
Driven by the Group’s 
initiatives implemented in 

late 2008 and early 2009, 
Carlsberg managed to exceed 

the profit, cash flow and financial 
leverage expectations set out at the 

beginning of 2009. 

Although there are positive signs in some 
markets, consumer dynamics will remain 

challenging. Despite this, the Group sees 
opportunities to further strengthen its market 

position in several key markets.

2010 earnings expectations

The Russian market will undoubtedly be negatively 
impacted by actual and phased consumer price 
increases following the 200% excise duty increase 
on 1 January 2010. However, based on our strong 
business set-up in Russia and a carefully planned 
pricing strategy, the Group believes this will bring 
opportunities to further strengthen the market 
position. 

For 2010 Carlsberg is assuming the following:

•	�A slight decline in Northern & Western European 
markets.

•	�A low double-digit percentage decline in the  
Russian market.

•	Continued market growth in Asia.
•	�Continued implementation of operational and 
capital efficiency improvements.

•	�Increased investments in brands and channel mar-
keting to grow volume and value market shares.

Earnings and  
margins

For 2010 Carlsberg expects:

•	�Operating profit to be in line with that reported for 
2009 (notwithstanding the extra earnings gener-
ated by stockbuilding in Q4 in Russia ahead of the 
excise duty increase as set out below).

•	Net profit growth of more than 20%. 

Due to the Russian stockbuilding in Q4 2009 and 
subsequent destocking in Q1 2010, the Group’s Q1 
2010 and 2010 full-year operating profit will be 
negatively affected by approximately DKK 300m. 
This is included in the 2010 expectations. 

Furthermore, due to the chosen detailed strategy 
for phasing of price increases in Russia to compen-
sate for the significant increase in excise duties on 1 
January 2010, earnings in Eastern Europe in general 
will be skewed towards the second half of the year 
more than has been experienced in prior years.

Working capital improvement will continue to be 
a key focus area. However, the focus is changing 
from “year over year” improvement to “day over 
day” improvements. This is being done with the aim 
of achieving a higher reduction in average working 
capital during the year.

Earnings expectations

Consumer dynamics will remain challenging  
in 2010 but the Group sees opportunities to  
further strengthen market positions in several 
key markets and grow net profit.
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Medium-term financial targets

With an operating margin of 28.5%, the Eastern 
European region exceeded the region’s medium-
term operating margin target of 23-25% in 2009. 
Margin targets have been revised and the follow-
ing medium-term (3-5 years) operating margin 
targets have been set:

DISCLAIMER

This Annual Report contains forward-looking statements, includ-
ing statements about the Group’s sales, revenues, earnings, 
spending, margins, cash flow, inventory, products, actions, plans, 
strategies, objectives and guidance with respect to the Group’s 
future operating results. Forward-looking statements include, 
without limitation, any statement that may predict, forecast, 
indicate or imply future results, performance or achievements, 
and may contain the words “believe”, “anticipate”, “expect”, 
“estimate”, “intend”, “plan”, “project”, “will be”, “will continue”, “will 
result”, “could”, “may”, “might”, or any variations of such words 
or other words with similar meanings. Any such statements are 
subject to risks and uncertainties that could cause the Group’s 
actual results to differ materially from the results discussed in 
such forward-looking statements. Prospective information is 
based on management’s then current expectations or forecasts. 
Such information is subject to the risk that such expectations 
or forecasts, or the assumptions underlying such expectations 
or forecasts, may change. The Group assumes no obligation to 
update any such forward-looking statements to reflect actual 
results, changes in assumptions or changes in other factors  
affecting such forward-looking statements.

Some important risk factors that could cause the Group’s actual re-
sults to differ materially from those expressed in its forward-looking 
statements include, but are not limited to: economic and political 
uncertainty (including interest rates and exchange rates), financial 
and regulatory developments, demand for the Group’s products, 
increasing industry consolidation, competition from other breweries, 
the availability and pricing of raw materials and packaging materi-
als, cost of energy, production- and distribution-related issues, 
information technology failures, breach or unexpected termination 
of contracts, price reductions resulting from market-driven price 
reductions, market acceptance of new products, changes in con-
sumer preferences, launches of rival products, stipulation of market 
value in the opening balance sheet of acquired entities, litigation, 
environmental issues and other unforeseen factors. New risk factors 
can arise, and it may not be possible for management to predict 
all such risk factors, nor to assess the impact of all such risk fac-
tors on the Group’s business or the extent to which any individual 
risk factor, or combination of factors, may cause results to differ 
materially from those contained in any forward-looking statement. 
Accordingly, forward-looking statements should not be relied on as 
a prediction of actual results.

Expectations and results 2009 (DKKbn)

Net revenue Operating profit

Carlsberg’s 
share of net 

profit Free cash flow
Operating capital 

expenditures

Net interest-
bearing debt to 

EBITDA

18.02.2009 Actual (Financial Statements for 2008) 59.9 8.0 2.6 -49.3 -5.3 3.8
18.02.2009 Financial Statement for 2008 ~ 63 > 9 > 3.5 > 6 < -3.75 ~ 3
06.05.2009 Q1 Interim results 2009 ~ 61 > 9 > 3.5 > 6 < -3.75 ~ 3
04.11.2009 Q3 Interim results 2009 59-60 > 9 > 3.5 > 6.5 < -3.5 < 3
17.12.2009 Earnings upgrade 59-60 > 9.3 > 3.5 > 6.5 < -3.5 < 3
23.02.2010 Actual (Financial Statements for 2009) 59.4 9.4 3.6 10.5 -2.8 2.7

•	�Northern & Western Europe at 15-17% (previously 
14-16%)

•	�Eastern Europe at 26-29% (previously 23-25%)
•	�Asia at 15-20% (new)
•	�Carlsberg Group at around 20% (new)

These ambitious margin targets will be met 
through a combination of intensified focus on 
driving volume and value market shares, and a 
continuous drive for efficiency improvements.
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