
Berentzen-Gruppe (BEZ GY) | Consumer Goods

Much more than just a spirits producer
We initiate coverage of Berentzen with a Buy recommendation: 

Berentzen is a leading beverage producer in Germany with a history 

of more than 250 years. While the company still generates ~50% of 

its revenue with spirits, the company has successfully diversified its 

operations and has also become an established player in the market 

for non-alcoholic beverages as well as fresh juice systems. Over the 

next years, we expect that Berentzen should be able to accelerate 

growth momentum, driven in particular by the product offensive in 

its spirit segment, but also by the continuous success story of Mio 

Mio. Mio Mio is a brand of refreshing soft drinks and with annual 

growth of above 50% over the last 4 years clearly the highlight of the 

product portfolio. In addition, we also see room for a margin expan­

sion in all segments. Finally, Berentzen has a very solid balance sheet 

and is thus able to pay out attractive dividends. Our FY 2019 divi­

dend estimate corresponds to a dividend yield of ~5% - this makes 

the shares appealing for long-term oriented value investors in our 

view.

Valuation: We derive our target price from our DCF valuation. A peer 

group consisting of international spirits and beverage producers con­

firms our view that room for multiple expansion exists. Finally, we believe 

Berentzen's highlight brand Mio Mio is already worth EUR 4.3/share. 

Hence, investors get the complete spirits and fresh juice system seg-

ment for only ~0.1x FY 2018 sales which seems attractive in our view.

initiation of coverage

EUR 6.10

EUR 8.50
* XETRA trading price at the close of the previous day

Market Cap (EUR m) 58

Enterprise Value (EUR m) 58

Free Float (%) 71.6

Performance (in %) 1m 3m 12m

Share -0.3 -7.0 -8.3

Rel. to Prime All Share 5.5 -6.4 -0.9

Sources: Refinitiv, Metzler Research

August 29, 2019

Fundamentals (in EUR m) 2016 2017 2018 2019e 2020e 2021e

Sales 170 160 162 167 172 178

EBITDA 18 16 17 18 19 20

EBIT 11 9 10 10 11 12

EPS adj. (EUR) 0.47 0.27 0.55 0.55 0.60 0.69

DPS (EUR) 0.25 0.22 0.28 0.28 0.30 0.35

BVPS (EUR) 4.80 4.75 5.04 5.31 5.64 6.03

Net Debt incl. Provisions -5 -0 2 -0 -3 -6

Ratios 2016 2017 2018 2019e 2020e 2021e

EV/EBITDA 3.8 4.7 3.5 3.2 2.9 2.5

EV/EBIT 6.3 8.4 6.2 5.9 5.2 4.4

P/E 16.2 30.2 11.3 11.2 10.2 8.9

Dividend yield (%) 3.3 2.7 4.5 4.5 4.9 5.6

EBITDA margin (%) 10.3 10.2 10.7 10.9 11.2 11.5

EBIT margin (%) 6.2 5.8 6.0 5.8 6.2 6.6

Net debt/EBITDA -0.3 -0.0 0.1 -0.0 -0.1 -0.3

ROE (%) 10.0 5.7 11.2 10.6 11.0 11.9

PBV 1.6 1.7 1.2 1.2 1.1 1.0

Sources: Refinitiv, Metzler Research
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Key Data
Company profile
CEO: Oliver Schwegmann CFO: Ralf Bruehoefner Haselünne, Germany
Berentzen, headquartered in Haselünne (Germany) is a leading beverage company in Germany and one of the oldest producers of spirits with a history going back 
to 1758. The business activities of the company include the production and distribution of spirits, non-alcoholic beverages, fresh juice systems as well as tourist 
and event activities at the Berentzen-Hof in Haselünne

Major shareholders
Monolith Investment Management BV (9.9%), MainFirst Bank AG (8.5%), Lazard Frères Gestion SAS (5.1%), Intrepid Capital Management, Inc.  (2.8%)

Key figures
P&L (in EUR m) 2016 % 2017 % 2018 % 2019e % 2020e % 2021e %
Sales 170 7.2 160 -5.7 162 1.1 167 3.0 172 3.2 178 3.4
Gross profit on sales 81 7.3 69 -14.4 72 3.4 76 5.6 79 4.0 82 4.2
Gross margin (%) 47.7 0.0 43.2 -9.3 44.2 2.2 45.3 2.5 45.6 0.7 46.0 0.8
EBITDA 18 11.8 16 -6.3 17 5.6 18 4.7 19 6.2 20 6.3
EBITDA margin (%) 10.3 4.3 10.2 -0.7 10.7 4.4 10.9 1.7 11.2 2.8 11.5 2.8
EBIT 11 38.8 9 -12.3 10 6.3 10 -1.1 11 9.7 12 11.1
EBIT margin (%) 6.2 29.4 5.8 -7.0 6.0 5.1 5.8 -3.9 6.2 6.3 6.6 7.5
Financial result -4 -0.9 -4 1.5 -2 40.4 -2 5.6 -2 -7.4 -2 0.3
EBT 6 81.5 5 -19.0 7 41.9 7 0.4 8 10.4 9 14.5
Taxes 2 52.6 3 32.2 2 -15.4 2 2.1 3 10.4 3 14.5
Tax rate (%) 31.3 n.a. 51.1 n.a. 30.5 n.a. 31.0 n.a. 31.0 n.a. 31.0 n.a.
Net income 4 98.6 3 -42.4 5 101.6 5 -0.4 6 10.4 7 14.5
Minority interests 0 n.a. 0 n.a. 0 n.a. 0 n.a. 0 n.a. 0 n.a.
Net Income after minorities 4 98.6 3 -42.4 5 101.6 5 -0.4 6 10.4 7 14.5
Number of shares outstanding (m) 9 -1.5 9 -0.1 9 0.0 9 0.0 9 0.0 9 0.0
EPS adj. (EUR) 0.47 134.5 0.27 -42.1 0.55 101.3 0.55 -0.3 0.60 10.4 0.69 14.5
DPS (EUR) 0.25 25.0 0.22 -12.0 0.28 27.3 0.28 -0.2 0.30 8.3 0.35 14.5
Dividend yield (%) 3.3 n.a. 2.7 n.a. 4.5 n.a. 4.5 n.a. 4.9 n.a. 5.6 n.a.

Cash Flow (in EUR m) 2016 % 2017 % 2018 % 2019e % 2020e % 2021e %
Gross Cash Flow 14 10.8 12 -17.8 14 22.6 15 5.6 16 5.5 17 5.3
Increase in working capital -1 n.a. 6 n.a. 8 n.a. 1 n.a. 2 n.a. 2 n.a.
Capital expenditures 6 29.1 8 25.9 7 -16.5 7 13.3 8 3.2 8 3.4
D+A/Capex (%) 113.1 n.a. 92.3 n.a. 115.7 n.a. 114.7 n.a. 113.4 n.a. 110.0 n.a.
Free cash flow (Metzler definition) 9 -70.4 -2 -123.9 -0 96.2 6 n.m. 7 3.5 7 7.4
Free cash flow yield (%) 12.7 n.a. -2.8 n.a. -0.1 n.a. 11.2 n.a. 11.6 n.a. 12.4 n.a.
Dividend paid 2 22.4 2 24.9 2 -12.0 3 27.2 3 -0.2 3 8.3
Free cash flow (post dividend) 7 -73.4 -5 -162.1 -2 52.6 4 278.3 4 6.0 4 6.8

Balance sheet (in EUR m) 2016 % 2017 % 2018 % 2019e % 2020e % 2021e %
Assets 189 4.6 143 -24.2 145 1.1 149 2.7 153 2.9 158 3.3
Goodwill 6 0.0 6 0.0 6 0.0 6 0.0 6 0.0 6 0.0
Shareholders' equity 45 3.3 45 -1.4 47 6.3 50 5.3 53 6.1 57 6.9
Equity/total assets (%) 23.9 n.a. 31.1 n.a. 32.7 n.a. 33.5 n.a. 34.6 n.a. 35.8 n.a.
Net Debt incl. Provisions -5 -322.4 -0 97.0 2 n.m. -0 -110.7 -3 -982.4 -6 -108.1
thereof pension provisions 11 -2.6 10 -6.3 10 -5.3 10 0.0 10 0.0 10 0.0
Gearing (%) -11.9 n.a. -0.4 n.a. 5.0 n.a. -0.5 n.a. -5.2 n.a. -10.1 n.a.
Net debt/EBITDA -0.3 n.a. -0.0 n.a. 0.1 n.a. -0.0 n.a. -0.1 n.a. -0.3 n.a.

Structure

Revenue by segment 2018 Revenue by region 2018

Sources: Refinitiv, Metzler Research

Spirits

Fresh juice systems

Non-alcoholic beverages

Others

Domestic

International

EU
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Executive Summary
ddd

A leading beverage producer with a his­
tory of more than 250 years

Berentzen (headquartered in Haselünne, Germany) has a history of more than 250 years 
and thus belongs to the oldest spirits producers in Germany. It is also the only German 
spirits producer that is listed on the stock exchange. While Berentzen still generates 
~50% of its revenue with spirits, the company has over the last years significantly diver­
sified its operations and has become an established player in the market for non-alco­
holic beverages and fresh juice systems as well. Main sales market of Berentzen is Ger­
many where the company generates almost 80% of its revenue. The Group has around 
500 employees at seven locations in three countries and genereted revenues of EUR 
162m in FY 2018.

Acceleration of growth momentum over 
the next years

We believe that Berentzen should be able to accelerate growth momentum over the 
next years. We forecast annual topline growth of 3.2% over the next three years which 
is significantly above the run-rate of the previous years (FY 2018: ~1%). This growth 
should, in our view, be driven by all segments.

Product offensive in 2018 and 2019 
should boost organic growth in spirits 
segment

Despite stable spirits consumption in Germany, Berentzen should be able to increase 
organic growth in its spirits segment. The first driver is in our view the product offen­
sive of the brand business which started in FY 2018. Highlight of the newly launched 
products in FY 2019 is the new Berentzen Signature line - a premium fruit liqueur of­
fered in three flavors (apple, pear and plum). This premium product also addresses a 
slightly older and less price-sensitive target group. In addition, we still see an ongoing 
trend towards private labels in the spirits market - food retailers are continuously trying 
to differentiate themselves from their competitors. Berentzen as the German market 
leader in private label spirits should be the main beneficiary of this trend in our view.

