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Interim Report 
 

Third quarter 

 Net sales amounted to SEK 156.6 million (189.9). 

 Product profit amounted to SEK 59.1 million (79.3), 

with a product margin of 37.8% (41.8). 

 EBITDA amounted to SEK 11.6 million (35.1), 

corresponding to an EBITDA margin of 7.4% (18.5). 

 EBIT amounted to SEK 5.7 million (29.8), 

corresponding to an EBIT margin of 3.6% (15.7). 

 Operating cash flow amounted to SEK 14.8 million 

(65.0). 

 Interest-bearing net debt was SEK -29.8 million  

(-75.5). 

 Earnings per share amounted to SEK 0.0 (0.8). 

 No items affecting comparability for the quarter. 

Jan–Sep 2024 

 Net sales amounted to SEK 492.7 million (630.6). 

 Product profit amounted to SEK 200.9 million (257.1), 

with a product margin of 40.8% (40.8). 

 EBITDA amounted to SEK 54.9 million (124.6), 

corresponding to an EBITDA margin of 11.2% (19.8). 

 EBIT amounted to SEK 37.2 million (109.0), 

corresponding to an EBIT margin of 7.6% (17.3). 

 Operating cash flow amounted to SEK 42.0 million 

(187.8). 

 Earnings per share amounted to SEK 0.9 (3.0). 

 No items affecting comparability during the period. 

 

 

Oct—Sep Full year

Amounts in SEKm 2024 2023 2024 2023 23/24 2023

Net sales 156.6 189.9 492.7 630.6 635.4 773.3

Net sales, USDm 15.0 17.5 47.0 59.5 60.3 72.8

Product profit 59.1 79.3 200.9 257.1 259.2 315.3

Product margin, % 37.8 41.8 40.8 40.8 40.8 40.8

EBITDA 11.6 35.1 54.9 124.6 67.5 137.2

EBITDA margin 7.4 18.5 11.2 19.8 10.6 17.7

EBIT 5.7 29.8 37.2 109.0 44.0 115.8

EBIT margin, % 3.6 15.7 7.6 17.3 6.9 15.0

Operating cash flow 14.8 65.0 42.0 187.8 -14.2 131.6

Interest-bearing net debt -29.8 -75.5 -72.7 -75.5 -29.8 -7.9

Earnings per share, SEK 0.0 0.8 0.9 3.0 1.0 3.1

USD/SEK, average 10.4 10.9 10.5 10.6 10.5 10.6

Q3 Jan—Sep 
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CEO’s comments 
The headwinds are easing 

As predicted, the sales performance in the third quarter 

remained subdued, impacted by weaker purchasing power 

among consumers as well as the postponed launch of 

important PC components until 2025. Despite these short-term 

challenges, we have strong faith in the future – not only in the 

expectation of a gradual improvement in demand but, 

primarily, through the possibilities for growth we are seeing as 

a result of our strategic initiatives. The expansion into new 

product categories, which met with a very positive reception in 

the market, is facilitating the company’s transformative 

development over the medium and long term. However, we 

expect to return to a situation of growth in the fourth quarter, 

supported by the launch of new products in both new and 

existing product categories. 

 

Net sales during the quarter decreased 17.5% to SEK 156.6 

million (189.9). All sales take place in USD and sales decreased 

organically 13.9% to USD 15.0 million (17.5). We also 

encountered high comparative figures in the third quarter, 

with organic growth of 44.9% during the year-earlier period. 

Sales from resellers to end consumers decreased 16.5%. 

Compared with the first half of 2024, we are seeing a gradual 

improvement in the market. The cautiousness in purchasing 

among resellers that we saw during the first half-year 

decreased late in the quarter, since many partners wanted to 

increase their stock levels ahead of the prime sales period at 

the end of the year. Stock refilling by resellers is also driven by 

the expectation of a stronger 2025 with higher levels of sales to 

end consumers, and we are currently seeing channel storage 

systems at normal levels.  

 

EBITDA for the quarter amounted to SEK 11.6 million (35.1), 

corresponding to an EBITDA margin of 7.4% (18.5). The lower 

earnings are primarily due to the decrease in net sales as well 

as a lower product margin, which fell to 37.8% (41.8) primarily 

as a result of increased rebates and a negative currency effect 

compared to the year-earlier period. The subdued demand in 

the market has led to more sales campaigns and discounts in 

order to push sales throughout the industry. Fractal’s 

fundamental philosophy as a premium brand is to be 

restrictive with discounts, and we are following the market 

trend closely. Despite the fact that we are entering a 

campaign-intensive period, we expect more normalized 

discount levels going forward in pace with a stronger market. 

During the quarter, we also kept a sharp focus on enhancing 

the efficiency of our operations and ensuring good cost control 

while continuing to invest for future growth. 

 

Fractal’s financial position is strong, which provides us with the 

scope to pursue our strategic initiatives, with a clear objective 

of advancing our global market position in existing and new 

product categories. The launch program that we initiated 

during the year and will continue to roll out in the fourth 

quarter is our most comprehensive ever and the beginning of a 

shift in Fractal’s global brand and market position. 

 

 

 

Very positive reception of our expanded product portfolio 

The reception around Fractal’s new Refine gaming and 

computer chair – as well as our Scape gaming headset and 

our new Mood and Era 2 cases – has been very positive. With 

Refine and Scape, we are expanding into two new, important 

product categories with the same Scandinavian principles and 

quality focus that have defined our brand in the cases 

category. Sales of Refine to end customers began in the third 

quarter and exceeded our expectations after a very strong 

reception from end consumers and reviewers. The market 

launch of our new Mood case for end customers was initiated 

during the second quarter, and in September we launched our 

Era 2 premium case, which was warmly received with glowing 

reviews from both gamers and influencers. We are now 

looking forward to sales of Scape to resellers, which will begin 

in the fourth quarter. Our new products all show Fractal’s 

unique combination of performance and design, which is 

appreciated by high-performance gamers around the world. 

 

Outlook going forward 

Despite the weaker market during the year, consumer 

behavior is displaying resilience and pent-up demand. Interest 

in esports and gaming remains at high levels, and the industry 

predicts a stronger performance in 2025 supported by key 

component launches.  

 

One clear trend is that gamers today are playing – and 

spending – more than ever on their hobby. Playing time is 

increasing, but so is involvement in social activities, shopping 

and consumption of technology- and gaming-related content. 

This is a welcome trend, in line with Fractal’s own positioning 

and vision of integrating gaming as a part of home life and 

daily activities.  

 

We predict a stronger sales trend already in the closing quarter 

of 2024, when we can again report growth supported by the 

launch of new products, expansion into new product 

categories, and increased marketing and channel initiatives. 

