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Directors’ report

INTRODUCTION

The Campari Group's financial results in the first half of 2003 can be summarized as follows:

€ million First half 2003 First half 2002 % variation
Sales net of discounts and excise duties 332.7 306.5 8.5%
EBITDA 78.9 75.3 4.8%
EBITA 70.9 67.5 4.9%
EBIT 56.9 53.7 6.1%
Income before taxes and minority interests 51.4 52.2 -1.5%
Group's net income 28.0 32.0 -12.6%

With growth in sales and in EBIT of 8.5% and 6.1% respectively, the period can be considered to have
been more than satisfactory, especially in the light of the significant negative impact brought about by
exchange rate fluctuations and, in particular, the appreciation of the Euro against the US Dollar and the
Brazilian Real.

Converted at constant exchange rates, i.e. those of the first six months of 2002, the figures for the first
half of 2003 would show a growth in sales and EBIT of 16.7% and 16.8% respectively, as can be seen

from the table below.

% variation between the first half of 2003 and 2002, at constant exchange rates:

Sales net of discounts and excise duties 16.7%
EBITDA 13.2%
EBITA 13.5%
EBIT 16.8%
Income before taxes and minority interests 8.3%
Group's net income -5.2%

Income before taxes and minority interests, which has fallen slightly at real exchange rates and risen by
8.3% at constant exchange rates, has suffered from the negative impact of a drop in extraordinary income
and from higher financial charges.

Net Group income shows a decline of 12.6% at real exchange rates, which would be limited to 5.2% at
constant exchange rates, due to a higher tax burden and to higher minority interests.

SIGNIFICANT EVENTS

Agreement with Unions

On 10 January 2003, the Group announced that it had reached an important agreement with the Unions
on the rationalization of its production organization, in particular with the opening of the new Novi Ligure
plant and the progressive divestiture of the Sesto San Giovanni and Termoli units.

The overall employment level will remain unchanged.
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In any case, concrete out-placement initiatives will be guaranteed for all employees who prefer to remain
in the locations of the divested plants.

The agreement, also characterized by major financial support for workers to be placed in “mobility lists”,
was reached in a wholly transparent manner with the trade union organizations, with the restructuring
project announced as early as March 2002 and with the completion of the operation planned for the end
of 2005.

Campari stock included in Midex

Since 30 January 2003, Campari stock has been included in Midex, the index of major mid-capitalization
companies listed on the Electronic Stock Market (MTA), organized and managed by Borsa ltaliana S.p.A.
Following its listing in Midex, since the same date, Campari stock has also been traded on the After Hour
Market (TAH) organized and managed by Borsa Italiana S.p.A.

Joint venture for the Spanish market

On 10 February 2003, the Campari Group announced the creation of Summa S.L., a joint venture with the
Gonzalez Byass Group, aimed at enhancing and developing the marketing of both group’s product
portfolios in the Spanish market.

The joint venture, due to start operations in April 2003, is 30% owned by the Campari Group (with the
residual 70% held by the Gonzales Byass Group), and has a projected volume of 1.8 million cases and
projected yearly turnover of over € 65 million.

The Gonzalez Byass Group, founded in 1835, is one of the leading companies in Spain in the production
and marketing of sherry, brandy and other wines and spirits, among them: the market leaders Tio Pepe
fine sherry and Soberano brandy; Lepanto, leader in the super premium brandy category and the range of
30 year aged sherries (Apostoles, del Dugue, Noe and Matusalem); the wines Beronia (rioja), Altozano
(Tierra de Castilla) and the cava sparkling wine Castell de Vilarnau.

Currently, the Campari Group is present on the Spanish market with the Campari, CampariSoda, SKYY
Vodka, Cinzano vermouths, Cinzano Soda and Cynar.

Campari Mixx launched in Germany and Austria

The first quarter of 2003 saw the signing of the contracts for the distribution of Campari Mixx on the
German and Austrian markets, respectively with Interbrew Deutschland, of the Interbrew Group, and with
Stock Austria, of the Eckes Group.

The agreements will be in force for a period of 4 years for the German contract and of 3 years for the
Austrian contract.

In both markets, the Campari brand is foremost within the imported spirits segment: hence, the launch of
Campari Mixx is the natural evolution of the Campari brand’s strong presence.

SKYY Berry, SKYY Spiced and SKYY Vanilla launched in the United States

In March 2003, SKYY Spirits, LLC launched three additional SKYY Vodka line extensions (adding to the
existing SKYY Citrus).

These are SKYY Berry, SKYY Spiced and SKYY Vanilla, three flavoured vodkas: this segment is experiencing
strong growth in the US market.

Increase in the Sella & Mosca S.p.A. interest to 100%.

In June 2003 the Group, through its subsidiary Zedda Piras S.p.A., brought its Sella & Mosca S.p.A. holding
to 100% with the acquisition of the 22.38% interest still held by third parties.
The value of the transaction was € 8.5 million.
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Merger of Francesco Cinzano & C.ia S.p.A. into Campari-Crodo S.p.A.

On 26 June 2003, Francesco Cinzano & C.ia. S.p.A. was merged into Campari-Crodo S.p.A.; the merger
will be effective as of 1 January 2003, for income tax purposes under Article 123 of Presidential Decree
917/86, while for civil law purposes it will be effective as of 14 November 2003.

The aim of the operation is to simplify the corporate structure and rationalise operations.

SALES PERFORMANCE

All sales values provided in this paragraph, whether defined as net sales or simply as sales, are always
expressed net of excise duties and discounts.

In the first six months of 2003, net consolidated Group sales were € 332.7 million, up 8.5% over the same
period of the previous year, when they had been € 306.5 million.

The table below shows sales variations, divided up into their three components — external growth, organic
growth before exchange rate effect, and variation due to exchange rates.

Analysis of net sales variation € million % over first half
of 2002
Net sales - first half 2003 332.7
Net sales - first half 2002 306.5
Total variation 26.2 8.5%
whereof
external growth 18.3 6.0%
organic growth before exchange rate effect 329 10.7%
exchange rate effect -25.0 -8.1%
Total variation 26.2 8.5%

6.0% external growth derives from first-half sales of tequila 1800 by the subsidiary Skyy Spirits, LLC.
amounting to € 18.3 million.

It should be recalled that SKYY Spirits, LLC began to distribute the brand in October 2002 and,
consequently, sales of tequila 1800 in the first nine months of 2003 have been classified as external
growth.

Organic growth, measured applying the same average exchange rates as those of the first half of 2002,
was 10.7%; this positive trend in Group sales has also benefited from the contribution of Campari Mixx,
the “ready to drink “ launched in the second half of last year.

Conversely, exchange rate variations have had a negative impact of —=8.1% on net sales.
The negative effect was brought about mainly by the depreciation the US Dollar (-18.8%) and the Brazilian
Real (-38.5%) against the Euro, as compared with the average exchange rate in the first half of 2002.
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Real average exchange rates for the period 2003 2002 % variation
BRCx 1€ 3.569 2.195
€x1BRC 0.2802 0.4555 -38.5%
US$x 1€ 1.105 0.898
€x1US$ 0.9050 1.1139 -18.8%

The comparison between average exchange rates in the two half-years is particularly unfavourable in that
the gradual depreciation of these currencies against the Euro only began in a significant way at the end of
the first half of 2002.

In fact, assuming that the exchange rates of the US Dollar and the Brazilian Real in the second half of this
year are in line with the average levels seen in the first half, the exchange rate effect on an annual basis
will tend to be more moderate than in the first half of 2003: in particular, depreciation of the Brazilian Real
would go from 38.5% to 22.0%, while depreciation of the dollar would be 14.4% instead of 18.8%.

