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Sarantis: Shifting gears = u
We initiate coverage of Sarantis with a Buy recommendation and a Target Price of EUR 15.10 per share. We view Ta rget Prlce 15-10
that Sarantis, a consumer products group, is having strong, top line growth prospects, on the back of its exposure
in a region with an expanding economic activity (Central East and South Europe) and as the group leverages upon  cyrrent share price* 10.96
its wide portfolio of well-known brands and its unique, for the region, distribution network. At the same time, the *13/09/24
strategy for faster growth from the Beauty & Skin Care category, along with ongoing management efforts to
optimize production and efficiency, to lead to a strong margin expansion. By 2028 (the end-year of the
management’s guidance period), the high operating profitability (2028F EBITDA of EUR 121.2m), along with the _Stock data
high cash conversion ability and the targeted capex, to allow Sarantis (a group effectively unlevered) to grow its  Market Cap (EUR m) 706.0
net cash position to an estimated EUR 211m, while in parallel we account for the dividend strategy to be Free float 32%
maintained. EV (EUR m) 776.4
Sarantis on the cusp of significant strategy change. In terms of product portfolio, the new management (took _ Number of shares (m) 66.9
over in mid-2023) is concentrating on the winning brands (HERO), while it has initiated the process of limiting
the overall products offered (reduction of SKUs by 40%). This strategy to allow for better market penetration = Performance im 3m 12m
and increased efficiencies. The expansion to selected international markets through exports of Beauty & Skin  Absolute (%) 5.6 -0.4 39.4
Care products with a low-cost distribution model, is a key element of the new strategy, targeting countriesin  asg (%) -0.9 0.9 12.8
Southeast Asia and the Middle East.

The prospect of acquisitions is always in the cards. Sarantis has a long history of creating value through

acquisitions. New management is also actively seeking M&A opportunities, focusing only in the region the  ADV-12m (k) 53.30
group already operates. This time around though Sarantis is in a position to target larger-size acquisitions, thus  Price high-12 m 12.44
we don’t exclude the possibility of a transformational M&A agreement, if an opportunity occurs. Price low-12m 7.07

The strategy is delivering. In 1H24, the company reported organic sales growth (excluding the recent Stella
pack acquisition) of 13.4% y-o-y, with EBIT growth of 36.2% y-0-y on the back of 187bps expansion of the EBIT
margin. The performance that was driven by a c. 37% y-o-y increase in sales and 130% y-o-y growth in EBIT of
the Beauty & Skin category, supports management’s FY24 guidance, while it leads to expectations for
overperformance.

We account for a c. 9.1% topline CAGR over the period of 2023-28 with forecasted EBITDA CAGR of 14.5%. In
line with management guidance, we view that there is substantial growth potential over the coming years both
in terms of revenues as well as operating profitability given i) the absorption of Stella Pack (the largest
acquisition this far for the group), ii) the ongoing market penetration efforts through the HERO brands, iii) the
potential of the higher-margin Beauty & Skin Care category both in the group’s existing markets as well as in
selected international markets and iv) the optimization of processes that should lead to increased efficiencies
and margins. EPS CAGR over the period 2023-28 is estimated at 15.3%.

Sarantis share price has posted a 31% increase y-t-d, but we view that current valuation levels have yet
to reflect the positives of the new strategy. The group is currently trading at a 2025F P/E and EV/EBITDA
of 13.2x and 8.7x respectively which compares to the P/E and EV/EBITDA of 19.9x and 12.1x for a
selected group of peers.

Our DCF exercise, that we prefer in order to better capture the prospects of the changing operational
model, returns a value for Sarantis of EUR 15.10 per share. We initiate with a Buy recommendation.

EURm 2023 2024F 2025F 2026F 2027F 2028F
Net Sales 482.2 599.4 635.4 670.5 707.7 745.3
EBIT 47.1 61.2 68.6 78.5 86.7 95.4
DPS 0.22 0.28 0.32 0.37 0.41 0.46
P/E 18.8x 14.9x 13.1x 11.3x 10.2x 9.1x
EV/EBITDA 11.2x 9.1x 7.6 x 6.3x 5.4x 4.3x
Dividend yield 2.0% 2.5% 2.9% 3.4% 3.7% 4.2%

Source: The Company, AXIA Research
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Sarantis — Initiation of Coverage

Investment Case

We initiate coverage of Sarantis with a Buy recommendation and a TP of EUR 15.10 per share or 38% upside potential
from current levels.

Sarantis is a consumer products company producing, selling and distributing numerous well-known branded products
in the segments of Home Care, Personal Care and Beauty & Skin, in 13 countries in Central East and South Europe.
The group’s products appeal to a wide range of demographics offering value at an affordable price. Key element to
Sarantis’ strategy is its distribution network that provides access to many points of sale, while it allows the company
to effectively manage its brands portfolio in each market, to remain connected with the end clients and to create
substantial barriers of entry to competition.

The aim of the new management team is to build on the existing competitive advantages of the group, focusing on
the winning products (HERO SKUs). Continuing investment and innovation to support the HERO brands are key
aspects of the strategy. These efforts along with production optimizations (reduce SKUs by 40%) and the introduction
of efficiencies are already yielding results both in terms of sales growth and profitability. At the same time, Sarantis
is intensifying efforts to expand to selected new international markets in the Beauty & Skin Care segment, after the
promising initial success. The export drive is targeting mainly countries in Southeast Asia and the Middle East. We
view that this strategy, on the back of a supportive macroeconomic outlook for most of the countries the group
operates, should allow the group to deliver strong organic sales growth and margin expansion. To this end, as a result
of the new strategy, sales posted 13.4% y-o-y organic growth in 1H24, while EBITDA expanded by 25.8% y-o-y.

Exhibit 1: 2024-28F sales — AXIA forecasts (EUR m) Exhibit 2: 2024-28 EBITDA - AXIA forecasts (EUR m)
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*Financial results account for the acquisition of Stella Pack that was completed in early January 2024. Source: The Company, AXIA Research

Sarantis has a long history of creating value through acquisitions. The M&A focus should remain in the Central East
and South Europe countries since this will allow the group to affectively take advantage of its unique position in the
region. Importantly, on the back of a strong balance sheet, Sarantis is now in a position to target larger size
acquisitions and we don’t exclude the possibility of a transformational M&A agreement.

We account for a c. 9.1% topline CAGR over the period of 2023-28 with forecasted EBITDA CAGR of 14.5%. In line
with management guidance, we view that there is substantial growth potential this and the coming years both in
terms of revenues as well as operating profitability given i) the absorption of Stella Pack (the largest acquisition thus
far for the group, that will help optimize operations in Poland), ii) the ongoing market penetration efforts through
the HERO brands (the impact of this strategy was evident for the suncare products in 1H24), iii) the exports drive of
Beauty & Skin Care products towards selected new international markets (products placed directly to large retail
chains) and iv) optimization of processes that should increase efficiencies and margins. EPS CAGR over the period
2023-28 is estimated at 15.3%.

Assuming no acquisitions ahead, given the strong cash flow generation, we calculate that net cash position by 2028
should settle at EUR 211m, while at the same time, the group to have distributed total dividend of EUR 107m over
the years 2024 — 2028 (dividends of FY23-FY27) incorporating in our assumptions the minimum payout ratio guided
of 38%.
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Focusing on a growing region with consumption patterns that are gradually converging with

those in the developed markets

Sarantis has a direct presence in 13 countries in Central East and South Europe serving a total of 161 million

consumers in these markets.

The prospects remain favorable given the consumption patterns and the economic outlook of the region in focus.
Overall consumption is growing in the categories/products Sarantis is offering but it still remains below the
consumption levels registered in developed markets. This leads to expectations for continuing demand over the
coming years (for example baking paper). This demand to be supported by an increasing disposable income over the
medium-term, given the positive macroeconomic outlook, in most of Sarantis markets. In parallel, increasing
disposable income should also prompt consumers to gradually shift to branded products that incorporate higher

quality and innovation.

Exhibit 3: Sales per market in FY22/FY23 (EUR m)

Exhibit 4: Sales per market in 1H23/1H24 (EUR m)
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Sarantis is well placed to gain from the positive trends in these markets since (as we will discuss below), it offers well-
known brand names, while it relies on an effective distribution network to serve these markets.

Ukraine is a distinct case for Sarantis since the country is still in war. Currently, it represents only a small percentage
of the group operations, but it is still adding to the P&L despite the challenging conditions in the country (c. 4% of
revenues in 1H24). We stress the positive prospects of the Ukrainian market the day after the war, since Sarantis is
an established player with production and distribution in a large country that should benefit from increased demand.

Profitable growth strategy on the back of a portfolio with well-known brand names...

By pursuing both organic and acquisitive growth over the years, Sarantis has built a wide portfolio of brands, which
enjoys strong recognition, with most of the brands claiming leading market shares in their respective categories and
markets.

Sarantis’ new strategy is to build in the strong position of the winning brands by concentrating on the leading product
lines (HERO SKUs), while in parallel, reducing the total number of the products offered (ongoing strategy of
decreasing SKUs by 40%).

This strategy allows for superior brand building, better targeted market penetration and to assist innovation through
fewer but bigger initiatives. Apart from increased sales, this strategy to drive margin expansion through more
effective production and eventually through improved pricing.

These efforts are already yielding outstanding results. In 1H24, Sarantis reported organic top line growth of 13.4% y-
o-y, with EBITDA margin expanding by 140 bps y-o-y including Stella Pack (+130 bps excluding Stella Pack).

AXIA Research
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... while leveraging on a unique distribution network

In order to serve the group’s multi-category / multi-brand strategy, Sarantis has built a formidable distribution
network with access to a large number of points of sale in Central East and South Europe (mainly retail chains,
convenience stores and pharmacies). This network allows for better access to the group’s products, increased
effectiveness and low response-time to the evolving market trends.

This distribution capability is key to the HERO brand-building strategy and in parallel, to the cross-selling efforts of
the group.

The network is also creating substantial hurdles to competitors and their efforts to push their own brands and/or
increase their market share.

On the other hand, the regional multi-channel distribution capabilities have put Sarantis on the radar of international
groups seeking to strike distribution agreements with the company. This is a lower margin business but it adds to the
assortment of products it distributes, thus these agreements are increasing the company’s clout and footprint to the
chains of personal care and beauty products it distributes. Given that the priority for the group is to grow its own
brands, we view that Sarantis will not aim to significantly enlarge the Strategic Partnerships portfolio, rather to
emphasize on distribution agreements that make sense for the group both in terms of strategy and profitability.

Strategic Partnerships (through mass and selective distribution) represented 27.5% of Sarantis’ sales in 2023 and as
we account for small growth (deriving from existing agreements as well as some targeted new agreements mainly
linked to the selective distribution channel), although its contribution to the total group sales is expected to continue
to slide to below 23% by 2028 (contribution of 23.1% in 1H24).

