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This presentation contains forward-ƭƻƻƪƛƴƎ ǎǘŀǘŜƳŜƴǘǎ ǘƘŀǘ ǊŜŦƭŜŎǘ ƳŀƴŀƎŜƳŜƴǘΩǎ ŎǳǊǊŜƴǘ ǾƛŜǿǎ ǿƛǘƘ ǊŜǎǇŜŎǘ ǘƻ 
certain future events and potential financial performance. 

Forward-ƭƻƻƪƛƴƎ ǎǘŀǘŜƳŜƴǘǎ ŀǊŜ ƻǘƘŜǊ ǘƘŀƴ ǎǘŀǘŜƳŜƴǘǎ ƻŦ ƘƛǎǘƻǊƛŎŀƭ ŦŀŎǘǎΦ ¢ƘŜ ǿƻǊŘǎ άōŜƭƛŜǾŜΣέ άŜȄǇŜŎǘΣέ 
άŀƴǘƛŎƛǇŀǘŜΣέ άƛƴǘŜƴŘΣέ άŜǎǘƛƳŀǘŜΣέ άƻǳǘƭƻƻƪΣέ άǿƛƭƭΣέ άƳŀȅΣέ άŎƻƴǘƛƴǳŜΣέ άǎƘƻǳƭŘέ ŀƴŘ ǎƛƳƛƭŀǊ ŜȄǇǊŜǎǎƛƻƴǎ ƛŘŜƴǘƛŦȅ 
forward-looking statements. 

Forward-looking statements include statements regarding: objectives, goals, strategies, outlook and growth 
prospects; future plans, events or performance and potential for future growth; liquidity, capital resources and 
ŎŀǇƛǘŀƭ ŜȄǇŜƴŘƛǘǳǊŜǎΤ ŜŎƻƴƻƳƛŎ ƻǳǘƭƻƻƪ ŀƴŘ ƛƴŘǳǎǘǊȅ ǘǊŜƴŘǎΤ ŘŜǾŜƭƻǇƳŜƴǘǎ ƻŦ ǘƘŜ /ƻƳǇŀƴȅΩǎ ƳŀǊƪŜǘǎΤ ǘƘŜ ƛƳǇŀŎǘ 
of regulatory initiatives; and the strength of competitors. The forward-looking statements in this presentation are 
based upon various assumptions, many of which are based, in turn, upon further assumptions, including without 
ƭƛƳƛǘŀǘƛƻƴΣ ƳŀƴŀƎŜƳŜƴǘΩǎ ŜȄŀƳƛƴŀǘƛƻƴ ƻŦ ƘƛǎǘƻǊƛŎŀƭ ƻǇŜǊŀǘƛƴƎ ǘǊŜƴŘǎΣ Řŀǘŀ ŎƻƴǘŀƛƴŜŘ ƛƴ ǊŜŎƻǊŘǎ ŀƴŘ ƻǘƘŜǊ Řŀǘŀ 
available from third parties. 

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 may be beyond our control. Such risks, uncertainties, contingencies 
and other important factors could cause the actual results of the Company or the industry to differ materially from 
those results expressed or implied in this presentation by such forward-looking statements.

The information, opinions and forward-looking statements contained in this presentation speak only as at the date 
of this presentation, and are subject to change without notice. The Company and its respective agents, employees 
or advisors do not intend to, and expressly disclaim any duty, undertaking or obligation to, make or disseminate any 
supplement, amendment, update or revision to any of the information, opinions or forward-looking statements 
contained in this presentation to reflect any change in events, conditions or circumstances beyond what is required 
by applicable law or applicable stock exchange rules and regulations.

By viewing this presentation, you acknowledge and agree to be bound by the foregoing limitations and restrictions.

Safe harbor statement



Food Cultures & Enzymes and Health & 
Nutrition share a common research 
platform, and production method. 
The R&D platform is a process of 
screening, developing and upscaling of 
microbes. Production is the optimization 
of recipes, flows and infrastructure for the 
fermentation of microbes. 
Together: The Microbial Platform.

