
Marco A. Vismara, Oaklins' healthy food specialist, is 
proud to share some high-level industry intelligence 
in this edition of Spot On. 

“The gluten-free industry is still very fragmented, 
with many players showing revenues well under  
US$50 million, so a progressive consolidation via M&A 
is to be expected. The interest from traditional food 
manufacturers towards this segment is rising in Europe 
and the US. Many of them are acquiring fast-growing 
companies that operate in the free-from segment in 
order to capitalize on their know-how and brands.  

In the next few years, the gluten-free players with 
efficient production facilities and an R&D department 
able to offer innovative, high-quality and good-
tasting products will be the winners in this market, as 
they will be able to cope with the price pressure that 
the competition and the distribution channels will 
naturally generate. M&A will surely be a key strategic 
option for the gluten-free companies that will want 
to more rapidly increase their own brand portfolio 
and production scale, enlarge distribution reach and 
improve product development know-how.” 
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Sport & dietary foods

Market trends

As a reminder, here are the categories of players we have identified to monitor the healthy food space. 

Companies producing and/or selling foods that have 
a positive effect on health and performances beyond 
simple nutrition:

 ● Sport nutrition: foods rich in proteins, vitamins, 
minerals and supplements

 ● Weight control: special nutrition focused on losing 
weight

 ● Improved foods: fortified, enriched or enhanced 
foods with additional nutritional substances/vitamins

 ● Medical foods: foods that require a doctor’s 
prescription

Organic & free-from foods

Companies producing and/or selling non-GMO, organic, 
free-from (gluten-free, lactose-free, etc.), vegetarian and 
vegan packaged foods.

These companies are typically organic certified and they 
have the entire or a significant part of their business 
focused on these products.

Companies dealing with “superfoods” are also considered.

Fresh fruit & vegetables

Growers, producers and agribusinesses with a focus on 
the cultivation and commercialization of fresh fruits and 
vegetables.

Pure-play seed producers or agribusinesses with a 
livestock unit are not included to make this category as 
“green” and “healthy” as possible.

 Specialized retailers

Retailers that primarily sell organic foods, fresh products 
and other foods that generally fit the “healthy” category.

In some cases, the retailers do sell regular products but 
their “healthy” business is considered their main revenue 
source.
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Market trends
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2017 was an exceptional year in terms of M&A activity 
for the healthy food sector, and this momentum 
continued in the first six months of 2018, with 51 deals 
completed. The sector appears to be on track to reach 
the same numbers of deal as in the previous year. The 
organic and free-from segment continues to be the most 
dynamic one in terms of M&A activity, representing 
approximately 40% of the total (19 deals). Sport & 
dietary and fresh fruits & vegetables followed with 31% 

and 25% respectively. The deals for specialized retailers 
are naturally lower due to the smaller number of players 
in this segment. More than 75% of the transactions 
closed in H1 2018 involved European or North American 
targets. In those geographies, the healthy food industry 
is certainly stronger and suitable for a consolidation 
wave, due to increasing rivalry and price pressure 
exerted from the large retailers, which have definitely 
become the dominating distribution channel. 

The free-from market and the  
gluten-free segment

The free-from products have been recently among the 
most dynamic segments within the food and beverage 
industry, and specifically in the healthy food sector, 
showing tremendous growth rates in the last few years.

According to Euromonitor, the global free-from industry 
exceeded US$36 billion in value in 2017. It is composed 
of five categories of food: gluten-free, dairy-free, lactose-
free, meat-free, and allergen-free. Since 2006, this 
market has been growing with a CAGR (Compounded 
Annual Growth Rate) in excess of 11%, and this positive 
trend is expected to continue in the next five years, 
although at a lower rate (7%). The development of this 
industry is certainly due to the growing number of 
lactose-intolerant and coeliac individuals, but also to 

the fact that a larger customer base, not necessarily 
suffering from those specific diseases, is increasingly 
purchasing free-from products, which are considered 
healthier and more-easily digestible. 

Within the free-from industry, the most important 
categories in terms of value are lactose-free, dairy-
free and gluten-free. However, industry players are 
optimistic about the growth forecasted for meat-free, 
as it is possible to read in the interview included later 
in this newsletter. The two biggest markets, the US and 
China, together represent almost 50% of this industry, 
while in some European countries such as Italy, the UK, 
Germany and Spain, the sales of free-from are in the 
range of US$1-2 billion individually.
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Focus on the gluten-free segment 

By elaborating different sources, Oaklins estimates 
that as of now the global market size of the gluten-
free market exceeds US$10 billion.

Some world regions have historically been consumers 
of gluten-free products. This is the case in Asia and 
Latin America, where the consumption of rice or corn 
is common and is part of their culinary tradition. In 
other countries, mainly in Europe, where wheat-based 
nutrition has always been predominant, gluten-free 
products represent something relatively new.

