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An ophthalmic lens is a unique and global product. Unique because each human eye 

is different and requires a customized correction solution. Global because good 

eyesight is a universal need. Our lenses correct the eyesight of millions of people 

of widely differing origins, all of whom expect the highest standards of accuracy 

and quality. Like each lens that we produce, Essilor is a unique and global company. 

We invite you to take a closer look in our 2007 Annual Report.
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INTERVIEW

How would you analyze Essilor’s

performance in 2007 ?

Xavier Fontanet : It was a very good year, 
with organic growth reaching 8%. That in-
crease far surpasses the overall market aver-
age—which we estimate at 3 to 4%—as 
well as Essilor’s long-term trend, which is 
between 5 and 6%. This performance is 
even more satisfying given that 2006 was 
already an exceptional year. It refl ects the 
soundness of our new product plans. What’s 
more, our acquisitions program is also oper-
ating smoothly and developing into a lasting 
component of our strategy.

What about your fi nancial results ?

Philippe Alfroid: Margins once again im-
proved, rising to 18.1% of revenue, which is 
a record high for a company in our industry. 

“ Every year Essilor 
is a little more global 
and its product 
is a little more unique”

North America, sales growth was led by 
sophisticated products, while in emerging 
countries, where growth exceeded 15%, 
we reaped the benefi ts of higher volumes, 
with the number of people wearing progres-
sive lenses on the rise, as well as greater 
value, with a clear shift among users to more 
upscale products.

How is Essilor a unique, global company 

today?  What are the more obvious signs 

of this dual identity?

Xavier Fontanet : Essilor is a unique Company, 
that currently serves around 500 million cus-
tomers worldwide. While the ophthalmic 
lens may be a mass-market product, it’s also 
increasingly a customized product. This 
clearly opens up a limitless number of devel-
opment opportunities. 
We’re also global because, with a 30% over-
all market share, we operate in all countries, 
including China and India, which will account 
for a large portion of future growth. In these 
countries, thanks to our extensive offering 
and networks, we’re able to reach all market 
segments and in particular the base of the 
customer pyramid. 
For the past 20 years or so, we’ve invested 
heavily outside Europe. Today, we can see 
that these efforts have produced results, 
with fast-growing emerging markets account-
ing for a sizeable share of our workforce and 
our unit sales.

Thanks to our strategic focus on innovative, 
value-added projects, we’ve improved the 
product mix and increased unit sales of 
progressive lenses, which represent our 
core business, as well as high-index materials 
used in the manufacture of thin lenses and 
varnishes and coatings that protect lenses 
or enhance their performance. Lastly, earn-
ings per share rose by nearly 11%, which is 

a very good performance in light of the unfa-
vorable euro/dollar exchange rate. As a result, 
we’ve increased the dividend paid to share-
holders by 13%.

Did all of the operating regions contribute 

to growth?

Xavier Fontanet: Sales rose in all our mar-
kets, without exception. Despite very fi erce 
competition, we think our market share 
increased on all continents. In Europe and 
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INTERVIEW

What advantages does Essilor derive 

from its global expansion?

Philippe Alfroid: There are many, but I’ll 
mention just a few. Globalization has ena-
bled us to extend our production and tech-
nology resources into new parts of the 
world. As a result, we’re able not only to 
spread risks and costs but also to withstand 
periods of turmoil. We’ve also extended the 
reach of our products, which are sold on 
several continents, and our research base, 
which has international scope. 
We have R&D centers on three continents 
and technological capabilities around the 
world. In terms of marketing, we leverage 
an exceptional array of skills, based on 
cross-fertilization and the extensive front-
line experience of our subsidiary teams 
worldwide. 
Lastly, globalization creates opportunities 
for career development, professional growth 
and personal fulfillment for many or our 
employees.

How is Essilor positioned in today’s 

increasingly global marketplace?

Xavier Fontanet: Our Company is well 
positioned to take advantage of this deep-
seated trend because we’ve been 
planning for it for many years. 
I strongly believe that we have several 
decades of growth ahead of us, even taking 
into account the inevitable economic 
turbulence. 
But given the solid foundations we’ve 
established and the time horizon for global 
growth, Essilor will continue to expand 
and develop for a long time.

What are your thoughts on Essilor’s 

acquisition strategy? Will it be pursued?

Philippe Alfroid : Looking back on these 
transactions over the past ten years, we can 
see that acquisitions have made a signifi cant 
strategic contribution to our growth. We will 
pursue and even expand this strategy in the 
years ahead. We fi rmly believe in the rele-
vance of our strategic focus on sound organic 
growth and targeted acquisitions, which 
enable us to open new distribution channels 
and enhance our technological capabilities 
around the world. In this respect, we’re very 
pleased with our 2007 acquisition in Brazil, 
which represents an important fi rst in South 
America.

How do you integrate these companies 

into your organization?

Philippe Alfroid: Our acquisitions and part-
nerships are within our industry and mainly 
involve prescription laboratories, wholesal-
ers or companies that occupy a specifi c 
technological niche. We serve the same cus-
tomers, operate in the same business and 
speak the same language. Many of these 
companies want the support of a group like 
Essilor to help them grow by providing new 
outlets and access to an array of technolo-
gies that were previously out of their reach. 

We do everything possible to hold on to 
their management teams and to enable 
them to maintain their independence and 
creativity since we believe strongly in the 
virtues of entrepreneurship.

Will Essilor’s continued growth bring about 

a change in your strategy?

Xavier Fontanet: Yes and no. Yes, because 
as we develop, we’re discovering new 
countries, customers and needs that must 
be satisfi ed. This in turn is enabling us to 
improve our skills, our product portfolio and 
our distribution models. And no, because 
in our business—where developments are 
important but slow in arriving—a sustained 
effort is one of the keys to a successful 
strategy.

Philippe Alfroid: Within Essilor, we will pur-
sue our plans to increase productivity at all 
levels, and in this respect we’re supported 
by sales volumes in emerging countries. 
Our global R&D network is expanding 
rapidly. That’s because the time is right for 
new discoveries driven by ongoing techno-
logical advances. Our efforts are focusing 
in particular on a better understanding of 
eyesight, which is a very complex phenom-
enon. In this way, we will be able to devel-
op increasingly high-performance products 
in tune with today’s lifestyles. In terms of 
human resources, we will continue to 
develop our employees’ skills and capabili-
ties. Respect for such core values as atten-
tiveness, trust and empowerment underpins 
our past success and ensures our sustain-
able growth.
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What’s the outlook for 2008?

Xavier Fontanet: Each year is carefully pre-
pared but has its share of uncertainties, and 
2008 will not be an exception to the rule. 
We’ve already seen the uneasiness that has 
impacted the US economy and the fi nancial 
markets. Essilor is fortunate to manufacture 
a product that is indispensable to everyday 
life and, consequently, holds up well during 
cyclical downturns. During hard times, we’ve 
noticed that glasses-wearers may delay their 
purchase by several months, but the sale is 
never lost. So we’re approaching 2008 just 
as we have other years in the past. We’re 
backed by solid teams, we have high-quality 
products to bring to market and we’re going 
to pursue our international acquisition strat-
egy in order to strengthen our Company. In 
2008, we will continue to serve our cus-
tomers and shareholders with the same 
spirit of dedication that has been shared by 
all Essilor employees since the beginning.

Philippe Alfroid
Chief Operating Offi cer

Xavier Fontanet 
Chairman and Chief Executive Offi cer
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2007 FINANCIAL HIGHLIGHTS

2007 revenue and organic growth in revenue by region 
In  millions and as a %

1,214
+ 8.1%

North 
America

1,317
+ 6.2% 
Europe

267
+ 13.4% 

Asia-Pacifi c

110
+ 15.6%

Latin 
America

2007 RESULTS

Consolidated revenue increased 8.1% to 
2,908.1 million in 2007. On a like-for-like 

basis, revenue grew 8%, on a par with the 
previous year and signifi cantly outstripping 
the trend rate of 5 to 6%. Higher unit sales 
accounted for 5% of the increase, with an 
improved price-mix adding the other 3%. 
Consolidation of companies acquired in 
2006 and 2007 contributed 4.0% of reported 
growth. The currency effect shifted to a 
sharply negative 3.8%, primarily due to the 
decline in the US dollar and, to a lesser 
extent, the Canadian dollar, the Japanese 
yen and the British pound against the euro.

2007 revenue by region
As a %

Europe
North America
Asia-Pacific and other
Latin America

3.8%
9.2%

45.3%

41.7%

4   



Gross margin came to 57.6%, a slight decline 
primarily as a result of the aggregate dilutive 
impact of acquisitions. Excluding acquisi-
tions, gross margin improved by 0.1 point 
during the year. 

As a percentage of revenue, operating 
expenses declined by 0.9 points during the 
year, to 39.4%. The decrease refl ects: 

• Stable selling and distribution costs as 
well as further savings on overheads, at a 
time of sustained research and develop-
ment spending.

• The positive impact of acquisitions whose 
operating expenses are lower than the rest 
of the Company’s as a percentage of reve-
nue, thereby making it possible to pool a 
portion of corporate expenses.

In all, contribution from operations (gross 
margin less operating expenses) increased 
9.3% to 527.4 million in 2007, while the 
contribution margin gained 0.2 points to a 
record-high 18.1% of revenue.

Organic growth in revenue, 
2003-2007

As a %

*Growth in 2005 not directly comparable to 2004 
because of the changeover to IFRS

2003

+ 4.3%

2004

+ 5.8%

2005*

+ 5.2%

2006

+ 8.1%

2007

+ 8%

Gross margin* and operating expenses 
As a % of revenue

*Revenue less cost of goods sold

2005 2006 2007

40%

57.3% 58.2%

40.3%

57.6%

39.4%

Gross margin
Operating expenses

Revenue
In  millions

2005 2006 2007

2 ,424
2 ,690

2 ,908 + 8.1%

Contribution from operations*
In  millions 

and as a % of revenue

*Operating profi t before share-based payments, 
restructuring costs and other expenses, and good-
will impairment

2005 2006 2007

422

17.4%
483

17.9%

527

18.1%

+ 9.3%
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2007 FINANCIAL HIGHLIGHTS

Operating profi t*
In  millions 

and as a % of revenue 

*Contribution from operations plus or minus other 
income and expenses from operations and gains 
and losses on asset disposals

2005 2006 2007

395

16.3% 460

17.1%

505

17.4%

Capital expenditure*
In  millions 

and as a % of revenue

*Net of proceeds from disposals

2005 2006 2007

174

7.2%

192

7.1%
224

7.7%

Financial investments*
In  millions

*Net of proceeds from disposals

2005 2006 2007

117

174

54

71

151

217

Financial investments 
Of which acquisitions, net

Net profi t 
In  millions 

and as a % of revenue 

2005 2006 2007

288

11.9%

329

12.2%

367

12.6%

+ 9.6%
+ 11.6%
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In 2007, operating profi t rose 9.6% during the 
year to 504.6 million, despite a 4.3% nega-
tive currency effect. Other income and 
expenses from operations represented a net 
expense of 22.8 million. It is comprised 
mainly of compensation costs on share-based 
payments for 20.2 million and goodwill 
impairment in the amount of 2.3 million.

