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Fan tree*
The fan tree (ravenala madagascariensis), also known
as the traveller palm, is the symbol of the Diethelm
Keller Group. The fan tree is not only beautiful; it is
strong, sturdy and enjoys long life. It bends with the
wind but does not yield. The branches and leaves
form a circle, thus embracing all the activities of the
Diethelm Keller Group. The red color reflects the
Swiss heritage, and the fan tree stands for the Groups’
Asian roots. 

The Diethelm Keller Group
– is an internationally active Swiss holding company

of long standing, principally owned by fourth gene-
ration descendants of the founders;

– has been fulfilling a bridge-building role in the ex-
change of products and services between Asia and
Europe for over 140 years and today also operates
own companies in Europe as well as in the Americas;

– employs 24,745 people in four operating units in 
40 countries. In 2005 it generated a consolidated
transaction value of CHF 9,456 million and consoli-
dated net revenues under International Financial
Reporting Standards (IFRS) of CHF 5,807 million.

* The fan tree on the left page was registered as 
a trademark in Saigon by Diethelm & Co. Ltd. in the
late 19th century. Today, the modern version of the fan
tree is the official logo of the Diethelm Keller Group.
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Photography concept
The Diethelm Keller Group plays
a bridge-building role in the
exchange of goods and services
between Asia, Europe and the
Americas. In over 140 years of
business activity, extensive net-
works have been built with
people from the most diverse
cultural backgrounds. The
images in this publication pay
tribute to partnerships that 
have evolved through the gen-
erations.

Commissioned by Diethelm
Keller Holding Ltd., the 
photographs in this Annual
Report were taken by 
Michael Lio. Born in 1977 in
Winterthur, Switzerland, 
where he lives, Lio graduated 
in 2003 from the Hochschule 
für Gestaltung und Kunst
Zürich.



2005: Transition and focus

Dear shareholders,
dear business partners, staff members and friends

Booming markets in Asia, rising expectations in many European
countries and mixed signals in the Americas accompanied the
Diethelm Keller Group throughout 2005. In particular, the eco-
nomic progress in Asia allowed millions of people to improve 
the quality of their lives, providing more career opportunities,
better education and improved health services. In Europe 
hopes of rapidly improving market conditions did not yet mate-
rialize, whereas in the usa the stable growth pattern failed to 
reach all citizens. South America has been experiencing political
change in various countries, with the usual promises of long
expected improvements still to be fulfilled. 

In this environment, dksh Holding Ltd., taking advantage of
opportunities presented by strong economic growth in Asia,
achieved a record performance. Sales and profits grew by double-
digit figures. At year end the company employed 20’695 staff,
1060 more than at the end of 2004. dksh strengthened its market
position in all 35 countries in Asia, Europe and the Americas. 

After a thorough strategic review Diethelm Keller Manage-
ment & Investment Ltd. was renamed Diethelm Keller Brands
Ltd. (dkb). Its portfolio of brand companies was regrouped. 
The Zyliss, Koenig and Turmix subsidiaries were merged to form
dkb Household Ltd., which started operations on April 1, 2006.
The combining of marketing, sales, procurement, logistics, admin-
istration and after sales services is expected to further strengthen
the market position of the three brands. The other brand companies
are bundled in two divisions, Industrial Products and Cleaning
Systems. The review also led, after three years of losses and no
improvement of the local construction market in sight, to the
decision to exit the façade business of Diethelm Keller Engineer-
ing in Singapore.

Diethelm Travel Asia Ltd. achieved strong growth in sales and
profits. The opening of a fully licensed agency in the Kingdom of
Bhutan expanded the Asian network of dta to eight countries.
Furthermore dta started to extend its services beyond Yunnan
province to other parts of China. The broadening of operations
proved successful and holds promises for the future.

While the transaction volume at sta Travel Group increased
slightly, revenues declined by approximately 10%. Margins got
under pressure as well. Facing new marketing models amidst 
a very challenging environment for the airlines industry in general,
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Diethelm Keller Group: Key figures*
(Financial figures in CHF million)

2005 2004 +/– %
Consolidated
transaction value 9,456 7,798 +21

Consolidated sales
under IFRS 5,807 5,183 +12

Employees
at year end 24,745 23,910 +3

Locations
Headquarters: Zürich
International presence: Companies and branch offices 
in 40 countries as well as representatives, franchisees and
licensees in 50 further countries.

* Pursuant to International Financial Reporting
Standards (IFRS), significant parts of our activities
are not classified as revenues. For example, 
while STA Travel sold tickets and other services 
to over 2.5 million passengers representing 
more than 6 million customer transactions and
generated a transaction value with airlines 
and other partners of over CHF 1.5 billion, accord-
ing to IFRS, only the commissions earned on 
these transactions are recognized as Diethelm
Keller revenues.

sta reviewed its branch network which is being tightened 
in response to increasing internet sales.

Our strategy of ensuring long-term success and profitability of
our businesses is pursued with determination. To position the
Diethelm Keller Group brands close to customers and to increase
brand awareness, coupled with tight cost management, remain 
the top priorities. In this spirit Diethelm Keller Group’s four oper-
ating units started the year 2006 vigorously and with encourag-
ing performances.

In early 2006 Diethelm Keller Group reached another mile-
stone in its history: the celebration of 100 years Diethelm
Thailand. The main event was graced by the presence of Her
Royal Highness, Princess Maha Chakri Sirindhorn. The 
country management of dksh Thailand in cooperation with 
dta made the celebration unforgettable. Distinguished 
guests, suppliers and customers from many countries parti-
cipated in the celebration which was a fitting start for the 
next 100 years of continued commitment to the Kingdom of
Thailand by dksh and dta, thus signalling our strong dedica-
tion to Asia. 

Just a few weeks later, dksh’s subsidiary in Japan also remem-
bered its past by celebrating in Tokyo with its business partners
140 years of continuous service to Japan.

My colleagues on the Board of Directors join me in thanking our
staff members throughout our extensive network for the hard 
and dedicated work performed under tough and demanding mar-
ket conditions. Their resolve to judge developments correctly 
and to implement necessary change has made 2005 another year
of progress for Diethelm Keller Group. We thank our busi-
ness partners for their trust and their most valuable cooperation.
Together we will continue to succeed.

Andreas W. Keller
Chairman of the Board of Directors
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Professional standards 
as guiding principle

Diethelm Keller Holding Ltd. is a privately held com-
pany, principally owned by fourth generation descen-
dants of the founders. The four major owners form
the Executive Committee of the Board of Directors of
the Holding Company.

The Diethelm Keller Group is committed to the
principles of good Corporate Governance, has a pro-
fessionally organized Board and applies group-wide
International Financial Reporting Standards (IFRS).

