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 GENERAL MEETING VALORA 2015

LETTER TO SHAREHOLDERS

Rolando Benedick
Chairman of the Board of Directors 

All members of the Board of Directors 
will stand for annual re-election at the 
upcoming AGM. 

We would like to thank all of our 
shareholders for the trust they place in 
our company and are pleased to pro-
pose a dividend of CHF 12.50 at the next 
Annual General Meeting.

Kind regards

 Valora is undergoing an in-depth trans-
formation, with the aim of becoming a 
pure micro-retailer. This, in turn, will 
increase the company‘s revenue and 
profit growth, while also boosting inno-
vation. 

Over the last year,  Valora has sold 
its press wholesale operations and the 
 Valora Trade division was recently clas-
sified as a disposal group. These mark 
two key milestones in the transforma-
tion. The acquisition of small-space re-
tailer  Naville in Western Switzerland 
also represents a further step in this 
process; the network of outlets is now 
even bigger and covers all of Switzer-
land. This presents  Valora with a num-
ber  of exciting new opportunities. We 
are pleased to be able to welcome our 
colleagues from French-speaking Swit-
zerland to the  Valora Group and are cer-
tain that this merger will allow us to 
tap into an exciting, diverse range of 
growth opportunities. 

The 2014 financial year was a very 
successful one for Ditsch and Brezelkönig. 
The division posted encouraging growth 
in both the wholesale and branch are-
as. The retail business in Switzerland 
also performed well. Great progress has 
been made in modernising the outlets 
and adapting the range of products at   
k kiosks. Retail Germany performed less 
well than in 2013, but still posted a sol-
id profit. 

Michael Mueller (CEO) and Tobias 
Knechtle (CFO) assumed their respec-
tive offices a year ago. Together with 
the management team, they have pushed 
forward the company‘s focus in chal-
lenging market conditions. The first 
measures to be implemented, for exam-
ple the concentration of the location 
portfolio on heavily frequented loca-
tions, have produced positive results. 
Going forward, innovative services 
based on existing products will open up 
new opportunities in the digital world 
for our retail business. The expansion 
into new markets with Ditsch and 
Brezelkönig has begun and is proceed-

ing at a good pace. Conditions have been 
put in place for us to better focus on our 
core activities, which will enable us to 
conduct business in the interests of our 
shareholders as well as all other stake-
holder groups. By focussing our activi-
ties in this way, we can be sure that our 
financial and HR resources will be de-
ployed in an efficient manner. This is 
all with a view to helping  Valora devel-
op sustainably over the long term.

This transformation is a reflection 
of our tireless efforts to strengthen the 
 Valora Group. The hard work that our 
employees put in each and every day, 
across all countries and in all areas, de-
serves real recognition. The Board of 
Directors would like to express its spe-
cial thanks and appreciation to all of 
these staff. We would also like to thank 
our customers and business partners.

At its 2014 Annual General Meet-
ing,  Valora made the necessary amend-
ments to its articles of association with 
regard to the ordinance governing ex-
cessive pay for listed public limited 
companies (“VegüV”). 

In accordance with the provisions 
of the articles of association, which 
were amended as of 7 May 2014, the 
2014 Remuneration Report will be ap-
proved at the Annual General Meeting 
by a consultative vote. Starting in 2015, 
the AGM will now approve the maxi-
mum amount of remuneration that is 
paid to members of the Board of Direc-
tors for the period running until the 
next ordinary general meeting. This de-
cision will have a binding effect. In ad-
dition, the maximum amount, includ-
ing both fixed and variable remuneration 
paid to members of the Executive Board 
for the 2016 financial year, will also be 
voted upon. 

Details on the voting at the Annual  
General Meeting concerning remuner-
ation and the Remuneration Report are 
contained in Article 27 of the articles 
of association. Additional information 
on this can be found on pages 60 and 62 
of this year‘s Annual Report. 

Dear shareholders,

Michael Mueller
CEO
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 GENERAL MEETING VALORA 2015

INVITATION TO THE ANNUAL GENERAL MEETING
OF VALORA HOLDING AG

AGENDA ITEM 1
Approval of the Annual Report, the 2014 Valora Holding AG Annual Financial Statements and  

the 2014 Valora Group Consolidated Financial Statements

The Board of Directors moves for approval of the Annual Report, the 2014 Valora Holding AG Annual Financial Statements, 
and of the 2014 Valora Group Consolidated Financial Statements.

AGENDA ITEM 2
Consultative vote on the Remuneration Report 2014 

The Board of Directors moves for a consultative vote in favor of the Remuneration Report contained in the Business Report.
 

AGENDA ITEM 3
Resolution on the appropriation of net income and dividend distribution

The Board of Directors moves for the appropriation of net income as follows and for the distribution of a dividend in the 
amount of CHF 12.50 per registered share.

3.1 Appropriation of net income 
Retained earnings:

2014

in CHF 000

Earnings 2014  31 125

+ Retained earnings from preceding year 74 172

Net earnings available to the General Meeting 105 297

Retained earnings 105 297

3.2 Withholding tax exempt distribution out of capital contribution reserves 
Distribution of a dividend in the amount of CHF 12.50 per share out of capital contribution reserves (subject to prior re­
qualification of the requisite amount as free reserves):

2014

in CHF 000

Capital contribution reserves (before distribution) 56 867

Distribution (subject to prior requalification as free reserves) – 42 945

Capital contribution reserves (subsequent to distribution) 13 922

If the motion is approved, a gross dividend in the amount of CHF 12.50 per dividend-bearing registered share with a par value 
of CHF 1 will be distributed on or about 28 April 2015.

2014

Distribution per share (in CHF) out of Reserve (withholding tax exempt)

Payment (in CHF) 12.50
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 GENERAL MEETING VALORA 2015

INVITATION TO THE ANNUAL GENERAL MEETING
OF VALORA HOLDING AG

AGENDA ITEM 5
Approval of the Compensation for the Members of the Board of Directors and the Executive Committee

 

Based on Article 27 of the Articles of Incorporation the Board of Directors proposes to approve the compensation of the Board 
of Directors and the Executive Committee as follows.

5.1	 Approval of the Total Compensation for Members 
of the Board of Directors for the period from the 2015 
Annual General Meeting to the 2016 Annual General 
Meeting
The Board of Directors moves for the approval of the total 
maximum amount of the fixed compensation for the members 
of the Board of Directors for the period from the 2015 Annual 
General Meeting to the 2016 Annual General Meeting of CHF 
1.6 million (including all social security contributions).
Explanation: The Board of Directors currently consists of six 
members. The members of the Board of Directors receive a 
fixed compensation for their services. In principle, 80 % of the 
compensation is paid out in cash and 20 % in restricted regis­
tered shares of Valora Holding AG. In justified cases, the Board 
of Directors can decide to pay out a higher or lower percentage 
of the total compensation in shares. The calculation of the 
number of shares is made on the basis of an average price of 
the Valora registered shares, during a period prior to the grant 
of the shares, with a discount reflecting the blocking period.
The underlying principles relating to the compensation paid to 
members of the Board of Directors are set out in Art. 24 and 
26 of the Articles of Association. Further information relating 
to the compensation of the members of the Board of Direc­
tors can be found in the Remuneration Report in Section 9.2. 
The approval of the total amount of compensation paid to the 
members of the Board of Directors is based on Art. 27 of the 
Articles of Association and the Ordinance against Excessive 
Pay in Listed Companies.

