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Forward looking statements

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, the ability to manage the effect of the poor current global economic conditions on
our business, the ability to successfully acquire new businesses and integrate their operations, the ability to predict
future economic conditions and changes in consumer preferences, the ability to successfully introduce and market
new products, the ability to maintain an efficient distribution network, the ability to achieve and manage growth, the
ability to negotiate and maintain favorable license arrangements, the availability of correction alternatives to
prescription eyeglasses, fluctuations in exchange rates, as well as other political, economic and technological
factors and other risks and uncertainties described in our filings with the US Securities and Exchange Commission.
These forward-looking statements are made as of the date hereof, and we do not assume any obligation to update
them.
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Agenda

2009: weathering the storm and proving resilience

2010: key business drivers and plans for growth

Multiple long-term growth engines
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FY 2009 results
Enrico Cavatorta
Chief Financial Officer
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2009 overview
In the toughest year ever, we achieved:
Significant improvement in financial position
 All-time high free cash flow(1) generation: €691 million
 Debt reduced from €2.9 billion to €2.3 billion in twelve months
> €100 million dividend payment in 2009
Group sales at €5.1 billion, almost in line with all-time high 2008 sales
 Ray-Ban and Oakley sales up by double digits
Underlying profitability improving constantly quarter after quarter
 Non-recurring items of approx. €7.4 million expensed in 4Q
Proposed dividend of €160 million in 2010

Consolidating our leadership and winning through the cycle

(1) Free cash flow is a non-US GAAP measure. For additional disclosure regarding non-US GAAP measures and a reconciliation to US GAAP measures, see Appendix.
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Group sales and profit trend by quarter
Sales growth at constant exchange rates(1)
4%

Operating margin (bps)
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+2.1 %(2)

-190(4)
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-3.8%
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FY09 (3) (4)
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-8%
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-11.6%
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-12%
1Q09

2Q09

3Q09

1Q09
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Net income - €
0%

-4%

-6%

-2.8%(3)

4Q09

-7.6%(3)

-9.4%(5)

-12%

FY09 (3) (5)
-14%

-12.7%

-12%

3Q09

Net income - US$

0%

-8%

2Q09

-18%

-24.0%
-16%
-20%

-19.2%(5)
-22.5%

-30%

-24%

FY09 (3) (5)
-18.5%

-24%

-32.6%

-36%
1Q09

2Q09
(1)
(2)
(3)
(4)
(5)

3Q09

4Q09

1Q09

2Q09

3Q09

4Q09

Operating measures that assume constant exchange rates between the four quarters of 2009 and the corresponding four quarters of 2008 are calculated using the average exchange rates for the
respective three-month periods ended March 31, June 30, September 30 and December 31, 2008, which were €1=US$ 1.4976, €1=US$ 1.5622, €1=US$ 1.5055 and €1=US$ 1.3180, respectively.
As adjusted for the 53rd week in 2008 and 2009
As adjusted for the non-recurring gain in 2008
As adjusted for the 53rd week in 2008 and 2009 and non-recurring costs in 2009
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As adjusted for the 53rd week in 2008 and 2009, non-recurring costs in 2009 and one-time capital loss in 2008

Sensitivity analysis for 2009
Management expectations as of March 13, 2009 (€1=US$ 1.30)

FY09
results

Sales growth scenarios:
Current
exchange rate
Constant
exchange rate

Operating margin
impact vs. 2008

Net Income
vs. 2008

+6.5%
0%

120 bps
dilution

unchanged

(1) As adjusted for the 53rd week in 2008 and 2009
(2) As adjusted for the non-recurring gain in 2008

-3.8%(1)

-220bps (2)(3)
dilution

+2.5%/flat

-2%/-6%

-4%/-6%

-8%/-12%

approx.
320 bps
dilution

-14%(2)(4) -15%/-20%

approx.
500 bps
dilution

-30%/-40%

(3) As adjusted for the 53rd week in 2008 and 2009 and non-recurring costs in 2009
(4) As adjusted for the 53rd week in 2008 and 2009, non-recurring costs in 2009 and
one-time capital loss in 2008
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Non-recurring items in 2008 and 2009

In 2008, the fiscal year for the Retail Division in North America included the 53rd week (€46
million in sales, €10.1 million in operating income). In 2009, the fiscal year for the Retail Division
in Asia Pacific, Greater China and South Africa included the 53rd week (€7.6 million in sales,
€2.6 million in operating income)

Non-recurring costs in 4Q09 of €7.4 million (restructuring)

One-time capital loss of €15 million net of tax(1) in 4Q08 due to the sale of a note related to the
sale of Things Remembered in September 2006

Non-recurring gain of €29 million in 3Q08 related to income from insurance proceeds, reduction
of non-cash stock compensation expenses and trademark amortization reversal

(1) €22.8 million before tax

Strengthening our leadership
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4Q09: consolidated sales

4Q08
€ million

4Q09
€ million

actual

Δ constant
exch.rate(1)