Shared R&D platform ς
the Microbial Platform

We are market and technology
leaders in our core business
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AT A GLANCE

Dairy cultures
incl. probiotics

Dairy 
enzymes

Meat, wine &
fermented beverages

Bioprotection

Health & Nutrition

21%
Share of revenue

Natural Colors

20% 
Share of revenue

Beverages

Prepared 
food

Dairy & fruit 
preparation

Food Cultures& Enzymes

59%
Share of revenue

Confectionery
& ice cream

Human Health
& Microbiome

Animal Health

Plant Health



We develop natural solutions that help to reduce sugar, ensure food 
safety, improve health, replace artificial ingredients and much more!
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AT A GLANCE

NOLA® Fit reduces added sugar in yogurt by 2g    

per 100g yogurt without losing sweetness

SAFEPRO® cultures help to keep 
meat safe from Listeria

Replace artificial ingredients with our e-number free 

labeling coloring foodstuffs range FRUITMAX®

With CHY-Max® dairies can increase cheese output 

by 0.5% compared to other coagulants (i.e. 100 tons 
in case of a production volume of 20,000 tons)

LGG® has been studied in +300 clinical studies that 
indicate that the strain may have beneficial effects on 

immune and gastrointestinal functions

QUARTZO® and PRESENCE® are probiotic plant 
health solutions that help sugar cane and other crops 

fight off attacks from nematodes



Sustainability is at the core of what we do
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AT A GLANCE

Expand reach of 
natural plant protection by 

25m hectares 
(2025)

Reduce global 
yogurt waste by 

700k ton
(2020)

Launch 5 new products 
with a documented 

health effect
(2020)

Better farming

We help feed the 
growing population by 
promoting sustainable 

agriculture

We help customers 
reduce food waste 
and improve yield 
and productivity

Less waste

Our 2016 
sustainability 

targets 

Good health

We improve global 
health through 

helthier, safer and 
more products 82%

ƻŦ /ƘǊΦ IŀƴǎŜƴΩǎ нлмтκму ǊŜǾŜƴǳŜ 
contributes to the UN Global Goals

- reviewed by PWC

Launch 6 new products 
with a documented

health effect
(2022)

Better farming Less wasteGood health

We help feed the 
growing population by 
promoting sustainable 

agriculture

We help customers 
reduce food waste 
and improve yield 
and productivity

We improve global 
health through 

healthier, safer and 
more products

Expand reach of 
natural plant protection by 

25m hectares 
(2025)

Reduce global 
yogurt waste by 

1.2m tons
(2022)

Launch 6 new products 
with a documented

health effect
(2022)

Expand reach of 
natural plant protection 

by 25m hectares 
(2025)



hǳǊ bŀǘǳǊŜΩǎ ƴƻΦм ǎǘǊŀǘŜƎȅΥ ŜǾƻƭǳǘƛƻƴ ǎƛƴŎŜ нлмо ςnow Sustainably
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STRATEGY

Drive penetration 
of new innovation

Continue to prioritize core dairy 
business

Develop adjuncts and adjacencies

Drive Bioprotectionlighthouse to 
EUR 200m by 2025

Drive new products for Human 
Health (incl. Microbiome) and 
Animal Health

Invest in Plant Health platform to 
unlock potential of EUR 100m by 
2025

Expand FruitMax® range of 
coloring foodstuffs

Reinforce position 
in growth markets

Further strengthen global market 
presence

Application support in core 
adjacencies

Human Health: Expansion into 
emerging markets and growth 
segments

Strengthen route-to-market in Ag 
businesses

Drive US conversion and secure 
APAC growth

Generate fuel 
for growth

Drive scalability in supply chain

Digitalize core processes

Reinvest in future growth Continue drive to restore 
profitability

FOCUS AREAS
HEALTH & NUTRITION

Develop the 
microbial platform

FOCUS AREAS
NATURAL COLORS

Create 
further value 

FOCUS AREAS
FOOD CULTURES & ENZYMES

Leveragethe 
full potential



Plant Health
Bacterial cultures for crop protection ς
target of EUR 100m by 2025

Human Microbiome 
Next generation bacteria for 
Human Health

Bioprotection
Bacterial solutions for food safety and 
freshness ςtarget of EUR 200m by 2025