Non-alcoholic beverage segment should 
in particular benefit from Mio Mio

Main driver for the growth in the non-alcoholic beverages segment should in our view 
be the Mio Mio brand. Mio Mio is a brand of refreshing soft drinks offered in seven fla­
vors. The most popular is Mio Mio Mate, which is a caffeinated mate-extracted bever­
age. With annual sales volume growth of above 50% over the last four years, the brand 
is clearly the highlight of the Berentzen product portfolio in our view. We believe that 
Mio Mio is still at the beginning of its success story - a further expansion of the product 
range (e.g. two new flavors in FY 2019) as well as further improvements in distribution, 
especially in Southern Germany, should support growth going forward:

Information for professional clients and eligible counterparties – not to be passed on to private clients 4



Fresh-juice system segment - back to 
positive growth rates again

In FY 2014, Berentzen acquired Citrocasa GmbH (formerly: TMP Technic-Marketing-
Products), a specialist for high-quality (orange) juicers marketed under the Citrocasa 
brand. Between FY 2014 and FY 2016 the company almost doubled revenues from 
EUR 12m to EUR 22m and hence, quickly became the focus of Berentzen's equity sto­
ry. However, the company was not able to maintain these growth rates and even 
recorded revenue declines in the last two years, mainly driven by challenges in the key 
market in France and problems in the sourcing process of oranges. However, we got 
the impression that the main problems have been resolved now. A more efficient sourc­
ing process, new innovative juicing machines as well as the ongoing internationaliza­
tion of the business should result in increasing revenues again. Growth in H1/19 of 
+6% confirms our view.

We see room for margin improvement in 
all segments

We not only expect an acceleration of growth, but also a slight margin improvement 
over the next years (~60bps over the next three years). We see in particular room for 
margin improvement in the fresh-juice system segment. In the past, the company faced 
problems with regard to the harvesting of oranges which the company sells its cus­
tomers in addition to the juicers. Crop failures in FY 2018 lead to significantly higher 
prices for the juice oranges which Berentzen did not want to pass on to its customers - 
this resulted in falling gross margins. In the meantime, the company has optimized and 
also broadened its supplier network for oranges and should in our view now be able to 
better absorb possible (future) crop failures.

Solid balance sheet and attractive divi­
dends

In our view, Berentzen has a very solid balance sheet, especially following the repay­
ment of the bond in October FY 2017 leading to annual interest savings of more than 
EUR 2m. Based on the solid balance sheet structure, the company is able to pay attrac­
tive dividend streams to its shareholders. At the last annual general meeting the com­
pany announced to pay out at least 50% of its net income in the future. Our dividend 
estimate for FY 2019 would correspond to a dividend yield of ~5% based on current 
share price levels - this is in our view appealing especially for long-term oriented value 
investors.

Target price of EUR 8.5 We derive our target price of EUR 8.5 from our DCF valuation with a forecasting period 
until FY 2026. In addition, we also provide a peer group analysis - this peer group con­
sists of international spirits and beverage producers. These peers trade at a significant 
premium to Berentzen which is reasonable given their higher margins, higher market 
cap and stronger growth profile. However, regressing EV/Sales and EV/EBITDA multi­
ples with the expected sales growth over the next two years shows that if Berentzen 
starts showing its growth potential, there should be enough room for a multiple expan­
sion in our view.

Mio Mio already worth ~EUR 4.3 in our 
view

Finally, we also determined a fair value of the Mio Mio brand, which is the highlight of 
Berentzen's product portfolio. The acquisition of Fever-Tree in FY 2012 for ~6x Sales 
serves as a starting point of our analysis. Fever-Tree is a popular producer of drink mix­
ers in particular Tonic Water. While both, Mio Mio and Fever-Tree have a similar growth 
profile, we value Mio Mio based on a 10% discount given its stronger regional focus. 
Adjusting the transaction multiple for this discount, we value Mio Mio based on an EV/
Sales multiple of ~5x and derive at a value per share of ~EUR 4.3. Hence, investors get 
Berentzen's complete spirits and fresh juice system segment for less than EUR 2 (trans­
lates into ~ 0.1x FY 2018 sales) - this seems to be an attractive deal in our view.
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Investment Case
 

Business Model

A leading German beverage company Berentzen, headquartered in Haselünne (Germany) is a leading beverage company in 
Germany and one of the oldest producers of spirits with a history going back to 1758. 
The Group has around 500 employees at seven locations in three countries and 
genereted revenues of EUR 162m in FY 2018. Berentzen is also the only German spirits 
producer that is listed on the stock exchange.

Operating with four segments The business activities of the company include the production and distribution of spir­
its, non-alcoholic beverages, fresh juice systems as well as tourist and event activities 
at the Berentzen-Hof in Haselünne. Accordingly, the business is divided into four differ­
ent segments: (1) Spirits, (2) Non-alcoholic beverages, (3) Fresh juice systems and (4)
Others. We provide a brief overview and relevant brands of these segments below:

The Spirits segment covers the marketing, distribution and trading of branded spirits 
brands as well as private label products. The brand portfolio of spirits includes not only 
nationally well-known brands such as Berentzen and Puschkin, but also traditional 
regional German spirits such as Doornkaat, Bommerlunder and Strothmann. The 
group's private labels, which are marketed by its subsidiary Pabst & Richarz Vertriebs 
GmbH, also encompass international spirits specialties such as American bourbon 
whiskey, gin, Cuban rum and tequila. The segment stands for ~52% of the Groups rev­
enue.

The Non-Alcoholic Beverages segment comprises the marketing, distribution and trad­
ing of non-alcoholic beverages, which are marketed by the subsidiary Vivaris Getränke 
GmbH & Co. KG. The assortment includes the Mio Mio brand, the Vivaris soft drinks 
and the regional brands Emsland Quelle, Sankt Ansgari and Märkisch Kristall from the 
mineral water segment. In addition, the company operates the concessions business, 
where non-alcoholic brand and private label products are bottled as part of service 
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agreements with the Sinalco Group and the PepsiCo Group. The segment stands for 
~31% of the Groups revenue.

The Fresh Juice Systems segment includes the development, marketing, sale and trade 
of fruit presses, oranges and filling containers. Through its subsidiary Citrocasa GmbH 
(formerly TMP Technic-Marketing-Products), the group is active as a system provider in 
the Fresh Juice Systems business, in particular orange juicers which are marketed un­
der the Citrocasa brand. In addition to orange juicers, the Citrocasa brand range also in­
cludes untreated oranges (frutas naturales brand) and bottles specially adapted to the 
machine technology for filling freshly squeezed orange juice. The segment stands for 
~12% of the Groups revenue.

The Other segment mainly encompasses the foreign business with branded spirits (e.g. 
Benelux countries) as well as the tourist and event activities at the Berentzen-Hof. The 
Hof includes a restaurant and a distillery, a castle cellar and other historic buildings. 
Furthermore, it houses the farm shop which offers a good overview of the Berentzen 
product portfolio to over 35,000 visitors every year. The segment stands for ~6% of the 
Groups revenue.

Focus on German market Traditionally, the main sales market of Berentzen is Germany where the company gen­
erates almost 80% of its revenue. However, Berentzen is also active in almost 60 coun­
tries and in the duty-free business.

Production at 3 sites in Germany Berentzen produces its spirits and soft drinks at three locations in Germany: Spirits are 
produced in Minden and at the Berentzen Hof distillery in Haselünne. Non-alcoholic 
beverages are produced in Haselünne and in Grüneberg. The company’s logistic center 
for sales and distribution of spirits is located in Stadthagen which is operated by an ex­
ternal service provider. The operating business in the Fresh Juice Systems segment is 
run and managed from Linz in Austria, right on the border to Germany.
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History of the Group

Berentzen can look back over history of 
more than 250 years

Berentzen has a company history of more than 250 years and thus, belongs to the old­
est spirits producers in Germany. The grain distillery was founded in 1758 in Haselünne 
in the Emsland region of Germany, where the company is still headquartered today. In 
1899, Berentzen was one of the first German spirits to be registered as a trademark. 
Starting as a pure spirits producer, the company expanded its business activities and 
over the years started to sell non-alcoholic beverages in 1958. Shortly thereafter, the 
Group acquired a concession for the filling and distribution of PepsiCo products. The 
great breakthrough came in 1976 with Berentzen's launch of apple corn 
(Apfelkorn) which became a bestseller throughout Germany. Within just four years, the 
sales volume of apple corn increased tenfold from 2.5m bottles to almost 25m bottles. 
In 1988, Berentzen continued on its growth path and merged with Pabst & Richarz, a 
spirits producer specialised in private labels. The newly-formed company became the 
No.2 spirits company in the German core market. In the same year, Berentzen acquired 
the regional manufacturer Ammerländer followed by the acquisition of König+Schlichte 
including its well-known vodka brand Puschkin. In 1992, Dornkaat, a regional manufac­
turer of corn was acquired.

IPO in 1994 - first listed spirits producer 
in Germany

To create the capital base for further external growth, Berentzen went public in 1994 
and thus became the first listed spirits producer in Germany. However, despite the 
strong inorganic growth, Berentzen had to contend severe declines in sales and profits 
in the following years driven by both, a decreasing spirits consumption in the popula­
tion and the intensifying international competition. The challenging situation of 
Berentzen was also resulting in personnel consequences: In 2005, Jan Berentzen re­
signed from his CEO position - from that moment, the management team no longer 
consisted of Berentzen family members. Following further operational losses, Aurelius 
acquired ~75% of Berentzen shares and started a significant restructuring process. Au­
relius succeeded and Berentzen reached breakeven again in FY 2010 driven by numer­
ous cost measures. Further actions included the further internationalization of the busi­
ness such as in Turkey and India. Finally, in order to also serve the trend of more health-
conscious customers, Berentzen acquired Citrocasa in 2014, a leading manufacturer of 
fresh juice systems. In FY 2016, Aurelius sold all its interest in Berentzen following the 
successful strategic realignment of the business. We provide an overview of the key 
milestones in Berentzen's history below:
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Management and Supervisory Board

Experienced management team Berentzen’s management board consists of two member: Oliver Schwegmann (Chief 
Executive Officer) as well as Ralf Bruehoefner (Chief Financial Officer). Oliver Schweg­
mann succeeded Frank Schuebel in 2017, who is however, still a member of 
Berentzen’s supervisory board today in addition to his managing board position at 
Teekanne GmbH:

