS Group is ane of the leading corporations in the
broader region of Eastern and Southeastern Europe, having
exhibited an especially dynamic and sucoessful course in the
recent years, In teems of production and distribution,
SARANTIS Group possesses leading market shares in all
strategic categories of its activity, Overall, SARANTIS
Group operates in the broader region of Eastern and
Southeastern Europe, via 10 subsidiary companies, in
Poland, Romania, Bulgaria, Serbia, Crech Republic,
EXR.OM., Ukraine, Turkey, Hungary, and Russia. At the
same time, the Group maintains a powerful distribution

network in more than 30 countrics via direct exports.

The markets of Hungary (+61%), Czech Republic (+45%),
Serbia (+27%), Bulgaria (+27%), Romania (+23%), Poland
(+22%) and FYROM (+21%) have been the Group's most
significant axes of development in Eastern Europe.

A similar pasitive picture is recorded in terms of profitability
in the Group’s subsidiaries for the year 2007, Namely, Czech
Republic, FYROM, Serbia, Bulgarta, Poland and Romania
reported double-digit growth rates, reaching 43%, 77%, 33%,
79%, 66% and 33% respectively.
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With respect to the Group's new countries of aperation,
Turkey, Russia and Ukraine, it is worth to note that during
2007 the Group implemented a new penetration model in
these countries which is based on assigning the distribution
and the development of sales to local ( national distributors
and allocating costs proportionally to sales. This results ina
mare elfective distribution, a rise of market shares and an
increase in profitability, thus reversing the previous way of
operation. At the same time, through the nationwide
distribution, the Group ensures a high return on advertising,
promotion and product support expenses,

Moreaver, it is worth to mention that, according to its
cammitments, the Group completed the operations
restructuring program in the new countries within 2007. The
restructuring cost did not exceeded the initial projections
and was fully absorbed during the 9m 2007 financial results.
A a result, the fourth quarter of 2007 was net of losses from
the new countries of the Group, a fact that explains the

Growps improved 2007 operating margin,

Sales breakidown: Grewoe vs Eastern Eampe
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Poland

Sarantis Polska S.A.

Sarantis Polska S.A. distributes products of the fragrances &
cosmetics category (own brands as well as distributed
products) such as STRS, C-THRU, CARROTEN,
EVERLAST, WHISKY, NAIR, SPINBRUSH, PEARL DROPS,
as well as brands of houschold products (JAN NIEZBEDNY,
GROSIK, CAMEL, KORUNKA, AIR STOPPERS). Sarantis
Polska’s aim is to strengthen the position of each of the
aforementioned brands in the polish market. The company's
operations include the production, merchandising, storaging
and distributing the aforementioned brands, as well as
products of private label that the company produces for
major Evropean retail accounts. Sarantis Palska at present is

the market leader in the majority of the products’ categories

and also operates in other cities of Poland. Sarantis Polska’s
export department is responsible for exports and sales in
European countrivs, as well as Sarantis Group's operitions in
Southeast Europe. It also conperates with local
representatives in Russia, Belarus, Lithuania, Latvia,
Germany and France. This department was founded in 2002
and since then its contribution to tetal profitability has been

inereasing yearly

[he company’s strategy for 2008 aims at further developing
Sarantis serics, by mainly focusing on STRE, C-THRU and
JAN NIEZBEDNY. With respect to the perfume sector, its
expansion |s planned via new distribution agreements,

Consolidated turmover [€ mil)

. L) T} — ki ir
& 2007

Consolidated EBIT (€ mil)
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Romania

Sarantis Romania S.A.

Sarantis Romania 5.A., GR. SARANTIS SA subsidiary, which
was founded in September 1996, is today completing its 11th
year of operation. Since its foundation, it has been exhibiting
stahle growth, which is demonstrated by the sales growth
from 1998 until 2007, In particular, in 1998, Sarantis
Romanis sales amounted to EUR 7.1 million, whilst reached
EL'R 9.3 million in 1999, recording, thus, an increase of
31.6%. Similarly, in 2005 it reached EUR 28.7 million sales,
which in turn reached EL'R 32.2 million in 2006 and 39.6
million in 2007, increased by 23%. The major sales volume is
conducted from the headguarters in Bucharest followed by
subsidiaries in Tasi, Ploiesti, Timisoara, Kraiova and Cluj.
Mote that the company distributes Gr. Sarantis SA products
in the Romanian market, as well as distributed products such
as JOHNSON & JOHMNSON, ANTONIO PUIG, GEORGIA
PACIFIC, CHURCH & DWIGHT, and luxury brand names
such as JUVENA, LA PRAIRE, PUPA, etc.