Lighthouse
Potential revenue 

of minimum 
EUR 100m per year

FOOD CULTURES 
& ENZYMES

HEALTH & NUTRITION

Designated as 
lighthouse in 2013

Designated as 
lighthouse in 2016

Designated as 
lighthouse in 2013

Our three lighthouses address challenges 
within food safety, agriculture and public health
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STRATEGY



FOOD CULTURES & ENZYMES

Organic growth 
divisional target

7-8 %

N
e
w

Existing New
E

x
is

tin
g

Fundamental 
market growth, 

pricing and 
market share

~4% growth

Further conversion 
of dairies

~1% growth

Upselling and 
innovation in core 

business

2-3% growth

Extension into new 
food categories and 

near adjacencies

<1% growth

Customers/markets

T
e

c
h

n
o

lo
g

ie
s

We retain our long term growth guidance with majority of growth 
coming from core customers and markets
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FOOD CULTURES & ENZYMES

Rejuvenateproduct offerings and up-sell customers 
to newer, higher priced solutions

Selling more solutions to each existing customer on 
average

Develop new adjunct uses of cultures and enzymes

Identify paths to outpace volume growth in mature 
fermented milk markets (France, Russia and US)

Cost efficiency by 
innovative DVS® cultures

Improved functionality and 
differentiation by DVS® cultures

Bioprotection
by FreshQ® 

Sugar reduction 
by NOLA® Fit

Health                          
by probiotics

Ripening aids   
by DVS®

Upselling novel solutions and increasing wallet size with existing 
customers is a key focus for 2018/19
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FOOD CULTURES & ENZYMES

Bioprotection business split by category and region

Our bioprotection journey
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2013
Chr. Hansen enters 
bioprotection market 
in dairy with launch 
of FreshQ® brand

2017/18
Launch of 2nd  
generation FreshQ® 
targeted at regions with 
hotter climates and less 
reliable cold chains

Late 1990s
First bioprotection 
solutions emerge

2024/25
EUR200m                

sales target

Today: Unlocking the full 
potential of the business

Regional expansion into 
LATAM and APAC

Building application 
knowledge and client 
relationships in adjacent 
areas 

Working with authorities on 
regulatory framework & 
labelling solutions

Dairy

Meat

Early 2000
Chr. Hansen launches 
first bioprotection 
solutions in meat to 
control Listeria

APAC

EMEA

LATAM

NA



FOOD CULTURES & ENZYMES

2%

3%

6%

7%

12/13 13/14 14/15 15/16 16/17 17/18

Today Tomorrow

Fresh 
dairy

Cheese Fermented
meat

Animal    
products

(meat adjacencies/fish)

Vegetable 
products

Traditionally 
Fermented Food Products

Non Traditionally 
Fermented Food Products

Food waste

Shelf life extension 
targeting 
yeasts/mould

Food Safety

Additional 
protection against 
gram-positive food 
pathogens (Listeria, 
Clostridium)

We continue to roll out the 2nd generation bioprotection in emerging 
markets and drive penetration across core food applications
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Bioprotection has made strong 
progress since 2013, and will 
continue to create long-term 
revenue optionality



HEALTH & NUTRITION

Potential to increase penetration of microbial solutions
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PH

