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Our multi-beverage 
UK portfolio
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The second-largest UK beverage business, 
unique in combining beer and soft drinks
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Source: OC&C analysis, Euromonitor – beer, cider, & soft drinks volume by manufacturer.
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National coverage with
2 breweries and
3 soft drinks factories

of UK draught beer volumes 
moved – no. 3 logistics 
player

16%
cases of soft drinks 
dispatched daily

650k

Carlsberg Britvic pro forma 
revenue in FY2024

2.1 GBP 
billion

of beer sold in 2024

6.2 m hl

independent direct customers 
delivered to by our secondary 
logistics network

~7,000
of soft drinks produced 
annually

18 m hl

Jimmy’s

nationwide depots
servicing both on- and off-
trade channels

15
one national distribution
centre for beer and one for 
soft drinks 
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Leeds

Beckton

Rugby

Hemel Hempstead

Lutterworth

Head office

Soft drinks factories

Primary beer logistics

Soft drinks NDC

Secondary depots



A true omni-channel business across 
multiple beverage categories
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Share of Carlsberg Britvic revenue – 
channel 

Share of Carlsberg Britvic revenue – 
beverage segment 

Grocers & 
discounters

Wholesale & 
convenience

High
street

Licensed 
managed

Dining

Free trade

Other

Cola

Lager

Flavoured 
carbs

Squash

Ale

Kids

Adult

Other



Creating a unique multi-beverage business 
with key competitive attributes 
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1 Brands relevant to all times of day and occasions.

Carlsberg Britvic’s key competitive assets

This creates a unique, competitively advantaged platform for our 
multi-beverage vision: to enable more consumers to live well by drinking better

MULTI-BEVERAGE 
SCALE

INCREASED
RELEVANCE

FULL DAY-PART
COVERAGE1

BROAD 
CONSUMER REACH



Our combined business now has the capabilities 
to reshape the total beverage landscape 
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Carlsberg Britvic strategic ambition:

Leveraging our logistics 
& wholesale to build 
distribution of our brands 

• Supply chain excellence
& sustainability

Increased sales force
to unlock channel 
opportunities

• Industry-leading customer 
services and consumer insight

Enhanced portfolio:
A unique proposition 
vs the competition

• Iconic brands offering 
unparalleled consumer choice

Building brands through 
increased marketing 
and innovation

• Deepening our PepsiCo 
partnership

4,000 
COLLEAGUES
with a shared purpose, 

vision and growth culture 
in service of profitable 
and sustainable market 

outperformance



Expanding our strategic 
partnership with PepsiCo
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We play across all consumer need states
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HEALTH
Making choices that feel 

good and support 

long-term wellbeing

FUEL
Consuming for energy 

or enhanced physical & 

mental performance

SOCIALISING
Using drinks to enhance 

social moments and shared 

enjoyment

EXPERIENCE
Seeking comfort, 

indulgence or ritual through 

sensory enjoyment

HYDRATION
Drinking to satisfy thirst or 

restore balance & bodily 

function
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• Soft drinks

• Beer

• Shared 

opportunity

SCALE 
CATEGORIES 
& BRANDS

EMERGING 
CATEGORIES 
& BRANDS

• Lager

• Carbonates

• RTD tea

• Active hydration

• Health & wellbeing

• RTD coffee

• Modern socialising 
and low/no

•  



We have the portfolio to address every demographic, 
every occasion, at every time of day

11

BREAKFAST The space in between LUNCH The space in between DINNER After dinner

As a group, we effectively cover all day parts and occasions…

… and have brands focused on all age groups & life stages

KIDS YOUTH/TEENAGERS FAMILY & FRIENDS SENIORSYOUNG ADULTS



The combination is working with our customers

OFF-TRADE

• Customer engagement at a different 
level – now at top table

• Several customers adopting multi-
beverage in own structures

• Joint business plans create 
opportunity for leverage 
across combined portfolio

• Advantage survey already showing 
impact in grocery:

• #2 in impulse (= soft drinks), 
score +8 vs LY

• #3 in beer, score +13 vs last year 

• Both 2 points off #1 ranking

• Leading rankings in “vision” and 
“partnership”
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ON-TRADE

• Only supplier that is a brand owner, 
wholesaler and logistics operator
=> much wider reach than our 
market share might indicate

• Already winning new business 
leveraging beer into soft drinks and 
vice versa

INTERNAL CAPABILITY 
TRANSFER

• Sharing of best practice and talent 
movement between categories



Accelerating commercial momentum:
share growth in beer and soft drinks, on- and off-trade
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Beer on-trade (market: -3.4%) Beer off-trade (market: -1.8%)

Soft drinks off-trade (market: +5.9%)Soft drinks on-trade (market: -1.4%)

Core lager World lager Premium lager Core lager World lager Premium lager

Cola Flavoured carbonates Adult Cola Flavoured carbonates Iced coffee

+0.2pp +2.3pp +6.3pp

+1.7pp +3.0pp -0.1pp +1.0pp +0.5pp +1.5pp

Beer off-trade

Beer on-trade

Soft drinks off-trade

Soft drinks on-trade

Share of Carlsberg 
Britvic volume

Source: ACNielsen; YTD 2025 change in Carlsberg Britvic share of category volume.

+4.2pp +1.0pp +1.4pp



Outstanding 
marketing 
execution and 
innovation
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Leading 
activation 
in outlets
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How we will win
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1 Total beverage provider, 

thinking holistically about the 

drinks category  

2 Truly omni-channel approach, 

both now and future

3 Covering all consumer need 

states and moments

4 Executing flawlessly 

at point of purchase

5Creating winning 

innovation for consumers

6Maintaining a challenger 

mindset to seize 

opportunities at pace

7Being indispensable 

partners

DRINKING
BETTER



Holistic integration programme
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PROGRAMME-LED 
APPROACH

BUILDING A 
NEW IDENTITY & 

GROWTH CULTURE

UNLOCKING 
COMMERCIAL 

VALUE

PROTECTED 
BUSINESS 

CONTINUITY
+ + +

• 20 targeted workstreams

• 3-year plan across all 
functions

• Regular progress tracking & 
governance

• Inspirational day 1 launch

• Continuous people 
engagement

• Key talent retained

• Harnessing the best of both

• Building for growth over 
efficiency

• Combined scale opening new 
doors

• Broader customer 
partnerships

• Collaborative approach to 
planning first 100 days

• Full operational and 
financial continuity

• Clear external 
communications



On track to deliver synergies in the 
UK business

SENSITIVELY MANAGED, 
PHASED OVERHEADS 
REDUCTION

• Former Britvic plc head office

• Duplicated roles

• Commercial resources 
protected

People Procurement Other
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OTHER DUPLICATED COSTS

• Discretionary spend

• Associated non-people costs

STRONG PROCUREMENT 
DELIVERY

• Leveraging scale

• Simplification

FUEL FOR GROWTH:  
REINVESTMENT INTO THE 
BUSINESS

• PepsiCo partnership

• Brand and capability growth

Synergies



KEY TAKE-AWAYS
CARLSBERG BRITVIC
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UK’s only true omni-
channel, multi-beverage 
business

Unparalleled portfolio 
covering all consumer needs 
and drinking occasions

Enduring strategic 
partnership with 
PepsiCo

An indispensable 
growth partner with 
our customers

1. 2. 3. 4.

Accelerating commercial 
momentum

Holistic integration 
programme fully on track

Setting a new standard for 
the Carlsberg Group’s multi-
beverage portfolio play

5. 6. 7.



Disclaimer

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 fair 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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