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 The information contained in this document has not been independently verified and no representation or
warranty expressed or implied is made as to, and no reliance should be placed on, the fairness, accuracy,
completeness or correctness of this information or opinions contained herein.

 Certain statements contained in this document may be statements of future expectations and other
forward looking statements that are based on management‘s current view and assumptions and involve
known and unknown risks and uncertainties that could cause actual results, performance or events to
differ materially from those expressed or implied in such statements.

 None of Lenzing AG or any of its affiliates, advisors or representatives shall have any liability whatsoever
(for negligence or otherwise) for any loss howsoever arising from any use of this document or its content
or otherwise arising in connection with this document.

 Certain figures in this presentation have been rounded in accordance with commercial principles and
practice. Such figures that have been rounded in various tables may not necessarily add up to the exact
total given in the respective table.

 Definition and further details on the calculation of financial key indicators can be derived from the
Management Report and the glossary in the Annual Financial Report. This report is also available online
on the website of the Lenzing Group www.lenzing.com in the section “Investors”.

Disclaimer
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Lenzing – Market leader in wood-based cellulosic fibers

Our mission:
“Lenzing is a performance materials company that turns CO2 and sunlight into highly functional, emotional
and aesthetic products across the globe”
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Lenzing at a glance

 78 years of experience in producing wood-based fibers

 Lenzing viscose ®, Lenzing Modal ®, TENCEL®

 Strong global footprint with 6 production sites

 Lenzing (headquarters) (A), Heiligenkreuz (A), Grimsby (UK),
Mobile (USA), Nanjing (CN), Purwarkarta (IDN)

 Strong product and innovation pipeline, 1.250 patent applications
and patents in 57 countries focusing on lyocell technology (TENCEL®)

 Strong performance in 2015

 Revenue +6.0% to EUR 1.9 bn

 EBITDA +20.7% to EUR 290 mn, EBITDA margin 14.7%

 Dividend pay-out ratio up to 50% of net income

 Listed in ATX, share price as at April 22: EUR 68.84

1

1 As at December 2015
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Global fiber market at a glance
2015e consumption numbers

1) Incl. bast, flax, hemp, jute, silk and allied fibers
2) Wood-based and cotton linter-based cellulose fibers, previously named man-made cellulosics
Source: CIRFS, The Fiber Year, The Fiber Organon, Lenzing estimates

Cellulose- &
protein-based

fibers

Cotton
25.2%

Synthetic fibers
62.1%

Wool
1.2%

Wood-based
fibers2

 Viscose/Rayon
 Modal
 TENCEL®/Lyocell

Other natural fibers1

5.1%

Wood-based
fibers2 6.4%

95.6 mn tons
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Lenzing - market leader in all three fiber generations

TENCEL®, Lenzing Modal® and Lenzing Viscose® are registered trademarks of the Lenzing Group

Market Position
Competitive

Intensity

# 1 Low

# 1 Medium

# 2 High

Source: Lenzing data, CCFG, CCFEI
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Lenzing is the global leader in cellulose fibers

Asia
63%

Europe incl.
Turkey
25%

Americas
10%

RoW
2%

Source: Lenzing data 2015

Balanced exposure to matured and
emerging markets

Fiber revenue by region

Global network of production sites and
sales offices

2015 footprint
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Lenzing’s basic material is wood - pulp mills are bio-refineries

~50%

Lenzing and Biocel Paskov achieve 100% wood utilization
by generating pulp, bio-based chemicals and energy.

Pulp
production

Lenzing

~39%

~11%

Pulp

Acetic acid

Furfural

Xylose

Energy

Bio-refinery
products Customers & Products

etc.
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Capacity 20161: A global footprint

China
CAGR 2.7%

Indonesia
CAGR 0.2%

USA
CAGR 0.5%

Europe2

CAGR 6.1%

Total capacity at year end
CAGR 3.2%

Paskov (CZ)
dissolving
pulp capacity

1) Figures are shown in k metric tons; CAGR 2012-2016e
2) Includes Lenzing (A), Heiligenkreuz (A) and Grimsby (UK)

Lenzing (A)
dissolving
pulp capacity

149 161 162 162 162

103 107 110 110 110

105 105
172 172 181

2012 2013 2014 2015 2016e

357 373

444 444 453

50 50 50 51 51

2012 2013 2014 2015 2016e

160 178 178 178 178

2012 2013 2014 2015 2016e

320 320 320 323 323

2012 2013 2014 2015 2016e

289 290 296 297 297

117
240 260 270 270

2012 2013 2014 2015 2016e

406

530 556 567 567

629 659 660 663 663

103 107 110 110 110
155 155 222 223 232

2012 2013 2014 2015 2016e

921
887

992 996 1005

Total pulp capacity
CAGR 8.7%
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Lenzing is the only player with European roots in the viscose staple
fibers market1 (2015e)

Source: CIRFS, FEB, Trade statistics, Company estimates

1) Viscose Stable Fibers (including Modal and TENCEL®), excluding viscose filaments, acetate tow, cigarette filters
2) Based on latest available company information from company websites and annual/interim reports
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Lenzing 2015: Increasing brand recognition – innovation and trust

 Lenzing’s products and brands are in high demand in the search
for innovation, sustainability and comfort

 >400 million brand impression at retail, all-time record and
up from ~340 mio in 2014

 Lingerie and Homewear

 Hygiene

 Cosmetic and Ladies Outerwear

 Over 400 brand partnerships, up from 294 in 2014

 Lenzing is „All Time Index Member“
of sustainability index VÖNIX (launch in 2005)
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Financials 2015 – Revenue and EBITDA (EUR mn)

