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Financial trends in brief

Key ratios Apr-June 2016 Apr-June 2015 Jan-June 2016 Jan-June 2015 Rolling 12 mos. Whole year
Net sales 13.0 10.7 26.4 17.5 60.4 51.5
Operating profit EBIT, MSEK -2.3 0.6 -3.6 0.7 1.3 5.6
Profit after tax, MSEK =3 0.6 -3.6 0.7 4.9 9.2
Operating margin EBIT, % -17.6 5.8 -13.7 3.7 7.3 10.9
Operating margin after tax, % -17.6 5.8 -13.7 3.7 8.1 17.8
Earnings per share, SEK -0.13 0.04 -0.20 0.04 0.27 0.55
Cash flows MSEK -0.8 -1.1 -3.9 -1.7 19.3 21.5
Net revenues for Q2 increased by 21%. Excluding exchange ing on Nasdagq First North. Q2 investment in PR and market-
rate effects the increase was 24%. For the first six months ing activities increased MSEK 2.4 over the same period the
of the year, net revenues increased 51% in SEK and 52% previous year. These investments increased MSEK 4.3 for
excluding exchange rate effects. the first six months of the year.

Q1 profits were impacted by planned increased marketing
activities and hiring, plus expenses related to the share list-

Significant event for the period (April-June) Polygiene and White Sierra partnering to deliver odor-free
In a new segment garments for the “outdoor” market

Polygiene took a first step into the personal protective White Sierrais a US family business providing clothes for
equipment and uniforms for work with the US firm Propper, all kinds of outdoor activities for the entire family, including
that now advertises they deliver a new collection of high skiing, winter activities, hiking, fishing and other family
performance underclothing for users with extremely high activities. White Sierra will introduce the advantages of
demands, such as military and rescue services personnel. “Polygiene Odor Control Technology” to their garments in

their “Trail” and “Travel” collections in spring 2017.
New partnership in Footwear
Converse Footwear Co., Ltd. (Japan] is the first brand for New board member
shoes to introduce the advantages of Polygiene Odor Control Jonas Sjogren, CEO for Discovery Networks Sweden, was
Technology to Japanese consumers. This will be through the elected new member of the Board of Polygiene AB (publ] at
groundbreaking 2016 Converse Spring/Summer "Whiteplus the AGM 11 May 2016.
collection”. The partnership with Converse Footwear [Japan)

gives Polygiene a foothold in a new market where odor-free Significant events after the period end
shoes shows significant potential among odor-conscious Share options
consumers. In 2014, Polygiene issued 6,000 warrants to staff and mem-
bers of the board which, after recalculation based on the
Polygiene in partnership with HJC, global manufacturer share split implemented in fall 2015, entitle holders to sub-
of motorcycle helmets scription of 1,200.00 in total at a purchase price of SEK 3 per
HJC, the global leading Korean manufacturer of motorcycle share. As of 19 July 2016, all the warrants in this program
helmets, are introducing helmets with odor control in where exercised in subscription for shares. After registration
partnership with Polygiene. Starting in the 2016 spring/ of the new shares, the total number of outstanding shares
summer season Polygiene will be used in every version of in Polygiene AB will increase from 19,316.000 to 20,516,000
their RPHA 11, one of the company’s most advance models. and the share capital will increase from SEK 1,931,600 to

Our partnership with HJC gives Polygiene a strong presence  2,051,600.
in the fast growing segment of motorcycle helmets. The
respected HJC brand, known for their innovation strength, is
the largest provider to the US market, with a strong presence
in Europe, too.
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Comments from the CEO

Continued growth with strategic

market activities

We can look back at another strong quarter in which our net
revenues continued to grow, now to MSEK 13.0, for over 21%
total growth (24% excluding exchange rate effects). This
shows we had a very strong first half of the year with a 51%
increase in net revenues (52% excluding exchange rate
effects) as compared to the same period last year. Net reve-
nues totaled MSEK 26.4 for the first six months of the year.

