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Increased  
business scale 

Campari: a well balanced cocktail for future growth 

Strengthened 
global reach 

Empowered brand 
portfolio 

Strong track record 
in acquisitions 

Strongly positioned 
for future growth 

• Sixth largest player worldwide in the premium spirits industry (1) 

• €1.5 billion revenues in FY 2013 (doubled business scale in the last 10 years) 

• Sales in over 190 countries 
• 90% of sales achieved in own route-to-market 
• Increased in-market companies from 5 to 18 in the last 10 years 

• Portfolio of 50+ premium brands, covering the most attracting categories 
• Strong focus on 6 top international franchises 
• Strong upside from high potential brands 
• Marketing is our engine of growth 

• Half of the revenue growth achieved via acquisitions 
• 23 deals completed (21 acquisitions and 2 disposals) 
• External growth strategy consistently executed over time 

• Strongly positioned for positive progression in financial performance by leveraging 
on the expansion of the international footprint of own enriched brand portfolio 

Note: (1) Ranking  based on Impact’s top 100 Premium Spirits Brands Worldwide by Company, February 2014 
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Increased business scale 

• Doubled our business scale (both sales and operating profit) in last 10 years 

• Business continued to deliver strong growth in the last 5 years 

FY 2013 net sales split by key markets 
(€ 1,524.1 million)  

FY 2013 EBIT split by key markets 
(€ 299.6 million)  

Increased  business scale 

Note: (1) EBIT pre one-off’s 
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Strengthened global reach: improved geographic exposure   

• Achieved a balanced geographic exposure via a combination of organic growth and acquisitions 

• Exposure to emerging markets to 29% (mainly Latin America and Eastern Europe) 

• Increased exposure to key profit pools in the spirits industry 

FY 2003 sales split by key markets 
(€ 714.1 million) 

FY 2013 sales split by key markets 
(€1,524.1 million)  

Strengthened global reach 
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A strengthened route-to-market and product supply chain 

2004 in-market companies: Italy, Germany, USA, Brazil, Switzerland 
Addings since 2004: Austria, China, Argentina, Mexico, Ukraine, Belgium, Luxembourg, Australia, Russia, Jamaica, UK, Spain, Canada  

• Dramatically stepped up our route-to-market from 5 to 18 in-market companies since 2004, 
accounting for 90% of Group’s revenues  

• Moreover, insourced bottling activities in core US and Australia markets and overall increased 
our plants from 8 in 2004 to 15 today  

 

Strengthened global reach 
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Global premium brands(1) categories  
by volume 2013 
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Note: (1) IWSR selected quality: excl. low price and value brands 

 

Campari’s richer brand portfolio 

Newly acquired in 2014 

Empowered brand portfolio 
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A better balanced portfolio with strong focus on top 
6 international franchises 

Note: 
(1) Top 6 international franchises: Campari, Aperol, SKYY, Wild Turkey, LdM rum portfolio and Cinzano 
(2) High potential brands include Tequilas (Cabo Wabo and Espolon), Scotch whisky (Glen Grant and Old Smuggler), 

Liqueurs and specialties (Carolans, Frangelico, Cynar, X-Rated) 
(3) Key local brands include Crodino, Campari Soda, Brazilian brands 

(3) 

(2) 

(1) 

Empowered brand portfolio 

Q1 2014 net sales split by key brands 
(€ 288.7 million)  
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Strong focus on long-term brand equity building 
Empowered brand portfolio 
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Marketing is our core engine of growth 

Marketing 
Engine 

Glocal approach 
 

- Global strategies 
- Local execution 

Leading share of voice in key 
markets 

 
- Focus on long-term brand building 

- Consumer-oriented marketing     
approach 

Innovation 
 

   -Brand extensions 
  -Limited editions 

        -Flavoured launches 

Balanced marketing 
investments 

 
1) Above the line 

- Brand positioning & awareness 
- Global brand activation 

2) Below the line 
- Activation and frequency 

- Trade and consumer education  

Empowered brand portfolio 
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Strong opportunities to expand the international footprint (1)  

Top 3 mkts 

Top 5 mkts 

Top 10 mkts 

Top 20 mkts 

52.1% 

62.2% 

78.8% 

91.9% 

84.8% 

90.7% 

95.7% 

98.4% 

84.0% 

88.8% 

95.8% 

98.5% 

94.4% 

96.5% 

98.5% 

99.5% 

70.3% 

87.8% 

97.0% 

98.7% 

70.1% 

82.6% 

89.9% 

96.3% 

Note: (1) Based on 2013 FY sales value results 

Empowered brand portfolio 
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Leverage on emerging  
consumption trends  

Empowered brand portfolio 
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Successful delivery on acquisitions 
Strong track record in acquisitions 

• Business has grown 5 times in 
value since acquisition  

• Largely diversified the 
geographic exposure: Italy 
weight reduced from 94% to 
51% 

• Strong potential in seeding 
markets (Spain, UK, France) 

2004 
(sales in value) 

2013 
(sales in value) 

• Franchise has grown more 
than 50% since acquisition 

• American Honey doubled its 
size  

• Bourbon business delivered 
high-single digit growth 
annually 

• Core markets: US (52%) and 
Australia (38%) 

2010 
(sales in value) 

2013 
(sales in value) 

• Business size more than 
doubled in volume and value 
since acquisition 

• Continuous and consistent 
innovation 

• Outperforming the market 

Key achievements 2002 
(sales in value) 

2013 
(sales in value) 
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Campari is strongly positioned for future growth 
Strongly positioned for future growth 

• Group financial performance reflected the development of a scalable business model 
(strengthened route-to-market, PSC, IT), now completed 

• Increased focus on own premium brands, also thanks to pragmatic approach to brand 
portfolio management 

• Strengthened business fundamentals are our biggest opportunities  

• Political and macroeconomic context and forex outlook expected to remain challenging in 
the forthcoming months 

• Strongly positioned for long term positive progression in business and financial 
performance leveraging on the expansion of the international footprint of our enriched 
brand portfolio  
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Thank you 
www.camparigroup.com 
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