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EKOEZH EAErXOY ANEZAPTHTOY OPKQTOY EAEMKTH AOTIIZTH
Mpog Toug K.K. MeTOXOUG TNG Avvupng ETaipeiag
ACTION PLAN ANQNYMOZ EMINOPIKH ETAIPEIA NMAPOXHZ YNMHPEZIQN DIRECT MARKETING

'EkOgon eni TV OIKOVOHIK®OV KaTdoTaoewv.

EAéyEape TIG ouvnuuéveg OlkovopikeéG KataoTtdoeic Tng ANQNYMHZ ETAIPEIAZ ACTION PLAN (n ETtaipeia), nou
anotehouvtal and Tov Icohoyiogd Tng 31" AekepBpiou 2006, TIC KATAOTACEIC ANOTEAEOUATWV, WETABOAWV 1BiwV
KEQPAAQiWV Kal TAUEIOKWV POWV TNG XPNOEWG Mou EANEE TNV NuUEpoMnvia auTn kabwg kar NePIANYNn TWV ONHAVTIK®V

AOYIOTIKOV MONITIKWV Kal AOINEG ENEENYNHATIKEG ONUEINTEIC.

Eu@uvn Aloiknong yia Tig OikovopikéG KaTtaoTaoeig

H Aioiknon Tng etaipeiag éxel Tnv €uBlvn yia Tnv Katdpmion kai €0Aoyn napouciaon autwv Twv OIKOVOUIKGV
KataoTacewv oUwva pe Ta Alebvry MpoTuna XpnuaToolkovopikng MANpo@opnong, 0nwe auTa éxouv uloBeTnBei anod
Tnv Eupwndiki ‘Evwon. H guBlvn autr nepidapavel oxediaopd, @appoyn kai diatrnpnon CUCTHAHATOC E0WTEPIKOU
€NEYXOU OXETIKA HE TNV KATAPTION Kai €0Aoyn Napouciaon OIKOVOUIK®WY KATAOTACEwY, anaAAaypévwv and ouaimdn
avakpiBela, nou ogeiAeTal oe andtn | AdBoc. H euBlvn auThy nepiAapBavel €niong Tnv €mAoyn Kai €Qapuoyn

KaTaMnAwv AoyIOTIK@V NONITIKWV Kal TNV JIEVEPYEIA AOYIOTIKWV EKTIMNOCEWY NOU €ival AOYIKEG yIa TIC NEPIOTATEIG.

EuBuvn EAeykTi)

AR pag ublvn ival n €kePaocn yvopng eni autav Twv OIKovopikwv KataoTacewv, pe BAcn Tov €AeyxO HAG.
Alevepyrioale Tov £Aeyxo oUPQWva Me Ta EAAnvika EheykTika MpdTuna, nou eival evapuoviouéva pe Ta Aigbvn
EAeykTikd MpdTuna. Ta MNpoTUNa auTa anairolv Tn CUPHOP(WOT| Hac KE TOUG Kavoveg deovToAoyiac kal To oxediaopo
Kal JIEvEPYEIQ TOU EAEYXOU Hag PE akond Tnv UAoyn dlacpANIon OTI Ol OIKOVOMIKEG KATACTACEIC €ival anaAaypévec ano
ouolndn avakpipeia.

O £Aeyxoc nepidappaverl Tn dievépyeia d1adikaoiwy Yia TNV CUYKEVTPWON EAEYKTIKMV TEKUNPIWV, OXETIKA WE TA NOOd Kal
TIG NANPOPOPIEG NOU NEPIANAPBAvVOVTAl OTIC OIKOVOUIKEG kaTaoTdaoelg. O1 8iadikacieg emAEyovTal KATa Tnv Kpion Tou
€AEYKTN Kal nepIAaPBavouv Tnv ekTipnon Tou kivdUvou ouaimdoug avakpiBelag TwV OIKOVOMIKWV KATAOTACEWV, AOYw
andrtng f AaBoug. MNa Tnv ekTipnon Tou KIvAUvou auTtoU, 0 eAeyKTAG AapBavel unoywn To oUOTNHA E0WTEPIKOU EAEYXOU
OXETIKA WE TNV KATAPTION Kal eUAOYN NApouaiacn TwV OIKOVOUIK®MY KATAGTACEWY, HE OKOMO TO OXEDIAOUO EAEYKTIKQV
d1adIkaciv yia TIG MEPIOTACEIG KAl OXl yid TNV €KGPAcn YVWUNG €ni TNG anoTEAEOHATIKOTNTAG TOU GUOTNHATOG
€0WTEPIKOU EAéyXoU TNG eTalpeiac. O £Aeyxog nepIAapBavel eniong Tnv agloAdynon TnG KaTaANAOTNTAG TwV AOYIOTIKGOV
NOAITIKWV MOU £(Qapuocbnkav Kal Tou EUAOYOU TwV EKTIMACEWY Nou &yivav anod Tn Aioiknon, kabwg kai agioAoynaon Tng
OUVOAIKNG Napouciaong TwV OIKOVOUIKWY KATACTACEWV.

MoTeloupe OTI Ta EAEYKTIKA TEKUNPIA MOU £XOUWE CUYKEVTPWOEI €ival €napkn Kal KataAAnAa yia Tn BgpeAinon Tng

YV@HNG HAG.



fvoun

Katd Tn yvoun Hag, ol ouvnuuéveg OIkovodikEG KaTaoTdaoelic napoucialouv elAoya and kabe ouciwdn anoyn Tnv
OIKOVOMIKN) KaTaoTaon Tng Etaipeiag katd Tnv 31 Aekepppiou 2006, TNV XPNUATOOIKOVOMIKN TnG €nidoon Kai TIG
TAUEIOKEG TOUG POEC yid Tn XPNon nou €An€e Tnv nuepopnvia autr ouhewva Pe Ta  Aigbvn MpdTtuna

XpnuaTooikovopikng MAnpo@dpnong, 6nwe autd uloBetrndnkav ano Tnv Eupwnaikr) ‘Evwon.

Xwpig va diaTunmvoue enipUAAEN wG NPOG Ta CUKNEPACHATA TOU EAEYXOU HAG, EPIOTOUHE TNV NPOCOXN 0aG:
3TN onueiwon 22 (y) nou napatiBeTal OTIC CUVNUMEVEG OIKOVOUIKEG KATAOTACEIG, 0TV onoia yivetTalr avagopd oTo
yeyovog OTI Ta idla KepAAala TNG £TAIPEIAg KATEGTNOAV HIKPOTEPA Tou 1/10 (éva dEkATO) ToU WETOXIKOU Keahaiou kal

OUVTPEXEI NEPINTWON Tou apBpou 48 nap. 1y Tou N. 2190/1920.

Avagopa €ni GAA®V VOHIK®OV Kal KAVOVIOTIK®OV OEHATWV.

To nepIEXOHEVO TNG 'EKBEONC ToU AIOIKNTIKOU ZUMBOUAIOU £ival GUVENEG WE TIGC CUVNUMEVEC OIKOVOUIKEG KATAGTACEIC,

Alnva, 28 deBpouapiou 2007
O OpkwTdC EAeYKTNG AOYIOTNG

XAPAAAMIMNOZ NETPOMOYAOZ
AM. Z.0.E.A. 12001
20N AEOE



ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ
YMHPEZIQN DIRECT MARKETING

KATAZTAZH ANNOTEAEZMATQN

MNa ™ xpnon nou éAn&e oTig 31 AskepPBpiou 2006

NMwAnoeig

KooToG NwAnBevTOV

MIKTO KEPDOG

"E€0da BI0IKNTIKAG AsiToupyiag
'E€0da AerToupyiag diaBsong
Noina AsIToupyika €0oda
AnoTteAéopara eEKHETAAAEUONG

'EcOda  OUMPETOXWV Kal XPEOYPAPWV

'E€00a XpnHATOOIKOVOUIKA
'Ecoda XpnHaToOIKOVOUIKA

Képdn / (nuieg) npo popuv
dOPOC €100dMKATOG

Képdn / (Inuieg) xpnoewg pera
ano popoug

Baaoika képdn / ({nuiec) ava petoxn

MEoog oTaBUIoPEVOC apIBOG KOIVMY
HETOXV

(o€ eupm)
Znpel

WOEIG 2006 2005
7.842.400,76 6.583.341,79
-6.727.738,33 -5.862.440,90
1.114.662,43 720.900,89
6 -495.388,61 -361.552,89
7 -387.190,80 -367.598,49
22.408,23 23.503,74
254.491,25 15.253,25
0,00 491.250,30
8 -23.571,62 -40.273,55
8 11.023,03 2.930,58
241.942,66 469.160,58
9 -6.534,00 -10.433,00
235.408,66 458.727,58
10 1,4574 2,8400
10 161.522 161.522

01

OUVNHMEVEG onpeiwoelg and 1 éwg 23 anoteholv avandonaoTo PEPOG TWV OIKOVOUIKWV KATAGTACEWV.



ACTION PLAN ANQNYMOZ EMMOPIKH ETAIPEIA NMAPOXHZ

YMHPEZIQN DIRECT MARKETING

IZOAOINzZMOz
(oc sup®m)
ZNHEINOCEIG

ENEPIrHTIKO
Mn kukAo@opoUV EVEPYNTIKO
EVOWMATEG aKIVTOMOINJEIG 11
Aula neplouciakd oTolxeia 12
SUMHETOXEG O€ BUyaTpIKEG ETAIPEIEC 13
AvaBal\OEVEG (POPOAOYIKEG aNaAITAOEIG 9
NOINEG PaKPONpOBETIEG anaIThOEIG
2UvoAo Mn KukAo@opouvTog
EvepynTikoU
KukAo@opoUv EvepynTiko
AnoBuara 14
Epnopikég kal Aoinég BpaxunpdBeopeg
anaiTnosi 15
Anaitoeig and ouvOEdENEVEG ENIXEIPNOEIG 15
XpnuaTika diabgoipa 16

20voAo KukAo@opoUvTog EvepynTikoU
ZYNOAO ENEPIHTIKOY

IAIA KE®AAAIA KAI YINOXPEQZEIZ

"I81a Kepalaia

METOXIKO KEPAAQIO

AnoBeuaTIkO and Tnv €kdoan WETOXWV UMNEP TO
apTio

AnoTeAéopaTa €ig véo

Z0volo Idimv KepaAainv
MakponpoBeoPEG YNOXPEWMTEIG

MpoBAEYn yia anolnuinon npoownikoU AOyw
€€000U ano TNV unnpeaia

20voAo MakponpoBECH®WV YNOXPEDTEWV
Bpaxunpo0eopHeG YNOXPEMOEIG

EMNOPIKEG UNOXPEWOEIG

BpaxunpoBeapoc daveiouog

YNOXPEWOEIG NPOG GUVOEDEWEVEG EMIXEIPNOEIC
NOINEG BpaxunpOBECEC UNOXPEWOEIC Kal
dedouleupiéva €50da

Z0voAo BpaxunpoBEoHwV YNOXPEDTEWV

ZYNOAO IAIQN KE®AAAIQN KAI
YMNOXPEQZEQN

17

17

18

19
20

21

31.12.2006 31.12.2005
102.457,02 110.513,34
337,19 1.336,09
232.431,00 232.431,00
252.334,00 245.941,00
22.855,40 24.176,02
610.414,61 614.397,45
12.941,95 12.941,95
2.010.755,45 1.132.790,73
89.382,02 298.268,12
103.585,86 535.034,25

2.216.665,28

1.979.035,05

2.827.079,89

2.593.432,50

4.740.670,70 4.740.670,70
282.318,42 282.318,42
-4.636.862,63 -4.872.271,29
386.126,49 150.717,83
199.549,00 157.579,00
199.549,00 157.579,00
516.982,92 502.288,00
400.000,00 450.000,00
754.673,08 783.528,69
569.748,40 549.318,98

2.241.404,40

2.285.135,67

2.827.079,89

2.593.432,50

O1 OUVNPUEVEG oNpEIKOEIC anod 1 £éwg 23 anoTeAoUv avandonacTo PEPOG TWV ETACINV OIKOVOUIKWV

KATAoTACEWV.



