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Strong positions in 5 countries characterized by

- Strong consumer preference for local produce

- Limited cross border trade

- 2-3 main players in each market and large entry barriers

Strong, well recognised brands coupled with private label

Chicken consumption increasing steadily

- Convenient, versatile & tasteful

- Chhqtfcdng"dgecwug"kvҲu"uwuvckpcdng

- Nutritious, safe and responsible

Scandi Standard - Pure play exposure to these dynamics

- Only widely-held listed chicken player in Europe

The leading chicken player in Northern Europe

13 billion net sales (SEK)

1 billion meals

160 million birds

5 countries

3000 employees

1 team

Introduction
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2016- 2019

ᴝ High organic growth 

ᴝ Stable margins ~4% and ROCE of ~10%

2020-1H 2023 

ᴝ Covid-19 disruptions

ᴝ Unsuccessful differentiation strategy in Denmark

ᴝ Significant cost inflation

Successful turnaround process

ᴝ Forceful volume contractions to support required price 
increases

ᴝ New course implemented in Ready-to-cook Denmark 

ᴝ Balance sheet strengthened through capital discipline and 
divestment

Ready for next step towards growth and margin 
expansion

Successful turnaround process behind us
Introduction

Net Sales and EBIT margin

Average Capital Employed and ROCE
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Ramp up 
our efficiency 
ï end-to-end

Build a winning 
culture together

Taking Scandi Standard 
to the next level

Introduction



Leading position in 
five domestic 
markets

1
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Note: Estimate based on retail sales per market

Introduction
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Ramp up 
our efficiency 
ï end-to-end

Build a winning 
culture together

Strong Brands
Introduction
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Product differentiation improves basis brand capitalisation

Well established brands in all markets 

ᴝHigh brand recognition

ᴝConsumers linking brands to domestic products

Limited excess return on brands in the past

Strong basis to increase value of brands

ᴝRapid evolution towards convenience products

ᴝConvenience products open doors for 
differentiation

ᴝDifferentiated products basis brand capitalisation

Group sales (2022)

0 10 20 30 40 50 60 70

%

Branded

Private label and other



Reliance on preference 
for local produce

ÅThe Nordics and Ireland is not a low -cost environment

ÅConsumers have a strong confidence in their local 
agriculture industries

ÅSuccessful generic marketing and provenance labelling

ÅConsumers responsive to superior domestic ESG 
performance

ÅDomestic produce supported by reducing frozen share

ᴝ Transport costs absorbs cost differential for fresh products

Introduction
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Ready-to-cook plant

Ready-to-eat plant

Hatching

Stockholm

Oslo

Jaeren
Lieto

Stokke

Valla

Flyinge

Farre

Aars

Shercock

Dublin

Domestic products require 
domestic footprints

Feed

Local management

Introduction

Vädersta



Ready- to -cook

Chickens per year: 50 million

Sweden
Valla

Our online marketing and search 
optimization services were designed.

Title Two

Our online marketing and search 
optimization services were designed.

Title Three

Our online marketing and search 
optimization services were designed.

Title Four

Our online marketing and search 
optimization services were designed.

Title Five
Title Six

Main Processing Plants

Chickens per year: 20 million

Norway
Jæren

Chickens per year: 10 million

Finland
Lieto

Chickens per year: 40 million

Denmark
Aars

Chickens per year: 40 million

Ireland
Shercock

Introduction
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Anatomic parts of a chicken
M

ai
n 

pa
rts

Rendering: Feathers - Blood

Pet Food: Carcass ҭ Bones

Human consumption: Heart, Liver, Gizzard, Feet, Back, Downgrades

O
th

er
 p

ar
ts

Introduction

Anatomic parts - Weight & Revenue
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60%20%
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1%1%

Revenue (%)

100%

Other - Rendering

Other - Petfood

Other - Human consumption

Wings

Legs

Fillets
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Optimising price - Require 
integrated skills and capabilities

ÅFillets by far most valuable chicken part

ÅGenerally large premium in domestic 
markets

- Underlines the strong preference for local produce

ÅDomestic fillet demand determinant for 
throughput

ᴝ General rule with some exceptions

ÅHigher export share for legs and wings

ÅStrategic export efforts paying off

Note: Ready-to-cook revenue

Illustrative volume allocation

Illustrative price achievement

0 10 20 30 40 50 60 70 80 90 100

%

Fillets

Legs

Wings

Other

Domestic Strategic Export Commodity Ready-to-eat Other

0 10 20 30 40 50 60 70 80 90 100

%

Fillets

Legs

Wings

Domestic Strategic Export Commodity Ingredients



Secondary processing of chicken raw material 
Independent, profitable business in its own right

