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Overview of results for 2Q06

A strong first half of the year, on track to deliver full year 2006 above expectations

Another quarter of strong growth, following an already outstanding first quarter

 Exceptional results behind strong growth in both wholesale and retail, across all regions
� Retail comp sales up by 6.4% for the entire Division

� Retail North America
> Comp sales: up by 6.8%, continuing to outpace U.S. retail sector
> Another strong, above-average quarter by LensCrafters
> Sunglass Hut posts a record fifth quarter in a row of double-digit comp sales, at over 11%
> Pearle Vision: mid single-digit comp sales, third consecutive quarter of positive results

� Retail Asia-Pacific: good performance in the optical segment
� Wholesale: 

� Another extremely strong quarter with sales to third parties up by 27.1%
� Operating margin in line with Group all-time highs, at 27.8%

 Profitability jumps another 230 bps, from an already high consolidated operating margin level
� Retail: up 200 bps, mainly driven by North America
� Wholesale operating margin up 330 bps
� Nearly no currency impact, non-cash expenses for stock options of €11 million

 Working capital
� More improvements vs. 2Q05 in inventory, receivables and payables: -7 days

Notes: Comparable store sales figures are in local currency



2Q06 Financial Highlights
Consolidated Income Statement, Millions of Euro

Notes: All figures are in accordance with U.S. GAAP.

 Net sales
� Retail
� Wholesale

 Operating income
� Retail
� Wholesale

Net income

EPS (€)

EPS (US$)

2Q06 2Q05 ∆∆∆∆ margin 2Q06

1,294.8
907.1
486.4

217.4
126.1
135.2

121.2

0.27

0.34

margin 2Q05

1,145.6
842.9
368.3

165.7
100.6
90.3

91.1

0.20

0.25

13.0%
7.6%
32.1%

31.2%
25.3%
49.7%

33.1%

-

-

-
-
-

16.8%
13.9%
27.8%

9.4%

-

-

-
-
-

14.5%
11.9%
24.5%

7.9%

-

-



1H06 Financial Highlights
Consolidated Income Statement, Millions of Euro

 Net sales
� Retail
� Wholesale

 Operating income
� Retail
� Wholesale

Net income

EPS (€)

EPS (US$)

2,182.6
1,599.6

695.2

302.2
177.1
168.0

167.4

0.37

0.48

2,556.8
1,798.0

942.0

408.9
238.3
253.6

224.5

0.50

0.61

17.1%
12.4%
35.5%

35.3%
34.5%
50.9%

34.1%

-

-

-
-
-

16.0%
13.3%
26.9%

8.8%

-

-

-
-
-

13.8%
11.1%
24.2%

7.7%

-

-

1H06 1H05 ∆∆∆∆ margin 1H06 margin 1H05

Notes: All figures are in accordance with U.S. GAAP.



Notes: All figures are in accordance with U.S. GAAP. Net debt, EBITDA, Net debt/EBITDA and Net working capital are non-U.S. GAAP measures. For non-U.S. GAAP 
measures, see Appendix for additional disclosures. In the Net Debt/EBITDA ratio, EBITDA is calculated for the twelve months ending on the respective date. 

1H06 Financial Highlights

 Fixed assets

 Intangibles

Net working capital

Shareholders’ equity

Net debt

Net debt / EBITDA

Consolidated Balance Sheet, Millions of Euro

June 30, 2006 Dec. 31, 2005 June 30, 2005

738.5

2,591.5

412.0

1,996.2

1,505.2

1.65x

735.1

2,695.2

283.0

1,954.0

1,435.2

1.80x

685.4

2,698.6

398.4

1,701.2

1,673.2

2.35x



 A stronger brands portfolio
� Strong momentum for fashion and luxury brands, to continue into the second half
� Ray-Ban continues to deliver outstanding growth
� Burberry launch