ACTION PLAN ANQNYMOZ EMMOPIKH ETAIPEIA MAPOXHZ
YNMHPEZIQN DIRECT MARKETING

KATAZTAZH TAMEIAKQN POQN
MNa tn xpnon nou éAn&e oTig 31 AekepuBpiou 2006
(o€ eupw)

2006 2005
AEITOUPYIKEG SpacTNPIOTNTEG
Képdn / (npisg) npo popwv 241.942,66 469.160,58
MAgov / (peiov) Nnpooappoyeg yia:
AnooBEoeig 33.602,56 30.223,69
AnoTeAéoaTa and CUUHPETOXEG 0,00 -488.107,62
MpoBAEweIg 41.970,00 42.141,00
Znuia ano6 diaypagr| nayimv 0,00 2.175,02
XpewaTikoi TOKoI Kal auvapr £€oda 12.548,59 37.342,97
®Opol NANPWOEVTEC -12.927,00 0,00
MpooapHoyEG yia HETaBOAEG AoyapiacH®V
Ke@alAaiou kivong | nou oxeTi{ovral HE TIG
ASITOUPYIKEG BpACTNPIOTNTEG:
(AUENoN) / peiwon anarrmoswv -667.758,00 658.508,28
(AUENoN) / peimwon unoxpewaoewv (NAnv Tpanslwv Kai
KaTaBANBEVTWV PEPIOUATWY) 6.268,73 -84.007,84
XpewaTikoi TOKOI kal cuvan €§oda kataBeBAnpéva -23.571,62 -40.273,55
ZUVOAO E1I0POMV aNO AEITOUPYIKEG
dpacTnNPIOTNTEG -367.924,08 627.162,53
Enev3UTIKEG SpacTNPIOTNTEG
Ayopd evowpaTwV Kal GUA®V nayiov NepIoUIak®mY
OTOIXEIWV -24.547,34 -101.303,36
TOKoOI €10NPayBEVTEC 11.023,03 2.930,58
MepiopaTta sionpaxdevra 0,00 200.000,00
20vOoAO £10poMV / (EKPOMV) ANO ENEVIUTIKEG
dpaocTnpPIOTNTEG -13.524,31 101.627,22
XpnHaTodoTIKEG 3pAcTNPIOTNTEG
EionpdEeic ano skdoBévTa / avakngBévTa davela 0,00 0,00
E€o@Anoeic daveinv -50.000,00 -550.000,00
Z0VOAO EKPOMV ANO XPNHATOSOTIKEG
3paoTnPIOTNTEG -50.000,00 -550.000,00
KaO@apn avinon / (Heimon) oTa Tapeiaka
d1a06£01pa kal 1I003Uvapa XpHOEnG -431.448,39 178.789,75
Tapeiaka d1adéoipa kai I00dUvapa évaping
XPNOEWG 535.034,25 356.244,50
Tapsgiaka d1adgoipa kai I00dUvapa AREnG Xpnoemg 103.585,86 535.034,25

O1 ouvnupéveg onueiwoelg anod 1 éwg 23 anotehoUv avandonaoTo PEPOG TWV OIKOVOMIKWV KATAOTACEWV.




ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ
YMHPEZIQN DIRECT MARKETING

1 Iavouapiou 2005

KEpdNn Xpnoewc WeTa and popous.

31 Askepppiou 2005

1 Iavouapiou 2006

KEpdNn Xpnoswc PYeTa and popous.

31 AekepBpiou 2006

O1 GUVNMPEVEG ONMEIWOEIC anod 1 £w¢ 23 anoTeAoUv avanoomnaoTo PEPOC TWV OIKOVOUIKWY KATAGTACEWV.

KATAZTAZH METABOAQN IAIQN KEDPAAAIQN
MNa tn xpnon nou éAn&e 31 Aekepppiou 2006

MeTOXIKO AnoOspaTIko ano ZYNOAO
Kepalaio £k300N HETOXWV AnoTteAéopara KAGAPHZ
KaTtaBeBAnpévo unép TO ApTio €IG VEO OEZHZ
4.740.670,70 282.318,42 -5.330.998,87 -308.009,75
0,00 0,00 458.727,58 458.727,58
4.740.670,70 282.318,42 -4.872.271,29 150.717,83
4.740.670,70 282.318,42 -4.872.271,29 150.717,83
0,00 0,00 235.408,66 235.408,66
4.740.670,70 282.318,42 -4.636.862,63 386.126,49




ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YNMHPEZIQN DIRECT MARKETING

ZHMEIQZEIZ EMNI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2006

1.MEPINTPA®H THZ ETAIPEIAZ

H eraipeiac ACTION PLAN ANQNYMOZ EMIMOPIKH ETAIPEIA MAPOXHZ YMHPEZIQN DIRECT
MARKETING (c@c€nc n Etaipeia) 10pubnke To 1999 kai €ival eyyeypapuévn oto MnTpwo AvwvUPwY
ETaipiov Tnc Nopapyxiag ABnvowv pe AP.M.A.E 43276/01/B/99/356.

H didpkeia Tng éxel opioTei o 20 €Tn and TNV NUEPOUNVIa KAaTaxwpiong TnG oTo MnTpwo AVwVUH®V
ETaipeiwv. H 'Edpa Tng BpiokeTal oTo Anpo ABnvainv, 0dog Ztadiou 24, TK 10564 Abriva onou eival
€YKATECTNUEVA Kal Ta Mpageia TngG.

I0puTéG TNG eTaipeiag ATav ol eTaipeie AOA AE kai AOA DIGITAL AE. To 1999 n EBvikr} Tpdanela Tng
EMGdoc anéktnoe 1o 15% Tou peToxikoU kepahaiou Tng ETaipeiac. Znuepa pEToxol TN ETaipeiac sival n
AOA AE kaTta 85,00% kai n EBvikn Tpanela kata 15,00%

H etaipeiac  OpaoTtnpionoieital otV avantuén, Tnv €ykataotacn Kkal TR Asimoupyia  NARPWG
QUTOMATONOINKEVOU TNAEPWVIKOU kévTpou unodoxng (call center) kal Jlayeiplong OXECEWV MEAATWV
(customer relationship management — CRM), oToxeUovTag oOTnV NApoxn TNAEPWVIKWV UMNPECIOV
(telemarketing) kai TnAenwAnoewv og TpiToug (telesales), oTnv napoxn unnpeciwv BAcewv JeSOPEVWVY YIa
13ia Xprion Kai yia Aoyapiacpo TpITwv, TNV NOANCN Kal TNV Npowenacn npoidvTwy TpiTwv en’ auoifr), kabwg

Kal oTnv avanTtu€n ano Tnv idia eunopiag npoiovtwv pe Pebodoug direct mail kar direct marketing.

2. BAZH MPOETOIMAZIAZ TQN OIKONOMIKQN KATAZTAZEQN

(a) Baon ouvtaing Twv OIKOVOMHIK®OV KataoTdoewv: OI OUVNUUEVEG ETHOIEG OIKOVOUIKEG KATAOTACEIG
NG ETaipeiag €xouv ouvtaxBei ocUPpwva pe Ta Aiebvr) MpdTuna XpnuaToolkovouikng MAnpo@opnong
(AMXM) énwg &xouv uI0BeTNBEI anod Tnv Eupwnaikr ‘Evwaon. Or ETraleg OIKOVOUIKEG KaTaoTAoEeIg EXouv
ouvTaybei oUPEWVa PE TNV apxr Tou I0TOPIKOU KOOTOUG. ‘Onw¢ NePAITEPW MNEPIYPAPETAl GTN ONUEIwon
2y, Ol OUVNUMEVEG ETNOIEG OIKOVOMIKEG KATAOTACEIC €xouv ouvTaxBei yia npwTn (popd oUPpwva He Ta
AMNXM, epappolovrac To AMXM 1 «Mpwtn E@appoyny Twv Albvmv MpoTUnwv XpnuaTooiKOVOUIKAG
MANpo@opnonG» e Nuepopnvia peTaBaong T 1 Iavouapiou 2004.

(B) KataoTatikég OikovopikéG KartaoTaoelg : Méxpl Tnv 31 Aekeyppiou 2004, n ACTION PLAN A.E.
TnpoUoe Ta AoyIoTIKG TNG BIBAIG Kal GTOIXEIA KAl CUVETAOCE TIC OIKOVOMIKEG TNG KATAOTACEIC CUPPWVA HE
TI OlaTageig Tou K.N.2190/1920 kai Tnv 10XUoUGd (POPOAOYIKN VOMOBEsia («KATAOTATIKEG OIKOVOMIKEG
KaTaoTAaoeiG»). ApXNc yevopévng Tnv 1 Iavouapiou 2005, ACTION PLAN A.E. Tnpei Ta AoyioTikd Tng BiBAia
Kal GUVTAOOEI TIG OIKOVOUIKEG TNG KATAGTACEIG GUU@Wva Ke TIG dlaTageig Twv AMXM, AauBavovrag unoyn
TIC 3IaTAEEIC TNG I0XUoUCAG (POPOAOYIKNC VOpoBeaiac epogov kal 6nou autd anaiteital. O kaTaoTaTiKog
I00AoYIOMOG TNG 1 Iavouapiou 2004 Kal 0l KATAOTATIKEG OIKOVOUIKEG KATAoTAoEIC TNG 31 AekepBpiou 2004
NPOCAPHOCTNKAY KAl avapopPmBnKav HECW OUYKEKPIHEVWV EEW-AOYIOTIKDV EYYPAP®Y MPOCAPHOYNC
woTE va €uBuypappioToUV V13 TIG dlaTageig TV AMX.
(y) Np®TNn Xprion epappoyng Tov A.N.X.MN.: Z0uepwva pe Tnv Eupwnaikry NopoBeaia 1606/2002 kal



ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YINMHPEZIQN DIRECT MARKETING
ZHMEIQZEIZ ENI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2006

Bacel Tou Nopou 3229/04 (6nw¢ Tpornonoindnke and To Nopo 3301/04) o eAANVIKEG E£TAIPEIEG Mou

OUMMETEXOUV OTIC €EVOMOINKEVEG OIKOVOUIKEG KATAOTACEIC MOU KATAPTICOUV EICNYMEVEC ETAIPEIEC OF

onoiodnnoTe Xpnuatiotipio AZiov (e0wTepikol 1) eEwTEPIKOU) UMNOXPEOUVTAI VA ETOINAJOUV TIG BEGUIKEG

OIKOVOMIKEC TOUG KATAOTACEIC yia TIC XPNOeIC nou Eekivouv and Tnv 1" Iavouapiou 2005 kai evreUBey,

oUu@wva pe Ta ANXM. Baoel Tou AMXM 1 kai TG npoavagepBeioag eEANVIKNAG VOHoBeaiac, ol avwTEpw

ETAIPEIEC €ival UNOXPEWHEVEC VA NAPOUCIACOUV GUYKPITIKEG OIKOVOMIKEG KATAOTACEIC OUPPWVA HE Ta

AMXM, TouhayxioTov yia pia xprion (31 AskepBpiou 2004). H ETaipeia evonolsital and Tn PNTPIKN €Taipeia

AOA AE. - nou eival eionydévn oTo XpnuaTmiotipio ABnvav - kai Bacn Twv Tpononoinuévwv N.2190

UI0BeTEl Kal epappolel NARpwc Ta Aigbvr) AoyioTika MpdTuna.

H ETaipeia ouveTae kal €EE0WOE TIC NPWTEG MANPEIC OIKOVOMIKEG KATAOTACEIG PBdcel Twv AMXM pe

NUEPOMNVIA ICOAOYIOHOU TWV OIKOVOUIKWV AUTAV KataoTacewv Tnv 31 AskepBpiou 2005. Katd ouvénela,

oA\a Ta avabewpnuéva n veokdoBevTa MpdTuna nou éxouv epapuoyn otnv ETaipeia kai 1oxUouv yia

Xproeic nou Anyouv Tnv 31 Askepppiou 2006 xpnaoidonoindnkav yia Tn oUvTagn Twv €TNOIWV auT®V

OIKOVOMIKWV KATAOTACEWV e avadpoIKr) EpaApioyn.

