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Davide Campari - Milano S.p.A.
Consolidated Quarterly Report as of 31 March 2002

1.

Introduction

The sales and results achieved by the Campari Group during the first quarter of 2002 are summarized in the table
that follows and extensively commented in paragraphs 2.2 and 3.1 below.
1st Quarter 2002
Sales net of discounts and excise duties
EBITDA
EBITA
EBIT
Income before taxes
Group income before taxes

€ million

127.7
31.0
27.0
20.2
17.5
14.5

2.

Directors’ comments on the results of operations

2.1

Significant events

1st Quarter 2001
92.2
22.0
18.3
15.8
14.9
14.9

% Variation
38.5%
40.8%
47.4%
28.5%
18.1%
–2.4%

Acquisition of Skyy Spirits, LLC
On 15 January 2002 Redfire, Inc., a company wholly controlled by Davide Campari-Milano S.p.A., completed the
acquisition of an additional 50% interest in Skyy Spirits, LLC, a company with its principal place of business in San
Francisco, California, already recorded among minority interests, thereby becoming its controlling shareholder with
a total interest of 58.9%.
The agreement also provides for purchase options by the Group and sale options by the holders of residual interests,
in future fiscal years, at prices related to the results achieved during upcoming fiscal years.
The acquired company distributes in the United States, in addition to its main own brands (Skyy Vodka and Skyy
Citrus), also some relevant third-party brands (among them, in particular, Cutty Sark Scotch whisky and Sambuca
Molinari), as well as Campari Group brands, such as Campari, Cinzano and Ouzo 12.
The company directly develops commercial and marketing activities for its own products on the US market, while
production activities are outsourced, but the company maintains close quality control on the activity of the contractor
third parties.
In March 2002, in collaboration with Miller Brewing Co., the second largest US brewery and a subsidiary of Philip
Morris, the company launched Skyy Blue, a ready-to-drink, a category undergoing very fast growth internationally
and particularly in the United States; sizable marketing investments are planned to support the brand.
In 2001, the company’s sales, net of excise duties, were US$ 111.9 million (about € 127.0 million), up 19% from
the previous fiscal year, while income before taxes and charges for stock options granted to the management, was US$
28.4 million (about € 32.2 million), up 37.8% from the previous year.
The consideration for the deal, valued at US$ 207.5 million (about € 235.4 million), was paid in cash and funded
partly with the Group’s liquidity and partly through bank loans.
The full consolidation of the company starting in 2002 will generate a goodwill, to be amortized at constant rates
over 20 years.
Acquisition of the Zedda Piras group
On 6 February 2002, the subsidiary Campari-Crodo S.p.A. completed the acquisition of 100% of Zedda Piras S.p.A.,
a company with its principal place of business in Alghero, which owns 67.62% of Sella & Mosca S.p.A.. The latter
company in turn owns about 93.66% of Quingdao Sella & Mosca Winery Co. Ltd., commercial joint-venture in
China with local partners, and 100% of Société civile du Domaine de la Margue, a French chateau with about 80
hectares of vineyards.
Net consolidated sales of the Zedda Piras and Sella & Mosca group for 2001 were € 30.1 million, up 9% over the
previous year, while income before taxes was € 3,8 million, up 20% over the previous year.
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The total value of the deal was € 68.2 million, with the addition of an estimated net financial debt of € 21.8
million.
The acquisition, whose consideration was paid in cash, was funded through bank loans.
The acquired companies, inserted in the consolidation perimeter starting January 1st, 2002, will generate a goodwill,
to be amortized at constant rates over 20 years.
New plant in Novi Ligure
In January 2002 the subsidiary Campari-Crodo S.p.A. started the work for the construction of the new plant in Novi
Ligure, whose total surface area will be about 200,000 square meters and for which a total investment of about €50
million is planned.
The new production facility will initially be destined to bottling and storing sparkling wines and Cinzano vermouth,
and to this end its commissioning is expected by the 2003 harvest.
For this purpose, Novi Ligure’s geographical position is particularly favorable, since it is located in the Asti production
area according to pertinent regulations.
Through subsequent expansions, starting in 2004, the new facility will also take on the production activities which
today are carried out in the Sesto San Giovanni plant, owned by Davide Campari-Milano S.p.A., and in the Termoli
plant, owned by the subsidiary Campari-Crodo S.p.A., which will therefore be moved.
Sale of Immobiliare Vassilli 1981 S.r.l.
On 20 March 2002, the Group’s interest in the subsidiary real estate company Immobiliare Vassilli 1981 S.r.l., owned
by the subsidiary Lacedaemon Holding B.V. and not considered strategic within the Group, was sold.
Increase in the interest in Longhi & Associati S.r.l.
On 20 March 2002, the subsidiary Lacedaemon Holding B.V. increased its interest in the affiliated company Longhi
& Associati S.r.l., which rose from 30% to 40%.
2.2

