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Welcome to Fazer’s Annual Review
In this report we present you with detailed information about Fazer Group’s
activities and performance in 2014. For 123 years, we have built our business on
our passion for the customer, quality excellence and team spirit. We hope that our
recent successes and challenges as well as our ambitions for the future inspire you.
For the first time this year, we have gathered comprehensive information on Fazer’s
corporate responsibility practices in a separate publication. We invite you to
read Fazer’s corporate responsibility report to learn more about our journey of
developing our business sustainably.
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2014 at a glance
Fazer Group’s net sales and operating profit
NET SALES BY COUNTRY

NET SALES BY BUSINESS AREA

NET SALES, M€

Fazer
Bakery 40 %
Fazer
Food Services 35 %
Fazer
Confectionery 20 %
Others 5 %

Finland 47 %
Sweden 23 %
Russia 14 %
Denmark 6 %
Norway 5 %
Estonia 1 %
Latvia 1 %
Lithuania 1 %
Others 2 %
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1,513.6

OPERATING PROFIT, M€

1,575.5

1,695.7

1,656.9

1,647.7
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Fazer Group’s
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Fazer Bakery
Fazer is now the number
one modern retail bakery in
Moscow, with a market share
of 23 %.
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54.2
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Fazer Group’s operating profit
before amortisation of goodwill
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Operating profit
Operating profit before amor tisation of goodwill

Fazer Confectionery
Fazer’s market share in Finland
in chocolate tablets increased,
with the new Fazer Pure Dark a
particular highlight.
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Fazer Group’s cash flow from operating activities

was appointed Managing Director
of the Fazer Bakery Business Area
as of 1 April 2014.

M€

130.4

Petri Kujala

Country overview

Heli Arantola

The new
café concept
was awarded
internationally
for its design.
Key figures

Net sales, M€

E m p l oye e s

Finland

872

6,442

Sweden

389

3,321

Russia

234

3,154

Denmark

90

939

Norway

74

732

Estonia

23

246

Latvia

17

269

Lithuania

14

202

Net sales, M€
Operating profit, M€
Share of net sales, %
Operating profit before amortisation of goodwill, M€
Share of net sales, %
Interest-bearing net debt, M€
Gearing, %
Gross investments, M€
Cash flow from operating activities, M€
Return on equity, % (ROE)
Equity ratio, %

was appointed SVP, Fazer Group’s
Strategy & Business Development
function as of 1 April 2014.

Fazer oversaw the
successful launch of
the Fazer Alku
porridge range.

Rolf Ladau
was appointed Managing Director
of the Fazer Confectionery Business
Area as of 12 January 2015.
2014

2013

Change

1,647.7
43.3
2.6
79.6
4.8
-20.7
-4.0
58.9
130.4
3.5
62.5

1,695.7
49.0
2.9
83.3
4.9
33.3
6.0
79.7
115.3
5.4
58.0

-3 %
-12 %
-9 %
-4 %
-2 %

-26 %
13 %
-34 %
8%

At the end of 2014

15,305

people were
employed
at Fazer

Fazer Group’s equity ratio

62.5

%

Fazer Food Services
Gastro NOM Helsinki opened
for street food friends in Helsinki
city centre in June 2014.
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In 2014, Fazer continued to
improve its performance: our
net sales and operating profit
fell slightly below 2013 levels
but showed an improvement
when measured with
comparable foreign exchange
rates. Moving forward, our
focus will be on releasing the
untapped potential of the
Fazer organisation.

Harnessing our

potential

Like many people who grew up with Fazer in their lives, I
have always felt that it is a great company. During my first
full year working here, I have been able to experience
first hand exactly what makes Fazer great. Besides
the excellent products, services, brands, and unique
heritage, there is a tremendously high engagement level
amongst our employees. Our people truly care about the
company’s reputation and take great pride in working
here – our survey results testify to this, as does a stroll
through any of our premises. I find this fact hugely
inspiring.
2014 was a tough year, which was mostly due to
the challenging operating environment. The unstable
situation in Russia and the weakening of the rouble
made it even more difficult, and the economic downturn
continued in Fazer’s most impor tant markets.

Nevertheless, our bakery and food services businesses
achieved good results – both showed improvements on
2013 figures. Fazer Confectionery, however, did not reach
its targets. Fazer Group’s focus on increasing efficiency led
to organisational changes and collaboration negotiations,
but the measures undertaken have had the intended effect
on the overall result.
There are many positive highlights to point out. Utilising
the bakery market’s shift towards bake-off, we piloted our
new bake-off concept, Fazer Baker’s Market, which was very
well received.The shop-in-shop business made a turnaround
and is now performing well, as is Gateau in Sweden. We
launched a new product family, Fazer Pure Dark, at the end of
August, which has garnered a great deal of positive interest.
Despite the tough market conditions, Fazer Food Services
improved its performance. Fazer Mill & Mixes’ oat mill,

opened in 2013, brought additional capacity and sales to the
milling business, and the launch of our Fazer Alku porridges in
the autumn was a great success. We have renewed our café
concept and focused on its implementation during 2014.
At the beginning of 2014, we updated our strategy,
focusing on the transforming business environment as well as
customer and consumer needs, and the notion of building on
our strengths.
The world we live in is constantly undergoing dramatic
changes, but we thrive on this: it motivates us to explore, to
discover, and to create new taste sensations. Since 1891, we
have grown by listening to our customers and consumers,
taking account of their changing lifestyles, and grasping
the various opportunities that emerge. In this fashion, we
continue to create successful product and brand experiences
for consumers’ everyday moments.
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In the coming years, organic growth in sales will be
moderate. To secure Fazer's competitiveness and future
success we will create value and drive profit to grow faster
than net sales.
A number of concrete actions will be undertaken to
achieve this. We will increase efficiency and continue to
invest in and develop our existing businesses, focusing on
high quality and safety in everything we do, and reducing
complexity in our processes and structures. We will create
solutions that meet market needs, and create interest in
these solutions with marketing investments.
In the food service business we will win business
outside our traditional sector, seizing new opportunities.
The bakery business will focus on fresh and frozen
products, and develop consumer-focused solutions for
our retail partners. In the confectionery business, we will
optimise our supply chain, and extend deeper into new
categories. Fazer Mill & Mixes will use its market position
to move from products to solutions, and we will take the
Fazer café concept further, strengthening our bond with
consumers.
Fazer’s new vision is “We exceed your expectations”.
These words build on our heritage and crystallise what
Fazer stands for. We want to make an unforgettable
impression with the high quality of our products and
services, and this new vision will inspire us all to fulfil the
company’s potential.
I’d like to thank our shareholders, customers, personnel
and other stakeholders for inspiring this vision and giving
us the strong motivation to put it into practice.

The world we live in is constantly
undergoing dramatic changes, but
we thrive on this: it motivates us to
explore, to discover, and to create new
taste sensations.

Christoph Vitzthum
President & CEO
Fazer Group
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Strategy
The road ahead
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Motivated by change
Change – particularly developments in the
behaviour and lifestyles of consumers – inspires
Fazer to explore, discover, and create new taste
sensations. It is only by listening to customers and
consumers that the Group can focus on the right
areas and grow.
Since 1891, Fazer has grown along with the changing
lifestyles of the times which offer the company new
opportunities to create successful product and brand
experiences for consumers’ everyday moments. Fazer aims
to offer products, services and brands that the majority
of people can relate to and value, today and tomorrow.
Guided by the Group’s strong insight into consumers’
preference for brands that respect their individuality and
values, Fazer’s mission is to create taste sensations.
The road ahead
To secure Fazer’s competitiveness and future success, the
company will create value and drive profit to grow faster
than net sales. As a value-generating company, Fazer can
thus achieve profitable growth for many years to come.
This means increasing efficiency and continuing to invest in
and develop the company’s existing businesses.
Fazer is built on strong brands, and in autumn 2014 the
Fazer brand strategy was defined in order to release its
full potential. This work is entirely built upon consumer
insight, defining what the Fazer brand promises to
consumers, and the role of the brand in the years to
come. The implementation of this new brand strategy will
take place in 2015.
In addition to the importance of its brands, Fazer’s
businesses must be in best-in-class condition to make
expansion and development possible. Fazer also aims

to be less dependent on the Finnish market by growing
outside Finland in all businesses.
The overall target is profitable growth, and opportunities
to achieve this are clearly visible. The majority of these arise
from improving profitability. There is huge potential to grow
by collectively working better within the company. In terms
of performance and efficiency, Fazer’s future success will
depend on competent and committed people forging a
new culture of high performance.
Adapting in order to grow
Fazer will respond to the changing business environment
in a number of ways.The company will demonstrate a new
focus on front-end solutions. In addition to excellence in its
processes, Fazer also needs to excel in those aspects of its
work which are visible to the consumer, guest and customer.
Snacking is another important area of development to
take into account. Between-meals-eating is a major growth
trend which will impact upon all Fazer’s businesses, and
generally decreasing household sizes further reinforce the
need to adapt here.
In September 2014, the Finnish government announced
their decision to cancel an increase in excise duty on
confectionery scheduled for January 2015. While this
was a positive decision, it is still problematic that the
existing duty treats producers unequally by only affecting
certain products while exempting other similar, competing
products and categories. Fazer supports the notion of
a broader but fairer tax base. This would ensure the
neutrality of competitiveness and support Finnish jobs.
The political situation in regard to Russia and Ukraine is
another key topic for Fazer and its progress and effects are
being monitored closely. Fazer’s long-term plan is to continue
investing in and developing its operations in Russia.

There is huge potential to grow by
collectively working better within
the company. In terms of performance
and efficiency, Fazer’s future success
will depend on competent and
committed people forging a new
culture of high performance.
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Fazer’s renewed vision, “We
exceed your expectations”,
builds on the company’s heritage in
a concrete way: Fazer's founder
Karl Fazer himself spoke about the
importance of delivering above and
beyond customers’ expectations.

