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Agenda
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Å Fiskars Group and operationally 
independent Business Areas

Å Tariffs & mitigation eGxecuting 
with speed

Å We focus on matters in our own 
hands: category expansion for 
demand creation 

Å Q&A

JUSSI SIITONEN, CFO
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Fiskars Group 
and operationally 
independent 
Business Areas
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Pioneering design to make the everyday extraordinaryg global 
home of design-driven brands for indoor and outdoor living

Est. 1649 Est. 1904 Est. 1775 Est. 1759

Est. 1783Est. 1881Est. 1939 Arabia est. 1873



Fiskars and Vita: Operationally independent Business Areas 
with strong fundamentals

VITAFISKARS
Iconic, desirable brands in 

high -end homeware
Functional innovation for 

gardening, outdoor and creating

EUR mill ion

601.7
LTM Q2 2025

Net sales

EUR mill ion

39.5
LTM Q2 2025

Comparable EBIT

EUR mill ion

535.6
LTM Q2 2025 

Net sales

EUR mill ion

70.1
LTM Q2 2025

Comparable EBIT

Rigorous performance management тfund allocation for growth, profitability and cash

SEPTEMBER 20255
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52%48% Direct
Indirect

97%

3%

Direct

Indirect

55%35%

10%

Europe
Asia-

Pacific

Americas

47% 50%

4%

Asia-Pacific

Europe

Americas

CHANNELS

Different business drivers: BA Fiskars is a key partner to top 
ɋȉɕǰȟȯȉɋɎ , ¯ȟɕǰ Ɏ Ɉɋȉȴȟɘȴ ǾɋǰȵȅɎ ȜǰϠȉ ȜȟȖȜ 3 - ɈɋȉɎȉȵǿȉ

Note: Net sales related figures LTM Q2 2025

GEOGRAPHIES

VITA

FISKARS



Different P&L profiles BA Fiskars demonstrates high SG&A 
efficiency, BA Vita weighed by DTC OPEX structure
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Vita

Fiskars

Group

55.9 %

39.0 %

48.0 %

GROSS MARGIN

43.0 %

21.1%

34.1%

6.6%

13.1%

8.5%

SG&A AND MARGKETING EBIT  MARGIN

Figures: LTM Q2 2025



Fiskars Vita Other

40% 60% 0%

15% 50% 35%

15% 45% 40%

5% 85% 10%

1% 99% 0%
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ROCE: Capital employedstructure highlights different 
BusinessArearoles

285
(24%)

136
(11%)

224
(19%)

347
(29%)

219
(18%)

Jun- 25

NWC

Capitalized
Leases

PPE and 
Bio Assets

Other
Intangibles

Goodwill

1,210

0.0X

3.0X

Vita

Fiskars

Group

0%

15%

Vita

Fiskars

Group

0%

40%

Vita

Fiskars

Group

×CAPITAL EMPLOYED (EURM) BY B USINESS AREA CAPITAL 
TURNOVER (LTM)

LTM EBIT 
MARGIN (%)

LTM ROCE (%)
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New way of operating enables speed of 
execution, and is a key enabler for future 
growth

Full business 
accountability

End- to -end responsible 
business CEOs, improved 

flexibility and speed

Independent  legal  
entities

Enable structural 
optionality

Dedication

Accelerate differing 
growth opportunities ᴳ
make big brands bigger

Transparency and 
measurability

More precise target 
setting and capital 

allocation
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Tariffs and 
mitigation 
executing with 
speed



Navigating U.S. market headwinds
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Tariffs levels at 
historic highs:

Trade -weighted U.S. 
tariffs reached 18.5% 
as of Aug 2025 tGhe 
highest since 1934 1

Consumer sentiment 
dropped in August 3:

Growing inflation 
concerns, postponing 
discretionary spend

Growth has 
downshifted:

Real 2025 H1 GDP 
growth slowed to 1.2% 

from 2.8 in 2024 1

Inflation persistently 
above target:

Inflation +2.9% in 
August 2, tariffs now 

showing in some 
goods prices

Sources: 1) McKinsey, 2) U.S. Bureau of Labor Statistics, 3) University of Michigan consumer sentiment index