Additionally, it is worth to note that Sarantis Romania

proceeded in December 2007 to the acquisition of the
Romanizn company ELMIPLANT.

ELMIPLANT is a cosmetics company and is considered one
of the most powerful producers of face and body care
cosmetic products in the Romanian market demonstrating
strong markel shares and brand awareness levels, Through
this deal, Sarantis Group acquired a company with
homogeneous and supplementary activities to its core
business, a fact which enables the achievement of important
synergics and cconomies of scale. At the same time, the
Group enhances the profitakility of its subsidiary company
in Romania and strengthens its presence in the market due
to ELMIPLANTS leading market share.

The company’s prospects for the vear 2008 are very positive
and a further turnover increase is expected through the
development and strengthening of its distribution network

and the import of now codes.

Consolidated turnover (€ mil)

2169%

@ 2007

Consolidated ERIT (€ mil)
33.15%
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Bulgaria |

Sarantis Bulearia L. T.1D.

SARANTIS BULGARIA LT began its aperation in 19%4,
constituting the first subsidiary of the Sarantis Group In
Eastern Europe. The network of the Group's Bulgarian
subsidinry distributes muss market, semi-selective and
selective cosmetics, household products, as well as health
and care products.

A significant portion of sales by the Sarantis Group in the
neighbouring country refers to own products, amongst
which the men's lragrance STRS, the women's fragrance lines
C-THRU and BUL the sun care line CARROTEMN as well as
the houschold products FING, GROSIK, CAMEL, AFROS0
and TUROFLO. At the same time, the Company maintains
distribution agreements with the companies JOHNSON &
JOHNSON, ANTONIO PUIG, RILKEN, CER CHURCH &

DWIGHT. WERLSKA&JOEL, LABORATOIRES INGRID
MILLET. LA PRAIRIE GROUP and ITF GROUFR.

Indicatively, mass market products distribated are: OB,
IOHNSON'S BABY, CLEAN&CLEAR, JOHNSONS,
CAREFREE, PENATEN ANTONIO BANDERAS, MANGO,
PEARL DROPS, RILKEN, EVERLAST, LOTTO as well as
the following luxury cosmetics: LA PRAIRIE, SILVER RAIN,
INGRID MILLET, EXTE, NINA RICCL, JUVENA, PACO
RABANNE, CAROLINA HERRERA, ROBERTO CAVALLIL
FERRE, DSQUARED, etc.

Finally, it is noted that SARANTIS BULGARIA maintains
the leading position in the fragrances & cosmetics (mass

market) sector as well as in the food packaging sector.

Consaolidated tarnover (£ mil)

26.82%

- mill

Consalidated FRIT (€ mil)

79.41%
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Serbia & Montenegro

Sarantis Serbia and Montenegro

Sarantis Serhia & Montenegro, a subsidiary of the Sarantis
Group, was established in 1997 with its domicile in Belgrade.
‘The Serbian company's activity includes the distribution of
own [ragrances & cosmetics und the exclusive distrbution
agreements with ather mass market cosmetic products, as
well as the distribution of own houschold products and some
luxury cosmetics. Mamely, the products distributed include,
amongst others, the men's fragrance line STRE, the women's

fragrance lines C-THRU and BL, the sunscreen line

- i
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CARROTEN, the CAMEL shoe products and the products
FING, GROSIK, TUB-COFLCOY, as well as the [ragrances
AMNTONIO BANDERAS, ELITE MODEL, MANGO,
SPIRIT, EVERLAST, YACHTMAN, ctc

The prospects of the company for the year 2008 are
particularly positive as a new turmover increase is expected
via the further enhancement of the distribution network, the

introduction of new product codes as well as exports,

Comsolblated terneaver (€ mil)

26.87%

Coansalidated FEIT (€ mil)

33.08%
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Like the Serbian subsidiary, Sarantis Skopje was established
in 1997 with its domicile in Skopje. Its main activity is the
trade and distribution of own and distributed fragrances &
cosmetics, as well as own househaold products. The products
distributed include amongst others the men's fragrance line
STRZ, the women's fragrance lines C-THRLU and BU, the
CAMEL shoe-care products and the household products

FIND, GROSIK, AFROSO and TUB-O-FLO, as well as the
fragrances ANTONIO BANDERAS, MANGO, EVERLAST, ste.