■ Oliver Schwegmann (CEO): Oliver Schwegmann has been a member of the 
Berentzen Group Management Board since June 2017. He is responsible for 
Marketing, Sales, Production & Logistics, Purchasing and Research & Devel­
opment. Previously, Mr. Schwegmann was Country Managing Director for Lo­
real Suisse and held management positions at Hero AG, Mars GmbH and Au­
gust Storck KG. Mr. Schwegmann studied sports economics at the University 
of Bayreuth

■ Ralf Bruehoefner (CFO): Ralf Bruehoefner has been with Berentzen since 2001 
and was appointed CFO in June 2007. He is responsible for Finance, Control­
ling, Human Resources, Information Technology and Legal Affairs. He previ­
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ously held management positions in the glass & plant construction industry 
(e.g. Hermann Heye KG and Balcke-Dürr AG). He started his career at Pricewa­
terhouseCoopers. Mr. Bruehoefner studied business administration at the Ot­
to-Friedrich-University Bamberg and at the Westfälische-Wilhelms-University 
Münster

Six members in Berentzen's supervisory 
board

Berentzen's supervisory board consists of six members - four representatives of the 
shareholders and two representatives of Berentzen employees: (1) Uwe Bergheim - 
Chairman of the supervisory board since 2018 - self-employed business consultant (2) 
Frank Schuebel - Deputy Chairman of the supervisory board - Managing Director of 
Teekanne GmbH and former CEO of Berentzen (3) Daniel M. G. van Vlaardingen - Man­
aging Director of Monolith Investment Management B.V. (4) Hendrik H. van der Lof - 
Managing Director of Via Finis Invest B.V. (5) Bernhard Düing - Production Shift Manag­
er at Vivaris Getränke GmbH & Co. KG and finally (6) Heike Brandt - Commercial Em­
ployee at Berentzen-Gruppe AG

 
Shareholder Structure

Free float of 72% The share capital of Berentzen is divided up into 9,600,000 shares of common stock. 
The nominal value per share is EUR 2.6. The free float amounts to ~72%. Monolith N.V., 
a specialised investment fund focused on European small caps, is the largest single 
shareholder with a stake of ~10% and also represented in Berentzen’s supervisory 
board. Further shareholders include MainFirst, Lazard Frères Gestion and Intrepid Capi­
tal Fund:

 
Segment Analysis - Spirits

Spirits market remains most important 
end market for Berentzen

Berentzen in our view has successfully diversified its business model over the last years 
- founded as a pure spirits producer in 1758, the company has become an established 
player in the market for non-alcoholic beverages and fresh juice systems as well. Never­
theless, Berentzen still generates more than 50% of its revenue with its branded and 
private label spirits. Thus, the market for spirits remains the most important end market 
for the company. Hence, we take a closer look at the spirits market below:

dd
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a.) Market environment for spirits - stable per capita consumption over the last years

Stable per capita consumption over last 
years

In general, the consumption of spirits in the German core market declined significantly 
over the past decades. Spirits consumption recorded its high in the 1980's also driven 
by increasing incomes of the population. In the years thereafter, however, spirits con­
sumption continuously declined, in our view mainly driven by (1) the growing health 
awareness in the population and (2) the significantly increasing product range of non-
alcoholic beverages and thus many alternatives to spirits. Over the last years, consump­
tion of spirits has largely stabilized at around 5.4l - we believe a similar level should per­
sist going forward:

Per capita consumption highest in East­
ern Europe

With 5.4l per capita spirits consumption, Germany is only slightly above the European 
average. Consumption of spirits is in particular high in Eastern European countries, 
where spirits consumption continues to play an important social role. Per capita con­
sumption in Russia in 2017 was above 15l and thus almost three times as high as in 
Germany. In contrast, the consumption of spirits in Southern European countries is fair­
ly low - Italy, for example, has a consumption of 2l and thus well below the European 
average. Spirits consumption is lowest in the predominantly Muslim countries - with 
consumption in Turkey even below 1l:

Increasing average price per bottle drives 
revenue growth

Although spirits consumption has been flattish, spirits sales in Germany increased on 
average by ~1% over the last five years. The main driver for the higher sales is the in­
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creasing average price the customer is paying for a bottle of spirits. The average price 
per bottle increased from EUR 7.7 in FY 2013 to EUR 8.2 in FY 2018.

Gin - winner of the past years Revenues in the German spirits market increased by 1% annually. However, given the 
large product range within the spirits market, growth rates for the overall market are 
not meaningful in our view. Significant differences between the different type of spirits 
exist. The big winner of recent years in the German spirits markets is clearly gin which 
more than doubled sales over three years from EUR 51m to almost EUR 120m. In addi­
tion, whisky has gained popularity again in particular American Whisky with average 
growth of more than 10%. The market for vodka has also been able to show above-av­
erage growth (CAGR: 4%). In addition, with a sales volume of more than EUR 500m, 
vodka remains by far the most popular spirits in the German market. In contrast, 
Brandy and Doppelkorn (double grain corn schnaps) lost importance with negative 
growth rates of -15 and -5% respectively. We believe that the success of a spirits pro­
ducer depends very much on how quickly it can adapt to rapidly changing trends and 
offer the right product at the right time:
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Following our brief overview on the German spirits market, we now look at the growth 
prospect of the Berentzen spirits portfolio. Despite the stable spirits consumption in 
Germany, we believe that Berentzen should significantly accelerate growth momentum 
driven by both, a wide range of new products launched in the brand business and its 
market-leading position in the private label business.

b.) Berentzen & Puschkin with a product offensive in FY 2019

Berentzen & Puschkin brand should drive 
ongoing growth in the brand business

Berentzen generates around 40% of its spirits turnover with the sale of branded spirits. 
On the one hand, the product portfolio includes a number of traditional regional brands. 
These include brands such as Strothmann, Hansen Rum and Bommerlunder. These 
brands are focused on very traditional spirits. In northern Germany, for example, Stroth­
mann is one of the best-known manufacturers of grain products. However, these 
brands  serve the Group more as a cash cow rather than as a growth driver. This is also 
due to the fact that spirits such as corn or traditional rum as Hansen offer little room for 
innovation.
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Growth drivers of the brand spirits portfolio are in our view clearly the national brands 
Berentzen and Puschkin. Berentzen is specialised on liqueur products with fruit addi­
tives while Puschkin is a specialist for vodka. Both brands have a strong position in the 
German spirits market. According to a study by Nielsen, Berentzen is the clear market 
leader in spirits with additives, with a market share of more than 20%. Puschkin oper­
ates in the much more competitive vodka market, competing with numerous interna­
tional brands. With a market share of around 4%, Pushkin is in 4th place in the German 
vodka market, only behind the global brands Gorbatschow, Absolut and ThreeSixty.

In order to defend this market position and generate further growth over the next few 
years, we believe that new products and innovations are essential. This is due in partic­
ular to the fact that, in our opinion, the product life cycle of the individual product cate­
gories is significantly shorter, among other things because the spirits consumers al­
ways seek new flavors.

Launch of Berentzen Signature line in FY 
2019

Both, Berentzen and Puschkin have started a product offensive in 2018 and 2019 that 
should boost growth in the brand business going forward. Highlight of the newly 
launched products in FY 2019 is in our view clearly the new Berentzen signature line - a 
premium fruit liqueur offered in three flavors (apple, pear and plum). This product also 
addresses a different target group: The usual Berentzen fruit liqueurs (e.g. 
Apfelkorn) are especially popular with young adults. In contrast, the Berentzen signa­
ture line targets slightly older customers, mainly driven by the fact that the premium 
liqueur is significantly less sweet in taste and is characterised by finer aromas. These 
customers are also less price sensitive - hence, Berentzen can offer the new Signature 
line at higher prices (Signature line sells for ~ EUR 13 while a bottle of Apfelkorn sells 
for EUR 7).

Puschkin with new vodka drinks in highly 
attractive ready-to-drink market

Not only Berentzen, but also Puschkin started with new innovative products into 
2019. Following the great success of the vodka specialty "Nuts & Nougat", the new fla­
vor "White Choco Coco" has been added to the vodka portfolio in March this year. Of 
particular interest is in our view also the newly added ready-to-drink product range - 
Berentzen offers these vodka mix drinks in three favors: Lemon, Mate-Ginger and wa­
termelon. We believe that entering this market segment makes a lot of sense given the 
sales dynamic in the overall market: The ready-to-drink market (RTD) for mixed spirits in 
Germany increased between 2014 and 2017 at a CAGR of 19.3%. As a result, these 
spirits mixed products are considered as “hidden champions” in terms of earnings and 
are also expected to show strong growth in the coming years. Main drivers of this 
growth are not only the introduction of new flavors, but also the changing lifestyle and 
consumption habits, especially from the “millennials” generation, who want a conve­
nience product.
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c.) Berentzen - the No.1 player in German private label market

Private label spirits market remains on 
the rise

Private labels play an important role in the German retail market. This does not only 
hold true for the fashion or food market, but also increasingly for the spirits market. 
Over the last years, the share of private label sprits sales increased from 19% in FY 
2000 to  33% in FY 2017. The strong private label trend is in our view mainly driven by 
the fact that - given the intense competition - more and more food retailers are trying to 
differentiate from others by offering its own private labels in order to strengthen the re­
lationship to its customers. We expect that the trend towards private labels persists go­
ing forward.

Premiumization of private labels In addition, the focus no longer only lies on the price, but also on the quality and de­
sign. As a result, premium retail brands are moving away from pure pricing strategies 
and are placed as products that promise customers high quality or added value ("premi­
umization of private labels"). These premium private label products usually have a lower 
price point than those of leading branded products, but a higher price point than those 
of classic private labels.

