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Disclaimer 

This presentation contains forward looking statements which are based on the managementôs current estimates with 

regard to future developments. Such statements are subject to risks and uncertainties which are beyond Leifheitôs 

ability to control or estimate precisely, such as statements on the future market environment and economic conditions, 

the behavior of other market participants and government measures. 

If one of these uncertain or unforeseeable factors occurs or the assumptions on which these statements are based 

prove inaccurate, actual results could differ materially from the results cited explicitly or contained implicitly in these 

statements. Leifheit neither intends to, nor does it accept any specific obligation to update forward-looking statements 

to reflect events or developments after the date of this presentation. 

Leifheit AG shall not assume any warranty for the information provided in this presentation being up-to-date, accurate, 

complete or of good quality or for the suitability of the information for specific purposes. 

Any liability of Leifheit AG for loss caused by the use or non-use of the information provided or by wrong or incomplete 

information is excluded.  
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Agenda 

Á Introduction to Leifheit 

ÁHighlights Financial Year 2017 

ÁFinancial Figures 2017 

ÁStrategy ñLeifheit 2020ò and Key Initiatives 2018 

Á Investment Highlights 

ÁForecast Financial Year 2018 

ÁAnnex  
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Leifheit Group 
 

ñWe are your leading experts for solutions that make 

your everyday life at home more easy and convenientò 

Introduction to Leifheit 

Brand Business 

(~ 85% of turnover) 

Volume Business 

(~ 15% of turnover) 

Project 

Business 

Á Distribution in international markets 

Á Product categories: Cleaning, Laundry Care, Kitchen goods, Wellbeing 

Á High-quality branded products with a high degree of 

consumer benefit, mid to upper price segment 

Á Consistent brand management 

Á Systematic processes for innovation and market launch 

Á Products in mid-price range 

Á Customer-specific product 

development 

Á Strong service component 
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Wellbeing 
Soehnle is a leading brand supplier for kitchen and  

bathroom scales. Air Treatment, medical products and  

wearables are complementary new assortments for a  

modern lifestyle.  

 

Laundry care  
Whether itôs laundry dryers for the house or rotary  

dryers for the garden, an ironing board or a steam  

ironing system ï Leifheit ensures fresh, clean and  

well-kept laundry. 

Cleaning  
Leifheit has an easy and convenient solution for  

every cleaning demand. Our high quality  

cleaning products can be flexibly combined. 

Kitchen goods 
Opening, cooking, cutting or storing ï Leifheitôs  

kitchen accessories simplify work and keep hands 

and kitchen clean. 

Offering products in four categories 
Introduction to Leifheit 
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TOP-10 clients (50 % of turnover) 

Distributing in leading distribution channels 

Turnover by distribution channel1 
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1 Others includes contract manufacturing 

Introduction to Leifheit 

https://upload.wikimedia.org/wikipedia/commons/e/e7/Logo_Edeka.svg
http://www.google.de/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjKgqnixYvWAhWDYlAKHV3ED54QjRwIBw&url=http://www.groupe-auchan.com/en/who-is-auchan/news/news-detail/?no_cache=1&tx_ttnews[tt_news]=223&psig=AFQjCNGnQux6qd1RAO64b9tgj8yFR4-RgQ&ust=1504614981675086
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La Loupe/F (Herby) 

Á About 80 employees 

Á Manufacturing of wall and tower dryers 

 

Paris/F (Leifheit/Birambeau) 
Á About 80 employees 

Á Marketing, sales  
and administration 

Blatná/CZ (Leifheit) 
ÁAbout 480 employees 

ÁManufacturing of tower 
dryers, wall dryers as well  
as floor wipers  

ÁLogistic center  
Eastern Europe 

Zuzenhausen/D (Leifheit) 
Á About 120 employees 

Á Logistics center 

Nassau/D (Leifheit/Soehnle) 
Á About 320 employees 

Á Marketing, sales, development, quality 
assurance, central administration 

Á Manufacturing of rotary dryers, 
vacuum jugs, roll holders and floor 
wipers  

Operating in more than 80 countries  

with 15 own branches 

 
 
Head office and 
branches 
 
Sales region 

 
 

Introduction to Leifheit 
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Company grounds: 108,000 square meters 

Built-up area:  20,000 square meters 

Employees:  approx. 480 

Fabrication:  Metal production with powder-coating, injection moulding 

  production, textile production 

Main product groups:  dryers, ironing boards, cleaning products 

Storage Capacity: 5,000 pallets 

Distribution Capacity:  180 cubic meters (each day) 