 

 

Jonas Holst, CEO  

October 2024 

 

 
 

 



 

 

 

  

MARKET POSITION 

Top 3 
 
GLOBAL REACH 

50+ countries 
 
NUMBER OF EMPLOYEES 

99 

  
>8,000,000 products sold  Offices in Gothenburg / Dallas / Taipei / Dongguan Founded 2010 
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This is Fractal 
 

Founded in 2010, Fractal quickly became a pioneer that 

challenged the idea of what gaming products should look like 

using sleek and scaled-down design. Since then, we’ve grown 

into an international brand and an influential company within 

the premium segment of PC gaming products. Fractal products 

are available in over 50 countries in the attractive and ever-

growing gaming market. 

 

Our product categories are cases, gaming chairs, gaming 

headsets, power supply, cooling products and fans for PC 

gaming computers. Fractal is a market leader for cases in 

several geographic markets: number one in the Nordics, 

number two in Japan, and a top three position globally. Our 

products are characterized by Scandinavian design, carefully 

considered materials and high quality. 

 

 

From day one, we have achieved profitable growth by 

successfully combining design, performance and quality 

demanded by consumers, while expanding our product range 

and geographic presence. Fractal is a leading, well-

established brand with a strong premium position, something 

that has earned us a clear and strong position in relevant and 

influential communities. We have focused a great deal on the 

customer experience, for which our customer service and 

aftermarket department have received high praise in the 

industry.  

 

We have identified several growth areas for continued 

profitability and development, through initiatives like broader 

and more innovative marketing, continued focus on 

geographic expansion and new markets. Our head office is 

based in Gothenburg (Sweden) with satellite offices in Dallas 

(the US), Dongguan (China) and Taipei (Taiwan). 

 

  

     Net sales  

per region 

Net sales  

per product category 

 

  

    

 

 

  

 

 

 

  

 

  

 

  
Market leading cases 

for demanding gamers 

and PC enthusiasts. 

Fractal’s award-winning 

cases stand out with a 

unique Scandinavian 

design combined with 

high performance and 

recognized quality. 

 Ergonomic gaming 

chairs aimed at the 

most demanding 

gamers, streamers and 

creators. Fractal’s 

exclusive gaming chairs 

offer superior comfort 

and ergonomics and 

are designed to fit into 

the modern gamer’s 

home. 

 Headsets that challenge 

the stereotype of how 

gaming hardware can 

be designed. Fractal’s 

gaming headset offers 

top-tier audio and 

microphone quality 

combined with a high 

level of comfort and 

unique Scandinavian 

design. 

 Fans for quiet and 

efficient cooling of cases 

and radiators. Fractal’s 

fans are available in 

every conceivable 

design, from the discreet 

and quiet 120 mm 

models to the powerful 

180 mm models. 

 Reliable and secure 

power supply for the 

most high-performance 

components. Fractal’s 

quiet and high-

performance power 

supply units are offered 

in a range of different 

versions and sizes. 

 Water cooling is a 

popular alternative to 

air cooling of a 

computer’s processors. 

Fractal’s water coolers 

are available in a 

number of different sizes 

and with high 

performance, low noise 

levels and a scaled-

down design. 

 

Americas 37%

EMEA 50%

APAC 13%

Cases 91%

Other 9%

Chairs Headsets Cases Fans Power supply Water cooling 
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Market performance and trends 
 
2024 continued to be distinguished by weaker consumer 

demand, disruptions in the supply chains and delayed 

launches of the next generations of graphics cards. However, 

the underlying trends indicate a recovery and growth in 2025, 

in conjunction with the initiation of new upgrade cycles. In 

addition, the market is being further strengthened by 

expanded customer engagement and interest in gaming as a 

whole. 

 

Committed gamers spend more time and money 

Despite the market’s temporary stagnation in 2024, 

consumer behavior is displaying resilience and pent-up 

demand. Gamers’ engagement, which is expected to drive 

future consumption, continues to increase. According to 

Bain & Company, the global gaming market is expected to 

have USD 204 billion in sales in 2024 – compared to USD 

196 billion in 2023 – with expected annual growth of 6% by 

2028. Growth is driven by gamers spending more time and 

money – not only to play, but also to socialize, shop and 

consume gaming- and tech-related media. This behavior is 

in line with Fractal’s offerings linked to facilitating the 

integration of gaming as a natural part of the home 

environment and of daily life. 

 

This increased engagement is particularly noticeable 

among younger players, who are expected to integrate 

gaming as part of their lifestyle to an even greater degree. 

80% of children and young people identify themselves as 

gamers, spending nearly 30% of their leisure time in gaming 

environments, according to the analytics firm Tinuiti. 

Gaming has long been a well-established form of 

entertainment – even greater than traditional media such 

as streaming films and music, which emphasizes the 

influence of the gaming market and its potential for 

continued growth. 

 

In pace with the continued integration of gaming into daily 

life, a growing lifestyle and social norm is being created for 

the next generation of consumers. This trend fits well with 

Fractal’s unique position in the market for gaming hardware 

and our vision of creating the ultimate Scandinavian 

gaming setup. 

 

Brands with a strong presence in gaming communities will 

take the baton  

Today’s gamers engage in many different ways. 79% play 

with the aid of user-generated content, and 16 create active 

gaming content themselves, according to Bain & Company. 

This creates even deeper connections in gaming 

communities and leads to a higher level of in-game 

consumption.  Besides playing themselves, many gamers 

follow streaming platforms such as Twitch on a daily basis, 

participate in discussions on the Discord community 

platform and keep themselves up to date with gaming and 

tech news on YouTube and social media. This demonstrates 

the increasingly broader interest in gaming-related 

activities. 

 

Purchasing power is impacted to an increasing extent by 

streamers. According to Tinuiti’s gaming report, over 30% of 

those surveyed had purchased a product that was 

recommended by a streamer over the last year. This 

influence is strongest among younger generations, with 45% 

of Gen Z and 47% of millennial gamers watching streams 

every week. This change emphasizes the importance of 

having a strong brand presence in these channels. 

 

Consumption will increase in pace with the rising 

popularity of gaming  

Gaming is becoming increasingly important as a hobby for 

consumers around the globe. According to the analytics 

company Newzoo, over 85% of the world’s consumers game 
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in some form, with 80% playing on a daily basis. PC and 

console gamers are of particular interest, since they spend 

more time and money on gaming compared with other 

platforms. More than half of PC and console gamers spend 

between USD 5 and 25 a month on game titles, and 22% of 

console gamers and 15% of PC gamers spend more than 

USD 25 a month. This highlights the strong level of 

engagement among PC and console gamers, who are more 

willing to play “pay to play” games and more expensive 

gaming titles. Fractal’s focus on premium products that 

improve the gaming experience is well in line with these 

trends and targets a discriminating – and growing – 

customer group that values performance, design and the 

integration of gaming hardware into their homes. 