1,236.5

1,157.1

-6.4%

-1.1%

1,190.5

1,149.4

-3.4%

+2.1%

Retail

776.8

708.2

-8.8%

-1.7%

 adj. for the 53rd week(2)

730.8

700.6

-4.1%

+3.4%

448.9

-2.4%

0%

Net sales

adj. for the 53rd week(2)

Wholesale

(1)
(2)

459.7

Δ

Operating measures that assume constant exchange rates between the fourth quarter of 2009 and the fourth quarter of 2008 are calculated using the
average exchange rate for the three-month period ended December 31, 2008, which was €1=US$ 1.3180
In 2008, the fiscal year for the Retail Division in North America included the 53rd week; in 2009, the fiscal year for the Retail Division in Asia Pacific, Greater
China and South Africa included the 53rd week
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4Q09: consolidated results
actual

margin
4Q09

Δ
bps

148.2
153.0

-20.3%
-13.0%

15.0%
14.8%

12.8%
13.3%

-220 bps
-150 bps

117.4
107.3

76.9
81.7

-34.5%
-23.9%

9.5%
9.0%

6.6%
7.1%

-290 bps
-190 bps

88.2
78.0

54.0
58.7

-38.7%
-24.7%

11.3%
10.7%

7.6%
8.4%

-370 bps
-230 bps

65.5

58.4

-10.9%

14.3%

13.0%

-130 bps

38.8
47.9

35.6
38.7

-8.4%
-19.2%

$51.2
$63.2

$52.6
$57.2

2.8%
-9.4%

4Q09
€ million

EBITDA(1)
Adjusted(2)

186.1
175.9

Operating Income
Adjusted(2)
Retail
Adjusted(2)

Wholesale
Net Income - €
Adjusted(3)
Net Income – US$
Adjusted(3)

(1)
(2)
(3)

Δ

margin
4Q08

4Q08
€ million

EBITDA and EBITDA margin are non-US GAAP measures. For additional disclosure regarding non-US GAAP measures and a reconciliation to US GAAP
measures, see Appendix.
As adjusted for the 53rd week in 2008 and 2009 and non-recurring costs in 2009
As adjusted for the 53rd week in 2008 and 2009, non-recurring costs in 2009 and one-time capital loss in 2008
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FY09: consolidated sales

FY08
€ million

FY09
€ million

actual

Δ constant
exch. rate(1)

5,201.6

5,094.3

-2.1%

-4.5%

adj for the 53rd week (2)

5,155.6

5,086.7

-1.3%

-3.8%

Retail

3,109.1

3,139.0

+1.0%

-3.0%

 adj. for the 53rd week (2)

3,063.2

3,131.3

+2.2%

-1.8%

Wholesale

2,092.5

1,955.3

-6.6%

-6.8%

Net sales

(1)
(2)

Δ

Operating measures that assume constant exchange rates between fiscal year 2009 and fiscal year of 2008 are calculated using the average exchange rate
for the twelve-month period ended December 31, 2008, which was €1=US$ 1.4707
In 2008, the fiscal year for the Retail Division in North America included the 53rd week; in 2009, the fiscal year for the Retail Division in Asia Pacific, Greater
China and South Africa included the 53rd week
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FY09: consolidated results
Δ
actual

margin
FY08

margin
FY09

Δ
bps

869.1
873.9

-14.3%
-11.1%

19.5%
19.1%

17.1%
17.2%

-240 bps
-190 bps

749.8
710.6

583.2
588.0

-22.2%
-17.3%

14.4%
13.8%

11.4%
11.6%

-300 bps
-220bps

430.6
420.4

367.5
372.2

-14.7%
-11.5%

13.8%
13.7%

11.7%
11.9%

-210 bps
-180 bps

Wholesale

440.0

355.5

-19.2%

21.0%

18.2%

-280 bps

Net Income - €
Adjusted(3)

379.7
369.7

314.8
317.9

-17.1%
-14.0%

$558.5
$543.7

$439.0
$443.3

-21.4%
-18.5%

FY08
€ million

FY09
€ million

1,014.7
982.8

Operating Income
Adjusted(2)
Retail
Adjusted(2)

EBITDA(1)
Adjusted(2)

Net Income – US$
Adjusted(3)

(1)
(2)
(3)

EBITDA and EBITDA margin are non-US GAAP measures. For additional disclosure regarding non-US GAAP measures and a reconciliation to US GAAP measures, see
Appendix.
As adjusted for the 53rd week in 2008 and 2009, non-recurring gain in 2008 and non-recurring costs in 2009
As adjusted for the 53rd week in 2008 and 2009, non-recurring gain in 2008, non-recurring costs in 2009 and one-time capital loss in 2008
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Free cash flow(1) evolution by quarter
Millions of Euro
260
220

238

207

180

16 8

FY 2009 (€691 mln)

18 4

140
100

12 0

78

60

FY 2008 (€302 mln)
18

20
-20

-20
1Q

2Q

3Q

4Q

Net working capital effect

Millions of Euro

Tax effect

Millions of Euro

130

129

97

75

90
25
50
-25

10

-22

2008

2009

-71

-30

-75
2008

2009
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(1) Free cash flow is a non-US GAAP measure. For additional disclosure regarding non-US GAAP measures and a reconciliation to US GAAP measures, see Appendix.

