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Half Year results ended 30 June 2019

H1 2019 (1)

ú million% on sales Reported Organic FX Perimeter (2)

Net sales 848.2 100.0% +9.0% +8.0% +2.3% -1.4%

of which: Global priorities +9.8%

               Regional priorities +10.8%

Gross profit 525.8 62.0% +11.4% +9.5% +2.3% -0.3%

margin accretion (bps) (3)
+140bps +90bps -10bps +60bps

EBIT adjusted (4)
180.3 21.3% +12.3% +10.6% +2.7% -1.0%

margin accretion (bps) (3)
+70bps +50bps +10bps +10bps

EBITDA adjusted (4)
215.1 25.4% +14.4% +12.7% +2.6% -0.8%

margin accretion (bps) (3)
+120bps +100bps +0bps +20bps

Group net profit adjusted  (5)
116.7 13.8% +11.8%

Net Debt at period end (1) 937.1

Key figures 

Change vs. H1 2018 

Results for half year ended 30 June 2019
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(1) Application of IFRS 16-ôLeasesô (effective 1 January 2019)

(2) Mainly including the effects of termination of agency brand contracts

(3) Basis points rounded to the nearest ten

(4) Before negative operating adjustments of ú(8.6) million in H1 2019, mainly attributable to restructuring operations. Positiveoperating adjustments of ú19.6 million in H1 2018.

(5) Group net profit before total net positive adjustments of ú6.1 million in H1 2019, including operating adjustments of ú(8.6) million, related fiscal effects and other tax adjustments of ú2.2 

million and Patent Box tax benefits of ú12.5 million. Total positive adjustments of ú42.8 million in H1 2018

Consistent solid performance across all key underlying indicators, driven by strong sales 

momentum
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Key highlights

> Net Sales

> EBIT adjusted

> Net profit

Å After a strong start to the year (Q1 2019 +9.6%), the performance in Q2, which is a high seasonality quarter for aperitifs, was

positive (+6.9%), helped by the late Easter effect, despite the tough comparable base (Q2 2018: +8.0%) and the poor weather in May:

τ By brand: positive growth across brand clusters as the Global Priorities outperformed (+9.8% in H1 19) despite a tough 

comparison base (H1 18 +8.7%) driven by Aperol, Campari, Grand Marnier as well as brown spirits while SKYY declined 

due to the destocking exercise and persistent competitive pressure. Regional priorities grew positively by +10.8% in H1 

2019 driven by Espolòn, Averna and Riccadonna, while Local Priorities also grew positively by +4.0% 

τ By geography: positive growth across all regions with solid growth across high-margin developed markets, driven by 

North America and Western Europe, whilst lower-margin emerging markets continued their positive trend, notwithstanding 

macro-volatility and economic uncertainty
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Å Reported change of +9.0%, reflecting slightly negative perimeter effect of -1.4% or ú(10.6) million, and positive FX effect of +2.3% 

or ú18.1million

Å Organic growth of +10.6%, ahead of organic sales growth (+50 bps margin accretion), driven by strong organic gross margin 

expansion of +90 bps thanks to positive sales mix by brand and market, despite emerging market recovery and worse than expected 

agave impact, which more than offset the reinvestments in brand building initiatives behind and selective strengthening of the Groupôs 

on-premise sales capabilities

Å Reported change of +12.3%, taking into account the negative effects of disposals of -1.0% or ú(1.5) million and positive FX of +2.7% 

or ú4.3 million

Å Net financial debt at ú937.1 million as of 30 June 2019 vs. ú846.3 million as of 31 December 2018, up ú90.9 million(2), driven by the first 

time adoption of IFRS16-ôLeasesô accounting principle

Å Net debt to EBITDA pro-forma ratio at 2.1 times as of 30 June 2019

Å Group net profit adjusted to ú116.7 million, up +11.8% (1)

Å Group net profit reported to ú122.8 million, down -16.6%

Continuous sales mix improvement driven by key high-margin Global and Regional Priorities in core 

developed markets with emerging market recovery

> Net debt

(1) Group net profit before total net positive adjustments of ú6.1 million in H1 2019, including operating adjustments of ú(8.6) million, related fiscal 

effects and other tax adjustments of ú2.2 million and Patent Box tax benefits of ú12.5 million. Total positive adjustments ofú42.8 million in H1 2018

(2) Please refer to slide 34 for details on the net financial debt

Å Organic growth excludes positive pricing effect in Argentina of 90 bps in H1 2019
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Strong organic sales growth
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> Americas: strong growth driven by the Groupôs largest market, the 