 LensCrafters
� Launched new store format, results are already extremely encouraging
� Will have 60 new format stores by year-end, 55 of which will come online in the second half

Sunglass Hut
� The new, completely fashion-focused store environment is attracting the right profile of customers
� Lots of new stores coming on line – all in desirable locations 

Pearle Vision
� Line-by-line P&L improvement proved that the new business model is the right one
� Targeting double-digit operating margin by year-end
� Added 100 new stores in the last nine months, more to come

Retail Asia Pacific
� OPSM already delivering results
� Laubman & Pank is finally a reality … and with much room for improvement
� Sunglass Hut ready in time for the key sun season 

Wholesale organization
� Significantly stronger
� Already reached high levels of efficiency even as it continues to improve

Emerging markets
� Already outpacing growth rates of developed markets, plenty of new market opportunities

� Russia, India, Middle East, South Korea, Turkey, Mexico and Latin America 

Looking to the second half of the year

On track to deliver a full year 2006 above our original forecast

Two strong quarters of growth behind us, more growth ahead



Original outlook

EPS
�Between €0.89 and €0.91
�Between US$1.11 and US$1.13

€ to US$ exchange rate
�€1 = US$1.2444(1)

Revised guidance for FY 2006

EPS (€) 0.76
0.89-0.91

FY 2005 FY 2006

+18-20%

Revised guidance

EPS
�Between €0.93 and €0.94
�Between US$1.16 and US$1.17

€ to US$ exchange rate
�€1 = US$1.2444(1)

EPS (€) 0.76

0.93-0.94

FY 2005 FY 2006

+23-24%

(1) Reflecting actual average exchange rate for fiscal year 2005



2Q06: Optical Retail in North America

 Now nearly two consecutive years of strong 
results

 Performance driven by fashion and luxury 
products
� Premium frames, high value-added products and 

lenses 
� Luxury and fashion frames now at 40% of sales, 

up from 32% for 2Q05

 Highly promising results from roll-out of new store 
concept
� Launched in April (Manhattan flagship store)
� Already 5 stores open 
� Comp sales running at +20%
� Will have a total of 60 stores by year-end

Strong core optical business with room for additional growth, especially Pearle Vision

LensCrafters: continued strong delivery

 Third consecutive quarter of mid single-digit comp 
sales

 Heading for double-digit operating profitability at year 
end
� Line-by-line P&L improvement 
� Improved cost structure: labor, in-store labs, waste 

and more
� Less promotion-driven

 Strong delivery on strategy
� Strong focus on high value-added products, 

including lenses
� Focused on brands
� Luxottica frames: 64% of units sold

 

 Already working to strengthen the store base
� Added over 100 new corporate stores in past nine 

months
� For 2007: targeting 50% increase in corporate 

stores count vs. 2005

Pearle Vision: now a reality



LensCrafters’ new store format



 Stepping up growth 
� Canada is US$1.4 billion market
� Acquired 101 stores in nine months
� Re-branding all stores to Pearle Vision
� With 114 stores, Pearle Vision will gain full 

national coverage

Latest acquisition: Shoppers Optical
� A total of 74 stores nationwide
� 26 of which in highly-populated Ontario
� Full-service central lens finishing lab with A/R 

coating capability
� Customer profile already similar to Pearle’s

The Pearle Vision opportunity: starting with Canada

Only step one in the growth of the Pearle Vision brand in North America

Replicating our leadership in Canada 



2Q06: Sun Retail in North America

Outstanding results today, but still just the beginning 

Sunglass Hut: the other driver of growth for the second half of the year and beyond

 Fifth quarter in a row of double-digit comp sales

The new, more fashionable Sunglass Hut concept is clearly working
� Completely fashion-focused store environment more appealing to target consumer
� Better product, better communication, better overall

 Exit from the watch business will add to profitability
� Progressively liquidating the watch business in sun stores
� Closing, selling or converting most stand-alone watch stores by year-end 2006