The new normal
Economic recovery has been slow, yet the retail sector is
under pressure to deliver stronger results. Consumers are
adjusting to this new economic reality as a longer prospect
than anticipated previously. Retail-owned private labels
have become household brands, providing a broad range of
budget substitutes. This means more active competition for
Fazer than ever before.
At the same time, however, there is increasing
consciousness of the need for healthy, natural, responsibly
produced and locally sourced products. The demand
for ethical and sustainable products and services has
expanded outwards into mainstream consumption, and
provides another area in which Fazer must develop even
further.
Each business plays its part
In its updated strategy, Fazer Group takes close
consideration of relevant shifts in consumer behaviour and
the current economic landscape. Fazer Bakery will develop
a strong consumer-focused offering and sell solutions to its
partners, focusing on fresh and frozen products and grow
into a category leader in Fazer’s home markets.
Fazer Food Services will take advantage of new
opportunities in the restaurant market, building strong
offers and winning business outside its traditional sector, at

the same time putting emphasis on developing innovative
solutions and boosting sales in its existing restaurants.
The contemporary confectionery trend represents a
growth area for Fazer Confectionery, which will continue
expanding Fazer brands to new categories such as biscuits,
ice cream and snacks. In addition, the confectionery
business will develop a more balanced market presence,
reduce complexity and optimise its supply chain.
Leveraging on its market position, Fazer Mill & Mixes
will move from providing products to delivering solutions.
Fazer Cafés will focus on taking its award-winning concept
further, reinforce Fazer’s bond with consumers, and serve
as a flagship for Fazer’s entire offering.
Exceeding your expectations
Fazer’s renewed vision is: “We exceed your expectations”.
These words build on the company’s heritage in a concrete
way: Fazer's founder Karl Fazer himself spoke about the
importance of delivering above and beyond customers’
expectations.
The new vision crystallises what Fazer stands for, and
can be read as a strong statement of intent directed
towards all the company’s stakeholders, be they
consumers, customers, or Fazer’s own employees.
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Fazer aims
towards
profitable growth
by focusing on
creating taste
sensations and
offering products,
services and
brands that people
can relate to and
value today and in
the future.
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Responsible taste sensations
Fazer Group is committed to operating in a
responsible manner and earning the trust of
consumers every day.The Group engages in ongoing
dialogue with stakeholders in order to better
understand and respond to their expectations.
Consumers are increasingly interested in health, well-being
and the origins of food. More than ever, they expect strong
brands like Fazer to operate sustainably. Fazer in turn aims
to offer products and services that enable consumers to
maintain the sustainable lifestyles they value. In order to
achieve this, the Group works constantly to ensure that
Fazer products are safe and of high quality.
Fazer conducted a stakeholder survey in 2014 to map
the expectations of its stakeholders. The study aimed
to examine opinions with regard to Fazer’s corporate
responsibility, and was carried out by conducting oneto-one interviews and an online survey, covering all eight
countries where Fazer operates. The majority of the
respondents consider Fazer as a responsible company.
According to the survey’s respondents, the three
most important responsibility areas for Fazer relate to
food safety and quality, the treatment of employees, and
responsible sourcing and the tracking of the origin of raw
materials. In their view, the biggest opportunity for Fazer
is that of becoming a front runner with regard to health
issues and the tracking of raw materials.
Fazer’s new corporate
responsibility programme
The results of the stakeholder study strongly influenced
Fazer in renewing its corporate responsibility vision,
strategy and programme. Influenced by stakeholders’
views, during the year 2014, Fazer renewed its corporate

responsibility programme to respond to the changing
environment and the evolving demands of consumers and
business needs.
Five strategic areas; namely, People matter, Fair value
chain, Part of the environment, Running business and
Health and well-being, form the structure of Fazer´s
corporate responsibility programme, covering all of the
Group’s activities. The Group sets detailed goals and
objectives for each area and reviews performance with
regard to set goals on a regular basis.
Continuous improvement in sourcing
For many years, Fazer has set targets and worked to raise
its responsibility in sourcing essential raw materials like
cocoa, palm oil, fish and grain. According to the Group’s
plan, Fazer aims to increase the share of responsibly
produced cocoa used in its production by 10 to 15
per cent annually according to availability and market
conditions. By 2017, the origin of 100 per cent of the
cocoa Fazer uses will be traceable and will fulfil criteria
for responsible production. In 2014, the Group increased
the proportion of its cocoa products that comply with
responsibility programmes to 50 per cent.
In 2014, the World Cocoa Foundation (WCF)
rewarded Fazer’s longstanding support for sustainable
cocoa. The Group aims to further improve traceability in
cocoa sourcing, and adhere to the WCF’s responsibility
principles, which promote sustainable cocoa growing
communities through economic and social development
and environmental stewardship.
In addition, Fazer published a Commitment to
responsible palm oil in 2014. The new commitment will
direct the Group’s palm oil sourcing until 2020, and is a
continuation of Fazer’s work in the field of palm oil. The

The biggest
opportunity for Fazer
is that of becoming a front
runner with regard to
health issues and tracking
of raw materials.
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Fazer's new corporate
responsibility
programme responds to
the changing environment
and the evolving demands
of consumers and business
needs.

objectives of the commitment are to improve traceability
and sustainability in palm oil sourcing. Fazer has been
a member of the Roundtable on Sustainable Palm Oil
(RSPO) since 2004. The Group acknowledges the need
to move forward in ensuring that Fazer products do not
include palm oil from unsustainable sources. All palm oil
used by Fazer is RSPO-certified palm oil from different
supply chain options. In 2012 and 2013, all of Fazer’s palm
oil used was covered by Green Palm certificates. In 2014,
the first share of palm oil was sourced through the mass
balance model. The remaining portion was covered by
Green Palm certificates.
People make Fazer happen
Fazer’s corporate responsibility strategy is based on
its overall business strategy. It looks ahead and sets
ambitions concerning the development of Fazer and its
operations. The success of the Fazer Group depends
on the competence and commitment of its people. For
this reason, employees play a vital role in developing and
executing corporate responsibility throughout Fazer’s value
chain.
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Corporate responsibility key figures
TAXES BORNE AND EMPLOYER'S CONTRIBUTIONS, M€

*)

Income taxes
14.0
Taxes on proper ty
1.3
Excise duty on
confectioner y
25.0
Employer's
contributions
122.0
Other taxes
3.1
*)

EMPLOYEES BY AGE, %

TAXES COLLECTED, M€

100
90
80
70
60
50
40
30
20
10
0

Payroll taxes
104.4
VAT, net
59.7
Other taxes
3.2

Insurance taxes and energy taxes not included.

DIVISION OF ECONOMIC VALUE, M€

Economic value generated:
Customers (net sales, other operating income, financial income,
sales of assets)
Suppliers
Direct purchases
Indirect purhaces
Operative investments
Added value
Economic value distributed:
Personnel (salaries, wages and other indirect employee costs)
Society (taxes and donations)
Owners (dividends)
Financiers (interest and other financial expenses)
Economic value retained in business

SE

RU

DK

NO

31–40 yrs
41–50 yrs

EE

LV

LT

Total

51–60 yrs
Over 60

Frequency of occupational accidents

EMPLOYEES BY GENDER

Personnel
559.5
Society
43.8
Owners
20.9
Financiers
1.9
Business
development
54.3
Economic value generated and distributed, M€

FI

Under 20
21–30 yrs

Women 60 %
Men 40 %
155.6

Number of accidents per one
million working hours

2014

2013

Fazer Bakery
Fazer Food Services
Fazer Confectionery
Total in Group

8.4
18.6
28.6
14.5

9.7
26.0
24.1
17.4

117.7
118.0

2014

2013

1,658

1,707

-571
-355
-51
680

-602
-364
-48
692

-560
-44
-21
-2
54

-564
-46
-21
-2
60

Environmental indicators

Amount of production (tonnes)
Energy consumption (MWh)
Energy consumption / produced quantity (MWh/tonne)
Usage of water (m³)
Usage of water / produced amount (m³/tonne)
Used raw materials (tonne)
Used raw materials / produced quantity (tonne/tonne)
Total amount of waste / produced quantity (tonnes/tonne)
Total amount of waste (tonnes), of which
Recycled (%)
Recycled as energy (%)
Landfill waste (%)

2014

2013

579,670
538,053
0.93
935,477
1.61
541,778
0.93
0.07
41,789
71
20
10

608,180
566,385
0.93
1,006,632
1.66
570,905
0.94
0.06
37,073
68
19
13

The environmental indicators cover the operations of Fazer's bakeries and confectionery factories and Fazer Mill & Mixes.
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Fazer's corporate responsibility goals and achievements

Goals

Achievements in 2014

2015 and onwards

Running business Fazer brings prosperity to the company and to society.
•
•
•
•

Manage issues which affect Fazer's reputation
Follow Fazer's ethical principles in all businesses
Secure and increase brand value
Bring added value to stakeholders

• Updated Fazer's ethical principles
• Carried out a stakeholder study, which aided in the renewal of Fazer's corporate responsibility vision,
strategy and programme
• Updated Fazer's corporate responsibility policy and environmental policy
• Continued to track Fazer's reputation in Finland, Russia and Sweden, with excellent results
• Developed the issue management process further
• Updated Fazer's corporate responsibility risk map

• Implement Fazer's updated CR vision, strategy
and programme
• Further develop systematic dialogue with
stakeholders
• Continue developing the issue management process
• Incorporate corporate responsibility more deeply
into the strategy and risk management process

Part of the environment Fazer relies on nature's resources and uses them responsibly.
• Cut energy consumption by 20 % per product tonne
by 2020
• Increase the proportion of renewable energy to 70 %
of total electricity consumption by 2017
• Improve environmental competence, measurement of
environmental loads and monitoring in restaurants

• Carried out energy efficiency measures within production units according to plan
• Increased the share of renewable electricity of the whole Group's total electricity consumption to 66 %
• Began partnership with Lahti Energia for the utilisation of oat husks from milling operations for power
generation
• Started cooperation with WWF Finland on biodiversity
• Created a vision regarding responsible grain sourcing at Fazer to tackle the challenges related to issues
such as eutrophication and established a relationship with sustainable farming
• Conducted the Don't Feed the Garbage Goblin campaign for the fifth time in Sweden and the third time
in Finland with excellent results

• Continue improving energy efficiency
• Proceed with the implementation of Fazer's
environmental standard and work according to the
ISO14001 implementation plan
• Promote the reduction of waste; improve
monitoring and measuring. Create a Group-wide
commitment to waste reduction

For health and well-being Fazer enables consumers to make choices based on knowledge and personal preferences, bringing balance and well-being.
• Increase responsible offering and communicate with
consumers about it
• Participate in food, health and sustainability-related
studies

•
•
•
•

Increased the amount of vegetables in Fazer Food Services' offering to approximately 40 %
Increased the use of organic and seasonal produce in restaurants
Raised the share of sustainable fish to approximately 50 %
Carried out a study on the health effects of chocolate

• Continue developing responsible offering
• Develop communications to assist consumers in
making responsible and healthy choices
• Further increase the use of seasonal produce in
restaurants' offering
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Goals

Achievements in 2014

2015 and onwards

People matter Fazer observes fair play with everyone it works with. People make Fazer happen.
• Respect all employees and offer them an equal
working community, motivating and meaningful work
and a safe working environment
• Encourage employees to seek and sustain work-life
balance
• Develop a diversified working community as a
strength and a success factor

• Signed the Corporate Responsibility Network (FIBS) diversity charter
• Established occupational safety as a main focus area and part of the bonus target
for employees
• Joined the Finnish Zero Accident Forum
• Took further steps in implementation of well-being strategy

• Continue measures to continuously improve
occupational safety
• Proceed with implementation of occupational
well-being strategy
• Support Fazer’s business strategy execution by
building high performance culture across Fazer
• Create an action plan to build a diverse
working community

Fair value chain Fazer operates responsibly and creates fair business opportunities throughout its value chain.
• Constantly improve the level of responsibility and
strengthen cooperation in our value chain
• Control and mitigate responsibility risks related to the
raw material base; set targets for raw material categories, control them and take corrective actions
• Improve traceability in the value chain. Secure food
quality and safety