 

Growth in the gaming hardware market in 2025 

The market for gaming hardware is positioned for growth in 

2025, with customers eagerly awaiting new components 

that promise significant improvements to performance. 

Alongside advances from AMD and Intel, Nvidia’s RTX 50 

series is expected to drive the next upgrade cycle. Demand 

for high-performance gaming computers, accessories and 

hardware is further strengthened by the growth of more 

advanced game titles that will be driven in part by AI 

technology. Fractal’s growing product portfolio, which now 

includes gaming headsets and gaming chairs, is well suited 

for these market needs and offers possibilities for capturing 

a broader public, including console gamers who are also 

looking for premium hardware to further improve their 

gaming experience. Insights from Newzoo show that 

income from PC gaming is increasing more rapidly than the 

smartphone and console segments. The PC segment is 

growing 4% compared with the preceding year. PC gamers 

– known for their high levels of engagement and spending 

the most on new game titles and in-game purchases – are 

the ones who are primarily driving growth. Marketing and a 

strong presence in key gaming communities will be crucial 

for reaching these target groups, who have robust 

purchasing power. 

 

Market growth in 2025 and beyond 

The market in 2024 reflects a transition phase that is 

characterized by a cautious market and delayed upgrade 

cycles for PC components. However, the strong engagement 

among gamers indicates that this is a temporary slowdown 

rather than a long-term downturn. Alongside new game 

releases and technical advances, the anticipated hardware 

launches in 2025 are expected to drive a significant 

recovery in the market. 

 

For Fractal, this means an attractive possibility for 

capitalizing on pent-up demand and further increasing 

market presence through a growing product portfolio 

targeted on the discriminating gamer who wants to create 

a more modern gaming environment. 

 

Sources: Bain & Company, NewZoo, Tinuiti, TechPowerUp  
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Product launches, Q3 2024 
In the third quarter, Fractal continued to strengthen its 

position in the gaming market. The launch of the new case 

and the start of sales of our first gaming chair marked key 

milestones in our ambition of creating the ultimate 

Scandinavian gaming setup. 

 

Refine was met with an overwhelming response at launch  

In early August, we launched our first gaming and computer 

chair: Refine, which marked our official entry into the market 

for gaming furniture. Refine was received very warmly by 

top reviewers and gaming communities around the globe, 

which substantiates our strategy of combining industry-

leading ergonomics with designs that bear a clearly 

Scandinavian influence. 

 

Inspired by modern gaming environments and ergonomic 

research, Refine combines intuitive settings choices with 

premium materials such as vent mesh, soft fabrics and 

luxurious Alcantara®. The adjustable settings of the chair – 

including customizable seat depth, lumbar support and 

arm-rest positioning – ensures comfort and support for 

gamers during even the longest gaming sessions.  

 

The response from reviewers of both gaming and computer 

chairs has been extremely positive, with praise for its 

adjustability, superior quality of construction and 

sophisticated design that is seamlessly integrated into home 

environments. Refine offers a more mature alternative to 

traditional, more aggressive gaming chairs that have been 

in the market for years. The reception of Refine 

demonstrates our ability to meet the most exacting 

customer requirements and deliver a strong product in our 

first venture into a completely new category. 

 

Global launch of the eagerly awaited Era 2 case  

In September, sales began of the Era 2, the next generation 

of our iconic Era “small form factor” case series, which 

received glowing reviews from communities and leaders in 

tech media. Era 2 further refines the distinct design of the 

series, markedly improving the cooling capacity. 

 

Era 2 offers a top panel in FSC-certified walnut, an outer 

casing in anodized aluminum and an innovative internal 

layout that balances esthetics with high performance. Era 2 

also offers a sliding middle panel for flexible configurations 

and optimized airflow, which makes it the perfect choice for 

gamers who are looking for a compact yet powerful 

gaming PC. We look forward to Era 2 becoming a natural 

element in the modern gamer’s home.  
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Recognition as “Best Case Brand 2024” in Europe 
 

Fractal was honored with the European Hardware 

Association Award for “Best Case Brand 2024”, which 

cements our position as a leader in the DIY and gaming 

case category. 

 

The award, which garnered votes from over 20 million 

readers of Europe’s premier tech and gaming sites, is proof 

of 

our ability to deliver a superior design and gaming-

centered performance, product after product.  

 

The price confirms Fractal as a driving force in the gaming 

market, with each product release showing our vision for the 

future linked to the modern gamer’s home.
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Financial performance 
Net sales 

The Group’s net sales amounted to SEK 156.6 million 

(189.9), down 17.5%. All of Fractal’s sales take place in 

USD and net sales amounted to USD 15.0 million 

(17.5), corresponding to an organic decrease of 13.9%. 

The negative growth in the third quarter was due 

primarily to decreased demand from end consumers 

compared to the year-earlier period, as well as a 

certain amount of cautiousness in purchasing 

among resellers. However, this cautiousness in 

purchasing gradually subsided during the third 

quarter, since many resellers have been increasing 

their stock levels ahead of the fourth quarter and in 

anticipation of a stronger sales year in 2025. 

 

Sales in the case product category accounted for 

91% (91) of total sales. 

 

Earnings 

Product profit amounted to SEK 59.1 million (79.3), 

corresponding to a product margin of 37.8% (41.8). 

An increase in price discounts and sales campaigns 

during the quarter had a negative effect of 

approximately 3.0 percentage points on the product 

margin. The majority of this increase in discounts is 

attributable to the Americas. 

 

Currency effects resulted in a negative impact of 

approximately 1.3 percentage points on the product 

margin.  

 

An advantageous product mix impacted the product 

margin positively by approximately 0.2 percentage 

points. 

 

Freight costs had a positive effect of approximately 

0.2 percentage points on the product margin. Freight 

prices in the third quarter were higher compared 

with the same period in the previous year. However, 

this was offset by markedly lower processing costs 

during the quarter. 

 

EBIT amounted to SEK 5.7 million (29.8), 

corresponding to an EBIT margin of 3.6% (15.7). 

Depreciation/amortization amounted to SEK -5.9 

million (-5.4) and was mainly related to investments 

in product tools and capitalized development costs 

related to new product launches.  

 

Earnings for the period amounted to SEK 0.6 million 

(24.2) and net financial items to SEK -4.8 million (0.6). 

Tax on earnings for the period amounted to SEK -0.4 

million (-6.3). Earnings per share amounted to SEK 

0.0 (0.8). There is no dilution effect as no shares were 

issued during the period.

