
























































1. Highlights of the Period 

 

 EBITDA for the first six months of 2016 is in line with our budget, growing 4.5% 

compared to 2015. In 2Q16, it grew 43% compared to 2Q15, and in the month of 

June, 51% compared to 2015.  

 Gradual monthly growth rate in EBITDA/Sales margins, was 8.2% during the month 

of June compared to 4.1% in 2015, and accumulated over the year, have reached a 

growth rate of 7.1%, up from 5.6% over the same period of 2015. 

 Significant improvement in Margins: 

 Accumulated Total Gross Margins in June grew by 0.1% despite selling 26% 

less in liters compared to 2015. Gross unit margins have increased by 36.4% 

over the same period.  

 In the month of June, Total Gross Margins grew by 50% despite selling 26% 

less in liters, and gross unit margins grew by 102.9%.  

 The progressive improvement is being reflected over all geographical areas, in 

particular in Spain, Italy, and International Markets, resulting from the 

elimination of more than 800 sales references and promotional actions which 

were not profitable, and putting greater emphasis and commercial discipline 

on the most profitable brands.  

 The main cause of the drop in turnover is mainly due to focusing on profitable 

sales.  

 Southern Europe, the unit that suffered the impact of the raw material the 

greatest, saw an increase of 27% in EBITDA.  

 USA: Double-digit growth and success in increasing market share in channels with 

the greatest growth and profitability.  

 Net debt was slightly lowered compared to 1Q16, and remains at €543.5 million.  

 We recorded €19.5 million in non-recurring expenses, the majority of which were 

one-offs.  

 

2. Raw Material and Markets 

 

Despite the fact that the cost of the raw material has dropped by more than 10% 

compared to 2Q15, prices have been stable, and in general, at above 3€.  

Climatic conditions in Spain predict, at the least, a harvest equal to the previous one or an 

even larger one (1,400,000 Tm – 1,600,000 Tm) along with adequate availability.  

Consumption is decreasing in Spain and Italy, and is growing slightly in the United States. 

 

(mm liters) 20161S 20151S Var. %

Spain 140,9    145,8    -3,36%

Italy 86,2      95,0      -9,26%

USA 60,4      60,2      0,33%
Nielsen

Consumption of Olive Oil Main Markets

€/Tn. jun-16 mar-16 % Quarter jun-15 % Year

Extra Virgin 3.112 3.194 -2,6% 3.621 -14,1%

Lampante 2.937 2.858 2,8% 3.091 -5,0%
Average Prices Pool Red

Olive Oil Prices Spain



3. Results by Business Unit 

 

IMPORTANT INFORMATION 

 

All of the statistics contained in the previous graphs originate from management accounts, 

and correspond to the main business units. Both sales that amounts to 338.974 thousands 

of euros and the total EBITDA that amounts to 24.050 thousands of euros of the Group 

incorporate data from corporate and operational units, as well as the remainder of 

activities.  

 

 Following the configuration of the business units as stated during the previous quarter, we 

have proceeded to adjust management data from the 2015 corporate year as to make it 

comparable.  

 

     NORTH AMERICA UNIT 

 

 8% decrease in volume due to reducing sales in the less profitable Clubs channel (Cash 

& Carry). 

 Significant acceleration of growth in Grocery Supply channels (14%) and Large 

Supermarkets channels (28%), with spectacular growth in the 16 of the top 20 

customers in the USA, according to Nielsen data.  

 Better transfer prices would have a positive impact on the coming quarters.  

8.360

5.361

351

6.720

11.998

6.017

3.115

5.267

NORTH AMERICA UNIT INTL. MARKETS UNIT NORTHERN EUROPE UNIT SOUTHERN EUROPE UNIT

EBITDA
(in thousands of €)

jun-16

jun-15

76.966

51.238 47.970

150.928

78.327

50.384 55.443

200.917

NORTH AMERICA UNIT INTL. MARKETS UNIT NORTHERN EUROPE UNIT SOUTHERN EUROPE UNIT

SALES
(in thousands of €)

jun-16

jun-15



      

INTERNATIONAL MARKETS UNIT 

• Significant improvement compared to the previous quarter.  

• Strong growth in MENA and Mexico. 

• Recovery in the remainder of key countries after increases in prices.  

    NORTHERN EUROPE UNIT 

• Commercial discipline and consistency have been improved, especially in France and 

Germany.  

• June has shown positive EBITDA and a clear improvement in Margins.  

• Clear indications of better performance in terms of volume and value over the 

following months.  

     SOUTHERN EUROPE UNIT  

• Results are far above the budget and those of 2015, with the losses incurred in 2015 

ending as of January. Substantial increase in gross margins in Spain, focusing on 

profitable sales 

• In Italy, following the quality crisis, we are cautiously recovering volumes and our 

market share.  

• Good performance of the seed business in both countries.  

 

4. Profit and Loss Account  

The decrease in sales is mainly due to shifting the focus on profitable sales. 