In terms of profits, we showed negative figures for Q1 due
to greater investment in marketing and staffing in the orga-
nization, and due to expenses related to listing our share on
the Nasdaq First North exchange in mid-March. This is fully
according to plan and we see these investments as critical
success factors in the process of building our brand through
the sales chain to consumers. This will further add to our
growth.

This marketing investment primarily involves greater
spending on local PR and marketing activities in our largest
markets in the US, Europe and Asia. These activities are
conducted both in collaboration with our brand partners
directly towards stores, consumers, and opinion leaders
such as writers and journalists, and towards the industry at
fairs and exhibitions around the globe. We clearly see the
importance of local activities and will continue to expand
our efforts in this.

We saw continued strong demand in Q2 from both current
customers and new brand partners. We initiated several
exciting partnerships with new brand partners, while we have
worked on many new potential partners. We see significant
interest from many markets for Polygiene and our order-
control functionality. Here are segment details.

Sports & Outdoor

This is our largest segment, which shows strong demand
from current and new brand customers. A two gratifying
examples include Adidas expanding their co-branding with
Polygiene and Adidas introducing Polygiene hang-on their
garments in stores.

Moreover, we have approached potential new partners,
with successful results during the quarter. This includes
White Sierra, a strong US brand in the outdoor garment
market, which will introduce Polygiene technology to their

collections starting in spring 2017, and world leading

Korean motorcycle helmet manufacturer - HJC. They will
introduce helmets using Polygiene odor control this spring
and summer season.

As well, relatively new partners such as Cascade, Eddie
Bauer, Mondetta and Toad&Co have increased their use of
Polygiene. This demonstrates our broadening reach in the
Outdoor market, while we are also entering the large con-
sumer travel segment. We have also had success in related
segments, like Hunting & Fishing through our partnerships
with SITKA and SIMMS.

Lifestyle

Lifestyle is a very important segment for Polygiene and we
see strong interest from our current and potential new
brand partners who want to introduce our functionality in
their garments. This is strongly driven by industry trends as
in slippage towards “Athleisure”, shifting interest from the
Sport to Lifestyle segment.
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We have invested significantly in this segment, in terms of
market surveys to better understand consumer drivers,
desires, and relevant messaging, and in terms of fairs for
both pure marketing purposes and to raise awareness of
Polygiene, our functionality and consumer needs within the
industry.

Our objective is to take clear leadership in the Lifestyle seg-
ment, as we have in Sport & Outdoor. And, we are convinced
that our efforts will bear fruit. We have started many inter-
esting projects with brand partners and manufacturers, and
hope to see positive results from these as early as this winter.

Footwear
Polygiene is highly interested in shoes and soles. The bene-
fits to consumers is obvious in this huge segment.

During the quarter, we entered partnership with Converse
in Japan, who will be introducing Polygiene in their new
shoe collection. This is a first vital step into the Footwear
segment - which has very large potential. Based on our
success with both Converse Japan, and ASTRAL in the US,
we see strongly increasing interest from this segment. For
example, SOLE has started to use Polygiene treatment on
all their innersoles, expanding from having only a limited
assortment of this kind.

We have also started interesting testing and projects with
several more well known global brands. We believe this will
become a very interesting future segment for Polygiene, be
we have full respect for necessary lead times in development
and testing, which demands patience. Our capability to treat
all cloth, foam, and plastic parts of shoes provides us a clear
technical advantage towards consumers, and we can deliver
a consistent marketing story that covers consumers’ entire
wardrobe - from clothing, to shoes and equipment.

Home textiles

We see continued strong interest in current brand partners
in this more stable and less seasonally driven segment.
Based on our success in Japan, we see good growth oppor-
tunities with new potential partners in both China and Korea.

Protective & Other

We continue to experience strong growth with our current
customers in this segment. Our largest customer continues
to grow with us, and they are opening new markets in South
America and Asia. This customer is the market leader in
hygienic flooring, primarily for the food industry.