Diethelm Keller Holding Ltd. 
Board of Directors

Andreas W. Keller, Chairman*
Dr. Jean-Pierre Blancpain, Vice Chairman*
Adrian T. Keller, Vice Chairman */**
Jean-Daniel de Schaller*
Walter Ehrbar**
Rudolf Schiess
Dr. Joerg W. Wolle

* Member of the Executive Committee 
of the Board of Directors

** Member of the Audit Committee

Corporate Office
Dr. Markus Braun, Head of Corporate Office
Joe Piaz, Chief Financial Officer 

Auditors
PricewaterhouseCoopers Ltd., Zürich

CORPORATE GOVERNANCE

Diethelm Keller Holding Ltd.

Executive Committee of the 
Board of Directors

Andreas W. Keller
Jean-Pierre Blancpain
Adrian T. Keller
Jean-Daniel de Schaller

Corporate Office

Markus Braun
Joe Piaz

DKSH Holding Ltd. Diethelm Keller Diethelm Travel STA Travel
Brands Ltd.* Asia Ltd. (Holdings) Pte Ltd.

Ownership 75% Ownership 100% Ownership 100% Ownership 100%

Joerg W. Wolle Josef von Arx John Watson Richard B. Porter

Gonpo Tsering Joe Piaz David Gostling Mark Adams
Stuart Davy Michel Bösiger Richard Brouwer Peter Liney
Andreas Moelich Lee Shave

* Diethelm Keller Management & Investment Ltd. was renamed 
Diethelm Keller Brands Ltd. at the beginning of 2006.

Organization Diethelm Keller Group
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Values and success factors

Our values
Diethelm Keller Holding is a privately held enterprise
in the tradition of European family companies. The
principal owners are fourth generation descendants
of the founders and have a long-term commitment 
to the business. We are proud of the long-standing
reputation of our company, which is based on the
following principal values:

Our success factors
Diethelm Keller Holding operates as a portfolio hold-
ing company. The long-term strategy and the balance
of risk exposure are determined by the core share-
holders to safeguard the long-term viability of our
company. The responsibility and the authority to
operate our various businesses are delegated to the
operating units, which enjoy a high degree of entre-
preneurial freedom. The following are the key factors
for our success:

DIETHELM KELLER GROUP

Respect
We conduct our business with responsibility and
respect toward people, cultures, countries and the
environment. We respect national customs, regulations
and laws.

Fairness
We are proud of the good reputation the names
Diethelm and Keller have enjoyed for generations,
standing for credibility, stability and fairness.

Integrity
We are committed to the highest standard of ethics
and integrity throughout our company. It is a key 
requirement for employees to succeed in our organi-
zation.

Sustainability
We own our various businesses for the longterm.
Each entity is responsible for its financial soundness
and is allowed to retain sufficient profits to enable 
a long-term growth strategy.

Operating autonomy
Our operating units can rely on a high degree of
entrepreneurial and financial autonomy in the imple-
mentation of their long-term strategies. 

Commitment to customers
We are fully committed to the products and services
we provide and distribute. With our know-how, reli-
ability and efficiency, we make sure that our custom-
ers’ interests are served optimally. 

Corporate learning culture
We foster an active, professional exchange of know-
how among our employees by providing an open
environment for our multicultural, multilingual and
geographically diverse staff. 

Long-term financial orientation 
With the vision to remain private, we pursue a long-
term strategy of sustainable growth. Adequate prof-
its combined with a conservative dividend policy
ensure a successful long-term future.
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Milestones in our history 

In the late 1860s, two young Swiss pioneers, Wilhelm
Heinrich Diethelm and Edward Anton Keller, ventured
to the Far East. Diethelm settled down in Singapore
and Keller chose the Philippines as his new home. 

In 1887, Edward Anton Keller acquired his employer’s
company, Lutz & Co., Manila, and Wilhelm Heinrich
Diethelm obtained the majority of shares of his em-
ployer, Hooglandt & Co., Singapore. The dedication
to their companies and their in-depth knowledge of
their markets and customers brought about the re-
spect and trust of local business communities, which
was essential for the development of strong ties with
international business partners.

Diversification, together with a policy of reinvest-
ing profits, provided the basis for continuous growth.
Diethelm & Co. Ltd. and Edward Keller Ltd. had the
foresight to tap the potential of their extensive net-
works throughout Asia, Europe and the Americas
and combine them with their core competencies.

Although cooperation between the two families
and their companies dates back to the beginning of
the 20th century, the establishment of the Diethelm
Keller Group did not take place until 100 years later,
i. e. in July 2000.

After World War II, Diethelm & Co. Ltd. and Edward
Keller Ltd. began to expand their presence in Europe
to reinforce their strong position in Asia. In the
course of the years, they built up a portfolio of
brands. In 2001, these companies were integrated
under the umbrella of Diethelm Keller Management &
Investment, renamed Diethelm Keller Brands at the
beginning of 2006.

In the postwar years, Diethelm & Co. Ltd. also began
to offer travel services in Southeast Asia. In 2001,
Diethelm Travel Asia was established to encompass
all travel activities in Southeast Asia and is currently
one of the leading travel companies in the region.

In 1979, STA Travel was acquired. Established in
the early 1970s, STA Travel is the world’s largest trav-
el organization for students and young people. STA
Travel is present in 90 countries.

DKSH Holding Ltd. was formed in June 2002
through the merger of Diethelm Keller Services Asia
Ltd. with SiberHegner Holding Ltd. SiberHegner’s
roots date back to 1865 when Hermann Siber, an-
other Swiss entrepreneur of pioneering character, 
founded his own trading company in Yokohama.
Today, DKSH is the leading marketing, distribution
and after-sales service provider in the Asia/Pacific
region.

Wilhelm Heinrich
Diethelm

Edward Anton Keller
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Operating units and brands
DIETHELM KELLER GROUP

Consumer Goods:
Full-service marketing
provider and high volume
supply chain specialist,
focusing on fast-moving
consumer goods, food
services, cosmetics, luxury
goods and lifestyle
products. 
12,229 employees.
Executive Vice Presidents:
Niels J. Holm, 
Somboon Prasitjutrakul, 
Dr. Marcel Braun.

Healthcare:
Supply chain management
solutions, marketing 
and sales services, inte-
grated pharmaceutical
manufacturing for phar-
maceutical and healthcare
industry.
6,383 employees.
Executive Vice President:
Dr. Guido Oelkers.

Specialty Raw Materials:
Integrated service solutions
for selected industries 
(such as food and personal
care, specialty chemicals,
pharmaceutical, animal
care). 
959 employees.
Executive Vice Presidents:
Beat Heller, Wolfgang
Schanzenbach.

