
 

Tiedote 

          

 
Henkel Norden, Corporate Communications Page 1/7 

     

2008-02-27 

Osingon lisäys ehdolla 

Henkelin myynti ja voitto lisääntyivät 
 

• Myynti kasvoi 2,6 prosentilla 13,07 miljardiin euroon 

• 5,8 prosentin vahva orgaaninen myyntikasvu    

• Tulos (EBIT): lisäystä 3,5 prosentilla 1,344 miljoonaan euroon 

• Nettovoitto kasvoi 8,0 prosentilla 941 miljoonaan euroon 

 
”Jälleen kerran olemme onnistuneet saavuttamaan hyvän vuosituloksen vuodelle 2007. 
Orgaaninen myyntikasvumme ja jatkuva voiton kasvu ilahduttavat. Yrityksen kaikki 
liiketoiminta-alueet ovat tukeneet menestystämme ja olemme onnistuneet pitämään yllä 
kasvualueillamme myyntitason”, kommentoi Ulrich Lehner, Henkel KgaA:n johtoryhmän 
puheenjohtaja. ”Tulokset ovat osoituksena tehokkaasta strategiastamme, jossa keskitymme 
ydintoimintoihin ja pyrimme hankkimaan innovaatiojohtajuuden kaikilla markkina-alueilla”. 

 

Henkel esittelee tänään vuosiraportin 2007 vuosituloksesta. Myynti lisääntyi 2,6 

prosenttia 13,074 miljardiin euroon. Tulokseen vaikuttivat kaikki yrityksen 

liiketoiminta-alueet. Orgaaninen myyntikasvu eli kasvu, jossa on huomioitu 

ulkomaankaupan vaikutukset sekä tulot/myynnit, osoitti 5,8 prosentin kasvua.  
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”Henkel – A Brand like a Friend”. Henkelillä on monia tuotemerkkejä, joilla on markkinajohtajan 
asema. Visiomme on, että nämä tuotteet ja teknologiat tekevät ihmisten elämän helpommaksi, 
paremmaksi ja kauniimmaksi. Henkel panostaa jatkuvasti tuotekehitykseen.  Henkelillä on kolme 
pääliiketoiminta-aluetta: pesuaineet ja kosmetiikka, liimat, tiivisteet ja pintakäsittelyaineet. Henkel 
liikevaihto tilivuonna 2007 oli 13,07 miljardia euroa, josta Henkel Nordenin liikevaihto oli 148 miljoonaa 
euroa. Henkel toimii 125 maassa ja työllistää 53 000 henkeä.  
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Increase in dividends proposed    

Henkel increases sales and profits 
 

• Sales up 2.6 percent to 13.07 billion euros    

• Organic sales growth of 5.8 percent      

• Operating profit (EBIT): up 3.5 percent to 1,344 million euros     

• Net earnings for the year: up 8.0 percent to 941 million euros 

 
“Once again, we achieved a good performance in 2007. Our organic sales growth and further 
increase in profits were encouraging. All our business sectors contributed to this success and 
we maintained sales momentum in our growth regions,” commented Ulrich Lehner, Chairman 
of the Management Board of Henkel KGaA. “These results demonstrate the effectiveness of 
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our strategy of focusing on our core businesses while striving for innovation leadership in 
each of our markets.” 

 

Düsseldorf – Today Henkel published its annual report for fiscal 2007. Sales 
increased by 2.6 percent to 13,074 million euros, with all the company’s business 

sectors contributing. Organic sales, i.e. sales after adjusting for foreign exchange 

and acquisitions/divestments, were increased by 5.8 percent. 

  

 
 
Operating profit (EBIT) increased by 3.5 percent to 1,344 million euros, thus 

outstripping sales growth. After adjusting for foreign exchange, the increase was 5.8 

percent, again with all the business sectors contributing. Return on sales (EBIT) 
increased by 0.1 percentage points to 10.3 percent. After adjusting for exceptional 

gains and restructuring charges, operating profit (EBIT) rose by 8.2 percent to 1,370 

million euros with the corresponding return on sales figure improving 0.6 percentage 

points to 10.5 percent.  