+6.0%2,140.0

2,090.4

1,908.9
1,864.2

1,976.8

2011 2012 2013 2014 2015

Total Group revenue

2014 2015

35.0%

46.0%

19.0%

Specialty fibers
Standard fibers
Other business areas

40.5%

47.0%

12.5%

Specialty fibers

Standard fibers

Other business areas

480

352

225 240
290

2011 2012 2013 2014 2015

EBITDA

+20.7%

22.4% 16.9% 11.8% 12.9% 14.7%

EBITDA margin
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Outlook: Megatrends support fiber demand growth

Population growth and higher purchasing power in the emerging markets drive overall fiber growth

Source: IHS, ICAC, Lenzing data

Industrial world Developing world

0.96
+0.5%

0.910.85

6.75

+1.2%

5.995.27

42.1
+1.5%

36.333.4 5.2

+4.2%
3.4

2.1

2010

7.9

2000

5.2
12.0

+4.3%

20202020

31.0
+0.8%26.4

2000

28.6

2010

CAGR
2010-2020

CAGR
2010-2020

GDP growth

in real USDk/capita

Population

in bn

Textile
consumption

in kg/capita
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Sustainability is gaining importance

Less than 1% of global water
resources is available as fresh
water for people

Arable land is decreasing due to
erosion and urbanization

Oil is a finite resource causing
negative externalities

▪ Sooner or later “peak oil” will be
reached

▪ New sources can only be tapped
by taking high ecological risks

▪ But water consumption is rising
due to population growth and
changing consumption habits

▪ With a growing global population,
this intensifies the competition for
farm land
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TENCEL® is THE innovative fiber platform
to address the sustainability challenge of the industry

Source: “Life Cycle Assessment of man-made Cellulose fibers”; Li Shen, Martin Patel; 2007

TENCEL® Cotton USA
and China

263

~22x 5,730

TENCEL® Cotton USA
and China

0.24

~3.5x 0.82

Lenzing Group
Avg.

Cotton USA
and China

5.7%

~17x 100%

Water consumption
m3 per metric ton of fiber

Required acreage
Hectares per metric ton and year

Environmental
impact of production
Relative to cotton
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Wood-based fibers1 outgrow market

Source: ICAC, CIRFS, Fiber Economics Bureau, National Statistics, The Fiber Year, Lenzing data

5-6% p.a.

1-2% p.a.

Synthetic fibers

Cotton

Wood-based
fibers1

3-4% p.a.

CAGR
(2015e – 2020p)

Million metric tons2

Expected growth of global fiber demand until 2020

Total fiber market 3-4% p.a.

1) Wood-based and cotton linter-based cellulose fibers, previously named man-made cellulosics (viscose, modal and lyocell only – excluding acetate, tow and filament)
2) Without wool and other natural fibers
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The new strategy – driving value growth

Business

A
re

a
sN

e
w Forward

Solutions

Strengthen
the Core

Customer
Intimacy

Specialization
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Strengthen the Core

 Further strengthen pulp
position via backward
integration and/or strategic
co-operations

 Maintain quality leadership

 Deliver EUR 50 mn EBITDA
by 2017 with commercial and
operational excellence
program

 Strengthen our co-products
business

 Grow viscose position via
strategic partnerships

 Finalize restructuring
technical units

Business

A
re

a
sN
e
w Forward

Solutions

Strengthen
the Core

Customer
Intimacy

Specialization

1
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Customer Intimacy, Specialization, Forward Solutions
and New Business Areas

 Increase management
presence and decision
power in the regions

 Establish two additional
regional application and
customer innovation centers

Business

A
re

a
sN
e
w Forward

Solutions

Strengthen
the Core

Customer
Intimacy

Specialization

 Secure #1 lyocell and modal
leadership position via
capacity expansion program

 Focus on high-value eco-
friendly specialty fibers

 Target 50% of revenue from
specialty fibers by 2020

3

2

 Move selectively forward in
the value chain via new
game-changing technologies

4

 Select and establish new
emerging business areas 5
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2020 financial targets

EBITDA
growth of 10% p.a.

(vs. 2014 base)

ROCE
≥10%

Net financial debt/
EBITDA

<2.5
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Outlook 2016: Further substantial improvement

 Global fiber market to remain volatile

 High cotton stock and cheap polyester fibers increase inter-fiber price competition

 Lenzing’s relevant market segment “wood-based cellulose fibers”1 implies a more positive
development than the global fiber market. Cellulose fiber demand continues to be strong
and the supply-demand ratio is favorable

 Under the assumption of unchanged positive fiber market conditions and FX relations
Lenzing expects a further substantial earnings improvement in 2016

1) Wood-based and cotton linter-based cellulose fibers, previously named man-made cellulosics
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Contacts and financial calendar

Investor Relations contact

 Stephanie Kniep
Head of Investor Relations
Corporate Center
Corporate Communications & Investor Relations

 Phone: +43 7672 701 4032

 Fax: +43 7672 918 4032

 E-Mail: s.kniep@lenzing.com

 Visit our IR website
http://www.lenzing.com/en/investors/financial-publicationsad-hoc.html

 Visit our SRI sites
http://www.lenzing.com/en/responsibility/our-approach.html
http://www.lenzing.com/en/press/publications/sustainability-reports.html

Financial calendar

Full year results March 23, 2016
71st Annual General Meeting April 20, 2016
Results 1st quarter May 12, 2016
Half year results August 24, 2016

Results 3rd quarter November 16, 2016


