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The forward-looking statements contained in this presentation, including forecasts of sales and 
earnings performance, are not guarantees of future results and are subject to risks, uncertainties and 
assumptions that are difficult to predict. The forward-looking statements are based on ;)&)*&Ģ-.é-
current expectations, estimates and assumptions and based on the information available to Coloplast
at this time.

Heavy fluctuations in the exchange rates of important currencies, significant changes in the healthcare 
sector or major changes in the world economy may impact Coloplast'spossibilities of achieving the 
long-. ,'6)7$ .#0 -6- .6Ģ-61 &&6Ģ-6!),6!/&!#&&#(ģ6 2* .Ģ.#)(-6Ģ( 6'Ģ36Ģ!! .6." 6 )'*Ģ(3é-6!#(Ģ( #Ģ&6
outcomes.

Forward-looking statements



In Q3 Coloplast delivered 8% organic growth for the fifth 
consecutive quarter
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ÅQ3 organic growth of 8% (8% reported growth in DKK(1))

ÅNegative FX impact from USD/DKK and ARS/DKK. Acquisitions 
contributed 1% to growth

ÅStrong momentum in Chronic Care driven by new products and 
double digit growth in the US 

ÅWound Care organic growth improved to 12% in Q3 driven by 
Europe and China

ÅRestructuring costs of DKK 21m in Q3 (DKK 29m YTD) related to 
reduction of production employees in DK 

ÅCompletion of plan (GOP3) to reduce from 700 to 400 people

Å Initiation of plan (GOP4) to reduce by 200 people in 17/18-18/19

ÅQ3 EBIT margin of 31% in constant FX rates and 30% in DKK 

ÅUpdated financial guidance for 2017/18:

ÅOrganic revenue growth of ~8% vs. previously 7-8% and ~6% 
reported growth in DKK, assuming:

ë Limited impact from patent expiry vs. previously DKK -50m

ëNegative up to DKK 100m from Greek price reform

ÅUnchanged EBIT margin of 31-32% in constant exchange rates 
and ~31% in DKK

Q3 Highlights
Revenue growth

EBIT

Reported revenue (DKKm)

Organic growth

Q3 17/18

3,912

Q3 16/17(1) 9M 17/189M 16/17(1)

4,225

11,548 12,215

+8%

+8%

+6%

+8%

Reported growth

32

30

32
31

9M 17/18

3,705

9M 16/17

3,676

32

30

33

31

Q3 16/17

1,233

Q3 17/18

1,269

EBIT (DKKm)

Reported EBIT margin (%) 

EBIT margin in constant 
currencies (%)(2)

(1) In Q3 2016/17 Coloplast identified the incorrect management of a 2009 agreement with the U.S. Veterans Affairs. The matter relates to Continence Care products and was 
treated as a one-off adjustment of DKK -90m recognized directly in the Q3 revenue. The matter did not affect the organic growth rate for the reporting period. 

(2) EBIT margin in constant currencies in Q3 2016/17 and 9M 2016/17 is adjusted for the one-off of DKK -90m from Veterans Affairs tomake margins comparable.



8% organic growth in 9M driven by strong performance 
across business areas 
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Other developed 
markets

Emerging 
markets

Coloplast 
Group

European 
markets

Reported revenue
DKKm

9M 17/18 revenue by geography

Organic growthGeographic
area

5%

12%

14%

8%

Continence 
Care

Urology Care

Wound & Skin 
Care

Ostomy Care

Coloplast
Group

9M 17/18 revenue by business area

9%

9%

10%

3%

8%

Business 
area

Reported revenue
DKKm

Organic growth

1,308

1,558

4,943

4,406

Share of organic 
growth

2,032

7,411

2,772

12,215

Share of organic 
growth

46%

38%

11%

5%

100%

38%

33%

29%

100%12,215



Ostomy Care grew 7% organically in Q3 driven by SenSura® 
Mio range and Brava® accessories
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Performance
Å 9M organic growth of 9% (reported growth 5%). Q3 2017/18 organic 

growth of 7% (3% reported growth)

ÅAcquired growth was 1% in Q3 and 9M resulting from acquisitions in the 
distribution channel

ÅGrowth in Q3 driven by China, UK and the US

ÅGrowth in Q3 negatively impacted by timing of tenders in Emerging 
Markets as well as price reductions in Greece as a consequence of the 
price reform implemented October 2017