5.2	 Approval of the Total Compensation for Members of 
the Executive Committee for the Financial Year 2016
The Board of Directors moves for the approval of the total 
maximum amount of the fixed and variable compensation for 
the members of the Executive Committee for the financial 
year 2016 of CHF 7.4 million (including all social security 
contributions). 
Explanation: The Executive Committee currently consists of 
five members. The total maximum amount for the members of 
the Executive Committee comprises the fixed annual compen­
sation, a Short Term Bonus (STB) and a Share Participation 
Program (SPP). The fixed annual compensation is paid out 
in cash and will range between 55 % and 65 % of the total 
compensation amount.
The Short Term Bonus (STB) corresponds to 10 – 15 % of the 
total amount. The STB is determined based on qualitative 
and quantitative criteria as well as performance related tar­
gets. The maximum achievement percentage under the STB 
is 150 %. The bonus will be paid out in cash or in restricted 
employee shares.
The Share Participation Program (SPP) corresponds to 
20 – 35 % of the total compensation amount. The SPP pro­
vides for a payout in restricted shares with a blocking peri­
od of three years. The calculation of the number of shares is 
made on the basis of an average price of the Valora registered 
shares with a discount reflecting the blocking period. During 
the blocking period, the participants are entitled to voting and 
dividend rights.
The principles relating to the compensation paid to members 
of Executive Committee are set out in Art. 25 and 26 of the 
Articles of Association. Further information relating to the 
compensation of the members of the Executive Committee 
can be found in the Remuneration Report in Section 7.4. The 
approval of the total maximum amount of compensation for 
the members of the Executive Committee is based on Art.  27 
of the Articles of Association and the Ordinance against Ex­
cessive Pay in Listed Companies.

AGENDA ITEM 4
Discharge from liability of the members of the Board of Directors and of the Group Executive Management

 

The Board of Directors moves for the discharge from liability of the members of the Board of Directors and of the Group 
Executive Management (including former members who resigned in the 2014 financial year) for the 2014 financial year.
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 GENERAL MEETING VALORA 2015

INVITATION TO THE ANNUAL GENERAL MEETING
OF VALORA HOLDING AG

AGENDA ITEM 6
 Elections

 

6.1	Reelection of members of the Board of Directors
The Board of Directors moves for the reelection of the fol­
lowing members of the Board of Directors for a term of office 
of one year, ending with the 2016 Annual General Meeting.

6.1.1	 Rolando Benedick 
6.1.2	 Markus Fiechter
6.1.3	 Franz Julen
6.1.4	 Bernhard Heusler
6.1.5	 Peter Ditsch
6.1.6	 Cornelia Ritz Bossicard

The reelection of members will be conducted on an individual 
basis.

6.2	Election of Rolando Benedick as Chairman  
of the Board of Directors
The Board of Directors moves for the election of Rolando 
Benedick as Chairman of the Board of Directors for a term 
of office of one year, ending with the 2016 Annual General 
Meeting.

6.3	Election of members of the Remuneration 
Committee
The Board of Directors moves for the election of the following 
members of the Remuneration Committee for a term of office 
of one year, ending with the 2016 Annual General Meeting.

6.3.1	 Franz Julen 
6.3.2	 Markus Fiechter 
6.3.3	 Peter Ditsch 

The election of members will be conducted on an individual 
basis.

6.4	Election of the Independent Proxy
The Board of Directors moves for the election of Dr. Oscar 
Olano, from the law firm of staehelin olano Advokatur und 
Notariat, as Independent Proxy until the end of the 2016 
Annual General Meeting.

6.5	Reelection of the Auditor 
The Board of Directors moves for the election of Ernst & 
Young AG as auditor for the 2015 financial year.

150325_Valora_GV_Einladung_E.indd   6 25.03.15   16:15



 GENERAL MEETING VALORA 2015

INVITATION TO THE ANNUAL GENERAL MEETING
OF VALORA HOLDING AG

Attachments	 –	Registration / Proxy Appointment form
	 –	Notes to Registration and Proxy Appointment form
	 –	Posted-paid envelope

ORGANISATIONAL MATTERS

Muttenz, 26 March 2015
For the Board of Directors of Valora Holding AG

		

Rolando Benedick, Chairman

Requests for additional agenda items
No requests by shareholders for the inclusion of additional 
items on the agenda were received by the company before 
expiration of the applicable deadline of 18 March 2015.

Business Report
The 2014 Business Report, including the Valora Holding AG 
Annual Report, the 2014 Valora Holding AG Financial State­
ments, the 2014 Valora Group Consolidated Financial State­
ments, the Remuneration Report and the Auditor’s reports, 
is available for consultation beginning 26 March 2015,  
at the offices of the Company, Hofackerstrasse 40, 4132 
Muttenz, Switzerland. Shareholders may also request delive­
ry of the documents made available for consultation by mar­
king the registration form appropriately. The Business Report 
may also be accessed via the Internet, beginning 7:00 am, 
26 March 2015, at www.valora.com.

Registration/admission card
Shareholders recorded in the share register as holding voting 
rights as of 30 March 2015 will receive their invitations by 
mail at their last recorded address in the share register. 
Shareholders recorded in the share register as holding voting 
rights between 1 April 2015 and 13 April 2015 will receive 
their invitations subsequent to such registration.
Registration for attendance at the General Meeting may be 
made using the “Registration / Proxy Appointment” form. Al­
ternatively it is also possible for you to register online (elec­
tronically).
Registration forms must be received by the Company by no 
later than 13 April 2015, or, for shareholders who receive 
their invitations at a later date, by no later than 20 April 2015. 
Admission cards will be sent to the shareholders following 
registration, beginning on 14 April 2015.
Due to time considerations, it will no longer be possible for 
us to send you these documents by mail after 21 April 2015. 
In the event that you do not receive your documents, please 
contact the information desk at the General Meeting, prior to 

commencement of the meeting. Upon presentation of iden­
tification, you will receive your admission card and voting 
documents at that time.
During the interval from 14 April 2015 to the end of the An­
nual General Meeting, no new shareholders will be recorded 
in the share register.

Voting
Voting will be conducted by electronic balloting (televoting). 

Proxy appointments
Please use the “Registration / Proxy Appointment” form in 
order to grant proxy authorization and issue instructions to 
the Independent Proxy.
Shareholders also have the possibility of granting authoriza­
tion and issuing instructions to the Independent Proxy elec­
tronically by accessing the website https://valora.shapp.ch.
Shareholders who do not yet have an account require Inter­
net access, an e-mail address, and a mobile telephone to 
which an SMS code may be sent in order to complete the 
initial registration. Please follow the online instructions at 
https://valora.shapp.ch. For your personal login information 
(ID and password) for the initial registration please refer to 
the “Registration / Proxy Appointment”, at point 3.2. The 
online options for issuing instructions are the same as tho­
se available when using the printed form. Online issuance 
or modification of electronically issued instructions to the 
Independent Proxy will be possible up to 20 April 2015, 
11:50 p.m. CEST.

Speakers
Any shareholder wishing to contribute to the discussion is 
requested to submit his or her remarks by e-mail to mladen.
tomic@valora.com, by no later than 21 April 2015, with full 
name and address, or to submit such remarks in writing at 
the speakers’ lectern immediately prior to commencement 
of the General Meeting.
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INTERVIEW 

distribution network in heavily fre-
quented locations, which we are contin-
ually maintaining, adapting and ex-
panding. Each day in Switzerland alone, 
we welcome over 900 000 customers  
at our outlets – many of whom are regular 
customers. Increasingly our customers 
visit our kiosks not only for their news-
papers and tobacco, but also for our  
ok.– energy drinks, coffee and ok.– debit 
card offers. Our goal is to offer our  
customers even more each day, and to 
inspire them with simple, attractive  
offers: convenient, nearby, fast. 

In the future, the group will attach 
greater importance to the areas of im-
mediate-consumption goods and services. 
In our kiosks and P&B branches, press 
and tobacco products will continue to play 
an important role going forward and 
will make up a significant part of the mar-
ket positioning for this shop format.  
The focus here will be on increasing the 
value added throughout all the areas  
of our product range. 

The acquisition of Ditsch/Brezelkönig 
has provided us with a solid foothold  
in the food area, with proven expertise in 
the area of immediate-consumption 
goods and production. And we intend to 
build on this foothold, tapping into  
new markets in particular. In our kiosks 
and convenience formats, we are ex-
panding our product range with new food 
offerings – a very successful example  
of this is our ok.– range. And we are also 
adding services such as PUDO (“pick 
up / drop off”) and financial services.

