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C LOS I NG PR I C E S :  ( F ROM 01/01/2001 TO 01/03/2002) F I NANC I A L D I AR Y

General Assembly 2001 28 May 2002

Payment of dividend for 2001 14 June 2002

Announcement of half-year figures for 2002 first half September 2002

Announcement of annual results for 2002 first half of March 2003

Publication of 2002 Annual Report 12 May 2003

General Assembly 2002 27 May 2003

1998 1999 2000 2001 %
Change

CONSOLIDATED KEY FIGURES PER SHARE

Number of shares at 31.12 7,700,000 8,500,000 8,500,000 8,496,525
Free Float on 31.12 1,155,000 1,955,000 1,955,000 1,954,200
Current net result (EPS) 0.50 2.33 2.06 3.54 71.84%
Net group result (13) 0.09 1.19 0.37 0.83 125.85%
Operating cash flow (EBITDA) 3.80 6.76 7.27 12.99 78.69%
Current cash flow after taxes 2.93 5.03 5.47 8.70 59.05%
Book value (14) 7.69 16.36 16.40 16.80 2.43%
Gross dividend N/A* 0.32 0.32 0.32
Net dividend without VVPR strip N/A* 0.24 0.24 0.24
Net dividend with VVPR strip N/A* 0.27 0.27 0.27
*In 1998 no dividend was paid

MARKET RATIOS (BASED ON CLOSING PRICE AT 31.12.2001)

Closing price
- Average 58.10 90.60 63.60 47.42
- High 68.29 109.00 84.60 54.70
- Low 53.30 69.00 48.30 40.30
- Year-end (31/12) 68.29 83.90 53.50 51.95
Return (15) N/A 23.33% -35.85% -2.30% 33.55%
Pay-out % (16) N/A 27.10% 87.60% 38.29% -49.31%
P/E ratio (17) 136.33 36.05 25.94 14.68 -43.42%
P/CF ratio (18) 23.28 16.67 9.78 5.97 -38.97%
P/B (19) 8.88 5.13 3.26 3.09 -5.20%

Market capitalization at 31/12/2001 in EUR millions (20) 525.83 713.15 454.75 441.39 -2.94%

(13) Net group result per share: Net result after taxes (group’s share)/number of shares at 31.12
(14) Book value per share: Shareholders’ equity / number of shares at 31.12 
(15) Return %: ((closing price at 31/12 + gross dividend) / closing price 31/12/2000) - 100%
(16) Pay out %: Gross dividend/ Net group result
(17) P/E ratio: Closing price per share at 31.12 / current net result per share (EPS)
(18) P/CF ratio: Closing price per share at 31.12 / current cash flow per share 
(19) P/B: closing price per share at 31.12 / book value
(20) Market capitalization: number of shares 31/12 * share price at 31/12 

Stock market data I Ontex I Annual report 2001 1.

* Source: Bloomberg
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Report to shareholders

2.

2001 was a particularly good year for the Ontex Group, in which turnover grew by

55% from EUR 468.9 million in 2000 to EUR 725.5 million in 2001. 13% of this

growth was internally generated, the rest came from the acquisitions made in 2000.

The group’s operating profit also rose sharply, doubling from EUR 32.8 million in

2000 to EUR 66.5 million in 2001, whilst the operating margin was up by over 2 per-

centage points to 9.2%. Current profit per share grew from EUR 2.06 to 3.54.

Despite the slowing in general economic growth, we succeeded in exceeding the

already high expectations. 

These figures confirm the correctness of the strategic choice that Ontex made in early

2000 when, following strong earnings in 1999, we decided not to pass the rise in

raw materials prices on to our customers. This strategy allowed us to considerably

improve our market position, with five acquisitions within the same year, all of them

contributing immediately to group profits.

After this rapid expansion, 2001 was a year of integration and consolidation. During

the year we focused on strengthening our internal organisation in terms of people,

structures and systems, so as to be able to achieve our ambitions for further growth

in the coming years. 

Prospects for 2002 are excellent. We are expecting strong growth in sales and prof-

itability. 

The three market segments in which Ontex operates are evolving positively.

Western Europe’s private label segment continues to grow, with Ontex the market

leader for hygiene products. In Eastern Europe, mass retailing structures are at dif-

ferent stages of development from one country to another. In these countries

Ontex is ready to work alongside the major players to help develop the private

label market. In incontinence products, Ontex is growing considerably faster than
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PAUL VAN MALDER EN AND BAR T VAN MALDER EN

the natural growth of the market of around 8 to 10% a year owing to the ageing

of the population. 

The group also worked hard in 2001 at increasing profitability, and we expect to reap

the fruits of this effort in the coming years. Many opportunities remain in this area:

standardising raw materials and machinery, simplifying product lines, exploiting syn-

ergies between various production units. We will tackle these areas as well as others

in 2002.

Ontex also intends to continue its strategy of growing by means of strategic acquisi-

tions. In this context we shall be closely examining the group’s capital structure. 

The figures that Ontex recorded in 2001 are the work of many people. We would

like to heartily thank all our employees: both those who helped us build up the

group from the start, and those who have joined the group in more recent years of

growth. Our thanks also to our shareholders for their confidence, which has

enabled the group to grow.

Bart Van Malderen

Managing Director

Paul Van Malderen

Chairman of the Board

Report to shareholders I Ontex I Annual report 2001 3.
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Ontex in profile

1. Mission

Ontex is committed to provide consumers everywhere in the world with high qual-

ity, innovative hygiene products. 

