Cover Rationale
Carlsberg Malaysia’s 2015 Annual Report showcases the iconic Carlsberg hop motif on its cover. The hop leaf embodies
the three essential ingredients used in blending the Carlsberg brew – 100% pure malt, the unique Carlsberg Aroma Hop
Extract, and purified Saccharomyces Carlsbergensis yeast. On the top left corner of the ‘leaf’, is the malt
which determines the taste and colour of our beer. On the top right, are the hops that provide the desired aroma and
bitterness of our beer. The bottommost ingredient is the Saccharomyces Carlsbergensis yeast, the soul of our beer.
These diverse ingredients when brought together under a superior brewing process,
result in “Probably the Best Beer in the World”, Carlsberg.
With its theme, “Our Recipe for Sustainable Growth”, our 2015 Annual Report also serves to show how the Carlsberg
Malaysia Group successfully leveraged on a variety of strategies in 2015 that have laid down strong foundations for
our sustainable growth. As we steadfastly implement SAIL ’22 that will deliver our ambition to be the most successful,
professional and attractive beer-based company in the markets we chose to compete in, we believe we have
the perfect recipe for brewing long-term, sustainable success.
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Carlsberg
Malaysia Group
At A Glance
Our Company
	Part of the Carlsberg Group, one
of the leading global brewers with
75% of the Group’s beer volumes
sold in markets where we are a
strong No. 1 or 2.

	A dynamic brewer with
investments in Malaysia, Singapore
and Sri Lanka plus a regional reach
via exports to markets such as
Thailand, Taiwan and Hong Kong.

	Part of the growing Asia region
that accounts for 28% of the
Carlsberg Group’s operating profit.

	Incorporated in 1969 and listed on
the Main Board of Bursa Malaysia
Securities Berhad.

	Owns a production plant in Shah
Alam, Selangor, Malaysia.
	Owns 100% equity stakes in
Carlsberg Marketing Sdn. Bhd. in
Malaysia and Carlsberg Singapore
Pte. Ltd. in Singapore, as well
as a 25% stake in Lion Brewery
(Ceylon) Ltd. in Sri Lanka.

Our Brand Portfolio

Our international portfolio of brands comprises locally brewed beers, stouts,
shandy and non-alcoholic malt-based beverages as well as imported cider
brands and third-party imported brews.
Our flagship brand is Carlsberg, complemented by premium brands
Kronenbourg 1664, Somersby Ciders and Asahi Super Dry as well as power
brands Royal Stout, SKOL, Jolly Shandy and Nutrimalt. In Malaysia, we
have Connor’s Stout Porter, a premium draught stout and Corona Extra, an
imported third-party beer brand.
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Our Commitment to Business Sustainability

Our Workforce

We are committed to growing our business in the most efficient
manner possible by optimising resource efficiency, as well as
promoting our products in the most sustainable manner by
advocating responsible sale and consumption.

We offer direct
employment to 628
employees of which
562 are based in
Malaysia and 66 in
Singapore.

Our Ambition

We aspire to become a successful, professional and attractive beerbased company in the markets we chose to compete in:
	Successful by applying a strong balance between market share and
gross profit margin after logistics and operating profit.
Professional by delivering best-in-class service to our customers.
	Attractive by creating value for investors, engaging employees and
making a difference in the communities in which we operate.

Our Strategy

In alignment with the Carlsberg Group, our new corporate
strategy called SAIL ’22, sets the strategic direction
for the business and accelerates value creation for our
shareholders for the next seven years. Focusing on
portfolio priorities, excellent execution of our capabilities
and the creation of a winning culture, we are confident
that SAIL ’22 will guide us achieve our ambitions for both
our Malaysia and Singapore operations.
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Chairman’s address
Dear Shareholders,

On behalf of the Board of Directors, it
is my pleasure and privilege to present
the Annual Report and Audited Financial
Statements of Carlsberg Brewery Malaysia
Berhad (Carlsberg Malaysia Group) for the
financial year ended 31 December 2015.

The year 2015 was an extraordinary year for the Carlsberg
Malaysia Group. I am happy to report that our Malaysia and
Singapore operations turned in commendable performances
despite a very trying business landscape that was exacerbated
by deteriorating macroeconomic conditions. I am pleased that
our teams met the many challenges head on by leveraging on
effective revenue optimisation initiatives, sound commercial
strategies as well as prudent cost management activities
across the Group.
The theme of our 2015 Annual Report - “Our Recipe for
Sustainable Growth” is depicted by the iconic Carlsberg hop
leaf and embodies malt, hops and yeasts, the three key
ingredients used in blending the Carlsberg brew. In keeping
true to its tagline of “Probably the Best Beer in the World”,
Carlsberg is made from 100% pure malt using the unique
Carlsberg Aroma Hop Extract together with a purified yeast
named Saccharomyces Carlsbergensis. Our 2015 Annual
Report also highlights how the Carlsberg Malaysia Group
successfully leveraged on a variety of strategies in 2015 that
have laid down solid foundations for sustainable growth.
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Stable growth amidst turbulent market
conditions
As noted, the year 2015 was an extremely challenging year.
Malaysia’s gross domestic product (GDP) growth slowed to
5.0% in 2015 compared to 6.0% in 2014. The weaker economy
also suffered the stresses of the plunge in global crude oil
prices and the depreciation of the Ringgit. Consumers also
had to endure the impact of the new Goods and Services
Tax (GST) implemented on 1 April 2015. The overall adverse
environment took a significant toll on domestic beer
consumption, which was already affected by the continuing
influx of contraband imported beers despite commendable
efforts by the Royal Malaysian Customs to curb the problem.
In Singapore, GDP growth declined to 2.1% in 2015 from 2.9%
in the preceding year. This was the island nation’s weakest
annual growth since 2009, when its economy was hit by the
global financial crisis.
The Singapore beer market has been facing its own
challenges. In early 2015, off-trade businesses in Singapore
were impacted by the introduction of the Liquor Control
(Supply and Consumption) Bill. Among others, the Bill
restricts alcohol consumption in public places between
10:30 pm and 7:00 am, while retail shops have to stop
selling alcohol after 10:30 pm.
Against the challenging backdrop in both countries, it was
commendable that we were able to respond positively to
the market changes: to successfully gratify the tastes of
diverse segments of consumers with our leading portfolio
of brands for effective revenue optimisation; to implement
sound commercial strategies including improving the speed
to market; and generally to strengthen our respective market
presences in Malaysia and Singapore.
As a result of our hard work, I am pleased to report that the
brands in our portfolio maintained or enhanced their market
positions in 2015. The year saw our flagship brand Carlsberg
cementing its position as Malaysians’ most preferred beer. Our
international premium brands Somersby Ciders, Kronenbourg
1664 and Asahi Super Dry maintained their strong momentum
to grow market share, while our other brands continued to
command strong consumer loyalty.
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We believe the efforts made by our teams in Malaysia
and Singapore to successfully execute the strategies and
programmes in 2015 have strengthened the platform for
sustainable growth in the future. In Singapore in particular,
the Group embarked on various initiatives during the year
including a re-organisation exercise that yielded immediate
benefits.

Sound financial performance
Following the Carlsberg Malaysia Group’s success in
responding to the tough market conditions, I am delighted to
report that the Group turned in a solid financial performance
in 2015. The Group’s revenue grew by 1.5% to RM1.66 billion
in 2015 from RM1.64 billion the previous year. Profit after tax
also improved by 1.5% to RM220.2 million while results from
operating activities increased by 2.1% to RM273.1 million from
RM267.5 million in 2014.
The satisfactory performance was attributed mainly to the
successful implementation of sound strategies and initiatives
as mentioned earlier which resulted in optimal product and
price mix, strengthened market presence as well as rigorous
cost management programmes and an overall higher sales
contribution from our Singapore operations.
If adjusted for the one-off impairment loss of RM12.6 million
from the Luen Heng F&B Sdn. Bhd. (LHFB) divestment, the
Group’s net profit would have increased by 7.3% to RM232.8
million. The completion of the sale of our 70% shareholding
in LHFB to Capriwood Sdn. Bhd., for a total cash payment
of RM19.5 million, in August last year enabled the Group to
focus on beer as its core business, a direction that is clearly
relevant in these turbulent market conditions.
The Group appointed a new General Manager for our
Singapore operations in December last year as part of
an overall re-organisation of Carlsberg Singapore aimed
at improving market execution and achieving closer
synergies with the Malaysian operations. The strategies and
programmes we applied over the last year have enabled
the Singapore business to register higher sales volumes and
deliver better cost efficiencies while encouraging greater
employee engagement within the Group.
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Strong shareholder value creation
The Board of Directors is pleased to recommend a final
and special single tier dividend of 67.0 sen per ordinary
share of 50 sen each subject to shareholders’ approval at
the forthcoming annual general meeting on 21 April 2016.
Together with the interim dividend of 5.0 sen per ordinary
share of 50 sen each paid on 9 October 2015, the total
declared and proposed dividends for the financial year 2015
will be 72.0 sen per ordinary share of 50 sen each.

Our investments in tactical promotional activities for our
premium brands Kronenbourg Blanc, Somersby Apple and
Pear Ciders, Asahi Super Dry and the newly re-launched
Connor’s Stout Porter have yielded positive returns; so
has the activation of various consumer-faced promotions
and sampling activities. Somersby Cider in particular has
consistently outperformed the competition and is today the
leading cider brand in Malaysia.

Upholding responsible business growth
The Carlsberg Malaysia Group remains committed to
delivering value to our shareholders. In August 2015, Carlsberg
Malaysia was bestowed the prestigious Diploma of the
Danish Export Association and His Royal Highness Prince
Henrik’s Medal of Honour in recognition of our outstanding
efforts to promote and market Danish products and services
abroad. This is only the fourth time that the award has been
bestowed on a company in Malaysia. Our Managing Director,
Henrik Juel Andersen, received the Diploma and Medal from
His Royal Highness Crown Prince Frederik of Denmark at an
exclusive event held in Kuala Lumpur.

Robust Brand Performance
As I mentioned, the Group in 2015 was able to continue
leveraging on its diverse portfolio of international premium
and strong local brands to maintain or grow profitable share
in the market segment of beer, stout and ciders.
The year in review saw our flagship brand, Carlsberg,
reinforcing its market position as probably the freshest and
most preferred beer in Malaysia. It secured Gold at the Putra
Brand Awards 2015 for the sixth year running and won Gold
for the 17th time at the esteemed Reader’s Digest Most Trusted
Brand Awards 2015.
The successful launch of the global advertising campaign
themed “Carlsberg, Probably the Best Beer in the World” in
the second half of the year and the effective through-theline activations in both Malaysia and Singapore successfully
rekindled the brand and resonated with a wider range of
consumer groups.

As shareholders would expect, the Carlsberg Malaysia Group
shares the same philosophy with the Carlsberg Group: that
of growing responsibly while enhancing the quality of life
for our consumers, employees and our other stakeholders.
We recognise our responsibility to embed responsible and
sustainable business practices throughout our entire value
chain as the economic, environmental and social choices we
make, affect us now and in the future.
In 2015, our sustainability activities were centred on the three
key themes of ‘Resources and Environment’, ‘Health and
Well-Being’, and ‘People and Policies’. Our activities and
investment within these focus areas have directly and
indirectly impacted positively on our stakeholder groups and
set the benchmark for our 2016 targets.
To uphold our commitment towards the development of
local education, we continue to run and fund two fundraising
projects. Our flagship project, the Top Ten Charity Campaign,
the country’s longest running and highest fundraising Chinese
charity show successfully raised RM19.6 million for 12 schools
in 2015 while the other similar but smaller-scale fundraising
platform held in East Malaysia raised RM3.1 million for four
schools.
Through our philanthropic arm, the J.C. Jacobsen Foundation,
we concluded five projects that were in support of
environmental conservation, wildlife protection, disaster relief
and equal education opportunities for underprivileged groups.
The finer details of our sustainability practices and the
foundation’s activities are available in the section titled “Our
Commitment to Sustainability” on pages 35 to 43 of this
Annual Report.
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Moving forward into 2016 and beyond
Moving forward, the Carlsberg Malaysia Group recognises
that in 2016 the global economic outlook will remain soft
and the business environment could become even more
challenging. Malaysia’s economy is expected to expand at a
slower pace in 2016 due to a further slowdown in domestic
demand. According to the World Bank, the expectation is
for GDP growth of 4.5% for Malaysia over the next two
years on the back of the easing of private consumption
growth, the continuation of low oil prices, and the effect of
low commodity prices on exports. Meanwhile, Singapore’s
economy is expected to grow by a moderate 2.2 per cent.
On 1 March 2016, the Malaysian Government announced a
hefty increase in excise duties for beer, stout and cider. This
is a significant and adverse development at this early part of
the year that is expected to take a further toll on consumer
demand. Nevertheless, I have no doubt that the Group will
do its best to respond to this major headwind and employ all
necessary strategies to deliver a sound performance.
In this regard, it is timely that the Group has embarked on
a programme called Funding the Journey which sets the
framework, elements and deliverables for both our Malaysian
and Singapore operations to unlock more growth potential
and release funds for investments into our brands and people.
The Carlsberg Group has also recently launched its corporate
strategy named SAIL ’22. This sets the long-term strategic
direction for the next seven years to enable our Malaysia and
Singapore operations to realise our ambition of becoming a
successful, professional and attractive beer-based company in
the markets we chose to compete in.