Our efforts in this regard are reflect-
ed in our figures. We are already ge- 
nerating more than 50 percent of our gross 
margins from food and drink, with 
Ditsch/Brezelkönig accounting for a large 
share of this.

The transformation of Valora will 
 reduce the company to two divisions – 
Retail and Ditsch/Brezelkönig.  
Where do you see further potential for 
increasing cost efficiency in the  
core business?

Following the sale of the Services division 
and upcoming sale of the Trade divi- 
sion, we will have simplified the structure 
of Valora, reduced the complexity of its 
organisational structure, made manage-
ment more aware of the potential for 
growth and generated more transparen-
cy. We believe there to be substantial 
savings potential in IT costs, in harmoniz-
ing and integrating processes across  
the group and formats, as well as in adapt-
ing the group structure in line with  
the focused retail and immediate-con-
sumption strategy.

Specifically, I believe the challenges 
we face lie in the following four areas: 
(1) Improving our operating performance 
and cost efficiency – in particular by re- 
alising the available synergies with Naville 
in Switzerland. (2) Continuing to ex-
pand our range of immediate-consump-
tion goods in the kiosk / P&B and con-
venience areas – particularly in Germany, 
as well. (3) Tapping into new markets 
with new or adapted concepts in the area 
of immediate-consumption goods while 
increasing the added value we can gener-
ate here and strengthening our verti- 
cal integration – this will also include the 
international expansion of Ditsch/
Brezelkönig. (4) Making use of our high 
levels of customer traffic to develop  
new offerings for our industry partners in 
terms of product promotions and provid-
ing attractive offers to increase customer 
loyalty. In this regard, I see particular 
potential in the area of digital-based solu-
tions as here we will be able to benefit 
from our strengths in distribution.

But has the digital trend not hurt 
Valora if anything?

We view things differently: the digital 
world represents a major challenge  
for Valora, but it also presents consider-
able opportunities. eCommerce cannot 
fundamentally harm us as our revenues 
are driven largely through impulse buy- 
ing and immediate-consumption goods.  
If anything, it has even presented us 

« We are already 
generating more than 
50 percent of our 
gross margins from 
food and drink, with 
Ditsch/Brezelkönig 
accounting for a 
large share of this.»
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PRODUCTION FACILITY DITSCH

Ditsch and Brezelkönig have their own 
fully integrated production infrastruc­
ture, which provides them with an ex­
tremely successful, self­contained 
value   chain. The highly efficient man­
ufacturing plants delivered more than 
500 million product items in 2014.  
A small fraction of this output is sold 
directly to consumers at the Ditsch and 
Brezelkönig outlets. However, the  
lion’s share is sold to trade customers 
in dozens of countries. These include 
suppliers for the hotel, restaurant and 
catering industries, large­scale bak­
eries and general food retailers. The 
growing worldwide appetite for pretzel 
products gave a big boost to Ditsch, 
which increased its wholesale turn­
over by nearly 30 % in 2014. While 
the German plants in Mainz and Ora­
nienbaum achieved very good levels of 
capacity utilisation in 2014, they still 
have further potential for sustained 
and profitable growth.

can visit our kiosks to pick up books they 
have ordered online, top up mobile 
phones or iTunes cards, transfer money 
abroad or buy paysafe cards for secure 
online shopping. We also offer a prepaid 
Visa and MasterCard. As I mentioned, 
we are certain that by connecting the physi- 
cal and digital sales environments and  
by providing attractive, digital customer 
loyalty offers, we will be able to in-
crease customer frequency at our outlets. 
We will consistently expand our acti- 
vities in this area – in 2015, for example, 
we will launch new financial services  
at our outlets.

What makes Valora ready for  
the digital transformation?

We are close to our customers and enjoy a 
high level of acceptance for our broad 
range of offerings and services – this is 
backed up by the initial success we  
have enjoyed with the financial services 
we offer. We have also made signif- 
icant investments over the last years in 
the necessary IT infrastructure and  
IT applications. By introducing new check- 
out systems in our outlets and imple-
menting centralised transaction and anal-
ysis systems, we are extremely well  
positioned to deal with the ongoing digital 
transformation. The digital business 
models and digitally optimised business 
processes also have an impact on  
Valora’s internal process landscape; here 
we must make the most of these op- 
portunities and continue to use the trend 
towards digitalisation to improve op- 
erating efficiency.

Where do you see growth potential  
for Ditsch/Brezelkönig?

As an immediate-consumption concept, 
Ditsch/Brezelkönig holds an inter- 
nationally unique position with signifi-
cant growth potential. As a product, 
pretzel dough and, in turn, pretzels are 
seen as being very international and the 
trend for consuming them immediately 

« We are certain  
that by connecting  
the physical and 
digital sales environ- 
ments, we will be  
able to increase cus- 
tomer frequency at 
our outlets.»
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INTERVIEW

Mr Mueller, what is your assessment  
of the group’s business performance  
in 2014?

Valora is undergoing a profound trans-
formation, from a broadly diversi- 
fied, wholesale-focused firm to a company 
specialising in retail and immediate- 
consumption food at heavily frequented 
locations. In particular, the acquisi- 
tion of Ditsch/Brezelkönig in 2012 has 
paved the way for this transforma- 
tion, which we began with the formats 
Spettacolo in the area of immediate- 
consumption food and avec. in the con-
venience and food area. Over the last 
twelve months, the acquisitions and dis-
posals we have made have allowed us  
to further sharpen our focus on our core 
business of retail and immediate- 
consumption goods and to further restruc-
ture our ongoing activities. In light  
of this, we can look back on a successful 
financial year – we are making good  
progress in implementing our strategy. We 
have also managed to increase our op- 
erating profit adjusted for special effects 
in all our ongoing business areas, even  
in the Retail division, which is still facing 
considerable structural challenges.  
Particular operational highlights certain-
ly include the Ditsch/Brezelkönig  
and Retail Switzerland / Austria areas.  
Another positive aspect is our cash  
flow from operating activities, which has 

also increased. As such, despite making 
significantly higher investments than  
in the previous year, we were able to gen-
erate a free cash flow of CHF 34 million, 
which – together with the proceeds from 
the sale of the Services division – we  
will use to pay our shareholder dividend. 
The Retail Germany / Luxembourg area 
performed less well, however; here we are 
somewhat behind our original sched- 
ule in implementing operational improve-
ments and repositioning our outlets. 
Thus, this area is more negatively impact-
ed by the decline in revenues from  
press products. What’s more, last year we 
were again faced with higher integra- 
tion costs. And it goes without saying that 
we are not yet satisfied with the mar-
gins we have generated in our retail busi-
ness in Switzerland and Austria, al-
though we are making solid improvements 
in this respect. 

You are placing great emphasis  
on free cash flow. Why is this so  
important for the company? 

We use our free cash flow to finance the 
dividend paid to our shareholders and  
it also provides us with financial leeway 
as regards repaying debts and future  
investments. In the retail area, we have a 
short investment cycle – the success  
of a given investment can be gauged with-
in just one to two years. This is espe- 
cially the case for investments in mainte-
nance: if we renovate our outlets, this 
has to have a direct positive impact on our 
bottom line. But this is also true for 
growth investments in new outlets or ser-
vice offerings. The development of our 
free cash flow is therefore also a useful 
indicator of the success of our trans- 
formation, because it takes into account 
how much capital we have tied up in  
our business – an aspect that is often over-
looked. That is not to say that we focus 
only on short-term improvements; quite 
the opposite – we are committed to gen-
erate sustainable, attractive returns for 
our investors.