We want to achieve this in partnership with our customers and suppliers, based on

mutual respect and benefit. 

This will benefit our consumers, our customers and our suppliers, our employees, our

shareholders and the communities in which we are present.

2. Strategy

Ontex’ strategy for sustained growth is based on: 

• Investing in innovation, essential to our company’s success. 

• Continuously improving our products and processes. Quality is our primary con-

cern.

• Developing close partnerships with our clients and suppliers.

• Developing the capacity of our organisation, a critical success factor for our

group in the long run. 

• Exploiting the synergies and scale benefits of a growing group.

• Keeping a constant eye open for strategic acquisitions. 

4.

ONTEX-RA2001 GB  17-05-2002  09:39  Page 4



3. Values

Customer focus

Nothing is more important for the success of our business than our customers’ satis-

faction with our products and services. 

Flexibility

We know that each customer is different, with his or her own particular needs. Our

business is to offer solutions, tailored to individual customer requirements. 

Cost-consciousness

Value, or the relationship between price and quality, is decisive for the extent to

which clients are satisfied with our products. We are well aware that any cost that

does not add value decreases the value for our customers. 

Team spirit

We recognise the importance of individual initiative and leadership, but we know

that superior results can be achieved only through strong teamwork. 

Integrity

We commit to acting honestly, justly and correctly at all times. 

Environmental concern

We do everything possible to minimise the impact of our activities on the environment.

Ontex in profile I Ontex I Annual report 2001 5.

ONTEX-RA2001 GB  17-05-2002  09:39  Page 5



Ontex is a leading European group active in the European market for baby care products

(diapers and wet wipes), feminine hygiene products (sanitary towels, tampons and panty

liners) and adult care products (incontinence and medical products).

1. From a small Belgian player to 
an international group

Ontex was founded in 1979 in Buggenhout by Paul Van Malderen, the

present Chairman of the Board. Initially the company produced hygiene products for

the Belgian institutional market. During the 1980s and the first half of the 1990s

the product range was expanded. The first acquisitions were made and the first steps

taken outside Belgium.

In 1996 Bart Van Malderen was appointed CEO.

After this the international expansion gathered speed, with acquisitions in the

Benelux, France, Germany, the Czech Republic and Spain following at a steady pace.

In 1998 Ontex was listed on the Brussels Stock Exchange, now Euronext. From then on

the group has grown exponentially. In 1999 Ontex took over the French company

Hygiène Diffusion. This was followed in 2000 by Breitenau, Hycos and Cedo

(Germany), Astel (Turkey) and Prod’Hygia (France). 

Today Ontex is one of the larger European players in the hygiene products market.

More than one out of ten hygiene products used by European consumers is produced

by Ontex. The group has 16 sales and 15 production units, with 3,409 employees at the

end of December 2001 in 13 countries.

Mio EUR Turnover 2001 Growth 

Baby care 323 120%

Feminine care 209 21%

Adult care 181 22%

Other 12 44%

Total 725 55%

The Ontex Group
Ontex is a rapidly growing group, operating in
the hygiene products sector.

Feminine care 29% Adult care 25%

Other 1%

Baby care 45%

SAL E S B Y PRODUC T GROUP

Mio EUR Turnover 2001 Growth

France 188 49%

Germany 172 21%

Spain/Portugal 87 149%

Benelux 59 18%

Eastern Europa 43 26%

Other 176 116%

Total 725 55%

France 26%

Germany 24%

Spain/Portugal 12%

Eastern Europe 6%
Benelux 8%

Other 24%

SAL E S B Y G EOGRAPH I CA L AR EA

6.
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✦

✦

✦

✦

✦

✦

✦

2. Three growth segments

The group operates in three market segments, each with a major potential for

growth: 

- private label: Ontex is the European market leader in hygiene products sold

under mass retailers’ own brand names, primarily in Western Europe;

- Eastern Europe and Turkey: in these rapidly growing markets Ontex is pursuing

an own brand strategy, whilst at the same time helping the retailers to develop

private labels. 

- Adult care products: Ontex markets incontinence and medical products, mainly

via the institutional market of homes for the elderly, pharmacists, home care

organisations and hospitals. 
BELGIUM Buggenhout (2P/V)

Eeklo (P)
NETHERLANDS Horst (P/V)
FRANCE Lunel (P/V)

Arras (P)
Petite Forêt (P)
Bayeux (P)
Villefranche (P/V)

GREAT BRITAIN Corby (V) /
Birmingham (D)

SPAIN Segovia (P/V)
Barcelona (V)

ITALY Brescia (V)
AUSTRIA Vienna (V)
GERMANY Mayen (P/V)

Grosspostwitz (P)
Oederan (P/V)
Georgmarienhütte (V)

HUNGARY Budapest (V)
POLAND Lodz (V)
TURKEY Istanbul (P/V)
CZECH REPUBLIC Turnov (P/V)
RUSSIAN FEDERATION Moscow (D)
DENMARK Aarhus (D) 

✦

✦

✦

✦

✦

✦

✦

✦

✦

✦

✦

✦

✦
✦

GEOGRAPH I C PR E S ENC E

15 production sites
and 16 sales offices

P = PRODUCTION SITE
V = SALES OFFICE
D = DISTRIBUTION

✦
✦✦✦

✦

✦✦

✦✦✦

✦✦

✦
✦

✦
✦

✦
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PR I VAT E L AB E L GROWTH COMPARED

W I TH MARKE T GROWTH*

PR I VAT E L AB E L SHAR E

O F TO TA L MARK E T*

8.
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7.9

2.1

-1.4

-4.4

21,3

-1.1

%

Baby
wipes

Private Label

Market

Baby
diapers

Panty
linings

Sanitary
towels

Tampons

Baby wipes: 39% Baby diapers: 36,5%

Panty liners: 28,7%

Sanitary towels: 21,5% Tampons: 21,9%

* Nielsen estimates

Private Label in Western Europe 

Hygiene products for retail sale in Western Europe can be divided into two segments:

on the one hand branded products, on the other private label products, marketed

under retail chains’ own brand names. 