Net sales, SEK million EBITDA, SEK million EBITDA margin 
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Geographic markets 

The strongest region during the quarter was 

EMEA, with net sales of SEK 79.5 million (93.5). 

The year-on-year decrease was mainly driven 

by a weaker market and lower levels of 

demand from end customers during the 

quarter. Net sales in the Americas amounted to 

SEK 57.1 million (68.8) and APAC amounted to 

SEK 20.0 million (27.6).  

 

Of total net sales, EMEA accounted for 50.8% 

(49.2), the Americas for 36.4% (36.2) and APAC 

for 12.8% (14.6). 

 

Net sales, quarter 

  
By geography (Americas, EMEA, APAC) 

 

Americas

36%

EMEA

51%

APAC

13%

Oct—Sep Full year

SEKm 2024 2023 ∆ % 2024 2023

Net sales Americas 57.1 68.8 -16.9 236.5 259.0

Net sales Americas, USDm 5.5 6.4 -13.7 22.5 24.4

Net sales EMEA 79.5 93.5 -14.9 315.8 407.0

Net sales EMEA, USDm 7.6 8.5 -10.6 30.0 38.3

Net sales APAC 20.0 27.6 -27.7 83.1 107.3

Net sales APAC, USDm 1.9 2.6 -25.3 7.9 10.1

Q3
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January–September 
 

Net sales 

The Group’s net sales amounted to SEK 492.7 million (630.6) 

in the period, a decrease of 21.9%. Net sales in USD 

amounted to USD 47.0 million (59.5), an organic decrease of 

21.0%. 

 

Above all during the period, the second quarter reported 

significantly lower net sales compared with the year-earlier 

period. The second quarter of 2023 was the highest ever for 

the company, and the third quarter faced high comparative 

figures as well. The high levels of growth during these 

quarters were primarily due to significant restocking by our 

customers.   

 

In some regions, a certain degree of restraint in the 

purchasing behavior of our resellers was noted due to longer 

delivery times, higher freight costs, high inflation levels and 

decreased purchasing power among end consumers. 

 

However, the period benefited from positive sales of North 

XL and Refine, which were launched in March and August 

respectively. Sales in the case product category accounted 

for 91% (91) of total sales. 

 

 

 

 

 

 

Earnings 

Product profit amounted to SEK 200.9 million (257.1), 

corresponding to a product margin of 40.8% (40.8), 

unchanged from the preceding year. 

 

The product margin was positively impacted by 

approximately 1.8 percentage points, which was primarily an 

effect of lower purchase prices that were impacted by lower 

raw materials prices for several of our products.  

 

Furthermore, the margin was positively impacted by lower 

freight costs by approximately 0.6 percentage points. This 

was offset by a negative currency effect that impacted the 

margin by 1.4 percentage points as well as price discounts 

and sales campaigns that negatively impacted the margin 

by 1.1 percentage points. 

 

EBIT amounted to SEK 37.2 million (109.0), corresponding to 

an EBIT margin of 7.6% (17.3). Depreciation/amortization 

amounted to SEK -17.7 million (-15.7) and pertained mainly to 

investments in tools related to new product launches. 

No items affecting comparability during the period. 

 

Earnings for the period amounted to SEK 26.5 million (86.5). 

Net financial items amounted to SEK -3.2 million (0.3). 

Earnings for the period amounted to SEK -7.7 million (-22.9). 

Earnings per share amounted to SEK 0.9 (3.0). There is no 

dilution effect as no shares were issued during the period.  

 



  

   

  1 2  F R A C T A L  G A M I N G  G R O U P  A B  –  I N T E R I M  R E P O R T ,  Q 3 ,  J A N – S E P  2 0 2 4  

Geographic markets 

The strongest region during the 

period was the EMEA, with net sales 

of SEK 252.9 million (344.1), while the 

Americas amounted to SEK 177.9 

million (200.3) and APAC amounted 

to SEK 62.0 million (86.2).  

 

Year-on-year, net sales were 

weaker in all regions, which was 

mainly attributable to restocking 

and strong sales of North last year.  

 

Of total net sales, EMEA accounted 

for 51.3% (54.5), the Americas for 

36.1% (31.8) and APAC for 12.6% 

(13.7).  

Net sales, Jan–Sep 

 

 

 
 

 

Americas

36%

EMEA

51%

APAC

13%

Oct—SepFull year

SEKm 2024 2023 ∆ % 23/24 2023

Net sales Americas 177.9 200.3 -11.2 236.5 259.0

Net sales Americas, USDm 17.0 18.9 -10.5 22.5 24.4

Net sales EMEA 252.9 344.1 -26.5 315.8 407.0

Net sales EMEA, USDm 24.1 32.4 -25.6 30.0 38.3

Net sales APAC 62.0 86.2 -28.1 83.1 107.3

Net sales APAC, USDm 5.9 8.1 -27.4 7.9 10.1

Jan—Sep
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Financial position and cash flow 

 

Financial position 

At the end of the period, the Group’s balance sheet total 

amounted to SEK 555.1 million (697.6). Inventory levels were 

SEK 90.5 million (161.8). which was linked primarily to 

cautious purchasing behavior during the period, since the 

market was weaker, but also to Fractal routinely adjusting 

its inventory levels to more efficiently meet demand and 

optimize resource use. 

 

Utilization of the bank overdraft facility amounted to SEK 

0.0 million (0.0). The bank overdraft facility has a scope of 

SEK 120 million. Fractal has a strong financial position, which 

gives the company financial stability and flexibility, and the 

scope to invest in strategic initiatives for growth. 

 

At the end of the period, Fractal had net cash of SEK 29.8 

million, compared with net cash of SEK 75.5 million at the 

end of 2023. Net working capital amounted to SEK 84.3 

million (16.5) at the end of the period. The Group’s equity 

amounted to SEK 393.8 million (365.2) and the equity ratio 

to 70.9% (52.4) at the end of the period.  

 

Cash flow for the quarter  

Cash flow from operating activities amounted to  

SEK 13.2 million (68.3). The decrease was primarily due to 

reduced sales compared with the same period in the 

previous year.  Cash flow from investment activities 

amounted to SEK -3.8 million (-4.3) and was mainly related 

to the development of new products. Cash flow from 

financing activities during the quarter amounted to SEK -2.4 

million (-11.0) and was largely related to changes in the 

bank overdraft facility. 

 

Total cash flow in the quarter amounted to SEK  

7 million (53.0). 

 

Cash flow, Jan–Sep 

Cash flow for the period from operating activities amounted 

to SEK 38.4 million (201.0). The decrease was primarily due 

to reduced sales compared with the same period in the 

previous year. Cash flow from investing activities amounted 

to SEK  

-13.3 million (-17.5) and mainly related to the development 

of new products.  