Michael Mueller,  
who has been CEO of 
the Valora Group for  
a year, comments on the 
results from 2014 and  
indicates the path he is 
intending to take with 
Valora.
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tion of Ditsch/Brezelkönig in 2012 has 
paved the way for this transforma- 
tion, which we began with the formats 
Spettacolo in the area of immediate- 
consumption food and avec. in the con-
venience and food area. Over the last 
twelve months, the acquisitions and dis-
posals we have made have allowed us  
to further sharpen our focus on our core 
business of retail and immediate- 
consumption goods and to further restruc-
ture our ongoing activities. In light  
of this, we can look back on a successful 
financial year – we are making good  
progress in implementing our strategy. We 
have also managed to increase our op- 
erating profit adjusted for special effects 
in all our ongoing business areas, even  
in the Retail division, which is still facing 
considerable structural challenges.  
Particular operational highlights certain-
ly include the Ditsch/Brezelkönig  
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of a given investment can be gauged with-
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bottom line. But this is also true for 
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indicator of the success of our trans- 
formation, because it takes into account 
how much capital we have tied up in  
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looked. That is not to say that we focus 
only on short-term improvements; quite 
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erate sustainable, attractive returns for 
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Another positive aspect is our cash  
flow from operating activities, which has 

also increased. As such, despite making 
significantly higher investments than  
in the previous year, we were able to gen-
erate a free cash flow of CHF 34 million, 
which – together with the proceeds from 
the sale of the Services division – we  
will use to pay our shareholder dividend. 
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performed less well, however; here we are 
somewhat behind our original sched- 
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were again faced with higher integra- 
tion costs. And it goes without saying that 
we are not yet satisfied with the mar-
gins we have generated in our retail busi-
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short investment cycle – the success  
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in just one to two years. This is espe- 
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What have been the highlights  
of the past financial year?

In 2014, we made major progress as  
regards the transformation process at 
Valora. Having acquired small-space  
retailer Naville in November, we now have 
a nationwide distribution network  
in Switzerland. The outlets we have ac-
quired are concentrated in heavily  
frequented locations and shopping centres 
and are comparable to our outlets  
as regards positioning and the state of 
development in many areas. In the 
Swiss  kiosk business – still the area that 
generates the greatest revenues, but  
traditionally where margins are low – 
the implementation of the new shop  
concept, which focuses on expanding our 
offering in the area of food and ser- 
vices in the renovated outlets, is generat-
ing the higher level of profitability  
required – this is also helped by the in-
creased revenues generated by pro- 
motions. Ditsch/Brezelkönig, which we 
acquired in 2012, continued to demon-
strate positive growth momentum in both 
its branch network business and deliv- 
eries to third-party customers in particu-
lar. Having sold the Services division  
in summer, we discontinued our wholesale 
and logistics activities in the press area  
in Switzerland and Luxembourg as part 
of our strategy focus. In recent years, 
press volumes have changed so markedly 
that we would have had to signifi- 
cantly expand our services for third-party 
customers in order for the business  
to remain successful. This was never an 
option for us, as such an expansion 
would not have made any direct contri-
bution to our core Retail business.

This “focussing” process does yet not 
appear to be over, as we can see with the 
company decision on the Trade division. 

That’s correct. After studying the avail-
able options in depth and in order to 
consistently implement our strategy, we 
decided that we would no longer develop 

our Trade business – that is to say  
our distribution services for food and non-
food branded products to the retail  
sector – within the group and are conse-
quently looking for a buyer. 

Following the acquisition of Naville, 
Valora is again pursuing activities  
in the press wholesale space. How do 
you see the future in this area? 

Given our consistent disposals in the 
wholesale and logistics area for press pro-
ducts in Austria, Switzerland and Lux-
embourg, the question has rightly been 
raised as to how we plan to integrate  
the corresponding activities that we took 
over from Naville in Western Switzer-
land. The operational situation and com-
petitive position is not 100 percent  
comparable with our previous logistics 
activities. As such, we will take our 
time to carefully address this question 
and weigh up our options. A major  
advantage we have in this regard is that 
we recently subjected our own acti- 
vities to exactly this type of in-depth 
analysis, meaning we are extremely  
familiar with the current competitive 
environment. 

The fact that Valora is focussing  
its activities and re-outlining its core 
business is one thing. The issue of  
how these core business areas will be 
developed going forward, however,  
is also important. Where will this 
journey take you? 

We are changing from a kiosk business, 
which depends heavily on selling low- 
margin press and tobacco products – the 
sales of which are both in decline – to  
the market leader in small-space retailing 
in heavily frequented locations and  
specialists in immediate-consumption 
goods.

This is a fundamental, multi-dimen-
sional change. It is complex and will  
take time. Nevertheless, we have one major 
strength we can build on: our unique  

RESULTS

Retail Switzerland and Ditsch/Brezel­
könig both performed well in 2014, 
fully meeting the expectations placed 
on them. After adjusting for all one­
off factors, the results generated by 
these two core Valora businesses are 
appealing.

KEY METRIC 2013 2014 ∆

Net 
revenues 1890 1933 + 2.3 %

Gross 
profit 774 785 + 1.3 %

Operating 
costs 715 754 + 5.4 %

adjusted 726 733 + 1.1 %

EBITDA 115 109 – 4.7 %

adjusted 97 112 + 14.8 %

EBIT 59 30 – 48.5 %

adjusted 42 51 + 21.3 %
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of the past financial year?
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food branded products to the retail  
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quently looking for a buyer. 
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raised as to how we plan to integrate  
the corresponding activities that we took 
over from Naville in Western Switzer-
land. The operational situation and com-
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comparable with our previous logistics 
activities. As such, we will take our 
time to carefully address this question 
and weigh up our options. A major  
advantage we have in this regard is that 
we recently subjected our own acti- 
vities to exactly this type of in-depth 
analysis, meaning we are extremely  
familiar with the current competitive 
environment. 

The fact that Valora is focussing  
its activities and re-outlining its core 
business is one thing. The issue of  
how these core business areas will be 
developed going forward, however,  
is also important. Where will this 
journey take you? 

We are changing from a kiosk business, 
which depends heavily on selling low- 
margin press and tobacco products – the 
sales of which are both in decline – to  
the market leader in small-space retailing 
in heavily frequented locations and  
specialists in immediate-consumption 
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sional change. It is complex and will  
take time. Nevertheless, we have one major 
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What have been the highlights  
of the past financial year?

In 2014, we made major progress as  
regards the transformation process at 
Valora. Having acquired small-space  
retailer Naville in November, we now have 
a nationwide distribution network  
in Switzerland. The outlets we have ac-
quired are concentrated in heavily  
frequented locations and shopping centres 
and are comparable to our outlets  
as regards positioning and the state of 
development in many areas. In the 
Swiss  kiosk business – still the area that 
generates the greatest revenues, but  
traditionally where margins are low – 
the implementation of the new shop  
concept, which focuses on expanding our 
offering in the area of food and ser- 
vices in the renovated outlets, is generat-
ing the higher level of profitability  
required – this is also helped by the in-
creased revenues generated by pro- 
motions. Ditsch/Brezelkönig, which we 
acquired in 2012, continued to demon-
strate positive growth momentum in both 
its branch network business and deliv- 
eries to third-party customers in particu-
lar. Having sold the Services division  
in summer, we discontinued our wholesale 
and logistics activities in the press area  
in Switzerland and Luxembourg as part 
of our strategy focus. In recent years, 
press volumes have changed so markedly 
that we would have had to signifi- 
cantly expand our services for third-party 
customers in order for the business  
to remain successful. This was never an 
option for us, as such an expansion 
would not have made any direct contri-
bution to our core Retail business.

This “focussing” process does yet not 
appear to be over, as we can see with the 
company decision on the Trade division. 

That’s correct. After studying the avail-
able options in depth and in order to 
consistently implement our strategy, we 
decided that we would no longer develop 

our Trade business – that is to say  
our distribution services for food and non-
food branded products to the retail  
sector – within the group and are conse-
quently looking for a buyer. 