Similar to the wider free-from industry, the gluten-free 
segment originally represented a niche in the food & 
beverage business and an underdeveloped category 
dedicated to consumers suffering from the coeliac 
disease. It was mainly distributed in pharmacies and 
drugstores, and in some countries gluten-free products 
were even partially or totally subsidized by their 
domestic public healthcare systems. Instead, today it is 
becoming a mainstream food category linked to health 
and wellness. This trend is not exclusively related 
to an increase in the number of coeliac sufferers, 
which, indeed, has not dramatically risen, but also 

related to the perceived benefits of avoiding gluten.  
In fact, many consumers report feeling healthier and 
having more energy after removing gluten from their 
diets, and frequently associate such dietary choice to 
an increasing consumption of organic food. The latter 
is also the reason why we started to consider organic 
and free-from as a single category in our market 
review, as the borders between those two segments 
are blurring, with several producers and distributors 
acting in both segments.

This niche is expected to drive growth and to keep on 
attracting new consumers because greater shelf space 
is being allocated to this category, making it more visible 
than in the past. In the most important geographies, 
we also see an increasing importance of private label 
products, which will encourage consumers to seek 
the most affordably-priced products. The growing 
importance of conventional large retailers as the best 
channel to reach end customers, as is happening with 
organic food, will generate price pressure and will 
have an impact on the competitive dynamics of the 
industry, eventually pushing for consolidation. 
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Marco Vismara, Healthy Food Specialist, Oaklins

"It’s no longer enough for small gluten-free players to have a decent 
production plant, a brand, some nice products and just hope that 
the growth of their industry segment will continue. The market and 
the distribution are rapidly evolving, competition is increasing as 
many traditional food & beverage players enter this segment, and, 
as is happening in organic and natural food, size will matter: stronger 
brands, wider marketing budgets and ultimately more sophisticated 
management skills will be required to be a winner. Such evolution 
will require M&A; mere internal growth will not be enough to survive."

5

In Europe, the most international player in gluten-free 
products is Dr Schär. The group is based in Postal, 
Italy, but is strong and active in many other countries 
(Germany, France, Spain, the UK, etc.). Its brand is 
extremely well recognized and its wide product range 
covers many different areas of packaged food. Other 
major branded players have a predominant focus 
on their respective domestic countries, and even the 
US-based biggest players that already moved into 
the European continent (such as Pinnacle and Hain 
Celestial) are not so big outside the UK. 

Overall, the gluten-free industry is still very fragmented, 
with many players showing revenues of well under 
US$50 million, so a progressive consolidation via 
M&A is to be expected. In addition, the interest from 
traditional food manufacturers towards this segment 
is rising in Europe and in the US. Some of them are 
trying to extend their product portfolio to enter into 
this market, while others are acquiring fast-growing 
and increasingly popular companies that operate in 
the free-from segment in order to capitalize on their 
skills, R&D, technology, brand and obviously growth. 
In addition, a particular constraint determined by law 
in many countries is to be noted: gluten-free products 
must be produced in completely independent plants 
in order to avoid contamination with other gluten-rich 
productions that would be very risky for the coeliac 

customers. Such regulation is creating a type of barrier 
to entry into this segment, as many traditional food 
players are not willing to invest in new plants from 
greenfield to launch their own branded products. This 
particular aspect will likely increase the “buy” strategy 
versus the “make” one in the coming years.

In the next few years, all the gluten-free players with 
efficient production facilities, recognized brands 
and R&D departments able to continuously offer 
innovative, high-quality and good tasting products 
will be the winners in this market. They will be able to 
cope with the pressure on prices that the competition 
and the distribution channels will naturally generate. 
M&A will certainly be a key strategic choice for the 
gluten-free companies, in order to more rapidly 
increase their own brand portfolio, increase their 
production scale and achieve higher efficiency, enlarge 
their distribution reach and improve their product 
development know-how.

An indication of such a trend in M&A is provided by the 
recent deals shown in this report. The French Group 
Biscuit International (Poult) acquired Northumbrian 
Fine Foods, a British producer of gluten- and mill-free 
sweet biscuits, and the bakery leader Bauli in Italy (the 
biggest Italian producer of panettone and pandoro) 
acquired the Italian gluten free company Alpipan.

Market trends
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If we take a look at how the gluten-free industry is 
expected to develop we see that the growth will not be 

the same for all countries, especially in Europe, where 
local tastes and preferences vary country to country.

The US gluten-free market is the largest in the world. In 
2017 it reached almost US$3 billion and is expected to 
reach US$3.5 billion in 2022. From 2012 to 2017, the 
American market rose steadily with a CAGR of about +26%, 
while from 2018 to 2022 it is expected to slow down a little 
(CAGR +4%). The most sold categories among gluten-free 
products are breakfast cereals, baked goods and ready 
meals. 