 

Cash flow from financing activities during the period 

amounted to SEK -15.6 million (-92.5) and was largely 

related to changes in other current interest-bearing 

liabilities. 

 

Total cash flow in the period amounted to SEK 9.5 million 

(91.0).
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Additional information
Important events during and after the quarter and period 

On October 15, the Nomination Committee was appointed 

ahead of the 2025 Annual General Meeting. As in previous 

years, the Committee comprises representatives from the 

three largest shareholders listed in the share book on 

September 30, as well as the Chairman of the board. 

 

In conjunction with the Computex computer expo in Taiwan 

in early June 2024, four new products were launched, of 

which two in new product categories: chairs and headsets.  

 

In the final days of May 2024, it was announced that Fractal 

was once again to be excluded from tariffs on cases for sales 

to the US. The exclusion is in force until May 31, 2025. 

 

On January 18, 2024, Alexander Kahl was appointed VP 

Global Sales starting February 1, 2024. Alexander comes from 

the role as VP and General Manager of Turtle Beach Asia 

and has many years of senior industry experience. 

 

On January 9, 2024, Fractal announced that the company 

would be expanding its direct import business in the US and 

expanding its sales channels to include Amazon. 

 

On January 1, 2024, Jonas Holst took over as CEO of Fractal 

Gaming Group AB, replacing Hannes Wallin (founder). 

Hannes Wallin was elected Chairman of Fractal Gaming 

Group at the Annual General Meeting on May 21, 2024.  

 

Effects of war in Ukraine 

Given the industry in which the Group operates, the conflict 

in Ukraine had no material impact on operations during the 

period.  

 

Organization 

On September 30, there were 107 (92) full-time employees, of 

whom 36 women (29) and 71 men (63). During the third 

quarter, the average number of employees in the 

organization was 108 (86), of whom 36 women (26) and 72 

men (60). 

 

Seasonal variations 

Fractal has a seasonal business that is characterized by 

higher sales during the second half of the year due to 

important traditional festivals. The first quarter includes the 

Chinese New Year. The company’s product purchasing is 

adapted to take into account this seasonal variation.  

 

 

 

 

 

 

 

 

 

 

 

 

Parent Company 

The Parent Company’s operations comprise Group 

management services performed for the Group’s companies. 

The Parent Company’s net sales amounted to SEK 1.3 million 

(1.2) in the third quarter. Operating loss amounted to SEK -

0.4 million (-0.3) and loss for the period to SEK -0.4 million (-

0.3). 

 

The share 

As of September 30, 2024, the number of shares in Fractal 

amounted to  

29,119,500 (29,119,500).  The largest shareholders were:  

Långholmen Holding AB (29.1%), Herenco Holding AB (14.3%), 

Mediuminvest AS (12.2%), TIN Ny Teknik (6.3%) and Enter 

Fonder AB (4.2%).  

Fractal’s shares were allocated among 4,887 shareholders as 

of September 30, 2024. 

 

Significant risks and uncertainties 

Fractal has credit insurance for all its customers, but at 

present there is one customer without this insurance. The 

company is actively engaged in finding a solution to also 

insure this customer as soon as possible. Fractal is dependent 

on product launches progressing as planned and delays 

could potentially have a substantial impact on total sales 

volume. Changes in exchange rates, particularly USD/SEK, 

are very important for the Group’s earnings as all sales as 

well as product purchasing take place in USD. Fractal is 

exposed to changes in raw material prices, primarily steel 

and plastic. The business is dependent on free global flows of 

goods, particularly between the major markets in North 

America and Europe and manufacturing in China. Further 

information about risks and uncertainties can be found in the 

annual report for 2023 and in the prospectus, which are 

available at www.fractal-design.com. 

 

Accounting policies 

The consolidated financial statements have been prepared 

in accordance with International Financial Reporting 

Standards (IFRS) as adopted by the EU and RFR 1 

Supplementary Accounting Rules for Groups. This interim 

report was prepared in accordance with IAS 34, Interim 

Financial Reporting, and applicable provisions in the Swedish 

Annual Accounts Act. Disclosures in accordance with IAS 

34.16A are, in addition to the financial statements and 

accompanying notes, also presented in other parts of the 

interim report. The Parent Company’s report is prepared in 

accordance with the regulations in RFR 2 Accounting for 

Legal Entities and Chapter 9 of the Swedish Annual Accounts 

Act. 

   

http://www.fractal-design.com/
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Assurance of the Board of Directors  
and the CEO 

 

The Board of Directors and the CEO give their assurance that the interim report gives a true and fair 

view of the development of the Group’s and Parent Company’s operations, financial position and 

results of operations and describes significant risks and uncertainties facing the Parent Company 

and the Group companies. This report has been audited. 

 

 

Stockholm, October 24, 2024 
 

 

  

Hannes Wallin 

Chairman of the Board 

Magnus Yngen 

Board member 

Gustav Thott 

Board member 

Pernilla Ekman 

Board member 

Ola Nilsson 

Board member 

Jonas Holst 

CEO 
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Audit  
 

To the Board of Fractal Gaming Group AB  

Corp. Reg. No. 559080-2970 

 

Introduction 

We have reviewed the condensed interim financial 

information (interim report) for Fractal Gaming Group 

AB as of 30 September 2024 and the nine-month 

period then ended. The Board of Directors and the 

Managing Director are responsible for the preparation 

and presentation of this interim report in accordance 

with IAS 34 and the Annual Accounts Act. Our 

responsibility is to express a conclusion on this interim 

report based on our review. 

 

Scope of review 

We conducted our review in accordance with 

International Standard on Review Engagements, ISRE 

2410 Review of Interim Financial Statements Performed 
by the Independent Auditor of the Entity. A review of 

interim financial information consists of making 

inquiries, primarily of persons responsible for financial 

and accounting matters, and applying analytical and 

other review procedures. A review is substantially less in 

scope than an audit conducted in accordance with 

International Standards on Auditing and other 

generally accepted auditing practices and 

consequently does not enable us to obtain assurance 

that we would become aware of all significant matters 

that might be identified in an audit. Accordingly, we do 

not express an audit opinion. 

