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VISION
Our vision is to be the leading dairy company in 

MISSION
Our mission is to provide modern consumers 

HOW WE WORK
Our aim is to maximise the price paid for our 

OUR VALUES
Our values are grounded in our character: Lead 
– Sense – Create. We strive to have a leading 

what we stand for and believe in and how we will 
reach our goals.

OUR ORGANISATION
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 1 global demand for dairy products 
is on the rise

 2 

 3  

 4 in Arla’s search for growth 

 
understanding Arla

 

 5 value chain – from cow to consumer 
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1 demand for dairy products is on the rise

available to everyone.

3  

As dairy products are turning into a global 

dairies to develop. Some of our most familiar local 

margins for farmers. 

prosperity of our regional areas – extending far 

2  

Consumer preferences go beyond price. 

increasingly important to ensure a sustainable 

so is awareness of food quality. Consumers do 

the most natural dairy company in the global 

product development – quite the contrary.  
Arla believes that nature holds the answer to  

products.

2



4  
in Arla’s search for growth 

The global economy is increasingly interwoven. 

especially apparent in the development of 

and origin have become major consumer 

the speed of development. 

 

best of local with the best of global – developing 

5 value chain – from cow to consumer 

challenge is to secure all this while at the same 

earnings for its farmers. To deliver the best 

 
the carbon footprint all the way from farm 

 

 

no. 1

3



 
model proves itself

Today Arla has owners in three countries and 
contract suppliers in several others. Arla must have 

and development. 
The health of people and the environment are 

prime concerns for Arla. Advancing on both of these 

important steps to improve the environmental 
performance of our farms. 
Arla will develop a 
standard for sustainable 
dairy farming to help 
farmers reduce the CO  

farmers are already 

technology to further 
improve their – and Arla’s – 

involvement of our owners ensures a steady hand in 

become the best and most natural dairy company in 

Hansa-Milch and another 550 through Swedish 

various countries in which we operate. Owners or 

combining the best of global and local. 

DKK by the end of 2011 to 75 billion DKK in 2015. 

becomes apparent that we can always learn from 

With the economic climate hardening and the 

year. 

4

 

 



 

 

Solid revenue growth

which is what we pay our owners overall per litre 

all in line with our vision to deliver the highest 

however the performance price increase during the 

to a large extent driven by price increases but also 

was 9 per cent.
The dairy industry was not without its 

problems in 2011. During an economic crisis more 
consumers choose to buy discount products and 

downturn economy. 

distressed economy – are a result of dairy products 

countries and other emerging economies has 
impacted more evidently than before. On a global 

This is a development we must learn to live with and 

will broaden our customer base in the business-to-

Our top-line growth was fuelled further by a 

adding a net revenue of 2.7 billion DKK. The 

the European dairy industry is one of the 

the agenda for 2012 and all the way through to 
2015.

Growing outside Europe,  

While maintaining a status quo on the European 

we have expanded with 27 and 33 per cent 

 

development to become 

country by 2015. 
Through the merger we 

ourselves strongly in the 

necessity to accomplish 

 
our 2015 targets
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year with earnings above the level of 2010. We also 

become one of the 

dairies when it is 
completed in mid 2013.

dairy industry in Sweden has been obvious for many 

Finland is performing well on top-line and 

in our organic growth. 
Some of our business groups have performed 

invested factories enabled us to deliver a top-line 
growth of 24 per cent.

of this programme going forward.

not enough. We have to accelerate progress on 

strengthened our research and development 

global brands.

groups have delivered considerable savings due to 

product mix have counteracted these measures.

We have a Lean programme in place to 

and other resources instead of adding new capacity. 

to sustainably reduce our cost base by 500 million 
DKK per year.

consumers the best value for their money in a 

6

 



industry.

The advantage of being Closer to Nature™
Focusing on streamlining the supply chain has the 

that consumers are concerned about their health 

health of the planet.

reaching its best approval and preference levels so 
far. The Arla brand is also progressively associated 

advantage that will only grow in importance. We 

within the Closer to Nature programme that we 

further energy and momentum in 2012.

footprint in our supply chain comes directly from 

anything without a strong owner mandate and 

response is very promising. 