Polygiene has started a project in Asia within furniture
for public environments and health care, which is a good
combination based on our successes within Home Textiles
in the region.

These new partners, with the investments | have described,
are only a sampling of the fields where the Polygiene tech-
nology can be used, and they demonstrate the broad, signifi-
cant potential the company has. We will continue to expand
collaborations with both new and current brand partners in
additional product areas and markets. And as we do, we will
add resources and competencies so we can take advantage
of the short and long-term growth opportunities we see.

| look forward to a very exciting fall, with all the activities

we have initiated.

Christian von Uthmann, CEO
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Operations

Why clothing stinks and what you can do about it

"Stinky polyester” is a well-known phenomenon that occurs

when bacteria grow on textiles. There are a few fundamentally

different approaches to avoiding the problem:

e Wash clothing more frequently - but even after laundering,
clothing can still smell bad, which does not solve the prob-
lem entirely.

* Reduce the conditions for bacterial growth by choosing
a material that does not promote the growth of bacteria,
like wool.

e Treat the material with a solution like Polygiene that reduces
bacterial growth in a skin-friendly and environmentally
friendly way.

e Encapsulate the odor that arises.

Polygiene works with the best solutions for any given appli-
cation and user segment. Capable of being applied to thread
as well as fabric, the Company’s solutions are so effective
that the application of only a small amount of solution is suf-
ficient to provide lasting odor control that remains effective
throughout the garment’s lifetime.

The Company’s solutions are largely based on naturally
occurring silver salt made from recycled silver. The silver
salts efficiently inhibit bacterial growth, thereby reducing
odor and the need to frequently wash treated garments.

Polygiene’s textiles and applications expertise

Polygiene has developed and offers products and treatment
methods, with the minimal application of Polygiene’s prod-
ucts, that ensure permanent odor control from the first use
and throughout the product’s lifetime.

One of Polygiene’s strengths is the Company’s unique
textile and applications expertise, which means that we can
offer the best solution for each manufacturing process and
area of use.

How does Polygiene stack up against competitors?

Today, Polygiene is the market leader in the odor control
segment, with regard to technology leadership as well as
brand recognition. The Company has taken on the task of
establishing and developing the odor control/Polygiene Stay
Fresh® category for textiles in many segments. Polygiene
is the global category leader within the Sport &Outdoor
segment and has taken advantage of this position to expand
its category leadership to other segments.

The Company has demonstrated it can deliver a safe,
comprehensive solution to the apparel and premium brands
that contain Polygiene, something that no competitor has yet
been able to duplicate. However, there are other chemical
suppliers who, purely on a technical level, can deliver viable
preparations, but so far, no competitor has succeeded in
building a comprehensive concept. The Polygiene concept
is based on careful testing throughout the entire value chain
along with quality assurance of all our many applications.

In the odor control segment, Polygiene is considered by its
partners - both upstream and downstream - the market
leader in both its odor control technology and its co-brand-
ing appeal.

In addition, Polygiene is safe to use next to the skin. Treated
garments do not cause any skin irritation and do not interfere
with the skin’s natural bacteria. The Company’s consistent
and. No competitor in the industry has succeeded in building

2/

O propucrioN

2/3 OF THE ENVIRONMENTAL IMPACT OF APPAREL
OCCURS DURING CONSUMER USE

TN R

CONSUMER USE

END OF LIFE

Source: Study conducted in 2006 by Cambridge University, titles “"Well dressed?”
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a co-brand in the odor control category like Polygiene has.
The Company’s consistent and systematic approach in offer-
ing its customers value-added co-branding is also unique.
Significant resources are invested in training customer
employees and in marketing in order to continually increase
the value of the Polygiene brand and the value of partner
brands that use Polygiene in their products. Through co-
branding, Polygiene helps both its partners’ brands and its
partners’ retailers with marketing and with communicating
a clear customer benefit to consumers.

Polygiene provides its partner brands with peace of mind
and added value.

