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Dear Readers,
Welcome to a new edition of 
Interface. A lot has happen-
ed in our industry lately and 
there is one development in 
particular that I would like to 
highlight here – since I person-
ally regard it as very positive.

For the fi rst time in several years, wood-
en fl oor producers are increasing their 
prices. It takes courage to do this, as no 
producer wants to render its products 
vulnerable to cheaper competition and 
risk losing market share. However, it 
seems only right to charge for the effort 
and expertise which goes into develop-
ing an engineered wooden fl oor. It 
requires research, planning, technical 
expertise, several phases of testing and 
of course, a commercial launch to suc-
cessfully reach the buyers. 

For some years now our industry has 
been absorbing these costs, along with
the increased cost of raw materials. 
Some of the biggest development steps 
– such as the anti-scratch topcoat and 
the click system – have practically been 
given away. To make this possible, pro-
ducers have been forced to cut costs 
in their own organisations. Cost cutting 
may be a good thing when it makes 
companies more effi cient, but can also 
lead to false economies in the long term 
– the most obvious example being a 

lack of investment in new technologies 
that will enable us all to reduce costs 
without compromising on quality.

That’s why, when I see price rises, even 
small ones, it signals to me that there 
is a mood of growing confi dence in the 
market. It’s a positive change!

In this issue of Interface, I would espe-
cially like to draw your attention to a new 
consumer trend, which we’ve chosen to
highlight in our ‘external feature’, The 
Death of the Throwaway Society, (on page 
8). In an effort to contribute to reducing 
emissions and ‘buy smarter’, consumers 
are being advised to buy more durable,
high quality goods. Many are now doing 
so. These consumers even have a spe-
cial name (lohasians) and their numbers 
are growing. How will this trend affect 
our industry? Maybe there’s a connec-
tion between this and the price rises I 
refer to above. 

What do you think?

Paul Spångberg
Vice President and Director Division 

Industrial Coating
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Bona’s mission:

”Bringing out the 
best in wooden floors”

www.bona.com

Bona is a global company. We’re active in more than 50 countries all over the world and have 

subsidiaries in 18 countries in Europe, North America, Latin America and Asia Pacifi c. We have 

production facilities in Sweden, Germany, USA and China. 

 We are specialists in supplying all the products necessary for the installation, maintenance 

and renovation of wooden fl oors. In fact, we supply just about everything except the wood itself. 

Our complete system of products includes coatings, UV fi nishes, sanding machines, abrasives, 

adhesives and maintenance products. They meet the needs of contractors, producers of pre-

fi nished wooden fl oors, architects, specifi ers and homeowners. We create all our products to 

work perfectly with each other to bring out the best in wooden fl oors. From production and 

installation to maintenance and renovation – we’ve got it covered.
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The beauty of bamboo

Product development 

The canes must be 
at least ten centimetres 
in diameter

Moso International and Bona 
have together developed a
high wear resistance coating 
for Moso’s two-ply bamboo 
fl oors. According to Manag-
ing Director Rene Zaal, the 
new fi nish is being success-
fully deployed in Moso’s 
production facilities and the 
new hardwearing pre-fi nish-
ed bamboo fl oors are proving
especially popular in Germa-
ny, Austria and Switzerland. 

Rene comments, “A major advantage 
with the new fi nish is its compatibility 
with Bona’s Lifetime support mainte-
nance and cleaning products. The fl oors
can be easily maintained, and even re-
fi nished if necessary.”

Moso International, founded in 1997 
in Holland, specialises in industrially 
produced bamboo products such as 
furniture and fl ooring. It was among 
the fi rst European companies to recog-
nise the potential of bamboo products 

for the European market. Over the 
last ten years, they have developed a 
broad range of bamboo fl ooring. Rene 
explains, “The process involved many 
steps. We began by developing the 
qualities of the product, and then the 
range itself which includes solid wood 
(bamboo) fl oors and both two- and 
three-ply parquet fl ooring that is suita-
ble for use with the different sub-fl oors 
found in our target markets.”