For a better understanding of the tables below, it should be noted that the impact of exchange rate
variations on sales is always calculated as follows.

Foreign currency sales in the first six months of 2003 are converted into Euro, both at the average
exchange rate in the first half of 2003 and at the average exchange rate in the first half of 2002; the
difference in absolute value between these two figures, which, in the specific case of appreciation of the
Euro, is always a negative value, is applied to sales in the first half of 2002, calculated at the average
exchange rate for the first six months of 2002: the percentage value thus obtained is the calculation of the
exchange effect.

The two tables below show sales by geographic area. The first table indicates the year, distribution, and
trend in net sales per area; the second shows the percent over the total trend in each area of the three
components — external growth, organic variation and exchange effect.

Net sales by geographic area First half 2003 First half 2002 % variation
€ million % € million % 2003 /2002

Italy 169.1 50.8% 159.4 52.0% 6.1%
Europe 64.4 19.4% 55.0 17.9% 17.1%
Americas 94.3 28.4% 86.5 28.2% 9.0%
Rest of the world 48 1.4% 5.5 1.8% -13.3%
Total 332.7 100.0% 306.5 100.0% 8.5%
Analysis of % net sales variation by geographic area Half-year total % whereof whereof gross whereof exchange
variation external growth organic variati on rate effect

Italy 6.1% 0.0% 6.1% 0.0%
Europe 17.1% 0.0% 17.3% -0.2%
Americas 9.0% 21.1% 16.0% -28.1%
Rest of the world -13.3% 0.0% -3.6% -9.7%
Total 8.5% 6.0% 10.7% -8.1%

While in 2002 sales distribution by geographic area significantly changed following the acquisition of Skyy
Spirits, LLC, which resulted in the Americas area doubling in relative weight, in the first half of 2003, despite
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a considerable contribution in external growth from the US as a result of tequila 1800 (+21.1%), the
geographic distribution of sales was substantially in line with the previous period due to mixed factors, such
as the erosion of exchange rates in the Americas (-28.1%), and high organic growth in Europe (+17.1%).

In Italy (50.8% of the total) sales amounted to € 169.1 million, with a 6.1% overall increase, due to
considerable organic growth in the three areas of business.

All spirits, including Campari Mixx, as well as Cinzano sparkling wines, exhibited a particularly strong
performance; soft drinks also benefited from particularly favourable weather conditions in May and June
and recovered from the slowdown in the first four months of the year, ending the period with a gain over
the previous year.

It should also be noted that these positive sales results in Italy would look even better (+7.7%) if we were
to exclude the drop in income from the Sulmona plant third-party bottling activities, entered under the
“other sales” segment.

Sales in the European area, 19.4% of the total, increased by 17.1% over the corresponding period of the
previous year.
The factors which most contributed to this upward trend were:

— launch of Campari Mixx in Germany and in Austria;

— positive inception of a new distribution agreement in the huge Russian market, especially significant
for Cinzano vermouth sales;

— first signs of the German market’s trend reversing, which can be attributed both to a general recovery
of consumptions and, more directly, to the early effects of the restructuring carried out in the last eight-
ten months.

Half-year net sales in the Americas area were € 94.3 million, with a total increase of 9.0% on the first half
of 2002; as had been expected, this overall trend in the area is the result of various factors:

— sales of tequila 1800, for which the Group acquired distribution rights in October 2002, generated
external growth of 21.1%;

— net of the exchange rate effect, organic growth was 16.0%, thanks to good results in the North
American and Brazilian markets;

— the unfavourable trend in exchange rates had a highly erosive effect on net sales in the area, which are
consequently down 28.1%.

The two tables below show the breakdown of net sales in the Americas area.

First half 2003 First half 2002 % Variation
Americas area net sales € million % € million % 2003 / 2002
USA 731 77.5% 579 67.0% 26.2%
Brazil 179 19.0% 255  295% -29.8%
Other countries 33 35% 3.1 3.6% 7.4%
Total 94.3 100.0% 86.5 100.0% 9.0%
Analysis of Americas area Half-year total % whereof whereof gross whereof
Net sales % variation variation external growth organic variation  exchange rate effect
USA 26.2% 31.5% 16.6% -21.9%
Brazil -29.8% 0.0% 14.1% -43.9%
Other countries 7.4% 0.0% 21.5% -14.1%
Total 9.0% 21.1% 16.0% -28.1%
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Net sales in the US have seen an overall increase of 26.2%, despite the 21.9% depreciation of US Dollar,
which significantly affected the excellent results achieved.

In addition to a remarkable 31.5% contribution to external growth, as mentioned above, the subsidiary Skyy
Spirits, LLC also contributed 16.6% organic growth; this result was achieved thanks to the performance
of the SKYY Vodka brand, which continues to exhibit double-digit growth rates, and to the positive impact
of the launch of SKYY Berry, SKYY Spiced and SKYY Vanilla, the new line extensions recently added to the
existing SKYY Citrus.

Campari do Brasil Ltda. has also performed very well, with a 14.1% increase in net sales, calculated in local
currency, mainly due to Campari's and Dreher’s good results.

Unlike the situation in the US, however, local currency depreciation (-43.9%) was so strong, and so much
higher than organic growth, that the overall net sales figure for the Brazilian area, expressed in Euro
(-29.8%), dropped heavily.

Still with regards to exchange rates, it should be pointed out that the negative impact of Euro appreciation
on sales in the US and Brazil (-21.9% and -43.9% respectively) exceeds US Dollar and Brazilian Real
depreciation (-18.8% and —38.5% respectively); this is because in growing businesses, such as those
concerned, currency fluctuations affect both the existing business and the incremental portion of sales (i.e.
organic growth).

The other countries in the Americas area, whose significance is marginal, have increased their sales to
such an extent that they have fully recovered from the negative impact of depreciation, mostly linked to
US Dollar fluctuations.

In the complementary Rest of the World area, net sales dropped by an overall 13.3%, mainly due to a 9.7%
exchange rate effect. However, even excluding the significant negative currency effect, sales in this area
saw a 3.6% contraction, largely attributable to the Japanese market, where the distributor substantially
reduced stocks in order to increase efficiency.

Consumption of the Group's brands in the Japanese market, depressed as the result of the continuing
recession, has, on the contrary, recorded some growth, however limited.

The following two tables respectively show the trend of net sales by segment, and the breakdown of total
variation for each business area, in the three components (external growth, gross organic variation, and
variation deriving from the exchange rate effect).

Net sales by segment First half 2003 First half 2002 % variation
€ million % € million % 2003 /2002

Spirits 217.8 65.5% 195.2 63.7% 11.6%
Wines 36.4 10.9% 340 11.1% 6.9%
Soft drinks 755 22.7% 71.4  23.3% 5.6%
Other sales 3.0 0.9% 5.8 1.9% -47.7%
Total 332.7 100.0% 306.5 100.0% 8.5%
% net sales variation 2003/2002 by segment Half-year total % Whereof Whereof gross Whereof exchange
variation external growth organic variation rate variation

Spirits 11.6% 9.4% 14.2% -12.0%
Wines 6.9% 0.0% 9.7% -2.8%
Soft drinks 5.6% 0.0% 5.6% 0.0%
Other sales —47.7% 0.0% -38.9% -8.8%
Total 8.5% 6.0% 10.7% -8.1%
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All three of the Group’s business areas — spirits, wines and soft drinks — contributed positively to sales
growth in the first half of 2003, with a total increase of 8.5%.

Only the complementary “other sales” segment, as previously mentioned in the comment to the ltalian
market, has contracted significantly by 47.7%; had the performance of this non-strategic segment not been
taken into consideration, sales growth of the Group’s core business would have been 9.6%.