Sales performance

The Group’s consolidated net sales in the first quarter of 2002 were € 127.7 million.
Relative to the corresponding period of 2001, when sales were € 92.2 million, the growth rate was 38.5%.
It should be remembered that the sales data posted herein are invariably shown net of all discounts and excise duties.
As shown in the table below, this result was achieved both by effect of the major impact of recent acquisitions, which
globally generated 29.9% growth in net sales, and of considerable organic growth, which, net of exchange rates effects,
amounted to 8.6%.
Analysis of net sales variation
– net sales, 1 st Quarter 2002
– net sales, 1 st Quarter 2001
Total variation
where of:
– Skyy Spirits, LLC acquisition
– Zedda Piras S.p.A. e Sella & Mosca S.p.A. acquisition
– Brazilian acquisition (not consolidated period 2001)
Growth through acquisitions
– organic growth before exchange rate effects
– exchange rate variation effects
Net organic growth
Total variation

€ million

% over Q1 2001

127.7
92.2
35.5

38.5%

20.1
6.9
0.6
27.6
8.1
–0.2
7.9
35.5

21.8%
7.5%
0.6%
29.9%
8.8%
–0.2%
8.6%
38.5%

More in detail, it is evident that the consolidation of the sales of the new subsidiary Skyy Spirits, LLC had a radical
impact on the Group’s size and geographical diversification: with sales of € 20.1 in the first quarter, the acquisition
brought about 21.8% growth relative to total net sales recorded by the Group during the first quarter of the previous
year.
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It should be recalled that sales of SKYY Vodka, considered here as an incremental effect of the acquisition, are those
achieved on the US market, since the more marginal export part had already been consolidated in the Campari
Group’s sales.
The contribution to overall growth deriving from this acquisition is expected to increase during the remainder of the
year as sales seasonality phenomena abate, since the first quarter is a period of reduced activity in the United States
as well.
The acquisition of Zedda Piras and Sella & Mosca, with consolidated sales of € 6.9 million during the quarter,
generated a growth of 7.5% over the same quarter of the previous year.
The Group’s segment that most benefited from this acquisition is that of wines.
Of the total sales during the quarter of the acquisition, 70% derives from the wines segment, while the remaining
30%, deriving from Mirto di Sardegna and other typical liquors, pertains to the spirits segment.
Lastly, still for purposes of computing acquisition-driven growth, only the January 2002 sales relating to the Brazilian
acquisition were considered, since in the previous year said sales were consolidated for eleven months only.
The effect in absolute value terms is € 0.6 million, accounting for 0.6% of total growth.
The details of the net sales pertaining to each of three acquisitions are as follows:
€ million
SKYY Vodka
Other spirits (third party brands: Cutty Sark Scotch whisky and others)
Skyy Spirits, LLC acquisition subtotal
Zedda Piras typical liquors (spirits)
Sella & Mosca wines
Other sales
Zedda Piras S.p.A. and Sella & Mosca S.p.A. acquisition subtotal
Dreher (spirits)
Admix whiskies
Other sales, Brazilian acquisition
Brazilian acquisition subtotal (January 2002 only)
Total acquisition-driven growth

