
 
 

 
 

 
PODRAVKA GROUP BUSINESS RESULTS  

2006 
 
 

Basic features 
 

1. All Podravka brands mark significant growth, completely compensating and surpassing the drop in the 
"Commercial goods" segment. 

1.1. The highest growth of 7% marks product group "Children's food, sweets and snack". The growth is 
mostly contributed by sales growth of cereals (Čokolino Crunch and Čokolino MAXI), spreads and 
dehydrated children's food. 

1.2. Growth is also realized by other product groups: „Podravka dishes“ and „Fruits and vegetables“ 
(4%), „Meat and meat products“ (5%) and  „Beverages“ (1%) 

2. Croatian market marks 4% organic growth in SBA "Food and Beverages" 

3. Discontinued cooperation on distribution of Nestlé products in the third quarter in 2006 in Serbia 
partially, and completely in the markets of Bosnia and Herzegovina and Macedonia, resulted in drop of 
commercial goods in the markets of Southeastern Europe of 13%, compensated by 7% organic growth. 

4. Gross profit is HRK 1.351,2 mil. which is 1% increase 

5. EBIT is HRK 126.2 mil. which is 48% increase compared to 2005 

6. Restructuring process continued: non-basic activities spin-off, rationalization of internal processes in 
sales, distribution, marketing, production and administrative functions 

7. Investments in the observed period were HRK 182,3 mil.  

8. Corporate bond in HRK issued in May worth HRK 375. mil.  

9. General Assembly of Podravka shareholders elected new members to the Supervisory Board: Mr 
Damir Felak, Mr Josip Pavlović, Mr Dražen Sačer, Mr Dubravko Štimac and Mr Mladen Vedriš, who 
was at the constituting session of Supervisory Board elected Supervisory Board president. 

10. New products in 2006: Čokolino MAXI and Čokolino Crunch cereals, Čokolino chocolate cream spread, 
Vegeta liquid stock for Australian market, Lino baby food with prebiotic, Podravka tortilla chips and 
other. 

11. EVA- tinned fish brand acquired. 

12. Podravka received Superbrand title in Slovakia and Vegeta Superbrand in Russia. 

13. Supervisory Board accepted Management Board's decision to propose HRK 5.00 dividend per share   
at General Assembly. 



 

 

Podravka Group sales 
 
Sales growth for practically all products within SBA „Food and beverages“, emphasizing here 7% sales 
increase in „Children's food, sweets and snack group“, 5% sales growth in „Meat and mead products“ and 
4% sales growth in groups „Podravka dishes“ and „Fruits and vegetables“, resulted in organic sales of HRK 
2.183,7 mil. which is 2% increase compared to 2005. 
 
SBA „Pharmaceuticals“ marks 8% growth in foreign markets, but due to 3% drop in domestic market, a 
result of restrictive policy by the Croatian Institute  for Health Insurance (the prices have been corrected 
three times during the year) and the prices of Irumed and Iruzid dropped due to their transfer to generic 
group of medicines, in total „Pharmaceuticals“ marks 1% sales drop.  
  

 

Sales per Strategic Business Areas 
                                                                                                                                                                           in millions HRK 

 
 
 
Sales per product groups 
                                                                                                                                                                      in millions HRK                                                                                                                                                                                                                           

 

 
 
 

Amount % Amount % 

0 1 2 3 4 5 6 

1. Vegeta – food seasonings 653.1 18.8 659.0 19.1 99 

2. Podravka dishes 244.4 7.0 234.7 6.8 104 

3. Children's food, sweets and snacks 290.1 8.4 270.6 7.9 107 

4. Meat and meat products 328.4 9.5 312.3 9.1 105 

5. Beverages 155.7 4.5 153.4 4.5 101 

6. Rice, legumes and other products 148.5 4.3 163.4 4.7 91 

7. Fruit and vegetables 246.8 7.1 237.3 6.9 104 

8. Commercial goods 657.6 19.0 678.7 19.7 97 

9. Other (Food and beverages) 127.4 3.7 109.5 3.2 116 

10 Medicines 605.1 17.5 612.0 17.8 99 

11 Services 10.3 0.3 10.3 0.3 101 

Total 3,467.5 100.0 3,441.4 100.0 101 

Index    
2:4 

Item 
no. PRODUCT GROUP 

2006. 2005. 

Amount % Amount %

0 1 2 3 4 5 6 

1. Food and beverages 2,852.0 82.3 2,819.1 81.9 101 

2. Pharmaceuticals 605.1 17.5 612.0 17.8 99 

3. Services 10.3 0.3 10.3 0.3 101 

Total 3,467.5 100.0 3,441.4 100.0 101 

Index    
2:4 

Item 
no. 