 

Net financial result improved by 28 million euros to -94 million euros, due primarily 

to the absence of the impairment loss of 26 million euros incurred in the previous 

year from our participation in Lion Corporation which was sold in November 2006. At 

24.7 percent, the tax rate was 1.2 percentage points below the level of the previous 

year.  

 

Net earnings for the year increased by 8.0 percent to 941 million euros. After 

deducting minority interests of 20 million euros, net earnings were 921 million euros 

(+7.7 percent). Earnings per preferred share increased from 1.99 euros to 2.14 

euros (+7.5 percent).  

 

Capital expenditures on property, plant and equipment in 2007 totaled 470 

million euros, and free cash flow amounted to 769 million euros. Net working 
capital was reduced by 1.8 percentage points to 11.5 percent of sales.  

 

In view of the earnings performance, the Management Board, the Supervisory Board 

and the Shareholders’ Committee will be proposing to the Annual General Meeting 
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that it approve an increase in dividends from 0.50 euros to 0.53 euros per preferred 

share and from 0.48 euros to 0.51 euros per ordinary share.  

 

Business Sector Performance 
 

Sales of the Laundry & Home Care business sector increased by 0.8 percent to 

4,148 million euros, despite the divestment of a number of marginal businesses in 

the past fiscal year. Organic sales growth was 5.5 percent, generated primarily in the 

Europe/Africa/Middle East region, with the highest growth rates occurring in Eastern 

Europe. In Western Europe, particularly the “Best Ever” campaign, initiated both to 

celebrate the Persil centennial and to relaunch the company’s other premium 

European detergent brands, yielded positive results. Operating profit rose by 2.1 

percent to 459 million euros, and by 4.5 percent after adjusting for foreign exchange. 

Growth in the Laundry segment was mainly driven by sales of heavy-duty detergents 

and fabric softeners. The Persil centennial activities contributed particularly to the 

good development of the heavy-duty detergents business. Henkel’s most important 

detergent brand was again improved in terms of performance, fragrance experience 

and design esthetics. The fabric softener brands Vernel and Silan benefited 

noticeably from the successful introduction of further new fine fragrances. Major 

contributions to the good sales performance of the Home Care business were made 

by the dishwashing and WC products. The results posted in the machine 

dishwashing sector were boosted by innovations such as Somat 7 which, in addition 

to the functions of Somat 5, also contains a cleaning booster and an activator for 

improved results at low temperatures.  Hand dishwashing detergents continued their 

good development in Europe; especially in the growth regions.  

 

Sales of the Cosmetics/Toiletries business sector reached a new record high, 

above market volume, with organic sales growth of 5.8 percent. Before adjusting for 

foreign exchange and the sale of the Morris fine fragrance business, sales increased 

nominally by 3.7 percent to 2,972 million euros, with business in Western Europe 

growing substantially faster than that of the overall market. Double-digit percentage 

growth rates were again achieved in Eastern Europe. The Middle East and Latin 

America regions likewise generated sales increases. Sales performance in North 

America was characterized by expansion of the Dial business and the successful 

integration of the Right Guard brands portfolio. Operating profit improved by 3.8 
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percent to 372 million euros, and by 6.6 percent after adjusting for foreign exchange. 

The Hair Cosmetics business posted a substantial increase in sales with market 

share expanding to new record levels. This performance was driven by our top 

brands in our strategic business units Colorants, Hair Care and Styling which 

attracted further market interest with numerous new product launches. Among the 

newcomers were the Brillance Fashion Collection in the colorants business, the 

extension of the Palette line by Golden Gloss Browns, and Men Perfect, the first 

men’s colorant from Schwarzkopf. The Body Care business likewise continued to 

perform well, supported in particular by the ongoing success of the innovation 

offensive driving the two major brands Fa and Dial. Right Guard also made 

significant inroads into the US deodorant market. The Skin Care business profited 

from the success of its most important brand, Diadermine, with its anti-age 

innovations and the new premium line Diadermine Age ExCellium, enabling it to 

expand its market positions across Europe. In the Oral Care segment, the focus was 

on the new freshness variants of Theramed 2in1 and the international launch of 

Theramed Titan Fresh. In the Hair Salon business, which holds the number 3 

position worldwide, the emphasis was on the care series Bonacure, the relaunch of 

the exclusive hair care brand SEAH, and the introduction of BlondMe, the first fully 

comprehensive concept comprising coloration, care and styling components for the 

individual blonde.  
 