 Work on the store base is delivering strong results
� High-volume stores (over US$750,000) up by 24% YTD
� 58 remodels/relocations (a total of 170 by year end)
� 16 stores opened, 82 additional stores in 3Q and 4Q (a total of 108 stores by year-end)
� 27 stores closed (a total of 157 stores by year end, of which approx. 55% are stand-alone watch 

stores)

 



 A positive quarter
� OPSM continues to be the best performer

Focusing on fashion as a driver of growth 
� Increasing penetration of Luxottica brands
� Accelerated Fashion and Fashion Walls programs 
� Strong advertising and PR support

 Continuing to focus on the store base
� Key to present and future growth 
� Opened 11 stores (a total of 30 by year end)
� Remodeled 11 stores (a total of 42 by year end)

Laubman & Pank is also becoming a reality
� Further improvement in profitability, still underdeveloped in some regions

Sunglass Hut
� Ongoing reorganization
� Acquired 25 stores in Australia and New Zealand (VMD)
� Will be ready for the key sun season

Strong core optical business with room for additional growth

Australia/New Zealand

2Q06: Retail in Asia-Pacific



2Q06: Retail in China

Plenty of strong signs, China is only at the beginning

Mainland China & Hong Kong: another important step forward

 Now in all top four China markets
� Modern Sight acquisition in Shanghai, the reference market for fashion and lifestyle 
� A total of nearly 300 optical stores in Mainland China and Hong Kong

 Focusing on the infrastructure to build the market leader
� Store base, systems, product and supply chain
� New POS now in 60% of the Beijing store base
� Luxottica products already at 27%, heading higher

Working on the store base
� Flagship store: sales up by 52% since re-opening
� Opening soon 4 stores with the new format in Beijing
� 25 new format stores in Beijing by December, 13 of which by September

Ming Long: transaction expected to close by July 31

Hong Kong: already seeing the results of the new strategy
� 70% of the effective store base already in the new format
� Average ticket up by 25% YTD
� Sales of luxury frames increased by 150%



Testament to the strength and potential of the Sunglass Hut brand beyond its traditional footprint

 Franchising agreement with Azal Group

� 50 Sunglass Hut stores in one of the markets with 
the highest potential for fashion and luxury goods

� Stores will carry only Luxottica brands, nicely 
complementing and supporting existing wholesale 
presence in the region

� New openings initially to focus on existing and 
soon-to-be-open high-end shopping malls in the 
United Arab Emirates and Saudi Arabia

� Azal Group is an anchor tenant in the Middle 
East

Retail: continuously working on other opportunities 

Saudi Arabia

United Arab
Emirates

For example, Sunglass Hut in the Middle East



(1) Wholesale sales to third parties
(2) Wholesale sales to third parties, at constant exchange rates

 Strong sales growth, another jump in profitability
� Main drivers: stronger brand portfolio, much improved 

selling and distribution structure

 Strengthening leadership in fashion and luxury
� Total fashion and luxury sales up by 44% vs. 2Q05 
� Further increase in fashion and luxury

 Strong performance by all brands
� Ray-Ban: heading for a fourth year in a row of +20%
� Dolce & Gabbana: continues to grow, but still only the 

beginning
� Best performers: Bvlgari, Chanel, Prada and Versace

 Growth coming from both sun and ophthalmic 
collections

Two outstanding quarters, now targeting a YoY improvement in operating margin for FY 06 of approx. 200 bps 

A record quarter More growth in all regions

2Q06: Wholesale

 Continuing to strengthen market position, strong performance 
in all key markets

 (Sales breakdown by region, 1H06) (1)

 (YoY% changes by region, 1H06) (2)