Spirits

With net sales of € 217.8 million, in the first half of 2003 the spirits segment saw a 11.6% overall growth
over the corresponding period of 2002, when sales were € 195.2 million.

Not considering the effects of external growth (+9.4%) and exchange rates (-12.0%), referred to
previously, the total growth for this segment would be 14.2%.

As to the performance of the main brands, some significant aspects should be pointed out.

In the first half of 2003, Campari net sales, before exchange rate effect, increased by 1.5% on the
corresponding period of the previous year; however, the significant 6.5% negative exchange rate effect,
mainly attributable to the Brazilian Real’s depreciation, resulted in an overall 5.0% drop in consolidated sales.
In Brazil, Campari has continued to perform very well; in a difficult economic context for medium-high
range spirits, the brand has won market shares and exhibited a reassuring growth in sales, mainly due to
a strategy focused on promotion and advertising.

The 8.2% growth achieved in the first half also benefited, to a certain extent, from advance sales in view
of a price increase in May.

After the excellent 2002 results on the Italian market, when Campari achieved an 11% increase in net
sales, in the first half of the year the brand continued its upward trend with a 4.5% growth rate.

In Germany, Campari sales recovered slightly, which can be interpreted very positively as a sign of reversal
in the negative trend which characterized the brand’s history over the last few years.

Sales of SKYY Vodka, including the flavours range, have contributed significantly to the upward trend in
spirits in the first half, recording a 27.1% growth in sales, before the exchange rate effect.

The concentration of sales of this brand on the US market, which represents 94% of total sales, combined
with the marked depreciation of the dollar, led to a 23.1% drop attributable to the exchange impact; this
significantly reduced the overall performance of SKYY Vodka, which saw growth limited to 4.0% in Euro.
It should be recalled that, as previously mentioned, March 2003 saw the launch of three new SKYY Vodka
line extensions — SKYY Berry, SKYY Spiced and SKYY Vanilla — added to the existing SKYY Citrus.

As a result, sales of the flavoured vodka range in the half-year under review represented 15% of the total
SKYY brand.

CampariSoda, whose sales are almost entirely concentrated in the Italian market, was up 2.1% over the
first half of last year.

As for Campari Mixx, after its launch in Italy and Switzerland in the second half of last year, two important
business deals were clinched on the German and Austrian markets, thus implementing the scheduled plan
for a selected distribution expansion.

Furthermore, Campari Mixx Orange was launched in Italy in May: this is a new product with lower alcohol
content and a less sophisticated flavour, more immediately pleasing to consumers’ taste.

Overall sales of Campari Mixx in Italy in the first half of the year met the set objectives and achieved
expected performance in the second and more important half of the year.

As for performance in the first half instead, the national “ready to drink” market, still in the initial phase of
its life cycle, recorded low sales volumes and exhibited higher seasonality than is found in established
markets, such as the Anglo-Saxon ones.
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As for Brazilian brands, Dreher “aguardiente” performed particularly well in the first half year, while admix
whiskies saw a downward trend.

Dreher sales, in local currency, rose by 21.1%, proving that the brand is back to a healthy level, having
benefited both from appropriate promotion and advertising investment and price levels less negatively
affected by the difficult local economic context.

However, Old Eight and Drury’'s admix whiskies, in a low-season half-year, were affected by the full
negative impact of the economic recession, which severely affected products in a higher price range, and
thus saw a 10.8% reduction in sales at constant exchange rates.

Expectations for the second and far more important half year are pointing to a recovery.

Sales of Ouzo 12 are up 14.5%, thanks to the positive progress of both target markets, i.e. Greece and
Germany.

Cynar continues its downward trend, —=7.0%, essentially due to the continuing problems encountered on
the Italian market.

The first half of the year was extremely positive for sales of Mirto di Sardegna and other typical Zedda
Piras liqueurs, totally concentrated in the Italian market; the overall 11.2% growth continues to be driven
by the brand’s upward trend in mainland ltaly.

As for third-party brands distributed by the Group, Jagermeister grew by 3.9%, while net consolidated
sales of Scotch whiskies as a group dropped by 16.8% in this half.

Once again, this negative result can be attributed mainly to the exchange rate effect, which subtracted to
the results achieved in the US and Brazil; at constant exchange rates, however, the segment recorded a
2.7% growth.

Wines

In the period, the wines segment posted sales for € 36.4 million, up 6.9% over the corresponding period
of the previous year; before the negative exchange rate effect, whose total impact was 2.8%, sales
increased by 9.7%.

It should be noted that the half-year was a positive one for all the Group’s brands.

Sales of Cinzano vermouth were up 7.0%, notwithstanding the fact that, within the wines segment, this
was the brand most affected by the exchange rate effect (-6.3%); at a constant exchange rate, growth is
13.3%.

This more than satisfactory performance was mainly due to the significant strengthening of the distribution
network in Eastern European markets and, in particular, in Russia.

Cinzano sparkling wines also performed well, with a 6.7% increase in net sales, only marginally affected
by the unfavourable exchange rate (-0.7%).

As for the two main markets, Germany and ltaly, the first ended the half-year with the same level of sales
as in the corresponding period in 2002, which may be a sign of the recovery in consumption of sparkling
wines in the German market, while ltalian sales grew by 24.5%, an excellent result, especially as it was
achieved in a low season.

As regards Sella & Mosca wines, net sales for the first half of 2003 were up 2.8%, as a result of a growing
market for these products in ltaly (representing 85% of the total) and from a drop in sales on foreign
markets, where, however, a recovery is expected the second half of the year.

Sales of Liebfraumilch wine in Brazil, on a constant exchange rate basis, also grew 10.4%.

Riccadonna sparkling wines, for which Australia is the main market, although very negatively affected by
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the unfavourable exchange rate, ended the half-year with strong growth as compared with the previous
year.

Soft drinks

Net sales of soft drinks, almost entirely from the Italian market, were € 75.5 million in the first half of 2003,
with a 5.6% increase over the previous year.

As anticipated in the comments on sales by geographic area, the soft drinks segment benefited from
particularly favourable climatic conditions in the months of May and June, when temperatures were
significantly higher than season averages.

In particular, sales of the Lemonsoda, Oransoda and Pelmosoda line recorded a 9.9% increase; those
of mineral waters were up 7.3%, and sales of Lipton Ice Tea (a third-party brand distributed in ltaly) grew
8.6%.

The main brand in the soft drinks segment is still Crodino; as a non-alcoholic aperitif, its sales performance
was less linked to climatic factors than were soft drinks proper; in any case, during the half-year, sales rose
by 3.4%.

In early 2003, our company, in agreement with the brand owner, discontinued distribution of Granini fruit
juices.

Other sales

This segment, which is marginal and complementary to the others, includes revenue from the co-packing
business and the sale to third parties of raw materials and semi-finished products, mainly in Italy and Brazil.
In the first half of 2003, these sales amounted to € 3.0 million, down 47.7% on the previous year, when
they had been € 5.8 million.

This marked drop can be attributed largely to lower production on behalf of third parties in Italy and, to a
lesser extent, to the negative impact of depreciation on Brazilian “other sales” which, at constant
exchange rates, increased slightly over the previous half year.
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CONSOLIDATED INCOME STATEMENT

The table below shows the consolidated income statement for the first half of 2003, reclassified according
to internationally accepted accounting principles.

The figures relating to the first half of 2003 are compared with those for the corresponding period of 2002.
Additionally, each line shows the percentage of net sales, as well as the percent variation between the
corresponding values in the two periods.