 

Conclusion 

Based on our review, nothing has come to our attention 

that causes us to believe that the interim report is not 

prepared, in all material respects, for the Group in 

accordance with IAS 34 and the Annual Accounts Act, 

and for the Parent Company in accordance with the 

Annual Accounts Act. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Göteborg date indicated by electronic signature 

 

KPMG AB 

 

 

 

Maria Kylén 

Authorized Public Accountant 

Auditor in Charge 
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Income statement, Group  

  

Oct—Sep Full year

SEKm 2024 2023 2024 2023 23/24 2023

Net sales 156.6 189.9 492.7 630.6 635.4 773.3

Capitalized development expenditure 2.6 1.9 8.9 5.9 11.7 8.7

Other operating income 0.0 0.0 0.6 0.2 0.6 0.2

Total revenue 159.2 191.8 502.2 636.7 647.7 782.2

Operating expenses

Goods for resale -98.7 -110.5 -293.4 -373.5 -377.8 -458.0

Other external expenses -26.4 -27.9 -82.3 -80.9 -107.6 -106.1

Personnel expenses -22.5 -18.2 -71.6 -57.7 -94.8 -80.9

Depreciation and impairment of tangible and 

intangible non-current assets -5.9 -5.4 -17.7 -15.7 -23.5 -21.4

Total operating expenses -153.5 -162.0 -465.0 -527.7 -603.6 -666.4

Operating profit 5.7 29.8 37.2 109.0 44.0 115.8

Finance income 0.0 0.8 0.0 3.1 -2.0 1.1

Finance costs -4.8 -0.2 -3.2 -2.9 -3.8 -3.5

Profit/loss after financial items 0.9 30.4 34.1 109.2 38.3 113.4

Income tax expense -0.4 -6.3 -7.7 -22.9 -10.7 -25.9

Deferred tax liabilities 0.1 0.1 0.2 0.1 2.2 2.2

Profit for the period 0.6 24.2 26.5 86.5 29.7 89.6

Other comprehensive income

Items that have been reclassified or can be 

reclassified to profit/loss for the period

Foreign subsidiaries - foreign currency translation 

differencies -0.3 0.1 -0.4 0.3 -1.3 -0.6

Other comprehensive income for the period -0.3 0.1 -0.4 0.3 -1.3 -0.6

Total comprehensive income for the period 0.3 24.2 26.2 86.8 28.4 89.0

Profit for the year attributable to: 

Parent Company's shareholders 0.6 24.2 26.5 86.5 29.7 89.6

Profit for the period 0.6 24.2 26.5 86.5 29.7 89.6

Total comprehensive income attributable to:

Parent Company's shareholders 0.3 24.2 26.2 86.8 28.4 89.0

Total comprehensive income for the period 0.3 24.2 26.5 86.8 28.4 89.0

Average number of shares before dilution 29.1 29.1 29.1 29.1 29.1 29.1

Average number of shares after dilution 29.1 29.1 29.1 29.1 29.1 29.1

Earnings per share, SEK 0.0 0.8 0.9 3.0 1.0 3.1

Before and after dilution, SEK 0.0 0.8 0.9 3.0 1.0 3.1

Q3 Jan—Sep 
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Balance sheet, Group 

 
 

SEKm Sep 30, 2024 Sep 30, 2023 31 Dec 2023

ASSETS

Non-current assets

Goodwill 210.2 210.2 210.2

Capitalised development costs 46.6 35.0 38.9

Property, plant and equipment 33.1 39.3 42.0

Right-of-use assets 10.3 11.2 11.0

Deferred Tax Asset 0.2 0.1 -

Total non-current assets 300.2 295.8 302.0

Current assets

Inventories 90.5 161.8 159.6

Accounts recievable 125.9 132.9 107.9

Prepaid expenses and accrued income 5.5 4.8 4.3

Other receivables 3.1 6.8 2.9

Cash and cash equivalents 29.8 95.5 20.4

Total current assets 254.9 401.9 295.0

TOTAL ASSETS 555.1 697.6 597.1

EQUITY AND LIABILITIES

Shareholders' equity

Share capital 0.5 0.5 0.5

Share premium 178.6 178.4 178.4

Reserves -1.0 0.3 -0.6

Retained earnings including profit/loss for the period 215.6 186.1 189.2

Equity attributable to the Parent Company's shareholders 393.8 365.2 367.5

Total equity 393.8 365.2 367.5

Non-current liabilities

Long-term lease liabilities 6.0 7.2 6.8

Provisions 5.8 4.8 5.0

Deferred tax liabilities 4.5 6.6 4.5

Total non-current liabilities 16.2 18.6 16.2

Current liabilities

Overdraft facility - - 2.5

Other short term interest-bearing liabilities - 20.0 10.0

Current lease liabilities 4.4 3.9 4.1

Accounts payable 110.8 244.5 158.7

Tax liabilities 3.0 16.9 9.8

Other liabilities 2.1 2.1 2.1

Accrued expenses and prepaid income 24.8 26.4 26.2

Total current liabilities 145.2 313.8 213.4

TOTAL EQUITY AND LIABILITIES 555.1 697.6 597.1
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Cash flow, Group 

  

Oct—Sep Full year

SEKm 2024 2023 2024 2023 23/24 2023

Cash flows from operating activities

Profit/loss after financial items 0.9 30.4 34.1 109.2 38.3 113.4

Adjustments for items not included in cash flow 6.5 5.7 18.5 17.0 24.4 22.9

Income tax paid -1.2 -1.9 -14.5 -5.9 -21.8 -13.1

6.2 34.1 38.0 120.3 40.9 123.2

Increase (+)/Decrease (-) of inventories 38.4 -21.1 69.1 -35.0 71.4 -32.8

Increase (+)/Decrease (-) of operating receivables -21.8 53.2 -19.5 -30.4 6.8 -4.2

Increase (+)/Decrease (-) of operating liabilities -9.7 2.0 -49.3 146.1 -135.2 60.2

Net cash from operating activities 13.2 68.3 38.4 201.0 -16.2 146.4

Cash flows from investing activities

Acquisition of property, plant and equipment -0.2 -1.5 -1.4 -8.8 -7.6 -15.0

Acquisition intangible assets -3.6 -2.8 -11.9 -8.7 -17.0 -13.8

Net cash used in investing activities -3.8 -4.3 -13.3 -17.5 -24.7 -28.9

Cash flows from financing activities

Net change other short term interest-bearing 

liabilities - -10.0 -10.0 20.0 -20.0 10.0

Net change, bank overdraft facility -1.3 - -2.5 -109.5 0.0 -107.1

Repayment of borrowings -1.1 -1.0 -3.2 -2.9 -4.2 -4.0

Net cash used in financing activities -2.4 -11.0 -15.6 -92.5 -24.2 -101.1

Net increase in cash and cash equivalents 7.0 53.0 9.5 91.0 -65.1 16.5

Cash and cash equivalents at start of period 22.8 42.7 20.4 3.9 95.5 3.9

Effects of movements in exchange rates on cash held - -0.1 - 0.5 -0.6 -0.0

Cash and cash equivalents at end of period 29.8 95.5 29.8 95.5 29.8 20.4

Q3 Jan—Sep 
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Change in equity, Group 
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Balance at 2023-01-01 0.5 178.0 -0.0 99.7 278.2 - 278.2

