Global leader in
eyewear
March 6, 2007
FY06 Results

Safe Harbor Statement
Certain statements in this investor presentation 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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FY 2006: a truly outstanding year
Another year of strong top line and even stronger bottom line growth
Closing the year above forecast
 EPS of €0.95 from continuing operations
Strong growth all around
 Wholesale sales up by 30.9% -- nearly 3x industry average
 Another record year for retail, sales up by 7.6%
 Group comparable store sales(1) up by 6.7% (7.5% excluding watches and accessories)
> North America: comparable store sales(1) increased even more, well above industry
averages(2)
Growth in profitability: more than twice the increase in sales
 Record operating margin for wholesale: 26%, up by 280 bps
 Strong increase in retail: 13.1%, up by 150 bps
 Despite higher non-cash expenses for stock options (€48 million for the year)
 North American retail operating margin back to 14%
Further improvements in working capital, €391 million of free cash flow(3)
Net Debt to EBITDA(4) ratio of 1.2x

(1)
(2)
(3)
(4)

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
Johnson Redbook Same Store Sales Index (SSI) and other indices
Before acquisitions, dividends and currency effect
Net debt to EBITDA is a non-U.S. GAAP measure. For additional disclosure regarding non-U.S. GAAP measures and reconciliation to U.S. GAAP measures,
see Appendix
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FY06: financial highlights
Consolidated Income Statement, in Millions of Euro

FY06

FY05

∆

margin FY06

4,676.2
3,294.2
1,715.4

4,134.3
3,061.7
1,310.3

+13.1%
+7.6%
+30.9%

-

-

Operating Income
 Retail
 Wholesale

756.0
431.5
445.8

581.4
355.2
304.3

+30.0%
+21.5%
+46.5%

16.2%
13.1%
26.0%

14.1%
11.6%
23.2%

Net Income

430.7

330.8

+30.2%

9.2%

8.0%

424.3

342.3

+24.0%

9.1%

8.3%

0.95

0.73

-

-

-

0.94

0.76

-

-

-

Net Sales
 Retail
 Wholesale

margin FY05

from Continuing Ops

Net Income
including Discontinued Ops

EPS (€)
from Continuing Ops

EPS (€)
including Discontinued Ops

Notes: All figures are in accordance with U.S. GAAP
Results of Things Remembered, Inc., a former subsidiary that was sold in September 2006, are classified as discontinued operations and are not included in results
of operations of 2006 and 2005.
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FY06: financial highlights
Consolidated Balance Sheet, in Millions of Euro

Dec. 31, 2006
Fixed assets

787.2

705.2

2,525.0

2,602.5

248.2

253.1

Shareholders’ equity

2,215.1

1,954.0

Net debt

1,148.5

1,437.4

1.18x

1.88x

Intangible assets
Net working capital

Net debt / EBITDA

Notes:

Dec. 31, 2005

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 additional disclosures regarding non-U.S. GAAP measures and reconciliation to
U.S. GAAP measures, see Appendix. In the Net Debt/EBITDA ratio, EBITDA is calculated for the twelve months ending on the respective date.
Results of Things Remembered, Inc., a former subsidiary that was sold in September 2006, are classified as assets and liabilities held for sale in the
balance sheet for December 31, 2005.
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Milestones for FY 2006
Outstanding results driven by increasingly more efficient business model
Stronger and highly focused brands
 Both retail and wholesale
 Termination of non-strategic licenses, addition of new prestigious brands
Evolution of store base worldwide driving growth
 574 new openings/acquisitions, 510 store remodelings, 358 store closings
 Launch of new formats
Leap forward in wholesale
 New sales organization
 Higher penetration in key markets and emerging markets
More focused financial management of the business
 Working capital management
 Tight financial discipline on investments
A more global organization
 Attracting and developing the right people
 Implementing a consistent single-company approach across each of our markets

A more focused and efficient organization, ready to take advantage of new marketplace
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FY 2006: continued delivery on promises
Honoring our commitments for 2006

Consolidated sales 2006 over 2004 to increase by 30-35%

+47%

Consolidated net income 2006 over 2004 to increase by 25-30%

+54%

Retail operating margin in North America back to 14%
Wholesale operating margin back to 2002 record levels despite
a much weaker US$
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FY 2006: Retail North America
Optical: year two of right positioning

Sunglass Hut

LensCrafters

An extraordinary second consecutive year
 Double-digit comparable store sales
 FY 05 – 06 sun-only comparable store sales up
by 32%
 35% more high volume stores