Reclassified income statement 30 June 2003 30 June 2002 % Variation
in € millions Value % Value % 2003 /2002
Net sales 332.7 100.0% 306.5 100.0% 8.5%
Cost of materials (113.9) -34.2% (102.9) -33.6% 10.7%
Cost of production (20.7) —6.2% (23.4) -7.6% 11.3%
Total cost of goods sold (134.6) -40.5% (126.3) -41.2% 6.7%
Gross margin 198.1 59.5% 180.2 58.8% 9.9%
Advertising and promotion (69.2) -20.8% (57.6) -18.8% 20.1%
Distribution and sale expenses (37.4) -11.2% (36.5) -11.9% 2.4%
Trading profit 91.5 27.5% 86.1 28.1% 6.2%
General and administrative expenses (23.7) -7.1% (21.9) -7.2% 7.0%
Other operating income 8.5 1.1% 4.0 1.3% -12.4%
Goodwill and trademark amortization (13.9) -4.2% (13.9) -4.5% 0.5%
Operating income = EBIT before non-recurring costs 57.4 17.3% 54.3 17.7% 5.9%
Non-recurring costs (0.5) -0.2% (0.6) -0.2% -5.9%
Earnings before interest and taxes (EBIT) 56.9 17.1% 53.7 17.5% 6.1%
Net financial income (losses) (5.0) -1.5% (2.2) -0.7% 122.5%
Income (losses) on net exchange rates (0.5) -0.2% 7.4 2.4% -107.3%
Other non — operating income (losses) 0.0 0.0% 6.7) -2.2% -99.4%
Income before taxes and minority interests 51.4 15.5% 52.2 17.0% -1.5%
Minority interests (7.8) -2.4% (7.3) -2.4% 7.3%
Group income before taxes 43.6 13.1% 44.9 14.7% -3.0%
Taxes (15.6) -4.7% (12.9) -4.2% 20.8%
Group net income 28.0 8.4% 32.0 10.4% -12.6%
Tangible asset depreciation (6.8) -2.0% (6.5) -2.1% 4.4%
Intangible asset amortization (15.2) —4.6% (15.1) -4.9% 0.4%
Total depreciation and amortization (22.0) —6.6% (21.6) -7.1% 1.6%
EBITDA before non-recurring costs 79.4 23.9% 75.9 24.8% 4.7%
EBITDA 78.9 23.7% 75.3 24.6% 4.8%
EBITA before non-recurring costs 71.4 21.5% 68.1 22.2% 4.8%
EBITA 70.9 21.3% 67.5 22.0% 4.9%

In the income statement displayed above, where costs are aggregated by allocation, a new criterion for
classifying the costs borne by central structures for research & development, quality assurance and
engineering has been adopted: these costs, which, in previous years were classified as “production
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costs”, have been reclassified, for 2003 only, under the heading “general and administrative expenses”.
In the two periods compared, such costs amounted to € 1.3 million.

In the first half of 2003, the Group’s consolidated income statement shows a positive variation in the
various profitability levels as compared to the equivalent period of the previous year.

In particular, the EBIT, or operating income, amounted to € 56.9 million, up 6.1% on the previous year,
when it was € 53.7 million.

As stated in the introduction, at constant exchange rates, the EBIT is significantly higher (+16.8%) because
of significant depreciation of the US Dollar and Brazilian Real, which, overall, had a negative impact of
10.7% on operating income for the first half-year

The performance of net sales and the strong negative impact of exchange rates on their increase were
fully commented on in the previous paragraph; an analysis of the most significant cost entries as well as
trends in income and expenses pertaining to the lower section of the income statement is provided below.

The overall cost of goods sold was more limited and its percent over sales fell by 0.7 percentage points,
from 41.2% last year to 40.5%; this improvement may be attributed to a trend in the opposite direction of
the two items that compose it, i.e. the cost of materials and production costs; while the former rose during
the half-year, increasing their percent over sales by 0.6 points, the latter, on the contrary, were more limited
and significantly reduced their impact (-1.4%) compared to the first half of last year.

These variations are due mainly:

— to the consolidation of tequila 1800 sales: as a distribution licence brand, the cost of materials (or rather
the price of purchase from the trademark owner) has a far higher influence than it has on the Group;
on the other hand, no production costs are involved,;

— to the fact that production costs for the half-year 2003 benefit from the reclassification mentioned at
the beginning of the paragraph, i.e. from this year, costs for € 1.3 million Euro have been charged to
general and administrative expenditure;

— to successful control of industrial facility costs in the Italian production units.

Advertising and promotions expenses have, overall, increased by 20.1%, a percentage which exceeds
that of net sales growth, with an impact on said sales which, over the two periods being compared, has
grown from 18.8% to0 20.8%.

This significant increase is due to to a large extent to Campari Mixx and to the high advertising investment
for the introduction of this brand in the market.

However, it should be emphasized that, for the purpose of an analysis of the impact of promo-advertising
investment on net sales, comparisons with the first half of 2002 seem heavily penalized, in that, in the case
of Campari Mixx, the following factors come into play:

— in Italy, the launch of the brand in July of the previous year involved promo-advertising investments in
the second part of the year, while, in 2003, this investment was brought forward to the first half-year
to respond to the seasonal nature of the segment,

— in Germany and Austria, however, the brand was launched in the first half of this year, generating the
resulting increase in expenditure mentioned.

Sales and distribution expenses have seen a more limited increase than net sales (+2.4%) and therefore
their percent over sales has fallen by 0.7 points, from 11.9% last year to 11.2%; this positive trend is due
mainly to two causes, the first of a structural nature and the second of an economic nature:

— in a phase of expanding business, such as the Campari Group is experiencing, the income statement
has benefited from improved global absorption of fixed costs, typically related to the marketing
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structure and sales networks, unlike variable costs, such as transport costs and sale commissions,
which grow proportionately to the business;

— in the case of the US and Brazilian subsidiaries, the costs referred to show an impact on sales that is
greater than the average impact on the Group: as a result, the depreciation of the US Dollar and the
Brazilian Real led to a positive exchange rate effect on this item of the income statement.

The Group's income statement thus shows a trading profit of € 91.5 million, up 6.2% over that of the first
half of 2002; at constant exchange rates, or before depreciation impact, which had a negative effect on
sales, but a positive effect on costs, growth was 14.8%.

General and administrative expenses rose by 7.0% and their percent of net sales remained basically
unchanged, at 7.1% from 7.2% last year.

It should be recalled that, in 2003, this item includes costs of € 1.3 million, which, the previous year, had
been entered under production costs.

The item other operating income shows overall earnings of € 3.5 million, down from the corresponding
period of the previous year, when the figure was € 4.0 million; this line in the income statement includes
royalties received from third parties for use of the Group's trademarks and, only in the first half of 2003
—year, other operating income amounting to € 1.0 million.

Rovyalties have dropped sharply, from € 4.0 million in the first half of 2002 to € 2.5 million in the first half
of 2003.

In both periods, the item mainly includes royalties from Skyy Spirits, LLC, from SABMiiller for sales of SKYY
Blue, the ready to drink launched the previous year and manufactured and distributed by SABMiller in the
UsS.

Royalties in 2002, in addition to being converted at a far more favourable exchange rate, even expressed
in US Dollars, were higher in that they were associated with very high sales typical of the launch and early
distribution stage of the product.

Goodwill and trademark amortization (13.9 million) has not changed as compared with the equivalent
half of the previous year and, therefore, total intangible asset amortization has remained substantially
the same (€ 15.2 million).

Tangible asset depreciation has, however, substantially increased, from € 6.5 million to € 6.8 million.

