
 

Colgate Announces Record 2nd Quarter - Excellent Worldwide Unit Volume Growth - 
Momentum Building in U.S.

New York, New York, July 21, 2004... Colgate-Palmolive Company (NYSE:CL) today announced all-time record operating 
profit, net income and earnings per share in second quarter 2004. Earnings were driven by unit volume growth in all operating 
divisions worldwide. Global sales increased 5.5% excluding divestments, and global unit volume grew 5.0% on the same basis. 
Despite sharply rising material prices, gross profit margin for the Company increased 40 basis points to 55.4%, a second 
quarter record. Operating profit reached an all-time record $584.8 million, up 5% versus second quarter 2003. Operating profit 
margin achieved the same record level of 22.7% set in the year ago quarter. Worldwide dollar sales, as reported including 
divestments, increased 4.5% and volume on the same basis was up 4.0%. 

Net income increased 4% to $373.9 million and diluted earnings per share increased 6.5% to $.66 vs. $.62 in the year ago 
period. This is Colgate's 33rd consecutive quarter of increased net income, earnings per share and gross profit margin. 

Late in the quarter the acquisition of GABA Holding AG, a European oral care company, was completed. The addition of this 
business contributed 0.5% to worldwide sales and volume growth during the quarter. The acquisition had a negative effect on 
earnings of less than $.01 per share during the quarter. 

Reuben Mark, Chairman and CEO said, "We are pleased with the overall strength in the quarter, and are especially 
encouraged by the resurgence of Colgate's U.S. business. Second quarter unit volume growth in the U.S., excluding Simply 
White gel, is the strongest in three years, and this momentum is expected to continue for the balance of the year and into 
2005. The current pace of the business in third quarter is strong and national market shares, particularly for toothpaste, are 
up. Our reinvestment in the U.S. appears to be paying off, which bodes well for U.S. and global results in 2005." 

Commenting further on the Company's worldwide business, Mr. Mark said, "For us and for others, 2004 is a very challenging 
year, with incremental marketing spending in many countries and sharp increases in raw and packing material costs. Despite 
these pressures, we are delighted that worldwide gross margin was up meaningfully in the quarter and the first half, and is 
expected to be up for the year as well. 

"This increase in gross profit, combined with our usual strict cost controls, allowed a very sizable global increase in commercial 
investment behind our core brands. As evidence of the positive effect of this spending, for example, our worldwide toothpaste 
unit volume increased just under 7% during the quarter, well above the Company as a whole." 

As part of Colgate's well-known prioritization strategy, during the quarter the Company sold its detergent businesses in 
Ecuador and Peru to The Procter & Gamble Company. The $15 million gain on this sale was largely offset by the impact of 
previously announced restructurings and changes in distribution networks. The Company has also agreed to sell its detergent 
business in Colombia to Procter & Gamble, subject to regulatory approval. 

Colgate maintained its strong balance sheet with capitalization ratios well within targeted ranges both before and after the 
GABA acquisition. Year to date net cash provided by operations was $644 million, 12% below last year's level. The change is 
due to payment of non-operating one-time capital gains taxes during the period from the sale of European detergents in 2003 
and a short-term increase in finished goods inventory in June 2004 to ensure new product supply in Latin America and the U.S. 
Cash generation is expected to reach last year's record level for full year 2004. 

At 11:00 a.m. ET today, Colgate will host a conference call to elaborate on second quarter results and to discuss the 
Company's ongoing expectations. To access this call as a webcast, please go to Colgate's web site at http://www.colgate.com.  

The following are comments about divisional performance. See attached Geographic Sales Analysis and Segment Information 
schedules for additional information on divisional sales and operating profit. 

North America (23% of Company Sales) 

North American sales declined 2.5% and unit volume was up slightly, somewhat better than expected. These results are 
measured against record sales results in the year ago quarter which were buoyed by strong sales of Colgate Simply White 
tooth whitening gel. Excluding the Simply White comparison, North American unit volume increased 4.5%, with more than 5% 
volume growth in the U.S., continuing the growth momentum seen in recent quarters. Toothpaste unit volume in the U.S. was up 
9% in the quarter. 

North American operating profit declined 12%, as expected, versus the all-time record level in second quarter 2003, reflecting 

http://www.colgate.com/


planned increased commercial spending levels designed to build market share. 

Colgate's leadership of the U.S. toothpaste market grew during the quarter with an ACNielsen national market share of 34.2% 
year to date, 270 basis points ahead of the number two competitor. Colgate's lead has increased in each of the last three 
months. 