13

FY09: debt overview
Millions of Euro
FY 2008

EBITDA(1)

1,015

869

Δ working capital

(14)

181

Capex

(296)

(200)

Operating cash flow

705

850

Financial charges(3)

(122)

(85)

Taxes paid

(266)

(71)

Extraordinary charges(4) (15)

(3)

302

691

Free cash flow(1)

Dec. 31,
2008

FY 2009

Net US$ debt(1)
Net € debt(1)

Dec. 31,
2009

(2,881)

(1,936)

945

(895)

(1,043)

(148)

Translation adj.
€ 1 = US$

Net debt(1) (€)

Δ

24
1.3919

1.4332

(2,950)

(2,339)

Net debt/EBITDA(1)

2.9x

2.7x

Net debt/EBITDA(1) (2)
excluding exchange
rate effect

2.8x

2.6x

611

Strong focus on cash generation to sustain growth
(1)
(2)
(3)
(4)

Free cash flow, EBITDA, net debt and net debt/EBITDA are non-US GAAP measures. For additional disclosure regarding non-US GAAP measures and a reconciliation to US
GAAP measures, see Appendix.
Operating measures that assume constant exchange rates between fiscal year 2009 and fiscal year of 2008 are calculated using the average exchange rate for the twelvemonth period ended December 31, 2008, which was €1=US$ 1.4707
Equals interest income minus interest expenses
Equals extraordinary income minus extraordinary expenses
Strengthening our leadership
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Group key strengths
… and challenges

Andrea Guerra
Chief Executive Officer

Strengthening our leadership

Weathering the storm: our “backbone” of resilience

1

Ray-Ban and Oakley
together with a
Premium/Luxury portfolio

2

Diversified footprint across
businesses, geographies
and price points

3

“Partnership”-based
wholesale model

4

Vertically integrated
business model, securing
cash generation

Strengthening our leadership
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Agenda

2009: weathering the storm and proving resilience

2010: key business drivers and plans for growth

Multiple long-term growth engines

Strengthening our leadership
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Wholesale
Paolo Alberti
Executive Vice President, Wholesale Division

Strengthening our leadership

Wholesale
Long-term growth sustained by a global strategy with local execution
and a highly adaptive distribution approach

Powerful and well
diversified brand portfolio
in sun and Rx
Products tailor-made for
channel/client

First mover advantage
Direct presence in key
emerging markets

Developed
markets

Emerging
markets

Organization designed to
serve a sophisticated
commercial structure

Powerful brands with
local approach to
collections
Strong investments to
raise category
penetration and brand
awareness

Long-term distribution
agreements

Strengthening our leadership
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More growth to capture in developed markets

Expanding STARS in Italy, France and Spain
Improving Ray-Ban mix (polar, tech and rare prints)
Strengthening luxury
 Strong marketing support
 New special projects: 4 in 2009, 13 in 2010 (Bvlgari,
Dolce & Gabbana, Prada, Tiffany)
New initiatives to strengthen prescription
 Better Rx and sun coverage for
Ray-Ban & Oakley
 Dedicated after-sales service
 Improvement of trade marketing & training
 New organization in place to support Rx projects
Concentration on sell out
 Merchandisers & promoters

Strengthening our leadership
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Accelerating expansion in emerging markets

Launching STARS in Latin America and India
Distribution
 Implementing client segmentation
 Establishing long-term distribution agreements with
“new-born” Key Account segment
Organization
 Completing Oakley integration in Brazil and South
Africa
Launching dedicated Ray-Ban “emerging markets”
collections (sun/Rx)
Advertising investments to support brand awareness

draft layout
Strengthening our leadership
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Oakley
Colin Baden
Chief Executive Officer, Oakley
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Oakley’s unique DNA
Oakley differentiates itself from other Optics brands
Research and development
 Over 600 patents and 1,000 trademarks worldwide
 High Definition Optics (HDO) technology
 Solutions to real-world problems for athletes and the military
 Impact protection

R&D
R&D

Sports heritage
 1,400 athletes influence product innovation, testing,
marketing
 Participate in and sponsor key global events: Olympics,
Tour de France, Arctic Challenge, X Games, America’s Cup
Unique product design
 Iconic frames-Jawbone, Juliet, Over the Top
 Custom product: sports performance frames, goggles,
backpacks, boardshorts

Custom
Custom product
product

Iconic
Iconic Design
Design
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Global brand presence
Oakley: the most diverse sports brand in the world with deep roots in both action and
traditional sports

2010
2010 Winter
Winter Olympics
Olympics

Winter Olympics
 Represented on 362 Athletes from 62 countries
 Oakley athletes have won 37 medals (in total), 15 of which are gold
 Activation included brand signage on resort trams, subways,
storefronts and billboards

