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Henkel worldwide 2007

¶Sales 13,074 Mio. ú ¶125 Countries¶Over 55,000 Employees
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Three Areas of Competence
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A sustainable business model é
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é has to focus on the entire value chain
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Improvements in the 

entire value chain by 

switching from normal to 

concentrated detergent:

u Reduction of pack-

aging material by 90 %

u 50 % reduced 

handling cost due to 

less number of pallets 

needed

u 400,000 km less truck 

km/year for the main 

format 

é has to focus on the entire value chain

CO2-Emissions Persil Universal Powder vs. Megaperls
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Č Reduction of 

packaging

material by 90%

Č Reduction of  

handling cost by

more than 50%

Č 400,000 km less

truck  km/year

Č Reduction of energy 

consumption by 

switching to lower

washing  

temperatures

A sustainable business model é



6

Sustainability in laundry washing: 

Progress from 1978 to 2008
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Sustainability in laundry washing: 
Example Germany: 

Reduction of CO2 emissions

Progress in textile washing 

since 1970 means:

¶2,700 Gigawatt hours* 

less electricity 

consumed, equivalent to 

¶a reduction of

1.5 millions tons*

in carbon dioxide 

emissions

* per annum, based on about 1.3 billion 

loads of laundry washed with Henkel 

detergents in Germany


