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TerB eke Introduction
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 in n ovative B elgian fresh foods
concern

 m arkets its assortm entin 10
Europ ean countries

 2 core activities:

 Processed m eats

 Fresh ready m eals

 7 in dustrialsites in B elgium and the
Netherlands

 em p loys ap p roxim ately 1,650
p eop le

 generated a turnoverofEU R 407
m illion in 2013.

TerB eke (EuronextB russel: TERB ) ShareholderStructure
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M ission – Strategic
value drivers -V alues



W e wantto be One TerB eke,
driven by the zealforyoureveryday m eal.

Dirk Goeminne, CEO
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Strategic value & grow th m ustbe generated through:
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Ourstrategic value drivers
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 Ourcustom ers are atthe heartofour
op eration s

 Satisfied custom ers are ourp rim ary aim

C ustom erIntim acy

 W e m an age ourselves and ourop eration s
as efficiently as p ossible

 W e aim to reduce directand in direct
sp en d as m uch as p ossible

C ostLeadership

 W e strive to excelin everythingw e do

 W e do the rightthings and w e do them
right

 W e do n otcom p rom ise on quality

Op eration alExcellence

 In n ovation m ustbe the drivingforce of
ourstrategy and ourorgan ization

 New p roducts, p rocesses and services are
an absolute p rerequisite forgrow th

In n ovation



These values in sp ire an d shap e ourbehavior
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C orp orate socialresp on sibility @ TerB eke
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 Towards ourcustomers

 Towards ourcolleagues

 Towards oursuppliers

 Towards ourshareholders

 Towards the environment

 Towards society

W e fully assum e ourresp on sibility towards allourstakeholders

04/10/2014



Ourin sp iration
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W hen itcom es to food, the p rim ary con sum ertrends rem ain
taste, quality & indulgence
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Ourin sp iration – Otherrelevantm arket& consum ertrends

These trends w illin sp ire and fuelallofourin n ovation efforts
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M ore olderconsum ers, sm allerhouseholds

Health & W ellness

Fun & C onven ien ce

C SR & Transp arency

Digitalisation

Living betterforless



Ourin sp iration – Ourcom p etitive environ m ent
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Insp iringcom p etitors, active in ourm arkets
butalso in m an y othern iches oradjacent
categories

Exam p les: C ulin or, Fleury M ichon , V aco,
Pan zan i, M adrange, Sodebo, B ell, …

Ourcategory com p etitors

M e2-com p etitors, fightingforthe sam e
contracts and havingsim ilarcom p etence

Exam p les:

 Ready M eals: M am m a Lucia, Stefan o
Toselli, Freiberger, C on deli, …

 Processed M eats: C am p ofrio Food Group ,
Detry, V olys Star, Zwanen berg, C om p axo,
DGS, Herta, A lim p ex, …

 Service slicing: Slip p en s, M enken , …

Ourhead on com p etitors

Future com p etitors, active in n ew p otentially
interestingcategories orhighly sp ecialized
n iche op erators, adjacentto ourcategories

Exam p les: Rabbit, Starm eals, Plukon , Q uorn ,
…

Ournew born com p etitors



Processed m eats
headlin es
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Processed M eats
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Processed M eats
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Sales Evolution (M io EU R)

 p roducerand slicerofp rocessed m eats
forthe B enelux, the U K and Germ an y;

 2 p roduction p lants in B elgium
(W om m elgem and W aarschoot)

 4 centres forthe slicingand p ackagingof
p rocessed m eats

 2 in B elgium (W om m elgem and V eurne)

 2 in the Netherlands (W ijchen and
Ridderkerk)

 in n ovatingin the p re-p acked p rocessed
m eats segm ent;

 distribution brands and ow n brand n am es
L’A rden n aise®, Plum a® and Dan iël
C oop m an®;

 em p loys ap p roxim ately 1050 staff.

