




7 sales offices
                         
                     

3 factories (incl. warehouses)

300 employees (FTE)

                         
                     

Sustainability focus

>90% own brands

>40 customer countries
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Active support of the 
UN Sustainable 
Development Goals

Long-lasting 
products

Local 
production

                         
                     

CO2
Neutral

Increased usage of 
renewable and recycled 

materials

GOVERNANCEENVIRONMENTAL SOCIAL

Target: towards 
carbon neutrality 
in our production 

by 2030
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2016 2017 2018 2019 2020 2021 2022 2023

Rawmaterial index prices

Propylene (C3) Contract EUR/t ICIS 3rd LOW (PPC) EUR/t Crude oil Opec EUR/t
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Key Performance Indicators

EUR million 7-9/2023 7-9/2022 Change 1–9/2023 1–9/2022 Change 2022

Invoiced sales 22.2 22.2 0.3% 64.0 65.2 -1.7% 85.8

Net sales 21.9 22.1 -0.9% 62.5 63.7 -1.8% 84.0

Gross margin 6.9 5.0 39.8% 17.5 13.0 35.1% 17.9

Gross margin, % 31.6% 22.4% 28.0% 20.3% 21.3%

EBITDA 4.5 3.1 43.8% 11.0 6.5 67.8% 9.2

EBITDA margin, % 20.6% 14.2% 17.6% 10.3% 10.9%

Adjusted EBITDA 4.5 3.2 42.1% 11.0 6.7 64.4% 9.3

Adjusted EBITDA margin, % 20.6% 14.4% 17.6% 10.5% 11.1%

EBITA 3.5 2.2 60.3% 8.0 3.7 114.8% 5.3

EBITA margin, % 16.1% 10.0% 12.7% 5.8% 6.3%

Adjusted EBITA 3.5 2.2 57.7% 8.0 3.9 106.9% 5.5

Adjusted EBITA margin, % 16.1% 10.1% 12.8% 6.1% 6.5%

Operating profit 3.5 2.2 61.5% 7.9 3.6 118.0% 5.2

Operating profit margin, % 16.0% 9.8% 12.6% 5.7% 6.2%

Net cash flows from operating activities 5.3 4.4 19.5% 9.8 5.9 66.4% 6.2

Net debt / Adjusted EBITDA 1.4 2.5 1.4 2.5 2.8

Adjusted return on capital employed (ROCE), % 11.5% 7.0% 25.2% 11.9% 15.9%

Equity ratio, % 37.9% 33.3% 37.9% 33.3% 36.3%

Earnings per share, basic (EUR) 0.13 0.07 87.4% 0.27 0.10 168.3% 0.12

FTEs 280 298 -6.1% 281 298 -5.5% 295
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