
Sanford Bernstein Pan European 
Strategic Decisions Conference
Jørgen Buhl Rasmussen, President & CEO



Agenda

Group overview and strategy

Products and innovations

Efficiency

Financials

Appendix



Sanford Bernstein Pan European Strategic Decisions Conference Page 3

Carlsberg -
 

a leading international brewer

• 2010 beer volumes of 114m hl

• 2010 revenues of DKK 60bn (EUR 8.0bn)

• 2010 operating profit of DKK 10.25n (EUR 1.4bn) 

• Market capitalisation of DKK 59bn (EUR 8bn)

• The #1 brewer in Eastern Europe

- A region with long-term growth opportunities

• The #2 brewer in Western Europe with strong track 
record of achieving margin targets

- Potential for further margin expansion

• Strong brand portfolio (4 of top 10 largest European 
beer brands)

- Substantial support behind brands and innovations

• Improving track-record of profit improvement

- 16% average organic EBIT growth from 2007-2010

• Strong focus on cash flow generation and de- 
leveraging
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Carlsberg geography –
 

68% of volume and 87% 
of EBIT from markets with no. 1 positions

A balance between growth markets and mature markets

NORTHERN AND WESTERN 
EUROPE

EASTERN EUROPE ASIA

OF TOTAL VOLUME OF TOTAL VOLUME OF TOTAL VOLUME
43% 41%

OF EBIT OF EBIT OF EBIT
46% 45% 9%

16%

OBJECTIVE

Improve competitiveness 
and earnings

Ensure profitable growth Build growth platform
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The
 

continuous
 

journey
 

of Carlsberg

2000 2010

●

 

Establishment of Carlsberg Breweries

Structure

Operations

●

 

Acquisition

 

of 100% of Carlsberg Breweries

●

 

Excellence programs

●

 

S&N acquisition

●

 

Accelerate efficiencies and execute synergies

●

 

Drive revenue growth

●

 

Accelerate revenue growth focus

●

 

Simplify business models

●

 

Increase back-end centralisation 

●

 

Bolt-on acquisitions in Asia

2005 2015

Value

Time
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…and the
 

journey
 

must continue

Share best

 practices

Learn

 

from 
other

 

FMCGs

Build

 

on

 

the heritage

 

and 

uniqueness

 

of the Group
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We
 

have already
 

started
 

on
 

this
 

journey

Centralisation

Standardisation

Globalisation

Professionalisation

World-class consumer and customer insights

Global brand management

Customer & category management

Innovation

Fro
n
t-en

d
B
ack-en

d

• E.g. Innovation

• E.g. ASC in Poznan

• E.g. Insights council
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That
 

calls
 

for a Carlsberg

• A global new positioning launched 
for the Carlsberg brand on 5 April

• Unleash the full potential of the 
brand and turn Carlsberg into an 
iconic brand

• Carlsberg brand to be more 
consistent, appealing and 
distinctive to consumers in both 
established and new markets

• New tag line, visual identity, 
commercials

• ‘Probably the best’ will remain in 
markets where part of the brand 
dna

• New positioning in more than 140 
markets
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BEO* overview

The credible soft drink alternative for adults

• BEO* is an entirely new drink. A unique sensorial 
experience only possible through the art and 
science of brewing 

• Fruitiness and sophisticated flavor combinations 

• Only natural ingredients

• No added sugar

• High juice content 

• Natural, gentle carbonation/ sparkling

…

 

naturally different, delightfully refreshing
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Blood Orange Hibiscus execution



Sanford Bernstein Pan European Strategic Decisions Conference Page 12

The modern, refreshing, easy-drinking beer 
from the home of Carlsberg

• No bitterness, no bitter aftertaste, no bitter 
hops

• Only natural ingredients 

• Natural carbonation 

• Wheat malt &  rice 

• Slight fruity and fresh flavor

• 4,5% ABV



Sanford Bernstein Pan European Strategic Decisions Conference Page 13

RAW

• An unfiltered beer with an authentic 
character brewed with selected, natural 
ingredients; including special hops for 
their fresh aroma with some delicate 
herbal notes.

• Brewed with rich, yet fresh taste, our 
master brewers have gone back to our 
roots using authentic, traditional brewing 
methods and skills.

• Unfiltered to keep more of the delicate 
flavour note and the very natural 
character.

