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Strategic Priorities

Vorführender
Präsentationsnotizen
Significant progress was made in 2010 in implementing of our three strategic priorities:

Achieve our full business potential�By streamlining our portfolio, assigning more resources to strengthening our top brands, and further developing our innovative strengths, we will be able to grow more quickly and profitably in the coming years. 



Focus more on our customers�We want to grow with our customers. And that will only be possible if we are able to offer them the right solutions to their problems and consistently satisfy their needs. 



Strengthen our global team �We aim to further extend the internationality, the diversity and the knowledge base of our employees. After all, our employees have been driving our success for more than 130 years, and it is upon them that our future performance relies.



(Annual Report 2010, p. 41f.) 
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Achieve our full business potential

• Portfolio Optimization

• Top Brands

• Innovations

• Operational Excellence

Vorführender
Präsentationsnotizen
By streamlining our portfolio, assigning more resources to strengthening our top brands, and further developing our innovative strengths, we will be able to grow more quickly and profitably in the coming years. Our agenda also includes optimizing processes and structures.
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• Increase profitability 
in mass categories.

• Drive growth in 
profitable specialty 
categories.

• Intend to further 
enhance 
profitability
• Strengthening 

our innovation 
leadership.

• Expanding 
Schwarzkopf as 
master brand.

• Improve profitability in 
the automotive 
segment and 
consumer adhesives 
business.

• Drive growth in 
specialty applications. 

• Utilize advantages of 
scale with innovations 
in the industrial 
adhesives segment.

Portfolio Optimization

Laundry & 
Home Care

Cosmetics/ 
Toiletries

Adhesive
Technologies

Vorführender
Präsentationsnotizen
Within the Laundry & Home Care business sector, we aim to increase our profitability in the mass categories such as heavy-duty detergents and hand dishwashing products. And drive growth in the profitable specialty categories such as household cleaners and fabric softeners.



In the Cosmetics/Toiletries business sector, we intend to further enhance profitability by strengthening our innovation leadership and expanding the Schwarzkopf brand.



Within the Adhesive Technologies business sector we aim to improve our profitability in the automotive segment and consumer adhesives business, drive growth in specialty applications and utilize our advantages of scale with innovations in the industrial adhesives segment.

(Annual Report 2010, p. 41)
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Sales share

Target: sales share of 45 percent in the Emerging Markets 
in 2012. 

2006 2008 2010
Emerging Markets Mature Markets

69% 63% 59%

31% 37% 41%

Portfolio Optimization 
Growth Engine Emerging Markets

Vorführender
Präsentationsnotizen
In fiscal 2010, Henkel’s worldwide sales amounted to 15,092 million euros, 41 percent of which were generated in the growth regions of Eastern Europe, Africa / Middle East, Latin America, and Asia (excluding Japan). We intend to increase this figure to 45 percent by 2012.
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Number of employees

More employees in Emerging Markets than in Mature Markets.

2006 2008 2010

Portfolio Optimization 
Growth Engine Emerging Markets

52% 49% 47%

48% 51% 53%

Emerging Markets Mature Markets

Vorführender
Präsentationsnotizen
Some 53 percent of our global workforce are now based in the growth regions, where we currently source 23 percent of our global purchasing volume. We are therefore an important employer and local economic partner in these regions as well.
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Top  3 51 % 71 % 26 %
Top 10 81 % 89 % 52 %

Portfolio
Focus on top brands

Sales share 2010: top 3 23 percent / top 10 41 percent.

Vorführender
Präsentationsnotizen
Our focus is on fewer but stronger brands and further expansion of our strong regional and global brands. Brand awareness is to be further enhanced through extensive marketing investment. Our three top brands Schwarzkopf, Loctite and Persil already account for around 23 percent of our sales. 



Our objective is to grow organically twice as fast with these and other top brands as Henkel overall, and therefore to significantly expand their share of total sales. 

(Annual Report 2010, p. 41, section 2)
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Innovations

Innovation rate of more than 40 percent.

Vorführender
Präsentationsnotizen
With innovation rates of around 40 percent in the business sectors Laundry & Home Care and Cosmetics/Toiletries, and of around 20 percent at Adhesive Technologies, we count among the strongest innovators in our fields of competence. We are helped in this respect by the proximity we have to our consumers and customers, actively incorporating both audiences in our product development activities where appropriate. We have also made it our principle only to launch a new product onto the market if it has a positive effect on the gross margin and makes a contribution to sustainable development in at least one of our five focal areas.�(Annual Report 2010, p. 41, section 3)



Additional information

Innovation rate: percentage share of sales accounted for by new products launched onto the market in the last three years.
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• Generate economies of scale 
through the further development 
of strategies.

• Concentrating on strategic 
suppliers.

• Procuring materials in low-cost 
emerging economies.

• Reducing the number of 
manufacturing sites, particularly 
in mature markets.

• Reducing complexity of 
structures.