US (+10.9%), continued positive momentum in Jamaica (+18.6%) 

and Canada (+7.4%) as well as a recovery in Brazil and Argentina 

> SEMEA: core Italy up +6.7%, with good growth across the rest of the 

region, driven by France and African markets

> NCEE: solid growth across the region thanks to Germany, Austria 

and the UK, with a recovery in the Russian market and positive 

momentum in Scandinavian and Eastern European markets

> Asia Pacific: growth in the region, despite the tough comparison 

base, driven by Australia (+3.5%) and China, partly offset by Japan

> Global Priorities: overall strong half year performance (+9.8%), 

with continued double-digit growth of Aperol (+22.0%) and a solid 

performance of Campari (+5.8%), Wild Turkey (+11.4%), the 

Jamaican rums (+7.1%) and Grand Marnier (+2.3%). The result 

was partly offset by a low-single digit decline in SKYY

> Regional Priorities: very positive performance of Espolòn 

(+46.5%), Averna and Riccadonna helped to offset some 

weakness in GlenGrant and Cinzano

> Local Priorities: strong performance across the whole portfolio, 

particularly the aperitif brands of Campari Soda (+5.8%) and 

Crodino (+3.3%)

Positive growth across all region and brand clusters
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Net sales results for first half 2019
Growth drivers
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778.2

+62.5 (10.6)+18.1

1,816.0

+2.3% -1.4%

ú million

% change

> Organic change of +8.0% (after excluding the positive price effect in Argentina of 90 bps) (1) or ú62.5 million (+6.9% or ú30.4 million in Q2 

2019) largely driven by high-margin Global and Regional Priorities 

> Forex effect of +2.3%or ú18.1 million, largely thanks to the strengthened US dollar vs. Euro (+2.1% or ú9.3 million in Q2 2019)

> Perimeter impact of -1.4% or ú(10.6) million, due to termination of agency brands contracts (-0.8% or ú(3.7) million in Q2 2019)

848.2

(1) Starting from Q3 2018, following the inclusion of Argentina into the cluster of hyperinflationary economies, sales organic change in this country has been calculated to reflect only the volume change, 

therefore excluding the price effect and the revaluation component required by IAS 29 (both included in FX effect)

Organic change 

+8.0%
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Net sales by regions & key markets in H1 2019
The US is the largest market with 29.3% of Net Sales
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Asia Pac:    6.4% of total

Organic growth: +1.1%

NCEE:        19.5% of total

Organic growth: +7.0%

SEMEA:      28.7% of total

Organic growth: +7.7%      

Americas:    45.3% of total

Organic growth: +9.9% 

Developed vs. emerging markets (1): 83% vs. 17%

(1) Key emerging markets include Jamaica, Russia, Brazil, Argentina, Mexico, South Africa, Peru, China and Nigeria  

H1 2019 Net Sales ú848.2 million 

Organic growth +8.0%
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Americas: +9.9% organic
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+33.0 +18.5 (0.2)

+9.9% -0.1%+5.5%

384.6333.3ú million

% change

> US Å Solid half year performance of +10.9%, thanks to a strong Q2 performance (+10.7%), driven by continued outperformance of Espolòn,

Aperol, Campari and Wild Turkey portfolio growing at sustained double-digit rates, and the positive contribution of Grand Marnier 

and the Jamaican rum portfolio. The SKYY portfolio declined -5.8%, as it continued to be affected by destocking as well as persistent 

competitive pressure

> Jamaica Å Very strong performance in Jamaica with continued positive mix driven by core Wray&Nephew Overproof (+19.9%), Campari 

(+15.6%) and Appleton Estate (+54.8%) as well as local brands such as Magnum Tonic Wine (+21.0%)

> Brazil Å Positive growth in the half, against an easy comparison base (H1 18 -27.2%) driven by a positive performance from Aperol, SKYY Vodka,

Campari as well as local brand Dreher. Macroeconomic weakness, high unemployment rates and political instability continue to 

impact the Brazilian market

> Argentina Å Positive performance largely due to growth in the Cinzano Vermouth, while favourable trends in Aperol and SKYY infusions continue

> Others Å Temporary weakness in Riccadonna and Campari more than offset the positive growth in Aperol. The other South American markets 

cycled a tough comparison base from last year

+10.9%

+18.6%

+14.2%

+6.9%

-17.1%

Organic growth by key market 

Americas
45.3%

Regional net sales organic growth 

by quarter

(1) Starting from Q3 2018, following the inclusion of Argentina into the cluster of Hyperinflationary economies, sales organic change in this country has been 

calculated to reflect only the volume change, therefore excluding the price effect and the revaluation component required by IAS 29 (both included in FX 

effect)