Profit for the period 86.5 86.5 86.5

Translation differencies 0.3 0.3 0.3

Total comprehensive income for the period 0.3 86.5 86.7 86.8

Premium paid when issuing stock options 0.4 0.4 0.4

Balance at 2023-09-30 0.5 178.4 0.3 186.1 365.2 - 365.2

Balance at 2024-01-01 0.5 178.4 -0.6 189.2 367.5 - 367.5

Profit for the period 26.5 26.5 26.5

Translation differencies -0.4 -0.4 -0.4

Total comprehensive income for the period -0.4 26.5 26.2 26.2

Premium paid when issuing stock options - - -

Balance at 2024-09-30 0.5 178.4 -1.0 215.7 393.7 - 393.7

Amounts in SEKm
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Parent Company 
 

Income statement 

 
 

The Parent Company has no items that are recognized as other comprehensive income. Total comprehensive income is therefore 

the same as net profit for the period. 

Oct—Sep Full year

SEKm 2024 2023 2024 2023 23/24 2023

Net sales 1.3 1.2 2.8 3.6 4.1 4.9

Other operating income - -0.0 - -0.0 -0.0 -0.0

1.3 1.2 2.8 3.6 4.1 4.9

Operating expenses

Other external expenses -0.5 -0.4 -0.9 -1.2 -1.3 -1.6

Personnel expenses -1.3 -1.1 -2.8 -3.4 -4.1 -4.7

-1.7 -1.5 -3.6 -4.6 -5.3 -6.3

Operating profit -0.4 -0.3 -0.8 -1.0 -1.2 -1.3

Net financial income and expenses

Finance income 0.0 0.0 - 0.0 0.0

Finance costs -0.0 -0.0 -0.0 -0.0 -0.0 -0.0

Profit/loss after financial items -0.4 -0.3 -0.8 -1.0 -1.2 -1.3

Appropriations - - - - 21.9 21.9

Net income before taxes -0.4 -0.3 -0.8 -1.0 20.7 20.6

Income tax expense - - - - -4.5 -4.5

Deferred tax liabilities 0.1 0.0 0.1 0.1 -0.0 -0.0

Profit for the period -0.4 -0.3 -0.7 -0.9 16.3 16.1

Q3 Jan—Sep 
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Balance sheet 

 
  

SEKm Sep 30, 2024 Sep 30, 2023 31 Dec 2023

ASSETS

Non-current assets

Shares in group companies 271.4 271.4 271.4

Deferred Tax Asset 0.2 0.1 -

Total non-current assets 271.6 271.6 271.4

Current assets

Recievables from group companies 0.6 0.5 -

Other receivables 0.0 3.0 0.0

Prepaid expenses and accrued income 0.3 0.3 0.2

Cash and cash equivalents 0.6 0.2 1.7

Total current assets 1.5 4.0 2.0

TOTAL ASSETS 273.1 275.6 273.4

EQUITY AND LIABILITIES

Shareholders' equity

Restricted equity

Share capital 0.5 0.5 0.5

Total restricted equity 0.5 0.5 0.5

Non-restricted equity

Share premium 178.6 178.4 178.4

Retained earnings 72.3 56.2 56.2

Profit for the period -1.1 -0.9 16.1

Total non-restricted equity 249.8 233.7 250.7

Shareholders' equity 250.3 234.2 251.2

Untaxed reserves 15.6 26.0 15.6

Current liabilities

Dept to group companies 3.4 13.0 1.0

Accounts payable 0.1 0.1 0.0

Tax liabilities 1.3 - 2.7

Other liabilities 0.4 0.3 0.5

Accrued expenses and prepaid income 2.0 1.9 2.4

Total current liabilities 7.2 15.4 6.6

TOTAL EQUITY AND LIABILITIES 273.1 275.6 273.4
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Operating segment and revenue 

distribution 
Fractal monitors net sales and product profit by product category. Sales are also monitored by geography, for which separate 

disclosures are provided in the report. 

 

Note 1 – Net sales and earnings by segment 

 

  

Oct—Sep Full year

SEKm 2024 2023 2024 2023 23/24 2023

Net sales 156.6 189.9 492.7 630.6 635.4 773.3

- Cases 142.2 171.4 450.3 575.2 580.7 705.6

- Other 14.5 18.5 42.5 55.4 54.7 67.6

Product profit 59.1 79.3 200.9 257.1 259.2 315.3

- Cases 54.8 72.6 185.8 236.1 240.3 290.6

- Other 4.3 6.7 15.1 21.0 18.8 24.7

Capitalized development expenditure 2.6 1.9 8.9 5.9 11.7 8.7

Other operating income 0.0 0.0 0.6 1.7 -0.8 0.2

Other external expenses -26.4 -27.9 -82.3 -80.9 -107.6 -106.1

Personnel expenses -22.5 -18.2 -71.6 -57.7 -94.8 -80.9

Depreciation and impairment of tangible and 

intangible non-current assets -5.9 -5.4 -17.7 -15.7 -23.5 -21.4

Operating profit 5.7 29.8 37.2 109.0 44.0 115.8

Finance income 0.0 0.8 3.4 3.1 1.4 1.1

Finance costs -4.8 -0.2 -6.5 -2.9 -7.2 -3.5

Net financial income and expenses -4.8 0.6 -3.1 0.3 -5.8 -2.4

Net income before taxes 0.9 30.4 34.1 109.2 38.3 113.4

Q3 Jan—Sep 



 

   

  

2 4  F R A C T A L  G A M I N G  G R O U P  A B  –  I N T E R I M  R E P O R T ,  Q 3 ,  J A N – S E P  2 0 2 4  

Note 2 – Distribution of revenue 

The Group generates revenue primarily from the sale of premium PC gaming products in the form of cases, power supply units, 

cooling products and fans. Sales are made to distributors, resellers and system integrators and purchases are made from 

contracted manufacturers. Ownership of the sold products normally transfers to the customer on physical delivery of each 

product. Other revenue mainly consists of currency exchange differences regarding sales and purchases and are not included in 

the table below, which describes the nature of the revenue streams. 

Disaggregation of revenue from agreements with customers 

The disaggregation of net sales in product areas, geographic markets and time of reporting is summarized below. Product areas 

and geographic markets coincide with those mentioned in the segment reporting. 

 

 
 

 

Note 3 – Financial instruments at fair value 

The Group’s financial instruments are recognized at amortized cost. The carrying amount offers a reasonable estimate of fair 

value. 

