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KUWAIT: “Despite a persistently challenging
market environment, Henkel delivered a strong
performance in the third quarter. We significant-
ly increased both sales and earnings across all
business units. Organic sales in emerging mar-
kets were strong, once again making an above
average contribution to growth. Mature markets
showed a positive development, driven espe-
cially by the solid performance in North
America. Here we grew our business for the
third consecutive quarter,” said Henkel CEO
Kasper Rorsted. 

“Adjusted operating profit and adjusted EBIT
margin reached record levels in the third quarter
and all business units reported a higher adjust-
ed EBIT and adjusted EBIT margin than in the
previous year.” “The strong third quarter per-
formance in challenging and volatile markets
demonstrates our ability to adjust to the difficult
economic environment. Agility and flexibility
remain key success factors for us, confirming our
strategy of adapting and further simplifying our
structures and processes in line with the chang-
ing market conditions.”

Guidance for EPS growth raised
Henkel specified the outlook for organic

sales growth and raised its guidance for EPS
growth for the fiscal year 2015: “We now expect
to achieve organic sales growth of around 3 per-
cent in 2015. We continue to expect our adjust-
ed EBIT margin to increase to around 16 percent
and now anticipate an increase in adjusted earn-
ings per preferred share of more than 10 per-
cent.”

Sales, earnings performance 
In the third quarter of 2015, sales rose signifi-

cantly by 8.4 percent to 4,590 million euros.
Adjusted for positive foreign exchange effects of
2.3 percent, sales improved by 6.1 percent.
Organically - ie adjusted for foreign exchange
and acquisitions/divestments - sales rose by 3.2
percent. The Laundry & Home Care business
unit recorded strong organic sales growth of 5.5
percent. In the Beauty Care business unit, organ-
ic sales rose by a solid 2.1 percent. The Adhesive
Technologies business unit also posted a solid
improvement in organic sales of 2.3 percent.
After one-time charges, one-time gains and
restructuring charges, adjusted operating profit
improved by 12.3 percent from 693 million
euros to 778 million euros. Reported operating
profit (EBIT) grew by 10.4 percent from 603 mil-
lion euros to 666 million euros. 

Adjusted return on sales increased by 0.5
percentage points to 16.9 percent. Reported
return on sales rose by 0.3 percentage points to

14.5 percent. Henkel’s financial result of -11 mil-
lion euros was at the level of the prior-year quar-
ter. The tax rate amounted to 24.6 percent (prior-
year quarter: 24.0 percent). Adjusted net income
for the quarter after deducting non-controlling
interests increased by 11.0 percent, from 508
million euros to 564 million euros. Reported net
income for the quarter grew by 9.8 percent,
from 450 million euros to 494 million euros.
After deducting 10 million euros attributable to
non-controlling interests, quarterly net income
increased to 484 million euros (prior-year quar-
ter: 440 million euros). Adjusted earnings per
preferred share (EPS) rose by 11.1 percent from
1.17 euros to 1.30 euros. Reported EPS increased
by 10.9 percent from 1.01 euros to 1.12 euros.
Net working capital relative to sales increased
year on year by 0.4 percentage points to 6.0 per-
cent. The rise is primarily due to acquisitions.

Business performance 
In the first nine months of 2015, Henkel’s

sales increased significantly by 1,413 million
euros to 13,715 million euros, reaching a new
high for Henkel. This was an increase of 11.5 per-
cent compared to the first nine months of 2014.
Adjusted for foreign exchange, sales grew by 6.4
percent. Organically - i.e. adjusted for foreign
exchange and acquisitions/divestments - sales
increased by 3.1 percent, with all three of
Henkel’s business units contributing.  Adjusted
operating profit grew by 267 million euros from
1,986 million euros to 2,253 million euros (+13.4
percent). Adjusted return on sales increased
from 16.1 percent to 16.4 percent.

Adjusted net income for the first nine
months, after deducting non-controlling inter-
ests, rose by 11.9 percent from 1,459 million
euros to 1,632 million euros.  Adjusted earnings
per preferred share (EPS) improved by 11.9 per-
cent from 3.37 euros to 3.77 euros. Henkel’s net
financial position as of September 30, 2015 was
-336 million euros (December 31, 2014: -153 mil-
lion euros). The change versus year-end 2014 is
mainly due to the dividend payout and pay-
ments for acquisitions.

