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85% of revenues from the Nordics, unmatched positions in

many categories

Sales split by geography

Austria India
Czech Republic
Baltics

Finland
Norway

Denmark B4

Sweden

Sales split by category

Meals: Ready,
dry, canned,
components

Other

Pizza

Jam
Sauces

Desserts/snacks

Seafood

Bread topping Vegetables & potato
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Our value creation model is built on local brands, local insights
and scale advantages

Local

brands Abba

* Superior local consumer understanding
insight * Superior trade and category understanding

Local

* National cost advantages and competitive strength in sales and
Scale advertising

NGO  * Attracting the best people
* Extraction of synergies across BAs and markets

90 “Orkla
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Structural initiatives 2013 - 2015

SBR Sgy,

Rlebgr K@&

( anamma‘y"

Structural changes

Organic food

* 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)

O\/
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Successful integration and synergy effects from Rieber & Sgn

Il Run rate
— Accumulated gross P/L effect

350 -

300 - Transaction
completed

250 A May-13

200 +

150 A

NOK million

100

50 A

2012 2013 2014 2015 2016

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

since acquisition of Rieber & Sgn

Organic sales growth?

3.2% 3.1%
1.6%
-1.2%
-4.6%
2011 2012 2013 2014 RTM
H1
2015

1Adjusted for currency effects and acquired & divested companies

EBIT (adj.) margin?

13.5%
13.2%

12.3% 12.4%
11.9%

)
)
)
)

2011 2012 2013 2014 RTM
H1
2015

Dilution effect of 1.5 — 2.0 percentage points
from acquisition of Rieber & Sgn

A
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We pay close attention to local and global consumer trends

HEALTHY LIVING CONVENIENCE INDULGENCE
P o
(',' = ¥ ) )5
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In Norway palm oil has been a key consumer concern

WA 28, ovewes 201 | VTE]
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Heavy focus in media
on products
containing palm oil
and the need for
transparency



Orkla was an early responder to consumer demand
for elimination of palm oil

HEALTHY LIVING

HEALTHY LIVING In less than a year we

I could present to the
consumer a product
free from palm oil

Our brand Nugatti
was highlighted as a
product containing
the “dangerous fat”
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Meeting the growing vegetarian trend by acquiring Anamma

HEALTHY LIVING

“Real men eat salad”

Orkla Foods has acquired Anamma

andinima

RIKTIGA MAN ATER SALLAD

Mat som fir dig art mi braoch leva lingre.



http://anamma.eu/sv/index.php
http://anamma.eu/sv/index.php
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Strong preference for local brands and products

LOCALNESS

TEHTY SUOMESSA
® Jj MADE IN FINLAND

DL IN
ﬁ%é'nm IA

<
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Promoting local production and local ingredients

LOCALNESS

-

o

{GRANDIOSA

)
o
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Meeting customers’ need for exclusive products

GARDLYKKE - controlled

/ A
’j<-(1ut>n=’3 OTT.{ l-f Ay

brand in Coop Denmark

BEARNAISE

’l‘.’l_"\‘l%('.:'\‘“ / SAUCE
SAL) . A

Mrs. Cheng only

in Dansk
Supermarket

T . l gewa«::;
GARDLYKKE |

TANDOORI
CHICKEN
Skinkesalat fra Havnop
Rort med bagereget skinke og purleg

(jeauvagy
_ o A% L s V-
GARDLYKne

JEﬁgamLM fra. Havnap

Rort med ramslog

watstrer
175 § opbseatg:Ph i (2-8°C) HokDames et donng: 5 0%

A range of dry food

products launched under
Beauvais Brand —only in
Coop Denmark

_DANSKE RODBEDER H

——
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Key priorities for growth

101

WHERE TO PLAY

NEW MARKETS

EXISTING MARKETS

%

New growth
"Adjacent”

”’Core”
Product
development

EXISTING OFFERS

HOW TO WIN

>
NEW OFFERS

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

“Orkla



GROW THE CORE

Innovation is a driver of growth in the pizza category

Frozen pizza growth in sales value?

2014 2015

B Sum new launches in period
Category ex new launches

102 Source: Nielsen per week 33 2015, 'R12M per August YOrqu



GROW THE CORE

Orkla Foods has a strong innovation programme for 2015

GRANDIOSA

HEATBALLS,

RIZO, BAGON

B SUNDRIED [
TONATOES [y
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GROW THE CORE
Local products, active campaigning and packaging

Innovations generate profitable growth in Finland

BRANDING FINNISH NEW PACAKGING IN STORE
ORIGIN ACTIVATION

o ELX
HYVAA SUOMEN

Nyt on pantu kesa talteen - NAll'l'i!

6.3 % category growth — 19.9% growth for Felix Maku
“There are no such things as mature categories”

rkla

O\»
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NEW GROWTH
Continue to realize growth from the health trend in new

categories
e /| |

o\

O
Y
. g‘ O\N\‘S\
O
S\©

=200

2010 2011 2012 2013 2014 R12MTarget 2016 2017 2018
April 2015
2015

A
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NEW GROWTH
Continue to realize growth from the health trend in new

categories

Introducing Pauluns Super porridge

Dol Bodiins

BLABAR, HALION & VANILJ ENDAST APPLE, INGON & KANEL

med chiafrén o med chiafrén

INGET Ve B, SR

THLSATT & 5 '-_,—\ h' bz . “LLSATT -:;(‘ i R

POCKER o Sy w e SOCKER ™% '
BN A L | 4

A
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NEW GROWTH

Pastella Vegetable Pasta made from 40% vegetables

Driving category growth and winning market shares 00

YTD July 2014 YTD Jul 15

- Pastella +36%
|:| Private Label -5%

A
107 Source: Nielsen week 32 2015 - Other +8% @I’kk]



CROSS COUNTRY

Pastella Vegetable Pasta being launched in several markets

\- —
. SAGER fRA
PASTELLA
/) ‘l - ‘!
Bmrteny), ”[617/40 /_.
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FORKLADDA SOM PASTA yFET?SH yFERSH yFEhSH
GrgnnsaksPasta GrgnnsaksPasta GrannsaksPasta
(W W

‘;f by BLOMKEL e x B.ngﬁ'
z@. tﬁg e AT
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NEW GROWTH

The primary Nordic go-to-market partner for PepsiCo

A portfolio of attractive brands... ... in the Nordic markets

109 "Orkla



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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