(1)

North America: +10.3%

> Others +1.9% Å Canada registered a very positive performance (+7.4%), largely thanks to Aperol, SKYY Vodka and Campari while Mexico declined 

slightly, despite growth in SKYY ready-to-drink, largely due to temporary weakness in Jamaican rums

South America: +6.0%

Q1 Q2

2019 13.1% 7.3%

2018 2.9% 6.0%
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SEMEA: +7.7% organic
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(1) Incl. Global Travel Retail

(2) Perimeter effect in Italy driven by disposals of non-core Lemonsoda businesses and agency brand distribution termination

> Italy Å Very solid half year performance with continued growth in Q2 (+6.9%), despite poor weather in May, driven by the aperitifs 

portfolio in a high seasonality quarter: double-digit growth of Aperol (+12.2%), solid growth of Campari (+7.1%) as well as 

positive trends in local brands such as Crodino (+3.2%) and Campari Soda (+5.8%). Within the bitters, growth in Cynar and 

Averna offset temporary weakness in Braulio which was affected by a tough comparison base

> Others Å France grew +26.4% in the half (+45.5% in Q2) thanks to double-digit growth from Aperol and Riccadonna. Spain grew low 

single-digit as good growth in Aperol and Cinzano Vermouth was slightly offset by temporary decline in Campari and a 

competitive gin market affecting Bulldog. In the African markets, Nigeria, a market suffering from severe social and political 

instability, grew +22.2% thanks to a strong performance of Campari and American Honey. South Africa also grew thanks 

SKYY Vodka and Bulldog

Å Global Travel Retail grew +1.0% against a difficult comparison base (H1 18 +15.3%) with positive trends in Aperol, GlenGrant 

and Appleton Estate

+18.1 (0.3) (10.4)

+7.7% -4.4%-0.1%

243.6236.2ú million

% change

+6.7%

+10.9%

Organic growth by key market 

SEMEA
28.7%

(1)

(2)

Regional net sales organic growth 

by quarter

Q1 Q2

2019 6.4% 8.6%

2018 1.1% 6.3%
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NCEE: +7.0% organic
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+10.8 0.0+0.3

+7.0% +0.2% -0.0%

165.5154.4ú million

% change

> Germany Å Very satisfactory results in Germany, despite a flattish Q2 due to poor weather in May and a tough comparison base (Q2 18 

+14.9%), largely driven by double-digit growth of Aperol (+10.8%) as well as positive trends in SKYY Vodka, Frangelico,

Averna, and GlenGrant, more than offsetting the negative trends in the Cinzano portfolio and Ouzo 12. Campari also returned to 

growth following a price increase in January 2019

> Russia Å Positive performance against an easy comparison base (H1 18 -25.2%) with positive growth in Aperol, Cinzano Vermouth and 

Cinzano sparkling wines in a highly volatile market

> UK Å Solid result with double-digit growth in Aperol (+25.8%) and the Jamaican brands (+35.0%), driven by Magnum Tonic Wine, 

Wray&Nephew Overproof and Appleton Estate

Organic growth by key market 

+3.9%

+10.9%

+13.8%

NCEE
19.5%

Regional net sales organic growth 

by quarter

> Others +8.4% Å Good performance among the other markets, with solid growth in Austria (Aperol, Campari, Averna) and Benelux (Aperol, Campari, 

Crodino). Scandinavian and other European markets were also in growth, largely thanks to Aperol, but also Campari and Crodino

Q1 Q2

2019 11.6% 4.2%

2018 -3.8% 14.4%
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Asia Pacific: +1.1% organic
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+0.6 (0.5) 0.0

+1.1% 0.0%-0.9%

54.454.3ϵ Ƴƛƭƭƛƻƴ

% change

> Australia Å Positive performance, despite the tough comparison base (H1 18 +10.7%), with acceleration in Q2 (+9.3%). The result was driven 

by growth in Aperol which continues its double-digit trend (+26.0%) as well as the local Wild Turkey ready-to-drink brands, Wild 

Turkey bourbon, boosted by the premium extensions of Wild Turkey Longbranch and Russell's Reserve, Espolòn, SKYY 

