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Financial highlights at 31 december 

2010 

(MSEK) 2009 2010 Change 

Revenue 360,9 386,8 +7% 

Cost of goods -286,5 -285,4 -1,1 

Gross margin 74,5 101,3 +26,8 

Gross margin % 20,6% 26,6% +6% 

Earnings before tax  -18,2 11,5 +29,7 



Turnaround complete –  

now enter next phase 
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Market 



2010: A more positive environment 

Firm demand 

Retailer's sales have picked up 

Currency stronger 

Raw materials prices less volatile 



Revenue by region 
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Full-year sales by region 

Sweden 

SEK 256,1M 

-13% 

Denmark 

SEK 42,3M 

+125% 

Norway & The 

Baltics 

SEK 14,6M 

+65.9% 

Finland 

SEK 73,9M 

+73.9% 



Distributors per market 

Markets 

Number 

of stores 

we sell to 

470 2,200 650 372 150 

+www.kapslar.se 

TOTAL 3,842 doors 

+ www 



1 million SodaStream machines  

sold in Sweden 



Summing up 2010 

Millionth 

SodaStream 

sold in 

Sweden 

Strong 

growth in 

foreign 

subsidies 

www.kapslar.

se 

Widened 

distribution 



Outlook 



Looking forward 

Demand 

• Appliance demand will continue to grow modestly in 
2011. 

Sales 

• We expect recovery in sales starting in Q2 but 

• Increased heating costs due to cold weather in 
the Nordics, higher inflation and upcoming 
interest hikes might reduce consumer spending 

• Empire has a positive market outlook with a 

stronger H2 

• We have a solid platform with a clear and 

definite direction and strong brands 



Focus 2011 

• Sales  

• Strong growth in foreign subsidiaries, 
their market share has already increased 
to 34% from last years 19% 

• Strengthen financial solidity 

• Renewal of the SodaStream agreement. 
The agreement lasts until 31/12 – 2012 
with an option for 5 more years. 

 



Consumer trends 

 

• Ageing population 

• Focus on health and 
wellness 

• Greater requirements 
for service and quality 

• More interest in food 
and interior decorating 

• Internet, e-commerce 

 



C3 2011 



Industry trends 

 

• Volatile exchange rates 

• Pan-Nordic customers 

• Volatile raw-material 

prices 

• Tougher 

environmental 

legislation 



Possible risks 

Suppliers  

BaByliss & SodaStream brands 
stands for a large share of 
Empire’s total revenue and 

Empire is therefore dependant 
on their products being 

attractive and in demand. 

Empire has no official control 
over products, product changes 

or pricing. 

Empire is SodaStream’s largest 
distributor accounting for 13% 

of total sales. External 
distributors stand for 31% of 

SodaStreams total distribution 
and Empire accounts for 40% 

of that. 

Political 

All of Empire’s own C3 
products and the majority of 

Soda Stream and BaByliss 
products are manufactured in 
China. Unrest there could lead 

to disruption in production. 

Some of SodaStream’s 
components are produced in 
Israel. Unrest there could lead 

to disruption in production and 
with distribution consequences.  

Legal 

Empire's principal supplier, 
SodaStream Ltd. has an 

ongoing legal dispute with 
Viking Soda concerning 
trademark infringement.  

Viking Soda filed a lawsuit 
against Soda Stream Ltd. and 
Empire for abuse of dominant 

position which is still being 
considered by the Competition 

Bureau (Konkurrensverket). 

We constantly monitor the 
areas where our products 
are fabricated production 
and get regular updates 

from our suppliers.  

Monitor the situation. 

By expanding Empire’s 
product range with further 

brands and products we 
minimize dependence of 

individual suppliers.  



Q1 2011 Update 

• After a weak start sales picked up 

significantly in March and we will 

show a positive result for Q1 

which is normally our weakest 

period. 

• January and February were weak 

months in the Nordic markets. 
The Market 

Empire 


