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Excellence is our Passion




Henkel in brief

Henkel worldwide

.* = * Brands and
';{w technologies
‘?i#,ﬁ worldwide

* Around 48,000
employees
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Three Areas of Competence
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Laundry & Home Care

Cosmetics/Toiletries

Adhesive Technologies

) Adjusted for one-time charges/gains and restructuring charges..

Fiscal 2010

Sales: 15,092 mill. euros
Adjusted”
operating profit (EBIT): 1,862 mill. euros
Adjusted"

return on sales (EBIT): 12.3 %

Major Brands

Persil Purex [Dixan

Schwarzkopf | ’ @ SVOSS
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Vorführender
Präsentationsnotizen
These are the strongest-selling brands of our three business sectors:



The Laundry & Home Care business sector realizes 32 percent of its sales with its three strongest brands Persil, Purex (in North America) and Dixan.



And the Adhesive Technologies business sector makes 26 percent of its sales with its three biggest brands Loctite, Teroson and Technomelt.




Three areas of competence
A global leader in brands and technologies

Laundry & Cosmetics/ Adhesive

Home Care Toiletries Technologies
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Vorführender
Präsentationsnotizen
We have three operating business sectors:

Laundry & Home Care,

Cosmetics/Toiletries, 

Adhesive Technologies.



Our strong brands are the basis of our economic success. Going forward, we will be keeping our focus on our major, widely recognized brands: With Schwarzkopf, Loctite and Persil – our three biggest brands – we generate 23 percent of total sales. And our ten biggest brands contribute 41 percent to total sales. 


Fiscal 2010

Annual Report 2010

* Sales: 15,092 mill. euros

* Adjusted’
operating
profit (EBIT): 1,862 mill. euros

* Adjusted?) return
on sales (EBIT): 12.3 percent

1) Adjusted for one-time charges/gains and restructuring charges.
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Vorführender
Präsentationsnotizen
With our employees and our brands and technologies, we are very successful. Last year, Henkel generated sales of 15,092 million euros. Our adjusted operating profit (the financial term is EBIT) was 1,862 million euros. For the first time in our corporate history, we concluded a financial year with adjusted return on sales above 12 percent.



EBIT = Earnings before Interest and Taxes


Sales 2010

Total sales: 15,092 million euros

Sales by business sector

® 29 % Laundry & Home Care
22 % Cosmetics/Toiletries
48 % Adhesive Technologies
@® 1 % Corporate

Corporate = sales and services not assignable
to the individual business sectors.

Sales by region

® 41 % Growth regions"

36 % Western Europe

18 % North America
® 4 % Japan/Australia/New Zealand
@® 1% Corporate

1) Eastern Europe, Africa/Middle East, Latin America,
Asia (excluding Japan).
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Employees 2010
Number of employees (Dec. 31, 2010): 47,854

Employees by business sector Employees by region

AN

® 22 % Laundry & Home Care @ 34 % Western Europe
15 % Cosmetics/Toiletries @® 18 % Eastern Europe
50 % Adhesive Technologies 11 % Africa/Middle East
® 13 % Functions 11 % North America

® 8 9% Latin America
@® 18 % Asia-Pacific
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| Our Vision

* A global leader in
brands and technologies.
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Global fiihrend mit Wi stetenunse
MARKEN und JNEnY
TECHNOLOGIEN s

¥ Our Values
¢ Customers
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* People
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Financials

\

Sustainability

\

Family
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Vorführender
Präsentationsnotizen
We anticipate, respond to and meet our customers’ and consumers’ expectations by providing the best value, quality, and most innovative brands and technologies.



We treat each other with respect and dignity and develop our capabilities. We expect everyone to take personal responsibility and perform to high standards. We rely on each other for our success as a company.



We are a performance-driven company committed to growing the value of our business and providing a competitive return to our shareholders. 



We provide products, technologies and processes that meet the highest standards. We are committed to the safety and health of our employees, the protection of the environment and the quality of life in the communities in which we operate. 



We value the continuity of our purpose and Vision based on our long history of success and a strong focus on our Values. We are guided by our long-term Vision which rests on a fair entrepreneurial spirit and a solid financial basis.  