The trend towards private label products is a fairly recent phenomenon.  Private label

brands have gained ground with the increasing consolidation in the retail sector, as

retail chains have sought to exploit their own brand names in order to compete with

manufacturer brands.

Today private labels are growing in importance across Europe. They are offering ben-

efits both to retailers – enabling themselves to set the quality and prices of their

product ranges – and to consumers, who can buy high quality products at lower

prices, thanks to much lower marketing costs. Today one out of four Western

European consumers buys private label hygiene products. 

The market share of private labels varies according to product group and market. 

In sanitary towels, for instance, private labels account for around 20% of the Western

European market, ranging from 6% in Italy to 16% in Spain and to 36% in Germany. 

36% of all baby diapers sold in Western Europe are private label, 49% of the baby

diapers in Germany are private labels, against 33% in France, 29% in Belgium and

just 12% in Italy. 

Ontex is a recognised market leader in this segment, offering customers clear bene-

fits in terms of flexibility and continuous product innovation. 

High growht markets of Eastern Europe and Turkey 

In these rapidly growing markets the retail sector – and hence also private labels – are still

in the early stages of development. The penetration level of hygiene products also varies

considerably from one market to another, from 10% to 70%. 

In these fast-growing markets Ontex is at the same time pursuing an own-brand strategy,

as well as expanding the private label segment in partnership with retailers. 

The retail sector in Russia, for example, is expanding fast. Today, however, only a

handful of international players are present and the market for private label hygiene

products is still in its infancy. 

The Ontex Group
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In Poland, on the contrary, private labels are already a part of everyday life. Most

international retailers are present in this country, and Ontex has a strong presence

in the private label segment. 

The situation in the Czech Republic is half way between that in Russia and Poland.

Here Ontex has over 10% of the feminine hygiene market with its Helen Harper

brand, and is working with retailers to develop the private label segment. 

Turkey is one of the fastest growing markets in southern Europe. The retail sector is

developing, but mass distribution is still underdeveloped, with private labels as good

as unknown. Ontex is number two on this market with its Canbebe and Canleydi

brands. 

Adult care products

Ontex’s incontinence and medical products are directed primarily at the institutional

market (hospitals and homes for elderly) and the home care market  (pharmacies and

specialised home care organisations). In this area the company operates a clear

brand strategy, with Euron and ID. 

Use of incontinence products in Europe is growing by 8 to 10% a year, as the popu-

lation ages. Around 5% of the population is confronted with an incontinence prob-

lem, rising to 20% among the elderly. 

Incontinence products are sold primarily in the more mature Western European mar-

kets. 75% of users are women. The market for incontinence products is a conserva-

tive one. Consumers have an emotional attachment to these brands and products. 

Ontex has an estimated 12% of the Western European market. In its key markets, this

figure is considerably higher, ranging from 36% in Belgium, the group’s home mar-

ket, 23% in France, to 14% in Germany, making Ontex the third largest player on the

European market behind SCA (Sweden) and Paul Hartmann (Germany). 

Ontex offers its customers not only top quality products but also an extensive serv-

ice package. This includes training and budget assistance by determining which

product is best for each patient. On top of this Ontex offers customers a complete

range of complementary products. 
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Corporate Governance 

1. The Board of Directors

Composition

Chairman Gustaaf Paul Van Malderen

Managing Director Bart Van Malderen

Director Celina Jeannine Van den Bossche

Director Griet Van Malderen

The members of the Board of Directors together represent, directly and indirectly at

31/12/2001, 77% of the shares of the company. In 2001 the remuneration of the

Board of Directors amounted to EUR 551(000).  

Mission

The Board of Directors approves the general business strategy, as well as major

investments, divestitures, participations and alliances, supervises the day-to-day

management, and prepares the annual accounts. It also decides on senior manage-

ment remuneration, the long-term incentive plan (stock options) and management

bonuses. 

Composition 

Board Members have been appointed for six year terms until the General Meeting of

2003. There are no age limits on directorships at Ontex NV.

Rules governing decision-making

In 2001 the Board met 5 times. Board decisions are taken in principle by consensus,

and only rarely by a vote. 

The family character of the Board means that there is also extensive informal contact

between members. Until now no Board committees have been set up, though the Board

intends, in the near future, to attract at least one external, independent director. 

10.
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BART VAN MALDEREN

WILFRIED VAN ASSCHE

External audit

External audits of the Ontex group are carried out by the statutory auditor, Cvba Van

Geet, Derick & Co, Company Auditors. These audits cover both the single and the

consolidated annual accounts of Ontex NV and its Belgian subsidiaries. In auditing

facilities outside Belgium, use is made of audits and reports by local colleague audi-

tors. The coordination of reporting procedures between the group’s statutory auditor

and its foreign colleagues is formalised in an ‘audit charter’.

