
Sustained organic growth, coping with increased commodity prices, and FoodTech success 

 

Strauss Group ends 2021 with 7.4% growth:  
NIS 8.7 billion in revenue and NIS 639 million net 

profit 
 

Capital gains of NIS 71 million generated by FoodTech companies success. 
The fair value of the Group’s holdings in FoodTEch Hub portfolio is NIS 375 million versus NIS 111 million 

in 2020 
  

Strauss Group has wrapped up 2021 with solid results. The company’s financial statements reflect growth in 
most categories and a stable operating margin, despite the sharp increase in raw material prices and gross 
profit erosion, due to the revision of coffee sales prices in Brazil and CEE, ongoing efficiency enhancement and 
mitigation processes, and profits arising from capital gains in a number of startups in The Kitchen Hub 
FoodTech incubator. 
 
The company’s revenue in 2021 amounted to NIS 8.75 billion, reflecting 7.4% organic growth excluding foreign 
currency effects. The improvement is largely due to growth in sales volumes and an increase in the coffee 
company’s sales prices in Brazil and CEE, business growth in the water company and sales growth and market 
share gains in Israel, mostly in the dairy and dairy alternatives category. Gross profit was NIS 3.2 billion, whereas 
the gross margin eroded to 36.9% compared to 38.7% last year following rising input and raw material prices – 
notably green coffee, milk, and shipping and packaging costs. Growth in sales volumes offset the gross profit 
erosion. 
 
All in all, Strauss generated NIS 980 million in operating profit in 2021 and has maintained an operating margin 
of 11.2%, similar to last year, thanks to gains on its investments in its FoodTech business. Income attributable 
to shareholders amounted to NIS 639 million, with net profit growth largely due to the increase in operating 
profit and a significant drop in financing expenses. 
 
Strauss Group President & CEO, Giora Bardea: “We have successfully ended another challenging year and are 
already well into a new year, with challenges that are no less significant. In 2021, in many locations we 
experienced a return to normal due to the accelerated pace of vaccinations worldwide, but recent events, 
including the waning pandemic and the war in Ukraine, have been accompanied by global increases in the prices 
of commodities, energy and shipping. These increases are impacting the world economy in general, and the 
food industry in particular. This year once again, our category diversity, geographic dispersal and, no less 
important, the first fruits of the incubator’s FoodTech activities, have enabled us to deliver good results. 
 
“Along with tightly managing the challenges posed by COVID-19, looking ahead, we continued to allocate 
resources to ensure that the company is able to realize future opportunities. In the past two years, we crafted a 
new purpose for the Group, and we have now completed the definition of our strategy for the next few years. 
This morning, in line with our practice, we also published the Group’s Annual Sustainability Report, which 
contains information the company’s environmental, social and economic impacts in the past year, as well as a 
description of the sustainability strategy and objectives we have defined looking ahead to the next decade, with 
the goal of creating a positive long-term impact on people and the planet. 
 
“Regarding the situation in Ukraine, and the devastating war being waged there, our business in the country is 
paralyzed. However, we are working at reinstating business partially where possible. We are closely supporting 
our employees in Ukraine and providing them with financial and humanitarian aid. We are also working with 
Israeli and international humanitarian relief organizations and helping Ukrainian refugees who have fled the 

The data in this document are based on the company's non-GAAP figures, which include the proportionate consolidation of jointly controlled 
businesses and do not include share-based payment, mark-to-market at end-of-period of open positions in the Group in respect of financial 
derivatives used to hedge commodity prices and all adjustments necessary to delay recognition of gains and losses arising from commodity 
derivatives until the date when the inventory is sold to outside parties, other income and expenses, net, and the tax effect of excluding those 
items, unless stated otherwise. 
 



terror of war with food donations and others. Strauss condemns Russia’s brutal attack on its neighbor, and we 
hope that there will be a stop to the war as soon as possible.”  
 
Strauss Israel has wrapped up 2021 with 4.2% sales growth and, according to StoreNext, holds a 12.4% share 
of the Israeli food market (the barcoded market). The increase in revenue is the result of sales growth in the 
dairy and dairy alternative category, as well as in the salty snack category, the food category and in Yad 
Mordechai products (honey, olive oil, jams and sauces). 
 