Exports to selected markets: a new channel of (profitable) growth

The other key element of the strategy introduced by the new management is the push towards exports. The group
aims to expand to selective markets internationally in Southeast Asia and in the Middle East after it has been
successful in its efforts to enter the Philippines market. We note that the group

The export drive to be focusing on the Beauty & Skin Care category with the group promoting its Bioten and Clinéa
brands. Exports to also include suncare products, while we note that these products have already registered
increasing demand from different countries including Australia and the US. Still, under the medium-term expansion
plans, SE Asia and the Middle East will be the regions in focus for Beauty, Skin & Sun Care products.

Considering that exports represented c. 3% of total Sarantis sales in 2023 we expect that by 2028, this channel will
be representing closer to 5% of the expanding group revenues. This indicates a c. 19% revenue CAGR for exports over
the period 2023-28. This growth to be even stronger in terms of profitability given i) the higher margins the Beauty
& Skin Category commands (c. 21.1% EBIT margin vs 10.5% for the group in 1H24) and ii) the low-cost distribution
strategy: the products are placed directly with the seller (pharmacies and/or drug-store chains like Watsons), so no
additional distribution costs occur.

M&A activity: Creating value from acquisitions is embedded in Sarantis’ DNA and always in
the lookout for opportunities

Acquisitions of selected brands have been an integral part of Sarantis’ story and management has made clear that it
will continue to pursue such opportunities in the future. Acquisitions have allowed the company to enter new
markets, acquire strong local brand names, expand to sub-categories of products that the group had no activity
before and acquire production facilities and know-how.

Acquisitions in the region are facilitated by the fact that there are strong local brand names but many of which have
limited ability to expand, while they are pressured by increasing competition. Sarantis is in a unique position to
absorb these names given its regional focus and operational capability.

Value extraction is a key element in the group’s acquisition strategy. To this end, over the past 6 years, in most cases,
post synergies, the EBITDA multiple paid has been around 5x or lower.

We would expect acquisitions only within the region the group is already operating and in the product categories it
currently offers (Beauty & Skin Care / Personal Care / Home Care). Most likely, these will be bolt on acquisitions to
the portfolio unless a significant, larger-size opportunity occurs. To this end, we view that Sarantis has the firepower
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to go after a larger acquisition (even at the size of EUR 200-300m), given its expanding profitability and its strong
balance sheet.

Strong cash flow generation and net cash position

Very low leverage has been a characteristic of Sarantis as despite investments and frequent acquisitions, the group’s
Net Debt to EBITDA has never climbed above 1.0x.

At the end of 2023, Sarantis’ net cash position (including leases) was at c. EUR 43.6m but following the Stella Pack
acquisition and other initiatives, at end June-2024, the company reported net debt of EUR 43.9m. Given the
seasonally strong cash flow generation in 2H, we expect net debt to settle at very low levels for the year (FY24F net
debt: EUR 3m).

Going forward, free cash flow generation to accelerate on the back of increasing profitability, limited investment
requirements (after 2025), the receipt of EUR 20.6m from the deal with Estée Lauder (the second — out of the three
— installments with the last one distributed in 2028).

Allin all, assuming no M&A activity, Sarantis starting in 2025, is expected to present a net cash position of EUR 35.8m
that should continue to expand with net cash exceeding EUR 211m by 2028.

At the same time, in our estimates, we account for a 38% dividend payout, or total dividend distribution of EUR 107m
between for the years 2024 to 2028. Dividend yield, at current price levels, is estimated at 2.5% in 2024, gradually
increasing to 4.2% by 2028.

2023-28F EPS CAGR at 15.3%

We expect 24.3% y-o-y revenue growth in 2024 to EUR 599.4m on the back of organic growth but mainly as a result
of the acquisition of Stella Pack (to contribute c. EUR 81m in 2024). Over the period 2023-28F, we model 9.1% top
line CAGR, driven by 11.4% and 5.6% CAGR in the Home Care and the Personal Care categories respectively and
15.9% CAGR from the Beauty and Skin Care category. At the same time, margins’ expansion to accelerate as Sarantis
i) proceeds with the strategy to streamline its existing portfolio leading to lower costs and expenses, ii) takes
advantage of synergies related to the Stella Pack acquisition and, importantly, iii) benefits by the more favorable
product mix as we anticipate increased sales by the higher margin Beauty & Skin Care category (this includes exports
to other geographies by placing products directly to the retailer). EBITDA is expected to increase by 31.9% y-o-y in
2024 to EUR 81.2m (EBITDA margin to grow by 78bps to 13.6%). For the period 2023-28, EBITDA CAGR is estimated
at 14.5% with the EBITDA margin in 2028 at 16.3%. EPS CAGR for the period 2023-28 is estimated at 15.3%.
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Valuation

In the past year, Sarantis has been one of the top performers of the Athens Stock Exchange with the stock up 31% y-
t-d compared to ATHEX gains of 9.7% y-t-d. The upward movement was supported by the 5-year outlook provided
by the new management on March 14, 2024. The stock has grown 12% since the release of FY23 results on March
12, 2024, confirming the market’s positive perception of the business plan and the financial targets provided (double
group EBITDA from EUR 61.6m in FY23 to EUR 120.2m by 2028) and strong FCF generation during this period that is
expected to sup up to c. EUR 375m (excl. the Stella Pack acquisition).

Exhibit 5: Sarantis and ATHEX performance
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Note: performance as of 13/09/2024. Source: Capital IQ, AXIA Research

We believe that the targets of the business plan are attainable as Sarantis focuses on a region with favorable
macroeconomic outlook, it has strong position in these markets through its own distribution network, while it
operates well-known brand names. Apart from revenue growth, production and efficiency efforts are ongoing with
visible results on the profitability of the group. The profitability to reflect on the balance sheet and we expect net
cash position for the group of EUR 211m by 2028, while incorporating dividend payments during the period that
amount to EUR 107m.

Despite the recent rally of the stock, in our view, the value of the company has not yet been fully reflected in the
share price, with Sarantis trading at undemanding multiples and therefore we consider current trading levels to be
an attractive entry point for investors.

With initiate coverage on Sarantis with a Buy recommendation and a Target Price of EUR 15.10 per share or 38%
higher vs. current price levels

We believe that the appropriate way to value Sarantis is through a DCF exercise in order to better capture the group’s
growth potential over the coming years. In parallel, we consider peer multiples as a point of reference to the
valuation.

We use a 3-stage DCF model with explicit assumptions for the period 2024-30, while for the period 2030 to 2034 we
account for an EBITDA CAGR of 2.7%, net capex of EUR10m per year and net WC of EUR 4.5m.

Key assumptions to our DCF valuation are

e  EBITDA growth of 6.4% over the period 2024-34. This growth reflects both top line growth as well as
margin expansion

e  Capex of EUR172m over the 10-year period. Capex is frontloaded as for 2024 and 2025 the company to
invest c. 50% of the estimated capex of the 10-year period. Note that for 2024 we incorporate the Stella
Pack acquisition that was completed in January this year

e  We incorporate two payments of EUR 20.6m from Estee lauder in 2025 and in 2028 related to the
agreement of the two companies

e We account for a cost of equity of 11.3%, after tax cost of debt of 3.1%, while we assume a targeted
debt-to equity ratio of 20%. These estimates lead to a WACC calculation of 9.6%, while we incorporate
growth to perpetuity of 0.5%

AXIA Research
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° Net debt, after leases, of EUR 29.5m for FY24

e 54% of the estimated value is derived from discounted cash flows over the period 2024-34.

Table 1: DCF Valuation Exercise

2024F 2025F 2026F 2027F 2028F 2029F 2030F 2031F 2032F 2033F 2034F
EBITDA 81.2 91.4 102.9 111.8 121.2 128.7 135.0 139.7 143.9 147.5 150.4
(-) Depreciation -20.0 -22.8 -24.3 -25.1 -25.7 -26.4 -27.0 -27.7 -28.3 -29.0 -29.7
EBIT 61.2 68.6 78.5 86.7 95.4 102.3 108.0 112.0 115.5 118.5 120.7
Notional tax on EBIT -13.5 -15.1 -17.3 -19.1 -21.0 -22.5 -23.7 -24.6 -25.4 -26.1 -26.6
NOPAT 47.7 535 61.3 67.6 74.4 79.8 84.2 87.4 90.1 92.4 94.2
Depreciation 20.0 22.8 24.3 25.1 25.7 26.4 27.0 27.7 28.3 29.0 29.7
Net Capex -48.9 -34.0 -13.0 -9.0 -9.0 -9.0 -9.0 -10.0 -10.0 -10.0 -10.0
Estee Lauder instal. 20.6 20.6
Net Working Capital -17.1 -25 -2.7 -6.0 -5.7 -4.3 -2.7 -4.5 -4.5 -4.5 -4.5
FCF to firm 1.8 60.5 69.9 77.8 106.0 92.9 99.5 100.5 104.0 106.9 109.4
PV of FCFF 1.8 55.2 58.2 59.0 73.4 58.6 57.3 52.8 49.8 46.7 43.6
Sum of NPVs 556.3
Exit value 479.6
Enterprise Value 1,035.9
Net Debt 29.50
Equity Value 1,006.4
Num of shares 66.9
Target Price 15.10
Current Price 10.96
Upside/Downside 38%
Source: AXIA Research
Our DCF valuation leads to a target price of EUR 15.10 per share that offers 38% upside from current levels.
Exhibit 6: Peer multiples
MCap P/E (x) EV/EBITDA (x) Div. Yield (%)
Company Country USD m FY24 FY25 FY26 FY24 FY25 FY26 FY24 FY25 FY26
Colgate-Palmolive Company United States 86,391 29.6 27.2 24.9 18.8 17.7 16.5 1.9% 2.0% 2.1%
Reckitt Benckiser Group plc United Kingdom 41,949 14.5 13.6 12.6 10.7 103 9.7 4.4% 4.6% 4.8%
Beiersdorf Aktiengesellschaft Germany 31,523 29.3 26.1 23.8 14.8 13.7 12.8 0.8% 0.9% 0.9%
Interparfums SA France 3,427 24.5 22.2 20.1 16.6 15.0 13.7 2.8% 3.1% 4.1%
The Estée Lauder Companies Inc. United States 30,333 29.2 24.5 141 116 3.2% 3.3% 3.5%
L'Oréal S.A. France 217,476 28.8 26.4 243 19.5 18.1 16.9 1.9% 2.1% 2.2%
Essity AB (publ) Sweden 21,979 16.7 15.1 14.0 9.9 9.3 8.9 2.6% 2.8% 3.0%
Ontex Group NV Belgium 786 8.8 7.8 7.0 6.3 5.9 0.6% 1.2% 2.5%
The Procter & Gamble Company United States 409,037 0.0 25.0 23.4 17.8 16.9 2.3% 2.3% 2.4%
Unilever PLC United Kingdom 161,599 20.1 18.8 17.9 13.8 13.1 12.7 3.0% 3.2% 3.4%
Coty Inc. United States 7,906 0.0 16.2 13.8 10.2 9.5 0.0% 0.0% 0.0%
Warpaint London PLC United Kingdom 551 23.6 21.0 18.4 16.0 14.2 12,5 2.0% 2.3% 2.6%
Church & Dwight Co., Inc. United States 25,471 303 28.0 26.1 19.5 18.4 17.7 1.1% 1.1% 1.2%
Reynolds Consumer Products Inc. United States 6,714 18.9 17.8 16.9 12.4 12.0 11.7 2.9% 2.9% 3.0%
Henkel AG & Co. KGaA Germany 35,202 15.1 14.3 13.4 8.7 8.4 8.1 2.4% 2.6% 2.7%
Lion Corporation Japan 2,986 221 226 20.5 8.7 8.3 7.9 1.8% 1.9% 1.9%
Kao Corporation Japan 22,629 29.7 25.8 23.6 13.4 123 117 2.2% 2.3% 2.3%
Shiseido Company, Limited Japan 9,514 63.5 23.5 22.0 13.9 10.4 9.5 1.8% 1.9% 2.0%
LG H&H Co., Ltd. South Korea 4,108 16.4 14.9 141 5.9 1.2% 1.5% 1.6%
Edgewell Personal Care Company United States 1,848 12.5 11.6 11.0 8.3 7.9 7.7 1.6% 1.6% 1.7%
Intercos S.p.A. Italy 1,595 21.7 18.2 16.1 10.3 9.0 8.2 1.4% 1.7% 2.0%
PZ Cussons plc United Kingdom 566 133 12.6 11.1 7.1 6.9 6.6 3.5% 3.8% 4.0%
Kenvue Inc. United States 44,796 20.4 18.9 18.0 14.2 13.5 12.6 3.4% 3.5% 3.7%
Average peers 20.9 19.9 18.2 124 12.1 11.6 2.1% 2.3% 2.5%
Sarantis — AXIA estimates 14.9 13.1 11.3 9.1 7.6 6.3 2.5% 2.9% 3.4%