Unit performance 
The Laundry & Home Care business unit

once again very successfully delivered prof-
itable growth in the third quarter of 2015. Sales
grew organically by 5.5 percent year on year,
outperforming the relevant markets. This led to
further market share gains. Nominally, sales
again increased double digits, by 10.6 percent
to 1,314 million euros (prior-year quarter: 1,188
million euros). The strong organic sales growth
was mainly driven by the performance in

emerging markets. The regions of Eastern
Europe and Asia (excluding Japan) both
recorded double-digit growth. Latin America
posted a very strong increase in sales. Despite
challenging conditions, the Africa/Middle East
region posted strong growth. The mature mar-
kets recorded positive sales growth which was
due in particular to a solid performance in
North America. Sales in Western Europe
remained at the level of the third quarter of
2014.

Adjusted operating profit of the Laundry &
Home Care business unit increased significant-
ly, by 19.3 percent to 239 million euros.
Adjusted return on sales showed an excellent
increase, reaching a new high of 18.2 percent.
Reported operating profit also grew substan-
tially, by 23.0 percent from 171 million euros in
the prior-year quarter to 211 million euros. The
Beauty Care business unit also continued on its
long-standing profitable growth path in the
third quarter of 2015. At 2.1 percent, organic

sales growth was once again above that of the
relevant markets, leading to further market
share gains. Nominally, sales increased by 5.0
percent to 964 million euros (prior-year quar-
ter: 918 million euros).

With a very strong increase in organic sales,
the business unit’s successful development in
the emerging markets continued. The Latin
America region again grew double digits.
Eastern Europe recorded a very strong increase
in sales. The Asia region (excluding Japan) post-
ed a strong sales performance, mainly driven
by double-digit growth in China. Africa/Middle
East posted solid organic sales growth.
Business in the mature markets continued to
be impacted by intense crowding-out compe-
tition and strong price pressure. Due particular-

ly to developments in Western Europe and the
mature markets of the Asia-Pacific region, sales
were slightly below the level of the prior-year
quarter. By contrast - and despite a challenging
competitive environment - North America
posted strong growth compared to the third
quarter of 2014.

Adjusted operating profit of the Beauty
Care business unit rose significantly versus the
prior-year quarter, by 10.7 percent to 155 mil-
lion euros. Adjusted return on sales also
showed a very strong increase to 16.1 percent.
Reported operating profit grew by 45.2 per-
cent to 142 million euros. The Adhesive
Technologies business unit recorded solid
organic sales growth of 2.3 percent in the third
quarter. Nominally, sales increased by 8.5 per-
cent to 2,279 million euros (prior-year quarter:
2,100 million euros).

The business unit’s successful development
in the emerging markets continued with solid
organic sales growth. Latin America recorded
double-digit growth. Eastern Europe and
Africa/Middle East reported strong sales
growth, although the situation in some coun-
tries was difficult. In Asia (excluding Japan),
sales were below the level of the prior-year
quarter, due particularly to weaker economic
growth in China. Overall, sales performance in
the mature markets was positive, with the
mature markets of the Asia-Pacific region
recording strong growth. 

Sales in North America showed positive
development. In Western Europe, however,
organic sales were slightly lower year on year.
Adjusted operating profit of the Adhesive
Technologies business unit increased signifi-
cantly versus the third quarter of 2014 - by 10.3
percent to 412 million euros. Adjusted return
on sales showed a solid improvement - reach-
ing 18.1 percent for the first time. Reported
operating profit increased by 3.7 percent to
367 million euros.

Regional performance 
Henkel’s sales in the Western Europe region

increased by 6.0 percent to 1,508 million euros.
In a highly competitive market environment,
organic sales were 1.3 percent lower than in
the prior-year quarter, although with mixed
developments within the region. While the
businesses in the United Kingdom, France, and
Southern Europe posted an increase in organic
sales, sales in Germany were below the level of
the third quarter of 2014. Sales in Eastern
Europe amounted to 733 million euros com-
pared to 792 million euros in the prior-year
quarter. Despite the challenging market envi-

ronment, however, organic growth amounted
to 9.7 percent with the businesses in Russia
and Turkey making a major contribution. Sales
in Africa/Middle East rose from 279 million
euros to 320 million euros. Although political
unrest in some countries continued to affect
growth, organic sales showed a strong increase
of 5.9 percent.

Sales in North America rose from 755 mil-
lion euros to 940 million euros. Organically,
sales improved by 3.2 percent, with all three
business units contributing. Sales in Latin
America rose from 266 million euros to 280 mil-
lion euros. The organic increase was 10.9 per-
cent. This improvement was primarily attributa-
ble to double-digit growth in Mexico. Sales in
the Asia-Pacific region rose from 691 million
euros to 777 million euros. Organically, sales
improved by 0.8 percent. While the mature
markets in the region reported solid growth,
sales in the emerging markets rose only slightly
as a result of slowing growth dynamics in China. 