In Appreciation
On behalf of the Board of Directors of Carlsberg Malaysia
Group, I wish to convey my utmost appreciation to our
management team for their diligence, admirable performance
and leadership qualities. Our performance amidst a very
challenging 2015 is attributable to the steadfast commitment,
efforts and resolve of our many dedicated employees who
stepped up to the plate and rose above the challenges that
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came our way. My heartfelt thanks also go to my colleagues
on the Board for their astute counsel and wise insights that
certainly helped steer the Carlsberg Malaysia Group through
2015’s challenges and enabled us to tap into new areas of
opportunity.
I wish to take this opportunity to warmly welcome a newly
appointed Director, Mr. Graham Fewkes, who joined us again
on 26 February 2016. Graham is no stranger to the Group as
prior to this appointment, he had served the Board for five
years from March 2009 to May 2014. We look forward to his
contributions.
At the same time, we bid farewell to Ms. Jessica Spence who
resigned from the Board on 25 August 2015. We thank Jessica
for her worthy contributions in her short time with us and
wish her every success in her new global responsibilities within
the Carlsberg Group.
I wish to convey my heartfelt appreciation to all our other
stakeholders including our distributors, suppliers, customers
and consumers, who have played a part in our growth and
success. Thank you for your untiring support and confidence
in us.
Last but not least, our deepest gratitude to you, our valued
shareholders, for your unwavering support and trust in us. We
certainly look forward to your continued support as we work
hard to deliver greater value to you.
I call upon all our stakeholders to lend us their invaluable
support as we work together to deliver on another great year
and even greater success. Thank you.

Dato’ Lim Say Chong
Chairman
Shah Alam
18 March 2016
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Financial summary
REVENUE

Profit Before Tax

Profit After Tax

(RM Million)

(RM Million)

(RM Million)

216.9

200

200

150

186.6

274.3

236.4

1,659.9

1,555.1

1,635.1

250
1500

220.2

250

283.6

300

2000

150

1000

100
100
500

50

50

20
15

14
20

13
20

20
15

20

13

14

0

20

20

13
20

20
15

0

14

0

Profit After Tax

2014 13.3%
2015

Analysis
of 2015
Group
Revenue

13.3%
Analysis
of 2015
Total
Assets

Raw & Packaging
Materials Costs

2014 8.6%
2015

7.8%

Staff Costs

2014 5.7%
2015

Excise & Customs Duties

5.5%

Taxation

Property, Plant and Equipment

2014 40.6%

2014 3.5%

2014 23.4%

2015

2015

2015

41.1%

Sales, Distribution,
Administration & Other Costs

3.8%

Depreciation and Amortisation

24.5%

Inventories

2014 26.7%

2014 1.6%

2014 10.0%

2015

2015

2015

26.5%

2.0%

11.8%
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Shareholders’ Fund

Total Borrowing

(RM Million)

(RM Million)

Return on
Shareholders’ Fund
(%)

60

30

50

150
20

100

65.6

52.2

60

68.2

40

69.5

70

50

31.5

200

80

40.4

273.7

250

312.2

300

335.6

350

40
30
20

	Receivables, Deposits and
Prepayments

20

20
15

14

13
20

20
15

14

13

0

20

20

13
20

10

20

0

20
15

0

14

50

10

Minority Interest

2014 42.3%

2014 2.9%

2015

2015

43.1%

Cash and Cash Equivalents

2014 13.3%
2015

6.2%

Analysis of
2015 Total
Liabilities &
Shareholders’
Equity

Investments

1.1%

Payables and Accruals

2014 37.1%
2015

37.9%

Loans and Borrowings

2014 8.8%

2014 7.9%

2015

2015

12.1%

Intangible Assets

Share Capital

4.8%

Current Tax Liabilities

2014 1.5%

2014 23.3%

2014 2.5%

2015

2015

2015

0.8%

Other Assets

23.3%

Reserves

3.5%

Deferred Tax Liabilities

2014 0.7%

2014 23.9%

2014 2.4%

2015

2015

2015

1.5%

27.4%

2.0%
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STATEMENTS OF COMPREHENSIVE INCOME (RM - MILLION)
2006

2007

2008

2009

2010

2011

2012

2013

929.7
110.4
24.5

897.5
97.7
19.2

960.2
101.3
25.2

1,045.5
102.6
25.9

1,368.2
176.5
42.4

1,489.4
220.4
53.0

1,584.8
245.7
51.9

1,555.1
236.4
49.8

Profit After Tax
Dividends

85.9
86.8

78.5
82.6

76.1
79.2

76.7
28.7

134.1
58.5

167.4
127.3

193.8
171.6

186.6
192.6

Retained Earnings

(0.9)

48.0

75.6

40.1

22.2

Revenue
Profit Before Tax
Taxation

(4.1)

(3.1)

(6.0)

2014

2015

1,635.1 1,659.9
274.3 283.6
57.3
63.4
216.9
186.5

220.2
217.1

30.4

3.1

STATEMENTS OF FINANCIAL POSITION (RM - MILLION)
I---- Restated ----I
2010
2011

2006

2007

2008

2009

Issued and Paid-up
Share Capital
Retained Earnings
Call and Put Option Reserve
Non-Distributable Reserves

142.0
323.3
–
11.2

142.0
319.1
–
10.1

142.0
316.0
–
10.1

142.0
363.5
–
9.3

142.0
91.5
–
11.8

Shareholders’ Fund
Deferred Taxation
Minority Interest

476.5
22.4
–

471.2
19.6
–

468.1
17.2
1.2

514.8
72.3
1.8

498.9

490.8

486.5

160.7

158.1

14.8
323.4
498.9

Property, Plant, Equipment
and Intangible Assets
(Net Book Value)
Investment in Associated
Company
Net Current Assets

2012

2013

2014

2015

142.0
130.4
–
13.0

142.0
148.7
–
8.3

142.0
140.0
(20.1)
11.8

142.0
165.1
(10.6)
15.7

142.0
163.9
–
29.7

245.3
16.5
2.7

285.4
18.3
3.9

299.0
19.8
7.8

273.7
17.1
10.5

312.2
13.5
19.0

335.6
10.2
7.0

588.9

264.5

307.6

326.6

301.3

344.7

352.8

156.4

521.5

152.3

158.6

168.2

174.3

164.4

167.5

13.8
318.9

13.9
316.2

24.3
43.1

26.3
85.9

33.4
115.6

34.7
123.7

40.9
86.1

58.2
122.1

80.2
105.1

490.8

486.5

588.9

264.5

307.6

326.6

301.3

344.7

352.8
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FINANCIAL RATIO

Pre-Tax Earnings
per shares (RM)*
Post-Tax Earnings
per shares (RM)*
Net Dividend
per ordinary share (RM)
Net Assets Backing
per share (RM)*
Dividend Cover, No. of Times
(Based on post-tax
earnings)
Return on Shareholders’
Fund (%)
Current Ratio
Bursa Securities Price at
   31 December (RM)
Net Dividend Yield (%) ^

I---- Restated ----I
2010
2011

2006

2007

2008

2009

2012

2013

2014

2015

0.36

0.32

0.33

0.34

0.58

0.72

0.80

0.77

0.90

0.93

0.28

0.26

0.25

0.25

0.44

0.55

0.63

0.61

0.71

0.72

0.28

0.27

0.26

0.09

0.19

0.42

0.56

0.63

0.61

0.71

1.56

1.54

1.53

1.68

0.80

0.93

0.98

0.90

1.02

1.10

0.99

0.95

0.96

2.67

2.29

1.32

1.13

0.97

1.16

1.01

18.0

16.7

16.3

14.9

54.7

58.7

64.8

68.2

69.5

65.6

4.5

4.1

3.2

1.1

1.3

1.5

1.5

1.3

1.4

1.3

5.10

4.24

3.60

4.54

6.32

8.54

12.52

12.18

11.74

11.70

5.6

6.4

7.2

2.1

3.0

4.9

4.5

5.2

5.2

6.1

*	Computed based on total number of shares net of Treasury shares.
Net dividend yield was computed based on dividend paid out during the year divided by the share price at year end.

^

Five Year Dividend Payment as % of Profit After Tax
2011
RM’000

2012
RM’000

2013
RM’000

2014
RM’000

2015
RM’000

Group Profit After Tax

167,380

193,753

186,620

216,921

220,238

Net Dividend Amount Declared
and Proposed for the year

167,779

192,621

186,506

217,081

220,138

Net Dividend Payment as % of Profit After Tax

100.2%

99.4%

99.9%

100.1%

100.0%
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Managing Director’s
Statement
Dear Shareholders,

The last 46 years have seen Carlsberg
Brewery Malaysia Berhad (Carlsberg
Malaysia Group) evolve from a beer
company with a flagship brand to a brewer
with a dynamic portfolio of international
premium brews and strong local power
brands. To sustain and accelerate growth,
2015 saw us redeploying our resources
to intensify our focus on beer, stout and
cider innovation; driving profitable share
gain in our respective brand segments;
and prioritising strategic investments that
delivered higher returns.
I am pleased to report that our strategies and efforts
paid off as Carlsberg Malaysia Group rose steadfastly
above challenging market conditions and delivered a solid
performance for the year in review. In 2015, the Group
embarked on its Funding the Journey programme and
today we are making good strides towards our ambition of
becoming a successful, professional and attractive beer-based
company in the markets we chose to compete in.
The year saw the Efficiency and Effectiveness (E&E)
initiatives implemented in 2014, being streamlined under
the Carlsberg Group’s operating cost management (OCM)
programme with both the Malaysia and Singapore operations
undergoing a reorganisation exercise to become leaner and
more agile to meet the challenges of the business landscape.
By embedding the OCM programme throughout the Group,
we managed to improve costs and profits while continuing
to deliver sustainable returns to our shareholders, customers,
consumers and employees.