When it came to glue and varnish, 
Rene looked for a supplier that could 
help Moso achieve its desired quality 
level. That’s how Bona Kemi and Moso 
International fi rst got to know one an-
other. Rene continues, “Naturally, when 
the time came to start producing a pre-
fi nished bamboo fl oor, we turned to 
Bona again. We were already familiar 
with the people there and knew we could 
trust Bona’s high quality range of treat-
ment products for pre-fi nished fl ooring. 
It helped that Bona had, in the mean 
time, established an offi ce in Shanghai 
and was building a factory in China. This 
brought our production facilities closer 
together and enabled us to get rapid 
technical support when necessary.” 

Partnership in Europe 
Last year, Moso International began a 

joint venture with the Spanish company 
Tuka, which is based in Barcelona. This 
has made it easier for Moso to access 
the growing southern European mar-
ket for bamboo fl oors without suffering 
prohibitive transport costs. There are 
also some exciting new products in the 
pipeline. Rene reveals plans for a range 
of fl exible bamboo fl oorings – with prop-
erties that place it somewhere between 
a wooden fl oor and carpet. Will Bona 
also be helping to develop treatment 
products for this new line? You bet! ■

Bona provides new 
fi nish for Moso’s fl oors

How do you make a fl oor 
out of Bamboo?

Although it has the properties of wood, 
bamboo is scientifi cally classifi ed as 
a grass. There are over 1,500 different 
species of which only the larger varieties 
(with a diameter of 10 cm or more) are 
suitable for making fl oors. 

To create the fl oors, fi rst segments are 
cut from the poles and planed to the right 
shape and size. They are then pressed 
together into panels and the panels are 
glued together to make boards.

Bona Lifetime support 
– a complete range
of products and 
services to keep your 
fl oors healthy and good 
looking throughout 
their entire lifetime. 
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New Chinese factory

On the 13th of June 2007, 
Bona opened a new plant 
for UV-fi nishes in Dalian, 
Northern China, securing 
fast production and prompt 
delivery to customers in the 
whole of China and South 
East Asia. With the opening 
of the Dalian plant, Bona can 
proudly say that it now has 
production facilities on three 
continents!

Bona has had a local operation in 
China since 2004. Division Industrial 
Coating (IC) also has offi ces in Beijing 
and Shanghai. However, for the last 10 
years, the business has been co-ordi-
nated from Bona’s subsidiary in Singa-
pore. From now on the site in Dalian will 
be responsible for Industrial Coating’s 
operations in all of South East Asia.

“The business has expanded over the
last few years in Asia and China”, 
says Jon Loi, General Manager who is 

responsible for the new production 
facility and market in China. “With our 
new plant and technical centre we have 
a good base for expansion with improv-
ed logistics and response time”.

Improved after-sales 
According to Paul Spångberg, Vice Pre-
sident and Director Division Industrial
Coating, Bona’s presence in Asia with
a production facility, technical centre,
R&D, sales & marketing as well as 
technical support enables the company
to serve customers better. And most
importantly, Bona can move ahead with
its Lifetime Support on the Chinese 
market, where there is a great demand
for good fl oor care and after-treatment
products and services. Bona in Dalian
will provide these services together with
Bona’s Division Asia Pacifi c. “The manu-
facturing plant in China will also be an 
effi cient centre for testing and adjusting 
products according to the customers’ 
systems”, says Paul. 

The new plant, totalling 2 000 square 
metres, includes production, a ware-
house and a technical centre and has 
a capacity of 5 000 tonnes. A large 
number of customers attended the 
opening of the plant. In her speech, the 

Deputy Director of Dalian Development 
Area (DDA), Ms Wang Yan Hui, said: 
“Together with SKF and IKEA, Bona 
represents high-end Swedish techno-
logy making use of good investment 
conditions, ideal logistical location and 
strong belief in DDA’s growth”.  ■

Bona now producing 
on three continents!