As a direct result of the overall containment of total depreciation, which, in the two periods being
compared, has risen by only 1.6%, the two indicators, EBITDA and EBITA have seen lower growth than
that identified at operating income level (EBIT).

In particular:

— EBITDA, or earnings before interest, tax and tangible and intangible depreciation, in the first half of 2003
was € 78.9 million, 4.8% up over the first half of 2002 (+13.2% at constant exchange rates);

— EBITA, or earnings before goodwill and trademark amortization, was € 70.9 million, up 4.9% (+13.5%
at constant exchange rates).

The consolidated income before taxes and minority interests was € 51.4 million, slightly down (-1.5%)
from that in the first half of the previous year; however, at constant exchange rates, it rose by 8.3%.
Income statement entries between operating income and income before taxes, such as net financial
charges, income and/or losses on net currency transactions and other non-operating income and losses,
show highly significant changes in the two periods being compared; overall, this year the three items had
a € 5.5 million negative impact on income, as opposed to a more moderate net loss of € 1.5 million
recorded the previous year, thus resulting in an overall increase of € 4.0 million.
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Net financial charges for the period were € 5.0 million, considerably higher than the previous year, when
these charges amounted to € 2.2 million; this difference can be attributed:

— firstly to the different size of average debt in the two periods under comparison;
— secondly to the higher interest rate paid for the liquidity obtained through US Private Placement,
concluded in July 2002, which allowed the Group to convert its short-term debt into long-term debt.

The balance of exchange rate differences in the first half of 2003 shows a loss of € 0.5 million, as
opposed to a positive balance of € 7.4 million in the previous fiscal year, which, it should be recalled,
included € 8.0 million in unrealized earnings, upon closure of currency positions and liquidation of assets,
and € 0.5 million in losses on currency transactions resulting from operations.

Lastly, non-operating income and losses in the first half of 2003, amongst which there are no particularly
important entries, balance out to zero; in the first half of 2002, on the other hand, this income statement item
showed a net loss of € 6.7 million, generated by € 10.0 million provisions and € 3.3 million capital gains.

Group income before taxes in the first half of 2003 was € 43.6 million, with a 3.0% reduction from the
previous year, due to an increase in minority interests amounting to € 7.8 million (€ 7.3 in the first half of 2002).
This increase is the result of growing profits from Skyy Spirits, LLC's, which, in the first half of 2003, was
the main company included in the Group's area of consolidation, in which third parties hold a significant
share of the capital (41.1%).

In the first half of 2002, minority interests also included € 0.2 million for the profit made by Sella & Mosca
S.p.A., in which third parties held 22.38% of the capital.

In June 2003, the Group acquired minority holdings in Sella & Mosca S.p.A., and now owns 100% of the
capital.

Group’s net income for the period was € 28.0 million, down 12.6% as compared to the first half of 2002,
as a result of a higher tax burden. Taxes for the fiscal year ended 30 June 2002 had in fact benefited to a
far more significant extent from the DIT tax break than it has this year and also from the “Tremonti bis”
tax break, for the portion of investments made during the half-year, mainly pertaining to the construction
of the Novi Ligure plant.

At constant exchange rates, the negative variation in the Group’s net income was limited to 5.2%.

PROFITABILITY BY BUSINESS AREA

The Group's trading profit in the first half of 2003 was € 91.5 million, up 6.2% over 2002, when it was €
86.1 million; the table below shows trading profit by business area.

Trading profit First half 2003 First half 2002 Variation

€ million % of total € million % of total %
Spirits 71.6 78.3% 66.4 77.0% 7.9%
Wines 6.2 6.8% 6.1 7.1% 1.5%
Soft drinks 185 14.7% 13.1 15.2% 2.7%
Other sales 0.2 0.2% 0.6 0.7% -71.9%
Total GH[ES! 100.0% 86.1 100.0% 6.2%
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The increase in total profitability was largely generated by spirits, grown by 7.9%, while the other two
business areas, wines and soft drinks, have improved their profitability to a lesser extent, respectively by
1.5% and 2.7%.

The tables below show, for each of the four segments, the evolution of profitability, providing absolute
values in € million, percent of net sales, and percent variation between the two periods; the second table
shows a breakdown of percent variations into the three components: organica variation, exchange rate
effect, and external growth.

The profitability of business areas is summarized through the analysis of three lines in the income
statement:

— net sales;
— gross margin (i.e. net sales minus cost of goods sold);
— trading profit (gross margin minus advertising and promotion investments and sale and distribution

expenses)

Spirits profitability

First half 2003 First half 2002 % Variation
€ million % of € million % of
segment sales segment sales
Net sales 217.8 100.0% 195.2 100.0% 11.6%
Gross margin 146.8 67.4% 131.4 67.3% 11.8%
Trading profit 71.6 32.9% 66.4 34.0% 7.9%
Analysis of spirits Half-year total % Whereof gross whereof whereof
profitability % variation variation Organic variation exchange rate effect external growth
Net sales 11.6% 14.2% -12.0% 9.4%
Gross margin 11.8% 16.5% -10.8% 6.0%
Trading profit 7.9% 15.0% -10.5% 3.4%

In the first half of 2003 spirits generated a trading profit of € 71.6 million, up 7.9%.

The slight reduction in the trading profit as percentage of sales, from 34.0% to 32.9%, is mainly due to the
acquired business’ lower profitability as compared to the organic figure; in effect, Tequila 1800 contributed
more to the spirits segment’s sales performance (+9.4%) than to its trading profit (+3.4%).

Before the unfavourable exchange rate effect, quantifiable as 12.0% on sales and 10.5% on trading profit,
the spirits segment grew at the organic level, improving, though slightly, its profitability, thanks to an
increase in trading profit (15.0%) higher than sales development (14.2%).

As a further comment on the good performance of the Group’s main business area, it should be added that
the launch of Campari Mixx had a particularly positive effect on the spirits segment’s gross margin, as at
this level the brand's profitability is very high; however, globally it generated a dilution effect as regards the
trading profit's percent over sales, as a result of the high promo-advertising investments undertaken during
the half-year in relation to the brand’s introduction in the markets as discussed above.
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Trading profit

First half 2003 First half 2002 % Variation
€ million % over € million % over
Segment sales segment sales
Net sales 36.4 100.0% 34.0 100.0% 6.9%
Gross margin 17.4 47.7% 16.5 48.5% 5.2%
Trading profit 6.2 17.0% 6.1 17.9% 1.5%
Analysis of wines Half-year total % whereof gross whereof whereof
profitability % variation variation variation exchange rate effect external growth
Net sales 6.9% 9.7% -2.8% 0.0%
Gross margin 5.2% 8.2% -3.0% 0.0%
1.5% 5.5% -4.0% 0.0%

In the first half-year of 2003 wines generated a trading profit of € 6.2 million, up 1.5% on the corresponding
half of 2002; in percentage on net sales it was 17.0%, slightly down from 17.9% in the previous year.
For this segment too, it should be emphasized that the growth in profitability was negatively affected by
the unfavourable exchange rate (-4.0%) and that, at constant rates, trading profit shows a 5.5% growth.
However, when analysing the data relating to the organic variations at constant exchange rates, we can
be noticed that the growth in wines trading profit is lower than that in net sales (+9.7%) because of the
different sales performances of the three main brands, Cinzano vermouth (+13.3%), Cinzano sparkling
wines (+7.4%) and Sella & Mosca wines (+ 2.9%), with corresponding different margin levels.
In effect, Sella & Mosca wines’ trading profit relative to sales are higher in structural terms than the trading
profit of Cinzano products, which, in the first half of the year, have also been negatively affected by
particularly high promo-advertising investments.

