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EKOEZH EAErXOY OPKQTQN EAENKTQN AOIIZTQN
Mpog Toug K.K. MeTOXOUG TNG Avvupng ETaipeiag
ACTION PLAN ANQNYMOZ EMMNMOPIKH ETAIPEIA NMAPOXHZ YNMHPEZIQN DIRECT MARKETING

EAéyEape TIG ouvnupéveg Oikovopikég KataoTdaoeig Tng Avwvupng Etaipiac ACTION PLAN ANQNYMOZ EMIMOPIKH
ETAIPEIA MNAPOXHZ YNHPEZIQN DIRECT MARKETING , TnG €Taipiking Xprong nou é\nge tnv 31n AekepBpiou
2005. H guBlvn Tng oUVTA&NG TwV OIKOVOMIKGOV KATaoTdoswv Bapuvel Tn dloiknon Tng Etaipiac. H dikn pag ubuvn
nepiopietal otn SlaUOpPWaON Kal T SIaTUNWOoN YVOMUNG €ni TWV OIKOVOMIKWV KATACTACEWY, €3PAIWMEVNG OTOV

dlevepynBevTa €Aeyxo.

O £Aeyxoc pag dievepyndnke cUPQwva Pe Ta EANNVIKG EAeykTikG MpoTuna, nou eival evappoviopyéva pe Ta Aigbvn
EAeykTika MpoTuna. Ta MpoTuna autd anairouy To oxedIAoKO Kal TNV EKTEAECN TOU EAEYKTIKOU £pyOU KATA TPOMO Nou
va diaopalilel ebhoyn BeBalOTNTA OTI Ol OIKOVOMIKEG KATAOTACEIC €ival anaAAayUEVEG anod oUCIWDEIC avakpiBeleg Kal
napaheiyeic. O e\eyxog nepiAapBavel Tnv €&€Taon, oe SelyaToOANMTIKN BACT, ANOJSEIKTIKGOV GTOIXEIWV Nou va aTnpifouv
Ta Nood Kal TIG NAnPogopieg nou nepIAaUBAVOVTAl OTIG OIKOVOMIKEG KaTaoTAcelg. O €\eyxog eniong nepiAapBavel Tnv
a&loAoyNnon Twv AOYIOTIKWOV apXWv Nou akoAouBrenkav, Twv ekTIURoewv Tng dioiknong Tng ETaipiag kai, yevikdTepa,
TNG Napouciaong Twv SeSOPEVWVY OTIG OIKOVOUIKEG KaTaoTAOEIG, kabBwg kal Tnv a&loAdynon Tng ouveneiag Tng 'EkBeong
Tou AIOIKNTIKOU SUPBOUANIOU HE TIG OIKOVOUIKEG KATAOTACEIG. IMoTEUOUE OTI 0 €AeyXOG Mou OlevepynBnke NapeExel

enapkn Baon yia Tn diIapopPWan TNG EKBECNC Hag.

KaTa Tn yvun Kag, ol NpoavapepOpEVES OIKOVOMIKEG KATAOTACEIG anesikovi(ouv akpiBodikaia Tnv OIKOVOMIKN B&an Tng
Etaipiag katd Tnv 31n Aekepppiou 2005, Ta anoTeAéouaTta Twv epyaciwv Tng Etaipiag, TIC METABOAEG Twv 1diwV
KeQahainv kal TIC TAUEIOKEG POEC TNG ETaipiac Tng xpriong nou €Ange auTtn Tnv nuepopnvia, cUPQwva He Ta Alebvn
MpdTuna XpnuaToolkovopikngG MANPo@opnang, nou Exouv UloBeTnBei and Tnv Eupwnaikr 'Evwon kal To NEPIEXOHEVO TNG

"EkBe0nc Tou AloiknTikoU SUpBOUAioU gival CUVENEC PE TIC NpoavaPepOUeveg OIKOVOUIKEG KaTaoTAoEIC,

Xwpig va diaTunwvoupe eNIPUAAEN WG NPOC Ta CUKNEPACHATA TOU EAEYXOU, EQICTOUKE TNV NPOCOXN 0A¢ OTN GNUEION
22 (a) nou napatiBeTal OTIC ZNUEIWOEIC TWV OIKOVOUIKWY KATAoTACEWY, TNV onoia yiveral avapopda aTo yeyovog OTi Ol
POPONOYIKEG DNAWOEIG yIa TIG XPNoeig 1999 péxpr kal 2005 dev €xouv €EeTaoBei anod TIG PopoAoyIKEG APXEC, E OUVENEIQ
va UNapxel To evOoeXOUevo eMIBOANG NPOaBeTwy POpwV Kal NPooaugnoewy kata To xpdvo nou Ba efeTacBolv kal Ba
opiaTikonoinBouv. H ékBacn Tou popoAoyikoU eAEyxou dev eival duvaTtdv va npoBAe@Bei oTo Napov oTaAdIo Kal, WG &K

ToUTOU, dev €Xel Yivel ornoladnnoTe NPOBAEWN OTIC OIKOVOUIKEG KATAOTATEIC O OXEON HE TO BEUa auTo.

Alnva, 1 MapTiou 2006
O1 OpkwTOi EAEYKTEC AOYIOTEC

XAPAAAMIMNOZ NETPOMOYAOZ 200IA KAAOMENIAQY
AM. Z.0.E.A. 12001 A.M. Z.0.E.A. 13301
20N AECE EPNXT & IANIK (EAAAY)

OPKQTOI EAETKTEZ AOITZTEZ AE



ACTION PLAN ANQNYMOZ EMNMOPIKH ETAIPEIA NAPOXHZ
YMHPEZIQN DIRECT MARKETING

KATAZTAZH ANOTEAEZMATQN
MNa ™ xpnon nou éAn&e oTig 31 Askepppiou 2005
(o€ eupm)

Znpel
WoEIg 2005 2004

NMwAnoeig 6.583.341,79 6.703.452,77
KooToG NwAnBevTOV -5.862.440,90 -6.197.931,52
MIKTO K€pPDOG 720.900,89 505.521,25
'E€0da dloIknTIKAG AsiToupyiag 6 -361.552,89 -359.679,88
'E€0da AerToupyiag diabeong 7 -367.598,49 -358.749,15
Noina AsIToupyika €0oda 23.503,74 4.748,64
AnoTteAéopaTta eKHETAAAEUONG 15.253,25 -208.159,14
'EcOda  OUMPETOXWV Kal XPEOYPAPWV 491.250,30 4.729,78
'E€00a XpNUATOOIKOVOUIKA 8 -40.273,55 -54.804,89
'Ecoda XpnHaTooIKoVouIKa 2.930,58 1.309,06
Képdn / (Inpieg) npo popwv 469.160,58 -256.925,19
dOPOC €1000MKATOC 9 -10.433,00 -25.464,00
Képdn / (Inuieg) xpnoewg pera

ano popoug 458.727,58 -282.389,19
Baaoika képdn / ({nuiecg) ava petoxn 10 2,8400 -1,7483
MEooG OTaBUIOHEVOC apIBUOG KOIVMY

HETOXWV 10 161.522 161.522

OI oUVNMUEVEG ONMEIOOEIG anod 1 £wg 25 anoTeAoUv avanoonaoTo WEPOG TWV OIKOVOUIKWY KATAOTACGEWV.



ACTION PLAN ANQNYMOZ EMMOPIKH ETAIPEIA NMAPOXHZ

YMHPEZIQN DIRECT MARKETING

IZOAOINIZMOz
(oc sup®m)
ZNHEINOEIG

ENEPrHTIKO
Mn kukAo@opoUV EVEPYNTIKO
EvVOWMATEG aKIVNTOMOINJEIG 11
AUAa neplouciakd oTolixeia 12
SUMHETOXEG O€ BuyaTpIKEG ETAIPEIEC 13
AvaBal\OLEVEG (POPOAOYIKEG aNAITAOEIG 9
NOINEG PaKPONpPOBETIEG anaIThoEIg
ZUvoAo Mn KukAo@opouvTog
EvepynTikoU
KukAo@opoUv EvepynTiko
AnoBuara 14
Epnopikég kal Aoinég BpaxunpoBeapeg
anaiTioeig 15
Anaitoeig and ouVOESENEVEG ENIXEIPNOEIG 15
XpnuaTika diabgoipa 16

20voAo KukAo@opoUvTog EvepynTikoU
ZYNOAO ENEPIHTIKOY

IAIA KE®AAAIA KAI YNIOXPEQZEIZ
"I81a Kepalaia

METOXIKO KEPAAQIO

AnoBeuaTIkO and Tnv €kdoan WETOXWV UMNEP TO
apTio

AnoTeAéopaTa €ig véo

ZUvolo Idiwv Kepalainv
Makponpo0eouEG YNOXPEWMTEIG
MpdBAEWN yia anolnpinon Npoownikou AOyw
€€6d0U anod Tnv unnpeaia

20voAo MakponpoBEoHWV YNOXPEDTEWV
Bpaxunpo0eopeG YNOXPEWMOTEIG

EMMNOPIKEG UNOXPEWTEIG

BpayxunpoBeapog daveiouog

YNOXPEWOEIG NPOG OUVOEDEUEVEG ENMIXEIPNOEIG
NoInég BpaxunpdBECIEG UNOXPEWTEIC Kal
dedouleupéva €E0da

ZUvoAo BpaxunpoBEoHmV YNOXPEDOEWV
ZYNOAO IAIQN KEDPAAAIQN KAI
YMNOXPEQZEQN

17

17

18

19
20

21

31.12.2005 31.12.2004
110.513,34 38.616,59
1.336,09 4.328,19
232.431,00 232.431,00
245.941,00 256.374,00
24.176,02 4.998,04
614.397,45 536.747,82
12.941,95 12.941,95
1.132.790,73 1.819.363,09
298.268,12 1.274,40
535.034,25 356.244,50

1.979.035,05

2.189.823,94

2.593.432,50

2.726.571,76

4.740.670,70 4.740.670,70
282.318,42 282.318,42
-4.872.271,29 -5.330.998,87
150.717,83 -308.009,75
150.717,83 -308.009,75
157.579,00 115.438,00
157.579,00 115.438,00
502.288,00 920.421,54
450.000,00 1.000.000,00
783.528,69 481.633,34
549.318,98 517.088,63

2.285.135,67

2.919.143,51

2.593.432,50

2.726.571,76

O1 ouVNUPEVEG ONMEIOOEIG anod 1 £wg 25 anoTedoUv avandonacTo HEPOG TV ETNTIWV OIKOVOUIKWV

KATaoTACEWV.



ACTION PLAN ANQNYMOZ EMMOPIKH ETAIPEIA MAPOXHZ

YNMHPEZIQN DIRECT MARKETING

KATAZTAZH TAMEIAKQN POQN

MNa tn xpnon nou éAn&e oTig 31 AekepBpiou 2005
(o€ eupw)

A€ITOUPYIKEG SpacTNPIOTNTEG
Képdn / (nuisg) npo popwv
MAgov / (peiov) npooappoyeg yia:
AnooBEosic

AnoTeEAéOUATA and CUUHPETOXEG
MpoBAéweIg

Znuia ano6 diaypa®r| nayimv

XpewaoTikoi TOKoI Kal auvar £€oda
MpooapHoyEG yia HETaBOAEG AoyapiacH®V
ke@alAaiou Kivnong | nou oxeTifovral HE TIG
ASITOUPYIKEG BpAOTNPIOTNTEG:

(AUENoN) / peiwon anarrmoswv

(AUEnon) / peiwan unoxpewoewv (NAnv Tpanslwv Kai
KaTaBANBEVTWV HEPIOUATWY)

XpewaTikoi TOKOI kal ouvaQr £€0da kataBeBAnueva
ZUVOAO E1I0POMV AN AEITOUPYIKEG
dpacTnpPIOTNTEG

Enev3UTIKEG SpacTNPIOTNTEG

Ayopd evowpaTwv Kal GUA®V nayiov NepIoUCIaK®mY
OTOIXEIWV

TOKoI €10NPayBEVTEC

MepiopaTa sionpayBevra

Z0VOAO £10poMV / (EKPOMV) ANO ENEVIUTIKEG
dpacTnpIOTNTEG

XpnHaTodoTIKEG SpACTNPIOTNTEG

E€opAnoeic daveinv

Z0VOAO EKPOGV ANO XPNHATOSOTIKEG
3paoTnPIOTNTEG

Ka@apn avgnon / (Heimon) oTa Tapeiaka
d1a06£01pa Kal 1I003Uvapa XpHOEnG

Tapeiaka d1adéoipa kai I00dUvapa évaping
XPNOEWG

Tapeiaka d1adéoipa kai 1I00dUvapa AREnG Xpnoemg

O1 ouvnupéveg onueiwoelg anod 1 £€wg 25 anotehoUv avandonaoTo PEPOG TWV OIKOVOUIKWV KATAOTACEWV.