Berentzen should be the main beneficia­
ry given its No.1 market position

Berentzen should be the main beneficiary of the promising private label market  given 
its strong market position. Berentzen is the No. 1 spirits producer in the German private 
label market and sells more than 58m bottles per year (No.2 Rola with 50m bottles and 
Bimmerle with 35m bottles). In addition, Berentzen maintains very strong & long-term 
relationships with food retailers since many years and is thus able to position itself 
strongly in the classic and premium private label segment. Their customers in Germany 
include food and beverage retailers such as REWE, Edeka and Lidl, but the company al­
so cultivates its contacts abroad and supplies foreign retailers such as the multinational 
company Carrefour in France. In addition, we got the impression that Berentzen's pri­
vate label business is even more innovative than its brand business, making it possible 
to try new recipes and products in the market without running the risk of losing the 
reputation of a brand. Due to the fast reactivity in the private label segment, Berentzen 
can also react very quickly to new trends - for example in the gin segment. The 
Berentzen private label "Ruby of Rangoon" is one of the sixth best-selling gin brands in 
Germany with a sales market share of around 2% - this is also very impressive in our 
view against the background of very strong competition.

d.) Our revenue model for the segment

We forecast accelerated growth over the 
next three years

We model our revenue estimates for the spirits segment based on the sales volumes 
for the brand business and the private label business (Note: Berentzen does only pub­
lish sales volumes and not revenue figures for these two subsegments). In a next step, 
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we multiply our estimated total sales volume (measured in 0.7l bottles) with our esti­
mated revenue per sold bottle in order to derive the segments revenue:

We believe that Berentzen should be able to accelerate growth momentum in the spir­
its segment - following declining revenues in FY 2017 and flattish revenues in FY 
2018, we now forecast annual growth of ~3% over the next years. Our growth forecast 
is based on the following assumptions:

■ Brands Germany: Growth in the brand business should be driven in particular 
by the Berentzen and Puschkin brand. Both brands again started a product of­
fensive that should in our view boost growth going forward. Highlight for us is 
clearly the Beretzen Signature line which in our view has the potential to be­
come a bestseller. Given the high degree of new innovative launches, we fore­
cast annual volume growth of ~2% over the next years

■ Private labels: We believe the strong private label business of Berentzen is a 
huge advantage - especially as traditional food retailers are increasingly focus­
ing on their private label business. Berentzen, as the No. 1 in private labels in 
the German core market should be the main beneficiary of this underlying 
trend. We forecast an acceleration of sales volume growth over the next three 
years (CAGR FY 2018-FY2021: 2.1%)

■ Revenue per bottle: The average price per 0.7l bottle in the overall German 
spirits market increased over the last years from EUR 7.6 to EUR 8.2 - 
this corresponds to annual growth of slightly below 1.5% which seems in our 
view like a fair assumption going forward. With regard to Berentzen's revenue 
per bottle, we would usually use a much lower growth also driven by the fact 
that Berentzen's spirits address a younger target group which are more price 
sensitive. However, given the premiumization in the private label business as 
well as Berentzen's expansion of premium products (e.g. Berentzen Signature 
line), we are also expecting constant growth of Berentzen's revenue per 
bottle over the next three years (~1% growth annually)

 
Segment Analysis - Non-Alcoholic Beverages

Next, we take a look at Berentzen's non-alcoholic beverages segment which stands 
for ~30% of the groups revenue. Berentzen's portfolio within this segment covers a 
wide range of products - through its subsidiary Vivaris, Berentzen offers mineral waters, 
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soft drinks, energy drinks and Mate drinks (Mio Mio). In addition, Berentzen is also ac­
tive as a franchisee for Sinalco, a leading German lemonade & cola producer. In this 
role, Berentzen manufactures a large number of Sinalco products and distributes these 
products in particular within the catering industry. Finally, Berentzen is active in the con­
tract bottling business with lemonades and other non-alcoholic beverages (e.g. for Si­
nalco and Pepsi).

In a first step, we again provide a brief overview of the general market environment in 
Germany.

a.) Market environment for non-alcoholic beverages - FY 2018 impacted by long & hot 
summer period

We expect stable consumption over next 
years

The per capita consumption of soft drinks in the German market has been relatively sta­
ble over the last years. In 2018, per capita consumption came in at around 280l. In our 
opinion, minor fluctuations are mainly dependent on the summer months. This also ap­
plied in particular to the past year and the long and hot summer period. As a result, 
consumption rose by more than 5% in 2018. This is however no underlying market 
trend. We expect a stable level over the next few years, averaging around 270l in recent 
years.

Cola remains the favorite soft drink in 
Germany

(Mineral) water remains the most commonly consumed non-alcoholic drink in Ger­
many. In 2018, around 155 litres of water were consumed per capita. This corresponds 
to a total share of around 56% of total consumption. In 2018, consumption increased 
by around 4% - as already described, however, this increase is due to the hot summer 
last year. Over the last few years, water consumption has only risen by around 1%. De­
spite the numerous beverage alternatives and new innovations, Cola (incl. Cola Light 
products) remains the favorite soft drink in Germany. On average about 48l are con­
sumed per capita. Over the last years the Cola consumption rose on the average by 3%. 
Also the classical lemonade is still consumed, however consumption is declining for 
several years now. Consumption dropped from 41l in 2012 to around 35l in 2018. The 
biggest winner over time are energy drinks with an average growth rate of around 7%:
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Key trends in the market Per capita consumption as well as consumption by product category have been rela­
tively stable. Nevertheless, we believe the market for non-alcoholic beverages is ex­
tremely dynamic and strongly impacted by temporary market trends. We highlight the 
following trends:

■ Products with additional benefits: Closely linked to the increased awareness of 
health and nutrition, an increasing demand for products with additional bene­
fits (addition of vitamins, isotonic effect etc.) can be observed. This also ex­
plains the general shift in consumption towards calorie- and sugar-reduced 
drinks, which have become increasingly important in recent years. The trend 
towards less sweetened drinks is already politically supported in many coun­
tries

■ Micro brands: Established brands face new challenges since micro brands are 
taking away market share. As a result, large companies such as Coca-Cola and 
PepsiCo are faced with declining and stagnating revenues respectively. Ac­
cording to a study by Oliver Wyman, the micro brand market is projected to 
grow from ~5% to approximately 25% by 2025. Part of this success is ex­
plained by the fact that smaller companies are not only more agile when 
launching a new product but also more innovative in finding new ways to 
build a brand (e.g. through social media, influencers, etc.)

■ New flavors: Closely related with the trend towards micro brands is the desire 
of the population to be surprised with new tastes and flavors again and again. 
Years ago, the beverage market was clearly dominated by the large beverage 
companies and their core products (i.e. Coca Cola). This rapidly changed: Su­
permarket shelves today contain countless different brands with even more 
different beverages. Larger beverage companies must therefore become in­
creasingly innovative and establish new drinks in order to remain competitive 
going forward

f

f
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f
b.) Vivaris well positioned in the market - Mio Mio the clear highlight of Vivaris' product 
portfolio

Vivaris - strong presence in sports drinks 
and mineral water

Due to the origin of the company, Vivaris' market position is particularly strong in North­
ern Germany. In our opinion, the strong market presence in the field of sports drinks is 
worth mentioning. Vivaris  offers its customers a broad range of isotonic sports drinks 
in various flavours. In our opinion, these sports drinks meet in particular the trend to­
wards products with a low sugar content and special additional benefits. According to 
market data from Nielsen, the bestseller lemon-grapefruit is among the top 10 sports 
drinks in Germany. In North-west of Germany, Vivaris Sport is even the market leader 
and is thus ahead of global power brands such as Powerade. Vivaris has also become 
an established player in the mineral water market with mainly regional brands such as 
Emsland Quelle (focus on North of Germany) and Märkisch Kristall (focus on North-east 
of Germany). According to market data from Nielsen, Vivaris is among the top 15 min­
eral water brands in Northern Germany.

Mio Mio - the clear highlight of 
Berentzen's portfolio

As described, Vivaris has a strong market presence in sport drinks and mineral water. 
With annual growth rates in sales volume of above 50%, Mio Mio is however by far the 
highlight of the Vivaris product portfolio. Mio Mio is a brand of refreshing soft drinks 
and generated revenue of around EUR 8m in FY 2018 according to our estimates 
(~16% of segment revenue). Mio Mio is currently offered in seven flavors. The most 
popular flavor is Mio Mio Mate, which is a refreshing caffeinated mate-extracted bever­
age and is currently the No. 2 in the German mate market. Other Mio Mio drinks in­
clude Mio Mio Cola and the new drinks Lapacho Lemongrass and Guarana Pomegran­
ate. In 2012, Berentzen started to sell the first drinks in Grüneberg, a city close to 
Berlin. Since then, the company rolled out the products throughout Germany. To sup­
port the expansion of distribution, Berentzen used social media marketing and 
launched authentic out-of-home campaigns. This marketing strategy fits their target 
group of students, young trend-oriented individuals, and health-conscious city dwellers.

Mio Mio should remain on its growth 
path

We believe that Mio Mio is still at the beginning of its growth path - we are assuming 
continuous strong growth with regard to sales volumes over the next three years (CA­
GR: 27%). This growth should be mainly driven by two factors:

■ Expansion of the product range: As described, new innovative flavors are very 
important for customers in the market. Starting with Mio Mio Mate in 2012, 
the company has over the last years significantly expanded the Mio Mio prod­
uct range. Recently, the two new flavors Lapacho Lemongrass as well as 
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Guarana Pomegranate were launched and expanded the mate and Cola plat­
form of the Mio Mio product range

■ Improvements in distribution: Mio Mio started its success story in Berlin with 
an advanced marketing campaign. In addition, given the heritage of 
Berentzen, the company also has a very strong footprint with regard to distrib­
ution in Northern Germany. However, distribution in Southern Germany is still 
lacking behind. Hence, according to the Berentzen management, the further 
distribution in Southern Germany (in particular in cities/ towns with universi­
ties and younger population) is one of the main areas of focus in the course of 
FY 2019

Kräuterbraut - the next big thing? Building on the great success of the Mio Mio brand, Berentzen launched "Kräuterbraut" 
in May 2019. Kräuterbraut is a new herbal lemonade initially available in three flavors: 
(1) mint & nettle, (2) sage & tonka bean and (3) coca & cardamom. In our opinion, the 
new herbal lemonade corresponds in particular to the trend towards low sugar con­
sumption and new exotic flavors. On the one hand, the lemonade is significantly re­
duced in sugar and thus meets the desire for a health-conscious diet. Kräuerbraut con­
tains less than 5 grams of sugar per 100ml (vs. Coca Cola ~11 grams). On the other 
hand it corresponds also to the desire of the consumers to experience new and also ex­
otic tastes. It is still too early for market assessments and we do not yet expect any no­
ticeable impact on sales in FY 2019. Nevertheless, we see clear potential in the brand 
and think that Kräuerbraut could become one of the surprises in FY 2020.

c.) Our revenue model for the segment

Slight revenue growth driven by ongoing 
strong growth of Mio Mio brand

We model our revenue estimates for the non-alcoholic beverages segment based on 
the sales volumes for the subsegments soft drinks, mineral water, Mio Mio  and fran­
chise brands (Note: Berentzen does also only publish sales volumes and not revenue 
figures for the subsegments). In a next step, we multiply our estimated total sales vol­
ume (measured in liters) with our estimated revenue per liter in order to derive the seg­
ments revenue:
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We forecast annual growth over the next three years of ~3%. This growth should in our 
view clearly be driven by the continuous growth of the Mio Mio brand. Our growth 
forecast is based on the following assumptions:

■ Soft drinks: The comparable base for Vivaris soft drinks is fairly low - in FY 
2018 sales volume of soft drinks declined by almost 8%. This was in our view 
however, mainly driven by the hot summer in Germany and a corresponding 
shift from soft drinks to mineral water. We expect a stabilization in FY 2019. 
For the years thereafter, we see slight growth driven by the solid market posi­
tion of Vivaris (especially in the market for sports drinks) and also the continu­
ous launch of new products (e.g. Kräuterbraut in FY 2019)

■ Mineral water: In FY 2018, sales volume of mineral waters reached a new 
record with ~83m liter (+9% y-o-y) - this strong growth was mainly driven by 
the very hot summer months in Germany. Given the strong comparable base, 
we believe that the sales volume of mineral waters should remain flattish in FY 
2019. For the years thereafter, we are also assuming a decreasing sales vol­
ume (CAGR: -1.7% for FY2019-2021). According to Berentzen, mineral water 
is not the most attractive product category with regard to profitability. Hence, 
Berentzen might use its capacities more efficiently and focus on the 
production of more profitable product categories - for instance Mio Mio or the 
newly launched Kräuterbraut

■ Franchise brands: As described, Berentzen is active as franchisee for Sinalco, 
thus responsible for distribution, but also filling and bottling of the products. 
For FY 2019, we are forecasting a significant decline in the sales volume of 
~30%. This is however only an (one-time) accounting effect: While Berentzen 
still supplies many Sinalco customers, Sinalco now takes over the invoicing for 
many of these customers (previously handled directly by Berentzen). Due to 
these technical changes, the sales volumes are correspondingly also allocated 
to Sinalco. Berentzen's sales, however, remain largely unchanged. For the 
years thereafter, we believe that Berentzen's own brands should 
grow significantly faster and that Berentzen should hence further reduce de­
pendency on the Sinalco business going forward. We are forecasting a contin­
uous decline in volumes over the next years (CAGR FY 2019-FY 2021: -2%)
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■ Mio Mio: As described, we expect that Mio Mio will be able to remain on its 
growth path, in particular driven by the newly launched products and the fur­
ther improvements with regard to the distribution especially in Southern Ger­
many. We expect Mio Mio to remain the main growth driver of the segment 
and assume annual growth of ~27% over the next three years

■ Revenue per liter: The revenue per liter estimate is a function of the product 
mix in the segment. We are assuming a higher share of higher-priced products 
such as Mio Mio, while the share of lower-priced items such as mineral waters 
should decline. In addition, as in the spirits market, general prices of bever­
ages should slightly increase. We are hence assuming a slight increase in the 
revenue per liter from EUR 0.28 to EUR 0.29 in FY 2019

 
Segment Analysis - Fresh Juice Systems

Lean business model The segment Fresh Juice Systems contains the activities of Citrocasa GmbH (formerly 
TMP Technic-Marketing-Products) which Berentzen acquired in the course of 2014 for 
EUR 17m. Citrocasa provides its customers with high-quality (orange) juicers marketed 
under the Citrocasa brand. The business model with juicers is in general very lean: The 
juice machines are partly produced by an external partner and then globally distributed 
via independent third-party distributors. Customers are mainly food retailers but also 
hotels, bars and restaurants. In addition to the juicers, the company also sells untreated 
oranges (frutas naturales) which increase the "juicing experience" by having a higher 
juice ratio compared to conventional oranges. These oranges are sourced from South­
ern Europe and South Africa. Finally, the offering for customers is complemented with 
own PET-bottles which provide higher freshness and longer juice shelf life. Hence, in 
contrast to other market players, Citrocasa can offer its customers a one-stop shopping 
experience.

As in the previous two segments, we first take a look at the general market environ­
ment:

a.) Market environment - Strong underlying trends

Smoothie market a good proxy for fresh 
juice system market

Unfortunately, no general market data exist with regard to fresh juice systems. Howev­
er, we believe the smoothie market might serve as a good proxy to indicate the attrac­
tiveness of the overall market - both, the smoothie market and the fresh juice systems 
market have one underlying trend - the increasing health awareness of the population. 
The smoothie market in general remains on the rise. For instance, the market in Ger­
many grew annually by almost 40% between FY 2014 and FY 2017 according to 
Nielsen. According to a study by the Association of the Industry of Juices and Nectars 
from Fruits and Vegetables of the European Union (AIJN), the market in France grew by 
36% in FY 2017 while the Austrian market grew by ~16%.

We see strong underlying trends in fresh 
juice system market

We believe the general demand and market environment for fresh juice systems should 
remain attractive going forward. In our view, the main drivers are:

■ Ongoing health awareness: Healthy nutrition has become an increasingly im­
portant part of daily life. This applies to both food and drinks. This is also con­
firmed by numerous surveys. For example, a study conducted by 
the Techniker Krankenkasse in 2016 found that healthiness became the main 
criteria for the choice of food / beverages. We expect that the trend toward 
health awareness persists going forward
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■ Increasing online competition in food retail: A further growth driver for the 
fresh juice system market is in our view the increasing online competition in 
the food retail market. Although online penetration rates are still significantly 
below 5% in many countries, the online market for food retail is one of the 
fastest growing markets. Due to the increasing online competition, food retail­
ers are increasingly looking for ways to differentiate themselves from online 
players through targeted point of sales measures, thus sustainably 
increasing the customer’s shopping experience. In our view, these measures 
also include juice machines: Juice systems actively involve the customer in 
the purchasing process and at the same time emphasize the fresh product as­
sortment

b.) Citrocasa - Starting to recover again following disappointing FY 2017 and FY 2018

Once the highlight of the equity story Following the acquisition in FY 2014, the Citrocasa business quickly became the high­
light of Berentzen's equity story. Between FY 2014 and FY 2016, the company almost 
doubled revenues from EUR 12m to EUR 22m. However, the company was not able to 
maintain these growth rates and even recorded revenue declines in FY 2017 and FY 
2018 despite the attractive market environment. This development was extremely dis­
appointing also because Zumex, the main competitor of Citrocasa and a Spanish pro­
ducer of fresh juice systems, continued to record very high growth rates:

Problems in France main reason for rev­
enue decline

This weak performance over the last two years was mainly driven by:

■ Challenges in key market in France: The market in France is already very ad­
vanced in terms of fresh juice systems. For example, there are orange juicers 
in many Carrefour stores. In our opinion, the general health awareness and in­
terest in freshly squeezed juices is also very pronounced in France. Due to the 
already high level of penetration, Citrocasa faced strong difficulties to sell new 
machines and acquire new customers. This was reflected in significant de­
clines in sales in a market that accounted for considerably more than 10% of 
Citocasa's sales

■ Harvest problems: Citrocasa also offers "frutas naturales" oranges with a high 
juice content. Depending on the season and harvest cycle, the fruits are har­
vested from Southern European (in particular Spain) as well as non-European 
regions (South Africa). In particular in FY 2017, Citrocasa (and other 
players) has had some problems with the procurement of oranges, particularly 
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due to crop failures. This was reflected in a shortage of supply and significant­
ly higher prices for these oranges. Citrocasa was therefore unable to offer the 
usual quantity of oranges, which was also reflected negatively in sales

Main problems should be resolved now We have gained the impression that Berentzen has developed the right solutions to ac­
celerate growth momentum in the segment again. With regard to the declining ma­
chine sales in France, Berentzen realized that it requires a higher degree of innovation 
to sell new machines. Hence, the company developed a series of new innovative 
juicers - market launches are also planned for 2019. The focus of these new machines 
is on a simplified cleaning processes - this simplified process leads to significant time 
savings in service and maintenance and offers (food retail) customer a high incentive to 
replace their older fresh juice machines.

Berentzen also worked on solutions regarding the orange harvesting: The company 
now more than tripled the number of sources and suppliers of oranges in Southern Eu­
rope and South Africa in order to ensure a reliable supply of oranges in a high quality 
throughout the year.

Expansion into additional countries as 
further growth driver

In our opinion, a strong growth driver for the segment is the ongoing internationaliza­
tion of the business model. As of today, Citrocasa products are still mainly sold in Eu­
rope - the segment generates around 80% of its sales in Germany, France and Austria. 
According to the management, the expansion into other countries will be a major focus 
during the next years. For instance, the company highlighted Asia and Africa as very at­
tractive end markets. Such an internationalization takes time, but is possible in our view 
even for a small company like Berentzen - the reason for this is the fact that the distrib­
ution is not taken over by Berentzen but by independent distributors - the only excep­
tions are Germany and Austria. Hence, it requires significantly less manpower and ex­
pertise to enter new markets.

c.) Our revenue model for the segment

We forecast annual growth of 6.5% over 
the next years

In contrast to the former two segments, we use a simple model approach for the fresh 
juice system segment and only forecast growth rates. In our view, the segment should - 
against the trend of the last two years - be able to show solid growth again driven by a 
more efficient orange sourcing, new innovative products as well as the ongoing inter­
nationalization of the business model. The growth in H1/19 (>6%) confirms our view. 
Over the next three years, we are assuming annual growth of ~6.5%.
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Segment Analysis - Others

We assume stable revenues in the "Oth­
er" segment

Finally, we take a very brief look at the segment "Others" which is the smallest segment 
and stands for only ~6% of Berentzen's revenue. The segment encompasses the inter­
national sales of branded spirits (i.e. in Benelux countries & Turkey), the duty-free distri­
bution as well as the activities at the Berentzen-Hof in Haselünne. Revenues in the seg­
ment have been relatively stable over the last years between EUR 9-10m. We also got 
the impression that a further internationalization of the business is no relevant topic - 
this also seems reasonable in our view given the intense competition in the sprits mar­
ket and the relatively low level of brand awareness outside of Germany. We do not see 
further growth drivers. Hence, we are assuming stable revenues over the next years:

 
Financials

We expect accelerated growth momen­
tum over the next years

For FY 2019, we expect an acceleration of growth (M'e: 3.0%) - this growth should be 
driven by all segments: Spirits (M'e: ~2%), non-alcoholic beverages (M'e: ~4%) and the 
fresh juice systems (M'e: ~6%). Our sales estimate is in line with the company guid­
ance for FY 2019. For the years thereafter, we assume that this growth momentum per­
sists. Our Sales CAGR from FY 2018-FY 2021 amounts to ~3.2% and hence consider­
ably above the run-rate of the previous years.
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■ With growth of 1.1% in H1/19, Berentzen started more slowly into FY 2019 - 
this was in particular driven by lower sales in the spirits segment: Reason for 
this were price promotions of competition and delays in the sale of whiskey

■ For H2/19 we expect an acceleration of sales growth momentum resulting 
from Berentzen's new product launches (e.g. new Berentzen Signature), im­
proved whiskey sales and ongoing growth momentum in the non-alcoholic 
beverages and fresh juice systems segment

■ Berentzen is also well on track to reach its margin guidance for FY 2019 - the 
company reported a strong improvement in margins in H1/19 driven in partic­
ular by higher gross margins through better sourcing of oranges and a more 
favorable product mix - for H2/19 we expect a slightly lower margin as we as­
sume higher marketing and personnel expenses

All segments with room for margin im­
provement over the next years

We not only expect an acceleration of growth momentum but also see room for margin 
improvements over the next years. This margin improvement should in our view be dri­
ven by all segments:

Note: Berentzen does not publish EBIT(DA) margins by segment but 
contribution margins after marketing instead - this contribution margin mainly accounts 
for cost of sales as well marketing expenses for each segment. To derive at our Group 
EBITDA forecast, we deduct personnel expenses, other operating income as well as 
miscellaneous other operating expenses.
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Our key assumptions behind the margin improvement are:

■ Spirits: In our view, margins in the spirits segment should be positively impact­
ed by the new premium products of Berentzen (e.g. Signature line launched 
this year). We also got the impression that the launch of further premium 
products is likely over the next years. These products sell at significantly high­
er prices (~2x the price) and thus generate higher gross margins compared to 
the rest of the product portfolio

■ Non-alcoholic beverages: Going forward Berentzen should benefit from the 
ongoing shift away from lower margin products (e.g. mineral water, Sinalco 
concession) towards more profitable products such as Mio Mio and other Vi­
varis soft drinks

■ Fresh juice systems: We expect the fresh juice system segment to be a main 
driver for the Group's margin improvement over the next years. During the last 
years, the company faced in particular problems with regard to the harvesting 
of oranges. Crop failures in FY 2018 lead to significantly higher prices for the 
juice oranges which Berentzen did not want to pass on to its customers - this 
resulted in falling gross margins. In the meantime, the company has optimized 
and also broadened its supplier network for oranges and should in our view 
hence be able to better absorb possible (future) crop failures

Q2 & Q4 are seasonally the strongest 
quarters

Berentzen's business model is also subject to seasonal effects and patterns. Typically, 
revenues of the Group are highest in the second and in the fourth quarter:
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This seasonality is in our view purely impacted by the spirits and non-alcoholic bever­
ages segment. The segment fresh juice system is not subject to seasonal effects. The 
strong second and fourth quarter can be explained by the following factors:

■ Effect in the second quarter: Q2 is affected by two reasons. First, a large num­
ber of public holidays falls in Q2 (e.g. Easter and May holidays). As Berentzen 
spirits are classic celebration spirits, revenues sigificantly increase as a result 
of these holidays. In addition, with the beginning of the summer 
season, revenues in the non-alcholic beverage segment are increasing, in par­
ticular when the weather is as warm as it was in FY 2018

■ Effect in the fourth quarter: As in Q2, Berentzen in particular benefits from the 
(christmas) holiday season. During that time, revenues with spirits siginficantly 
increase

Very solid balance sheet In our view, Berentzen has a very solid financing structure as also indicated by our 
(debt) ratios shown below in the table. In October 2017, Berentzen repaid its bond with 
an issue volume of EUR 50m (interest rate: 6.5%) leading to annual interest savings of 
~EUR 2m. For the repayment, Berentzen concluded a syndicated loan agreement for a 
financing volume of EUR 26m and a maturity until FY 2022. Berentzen also has the op­
tion to increase the financing volume in the amount of EUR 10m for the financing of 
potential acquisitions:

Appealing dividend yield At the last Annual General Meeting (AGM), Berentzen presented its new dividend poli­
cy: According to the company, at least 50% of consolidated net income is to be distrib­
uted to shareholders as a dividend going forward. For FY 2019, we expect a dividend of 
EUR 0.28 - this dividend would correspond to a dividend yield based on the current 
share price level of ~5%. In our view, this yield is appealing and makes the shares in 
particular attractive for long-term oriented value investors.
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Large M&A deals unlikely in our view In the company history, Berentzen has been very active with regard to M&A. However, 
the last M&A activity now goes back to FY 2014 when Berentzen acquired the Austrian 
fresh juice system maker Citrocasa for ~EUR 17m. According to the 
Berentzen management, acquisitions are possible in the future - both, market-driven 
acquisitions as well as synergy-driven acquisitions:

■ Market-driven acquisitions: Mainly includes the acquisition of start-ups that 
grow strongly or have a strong future growth potential

■ Synergy-driven acquisitions: Includes the acquisition of producers for spirits or 
non-alcolic beverages with an existing infrastructure and revenues between 
EUR 25m and EUR 100m

We consider smaller acquisitions (such as the acquisition of start-ups) to be much more 
likely going forward. For larger M&A activities, Berentzen simply lacks the financial 
power in our view. Acquisitions of small start-ups that grow dynamically are also ex­
tremely valuable from our point of view. Especially in the beverage sector, which is 
characterized by a dynamic environment and constantly changing market trends, the 
insights of smaller companies (also with regard to marketing and digitization) might be 
extremely helpful for a very traditional company like Berentzen.
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Valuation
 

DCF Analysis

We derive a target price of EUR 8.5 We initiate coverage of Berentzen with a Buy recommendation and a target price of 
EUR 8.5. Our target price is derived from our DCF model with a forecasting period until 
FY 2026.

Our DCF model is based on the following assumptions:

■ We are using a terminal growth rate of 0.5% which reflects in our view the 
relatively limited long-term growth potential of the Group

■ We are assuming a terminal EBIT margin of 7.2% - find more information on 
Berentzen's margin profile in the chapter "Financials"

■ Our WACC amounts to 9.5% and is based on the following input factors: Risk-
free rate of 1.0%, market risk-premium of 6.5% and a Beta of 1.4

■ Our Beta reflects the small size of the company and the low liquidity of the 
shares

Our DCF model is very sensitive to our selected input factors. We hence provide a sen­
sititivity analysis of our estimated fair value vs. the terminal growth rate and our termi­
nal EBIT margin:
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Peer Group Analysis

Peer group includes international spirits 
& beverage companies

We also provide a peer group analysis in addition to our DCF valuation. This peer group 
analysis confirms our view that the current share price of Berentzen still has upside po­
tential. Finding a relevant peer group for Berentzen is challenging: Berentzen is a small­
er and mainly regional spirits and beverage producer - similar companies that are also 
listed hardly exist. Hence, we included the large international players in our peer group. 
We include five international spirits producers as well as three international beverage 
producers and provide an overview of our selected peer group below:
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Berentzen trades at significant discount 
vs. peers

All these seleced companies have one thing in common - they trade at a significant pre­
mium vs. Berentzen. For instance, on average our peer group is trading at 6.4x 12m 
sales while Berentzen shares are at the moment trading at 0.4x 12m forward sales. EV/
EBITDA multiples show a similar picture:

A discount to peers is reasonable... We believe the strong gap can be mainly explained by three factors: (1) Berentzen is 
significantly smaller in terms of size compared to our peer group - Berentzen has a mar­
ket cap of ~EUR 60m while the average market cap of our peer group amounts to more 
than EUR 30,000m, (2) Berentzen is growing with lower rates and this trend is expected 
to continue. While we estimate a sales CAGR of ~3% between FY 2018 and FY 2020, 
consensus expects an average growth of ~7% annually for the peer group during the 
same time period and finally (3) Berentzen's margins are significantly below margins 
our peer group generates. The difference in margins is a function of lower gross mar­
gins. Berentzen's (spirit) products target more price-sensitive customers while most of 
our peer companies are focused on premium spirits or beverages resulting in higher 
gross margins:
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...but we see room for multiple expansion Given these arguments, a discount to our peer group seems very reasonable. However, 
regressing EV/Sales and EV/EBITDA multiples with the expected sales growth over the 
next two years provides an interesting picture in our view: It shows that if Berentzen 
starts showing its growth potential, there should be enough room for a multiple expan­
sion in our view:

 
What's the value of Mio Mio?

Mio Mio already worth EUR 4.3 in our 
view

Mio Mio is clearly the highlight in Berentzen's product portfolio. We have therefore tried 
to determine the fair value of the Mio Mio brand, also in order to draw a further conclu­
sion about the current valuation level of the group. Based on our analysis - provided be­
low - we believe Mio Mio is already worth ~EUR 4.3 per share. Hence, investors get 
Berentzen's complete spirits and fresh juice system segment for less than EUR 2 (trans­
lates into ~0.1x Sales FY 2018) - this seems like an attractive deal in our view.

Fever-Tree and Mio Mio with similar 
growth profile

The acquisition of Fever Tree serves as a starting point of our analysis. Fever-Tree is a 
popular producer of drink mixers in particular Tonic Water. In FY 2013, Lloyds Develop­
ment Capital, a UK based Private Equity firm, acquired a 49% stake in Fever-Tree for an 
EV/Sales multiple (based on FY 2012 sales) of 5.6x. We believe a similar multiple can be 
applied in order to value Mio Mio as we note that the general growth profile of both 
brands is well comparable. For instance, during FY 2010 and FY 2012, Fever-Tree grew 
annually by ~55% - Mio Mio in contrast over the last two years grew on average by 
~50% according to our estimates:
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We apply an EV/Sales multiple of 5.0x We only noted that Fever-Tree at the time of the acquisition has been one step ahead 
with regard to the regional footprint. While Mio Mio generates most of its revenue in 
the German core market, Fever-Tree in FY 2012 was already well-diversified 
and generated more than 70% of its revenue outside its home market UK. Hence, while 
we do not deduct a control premium from the transaction multiple - as Lloyds only ac­
quired a 49% stake while 51% remained in the hands of the Fever-Tree management -
 we account for Mio Mio's lower degree of diversification with a 10% discount. Adjust­
ing the transaction multiple for this discount, we value Mio Mio based on an EV/Sales 
multiple of ~5.0x. Based on our FY 2018 revenue estimate for Mio Mio of EUR 8m and 
assuming a pro rata net debt position of EUR 0.1m, we derive at a value per share of 
~EUR 4.3.