Source: Capital 1Q, AXIA Research
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In terms of peer valuation, based on our estimates, Sarantis is trading at 2025F P/E and EV/EBITDA of 13.1x and 7.6x
respectively which compares to the P/E and EV/EBITDA of 19.9x and 12.1x, respectively, for a selected group of peers.

We note that Sarantis’ 5-year average P/E and EV/EBITDA stands at 14.5x and 9.3x, respectively.

In our TP of EUR 15.10 per share, for 2025, the group’s P/E and EV/EBITDA multiples are adjusted to 18.0x and 10.6x
respectively, still trading at a substantial discount to its global peers.

AXIA Research

Page 9



Sarantis — Initiation of Coverage

Downside Risks

Geopolitical developments. Focusing on the war in Ukraine, the group’s subsidiary in Ukraine is fully
operational (production facilities in the country), with the war affecting both demand as well as
operations

Inflation. Persistent inflationary pressures limit the purchasing power of customers and their
disposable income and could affect consumer spending. This will have a direct effect on the group's
sales

FX risk. This risk is mostly focused on fluctuations in exchange rates between the Euro and currencies
of Central East and South Europe as 65% of the group’s total sales derive from these countries Any
appreciation or depreciation of the local currencies could have an impact on the group

Raw material prices. This to reflect mostly in the Home Care category though, such as fluctuations in
aluminum and plastic prices

Supply chain disruptions. The group could face potential disruptions in the supply chain due to the
issues Red Sea and this could lead to increases in transportation costs

AXIA Research
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Sarantis’ Business Story

Operating in the field of consumer products, Sarantis Group has evolved over the past 25 years to become a market
leader in the production and distribution of household products and mass cosmetics in Central East and South
Europe.

The company owns and represents more than 100 brands in the Personal Care, Home Care and Beauty & Skin Care
segments. It operates in 13 countries in Central East and South Europe and Portugal through own subsidiaries. It has
eight production facilities, following the most recent acquisition in Poland (one in Greece, six in Poland and one in
Ukraine) and an established distribution network in the countries it operates.

Additionally, focusing on the Beauty & Skin categories, the group exports products to more than 50 countries in
Europe, Asia, Africa and Oceania through direct exports albeit this channel represents as small % of group sales
currently (estimated at c. 3.3% in 2024).

Exhibit

7: 2023 Sales per market (EUR m and % of total) Exhibit 8: 2023 Sales per category (% of total)
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Exhibit

9: Sales (EUR m) Exhibit 10: EBIT (EUR m)
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Product Categories
The group’s products fall into three main categories: Beauty & Skin Care, Personal Care, Home Care Solutions.

The Beauty & Skin Care category includes skin care products and sunscreens. The Personal Care category
encompasses deodorants, fragrances and skin cleansing products while the Home Care category covers food
packaging and garbage bags.

The group also produces products related to the Home Category for private label.

Finally, besides own production, Sarantis maintains long-term strategic partnerships with well-known companies
which are complementary to its own portfolio, acting as a brand builder for them within the targeted market.
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Exhibit 11: Product categories and brand names
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In the Beauty & Skin Care category, Sarantis claims a leading position for suncare products in key countries (Greece,
Poland, Romania), while itis increasing its penetration in products related to skincare products. Among the category’s
most well-known brands are: Carroten, Bioten, Clinéa, Kolastyna and Astrid.

The Personal Care category captures fragrances, deodorants and skin cleansing products. Key brand names for

Sarantis are: Noxzema, STR8, Luksja and Indulona.

Focusing on the Home Care category, the group has a leading position in its markets for products such as garbage
bags, food packaging, cleaning tools, etc. (these include the brand names of Sanitas, Fino, Polipak and Stella Pack).

In terms of the performance of the divisions in FY23:

e  sales of Home Care Solutions products amounted to EUR 164.1m (+4.7% y-0-y) and EBIT amounted to EUR
22.4m (+87.4% y-o-y) with the category representing 34.0% of the group’s total sales and 47.6% of the
EBIT. Sales of Private Label products (included in the Home Care category) amounted to EUR 30.7m (-5.9%
y-o-y) and EBIT amounted to EUR -0.3m, representing 27.5% of group sales

e  salesof Personal Care products reached EUR 102.8m (+17.2% y-o-y) and EBIT settled at EUR 13.2m (+54.9%
y-0-y) or 21.3% and 28.0% of group sales and EBIT, respectively

e sales of Beauty & Skin Care products reached EUR 48.2m (+32.0% y-o-y) with the contribution of the
category to the group's sales amounting to 10.0%, while EBIT reached EUR 5.4m (+14.0% y-o-y) or 11.5%

of total EBIT

Exhibit 12: 2023 Sales (EUR m) per product category

Exhibit 13: 2023 EBIT (EUR m) per product category
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The geographical focus is on Central East and South Europe

In terms of geographical presence, Sarantis’ business activities expand across Central East and South Europe while
the largest markets are Greece, Poland and Romania, which collectively accounted for c. 72% of total sales and c.
73% of EBIT in 2023.

In Greece, the group offers all product categories and holds a leading market share in most of them. The country is
a multi-channel market for Sarantis and a significant EBIT generator.

In Poland, the group is primarily established in Home Care but also offers Beauty & Skin and Personal Care products.
Following the completion of the acquisition of Stella Pack in January 2024, Poland surpassed Greece and became the
group’s largest market in terms of sales.

Exhibit 14: Sarantis’ markets
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In total, Sarantis has presence in 13 countries with a total population of 161 million.

Most of the countries in which Sarantis has a presence are developing countries with their respective economies
expected to grow at a pace higher vs. the EU average over the medium term. As expected, consumption patterns in
the region in focus, for the product categories that Sarantis produces and distributes, remain weaker vs. those
observed in the developed markets. The expectation for gradually increasing disposable income along with lower
market penetration presents a growth opportunity for the group.

Key advantage to capture the increasing demand in the region is the well-recognized brand names that the group
offers, many of which have a long history and entered the group’s portfolio following targeted acquisitions.

Importantly, although competition remains intense, the group has been operating for a long period of time in Central
East and South Europe and is familiar with the specific characteristics of each market, while at the same time, it has
created a formidable distribution network that also allows the group to proceed with brand-focused expansion
strategies as well as cross-selling initiatives.

In respect of the macroeconomic outlook of the key markets Sarantis operates:

e  Greece. According to the European Commission’s latest forecasts, the Greek economy is projected to
maintain its upward trajectory as GDP is anticipated to grow by 2.2% in 2024 and 2.3% in 2025. Private
consumption, the largest component of GDP (c. 70% of Greek GDP) is expected to remain resilient
supported by declining unemployment, accumulated savings and higher disposable income. At the same
time, inflation data indicates a moderation in price levels, which increases consumers’ purchasing power
and should further boost consumer spending

AXIA Research
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Exhibit 15: GDP evolution and estimates

8%
/%

8.0% o 6% 6%9%
49 4% i 5%
g 3%
3% %
) 5 2% %7 2%
3.0% 2% % ool 1% 2% 2 . i o
i I I 4 . 1 l | e
[ | | - | | — LT AT
- - i
-2.0% I 0% 0%
3% 2%
7.0%
7%
9%
-12.0%
2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024%  2025*

M Greece M Poland Romania EU

*European Commission’s Economic Forecasts (Spring 2024). Source: AXIA Research

e  Poland. Following the recent acquisition of Stella Pack, Poland will be the largest market for the group
generating c. 1/3 of group revenues. Note that 6 out of the 8 production plants of the group are in Poland.
Given the favorable demographics (population approaching 40 million people) and the economy being on
a recovery phase, Poland should remain a market with high potential for the group. The European
Commission forecasts GDP growth of 2.8% and 3.4% in 2024 and 2025 respectively, after a slight increase
of 0.2% in 2023. Inflation is expected to decrease significantly from 10.9% to 4.3% in 2024

° Romania. With a population of almost 20 million people, Romania is a key market for the group. The
outlook for the Romanian economy is optimistic with the European Commission expecting Romanian GDP
to grow by 3.3% in 2024 and 3.1% in 2025

° Czech & Slovakia jointly form a significant market for Sarantis, accounting for c. 8.5% of total sales in 2023.
Czech Republic’s real GDP to rebound in 2024 and in 2025 following a 0.3% drop in 2023, burdened by the
impact of inflation. Household consumption is expected to be the main GDP driver in 2024 and 2025 as the
anticipated significant drop in inflation to support growth of real wages. Similarly, GDP growth that should
exceed significantly the European average is also expected for Slovakia.