• Same basic concept rolled out across a 
number of markets adjusted to local 
powerbrands own character.
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DraughtMaster
 

Modular
 

20L

• Improved draught beer experience

• Easy-to-handle draught beer 
system for medium and large on- 
trade customers

• Based on DraughtMaster 20L one- 
way kegs 

• Semi-automatic cleaning

• Superior beer quality delivery

• Execution of existing international 
brands and local Power Brands
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Business standardisation 

• An enabler to further efficiency and transparency

• Standardising in a balanced way 
- Covers the common parts of the value chain 

in different market models 

• Clear strategy fully aligned with all other group 
initiatives

- Greater level of cross functionality
- Greater cross border alignment

• Roll-out in Switzerland in May 2011 and full 
implementation in NW Europe by 2014

• A few examples:

- From 800

 

different IT systems to 200

- From 3,000 operational reports to 180

- From 323

 

order taking reports to 23

- From 15

 

different ways of naming the same 
customer to 1
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Creating a Northern Europe-wide packaging 
platform 

To...
• More offerings available across 

Northern Europe markets
• Fewer packaging platforms in 

total 

From... 
• Market specific assortment
• Significant variation across 

Northern Europe 

Illustrative

http://images.google.com/imgres?imgurl=https://www.cia.gov/library/publications/the-world-factbook/graphics/flags/large/lg-lgflag.gif&imgrefurl=https://www.cia.gov/library/publications/the-world-factbook/docs/flagsoftheworld.html&usg=__MZxy7YKMpjwYrT4v2HVzn_6ue7I=&h=302&w=617&sz=2&hl=en&start=1&tbnid=on5l4sHT6zXseM:&tbnh=67&tbnw=136&prev=/images%3Fq%3DFlag%2Bof%2BLatvia%26gbv%3D2%26hl%3Den%26sa%3DX
http://images.google.com/imgres?imgurl=https://www.cia.gov/library/publications/the-world-factbook/graphics/flags/large/en-lgflag.gif&imgrefurl=https://www.cia.gov/library/publications/the-world-factbook/geos/en.html&usg=__NhjH_fL_3hjgwqEYUNsehsLlwx8=&h=302&w=451&sz=2&hl=en&start=1&tbnid=c02aDY6GMPdWMM:&tbnh=85&tbnw=127&prev=/images%3Fq%3DFlag%2Bof%2BEstonia%26gbv%3D2%26hl%3Den%26sa%3DX
http://images.google.com/imgres?imgurl=http://wwp.greenwichmeantime.com/time-zone/europe/european-union/lithuania/images/lithuania-flag.gif&imgrefurl=http://wwp.greenwichmeantime.com/time-zone/europe/european-union/lithuania/flag.htm&usg=__h7ORS842-BBoxemNpLZzkKVKyDk=&h=302&w=453&sz=2&hl=en&start=1&tbnid=JOrKwE2_uL0aKM:&tbnh=85&tbnw=127&prev=/images%3Fq%3DFlag%2Bof%2BLithuania%26gbv%3D2%26hl%3Den%26sa%3DX


Sanford Bernstein Pan European Strategic Decisions Conference Page 18

Agenda

Group overview and strategy

Products and innovations

Efficiency

Financials

Appendix



Sanford Bernstein Pan European Strategic Decisions Conference Page 19

Ambitious medium-term margin targets 

Margin target

 

2010

 

2009

Northern & Western Europe 15-17% 14.1% 11.6%

Eastern Europe 26-29% 27.8% 28.5%

Asia 15-20% 18.6% 15.8%

Carlsberg Group around 20% 17.1% 15.8%

• Operating margin targets were announced in February 2010 and are 
expected to be reached in 3-5 years
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Northern & Western Europe

Doubling operating margins in 10 years
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Carlsberg Group

……… 3 – 5 years

……… 3 – 5 years
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Eastern Europe

……… 3 – 5 years
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Asia

……… 3 – 5 years
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Reported operating profit          around DKK 10bn (2010: DKK 10.25bn)

Net profit 
(*) 

around 5-10% growth

(*) 2010 net profit is adjusted for the non-cash and non-taxable DKK 598m income (IFRS 3) related to step-acquisitions. 
I.e. 2010 adjusted net profit of DKK 4,753m (reported DKK 5,351m less DKK 598m)

2011 earnings outlook 

• 2011 earnings outlook based on:

- Slightly declining Northern & Western European markets

- Low single digit Russian market decline

- Continued market growth in Asia



Q&A
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Forward-looking statements

This presentation contains forward-looking statements, including 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 results 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 materials, 
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 consumer 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 factors 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.
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