
Henkel worldwide

Development of our businesses
In fi scal 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 
(exclud ing Japan). We intend to increase this fi gure 
to 45 percent by 2012. 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.

Added value for society
The value added statement shows that most of the 
generated sales fl ow back into the global economy 
(see graphic at right). The major part – 57.6 percent 
– went to our employees in the form of wages and 
benefi ts. Central and local government received 

What we do

 • With production sites in 
57 countries, we promote economic 
and technological development as a 
local employer, purchaser and investor.
 • The approximately 48,000 employees 
in our global team assume respon-
sibility within their spheres of infl uence – 
in the company and in society.
 • Worldwide, our brands and technologies 
make a major contribution to society 
in our fi ve focal areas.

Sales by business sector

 29%  Laundry & Home Care
 22% Cosmetics/Toiletries
 48%  Adhesive 

Technologies
 1%  Corporate

Corporate = sales and services not 
attributable to the business sectors.

 North America
 • 2 countries with Henkel companies
 • 2,724 million euros sales
 • 5,440 employees
 • 31 production sites
 • 9 audits
 • 20% share of purchasing volume
 • 91 million euros R&D expenditures
 • 67 employee volunteer projects

 Latin America
 • 14 countries with Henkel companies
 • 982 million euros sales 
 • 3,699 employees
 • 14 production sites
 • 9 audits
 • 6% share of purchasing volume
 • 27 million euros R&D expenditures 
 • 70 employee volunteer projects

Scottsdale, 
Arizona, USA
Regional center

Mexico City, 
Mexico
Regional center

Rocky Hill,
Connecticut, USA
Regional center

São Paulo, 
Brazil
Regional 
center

10.5 percent as taxes, while lenders received 5.4 per-
cent as interest payments. We paid 7.2 percent of 
sales as dividends to shareholders. The value added 
that remains in the company is available for invest-
ment in future growth.

Besides the wages and taxes they generate, our 
businesses and the associated value-creating activ-
ities contribute to regional development. We have 
production sites in 57 countries, and as local 
employers, purchasers and investors, we therefore 
promote economic and social progress. Through 
the transfer of knowledge and technologies, we 
foster responsible business practices on the part 
of our approximately 48,000 employees and our 
customers. Moreover, we actively support volunteer 
work that is carried out by our employees in all 
parts of the world. 
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Value added statement 2010
in million euros

 Employees 2,487 (57.6 %)
 Central and local government 455 (10.5 %)
 Interest expense 236 (5.4 %)
 Shareholders 310 (7.2 %)
 Minority shareholders 25 (0.6 %)
 Reinvested in the company 808 (18.7 %)Value added 4,321 (28.0%)

 Western Europe
 • 18 countries with Henkel companies
 • 5,470 million euros sales 
 • 16,264 employees
 • 38 production sites
 • 27 audits
 • 41% share of purchasing volume 
 • 169 million euros R&D expenditures 
 • 429 employee volunteer projects

 Eastern Europe
 • 17 countries with Henkel companies
 • 2,649 million euros sales 
 • 8,602 employees
 • 31 production sites
 • 8 audits
 • 14% share of purchasing volume 
 • 45 million euros R&D expenditures 
 • 81 employee volunteer projects

 Africa/Middle East
 • 15 countries with Henkel companies
 • 901 million euros sales 
 • 5,212 employees
 • 21 production sites
 • 2 audits
 • 6% share of purchasing volume
 • 15 million euros R&D expenditures 
 • 27 employee volunteer projects

 Asia-Pacifi c
 • 13 countries with Henkel companies
 • 2,168 million euros sales 
 • 8,637 employees
 • 53 production sites
 • 23 audits
 • 13% share of purchasing volume
 • 44 million euros R&D expenditures 
 • 32 employee volunteer projects

Düsseldorf, Germany
Corporate headquarters

Vienna, Austria
Regional center

Shanghai, China
Regional center

More information on 
business performance:

Pages 47 to 49.

Other expenses 3,889 (25.2%)

Amortization/depreciation 
of non-current assets 475 (3.1%)

Sales 15,092 (97.8%)
Other income 339 (2.2%)
Total sales/
other income 15,431 (100.0%)

Cost of materials 6,746 (43.7%)

of which:

Cairo, Egypt
Regional center
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Values and sustainability strategy

What we stand for and what we 
want to achieve

Sustainability is a corporate value
Maintaining a balance between economic success, 
protection of the environment, and social respon-
sibility has been fundamental to our corporate 
culture for decades, and this is refl ected in our cor-
porate 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 eff ort 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 sus-
tainability. The foundation for this is provided by 
our 48,000 employees around the world, in whose 
minds the principles of sustainable development 
are fi rmly anchored, guiding their attitudes and 
actions. Our corporate values play a key role in 
this regard. They provide orientation for our daily 
decision-making and are therefore the basis for 
long-term corporate success rooted in clear value 
concepts.