• Better utilize available capacities.

Operational Excellence 

Purchasing Production and Supply Chain

Vorführender
Präsentationsnotizen
In our purchasing activities, our aim is to create benefits through the further development of effective strategies. These include concentrating on strategic suppliers and on procuring materials in low-cost emerging economies. 



Our objectives with regard to production and supply chain management include further reducing the number of manufacturing sites, particularly in the mature markets. This will enable us to reduce the complexity of our structures and better utilize available capacities. 







March 25, 2011 Strategic Priorities10

Transformational Changes 
Expanding Shared Services

Manila
• 300 employees
• Geographical coverage: 

Nord America, Asia/Pacific

Bratislava
• 300 employees
• Geographical coverage: 

Western Europe, Eastern
Europe, Middle East, Africa

Bratislava, Slovakia

Interlomas, Mexico

Interlomas
• 100 employees
• Geographical coverage: 

Latin America

Around 1,000 employees by the end of 2011.

Manila, Philippines

Vorführender
Präsentationsnotizen
We will also be introducing improvements with respect to our administrative, selling and distribution expenses, by pooling our standardized processes in the areas of finance, purchasing and human resources within our shared service centers in Bratislava, Manila and Interlomas, and by outsourcing noncore activities such as IT support. We expect such measures to yield further cost savings.
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Focus more on our customers

• Expanding our contacts 
with customers

• Sustainability 
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Focus more on our customers

• Further development of our partnership structures.

• Expand contacts with the customers at the highest managerial level .

• Expand services offering a measurable added value for our 
customers.

• Effectively marshal our own competences .

Generate organic growth with our key accounts equivalent to 
1.5 times the figure for Henkel as a whole.

Vorführender
Präsentationsnotizen
In order to place our customers right at the center of all we do, we have prioritized expanding our dialogue with them at the highest managerial level (top-to-top contacts), coupled with the further development of our partnership structures. Our aims are to establish a joint strategic approach to our markets, to expand services offering a measurable added value for our customers, and to effectively leverage our own competences in the form of, for example, our leadership in the field of sustainability.



The objective is to generate organic growth with our key accounts equivalent to 1.5 times the amount for Henkel as a whole.�(Annual Report 2010, p. 41)



Additional information

Contacts with the customers at the highest managerial level (top-to-top contacts): Strategic contacts of the Henkel-Management Board and Corporate Senior Vice Presidents with the primary customers. 
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Sustainability

• Expansion of our position as a 
leading partner to our customers 
in the field of sustainability.

• Each new product must combine 
high quality with responsibility 
toward people and the 
environment.

Focal Areas

Vorführender
Präsentationsnotizen
Sustainability

Maintaining a balance between economic success, protection of the environment, and social responsibility has been fundamental to our corporate culture for decades, and this is reflected in our corporate values. 



Our pursuit of sustainability is both long-term and entrepreneurial in nature, covering all of our activities throughout the value chain. Having invested many years of focused effort in the cause of sustainable development, we have built up an excellent reputation as a company with globally leading positions in this arena. And we are determined to remain in the vanguard of sustainability.



We are convinced that sustainable business practices will contribute to the successful pursuit of our strategic priorities and thus to the long-term growth of our company. Our insistence that each new product must combine high quality with responsibility toward people and the environment results in more efficient products and improved technical solutions. Sustainability is therefore a key innovation driver, encouraging us to achieve our full business potential.

(Annual Report 2010, p. 62)
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Strengthen our global team

• People and Diversity

• Performance Orientation
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People and Diversity

• More than 110 nationalities 
ensure Henkel’s worldwide 
success.

• Some 32 percent of our 
employees worldwide are 
women.

• More than 29 percent of our 
managers are women.

Diversity is a factor of success.

Vorführender
Präsentationsnotizen
We value the different cultures and competencies of our employees and consider them to be important assets for our company. We are convinced that they help us to better understand our markets and to ensure long-term business success. This appreciation and the creation of basic conditions in which each person can develop optimally, are the foundations of diversity management at Henkel – and not the filling of quotas. We want to have the best teams worldwide, in terms of competence and potential, regardless of age, gender or nationality.

(Sustainability Report 2010, p. 32)



Additional information

Diversity: For Henkel diversity in terms of age, gender and nationality
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Performance Orientation

• Clear and unequivocal feedback in recognition of individual 
performance.

• Tailor-made plans for the further development.

• Developing managers from within the company.

• Development and introduction of a new system of managerial staff
appraisal.

Vorführender
Präsentationsnotizen
Our employees are our most important resource. With clear and unequivocal feedback, discernible rewards in recognition of individual performance, and tailored development plans, we ensure that our competent and motivated team can master the challenges with which they are confronted. 



We are keen to develop and promote our managers from within. At the same time, we are also aware of the need to bring in external talents, especially when their knowledge of their local markets is better than that of the established managerial staff within the company.

(Annual Report 2010, p. 42)
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