A satisfactory performance despite market
challenges
2015 was a year of transition for the Carlsberg Malaysia
Group given the tough operating environments domestically
and in Singapore as well as the significant changes made
within our organisation and our way of working.
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In Malaysia, consumer spending was severely affected by the
implementation of the Goods and Services Tax (GST) regime.
The consumer sentiment index (CSI) registered a 10-year
record low of 63.8 points in the fourth quarter of 2015 with
lower consumer purchasing power due to a higher cost of
living. As the year went along, the Ringgit weakened against
major currencies leading to a hike in the cost of raw materials
which further exacerbated the already challenging operating
environment.
In Singapore, the off-trade business was negatively impacted
by the Liquor Control (Supply and Consumption) Bill, which
mandates restrictions on alcohol consumption in public places
and bans the sale of alcohol after 10:30 pm.
To mitigate the effects of the year’s challenges, we placed
great emphasis on four initiatives revolving around value
management, supply chain efficiency, operating expenses
efficiency and a reorganisation of our businesses. These
measures underpin the strategic pillars of the Funding the
Journey programme that will enable us to realise savings
for reinvestment to both drive growth and improve operating
profit to generate cash flow.
The year also saw our Singapore operations undergo a
reorganisation with the appointment of a new General
Manager in December. Greater synergies were achieved
between our Singapore and Malaysia operations through
integrated marketing campaigns as well as shared Finance
and IT service functions. These measures were put in place to
streamline operations, track cost management deliverables as
well as drive higher profitability at improved speed to market.
One of the major developments that took place on the
Malaysian front in 2015 was the cash positive disposal of our
70% stake in Luen Heng F&B Sdn. Bhd. (LHFB), to Capriwood
Sdn. Bhd., for a total payment of RM19.5 million. While
proceeds from the sale were reinvested in the commercial
activities behind our core beer brands, we recognised an
impairment loss of RM12.6 million in the year under review.
The divestment of LHFB aligns with the strategic intent of the
Group to focus on beer as our core business and to maximise
the return on capital investment. Following the completion of
the divestment in August 2015, we continue to sell selected
imported beers by LHFB to maintain our competitive
advantage of being able to offer the most comprehensive
locally brewed and imported range of beers to our customers
and consumers. Going forward, the long-standing business
relationship between Carlsberg Malaysia and our strategic
business partner, LHFB, will remain.
Our endeavours were successful with the Group’s profit after
tax rising by 1.5% to RM220.2 million (2014: RM216.9 million)
on the back of revenue growth of 1.5% to RM1.66 billion
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(2014: RM1.64 billion). Results from operating activities for
the Group grew by 2.1% to RM273.1 million (2014: RM267.5
million). Adjusting for the one-off impairment loss on the
divestment of LHFB, the Company’s full year net profit
increased by 7.3%.
Over the course of 2015, our Singapore operations continued
its positive momentum with revenue growth increasing
by 31.8% to RM545.4 million while results from operating
activites improved by 67.8% to RM107.5 million. This solid
performance contributed positively to the Group’s overall
profitability. The Singapore business achieved higher sales
volumes as we leveraged on disciplined cost management
initiatives and greater commercial synergies from the
integration of MayBev Pte. Ltd. (MayBev), acquired in
2014. The preceding year’s successful stock rationalisation
programme helped drive business performance.
In Sri Lanka, our associate company, Lion Brewery (Ceylon)
PLC recorded double digit growth in revenue and operating
profit and continued to gain market share despite the
challenging macroeconomic environment. Lion Brewery
acquired its biggest competitor, Millers Brewery Limited at the
end of 2014, reinforcing its leading position. Lion Brewery’s
portfolio of local and international brands, spearheaded by
the nation’s iconic Lion Beer brand, continues to gain traction.
Unfortunately, in October and November 2015, the Sri Lankan
government imposed two consecutive excise duty increases
and this is expected to adversely impact the company’s 2016
results.

Strong momentum by Carlsberg and share
gains by premium brands
In 2015, we set our sights on boosting the brand equity of our
brands portfolio through prudent investments and focused
consumer-facing campaigns. Our efforts paid off with our
flagship brand, Carlsberg registering stronger organic growth
and our premium brands successfully gaining share in their
respective segments.
Carlsberg kicked the year off with an innovative Chinese
New Year campaign that revolved around the concept of
the “Carlsberg Smooth Sailing Ship” and rewarded a lucky
consumer with a cash prize of RM1,000,000.00 through
the “Carlsberg Millionaire” promotion. The rewarding and
impactful campaign resulted in Carlsberg making good value
and volume share gains as well as being hailed as the Most
Creative CNY Campaign Print Advertisement by readers of
China Press and Nanyang Siang Pau, the two Chinese dailies
in Malaysia.
In the second half of the year in review, our flagship brand,
Carlsberg, boosted its brand equity with an impactful global
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advertising campaign themed “If Carlsberg did…”. Carrying the
tagline, “Carlsberg, Probably the Best Beer in the World”, the
campaign built on the concept of what the world would be
like if it was as superior as the Carlsberg brew. The effective
execution of consumer campaigns with creative activation
in both Malaysia and Singapore markets, not only delivered
synergies in brand investment, but also led to an uptrend
in brand health. Gaining excellent traction, the campaign
recruited a host of younger and more urban consumers to the
Carlsberg brand.
As a testament to our efforts, Carlsberg retained its status
as the most preferred beer in Malaysia by bagging Gold at
the Putra Brand Awards for the sixth consecutive year and
securing another Gold at the prestigious Reader’s Digest Most
Trusted Brand Awards 2015 for the 17th year running. These
awards reflect the preference of Malaysian beer consumers
and bear testament to the Carlsberg brand’s superior quality,
consistent freshness and high consumer appeal.
Our premium brews, Kronenbourg 1664, Somersby Cider, Asahi
Super Dry and Connor’s Stout Porter also gained traction and
registered double digit growth in sales and distribution in 2015.
The sphere of influence of these brands was strengthened
as we activated distinctive consumer campaigns, strategic
sponsorship platforms and targeted sampling exercises.
Our super premium beer, Kronenbourg 1664, registered
double-digit growth in consumption with various successful
activations under its “Taste the French Way of Life” thematic
campaign. Kronenbourg Blanc outperformed the competition
and registered a higher growth in the wheat beer segment in
2015.
Our Somersby Cider, with its Apple and Pear variants,
continued to lead the cider market. The rollout of sampling
activities and digital activation platforms in high traffic areas
helped create awareness and drive consumer engagement.
Somersby Cider reinforced its undisputable position as the
leading cider brand in Malaysia when it bagged the much
acclaimed Bronze award at the Putra Brand Awards 2015,
making it the only cider brand to be listed on the winners’
list. In conjunction with year-end festivities, we introduced the
limited edition Somersby Blackberry Cider variant to drive
consumption and maintain its momentum in the run up to
CNY festivities this year.
To strengthen our market share in the stout segment, we
refined and rebranded our premier stout, Connor’s to Connor’s
Stout Porter, with a new visual identity. Connor’s Stout Porter
is brewed in Malaysia based on its original porter recipe
from the UK. Robust samplings and promotions at flagship

outlets of Connor’s Stout Porter successfully built awareness
and increased the profitability of the new brew. There are
interesting plans in the pipeline for this premium draught stout
for both the Malaysia and Singapore markets in 2016.
Leveraging on its ongoing “Igniting Possibilities” campaign in
Malaysia, Asahi Super Dry maintained its good momentum
by reinforcing its position as the leading Japanese premium
brand among music lovers and nightclub-goers. Following
the strategic integration of MayBev and the Asahi brand into
Carlsberg Singapore, the brand made good inroads into the
Singapore premium beer segment with steady growth.

A lean and committed workforce
The Carlsberg Malaysia Group continues to invest in the
development of our greatest asset, our people. In 2015, we
undertook various initiatives to develop, engage and grow our
employees amidst a reorganisation that enabled our Malaysia
and Singapore operations to work closer as a Company.
Our robust and structured people development programmes
provided our people practical upskilling and customised
training under the purview of the Carlsberg Group Leadership
Academy, Supply Chain Academy and Sales Academy. Two
of our top talents from both our Malaysia and Singapore
operations were nominated for the Carlsberg Group
Development Centre (CDC) programme while five of Carlsberg
Malaysia employees were given cross-training opportunities
on assignments to other Carlsberg Group markets in Asia.
We also put in significant effort and resources to strengthen
employee engagement as well as to reward and recognise our
people. Based on the feedback gathered from the My Voice
2014 employee survey, various initiatives were implemented
to strengthen engagement with senior management and
improve communication and collaboration. Last year, we
recognised 66 long-service employees of Carlsberg Malaysia
who marked their 5th, 10th and 25th year of employment with
the Company. Of these employees, approximately 15 of our
10-year long service employees were rewarded with a trip to
visit our Headquarters and brewery in Copenhagen, Denmark
together with their spouses. Each of these employees also
received a gold pendant and gift vouchers worth RM1,000.
To provide employees the opportunity to chart potential job
movements within the Company and build a career pathway,
we launched the Career Pathing framework which includes
evaluation methods for promotions and transfers.
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As part of the Funding the Journey programme, we have
simplified our business, de-layered our organisation and
delivered greater synergies between our Malaysia and
Singapore operations as well as made our organisation more
efficient amidst a highly challenging operating environment.

Setting a new course towards success
As we move forward, we anticipate that the market will
remain soft until the macroeconomic situation improves and
consumer sentiment stabilises.
While we are still struggling to cope with the influx of
low-priced parallel import products in Malaysia, we are
disappointed with the Government’s decision to impose a
significant hike on excise duties effective 1 March 2016. The
recent increase in beer duties, ranging from 10% to 99%, that
came on the back of a reform of the excise duties structure,
has penalised local producers of beer, stout and cider with
an unjust quantum of increase as compared to distillers and
importers of beer, wine and spirits. We are concerned that the
new excise duties structure may change the pattern of alcohol
consumption from beer of lower alcohol content to wine and
spirits with higher alcohol content, which is clearly against the
Government’s call for a healthier nation. These high excise
taxes could possibly lead to increased influx of contraband
imported beers, which we foresee will pose a problem that
will be even more difficult to curb. Today, Singapore and
Malaysia have one of the highest excise taxes in the world for
beer after Norway.
Despite these challenges, our stakeholders can rest assured
that we will continue to invest, innovate and grow our
dynamic portfolio of premium brands in order to satisfy
ever-changing consumer demand and rise above market
challenges. Going forward, our customers and consumers can
look forward to a range of exciting and rewarding marketing
activities.
In our upcoming marketing campaign, Carlsberg, as the
Official Beer of the UEFA European Championship 2016
in France, will offer money-can’t-buy-experiences to our
consumers. In Malaysia and Singapore, we will take the
football sponsorship activation experience to a whole new
level by offering our consumers greater excitement, more
rewarding promotions as well as branded hospitality.
We will also focus our efforts on achieving our 2016
commercial priorities by boosting consumption with the
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right price, product and channel mix. Simultaneously, we will
continue to implement the value management, supply chain
and operation expenses efficiency initiatives through the
Funding the Journey programme.
Our management and Board of Directors are in the process
of outlining key strategic priorities for our Malaysian and
Singapore operations that will deliver greater shareholder
value and ensure business sustainability. This falls in line
with the Carlsberg Group’s new SAIL ’22 global strategy that
came into play on 16 March 2016. SAIL ’22 sets in motion the
Carlsberg Malaysia Group’s long-term direction and business
priorities for the next seven years to become a successful,
professional and attractive beer-based company in Malaysia
and Singapore.

A note of thanks
I am deeply honoured to lead the team at Carlsberg Malaysia
Group. These talented, passionate and dedicated people
continue to rise above the challenges stemming from a
volatile marketplace and work hard to create value for
stakeholders on a daily basis. I applaud them for their loyalty
and unwavering focus.
My sincere appreciation goes to our Board of Directors for
their wise counsel and for charting a clear pathway for the
Group’s commendable performance particularly amidst the
extremely challenging marketplace. I look forward to their
continued advice and insights to help us maintain a solid
momentum as we set our sights on our SAIL ’22 strategy.
As we venture forth, let me assure our shareholders,
customers, consumers and partners that the team at
Carlsberg Malaysia Group will continue to give our very best.
As we commit to working hard to deliver on the new strategy,
we are confident of achieving our ambition of becoming a
successful, professional and attractive beer-based company
that delivers sustainable value to all.
Thank you for your unwavering support.

Henrik Juel Andersen
Managing Director
Shah Alam
18 March 2016

Carlsberg Brewery Malaysia Berhad (9210-K) Annual Report 2015

Management
Discussion & Analysis
2015 Highlights
Financial Results

The Carlsberg Malaysia Group achieved
satisfactory results on both the financial
and brand performance fronts despite
a challenging business landscape
and various changes in the operating
environment. The Group’s disposal of
its 70% stake in Luen Heng F&B Sdn.
Bhd. (LHFB) was its most significant
organisational change.
The implementation of effective revenue optimisation
initiatives, sound commercial strategies and prudent
cost control activities mitigated the year’s unfavourable
economic impact and enabled the Group to deliver
sustainable growth and shareholder value.

RM1.66 billion
Revenue increased by 1.5% to RM1.66 billion.

RM220.2 million

Profit after tax improved by 1.5% to RM220.2 million.

RM273.1 million
Results from operating activities grew by 2.1% to
RM273.1 million.

Achievements

Most Creative
The Carlsberg
Chinese New Year
advertisement was
named the “Most
Creative CNY
Greeting Ad” by
readers of Nanyang
Siang Pau and China
Press.

17th Year Running
The Carlsberg brand won
Gold at the Reader’s
Digest Most Trusted
Brand Awards for the
17th year running.

