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This presentation has been prepared and issued by Nomad Foods Limited (the "Company"). This Presentation has been provided solely for information and background. The information in this Presentation is provided as at the date 

of the Presentation (unless stated otherwise). This Presentation does not constitute or form part of, and should not be construed as: (i) an offer, solicitation or invitation to subscribe for, sell or issue, underwrite or otherwise acquire 

any securities or financial instruments, nor shall it, or the fact of its communication, form the basis of, or be relied uponin connection with, or act as any inducement to enter into any contract or commitment whatsoever with respect to 

such securities or financial instruments; or (ii) any form of financial opinion, recommendation or investment advice with respect to any securities or financial instruments.

Certain statements and matters discussed in this Presentation, as well as the accompanying oral presentation, may constitute forward-looking statements. Forward-looking statements are statement that are not historical facts and 

may be identified by words such as "aim", "anticipate", "believe", "continue", "estimate", "expect", "intend", "may", "should", "strategy", "will" and words of similar meaning, including all matters that are not historical facts. This 

Presentation includes forward-looking statements regarding the Companyõs (i) beliefs regarding macro trends in the industry and the Companyõs ability to ignite category growth along such trends; (ii) expectations regarding the 

Companyõs innovation agenda, including its long-term ambition with respect to new products as a percentage of net sales; (iii) beliefs regarding the market for meatless products; (iv) expectations regarding the Companyõs long-

term growth algorithm; (v) beliefs and expectations regarding the Companyõs long-term drivers of EBITDA margin expansion; (vi) expectations regarding the Companyõs financial position and cash flow generation, including its 

ability to further reduce leverage in 2019; and (viii) the future operating and financial performance of the Company, including the Companyõs guidance with respect to organic revenue growth, Adjusted EBITDA and Adjusted EPS.

The forward-looking statements in this Presentation speak only as of the date hereof and are based upon various assumptions, many of which are based, in turn, upon further assumptions. Although the Company believes that these 

assumptions were reasonable when made, these assumptions are inherently subject to significant known and unknown risks, uncertainties, contingencies and other important factors which are difficult or impossible to predict and are 

beyond its control that could cause actual results to differ materially from those expressed or implied by such forward-looking statements, including (i) economic conditions, competition and other risks that may affect the Companyõs 

future performance, including increases in operating costs and the Companyõs ability to manage its cost structure; (ii) the Companyõs ability to recognize the anticipated benefits of strategic initiatives and its ability to successfully 

integrate recent acquisitions, (iii) the Companyõs ability to successfully implement its growth agenda, including its abilityto identify suitable acquisition targets and successfully complete acquisitions, and to execute its other strategic 

initiatives; (iv) the Companyõs ability to successfully execute its marketing campaigns and the resulting impact of  such campaigns on the Companyõs financial results; (v) the Companyõs ability to accurately predict the performance 

of certain of its brands; including the Green Cuisine and Veggie Power brands; (vi) the adequacy of the Companyõs resources to achieve its anticipated growth agenda; (vii) fluctuations in the availability of food ingredients and 

packaging materials that the Company uses in its products; (viii) the Companyõs ability to effectively mitigate factors that negatively impact its supply of raw materials; (ix)  the Companyõs ability to protect its brand names and 

trademarks; (x) uncertainty about the terms and timing of Brexit, as well as the potential adverse impact of Brexit on currency exchange rates, global economic conditions and cross-border  agreements that affect the Companyõs 

business, (xi) loss of the Companyõs financial arrangements with respect to receivables factoring, (xii) the loss of any of the Companyõs major customers or a decrease in demand for its products, (xiii) the Companyõs ability to 

effectively compete in its markets, (xiv) changes in consumer preferences and the Companyõs failure to anticipate and respondtosuch changes or to successfully develop and renovate products, (xv) the Companyõs ability to 

successfully interpret and respond to key industry trends and to realize the expected benefits of its responsive actions; (xvi) changes in applicable laws or regulations; and (xvii) the other risks and uncertainties disclosed in the 

Companyõs public filings and any other public disclosures by the Company. In addition, these forward-looking statements and the information in this Presentation are qualified in their entirety by cautionary statements and risk 

factor disclosures contained in the Companyõs Annual Report on Form 20-F filed with the Securities and Exchange Commission on February 28, 2019. Given these risks and uncertainties, prospective investors are cautioned not to 

place undue reliance on forward-looking statements. Other than in accordance with its legal or regulatory obligations, the Company is not under any obligation and the Company and its affiliates expressly disclaim any intention, 

obligation or undertaking to update or revise any forward looking statements, whether as a result of new information, future events or otherwise. This Presentation shall not, under any circumstances, create any implication that there 

has been no change in the business or affairs of the Company since the date of this Presentation or that the information contained herein is correct as at any time subsequent to its date. No statement in this Presentation is intended 

as a profit forecast or estimate.