2005 2004
469.160,58 -256.925,19
30.223,69 104.059,35
-488.107,62
42.141,00 30.845,00
2.175,02
37.342,97 53.495,83
658.508,28 455.112,43
-84.007,84 270.760,37
-40.273,55 -54.804,89
627.162,53 602.542,90
-101.303,36 -6.742,01
2.930,58 1.309,06
200.000,00 0,00
101.627,22 -5.432,95
-550.000,00 -600.000,00
-550.000,00 -600.000,00
178.789,75 -2.890,55
356.244,50 359.134,55
535.034,25 356.244,50




ACTION PLAN ANQNYMOZ EMMNOPIKH ETAIPEIA NAPOXHZ
YMHPEZIQN DIRECT MARKETING

1 Iavouapiou 2004

Znpieg Xproews
31 Askepppiou 2004

1 Iavouapiou 2005

KEpdn Xpnoswe YeTa and popous.
31 Aekepppiou 2005

O1 GUVNPUEVEG ONMEIWOEIC anod 1 £wg 25 anoTehoUv avandonacTo PEPOC TWV OIKOVOUIKWY KATAGTACEWV.

KATAZTAZH METABOAQN IAIQN KEDPAAAIQN
MNa tn xpnon nou éAn&e 31 Aekepppiou 2005

MeTOXIKO AnoOspaTiko ano ZYNOAO
Kepalaio £k300N HETOXOV AnoTteAéopara KAGAPHZ
KaTtaBeBAnpévo unép TO ApTio €IG VEO OEZHZ
4.740.670,70 282.318,42 -5.048.609,68 -25.620,56
0,00 0,00 -282.389,19 -282.389,19
4.740.670,70 282.318,42 -5.330.998,87 -308.009,75
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




ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YNMHPEZIQN DIRECT MARKETING

ZHMEIQZEIZ EMNI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2005

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 ABnvwv pe AP.M.A.E 43276/01/B/99/356.

H didpkeia Tng éxel opioTei o 20 €Tn and TV NUEPOUNVia KaTaxwpiong TnG oTo MnTpwo AVwVUH®V
Etaipeinv. H 'Edpa Tng BpiokeTal oTo Anpo ABnvainv, 0dog Ztadiou 24, TK 10564 Abriva onou eivai
€ykaTeoTnUEva kal Ta Mpageia TnG.

I0puTéG TNG eTaipeiag ATav ol eTaipeie AOA AE kai AOA DIGITAL AE. To 1999 n EBvikry Tpanela Tng
EMGdoc anéktnoe 1o 15% Tou peToxikoU kepahaiou Tng ETaipeiac. Snuepa pEToxol Tne ETaipeiac sivar n
AOA AE kata 85,00% kai n EBvikn Tpanela kata 15,00%

H etaipeiac  OpaoTtnpionoieital otV avantuén, Tnv €ykataotacn Kkal TR Asimoupyia  NARPWG
QUTOMATOMOINUEVOU TNAEPWVIKOU kévTpou unodoxng (call center) kal Jlayeiplong OXECEWV MEAATWV
(customer relationship management — CRM), oToxeUovTag oOTnV NApoxn TNAEPWVIKWV UMNPECIOV
(telemarketing) kai TnAenwAnoewv os TpiToug (telesales), oTnv napoxn unnpeciwv Bacewv JeSOPEVQV YIa
19ia xprion Kai yia Aoyapiacpod TpIiTwv, TNV NOANGCN Kai TNV Npowenacn npoidvTwy TpiTwv en’ adoiBr), 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 ouvra&ng Twv OikovopIK®V KaTtaoTaoewv: O GUVNUUEVEG ETNOIEG OIKOVOUIKEG KATAOTACEIG
NG ETaipeiag €xouv ouvtaxBei oUppwva pe Ta Aiebvr) MpodTuna XpnuaToolkovouikng MAnpo@opnong
(AMXM) énwg &xouv uI0BeTNBEI anod Tnv Eupwnaikr ‘Evwaon. Or ETAaleg OIKOVOUIKEG KaTaoTAoEeIg Xouv
ouvTaxBei oUPEWVa PE TNV apxr Tou I0TOPIKOU KOOTOUG. ‘Onwe NePAITEPW MEPIYPAPETAl GTN ONUEiwon
2y, Ol OUVNUMEVEG ETNOIEG OIKOVOMIKEG KATAOTACEIC €xouv ouvTtaxBei yia npwTn (popd olUPpwva He Ta
AMNXM, epappolovrag To AMXM 1 «Mpwtn E@appoyr) Twv Algbvav MpoTunwv XpnuUaTooIKOVOUIKAG
MANpo@opNoNG» HE NUepopnvia peTaBaong Tn 1 Iavouapiou 2004.

(B) KataoTtaTikég OikovopikéG KaraoTaoeig : 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 VOHOBETia («KATAOTATIKEG OIKOVOMIKEG
KaTaoTAaosiG»). ApXNc yevopévng Tnv 1 Iavouapiou 2005, ACTION PLAN A.E. Tnpei Ta AoyioTikd Tng BiBAia
Kal GUVTAOOEI TIG OIKOVOUIKEG TNG KATACGTACEIG GUM@Wva KE TIG dlaTageig Twv AMXM, AauBavovrag unoyn
TIC BIaTAEEIC TNG I0XUoUoac (POPOAOYIKNC VOpoBeaiac epoaov kal énou autd anaiteital. O kaTaoTaTiKog
I00AOYIONOG TNG 1 Iavouapiou 2004 Kal ol KATAOTATIKEG OIKOVOUIKEG KATAoTAoeIC TNG 31 AekepBpiou 2004
NPOCApHOCTNKAY KAl avapopPmBnkav HECW OUYKEKPILEVWV EEW-AOYIOTIKDV EYYPAP®Y MPOCAPHOYAC

WOTE va €UBUYPAUMIOTOUV HE TIC DIaTAEEIC Twv AMXIT. O BACIKEG £EW-AOYIOTIKEC EYYPAPEC NPOCAPHOYNG



ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YINMHPEZIQN DIRECT MARKETING
ZHMEIQZEIZ ENI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2005

nou npaydaronomnénkav napoucialovtal oTtoug Mivakeg Zup@wviac Tng KaBaprnc ©Ofong HeTagl

EMnvikwv AoyioTik®v Mpotunwv (EAM) kai AMXM (6nw¢ nepiypageTal oTn onueinon 26).

(y) NMpwtn Xpnon epappoyng Tov A.M.X.M.: >Upewva pe Tnv Eupwnaikr NopoBeoia 1606/2002 kai
Bacel Tou Nopou 3229/04 (6nw¢ Tpornonoindnke and To Nopo 3301/04) o eAANVIKEG E£TAIPEIEG Mou
OUMMETEXOUV OTIC €EVOMOINKEVEG OIKOVOMUIKEG KATAOTACEIC MOU KATAPTICOUV EICNYMEVEG ETAIPEIEC OF
onoiodnnoTe Xpnuatiotipio AZiov (e0wTepikol 1) eEwTEPIKOU) UMNOXPEOUVTAl VA ETOINAJOUV TIG BEGUIKEG
OIKOVOMIKEC TOUG KATAOTACEIC yia TIC XPNOeIC nou Eekivouv and Tnv 1" Iavouapiou 2005 kai evreUBey,
oupewva pe Ta ANXM. Baoel Tou AMNXM 1 kai Tng npoavagepdeioag eAANVIKNG VOUoBeaiacg, ol avwTEPw
ETAIPEIEC £ival UNOXPEWHEVEC VA MAPOUCIACOUV GUYKPITIKEG OIKOVOMIKEG KATAOTACEIC OUPPWVA HE Ta
ANXI, TouhdyioTov yia pia xpnon (31 AskepBpiou 2004). H ETaipeia evonolsital and Tn PNTPIKN €TAIpEia
AOA AE. - nou eival eionydévn oTo XpnuaTmiotipio ABnvawv - kai Bacn Twv Tpononoinuévwv N.2190
UI0BeTEl Kal epappolel NARpwc Ta AigBvr) AoyioTika MpdTuna.

H ETaipeia OUVETAEE Kkal €EE0WOE TIC NPMTEG MANPEIC OIKOVOMIKEG KATAOTACEIG Bacel Twv AMXM pe

NUEPOMNVIA I00AOYIOUOU TWV OIKOVOUIKWV AUTGV KataoTacewv Tnv 31 AskeuBpiou 2005. Katd ouvénela,

O\a Ta avaBswpnuéva n veokdoBévta MpdTuna nou €xouv epapuoyn otnv ETaipeia kai 1oxUouv yia

XPNoeic nou Anyouv Tnv 31 Aekeuppiou 2005 xpnoidonoindnkav yia Tn oUvTagn Twv €TNOIWV auT®V

OIKOVOUIKOV KATAOTACEWV [E aVadPOIKN EQAPHOYT.

H Etaipeia epappooe 1o ANXM 1 «Mpwtn Epappoyn Twv ANXM» oTnv NpogToIdacia Twv CUVNUHEVWDV

ETNOIOV OIKOVOMIK®WV KATAoTACOEWV. Bdoel Twv avTioTolxwv diatagewv Tou AMNXM 1 :

(i) To olUvVOAO TWV CWPEUHEVWV avaNOYIOTIKQV {NUIOV Kal KEPOWV TWV OXETIKWV HE TNV NPORAswn
anolnuinong nNpoownikou AOyw €£0d0U OUVTAEI0dOTNONG, avayvwpiobnkav Kata Tnv nuepopnvia
peTaBaong orta AMXM, eve yia TIC avaloyloTIKEG {nuieg Kal kEpdn Mou npogkuyav katd To 2004
xpnoidonoindnke n  WEBodog Tou nepiBwpiou  («corridor approach»). H eEaipeon auTn
XpNolponoinénke yia OAa Ta GXETIKA NPOYPANKATA NoU UNAPXav KaTtd TV nUepopnvia peTapaonc.

(n) O ekTipnoeig TnG ETaipeiag pe Bacn ta AMNXMN katd Tnv nuepounvia werapaong ota AMXM ATav ot
OUVENEIQ JE TIG EKTIMNCEIG NOU €yivav yia Tnv idla nuepounvia pe Baon Ta nponyoupeva EAM (petd
anod TIC OMNOIEG aVaPOPPWOEIC YIa TNV anelkovion dlapopwv OTIG AOYIOTIKEG APXEG), EKTOC av UNNpxav
oaQeic eVOEIEEIG OTI QUTEG O EKTIUAOEIC NTAv AQvOaoEVEC,

O1 KUPIOTEPEG NPOCAPHOYEC Nou &yivav yia Tn PeTaBaon ota AMXM avaAlovtal oTn oupgwvia Idiwv

KepaAainv kal AnoTeAeopaTwyv PeTa&u EAMN kai ANXM otn Znueioon 26 Twv OIKovouikwv KaTaoTaoswy.

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

2004) ATav O OuvENEId WE TIG EKTIUACEIC NMOU £yivav yia Tnv idla nuepopnvia Ye Bacn Ta nponyoupeva

EAIN (WYeta anod TIig OnoleC avapopPoEIC Yia TNV aneikovion Iapopwv OTIG AOYIOTIKEG apxXEC), EKTOG av

unnpxav oageic evOEeiEeIC OTI QUTEC 01 EKTIMNOEIG Tav AavBaoEVeC.