Bronze
Award Win

6th Consecutive
Year
The Carlsberg
brand won the Gold
Award at the Putra
Brand Awards
for the sixth
consecutive year.

Somersby Cider
won the Bronze
Award at the
Putra Brand
Awards for the
first time ever.
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7.3%

Adjusting for the one-off
impairment loss on the
LHFB divestment, net
profit increased by 7.3% to
RM232.8 million.

100%

Proposed net dividend payout
as a percentage of PAT. The
total declared and proposed
dividend for the year ended 31
December 2015 is 72.0 sen per
ordinary share of 50.0 sen.

Royal Honour
Carlsberg Malaysia was bestowed the
prestigious Diploma of the Danish Export
Association & His Royal Highness Prince
Henrik’s Medal of Honour for outstanding
efforts to promote Danish products and
services abroad – only the fourth time that
a company in Malaysia has received such
recognition.

Our new corporate strategy – SAIL ’22, which was
launched on 16 March 2016, sets the strategic
direction for the Group and accelerates value
creation for our shareholders for the next seven
years. It will guide us in our efforts to be a
successful, professional and attractive beer-based
company in the markets we chose to compete in.
In order to execute SAIL ’22 successfully, a
corporate initiative that consolidates the existing
efficiency projects and new profit improvement
initiatives into a single programme named
Funding the Journey was launched in Q3 2015.
Funding the Journey is divided into the three
main pillars of Value Management, Supply Chain
Efficiency and Operating Expenses Efficiency
with the aim to generate benefits that will be
reinvested in our business growth and improve
our earnings and cash flow.

OUR
BRANDS AND
INNOVATION
Despite a subdued consumer spending
environment, the Carlsberg Malaysia
Group’s portfolio of brands registered
positive growth momentum in 2015. We
intensified our efforts to strengthen our
flagship brand Carlsberg, further drove the
growth of our premium brews Somersby
Cider, Kronenbourg 1664 and Asahi Super
Dry, and expanded the distribution of our
stout portfolio in Malaysia with Royal
Stout and Connor’s Stout Porter.

Our ability as a dynamic brewer to set the industry trend as
well as cater for consumer tastes and preference in Malaysia
is evident in the host of awards and accolades that our
flagship brand, Carlsberg, and cider brand, Somersby, received
in 2015. These awards demonstrate Carlsberg Malaysia’s
promise to deliver the highest quality products to consumers
in a responsible manner.
Over the course of 2015, we continue to reinvigorate
consumers’ interest towards Carlsberg brands by leveraging
on a new global advertising campaign supported by engaging
consumer activations and several strategic sponsorship
platforms. Our premium brands Asahi Super Dry, Somersby
Cider, Kronenbourg 1664 and Connor’s Stout Porter registered
steady profitable growth from effective promotion and price
mix strategies. Our other power brands too continued their
good runs, making 2015 an overall good year for Carlsberg
Malaysia.
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SKOL Super

A full-bodied flavour
and fruity aroma
lager, SKOL Super is
a strong beer brewed
in Malaysia with
the highest quality
ingredients and
adhering to European
guidelines.

Corona

Mexico’s leading
national brand
is often served
with a slice of
lime for that
refreshing zesty
flavour.

Connor’s Stout
Porter

Inspired by the original
Stout Porter recipe from
1700’s Great Britain, this
stout delivers a crisp
texture with a creamy
head and gentle roasty
undertones. Connor’s
Stout Porter has been
recreated to deliver a
perfectly balanced stout
enjoyed by generations
with a hint of a modern
twist.

Carlsberg
Special Brew
Our dark golden
brew continues
to stand as a
premium beer in
the high alcohol
category.

France’s bestselling premium
beer is specially
brewed with
aromatic
Strisselspalt
hops. The main
characteristics of
this elegant beer
are its citrus and
floral flavours.

Royal Stout

Nutrimalt

Launched in
1995, Nutrimalt
is a great tasting,
non-alcoholic
malt beverage
that is nourishing
and packed with
Vitamin C and B
complex.

Kronenbourg
1664

Jolly Shandy

is a refreshing mix
of lemonade and
real beer, enriched
with Vitamin C.

SKOL

Brazil’s No.1 beer is
brewed with top quality
ingredients. SKOL is
a light and refreshing
beer perfectly suited for
tropical countries.

is a premium Danish
stout with the
characteristics of rich
roasted coffee and
caramel, providing the
ultimate satisfaction.

Somersby
Pear Cider

This variant in the
Somersby range is a
bubbly, invigorating
cider with a distinctive
pear flavour.
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Kronenbourg
1664 Blanc

This wheat beer variant of
Kronenbourg 1664 is cloudy
with a fruity and refreshing
taste and presented in
a stylish blue bottle.

Asahi Super Dry
Carlsberg

Somersby
Apple Cider

is a refreshing cider that
bursts in one’s mouth with
its uniquely juicy apple
flavour.

An all malt
lager with a
rich heritage
and superior
quality dating
back to 1847.
The brew
can now be
enjoyed in
more than 140
markets.

Japan’s No. 1 beer brand,
is brewed in a unique
‘Karakuchi’ style to
give a clean, crisp and
refreshing taste with no
bitterness.
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Carlsberg reinforces its brand position
Our flagship brand, Carlsberg in Malaysia continued its
award-winning run when it was awarded its sixth consecutive
Gold at the prestigious Putra Brand Awards 2015 on the back
of votes from the nation’s consumers. To date, Carlsberg has
the distinction of being the first beer brand to have been
honoured with the much lauded Putra Brand Icon award and
inducted into the Putra Brand Hall of Fame.
Carlsberg also won Gold for the 17th time at the esteemed
Reader’s Digest Most Trusted Brand Awards 2015. Its Chinese
New Year (CNY) Campaign themed “Smooth Sailing in a year
of abundance” once again won Gold in the CNY Most Creative
Press Advertisement competition voted by thousands of
readers of two mainstream Chinese dailies, China Press and
Nanyang Siang Pau. Our successive victories are testament
to Carlsberg’s dominance as a quality beer brand and its
prominence as a consumer favourite in the Malaysian beer
market.

Innovative campaigns boost market share
As an international brand that resonates well with Malaysian
beer consumers, Carlsberg celebrates local festivities and has
always shown respect for the customs that are important
to our communities. Our 2015 CNY campaign in celebration
of the Year of the Sheep has a special significance as the
brew was originally founded in Denmark under this Chinese
zodiac sign in 1847. Combining traditional and contemporary
culture, our 2015 CNY advertising campaign revolved around
the symbol of a Carlsberg Smooth Sailing Ship and sought
to wish consumers “smooth sailing in a year of abundance”
following what was a challenging 2014.
Carlsberg’s CNY campaign kicked off with an auspicious
launch ceremony at Oasis Damansara, Kuala Lumpur which
saw over 250 guests and members of the media treated to
enthralling lion dance and traditional drum performances, a
mesmerising fireworks display as well as Chinese calligraphy
as giveaways.
The CNY campaign also saw the launch of our nationwide
“Carlsberg Millionaire” promotion in which a retiree Lim Chon
Boong, a loyal Carlsberg consumer of over 40 years, became
the first Carlsberg Millionaire to win the grand prize of
RM1.0 million in cash. A total of 13 other lucky consumers
won ang pows valued at RM13,888 each. Marking our single
largest CNY cash giveaway to date, the promotion received
excellent response and boosted consumption of our most
popular brew during the CNY peak season.
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Carlsberg Malaysia was also the title sponsor at the Miao
Hui 2015 festival (also known as the CNY Temple Fair) for
the sixth consecutive year. Over 30,000 people attended the
annual event at the Dou Mu Gong Temple which we coorganised with Sin Chew Daily and Guang Ming Daily.
Our very successful CNY campaign saw us making profitable
volume and value share gains in the market over that peak
sales period.

Carlsberg continues to champion the game
of golf
In 2015, Carlsberg Malaysia celebrated another successful
year in championing Malaysian golf through its continued
support of the Carlsberg Golf Classic 2015 and the Maybank
Malaysian Open 2015.
The year marked the 22nd consecutive instalment of the
much-anticipated Carlsberg Golf Classic 2015 tournament
that provides the country’s top amateur golfers a platform
to step up their game. The 2015 tournament boasted with 39
legs across Malaysia over a six-month period, and offered
some RM3.0 million worth of prizes. As part of our efforts
to advance amateur golf talent, we accorded winners of the
preceding year’s 21st Carlsberg Golf Classic the opportunity
to golf with some of the best golfers in the world during the
Maybank Malaysian Open 2015 ProAm.
Last year’s Carlsberg Golf Classic series was different in that
proceeds by way of golfers’ participation fees were donated
to the J.C. Jacobsen Foundation in support of local education
development, environmental conservation, wildlife protection
and other humanitarian causes.
Carlsberg continued to bolster its association with
international golf through its sponsorship of the Maybank
Malaysian Open 2015, which placed Malaysia firmly on the
map as one of the top golfing destinations in the world. As a
partner to the Maybank Malaysian Open, Carlsberg offered
“Probably the Best 19th hole” campaign which allowed guests
and spectators to watch the prestigious sporting event in
style. Held at the Kuala Lumpur Golf and Country Club,
golf enthusiasts enjoyed the game with cold beers at the
Carlsberg hospitality stations that overlooked the 18th hole,
the Carlsberg Beer Garden located at the 14th hole and a beer
serving area at the exhibition centre.
Carlsberg’s years of dedication in the development of
Malaysian golf through the Carlsberg Golf Classic have rightly
earned us the reputation of being the golfers’ beer of choice.
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Probably the best beer in the world
In June 2015, Carlsberg launched a new global advertising
campaign in both Malaysia and Singapore, putting a modern
twist on probably the most iconic beer advertising campaign
of all time – “If Carlsberg Did ...”, it would “Probably be the
Best…”.
This campaign revolved around the concept of what the
“world” would be like if it was as superior as a Carlsberg
beer. The advertising campaign incorporated the brand’s
trademark tongue-in-cheek approach to life in several web
videos. Leveraging on the ordinary things in everyday life such
as fitting rooms, meeting rooms and haircuts, among other
things, the campaign offered an amusing and refreshing take
on the common experiences of an everyday beer drinker. To
amplify the new advertising campaign, several activations and
promotions were rolled out in three phases in the second half
of 2015.
Running concurrently in the UK, Ireland, Sweden and
Denmark, Carlsberg Malaysia took the campaign a step
further in the first phase of the campaign by producing the
debut “If Carlsberg Did Fitting Rooms” video that successfully
recorded a high viewership of more than 1.3 million views and
total engagements of up to 385,000 times. Focusing on a
fitting room scenario and based on strong local insights that
rang true with consumers in the region, the video was later
released in other Carlsberg Asia markets including Singapore
and India. The campaign’s on-ground activation involved
enhancing the shopping experience of shoppers at several
shopping malls by surprising them with complimentary pints
of beer at participating Carlsberg outlets.
The second phase of the campaign was publicised through a
brand new print advertisement and the release of the second
web video, “If Carlsberg Did Meeting Rooms”. In conjunction
with the advertising campaign, we launched our “Probably the
Best Job in the World” activation where two lucky consumers
were recruited as Carlsberg Beer Tasters for two evenings.
They played the role as brand ambassadors and interacted
with fellow Carlsberg enthusiasts while earning RM10,000
for just eight hours of work. The ‘Carlsberg Beer Taster’
recruitment campaign received overwhelming response with
some 20,000 applications garnered within a fortnight. The
web video on the other hand registered total viewership of
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more than 2.3 million views and approximately 1.5 million
engagements. The contest was repeated a second time and
replicated in Singapore as well. In the second round, Carlsberg
Malaysia flew two Malaysian Carlsberg Beer Tasters to
Singapore where they joined their Singaporean counterparts
to work for an evening.
To commemorate the third phase of the “If Carlsberg Did…”
campaign and the release of the third web video, “If Carlsberg
Did Haircuts”, we introduced a Carlsberg limited edition
Men’s Grooming Series. Launched in time to target Christmas
shoppers, the limited edition kit comprised of a shampoo,
conditioner and body lotion each containing 500 ml of
Carlsberg beer.
Our promotional efforts did much to boost the Carlsberg
brand’s presence on social media with thousands of views,
likes and shares on platforms such as Facebook and
Instagram, plus a further 3.8 million online video views. As
a result of the thematic advertising campaign, the Carlsberg
brand further strengthened its brand equity and continued to
lead as the Top of Mind brand among drinkers in Malaysia.