Technology:
Marketing, distribution,
sourcing and integrated
services for capital
investment goods and
scientific and analytical
instruments.
1,124 employees.
Executive Vice Presidents:
Walter Brenneis, 
Christoph Enderle,
Luke Mitchell.

Distribution of Nespresso
coffee machines and 
a broad range of top-brand
household appliances.
Established in 1954,
acquired by Diethelm
Holding Ltd. in 1983, with
DKB since 2001.
Headquarters in Zürich
(Switzerland).
82 employees.
Managing Director: 
Willy Hofmann.

Distribution of Nespresso
coffee machines and 
other household appli-
ances. Established in 1933,
acquired by Diethelm
Holding Ltd. in 1990, with
DKB since 2001.
Headquarters in Jona
(Switzerland).
33 employees.
Managing Director:
Alexandre P. Howden.

Development, production
and distribution of
manually operated kitchen
utensils and appliances.
Established in 1951, ac-
quired by Diethelm Holding
Ltd. in 1984, with DKB
since 2001.
Headquarters in USA and
Switzerland.
54 employees.
Managing Director: 
Hardy Steinmann.

Manufacture and
distribution of industrial
cleaning equipment 
and related products.
Established in 1955,
previously a subsidiary 
of Diethelm & Co. Ltd.,
with DKB since 2001.
Headquarters in Kloten
(Switzerland).
267 employees.
Managing Director:
Andreas Kessler.
Ronald Fehlmann
(from January 2006).

Production and distribution
of aluminum products 
such as coat racks, ladders,
waste baskets, as well 
as shock-resistant cargo
containers. Established 
in 1959 as a joint venture
of Diethelm and Keller,
with DKB since 2001.
Headquarters in Dachsen
(Switzerland).
110 employees.
Managing Director: 
Jean-Paul Couchman.
Peter Wyss 
(from February 2006).

Established in 2002 by the
merger of Diethelm Keller
Services Asia Ltd. with
SiberHegner Holding Ltd.
DKSH is the No. 1 services
group in Asia, focusing 
on sourcing, marketing,
logistics and distribution.
All business activities 
are managed through four
highly specialized business
units, catering to specific
industry sectors. 
20,695 employees in 
35 countries.
CEO: Dr. Joerg W. Wolle.

Established in 2001 as
Diethelm Keller Man-
agement & Investment 
(DKMI), was renamed 
Diethelm Keller Brands
(DKB) at the begin-
ning of 2006. DKB owns 
a diversified portfolio 
of proprietary brand com-
panies operating mainly 
in Switzerland.
1,023 employees 
in 8 countries.
CEO: Josef von Arx.

Business units Proprietary brands

DKB 
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Distribution of architectural
products. 
Established in 1978 as 
a subsidiary of Diethelm &
Co. Ltd., with DKB since
2001.
Headquarters in Singapore.
97 employees.
General Manager: 
Chan Chee Pong 
(from February 2006).

Diethelm Furniture:
Production and distribution
of high-end office furni-
ture. Independent company
of DKB since 2002.
Headquarters in Singapore.
54 employees.
General Manager: 
David Lim.

Production of in-flight
service equipment such as
meal carts etc. Indepen-
dent company of DKB since
2002.
Headquarters in Singapore.
165 employees.
Managing Director: 
Chia Chee Seng.

Production and distribution
of high quality outdoor
furniture made of planta-
tion teak, sling and 
woven fabrics. Established
in 1975, joint venture 
with a 50% participation
by DKB.
Headquarters in Singapore.
1,066 employees.
Managing Director: 
Villy Nielsen.

Manufacturer of acrylic
paint and related supplies
for art, craft and decora-
tion. Established in 1974,
acquired by Diethelm &
Keller (USA) Ltd. in 1981,
with DKB since 2001.
Headquarters in 
Los Angeles (CA, USA).
132 employees.
Managing Director: 
Bill George.

Bhutan
Cambodia
China 
Laos
Malaysia
Myanmar
Thailand
Vietnam

400 signature travel 
agencies in 
Australia 
Austria 
Canada 
Denmark 
Finland 
Germany 
Great Britain 
Japan 
Malaysia 
New Zealand 
Norway 
Singapore 
South Africa
Sweden 
Switzerland  
Thailand and 
USA.
Represented by franchising
and licensing partners in 73
further countries.

The number of employees refers to December 31, 2005.

With a history of five
decades, Diethelm Travel
Asia is the leading
destination management
provider in Southeast 
Asia. It is an independent
operating unit since 2001.
656 employees in 
8 countries.
CEO: John Watson.

STA Travel was established
in Australia and the 
UK in the early 1970s and
acquired by Edward Keller
Ltd. in 1979. Today it is 
the world’s largest travel
company for students
and young people, with
2,358 employees in 
17 countries, as well as
franchising and licens-
ing partners in 73 further
countries.
CEO: Richard B. Porter.

Diethelm Keller
Engineering

Diethelm Keller
Aviation

DTA locations STA locations 
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Asia’s leading marketing, 
distribution and logistics group

In 2005 DKSH Holding Ltd. had an outstanding year
in several respects. DKSH achieved again impressive
growth of sales and an even bigger rise in EBIT.
These increases are particularly meaningful as they
resulted from organic growth. The progress achieved
represents the strength of the business model across
all four business units. At the same time DKSH
invested strongly in its logistics and distribution 
capacities, thereby further broadening its leading
competitive position.

Profile
DKSH is an internationally active services group with
a leading position in Asia, focusing on sourcing, mar-
keting, logistics and distribution. Founded and
deeply rooted in Asia, DKSH successfully bridges
complex markets within and between Asia/Pacific,
Europe and the Americas. 

Market intelligence is the core competence of
DKSH. A profound understanding of market condi-
tions and product and application expertise are its
trademarks. DKSH combines marketing and logistics
skills and enhances them through unique networks
established over a corporate history of one and a half
centuries. 

DKSH is a preferred partner for business expan-
sion in new and demanding growth markets. The
Group operates in 35 countries through a co-
ordinated network of some 310 offices across Asia
and another 15 units in Europe and the Americas. It
employs over 20,500 specialized staff from over 
40 nations.

Impressive growth of sales and profits
After excellent results in 2004 DKSH in 2005
achieved an even higher growth rate. Net sales
increased by 14.5% to CHF 5,149 million. At the
same time the employment base was further
strengthened in line with the expansion of business.
All numbers underscore the dynamic character and
fundamental strength of DKSH.

As in previous years DKSH pushed further several
initiatives on a corporate level. DKSH made consider-
able new investments in upgrading its physical ware-
housing and distribution facilities. At the same 
time it took new initiatives to further expand and
enhance its modern information technology infra-
structure. Accurate data on the state of markets,
sales, distribution and stocks, all generated using
common parameters, are vital management tools for
a service provider like DKSH as well as for principals.
Therefore DKSH developed and documented com-
mon practices, standard operating procedures and
key performance indicators across the various coun-
tries in anticipation of the roll-out of a global SAP
standard. All business partners will be able to access
tracking and stocking information online, from any-
where in the world.

