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EXTRUDED PRODUCTS SEGMENT

- An increase in the volume of sales by 15% and in the value of sales 
by over 33% as compared to the corresponding period in 2009 
(including a 23% increase in the value on the domestic market).

- The largest increases at home in the building industry, automotive 
industry and transport. 

- Ca. 60% increase in the export sales as compared to Q3 2009, the 
biggest growth rate on German and Italian markets. 

- Sourcing new customers at home and abroad with the total potential 
of ca. 500 tons p.a.
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- An increase in the volume of sales by 15% and in the value of sales 
by over 33% as compared to the corresponding period in 2009 
(including a 23% increase in the value on the domestic market).

- The largest increases at home in the building industry, automotive 
industry and transport. 

- Ca. 60% increase in the export sales as compared to Q3 2009, the 
biggest growth rate on German and Italian markets. 

- Sourcing new customers at home and abroad with the total potential 
of ca. 500 tons p.a.

- Automotive – launching deliveries of details to the USA. New projects 
related, for example, to details for buses.

- The use of production capabilities at the level of 85%-90%.
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- An increase in the volume of sales by 15% and in the value of sales 
by over 33% as compared to the corresponding period in 2009 
(including a 23% increase in the value on the domestic market).

- The largest increases at home in the building industry, automotive 
industry and transport. 

- Ca. 60% increase in the export sales as compared to Q3 2009, the 
biggest growth rate on German and Italian markets. 

- Sourcing new customers at home and abroad with the total potential 
of ca. 500 tons p.a.

- Automotive – launching deliveries of details to the USA. New projects 
related, for example, to details for buses.

- The use of production capabilities at the level of 85%-90%.
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ALUMINIUM SYSTEMS SEGMENT

- A very good quarter both on the home market and export markets (an 
almost 28% increase in sales at home).

- Ca. 15% increase in the export sale mainly due to the high growth 
rate on the markets of Germany, the UK, Hungary (despite the deep 
recession on the market) and Czech Republic.

- The systematic building of the so-called ‘primary market’ supporting 
the sale for facilities on the German and British markets.

- The completion of first orders to Denmark and Spain. 

- The final stage of the building of the hall of a new roller-blinds 

Roller-blinds; 
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- A very good quarter both on the home market and export markets (an 
almost 28% increase in sales at home).

- Ca. 15% increase in the export sale mainly due to the high growth 
rate on the markets of Germany, the UK, Hungary (despite the deep 
recession on the market) and Czech Republic.

- The systematic building of the so-called ‘primary market’ supporting 
the sale for facilities on the German and British markets.

- The completion of first orders to Denmark and Spain. 

- The final stage of the building of the hall of a new roller-blinds 
production plant in Opole (the scheduled termination in November).

- The systematic development of the product offer adjusted to the 
needs of concrete markets (Germany, the UK, Slovakia) or facilities 
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FLEXIBLE PACKAGING SEGMENT

- An increase in the value of sales by 11% (10% at home and 13% for export) due 
to the increase in the sales to the largest international concerns: 
a) Nestle Group  - entering the coffee industry (Nescafe) and ice-cream industry 
(brands: Nestle, Manhattan, Kit Kat, Princessa), 
b) Kraft Foods – entering the confectionery industry (Milka, Lu),
c) Unilever – entering the fat-producing industry (Planta, Delma, etc.),
d) Perfetti van Melle – the first production for the Italian market,
e) McDonald’s – first deliveries of packaging (bags for sauces). 

- An increase in margins in Q3 as compared to the corresponding period in 2009 
mainly due to burdening customers with a substantial increase in raw materials 
prices and the ongoing restructuring in the production and marketing areas. 

- Significant increases in raw materials prices, including a dramatic situation on the 
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- An increase in the value of sales by 11% (10% at home and 13% for export) due 
to the increase in the sales to the largest international concerns: 
a) Nestle Group  - entering the coffee industry (Nescafe) and ice-cream industry 
(brands: Nestle, Manhattan, Kit Kat, Princessa), 
b) Kraft Foods – entering the confectionery industry (Milka, Lu),
c) Unilever – entering the fat-producing industry (Planta, Delma, etc.),
d) Perfetti van Melle – the first production for the Italian market,
e) McDonald’s – first deliveries of packaging (bags for sauces). 