Mix of external and internal sourcing on arms -length basis

Tool to
Å Stimulate growth through convenience and versatility
Å Upgrade parts which would otherwise sell at discount

Commercial responsibility for all RTC parts 
except fillets, legs & wings

Å About 50% of Ready-to-eqqmҲu"tcy"ocvgtkcn
Å Coordination of activities to secure optimal extraction of relevant 

parts from RTC plants
Å Logistics
Å  Sales for edible consumption, petfood and rendering
Å 1/3 ownership in the largest rendering plant in Northern Europe
Å Farmfood A/S in Denmark

Forward integration to 
structurally climb the value 
ladder

Ingredients

Introduction
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Expecting strong 
growth in 
consumption

Source: Rabobank

Strong poultry growth in the Nordics and 
Ireland

ī36% poultry growth from 2010-2022

ī15% poultry growth expected from 2022 to 2030

ī ~1.8% annual growth

Stable for pork

11% drop for beef 

Source: Rabobank

Introduction

Poultry consumption Nordics & Ireland

Consumption (2010/14/18/22)
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+15%
CAGR 1.8%



Growth and value 
drivers

Introduction



Convenient, 
versatile & 
tasteful
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Convenient, versatile 
and tasteful
Rapid product evolution driving growth 
and value 

ᴝ Convenience ҭ Shorter preparation time

ᴝ Versatility ҭ Convenience allows inclusion in 
more dishes and meals

Chicken has always been popular as     
core ingredient in a meal

ᴝ Favourable taste attributes drive desire for more

ᴝ Absence of cultural and religious barriers

Basis for growth, differentiation and    
brand capitalisation

Convenient, versatile and tasteful
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Convenience Ƣ Product categories

ConvenienceLow High

Convenient, versatile and tasteful
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2015 2016 2017 2018 2019 2020 2021 2022 LTM

Chilled share (Ready -to-cook)

Frozen

-25 -20 -15 -10 -5 0

Fillet (0.8 kg)

Wing (1.0 kg)

Leg (1.2 kg)

Whole chicken (2.0 kg)

Hours

Dinner for four - Defrosting 

Defrost microwave Defrost water Defrost fridge

Chicken increasingly becoming a chilled category

Note: Ireland consolidated from 2018

Shift from 50% to 80% fresh share 

Long term trend expected to continue

ᴝCurrently some reversal from price sensitive customers

Trend towards fresh enforcing import barriers

ᴝ Logistics cost 

ᴝShelf life

ᴝFood safety exposure

Convenient, versatile and tasteful
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30% 27% 27% 25% 23% 24%

26% 30% 29% 32% 36% 33%

44% 43% 44% 43% 41% 43%
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2018 2019 2020 2021 2022 2023

Sales by product categories

Whole chicken, fresh legs & wings Convenience products Fresh fillet

Consumption trending rapidly 
in direction of convenience

0 20 40 60 80 100

Ready-to-eat

Fresh deboned leg

Precooked wings

Precooked legs

Fresh fillet

Frozen nuggets

Fresh wing

Fresh leg

Whole chicken

Minutes

Preparation time
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Convenience products increase the versatility

Convenience and VersatilityMEDIUM HIGH

Convenient, versatile and tasteful
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Shorter preparation time and increased 
relevance allow inclusion on more occasions

BREAKFAST LUNCH DINNER

Convenient, versatile and tasteful
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Evolution supporting growth and  product differentiation
ÅChicken products have historically appeared as uniform

ᴝPacks of frozen or fresh fillets or legs

ᴝGood basis for price comparisons

ÅConvenience products basis to de-commoditise

ÅMovement from meal input to consumer products

Convenient, versatile and tasteful



25

Trend watching

Identify, acknowledge, understand

Creating the future of chicken 

products require a solid  

understanding of current and 

future consumer and food trends

Consumer Research

Drivers and barriers

Understanding the consumer 

drivers and barriers to our 

category is key to growth and 

product adaptation 

Customer Intelligence

Interact openly, learn & respond

Listen openly, learn and respond 

with improved products or new 

ideas is essential for strong and 

lasting customer relationships

Raw Material Balance 

Sell always agreed in time 

Understanding the balance of 

the chicken, optimize the 

balance and always selling the 

whole bird agreed in time is a 

crucial success factor

The Innovation Process
Convenient, versatile and tasteful
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Trigger for price and brand capitalisation
Convenient, versatile and tasteful
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Category evolution strong  
basis to develop brands

About 36% of Ready-to-cook products branded

Important for retailers to drive chicken category

ᴝ Seen to be driver for innovation 

ᴝ Supporting overall category growth incl. private label 

Well established brands in all markets 

ᴝ High brand recognition ҭ low incremental margin

ᴝ Consumers linking brands to domestic products

Solid foundation for development of branded 
strategies

Focus on increasing brand capitalising

64%

36%

0% 10% 20% 30% 40% 50% 60% 70%

Private label and other

Branded sales

Group sales (2022)