14.3
5.8
20.1
2.1
4.7
0.1
6.9
0.3
0.2
0.1
0.6
27.6

% of total acquisition
-driven growth
51.9%
21.0%
72.9%
7.6%
17.2%
0.2%
25.1%
1.0%
0.6%
0.4%
2.0%
100.0%

Organic sales growth during the first quarter, if analyzed gross of exchange rates effects, was 8.8%.
When assessing this unquestionably excellent result, however, it is essential to attribute the proper weight to some
contingent factors that had positive effects during the period and that will likely be less pronounced during the
remainder of the year.
– The announced increase, in April 2001, of sale prices to major third party distributors in international markets,
which was not repeated during the first quarter of the current year.
For equal volumes, by virtue of the above, the quarter’s net sales thus fully benefited from the higher average sale
prices; this phenomenon, limited to the aforementioned distributors, will not take place during the rest of the year.
On the contrary, on the positive side and still in regard to the price increase, we foresee that the negative quarteron-quarter effect on sale volumes, deriving from the natural bringing forward of orders by third party distributors,
seen in the first quarter 2001, will be absorbed during the second period of the year.
– On the Italian market, it was considered appropriate partially to bring forward to March the strong commercial
activity of the soft drinks segment, normally concentrated in April, with a significant positive impact on sales.
Variations to average exchange rates on first quarter sales had a modest net effect, amounting to –0.2%; the negative
effect deriving from the depreciation of the Brazilian Real, equal to 10%, was almost completely offset by the better
exchange rate of the US Dollar and of the Swiss Franc against the €.
The distribution of sales by geographic area, as the following table shows, was significantly changed by the acquisition
of Skyy Spirits, LLC.
As a result of the consolidation of this company’s sales on the US market, the Group has seen the percentage weight
of the Americas area more than treble relative to the first quarter of last year.
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Net sales by geographic area
Italy
Europe
Americas
Rest of the world
Total

1st Quarter 2002
€ million
%

1st Quarter 2001
€ million
%

% Variation
2002 / 2001

70.8
24.5
29.6
2.8

55.4%
19.2%
23.2%
2.2%

55.5
27.0
6.4
3.3

60.2%
29.3%
7.0%
3.5%

27.6%
–9.2%
358.7%
–14.4%

127.7

100.0%

92.2

100.0%

38.5%

Italy increased its total sales by 27.6%, thanks to considerable organic growth of 16.5% and to the Zedda Piras S.p.A.
and Sella & Mosca S.p.A. acquisition, accounting for 11.1% overall; nonetheless, the sizable growth of the Americas
area, greater in proportion than growth in Italy, has caused the latter’s percentage of total sales to drop from 60.2%
to 55.4%.
The two tables that follow respectively show the trend in net sales by area of business and the breakdown of total
growth in each business area, into the “growth through acquisitions” and “organic growth” components.
Net sales by segment
Spirits
Wines
Soft drinks
Other sales

