
international premium and super-premium brands, 
including Carlsberg, Tuborg, 1664 and Grimbergen. In 
local markets, it is achieved through strong regional 
and local brands using the platform of these brands 
to offer trade-up opportunities to the consumer by 
introducing new packaging or line extensions (such 
as flavour variants or reduced-calorie and low-
alcohol versions).

Management of Carlsberg’s international brand 
portfolio is carried out centrally at Group level to 
ensure correct prioritisation and streamlining, and 
to build strong and efficient brand platforms and 
growth models in order to optimise profits. Final 
execution and implementation of the strategies are 
secured through the local sales organisations. As a 
rule, management of local brands is decentralised 
but in order to achieve synergies across markets, a 
central brand network has been established at Group 
level to facilitate the development and sharing of 
ideas, concepts and experiences, enabling these to be 
applied to local brands in different markets. 

Carlsberg continuously assesses and adjusts the 
product portfolio in line with consumer demand to 
capture and secure market shares not only in the 
premium and mainstream beer segments but also, in 
times of economic downturn, in the discount segment. 

Expanding outside beer

Carlsberg constantly looks for profitable opportun
ities to strengthen the portfolio both within beer and 
adjacent beverages. The successful launch of Som-
ersby Cider in Norway and Denmark is an example 
of a premium product development outside the beer 
category. Another example is Eve, a malt-based pre-
mium drink targeted at the very interesting female 
consumer group. Eve bridges brewing technology 
and consumer insights, delivering a refreshing drink 
with a taste and look very different from beer. 

Beer portfolio

The strength of the Group’s brand portfolio is
highlighted by the fact that Baltika, Carlsberg 
and Tuborg are among the six biggest brands 
in Europe, with Baltika ranked as number one.

Carlsberg is a branded 
company and the Carlsberg 

beer portfolio is a strong 
combination of significant in-

ternational brands and a number 
of strong regional and local brands. 

The brands vary considerably in 
volume, price, target audience and geo-

graphic penetration and include the lead-
ing international brands Carlsberg, Tuborg, 

Baltika and 1664, and strong local brands 
such as Kronenbourg (France), Koff (Finland), 

Slavutich (Ukraine) and Dali (Western China). 

Quality is always high on Carlsberg’s agenda and 
many resources in R&D are committed to ensuring 
the highest-quality beer portfolio possible. Carlsberg’s 
brands are household names. They play a part in 
the lives of millions of consumers all over the world. 
Carlsberg’s ambition is to build memorable, motiva
ting and powerful brands appealing to consumers.

Beer segmentation 

Beer brands can be segmented along a number of 
variables such as consumer needs, consumer groups 
and occasions. Beer is generally priced according to 
four broad segments: discount, mainstream, pre-
mium and super-premium. The size of the different 
price segments varies from market to market. For 
example, France and Norway are characterised by 
relatively strong premium and super-premium seg-
ments, whereas in Germany discount brands have  
a much greater market penetration. 

Portfolio strategy and management

The objective of the portfolio strategy is to maxi
mise the value of the brands by having a portfolio 
that fulfils consumer needs and occasions, a clear 
strategy for how the brands should work together, 
premiumising and driving the portfolio efficiently. 
Globally, this is achieved through Carlsberg’s

Strong local  
and international 
brands

www.carlsberggroup.com/brands
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BALTIKA
Baltika No. 3 is 
Russia’s most popular 
beer, sold across the 
entire country. The 
Baltika brand family 
consists of a number 
of line extensions 
differentiated by 
numbers.

1664
Kronenbourg 1664 is 
associated with French 
art and pleasure and 
is a super-premium 
brand in Carlsberg’s 
international portfolio. 

CARLSBERG
The Carlsberg brand 
is the flagship in the 
portfolio. Green Label 
is the centrepiece 
but a number of line 
extensions exist across 
markets to broaden the 
brand franchise.

TUBORG
Tuborg is the youth 
brand in Carlsberg’s 
international portfolio 
and is a catalyst for 
fun and partying, 
sponsoring several 
European music events.
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