- An increase in margins in Q3 as compared to the corresponding period in 2009 
mainly due to burdening customers with a substantial increase in raw materials 
prices and the ongoing restructuring in the production and marketing areas. 

- Significant increases in raw materials prices, including a dramatic situation on the 
polyester foils market – a 3-fold rise in prices from the beginning of the year, and, at 
the same time, no availability of the raw material on the market. 

- The use of production capabilities at the level of 80%.
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- An increase in the value of sales by 11% (10% at home and 13% for export) due 
to the increase in the sales to the largest international concerns: 
a) Nestle Group  - entering the coffee industry (Nescafe) and ice-cream industry 
(brands: Nestle, Manhattan, Kit Kat, Princessa), 
b) Kraft Foods – entering the confectionery industry (Milka, Lu),
c) Unilever – entering the fat-producing industry (Planta, Delma, etc.),
d) Perfetti van Melle – the first production for the Italian market,
e) McDonald’s – first deliveries of packaging (bags for sauces). 

- An increase in margins in Q3 as compared to the corresponding period in 2009 
mainly due to burdening customers with a substantial increase in raw materials 
prices and the ongoing restructuring in the production and marketing areas. 

- Significant increases in raw materials prices, including a dramatic situation on the 
polyester foils market – a 3-fold rise in prices from the beginning of the year, and, at 
the same time, no availability of the raw material on the market. 

- The use of production capabilities at the level of 80%.
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BUILDING SERVICES SEGMENT

- A decrease in sales by 18% as compared to the corresponding period 
in 2009 (including a 6% increase in Poland). 

- Launching the construction of prestigious facilities: Sky Tower in 
Wrocław and PGE Arena in Gdańsk. 

- New facility-related contracts for 2011: the Museum of Polish Jews, a 
few facilities on the German market and other facilities with the total 
value of ca. 20 million PLN. 

Products; 17%

Services; 83%

- A decrease in sales by 18% as compared to the corresponding period 
in 2009 (including a 6% increase in Poland). 

- Launching the construction of prestigious facilities: Sky Tower in 
Wrocław and PGE Arena in Gdańsk. 

- New facility-related contracts for 2011: the Museum of Polish Jews, a 
few facilities on the German market and other facilities with the total 
value of ca. 20 million PLN. 

- The orders portfolio for 2010 at the level of 85%.
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- A decrease in sales by 18% as compared to the corresponding period 
in 2009 (including a 6% increase in Poland). 

- Launching the construction of prestigious facilities: Sky Tower in 
Wrocław and PGE Arena in Gdańsk. 

- New facility-related contracts for 2011: the Museum of Polish Jews, a 
few facilities on the German market and other facilities with the total 
value of ca. 20 million PLN. 

- The orders portfolio for 2010 at the level of 85%.
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BUILDING ACCESSORIES SEGMENT

- A decrease in the value of sales by 15.6% as compared to the 
corresponding period in 2009 (including a 5% decrease in the value on 
the domestic market). 

- Ca. 34% decrease in the export sales as compared to Q3 2009 
(Ukraine exerted the biggest influence). 

- Visible symptoms of the deterioration of sentiments among the 
smallest customers on the Polish market. 

- An increase in the prices of raw materials, e.g. cold-rolled steel – 50% 
as compared to Q3 2009. 

Hardware; 
79%

Accessories 
and other; 

21%

- A decrease in the value of sales by 15.6% as compared to the 
corresponding period in 2009 (including a 5% decrease in the value on 
the domestic market). 

- Ca. 34% decrease in the export sales as compared to Q3 2009 
(Ukraine exerted the biggest influence). 

- Visible symptoms of the deterioration of sentiments among the 
smallest customers on the Polish market. 

- An increase in the prices of raw materials, e.g. cold-rolled steel – 50% 
as compared to Q3 2009. 

- Launching certification tests for hardware for PVC doors and 
hardware with the eurogroove for aluminium windows. 
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- A decrease in the value of sales by 15.6% as compared to the 
corresponding period in 2009 (including a 5% decrease in the value on 
the domestic market). 

- Ca. 34% decrease in the export sales as compared to Q3 2009 
(Ukraine exerted the biggest influence). 

- Visible symptoms of the deterioration of sentiments among the 
smallest customers on the Polish market. 