DKSH HOLDING LTD.

DKSH Group: Key figures
(Financial figures in CHF million)

2005 2004 +/– %
Total sales 7,454 5,803 +28

Net sales 5,149 4,495 +14

Assets 2,274 1,923 +18

Employees
at year end 20,695 19,635 +5

DKSH Holding Ltd.
Dr. Joerg W. Wolle, President & CEO

Gonpo Tsering, Senior Executive Vice President Operations
and Business Support 
Stuart Davy, Executive Vice President Finance 
Andreas Moelich, Executive Vice President Human Resources

Locations
Headquarters: Zürich
325 offices in 35 countries

Heads of business units
Consumer Goods: Niels J. Holm, Somboon Prasitjutrakul, 
Dr. Marcel Braun 
Healthcare: Dr. Guido Oelkers
Specialty Raw Materials: Beat Heller, Wolfgang Schanzenbach
Technology: Walter Brenneis, Christoph Enderle, Luke Mitchell

Board of Directors
Adrian T. Keller, Chairman
Christophe R. Gautier*/**, Vice Chairman
Dr. Jean-Pierre Blancpain*
Jean-Daniel de Schaller**
Andreas W. Keller**
Dr. Rolf A. Meyer*
Beat Naef
Dr. Joerg W. Wolle

* member of Audit & Finance Committee
** member of Nomination & Compensation Committee
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All business units last year achieved record results.
The largest unit, Consumer Goods, reported a sales
increase of 30% over prior year. Within the unit, the
existing different lifestyle-related businesses were
consolidated in the segment ‘Luxury and Lifestyle’
which under new leadership reports to the CEO
directly. Across Asia, Consumer Goods operates its
own multi-brand boutiques for watches and lifestyle
products, as well as single-brand boutiques for well
known luxury brands. These outlets selectively turn
Consumer Goods into retailers and more importantly
brand builders. The segment Fast Moving Consumer
Goods was the engine that kept humming along,
expanding its logistics capacity and adding new
partners.

The business unit Healthcare involved itself deep-
er in brand ownership, including a strategic partner-
ship with an important manufacturer of dermatology
products for Asia. The unit also strengthened its dis-
tribution network through a strategic partnership
for the Indonesian market with a leading healthcare
distributor in that country.

The business units Food & Ingredients and
Specialty & Life Science Chemicals were combined to
form the business unit Specialty Raw Materials. The
combined unit has considerably more market power
and coverage than its predecessors combined, and 
it enjoys a better competitive position. 

DKSH Technology achieved strong growth. The
business unit expanded its product portfolio and
strengthened its market position by enlarging its dis-
tribution network.

Important steps were taken to develop a greater
understanding and deeper control of corporate
financial affairs as well as to create a management
and business controlling structure commensurate to
the size of the business. As a result of its record and
efforts, DKSH has become an employer of choice for
ambitious young people wanting to make a career in
Asia.

While actively shaping the future of the ‘Fantree
Company’, DKSH can also look back with pride on its
history. In 2005, the company reached 140 years
presence in Japan which makes it the oldest foreign
company continuously operating in Japan. This was
celebrated with business partners in early 2006.
Similarly, in the beginning of 2006, the Thailand
operation, the largest entity, celebrated its centenary
with a number of events. 

Outlook
Since the formation of DKSH three and a half years
ago through the end of 2005, the firm has grown in
total sales by 59%, in earnings by 88% and by 42%
in specialists employed. The corporate developments
have to address two fundamental challenges in order
to successfully sustain growth rates DKSH has
become used to. One is the centralization and stan-
dardization of IT driven processes and services which
are provided through the Corporate Shared Services
Center in Malaysia which was inaugurated late in
2004. In order to realize the economies of scale
inherent in the business, while at the same time 
to face successfully ever growing cost pressure and 
differentiate DKSH to principals as the service
provider of choice, it is of crucial importance to roll
out as fast as possible the new global SAP standard
whose implementation started in early 2006. The
other and possibly even bigger challenge is and will
continue to be for DKSH to have in place and con-
tinue to develop the management capacity to steer
this dynamic company through the treacherous
waters of an ever more complex world, magnified by
increasing size, transactions and processes.
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DKSH business units

Consumer Goods: Unchallenged leader in Asia
The business unit Consumer Goods, Asia’s leading
full-service marketing provider and supply chain spe-
cialist, is focused on fast moving consumer goods,
food services, luxury goods and fashion and lifestyle
products. It has earned a reputation for creating mar-
kets and building brands, as well as for delivering com-
plex supply chain management solutions. Consumer
Goods deals with all trade channels and offers a 
complete service package: sales, merchandising,
marketing, distribution, logistics, invoicing and debt
collection. More than 12,200 employees in 285 offices
in 19 countries serve over 300,000 retail outlets. 

In 2005, Consumer Goods increased total sales by
30% to CHF 4,218 million compared to 2004. The
restructuring of the business unit into two segments
Fast Moving Consumer Goods and Luxury and Life-
style Products enhanced efficiency. 

In the segment of Fast Moving Consumer Goods
the business unit developed common practices, stan-
dard operating procedures and key performance
indicators for a global SAP-standard; starting in April
2006, this platform allows business partners to access
tracking and stocking information online. New distri-
bution centers opened in Taiwan and Vietnam while
construction of a new distribution facility in Bangkok
started late in the year. Major new accounts were
won in Singapore, Thailand, Vietnam, Taiwan and
Malaysia.

In the segment Luxury and Lifestyle a series of
top-class boutiques for luxury brands all across Asia
were opened. Luxury and Lifestyle operates its own
Chronos and Noblehouse multi-brand boutiques for
watches and lifestyle products, as well as single-
brand boutiques for Manufacture Roger Dubuis,
Porsche Design, Dunhill and Montblanc. Appointed
Asian master franchisee for Porsche Design in 2005,
the business unit opened Porsche Design boutiques
in Ho Chi Minh City and Kuala Lumpur, two stores in
Tokyo and another in Osaka. The sector Premium
Household Goods produced excellent results in
Australia and Korea. 2005 was a very good year for
the food & catering services business. Under its
licensing agreement with Levi Strauss of the US,
DKSH Thailand’s Fashion Apparel business opened
three new retail outlets, bringing the number of
DKSH-managed Levi’s stores to 19.

2006 is the Year of the Dog. If the dog continues
to happily wag his tail, local economies will grow,
tourism will flourish and consumer confidence will
stay high. This augurs well for Consumer Goods.
Expanding and improving its logistics infrastructure
and raising the quality of services rendered to cus-
tomers the business unit is well prepared to further
strengthen its leading market position.