Renewed focus on core businesses and increased commercial investment in the U.S. is generating strong volume and market 
share growth. New advertising with strengthened claims in several categories began during the quarter. Volume growth 
exceeded 7% in the key categories of toothpaste, manual toothbrushes, liquid hand soap, body wash and fabric conditioners. 
For the first half of 2004, market shares have increased in 8 of 12 categories from the second half of 2003, reflecting the 
renewed vigor in the business. 

Reaching U.S. store shelves soon is new Colgate Max Fresh toothpaste, the only toothpaste infused with mini breath strips. 
The breath strips dissolve instantly upon brushing, releasing an extra rush of breath freshening power. Initial acceptance of this 
innovative new toothpaste by the retail trade has been strong and key in-store advertising support is planned through all 
classes of trade. 

Europe (24% of Company Sales) 

European sales and unit volume, excluding divestments, grew 11.5% and 7.5%, respectively, during the quarter. The GABA 
acquisition added 2.5% to both sales and volume growth for the region. Healthy volume gains were achieved in the United 
Kingdom, Germany, Spain, Switzerland, Holland, Belgium, Poland, Czech Republic, Russia, Turkey, Romania and Adria. 
European sales as reported, which reflect the divestment of detergents in Europe, the GABA acquisition and the effect of 
foreign exchange, increased 7.0%. Dollar operating profit increased 3% to an all-time record level even after strongly 
increased commercial investment behind Colgate brands. 

Colgate continued to strengthen its toothpaste leadership in Western Europe. Successful new products driving growth include 
Colgate Total Advanced Fresh, Colgate Total Plus Whitening, Colgate Sensitive and Colgate Oxygen toothpastes. Standouts in 
other categories include Colgate Massager and Colgate Sensitive manual toothbrushes, Palmolive Aroma Creme, Palmolive 
Thermal and Palmolive Thermal Spa shower gels, Palmolive deodorant and Soupline Hearts fabric conditioner. 

Contributing to growth throughout Central Europe and Russia are Colgate Total Advanced Fresh, Colgate Propolis and 
Colgate Herbal Propolis toothpastes, Colgate Whitening toothbrush, Palmolive Aroma Creme and Palmolive Thermal Spa 
shower gels, and Ajax Baking Soda & Citrus all purpose cleaner. 

Latin America (21% of Company Sales) 

Economic recovery continues in Latin America. Colgate's strong volume recovery continued, with a 5.0% increase in second 
quarter 2004. Volume gains were achieved by nearly every country in the region including Mexico, Brazil, Argentina, Chile, 
Colombia, Ecuador, Peru, Venezuela, Central America, Bolivia, Paraguay and Uruguay. Dollar sales rose 1.5% reflecting 
negative foreign exchange. Dollar operating profit increased 5%, continuing the positive trend established in the first quarter 
and expected to continue throughout 2004 and into 2005. 

Colgate continues to build its extremely strong Oral Care leadership in Latin America. New products contributing to market 
share gains include Colgate Herbal White, Colgate Sensitive, Colgate Total Plus Whitening, Colgate Triple Action Mild Mint and 
Sorriso Jua Plus Baking Soda toothpastes. Colgate became the Number One brand in manual toothbrushes in the region 
driven by the success of Colgate Navigator Plus and Colgate Massager toothbrushes. Driving growth in other categories are 
Palmolive Aromatherapy bar soap, Palmolive Naturals Milk & Rose shower gel and liquid hand soap, Caprice Specialties 
shampoo and conditioners, Mennen Speed Stick 24/7 multiform deodorants, Fabuloso Passion Fruit liquid cleaner, Ajax 
multipurpose degreaser spray cleaner and Axion Baking Soda and Grapefruit dish paste. 

Asia/Africa (18% of Company Sales) 

Asia/Africa sales and unit volume, excluding divestments, grew 13.0% and 11.0%, respectively, on top of a very strong 
performance in the year ago quarter. Strong volume gains were achieved by China, India, Australia, Hong Kong, Taiwan, 
Malaysia, Philippines, Thailand, Vietnam and South Africa. Asia/Africa sales as reported rose 12.0%, reflecting 10.0% volume 
growth and favorable foreign exchange of 5.5%. Dollar operating profit increased 13% reflecting improved profitability 
combined with strengthened local currencies. 

