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Half-year figures 2016 

Agenda 



Net sales 

44,6% 

30,6% 

24,8% 

Supermarkets 

FS  Cash & Carry 

FS  Delivery 

H1 - 2016 



Net sales Sligro Food Group 

€ 60

€ 22

€ 0

Other 

-€ 1 

Acquisitions H1 - 2015 

€ 415 

€ 859 

€ 941 

H1 - 2016 

€ 414 

FS FR 



Net sales Foodservice 















€ 60

€ 22

Acquisitions H1 - 2015 

€ 859 

H1 - 2016 

€ 941 

Other 



Net sales Food retail 















2.1% 

H1 - 2015 LfL 

-0.3% 

SM Mutaties 

-0.4% 

Overig H1 - 2016 
Netto Omzet 

-2.2% 

Δ Δ



Gross margin 

















Expenses 



















EBITA 

















Depreciation, amortisation and interest 





 







Financing 









  



Net profit 







Segment results 

















Cash flow statement 













Segment cash flow 

 















Supply Chain Finance 































Foodretail market trends 2016 













GfK Summer Report 2016 



Sligro Food Group Food retail 
















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Sligro Food Group Food retail 

































Sligro Food Group Food retail 

* All ratings are based on Face-to-face research at  store checkouts. 
 



Sligro Food Group Food retail 
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Ratings

* All ratings are based on Face-to-face research at  store checkouts. 
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

Sligro Food Group Food retail 

2

10

15

3

Pilots Year-end 
2016 

H2 - 2016 H1 - 2016 



Sligro Food Group Food retail - Loyalty 



Objectives personalised offers  

 Objective: rewarding loyal customers and raising buying frequency 
 
 

 
 Objective: introducing new products to a target customer audience 

 
 
 

 Objective: introducing new products to a current group of customers  
     (customer retention 
 

 
 Objective: introducing (new) products to a target customer audience 

 

 
Basket analyses (cross-selling & up-selling), promotion test, switchers test, retention 

  analyses) 
 



Plans for H2 - 2016 and beyond 









 








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Foodservice 2016 market trends 









Sligro Food Group Foodservice 










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Sligro Food Group Foodservice - Acquisitions 




















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Sligro Food Group Foodservice - 3.0 Rollout 









Sligro Food Group Foodservice - Sligro Belgium 

















Sligro Food Group Foodservice - Online 3.0 

S  

Online 
3.0 



Sligro Food Group Foodservice - ZiN 



Sligro Food Group Foodservice - ZiN 

Teachers / 

inspirators 

Idea 

gathering 

Target 

audience 



Sligro Food Group Foodservice - ZiN 

Inspiration 

Practice 

Entrepreneur Academy 

Start-up 

Growth or 

Regeneration 



Sligro Food Group Foodservice - ZiN 

 

 

 

 

•

•

•

•

•

•

•
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•

•

Inspiration 

Practice 

Entrepreneur Academy 

Start-up Growth or  

Midlife crisis 
Regeneration 



Plans for H2 - 2016 and beyond 










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Outlook 




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


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







Profit and loss account 



Balance sheet 