ÅStrong growth in SenSura® Mio portfolio in Q3 driven by the UK, 
Germany and the US, especially driven by SenSura® Mio Convex

ÅSenSura® Mio Concave is now launched in 9 countries with 
continued positive feedback

ÅThe SenSura® and Assura/Alterna® portfolio continued the positive 
growth contribution in Q3 driven by Emerging markets

ÅQ3 growth in Brava® accessoriesdriven by the US and China

3

6

7

5

8

7

10

9

77

Q3 16/17

1,597

Q4 16/17

1,6131,638

Q1 17/18

1,636

Q2 17/18 Q3 17/18

1,694

Revenues (DKKm)Organic growth (%)Reported growth (%)

Comments



Continence Care grew 8% in Q3 driven by SpeediCath® 
intermittent catheters and Peristeen® 
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Å 9M 2017/18 organic growth of 9% (7% reported growth). Q3 2017/18 
organic growth of 8% (7% reported growth)

ÅAcquired growth was 2% in 9M resulting from acquisitions in the 
distribution channel. Acquired growth in Q3 was 3% 

ÅGrowth continues to be driven by SpeediCath®intermittent catheters 
and Peristeen®

ÅQ3 growth in SpeediCath®compact catheters driven by the US, France 
and the UK

ÅQ3 growth in SpeediCath® standard catheters driven by the US and 
Emerging markets

Å Impact of the patent expiry of SpeediCath® standard catheters 
remained limited in Q3

ÅQ3 growth in SpeediCath® Flexcatheters driven by Europe and the US

Å Launch of SpeediCath® Flex Coudé Pro in May has been well 
received

CommentsPerformance

7

5

6

12

88

10

7

10

1,530

Q3 17/18

1,431

Q3 16/17 Q1 17/18

1,4411,435

9

1,424

Q3 16/17 Q2 17/18

Reported growth (%) Revenues (DKKm)Organic growth (%)



Urology Care grew 11% in Q3 primarily driven by US sales 
of Titan® penile implants
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Å 9M 2017/18 organic growth of 10% (5% reported growth). Q3 2017/18 
organic growth of 11% (6% reported growth) 

ÅQ3 growth mainly driven by the US, but also France and Emerging 
markets

ÅUS growth driven by the increased sales and marketing 
investments in 2016/17 and 2017/18

ÅContinued strong growth in sales of Titan®penile implantsin the US in 
Q3

ÅContinued satisfactory growth in sales of Altis® slings in the US

Å In Q3 sales of disposable surgical products, including endourology, were 
driven by France and Italy

CommentsPerformance

449425434423

6

4

11

6

1

11

9

11

7

Q3 17/18Q4 16/17

390

Q1 17/18 Q2 17/18Q3 16/17

10

Revenues (DKKm)Organic growth (%)Reported growth (%)



552533473569510

Continued improvement in Wound Care in Q3 driven by 
Europe and China
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Å 9M 2017/18 organic growth of 3% (negative 1% reported growth). Q3 
2017/18 organic growth of 11% for Wound & Skin care (8% reported 
growth)

ÅQ3 2017/18 organic growth of 12% for Wound Care in isolation

ÅQ3 growth driven by good momentum across Europe and in 
China

ÅQ3 growth was positively impacted by easy comparison period in 
Greece caused by inventory reductions in Q3 2016/17 following 
the reimbursement reform in 2016. Greece continued to be 
negatively impacted by the price reform implemented in October 
2017

ÅSatisfactory sales growth in Biatain® Silicone driven by Europe and the 
Biatain® Silicone Sizes & Shapes portfolio

ÅQ3 growth in Skin Care was negative due to intensifying competition in 
the US

ÅAs expected, growth in Q3 was positively impacted by the rebound in 
sales from contract manufacturing of Compeed

CommentsPerformance

Reported growth (%)

Organic growth (%)

Revenues (DKKm)

WC Organic growth (%)

1

-2

8

1

16

3

11

-1

8 8

12

Q3 16/17

14

-7

-5

Q4 16/17

-9

Q1 17/18 Q2 17/18 Q3 17/18



Å 9M 2017/18 reported revenue increased by DKK 667m 
or 6% compared to 9M 2016/17

Å The majority of growth was driven by organic growth 
contributing DKK 920m or 8% to reported revenue