 

  

Company grounds: 61,000 square meters 

Built-up area:  26,000 square meters 

Employees:  approx. 320 

Fabrication:  automatic production lines, injection molding production 

Main product groups:  dryers (Linomatic), cleaning and kitchen products  

Nassau/Germany: headquarter, marketing, R&D, sales, administration, production
  

Three main Group sites 

  

Company grounds: 85,000 square meters 

Built-up area:  41,000 square meters 

Employees:  approx. 120 

Storage Capacity: approx. 48,000 pallets 

Distribution Capacity:  1,000 cubic meters (each day) 

 

  

Zuzenhausen/Germany: logistic center    

Blatná/Czech republic: main production facility and logistic center Eastern Europe 
  

Introduction to Leifheit 
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Unexpected challenges impact turnover and EBIT 
Highlights Financial Year 2017 

Á Operational performance affected by special effects 

- While Q1 and Q3 turnover remained behind previous yearôs results,  

Q2 and Q4 saw the anticipated growth 

- Group turnover in 2017 almost stable compared to previous year 

- Good performance in Germany and Eastern Europe cannot compensate  

the decline in Central Europe and Overseas 

- EBIT affected particularly by unexpected negative foreign currency effects  

and increased material prices as well as by planned one-off effects from the 

reorganization of the sales organization in Germany 

 

Á Fungibility of Leifheit stock increased 

- Capital increase from company funds in connection with the issuance of bonus 

shares at a 1-to-1 ratio improved liquidity and trade volume as intended 

- Proposing stable ordinary dividend for business year 2017 
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2016 2017 æ 

Group turnover ú m 237.1 236.8 -0.1 % 

Gross margin % 47.5 46.4 -1.1 pps 

Foreign currency results ú m 0.3 -1.5 - 

EBIT ú m 22.1 18.8 -14.8 % 

EBIT adjusted1 ú m 21.8 20.3 -6.9 % 

EBIT margin % 9.3 8.0 -1.3 pps 

EBIT margin adjusted1 % 9.2 8.6 -0.6 pps 

Earnings before taxes (EBT)  ú m 20.6 17.7 -14.0 % 

Net result for the period ú m 14.3 12.9 -11.4 % 

ROCE % 16.3 12.8 - 3.5 pps 

Group results at a glance 

1 Adjusted for foreign currency results due to the valuation at the balance sheet date of financial instruments to hedge future currency risks 

Highlights Financial Year 2017 
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188.1 
195.8 

196.7 

43.7 41.3 40.1 

231.8 
237.1 236.8 

0

25

50

75

100

125

150

175

200

225

250

2015 2016 2017

Volume
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Group turnover by segment 

2015 ï 2017 / in ú m 

Group turnover by region 

2017  

Group turnover almost stable, despite good 

performance in Germany and Eastern Europe 

40.9 % 

43.5 % 

11.7 % 
3.9 % 

Germany

Central Europe

Eastern Europe

Rest of the
World

Á While Q1 and Q3 remained behind expectations,  

Q2 and Q4 saw the anticipated growth 

Á Germany grew by 2.5 % due to a strong performance 

of both brand business and volume business 

Á Eastern European markets again delivered significant 

growth of 11.3 %, driven by double-digit growth in  

the Czech Republic, Ukraine and Romania 

Á Central Europe declined by 4.6 %, driven by  

pressure in France, Luxembourg and Italy, not 

compensated by strong performance in Belgium 

Financial Figures 2017 
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Germany

Central Europe

Eastern Europe

Rest of the World

Turnover Brand Business 
2017 / by region  

Á Brand Business with high quality products by Leifheit and Soehnle  

brands are in the center of ñLeifheit 2020ò growth strategy 

Á Brand Business represents 83.1 % of total sales (2016: 82.6 %) 

Á Substantial growth drivers: cleaning products and laundry care 

Á EBIT impacted by negative foreign currency result, higher  

material prices and planned non-recurring expenses for the  

reorganization of sales organization and higher advertising costs 

Á Increase of employees due to insourcing in Czech Republic  

and to the re-organization of sales organization 

 

 

2016 2017 æ 

Turnover ú m 195.8 196.7 +0.5 % 

Gross margin % 50.2 49.0 -1.2 pps 

Segment result 

(EBIT) 

 