H Etaipeia epappooe 1o ANXMN 1 «Mpwtn Epappoyn Twv ANXM» oTnv NposToidacia Twv CUVNUPEVKDV

ETNOIWV OIKOVOUIKWV KATAOTACEWY. Baoel Twv avTioToixwv diaTagewy Tou AMXM 1 :

(i) To olUvoAO TWV CWPEUPEVWV aQvaNOYIOTIKQV {NUIOV Kal KEPOWV TWV OXETIKWV HE TNV NPORAswn
anolnuinong npoownikol Adyw €E630U OUVTAEINdOTNONG, avayvwpiobnkav katd Tnv nuepopnvia
peTaBaong ota AMXM, eve yia TIC avaAoyloTIKEG {nuieg kal kEpdn Mou npogkuyav katd To 2004
xpnoidonoinBnke n  WEBodog Tou nepiBwpiou  («corridor approach»). H eEaipeon auTh
Xpnoidonoindnke yia OAa Ta OXETIKG NPOYPAMKATA MOU UNMPXaV KaTta Tnv NUePoUnvia PeTapaong.

(n) O ekmipnoeig TnG Etaipeiag pe Baon Ta AMXM katd Tnv nuepopnvia perapaong ota AMXM Arav o
OUVENEIQ JE TIC EKTIMNOEIC NOU €yivav yia Tnv idia nuepopnvia We Bacn Ta nponyoUdeva EAM (peta
anod TIC OMNOIEG aVAPOPPWOEIC YIa TNV anelkovion dlapopwv OTIG AOYIOTIKEG APXEG), EKTOC av UNNpxav
oaQeic evOEIEEIG OTI QUTEG O EKTIUNOEIC NTav AQvOaopEVEC,

O1 ekTiunoeIg TNG ETaipeiag pe Baon Ta ANXM katd Tnv nuepopnvia PeTapaong ota AMXM (1 Iavouapiou

2004) ATav O OUuVENEI HE TIG EKTIUACEIC MOU E£yivav yia Tnv idla nuepopnvia Pe Bacn Ta nponyoupeva

EAIN (WJeTa anod Tig OnoleC avapop@oEIC Yia TNV aneikovion dIapopwv OTIG AOYIOTIKEG apxXEC), EKTOG av

unnpxav oageic evOEiEeI OTI QUTEG 01 EKTIMNOEIG NTAV AavOaoEVEC.

(39) Néa NMpoTuna kai Aiepunveieg: To ZupBoUuMio AieBvav AoyioTikwv MpoTUnwy, kabwg kai n Enrponn
Algppnveiov, €xouv 1dn ekOWOEl HIa OLIpa VEWV AOYIOTIKOV NPOTUNWY Kal JIEPUNVEIOV TWV ONoiwv N
£QApUoyn €ival UNOXPEWTIKN YIa TIG AOYIOTIKEG NePIODoUG nou apyidouv anod Tnv 11 Iavouapiou 2006 kai
EVTEUBEY (EKTOG €4V ava@EpeTal dIAPOPETIKA NAPAKATw). H ekTiynon Tng ETaipeiag oxeTIKA We Tnv
€Nidpacn autwv TWV VEWV NPoTUNWV Kal EPUNVEINV EXEl WG EENG:

ANXN 6: EEepelvnon Kal EKTIPNON OPUKTMV NOPWV Acv €Xel epappoyr otnv ETaipeia kal dev 6a
£NNPEACEI TIC OIKOVOMIKEC TNG KATAGTACEIC,
ANXN 7: 'VOoTOnoINoeIG XPNHATOOIKOVOHIK®AV HECWV TO NPOTUNO aAUTO EXEl UMOXPEWTIKNA

£(QApUoyn yia TIC AOYIOTIKEC nePIodoug nou apyifouv ano Tnv 1 Iavouapiou 2007 kai evielBev. Agv
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QVaPEVETal va €NNPEACEl ONUAVTIKA TIC OIKOVOUIKEG KATaoTAoElG TnG ETaipeiac. To npdTuno anaitei
KUPIwG NpOOBETEG YVWOTOMNOINTEIG ava®opikda HE XpNHATOOIKOVOUIKA HEaa.
AEEXN 3: AlkaiopaTta €KNOPnnG agpiwv H Aicpunveia autry apyotepa anooupbnke and Tnv
Enimrponny Alepunveiov. Aev €xel epapuoyn otnv Etaipeia kai dev Ba ennpedcel TIG OIKOVOMIKEG TNG
KATAOTACEIG
AEEXN 4: NMpoodiopiopog eav gia oUpBaon nepihappavel gicbwon H spappoyr Tou AEEXN 4
Oev avapéveral va ala€el Tov AOYIOTIKO XEIPIOWO OMolacdnnoTe anod TIC ICXUOUOEG GUHBACEIC TNG
ETaipeiac.
AEEXIN 5: Aikai®pgara ano €€névdéuon Of TAPEio yia XpnHAaTodoTnon naponAicHou,
avanAaong kai nepIBAAAOVTIKIAG ANOKATAOTAONG. Asv £xel spappoyn otnv ETtaipeia kar dev Ba
ENNPEAOEI TIG OIKOVOHIKEG TNG KATAOTACEIG
AEEXI 6:YNOXPEMOEIG NOU NPOKUNTOUV and 3pacTnpionoincl Ot CUYKEKPIHEVEG AYOPEG
anoBANTOV, NAEKTPIKEG & NAEKTPOVIKEG OUOKEUEG Acv €xel epappoyn otnv Etaipeia kar dev Ba
€NNPeAOEl TIG OIKOVOMIKEG TNG KATAOTACEIC,
AEEXI 7:Eqappoyn TnG HeBodou perartponng AAM29 Aev £xel epappoyn otnv ETaipeia kai dev 6a
€NNPedoel TIG OIKOVOMIKEG TNG KATACGTACEIG
AEEX 8:Medio epappoying ANMXM2 Asv 6a ennpedcel TIG OIKOVOUIKEG KATAOTACEIG TNG ETalpeiac,.

(€) 'Eykpion Tov Oikovopik®v KaraoTaoewv: To AoiknTikO SupBoUAo TnG ACTION PLAN A.E. €VEKPIVE
TIG ETAIPIKEG ETNOIEG OIKOVOUIKEG KATAGTACEIG TNG OIKOVOUIKNG Xpriong 1.1.- 31.12.2006 oTtn ouvedpiaor)

Tou TNng 28" dePpouapiou 2007 kal TEAOUV und TNV €ykpion TnNG Etnoiag TakTikng Mevikng Zuvéleuongc.

(oT) Xprion EKTIPRCcE®V: H oUVTagn Twv OIKOVOUIKGV KATAoTACEWY oUKP®vVa [e Ta AMXI anaitei n
dloiknon va npopaivel aTn SlEVEPYEID EKTIACEWV Kal UNOBETEWV Nou nnPealouv Ta Nood TwV OTOIXEIWY
TOU EVEPYNTIKOU Kal NabnTikou, Tn yvwaTonoinon evOEXOUEVWY anaiTioswy Kal UNOXPEWOEWY KATd TV
NHEPOUNVIA TWV OIKOVOUIK®MV KATAOTACEWY KaBwG Kal Ta Nood Twv €00dwV Kal €E60wv KaTa Tnv diapkeia

NG XPNoewe. Ta npayuaTikd anoteAéoara evOEXETal va dIaPEPOUV anod AUTEG TIG EKTIMNOEIG.

3.MEPIAHWH ZHMANTIKQN AOIIZTIKQN APXQN

O1 kUpIeg AOYIOTIKEG apXEC Mou UIOBETNONKAvV KATA TNV MPOETOILACIA TWV CUVNHUEVWV ETNOIWV OIKOVOUIKMV

KATAoTACEWV £ival 0l aKOAOUBEC:

(a) Baon evonoinong : H ETaipeia dev katapTilel EVONOINPEVEG OIKOVOUIKEG KATAOTACEIG, ONwG NpoBAEnETal
and To AAM 27 xpnoIKonoiwvTag Tnv €&aipeon Nou NapéXeTal aTnv napdypa®o 13 Tou npotUnou Kai aTn
Baon Tou OTI n pnTpIKA TG ETaipeia Anpooioypa@ikog Opyaviopog Aaunpakn A.E. ( n onoia eival
€lonyyévn oto XAA) eTOIGlEl EVOMOINUEVEG OIKOVOMIKEG KATAOTACEIC oUppwva He Ta AMXM. Ol
EVOMOINUEVEC OIKOVOMIKEC KATACTACEIG TNG KNTPIKNAG €Talpeiag Andoaioypaikog Opyaviopoc Aaunpakn
A.E. o1 onoiec eToiyaotnkav Bacel AMXM eivar diaBEoipeg onv IoTooeAida TG eTaipeiag otn dielbuvon

www.dol.gr.
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(B) OuyaTtpikég ETaipeieg: OuyaTpikéG voouvTal Ol ETAIPEIEC OTIC onoieg n Action Plan AE aokei €é\eyxo. O

£Aeyxoc upioTaTal 6Tav n Action Plan AE péow aGpeonc ) EUKEONG KaToxng diatnpei TNV NAsiown®ia Twv
SIKAIWPATWV WNPou f £xel Tn dUvapn aoknong eAéyXou aTo AIOIKNTIKO ZUPBOUAIO Twv BuyaTpikav.

H ETaipeia dev GUVTAOOEI EVOMOINUEVEC OIKOVOUIKEG KATAGTACEIG WG UNTPIKN ETAIPEIQ.

Qc Buyartpikn| eTaipeia TNG Anpoaioypa®ikog Opyaviopog Aaunpdkn AE, ol OIKOVOUIKEG KATAOTACEIG TNG
Action Plan AE kaBw¢ kai Tng BuyaTpikng Tng Action Plan HR AE GupMETEXOUV PE T HEBOBO TNG OAIKNG
EVOWUATWONG OTIC EVOMOINUEVEG OIKOVOMIKEG KATAOTACEIG MOu ouvtacoel o ‘Ouidog AOA. Ta Toug
okonoUC TNG KATApTIONG TWV EVOMOINUEVMV OIKOVOUIKOV KATAoTAcswv Tou Opidou AOA OAec ol
£VOOETAIPIKEC OUVANNAYEG Kal Ta UMNOAOING TWV QVWTEPW ETAIPEINV UE TIC AOINEG €TalpeieG Tou Opilou
analeipovTal.

2ToV NapakdTw nivaka napoucialeTal n BuyaTpikr eTaipeia Pad e Ta OXETIKA NOCOOCTA CUMKETOXNG.

Enwvupia ETaipeiag ApacTnpioTnTa % SUPHETOXNG ‘Edpa
E&elpeon kai 3160 NPOoWIKoU .
Action Plan HR AE , ) 99,00% Abriva
NpOCWPIVIAG anacxoAnong

(v)

)

SnUeIwVETal 0TI To unoAoino 1% Tou peToxikoU kegaAaiou Tng Action Plan HR avrkel otn AOA AE.

MeTaTponi Zévwv NOoHIOHATWV: To VOMIOHA WETPNONG Kal avagopdg Tne ETaipeiag eival To gupw.
Juvalayéc nou agopoUv  AA\a  vopiopaTa  PETATPENOVTAl OE  E€UPW  XPNOIMOMOIMVTAG  TIG
OUVAANAYHATIKEG 100TIYIEG O OMoieg ioxuav KaTta Tnv nuepopnvia Tng cuvaliayng O anaitnoeig kai
UMOXPEWOEIC O &vo VOMIONa KaTd Tnv nuepodnvia oUVTA&NG TwV OIKOVOUIKWY KATAOTACEWV
npooappdlovTal WOTE va avtavakAouv TIC OUVAAAYHATIKEG I00TIMIEG TNG NUEPAC OUVTAENG Twv
OIKOVOUIKWV  KaTaoTdoewv. Képdn 1 {nuie nou npokUMTOUV anod TIC MPOCAPHOYEC TWV
ouvaA\aypaTikav 100TIHIQV, nepidauBavovTtal ota képdn ({nuiec) and cuvaAayuaTIKEG SIapOopEG OTIG

OUVNMEVEG ETNOIEC KATAOTACEIG AOYAPIACHOU AMNOTEAECHATWY XPHOEWC,

Evowpateg AKIVINTONOINOEIG: H ETaipeia dev €xel 1010kTNTa ynneda kai kTipid. O1 €nIOKEUEC Kal
ouvTNPNOEIC kaTaxwpoUvTal oTa €50da TnG XPrnong katd Tnv onoia npayparonolioUvTal. SNPAVTIKEG
BeATIOOEIG kepalaionololvTal OTO KOOTOC TWV AVTIOTOIXWV Nayiwv £pOCoovV auTéC NPooauEavouv Tnv
w@ENUN dwr), au&avouv TNV IKavoTnTa napaywync r BEATIOVOUV Tnv anodoTiKOTNTA TWV avTioTOIXWV
nayiwv.