AH

HH

Attractive market growth driven by megatrends

5-15% 
Microbial
penetration

10-15%
Microbial
penetration

<5%
Microbial 
penetration

Opportunities to 
increase penetration

7%-9%

7%-9%

13%-17%

Pressure to curb 
chemicals usage in crop 

production

Growing world 
population and 

rapid urbanization

Mega-
trends

Need to reduce antibiotic 
growth promoter usage in 

Iivestockproduction

Increasing scientific 
evidence of health benefits 
ŦǊƻƳ άƎƻƻŘ ōŀŎǘŜǊƛŀέ όŀƴŘ 
KOL/consumer awareness)

Resource scarcity creates 
productivity squeeze for 

customers

Source: Euromonitor and management estimates



HEALTH & NUTRITION

P
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Existing 
Human Health 

business
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Novel uses for 
existing bacteria

(partnership model)

Long term 
potential but not 

a current 
investment focus

Microbiome is creating new opportunities within 
conventional strains and existing end markets

Opens new 
segments such 
as metabolic 

and skin health
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1

1

Partnership with ProtaTherapeutics to treat peanut 
allergy with LGG® 

2

Human Health to focus on launch of new products
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Infants in hospitals Reduce risk of gastrointestinal complications

Infant: Support infant gut microbiome for healthy 
development

Adult: Promote intestinal integrity

Women: Rebalance a healthy vaginal microbiome



HEALTH & NUTRITION

Potential beneficial effects on immune and gastrointestinal function1

LGG®
¢ƘŜ ǿƻǊƭŘΩǎ ōŜǎǘ ŘƻŎǳƳŜƴǘŜŘ ǇǊƻōƛƻǘƛŎ ǎǘǊŀƛƴ 
Used in food and dietary supplements since 1990
Described in more than 1,000 scientific publications
Studied in more than 300 clinical studies

May reduce respiratory tract challenges Hatakkaet al. 2001, Hojsaket al. 2010a

May enhance the immune response de Vreseet al. 2005

May alleviate symptoms of irritated skin Pärttyet al. 2013

May reduce crying and fussiness in infants Isolauriet al. 2000

BB-12® 
¢ƘŜ ǿƻǊƭŘΩǎ ōŜǎǘ ŘƻŎǳƳŜƴǘŜŘ .ƛŦƛŘƻōŀŎǘŜǊƛǳƳ
Used in food and dietary supplements since 1985
Described in more than 307 scientific publications 
Studied in more than 180 clinical studies

May reduce the risk of an upset stomach Chouraquiet al. 2004; Saavedraet al. 1994

May enhance the immune response Holscheret al. 2012; Schiffrinet al. 1997

May reduce respiratory tract challenges Smith et al. 2013; Taipaleet al. 2011

May support bowel function Matsumotoet al. 2001; Pitkäläet al. 2007

We educate customers on the functional benefits of probiotics and the 
value of scientific documentation 
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1 Selection of scientific studies as per April 2017 (LGG®) and Feb 2016; for more details refer to Chr. Hansen website.

Lactobacillus
rhamnosus
(LGG®) 

Bifidobacterium 
(BB-12®) Culture bank of 

+30,000 strains

3 out of the 4 
best documented strains 
in our library



HEALTH & NUTRITION

Regulators are increasing pressure & 
end consumers start to demand non-
antibiotic-ever meat

Antibiotic resistance is one of the main 
threats defined by the WHO

Consumers and regulators are demanding natural alternatives 
to antibiotics in livestock production
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Better farming

Probiotics for animals help improve 
feed efficiency and reduce need for 
antibiotics

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

JanApr Jul Okt JanApr Jul Okt JanApr Jul Okt JanApr Jul Okt

Seasonal % of Birds fed Non-Antibiotic-Ever in the US

Bovamine® 
decreases 
number of 
health events 
and increases 
milk yield for 
dairy cows 

Cholera Measles Road traffic
accidents

Diabetes Cancer Antibiotical
resistance

Deaths attributable to major causes annually (in m)1

2014 2050

2014 2017

42%

5%

1 Source: AMR Review (2014).