ú m 16.8 14.2 -15.5 % 

Segment result 

(EBIT) adjusted1 
ú m 

16.6 15.1 -9.0 % 

Employees  Pers. 913 1,003 +90 

48.1 % 

3.2 % 

34.6 % 

14.1 % 

Brand Business with modest growth 
Financial Figures 2017 

1 Adjusted for foreign currency results due to the valuation at the balance sheet date of financial instruments to hedge future currency risks 
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Project 

business 

Á Focus on profitability, focused on European markets  

and project business 

Á Strong sales increase in Germany cannot compensate  

for decline in France and USA 

Á Volume Business represents 16.9 % (2016: 17.4 %)  

of group turnover 

Á Shift of employees from Volume to Brand Business 

2016 2017 æ 

Turnover ú m 41.3 40.1 -2.8 % 

Gross margin % 34.8 33.5 -1.3 pps 

Segment result 

(EBIT) 

 

ú m 5.3 4.6 -13.9 % 

Segment result 

(EBIT) adjusted1 

 

ú m 5.2 5.2 -- 

Employees  Pers. 180 165 -15 

Turnover Volume Business 
2017 / by region  

Volume Business suffering from French  

hyper markets development 

Germany

Central Europe

Rest of the World

5.7 % 

86.8 % 

7.5 % 

Financial Figures 2017 

1 Adjusted for foreign currency results due to the valuation at the balance sheet date of financial instruments to hedge future currency risks 
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in ú m  2016 2017 æ 

Cash flow from operating activities 21.8 7.2 -14.6 

Cash flow from investment activities -27.5 -10.7 +16.8 

Cash flow from financing activities -13.0 -13.8 -0.8 

Change in cash and cash equivalents -18.7 -17.3 +1.4 

Change in cash and cash equivalents due  

to exchange rates - - - 

Cash and cash equivalents at the end of reporting period 45.5 28.2 -17.3 

Free cash flow1 14.3 1.5 -12.8 

Operating Cash Flow impacted by rise in working capital 

1 Sum of cash flow from operating activities and investment activities adjusted for financial assets 

in ú m  31.12.2016 31.12.2017 æ 

Cash and Cash equivalents at the end of reporting period 45.5 28.2 -17.3 

Current financial assets  24.0 29.0 +5.0 

Group liquidity 69.5 57.2 -12.3 

Financial liabilities - - - 

69.5 57.2 -12.3 

Financial Figures 2017 

Grund für Rückgang des 

Mittelzuflusses aus der 

betrieblichen Geschäftstätigkeit:   

1. Anstieg des Working 

Capitals: 

ÅZunahme Forderungen 

aus Lieferungen und 

Leistungen  +2,1 Mio ú,  

ÅZunahme Vorräte +2,2 Mio 

ú,  

ÅAbnahme von 

Verbindlichkeiten 

Lieferungen und 

Leistungen um 4,4 Mio ú  

2. Auszahlung langfristiger 

Vorstandsvergütungen von 

6,2 Mio ú. 
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18.6% 
16.4% 16.5% 16.8% 

21.7% 

18.0% 
17.8% 17.8% 

18.9% 

21.8% 

0%

5%

10%

15%

20%

25%

2013 2014 2015 2016 2017

as at 31 Dec quaterly everage

Working Capital mainly impacted by 

decrease in liabilities  

  

 

Á Decrease in liabilities  

from LTI pay-out 

Á Decrease in trade liabilities 

Á Increase in inventories to 

support new product 

launches and new 

customer acquisition 

 

 

Working Capital 

in % of turnover 

Financial Figures 2017 
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Investments Depreciation

Investments vs. depreciation 
in ú m 

Investments into production and distribution  

in Eastern Europe 

Investments 2017: 

Áú 6.7 m in fixed assets  

(2016: ú 6.6 m), mainly in 

new production equipment 

and the logistics center 

Eastern Europe  

Áú 1.1 m (2016: ú 1.2 m) 

in intangible assets  

(mainly software/product- 

and customer oriented 

systems) 

Á Investment ratio 4.5%  

(2016: 4.4%) 

Á Brand Business: ú 6.7 m  

(2016: ú 7.1 m) 

Á Volume Business: ú 1.1 m 

(2016: ú 0.7 m) 

3.6 

6.8 
6.2 

6.3 
7.1 

5.8 

7.8 

6.2 

7.8 

6.4 

Financial Figures 2017 
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Continuous strong capital structure  

and financial flexibility 

Equity/-ratio1 

31 December, in ú m 

Cash, cash equivalents and  

short-term financial assets 
in ú m  

94.7 94.8 

106.7 104.6 
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2013 2014 2015 2016 2017