Consolidated net profi t totaled 370.9 mil-
lion for the year, an increase of 11.9%. Profi t 
attributable to equity holders of the parent 
was 11.6% higher, at 366.7 million, and 
widened to 12.6% of revenue. This improve-
ment was led by a signifi cant improvement 
in fi nance costs and other fi nancial income 
and expenses, which represented a net 
expense of 6.5 million, an effective tax 
rate that was virtually unchanged from the 

previous year and the share of profi ts of 
associates, which remained stable, at 28.7 
million. Earnings per share grew 10.8% to 
1.78. 

Around 75% of capital expenditure was com-
mitted to logistics operations and prescription 
lens laboratories, with series production 
accounting for the rest.

Financial investments net of disposals amount-
ed to 216.8 million. Acquisitions accounted 
for 151.3 million of the total (and added 160 
million to revenue), while convertible bond 
redemptions and the allocation of shares 
upon exercise of stock options represented 
65.6 million. Another 4.5 million was 

allocated to loans to non-consolidated 
companies. 

The Company’s very good operating perfor-
mance for the year enabled it simultane-
ously to maintain its capital expenditure 
capability, signifi cantly increase the size of 
its fi nancial investments and recommend a 
further increase in the dividend.

In all, Essilor ended the year with a net cash 
position of 259.6 million. 

Balance sheet structure
In  millions and as a %

Cash fl ow statement
In  millions

(1) Proceeds from disposals of property, plant and equipment and non-current fi nancial assets totaled 
6.9 million in 2007.

2005 2006 2007

1,676

54

1,892

210

2 ,168

260

3.2%

11%
12%

Net cash position 
Equity
    Net cash to equity

Cash flow

Share issues
Currency and scope

OCEANE conversions

Capital expenditure 
net of proceeds 
from disposals (1)

Increase in WCR

Dividends

Financial investments 
net of proceeds 
from disposals (1)

Increase in net 
cash position

521

40
9

69

224

262

35

113

217

50
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Unique 
and global 
in our 
operations

MARKETS
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SITES

4
PRODUCTION PLANTS

155
PRESCRIPTION LABORATORIES, 

OF WHICH 119 IN THE UNITED STATES 

AND 36 IN CANADA

EMPLOYEES

10,491
REPRESENTING

33% OF THE WORLDWIDE TOTAL

2007 REVENUE

€1,214m

 North America

The United States and Canada 
are among the major economies 
that have the highest 
percentage of ophthalmic 
lens wearers in the world, 
along with France, 
Germany, the United Kingdom, 
Hong Kong and Singapore.

Population and percentage 
using visual correction solutions 

In millions and as a %

North America

UNITED STATES: 
THE LARGEST MARKET  
With 177 million wearers and 170 million 
lenses sold each year, the United States is 
the world’s biggest market for ophthalmic 
lenses, accounting for 20% of total unit 
sales. 

The US market is shaped by a wide variety 
of players, with large specialized optical 
chains, retail chains and independent eyecare 
professionals, and a very dense network of 
prescription laboratories, of which many are 
family-owned companies. 

Over the past 20 years, plastic lenses have 
gradually been replacing glass lenses in most 
developed countries, and they account for 
nearly all sales in the United States. At the 
same time, the trend towards value-added 

59%

301

62%

33

CanadaUnited States
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MARKETS

plastics has led in particular to the increasing 
use of polycarbonates, making the United 
States the No. 1 market worldwide for this 
kind of material.

In terms of lens design, the percentage of 
progressive lenses is still smaller in the US 
than in other developed markets. However, 
sales of bifocal and trifocal lenses are declin-
ing as they are gradually being replaced by 
progressive lenses, whose share of the total 
market has increased by 15 points in the 
past ten years.

Another special feature of the US market is 
the lower percentage of anti-refl ective lenses 
compared both to Europe and to the world-
wide average. This explains the sharp 
increase in anti-refl ective coatings since 
2001. In addition, the United States is the 
world’s largest market for variable-tint lenses 
in terms of unit sales. It is also the region 
with the highest penetration rate for corrective 
sun lenses, of which one-third are polarized. 
Developed around 30 years ago and used 
initially by sailors, fi shermen and motorists, 
polarized lenses are popular today with all 
segments of the public.

CANADA WON OVER 
TO PROGRESSIVE LENSES
With 62% of the population using visual 
correction solutions, Canada represents a 
market of 20 million wearers and annual sales 
of 16 million lenses. Distribution is divided 
among optical chains, manufacturers with 
integrated laboratory operations and purchas-
ing agencies.
In terms of materials, 1.5-index lenses ac-
count for most of the market but medium 
and high-index lenses are rapidly gaining 
ground, with double-digit annual growth in 
recent years. 
The market for presbyopia correction solu-
tions is expanding at an annual rate of 5%. 
The progressive lens segment is highly 
developed and accounts for more than half 
of the presbyopia market and nearly one-third 
of total unit sales.
As for coatings, the penetration rate for anti-
refl ective lenses stands at 47%, with wide 
variations depending on the province. 

ESSILOR IN NORTH AMERICA
Revenue rose 8.1% like-for-like in North 
America, with continued market share gains 

in both the United States and Canada.

United States

Demand was generally fi rm in the ophthalmic 
lens market in 2007 and particularly strong 
among independent eyecare professionals. 
Revenue climbed 8.3% in this favorable envi-
ronment, thanks to improvements in unit 
sales and the product mix. The product port-
folio performed very well, with the best 
scores coming from anti-refl ective, variable-
tint and Defi nity progressive lenses. 

Sales by Essilor Laboratories of America 
(ELOA), a nationwide network of prescrip-
tion laboratories that serve independent 
eyecare professionals, were boosted by a 
combination of positive factors including 
new products, service quality, sales effi cien-
cy and technical upgrading. The Independ-
ent Distribution Division (IDD) pursued 
deployment of anti-refl ective Crizal technol-
ogy among partner laboratories. Sales to 
optical chains continued to grow, notably in 
the area of prescription lenses produced 
directly for stores by Essilor laboratories. 
This helped strengthen our positions among 
major chains. Lastly, sales of stock lenses to 
eyecare professionals by our Nassau Vision 
Group unit improved during the year.

42%

23%

35%

Progressive lenses
Bifocal lenses
Single vision lenses (near vision)

United States
Polycarbonate
Medium and high indexes
Low index
Glass

Lens sales by material, 
1996-2006
In volume

Correction of presbyopia: 
Optical design by region

In volume

1996 2001 2006
7%

71%

7%

15%

3%

60%

9%

28%

1%

44%

12%

43%
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A host of acquisitions

During the year ELOA pursued its acquisition 
strategy, signing several new partnership 
agreements with independent laboratories:

•  Beitler McKee Optical (Pittsburgh, Penn-
sylvania). 

•  Personal Eyes (Minneapolis, Minnesota).
•   Sutherlin Optical (Kansas City and Joplin, 

Missouri), which primarily serves custom-
ers in Missouri and Kansas.

•   Premier Optics and Gold Optical Enter-
prises (Charlotte and Fayetteville, North 
Carolina).

•   GK Optical (Greenwood and Fort Wayne, 
Indiana).

•   Lastly, Essilor acquired the prescription 
safety eyewear assets of Dispensers Op-
tical Service Corp. in Louisville, Kentucky.

To expand its services business for inde-
pendent eyecare professionals in the United 
States, particularly on the West Coast, Essilor 
of America acquired a majority stake in 
OOGP, one of the fi ve largest contact lens 
distributors in the US. Created in 1985, OOGP 
has three distribution centers in Oregon, 
Alabama and Hawaii and will contribute $50 
million in additional full-year revenue. 

Essilor of America also acquired a control-
ling interest in KBco, one of the largest 
polarized lens distributors in the United 
States. The Centennial, Colorado-based fi rm, 
founded in 1987, has annual revenue of $31 
million. A recognized specialist in polarized 
lenses for the US ophthalmic optics indus-
try, KBco markets a broad range of products 
for retail chains and independent eyecare 
professionals. 
The acquisition has enhanced Essilor’s port-
folio of value-added corrective sun lenses 
and expanded its presence in the fast-
growing polarized segment. 

Canada

Essilor had a good year in Canada, with 
revenue gaining 6.7% like-for-like in a very 
favorable business environment. The product 
mix was sharply improved by the popularity 
of progressive lenses made using digital sur-
facing technology. After the 2006 launch of 
Varilux Physio, this line of products was 
expanded to meet demand from eyecare 
professionals. Essilor also pursued is external 
growth strategy, acquiring a majority stake 
in Optique Cristal Inc., a prescription labora-
tory in Quebec.

Advertisement for Varilux 
in the streets of Montreal
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SITES

1
PRODUCTION PLANT

10
PRESCRIPTION LABORATORIES

EMPLOYEES

1,132
REPRESENTING 

4% OF THE WORLDWIDE TOTAL

2007 REVENUE

€110m

 Latin America

With around 565 million 
inhabitants, of whom 
nearly one-third wear 
corrective lenses, 
Latin America represents 
a market of approximately 
100 million lenses.

Lens sales by material
In volume

Latin America

The transition from glass to plastic lenses is 
well underway. Polycarbonate lenses are en-
joying great success, with a 10% market 
share and double-digit annual growth.

As for optical design, the penetration rate for 
progressive lenses varies widely from one 
country to another. One notable fact is that 
Brazil is the world’s second biggest market 
for progressive lens sales in terms of volume, 
behind the United States but ahead of France, 
Germany and Japan. Demand for anti-refl ec-
tive coatings is small, representing just one 
lens out of fi ve, but is growing rapidly.

ESSILOR IN LATIN AMERICA: 
A WINNING STRATEGY 
Operations in Latin America increased 
revenue by 15.6% like-for-like, with notable 
successes in Brazil, Mexico and Argentina.