1st Quarter 2002
€ million
%

1st Quarter 2001
€ million
%

% Variation
2002 / 2001

77.4
16.4
31.8
2.1

60.6%
12.9%
24.9%
1.7%

53.0
11.0
27.4
0.9

57.4%
11.9%
29.7%
0.9%

46.1%
49.5%
16.1%
142.5%

Total

127.7

100.0%

92.2

100.0%

38.5%

Variation in
net sales by segment

Total variation
1st Quarter
2002 / 2001

of which
growth through
acquisitions

of which
organic growth
net of exchange
rate effects

46.1%
49.5%
16.1%
142.5%
38.5%

42.7%
43.2%
0.2%
19.1%
29.9%

3.3%
6.3%
15.9%
123.3%
8.6%

Spirits
Wines
Soft drinks
Other sales
Total

Spirits
With sales of € 77.4 million, spirits grew by 46.1% in Q1 2002 over the corresponding period of 2001, when sales
had been € 53.0 million.
The recent acquisitions, which generated most of the growth in this segment, further enhanced the core business role
of spirits, increasing the area’s weight over the Group’s total sales, which went from 57.4% to 60.6% during the first
quarter.
SKYY Vodka, the brand that provided the greatest contribution to the segment’s growth, also thanks to the full
consolidation of its sales in the Group’s accounts, with net sales of € 15.3 million – € 14.3 million in the United
States – became the Group’s third largest brand.
It should be recalled that SKYY Vodka sales in foreign markets, already consolidated by the Group during the previous
year by virtue of existing distribution agreements, had amounted to € 0.6 million during the quarter.
The acquisition of Zedda Piras S.p.A. and Sella & Mosca S.p.A. in the first quarter of the year contributed net sales
of € 2.1 million to the spirits segment, with the preponderant portion, i.e. € 1.8 million, achieved by Mirto di
Sardegna.
In Sardinia, the existing sales network will continue to market Zedda Piras brands, while in the rest of Italy the
marketing of Mirto di Sardegna, previously conducted by the Sella & Mosca S.p.A. sales network, will be handled by
the Campari S.p.A. sales organization starting in May 2002.
It is believed that this organizational change will provide an additional impulse to the development of this brand,
already characterized by very strong growth rates.
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Net sales of Campari during the first quarter 2002 amounted to € 22.0 million, slightly down (-1.4%) from Q1
2001.
With the exception of the Italian market, characterized by a very positive performance, sales in the other major
markets recorded drops brought about by different causes.
In the Brazilian market, given the low seasonality of the post-Christmas period and the consequent reduced
significance of the sales data for the period, the recovery in the economy and in the consumption of premium
products, such as Campari, is expected to start during the second half of the year, while in the German market, no
solution has yet been found to the difficult situation of the local economy and of the brand.
In terms of the international markets where the Group operates through third party distributors, given the higher
volatility of sales due to stocking and de-stocking phenomena, which can be controlled only to a limited extent, the
performance was negatively influenced by the effects deriving from the bringing forward of the orders, in Q1 2001,
due to the aforementioned price increases.
CampariSoda, with sales of € 17.1 million in the quarter – almost completely concentrated on the Italian market –
grew by 3.2%.
The brands of the Brazilian acquisition, completed in 2001, gave a significant contribution to the overall growth of
the spirits segment: net sales of Dreher in the first quarter of 2002 were € 2.2 million, up 117.3% over the same
period of the same year; those of admix whiskies (Old Eight and Drury’s) were € 1.1 million, up 27.4%.
It should also be recalled that in 2001 sales deriving from the Brazilian acquisition had been consolidated only from
February onwards, and that in the first consolidated two-month period (February-March) sales performance had been
negatively influenced by the intense sell-in activity conducted by the previous owner of the brands in the period
leading up to the acquisition.
A globally positive performance was recorded by the Group’s other brands, Cynar, Biancosarti and Ouzo12, which
grew respectively by 3.5%, 1.4% and 16.4% during the first quarter of the year.
Regarding third party brands, the acquisition of Skyy Spirits, LLC enables the Group to consolidate, for the first time,
the sales of some brands, foremost among them Cutty Sark Scotch whisky and Sambuca Molinari, for which the
acquired company has distribution rights for the US market.
Q1 2002 net sales of these products were € 5.8 million, amounting to 10.9% of the Group’s total growth in the
spirits segment over Q1 2001, which had globally been 46.1%.
As to the main third party brands already distributed by the Group, Q1 2002 sales of Jägermeister (+ 6.3%) and
Grant’s (+ 2.8%), distributed on the Italian and Brazilian markets, had a positive performance, while sales of Grand
Marnier, distributed on the German market, declined (–4.9%).
Wines
Net sales of wines in the quarter ending 31 March 2002 were € 16.4 million, up 49.5% over Q1 2001, when they
had been € 11.0 million.
The wines segment, starting January 2002, receives the full consolidation of Sella & Mosca wines sales, which
amounted to € 4.7 million in Q1 2002.
The total growth in the Group’s wines can therefore be ascribed to the Sella & Mosca acquisition for 43.2% and to
organic growth for the remaining 6.3%.
As to the existing product portfolio, organic growth was brought about by the good performance of Cinzano sparkling
wines (+29.7%), which, in a low seasonality quarter, grew particularly strongly in the Italian market.
The good performance in the second largest market for the brand can be attributed in the first place to organizational
factors: in Q1 2001, the shift of the distribution of Cinzano products, previously handled by third parties, to the
Group’s sales network in Italy, had penalized the period’s sales.
Secondly, the month of March of 2002 benefited in part from the earlier-than-usual consumption peak associated
with the Easter holidays, which last year took place in mid-April.
In terms of the performance of Cinzano sparking wines in other countries, sales were slightly down on the important
German market and slightly up on the other markets.
Cinzano vermouth sales dropped across all markets (–11.7%).
The low sales of vermouth in Q1 2002 are partly due to the replacement of some third party distributors, which took
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place in some important international markets at the end of 2001, and partly to the stock reduction in the
distribution channel prior to the introduction of the new packaging, planned for May 2002. For this category, the
competition level remains very high in many markets.
In Q1 2002, a slight drop was also recorded in the net sales of the Liebfraumilch wine in Brazil and of the two third
party wine brands distributed by the Group, i.e. the sparkling wines Riccadonna (mainly in Australia) and Henkell
Trocken (on the Swiss market).
Soft drinks
Net sales of soft drinks, in the first quarter of 2002, reached € 31.8 million, up 16.1% over the same period of 2001,
when they had been € 27.4 million.
This result is mainly due to the aforesaid intense promotional activity carried out on the Italian market in March,
partially moving forward the activities normally focused in April.
Crodino net sales grew 16.5% and, aside from the effects deriving from the aforementioned activity, the brand is in
excellent health, as the Nielsen market data constantly demonstrate.
The Lemonsoda, Oransoda and Pelmosoda line’s net sales grew 22.3% Q1 2002 over the same period of the past year.
As to the more marginal Crodo brands, the quarter was positive for drinks and aperitifs, while mineral water sales
were slightly down.
Among third party soft drinks brands distributed by the Group, Lipton Ice Tea closed the first quarter of 2002 with
net sales up 11.5% over the previous year.
Lastly, the Granini fruit juices, which have been marketed only since March 2001, showed strong growth during the
quarter, albeit starting from quite a small base.
Other sales
This segment, marginal and complementary to the others, includes revenues deriving from co-packing activities and
from the sale of raw materials and semi-finished products to third parties.
In Q1 2002, net sales in this segment, amounting to € 2.1 million, more than doubled relative to Q1 2001 sales.
This growth is mostly due to the expansion in the Smirnoff Ice bottling activity, carried out in the Sulmona
production facility.
Secondarily, and to a lesser extent, some of the growth is due to the full consolidation of the co-packing activities
related to the Brazilian acquisition, consolidated in 2001 only from February onwards.

