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Today’s speakers

Peter A. Ruzicka
President & CEO Orkla ASA

» Joined Orkla in 2014

» 25 years of experience from the retalil
sector

+ MBA and degree in Business
Economics
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4

Stig E. Nilssen
EVP & CEO Orkla Home & Personal

» CEO of Axellus (now Orkla Health)
since 2006

» Extensive experience from home and
personal care and consumer health

* Major in Finance and International
Marketing

Johan Clarin
EVP Operations and COO Orkla Foods

* Based in China for 7 years before
joining Orkla in 2013

» Background from Sony Mobile
Communications, most recently as
head of manufacturing and logistics

» MSc Business Administration

» Joined Lilleborg in 1983
* Previously held leading positions in

* Degree in Economics and business

Pal Eikeland
EVP & CEO Orkla Food Ingredients

corporate purchasing and as director
of Lilleborg Profesjonell

administration

Ann-Beth Freuchen
EVP & CEO Orkla Confectionery &
Snacks

* Previously held position as CEO
Orkla Confectionery & Snacks Norge

» Background as CEO of KiMs Norge,
sales and marketing in Nidar and
Lilleborg since 1996

* Master of Economics

Atle Vidar Nagel-Johansen
EVP & CEO Orkla Foods

» Joined Orkla in 1993

» Previous positions as CEO, marketing
director and finance director in several
Orkla Foods companies

» Degree in Business & Economics,
certified financial analyst
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Delivering on our strategy and increasing performance

Keep the strategy on track

Deliver organic growth at least in line
with market growth

Target annual adj. EBIT growth of 6-9%! in BCG

Maintain a stable dividend of at least NOK 2.50 per share

lincluding add-ons, excluding currency effects and large acquisitions and divestments i Orkla



Growing the leading Nordic branded consumer goods company

Increase presence
In existing markets

Strengthen
Enter new position in new
categories channels

Exit non-core
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Improving operational efficiency is a key priority

One Orkla

Focused top line initiatives Cost reductions

and efficient operations

* Fewer, bigger innovations » Centralised supply chain

 Innovations launched across « Company mergers

countries and business areas .
* Increased sales force effectiveness
» Stronger customer relationships . . .
J P * Rieber cost synergies higher than

planned
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Top line and cost initiatives showing results

ILLUSTRATIVE

YTD at end Q2 2015

Organic sales growth:

2.3%
/ BCG EBIT (adj.) margin

U 4 .
\/ increase from

10.4% to 10.9%

BCG EBIT (adj.) growth:

2009 2010 2011 2012 2013 Q1 Q2 Q3 Q4 Q1 Q2 10.9%
2014 2015
— Organic sales growth! =—— Underlying fixed costs?

9 10rganic sales growth adjusted for Easter effects in the quarterly figures. 2Underlying fixed costs are growth in SG&A and ‘ /o Kl
fixed production / inventory costs, adjusted for M&A and currency translation effects. rkia



Outperforming OSEBX since Investor Day 2013

EBIT (adj.) growth of 16 % last two years

Orkla share price performance
- indexed against OSEBX

NOK million

3500
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10 Source: Oslo Stock Exchange
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Delivering value through One Orkla

One Orkla

Creating value as the
leading Nordic branded
consumer goods company

New strategy Implementing strategy
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Increasing efficiency and lowering costs

Continuous improvement
One integrated supply chain throughout the value chain

| & & &1

Q3-14 Q4-14 Q1-15 Q2-15

® BCG production sites R12M fixed costs! in % of revenues

A
12 1Fixed costs include both SG&A and fixed production / inventory costs @rkld



Extracting synergies while maintaining our local insight

Market
proximity
and product
tailoring

13
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Optimised
Utilising market
proximity

Extracting synergies
across categories and
markets

Orkla

Multinational

Nestle
JMondelez, (s

>

Synergies
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Broad portfolio of local brands occupying #1 and #2 positions
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http://www.felix.ee/
http://www.felix.ee/

Superior insight into local consumer preferences

Utilise technologies and successful
Build on strong, local brands innovations across markets

Detergents iIN
78%  mimm

Orkla market share
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15 Source: Nielsen, R12M as of week 32 2015 OI'|(|CI



Build closer customer relationships

ILLUSTRATIVE

B Local focus
B Global focus
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16 1Estimated Nordic revenues based on 2014 figures. Orkla Branded Consumer Goods incl. Cederroth ‘/Orqu



Sustainability Is a core part of our strategic thinking

V

@)

Nutrition & health: Food safety: Responsible sourcing:

Environment;

Develop
sustainable
supply chains

Minimise our
environmental
footprint

Ensure safe food
throughout the
supply chain

Contribute to a
healthy lifestyle
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Building on our strong market presence