Market potential

Synthetic materials - especially polyester — represent a
growing share of global textile production. Polyester is used
to manufacture sportswear, lifestyle and functional clothing,
shoes, accessories, protective gear and home textiles.*

Textile materials based on polyester fibers have many
advantages in terms of good, flexible characteristics as well
as cost and resource efficiency. Polyester and other synthetic
fibers can also be recycled, which holds true even if they are
treated with Polygiene. However, a well-known disadvantage
of polyester-based fabrics is that they provide an excellent
breeding ground for odor-causing bacteria. “Stinky polyester”
is well-known phenomenon, and Polygiene offers an effec-
tive, environmentally friendly solution that keeps clothing,
shoes, protective gear such as helmets and knee pads, and
other garments and articles odor free.

Polygiene now operates globally in the premium brand
segment, and sales for 2015 total just over MSEK 50 across
four segments, with the Sport & Outdoor segment our largest:
e Sport & Outdoor [sportswear, protective gear, outdoor,

hunting, fishing and more): approximately MSEK 30.

e [ife style [shirts, blouses, trousers, suits, undergarments,

socks, shoes and more): approximately MSEK 5.

* Home textiles (towels, bedsheets, pillowcases, mattresses,
pillows and more): approximately MSEK 10.

e Other (paint, flooring, sanitary equipment and more):
approximately MSEK 5.

In 2015, over 15 million meters of fabric were treated with
Polygiene products. This represents less than five percent
of the long-term global sales potential of the company,
according to Polygiene’'s own assessment of the relevant
market potential.

Primary growth engines during the next 3-5 years

e Increase penetration rate with current partners. Extend to
more product lines. We see strong growth opportunities
with our existing customers.

e Continue growth in the Sport & Outdoor segment. Establish
partnerships with new brands/customers in the U.S. and
Asia.

e Expand into the Lifestyle segment (including men’s and
women’s suits, shirts, blouses, trousers, socks, under-
garments and shoes) and establish a leading market
position.

e Expanding reach in the Home Textiles segment, especially
in Asia, and establish market leadership.

e Promote overall growth in Asia (including South Korea,
Japan and China) in all segments.

A notable trend that can be discerned is the convergence of
various market segments, for instance Sport and Lifestyle,

where fitness and fashion are merging. This development is
advantageous to Polygiene.

* http://www.textileworld.com/textile-world/fiber-world/2015/02/man-
made-fibers-continue-to-grow/

WITHOUT POLYGIENE

ODOR-CAUSING BACTERIA MULTIPLY

BACTERIA

WITH POLYGIENE

INHIBITS GROWTH OF ODOR-CAUSING BACTERIA

0DOR-FREE 0DOR-FREE 0DOR-FREE 0DOR-FREE 0DOR-FREE
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Financial trends

Net revenues and profit

Net revenue

Net sales for Q2 totaled MSEK 13.0 (10.7), corresponding to
an increase of 21%, and excluding exchange rate effects
during the period, 24%. Net revenues increased 51% to total
MSEK 26.4 (17.5). Excluding exchange rate effects, growth
for the first six months of the year was 52%. This growth
came in all geographical markets from existing customers.

Costs

Expenses for Q2 totaled MSEK -17.0 (-10.2), which included
cost of goods purchased MSEK -5,8 [-4,2], other external
expenses MSEK -7.5 (-3.5), Staff costs MSEK -2.4 (-1.9), and
other operating expenses MSEK -1.3 (-0.6). Expenses for
the first six months totaled MSEK 32.6 (17.6), which included
cost of goods purchased MSEK 11,2 (-6,7), other external
expenses MSEK -14.0 (-6.5], Staff costs MSEK -4.6 (-3.7),
and other operating expenses MSEK -2.8 (-0.8].