Vodka and Campari

> Others Å Double-digit decline in Japan and a slight decline in New Zealand, largely against tough comparison bases, was mitigated by 

growth in China (+17.5%) thanks to Cinzano sparkling wine and SKYY Vodka

+3.5%

-4.3%

Organic growth by key market 

Asia 
Pacific
6.4%

Regional net sales organic growth 

by quarter

Q1 Q2

2019 -3.1% 4.9%

2018 17.8% 11.7%
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Net sales by key brand

59% of Total

Organic change: +9.8%
15% of Total

Organic change: +10.8%

Global Priorities Regional Priorities Local Priorities 

12% of Total

Organic change: +4.0%

Rest of Portfolio: 14% (1)

Global Priorities

59% 

(+200bps vs H1 2018)

Local Priorities

12%

Regional Priorities

15%

H1 2019 Net Sales ú848.2 million 

Organic growth +8.0%

(1) Rest of Portfolio at 14% of group net sales in H1 2019, down -200bps vs. H1 2018

Agency brands & Co-packing 

6%

Rest of own brands 8%
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+22.0% 20%

> Continued strong growth in core European markets 

despite bad weather in May, as consumption spreads into 

meal occasions

> Strong double-digit growth in high potential and seeding 

markets such as the US, France, the UK, Russia, 

Australia, Canada, GTR, Scandinavia and South America 

+5.8%10%

> Solid growth in the brandôs core market Italy (+7.1%)

> Double-digit growth in key markets such as the US, Jamaica,

Brazil and Austria

> Flattish performance in the key market Germany due to price 

repositioning earlier in the year, while GTR, France and Spain

suffered temporary declines 

7% +2.3%

> Positive growth on the half, as the core US market grew by 

+7.1%, despite declines in Q2 largely due to order phasing

> Canada registered a soft performance due to a price increase

Brand sales review
Global priorities

Organic 

change

in H1 2019

Brand sales as % 

of Groupôs sales 

in H1 2019

Organic 

change

in Q2 2019

+19.5% 

+3.3%

-5.0%

Global priorities 
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> Double-digit growth overall thanks to growth in the core US 

(+15.1%) and Australian markets, with a continued positive 

contribution from premium variant Longbranch, offsetting 

temporary decline in Japan 

> High-margin Russellôs Reservegrew double-digits, driven by the

core US market (+29.4%)

> American Honey registered double-digit growth in the core US

market as well as smaller markets, such as Nigeria

(1) Incl. Wild Turkeystraightbourbon, Russell's
reserve, American Honey
(2) Wild Turkeyready-to-drink and American Honey
ready-to-drink are excluded

> Wray&Nephew Overproof grew +14.5% in the half, thanks to 

solid trends in core markets of the US, Jamaica and the UK as 

well as in seeding markets such as Canada

> Appleton Estate grew positively (+2.9%), largely driven by 

Jamaica, the UK and New Zealand, while the core US and 

Canadian markets were slightly negative due to phasing

(1) Incl. Appleton Estate and W&N Overproof

> The core US declined by -5.8% due to continued destocking with 

flavours down double-digit, in a market with persistent competitive 

pressure

> Positive growth in international markets (25% of total SKYY sales) 

such as China, Germany, Canada, Australia and South Africa 

Global priorities 

+11.4%8% (1)(2)

-3.0%8% (1)

5% (1) +7.1%

Brand sales review
Global priorities

(1) including SKYY Infusions

+12.7% 

-5.7%

+4.5%

Organic 

change

in H1 2019

Brand sales as % 

of Groupôs sales 

in H1 2019

Organic 

change

in Q2 2019
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Brand sales review
Regional priorities
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1%

1%

> Negative change due to a combination of gin market pressure 

in core Spanish and Belgian markets as well as the 

temporary effect of price increases in other regions

> Temporary weakness in the core market of Canada (-1.7%) 

was offset by growth US in the half

T
e

q
u

il
a

4%
> Core US market continued to grow by sustained double 

digits (+50.1%), with an acceleration in Q2 (+71.8%). Seeding 

markets such as Australia, Italy and Canada registered 

positive performances

-11.0%

+1.0%

+46.5%

1%G
in

-3.1%

Regional priorities 

-23.5%

-5.9%

+63.5%

-6.4%

Organic 

change

in H1 2019

Brand sales as % 

of Groupôs sales 

in H1 2019

Organic 

change

in Q2 2019

> Reduced volume allocations in Italy, France and Australia 

negated the positive performance in the US, Germany and 

Global Travel Retail, reflecting the Groupôs strategic 

refocus on higher-margin and longer-aged premium 

expressions away from unaged variants in lower-margin 

markets
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Brand sales review
Regional priorities
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Regional priorities 

S
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n
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v
e
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o

u
th

(1) Incl. Cinzano verrmouth and 

Cinzano sparkling wines

3% (1)

1%

> Vermouth flattish (-0.1%) as very positive growth in core 

markets of Russia, Argentina and the Czech Republic was 

offset by weakness due to price repositioning in rest of Europe

> Sparkling wines down -1.9% due to weakness in the core 

markets of Germany and Italy, while Russia was positive. 