Healthcare – gateway to Asia’s health channels
The business unit Healthcare is a leading provider of
complete supply chain management solutions for the
pharmaceutical and healthcare industry throughout
Asia. As a services provider Healthcare is active in
marketing and sales, wholesale/distribution and toll
manufacturing. DKSH Healthcare possesses highly
focused functional and channel expertise in the com-
plex areas of registration, procurement, local and
regional manufacturing, quality control as well as
product distribution to the end user. Serving over
430,000 customers on a daily basis, the business unit
supplies both medical and consumer channels with
branded quality ethical and over-the-counter phar-
maceuticals, consumer health products, diagnostics
and medical equipment. Healthcare has a network 
of more than 170 business locations in 14 countries
throughout Asia, employing 6,400 specialists.
Complementing this vast network is Medinova Ltd.
which facilitates in-licensing of pharmaceutical
products

In 2005, total sales grew by 33.9% to CHF 2,181
million, reflecting Asia’s extraordinary market growth.
As the acknowledged healthcare product distribu-
tion leader in much of South East Asia including
Cambodia, Laos, Myanmar and Vietnam, Healthcare
boosted its market share in Taiwan by partnering
with local distributors May Wu Fa. The business unit
entered Japan, focusing on distributing Japanese
healthcare products in South East Asia. In addition,
the unit’s drug manufacturing facility in Thailand
serves Japan’s healthcare industry as toll manufactur-
ers. A joint venture with Spirig, Switzerland’s leading
dermatological company, made Healthcare that com-
pany’s Asia Pacific licensing partner. In Indonesia,
where DKSH had established the first fully foreign-
owned distribution entity, DKSH Healthcare Indonesia
merged with a local partner, PT Tunggal Sila Farma,
a key player in the country’s healthcare community for
over 50 years. The new entity, PT DKSH TUNGGAL, is
expected to start operating in the course of 2006.

The continued success of the business unit Health-
care depends on further improvements in cost-
control and execution. As the healthcare industry
evolves, DKSH Healthcare wants to be ready to serve
principals higher up the value chain. 

DKSH HOLDING LTD.
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Specialty Raw Materials – sourcing at its best
The business unit Specialty Raw Materials is the result
of combining two entities: Specialty & Life Science
Chemicals and Food & Ingredients which both were
know-how-driven sourcing and product develop-
ment partners for customers in the market for special
raw materials. The new business unit has consider-
ably more market power than its predecessors com-
bined. Specialty Raw Materials provides the chemical,
pharmaceutical, food, beverage and personal care
industries with premier raw materials from around
the world. The core business activities range from
sourcing, R&D, quality assurance, marketing, sales
distribution, toll manufacturing brokerage to project
management. At year end, the unit employed 959
specialists in 43 offices in 21 countries.

In 2005, total sales were up 14.4% to CHF 525
million. In China more sourcing specialists were added,
while the first photoinitiator varnish systems and
record volumes of adhesion promoter products to car
manufacturers were sold. The application laboratory
in Thailand developed an innovative concept for new
ready-to-drink products. In the Philippines, certifica-
tion of Qur’an-based Halal was obtained which is
applied to foods authorized for consumption by
Muslims. The new personal care and cosmetics appli-
cation laboratory opened for business. Record
amounts of fresh top-quality fish and seafood prod-
ucts were sourced in Vietnam and exported mainly to
Europe and Japan. In Korea additional polymer inter-
mediates suppliers were recruited. In Malaysia an
European supplier of varnish and plastic products
was helped to meet the stringent specifications of
that country’s automotive industry. The chemical and
pharmaceutical product portfolio of the sourcing and
sales organization in India was well received. In
France sales of specialty chemicals for implants were
up. In Italy, functional ingredients, non-GMO soy
lecithin and coatings and electronics precursor prod-
ucts grew strongly. Sales of polymer intermediates
made a major contribution to Germany’s outstanding
performance. In the UK, security, holographic and
other high-performance resin products from Japan
produced double-digit sales growth. Sales of special-
ty chemicals and of food and cosmetic ingredients 
produced substantial growth at the US operations.
The organization in Switzerland established a pres-
ence in Istanbul. 

The business unit’s optimistic outlook for 2006 is
reflected by the growing sales force and sourcing
network, as well as new product developments. More
benefits of synergies of the two merged business
units will be reaped. 

Technology – solutions that set tomorrow’s standards  
The business unit Technology is a leading provider of
solution-based technology products and services in
the area of energy and power generation; transport,
construction and mining; manufacturing and industry;
instrumentation; printing, processing and packaging;
and hospitality. As a global sourcing enterprise with
a sales and distribution network covering the entire
Asia/Pacific area, DKSH Technology offers state-of-
the-art products and technologies and provides inte-
grated service solutions, application engineering and
project management, as well as customized technical
and after sales services. Technology employs more
than 1,100 specialists in 19 countries and has 78
offices throughout Asia, Europe and the Americas.

In 2005, total sales rose by 12.4% to CHF 517 mil-
lion. Sales to manufacturing and general industry
and sales of instrumentation, printing, processing
and packaging equipment accounted for most of the
unit’s growth. In Australia, electrical cables did very
well due to a collaborative venture with Lapp. The
unit newly entered the air compression and extrac-
tion product business. In the booming Thai market
sales on behalf of Cummins were up strongly. In
Singapore more consumer-oriented technology was
added to the product portfolio. In Malaysia the
machine tools sector was reorganized. In Indonesia
the unit is building a range of products for the
graphic arts, printing and chemical industries. In 
the Philippines, the market position was further
strengthened. In Japan, the main margin contribu-
tors were sales of scientific instruments, packaging
machines and graphic arts and printing industry
equipment. The Korean operation showed excellent
results, driven by major orders for Buhler die-cast-
ing machines as well as Klingelnberg gear cutting
machinery and measuring devices. In Taiwan capital
investment goods sales increased strongly. A new
department devoted to machinery sales to the food
processing industry was established. The organization
in China was very successful; the German manufac-
turer TRUMPF entrusted the business unit with their
line of laser products. In Europe orders for top-grade
titanium exceeded supply. Technology product sales
to the Far East’s electronics industry continue to grow
while operations in Germany, Switzerland, France and
Italy are still in the investment stage.

With an expanded regional distribution network,
DKSH Technology strives to provide a growing cus-
tomer base with top-quality products and services.
The unit intends to expand aggressively through
internal growth and carefully selected acquisitions. 
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A diversified portfolio 
of proprietary brands

Despite a challenging market environment, Diethelm
Keller Brands (DKB), the renamed Diethelm Keller
Management & Investment (DKMI), maintained its
position successfully in 2005. By further optimizing
its portfolio, focusing on building brand image,
introducing innovations and exploiting synergies,
DKB strengthened its market presence in selected 
industries and geographic areas. 