Ta oToIXEla TWV EVOWPATWOV aKIVRTONoINoswy diaypd@ovTal Katd Tnv NAnor f Tnv andoupor) Toug i
oTav dev avapévovTal NEPAITEPW OIKOVOUIKA OPEAN and Tn ouveXI(OUEVN Xpron Touc. Ta képdn 1) ol NUIEG
nou npokUNToUV ano Tnv diaypadr) evog nayiou nepi\ayBavovTal oTa anoTeAéoPATa TnG XPnong kata tnv

oroia diaypdgeTal To ev Aoyw nayio.
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ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YNMHPEZIQN DIRECT MARKETING
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() AnooBéoeig: O anooBeceig Twv nayiwv oToixeiwv AoyilovTal e TNV PEBodo TnG aTabepnc andoBeong
Bacsl TNG eKTIHWHEVNG WQPENUNG {WNAC Twv nayiwv. H ekTiopevn didpkeld w@ENKNG {wng kaTtd

KaTnyopia nayiwv éxel we &g :

Eidog Mayiou ExTipopevn Aldpkeia QEENUNG Zwng
EyKaTaoTACEIG KTIpiWV O€ akivnTa )
' 6 £Tn
TpiTWV
'EmnAa kai Aoinog €EonAiopog 3 ews 5 £

(oT) 'Evroka daveia: 'OAa Ta davela kataxwpoUvTal apxika OTO KOOTOC, nou eival n guAoyn aia Tng
AngBeioac avTinapoxnc peiov TIC dandaveg €kdoong nou oxeTilovTal Ye To dAvelo. MeTa Tnv apxikn
KaTaxwpnon, Ta évroka davela anoTigoUvTal oTo avanooBeaTo KOGTOG XPNOILoNoIMVTac Tn HEBodo Tou
npayuartikou enitokiou. To avanooBeoTo KOOTOC unohoyileTal agou AngBouv undwn dandaveg £kdoong
Kal n dlapopda PETAEU Tou apxikoU nooou Kal Tou noooU AREEwc. KEpdn kai {nUIEC kKaTaxwpouvTal oTo
KaBapo kEPDOC N {nMIG OTav Ol UNOXPEWOEIG dlaypd@ovTal 1 anopeinvovTal kal PHéow Tng diadikaaiag

andoBeong.

(Q) AUAa Nepiouoiakd ZTolxeia: AUAG NePIOUCIAKA OTOIXEid Mou anokToUvTal EEXWwPIOTA ano Tnv
enixeipnon kataxwpoUvTal oTo KOOTOG KTHONG TouG. AUAa mepiouciakd OTOIXEIa Mou anokToUVTdl WG
MEPOG HIAG EVOMOINONG ENIXEIPNOEWV KATaxwpouvTal EEXwPIoTa ano Tnv unepagia av n npayuaTikn Toug
afia unopei va anomiun®si afidmioTa kata TNV apyikn kartaxopnon. Aandveg avanTUEEwG, nou
npaypaTonoloUvTal JETA TN QAcn TG €pEUVAG, KaTaxwpouvTal oTa alAa Neplouaiaka aToixeia oTav, kal
MOvo 6Tav, NAnpoUVTal CWPEUTIKA OAEG ol NpolnoBEaelg nou kabopilovTal anod To AAM 38.

O1 dandaveg €peuvacg, eKKIVIOEWG MIAG eKUETAANEUOEWE, eknaideloew, dla@nuicews kal Npomenang,
d0anaveg €naveykataoTdcewg 1 avadiopydvwon MEPOUC 1 TOU GOUVOAOU Miag  emixeipnang,
KaTayxwpouvTal w¢ €E0da 6Tav npayuartonolouvTal.

MeTa TNV apxIkr kaTaxwpnaon, Ta alAa nepiouciakda aTolxeia aneikovi(ovral OTo KOOTOG KTHOEWS HEioV
TIC OWPEUMEVEG ANOOPBECEIC Kal TIC OWPEUMEVEG {nuiec anopeimoews O anooBECElG Twv AUAWY
MEPIOUCIAKWY aToIXEIWV unoloyilovral We Baon Tnv kat’ exTipnon w@éNun {wn Toug n onoia Oev
unepPaivel Ta €ikoal xpovia. Ta eowTEPIKA dnpIoUPYoUevVa alAa nepiouciakd oToixeia anooBEvovTal o

Oldpkeia 5 €Twv.

(n) Anopcinon Mayinv ZToixeiov. H avaktioiun a&ia evog nayiou 1 aAou nepiouaiakoU OTOIXEIOU
eKTIUATAl OMOTE UNApyel €vOeiEn OTI éva NEPIOUCIAKO OTOIXEID HNopel va €xel anopeiwBei kal
avayvwpiletal {nuia anopeiwong otav n AoyioTikn a&ia Tou nepiouciakoU OTOIXEiou unepPaivel To
AavakTAOIPo Nodo Tou. Q¢ avakThoido nocd avayvwpileTal To peyaAiTepo PeTAEU TG kabapng agiag
nwAnong kai Tng a&iac xpnoewe Tou neplouaiakol aToixeiou. KaBapr TIU NWARCEWS gival To Nogo nou
unopei va AneBei anod Tnv nwAnon evog nepiouciakol OTOIXEIOU OE WIa QVTIKEIMEVIKR guvaAAayn PETAEU

MEpWV Mou yvwpilouv kal €miBupolv Tr ouvaAhayr, HETA TNV a@aipeon kaBe apeonc danavng
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THZ XPHZEQZ NOY EAH=E ZTIZ 31 AEKEMBPIOY 2006
dlaBéoswc. Afia xproewc eivalr n napolod afia TwV EKTIMOHUEVWY HEMOVTIKOV TAMIAKWY POWV Mou
avapévovTal va npokUWouv anod Tn GUVEXH XPron VoG NEPIOUCIAKoU aToIxgiou kal and Tn diabeor) Tou

KATA To TEAOG TNG WPEAING (WG Tou.

(0)Tapsiaka d1a0éocipa kai 1008UvApa NPog autd: AnotehoUvral anod WeTpnTd, PBpaxunpoOBeCUEC

KaTaBEoeIc kal GAAAEG Aueonc peuaTonoinong enevdUCEIG We apXIKn ANEN evTOC TPIMV HNVMV.

(1) Aoyapiacpoi AnarTnoswv: O Aoyapiaopoi anaithoswv eugpavilovral aTnv OVOPAcTIKH TouG agia, JETa
and npoBAEYEIG yia N elonpakTéa unoAoina. O unoloyiopog yia eNIoQaleic anaitnoeig yiverar étav dev

gival nAéov niBavr) n €ionpa&n KEPOUC 1} 0AOKANPOU ToU OPEINOHEVOU Nogou.

(1a) Ano®¢para: Ta anoBéuarta anoTigouvTal aTn XaunAoTepn a&ia peTa&l kKOOTOUC KTHOEWS Kal kadaprg
peucTOnoINCIUNG a&iac. To KOOTOG KTAOEWE TWV ANOBEPATWY NPOCdIOPICETal PE TN PEBOBO “NPWTNG
gloaywyng npwTn e€aywyng” (FIFO).

To KOOTOG KTHOEWC TwV anoBePaTwV nepIAauBaver:

¢ Tig dandveg ayopdc TwV UAIKQV Kal unnpeciwv dnAadn Tnv TIKr ayopdc, Toug eioaywylikoUg daopoug Kal
AA\OUG [N €NIOTPENTEOUG POPOUC, KABWE Kal WETAPopIkA, £€60da napadoong kai alha £€oda, dueoa
EMIPPINTEQ OTNV Ayopd UNIKGV.

e To KOOTOG LETATPONNG NOU anoTeAeiTal and TiG danaveg Nou oxeTi(ovTal AUEDA MPOG TIG NAPAYOHEVEG
povadeg, dnAadr) Ta APECA €pyaATIKA, KAl WA CUCTNHATIKN KATAVOUN Twv oTaBepmv Kal PETABANT®V
YEVIKQV €E00WV Napaywyng, nou npayyaronoloUvTal KaTd Tr HETATPONN TWV UA®V O £TOIWA.

e AMec dandveg nou npayparonoinénkav yia va @Bdcouv Ta anobiuara otnv napouoa B£on kal
KaTaorTaon.

H kaBapn peucTonoinoiun a&ia givar n unohoyiZOPeVN TIPN NOANCNG KAaTa Trn GuvnOn nopeia £pyaciwv
NG enIxeipnong, MelwPEVN PE To unoAoyi{OeVO KOOTOG MOU €ival avaykaio yia va npayuaronoinbei n
nwAnan.

(B) MpoBAéweig yia Kivdivoug kai ‘EEoda, EvOeXOMEVEG YNOXPEWOEIG Kal EvIeXOHEVEG
AnaiTioeig: O1 npoPAeyel avayvwpilovral otav n ETaipeia €xel eveaT®Oa VOMIKN I TEKPAPTH
UNOXPEWON WG AMOTEAEOUA MPOYEVESTEPWV YEYOVOTWY, gival mbavi n ekkabdapior TnG HECW EKPONC
nopwv kai pia a&ionioTn eKTiUNon TNG UNOXPEwoNnG Mnopei va npayupartonoindei. O npoBAEWeIg
enavegeTalovTal O KABe nuepopnvia 1coAoyiopoU Kal npooapudlovTal £Tol WOTE va aneikovi(ouv Tn
napoloa aia Tou €E000U MOU AQVAPEVETAl VA XPEIQOTEl yia TNV TAKTOMOINGN TNG UMOXPEWONG. Av N
€nidpaocn TNG XPOVIKAG a&iag Tou XpAMaTog eivar onuavTikn, o MPOBAEWeIC  unoAoyilovTal
NPOEEOPAWVTAG TIG AVAPEVOUEVEG HEANOVTIKEG TAUEIOKEG POEG |IE VAV OUVTEAEDTN NPO POPWV O OMOIOG
avTIKaTONTPICEl TIG TPEXOUOEC EKTIMNOEIG TNG AYOPAG yid TNV XPOVIKN agia Tou XpriuaToc, kai onou
KPIVETal anapaitnTo, Toug KIvOUVOUG Nou OXETICOVTAl CUYKEKPIPEVA KE TNV UNOXPEWAT). Ol EVOEXOUEVEC
UNoXpewaoeIC Oev avayvwpilovTal OTIC OIKOVOUIKEC KATAOTAOEIC aANd yvwaoTonoloUvTal, EKTOC €Gv N

MmeavoTnNTa MIac €kPorc NOpwv Mou NePIAAPBAVOUV OIKOVOUIKG OQEAN eival eAAXIoTn. EVOeXOHEVEC
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anarmoeic dev avayvwpilovTal OTIG OIKOVOUIKEC KATAoTAoeEIC aAd yvwaTonoliolvTal OTav [id €10pon

OIKOVOMIKOV WQEAEI®V gival mbavr).

