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Å¢Ƙƛǎ ǇǊŜǎŜƴǘŀǘƛƻƴ Ƙŀǎ ōŜŜƴ ǇǊŜǇŀǊŜŘ ōȅ 5ǳƴƛ !. όǘƘŜ ά/ƻƳǇŀƴȅέύ ǎƻƭŜƭȅ ŦƻǊ ǳǎŜ ŀǘ ǘƘƛǎ ƛƴǾŜǎǘƻǊ ǇǊŜǎŜƴǘŀǘƛƻƴ 
and is furnished to you solely for your information and may not be reproduced or redistributed, in whole or in 
part, to any other person. By attending the meeting where this presentation is made, or by reading the 
presentation slides, you agree to be bound by the following limitations. 

ÅThis presentation is not for presentation or transmission into the United States or to any U.S. person, as that 
term is defined under Regulation S promulgated under the Securities Act of 1933, as amended.

ÅThis presentation contains various forward-ƭƻƻƪƛƴƎ ǎǘŀǘŜƳŜƴǘǎ ǘƘŀǘ ǊŜŦƭŜŎǘ ƳŀƴŀƎŜƳŜƴǘΩǎ ŎǳǊǊŜƴǘ ǾƛŜǿǎ ǿƛǘƘ 
ǊŜǎǇŜŎǘ ǘƻ ŦǳǘǳǊŜ ŜǾŜƴǘǎ ŀƴŘ ŦƛƴŀƴŎƛŀƭ ŀƴŘ ƻǇŜǊŀǘƛƻƴŀƭ ǇŜǊŦƻǊƳŀƴŎŜΦ ¢ƘŜ ǿƻǊŘǎ άōŜƭƛŜǾŜΣέ άŜȄǇŜŎǘΣέ 
άŀƴǘƛŎƛǇŀǘŜΣέ άƛƴǘŜƴŘΣέ άƳŀȅΣέ άǇƭŀƴΣέ άŜǎǘƛƳŀǘŜΣέ άǎƘƻǳƭŘΣέ άŎƻǳƭŘΣέ άŀƛƳΣέ άǘŀǊƎŜǘΣέ άƳƛƎƘǘΣέ ƻǊΣ ƛƴ ŜŀŎƘ ŎŀǎŜΣ 
their negative, or similar expressions identify certain of these forward-looking statements. Others can be 
identified from the context in which the statements are made. These forward-looking statements involve 
ƪƴƻǿƴ ŀƴŘ ǳƴƪƴƻǿƴ ǊƛǎƪǎΣ ǳƴŎŜǊǘŀƛƴǘƛŜǎ ŀƴŘ ƻǘƘŜǊ ŦŀŎǘƻǊǎΣ ǿƘƛŎƘ ŀǊŜ ƛƴ ǎƻƳŜ ŎŀǎŜǎ ōŜȅƻƴŘ ǘƘŜ /ƻƳǇŀƴȅΩǎ 
control and may cause actual results or performance to differ materially from those expressed or implied from 
such forward-ƭƻƻƪƛƴƎ ǎǘŀǘŜƳŜƴǘǎΦ ¢ƘŜǎŜ Ǌƛǎƪǎ ƛƴŎƭǳŘŜ ōǳǘ ŀǊŜ ƴƻǘ ƭƛƳƛǘŜŘ ǘƻ ǘƘŜ /ƻƳǇŀƴȅΩǎ ŀōƛƭƛǘȅ ǘƻ ƻǇŜǊŀǘŜ 
profitably, maintain its competitive position, to promote and improve its reputation and the awareness of the 
brands in its portfolio, to successfully operate its growth strategy and the impact of changes in pricing policies, 
political and regulatory developments in the markets in which the Company operates, and other risks.

ÅThe information and opinions contained in this document are provided as at the date of this presentation and 
are subject to change without notice.

ÅNo representation or warranty (expressed or implied) is made as to, and no reliance should be placed on, the 
fairness, accuracy or completeness of the information contained herein. Accordingly, none of the Company, or 
ŀƴȅ ƻŦ ƛǘǎ ǇǊƛƴŎƛǇŀƭ ǎƘŀǊŜƘƻƭŘŜǊǎ ƻǊ ǎǳōǎƛŘƛŀǊȅ ǳƴŘŜǊǘŀƪƛƴƎǎ ƻǊ ŀƴȅ ƻŦ ǎǳŎƘ ǇŜǊǎƻƴΩǎ ƻŦŦƛŎŜǊǎ ƻǊ ŜƳǇƭƻȅŜŜǎ 
accepts any liability whatsoever arising directly or indirectly from the use of this document.
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ÅOperating income slightly down, partly 
explained by high raw material costs.

ÅTable Top with growth in majority of the 
markets. Germany continue to show a positive 
development. 

ÅHistorically high cost for plastics prices and 
delivery issues triggered a weak quarter for 
Meal Service.

ÅRelative good quarter for many markets in 
Consumer, but weak development in 
Switzerland, Norway and Finland having 
negative mix effect on gross margin. 

ÅAsia and Oceania growing with double digit 
levels, but challenges in Middle East remains. 
Focus to optimize flows from Europe to Asia 
and strengthen organization in APAC region.  

ÅPrice increases almost fully implemented 
during the quarter which partly mitigated 
record high costs for input material in particular 
in Meal Service. 
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ÅNet sales SEK 1 082 m
(1 064) 

ÅOperating income SEK 123 m 
(136) 

ÅOperating margin 11.4% 
(12.8%)

2017 Q3 Highlights
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LTM operating income development

Includes discontinued operations
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Business Areas



Table Top
Germany continues to 
develop positively
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ÅMarginally positive growth 
measured as sales per day.

ÅPremium napkins together 
with LED candles driving the 
growth.

ÅSouth region boosted by 
strong tourist season.

ÅUK successful in securing 
additional business, 
however with lower gross 
margin due to weaker 
British pound.

ÅPrice increases now fully 
implemented. 

Table Top
S A L E S  &  O P E R AT I N G  M A R G I N  1 )

Q 3 ,  2 0 1 7

1) Operating margin adjusted for fair value allocations and amortization of intangible assets 
identified in connection with business acquisitions and for restructuring costs.

0%

5%

10%

15%

20%

25%

Q3 2015 Q4 2015 Q1 2016 Q2 2016 Q3 2016 Q4 2016 Q1 2017 Q2 2017 Q3 2017

OPERATING MARGIN, %



Meal Service
Quarter influenced by high 
costs for raw materials
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