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Existing business portfolio and
Orkla’s growth story

e Strategic direction
 Orkla Brands

e Growth through allocating capital within
branded goods

* Financial capability and dividend

{E¥ ORKLA



Existing business portfolio

@ ORKLA sapa: Share Portfolio

NOK 7.4 billion as of Q3-11
Brands Q

Hydro Power

The leading Nordic World leader in the 2.5 TWh

FMCG company aluminium solutions Borregaard

— 80% of revenues from industry Leading specialised chemical company
- Revenues: NOK 3.8 billion

leading brands

ZJOTUN ., o,

Revenues  NOK 23.6 billion Revenues NOK 27.7 billion Fastest growing paint company
Revenues: NOK 12 billion

EBITA NOK 3.0 billion EBITA NOK 0.7 billion

REC 5070

Renewable Energy Corporation
Leading solar company
Revenues: NOK 13.8 billion

All figures except Share Portfolio as of 31 Dec 2010

Developing people — creating value @ 0 R K L A
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Orkla’s growth story
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60 + == Sales Industry division
Elkem
50 t Silicon
sold
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30 t i Carlsberg
Breweries Hydropower
sold assets sold
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%Borregaard
" More than 200 M&A transactions
over the last 10 years
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Branded goods share of revenues
significantly decreased since 2004

1986-2003: A strong S
branded goods-oriented

profile 100%

* Orkla/Borregaard merger 2gi w—\\

* Orkla/Nora merger 0%

* Procordia acquisitions 60% \\

* Orkla Breweries 50% Y

» Orkla Media 0% ~—""

30%
20%

2004-2010: Less focus on 1%
branded goods o
e Sale of stake in Carlsberg Breweries

e Sale of Orkla Media
e Acquisitions of Elkem, REC and Sapa

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Developing people — creating value @ O R K L A



Orkla has created substantial value
- 4%0-points better than OSEBX in 2011

10.1% 10.1%

B The Orkla Share
B oslo Stock Exchange (OSEBX)

- (0)
3.19% 2.7%
15 yrs 10 yrs 5 yrs
(from 31.12.96) (from 31.12.01) (from 31.12.06)

* Based on share price year-end 2011, dividend reinvested

- Developing people — creating value @ O R K LA



Strategic direction

Developing people — creating value @ 0 R K L A
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* Orkla will grow by allocating capital within branded goods

e Orkla will divest its Share Portfolio, Borregaard
and holding in REC

* Focus on operational improvements for Sapa
— then within 2-3 years find a structural solution

* Hydro Power assets defined as financial assets




Divestments of financial and
Industrial assets

{£} ORKLA REC

Share Portfolio

Borregaard sdpa:

- Developing people — creating value @ 0 R K L A
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Apparent Aluminium Extrusion Consumption (ktonnes)

e Sapa’s financial goals remain firm 3500 - ,
* EBITA-margin: 6% i
« Capital turnover rate: 3 30001 4.7 Europe
CAGR 1985-
* ROCE: 18% 2500 | 05 = 3.9%

e Satisfactory performance by 2,000 4 )
Profiles North America, weak LT A e
margins in Europe 15001 North America

CAGR 1985-05
1000 =2.7%

e Strengthening restructuring ’
programmes 500 4

® ExtrUSion Consumption Sti” We“ (o o e e e e L sy L B e L L B B
below mid-cycle levels 1985 1990 1995 2000 2005 2010 2015F 2020

= North = Europe

e Aim to find an industrial buyer or America

a possib|e I1IPO within 2-3 years Source: European Aluminium Association, Aluminum

Association, and Sapa Analysis

Developing people — creating value @ 0 R K L A




Orkla Brands

-The strongest Brand Builder in the Nordic markets

Developing people — creating value @ 0 R K LA



Orkla Brands’ competitive
advantages

e Strong consumer loyalty to our local brands

* We always operate in home markets (Multi-
Local Model)

* Attract and develop the best leaders through
broad value chain exposure and career

e Complete local value chains

e Superior local consumer insight as a base for
stronger innovation track record

e Strong position in trade

* Attractive buyer of locally based businesses

7
Developing people — creating value O R K L A




Orkla Brands has proven track record in
building strong market positions ...

HijEE BN B T—
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Q,RM/O/ Detergents 1 O O O
Lano personal care 1 O O O
Biscuits 1 1 o 2
s Confectionery 1 O O o
Mo Dietary Supplements 1 2 1 1
CRweeart”  Textiles 1 2 O @)
“ Snacks 2 1 1 1
Frozen pizza 1 1 @) 1
Ketchup 1 1 2 1
m Dressings 1 1 O 2
@ Preserved vegetables 1 1 1 1
Jam/Marmalade 1 1 1 @)
Caviar (cod roe spread) 2 1 2 1

@ Present in market

O Not present in market

Developing people — creating value @ 0 R K LA



...and increasing shareholder value

20 -
ROCE (%0)
15 _/\___ \/
10 4 WACC
10%
5 i — ORKLA BRANDS
0 1 1 1 1 1 1 1
2003 2004 2005 2006 2007 2008 2009 2010

Developing people — creating value @ O R K L A



25 years of 8% revenue growth

Turnover, NOK million

CAGR
1986-2010

»