Following the acquisition of Naville, 
Valora is again pursuing activities  
in the press wholesale space. How do 
you see the future in this area? 

Given our consistent disposals in the 
wholesale and logistics area for press pro-
ducts in Austria, Switzerland and Lux-
embourg, the question has rightly been 
raised as to how we plan to integrate  
the corresponding activities that we took 
over from Naville in Western Switzer-
land. The operational situation and com-
petitive position is not 100 percent  
comparable with our previous logistics 
activities. As such, we will take our 
time to carefully address this question 
and weigh up our options. A major  
advantage we have in this regard is that 
we recently subjected our own acti- 
vities to exactly this type of in-depth 
analysis, meaning we are extremely  
familiar with the current competitive 
environment. 

The fact that Valora is focussing  
its activities and re-outlining its core 
business is one thing. The issue of  
how these core business areas will be 
developed going forward, however,  
is also important. Where will this 
journey take you? 

We are changing from a kiosk business, 
which depends heavily on selling low- 
margin press and tobacco products – the 
sales of which are both in decline – to  
the market leader in small-space retailing 
in heavily frequented locations and  
specialists in immediate-consumption 
goods.

This is a fundamental, multi-dimen-
sional change. It is complex and will  
take time. Nevertheless, we have one major 
strength we can build on: our unique  

RESULTS

Retail Switzerland and Ditsch/Brezel­
könig both performed well in 2014, 
fully meeting the expectations placed 
on them. After adjusting for all one­
off factors, the results generated by 
these two core Valora businesses are 
appealing.
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Mr Mueller, what is your assessment  
of the group’s business performance  
in 2014?

Valora is undergoing a profound trans-
formation, from a broadly diversi- 
fied, wholesale-focused firm to a company 
specialising in retail and immediate- 
consumption food at heavily frequented 
locations. In particular, the acquisi- 
tion of Ditsch/Brezelkönig in 2012 has 
paved the way for this transforma- 
tion, which we began with the formats 
Spettacolo in the area of immediate- 
consumption food and avec. in the con-
venience and food area. Over the last 
twelve months, the acquisitions and dis-
posals we have made have allowed us  
to further sharpen our focus on our core 
business of retail and immediate- 
consumption goods and to further restruc-
ture our ongoing activities. In light  
of this, we can look back on a successful 
financial year – we are making good  
progress in implementing our strategy. We 
have also managed to increase our op- 
erating profit adjusted for special effects 
in all our ongoing business areas, even  
in the Retail division, which is still facing 
considerable structural challenges.  
Particular operational highlights certain-
ly include the Ditsch/Brezelkönig  
and Retail Switzerland / Austria areas.  
Another positive aspect is our cash  
flow from operating activities, which has 

also increased. As such, despite making 
significantly higher investments than  
in the previous year, we were able to gen-
erate a free cash flow of CHF 34 million, 
which – together with the proceeds from 
the sale of the Services division – we  
will use to pay our shareholder dividend. 
The Retail Germany / Luxembourg area 
performed less well, however; here we are 
somewhat behind our original sched- 
ule in implementing operational improve-
ments and repositioning our outlets. 
Thus, this area is more negatively impact-
ed by the decline in revenues from  
press products. What’s more, last year we 
were again faced with higher integra- 
tion costs. And it goes without saying that 
we are not yet satisfied with the mar-
gins we have generated in our retail busi-
ness in Switzerland and Austria, al-
though we are making solid improvements 
in this respect. 

You are placing great emphasis  
on free cash flow. Why is this so  
important for the company? 

We use our free cash flow to finance the 
dividend paid to our shareholders and  
it also provides us with financial leeway 
as regards repaying debts and future  
investments. In the retail area, we have a 
short investment cycle – the success  
of a given investment can be gauged with-
in just one to two years. This is espe- 
cially the case for investments in mainte-
nance: if we renovate our outlets, this 
has to have a direct positive impact on our 
bottom line. But this is also true for 
growth investments in new outlets or ser-
vice offerings. The development of our 
free cash flow is therefore also a useful 
indicator of the success of our trans- 
formation, because it takes into account 
how much capital we have tied up in  
our business – an aspect that is often over-
looked. That is not to say that we focus 
only on short-term improvements; quite 
the opposite – we are committed to gen-
erate sustainable, attractive returns for 
our investors.

Michael Mueller,  
who has been CEO of 
the Valora Group for  
a year, comments on the 
results from 2014 and  
indicates the path he is 
intending to take with 
Valora.
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What have been the highlights  
of the past financial year?

In 2014, we made major progress as  
regards the transformation process at 
Valora. Having acquired small-space  
retailer Naville in November, we now have 
a nationwide distribution network  
in Switzerland. The outlets we have ac-
quired are concentrated in heavily  
frequented locations and shopping centres 
and are comparable to our outlets  
as regards positioning and the state of 
development in many areas. In the 
Swiss  kiosk business – still the area that 
generates the greatest revenues, but  
traditionally where margins are low – 
the implementation of the new shop  
concept, which focuses on expanding our 
offering in the area of food and ser- 
vices in the renovated outlets, is generat-
ing the higher level of profitability  
required – this is also helped by the in-
creased revenues generated by pro- 
motions. Ditsch/Brezelkönig, which we 
acquired in 2012, continued to demon-
strate positive growth momentum in both 
its branch network business and deliv- 
eries to third-party customers in particu-
lar. Having sold the Services division  
in summer, we discontinued our wholesale 
and logistics activities in the press area  
in Switzerland and Luxembourg as part 
of our strategy focus. In recent years, 
press volumes have changed so markedly 
that we would have had to signifi- 
cantly expand our services for third-party 
customers in order for the business  
to remain successful. This was never an 
option for us, as such an expansion 
would not have made any direct contri-
bution to our core Retail business.

This “focussing” process does yet not 
appear to be over, as we can see with the 
company decision on the Trade division. 

That’s correct. After studying the avail-
able options in depth and in order to 
consistently implement our strategy, we 
decided that we would no longer develop 

our Trade business – that is to say  
our distribution services for food and non-
food branded products to the retail  
sector – within the group and are conse-
quently looking for a buyer. 

Following the acquisition of Naville, 
Valora is again pursuing activities  
in the press wholesale space. How do 
you see the future in this area? 

Given our consistent disposals in the 
wholesale and logistics area for press pro-
ducts in Austria, Switzerland and Lux-
embourg, the question has rightly been 
raised as to how we plan to integrate  
the corresponding activities that we took 
over from Naville in Western Switzer-
land. The operational situation and com-
petitive position is not 100 percent  
comparable with our previous logistics 
activities. As such, we will take our 
time to carefully address this question 
and weigh up our options. A major  
advantage we have in this regard is that 
we recently subjected our own acti- 
vities to exactly this type of in-depth 
analysis, meaning we are extremely  
familiar with the current competitive 
environment. 

The fact that Valora is focussing  
its activities and re-outlining its core 
business is one thing. The issue of  
how these core business areas will be 
developed going forward, however,  
is also important. Where will this 
journey take you? 

We are changing from a kiosk business, 
which depends heavily on selling low- 
margin press and tobacco products – the 
sales of which are both in decline – to  
the market leader in small-space retailing 
in heavily frequented locations and  
specialists in immediate-consumption 
goods.

This is a fundamental, multi-dimen-
sional change. It is complex and will  
take time. Nevertheless, we have one major 
strength we can build on: our unique  

RESULTS

Retail Switzerland and Ditsch/Brezel­
könig both performed well in 2014, 
fully meeting the expectations placed 
on them. After adjusting for all one­
off factors, the results generated by 
these two core Valora businesses are 
appealing.
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distribution network in heavily fre-
quented locations, which we are contin-
ually maintaining, adapting and ex-
panding. Each day in Switzerland alone, 
we welcome over 900 000 customers  
at our outlets – many of whom are regular 
customers. Increasingly our customers 
visit our kiosks not only for their news-
papers and tobacco, but also for our  
ok.– energy drinks, coffee and ok.– debit 
card offers. Our goal is to offer our  
customers even more each day, and to 
inspire them with simple, attractive  
offers: convenient, nearby, fast. 