International exposure
 Europe: America’s Cup/Alinghi team, Moto GP, Tour de France
 Scandinavia: Oakley Arctic Challenge
Athletes
Athletes and
and Events
Events

Key international athletes
 UK: Kevin Pietersen (cricket), Sky Team
 France: Sebastian Loeb (Rally)
 Spain: Jorge Lorenzo (Moto GP)
 Germany: Sebastian Vettel (F-1)
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Expand and strengthen distribution globally
Increase brand awareness worldwide, focusing on EMEA and emerging markets
 Own the Mountain: snow resort focus
 Showcase Oakley within Moto GP: F1, Rally: motorsports brand of choice
 Participate in global events: Tour de France, London Olympics 2012
 Grow sports penetration in India and China
 Expanded Rolling Lab program in Europe and Australia

Continue to build Luxottica Retail partnership
 Deliver the right product to consumers at the right time
 Communicate Oakley superior technology features to store associates
 Educate consumers about our optics product benefits

Leverage Luxottica’s optical channel knowledge
 Elevate service levels to deliver to optical channel needs
 Increase training to the channel and to the end consumer
 Improve on execution in store
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Expand and strengthen distribution on-line
Expand Oakley’s on-line presence worldwide
 Roll out international e-commerce platforms
 Grow on-line community via Oakley.com and new media to increase consumer retention

Europe site: launches in April 2010
 19 countries
 4 languages + English
 Localized assortments
 Localized pricing

US site

UK site:
Launched in 2009

Japan site:
expanded with OCP
in 2010
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Optimize the product portfolio
Provide consumers what they want: Oakley Custom Product (OCP)
 23 OCP styles offered in Men’s and Women’s Sunglasses &

Goggles
 $15 OCP price premium at Oakley Retail
 Over 25% of Oakley Retail and Oakley.com sales are OCP
 2006 – 2009: revenue growth in OCP is over 60%

Growth tactics in 2010
 Expand distribution in 2010


Continue to increase revenue growth in current channels:
O Stores, Oakley.com



Test new platforms in Luxottica Retail and Wholesale

 Offer additional product choices within Oakley Retail and

Oakley.com
 Build team sales within North America
 Expand product offering in Women’s & Goggles
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Luxottica Retail North America
Kerry Bradley
President, Luxottica Retail North America

Strengthening our leadership

Optical Retail in North America
Key 2010 strategies
100% comp store sales focus; few new stores

LensCrafters first!

Accelerate EyeMed

Lenses/Labs: new products & lower costs

Multiple pair: boosting sun

Strengthening our leadership
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LensCrafters’ key 2010 focus areas
Increase conversion
Store Service/Selling – “accelerate results” training
 Fewer/stronger leaders – increased span of control
Lens leadership
 New products, more one-hour technology, especially multifocals/
progressives
 Better demos/storytelling

Targeting “40% Sun” vision
 More products, merchandising (Ray-Ban/Oakley)
 Doctors/Associates prioritizing/selling
(“outdoor/indoor”)

Boost traffic
Drive LensCrafters share of insurance business
More effective consumer marketing
 Guarantees, one-hour service, “tangible” advantages
 Emotional connection: “LensCrafters loves eyes, eyes love LC”

Strengthening our leadership
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Accelerate EyeMed
The #2 operator in US vision care
 26 million insured lives
 More than 100 million members through group discount programs,
including AARP/AAA and health plans
 Strategic relationship with major health insurance leaders: WellPoint,
Aetna, Humana among the others

Growing Fast. Catching Up. Building Share of insurance segment
 Big new accounts for 2010: Verizon, Hewlett-Packard, State of South
Carolina
 Strengthening sales/marketing and service teams
 Investing in future state-of-the-art systems

Good for Retail, as well as for Wholesale & independents
 Stream of new patients to retail/independent doors
 Potential high frequency, high value (annual exams, costs subsidized)
 More provider friendly than many competitive programs

Strengthening our leadership
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Lenses & Labs - new products, lower costs
Expecting 6% CPU reduction vs. 2009
 Leveraging technologies/efficiencies

Supporting new/premium product emphasis
 Ray-Ban Rx (clear and sun)
 Digital surfacing
 AR
 Expanded “wrap sun” ranges

Testing new in-store technologies for LensCrafters labs
 With strategic lens/tech suppliers
 Lab (one hour) and retail-floor automation

Making lenses & labs a strategic advantage

Strengthening our leadership
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Sun

Doctors: sun Rx’s (pre-sell)

Merchandising: stronger presentation
 Ray-Ban/Oakley emphasis
 More broad space/SKUs

Rx-ability: more lens options
 Ray-Ban Rx
 More “wrap” styles

Incentives: second-pair promotions/bundling

Strengthening our leadership
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Sunglass Hut
Fabio d’Angelantonio
Chief Marketing Officer &
EVP Sun and Luxury Retail