(3) Néa NpoTuna kai Aigpunveieg: To SupBouMio AigBvav AoyioTikov MpoTUnwy, kabwg kai n Enirponn
Algpunveiav, €xouv 1dn ekOWOEl HIa OLIPA VEWV AOYIOTIKOV NPOTUNWY Kal JIEPUNVEIOV TWV ONoinv N
£(pApPoyn €ival UNOXPEWTIKN YIa TIG AOYIOTIKEG NEPIODOUC nou apyifouv anod Tnv 1" Iavouapiou 2006 kai
EVTEUBEY (eKTOG €4V avagEpeTal dIAPOPETIKA NApAkaTw). H ekTiynon Tng ETaipeiag oxeTIka We Tnv

€nidpacn autwv TV VEWV NPoTUNWV Kal EPUNVEINV EXEl WG EENG:



ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YINMHPEZIQN DIRECT MARKETING
ZHMEIQZEIZ ENI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2005
ANXN 6: EEepelvnon Kal EKTIPNON OPUKTAOV NOPWV Acv €Xel epappoyr) otnv ETaipeia kal dev 6a
£NNPEACEI TIC OIKOVOMIKEC TNG KATACTACEIC,
ANXN 7: N'VooTonoInosIG XpnHAaToOOIKOVOHIK®OV HECWV TOo NPOTUNO auTO EXEl UNOXPEWTIKNA
£QApUoyn yia TIC AOYIOTIKEC nePIodoug nou apyifouv ano Tnv 1 Iavouapiou 2007 kai evielBev. Agv
QVaEVETal va €NNPEACEl ONUAVTIKA TIC OIKOVOUIKEG KATAoTACEIG TnG ETaipeiac. To npdTuno anaitei
KUpiwG NpOOBETEG YVWOTOMNOINCEIG avagopikd HE XPNHATOOIKOVOUIKA HEaa.
AEEXN 3: AlkaiopaTa €KNOPNNG agpiwv H Aicpunveia autry apyotepa anooupbnke and Tnv
Enimponn Alepunveiov. Asv €xel epapuoyn otnv ETaipeia kai dev Ba €nnpedcel TIG OIKOVOMIKEG TNG
KATAOTACEIG
AEEXN 4: MNMpoodiopioHog €av pia oUpBaon nepihappavel piobwon H epappoyr Tou AEEXM 4
dev avapéveral va aMa&el Tov AOYIOTIKO XEIPIOWO onoiaodnnoTe anod TIG I0XUOUCEC CUMBACEIG TNG
ETaipeiac.
AEEXN 5: Aikai®opgata and enévduon Ot TAapeio yia XpnuHAaTtodoTnon naponAicpou,
avanAaong kai nepIBalAoOVTIKIG anokaTraoTaong. Asv éxel pappoyn otnv Etaipeia kar dev 6a
ENNPEATEI TIG OIKOVOHIKEG TNG KATAOTACEIG
AEEXI 6:YNOXPEMOEIG NOU NPOKUNTOUV and 3pacTnpionoincl Of CUYKEKPIHEVEG AYOPEG
anoBANTOV, NAEKTPIKEG & NAEKTPOVIKEG OUOKEUEG Acv €xel epappoyn otnv Etaipeia kai dev Ba
ENNPEATEI TIG OIKOVOUIKEG TNG KATACTATEIG,
AEEXI 7:Eqappoyn TnG HeBodou peratponng AAM29 Aev £xel epappoyn otnv ETaipeia kai dev Ba
ENNPEATEI TIG OIKOVOHIKEG TNG KATAOTACEIG
AEEXT 8:Medio eppappoyng AMXIM2 Asv 6a eNnpedcel TiG OIKOVOUIKEG KATAOTACEIG TNG ETaipeiac.
(€) 'Eykpion Tov Oikovopik®v KaraoTaoewv: To AoiknTikO SupBoUAo TnG ACTION PLAN A.E. eVEKPIVE
TIG ETAIPIKEG ETNOIEG OIKOVOUIKEG KATAOTACEIG TNG OIKOVOMIKNG Xpriong 1.1.- 31.12.2005 oTn ouvedpiaor)

Tou TnG 1 MapTiou 2006 kal TEAOUV UNoO TNV €ykpion TNG ETNaiag TakTIkAG MEVIKAG ZUVEAEUONG.

(oT1) Xpnion EKTIHNOE®V: H oUVTAEn Twv OIKOVOMIKWV KATAoTAoEWY OUKGwva e Ta ANXMN anaitei n
dloiknon va npopaivel aTn SlEVEPYEID EKTIUACEWV Kal UNOBETEWV Nou nnPedlouv Ta Nood TwV OTOIXEIWY
TOU EVEPYNTIKOU Kal NabnTikou, Tn yvwaTornoinon evOEXOUEVWY anaiTioswy Kal UNOXPEWOEWY KATd TV
NHEPOUNVIA TWV OIKOVOUIKWV KATAOTACEWY KaBwG Kal Ta Nood Twv €00dwV Kal 60wV KaTa Tnv diapkeia

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

3.MEPIAHWH ZHMANTIKQN AOIIZTIKQN APXQN

O1 kUpIeG AOYIOTIKEG apXEC MoU UIOBETNONKAV KATA TNV MPOETOINACIA TWV CUVNHUEVWV ETNOIWV OIKOVOUIKMV
KATAoTACEWV £ival ol aKOAOUBEC:

(a) Baon evonoinong : H ETaipeia dev katapTilel eVONoINPEVEG OIKOVOUIKEG KATAOTACEIC, ONwG NpoBAEnETal
and To AAMN 27 xpnoIKonoiwvTag Tnv €&aipeon Nou NapéXeTal aTnv napdypa®o 13 Tou npotUnou Kai aTn
Baon Tou OTI n pnTpIKA TnG ETaipeia Anuooioypa®ikoc Opyaviopoc Aaunpdakn A.E. ( n onoia eival
€IonNyUévn oto XAA) €TOIGlEl EVOMOINUEVEC OIKOVOMIKEG KATAOTACEIC oUppwva We Ta AMXM. O
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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 2005
EVOMOINUEVEC OIKOVOMIKEG KATACTACEIG TNG PNTPIKNAG €TaIpeiag Andoaioypaikog Opyaviopog Aaunpakn
A.E. o1 onoiec eToiyaotnkav Bacel AMXM eivar dilaBEoipeg otnv IoTooeAida TG eTaipeiag oTn dielbuvon
www.dol.gr.

(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 apeonc ) EUKEONG KaToxng diatnpei TNV NAsiown®ia Twv
SIKAIWOPATWV WRPou f €xel TN dUvapn aoknong eAéyXou aTo AIOIKNTIKO ZUPBOUAIO Twv BuyaTpikav.

H ETaipeia dev GUVTAOOEI EVOMOINUEVEC OIKOVOUIKEG KATAGTACEIG WG UNTPIKN ETAIPEIQ.

Q¢ Buyatpikn eTaipeia TnG Andoaioypa®ikog Opyaviopog Aaunpdkn AE, ol OIKOVOUIKEG KATAOTACEIG TNG
Action Plan AE kabwg kai TnG BuyaTtpikng Tng Action Plan HR AE GUMHETEXOUV HE TN HEBODO TNG ONIKNAG
EVOWUATWONG OTIC EVOMOINUEVEG OIKOVOUIKEG KATAOTACEIC MOU ouvtacoel o ‘Opidog AOA. Ta Toug
okonoUC TNG KATApTIONG TWV EVOMOINUEVMV OIKOVOUIKOV KATAoTAoswv Tou Opidou AOA OAec ol
£VOOETAIPIKEC OUVANNAYEC Kal Ta UNOAOING TWV QVWTEPW ETAIPEINV HE TIC AOINEG €Talpeiec Tou Opilou
anaAeipovTai.

2ToV NapakdTw nivaka napoucialeTal n BuyaTpikn eTaipeia Yad Je Ta OXETIKA NOCOOCTA CUMKETOXNG.

Enwvupia ETaipeiag ApacTnpioTnTa % SUPHETOXNG ‘Edpa
) E€eUpeon kai 5iGBean NpoownikoU .
Action Plan HR AE i . 99,00% ABriva
NpOCWPIVAG anacgxoAnaong

ZnNMUEIOVETal OTI To UnoAoino 1% Tou PETOXIKOU kepaAaiou Tng Action Plan HR avrikel atn AOA AE.

(y) Merarponn Zévwv Nopiopdatwv: To vOpIopa PETPNONG kal avagopdg Tng ETaipeiag eival To eupw.
Juvalayéc nou agopoUv AA\a  vopiopaTa  PETATPENOVTAl OE  E€UPW  XPNOIMOMOIWVTAG  TIG
ouvaAAaypaTIKEG I00TIMIEG 01 OMOIEG ioxuav KaTa Tnv nuepodnvia Tng cuvalhaync. Or anaitiosig Kai
UMOXPEWOEIC O &vo VOMIONa KaTd Tnv nuepodnvia oUVTAENG TwV OIKOVOMIKWY KATAOTACEWV
npooapuoélovTal wOTE va avrtavakAouv TIC OUVAANAYUATIKEG I00TIMIEG TNG NWEPAG OUVTAENG Twv
OIKOVOMIKWV  KaTaoTdoewv. Képdn 1 {nuie nou npokUMTOUV anod TIC MPOCAPHOYEC TWV
ouvVaAANaypaTIK@V 100TIHIOV, NepIAapBavovTal ota képdn ({nuiec) and ouvaAaydaTIKEG dIaPOpPEG OTIG

OUVNMKEVEG ETNOIEC KATAOTACEIG AOYAPIACHOU AMNOTEAECUATWY XPHOEWC,.

(3) Evompareg Akivnronoinoeig: H Etaipeia dev éxel 1010kTnTa ynneda kai kTipia. Ol €MIOKEUEG Kal
ouvTNPNOEIC kaTaxwpoUvTal oTa €50da Tng Xprnong katd Tnv onoia npaypatonoloUvTal. SNUAVTIKEG
BeATIOOEIG kepalaionololvTal OTO KOOTOC TWV AVTIOTOIXWV Nayinv £pOCoV auTéC NPooauEavouv Tnv
w@ENUN dwr), au&avouv TNV IKavoTnTa napaywync r BEATIOVOUV Tnv anodoTiKOTNTA TWV avTioTOIXWV
nayiawv.

Ta oToIXEla TWV EVOWPATOV aKIVRTONoINoEwV diaypd@ovTal Katd Tnv nmAnor f Tnv andoupor) Toug i
oTav dev avapevovTal NEPAITEPW OIKOVOUIKA OPEAN and Tr CUVeXIZOWEVN XPNOoN Toug. Ta KEPDN 1) ol {NHIEG
nou NpokUNToUV anod Tnv diaypadr) evog nayiou nepi\ayBavovTal oTa anoTeAéoPATa TnG XPnong kata tnv

oroia dlaypagpeTal To ev Aoyw nayio.
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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 2005

() AnooBéoeig: O1 anooBeceig Twv nayiwv oToixeiwv AoyilovTal e TNV PEBodo TnG oTabepnc andoBeong
Bacsl TNG eKTIHWUEVNG WQPENUNG {WNAC Twv nayiwv. H ekTiopevn didpkeld w@ENNG {wng KaTtd

KaTnyopia nayiwv éxel we £&ng :

Eidog Mayiou ExTip®pevn Aldpkeia QEENUNG Zwng

‘EminAa kai Aoindg eEonAiopog 3 ews 5 €

(oT) 'Evroka 3daveia: 'OAa Ta davela kaTaxwpoUvTal apxika OTO KOOTOC, nMou eivali n €UAoyn aia Tng
An@Beioag avTinapoxng peiov TIG dandveg €kdoong nou oxeTi(ovral PeE To dAvelo. META TV aApxIKn
KaTaxwpnon, Ta évroka ddvela anoTigoUvTal oTo avanooBeaTo KOGTOG XPNOILONoIWVTAg Tn HEB0dO Tou
npayuarikou enitokiou. To avanooBeoTo KOOTOG unohoyileTal agou AngBouv undwn danaveg ekdoong
Kal n dlapopda PETAEU Tou apxikoU nogou Kal Tou noooU AREEwG. KEpdn kai {NUIEC kaTaxwpouvTal oTo
Kabapo kEPDOG N {NUIG OTav ol UNOXPEWOEIC dIaypaPovTal 1) anodeiwvovTal Kal Eow Tng diadikaagiag

anooBeonc.

() AuAa Nepiouoiakd ZToixeia: AUAA NeEPIOUCIAKA OTOIXEI MOU aMokToUvTal EEXwpIoTa and Tnv
€NIXEIPNON kaTaxwpoUVTal oTo KOOTOG KTHONG TOuG. AUAG MEPIOUCIAKA OTOIXEId MOU amnoKToUuvVTal WG
MEPOC MIAC £vonoinang eNIXEIPAOEWY KaTaxwpoUvTal EEXwpIoTa anod Tnv unepaia av n NpayuaTikn Toug
afia pnopei va anoTiunBei a&idnioTa kaTa TNV apxikn karaxwpnon. Aandveg avantUEEwC, nou
npayuaronoloUvTal HETA T GAcn TNG £peuvac, kataxwpouvTal oTa alAa NeEPIoUCIaKA OTOIXEIa OTav, Kal
HOvo OTav, NAnpoUVTal CWPEUTIKA OAEC Ol NpolUnoBEcelg nou kabopilovTal anod To AAM 38.