� Europe: +28.3%
� Americas: +30.8%
� RoW: +23.2%

Europe
63.5%

Americas
21.5%

RoW
15.0%



Give the Gift of Sight – A Luxottica Group Foundation

Half-year update

 International

 7 missions, 197,970 people helped in 1H06 
� Sonora, Coatzacoalcos & Cordoba, 

Vera Cruz & Jalapa and Mexico City – Mexico
� 28 missions to Mexico since 1994
� 598,128 people helped during clinics

� Panama
� 4 missions since 1992
� Over 73,000 people helped in seven cities

� Romania
� Second mission in two years
� Over 60,000 people helped in four cities

� Ecuador
� Fourth mission since 2003
� Over 82,000 people helped in four cities including third millionth recipient in 2003

 North America

 Domestic Missions:
� 8 Missions: Pueblo, NM - Houston, TX - Chicago, IL - Bridgeport, CT - Hartford, CT
� 9,547 children helped, 6,265 required glasses (78%)

 Vision Van Clinics:
� 32 clinics in 19 States, 5 clinics in Canada
� 5,491 children helped, 4,753 required glasses (87%)



 Certain statements in this press release may constitute “forward-looking statements” as defined in the Private Securities 
Litigation Reform Act of 1995. Such statements involve risks, uncertainties and other factors that could cause actual 
results to differ materially from those which are anticipated. Such risks and uncertainties include, but are not limited to, 
fluctuations in exchange rates, economic and weather factors affecting consumer spending, the ability to successfully 
introduce and market new products, the availability of correction alternatives to prescription eyeglasses, the ability to 
successfully launch initiatives to increase sales and reduce costs, the ability to effectively integrate recently acquired 
businesses, including Cole National, risks that expected synergies from the acquisition of Cole National will not be 
realized as planned and that the combination of Luxottica Group’s managed vision care business with Cole National will 
not be as successful as planned, the impact of the application of APB 25 (Accounting for Stock Issued to Employees) 
and, as of January 1, 2006, the adoption of SFAS 123 (R) as well as other political, economic and technological factors 
and other risks referred to in Luxottica Group’s filings with the U.S. Securities and Exchange Commission. These 
forward-looking statements are made as of the date hereof and Luxottica Group does not assume any obligation to 
update them.

Safe Harbor Statement



Non-U.S. GAAP Measures Notes

 Net debt to EBITDA ratio: Net debt means the sum of bank overdrafts, current portion of long-term debt and long-term 
debt, less cash. EBITDA represents income from operations before depreciation and amortization. The Company 
believes that EBITDA is useful to both management and investors in evaluating the Company's operating performance 
compared to that of other companies in its industry. Our calculation of EBITDA allows us to compare our operating 
results with those of other companies without giving effect to financing, income taxes and the accounting effects of 
capital spending, which items may vary for different companies for reasons unrelated to the overall operating 
performance of a company's business. The ratio of net debt to EBITDA is a measure used by management to assess 
the level of leverage. EBITDA and the ratio of net debt to EBITDA are not measures of performance under accounting 
principles generally accepted in the United States (U.S. GAAP). These non-GAAP measures are not meant to be 
considered in isolation or as a substitute for items appearing on our financial statements prepared in accordance with 
U.S. GAAP. In addition, Luxottica Group's method of calculating EBITDA and the ratio of net debt to EBITDA may differ 
from methods used by other companies. See the tables on the following pages for a reconciliation of net debt to long-
term debt, which is the most directly comparable U.S. GAAP financial measure, a reconciliation of EBITDA to income 
from operations, which is the most directly comparable U.S. GAAP financial measure, as well as the calculation of the 
ratio of net debt to EBITDA. These non-GAAP measures should be used as a supplement to U.S. GAAP results to 
assist the reader in better understanding the operational performance of the Company.