Good growth in seeding markets of China, Spain and Eastern 

Europe

> Weakness in Mondoro (-6.4%) driven by the core market of 

Russia 

> Riccadonna registered very positive results of +33.7% 

thanks to a good performance in the core market of France, 

largely driven by the positive trends in Aperol spritz

-1.1%

+18.8%

It
a

li
a

n
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it
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n
d

 

li
q

u
e
u

rs

4%

> Overall decline in Braulio due a robust price increase in 

core Italy

> Overall weakness in Cynar as growth in core Italy and 

seeding US was offset by declines in Switzerland, Brazil 

and France

> Averna registered positive results in the core markets of 

Italy, Germany and the US, partly offset by certain Central 

European markets and GTR

> Flattish performance by Frangelico as good growth in 

Germany was offset by weakness in the US, Spain and 

Australia 

+1.0%

-10.4%

+55.0%

-1.6%

Organic 

change

in H1 2019

Brand sales as % 

of Groupôs sales 

in H1 2019

Organic 

change

in Q2 2019
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Brand sales review
Local priorities
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Local priorities 

4%

4%

2%

1%

1%

> Positive performance in core market of Italy, partly thanks 

to an easier comparison base, with growth in seeding 

markets (now 12% of sales) of Benelux, Germany and the 

Czech Republic

> Positive overall performance, despite some negative 

phasing in Q2, driven by Brazil

> Positive growth in core Italian market, against an easy 

comparison base

> Good performance in core Australia despite the tougher 

comparison base in Q2 (Q2 18 +14.9%)

> Weakness in core market of Germany while smaller markets 

such as Greece, the US and other European markets grew 

positively

+5.8%

+3.3%

+2.8%

+3.9%

+0.7%

1% > Growth in core US market+5.9%

+8.7%

+9.2%

+5.7%

-17.6%

-2.9%

+15.8%

Organic 

change

in H1 2019

Brand sales as % 

of Groupôs sales 

in H1 2019

Organic 

change

in Q2 2019
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Net sales & EBIT analysis by region

20
(1) EBIT adjusted

H1 2018

EBIT (1) breakdown 

by region

Net Sales 

breakdown by 

region  

H1 2019

The Americas remain the Groupôs largest region in terms of net sales and profitability (45.3% of Groupôs 

net sales and 42.2% of Groupôs EBIT(1) in H1 2019), increasing its weight driven by sales outperformance. 

Decrease in SEMEAôs weight on sales(-160bps) vs. H1 2018 driven by disposals of non-core businesses
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EBIT (1) by region - Americas

21

> FX & Perimeter: 

> Organic change: 

(1) EBIT adjusted

(2) Bps rounded to the nearest ten

Organic change -20 bps (2)

+100 bps 19.8%+30 bps19.7%

-100 bps
-20 bps

EBIT adjusted organic growth of +8.5% with -20 bps dilution. Key drivers:

ÅGrowth behind topline, leading to -20 bps margin dilution, due to the increasingly negative impact of agave 

as well as the dilutive effect of recovery in emerging markets, most notably Brazil and Argentina 

ÅA&P grew ahead of topline, -100 bps margin dilution, driven by phasing of investments behind key global brands

ÅSG&A growth behind topline (+100 bps margin accretion), as a consequence of the downsizing of local structures 

in South America

Positive FX effect largely driven by the strengthening USD vs Euro (+30 bps accretion)

> EBIT margin: EBIT margin at 19.8% in H1 2019, broadly in line with H1 2018

Gross Profit 

A&P

SG&A

H1 2019 H1 2018 Reported change Organic change

ϵ Ƴƛƭƭƛƻƴ% of sales ϵ Ƴƛƭƭƛƻƴ% of sales % %

Net sales 384.6 100.0% 333.3 100.0% +15.4% +9.9%

Gross profit 226.9 59.0% 196.8 59.1% +15.3% +9.5%

A&P (77.1) -20.0% (63.2) -19.0% +22.0% +15.8%

SG&A (73.7) -19.2% (67.9) -20.4% +8.6% +4.5%

EBIT
 (1)

