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Fiskars Q4 2015: 
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Q4 Net Sales  
  

MEUR 332.8 

+63% 
Comparable net sales (+2.9%) 

 

Q4 EBIT excl. NRI 
  

MEUR 16.8 

+57% 

Q4 Cash flow from 

operating activities 
 

MEUR 61.5 

+28% 

Fiskars Q4 and FY 2015 

English & Crystal 

Living (WWRD) had a 

net positive impact of 

EUR 4.5 million* 

Q4 Operative EPS  

EUR 0.05 (0.09) 

 

Reported EPS 

EUR 0.76 (8.77) 
Includes changes in fair value of 

investment portfolio 

* despite purchase price allocation charges and other 

acquisition related costs, which impact the result in 2015 only 



Fiskars FY 2015: 
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FY Net Sales  
  

MEUR 1,105.0 

+44% 
Comparable net sales (+3.7%) 

 FY Operative EPS  

EUR 0.35 (0.76) 

 

Reported EPS 

EUR 1.04 (9.44) 
Includes changes in fair value of 

investment portfolio 

 

FY EBIT excl. NRI  
  

MEUR 65.1 

+9% 

FY Cash flow from 

operating activities*  
 

MEUR 47.6 

-45% 

Dividend proposal 

by the Board 

 

EUR 0.70  
per share 

Outlook 2016: 

Net Sales and 

adjusted EBIT to 

increase from 

previous year.  
Majority of increase from English & 

Crystal Living (WWRD) 

Fiskars Q4 and FY 2015 

* Including Wärtsilä dividend of MEUR 26.9 in Q1 2014 



3 strong business units  

with global opportunities* 

Category leading brands that 

consumers desire 

9,000 employees  

in over 30 countries 

2015 

Globally balanced business 

Fiskars - A global consumer goods company 
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Market Cap 

EUR million 

1,534.9 

Outdoor 

Living 

Functional 

Net sales  

EUR million 

1,105.0 

365 year heritage 

Americas 

Asia-Pacific 

Europe 

Functional Products, 47% 

Living Products, 41% 

Outdoor Products, 8% 

Other, 4% 

*Including WWRD from July 1, 2015 

*Including WWRD from July 1, 2015 

Europe, 46% 

Asia-Pacific, 10% 

Americas, 40% 

Other, 3% 

Net sales 

EBIT excl. non-recurring items 

EBIT excl. NRI   

EUR million  

65.1 

* Including WWRD from July 2015 



Net sales and profitability development 
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2014 

7.8% 

41.0% 

2013 

9.2% 

40.7% 

2012 

8.4% 

36.7% 

2011 

8.4% 

35.0% 

2010 

8.4% 

35.4% 

2009 

6.1% 

33.5% 

2015 

38.6% 

5.9% 

Net sales 

EBIT excl. NRI 

Gross Profit excl. NRI 

MEUR 

Fiskars transformation journey 
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Moving from complexity towards simplicity 
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SIMPLIFYING  

STRUCTURES 

 

BUILDING COMMON  

PLATFORMS 

 

FOCUSING ON  

CORE BUSINESSES 

FUNCTIONAL 

PRODUCTS 

LIVING 

PRODUCTS 

OUTDOOR 

PRODUCTS 

STRONG 

BRANDS 

ICONIC 

PRODUCTS 

GLOBAL 

AMBITION 



Q4 2015  
Europe & Asia-Pacific    
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Europe & Asia-Pacific in Q4 2015 

Europe 

ÅWeak Q4 for  Functional Products 

ÅDeveloping kitchen category - 

successfully introduced cookware 

products under the Fiskars brand 

in Finland and Denmark, with 

good performance 

ÅThe Outdoor business developed 

favorably in the Europe (UK & 

Scandinavia) 
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Europe & Asia-Pacific in Q4 2015 

Asia-Pacific 

ÅThe Scandinavian Living 

business performed very well in 

both Europe and Asia 

ÅEnglish & Crystal Living sales in 

line with the comparison period 

weighted down by softness in 

Japan 

ÅRetail sales picked up in Korea 

and Taiwan 
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Q4 2015  
Americas    
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