The Italian gluten-free market enjoyed a sharp rise 
from 2012 to 2017 (CAGR + 19%), and it has reached  
US$0.5 billion. About 90% of the market consists of pasta 
(almost 55%), baked goods (28%) and sweet biscuits (11%). 
Pasta has been the fastest-growing category (CAGR +28%) 
and it is expected to reach about US$0.6 billion by 2022. 

British gluten-free products consumption is expected 
to grow steeply in the next five years (CAGR 17-22: +9%). 
Baked goods are the most important category (55% of the 
total) followed by biscuits (19%) and ready meals (14%).

The Canadian market is growing at a slower rate than 
in other geographic areas. Its growth is driven by baked 
goods and sweet biscuits. Canadian consumers showed 
to prefer baked goods (which accounts for almost 40% of 
the local gluten-free market).

Germany is one of the most mature gluten-free markets. 
In the last five years consumption grew slowly (CAGR 
12-17: +4%) and it is expected to maintain the same level 
until 2022. Baked goods, pasta and ready meals represent 
more than 80% of the sales.

The Australian gluten-free market, along with the French 
one, is definitely the top performer in the world as it 
achieved a CAGR greater than 25% in the period 2012 to 
2017. For the period 2017 to 2022, the growth is predicted 
to slow down (about +14%). The main categories of 
products sold are baked goods, which count for about 
40% of the local market in 2018, breakfast cereals (25%) 
and biscuits (17%).

In Spain, after five years of sharp rise (CAGR 12-17: +12%), 
the market for gluten-free products is expected to slow 
down and grow with a CAGR of 7%. Some gluten-free 
categories, such as ready meals and baked goods, are 
going to achieve a growth rate greater than the market 
average. 

French consumers are increasingly attracted by gluten-
free products. From 2012 to 2017 the market grew with a 
CAGR of approximately 31% and it is forecasted to keep 
on growing (CAGR 2017-2022: +14%). In 2018, about 90% 
of the market was composed of baked goods (42%) and 
biscuits (about 34%).

Even though the Finnish gluten-free market is quite small, 
it is well developed. In 2018, more than 55% of gluten-free 
sales came from baked goods, while breakfast cereals 
count for less than 20%. After a steady growth between 
2012 and 2017 (CAGR +12%), the market is forecasted to 
keep on growing but at a slower pace (CAGR 17-22: +5%).

Market trends
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NextFoods is the only single-category expert solely 
focused on the manufacturing, distribution and 
merchandising of plant-based proteins and dairy-free 
foods. 

Founded in 2014 and initially active in Australia, the 
company identified the opportunities of the European 
healthy food market and since 2015 it has been based 
in the Netherlands. NextFoods’ operations cover 
France, Spain, the Netherlands, Belgium, Austria and 
the whole of Scandinavia. In those countries, the 
company distributes premium brands through large 
retailers. In addition, NextFoods provides tailored 

food lines developed in-house for food service firms, 
hospitality institutions and restaurant chains.

Business Model

NextFoods’ vertically integrated operations are fully 
focused on plant-based meat and dairy-free foods. 
Thanks to the creation of a comprehensive distribution 
network and to its marketing expertise, the company 
is evolving from being a pure distributor to become a 
sales and development expert in the niche of meat 
substitutes.

Spotlight

PROVIDING NICHE MANUFACTURING AND DISTRIBUTION TO A BROAD ARRAY OF 

PLANT-BASED FOODS CUSTOMERS

Our Customers

Representing leading international 

plant-based brands and offer a “one-

stop-shop” for meatless proteins and 

dairy-free solutions to some of the 

world’s largest retail chains. 

LEADING RETAIL CHAINS FOOD SERVICE COMPANIES

Developing in-house industrial and 

food service lines to respond to growing 

need for institutions, hospitality and 

restaurant chains to offer plant- based 

alternatives on their menus. 

CONSUMERS & CAUSES

Closely following the evolving 

demands of our end-consumers 

through retailer feedback and social 

media to better serve our customers. 

A LEADING PLANT-BASED PROTEIN COMPANY WITH:

Our Angle

Retail Access and 
Premier Brands 

Nextfoods carries a carefully selected 

portfolio of the plant-based sector's leading 

brands which we continue to expand and 

distribute through our extensive network of 

leading retailers and food service partners. 

SALES NETWORK ESTABLISHED 

Innovation to Address 
Market Gaps 

Launch Nextfoods™ line produced in 

Asia designed in response to gaps in the 

largely underserviced non-animal 

protein food service and industrial 

demands. 