 Best comparable store sales performance ever
 Fashion and luxury brands are driving growth
 Driving growth through ongoing upgrade of store
environment
 51 new-format stores running comparable store
sales of 500 bps above average

Focus on the store base is paying off
 90 new openings, 144 closings
 173 remodels (41% of in-line stores updated now)
 Department store model

Pearle Vision
 Profitable results continue to affirm the strength of
the new model
 smaller stores  no labs

Restructuring watch business

 Already into the next phase: expansion
 First step: Canada, +100 stores

Highly successful evolution process in both segments
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FY 2006: Retail Asia-Pacific
Australia-New Zealand: a much stronger business

China: leadership from day one

Optical
 The multi-brand strategy is paying off
 Strong profitability at OPSM
 Laubman & Pank is now the second-largest
premium retail brand in Australia

Hong Kong
 LensCrafters: the right brand
Mainland China
 The leading optical player
 Covering Beijing, Shanghai and Guangdong
 One single Greater China brand: LensCrafters
 Launched local marketing activities
 Organizational structure now in place
 headquarters moving to Shanghai

Sunglass Hut
 Completed restructuring, back to a good level of
profitability
 Now fully aligned with brand worldwide
 Much stronger store base
 Store base up by nearly 30%
> 50 new stores, now totaling 224 stores
> Remodeled 30 stores
 Looking beyond Australia and New Zealand

Strengthened leading position across the region
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FY 2006: Wholesale
Increasing strength and efficiency

Sales breakdown
Wholesale sales to third parties increased by 28.6%

Strong sales growth across all regions and key
brands
 Another record year for Ray-Ban
 Luxury brands: up by over 40%
 Emerging markets: up by over 60%

(Sales breakdown by region, FY06) (1)
RoW
15.5%

Record profitability, hit 26% operating margin
Americas
23.0%

Highly focused spending in marketing and PR
Increased efficiency at several levels
 Manufacturing and outsourcing costs
 Distribution costs: new sales organization working
well
 Planning cycles considerably shortened

Europe
61.5%

(YoY% changes by region, FY06) (2)
 Europe:
 Americas:
 RoW:

+28.9%
+31.9%
+23.9%

Excellence in efficiency and profitability: highest in the industry
(1)
(2)

Wholesale sales to third parties
Wholesale sales to third parties, at constant exchange rates
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Consolidated Financial Targets for 2007
Outlook
Consolidated net sales
 €1 = US$1.30
 Between €4.9 bn. and €5.0 bn.
 At constant exchange rates
 Between 8% and 10%
EPS(1)
 €1 = US$1.30
 Between €1.07 and €1.09
 At constant exchange rates
 Between 16% and 18%
Net Debt to EBITDA(2)
 1.0x

2007 earnings again growing at a multiple of sales
Consolidated sales – at constant exchange rates
(in € billion)
+8-10%
+13%

FY 2005

FY 2006

EPS – at constant exchange rates
(in €)

FY 2007

+16-18%

+30%

FY 2005

FY 2006

FY 2007

Expecting a second consecutive year of strong, above-average organic growth
(1)
(2)

Earnings per share guidance does not reflect the impact of adoption of Financial Accounting Standard Board Interpretation No. 48, Accounting for Uncertainty in
Income Taxes, of FASB Statement 109 (FIN 48)
Net debt to EBITDA is a non-U.S. GAAP measure. For additional disclosure regarding non-U.S. GAAP measures and reconciliation to U.S. GAAP measures, see Appendix

13

 Overview of results for 2006
 Outlook for 2007
 The new eyewear market: a bigger opportunity
 Growth drivers for 2007 and beyond
 Appendix

14

Growth drivers: fashion and luxury
A rapidly evolving US$64 billion global market
Shifts in perception and customer behavior are changing the relevant market
 Fashion accessory vs. purely functional device
 Consumers have shortened the replacement cycle (3-5 years to 1.5 years) and are more likely to
buy more eyeglasses for different purposes
 Accessories are increasingly important for fashion/luxury houses
 Eyewear is one of the most accessible and most visible accessories and newest addition to the
fashion/luxury market
 All fashion houses have entered the eyewear market
> A way to address a wider consumer base and to extend their reach
> Eyewear is the perfect industry in which to launch a new brand, i.e. Tom Ford