Introduction to tariffs: factors affecting customs duties are 
multifaceted
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Å Every product is classified under a Harmonized 
System (HS) or Combined Nomenclature (CN) code
ể Determines which tariff rate applies to the 

product
Å Processing of the product may lead to a change in 

the product code
Å Eventual e xemptions / exclusions may occur

Å Defines where a product is considered to be made
ể Directly affects e.g. tariff rates and trade 

restrictions
Å Processing of the product in another country may 

lead to change in the country of origin

Å Recent rapid changes in tariff percentages and 
scopes of application are challenging for both 
companies and the U.S. customs administration 

Å Typically, the decisive point of time for application 
of new percentages is the time when the products 
are loaded onto a vessel at the port of loading and 
in transit on the final mode

Å Customs valuation rules are determined in the 
importing country

Å Transaction value as the most common method 
(includes cost of goods, freight, insurance, packing 
and handling charges, assists, adjustments)

Å First Sale Rule in some countries

PRODUCT COUNTRY OF ORIGIN

VALUE TIMING
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Exposure

Å U.S. exposure heavy with 
Fiskars BA: ~ 30% of Fiskars 
Group's net sales, ~ 50% of 
^ϒα˥̵ʢααầ ΒʢȶầÇ˥α̉ȶΒαᵊầ̵ʢςầ
sales, ~ 10% of Business Area 
ȃ˥ςȶᵊαầ̵ʢςầαȶ̑ʢα

Åă̵ʐ˥Βʢʄςầ̮ȶΒ̉ʢςầʢ˃˃ʢʄςαẶầ
materializing: Retailer 
demand and inventory 
behavior affected more 
rapidly than anticipated

Tariff impacts & response: Focus on market 
share and cashflow 

Actions

Åq˥ΒʢʄςầςȶΒ˥˃˃ầ˥̮ΆȶʄςẶαầʢЀΆʢʄςʢʐầ
to be mitigated: Agile response 
through ongoing productivity 
initiatives and pricing 
adjustments Ą benefits from H2 
onwards

ÅÇͅʄϒαẶầ̵ͅầ̮ȶ˥̵ςȶ˥̵˥̵ˈầ
competitive position: Prioritizing 
market share and cash flow

Å Rebasing sourcing : Measures to 
optimize its supply chain in the 
long term            



Tariffs more pronounced with BA Fiskars, SG&A 
improvements mitigating impacts
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-10

0

10

H1- 24 Sales 
Volume

GM Tariff 
impact

Marketing SG&A Other
Income

H1- 25

1.6

-6.5

- 8.0

14

H1 2025 BA V ITA  EBIT  EXCL.  IAC BRIDGE,  EURm

20

40

60

H1- 24 Sales 
Volume

GM Tariff 
impact

Marketing SG&A Other
Income

H1- 25

51.7

44.6

- 7.2

H1 2025 BA F ISKARS EBIT  EXCL.  IAC BRIDGE,  EURm
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We focus on matters 
in our own hands: 
Category expansion 
for demand creation 
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Pet ownership rising 
globally 7G1% of U.S. 
households and 46% of 
EU households own at 
least one pet

Extensive cutting know -
how and brand equity 
harnessed for a new 
category

Millennials largest group 
of pet owners, Gen Z 
growing fastest: both see 
pets as family and are 
more brand - driven than 
older generations

Full collection of high -
quality, ergonomic pet 
tools from a brand 
consumers trust

rȉɕ -ǰɋȉ ɈȯǰϧɎ Ȼȵ AȟɎȭǰɋɎ ɎɕɋȉȵȖɕȜɎ ǰȵȅ ȕǰϠȻɋǰǾȯȉ ǿȻȵɎɘȴȉɋ
trends



Get to know Business Area Fiskars event

November 11, 2025, at Fiskars Group Campus in Espoo, 
Finland.

This afternoon event will offer:

Å A deep dive into Business Area Fiskars

Å A first look at exciting new innovations and category 
expansions

Å Live demos and insights into how Fiskars brings 
purposeful design to everyday life

Reach out to investors@fiskars.com to join!
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Discover Business Area 
Fiskars with a first look at 
brand new innovations

mailto:investors@fiskars.com
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Thank you! 
Questions?



