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Extruded Products Segment
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� An increase in the volume of sales by over 30% and in the value of sales 

by 37% as compared to the corresponding period in 2009 (including the 

50% increase in the value on the internal market).

�Ca. 11% increase in the sale for export as compared to Q1 FY09 (the 

highest growth rate on the markets in Hungary, Austria, the Czech 

Republic and the UK).

�Despite the volume growths, the market continues to be difficult due to 

the significant excess of supply.

�Winning new customers at home and abroad with the total potential of 

ca. 500– 1,000 tons p.a.

�The establishment of a proprietary aluminium welding shop to meet 

3

74,9

102,2

28,5 31,7

0

50

100

150

1Q 2009 1Q 2010 1Q 2009 1Q 2010
Sales including export

Germany
49%

Hungary
6%

Italy
10%

Czech Rep.
7% UK

6% Austria
7%

USA
4%

Other
11%

27%
�The establishment of a proprietary aluminium welding shop to meet 

the demands of the automotive business, transport business, machine-

building industry and electro-technical industry.

�The use of production capabilities at the level of 70-75%



Aluminium Systems Segment

Aluminium 
joinery
62%

Roller 
blinds
38%

� A decrease in the sales on the internal market by ca. 8% due to 
the weather conditions and a low supply of facilities.

�Winning ca. 50 new customers in the so-called 'medium segment'.

�Terminating certification processes for roof systems for stadiums.

� New facilities executed in the systems from Aluprof: Prosta Tower 
building, Bulwary Poznańskie shopping centre, the Technology Park 
in Gdańsk, Children's Health Institute, the Library of the Economic 
University in Wrocław, the stadium of Cracovia soccer club.
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Flexible Packaging Segment

Concentrates
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4% Confectionery

15%

Chemicals
3%

Household 
foil
5%

Other
9%

� Sales level comparable to the results accomplished in 2009.

� A systematic expansion of the cooperation on the markets of 
Western Europe (in the first quarter, 25% of export was 
addressed at customers from the countries of Western Europe).

�Regular deliveries to the German factory of Nestle and the 
Dutch plant of Perfetti Van Melle were launched.

�Lower margins due to the systematic increase in prices of raw 
materials.

�The use of production capabilities at the level of 80-85%.
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�The use of production capabilities at the level of 80-85%.
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Building Services Segment
�Adverse weather conditions for the industry in the first quarter.

�The sales of the segment higher by ca. 10% than expected due to 

export contracts.

�Winning contracts for new facilities with the total value of ca. 10 

million PLN (Prosta Tower, Ikea – Bulwary Poznańskie).

�Introducing the services of assembling noise barriers along roads 

and motorways.

�The orders portfolio for 2010 covered in ca. 75%.
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Building Accessories Segment 

Building 
hardware
80%

Other
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� Internal sales of products increased by over 4% as compared to 

the corresponding period in 2009, despite the decrease in services 

by ca. 20%.

� On export markets, weather conditions and the appreciation of 

the Polish currency by 11% against EUR and 16% against USD 

resulted in an 8% decrease in income.

� Promising negotiations concerning sales with customers from 

Serbia, Russia and Bulgaria.

�Launching the production of steel accessories, a new structure 
of corners for horizontal pivoting windows and plugs for roller-
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CONSOLIDATED RESULTS
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p Sales at the level comparable to 2009.

p Negative impact of the appreciation of the Polish zloty and of the
excess of supply upon prices.

p Having regard for the result on hedging transactions in comparable
periods, EBITDA lower by only 7% as compared to the previous year.

p The financial result for the first quarter supported with the positive
valuation of currency loans.

Basic financial figures for the first quarter of 2010

Q1 FY09 Q1 FY10 Change

EUR/PLN 4.49 3.99 -11%

USD/PLN 3.44 2.88 -16%

EUR/USD 1.31 1.38 +5%

AL. (3M) 1397 2197 +57%
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[PLN million] Q1 FY09 Q1 FY10 Change

Sales 247.7 247.8 0%

EBITDA 46.0 32.1 -30%

EBITDA margin 18.6% 12.9%

EBIT 30.1 15.2 -50%

Net profit 2.8 15.0 +535%



Working capital management
M PLN

The value of stocks at the level 
comparable to Q1 FY09, despite 
considerable increases in the prices 

The level of receivables lower by 9% 
than the value generated in the 
previous year, despite the level of 

Lower level of liabilities due to the
lower level of purchases.
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A decrease in working capital by 5% with sales value
comparable to Q1 FY09

considerable increases in the prices 
of basic raw materials.

previous year, despite the level of 
sales comparable to the previous 
year's figure.