Profile
DKB holds a diversified portfolio of ten proprietary
brand companies. The brands under the DKB umbrel-
la are among the leaders in their respective markets
for household and industrial products as well as
cleaning systems. The companies are vested with 
a high degree of business autonomy. General support
is provided by DKB in key areas such as IT, human
resources, controlling and accounting. A network-
style organization ensures that knowledge and best
practices are shared among the companies. Potential
synergies such as logistics, service and distribution
are actively developed and exploited. 

2005: Strengthening market positions and exploiting
synergies 
The Household division strengthened its competitive
position successfully. Turmix and Koenig built up 
a joint Customer Service Center while Zyliss is sourcing
successfully its own product lines from various man-
ufacturers. The project announced in November to
unite the three brands Turmix, Koenig and Zyliss under
one roof and one management will bring about a sig-
nificant structural change, allowing synergies among
the three brands and expanding their capacity for in-
novations. The new company will further strengthen
the position of these brands in the market.

The Industrial Products division continued to 
suffer from the difficult construction market envi-
ronment in Singapore. Increased pressure on prices
continued to affect margins. This led to the decision to
restructure Diethelm Keller Engineering and exit the
façade business by year end. EDAK performed well.
The other companies in Singapore, Diethelm Keller 
Aviation and Diethelm Furniture, were able to in-
crease their respective market shares. In the division
Cleaning Systems, Wetrok celebrated its 50th anniver-
sary. The company suffered from a tough market en-
vironment but strengthened its development capacity.

Overall the performance of DKB was affected by
extra costs due to the restructuring of Wetrok and 
Diethelm Keller Engineering Singapore. The key figures
also reflect the transfer of United Housewares 
(Australia) to DKSH on January 1, 2005.

Outlook: Bundling the DKB portfolio
In 2006 DKB is concentrating on making further
headway in its strategic realignment initiated during
2005. The bundling of the DKB businesses into three
strategic divisions Household, Industrial Products and
Cleaning Systems will create higher customer and
market focus, and it will improve the capacity for
innovation while short decision making processes
will enhance efficiency. 

DIETHELM KELLER BRANDS LTD. (DKB)

DKB: Key figures
(Financial figures in CHF million)

2005 2004 +/– %
Revenues 337 343 –2 

Employees
at year end 1,023 1,154 –11 

Management Committee
Josef von Arx, Chief Executive Officer
Joe Piaz, Chief Financial Officer
Michel Bösiger, Human Resources

Locations
Headquarters: Zürich
Subsidiaries: 5 companies in Switzerland, 4 companies in 
Asia, and 1 company in USA

Board of Directors
Andreas W. Keller, Chairman
Dr. Jean-Pierre Blancpain, Vice Chairman
Adrian T. Keller
Jean-Daniel de Schaller
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DKB’s portfolio 
of proprietary brands

Koenig sources and distributes kitchen appliances
and consumer electronics. The main strategic busi-
ness fields are Coffee, Barbecues and Consumer
Electronics. 

Koenig had a successful first half-year with
a strong sales increase of Koenig barbecues despite
adverse market conditions. An innovative promo-
tional campaign enthused consumers to trade in
their old barbecues for new Koenig models. The
brand is firmly established. The Weber barbecues
business added substantially to the market position.
The non-renewal of the contracts for 2006 by SEB,
which will establish its own marketing and distribu-
tion subsidiary for Switzerland, hampered the elec-
trical appliances business already during 2005. The
Nespresso business showed a substantial increase 
in volume. Lower prices for Nespresso machines
enforced by Nespresso resulted in a lowering of
turnover and margins at Koenig. The Consumer
Electronics business suffered again under a contin-
ued slump. Koenig increased its market share in the
up-market segment and improved its margins. 

Koenig will take the loss of the SEB partnership as
an opportunity to implement its own brand strategy.
As for Nespresso machines the new and most innova-
tive models for 2006 will improve the situation. In
consumer electronics Koenig aims to add a further
strong brand to the portfolio.

Turmix develops, sources, markets and distributes
electrical household appliances. The company’s
strategic business fields are Coffee, Kitchen, Air 
and Steam. The business field Coffee distributes
Nespresso machines as well as standard coffee
machines. The Kitchen field encompasses the original
Turmix products; new products are being developed
for the future. Air purifiers and humidifiers are 
a small niche market with Turmix holding an impor-
tant market share. Steam irons are a trading business.

2005 was a year full of changes. The service and
repair center was consolidated and relocated togeth-
er with Koenig. In addition the SAP introduction
forced the re-engineering of several business process-
es. On July 1, Turmix launched its wholly owned sub-
sidiary in Vienna, Austria. The first half year was
already a big success due to high sales of Nespresso
machines. Turmix owns a license for the Swiss and
Austrian markets. In December, Turmix moved from
Jona to Zürich, joining Koenig and Zyliss at Egg-
bühlstrasse.

In 2006 Turmix will increase the focus on brand
management by introducing new business proce-
dures and developing the cooperation with Koenig
and Zyliss.

Zyliss creates unique kitchen products which deliver
innovation and superior functionality. The products
are all about smart convenience, fun and pleasure in
food preparation. The brand defines its unique iden-
tity through the distinct characteristics of its prod-
ucts and the vibrant personality it displays through
styling, materials, color and packaging.

Zyliss has strengthened its position through new
successful product launches and distribution expan-
sion. The brand consists of a completely overhauled
innovative product line, which has lead to double-
digit growth rates in key markets around the globe.
The household category is becoming increasingly
more competitive and major retailers are sourcing
their own product lines directly from various manu-
facturers. Zyliss continuously differentiates itself
from the competition by keeping its strict focus on
highly innovative products with smart engineering.
Fresh fashion colors, introduced with perfect timing,
have helped Zyliss to further increase its sales. 

Zyliss aims at offering products that support
healthy living and eating to its customers.

Gloster The Gloster brand is most frequently associ-
ated with outdoor furniture made of plantation
teak. In recent years the company has diversified into
alternative materials such as aluminum, sling, stain-
less steel and woven synthetic wicker. DKB holds
50% of the share capital of Gloster which is one of
the most recognized brands in quality outdoor furni-
ture, 22 product lines with over 300 products and 
a worldwide distribution network. 

In 2005 Gloster managed to grow its business suc-
cessfully and expand its position in virtually all mar-
kets. To reinforce its leadership and boost the upper
market segment, the company broadened its range
of products and launched a series of innovations
enjoying a very high acceptance in the marketplace.
In addition Gloster UK moved into new premises with
expanded warehouse and office capacity.