O1 dandaveg €peuvacg, €KKIVIOEWG MIAG EKUETAANEUOEWG, eknaideloew, dlanuicews kal Npowmenang,
danavec €naveykataoTacswC I avadiopydvwon MEPOUC 1 TOU OUVOAOU MIag  emixeipnong,
KaTaxwpouvTal w¢ £€0da dTav npayuaronololvTal.

MeTa Tnv apyIkn Kataxwpnon, Ta alAa nepiouciaka oToixeia aneikovifovral oTo KOOTOC KTHOEWG eiov
TIC OWPEUMEVEG AMOOPBETEIC Kal TIC OWPEUMEVEG {nuieg anopeiwoews O anooBEoelG Twv AUAWY
NEPIOUCIAKAV OTOIXEIWV unohoyilovTal We Bacn Tnv Kat' ekTipnon w@EéMKn {wn Toug n onoia dev
unepPaivel Ta €ikoal xpovia. Ta ecwTePIKA dnuIoupyoUeva aiAa nepiouciakd oToixeia anooBEvovTal o

dlapkeia 5 ETWV.

(n) Anopsiwon Mayiwv ZToixeiwv: H avaktioiun aia evog nayiou 1 aMou nepiouciakoU GTOIKEIOU
EKTIMATAl ONOTE Unapxel &vOeIiEn OTI éva NEPIOUCIAKO OTOIXEI0 Mnopel va €xel anopeiwdei Kal
avayvwpiletal nuia anopeinwong otav n AoyioTikn a&ia Tou nepiouaiakou GToIxeiou unepBaivel To
avakTnoIPo Mogd Tou. QG avakTiolgo nood avayvwpiletal To peyaAUTepo peTa&U Tng kabapng a&iag
NWANONG kai Tng agiag Xprioewg Tou nepiouaiakol aToixeiou. KabBapr| TIun NwAncewg ival To Nooo nou
pnopei va AneBei anod Tnv NwAnon £vog NepIoUaIakoU OTOIXEIOU OE HIA AVTIKEILEVIKN guvalhayr| HETagl
MEpWV Mou yvwpilouv kal €niBupolv T ouvaAlhayr, META TNV agaipeon kaABe dapeonc danavng
dlaBéoewe. Afia xprioewg eival n napolod a&ia TWV EKTIHOHPEVOV HEANOVTIKQV TAMIAKWV POWV MOU
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ACTION PLAN ANQNYMOZ EMNMOPIKH ETAIPEIA NMAPOXHZ YNMHPEZIQN DIRECT MARKETING
ZHMEIQZEIZ ENI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E ZTIZ 31 AEKEMBPIOY 2005
avapévovTal va npokUWouv anod Tn GUVEXH XPron VoG NEPIOUCIAKOU aToIxEiou kal and Tn diabear Tou

KATA To TEAOG TNG WPEAING (WG Tou.

(0)Tapsiaka d1aGéocipa kal 1008UvApa npog autd: AnotehoUvral anod WeTpnTd, PBpaxunpOBeCuEg

KaTaBEoeIc kal GANEG Aueonc peuaTonoinong enevOUCEIC e apXIKN ANEN evTOC TPIMV HNVMV.

(1) Aoyapiacpoi AnarTnoswv: O Aoyapiaopoi anaithocwy ePgpavifovral aTnv OVOPaaoTIKH TouG agia, JETa
and npoBAEYEIG yia WUn elonpakTéa unoAoina. O unoloyiopog yia eNIoQaleic anaitnoelg yiverar étav dev

gival nAéov miBavr) n €ionpa&n KEPOUC ) OAOKANPOU ToU OPEINOHEVOU Nogou.

(1a) Ano@¢para: Ta anoBéuarta anoTigouvTal aTn XaunAoTepn a&ia peta&l kKOOTOUC KTHOEWS Kal kadaprg
pEUCTONOINCING agiac. To KOOTOG KTAOEWG TWV anoBeudTmv npoodIopileTal Pe Tn HEBOBO “MPWTNG
gloaywyng npwTn e€aywyng” (FIFO).

To KOOTOG KTHOEWC TwV anoBeUaTwV nepIAauPaver:

e Tic dandvec ayopdc Twv UAIKWV Kal unnpeciov dnAadn Tnv TIUR ayopdc, Toug el0aywyikoUcg dacpouc Kal
AA\OUG [N ENIOTPENTEOUG POPOUC, KABWE Kal WETAPopIKA, £€60da napadoong kai alha £Eoda, dueaa
EMIPPINTEQ OTNV ayopd UAIKWV.

e To KOOTOG HETATPOMNNG MOU anoTeAsiTal anod TIG dandaveg nou oxeTiovTal APeTa NPOG TIG NAPAYOHEVEG
povadeg, dnAadr) Ta APECA €pyaATIKA, KAl WA CUCTNHATIKN KATAVOUN Twv oTaBepwv Kal PETABANT®V
YEVIKQV €E00WV Napaywyng, nou npaydaronoloUvTal KAaTd Trn HETATPONN TWV UA®V OF £TOIWA.

e AMeg dandveg nou npayupatonoiénkav yia va ¢Bdcouv Ta anobepara otnv napouca BEon kal
KkaTaoTaon.

H kaBapny peuaTonoinoiun a&ia sivar n unohoyilOPeVN TIUN NWANCNG KaTa Trn ouvnOn nopeia £pyaci®v
NG enIxeipnong, MelwPévn PE To unoAoyi{OUeVO KOOTOC MOU €ival avaykaio yia va npayparonoindei n
nwAnan.

(B) MpoBAéweig yia Kivdivoug kail ‘EE0da, EVOeXOMEVEG YNOXPEWOEIG kal EvIeXOHEVEG
Anaitioeig: O1 npoPAéwelc avayvwpilovral 0tav n ETaipeia €xel eveoT®OA VOMIKN I TEKPAPTH
UNOXPEWON WG AMOTEAECHA MPOYEVESTEPWV YEYOVOTWY, €ival mbavi n ekkabdapion TnG HECW EKPONC
nopwv kai pia a&ionioTn eKTiUNON TNG UNOXPEwoNng Mnopei va npayupartonoindei. O npoBAEWelg
enavegetalovTal O KABe nuepopnvia 10oAoyIopoU Kal npooapudlovTal £TOI WOTE va dneikovi(ouv Tn
napoloa aia Tou €E600U MOU AQVAMEVETAI va XPEIQOTEl yia TNV TAKTOMOINGN TNG UMNOXPEWONG. Av N
enidpacn TNG XPOVIKNG afiag Tou xpnuaTog eival onuavTikn, ol npoBAEyelc  unoAoyilovTal
NPOEEOPAWVTAC TIC AVAREVOHEVEG MEANOVTIKEG TAWEIOKEC POEC E EvaVv OUVTEAEDTH MPO POPWV O OMoiog
avTIKATONTPICEl TIG TPEXOUOEG EKTIUNOEIG TNG AYOPAG yia TNV XPOVIKN agia Tou XpruaTog, kal ornou
KpIVETal anapaitnTo, Toug KIvOUVOUG Nou OXETICOVTAl OUYKEKPIPEVA KE TNV UNOXPEWOT). Ol EVOEXOMEVEC
UNOXPEWOEIC OV avayvwpilovTal OTIC OIKOVOMIKEC KATAOTAOEIC aANd yvwoTonoloUvTal, EKTOC €Av N
meavoTnNTa MIac €KPorc nopwv Mou NePIANAPBAVOUV OIKOVOUIKG OQENN eival eAAXIOTN. EvOeXOUEVEG
anarrioeig dev avayvwpilovTal OTIC OIKOVOUIKEG KATAOTACEIG AANG yvwaTonolouvTal OTav [ia €lopor)

OIKOVOMIKOV WQEAEIV gival moavr).
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ZHMEIQZEIZ EMNI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2005

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

anolnuiwon ouvTagiodoTnong unohoyidovral otn NPocEo@Anuévn afia Twv PEANOVTIK@V NApoXwv rou
£XOUV OUCOWPEUBEl kaTd Tn AN Tou £Touc, PE BACN TNV avayvwpion dIKAIWUATOS NApoXwV TV
epyalopévawv Kata Tnv OIApKEId TNG avapevouevnG e€pyaociakng Zwnc. O avwTEPw UMNOXPEWOEIG
unoAoyilovTal he BAoN TIG OIKOVOMIKEC Kal avahoyIoTIKEC NapadoxEC nou avaAuovTal oTn Znueiwon 19
Kal kaBopidovTal XpnoILoNnoInVTac TV avaloyioTikny JEBODO anoTiUnonG TwV EKTIHOPEVWY Hovadwv
unoxpéwong (Projected Unit Method). Ta «kaBapd kOOTN OUVTAgNdOTNONG TNG XPNOEWC
oupnepIAapBavovTal oTo KOOTOG HIoBodoaoiag oTnv €MICUVANTOUEVN KATACTACN AMOTEAEOUATWV Kal
anoTeAoUvTal and Tn napoloa aia Twv Napoxwv Mou €yivav OedOUAEUUEVEC kaTd Tn OIAPKEId TOU
£€TOUC, TOUC TOKOUG €Mi TNG UMOXPEWONG NAPOXWV, TUXOV KOOTOC MPOYEVECTEPNG UMNPECIAC, Ta
avahoyIoTIka KEPDN 1) {nuieg kal 6rola aAAa NpooBeTa ouvTagiodoTika KOOTN. To KOGTOG NPOYEVESTEPNG
unnpeciac avayvwpilovral oe oTabepr] Bacn navw oTn PEOn nepiodo €wG OTOU TA OQPEAN Tou
npoypddpaTog katoxupwBoUv. Ta pn avayvwpiopéva avaloyioTika kEpdn kai {nuiec, avayvwpilovTal
Katd Tn péon unoAsndpevn nepiodo MAPOXNG UMNPECIDV TWV  EVEPYWV  UMAAMNAWV  Kal
oupnepIAapBavovTal we KMEPOG Tou kaBapou KOOTOUG OUVTAgIodOTNONG KABE £TOUG €av, KT Tnv &vapen
™G XPNoew¢ unepPaivouv To 10% TNG 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 ao@alioTIKO gopea To IKA. INa Toug aopalioHEVOUG OTO
IKA Tunua TnNG OUVOMKNG €1I0popdc KaAUNTETal and Toug epyodOTeG. Katd Tnv ouvTagiodotnon To
ouvTa&l0d0TIKO Tapeio eival unelBuvo yia Tnv KaTaBoAnl TwV OUVTAEIOSOTIKWV NAPOXWV OTOUC
epyalopévouc Kal KaTa ouvenela n ETaipeia dev €xel Kaupia VOMIMN 1 TEKKAIPOMEVN UNOXPEWDN Yia

KaTaBoAr Napoxwv GUVTAEEWC Kal IaTPOPAPHAKEUTIKNAG NEPIBAAYNG GTO NPOCWIKO TOU.

(1g) Avayvwpion Egodwv: Ta £00da anod napoxr unnpeciwv Aoyidovral atnv Xpron nou agopouv Hovov

(io7)

oTav niBavoAoyeiTal 0TI Ta OIKOVOMIKA OopENN Mou GuvdEovTal e Tn ouvallayr Ba sigpelicouv aTnV
enixeipnon. H @uon Twv ayabwv Tng ETaipeiag sivar TéEToia 6nou n peTapifacn Twv KIvOUVWY Kal Twv
WQENEIWV TNG KUPIOTNTAG, CUMMINTEI PE TNV €kdOONn TWV NApacTaTIKWV nwAnong. Ta €ogoda anod
evoikia o€ akivnta Aoyifovral oe ouoTnuaTiky Baon karta Tn didpkela TnG Miobwong, Bacn Tou
MIoBwTnpiou gupBoAaiou. O1 Tokol AoyifovTal e Tn Baon Twv dedoUAeUPEVmV £00dwv (AapBavovTag
undwn Tn npaydaTiki anodoon Tou Neplouciakol aToixeiou). Ta pepiouara Aoyilovral oTtav

OpICTIKOMOIEITAl TO SIKaiwpa €ionpa&ng and Toug PETOXOUG.