In the future, the group will attach 
greater importance to the areas of im-
mediate-consumption goods and services. 
In our kiosks and P&B branches, press 
and tobacco products will continue to play 
an important role going forward and 
will make up a significant part of the mar-
ket positioning for this shop format.  
The focus here will be on increasing the 
value added throughout all the areas  
of our product range. 

The acquisition of Ditsch/Brezelkönig 
has provided us with a solid foothold  
in the food area, with proven expertise in 
the area of immediate-consumption 
goods and production. And we intend to 
build on this foothold, tapping into  
new markets in particular. In our kiosks 
and convenience formats, we are ex-
panding our product range with new food 
offerings – a very successful example  
of this is our ok.– range. And we are also 
adding services such as PUDO (“pick 
up / drop off”) and financial services.

Our efforts in this regard are reflect-
ed in our figures. We are already ge- 
nerating more than 50 percent of our gross 
margins from food and drink, with 
Ditsch/Brezelkönig accounting for a large 
share of this.

The transformation of Valora will 
 reduce the company to two divisions – 
Retail and Ditsch/Brezelkönig.  
Where do you see further potential for 
increasing cost efficiency in the  
core business?

Following the sale of the Services division 
and upcoming sale of the Trade divi- 
sion, we will have simplified the structure 
of Valora, reduced the complexity of its 
organisational structure, made manage-
ment more aware of the potential for 
growth and generated more transparen-
cy. We believe there to be substantial 
savings potential in IT costs, in harmoniz-
ing and integrating processes across  
the group and formats, as well as in adapt-
ing the group structure in line with  
the focused retail and immediate-con-
sumption strategy.

Specifically, I believe the challenges 
we face lie in the following four areas: 
(1) Improving our operating performance 
and cost efficiency – in particular by re- 
alising the available synergies with Naville 
in Switzerland. (2) Continuing to ex-
pand our range of immediate-consump-
tion goods in the kiosk / P&B and con-
venience areas – particularly in Germany, 
as well. (3) Tapping into new markets 
with new or adapted concepts in the area 
of immediate-consumption goods while 
increasing the added value we can gener-
ate here and strengthening our verti- 
cal integration – this will also include the 
international expansion of Ditsch/
Brezelkönig. (4) Making use of our high 
levels of customer traffic to develop  
new offerings for our industry partners in 
terms of product promotions and provid-
ing attractive offers to increase customer 
loyalty. In this regard, I see particular 
potential in the area of digital-based solu-
tions as here we will be able to benefit 
from our strengths in distribution.

But has the digital trend not hurt 
Valora if anything?

We view things differently: the digital 
world represents a major challenge  
for Valora, but it also presents consider-
able opportunities. eCommerce cannot 
fundamentally harm us as our revenues 
are driven largely through impulse buy- 
ing and immediate-consumption goods.  
If anything, it has even presented us 

« We are already 
generating more than 
50 percent of our 
gross margins from 
food and drink, with 
Ditsch/Brezelkönig 
accounting for a 
large share of this.»
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OUTLET NETWORK BY COUNTRY AND OPERATING MODEL

FORMAT VALORA- 
OPERATED

AGENCY FRANCHISE TOTAL

GERMANY cigo & sub­formats /
partners

34 133 494*

Ditsch 207 207

P&B 165 165

k kiosk 88 165 253

SSDB 54 100 154

Total 341 207 398 1273*

SWITZERLAND k kiosk 465 374 839

Naville 175 175

avec. 69 61 130

Brezelkönig 1 40 41

P&B 20 13 33

Spettacolo 37 37

Total 592 602 61 1255

LUXEMBOURG k kiosk 68 68

Total 68 68

AUSTRIA P&B 12 12

Total 12 12

TOTAL 945 877 459 2608*

*incl. 327 partners

OUTLET NETWORK

FORMAT OUTLETS

k kiosk 1160

cigo & sub­formats /
partners

494

Naville 175

P&B 210

Ditsch 207

SSDB 154

avec. 130

Brezelkönig 41

Spettacolo 37

TOTAL 2608

CONVENIENCE  
STORES

IMPULSE  
PURCHASES

with a new line of business – the “pick 
up / drop off” service we offer at our  
outlets. This enables us to participate in 
the ever growing eCommerce market, 
while we also benefit from increased cus-
tomer traffic at our outlets. Further- 
more, we have already proven that we are 
able to provide our customers and  
partners with attractive cross-channel 
offers in the promotions area, in par- 
ticular. An example of this is the “Monster 
Deal” campaign, which we carried out  
together with the Zurich-based start-up 
Dealini. Based on these positive ex- 
periences and with a view to a long-term 
strategic partnership, we have even ac-
quired a stake in Dealini. Viewed in this 
light, we are certain that there is still  
a great deal of untapped potential in the 
area of digitalisation.

By contrast, one of the major chal-
lenges faced by Valora is the trend  
towards digital media use. Due to the de-
clining market for press products, this 
has cost us a great deal in recent years. 
The gross profits for press products in  
Retail Switzerland – together with tobac-
co, traditionally our largest product  
category – fell by 40 percent between 2010 
and 2014 alone. Aside from the rapid- 
ly declining margins – for example, in the 
Services area we sold – this trend also  
has the potential to reduce the number of 
customers visiting our outlets. How- 
ever, here we have shown that with our 
new offerings we are able to reverse  
this trend, with press now accounting for 
only 11.2 percent of our entire gross 
profits.

So you believe services to be key when 
it comes to the digital transformation  
of the markets? What is Valora’s position 
in this area at the moment? And to 
what extent do digital activities figure 
in discussions regarding growth?

We already offer our customers a wide 
range of services at our outlets that  
connect the digital and physical sales en-
vironments: customers, for example,  
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ly declining margins – for example, in the 
Services area we sold – this trend also  
has the potential to reduce the number of 
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ever, here we have shown that with our 
new offerings we are able to reverse  
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only 11.2 percent of our entire gross 
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So you believe services to be key when 
it comes to the digital transformation  
of the markets? What is Valora’s position 
in this area at the moment? And to 
what extent do digital activities figure 
in discussions regarding growth?

We already offer our customers a wide 
range of services at our outlets that  
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PRODUCTION FACILITY DITSCH

Ditsch and Brezelkönig have their own 
fully integrated production infrastruc­
ture, which provides them with an ex­
tremely successful, self­contained 
value   chain. The highly efficient man­
ufacturing plants delivered more than 
500 million product items in 2014.  
A small fraction of this output is sold 
directly to consumers at the Ditsch and 
Brezelkönig outlets. However, the  
lion’s share is sold to trade customers 
in dozens of countries. These include 
suppliers for the hotel, restaurant and 
catering industries, large­scale bak­
eries and general food retailers. The 
growing worldwide appetite for pretzel 
products gave a big boost to Ditsch, 
which increased its wholesale turn­
over by nearly 30 % in 2014. While 
the German plants in Mainz and Ora­
nienbaum achieved very good levels of 
capacity utilisation in 2014, they still 
have further potential for sustained 
and profitable growth.

can visit our kiosks to pick up books they 
have ordered online, top up mobile 
phones or iTunes cards, transfer money 
abroad or buy paysafe cards for secure 
online shopping. We also offer a prepaid 
Visa and MasterCard. As I mentioned, 
we are certain that by connecting the physi- 
cal and digital sales environments and  
by providing attractive, digital customer 
loyalty offers, we will be able to in-
crease customer frequency at our outlets. 
We will consistently expand our acti- 
vities in this area – in 2015, for example, 
we will launch new financial services  
at our outlets.

What makes Valora ready for  
the digital transformation?