• Raised the share of cocoa produced in accordance to responsibility programmes to
50 % of total volume purchased
• Received an award from WCF for long-term work in responsible cocoa sourcing
• Published commitment to sustainable palm oil sourcing
• Conducted stakeholder dialogue and supplier questionnaire on animal welfare
• Continued work with the Finnish Pro Ruis ("Pro Rye") association
• Focused on food safety and started the FSSC certification process. Also emphasised
allergen control and traceability

• Continue development in mapping critical raw
material risks
• Continue promoting cultivation of domestic
rye in Finland
• Continue the work with responsible and
traceable cocoa and responsible palm oil
• Continue the work with implementing FSSC
certification plan
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Fazer Bakery
Fast forward into frozen
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Fazer Bakery

The dynamic bakery
markets demand agility
Fazer is the leading bakery company in Finland, St
Petersburg and Moscow, and has a major presence
across northern Europe with bakeries in Sweden
and the Baltic countries. Fazer Bakery’s offering is
comprehensive, covering freshly baked, pre-packed,
frozen and long shelf life bread as well as shop-inshop operations. In addition, the company’s bakery
shops in Finland and Sweden inspire consumers
with high quality, hand-baked, fresh artisanal breads,
bakery products and other delicacies.
2014 was a challenging year in the bakery business. Total
bread consumption declined and several of Fazer’s key
markets were still slowly recovering from recession, which
caused a shift in sales towards cheaper bread.
Despite this decline in consumption, Fazer Bakery’s
market share grew, especially in Finland, where novelties
were particularly successful. In Russia, where Fazer is
following developments closely, good growth was seen
in frozen products, and results were strong in Moscow
generally. Fazer is now the number one modern retail
bakery in Moscow, with a market share of 23 per cent, as
well as in St Petersburg (35 per cent).
Competition continued to heighten in Sweden and
the Baltic countries. The Gateau chain of 28 stand-alone
bakery shops represented a highlight in Sweden, having
demonstrated excellent growth.
Capturing the moment
A number of strategic initiatives are underway to improve
sales and boost market share by capitalising on current and

upcoming bakery trends. Perhaps the most important of
these trends – and certainly one which presents a sizeable
opportunity for Fazer – is the rapid growth in frozen bakeoff goods.
While already active in this area, Fazer Bakery’s main
strengths are squarely in fresh bread. Good results
in frozen bake-off can already be seen in Finland
and Russia, but there is still room for improvement.
Investments will be made to exploit this potential in
all markets, and these will be financed with the results
of efficiency improvements to various operations.
This can be seen in practice with the closure of the
Vasileostrovsky bakery in June, which will offset
investments into frozen lines at Fazer’s other bakeries in
St Petersburg.
As pre-packed fresh bread represents the majority
of Fazer Bakery’s sales, strengthening of market share
continued through innovative novelties, improving
profitability where possible and lending focus to cer tain
regions with high potential, such as Russia, for example,
and Moscow in par ticular.
Fazer Bakery’s operational change is governed by a
broader footprint transformation programme, which
is actively identifying the logical way to reorganise the
company’s bread production and distribution. As well
as the developments in St Petersburg noted above,
improvements in Finland under this initiative also include
the closure of Fazer’s Ulvila and Hyvinkää bakeries, and
the transfer of picking operations from its Lappeenranta
and Oulu bakeries to the dispatch depar tments in
Vantaa and Lahti. In addition, more than 5 million euros

As pre-packed fresh bread
represents the majority of
Fazer Bakery’s sales, strengthening
of market share continued through
innovative novelties, improving
profitability where possible and
lending focus to certain regions
with high potential.
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was invested in the company’s bakery in Ogre, Latvia,
and production from its bakery in Estonia is planned for
transfer to Latvia and Lithuania.
Learning from the markets
Changes between categories happen swiftly, and
unexpectedly high growth in the frozen bakery market
represents a clear opportunity for Fazer, which must be
met with agility. Good performance in delivery precision
was achieved in 2014, satisfying the increasing demand for
flexibility and rigour in delivery times. This is an important
measure of Fazer’s service quality.
Retail-owned private labels expanded their market
share across the board. Improving efficiency in the frozen
business will help Fazer to meet this challenge, while other
consumer trends will be answered with an increasingly
responsive product offering.
It is clear that the current market environment is
a demanding one, but the Fazer Bakery organisation
performed remarkably well in these tough circumstances.
For one thing, expenses were managed prudently,
demonstrating great efficiency and reducing costs
wherever necessary. This helped profitability to remain on
track, and without currency impacts expectations would
have been exceeded.

The period of transition ahead
2014 marked Fazer Bakery’s first full year as a business area,
operating under a new management team. To the credit of
all involved, this was achieved smoothly and effectively.
With Fazer’s leading brands and comprehensive
portfolio, the business area aims to create even stronger
consumer pull in the future, and to be the strongest
partner for its customers in maximising their bread sales
with its solutions. Managing Director of Fazer Bakery Petri
Kujala summed up the prevailing spirit in this business area:
“A phase of change is always challenging in its own way,
but it is also inspiring, and the feeling in Fazer Bakery is one
of both energy and motivation as these goals come within
sight.”

NET SALES – FAZER BAKERY, M€
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It is clear that the current
market environment is a
challenging one, but the Fazer
Bakery organisation performed
remarkably well in these tough
circumstances.
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Fazer
Confectionery
Contemporary products and
entirely new categories
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Fazer Confectionery

Confectionery to
reflect changing times
In the confectionery business, Fazer is both a wellestablished guarantor of quality and an innovative
creator of new concepts. Fazer is Finland's leading
confectionery company and has a strong presence
in Sweden, Russia and the Baltic countries. Its
products, sold in more than 40 countries, are
produced in three factories located in Finland:
Vantaa, Lappeenranta and Karkkila.The high quality
of these products is guaranteed by employing only
the best ingredients, excellent recipes, world-class
manufacturing processes and professionally skilled
personnel.
The confectionery market has grown in volume in Finland
for the past 20 years. 2014 was an exception, with an overall
2.2 per cent decline, and thereby also a challenging year for
Fazer in the confectionery business.
This development can be attributed to several factors.
Firstly, a fundamental change in the Finnish retail landscape
has taken place – one in which outlets carrying fewer
confectionery products have risen to prominence over
those with a more comprehensive range. The confectionery
business as a whole is also feeling the strain of weakened
consumer purchasing power, and competition from large
multinational companies has intensified in Finland.
Fazer Confectionery has responded to this changing
business environment by building on the growing
contemporary confectionery trend: introducing biscuits and
ice cream under strong confectionery brands, expanding
them into sweet bakery products, and introducing successful

novelties and several new packaging variants. Innovation is
the key to both weathering the current storm and moving
onwards towards growth.
Fazer’s market share in confectionery decreased in
Finland during 2014. However, the latter part of the year
showed more positive development. The market share
increased in chocolate tablets, with Karl Fazer 200g
tablets and Fazer Pure Dark novelties being two particular
highlights.
Sales of other product categories were on the level of
2013 or below, with the biggest challenge being Fazer’s
loss of market share in certain bags, which represent
approximately one third of confectionery sales in Finland.
The year’s best launches were Remix 2, Karl Fazer Blueberry,
Pantteri Black & White and Fazer Pure Dark tablets.
The Finnish government announced in September
their decision to cancel an increase in excise duty on
confectionery scheduled for January 2015: a positive
decision from Fazer’s perspective, though the situation
could be improved with a full revision of this tax (see also
the ‘Strategy’ section).
Less complex – more effective
Fazer Confectionery’s strategy sets forth clear objectives to
facilitate growth. Firstly, complexity is being reduced across
the company’s activities. This means adapting the product
portfolio to become more focused, and effecting more
streamlined export operations. Future competitiveness will
be ensured by the implementation of a large supply chain
development programme.

Finland remains the most
important market for Fazer
Confectionery.To accelerate
growth and strengthen market
presence, significant investments
in marketing will be made here,
funded by efficiency savings made
elsewhere.
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With 48 brands and over 600 stock keeping units (SKUs),
there is a great deal of complexity in the confectionery
manufacturing chain. Set against the relative expense of
manufacturing in Finland, this creates unnecessary cost,
which will be eliminated by bringing more focus to the
portfolio.
The second theme is related to building a more balanced
market presence.The company aims to become more
international, actively seeking international growth outside its
home markets, and continuing the execution of its growth
plans in Sweden, Russia and in the travel trade. In Sweden,
market share has already increased as a result of a more
focused product offering (2014: 7.7 per cent, 2013: 7.4 per
cent). Equally, in Russia Fazer’s continued work on developing
brand recognition and distribution is beginning to bear fruit.
Fazer’s products have very good international potential,
enabling the possibility of expansion into markets further
afield. However, Finland remains the most important
market for Fazer Confectionery.To accelerate growth and
strengthen market presence, significant investments in
marketing will be made here, funded by the efficiency savings
made elsewhere.
The third theme in the business area's revised strategy
deals with increasing competitiveness through continuous
improvement in customer and consumer orientation.This is
in line with the Group's aim to cultivate a high performance
culture.
The importance of consumer insight
In the past, Fazer Confectionery has demonstrated some
level of immunity to economic downturns. However, today
there are an increasing number of alternatives available on
the market; even wholly distinct categories can be viewed
as competition in this sense. Contemporary confectionery
is continuously growing in scope, reaching beyond
traditional chocolate and sugar-based products.

Historically, consumer insight has been one of Fazer’s
key success factors. The ramifications of the information
age mean that trends have never spread through our
societies faster, and a modern consumer business must
be constantly evaluating input from research and direct
interaction with consumers.
Change motivates Fazer’s business
Fazer has identified the broad consumer needs which will
determine the development of its confectionery offering.
These range from the latest conceptions of personal
indulgence, special occasions and celebration to unfolding
consumer tendencies around snacking and healthier
products. The markets behind these needs have been
identified and their potential measured. The success, for
example, of the Fazer Pure Dark product concept, is one
demonstration of these insights put to good use.
Fazer Confectionery plans to grow in all its main
markets during 2015. As Rolf Ladau, Managing Director of
Fazer Confectionery puts it: "In our mature yet dynamic
markets, the transformative strategies we have laid out
have a clear and necessary role. Changes to the business
environment are not threats to us, as long as we ourselves
demonstrate the capacity to change too."