Strengthening our leadership

Now a global business
NORTH AMERICA
1,622 stores

ASIA (1)
21 stores

EUROPE
66 stores

AUSTRALIA - NEW
ZEALAND
191 stores

N. AFRICA MIDDLE EAST
23 stores

SOUTH AFRICA
80 stores

(1) Asia includes: China, Hong Kong, Philippines,
Singapore, Thailand, India

Regions of current presence

 Expansion through new channels: Department Stores and Travel Retail (approx. 250 stores in 2010)
 Expansion through new geographies: selected geographies where the sun business is a relevant
and growing opportunity
Strengthening our leadership
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Sunglass Hut strategic pillars

Value
proposition
People
“Find your
cool”

World class
Hiring
Training
Compensation and
incentives
Talent management and
retention

Enhanced experience
Fast fashion: offer and
celebrate newness
Integrated supply chain
360° brand stories
Visual merchandising
excellence

Brand &
marketing

Building brand equity
Existing customers:
conversion, loyalty and
satisfaction

Infrastructure
platform &
operational
discipline

Real estate: focus on
quality
Store construction:
sustainable model
Traffic counters

More new customers:
focus on women and young
customers

Continuous cost control:
occupancy, labor, shrink

Significantly higher
marketing investments

Global metrics for
efficiency and productivity

Exciting calendar of
activities

Strengthening our leadership
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Fast fashion: offer and celebrate newness
Changing the very core of the business model
From low intensity model
Conservative product selection
Few collection updates
Minimal product celebration

To a high-churn model
Fast flow of newness
Exit strategy through outlets
Product-centered storytelling

The new “conveyor belt”

New product flow

New
exit
strategy

Storytelling approach

Strengthening our leadership

Tory
Burch

360° brand stories
Online communication & e-commerce

Product exclusives for Sunglass Hut US

Associate trainings

Direct response consumer materials
Associate engagement: make them Advocates!

Strengthening our leadership
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Building brand equity
NYC 5th Avenue Flagship Store opening April 2nd

Delivering Sunglass Hut DNA
Mission: establish Sunglass Hut as the authority
and key destination for premium sunglasses
Promise: FIND YOUR COOL
Values: fun, sexy, real, savvy, inspiring

Via a powerful set of tools
30% increase in marketing spending
2H advertising campaign
Increased focus on fashion-sensitive female audience
Powerful front door events
Growing web and digital conversation
From PR events to a PR brand

Strengthening our leadership
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Operations
Sergio Farioli
Group Engineering and Manufacturing Director

Strengthening our leadership

Operations overview
Lenses

Injected

Metal

Acetate

Los Angeles

Los Angeles

Agordo & Rovereto

Sedico

Lauriano

Pederobba

Tristar

Tristar

65%
35%

Strengthening our leadership
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Boosting efficiency & flexibility
2009 inventory trend
2 million units reduction

%

2008
-10%
-18%

-21%

2009

-24%

1Q

2Q

3Q

4Q

Lead time evolution in metal frames production

-48%
days

2007

2008
Strengthening our leadership
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Enjoying continued efficiencies
Volumes
 Back to growth
 Continue to balance the mix between “Made in Italy”, “Made in US” and
“Made in China”
Costs
 Benefiting from inventory deleverage, especially in 1Q and 2Q
 New projects in engineering and sourcing
> Insourcing technology for decoration
> Supplier reduction: progressively improving DPO
Supply chain
 From 23 DCs in 2009 to 18 DCs in 2010
 Concentrating inventory

Reaping full benefits of operations resize with more to come…

Strengthening our leadership
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Innovation: always our focus
Ray-Ban Tech development process
Light, resistant,
technical, comfortable

Other sector
benchmark

Aerospace, automotive,
most advanced sports

Passed all quality
tests

Carbon fiber

New assembly
process

Difficulty to assemble
on traditional
assembly line

Not workable: too
rigid and difficult
to assemble with
metal components

New
machinery

Difficult to process and
to reach aesthetical
compromise

Strengthening our leadership

Developed
new patented
compound
44

Innovation doesn’t mean forgetting good traditions

Where technology helps quality
Where hands make the difference

Strengthening our leadership
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Transformation Program
Carlo Privitera
Chief Information Officer

Strengthening our leadership

Transformation program
Multi-year project, to be completed by end of 2012
One IT system across the entire organization
 Streamlining and simplifying processes
 Increasing flexibility to support business development & organization evolution
Areas of SAP implementation
 Shared services - standardize all back offices
 Sales and distribution - integrated global supply chain
 Manufacturing - planning cycle, lead time & inventory reduction and service
levels improvement
 Go to market - support different sales channels with the proper technology
 EyeMed - drive operational excellence and simplification

Strategic investment to maximize efficiency and support future growth

Strengthening our leadership
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Transformation program: 2010 projects
After a successful SAP introduction in 2008 and 2009
 European shared services
 Italian logistics hub
 Sunglass Hut
 US e-commerce
Currently working on
 North American shared services
 Chinese logistics hub
 Wholesale subsidiaries integration: UK, Italy and US
 Labs integration
 Continuing to leverage e-commerce

