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Q2 2012 
Highlights 



Q2: Consistent performance and steady progress in 
strategy execution 

Net sales steady at  
201.1 MEUR, + 0% 

EBIT  
19.7 MEUR, +4 %  
boosted by both 

segments 

Strategic steps: 
EMEA financial 

service center and 
sales organization 

 

School, Office and 
Craft continued on a 

good track 
 

In the Americas, 
Garden sales 

recovered 
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Q2 
Business review 

Fiskars Q2 2012 



Operating environment in Q2 

ÅEconomic climate weakened in Europe, impacting retailers and consumers in many 

markets. The Nordic markets continued more stable than Southern Europe.  

ÅIn many European countries garden-related retail suffered from unusually poor and rainy 

weather. 

 

ÅIn the Americas, confidence among consumers deteriorated  

ÅSpending at retail declined quarter to quarter, still remaining higher than previous year. 

Warmer weather helped DIY and garden retailers, some of which continued to work down 

inventories from previous yearôs poor garden selling season. 
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School, Office and Craft on a good track  
Q2/2012 

ÅSales for home products below 2011 levels as sales 

declined in key Nordic markets and Southern 

Europe 

ÅExports to Eastern Europe and Asia developed 

positively 

ÅNew distribution for both Living and Kitchen 

 

ÅSchool, Office and Craft products (SOC) continued 

on a good track with growth across main accounts 

ÅCrafting novelties well-received 

 

 

 

 

78,8 
95,6 

62,9 
73,5 

0,0 

HOME 
Modern Scandinavian design 

products for the kitchen, table, living 

room and school, office and craft 

 

75.8 MEUR net sales  +3% 

     

    

38% of total sales 
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GARDEN 
 

Ergonomically designed tools for  

gardening and construction 

 

87.3 MEUR net sales, +4% 

 

43% of total sales 

 

 

 

 

 

 

 

Garden sales recovered in the 
Americas 
Q2/2012 

ÅNet sales in Europe suffered from unusually rainy 

weather in most of Europe and decrease of pre-

seasonal snow tool sales 

ÅFiskars performed above market and strengthened its 

position 

ÅFiskars France awarded by the trade best garden supplier 

4th time in a row 

 

ÅIn the Americas, Garden sales recovered clearly 

ÅGrowth led by cutting tools, scratch tools and wood 

preparation 

 

 

Page 9 Fiskars Q2 2012 

http://fin-fi.fiskars.com/var/fiskars_emea/storage/images/frontpage/products/wood-preparation/axes/122480-splitting-axe-x25/396906-3-fin-FI/122480-Splitting-Axe-X25_product_main_large.jpg


OUTDOOR 
Innovative, essential products for an 

active lifestyle and durable leisure 

boats 

 

37.3 MEUR net sales,   

 -12% (Excl. Silva -6%)     

 

 19% of total sales 

 

 

 

Mixed performance in Outdoor 
Q2/2012 

ÅIn the Americas, Sales of Outdoor products did not 

reach previous yearôs high levels 

ÅSales decreased in both commercial and 

institutional channels 

 

ÅIn Europe, performance was mixed, with Gerber 

sales growing and boat sales contracting 

ÅEuropean distribution for Gerber progressing  
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Q2 
Spotlight: Refining category strategies 

Fiskars Q2 2012 



Pathway to global growth 

Tomorrowôs 

Fiskars 

2010  Ÿ 

Powering the 

machine 

Å Defining future 

operating and 

business model  

Å Unified processes 

and systems in 

EMEA 

Å Focus and group-

wide integration 

2012 Ÿ 

Gearing for growth 

Å Global ambitions 

Å Refined category 

and brand strategies 

Å New organization - 

Tomorrowôs EMEA: 

Design for Function 

and Growth 

2008-2009 

Fixing the base 

Å New management 

ÅIntegrated 

consumer goods 

company strategy 

introduced 

ÅFirst step towards 

global growth: 360° 

Integration Program 
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TRANSFORMING FOR TOMORROW AND GROWTH 

OUR FUTURE - HOME BA 
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From Nordic to International Consumer Goods Company 
Fiskars Home - Transforming for Tomorrow and Growth 

  

 

 

  Today  Tomorrow 
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Main Activities Main Categories 

 
Product categories aligned with consumer activities 

 

DINING 

INTERIOR 

KITCHENWARE 

COOKWARE 

CREATING 

Preparing 

Cooking 

Creating  Working 

Decorating 

Table 
setting 

Brand 

relevance,      

emotional  

connection to 

activity 
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