3.

Consolidated financial statements

3.1

Basis of presentation

In accordance with Art. 82, Para. 1 of CONSOB resolution no. 11971 of May 14, 1999, the Board of Directors
prepared the present quarterly report, on a consolidated basis, on the operating performance during the first quarter
of fiscal year 2002.
The financial statements for the first quarter of 2002 were prepared according to the principles and evaluation criteria
used in preparing the yearly financial statements, to which the reader is referred, as they are compatible with the aims
of the quarterly report.
They are therefore compliant with civil provisions, complemented and construed in light of the Consob regulations
and of the principles set forth by the National Council of Accountants (Consigli Nazionali dei Dottori Commercialisti
e dei Ragionieri).
The consolidation area underwent the following changes after 31 December 2001.
– In January, the Group completed its acquisition of 50% of Skyy Spirits, LLC, raising its interest in this company to 58.9%; the company was consolidated with the integral method starting January 1st, 2002.
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– Also in January, the Group completed its acquisition of 100% of Zedda Piras S.p.A., which owns 67.62% Sella
& Mosca S.p.A., which in turn owns 93.66% of Quingdao Sella & Mosca Winery Co. Ltd., a commercial joint
venture in China with local partners, and 99.99% of Société civile du Domaine de la Margue.
Zedda Piras S.p.A. and Sella & Mosca S.p.A. thus entered the consolidation perimeter on January 1st, 2002, while
the subsidiaries of Sella & Mosca S.p.A. were not consolidated as they were not deemed significant for the purposes of representing the Group’s result.
Nevertheless, for the sake of greater clarity, the effect of the two companies’ inclusion on the Group’s financial
situation is indicated: see the paragraph dedicated to the net financial position.
– The real estate company Immobiliare Vassilli 1981 S.r.l., controlled by Lacedaemon Holding B.V., was sold to
third parties.
– The interest held by the Group in the affiliated company Longhi & Associati was raised from 30% to 40%.
With respect to 31 March 2001, no significant effects deriving from organizational changes are noted, aside from the
aforesaid variations.
3.2