The coffee business in Israel grew 2.3%, largely due to the recovery of the away-from-home (AFH) sales 
channels, including the Elite Café chain, which has resumed operations. 
 
In Brazil, Strauss Coffee’s sales grew by 23.2% in local currency in 2021, mainly as a result of the acquisition of 
Mitsui Alimentos and higher sales prices. Apart from Poland, sales growth was delivered in all CEE countries due 
to price increases as well as growth in volume. 
 
Sabra reported stability in sales in local currency with USD 184 million in revenue (representing 50%) and a 
42% drop in operating profit to USD 11 million (50%), the result of an increase in manufacturing costs due to 
the partial shutdown of the plant in December as well as increased labor costs. Obela delivered revenue of NIS 
85 million in 2021 (representing 50%), an increase of 4.9%, and recorded an operating loss of NIS 6 million 
(50%), similar to the corresponding period last year. 
  
Strauss Water grew by 10.2% with sales of NIS 736 million thanks to growth in the customer base and in sales 
of new appliances. The water business in China (Haier Strauss Water (HSW)), delivered RMB 1.3 billion in 
revenue, reflecting 15.3% growth, largely due to the opening of stores and the recovery of the local economy 
following the pandemic. 
 
FoodTech activities through The Kitchen Hub are, and in 2021 continued to be, a strategic activity for the 
Group. During the year, cultured meat producer Aleph Farms, established by Strauss, raised USD 105 million, 
and other startups in the incubator, including Bio-Fence and others, completed funding rounds. As a result of 
these rounds, last year Strauss recorded a profit of NIS 71 million. 
 
Additionally, on the reporting date, the fair value of the Group’s holdings in the portfolio companies was NIS 
375 million, compared to NIS 111 million in the corresponding period. Furthermore, on February 22, 2022, The 
Kitchen was informed that it had won a tender by the Israeli Innovation Authority for the establishment and 
operation of a second FoodTech incubator. The five-year concession period will begin by no later than 
September 1, 2022, and there is an option for a further three-year extension. The company has committed to 
investing up to NIS 225 million in the startups within the incubator. 

  
  



Strauss presents its strategy for the next five years, 
derived from the Group’s purpose: 

Nourishing a Better Tomorrow 
 

The Group’s purpose: Nourishing a Better Tomorrow 
 
Several weeks ago, the Group launched a new purpose, “Nourishing a Better Tomorrow”. The company has 
undertaken a challenging mission and commitment to nourish and be a partner in building a better tomorrow. 
Among other things, to leave a positive mark on the world through food and beverages as well as in other ways. 
A tomorrow and a world in which people live longer, live better, live in a society that is inclusive, equal and 
supportive. Life in a sustainable environment that will continue to flourish for generations to come. Strauss is 
committed to caring for people and for the planet, to reviewing and improving its processes and long-term 
impacts, with the aim of creating a positive influence and driving sustainable growth. 
 
The strategic plan: Taste the Future 
 
It is the Group’s practice to review its strategic plans from time to time, and to revisit its goals according to 
developments among consumers, changes in the competitive landscape and the retail environment, as well as 
macroeconomic effects. The Group maintains a strategic planning processes aimed at adapting the Group's 
activities to the changing markets, as well as strengthening and renewing core competencies that will 
constitute a competitive advantage for the group. 
 
On March 21, 2022, the Group’s board of directors approved a new 5-year strategic plan – Taste the Future – 
in alignment with the Group’s new purpose, Nourishing a Better Tomorrow, its long-term aspirations and 
evolving trends. 
 
The Group has set growth as its main strategic goal, with a long-term ambition to grow at an average annual 
rate of about 5%. For this purpose, the company will increase its total investments in the coming years, both 
organically, investing in existing activities in the company today, and by allocating NIS 1 billion or more 
towards mergers and acquisitions, with an emphasis on sustainable growth in accordance with the Group's 
mission statement. 
 