° Ukraine. The group’s exposure in Ukraine begun in 2018 following the acquisition of Ergopack Group.
Sarantis has a production unit and a wide distribution network in the country. Despite the war, the
Ukrainian market has proved resilient contributing both in revenue and profitability, while it presents an
opportunity for the group when the war is over.

History of value added-acquisitions

Targeted acquisitions have been key element of Sarantis growth strategy over the years. Depending on the target,
the aim for these acquisitions had been for the group to expand its portfolio of products, to better position itself in
a specific product sub-category or to enter into a new country or a new product category altogether.

The acquisition targets have been brands with leading market shares with the prospect of further growth, either in
the home market or other markets in which Sarantis operates.

Acquisition cost has been key to Sarantis M&A efforts. Given the group’s synergistic model, the valuation multiple
paid over most acquisitions over the past several years has been around 5x EV/EBITDA, post synergies.

The most recent acquisition for the group has been that of Stella Pack, a Polish consumer household products
company that produces garbage bags and is active both online and offline (multi-channel). Stella Pack that is present
in Poland, Romania and Ukraine reinforces Sarantis’ leading position, especially in the Polish market. At the same
time, the group expects gains from synergies given its extensive operations in the Polish market. Stella Pack is
expected to add c. 17% to the group’s EUR 61.6m of FY23 EBITDA without accounting synergies.

Sarantis management has stated that it continues to consider acquisition targets but only in the region that it
currently operates. These could be bolt-on acquisitions but we note that the group’s balance sheet could support a
large acquisition, if the opportunity is presented.
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Exhibit 16: Acquisitions over the last decade
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The case of Estée Lauder

Since 2001, Sarantis had been in a JV with Estée Lauder for the sale and distribution of the latter’s products in Greece,
Romania, Bulgaria and Cyprus. In 2022, Sarantis announced the sale of its stake to Estée Lauder for EUR 55.2m. The
proceeds from the divestment come in installments, with EUR 14m received in June 2022 while two more
installments of c. EUR 20m each are expected to be received in January 2025 and January 2028. Note that this
agreement has already been reflected in the group’s P&L, so the remaining instalments will have a cash flow impact.

The new management

As Sarantis’ net income quadrupled over the past 12 years, in 2023, the group welcomed changes in its management
team. A new CEO and a new group CFO were presented:

e |oannis Bouras, working with Sarantis group as Chief Commercial Officer since 2020 was named Deputy
CEO and eventually CEO and Board Executive Member of Sarantis Board

e  Christos Varsos, Partner in Consulting Services in EY Greece and with extensive experience in the FMCG
sector holding various positions with Coca-Cola HBC, was named the group’s new CFO and Executive
Member of Sarantis’ BoD

Focusing on organic growth, portfolio rationalization and innovation, the new management presented its strategic
goals and guidance to investors in March 2024. This was the first time that the group provided detailed sales and
profitability long-term guidance for the period 2024-28.
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New management’s strategic priorities and guidance

The strategy plan for the period 2024-28 that the new management presented to investors in March 2024 is driven
by the group’s efforts to create value by restructuring the product portfolio and focusing on profitable growth.
Rationalization of the offered products leading to superior brand-building, expansion to new markets, production
and efficiency improvements and innovation are the key drivers of group’s new strategy.

Table 2: 2024-28 sales per category evolution - management forecasts

EURm 2023 2024F* 2025F 2026F 2027F 2028F CAGR 2023-2028F
Own Brands 349.7 457.6 486.0 514.4 544.2 575.7 10.5%
Beauty & Skin Care 48.2 59.4 70.2 79.6 89.9 101.0 15.9%
Personal Care 102.8 110.2 114.2 120.8 127.7 135.1 5.6%
Home Care 198.7 288.1 301.7 313.9 326.5 339.6 11.3%
Strategic Partnerships 132.6 140.6 148.1 155.1 162.4 168.4 4.9%
Group 482.2 598.2 634.1 669.4 706.5 744.1 9.1%

*incl. Stella Pack from 2024 onwards. Source: The Company, AXIA Research

Specifically, the initiatives to drive revenues and profitability in the coming years include:

e  Focus on the HERO SKUs. These are products that are already very successful in the market

e  Portfolio optimization. The group aims to reduce the offered SKUs by 40%. This to simplify operations and
create value by better stock management

e Multi-channel approach

e  Selective international expansion

. Innovation

e Higher efficiency through infrastructure and digital transformation

e Integration of Stella Pack and optimization of operations in Poland

Table 3: 2024-28 P&L performance - management forecasts

EURmM 2023 2024F* 2025F 2026F 2027F 2028F
Net Sales 482.2 595.2 627.9 662.5 698.9 737.4
Gross Profit (incl. depreciation) 182.0 225.1 239.3 254.5 270.6 287.6
Gross Margin 37.8% 37.8% 38.1% 38.4% 38.7% 39.0%
Total Opex 106.3 130.2 134.5 137.0 143.4 150.7
EBITDA 61.6 80.2 90.3 100.5 110.3 120.2
EBITDA margin 12.8% 13.5% 14.4% 15.2% 15.8% 16.3%
EBIT 47.1 61.0 67.6 76.9 85.7 94.6
EBIT margin 9.8% 10.3% 10.8% 13.8% 11.4% 10.3%

*incl. Stella Pack from 2024 onwards. Source: The Company, AXIA Research

Taking the above into account, management anticipates in the five-year period (2023-2028), to achieve a top line
CAGR of 8.9% with sales rising from EUR 482.2m to EUR 737.4m. EBITDA is forecasted to double from EUR 61.6m in
2023 to EUR 120.2m in 2028 and EBIT to grow from EUR 47.1m in 2023 to EUR 94.6m in 2028.

The group aims to achieve the financial targets by growing business organically (post Stella Pack acquisition) and
mainly considering volume growth and sales mix (so no pricing is incorporated for the coming years).

Focusing on 2024, management expects sales to grow by 23.5% y-o-y to EUR 595.2m, EBITDA to increase by 30.2%
y-0-y to EUR 80.2m and EBIT to rise by 29.7% y-o-y to EUR 61.0m. Forecasted financials account for the contribution
of Stella Pack following the completion of the acquisition in early January that should add EUR 81m in group sales,
and EUR 10.5m in EBITDA (expected synergies of EUR 1.5m in 2024 and EUR 2.0m in 2025 in EBITDA).

AXIA Research Page 16



Sarantis — Initiation of Coverage

Table 4: Capex - management forecasts

EURm 2024F 2025F 2026F 2027F 2028F
Oinofyta Distribution Center 7.0 18.0

Digital Transformation 5.0 4.0 3.0

Stella 3.0 6.0 5.0 2.0 2.0
Rest of Group 5.0 5.0 4.0 6.0 6.0
Total 20.0 33.0 12.0 8.0 8.0

Source: The Company, AXIA Research

To proceed with its strategy, management incorporates a total capex of EUR 81m over the 5-year period. Key to this
strategy is the EUR 25m of investments for its distribution center in Greece (Oinofyta). At the same time, EUR 12m
digital-transformation investments to permit efficiency and optimization initiatives, while more than EUR 12m allows
the newly acquired Stella Pack to proceed to regranulation investments as well as efficiencies and synergies with
existing operations in Romania.

Considering the targeted investments, while driven by an expanding operating profitability, focused working capital
management as well as the Estée Lauder receivables, management expects the group to generate FCF of more than
EUR 375m by 2028. The healthy FCF generation to support dividend distribution and to give the group the ability to
proceed to any potential acquisition opportunities.

Table 5: Free Cash Flow - management forecasts

EURm 2023 2024F 2025F 2026F 2027F 2028F
EBITDA 61.6 80.2 90.3 100.5 110.3 120.2
Tax 9.6 10.2 11.5 13.3 14.9 16.5
Working Capital Change -7.2 14.1 0.8 -0.6 0.4 2.2
Capex 7.3 20.0 33.0 12.0 8.0 8.0
Estée Lauder Sales Receivable 20.6 20.6
FCF 51.9 35.9 65.6 75.8 87.0 114.1

Source: The Company, AXIA Research
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Discussing the new Business Plan, while adjusting our estimates

We view that the group’s 5-year business plan is realistic and achievable as the company has the levers to achieve
both the targeted top line growth and the gradual margin expansion.

We understand the competitive pressures in the countries the group operates, but its established presence in these
countries, its wide product portfolio, along with its healthy financial position should allow Sarantis to continue to
compete and claim its market share in these expanding markets, as it has been doing already. As upside risk to the
forecasts, we consider pricing, as well as the prospect of higher sales in the Beauty & Skin Care category (given that
this category represents only 10% of group sales currently) both from the Central East and South Europe region as
well as from exports. M&A is also an option that the group is actively seeking and is very likely that there will be
acquisition opportunities to consider. Looking at what its strategy all these years, management targets acquisitions
that add (rather quickly) value to the group.

Our forecasts are broadly aligned to the business plan, and in our numbers, we are anticipating Sarantis to achieve
2023-28 top line CAGR of 9.1%, with EBITDA CAGR over the same period of 14.5% and net income CAGR 15.3%. By
the end of 2028, we expect the group to have a net cash position at EUR 211m.

Exhibit 17: Sales and profitability margins - AXIA forecasts (EUR m, %)
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Sales growth on the back of better-focused market penetration

All divisions are anticipated to register strong sales growth over the next 5 years with the Beauty & Skin Care and the
Home Care forecasted to record double digit GAGR on the back of i) targeted management initiatives (efforts for
further penetration of the existing markets and to export to new markets), as well as ii) the impact from the recent
Stella Pack acquisition.

We view that the strategy to focus and leverage upon the HERO portfolio is making sense as it should allow the group
to more effectively market these products in the markets it already has strong presence. At the same time to promote
these products (as is the case for Bioten and Clinéa) in new markets in which the group already operates.

Enablers to these efforts are the i) brand name recognition ii) established and wide distribution network and iii)
financial ability. Innovation has been another trait that has allowed Sarantis to increase market penetration by
offering increased value to consumers.

Furthermore, we believe that the strategy to tap selected new international markets (starting in Southeast Asia and
the Middle East) by focusing on exporting Beauty & Skin Care products makes sense and can provide substantial
growth to the group. We highlight the distribution-strategy (directly placed with the retailers), this exposes Sarantis
products immediately to a high number of potential customers, while limiting the distribution costs for the group.
Thus far this strategy is yielding results with the reception by the customers been positive. Going forward, the
assortment of the offered products to increase including suncare products, a product sub-category that the company
knows well (leading position in Greece). The success of the exports strategy of Sarantis to be a significant driver of
sales and profitability for the group.
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Therefore, focusing on the product categories Beauty & Skin has the highest upside in terms of sales growth assisted
by exports. Home Care sales to be boosted by the Stella Pack acquisition and the impact this will have (mainly) in the
Polish market. In any case the category incorporates strong brand names that will be supported by the HERO strategy
and increasing consumer needs. Similarly, the Personal Care category is seen as posting healthy growth over the
coming years as Sarantis, on the back of the HERO philosophy, targets to better penetrate market segments.