Year-end implementation goal: 50% completion

Strengthening our leadership
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2010 outlook
Enrico Cavatorta
Chief Financial Officer

Strengthening our leadership

2010 outlook
Confirming October outlook for 2010
Western countries: showing gradual improvements
Emerging markets: expecting double-digit growth in sales
Reaping the full benefit of 2009 actions to compete in the “new world”

Sales growth

Mid-single digit(1)

Operating income

2x sales growth(1)

Net income

3x sales growth(1)

Net debt/EBITDA: approaching 2x
(1) Percentage growth on a like-for-like basis, i.e. at constant exchange rates and excluding non-recurring costs or gains

Strengthening our leadership
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Agenda

2009: weathering the storm and proving resilience

2010: key business drivers and plans for growth

Multiple long-term growth engines
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Multiple engines of growth

Strengthening our leadership

Focus areas going forward

Oakley

Growth platform

Emerging markets

Acceleration of expansion

Developed markets

Growth prospects in US and Europe

Flexibility

Cost leadership

Strengthening our leadership
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Conclusions and Q&A

Strengthening our leadership

Conclusions
FY 2009
 Pleased with the outcome despite a challenging year
 Now a much stronger organization
> All areas of the business, all regions
 More focused
> Targeting fewer, higher-opportunity areas

FY 2010
 A year of growth
> Expecting certain areas to grow significantly more than others
> But it will be growth across the entire organization
 Now more than ever we are maintaining tight control of our business
 January & February: on track vs. full-year overall objectives

Longer-term
 Plenty of areas of opportunity, great assets to continue to leverage

Strengthening our leadership

55

Appendix
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OneSight Foundation
At OneSight, a Luxottica Group Foundation, our mission is to restore and
preserve clear vision for 314 million adults and children in need worldwide who
cannot afford basic eye care. Our Vision is a world where primary vision care is
a reality for everyone. Through OneSight, we use our business expertise in
eye care and eyewear to give back to those in need.
2009 activities:
Global Eye Care:
 19 Global Clinics to: Brazil**, Chile, Ecuador, El Salvador, Guatemala, Honduras, India, Mexico, Nicaragua,
Panama, Paraguay, South Africa** and Thailand
 236,592 people helped
Regional Eye Care:
 49 Regional and Vision Van Clinics across North America, China and Australia
 39,154 helped
Community Eye Care:
 202,682 helped through in-store and outreach programs in communities across North America and Asia
Pacific
Preventative Eye Care:
 13 grants totaling $236,306 to research cures for preventable blindness
** First-Time Global Clinic Locations
80-year-old Naya sells colorful textiles for a living. Failing vision put
him in danger of having to close his business. As the sole wage
earner for his family, his new glasses from OneSight will enable him
to clearly see and easily sell the beautiful fabrics in his store.

India Global Clinic, 2009
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Retail comparable store sales(1)

(1)

4Q09

FY09

Optical North America
LensCrafters, Pearle Vision
Licensed brands

-0.5%
+11.0%

-6.3%
+9.6%

Optical Australia/New Zealand

-8.9%

-2.9%

Sunglass Hut worldwide

-1.9%

-7.1%

Comparable store sales reflects the change in sales from one period to another that, for comparison purposes, includes in the calculation only stores
open 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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Wholesale sales breakdown
Sales breakdown for 4Q09

Sales breakdown for FY09

Wholesale sales: flat(1)

Wholesale sales decreased by 6.8%(1)

(Sales breakdown by region, 4Q09)

(Sales breakdown by region, FY09)
RoW
18.2%

RoW
16.4%

Europe
51.0%

Americas
32.5%

(YoY% changes by region, 4Q09)(1)
Europe:
Americas:
RoW:
(1)

+1.2%
+5.0%
-11.3%

Europe
47.6%

Americas
34.2%

(YoY% changes by region, FY09)(1)
Europe:
Americas:
RoW:

-5.5%
-3.0%
-17.2%

Wholesale sales at constant exchange rates are operating measures that assume constant exchange rates between the fourth quarter of 2009 and the fourth
quarter of 2008 and between fiscal year 2009 and fiscal year 2008 and are calculated using the average exchange rates for the respective three and twelvemonth periods ended December 31, 2008, which were €1=US$1.3180 and €1=US$1.4707, respectively.
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Non-US GAAP measures:
Adjusted measures
In order to provide a supplemental comparison of current period results of operations to prior periods, we have adjusted for certain non-recurring
transactions or events. We have made such adjustments to the following measures: EBITDA, EBITDA margin, operating income, operating margin
and net income. For comparative purposes, management has adjusted each of the foregoing measures by excluding, as applicable, the following:
(a) the impact of the 53rd week of operations in the Retail Division in North America in fiscal year 2008 and in the Retail Division in Asia
Pacific, Greater China and South Africa in fiscal year 2009;
(b) non-recurring charges of €7 million incurred by the Retail Division in North America in the fourth quarter of 2009;
(c) a non-recurring loss of €22.8 million (€15.3 million, net of tax) related to the sale in 2008 of a note we received as part of the sale of the
Things Remembered retail chain in September 2006; and
(d) a non-recurring gain of €29.0 million incurred in the third quarter of 2008 related to income from insurance proceeds, reduction of noncash stock compensation expenses and trademark amortization reversal.
The Company believes that these adjusted measures are useful to both management and investors in evaluating the Company’s operating
performance compared with that of other companies in its industry because they exclude the impact of non-recurring items that are not relevant to
the Company’s operating performance.
The adjusted measures referenced above are not measures of performance in accordance with accounting principles generally accepted in the
United States (U.S. GAAP). We include these adjusted comparisons in this presentation in order to provide a supplemental view of operations that
excludes items that are unusual, infrequent or unrelated to our ongoing core operations.
These adjusted 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. 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 adjusted 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 these adjusted measures may differ from methods used by other companies.
The Company recognizes that there are limitations in the usefulness of adjusted comparisons due to the subjective nature of items excluded by
management in calculating adjusted comparisons. We compensate for the foregoing limitation by using these adjusted measures as a comparative
tool, together with U.S. GAAP measurements, to assist in the evaluation of our operating performance.
See the tables on the following pages for a reconciliation of the adjusted measures discussed above to their most directly comparable U.S. GAAP
financial measures or, in the case of adjusted EBITDA and adjusted EBITDA margin, to EBITDA and EBITDA margin, respectively, which are also
non-U.S. GAAP measures. For a discussion of EBITDA and EBITDA margin and a reconciliation of EBITDA and EBITDA margin to their most
directly comparable U.S. GAAP financial measures, see the tables on the pages immediately following the reconciliation of the adjusted measures.
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Non-US GAAP measure:
reconciliation between reported and adjusted P&L items
Millions of Euro

FY2009

Reported
Adj. for the 53d week

FY2008

Net sales

EBITDA

Operating
income

Net
income

Net sales

EBITDA

5,094.3

869.1

583.2

314.8

5,201.6

1,014.7

749.8

379.7

(7.6)

(2.6)

(2.6)

(1.7)

(46.0)

(10.1)

(10.1)

(6.2)

7.4

7.4

4.9
(21.8)

(29.0)

(19.1)

Non-recurring costs
Non-recurring gains

Operating
income

One-time capital loss
in 2008
Adjusted

Net
income

15.3

5,086.7

873.9

588.0

317.9

5,155.6

982.8

710.6

Adjusted net sales (/)

5,086.7

5,155.6

Adjusted operating
margin (=)

11.6%

13.8%
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Non-US GAAP measure:
reconciliation between reported and adjusted P&L items
Millions of Euro

4Q2009

Reported
Adj. for the 53d week

4Q2008

Net sales

EBITDA

Operating
income

Net
income

Net sales

EBITDA

1,157.1

148.2

76.9

35.6

1,236.5

186.1

117.4

38.8

(7.6)

(2.6)

(2.6)

(1.7)

(46.0)

(10.1)

(10.1)

(6.2)

7.4

7.4

4.9

Non-recurring costs

Operating
income

One-time capital loss
in 2008
Adjusted
Adjusted net sales (/)
Adjusted operating
margin (=)

Net
income

15.3

1,149.4

153.0

81.7

38.7

1,190.5

175.9

107.3

1,149.4

1,190.5

7.1%

9.0%
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Non-US GAAP measures:
EBITDA and EBITDA margin
EBITDA represents net income before non-controlling interests, taxes, other income/expense, interest expense, depreciation and amortization.
EBITDA margin means EBITDA divided by net sales. The Company believes that EBITDA is useful to both management and investors in
evaluating the Company’s operating performance compared with 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.
EBITDA and EBITDA margin 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 EBITDA margin 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 may differ from methods used by other companies. The Company recognizes that the usefulness of EBITDA has 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; and
EBITDA does not allow us to analyze the effect of certain recurring and non-recurring items that materially affect our net income or loss.
We compensate for the foregoing limitations by using EBITDA as a comparative tool, 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 EBITDA to net income, which is the most directly comparable U.S. GAAP financial
measure, as well as the calculation of EBITDA margin on net sales.
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Non-US GAAP measures:
EBITDA and EBITDA margin
Millions of Euro
4Q09

4Q08

FY09

FY08

35.6

38.8

314.8

379.7

1.1

2.6

12.1

15.5

18.1

10.4

167.4

194.7

2.3

33.8

4.2

37.9

Interest expense
(+)

19.7

31.9

84.7

122.0

Depreciation & amortization
(+)

71.3

68.6

285.9

264.9

EBITDA
(=)

148.2

186.1

869.1

1,014.7

Net sales
(/)

1,157.1

1,236.5

5,094.3

5,201.6

EBITDA margin
(=)

12.8%

15.0%

17.1%

19.5%

Net income/(loss)
(+)
Net income attributable to non-controlling interests
(+)
Provision for income taxes
(+)
Other (income)/expense
(+)
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Non-US GAAP measures:
adjusted EBITDA and adjusted EBITDA margin
Millions of Euro
4Q09