Pursuant to article 134§2 of the Companies’ Code, the Board reports that addition-

al remuneration is paid to the Ontex NV statutory auditor’s office for activities relat-

ing to accountancy, fiscal, economic and legal matters. The fees invoiced amount to

EUR 377,747.75.

2. Strategic leadership

The strategic leadership of the group is in the hands of: 

Chief Executive Officer

began his career with Ontex in 1986. After working at Ontex USA and Italy he became

Chief Executive Officer of the Ontex group in 1996.

Chief Operating Officer

had various international positions at Procter & Gamble, the last as VP Nordic, responsible for

P&G’s business in Sweden, Norway, Finland and Denmark. In March 2001 he was appointed

Chief Operating Officer of the Ontex group.

Mission

The CEO and COO, by mutual consultation, decide on the general strategy of the group

and set short- and long-term financial and operational objectives for the executive body.

Bart Van Malderen         Wilfried Van Assche 
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12.

Corporate Governance 

3. Executive body

The Ontex Group Leadership Team (OGLT) is headed by COO Wilfried

Van Assche. 

Mission

The Ontex Group Leadership Team is responsible for implementing the group’s strategy. It

follows up the group’s financial situation and provides direction to the major projects and

activities of the group’s various subsidiaries.

Meetings

The Ontex Group Leadership Team meets twice a month.

Remuneration

In 2001 OGLT members received remuneration amounting to EUR 916(000). In 2001

a stock option plan was developed for the OGLT members and a number of key man-

agers (30 in all). 48,000 free options were accepted at a grant price of EUR 45.18

per option. These options can be exercised between 1 January 2005 and 16 July

2011.  From 2002 onwards this plan will be completed with a bonus system for OGLT

members, with individual bonuses based on the attainment of pre-determined finan-

cial group objectives.
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Ontex Group Leadership Team I Ontex I Annual report 2001 13.

Members of the OGLT (Ontex Group Leadership Team)

- Purchasing Director

began her career at Ontex in 1988.  After working at Ontex USA, Italy and Belgium she

became the group’s Purchasing Director in 1997.

- - Planning & Logistics Director

started his career at Becton/Dickinson and joined Ontex in 1993 as Planning & Logistics

Director. 

- CFO

was Audit Manager at Price Waterhouse and Director of Finance and Administration

Soyfood at Vandemoortele. In the beginning of 2002 he was appointed Chief Financial

Officer of the Ontex group. 

- Manufacturing Director

was Maintenance Manager at Friden/Singer and Manager Production & Technology at

Utermöhlen, before joining Ontex as Manufacturing Director in 1983.

- Director Retail and Private Label Development

began his career with Procter & Gamble where he became Sales Manager Belgium. He then

became Key Account Director at Electrolux. In 2001 he joined the Ontex team as Director

Retail and Private Label Development. 

- General Manager Health Care

began his career as Budget Controller and Logistics Manager at Schering-Plough. In 1993

he became commercial director at Ontex. In 2001 he was appointed General Manager

Health Care. 

- Human Resources Director

was Human Resources Manager Benelux and International Financial Controller at

Sicpa, before joining Ontex in 1999 as Human Resources Director.

- Research & Development Director

began his career at Ontex in 1994, where he is Research & Development Director.

HILDE DE SUTTER

KURT DE VARÉ

WERNER VAN INGELGEM

GUIDO VAN HOEYMISSEN

FILIP STEVENS

PATRICK PIETTE

FRANS OBUS

WILLIAM LONGUEVILLE
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1. Introduction

Despite the worldwide slowing in economic growth, Ontex again achieved strong

turnover and earnings growth in 2001. Turnover rose from EUR 468.9m to EUR

725.5m , and the operating profit rose by more than 100% from EUR 32.8m to

66.5m.  The average operating margin reached 9.2%. 

Building organisational capacity

At the corporate level, the group management team in Buggenhout was expanded

from 39 members at end 2000 to 60 at end 2001.  This reinforced team is able to

provide stronger direction and support for the various subsidiaries. As part of this

process the corporate head office was split off from the local Ontex facility in

Buggenhout.

The Ontex Group Leadership Team was set up to oversee the day-to-day management

of the group, with a new COO function created to lead this team.  This leadership is

exercised in close cooperation with CEO Bart Van Malderen, who now has more time

for working on the general group strategy.  Later in the year the function of CFO was

also created within the OGLT.

These efforts, continuing in 2002, are providing a more structured and formalised

management approach. 

At the same time the group structure was revised, with the number of legal entities

pared back and the group divided into operational activities. All the different enti-

ties now carry the Ontex name. 

14.

Management Report 
for 2001 
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In 2001 in particular the commercial organisation was streamlined, with all local

sales organisations integrated into the group and reporting to the head office. 

At the same time the group evolved increasingly towards being a customer-focused

organisation. As part of this reorganisation the Health Care Business Unit was set up

specifically to develop the incontinence business with institutional customers, with

Filip Stevens as General Manager. Ontex intends to expand this business unit rapidly

in the coming years. 

Ontex has also strengthened its operating systems. The integrated ERP system (SAP) is

now fully operational in the Belgian, Dutch, English and German facilities. France and

Spain will follow in the course of 2002, with the remainder of the group coming on

stream in 2003. 