Debt level 

A considerable decrease in debt in the last 12 
months. Net debt amounted to 192 million 

PLN. Net debt/equity ratio amounted to 23%.114 120 89 86 61
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Operating cash flow

The maintenance of the partial exposure in EUR 
as a method of natural hedging of the 

Company's FX exposure. 

Lower operating cash flow due to the steady 
increase in sales as compared to the end of 
2009 and to the related increase in working 

capital. 
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Financial activities 
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In the first quarter of 2010, 
the positive impact of the 

financial activities upon net 
profit of 5.1 million PLN.
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STRATEGY 
ASSUMPTIONS

FOR THE YEARS 2010 -FOR THE YEARS 2010 -
2015
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THE MARKET 

• The growth in Poland according to the rate of the market 
growth.

• Main emphasis on the international expansion. 

THE ORGANISATION

Strategy operating assumptions
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• The evolution of the organisation towards the international 
model.

• Further improvement of the internal efficiency.

FINANCES

• Maintaining the profitability level above the average value.

• Generating high cash flows.



Extruded Products Segment

MARKET ENVIRONMENT 

An estimated long-term increase in the
consumption of aluminium profiles at the level of 
ca. 3%.

The European market dominated by four main
manufacturers (40% of the market), and the
remaining part comprises over 220 medium-sized
and small producers.

The building industry and the transport industry are
key businesses, consumers of profiles - 59% of the
market.

SALES 

Maintaining the leading position on the internal
market.

Increasing the share of the sale of processed
products to min. 20% of the total production
through the systematic development of 
competences in the area of the machining of 
aluminium profiles and the provision of 
services of the arrangement of ready
subassemblies.

The introduction of proprietary products 
dedicated to the automotive industry. 

OPERATING ACTIVITIES 

Further streamlining of the use of resources -
the introduction of Kaizen concept in the whole
segment.

Changes in the operation and management 
philosophy:
- the development of machining
- taking over the customer's added value
- the development of the Automotive    
Department
- the project-based approach

The implementation of key investment projects4.000

4.500

Increasing the effectiveness of servicing the
building market due to the assembly of a new
3500MN press.

Selective development of export (the most 
attractive markets and industries from the
point of view of effects accomplished by the
segment). 

The implementation of key investment projects
from the point of view of the accomplishment of 
the strategies co-financed with the EU's funds.

The increase in sales from 360 million PLN to 730 million PLN.
Maintaining EBITDA margin at ca. 16%.
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Aluminium Systems Segment

MARKET ENVIRONMENT 

An increase in the domestic market estimated at
3% in aluminium joinery and 5% in roller-blinds.

An increase in Western Europe estimated at 2% 
in both areas.

Noticeable trends in the development of energy-
efficient products or products emitting
heat/energy.

Increased demand for ready product in the area of 
roller-blinds on the Western European market.

SALES 

Maintaining the leading position on the home 
market through the development of the 
technical support and the improvement of the 
logistics of supplies. 

A steady increase in foreign companies, ca. 
15 – 20%.

The production and distribution of systems 
protecting against the sun and facade 
products using the solar energy in the 
production of electricity and heat.

The development of the sale of steel systems. 

OPERATING ACTIVITIES 

Further optimization of the use of production 
capabilities.

The restructuring of operations on the German 
and British markets and the transfer of 
organisational solutions from Poland to the 
companies in Central Europe.

The implementation of key investment 
projects from the point of view of the 
accomplishment of the strategies co-financed 
with the EU's funds.

30.332 Volume of the home market of aluminium joinery The development of the sale of steel systems. 

The development of the sale of ready roller-
blinds for customers in Western Europe.