 

  

Group

SEKm 2024 2023 2024 2023 2024 2023

Geographic market

Americas 172.7 194.4 5.1 5.9 177.9 200.3

EMEA 227.4 314.3 25.5 29.8 252.9 344.1

APAC 50.1 66.5 11.9 19.7 62.0 86.2

Time of revenue recognition

Goods recognized at a point in time 450.3 575.2 42.5 55.4 492.7 630.6

Goods and services recognized over time - - - - - -

Total net sales 450.3 575.2 42.5 55.4 492.7 630.6

Cases Total Other 

Jan—Sep Jan—Sep Jan—Sep
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Definitions 
 

This report contains key financial figures in accordance with the framework applied by Fractal, which is based on IFRS. In addition, 

other key figures (alternative performance measures) are used by management and other stakeholders to analyze trends and the 

performance of the Group’s operations that cannot be identified or derived from the financial statements. Fractal’s stakeholders 

should not regard these alternative performance measures as a substitute, but rather as a complement to the financial 

statements which are prepared in accordance with IFRS. A list of definitions and key figures used and referred to in this report is 

presented below. 

 

Non-IFRS metrics Description Justification for the use of metrics 

Net sales, USD million Amounts invoiced in USD relating to sales, 

adjusted for distributor and reseller discounts 

that are also denominated in other currencies. 

Fractal’s sales are invoiced in full in USD. The purpose of 

presenting the key figure is to present the organic growth for 

the Group. 

Product profit Net sales less goods for resale. Demonstrates product profitability of the core business. 

Product margin, % Product profit in relation to net sales. Demonstrates product profitability of the core business in 

relation to net sales. 

Operating profit (EBIT) Fractal’s reported operating profit (EBIT). Operating profit (EBIT) is a performance metric that along 

with EBITDA, shows the earnings generated by the day-to-

day activities. 

Operating margin 

(EBIT margin), % 

Operating profit (EBIT) in relation to net sales. Enables comparisons of profitability irrespective of capital 

structure or tax situation. 

EBITDA Operating profit (EBIT) with a reduction of 

depreciation and impairment of tangible and 

intangible non-current assets. 

EBITDA together with operating profit (EBIT) provides an 

overall picture of the generation of earnings from the day-

to-day activities. 

EBITDA margin, % EBITDA in relation to net sales. This key figure is used for analysis of the generation of 

earnings by Fractal. 

Adjusted EBITDA EBITDA adjusted for items affecting 

comparability. 

Adjusted EBITDA is a performance metric that is considered 

relevant to the understanding of Fractal’s financial 

performance from the day-to-day activities. This metric 

shows the financial performance of the day-to-day activities 

without any influence from significant cost or income items 

that affect the possibility of making comparisons over time, 

as described under “items affecting comparability” below. 

Adjusted EBITDA 

margin, % 

Adjusted EBITDA in relation to net sales. Adjusted EBITDA margin is a key figure that is considered 

relevant to understanding Fractal’s financial performance 

from the day-to-day activities without any impact from 

significant cost or income items that affect the ability to 

make comparisons over time. 

Items affecting 

comparability 

Income and cost items that are 

reported separately as a result of their 

nature and amount. 

Items affecting comparability are used to explain differences 

in the historical profit/loss. Separate reporting and 

specification of items affecting comparability enables 

readers of the financial statements to understand and 

evaluate the adjustments made in the presentation of 

adjusted operating profit (adjusted EBIT) and adjusted 

EBITDA. 

Net working capital Net working capital is calculated as net working 

capital assets less net working capital liabilities. 

Net working capital assets are calculated as the 

sum of inventories, accounts receivable and 

prepaid expenses and accrued income as well 

as other receivables. Net working capital 

liabilities are calculated as the sum of accounts 

payable and tax liabilities, accrued expenses 

and prepaid income as well as other liabilities. 

This metric shows how much net working capital is tied up in 

Fractal’s business. 

Operating cash flow EBITDA less acquisition of property, plant and 

equipment and capitalized development 

expenditure and adjustments for changes in 

inventories, operating receivables and 

operating liabilities. 

Operating cash flow is used by Fractal as a metric for how 

much cash flow the business generates. 

Cash conversion, % Operating cash flow in relation to EBITDA. Fractal uses this key ratio to monitor how effectively the 

Group manages ongoing investments and net working 

capital. 
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Non-IFRS metrics Description Justification for the use of metrics 

Interest-bearing net 

debt 

Interest-bearing debt less cash and cash 

equivalents. Interest-bearing debt consists of 

the sum of overdraft facility, and debt to Group 

companies. 

Shows organic business growth during the period compared 

to the preceding period. 

USD/SEK, average Net sales in SEK million in relation to net sales in 

USD million. 

The average USD/SEK exchange rate has a significant 

impact on company net sales and operating profit. 

Net sales growth, % Growth in net sales for the period, calculated as 

an increase in net sales compared to the 

preceding year, expressed as a percentage. 

Shows change in net sales for the business during the period 

compared to the preceding period. 

Organic net sales 

growth, % 

Growth in net sales in USD million for the period, 

calculated as the change in net sales in USD 

million compared to the preceding year, 

expressed as a percentage. 

Shows organic business growth during the period compared 

to the preceding period. 

Equity ratio Equity in relation to total assets Shows how large a share of assets are financed by equity 

and can be used as an indicator of the company’s ability to 

pay over the long term. 

 

Key Performance 

Indicators (KPIs) 

Description Justification for the use of metrics 

Sales out, USD sellers 

to end consumers 

(Sales Out), USD 

Sales out measured in USD, reported by 

Fractal’s resellers. 

Sales out measured in USD is used by Fractal as an indicator 

of the underlying demand for the company’s products. 
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Financial calendar 

Interim report, January–December 2024 

Interim report, January–March 2025 

Annual General Meeting 

Interim report, January–June 2025 

Interim report, January–September 2025 

February 6, 2025 

May 8, 2025 

May 20, 2025 

August 15, 2025 

October 23, 2025 

Contact details 

Jonas Holst, CEO 

+46 (0)31 380 71 00 

ir@fractal-design.com 

 

Fractal Gaming 

Fractal Gaming Group AB 

Victor Hasselblads gata 16A, 

SE-421 31, Västra Frölunda, Sweden 

+46 (0)31 380 71 00 

fractalgaminggroup.se 

Karin Ingemarson, CFO 

+46 (0)31 380 71 00 

ir@fractal-design.com 

 

Certified Advisor 

FNCA Sweden AB 

Box 5216, SE-102 45 Stockholm, Sweden 

+46 (0)8 528 00 399 

info@fnca.se 