®opog Eicodnparog (Tpéxmv kai AvaBaAAopevog): O Tpexwv kal avapaiopevog (popog
€100druaTog, unoAoyidovral BACEl TwV OXETIKWV KOVOUAIWV TWV OIKOVOUIKWV KATACTACEWY, OCUN(®VA
HE TOUC POPOAOYIKOUC VOHOUG Nou IoxUouv aTnv EANada. O TpExwv pOpog EI008NKATOC apopa, Ppopo
eni Twv popoloynTéwv KePdWV TNG ETaipeiag onwe avapop@wenkav cUUpWva PE TIC anaiThoEIlG Tou
(POpoAOYIKOU VOHOU, Kal unoAoyileTal pe Pdacn Tov I0XUOVTA (QOPOAOYIKO ouvTeAeoTr. H

avaBal\opevn popoAoyia unoAoyileTal xpnoidonolnvTag Tn PéBodo unoxpewoew (liability method)
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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 2005
0 OAEC TIC NPOCWPIVEC (POPOAOYIKEC DIAPOPEC KATA TNV NUEPOUNVia Tou 100AOYIOHOU HETAEU TNG
@OPONOYIKNG BACNG Kal TNG AOYIOTIKAG a&iag Twv NEPIOUCIAKWY OTOIXEIWV Kal UNOXPEWTEWY. Ol
QVAMEVOHEVEC POPONOYIKEG EMINTWOEIG anod TIC NPOCWPIVEG POPOAOYIKEC BIAPOPES NpoadiopilovTal Kal
eppavidovral ite w¢ HEANOVTIKEG (avaBaANOUEVEC) POPOAOYIKEC UNOXPEWTEIG, EITE wC avaBANOUEVEG
@opoloyIkéG anaitrioels. KaTtaxwpouvtal eniong avaBarAOPEVEG (POPOAOYIKEC aNAITAOEIC YIa TIG
METAPEPOUEVEC (POPOAOYIKEC {NUIEC KATA TNV €KkTaon nou mbavohoyeital OTI Ba undapxel dIaBEaipo
@opoloynTéo KEPDOC &vavTl TOU OMOIoU N €KNECTEA Mpoowpivr diagopd pnopei va agonoindei. H
MoyioTikr| afia Twv avaBaAOPeEVWV (POPONOYIKWV anaIThOSWV avabewpeital o KABe nuepopnvia
I0oAoyiopoU. O1 avaBalAOLEVEG (POPONOYIKEG AMNAITAOEIG KAl UMNOXPEWOEIG VI TNV TPEXOUOA KAl TIG
NPONYOUKEVEG XPNOEIG AnoTIM®VTAl OTO NOCO MOU AVAWPEVETAl va NANPWOEI OTIC POPOAOYIKEG ApXEG ()
va avaktnBei and auTéc), pE TN XPHon (POPOAOYIKWV OUVTEAEOTWV (KAl (POPOAOYIKOV VOUWV) Mou

&xouv BeonioTel, N ouoIaoTIKA BeonIOTEl, WEXPI TNV NUEPOMNVia Tou IooAoyioou.

(1) XpnuatodoTikéG kal AsiToupyikéG MioOwoelg: H Etaipeia Oev €xel ouvawel XpnuUATOdOTIKEG
HI00WOoEIG. MIGBROEIG 6rou 0 ekpICBWTNG diIaTnpei OAOUG Toug KIVOUVOUG Kal Ta 0QEAN TNG ISI0KTNGIAG
TOU nayiou kataxwpoUvTal w¢ AEITOUpYIKG HIoBwpaTd. O NANPWHES TwV ASITOUPYIKOV HICBWPATOV
avayvopilovTal g €va €000 OTNV KATAoTACN ANOTEAEOUATWY O oTadepr BAcn kata Tnv dIApKela

NG HioBwong,.

(1n) Xpnuartooikovopikda Mpoiovra: O XpnpaTOOIKOVOUIKEG anaiTHOEIG Kal UNOXPEWOEIG OTOV IG0AOYIOHO
nepiAapBavouv Ta SlaBeoipa, TIG ANAITACEIG, TIG CUUHETOXES, TIG BpaxunpOBeoHEG Kal HaKpOnpOBECHES
unoxpewoelG. O1 AOYIOTIKEG APXEG avayvwpiong Kkal anoTiunong Twv OTOIXEIWV avagepovTal OTIg
avTIOTOIXEG AOYIOTIKEG apxEC ol onoieg napouaialovral o auTn Tn onueiwon. H ETaipeia dev kavel
XPAON Napaywywv XPNUATOOIKOVOUIKWV MPoioVTwV OUTE yia avTioTaduion kivouvou, ouTe yia
KePOOOKOMIKOUG okonoUg. Ta XpnHATOOIKOVOUIKA MpoidovTa napoucialovral wg anaiThoelg, UNoXpEWOEIG
| aToIxeia Tng kabapng B€ong BAcel TNG oUCIAG Kal TOU MEPIEXOMEVOU TWV OXETIKWV OUMBACEWY ano TIG
ornoie¢ anoppeouv. Tokol, Hepiouata, képdn kal {nuiec mou npokUNTouv and Ta XPNHATOOIKOVOMIKA
npoiovra nou xapaktnpifovral w¢ andithoeiG N UNOXPEWOEIC, avayvwpilovtal wg £€oda n £ooda
avTioToixa. H diavour HEPIOPATWY OTOUG HETOXOUG AoylioTiKomolgiTal anguBeiag otnv kabapry B<on. Ta
XPNHATOOIKOVOMIKG MpoiovTa oupyneifovrar oétav n Etaipeia, oUP@wva We T vopoBeoia €xel To
Olkaiwpa auTo kal npoTiBeTal va Ta cupywngiosl oe kabapr Baon (META&U Touc) r va AvakTnoel To
NEPIOUCIAKO OTOIXEIO KAl va GUPWN@IoE! TNV unoxpéwan TauTtoxpova.

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

e EUAoyn A&ia: Ta nood nou gugavifovral 0TouG GUVNHUEVOUG ETROIOUG I00A0YIOHOUC yia Ta diabaiua,
TIC BpaxunpOBeoUeC anaiTAOEIC Kal TIC BpaxunpOBECUEG UNOXPEWOEIG, MPOCEYYI(OUV TIC AVTIOTOIXEG
€UNOYEG TOUG a&ieg AOyw TNG BpaxunpoBeoung ANENG TwV XPNHATOOIKOVOHUIKWY aUT®V MpoiovTwy. H
€UAoyn a&ia Twv Tpanelikwv Hakponpobeouwy daveinv dev Siagoponoleital anod Tn AoyIoTIKN Toug agia

AOYW TNG XPONG KUKAIVOUEVWV EMITOKIWV.

15



ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YINMHPEZIQN DIRECT MARKETING
ZHMEIQZEIZ ENI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2005
¢ MoTwTIKOG Kivduvog: H ETaipeia dev €xel ONUAVTIKI OUYKEVTPWON MIOTWTIKOU KIVOUVOU &vavTl TWV
oupBalopévwy pepwv. H péyioTn €kBeon o MIOTWTIKO Kivduvo avtavakAatal and To UWog Tou KAaBe
oToIXEIOU KUKAOPOPOUVTOC EVEPYNTIKOU.
¢ Kivduvog EmiTokiou ka1 ZuvaAlaypaTtikog Kivduvog: : Ta davela Tng ETaipeiag eival og supw Kai
€XOUV KUMAIVOEVO emiTOkio. H ETaipeia péxpr TNV nuepounvia ouvta&ng Tou Ioohoyiopol Oev
Xpnoidonoinos napdywya g€ XpnUaToolKovopIKG MPoiovVTa NPOKEIUEVOU va HEIMOEl TNV £KBECN TNG OTOV
Kivduvo peTaBoAng Twv emimokiwv. H Aloiknon Tng ETaipeiag nigTelel 0TI Sev ugioTavTal onpavrikoi
Kivduvoi ano TIC dIaKUKAVOEIC TwV ENITOKIWV Kal TOU EEVOU CUVAAAAYHATOG
o Kivduvog Ayopag: H ETaipeia dev éxel ouvayel cupBoiaia yia Tnv avtioTabpion kivduvou ayopdc, nou
npokUNTEl anod Tnv €kBeorn TnG o€ JIAKUMAVOEIC TwV TIHWV TWV NPMTWY UAWV NOou Xpnoidonolei atn

napaywylikn diadikacia.

(10) Képdn/(Znpieg) ava Meroxn: Ta Baocika képdn/(nuiec) ava petoxry unoAoyidovTal diaipwVTAg To
KEPOOG 1 Tn {nuia mou avaloyei OTOUG KATOXOUG Kolvwv WeToxwv TngG ETaipeiac pe 10 péoco
OTABUIOPEVO apIBPO KOIVWV PETOXWV O KUKAogopia katd Tn didpkeia TnG xpnong. H Etaipeia dev
unoloyilel anopeiwpéva kEPdN/(INUieg) ava petoxn dedopévou OTI dev €XEl eKOWOEI MPOVOMIOUXES
METOXEC 1] dUVNTIKOUC TITAOUG N dikAI®PATA Npoaipeons 1 ayopdc WeToxwv nou 6a pnopoloav va
Ouvdpel va PETaTpanolV o€ KOIVEG JETOXEC (Znueiwon 10).

4, KOZTOZ MIZOOAOZIAZ
To ko60oTOC HI0B0d00Iag Nou NEPIAAPBAVETAl OTIC CUVNUUEVEG OIKOVOMIKEG KATAOTACEIC AVAAUETAl WG
€8nG :

OE EUP® 2005 2004

MigBoi kal nuepopiodia 4.288.973,78 3.801.067,00
EpyoDOTIKEG EI0POPEG 1.159.357,81 1.027.828,34
MpoBAsywn anolnuiwong Npoownikou Adyw

ouvTagliodoTnong (Enueiwon 19) 83.972,00 48.910,00
Aoina €§0da NpocwnIKoU 25.817,69 36.483,30
Z0volAo MigBodooiag 5.558.121,28 4.914.288,64
'E€0da nou evowpaTwbnkav oTo KOGTOC NAapaywyns 5.320.442,74 4.660.226,86

O WETOC OpOG TOUu MpoownikoU Tng ETaipeiag kaTta Tnv olkovopikn Xprion 2005 diapoppudnke o 362
anaoyoAoUpevouG (oIkovouikr Xprnon 2004 : 320)
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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 2005

5. ANNOZBEZEIZ

O1 anooBéaeic nou AoyioBnkav OTIG GUVNUKEVEG OIKOVOUIKEG KATAOTACEIG avaAuovTal wG €Enc:

O EUP® 2005 2004
AnooBECEIC EVOWUATWV akivnTonoIinoewv (Znueiwon 11) 27.231,59 100.311,90
AnooBECEIC ACWUATWV akivnTonoinoewv (Enueiwon 12) 2.992,10 3.747,45
ZUvolo 30.223,69 104.059,35
AnooBECEIC NOU XPewBNKav 0TO KOOTOC NAPAywync 28.712,50 98.856,39

6. EEOAA AIOIKHTIKHZ AEITOYPIIAZ

Ta €50da dIOIKNTIKNAG AEITOUPYIAg Nou eU@avifovTal OTIC CUVNUMEVEG OIKOVOUIKEG KATAOTACEIC avaAUovTal WG

€8nG:

O EUPM 2005 2004
MioBodoaia 118.839,27 159.404,68
ApoiBég Tpitwv 176.304,28 130.164,39
Evoikia 11.654,22 12.764,83
Mapoxeg TpiTwv 13.560,18 17.079,02
®opol 4.390,08 7.796,73
Aandveg Ta&gidiov 1.373,78 510,50
AwpeEg Enixopnynoeig 1.495,41 2.303,31
AnooBéaoelg 906,71 3.121,78
Aoina 33.028,95 26.534,64
Z0volo 361.552,89 359.679,88
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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 2005

7. EEOAA AEITOYPI'IAZ AIAGEZHZ

Ta €€oda AsiToupyiac d1GBeong nou eu@avifovTal OTIG CUVNUMEVEC OIKOVOUIKEG KATAoTACEIG avallovTal we

Lt e

OE EUP® 2005 2004
MigBodoaia 118.839,27 94.657,11
ApoIBEg TpiTwv 176.823,08 207.366,90
Evoikia 11.654,22 12.764,83
MapoxEg TpiTwv 13.455,18 18.235,20
®opol 4.390,08 2.610,15
Aanaveg Tagidiwv 1.373,78 510,50
AwpeEc Enixopnynoeig 1.495,41 2.303,31
AnooBEosic 604,48 2.081,18
Aoind 38.962,99 18.219,97
Z0volo 367.598,49 358.749,15

8. EE0AA XPHMATOOIKONOMIKA

Ta XpnuaTooikovopikd €€0da mou epeavifovTal OTIG OUVNUMEVEG OIKOVOMIKEG KATAOTACEIC avaAlovTal wg

&ne:

OE EUPW 2005 2004
Tokol BpaxunpdBeopwy daveiwv (onueinon 21) 39.245,11 53.636,32
Aoind XpnHAToOIKOVOUIKG £€00a 1.028,44 1.168,57
ZUvoAO XpNHATOOIKOVOHIK®V EE08mV 40.273,55 54.804,89

18



ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YNMHPEZIQN DIRECT MARKETING

ZHMEIQZEIZ EMNI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2005

9. ®OPOZz EIZOAHMATOZz

H dandavn yia To @Opo €I00dNPATOC TwV XPNoswv avalleTal wg €ENG:

OE EUPD 2005 2004
AvaBaA\opevog (pOPOG EI00DAHATOG 10.433,00 25.464,00
Z0UvoAo (pOpPOU E1003NHATOG 10.433,00 25.464,00

>Tnv ETaipeia katd mn xprion 2004 dev kaTaloyiobnke QpoOpog €100dNHATOC AOYyw {NUIOYOVWY anoTEAEOUATWV.
Eniong kata Tn xprion 2005 dev kataloyioBnke popog Aoyw Twv {NHIOYOVWV AnoTEAEOPATWY NApeABOUCHV

XPHOEWV.