MANUFACTURING LAUNCHED

Deep Understanding 
of Customers 

Extensive insight from consumer and 

retailer responses to products from a wide 

range of foreign and domestic sources 

regarding pricing, packaging, taste and 

variety. 

PRODUCT MARKET MAPPED 

We aim to know what’s NEXT 
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What main elements of the food industry and 
considerations about its future led you to found 
NextFoods? 
Very simply, the ways animal proteins are being 
produced in the world are highly inefficient. With the 
alarming rate of population growth, its corresponding 
requirement for proteins and immense resource 
usage of meat producers, the issue of economic and 
environmental sustainability becomes increasingly 
relevant. We believe that this is not an ordinary trend 
like gluten-free, rather the evolution of the food in-
dustry driven by mainstream consumers in developed 
countries who are concerned about their health, the 
sustainability of food sources, and the increasing costs 
of meat products.

We don’t expect the world to convert to veganism. The 
market loves the taste of meat and is seeking cleaner, 
healthier and more environmentally-friendly alterna-
tives to meat. 

Four years ago, the plant-based industry was targeting 
only vegan and vegetarian consumers, a particularly 
small niche. In 2014, we founded our company with a 
different vision - to convince and target the mainstream 
consumer with evolved plant-based proteins, i.e. tasty, 
more sustainable and healthier meat alternatives that 
deliver a satisfying meat experience.

Our focus was to ultimately place non-animal proteins 
in the meat section of supermarkets and alongside 
meat options in restaurant menus, just as now you 
can find dairy milks sitting next to non-dairy milks in 
a supermarket. We will see this happening from inter-
national fast food chains to Michelin-rated restaurants 
within five years or less. Currently, McDonalds is trial-
ling the McVegan burger in Finland, while KFC is testing 
a plant-based fried chicken in the UK. In the future, in 
any fast food chain, you will likely find the meat and 
the plant-based options side by side. There will come a 
point at which they will taste almost the same, and the 
majority of customers will likely opt for the healthier, 
plant-based option. 

Please tell us what steps you took during the first 
years of life of your company.
We initially identified companies that produced accept-
able plant-based proteins. Through word-of-mouth, 

we started to represent some of the world’s greatest 
brands, launching them in mainstream retail chains 
where we achieved better sales outcomes than in spe-
cialized vegan shops. We started in Australia, then in 
2015 expanded to Europe, because our manufacturing 
partners asked us to open that market for them.

We started in France, arguably the most meat-centric 
country in Europe, by organizing a promotional event 
with a five-course degustation using our best proteins. 
The event included local politicians, top retail buyers 
and a member of the beef lobby, to whom we explained 
the evolution of dietary proteins. This eventuated in 
contracts with Carrefour, Auchan and Leclerc. We have 
since started building a distribution network in Europe 
with local teams in France, Sweden, Norway, and the 
Netherlands.

Do you intend to be a branded producer, or mainly 
a distributor of branded goods produced by others? 
Over the last five years, we have seen massive gaps in 
the market for plant proteins. As an example, a leading 
quick service restaurant sought us out as they could 
not source the right meat-free proteins and at the right 
price point. We have since developed and identified a 
catalogue of plant proteins in response and are now 
working with them to develop a solution. We plan on 
doing this for many large players in Europe.

NextFoods aims to be both a major wholesaler of 
super-premium third-party brands and a company 
with its own complementary ‘house-branded’ products. 
Our goal is to offer our customers the world’s most 
comprehensive meat and dairy-free product portfolio. 
At the same time, we are creating a market for plant-
based proteins in Europe and developing our own brand 
to fill the gaps that we have identified in recent years. 
We have no plans to build factories: instead we will 
source, develop and acquire new protein technologies 
and co-pack production with external manufacturers.

Sector view
Biren Doshi

Co-founder and CEO 
NextFoods 
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We are progressively evolving from a distribution com-
pany to a sales and marketing company, with a focus 
on leveraging our knowledge, sales network and prod-
uct development skills to successfully range products 
across every major retailer in Europe.  

For that reason, while NextFoods initially distributed 
directly to all retailers, we now work on building part-
nerships with meat and dairy-focused players with a 
minimum €150 million turnover, who have become our 
distribution arms. As an example, in the UK, Germany 
and Israel we are partnering with large scale distribu-
tors with extensive market coverage. Our small teams 
will work in strong liaison with such players, concen-
trating our efforts on sales, marketing and, of course, 
product development, to ensure we are always ahead 
of the industry.

Your clients are branded European players. Can 
you explain what exactly you are doing for them in 
Europe? 
One of our European brands had had a continuous 
relationship with Carrefour in its home country for 20 
years, but was unable to enter Carrefour France due 
to lack of proper brand awareness and representation. 
What we basically do is consolidate all our brands to-
gether and offer it to retailers as part of the NextFoods 
portfolio. In the case of that client, our relationships 
and portfolio of brands provided the leverage to get its 
range into Carrefour France; we also provide ongoing 
support to them through our Nantes-based team, who 
regularly dialogue with Carrefour. Similarly, we seek to 
successfully place our EU-based brands across borders.