Soft Drinks Profitability

First half 2003 First half 2002 % Variation
€ million % over € million % over
segment sales segment sales
Net sales 755 100.0% 714 100.0% 5.6%
Gross margin 33.7 44.6% 31.8 44.5% 5.9%
Trading profit 185 17.8% 13.1 18.3% 2.7%
Analysis of soft drinks Half-year total % whereof whereof Whereof
profitability % variation variation  gross organic variation exchange rate effect external growth
Net sales 5.6% 5.6% 0.0% 0.0%
Gross margin 5.9% 5.9% 0.0% 0.0%
Trading profit 2.7% 2.7% 0.0% 0.0%

The trading profit for soft drinks was € 13.5 million, with a 2.7% increase, slightly lower than net sales

growth at 5.6%.
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Segment sales for the first half of 2003 were held up by favourable weather conditions, more beneficial to
soft drinks proper (Lemonsoda, Oransoda and Pelmosoda, mineral waters and Lipton Ice Tea) than to the
segment’s main brand, the non-alcoholic aperitif Crodino, which, in structural terms, has higher margin
levels.

Furthermore, in the first half of 2003, the percent over sales of promo-advertising investments for the
Lemonsoda, Oransoda and Pelmosoda brands was significantly higher than in the previous year in that, on
the one hand, the launch of the new TV advertising campaign absorbed increasing resources, and on the
other hand, media programming was scheduled early, in the months of May and June, while, in the
previous year, investment was spread over the months of July and August as well.

Other sales profitability

First half 2003 First half 2002 % Variation
€ million % over € million % over
segment sales segment sales
Net sales 3.0 100.0% 5.8 100.0% -47.7%
Gross margin 0.2 5.4% 0.6 10.1% -71.9%
Trading profit 0.2 5.4% 0.6 10.1% -71.9%
Analysis of soft drinks Half-year total % whereof whereof Whereof
profitability % variation variation  gross organic variation exchange rate effect external growth
Net sales —47.7% -38.9% -8.8% 0.0%
Gross margin -71.9% -39.4% -32.5% 0.0%
Trading profit -71.9% -39.4% -32.5% 0.0%

In the first half of 2003 the ‘other sales’ complementary segment, marginal both in terms of size and
profitability, recorded a sharp drop in net sales, primarily attributable to lower production on behalf of third
parties in Italy and, secondly, to the negative impact of the Brazilian Real's depreciation.

The trading profit for this business, which in effect corresponds to the gross margin, shrank more than the
segment’s sales, since the fixed costs of manufacturing cannot be reduced in proportion to the contraction
in sales.

As regards minor production for national third parties, it should be recalled that, on the basis of the
agreements in force, the Group receives indemnities on the basis of the production plans originally
stipulated; entered under the income statement item “other operating income”, such indemnities have no
impact on the trading profit.
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The table that follows shows the reclassified consolidated balance sheet to show the funding sources used

by the Group and the way they were employed.

For a more detailed analysis of major entries in the balance sheet, please see the comments provided in
the explanatory note.

30 June 2003 31 December 2002 Change
Inventories 104.2 94.9 9.3
Receivables from customers 160.5 132.9 27.6
Payables to suppliers (115.8) (134.3) 18.5
Net current assets 148.9 93.5 55.4
Other short - term assets and liabilities (27.1) (11.4) (15.7)
Working capital 121.8 82.1 39.7
Employees’ leaving indemnity (13.3) (13.1) (0.2)
Net balance, prepaid and deferred taxes 1.8 0.6 1.2
Other non - current liabilities (17.8) (22.5) 4.7
Total other net liabilities (29.3) (35.0) 5.7
Net tangible fixed assets 154.2 144.2 10.0
Intangible fixed assets 442.5 453.2 (10.7)
Financial fixed assets and payables due after the year 421 43.2 (1.1)
Total fixed assets 638.8 640.6 (1.8)
Total invested capital 731.3 687.7 43.6
Group's shareholders’ equity (494.2) (478.9) (15.3)
Third party shareholders’equity (4.2) (10.0) 5.8
Net financial position (232.9) (198.8) (34.1)
Total sources of funds (731.3) (687.7) (43.6)

The Group’s capital structure is characterized by a net invested capital of € 731.3 million as of
30 June 2003, with Group shareholders’ equity of € 494.2 million and net financial debt of € 232.9 million.
Invested capital increased by € 43.6 million during the period, mainly as a result of the increase in net

working capital and of the investments made.

The most significant components of this change are analysed below.

Net working capital marks a € 55.4 million increase, due to the combined effect of the increase in
receivables from customers, factors linked to business development, and seasonal factors, and of the
significant reduction in payables to suppliers, which, at 31 December 2002 included the unpaid portion
of the investments made in the second part of the year for the completion of the new Group plant in
Novi Ligure, for about € 17 million (debts paid in early 2003).
Seasonal factors, however, increased the percent of working capital over net sales which, in the
12 months ended in June 2003, was 21.7%, as opposed to 16.7% in December 2002, when such

figure did not include payables to suppliers for the Novi Ligure investment.

The net balance of other short-term assets and liabilities shows an increase in liabilities of € 15.7 million
as a result of the increase in tax debts of some Group companies, linked to allocations for the period.
Other non-current liabilities are reduced by € 4.7 million following the payment, by the Parent Company
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and by Campari-Crodo S.p.A., of the € 2.0 million debt entered at the end of the previous fiscal year for
the 2003 fiscal amnesty and, by Campari-Crodo S.p.A., for in-lieu taxes owed on the sale of shares,
amounting to € 2.4 million.

— Net tangible fixed assets increased by € 10.0 million, mainly due to the investments connected with
the Novi Ligure plant, amounting to € 43.4 million at the end of the period.

— In addition to amortization for the period, intangible fixed assets increased as a result of the goodwill
from the purchase of the residual share of Sella & Mosca S.p.A., for € 3.6 million.

— Movements in financial fixed assets, which, as will be recalled, include € 31 million own stock in both
periods under comparison, are due to adjustment to non-consolidated controlling interests linked to the
shareholders’ equity of the individual companies.

— The Group's shareholders’ equity increased by € 15.3 million, despite the Parent Company'’s dividend
distribution for € 24.7 million, as in addition to the income for the period, it has benefited from the
exchange rate differences resulting from the effects of the conversion of the subsidiaries’ shareholders’
equity.

— Third party equity dropped by € 5.8 million, due to the Group's purchase of the residual stake of Sella
& Mosca S.p.A., as described above.

INVESTMENTS

During the period in question, investments in tangible and intangible fixed assets amounted to
€ 20.7 million.

In particular, investments in tangible fixed assets were € 16.5 million, with € 8.5 million in machinery and
installations for the Novi Ligure plant, while the remaining portion mainly includes investments by Campari-
Crodo S.p.A. in other plants, by Sella & Mosca S.p.A. in vineyard equipment, and by Skyy Spirits, LLC, for
a joint investment in installations, machinery and equipment with Brown Forman Corp., for the latter to
manufacture SKYY brand products.

As regards the Novi Ligure plant, the value of fixed assets in progress as of 30 June 2003 was
€ 43.4 million, in line with the originally planned investment.

The intangible fixed assets, in addition to investments in software and SAP licences to the value of
€ 0.5 million, increased as a result of the Group's purchase of the share of Sella & Mosca S.p.A. previously
held by minority shareholders.

This acquisition generated goodwill, which was entered in the accounts on 30 June 2003, to be amortized
over 20 years.