Premium brands gained profitable market
share

Our premium brands portfolio comprising
of Asahi Super Dry, Somersby Cider and
Kronenbourg 1664 achieved significant
growth on both the consumption and
distribution fronts. Through the rollout
of new advertising brand campaigns,
targeted consumer promotions as well as
initiatives to ensure the superior quality
and freshness of our premium brews, we
recorded strong double digit percentage
growth in the share of the premium beer
segment and cider segment.
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Somersby cider reinforces its leading position
in the cider segment
The Somersby Cider brand has grown by leaps and bounds
since its successful introduction into the Malaysian market
in 2012. Having strengthened its fan-base among cider
consumers in both Peninsular and East Malaysia, Somersby
Cider was honoured with its first award – the Bronze at the
prestigious Putra Brand Awards 2015. Beating other cider
brands, Somersby Cider emerged as the preferred cider in the
alcohol category. This award is apt testament that the brand’s
various consumer engagement activities and sponsorship
platforms are proving effective. Somersby cider continued to
be the country’s leading brand in the cider category, doubling
in brand awareness and experiencing substantial growth
amongst trialists and usage. The brand’s performance has
also vastly improved in the off-trade category with strong
double-digit growth in sales volume.
In 2015, Somersby Cider launched a campaign titled
“#ThatWeekendFeeling” that encouraged consumers to
enjoy every day of the week like a weekend. Leveraging
on a series of in-outlet activations that involved the
#ThatWeekendFeeling recipe of Food+Friends+Me+Somersby,
the campaign revolved around the idea that if that weekend
feeling could be bottled up, the recipe would be – good
friends, fine food, refreshing Somersby Cider and me.
Approximately 200 people consisting of members of the
media and consumers attended the launch which featured
acoustic performances plus comedy acts by popular
comedians such as Jonathan Atherton of Australia and Rishi
Budhrani of Singapore. Lucky guests also went home with
tickets to comedy shows at the “PJ Laugh Fest”, “Crackhouse
Carnival” and “Laugh Die You”.
The campaign also saw Somersby Cider partnering with
several comedy clubs and food outlets in the Klang Valley
as well as leveraging on social media to offer consumers
the opportunity to create #ThatWeekendFeeling memories
at participating outlets. The events, which left audiences in
stitches, certainly helped keep Somersby Cider top-of-mind
with these audiences.
In conjunction with year-end festivities, Somersby Blackberry
Cider, a fully imported cider from Europe, was launched as
a limited edition product sold at Aeon and Cold Storage
supermarkets only. Blackberry cider is Somersby’s third
flavour variant, after its Apple cider and Pear cider variants.
The soul warming Christmas edition Somersby Blackberry
Cider proved to be the perfect crowd-pleaser with its
refreshing, crisp, natural taste that uplifted consumer spirits.
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Connor’s Stout Porter grows steadily
following improvements
As part of our efforts to cater to the discerning palates of
consumers, we refined and rebranded the premier stout,
Connor’s Stout Porter, Carlsberg Malaysia’s nitrogenated
draught stout that is brewed and not blended. Tapping the
original British Stout Porter recipe from the 1700’s, the new
stout proved popular when the brand ran a consumer blind
taste test with 90% of stout drinkers finding it easy to drink
and 74% enjoying its refreshing taste. The brand new Connor’s
Stout Porter was unveiled during a successful launch party
held at Nexus Bangsar South.
To promote the new Connor’s Stout Porter, we ran a
nationwide campaign called “Monday Made Right.” Endorsing
the concept of starting the week right, the campaign offered
consumers a “Buy 1, Free 1” promotion every Monday to ease
their Monday Blues.
As an extension of the “Monday Made Right” campaign,
Connor’s Stout Porter activated Mondays Made Right
activation in 52 outlets nationwide with attractive Made Right
activities such as Happy Hours Made Right, Games Made
Right and Music Made Right to drive awareness and induce
trial consumption. Consumers were also educated on the
natural ingredients of the brew via games. These extensive
marketing activations led to Connor’s Stout Porter improving
its brand awareness by over 40 percentage points.
To celebrate the success of the new and improved brew,
the management of Carlsberg Malaysia organised an
appreciation party at Senja, Saujana Hotel & Resort.
Featuring English and Asian cuisine infused with Connor’s
Stout Porter prepared by an award-winning chef, as well as
specially concocted cocktails by a world class mixologist, the
evening served to honour the hard work of all those who were
behind the successful campaign.
Following its brand relaunch, Connor’s Stout Porter doubled in
distribution and sales with volume rising by over 100%. The
sales generated from Connor’s Stout Porter’s modern bars and
entertainment outlets played a significant part in the brand’s
stellar performance for 2015.
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Asahi Super Dry continues to set the trend
Asahi Super Dry, Japan’s No. 1 premium beer, continues to
be a strong player in our premium segment. The brand has
grown steadily in nationwide popularity and in sales since its
inclusion into our portfolio four years ago.
Having resonated well among the younger generations of
premium beer drinkers in Malaysia, especially within the
clubbing scene, Asahi Super Dry continued to set the trend
in the party scene with its “Igniting Possibilities” campaign.
Over 800 guests attended the Asahi 2015 campaign launch
at The Roof where they partied the night away to the musical
stylings of Grammy Award winning French DJ, Cédric Gervais.
Throughout the year, Asahi Super Dry also flew in worldrenowned Electronic Dance Music (EDM) acts such as Lil Jon
and R3hab to name a few.
The general beer consumers were not left out either as the
“Igniting Possibilities” campaign took to the streets in the form
of the “Asahi Live” music mobile truck. Doubling as a stage
for a live band, the truck visited 60 food courts, refreshment
outlets and eateries across Peninsular Malaysia, where outlet
patrons were entertained with great music, interesting games
and rewarding promotions. These activations and promotions
contributed significantly to the brand’s value growth, as well
as led to an increase in brand awareness and trial rate over
the 12-month period.
The premium beer brand also continued to influence the
nation’s darts enthusiasts via its sponsorship of various darts
competitions and its very own Asahi National League. Asahi
also organised the “Running Bull Challenge” which was
held at numerous outlets across Peninsular Malaysia. With
attractive cash prizes up for grabs, the competition did its bit
to draw in more fans for this growing sport.

Kronenbourg 1664 celebrates the importance
of work-life-balance
Kronenbourg 1664 is France’s No.1 premium brand. The
bestselling French premium wheat beer, Kronenbourg 1664
Blanc today enjoys steady growth in sales and popularity.
Following through on its Taste the French Way of Life
(TTFWOL) campaign, introduced in 2014, K1664 went on to
champion the cause of creating a good work-life balance
among its consumers throughout 2015.
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As part of its TTFWOL campaign, the premium brand
launched the “Kronenbourg 1664 Wednesday” activation.
Spanning nine months, the promotion aimed to celebrate
Wednesday as the official mid-week break in which urbanites
took time off to enjoy life.
Kronenbourg 1664 is the official beer of the first-of-its-kind in
Malaysia “Dinner in the Sky” dining experience. The French
super premium brew treated 11 couples to a delectable spread
as they were suspended far above the ground from the Kuala
Lumpur Tower with sweeping views in every direction.
The TTFWOL campaign experienced another year of success
in 2015, with Kronenbourg 1664 Blanc making a significant
contribution to the brand’s incremental volume growth. Both
Kronenbourg 1664 Blanc and Kronenbourg 1664 Lager saw
a significant rise in brand awareness among consumers of
modern entertainment outlets and registered a three-fold
expansion rate in 2015.

Power Brands Perform DYnamically
Royal Stout, coupled with SKOL beer, continued to perform
well throughout the year particularly through joint promotions
at selected outlets. The campaigns helped to improve
consideration and trial consumption while securing a steady
stream of consumers at both on-trade and off-trade outlets.

Moving forward
Having strengthened our flagship brand Carlsberg and
boosted the growth of our premium brands portfolio in 2015,
Carlsberg Malaysia will endeavour to maintain the good
momentum by continuing to cater for diverse consumer needs
and enhancing profitability for our customers.
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OUR PEOPLE PRIORITY EFFORTS
A More Agile and Dynamic Organisation
The Carlsberg Malaysia Group recognises that our people are
the backbone of the Company and the driving force behind
our success. In line with this, 2015 saw us placing a greater
emphasis on efficiency and synergies to streamline and
strengthen our workforce.
Following the re-organisation exercise, the Malaysia and
Singapore operations are today working closer together
as one seamless team with greater synergies and speed
to market. In 2015, we prioritised talent development and
employee engagement to ensure that our workforce remained
a high-calibre one, empowered and committed to delivering
their best despite a tough operating environment. In addition,
we actively enhanced our employer profiling efforts to boost
our talent attraction and acquisition agenda.

Investing in robust people development
We are continuously upskilling our people to ensure we
remain at the top of our game. In 2015, we put in significant
resources to strengthen leadership competencies amongst
our managers and drive capability building throughout the
organisation.
Employee development efforts continued in a structured
manner via customised training programmes under the
purview of the Carlsberg Group Leadership Academy, Supply
Chain Academy and Sales Academy.
We also rolled out continuous leadership initiatives under the
auspices of the Carlsberg Group Development Centre (CDC)
for top talent. Founded on the Carlsberg Group’s Leadership
Competencies framework, the CDC is a platform for the
Company to identify and equip future leaders as well as to
develop a pipeline of validated high potentials who will spur
the growth of the Carlsberg Group across the region. Two
employees from our Malaysia and Singapore operations
participated in the CDC programme and acquired knowledge
on developmental growth, diversity of methods, multiple
feedback, self-reflection, self-responsibility, multiple-eye
principality and business orientation.
Carlsberg Malaysia, in collaboration with the Institute of
Brewing and Distilling, London enrolled 12 employees in the
Diploma in Brewing course to be equipped with an in-depth
knowledge and understanding of the principles relating
to brewing science and technology. Upon completion of
the course, our employees will be awarded the Diploma in
Brewing. In addition, we also invested in the development of a
senior talent via his participation in the Executive Diploma in
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Brewing course in Copenhagen.
As part of our people development efforts, we also accorded
our people international exposure through short-term
assignments (STAs), long-term assignments (LTAs) and
transfers. Five of Carlsberg Malaysia’s employees participated
in three STAs and two LTAs in 2015.
In 2015, a total of 11 in-house training sessions were held
which benefitted 216 employees in Malaysia. We also took
continuous learning to a whole new level with bi-monthly
Lunch & Learn sessions open to all employees. Our people
benefitted from short yet concise technical and soft skills
trainings that covered subjects such as Microsoft PowerPoint,
Microsoft Excel, personal grooming and influencing skills,
among others.

Ramping up employee engagement activities
Amidst a year of re-organisation, we continued to focus our
efforts on building traction on the employee engagement
front. Following through on the strong employee engagement
scores in the My Voice 2014 survey for our Malaysia
operations, we focused our efforts on improving the way we
operate, communicate and collaborate as an efficient team.
This included encouraging timely feedback for performance,
driving participative leadership and strengthening
engagement with senior management by leveraging on our
quarterly employees get-together sessions – Thirst for Great
Hour, town hall briefings, market visits and other engagement
platforms.
Employee reward and retention activities are high on our
employee engagement agenda. Being an established brewer,
we have over the years steadily built up a pool of loyal and
dedicated employees whom we recognise through a robust
Long Service Award (LSA) programme. In 2015, we saw
66 employees rewarded under the LSA programme where
those who had clocked in 10-years of employment with the
Company were treated to an all-expenses paid trip to visit
Carlsberg’s birthplace and Headquarters in Copenhagen,
Denmark.
We continued to boost employee recognition via both the
Great Contribution Award to acknowledge employees who
went the extra mile, and through the Great People Award
that honours outstanding employees. A total of 13 Great
Contribution Awards and 8 Great People Awards were
given out to deserving employees. Carlsberg Malaysia also
rewarded staff with hypermarket shopping vouchers in
conjunction with International Worker’s Day 2015.
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The Carlsberg Sports & Recreation Club (S&RC) was formed
to drive employee engagement through social, sports and
recreational activities. In 2015, the S&RC organised a gamut
of wellness activities such as weekly jungle treks, futsal
tournaments and yoga sessions at the workplace, all aimed
at promoting a healthy lifestyle. The ever popular “Movie
Nite” was also revived, which saw 240 tickets given away to
employees for blockbuster movies.
The year’s engagement efforts culminated in themed annual
dinners centred on our tagline of “Probably the Best…”
celebrated in style in our Northern, Southern, Central and East
Malaysia regions. At these events, our people were thrilled
to watch a short video themed “Probably the Best Beer
Company in Malaysia” that featured our employees at their
workplace. They were also surprised to receive a gift in the
form of a 24-can craft brew specially created by our in-house
brewmasters just for Carlsberg Malaysia employees.