(y) NpoBAéweig yia Anolnpioon Mpoownikou AOyw Zuvta&iodoTrnong: Oi UNOXPEWOEIC Yia

anodnpiwon ouvTagiodoTnong unohoyidovral otn Npoco@Anuévn afia Twv PEANOVTIK@V NApoXwv rou
£XOUV OUOOWPEUBEl kaTd Tn AN Tou £Touc, PE BAcn TNV avayvmpion dIKAIWUATOS NApoXWwV TV
epyalopévawv Kata Tnv OIdpKEId TNG avapevouevnG e€pyaociakng Zwnc. Ol avwTEéPw UMNOXPEWOEIG
unoAoyifovTal he BAoN TIG OIKOVOMIKEC Kal avahoyIOTIKEC NapadoxEC nou avaAuovTal oTn Znueiwon 19
Kal kaBopidovTal XpnoILONOIOVTAG TNV avaAoyioTikr WEBOSO anoTipnonG TWV EKTIHWMEVOV HOVAdWY
unoxpéwong (Projected Unit Method). Ta kaBapd KOOTn OUVTAEIODOTNONG TNG  XPNOEWG
oupnepIAapBavovTal aTo KOOTOG MIoBodoaiag oTnv €MICUVANTOUEVN KATACTAGN AMOTEAEOUATWV Kal
anoTeAoUvTal and Tn napoloa aia Twv Napoxwv mnou €yivav OedOUAEUPEVEC kaTa Tn OIPKEId TOU
£€TOUC, TOUC TOKOUG €Mi TNG UMOXPEWONG NAPOXWV, TUXOV KOOTOC MPOYEVECTEPNG UMNPECIAC, Ta
avaloyioTIka képdn i {nMieg kal 6roia AAa NpocBeTa ouvTa&lodoTIKd KOaTn. To KOOTOG NPOYEVESTEPNC
unnpeciac avayvwpilovral oe oTabepr] Bacn navw oTn PEOn nepiodo €wC OTOU Ta OPEAN ToU
npoypapuaTog karoxupwBoUv. Ta pn avayvwpiopéva avaloyioTika kEpdn kai {nuiec, avayvwpilovTal
Katd Tn péon unoAendpevn nepiodo NAPOXNG UMNPECIDV TWV EVEPYWV  UMNAMNAWV  Kal
oupnepIAapBavovTal we MEPOG Tou kaBapou KOOTOUG OUVTAgIodOTNONG KABE £TOUG €av, KaTd Tnv &vapen
™G XPNoew¢ unepPaivouv To 10% TnNG MWENOVTIKNG EKTIMWMEVNG UMOXPEWONG Yid napoxes. Ol

UMNOXPEWOEIG YIa NApOXEC oUVTAgoddTNoNG dev xpnuaTodoTouvTal.

(13) KpaTika Ac@alioTika MNMpoypappara: To npoownikd TnG ETaipeiag kaAunTeTal ouvTaglodoTika Kai

IATPOQAPHAKEUTIKA anod Tov KUPIO KPaATIKO ac@alioTIkO gopea To IKA. IMNa Toug aopalioHEVOUG OTO
IKA Tunua TnNG OUVOMKNG €1I0popdc KaAUNTETal and Toug pyodoTeG. KaTtda Tnv ouvTagiodotnon To
ouvTa&lodoTikd Tapeio eivar unelBuvo yia TNV KATaBoArn Twv OUVTAEIO00TIKWY MNAPOXWV OTOUG
epyalopévoug kal KaTa ouvénela n Etaipeia dev Exel kaupia VOUIUN i TEKHAIPOKEVN UMOXPEWON YIa

KaTaBoAr napoxwv GUVTAEEWC Kal IaTPOPAPHAKEUTIKNG NEPIBAAYNG GTO NPOCWIKO TOU.

(1€) Avayvmpion Ecodwv: Ta £00da anod napoxr unnpeciwv Aoyidovral aTnv xpron nou agopouv Hovov

(io7)

oTav niBavoAoyeiTal 0TI Ta OIKOVOUIKA opENN Mou GuvdEovTal e Tn ouvaliayr Ba siopelicouv aTnV
enixeipnon. H guon Twv ayabwv Tng ETaipeiag sivar TéEToia 6nou n peTaifacn Twv KIvOUVWY Kal Twv
WQENEIWV TNG KUPIOTNTAG, CUMMINTEI PE TNV €kdOON TWV NApAcTaTIKWV nwAnong. Ta €goda anod
evoikia og akivnta Aoyilovtal o€ ouoTnuaTiky Baon karta Tn didpkela TnG MioBwong, Bacn Tou
MIoBwTnpiou gupBoAaiou. O1 Tokol AoyifovTal e Tn Baon Twv dedoUAEUPEVWV £000wv (AapBavovTag
undwn Tn npaydaTiki anodoon  Tou NepIoUciakolu aToixeiou). Ta pepiopara Aoyilovral otav

OpICTIKOMOIEITAl TO SIKaiwpa €ionpa&ng and Toug PHETOXOUG.

®opog Eicodnparog (Tpéxmv kai AvaBaAAopevog): O Tpéxwv kal avaBalOPevog (popog
€100druaTog, unoAoyidovral BACEl TwV OXETIKWV KOVOUAIWV TWV OIKOVOUIKWV KATACTACEWY, OUL(®VA
HE TOUCG POPOAOYIKOUC VOHOUG Nou IoxUouv aTnv EANada. O TpExwv pOpog EI008NKATOC apopd, popo

eni Twv popoloynTéwv KePdWV TNG ETaipeiag onwe avapop@wenkav cUUpWva PE TIC anaiThoEIG Tou
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ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YINMHPEZIQN DIRECT MARKETING

ZHMEIQZEIZ ENI TQN OIKONOMIKQN KATAZTAZEQN

THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2006
@opoloyikoU vouou, kai unohoyiletar pe Bdaon Tov 1oxUovTa (POPOAOYIKO GOUVTEAEOTH. H
avaBalhopevn popoAoyia unoAoyileTal xpnoidonolnvTag Tn HéBodo unoxpewoews (liability method)
0E OAEC TIC NPOOWPIVEG (POPOAOYIKEC DIAPOPEC KATA TNV NUEPOUNVIA TOU ICOAOYIOHOU WETAEU TNg
@OPONOYIKNG BACNG Kal TNG AOYIOTIKAG a&iag Twv NEPIOUCIAKWY OTOIXEIWV Kdl UNOXPEWCEWV. Ol
QVAPEVOUEVEC POPONOYIKEC EMINTWOEIG anod TIC NPOCWPIVEG POPOAOYIKEC SIaPOpPES NpoadiopilovTal Kal
epeavidovral ite w¢ HEANOVTIKEG (avaBaANOUEVEC) POPOAOYIKEC UNOXPEWTEIG, EITE wC avaBANOPEVEG
(POPOMNOYIKEC analtTnoei. KataxwpoUvTal eniong avaBal\OPEVEG (QOPOAOYIKEC aNaITAOEIC yia TIG
METAPEPOHEVEG POPOAOYIKEG {NUIEG KATA TV €kTaon nou niBavoloyeital OTI Ba undpyel dlaBEaio
opohoynTéo kEPDSOG EvavTl TOU OMOIOU N €KMECTEA NPoowpIvr dlagopd unopei va a&lonoindei. H
MoyioTikr] afia Twv avaBaAOPevwV (POPONOYIKWV andIThOSWY avabewpeital o KABe nuepopnvia
I0oAoyiopoU. O1 avaBalAOLEVES (POPONOYIKEG AMNAITAOEIG KAl UMNOXPEWOEIG YIA TNV TPEXOUOA KAl TIG
NPonNyoUKEVEG XPNOEIG AnoTIM®VTAl OTO NOCO MOU AVAWPEVETAl va NANPWOEl OTIC POPOAOYIKEG ApXEG ()
va avaktnBei and auTéc), pE TN XPRON (POPOAOYIKWV CUVTEAEOTWV (Kal (POPOAOYIKGOV VOUWV) Mou

&xouv BeonioTel, N ouoIaoTIKA BeonIoTel, WEXPI TNV NUEPOMNVia Tou IooAoyiopoU.

(1) XpnuatodoTikéG kal AsiToupyikéG MioOwoeig: H Etaipeia dev €xel ouvawel XpnuUaTodOTIKEG
HI00WOoEIG. MIGBROEIG 6rou 0 ekPITBNTAG dlIaTnpei OAOUG Toug KIVOUVOUG Kal Ta 0QEAN TNG ISIOKTNGIAG
TOU nayiou kataxwpoUvTdl w¢ AEITOUpYIKa pIoBapatd. O NANPWHEG TwV AEITOUPYIKOV HICBWPATOV
avayvopilovTal G €va €000 OTNV KATAOTACN ANOTEAEOUATWY O oTadepr BAcn kata Tnv dIApKela

NG pioBwong.

(1n) Xpnpartooikovopika Mpoiovra: O XpnpaToOIKOVOUIKEG anaiTHOEIG KAl UNOXPEWOEIG OTOV IGOAOYICHO
nepiAapPBavouv Ta SlaBeoipa, TIG ANAITACEIG, TIG CUUHETOXES, TIG BpaxunpOBeoHEG Kal HaKpOnpOBETHES
unoxpewaelg. OI AOYIOTIKEG apyeC avayvwpiong Kadl anoTiynong Twv OTOIXEIWV avapépovtal OTIG
avTioToIxeG AOYIOTIKEG apXEG ol ornoie¢ napoucialovtal o€ auTth Tn onueinon. H ETaipeia dev kavel
XPAoN Napaywywv XPNHATOOIKOVOUIKWV MPoioVTWV OUTE yia avTioTaduion kivouvou, ouTe yid
KePOOOKOMIKOUG okonoUG. Ta XpnHAaToOoIKOVOUIKA NpoidvTa napouaialovral wg anaiThoeiG, UNoXpEMOEIG
| oToIxeia Tng kabapng B€ong BAcel TNG oUCIAG KAl TOU MEPIEXOUEVOU TWV OXETIKWV OUMPBACEWY ano TIG
onoie¢ anoppeouv. Tokol, Hepiouata, képdn kal {nuiec mou npokUNTouv and Ta XPnHATOOIKOVOMIKA
npoiovra nou xapaktnpifovral w¢ andithoeliG N UNOXPEWOEIS, avayvwpidovTal wg £€oda n £coda
avTioToixa. H diavopr HEPIOPATWY OTOUG HETOXOUG AoyiaTiKomnolgiTal angubeiag otnv kabapry B<on. Ta
XPNHATOOIKOVOUIKA MpoiovTa oupwneifovrar 6tav n Etaipeia, oUP@wva Pe T vopoBecia €xel To
Olkaiwpa auTo kal npoTiBeTal va Ta cupywngiosl oe kabapr Baon (META&U Toug) r va AvakTnoel To
NEPIOUCIAKO OTOIXEIO KAl va GUPWN@IoE! TNV unoXpéwan TauTtoxpova.

H Jlaxeipion Tou XpnUATOOIKOVOMIKOU KIVOUVOU €XEl WG OTOXO VA EAAXIOTOMOINCEl TIG EVOEXOMEVEG
apvnTIKEG EMNINTWOEIC Kal EI0IKOTEPQ:

e EUAoyn ASia: Ta nood nou gugavifovral 0Toug GUVNHPEVOUC ETROIOUG IG0AOYIOHOUC yia Ta dlabEaiya,
TIC BpaxunpOBeoUeC anaiTAOEIG Kal TIC BpaxunpOBECUEC UNOXPEWOEIG, MPOCEYYI(OUV TIC AVTIOTOIXEG

€UNOYEG TOUG a&iec AOyw TNG BpaxunpoBeoung ANENG TwV XPNHATOOIKOVOHMIKWV AUT®WV MpoidovTwy. H
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ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YINMHPEZIQN DIRECT MARKETING
ZHMEIQZEIZ ENI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2006
€UAoyn a&ia Twv Tpaneikwv PakponpoBeopwv daveiwv dev diagoponolgital anod Tn AoyioTIKn Toug agia
AOYW TNG XPONG KUKAIVOUEV®V EMITOKIWV.
¢ MoTwTIKOG Kivduvog: H ETaipeia dev €xel ONUAVTIKS OUYKEVTPWON MICTWTIKOU KIVOUVOU EvavTl TWV
oupBalopévwy pepwv. H péyioTn €kBeon o MIOTWTIKO Kivduvo avtavakAatal and To UWog Tou KAaBe
OTOIXEIOU KUKAOPOPOUVTOG EVEPYNTIKOU.
¢ Kivduvog EmiTokiou ka1 ZuvaAlaypaTikog Kivduvog: : Ta davela Tng ETaipeiag eival og supw Kal
£XOUV KUMAIVOUEVO emiTOKio. H ETaipeia péxpl Tnv nuepounvia ouvtaéng Tou Ioohoyiopol Oev
Xpnoldonoinos napdywya o€ XprnUaToolKoVouIKa MPoioVTa NPOKEIUEVOU vVa PEIMOEl TNV £KBEON TNG OToV
Kivduvo peTaBoAng Twv emimokiwv. H Aloiknon Tng ETaipeiag nioTelel OT1 Sev ugioTavTal onpavTikoi
Kivduvoi ano TI¢ dIaKUKAVOEIC TwV ENITOKIWV Kal TOU EEVOU CUVAAAAYHATOG
¢ Kivduvog Ayopag: H ETaipeia dev éxel cuvayel cupBolaia yia Tnv avTioTadpion kivdlvou ayopdc, nou
npokUNTEl anod Tnv €kBeor TnG o€ SIAKUKAVOEIC TwV TIHWV TWV NPMTWY UAWV NMOU Xpnaolhonolei aTtn

napaywyikn diadikacia.

