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Business Highlights 2006

UK consolidation – four acquisitions

Strengthened the Group’s position in key product categories: 
Desserts (Laurens Patisseries, Rye Valley Patisseries)
Speciality bread (New Primebake)
Ready meals (Fresh Cook)

Continental Europe

Improved performance of existing operations
Continued exploration of market opportunities and acquisition 
targets

International expansion

Acquired stake in Creative Foods in China
Exploration of market opportunities and acquisition targets in Asia



Business Highlights 2006 
continued

Integration

Further integration of acquired businesses
Appointment of Ágúst Gudmundsson as CEO of Bakkavör Group
Appointment of  Lýdur Gudmundsson as non-executive Chairman of 
Bakkavör Group

Rebranding

Launched new logo to reflect successful integration
Now operating under one name, Bakkavör Group

Share capital increase

Kaupthing Bank converted bonds issued in 2001 into shares
Part of acquisition price of Laurens Patisseries satified by issue of 
new shares



Financial Highlights for the Year 2006
Operating profit (EBIT) £113.9 million – up 71%

Sales £1.2 billion with 10% growth in underlying business

EBITDA £147.8 million and EBITDA ratio 12.1%

EBITDA ratio, net of agency sales change 12.6%

Pro-forma EBITDA up 20%

Shareholders’ earnings £67.6 million – up 111%

Cash generated from operations £165.1 million – up 59%

Free cash generated by operating activities £93.6 million – up 43%

Return on equity 37% compared with 30% in the year 2005

Equity increased by £114.1 million up 90% from year-end 2005

The Board recommends that dividend of ISK 0.5 per share, which equals 50% of 
issued share capital, be paid for 2006



Consolidated Income Statement 2006

59%32,33351,336Profit from continuing operation

-16,910Profit from discontinuing operation

71% 66,650113,933 Operating profit (EBIT)

-524% 75-318 Share of (loss) profit in associates

73% 38,38166,573 Profit before tax

32,333

-6,048

-28,269

-141,969
208,544

-513,521
722,065
2005

111% 68,246 Profit for the year

152% -15,237 Income tax

68% -47,360 Net finance costs

49% -212,026Operating expenses
56% 326,277 Gross profit

74% -892,912Cost of sales
69% 1,219,189 Net sales

Change % 2006Amounts in £‘000



Financial Highlights Q4 2006

Operating profit (EBIT) £30.7 million – up 47%

Sales £329.2 million with 10% growth in underlying business

EBITDA £39.3 million and EBITDA ratio 11.9%

EBITDA ratio, net of agency sales change 12.7%

Pro-forma EBITDA up 9%

Shareholders’ earnings £32.8 million – up 191%

Cash generated from operations £41.8 million

Free cash generated by operating activities £23.9 million

Return on equity 58.3% compared with 38.0% in Q4 2005

Insurance claim agreed

Profit of discontinued operations net of tax £16.9 million (pre-tax £21.3 million) 



Consolidated Income Statement Q4 2006

-193-4,714Income tax
40%11,28715,839Profit from continuing operation

47% 20,85830,651Operating profit (EBIT)

269% -278470 Share of profit (loss) in associates

85% 11,09420,553Profit before tax

11,287

-9,764

-50,435

71,571

-180,599
252,170
Q4 2005

190% 32,749Profit for the period

-16,910Profit from discontinuing operation

3% -10,098Net finance costs

19% -59,933Operating expenses

26% 90,114Gross profit

32% -239,047Cost of sales
31% 329,161Net sales

Change % Q4 2006Amounts in £‘000



EBIT – by Quarters
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EBITDA / EBITDA Ratio

* net of agency sales change
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Balance Sheet 31 December 2006

17%1,134,6071,325,807Total assets

2%704,223715,677Non-current liabilities

22%303,032368,683Current liabilities

1,134,607

127,352

294,207

840,400
2005

17%1,325,807Total equity and liabilities

90%241,447Equity

1%296,929Current assets

22%1,028,878Non-current assets
Change %2006Amounts in £‘000 



Key Cash Flow Figures 2006

131%16,41337,902Property, plant and equipment

65,646

66,939

82,059

103,553

2005

43%93,598Free cash generated by operating activities

Change %2006Amounts in £‘000
Key figures

113%142,764Working capital

60%131,500 Cash flow from operating activities

59%165,066Cash from operations



Key Ratios 2006

13.3%16.1%9.2%9.3%EBIT ratio
16.3%18.7%11.9%12.6%EBITDA ratio, net of agency sales change