ÅOrganic growth in 9M positively impacted by the 
comparison period with DKK ~70m from inventory 
reductions by distributors in US Chronic Care in 
Q1 2016/17

ÅRevenue from acquisitions contributed DKK 135m or 1%, 

resulting from the acquisitions of distribution companies 
Comfort Medical in Q1 2016, Lilial and IncoCarein Q2 
2018

Å Foreign exchange rates had a significant negative impact 
of DKK 478m or -4% on reported revenue primarily due 
to the depreciation of the USD, ARS, GBP, BRL, JPY and 
CNY against the Danish kroner

9M 17/18 reported revenue driven by strong organic growth 
but significantly impacted by FX
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Comments
Revenue development
(DKKm)

1) Estimated DKK 90m one-off revenue adjustment related to incorrect management of a contract with U.S. Veterans Affairs in Q3 2016/17.

920

135

Revenue 9M 
2016/17 
(Adjusted 
for Other)

Other(1)Revenue 9M 
2016/17

90

Organic 
growth

Acquired 
operations

-478

Currency 
effect

Revenue 9M 
2017/18

11,548 11,638

12,215

Growth 0.8% 5.8%8.0% -4.2%1.2%
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EBIT 

margin 
9M 16/17
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0.5

Currency 
effect

EBIT 
margin 9M 

17/18 
(Constant 

Currencies)

32.1

30.1

ÅEBIT fell 1% to DKK 3,676m with a reported margin of 30% (31% in 
constant currencies) compared to 32% last year 

ÅGross margin of 67% compared to 68% same period last year

ÅContinued efficiency gains and positive impact from relocation of 
manufacturing 

ÅNegatively impacted by product mix, depreciation and DKK 29m in 
restructuring costs related to reduction of production employees in DK

ÅCompletion of plan (GOP3) to reduce from 700 to 400 people

Å Initiation of plan (GOP4) to reduce by 200 people in 17/18-18/19

ÅNegative impact of 60 basis points from FX rates on the gross margin 

ÅDistribution-to-sales of 29% (28% in 9M 2016/17)

Å Increase driven by investments in sales and marketing initiatives across 
business areas and regions

ÅAdmin-to-sales of 4% on par with last year 

ÅR&D costs increased 10% compared to 9M last year due to increased 
activity

ÅOther operating income/expenses of DKK 35m vs. DKK 15m last year due 
to a non-recurring income in Q1 from a settlement related to Urology Care 
patent rights

9M EBIT margin dilution due to increased commercial 
investments across business areas and regions
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Comments
EBIT margin development (%)



Adjusted for Mesh settlements and acquisitions, FCF was 
3% higher than 9M last year
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Å Free cash flow in 9M was positive DKK 1,988m compared to DKK 322m 
in 9M 2016/17 

ÅReported EBITDA 11m DKK lower than same period last year

ÅNWC-to-sales of 24% compared to 25% in the beginning of the 
fiscal year

ÅCAPEX-to-sales of 4% compared to 4% in 9M 2016/17, the 
increase is due to investments in the expansion of Nyírbátor and 
the acquisition of land in Costa Rica in Q3 for the establishment 
of new manufacturing

Å FCF ex. Mesh impact and acquisitions was DKK 2,604m, 3% or DKK 
77m higher compared to DKK 2,527m in 9M last year mainly due to 
improved working capital management 

FCF development

1) FCF adjusted for Mesh payments in 2013/14, 2014/15, 2015/16. Adjustment for Mesh payments includes DKK 500m insurance coverage in 2013/14 and 2014/15 combined. 2016/17 FCF adjusted for Mesh payments and acquisition of Comfort 
Medical. 2017/18 FCF adjusted for Mesh payments and acquisitions. 
2) Cash Conversion calculated as FCF ex. Mesh payments, interest payments, tax payments, M&A and marketable securities relative to EBIT before special items. 

