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Legal restrictions t ’(

This presentation does not constitute or form any part of any offer or invitation or inducement to sell or issue, or any
solicitation of and offer to purchase or subscribe for, any securities of the Company, nor shall it or any part of it or the fact of
its distribution form the basis of, or be relied on in connection with, any contract therefore.

Information in this presentation is subject to change without notice, its accuracy is not guaranteed and it does not contain all

material information concerning the Company.

The forecasts and forward-looking statements contained in this presentation are necessarily based upon a number of
assumptions and estimates that, while considered reasonable by the Company, are inherently subject to significant business,
operational, economic and competitive uncertainties and contingencies, many of which are beyond the C o mp a eontéols
and upon assumptions with respect to future business decisionsthat are subject to change. Actual results may differ
materially from those projected. Certain numerical information and other amounts and percentages set forth in this

*

presentation may not sum due to rounding.

NFI Empik Media & Fashion S.A. does not accept any liability for the consequences of decisions made on the basis of this

material.



We are the leading, independent regional lifestyle group... a'
¢

Key player on the lifestyle
market
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i Managing the biggest portfolio )
iof premium brands in the region :

| :
' Operator of the largest network :
) of retail outlets !

1

. Active in wholesale trade in
i Poland and in the region

1
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1
. Further growing in Poland and
i expanding internationally

1

: Growing sales and stable
1 o

i margins

1
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Offering media and entertainment, toys and accessories, branded shoes and
fashion products.

Above 40 premium brands (including premium international - Hugo Boss,
Esprit, Mango, Mexx, Palmers, Aldo, Zara, Chanel, Dior, Shiseido, Givenchy,
Guerlain, Kenzo, Salvador Dali, etc.i and proprietary brands).

Operator of 306 retail outlets with net retail area of 117.000 sgm*.

Marketing and distribution of leading cosmetics and optical brands in Poland,
Slovakia and Czech Republic.

Plans to open 80i 90 new stores in Poland in the near future, expanding into
neighboring countries, in particular Ukraine and Germany.

In the first quarter 2007 sales grew by 35,8% and gross margins remained stable.

Ca 108 million visitors p.a. and ca. 26 million transactions p.a.
Average consumer visits one of our stores every second week.

*as on 31st of March 2007, area provided includes Zara
Polska and excludes language schools network.



...which captured a large chunk of Polish lifestyle market...
¥ The Group currently manages a large portfolio of leading international and Polish brands...
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eoperating a business model

concepts with exclusive franchise/license brands.

Proprietary brands and concepts

EMPIK- the dominant media retailer in
Poland and Ukraine specializing in sales of
media and entertainment (chain of 89
stores in PL) and having significant market
shares in books, music and press. Recently
expanding into Ukraine (22 stores).

Business model

. Children products 1 t )
L - - ! ‘
SMYK- the leading children's
clothing/accessories/toy retailer with
41 stores Poland, Germany and Ukraine).
Recently expanding in Germany and
Ukraine.

LSP- the largest language school chain
in Poland (61 schools in 31 cities), Speak
Up and Empik SJO brands. Opening in
Ukraine in 2007.

opr i
Ce

Exclusive franchise / license
brands

combining pr

\ Franchise Fashion
1

ULTIMATE FASHION operation of fashion
brands under long term franchise/license
agreements; chain of 61 stores well
recognized fashion brands.

ZARA POLSKA joint-venture with Inditex
for operation of Zara brand in Poland

' Perfumery i

I marketin \

__________ - -

Optimum Distribution - luxury cosmetics
distribution and marketing; delivery
selective cosmetics and optics to over
4.000 accounts in Poland, Czech and
Slovak

Joint-venture with Sephora



Polish lifestyle market grows considerably

fuelled by robust economy and up

-trend in consumer spending
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A Growing education level of population.

A Growing level of aspiration driven by cultural patterns spread by media.

A Globalization of brands.

A shift from mass goods to quality products with fun/educational value added and transfer
purchasing power from non branded to branded products.
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Continuation of EM&F Group strategy I Outlook for 2007.

Organic growth

\

APlans to open in 2007 between 70-90 outlets with 25.000 -
Organic 30.000 sgm.

Internet sales growth

APlans to spend ca. PLN 8090 MIO on development capex.

AFurther sales growth in existing chain.

Business model development

v

Business

International model extension AAdvanced discussions with 12 new franchise brands in
expansion Ultimate Fashion.

AAdvanced discussions with some new licensed brands
for Optimum Distribution.

ANew product lines in Empik and Smyk.

AlLaunching electronic learning and distant learning in
LSP, strengthening corporate activity in LSP.



Continuation of EM&F Group strategy I Outlook for 2007. a )

Internet
sales

International
expansion

International expansion

\

GERMANY

AFurther development of Smyk chain in Berlin and possibilities further

Organic expansion to other cities in 2008.

growth
UKRAINE

AFull change of acquired chain into Smyk model.

ATransformation of existing Bukva stores to Empik-like operations.

AOpening ca. 8 new Empik and Smyk stores and signing further
leases for 2008-2010.

APreparing to open a new LSP school in Ukraine.

Business model

extension OTHER MARKETS

AUnder discussion and analysis.

Internet sales

EMPIK.com v

ASignificant sales increases.

AExtended assortment and services, as well as enhanced community
features for culture interested clients.

AFurther integration in Empik.com with Empik store chain.

SMYK.com

ALaunching new website.

AEnhanced parents community-Par ent s Cl ub and
Alntegration with Smyk store chain.




The most important events in EM&F Group in the Q1 2007 t "
(according to Groupb6s strategy)

LIVING

Z Growth of sales by 35,8%.

AOpening 22 new stores with total area 7.700 sqm (including 2 language schools).

Z All subsidiaries of the EM&F Group recorded high sales dynamics on existing store bas.
Z Empik.com recorded high sales dynamics of 150%.

Z Opening the first flagship stores of Hugo Boss and Mexx in Poland.
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AOpening new franchise stores Palmers and Spring, and a new retail concept of Hugo Bossi Boss Shoes &
Accessories.

ACo-operation of Empik and P4 - selling PLAY mobile equipment and services in Empik stores.

Z Continuing integration of Smyk and Empik store concepts with the acquired chains in Ukraine; opening of
new Smyk store in Dnepropetrovsk.

10



Seasonality of retail sales for 2006. é
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Growth of sales and development of retail network.

Net sales 0 n continuing operations (min PLN)

Number of outlets on continuing operations

* Excluding Zara Poland in 2005
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