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85% of revenues from the Nordics, unmatched positions in 

many categories
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Sales split by geography Sales split by category

39%

India

Baltics

31%

3%

Czech Republic

Finland

4%

5%

6%

Denmark

Austria

9%
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3%

Norway

26%

Meals: Ready, 

dry, canned, 

components
Other

13%

5%

Desserts/snacks

Sauces
13%

Pizza

10%

10%

Jam

7%
8%

Bread topping

8% Seafood

Vegetables & potato



Our value creation model is built on local brands, local insights 

and scale advantages
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Local 

insight

• Superior local consumer understanding

• Superior trade and category understanding

Local 

brands

Scale 

advantages

• National cost advantages and competitive strength in sales and 

advertising

• Attracting the best people

• Extraction of synergies across BAs and markets



Structural initiatives 2013 - 2015
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Acquisitions Structural changes

• National food companies 

established in all markets

• Orkla Foods International’s 

businesses in Austria, Czech 

Republic and India 

incorporated in Orkla Foods

• Divestment of Orkla Brands 

Russia (RUS) and Delecta

(PL)



Successful integration and synergy effects from Rieber & Søn

~NOK 350 million realized in gross synergies
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Re-established organic growth and recovering margins 

since acquisition of Rieber & Søn
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1.6%

2012

-1.2%

2013

-4.6%

2014 RTM 

H1 

2015

3.1%3.2%

2011

11.9%

RTM 

H1 

2015

12.3% 12.4%

201420132012

13.2%

2011

13.5%

Organic sales growth1 EBIT (adj.) margin2

Dilution effect of 1.5 – 2.0 percentage points 

from acquisition of Rieber & Søn

1Adjusted for currency effects and acquired & divested companies
2Divested business excluded for all years, i.e. Orkla Brands Russia, Bakers, Delecta



INDULGENCE

LOCALNESS
SOCIAL 

RESPONSIBILITY

HEALTHY LIVING CONVENIENCE

We pay close attention to local and global consumer trends
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In Norway palm oil has been a key consumer concern

Heavy focus in media 

on products 

containing palm oil 

and the need for 

transparency

HEALTHY LIVING
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Orkla was an early responder to consumer demand

for elimination of palm oil

Our brand Nugatti

was highlighted as a 

product containing 

the “dangerous fat”

In less than a year we 

could present to the 

consumer a product 

free from palm oil

HEALTHY LIVING

HEALTHY LIVING
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Meeting the growing vegetarian trend by acquiring Anamma

Orkla Foods has acquired Anamma

“Real men eat salad”

HEALTHY LIVING
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http://anamma.eu/sv/index.php
http://anamma.eu/sv/index.php


Strong preference for local brands and products

LOCALNESS
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Promoting local production and local ingredients

LOCALNESS
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Meeting customers’ need for exclusive products
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GÅRDLYKKE – controlled

brand in Coop Denmark

A range of dry food 

products launched under 

Beauvais Brand – only in 

Coop Denmark

Mrs. Cheng only 

in Dansk 

Supermarket



Key priorities for growth

”Core”

Product

development

New growth

”Adjacent”

• Grow the core
Stronger growth programs for 
our prioritized categories, 
brands & SKUs driving 
category growth and gaining 
market share

• New Growth
Initiate and launch successful 
concepts/ products outside or 
close to current categories 

• Further drive cross-country 
launches

1

2

3
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Innovation is a driver of growth in the pizza category
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GROW THE CORE

20152014

3.9%

Frozen pizza growth in sales value1

Source: Nielsen per week 33 2015, 1R12M per August

Sum new launches in period

Category ex new launches



Orkla Foods has a strong innovation programme for 2015
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GROW THE CORE



6.3 % category growth – 19.9% growth for Felix Maku

“There are no such things as mature categories”

Local products, active campaigning and packaging 

innovations generate profitable growth in Finland

BRANDING FINNISH 

ORIGIN

NEW PACAKGING IN STORE 

ACTIVATION

GROW THE CORE
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Continue to realize growth from the health trend in new 

categories

2010 2011 2012 2013 2014 R12M
April
2015

Target
2015

2016 2017 2018

NEW GROWTH

105 Source: company data



Continue to realize growth from the health trend in new

categories

NEW GROWTH
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Introducing Pauluns Super porridge



Pastella Vegetable Pasta made from 40% vegetables
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33%

30%

YTD July 2014

31%

25%

YTD Jul 15

100
+14%

44%

37%

Private Label -5%

Pastella +36%

Other +8%

NEW GROWTH
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Driving category growth and winning market shares

Source: Nielsen week 32 2015



Pastella Vegetable Pasta being launched in several markets

CROSS COUNTRY
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The primary Nordic go-to-market partner for PepsiCo
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… in the Nordic marketsA portfolio of attractive brands…

4

NEW GROWTH



Growing with local consumers and customers

1. Resuming EBIT growth and improved margin following the years of 

Rieber integration

2. Keeping ahead of competition through our proximity to the market, 

customers and consumers 

3. The winning formula for growth

• Growing the core product range 

• Launching new concepts

• Driving cross-country launches 
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