The increase in cost of goods purchased for the period
and the first six months of the year is entirely due to the
increased revenues. The increase in other external costs
largely consist of expenses for increased investment in PR
and marketing activities. The increase of these costs totaled
MSEK 2.4 for Q2 and 4.3 for the first six months of the year.
Additionally, new regular expenses related to the share list-
ing on Nasdaq First North. Non-recurring expenses were
also charged for the share listing totaling MSEK 0.9. The
increase in staff costs is due to employing additional staff in
Q1. Other operating expenses consist largely of negative
exchange rate differences.

Profit

Operating profit EBIT totaled MSEK -2.3 (0.6), and profit
after tax was MSEK -2.3 (0.4). Operating profit EBIT for the
first six months totaled MSEK -3.6 (0.7), and profit after tax
was MSEK -3.6 (0.7). Profit for the first six months was
impacted by non-recurring expenses relate to our listing
on Nasdaq First North Exchange totaling MSEK -0.9.

Financial position

Financial non-current assets

Financial non-current assets at the period end were MSEK
5.3 (1.8) and relate to deferred tax assets related to tax loss
carry forwards arising in previous years. The total tax loss
carry forwards at the period end were MSEK 24.1.

Equity

Cash and cash equivalents totaled MSEK 37.2 (10.0) at the
period end. The equity/assets ratio as of 30 June 2016 was
79.2 (57.5) %.

Cash flow and liquidity
Cash flow from operating activities amounted to MSEK -0.8
(-1.1) for the period. Cash flow from operating activities for
the first six months of the year were MSEK -3.9 (-1.7]. The
negative cash flow is due to the loss for the period and an
increase in trade receivables that resulted from the signifi-
cant increase in sales.

Cash and cash equivalents totaled MSEK 23.6 (4.4) at the
period end.

Staff

The company operating organization at the period end
included 13 staff, of which 9 we employed and 4 are
contracted consultants.
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Income statement

Apr-June Apr-June Jan-June Jan-June Rolling Whole year
Income statement in brief, TSEK 2016 2015 2016 2015 12 mos. 2015
Operating revenues
Net revenue 13,014 10,716 26,441 17,539 60,412 51,511
Other operating income 1,689 92 2,488 759 3,216 1,487
14,703 10,808 28,929 18,298 63,628 52,998
Operating expenses
Merchandise -5,814 -4,158 -11,189 -6,730 -26,442 -21,981
Other external services -7,453 -3,484 -13,958 -6,474 -23,241 -15,758
Staff expenses -2,409 -1,940 -4,613 -3,671 -8,570 -7,627
Other operating expenses -1,312 -608 -2,791 -769 -4,055 -2,033
-16,988 -10,189 -32,552 -17,644 -62,308 -47,399
Operating profit/loss -2,285 619 -3,623 655 1,320 5,599
Financial Income and expenses
Interestincome 0 0 0 1 41 42
Interest costs -1 0 -1 0 0 0
-1 0 -1 1 41 42
Profit/loss before tax -2,286 619 -3,624 656 1,361 5,641
Tax 0 0 0 0 3,530 3,530
Profit/loss before tax -2,286 619 -3,624 656 4,891 9171
Profit after tax per share -0.13 0.04 -0.20 0.04 0.27 0.55
Profit after tax per share -0.13 0.04 -0.20 0.04 0.25 0.52
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Statement of Financial Position

Income statement in brief, TSEK 30 June 2016 30 June 2015 31 Dec 2015
Assets

Non-current assets

Intangible non-current assets 0 0 0
Property, plant and equipment 0 0 0
Financial assets 5,304 1,774 5,304
Total non-current assets 5,304 1,774 5,304
Current assets

Inventories 312 123 225
Trade and other receivables 15,722 9,655 13,968
Other current assets 2,035 1,485 3,426
Cash and cash equivalents 23,631 4,376 27,545
Total non-current assets 41,700 15,639 45,164
TOTAL ASSETS 47,004 17,414 50,468
TOTAL EQUITY AND LIABILITIES

Equity 37,233 10,007 40,843
Liabilities

Trade and other payables 6,315 4,592 5,242
Other current liabilities 3,456 2,814 4,383
Total liabilities 9,771 7,406 9,625
TOTAL EQUITY AND LIABILITIES 47,004 17,414 50,468
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Statement of Changes in Equity