26
20 20

27 26

21

95 93 92 93
98 97

14/1512/13 13/14 15/16 16/17 ÝTD 17/18(3)

2,977

2,489
2,786

4,023 4,079

2,604

FCF-to-Sales (%)

Cash Conversion(2)

FCF (DKKm)(1)

Comments



Upgraded organic growth guidance for FY 2017/18
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Tax rate

CAPEX (DKKm)

EBIT margin

Sales growth

Guidance 2017/18 Guidance 2017/18 (DKK)*

~8% from 7-8% 
(organic)

Unchanged at 31-32% 
(constant exchange rates)

Unchanged at ~6%

Unchanged at ~31%

~700

~23%

Key assumptions

Å Limited impact from patent expiry
Å Up to 1% negative price pressure of which up to DKK 100m from 

price reform in Greece
Å DKK guidance includes growth from Comfort Medical in Q1 and 

Lilial and IncoCarein Q2-Q4

Å Impact from Greece
Å Incremental investments of up to 2% of revenue
Å DKK 45m from reduction in DK production employees and GOP4
Å Includes Comfort Medical, Lilial and IncoCare

Å Factory expansion in Nyírbátor
Å New machines for new and existing products
Å Land acquired for new factory in Costa Rica

*DKK guidance is basedon spot rates as of August 2 2018
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Coloplast Capital Market Day 2018
18 September 2018 in Copenhagen ëSAVE THE DATE!

The purpose of the event is to provide institutional investors and financial analysts with the opportunity to get an update o n the business and insights into key 
strategic themes. Please contact dkasso@coloplast.comto register.

mailto:dkasso@Coloplast.com


Leading intimate healthcare
Introduction to Coloplast



Ostomy Care
40%

Continence 
Care
35%

Urology Care
11%Wound & Skin 

Care
14%

= ;)&)*&Ģ-.é-global market position

Group revenue 2016/17 by geography

Coloplast has four business areas all with global sales 
presence
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European 
markets

60%

Other 
developed 
markets

23%

Emerging 
markets

17%

#1

#4

#1

X

DKK
15.5bn

DKK 
15.5bn

#5

Group revenue 2016/17 by segment



Coloplast specializes in intimate healthcare needs
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People who have had their intestine redirected to an 
opening in the abdominal wall

People in need of bladder or bowel management

People with dysfunctional urinary and reproductive systems

Who are our typical users How do we help them?

SenSura®Mio
Ostomy bag

SpeediCath®
Flexible male 
urinary catheter

Titan®OTR
Penile implant

Biatain® Silicone
Foam wound dressing

Ostomy Care

Continence 
Care

Urology 
Care

Wound Care

People with difficult-to-heal wounds



Intimate healthcare is characterized by stable industry 
trends
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Drivers Limiters

Growing elderly 
population increases 
customer base for 
Coloplastproducts 

Expanding healthcare 
coverage for 
populations in emerging 
markets increases 
addressable market

Demographics1

2 Emerging markets

1

2

Surgical and 
medical trends

Healthcare reforms

Earlier detection and 
cure, eventually 
reduces addressable 
market for Coloplast
treatment products 

Economic restraints 
drive reimbursement 
reforms, introduction 
of tenders, and lower 
treatment cost 

Coloplast addressable market growth is 4-5%



Coloplast has strong market positions in Europe and great 
commercial potential outside Europe
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Ostomy Continence Urology Wound Care

Addressable
market

Size in DKK
Growth in %

Coloplast 
regional market 
shares

Coloplast total 
market share

Key 
competitors

Key drivers 
and limiters

16-17bn
4-5%

12-13bn
5-6%

11-12bn
3-5%

18-20bn
2-4%

40 - 50%
15 - 25%
35 - 45%

45 - 55%
20 - 30%
20 - 30%

10 - 20%
5 - 15%
5 - 10%

5 - 15%
0 - 10%

10 - 20%

35-40% ~40% ~15% 7-9%

ÅAgeing population
ÅIncreasing access to 

healthcare
ÅHealth care reforms
ÅRe-use of products outside 

Europe

ÅAgeing population
ÅIC penetration potential
ÅUp-selling
ÅHealth care reforms
ÅCommoditization

ÅAgeing, obesity
ÅUnderpenetration
ÅCost consciousness
ÅClinical requirements
ÅLess invasive/office 

procedures

ÅAgeing, obesity, diabetes
ÅNew technologies
ÅHealthcare reforms
ÅCompetition
ÅCommunity treatment

Europe
Developed
Emerging



;)&)*&Ģ-.é-LEAD20 strategy will drive revenue and 
earnings growth across 4 major themes
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Superior products & innovation