Beauty & Skin Care category: Outsized growth is expected

The Beauty & Skin Care category is Sarantis’ smallest in terms of revenues but is the one with the highest growth
potential over the medium term. Suncare products dominate in sales in this category and are expected to grow at a
strong pace over the coming years. In terms of strategy (beyond the group’s well recognized suncare brand names),
it should be driven by the group’s decision to focus on two brand names in this category (Clinéa and Bioten) and use
these names to penetrate existing markets in Central East and South Europe as well as to drive exports. Specifically:

Suncare products

Starting with Sun Care, we estimate that this sub-category currently represents about half of the Beauty & Skin Care
revenues. The group has long and strong presence in Greece offering products under a well-recognized brand name
(Carroten). At the same time, Kolastyna is a leading suncare brand name in Poland and Astrid is a well-known suncare
product in Czech Republic while Sarantis also claims a leading position in this category in Romania. The changing
environmental conditions (warm weather) lead to the use of suncare products beyond the summer months. In fact,
suncare has become an all-year product providing strong organic growth potential. Importantly Suncare to be a key
product in the export drive effort of the group towards the markets of Southeast Asia and Middle East. In any case
the group is already selling suncare products in international markets such as Australia and the US.

We model this product category to grow at a CAGR of 10.4% over the period 2023-28.

Clinéa and Bioten product lines

Beyond Sun Care, focusing on the other sub-categories of Beauty & Skin Care, Sarantis is expected to proceed with
its expansion strategy both within the countries the group already operates as well as internationally, spearheaded
by the Clinéa and Bioten product lines.

These two product lines have already been successful in the markets introduced and the group sees high potential
to build on this success. There is substantial growth prospect in large markets in Central East and South Europe
(especially in Poland, Romania, Hungary) as well as in Greece to push for skincare products, given Sarantis’ strong
market presence in these markets.

In respect of new markets, the group has already introduced its Bioten and Clinéa lines in the Philippines, through an
agreement with the store chain Watsons. The reception of these brands has been positive with sales growing
substantially since introduction (Bioten has posted a 7x growth since its launch in the market 3 years ago).

Given the successful launch, Sarantis is pushing towards this new channel, building on its partnership with Watsons,
a leading Personal Care and Beauty retailer in Asia. We believe that this drive can succeed given the balanced value
vs. quality offering of the products. The Philippines market to continue to be in focus, while other markets in
Southeast Asia but also markets in the Middle East are on the radar.

Considering the small starting base, in our numbers, sales of Skin Care (excluding Sun Care) in existing markets could
increase almost 3x between 2023-28 to c. EUR 25m, with exports, conservatively, growing by more than 2x over the
same period.

All'in all, sales of Beauty & Skin Care from EUR 48.2m in 2023 are estimated to grow to EUR 101m in 2028, pointing
to a revenue CAGR of 15.9%. Revenue CAGR growth in the existing markets (including suncare products) is estimated
at 14.7%, while export revenues are seen growing at an 18.6% CAGR.

Table 6: Beauty & Skin Care Category sales - AXIA forecasts (EUR m)

EURmM 2023 2024F 2025F 2026F 2027F 2028F CAGR 2023-2028F
Beauty & Skin Care 48.2 59.4 70.2 79.6 89.9 101.0 15.9%
o/w Existing 33.2 39.9 45.8 52.1 58.8 65.8 14.7%
o/w Exports 15.0 19.5 24.4 27.5 31.1 35.2 18.6%

Source: The Company, AXIA Research
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Personal Care: Lots of HEROs

In the Personal Care Category, Sarantis already enjoys a leading market share in specific categories, selling well-
recognized brand names. The way forward in this category is to expand specific product sub-categories, while in
parallel penetrating new segments. Specifically:

On the back of its strong presence in the supermarkets, we would expect the group to continue to focus on mass
fragrances and deodorants markets building on the strong brand name recognition. These are high margin products.
At the same time, the group can further grow the hair care and body wash sub-categories that, although competitive,
Sarantis offers “value for money” propositions, assisted by its effective distribution network.

In parallel, brand name recognition could allow the group to penetrate new segments. We highlight the example of
the fragrances division successfully targeting the young gamers segment. As a result, the STR8 brand grew 40% over
the last 2 years and gained a leading position of choice with Gen Z.

Innovation will remain a crucial part of the strategy of this segment aiming to offer high quality and more value to
consumers.

We expect healthy growth for this category. In our numbers, the Personal Care category to post revenues of EUR
135m by 2028, up from EUR 102.8m revenues in 2023, representing a 5.6% CAGR. This growth includes a small part
of revenues from the recently acquired Stella Pack.

Table 7: Personal Care Category sales - AXIA forecasts (EUR m)

EURmM 2023 2024F* 2025F 2026F 2027F 2028F CAGR 2023-2028F

Personal Care 102.8 110.2 114.2 120.8 127.7 135.1 5.6%
o/w Existing 102.8 105.9 110.1 115.6 121.4 127.5 4.4%
o/w Stella Pack 4.3 4.0 5.1 6.3 7.6

*incl. Stella Pack from 2024 onwards. Source: The Company, AXIA Research
Home Care: Growth by providing value to consumer needs

Positive macro outlook, market penetration and innovation, are the elements that should allow Sarantis to expand
further in the Home Care category. The average usage per sub-category (garbage bags, food packaging, cleaning
tools) in Central East and South Europe remains below the average spending of Western Europe for these products.
Therefore, increasing disposable income should drive demand for these products. Furthermore, following the HERO
strategy, we would expect the group to focus on specific products, as well as in specific sub-categories, aiming to
increase growth.

Even with common Home Care products, like garbage bags, Sarantis has already demonstrated that innovation that
adds value to consumers could lead to growth. Therefore, the focus towards introducing innovative products in order
to claim a larger market share is expected to persist.

The acquisition of Stella Pack has been a transformational development for Sarantis’” Home Care category. The
acquisition of an established player with strong brands and production capabilities is reinforcing Sarantis’ leading
position in the Polish market (but also in Romania and Ukraine), enriching the group’s already strong portfolio in this
market. By bringing Stella Pack to Sarantis network, we should expect sales of Stella Pack to be supported, while
allowing the group for cross-selling opportunities.

Table 8: Stella Pack

EURm 1H24 reported 2024F (guidance)
Net Sales 39.2 81.1
Gross Profit 11.0 21.1

Gross Profit margin 27.9% 26.0%
EBITDA 5.6 10.5
EBITDA margin 14.2% 13.0%
Depreciation 2.0 3.2
EBIT 3.6 7.3

EBIT margin 9.2% 9.0%

Source: The Company, AXIA Research
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Exhibit 18: Stella Pack’s contribution to 1H24 sales per category
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Source: The Company, AXIA Research

We note that c. 15% of 2023 Home Care revenues were related to Private Label products (or 6.4% to total group
sales). The percentage of Private Label to Home Care sales to increase closer to 19% following Stella Pack acquisition
as part of the company’s sales was towards Private Label. Although Private Label profitability is minimal, it is
important for the group’s production optimization efforts, and this reflects to the profitability of the rest of the Home
Care category.

In our numbers, the Home Care category from EUR 198.7m revenues in 2023 to post revenues of EUR 340.8m by
2028, representing a 11.4% CAGR.

Table 9: Home Care Category sales - AXIA forecasts (EUR m)

EURmM 2023 2024F* 2025F 2026F 2027F 2028F CAGR 2023-2028F
Home Care (incl. Private Label) 198.7 289.3 303.0 315.0 327.7 340.8 11.4%
o/w Existing Home Care 164.1 172.3 180.9 190.0 199.5 209.4 5.0%
o/w Stella Pack (Home Care) 55.6 58.4 59.8 61.2 62.7
o/w Existing Private Label 30.7 57.3 59.3 60.8 62.2 63.7 15.7%
o/w Stella Pack (Private Label) 25.7 27.4 28.5 29.6 30.8
o/w Other Sales 3.9 4.1 4.3 4.5 4.7 5.0 5.0%

*incl. Stella Pack from 2024 onwards. Source: The Company, AXIA Research

Strategic Partnerships: High demand from 3™ parties but very selective approach by Sarantis

About 27.5% of total sales in 2023 came from strategic partnerships, either relating to mass distribution or to
selective distribution of products. These are mainly agreements Sarantis has made with global brands to distribute
their products in specific markets and, in essence, to help them in the brand-building effort. Sarantis has such
agreements with brands including COTY, la prairie, PUIG, etc.

For the group, 3" party distribution is not primary business, but it provides additional earnings, while it optimizes
the effectiveness of the distribution network. As the macroeconomic outlook in the markets in which Sarantis has
distribution agreements remains favorable, this to support sales growth for the 3 party brands and this to further
add to Sarantis’ profitability.

Given the group’ s distribution network expanding in Central East and South Europe, the demand for strategic
partnerships is high but Sarantis is expected to add new names only if it makes sense for its strategy (i.e multi-country
agreements) and these are profitable agreements.

In our numbers, the Strategic Partnerships category from EUR 132.6m of revenues in 2023 is forecasted to post
revenues of EUR 168.4m by 2028, representing a 4.9% CAGR.

Table 10: Strategic Partnerships sales - AXIA forecasts (EUR m)

EURmM 2023 2024F 2025F 2026F 2027F 2028F CAGR 2023-2028F
Strategic Partnerships 132.6 140.6 148.1 155.1 162.4 168.4 4.9%
o/w Mass distribution 86.0 91.2 95.7 99.6 103.5 106.6 4.4%
o/w Selective distribution 46.6 49.4 52.4 55.5 58.8 61.8 5.8%

Source: The Company, AXIA Research
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A growth model that clearly targets margin expansion

Along with expectations for strong top line growth, the group should be able to expand margins as it benefits by
product mix, targeted actions related to optimization of production and efficiency as well as operating leverage.

The increasing participation of the Beauty & Skin Care products to the group’s sales mix is a key driver to the group’s
profitability growth. Beauty & Skin Care is a category that commands higher margins (1H24 EBIT margin at 21% vs
group EBIT margin at 10.5%) that should further increase on the back of operational leverage.

At the same time, we note the group’s strategy to optimize the portfolio by reducing the number of SKUs by focusing
on more successful ones. The reduced complexity to also increase efficiency of production and distribution and to
improve stock management. Furthermore, in terms of production, management is proceeding with investments
targeting automation and simplification of processes thus improving productivity. As an example of this, we note
that Stella Pack produces garbage bags from 100% post-consumer waste and following the acquisition, Sarantis is
expected to invest in this area (regranulation) in order to fully exploit the benefits of this process. The above efforts
are already having a positive impact on the group’s gross margin.

