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Raising EPS guidance for FY06E

Things Remembered contribution
to EPS included in July 06 guidance(1)

JULY 06 GUIDANCE
EPS between €0.93 and €0.94

NEW GUIDANCE
EPS between €0.93 and €0.94

 9M06(2)

€0.01

 4Q06E(3)

€0.02

 FY06E

€0.03

Luxottica EPS
Things Remembered EPS

€0.90 - €0.91
€0.03

Total EPS

€0.93 - €0.94

Luxottica EPS

€0.93 - €0.94

Impact of discontinued
operations/net(4)
Total EPS

€0.00
€0.93 - €0.94

New FY06E guidance reflects an additional €0.03
(1) The contribution to EPS by Things Remembered as stated in the July 06 guidance was an estimated expected contribution based on mid-year projections for FY06.
(2) 9M period includes wedding, graduation and various other peak sales seasons but not Thanksgiving or Christmas.
(3) 4Q includes Thanksgiving and Christmas sales.
(4) Results of Things Remembered, which was sold in September 2006, are classified as discontinued operations and are not included in net sales or net income from continuing operations.
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Optical retail in North America: another step forward
The D.O.C Optics transaction
An example of the many opportunities for additional growth for the Group’s retail business in
North America
 Adds 100 additional stores
 Follows two back-to-back Canadian acquisitions also totaling 100 stores
A key acquisition in the Midwest United States, with majority of locations in and around the
Detroit metropolitan area
 A truly local, community-focused business
 Projected to post FY06 sales of approx. US$100 million
 Highly profitable business
Description of the transaction
 Assets-only acquisition
 Price paid: approx. US$90 million, net of expected tax benefits
 Closing expected during 1Q07

Expands coverage of a top ten designated market area (DMA) in the U.S.
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Overview of results for 3Q06
Another strong quarter, following an exceptional first half
Continued growth from retail and wholesale, all regions
 Retail North America
 LensCrafters: another strong, above-average quarter
 Sunglass Hut: on target for double-digit increase in comp sales for the full
year
 Pearle Vision: mid single-digit increase in comp sales, marking a full year of
positive results
 Retail Asia-Pacific: positive optical, sun sales trending up
 Wholesale: another extremely strong quarter
 Sales to third parties up by 27.8%
Additional progress in profitability
 Retail
 More progress from NA, AUS and NZ
 Costs related to the start-up of operations, rebranding and advertising for
new Greater China stores are in 3Q06
 Wholesale operating margin up by 220 bps
Working capital
 More improvements vs. September 2005 in inventory, receivables and payables: -9
days

Retail comparable store sales(1)

3Q06

YTD

6.1%

6.8%

8.0%

8.6%

(0.4)%

0.7%

Optical Asia-Pacific

3.2%

4.0%

Sun worldwide

6.6%

9.4%

Total Group

6.0%

7.0%

Optical North America


LensCrafters,
Pearle Vision



Licensed brands

€129 million of free cash flow generation
Non-cash expenses for stock options of €7.7 million for the quarter, out of a now
expected €37.6 million for the full year
 Compares with €5.8 million for 3Q05 and €16.7 million for FY05

(1) Comparable store sales reflects the change in sales from one period to another that, for comparison purposes, includes in the calculation only stores opened in the more recent
period that also were open during the comparable prior period, and applies to both periods the average exchange rate for the prior period and the same geographic area.
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3Q06: Financial highlights
Consolidated Income Statement, Millions of Euro

3Q06

3Q05

∆

margin 3Q06

margin 3Q05

1,120.4
838.6
359.5

1,120.6
800.2
283.7

+9.8%
+4.8%
+26.7%

-

-

Operating Income
 Retail
 Wholesale

186.5
112.6
88.0

154.8
103.5
63.3

+20.5%
+8.8%
+39.1%

16.6%
13.4%
24.5%

15.2%
12.9%
22.3%

Net Income

107.0

89.8

+19.3%

9.6%

8.8%

104.1

89.3

+16.6%

9.3%

8.8%

0.24

0.20

-

-

-

0.23

0.20

-

-

-

Net Sales
 Retail
 Wholesale

from Continuing Ops

Net Income
EPS (€)
from Continuing Ops

Total EPS (€)

Note: All figures are in accordance with U.S. GAAP.
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9M06: Financial highlights
Consolidated Income Statement, Millions of Euro