NET SALES – FAZER CONFECTIONERY, M€
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Fazer Confectionery's market
share in Finland increased in
chocolate tablets, with Karl Fazer
200g tablets and Fazer Pure Dark
novelties being two particular
highlights.
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Fazer Food Services
New opportunities in a changing market
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Fazer Food Services

Capturing the next wave
of food solution opportunities
Fazer Food Services offers meal solutions for
business and industry, and the healthcare, welfare,
education and defence sectors. Fazer is the leading
meal solution provider in the Nordics, operating
nearly 1,100 restaurants in Finland, Sweden, Norway
and Denmark.
Fazer Food Services has established a strong position
through respected brands such as Amica, wip, Wilberg and
Fazer. As the market leader in Finland and Sweden and
one of the leading players in the Norwegian and Danish
markets, the business area aims to be its customers’ best
choice by providing guests with great food and service.
In 2014, Fazer Food Services came close to its sales
targets for the year. Profits rose markedly as a result
of strong operational performance and success in cost
reduction efforts, particularly in Finland and Sweden.
Improvements in sourcing and operations also resulted in
better margins.
Major triumphs during the year included a partnership
with the Valtatie 30 business park in Finland to create a
new, high-quality restaurant and meeting concept in the
Tampere area. Fazer also signed an agreement to supply
Region Skåne with patient meals in southern Sweden,
including around 100,000 portions monthly, a large share
of which will consist of organic food.
In addition, Storebrand, a leading Nordic finance and
insurance company as well as one of the largest property
managers in Norway, selected Fazer to operate two of its
restaurants – one at its headquarters, which serves 1,100

employees, and another at a large business park in Oslo,
which caters to 1,300 employees. A contract was also won
with the biotech company Novozymes in Denmark during
the year.
Strategic opportunities
Throughout the Nordic region, eating habits are changing.
Consumers’ demands are becoming increasingly complex,
indicating their desire for new types of food, offered in
new ways and in new places. Interest in food has grown
significantly and guests are better informed about food, its
healthiness, origin and responsibility. Rising individualism
also means that people are more eager to assert their
personal food choices not only in traditional restaurants
but also elsewhere, such as in healthcare and welfare
institutions.
Fazer continues to see opportunities to build on its
strong foundation of contract customers by responding
to changing consumer behaviour and focusing on selected
segments through a more targeted offering. The company’s
ambition is to shift from the role of contract caterer and
take full advantage of future opportunities in new varieties
of restaurants, meal solutions and segments to become a
complete food service provider.
In line with this goal, Fazer will further emphasise
continuous development in both food and service by
focusing on training throughout the organisation and
elevating its expertise in food. Continued efforts will be
made to develop strong, innovative meals to increase sales
in the company’s existing restaurants.

The Fazer Culinary Team won
a gold medal at the Culinary
World Cup held in Luxembourg,
garnering an impressive score of
97.48 points out of a possible 100
in the large kitchen category.
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There is also great potential to win business in other
sectors: in healthcare and elderly care, for example, as
well as in small and medium-sized companies. In addition,
Fazer will continue to nurture operational excellence
in the service delivery process, creating better value for
customers and guests.
Operational efficiency in focus
During the year, major emphasis was placed on developing
and implementing strategy and optimising ways of working.
A common organisational structure was adopted in all
four of the business area’s operating countries, developing
efficiency by executing business development actions
and facilitating better day-to-day cooperation. In addition,
an innovation process has been developed in order to
support the advancement of new service business models
and solutions.
The objective of these efforts is to enhance
operational excellence over the short and long term. By
developing the structure, insight and tools necessary to
be competitive in the market, Fazer Food Services helps
ensure its future success.
Gastronomy, health and sustainability guide
offering development
The development of solutions that better respond to
consumers’ changing needs is an on-going effort for
Fazer Food Services. Gastronomy, health and well-being,
and sustainability continue to be key themes in offering
development. Examples of the latest initiatives in these
areas include a project to limit food waste that was
piloted at SAP in Denmark in 2014, which also contributes
towards raising the quality of ingredients that go into meals.
Fazer continued to excel among food services
businesses in the Nordic region in working to increase
the amount of vegetables on guests’ plates. The launch
of the Green Buffet Project in September 2014 involved

ambassadors for green food – Fazer Food Services
chefs from around the region – who are enriching their
knowledge and skills with the help of the renowned
River Cottage Chefs’ School and sharing them with their
colleagues and guests.
In November, Fazer’s Culinary Team in Sweden scored a
major triumph, winning gold in the large kitchen category
at the Culinary World Cup in Luxembourg. The major
competition takes place every four years. In 2014, over
a hundred teams from around the world competed in a
range of events.
“We will continue to strengthen our core advantage,
which is our passion for food and service. But tasty food
is no longer enough. Our meal solutions should also be
responsible in terms of the raw materials we use and our
ways of working. For us to succeed, the strong leadership
in each restaurant is key, as are of course our appreciated
people who meet our guests every day,” says Andreas
Berggren, Managing Director of Fazer Food Services.

NET SALES – FAZER FOOD SERVICES, M€
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Fazer
Cafés
An emphasis on quality
and service

Fazer Mill
& Mixes
Moving from products to solutions
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Fazer C afés

Focusing on taste sensations and
innovative consumer dialogue
Fazer Cafés oversees the company’s premium café
chain in Finland.These cafés serve as a platform
for the Group’s offering, and focus on providing a
first-class consumer experience. With its new café
concept, awarded internationally for its design, Fazer
takes pride in inspiring guests with the same high
quality products and excellent service in each of its
premises. High consumer satisfaction is the longestablished foundation of Fazer’s café business.
Fazer Cafés commenced operations as a new business unit
in April 2014.Though the recession had a negative impact on
sales, Fazer focused on the implementation of its renewed
café concept.The aim of the new concept is to fulfil the
Fazer brand promise by offering premium quality products
and service in a carefully considered atmosphere across all
Fazer cafés.
The concept’s well documented business model and
operational guidelines is an enabler for possible scale-up
and internationalisation in the future. Fazer Cafés’ strategic
aims are to leverage the benefits of the new qualityfocused concept and strengthen the bond between Fazer
and consumers by offering a unique Fazer experience.
The new concept’s visual identity has already been
bestowed with two prestigious awards, first receiving a
silver award in Finland’s ‘Grafian Vuoden Huiput’ marketing
communications and design awards, before going on
to receive the same distinction in the international ‘Art
Directors Club of Europe’ competition.

Continuous consumer dialogue
Fazer Cafés aims to combine the company’s taste
sensations with superior service, helping guests to
recognise that they have made the right choice. The
business unit's cafés are a first-hand channel to gather
insights and create a dialogue with consumers. Fazer Cafés’
personnel are trained to make consumers feel unique and
important.
Fazer Cafés worked very intensively with consumer
segmentation in 2014, to understand how they should take
account of the most important target groups. In the autumn,
Fazer began piloting the MyFazer mobile platform, on which
consumers can register as a member and take advantage of
monthly special offerings.This initiative will provide yet another
touchpoint with which to deepen the customer relationship,
expanding Fazer’s service culture into online channels.
Seeking new locations and profitable growth
In Finland, the café business is expected to grow even
further and Fazer Cafés continues to seek growth in its
carefully selected segments. Three areas will be prioritised:
securing consumer experience at the highest level,
growing profitably, and finding new locations for further
cafés. “People want excellent service and great-tasting
products but they also choose brands that communicate
their values,” explained Ulrika Romantschuk, Senior Vice
President, Communications & Branding and responsible for
Fazer Cafés. “At this point, the Fazer café concept is very
well positioned and we see good growth opportunities.”

NET SALES – FAZER CAFÉS, M€
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Fazer Mill & Mixes

A fresh crop of
opportunities
Fazer Mill & Mixes provides its customers
with high quality grain products and support
services. Its wide product range of flours, mixes
and ingredient solutions is made from natural
ingredients following strict standards. These can
be tailored to fit customers’ specific criteria,
helping them to create delicious experiences
for consumers and differentiate from their
competitors.
2014 was a good year for Fazer Mill & Mixes. The unit’s
objectives were achieved, thanks to strong customer
service and account management. Fazer’s oat mill
continued its ramp-up phase, which was balanced well with
the development of the company’s customer base for oats,
an international market in which the company now serves
customers in over 20 countries.
The new oat mill made the successful launch of Fazerbranded Alku porridge possible. Received well by retailers
and consumers alike, Fazer’s much-anticipated entry into
porridge is a proud addition to the product portfolio.

American Institute of Baking (AIB) – an internationally
recognised third party – with the aim of guaranteeing
quality and ensuring constant development. Fazer
continues to achieve excellent results in these audits.
No resting on laurels
The year-end sees Fazer Mill & Mixes making good
progress within the strategy outlined above. Exports are a
particular area of importance for the future of this business,
and Fazer aims to ship readily developed products rather
than grains, capitalising on its strengths to add true value
for its customers.
Heli Arantola, Senior Vice President, Strategy & Business
Development and responsible for Fazer Mill & Mixes, said a
few words about the way forward: “Investing in innovation
and working hard, close to our customers, have been our
calling cards so far. We aim to move forward in the same
way.”

NET SALES – FAZER MILL & MIXES, M€

An expansive strategy
Fazer Mill & Mixes looks to grow from initiatives such as
the new oat mill and the market potential it has opened
up, with strategic accounts already secured in a number
of important markets. Growth is also sought from Russia,
where Fazer differentiates itself by its high quality products
and truly consultative product development services.
The mills’ production process is audited annually by the
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Governance

Board of Directors' report 2014

NET SALES, M€
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Fazer continued to improve its performance in 2014.
Reported net sales and operating profit fell slightly
below 2013 levels, but were better than last year when
measured with comparable foreign exchange rates.
The year was characterized by many changes. The new
operating model and business organisation, consisting of
three business areas (Fazer Bakery, Fazer Food Services
and Fazer Confectionery) and two separate business units
(Fazer Mill & Mixes and Fazer Cafés), were implemented
in April. Additionally, several efficiency improvement
and restructuring initiatives were completed or started,
including the closure of four bakeries in three countries.
Major efforts were also taken to enhance Fazer’s brand
positioning and to improve the safety culture. The
Norwegian food services business acquired in the end of
2013 was successfully integrated into Fazer.
Markets and business environment
The business environment continued to be challenging in
2014. The economic situation in Europe remained weak,
and the crises in Ukraine and in Russia contributed to an
exceptionally weak rouble. These, together with weakened
currencies in Sweden and Norway, affected Fazer´s
business and overall financial performance in 2014.
Total bread consumption continued to decline in
most of Fazer’s bakery markets. Despite this decline in
consumption, novelties were particularly successful in
Finland and Russia. In Russia, strong growth was seen
especially in frozen and value adding products, and Fazer
continued to strengthen its position as the leading bakery

company in the country. Competition continued to
intensify in Sweden and the Baltic countries.
To further develop Fazer Bakery’s operational
performance, the Vasileostrovsky bakery in St Petersburg
was closed in June and the decision was taken to close
the Ulvila and Hyvinkää bakeries in Finland and the Tallinn
bakery in Estonia during 2015. Significant investments will
be made in the Ogre bakery in Latvia as the production
from the Tallinn bakery is planned to be transferred to
Latvia and Lithuania.
The long-term growth trend in the confectionery market
in Finland was broken as the market declined 2 % in 2014.
This together with increased competition and weakened
consumer purchasing power made it a challenging year for
Fazer’s confectionery business. In response to this changing
business environment, Fazer Confectionery continued to
develop within the growing snacking trend and introduced
biscuits and ice creams under its strong confectionery
brands, as well as other novelties. Fazer’s market share in
Finland decreased in 2014. Fazer Confectionery continued
to grow in Sweden and in Russia.
Despite the prolonged weak general economic situation,
Fazer Food Services increased its net sales in 2014. Finnish
and Swedish operations suffered the most from restaurant
closures and lay-offs in client companies. Despite the
tough market conditions, Fazer Food Services improved
its performance through efficiency improvement initiatives,
new ways of working and better day-to-day cooperation,
and was also able to sign several large contracts in 2014,
setting a good base for future business. The development
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NET SALES BY COUNTRY

