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To become 
the champion 
of fashion
underwear



Quarter 
highlights
• Continued tough market

• Strong currency effects

• Good cost control

• Implementation of new strategy 
– strengthened organisation

• New distributor in Germany –
cancelled agreement in 
England, expires 2011

• Broadened product offering



Financials    
Q2 2009



Q2 Financials in brief

• Strong currency effects

– Net sales up 2% to 97.8 MSEK due to strong 

currency effects

– Operating profit decreased from 16.5 MSEK to 

12.1 MSEK, due to investments in US, lower gross 

profit margin and lower sales

• Brand sales stable

– Up 1% to 386 MSEK – growth mainly in recently

established markets



Group development 2009

• Brand sales SEK M 386 382 +1% 988 932 +6%

• Net sales SEK M 98 96 +2% 262 235 +12%

• Gross profit margin % 50.9 55.9 49.9 53.5

• Operating expenses SEK M 37.7 37.0 +2% 81.3 72.5 +12%

• Operating profit SEK M 12.1 16.5 –27% 49.7 53.0 –6%

• Operating margin % 12.4 17.2 18.9 22.6

• Earnings per share SEK 0.34 0.48 –29% 1.49 1.55 –4%

Q2 09   Q2 08   +/– H1 09   H1 08   +/-



Segments januari–juni 2009



Segment Brand and other

6 months 2009

Net sales SEK 68.3 M (53.9) +27%

Operating profit SEK 18.9 M (13.6) +39%

• Net sales growth driven by currency effects, internal sales and 
increased brand sales in the network

• Rise in profit from higher networksales

• Costs for market investments according to plan

• Currency: Costs of goods sold in SEK, Euro, NOK, DKK etc, 
invoicing in the same currency

Primarily royalty revenues, sales of services within the Björn 

Borg network and intra-group services



Segment Product development

6 months 2009

Net sales SEK 178.7 M (140.8) +27%

Operating profit SEK 32.5 M (21.7) +50%

• Rise in sales and profit from strong currency effects and export 

growth in footwear during first quarter

• Currency: Costs of goods sold in USD/HKD/Euro, invoicing in 

USD/HKD/Euro, 

Development, design and production for the underwear, adjacent 

products and footwear product areas



Segment Distribution

6 months 2009

Net sales SEK 86.8 M (89.8) –3%

Operating profit SEK –2.3 M (17.4) n.a

• Sales decrease mainly in Swedish underwear distribution

• Profit decrease primarily due to market investments in the US, lower 
sales in Swedish distribution and higher USD rate

• Currency: Costs of goods sold in USD/HKD/Euro, invoicing in SEK 

Exclusive distributor of underwear, adjacent products and footwear 

in Sweden and the US



Segment Retail

6 months 2009

Net sales SEK 22.5 M (22.0) +2%

Operating profit SEK 0.6 M (0.4) +50%

• Net sales like for like +2%

• Currency: Costs of goods sold in SEK, invoicing in SEK

Björn Borg owns and operates 10 Björn Borg stores in Sweden, selling 

underwear, adjacent products, footwear and licensed products



Going from    
good to great  
with a strategy 
for growth     
and prosperity



Strong 
platform
• The brand

• Business model

• Organisation

• Financial strength



• Product development

• Distribution

Two key 
components



Two key 
components
• Product development

• Distribution



Innovation 
the fundamental driver
• Innovative products 

important for main target 
group – young people 

• Continuously reinvent 
ourselves and the 
underwear category

• Passion for challenging and 
exceeding expectations

• Innovative and systematic 
product development 

Product development



Creative 
in all aspects
• New underwear concepts

– Sport – function for men

– Love all – volume 
concept for women 

• Packaging and exposure 
important

• Creative and cost efficient 
marketing concepts –
”Swedish exports”

Product development



Swedish exports

 

 
 

 

Product development



Adaption of

organisation
• Open, flat and creative

• New creative director

• New head of underwear

• New head of store concept

Product development



• Product development

• Distribution

Two key 
components



Continued

expansion
• Established business 

model

• Local knowledge and 
investments in each 
market

• Attracting and securing 
best in class distributors

Distribution



Clear criterias for                                
distributors

Distribution

• Experience from underwear or                              

fast moving consumer products

• Existing network 

• Resources for investments

• Expansion of Björn Borg stores

• Sharing passion and values on how to build the 

brand long-term



Optimized retail 
environment
• Developing a new store 

concept 

• Right mix of retailers 

• Over time increase number 

of Björn Borg stores opened 

by distributors

Distribution



Actions taken
• Broader underwear offering

• New distributor in Germany

• End of agreement in UK by 2011

• Strenghtened organisation

Challenges ahead
• Tough market conditions

• Continued evaluation of 
distributors and product 
companies

• It takes time to penetrate new 
markets



Strong 
platform
• The brand

• Business model

• Organisation

• Financial strength



To become 
the champion   
of fashion
underwear



Thank 
you!