In the emerging markets of Eastern Europe,
Africa/Middle East, Latin America and Asia
(excluding Japan), sales grew by 4.2 percent to
1,994 million euros. Organically, sales in emerg-
ing markets grew by 6.5 percent, again making
an above-average contribution to organic
growth at the Henkel Group, with all three
business units contributing. The share of sales
from emerging markets declined compared to
the third quarter of 2014, to 43 percent. In the
mature markets, sales grew organically by 0.4
percent to 2,563 million euros.

Outlook of Henkel Group
Henkel has specified its guidance for organ-

ic sales growth for the fiscal year 2015 and now
expects growth of approximately 3 percent.
Organic sales growth in the Laundry & Home
Care business unit is expected to be between 4
and 5 percent. In the Beauty Care business unit,
Henkel continues to expect organic sales
growth of approximately 2 percent. Due in par-
ticular to slowing growth in China, Henkel now
anticipates that organic sales growth in the
Adhesive Technologies business unit will be
between 2 and 3 percent. As before, Henkel
expects a stable development in the share of
sales from emerging markets. Henkel confirms
its guidance for adjusted return on sales (EBIT)
and continues to expect an increase to around
16 percent (2014: 15.8 percent) and that all
business units will contribute to this improve-
ment. Henkel has raised its guidance for adjust-
ed earnings per preferred share and now
expects an increase of more than 10 percent
(2014: 4.38 euros). 

Henkel delivers strong increase in Q3 sales and earnings

KUWAIT: Etihad Airways, the
national airline of the United Arab
Emirates, celebrated the official
opening of Abu Dhabi’s new cruise
terminal, flying in more than 650
guests for the inaugural voyage
from the facility in Zayed Port. In
conjunction with MSC Cruises,
Etihad Airways has created a special
Fly-Cruise package for travelers
from around the world to experi-
ence the splendors of luxury cruis-
ing around the Arabian Gulf. MSC
Cruises’ ship, MSC Musica, will serve
the region for the 2015/2016 cruise
season which runs from 13
December 2015 to 3 April 2016. The
Abu Dhabi-based carrier’s destina-
tion management company, Hala

Abu Dhabi, is also providing eight
unique tours to MSC Cruises guests
that can be pre-purchased online or
bought on board the ship. The Abu
Dhabi shore excursions and tour
experiences will all delivered by
qualified guides.

Peter Baumgartner, Chief
Commercial Officer for Etihad
Airways, said: “The new cruise termi-
nal at Zayed Port represents our
shared vision alongside our local
partners to position Abu Dhabi as a
world-class transport hub. “Cruising
is an exciting and fast growing sec-
tor of the travel industry and we
look forward to helping develop this
segment further with the expansion
of our services from the brand new

cruise terminal in Abu Dhabi.”
Many of the ground services will

also be handled by Etihad Airways
and Hala Abu Dhabi. The airline will
provide an enhanced guest experi-
ence in Abu Dhabi including a meet
and greet service and return coach
transfers between Abu Dhabi
Airport and the Cruise Terminal.
Additionally, Abu Dhabi Airports
Company (ADAC) has placed 15
check-in counters at the cruise ter-
minal where the airline will provide
check-in services, allowing passen-
gers to proceed directly to immigra-
tion and customs. Currently cruise
passengers in the region need to
disembark the ship and go to the
airport to check-in for their flights.

MSC Cruises, the world’s largest
privately-owned global cruise line, is
offering week-long cruises from Abu
Dhabi with ports of call including
KhorFakkan (UAE), Muscat and
Khasab (Oman) and Dubai. The com-
pany has repositioned MSC Musica,
a 1,268 cabin vessel accommodat-
ing more than 2,500 passengers, to
Abu Dhabi to operate the 16 week-
long cruises from the new terminal
during the current season. Located
at Abu Dhabi’s Zayed Port, the new
terminal covers 8,000sqm and hous-
es all key passenger facilities, retail
outlets and a cafÈ. The architectural
design of the new terminal is based
on the UAE’s heritage and identity
with a view of the Louvre Museum. 

Etihad celebrates official opening 
of Abu Dhabi new cruise terminal

Henkel CEO Kasper Rorsted

KUWAIT: It doesn’t get any better: With victory
in the constructors’ world championship as well
as the drivers’ championship plus runner-up
titles clocked up by Lewis Hamilton and Nico
Rosberg, the MERCEDES AMG PETRONAS
Formula One Team has achieved the ultimate
in motorsport’s champion’s league in 2015. To
mark the end of the season, Mercedes-AMG is
celebrating this outstanding team achieve-
ment with an exclusive special model: The
MERCEDES AMG PETRONAS 2015 World
Champion Edition of the A 45 4MATIC blends
the expressive Formula 1 look of the victorious
Silver Arrows with particularly extensive and
unique equipment.