Ribbon cutting ceremony

Façade of Dalian buildning

“This is a great day for Bona. With this new factory we’re hoping 

to strengthen relations with our Chinese and Asian 

business partners and also establish new partnerships.”
                                                                     

                                                                      Kerstin Lindell, President and CEO of Bona

Kerstin Lindell attending the opening day
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Interview with Anders Karstensson

Anders Karstensson was 
responsible for leading the 
project to build Bona’s new 
factory in Dalian, China. His 
role was to coordinate all 
the different aspects of the 
factory’s establishment in-
cluding the legal and envi-
ronmental regulations, rent-
ing of premises, acquisition 
of production equipment, 
IT support and quality as-
surance. 

This was quite a challenge considering 
that he is based in Malmö, several thou-
sand miles away from the actual site, 
and had to handle the project remotely. 
How did it work out?

What was the idea behind 
the opening of a production 
unit in China?
“We wanted a production unit closer 
to our Asian customers in order to re-
spond more quickly to their changing 
needs. And obviously it makes sense 
to put production facilities close to the 
market, since it means lower transport 

costs and reduces environmental im-
pact. Having said this, in the short to 
medium term we will be exporting raw 
materials from Sweden as a way of 
guaranteeing the product quality.”

Why is quality assurance 
such an important issue?
“We realised early on that this would 
be the main challenge. In a situation 
where everything is new – the staff, the 
factory and the production equipment 
– it made sense to work with at least 
one fi xed parameter, and that’s why 
we decided to ship raw materials from 
Sweden to begin with. 

“Also in the interests of ensuring prod-
uct quality, our Dalian staff came over 
to Sweden to be trained in Bona’s test-
ing methods, including all our checking 
and validation procedures. We wanted 
to be sure that all the steps and pro-
cedures were followed in the Chinese 
plant, in order to maintain our high 
quality standards.

“Other challenges were to fi nd people in 
Dalian who knew how to make optimal 
use of our business support system, 
and others to help us manage the legal
aspects of starting a new company 
in China, such as acquiring all the 
necessary permits. Obviously, every-
thing is different in Europe. Not neces-

sarily more complicated, but certainly 
different!”

What about health 
and safety issues?
“We decided to apply the same health 
and safety standards as we have in 
Sweden, since this puts our opera-
tions within the boundaries of Chinese 
law. So, when it comes to things like 
dust collection, ventilation and protec-
tive clothing for staff (such as goggles, 
shoes and gloves) we will apply Swed-
ish standards. Bona is a Swedish com-
pany, and we want to be proud of our 
work place and do everything possible 
to ensure the safety of our staff.”

Have you had any diffi culties?
“Some due to miscommunication! 
Combine my poor grasp of Chinese 
with the keenness and sense of urgen-
cy of my Chinese colleagues and things 
don’t always go according to plan! If I 
were to explain an instruction unclearly 
to my Swedish  colleagues, they would 
not hesitate to demand a better expla-
nation, but in China they sometimes 
speed ahead and effi ciently do what 
they think you have asked them to do…
which is not always a good thing.”

What, in your opinion, 
were the critical success 
factors?
I cannot stress enough the skills, 
determination and sheer hard work of 
the project team and local staff. Our 
colleagues in Dalian have done such a 
great job, especially our general mana-
ger for China, Jon Loi, who is now based
in Dalian. He and his team have taken 
on considerable extra responsibility in 
order to bring the project to a success-
ful conclusion. ■

Corporate news

Long distance 
project leading 

Ms Wang Yan Hui the Deputy 
Director of DDA, tours the 
pilot plant

CTO and Senior 
Vice President 
Technology, Anders 
Karstensson



Wherever you want to be
we’ll help you get there



Where would you like to see your wooden floors? 
Maybe the Golden Gate bridge isn’t on your new
business list just yet, but why not exercise a little
imagination? You might be surprised by how easily 
dreams translate into reality.

Bona has UV coatings that have been specially de-
veloped for damage resistance, making your wooden
fl oors suitable even for heavy traffi c areas. Start by 
fi guring out where you want to be… then contact 
Bona to fi nd out how we can help you get there.
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Consumer trend

“They don’t make ’em like 
they used to,” goes the ex-
pression. This is true to some
extent. While certain kinds of
consumer durables like  cars,
white goods, tools and out-
door gear can now be pur-
chased with unprecedented 
levels of quality, fi nish, and 
durability, this cannot be said
of many other products. In 
numerous categories – in-
cluding hardware and build-
ing supplies – immediate or 
short term use and disposa-
bility are increasingly design-
ed into the product.  

