
Greenyard Strategy 2030: A plant-based powerhouse 

Dear colleague, 

Today marks an important day for Greenyard. Building on the momentum we have created for Greenyard, 
it is now time to take the next big step in Greenyard’s history. Today, we are very pleased to share with you 
our Strategic Plan 2030. 

The world is changing. Rapidly. Consumers are becoming more aware of the importance of their health, and 
the impact diets have on healthy lifestyles. Simultaneously, we are faced with the limits of our planet, every 
day. We all have a responsibility to embrace, individually but of course also as a company. We need to 
redesign the future of food. What we eat, and how we source it. Consumers are increasingly seeking 
healthier, low-processed food – specifically plant-based products. At the same time, they do not want to 
compromise on taste, quality, easiness of use.  

A head-start for Greenyard as a leader in plant-based 

Convenience is the way forward, and plant-based is the future. Obvious. This is a fast-growing market, with 
an expected value of around € 150bn by 2030 (source: Bloomberg). And we have a head-start compared to 
other companies that are trying to access this market. Because we are already 100% plant-based. We have 
been ever since we started. It simply is in our DNA. And don’t forget, we already have more than 1000 
convenience products in that category. Today! Frozen smoothies, veggie mealkits, plant-based mixes, … 
You name it, we have it. Adding our global footprint to that, we have a head-start to expand our offerings in 
this segment, resulting in further growth and profitability. 

We are one of the largest purely plant-based companies in the world. So undeniably, with Greenyard, we 
are part of the solution. We are at the heart of this transition. We are in the business of healthy products, 
whose environmental impact is much lower than in other categories. It offers a great opportunity to play 
our part as Greenyard. We can contribute to an improved life and at the same time ensure further, 
accelerated growth for our company – capturing a vital part of this fast-growing market. 

Six pillars to support our plans 

The Strategy 2030 we announce today has one clear ambition: to position Greenyard as “a plant-based 
powerhouse”. Starting from our purpose, based on consumer and market trends and with the solid 
foundations we have today, we have all the ingredients to realise this. We have defined six specific pillars 
around which the coming years will be built: 

1. Health & Sustainability at the heart of everything we do
Consumption of fruit and vegetables needs to dramatically increase; this is to the benefit of health
and of the planet. We are at the core of this business: with what we do, and how we do it. From
fork to field.

2. Unique Integrated Customer Relationships
We have a unique commercial strategy. There is no compare, and certainly not on our scale. Our
tailored way of working, adapted to the specific needs of that specific customer is of great added
value and highly appreciated in the market.
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3. Global Sourcing Capabilities & Expertise in Fruits & Vegetables
We have an exceptional network of growers, across the globe. Increasingly working with them in a
more integrated matter is important. It creates the power of connection: providing certainty, at
both ends of the chain and the ability to offer the best products all year round.

4. Impactful Innovation
An essential element for Greenyard’s growth in the coming decade. Technology, data, automation
and of course product innovation are high on the agenda. Creative thinking, also together with
strong and specialised parties, will ensure that we can provide the services our customers expect
and the products a consumer desires.

5. Operational Excellence & Continuous Improvement
This does not change; it remains vital to our business. The mindset we have developed to
permanently seek improvements and optimisations is what will keep us solid and strong.

6. High Performing Organisation & Human Culture
Of course, none of this is possible without you, our colleagues. You are the most valuable asset.
Our organisational model is future-proof, we can build on that. It is a shared responsibility, for you
as it is for the company. Greenyard is built on a high performing culture, humanly sized with room
for personal development and a safe harbour for all.

As from January onwards, you can expect regular updates on the progress we are making on the execution 
of this plan. Both from a Group level as in your division and in your specific entity.  

A three-staged strategy 

The strategy we have designed consists of three stages. These are all equally important for the successful 
roll-out of our plan, and we work on all of them at the same time. They will strengthen each-other over 
time and serve as fuel for one-another. What do these three stages look like? 

1. Improve: what we’ll do now to further reinforce our current business.

In the first stage, Greenyard will focus on further deepening its unique integrated customer relationships 
with existing and new customers. At the same time, we will continue to increasingly develop our grower 
relationships, applying the same way of working. The strength of unparalleled, integrated, and long-term 
relations at both ends of the food value chain, truly serve as catalysts for the strategy.  

