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Brands are at the core of 
Orkla’s value creation



More than 300 strong local brands, with 
80% of turnover from #1 and #2 positions



Making a real positive difference, for 
millions of consumers, every day



What is a brand?

We define brands through the lens of 
the consumer because brands live in 
the consumer’s mind.

A brand is the total sum of the 
consumer’s perceptions, feelings and 
associations linked to the brand.
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What is a strong brand?

Highly recognisable
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Highly relevant

Functionally better
Salient in buying and 
usage situations

Delivers in its own unique way



Building strong brands is a value driver 
for Orkla and our trade customers

Bigger consumer base
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Pricing power & profitability Go-to-market power

Platform for growth



Orkla’s brand culture 
and shared Best Practice 



Orkla’s brand culture drives value by 
leveraging our local brands and scale
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Local consumer 

Local brand execution 

Orkla Best Practice tools & methodology



Orkla Marketing & Innovation 
drives value through 4 key areas

Coaching & 
Consulting

Academies & 
learning programs

Inspiring & 
leading the way

Our core is leveraging and 
scaling best practice tools & 
ways of working for how to 
build brands and drive brand 
growth – across Orkla. 

Orkla Best Practice 
tools & guidelines

To help drive brand growth, we 
deliver a range of sparring & 
consulting on local projects. 

Building capabilities across 
Orkla through leveraging and 
scaling learning programs and 
workshops. Building on our 
strengths and improving 
commercial competitiveness.

As a Centre-of-Excellence, 
OMI has an important role in 
inspiring & leading the way. 
On core areas and future 
opportunities. 



How brands 
drive growth



Making life easier for the 
consumer’s brain

Super-fast
Intuitive
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Slow
Rational

Source: Kahneman, Daniel. Thinking, Fast and Slow. New York, USA: Farrar, Straus and Giroux, 2011.
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How brands grow
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Existing users 
use more often

Pay more More users buy

Trade up



Be easy to come to mind



Be easy to find



Be relevant



Be distinct



Reach all category buyers
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Summing up



Building and leveraging strong local 
brands is at the core of our business

Portfolio of 300 strong brands

Understanding and delivering on local 
insight, local preferences and needs 
is a key competitive advantage

Closeness to the local consumer +
scale in brand building tools, 
methodology & learning, across Orkla
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