RESEARCH AND DEVELOPMENT ACTIVITY

Research and development activity concerned exclusively ordinary production and commercial activities;
accordingly, the related costs have been fully recognized in the income statement for the period.
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NET FINANCIAL POSITION

The Group's net financial position as of 30 June 2003 shows a net debt of € 232.9 million, increased as
compared to the end of the previous fiscal year, when it was € 198.8 million.
The breakdown of the net financial position is as follows:

30 June 2003 31 December 2002 Variations
Cash and banks 55.6 103.5 (47.9)
Marketable securities 1.9 4.2 (2.3)
Payables due to banks (120.3) (120.2) (0.1)
Real estate lease payables (2.1) (2.0) (0.1)
Accrued interest on private placement (2.9) (3.3) 0.4
Net short - term financial positions (67.8) (17.8) (50.0)
Payables to banks (4.4) (4.9) 0.5
Private placement (148.8) (163.1) 14.3
Real estate lease and other financial payables (11.9) (13.0) 1.1
Net medium - long term financial position (165.1) (181.0) 15.9
Net financial position (232.9) (198.8) 34.1

As highlighted above, this financial position does not consider the own stock held by the Parent Company,
recorded among fixed financial assets at the purchase cost of € 31 million.

Cash flow from operations was € 21.0 million.

Cash flow was used mainly for investments in tangible fixed assets, for € 33.4 million, including partial
payment of payables to suppliers for the Novi Ligure plant, already entered in the accounts at 31 December
2002; for the distribution of dividends to the Parent Company’s shareholders for € 24.7 million, and for the
purchase of the residual stake in Sella & Mosca S.p.A. for € 8.5 million.

Net debt, which grew by € 34.1 million as at 31 December 2002, has benefited from the impact of the
US Dollar depreciation, which, at the 30 June exchange rate, allowed for a € 14.3 million reduction
of the equivalent value of the debt of the subsidiary Redfire, Inc. as compared with 31 December
2002.

Lastly, it should be pointed out that the total consolidation of Qingdao Sella & Mosca Winery Co. Ltd. and
Société Civile Immobiliaire du Domaine de la Margue, both subsidiaries of Sella & Mosca S.p.A., would
have led to a worsening of the Group’s financial situation at 30 June 2001 by € 1.0 million.

OTHER INFORMATION

The Parent Company

The first half of 2003 closed with a net profit of € 4.2 million, after amortization and depreciation amounting
to € 1.9 million and provisions for income tax for the year of € 0.9 million.

In comparison with the profits for the previous year, of € 99.5 million, there has been a significant
decrease, due to financial income from shareholdings for € 93.5 million and of income from financial
exchanges of € 2.5 million occurred in the first half of 2002.
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Operations are substantially in line with the previous fiscal year. Against a value of production of € 53.0
million, production costs were € 47.6 million, up € 2.9 million over the first half of 2002.

Excluding the extraordinary events indicated above, financial management is positive with a reduction in
financial charges.

During the period, the company employed 275 people and operated in its registered office in Via Turati,
Milan, and in the Sesto San Giovanni plant near Milan.

Campari performance on the stock exchange

Shares and shareholders

The share capital of Davide Campari-Milano S.p.A. is € 29,040,000, divided into 29,040,000 shares with a
par value of € 1.00 each.

As of 30 June 2003, the main shareholders were:

Shareholder (1) Number of common shares % ownership
Alicros S.r.l. 14,809,600 50.997 %
Morgan Stanely Investment Management Ltd. 2,489,309 8.572%
Davide Campari-Milano S.p.A. (2) 1,000,000 3.443%

(1) There are no shareholders, other than those shown above, with a share in the capital higher than 2%, which have informed Consob and Davide
Campari-Milano S.p.A. thereof, under Article 117 of Consob Regulations 11971/99 concerning the obligation to communicate any significant
holdings.

(2)  Purchase of own stock aimed at servicing the stock option plan.

Share performance

During the first half of 2003, Campari stock rose 10.8% in absolute terms from the opening price as of 1
January 2003, outperforming the market index (Mibtel) by 5.8%, the index for mid-capitalization companies
(Midex) by 4.2%, and the sector index (FTSE 300 Eurotop Beverages) by 22.9%.

In the period under review, the average daily volume of Campari shares exchanged on the Computerized
Stock Market reached € 1.1 million in money terms, and 35,725 in terms of number of shares, i.e. 15.4%
of all shares comprising the capital share.

As of 30 June 2003, stock market capitalization amounted to € 965 million.
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Share data 1st half 2003 2002 2001 (3)
Reference price (1) € 33.23 30.00 26.37
Highest price(2) € 33.49 37.77 31.00
Lowest price(2) € 27.41 25.28 21.84
Average price(2) € 30.18 31.63 27.16
Stock market capitalization(1) € thousands 964,999 871,200 765,785
Average daily volumes traded Number of shares 35,725 53,093 72,375
Average daily value € thousands 1,086 1,695 2,066

Source: Bloomberg

(1) As of 31 December for the years 2001 and 2002; as of 30 June for the first half of 2003.

(2) Reference price.

(3) Initial Public Offering took place on 6 July 2001 at the placement price of € 31 per share; average daily value excluding the first week of trading

was 42,260 shares in 2001; average daily value excluding the first week of trading was € 1.145 thousand in 2001.

Ownership and acquisition of own stock and of the controlling company’s stock

The Parent Company owns 1,000,000 own stock with a book value of € 1, for a par value of € 1 million

accounting for 3.4% of share capital.

Own stock is aimed at serving the stock option plan.
The company does not own and did not own during the reference period, either directly or indirectly, any

of the Controlling Company's shares.
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Relationships with related parties

In accordance with Section 2428 of the Civil Code and of Consob communications n. 97001574 of 20
February 1997 and n. 98015375 of 27 February 1998, all relationships of the Group with non consolidated
subsidiaries, affiliated companies, controlling companies and their subsidiaries, particularly in relation to
any financial effects thereof, are set out below.

| transactions listed below are regulated according to market prices and conditions.

Item € million Description of transactions

Sales revenues 4.0 Revenues from sales to the affiliated companies M.C.S. S.c.a.r.l.,
International Marques V.o.f. and Fior Brands Ltd. for the delivery of
products by the subsidiary Campari International S.A.M.

0.03 Revenues from sales by Sella & Mosca S.p.A. to Qingdao Sella & Mosca
Winery Co. Ltd., a subsidiary excluded from the consolidation area.

Other revenues and proceeds 0.06 Rent in relation to the sub-letting contracts for office use involving a
portion of the buildings of via Bonaventura Cavalieri 4, 20121 Milan
and of via Filippo Turati 25, 20121 Milan stipulated respectively
between the Parent Company and the controlling shareholder Alicros
S.r.l. and between the Parent Company and the affiliated company
Longhi & Associati S.r.l.

0.05 Miscellaneous revenues of Campari ltalia S.p.A. to the affiliated
company Longhi & Associati S.r.l.

Costs of services 2.1 Costs for promotional and advertising activities incurred by the
affiliated companies M.C.S. S.c.a.r.l. and International Marques V.o.f.
and re-charged to the subsidiary Campari International S.A.M.

0.3 Commissions on the purchase of advertising means, charged to the
subsidiary Campari Italia S.p.A. by the affiliated company Longhi &
Associati S.r.l.

Financial earnings 0.03 Interests earned by the subsidiary Campari Finance Teoranta in
relation to the loan to the non-consolidated subsidiary the Société
Civile Immobiliaire du Domaine de la Margue.

It should be noted that, on 30 June 2003, the subsidiary Campari Finance Teoranta, was providing a loan
of € 1.6 million to the non-consolidated subsidiary Société Civile Immobiliaire du Domaine de la Margue,
at a Euribor — linked market rate, and a loan of GBP 1.0 million to the affiliated company Fior Brands Ltd.,
at a Libor GBP - linked interest rate.