Established in Brazil since the 1980s, Essilor 
mainly distributes lenses to independent 
laboratories and chains, with a production 
plant and logistics center in Manaus and fi ve 
anti-refl ective coating units.

Strong sales of value-added products (nota-
bly from the Varilux Physio range) fed through 
to new market share gains. A new coating 

unit was opened in Fortaleza to meet heavy 
demand for anti-refl ective lenses. Late in 
the year, we made our fi rst upstream acqui-
sition in the country with an equity invest-
ment in Unilab, a prescription laboratory in 
northeastern Brazil that has full-year revenue 
of around $5 million. In Mexico, moves to 
refocus on products with higher value-added 
delivered double-digit growth and sharply 
improved margins. Despite persistently 
sharp competition, an improved product mix 
helped to increase sales in Argentina. 
The anti-refl ective coating center that opened 
in 2006 posted an excellent performance.  
Business was also satisfactory in the rest of 
Latin America, especially Colombia, Vene-
zuela and Costa Rica.

11%

71%

10%

8%

Polycarbonate
Medium and high indexes
Low index
Glass
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1996 2001 2006

13%

35%

52%

9%

39%

52%

4%

37%

59%

SITES

6
PRODUCTION PLANTS

63
PRESCRIPTION LABORATORIES

EMPLOYEES

9,275
REPRESENTING

29% OF THE WORLDWIDE TOTAL

2007 REVENUE

€267m 

 Asia-Pacifi c and India

Because of economic, 
demographic and anatomical 
factors, the Asia-Pacifi c-
India region is segmented 
into fi ve sub-regions: 
the inhabitants of India, 
Australia and New Zealand 
are mainly hyperopic, 
whereas in China, South 
Korea, Japan and Southeast 
Asia, myopia is the main 
visual acuity problem 
that must be corrected. 

Lens sales by material 
In volume

 

Japan

Medium and high indexes
Low index
Glass

With more than 300 million lenses sold a 
year, Asia-Pacifi c and India represent around 
one-third of the global market. In particular, it 
accounts for more than one-half of sales of 
high and medium-index lenses and anti-
refl ective lenses.

JAPAN:  THE WORLD’S MOST 
ADVANCED COUNTRY
In Japan, approximately 52% of the popula-
tion are corrective lens wearers. The country 
stands out for its lead in the use of high-index 
materials and coatings, with a very high 
percentage of both medium and high-index 
lenses and an anti-refl ective coating rate of 
nearly 100%. The Japanese are also the 
world’s leading users of special progressive 
lenses for sports, reading or driving, as well 
as contact lenses (with 35% of people age 
26 to 35 in need of visual correction) and 
ready-made lenses. In Japan, retail sales are 
dominated by optical chains. All laboratories 
belong to manufacturers operations, unlike in 
Europe or the United States where they may 
be independent or integrated into chains. 
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1996 2001 2006

95%

4%
1%

54%

18%

28%

21%

16%

62%

1%

Polycarbonate
Medium and high indexes
Low index
Glass

MARKETS

CHINA: THE MYOPIA MARKET
With annual sales of 112 million lenses a 
year, China and its 1.4 billion inhabitants rep-
resent the world’s second biggest market in 
unit sales, behind the United States. At 15%, 
the percentage of people who wear correc-
tive lenses is still small compared to Western 
countries but is increasing fast. 

The distribution market in China is dominat-
ed by independent opticians, with optical 
chains beginning to emerge. Led by the 
country’s rapid economic growth and in-
creasingly urban population, optics stores 
are expected to open at a faster pace in the 
decades ahead.

Over the past ten years, plastic lenses have 
made substantial gains, increasing their 
share of the market from 1% in 1995 to nearly 
80% today, mainly in medium and high 
indexes. Polycarbonate lenses have recently 
been introduced. 

With myopia the main visual problem, China 
is the world’s largest market for single-vision 

lenses. However, as the population ages, the 
potential for presbyopia correction solutions 
is increasing. While unit sales of progressive 
lenses still represent a small percentage of 
total volumes, they are steadily increasing. 
Very popular in China, anti-refl ective coatings 
account for the vast majority of lenses sold 
and are making further inroads.

INDIA: THE HYPEROPIA MARKET
India is among the countries with the bright-
est growth prospects for the ophthalmic lens 
industry. Less than 10% of the country’s 1.2 
billion inhabitants wear corrective lenses and 
only 16% of visual acuity problems are 
corrected. 

The distribution market is developing fast, 
with the number of opticians and prescrip-
tion laboratories increasing rapidly.

India is undoubtedly the country with the 
greatest potential for shifting from glass to 
plastic lenses. Glass lenses still account for 
nearly 80% of the market but sales of plastic 
lenses are growing by more than 20% a year. 

As for surface designs, progressive lenses 
currently represent a small share of the multi-
focal segment that is expected to increase in 
the years ahead. The same is true for anti-
reflective lenses, which have enormous 
potential given that less than 10% of lenses 
in India have anti-refl ective coatings.

AUSTRALIA AND NEW ZEALAND: 
THE ANGLO-SAXON EXCEPTION
Like most English-speaking countries, 
Australia and New Zealand are markets for 
sophisticated products and have already made 
the change to plastic lenses. The percentage 
of variable-tint lenses is especially high.

ESSILOR IN ASIA-PACIFIC AND INDIA: 
GOOD PERFORMANCE IN EVERY 
COUNTRY
Essilor did very well in the Asia-Pacifi c region 
and India during the year, with revenue up 
13.4% like-for-like. Essilor is represented in 
Japan by Nikon-Essilor, our 50/50 joint ven-
ture with Nikon. Due to Japan’s demograph-
ics, the ophthalmic lens market has been 
steady in volume but declining in value for 

Lens sales by material, 1996-2006
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several years, and 2007 was no exception. 
Nikon-Essilor nevertheless increased its sales 
by a very satisfactory 5.2% and gained new 
market share during the year. The venture 
also attracted new customers, primarily 
among large optical chains, with a range of 
high-performance progressive lenses and 
other products.

In South Korea, Essilor Korea benefi ted from 
demand for branded products and widened 
its market share. 

Business was generally good in Australia and 
New Zealand, where sales rose by nearly 8% 
and a shift towards progressive and anti-
refl ective lenses improved the product mix. 

In the vast Chinese market, the Company 
enjoyed a strong 30% increase in sales and 
strengthened its market leadership in terms 
of value. The product mix continued to im-
prove, refl ecting very rapid growth in 1.6-
index and polycarbonate lenses, which are 
beginning to replace low-index lenses. In 
China, Nikon Essilor acquired all outstanding 

shares of Nikon Beijing, its local distributor.
In other countries in the region (Hong Kong, 
Indonesia, Malaysia, the Philippines, Singa-
pore, Thailand and Taiwan), we continued to 
win market share and drive double-digit 
sales growth. 

Value-added products such as Varilux, Physio 
and Crizal did particularly well during the 
year. Essilor acquired a majority stake in In-
tegrated Lens Technology Pte Ltd (ILT), a 
Singapore-based ophthalmic lens distribu-
tor that serves Asia, Europe, the Middle East 
and Latin America.

Operations in India pursued the same trend 
as in recent years, with the various networks 
generating signifi cantly higher unit sales and 
revenue. Overall growth came to 25%, as 
we strengthened our market leadership.
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SITES

4
PRODUCTION PLANTS

42
PRESCRIPTION LABORATORIES

EMPLOYEES

10,636
REPRESENTING

34% OF THE WORLDWIDE TOTAL

2007 REVENUE

€1,317m

 Europe

Europe and its 880 million 
inhabitants represent a 
market of 231 million 
lenses a year. In a market 
shaped by an aging 
population and a high 
percentage of people 
using visual correction 
solutions, presbyopia 
constitutes an important 
segment of the ophthalmic 
lens industry.

Population and percentage using 
visual correction solutions 

In millions and as a %

Europe

The market includes a wide array of players, 
whose importance varies from one country 
to another —independent eyecare profes-
sionals, cooperatives, central purchasing 
agencies, retail optics chains and wholesalers. 
Independent opticians, chains and purchasing 
agencies account for the lion’s share of the 
market.

WESTERN EUROPE 
In Western Europe, a market of more than 
160 million lenses, 53% of the population 
wears corrective lenses. 
Over the past ten years, plastic lenses have 
gradually been replacing glass lenses in 
most countries, accounting for 85% of the 
market on average and for nearly all sales in 
the United Kingdom. In the plastic lens seg-
ment, medium and high-index lenses and 
polycarbonate lenses are enjoying rapid 
growth. 

Progressive lenses account for around 21% 
of the total, a high fi gure that nonetheless 
varies greatly from one country to another—  
37% in Sweden, for example, compared 
with 19% in the United Kingdom and 27% 
in France.
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MARKETS

Preparation of semi-fi nished lenses at the prescription laboratory in Vaulx-en-Velin, France.

The rise in progressive lens sales follows 
one of two trends depending on the country. 
They are replacing either bifocal and trifocal 
lenses as in the UK and the Nordic countries 
or unifocal close-vision lenses, which is the 
case in Austria, Germany, Belgium, Italy 
and Spain.
The Nordic countries are the leading con-
sumers of anti-refl ective lenses, compared 
with the countries of Southern Europe and 
the United Kingdom, which enjoy consider-
able growth potential in this segment.

EASTERN EUROPE
Compared to the developed economies of 
Europe, and despite their very fast growth, 
the countries of Eastern Europe—a market 
that represents unit sales of 65 million a 
year—are still dominated by glass lenses. 
To date, only 45% of the market has 
switched to plastic lenses.

Despite increasing sales of multifocal lenses, 
single-vision lenses are by far the preferred 
surface design, accounting for 97% of the 
market. 
In recent years, demand for anti-refl ective 
lenses has been increasing at an annual rate 

of 15%, but the percentage of anti-refl ective 
coatings still lags behind Western Europe.

Lens sales by material, 1996-2006
In volume
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MARKETS

ESSILOR IN EUROPE: 
SUSTAINED GROWTH
Revenue growth in Europe, where Essilor is 
supported by three networks (Essilor, BBGR 
and Nikon), remained high at 6.2% like-
for-like. Growth was driven by a strong 
increase in progressive lens sales (led by 
Varilux Physio) and our broader presence in 
optical chains.