The company’s prospects for 2008 are highly positive and a
turnover increase is expected via the introduction of new
product codes in the market,

Consalidated turnover (€ mil) Consalidated EDIT (€ mil)
20.76% 76.64%
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Czech Republic

Sarantis Czech Republic, s.r.0.

SARANTIS CZECH REPUBLIC acquired its current name
in 2004 following its previous name PACK PLAST CZECH.
The company was established in 1998 and operated
essentially as a distributor of the Polish company
PACKPLAST.

Mine years later, it now distributes in CZECH and SLOVAK
REPUBLIC its own fragrances and cosmetics in bath
markets, such as the men's fragrance STRB, the women's
fragrance lines C-THRU and BU and the sun care line

AMNUALRTFOERTOT o

CARROTEN, Moreover, the presence of houschold products
is alen significant in the Czech market, with FINO and
KORUNKA constituting the basic products. It is also noted
that SARANTIS CZECH REPUBLIC has agreements for the
distribution of products by the companics CEP
(semi-selective brand: Everlast) and CHURCH & DWIGHT
(Pearl Drops & Spinbrush].

For the year 2008, a new turnover increase is expected via
the further development of its distribution network and due
to expansion of the products it distributes.

Comsolidated turnover (€ mil)

45.26%

451 546
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Hungary

The company was established in 2006, Its activity includes
the distribution of own produced male & female fragrances
& cosmetics of Gr. Sarantis SA (STRE, C- THRL!, BU &
CARROTEN) and own produced honsehold products of Gr
Sarantis SA (FING & TUB-O-FLO), as well as the
distribution of Everlast (a mass market fragrance line). The

distribution of the products is done through sales in all

channels of distribution [70% key accounts & perfumery

shops, 15% wholesalers and 5% retailers).

It is worth to mention that Sarantis Hungary posted a 61%
increase in sales this vear, the highest amongst the Groups
countries of operation, as turnover reached 1.70 million

euros in 2007 from 140 million euros in 2006

Consalidated turnaver (€ mil)

RO

Comalidated EBIT (€ mil]



Turkey, Ukraine, Russia

Sarantis Turkiye, Sarantis Ukraine

Turkey, Ukraine and Russia are the new countries where
Sarantis Group established subsidiaries during the years
2005 and 2006 in the context of the Group's geographic

expansion in the region of Eastern and Southeastern Europe.

Thiese new countries were during 2007 one of the Group's
top priarities having as a goal the successful transition
towards the new operations model based on the
strenpthening of the distribution network and the sales
growth through a local national distributor. The new
distribution model presupposes not fixed but proportionate
tio sales costs allocation. Moreover, products distribution is
guaranteed resulting to a more efficient advertisement

expense and support.

» Sarantis Russia

Within this context and based on its commitments, the
Group successfully completed the operations restructuring
program in the new countries within 2007, and more

specilically i Ukrame with the company CONRIL, in

Turkey with EVYAP Company and in Russia with the OLMA

Trading Company. These companies have a long experience
in nation-wide coverage and have their own distribution
nietworks (warchouses, distribution and order-taking)

throughout their countries.

The Group distributes through the three new countries the
wwn produced Fragrances & Cosmetics, C-THRU, BL and
STRAS, as well as the suncare CARROTEN in Turkey.

Capsolidated turmover (€ mil)
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Sarantis group exports

constantly on the look for new export opportunities
. !

The company operates a powerful distribution network in
mmore Lhan 30 countries through distribution agreements
with local companies. This network covers mainly the
peopgraphical region of Central and Eastern Europe, the
Balkans, North Africa and the Middle East. The “direct

exports” countries are Azerbaijan, Albania, Armenia, Belarus,

Belgium, Bosnia, Croatia, Cyprus, Egypt, Estonia, Ethiopia,
Italy, Kazakhstan, Lebanon, Lithuania. Letonia, Malta,

Moldova, the Netherlands, Portugal, Slovakia, Sweden, Svria,

ared the United Arab Emirates. “Direct Exports” are realized

through two main "hubs” in Greece and Poland, whereas in
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certain cases, the exports are realived and monitored

through subsidinry companies,

The Direct Exports department is constantly an the look for
new export opportunitics, as well as, for the opening of new
markets {countries) that show growth potential and strong
development, The main target is the expansion to Latin
America and Asia, with particolar focus on India and
Indonesia, as well as the further development of our
presence in Morth Africa, the Middle East and the Far East

egions.
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Milestones 2007

The Group’s constant financial growth throughout 2007 rewards our strategic choices.