Looking and going forward

Much uncertainty remains about how 2012 will 

out.

future further.
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Financial highlights

2011 2010 2009 2008 2007 
Income statement
Net revenue 

–305 –294 –232 –862 –562
971 556 938

Balance sheet
Total assets 

 
and equipment 
Total current assets 

Equity 

 
– – – 121 121

Capital account 547 466 0 0 0 
0 0 311 176 174

Contributed capital 273 233 – – –
Strategy fund 0 –462 0 122 140 

Supplementary payments 491 660 137 503
Total provisions 

 
Net interest bearing debt incl. pension 

–149 0 –729 –181 
–526 733 

Leverage 3.2 2.7 3.2 3.7 3.2
10.1 10.0 9.0 3.4 6.3

Net interest bearing debt:  
Short-term debt - cash and 

 
Net interest bearing debt cannot 
be derived directly from the 
balance sheet.

Net working capital:  

Trade payables

Leverage:

Interest cover:

 Equity
 Balance sheet total

Organic growth:

changes in currencies and 

Performance price:
 Average on-account price paid 

members.

ot 
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2011 2010 2009 2008 2007 
Performance price

2.80 2.52 2.14 2.82 2.47 
3.74 3.49 2.91 3.61 3.07
37.3 – – – –

group 

Owners in Sweden 
369 – – – –

Other 

Total owners at 31 December

645 – – – –
Total 

2011 2010 2009 2008 2007 
Employees

73/27 72/28 73/27 – –

64.9 61.0 58.6 57.6 –
77.7 71.3 74.3 75.5 –
73.1 69.5 71.7 73.0 –

Recalls

consumers 4 0 4 2 7

Environment

2-e

Total owners  

1 member of Arla Foods amba. 

at 31 December 2011.

 

Arla measures consumer 

its products annualy. The table 
shows the total score on a scale 
where 100 is the best.
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global when it comes to processed products such as 
cheese.

previously.

year of declining dairy commodity prices. This can 

relying on inventories rather than purchasing. 

regions are expected to show a general 

dairy will have its share of this.

on the policies chosen to address the debt crisis. 

where the economic crisis in recent years has 

expense of branded products. 
With increasing worldwide demand and the 

pushing own labelled discount products. With dairy 

success for dairy companies in this environment 
depends greatly on the ability to reduce the cost of 

European dairy industry is a response to these 

fewer and larger players.

Drivers and obstacles of the global dairy market

 Drivers

for growth

  Obstacles

 
price wars

W O R L D  M A R K E T 
C O M M O D I T Y  P R I C E S 

0

3,000

6,000

9,000

12,000

15,000

1110090807

Source: Danish Dairy Board

prospects long-term
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dairy farmers in Europe has become increasingly 

grow increasingly clear.

New products create new markets

the west have driven an increasing demand for 

whey proteins – a product category answering up to 

the need for cheaper dairy products in lower 
income regions. 

 

dairy products on the 

exposure to bidders around the 

increased. Arla will start by 

product range in the future.

China
45India

40

15

20

11

9

10

5
USA/Canada

 
America

EU 27

The rest  
of Asia

The rest  
of Africa

MENA

 

to 

d

e

i

p
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Strategy

levels of the company navigate this new business 
landscape. 

 

 

acquiring Allgäuland-Käsereien. Following the 

 
to reach close to 

October.

Arla. 

increased demand for discount products. Arla 

number of organic products. Despite temporary 

long run. 

 

components and products is concentrated 

lactose products for such diverse areas as infant 

consumers in Northern Europe 

products and a global leader in 
whey proteins

Three strategic focus areas

growth

on naturalness and build global 

maximise returns in value business

improvement

Arla Foods

supply chain

 

d no. 2

We aim to be the best dairy 
company for 250+ million 
consumers in Northern Europe 

Arla also aims for a strong 
presence in the company’s 

12



upgrades and expansions to its whey processing 

to produce speciality proteins. 

Since the volume target of 75 billion DKK was set in 

expansion and rapid growth in selected 

successfully completed several strategic mergers 

Status 2011: Arla’s vision captures the overriding 

targets and strategies support this goal. The price 

Arla can – as much as possible – protect farmers 

that successfully smoothed the ride through the 

Now at the midpoint of the journey towards 

in some areas there is ample room for improvement 

and evaluates performance against targets.