STov nivaka nou akoAouBei napatiBeral n ouppwvia PETaE Tou ovopaoTikoU Kkal Tou Mpayuartikou

(POPONOYIKOU CUVTEAEDTN:

OE EUPRD

2005 2004
AnoTeAéopaTa npo Qopwv 469.160,58 -256.925,19
DOPOC £100dMPATOC UMOAOYIOUEVOG WE TOV 10XUOVTA (POPOAOYIKO
ouvTeheaTn oTiG 31.12.2004 (35%) 0,00 -89.923,82
®OpoC £100dNATOG UMOAOYIGHEVOG HE TOV 1I0XUOVTA (POPOAOYIKO
ouvTeAeaTH oTIC 31.12.2005 (32%) 150.131,39 0,00
Mn eknINTOpEVEG OanAveg / -un popoAoyoUpeva £00da (Kupiwg
Mepiopara) -139.698,39 115.387,82
MpOBAEYN TPEXOVTOG POPOU E100BNHATOG XPHOEWG 10.433,00 25.464,00
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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 2005

AvaBaAAOpEVOG POPOG EICOBNHATOG

O avaBaldpevoc popoc onwc napouacialeral oTouc Ioohoyiopolc Tng 31 AskepBpiou 2005 kar 2004 kabwg

Kal OTa anoTEAEOPATA TwV XPAoewV Nou €Angav oTig 31 AekepBpiou 2005 kai 2004 avaAUeTal w¢ €&NG:

OE EUP®

AvaBaAAOHEVEG POPOAOYIKEG ANAITHOEIG
Alaypagn 60wV £yKATAOTAGEWY MouU Oev
nAnpouv Ta KpITPIa avayvmpiong wg duia
Mpooappoyr NPORAewnG yia anolnpiwon
NpocWMIKOU

Mpooappoyr NPORAEWNG ENICPANDV ANAITHOEWY
®opoAoYIKA EKNECTEEG {NMIEG

MikTEG avaBaAAOHEVEG POPOAOYIKEG
anaiTnoeig

KaBapég avaBaAAOHEVEG POPOAOYIKEG
anaiTnoeig

AvaBaAAOHEVOG POPOG OTA ANOTEAECHATA

XPRoEws

KATAZTAZH

IZOAOrizMoz ANOTEAEZMATQN

2005 2004 2005 2004
2.394,00 4.309,00 -1.915,00 -4.405,00
39.395,00 28.860,00 10.535,00 -748,00
36.295,00 55.348,00 -19.053,00 -11.938,00
167.857,00 167.857,00 -8.373,00
245.941,00 256.374,00 -10.433,00 -25.464,00

245.941,00 256.374,00

-10.433,00 -25.464,00
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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 2005

10. KEPAH / (ZHMIEZ) ANA METOXH

Ta Baoika kEpdn/(Cnuiec) ava petoxn unoloyilovral diaipavTag To kEPSOC 1 TN {nuia nou avaloyei oToug
KATOXOUC KOIVWV HETOXWV TNG ETaipeiac pe To PECO OTABUIOUEVO APIBUO KOIVWV PETOXWV Of KUKAOQOpIia
KaTda Tn diapkela TN Xpnong.

lMa Tov okono Tou unoAoyiopoU Twv Badikwv kepdwv / (InUImV) Aneenkav unown:

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

Ta anoTteAéopata Tng ETaipeiag dev £xouv unoaTeil kappia NepAITEPW avanpooapoyn.

i) O pECOC OTABUIOPEVOC apIBUOC KOIVWV HETOXWV OE KUKAOQOpIa KaTa Tn didpkeia Tng Xpnosws dnAadr o
apIBUOG TwV KOIVWV HETOXWV Mou PpiokovTal o KukAopopia kata Tnv £vapén Twv xprioewv (1 Iavouapiou
2004 kai 2005 avTioTolxa) NPOCAPHOCHEVOC HE TOV ApPIBHO TV KOIVGV HETOXWV MOU €kdOBNKAV KATA Tn
dldpkela Toug, NoAAanAacialOeEvVOG HE OUVTEAEOTH OTABUIOHEVOU XPOVOU KUKAopopiac. O GUVTEAEOTHG
auTog gival 0 apiBUOG TWV NUEPWY MOU Ol CUYKEKPIPEVEG LETOXEG BPIOKOVTAl € KUKAOPOPIA, O OXEDN HE TO
OUVOAIKO apIBUO TWV NUEPWV TNG XPNOEWG.

Katda tn xprjon 2005 dev unnp&e KETABOAN ToU HETOXIKOU KepaAaiou Tng ETaipeiag (Enueiwon 17)

Ta akdlouBa aneikovifouv TIG MANPoQopieG yia €003a Kal WETOXEG MOU XPNoIporoinénkav yia Tov

UNoAOYIOUO TwV BACIKWV KEPDWV ava PETOXN:

nood o€ eup® 2005 2004
Kae'apo anoTeAEcHa nou ava)goysl oToug ] 458.727,58 -282.389,19
HETOXOUG Yia TO BaCIKO anoTEAECHA ava HETOXN
Baoika képdn / ((nuiec) ava peToxr 2,8400 -1,7483
AplQuoq KOIV@V OVOLAOTIKWV HETOXWY OF KUKAo@opia 161.522 161.522
kaTa Tn Angn TnG XpNoewg
Megog oTaBUIGHEVOG apIBUOG KOIVWY OVOUAOTIKWY 161.522 161.522

METOXWV YIa Ta BAcika KEPON ava HETOXN

Aev OUVTPEXEI AOYOC NApabeanG anopeiwpevwv Kepdwv / {nUIMV ava 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 2005

11.ENZQMATEZ AKINHTOMNOIHZEIZ

METABOAEZ ENZQMATQN MNEPIOYZIAKQN ZTOIXEIQN
FA TH XPHZH NOY EAH=E 2TIZz 31.12.2005

‘EminAa kai

Kripia kai Aoinog
OE EUPM EYKATAOTACEIG EEonAIopo0G ZYNOAO
YnoAoino evap&emg 54.688,28 932.990,27 987.678,55
Mpoobrkeg 95.592,50 5.710,86 101.303,36
MeIwoelg -54.688,28 0,00 -54.688,28
ASia KTiosng 95.592,50 938.701,13 1.034.293,63
SwpeUpEveC anooBeéoeic 31.12.2004 51.496,61 897.565,35 949.061,96
AnooBETEIC XPNOEWG 6.406,08 20.825,51 27.231,59
AnooBECEIC HEIWOEWY -52.513,26 0,00 -52.513,26
ZWPeUPEVEG ANOOPBECEIG
31.12.2005 5.389,43 918.390,86 923.780,29
KaBapn avanooBeoTtn agia
31.12.2005 90.203,07 20.310,27 110.513,34
Ka@apn avandopeotn adia
31.12.2004 3.191,67 35.424,92 38.616,59

12. AYAA NMEPIOYZIAKA XTOIXEIA

METABOAEZ AYAQN MEPIOYZIAKQN ZTOIXEIQN

A TH XPHZH NOY EAH=E 2TIz 31.12.2005
AOYIOHIKO Kal

Aomna

OE EUPW Sikai®para ZUvolo

YnoAoino evap&eng 1.031.688,43 1.031.688,43
Mpoobkeg 0,00 0,00
MeIwoEIg 0,00 0,00
A&ia KTnoswg 1.031.688,43 1.031.688,43
SWPEUNEVEG anoaBeoelg 31.12.2004 1.027.360,24 1.027.360,24
AnooBETEIC XPOEWG 2.992,10 2.992,10
Zwpeupéveg AnooPBéoceig 31.12.2005 1.030.352,34 1.030.352,34
Ka@apr avanooBeoTtn aia 31.12.2005 1.336,09 1.336,09
Ka@apr avanoofeotn adia 31.12.2004 4.328,19 4.328,19
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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 2005

13. 2YMMETOXEZ ZE OYITATPIKEZ ETAIPEIEZ

2Toug AoyapiaopoUc Tou IooAoyiopoU «SUMMETOXEG O BuyaTpIkEG €Talpeiec» nepIAaPBAvovTal oI NApakaTw

OUMMETOXEC (ZnKeiwon 3B)

OE EUP® 2005 2004
ZUMHETOXEG O€ 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 elonyuévn o€ XpnuaTioTrpio ASImV Kal KaTa ouvenela Oev Undapyel
Xpnuariotnpiakn aia woTe va unohoyioTei n elAoyn a&ia TnG enevOUCEWG AUTHC.
H TeAeutdia anotiynon £yive Tnv 31.12.2004. H Etaipeia ekTiyd om v 31.12.2005 dev npokUMTOUV

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

14. ATIOGEMATA

Ta anoBéuata TG Etaipeiag oTig 31.12.2005 avaAUovtal wg €ENG:

O EUPW 2005 2004
Epnopeupara 32.941,95 32.941,95
MpoBA&welg yia ana&iwon
anoBepaTwv -20.000,00 -20.000,00
Zuvolo 12.941,95 12.941,95

H kivnon Twv npoBAéwewv yia anafimpéva anoBéuara (nou agopd oTnv KaTtnyopia €unopelpdTa) yia T

Xprion nou €Ange oTig 31 AskepBpiou 2005 xel wC EENG -

OE EUP®

YnoAoino Tnv 1 Iavouapiou 2005 20.000,00
Xpnoidonoinon npopAeywng 0,00
MpdoBeTn NPORAEWN XPHOEWS 0,00
YnoAoino Tnv 31 Askepppiou 2005 ~20.000,00
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15. EMIMOPIKEZ KAI AOINEZ BPAXYNPOOE=ZMEZ ANAITHZEIZ KAI AMAITHZEIZ AMNO
ZYNAEAEMENEZ ENIXEIPHZEIZ

O1 EUNOPIKEG ANAITNOEIG, CUUNEPIAAKBAVOUEVWY TWV ANAITHOEWY and OUVOEDEPUEVEC ENIXEIPATEIC, avaAUovTal

G EENG:

H kivnon Twv npoBAEWewV yia EMICPAAEIC anaimioeig yia Tn Xprnon nou é\nge oTic 31 AskepBpiou 2005 Exel wG

€8ng :

0% EUP®

MeAATEC E0WTEPIKOU

Enimayéc £10npakTEEC YETAXPOVOAOYNUEVES Kal

YPaupdTIa €I0MpakTéa

AnNaItroeIg anod OUVOEDEWEVES ENIXEIPNOEIG
MpaypdTia €l0NpakTéa
ZUVOAO EUNOPIKMOV ANAITCEWV

MpoBAEWEIC yia eMopalei anartroeig

MpokaTaBAnTEo! Kal NnapakpaToUevol popol
Aedouleupeva €0o0da

MponAnpwyéva £€0da

MpokaTaBoA£g eni anodwael Aoyapiacpou

Adveia kal NpokaTaBoAéG NpoownikoU
Aoina

2Z0voAo Aoinwv BpaxunpoBecHmV

anaiTnoswv

FevikO OUVOAO EUNOPIKAOV ANAITHCEWV Kl

Aoin®v BpaxunpoBeoH®V anaiTOEWV

OE EUP®

YnoAoino Tnv 1 Iavouapiou 2005
Xpnaiponoinan npoBAewng
MpdoBeTn NPORAEWN XPHOEWS

YnoAoino Tnv 31 AskepBpiou 2005
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2005 2004
1.113.073,12 1.652.120,21
34.266,06 118.295,51
298.268,12 1.274,40
551,78 551,78
1.446.159,08  1.772.241,90
-228.096,26 -221.393,17
1.218.062,82  1.550.848,73
19.239,37 17.662,14
16.532,00 27.383,46
386,00 10.725,54
172.992,44 166.963,58
3.425,27 43.448,44
420,95 3.605,60
212.996,03 269.788,76

1.431.058,85

1.820.637,49

221.393,17
-26.213,61
32.916,70

228.096,26
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16. XPHMATIKA AIAGEZIMA

Ta xpnuatika diabgoipa avaluovtal we KaTwoI:

OE EUPD 2005 2004
Tapeio 4.174,92 1.141,75

Katabéoeig o Tpaneleg :

-OEwG 530.859,33 55.102,75
- NpoBeopiag 0,00 300.000,00
Zivolo 535.034,25 356.244,50

O1 kaTaBoeIg Tpanel®v gival EKPPACHEVEG Ot eup®. OI NPOBECUIAKEG KATABETEIG APOPOUV KUPIWE OE repos.
O1 kaTaBéoeic os Tpdnelec Tokilovral We KupaivOdeva emitokia nmou PBacifovral oTa pnviaia €niTokia

KaTaBéoswv Tpanelov.