Finland 47 %
Sweden 23 %
Russia 14 %
Denmark 6 %
Norway 5 %
Estonia 1 %
Latvia 1 %
Lithuania 1 %
Others 2 %

NET SALES BY BUSINESS AREA

Fazer
Bakery 40 %
Fazer
Food Services 35 %
Fazer
Confectionery 20 %
Others 5 %
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OPERATING PROFIT, M€

of solutions to respond to consumers’ changing needs
continued. Gastronomy, health and well-being together
with sustainability continued to be key themes in offering
development.
2014 was a good year for Fazer Mill & Mixes, despite
the Russian counter sanctions set against the EU that
affected the export of some mix products to Russia. The
new oat mill continued its successful ramp-up, and Fazer’s
international customer base was further developed. The
Fazer Alku porridge range was also launched successfully.
Fazer Cafés focused on the implementation of its
renewed café concept and worked intensively to develop
its consumer focus to serve its guests better.
Financial results
The Group’s net sales was affected by the difficult market
situation and the weakening of currencies in Russia, Sweden
and Norway, and reached 1,647.7 M€ (2013: 1,695.7 M€),
down 2.8 % from previous year. With comparable foreign
exchange rates net sales increased by 1.5 %.
Growth in net sales in local currencies was strongest
in the Russian bakery operations, but also in food service
operations in Denmark and Norway. The tough business
environment and continued economic downturn had
a negative impact on net sales, especially in Finland
and Sweden. The net impact of acquired and divested
operations on net sales was +37.4 M€.
The Group’s operating profit was 5.7 M€ lower than in
the previous year and amounted to 43.3 M€ (49.0 M€) as a
result of 13.4 M€ of one-time restructuring costs and writeoffs. Profit for the financial period was 16.5 M€ (23.9 M€).
The profitability of the bakery and food services operations
improved while the result of the confectionery business
was below previous year‘s results. The profitability of Fazer
Cafés and Fazer Mill & Mixes were at last year’s levels.

Cash flow and financial position
The Group’s financial position remained strong. Interestbearing net debt decreased and totaled -20.7 M€ (33.3
M€) i.e. the Group is net debt free at the end of the
year, resulting in a negative gearing ratio (2013: 6 %). The
Group’s equity ratio increased to 63 % (58 %).
Cash flow from operating activities was 130.4 M€
(115.3 M€) and gross investments amounted to 58.9 M€
(79.7 M€). The majority of investments consisted of new
production equipment and upgrades to existing machinery
in the bakery and confectionery operations.
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Personnel
At year end, there were 15,305 employees (15,595) in
the Group. Out of these, 127 (116) were employed by
the Group’s parent company, which includes employees
working in Fazer Mill & Mixes.
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Key figures

Net sales, M€
Operating profit, M€
Share of net sales, %
Operating profit before amortisation of goodwill, M€
Share of net sales, %
Return on equity (ROE), %
Equity ratio, %
Gearing, %

2014

2013

2012

1,647.7
43.3
2.6
79.6
4.8
3.5
62.5
neg.

1,695.7
49.0
2.9
83.3
4.9
5.4
58.0
6.0

1,656.9
68.6
4.1
100.4
6.1
7.8
57.4
8.2

15,305
13,803
427.5

15,595
13,762
427.9

15,542
14,046
420.1

Personnel

Number of employees 31.12.
Number of employees (FTE, on average for the year)
Wages and salaries, M€
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Quality, safety and environment
The quality of products and services is of highest priority
in all Fazer's operations. During 2014, the focus was on
implementing the FSSC 22000 food safety certifications.
The first factories and bakeries achieved certification
already during 2014.
The implementation of the Fazer Occupational Safety
Standard continued in all production locations. The focus
was in behaviour-based safety by further developing tools
such as safety dialogs and safety observations as well as
tightening Fazer safety rules on all sites. The importance
of workplace safety was highlighted by making lost time
accident frequency (LTAF) reduction a common Groupwide target for all white-collar personnel. The LTAF rate
was reduced by 17 % in 2014.
The implementation of the Fazer Environmental
Standard progressed with a gap analysis conducted in
all bakery and confectionery production locations. The
actions based on this analysis will be implemented in 2015.

risk management policy and takes actions to mitigate
these risks. Very few of these risks realized in 2014 and
were quickly mitigated leading to only minor financial
implications.

Corporate responsibility
In 2014, Fazer focused on updating its corporate
responsibility vision, strategy and programme, based on
the results of a stakeholder study and business needs.
Fazer’s ethical principles were updated. Fazer uses the
Reputation Institute’s RepTrak® model to measure the
views of stakeholders towards the company. The results for
2014 show that Fazer’s reputation is excellent in all areas
measured (Finland, Sweden and St Petersburg in Russia),
and the score is exceptionally high in Finland.

Changes in Group structure
Fazer’s Group Simplification Project continued in 2014.
Four Group companies were discontinued or merged to
reduce administrative work and expenses. In addition, Fazer
acquired all minority shares from its Russian operations.
For more details, see section Group Companies in the
notes to the financial statements.

Research and development
Fazer continued to conduct food research and science
within international networks and scientific forums, and
actively pursued its own research programme. A health
claim application for sourdough rye bread was submitted
to the European Food Safety Authority (EFSA). Research
on rye and oat bread, especially related to a stomach
friendly concept and product quality continued. The
first results of Fazer's dark chocolate heart study with
Helsinki University were released and Fazer continued its
development work with new tooth-friendly confectionery.
Intensive cooperation and contacts with universities and
research institutes continued. Research and development
costs amounted to 10.8 M€ (10.0 M€).

INTEREST-BEARING NET DEBT, M€
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Shares and share capital
At the end of 2014, the parent company had 3,958,763
preference shares and 2,365,200 ordinary shares.
Preference shares carry a preferential right of at least 6 %
of the share’s nominal amount, ahead of ordinary shares,
for the annual dividend from the company’s distributable
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profit. At the Annual Shareholders’ Meeting, each ordinary
share is entitled to ten votes and each preference share
carries one vote.
Administration and auditors
At the Shareholders’ Meeting on 19 March 2014, the following
Board members were re-elected: Berndt Brunow (Chairman),
Klaus Cawén, Anders Dreijer, Ketil Eriksen, Fredrik Fazer, Jan
Fazer, Leif Hagelstam, Johan Linder and Juhani Mäkinen.
Chartered Accountants PricewaterhouseCoopers were
chosen as auditors, with Chartered Accountant Kim Karhu
as auditor-in-charge.

Proposal for distribution of profit
The parent company’s distributable funds amount to
447,826,450.15 euros of which 27,964,612.25 euros
represents profit for the financial year.
The Board of Directors proposes to the Shareholders’
Meeting that distributable funds should be appropriated as
follows:

CASH FLOWS FROM OPERATING ACTIVITIES, M€
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416,206,635.15 €
SHAREHOLDER’S EQUITY AND RETURN ON EQUITY

Outlook for 2015
Intense competition in all markets and businesses and
economic uncertainties in Europe and Russia are expected
to continue in 2015.
Fazer will continue to implement its strategy. Fazer
aims to achieve profitable growth within current and
new product categories, both in its home markets and
selected growth markets. Fazer’s net sales is expected to
decrease in 2015 as a result of foreign exchange effects
due to the strong depreciation of key currencies versus
the euro. The pressure on profitability is mitigated with
ongoing restructuring actions and continued improvement
initiatives. Focus will continue on the development of new
products and services as well as on implementing a high
performance culture.

447,826,450.15 €
The proposed dividend does not pose any risk to the
company's financial standing.
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Governance

Board of Directors
Berndt Brunow

Klaus Cawén

Anders Dreijer

b. 1950

b. 1957

b. 1953

Master of Economic Sciences

Master of Laws

Master of Science (Technology)

Chairman of the Board of Directors of
Oy Karl Fazer Ab 2009–

Member of the Board of Directors of
Oy Karl Fazer Ab 2002–

Member of the Board of Directors of
Oy Karl Fazer Ab 1994–

Chairman of the HR Committee

Member of the HR Committee

Chairman of the Audit Committee

Ketil Eriksen

Fredrik Fazer

Jan Fazer

b. 1963

b. 1946

b. 1975

Bachelor of Science (Economics)

Master of Political Science

Member of the Board of Directors of
Oy Karl Fazer Ab 2009–

Member of the Board of Directors of
Oy Karl Fazer Ab 1987–

Member of the Board of Directors of
Oy Karl Fazer Ab 2012–

Member of the Audit Committee

Member of the Audit Committee

Leif Hagelstam

Johan Linder

Juhani Mäkinen

b. 1955

b. 1959

b. 1956

Engineer

Master of Laws

Master of Laws, lagman

Member of the Board of Directors of
Oy Karl Fazer Ab 1996–

Member of the Board of Directors of
Oy Karl Fazer Ab 2000–

Member of the Board of Directors

Member of the HR Committee

Member of the HR Committee

Member of the Audit Committee

of Oy Karl Fazer Ab 2006–
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Group Management Team
Christoph Vitzthum

Heli Arantola

Andreas Berggren

b. 1969

b. 1969

b. 1966

Master of Economic Sciences

Doctor of Economic Sciences

President and CEO, Fazer Group

Senior Vice President, Strategy &
Business Development, Fazer Group,
Fazer Mill & Mixes

Master of Sciences (Business and
Economics)

Jouni Grönroos

Sebastian Jägerhorn

Petri Kujala

b. 1965

b. 1969

b. 1962

Master of Economic Sciences

Master of Laws

Bachelor of Economic Sciences

CFO and Deputy CEO, Fazer Group

Master of Economic Sciences
Senior Vice President,
Legal, Fazer Group

Managing Director, Fazer Bakery and
Executive Vice President,
Fazer Group

Rolf Ladau

Ulrika Romantschuk

Mika Videman

b. 1967

b. 1966

b. 1967

Master of Economic Sciences

Bachelor of Political Science

Master of Science (Technology)

Managing Director, Fazer
Confectionery and Executive Vice
President, Fazer Group

Senior Vice President,
Communications & Branding, Fazer
Group, Fazer Cafés

Senior Vice President, Human
Resources, Fazer Group

Managing Director, Fazer Food
Services and Executive Vice
President, Fazer Group
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Corporate Governance
The Corporate Governance of Oy Karl Fazer Ab
(Fazer) and its subsidiaries follow the rules and
regulations defined by the Articles of Association
and the Finnish legislation and the corporate
governance principles, which are based on the
Finnish Companies Act and to some extent the
recommendations for listed companies in Finland.