 

– 
sustainably reducing the cost base further by at 
least 500 million DKK within 18 months. A growth 
agenda demands cost control. This can only be 

and begin to implement the necessary changes. 
– fuelling volume growth 

– leveraging consumer acceptance of 
the commitment to being the most natural dairy 

 

Company, market Type, date

no. 4

bond issue proved an immediate success: in less than 

Swedish pension fund providers and professional 

buyers. 

borrow on such favourable terms is made possible 

t 

h 

R E V E N U E  A R L A  F O O D S  

0

20,000

40,000

60,000

80,000

15141312111009

CAGR
+ 8.4%

Arla’s strategic target: A revenue 
of 75 billion DKK. During the 

per cent. The period 2011–2015 
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Securing an upper hand  

brings decisions closer to the source and the 

present in a large number of growth and value 

business groups on pages 16–27. 

These past few years have provided ample proof of 

with the main purpose of shortening the distance 

formed one common business group – Consumer 

represent separate business groups: Consumer 

represent circa one third of Arla’s revenue and 
Consumer Nordic was originally formed to exploit 
synergies between the neighbouring countries. The 

Netherlands. 

Focus on brands and products gathered in GCO

product development must also be driven globally. 
Research and development is expensive and 

responsibility for the three global brands – 

Arla is characterised by a balance between 

labour.  Arla’s strategy is to be close to the 

Netherlands. 
Having acquired two dairy companies in 

no. 3

14



Arla Foods Ingredients – an own company

growth and business focus. The new company is 

Changes in the management group

2011 HAS BEEN AN INTENSE YEAR FOR ARLA 
 

 

Corporate Centre and Global Business Services

which are responsible for long-term development and 

has overall responsibility for the global 

the Netherlands form a new business 

two countries. 

Consumer UK, CUK

a range of fresh dairy products in the 

comprises the subsidiary Arla Foods 

Consumer Sweden (and Finland), CSE

sales responsibility in Sweden. CSE also 
comprises Finland and the Finnish 

Consumer Denmark, CDK

ultra-high-temperature and 

Arla Foods Ingredients, AFI
specialises in the development and 

Arla Foods.

ARLA FOODS AMBA

Corporate Supply Chain 

Corporate Finance & IT Corporate Human Resources 

Consumer  
Sweden

Consumer 
UK

Consumer Global 
Categories & Arla Foods 

Ingredients*
Consumer  
Denmark
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one of the main drivers of Arla’s future growth. 

in driving category growth. The development of the 

right competences and by bringing the Arla brand 

The launch of Castello® as a global brand for 
premium cheeses was completed in 2011 

no. 4

R E V E N U E  B R A N D S ,

Revenue from products under 
Arla’s three global brands 
expanded during the year.

Castello®

Lurpak®

Arla®

0 10,000 20,000 30,000

16



 
8 per cent.

2011. 
An investment of approximately 670 million 

DKK includes development of the two dairies  

implemented by 2014. An analysis of a presumed 

and a closure decided in the beginning of 2012. 

the end of 2011 totalled 10 sites. 

however in 2011 the unit succeeded in trading the 

decided that as of 1 

commodity dairy products. 

Since 2011 Arla has been involved in the running of 

produces methane from agricultural animal 
manure and waste products from Arla’s 

social gains made - the plant has been a success. 

 emission from 

Looking forward

ventures to increase the dialogue with consumers 

implement Lean in 2012.

no. 1

President, Global Categories & 

 

progress in driving Arla’s general 
strategy through focusing on the 

 

establish our three global brands as 

when it comes to Arla’s organic 
growth. Another focal area will be 

the drive towards developing and 

 

suited to meet and answer to the 
needs and demands that will be placed 
on companies such as ours in the 

G L O B A L  C AT E G O R I E S  
& O P E R AT I O N S

 Jais Valeur

and powder

Sweden
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Expanding our business worldwide

Market outlook

increases.

brands all showed improved performance. The 

an overall organic growth of 10 per cent.

to come. The fresh product range was extended in 

been growth within all product categories. The 

and 51 per cent for Dano®.

no. 1

R E V E N U E  C AT E G O R I E S ,

R E V E N U E ,

0 4,000 8,000 12,000

2011

2010

12,000

R E V E N U E  B R A N D S ,

Castello®

Lurpak®

Arla®

0 1,000 2,000 3,000 4,000 5,000
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Development in Arla’s joint venture Mengniu Arla in 
China showed a growth in revenue in 2011 and 

exploit synergies within and between the 
neighbouring countries.

products both under its own brands and for private 

revenue of approximately 2 billion DKK on a yearly 

based in the south of the country. Allgäuland-
Käsereien produces specialty cheeses and their 
products will be a good complement to Arla’s 

Netherlands. 

