NOTOS COM GROUP

Financial Results for 2005
- Stable growth in consolidated turnover and operating profit

- Impressive growth in the Group's net profit

- Department stores, cosmetics and apparel were the strongest contributors in revenues

- Satisfactory growth in the Group's International activities

Group Turnover on IFRS standards reached 276.89 mln euro in FY 2005 v. 258.62 mln euro in 2004, an increase of 7.06%. 

EBITDA for the same period was 44.69 mln euro v. 41.69 mln euro in 2004, increased by 7.20%. 

EBIT closed at 34.95 mln euro, an increase of 15.54% v. 2004 when it was at 30.25 mln euro. 

EBT at the end of 2005 reached 32.10 mln euro v. 27.70 mln euro in 2004, with  an increase  of 18,58%. 

ΕΑΤΑΜ maintained the trend of previous quarters in 2005 reaching 21.45 mln euro at year end v. 17.18 in 2004, an increase of 24.85%. 

It is noted that on 31/10/2005, the merger by absorption of subsidiary AIAKOS SA into Notos Com was finalized, resulting in an 2.3 mln increase in the number of shares which are now 71.08 mln.

Turnover Breakdown 

Group turnover is split between the Notos Galleries Department stores, cosmetics and personal hygiene products, wholesale and retail of apparel, international activities and stationery. Department store turnover reached 109.70 mln euro at the end of FY 2005 representing 39.62% of Group turnover, while compared to FY 2004, there was an increase of 2.11%. This percentage increase is considered satisfactory by Management given increased competition and adverse conditions in the market. The Notos Galleries Home Department Store registered a significant 40% increase in turnover compared to 2004, reaching 17.8 mln euro from 12.7. The highest growth rate in turnover however (64.67%) was registered in the group?s international activities reaching 14.59 mln euro. This is forceful justification of Management's entrepreneurial choices, an effort which continues with an aim to a more dynamic penetration of foreign markets. The retail of apparel managed a 10.62% increase in turnover reaching 28.96 mln euro at the end of 2005. By the end of the year the company's retail network consisted of 54 stores v. 49 at the end of 2004. Of these, 4 were opened in the Athens Mall and one Ralph Lauren boutique in the center of Athens. The annual growth rate was lower than that achieved over the first 6 months due to the fact that a number of stores were closed down for a period in the 3rd quarter for renovation. The Cosmetics unit showed an increase of 8.05%, reaching 65.2 mln euro in sales, primarily due to the contribution of the relatively newly acquired Clarins and Thierry Mugler brands. The Wholesale of apparel registered sales of 60.3 mln, up 8.86% year-on-year, an increase associated amongst others with the maturity of certain brands acquired over the last couple of years. Notably, the numbers are directly comparable since there has not been a change in the range of traded brands in the year.

Geographical Turnover Breakdown 

With Greece representing 94.73% of total Group Turnover at 262.3 mln euro the interesting factor is the progress in countries outside Greece in which the Group has a presence, i.e. Bulgaria, the Czech Republic, Cyprus, Poland, Slovakia, Rumania, Austria, Hungary, FYROM, Turkey, Croatia and Slovenia.  Te greatest turnover growth was recorded in Poland, reaching 1.04 mln euro compared to 0.58at the end of 2004. This growth is associated with the opening of 3 new stores, as a result of which the Group now has 7 stores in the country. Cyprus followed with a growth of 26.56%, a country which has reached a state of maturity, with sales of 2.43 mln euro v 1.92 mln euro in 2004 . The Czech market, on which Group Management places a particular emphasis, had a 21.61% growth, at 2.42mln euro v. 1.99 mln euro in 2004. 4 new stores were opened in 2005, while an additional one was opened in 2006, so that now there are 10 stores in total. 

Prospects and Targets 

Group Management has active control over the retail network, with an option to alter the brand(s) traded through any particular store, taking advantage of the multiplicity brands under management. This policy is actively pursued in the Department Stores as well with an aim to achieving the most efficient use of selling space with the optimal combination of merchandise. The further penetration into the Eastern European market is a strategic decision by the company which is being pursued at an increasing pace. Turnover from international activities are expected to represent 10% of Group turnover by the year 2008, compared to 5.3% in 2005 and 4.1% in the 9 months to September 2005. 