In July 2001 work began on a Management Information System. The MIS system,

which supplements the ERP system, will ensure standardised reporting right through

the group and will permit more rapid and efficient analysis and monitoring. 

Finally Ontex began preparations in 2001 for obtaining the ISO 9001:2000 certificate,

so as to confirm the high quality of its management procedures. Key processes in the

various facilities were analysed and redefined, with a central focus on the customer.

Research and Development was optimised to combine rapid innovation and high qual-

ity products.  At the start of 2002 Ontex was one of the first Belgian enterprises and

the first hygiene products company in Europe to receive the Lloyds certificate.

Management Report I Ontex I Annual report 2001 15.
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2. Key events

February, Economic crisis in Turkey
Between mid-February and mid-October, the Turkish Lira shed over 55% of its value.

This devaluation forced all market players to raise their prices in order to defend their

turnover and margins. On an annual basis the baby diaper market shrank by 3%,

after still growing by 4% in 2000. In these conditions, Ontex succeeded in further

expanding its market share for both baby diapers and feminine hygiene products.

Turnover and operating margins only fell slightly. Since October the Lira has climbed

back 25%. 

May, Major pulp contract
On 5 May Ontex signed a contract with one of its largest pulp suppliers, setting a fixed

price, for the next three years (not US dollar related), for 15% of the Ontex group’s esti-

mated pulp consumption. This contract should considerably reduce Ontex’s exposure to

the cyclical nature of both pulp and dollar prices. In October 2001 the contract was

increased by another 10% of estimated pulp consumption.  

June, Rationalisation
In June 2001 Ontex decided to rationalise its sales and production organisation. The

Paris sales office was closed down and integrated into the commercial department

at Villefranche and it was decided to close the Vienna sales office. The production

facility in Raubach (Germany) was closed in the second half of 2001. The estimated

cost of EUR 1.2 million compares with annual savings (direct and indirect costs) of

EUR 1.4 million. 

July, Start of wet wipes
In July the production of baby wet wipes began at Turnov (Czech Republic) a new but

complementary product. Ontex has invested EUR 6.3 million in this new, but com-

plementary product. The European market for wet wipes is estimated at around EUR

470 million, and is growing by over 10% a year. 

16.

Management Report 
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August, Cooperation with AMS
In August a major cooperation agreement was signed with the Associated Marketing

Services Group to supply private label baby diapers and feminine hygiene products.

The Associated Marketing Services Group is a European buying organization which

serves various retail chains, including Ahold in the Netherlands and Dansk in

Denmark. The contract increases annual turnover by over EUR 10 million. 

September, Syndicated credit facility
In September Ontex signed a major syndicated loan agreement with three banking

partners, Commerzbank – the facility agent in this operation -, Fortis and KBC. This

facility has since been used to refinance all the group’s short and medium-term cred-

its. 16 European banks signed up and over-subscribed the initial amount to EUR 300

million. 

An international contract manufacturing agreement signed with a U.S. market leader

in 2000 was terminated at the end of last year.

After balance sheet closing date

February, Take-over of 25% of Moltex
In February 2002 Ontex acquired the remaining 25% of the shares of Moltex Baby-

Hygiene GmbH & Co. KG (Mayen, Germany). These shares – together with certain

profit rights – were held by the Wirths family. 

This acquisition fits into Ontex’s strategy of integrating its production apparatus and

simplifying its operating structures. It will already contribute to the group earnings

in 2002. The take-over was paid partly in cash and partly by the issue of 233,112

new Ontex shares. 

Management Report I Ontex I Annual report 2001 17.
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(1) Result after taxes (group’s share), before amortisation of con-
solidation differences and before extraordinary result

(2)

Operating profit plus depreciation and amortisation on tangible
and intangible fixed assets, amounts written of on stocks and
provisions

(3) Current profit after taxes (group’s share) plus depreciation and
amortisation on tangible and intangible fixed assets, amounts
written of on stocks and provisions

CONSOLIDATED RESULTS FOR 2001
( I N THOUSANDS OF EUR)

2000 2001 Change

Net sales 468,953 725,458 + 54.70%

Gross margin 39.67% 42.72% + 3.05%

Operating profit (EBITA) 32,828 66,504 + 102.58%

EBITA / sales ratio 7.00% 9.17% + 2.17%

Financial result -10,340 -20,375 + 97.05%

Amortisation of conso. goodwill -10,917 -18,144 + 66.20%

Result from ordinary activities 11,571 27,985 + 141.85%

Extraordinary result -3,490 -4,879 + 39.80%

Result before taxes 8,081 23,106 + 185.93%

Result after taxes 4,607 9,338 + 102.69%

Of which group’s share 3,125 7,055 + 125.75%

Current result after taxes (1) 17,532 30,078 + 71.56%

Operating cash flow (2) 61,785 110,361 + 78.62%

Operating cash flow / sales 13.18% 15.21% + 2.03%

Current cash flow after taxes (3) 46,489 73,935 + 59.04%

Current result after taxes (1) / 2.06 3.54 + 71.84%
share

Current cash flow after taxes (3) / 5.47 8.70 + 59.05%
share

3. Key figures

Ontex closed 2001 with record results.

Turnover rose by 55% from EUR 468.9 million in 2000 to EUR 725.5 million.

13% of this is internal growth, and  42% comes from the recent take-overs of

Prod’Hygia (France), Breitenau (Germany) and Astel (Turkey). Breitenau’s results have

been consolidated since 1 July 2000, Astel’s since 14 December 2000 and those of

Prod’Hygia since the current financial year (2001). Turnover rose in each of the three

major product groups and on each of the most important markets. 