Arla’s local headquarters in Düsseldorf. 

focus for 2012.

Looking forward
The lead focus for 2012 is to secure Arla’s strong 

the region.

no. 5

 

organic growth and growth through 

 

“Three important focus areas 
immediately come to mind: Expanding 

 

“We have developed a strong and 

and is well prepared to meet demands 

this can be added a strong 

C O N S U M E R  I N T E R N AT I O N A L

Jørgensen. From January 2012:  
Finn S. Hansen

 Sales and 

North America and the Middle East. 

in Africa.
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Market outlook

consumer concern and discount retailers have 

environmental agenda is also growing increasingly 

responsibility of the retailers and manufacturers - 
rather than that of the individual consumer – 
people are becoming increasingly interested in 

are becoming an important factor in product 

5 per cent. Most of the growth is related to general 

0 5,000 10,000 15,000

2011

2010

015,000

R E V E N U E  C AT E G O R I E S ,

Castello®

Lurpak®

Arla®

0 500 1,000 1,500 2,000 2,500

R E V E N U E  B R A N D S ,

R E V E N U E ,
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Arla launched several new products during the 

Arla received planning permission for a new dairy in 

dairy will also create approximately 700 new jobs 

the new dairy will also set new standards 
environmentally.

that all members will increase their 

of 8–10 years. 

also focuses on improving sustainability along the 
whole supply chain with a target of gaining a carbon 

a microbial fuel cell - which will convert cow 
manure and dairy by-products into electricity and 

Looking forward

implemented on fresh and cultured cream lines in 
Stourton dairy.

 

of 20 per cent a year. 

no. 3

Vice President, Consumer UK 

 

that we have received planning 
consent to build a one billion litre fresh 

 

awareness of the Arla brand and Closer 

always strive to improve internal 

 

can build on the strength of our 

delivering the company’s 

C O N S U M E R  U K
 

 Leeds

 Fresh dairy 
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expansion in Sweden

Market outlook

Swedish dairy industry. As a result of the 

for 70 per cent of the retail 

Consumer Sweden came in below its growth 

revenue growth of 4 per cent. The improvement in 

and the implemented cost saving programme.

to drive development in the dairy sector as a whole. 
Strategic focus remains on increasing value-added 

delivering on this strategy has been a major priority 
for Consumer Sweden throughout the year. 

implement a number of measures aimed at 

no. 2

2011

2010

0 5,000 10,000 15,0005,000

R E V E N U E  C AT E G O R I E S ,

Castello®

Lurpak®

Arla®

0 4,000 8,000 12,000

R E V E N U E  B R A N D S ,

R E V E N U E ,
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value-added dairy products is an important part of 

healthier price development.

producer of yellow speciality cheeses with a 

northern region of Sweden. 

a merger with Sweden’s third largest dairy 

another 554 farmers becoming associated with 

the geographic growth strategy.

The challenging sales environment of 2011 was 

growth within other product categories such as 

1 December. 

currently being implemented across the business 

 
30 per cent.

Looking forward

CSE aims to focus more on improving 

both Sweden and Finland. 

Vice President, Consumer Sweden 

 

pleased with our performance. Even if 
we have not achieved the growth we 

 

focus. Having carried through one of 
the largest mergers in Swedish dairy 

to drive down costs will also remain 

 

“Something we really value is the 

C O N S U M E R  S W E D E N  

  

 Fresh dairy 

Finland. 
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Market Outlook

challenging throughout 2011. With low consumer 

development has been a slight increase in volume 

price. 
The dairy sector is expected to grow modestly 

in 2012 and it is expected that consumer 

in 2012 and onwards. 

 

already broad range of products.

no. 5

2011

2010

0 2,000 4,000 6,000 8,000

M

ch

de

pr

in

000

R E V E N U E  C AT E G O R I E S ,

Castello®

Lurpak®

Arla®

0 1,000 2,000 3,000 4,000

R E V E N U E  B R A N D S ,

R E V E N U E ,
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for Diary to customers and consumers. Currently 

the focus on the Nordic Kitchen and this is a 
strong opportunity for dairy products and 

for Arla. 

the use of assets and resources. 

in April 2012.