4Q08

FY09

FY08

38.7

47.9

317.9

369.7

1.1

2.6

12.1

15.5

19.7

13.9

169.1

188.4

2.3

11.0

4.2

15.1

Interest expense
(+)

19.7

31.9

84.7

122.0

Depreciation & amortization
(+)

71.3

68.6

285.9

272.1

Adjusted EBITDA
(=)

153.0

175.9

873.9

982.8

Adjusted net sales
(/)

1,149.4

1,190.5

5,086.7

5,155.6

Adjusted EBITDA margin
(=)

13.3%

14.8%

17.2%

19.1%

Adjusted net income/(loss)
(+)
Net income attributable to non-controlling interests
(+)
Adjusted provision for income taxes
(+)
Adjusted other (income)/expense
(+)
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Non-US GAAP measures:
Net debt to EBITDA ratio
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 net
income before non-controlling interests, taxes, other income/expense, interest expense, 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 (US 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 US GAAP. Rather, these non-GAAP measures should be used as a supplement to US 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 US 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 US 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 US GAAP financial measure, as well
as the calculation of the ratio of net debt to EBITDA. For a reconciliation of EBITDA to net income, which is the most directly comparable US GAAP financial
measure, see the tables on the preceding pages.
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Non-US GAAP measures:
Net debt and net debt/EBITDA
Millions of Euro
Dec. 31, 2009

Dec. 31, 2008

2,404.2

2,519.3

Current portion of long-term debt
(+)

166.3

286.2

Bank overdrafts
(+)

149.0

432.5

Cash
(-)

(380.1)

(288.5)

Net debt
(=)

2,339.3

2,949.5

EBITDA

869.1

1,014.7

Net debt/EBITDA

2.7x

2.9x

2,383.9

2,821.2

2.7x

2.8x

Long-term debt
(+)

Net debt @ avg. exchange rates(1)
Net debt / EBITDA @ avg. exchange rates(1)

(1) Calculated using the respective 12-month average exchange rate as of December 31, 2009 and the 12-month average exchange rate as of
December 31, 2008, which were €1=US$ 1.3947 and €1=US$ 1.4707, respectively
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Non-US GAAP measures:
Free cash flow
Free cash flow represents EBITDA (see appendix on page 88), plus or minus the decrease/(increase) in working capital over the prior period, less capital
expenditures, plus or minus interest income/(expense) and net charges for extraordinary items, minus taxes paid. The Company believes that free cash flow is
useful to both management and investors in evaluating the Company’s operating performance compared to other companies in its industry. In particular, our
calculation of free cash flow provides a clearer picture of the Company’s ability to generate net cash from operations, which it uses to cover mandatory debt
service requirements and to fund discretionary investments, pay dividends or pursue other strategic opportunities.
Free cash flow is not a measure of performance under accounting principles generally accepted in the United States (US GAAP). We include it 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 generate cash from operations in excess of its cash expenses;
• Ensure that this measure is fully understood in light of how the Company evaluates its operating results;
• Properly define the metrics used and confirm their calculation; and
• Share this measure with all investors at the same time.
Free cash flow is not meant to be considered in isolation or as a substitute for items appearing on our financial statements prepared in accordance with US
GAAP. Rather, this non-GAAP measure should be used as a supplement to US GAAP results to assist the reader in better understanding the operational
performance of the Company. The Company cautions that this measure is not a defined term under US GAAP and its definition should be carefully reviewed
and understood by investors. Investors should be aware that Luxottica Group’s method of calculation of free cash flow may differ from methods used by other
companies. The Company recognizes that the usefulness of free cash flow as an evaluative tool may have certain limitations, including:
• The manner in which the Company calculates free cash flow may differ from that of other companies, which limits its usefulness as a comparative measure;
• Free cash flow does not represent the total increase or decrease in the net debt balance for the period since it excludes, among other things, cash used for
funding discretionary investments and to pursue strategic opportunities during the period and any impact of the exchange rate changes;
• Free cash flow can be subject to adjustment at the Company’s discretion if the Company takes steps or adopts policies that increase or diminish its current
liabilities and/or changes to working capital; and
• Free cash flow includes amounts that are used to cover mandatory debt service and other non-discretionary requirements and therefore does not represent
the residual cash flow available solely for discretionary expenditures.
We compensate for the foregoing limitations by using free cash flow as one of several comparative tools, together with US GAAP measurements, to assist in
the evaluation of our operating performance.
See the tables on pages 14 and 89 and 90 for a reconciliation of free cash flow to EBITDA and EBITDA to net income, respectively, which is the most directly
comparable US GAAP financial measure.
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Investor Relations team
Alessandra Senici
Tel. +39 (02) 8633 - 4662
alessandra.senici@luxottica.com
Nicoletta Russo
Tel. +39 (02) 8633 - 4718
nicoletta.russo@luxottica.com
Elena Dimichino
Tel. +39 (02) 8633 - 4038
elena.dimichino@luxottica.com
www.luxottica.com
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