A series of achievements that serve our long-term objectives were ac omplished

resulting in the growth of our Groups financial iigures

In line with its strategy for further strengthening and
expanding its leading position. the Group launched in 2007
new products in its core categories, thus enriching the own
brand portfolio ofered to the market.

An indicative example is Muostang, the new male fragrance that
Sarantis Group launched in collaboration with Estee Lander
Sarantis Group, having acquired extensive knowledge and
experience throughoot the years in the development and
production of fragrances, had an integral role in this partnership
as the designer and manufacturer of the Mustang fragrance.

It is reminded that Mustang was first launched ona pilot
bhasis in July 2007 with 1m units distributed amongst others,
through the chain stores Sears, [CPenney, Kohl's, Wal-Mart,
CWS and Target, as well as in the wider retail market and
pharmacy chains, while an additional order of 400,000 units
followed in the fourth guarter of 2007,

It is worth to note that the advertising campaign carried out
during July-October 2007 by Estee Lauder was particularly
successful as Mustang ranked first in the category of male
fragrances after only four months of sales. At the same time,
it is reminded that Mustang was granted the Award for the
“Breakthrough Product of the Year, by the fifth Annual

W DBeauty Bix Awards issue, a fact that underlines the
Group’s expertise in design, manufacture and production.

In addition, it is important to highlight the new improved
product line of CARROTEN which was developed in 2007
and includes ingredients and products following the latest

The Group's financial results for the vear 2007 in Eastern
Eurape where it operates through subsidiaries have been
particularly satisfactory, It is worth (o mention that,
following the Group's strategic decision 1o increase its
activity in the foreign markets, the participation of the
foreign countries’ turnover to Total Group Turnover was
over 55%. More specifically, the old foreign markets posted
an increase in sales of 24.43%, reaching 131.584 million Euro
from 105.95 million curo. The participation of the foreign
markets to Total Group Turnover increased to 55.61% in
2007 from 51.27% in 2006,

The markets of Hungary (+61%). Czech Republic (+45%),
Serhia (+27%), Bulgaria (< 27%), Romania (+23%), Poland

international trends in the area of cosmetics research &
development. offering the ultimate protection. At the same time,
it offers new ergonomic and modemn packaging targeting on
practicability and ergonomics during usage: In the fresh line,
new, unigue products that are distinctive for their innovation
and which contribute not only to tropical suntan bat akso to high
skin protection and caring with 2 soft touch are being offered.

Furthermore, the beer shampoo, ORZENE was renewed,
otfering a new system of protection and hydration by
combining beer's nutritions qualities with helianthus’
beneficial action and UV filters’ protection resulting in soft,
deeply nutritiows and fully-shined hair.

Additionally, the household products category was boosted
with the new SANITAS aromatic garbage bags that are
unigue not only for the special guality and endumnee but
also for their ability to perfectly cover the smells of the bin.

Also, the household products category refreshed the TEZA
line, creating a new product line constituted of high-quality
goods in order o cope with moth. The new line TEZA
MOTH protects and perfumes clothes through a complete
product range that covers all needs,

Important developments have also been noted in the Group's
Health & Care sector, since the addition in its product
portiolio ol QENORBIOL, the French company specialising in
food supplements aiming at enhancing the beauty and health
of both skin and hair, strengthens the Groups leading
position in the food supplement and vitamin market,

(#22%) and FYROM (+21%) have been the Group's
muostsignificant pxes of development in Eastern Europe,

A similar positive picture is recorded in terms of profitability
in the Group’s subsidiaries for the vear 2007, Namely, Crech
Republic, FYROM, Serbia, Bulgaria, Poland and Romania
reported double-digit growth rates, reaching 43%, 77%, 33%,
79%, 66% and 33% respectively.