When worn out, these products be-
come the debris of the Throwaway 
Society. But is the throwaway trend 
ecologically sustainable?  Given today’s 
debates about climate change and 
energy scarcity, it probably isn’t.    

The convenience icon gone mad
Perhaps the greatest icon of the throw-
away society is the single-use shopping 

bag. Since Walter Deubner came up
with the idea around 1912, they have 
become a fi xture of modern life. Mr 
Deubner’s clever paper bag design with 
cord handles (which he later patented)
enabled his grocery customers to 
carry more away from his store – and 
therefore buy more on each visit. Very 
convenient! People no longer had to 
think about bringing their own baskets 
or sacks, and naturally, Mr. Deubner’s 
sales increased.

At that time, consumer convenience was 
a revolutionary idea. Today, as many as 
one trillion disposable bags are used
globally every year – about 154 for every
single living human being. Almost every
kitchen in the advanced industrial 
countries has a wad of folded bags 
stuffed under the sink. In fact, only a 
tiny percentage of consumers are or-
ganised and diligent enough to abstain 
from throwaway bags. 

Evidence of an about turn
While ever-increasing convenience was 
a sign of Progress to the 20th-century 
mind, lately it’s taking a new turn. In 
March 2007, San Francisco city ban-
ned certain categories of plastic bags.  
As of July 2007, all large Californian 
supermarkets are required to take back 
and recycle plastic shopping bags. Bag 
bans are being discussed in cities and 
towns around the world, from Boston to 

Beijing. Swedish home-furnishings re-
tailer IKEA in the US is currently running 
a campaign to “Bag the Plastic Bag”.
In short, the century of the throwaway 
bag appears to be drawing to an abrupt,
legislated close.  

From disposable to 
recyclable and re-usable
What will be next? The throwaway so-
ciety includes a vast array of disposable 
items: nappies, paper towels, cameras, 
batteries, single-use medical devices, 
phone books, daily newspapers. Some 
other disposables have already gone the 
way of the shopping bag. For example, 
in the 1990s the copying and printing 
industry made ink and toner cartridges 
recyclable, along with the boxes and 
trays they come in. And in many parts 
of the world, glass, plastic, and metal 
drink containers are now being recy-
cled. Some of these changes have 
been driven by the value of the raw 
material, such as the refi ned aluminium 
in cans. In other cases, laws ensure 
that hazardous waste does not fi nd its 
way into landfi lls, incinerators, fi elds, 
forests, rivers and seas. Either way, 
there is a clear trend – from disposables 
to re-usables and recyclables.

Goodbye to ‘cheap 
and cheerful’?
Beyond disposables, what about other
cheaply made products that, once upon
a time, might have lasted decades 
but now only last months, days, or 
even hours? For example, the fast-food 

Industry benchmarking

The end of the 
throwaway society?

Waste – a modern problem or a future opportunity?

The great bag debate
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restaurant “kids’ meal” toys which are 
transported half way around the world, 
only to break within days and get 
thrown away? Or the fashion-of-the-
season clothing that only makes it 
through fi ve washes before it goes to 
rags, rubbish, or charity? Or the toast-
er that lasts one winter? Or the fragile 
plaster board that starts crumbling 
a year after it’s installed, the thinner-
walled copper pipe sneaking into the 
Do-It-Yourself stores? With any luck, 
the new defi nition of Progress which is 
driving plastic bags into extinction will 
affect all these other throwaways too.   

LOHAS consumers 
– the champions of quality
Lately, a new term has been introduced 
in market research and brand manage-
ment: LOHAS. Coined by Colorado-
based Gaiam, Inc in 1999, this is short 

for “Lifestyles of Health and Sustainabi-
lity.” LOHAS consumers are the kind 
of people who buy hybrid and electric 
cars, organic and natural food, fair trade
products, energy-effi cient buildings and
who make socially responsible invest-
ments. The fastest-growing LOHAS 
markets, according to marketeers, are 
in Japan and Taiwan. 