(10) Képdn/(Znpieg) ava Meroxn: Ta Baocika kEpdn/(nuiec) ava petoxry unoAoyidovTal diaipwvTag To
KEPOOC 1 Tn {nuia Mou avaloyei OTOUC KATOXOUG Kolvwv MeToxwv Tng ETaipeiac pe 10 péoco
OTABUIOKEVO apIBPO KOIVWV PETOXWV O KUKAogopia katd Tn didpkeia TnG xpnong. H Etaipeia dev
unoloyilel anopeiwpéva kEPdN/(InUieg) ava petoxn dedopévou OTI dev €XEl eKOWOEI MPOVOUIOUXES
METOXEC 11 dUVNTIKOUC TITAOUG N dikAI®PATa Npoaipeons 1 ayopdc WEToxwv nou 6a pnopoloav va
Ouvdpel va JETaTpanolV O€ KOIVEG JETOXEC (Znueiwon 10).

4, KOZTOZz MIZOOAOZIAZ
To kdoTog HIoBodoaiag nou NepIANAUPBAVETAl OTIC CUVNUMEVEG OIKOVOMIKEG KATAOTACEIC AVAAUETAI WG
€8nG :

OE EUP® 2006 2005

MigBoi kal nuepopiodbia 5.095.507,20 4.288.973,78
EpyoDOTIKEG EI0POPEG 1.386.853,46 1.159.357,81
MpdBAewn anolnuiwong NpoownikoU AOYw

ouvTagliodoTnong (Enueiwaon 18) 97.987,00 83.972,00
Noina €€0da npocwnikou 11.918,74 25.817,69
Z0voAo MiocBodooiag 6.592.266,40 5.558.121,28
'E€0da nou evowpatwbnkav oTo KOGTOC Napaywyns 6.274.755,57 5.320.442,74

O WETOC OpOG Tou MpoownikoU Tng ETaipeiac kata Tnv olkovopikn Xprion 2006 diapoppwbnke o 426
anacyoAoUpEeVoUG (oIKovopIKr Xpron 2005 : 362)
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ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YNMHPEZIQN DIRECT MARKETING

ZHMEIQZEIZ EMNI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2006

5. ANOZBEZEIZ

O1 anooBéaeig Nou AoyioBnkav aTIC CUVNHMEVEG OIKOVOUIKEG KATAOTACEIG avaAUovTal WG ENG:

OE EUPRD 2006 2005
AnooBECEIC EVOWUATWV akivnTonoIinoewy (Znueiwon 11) 32.603,66 27.231,59
AnooBECEIC ACWUATWV akivnTonoinoewv (Enueiwon 12) 998,90 2.992,10
Z0volo 33.602,56 30.223,69
AnooBECEIC NOU XPewBNKaV 0TO KOGTOC NAPAywync 26.882,05 28.712,50

6. EEOAA AIOIKHTIKHZ AEITOYPIIAZ

Ta €50da JIOIKNTIKNAG AEITOUPYIAg Nou eU@avifovTal OTIC CUVNHMEVEG OIKOVOUIKEG KATAOTACEIC avaAUovTal WG

€gnG:

O%E EUPM 2006 2005
MioBodoaia 212.767,92 118.839,27
ApoiBég Tpitwv 218.137,10 176.304,28
Evoikia 11.121,67 11.654,22
Mapoxeg TpiTwv 12.976,80 13.560,18
®opol 5.234,13 4.390,08
Aanavec Ta&idiwv 0,00 1.373,78
AwpeEg Enixopnynoeig 2.044,34 1.495,41
AnooBéaelg 3.360,26 906,71
Aoind 29.746,39 33.028,95
Z0volo 495.388,61 361.552,89
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ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YNMHPEZIQN DIRECT MARKETING

ZHMEIQZEIZ EMNI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2006

7. EEOAA AEITOYPI'IAZ AIAGEZHZ

Ta €€oda AsiToupyiac d1GBeong nou eu@avilovTal OTIG CUVNUMEVEG OIKOVOUIKEG KATAoTACEIG avallovTal we
€&ne:

OE EUPR 2006 2005
MigBodoaia 104.742,91 118.839,27
ApoiBéc TpiTwv 217.964,30 176.823,08
Evoikia 11.121,67 11.654,22
Mapoxeg TpiTwv 12.976,80 13.455,18
dopol 5.234,13 4.390,08
Aanaveg Ta&idimv 0,00 1.373,78
Awpeeg Enixopnynoeig 2.044,35 1.495,41
AnooBeoeig 3.360,25 604,48
Aoind 29.746,39 38.962,99
ZUvolo 387.190,80 367.598,49

8. KAOAPA XPHMATOOIKONOMIKA ANMOTEAEZMATA

Ta kaBapd xpnHaToolkovopika £€00da/(€60da) nou eugpavilovTal OTIC CUVNUMEVEG OIKOVOUIKEG KATAOTATEIG

avaAUovTtal wg €&ngc:

OF £Up® 2006 2005
Tokol BpaxunpoBeopwv daveiwv (onueinan 20) 21.663,42 39.245,11
AoInda XpnUATooIKOVOUIKa £€0da 1.908,20 1.028,44
ZUVOAO XPNHATOOIKOVOHIK®V EE0dwV 23.571,62 40.273,55
‘Ec0d3a XpnHATOIKOVOHIKA 11.023,03 2.930,58
-12.548,59 -37.342,97

KaBapa Xpnuarooikovopika AnoteAéopara
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ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YNMHPEZIQN DIRECT MARKETING

ZHMEIQZEIZ EMNI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2006

9. ®OPOZz EIZOAHMATOZz

H dandavn yia To @Opo €100dNPATOC TwV XPNoswv avalleTal wg €ENG:

O EUPR 2006 2005
AvaBaM\OpEVOC POPOC €I000MKATOC -6.393,00 10.433,00
Aoinoi popol 12.927,00 0,00
ZUvoAo pOpOU EICOBAHATOG 6.534,00 10.433,00

>tnv ETaipeia kata Tn xpron 2006 Oev kataloyiobnke @Opoc AOyw Twv {NUIOYOVWV anOTEAEOHATWV

napeABoucwv XProswv.

2Tov nivaka nou akoAouBei napatiberal n ouppwvia PETaEl Tou ovopacTikoU kal Tou Mpayuartikou

(POPONOYIKOU OUVTEAEDTN:

OE EUPRD
2006 2005

AnoTeAéopaTa npo Qopwv 241.942,66 469.160,58
DOPOC £100dMPATOC UMOAOYIOUEVOG WE TOV 10XUOVTA (POPOAOYIKO

ouvTeheaTn oTig 31.12.2006 (29%) 70.163,37 0,00
®OpoC £100dNATOG UMOAOYIOHEVOG E TOV 10XUOVTA (POPOAOYIKO

ouvTeNeoTr oTic 31.12.2005 (32%) 0,00 150.131,39
AlaPOPES (POPONOYIKAV  ENEYXWV 12.927,00 0,00
dopohoyikn enidpacn ULV -76.556,37 0,00
Mn eknINTOWEVEG BanAveg / -un popohoyoUpeva £00da 0,00 -139.698,39
MpOBAEYN TPEXOVTOG POPOU E100BNHATOG XPHOEWG 6.534,00 10.433,00
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ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YNMHPEZIQN DIRECT MARKETING

ZHMEIQZEIZ EMNI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2006

AvaBaAAOpEeVOG POPOG EI00BNHATOG

O avaBardpevocg pdpog onwe napouacialetal oTouc Ioohoyiopolc Tng 31 AckeppBpiou 2006 kar 2005 kabwg

Kal 0Ta anoTeAéopaTa Twv XpRoswv nou £Angav aTic 31 AekepBpiou 2006 kal 2005 avaAUeTal we €EnG:

OE EUP®

AvaBaAAOPEVEG POPOAOYIKEG ANAITHOEIG
Alaypagn 60wV £yKATAOTAGEWY Mou Oev
nAnpouv Ta KpITRPIa avayvmpiong wg duia
Mpooappoyr NpORAewnG yia anolnpiwon
NpPoCWMIKOU

Mpooappoyr NPORAEWNG ENICPAA®V ANAITHOEWY
DopOoAOYIKA EKNECTEEC {NMIEG

MikTEG avaBaAAOHEVEG (POPOAOYIKEG
anaiTnoeig

KaBapég avaBaAAOHEVEG POPOAOYIKEG
anaiTnoeig

AvaBaAAOHEVOG POPOG OTA ANOTEAETHATA
XPNOEWG

KATAZTAzZH
IZOAOrIzMOz ANOTEAEZMATQN
2006 2005 2006 2005
479,00 2.394,00 -1.915,00 -1.915,00
49.887,00 39.395,00 10.492,00 10.535,00
34.111,00 36.295,00 -2.184,00 -19.053,00
167.857,00 167.857,00 0,00 0,00
252.334,00 245.941,00
252.334,00 245.941,00
-6.393,00 -10.433,00
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ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YNMHPEZIQN DIRECT MARKETING

ZHMEIQZEIZ EMNI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2006

10. KEPAH / (ZHMIEZ) ANA METOXH

Ta Baoika kEpdn/(Cnuiec) ava petoxn unoloyilovTal diaipwvTac To kEPSOC 1 TN {nuia nou avaloyei aToug
KATOXOUC KOIVWV HETOXWV TNG ETaipeiac pe To PECO OTABUIOUEVO aAPIBUO KOIVWV PETOXWV OE KUKAOQOpIa
KaTda Tn diapkela TN Xpnong.

lMa Tov okono Tou unoAoylodoU Twv Badikwv kepdwv / (ZnHImV) Aneenkav unown:

i) Ta képdn n {nuiec nou avaloyolUv OTOUG WETOXOUG TnG ETaipeiac. Snueiwveral 6T n ETaipeia dev éxel
€KDWOEI NPOVOUIOUXEG HETOXEG, SUVNTIKOUG TITAOUG 1 SIKAIWKATA HETATPEWIUA OE JETOXEG.

Ta anoTteAéopata Tng ETaipeiag dev £xouv unoaoTeil kapyia NepaITéEpw avanpooapoyn.

i) O pEooC OTABUIOPEVOG apIBUOC KOIVWV HETOXWV O KUKAOQOpIa KaTa Tn didpkeia Tng Xpnosws dnAadr o
apIBUOC TWV KOIVOV HETOXWV Mou BpiokovTal o€ KUKAoQopia KaTa Tnv £vapén Twv Xpnoswv (1 Iavouapiou
2005 kai 2006 avTioToixa) NPOCAPUOCHEVOG HE TOV apIBUO TWV KOIVWV WETOXMV Mou ekdOBnKav Kata Tn
dldpkela Toug, NOANAnNAacialOEVOC HE OUVTEAEOTH OTABUIOHEVOU XPOVOU KukAopopia. O GUVTEAEOTHG
auTog €ival 0 apiIBOG TWV NUEPMY MOU Ol CUYKEKPIKEVEG LETOXEG BPIOKOVTAl € KUKAOQOPIA, O OXEDN HE TO
OUVOAIKO apIBUO TWV NUEPWV TNG XPNOEWG.