Our Integrated Customer Relationships (the “ICR”) are unique. By adding new layers of services, such as 
quality control, logistics, packaging, assortment advice, forecasting, and co-creation, we increasingly 
integrate with our customers. Therefore, there is growth expected on two fronts: (i) growth in volumes and 
additional services with existing customers, (ii) growth with new customers. Collaboration in the chain is 
therefore critical, hence, the model is increasingly adopted with growers as well. It allows us to continue 
building sustainable and socially responsible food value chains from front to end.  

And of course, we will also push through on our sustainability ambitions. It is part of every decision we 
take. Our objectives are sharpened: reduction of our carbon footprint by 70% by 2030, reducing our water 
intensity by another 10% by 2025, further waste reduction by 25% in our operations by 2025, 100 
sustainable packaging by 2025 and 100% social compliance throughout the chain by 2025. 
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2. Increase: we start working on these initiatives today, and they will help us to boost our existing
business even further, introducing acceleration and new business opportunities.

Furthermore, and starting immediately, we will step-up our convenience product offering, leveraging the 
window of opportunity for little-processed healthy convenience, directly tapping into the consumer 
demand. This will bring us additional volumes at current and new customers. To do this, we will invest. A 
one-off € 30-35m CAPEX investment will be deployed, with focus on further increasing capacity for 
convenience products on the one hand, and to be used within the Integrated Customer Relationships on 
the other.  

With this in mind, we also raise the bar for our ambitions. We have the ambition to increase net sales by 
around € 650m to € 5bn by AY 2024/2025. At the same time, Greenyard’s ambition is to grow the adjusted 
EBITDA by around € 35-45m to € 200-210m by 2025. 

In line with the strategy, Greenyard may also consider M&A opportunities in a very targeted and strict way, 
in Europe and potentially the US, and only to the extent a clear and strong integration process is feasible. 
The pursuit of selective external growth will further fuel the company’s Strategy 2030. 

3. Imagine: also here, we start working on these initiatives today, building on the first two levels. This
will make us even more relevant in the coming decade, with an increased focus on 100% plant-
based offering.

Building on the first two levels, and realising these ambitions, will free up cash to further invest in other 
plant-based product development. Right at the core of our current business, it will allow us to continue 
expanding on our already 100% plant-based current offering. This, in a market expected to grow to around 
€ 150bn by 2030. Needless to say, there is a lot of additional potential to capture there.  

The enabler for unlocking additional value will be digitalization. Already today, a lot of data is available in 
the chain on quality, taste, transparency, origin, … Greenyard has a unique level of knowledge of that data 
in the chain. Both in terms of automation and additional online services, there are infinite possibilities. 
Greenyard will therefore boost innovation within the group, allocate additional CAPEX and support for this, 
cooperate with disruptive companies in well-structured and controlled growth units, starting next financial 
year already. 

External outreach starting today 

Later today, we will open our first fully virtual Capital Markets Days. No hours and hours of presentations, 
but a tailored and on-demand online format with a strong mix between exclusive sessions with senior 
management and external experts, recorded content formats such as podcasts and movies and of course 
also live interaction with leadership. These sessions are spread over three days, with brief and topical slots 
each day. Do not hesitate to have a look at the dedicated website on 
https://capitalmarketsdays.greenyard.group to find out more. You can replay the sessions at your own 
convenience, they will be posted immediately after the broadcasts, and they will remain available.  

https://capitalmarketsdays.greenyard.group/
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The power of connection 

We are confident that we will live up to our ambitions. We can obviously not do this alone. We need to 
build on our exceptional network of growers, and of course continue our strong and trusted collaboration 
with our customers. With our unique position in the food value chain, we are convinced that we can bring 
all stakeholders together around the same goals. With your enthusiasm and drive we will make this 
happen. 

And we have our purpose to guide us. Our drive to contribute to improving lives makes a difference. It is 
why we do what we do, every day again. You are vital for our future success, as you have been in realising 
our current strong performances. We are confident that we can count on everyone in our organisation to 
translate these plans into a changemaking operational success – positioning Greenyard as a plant-based 
powerhouse.  

Kind regards, 

Hein Deprez & Marc Zwaaneveld 
co-CEOs Greenyard 