In France, revenue rose 4.2% as we strength-
ened our positions with independent opti-
cians and optical chains. We also benefited 
from the success of our anti-refl ective 
lenses, notably the anti-static Crizal Alizé AST, 
which improved the product mix. The launch 
of the Anateo progressive lens and its varia-
ble-tint version contributed to the BBGR net-
work’s very good results, while Novisia, 
which distributes Nikon products, also had a 
very good year. In France, Essilor expanded 
its international network of wholesale dis-
tributors by acquiring a majority stake in the 
Novacel group, which has 39 million in rev-
enue. Founded in 1994, Novacel distributes a 

full range of lenses under its own brands in 
France and other European countries and op-
erates a prescription laboratory.

In Germany, where revenue rose 5.9%, we 
strengthened our presence with customers 
and achieved good results, partly thanks to 
the popularity of our customized lenses, par-
ticularly the Varilux Physio line. At the end of 
the year, we introduced the Defi nity pro-
gressive lens, which until then had only been 
available in North America.

The fast 9.9% growth in Southern Europe 
was driven by market share gains and the 
impact of the multi-network strategy de-
ployed in recent years with the acquisition of 
distributors. 

Revenue growth slowed to 2.8% in the United 
Kingdom due to temporary problems at a local 
optical chain supplied primarily by Essilor, 
but customer acquisition continued apace. 
The European prescription laboratory network 
was also strengthened with the acquisition of 

independent laboratories Sinclair Optical 
Services and United Optical in the United 
Kingdom. 

In Northern Europe, revenue rose 8.3% on 
the back of fast growth in Denmark and 
Norway. In Norway, the Company acquired 
SentralSlip, a lens edging and mounting lab-
oratory that has become a local BBGR and 
Nikon lens distributor.

Lastly, revenue climbed 19.8% in Eastern 
Europe, where Essilor gained market share 
and benefi ted from a positive shift in the 
product mix from glass to plastic lenses. 
Operations in Poland and Croatia generated 
excellent results. Lastly, a subsidiary was 
created in Serbia during the year.

1996 2006
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Anti-refl ective lenses as a percentage of total lenses
The potential for replacing glass lenses with 

plastic lenses is still very great.
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A streetcar named Varilux Physio: for the launch of Varilux Physio in Austria, two tramways in Graz and Linz were decorated 
entirely in the colors of Essilor and Varilux Physio.
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unique and 
global in our 
organization

PLANTS
15 plants around the world
Manufacture of semi-fi nished and 
fi nished lenses
215 million lenses produced in 2007

LOGISTICS CENTERS

12 logistics centers, 
of which the biggest 
are in the United States, 
Brazil, Thailand 
and France.

PRODUCTION AND LOGISTICS

Semi-fi nished 
lens

Finished 
lens

Finished lens

Semi-fi nished lens

Finished lens
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PRESCRIPTION LENS LABORATORIES

270 prescription lens laboratories
Surfacing and polishing
Application of surface treatments: anti-refl ective, 
scratch-proofi ng, smudge-proofi ng and tinting.
Edging/mounting at the customer’s request
Up to 60 operations possible on a single lens

Order sent to the prescription lens laboratory

OPTICIANS

Opticians/optometrists
Purchasing agencies
Cooperatives 
Optics chains

Finished prescription 
and stock lenses or 
a ready-to-wear 
pair of glasses

Semi-fi nished lens
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PRODUCTION AND CAPITAL 
EXPENDITURE 
In 2007, Essilor plants manufactured a total 
of 215 million lenses, on a par with the previ-
ous year. Output tracked global market 
demand, which is declining for glass lenses, 
stable for 1.5-index lenses and rising for me-
dium and high-index lenses—especially 1,6-
index lenses, which are very popular in Asia 
and, to a lesser extent, Europe. These high 
production levels were maintained even as 
we further reduced costs worldwide and im-
proved the performance of medium and 
high-index materials and of polycarbonate 
materials in the United States. During the 
year, the glass lens plant in Limerick, Ireland 
was closed, while the plant in China increased 
polycarbonate lens capacity and began to 
manufacture sun lenses. Lastly, to enhance 
the quality and competitiveness of its prod-
ucts and services, Essilor set up a broad-
based operating excellence program that 
will be deployed in 2008 and 2009.

GLOBAL PRESCRIPTION LENS

PRODUCTION AND FINISHING
Every year, Essilor’s 270 prescription labora-
tories produce several billion combinations 
of optical lenses. Based on orders received 
from independent eyecare professionals and 
optical chains, they edge and polish semi-
fi nished lenses, apply coatings and then 
shape the lenses to fi t the frame (and in 
some cases, mount the lenses).
In 2007, we acquired or invested in 13 pre-
scription laboratories in North America, 
Europe and Latin America, as part of our 
strategic commitment to broadening and 
deepening our ability to locally serve eye-
care professionals around the world.
During the year, we continued to extensively 
implement digital surfacing systems, whose 
ultra-precise lens shaping capabilities enable 
laboratories to create an infi nite number of 
optical combinations. The systems have now 
been installed in a number of laboratories 
enabling the production of several progressive 

 2007 lens production by region 

31%

57%

12%

Asia
Europe
Americas

PRODUCTION AND LOGISTICS
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lens ranges, such as Varilux Physio, Varilux 
Ellipse 360°, Defi nity and Anateo.
 
Moreover, to help independent laboratories 
introduce digital surfacing, we have launched 
a program that combines technology licens-
ing with lens sales. During the year, we also 
continued to expand our anti-refl ective coat-
ing capacity, especially in the United States 
and Asia, to keep pace with growing demand. 
Global engineering teams pursued the pro-
gram to standardize and rationalize techno-
logical equipment, in a commitment to reducing 
costs while maintaining the fl exibility needed 
to produce a very broad portfolio of products.

LOGISTICS  
Our supply chain manages more than 
350,000 product references manufactured 
in our plants around the world. With more 
than eight new products brought to market 
every month, Essilor is constantly demon-
strating the ability to successfully handle a 

very broad range of product fl ows and 
services, while keeping inventory levels 
optimized and costs as low as possible. 
In 2007, our logistics organization continued 
to implement its strategic plan, which is de-
signed to develop a dedicated large-account 
logistics unit and to segment its solutions 
by customer profi le and product. The plan 
also calls for the creation of customized 
service centers to respond to highly specifi c 
requests, especially in the area of surface 
coatings. Lastly, the logistics organization 
pursued the program launched in late 2006 
to further improve performance based on 
operating excellence.

Sézanne 

Ennis 

Manaus

Chihuahua 

155 
prescription 
laboratories

10 

42  
prescription  
laboratories 

63 
prescription 
laboratories

prescription
laboratories

Bangalore 

Bangkok 

Shanghai 

Ponce 

Laguna 

Nasu 

Mariveles 

Dijon 
Ligny-en-Barrois 

Dudley (MA) 

Carbondale (PA) 

Number of SKUs

2005 2006 2007

290,000 300,000

350,000

Production plants and prescription lens laboratories

Essilor operates worldwide through 15 plants (●), 270 prescription laboratories and local distribution networks. 
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Unique and 
global in our 
innovations
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R&D AND NEW PRODUCTS

Measuring optical features of the eye at the R&D center in St. Maur, France.



FRANCE 

St. Petersburg

Singapore

St. Maur
UNITED STATES   

CANADA

CHINA

JAPAN

Research and development is one of Essilor’s 
two strategic growth paths and we allocate 
nearly 5% of consolidated revenue to R&D 
programs every year. In 2007, R&D spending 
totaled 137.7 million (excluding a 3.7 million 
tax credit).  In 2007, we created 75 new 
products and fi led 68 new patents. As of 
December 31, 2007, the Company held 590 
sets of patents, representing a total of approx-
imately 4,200 patents and patent applications 
in France and abroad (excluding those held by 
Transitions and Nikon-Essilor).

In 2007, R&D teams continued to develop 
digital surfacing technology in two areas: 
1) the creation of new product lines that 
deliver a more customized lens solution 
for every wearer and 2) the development 
of products and services under partner-
ships with prescription laboratory cus-
tomers. During the year, we also expanded 
our range of varnishes and anti-refl ective, 
smudge-proof and antistatic coatings, while 
preparing the launch of a new generation 

of variable-tint lenses.

2005 2006 2007

50

60

75

2005 2006 2007

115
128

138

550
PEOPLE WORKING 

IN ESSILOR R&D CENTERS

 5%
OF REVENUE 

ALLOCATED TO R&D

 590
SETS OF PATENTS 

35% 
OF REVENUE GENERATED 

BY PRODUCTS LESS 

THAN 3 YEARS OLD

Research & Development 

■ Essilor R&D centers   ● R&D center operated in partnership with Transitions
● R&D center operated in partnership with Nikon-Essilor ▲ R&D laboratories operated in partnership

Number of new products
Investments in research 

and development and engineering*
In  millions

* Net of royalties
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Advertising campaign for 
Varilux Physio f-360°
in Germany

Advertising poster 
for Defi nity in Europe

NEW PRODUCTS

PROGRESSIVE LENSES

Use of digital surfacing technology increased 
signifi cantly in 2007, enabling Essilor to offer 
a much wider range of digitally surfaced 
lenses.

THE VARILUX PHYSIO F-360°
Following its success in 2006, the Varilux 
Physio (a lens designed using wavefront 
management technology and produced 
through digital surfacing) was signifi cantly 
enhanced during the year. The latest addition 
to the lineup, the Varilux Physio f-360° is a 
dual-side progressive lens. The front side 
incorporates the degree of correction for 
presbyopia, while the back side integrates 
the required degree of correction for any 
visual defect (astigmatism, hyperopia or my-
opia) and takes fi ve fi tting parameters into 
account: the distance between the eyes, 
the fi tting height at the pupil center, the 
lens-eye distance, the lens inclination and 
the angle of curvature of the frame. The Var-
ilux Physio f-360° (sold under the Varilux 

Physio Fit brand in France) received a Silmo 
d’Or at the 2007 International Eyewear & 
Optics Exhibition in Paris for its innovative 
features. 

Launched in Germany and Switzerland in 
early 2007, the new lens was introduced in 
other European markets in fi rst-half 2008 
and in North America and Asia in the second 
half of the year.

A NEW DYNAMIC 
FOR VARILUX ELLIPSE 360° AND 
VARILUX COMFORT 360°
Launched in 2004, Varilux Ellipse has become 
a benchmark in small frame progressive 
lenses. The latest addition to the range, 
Varilux Ellipse 360°, benefi ts from Essilor’s 
recent technological advances. Point-by-
point twinning of the back and front sides, 
combined with digital surfacing, has expanded 
the field of vision by up to 20%, making it 
easier for wearers to adjust to their new 
glasses. Launched in North America in 
2007, it was introduced in Europe in April 
2008 with rollout in Latin America and 
Asia scheduled for late in the year. 