Consolidated income statement

The table that follows exposes the consolidated balance sheet for the first quarter of 2002, reclassified according to
international practices.
Data for Q1 2002 are compared to those of the corresponding period of 2001.
Each line in the income statement also shows the percentage of net sales, as well as the percent variation between the
corresponding values recorded in the two compared periods.
(€ million)

1 st Quarter 2002
value
%

1st Quarter 2001
value

%

Net sales
Cost of materials
Cost of production
Total cost of goods sold
Gross margin
Advertising and promotion
Sale and distribution costs
Trading profit
General and administrative expenses
Other operating revenues
Goodwill and trademark depreciation
Operating income (= EBIT) before non recurring costs
Non recurring costs
Operating income = EBIT
Net financial income (losses)
Income (losses) on net exchange rates
Other non operating income (losses)
Income before taxes
Minority interest
Group income before taxes

127.7
(40.0)
(11.0)
(51.0)
76.7
(25.1)
(16.8)
34.8
(10.9)
3.7
(6.8)
20.8
(0.6)
20.2
(1.3)
(0.9)
(0.5)
17.5
(3.0)
14.5

100.0%
–31.3%
–8.6%
–39.9%
60.1%
–19.7%
–13.2%
27.3%
–8.5%
2.9%
–5.3%
16.3%
–0.5%
15.8%
–1.0%
–0.7%
–0.4%
13.7%
–2.3%
11.4%

92.2
(26.4)
(8.7)
(35.1)
57.1
(18.4)
(12.5)
26.2
(7.5)
0.2
(2.6)
16.4
(0.6)
15.8
1.6
(3.0)
0.5
14.9
0.0
14.9

100.0%
–28.6%
–9.4%
–38.1%
61.9%
–20.0%
–13.6%
28.4%
–8.1%
0.2%
–2.8%
17.8%
–0.7%
17.1%
1.7%
–3.3%
0.5%
16.2%
0.0%
16.2%

Total depreciation and amortization
EBITDA before non recurring costs
EBITDA
EBITA before non recurring costs
EBITA