The strategy consists of three main pillars: (1) Renewal and expansion of the business core (2) Building new 
horizons (3) Business transformation in the way the company operates 
 

1. Renew and Expand the core 

1. Adapting the group's value propositions to people in the changing world of food  

i. Meeting the needs of the new generations (Generation Y and Z) and audiences with 

unique requirements 

ii. Renew and refresh products and brands: nutritional improvement, packaging 

upgrades, providing solutions for convenient culinary solutions, increasing the scope 

of unique brands to different communities 

iii. Quick access to specialized and online channels, development of D2C and FOOD AS A 

SERVICE channels, access to new specialized channels and expansion of the Away  

 

2. Expansion of the Homebase 

 



 

3. Leveraging the group's major international anchors 

i. Sabra - The company will work to restore Sabra to rapid growth levels through 

innovation, leveraging the Sabra brand and entering tangent categories. 

ii. Brazil - Strengthening the competitive status and accelerating the growth of activity 

in Brazil. 

iii. China - Growing online activity and strengthening the status as leaders in this 

channel. 

 

2. Building new horizons 

i. Expand operations in the United States, among other things through the acquisition of a local 

platform that caters to communities and offers future fit food. The company will strive to 

reach revenues of NIS 1 billion 

ii. Leverage and increase investments in Foodtech startups in order to increase the faire value of 

its  portfolio of companies 

iii. iii. Increase international water activity - develope new markets in addition to those that exist 

today, whether through acquisition, or the establishment of activity in new geographies. 

 

3. Business transformation of the way the company operates 

The company will carry out a number of transformations in the coming years, which require, among 

other things, an increased level of CAPEX investments, which may constitute about 4% or more of 

sales turnover. The key components of the transformation include: 

1. Culture and people 

2. Capabilities 

3. Optimization in resource management and cost structure: 

4. Assimilation of the commitment to sustainability in all of Strauss' scope of operation, in 

accordance with the group's mission statement, as a core area, while constantly improving the 

indicators of sustainability, social responsibility and corporate governance. 

 

The group's goals in this area for 2030 will include, among others: 

i. Providing the best offer in each category - focus on nutrition and health  

ii. Sustainable supply chain: 

1. 100% biodegradable or recycled packaging 

2. Minimize food waste  

3. Sustainable supply chain   

iii. climate: 

1. 100% use of renewable energy sources at the company's sites in Israel 

2. Halfway to Net Zero (balance in the group's greenhouse gas emissions) 

iv. water: 

1. Reducing group water use by 20% 

2. Clean water supply to an additional 10 million people 

v. Communities and people: 

1. 50% women in management roles 

2. 10% Diversity population in management positions 

3. Promoting human rights issues throughout the value chain 

4. Global Social Impact Programs 



 

2021 Sustainability Report 
 
The Group’s 2021 Sustainability (ESG) Report is being published for the 14th year, and this year once again, 
accompanies the Annual Financial Statements. Thus, Strauss is announcing the essence of its social, economic 
and environmental impacts on the same date as part of its commitment to transparency in relation to all 
stakeholders. 
 
As demonstrated by the report, Strauss Group has continued to improve in most international ESG scores 
measuring its performance and goals. Strauss has improved its scores in all ratings in which it participates: 
Sustainalytics – 28.2, Bloomberg – 65.15, MSCI – A, FTSE4Good – 3.4, Maala – Platinum+. Additionally, in 2021 
Strauss Group joined Bloomberg’s Gender-Equality Index for the first time, with an above average score of 
79.32. 
 
The Group continued to manage its business operations based on consideration for the environment and 
mitigation of its impacts, such as reducing energy consumption, greenhouse gas emissions, water 
consumption, waste production, promotion of sustainable packaging, etc. In each of these areas the Group set 
goals and is working to improve its performance year by year while developing dedicated projects, as it 
perpetually aspires to do better and reduce negative impacts on the environment. 
 
Key information from the report 
 

Environmental Social Heads of the Corporate 
Governance Report 

81% recyclable packaging in 
Israel 

NIS 21.6 million were donated in 
products and money as well as 
volunteer work by Strauss 
employees 

58% women on the board of 
directors 

Reduction of 18.6% in 
greenhouse gas emission 
intensity compared to 2016 

26% of employees in Israel are 
from the Arab communities  

723 suppliers have been 
evaluated in terms of their 
environmental or social impacts 

986 tons of food were donated as 
part of initiatives to reduce food 
waste 

14,218 employee volunteer hours 100% of employees have received 
training on the Code of Ethics 

92% of waste was not sent to 
landfill 

593 products are gluten free, 
marketed by Strauss Israel. 