KaTa Tn xprion 2006 dev unnp&e ueTaBoAr Tou PeToxikoU kepalaiou Tne ETaipeiac (Enueiwon 17)

Ta akdlouBa aneikovifouv TIG MANpPogopieG yia €003a Kal HETOXEG MOU XPNnoipornoinénkav yia Tov

UNOAOYIOMO TWV BACIK®V KEPSWV ava PETOXN:

nood o€ eUp® 2006 2005

Kae'apo anoTEAEcHa nou ava)goysl oToug ] 235.408,66 458.727,58
HETOXOUG YIa TO BaCIKO anoTEAECHA ava HETOXN

Baoika képdn / ({nuiec) ava pertoxn 1,4574 2,8400

Aplonq KOIV@V OVOLAOTIKGV HETOXWV OF KUKAo@opia 161.522 161.522
kaTa Tn Angn TnG XpNoewg
M£00G OTABUICHEVOC apIBHOG KOIVWV OVOLACTIKWOV

. i . \ 161.522 161.522
METOXWV yIa Ta Bacika kepdn ava HEToxN

Aev OUVTPEXEI AOYOC Napabeang anopeiwpevwy Kepdwv / {NUIMV avd petoxn (Znueinon 3 - 18)
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ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YNMHPEZIQN DIRECT MARKETING

ZHMEIQZEIZ EMNI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2006

11.ENZQMATEZ AKINHTOMNOIHZEIZ

METABOAEZ ENZQMATQN MNEPIOYZIAKQN ZTOIXEIQN
A TH XPHZH NOY EAH=E 2TIZ 31.12.2006

‘EminAa kai
Kripia kai Aoinog
OE EUPM EYKATAOTACEIG EEonAIop0G ZYNOAO
YnoAoino evap&emg 95.592,50 938.701,13 1.034.293,63
Mpoobrkeg 9.800,00 14.747,34 24.547,34
MeIwoelg 0,00 -20.630,97 -20.630,97
ASia KTnoewg 31.12.2006 105.392,50 932.817,50 1.038.210,00
Swpeupivec anooBioeic 31.12.2005 5.389,43 918.390,86 923.780,29
AnooBETEIC XPNOEWG 18.187,11 14.416,55 32.603,66
AnooBECEI HEIWOEWY 0,00 -20.630,97 -20.630,97
ZWPEUPEVEG ANOOPBECEIG
31.12.2006 23.576,54 912.176,44 935.752,98
KaBapn avanooBeoTtn agia
31.12.2006 81.815,96 20.641,06 102.457,02
Ka@apn avandopeotn adia
31.12.2005 90.203,07 20.310,27 110.513,34
12. AYAA NEPIOYZIAKA ZTOIXEIA
METABOAEZ AYAQN MEPIOYZIAKQN ZTOIXEIQN
A TH XPHZH NOY EAH=E ZTIZ 31.12.2006
AOYIOHIKO Kal
Aoina
OE EUPW Sikaiwpara ZUvolo

YnoAoino evap&eng 1.031.688,43 1.031.688,43
Mpoo6rikeg 0,00 0,00

MeIwoEIg 0,00 0,00

A&ia KTnoswg

SWPEUNEVEG anooBeoelg 31.12.2005
AnooBETEIC XPOEWG

Zwpeupéveg AnooPBéoeig 31.12.2006
Ka@apr avanooBeoTtn adia 31.12.2006

Ka@apr avanooBeoTtn aia 31.12.2005
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1.031.688,43
1.030.352,34

998,90
1.031.351,24

337,19

337,19

1.336,09

1.336,09
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13. 2YMMETOXEZ ZE OYITATPIKEZ ETAIPEIEZ

2Toug AoyapiaopoUs Tou IooAoyiopoU «SUMMETOXEG O BuyaTpIkEG €Talpeiec» NepIAaPBAvVOVTaAl O NAPAKAT®

OUMMETOXEC (ZnKeiwon 3B)

OE EUP® 2006 2005
ZUMHETOXEG OE BUYATPIKEG
ETAIPEIEG
Action Plan HR AE 232.431,00 232.431,00
ZUuvolo 232.431,00 232.431,00

H napanavw ouvdedepévn eTaipeia Oev ival elonypévn o€ XpnuaTioTnpio ASImV Kal KaTa ouvenela Oev Undapyel
xpnuariotTnpiakn aia woTe va unohoyioTei n elAoyn a&ia Tng enevOUCEWS AUTHG.
H Teheutdia anotiynon &yive Tnv 31.12.2004. H Etaipeia ekTiyd om v 31.12.2006 dev npokUMNTOUV

ONMAVTIKEG DIAPOPEC GTNV EVOMOINGN TWV CUYYEVQV ETAIPEIDV OE OXEDN e auThyv Tng 31.12.2004.

14. ATIOGEMATA

Ta anoBéuata TG Etaipeiag omig 31.12.2006 avaAUovTtal wg €ENG:

O EUPW 2006 2005
Epnopeupara 12.941,95 32.941,95
MpoBA&yelg yia ana&iwon
anoBepdTwv 0,00 -20.000,00
Zuvolo 12.941,95 12.941,95

H kivnon Twv npoBAéwewv yia anafimpéva anoBéuara (nou agopd oTnv Kartnyopia eunopelpaTa) yia Tn

Xpron nou €Ange oTig 31 AskepBpiou 2006 £xel wC EENG -

OE EUPM

YnoAoino Tnv 1 Iavouapiou 2006 20.000,00
Xpnoidonoinon npopAewng 0,00
MpdoBeTn NPORAEWN XPHOEWS 0,00
YnoAoino Tnv 31 AskepBpiou 2006 ~20.000,00
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15. EMIMOPIKEZ KAI AOINEZ BPAXYNPOOE=ZMEZ ANAITHZEIZ KAI AMAITHZEIZ AMNO
ZYNAEAEMENEZ ENIXEIPHZEIZ

O1 EUNOPIKES ANAITNOEIG, CUUNEPIAAKBAVOREVWY TWV ANAITHOEWY and OUVOEDEPEVEC ENIXEIPATEIC, avaAUovTal

G EENG:

H kivnon Twv npoBAEWewV yia eMICPAAEIC anaimioeic yia Tn Xprion nou é\nge oTic 31 AekepBpiou 2006 Exel WG

€gne -

OE EUPQ

MeAATEC E0WTEPIKOU

ENITay£G €I0NPAKTEEC JETAXPOVOAOYNHEVEG Kal

YPAUUATIO €I0MPAKTE

AnaIToeIG anod GUVOEDEPEVEC ENIXEIPTTEIC
MpaypdTia €l0NpakTéa
ZUVOAO EUNOPIKMOV ANAITCEWV

MpoBAEWEIC yia eMopalei anartroeig

MpokaTaBAnTéol kal napakpaToUevol popol
Aedouleupeva €0o0da

MponAnpwpéva £€0da

MpokaTaBoA£g eni anodwael Aoyapiacpol
Adveia kal NpokaTaBoAég NpoownikoU
MpokaTaBoAEC NpopnBeuTOV

Aoina

20voAo Aoinav BpaxunpoOsoHmV

anaiTnNoEwv

FevikO 0UVOAO EUNOPIKAOV ANAITACEWV Kal

Aoin®v BpaxunpOBecH®V anaiTOEWV

OE EUP®

YnoAoino Tnv 1 Iavouapiou 2006
Xpnoidonoinan npopAewng
MpdoBeTn NPOBAEWN XPHOEWS

YnoAoino Tnv 31 AskepBpiou 2006
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2006 2005
2.025.507,10 1.113.073,12
125.799,94 34.266,06
89.382,02 298.268,12
0,00 551,78
2.240.689,06 1.446.159,08
-208.574,13 -228.096,26
2.032.114,93 1.218.062,82
13.348,32 19.239,37
0,00 16.532,00
420,00 386,00
1.908,34 172.992,44
2.350,00 3.425,27
38.306,79 0,00
11.689,09 420,95
68.022,54 212.996,03

2.100.137,47

1.431.058,85

228.096,26
-21.864,64
2.342,51

208.574,13
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16. XPHMATIKA AIAGEZIMA

Ta xpnuatika diabgoipa avaluovtal we KaTwoI:

OE EUP® 2006 2005
Tapeio 1.166,70 4.174,92

Katabéoeig o Tpaneleg :

-Oyewg 102.419,16 530.859,33
- NpoBeopiag 0,00 0,00
Z0volo 103.585,86 535.034,25

O1 kaTaBoeIg Tpanel®v gival EKPPACHEVEG Ot eup®w. OI NPOBECUIAKEG KATABETEIG APOPOUV KUPIWE OE repos.
O1 kataBéoeic os Tpdnelec TokilovTal We KupaivOueva emitokia nou PBacifovral oTa pnviaia €nimokia

KaTaBéoswv Tpanelov.

17. METOXIKO KE®AAAIO, AOOEMATIKO YNEP TO APTIO

27¢ 31.12.2005 TO PeTOXIKO KepaAalo TnG ETaipeiag avepxodTav oe 4.740.670,70 eupw diaipoupevo og 161.552
METOXEG OvopaaTIKNG afiag 29,35 supw n Mia. Kata tn xprion 2006 To WeToxikd kepahaio Tng Etaipeiag dev
METABANBNKE.

To €10IkO anoBepaTikO «dIaPopd anod £kdoon KETOXWV UMEP TO APTIO» Uyoug 282.318,42 gupw OXNUATIOTNKE
KaTta Tnv av&non Tou WeToxikoU ke@ahaiou TnG ETaipeiag pe peTpnTa Kal TIPR d1ABeonG TNG METOXNAG UNEP TO
apTio nou ano@doios n Meviki Zuvéleuon Twv MeTdxwv Tng 4.10.1999

18. NPOBAEWH I'IA ANNOZHMIQZH NPOZQMNIKOY AOIrQ EZOAOY AMO THN YNHPEZIA

O A\oyapiaopdg OTIG CUVNUMKEVEG OIKOVOUIKEG KATAOTACEIG avaAUETal wG EENG:

OE EUP® 2006 2005
MpoRAewn anolnpiwong Npoownikou
AOyw €€600u and Tnv unnpeaia 199.549,00 157.579,00

SUPQWVa Ke To ENNVIKO gpyaTikd dikalo kabe gpyalopevog dikaioUTal anolnpiwong oe nepinTwon andAuong

f ouvTagodoTnong. To nood TnG anolnpinong e€apTaTal and To Xpovo npolnnpeaiag kal TiG anodoxEG Tou

€pyalOPEVOU KaTa TO XPOVO TNG anoAuong f ouvta&lodotnong Tou. Av o epyalOuEvOG napapeivel atnv

€Taipeia PEXPI va ouvta&giodoTnBei AOyw OUMPNANPWOEWE TOU €KACGTOTE opiou nAikiag, dikaioUTal nogou
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£pana€ TouhayioTov ioou We To 40% TNnG anolnuiwong nou Ba énaipve av anoAudTav Tnyv idia pépa ekTog av
npoBAENETAI DIAPOPETIKA OTIC OIKEIEG CUAOYIKEG GUHBACEIC. O EAANVIKOC ePnopikdC VOUOC, NPoBAENE OTI oI
eTaipeiec Ba npénel va axnuatifouv npOBAswn nou apopda To GUVOAO TOU NpodwnikoU Kal TOUAAXIoToV yia
TNV UNOXPEWGN NMou SNUIOUPYEITal €ni anoXwpnong Adyw ouvTa&liodoTnong (40% TOUAAGXIOTOV TNG GUVOAIKAG
UNoXPEWONG KTOG av NPoPAENETAl IAPOPETIKA OTIC OIKEIEC CUAOYIKEG OUMBACEIC). To Npdypappa auTd dev
gival xpnuaTtodoToUpevo.
O1 UNoXPeWOEIG yia anolnuiwan npoownikol Npoadiopiobnkav PHECw avaloyIioTIKNG HEAETNC.
H npoBAeyn yia anolnuiwon NpoownikoU Nou avayvwpioTnKeE OTA ANOTEAEOUATA TV NEPIOdWV Mou EAn&av
Tnv 31 AekepBpiou 2006 kai 2005 €xel wG €ENG (O€ eUpW) :