The rise in operating margin from 39.7% to 42.7% reflects both the price

increases introduced in late 2000 and early 2001 and lower raw material prices.

Average price for pulp, the group’s largest single raw material, dropped 20% from

USD 680/ton in 2000 to USD 540/ton in 2001. The impact on costs and hence on

gross operating margin was limited to under 10% by both the stronger US dollar and

by Ontex’s inventory valuation policy. 

Operating cash flow rose by 78.6% to EUR 110.3 million, giving an EBITDA 

margin of 15.2% as against 13.2% in 2000.  The rise is due to a higher gross operat-

ing margin, partially offset by lower other operating income. In the second half the

EBITDA margin rose to 16.4%, 3 percentage points ahead of the same period in 2000.

Operating result (EBITA) exceeded expectations, doubling from EUR 32.8 mil-

lion in 2000 to EUR 66.5 million. The EBIT margin rose from 7% in 2000 to 9.2%,

During the second half, the EBITA margin reached 9.9%. This EBITA margin is under-

stated given that machinery is depreciated over 5 years, despite having an average

economic life of 10 years. This will be adjusted when Ontex moves in 2003 to IAS

reporting.   

Current profit after taxes (before amortisation of goodwill) increased by

71% to EUR 30.1 million or EUR 3.54 per share. The number of shares remained

uncharged at (rounded) 8.5 million. The current result figure also reflects higher

financial charges owing to the borrowings made to finance the take-overs at the end

of 2000 (EUR 19.3 million as against 9.3 million in 2000), the translation differ-

ences due to the devaluation of the Turkish lira (EUR 2.8 million) and a noticeably

higher overall corporation tax rate (33.3% versus 18.3%), now that earlier tax loss

carry forwards are largely exhausted.

18.
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Net group result (after taxes and amortisation of goodwill) doubled to EUR 7.1

million. The net profit figure was influenced by higher net extraordinary charges of EUR

4.8 million in 2001 compared with EUR 3.5m in 2000. The extraordinary items consist

mainly of a number of one-off extraordinary financial and fiscal items, following the

financial crisis in Turkey and the closing of the Raubach (Germany) production facility.

4. Evolution of activities 

Ontex operates in three growth segments: private label in Western Europe, the growth

markets of Eastern Europe and Turkey, and adult care products. 

In 2001 the commercial organisation in all three market segments was strengthened

substantially. Sales teams were integrated in each country and worked to improve cus-

tomer relations. 

Ontex seeks to create win-win situations with its clients by transferring market and

product knowledge and innovative developments. It also seeks to provide better 

promotional and logistics support. In 2001 the emphasis was – as in previous years

– on innovation and quality. The research & development teams in the various facil-

ities were extended and major investments made in new technologies and products.

These efforts are bearing fruit in the form of clear competitive advantages.  

Private Label in Western Europe

In this segment Ontex’s clients include almost all of Europe’s major retailers. With the

retail sector continuing to consolidate, the growth of previous years was maintained in

2001.

These major retailing groups are becoming increasingly international, but with pur-

chasing organised centrally. This is allowing Ontex to conclude major international

contracts. For example, a cooperation agreement for baby diapers and feminine

hygiene products was concluded with the Associated Marketing Services Group. This

European buying organization serves various retail chains, including Ahold

(Netherlands), Dansk (Denmark), ICA (Sweden), Kesko (Finland), ICA-Hacon

(Norway), Edeka (Germany) and Safeway (England). 
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Ontex’s major markets are Belgium, the Netherlands, France, Germany and Spain.

Sales teams have been integrated in each of these countries, with one team now

covering the various product groups.     

In Belgium – Ontex’s home market – the company has traditionally been very

strong in the three product groups. Through the acquisition of Prod’Hygia the

position in baby diapers was strengthened.

In the Netherlands the group achieved solid growth in 2001, and a major

step forward was taken with a number of new feminine hygiene references. Ontex

won several large new contracts for baby diapers, including Superunie,

Koopconsult and Ahold. The effects of these new contracts should be felt already

in 2002. 

In France – where Ontex was already the recognised market leader in private

label feminine hygiene products – the company has also become number 1 in

baby diapers after taking over Prod’Hygia in 2000. At the same time it has gained

market share by introducing Hybatex® technology in its various product groups. 

In Germany too Ontex significantly strengthened its position in feminine

hygiene products with the acquisitions done in 2000. Here too Ontex successful-

ly launched its Hybatex® technology‚ with the group’s baby diapers scoring very

well in the well known Stiftungswarentest©, to which German mass retailers attach

particularly great importance. Ontex has also concluded new contracts on the

Germany market, among others with REWE and Aldi-Sud. 

In Spain and Portugal Ontex has grown enormously with the consolida-

tion in the retail market driven by Carrefour. 

2001 was a difficult year in England, where Wallmart’s arrival set off a price

war, which reduced the price differential between branded and private label prod-

ucts, which as a result lost market share. For 2002 this market is expected to sta-

bilise. 

20.
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* Nielsen estimates

Ontex developed positively in a number of other markets as well.

In Scandinavia, Ontex’s only market leader position until 2000 was for feminine

hygiene products in Denmark, with the group weakly positioned in Norway and

Sweden. This situation changed in 2001 when contracts were signed with the largest

retailers on the market. Today Ontex has strong market shares in these countries. 