In our view, it is all about understanding the product 
portfolio and what consumers really want today and 
what they will be looking for tomorrow. Today, many 
players want to enter this space, but their knowledge 
about markets, products, customer needs, etc., is still 
very limited. Conversely, since 2015 we have achieved 
a very deep understanding of the specific protein 
preferences in most European markets, which are very 
diverse. Europe really is not a single market like the US. 

How is your brand portfolio structured now and 
how do you see it in five years? How important will 
your own brand be? 

We seek to create the gold standard of plant-based 
proteins and become the go-to company for plant-

based solutions for mid to large-tier corporations. We 
benefit from our premium third-party brands that have 
invested significant marketing dollars as they open 
doors to our entire portfolio. At the same time, we are 
creating our NextFoods brand with the specific aim of 
filling the market gaps. 

Many European players in the organic food sector 
evolved with a business model similar to yours, 
i.e. the branded distributor. Recently, that model 
has been put under pressure by the international 
branded players that are building or acquiring 
distributors, or removing exclusivity for their dis-
tribution agreements. How do you think you can 
sustain your business in the future? Will M&A be 
part of your strategy?    
I am aware that brands can be acquired or the distri-
bution agreements can be changed or canceled. For 
example, Daiya Foods (vegan cheese) was acquired by 
Otsuka (a Japanese pharma company) and Sweet Earth 
Foods (a meatless brand) was acquired by Nestlé, both 
of whom have decades of experience in proprietary re-
tail distribution.  We obviously must protect ourselves. 

Firstly, we have distribution structures in multiple 
countries with large players, which makes it difficult 
for suppliers to interrupt their relationship with us. 
Secondly, strengthening the NextFoods brand portfolio 
as a total ‘on-shelf’ planogram; any supply interruption 
will allow us to replace the outgoing brands with new 
brands, in order to retain the coveted planogram place-
ment and, of course, marketing flow. Finally, the most 
important way to protect us is to invest in our own 
brands through acquisition of new protein technolo-
gies at their early stages. We are observing six different 
companies which have next generation products that 
range from industrial egg-free proteins, to dairy-free 
butter for commercial bakers, to algae-based proteins. 
We aim to roll the most promising ventures into our 
company, while building our own products around 
their technology. We look to outsource manufacturing 
to one of our partners and then aggressively push our 
products out through our network. 

Our reliance on premium third-party brands might 
diminish over time, and the revenue split will likely 
change in favor of our own brands. We strongly believe 
that those same premium third-party brands will likely 
continue to recognize the value of being part of our 
NextFoods portfolio of premium brands.

Sector view
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Many players are already active and heavily 
investing in the plant-based proteins, like 
Impossible Foods in the US. Do you see them as 
competitors or suppliers?  
We see them mostly as suppliers that are spending 
to increase sector awareness. NextFoods’ decision to 
focus on Europe was driven by the fact that the market 
had far less competition, the plant-protein offerings 
were really limited, and the quality and taste were 
geared towards forgiving vegans! 

We understand that you are considering raising 
growth capital to sustain your development plan. 
Are you looking for industrial or financial investors? 
We are supported by a US VC fund, New Crop Capital, 
one of the pioneers in this field, and an early investor in 
Beyond Meat, among others. At this stage, NextFoods 
is looking for one or more financial investors that can 
finance our next round for about €5 million.  

Sector view

Plant-based foods exhibited an 
+8.1% sales growth rate in 2017, 
largely outperforming global food 
sales which decreased slightly by a 
-0.2% rate.

The global plant-based protein 
market is expected to reach 
US$14.2 billion by 2024, almost 
doubling the current market size. 

Europe represents 39% of global 
meat-substitutes sales, with 
consumers cutting back their intake 
of meat while increasing their 
demand for foods rich in protein.