AOYIOTIKEG ANEIKOVIOEIG CUHPWVa HE To AAM19 2006 2005

Mapoloa a&ia pn XpNHAToSOTOUHEVWY UNOXPEWTEWY 214.659,00 198.077,00
Mn avayvwpiopeva avahoyioTika kEpdn / (INHIEG) -15.110,00 -40.498,00
KaB®apr) unoxpeéwon avayvwpioHEVH OTOV IGOAOYIOHO 199.549,00 157.579,00

Mood avayvmpioHéva 0To AoyapiacHO anoTEAECHATOV

KooTog Tpéxouoag anacxoAnong 47.817,00 42.155,00
TOKOG OTNV UNOXPEWCN 7.923,00 6.310,00
MepIKONEG AOYw HETAPOPAG unarAniwv 0,00 0,00
KooTog AOyw HETAPOPAg unaAAnAwv 1.645,00 3.514,00
Avayvopion avaloyioTikng nuiag / (képdoug) 1.085,00 598,00
Kavoviko £€5080 0TO AoyapiacHO anoTEAECUATWV 58.470,00 52.577,00
KooTog emnAéov napoxwv 39.517,00 31.395,00
ZuvoAiko £€5080 0TOV AOyapiacHO anoTEAECUATOV 97.987,00 83.972,00

MeTaBoA£G oTnV KaBapr) UNOXPEMON AVAYVWPICHEVH OTOV

1ICOAOYIOHO

KaBapr) unoxp£wan kata Tnv €vapen Tou £Toug 157.579,00 115.438,00
Mapoxég nou nAnpwBnkav and Tov epyodoTn -56.017,00 -41.831,00
ZUvoAo dandavng Nou avayvwpioTnKe aTo Aoyapiacuo

anoTeAeoUATWV 97.987,00 83.972,00
KaBapn unoxpéwon oTo TEAOG TOU £TOUG 199.549,00 157.579,00

O1 KUpIEG avaloyIOTIKEG NapadoxEG Nou XpnolJonoIdnkav yid Tov UNoAOYIOHO TwV OXETIKWV MPOBAEWEWV

anolnuiwong npoownikoU Adyw ouvTagioddTnonG EXOUV WG EENG:

2006 2005
EniTokio XpnuaTtoddTnong 4,20% 4,00%
Avapevopevn algnon anodoxwv 4,00% 4,00%
MANBwPIoHOG 2,50% 2,50%
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19. EMINOPIKEZ YINOXPEQZEIZ

O!1 EUNOPIKEC UNOXPEWOEIC avaAlovTal w¢ KATwo!:

OE EUP® 2006 2005
MpopuNnBeUTEC ECWTEPIKOU 366.294,95 392.811,21
MpounBeuTEC EEWTEPIKOU 99,56 0,00
EniTayeg nAnpwTéEg

METAXPOVOAOYNMEVEG 150.588,41 109.476,79
Z0volo 516.982,92 502.288,00

20. BPAXYMPOGEZMOZ AANEIZMOZz

Ta BpayunpoBeopa daveia sival avaknyeig pe Bacn didgopa NICTWTIKG Opia nou diatnpei n ETaipeia pe

dlagopeg Tpanelec. H xpnoionoinon TwV CUYKEKPIKEVWV MICTWOEWY NApoUcIaleTal NnapakdTw:

OE EUP® 2006 2005

AiaBéoipa MIoTWTIKA Opia 2.200.000,00 2.200.000,00
Mn xpnoiponoindev TUNua 1.800.000,00 1.750.000,00
Z0volo 400.000,00 450.000,00

Ta BpayxunpdBeopa ddaveia katda Tn SIAPKEIQ TNG XPNOEWE NTAV EKPPAcpéva os Eupw.

To Wéoo oTabuikd ENITOKIO Twv Bpaxunpdbeopwv daveinv Tnv 31 AskepBpiou 2006 nTav 4,60% (4,0 % yia
TN xprion nou €Ange oTig 31 Askeuppiou 2005).

O TOKOC TwV Bpaxunpobéouwy daveinv avhABe cuvolika o 21.663,42 upw yia Tn Xpron nou £Ane oTig 31
AekepBpiou 2006 ( 39.245,11  eupw yia Tn Xpnon nou €An&e oTig 31 AskepBpiou 2005) kai nepiAapBaveral
oTa £€0da TOKWV OTNV ENICUVANTOWEVN KATACTACN AMOTEAEOHATMV.

21. AOIMNEZ BPAXYNPOOEZMEZ YNOXPEQZEIZ KAI AEAOYAEYMENA EEOAA

To nooo Nou aneikovileTal OTOV ENICUVANTOMEVO 100AOYIOHO avaAUeTal WG KATWO!:

0% EUPD 2006 2005

MpokaTaBoAéC neAaTwv 0,00 5.311,60
®opol, NANV POpoU €1I000NKATOG, NANPWTEOI 149.043,34 116.126,73
ACMANOTIKEG EI0(OPEG NANPWTEEG 379.895,47 289.470,66
Aedouleupéva €€0da 22.694,29 134.616,63
AnodoxEG NPOCWNIKOU MANPWTEEG 0,00 170,40
Noinoi JeTaBarikoi 18.115,30 3.622,96
Zuvolo 569.748,40 549.318,98
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22, ENAEXOMENEZ KAI ANEIAHMMENEZ YNOXPEQZEIZ
(a) AvEAeyKTEG POPOAOYIKEG XPNOEIG : H ETaipeia dev £xel eAeyXBei popoAoyikd yia Tiyv xprion 2006 pe
OUVENEIa 01 POPOAOYIKEG TOUC UMOXPEWMOTEIG VA KNV £XOUV KATACTEI OPIOTIKEC. Z€ EVOEXOHEVO WEANOVTIKO
(POPONOYIKO EAEYXO, Ol (POPOAOYIKEC APXEC EVOEXETAI VA Anoppiyouv opiopéva €50da, au&avovtag £Tal
TO (POPOAOYNTEOD €I00ONKA TNG €TAIPEIag enIBAAovVTAC eninAéov (POPOUG, NPOCTIKA Kal NPOCAUENCEIC.
Aev gival duvaTtov, Tnv napoloa XPOVIKN GTIYHN va NpocdlopioTel Pe akpiBeia To UWOoG TV ENINMAEOV
@OpPWV Kal MPOCTiMwV nou mBavov va enifAnBolv kabw¢ autd e€Eaptdtal and Ta €upnuata Tou
@opohoylkoU eAéyxou. IMa To okond auto Oev €xel OXNMATIOTEN OXETIKN NPOBAEYN OTIG OUVNHMEVEG
E£TIOIEC OIKOVOMIKEG KATAOTACEIC,
(B) Ekkpepeic dikeg TnG ETaipeiag: Yopioratal ekkpepng dikn kata Tng ETaipeiag n opioTikn €kBacn Tng
onoiag ekTidaTail ot dev Ba Exel oNUAVTIKN €NINTWON OTNV OIKOVOUIKN KaTAaoTaaon r AsiIToupyia Tne.
(y) 'Id1a kepaAaia: Eneidn To glvoho Twv IBiwv KePpaldiwv TnG eTalpeiag ivar HIkpoTepo ano To 1/10 (éva
O€KaTo) TOou HeTOXIKOU KEPaAQiou OUVTPEXEl NePINTWON papuoyng Tou apBpou 48 nap. 1y. Tou N.
2190/1920. O1 ouvnuuéveg onueimoelc and 1 £w¢ 24 anotehoUv avandonacTo PEPOG TWV OIKOVOUIKMV

KATAOTACEWV.

23. INQZTONOIHZEIZ ZYNAEAEMENQN MEPQN

NQAHZEIZ - ATOPEZ -AOINEE SYNAAAATEZ Etaipsia
OE EUPM 2006 2005
a) MwAnoeIg ayabwv Kal UNNPECIWY NPOG OUYYEVEIG €TaIPEiEG, Kolvonpagieg kal Aoind
ouvdedepéva Pepn alpgwva e To AAM 24 162.016,67 289.135,76
B) Ayopéc ayaBwv kal UNNPECIWV and OUYYEVEIG ETAIPEIEG, KoIVOnpagieg kal Aoind
ouvdedepéva pépn oUpPwva e To AAM 24 369.973,04 401.356,66
Y) ZuvaAhayEg kal apoIBeG SIEUBUVTIKWY OTEAEXWV Kal HEA®V TNG dloiknong 170.911,99 177.158,56

AMAITHZEIZ - YNIOXPEQZEIZ ETaipeia

OF EUP® 2006 2005
a) AnaiTioeiC and CUYYEVEIC ETAIPEIEC, kolvonpagieg Kal Aoina ouvdedepeva WEPN
oUP@wva We To AAM 24 220.949,58 387.355,07
B) YnoxpewaeIig Npog GUyYeVeiG eTaipeieg, koivonpagieg kal Aoina ouvdedepeva Hépn
oUppwva Ke To AAM 24 972.911,91 1.053.201,01
Y) Anaitioeig and dieubuvTIKA oTeAEXN kal PEAN TG dloiknang 0,00 0,00
0) Ynoxpewaoeig npog Ta JIEUBUVTIKA OTEAEXN Kal PEAN TNG Sloiknang 0,00 0,00

O1 €UNOpPIKEC OUVAANAYEC TWV KATA TA WC AVK CUVOEOUEVWV PepV BleveEpyoUvTal OTO NAGICIO TV GuUVRBwY

EUMNOPIKWV OPWV KAl MPAKTIKMV.
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(B) ETaipeieg oTIG onoieg CUHHETEXOUV MEAN Tou AIOIKNTIKOU ZUHBOUAiou
Ta péAn Tou A.Z. TnG ETaipeiag PETEXOUV OTO KEQPAAAIO ETAIPIWY, PE MOCOCTO 00 ) HEYAAUTEPO TOU 5%, w¢

KATWTEPW :
Etaipeia ©¢on oTo A.Z./ AIaxeIpIOTEG
X. A. Aapnpakng AOA DIGITAL AE Mpdedpog
AOA AE Mpdedpog
=T. N&gng .NTINOZ 5. NEZHS & SIA EE ETaipog
=ANGOH NEZH & ZIA EE ETaipog

(y) ApoiBEg AloiknTikoU ZupBouliou

H Etaipeia dev kaTéBale apolBég ota péEAN ToU AlolknTikoU ZupBouliou oUTe &Eoda napdoTaons. Ek
Twv AWV Tou AZ n ka Aéonoiva, BoudoUpn (n onoia anoxwpnoe To 2006) ATav aueiBOPEVO OTENEXOG TNG
ACTION PLAN AE Ta Aoind péAn Tou AlolknTikoU ZupBouliou Tng ETaipeiag k.k Aaunpdkng XprnoTog,
Xpuaikakng MavayiwTtng, Mepavng NikoAag, NEING ZTépyioc, AvaoTaconouAog Nikohaog, Birwpattou Kwv/va

Kal XpnoTdakng ANEEavDpOC sival apeiBopeva oTEAEXN TNG UNTPIKNG eTaipeiac AOA AE.
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BEBAIQZH
O1 avwTépw «ETHZIEZ OIKONOMIKEE KATAXTAZEIS THX ETAIPEIAZ THE 31 AEKEMBPIOY 2006» kafwg

Kal Ol OUVNUMEVEG en’ auTwv «ZHMEIQSEIS» eykpiBnkav anod To AIOIKNTIKO ZUpBOUANIO Tng ETalpeiag otn

ouvedpiaon Tou Tng 28" deBpouapiou 2007.

Abrva, 28 deBpouapiou 2007

O NPOEAPOZ TOY A.Z. O ANTIMNPOEAPOX O OIKONOMIKOZ O AIEYOYNTHZ
TOY A.Z. AIEYOYNTHZ AOTIZTHPIOY
XPHZTOZ A. NIKOAAOZ I'. MEGANHZ ANTQNIOX X. OEOAQPOZ A. NTOAOZ
NAMIMPAKHZ AAT.: =199212 AOYZMANOIMOYAOZ A.AT.: A 296576
A.AT.: M 154944 A.AT.: M 101890 AM 0001984 A" TASHE
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