76.1 19.8% 65.8 19.7% +15.6% +8.5%
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EBIT (1) by region - SEMEA
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+150 bps

Organic change +130 bps (2)

-70 bps

20.2%+30 bps18.6% +90 bps+110 bps

> FX & Perimeter:

EBIT adjusted organic growth of +14.9% (+130 bps accretion), mainly driven by positive sales mix. Key 

drivers: 

ÅStrong gross margin expansion (+110 bps) driven by solid performance of high-margin aperitif portfolio, in 

particular Aperol and Campari, across the region

ÅA&P growth below topline (+90 bps) driven by phasing of marketing activities

ÅSG&A increase, leading to -70 bps dilution, mainly driven by the strengthening of central structures

Neglectable FX effect. Negative although accretive perimeter effect, almost entirely attributable to the termination 

of low-margin agency brands

(1) EBIT adjusted

(2) Bps rounded to the nearest ten

> EBIT margin: EBIT margin up to 20.2% in H1 2019 (+150 bps vs H1 2018)

> Organic change: 

Gross Profit

A&P

SG&A

H1 2019 H1 2018 Reported change Organic change

ϵ Ƴƛƭƭƛƻƴ% of sales ϵ Ƴƛƭƭƛƻƴ% of sales % %

Net sales 243.6 100.0% 236.2 100.0% +3.2% +7.7%

Gross profit 165.2 67.8% 152.5 64.6% +8.3% +9.5%

A&P (38.2) -15.7% (37.7) -16.0% +1.3% +1.5%

SG&A (77.8) -31.9% (70.8) -30.0% +9.9% +10.4%

EBIT (1)
49.2 20.2% 44.0 18.6% +11.7% +14.9%
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EBIT (1) by region - NCEE
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Organic change 0 bps (2)

-110 bps

29.7%0 bps29.8%

-80 bps

+190 bps

EBIT adjusted organic growth of +6.9%, in line with sales growth. Key drivers:

ÅGrowth ahead of sales (+190 bps), driven by strong sales mix improvement led by the positive performance of 

the high-margin aperitif portfolio (in particular Aperol), growing by double-digit in core high-margin markets 

such as Germany and the UK 

ÅA&P increase leading to -80 bps dilution to support the strong growth of the aperitif portfolio in a key seasonality period

ÅSG&A increase ahead of sales, corresponding to -110 bps dilution, reflecting the enhancement of sales 

organizations in selective high-potential markets

Negligible FX and perimeter effect> FX & Perimeter:

(1) EBIT adjusted

(2) Bps rounded to the nearest ten

> EBIT margin: EBIT margin up to 29.7% in H1 2019, broadly in line with H1 2018

> Organic change: 

Gross Profit

A&P

SG&A

H1 2019 H1 2018 Reported change Organic change

ϵ Ƴƛƭƭƛƻƴ% of sales ϵ Ƴƛƭƭƛƻƴ% of sales % %

Net sales 165.5 100.0% 154.4 100.0% +7.2% +7.0%

Gross profit 108.5 65.5% 98.4 63.7% +10.2% +10.1%

A&P (29.7) -17.9% (26.5) -17.2% +12.0% +11.7%

SG&A (29.6) -17.9% (25.9) -16.8% +14.5% +14.2%

EBIT (1)
49.1 29.7% 46.0 29.8% +6.9% +6.9%
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+ 230 bps

Organic change +290 bps (2)

-180 bps

11.0%

-70 bps

8.7% +190 bps+280 bps

EBIT adjusted organic growth of +35.0%, well ahead of sales growth (+290 bps accretion), driven by positive 

sales mix and phasing of A&P. Key drivers:

ÅGross margin up high-single digits, well above sales growth, with +280 bps margin accretion, driven 

by positive sales mix in Australian market

ÅA&P grew well below topline (+190 bps) due to phasing of marketing investments

ÅIncrease in SG&A, generating -180 bps margin dilution, driven by lower absorption of fixed costs given the 

contained topline growth combined with the enhancing of the sales organization in Australia

Negative FX effect largely driven by weakness in the Australian Dollar vs. Euro and neglectable perimeter impact> FX & Perimeter:

(1) EBIT adjusted

(2) Bps rounded to the nearest ten

> EBIT margin: EBIT margin up to 11.0% in H1 2019 (+230 bps vs. H1 2018)

> Organic change: 