9M06

9M05

∆

margin 9M06

margin 9M05

3,565.6
2,525.0
1,301.5

3,099.0
2,295.7
978.9

+15.1%
+10.0%
+33.0%

-

-

Operating Income
 Retail
 Wholesale

591.1
345.5
341.6

452.2
274.8
231.3

+30.7%
+25.7%
+47.7%

16.6%
13.7%
26.2%

14.6%
12.0%
23.6%

Net Income

330.0

254.7

+29.6%

9.3%

8.2%

328.6

256.7

+28.0%

9.2%

8.3%

0.73

0.57

-

-

-

0.73

0.57

-

-

-

Net Sales
 Retail
 Wholesale

from Continuing Ops

Net Income
EPS (€)
from Continuing Ops

Total EPS (€)

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

9

9M06: Financial highlights
Consolidated Balance Sheet, Millions of Euro

Sept. 30, 2006
Fixed assets

Dec. 31, 2005

Sept. 30, 2005

739.6

705.2

665.4

2,531.3

2,602.5

2.595.1

304.5

253.1

349.1

Shareholders’ equity

2,121.9

1,954.0

1,830.9

Net debt

1,299.8

1,437.4

1,558.3

1.41x

1.88x

2.16x

Intangible assets
Net working capital

Net debt / EBITDA

Notes: All figures other than Net debt, EBITDA, Net debt/EBITDA and Net working capital 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.
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3Q06: Optical retail in North America
LensCrafters: continued strong delivery

Pearle Vision: now a reality

On track to deliver strongest comp store sales growth year in
the last ten years

Fourth consecutive quarter of positive sales performance and
continued improvement in profitability

Highly promising results from roll-out of new store concept
 Launched in April 2006, already 18 stores opened
 Comp sales above LensCrafters historical averages
 50-60 new concept stores by year-end
 Highly concentrated in October and November to
take advantage of lower seasonality
 Adding another 130-140 stores in 2007

Pearle Vision is back to being The Home of Trusted Eyecare
 New store environment supported with appropriate levels of
marketing and advertising spending
 Broadened "Nobody Cares for Eyes More Than
Pearle" TV campaign
 Training doctors and optometrists to perform
"Certified Pearle Eye Exam”

Results benefit from positioning evolution of the brand
 Continued momentum for fashion and luxury goods across
North America
 Data suggest change is here to stay
 Now waiting for launch of Burberry and Polo Ralph Lauren

Already working to strengthen the store base
 Added over 100 new corporate stores over past twelve
months
 Canada:
 Precision Optical & Shoppers Optical: conversion
completed by end of 2006
 Rolling out in 1Q07 advertising campaign, which for
the first time in this market it will include TV
 In line with plan to add 200 corporate stores over next two
years

Strong-performing core optical business with room for additional growth, especially Pearle Vision
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The new face of Pearle Vision
Now

Before Luxottica

Results to-date are proving that the model works: a driver of future growth
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3Q06: Sun retail in North America
Sunglass Hut: the other driver of growth for the second half of the year and beyond
Maintaining the focus on growth opportunities ahead
 Currently testing new store design
 Full launch (new stores and remodels) expected for February 2007
Mid single-digit comp sales for the quarter
 Compares with 18% increase in comp sales for 3Q05, the strongest quarter in 2005 for SGH
 July-August close to double-digit increases followed by a flat September
 Running double-digit increase in comp sales YTD
Work on the store base is delivering strong results
 Number of high-volume stores (over US$750,000) up by 30% YTD
 YTD 130 remodels-relocations (a total of 170 by year end)
 YTD 55 stores opened, 42 additional stores in 4Q (a total of 97 stores by year-end)
 YTD 128 stores closed (a total of 144 stores by year end, of which approx. half are stand-alone
watch stores)

Even after such strong results, still targeting double-digit sales growth over the next two years
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3Q06: Retail in Asia-Pacific
Australia & New Zealand

Greater China

A positive quarter
 Sun comp sales trending up heading into the key sun season
 Laubman & Pank now the best performer in optical

Now in each of the top four China markets
 Now operating all Shanghai stores
 A total of 284 optical stores in Mainland China and Hong
Kong

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

Focusing on the infrastructure to become the market leader
 Store base, systems, product and supply chain
 Rebranding of premium stores to LensCrafters
 Hiring of key personnel
 New POS now in all Beijing stores