Together with a range of other large Danish 

Danish Ministry of Environment to reduce food 
waste. Recognising that a large amount of food is 

end of 2012.

Looking forward

to bring passion for dairy to consumers and 

introducing new products. 

no. 2

Denmark

Arla’s performance has been 

 

currently in demand by consumers – it’s 
healthy and natural. The dairy sector 

channels and product sectors. With our 

build on the increasing consumer focus 

 

with many leading brands – such as 

and Arla A38®. Our product quality is 

Nordic region by the Danish dairy 

This goes hand in hand with our 

C O N S U M E R  D E N M A R K
  

 Fresh dairy 

Five dairies.
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whey protein technology

Market outlook

as in growth regions.

development. 

business units. With a range of products 

increase in raw material prices - managed to 

25 per cent.

replace eggs – the most expensive raw material 

no. 4

2011

2010

0 500 1,000 1,500 2,000 2,5002,500

R E V E N U E ,
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cheeses.

powder for food. Lactose is used in infant formulas 
and a range of foods. Lactose and permeate 

value.

aimed at improving the quality of customer 

customers in the global food industry. The joint 

Looking forward
With an overall target for 2015 of double the 2010 

strategic supply regions on a global level will go a 
long way to help us reach this target. 

of projects in various regions across the world. 

 

Q&A with Henrik Andersen,  
CEO Arla Foods Ingredients 

 

independent company and we have 

stronger in all dimensions than it was 

 

to become a world-leading provider of 
high quality protein and lactose 
products. We have a range of 

 

– meaning we are well suited to meet 
demand from big global customers. 

that is well set for the future. We 

in the years to come. We believe that 

A R L A  F O O D  I N G R E D I E N T S

 423

partnerships and joint ventures in 
Europe and South America.
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A company of  

serve as trustees for Arla’s governing bodies: the 

Corporate governance

well-established management processes and 

governance of the company.
The Board of Directors sets the strategic 

– Long-term strategies
– Large investments

–  Succession planning and recruitment of top 
management

Control refers to all acts necessary to follow 

At all levels of Arla’s corporate governance 

Governing bodies

that Arla is managed in the best interest of our 
owners. The Board has 20 members – of which 4 

The work of the Board in 2011 
The development of the dairy industry and Arla’s 

the Arla Board. To further secure strategic business 

business-related issues and strategies. Owners’ 

Board and Arla’s individual owners. 

succeed him as Chairman.

Expanded ownership

 
5 per cent from 2010. 

no. 3

no. 5

which is solely responsible for 
weighing deliveries from Arla 
Foods amba’s Swedish 

arrangement ensures that 

owners are paid in accordance 
with common guidelines and 

company’s governing bodies – 

and the Board of Directors – in 
accordance with the provisions 

Arla Foods amba. 

 

increase their ownership in the 

investment programme 
scheduled for a period of 8–10 

closer with Arla. This 

from other non-owner farmers 

Arla without holding an 
ownership share. 

28



and this applies for the farmers who became 

especially in areas such as the Arla quality 
programme. All material related to ownership is 
scheduled to be translated and fully integrated by 

As a direct response to the expanded 

held. Arla’s standard procedure is to invite all newly 

programme.

a number of important issues and trends.

considered to be of interest to external audiences.
Arla currently reports according to the 

compare Arla’s accounts with those of other 

 

to 3 per cent of net revenue

The changes above have been decided upon with 

which no payments from equity that could 
deteriorate the total equity should be made.

54 district councils 
(25 in Denmark and 29 in Sweden)

8 regions (4 in Denmark and 4 in Sweden)

 

The Board of Directors: 16 owners  

Member and owner democracy

body. Arla’s Board of Directors is elected by the regions and 

29



 

1 
for dairy products is on the rise
Risks
demand for food. From a basic demand and supply 

for the food industry seen as a whole.  At Arla we 

possible. 