Italy’s private label segment is still in an early stage of development due to the

highly fragmented retail market. Nevertheless Ontex has been able to build a strong

position in this segment.

The high growth markets Eastern Europe and Turkey 

Ontex operates on these markets both with its own brands and with private label

products. Ontex stands ready to help retailers in these markets develop the private

label business.   

In Turkey Ontex is a major player since taking over Astel in 2000. Astel, located in

Istanbul, produces and markets the three Ontex product groups: feminine hygiene, baby

diapers and incontinence products. Its Canbebe brand places it in second place on the

Turkish diaper market. The company is also strong in feminine hygiene with its Canleydi

brand. Turkey went through an economic crisis in 2001, with inflation rising to 90% and

the Turkish lira devaluing by 55%. The constant price increases by all market play-

ers, however, led the market to contract in the second half. Ontex succeeded in

expanding its market share in both feminine hygiene products and baby diapers in

this environment. From October 2001 on the currency stabilised and even slightly

recovered.

In Central and Eastern Europe Ontex also made considerable progress in

2001 with its own brand, Helen Harper and contributed to the expansion of the pri-

vate label segment.  

In Russia, where Moscow with its 10 million inhabitants represents 70% of the

total retail market, Ontex has been working with an exclusive distributor. Russia is

seen generally as a growth market, which has become both economically and politi-

cally more stable.  This is visible also in the increasing numbers of Western retailers

that are expanding rapidly in Russia, among them Spar, Metro (Makro) and Auchan.
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SCA : 36%Paul Hartmann : 15%

Ontex: 14%

Paper-Pak: 8%

P&G: 7% Other: 20%

ONT E X I S NO .  3 I N TH I S MARK E T*

* Nielsen 2001 estimates

Management Report 

In the Czech Republic Ontex has significantly increased its market share with

advertising campaigns and a consistent brand policy for its Helen Harper brand.

Here the group has its own sale team, which is also coordinating the expansive

growth in private labels.  In this country Ontex is indisputably the number 1 in devel-

oping retail brands with international retail chains.

In Poland the local Ontex sales organisation is concentrating almost exclusively on

developing private label products, with Helen Harper sales transferred to a distributor.

In Hungary, where Ontex also has its own sales organisation, the group

increased its sales in the private label segment by 40%.    

In all, Ontex products are being exported to over 90 countries worldwide, both direct-

ly and via local distributors.   

Adult care products

The Health Care Business Unit was set up in 2001, directed specifically at hospitals,

homes for the elderly, home care organisations, health authorities and pharmacies. Here

Ontex does not sell to mass retailers, but directly to the various market segments. This

activity also calls for a totally different logistics and commercial approach. 

In this market Ontex is currently number three with two strong brands: ID and Euron. Its

market share varies from 36% in its Belgian home market, 25% in France, to 14% in

Germany. In 2001 the sales teams were reorganised and integrated in the various coun-

tries in which the group is active. Work has also begun on rationalising the product range.

This will be continued in 2002. 

In the Netherlands Ontex has built up a strong position through a partner-

ship with Medeco.  Medeco is part of the OPG group, the absolute market leader in

the health care area. Ontex and Medeco together distribute two brands, one of them

under private label. In 2001 the Ontex and Medeco teams were merged, and a new

product range launched. This should significantly increase sales in 2002.  
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In France Ontex is the local market leader with its ID brand. In 2001 the sales

team was boosted and the Hybatex® technology introduced into the product range.

Here too strong results are expected for 2002. 

In Germany Ontex is one of the top three.  The German market is tackled via

three distribution channels.  The ID brand is distributed via the German subsidiary,

Euron is distributed via GVS, a grouping of various distributors, and in 2000 Ontex

began cooperation with Igefa, an important distributor of products for hospitals,

which markets incontinence products under its own private label. 

In the UK – where Ontex is one of the top four – the group achieved in 2001 a

breakthrough and significant growth in the home care market. The sales teams of ID

Medica UK and Ontex UK were successfully merged. 

In Spain Ontex focused in 2001 primarily on the home care market, where it grew

substantially.  

In Eastern Europe this business unit is particularly strong in the Czech

Republic and Croatia, where the group has very good partners. 

In the coming years the Business Unit Health Care will focus on further strengthen-

ing the two strong brand names. Efforts will continue to strengthen the commercial

structure.  
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5. Research & Development 

Ontex operates in a sector in which customers’ demands for product quality are a critical

success factor. The group is investing constantly in developing high quality products,

efficient processes and new technology.

Basic philosophy

Ontex’s research and development philosophy has two cornerstones. The first is improv-

ing basic technologies for application in future product ranges. One example here is the

Hybatex® technology, where judicious use of raw materials allows for thinner and more

flexible products, which consumers view as more reliable and comfortable. On the other

hand existing basic technologies are being constantly used to produce product ranges

which better meet the constantly changing needs of today’s consumers.

To give greater space for this creative and innovative process, the R&D department

was expanded in 2001. New working methods are also improving efficiency.

Strategic partnerships with our best-performing and innovative suppliers are providing

a leverage effect here.

Ontex also developed a high-powered product development system in which

research products are validated and refined primarily by means of large-scale con-

sumer tests. 

Diapers

In the baby diaper segment innovations and improvements are being made all the time.

Ontex’s development efforts are pointed in three main directions: performance, fit, and

skin protection. Significant improvements have been made in each of these areas. 