Market outlook

ANIMAL FARMING IS  DESTRUCTIVE 
AND COMPLETELY UNSUSTAINABLE…

Livestock are estimated to be 

responsible for 20% of global 

greenhouse gas emissions

$1.6T
If unaddressed, the public health and 

environmental cost associated with 

increased demand for animal 

products could be as high as US$1.6

trillion globally by 2050

20%

Source: University of Oxford
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Company Country Mkt Cap 
(US$m) EV/Rev EV/EBITDA

Enervit S.p.A. Italy 68 0.9x 8.1x

Glanbia plc Ireland 5,247 2.0x 15.0x

Herbalife Nutrition Ltd. United States 8,461 1.9x 12.4x

Jamieson Wellness Inc. Canada 730 3.6x 20.1x

Maabarot Products Ltd. Israel 107 0.1x 1.7x

Nature's Sunshine Products, Inc. United States 173 0.3x 8.4x

Nutrisystem, Inc. United States 1,086 1.6x 12.3x

Pharmanutra S.p.A. Italy 160 3.6x 14.4x

USANA Health Sciences, Inc. United States 2,802 2.6x 16.0x

Average 1.8x 12.0x

Average w/o outliers 1.8x 12.4x

Median 1.9x 12.4x

Selected listed players

Company Country Mkt Cap 
(US$m) EV/Rev EV/EBITDA

Bellamy's Australia Limited Australia 927 3.6x 16.9x

Bio Planet S.A. Poland 5 0.2x 15.4x

Carmit Candy Industries Ltd. Israel 15 0.4x 6.6x

Freedom Foods Group Limited Australia 1,082 4.5x 61.7x

Ki Group S.p.A. Italy 12 0.4x NM

Koninklijke Wessanen N.V. Netherlands 1,140 1.6x 17.5x

Lifeway Foods, Inc. United States 59 0.6x 54.9x

Midsona AB (publ) Sweden 389 1.9x 20.6x

Murray River Organics Group Limited Australia 29 1.4x NM

Pinnacle Foods Inc. United States 7,916 3.4x 15.8x

Post Holdings, Inc. United States 5,824 2.2x 11.4x

Pulmuone Co., Ltd. South Korea 454 0.4x 7.3x

SunOpta Inc. Canada 711 1.0x 24.1x

The Hain Celestial Group, Inc. United States 3,082 1.5x 17.0x

Valsoia S.p.A. Italy 195 1.4x 12.8x

Zanlakol Ltd. Israel 69 1.5x 7.1x

Average 1.6x 20.7x

Average w/o outliers 1.5x 18.4x

Median 1.5x 16.3x

Organic & free-from foods

Sport & dietary foods

EV/Rev: Enterprise Value on Revenues multiple
EV/EBITDA: Enterprise Value on EBITDA multiple 
Sources: Capital IQ; Mergermarket
Values are as of 31 July 2018
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Company Country Mkt Cap 
(US$m) EV/Rev EV/EBITDA

Natural Grocers by Vitamin Cottage, Inc. United States 269 0.4x 7.9x

ORGANIC Farma Zdrowia S.A. Poland 4 0.4x 33.6x

Sprouts Farmers Market, Inc. United States 2,886 0.7x 9.8x

United Natural Foods, Inc. United States 2,173 0.2x 6.1x

Vitamin Shoppe, Inc. United States 155 0.3x 5.7x

Average 0.4x 12.6x

Average w/o outliers 0.4x 7.9x

Median 0.4x 7.9x

Selected listed players

Fresh fruit & vegetables

Company Country Mkt Cap 
(US$m) EV/Rev EV/EBITDA

Agripure Holdings Public Company Limited Thailand 43 0.6x 6.5x

AlJouf Agricultural Development Company Saudi Arabia 206 2.2x 8.0x

Costa Group Holdings Limited Australia 1,874 2.7x 19.6x

Crookes Brothers Limited South Africa 59 1.5x 18.1x

Fresh Del Monte Produce Inc. United States 2,178 0.6x 12.7x

Greenyard N.V. Belgium 670 0.2x 6.1x

Gulf Mushroom Products Co. SAOG Oman 30 2.7x 14.2x

Hokuto Corporation Japan 583 1.3x 8.8x

Hortifrut S.A. Chile 1,438 3.5x 32.2x

Mehadrin Ltd. Israel 168 0.6x 53.4x

Orsero S.p.A. Italy 157 0.2x 6.3x

Select Harvests Limited Australia 474 3.1x 12.2x

Seneca Foods Corporation United States 272 0.5x 25.6x

T&G Global Limited New Zealand 265 0.5x 13.3x

Tabuk Agricultural Development Company Saudi Arabia 136 3.5x NM

The National Agricultural Development Company Saudi Arabia 792 2.4x 12.3x

Total Produce plc Ireland 1,008 0.3x 10.7x

Village Farms International, Inc. Canada 206 1.4x 41.8x

Average 1.5x 17.7x

Average w/o outliers 1.5x 16.1x

Median 1.4x 12.7x

EV/Rev: Enterprise Value on Revenues multiple
EV/EBITDA: Enterprise Value on EBITDA multiple 
Sources: Capital IQ; Mergermarket
Values are as of 31 July 2018

Specialized retailers
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Valuation trends
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Over the last three years, healthy food companies 
– with the exception of specialized retailers – have 
clearly outperformed the “traditional” F&B (represented 

by the FTSE All - Food Producers Stock Index). Fresh 
fruit & vegetables has been the most profitable, 
reaching +55% (compared to the benchmark’s +4%).