Continuing to focus on the store base(1)
 Key to present and future growth
 Opened 58 stores (a total of 68 by year end)
 Remodeled 186 stores (a total of 202 by year end)

Roll-out of LensCrafters brand in premium retail locations
 Aggressive plan
 Already 12 LensCrafters stores in Beijing, 17 by year
end
 Up to 3 stores in Shanghai by year end
 Launched broad TV campaign to support brand awareness
 Focus on fashion and eyecare
Hong Kong
 All 58 stores re-branded to LensCrafters
 Highly encouraging comp store sales performance

Greater China business to close the year with €50 million in sales, FY07 sales expected to rise to €75 million
(1) Includes stores for the OPSM, Laubman & Pank and Sunglass Hut (Australasia) retail brands.
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LensCrafters: the first global premium optical brand
North America






New store format launched April 2006
18 stores opened YTD
Trending at 2x current comp store sales levels
Up to 60 new concept stores by end of 2006
Up to 200 new concept stores by end of 2007

Note: New concept stores include both new locations as well as remodels.
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LensCrafters: the first global premium optical brand
Mainland China






New store format launched September 2006
12 stores opened YTD
Average ticket nearly 4x pre-acquisition levels
Up to 20 stores opened by end of 2006
Up to 90 stores opened by end of 2007

Note: New LensCrafters stores include both new locations as well as remodels.
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LensCrafters: the first global premium optical brand
Hong Kong
 All 58 stores already re-branded
 Comp store sales trending up
 Two best-performing locations running at US$2
million in sales per year over 40 and 60 sq. m.,
respectively
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Optical retail in North America: A look at our labs
October 2006

Covering all of North America

Overview
 861 LensCrafters in-store
labs
 9 central labs
Number of Jobs
 FY06E: 11.5 million

Winnipeg

Toronto
Salt Lake
Cincinnati

Columbus

Memphis
Knoxville #1
Dallas

Knoxville #2

Optical manufacturing central lab

In 24 months, internal production capacity has increased by 30% (anti-reflective capacity by 120%)
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Optical retail in North America: A look at our labs
Results after first two years: 2005 and 2006

Optimizing the potential of our labs

 Cycle time reduction
 Consistent 3- to 5-day service, down from
10+ historically
 WIP reduction – (50%)
 Breakage reduction – (10%)
 Improved automation
 Expanded anti-reflective capacity
 34K jobs/week vs. 12K in 2004
 Expanded RX sun capacity
 Pearle Vision without in-store labs
 LensCrafters in-store labs currently also process
jobs for Pearle Vision and Sears brands

 Reducing outsourcing with increased internal
capacity
 Costs and service improvement
 Increased capacity
 Standardizing technology, processes and
procedures
 Ongoing introduction of new technologies to
improve productivity
 Additional opportunities include extension of
central labs services to franchising stores

Already invested US$32 million, projecting greater benefits for the entire retail structure
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3Q06: Wholesale
Another record quarter

Strong performance in all key markets

Strong sales performance driven by strong brand
portfolio
 YTD sales already equal FY05
 Improve penetration due to strong demand for luxury
and fashion

Another above-expectations quarter
(Sales breakdown by region, 9M06) (1)
RoW
15.3%

Another jump in profitability
 Driven by a much improved selling and distribution
structure
Americas
22.1%

Strong performance by the entire portfolio
 Ray-Ban: another strong quarter: +18.1%, +24.8%
YTD
 Best performing brands:
 Bvlgari, Chanel, Dolce & Gabbana, Prada and
Versace
 Just launched Burberry
 Getting ready for the Polo Ralph Lauren launch

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

Europe
62.6%

(YoY% changes by region, 9M06) (2)
 Europe:
 Americas:
 RoW:
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+29.7%
+31.1%
+20.6%

Emerging markets: another opportunity already in the making
Already 10% of wholesale sales to third parties
TURKEY
(1999)
YTD growth: +30.3%

RUSSIA
(2005)
YTD growth: +64.6%

KOREA
(2005)
YTD growth: +100%

MEXICO
(1994)
YTD growth: +59.0%

BRAZIL

INDIA
(1999)
YTD growth: +60.0%

(1992)
YTD growth: +24.3%

Growing at over 1.5x the rate of developed markets
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CHINA
(2005)
YTD growth: +100%