Processed Meats Division

EB ITDA an d EB ITDA /Sales Evolution

5,1%

4,3% 4,2%

5,0% 5,2%

4,4%

0%

1%

2%

3%

4%

5%

6%

0

10

20

30

40

50

60

70

2008 2009 2010 2011 2012 2013



The Europ ean Processed M eats M arket
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Europ ean p rocessed m eats m arket2013 (KT)

 The Europ ean p rocessed m eats category
is over3 m illion tons and over30 billion
EU R

 The volum e grow s by 4% by 2018

 The value is underp ressure: -1% by
2018

 Germ an y is the biggestp rocessed m eats
m arket(37% ) butshow s p oorgrow th

 The U n ited Kingdom p ushes the
p rocessed m eats m arket

Fin dings

Europ ean p rocessed m eats m arket2018 (KT)
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W e wantto becom e the most advanced, automated &
flexible p rocessed m eats p roducer, slicerand sup p lier.
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Ready m eals headlin es
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Ready M eals

04/10/2014 V FB 20



Ready M eals
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Sales evolution (in M io EU R)

 p roduces fresh ready m eals forthe
Europ ean m arket;

 m arketleaderin chilled lasagne in
Europ e;

 2 p roduction sites in B elgium

 (W an ze and M arche-en-Fam en n e);

 brand n am es C om e a casa® and
V am os® in addition to distribution
brands;

 em p loys ap p roxim ately 600 staff;

 jointventure The Pasta Food C om p an y
established in Poland (2011).

Ready Meals Division

EB ITDA an d EB ITDA /Sales evolution
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The Europ ean C hilled Ready M eals M arket
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2013 V olum e

 The chilled ready m eals segm entis the
fastestgrow ingsegm entin the m arket,
both in volum e (+18% by 2018) and in
value (+13% by 2018)

 A llcountries are grow ing, butthe U n ited
Kingdom takes a 53% share and is
resp on sible for80% ofthe grow th
betw een 2013 and 2018.

 A ustria, Sw itzerland and Germ an y are up
an d com ing!

Fin dings

2018 V olum e
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The Europ ean Fresh Pasta M arket
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Europ ean fresh p asta m arket2013 (KT)

 C hilled Fresh Pasta is a grow ingsegm ent,
butvalue creation n eeds to be m on itored

 Germ an y takes the p ole p osition w ith a
38% m arketshare.Germ an y is
resp on sible for85% ofthe grow th ofthis
segm entby 2018.

 France and the U n ited Kingdom are also
key countries in this m arket.

Fin dings

Europ ean fresh p asta m arket2018 (KT)
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W e wantto be ourcustom ers’logic first choice forlasagne
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C om e a casa confirm s in B elgium
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Open Market

Market share (%) Come a casa Lasagne + Pasta

(volume & value)
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 The Op ole p lantconstruction was
slightly delayed

 The p lantis op eration al

Op ole Plant

C om m ercially Ready

The Pasta Food C om p an y
ProjectC EE
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 Existingcontracts roll-outstarted

 Prom isingcontacts w ith otherm ajor
retailers



Overallstructure ofthe Project

SPRING2011

YHS TER B EKE

STEFA NO TOSELLI PA STA FOOD C y

100% 50% 50%



Overallstructure ofthe Project

END GA M E IN 2018, W HEN SU C C ESFU L

YHS TER B EKE

STEFA NO TOSELLI PA STA FOOD C y

100%100%



TerB eke’s longterm strategic end gam e

PA STA FOOD C y
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C on solidated Figures
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TerB eke C on solidated
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Sales Evolution (M io EU R)

 Difficultecon om ic environ m ent

 Price p ressure from retail/consum er

 RM p rice in creases 2011-2012

 Food crisis lasagna 2013

 TerB eke builds the future

 C ostreduction p rogram

 Investm entp rogram

 Strengthen ing balance sheet

EB ITDA an d EB ITDA /Sales evolution
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TerB eke C on solidated
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Evolution NetFin an cialDebt(in 000 Eur)

 Strongop eration alcashflow leadingto
recurringan nualfree cashflow

 Netdebtdecreases overtim e

 Steady reinforcem entofEquity / Total
A ssetratio

 Ready forNextStep

Strongfin an cialevolution
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 Strongcom m ercialp osition in various
m arkets

 C om m itted m an agem ent

 A m bitiously p rep aringthe future

 Fin an cially ready

 Op ole ready

 A ttractively p riced share

 A ttractive steady dividend yield

Investm entcase TerB eke Share Price and Dividend Yield
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