The increase in sales from 390 million PLN to 670 million PLN.
Maintaining EBITDA margin at ca. 15%.

Source: own calculations 
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Flexible Packaging Segment

MARKET ENVIRONMENT 

The European market of flexible packaging is
estimated at ca. 10 billion EUR, including ca. 230 
million EUR in the Polish market.

In the next few years, the market in Western 
Europe will grow at the rate of 2-3%, and in
Eastern Europe at the rate of 4-6%.

SALES 

Using the growth potential on the markets of 
the region through the expansion of the 
cooperation with leading manufacturers in the 
industry of food concentrates and 
confectionery.

Strengthening the image of a reliable supplier 
with a high technological potential for large 
and medium-sized customers in Western 
Europe (an increase in sales by over 60%). 

Further increase in the sale of premium 
products with a high level of added value.

OPERATING ACTIVITIES 

Further optimization of the use of production 
capabilities.

The completion of investment projects 
ensuring the maintenance of high 
technological standards with the total value of 
ca. 100 million PLN in the period 2010- 2015.

Complementing the portfolio with major 
customers from the segments of ice-cream, 
frozen foods and household chemicals.

Expanding the offer with new, ecological 
product solutions (packaging based on 
biodegradable components).

The increase in sales from 292 million PLN to 375 million PLN.
Maintaining EBITDA margin at ca. 18%.
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Building Services Segment

MARKET ENVIRONMENT 

Low demand expected in 2010 and 2011 as an 
effect of an over 20% decline in building permits in
2009.

After this period, the market is estimated to grow
by 5%.

A substantial market fragmentation (10 largest
companies have ca. 25% market share).

SALES 

A systematic development of competencies 
through the execution of more and more 
demanding facilities. 

Using the potential and competencies to gain 
a stable base of export contractors.

Expanding the range of services with new 
ones:
-the assembly of noise barriers
-complete internal fittings for facilities (walls 
and partitions, doors, railings)
- steel structures

OPERATING ACTIVITIES 

Adjusting the organisation to meet the new 
challenges - the development of export and 
the introduction of new products and services.

M PLN

Value of  the home market of  facades and aluminium 
locksmithing

The increase in sales from 110 million PLN to 200 million PLN.
Maintaining EBITDA margin at ca. 12%.
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Building Accessories Segment

MARKET ENVIRONMENT 

Both the European market and the home market 
concentrated to a large extent in the hands of four
players (ca. 50% of the market).

Stable market growth by 3-4%.

In the production area, an increased share of 
windows based on new raw materials at the cost
of traditional ones (PVC and wood).

SALES 

Taking advantage of the brand awareness to 
introduce new products to the home market 
and Eastern European markets.

Increasing the share of large, network 
customers in internal sales.

The development of sales within the 
cooperation inside the group in the area of 
aluminium casting and the production of 
plastic accessories.

OPERATING ACTIVITIES 

Further optimization of the use of production 
capabilities.

Building a new model of sales.

Home market of building hardware

The increase in sales from 45 million PLN to 74 million PLN.
An increase in EBITDA margin to ca. 21%.
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Financial objectives of the strategy 

Sales

EBITDA

Investments

2009 2015 %

1,110 1,900 71%

189 325 71%

530*

An increase in the EPS by 250% from 7.6 to 19.0 (for 9,225 thousand shares).
An increase in ROE from 9.9% in 2010 to 14.0% in 2015.

Investments 530*

* Accumulated expenditure for 2010-2015
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Additional assumptions of the strategy

•Maintaining the present policy of dividend payment

�(payment up to 40% of consolidated net profit)

•Generating ROE at13-15%

•Generating ROIC at 12-14%

•Maximum debt level - 2.5 x EBITDA

•Additional expenditure on acquisitions - 100 million EUR

�(not included in the forecast of financial results)
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Summary

� The results for the first quarter are as expected by the Management Board.

� The strategy of sustainable development of all segments.

� Shifting the stress from volume expansion to the development in the areas
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� Shifting the stress from volume expansion to the development in the areas
with a higher level of necessary competencies.

� Maintaining the perfect financial standing which would guarantee high
flexibility in response to the market situation.

www.gk-kety.com.pl