25000
Pekar
. MTR
Chips Peterhof
Panda Sonneveld
Collett ” y Kalev
20000 Diadbo I’IIpQ Q_\IIQ
Dansk Droge
Bakehuset
VOLVO Superfish .
15000 AGREEMENT OF Romania Turnover:
Guseppe + 8%
Procordia
Abba Seafood
10000 NORA Felix Abba
ACQUISITION Beauvais
Felix Austria
Goteborgs Kex
Nora
KiMs
Nidar
2000 Bakers
Odense
BORREGAARD
ACQUISITION
0 | | \ I \ \ | 1 | | \ \ | | \ I ‘ | | \ |
O A P O O N DV D> L AN PO LD I A & © 0
FFFFI PP P TIS ST S ST

CAGR: Compound Annual Growth Rate

Developing people — creating value
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* Orkla Brands Nordic and Orkla Foods Nordic

Developing people — creating value @ 0 R K LA



Majority of turnover iIs derived through
B2C in the Nordics

Share of turnover 2010

Other

6%
Asia

Russigcé
CEE Key figures (NOK million) 2010
12 %
Fin"‘;"d Turnover 23 627
8%
Denmark EBITA 2 967
11%

Sweden Man-years 13918
23%

Nordic = 80%
Developing people — creating value @ O R K LA



80%0 of turnover from leading market positions

Orkla Brands

Food

Brands Nordic Brands International .
Ingredients

% O

Foods Nordic

i S
Lano /
_ DEINE e
D o e i (UK
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Developing people — creating value @ O R K L A



Leading local brands in Norway

Market shares

Stabburet Dr. Oetker

Source: ACNielsen

Developing people — creating value



Leading local brands in Sweden

Market shares

Procordia

Source: ACNielsen

Developing people — creating value




Leading local brands in Denmark & Estonia

Market shares

KiMs Frito-Lay

PEANUTS

Denmark

.., ]
s s m g

Kalev

Estonia

Source: ACNielsen

Developing people — creating value @ 0 R K LA



Private Label sha elatively moderate
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12 month PL share (value) in relevant categories

13.6 % 13.5% 13.4%
2009 2010 2011*
19.6 % 19.9% 19.9%

n
_

2009 2010 2011*

20.1% 19.3% 19.5%

2009 2010 2011*

=: Developing people — creating value @ O R K L A




Growth through allocating capital
within branded goods

Developing people — creating value




INncreasing structural growth
opportunities

* Focus at companies within existing categories and

geographies
e This is where we will find the most synergies in combination with our
existing operations

 An increasing number of potential targets identified within
relevant categories and geographies

Developing people — creating value @ O R K LA



Clear growth opportunities
IN branded goods

Russia &
Eastern
NORDICS + BALTICS Western Europe Europe Asia
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I Same categories in Same categories outside
I the Nordic countries Nordic countries
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New categories in Nordic
countries and global niches

- Growth opportunities (revenue)
Developing people — creating value @ 0 R K L A
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e Competitive edge and leading market positions in clearly

defined product categories and relevant markets

e Customer insight, sustainably uniqgue and differentiated market
offerings — as a base for customer loyalty and preference

e Synergy potential

 Scalability and opportunities to replicate for future organic
and structural growth

e Stable cash flow through the cycle

e EXpected return above WACC of 10% (before tax)

Developing people — creating value @ O R K LA



Financial flexibility supports
group strategy

Developing people — creating value @ O R K L A



Strong financial flexibility and
expansion capacity

Flexibility from re-
allocation of assets

Current debt capacity

NOK 20 — 25 billion

e Unused credit lines NOK 13
billion

* Bilateral bank relations — no
loan syndicates

No financial covenants

Developing people — creating value

NOK billion Debt/Equity
60 — 1.40
54 +
+ 1.20
48 +
+ 1.
42 + 00
36 + 0.80
30 +
4+ 0.60
24 +
18 & + 0.40
127 + 0.20
6 .
O -
2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 Q3-
-6 - 11 L -0.20

 Equity
mmm Net interest-bearing liabilities

ORKLA



Dividend policy

0.80+5.00 Dividend NOK per share

 Dividend strategy focuses on
predictability and stability with steady 5.00

year-on-year dividend increase Bl Special dividend
I ordinary dividend

* Most likely look for a payout ratio when
Orkla has become a brands company

5.00
* Share buy-backs aim at supplementing
dividend
0.9+1.0
- .. . |II 1.50
* Special dividend based on capital 1.00

StI’UCtU re 0.60 0.65 0.68

0.19 0.23 027 03

93 94 95 96 97 98 99 00 01 02 03 04 05 O6 O7 08 09 10 11

Developing people — creating value @ O R K LA



* Orkla will grow by allocating capital within branded goods

e Orkla will divest its Share Portfolio, Borregaard
and holding in REC

* Focus on operational improvements for Sapa
— then within 2-3 years find a structural solution

* Hydro Power assets defined as financial assets
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