One of the fl agships of the Varilux line is the 
Varilux Comfort, which is designed to deliver 
comfortable vision at all times, and espe-
cially in a working environment. It has re-
mained a perennial best seller since it was 
launched in 1993. While based on the origi-
nal Varilux Comfort design, the new Varilux 
Comfort 360° is produced with digital sur-
facing technology to expand the fi eld of vi-
sion and minimize distortions. Launched in 
the United States at year-end 2007 and in 
Canada the following January, the new ver-
sion will be deployed in Europe and Latin 
America during 2008.

ANATEO: THE PROGRESSIVE 
LENS THAT ADAPTS TO THE EYE’S 
ANATOMY
Anateo is the fi rst progressive lens that 
adapts to the eye’s anatomy. Its major innova-
tion is the ability to incorporate data about 
the wearer’s eye anatomy into the lens de-
sign. Measurements of the eye’s length, reti-
nal curve and the position of its center of 
rotation make it possible to reduce percepti-
ble aberrations and enhance vision comfort. 
The Anateo PdM version also takes into ac-
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Worldwide advertising 
campaign for Varilux Sport

count data concerning frame shape to deliver 
greater wearer satisfaction. It is made using 
digital surfacing combined with our exclusive, 
patented biometric technology. Launched in 
Europe and the Middle East under the Anateo 
brand and in the United States under the 
Accolade brand, the lens is also available in 
Australia, New Zealand and Canada.

DEFINITY LAUNCHED IN EUROPE
In 2005, Essilor added the Defi nity progres-
sive lens range to its portfolio with the acqui-
sition of Johnson & Johnson Vision Care Inc.’s 
US ophthalmic lens business, The Spectacle 
Lens Group. 

Intended for highly active presbyopes, the lens 
uses the revolutionary Dual Add technology to 
divide the add power between the front and 
back surfaces of the lens, thereby reducing 
residual astigmatism. It also provides a very 
wide fi eld of vision at mid-distance and a 
fourth fi eld called Ground View Advantage.

In late 2005 and 2006, we transferred pro-
duction of these premium progressive 
lenses to our prescription laboratories and 

began marketing them through our US 
distribution network. They were introduced 
in Europe in late 2007. 

VARILUX SPORT: 
A NEW LENS FOR ATHLETIC 
PRESBYOPES
Following the specialized Varilux Computer 
and Varilux Road Pilot lenses, the Company 
introduced Varilux Sport, a progressive lens 
purpose-designed for such sports as moun-
tain biking, sailing, skiing and golf. Its har-
monious design, which integrates advanced 
digital surfacing technology, delivers unri-
valed dynamic vision and an enlarged visual 
fi eld. Made of polycarbonate material for its 
resistance, lightness and UV protection, it is 
also available as a sun lens. The Varilux Sport 
was introduced in a number of countries in 
Europe and North America in fi rst-half 2008.
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TRANSITIONS VI: 
A NEW BREAKTHROUGH IN 
VARIABLE-TINT LENSES

In February 2008, we introduced the Transi-
tions VI lens in North and Central America. 
More transparent when unchanged, the 
variable-tint Transitions VI is 30% darker than 
the previous generation and delivers superior 
performance at high temperatures. In addi-
tion, it fades back to clear four minutes faster 
than the Transitions Next Generation 1.5-
index lens. 

COATINGS

CRIZAL RANGE EXPANDS 
Based on a new evaporation method that 
makes it more dust resistant, Crizal A2 has 
been a resounding success since it was 
launched in the United States (as Crizal Alizé 
with Clear Guard) and Europe (under the 
Crizal A2, Crizal Alizé AST and other brands). 
In 2008, Crizal A2 will pursue its expansion 
in Europe, Asia and Latin America with even 
greater smudge resistance and coatings for 
stock as well as prescription lenses. 

In the United States, a new coating called 
Crizal Avancé with Scotchgard Protector, 
introduced in January 2008, combines Crizal 
performance with Scotchgard Protector pro-
tection to keep lenses clean longer. This new 
fl agship product in the Crizal lineup grew out 
of a licensing agreement between Essilor 
and 3M, which holds the rights to the Scotch-
gard Protector brand. 

NIKON INTRODUCES SEECLEAR, 
ITS NEW PREMIUM COATING
Following the launch of the premium SEE 
Series in 2006 with SeeMax and SeeProud 
(single-vision and progressive lenses), Nikon 
extended the range in late 2007 with 
SeeClear (called SeeCoat outside of Japan), 
its latest premium coating. 

SeeClear offers consistent transparency 
across the entire lens thanks to its control of 
the wavelength spectrum. Its highly water-
repellant coating is easier to clean and lasts 
twice as long as a standard water-repellant 
coating. In addition, its enhanced scratch-
resistant properties make it twice as effect 
as a traditional coating.

Advertisement 
for Transitions VI
in the United States  

R&D AND NEW PRODUCTS
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TWO NEW ANTI-REFLECTIVE 
COATINGS FOR BBGR IN EUROPE
The Neva range of anti-refl ective lenses, 
launched in 2005, was extended in 2007 
with two additions, Neva Secret and Neva+, 
the latest generation premium anti-refl ective 
coating with an additional layer that repels 
dust and considerably enhances visual com-
fort, thanks to its optimal anti-refl ective 
performance and superior scratch resist-
ance. The product was launched in Europe in 
September 2007.

SINGLE-VISION LENSES

ESSILOR 360°: HIGH RESOLUTION 
VISION APPLIED  TO SINGLE-VISION 
LENSES
Point-by-point twinning and digital surfacing, 
combined with wavefront management 
technology, have also been applied to single-
vision lenses to obtain greater accuracy and 
a sharper image. Essilor 360° (sold as Essilor 
Advans in France) is the only single-vision 
lens to deliver a 30% improvement in contrast 
sensitivity, making it ideal for use in low-light 
conditions. The new lens was launched in 

Europe in 2007 and will be rolled out in the 
United States and Canada in mid-2008. 

AIRWEAR JUNIOR IN EUROPE
In 2007, the children’s product range was 
extended with the launch of Airwear Baby, 
a new polycarbonate lens with a 55-mm 
diameter. Lighter and thinner, it is perfectly 
suited to frames for small children. All Air-
wear Junior lenses—for both myopes and 
hyperopes—are now available in 60-mm 
diameters. They are available with the new 
Trio Clean coating that eliminates parasite 
refl ections—an essential feature for children 
whether playing or working at the computer. 
Trio Clean is also very easy to clean and 
resistant to scratches, thereby delivering 
lasting transparency.

Advertising campaign
for Crizal A2 in Portugal

Japan: Campaign 
for SeeClear coating
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SUN LENSES

In 2007, two new corrective sun lens ranges 
were introduced: The fi rst, Sports SOL-utions, 
is designed for users who practice outdoor 
sports that require specifi c solar fi lters, such 
as skiing, fi shing, golf, mountain climbing 
and sailing. The second, Airwear Melanine, 
is tinted using melanin pigment to protect 
the eyes and skin from ultra-violet rays. It 
also fi lters blue light, thus improving con-
trast and visual acuity. Clinical tests con-
ducted by the certifi ed Dermscan laboratory 
in France have demonstrated that melanin 
pigment lenses offer as much protection as 
a 140-index sun cream. These two products 
were introduced in Europe in fi rst-half 2007 
and in North America, Australia and New 
Zealand in February 2008.

Lastly, in January 2007, we introduced Crizal 
Sun in the United States and Canada. It is 
the fi rst coating created for sun lenses that 
combines anti-refl ective protection on the 
back side of the lenses with Crizal Alizé’s 
scratch-resistance and easy cleaning prop-
erties on both sides. 

R&D AND NEW PRODUCTS

Advertisement 
for Airwear Melanine 
in Sweden 
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Essilor’s main mission is to facilitate access to good eyesight for everyone by providing eyecare 
professionals with products and services that clearly serve the public interest. Good eyesight 
contributes to the development of both society and its members by opening doors to educational 
and employment opportunities and enhancing the pleasure of everyday actions. 

  

ASSUMING OUR CORPORATE 
SOCIAL RESPONSIBILITY

Essilor is committed to pursuing long-term 
policies in the areas of economic, social and 
environmental performance. 

The Sustainable Development Department 
has a cross-functional responsibility and acts 
as a catalyst to support our performance in 
these areas. Our corporate culture, which is 
based on human values, creates an environ-
ment that encourages employees around 
the world to actively and wholeheartedly 
support the principles of sustainable devel-
opment. 

Essilor supports the Global Compact initia-
tive and is committed to promoting its ten 
universal principles in the areas of human 
rights, international labor standards, the en-
vironment and anti-corruption. 

This bond between Essilor and the United 
Nations has made it possible to forge ties 
with various UN agencies, such as UNESCO 

and the World Health Organization.

ENVIRONMENTAL PERFORMANCE 
CRITERIA INTEGRATED 
INTO MANAGEMENT SYSTEMS
Environmental management systems take 
into account the environmental challenges 
facing Essilor. Our 15 production plants are 
certifi ed to ISO 14001 standards, and the 
accreditation process has been extended to 
the largest prescription laboratories.

Non-fi nancial data are collected and ana-
lyzed in line with recommendations con-
tained in the Global Reporting Initiative (GRI), 
using a twin version of our fi nancial report-
ing software whose purpose is to consoli-
date sustainable development indicators 
from around the world. At present, the sys-
tem covers all plants, the prescription labo-
ratories and the largest subsidiaries, 
representing 72.5% of all employees.

GLOBAL VALUE: A PERFORMANCE 
MEASUREMENT SYSTEM
Global Value is an innovative tool that meas-
ures the contribution of non-fi nancial factors 
to a company’s enterprise value by inte-

SUSTAINABLE DEVELOPMENT 

Our Contribution 
to Sustainable 
Development
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grating social, societal, environmental and 
corporate governance criteria into its anal-
ysis. The method was developed by BMJ 
Ratings based on the impact that strategic 
choices have on value creation and economic 
performance. The coeffi cients are aggre-
gated into a global index* that ranges from 
0.70 to 1.40. Essilor’s consolidated perform-
ance rated 1.25, which places us among the 
companies that derive substantial economic 
benefi ts from their environmental, corporate 
and governance-related commitments. 

