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Sales performance 2014 

Emmi’s sales growth on track 

Lucerne, 5 February 2015 – In the 2014 financial year, Emmi generated net sales of 

CHF 3,404.0 million, which corresponds to an increase of 3.2 %, thereby meeting the 

company’s targets. The positive result is attributable to the strengthening of the interna-

tional business and the encouraging performance of the business division Switzerland, 

which confirmed the organic growth of the first half-year. Success factors included Emmi 

Caffè Latte, Kaltbach and other cheese specialities in Switzerland and abroad, as well as 

various fresh product concepts. 

Emmi Group sales in financial year 2014 

in CHF million Switzerland Americas Europe Global Trade Group 

Sales 2014 1,888.1 840.0 508.8 167.1 3,404.0 

Sales 2013 1,863.1 817.6 469.9 147.6 3,298.2 

Change 1.3 % 2.7 % 8.3 % 13.2 % 3.2 % 

      Acquisition effect 0.1 % - 8.9 % - 1.3 % 

Currency effect - -4.4 % -0.6 % - -1.1 % 

Organic growth 1.2 % 7.1 % 0.0 % 13.2 % 3.0 % 

In 2014, Emmi generated sales of CHF 3,404.0 million, an increase of 3.2 % over the previous 

year (CHF 3,298.2 million). In organic terms, i.e. adjusted for acquisition and currency effects, 

sales at Group level rose by 3.0 %. All product segments of Emmi’s core business made posi-

tive contributions. Exports of butter and milk powder in response to the need to reduce the pres-

sure resulting from high milk volumes prompted considerable increases in the dairy products 

and powder/concentrates segments in the first half of the year. Adjusted for these non-strategic 

exports, organic growth at Group level was 2.5 %, which is in the middle of Emmi’s medium-

term forecast of 2 % to 3 %.  

Emmi’s CEO Urs Riedener commented: “Group sales performed according to plan. In Switzer-

land, we even exceeded our expectations. The encouraging growth in our domestic market is a 

clear sign that we are steering our product portfolio in the right direction, and that we have set 

our priorities well. With the new organisation and creation of the business divisions Switzerland, 

Europe, Americas and Global Trade that came into being on 1 January 2014, we took another 

important step towards further strengthening our business in Switzerland and abroad.”  
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Business division Switzerland: first-half growth confirmed 

Sales by product group: business division Switzerland 

in CHF million 

Sales  
2014 

Sales  
2013 

Difference 
2014/2013 

 Acquisition  
effect 

Currency  
effect 

Organic  
growth 

Dairy products 710.1 698.0 1.7 %  - - 1.7 % 

Cheese 554.9 541.7 2.4 %  1.2 % - 1.2 % 

Fresh products 343.3 345.9 -0.7 %  -1.2 % - 0.5 % 

Fresh cheese 126.0 121.5 3.7 %  -0.1 % - 3.8 % 

Powder/concentrates 73.2 72.4 1.2 %  - - 1.2 % 

Other products and services 80.6 83.6 -3.6 %  0.1 % - -3.7 % 

Total Switzerland 1,888.1 1,863.1 1.3 %  0.1 % - 1.2 % 

Sales in business division Switzerland rose from CHF 1,863.1 million to CHF 1,888.1 million, 

which corresponds to an increase of 1.3 %. In organic terms, i.e. excluding acquisition effects, 

this amounts to a rise of 1.2 %. A positive acquisition effect came from the acquisition of Käse-

rei Studer with effect from 1 July 2013, while a negative effect resulted from the disposal of the 

Nutrifrais holding with effect from 1 April 2013. 

Various successful brand concepts contributed to the good performance in Switzerland. Emmi 

Caffè Latte, for example, again performed outstandingly well, with growth also being achieved 

by cheese specialities such as Kaltbach and Der Scharfe Maxx, and the additive-free 

“Jogurtpur” (Pure Swiss Yogurt) also selling well. In fresh cheese, the new Mozzarella recipe 

had a beneficial effect on sales, while higher milk prices also had a slight positive effect. 

However, milk drinks and AOP cheeses, Emmentaler AOP in particular, performed less well 

than expected. 

The business division Switzerland accounted for 55 % of Group sales (previous year: 56 %).  

Business division Americas: good performance in all core segments 

Sales by product group: business division Americas 

in CHF million 

Sales  
2014 

Sales  
2013 

Difference 
2014/2013 

 Acquisition  
effect 

Currency  
effect 

Organic  
growth 

Cheese 315.4 303.8 3.8 %  - -2.8 % 6.6 % 

Dairy products 267.1  262.5 1.8 %  - -6.2 % 8.0 % 

Fresh products 197.7 189.1 4.5 %  - -4.3 % 8.8 % 

Powder/concentrates 5.5 6.0 -8.1 %  - -14.7 % 6.6 % 

Other products and services 54.3 56.2 -3.5 %  - -3.4 % -0.1 % 

Total Americas 840.0 817.6 2.7 %  - -4.4 % 7.1 % 
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Americas includes not only the US, Canada and Chile, but also Spain, France and Tunisia. 

Sales increased from CHF 817.6 million to CHF 840.0 million, corresponding to a rise of 2.7 %, 

or 7.1 % (organic). Negative currency effects are primarily attributable to developments in Chili, 

Canada and Tunisia. 