- An increase in the prices of raw materials, e.g. cold-rolled steel – 50% 
as compared to Q3 2009. 

- Launching certification tests for hardware for PVC doors and 
hardware with the eurogroove for aluminium windows. 
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CONSOLIDATED RESULTS

SkonsolidowaneSkonsolidowane



3Q 2009 3Q 2010 Change 1-3Q 2009 1-3Q 2010 Change 

EUR/PLN 4,20 4,01 -5% 4,38 4,00 -9%

USD/PLN 2,94 3,10 5% 3,22 3,05 -5%

EUR/USD 1,43 1,29 -10% 1,36 1,32 -3%

AL. (3M) 1837 2105 15% 1589 2142 35%

Basic financial figures for the third quarter of 20 10

An increase in sales by 14% despite the 5% 
decrease in the value of EUR mainly due to 
larger volumes in the Extruded Products 
Segment and the Aluminium Systems 
Segment.

A stable margin despite the negative impact of 
the rise in prices of raw materials and the 
EUR/USD relation.

A record level of operating profit supported with 
the positive valuation of foreign currency loans 
(+4.5 million PLN) and a positive result on 
securing transactions (+1.3 million PLN).

Tabela

[PLN million] 3Q 2009 3Q 2010 Change 1-3Q 2009 1-3Q 2010 Change 

Sales 299,1 341,4 14% 825,0 874,3 6%

EBITDA 54,6 63,0 15% 152,2 139,2 -9%

EBITDA margin 18,3% 18,5% 18,4% 15,9%

EBIT 38,7 45,9 19% 104,3 88 -16%

Net profit 32,4 37,2 15% 55,8 71,5 28%

An increase in sales by 14% despite the 5% 
decrease in the value of EUR mainly due to 
larger volumes in the Extruded Products 
Segment and the Aluminium Systems 
Segment.

A stable margin despite the negative impact of 
the rise in prices of raw materials and the 
EUR/USD relation.

A record level of operating profit supported with 
the positive valuation of foreign currency loans 
(+4.5 million PLN) and a positive result on 
securing transactions (+1.3 million PLN).

Tabela



A systematic increase in the value of stocks resulting from the increase in orders in Q3 and higher prices of raw materials. 2) Receivables higher from the value recorded in the previous year due to the higher sales. 3) The value of short-term liabilities at a stable level.

Working capital management
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A systematic increase in the value of stocks resulting from the increase in orders in Q3 and higher prices of raw materials. 2) Receivables higher from the value recorded in the previous year due to the higher sales. 3) The value of short-term liabilities at a stable level.

An increase in working capital by 36% against a 14% increase in the value of sales by 3Q’09
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Systematyczny wzrost wartości zapasów wynikający ze  
wzrostu zamówień w 3 kwartale oraz wyŜszego poziomu 
cen surowców.

Poziom naleŜności wyŜszy od wartości osiągniętej w  
poprzednim roku ze względu na zwiększenie sprzedaŜy 

Wartość zobowiązań  krótkoterminowych na stabilnym 
poziomie
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Debt level
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Loans structure

An increase in loans resulting from the 
dividend paid in July, the implemented 

investment plan and the need to 
finance the higher working capital.
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Operating cash flow

An increase in loans resulting from the 
dividend paid in July, the implemented 

investment plan and the need to 
finance the higher working capital.

In Q3 operating cash-flow is zero due 
to the need to finance the working 

capital. 

A partial decrease in the committment 
to a foreign currency loan considering 

the appreciation of PLN.
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Financial activities
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In Q3 2010, the positive impact 
of financial activities on the 

profit amounting to + 1.0 
million PLN.
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Summary

- The results of the third quarter reflect the Manag ement Board’s 
expectations concerning the improvement of the busi ness conditions in 
the second half of the year.

- Limited possibility of burdening customers with th e increase in raw 
materials prices. 

- Visible first effects of activities focused on the increase in export 

Podsumowanie

- The results of the third quarter reflect the Manag ement Board’s 
expectations concerning the improvement of the busi ness conditions in 
the second half of the year.

- Limited possibility of burdening customers with th e increase in raw 
materials prices. 

- Visible first effects of activities focused on the  increase in export 
sales.

- The Management Board increased the net profit fore cast, at the same 
time leaving the remaining parameters at the existi ng level.

Podsumowanie