Gross Profit

A&P

SG&A

H1 2019 H1 2018 Reported change Organic change

ϵ Ƴƛƭƭƛƻƴ% of sales ϵ Ƴƛƭƭƛƻƴ% of sales % %

Net sales 54.4 100.0% 54.3 100.0% +0.2% +1.1%

Gross profit 25.3 46.6% 24.2 44.5% +4.9% +7.4%

A&P (6.5) -12.0% (7.5) -13.8% -13.2% -12.7%

SG&A (12.8) -23.6% (11.9) -21.9% +7.8% +9.1%

EBIT (1)
6.0 11.0% 4.7 8.7% +26.0% +35.0%
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(1) COGS = cost of materials, production and logistics expenses

(2) SG&A = selling, general and administrative expenses

(3) Bps rounded to the nearest ten
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> Gross profit: on a reported basis up +11.4% in value, to 62.0% on sales (+140 bps accretion):

¶ Organic growth of +9.5% in value, +90 bps margin expansion. Organic growth ahead of topline thanks to favourable

sales mix by brand and market despite the dilutive effect of emerging market recovery and the increasingly more

adverse effect of the agave purchase price

¶ Forex and perimeter combined effect of +1.9% in value, +50 bps margin expansion, driven by termination of low-

margin agency brands

> A&P: on a reported basis up +12.3% in value, to 17.9% on net sales (-60 bps dilution)

¶ Organic growth of +9.4% in value, above topline growth leading to -30 bps margin dilution, reflecting higher marketing

investments particularly behind global brands of Aperol, Campari, SKYY and Grand Marnier, as well as selected

Regional priority brands

¶ Forex and perimeter combined effect of +2.9% in value, -30 bps margin dilution, driven by the termination of low A&P-

intensity agency brands

> SG&A: on a reported basis up +9.9% in value, to 22.9% on net sales (-20 bps dilution)

¶ Organic growth of +8.6% in value, slightly above topline growth, leading to -10 bps margin dilution

¶ Forex and perimeter combined effect of +1.3% in value, -10 bps margin dilution, primarily driven by the

deconsolidation of businesses carrying no structure costs

> EBIT adjusted: on a reported basis up +12.3% in value, to 21.3% on net sales (+70 bps accretion)

¶ Organic growth of +10.6% in value, above topline growth, generating +50 bps margin accretion, thanks to solid

organic gross margin accretion (+90 bps), net of investments in marketing and structure costs (-40 bps). The adoption

of IFRS16-óLeasesôaccounting principle from 1 January 2019 generated a positive effect ofú1.3 million

¶ Forex and perimeter combined effect of +1.7% in value, corresponding to +20 bps margin accretion

> EBITDA adjusted: on a reported basis up +14.4% in value, to 25.4% on net sales. The increase includes a positive effect

generated by the adoption of IFRS 16-óLeasesôofú7.7 million, driven by the incremental depreciation on the rights of use

¶ Organic growth of +12.7% in value, leading to +100 bps margin accretion

¶ Forex and perimeter combined effect of +1.8% in value, +20 bps margin accretion
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% on sales +50 bps +10 bps +10 bps20.6% 21.3%

ú million

% change

> EBIT adjusted of ú180.3 million, up +12.3% on a reported basis, 21.3% margin on sales (+70 bps accretion). Key drivers:

Å Organic growth of +10.6%, ahead of topline growth (+50 bps accretion), thanks to strong gross margin expansion (+90 bps) more 

than offsetting higher investment in brand building and sales capabilities (-40 bps)

Å FX effect of +2.7% orú4.3 million (+10 bps accretion), driven by an increasingly stronger US Dollar vs Euro

Å Perimeter effect of -1.0% or ú(1.5) million (+10 bps accretion), largely due to termination of agency brand contracts

> EBIT of ú171.7 million, down -4.7%, due to unfavourable comparison base of net operating adjustments (negative amount of ú8.6 

million in H1 2019 vs. positive amount of ú19.6 million in H1 2018)(2)

> EBITDA adjusted of ú215.1 million, down +14.4% overall, at 25.4% margin on sales 

(1) Bps rounded to the nearest ten

(2) In H1 2019, negative operating adjustments of ú(8.6) million, attributable to provisions relating to restructuring costs initiated in 2018 and ongoing. 