The particutarly satisfactory results of the aforementioned
muarkets contribute in establishing the Group's position by
attaining larger market shares and prevailing against the
existing competition,



mment of O new poenciraien m
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Turkw Ukraine and Russia are the new countries where
Saruntis Group established subsidiaries during the years of
2005 and 2006, In 2007 the Group decided to apply a new
madel of operation in these new countries effectively using a
local national distributor for the distribution and the

development of sales and applying a cost allocation
proportionate to sales.

According to its commitments, the Group completed
successfully the restructuring program within 2007 in all
three countries. The new penetration model results ina
maore effective distribution, a rise of market shares and an
increase in profitability, thus reversing the previous way of
operation. At the same time, through the nationwide

yutlsdtiom of i Lopnang 1 VLT
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to meet its strategic goal of becoming the leading consumer
products company in the Eastern Europe, Sarantis Groap signed
in December 2007 an agreement on the acquisition of the 100%
of the capital share of the Romanian company ELMIPLANT,
thruugh its subsiciary SARANTIS ROMANIA SA.
The ELMIPLANT Company was first established in 1992 and
its main activity is the design, production and distribution of
cosmetic products. ELMIPLANTS core business is in the face
care, body care and sun care products, while the company also
produces products for the male and baby care as well as the hair
treatment, all of which are based on natural ingredients

M COmMpany s participation in ket M
GILSARANTIS 5.A. pmeiedmbecembermmﬂmsd:
of the 49% of the share capital of K.P. MARINOPOULOS, a
wholesaler and distributor of pharmaceuticals,
Sarantis Group, in accordance with its strategy that is
Installation of a SAP packag
Within the framewark of its strategic decision for development
and further strengthening and aiming, amongst others, at
reinforcing its organisational excellence, Sarantis Group
started in September 2007 to install a SAP system. This way,
the Group can better meet the needs of bath the modérn
market and the competitive environment, wherein it operates.
Sarantis Group's objective is to acquire a new tool, which will
benefit the Group not only through the use ol common Data

inSarantis Grouop

s e markets ol Turkey, Bussio dod U]

distribution, the Group ensures a high return on advertising,
promotion and product support expenses.

WA

The change of the business model in the theee countries was
completed in a timely way by the Group, while since the first
semester the operating as well as the fixed expenses of the
Growps subsidiarics in these countries were reduced in
anticipation of the model change. The restructuring cost did
not exceed the Groups initial projections and was fully
absorbed during the 9m 2007 financial results. As a result,
the fourth guarter of 2007 was net of losses from the new
countries of the Group, a fact that explains the Groups
improved 2007 operating margin.

and herbs.

ELMIPLANT is considerve one of the most powerful
producers of face and body care cosmetic products in the
Romanian market demonstrating strong market shares and
brand awareness levels,

Through this deal, Sarantis Group acquires a company with
homogeneous and supplementary activities to its core
husiness, a fact which enables the achievement of important
synergles and economies of scale. At the same time, it
enhances the profitability of its subsidiary company in
Romania and strengthens its presence in the market due to
ELMIPLANT s leading market share.

o M TS 5

focused on the exit from non-core business categories, aims,
with this transaction, to further improve the Group’s cash
flows in order to materialize its plans for acguisitions in its
old countries of operation.

Centre and a software shared among all companies/countries,
but also through “Business Unification” which will be achieved
by means of applﬁngaompqwﬂﬂm lﬂpmoem
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Consolidated ERITDA (€ mil)

Consolidated EBIT (€ mil)

Consolidated EATAM (€ mil)

Consolidated turnover activity breakdown (€ mil)

Consolidated EBIT activity breakdown (€ mil)
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Financial Results 2007
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Sarantis Group presented significantly improved financial results in 2007
as a result of the Management's strategic choices

[urnovier Analyvsis
In 12m 2007 consolidated turnover increased by 12.19%. [t is
noted that on a comparable (like to lHke) basis (Le. excluding
(i} PET revenues (€ 0.227mil. in 12m 2006 versus €0 in 12m
20077 and (i) revenues from services to Estee Lauder |V
(EL.047mil, in 12m 2006 versus €0 in 12m 2007] turnover

increased by 12.%%. During the period under consideration,
we note strang growth rates in fragrances & cosmetics and
houschold products. In geographical terms, we underlie a
strong growth pattern across all Eastern European regions.