2  

Risks

current interest for organic products. This puts 

preferences. 

progress.
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3 Farmers in 

Risks

farmers in many regions have been under 

consumers demanding locally-produced 

quality products to consumers at 

farmers. They need to be reassured of 

they have a shared interest in retaining 

4 the way in Arla’s 
search for growth 
Risks
world might well be the beginning of a 
longer period of much slower growth than 
we witnessed during the 1990s and early 

importance of the fresh dairy segment – 

fail to integrate our newly merged and 

 Arla recognises the importance of 

processed and branded products in 
growth regions

5 Securing an 

sustainable value chain  
– from cow to consumer 
Risks

companies are pushed to reduce costs 

increase the quality of our processes and 

Currently about half of the dairies in 

during 2014. 
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quality must remain an ever-important issue. With 

dairies to demonstrate the integrity of their 

The quality programmes are updated on an 

Sweden. Similar programmes exist for the 

tool used to evaluate and control hazards in 

manufacturers.
Arla is closely monitoring the development of 

Pension plan risks

number of its employees. The pension plans comprise 

technology to do so. As a result of the increasing 

Sweden represent the largest part of the business 

per cent was accounted for by currencies 

separately.
The management of the day-to-day liquidity 

 

no. 2

no. 1
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Aiming to ensure the quality and consistency of the 

internal control culture. 

has established an internal control model following 

policies and processes. 

requirements for internal controls is currently 

coming years these minimum requirements will be 
implemented through-out Arla.

 
a year to the Board of Directors. These reports 

around Arla sites.

This has given increased transparency and reduced 

which will be implemented at the beginning of 

Generic components

Internal  
compliance

Current  
focus areas

Internal systems  
and processes

External  
compliance

Management requests

Finance manual
Business group requests

Fraud

Financial policies

components 

Corporate Risk and Compliance tool box

s no. 5
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always allow forward planning. Within the 

together to raise a stronger common voice.

number of concepts specially developed to 

Performance price

dairy companies. 

Prepaid milk price

transparent as possible. Every month Arla gives the 

but also supplementary payments and 

system.

Owners and suppliers 2011 2010 2009

- Sweden
645 - -

- -

Suppliers in Finland

has increased by 5 per cent compared to 2010. 

no. 5
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SUPPLEMENTARY PAYMENT – The supplementary 

payment is calculated in per cent on the basis of the 
eligible supplementary payment of each individual 
farmer. The eligible supplementary payment equals the 

payments.

CONSOLIDATION

OWNERSHIP CERTIFICATE

individual member’s share of Arla’s equity – a share that 

CONTRIBUTED CAPITAL  

new instrument called contributed capital. Contributed 
capital is remunerated following the discount rate of the 

contributed capital will be disbursed over a period of 

COLLECTIVE CONSOLIDATION
to ensure strong capital resources for future growth.

YEARLY SETTLEMENT – Result/outcome 2011 
 

YEARLY SETTLEMENT COMPOSITE:  

450

400

350

300

250

200
 Jan Feb Mar Apr May Jun (13) Jul Aug Sep Oct Nov Dec

 Jan Feb Mar Apr May Jun (13) Jul Aug Sep Oct Nov Dec

39

40

37

35

33

 

 

 

A R L A  Q U O TAT I O N  2 011  

with 4.2 per cent fat and 3.4 per 
cent protein.

payment during the year but in 

equivalent to up to four per 

Add-on corresponding to Arla’s 

retrieval – a farmer who allows 

any hour of the day receives an 

– distributed on supplementary 

including costs of analysing the 

35



ISSUE PURPOSE

in a sustainable way.

Customers show an increasing interest in issues related to food safety. Together with our 

People and 
performance  

CSR/Responsibility

Responsible business

Performance and target summary 2011

Arla’s mission is to provide modern consumers with 

being as transparent as possible about the 

period in Sweden Arla noted an increase in demand 
for fat products. Arla’s general understanding is 
that a healthy diet contains a balance of many 

seriously and contributes to the public discussion 

Arla sources goods and services around the world. 

department carried out a cross-company review of 

Development of tools and processes for 
sustainable sourcing has been ongoing since 2009 

programme that applies to all Arla’s regions.

Compact is a strategic policy 

10 universally accepted 
principles in the areas of human 

Conduct complements its 10 

principles in our strategy and 

communicate this commitment 

Compact also means that every 

how our company is adhering to 
the Code of Conduct. The report 
describes the progress Arla has 
made over the year and where it 

improvement.

 

Arla publishes every year a 
corporate responsibility report. 

report is an extract of the 
complete CSR report that is 
published on  

no. 1
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Z E R O  W A S T E  

recycled. 