17. METOXIKO KE®AAAIO, AlTOGEMATIKO YMEP TO APTIO

21¢ 31.12.2004 TO PeTOXIKO KePaAalo TnG ETaipeiag avepxodTav oe 4.740.670,70 supw diaipoupevo og 161.552
METOXEG OvopaaTIKNG afiag 29,35 supw n Mia. Kata tn xprion 2005 To WeToxikd kepahaio Tng Etaipeiag dev
METABANONKE.

To €10IkO anoBepaTikO «dIapopd and £kdoon KETOXWV UMEP TO APTIO» Uyoug 282.318,42 €upw OXNUATIOTNKE
KaTta Tnv av&non Tou WeToxikoU ke@ahaiou TnG ETaipeiag pe PeTpNTA Kal TIUA d1ABeonG TNG METOXNAG UNEP TO
aptio nou ano@doioe n Meviky Zuvéheuon Twv MeTdxwv TnG 4.10.1999

18. MPOBAEWH I'IA AMMOZHMIQZH NPOZQMIKOY AOIrQ EEOAQ0Y AMO THN YIMHPEZIA

O \oyapiaopdc OTIG CUVNUMKEVEC OIKOVOUIKEC KATAOTACEIG avaAUETal we EENC:

OE EUP® 2005 2004
MpoBAewn anolnpiwong NPocwnikou
Aoyw €€06B0uU anod Tnv unnpeaia 157.579,00 115.438,00

ZUP@wva Je To eEAANVIKO epyaTikd dikalo kabe epyalduevog dikaioUTal anolnpinong o NEPINTWon anodAucng
f ouvTagodoTnong. To nogo Tng anolnuinong EapTtaral and 1o Xpdvo npolnnpeciag Kal TIC anodoxeg Tou
epyalopevou kata To Xpovo TNG anoAuong n ouvtagiodoTnong Tou. Av o epyalOPEVOG NAPAEIVEI OTNnV
eTaipeia Pexpl va ouvta&lodoTnBei AOyw OUMNANPOOEWG TOU €KACTOTE opiou nAikiag, dikaiouTal nooou

€pana€ TouhayioTov igou e To 40% Tng anolnuiwong nou Ba énaipve av anoAudTav Tnyv idia pépa exTog av
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THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2005
npoBAENETAI DIAPOPETIKA OTIC OIKEIEC CUAOYIKEG GUHBATEIC. O EAANVIKOC eUnopIkOC VOUOC, NPoBAENEN OTI oI
eTaipeieg Ba npénel va axnuatifouv NPORAEwn nou apopda 1o gUVOAO TOU NpodwnikoU Kal TOUAAXIoTOV yia
TNV UNOXPEWGN NMou SNUIOUPYEITal €ni anoxwpnong Adyw cuvTa&liodoTnaong (40% TOUAAGXIOTOV TNG GUVOAIKNAG
UNoXPEWONG KTOG av NPoPAENETAl IAPOPETIKA OTIC OIKEIEC CUANOYIKEG OUHBACEIC). To Npdypappa auTd dev
gival xpnuaTodoToUpevo.
O1 UNOXPEWTEIG yia anolnuiwan npoownikol nNpoadiopiobnkav PHECW avaloyIoTIKNG HEAETNC.
H npdBAewn yia anolnuinon npoownikoU Nou avayvwpioTnKe oTa anoTeAéouaTa Twv NepIddwv nou EAngav

Tnv 31 AskepBpiou 2005 kal 2004 £xel wg €EN¢ (OE eupw) :

AOYIOTIKEG ANEIKOVICEIG CUNPWVa HE To AAM19 2005 2004

Mapoloa a&ia pn XpNHAaTod0TOUHEVWY UNOXPEWTEWY 198.077,00 140.219,00
Mn avayvwpiopéva avaloyioTika kEpdn / (ZnHIEC) -40.498,00 -24.781,00
KaB®apr) unoxpéwon avayvwpiGHEVH OTOV IGOAOYIOHO 157.579,00 115.438,00

Mood avayvmpioHéva 0To AoyapiacHO anoTEAECHATOV

KooTog Tpéxouoag anacxoAnong 42.155,00 34.021,00
TOKOG OTNV UNOXPEWCN 6.310,00 4.230,00
MepIKOnEG AOYw HETAPOPAG unarAniwv 0,00 -2.969,00
KooTog Aoyw HeTapopdg unaAniwv 3.514,00 0,00
Avayvopion avaloyioTikng nuiag / (kEpdoug) 598,00 0,00
Kavoviko £€5030 0To Aoyapiacpo anoTeAeopHATOV 52.577,00 35.282,00
KooTog emnAéov napoxwv 31.395,00 13.628,00
ZuvoAiko £€5080 0TOV AOyapiacHO anoTEAECUATOV 83.972,00 48.910,00

MeTaBoA£G oTnV Kabapr) UNOXPEWCN AVAYVWPICHEVH OTOV

1I00AOYIOHO

KaBapr) unoxpewan kata Tnv €vapén Tou £Toug 115.438,00 84.593,00
Mapoxeg nou nAnpwenkav and Tov epyodoTn -41.831,00 -18.065,00
ZUvoAo dandavng nou avayvwpioTnke aTo Aoyapiacpod

anoTEAEOUATWY 83.972,00 48.910,00
KaBapn unoxpéwon oTo TEAOG TOU £TOUG 157.579,00 115.438,00

O1 KUpIEC avaloyIOTIKEG NAapadoxEG Nou XpnoiKonoIndnkav yia Tov UNOAOYIOHO TWV GXETIKWV NPOBAEYEWY

anolnpinong npoownikoU AOyw ouvTaglodoTnong EXOUV WG EENG:

2005 2004
EniTokio XpnuatodoTnong 4,00% 4,50%
Avapevopevn alu&non anodoxwv 4,00% 4,00%
MANBwpPIoHOG 2,50% 2,50%
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19. EMINOPIKEZ YINOXPEQZEIZ

O!1 €UNOPIKEC UNOXPEWOEIC avaAlovTal w¢ KATwo!:

OE EUPM 2005 2004
MPOUNBEUTEG E0WTEPIKOU 392.811,21 873.211,59
EniTayeg nAnpwTéEG

HETaXpOVOAOYNHEVEG 109.476,79 47.209,95
ZUuvoAo 502.288,00 920.421,54

20. BPAXYMPOGEZMOZ AANEIZMOZz

Ta BpayxunpoBeopa daveia sival avaknyeig pe Bacn didgopa NMICTWTIKG Opia nou diatnpei n ETaipeia pe

dlagopeg Tpanelec. H xpnolonoinon TwV CUYKEKPIKEVWV MICTWOEWY NApoUCIaleTal NnapakaTw:

O EUPW 2005 2004

AlgBéoipa MIoTwWTIKA Opia 2.200.000,00 2.200.000,00
Mn xpnoiponoinBév Tpnua 1.750.000,00 1.200.000,00
ZUvolo 450.000,00 1.000.000,00

Ta BpayxunpdBeopa daveia katda Tn SIAPKEIQ TNG XPNOEWE NTAV EKPPaAcpéva os Eupw.

To péoo oTabuIkd eNITOKIO TWV BpaxunpoBeopwv daveinv Tnv 31 AskepBpiou 2005 fTav 4,0% (4,0 % yia
TN Xpron nou €Ange oTig 31 Askeuppiou 2004).

O TOKOC TwV Bpaxunpobéouwy daveinv avhABe cuvolika oe 39.245,11 supw yia Tn Xprion nou £Ane oTig 31
AekepBpiou 2005 ( 53.636,32 eupw yia Tn Xpron nou €Ange oTig 31 AekepBpiou 2004) kai nepiAaupaveral

oTa £€60da TOKWV OTNV EMNICUVANTOUEVN KATAGTACN ANOTEAECHATWV.

21. AOIMNEZ BPAXYINMPOOEZMEZ YINOXPEQZEIZ KAI AEAOYAEYMENA EZOAA

To Nooo6 Nou aneikovileTal OTOV ENICUVANTOMEVO 100AOYIOHO avaAUeTal WG KATWO!:

O€ EUPK 2005 2004

MpokaTaBoAeg neAaTwv 5.311,60 8.189,73
®opol, NANV POpoU €1I000NKATOG, NANPWTEOI 116.126,73 125.782,98
AOCQANIOTIKEG EI0POPEG NANPWTEEG 289.470,66 233.936,35
Aedouleupéva €€0da 134.616,63 143.518,00
AnodoxEG NPOCWNIKOU NANPWTEEG 170,40 170,40
Noinoi JeTaBarikoi 3.622,96 5.491,17
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ZU0volo 549.318,98 517.088,63

22, ENAEXOMENEZ KAI ANEIAHMMENEZ YNOXPEQZEIZ

(a) AvEAeyKTEG (POPONOYIKEG XPNOEIG : H ETaipeia dev £xel eheyxBei popoloyika yia TIG xprioeig 1999
€mG Kal 2005 pe ouvéMeld Ol POPOANOYIKEG TOUG UMOXPEWOEIG VA HNV €XOUV KATAOTEl OPIOTIKEG. Z€
£VOEXOUEVO MEAAOVTIKO (POPOAOYIKO EAEYXO, O (POPOAOYIKEC APXEC EVOEXETAI VA AMOPPIYOUV OpICHEVA
£€0da, au&avovtac €101 TO (POPOAOYNTEO €£l00dNUa TG eTaipeiac emPBAalovTag eninAéov (pOPoUG,
NpOCTIUA Kal Npocau&nosic. Aev eivar duvatdv, Tnv napoloa XPOVIKN OTIYHR va npoodiopIioTel e
akpiBela To UWog Twv emnAéov (OPwWV KAl MPOCTiHWV nou mbavov va empAnBolv kabwg auTtod
€€apTaTal and Ta €UPNUATA TOU POPOAOYIKOU EAEyXOU Kal TIG dianpaypaTeloelg nou 6a akoAouBroouy.
Ma To okono auTo Jev EXEl OXNMATIOTEI OXETIK NPORAEWN OTIC OUVNUUEVEG ETNOIEG OIKOVOMIKEG
KATAOTACEIG.

(B) Ekkpepeic dikeg TnG ETaipeiag: Yopioratal ekkpepng dikn kata Tng ETaipeiac n opioTikn €kBacn Tng
onoiag ekTiyaTal 6T dev Ba €xel ONUAVTIKN €NINTWON OTNV OIKOVOUIKN KATAGTACN ) AeIToupyia TngG.