Appendix
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Product Details

Fiskars Pet  Care

5 Point grip 
allows for 
ultimate 
control

Round tip 
protects 
delicate areas; 
ideal for 
trimming hair 
around face & 
paws

SoftGrip 
handles 
deliver 

ultimate 
comfort for 

cutting

Premium stainless -
steel blades deliver 

superior cutting Ideal for 
thinning, 

blending and 
texturizing fur

Detailing
Scissors

Trimming
Scissors

Blending
Scissors

Precision 
blade 

grinding 
ensures 

smooth and 
consistent 

cut

Semi -circular 
blade shape 
ideal for
visibility while
trimming nails

SoftGrip 
handles 
deliver 

ultimate 
comfort for 

cutting

Premium 
stainless -steel 
blades deliver 

superior 
cutting 

performance

5 Point grip 
allows for 
ultimate 
control

Small Nail Clippers Nail Clippers

For inspiration only

For inspiration only
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Product Details (cont.)

Fiskars Pet Care

Nail File Storage Bag

Conveniently 
store 
grooming tools

SoftGrip 
handles 
deliver 
ultimate 
comfort & 
control

Hooked blades cut through 
matted and tangled fur

Wider -spaced 
teeth find and 
gently comb 
out tangles for 
a finished look

Curved brush head and 
rounded tip bristles ideal for 

gentle brushing
Silicone bristles massage down to the 

skin and removes loose hairs.

Wide Toothed 
Comb

Dematting Rake Slicker Brush Massage Brush

Contoured 
shape allows 
for fast and 
easy nail 
smoothing.

For inspiration only

For inspiration only
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Product Performance

Fiskars Pet  Care

Å Fractures the nail abruptly, often 
startling the animal

Å Can result in a jagged cut if the 
animal startles or pulls away

Å Nail clipping flies off due to 
sudden impact and is hard to 
locate for clean up

Hover over each image to play video

Å Cuts with a smooth, subtle slice 
barely noticeable to the animal 

and user

Å Provides a calm experience and 
a cleaner, more precise cut.

Å Nail clipping stays engaged or 
gently releases for easy removal 

and clean up

Fiskars Other Brand
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Well-balanced footprint with ~30% of net sales from the U.S. 
and 20% from Asia

Global presence  + 100 countries

~500 own stores 

+ 60 own e - commerce stores

7,000 employees

13 own manufacturing units

Own manufacturing units Fiskars Headquarters

Own manufacturing units Vita

~50 ~100

~100

~70

~130

~20

~20

China Japan

Australia

Rest of APAC

Continental 
Europe

Own stores (incl. concessions)

Nordics

UK & 
Ireland

NORTH AMERICA
~30% of net sales

EUROPE
~50% of net sales

APAC
~20% of net sales



Direct - to -Consumer

U.S.

Commercial excellence

TRANSFORMATION 
LEVERS

ENABLERS

China

LOGIC
WE FOCUS ON WINNING:

CountriesChannelsBrands

SUSTAINABILITYDIGITAL INNOVATION 
& DESIGNPEOPLE

SEPTEMBER 2025

Evolving  our  
operating model  G

bkrands  first ᵏầapproach

Sharpened  portfolio 
logic   Gclear  roles  for 

each  brand

Transformation 
levers making  our  

foundation  stronger
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Our clear Growth Strategy sets the framework for the choices we make
 we are increasingly value-driven



Transformation levers laying down the foundation for future 
growth
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43.3%

21

44.9%

22

46.8%

23 24 LTM 
Q2 
25

2025

48.8%

48.0%

>49%

SHARE OF DTC SALES HAS 
GROWN STEADILY 

18%
21%

25%
28% 29%

41%

47%
50% 52%

21

42%

22 23 24 LTM 
Q2 
25

2025

Share of Group net sales

Share of Vita net sales

>50%

32

48

56 56 57 56

21 22 23 24 LTM 
Q2 
24

LTM 
Q2 
25

CAGR +20% - 1%

CHINA NET SALES HA VE MORE 
THAN TRIPLED FROM 202 0
EURm

U.S. NET SALES DECLINED 
IN 2023 *
EURm

374
404

336 321 325 311

21 22 23 24 LTM 
Q2 
24

LTM 
Q2 
25

CAGR - 5%

- 4%

GROSS MARGIN HAS 
IMPROVED CLEARLY 

*Net sales in 202 1-2022 excluding 
US Watering business, which was 
divested in February 2022.