A Silver Arrow for everyday: with the ingen-
ious streamlining package, the large 19-inch
wheels and the characteristic foiling the MER-
CEDES AMG PETRONAS 2015 World Champion
Edition is taking the Formula 1 success from the
race track to the road. “With the World
Champion Edition we would like to share with
our customers our delight and pride in the
strong performance of the MERCEDES AMG
PETRONAS Formula One Team,” said Tobias
Moers, CEO of Mercedes-AMG. “This is a way for
every fan to share the success of Lewis Hamilton
and Nico Rosberg.” 

The striking external characteristic of the
exclusive edition of the A 45 is the hallmark foil-
ing with petrol green and black highlights in the
design of the winning F1 W06 HYBRID super

model. Then there is the ingenious streamlining
package. At the front it includes a larger splitter
and special flics and there is the roof spoiler at
the tail end, also inspired by motorsport’s cham-
pion’s league. Available for selection as paint-
work for the edition are mountain grey metallic,
designo mountain grey magno and polar silver
metallic. 

To match there are 19-inch cross-spoke
wheels painted in titanium grey and accen-

tuated with a petrol  green r im flange.
Further equipment includes the Night pack-
age, the AMG Performance seats, the AMG
Exclusive package plus the AMG DYNAMIC
PLUS package. 

Exclusive interior with 
motorsport citations

The interior also radiates a racing atmos-
phere. The exclusive distinguishing feature is a

high-quality badge on the lid of the stowage
compartment with the official lettering of the
MERCEDES AMG PETRONAS Formula One Team.
The electronically adjustable Performance
sports seats in leather/DINAMICA microfibre
offer increased lateral support even in fast,
dynamic bends and immediately attract atten-
tion with their exclusive striped design. The fine
petrol green topstitching on the armrests and
dashboard, the petrol green rings in the air
vents plus the seat belts, also with petrol green
highlight strips, round off the high-quality
impression. The Performance steering wheel in
DINAMICA microfibre boasts petrol green top-
stitching and a 12 o’clock mark in the same
colour. 

The MERCEDES AMG PETRONAS 2015 World
Champion Edition is celebrating its world pre-
miere as part of the Abu Dhabi Grand Prix in Yas
Marina on 26 November 2015 and from January
2016 it will be available for a limited time, until
May 2016. The price in Germany is 65,402.40
euros (incl. 19% VAT), 66,818.50 euros in con-
junction with the designo mountain grey mag-
no matt paint. With a maximum output of 280
kW (381 hp), the Mercedes-AMG A 45 4MATIC is
the most powerful compact athlete in the
world. Thanks to the standard-fit AMG
Performance all-wheel drive and the front axle
differential lock, the special edition brings pow-
er to the road slip-free: 100 km/h is already
reached from a standstill in 4.2 seconds. 

Adyton One plans to 
expand presence in 
the GCC regions 

KUWAIT: Adyton One general trading -a company that
deals with unique and high quality Food and Beverage
Products, have developed great plans to expand their

presence in the UAE and
GCC regions. Founded in
the recent year of 2012 the
company has already
reached great success and is
keeping its word on becom-
ing a world leader by rapidly
implementing its plan to
expand; ensuring quality
products are readily avail-
able for consumers. Adyton
One is proudly in partner-
ship with The Armed Forces

Cooperative Society, and as a part of HH Sheikh
Mohammad Establishment giving the company momen-
tum to uphold its high standards. 

A major part of the swiftly growing success of Adyton
One is its great devotion in providing only the finest quali-
ty products to its consumers. Its long list of products
include; Waiwera Water, Birk Drinks, Barambo Chocolate,
and Zedazeni Drink in addition they also have canned and
raw food materials including grain, rice and lentils which
are provided to the armed forces cooperative society. The
company remains developing the capabilities that have
been built up over the years and will continue to create a
range of unique products to satisfy their customer’s needs

The Food and Beverage Industry has witnessed high
growth rates over the last five years and is expected to
continue over the next four years. This indicates that there
will be an eight percent growth rate annually. The Food
and Beverage Retail Market is the fastest growing sector
of The UAE’s economy and is expected to reach a worth of
10 billion dollars by the end of 2016, verifying that the
Food and Beverage segment leads the UAE Retail Sector.

Committed to giving consumers even tastier products
that are loved all over the world, Ahmed Al Raeesi,
Founder and CEO of AdytonOne said, ‘People are starting
to educate themselves on what is healthy and good for
them, living a healthy lifestyle is on the forefront of every-
body’s mind, so in actual fact the success of the company
has grown itself’. - Ahmed Al Raeesi also hinted to keep
our eyes open for the launch of a prestigious product that
is expected to take the UAE by storm.

Mercedes celebrates world title with AMG A 45 4MATIC