Over 80 hours of management 
meetings on sustainability issues 

100% of our cowsheds participate 
in sustainable cowshed programs 

47.1% of management positions 
are filled by women 

USD 222 million were raised by 
portfolio companies in The 
Kitchen Hub (on the date of 
publication of the report) 

In Romania and Serbia, solar 
energy systems were built. In 
Israel, construction of a plant 
conforming to the LEED standard 
was announced 

 3 new startups joined our 
FoodTech incubator 

 

The Sustainability Report also presents the Group’s ESG targets for 2030  
 

The full report is available at https://sustainability.strauss.co.il 
 
 



 
 

Following are key financial data in a quarterly and multi-year comparison, according to the Management (Non-

GAAP) Reports: 

 

Net Sales  

 
  

Gross Profit and Gross Margin 

 

   

Financial data were rounded to NIS millions.  

 

 

 

 



 Margin Operating and Profit Operating 

 

Net Profit and Net Margin 

 

 Flow Cash Free and Activities Operating from Flows ashC  

  

Financial data were rounded to NIS millions.  



  
(1) The data in this document are based on the company's non-GAAP figures, which include the proportionate consolidation of jointly controlled 

businesses and do not include share-based payment, mark-to-market at end-of-period of open positions in the Group in respect of financial 
derivatives used to hedge commodity prices and all adjustments necessary to delay recognition of gains and losses arising from commodity 
derivatives until the date when the inventory is sold to outside parties, other income and expenses, net, and the tax effect of excluding 
those items, unless stated otherwise. 

 
(2) Investments include the acquisition of fixed assets, investment in intangible assets and proceeds from the sale of fixed assets.  
 
 
Note: Financial data were rounded to NIS millions. Percentages changes were calculated on the basis of the exact figures in NIS thousands. 
 
 
 
 
 
 
 
 
 
 

  Non GAAP Figures (1) 

 

Fourth Quarter 

 
2021 2020 Change 

Total Group Sales (NIS mm) 2,262 2,070 9.3% 

Organic Sales Growth excluding FX 12.6% 4.8%   

Gross Profit (NIS mm) 795 783 1.6% 

Gross Margins (%) 35.1% 37.8%  -270 bps 

EBITDA (NIS mm) 271 275 -1.5% 

EBITDA Margins (%) 12.0% 13.3%  -130 bps 

EBIT (NIS mm) 179 183 -2.2% 

EBIT Margins (%) 7.9% 8.8%  -90 bps 

Net Income Attributable to the Company's 
Shareholders (NIS mm) 103 87 19.9% 

Net Income Margin (Attributable to the 
Company's Shareholders) (%) 4.6% 4.2% +40 bps 

EPS (NIS) 0.89 0.74 19.8% 

Operating Cash Flow (NIS mm) 379 264 44.1% 

Capex (NIS mm) (2) 129 103 25.2% 

Net debt (NIS mm) 1,696 1,878 -9.7% 

Net debt / annual EBITDA 1.3x  1.5x  (0.2x) 



Non GAAP Figures (1) 

 

 
Fourth Quarter 

 

Sales 
(NIS mm) 

Sales 
growth 

vs. prior 
year 

Organic 
sales 

growth 
excluding 

FX 

EBIT 
(NIS 
mm) 

NIS 
Change 
in EBIT 

% 
Change 
in EBIT 

EBIT 
margins 

Change in 
EBIT 

margins vs. 
2020 

Sales and EBIT by Operating Segments and Activities 
 

     

Strauss Israel: 
        

Health & Wellness 680 8.7% 8.7% 80 8 12.4% 11.8% +40 bps 

Fun & Indulgence (2) 290 8.1% 8.1% 21 3 14.5% 7.2% +40 bps 

Total Strauss Israel 970 8.5% 8.5% 101 11 12.8% 10.4% +40 bps 

                 

Strauss Coffee:         

Israel Coffee  183 8.7% 8.7% 35 3 8.0% 19.3%  -10 bps 

International Coffee (2) 764 14.8% 24.4% 45 6 13.3% 5.7%  -10 bps 

Total Strauss Coffee 947 13.6% 21.1% 80 9 11.3% 8.4%  -20 bps 

         

International Dips & Spreads:        

Sabra (50%) (2) 135 -4.2% 1.2% -7 -11 -266.7% -5.1%  -800 bps 

Obela (50%) (2) 22 6.5% 14.6% -1 1 77.5% NM NM 

Total International 
Dips & Spreads 157 -2.8% 2.9% -8 -10 -445.0% -4.6%  -590 bps 