Successful new products driving growth in Oral Care are Colgate Herbal Salt, Colgate Sensitive, Colgate Total Plus Whitening 
and Darlie Hydro Fresh toothpastes, Colgate Massager and Colgate Designer manual toothbrushes, and Colgate powered 
toothbrushes for kids featuring LOONEY TUNES characters. In China for example, Colgate continues its leadership of the 
toothpaste market with its national ACNielsen market share at 31.9% year to date, over 12 share points ahead of the number 



two competitor. 

New products driving growth in Personal Care include Palmolive Naturals Silky Straight and Palmolive Aromatherapy shampoo, 
Palmolive Aromatherapy Sensual shower gel and Palmolive Naturals bar soap with papaya extracts. 

Hill's Pet Nutrition (14% of Company Sales) 

Innovative new products and veterinary endorsements continue to drive growth at Hill's, the world leader in specialty pet food. 
Unit volume grew 4.0% in second quarter 2004 on top of a very strong performance in the year ago period. Dollar sales rose 
9.0% versus second quarter 2003, reflecting this volume growth, favorable foreign exchange of 3.0% and the effect of a 
domestic price increase. Dollar operating profit increased 9.0% after increased commercial investment. 

New products driving growth in the U.S. specialty retail channel include Science Diet Advanced Protection and Science Diet 
Feline Hairball now available in wet form. Television advertising supporting Science Diet Advanced Protection began during the 
quarter as did targeted activity in support of Science Diet's entire feline product range. 

Internationally, solid volume growth was achieved by Malaysia, Taiwan, Thailand, Russia, Korea, South Africa, Australia, Spain 
and Germany. Science Plan Nature's Best, Prescription Diet Feline m/d, increased promotional activity and distribution gains 
contributed to the strong international results. 

* * * 

About Colgate-Palmolive: Colgate-Palmolive is a leading global consumer products company, tightly focused on Oral Care, 
Personal Care, Home Care and Pet Nutrition. Colgate sells its products in over 200 countries and territories around the world 
under such internationally recognized brand names as Colgate, Palmolive, Mennen, Softsoap, Irish Spring, Protex, Sorriso, 
Kolynos, Ajax, Axion, Soupline, Suavitel and Fab, as well as Hill's Science Diet and Hill's Prescription Diet pet foods. For more 
information about Colgate's global business, visit the Company's website at http://www.colgate.com.  

LOONEY TUNES is a ™ & © of Warner Bros. Entertainment Inc. 

Certain financial measures contained in this release, as noted, exclude results for Colgate Simply White tooth whitening gel. 
Management believes this provides useful information to investors as it allows comparisons of Colgate's other product lines and 
businesses without the impact of Colgate Simply White, sales of which began in the third quarter of 2002. In addition, sales and 
unit volume growth both worldwide and in relevant geographic divisions are discussed in the release both as reported and 
excluding divestments. Management believes this provides useful information to investors as it allows comparisons of sales and 
volume growth from ongoing operations. The Company defines free cash flow before dividends as net cash provided by 
operations less capital expenditures. As management uses this measure to evaluate the Company's ability to satisfy current 
and future obligations, repurchase stock, pay dividends and fund future business opportunities, the Company believes that it 
provides useful information to investors. Free cash flow before dividends is not a measure of cash available for discretionary 
expenditures since the Company has certain non-discretionary obligations such as debt service that are not deducted from the 
measure. Free cash flow before dividends is not a GAAP measurement and may not be comparable to similarly titled measures 
reported by other companies. 

This press release and the related webcast (other than historical information) may contain forward-looking statements. Actual 
events or results may differ materially from those statements. Investors should consult the Company's filings with the Securities 
and Exchange Commission (including the information set forth under the caption "Cautionary Statement on Forward-Looking 
Statements" in the Company's Form 10-K for the year ended December 31, 2003) for information about factors that could 
cause such differences. Copies of these filings may be obtained upon request from the Company's Investor Relations 
Department or the Company's website at http://www.colgate.com.  

See attached tables for second quarter results: 
Condensed Consolidated Statements of Income 
Condensed Consolidated Balance Sheets 
Condensed Consolidated Statements of Cash Flows 
Segment Information 
Geographic Sales Analysis  

http://www.colgate.com/
http://www.colgate.com/
http://investor.colgate.com/NEWS/Q204/CL0721StatInc-963963.pdf
http://investor.colgate.com/NEWS/Q204/CL0721BalSheet-963963.pdf
http://investor.colgate.com/NEWS/Q204/CL0721CashFlow-963963.pdf
http://investor.colgate.com/NEWS/Q204/CL0721SegInfo-963963.pdf
http://investor.colgate.com/NEWS/Q204/CL0721GeoSales-963963.pdf

