
THEWALL STREET JOURNAL. * * * * Thursday, August 6, 2026 | B3

BY KOSAKU NARIOKA

BUSINESS & FINANCE

ELI LILLY
Weight-Loss Drugs
Send Earnings Up
Eli Lilly reported higher net

income and revenue in the re-
cent quarter, fueled by contin-
ued surging demand for its
GLP-1 weight-loss drugs.
Stripping out one-time

items, earnings were $8.38 a
share, the company said
Wednesday. Analysts sur-
veyed by FactSet expected
adjusted earnings of $6.01 a
share. Lilly stock jumped 4.9%.
Demand is surging for

Lilly’s weight-loss treatments
Mounjaro and Zepbound. The
company reported $9.94 bil-
lion in Mounjaro revenue—up
91% from last year—as well as
$4.93 billion in Zepbound rev-
enue—up 46% from last year.

—Connor Hart

Patients would use CVS’s app to view pricing options for Eli Lilly’s Zepbound and Foundayo.
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CVS HEALTH
Partnership Is Set
To Offer GLP-1s
CVS Health said it will re-

vamp its weight management
program through a partner-
ship with Eli Lilly, lifted its
full-year outlook and reported
a nearly threefold increase in
its second-quarter profit.
The company on Wednes-

day said patients will be able
to use the CVS Health app to
view transparent pricing op-
tions for Zepbound and Foun-
dayo, two Lilly GLP-1 treat-
ments. Those treatments also
may be available for same-day
pickup at CVS pharmacies.
The company projected

yearly adjusted earnings be-
tween $7.90 and $8.10 a share.
Its stock closed down 5.1%.

—Elias Schisgall

ETSY
Ecommerce Site
Cuts Staff by 12%
Etsy is laying off about 220

employees, representing
roughly 12% of its workforce,
to adapt to changing online-
shopping habits.
The layoffs are mostly in its

product and engineering divi-
sion. The cuts weren’t driven
by cost-cutting initiatives or
artificial intelligence, Chief Ex-
ecutive Kruti Goyal said in a
letter to employees.
The announcement came

alongside a second-quarter re-
port showing growth across
the business, prompting Etsy
to raise its outlook for annual
gross merchandise sales.
Revenue from continuing

operations rose 6.2%, to
$668.3 million, ahead of the
$646.1 million analysts were
projecting, according to Fact-
Set.
Gross merchandise sales

from continuing operations in-
creased 1%, to $2.58 billion,
ahead of Wall Street’s esti-
mate of $2.51 billion.
Etsy now expects annual

gross merchandise sales will
increase by a mid-single-digit
percentage, up from its previ-
ous guidance of low-single-
digit growth.
The company swung to a

second-quarter loss of $46.7
million, or 36 cents a share,
from a profit of $28.8 million,
or 25 cents a share, in the
prior-year period.

—Katherine Hamilton
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Honda Motor more than
doubled first-quarter net
profit and raised its annual
forecasts, as the yen’s weak-
ness boosted quarterly results
and lifted earnings prospects.
The Japanese automaker

said Wednesday that operat-
ing profit for its car business
climbed for the three months
ended June, driven partly by a
weaker yen, which boosts the
value of profit earned abroad
in yen terms.
Chief Financial Officer

Masao Kawaguchi said car
sales fell in China but rose in
the U.S. as consumers favored
fuel-efficient cars, including
hybrids, because of higher
gasoline prices.
Kawaguchi said the Chinese

economy isn’t great and a shift
away from gasoline-powered
vehicles is accelerating, likely
because of rising oil prices.

imminent arrival of a new chief
executive.
Heineken in June said Rafael

Oliveira, formerly boss of cof-
f e e - a n d - t e a
maker JDE
Peet’s, would
take the reins
from Dolf van
den Brink, a
company vet-
eran who led the
company for six
years before
stepping down
at the start of
this year.

The pickup in volumes adds
to signs that newmarkets and a
focus on more premium labels
can help the world’s brewers

Honda left its global vehicle
sales forecast for the year
ending March 2027 un-
changed. With the impact of
the Middle East conflict on the
global economy still unclear,
the company plans to update
sales forecasts after the sec-
ond quarter, Kawaguchi said.

As part of efforts to bolster
its car business in China,
Honda in July extended its
joint venture with Guangzhou
Automobile Group through
2038. Honda’s sales in the
country have fallen in recent
years because of intense com-
petition and a shift away from

gas-powered vehicles in the
world’s largest auto market.
Operating profit also in-

creased for its motorcycle
business in the first quarter
thanks to higher sales in India
and Brazil.
The company projected

higher revenue and net profit

for the full year, citing the
yen’s recent depreciation.
That would mark a reversal

from the net loss Honda Motor
recorded in its latest fiscal
year, its first since listing in
1957, as it booked electric-vehi-
cle losses equivalent to about
$10 billion after giving up on
its main EV plans in the U.S.
Honda is aiming to improve

its hybrid EV offerings to
shore up its car business’s
profitability, and plans to end
production of the only EV it
sells in the U.S., the Prologue
sport-utility vehicle, this year.
After reporting an annual

loss in May, Chief Executive
Toshihiro Mibe said he was
abandoning a target he set in
2021, when he said all Honda
cars would be EVs or fuel-cell
vehicles by 2040. The move
mirrors that of most automak-
ers in the U.S., including Volks-
wagen, Stellantis and Ford.
The Japanese automaker’s

net profit reached 450.9 billion
yen, equivalent to $2.86 billion,
in the first quarter, far exceed-
ing the ¥208.2 billion estimate
in a poll of analysts by data
provider Quick. Revenue
climbed 13.5% to ¥6.062 trillion.