INCLUSION IN THE FOUR MAIN
SRI INDEXES
Thanks to our solid performance and sub-
stantial contribution to sustainable develop-
ment, Essilor is included in the four leading 
socially responsible investment (SRI) index-
es: ASPI Eurozone, FTSE4Good, Dow Jones 
Sustainability Index and Ethibel Excellence.

DEVELOPING IN FAST-GROWING 
COUNTRIES
Rapidly developing countries like China and 
India have considerable growth potential. In 
these markets, our strategy is based on a tra-
ditional sales offering as well as an original ap-
proach combining initiatives that support the 
development and training of eyecare profes-

sionals with innovative solutions that make it 
easier for people to improve their eyesight.

Beginning with entry-level products, the basic 
function of an ophthalmic lens is to correct 
visual acuity problems. Local cost structures 
make it possible to manufacture simple, 
effective lenses that are affordably priced. 

In India, for example, partnerships have 
been created with specialized ophthalmolo-
gy hospitals that have performed thousands 
of cataract operations. 

By supporting their medical services with an 
ophthalmic optics service, we have enabled 
these establishments to expand their offer-
ing and extend their geographical coverage. 

THE ESSILOR FOUNDATION 
In August 2007, the Essilor Vision Foun-
dation was created in the United States, 
whose purpose is summed up perfectly 
in its baseline—Better Life through Better 
Sight SM. Foundation volunteers, some of 
them Essilor employees, are involved in 
promoting the importance of good eye-
sight and vision screening for children.  

The Foundation’s upstream initiatives focus 
on school information and screening cam-
paigns, which are carried out in close coopera-
tion with parent and teacher associations and 
school healthcare teams, while downstream 
programs are systematically coordinated with 

eyecare professionals. More information 
about the new Foundation is available at 
www.essilorvisionfoundation.org. 

EMPLOYEE SHAREHOLDERS: 
A DETERMINING ROLE IN ESSILOR’S 
PERFORMANCE

With more than 12,000 employees covered 
by a share ownership program, employee 
shareholding is a key component of the 
Essilor model. Employees are encouraged 
to acquire a stake in the Company, which 
provides matching funds for their invest-
ment. By becoming shareholders, employ-
ees promote a better understanding of the 
business, express their support for our stra-
tegic vision and deepen their personal 
involvement in our performance. 

Valoptec Association brings together current 
and former employees who hold shares in 
Essilor. Valoptec is represented on the Board 
of Directors and is therefore directly involved 
in strategic decisions. The Company’s largest 
shareholder with a 7.9% stake, this employ-
ee shareholder base ensures Essilor’s long-
term stability and fi nancial independence. 

Global Performance Index

0.70 0.75 0.80 0.85 0.90 1.00 1.05 1.10 1.15 1.20 1.25 1.300.95 1.35 1.40

1.25

*An overall summary of the March 2007 evaluation can be viewed at www.essilor.com.
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GOVERNANCE PRACTICES THAT 
EXTEND BEYOND REGULATORY 
REQUIREMENTS
Essilor’s corporate governance practices 
comply fully with the principles of sound 
corporate governance, which are methodi-
cally and rigorously deployed across the 
organization. In particular, Essilor abides by 
the principles of corporate governance pre-
sented in the AFEP/MEDEF report published 
in October 2003 and which are refl ected in 
the Company’s internal rules. The Directors’ 
Charter, also adopted by the Board in 
November 2003, describes directors’ rights 
and obligations. It was modifi ed in 2005 to 
take into account, in particular, provisions of 
the Market Abuse Directive and new 
requirements for corporate offi cers to disclose 
any trading in the Company’s shares.

In addition to regulatory requirements, 
Essilor’s management bodies are guided by 
a number of fundamental principles: trans-
parency, balance and representation. 

Transparency is refl ected in particular in 
the Board of Directors by the number of 
independent directors, meaning those 
who do not in whole or in part control the 
company. In light of the changes in the 
Board’s membership that took place in late 
2006 and early 2007, and the directors 
elected or re-elected at the Annual Share-
holders’ Meeting in May 2007, the Board 
performed an independence review of 
each director at its meeting in November 
2007 and concluded that nine of its four-
teen members were independent. That is 
more than the number advocated in the 
2003 AFEP/MEDEF report, which recom-
mends that at least 50% of directors of 
companies with no controlling shareholders 
be independent.

Balance comes from the regular renewal of 
directorships, which makes it possible to 
bring together a wide range of backgrounds, 
expertise in different areas and an in-depth 
understanding of the Company. 

CORPORATE GOVERNANCE 

A Commitment 
to transparency, 
balance and 
representation
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Representation is refl ected in the pres-
ence of three employee shareholders on the 
Board. Essilor employees hold 7.9% of 
shares and 14.5% of voting rights.

THE BOARD OF DIRECTORS:
CONSTANTLY IMPROVING 
PROCEDURES
The members of the Board of Directors 
contribute complementary skills in a variety 
of areas, such as general and practical busi-
ness knowledge, expertise in a specific 
Essilor operating segment or several years 
of international management experience. In 
2007, the Board met seven times, with an 
average attendance rate of 90%.

As of December 31, 2007, the Board had 
14 members, with an average age of 54. 
Directors are elected to renewable, three-
year terms and are required to hold at least 
1,000 shares in the Company.

At the Annual Shareholders’ Meeting on May 
11, 2007, the following changes were made: 
•  Xavier Fontanet, Yves Chevillotte and 

Serge Zins were re-elected to three-year 
terms as directors. 

• Bridget Cosgrave was elected as director.
•  The Board’s appointment of Maurice 

Marchand-Tonel as director to replace 
Dominique Reiniche was ratifi ed.

•  The Board’s appointment of Aïcha Mokdahi 
to replace Juan Boix as director repre-
senting employee shareholders was 
ratified.

At its meeting of May 11, 2007, the Board of 
Directors reappointed Xavier Fontanet as 
Chairman and Chief Executive Offi cer for 
the duration of his directorship. 

THE COMMITTEES
The Board also coordinates the work of three 
Committees that were set up in 1997—an 
Audit Committee, a Strategy Committee and 
a Remunerations Committee—which submit 
reports on their work, recommendations and 
proposals.

AUDIT COMMITTEE: in charge of identifying 

and managing risk.

The Audit Committee’s role is to ensure that 
senior management has the necessary 
resources to identify and manage business, 
fi nancial and legal risks facing the Company 
in France and in other countries and to 
examine the procedures in place to guarantee 
that accounting regulations are complied 
with, information is properly reported and 
processed, and internal controls are applied. 

Membership: 

Yves Chevillotte, Chairman; Alain Aspect; 
Michel Besson; Aïcha Mokdahi; Olivier Pécoux.

Activities: 

- 4 meetings held in 2007.
- 86% average attendance rate. 
In 2007, the Audit Committee focused on:
•  The interim and ful l -year f inancial 

statements.
•  Reorganization of the Statutory Auditors’ 

work within the framework of the call for 
bids launched in 2006. 

•  The currency and interest rate hedging 
strategy.

•  The fi nancial investment strategy and 
management of the related risks.

STRATEGY COMMITTEE: in charge of 

reviewing the Company’s strategy.

The Committee’s main mission is to consider 
and review the Company’s technology, 
geographic and marketing strategies. 

Membership:

Xavier Fontanet, Chairman; Philippe Alfroid; 
Michel Besson; Jean Burelle; Philippe 
Germond; Maurice Marchand-Tonel; Aïcha 
Mokdahi; Olivier Pécoux.

Activities: 

- 3 meetings held in 2007.
- 88% average attendance rate. 

In 2007, the Committee reviewed Essilor’s 
various projects for centralized stock and 

prescription lens production. It also reviewed 
the Company’s variable-tint lens strategy 
and the performance of the Transitions joint 
venture with PPG. Lastly, it reviewed opera-
tions at all R&D centers and Essilor’s growth 
strategies for Europe.  

REMUNERATIONS COMMITTEE: composed 

entirely of independent directors, it reviews 

executive compensation.

Its main responsibilities are to:
•  Make recommendations concerning senior 

management compensation, stock option 
grants and rights to performance shares.

•  Review the Company’s general compen-
sation policies.

•  Assist the Chairman and the Board in 
preparing executive succession plans.

•  Discuss the composition of the Board and 
recommend possible changes.

Membership: 

Jean Burelle, Chairman; Michel Besson; 
Maurice Marchand-Tonel; Michel Rose.

Activities:  

- 5 meetings held in 2007.
- 90% average attendance rate. 
In 2007, the Committee focused on the 
executive succession plan, compensation 
for senior management teams in France and 
Board procedures.
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FOUNDING CHAIRMEN

René Grandperret

Alternative Chairman 
from 1972 to 1980

Anatole Temkine

Alternative Chairman 
from 1972 to 1980

HONORARY CHAIRMEN

Bernard Maitenaz

Chairman from 1980 to 1991

Gérard Cottet

Chairman from 1991 to 1996

BOARD OF DIRECTORS 

THE BOARD OF DIRECTORS AT DECEMBER 31, 2007

Xavier Fontanet Philippe Alfroid Alain Aspect Michel Besson Jean Burelle Yves Chevillotte Bridget Cosgrave

Xavier Fontanet, 59, is Chairman and Chief 
Executive Offi cer of Essilor. He began his 
career as Vice President of the Boston 
Consulting Group and became Chief 
Executive Offi cer of Bénéteau in 1981. He 
managed food service operations for the 
Wagons-Lits Group from 1986 until 1991, 
when he joined Essilor as Chief Executive 
Offi cer. He has been Chairman and Chief 
Executive Offi cer since 1996.

Philippe Alfroid, 62, is Chief Operating Offi cer 
of Essilor. He began his career with PSDI in 
Boston before joining Essilor in 1972. He has 
held executive positions in different opera-
tional departments, including contact lenses 
and frames. He was appointed Vice President 
Financial Control in 1987 and promoted to 
Chief Financial Offi cer in 1991. He was 
appointed Chief Operating Offi cer in 1996.

Alain Aspect, 60, is head of research at France’s 
National Scientifi c Research Center (CNRS) 
and a professor at the Ecole Polytechnique 
engineering school. Since 1993, he has man-
aged the Atom Optics group in the Labora-
toire Charles Fabry at the Institut d’Optique in 
Orsay, France. Before then, he conducted 
experiments on the quantum properties of 

light (1974-1984), then on the laser cooling of 
atoms (1985-1993). A member of the 
Académie des Sciences and the Académie 
des Technologies, Alain Aspect was awarded 
a gold medal by the CNRS in 2005. He has 
been a member of France’s Haut Conseil 
pour la Science et la Technologie since 2006.