(10.7)
31.5
31.0
27.6
27.0

–8.4%
24.7%
24.3%
21.6%
21.1%

(6.2)
22.6
22.0
19.0
18.3

–6.7%
24.5%
23.9%
20.6%
19.8%

% Variation
2002 / 2001
38.5%

45.6%
34.1%
35.9%
34.6%
32.7%
45.9%

27.1%
28.5%

18.1%
–2.4%

39.4%
40.8%
45.5%
47.4%

The different operating profitability levels reported in the income statement (trading profit, EBITDA, EBITA and
EBIT) show a strong growth relative to those of the first quarter of 2001.
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As we amply commented in the previous paragraph, where we discussed sales performance, the Group’s operating
profitability also benefited to a considerable extent from the consolidation of the recent acquisitions of Skyy Spirits,
LLC, Zedda Piras S.p.A. and Sella & Mosca S.p.A.
The trading profit, which represents the profitability of the products sold, net of production, sale, distribution costs
and of promotional and advertising investments, amounted to € 34.8 million, up 32.7% over the corresponding
period of the previous fiscal year.
However, the trading profit’s percentage of net sales was lower by about one percentage point, thus dropping from
28.4% to 27.3%.
This effect was essentially due to a higher incidence of the cost of goods sold, explained by effects connected to the
organic sales mix, rather than diluting effects deriving from the new consolidated businesses.
In fact, the new acquisitions are integrated in the consolidated income statement with a cost of goods sold structure
that is aligned, as a whole, with the group’s organic one (with SKYY Vodka and Mirto di Sardegna Zedda Piras having
lower costs, Cutty Sark Scotch Whisky and the Sella & Mosca wines having higher costs).
On the contrary, in terms of organic growth, the strong growth of the soft drinks segment (+15.9%) as opposed to
the slower growth of the spirits segment (+3.3%), contributed heavily to the increase in cost of goods sold during the
first quarter of 2002.
Promotional and advertising expenses, up 35.9%, if assessed in terms of percentage of net sales was substantially in
line with the levels of the previous year: the slight drop, from 20.0% to 19.7% during the current year, is mainly due
to the fact that the advertising investment of the Sella & Mosca wines was lower than the Group’s organic figure.
Similarly, sale and distribution costs, up 34.6% in absolute terms, slightly reduced their percentage weight on sales:
in this case, the slight improvement is mainly due to the result achieved in the Italian market, where strong sales
growth was accompanied by the positive effect of cost reductions.
General expenses grew, both in terms of value and of sales percentage, mainly because of the following reasons:
– the first consolidation of recent acquisitions, first and foremost Skyy Spirits, LLC,
– the full consolidation of the Brazilian acquisition, whose expenses in the reference period had been included for
two months only (in addition, the subsidiary Campari do Brasil Ltda. had considerable period costs, in any case),
– new recurring costs deriving from compliance expenses and from the new activities required by the status of publicly traded company; to appreciate the growth in general and administrative expenses, it should also be recalled
that in 2001 the considerable one-off costs connected to the IPO, already classified in the income statement as
non recurring costs, did not bear on general expenses.
In the presentation of the income statement, starting form the first quarter of 2002, we deemed it appropriate to
properly highlight the “other operating revenues” item, which includes solely the royalties received from third parties
for using some of the Group’s brands.
The € 3.7 million amount, greatly exceeding the € 0.2 million figure for the previous year, includes for € 3.4 million
the royalties paid to Skyy Spirits, LLC by Miller Brewing Co. for SKYY Blue sales, the new ready to drink resulting from
an agreement between Skyy Spirits, LLC and Miller Brewing Co., which produces and distributes it in the US market.
When evaluating the twelve-month economic impact deriving from the agreement between Skyy Spirits, LLC and
Miller Brewing Co, it should be kept in mind that during the first quarter of the year, characterized by particularly
high sale levels, the contributions of Skyy Spirits, LLC in support of the communication campaign planned for SKYY
Blue was particularly reduced because the start of the advertising campaign naturally followed the initial phase of
positioning the product in the distribution channel.
Goodwill and trademark amortization for the first quarter of 2002 was € 6.8 million; the € 4.2 million growth
relative to the corresponding value in 2001, which was € 2.6 million, was brought about by the inclusion of goodwill
amortization relating to the three recent acquisitions, and it comprises:
– € 3.1 million: Skyy Spririts, LLC;
– € 0.7 million: Zedda Piras S.p.A. and Sella & Mosca S.p.A.;
– € 0.4 million: Brazilian acquisition (pro rata for January 2002 alone).
Non recurring costs for the first quarter of 2002, amounting to € 0.6 million, are wholly related to restructuring
charges and are aligned with those recorded in the corresponding period of the previous year, when the € 0.6 million
amount related almost totally to one-off costs incurred for the IPO.
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EBIT, i.e. the Group’s operating income, in first quarter 2002 was € 20.2 million; it grew 28.5% over Q1 2001 and
its percentage of net sales was 15.8%.
EBITA, i.e. the operating income before goodwill and trademark amortization, was € 27.0 million, up 47.4% over
the corresponding period of 2001.
This indicator fully expresses the growth in the Group’s profitability during the first quarter of the year, fully reflecting
the positive operating impact of the recent acquisition, while excluding the burdensome amortization of the related
goodwill.
Lastly, EBITDA, i.e. the operating income before the depreciation and amortization of all tangible and intangible
assets, was € 31.0 million, up 40.8% over the first quarter 2001, and amounted to 24.3% of sales.
Income before taxes for the quarter was € 17.5 million, up 18.1% over the first quarter of the previous year.
This growth rate is lower than the one measured at the operating income (EBIT) level, mainly due to:
– higher financial costs: the net difference between last year’s revenues and Q1 2002 expenses is € 2.9 million,
linked with the need to fund the acquisitions;
– higher extraordinary expenses: the negative difference between the two years is € 1.0 million, substantially caused
by the cessation of revenues from real estate capital gains and to the income relating to the minority interest in
Skyy Spirits, LLC, which in 2001 had been recorded in this entry of the income statement, since the Company
itself was not consolidated.
Conversely, the € 2.1 million decrease in net exchange rate losses had a positive impact on income before taxes.
The consolidated income stated discussed above does not show taxes and net income.
Howe ve r, in order to provide a more complete and correct disclosure, it does show the Group’s income before
taxes.
The shares held by third parties in companies included the Group’s consolidation perimeter were absolutely
irrelevant through 2001, whereas, as a result of the recent acquisitions, their relevance grew considerably starting
in 2002.
The most significant third party shares in the Group’s companies today relate to 41.1% of Skyy Spirits, LLC and to
32.38% of Sella & Mosca S.p.A.
Net of minority interests, amounting to € 3.0 million, the Group’s income before taxes for Q1 2002 was € 14.5
million, down 2.4% from 2001, and represented 11.4% of net sales.
3.3