We are close to our customers and enjoy a 
high level of acceptance for our broad 
range of offerings and services – this is 
backed up by the initial success we  
have enjoyed with the financial services 
we offer. We have also made signif- 
icant investments over the last years in 
the necessary IT infrastructure and  
IT applications. By introducing new check- 
out systems in our outlets and imple-
menting centralised transaction and anal-
ysis systems, we are extremely well  
positioned to deal with the ongoing digital 
transformation. The digital business 
models and digitally optimised business 
processes also have an impact on  
Valora’s internal process landscape; here 
we must make the most of these op- 
portunities and continue to use the trend 
towards digitalisation to improve op- 
erating efficiency.

Where do you see growth potential  
for Ditsch/Brezelkönig?

As an immediate-consumption concept, 
Ditsch/Brezelkönig holds an inter- 
nationally unique position with signifi-
cant growth potential. As a product, 
pretzel dough and, in turn, pretzels are 
seen as being very international and the 
trend for consuming them immediately 

« We are certain  
that by connecting  
the physical and 
digital sales environ- 
ments, we will be  
able to increase cus- 
tomer frequency at 
our outlets.»
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on the go from outlets remains  
unbroken. The branch business is benefit-
ing from this, as is the third-party  
customer business – net revenues rose by 
more than 11 percent across the di- 
vision as a whole in 2014. With an EBIT 
margin of 14 percent, the division is 
very profitable, which is why we are natu-
rally paying close attention to growth  
in this area. Ditsch/Brezelkönig produces 
its baked goods – in particular pret- 
zel dough products – not only for its own 
branches, growing the business rap- 
idly in the process, but it also produces 
goods at our own production facilities  
for the expanding business with third- 
party customers in the DACH region, 
Europe, the US and Asia. This business 
accounts for around 41 percent of  
the division’s net revenues. With approxi-
mately half a billion units produced  
in 2014, we are one of the world’s largest 
producers of pretzel dough products. 
Using our expertise in frozen pretzel 
dough products, we are tapping into  
a new international market with consid-
erable potential for growth! We are  
also looking at product development in 
our immediate-consumption goods 
business – new innovations will help us 
defend and expand upon our market  
position. One example of this is the devel-
opment of a new chocolate pretzel roll  
for our Brezelkönig branches. It goes with-
out saying that we are still working  
to expand the branch network in Germany 
and Switzerland, where 59 percent  
of the area’s net revenues are generated. 
Furthermore, we will press ahead with 
our internationalisation strategy; in the 
second quarter of 2015, we will open our 
first Brezelkönig pilot branch in Vienna.

In summary, what are the  
cornerstones of the Valora Group’s  
realignment?

I would say that overall, we want to  
be a company that operates small outlets 
on a modular and highly efficient basis – 
with a focus on our existing core ranges 

of tobacco, press, food and services, 
with the integration of the value chain – 
in particular for food and services – 
playing a key role in this. We must be 
able to create “innovation” so that  
we can stand out in the market. The aim 
is for Valora to become an innovative 
company, which continually surprises 
its customers with new products and 
services. This will allow us to add value 
for our customers, partners and inves-
tors, with our operational excellence and 
competitive cost structure forming  
the basis for this.

What demands will such a  
radical change place on the way  
Valora operates its businesses?

Shifting the focus of Valora’s business 
activities from the wholesale to the 
 retail business, together with the demands 
of adapting to the digital world, will  
require a cultural change in our company. 
Customers must be at the centre of  
our considerations and actions. We must 
be more flexible, faster, more inno- 
vative. We have to ensure that new, tech-
nical foundations are established.

So you will be introducing new values 
for Valora’s employees? 

That’s correct. In future, we want there 
to be a greater emphasis on agility  
and entrepreneurship. By agility, I mean 
that we want to become faster, react 
more quickly to our customers’ needs, tap 
into new lines of business more effi-
ciently. But we also want to encourage 
entrepreneurship. We have excellent 
staff at Valora; we want them to take every 
opportunity to put their own ideas in- 
to practice and help shape Valora’s future.

They deserve my sincere thanks 
and my great appreciation: they active-
ly contribute to the significantly in-
creased pace of change and are willing 
to work hard day by day. •
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on the go from outlets remains  
unbroken. The branch business is benefit-
ing from this, as is the third-party  
customer business – net revenues rose by 
more than 11 percent across the di- 
vision as a whole in 2014. With an EBIT 
margin of 14 percent, the division is 
very profitable, which is why we are natu-
rally paying close attention to growth  
in this area. Ditsch/Brezelkönig produces 
its baked goods – in particular pret- 
zel dough products – not only for its own 
branches, growing the business rap- 
idly in the process, but it also produces 
goods at our own production facilities  
for the expanding business with third- 
party customers in the DACH region, 
Europe, the US and Asia. This business 
accounts for around 41 percent of  
the division’s net revenues. With approxi-
mately half a billion units produced  
in 2014, we are one of the world’s largest 
producers of pretzel dough products. 
Using our expertise in frozen pretzel 
dough products, we are tapping into  
a new international market with consid-
erable potential for growth! We are  
also looking at product development in 
our immediate-consumption goods 
business – new innovations will help us 
defend and expand upon our market  
position. One example of this is the devel-
opment of a new chocolate pretzel roll  
for our Brezelkönig branches. It goes with-
out saying that we are still working  
to expand the branch network in Germany 
and Switzerland, where 59 percent  
of the area’s net revenues are generated. 
Furthermore, we will press ahead with 
our internationalisation strategy; in the 
second quarter of 2015, we will open our 
first Brezelkönig pilot branch in Vienna.

In summary, what are the  
cornerstones of the Valora Group’s  
realignment?

I would say that overall, we want to  
be a company that operates small outlets 
on a modular and highly efficient basis – 
with a focus on our existing core ranges 

of tobacco, press, food and services, 
with the integration of the value chain – 
in particular for food and services – 
playing a key role in this. We must be 
able to create “innovation” so that  
we can stand out in the market. The aim 
is for Valora to become an innovative 
company, which continually surprises 
its customers with new products and 
services. This will allow us to add value 
for our customers, partners and inves-
tors, with our operational excellence and 
competitive cost structure forming  
the basis for this.

What demands will such a  
radical change place on the way  
Valora operates its businesses?

Shifting the focus of Valora’s business 
activities from the wholesale to the 
 retail business, together with the demands 
of adapting to the digital world, will  
require a cultural change in our company. 
Customers must be at the centre of  
our considerations and actions. We must 
be more flexible, faster, more inno- 
vative. We have to ensure that new, tech-
nical foundations are established.

So you will be introducing new values 
for Valora’s employees? 

That’s correct. In future, we want there 
to be a greater emphasis on agility  
and entrepreneurship. By agility, I mean 
that we want to become faster, react 
more quickly to our customers’ needs, tap 
into new lines of business more effi-
ciently. But we also want to encourage 
entrepreneurship. We have excellent 
staff at Valora; we want them to take every 
opportunity to put their own ideas in- 
to practice and help shape Valora’s future.

They deserve my sincere thanks 
and my great appreciation: they active-
ly contribute to the significantly in-
creased pace of change and are willing 
to work hard day by day. •
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PRODUCTION FACILITY DITSCH

Ditsch and Brezelkönig have their own 
fully integrated production infrastruc­
ture, which provides them with an ex­
tremely successful, self­contained 
value   chain. The highly efficient man­
ufacturing plants delivered more than 
500 million product items in 2014.  
A small fraction of this output is sold 
directly to consumers at the Ditsch and 
Brezelkönig outlets. However, the  
lion’s share is sold to trade customers 
in dozens of countries. These include 
suppliers for the hotel, restaurant and 
catering industries, large­scale bak­
eries and general food retailers. The 
growing worldwide appetite for pretzel 
products gave a big boost to Ditsch, 
which increased its wholesale turn­
over by nearly 30 % in 2014. While 
the German plants in Mainz and Ora­
nienbaum achieved very good levels of 
capacity utilisation in 2014, they still 
have further potential for sustained 
and profitable growth.

can visit our kiosks to pick up books they 
have ordered online, top up mobile 
phones or iTunes cards, transfer money 
abroad or buy paysafe cards for secure 
online shopping. We also offer a prepaid 
Visa and MasterCard. As I mentioned, 
we are certain that by connecting the physi- 
cal and digital sales environments and  
by providing attractive, digital customer 
loyalty offers, we will be able to in-
crease customer frequency at our outlets. 
We will consistently expand our acti- 
vities in this area – in 2015, for example, 
we will launch new financial services  
at our outlets.