Contribution to our strategic priorities
We are convinced that sustainable business prac-
tices 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 effi  cient products and improved 
technical solutions. Sustainability is therefore a 
key innovation driver and will enable us to achieve 
our full business potential. With our decades of 
experience in sustainable development, we are able 
to off er our customers and consumers solutions 
that are fi t for the future and to position ourselves 
as a leading partner. Internally, responsible business 
practices strengthen both the identifi cation of our 
employees with the company and their motivation.

Our focal areas and targets for 2012
We systematically focus all our activities through-
out the value chain on the challenges of sustainable 
development as they relate to our operations. We 
have grouped these sustainability challenges in 
fi ve overarching focal areas: energy and climate, 
water and wastewater, materials and waste, health 

and safety, and social progress. We aim at driving 
progress in these fi ve focal areas through our busi-
ness activities and our products.

As long ago as the 1980s, in our “Principles and 
Objectives of Environmental Protection and Safety,” 
we committed to promoting occupational health 
and safety, conserving resources, and reducing 
emissions. On the basis of the progress achieved 
by 2007, we defi ned corporate targets for 2012. 
Thanks to the high level of commitment of our 
employees, we were already able to achieve the 
targets for our production sites by 2010. We are 
convinced that the advances in both resource effi  -
ciency and cost-eff ectiveness will also make an 
important contribution toward achieving our 2012 
fi nancial targets. We have initiated the process of 
defi ning new sustainability targets for the coming 
years.

Accepting global challenges
The global challenges of sustainable development 
are continuing to increase as a result of world 
population growth, rising standards of living and 
consumption, and the associated use of resources. 
Worldwide, growth and quality of life must be 
decoupled from resource consumption and emis-
sions. We recognize this challenge and take it 
into account in our strategy. Our contribution as a 

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 are committed 
to leadership in 
sustainability.”Our fi ve focal areas

Sustainability milestones 
at Henkel:

www.henkel.com/sr2010 | 2

We were able to achieve our 
sustainability targets ahead of 
schedule in 2010: 

Inside cover.

Our strategic priorities:

Pages 41 and 42.

 
www.henkel.com/sr2010 | 3

www.henkel.com/sr2010 | 4
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company is to develop innovative products and 
processes that consume fewer resources while still 
off ering the same or better performance. This 
requires the concerted action and the knowledge 
of all participants along the value chain – from 
raw materials suppliers to end users.

Shared task
There is an indivisible link between our business 
success, our industrial customers, retail partners, 
and consumers. The same holds true for our eff orts 
to achieve sustainable development. This is why we 
cooperate closely with our partners throughout the 
value chain. We regard the promotion of sustainable 
consumption as a key responsibility in the coming 
years. This requires not just the development of 
appropriate products, but also political support and 

collaboration with consumers. We therefore strive 
continuously to raise awareness of this issue among 
actors at all levels through our involvement in 
associations, working groups and at conferences, 
by engaging in a dialogue with politicians and non-
governmental organizations, and through product 
communication. In addition, we participate in 
national and international initiatives. Thanks to 
our many years of experience in sustainable busi-
ness, we fi nd we are much valued as partners in 
such collaborations.

Affl  uence and resource consumption: a double challenge

Stakeholder dialogue

We view the dialogue 
with our stakeholders as 
an opportunity to identify 
the needs of our diff erent 
markets at an early stage 
and to defi ne the direc-
tions which our activities 
should take. Our dialogue 
with various stakeholders 
enables us to access new 
ideas for our company, 
which fl ow continuously 
into our strategy develop-
ment and reporting.

Pages 38 and 39.

The graphic shows the position of various countries on the basis of two parameters – their United Nations Human 
Development Index and their ecological footprint. The challenge for the population of the countries on the horizontal 
axis is to improve their quality of life without similarly increasing their resource consumption. The population of the 
countries on the vertical axis face the task of reducing their resource consumption without having to reduce their 
standard of life. Since forgoing quality of life and consumption is not a realistic solution in either situation, innovation 
is the key to reducing resource consumption to keep it within the Earth’s ecological limits.

© Global Footprint Network 2009. Data from Global Footprint Network National Footprint Accounts, 2009;
UNDP Human Development Report, 2009.

High human 
development within the 
Earth’s limits
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