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More than just ingredients
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A
Orqu _ Production, sale and distribution of ingredients and
Food Ingredients products to the European bakery market
Founded in  Artisan bakeries
1999 Fusiernes | Industry and semi industry

* Retalil

45 companies in 22

countries

» Products and ingredients for the
bakery and confectionery industry

* Own production and third-party
sourcing

Categories

Net sales of NOK

65 « Market leader in the Nordics
billion in 2014 European « Growing positions in Europe

market focus
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Artisan bakeries and industry are our main customer segments

06  Share of revenue

Artisan bakeries Industry In store bakeries
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Our bakery products

BREAD MIX MARGARINE/OIL

COMMODITIES YEAST

SOURDOUGH
“orkla -

Foods Romania
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Our confectionery products

CAKE MIXES MARGARINE/OIL

=

FROZEN CAKES

=
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R K. @ FILLINGS & CREAM MARZIPéN
Dragsbak -
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Our ice cream products
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DECORATIONS AND
INCLUSIONS

kil

TOPPINGS

DECORATIONS AND
ACCESSORIES

TOPPINGS

WAFFLES

TOPPINGS AND
ACCESSORIES
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http://www.caterlink.co.uk/mainsite
http://www.caterlink.co.uk/mainsite
http://www.nicice.com/products/waffles--cones__801
http://www.nicice.com/products/waffles--cones__801
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We have moved from a Nordic focus to European position...

1999
4 countries

Net sales (NOK million)

2003
10 countries

2014
22 countries
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1999 2000 2001 2002 2003 2004 2005 2006 2007

5392 5435
3670 3966

2008 2009 2010 2011 2012 2013 2014



.. and delivered strong growth through a mix of acquisitions
and organic growth

Net sales, NOK million —
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http://www.bako.no/
http://www.bako.no/

Our competitive advantage —the game is played locally, but
won as ateam

Sales and distribution Category production
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Flow of products

» Offering knowledge and » Close to the customer through
concepts, not just products our No 1 S&D companies

» Access to own product « Scale in our production units
expertise and development
resources

Attract the best leaders

Create strong local leadership teams and winning culture
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A system of 45 companies in 22 countries

Category companies

Develop and produce
world class

product assortment
Sales and distribution
companies

Develop world
class sales
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Independent companies with a
strong culture and proud heritage
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Creating value through independent companies, synergies
and structural growth

10-20%
e Structural
growth - Strengthen the Orkla Food
Ingredients network through
‘ 'é; acquisitions
20% . J
9 Synergy « Flow of products; leveraging on the European
exploration wide S&D companies

* Flow of knowledge

60-70% ﬁ Yy,

Independent
companies » Single companies who develop their businesses
| | independentl
pendenty
% $88 = lllustrative value
Dragsbk y, creation potential
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Strong financial performance since 2012

Operating Revenues
(MNOK) EBIT (adj.) (MNOK) EBIT (adj.) margin (%)

G25%)
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Winning with customers locally and internationally
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http://www.agrofert.cz/
http://www.agrofert.cz/
http://www.lalorraine.be/
http://www.lalorraine.be/
http://www.bakefive.nl/
http://www.bakefive.nl/
http://www.mynewsdesk.com/se/pressroom/pagen_ab
http://www.mynewsdesk.com/se/pressroom/pagen_ab
http://www.vaasan.com/
http://www.vaasan.com/
http://www.aryzta.com/
http://www.aryzta.com/