Product strategy: the launch of Burberry Eyewear
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The launch of Burberry Eyewear: Fall 2006 activities
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Persol: a high potential brand already in our portfolio
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ICON OF STYLE: Cinema
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ICON OF STYLE: a pillar of the Made in Italy
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Give the Gift of Sight – A Luxottica Group Foundation
9 months update
INTERNATIONAL
12 missions, 294,288 people helped in 9M06
 Mexico
 Twenty-eighth mission since 1994
 598,128 people helped in clinics
 Panama
 Fourth mission since 1992
 Over 73,000 people helped in seven cities
 Romania
 Second mission since 2005
 Over 60,000 people helped in four cities
 Ecuador
 Fourth mission since 2003
 Over 82,000 people helped in four cities
 China
 Second mission since 1999
 Over 24,000 people helped in two cities
 Honduras
 Fourth mission to since 2004
 Over 82,000 people helped in six cities
 Paraguay
 Fifth mission since 2004
 Over 116,000 people helped in seven cities
NORTH AMERICA
Domestic Missions:
 12 Missions: Pueblo, NM - Houston, TX - Chicago,
IL - Bridgeport, CT - Hartford, CT – Upstate New York
 12,481 children helped, 82% required glasses
Vision Van Clinics:
 42 clinics in 21 States, 5 clinics in Canada
 6,357 children helped, 5,507 required glasses (87%)
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Give the Gift of Sight – A Luxottica Group Foundation
5 millionth person receives the gift of sight
 The recipient was an 11-year-old boy named Lavonte
from Chicago, Illinois.
 He was helped by Gift of Sight volunteers through one
of our Foundation's North American children clinics.
 To date, Gift of Sight has completed over 100 missions
to 27 different countries, thanks to volunteers from
our entire organization worldwide.

 The results confirm that we are doing more
than selling glasses - we are also truly helping
the world see.

1 Millionth Recipient
Jessica, age 6, helped
On the Vision Van in
Portland, OR in 1999

3 Millionth Recipient
Gabriel, age 6, helped
on a gift of Sight
Mission to Ecuador in
2003

2 Millionth Recipient
Julia, grandmother,
Helped on a Gift of
Sight mission to Bolivia
in 2001
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4 Millionth Recipient
Hanna, age 14, helped
At a Children’s Clinic in
Fishkill, NY in 2005

Safe Harbor Statement
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 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.
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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 Company’s level of leverage, which affects our ability to refinance our debt as it matures and incur additional
indebtedness to invest in new business opportunities. The ratio also allows management to assess the cost of existing debt since it affects the interest rates
charged by the Company’s lenders.
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). We include them in this presentation in order to:
 improve transparency for investors;
 assist investors in their assessment of the Company’s operating performance and its ability to refinance its debt as it matures and incur additional
indebtedness to invest in new business opportunities;
 assist investors in their assessment of the Company’s cost of debt;
 ensure that these measures are fully understood in light of how the Company evaluates its operating results and leverage;
 properly define the metrics used and confirm their calculation; and
 share these measures with all investors at the same time.
EBITDA and the ratio of net debt to EBITDA 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. Rather, 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. The Company cautions that these measures are not defined terms under U.S. GAAP and
their definitions should be carefully reviewed and understood by investors. Investors should be aware that Luxottica Group’s method of calculating EBITDA
and the ratio of net debt to EBITDA may differ from methods used by other companies. The Company recognizes that the usefulness of EBITDA and the ratio
of net debt to EBITDA as evaluative tools may have certain limitations, including:
 EBITDA does not include interest expense. Because we have borrowed money in order to finance our operations, interest expense is a necessary element
of our costs and ability to generate profits and cash flows. Therefore, any measure that excludes interest expense may have material limitations;
 EBITDA does not include depreciation and amortization expense. Because we use capital assets, depreciation and amortization expense is a necessary
element of our costs and ability to generate profits. Therefore, any measure that excludes depreciation and expense may have material limitations;
 EBITDA does not include provision for income taxes. Because the payment of income taxes is a necessary element of our costs, any measure that
excludes tax expense may have material limitations;
 EBITDA does not reflect cash expenditures or future requirements for capital expenditures or contractual commitments;
 EBITDA does not reflect changes in, or cash requirements for, working capital needs;
 EBITDA does not allow us to analyze the effect of certain recurring and non-recurring items that materially affect our net income or loss; and
 The ratio of net debt to EBITDA is net of cash and cash equivalents, restricted cash and short-term investments, thereby reducing our debt position.
Because we may not be able to use our cash to reduce our debt on a dollar-for-dollar basis, this measure may have material limitations.
We compensate for the foregoing limitations by using EBITDA and the ratio of net debt to EBITDA as two of several comparative tools, together with U.S.
GAAP measurements, to assist in the evaluation of our operating performance and leverage.
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.
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Non-U.S. GAAP Measure: Net debt
Millions of Euro