If the ‘Lohasians’ don’t want throwaway 
bags and are actually trying to banish 
them, what will be next? If they are 
logical and consistent, surely anything
throwaway will soon be rejected in 
favour of the durable and environmen-
tally friendly. They will reason that one 
durable item is a more environmentally 
and socially responsible prospect than 
a series of cheap substitutes. Interest-
ingly, this summer’s Swedish best seller 
“100 ways to save the world” (orginal 

title: ”100 sätt att rädda världen”) advises 
consumers to buy good quality items 
for exactly this reason. Its authors argue
that it’s more environmentally respon-
sible to spend extra on a durable high 
quality item than to buy a cheaper 
product which will rapidly be added to 
the waste mountain.

One thing is clear. Any manufacturer 
today who relies on disposability or 
short product lifetimes needs to take 
a hard look at this, and start exploring 
durable strategies. There is no stopping 
Progress. ■ 

Recycling grows around the world

UV-X: the next generation 
of UV curing system
As a result of its persistent 
research and testing, Delle 
Vedove is now able to offer 
a groundbreaking mercury-
free UV technology: UV-X. 

This machine combines sanding, roll or 
vacuum application and UV curing “all 
in one” single and easy-to-use system. 
It applies 100% solid UV coatings to 
wood profi les or any other heat sensi-
tive substrate lineally shaped. 

The key advantage of cold UV-X is that 
it consumes 60% to 80% less energy
than the conventional high pressure 
mercury vapour UV laps commonly used 
in the industry. Cold UV systems can in-

stead deliver high peak energy in short 
bursts, while staying off for most of the 
time during each duty cycle. These high
peak energy fl ashes trigger a faster, 
deeper and more aggressive photo-
chemical reaction to jump-start the 
polymerization process. 

What’s more, the UV-X pulsed curing 
solution uses lamps that do not use 
mercury, a known toxic material. This 
makes it especially environmentally 
friendly. Unlike continuous wave mer-
cury lamp systems, UV-lamp does not
create nor use microwaves to generate
instant ON/OFF UV providing for impec-
cable workspace safety and extreme-
ly low risk of fi re. A UV-X UV curing 
system from Delle Vedove is stationed 
at Bona’s factory in Sweden, where 

Bona’s experts develop and test new 
treatment products for wooden fl oors 
using this technology. It is ideal for small 
series, tropical wood and pine. ■

 

UV-lamp from DV Systems

100 ways to 
save the world
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Indonesian firm turns whisky 
barrels into parquet floors

One man’s rubbish is 
another’s treasure!

In these times of endless de-
bate about the environment 
and how to dispose effi cient-
ly of rubbish or recycle used 
products, it is heartwarming 
to hear a success story from 
our own industry.

Jade Wood in Indonesia has found 
a way to turn old whisky barrels into 
parquet fl oors and has managed to 
create a successful sideline to its 
thriving wood fl oor manufacturing busi-
ness in the process.

This is a classic win-win story. Whisky 
barrels normally have a rather short life-
span. If fi rst used for single malt whisky, 
they can be re-used, but not always. 
Production varies in quantity and when 
the barrels have contained a mixture of 
young and old whisky, there is a risk of 
‘contamination’ i.e. lowering the grade 
of the next batch. Whisky producers 
therefore need a clean, cost-effective 
way to dispose of their old barrels. In-
cineration is not an option since anti-
pollution regulations forbid it in Japan, 
which is where the barrels originate. 

Recycling whisky barrels into a highly 
desirable fl ooring product is a great 
option for everyone involved: while the 

whisky producers can dispose cleanly 
of their ‘rubbish’ and get paid for it;  the 
fl oor producers get a very special kind 
of raw material and the end consumers 
get a beautiful, whisky-coloured oak 
fl oor!

Budi Hartanto from Jade Wood explains 
how his company developed a suc-
cessful process for transforming the old 
barrels into parquet fl ooring. It involves 
drying out the wood strips, processing 
them, making the profi les and coating 
them with a suitable varnish. 

