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Q3 2014: Stable performance, big strategic steps 
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Net sales flat,  
178.4 MEUR 

Comparable net sales 
+3% 

Outlook for 2014:  
FY and EBIT excl. 
NRI below 2013 

levels  

EBIT excl. NRI 
16.8 MEUR, +9% 

Sale of Wärtsilä 
shares for 639 MEUR 
completed in October  

Proposed extra 
dividend EUR 2.60 



Acquisition of leading US watering brands Nelson and 

Gilmour 

ÅWatering is globally one of the largest garden categories 

ÅStrategic fit: 

ÅBranded 

ÅCategory leader in an adjacent category 

ÅSynergistic channels 

ÅSales in 2013: $116.7 million (90.3 MEUR) 

ÅNot profitable in 2013 

ÅPurchase price $30 million (23.2 MEUR) 

ÅMain product lines hoses, hose ends, sprinklers, nozzles and watering timers 

ÅGeographic presence: US and Canada 
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Å Role of largest owner in Wärtsilä no longer a part of Fiskars strategy 

Å The transaction enables Fiskars to accelerate its growth as a consumer goods company 

both organically and through strategic acquisitions 

Å Consideration for the shares was EUR 40.55 per share, totalling EUR 639 million 

Å Board of Directors proposes extra dividend of EUR 2.60 per share, or EUR 213 million 

Å Fiskars intends to utilize the remaining proceeds to finance future growth 

Å Meanwhile, the plan is to over time build a diversified medium-risk investment portfolio 

ÅThe investment portfolio will be managed dynamically and reported in the Other segment 

Å Fiskars remaining holding in Wärtsilä is 5.01% 

Å The remaining Wärtsilä shares together with those other financial instruments which will 

form an active investment portfolio will be treated as financial assets at fair value 

through profit or loss  

ÅReported in the Other segment 

ÅThis will increase the volatility of Fiskars financial result. 

 

 
Page 5 Fiskars Q3 2014 

Sale of 8% of Wärtsilä shares to Investor 



A simpler organization in Europe&Asia-Pacific with less 

overlap 

Business region Europe 

  

Business region Asia-Pacific 

 

Business unit Functional Products  

Tools in and around the house 
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Asia-Pacific 

Business unit Living Products 

Leading Scandinavian design 
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European Home and Garden categories reorganized into 

new Business Units 

Living Products 

Leading Scandinavian 

design  

Functional Products 

Tools in and around the 

house 

Outdoor products 

Outdoor equipment for 

purpose 
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Iittala, Royal 

Copenhagen 

Rörstrand, Arabia 

 

Fiskars 

Leborgne, Hackman, 

EbertSankey +local brands 

 

Gerber 

 

B
ra

n
d

s
 

Specialty 

Specialty, department 

stores, own retail &  

e-commmerce  

Intensive 

DIY, garden centers, 

hypermarkets, e-

commerce, food & drug  

Multi 

Sporting goods, mass, 

institutional,  

e-commerce etc. 
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Dining, Interior, 

Glassware, Licensing  

Garden & Yardcare, 

Kitchen, Creating, 

Scissors, Fixing, 

container gardening, 

construction tools 

Essentials, 

Hunting, Fishing, 

Camping, Tactical, 

Military, Industrial,  
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