Paving career pathways
Our efforts to embed a performance-based culture and build
a succession pipeline was evident in 2015. Rigorous people
board discussions as part of our talent review measures
were carried out on a bi-annual basis. We also developed
a new career pathing framework that enabled us to chart
out potential job movements for our employees. Within
the framework, we established evaluation methods for
promotions and transfers as well as built structured career
pathways that were founded upon functional and leadership
competencies.

Leadership competencies for managerial and executive
positions were also initiated to inculcate desirable work ethics.
To drive a performance-based organisation, we encouraged
and facilitated open dialogue between line managers and
their direct reports on performance and development. Biannual performance review discussions were conducted in a
formal and constructive manner to ensure that our people
are performing in line with Company goals and that their
development progresses as outlined at the beginning of the
year.

Attracting talent for the future
The Carlsberg Malaysia Group continues to evolve its
attraction strategies to stay relevant to the next generation
of talent. We are doing this by expanding our engagement
platforms via on-ground interaction and channels in the
digital space.
In 2015, we increased our engagement with potential talent
through participation in events such as the Mega Careers and
Study Fair which saw a turnout of 24,000 jobseekers. We also
took part in a variety of on-campus initiatives via tie-ups with
selected higher learning institutions. Internship intake was at
an all-time high in 2015 with 22 students undergoing work
exposure with us.
In line with the government’s call to have more females
in the workforce, Carlsberg Malaysia in collaboration with
TalentCorp, showcased our diversity and inclusion initiatives
such as flexible work arrangements, mother-friendly facilities
and participation in the Life at Work Awards 2015 event.
To date, we have a balanced 43% female representation in
senior management, and we are committed to make diversity
and inclusion an important people priority.
Recognising that social media is now a mainstay rather than
a buzzword with Gen Y audiences, our Malaysia operation
has moved into this sphere by engaging with external talent
through a variety of online and digital channels. We have also
established a more robust and active presence on LinkedIn
as well as bolstered our presence through recruitment and
people-related articles on LinkedIn Pulse. This has enabled us
to showcase our corporate culture and share real-time people
news with a wider audience, as compared to traditional
engagement platforms.
As we venture forth to reinforce our position as an employer
of choice, we are confident of retaining and attracting highcalibre talent to grow their careers within our organisation.
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OUR COMMITMENT TO SUSTAINABILITY
Growing Responsibly Together
The Carlsberg Malaysia Group believes that sustainability is
everyone’s responsibility as the economic, environmental and
social choices we make, affect us now and in the future. We
share the same ambition with the Carlsberg Group – that of
growing responsibly while enhancing the quality of life for our
consumers, employees and our other stakeholders. All this
is fundamental to our growth, and it makes good business
sense.

Our governance structure
As a fundamental component of Carlsberg Malaysia’s core
business strategies, sustainability is integrated into our
organisation’s day-to-day business operations in a structured
manner. Our sustainability governance structure is designed
in a way that ensures local and cross-functional ownership as
well as drives compliance and targets.
Carlsberg Malaysia’s sustainability strategy is championed
by the Managing Director with endorsement by the Board
of Directors and senior management. A robust network of
Sustainability Policy Owners has been set up to provide
oversight of the implementation of Carlsberg Group’s global
sustainability policies and to ensure business practices
are undertaken in a responsible manner. The respective
Sustainability Policy Owners work seamlessly with the Global
Policy Owners to ensure a common understanding of the
sustainability policies and compliance requirements.

Scope and methodology
Our sustainability reporting solely covers the operations in
Malaysia including one brewery located in Shah Alam.
What gets measured gets managed: Carlsberg Malaysia
implements the Carlsberg Group’s global sustainability
reporting system that has been deployed by Enablon, an
international provider of Corporate Social Responsibility
(CSR) software solutions. The system helps us to collect data,
measure performance year-on-year, and enables instant
consistency checks ensuring a high level of accuracy and
clarity.
The actions we undertook in 2015 were in response to the
material sustainability challenges facing us then and we
are reporting this accordingly. What we are presenting
here is a comparable overview of our progress based upon
measureable indicators and targets in line with our global
sustainability commitments.

Identification of material sustainability
matters
We have adopted a global sustainability reporting framework
based on a holistic materiality assessment to reflect the
economic, environmental and social challenges facing
us at both at the global and local levels. The materiality
assessment is inspired by the principles of the Global
Reporting Initiative (GRI) against a backdrop of international
standards and agreements.
At Carlsberg Malaysia, we add local insights into the global
framework to prioritise the sustainability matters that are
material to our business and our stakeholders. We conducted
a reputation survey that gave us insights into the views of our
key stakeholder groups, namely consumers, customers and
employees.

Our actions in response to the sustainability
matters
Carlsberg Malaysia’s sustainability priorities align with the
Carlsberg Group’s three global themes as well as the areas
where we can contribute to the local environment and
communities in which we operate. Our three sustainability
priorities are:

Resources & Environment
We strive to minimise our impact on the
environment and optimise our use of
resources across our operations in an effort
to help build a more sustainable future.

Health & Wellbeing
We are committed to creating a culture of
responsible drinking by promoting moderate
consumption of our products and addressing
alcohol-related harm in society.

People & Policies
Our aim is to protect, develop and engage
our employees, and to make a positive
contribution to the communities in which
we operate.
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Protecting our Natural Resources and
Engaging with our Consumers and Communities

Year-on-year
improvements
in relative consumption
for CO2, energy
and water

1,500

trees were planted in
Shah Alam by 300 volunteers
in support of environmental
conservation

90%

returnable rate on total

returnable glass bottles

3

Malaysian elephants
at the National Zoo
were adopted in
support of wildlife
protection
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Here at Carlsberg Malaysia, we are committed to growing responsibly,
protecting our natural resources and enhancing the quality of life for
our stakeholders. In 2015, we continued to roll out a host of initiatives
that delivered solid results and strengthened our long-term sustainable
development agenda.

RM22.7 million
in total school-building
funds accumulated
for 16 schools

SCHOOL
RESTAURANTS & BARS

1,000

consumers and 10 customers
were engaged to support
the inaugural Global Beer
Responsible Day

283 hours

in total spent
by Malaysian employees
on community engagement
activities

>5,000

consumers reached
through responsible drinking
campaigns

37

38

Carlsberg Brewery Malaysia Berhad (9210-K) Annual Report 2015

Management Discussion & Analysis
our Commitment to sustainability

Resources & Environment

2015 deliverables
•	Year-on-year improvements in relative consumption for
CO2, energy and water
•	Achieved a high bottle returnable rate at up to 90%
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Thermal
•	Installed energy meters at the packaging lines to enhance
energy usage monitoring and to improve troubleshooting
activities aimed at eliminating heat loss.
•	Optimised the boiler operation by increasing the level
of manual control pertaining to daily operation and
temperature control.
•	Achieved a reduction of thermal consumption to
21.1 Kwh/hl from 22.1 Kwh/hl in 2013.

Electricity

Thermal energy

20

Electricity
•	Continued to optimise our Cooling Plant operation, the
biggest source of electricity consumption. Adjusted the
evaporation temperature and improved the cascade
system operation to support versatile and effective energy
management control.
•	Our energy conservation efforts saw electricity
consumption dip to 9.74 Kwh/hl in 2015 from 9.82 Kwh/hl
in 2013.

Measureable performance indicators

13

Energy conservation
In 2014, we introduced new measures and systems to enhance
energy efficiency. For 2015, we focused our conservation
efforts on optimising the following areas to further reduce
both electricity and thermal energy consumption:

20

We have set year-on-year improvement targets for energy
use, water consumption and CO2 emissions. In achieving these
targets, we have put in place efficiency initiatives to manage
the environmental impact of our operations.

21.1

Optimise natural resources through
efficient brewing

Waste water treatment and management
We continue to implement stringent guidelines on wastewater
treatment. We recently installed an online chemical oxygen
demand (COD) meter in place of the manual monitoring
process which enables more effective monitoring and
facilitates necessary mitigation measures in the event of any
abnormalities in COD figures. We also undertake the recovery
of methane gas from the anaerobic digestion of wastewater
to generate boiler fuel for our boiler.

21.1

Key initiatives

Our water efficiency efforts saw a slight improvement in
the volume of water consumption from 3.85hl/hl in 2013 to
3.72hl/hl in 2015. We expect to see continued improvements in
line with our year-on-year targets going forward.

20
15

Environmental management is at the core of our business
operations in Malaysia. Our Environmental Policy guides us
to develop and use environment-friendly products, materials
and technologies in a manner that contributes to long-term
sustainable development.

14

Our actions

22.1

We are committed to optimising resource consumption and
managing the environmental impact of our operations in a
way that is sustainable not only for the environment and
climate, but also the communities in which we operate.

Water consumption
In addition to our regular water leakage audit and rectification
measures, we have set up a daily water consumption
reporting mechanism to closely monitor water usage to
achieve our water conservation targets. We also upgraded our
Tube Well Treatment Plant to secure a stable water supply
and to address potential water scarcity issues. To date, we
have improved the water extraction rates from our tube well
and reduced our dependency on town hall water.

20

Our commitment
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Enhance circularity in our supply chain
and create a zero waste community
The concept of “circularity” (the state in which resources are
continuously reused with no net effect on the environment)
is becoming an integral part of the Carlsberg Group’s brewing
operations. Today, waste and by-products from the brewing
process provide opportunities for recycling and reuse. At
Carlsberg Malaysia’s Shah Alam brewery, spent grain is sold
to local farmers and reused as cattle feed. We are currently
exploring possible collaboration opportunities with suppliers
to optimise resources and create new products for animal feed
and plantation industries.
Sustainable Packaging
Primary and secondary packaging account for a major part of
our total CO2 emissions. To mitigate the environmental impact
of packaging, we embrace a more sustainable, innovative
approach to developing sustainable products based on these
four guiding principles:

REDUCE
Reduce weight or change to lower environmental impact
packaging
•	Shrink film thickness reduction – we have completed
an adoption of a thinner 50 micron shrink film which
has enabled us to have similar packaging strength
while reducing our environmental impact.

REUSE
Increase re-use of packaging materials
•	With the right infrastructure in place, refillable glass
bottles (RGBs) are the most environmentally friendly
packaging. We collaborate with our suppliers and
retailers to achieve a high returnable bottle rate (up to
90%) by setting up an incentive system to encourage
distributors to return the used bottles. This has
brought about benefits for retailers in terms of cost
savings and increased efficiency.

RECYCLE
2016 targets
•	5% reduction in relative consumption for CO2, energy
and water
•	Improve returnable rate for returnable glass bottles as
part of the long-term packaging strategy
CO2 emission

Water consumption
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Recycle packaging through partnership with suppliers
•	We strive to eliminate waste by crushing the used
bottles into cullet, and then return this cullet to our
supplier who recycles the materials into new bottles.
•	In the same vein, cans are crushed into cubes and
transformed into valuable recyclables.

RETHINK
Rethink packaging and waste by channelling the
materials into other products (upcycling)
•	At the global level, the Carlsberg Group has set up the
Carlsberg Circular Community, a network between
the brewer and global suppliers to develop the next
generation of packaging products that are optimised
for recycling and reuse while retaining or improving
their quality and value.
•	Locally, we are exploring more collaboration with our
suppliers to bring the Carlsberg Circular Community to
life in Malaysia.
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Health & Wellbeing
Our commitment
Here at Carlsberg Malaysia, we want our products to be
associated with celebration, friendship and enjoyment of
life. We also want to be actively involved in being part of the
solution to address the misuse of alcohol in Malaysia. To
this end, we undertake responsible marketing activities that
promote a responsible drinking culture and which enable us to
create and maintain a sustainable market for our products.