Shareholders’ meeting
The highest power of decision in Fazer Group is held by
shareholders at the Shareholders’ Meeting. The Annual
Shareholders’ Meeting is held at the latest in June in
Helsinki or Vantaa. The Shareholders’ Meeting addresses
issues it is responsible for according to the current
legislation and Fazer’s Articles of Association, such as
approving the Group’s financial statements, deciding on the
dividend distribution, appointing the Board of Directors
and auditors and their compensation.
According to the Articles of Association, notices of
meetings for Shareholders’ Meetings are posted at the
latest 14 days before each Shareholders’ Meeting.
Board of Directors
The Owners’ Council, appointed by shareholders, convenes
the Nomination Committee, which is responsible for
preparing propositions of the composition of the Board
of Directors and compensations of Board members. The
Nomination Committee consists of one Owners’ Council
representative, the Chairman of the Board of Directors and
one independent Board member.

The composition and duties of the Board of Directors

According to Fazer’s Articles of Association, the Board of
Directors consists of not less than five and not more than
ten members who are elected annually at the Shareholders’
Meeting. The Board of Directors has general jurisdiction
in all issues, which are not required of other institutions
under the Finnish Companies Act and the Group’s Articles
of Association. Under the terms of the Finnish Companies
Act, the Board of Directors is responsible for ensuring that
the Group’s administration and operations are managed
appropriately. The Board of Directors is also responsible
for ensuring that the accounting and financial control
are managed appropriately. Other tasks of the Board of
Directors include e.g. approving the Group’s values, strategy
and annual operational plans. The Board of Directors also
decides on acquisitions and strategic investments and
monitors the financial performance and position of the
Group. The Board of Directors also appoints the Chief
Executive Officer (CEO) and decides on the salaries and
compensation of the Group’s senior management.
In addition, the Board of Directors assesses its own
performance and cooperation with the management.
Meeting practises

The Board of Directors holds at least eight meetings
a year. The Annual Financial Statements are approved
latest in March and the interim reports each four-month
period. The Group’s strategy is approved as a rule in June.
The operational plans for the following year and bonus
programs for senior management are approved at the
meeting in February. Additional meetings can be convened,
if necessary, by the Chairman of the Board, the CEO or

a member of the Board. A telephone conference can be
arranged for urgent matters requiring immediate attention.
Chairman of the Board of Directors

The Board of Directors appoints a chairman from among
its members, who is responsible for managing the activities
of the Board, convening the Board, and preparing Board
meetings together with the CEO. The Chairman works
closely and actively with the CEO, and should be wellinformed on significant issues affecting the company and its
stakeholders. The Chairman and the CEO of the Group are
responsible for ensuring that the members of the Board
are informed of the Company and that notices of meetings,
agendas, and all relevant documents are delivered to the
members of the Board well in advance of meetings. The
Chairman and the CEO of the Group are also responsible
for maintaining contacts with the Family Council.
Committees of the Board of Directors

The Board of Directors makes decisions about appointing
committees and their members. Committees are
responsible for preparing issues coming up for decision at
Board of Directors’ meetings. Fazer’s Board of Directors has
appointed an Audit Committee and a HR Committee.The
tasks of the Audit Committee are to take in-depth interest
in audits, to control internal auditing, financial reporting
and risk management and the company’s financial situation
and to participate in interim audits.The HR Committee is
to prepare issues related to employing and rewarding the
CEO and Group Management, monitor the salaries of the
management, incentive programs of the personnel and to
evaluate the management’s work.
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The Audit Committee comprises Anders Dreijer
(chairman), Fredrik Fazer, Juhani Mäkinen and Ketil Eriksen.
The Committee had four meetings during the financial
period and, apart from ordinary issues, it dealt with
questions related to e.g. strategic risks, M&A projects and
internal audit recommendations.
The HR Committee comprises Berndt Brunow
(chairman), Klaus Cawén, Leif Hagelstam and Johan
Linder. The Committee has met two times during the
financial period and prepared issues for the Board related
to, for example, the Fazer people strategy, leadership
development, and incentive programmes of the personnel.
Ceo and Deputy ceo
Fazer’s Board of Director appoints and dismisses, if needed,
the CEO, who is also the Group President. Under the
requirements of the Finnish Companies Act, the CEO
is responsible for the day-to-day administration of the
company, in line with the instructions of the Board of
Directors, and for ensuring that the company’s accounting
is carried out in accordance with legal requirements and
that the company’s financial management is handled
appropriately. The CEO reports to the Board of Directors
and informs the Board of Fazer’s operating environment,
e.g. customers, competition and market situation and
Fazer’s financial position and development. The CEO is
supported by the Group Management Team and the
Deputy CEO, who is nominated by the Board of Directors
when needed.
Group Management Team
The Group Management Team consists of the CEO of the
Group, who acts as Chairman, the Managing Directors

of the Business Areas and senior managers of certain
Group functions. The duties of the Group Management
Team are to support the CEO in his/her tasks and to draft
propositions to the Board. The Group Management Team
also e.g. coordinates operations across the Group and
secures efficient operations on Group level.
Risk management
Risk management is an important part of the management
system of Fazer Group. The Board of Directors approves
the risk management policy of Fazer Group and monitors
its compliance. Risk management’s task is to support the
implementation of the Group’s strategy and business
targets, secure the recognition of risks affecting the
company’s business, assess, monitor and anticipate threats
and opportunities affecting business and secure the
continuity of operations. The management of Business
Areas, Business Units and Group functions are responsible
for the identification and evaluation of the risks of their
respective areas and for mitigating these risks as part of
their operative activities. Financial risks are administered
by Group Finance. The Group’s Chief Financial Officer
is responsible for the management and development as
well as reporting of risk management to Board and Audit
Committee and also supporting Business Units and Group
functions in risk management.
Internal audit
Internal audit evaluates the efficiency and suitability
of different operations and monitors the functioning
of internal control. It is to make sure that financial and
operative reporting is reliable and that the approved
operation principles and given instructions are complied

with. Internal audit drafts an annual audit plan, the results of
which are regularly reported to the Group Management,
auditors and the Audit Committee.
Internal Audit reports to the Audit Committee.
Auditors
The Group’s auditors are appointed by the Shareholders’
Meeting for a term of one year. The auditors are
responsible for auditing the Group’s accounts, financial
statements, and administration. The details of these duties
are contained in the relevant legislation and regulations
covering good auditing practises. The auditors participate
in the annual meeting of the Board of Directors devoted
to consideration of the Group’s financial statements and to
meetings of the Audit Committee.
Ethical principles of Fazer Group
Fazer’s ethical principles are based on international
principles drawn up by the UN Global Compact, which
aims to promote corporate sustainable development and
good corporate citizenship. The ethical principles of Fazer
Group are based on Fazer’s common values and they
guide Fazer’s employees in treating customers, cooperation
partners and work colleagues in an equal and fair way.
Through the ethical principles, Fazer as an employer is
committed to providing all its employees in every country
with modern and safe working conditions, and to looking
after the employees’ health, occupational well-being and
work satisfaction, as well as treating every employee in an
equal manner.
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Consolidated balance
sheet

Consolidated income
statement
1.1.–31.12.

Net sales
Change in inventories of finished goods and work in progress,
increase (+) / decrease (-)
Other operating income
Materials and services
Personnel costs
Depreciation and impairments
Share of profit in associated companies
Other operating costs
Operating profit
Financial income and expenses
Profit before taxes
Income taxes
Minority interest
Profit for the financial year

M€
2014

M€
2013

1,647.7

1,695.7

-0.5
8.9
-584.3
-549.5
-97.4
0.3
-382.0
43.3
-6.6
36.6
-17.8
-2.3
16.5

-1.0
8.1
-614.4
-551.8
-96.5
0.3
-391.4
49.0
-0.4
48.6
-18.4
-6.3
23.9

M€
2014

M€
2013

18.0
156.3
316.4

21.7
194.8
355.1

1.1
6.9

1.0
7.7

Non-current assets total

498.7

580.3

Current assets
Inventories
Long-term receivables
Deferred tax receivables
Short-term receivables
Financial securities
Cash and cash equivalents

73.4
2.1
6.0
185.8
12.4
41.2

78.4
4.2
5.2
202.2
12.4
79.6

320.9
819.6

382.0
962.3

126.5
26.5
302.7
16.5
472.2
39.2
9.8

126.5
26.5
329.1
23.9
505.9
51.0
11.0

19.9
8.3
270.2
298.4
819.6

19.1
115.6
259.6
394.4
962.3

31.12.
Assets

Non-current assets
Intangible assets
Group goodwill
Tangible assets
Investments
Shares in associated companies
Other investments

Current assets total

Shareholders' equity and liabilities

Shareholders' equity
Share capital
Paid-in capital fund
Retained earnings
Profit for the financial year
Shareholders' equity total
Minority interest
Provisions

Liabilities
Deferred tax liability
Long-term liabilities
Short-term liabilities
Liabilities total
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Consolidated cash flow
1.1.–31.12.

M€
2014

M€
2013

36.6

48.6

55.5
36.4
6.6
0.5
-0.3
4.3
139.6

58.5
34.3
0.4
0.5
-0.3
-0.2
141.8

16.8
5.0
-5.6
155.7
-74.9
65.4
0.4
-16.2
130.4

11.1
-0.8
-10.7
141.4
-18.5
15.1
0.8
-23.5
115.3

-51.2
2.4
-7.7
-56.4

-48.2
1.7
-31.5
-78.0

Cash flows from operating activities:

Net profit before extraordinary items
Adjustments for:
Depreciation according to plan
Amortisation on consolidated goodwill
Financial income and expenses
Profit on sale of fixed assets
Share of profit in associated companies
Other
Cash generated from operations before working capital changes
Working capital changes:
Increase (-) or decrease (+) in trade and other receivables
Increase (-) or decrease (+) in inventories
Increase (+) or decrease (-) in trade and other payables
Cash generated from operations
Interest paid and payments from other financial expenses of operations
Interest received and other financial income
Dividends received
Income taxes paid
Net cash from operating activities (A)

M€
2014

M€
2013

0.2
0.0
0.1
15.3
-6.2
0.8
-101.7
-20.9
-112.3
-38.4

0.0
-0.8
0.8
0.6
-2.5
2.1
-9.5
-20.9
-30.3
7.0

91.9
53.5

84.9
91.9

Cash flows from financing activities:

Cash flows from investing activities:

Purchase of tangible and intangible assets
Proceeds from sale of tangible and intangible assets
Purchase of subsidiaries
Net cash used in investing activities (B)

1.1.–31.12.