Michel Besson, 73, was Executive Vice 
President of Compagnie de Saint-Gobain from 
1994 until his retirement in December 1997. 
He joined Saint-Gobain in 1962 and was 
appointed head of the Paper/Wood division in 
1976. In 1980, he moved to the United States 
where he served as Chairman of Certainteed 
Corp., the Norton Company and, from 1990 
to 1996, Saint-Gobain Corp.

Jean Burelle, 68, has been Chairman and 
Chief Executive Offi cer of Burelle SA since 
2001. He joined Burelle-Plastic Omnium in 
1967, serving as division Director, then Direc-
tor of Development and, beginning in 1981, 
Chairman and Chief Executive Offi cer. In 
1987, he was appointed Chairman and Chief 
Executive Offi cer of Plastic Omnium SA and 
Vice Chairman and Chief Executive Offi cer of 
Burelle SA. In 2001, he was named Honorary 
Chairman of Compagnie Plastic Omnium. 

He is also Chairman of MEDEF International 
and director of Rémy Cointreau.

Yves Chevillotte, 64, was Executive Vice 
President of Crédit Agricole SA from 2002 un-
til his retirement in 2004. He joined Crédit 
Agricole in 1969 and was appointed head of 
the bank’s regional branches in 1985. In 1999, 
he joined the national offi ce as Executive Vice 
President for Market Development.

Bridget Cosgrave, 46, began her career at 
Elders IXL in 1988, before moving to 
Financière Indosuez in 1990. She was named 
Project Director at BT Group plc in 1993 and 
appointed Deputy Director General at the 
European Telecommunications Standards 
Institute (ETSI) in 1996. In 2001, she became 
a member of the Executive Committee at 
Belgacom. She served successively as CEO 
of Belgacom International Carrier Services 
(2001-2006), Chief Operating Offi cer of Fixed 
Line Services (2006) and Executive Vice 
President of Belgacom’s Enterprise Business 
Unit (2007). She is also director of SES Global.

Philippe Germond, 50, has been Chairman 
of the Management Board of Atos Origin 
since October 2007. He began his career 
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with Hewlett Packard, both in France and 
abroad, before moving to SFR in 1995 as Chief 
Executive Offi cer and then as Chairman and 
Chief Executive Offi cer, beginning in 1997. He 
was appointed Chairman and Chief Executive 
Offi cer of Cegetel in 2000 and served as Alca-
tel CEO and a member of the Executive Com-
mittee from 2003 to April 2005.

Maurice Marchand-Tonel, 63, is an inde-
pendent consultant. He began his career in 
1970 with Boston Consulting Group, then 
served successively as Chairman of Com-
pagnie Olivier (1979), Chief Executive Offi c-
er of Sommer (1984) and Chairman of 
Givenchy (1987). Next, he headed Ciments 
Français International and Transalliance. In 
2000, he was appointed a Partner at Arthur 
Andersen/BearingPoint, and in 2004 became 
a Senior Advisor. He is President of the Eu-
ropean American Chamber of Commerce 
and Chairman of the Supervisory Board of 
Du Pareil Au Même. 

Aïcha Mokdahi, 52, has been Essilor’s Sup-
ply Chain Director Europe since February 
2008. She began her career in 1976 in the 
frames division, where she successively 
held the positions of product manager, logistics 

manager and sales development manager. 
In 1990, she joined the lens division, holding 
various managerial positions in the World-
wide Operations Department, in particular 
that of Logistics Director Europe until year-
end 2003. From 2004 to 2008, she was 
head of external development at Essilor 
subsidiary BBGR.

Olivier Pécoux, 49, joined Rothschild & Cie 
in 1991. Today, he is a Managing Partner, 
sharing responsibility for the Group’s invest-
ment banking business in Europe. He began 
his career at Peat Marwick and then served 
as a fi nancial advisor at Schlumberger in 
Paris and New York. In 1986, he joined La-
zard Frères in Paris and was named Vice 
President of the investment bank’s New York 
offi ce in 1988. 

Michel Rose, 64, is Chief Operating Offi cer 
of Lafarge S.A., where he is mainly responsi-
ble for the Cement Division. He joined Lafarge 
in 1970 as an engineer, moved to the Research 
Center and was later named to lead the com-
pany’s internal communications team. After 
managing Lafarge’s activities in Brazil from 
1980 to 1984, he was named Executive Vice 
President Human Resources and Communi-

cation and later headed the Biotechnologies 
Division. He was appointed Senior Executive 
Vice President in 1989, served as Chairman 
and Chief Executive Offi cer of Lafarge North 
America from 1992 to 1995, and was named 
to manage the company’s operations in 
emerging markets in 1996. 

Alain Thomas, 58, has been Industrial Op-
erations Directors in Essilor’s Instruments 
Division since 2007. Joining Essilor in 1974 
as a design draftsman, he helped develop 
topography products and instruments. In 
1980, he began to focus on product engi-
neering methods and was named Industrial 
Operations Director for instruments in 1990.

Serge Zins, 45, has been Chief Financial 
Offi cer of Nikon-Essilor in Japan since late 
2005. He began his career at Essilor in 1987 
in the glasses department. After serving as 
sales manager for the Frames Division in the 
Asia-Pacifi c region, he was appointed Chief 
Executive Offi cer, successively at Essilor 
Indonesia in 1991 and at Varilux Japan in 
1995. He was named Executive Vice Presi-
dent of the ASEAN-Northern Asia region in 
1998 and Chief Financial Offi cer Asia-Pacifi c 
in 2002.

Philippe Germond
Maurice 

Marchand-Tonel Aïcha Mokdahi Olivier Pécoux Michel Rose Alain Thomas Serge Zins
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EXECUTIVE COMMITTEE

From left to right, top to bottom

Xavier Fontanet Chairman and Chief Executive Offi cer • Philippe Alfroid Chief Operating Offi cer • Thomas Bayer President, Essilor 

European Network(a) • Claude Brignon Corporate Senior Vice President, Worldwide Operations • Jean Carrier -Guillomet President, 

Essilor of America • Patrick Cherrier President, Asia Region • Bertrand de Limé President, Latin America and Instruments(b) • 

Didier Lambert Corporate Senior Vice President, Information Systems • Alain Pierre President, BBGR • Patrick Poncin Corporate 

Senior Vice President, Global Engineering • Thierry Robin President, Essilor Canada(c) • Bertrand Roy Corporate Senior Vice 

President, Strategic Marketing(d) • Hubert Sagnières President, North America and Europe Regions • Jean-Luc Schuppiser Corporate 

Senior Vice President, Research and Development • Laurent Vacherot Chief Financial Offi cer • Henri Vidal Corporate Senior Vice 

President, Human Resources • Carol Xueref Corporate Senior Vice President, Legal Affairs and Development

(a) President, Latin America as of April 2008. 
(b) Until April 2008.
(c) Senior Vice President, Central Europe as of July 2008.
(d) President, Europe region as of January 2008.
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SHAREHOLDER INFORMATION

Essilor and
the stock market

TRANSPARENT FINANCIAL 
INFORMATION
Essilor provides its shareholders with trans-
parent, easily accessible information that 
refl ects the Company’s sound corporate 
governance practices and its commitment to 
building lasting relations with shareholders.

Posted on www.essilor.com in the share-
holders section, this information makes it 
possible to monitor Essilor’s activities on a 
day-to-day basis through:
•  News releases announcing earnings, 

revenue and acquisitions, as well as pres-
entations of the Company’s interim and 
full-year results.

•  Information provided in compliance with 
French securities regulations, including the 
Registration Document.

•  The Essilor share price performance in real 
time.

•  Live and recorded audio or video webcasts 
of meetings with analysts following the 
release of the Company’s full-year and 
interim results.

•  Recorded webcasts of conference calls 
with analysts following the release of the 
Company’s full-year, interim and quarterly 
results.

•  The calendar of publications.

Share price up 7.2% in 2007 and 52.7% over the past three years. 
A 13% increase in the dividend to €0.62.

STOCK INDEXES IN WHICH THE 
ESSILOR SHARE IS INCLUDED 
CAC 40 - Euronext 100 - Euronext FAS IAS® 

- ASPI, Ethibel Excellence (Vigeo agency) - 
FTSE4Good - DJSI: Dow Jones Sustainability 
World Index.

A DIVERSIFIED 
SHAREHOLDER BASE
At December 31, 2007, there were 211,279,315 
Essilor shares outstanding and 226,353,574 
voting rights. 

40    

27.6%

50.0%

13.3%

7.9%

1.3%

SHAREHOLDER STRUCTURE 
at December 31, 2007

  Resident institutional investors 
  Non-resident institutional investors  
  Private shareholders* 
  Employees
  Treasury stock   

    *  Including shares held by shareholders not identifi ed 
in the TPI survey.
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ESSILOR SHARE PRICE(1) UP 7.2% IN 2007

In  2007 2006 2005 2004 2003

High 47.50 42.67 35.97 28.87 21.25
Low 40.10 33.32 26.15 19.60 15.42
Closing on December 31 43.65 40.72 34.10 28.82 20.50
Average(2) 43.57 38.75 30.29 24.98 18.45
Shares outstanding on December 31 211,279,315 207,696,872 206,412,524 206,620,966 205,480,216
Market capitalization 
on December 31 (in  millions) 9,066 8,430 7,012 5,932 4,188
Dividend  0.62 0.55 0.47 0.38 0.28
Yield (as a %) 1.42  1.35 1.38 1.32 1.36

ESSILOR AND CAC 40 INDEX PERFORMANCE, AND NUMBER OF SHARES TRADED
January 2, 2005 – December 31, 2007 

CAC 40 up 46%

Essilor up 47%

 ■ Essilor    ■ CAC 40   ■ Number of shares traded

2007 ANNUAL REPORT / ESSILOR     41



   
SHAREHOLDER INFORMATION

INVESTOR RELATIONS BUILT 
ON ONGOING DIALOGUE
Essilor’s fi nancial communication policy with 
regard to institutional investors is based on 
continuous dialogue. To this end, informa-
tion is provided on a regular basis, thus ena-
bling investors to clearly understand the 
Company’s strategy and fi nancial situation.

Essilor’s investor relations take several forms:

• Essilor holds two meetings a year with 
analysts to discuss its interim and full-year 
results as well as its strategy.