What makes Valora ready for  
the digital transformation?

We are close to our customers and enjoy a 
high level of acceptance for our broad 
range of offerings and services – this is 
backed up by the initial success we  
have enjoyed with the financial services 
we offer. We have also made signif- 
icant investments over the last years in 
the necessary IT infrastructure and  
IT applications. By introducing new check- 
out systems in our outlets and imple-
menting centralised transaction and anal-
ysis systems, we are extremely well  
positioned to deal with the ongoing digital 
transformation. The digital business 
models and digitally optimised business 
processes also have an impact on  
Valora’s internal process landscape; here 
we must make the most of these op- 
portunities and continue to use the trend 
towards digitalisation to improve op- 
erating efficiency.

Where do you see growth potential  
for Ditsch/Brezelkönig?

As an immediate-consumption concept, 
Ditsch/Brezelkönig holds an inter- 
nationally unique position with signifi-
cant growth potential. As a product, 
pretzel dough and, in turn, pretzels are 
seen as being very international and the 
trend for consuming them immediately 

« We are certain  
that by connecting  
the physical and 
digital sales environ- 
ments, we will be  
able to increase cus- 
tomer frequency at 
our outlets.»

ANNUAL REPORT VALORA 2014

Interview
19

04_Valora_GB2014_Interview_en   19 25.03.2015   06:32:50

on the go from outlets remains  
unbroken. The branch business is benefit-
ing from this, as is the third-party  
customer business – net revenues rose by 
more than 11 percent across the di- 
vision as a whole in 2014. With an EBIT 
margin of 14 percent, the division is 
very profitable, which is why we are natu-
rally paying close attention to growth  
in this area. Ditsch/Brezelkönig produces 
its baked goods – in particular pret- 
zel dough products – not only for its own 
branches, growing the business rap- 
idly in the process, but it also produces 
goods at our own production facilities  
for the expanding business with third- 
party customers in the DACH region, 
Europe, the US and Asia. This business 
accounts for around 41 percent of  
the division’s net revenues. With approxi-
mately half a billion units produced  
in 2014, we are one of the world’s largest 
producers of pretzel dough products. 
Using our expertise in frozen pretzel 
dough products, we are tapping into  
a new international market with consid-
erable potential for growth! We are  
also looking at product development in 
our immediate-consumption goods 
business – new innovations will help us 
defend and expand upon our market  
position. One example of this is the devel-
opment of a new chocolate pretzel roll  
for our Brezelkönig branches. It goes with-
out saying that we are still working  
to expand the branch network in Germany 
and Switzerland, where 59 percent  
of the area’s net revenues are generated. 
Furthermore, we will press ahead with 
our internationalisation strategy; in the 
second quarter of 2015, we will open our 
first Brezelkönig pilot branch in Vienna.

In summary, what are the  
cornerstones of the Valora Group’s  
realignment?

I would say that overall, we want to  
be a company that operates small outlets 
on a modular and highly efficient basis – 
with a focus on our existing core ranges 

of tobacco, press, food and services, 
with the integration of the value chain – 
in particular for food and services – 
playing a key role in this. We must be 
able to create “innovation” so that  
we can stand out in the market. The aim 
is for Valora to become an innovative 
company, which continually surprises 
its customers with new products and 
services. This will allow us to add value 
for our customers, partners and inves-
tors, with our operational excellence and 
competitive cost structure forming  
the basis for this.

What demands will such a  
radical change place on the way  
Valora operates its businesses?

Shifting the focus of Valora’s business 
activities from the wholesale to the 
 retail business, together with the demands 
of adapting to the digital world, will  
require a cultural change in our company. 
Customers must be at the centre of  
our considerations and actions. We must 
be more flexible, faster, more inno- 
vative. We have to ensure that new, tech-
nical foundations are established.

So you will be introducing new values 
for Valora’s employees? 

That’s correct. In future, we want there 
to be a greater emphasis on agility  
and entrepreneurship. By agility, I mean 
that we want to become faster, react 
more quickly to our customers’ needs, tap 
into new lines of business more effi-
ciently. But we also want to encourage 
entrepreneurship. We have excellent 
staff at Valora; we want them to take every 
opportunity to put their own ideas in- 
to practice and help shape Valora’s future.

They deserve my sincere thanks 
and my great appreciation: they active-
ly contribute to the significantly in-
creased pace of change and are willing 
to work hard day by day. •
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KEY FINANCIAL DATA

VALORA HOLDING AG 

Hofackerstrasse 40
4132 Muttenz, Switzerland 
Fon	 +41 61 467 20 20 
Fax	 +41 61 467 29 08 
www.valora.com 
info@valora.com

31.12.2014 31.12.2013 
Revised

Change

External sales 1) 2) CHF million 2 459.4 2 405.1 + 2.3 %

Net revenues 1) CHF million 1 932.6  1 889.8 + 2.3 %

EBITDA 1) CHF million 109.3 114.7 − 4.7 %

in % of net revenues % 5.7 6.1

Operating profit (EBIT) 1) CHF million 30.5 59.1 − 48.5 %

in % of net revenues % 1.6 3.1

Net profit 1) CHF million 15.4 29.2 − 47.3 %

in % of net revenues % 0.8 1.5

in % of equity % 2.4 4.0

Net cash provided by (used in) 1)

Operating activities CHF million 91.9 89.9 + 2.2 %

Ordinary investment activities CHF million – 57.9 – 38.7 + 49.6 %

Free cash flow (used in) 1) CHF million 34.0 51.2 − 33.6 %

Company acquisitions
(and long-term financial investments) CHF million

51.3 – 3.1 n.a.

Financing activities CHF million – 67.4 – 52.4 + 28.6 %

Earnings per share 1) CHF 3.13 7.69 − 59.3 %

Free cash flow per share 1) CHF 10.05 15.10 – 33.4 %

Share price at December 31 CHF 228.40  248.70 – 8.2 %

Market capitalisation at December 31 CHF million 771 846 – 8.9 %

Cash and cash equivalents 1) 3) 4) CHF million 129.0 107.8 + 19.8 %

Interest-bearing debt 1) 3) CHF million 382.7 393.6 − 2.8 %

Equity CHF million 630.6 730.3 − 13.6 %

Total liabilities and equity CHF million 1 434.3  1 630.9 − 12.1 %

Number of employees at December 31 FTE 4 435 4 613 – 3.9 %

Net revenues per employee 1) CHF 000 436 410 + 6.3 %

Number of outlets operated by  Valora 1 647  1 690 − 2.5 %

thereof agencies 702 649 + 8.2 %

Number of franchise outlets 5) 459 404 + 13.6 %

Net revenues per outlet CHF 000 1 173 1 118 + 4.9 %

Key financial data

All totals and percentages are based on unrounded figures from the consolidated financial statements
1) From continuing operations 
2) 2013 figure has been modified to reflect a new definition of external sales at Retail Germany
3)  The 2013 balance sheet shown in the Financial Report has been prepared according to IFRS  

and includes discontinued operations, in 2014 continuing operations only
4)  Cash and cash equivalents including discontinued operations amounted to CHF 201.1 million  

in 2014 and CHF 175.0 million in 2013
5) In the 2013 annual report, the franchisee figures for Retail Germany also included partner outlets
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