Decrease in short-term loan receivables
Increase in long-term loan receivables
Decrease in long-term loan receivables
Proceeds from short-term borrowings
Repayments of short-term borrowings
Proceeds from long-term borrowings
Repayment of long-term borrowings
Dividends paid
Net cash used in financing activities (C)
Net increase/decrease in cash and cash equivalents
(A+B+C)
Cash and cash equivalents at beginning of period
Cash and cash equivalents at end of period
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Five-year summary
income statement

Net sales, M€
Change, %
Net sales outside Finland, %
Operating profit, M€
Operating margin, %
Operating profit before amortisation of goodwill, M€
% of net sales
Profit before taxation, M€
% of net sales
Profit for the financial year, M€

2014

2013

2012

1,647.7
-2.8
52.6
43.3
2.6
79.6
4.8
36.6
2.2
16.5

1,695.7
2.3
53.1
49.0
2.9
83.3
4.9
48.6
2.9
23.9

1,656.9
5.2
52.3
68.6
4.1
100.4
6.1
67.0
4.0
34.4

2011

2010

1,575.5 1,513.6
4.1
5.0
52.8
49.7
54.2
58.5
3.4
3.9
85.6
88.2
5.4
5.8
49.8
58.4
3.2
3.9
21.3
31.7

498.7
73.4
247.4
472.2
39.2
308.2
819.6

580.3
78.4
303.6
505.9
51.0
405.4
962.3

612.7
76.9
298.7
514.8
51.4
422.2
988.3

58.9
97.4
-20.7
-4.0
7.1
3.5
62.5
13,803

79.7
96.5
33.3
6.0
7.3
5.4
58.0
13,762

84.1
90.2
46.7
8.2
10.1
7.8
57.4
14,046

614.1
61.4
257.8
496.0
44.2
393.1
933.3

641.0
57.2
283.6
495.2
38.6
448.1
981.8

Key figures

Gross investments, M€
Depreciations and impairments, M€
Interest-bearing net debt, M€
Gearing, %
Return on investment, % (ROI)
Return on equity, % (ROE)
Equity ratio, %
Personnel (average)

68.7
70.0
88.3
85.2
104.7 110.5
19.4
20.7
8.0
9.0
5.3
7.3
58.2
54.5
13,865 14,294

=

x 100

Balance sheet total - Non-interest bearing liabilities (average)

Profit before taxation - Taxes
ROE

=

x 100

Shareholders’ equity + Minority interest (average)

Shareholders’ equity + Minority interest
Equity ratio

Balance sheet

Non-current assets, M€
Inventories, M€
Other current assets, M€
Shareholders' equity, M€
Minority interest, M€
Liabilities, M€
Balance sheet total, M€

Profit before taxation + Financial charges
ROI

=

x 100

Balance sheet total - Advance payments received

Interest-bearing net debt
Gearing

=
Shareholders' equity + Minority interest

x 100
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Principles for preparing financial statements
The financial statements have been prepared according to
Finnish accounting standards (FAS).
Valuation principles
Valuation of non-current assets

In the balance sheet, tangible and intangible assets have
been booked at their acquisition cost deducted with
planned depreciations. Depreciations according to plan
have been calculated as straight-line depreciations based
on the economic lifetimes of tangible and intangible assets:
The lifetimes are:

• Other long-term expenses
• Brands
• Buildings and structures
• Machinery and equipment
• Group goodwill

3–10 years
10 years
10–50 years
3–25 years
5–10 years

Group goodwill is depreciated in 5–10 years. For the
acquisition of strategically significant ownership in
companies in the branch, the lifetime is 10 years. How well
the business is established and its development prospects
are among considerations when assessing the lifetime.
The residual values of group goodwill are assessed by
impairment tests conducted annually, and depreciation
plans are changed when necessary.
Depreciation is calculated from the month when the
use of an asset begins.

Valuation of inventories

Inventories are stated on a first in first out (FIFO) basis
at cost or replacement value or probable sales price,
whichever is lowest. The acquisition cost of inventories
includes variable costs and in the consolidated financial
statement also a share of the fixed costs of acquisition and
manufacture.
Valuation of financial instruments

Derivative instruments are measured at fair value. Interest
rate swaps and commodity derivatives are valued at the
market price on the date of the financial statements and
currency forwards at the forward price of the date of the
financial statements.
Forward exchanges hedge against changes in the
foreign exchange rates of forecast currency-denominated
purchases and sales. Forward exchanges also hedge
currency-denominated balance sheet items. Changes in
the fair value of derivatives hedging currency-denominated
balance sheet items are recognised in the financial items
in the income statement. Changes in the fair value of
derivatives hedging currency-denominated purchases
and sales which are not subject to hedge accounting are
recognised in the financial items in the income statement.
The Group applies hedge accounting to hedge certain
forecast currency-denominated purchases. The hedged
cash flow must be probable and have an effect on the
income statement. The fair values of forward exchanges
subject to hedge accounting are disclosed in the notes to
the balance sheet.

Electricity derivatives are used to hedge against
electricity price risks. Electricity hedging is subject to hedge
accounting. The hedged cash flow must be probable and
have an effect on the income statement. Realised items
are recognised in the income statement in other operating
costs. The fair values of derivatives are disclosed in the
notes to the balance sheet.
Fazer Group hedges against wheat price risks with
wheat options and futures. Realised items are recognised
in the material costs in the income statement. Some
unrealized wheat options whose fair value is recognised
in the financial items in the income statement were
outstanding on the reporting date.
Research and development expenditures

Research and development expenditures are recognized
as yearly expenses in the year they incur. Expenditure
on development projects that are expected to bring
substantial financial benefits to a whole business area
in the future can be capitalized after consideration and
depreciated in 3–5 years.
Pensions

Pension costs are expensed in the year they incur.
Personnel employed by Oy Karl Fazer Ab before year 1989
and still working in Finnish Group companies are allowed
to year-in-service pension after 25, 40 and 50 years of
service. In the consolidated financial statement, the pension
liability is included in the statutory provisions and the
deferred tax has been taken into account.
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Deferred taxes

The calculations of deferred tax liabilities and receivables
are based on temporary differences between book values
and values in taxation. The tax rates used are the ones
confirmed by the authorities in each country at the closing
date for the following year. The balance sheet includes
all deferred tax liabilities and deferred tax receivables to
the value at which they are likely to materialize. Deferred
tax receivables of losses are recorded only if it is highly
probable that they can be utilized in the near future.

economic lifetime, normally within 10 years. The company
is fully consolidated, if the minority’s share is committed to
reclaim.
The result of the acquired subsidiary is included from
the acquisition date and subsidiaries sold during the
accounting period till the selling date.
Internal transactions and margins

The Group’s internal transactions, internal receivables
and liabilities, internal profit-sharing as well as substantial
internal margins have been eliminated.

Consolidation principles
Minority interest
Scope

The Group’s consolidated financial statements include all
Group companies in which the parent company directly
or indirectly holds over 50 per cent of voting rights or
otherwise has a control over the company.
Associated companies, in which the Group owns 20
to 50 per cent of the shares, have been consolidated in
accordance with the equity method. The Group’s share of
profit or losses of the associated companies are included
as a separate item in the operating profit of the Group.
Presentation of consolidation principles
Internal ownership

The consolidated financial statement has been prepared
according to the acquisition method. The difference
between the acquisition cost of subsidiaries and
corresponding shareholders’ equity has been booked either
as fixed assets or group goodwill. Group goodwill of this
type is amortized as straight-line depreciations over the

Minority interest is separated from the Group’s
shareholders’ equity and result, and is presented as a
separate item.
Translation differences

Income statements of foreign Group companies are
converted to euros according to the average exchange
rate of the financial period whereas the balance sheet is
converted according to the exchange rate of the closing
date. The above-mentioned translation differences as well
as exchange rate differences arising when converting
shareholder’s equity of foreign subsidiaries to euros are
entered in the retained earnings.
Items in foreign currencies

Receivables and liabilities denominated in foreign currency
have been valuated to Finnish currency at the rates of
exchange prevailing at the end of the accounting period.
A derivative instrument hedging a specified balance sheet

item is valued at market value and possible losses and
revenues are recognized as expense or income. In the
balance sheet profit or loss is recorded to accruals; profit
to receivables and loss to liabilities.
Cash flow

Cash flow has been prepared according to the Finnish
Accounting Board’s general guidelines (30th of January
2007). Dividend income from associated companies and
other shares is presented in cash flow from operating
activities. The cash pool receivables and liabilities of the
parent company are shown in cash flow from financing
activities.

43

Fazer Annual Review 2014

financial statements

Notes to the consolidated income statement
Net sales, M€

Net sales by business area
Fazer Bakery
Fazer Food Services
Fazer Confectionery
Others
Internal sales
TOTAL
Net sales by geographical area
Finland
Sweden
Norway
Denmark
Estonia
Latvia
Lithuania
Russia
Other
TOTAL
Number of employees (on average for the year)

Number of employees by business area
Fazer Bakery
Fazer Food Services
Fazer Confectionery
Others
TOTAL
Number of employees by geographical area
Finland
Sweden
Norway
Denmark
Estonia
Latvia
Lithuania
Russia
TOTAL

2014

2013

668.7
577.3
328.7
107.8
-34.8
1,647.7

722.3
551.1
337.9
120.6
-36.2
1,695.7

780.5
378.7
78.6
94.0
23.0
13.5
13.3
237.6
28.5
1,647.7

795.4
419.5
41.0
90.8
25.0
15.4
12.9
267.4
28.3
1,695.7

2014

2013

6,338
5,785
1,059
621
13,803

6,536
5,498
1,071
657
13,762

5,959
2,652
567
880
273
255
184
3,033
13,803

6,172
2,627
256
804
279
249
171
3,204
13,762

Depreciation and impairments, M€

2014

2013

Intangible assets
Goodwill
Goodwill on consolidation
Other long-term expenditure
Buildings and structures
Machinery and equipment
Other tangible assets
Impairment losses on non-current assets
Reversals of impairment losses on non-current assets
TOTAL

0.7
0.0
36.4
6.1
6.9
40.7
1.0
5.5
0.0
97.4

0.7
0.0
34.3
5.7
8.0
43.0
0.9
3.8
0.0
96.5

Other operating costs, M€

2014

2013

10.0
42.9
107.7
16.7
14.8
82.2
43.7
61.6
2.3
382.0

12.0
42.2
116.5
15.8
15.2
87.8
41.1
59.8
1.1
391.4

Financial income and expenses, M€

2014

2013

Dividend income
Interest income
Other financial income
Exchange rate gains
Total interest income and other financial income
Interest expenses
Other financial expenses
Exchange rate losses
Impairment loss on shares
Total interest expenses and other financial expenses
Total financial income and expenses

0.2
1.0
0.0
0.0
1.2
-1.6
-0.5
-5.1
-0.7
-7.8
-6.6

0.6
0.9
0.0
0.0
1.5
-1.5
-0.4
-0.1
0.0
-1.9
-0.4

Other social expenses
Rents
Energy and other operating expenses
IT expenses
Travel expenses
Freight and other transport expenses for sales
Marketing expenses
Administrative expenses
Loss from sales of non-current assets
TOTAL
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Notes to the consolidated balance sheet
NON-CURRENT ASSETS, M€
INTANGIBLE ASSETS

2014

2013

GOODWILL

2014

2013

Acquisition cost 1.1.
Translation differences
Additions
Acquisition cost 31.12.
Accumulated depreciation 1.1.
Translation differences
Depreciation during the financial year
Accumulated depreciation 31.12.
Book value 1.1.
Book value 31.12.

