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This document contains forward statements regarding the intentions, expectations and forecasts of Deoleo, S.A. or of its

management on the date of its preparation.

These forward projections and statements do not constitute any guarantee of future compliance, as they are determined by

risks, uncertainties, and other relevant factors, which may determine final developments or results that differ from those stated

in this document regarding said intentions, expectations or forecasts.

Deoleo , S.A. is under no obligation to publish the results of any reviews it may conduct to adapt these statements to events or

circumstances that may arise after this presentation, including changes in the company’s business, business development

strategy, or any other possible unanticipated circumstances that may occur.

The information in this statement must be taken into consideration by the people or entities that may have to make decisions

or form or disseminate opinions regarding securities issued by Deoleo, particularly by the analysts and investors using this

DISCLAIMER

or form or disseminate opinions regarding securities issued by Deoleo, particularly by the analysts and investors using this

document.

The public documentation and information officially published or registered by Deoleo may be obtained from the pertinent

regulatory agencies and, specifically, from the Spanish Securities and Exchange Commission.

This document contains unaudited financial information and is therefore not considered to be definitive information, as it may

be modified in the future
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1. SIGNIFICANT EVENTS DURING THE PERIOD

� Olive oil prices have continued to rise in the first three months of the year, although with less intensity, by around 8%

for lampante oil

� As the impact of higher prices is passed on to consumers, the demand in Spain has diminished by approximately

10% in terms of volume (Nielsen).

� In Spain, the retail brand has been selling at a loss since June 2014, increasing its market share by 6.1 percentage

points (p.p.) in terms of volume compared to the same period in the previous year. However, the fantasy brands lost

6.8 p.p. of market share over the same period.

In Italy, the retail brand has remained stable, while it has fallen 2.1 p.p. in the United States.
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� In Italy, the retail brand has remained stable, while it has fallen 2.1 p.p. in the United States.

� Seed oil consumption in Spain has grown 3.75% during the period under study, as a result of olive oil consumers

switching over due to the high price of the latter.



2. GENERAL SITUATION AND RAW MATERIALS

� The latest data available places production for the 2014/2015 campaign at 829,000 tns, in line with our estimates, leading to

a price rise of 60% in the lampante variety.

� Prices since the beginning of 2015 are moderately higher; the producing areas have been receiving a reasonable amount of

rainfall and flowering will determine production for the upcoming campaign.

� Price variations in Spain, on the date of preparation of this report and for inter-annual 2015-2014 are (data source:

POOLRed):

� As can be seen in the following table, the rise in prices that is being gradually passed on the consumer is having an impact
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€/Tn. mar-15 mar-14 %

Lampante 2.708 1.690 60,2%

Extra Virgin 3.244 2.093 55,0%

Olive Oil Prices Spain

� As can be seen in the following table, the rise in prices that is being gradually passed on the consumer is having an impact

on consumption in Spain, while in other consumer countries the effect is much more limited (data source: Nielsen):

(mm liters) 2015Q1 2014Q1 % Var

Spain 73,6 81,4 -9,58%

I taly 45,3 45,6 -0,66%

U.S.A.  31,2 31,9 -2,19%

OLIVE OIL - MAIN MARKETS



3. BUSINESS EVOLUTION

� The combination of the increase in volume and in unit prices

has given way to a growth in sales of 22% with respect to the

previous year.

�In terms of margins, this has been a difficult quarter, especially

when compared to the previous year, in which we found ourselves

in a totally different situation, with low prices of origin.

�We have gained 2.3 p.p. of market share in terms of volume,

and our geographic mix has allowed us to invest part of the profits

in other regions to finance promotions and consolidate our brands.

INTERNATIONAL MARKETS BUSINESS UNIT

�Volumes have been maintained and sales in euros are up 11%

compared to 2014.

Given the diversity of the countries that belong to this business
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�Southern Europe has grown slightly in terms of volume and 17% in value,

as a consequence of the gradual increase in sales prices.

�As in Spain, passing on higher prices to the end customer is taking a toll

and is eroding margins, especially in comparison to first quarter 2014, when

the situation was just the opposite.

�We increased market share by 2.6 p.p. and the retail brand remains flat.

�In France, the delay in negotiations with a few clients has prevented the

price increase from being passed on more quickly, which has affected

margins. In the month of April, all the agreements have been finalized.

NORTH AMERICAN BUSINESS UNIT

� Growth in volume of 2% and 20% in value, improving margins.

�In spite of the price increase that is being gradually applied, the positive

evolution of business and the parity of currency have given rise to an

SPANISH BUSINESS UNIT SOUTHERN EUROPEAN BUSINESS UNIT

�Given the diversity of the countries that belong to this business

unit and the different calendar periods, the impact of higher prices

is less intense than in other regions.

