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Disclaimer

The information contained in this presentation has not been independently verified by any of the Company's advisors. No representation, warranty or undertaking, express or implied, is made as to, and no 
reliance should be placed on, the fairness, accuracy, completeness or correctness of the information or the opinions contained herein or any other information relating to the Company, whether written, oral 
or in a visual or electronic form and howsoever transmitted and made available. Neither the Company nor any of its affiliates, advisors or representatives shall have any liability whatsoever (in negligence or 
otherwise) for any loss howsoever arising from any use of this presentation or its contents or otherwise arising in connection with this presentation.

Any securities referred to herein have not been, and will not be, registered under the US Securities Act of 1933. Any such securities may not be offered or sold in the United States except pursuant to an 
exemption from, or in a transaction not subject to, the registration requirements of that Act.

This document does not constitute an offer of securities to the public in the United Kingdom. This document may only be distributed to and is only directed at (i) investment professionals falling within 
Article 19(5) of the Financial Services and Markets Act 2000 (Financial Promotion) Order 2005 (the “Order”) or (ii) high net worth entities, and other persons to whom it may lawfully be communicated, falling 
within Article 49(2) of the Order (all such persons together being referred to as “relevant persons”). Any person who is not a relevant person should not act or rely on this communication or any of its 
contents.

This presentation does not constitute or form part of and should not be construed as, an offer to sell or issue or the solicitation of an offer to buy or acquire securities of the Company or any of its 
subsidiaries in any jurisdiction or an inducement to enter into investment activity in any jurisdiction.  Neither this presentation nor any part thereof, nor the fact of its distribution, shall form the basis of, or 
be relied on in connection with, any contract or commitment or investment decision whatsoever.  Any decision to buy or acquire securities in connection with the proposed offering described herein should be 
made independently of this presentation and solely on the basis of the information contained in the offering memorandum published 19 May 2010, including any amendments or supplements thereto.  This 
presentation does not constitute a recommendation regarding the securities to be offered pursuant to such offering memorandum.

No reliance may be placed for any purposes whatsoever on the information contained in this document or any other material discussed at this presentation, or on its completeness, accuracy or fairness.

This document contains unaudited financial information in relation to the Company as of and for the six-months ended 28 February 2009.     

Matters discussed in this presentation may constitute forward-looking statements. Forward-looking statements are other than statements of historical facts. The words “believe,” “expect,” “anticipate,” 
“intend,” “estimate,” “will,” “may,” "continue," “should” and similar expressions identify forward-looking statements. Forward-looking statements include statements regarding: objectives, goals, strategies, 
outlook and growth prospects; future plans, events or performance and potential for future growth; liquidity, capital resources and capital expenditures; economic outlook and industry trends; developments 
of the Company’s markets; the impact of regulatory initiatives; and the strength of competitors. The forward-looking statements in this presentation are based upon various assumptions, many of which are 
based, in turn, upon further assumptions, including without limitation, management’s examination of historical operating trends, data contained in records and other data available from third parties.  
Although the Company believes that these assumptions were reasonable when made, these assumptions are inherently subject to significant known and unknown risks, uncertainties, contingencies and other 
important factors which are difficult or impossible to predict and are beyond our control. Such risks, uncertainties, contingencies and other important factors could cause the actual results of the Company or 
the industry to differ materially from those results expressed or implied in this presentation by such forward-looking statements. 

The information, opinions and forward-looking statements contained in this presentation speak only as at the date of this presentation, and are subject to change without notice. The Company and its 
respective agents, employees or advisors do not intend to, and expressly disclaim any duty, undertaking or obligation to, make or disseminate any supplement, amendment, update or revision to any of the 
information, opinions or forward-looking statements contained in this presentation to reflect any change in events, conditions or circumstances. 