10.1
-0.1
0.2
10.2
4.0
-0.1
0.7
4.7
6.1
5.5

10.1
0.0
0.0
10.1
3.3
0.0
0.7
4.0
6.8
6.1

OTHER LONG-TERM EXPENDITURE

2014

2013

Acquisition cost 1.1.
Translation differences
Additions
Disposals
Reclassifications between items
Acquisition cost 31.12.
Accumulated depreciation 1.1.
Translation differences
Accumulated depreciation on disposals
Depreciation during the financial year
Accumulated depreciation 31.12.
Book value 1.1.
Book value 31.12.

74.0
-1.3
1.7
-8.1
2.0
68.3
58.6
-0.7
-8.1
6.1
55.9
15.4
12.4

73.3
-0.4
3.3
-2.8
0.6
74.0
55.2
-0.2
-2.2
5.7
58.6
18.2
15.4

Acquisition cost 1.1.
Translation differences
Disposals
Acquisition cost 31.12.
Accumulated depreciation 1.1.
Translation differences
Accumulated depreciation on disposals
Depreciation during the financial year
Accumulated depreciation 31.12.
Book value 1.1.
Book value 31.12.
TOTAL INTANGIBLE ASSETS

3.0
-0.1
0.0
3.0
2.9
-0.1
0.0
0.0
2.8
0.2
0.1
18.0

3.3
0.0
-0.2
3.0
3.0
0.0
-0.2
0.0
2.9
0.2
0.2
21.7

GOODWILL ON CONSOLIDATION

Acquisition cost 1.1.
Translation differences
Additions
Reclassifications between items
Acquisition cost 31.12.
Accumulated depreciation 1.1.
Translation differences
Accumulated depreciation on acquisitions
Depreciation during the financial year
Accumulated depreciation on reclassifications
Accumulated depreciation 31.12.
Book value 1.1.
Book value 31.12.
GOODWILL ON CONSOLIDATION

2014

2013

466.4
-18.8
3.9
0.0
451.4
271.6
-12.9
0.0
36.4
0.0
295.1
194.8
156.3
156.3

422.7
-9.2
34.5
18.3
466.4
221.8
-5.0
2.1
34.3
18.3
271.6
200.8
194.8
194.8
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LAND AND WATER

2014

2013

MACHINERY AND EQUIPMENT

Acquisition cost 1.1.
Translation differences
Additions
Disposals
Reclassifications between items
Acquisition cost 31.12.
Revaluations
Impairment losses
Book value 1.1.
Book value 31.12.

34.8
-1.4
0.1
-0.7
0.0
32.7
8.7
7.3
42.0
34.1

34.8
-0.4
-0.1
0.0
0.5
34.8
9.0
1.8
43.8
42.0

Acquisition cost 1.1.
Translation differences
Additions
Additions through acquisition
Disposals
Reclassifications between items
Acquisition cost 31.12.
Accumulated depreciation 1.1.
Translation differences
Accumulated depreciation on acquisitions
Accumulated depreciation on disposals
Depreciation during the financial year
Reclassifications between items
Accumulated depreciation 31.12.
Impairment losses
Book value 1.1.
Book value 31.12.

BUILDINGS AND STRUCTURES

Acquisition cost 1.1.
Translation differences
Additions
Additions through acquisition
Disposals
Reclassifications between items
Acquisition cost 31.12.
Accumulated depreciation 1.1.
Translation differences
Accumulated depreciation on acquisitions
Accumulated depreciation on disposals
Depreciation during the financial year
Reclassifications between items
Accumulated depreciation 31.12.
Impairment losses
Book value 1.1.
Book value 31.12.

2014

2013

225.8
-14.0
1.8
0.0
-1.8
1.4
213.2
128.1
-4.0
0.0
-2.2
6.9
0.3
129.1
1.2
97.1
82.9

224.6
-4.9
1.6
0.3
0.0
4.3
225.8
121.7
-1.3
0.1
0.0
8.0
-0.4
128.1
0.7
102.3
97.1

2014

2013

675.4
-43.6
17.4
0.0
-53.9
29.1
624.4
494.6
-30.7
0.0
-51.8
40.7
-0.1
452.7
4.7
175.8
167.1

666.9
-15.7
15.3
1.3
-24.6
32.2
675.4
474.7
-10.6
0.9
-23.1
43.0
9.8
494.6
5.0
188.1
175.8

OTHER TANGIBLE ASSETS

2014

2013

Acquisition cost 1.1.
Translation differences
Additions
Additions through acquisition
Disposals
Reclassifications between items
Acquisition cost 31.12.
Accumulated depreciation 1.1.
Translation differences
Accumulated depreciation on acquisitions
Accumulated depreciation on disposals
Depreciation during the financial year
Reclassifications between items
Accumulated depreciation 31.12.
Impairment losses
Book value 1.1.
Book value 31.12.

11.5
-0.9
0.5
0.0
-1.2
1.2
11.1
6.8
-0.5
0.0
-0.9
1.0
-0.1
6.4
0.8
3.6
3.9

24.0
-0.4
0.3
0.3
-0.3
-12.4
11.5
15.5
-0.3
0.1
-0.2
0.9
-9.3
6.8
1.1
8.5
3.6
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SHAREHOLDERS' EQUITY, M€
ADVANCE PAYMENTS AND WORK IN PROGRESS

2014

2013

36.7
-4.0
29.5
-0.1
-33.7
28.4
36.7
28.4
316.4

35.1
-1.2
28.0
-0.1
-25.3
36.7
35.1
36.7
355.1

INTEREST/SHARES IN ASSOCIATED COMPANIES

2014

2013

Acquisition cost 1.1.
Share of profit
Received dividends
Acquisition cost 31.12.
Book value 1.1.
Book value 31.12.

1.0
0.3
-0.3
1.1
1.0
1.1

1.0
0.3
-0.3
1.0
1.0
1.0

Other shares and holdings

2014

2013

7.7
-0.1
0.0
-0.7
6.9
7.7
6.9
498.7

7.9
-0.1
-0.1
0.0
7.7
7.9
7.7
580.3

Acquisition cost 1.1.
Translation differences
Additions
Disposals
Reclassifications between items
Acquisition cost 31.12.
Book value 1.1.
Book value 31.12.
TOTAL TANGIBLE ASSETS

Acquisition cost 1.1.
Translation differences
Disposals
Impairment losses
Acquisition cost 31.12.
Book value 1.1.
Book value 31.12.
NON-CURRENT ASSETS TOTAL

Restricted equity, M€

Share capital 1.1.
Share capital 31.12

2014

2013

126.5
126.5

126.5
126.5

26.5
26.5
352.9
-20.9
-0.3
0.2
-29.3
302.7
16.5
345.7
472.2

26.5
26.5
361.8
-20.9
0.0
1.1
-12.9
329.1
23.9
379.4
505.9

NON-RESTRICTED EQUITY, M€

Paid-in capital fund 1.1.
Paid-in capital fund 31.12.
Retained earnings 1.1.
Payment of dividends
Reversal of land area revaluation
Change in Group structure
Change in translation differences
Retained earnings 31.12.
Profit for the period
Total non-restricted equity
TOTAL SHAREHOLDERS' EQUITY
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Collaterals, M€

2014

2013

Mortgage on property

1.7

1.8

Mortgage on company assets
Collaterals

0.0
1.7

0.3
2.1

2014

2013

Contingent liabilities and other liabilities, M€

Due for payment the following financial period
7.8
Due for payment later
9.9
Total leasing liabilities
17.7
Due for payment the following financial period
17.1
Due for payment later
35.6
Total rental liabilities
52.7
Energy commitments
Current value
-2.7
Nominal value
19.2
Other liabilities
Raw material purchase commitments
28.6
Others
3.3
Investments in property
The company has invested in property in accordance with the Value Added Tax Act, the revision
periods and annual auditable figures of which are presented in the table below.
2008
2009
2010
2011
2012
2013
2014
Raw material derivatives
Current value (included in balance sheet)
Nominal value
Currency forward agreements
Current value (included in balance sheet)
Nominal value
Interest rate swap agreement
Current value
Nominal value

7.1
9.1
16.3
12.4
37.9
50.3
-3.9
24.3
17.2
3.8

0.3
0.5
1.0
0.5
0.3
1.2
0.5

0.4
0.5
1.2
0.7
0.3
1.3
0.0

0.1
1.9

0.0
2.8

1.0
68.3

0.0
54.6

0.0
0.0

-0.1
30.0
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OPERATING COMPANIES

OTHER GROUP COMPANIES

ASSOCIATED COMPANIES

Parent company: Oy Karl Fazer Ab
Group's ownership %

Denmark
Fazer Food Services A/S*

80

Estonia
Fazer Eesti AS
Fazer Food OÜ*

100
80

Finland
Fazer Food Services Oy*
Fazer Leipomot Oy
Fazer Makeiset Oy
Fazer Ravintolat Oy
Oy NIS-Nordic Industrial Sales Ab

80
100
100
100
51

Latvia
SIA Fazer Latvija

100

Group's ownership %

Lithuania
UAB Fazer Lietuva
Norway
Fazer Food Services AS*
Holmedals Kantineservice AS*
Maestro F&B AS*
Wilberg AS*
Russia
OAO Fazer*
Sweden
Fazer Bageri AB
Fazer Food Services AB*
Fazer Konfektyr AB
Fazer Restauranger AB
Gateau AB

100

80
80
80
80

70

100
80
100
100
100

Group's ownership %

Cyprus
Crestjoy Ltd*
Startplace Holdings Ltd*

70
70

Finland
Kiinteistö Oy Helsingin Kanneltori*

80

Norway
Skandinavisk Mat Invest AS*

80

Russia
OOO Avangard*
OOO Fazer Bakeries Invest*

70
70

Sweden
Fazer Food AB*
Lovik Fastighets AB*

80
80

The Netherlands
Fazer Bakeries B.V.*
Fazer Food B.V.

70
100

Fazer Services AB, Blue Service Partners Oy and Fazer Invest Oy were merged into their parent companies in 2014.			
The liquidation process of OOO Fazer Food Services was completed in July 2014.
Minority shares of OAO Fazer were acquired in 2014.
Effect on the Group's net sales in 2014 (M€):
Operations acquired in 2013
- Skandinavisk Mat Invest AS (Norway) 37.4 M€
* Minority shares owned by owners of Oy Karl Fazer Ab

Group's ownership %

Finland
Sonaatti Oy
Unica Oy
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Find us online
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