The acquisition of Stella Pack is anticipated to offer opex synergies among the group’s operations in Poland as well.

Finally, the export strategy, spearheaded by the higher margin Beauty & Skin products, is also accretive. Recall that
Sarantis does not incur any additional distribution costs given that these products to be placed directly with
established store chains (pharmacies and drug-store chains). The strategy to be similar in all markets outside Central
East and South Europe.

Exhibit 19: EBIT margins in 2023 Exhibit 20: EBIT margins in 1H24
13.6% o,
12.8% ° 21.1%
11.2%
14.3%
12.3%
5.6%
3.7%
Beauty & Skin Care  Personal Care Home Care Strategic Beauty & Skin Care  Personal Care Home Care Strategic
Partnerships Partnerships

Source: The Company, AXIA Research

We model gross margin (excluding depreciation) at 41.0% in 2024 from 40.8% in 2023 mainly reflecting the expected
strong y-o-y growth of the Beauty & Skin Category and efficiency improvements, despite some initial margin pressure
from Stella Pack (before synergies and efficiencies kick in). For 2025, we conservatively account for a c. 40bps
expansion of the gross margin to 41.4%, that should grow further to c. 41.9% by 2028.

At the same time, the percentage of SG&A to sales is expected to gradually decline from 28.3% in 2023 to 25.8% in
2028. This is because of optimization of the distribution and the advertising and promotional expenses. Operational
leverage and the focus on the HERO products to drive the improvement in the selling costs.

As a result of the above, Sarantis’ EBITDA margin from 12.8% in 2023 is expected to grow to 13.6% in 2024 and
gradually expand further to 16.3% by 2028. As an upside risk in these estimates, we are considering pricing, as the
group’s market position could allow for price increases in specific products that could further support margin
expansion.
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A strong balance sheet that allows management to consider different options

Cash flow generation: High cash conversion ratio and targeted capex

Free cash flow generation to remain strong and to accelerate in the coming years on the back of increased operating
profitability and reduced capex requirements.

Specifically, we forecast EBITDA to grow at a 14.5% CAGR over the period 2023-28. At the same time, on the back
the working capital management efforts (following the impact of the acquisition of Stella Pack in 2024), operating
profitability to lead to strong operational profitability growth. Note that, within the fiscal year, there is seasonality in
operating profitability, as the working capital increase in 1H (mainly on the back of the suncare products), unwinds
in 2H.

In respect of investments, the company has guided to a total capex of EUR 81m between 2024 and 2028 (excluding
the amount related to the acquisition of Stella Pack) of which the bulk (65% or EUR 53m) to be invested in 2024 and
in 2025. Most of the capex this and next year will be towards improving distribution capabilities in Greece (Oinofyta
distribution center), Digital Transformation investments as well as investments related to Stella Pack operations in
order to drive efficiency and synergies (including regranulation investments). Note that part of the investments in
Oinofyta and for Digital transformation to be funded by RRF low-interest loans. We follow the guidance of the
management in terms of capex although as the company disclosed, we incorporate some to be slippage of few million
Euros from 2024 to 2025 due to the delay in the commencement of these investments.

Sarantis is to receive EUR 41.2m from the divestment deal with Estée Lauder between 2025 and 2028. The second
installment of EUR 20.6m to be recorded in early 2025 with the last one of EUR 20.6m to be received in early 2028.

Taking into account the above, in our numbers, FCF from EUR 51.9m in 2023 to settle at EUR 4.8m in 2024 (accounting
for Stella Pack acquisition) before jumping to EUR 63.7m in 2026 assisted also by the payments relating to Estée
Lauder. All in all, for the period 2024-28, we calculate total FCF generation of EUR 333.6m.

Table 11: Free Cash Flow - AXIA forecasts (EUR m)

2024F* 2025F 2027F
EBITDA 61.6 81.2 91.4 102.9 111.8 121.2
Tax 9.6 10.4 11.9 13.7 15.3 17.0
Working Capital Change -7.2 -17.1 -2.5 -2.7 -6.0 -5.7
Capex 7.3 -48.9* -34.0 -13.0 -9.0 -9.0
Estée Lauder Sales Receivable 20.6 20.6
FCF 51.9 4.8 63.7 73.5 81.6 110.0

*incorporating Stella pack acquisition, Source: The Company, AXIA Research
Net cash position to increase to EUR 211m by 2028

At the end of 2023, the group had a net cash position of EUR 43.6m. In 1H24 because of i) the Stella Pack acquisition
ii) the repayment of debt related to Stella Pack, ii) the dividend paid for FY23, iv) the payments related to the buyback
program, v) the seasonal jump in WC and vi) the investments for the period, group had a net debt position of EUR
34.9m. Nevertheless, on the back of a seasonally strong FCF generation in 2H, we would expect the group’s net debt
position to be marginal at EUR 3m.

For the coming years, assuming no acquisitions, Sarantis net cash position to continue to grow and is forecasted to
reach EUR 211m by end-2028.
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Exhibit 21: Net debt including leases (EUR m)

Exhibit 22: Cash (EUR m)
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We point to the fact that the group has been able to maintain a net cash or a very low net debt position despite
investments and acquisitions. Leverage over the years never exceeded 1.0x Net Debt to EBITDA. This is because the
group has been very focused with its acquisition strategy, trying not to overreach.

In respect of dividends, in our estimates, we take a conservative scenario and we account for a 38% dividend payout,
yielding, at current price levels, 2.5% in 2024, gradually increasing to 4.1% by 2028.
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Financials: 2023-28F EBITDA CAGR of 14.5%

We estimate revenues for 2024 to increase 24.1% y-o-y to EUR 599.4m on the back of the Stella Pack acquisition as
well as strong organic growth mainly related to the Beauty & Skin segment. Specifically, we account for c. 6.5%
organic growth to EUR 513.8m, while Stella Pack to add another EUR 85.6m to the group’s top line in 2024.

In 2025, we expect healthy organic growth, driven again by the Beauty & Skin Care category on the back of an
acceleration of exports. The Home Care category is also expected to produce notable top line growth assisted by
increased HERO-products penetration and growth in the Polish market, assisted by Stella Pack operations. Group
revenues in 2025 are forecasted at EUR 635.4m or 6.0% higher y-o-y.

Table 12: AXIA Research P&L estimates (EUR m)

EURmM 2023 2024F* 2025F 2026F 2027F 2028F
Net Sales 482.2 599.4 635.4 670.5 707.7 745.3
COGS -285.3 -353.6 -372.1 -391.2 -412.1 -433.3
Gross Profit (excl. depreciation) 196.9 245.7 263.3 279.4 295.6 311.9

Gross Margin 40.8% 41.0% 41.4% 41.7% 41.8% 41.9%
Other Operating Income 1.0 1.2 13 13 1.4 1.5
Administrative Expenses -24.1 -31.3 -32.9 -32.5 -34.2 -35.9
Distribution Expenses -112.2 -134.4 -140.2 -145.4 -151.0 -156.4
EBITDA 61.6 81.2 91.4 102.9 111.8 121.2

EBITDA margin 12.8% 13.6% 14.4% 15.3% 15.8% 16.3%
EBIT 47.1 61.2 68.6 78.5 86.7 95.4

EBIT margin 9.8% 10.2% 10.8% 11.7% 12.3% 12.8%
Net Income 39.3 49.2 56.1 64.6 721 80.1

*incl. Stella Pack from 2024 onwards. Source: The Company, AXIA Research

Overall, for the period 2023-28, sales CAGR is estimated at 9.1% with sales reaching EUR 745.3m in 2028, as Beauty
& Skin Care products grow at an estimated 15.9% CAGR, while apart from Stella Pack, the other categories (including
selective distribution) grow on the back of strategic initiatives and market positioning.

EBITDA in 2024 is forecasted at EUR 81.2m or 31.9% higher y-o-y with EBITDA margin expanding 78bps y-o-y to 13.6%
reflecting mainly the strong growth of the higher margin Beauty & Skin category but also production and operational
efficiencies.

In 2025, EBITDA is seen increasing 12.6% y-o-y to EUR 91.4m with the respective margin expanding by 84bps y-o-y.
Again, this margin expansion to reflect optimization of operations following ongoing investments, synergies related
to Stell Pack and the overall SKU-reduction strategy. The expected growth of Beauty & Skin Care sales to add to the
group’s profitability.

2023-28 EBITDA CAGR is estimated at 14.5% with EBITDA reaching EUR 121.2m by 2028, reflecting optimization of
the sales mix and operating leverage.

Depreciation charges to increase y-o-y in 2024 as a result of the Stella Pack acquisition but also because of the
increased capex for the year. Higher investment spending to also reflect on the depreciation charges in 2025.

Net financial expenses in 2024 of EUR 1.63m mainly to reflect represent the group’s increased debt levels during the
first part of the year as a result of the Stella Pack acquisition. Going forward, we expect minimal net financial impact
as Sarantis remains net cash positive for the entire period under focus.

Accounting for a 17.5% effective corporate tax rate (increased profitability in countries with a lower corporate tax
rate), we estimate Sarantis net income at EUR 49.2m in 2024 and EUR 80.1m in 2025. The 2023-28 EPS CAGR is
estimated at 15.3%.
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1H24 performance: delivering on the strategy

Sarantis’” 1H24 results (released on September 2, 2024) verified the soundness of the strategic initiatives the
management is pushing, leading the group to post strong y-o-y organic sales and EBIT growth. The 1H24 results
support management’s FY24 guidance, while leading to expectations for overperformance.