Our actions
Embracing the Responsible Drinking Policy and Marketing
Communication Policy, we are committed to promoting the
responsible enjoyment of beer and we proactively share
our position and standards with key stakeholders, including
our employees, consumers and customers. We also conduct
regular in-house training to ensure that our employees
and frontline staff have a clear understanding of their
responsibilities in our day-to-day operations.
Key initiatives
Global Beer Responsible Day (GBRD)
Carlsberg Malaysia is one of the nine Carlsberg Group
markets globally, and the only brewer in Malaysia that
celebrates Global Beer Responsible Day, a global initiative
that promotes the responsible enjoyment of beer with
employees, consumers and customers. On 18 September 2015,
Carlsberg Malaysia pledged its support towards the inaugural
Global Beer Responsible Day.
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Our key principles:

Encourage
moderate
consumption
Overconsumption of alcohol can have
serious consequences.

Prevent
underage drinking
The prohibition on selling alcohol to
minors should be enforced.

Prevent drinking
and driving
If you drink, don’t drive. We want to help
prevent consumers driving under the
influence of alcohol.

Discourage
drinking during
pregnancy
We recommend that pregnant women
should avoid consuming alcohol.

Responsible
marketing
We have set ambitious self-regulating
standards for how we communicate with
our consumers.
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Through a two-day activation themed #CheersResponsibly,
we engaged with beer consumers on the importance of
responsible drinking and the dangers of drink driving. The
activation successfully attracted almost 1,000 consumers and
11 employees were engaged as ambassadors to disseminate
information on responsible drinking, explain the legal limit of
0.08% blood alcohol content (BAC) as well as distribute Uber
free-ride vouchers to consumers.
Responsible drinking activations leveraging consumer events
In 2015, we leveraged large-scale consumer events where we
had direct engagement with drinkers to spread the message
of no drink driving. One of the key occasions was the
Oktoberfest celebrations organised by the Malaysian-German
Society in Penang. We ensured our consumers had a great
and safe night out by setting up responsible drinking kiosk
and offering free alcohol testing.
Proposed Amendments to the Legal Purchasing Age
In quarter four 2015, we were surprised by the announcement
from the Ministry of Health on the proposed amendments to
the Food Regulations that called for an increase in the legal
purchasing age (LPA) of alcohol from 18 to 21, and to include
a warning with the words “Liquor can harm your health” on
the labels for all alcohol beverage packaging.
We are not agreeable with the proposed amendments as
we believe that beer, with its average alcohol content of 5%
ABV, is not harmful to health if it is consumed in moderation.
Moreover, we believe that raising the legal purchasing age will
not serve as an effective deterrent to curb underage drinking,
rather a more systematic awareness programme should put
in place.
A series of dialogues between the Ministry of Health and
key stakeholders were conducted and approximately 24,000
businesses signed a memorandum to declare their dissension
towards the proposed amendments.

Measureable performance indicators
2015 deliverables

2016 targets

•	Supported the Global Beer Responsible Day
for the first time
•	Rolled out responsible drinking activations by
leveraging key consumer events and reached
over 5,000 consumers in 2015

•	Step up engagement with outlet partners to inculcate awareness of
responsible drinking
• Continue to support the Global Beer Responsible Day
•	Provide consumers an informed choice by integrating responsible
drinking messages on packaging
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People & Policies
Our commitment

We are committed to setting the
right standards in our policies and to
collaborating with both internal and
external stakeholders to create value for
society.
Our actions
Health & Safety
Carlsberg Malaysia is committed to significantly reducing
the number of work-related accidents and achieving Zero
Accidents by 2020. In 2015, four work-related lost-time
accidents were reported at Carlsberg Malaysia. We lost a
total of 26 days in the areas of production, logistics, sales/
marketing and administration. We recognise that safe
operations depend not only on technically sound plants and
procedures, but also on appropriately qualified personal and
appropriate behaviour. The year saw us rolling out these
initiatives:
Technical parameters enhanced in 2015
•	A greater focus on traffic and security risk management
within the brewery.
•	Upgraded the forklifts with blue safety lights to avoid
forklift/pedestrian collisions.
•	Reinforced the implementation of personal protective
equipment (PPE).
• Implemented engineering controls to minimise hazards.
•	Strengthened traffic signage at high-risk areas alongside
the implementation of a visitor management system and
security bollards.
Education on behaviour change enforced in 2015
•	Built awareness on near miss incidents and reporting and
achieved a near miss closing rate of over 80% throughout
the year.

•	Instituted training programmes to inculcate awareness of
health and safety, and engaged employees via a 270-hour
safety education programme during Annual Safety Week.
•	Strengthened the capabilities of the Emergency Response
Team in response to unexpected health and safety
incidents.
Business Ethics
Our Business Ethics Policy helps employees to understand
and embrace Carlsberg Malaysia’s position on corruption and
ethical concerns. This year, we rolled out the Competition
Compliance Programme to uphold Carlsberg Malaysia’s
integrity and legacy as a fair and valued company to our
customers, business partners and the communities in which
we operate.
We implemented the Carlsberg Malaysia Supplier and
Licensee Code of Conduct to share our high standards with
our partners. We took the necessary actions to understand,
monitor and improve the social and environmental aspects
of our sourcing, thereby protecting our reputation as a
responsible brewer.
Labour & Human Rights
We have implemented a Labour and Human Rights Policy,
which aims to ensure that our employees are fully engaged
and that we can successfully drive the growth of our business.
We support the full integration and application of this
policy through the continuous training of HR personnel and
the implementation of effective initiatives that reflect our
commitment to eliminating all forms of discrimination as well
as celebrating diversity and fair opportunity.
Carlsberg Malaysia is committed to drive diversity and
female representation in the workforce and this is evident
in the representation of women in our workforce who form
43% of our senior management team. One of our inclusion
initiatives is a flexible work arrangement policy that enables
our employees to balance between work requirements and
personal commitments. This policy has contributed to a much
higher level of positive engagement with employees. It has
also registered a high uptake, especially amongst married
female employees who have to find a balance between
motherhood and career.
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Community engagement
Community engagement under Carlsberg Malaysia
Carlsberg Malaysia’s flagship community engagement project,
the Top Ten Charity Campaign, continued its collaboration
with two Chinese dailies to organise fundraising events for
vernacular schools and local education institutions throughout
Malaysia’s cities and small towns.

In 2015, the charity campaign raised RM19.6 million in support
of the development of twelve Chinese vernacular schools.
Over in East Malaysia, a similar but smaller-scale fundraising
platform named the “I Love Education” Charity Campaign
celebrated its fifth anniversary last year and successfully
raised RM3.1 million for four schools in Sandakan, Lahad
Datu, Kota Kinabalu and Miri.

Measureable performance indicators
2015 deliverables

2016 targets

•	Reduced lost-time accident rate in production, logistics,
sales/marketing and administration by 18.3%
•	Provided three regional training sessions relating to the
Business Ethics Policy and Responsible Drinking for key
employees
•	Rolled out the Competition Compliance Guideline
•	Increased diversity and female representation at senior
leadership level
•	Accumulated total school-building funds of RM22.7 million
for 16 schools in Peninsular and East Malaysia

•	Continue to improve lost-time accident record as part of
the Zero Accident initiatives
•	Ensure 100% of key employees are trained under the
Business Ethics Policy
•	Ensure over 80% of key employees are trained under
the Responsible Drinking Policy
•	Help more vernacular schools to conduct fundraising via
the Top Ten Charity Campaign

The J.C. Jacobsen Foundation

The J.C. Jacobsen Foundation is the charity outreach
organisation in Malaysia set up in June 2014 to expand
Carlsberg Malaysia’s philanthropic and sustainability efforts
for the benefit of Malaysian society. The Foundation is named
after Carlsberg’s founder, J.C. Jacobsen, as a reflection of his
passion for philanthropy and brewing. The Foundation aims
to enhance the quality of life of Malaysians by supporting
charitable and non-governmental organisations (NGOs)
within four focus areas covering education, environmental,
humanitarian and wildlife initiatives.

Key milestones achieved in 2015
•	Made a cash donation of RM45,000 to collaborate with
the Shah Alam City Council (MBSA) to engage 300
volunteers in planting approximately 1,500 trees along
Jalan Monfort, Seksyen U1 & U2 in Shah Alam.
•	Made a cash donation of RM10,000 to restore the homes
of the Mt. Kinabalu guides who lost their income and
hiking centres as a result of the earthquake incident on
5 June 2015.
•	Launched the J.C. Jacobsen Education Fund to provide
scholarships for underprivileged Malaysian students who
wish to pursue higher education locally.
•	Pledged a sponsorship of RM20,000 to upkeep
three Malaysian elephants at Zoo Negara for wildlife
conservation, and engaged disabled children from
the Welfare Department Community Rehabilitation
Programme via a visit to the zoo.
In 2015, the Foundation completed four projects and partnered
with few non-governmental organisations in support of
environmental conservation, wildlife protection, disaster
relief and equal education opportunities for underprivileged
students.
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OUR ECONOMIC CONTRIBUTION
The Carlsberg Malaysia Group has one
brewery in Shah Alam, Selangor, and
17 sales offices in both Peninsular and
East Malaysia as well as another trading
office in Singapore. Our brands are mainly
brewed for the domestic Malaysian market
while some are exported to other Asian
markets like Singapore, Thailand, Taiwan
and Hong Kong through licence and export
agreements.
We understand that there is growing interest in the economic
contribution of our Company, especially over the last 12 to 15
months when the operating environment saw more stringent
regulations from the authorities, more intense competition
from smuggled activities and what we deem to be an unfair
hike in the new Excise Duties structure.
In 2015, the Carlsberg Malaysia Group contributed to
society by creating jobs, generating growth and a range of
government revenues, as well as raising funds for various
causes.

RM11 million
in indirect
taxes
was borne covering Goods &
Services Tax (GST) collected on
behalf of the government from
1 April to 31 December 2015.

628
employees

were under our direct employment,
of which 562 were based in
Malaysia and 66 in Singapore. We
made a total investment of RM92
million in 2015 through wages and
other people-related costs.

RM50 million
in direct taxes

was borne covering taxes such as a corporate tax
of RM45 million and an employee tax of
RM5 million in Malaysia.
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RM683 million
in excise duties
was paid on our products brewed and
sold in both Malaysia and Singapore.

RM23.3 million
raised
directly and indirectly via our
community engagement projects.
Collections in-cash were channelled
to local communities, educational
institutions and non-governmental
organisations (NGOs).

Feedback

The aforementioned data is extracted
from the Group’s 2015 financials and
reports, which are constantly under
review to ensure that they reflect
best practices and take into account
regulatory developments. We will
not be seeking any external audits or
assurance to validate this data.
We trust that the information provided here proves
insightful to shareholders who wish to gain a more
in-depth understanding of the economic contribution
of the Carlsberg Malaysia Group. We welcome any
feedback to improve this disclosure.
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Management Team

Carlsberg Malaysia continues to be helmed
by seasoned professionals with years of
experience in their respective fields.
In 2015, our management team in both
Malaysia and Singapore was strengthened
to help propel the Carlsberg Malaysia
Group closer towards its ambition of
becoming a successful, professional and
attractive beer-based company in the
markets we chose to compete in.
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from left to right

Felicia Teh Sook Ching, Henrik Juel Andersen,
Gary Tan Sim Huan, Juliet Yap Swee Hwang,
Lew Yoong Fah, David Bidau,
Pearl Lai Ming Choo and Jimmy Toh Ching Wooi
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Profiles of
the MANAGEMENT TEAM

Henrik Juel Andersen
Aged 49, Danish
Managing Director

Lew Yoong Fah
Aged 48, Malaysian
Chief Financial Officer/
Director of Corporate Affairs/
Company Secretary

Gary Tan Sim Huan
Aged 46, Malaysian
Sales Director

Juliet Yap Swee Hwang
Aged 39, Malaysian
Marketing Director

Mr. Andersen has been
with the Carlsberg Group
for over 20 years and is
one of the Top 60 leaders
in the Carlsberg Group. He
was appointed as Managing
Director of the Carlsberg
Malaysia Group in July 2013
and is responsible for the
Group’s business and growth
sustainability in Malaysia and
Singapore, whilst overseeing
its investment in Sri Lanka.