Assuming an Enterprise Value of EUR 40m for Mio Mio would leave an Enterprise Value 
of ~EUR 20m for the Berentzen Group excl. Mio Mio. Dividing this EV excl. Mio Mio by 
the sales excl. Mio Mio results in an implied EV/Sales multiple excl. Mio Mio - investors 
in our view get 95% of Berentzen's sales for~0.1x FY 2018 which is very attractive in 
our view:
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Balance sheet
(in EUR m) 2016 % 2017 % 2018 % 2019e % 2020e % 2021e %
Assets 189 4.6 143 -24.2 145 1.1 149 2.7 153 2.9 158 3.3
Fixed assets 60 -1.2 60 0.0 59 -1.5 58 -1.8 57 -1.7 57 -1.4
Intangible fixed assets 13 -6.4 13 -5.6 12 -4.7 13 5.7 13 5.6 14 5.4
Goodwill 6 0.0 6 0.0 6 0.0 6 0.0 6 0.0 6 0.0
Other intangible assets 7 -11.1 7 -10.1 6 -9.0 7 11.4 7 10.6 8 9.9
Tangible assets 45 -1.6 46 2.1 46 -0.9 44 -3.9 42 -3.9 41 -3.6
Technical plant and equipment n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a.
Financial assets 2 132.3 1 -10.7 2 8.2 2 0.0 2 0.0 2 0.0
Other financial assets 2 132.3 1 -10.7 2 8.2 2 0.0 2 0.0 2 0.0
Current assets 129 7.5 83 -35.5 86 2.9 91 5.9 96 5.9 102 6.1
Inventories 36 10.3 37 3.9 40 7.9 41 2.9 43 4.5 45 4.3
Receivables and other assets 26 6.7 27 4.2 30 11.6 30 0.8 31 3.2 32 3.4
Cash and cash items 68 7.2 19 -71.3 16 -18.6 19 22.8 22 12.9 25 13.6
Deferred taxes n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a.

Shareholders' equity and liabilities 189 4.6 143 -24.2 145 1.1 149 2.7 153 2.9 158 3.3
Shareholders' equity 45 3.3 45 -1.4 47 6.3 50 5.3 53 6.1 57 6.9
Subscribed capital 31 -0.4 31 0.0 31 0.0 31 0.0 31 0.0 31 0.0
Reserves 14 12.6 13 -4.6 16 21.1 19 15.6 22 16.4 25 16.9
Minority interests 0 n.a. 0 n.a. 0 n.a. 0 n.a. 0 n.a. 0 n.a.
Outside capital 144 5.0 99 -31.3 98 -1.3 99 1.4 100 1.2 102 1.4
Liabilities 132 5.7 88 -33.6 88 -0.3 89 1.6 90 1.4 92 1.6
Financial debt 51 1.4 9 -82.9 8 -5.9 9 11.9 9 0.0 9 0.0
Accounts payable, trade 11 57.2 10 -9.6 9 -4.7 9 0.9 10 2.6 10 2.7
Other liabilities 70 3.6 69 -1.5 70 1.1 70 0.5 71 1.4 73 1.6
Deferred taxes liabilities n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a.

Balance sheet total 189 4.6 143 -24.2 145 1.1 149 2.7 153 2.9 158 3.3

Sources: Refinitiv, Metzler Research
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Profit & loss account
(in EUR m) 2016 % 2017 % 2018 % 2019e % 2020e % 2021e %
Sales 170 7.2 160 -5.7 162 1.1 167 3.0 172 3.2 178 3.4
Cost of sales 89 7.2 91 2.3 90 -0.6 91 0.9 94 2.6 96 2.7
Gross profit on sales 81 7.3 69 -14.4 72 3.4 76 5.6 79 4.0 82 4.2
Other operating income 0 n.a. 0 n.a. 0 n.a. 0 n.a. 0 n.a. 0 n.a.
Selling expenses 7 -13.4 7 2.7 8 4.7 8 12.2 9 2.1 9 0.3
General administrative expenses n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a.
Other operating expenses 64 6.1 53 -16.7 54 2.7 58 5.9 59 3.3 62 3.5
EBIT 11 38.8 9 -12.3 10 6.3 10 -1.1 11 9.7 12 11.1
Financial result -4 -0.9 -4 1.5 -2 40.4 -2 5.6 -2 -7.4 -2 0.3
Income from investments 0 n.a. 0 n.a. 0 n.a. 0 n.a. 0 n.a. 0 n.a.
Interest income (net) -4 -2.5 -4 12.6 -2 56.0 -1 8.5 -2 -11.5 -2 0.5
Other financial result 0 159.0 -0 n.m. -1 -89.2 -1 0.0 -1 0.0 -1 0.0
Result of ordinary activities 6 81.5 5 -19.0 7 41.9 7 0.4 8 10.4 9 14.5
EBT 6 81.5 5 -19.0 7 41.9 7 0.4 8 10.4 9 14.5
Taxes on income 2 52.6 3 32.2 2 -15.4 2 2.1 3 10.4 3 14.5
Tax rate (%) 31.3 -15.9 51.1 63.3 30.5 -40.3 31.0 1.7 31.0 0.0 31.0 0.0
Net income 4 98.6 3 -42.4 5 101.6 5 -0.4 6 10.4 7 14.5
Minority interests 0 n.a. 0 n.a. 0 n.a. 0 n.a. 0 n.a. 0 n.a.
Minority rate (%) 0.0 n.a. 0.0 n.a. 0.0 n.a. 0.0 n.a. 0.0 n.a. 0.0 n.a.
Net Income after minorities 4 98.6 3 -42.4 5 101.6 5 -0.4 6 10.4 7 14.5
Transfers to retained earnings (re­
serves)

n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a.

Unappropriated consolidated net 
income

n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a.

Adjustment calculation
Net Income after minorities 4 98.6 3 -42.4 5 101.6 5 -0.4 6 10.4 7 14.5
Adjustments of net income 0 n.a. 0 n.a. 0 n.a. 0 n.a. 0 n.a. 0 n.a.
Adjustment rate (%) 0.0 n.a. 0.0 n.a. 0.0 n.a. 0.0 n.a. 0.0 n.a. 0.0 n.a.
Adj. net income after minorities 4 98.6 3 -42.4 5 101.6 5 -0.4 6 10.4 7 14.5
Number of shares outstanding 9 -1.5 9 -0.1 9 0.0 9 0.0 9 0.0 9 0.0
EPS (EUR) 0.47 134.5 0.27 -42.1 0.55 101.3 0.55 -0.3 0.60 10.4 0.69 14.5
EPS adj. (EUR) 0.47 134.5 0.27 -42.1 0.55 101.3 0.55 -0.3 0.60 10.4 0.69 14.5

Sources: Refinitiv, Metzler Research
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Cash flow/ratios/valuation
2016 % 2017 % 2018 % 2019e % 2020e % 2021e %

Cash Flow/ Net Debt (in EUR m)
Gross Cash Flow 14 10.8 12 -17.8 14 22.6 15 5.6 16 5.5 17 5.3
Increase in working capital -1 95.0 6 631.3 8 29.8 1 -83.5 2 28.0 2 5.4
Capital expenditures 6 n.a. 8 n.a. 7 n.a. 7 n.a. 8 n.a. 8 n.a.
D+A/Capex (%) 113.1 n.a. 92.3 n.a. 115.7 n.a. 114.7 n.a. 113.4 n.a. 110.0 n.a.
Free cash flow (Metzler definition) 9 -70.4 -2 -123.9 -0 96.2 6 n.m. 7 3.5 7 7.4
Free cash flow yield (%) 12.7 n.a. -2.8 n.a. -0.1 n.a. 11.2 n.a. 11.6 n.a. 12.4 n.a.
Dividend paid 2 22.4 2 24.9 2 -12.0 3 27.2 3 -0.2 3 8.3
Free cash flow (post dividend) 7 -73.4 -5 -162.1 -2 52.6 4 278.3 4 6.0 4 6.8
Net Debt incl. Provisions -5 -322.4 -0 97.0 2 n.m. -0 -110.7 -3 -982.4 -6 -108.1
Gearing (%) -11.9 n.a. -0.4 n.a. 5.0 n.a. -0.5 n.a. -5.2 n.a. -10.1 n.a.
Net debt/EBITDA -0.3 n.a. -0.0 n.a. 0.1 n.a. -0.0 n.a. -0.1 n.a. -0.3 n.a.

Ratios (in %)
Liquidity
Quick ratio 78.1 n.a. 66.8 n.a. 66.0 n.a. 71.2 n.a. 75.1 n.a. 79.5 n.a.
Current ratio 107.9 n.a. 120.4 n.a. 123.7 n.a. 130.3 n.a. 136.0 n.a. 142.0 n.a.
Pay-out ratio 53.0 n.a. 80.6 n.a. 51.0 n.a. 51.0 n.a. 50.0 n.a. 50.0 n.a.
Balance sheet structure
Equity/total assets 23.9 n.a. 31.1 n.a. 32.7 n.a. 33.5 n.a. 34.6 n.a. 35.8 n.a.
Equity to fixed assets 75.0 n.a. 73.9 n.a. 79.8 n.a. 85.5 n.a. 92.4 n.a. 100.2 n.a.
Long-term capital to total assets 23.9 n.a. 36.0 n.a. 37.6 n.a. 39.0 n.a. 39.9 n.a. 40.9 n.a.
Long-term capital to fixed assets 
and inventories

47.2 n.a. 53.1 n.a. 54.9 n.a. 58.4 n.a. 60.9 n.a. 63.9 n.a.

Liabilities to equity (leverage) 292.5 n.a. 197.1 n.a. 184.8 n.a. 178.3 n.a. 170.4 n.a. 161.8 n.a.
Profitability/efficiency
Working capital to sales 23.3 n.a. 25.5 n.a. 29.0 n.a. 28.9 n.a. 29.3 n.a. 29.5 n.a.
EBIT margin 6.2 n.a. 5.8 n.a. 6.0 n.a. 5.8 n.a. 6.2 n.a. 6.6 n.a.
EBITDA margin 10.3 n.a. 10.2 n.a. 10.7 n.a. 10.9 n.a. 11.2 n.a. 11.5 n.a.
Net ROS 2.6 n.a. 1.6 n.a. 3.2 n.a. 3.1 n.a. 3.3 n.a. 3.6 n.a.
Cash flow margin 8.4 n.a. 7.3 n.a. 8.8 n.a. 9.1 n.a. 9.3 n.a. 9.4 n.a.
ROE (after Tax/Min.) 10.0 n.a. 5.7 n.a. 11.2 n.a. 10.6 n.a. 11.0 n.a. 11.9 n.a.
Productivity
Average number of employees 
('000)

n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a.