Unique user focused market approach

Strong leadership development

Unparalleled efficiency

1

3

4

2



Long-term guidance for the LEAD20 strategy period aimed 
at accelerating growth and long -term value creation
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7ë9%

Revenue growth
annual organic

>30%

EBIT margin
constant currencies



Growth acceleration to be driven through two key pillars 
and GOP4 will continue to drive unparalleled efficiency

Page 21

Understanding 
/- ,-é6&#0 -6

in full

Creating 
life-changing 
products and 

services

Supporting 
beyond 

expectations

Two pillars to drive growth

I. Accelerated organic investments

I. Invest up to 2% of topline p.a. in new 
incremental investment cases

II. Emerging markets, US, selected countries 
in Europe

II. Active pursuit of inorganic opportunities to 
strengthen our service offering towards 
consumers

Unparalleled efficiency

I. Global Operations Plan 4 to improve EBIT 
margin by 150bp with full effect from 2020/211

1) Based on EBIT FY2016/17



For 17/18 we are committing up to 2% of revenue in 
incremental commercial investments
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Understanding 
/- ,-é6&#0 -6

in full

Creating 
life-changing 
products and 

services

Supporting 
beyond 

expectations

ConsumerInnovation
R&D 3-4% of sales



EBIT margin development is a function of scalability, cost 
discipline, investments and M&A
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Incremental 
investments

Gross margin Leverage effect 
on fixed costs

EBIT margin 
2017/18 

(DKK guidance)

~31.0%

EBIT margin 
2019/20

Bolt-on M&A

Future drivers of EBIT margin

EBIT will be positively impacted by:

+ Leverage effect on fixed costs e.g. 
distribution, admin and R&D costs

+ Innovation Excellence ësavings of DKK 
80-100m with full effect in 18/19

+ Global Operations Plan 4 ësavings of 
150bps with full effect in 20/21

+ Utilisation of Business Centre in Poland

EBIT will be negatively impacted by:

÷ Investments in P/L (Commercial & R&D)

÷ Product mix in production

÷ Wage increases in Hungary

÷ Restructuring costs

÷ Additional bolt-on acquisitions 

Possible incremental 
investment of up to 2% 
of revenue per year

Natural leverage 
effect depending 
on growth level

Illustrative

>30%



Global Operation Plan 4 aims to support LEAD20 through 
continued unparalleled efficiency and financial discipline
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Å Deliver 150 basis points in EBIT margin improvements with full 
effect from 2020/21 1

Å Driven primarily by continued cost efficiency, procurement 
savings and reduction of production employees in 
Denmark by 200 by end 2018/19

Å Next new volume factories will be located in Costa Rica

Å GOP4 will require expansion of the organisation in Hungary and 
building an organisation in Costa Rica

Å GOP4 will further strengthen ramp-up capabilities in low-cost 
countries and consolidate pilot production in Mørdrup, Denmark

Å Aim to close factory in Thisted, Denmark by the end of 
2018/19 

Å GOP4 will require restructuring costs of DKK ~50m split 
over 2017/18 and 2018/19

Å Before 2020/21 the savings that are realised can be reinvested 
and are therefore included in the long-term minimum 30% fixed 
currency EBIT margin guidance

GOP4 Highlights

1) Based on EBIT FY2016/17



We have launched innovative products across business 
areas and invested heavily in Consumer activities
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Continence Care Ostomy Care

Wound Care Urology Care

Consumer 
focus

Consumer  Care



We have initiated a very ambitious Clinical Performance 
Program to tackle the biggest issues users face

Page 26

What really matters to people using catheters? What really matters to people living with a stoma?

93
worry about leakage2

%

30
of users experience skin irritation at least 
weekly3

%2 . 7
UTIs per user on average every year1

45
of users describe UTIs are their 
greatest challenge in life1

%*

Ù6G )*& 6Ģ(-1 ,#(ģ6è().67 #(ģ6Ģ7& 6.)61Ģ&%U6ffãéR6
è().67 6Ģ7& 6.)6.,Ģ0 &U6mã6è

1) Source: Coloplast IC user survey, January 2016 (n=2,942), (Data-on-file) VV-0122794 2) Source: Ostomy Life Study 2016, ECET Coloplast Pre-Event (n=4,235), (Data-on-file) VV-0191619
3) Source: OC Usage Pattern Study 2015, (Data-on-file) VV-0147638