Honda Profit More Than Doubles
Weaker yen boosts
foreign earnings;
Higher gasoline
costs lift U.S. sales

The company expects revenue and profit gains for the year. Above, a Honda plant in Canada.
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Kraft Heinz recorded a
narrower loss and lower sales
in the second quarter, but
raised its sales outlook as it
aims to mitigate higher sup-
ply costs by raising prices.
The company behind Jell-O

and Lunchables on Wednes-
day posted a loss of $5.46 bil-
lion, or $4.60 a share, com-
pared with a loss of $7.82
billion, or $6.60 a share, a
year earlier.
Stripping out certain one-

time items, adjusted per-
share earnings were 56 cents,
ahead of the 53 cents antici-
pated by analysts, according
to FactSet.
Revenue fell 1.4% to $6.26

billion. Analysts surveyed by
FactSet forecast revenue of
$6.13 billion.
North American sales were

down 2.7%, while interna-
tional developed markets fell
3.5%. Emerging markets
logged a 10% bump in sales.
The declines stemmed

from lower volume and mix.
Inflation in manufacturing
and logistics, as well as
higher advertising expenses,
weighed on the company’s
adjusted operating income.
Kraft Heinz did raise prices

in each of its segments, as it
tried to offset higher input
costs, primarily in coffee and
ready-to-drink beverages.
The company narrowed its

outlook for annual adjusted
earnings per share to $2.03 to
$2.09, compared with a prior
range of $1.98 to $2.10. It now
expects net sales to fall 0.5%
to 2% during the year, com-
pared with its previous out-
look of a 1.5% to 3.5% decline.
Kraft Heinz is also increas-

ing its incremental invest-
ments in the business by $100
million to a total of $700 mil-
lion this year.

BY KATHERINEHAMILTON

Kraft Heinz
Raises Its
Sales View
For Year

out of a lengthy slump. AB In-
Bev, brewer of Bud Light and
Corona, said last week that vol-
umes rose more than expected
over the most recent quarter,
helped in part by a better mix
of its pricier labels, as well as
by the FIFA World Cup.
Heineken is aiming to get

some impetus back into key
markets through product inno-
vation, Van den Broek said,
pointing to the launch in Brazil
of the low-alcohol, low-calorie
and gluten-free Heineken Ulti-
mate.
Heineken meanwhile backed

its outlook for the year of 2% to
6% growth in operating profit,
aided by planned cost savings of
up to €500 million for the year.

BUSINESS WATCH

Heineken backed its earnings
outlook for the year after sales
volumes picked up pace over
the second quarter, boosted by
premium labels and lower-alco-
hol products and despite con-
tinued weakness in some key
beer markets.
The Dutch brewer said

Wednesday that total volumes
were 1.9% higher organically on
year between April and June,
picking up pace from the 1.2%
growth booked over the first
quarter. That boosted net reve-
nue for the half-year to 14.83
billion euros, equivalent to
$17.10 billion, and operating
profit to €2.17 billion, according

to Heineken’s preferred ac-
counting method, which ex-
cludes exceptional items and
amortization. Net profit rose
10% on year to €1.26 billion.
“Heineken delivered strong

first-half results overall,” ana-
lysts at JPMorgan wrote in a
note following the update.
That was despite a continued

slide in the Americas region,
where sluggish demand saw to-
tal volumes decrease more than
4% on year despite some uplift
from the FIFA soccer world
championship that kicked off in
June across the U.S., Canada
and Mexico.
“There was a World Cup

boost,” finance chief Harold van
den Broek told reporters in a

call. “But not enough to lift the
market into significant growth.”
European volumes were

meanwhile barely positive,
growing 0.2% on
year. By con-
trast, Asia-Pa-
cific volumes
climbed close to
10% on year.
Van de Broek

said the com-
pany remained
prudent amid
macroeconomic
and geopolitical
uncertainty. He
backed the group’s medium-
term strategy to speed up
growth and boost productivity
and performance ahead of the

BY JOSHUA KIRBY

Heineken Sales Rise Amid Americas Weakness

Demand in the
Americas

stayed sluggish
despiteWorld
Cup gains.
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Gozde Yildirim, AIA, MBA
Associate Health Principal
HDR, Inc.

Elena Scofield
Owner, Founder
Scofield Ins. Consulting, LLC

Avalon L. Paul, Esq., PhD
Founder, Paul & Assoc. Law
Sr. Immig. Attny., Manifest Law

Valentin F. Nemes
Senior Controls Engineer
Interroll Group

Brian McWeeney, DMin (Prin)
Roman Catholic Priest
Archdiocese of New York

Mark A. Klopfer
President, CEO
Stadium Solutions Inc.

Carl Edison Jones, PhD
VP of Student Affairs (Ret.)
Clark Atlanta University

Alvin Jensen
CFO, COO
Jarrett Concrete

Katie Gindlesperger, MBA, MS
BCIT Educator
Commonwealth Charter Academy

Mark Genovese
Vice President
JG Electrical Installations, Inc.

Ronald Fritch
Chief Financial Officer
Mercy Chefs

John J. D’Arco
Portfolio Manager
Valley National Bank

James W. Blake Jr.
Prof. Svcs. Practice Leader
Vertex Inc.

Christopher H Baum, MBA, PMP
ElectTech, AI/AR Specialist

Stephen Ashley
Financial Professional
New York Life Insurance Co.

Ariana Arantes
Founder, CEO, Haus Prime
Sr. Product Analyst, CRP Ind.
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