�There has been positive evolution in the regions where we have

a physical location, Colombia, Southeast Asia and India.

� Brazil has been the worst performing country this period, in

keeping with the major difficulties the country is experiencing.

�Ebitda has been penalized slightly due to the increase in

overhead for new offices and recruitment. These costs will be

diluted as the margins foreseen for those countries are obtained.

evolution of business and the parity of currency have given rise to an

outstanding quarter.

�The measures adopted to improve business in the Club channel are

beginning to pay off in terms of volume and profitability.

�Market share in terms of volume has grown 1 p.p. in the U.S.A.

�Strong performance of Canada and Mexico in markets under severe price

pressure due to the aggressive promotions of our competitors.



4. FINANCIAL SITUATION 7

� The increase of €42.8 mm in working capital has had a negative effect on ROCE

during this period.

� Price volatility and underlying uncertainties in the market of origin regarding

available stocks at the end of the campaign have prompted us to adopt strong
hedging positions.

millions of euros
31.03.2015 % 31.12.2014 % 31.12.2013

Non-Current Assets 1.139,7 -0,4% 1.144,2 -8,2% 1.246,6

Working Capital 149,7 40,0% 106,9 48,1% 72,2

Equity 566,5 0,1% 566,0 -9,5% 625,3

Net Financial Debt 525,1 7,3% 489,5 3,6% 472,5 450 €
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QUARTERLY EVOLUTION (NFD)

Working Capital 2015-2015

hedging positions.

� We have increased the number of days of stock which, in conjunction with their
higher costs, has given rise to an increase in indebtedness of €36 mm. Moreover,

higher sales prices have given rise to an increase in trade receivables that cannot be
offset by vendor financing in an environment as tense as the current one.

�Both circumstances have resulted in a comparative increase in Working Capital
during the quarter, although the average inter-annual balance remains the same, as

can be seen in the accompanying graph.

Average Q1 Average 12M

177,2   

143,0   147,8   144,6   

2015 2014



Contribution to sales by region
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4. FINANCIAL SITUATION 8

� We showed strong growth in volume and value, 7% and 18%, respectively, with
the resulting increase of market shares.

Thousands of euros 31.03.2015 % 31.03.2014 % 31.03.2013

Sales 200.701 18,1% 169.999 -14,2% 198.105

Advertising (5.085) -8,2% (5.538) 38,5% (4.000)

EBITDA 12.946 -33,9% 19.587 29,6% 15.116

EBITDA/Sales 6,5% -44,0% 11,5% 51,0% 7,6%

NET PROFIT OR LOSS FOR THE PERIOD (6.288) -273,4% 3.627 -17,5% 4.398

Spain
Southern Europe International Mkts North America BtB
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� The new commercial policy has allowed us to be more aggressive on the sales

front and to handle a larger amount of stock thanks to new financing.

� The EBITDA has experienced some erosion with respect to Q1 2014, upon

comparing totally opposite moments in the olive oil business cycle.

� We maintain our advertising intensity, which is scheduled to be more oriented

towards other times of the year when we foresee more stable markets and has
been replaced by promotions during this quarter.

� The effect of the financial results, together with the tax effect of non-Spanish

subsidiaries, which have recorded tax expenses for having obtained profits, has

resulted in net losses.



5. CONCLUSIONS 

This had been a difficult quarter due to the erosion in margins suffered as a consequence of the delay

that has occurred in passing on price increases to our customers, particularly in those regions where
consumption is highest. This complicated situation at the beginning of the year was already contemplated

in our annual budget and the figures obtained are in line with our estimates.

The strength of our brands and our geographical diversity are once again proving to be instrumental in

helping us to mitigate and even finance the regions most negatively affected by this complicated
environment.

In Spain, we continue to see a market distorted by the below cost sales being carried out by distributors.
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�

�

�

We expect a normalization of business as the weather variables come together, which has been included
in our estimates.

Despite having suffered this quarter, the evolution of market share and the strong performance of units

with markets that are not mature will enable us to come out stronger in the next stabilization of the raw

materials market.

�

�



APPENDIX I Evolution of the Price of Olive Oil in Spain
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APPENDIX II Raw Material Price Differential vs Generic Brands
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Correlation RRP (without VAT) of Total REFINED Generic Oil with Raw Materials 2011-2015

RRP TOTAL REFINED GENERIC OIL  Nielsen Margin (cents) after packaging and distributor MP Total REFINED Olive oil € / L VAT NOT 
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