Convenient, versatile and tasteful
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Domestic markets Ƣ Retail and food service
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Retail

Ready-to-cook Ready-to-eat

ÅRetail sales about 5x food service

- Largest provenance loyalty in retail

ÅPositive dynamics between market channels

ÅStrong retail growth for Ready -to-eat products

ᴝ Many products initially developed for food service purposes

ÅInherent hedge of being in both channels 

ᴝ Clear advantage during Covid-19 disruptions

ᴝ Future consumer habits impacting consumer behaviour 0
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Convenient, versatile and tasteful
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Expecting ~1.8% annual 
growth in domestic 
consumption

Consumption increase from ~25.6 to ~27.8 per 
capita

3% population growth (1.3m) by 2030

ᴝDriven by immigration

ᴝChicken not sensitive to cultural and religious 
barriers

Sources: Rabobank, UN Population Division
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Convenient, versatile and tasteful
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because it´s 
sustainable
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89%

90%
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70%

60%

37%
42%
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Low end cut

Average cut

High end cut

Discount in %
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Relative pricing to consumer

Chicken Pork Beef Salmon

Chicken is an affordable product
ÅPrice has always been important for consumers

ÅChicken affordable across segments

ÅFillets even competitive in lower segments

Note: See definitions and sources in appendix

Affordable because itƥs sustainable 
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How come chicken is so 
affordable?

Sources: Scandi Standard, GSI, Kontali

Short production cycle

- Just over a month

Resources required correspondingly low

- Feed

- Emissions

- Energy

- Infrastructure

High survivability

- Production under controlled environment

32
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Illustrative lifecycle - Protein peers

Gestation/hatching Age of parents Grow-out

Affordable because itƥs sustainable 
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High edible output per kg feed

Sources: Scandi Standard, GSI, Kontali

Note: Assuming industrial feed for beef, low end of feed conversion range for pork

Similar EFCR as salmon

- ҿdwv"kp"6'"qh"vjg"vkog

~50% more edible meat per kg feed vs. pork

~400% more edible meat per kg feed vs. cattle
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Economic feed conversion ratio 

Affordable because itƥs sustainable 
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Cost/kg delivered processing plant Ƣ
Converted edible meat

Sources: Scandi Standard, Swedish Board of Agriculture, Kontali
Note: Conversion rate from live weight to edible meat 0.59 assumed for Chicken (Ross 308) - Equivalent to SEK 13,30 live weight

70
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34
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Affordable because itƥs sustainable 
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Cost structure 
(Ready -to -cook)

ÅMeasuring cost based on grill weight

ÅAlmost 50% cost inflation last years

- Temporary earnings drop closed by Q3 2023

Cost of birds about 2/3

- Feed costs largest single cost component (~1/3)

ÅProcessing costs about 1/3

ÅAdditional cost allocation of about SEK 3

- Sales and marketing

- Corporate overhead

Note: Additional costs relating to SG&A, logistical and corporate apply (about SEK 3.5-4.0)

SEK per kg (Grill weight) 2020 2021 2022 2023E

Day old chick 2.6 2.7 2.9 3.2

Feed 7.2 7.9 10.7 10.8

Energy 0.4 0.5 0.7 0.5

Other farming costs 3.9 2.9 4.5 6.4

Total cost delivered processing plant 14.2 14.0 18.7 21.0

Energy 0.3 0.4 0.7 0.6

Personnel cost 3.6 3.6 4.6 5.4

Packaging 0.7 0.7 1.1 1.4

Ingredients 0.1 0.2 0.2 0.2

Maintainance 0.4 0.5 0.6 0.7

Cleaning 0.2 0.2 0.2 0.2

Other costs (incl. overhead) 0.8 0.9 1.1 1.4

Depreciation 0.4 0.5 0.6 0.7

Total processing cost 6.6 6.8 9.1 10.5

Total cost finnished goods at processing plant 20.8 20.8 27.9 31.5

Affordable because itƥs sustainable 
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Cost cyclicality absorbed by 
dynamic pricing
~80% of sales negotiated with relationship client

- Typically, annually/bi-annual intervals

Price changes typically incorporate cost changes

- Feed cost

- Other input costs

Mechanics form low exposure to 

- Input cost variations

- Commodity price for chicke n

Some price/cost diversification of open exposure

Still not fully protected

- Material lag in implementing necessary price changes 
during inflation

- Hopefully not a recurring scenario

Include picture

Affordable because itƥs sustainable 