SBA
2006. 2005. 



 
 
New products launched in the 4th quarter of 2006: 
 
 
 
 
 

 
 
 
 
 

 
 
 
 
Podravka Jams extra -  
New jams (extra cherry, forest fruits, orange-
strawberry and cranberry) are a result of modern 
technologies and modern trends in diet. Per 100g 
of finished product there is 45g of high quality 
selected fruit.  

 
 
 

 

Podravka tortilla chips and Podravka dips 
Podravka tortilla chips is a crispy and tasty snack 
made from corn. Corn seed bud is not separated 
from the grain, so tortillas get their characteristic 
dark stains when fried, and thus a higher 
nutritional value.  
In order to complete the consumers' experience of 
Podravka tortilla chips, we have prepared 
Podravka dips – light sauces based on tomato 
and especially designed as a side dish with 
tortillas. Podravka dips will come in two flavours: 
mild and hot.  
 

 
 
 
 

 
 
 

 
Belupo- 
One of the most recognized Belupo's medicines in 
cardiovascular group launched in November  
2006 in new weights (60 x 10mg, 60 x 20mg, 
60 x 5 mg) 
 

 

 

 



 

Sales per markets 

 

        in millions HRK 

 

 

Croatian market share in total sales of Podravka Group is 54.2% Sales in 2006 was HRK 1.9 billion. which 
is 3% increase compared to 2005 and at the level as planned.  SBA "Food and Beverages “ organic sales 
growth is 4%.  
The highest growth of 7% marks product group "Children's food, sweets and snack". Growth realized on 
other Podravka markets and thus „Podravka dishes“  marks 4% growth, „Fruit and vegetables“ 3%, „Meat 
and meat products“ 4% and „Vegeta-food seasonings“ 2% growth. 10% growth also realized in 
„Commercial goods“.  
Croatian market for 2006 marks the merge of operative sales divisions within SBA "Food and beverages", 
achieving more cost efficiency (costs retained at 2005 level with sales increase) and more quality 
processing of points of sale.  
„Hard discounters“ entering the Croatian market starts the final stage in market consolidation but in 
rationalizing costs and positioning through sales policy profitability is retained. 

Foreign markets which make 45.8% of the total sales, the biggest growth realized was in the market of 
Eastern Europe, and it was 12%. Growth is mostly contributed by the SBA „Pharmaceuticals“ which marks 
49% growth and mostly in Russian market. SBA  „Food and beverages“ marks 5% organic growth, mostly 
contributed by 4% sales growth of „Vegeta-food seasonings“ and 11% growth of „Podravka dishes“.  
 
Sales in the South-Eastern Europe was marked by discontinuation of Nestlé products distribution in Serbia 
in small stores and a complete discontinuation of Nestlé products distribution in Bosnia and Herzegovina 
and Macedonia in the third quarter 2006, which is a reason of 13% sales drop in „Commercial goods“. Loss 
of this revenue is successfully compensated by 7% organic growth. The highest growth was marked in 
Serbia (24%) and Slovenia (4%). 

Western Europe, overseas countries and the Orient market marks 2% sales increase compared to 2005. 
SBA  „Food and beverages“ marks 7% organic growth on that market, mostly contributed by 6% sales 
growth of „Vegeta-food seasonings“. Most success is achieved in Vegeta sales in Australia where the new 
product Vegeta liquid stock increased Vegeta sales in the country for 34%. Also significant for this market is 
the entry of some categories from Podravka portfolio into Lidl commercial chain on German market. 

Business in the market of Central Europe is marked in significant reduction in production of private labels in 
„Rice and legumes“,  reduction of service production for Kraft Foods (Tang) and reduced sales of dried fruit 
as a low-profit program, with the purpose of improving the profitability of that market.  

Dependant companies in Poland were merged and Czech/Slovakia production was also merged, 
significantly rationalizing business in that market. Aside from 7% sales drop in the market of Central 
Europe, profitability is improved in all levels. 
 

Amount % Amount %

0 1 2 3 4 5 6

1. Croatia  1,880.8    54.2   1,829.1 53.2 103

2. South-East Europe 778.7 22.5 789.2 22.9    99

3. Central Europe 434.8 12,5 469.8 13.7    93

4. Western Europe, Overseas countries and 
Orient 222.0  6.4 218.3   6.3 102

5 Eastern Europe 151.3  4.4 134.9   3.9 112

Total 3.467,5  100.0  3.441,4  100.0 101

Index    
2:4

Item 
no.