Sales of the Adhesives Technologies business sector increased by 3.6 percent to 

5,711 million euros. Organic sales rose by 6.5 percent with the result that 2007 again 

saw us grow faster than the market. Major revenue increases were posted in Eastern 

Europe, Africa/Middle East, Latin America and Asia-Pacific. While good growth was 

also achieved in Western Europe, sales in North America were below the level of the 

previous year due to prevailing market conditions. Operating profit rose to 621 million 

euros, 7.3 percent above the level of the previous year, while profit growth after 

adjusting for foreign exchange amounted to 10.4 percent. Sales of the Craftsmen and 

Consumer business again slightly increased with the power and assembly adhesives 

of the international Pattex brand as the primary growth drivers. Loctite instant 

adhesives continued to perform very well. The Building Adhesives segment realized 

the strongest growth, with Eastern Europe once again generating much of the 

momentum. With newly established production facilities, the company succeeded in 

meeting the rapidly growing demand for its products. Aside from the tile adhesives 
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and waterproofing products of the Ceresit brand, product systems for the thermal 

insulation of buildings also exhibited dynamic growth. The Industry business segment 

likewise continued to grow successfully, supported in particular by market 

developments in Asia-Pacific, Eastern Europe and Latin America. The highest growth 

rates were achieved in the electronics sector, which benefited from the boom in 

memory modules and the trend toward inexpensive mobile phones, and in the 

industrial maintenance, repair and overhaul business under the Loctite brand. 

Despite the weakness of the US automotive market, the associated Henkel business 

underwent worldwide expansion thanks in major part to its innovative adhesives and 

sealants marketed under the Teroson brand, designed to increase crash safety while 

reducing noise and weight. 

 

Regional Performance 
 

In the regional breakdown, Europe/Africa/Middle East showed a significant 

increase in sales of 5.4 percent to 8,480 million euros, with all the business sectors 

contributing. After adjusting for foreign exchange, the increase was 6.0 percent. The 

growth posted by Eastern Europe and Africa/Middle East was above average, and 

sales in Western Europe including Germany were also increased. Organic sales 

growth amounted to 7.4 percent. Overall, the region’s share of total sales increased 

from 63 to 65 percent. Due to adverse foreign exchange rate movements, sales in 

the North America region fell by 6.8 percent to 2,557 million euros. After adjusting 

for foreign exchange, sales increased by 1.4 percent, while organic growth amounted 

to 0.7 percent, the main contribution coming from the Cosmetics/Toiletries business 

sector. The region’s share of total sales was 20 percent. The Latin America region 

recorded an increase in sales of 4.3 percent to 691 million euros. Adjusted for foreign 

exchange, the region’s sales rose by 9.4 percent with organic growth at 7.7 percent, 

with all the business sectors contributing to the improvement. The region’s share of 

total sales remained unchanged at 5 percent. Business results in the Asia-Pacific 
region were similarly positive with sales rising by 6.0 percent to 1,103 million euros, 

and by 9.7 percent after adjusting for foreign exchange. Organic sales growth 

amounted to 7.7 percent. The Adhesives Technologies business sector in particular 

was able to benefit from the strong growth dynamics of the region, which again 

accounted for 8 percent of total sales.  
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Henkel’s performance in the growth regions of Eastern Europe, Africa, Middle East, 

Latin America and Asia (excluding Japan) was again good with an above-average 

increase in sales of 12.4 percent to a total of 4,388 million euros, to which all the 

business sectors again contributed. After adjusting for foreign exchange, total sales 

growth amounted to 15.3 percent and organic sales rose by 15.1 percent.  

 

 
 

 

 
 
 