Sept. 30, 2006

Dec. 31, 2005

1,122.3

1,417.9

Current portion of long-term debt
(+)

314.2

111.0

Bank overdrafts
(+)

264.1

276.0

Cash
(-)

(400.9)

(367.5)

Net debt
(=)

1,299.8

1,437.4

Long-term debt
(+)
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Non U.S. GAAP Measure: EBITDA
Millions of Euro

9M05
(-)

FY05
(+)

9M06
(+)

LTM
Sept. 30, 2006
(=)

Income from operations
(+)

(452.2)

581.4

591.1

720.3

Depreciation & amortization
(+)

(136.6)

184.7

152.8

200.8

EBITDA
(=)

(588.8)

766.1

743.9

921.1

-

1.88x

-

1.41x

Net debt / EBITDA
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Non U.S. GAAP Measure: EBITDA
Millions of Euro

9M04
(-)

FY04
(+)

9M05
(+)

LTM
Sept. 30, 2005
(=)

Income from operations
(+)

(388.3)

479.1

452.2

543.0

Depreciation & amortization
(+)

(106.7)

150.1

136.6

180.0

EBITDA
(=)

(495.0)

629.2

588.8

723.1

-

2.72x

-

2.16x

Net debt / EBITDA
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Non-U.S. GAAP Measures Notes
Net Working Capital: Net working capital means total current assets, net of cash and assets held for sales, minus total current liabilities, net of
bank overdrafts, the current portion of long-term debt and liabilities held for sales. 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. In
addition, it allows management and investors to assess the Company’s ability to manage its cash flows by balancing the amounts and timing of
the Company’s accounts receivable from customers and cash invested in inventory with the amounts and timing of the Company’s accounts
payable to suppliers. Net working capital enables management to better evaluate the terms of the Company’s payment arrangements with
vendors and the effects that these arrangements have on the funds available to the Company.
Net working capital is not a measure of performance under accounting principles generally accepted in the United States (U.S. GAAP). We
include it in this presentation in order to:





improve transparency for investors;
assist investors in their assessment of the nature and availability of capital to fund the Company’s operating activities;
ensure that net working capital is fully understood in light of how the Company evaluates its capital availability;
permit investors to assess the Company’s ability to manage its cash flows by balancing the amounts and timing of the Company’s accounts
receivable from customers and cash invested in inventory with the amounts and timing of the Company’s accounts payable to suppliers;
 assist investors in the evaluation of terms of the Company’s payment arrangements with vendors and the effects that these arrangements
have on the funds available to the Company;
 properly define the metric used and confirm its calculation; and
 share this measure with all investors at the same time.
Net working capital 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. Rather, net working capital should be used as a supplement to U.S. GAAP results to assist the reader in better
understanding the nature and availability of the capital used in operating the Company. The Company cautions that net working capital is not a
defined term under U.S. GAAP and its definition should be carefully reviewed and understood by investors. Investors should be aware that
Luxottica Group’s method of calculating net working capital may differ from methods used by other companies. In particular, the Company
recognizes that the usefulness of net working capital is limited because it varies significantly from quarter-end to quarter-end during the year due
to the seasonality of our business.
We compensate for the foregoing limitation by using net working capital only as an indication of trends, rather than an absolute measurement, to
compare our performance in the current quarter to that for the same period in prior years. In addition, this measure is only one of several
comparative tools, together with U.S. GAAP measurements, to assist in the evaluation of our performance.
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.
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Non-U.S. GAAP Measure: Net working capital
Millions of Euro
Sept. 30, 2006

Sept. 30, 2005

Total current assets
(+)

1,572.0

1,543.7

Cash
(-)

(400.9)

(345.0)

(10.8)

(178.1)

(1,434.1)

(1,301.8)

Bank overdrafts
(+)

264.1

356.3

Current portion of long-term debt
(+)

314.2

237.8

-

36.2

304.5

349.1

Assets held for sale
(-)
Total current liabilities
(-)

Liabilities held for sales
(+)
Net working capital
(=)
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