Delta Creative is a leading manufacturer and marketer
in the arts, crafts and home decor sectors, serving
retailers and specialty stores. Based in Los Angeles
(California), Delta’s Ceramcoat is America’s leading
brand of acrylic craft paint.

Consolidation and overall weakness in the North
American craft retail sector adversely affected Delta
Creative’s core product categories of paint and 
stencils. Under new management, cost containment
measures and inventory optimization helped offset-
ting sales declines to yield significant improvements.
Restructuring efforts also included consolidation of
Delta’s business premises to streamline the company
for long-term growth.

DIETHELM KELLER BRANDS LTD. (DKB)
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Delta Creative has embarked on a number of initia-
tives to diversify distribution through product inno-
vation and enhanced global procurement. Significant
efforts will be made in 2006 and forward towards
expanding distribution channels in both North
America and abroad. Delta Creative is now reposi-
tioned as a younger, more modern organization
reflective of the diverse global community it serves.
Future branding efforts will fall under the Delta
Creative corporate banner, signaling this new era of
innovation. 

EDAK manufactures and distributes aluminum prod-
ucts such as coat racks, ladders, ashtrays, waste bas-
kets and shock-resistant cargo containers.

In 2005, EDAK benefited from a friendly eco-
nomic environment and all business units exceeded
expectations. The company focused on strengthen-
ing its position in the US market. The setting up of 
a strong management team and sales department
led to higher sales volume and resulted in a major
order of Betra (tailor-made aluminum containers for
transport of shock-sensitive equipment) by the end
of the year. The business in Europe was affected by
strong competition and slightly lower margins. By
optimizing the product range and focusing on addi-
tional market segments, the ladder division signifi-
cantly improved its market share. 

In 2006 EDAK will continue to optimize its port-
folio and expand its market presence in aluminum
transport systems.

Diethelm Keller Engineering (DKE) is a renowned
manufacturer of high-quality metal products for the
construction industry in Singapore and the region.
The main business fields are the façade business and
architectural products.

The downturn in the local construction industry
continued in 2005 and DKE again suffered from
adverse market conditions. After three years of loss-
es in a row, the management decided to exit the
façade business at year end. With a new manage-
ment team, DKE will consequently restructure the
architectural products business and is projected to
break even in 2006.

Diethelm Furniture has established itself as a reliable
supplier for quality office furniture and workspace
solution providers in Singapore, Malaysia and South
East Asia.

Both the Singapore and Malaysia operations were
able to increase their market shares and secure inter-
national key customers. Enhancing growth and prof-
itability remains the key priority of business. 

To further reinforce its market presence and com-
petitiveness, the company will be looking for a new

product development program while continuously
striving to improve and synergize its services.

Diethelm Keller Aviation (DKA) is the world’s second
largest manufacturer of in-flight food service equip-
ment. 

The company continued to perform well in 2005.
It enjoyed exceptional growth not only in business
turnover and profitability, but also expanded the cus-
tomer base and secured new Airlines orders. DKA’s
commitment to air worthiness was further strength-
ened with the award of the European Aviation Safety
Agency Part 21 certification. The Company’s products
also meet the FAA type certificate, STC or TSO author-
ization approval. During the year the company
increased its business volume and cooperation with
Boeing and Airbus. DKA capabilities were further
strengthened with an investment in a new software
system to improve on the quality of design and to
reduce cycle time. 

DKA will continue to strengthen its efforts on the
development of alternative materials for its food
service equipment to exploit the significant business
opportunities for light weight products. 2006 has
started off well. The company signed a long-term
contract with Boeing as sole supplier for the in-flight
food service equipment for all B787 aircrafts.

Wetrok celebrating its 50th anniversary in 2005,
develops, manufactures and trades industrial clean-
ing products. The company has a strong presence in
key European and several overseas markets. 

Wetrok fought against keen competition in its
home market and faced price battles in other key
markets, which all suffered from stronger consolida-
tion, surplus capacities and increased purchase prices
due to higher oil and steel prices. In the Swiss 
home market Wetrok improved its sales performance
distinctively. In Germany, Wetrok’s subsidiary pro-
duced a groundswell after a stagnation of sales in
the last few years. In the UK, Wetrok’s subsidiary
completed a reorganization program and built up 
a powerful sales-team. Innovative machines, appli-
ances and chemical products are in the pipeline. 

In 2006, Wetrok will expand the capacity for cor-
porate clients with a structured key account manage-
ment. Key markets will be enhanced and additional
customer segments will be tested. In the UK, the
business will be repositioned as a system-supplier. In
Germany, the distribution and service network will
be improved. Cost savings are achieved in logistics
and procurement.
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A travel industry leader 
in Southeast Asia

Tourism in the region was buoyant in general
throughout 2005, with the exception of Thailand
which struggled to recover from the effects of the
tsunami of 2004. DTA registered record growth in
almost all operations and enjoyed the most success-
ful year for a decade. In May, DTA opened a fully
licensed agency in the Kingdom of Bhutan, expand-
ing its extensive network to eight countries. 

Profile
Diethelm Travel Asia (DTA) has almost 50 years of
experience in providing quality travel services in Asia.
DTA is respected as a highly professional organiza-
tion, evolving to become one of the leading travel
operators in the region with agencies in eight 
destinations, serving tourists from more than 80
countries. DTA is also active in the convention and
conference business. DTA’s combination of Asian
understanding and Western expertise has enabled
the company to maintain a high level of transparen-
cy and quality that is reflected in all aspects of its
operations and dealings with clients and suppliers. 

2005: A challenging year 
After years of enjoying unrivalled leadership in Asia
Pacific tourism, Thailand worked overtime to recover
from its worst crisis in history. In December 2004,
the tsunami caused a large number of casualties
throughout the countries bordering the Indian
Ocean and in particular affected the Thai tourist
industry. Despite a wide range of structured plans,
the general view of the tourism business being back
on track by the start of the ‘05/’06 high season
proved unrealistic.

In the aftermath of the tsunami, DTA guaranteed
all staff full employment for 2005 despite the major
downturn in business. The year was a tough one 
for DT Thailand which struggled to cover expenses
and to achieve a result that was broadly satisfactory. 

The entry of DTA into Bhutan has proved highly
successful. The Cambodian operation had an excel-
lent year, as the traditional feeder markets remained
strong and the arrival of new flights helped to
achieve record results. Siem Reap has seen a dramat-
ic increase of new hotel rooms being built and this
destination is becoming ever more affordable. 

2005 was a good year for the business in China.
The China organization is now profitable having
enjoyed an increase of over 74% in activity over
2004. During the year DTA re-focused its selling
efforts to the whole of China and not just to Yunnan
province, thereby responding to customer requests
for a China-wide solution.