EV/Revenues multiples of the organic & free-from 
and fresh fruit & vegetables stocks have been stable 
around 1.4x during the three-year period, while  

sport & dietary has shown a steady increase to reach 
1.9x. Specialized retailers has stabilized in the range 
of 0.2x to 0.5x. 

While more erratic, the multiples over EBITDA show a 
three-year growing trend for organic & free-from (the 
segment with highest multiples, around 16.0x in the 

recent period), fresh fruit & vegetables and sport & 
dietary (recently similarly positioned at about 12-14x). 
Specialized retailers is stable around 8.0x EBITDA.

Listed healthy food companies vs food index

Past three years' EV/Sales multiples

Past three years' EV/EBITDA multiples



14Spot On · Healthy Food · September 2018

Selected private transactions in the segment

Date Target Bidder Category Rationale Country Valuation
EV 

(US$m)
EV/

Sales
EV/

EBITDA
EV/

EBIT

26-Jul-2018
(announced)

Organic & 
free-from 

foods

Combining the leading 
position in natural and 

organic food distribution 
2,907 0.2x 7.5x 13.8x

18-Jul-2018
(announced)

Specialized 
retailers

Providing customers with 
a wider choice of organic 

foods throughout the 
distribution chain

N/A N/A N/A N/A

11-Jul-2018
Organic & 
free-from 

foods

Be more competitive on the 
Italian Gluten-Free market N/A N/A N/A N/A

29-Jun-2018
Sport & 
dietary 
foods

Strengthen its position in 
New Zealand N/A N/A N/A N/A

27-Jun-2018
Organic & 
free-from 

foods

Inject new vigour into the 
company, especially in 
international markets

190 1.4x 11.8x 18.0x

27-Jun-2018
(announced)

Organic & 
free-from 

foods

Enhance Conagra Brands' 
multi-year transformation 

plan and expand its presence 
in most strategic categories

10,904 3.5x 16.5x 19.3x

25-Jun-2018
(announced)

Sport & 
dietary 
foods

Strengthen its presence 
in the premium natural 
personal care segment

N/A N/A N/A N/A

11-Jun-2018
Sport & 
dietary 
foods

Enhance the portfolio in the 
Italian food supplements 

and self-medication market
N/A N/A N/A N/A

8-Jun-2018
Manage-

ment 
buyout

Fresh fruit & 
vegetables N/A N/A N/A N/A N/A

5-Jun-2018
Organic & 
free-from 

foods

Creating a clear market 
leadership in natural 

extracts and ingredients
1,817 3.6x 25.7x 43.0x

31-May-2018
Organic & 
free-from 

foods

Strengthen its presence 
in the US national brands 

sector
159 1.5x 10.1x N/A

M&A activity

In the first seven months of 2018, a few M&A deals in 
healthy food have demonstrated both the progressive 
consolidation among players acting in the same 
categories, but also the interest of traditional food 
players in entering into this arena. The most notable 
deal is undisputedly the acquisition of Pinnacle made by 
Conagra, for approximately US$11 billion. The cash-and-
stock deal, which would make Conagra the second US 
frozen food maker by sales after Nestlé, took place in 
a context of increasing demand for convenient, healthy 
ready meals, especially among millennials. Nestlé itself 

has been very active in healthy foods in 2018, with 
two acquisitions: the Canadian vitamin maker Atrium 
Innovations for US$2.3 billion, and the Equador-based 
Terrafertil, recognized in Latin America for its wide 
portfolio of natural and mostly organic products, 
including “superfood”. Finally, Amazon's acquisition of 
Whole Foods in 2017 has spurred its first big deal among 
the organic grocery distributors, which is United Natural 
Foods' US$2.9 billion acquisition of Supervalu. UNFI 
intends to lessen its reliance on Whole Foods, which 
accounts for roughly 33% of UNFI's business.
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Selected private transactions in the segment (continued)
Date Target Bidder Category Rationale Country Valuation

EV 
(US$m)

EV/
Sales

EV/
EBITDA

EV/
EBIT

29-May-2018 
(announced)

Specialized 
retailers

Part of a global acquisition 
spree aimed to challenge in 

the coffee sector
2,000 1.9x N/A N/A

25-May-2018 
(announced)

Organic & 
free-from 

foods

Expand its Better-For-You 
portfolio into baked fruit 

and vegetable snacks
200 N/A N/A N/A

16-May-2018
Organic & 
free-from 

foods

Expand its wide portfolio of 
gluten and milk-free sweet 

biscuits
N/A N/A N/A N/A

11-May-2018
Organic & 
free-from 

foods

Enter into the organic 
beverage market 176 0.5x 9.6x N/A

3-May-2018 
(announced)