This compares with the net positive operating adjustment of ú19.6 million in H1 2018, generated by the capital gain of ú38.5 million due to the sale 

of Lemonsoda, net of provisions for restructuring costs

17.0 4.3 (1.5)

+10.6% +2.7% -1.0%

+12.3%160.5 180.3

(1)

+70 bps
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> Net financial charges at ú15.1 million in H1 2019,up by ú0.3 million vs. H1 2018, broadly in line with last 

year, despite the lower average indebtedness (ú892.5 million in H1 2019 vs ú955.7 million in H1 2018), 

due to:

Å average cost of net debt of 3.7% in H1 2019, up from 3.0% in H1 2018, reflecting the negative carry 

effect on excess cash in H1 2019, significantly higher than H1 2018

Å the effect of IFRS16-ôLeasesôapplication which amounted to an additional ú1.7 million of interest 

charges
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> Group net profit adjusted at ú116.7 million, +11.8%:

ÅRecurring effective tax rate at 28.1% in H1 2019, slightly up from 27.9% in H1 2018

ÅAdjusting the recurring effective tax rate for the goodwill deferred taxes (broadly in line with last year), 

recurring cash tax rate at 23.2% in H1 2019, up from 22.3% in H1 2018, driven by geographical mix and FX 

effects

> Lower total net adjustments vs. H1 2018, mainly due to the capital gain from Lemonsoda disposal included in 

H1 2018 operating adjustments
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> Free cash flow at ú81.2 million, down ú(29.7) million vs. H1 2018. Recurring free cash flow at ú86.2 million, down ú(52.3) 

million vs. H1 2018. Key drivers:

Å increase in recurring EBITDA adjustedof ú27.1 million

Å temporary bigger variation in operating working capital of ú(56.1) million, driven by:

Ålower change in receivables vs. H1 2018 of ú(66.4) million due to shift in sales orders from May to the end of 

the second quarter, linked to weather conditions

Åvariation of change in inventoryof ú(4.9) million and variation in change in payablesof ú15.2 million

Åother non-cash items due to provisions, other operating changes and hyperinflation accounting effects

Å taxes paid impacted by phasing of payments and non-recurring tax effects

(1) Refer to slide 56 óOperating working capitalô for details  
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Operating working capital(1)
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636.0 718.1

77.2 4.9 0

> OWC increase of ú82.1 million as of 30 June 2019 vs. 31 December 2018. Key drivers:

ÅOrganic increase of ú77.2 million, due to:

Áincrease in inventory of ú61.4 million (of which ageing liquid increase of ú16.5 million) 

ÁDecrease in payables of ú21.2 million, impacted by some shift of payments from year-end 2018 into H1 2019

ÁDecrease in receivables of ú5.3 million. Physiologic reduction after year-end seasonal peak was almost entirely 

offset by an above average increase in receivables in connection with strong sales performance skewed at the 

end of the semester in some core European markets, due to weather conditions

ÅForex impact of ú4.9 million

ÅNegligible perimeter effect

> OWC as % of net sales at 40.3% as of 30 June 2019, up from 37.2% as of 31 December 2018

ú million

40.3%37.2%

% on

sales

(1) Refer to annex 8 óOperating working capitalô for details  
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81.2
(57.3)

(7.1)

(81.4)ú million

> Net financial debt at ú937.1 million as of 30 June 2019, up ú90.9 million from ú846.3 million as of 31 December 2018 

mainly driven by the first time adoption of IFRS16-ôLeasesô which generated an overall impact of ú(81.4) million 

> Net debt to EBITDA pro-forma ratio (3) at 2.1x as of 30 June 2019 (vs. 1.9x as of 31 December 2018)

(1) Purchase of own shares net of sale of shares for stock option exercises 

(2) Mainly related to FX and earn-out

(3) Pro-forma ratio mainly to take into account the full year effect of acquisitions and disposals that occurred in the period 

(846.3) (937.1)

(1)
(2)

Total: ú(90.9) million

(26.3)
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> Net debt of ú937.1million as of 30 June 2019

> Long-term gross debt at ú1.2 billion(2)

- Overall long-term gross debt average coupon at 1.97%

- Fixed interest rate debt accounts for c. 76% of the overall long-term gross debt

(2) ú219.1 million Eurobond expiring in October 2019 reclassified as short-term debt

(3) Includes Lease Debt arising from first time adoption of IFRS16-óLeasesô application 

(1) Refer to slide 55 Financial debt details

(3)
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Aperol ïcelebrating 100 years in the home city
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Aperol Happy Together LIVE ï

Venice

An important birthday deserves an 

unforgettable party. To celebrate the 

centenary of Aperol, a unique show joined 

different artists, set over a weekend, 

connected by the same passion for the 

music. Venice and Piazza S. Marco hosted 

the special edition of the Aperol Happy 

Together Live: a unique event that mixes 

different styles of music and different 

people to toast together. The show itself 

will be broadcast on TV, recorded by SKY 

and aired on their TV channels on July 26th

2019


