


Disclaimer: Forward Looking Statements

This presentation contains forward looking statements which reflect 

management expectations based on currently available data.

However actual results will be influenced by macro economic conditions, 

food industry supply and demand issues, foreign exchange fluctuations and 

other, as of today, unknown factors and actual results may differ materially 

from these forward looking statements.



» Review of Business Stan McCarthy CEO

» Financial Review Brian Mehigan CFO

» Outlook and Future Prospects Stan McCarthy CEO

» Q&A

2011Full Year Results



2011 Full Year Results Highlights

VOLUMES

+3.3%

GROUP 

TRADING MARGIN

9.4%

ADJUSTED*

EPS

+11.1%

TOTAL

DIVIDEND

+11.8%

» Strong Group-wide performance in developed and developing markets

» Group revenue increased by 6.9% to ϵ5.3 billion (6.4% LFL)

» Volume growth +3.3%

» Trading profit reaches a milestone level of ϵ501m (+7.1% LFL)

» Group trading margin 9.4%

» Ingredients & Flavours +10bps to 11.9%**

» Consumer Foods -30bps to 7.8%**

» Adjusted* EPS increased by 11.1% to 213.4 cent

» Final dividend increased to 22.4 cent (total 2011 dividend up 11.8% to 32.2 cent)

» Free cash flow ϵ279m

Note: * before brand related intangible asset amortisation and non-trading items        |        **  re-presented due to management reporting changes

GROUP

REVENUE

+ 6.9 %



2011 Industry: Consumer Environment

» Over 8% increase in raw material costs in 2011

» Success through customer alliances in cost recovery

» Innovation driver of product differentiation in challenging marketplace

» Kerry model ςleveraging capabilities on a global basis

» 1 Kerry driving market leadership and global alignment

» ¢ǊŜƴŘǎ ŦŀǾƻǳǊƛƴƎ YŜǊǊȅΩǎ ǊŀƴƎŜ ƻŦ ƛƴƎǊŜŘƛŜƴǘǎΣ ŦƭŀǾƻǳǊǎΣ ǘŜȄǘǳǊŜΣ ƴǳǘǊƛǘƛƻƴŀƭ 

and taste solutions

» Kerry Foods meeting consumer challenge in Ireland and the UK

» Growing demand for natural ingredients & flavours and healthy 

reformulation

» High level of promotional activity in developed markets

» Increased focus on developing market opportunities



Note: like-for-like represents revenue growth before subsidiary translation and acquisitions/disposals impact

Like-for Like Revenue Growth Analysis

GROUP

ú5,302m

INGREDIENTS 

& FLAVOURS

ú3,706m

CONSUMER 

FOODS

ú1,674m

+4.0% VOL

+7.7% LFL

+1.1% VOL

+3.2% LFL

+3.3% VOL

+6.4% LFL

+3.8% PRICE +2.3% PRICE+3.2% PRICE



Business Review ςIngredients & Flavours

» All technology clusters delivering growth through innovation

» Despite cost recovery challenge ςsatisfactory growth achieved in all regions

» Business volumes +4%

» LƴƴƻǾŀǘƛƻƴ ŦƻŎǳǎ ƻƴ ƴǳǘǊƛǘƛƻƴŀƭ ǎƻƭǳǘƛƻƴǎ ΨŦǊŜŜ ŦǊƻƳ ŦƻƻŘǎΩΣ ŎƻƴǾŜƴƛŜƴǘ ƘŜŀƭǘƘȅ ƻǇǘƛƻƴǎΣ 

affordable indulgence and cost effective solutions

» !Ŏǉǳƛǎƛǘƛƻƴ ƻŦ /ŀǊƎƛƭƭΩǎ ŦƭŀǾƻǳǊǎ ōǳǎƛƴŜǎǎΤ SuCrest; FlavourCraft; EBI Cremica; IJC Fillings and 

Lactose India

» 1 Kerry delivering for customer and for Kerry

» Optimising scale and efficiency benefits

» Leveraging global expertise and talent of organisation

» Delivering innovative technology-based ingredients and taste solutions and pharma, 
nutritional and functional ingredients for food, beverage and pharmaceutical markets

2011 Like-for-like

Revenue ϵ3,706m 7.7%

Trading profit ϵ439m 9.4%

Trading margin 11.9% +10bps



Kerry Ingredients & Flavours Revenue Analysis

Year on Year Reported Growth

Savoury & Dairy +7.9%

Cereal & Sweet +5.4%

Beverage +12.6%

Pharma/Functional Ingredients +9.1%

Regional Technologies +11.2%

Total +8.5%

Savoury & Dairy 46%

Cereal & Sweet 19%

Beverage 14%

Pharma/Functional Ingredients 9%

Regional Technologies 12%

Revenue by Technology

Ingredients &
Taste Solutions



Business Review ςConsumer Foods

2011 Like-for-like

Revenue ϵ1,674m 3.2%

Trading profit ϵ130m 1.0%

Trading margin 7.8% -30bps

» Challenging marketplace ςparticularly in Ireland

» Business volumes +1.1% (UK up 2.6%; ROI down 2.6%)

» Efficiency programmes assisting cost recovery

» Lag in cost recovery in some private label segments

» Increased market promotional activity

» Continued growth through Richmond and Mattessons meat snacks in the UK

» Good performance and growth in chilled meals

» Frozen meals category remains challenging despite Headland acquisition

» Dairy spreads good growth in UK and through Dairygold brand in Ireland

» Loss of market share in Irish meat brands

» Launch of innovative 100% natural ingredients Denny Deli Style since year end



1 Kerry Business Transformation



2011 Acquisitions: Group Impact

New factories acquired in 2011