Now …

… Going forward
Luxury & fashion
products

Mass market
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Growth drivers: population in developed countries is aging
Demand for fashion and luxury eyewear is growing: coming of age of baby boomers
Population in developed countries is aging
 By 2020 population above 45 years of age is expected to grow by 17.6% vs. by 2.7% for total
population

% of total population
21%

17%
18%

20%
20%

26%

1990

2005

2020

45-59 years
60+ years

Significant correlation between the eyewear market and growth of the elderly population
Consumption behavior of aging population is changing
 Baby boomers are now in their late 40’s and 50’s
 Enjoying a second phase of luxury goods consumption, which is likely to boost demand for
fashion and luxury eyewear
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Growth drivers: the US is still a big opportunity
The US market

The most developed consumer market, yet still experiencing high growth
An underdeveloped luxury market, far from having reached maturity
 Accounts only for approx. 25% of global luxury goods demand vs. approx. 35% in Japan
 Luxury per capita consumer spending is 15% lower than in Japan
 Over the last three years sales in luxury stores have been growing 4x faster than retail
sales
New consumer behavior
 A growing appetite for luxury and fashion
 Increasing desire for luxury goods driven by social trends and changes in lifestyle
 Consumers are willing to pay a significant premium for goods that are emotionally
important, while becoming bargain hunters for other goods
 Moving towards premium lenses
 New technologies still to be rolled out
 Low penetration of anti-reflective lenses
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Growth drivers: the evolution of lens technology
Need for corrective lenses is growing

Progressive lenses are a growing opportunity
 Replacing bifocal lenses over time
 Currently represent only 11% of lenses in terms of surface design
 Providing greater comfort and better sight correction
 Growing presbyopia diffusion due to the aging of the world’s population
 By 2020, 32% of the world’s population will be over 45, up from 23% in 2000
“Free Form” technology: an epochal change
 Extreme lens customization
 Products “on demand”
Demand for surface treatments and coatings still increasing
 High value-creating product
 US anti-reflective penetration below 50% vs. 98% in Japan
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Growth drivers: developing consumption in emerging markets
Economic and social development driving eyewear market evolution

Lower penetration rates of vision correction vs. North America and Europe

Permanent and significant change in consumer patterns led by:
 Already sizeable existing population with high spending power moving quickly towards
Western-like lifestyles and tastes
 Fast increase in purchasing power driven by economic development
 High GDP per capita +4-7% in emerging markets vs. 1.5% in Europe
 Strong correlation between GDP growth and demand for luxury products (5x)
 Expected higher growth in the eyewear segment led by fashion and “need for quality
of life” reasons
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Growth drivers: changes in consumer patterns
2003

2015

UK
Ireland

Canada

Japan

Canada

USA

France

Germany

Germany

Spain

France

HK

Mexico
Italy
India
Venezuela
Brazil

Peru

Singapore

Taiwan
Thailand
Malaysia

Italy

Philippines

Brazil

North Africa Indonesia

India

Australia
Chile

China

S. Korea

China

Colombia

Russia

USA

Scandinavia
Benelu
x

UK

Argentina

South
Africa

New Zealand

South
Africa Australia

New Zealand

Significant changes in emerging markets will drive growth in demand for luxury and fashion products
Middle income

Upper-middle income

Upper income

Source: World out of balance – P.A. Laudicina
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Leveraging a much stronger brand portfolio
Drivers
New and stronger licenses
 Polo Ralph Lauren – €100 million in wholesale sales in 2007, also new to our retail chains
 Burberry – providing immediate additional market penetration especially in Japan and the US
 Tiffany
Other licenses still young and with significant room for growth
 Dolce & Gabbana only in its second year
 Bvlgari, Prada, Versace, other luxury brands still far from maturity
 Chanel – showing more profitable growth year after year
Lengthier license agreements
 Allows for longer-term planning for growth
 Provides additional strength to entire portfolio
Stronger and significantly more focused house brands
 Ray-Ban – breaking new records each year
 Persol – a gem in our portfolio
 Vogue – providing strong opportunities

Benefits to be felt across entire business in both retail and wholesale
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2007 – Stronger commitment to our store base

New stores and
remodeling

Acquisitions

Number of stores

Optical

396

100(1)

496

Sun

493

-

493

TOTAL

889

100

989

200

Expected closings

Total investments in the store base: €225 million
(1)