MARKETS
2006. 2005.



 

     Structure of operating expense 

                 in millions HRK 

    
 

 
Operative expenses mark 1% growth with parallel growth of sales and distribution costs and products 
sold costs while administrative expenses remain at 2005 level. 
Sales and distribution costs structure there are also marketing costs which grew about 9%. 
 

 
 

Profitability of the Podravka Group 
 

 
In 2006 the restructuring process was more intense than in 2005 and restructuring costs were 
significantly higher.  Net effect of restructuring costs was about HRK 46. mil. on the overall result.  
Without the restructuring costs net profit was HRK 106.2 mil. which is 52% more than in the previous 
2005 when the profit without restructuring costs was HRK 70.0 mil. Net margin is 3.1% and is 103 bp 
higher than in 2005. EBIT margin is 5% and is 226 bp higher than last year while gross margin was 
increased by 12 bp and is 39%. 
 
When calculating the profitability we take into account the restructuring costs, net profit is HRK 60.4 
mil. which is 4% less than net profit in 2005, while net margin is reduced by 8 bp and is 1.7%. EBIT is 
126.2 mil. and is 48% better than EBIT in 2005, while EBIT margin is higher by 116 bp and is 3.6%. 
Gross profit increased by 1% with the gross margin of 39%, which is 12 bp increase.  
 
Earning per share is HRK 11,24. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Amount % Amount % 

0 1 2 3 4 5 6 

1. Costs of goods sold     2,116.3 62.6  2,104.5 62.6 101 

2. Selling and distribution costs 906.0 26.8 899.4 26.7 101 

3. General and administrative expenses 359.2 10.6 359.2 10.7 100 

Total 3,381.5 100.0 3,363.1 100.0 101 

Index    
2:4 

Item 
no. 

COSTS
2006. 2005. 



 
Podravka Group profitability 
 
                                                                                                                                         
                                                                                                                                             
  

 
 

         2006 

 
2006 without 
restructuring 

costs 

 
 
 

     2005 

 
2005 without 
restructuring 

costs 

 
 

change (2/4)  

 
 

change (3/5) 

1          2     3 4 5 6        7  

Sales  3,467.5 3,467.5 3,441.4 3,441.4 1% 1%  

Gross profit 1,351.2 1,351.2 1,336.9 1,336.9 1% 1%  

EBITDA 327.5 373.3 308.5 315.9 6% 18%  

EBIT 126.2 172.0 85.5 92.9 48% 85%  

Net profit 60.4 106.2 62.6 70.0 -4% 52%  

 
 
 
Profit margins % 

 
 
 

2006 

 
2006 without 
restructuring 

costs 

 
 
 

2005 

 
2005 without 
restructuring 

costs 

 
 

change (2/4) 

 
 

change(3/5) 

 

        
Gross margin 39.0 39.0 38.8 38.8  12bp 12bp  
EBITDA margin 9.4 10.8 9.0 9.2  48bp 159bp  
EBIT margin 3.6 5.0 2.5 2.7 116bp 226bp  
Net margin 1.7 3.1 1.8 2.0   -8bp 103bp  

 
 
 
 
 
Profitability by Strategic Business Areas 
                                                                                                                                                        
                                                                                                                                  

 
 
 
 
 
 
 
 
 
 
 

SBA Food and Beverages Pharmaceuticals 

2006 2005 change  2006 2005 change

Sales 2,852.0 2,819.1 1% 605.1 612.0 -1%

Gross profit 1,000.3 985.3 2% 350.5 359.5 -2%

EBITDA 143.0 187.0 -24% 184.2 118.2 56%

EBIT -14.0 8.5  -264% 139.9 76.4 83%

Net profit -40.6 10.6  -483% 100.7 51.4 96%

Profit margins

Gross margin % 35.1 35.0 10 bp 57.9 58.7   -80 bp

EBITDA margin % 5.0 6.6 -160 bp 30.4 19.3   1,110 bp

EBIT margin % -0.5 0.3 -80 bp 23.1 12.5   1,060 bp

Net margin % -1.4 0.4 -180 bp 16.6 8.4 820 bp

in millions HRK 

in millions HRK 



 
 

 
 
 
 
 
 



 

 
 
 



 

 
 

 

 
 



 
 

 
 
 
 
 
 
 
 
 
 
 
 
 



 

 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
 

 
 
 
 
 
 
 
For additional information please contact Investor relations: 
 
 
Lidija Kljajić 
lidija.kljajic@podravka.hr 
 
 
Irena Kos 
irena.kos@podravka.hr 
 
 
 
 