Table 13: Net sales by category in 1H24 (reported and like-for like)

EURmM Volume (units) Net sales reported Net sales (like-for-like (excl. Stella Pack)
Beauty, Skin & Sun Care 7.4% 44.3 44.3
y-0-y 36.9% 36.9%
% of total net sales 14.6% 16.8%
Personal Care 16.4% 52.5 48.7
y-0-y 20.9% 12.3%
% of total net sales 17.3% 18.5%
Home Care 28.0% 104.2 80.5
y-0-y 33.0% 2.6%
% of total net sales 34.4% 30.6%
Private Label 78.8% 30.7 19.0
y-0-y 92.9% 19.2%
% of total net sales 10.1% 7.2%
Strategic Partnerships 2.1% 69.7 69.7
y-0-y 15.5% 15.5%
% of total net sales 23.0% 26.5%
Other sales 1.2 1.2
% of total net sales 0.4% 0.5%
Total Net sales 302.6 263.4
y-0-y 30.2% 13.4%

Source: The Company, AXIA Research

Excluding the first-time consolidation of Stella Pack, Sarantis posted a 13.4% increase in sales to EUR 263.4m in 1H24
with the EBIT margin expanding by 187bps y-o-y, leading to an organic EBIT growth of 11.2% to EUR 29.4m. Part of
the EBIT increase is attributed to the pressured profitability last year (as a result of the of the beauty brand Clinéa)
but the larger part is related to sales mix and production and efficiency improvements. Specifically,

e  Beauty, Skin & Sun Care products sales increased by 36.9% y-o-y to EUR 44.3m with the category’s EBIT up
130% y-o0-y.

e  Organic sales growth of Personal Care products (exc. Stella Pack) reached 12.3% y-o-y to EUR 48.7m, while
the EBIT growth of the category came to 27.9%.

e  Like-for-like sales of Home Care Solutions products amounted to EUR 80.5m, up 2.6% y-o-y, with EBIT
expanding 13.7% y-o-y. At the same time Private Label (that we include in Home Care) was up 19.2%,
providing, as expected, no profits for the group.
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Table 14: EBIT by segment in 1H24 (reported and like-for like)

EURmM EBIT reported EBIT like-for-like (excl. Stella Pack)
Beauty, Skin & Sun Care 9.4 9.4
y-0-y 130.3% 130.3%
% of total EBIT 29.5% 32.0%
Personal Care 7.5 7.4
y-0-y 28.6% 27.9%
% of total EBIT 23.5% 25.2%
Home Care 12.8 10.5
y-0-y 38.5% 13.7%
% of total EBIT 40.1% 35.7%
Private Label -0.1 -0.2
y-0-y

% of total EBIT -0.3% -0.7%
Strategic Partnerships 2.6 2.6
y-0-y -3.4% -3.4%
% of total EBIT 8.2% 8.8%
Other sales -0.3 -0.3
% of total EBIT -0.9% -1.0%
Total EBIT 31.8 29.4
y-0-y 47.5% 36.2%

Source: The Company, AXIA Research

Allin all, the characteristic of the 1H24 performance was the strong sales growth amid significant market share gains
(especially for the Beauty, Skin & Sun Care and Personal Care products) that we deduct from the fact that that the
growth rates registered in these categories are higher than the growth rates of the markets in focus. Market share
gain is attributed to the successful efforts to push the HERO portfolio. Furthermore, there was margin expansion on
the back of product mix (higher Beauty, Skin & Sun Care sales) but also because of production and efficiency
improvements. This is clear from the EBIT margin expansion of the Personal and Home Care categories.

Table 15: Net sales by country in 1H24 (reported and like-for like)

EURmM Net sales reported Net sales like-for-like (excl. Stella Pack)
Greece 88.9 88.9
y-0-y 18.5% 18.5%
% of total net sales 29.4% 33.8%
Poland 94.3 63.1
y-0-y 69.8% 13.7%
% of total net sales 31.2% 24.0%
Romania 48.5 41.8
y-0-y 30.3% 12.3%
% of total net sales 16.0% 15.9%
Czech & Slovakia 22.6 22.6
y-0-y 15.7% 15.7%
% of total net sales 7.5% 8.6%
West Balkans 19.6 19.6
y-0-y 11.2% 11.2%
% of total net sales 6.5% 7.4%
Ukraine 12.0 10.6
y-0-y 0.0% -11.6%
% of total net sales 4.0% 4.0%
Bulgaria 10.6 10.6
y-0-y 16.9% 16.9%
% of total net sales 3.5% 4.0%
Hungary 6.2 6.2
y-0-y -3.5% -3.5%
% of total net sales 2.0% 2.4%
Total Net sales 302.6 263.4
y-0-y 30.2% 13.4%

Source: The Company, AXIA Research
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Importantly, in terms of geographical performance, we stress the 18.5% y-o-y sales growth and the 75.8% y-o-y
EBIT growth from Greece. Recall that in this market, Sarantis incorporates also the sales from exports (in Southeast
Asia and elsewhere). At the same time, the key markets of Poland, Romania and Czeck & Slovakia posted strong

organic sales and EBIT growth.

Table 16: EBIT by country in 1H24 (incl. & excl. Stella Pack)

EURmM EBIT reported EBIT like-for-like (excl. Stella Pack)
Greece 124 12.4
y-0-y 75.8% 75.8%
% of total EBIT 39.0% 42.2%
Poland 6.3 5.1
y-0-y 97.5% 60.3%
% of total EBIT 19.8% 17.3%
Romania 7.4 6.3
y-0-y 34.2% 13.2%
% of total EBIT 23.3% 21.4%
Czech & Slovakia 2.8 2.8
y-0-y 26.4% 26.4%
% of total EBIT 8.8% 9.5%
West Balkans 1.5 1.5
y-0-y 7.2% 7.2%
% of total EBIT 4.7% 5.1%
Ukraine -0.4 -0.5
y-o-y

% of total EBIT -1.3% -1.7%
Bulgaria 1.4 1.4
y-0-y 51.7% 51.7%
% of total EBIT 4.4% 4.8%
Hungary 04 04
y-0-y -28.4% -28.4%
% of total EBIT 1.3% 1.4%
Total EBIT 31.8 294
y-0-y 47.5% 36.2%

Source: The Company, AXIA Research

In terms of balance sheet, the group reported net debt of EUR 43.9m vs. EUR 43.6m of net cash by end-2023. The
swing does not come as a surprise as it is attributed to i) the acquisition of Stella Pack that was funded by cash
reserves, alongside with the repayment of the Stella Pack’s external debt of EUR 8.5m, ii) the share buyback
program with a total cost of EUR 8.5m, iii) the dividend payment for FY23 and iv) the seasonal WC pressure. As
noted previously, we expect strong cash flow generation in the second part of the year that should drive Sarantis’

net debt closer to zero by end-December, 2024.

Finally, upon the release of the 1H24 results, management pointed to the committed loan facilities of EUR 54m

that provide a war chest to fund acquisitions.
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Detailed Financials

Income Statement 2023 2024F 2025F 2026F 2027F 2028F
Revenue 482.2 599.4 635.4 670.5 707.7 745.3
y-0-y 8.0% 24.3% 6.0% 5.5% 5.5% 5.3%
EBITDA reported 61.6 81.2 91.4 102.9 111.8 121.2
y-o0-y -6.4% 31.9% 12.6% 12.5% 8.7% 8.4%
EBITDA margin 12.8% 13.6% 14.4% 15.3% 15.8% 16.3%
EBIT 47.05 61.21 68.59 78.54 86.71 95.44
Net financial income/(expenses) 1.88 -1.63 -0.64 -0.23 0.69 1.67
Net Income 39.3 49.2 56.1 64.6 72.1 80.1
EPS 0.59 0.74 0.84 0.97 1.08 1.20
Declared Dividend (Total) 14.66 18.68 21.30 24.55 27.40 30.45
DPS 0.22 0.28 0.32 0.37 0.41 0.46
Balance sheet 2023 2024F 2025F 2026F 2027F 2028F
Total non-current assets 2343 287.5 278.0 266.7 250.6 2133
Tangible & intangible assets 169.4 218.3 229.5 218.1 202.0 185.3
Total current assets 319.3 3149 360.9 388.3 431.2 510.0
Inventories 97.9 111.4 112.1 113.6 118.6 123.5
Cash and equivalent 111.0 69.2 108.2 128.5 160.4 228.4
Trade receivables 319.3 314.9 360.9 388.3 431.2 510.0
Total assets 553.5 602.4 638.9 655.0 681.9 723.3
Total equity 353.6 375.7 410.4 450.5 495.2 544.9
Total non-current liabilities 90.9 102.0 99.0 71.0 48.0 35.0
Trade and other payables 70.0 84.3 88.7 93.2 98.2 103.3
Total current liabilities 109.0 124.8 129.2 133.7 138.7 143.8
Total Equity and Liabilities 553.7 602.6 638.8 655.4 682.1 723.8
Gross debt (excl. leases) 70.3 75.3 75.3 50.3 30.3 20.3
Net Debt (incl. leases) (43.6) 3.2 (35.8) (81.1) (133.1) (211.0)
Net Debt/ EBITDA (0.71) 0.04 (0.39) (0.79) (1.19) (1.74)
Cash Flow 2023 2024F 2025F 2026F 2027F 2028F
EBT 48.6 59.6 68.0 78.3 87.4 97.1
WC Changes (2.2) 17.1 25 2.7 6.0 5.7
Net Cash from operating activities 59.3 47.8 76.8 84.8 90.5 98.8
Capex (7.3) (48.9) (34.0) (13.0) (9.0) (9.0)
Net Cash from investing activities (6.9) (63.9) (34.0) (13.0) (9.0) (9.0)
Dividends Paid (9.8) (14.7) (18.7) (21.3) (24.6) (27.4)
Net Cash from financing activities (5.7) (25.8) (3.7) (51.5) (49.6) (21.8)
Net increase/(decrease) in cash and equivalent 46.7 -41.8 39.0 20.2 32.0 68.0
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Per share data 2023 2024F 2025F 2026F 2027F 2028F
EPS 5.29 5.62 6.14 6.74 7.41 8.15
BVPS 5.29 5.62 6.14 6.74 7.41 8.15
DPS 0.22 0.28 0.32 0.37 0.41 0.46
Valuation ratios 2023 2024F 2025F 2026F 2027F 2028F
P/E 18.8 14.9 131 11.3 10.2 9.1
P/BV 2.1 2.0 1.8 1.6 1.5 13
EV/EBITDA 11.2 9.1 7.6 6.3 5.4 4.3
EV/Sales 1.4 1.2 1.1 1.0 0.8 0.7
EV/EBIT 14.6 12.0 10.2 8.3 6.9 5.5
Dividend Yield (%) 2.0% 2.5% 2.9% 3.4% 3.7% 4.2%
FCF yield (%) 7.2% -0.2% 3.1% 10.0% 11.1% 9.4%
ROA 7.0% 8.2% 8.8% 9.9% 10.6% 11.1%
ROE 11.0% 13.1% 13.7% 14.3% 14.6% 14.7%
ROIC 21.8% 26.7% 27.2% 29.8% 32.8% 36.2%
Growth rates 2023 2024F 2025F 2026F 2027F 2028F
Revenues 8.0% 24.3% 6.0% 5.5% 5.5% 5.3%
EBITDA -6.4% 31.9% 12.6% 12.5% 8.7% 8.4%
EBIT -10.4% 30.1% 12.1% 14.5% 10.4% 10.1%
EBT -4.9% 22.5% 14.1% 15.2% 11.6% 11.1%
Net income -13.4% 25.0% 14.1% 15.2% 11.6% 11.1%
Profitability ratios 2023 2024F 2025F 2026F 2027F 2028F
Gross margin 37.8% 37.7% 37.8% 38.0% 38.2% 38.4%
EBITDA margin 12.8% 13.6% 14.4% 15.3% 15.8% 16.3%
EBIT margin 9.8% 10.2% 10.8% 11.7% 12.3% 12.8%
Net income margin 8.1% 8.2% 8.8% 9.6% 10.2% 10.8%
Leverage 2023 2024F 2025F 2026F 2027F 2028F
Gross Debt (excl. leases) (EUR m) 70.3 75.3 75.3 50.3 30.3 20.3
Net Debt (incl. leases) (EUR m) (43.6) 3.2 (35.8) (81.1) (133.1) (211.0)
Net Debt/Equity (0.12) 0.01 (0.09) (0.18) (0.27) (0.39)
Net Debt/EBITDA (0.71) 0.04 (0.39) (0.79) (1.19) (1.74)
Source: The Company, AXIA Research
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Disclosures