 Long-term debt 
(+)

Current portion of long-term debt
(+)

Bank overdrafts
(+)

Cash
(-)

Net debt
(=)

Millions of Euro

Non-U.S. GAAP Measure: Net Debt

June 30, 2006 Dec. 31, 2005

1,254.2

281.4

285.2

(315.5)

1,505.2

1,420.0

111.3

276.1

(372.3)

1,435.2



Non-U.S. GAAP Measure: EBITDA
Millions of Euro

 Income from operations 
(+)

 Depreciation & amortization
(+)

EBITDA
(=)

Net debt/EBITDA

1H05
(-)

FY05
(+)

1H06
(+)

LTM
June 30, 2006

(=)

(302.2)

(95.1)

(397.3)

-

602.6

194.2

796.8

1.80X

408.9

104.0

512.9

-

709.3

203.1

912.4

1.65X



Non-U.S. GAAP Measure: EBITDA
Millions of Euro

 Income from operations 
(+)

Depreciation & amortization
(+)

EBITDA
(=)

Net debt/EBITDA

1H04
(-)

FY04
(+)

1H05
(+)

LTM
June 30, 2005

(=)

(259.2)

(71.6)

(330.8)

-

492.8

152.8

645.6

2.66X

302.2

95.1

397.3

-

535.8

176.3

712.0

2.35X



 Net Working Capital: Net working capital means total current assets, net of cash, minus total current liabilities, net of 
bank overdrafts and the current portion of long-term debt.  Luxottica Group believes that net working capital is useful 
information to both management and investors because it allows them to assess the short-term capital used in 
operating the business. Net working capital is a non-GAAP measure and is not meant to be considered in isolation or as 
a substitute for items appearing on our financial statements prepared in accordance with U.S. GAAP. In addition, 
Luxottica Group’s method of calculating net working capital may differ from methods used by other companies. See the 
table on the next page for a reconciliation of net working capital to total current assets, which is the most directly 
comparable U.S. GAAP financial measure.  This adjusted financial measure should be used as a supplement to U.S. 
GAAP results to assist the reader in better understanding the capital used in operating the Company.

Non-U.S. GAAP Measures Notes



Non-U.S. GAAP Measure: Net Working Capital

June 30, 2006 June 30, 2005

Millions of Euro

 Total current assets
(+)

Cash
(-)

Total current liabilities
(-)

Bank overdrafts
(+)

Current portion of long-term debt
(+)

Net working capital
(=)

1,622.1

(315.5)

(1,461.2)

285.2

281.2

412.0

1,533.8

(381.4)

(1,409.5)

410.1

245.4

398.4



Non-U.S. GAAP Measures Notes

 Constant Exchange Rates: Luxottica Group uses certain measures of financial performance that exclude the impact of 
fluctuations in currency exchange rates in the translation of operating results into Euro. The Company believes that 
these adjusted financial measures provide useful information to both management and investors by allowing a 
comparison of operating performance on a consistent basis. In addition, since Luxottica Group has historically reported 
such adjusted financial measures to the investment community, the Company believes that their inclusion provides 
consistency in its financial reporting. Further, these adjusted financial measures are one of the primary indicators 
management uses for planning and forecasting in future periods. Operating measures that assume constant exchange 
rates between the first six months of 2006 and the first six months of 2005 and the second quarter of 2006 and the 
second quarter of 2005 are calculated using for each currency the average exchange rate for the six-month period and 
the three-month period ended June 30, 2005, respectively. Operating measures that exclude the impact of fluctuations 
in currency exchange rates are not measures of performance under U.S. GAAP. These non-GAAP measures are not 
meant to be considered in isolation or as a substitute for results prepared in accordance with U.S. GAAP. In addition, 
Luxottica Group's method of calculating operating performance excluding the impact of changes in exchange rates may 
differ from methods used by other companies. The adjusted financial measures should be used as a supplement to 
U.S. GAAP results to assist the reader in better understanding the operational performance of the Company.

 Additional information regarding constant exchange rate figures and retail comparable store sales, as required by 
Regulation G, is available in the notes to Luxottica Group’s first quarter of 2006 earnings release. See 
www.luxottica.com, section investor relations, press releases.
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