Prior to his appointment as
the Chief Financial Officer
of Carlsberg Malaysia in
January 2010, Mr. Lew held
senior financial positions in
companies such as Danone
Dumex Malaysia, Philips
Electronics Singapore, SSMC
(JV Philips) Singapore and
Philips Malaysia. With the
implementation of shared
services between the
Malaysia and Singapore
operations, he also oversees
the Finance and Information
Technology (IT) functions at
CSPL.

Mr. Tan brings with him over
20 years of experience in
the Fast Moving Consumer
Goods (FMCG) business.
Prior to his appointment as
Sales Director of Carlsberg
Malaysia in August 2009,
he spent 14 years at Unilever
Malaysia.

Ms. Yap joined Carlsberg
Malaysia in 2007 from
a business consulting
background. She had since
held various senior positions
in consumer insights,
innovation and strategy
development. Ms. Yap was
subsequently promoted
to Business Development
Director in January 2011
and took over the role
of Marketing Director in
February 2013.

Prior to his joining the
Carlsberg Malaysia Group,
Mr. Andersen was the
Regional CEO for Carlsberg’s
operations in Vietnam,
Thailand, Laos, Cambodia
and Myanmar. He has
also held various general
management positions in
Vietnam, China and Taiwan.

In 2012, he also assumed the
role of Director of Corporate
Affairs managing regulatory
affairs in Malaysia.

Having joined Unilever as a
management trainee in 1995,
he worked his way up in the
fields of brand management,
category management, sales
operation and key account
management to become
the company’s Customer
Development Director as well
as a director on its board.

Throughout her nine years
with the Company, Ms. Yap
has been instrumental in
expanding our footprint in
the premium segment. In
her current capacity, she
is responsible for strategic
development of the overall
brand portfolio, channel
marketing initiatives, and
innovation.
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Felicia Teh Sook Ching
Aged 39, Malaysian
Human Resource Director
and Regional HR Director for
Laos, Thailand and Myanmar

David Bidau
Aged 40, French
Supply Chain Director

Pearl Lai Ming Choo
Aged 36, Malaysian
Corporate Communications
and CSR Director

Jimmy Toh Ching Wooi
Aged 40, Singaporean
General Manager of Carlsberg
Singapore Pte. Ltd.

Ms. Teh, who joined
Carlsberg Malaysia in
November 2012, brings
with her over 15 years
of experience, having
transitioned from a business
consulting background to
a HR generalist. She has
worked for companies such
as PricewaterhouseCoopers
(PwC), HRM Business
Consulting, Genting Berhad
and AstraZeneca Malaysia
and Singapore, where she
led key initiatives in talent
management, performance
management as well as
learning and development.

Mr. Bidau came on board
the Carlsberg Group from
Brasseries Kronenbourg,
France following the
acquisition of its parent
company, Scottish &
Newcastle, in 2008. He
brings over 15 years of
international experience
having worked in Europe and
Asia driving excellence and
operational efficiencies.

Ms. Lai who joined Carlsberg
Malaysia in 2005, is
responsible for raising the
corporate reputation of
the brewer by profiling
the company to key
stakeholders. Having joined
the Management Team upon
her promotion to Corporate
Communications and CSR
Director in July 2014, Ms.
Lai continues to lead the
Corporate Communications
portfolio, driving
Sustainability priorities
and overseeing Marketing
Activation campaigns.

As the General Manager of
Carlsberg Singapore (CSPL),
Mr. Toh brings over 10 years
of managerial experience
in the FMCG industry to the
Singapore operations.
Mr. Toh started his career at
British American Tobacco
Singapore in the sales,
marketing and distribution
function.

In September 2014, Ms. Teh’s
role was expanded to that
of Regional HR Director
for Laos, Thailand and
Myanmar.

From 2008 to 2012, he
served as the Carlsberg
Group’s Liquid Innovation
Director and Group
Production Director for
Western Europe. Prior to
his appointment as Supply
Chain Director of Carlsberg
Malaysia in September 2015,
he oversaw the production
operations of some 50
plants across nine markets
in Asia as the Asia Regional
Production Director.

She also serves as Executive
Director of the J.C. Jacobsen
Foundation.

Prior to joining CSPL in
November 2015, he held
several senior commercial
positions at Nestle
Professional, the most
recent one being Country
Business Manager for Nestle
Professional, managing the
entire out-of-home business.
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Profiles of
the Directors

Dato’ Lim Say Chong
J.S.M., D.M.P.N.

Independent Non-Executive Chairman
Member of Audit Committee
Chairman of Remuneration Committee
Chairman of Nomination Committee
Dato’ Lim Say Chong, aged 75, a
Malaysian, was appointed to the Board on
21 May 2003.
Dato’ Lim holds a B.A. Honours degree in
Economics from the University of Malaya
and a Masters in Business Administration
from the University of British Columbia,
Canada. He also attended an Advanced
Management Programme at the Harvard
Business School, Boston. Dato’ Lim worked
with the Imperial Chemical Industries (ICI)
PLC’s Group of Companies in Malaysia
and abroad for 30 years, during which
time he sat on the Board of several
companies within the Group. He served
as the Managing Director of the ICI
(Malaysia) Group for five years and
was also the Group Managing Director
of Chemical Company of Malaysia
Berhad from 1989 to 2004. He served
in various associations, including as
President of the Malaysian International
Chamber of Commerce & Industry and
was a Member of the National Human
Resource Development Council, the Board
of Directors of the Malaysian Industrial
Development Authority, and the Board of
Trustees of the Aged European Fund. He
also served as a Council Member of the
Federation of Malaysian Manufacturers
and was on the Board of the ASEAN
Chamber of Commerce & Industry.
Dato’ Lim is a Director of Mulpha
International Berhad and a Trustee of the
Ti-Ratana Welfare Society, the Standard
Chartered Trust Fund, the Malaysian
Economic Association Foundation and the
J.C. Jacobsen Foundation. He also serves
as a Governor of the IACT College and is
the Chairman of the Malaysia-Singapore
Business Council.

Henrik Juel Andersen
Managing Director

Mr. Henrik Juel Andersen, aged 49, a
Dane, was appointed to the Board on 7
June 2013 and as Managing Director of
Carlsberg Brewery Malaysia Berhad on 1
July 2013.
Mr. Andersen holds an MBA and BBA
from Copenhagen Business School. He
has been with the Carlsberg Group since
1993 and has held general management
positions for Carlsberg in Vietnam, China
and Taiwan. He was the Regional CEO of
Carlsberg Indochina Ltd. (Thailand) from
2007 to July 2013, overseeing Vietnam,
Thailand, Laos, Cambodia and Myanmar.
He is now responsible for the South East
Asia sub-region comprising Malaysia
and Singapore and oversees Carlsberg’s
interests in Sri Lanka.
Mr. Andersen is the Chairman of Carlsberg
Singapore Pte. Ltd. He also sits on the
Board of Carlsberg Marketing Sdn. Bhd.,
a wholly owned subsidiary of Carlsberg
Brewery Malaysia Berhad, the Malaysian
Danish Business Council, Maybev Pte.
Ltd., Lion Brewery (Ceylon) PLC Ceylon
Beverage Holdings PLC and Caretech
Limited. He is also a Trustee of the J.C.
Jacobsen Foundation.

Chew Hoy Ping

Independent Non-Executive Director
Chairman of Audit Committee
Member of Remuneration Committee
Member of Nomination Committee
Mr. Chew Hoy Ping, aged 58, a
Malaysian, was appointed to the Board on
23 May 2014.
Mr. Chew is a member of the Malaysian
Institute of Accountants and the Malaysian
Institute of Certified Public Accountants.
He began his career at Messrs Price
Waterhouse (PwC) in 1976, serving in
various capacities for almost 30 years,
and was admitted as a partner of the
firm in 1990. Whilst at PwC, he covered
a wide range of professional service areas
including business advisory, corporate
finance and recovery. He held several
leadership roles in PwC including that of
Asia Pacific Chairman of Financial Advisory
Services and was the Malaysian firm’s Risk
Management & Independence Leader, its
Deputy Chairman of the Governance Board
and a member of its Country Management
Team. Mr. Chew was seconded to PwC’s
Houston, Texas office (1982-1984) for
overseas work experience and personal
development, and later to Bank Negara
Malaysia (1986-1988). He was also the
Chief Financial Officer for Southern Bank
Berhad (now CIMB) from 2005 – mid
2006.
Mr. Chew is currently an independent nonexecutive director of Mulpha International
Berhad (MIB), Smelting Corporation
Berhad and Mudajaya Group Berhad
(MSC) where he is also the Chairman of
their respective Audit Committees. He is
also a Trustee on the board of the World
Wide Fund for Nature in Malaysia.
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Christopher John Warmoth

Roland Arthur Lawrence

Mr. Christopher John Warmoth, aged 57,
a British national, was appointed to the
Board on 21 February 2014.

Mr. Roland Arthur Lawrence, aged 57, an
Australian, was appointed to the Board on
28 August 2012.

Mr. Warmoth has an MA in Modern
History from Oxford University England. He
served as Executive Vice President of the
Asia Pacific Business of H. J. Heinz Co.,
from July 2008 until June 2013 and had
responsibility for its growing businesses
across the region including China,
Indonesia, Japan, India, Australia and New
Zealand. Mr. Warmoth served as a Senior
Vice President of Heinz Asia of H. J. Heinz
Co. from May 2006 until June 2008 and
as a Deputy President of Heinz Europe
from December 2003 to April 2006.

Mr. Lawrence is a Fellow Certified
Practicing Accountant (FCPA) in
Australia, has a Master of Enterprise
from Melbourne University and a PostGraduate Diploma in Business from Deakin
University in Australia. In Singapore, he
obtained a Post-Graduate Diploma in
Education and BA Hons from the National
University of Singapore.

Non-Executive Director

Prior to working for Heinz, he served as
a Director of Business Development and
Marketing for the Central and Eastern
Europe, Eurasia and Middle East Group of
The Coca-Cola Company from December
2001 to December 2003.
Mr. Warmoth served as a Vice President
of Fabric Care of Western Europe for
Procter & Gamble Co. from July 1999
to November 2001. In previous senior
management roles at Procter & Gamble
Co., he ran businesses in Europe, the
Middle East and the United States. He
started his career at Procter & Gamble
Co. in marketing in the United Kingdom
in 1980.
Mr. Warmoth has been the Senior Vice
President of Asia Region at Carlsberg A/S
since 13 January 2014.

Non-Executive Director

Mr. Lawrence is currently the Vice
President Finance, Asia of Carlsberg
Breweries A/S. He also holds directorships
in Carlsberg India Pvt. Ltd., Xinjian
JiaNiang Investment Co., Ltd., Lao Brewery
Co. Ltd. (Laos), Myanmar Carlsberg Co.
Ltd, Chongqing Jianiang Brewery Co., Ltd.,
Carlsberg Malawi Brewery Ltd. and Gorkha
Brewery (P) Ltd.
He was the SVP and CFO Walmart
(China) between 2008 and 2011 in China.
In Australia, he worked mainly for the
Coles Myer Group. His roles included being
the General Manager, Group Planning
& Finance, Coles Group and General
Manager, Finance, Coles Supermarkets.
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Graham James Fewkes
Non-Executive Director
Member of Audit Committee

Mr. Graham Fewkes, aged 48, a British
national, was re-appointed to the Board
on 26 February 2016. He was a Board
member of the Company from 12 March
2009 to 23 May 2014.
Mr. Fewkes holds a BA Honours in
History from the University of York, United
Kingdom.
Mr. Fewkes is currently Executive Vice
President, Asia for Carlsberg Breweries A/S
with management responsibility for the
Group’s Asia and Africa operations.
Mr Fewkes has worked in a range of
commercial and senior management
roles for international companies such as
Grand Metropolitan PLC, Fosters Group
and Scottish and Newcastle PLC, where
he served as Commercial Director in the
BBH joint venture in Russia and Eastern
European markets. He joined the Carlsberg
Group in October 2008 and has recently
returned to Asia after serving as the
Carlsberg Group’s Global Chief Commercial
Officer, based in Copenhagen. He also sits
on the Board of several private companies
within the Carlsberg Group.

Other Information on Directors
None of the Directors have any family relationship with any director/substantial
shareholder of the Group and the Company, nor any interest in any business
arrangement involving the Group and the Company. None of them have had any
convictions for any offences, other than traffic offences, within the past 10 years.