Earmings Belore Interest Taxes Depreciation and Amortization (EBITDA)

We note EBITDA growth rate of 14.08% to €37.46 mil. in
12m 2007, The ERTTDA margin in 12m ‘07 increased to
15.51% of the consolidated turnover from 15.25% in 12m
2006. This increase is of particular importance considering

Earnings before Interest and Taxes (EBIT)
Earnings before interest and taxes posted a 15.89% increase
to €33, 94 mil. from €29.29 mil, in 12m 2006,

Profit Belore Taxes
Earnings before Tax for 12m 2007 amounted to €40.06 mil,
compared to €29.29 mil. in 12m 2006, resulting o an

Earnings After Taxes and Minorities (EATAM)
The Earnings after Tax and Minorities (EATAM] reached
€31.92 mil. in 12m 2007, compared to €22.67 mil. in 12m
2006, increased by 40.80%.

the new countries’ one-off restructuring cost of 5.27 mil,
which was recorded within the financial year 2007 and the
absence of income from the atfiliated Company K.I'
Marinopoulos S.A. of €1,6 mil.

increase of 36,79%, mainly driven by the proceeds from the
sale of the afliliated company K.P. Marinopoulos S.A.
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ecome the #1 marketing and «brand-selling» organization,

Throughout the recent years Sarantis Group has demanstrated a very dynamic and successful growth course,

Up to now the company has achieved:

@ Leading position in the production and distribution of consumer goods in Eastern

and South-Eastern Europe;
@ Leading market shares;

@ strong presence in the Eastern and South-Eastern Europe via 10 subsidiaries
and a powerful exports network in more than 30 conntries around Europe, Asia, Africa and America

The main strategic goals behind the Group’s successful course of development are the following:

ﬂ Organic growth in the major SBUs and emphasis on the own products
%9 Increaseof the Eastern Furopean sales contribution to the total turnover

4 New product development & investment in R&D

% Acquisitions of companies of similar activity in the old countries of the group

%3 Installation of an SAP system

%3 Further geographic expansion through direct exports
4@ Emphasison the Group's new model for penetration in new markets

More specilically:

W@ Orzanic growth in the major SBUs and emphasis on the own brands

The company invests in its own brand portfolio o ensure
steadily increasing market shares in Greece. Likewlse, with
regards to the Eastern and South-Eastern Furapean
countries Sarantis own brands gradually attain a stronger
presence by means of the powerfu] distribution network that

the Group has established in the area.

The own brands participation to total Group sales reached
67.5% in 2007 compared to 64% in 2006 and 61 % in 2005,
whereas the goal Is to reach 80% within the next three years,

@ Increase of the Eastern European sales contribution to the total turnover

The Group aims at a gradual increase of the Eastern
European sales share in its total turnover maintaining at the
same time the high growth rates of its sales in the old
countries.

According to this, the goal for the sales abroad is to rise o
75% of the Group's total turnover within the next three years,
while the foreign countries sales percentage reached 51% in
2006 and 55,6% in 2007,

4 New product development & investment in R&D

The Group invests as much in the constant improvement of
the existing products as in the development of new ones,
based on the know-how and long experience and with
respect b the quality assurance control that guarantess the
optimal quality of cach and every product.

In the state-of-the art production premises located in the
privately owned #0000 m? landspace in the area of
Viotia-Oinofyia, Sarantis Group R&D team explores, invents
and develops new formulas and technologies aiming at
meeting customer needs as regards innovation and high



quality perfumes, cosmetics and sun-protection products,
The mast typical example is that of the male fragrance
Mustang, the design and development of which was
undertaken and completed by Sarantis Group utilizing, thus,
its long experience. The fragrance is widely recognised in
the U'SA, whiere it was first launched in the beginning of July

ANNUALREMORTOF °

217, as a result of the Group’s co-operation with the Aramis
& Designer Fragrances Company, which belongs to the
international Estee Lander Group of Companies,

The fragrance won the "Breakthrough Product of the Year®
prize awarded by the WWD BEAUTY BIZ magazine.

@) /\cquisitions of companies of similar activity in the old countries of the Group

The Group attempts its further development through
aequisitions in the old countries. Within this context, the
Group zequired the Romanian cosmetics company
Elmiplant, a move that strengthens the profitability of the
Group’s subsidiary in Romania, Sarantis Romania, and
reinforces its presence in this market.