Organic & 
free-from 

foods

Expand into the southern 
Europe organic market 65 NA 9.7x NA

7-May-2018
Sport & 
dietary 
foods

N/A 15 N/A N/A N/A

3-May-2018 Specialized 
retailers

Expand its presence with 
new stores 43 N/A N/A N/A

10-Apr-2018 Fresh fruit & 
vegetables

Enhance supply of exotic 
products like avocados, 

mangoes, persimmons and 
pomegranates

N/A N/A N/A N/A

4-Apr-2018
Sport & 
dietary 
foods

Strengthen its presence in 
Italy N/A N/A N/A N/A

8-Mar-2018
Sport & 
dietary 
foods

Part of Nestle's strategy to 
be a nutrition, health and 

wellness company
2,300 3.3x N/A N/A

26-Feb-2018 Fresh fruit & 
vegetables

Continue its strategy to 
diversify the business 361 0.7x N/A NA

12-Feb-2018
Organic & 
free-from 

foods

Include in its range a 
premium organic ice-cream 

brand
N/A N/A N/A N/A

9-Feb-2018
Organic & 
free-from 

foods

Strengthen its presence 
in fast-growing categories 

such as plant-based goods, 
beverages and healthy 

snacks

N/A N/A N/A N/A

31-Jan-2018
Organic & 
free-from 

foods

Become an innovative 
snacking powerhouse 

bringing scale and category 
management capabilities

1,527 4.1x 18.5x 22.4x

11-Jan-2018 Specialized 
retailers N/A N/A N/A N/A N/A

M&A activity
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M&A activity

Selected Oaklins transactions

Over the years, Oaklins has become one of the most experienced and informed M&A 
advisors in the Healthy Food sector. By continuously monitoring the developments in the 
industry, visiting all the major events and maintaining regular contact with the leading 
players, Oaklins has managed to develop a solid understanding of the market dynamics 
and the key consolidators. 

Fior di Loto, an organic food distributor, merged with Baule Volante, one of the main 
Italian organic food players. Based in Turin, Italy, Fior di Loto is an organic food player 
and distributor with 2,000 SKUs currently serving approximately 5,500 HF specialized 
stores, herbalists and pharmacies.

In 2016, the company generated approximately US$30 million in revenues. Baule Volante, based in Bologna, is one of 
the main Italian players in the field of organic food. The company has more than 5,600 organic products of which more 
than 500 are under their own brand. Baule Volante is part of the EcorNaturaSì group, the leading Italian Healthy Food 
specialized retailer generating approximately US$430 million in revenues.

Oaklins’ team in Italy, led by Davide Milano, acted as the exclusive advisor to Fior di Loto in this transaction throughout 
the whole process and coordinated all the deal activities until the completion of the transaction. Roberto Maschio, 
Chairman and main shareholder of Fior di Loto Srl, declared: “The Italian team was definitively the right choice. It was a 
pleasure to work with them. They were highly professional as well as aligned with the ambitious and challenging goals 
of this extraordinary transaction."

Case study
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MEET OAKLINS, THE WORLD’S MOST EXPERIENCED 
MID-MARKET M&A ADVISOR 

Oaklins offers a comprehensive range of services  
 ● M&A advisory (buy- and sell-side)
 ● Growth equity and equity capital markets advisory

 ● Debt advisory
 ● Corporate finance services

Oaklins industry specialists

Healthy food is one of our focus areas. Combining comprehensive sector knowledge with global execution has led 
Oaklins to become the most experienced M&A advisor in the healthy food sector, with a large contact network of 
the most relevant market players worldwide. This results in the best possible merger, acquisition and divestment 
opportunities for healthy food companies. 

If mergers, acquisitions or divestitures of businesses or business units are part of your strategy, we would welcome 
the opportunity to exchange ideas with you. Please find our contact details below.

About Oaklins

professionals
 700

countries
 40

transactions
5,000+

offices
 60

sectors
 15

Marco A. Vismara, Partner
Milan, Italy

+39 335 573 3231

Attilio Arietti, Managing Partner
Milan, Italy

+39 02 7631 1445

Sven-Åke Lewin, Partner
Gothenburg, Sweden

+46 70 645 47 00

Philippe Hermant, Senior Advisor
Paris, France

+33 1 43 12 32 12
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Disclaimer
This document is provided for information purposes only. Oaklins and its member firms make no guarantee, 
representation or warranty of any kind regarding the timeliness, accuracy or completeness of its content. 
This document is not intended to convey investment advice or solicit investments of any kind whatsoever. 
No investment decisions should be taken based on the contents and views expressed herein. Oaklins and its 
member firms shall not be responsible for any loss sustained by any person who relies on this publication.
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