By viewing this presentation, you acknowledge and agree to be bound by the foregoing limitations and restrictions.
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Introduction: What we do

Probiotics

Selected microorganisms recognized for 

their healthy properties

Science progresses fast in this area

Cultures

Cultures are living microorganisms which 

control fermentation processes in a range 

of food products

Natural colors

A complete color range extracted from 

seeds, roots, and berries

Natural alternative to synthetic colors

Enzymes

Enzymes are proteins which catalyze 

naturally occurring processes

Transforms milk to cheese
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Highlights: 

Cultures

Enzymes

Strong growth momentum in all business areas 

Revenue in Q3 reached EUR 159 million, 15% organic growth

Revenue after 9 months reached EUR 415 million, 12% organic growth

Growth in all divisions and regions 

Scalability resulted in stronger growth in EBIT before special items

In Q3, EBIT margin before special items increased from 24% to 25%

During the first 9 months, EBIT margin before special items increased from 21% to 24%

One off special items in Q3 of EUR 21.1 million, related to the listing of the company

EUR 18.6 million relates to a one off IPO bonus to all employees to be paid in august 2010. The expense will 

be reimbursed by the selling shareholder through a capital contribution 

Other IPO related costs amounted to EUR 2 million

Will be kept as central costs, will not be allocated to divisions

EBIT in Q3 reached EUR 19 million and after 9 months EUR 76 million, EBIT margin of 18% 

Successful listing of the company

Refinancing in place

Outlook maintained
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Continued strong performance

EUR m

EUR m
Revenue after nine months increased by 11% to 

EUR 415 million. Organic growth was 12% 

In Q3 revenue grew 18% on a reported 

basis and 15% organically

Nine months EBIT before special items  

reached EUR 98.4 million and the margin 

increased from 21% to 24%

In Q3 EBIT margin before special items 

increased from 24% to 25%

Q3 was negatively affected by one-off special 

items relating to the IPO of EUR 21.1 million. 

EUR 18.6 million net of tax will be reimbursed 

by the selling shareholder as a capital 

contribution  

EBIT after nine months increased from EUR 

71.9 million to EUR 75.8 million. EBIT margin 

reached 18%.

Revenue positively impacted by increased 

carmine prices (3 pp for Q3; 1pp for 9 months)

134
159

Q3 2008/09 Q3 2009/10

40.2
32.5

25%
24%

Q3 2008/09 Q3 2009/10

EBIT b.s.i. EBIT margin b.s.i.

375
415

YTD 2008/09 YTD 2009/10

Development in revenues

77.1
98.4

21%
24%

YTD 2008/09 YTD 2009/10

EBIT b.s.i. EBIT margin b.s.i.

Development in EBIT b.s.i. 

Comments 

EUR m

32.1
19.1

24%

12%

Q3 2008/09 Q3 2009/10

EBIT b.s.i. EBIT margin b.s.i.

Development in EBIT 

71.9
75.8

19% 18%

YTD 2008/09 YTD 2009/10

EBIT b.s.i. EBIT margin b.s.i.
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Growth in all regions and divisions in 2009/10

Revenue split by divisions

APMEA 15%

South America 11%

Europe 52%
North America 21%

Revenue split by regions

9 months organic growth:

Europe 7%

South America 12%

North America 14%

APMEA 34%

9 months organic growth:

Cultures & Enzymes 7%

Health & Nutrition 18%

Colors & Blends 23%

Cultures & 

Enzymes

63%

Health & 

Nutrition

14%

Colors & 

Blends

23%
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Q3 2009/10 results confirm positive trends

P&L Comments on Q3

Organic growth of 15%

Very efficient production out of 

Copenhagen plant

Gross margin growth driven by 

Cultures & Enzymes division

EBIT margin before special 

items increased from 24% to  

25% 

EBIT margin was 12%, due to 

one off special items of EUR 

21.1 million

The quarter was negatively 

impacted by provisions related 

to new and old incentive 

schemes

EUR m YTD 2009/10 YTD 2008/09

Revenue 415.3 374.7

Cost of sales (210.1) (200.2)

Gross profit 205.2 174.5

SG&A (106.8) (97.4)

EBITDA b.s.i. 129.1 106.8

D&A (30.7) (29.7)

EBIT b.s.i. 98.4 77.1

Special items (22.6) (5.2)

EBITDA 106.5 101.6

EBIT 75.8 71.9

Net financial (62.2) (96.4)

PBT 13.6 (24.5)

Tax (21.4) (9.5)

PAT (7.8) (34.0)

Organic growth y-o-y 12% 9%

Gross margin 49.4% 46.6%

EBITDA b.s.i. margin 31.1% 28.5%

EBIT b.s.i. margin 23.7% 20.6%

EBITDA margin 25.6% 27.1%

EBIT margin 18.3% 19.2%

EUR m Q3 2009/10 Q3 2008/09

Revenue 159.0 134.3

Cost of sales (81.6) (68.7)