>3 0%



Clear portfolio roles for each brand with investmentsand 
resources allocated accordingly
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Local/ Tactical
Potential

Global

Turn-around

Winning

Relative  
performance

AccelerateMaximise  
potential

Optimize

Utilize  
tactically

Anchor

Tacti-
cal*

MAKE THE BIG BRANDS BIGGER

Å Accelerate : Over- invest to grow 
DTC first, across key cities & 
categories

Å Anchor : Unlock  Fiskars brand  
potential , and focus

DRIVE VALUE CREATION 
AS PER BRAND ROLE

Å Maximise  potential : Self- funded  
growth

Å Optimize : Profit  first  to step  up 
performance

Å Utilize  tactically : Complement  
brand  portfolio locally

Three large
luxury brands

Four  big  
brands  70% 

of sales

The size of the bubble demonstrates the size of the brand in terms of net sales
* Tactical brands: Arabia, Rörstrand , Royal Doulton, Royal Albert 



Group

Group Business 
Services

BA 
Terra
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202 0 :
BAs as product owner, part of 

Group - wide matr ix organization

2023 :
BAs as business owner, 

P&L accountable

BA 
Crea

BA 
Vita

Brand, marketing & 
communications 

Global Sales

Supply Chain

IT

Group Functions

Scalable platforms

Group

BA 
Fiskars

BA 
Vita

FEBRUARY 1, 2025:
BAs as operationally independent 

subsidiaries with own CEOs

Fiskars Vita

< 1%

% Approx . share  of headcount

< 3%

Next step of transformation journey: CȻȴɈȯȉɕȟȵȖ ǾɋǰȵȅɎ ȕȟɋɎɕ
approach by separatingBusiness Areas into independent subsidiaries
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We remain committed to sustainability  good progress in 
circularity and emissions targets

ENVIRONMENTAL 

Inclusion Experience 
within the top 10% of 

global high -performing 
companies *

Zero harm with 
zero LTAF 

(Lost time accident 
frequency) 

SOCIAL 

1-6/2025

3.3
Target

0
Apr  

2025

77
Target

80

**M easured in connection to the 
employee engagement survey. Latest 
survey done for all employees  in Q2

1-6/2024: 2.8 May 2024: 77
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Net sales from 
circular products 

and services

% suppliers by spend
have science -based 

targets 

50% 
in 2030 

Emissions from 
own operations
(Scope 1 & 2)

- 60% 
in 2030 

8 0% 
in 2029 

Base year
2021

Base year
2017

Target set
2020

1-6/ 2025

29%
1-6/ 2025

- 59%
1-6/2025

65 %

1-6/2024: 24% 1-6/2024: -54% 31.3.2025: 64%

- 30% 
in 2030 

2024

- 4 4 %*
Base year 
2018

Emissions from 
transportation 

and distribution 
(Scope 3)

2023: -46 %

* Lower  shipment  levels  partially  impacted  the  decrease
** The target score is updated every six months with the latest data and might change depending on how the global benchmark deve lop s. 



Two strong Business Areas (BA) with design-driven brands for both 
indoor and outdoor living 

KEY 
CATEGORIES

KEY BRANDS

VITA

Tableware Drinkware Interior Jewelry

FISKARS

Gardening Outdoor Cooking Scissors Creating

BUSINESS 
AREAS

SHARE OF 
NET SALES* 52%47%

*remaining 1% of net sales from Other segment
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 Ȝȉ £ x ȕȻɋȴɎ ǰ ɎɘǾɎɕǰȵɕȟǰȯ ɈȻɋɕȟȻȵ Ȼȕ AȟɎȭǰɋɎ , Ɏ ǾɘɎȟȵȉɎɎ
the majority of products are sourced from Asia

47%USA

53%RoW

249

280

- 3.9%

- 4.9%

- 3.0%
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9%USA

91%RoW

56

539

+2.3%

- 15.7%

+4.6%

27%USA

73%RoW

305

821

- 0.9%

- 7.1%

+1.6%

Fiskars

Vita

Group

Å Mainly Asian based sourcing (China, Vietnam, 
Taiwan, Korea)

Å Certain products from own factories in Europe 
(FIN, POL)

Å Big Box customers

Å Glass/Crystalware from own factories in 
Europe (FIN,SLO)

Å Ceramics mainly from Asia (sourcing / own 
factories)

Å Department stores

vs. LTM June-24 (%)Net Sales, LTM June-25 (EURm)
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Q2 2025