23. INQZTONMOIHZEIZ ZYNAEAEMENQN MEPQN

(a) MnTpikn ETaipeia kai Aoinég ETaipeieg nou avijkouv oTov ‘OpiAo AOA
Epnopikég ZuvaAAayég
O1 ouvoNikéG ouvalhayeg peTa&u Tng Etaipeiag pe TIG eTaipeie Tou Opidou AOA (uNTpIKR, BuyaTpikeg,

OUYYEVEIC, and KoIvoU eAeyXOHEVEG) EXOUV WG KATWTEPW (OE EUPW) :

NwAnoeig Ayopég
2005 2004 2005 2004
806.202,46 872.070,85 480.553,32 639.860,40
AnaiTnoeig YnoxXpeWoeIg
2005 2004 2005 2004
412.737,23 508.080,78 1.070.721,35 813.643,18

O1 €UNOpPIKEG CUVAAAYEG TV KATA TA WE AVW OUVOEOUEVWV PV JIEVEPYOUVTAl OTO NAQIOIO TwV ouvhRBwY

EUNOPIKWV OPWV KAl MPAKTIKMV.
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XopnynOcioeg - Eyyunoeiq

>7ig 31.12.2005 o1 eyyunoeig TIG onoieg n  ETaipeia gixe xopnynoe! unép Tpitwv avépyovrav oc 88.150,00
€upw (31.12.2004 :dev ixav xopnynoei)

An@Ocioeg Eyyunoeig

3116 31.12.2005 o1 eyyunoeig Tic onoieg | ETaipeia ixe AaBel anod Tpitoug  avépxovTav og 18.000,00 supw
(31.12.2004 :dev cixav AneOsi)

(B) ETaipeieg oTIG onoieg oUpHETEXOUV MEAN Tou AIOIKNTIKOU ZupBouliou

Ta péAn Tou A.Z. Tng ETalpeiag PETEXOUV OTO KEPAAQIO ETAIPIAV, HE NOCOCTO i00 1) HEYaAUTEPO TOU 5%, WG

KATWTEPW :
Etaipeia ©fon o1o A.Z./ AIaxeIpIOTEG
AOA DIGITAL AE MpdedPOC
X. A. Aapunpdakng DATAFORMS AEBE eV OUPPETEXE!
A. E. EKAOTIKH ENE A€V OUMLETEXE!

(y) ApoiBEg AloiknTikoU ZupBouAiou

H Etaipeia dev kaTéBale auoIBEG oTa WEAN ToU AloiKnTIKOU ZupBouliou ouTe €Eoda napdortaons. Ex
TwV PeEAwV Tou AZ n ka Aéanoiva, Boudoupn ival apeiopevo aTéAexog Tng ACTION PLAN AE Ta Aoind péln
Tou AIoIKNTIKOU ZUpBouAiou Tng ETaipeiag k.k Aaunpdkng Xpnotog, Xat{nkokkivog Aapiavog, NikdAaog

KaToiunpakng, Xpuoikakng MavayioTng eival apeiBopeva aTeAéXn TNG UNTPIKNAG eTaipeiag AOA AE.
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ZYMOQNIA IAIQN KEGAAAIQN
MeTa&0 E.A.M. ka1 A.M.X.MN

OE EUP®
Z0volo ISimv Kepalaiov
N/2190/1920
Ai10pOwon Aabav
MpoBAewn anolnuiwong npoownikou
Baon avahoyloTIKNG HEAETNG
Mp6oBeTn NPOBAEWN Yia eNIOPAAEIG
anaiTnoeig
AAAayn AOYIGTIK®OV apXov
Niaypapry €€6dwV NOAUETOUC
anooBeong
MpooBeTn NPOBAEYn yia anagiwpéva
anoBéparTa
Avayvapion avaBarAopevng
(popoAoyiag
ZUVOAo J310pOWTIKAOV EYYPAPROV
ZUvolo Idiwv Kepaldiov ws
A.n.x.nm.

24. ZYMOQNIA IAIQN KEGAAAIQN KAI ANNOTEAEZMATQN METAZY E.A.M. KAI A.N.X..

2004 2003
-190.315,95 14.277,31
-115.438,00 -84.593,00
-221.393,17 -192.245,53
-17.236,63 -24.897,34
-20.000,00 -20.000,00
256.374,00 281.838,00
-117.693,80 -39.897,87
-308.009,75 -25.620,56

ZYMOQNIA ANMOTEAEZMATQN
HeTa&u E.A.M. ka1 A.M.X.M.

OE EUP®

Képdn / (Znpieg) ®opoloyikamv

BiBAiov
A10pOwon Aabwv

MpdBAewn anolnuiwong Npoawnikou

Baon avaloyioTIKNAG HEAETNG

MpdoBeTn NPOPBAEWN Yia EMOPAAEiG

anaiTnoeig
AAAayr AoyIOTIKOV ApX®OV

Aiaypagn 60wV NOAUETOUC andoBEONC
Avayvwpion avaBalopevng popoloyiag
ZUvoAo 310pOMTIKAOV EYYPAPDV
Képdn / (Znpieg) wg A. M. X. M.

30

31.12.2004

-204.593,26

-30.845,00

-29.147,64

7.660,71
-25.464,00

-77.795,93

-282.389,19
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ZHMEIQZEIZ EMNI TQN OIKONOMIKQN KATAZTAZEQN
THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2005

25. IZOAOr'IzMOI METABAZHZ ZE ANXN 31.12.2003 KAI 31.12.2004

Npooappoyn

lashoVuSS ipoonc oy 2aoNEes
oe EAIL ANXN oe AlIXT
o€ EUPW 31/12/2003 31/12/2003
ENEPrHTIKO
Mn KukKAo@OpoUV eVEPYNTIKO
EvowpaTteg akivnToTToINoEIG 133.028,68 0,00 133.028,68
AuAa TTEPIOUCIOKE OTOIXEIQ 32.130,78 -24.897,34 7.233,44
AvaBaAAdueveG OPOAOYIKEG ATTAITATEIG 0,00 281.838,00 281.838,00
Noitrég MakpoTrpdBeoueg ATTAITATEIG 4.998,04 0,00 4.998,04
JUpPETOXEG 232.431,00 0,00 232.431,00
ZUVoAo Un KUKAOPOPOUVTOG EVEPYNTIKOU 402.588,50 256.940,66 659.529,16
KukAo@opoUv EvepynTikd
AtroBéparta 32.941,95 -20.000,00 12.941,95
ATTQITAOEIG aTTO TTEAGTEG 2.273.498,09  -192.245,35 2.081.252,74
NoITTéG BPaxUTTPOBECUESG ATTAITATEIG 194.497,18 0,00 194.497,18
Tapelakd diabéaiya kal IcodUvaua TTPOG auTd 359.134,55 0,00 359.134,55
ZUVOAO KUKAOQOPOUVTOG EVEPYNTIKOU 2.860.071,77 -212.245,35 2.647.826,42
ZuvoAo EvepynTikou 3.262.660,27 44.695,31  3.307.355,58
KAOAPH ©OEZH
MeToxIkO KEPAAQIO 4.740.670,70 0,00 4.740.670,70
ATtroBepaTikd kepaAaia 282.318,42 0,00 282.318,42
AmoTeAéopaTa €1G VEO -5.008.711,81 -39.897,69 -5.048.609,50
ZuvoAo kabapng Béong 14.277,31 -39.897,69 -25.620,38
YNOXPEQZEIZ
MakpoTpO0souEeS UTTOXPEWODEIS
YTTOXPEWOEIG KOBOPITUEVWY TTAPOXWY O EPYACOUEVOUG 0,00 84.593,00 84.593,00
ZUVOAO UAKPOTTPOBEC WY UTTOXPEWTEWY 84.593,00 84.593,00
BpaxumpO0sOoUES UTTOXPEWOEIS
BpaxutrpoBeopeg TpatredikéG UTTOXPEWTEIG 1.600.000,00 0,00 1.600.000,00
NOITTEG BPaXUTTPOBETUEG YTTOXPEWOEIG 1.648.382,96 0,00 1.648.382,96
2UvoAo BpaxumpoBiouwy UTTOXPEWTEWYV 3.248.382,96 0,00 3.248.382,96
ZUVOAO UTTOXPEWOEWV 3.248.382,96 84.593,00 3.332.975,96
ZUvoAo KaBaprg BEoNG Kal UTTOXPEWOEWV 3.262.660,27 44.695,31  3.307.355,58
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. Npocapuoyn .
looAoyiopég - looAoyiouég
peTdfaong o€
og EAN oe ANXN
_— AnXn I
ot EUpW 31/12/2004 31/12/2004
ENEPIHTIKO
Mn KukAo@opoUvTa oToIXEia EVEPYNTIKOU
Evowparta mayia 38.616,59 0,00 38.616,59
AuAa TTEPIOUCIOKA OTOIXEIO 21.564,82 -17.236,63 4.328,19
AvaBaAAOuEVEG POPOAOYIKEG ATTAITHOEIG 0,00 256.374,00 256.374,00
Noirég MakpoTTpdBeauEG aTTAITATEIG 4.998,04 0,00 4.998,04
ZUPMETOXEG 232.431,00 0,00  232.431,00
ZUvoAo Mn KukAo@opoUvTwV TTEPIOUCTOKWYV
OTOIXEiWV 297.610,45 239.137,37  536.747,82
KukAo@opoUv TrEpIOUCIaKd oToIXEia
Amobéuara 32.941,95 -20.000,00 12.941,95
AmaitAoelg atrd TTEAGTEG 1.770.967,50 -221.393,17 1.549.574,33
NoITTEG BPaXUTTPOBECUESG ATTAITACEIG 271.063,16 0,00 271.063,16
Tapelakd diabéaiya kal IcodUvaua TTPOG auTd 356.244,50 0,00 356.244,50

ZUvoAo KuKAO@OPOUVTWY TTEPIOUCIAKWY COTOIXEIWV 2.431.217,11 -241.393,17 2.189.823,94

Zovolo EvepynTtikou 2.728.827,56 -2.255,80 2.726.571,76

KAOGAPH OEZH

MeToxIKO KEPAAQIO 4.740.670,70 0,00 4.740.670,70
ATmroBepaTika 282.318,42 0,00 282.318,42
AmroteAéopara €ig véo -5.213.305,07  -117.693,80 -5.330.998,87
Z0voAo kaBaprig B€ong -190.315,95  -117.693,80 -308.009,75
YNOXPEQZEIE

MakpoTmpo0saueS UTTOXPEWOEIS

YTTOXPEWOEIG KOBOPIOUEVWY TTAPOXWY OE EPYACOPEVOUG 0,00 115.438,00 115.438,00
2UVvOAO UAKPOTTPOOECHWVY UTTOXPEWTEWV 0,00 115.438,00 115.438,00

BpaxumpO0sOES UTTOXPEWOTEIS

BpaxutrpoBeopeg TpaTTedIkEG UTTOXPEWOTEIG 1.000.000,00 0,00 1.000.000,00
NoITTEG BPaXUTTPOBECUESG YTTOXPEWOEIG 1.919.143,51 0,00 1.919.143,51
2UvoAo BpaxumpoBiouwyY UTTOXPEWTEWV 2.919.143,51 0,00 2.919.143,51
ZUVOAO UTTOXPEWOEWV 2.919.143,51 115.438,00 3.034.581,51
ZUvoAo KaBapng BE€oNG Kal UTTOXPEWOEWV 2.728.827,56 -2.255,80 2.726.571,76
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ACTION PLAN ANQNYMOZ EMNOPIKH ETAIPEIA NAPOXHZ YNMHPEZIQN DIRECT MARKETING
ZHMEIQZEIZ EMNI TQN OIKONOMIKQN KATAZTAZEQN

BEBAIQZH

THZ XPHZEQZ NOY EAH=E 2TIz 31 AEKEMBPIOY 2005

O1 avwTépw «ETHZIEZ OIKONOMIKEE KATAXTAZEIS THX ETAIPEIAZ THZ 31 AEKEMBPIOY 2005» kafwg

Kal Ol OUVNUUEVEG en’ auTtav «ZHMEIQSEIZ» eykpiBnkav ano To AIOIKNTIKO SupBoUMio Tng ETaipeiag oTn

ouvedpiaon Tou Tng 1" Maptiou 2006.

Alrva, 1 Maptiou 2006

O MNPOEAPOZ TOY A.Z.

XPHXTOZ A.
NAMTPAKHZ
A.AT.: M 154944

ANTIMPOEAPOZ
TOY A.Z.

AAMIANOZ Z.
XATZHKOKKINOZ
A.AT.: 3147009

H FENIKH
AIEYOYNTPIA

AEZMOINA Z.
BOYAQYPH
A.AT.: T 040129

O OIKONOMIKOZ
AIEYOYNTHZ

ANTQNIOZ X.
AOYZMANOIMOYAOZ
A.AT.: M 101890

O AIEYOYNTHX
AOTIZTHPIOY

OEOAQPOX A. NTOAOZ
A.AT.: A 296576
AM 0001984 A’ TA=HZ
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