General information

This research report was prepared by AXIA Ventures Group Limited, a company incorporated under the laws of Cyprus (referred to herein, together with its subsidiary
companies and affiliates, collectively, as “AXIA”) which is authorised and regulated by the Cyprus Securities and Exchange Commission (authorisation number 086/07).
AXIA is authorized to provide investment services in the United Kingdom, Cyprus and Greece pursuant to its permissions under the Markets in Financial Instruments
Directive and may also provide similar services in other countries, inside or outside of the European Union, subject to the applicable provisions. AXIA Ventures Group
Limited is not a registered broker-dealer in the United States (U.S.), and, therefore, is not subject to U.S. rules regarding the preparation of research reports and the
independence of research analysts. In the U.S., this research report is intended solely for persons who meet the definition of “major U.S. institutional investors” in Rule
15a-6 under the U.S. Securities and Exchange Act, as amended, or persons listed under Rule 15a-6(4)) and is meant to be disseminated only through “AXIA Capital
Markets LLC”, a wholly owned subsidiary of AXIA Ventures Group Limited and associated US registered broker-dealer in accordance with Rule 15a-6 of the US Securities
and Exchange Act.

Content of the report

The persons in charge of the preparation of this report, the names of whom are disclosed below, certify that the views and opinions expressed on the subject security,
issuer, companies or businesses covered by this research report (each a “Subject Company” and, collectively, the “Subject Companies”) are their personal opinions and
that no part of their compensation was, is or will be directly or indirectly related to the specific recommendations or views contained in this research report.

Whilst all substantial sources of information for the research are indicated in this report, including, without limitation, bases of valuation applied to any security or
derivative security, such information has not been disclosed to the Subject Companies for their comments and no such information is hereby certified.

All information contained herein is subject to change at any time without notice. No member of AXIA has an obligation to update, modify or amend this research report
or to otherwise notify a reader thereof in the event that any matter stated herein, or any opinion, projection, forecast or estimate set forth herein, changes or
subsequently becomes inaccurate, or if research on the Subject Company is withdrawn. Further, past performance is not indicative of future results.

Persons responsible for this report: Constantinos Zouzoulas (Head of Research — Analyst) of AXIA Ventures Group Ltd which is authorized and regulated by the Cyprus
Securities and Exchange Commission (CySEC) under CySEC license No 086/07.

Key Definitions

AXIA Research 12-month rating*

Buy The stock to generate total return** of and above 10% within the next 12-months
Neutral The stock to generate total return**between -10% and 10% within the next 12-months
Sell The stock to generate total return** of and below -10% within the next 12 months
Under Review Stock’s target price or rating is subject to possible change

Applicable Laws / Regulation and AXIA Ventures Group Limited policies might restrict certain types of communication
and investment recommendations

Not Rated There is no rating for the company by AXIA Ventures Group Limited

* Exceptions to the bands may be granted by the Investment Review Committee of AXIA taking into account specific characteristics of the Subject Company
**Total return: % price appreciation equals percentage change in share price from current price to projected target price plus projected dividend yield

Restricted

Rating history for GR. SARANTIS S.A.

Date Rating Share Price (EUR) Target Price (EUR)
18/03/2021 Neutral 9.00 10.10
16/09/2024 Buy 10.96* 15.10

*Share price close as of 13/09/24.

AXIA Ventures Group Limited Rating Distribution as of today

Coverage Universe Count Percent of w.hich Invejstme.n t Count Percent
Banking Relationships

Buy 16 52% 5 5 20%

Neutral

Sell

Restricted

Not Rated 3 10%

Under Review 12 39% 1 1 3%

Independence and objectivity, conflicts of interest management

None of the analysts in charge of this report are involved in activities within AXIA where such involvement is inconsistent with the maintenance of that analyst’s
independence or objectivity. None of them has received or purchased shares in any Subject Company prior to any private or public offering of those shares. However,
the analysts responsible for the preparation of this report may interact with trading desks or sales personnel for the purpose of gathering and interpreting market
information with regard to the Subject Companies.
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As an investment services provider engaging in a wide range of businesses, AXIA is active in the field of activities which may include the provision of services to issuers
of securities, with respect to underwriting or placing of financial instruments or with respect to advice on capital structure, industrial strategy and related matters
(“investment banking services”). The nature of such activities, in conjunction with the activity of production and issuance of research reports, may be considered as
leading to situations of conflict of interests when the research reports cover an issuer with whom AXIA has an ongoing or has recently had a business relationship for
the provision of investment banking services.

AXIA has all the necessary internal structures and arrangements in order to identify and avoid or, should avoidance be impossible, to manage such situations in a
manner consistent with the highest standards, in accordance with its internal conflicts of interest policy. In compliance with such arrangements, analysts and other
staff who are involved in the preparation and dissemination of research (including, without limitation, this report) operate independently of management and the
reporting line is separate from AXIA’s investment banking business. “Chinese Wall” procedures (procedures separating the availability of information of any Subject
Company) are in place between the investment banking and research businesses to ensure that any confidential and/or price sensitive information is handled
appropriately.

In all cases when, at the time of preparation or issuance of a report, an issuer covered by such report is in a business relationship with AXIA for the provision of
investment banking services, AXIA includes a note in the report, drawing the attention of the recipients to such fact. The same note is included when such business
relationship has been terminated less than 12 months before the issuance of the report. However, it cannot be fully precluded that issuers covered by a report may be
in discussions with AXIA’s investment banking department for a potential future cooperation in investment banking matters, even though a business relationship does
not already exist. In such cases AXIA may not be able to announce the fact of such discussions in the reports even if such reports cover the specific issuer. Therefore,
even if this research report does not mention any existing or recent business relationship with an issuer whose securities are covered by the report, such issuer may
be a potential future customer of AXIA in the field of investment banking services. It is noted that, even in such case, the persons in charge of this report do not
participate in any such discussion and their remuneration is not determined based on the proceeds of the department providing investment banking services and that
such situation is not reasonably expected to impair the independence or objectivity of AXIA’s reports.

Investment decisions

Investors should make their own investment decisions using their own independent advisors as they believe necessary and based upon their specific financial situations
and investment objectives when investing. Investors should consult their independent advisors if they have any doubts as to the applicability to their business or
investment objectives of the information and the strategies discussed herein. Investments involve risks and recipients should exercise prudence and their own
independent judgment in making their investment decisions. Therefore, this research report should not be regarded by recipients as a substitute for the exercise of
their own judgment. This research report has no regard to the specific investment objectives, financial situation or particular needs of any specific recipient, even if
sent only to a single recipient. This research report is not guaranteed to be a complete statement or summary of any securities, markets, reports or developments
referred to in this research report. It is published solely for information purposes. This research report is being furnished to certain persons as permitted by applicable
law, and accordingly may not be reproduced or circulated to any other person without the prior written consent of a member of AXIA. This research report may not
be relied upon by any retail customers or persons to whom this research report may not be provided by law. It does not constitute a factual representation, a financial
promotion or other advertisement, is not to be construed as a solicitation or an offer to buy or sell any securities or related financial instruments in any jurisdiction
and may not be relied on in any manner by any recipient. Unauthorized use or disclosure of this research report is strictly prohibited.

Investing in any non-U.S. securities or related financial instruments (including ADRs) discussed in this research report may present certain risks. The securities of non-
U.S. issuers may not be registered with, or be subject to the regulations of, the U.S. Securities and Exchange Commission. Information on such non-U.S. securities or
related financial instruments may be limited. Non-U.S. companies may not be subject to audit and reporting standards and regulatory requirements comparable to
those in effect within the United States.

No liability

Neither AXIA nor any of its directors, officers, employees or agents shall have any liability, however arising, for any error, inaccuracy or incompleteness of fact or
opinion in this research report or lack of care in this research report’s preparation or publication, or any losses or damages which may arise from the use of this research
report. AXIA does not represent or warrant that any investments will increase in value or generate profits. Any responsibility or liability for any information contained
herein is expressly disclaimed. Any opinions or information contained herein is subject to change at any time without notice and may differ from other opinions
expressed professionally by persons within AXIA. This material should not be construed as a solicitation or recommendation to use AXIA to effect transactions in any
security mentioned herein or as an attempt to induce securities transactions by such recipients in any manner whatsoever. AXIA is not providing this research report
pursuant to any express or implied understanding that the recipients will direct commission income to AXIA.

Recipients

In the countries of the European Union, this report is communicated by AXIA to persons who are classified as eligible counterparties or professional clients and is only
available to such persons. In any other country outside the European Union, this report is addressed exclusively to persons entitled to receive research reports from
foreign Investment Firms according to the applicable legal and regulatory provisions. The information contained in this research report is not addressed to and does
not apply to any other categories of investors than those specified above. AXIA in relation to its research complies with the applicable requirements and laws concerning
disclosures and these are indicated on this legend or in the research report where applicable. By accepting this research report, you agree to be bound by the foregoing
limitations. This material is not intended for the use of private investors.
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AXIA Ventures Group
10 G. Kranidioti Street, 4, Vas. Sofias Avenue, 555 Madison Avenue, 26 Corso Venezia,
Suite 102 3rd Floor Suite 11A 1st floors
1065 Nicosia, Cyprus 10674 Athens, Greece NY 10022, New York, USA 20121 Milan, ltaly
Tel: +357 2274 2000 Tel: +30 210 741 4400 Tel: +1 212 792 0253 Tel: +39 348 080 1411

WWWw.axiavg.com

Research Division

Constantinos Zouzoulas constantinos.zouzoulas@axiavg.com +30 210 741 4460
Stathis Kaparis stathis.kaparis@axiavg.com +30 210 741 4459
Eleni Ismailou eleni.ismailou@axiavg.com +30 210 741 4462
Christiana Tsoukala christiana.tsoukala@axiavg.com +30 210 741 4467
Alexis Chaidopoulos alexis.chaidopoulos@axiavg.com +30 210 741 4481

Capital Markets Division

Thanos Adamantopoulos thanos.adamantopoulos@axiavg.com +44 207 9876033
Maria Mitsouli maria.mitsouli@axiavg.com +30 210 7414424
Vaia Dotsia vaia.dotsia@axiavg.com +30 210 741 4430
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