Having been used for whisky barrels, 
the oak acquires the natural golden 
colour of the drink itself. But does it 
smell of whisky? According to Budi Har-
tanto, if you have a keen sense of smell, 
you might pick up the slightest hint of 
single malt from the individual parquet 
strips, but once the fl oor has been laid, 
there is no longer any smell at all. 

An environmental choice
The current main markets for the 
whisky parquet fl oors are Japan, Korea 
and North America, and Jade Wood 
soon hopes to add a European part-
ner to its list of distributors. “In Japan 
especially, the fl oors are marketed with a 
strong environmental message, often as 
part of ‘green’ housing projects,” says 
Budi Hartanto. He is sure that Europe-
an consumers would be interested in it 

for the same reasons. “They are environ-
mentally aware and would also appre-
ciate the look of this high quality oak 
fl ooring, with its fascinating history!” 
he adds. ■

Find out more from: 
marketing@jadewoodfl ooring.com

Cheers!
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The wood acquires a golden hue

Sucsess story
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Profi le

Bona fi nishes in the House of Sweden
The Swedish Embassy in
Washington DC – was 
recently completed after 
several decades of discus-
sion and planning. 

This exciting modern building, design-
ed by Swedish architects Gert Win-
gårdh and Tomas Hansen, includes 
over 4,000 square metres of American

maple fl oor boarding. The fl oors con-
sist of 22 millimetre thick parquet fi tted
in a mosaic pattern and fi nished using 
Bona treatment systems. Bona was 
chosen as a supplier for the House 
of Sweden not only because of the 
Scandinavian appearance that could 
be achieved with its products, but also 
due to their environmental profi le. ■      

Establishing a new Russian factory 

In 1998, after two year-long 
stints as a UN soldier, and sev-
eral years of experience with 
other wooden fl ooring com-
panies, Ilkka Tolonen joined
Karelia-Upofl oor Ltd. Lately, 
his job as a production man-
ager has taken him to the 
Kaluga Region of Maloyaro-
slavets in Russia, where he 
is helping to get Karelia-Upo-
fl oor’s latest parquet factory 
up and running.

What is a typical day like for you?
“I have to say that the job I am doing 
here in Russia is so unpredictable that 
there is actually no such thing as a typi-
cal day. Even when I think I have a plan, 
something unexpected happens. Only 
today, I was waiting for a delivery of 
materials when I was told that the truck 
would be arriving next week instead. So 
I quickly had to make a new plan. That 
kind of thing happens all the time, so 
it’s just a question of adapting to the 
circumstances.”

What do you love/hate 
most about your job?
“Most of all, I love the constant challenges.
I may get frustrated when my plans go 
awry, but I am absolutely never bored.
On the other hand, working on a project
like this requires almost full time commit-
ment. I have very little free time, which 
is a shame. In Finland, I used to ride my 

motorbike in the summer and my snow 
scooter in the winter, but I don’t have 
time for that here. If I get any free time 
at all I use it to read a book, relax or just 
take a walk.”

Are you learning to speak 
Russian?
“Well, I intend to do so, when time per-
mits. But so far I haven’t made a lot of 
progress! It’s frustrating always commu-
nicating through an interpreter. On the 
other hand it’s quite a daunting pros-
pect to learn Russian given that even 
the alphabet is different.”

What are the main cultural 
differences you notice?
“Social relations in business are more 
important here than in Finland. Russian 
colleagues like to know who they are 
dealing with and are more willing to trust 
you once they’ve met you a few times. 

In what ways are your earlier 
experiences useful to you in 
this job?
“I was a UN soldier in the Lebanon in 
1989-90 and in Bosnia 1996-97. That 
experience prepared me to face all 
kinds of different situations. There’s not 
much that can surprise me now. And of 
course my previous working experience 
in different parquet factories has taught 
me a fair bit about the business of
wooden fl oor manufacturing.”