41.0%37.1%12.4%18.2%Equity ratio 

20.7%16.4%30.0%37.0%Return on equity
0.90.82.03.5Earnings per share (GBP pence)

13.3%16.1%9.2%9.7%EBIT ratio, net of agency sales change

16.3%18.7%11.9%12.1%EBITDA ratio

2.8 2.8 1.0 0.8      Current ratio
2003200420052006



Market Predictions 2006

51.3
113.9
12.1%
147.8

1,071.4
69%

1,219.2

BVGR
2006

32.3
66.7

11.9%
86.1
636.0
383%
722.1

BVGR
2005

47.048.047.645.5Profit from continuing operation
113.7
12.1%
147.5

1,067.0
68%

1,214.5

Forecast 
Average

117.0114.0110.2EBIT
12.3%12.0%12.1%EBITDA ratio
150.0148.2144.2EBITDA

1,070.01,086.01,045.0Expenses
69%71%65%Growth

1,220.01,234.21,189.2Operating income

KaupthingLAIS*Glitnir*2006
Forecast – £ million

* Insurance benefit (£20m) not included in forecasts
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Operational Review 2006

92% of Group’s pro-forma sales
Group performance strong, with 9% 
growth ahead of total food and fresh 
prepared foods sector
Acquisitions of New Primebake, Laurens 
Patisseries and Rye Valley Patisserie 
strengthened Group’s position in key 
product categories
Sales split between hot and cold eating 
52:48
UK strong GDP growth in 2006, but 
trading environment under pressure from 
rising inflation and higher interest rates
Prolonged warm weather and World Cup 
influenced sales over summer 2006
Food mega trends strong – convenience, 
health, pleasure
Convenience becoming a ‘given’. 
Consumers willing to trade up to 
products that offer natural health 
benefits, premium ingredients and 
provenance 

8% of Group’s pro-forma sales
Performance improving significantly with 
sales up 27%
Sales growth in French and Spanish 
businesses
Sales decline in Belgian ready meals 
business as expected due to range 
rationalisation
Retailers increasingly using fresh prepared 
foods to differentiate their offer

UK Continental Europe

Asia

Creative Foods in China performing well 
– pro-forma sales up 23%
Group focused on exploring China and 
other Asian markets further – extensive 
opportunities due to strong economic 
growth and developing consumer food 
trends



Market Growth

Bakkavör Group sales grew ahead of market growth in 2006

Source: TNS Monthly RST Summary 52 weeks ending 31 Dec 2006
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Bakkavör Shares by Product Category

Source: Bakkavör market intelligence based on a proforma basis 52 weeks ending 31 December 2006. RSV figures. 

Bakkavör Group market leader in 10 of 17 categories
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Future Prospects
The Group will continue to pursue an ambitious growth 

strategy:

Continue to lead UK consolidation

Improve efficiencies of existing operations

Increase emphasis on growth in new markets

Three prevalent global food trends – health, convenience, pleasure – will 
continue influencing consumer behaviour, further strengthening demand 
for fresh prepared foods

Future developments – natural ingredients, organic, ethical, emerging 
cuisines rising from travel and migration

→ Bakkavör Group in a strong position to take advantage of these 
trends and meet consumer demand wherever it operates



www.bakkavor.com



Disclaimer

This material has been prepared for the professional investor. Bakkavör Group hf. (Bakkavör) has not taken into 
account any shareholder investment objectives, financial resources or other relevant circumstances. All securities 
transactions involve risks, which include (among others) the risk of adverse or unanticipated market, financial or 
political developments and, in international transactions, currency risk. Due care and attention has been used in 
the preparation of this forecast information. However, actual results may vary from their forecasts, and any 
variation may be materially positive or negative. Forecasts, by their very nature, are subject to uncertainty and 
contingencies, many of which are outside the control of Bakkavör.

Bakkavör cannot guarantee that the information contained herein is without fault or entirely accurate. The 
information in this material is based on sources that Bakkavör believes to be reliable. Bakkavör cannot however 
guarantee that all information is correct. Furthermore, information and opinions may change without notice. 
Bakkavör is under no obligation to make amendments or changes to this publication if errors are found or opinions 
or information change. Bakkavör accepts no responsibility for the accuracy of its sources.

Bakkavör is the owner of all works of authorship including, but not limited to, all design, text, sound recordings, 
images and trademarks in this material unless otherwise explicitly stated. The use of Bakkavör’s material, work or 
trademarks is forbidden without written consent except were otherwise expressly stated. Furthermore, it is 
prohibited to publish material made or gathered by Bakkavör without written consent.