D.O.C
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Sun: a huge opportunity going global
Room for growth in the high-end segment of the sun industry
Taking advantage of strong demand in the US for fashion products to expand sales in the
premium segment
 US total market size US$2.1 billion
Sales of fashion products are growing faster than the rest of the market
 Even if the women’s fashion segment is growing at higher rates, there is still more room to
expand in this demographic
 Increasing importance of department stores
> Gaining market share vis-à-vis other distribution channels
> Natural fit for fashion products
Grow the premium sun category worldwide
 Traditional markets
 Development of new markets and channels
> Mexico, Middle East, Asia-Pacific
> Travel retail

Supporting and stimulating the growing global demand for fashion and luxury products
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Sunglass Hut: evolving the brand to better target
today’s consumers
Making a strong brand stronger
 Over 1800 stores worldwide
 Recognized trendsetter in the market
 60% spontaneous awareness in the US and
Australia
 Nearly 10,000 passionate and very well trained
associates worldwide

An opportunity for growth
driven by key consumer trends

 Located in upscale and major shopping malls,
other prime real estate






Accessories as status symbols
Desire for in-store ‘experiences’
50 is the new 30, 12 is the new 21
Ongoing growth of premium and luxury segments
worldwide
 Eyewear moving decidedly from pure function to
fashion accessory

 Customers are spending more often, more on
fashion, more on expensive products
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The new Sunglass Hut: much more than just a new format
Savvy. Sexy. Fun. Inspiring. Real.

Moving from a male, sports and
beach-oriented
target to a unisex,
fashion-conscious consumer

Sunglass Hut makes it easy
for you to be in style
Dedicated to consumers who
want more fashion more often
and want to celebrate their individuality
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The new Sunglass Hut: much more than just a new format
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Sunglass Hut: extending its reach globally
Moving into new markets, turning Sunglass Hut into a global brand
 Sun provides 25% profitability at group level, including manufacturing profit
 Business model: each new opening contributes quickly to the bottom line





North America
Rollout of the new format (60+ in 2007, more in 2008)
New openings (220+ in 2007, including department stores,
more in 2008)
Remodeling (180 in 2007, 55% of store base updated by
year end)
Department stores
Asia-Pacific

 First store in Hong Kong, 10 by year end
 A total of 9 stores in Singapore, 2 in Macao
 Australia: testing Sunglass Hut inside department stores
Middle East
 Franchising agreement for 50 stores in the Gulf region
 Entering Egypt

South Africa
Acquired 24-store specialty
sun chain
 Shopping centers in
urban areas including
Johannesburg and
Cape Town
 Attractive airport
locations

United Kingdom
 Already opened
flagship in Reading
 25 by year end

Over €1 billion in annual sales expected by 2010
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Optical: North America
LensCrafters
Expanding fashion
 Introduce Polo Ralph Lauren, Burberry
 Fashion-focused new advertising campaign
Aggressive contact lens marketing/merchandising
 Underdeveloped share
 Contact lens customers spend more, visit more
New store design
 180 by year end, more in 2008

Pearle Vision
Introducing leading-edge eye exam technology “digital
retinal imaging”
Ultra-premium “free form” progressive lens technology
New POS system by April driving sales and efficiency
Expansion
 New openings and D.O.C integration: 100 additional stores
 Franchising  more frames, 10-20 new locations
Canada
 Pearle and LensCrafters will be the only coast-to-coast
chains

Improving logistics and operating efficiency:

 Simplifying lens assortment
 Expanding/upgrading central labs (more in-house)
 Leveraging LensCrafters labs

Moving to provide optical solutions to stimulate the overall demand:

29

 Annual eye exams
 Managed Vision Care  “wellness” story

Wholesale: outlook for 2007
Drivers
Creating even more efficiency in distribution
 More focus on key accounts and new channels
 Department stores
 Travel retail
 More focus on the highest-producing doors
Stronger, more focused advertising support
 Spending 20 percent more
 PR activities
New markets
 Emerging markets
 Growing in sales at over 1.5x the rate of developed markets
 Even higher profitability

Sales up 15%, +100 bps operating margin above an already record high level,
despite adverse exchange rate effect
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Beyond 2007
Platform for growth already in place, execution is now key