Apr-June Apr-June Jan-June Jan-June Whole year
Statement of Changes in Equity, TSEK 2016 2015 2016 2015 2015
Equity at period start 39,519 9,388 40,843 9,351 9,351
New share issues and warrants 0 0 14 0 22,500
Issue expenses 0 0 0 0 =179
Earnings for the period -2,286 619 -3,624 656 9171
Equity at period end 37,233 10,007 37,233 10,007 40,843

Statement of cash flows

Apr-June Apr-June Jan-June Jan-June Whole year
Statement of cash flows, TSEK 2016 2015 2016 2015 2015
Cash flow from operating activities before
changes in working capital -2,286 619 -3,624 656 5,641
Changes in operating capital 1,480 -1,678 -304 -2,353 -6,490
Cash flows from operating activities -806 -1,059 -3,928 -1,697 -849
Cash flows from investing activities 0 0 0 0 0
Cash flows from financial activities 0 0 14 0 22,321
Cash flows for the period -806 -1,059 -3,914 -1,697 21,472
Cash and cash equivalents opening balance 24,437 5,435 27,545 6,073 6,073

Cash and cash equivalents at period end 23,631 4,376 23,631 4,376 27,545
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Financial trends in brief

Apr-June Apr-June Jan-June Jan-June Wholeyear Wholeyear
Multi-year overview 2016 2015 2016 2015 2015 2014
Net sales, TSEK 13,014 10,716 26,441 17,539 51,511 34,957
Sales growth 21.4 22.4 50.8 17.7 47.4 25.7
Operating profit EBIT, MSEK -2,285 619 -3,623 655 5,599 3,675
Profit after tax, MSEK -2,286 619 -3,624 656 9,171 5,443
Operating margin EBIT, % -17.6 5.8 -13.7 3.7 10.9 10.5
Operating margin after tax, % -17.6 5.8 -13.7 3.7 17.8 15.6
Cash flows MSEK -806 -1,059 -3,914 -1,697 21,471 2,155
Equity 31, TSEK 37,233 10,007 37,233 10,007 40,843 9,351
Debt/equity ratio 79.2 57.5 79.2 57.5 80.9 57.8
Total shares at period-end, thou 19,316 16,316 19,316 16,316 19,316 16,316
Total shares at period-end, thou 18,066 16,316 18,066 16,316 16,566 16,316
Earnings per share, SEK -0.13 0.04 -0.20 0.04 0.55 0.33
Earnings per share, SEK -0.04 -0.06 -0.22 -0.10 1.30 0.13
Equity per share 1.93 0.61 1.93 0.61 2.1 0.57
Share price at period end, SEK 13.15 — 13.15 - — —
Net sales per quarter Net sales for rolling 12 months
MSEK MSEK
20 70
18
60 -
16
14 50 /
10 i E—-— /
1 30 /
1 1 - 20
I I 0
|
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Share capital, the share
and ownership structure

Share capital

Equity in Polygiene totals SEK 1,931,600 allocated to
19,316,000 outstanding shares. The company has a single
class of share and each share carries an equal right to
dividend. Par value for each share is SEK 0.10.

In 2014, Polygiene issued 1,200,000 warrants to staff and
members of the board, the board chair which entitle holders
to an equal number of shares. These warrants may be exer-
cised during the period of 1 April to 1 August 2016 and exer-
cise price of SEK 3.00 per share. All the warrants were
exercised at the end of Q2.

In 2015, Polygiene issued 250,000 warrants to staff and
members of the board, the board chair which entitle holders
to an equal number of shares. These warrants may be exer-
cised during the period of 1-31 December 2018 and exercise
price of SEK 15.00 per share.

For more information regarding changes to equity, please
refer to the company 2015 annual report.

The share
The Polygiene AB (publ.] share was listed on the Nasdagq
First North Stockholm Exchange on March 14, 2016.