Sales per employee (EUR '000) n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a.
EBIT per employee (EUR '000) n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a. n.a.

Valuation
PER 16.2 n.a. 30.2 n.a. 11.3 n.a. 11.2 n.a. 10.2 n.a. 8.9 n.a.
PBV 1.6 n.a. 1.7 n.a. 1.2 n.a. 1.2 n.a. 1.1 n.a. 1.0 n.a.
EV/EBITDA 3.8 n.a. 4.7 n.a. 3.5 n.a. 3.2 n.a. 2.9 n.a. 2.5 n.a.
EV/EBIT 6.3 n.a. 8.4 n.a. 6.2 n.a. 5.9 n.a. 5.2 n.a. 4.4 n.a.
Dividend yield (%) 3.3 n.a. 2.7 n.a. 4.5 n.a. 4.5 n.a. 4.9 n.a. 5.6 n.a.

Sources: Refinitiv, Metzler Research
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Disclosures
Recommendation history Recommendations for each financial instrument or issuer - mentioned in this document 

- published by Metzler in the past twelve months
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nation

Metzler recommendation * Current price ** Price target * Author ***
Previous Current

* Effective until the price target and/or investment recommendation is updated (FI/FX 
recommendations are valid solely at the time of publication)

** XETRA trading price at the close of the previous day
*** All authors are financial analysts

Berentzen-Gruppe

17 . Metzler and/or a company affiliated with Metzler had reached an agreement on 
the compilation of the investment analysis with the analysed company. Prior to 
publication of the financial analysis, the provider gives the issuer a one-off oppor­
tunity to comment (comparison of facts in accordance with the DVFA Code) with­
in the regulatory framework to avoid quality defects.

Compiled: August 29, 2019 07:57 AM CEST
Initial release: August 29, 2019 07:57 AM CEST
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Disclaimer
This document has been prepared by B. Metzler seel. Sohn & Co. KGaA (Metzler) and is addressed exclusively to suitable counterparties and professional clients. It is thus not 
suitable for retail clients.

This document is based on information which is generally available and which Metzler believes to be fundamentally reliable. Metzler has not verified the accuracy or com­
pleteness of the information, however, and thus provides no warranty or representation in respect of the accuracy or completeness of the information, opinions, estimates, 
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ment.  
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The information, opinions, estimates, recommendations and forecasts contained in this document reflect the personal views of the author at the time of publication on the fi­
nancial instruments or issuers that form the subject of this document and do not necessarily reflect the opinions of Metzler, the issuer or third parties. They may also be sub­
ject to change on account of future events and developments. Metzler has no obligation to amend, supplement or update this document or to otherwise notify recipients in 
the event that any information, opinions, estimates, recommendations or forecasts stated herein should change or subsequently become inaccurate, incomplete or mislead­
ing. The model calculations contained in this document, if any, are examples showing the possible performance and are based on various assumptions (e.g. regarding earn­
ings and volatility). The actual performance may be higher or lower, depending on market trends and on the correctness of assumptions underlying the model calculations. 
Accordingly, actual performance cannot be guaranteed, warranted or assured.

Recipients should assume that (a) Metzler is entitled to acquire orders for investment banking, securities or other services from or with companies which form the subject of 
research publications and that (b) analysts who were involved in preparing research publications may, within the scope of regulatory laws, be indirectly involved in the acqui­
sition of such orders.

Metzler and its employees may hold positions in securities of the companies analysed or in other investment objects or may conduct transactions with such securities or in­
vestment objects.

This document is provided for information purposes only and may not be copied, duplicated, forwarded to third parties or otherwise published, in whole or in part, without 
Metzler’s written consent. Metzler reserves all copyrights and rights of use, including those relating to electronic media. Insofar as Metzler provides hyperlinks to websites of 
the companies cited in research publications, this does not mean that Metzler confirms, recommends or warrants any data contained on the linked sites or data which can be 
accessed from such sites. Metzler accepts no liability for links or data, nor for any consequences which may arise as a result of following the links and/or using the data.

This document is subject to the laws of the Federal Republic of Germany. Venue of jurisdiction for any disputes shall be Frankfurt am Main, Germany.

By accepting this document the recipient declares his/her agreement with the above provisions.

Information in accordance with Regulation (EU) No. 596/2014, Delegated Regulation (EU) No. 2016/958 and section 85 (1) of the German Securities Trading Act (Wertpapier­
handelsgesetz)

Persons responsible for this document

The company responsible for preparing this document is B. Metzler seel. Sohn & Co. KGaA, Untermainanlage 1, 60329 Frankfurt am Main, Germany, which is subject to super­
vision by the German Federal Financial Supervisory Authority (Bundesanstalt für Finanzdienstleistungsaufsicht; BaFin), Marie-Curie-Straße 24–28, 60439 Frankfurt/Main, Ger­
many, and by the European Central Bank (ECB), Sonnemannstraße 20, 60314 Frankfurt/Main, Germany.

Key information sources

The sources of information referred to when preparing research publications include publications by national and international media, the European Central Bank and other 
public authorities, information services (such as Reuters and Bloomberg), the financial press, published statistics, information published by rating agencies, annual reports 
and other information provided by the issuers.

Valuation criteria and methods

Valuations are based on standard and acknowledged methods of fundamental and technical analysis (e.g. DCF model, peer-group analysis, sum-of-the-parts model, relative-
value analysis). The valuation models are affected by macro-economic values such as interest rates, exchange rates, commodities prices and economic performance, as well 
as by market sentiments. Detailed information on the valuation principles and methods used by Metzler and the assumptions on which they are based is available at: 
www.metzler.com/disclaimer-capital-markets-en.

Sensitivity of valuation parameters; risks

The figures on which the company valuations are based are date-specific estimates and thus carry inherent risks. They may be adjusted at any time without prior notice.
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Irrespective of the valuation principles and methods used and the assumptions on which they are based, there is always a risk that a particular price target is not achieved or 
that the assumptions and forecasts prove inaccurate. This can, for instance, be the result of unexpected changes in demand, management, technology, economic or political 
developments, interest rates, costs, the competitive situation, the legal situation and other factors. Investments in foreign markets and instruments are subject to additional 
risks, as a result of changes in exchange rates or in the economic, political or social situation, for instance. This outline of risks makes no claim to be exhaustive.

Definition of categories for investment recommendations

The categories for investment recommendations in research publications by Metzler have the following meanings:

Shares:

BUY                The price of the analysed financial instrument is expected to rise in the next 12 months.

HOLD             The price of the analysed financial instrument is expected to largely remain stable in the next 12 months.

SELL              The price of the analysed financial instrument is expected to fall in the next 12 months.

Bonds:

BUY The analysed financial instrument is expected to perform better than similar financial instruments.

HOLD The analysed financial instrument is not expected to perform significantly better or worse than similar financial instruments.

SELL The analysed financial instrument is expected to perform worse than similar financial instruments.

Summary of investment recommendations

A list of all investment recommendations for each financial instrument or issuer published by Metzler in the past twelve months can be found at www.metzler.com/disclaimer-
capital-markets-en.

The quarterly quotation of the number of all investment recommendations given as “buy”, “hold”, “sell” or similar for the past 12 months as a proportion of the total number 
of investment recommendations made by Metzler and the quotation of the proportion of these categories relating to issuers to whom Metzler has provided services within the 
meaning of Annex I sections A and B of Regulation 2014/65/EU within the past 12 months can be accessed and downloaded at www.metzler.com/disclaimer-capital-markets-
en.

Planned updates of this document

This document reflects the opinion of the respective author at the time of its preparation. Any changes of factors can cause information, opinions, estimates, recommenda­
tions and forecasts contained in this document to cease to be accurate. No decision has as yet been taken as to whether, and if so when, this document will be updated. If an 
investment recommendation is updated, the updated investment recommendation replaces the previous investment recommendation upon publication.

Compliance arrangements; conflicts of interest

All analysts are bound by Metzler’s internal compliance regulations which ensure that the research publications are prepared in accordance with statutory and regulatory pro­
visions. The analysts are classified as working in a confidential sector and are thus required to observe the resulting statutory and regulatory provisions. This is monitored on a 
regular basis by the Compliance department and external auditors. The Compliance department ensures that potential conflicts of interest do not affect the original result of 
the analysis. Metzler has a binding Conflicts of Interest Policy in place which ensures that relevant conflicts of interest within Metzler, the Metzler Group, the analysts and 
staff of Metzler's Capital Markets division and persons associated with them are avoided or, if they cannot be avoided, are appropriately identified, managed, disclosed and 
monitored. A detailed description of Metzler’s policy for avoiding conflicts of interest is available at www.metzler.com/disclaimer-capital-markets-en.

Details of the conflicts of interests to be disclosed under regulatory requirements are published at www.metzler.com/disclaimer-capital-markets-en. A Managing Partner or 
employee of Metzler takes on a mandate by the companies Deutsche Bank AG, Deutsche Börse AG and Fraport AG, or Metzler or persons who compiled this document or con­
tributed to its compilation have significant financial interest in respect to these companies, which could possibly lead to conflicts of interest. Metzler and/or a company affili­
ated with Metzler holds shares of Allianz SE, Bayerische Motoren Werke AG, Daimler AG, Bayer AG, SAP SE and Vonovia SE in its trading portfolios. We were also partly re­
sponsible for the offering of financial instruments of M1 Kliniken AG and SFC Energy AG in the past twelve months and received compensation for the provision of these in­
vestment services.

Remuneration

The remuneration of the Metzler staff members and other persons involved in preparing this document is in no way, either in whole or in any variable part, directly or material­
ly linked to transactions in securities services or other transactions processed by Metzler.

Prices

All prices for financial instruments stated in this document are, unless otherwise stated, closing prices for the trading day preceding the respective stated publication date on 
the market which we regard as the most liquid market for the respective financial instrument.

Scope of application

This document was prepared in the Federal Republic of Germany in line with the legal provisions valid there. It may therefore be possible that this document does not comply 
with all provisions relating to the preparation of such documents in other countries.
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