Orkla



Status of targets from Investor Day 2013

2016 Target

Expected delivery

EEr%nl;(ai?]J-) Erom Inv. Dilutiorl adjusted for dilution
g Day in 2013 effects effects
Orkla Foods 15.0% ~1 pp. 2017
Orkla Confectionery 0 -
Home & Personal
Orkla 0
2016
Food Ingredients? > 1%

1Diluted due to:

Orkla International reorganised in Orkla Foods
Acquisition of NP Foods in Orkla Confectionery & Snacks
Acquisition of Cederroth and new Unilever agreement in Orkla Home & Personal

19 2Target for Orkla Food Ingredients was not presented at the Investor Day 2013

Orkla



Updated financial targets 2016 — 2018

Deliver organic growth at least in line
with market growth

Target annual adj. EBIT growth of 6-9%?! in BCG

<

rkla
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20 lncluding add-ons, excluding currency effects and large acquisitions and divestments



Optimising value in Orkla Investments
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Solid bottom line growth in Sapa and Jotun

Operating profit - rolling 12 months Underlying EBIT - rolling 12 months
NOK million NOK million
2000 - r 1200
- 1000
1500 A L 800
- 600
1000 - - 400
m
B 0
0 . L 200
2005 2006 2007 2008 2009 2010 2011 2012 2013 20142015! 4Q 1Q 2Q 3Q 4Q 1Q 2Q

2013 2014 2014 2014 2014 2015 2015
!EEiiIiEEII 'iiEIl .
©

22 RTM as of April 2015. Jotun figures 2005-2010 have been restated after adoption of IFRS in 2011. ‘/Orqu




Maintaining balanced capital allocation

Stable dividend of at least NOK 2.50 per share

Sustaining an investment grade company

 NIBD/EBITDA <2.5-3.0

Clear strategy for allocation of excess capital

* First priority is reallocating to Branded Consumer Goods for acquisitions,
otherwise extraordinary dividend or share buy-backs will be considered

23 "Orkla



Delivering on our strategy and increasing performance

Keep the strategy on track

Deliver organic growth at least in line
with market growth

Target annual adj. EBIT growth of 6-9%! in BCG

Maintain a stable dividend of at least NOK 2.50 per share

lincluding add-ons, excluding currency effects and large acquisitions and divestments i Orkla
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Closing remarks and Q&A

Peter A. Ruzicka, President & CEO







Driving value creation through One Orkla

— Integrated supply chain increases cost cutting potential
— Ongoing review of manufacturing and warehousing structure

— Strong turnaround in Orkla Confectionery & Snacks Norway
— Potential in other markets

CEDERROTH - Acquisitions give access to new channels, categories and markets

Jordan+  — Sjgnificant synergy potential
ll ll — Moving Orkla Food Ingredients from a Nordic to a European player

pasElA  — [nnovations based on Orkla’s proximity to the market, retailer and
| consumer

— Faster growth by collaboration within the group and with our customers

A
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Delivering on our strategy and increasing performance

% Keep the strategy on track

Deliver organic growth at least in line
with market growth

Target annual adj. EBIT growth of 6-9%! in BCG

Maintain a stable dividend of at least NOK 2.50 per share

lincluding add-ons, excluding currency effects and large acquisitions and divestments i Orkla



Contact us

115

Mattias Orrenius
SVP Investor Relations

Tel.: +47 983 66 334
Email: mattias.orrenius@orkla.no

Elise Andersen Heidenreich
Senior Communications & IR Advisor

Tel.: +47 951 41 147
Email: elise.andersen.heidenreich@orkla.no

Jens Bjgrn Staff
Executive Vice President and Chief Financial Officer (CFO)

Tel.: + 47 22 54 40 00
Email: jens.staff@orkla.no
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Disclaimer — important information

We have prepared this document solely for information purposes. You should not
rely upon it or use it to form the definitive basis for any decision, contract,
commitment or action whatsoever, with respect to any proposed transaction or
otherwise.

Neither we nor any of our respective officers, employees or agents, make any
representation or warranty, express or implied, in relation to the accuracy or
completeness of the information contained in this document or any oral information
provided in connection therewith, or any data it generates and accept no
responsibility, obligation or liability (whether direct or indirect, in contract, tort or
otherwise) in relation to any of such information. We and our affiliates and advisors
and our and their respective officers, employees and agents expressly disclaim
any and all liability which may be based on this document and any errors therein
or omissions therefrom.

This document and the information contained herein do not constitute an offer to
sell or the solicitation of an offer to buy any security, commodity or instrument or
related derivative.
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