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2Q 24 FY 24 2Q 25

Net bank debt (long term) 12,0    (5,2)     17,1    

Minorities&earnout (mostly long term)  * 68,9    62,0    54,3    

IFRS16 (accounting item) 35,1    35,9    35,5    

Others 0,8      4,9      5,0      

PFN 116,7   97,6    111,9   

PFN (ex IFRS16 ) 81,6    61,7    76,4    

* only subject to figurative interest
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