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To become 
the champion of 
fashion
underwear
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Development 2009

Brand sales 

Net sales 

Operating costs 

Operating profit 

Earnings per share 

Dividend per share 

Q4 09 Q4 08 +/- 2009 2008 +/-



Segments 2009



Segment Brand and other

MSEK Q4 09 Q4 08 2009 2008

Net sales 33.5 45.0 -26% 138.3 142.3
-3%

Operating profit 8.6 11.4 -25% 43.9 42.7
+3%

12 months

• Decreased net sales due to lower brand sales for the licesed product 
areas eyewear, perfume and women’s wear

• Profit was positively affected from lower sales- and marketing costs

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

Primarily royalty revenues, sales of services within the Björn 
Borg network and intra-group services



Segment Product development

MSEK Q4 09 Q4 08 2009 2008

Net sales 61.7 88.4 –30% 339.2 337.2
+1%

Operating profit 3.0 11.3 –71% 51.0 50.0
+2%

12 months

• Increased sales and improved result mainly due to 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

MSEK Q4 09 Q4 08 2009 2008

Net sales 46.5 47.9 –3% 194.8 197.0
–1%

Operating profit 3.0 –2.0 N/A 9.6 27.5
–65%

12 months

• Decreased sales and result due lower sales in Swedish distribution, 
market investments in the US 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

MSEK Q4 09 Q4 08 2009 2008

Net sales 15.8 17.3 –9% 54.5 55.0
–1%

Operating profit 4.8 5.4 –11% 8.0 8.6
–7%

12 months

• Sales and result decreased due to lower sales in women’s underwear 

and lower gross margin

• Q4: Comparable stores net sales –9%

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

Björn Borg owns and operates 8 Björn Borg stores and 2 outlet stores in 

Sweden, selling underwear, adjacent products, footwear and licensed

products



Development 2005–2009
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Innovation 
a fundamental driver
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Three key
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Our brand equity

SWEDISH

UNDERWEAR

COLORFUL

UNDERWEAR

PASSION FOR

UNDERWEAR

playful

Vibrancy

dare



SWEDISH UNDERWEAR 
LIBERATION

Our mission





Three key
components



Björn Borg – a service organization

We shall offer our partners – our most important

customers:

• A strong collection

• Sourcing

• A strong retail- and 

store concept

• A strong marketing  

package



Increased international 
presence
•

•

•

•

•

•



Growing e-commerce

• Business potential

• Rise in volumes 2009

• New e-commerce      

platform to be launched  

2010

Underwear – a perfect product for e-commerce



Optimized retail environment
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Licensing of the footwear product 
area

• Signed a letter of intent to license

footwear to Trend Design Group

• Well-established production and 

wholesale company in Europe, 

North America and Australia

• Björn Borg keeps distribution in 

Sweden and Finland, appr. 40% of 

footwear sales

• Marginal profit effect 2010



Challenges
ahead
• Tough market conditions

• High pace in product 
development

• It takes time to penetrate 
new markets



To become 
the champion
of fashion
underwear



Thank
you