W AT E R  & E N E R G Y  Arla strives to reduce the 

move from fossil fuels to renewable energy. Our 

and energy expenditure per year. Half of our energy 

One way that Arla has increased its share of renewable 
energy is by using biogas. Arla is planning to invest in biogas for 

increased water recycling.

S U S TA I N A B L E  A G R I C U LT U R E 

business group to implement the strategy. The new strategy 

must be grown in accordance with RTRS principles 
and criteria.

G R E E N H O U S E   G A S  E M I S S I O N S  
Arla wants to reduce greenhouse gas emissions 

Arla’s climate strategy has been integrated in the 
environmental strategy. Arla’s target is to reduce CO  

Zero  
waste

Sustainable 
agriculture

energy
 

gas emissions

Food safety is a top priority at Arla. Colleagues are 
pleased to note that customers show an increasing 

pressure on the industry to further improve tools 

developed several new analysis methods. As of  
 
 

includes and how far it extends. As a company with its 

to be at the forefront of this development.

of the total greenhouse gas emissions of Arla come 

do more good by broadening the focus.

products. The new strategy 2020 sets wide and 
clear targets covering four broad focus areas. 

no. 2
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Leadership and diversity

common goals and strategies are understood and 
pursued in all contexts. Arla believes that if all 

focused to align with the strategies and support 

to increase involvement among colleagues and the 
need to reduce bureaucracy. Those areas have 

The enabler 
Arla’s HR strategy is closely integrated in the 
general business strategy – Arla is a farmer 

realise its growth plans and strategies. To create a 

broad focus areas:

Focus: Leadership
Arla wants to have the best leaders in the industry. 
Arla is therefore building a strong leadership 

supported by the company’s leadership 

engaging their colleagues and business partners to 
deliver on commitments and targets.

leadership through a range of development 

so having the right people in the right roles at the 

growth plans and the areas of responsibility of 

no. 1

 

There’s always so much happening and 

everything progresses in the right 

“To be a part of Arla’s progress and to 

appreciated by both colleagues and 

development programme focused on 

great as we get to meet people from all 
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2010 2011

The total number of colleagues  

 

E M P L OY E E S BY G E N D E R,

A R L A  C O L L E A G U E S ,  

men in senior to management 

recruit more women to senior 
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increase 
accountability. Arla 
has also focussed on 
the concept of 
change management 
and training leaders 

both with regards to 

restructuring. Arla also has introduced forecasts 

team. 

Considering that change in the dairy industry 

necessitates a simple and transparent 

understand from internal and external points of 
view. 

aimed at improving this balance.

regular input of new colleagues – not least 

ensuring new colleagues feel at ease and part of 

easy and is always a last resort when all other 

reducing the range of management levels and 

Focus: Diversity and inclusion

corporate strategy. By increasing the diversity of 

strategy will change Arla’s general policies for 

The strategy applies at all levels of Arla.

no. 5

 

supply chain strategy on the Danish 

Lean principles around all our sites in 

improve the performance of our 
company and my team. From a very 

 

are the most import disciplines you need 
to master being a leader. 

 

role is to understand consumer user needs 
programmes. One is the Arla Leadership 

to develop leaders internally. The 

which are spread over a period of six 
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Management’s responsibility for the consolidated 

Auditors’ responsibility 

 

Opinion

 

 



Contents



Note 2011 2010
N E T  R E V E N U E 2

10,910 9,876

1,665 1,684
10 0
10

1,392 1,413

1,332 1,253

 
1,311 1,268

0
491 569

820 699

1,311 1,268



Note 31.12.11 31.12.10

4,582 4,452

12,522 11,218

10 0
10

10
1,393 1,334

18,497 17,004

11 5,367 4,385

12

6,447 5,372

4,088 2,888
504 448

16,406 13,093

34,903 30,097



Note 31.12.11 31.12.10

9,328 8,580

13 168 116

2,002 1,982

0
0

9,031 7,359

0
1

14,374 12,060
23,405 19,419

34,903 30,097



2011

01.01.11
Results for rate 

31.12.11
0

0 0 2
0 11

0 0 0 0

0 0 0
8,580 820 361 –495 62 9,328

2010

01.01.10
Results for rate 

31.12.10
0

0 0
0 0

0 0 0 0
0 0 0 0

0 0 0
8,281 699 –518 –24 142 8,580





Note 2011 2010

10

Change in inventories

2,301 2,552

10
0

–2,482 –1,626

1,374 –2,392
1,193 –1,466

3,718 2,508





Note 1





Note 2

2011  2010

growth growth
 

Finland

Netherlands

Others
54,893 6.1% 49,030 3.0%

*

2011  2010

share share

Cheese

Other
54,893 100% 49,030 100%

 