Net financial position

(€ million)
Cash and banks
Marketable securities
Payables due to banks
Real estate lease and other financial payables (current portion)
Net liquid funds
Real estate lease and other financial payables (medium-long term period)
Net financial position

31 March 2002
53.6
14.8
(261.2)
(4.9)
(197.7)
(26.0)
(223.7)

31 December 2001
177.8
46.4
(112.3)
(1.8)
110.1
(13.5)
96.6

The financial position does not consider the own shares held by Davide Campari-Milano S.p.A., recorded among
fixed financial assets at the purchase cost of € 31 million.
Moreover, it should be stressed that if Quingdao Sella & Mosca Winery Co. Ltd. and Société civile du Domaine de
la Margue, both subsidiaries of Sella & Mosca S.p.A., had been included in the consolidation perimeter, liquid funds
would have been reduced by about € 0.5 million.
The growth in financial debt relative to 31 December 2001 is due to the acquisitions discussed above: in particular,
Skyy Spirits, LLC entailed transaction costs for about € 235.4 million as well as the consolidation of an initial net
financial debt of € 16.7 million.
During April 2002, Skyy Spirits, LLC distributed the residual part of accumulated income as of 31 December 2001,
thereby increasing the Group’s financial debt by US$ 11.0 million (about € 12.5 million).
The acquisition of Zedda Piras S.p.A. instead had a negative impact of € 90 million on the Group’s net financial
position, of which € 21.5 million derive from the acquired companies’ debt.
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4.

Significant events occurred after the closing of the first quarter 2002

On 22 April 2002, the Group announced its intention to launch a new joint venture with Morrison Browmore
Distillers Ltd, a company of the Japanese group Suntory, with which the Campari Group already has well established
business relations, for the promotion and the distribution, in the United Kingdom, of products belonging to both
companies’ portfolios.

5.

Forecast for the remainder of 2002

Sales and income for the remainder of the year will be strongly influenced, firstly, by the performance of recently
acquired businesses, and secondly by the chance to return to positive volume trends on major markets for our most
important products, such as Campari.
In regard to the most recent acquisitions, Skyy Spirits, LLC, Zedda Piras S.p.A. and Sella & Mosca S.p.A., the overall
economic effects deriving from the consolidation of the next nine months should be proportionately in line with the
data recorded during the first quarter of the year.
The Group intends to launch a low-alcohol product on the Italian market during the second half of the year.
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