 

thousands of euros 30.06.2016 % 30.06.2015

Sales 338.974 -17,4% 410.192

EBITDA 24.050 4,5% 23.020

EBITDA/Sales 7,10% 5,60%

EBIT (4.201) -144,8% 9.367

Financial income (16.804) -7,4% (18.145)

PROFIT/(LOSS)  BEFORE TAX (21.005) 139,3% (8.778)

PROFIT/(LOSS )FOR THE CORPORATE YEAR (19.825) 27,6% (15.538)

PROFIT AND LOSS ACCOUNT



We grew 42% in unit margins in Ebitda/liter compared to the previous year, which allows us to 

make up for the loss of volume and compensate for it in terms of absolute value.  

 

 

The profitability of business (Ebitda/Sales) grew by 1.5 percentage points.  

One-off non-recurring cost recorded of €19.5 million are the result of the quality crisis in Italy, 

the comprehensive redesign of products, processes, systems and structures that will permit us 

to profitably grow our business.  

5. Financial Statements  

 
 

 

 We decreased our non-financial working capital through lower levels of stock 

maintained and continuous improvement in cash management.  

 

 

 

 

 

 

 

 

 

 

thousands of euros
30.06.2016 % 31.12.2015

Non-Current Assets 1.092,7 -0,4% 1.096,8

Operating Capital 126,3 10,6% 114,2

Equity attributable to shareholders of the Parent 484,5 -4,2% 505,8

Net Financial Debt 543,5 3,5% 524,9

ROCE 1,4% 1,2%
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 Debt levels slightly decreased compared to the previous six-month period, and are 

in line with that of the same period of the previous corporate year.  

 We complied with the covenants of our main financing agreement.  

 

 

 
 

 

 

6. Conclusions  

 

 Following multiple quarters that were seriously affected by changes in the raw 

material and the quality crisis in Italy, and after having taking significant corrective 

measures during 2H15 and 1Q16, we closed 1H16 in line with the goals set in the 

budget, showing month to month improvement. EBITDA during 2Q16 grew by +43% 

compared to the same period of the previous corporate year. We predict significant 

growth in the remainder of 2016. 

 

 We have eliminated losses in Spain and Italy, significantly accelerating growth in the 

most profitable channels in the USA. We have also laid the foundations for significant 

improvements in margins and growth in International Markets, and will relaunch our 

main brands over the next months. 

 

 The significant improvements in the gross unit margin will serve as a lever to increase 

EBITDA and incremental volumes during the remainder of the current corporate year. 

 

 Betting strongly on quality as a fundamental pillar of our business. 

 

 Established saving plans are progressively being implemented, providing not only more 

profitability but also the greater competitiveness of our offering.  
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 Non-recurring expenses of the period have amounted €19.5, of which around 70% are 

due to the management of the Italian crisis and to the integral redesign of the Quality 

Area with new processes and standards. 

 

 The remainder of one-off costs incurred have been dedicated to establishing the 

fundamental basis for a healthier and more efficient operational structure. 

 

 We maintain our financial discipline in terms of debt and working capital.  

 

7. Other Information 

 

Strategic Plan 2016-2021 

The Board of Directors of Deoleo has been informed of the directives of the Strategic Plan 

2017-2021 presented by the new management team. Its main features are the following:  

A clear VISION: to be the olive oil global branded leader. 

Focused on the segments, markets, and channels of greatest growth.  

Obtaining and progressively improving to a double-digit Ebitda/Sales ratio.  

Cash flow generation to achieve debt ratios similar to our peers. 

The plan is built around five leverage drivers:  

 Strong commitment to the United States  

 Accelerate international growth, putting emphasis on a group of key 

countries/regions.  

 Comprehensive redesign of our business in Southern Europe.  

 Solid commitment to maximum quality standards, to the best and most capable 

talents, and to the most potent management tools in a multinational environment.  

 Aggressive savings plan in terms of costs and efficiencies.   

 

 

 

 

 

 



Appointment of Pablo Pomares as CFO 

 

Pablo Pomares has been appointed the new Chief Financial Officer of Deoleo by the 

Board of Directors on July 28, 2016, following the resignation of Alberto Toni for 

personal reasons.  

Pablo joined the company in October, 2015 as the Corporate Planning & Controlling 

Director, leaving the Heineken Group, where he held multiple responsibilities, the 

latest position as former Chief Financial Officer of Heineken’s subsidiary in Ireland.  

 

Annex: Changes in Olive Oil Prices  

 

 

 

 

 

 

Source: Pool Red
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7 Related Parties Transactions 

The Note 11 of the Financial Statements for the first semester of 2016 contains detailed 

information about these transactions for the analyzed reporting period. 

8 Main Risk and Uncertainties 

The specific section of the Notes to the Financial Statements for the fiscal year 2015 explains 

the main risks and uncertainties to which the Group is exposed. 

The main risks and uncertainties to which the Group will be exposed during the next semester 

are price volatility for the commodities, a competitive environment on prices for the 

customers, the expansion of the white brand, the worse situation of domestic and 

international economy and its consequences on consumption, and the instability of financial 

markets due to changes in interest and exchange rates and risk premium. 

 

 

 

 

 

 

 

 

 

 


