
Acquisition of ĢitoGroup

4th Podravka Group Investors Day, 17 February 2016, Koprivnica.



Overview of ĢitoGroup

Acquisition and integration process

Transaction reasoning

New company



Investor relations

Historical development of ĢitoGroup reveals long tradition in food segment

3Podravka Group

1947

Established as milling 

company

1969-70

Entered into confectionery by acquiring:

Á 1969 Ġumicompany, prior merged 

with Gorenjka,

Á 1970 Imperial Krġkocompany

1976

Frozen food production 

established

90ties

Significant CAPEX into 

modernization and upgrade 

of existing technologies

2000

Ģitoôsshares listed on 

the Ljubljana Stock 

Exchange

2009

Acquisition of new 

production programs from 

Droga Kolinskaïtea, rice, 

milling products and spices

2015

ĢitoGroup became part of 

Podravka Group

late 70ies

First company in Slovenia 

that offered bio bran

late 40ties

Bakery and pasta production 

established
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ĢitoGroup today

1Note: All figures are transferred to HRK by EUR/HRK FX rate of 7.6 to avoid FX differences.

Sales revenues of ĢitoGroup by markets in 2015

Sales revenues of ĢitoGroup by categories in 2015Key highlights of ĢitoGroup1

Export growth in recent years

Á branded food company with 35 retail bakery shops,

Á headquartered in Ljubljana, Slovenia,

Á 69 years of experience in food production,

Á over HRK 849.7 mil. of sales revenues,

Á over HRK 980.3 mil. of total assets,

Á 1.147 employees as at 31 December 2015.
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Business model of ĢitoGroup is organized in four key food categories

Category Bakery Contemporary kitchen Confectionary Milling

Products

Áfresh bakery products,

Áfresh pastry,

Átoast, rusk,

Ásandwiches,

Áfresh cakes...

Áteas,

Ápasta, rice, milling products,

Áspices,

Áfrozen food,

ÁBIO products...

Áchocolate,

Ácandy,

Ábiscuits,

Áchewing gum,

Ácookies.

Áflour,

Áadditives,

Ámixes for bakery.

Market position1

Ábread #1,

Árusk #1,

Átoast #2.

Átea, milling products, rice #1,

Ápasta, frozen foods, spices #2,

Ábreakfast cereals #5.

Ácandy #2,

Áchocolate #3,

Ásoft cakes #2.

Áflour #1.

Brands

1On the Slovenian market; Source: AC Nielsen. 
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Brand
Category/

Subcategory
Description Products

Bakery

ÁĢitobrand comprises all products from 

bakery category ïbread, sweets, 

sandwiches, snacks, toast, biscuits...

Rice and pasta
ÁZlato Polje brand comprisesïrice, pasta, 

milling products, breakfast cereals.

BIO products

ÁNatura brand comprises ïcereals & groats, 

flours & flakes, soybean products, seeds 

and legumes.

Spices
ÁMaestro brand comprises ïmonospices, 

spice mixes, food fixes.

Frozen products

ÁĢitobrand comprises frozen ïvegetarian 

patties and steaks, dumplings, side dishes, 

dough and salty & sweet snacks.

Teas
Á1001 cvet brand comprises ïherbal teas, 

fruit teas, baby teas...

6Podravka Group17 February 2015

Key brands for further development
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ĢitoGroupôs financial overview

ĢitoGroup profitability margins*ĢitoGroup sales revenues

Ģito Group indebtedness Working capital movement

Note: *Revaluation of property is excluded from 2012 and 2015 profitability calculations; All figures are transferred to HRK by EUR/HRK FX rate of 7.6 to avoid FX differences.
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2015

30 January 2015

Submission of binding

Offer for Ģito

917 February 2015 Podravka Group

Ģitoacquisition process

21 April 2015

Share Purchase Agreement

for 51.5% of Ģito

5 October 2015

Share Purchase

Agreement Closing

09 June 2015

ĂBridgeò finance

loan

20 July 2015

Capital increase,

Ăbridgeò loan repaid

15 September 2015

Approval from all regulatory

agencies obtained

Process of obtaining approval from the relevant competition agencies

Purchase price for Ģito

Á signed SPA price forĢitowas EUR 180.1 euro per share,

Á Stated price was 5.9% higher than market price, as a result of competitive process,

Á Additional shares were also purchased for EUR 180.1 per share,

Á Total paid amount for 90% of Ģitoshares totals EUR 57.7 million; Ģitohas 10%

treasury shares.

Capital increase as a way of Ģitofinancing

Á Reason for capital increase as a way of Ģitofinancing was to maintain low

indebtedness in case of future cash needs,

Á 1.7 million of new ordinary shares were issued at HRK 300.00 per share (3.9%

discount2),

Á EUR 68 million was raised, 85% was used forĢitofinancing,

Á Interest was 33% higher than the available number of shares,

Á subscription: 60.7% domestic pension funds, 22.2% Republic of Croatia, 6.8%

Skagen Funds, 5.2% workers, 5.1% other existing shareholders.

Multiples Ģito1 Podravka rep. Podravka norm. Peer Group

EV/Sales 0.6 0.7 0.7 2.1

EV/EBITDA 7.9 7.9 6.6 11.8

1Acquisition multiples; 2Compared to the last market price on 2 June 2015, day prior to the General Assembly on which capital increase decision has been voted for.

23 October 2015

Mandatory offer for the 

remaining shares

23 November 2015

Acquirement of additional 

35.3% of Ģito

20162014

19 January 2016

Squeeze out decision

on ĢitoôsGA
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2015 2016 2017

5 October 2015

Transaction closing

1017 February 2015 Podravka Group

Post-acquisition process

February 2016

Full integration plan

Execution of integration plan

October 2017

Full integration of Ģito

Integration plan preparation

Steering Committee

Board of advisors Project sponsor
Consultants
Roland Berger

Project director

Integration team
Sales, marketing, supply chain, HR,

legal, finance, controlling,

accounting, R&D, PR, IT
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Ģito

Á for sale,

Á strategic fit.

Potential target

Á not for sale or

Á not a strategic fit.

International retail competitionRetail sector consolidation in Adria region

12Podravka Group17 February 2015

Trends in Adria region lead to food industry consolidation

REACTION TO

Retail sector consolidation + international competition Ÿ 

pressure for food producers consolidation

Á retailers need price competitive, efficient and reliable suppliers,

Á In the long run only competitive, efficient suppliers with a scale will survive.

Podravkaôsregional potential consolidation targets

Potential target

Á not for sale or

Á not a strategic fit.

Potential target

Á not for sale or

Á not a strategic fit.

Potential target

Á not for sale or

Á not a strategic fit.
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entry into 
new food 

categories

development 
of existing 

food 
categories

similar 
business 

model

13Podravka Group17 February 2015

Key highlights that make ĢitoGroup a good strategic fit for Podravka Group?
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ĢitoGroup and Podravka food share similar business model throughout whole value chain

Procurement: 

ÁĢitoGroup and Podravka food largely purchase similar raw materials,

Á higher volumes in wheat, sugar, cocoa, packaging material procurement will lead to more 

favorable purchase price per purchased unit.

Production: 

Á higher production volumes will led to higher production capacity utilization,

Á outsourced production will be transferred in-house (tees, noodles, monospices),

Á production facility optimization.

Distribution and logistics: 

Á share of best practices should positively impact inventory levels, efficient distribution...,

Á storage facilities and logistics optimization.

Promotion and sales: 

Á lower promotion costs per unit, better shelf positioning...

Á higher distribution index, sales force consolidation...

entry into 
new food 

categories

development 
of existing 

food 
categories

similar 
business 

model