Gross profit 77.4 65.6

SG&A (37.2) (33.1)

EBITDA b.s.i. 50.4 42.2

D&A (10.2) (9.7)

EBIT b.s.i. 40.2 32.5

Special items (21.1) (0.4)

EBITDA 29.3 41.8

EBIT 19.1 32.1

Net financial (20.3) (2.9)

PBT (1.2) 29.2

Tax (3.3) (10.1)

PAT (4.5) 19.1

Organic growth y-o-y 15% 9%

Gross margin 48.7% 48.8%

EBITDA b.s.i. margin 31.7% 31.4%

EBIT b.s.i. margin 25.3% 24.2%

EBITDA margin 18.4% 31.1%

EBIT margin 12.0% 23.9%
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Balance sheet & cash flow

Comments

Net interest bearing debt will be 
reduced significantly in Q4 2010, 
due to the primary proceeds from 
the IPO

Refinancing of the long term debt 
in place

Balance sheet and cash flow

EUR m 31 May 2010 31 May 2009

Total assets 1,337.1 1,299.1

Equity 107.5 70.9

   

Net interest bearing debt 925.9 960.7

   

YTD 2009/10 YTD 2008/09

Cash flow from operations 55.4 49.0

Cash flow from investments (25.8) (17.6)

Free cash flow 29.6 31.4
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Cultures & Enzymes 

HighlightsP&L

Organic growth was 8% in Q3,  
growth rate for the first nine 
months was 7% 

Strong sales growth within 
Cultures, while Enzymes sales 
were impacted by our decision to 
reduce sales of contract 
manufactured animal rennet 

Asia and North America were the 
strongest performers

EBIT margin for the first nine 
months continued to increase 
from 23% to 27%, due to the 
scalability of the business, 
including the impact from the 
Copenhagen plant

 Q3 Q3 YTD YTD YTD

2009/10 2008/09 2009/10 2008/09 growth

EUR million (unaudited) (unaudited) (unaudited) (unaudited) %

Revenue 94.5 83.8 259.6 241.7 7%

Organic growth 8% -                        7% -                        

EBITDA 34.8 30.6 96.1 79.6 21%

EBITDA margin 37% 37% 37% 33%

EBIT 26.5 23.1 71.3 56.1 27%

EBIT margin 28% 28% 27% 23%

ROIC 27% 23% 25% 19%
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Health & Nutrition

Organic growth was 12% in Q3 

bringing growth rate for the first 

nine months to 18% 

Strong sales growth within all 

application areas for Human 

Health. 

Animal Health saw good growth in 

probiotics, but disappointing 

sales of silage cultures. 

Europe, Asia and North America 

were all strong performers

At 37%, EBIT margin was very 

strong in Q3.  EBIT margin after 

nine months is 27%, returning to 

normalized levels, after a weak 

Q1 

HighlightsP&L

 Q3 Q3 YTD YTD YTD

2009/10 2008/09 2009/10 2008/09 growth

EUR million (unaudited) (unaudited) (unaudited) (unaudited) %

Revenue 24.8 21.5 58.5 49.5 18%

Organic growth 12% -                        18% -                        

EBITDA 9.9 7.5 19.2 16.2 19%

EBITDA margin 40% 35% 33% 33%

EBIT 9.1 6.7 16.0 13.3 20%

EBIT margin 37% 31% 27% 27%

ROIC 42% 36% 25% 25%
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Colors & Blends

Organic growth was 38% in Q3 
bringing growth rate for the first 

nine months to 23%

Approx. one third of the Q3 

increase was due to higher sales 

prices, driven by Carmine prices 

Strong volume growth within 

Carmine and Anthocyanin

All regions were strong 

performers

EBIT margin was 12% in Q3.  EBIT 

margin after nine months has 

improved from 9% to 12% due to 

scalability 

Carmine situation

HighlightsP&L

 Q3 Q3 YTD YTD YTD

2009/10 2008/09 2009/10 2008/09 growth

EUR million (unaudited) (unaudited) (unaudited) (unaudited) %

Revenue 39.7 29.0 97.2 83.5 16%

Organic growth 38% -                      23% -                      

EBITDA 5.7 4.1 14.6 11.0 33%

EBITDA margin 14% 14% 15% 13%

EBIT 4.6 2.8 11.2 7.6 47%

EBIT margin 12% 10% 12% 9%

ROIC 22% 14% 19% 13%
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Colors & Blends