Growth in sales is primarily due to the good performance in North America (US, Canada), Tuni-

sia and Spain. Locally produced cow’s and goat’s milk cheeses sold very well in the US. Sales 

of AOP cheese fell, however, as price increases led to declining sales volumes. Emmi accepted 

this in order to support margins. In Tunisia, the Vitalait brand (yogurt, milk, desserts) performed 

extremely well. The recovery of the Spanish market, in which Kaiku’s lactose-free range and 

Emmi Caffè Latte achieved notable growth rates, was also pleasing. 

The business division Americas accounted for 25 % of Group sales (previous year: 25 %).  

Business division Europe: AOP cheese under pressure 

Sales by product group: business division Europe 

in CHF million 

Sales  
2014 

Sales  
2013 

Difference 
2014/2013 

 Acquisition  
effect 

Currency  
effect 

Organic  
growth 

Fresh products 257.5 238.5 8.0 %  6.3 % 0.1 % 1.6 % 

Cheese 136.3 144.3 -5.6 %  0.8 % -1.0 % -5.4 % 

Fresh cheese 56.8 53.2 6.9 %  - -1.4 % 8.3 % 

Dairy products 42.0 16.1 161.7 %  151.1 % -3.4 % 14.0 % 

Powder/concentrates 7.0 6.1 14.3 %  16.3 % -1.5 % -0.5 % 

Other products and services 9.2 11.7 -21.8 %  2.6 % -1.0 % -23.4 % 

Total Europe 508.8 469.9 8.3 %  8.9 % -0.6 % 0.0 % 

In the business division Europe, sales rose by 8.3 % from CHF 469.9 million to 

CHF 508.8 million. In organic terms, i.e. adjusted for acquisition and currency effects, sales re-

mained stable. The acquisition effect is attributable to the purchase of the dessert manufacturer 

Rachelli (with effect from 1 August 2013), from the increase in the stake in Gläserne Molkerei 

(with effect from 1 October 2014), resulting in the full consolidation of this group, and from the 

sale of Trentinalatte (with effect from 31 October 2014).  

In fresh products, Italian A-27 (Bontà Divina brand) and Rachelli speciality desserts as well as 

Emmi Caffè Latte showed significant growth, while sales of yogurt in Italy declined. Emmi has 

recently sold the Italian yogurt manufacturer Trentinalatte to the German/Austrian Livia Group. 
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In the cheese business, sales of AOP cheeses declined, while those of specialties like Kaltbach 

and Der Scharfe Maxx increased in several markets. 

Growth in dairy products is a result of the acquisition of the German Gläserne Molkerei. 

The business division Europe accounted for 15 % of Group sales (previous year: 14 %).  

Business division Global Trade: exports to reduce pressure were above average  

Global Trade covers direct sales from Switzerland to customers in international markets in 

which Emmi has no companies or holdings. These include Asian, Eastern European and South 

American markets. Sales amounted to CHF 167.1 million, representing an increase of 13.2 % 

(previous year: CHF 147.6 million).  

This growth is largely attributable to an increase in powders and concentrates. Exports of milk 

powder and butter to decrease pressure resulting from higher milk volumes amounted to 

CHF 32.1 million in 2014. Excluding these, the business division would have achieved 1.3 % 

growth, a figure reflecting, among other factors, the economic slowdown in Asia and a decline in 

contract manufacturing. 

Global Trade accounted for 5 % of Group sales (previous year: 5 %). 

Outlook 

Like other exporting companies in Switzerland, Emmi is negatively impacted by the strength of 

the Swiss franc. The weak Euro affects roughly CHF 400 million of export sales. Emmi has put 

together a package of measures to address this issue. This includes price increases for export 

products, additional efficiency programmes at facility level, price cuts for milk processed for ex-

port products and price negotiations with international suppliers. Emmi is doing everything in its 

power to ensure that Swiss dairy products continue to have sufficient sales potential in interna-

tional markets. Nevertheless, currency effects will have a negative impact on Emmi’s sales per-

formance. Given the various measures it has put in place, however, the company is highly con-

fident that its 2015 net profit will still be within the margins of the medium-term guidance of 

2.5 % to 3.5 %.  

Emmi will announce its forecast for sales and net profit in 2015 when the figures for fi-

nancial year 2014 are published. The analysts’ and media conference will take place on 

24 March 2015 in Lucerne. 
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Contact 

Media 

Sibylle Umiker, Head of Media Relations, T +41 58 227 50 66, E-mail: media@emmi.com 

Analysts 

Esther Gerster, Head of Group Communications & IR  
T +41 58 227 50 69, E-mail: esther.gerster@emmi.com  

About Emmi 

Emmi is the largest Swiss milk processor and one of the most innovative premium dairies in Europe. In Switzerland, the company 
focuses on the development, production and marketing of a full range of dairy and fresh products as well as the production, ageing 
and trade of primarily Swiss cheeses. Outside Switzerland, Emmi concentrates on brand concepts and specialities in European and 
North American markets. The primary focus in fresh products is on lifestyle, convenience and health products. In the cheese busi-
ness, Emmi positions itself as the leading company worldwide for Swiss cheese. Emmi’s customers are the retail trade, the hospital-
ity and food service sector and the food industry. In 2013, Emmi posted net sales of CHF 3,298 million and a net profit adjusted for 
one-time effects of CHF 98 million. Net sales amounted to CHF 3,404 million in 2014. As at 30 June 2014, the company employed 
more than 5,200 people. 
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