Note 3

2011 2010

–6,978 –6,554

–6,978 –6,554

 

 

 

2011 2010

 
–2,036 –2,059

 
–2,036 –2,059

Total costs



Note 4

2011 2010

–30 –23

Note 5

2011 2010

 

12

137 123

 

–87 –76

 



  

2011 
N E T  R E V E N U E 0

10,910 +60 10,970
0

0
0

1,665 –42 1,623

 



Note 6

2011 2010

21

Other
143 147

Other 0
–448 –441

–305 –294

Note 7

2011 2010

–60 –160



Note 8 Intangible assets

Product  

0
0 0 0

0 1
0 0 0

5,179 772 0 1,260
 

0 0
0

0 0 0
1

 
–1,448 –322 0 –859

 
3,731 450 0 401



Product  

111
0

0 0 0 110

5,070 587 86 1,038
 

0

0
2

 
–1,326 –259 86 –658

 
3,744 328 0 380

Note 9 Property, plant and equipment



   

220

 
101

7,494 12,537 2,799 1,270
 

0
0
0

0 0
0 0

0
 

–2,597 –6,849 –2,132 0
4,897 5,688 667 1,270

42 145 0 0

   

110
102

 

0

7,046 11,262 2,652 652
 

0
0
0

0 0
0

0 0
 

–2,318 –6,073 –2,003 0
4,728 5,189 649 652

46 170 1 0

 



Note 10

0
0

 
0

0
0 0

405 284 644
0

0 0
0
0

0
16 –20 –84

421 264 560

0
0 2
0 0
0 667 610
0
0 0
0 10
0 10
0 2 0
0 –33 –60
0 634 550



2011
Results 

0
20 102
12

Others

17 421

2011
Results 

2

Others

15 264

2010
Results 

0

10

0

Others

23 634

Note 11

2011 2010 

5,367 4,385



Note 12

2011 2010
 

5,756 4,781

2011 2010

Finland 210

Netherlands
Others

5,838 4,861



Note 13 Minority interests

2011 2010

21

168 116

Note 14

Deferred tax assets

2011 2010

11
0

148 150

2011 2010

1 21
0

214 194

 



Note 15

2011 2010

 

1,465 1,584

2011 2010

0

1,465 1,584

% 2011 % 2010

12
Other assets
Total assets 100 5,636 100 5,218

2011 2010

 
110

248 437

2011 2010



UK

Note 16

2011 2010
202

2
 

0

323 204

323 204



Note 17

2011 2010
 0

0

9,139 7,463

9,139 7,463
9,364 7,589

 

0 0
0 0 0 0

20 0 0 0 12
Other 1 0 1 1 0
Total 2011 9,990 959 130 1,459 1,498 653 1,466 3,825

 

12 2 0
12 0 0

20 0 0 0 0 12
Other 0 1 0 1 1
Total 2010 8,457 1,098 110 125 2,085 710 1,165 3,164



Note 18

Total

Other assets

393 16 –3 108 514

0 122

costs 393 34 119 146 692
0 0 0

0 0

35 –28 0 142 149



Note 19

2011 2010

been entered into: 

Other

Note 20



Note 21 Contractual commitments

2011 2010
111

Note 22

Note 23



Note 24 Group chart

100
100
100
100
100

100
100

100
100

100
100

100
100
100
100
100
100

100

100
100
100
100
100

11
100

Netherlands 100
Netherlands 100

100

100

100
100
100

100
100
100
100
100

100
100

100
100
100
100
100
100
100

Netherlands 100
100
100
100
100
100
100
100
100
100

100

100



100
100
100
100
100
100

Finland 100
Finland
Finland
Finland
Finland
Finland

100
100
100
100

100
100
100
100
100
100
100
100
100
100
100
100
100

100
100
100
100
100

China
Canada 100

100

100
100
100
100
100

100

100
100

100

100
100
100
100
100
100
100
100
100



 

 

  
 

 

 

 

 
 



  
 

 

 



 

CFO 

 



Other 