The source of carmine colors is Cochineal

A Cochineal is an insect living on one 
single type of cactus only, which grows 
primarily in South America and on the 
Canary islands

The color component from Cochineals is  
carminic acid

Prices has more than tripled in Q3, due to 
strong demand

The price increases are absorbed by the 
customers, while the profitability for Chr. 
Hansen is more or less unchanged

Carmine
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Share information 

3

Listed on NASDAQ OMX, Copenhagen

Major investors (>5%)

Financiére star 1  (55.6%)

Blackrock (UK)       (5.9%)

Strong institutional investor base

Approx. 5,000 private shareholders

Trading code CHR

ISIN DK0060227585

Shares 138,034,220

GICS 15101050

Sector Materials, Specialty Chemicals

Segment Large Cap

Comments
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Outlook 

3

Unchanged outlook compared to the IPO offering memorandum:

Organic revenue growth for the financial year ending August 31, 2010, is expected to 

be in line with the equivalent period in 2009

Operating profit for the financial year ending August 31, 2010 is expected to grow 

faster than revenue growth, mainly due to a more profitable product mix combined 

with a more efficient production, sales and marketing and administration platform

Assumptions, among others: 

There will be no material change in existing political, legal, fiscal, market or economic conditions (including a deterioration in 

consumer confidence) in the countries in which we currently operate or which is otherwise material to our revenues

There will be no changes in legislation, regulations or rules in Denmark or any other country with which we have arrangements or

agreements, which materially adversely affect our business other than as set forth in the Prospectus

There will be no material changes in foreign currency exchange rates from those prevailing on February 28, 2010 and in 

particular that the U.S. dollar/euro exchange rate are maintained at the level prevailing in April 2010

There will be no litigation against us other than as set forth in the IPO offering memorandum;

There will be no material change in our prices, our customers or our business because of the effects of competition for our 

products or the expected impact of changes in competitive conditions in our markets, including the obtaining or failure to obtain 

regulatory approvals for our products

We will be able to maintain our existing competitive strengths
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Q&A
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Appendix
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Our three divisions are market leaders 

Cultures & Enzymes

Revenue

FY 2008/09 (EUR m)

Adjusted organic 

growth2

3Y CAGR / FY 2008/09

EBIT margin b.s.i.3

FY 2008/09

26%

Market leader

9%

Colors & Blends

Market leader

Health & Nutrition

29%

Market leader

22%

ROIC4

FY 2008/09

13%22% 26% 21%

Note 1: Management estimates, based on market reports
Note 2: Adjusted organic growth is calculated based on the reported IFRS revenue adjusted for sales reductions, year-on-year for acquisitions and divestments and measured in local currency
Note 3: Operating profit before special items for each period that comprise material amounts that cannot be attributed to recurring operations. "b.s.i." refers to before special items
Note 4: Return on average invested capital is operating profit b.s.i. as a percentage of average invested capital. Invested capital is defined as intangible assets excluding goodwill, property, plant & 
equipment, inventories and trade receivables less trade payables
Source: Chr. Hansen

10% / 9% 4% / 6%20% / 27% 10% / 10%

c. 45%¹ c. 15%¹ c. 20%¹

331
69

111 511

Market share

Total Chr. Hansen

Market position
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Revenue inc. disc.op.¹: EUR 505m

Revenue²:                     EUR 425m

EBIT b.s.i.³ margin:                13% 

Revenue: EUR 511m

EBIT b.s.i.³ margin:   22%

Divestments1

Cultures &
Enzymes 52%

Health &
Nutrition  10%

Colors & 
Blends
21%

EUR 
80m

Flavor

Part of Coatings
and Excipients

Sweeteners
Paprika

Profile before (FY2005/06)

Note 1: Includes divestments such as the flavor division defined as “discontinued operations” under IFRS
Note 2: Excluding divestments such as the flavor division defined as “discontinued operations” under IFRS, mentioned in note 1
Note 3: Operating profit before special items for each period that comprise material amounts that cannot be attributed to recurring operations and adjusted for discontinued operations. "b.s.i." 
refers to before special items
Source: Chr. Hansen