Total turnover for the Polygiene share was 1,666,880 shares,
corresponding to an average of 26,885 share per trading day.
The share price at period end was SEK 13.15, corresponding to
a market capitalization of MSEK 254. Highest and lowest price
for the period was SEK 14.15 and 12.00, respectively.

Polygiene 2016-03-14-2016-07-01

Ownership structure

The company had a total of 438 shareholders at the period

end. The table below has the 10 largest shareholders as of
30 June 2016.

Shareholders Shares Per cent
JP Morgan Bank Luxembourg 2,960,061 15.3%
Richard Tooby* 1,918,000 9.9%
Nomura Securities Co Ltd Japan 1,500,000 7.8%
Erik AiMalmo AB 1,348,800 7.0%
Clearstream Banking S.A. Luxembourg 1,302,249 6.7%
Jonas Wollin* 783,500 41%
Lennart Holm* 770,220 4.0%
Roosgruppen AB 747,819 3.9%
Mats Georgson* 677,000 3.5%
Jan-Erik Rosenberg 604,600 3.1%
Ovriga 6,703,751 34.7%
Total 19,316,000 100.0%

* Refers to personal holdings and those of associated natural persons
and legal entities. Data from Euroclear and data known to the company.

Share Number
price == Polygiene e First North All-Share SEK Turnover total shares 1,000s per week of shares
15.0 500
14.5
400

14.0
13.0
125 o 200
12.0 h_] | - \; Q

v 100
115 - — - - - - - - -
11.0 0
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2016
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Source: /7 12C i



Accounting policies

This annual report was prepared according to the Swedish
Annual Accounts Act and Swedish Accounting Standards
Board General Recommendations BFNAR 2012:1 Annual
reporting and consolidated financial statements (K3). The
accounting policies used in preparing these financial state-
ments match the accounting policies used in preparing the
2015 annual accounts and financial statements

Amounts are expressed in TSEK (thousands Swedish
Krona) unless otherwise stated. Figures in parenthesis
refer to corresponding amounts for the previous year.

This report has not been audited by the company Auditors.

Risks and uncertainties

Company operations are affected by several factors which
involve risks to the company’s operations and profit. For more
information, please refer to the company 2015 annual report.

Definitions
Operating profit EBIT: Profit before interest and tax.

Operating margin EBIT: Profit for the period before interest
and tax as per cent of net revenues for the period.

Operating margin after tax: Profit for the period after tax
as per cent of net revenues for the period.

Earnings per share: Profit for the period after tax divided
by a weighted average total shares outstanding.

Equity/assets ratio: Equity in relation to balance sheet total.

Equity per share: Equity per share divided by the total number
of shares outstanding at period end.

Cash flows per share: Cash flows for the period divided by the
average total shares outstanding.
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Contact information, Addresses

Questions related to the report:

Christian von Uthmann, CEO Jan Bertilsson, CFO
Phone: +46 (0) 70 319 77 21 Phone: +46 (0) 72 558 26 69
E-mail: cvul@polygiene.com E-mail: jb@polygiene.com

Polygiene AB, Stadiongatan 65, 217 62 Malmo
Phone: +46 (0) 40 26 22 22

This information is information that Polygiene AB (publ.] is obliged to
make public pursuant to the EU Market Abuse Regulation and the

Securities Markets Act. The information was submitted for publication,

through the agency of the contact person set out above, at 12.00 CET
on August 25, 2016.

About Polygiene

Polygiene is the world-leading provider of odor control technology and
Stay Fresh solutions for clothing, sports equipment, lifestyle textiles
and other materials to help people stay fresh and confident. Polygiene
brings the Scandinavian values of quality and care for the environment
to life through its products. More than 100 global premium brands have
chosen to use Polygiene Odor Control Technology in their products.
Established in 2006, the company is listed on Nasdaq First North in
Stockholm, Sweden. Remium Nordic AB acts as its certified adviser.

Polygiene’

STAY FRESH