Our strategic priorities

Achieve
our full
business potential

winning
Culture

Focus Strengthen
more on our

our customers global team
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Vorführender
Präsentationsnotizen
We continue to focus our efforts on the pursuit of our strategic priorities, formulated in 2008 in order to secure Henkel's success over the long Term:

Achieve our full business potential

Focus more on our customers

Strengthen our global team 



In fiscal 2010 we again made great progress toward their achievement.

Central to our approach is a strong, unique corporate ethos: a winning culture characterized by a clear commitment to excellent performance and being the best in a highly competitive environment. And helping us to constantly raise our game we have our long-term vision and five shared values to guide our decisions and our actions.


Our strategic priorities
and financial targets for 2012

Winning
Culture

Financial targets for 2012

Annual organic sales growth (&):

3-5%

Adjusted return on sales (EBIT):

14 %

Adjusted earnings per preferred share (EPS) (&): > 10 %
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Management board

Kasper Rorsted
Chairman

Bruno Piacenza
Laundry & Home Care

Dr. Lothar Steinebach
Finance/Purchasing/
IT/Legal

Hans Van Bylen
Cosmetics/Toiletries

Kathrin Menges
Human Resources
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Jan-Dirk Auris
Adhesive Technologies
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Vorführender
Präsentationsnotizen
The Management Board of the Henkel AG & Co. KGaA:�

Kasper Rorsted�Chairman of the Management Board; born 1962; with Henkel since 2005.

Dr. Lothar Steinebach�Executive Vice President Finance/Purchasing/IT/Legal; born 1948; �with Henkel since 1980.

Kathrin Menges

Executive Vice President Human Resources; born 1964; �with Henkel since 1999.

Bruno Piacenza�Executive Vice President Laundry & Home Care; born 1965; �with Henkel since 1990.

Hans Van Bylen�Executive Vice President Cosmetics/Toiletries; born 1961; �with Henkel since 1984.

Jan-Dirk Auris�Executive Vice President Adhesive Technologies; born 1968; �with Henkel since 1984.


Our focal areas in sustainability

More value

@ More value for our customers
. and more value for Henkel

More social progress Performance ' Safer workplaces and
and better quality of life better health & hygiene
Safety

and Health

Deliver
more value

at a reduced

footprint ;
ootprin F' Water and

,  Wastewater

Less energy used and Vaterial - 9 Less water used and
aterials y -
less greenhouse gases . ™ less water pollution

@ Less resources used
. and less waste generated
Reduced footprint ?
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Vorführender
Präsentationsnotizen
Key message:

Achieving more with less means delivering more value at a reduced footprint.

Our five focal areas have been complemented by the additional focal area of “Performance”; furthermore, they have been clustered into two groups to reflect the value per footprint ratio.



Background information:

Since 2008, we have grouped our sustainability challenges into five overarching focal areas: energy and climate, water and wastewater, materials and waste, health and safety, and social progress.

This concept has been recognized by customers, employees and other stakeholders. 

The additional focal area “Performance” stresses the fact that we are a business organization, which only can survive and hence influence society if we perform well – by generating more business value to our customers and financial value to us.




Company founder and
product branding pioneer
Fritz Henkel

Henkel's
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Fritz Henkel
1848 — 1930
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Vorführender
Präsentationsnotizen
On September 26, 1876 28 year-old merchant Fritz Henkel and two partners founded the company Henkel & Cie in Aachen. The first product was named Universal-Waschmittel, which was mainly water glass in powdered form. This first product was marketed in 200-gram packets, which were sold at 10 pfennings (until 1878). [No picture of this product conveyed.]



In 1878 Henkel started to produce bleaching soda. Made from readily soluble water glass and calcined (water-free) soda, it was the result of Fritz Henkel‘s own research. He sold this new product under the brand name Henkel‘s Bleich-Soda. It was one of the first brands in Germany and the first successful product of Henkel for decades.



Also in 1878 Fritz Henkel relocated Henkel & Cie from Aachen to Düsseldorf-Flingern, where a factory side had been leased on a 968 square meter site. The production facilities in Aachen were too cramped, and there were no railroad or inland waterway links.



Since 1907, Persil, the first self-acting detergent, has been the cornerstone for the rapid growth of the company. Adhesives followed in 1922, Cosmetics/Toiletries in 1950.   


Excellence is our Passion
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