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Food Empire’s revenue increased  

11.6% yoy to US$188.8 million for 9M2013  

• Strong revenue growth in the Group’s key markets in  Russia, Eastern 

Europe and Central Asia 

• Investing for future growth with increase in Advert ising and Promotion 

(A&P) activities and pursuit of several upstream gr een-field projects which 

impacted our profitability. 

Singapore, 8 November 2013  – Food Empire Holdings Limited (“Food Empire”, together with 

its subsidiaries, the “Group”), an international food and beverages company headquartered in 

Singapore, reported a profit after tax of US$11.7 million for the nine months ended 30 

September 2013 (“9M2013”), as compared to US$16.7 million in 9M2012.  

Revenue by Region 
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In 9M2013, sales to the Group’s largest region, Russia, rose by 13.7% to US$112.3 million 

compared to US$98.7 million in 9M2012.  
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In the Group’s Eastern Europe and Central Asia region (comprising Ukraine, Kazakhstan and 

the CIS Countries), sales increased by 13.4% from US$51.7 million in 9M2012 to US$58.6 

million in 9M2013. 

 

Sales to the Group’s Other Markets fell by 4.7% from US$18.8 million in 9M2012 to US$17.9 

million in 9M2013 due to lower sales in Middle East and Asia. 

 

On a quarterly basis, the Group’s revenue in 3Q2013 was US$66.1 million, an increase of 

13.0% compared to 3Q2012. Of its 3 largest markets, Russia’s revenue increased 13.2% 

compared to the same quarter in 2012. Sales to the Group’s Eastern Europe and Central Asia 

region rose by 14.8% for the quarter; while sales for the Other Markets increased by 6.6% for 

the quarter. 

 

For 9M2013, the Group recorded a profit after tax of US$11.7 million as compared to US$16.7 

million in 9M2012.  

 

For 3Q2013, the Group’s profit after tax was US$2.6 million compared to US$8.0 million in 

3Q2012, a decrease of 68.3%. 

 

The decline in profitability was mainly due to the following: -  

1) Staff costs increased due to higher salaries and higher headcount arising from newly 

acquired and newly set up companies. 

2) Increase in Advertising and Promotion (A&P) activities in key markets to strengthen the 

Group’s market position in the light of intense competition. 

3) Unrealised foreign exchange losses.  

4) Costs associated with investment in new markets. 

5) Start-up costs associated with the Group’s pursuit of several upstream green-field 

projects. 

6) Increase in depreciation expenses for property, plant and equipment due to the Group’s 

larger asset base.       
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There was a net operating cash outflow of US$31.5 million in 9M2013, compared to a net 

operating cash inflow of US$17.9 million in 9M2012, largely due to increase in working capital. 

The Group’s cash and cash equivalents was US$16.2 million as at 30 September 2013, 

compared to US$46.6 million as at 31 December 2012. The decrease in cash and cash 

equivalents was mainly due to the partial funding of the Group’s investment in several upstream 

green-field projects with cash and the change in the business processes in our key markets. 

 

Business Outlook  

 

On the financial performance and the future plans of the Group, Executive Chairman, Mr. Tan 

Wang Cheow  said, “We achieved strong revenue growth in our core markets, despite intense 

competition, because of our commitment to brand building. The loyalty our consumers have for 

our brands is cultivated over many years and it underpins the success of our business. Going 

forward, we will continue work to enhance the value of our brands even as we focus our efforts 

to develop new markets in Asia, the Middle East and Africa.     

 

Looking at the longer term, we are pursuing several upstream green-field opportunities. These 

projects will incur some initial start up costs, but once they are completed, we will have greater 

flexibility and control over the supply and prices of our key ingredients, which will in turn mitigate 

the uncertainties of commodity prices.” 

 

The Group will also continue to look out for suitable M&A opportunities, which will complement 

its brand and distribution activities within the food and beverage industry. 

 

 

- End - 
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About Food Empire Holdings Limited (Bloomberg Code: FEH SP) 

 
SGX Mainboard-listed Food Empire Holdings (“Food Empire” or the “Group”) is a global branding and manufacturing 
company in the food and beverage sector. Its products include instant beverage products, frozen convenience food, 
confectionery and snack food. 
 
Food Empire’s products are exported to over 60 countries, in markets such as Russia, Ukraine, Kazakhstan, Central 
Asia, China, Indochina, the Middle East, Mongolia and the US. The Group has 19 offices (representative and liaison) 
worldwide. The Group operates five manufacturing facilities in Singapore, Russia, Ukraine, Malaysia and Vietnam. 
Food Empire’s products include a wide variety of beverages, such as regular and flavoured coffee mixes and 
cappuccinos, chocolate drinks and flavoured fruit teas. It also markets instant breakfast cereal, potato crisps and 
assorted frozen convenience foods. 
 
Food Empire’s strength lies in its proprietary brands – including MacCoffee, Petrovskaya Sloboda, Klassno, Hyson, 
OrienBites and Kracks. MacCoffee - the Group’s flagship brand - has been consistently ranked as the leading 3-in1 
instant coffee brand in the Group’s core market of Russia, Ukraine and Kazakhstan. The Group employs 
sophisticated brand building activities, localized to match the flavor of the local markets in which its products are sold. 
 
Since its public listing in 2000, Food Empire has won numerous accolades including being selected as one of the 
“Most Valuable Singapore Brands”; ranked as one of “The Strongest Singapore Brands”; Forbes Magazine also 
named Food Empire twice, as one of the “Best under a Billion” companies in Asia. 
 
 
For more information, please refer to: http://www.foodempire.com 
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