Plenty of significant opportunities – for which we are already prepared
 Sun retail – the biggest opportunity of all
 Optical retail – steady growth, starting from an already strong position in key markets
 Wholesale – new brands, brands with room to grow, emerging markets, new channels
 Lens and labs – adding additional profitability
Great brand portfolio with potential for further strength
 Top global brands in fashion and luxury
 Leading regional brands
 Portfolio scale enhancement
A world-class organization for a truly global market
 Always one step ahead of competitors
 Young, multicultural, multi-geographical
 Continuous innovation for leadership in manufacturing and distribution efficiency

The ability to be fast and simple will continue to be key to our success
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4Q06: Financial highlights
Consolidated Income Statement, in Millions of Euro

4Q06

4Q05

∆

margin 4Q06

margin 4Q05

1,110.6
769.2
413.8

1,035.3
766.0
331.3

+7.3%
+0.4%
+24.9%

-

-

Operating Income
 Retail
 Wholesale

164.9
86.0
104.2

129.2
80.4
73.0

+27.6%
+6.9%
+42.7%

14.9%
11.2%
25.2%

12.5%
10.5%
22.0%

Net Income

100.7

76.1

+32.4%

9.1%

7.4%

95.7

85.6

+11.8%

8.6%

8.3%

0.22

0.17

-

-

-

0.21

0.19

-

-

-

Net Sales
 Retail
 Wholesale

from Continuing Ops

Net Income
including Discontinued Ops

EPS (€)
from Continuing Ops

EPS (€)
including Discontinued Ops

Notes: All figures are in accordance with U.S. GAAP
Results of Things Remembered, Inc., a former subsidiary that was sold in September 2006, are classified as discontinued operations and are not included in results
of operations of 2006 and 2005.
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Retail comparable store sales(1)

4Q06

YTD

Optical North America
 LensCrafters, Pearle Vision
 Licensed brands

6.5%
7.3%
3.4%

6.7%
8.3%
1.3%

Optical Asia-Pacific

3.0%

3.7%

4.8%
12.1%
(34.3)%

8.2%
12.8%
(20.1)%

5.7%

6.7%

SGH worldwide
 Sun
 Watches and accessories
Total Group

(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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Non-U.S. GAAP Measures Notes
Net Working Capital: Net working capital means total current assets, net of cash and assets held for sale, minus total current liabilities, net of
bank overdrafts, the current portion of long-term debt and liabilities held for sale. 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
Dec. 31, 2006

Dec. 31, 2005

1,484.7

1,604.6

339.1

367.5

-

182.3

1,425.3

1,235.7

Bank overdrafts
(+)

168.4

276.0

Current portion of long-term debt
(+)

359.5

111.0

-

47.1

248.2

253.1

Total current assets
(+)
Cash
(-)
Assets held for sale
(-)
Total current liabilities
(-)

Liabilities held for sale
(+)
Net working capital
(=)
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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 operating income 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 operating income, 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

Dec. 31, 2006

Dec. 31, 2005

Long-term debt
(+)

959.7

1,417.9

Current portion of long-term debt
(+)

359.5

111.0

Bank overdrafts
(+)

168.4

276.0

Cash
(-)

(339.1)

(367.5)

Net debt
(=)

1,148.5

1,437.4
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Non-U.S. GAAP Measure: EBITDA
Millions of Euro

Dec. 31, 2006

Dec. 31, 2005

Operating income
(+)

756.0

581.4

Depreciation & amortization
(+)

220.8

184.7

EBITDA
(=)

976.8

766.1

1.18

1.88

Net debt / EBITDA
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Non-U.S. GAAP Measure: Forecast of Net Debt / EBITDA
Millions of Euro, showing a range for FY07 E

FY07 E
Forecast of operating income
(+)

840 - 860

Forecast of depreciation & amortization
(+)

220 - 225

Forecast of EBITDA
(+)

1,060 - 1,085

Estimated net debt
(-)

1,050 - 1,120

Forecast net debt/EBITDA
(=)

1.0x
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Give the Gift of Sight – A Luxottica Group Foundation
2006 Gift of Sight Year End Results

697,487 People Helped in 2006
 Highlights:
 5MMth recipient helped during North American Mission in October
 3rd Recycling Center opened at Avant Gard United States

International Missions – 374,873 people helped on 16 missions
 Mexico – 6 missions in 2006
 Panama – 1 mission in 2006
 Romania – 1 mission in 2006
 Ecuador – 1 mission in 2006
 China – 1 mission in 2006
 Honduras – 2 missions in 2006
 Paraguay – 2 missions in 2006
 Mali – Inaugural mission
 Cambodia – 1 mission in 2006
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