At the same time the introduction of new materials, shapes and colours has led to a

completely new look for baby diapers. For example, a new elasticated closing system

has increased consumer satisfaction of both mother and child.
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Wet wipes

An initial result of Ontex’s new R&D approach is the newly started wet wipes range

of products. In cooperation with partners in the cosmetics industry, a basic lotion

has been developed with a hydrating and nourishing effect which, thanks to its

great softness, can be used both for face cleansing and for general baby skin care.

The substrates on which the lotion is applied are selected for their softness and their

cleansing effect. Specially adapted packaging guarantees easy handling. This product

achieved significantly better results than the market leader in independent consumer

tests, and was elected ‘Product of the Year’ by the leading consumer organisation in

the Czech Republic.

Feminine hygiene products

A number of improvements were also introduced in this segment, in terms of per-

formance, appearance and comfort. As well as further strengthening the existing

product range, new products were launched to meet specific new needs – such as

air-permeable panty liners – or respond to new trends, like special panty liners for

tanga underwear. The use of soft multi-component weaves in combination with

embossing give feminine hygiene products a much more lingerie-like look. Such

products are increasingly seen as being an integral part of the underwear. 

Incontinence products

The existing product range has been totally redesigned. As well as strengthening the

basic qualities of absorption and dry feel, comfort has also been improved, with the

new products both softer and lighter. ‘Active ODS®’, an internally developed tech-

nology, neutralises unpleasant odours. In addition the user’s skin is given extra pro-

tection against infections that can produce complaints like diaper dermatitis in cer-

tain incontinence products.
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EVOLU T I ON OF P ERSONNE L NUMBERS

Productivity at Ontex group is rising from year to year, with turnover

rising significantly faster than headcount.

One third of Ontex employees work in Belgium, two-thirds in plants and

offices outside Belgium.

1998 1999 2000 2001

Belgium 760 834 868 993

Foreign countries 983 1 332 1 461 2 416

Total 1 743 2 166 2 329 3 409

Belgium : 993

Foreign countries : 2.416

GEOGRAPH I C BR EAKDOWN

26.

6. Personnel 

The growth of the group in recent years is reflected in its employee figures. 

At the end of 2001, Ontex employed 3,409 persons, 1,080 more than in 2000. One third

of all Ontex employees work in Belgium, two-thirds in plants and offices outside of

Belgium.

Of the 1,080 new employees, 493 are at Prod’Hygia in France, which Ontex took over, 249

work for the Turkish company Astel, and 338 – or 15% of the workforce – are new recruits. 

Following the recent take-overs and with a view to further growth, the Group

Management Team was strengthened by 21 employees to a total of 60.

Equally important is that productivity per employee keeps increasing, from 172.2(000)

per employee in 1999 to 212.8(000) in 2001.

7. Investment policy

Ontex is constantly adapting and updating its machinery, so as to be able to offer

at all times high quality products reflecting the latest market trends and develop-

ments. At the same time it makes sure that all investments are driven by its expan-

sion strategy.  

(in EUR) 1999 2000 2001

Intangible fixed assets: 658(000) 8,673(000) 5,464(000)

Tangible fixed assets 34,262(000) 40,408(000) 49,263(000)

Total 34,920(000) 49,081(000) 54,727(000)

Management Report 
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8. Outlook for 2002

Ontex’s prospects for the future are positive.  

The three market segments in which the group operates continue to offer enormous

opportunities for growth. The private label sector remains a growing market in Western

Europe, owing both to the consolidation movement in the retail sector and the con-

tinuously improving value for money of private label products compared with the lead-

ing brands. 

Considerable potential remains to be exploited in the Eastern European and Turkish

markets, both for Ontex brands and private label products. The economic situation in

Turkey appears to have normalised, and the retail sector in countries like Poland, the

Czech Republic and Hungary is rapidly expanding. Expected growth rates for these

markets in the coming years run from 4 to 5% for baby diapers to 6 to 7% for femi-

nine hygiene products.

The market for incontinence products continues to grow strongly as the population

ages and with the gradual easing of the taboos surrounding incontinence.

Incontinence products are expected to grow by 8 to 10% a year over the coming years.

Raw materials prices are stable. No major price increases are expected until the sec-

ond half of 2002, when the economy is expected to regain momentum. 

We expect our operating margin to improve to 10%+ also through further optimising

of production, purchasing and logistics processes. We see current results (after taxes

and extraordinary charges and before amortisation of goodwill) per share rising to at

least EUR 4.10, which is an increase of 15%.

In conclusion, we expect turnover to continue to grow and our operating profit margin

and current profits to improve further in 2002.
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9. Dividend

The Board of Directors will propose to the general assembly of shareholders of 28

May 2002 to declare a gross dividend of EUR 0.32 per share. This represents a total

gross dividend of EUR 2,775,469.12, which is slightly larger than the dividend in

2000.

It was resolved to suspend the dividend rights on the treasury shares held by Ontex NV.

10. Investor Relations

Mr. Bart Van Malderen, CEO

Mr . Wilfried Van Assche, COO

Ontex N.V., Genthof 5, 9255 Buggenhout, Belgium

tel. (32) (0)52/399 499, fax (32) (0)52/33 07 84

VAT BE 419.457.296, Commercial Register. DENDERMONDE 33.815

The Ontex N.V. annual report is published in Dutch, French and in English and is available

from the company’s registered office.

Website: www.ontex.be
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