SUBSEQUENT EVENTS

Issue of bonds for US$ 300 million on the US institutional market

Following the successful placement in the US market of senior guaranteed notes during the previous fiscal
year, and in order to exploit the positive momentum of the debt capital markets, in terms of strong investor
demand and historically low interest rates, on 16 July the Parent Company Davide Campari-Milano S.p.A.
completed a bond issue of US$ 300 million by private placement on the US institutional market.

The transaction was structured in two tranches of US$ 100 and US$ 200 million respectively, with a 12
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year and 15 year bullet maturities respectively and fixed coupon rates of 4.33% and 4.63% respectively.

This operation enabled the Group to raise debt capital at even longer maturities than the previous issue
and at even more favorable conditions, placing the Group in a strong position to fund future corporate
developments.

At the same time as the transaction described above, through a cross currency swap operation to eliminate
currency risk, the company converted the original US Dollar denominated debt into Euro (at the exchange
rate of 1.1630) and the interest rate from fixed to fluctuating (Euribor + spread of approx. 60 base points).

Sale of the Via Filippo Turati property in Milan

Taking advantage of the favourable real estate market, and as part of the project to rationalise its facilities
in Italy, on 18 July 2003, the Group announced the sale of its property in Via Filippo Turati in Milan, for the
sum of € 47.4 million.

The ownership of the property, which the Parent Company used under financial leasing contracts stipulated
with Credemleasing S.p.A., was redeemed in advance on 29 July 2003, resulting in the termination of the
aforementioned contracts against payment of € 12.7 million.

At the same time as the sale, on 29 July 2003, a six-year lease contract was signed with the purchaser,
Morgan Stanley Eurozone Office Fund, enabling the Group to maintain the aforementioned building as the
registered office of the Parent Company and its Italian subsidiaries.

In the second half of 2003, the transaction will lead to capital gains, before direct taxes, of about € 34
million, which will be reflected positively in the consolidated financial statements for 2003.

Agreement for the purchase of the Riccadonna trademark

On 31 July 2003, Campari-Crodo S.p.A. signed an agreement for the acquisiton of the Ricadonna trademark
from Bersano — Riccadonna S.p.A., against payment of € 11.3 million.

The Group, which, since 1995, had been handling the distribution of Riccadonna on the main export
markets and, in particular, in Australia and New Zealand, where Riccadonna is the top player in the Asti
segment, will develop distribution all over the world, with the exception of the Italian market, where
Bersano S.p.A. will remain the brand'’s distributor under a renewable annual agreement.

The transaction is expected to be completed by early 2004, concurrently with the start-up of operations at
the new Novi Ligure production site; production of the main Riccadonna products will be concentrated at
this plant, including those intended for the Italian market, leveraging the resulting industrial synergies.

In 2003, estimated net sales of Riccadonna products are about € 13 million, of which about € 7 million in
export markets.

The product portfolio offered by Riccadonna, a historical firm established in Canelli in 1921, includes major
brands present in the Italian and foreign sparkling wine markets, including Asti Riccadonna and President
Reserve Riccadonna.

Cessation of production in the Termoli plant

In the last week of July, as scheduled in the Group's restructuring plan and agreed with the trades unions,
the Termoli plant ceased production.

Concerning Termoli's output, Campari products are now produced in the Sesto San Giovanni plant, while other
spirits (Cynar, Biancosarti and Jagermeister) will be subsequently transferred to the new Novi Ligure plant.

Operating start-up at the Novi Ligure plant

The new Novi Ligure plant started operations on 4 August and is currently operational limited to the
sparkling wine cellar, vermouth cellar, alcohol warehouse, and utilities. Production of vermouth extracts
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has been started, and activities for the next few months will include the storage of must obtained from
the 2003 harvest, to be used for sparkling wine production at the beginning of 2004.

FORECAST

As

As

regards the sales trend in the Group’s main target markets, the following remarks can be made:

in the German market, we are fairly optimistic about the second half-year, as domestic consumption is
beginning to show some concrete signs of a recovery, and business is being positively affected by local
restructuring;

in ltaly, all the main brands are in satisfactory health conditions, and soft drinks in particular benefited
from exceptionally hot weather in July and August; on the other hand, it should be recalled that, in the
second half, Campari Mixx sales will be compared with those of the correponding period of 2002, when
the brand was first introduced and sell-in was especially high;

in Brazil, high inflation levels led to hefty increases in prices in the latter part of the half-year just ended,
which will probably impact consumption;

in the US, SKYY Vodka sales will also benefit in the second half of the year from the positive impact of
SKYY Berry, SKYY Spiced and SKYY Vanilla, but, in general, the brand will be facing fiercer competition
within the premium vodka segment; as regards tequila 1800, during the fourth quarter external growth
will give way to organic growth, given that Skyy Spirits, LLC started distributing the brand in October.

regards the Group's economic results, the US Dollar and Brazilian Real exchange rates will continue to

have a significant if less powerful effect on the Group’s accounts, at least if relative stability in current
exchange rates proves to be the case.

If this scenario should indeed materialize, then the second half of the year will see less penalising average
exchange rate ratios than that recorded in the first six months.
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RECLASSIFIED CONSOLIDATED BALANCE SHEET

(Thousands of €) 30 June 2003 30 June 2002 31 December 2002
Assets

Current assets

Cash and banks 55,568 62,780 103,480
Marketable securities 1,864 12,006 4,235
Financial receivables, short - term portion 256 517 246
Receivables from customers, net of write - down reserves

and year - end bonuses 160,532 132,763 132,887
Receivables from tax authorities 6,004 5,402 12,788
Prepaid taxes 11,388 10,339 10,152
Inventories 104,234 89,645 94,860
Other current assets 26,496 21,777 25,807
Total current assets 366,342 335,229 384,455
Net fixed tangible assets 154,156 115,747 144,238
Goodwill, net of depreciation 427,616 449,552 437,260
Other intangible assets, net of amortization 14.866 19,039 15,980
Equity investments 7,598 8,742 8,674
Financial receivables, net of current portion 1,966 2,502 2,018
Other assets 1,495 1,343 1,521
Own stock 31,000 31,000 31,000
Total assets 1,005,039 963,154 1,025,146
Liabilities and shareholders’ equity

Current liabilities

Payables due to banks 120,300 293,110 120,107
Real estate lease, current portion 2,101 1,860 2,024
Payables due to suppliers 115,799 97,031 134,285
Income taxes 5,168 6,047 5,509
Payables due to tax authorities 22,566 19,403 15,834
Other current liabilities 35,019 28,345 32,300
Total current liabilities 300,953 445,796 310,059
Employees’ leaving indemnity 13,277 13,014 13,137
Payables due to banks 4,401 5,428 4,923
Real estate lease, less current portion 10,290 12,505 11,361
Payables due to other lenders (non current) 150,406 1,311 164,741
Non current payables due to the tax authorities 2,314 22,951 5,143
Deferred taxes 9,573 6,654 9,566
Other non current liabilities 5854115 15,136 17,326
Minority interests 4,153 10,052 9,984
Total non current liabilities 209,929 87,051 236,181
Shareholders’ equity

Share capital 29,040 29,040 29,040
Reserves 465,117 401,267 449,866
Total Shareholders’ equity 494,157 430,307 478,906
Total liabilities and Shareholders’ equity 1,005,039 963,154 1,025,146
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RECLASSIFIED CONSOLIDATED INCOME STATEMENT

(Thousands of €) 30 June 2003 30 June 2002 31 December 2002
Net sales 332,681 306,499 660,615

Cost of materials (113,901) (102,870) 