@ Installation ol an SAP system

Sarantis Group installed at the beginning of September 2007
a SAP package. This reflects the Management's decision to
meet the needs of the competitive environment it operates,
aiming also at achieving its goal for the establishment of a
company characterized by organizational excellence and
value,

The benefits shall arise not only from the shared Data Center
and the shared software among all companies | countries but

The abjective is the continuous investigation of potential
targets for acquisition within the older markets of activity,
provided that each company holds satisfving market shares,
profitability and an expense structure allowing the greatest
possible exercise of synergles after the acquisition.

also from the “Business Unification™ by means of applying
compound flows and processes, compound operations,
compound and unified structures and unified policies and
principles throughout the Group and more particulacly in
the fields of Market Organization. Sales Organization.
Customer [ Supplier Files, Accounting, Cost and Profit
Centers, Global Agreements, etc,

& Further geographic expansion through direet exports

The company operates a powerful distribution network in
mare than 30 countries through distribution agreements
with local companies. This network covers mainly the
geographical region of Central and Eastern Europe, the
Balkans, North Africa and the Middle East. The Direct
Exports department is constantly on the look for new export

appartunities, as well as, for the opening of new markets that
show growth potential and strong development. The main
target is the expansion to Latin America and Asia, with
particular focus on India and Indonesia, as well as the
further development of our presence in North Africa, the
Middle East and the Far East regions.

@@ Fmphasis on the Group's new model for penetration in new markets

During 2007, one of the most important priorities for the
Group was the new counties, i.e. Ukraine, Turkey and Russia,
in order to ensure a successful transition to the new model of
operation. For this reason, the Group signed agreements
with local / national distributors in the above countries and
more specifically in Ukraine with the CONRIL Company, in
Turkey with the EVYAP Company and in Russia with the
OLMA Trading Company. These companies have a long

experience in nation-wide coverage and have their own
distribution networks (warehouses, distribution and
order-taking) dirnug,hnuuhdrmtrﬂs.'lhg new mod

market shares and ;
the previous way
nationwide distrib
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Atleding value to our

With a sense of responsibility guiding

ns & Share figures

Ehmu a significant increase during 2007

our general stance and

practices, the Investor Relations Division of Sarantis Group
operates as a two-way communication channel with the
domestic and foreign investment community, ensuting the

provision of equal, reliable and timely
interested parties,

information to all

Within this context, the division undertakes various actions,
which in 2007 - by way of indication - included the two
General Meetings, teleconferences and personal meetings
with financial analysts and institutional investors as well asa

corporate presentation of to investors

at Oinofyta in Viotia,

combined with a tour in the factory premises,

Investment Market Facls

Reuters Ticker. SRELAT
Bloomberg Ticker. SAR GA
Closing Price (31/12/07) £14.00
No. of Shares. 38, 146,940
Market Cap E534.0 mil.
52wk High €14.52 at 12/12/07
52wk Low, £6.60 at 5/03/07
Price & Volume-52 wecks

Wil [1H01

elationship with our shareholders

Also during this vear, we participated in 14 Roadshows and
conferences in Europe and organtsed over 140 mectings with
Greek and Forelgn investors,

The company's share price shows a significant increase
during 2007, On January 2nd, 2007 the share traded at EUR
8.06, while on January 2nd, 2008 it amounted w EUR 14,54,
thus posting a 80.4% [ncrease,

It is worth noticing that the volume of transactions of shares
during 2007 remained at high levels, as the average daily
volume of transactions reached 114,000 shares.

Sharcholding December 2007
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Board of directors & Management committee

Board of dirdctors
Gregory Sarantis s/o Pantazis, Chairman (executive member)
Kyriukos Sarantis s/o Pantazis, Vice Chairman & Chief Executive Officer (executive member)
Nikolaos Evangelou s/o Pantelis, Exccutive member
Konstantinos Stamatiou s/0 Fokionas, Executive member
Konstantinos Rozakeas s/o Petros, Executive member
Pantazis Sarantis s/o Grigories, Non-executive member
Aikaterini Saranti d/o Pantazis, Non-executive member
Fotios Bobolas, s/o Georgios, Independent - Non-executive member
Nikolaos Kontidis, /o Kanstantinos, Independent - Non-executive member

Managementl commitbe

Sarantis Kyriakos
Ayiostratitis Antonios

Evangelou Nikolaos
Lekkas Manolis

Aris Chris
Papanikelaou Dimitrios
Rozakeas Kanstantinos
Skitsos Loukas
Stamatiou Konstantinos
Christopoulos Stathis
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SARANTIS

Greal brands for everyday