Equity Equity ratio

42.5 % 
44.9 % 

43.7 % 43.8 % 
46.5 % 

1 from 2012 according to IAS 19  

Financial Figures 2017 
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Employees by segment 
31 December 

913 1,003 

180 
165 

1,093 

1,168 

0

200

400
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1200

2016 2017

Volume
business

Brand
business

Employees by region 
31 December 2017 

Sales and R&D teams further strengthened 

37.9% 

42.8% 

14.0% 

5.3% 

Germany

Czech Republic

France

Other Countries

Á Reallocation of staff from volume business  

to brand business due to completion of  

contract manufacturing  

Á Sales, R&D and technical capacities  

further strengthened 

ÁLeifheit again ñTop Employer Midsized  

Germany 2018ò 

Financial Figures 2017 
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Proposal to the Annual General Meeting  

on May 30, 2018: stable ordinary dividend 

Financial Figures 2017 

Á In 2017, Leifheit AG carried out a capital increase from company funds with the 

issuance of bonus shares at a 1-to-1 ratio. The capital increase was carried out by 

issuing 5,000,000 new shares (bonus shares) 

 

Á Board of Management and Supervisory Board propose appropriating the  

Leifheit AG balance sheet profit of 10.000.000 ú as follows: 

Á Dividend of ú 1.05 per eligible no-par-value bearer share  
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Á Continuous attractiveness for investors  

due to high free float of 76.7 %  

Á Share price performance in 2017 at  

approx. -1%, throughout the past ten  

years at a CAGR of approx. +15 % 
 

2017:   3.8%
2 

2016:   5.1%
 

2015:   5.6% 

2014:  3.9% 

 

2013:   5.3% 

2012:   5.2% 

2011:   6.3% 

2010:   5.6%
3 

 1  Based on the particular closing price at year-end 

2  Proposed dividend for 2017 

3  Plus special dividend on disposals 

Á Above average dividend yield1:  

Long-term performance and shareholder-oriented 

dividend policy is fundamental for stock attractiveness 

0%

100%

200%

300%

400%

500%

600%

Leifheit SDAX

+ 272 % 

+ 136 % 

80%

90%

100%

110%

120%

130%

140%

150%

 January  March  May  July  September  November

Leifheit SDAX

10 year price performance 

Period: 1 January 2008 to 15 March 2018 

Price performance 2017 

Period: 1 January 2017 to 31 December 2017 

- 1 % 

+ 25 % 

Financial Figures 2017 
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Leifheitôs vision for 2020 

 

ñWe are your leading experts 
for solutions, that make your 
everyday life at home more 
easy and convenient.ò 

Strategy ñLeifheit 2020ò sharpened - Key Initiatives 2018 
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Á Strengthen our existing assortment, accelerate development of new products 

Á Sales force effectiveness / efficiency program 

Á Increase efficiency in structure and value chain 

Á Foreign currency risk reduction by rolling exchange rate hedging system  

with closer coordination to the planning period 

Á Digitalization as an integral part of the strategy 

Á Positioning of brands in the digital media 

Á Further strengthen E-Commerce position 

Á Connected products and services 

Á Digital processes and efficiency  

 

 

2018: implementation of important future-oriented projects that  

will strengthen our mid-term comprehensiveness and significantly 

improve profitability in the future. 

 

 

Strategy ĂLeifheit 2020ñ sharpened -  

Better use of the opportunities of digitalization 

Strategy ñLeifheit 2020ò sharpened - Key Initiatives 2018 
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New products (20 ï 30 % of annual turnover growth)  

 

ÁOutcome of the new product pipeline defined until 2020 

ÁBased on the mega trends relevant for Leifheit: 

ÁFading of traditional gender rolls 

ÁElectrification 

ÁDigitalization & connectivity 

ÁBased on Leifheit consumer segmentation 

ÁNew product development closer to existing assortments 

ÁDifferent innovation streams by grade of technical change / newness of application 

 

 

Vectors of growth: New products vs existing business 

 

Strategy ñLeifheit 2020ò sharpened - Key Initiatives 2018 
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Strategy ñLeifheit 2020ò and Key Initiatives 2017/2018 

CleanTenso ï hygienically clean without chemicals 
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Strategy ñLeifheit 2020ò and Key Initiatives 2017/2018 

Wireless, absorbent and always ready to hand  

 

 