This Presentation includes certain additional key performance indicators which are considered non-IFRS financial measures including, but not limited to, organic revenue growth, Adjusted EBITDA, Adjusted EBITDA margin, Adjusted 

gross margin, Adjusted operating expenses, Adjusted profit for the period, Adjusted earnings per share and Adjusted free cashflow. Nomad Foods believe these non-IFRS financial measures provide an important alternative 

measure with which to monitor and evaluate the Companyõs ongoing financial results, as well as to reflect its acquisitions. Nomad Foodsõ calculation of these financial measures may be different from the calculations used by other 

companies and comparability may therefore be limited. You should not consider the Companyõs non-IFRS financial measures an alternative or substitute for the Companyõs reported results. For a reconciliation of these non-IFRS 

financial measures to the most directly comparable IFRS measures, refer to the Company earnings press release and investor presentation included on the Companyõs website at www.nomadfoods.com.

http://www.nomadfoods.com/


Todayõs Agenda
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Western Europeõs Leading Frozen Food Company

Growing from a Strong Core 

Driving Shareholder Value
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Nomad Foods Overview

In Western Europeõs

û26B
Savory 

Frozen Food Category

û2.3B
Net Revenues

4,800
Company

Employees

90%
Of Core Portfolio Ranked

#1 or #2 in Market Share

13
Primary Countries 

Across Western Europe

Net Revenues for the 12-month period ending June 30th, 2019



48%

22%

18%

12%

BY BRAND

38%

18%

10%

34%

BY CATEGORY

30%

17%

15%

38%

BY COUNTRY

A Diversified Portfolio Across Western Europe
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Seafood Vegetables Ready Meals OtherUK OtherGermanyItaly Other

Figures above represent mix of 2018 net revenues



Iconic Brands Modernized for Todayõs Consumer
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The Undisputed Leader in Western Europe Frozen Food
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14% market share

Total Retail Sales Value

û26B

Western Europe
Savory Frozen Food

Source: Euromonitor, 2018; branded only



Seafood

Portfolio Breadth Across Most Frozen Savory Categories
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Potatoes

Vegetables

26%

Ready
Meals

Western Europe Savory Frozen ðMarket Share by Category

û4.4BPizza 3%

û4.3B12%

û3.8B23%

û3.0B6%

û1.6B6%Red Meat

Poultry û1.5B22%

Baked
Goods û1.4B2%

Meat Substitutes

3%Fruit

2%

Soup 34% û0.3B

û0.5B

û0.5B
Categories 
Under û1B

û4.6B

Category size

market share

Source: Euromonitor, 2018; branded only



Over Two Years of Strong Financial Performance

2016 LTM

NET REVENUES ADJUSTED EBITDA

û325M
25%

û405M

2016 LTM

ADJUSTED EPS

û0.84 û1.22

2016 LTM 2016

Current

$1.7B

$4.0B

MARKET CAP

45%

+19%

2.4x

û1.9

û2.3

9Note: growth rates represent percentage change from full year 2016 to the trailing 12 month period (LTM) ending June 30, 2019
Current market cap is based on share price as of August 27, 2019. 2016 market cap is based on share price on 12/31/16.



Organic Revenue Growth Driven by a Strong Core
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Core Organic GrowthOrganic Revenue GrowthEU Frozen Category Growth

2%

1%

4%

2%

1%

0% 0%
1%

5%

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2017 2018 2019

1%

4%

6%
6%

3%

1%

2%

4%

1%

4%

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2017 2018 2019

6%

9%

10%

9%

4%

3%

4%

5%

3%

7%

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2017 2018 2019



Core Category Growth through the First Half of 2019
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Fish Fingers Coated Fish Recipe Fish

Peas Spinach Local Core Categories

+3% +7% +4%

-4% +5% +5%



Strategy Underpinned by Three Fundamental Pillars
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ACCELERATE

INNOVATION
GROW

THE CORE
EXPAND

THE CATEGORY



Frozen Food is Growing Across Most of Europe
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7%

4%
4%

3%
3%

2%

2% 1%

0%

(1%) (1%)

(3%)

Sweden Portugal Spain Norway Netherlands Austria Germany UK Italy Belgium France Ireland

52W Frozen Savory Value Growth
Total Western Europe +2%

Source: Nielsen through July 2019



Igniting Category Growth Along Powerful Macro Trends

HEALTH & 
WELLNESS

CONVENIENCESUSTAINABILITY
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Case Study: Findus Green Camp in Italy
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Investing in Iconic Brands 
and Distinctive Assets



Leveraging Brand Assets with Enhanced Packaging Design
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New products as a 
% of Net Sales

Accelerating the
Innovation Agenda
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5%

6%

10%

2018 2019E Long-Term
Ambition

Note: New products defined as SKUõs introduced within the past two years.