Would you consider 
being a UN soldier again?
“No, I’m getting too old for that now.
I think I’ll stick to the wooden fl oor 
business. It’s challenging and exciting 
enough!” ■

Work progresses on the new parquet factory in Kaluga

Ilkka Tolonen of 
Karelia-Upofl oor Ltd.

Ilkka Tolonen describes
the challenges



New UV-treatment system

Everyone loves the stylish 
understatement of a wooden 
fl oor that looks as if it has 
come straight from nature, 
without any human interven-
tion except to craft the wood 
into perfect, smooth planks. 
But we all know this is not 
a practical option, since a 
wooden fl oor needs to be 
protected from dirt and daily 
wear and tear if it is going to 
stay looking good.

After several years of intensive research 
and testing, we’ve come up with Bona 
Naturale, a new UV-treatment system 
for wood parquet fl oors that’s almost 
invisible. It does the job that nature 
alone cannot do: it provides wear 
resistance, scratch resistance, and 
chemical resistance. But what’s special 
about the new system is that it leaves 
your wooden fl oor looking like untreated
wood.

Happily, you don’t have to start from 
scratch to get the natural look of Bona 

Naturale – the system can be used on 
existing product ranges. It can also be 
combined with different kinds of stains 
or fl oor colourings.

Compared to treatments like oil or wax, 
a Bona Naturale fl oor requires very little 
maintenance other than normal fl oor 
care and is covered by Bona Lifetime 
support – a complete range of products 
and services to keep your fl oors healthy
and good looking throughout their entire

lifetime. If you need to overcoat, our 
complete natural fl oor program for 
professionals enables you to bring the 
surface back to its original, natural 
look. And if an accident should occur, 
you can always use our spot repair 
system which is so effective, you will 
forget it ever happened! ■

Find out more by logging onto 
www.bona.com or talking to your 
local Bona representative.

So natural you can hardly see it’s there at all!

Bona acting Naturale 

Bona Naturale can be used on existing product ranges. 

Contact us today
Asia Pacifi c
BonaKemi Asia Pacifi c Pte Ltd
390 Havelock Road
#07-03 King’s Centre
Singapore 169662
Tel +65 6738 55 80
Fax: +65 6738 11 58
Eugene Goh +65 9786 8005

North America
BonaKemi USA, Inc
14805 E. Moncrieff Place
Aurora, CO 80011-1207
Tel +303 371 1411
Toll free 800 872 5515
Fax: +303 470 1288
Matt Timmon +1 303 84 76 427

Central Europe
BonaKemi GesmbH
Mayrwiesstrasse 21
A-5300 Hallwang bei Salzburg
Austria
Tel +43 662 66 19 43-0
Fax: +43 662 66 02 05

South Europe
Bona Ibérica
Paloma, 1, Pol. Ind. Los Gallegos
E-28946 Fuenlabrada
Spain
Tel +34 91 642 01 88
Fax: +34 91 642 06 90
Marcus Björck +34 670 91 79 40

North Europe
BonaKemi AB
Murmansgatan 130
SE-200 21 Malmö
Sweden
Tel +46 40 38 55 00
Fax: +46 40 18 25 05

Latin America
Bona Brazil
Rua Sete de Setembro
– numero 4214 - Conj 704
Bairro: Centro CEP 80060-070
Edifi cio: Cond Business Offi ces
Tel +55 47 9931 9525
Tony Borek: +55 479 141 5255

China
BonaKemi Asia Pacifi c Pte Ltd
Representative offi ce (Shanghai)
Room 10A66, Shanghai Mart
2299, Yanan Road (West)
Shanghai, 200336 P.R. China
Tel +86 21 62361350
Fax: +86 21 62360388
Jon Loi +86 41 18 75 85 500

Head Offi ce
BonaKemi AB
P.O. Box 210 74
SE-200 21 Malmö
Sweden
Tel +46 40 38 55 00 

For other markets, please contact 
our head offi ce.

Visit us at our website 
www.bona.com under the 
section Parquet Producers

Bona and their products are 
trademarks owned by Bona and 
their legal entities. 

All other trademarks belong to 
their respective owners. 
Copyright © 2007 Bona. 
All rights reserved.

Look out for 
this sign!

Product news