Transformation

Cultures &
Enzymes  65%

Health &
Nutrition  13%

Colors & 
Blends  22%

Bioscience focusOne-stop supplier

We have transformed the business under private ownership

Bioscience platform 
emphasised

Increased investments in R&D 
creating a high level of product 
innovation

Investment in state-of-the-art 
facilities

Targeted acquisitions and 
divestments of non-core assets 

Next level of management 
empowered and high level of 
employee satisfaction

Transparent management 
information systems and 
processes

“Bioscience is the science that deals with the function of living organisms”

Profile today (FY2008/09)
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527.0

424.8
444.7

476.7

511.2

24.2%
22.3%

21.7%
18.7%

13.4%

FY2005/06 FY2006/07 FY2007/08 FY2008/09 LTM

Revenue EBIT b.s.i.  margin

Chr. Hansen is a compelling investment opportunity

Attractive growth story
Market leader in 
segments with high 
barriers to entry

Strong financials

Note 1: Adjusted organic CAGR is calculated based on the reported IFRS revenue adjusted for sales reductions, year-on-year for acquisitions and divestments and measured in local currency
Note 2: Operating profit before special items for each period that comprise material amounts that cannot be attributed to recurring operations. "b.s.i." refers to before special items
Note 3: LTM to 28 February 2010
Source: Chr. Hansen

2

3

Market expansion through 
conversion

Market share growth

Market expansion through 
greater functionality

Fundamental growth

Potential market

0

100%

Existing market

% global 
market 
share:

Chr. Hansen
A trusted name
in the industry
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Cultures & Enzymes division: A leading supplier of ingre-
dients to a market worth an estimated EUR 690-760m1 (I)

Growth dimensions

Market expansion 
through 
conversion/ 
substitution

Market share 
growth

Market expansion 
through greater 
functionality

Fundamental 
growth

New launches4

Global yogurt launches with digestive 

benefit claims as % of all launches

3%

 13%
18%

2003 2006 2009

Price premium5

100
>200 

Nutritional

brands

Low-end

functional 

brands

High-end

functional

brands

Indexed price by weight

Fermented milk (e.g. yogurt) 
DVS conversion1,3Cheese DVS conversion1

% volume

Converted Bulk
63%

DVS
37%

% volume

DVS

71%

Bulk

29%
Converted

Note 1: Based on management estimates and market reports
Note 2: Euromonitor
Note 3: Volume excludes informal sector
Note 4: Includes spoonable and drinking yogurts; Source: Mintel
Note 5: Example provided by major dairy company

% global 
market 
share:

Current Cultures & Enzymes estimated market size:
c. EUR 690 - 760m¹

0

100%

20

40

60

80

Existing
market 

Chr. Hansen

Potential
market

Dairy has been amongst the highest growing food categories in 2004-092

0%

2%

4%
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2004–2009 CAGR Average

Nutritional 
brands

Low-end 
functional 

brands

High-end 
functional 

brands

Probiotics penetration (% volume)1

Probiotic 
Yogurt
19%

Penetration

Non-
probiotic 
Yogurt
81%
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18%
20%

31%

49%

9%

14%

2002 2003 2004 2005 2006 2007 2008
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Health & Nutrition division: Leveraging core technology 
and creating new growth opportunities (I)

Note 1: Survey done in United States since 2002 by the Natural Marketing Institute; Natural Marketing Institute (NMI, 2009)
Note 2: Based on FSTA (Food Science and Technology Abstracts) and MEDLINE using standardized search terms (March 2010)
Note 3: Including strains produced and sold under license
Source: Management estimates, based on market reports

Regulation is key driverGrowing public awareness of probiotics

Number of people having heard about “probiotics”1 Animal Health: Ban on antibiotics 
creates opportunities

Human Health: EFSA health claims is “work 
in progress”