• Throughout the year, senior management 
and the Investor Relations Department hold 
meetings with institutional investors in 
Europe, North America and Asia. In 2007, 
nearly 170 individual meetings and 15 road-
shows were organized in Paris, London, 
Edinburgh, Frankfurt, Geneva, Zurich, Stock-
holm, Copenhagen, Boston, Chicago, Los 
Angeles, New York, San Francisco and 
Montreal.

A STEADY INCREASE 
IN THE DIVIDEND 
Essilor paid a dividend of 0.62 per share for 
2007, an increase of 13% over the previous 
year. Over the past fi ve years, the dividend 
has increased by a factor of nearly 2.5. 
The payout ratio in 2007 stood at 35.3%.

DIVIDEND UP 121% SINCE 2003

0.99
1.21

1.41
1.61

1.78

0.620.550.470.380.28

2003 2004 2005 2006 2007

■  Earnings per share (in €)          ■  Dividend per share (in €)

ESSILOR RECEIVES AN AWARD 
FOR THE QUALITY OF ITS ONLINE 
FINANCIAL COMMUNICATION
On June 19, 2007, Essilor received the 2007 
Boursoscan Award for the best online inves-
tor relations. The award was presented by 
Boursorama, a major French provider of on-
line fi nancial information, and the Opinion-
way research institute. In particular, Web 
users appreciated that the site was straight-
forward and easy-to-use and that the infor-
mation provided was transparent and 
reliable. The study ranked the Essilor web-
site sixth overall.

Financial analysts were also invited on a tour 
of the St. Maur Research and Development 
Center in France. The tour provided an op-
portunity for the R&D management team to 
explain its organization and the Company’s 
research and innovation objectives.
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2008 FINANCIAL CALENDAR
•   First-quarter 2008 report: April 23 

•   Annual Shareholders’ Meeting: May 14

•   First-half 2008 revenue: July 17

•   First-half 2008 results: August 28

•   Third-quarter 2008 report: October 23

SHAREHOLDER/INVESTOR 
INFORMATION
Investor Relations and Financial 
Communication Department
Tel.: +33 (0) 1 49 77 42 16 
E-mail: invest@essilor.com

For more information about Essilor Inter-
national:

• The 2007 Registration Document, which 
was fi led with the Autorité des Marchés 
Financiers (AMF) on March 28, 2008 under 
the number D.08-0161. It is available on 
request from Essilor headquarters and can 
be downloaded from the publications section 
of www.essilor.com.

•  Website: www.essilor.com

•  Sustainable Development report 
Seeing the World Better / 2006 – Our Contri-
bution to Sustainable Development can be 
downloaded at www.essilor.com, section 
“corporate – corporate sustainability.”
 

ESSILOR SECURITIES
Essilor has two kinds of securities: ordi-
nary shares and bonds convertible and/
or exchangeable for new or existing shares 
(OCEANE).

Share data:
•  The Essilor share trades on the Euronext 
Paris stock exchange (Compartment A)

•  Par value: 0.18

•  Number of fully paid shares of common 
stock outstanding at December 31, 2007: 
211,279,315

•  Eligible for the SRD deferred settlement 
system 

•  Codes and symbols: 
- ISIN: FR0000121667 
- Reuters: ESSI.PA 
- Bloomberg: EF:FP

OCEANE data:
• Listing: Euronext Paris

• Par value: 51.15

•  Number of OCEANE bonds 
at December 31, 2007: 3,459,062

• ISIN code: FR0000189276

Registered shares 
Shareholders who register their shares 
with the Company do not have to pay any 
custodial or administration fees. 

They also automatically receive notices 
of Shareholders’ Meetings and personal-
ized mailings of information about Essilor. 
Shareholders can also consult their accounts 
via the Internet or by telephone and obtain 
information on share administration. 

Essilor’s registrar is Société Générale:

SG Securities Services / 
Global Issuers Services

32 rue du Champ de Tir, BP 81236
44312 Nantes Cedex 3 - FRANCE
Tel.: 0 825 820 000 (when calling in France)
Fax: +33 (0)2 51 85 62 15

Shareholders who wish to have shares 
that are registered with a custodial insti-
tution recorded in the Company’s share 
register should contact the aforemen-
tioned institution.

To purchase new registered shares, share-
holders should contact Société Générale 
directly, which will send them the neces-
sary documents. 
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In  millions 2007 2006(2) 2005(2) 2004(1) 2004 2003

 IFRS IFRS IFRS IFRS

INCOME STATEMENT      

Revenue 2,908 2,690 2,424 2,203 2,260 2,116

Gross margin (3) as a % of revenue 57.6 58.2 57.3 56.4 60.3 60.6

Operating expenses as a % of revenue 39.4 40.3 39.9 40.2 42.4 43.3

Contribution from operations (4) 527 483 422 357 - -

Contribution from operations as a % of revenue 18.1 17.9 17.4 16.2 - -

Operating profi t (French GAAP) - - - - 404 365

Operating profi t as a % of revenue - - - - 17.9 17.2

Operating profi t 505 460 395 339 - -

Operating profi t as % of revenue 17.4 17.1 16.3 15.4 - -

Profi t for the period attributable 

to equity holders of Essilor International 367 329 288 244 227 200

Net margin as a % of revenue  12.6 12.2 11.9 11.1 10.0 9.5

      

CASH FLOWS      

Cash fl ow (5) 525 458 418 392 385 354

Capital expenditure 228 205 181 150 160 150

Financial investments (6) 218 81 176 111 115 150

Dividends paid (7) (8) 113 96 77 62 62 59

      

BALANCE SHEET      

Equity attributable to equity holders 
of Essilor International 2,156 1,881 1,669 1,341 1,335 1,206

Intangible assets and property,   
plant and equipment, net 1,453 1,264 1,213 959 963 937

Inventories 394 371 365 306 319 310

Total borrowings 468 450 605 633 646 709

Net cash 260 210 54 37 34 (97)

      

FINANCIAL RATIOS (as a %)      

Return on assets (ROA) 26.9 27.9 24.8 25.7 26.8 24.1

Return on equity (ROE) 17.1 17.5 17.4 18.2 17.0 16.6

Net cash to equity 12.0  11.1 3.2 2.8 2.5 (8.1)

      

PER-SHARE DATA (in ) (9)      

Net asset value(10) 10.39 9.21 8.19 6.60 6.57 5.96

Basic earnings 1.78 1.61 1.41 1.21 1.12 0.99

Diluted earnings 1.74 1.55 1.37 1.16 1.08 0.98

Dividend 0.62 0.55 0.47 0.38 0.38 0.28

Payout ratio  35.3% 34.3% 33.3% 31.5% 34% 28.3%

Shares outstanding at year-end (11) 211,279,315 207 696 872 206,412,524 206,620,966 206,620,966  205,480,216

OTHER DATA

Employees (12) 31,534 29,288 26,534 24,793 25,886 23,607

Five-Year Financial Performance

 (1)  Before fi rst-time application of IAS 32 and IAS 39 standards (January 1, 2005). After fi rst ap-
plication of IAS 32 on January 1, 2005, Essilor’s net cash position stood at 74 million.

 (2)  Adjusted for a change of accounting method (recognition of actuarial gains and losses in equity). 
 (3) Revenue less cost of goods sold.
 (4)  Operating profi t before share-based payments, restructuring costs and other expenses, and 

goodwill impairment. 
 (5) Profi t before non-cash items and share of profi ts of associates, net of dividends received. 
 (6) Including buyback of treasury stock and redemption of OCEANE convertible bonds. 

 (7) Dividends paid for the previous year.
 (8) Including précompte dividend equalization tax in the year 2003. Abolished in 2004.
 (9) Adjusted for the July 16, 2007 2-for-1 stock split. Par value following the split: 0.18.
 (10) Equity including minority interests / Number of shares excluding treasury stock. 
 (11) Including shares held in treasury.
 (12)  Excluding employees of Transitions, which has been consolidated by the equity method since 

2004 (IFRS).
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Airwear®, Alizé®, Crizal®, Crizal A2™, Crizal® Alizé®, Crizal® Alizé® AST™, Crizal® Alizé® avec AST™, Crizal Avancé™, Crizal Avancé™ with Scotchgard™ Protector, Crizal® 
Sun, Defi nity®, Dual Add®, Ellipse®, Essilor®, Essilor 360°™, Essilor Advans™, Varilux®, Varilux Comfort®, Varilux Computer®, Varilux® Ipseo®, Varilux Physio®, Varilux 
Physio Fit™, Varilux Physio® f-360°™, Varilux Physio 360°®, Varilux Road Pilot™ and Varilux® Sport are registered trademarks of Essilor International.

Accolade® is a registered trademark of Essilor of America.Anateo®, Neva®, Neva®+ and Neva® Secret are registered trademarks of BBGR. Sports SOL-utions™ is a 
registered trademark of BNL. Nikon® and Presio® are registered trademarks of Nikon Corporation. SeeProud, SeeMax, SeeClear and SeeSeries are Nikon-Essilor trademarks. 
Transitions® is a registered trademark of Transitions Optical Inc. Global Value® is an analysis model registered by BMJ Ratings.The Scotchgard Protector trademark is 
owned by 3M Company.

Unless other indicated:
- Information concerning market share and positions is based on volumes sold.
- Marketing information concerning the ophthalmic optics market and industry as well as information about Essilor’s market share and positions is based on internal assessments and studies incorporating 
external market data where appropriate.

Concept design:  - Photos : Christian Chamourat - Nicolas Richez - Philippe Stroppa / Studio Pons - Images from the Essilor Photo Library / Other.

The English version of this Annual Report is a free translation from the original, which was prepared in French. All possible care has been taken to ensure that the translation is an accurate representation 
of the original. However, in all matters of interpretation of information, views or opinion expressed therein the original language version of the document in French takes precedence over the translation.

For more information about Essilor International:

Investor Relations and Financial 

Communication Department

Tel: + 33 (0)1 49 77 42 16
E-mail: invest@essilor.com
Website: www.essilor.com

Sustainable Development 

Report

Seeing the World Better / 
2006 – Our Contribution 

to Sustainable Development 
can be downloaded from 

the Essilor website, 
corporate section.

Registration Document 

fi led with the Autorité 
des Marchés Financiers 
(AMF) on March 28, 2008 

under the number D.08-0161. 
It is available on request from 

Essilor headquarters 
and can be downloaded from 

the publications section 
of the Essilor website.

Website: www.essilor.com
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