Despite increased competition, Laos achieved its
business plan. Although Malaysia experienced some
setbacks due to the tsunami, haze emergency and
bird flu alarm, it still managed to finish the year
ahead of plan with inbound numbers up almost
40%. Diethelm Travel Myanmar saw higher profits
and maintained its market share after the restruc-
turing of the company in 2004. 

Diethelm Travel Vietnam again enjoyed a record
breaking year and was awarded number two posi-
tion in the top 10 tour operators list by the Vietnam
Administration of Tourism. 

DTA business travel operations performed to plan
throughout the region. Margins continued to be
squeezed. Diethelm Events strengthened its team in
2005 and had a successful year. Significant wins 
in 2005 included the Miss Universe Pageant held in
Bangkok in May and a major Siemens Conference
held in Chiang Mai in November.  

Outlook
The outlook for 2006 is positive in all countries. The
successful entry into Bhutan has given confidence to
carefully grow DTA’s footprint across a wider part of
Asia. There are plans in place to enter new markets
in a measured manner. The strategy of selling
inbound capabilities in the whole of China will pay
dividends. China is a ‘hot’ destination, and it is
expected to remain so in the run up to the Olympic
Games of 2008 and beyond. 

DIETHELM TRAVEL ASIA LTD.

DTA: Key figures
(Financial figures in CHF million)

2005 2004 +/– %
Revenues 108 105 +3

Employees
at year end 656 687 –5

Management Committee
John Watson, Chief Executive Officer
David Gostling, Chief Financial Officer
Richard Brouwer, Vice President Marketing

Locations
Headquarters: Bangkok, Thailand
Offices: Bhutan, Cambodia, China, Laos, Malaysia, 
Myanmar, Thailand,Vietnam

Board of Directors
Adrian T. Keller, Chairman
Dr. Jean-Pierre Blancpain, Vice Chairman
Stuart Davy
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The world’s largest travel company 
for students and young people

The student and youth sector is a growing segment
in the retail travel industry. Young people purchase
20% of all journeys in the world and this figure is
expected to grow, as international travel increas-
ingly becomes a requirement for future success. 
STA Travel is the acknowledged world leader in its
niche and the only company with a global presence. 

Profile
STA Travel was established in Australia and the UK in
1979. Today, STA Travel is the largest specialist in the
student and youth sector with a global distribution
network spanning 90 countries via a mix of channels
including walk-in branches, call centers, franchises,
licensed partners and a growing Internet business. 

STA Travel’s success rests on three pillars: 
– a high profile with the target market, 
– STA Travel employees who provide unique peer-to-

peer advice to customers, 
– a broad and distinctive product range that matches

the price/performance expectations of the customers.  
By developing innovative products and offering

the optimum pick-and-mix of channels, STA Travel
seeks to further reinforce its global leadership in this
segment. 

2005: A challenging industry, steady market share,
infrastructure investment
The travel industry continues to experience major
structural changes, the impact of which is only exac-
erbated by disruptive factors such as oil prices, war
and terrorism and of late the Avian flu. Against this
backdrop, STA Travel concentrates on consolidating
its leading position in the student/youth market seg-
ment and continues to invest heavily in technology
to create a single global platform in order to set up
a strong, cost effective method of delivering better
value to customers and suppliers alike. During the
year, significant technology was introduced covering
a new Internet platform and booking engines.
Responding to the changes in the market, new man-
agers were put in place in the prime business areas to
focus on the new business model and on delivering
unique services tailored to the specific needs of
young customers with a global presence.

Outlook: Transformation of the business model
The travel industry is at a cross-roads and strong and
effective model change is required to assure future
success. With online bookings taking a rapidly
increasing share of total sales, several branches with
lower productivity will be closed across the main 
divisions during 2006, contributing to a significant
saving in operating costs and higher profitability per
staff. The remaining branch and call center network
will concentrate on the more complex mid and long
haul transactions whilst continuing to provide the
unique peer-to-peer advice to our young customers.
This restructuring exercise will lay the foundation for
steady profitable future growth. 

STA TRAVEL

STA Travel: Key figures*
(Financial figures in CHF million)

2005 2004 +/– %
Transaction value 1,542 1,539 +0

Revenues 215 241 –11

Employees
at year end 2,358 2,421 –3

Management Committee
Richard B. Porter, Chief Executive Officer
Mark Adams, Chief Financial Officer
Peter Liney, Chief Operating Officer

Locations
Headquarters: Singapore and London
375 travel agencies in 17 countries, as well as franchising
and licensing partners in another 73 countries

Board of Directors
Andreas W. Keller, Chairman 
Jean-Daniel de Schaller, Vice Chairman
Mark Adams
Joe Piaz
Richard B. Porter
Choo Teck Wong

* As in 2004, STA Travel sold tickets and other 
services to over 2.5 million passengers 
representing more than 6 million customer 
transactions. This generated a transaction 
value with airlines and other partners of over 
CHF 1.5 billion. However, pursuant to Inter-
national Financial Reporting Standards (IFRS),
only the commissions earned on these 
transactions are recognized as revenues.
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Addresses

Diethelm Keller Holding Ltd.
Mühlebachstrasse 20
CH-8008 Zürich
Switzerland

Postal address: 
P. O. Box 1824
CH-8032 Zürich

T +41 44 265 33 00
F +41 44 265 33 99
www.diethelmkeller.com
info@diethelmkeller.com

DKSH Holding Ltd.
Wiesenstrasse 8
CH-8008 Zürich
Switzerland

Postal address: 
P. O. Box 888
CH-8034 Zürich

T +41 44 386 72 72
F +41 44 386 72 82
www.dksh.com
info@dksh.com

Diethelm Keller Brands Ltd.
Mühlebachstrasse 20
CH-8008 Zürich
Switzerland

Postal address: 
P. O. Box 1824
CH-8032 Zürich

T +41 43 268 86 86
F +41 43 268 86 99
www.dkbrands.com
info@dkbrands.com

Diethelm Travel Asia Ltd.
12th Floor, Kian Gwan Building II
140/1 Wireless Road
Lumpinee, Pathumwan
Bangkok 10330
Thailand

T +66 2 251-5398 or +66 2 256 0220-2
F +66 2 251-5305
www.diethelmtravel.com
info@diethelmtravel.com

STA Travel (Holding) Pte Ltd.
76 Tanjong Pagar Road
Singapore 088497

STA Travel Group
161 Drury Lane
London WC2B 5 PN
United Kingdom

T +44 207 440 8000
F +44 207 440 8190
www.statravelgroup.com
enquiry@statravelgroup.com
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Diethelm Keller Holding Ltd.
Mühlebachstrasse 20
CH-8008 Zürich
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