EFSA regulation as a differentiator

Submitted products for 13.1 approval 

but do not expect to get it

Building data and will apply for 

13.5 approval

244
164

99 84 78 65 50 48 46 44 39 35 33 28 23 20 19 17 17 17 14 6 2

L
G
G

B
B
-1

2

L
A
-5

G
R
-1

R
C
-1

4

F
1
9

L
. 
ca

se
i 
4
3
1

P
C
C

T
H
-4

Chr. Hansen³ Other

# of publications on leading probiotic strains2

775
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Colors & Blends division: Natural solutions to 
consumers concerned with synthetic colors (I)

1%

Cost of color1

Synthetic Natural

Southampton study

3-5%

Cost of color1

EUR m

Estimated worldwide food 
colors market size2 (value)

c. 100-150

c. 300-350

c. 400-450

Natural

Substitution 

~20%

~80%

Theoretical market size assuming that the 
entire market substitutes to natural colors3

Natural colors substitution 
potential (volume)

Note 1: Based on management estimates
Note 2: Management estimates, based on market reports; Naturals market includes coloring foodstuff segment of EUR 50m–100m 
Note 3: Management estimates, based on market reports; Assuming a price ratio of approximately 5:1

The Lancet September 2007

“An adverse effect of food additives 

has been found on the hyperactive 

behavior of children.” Synthetic
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Long term relationships ensure a loyal customer base

Illustrative example of Chr. Hansen ingredient costs

Strategic value of Chr. Hansen ingredient 
is much higher than ingredient cost

COGS 
(<1%)

Strategic 
value

We build customer competitiveness

Source: Chr. Hansen
Note 1: Includes distributors

A diversified and loyal customer base

Other 

customers

70%

Top 25 

customers

30%

Top 25 customers1

share of revenue
Top 25 customers1 

revenue by seniority

Less than 5 

years

4%

5–15 years

5%

More than 

15 years

91%

Top
customers1

Avg. years with
Chr. Hansen

3yr revenue 
CAGR

>20 18%Top 5

>20 16%Top 10 

14%>20Top 25

FY 2008/09 revenue: EUR 511 m

Cultures

Cost 
competitive-

ness

Go-to-market strategy and customer intimacy

Product 
innovation

Brand equity

ProbioticsEnzymes Natural colors

Dairy 
Dietary 

supplements
Meat and 

prepared foods
Agricultural 
sector

Food and 
beverages
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A strong R&D platform for innovative product development

Bioscience platforms

Strain platform

Metrics platform

Process platform

Product and application platform

Probiotic screening and technology 

platform

Pigment platform 

Product innovation

New products

New applications

New concepts

Process innovation

Stable processes

Better yields

Lower unit costs 

19 application centers

Focused customer 

service

Local adaptation

Trouble shooting 

Innovation Application

R&D costs in EUR m

24.6

+ 4.4 p.p.

+ 45%

9.7%
11.1%

14.1%

FY 2006/07 FY 2007/08 FY 2008/09

~1,130 patents 
and patent 
applications

FY 2005/06 FY 2006/07 FY 2007/08 FY 2008/09

R&D expense R&D capitalised

29.8
27.5

23.4

% of revenue from products with
a lifetime < 3 years 

Collaboration with universities, research institutes and customersCollaboration with universities, research institutes and customers

Patent and IPR protection

Source: Chr. Hansen
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Growing sales faster than costs with a scalable business 
model 

R&D platform

State-of-the-art R&D 

facilities

Platform based on deep 

technological knowledge and 

market understanding

Library of over 10,000 

microorganisms

Investment in documentation

Sales platform

Global platform with local 

presence

Key account coverage

Stable, technically skilled 

salesforce 

Global supply chain

Few and well invested 

production sites 

Highly scalable set-up allows 

leveraging of capacity costs

Introduction of Lean 

principles reduces time to 

market

Sales and administration 
percentage of revenue COGS¹ as percentage of revenue R&D as percentage of sales

Note 1: Cost of sales includes depreciation and amortization, impairments and losses incurred from retirement of assets related to cost of sales
Source: Chr. Hansen

5.8%
5.3%

5.8% 5.8%

FY 2005/06 FY 2006/07 FY 2007/08 FY 2008/09

28.6%
27.0% 26.3% 25.1%

FY 2005/06 FY 2006/07 FY 2007/08 FY 2008/09

58.1%
54.3% 52.0% 52.6%

FY 2005/06 FY 2006/07 FY 2007/08 FY 2008/09

14.7%
14.2% 13.7% 12.9%