         

Strauss Water (2) 188 3.7% 3.8% 22 1 6.8% 11.7% +40 bps 

Other 0 NM NM -16 -15 3,286.6% NM NM 

Total Group 2,262 9.3% 12.6% 179 -4 -2.2% 7.9%  -90 bps 

 
(1) The data in this document are based on the company's non-GAAP figures, which include the proportionate consolidation of jointly 

controlled businesses and do not include share-based payment, mark-to-market at end-of-period of open positions in the Group in respect 
of financial derivatives used to hedge commodity prices and all adjustments necessary to delay recognition of gains and losses arising 
from commodity derivatives until the date when the inventory is sold to outside parties, other income and expenses, net, and the tax effect 
of excluding those items, unless stated otherwise. 

 
(2) Fun & Indulgence figures include Strauss’s 50% share in the salty snacks business. International Coffee figures include Strauss’s 50% 

share in the Três Corações joint venture (3C) – Brazil – a company jointly held by the Group (50%) and by the local São Miguel Group 
(50%). International Dips & Spreads figures reflect Strauss’s 50% share in Sabra and Obela. Strauss Water EBIT figures include Strauss’s 
share in Haier Strauss Water (HSW) in China (49%).  

 
Note: Financial data were rounded to NIS millions. Percentages changes were calculated on the basis of the exact figures in NIS thousands. 
Total figures for International Dips & Spreads were calculated on the basis of the exact figures for Sabra and Obela in NIS thousands. 

 
 
 
 
 
 



 
(1) The data in this document are based on the company's non-GAAP figures, which include the proportionate consolidation of jointly controlled 

businesses and do not include share-based payment, mark-to-market at end-of-period of open positions in the Group in respect of financial 
derivatives used to hedge commodity prices and all adjustments necessary to delay recognition of gains and losses arising from commodity 
derivatives until the date when the inventory is sold to outside parties, other income and expenses, net, and the tax effect of excluding those 
items, unless stated otherwise. 

 
(2) Investments include the acquisition of fixed assets, investment in intangible assets and proceeds from the sale of fixed assets. 
 
Note: Financial data were rounded to NIS millions. Percentages changes were calculated on the basis of the exact figures in NIS thousands. 
 
 
 
 
 
 
 
 
 
 

 

 

Non GAAP Figures (1) 
 

Year 

 

2021 2020 Change 

Total Group Sales (NIS mm) 8,752 8,350 4.8% 

Organic Sales Growth excluding FX 7.4% 4.6%   

Gross Profit (NIS mm) 3,230 3,228 0.0% 

Gross Margins (%) 36.9% 38.7%  -180 bps 

EBITDA (NIS mm) 1,329 1,277 4.0% 

EBITDA Margins (%) 15.2% 15.3%  -10 bps 

EBIT (NIS mm) 980 924 6.0% 

EBIT Margins (%) 11.2% 11.1% +10 bps 

Net Income Attributable to the Company's 
Shareholders (NIS mm) 639 551 16.1% 

Net Income Margin (Attributable to the 
Company's Shareholders) (%) 7.3% 6.6% +70 bps 

EPS (NIS) 5.50 4.75 15.8% 

Operating Cash Flow (NIS mm) 991 844 17.4% 

Capex (NIS mm) (2) 328 309 6.1% 

Net debt (NIS mm) 1,696 1,878 -9.7% 

Net debt / annual EBITDA 1.3x  1.5x  (0.2x) 



Non GAAP Figures (1) 

 

 
Year 

 

Sales 
(NIS mm) 

Sales 
growth 

vs. prior 
year 

Organic 
sales 

growth 
excluding 

FX 

EBIT 
(NIS 
mm) 

NIS 
Change 
in EBIT 

% 
Change 
in EBIT 

EBIT 
margins 

Change in 
EBIT 

margins vs. 
2020 

Sales and EBIT by Operating Segments and Activities      

Strauss Israel:         

Health & Wellness 2,688 6.0% 6.0% 341 34 11.0% 12.7% +60 bps 

Fun & Indulgence (2) 
1,149 0.4% 0.4% 110 -1 -0.6% 9.6% -10 bps 

Total Strauss Israel 3,837 4.2% 4.2% 451 33 7.9% 11.7% +40 bps 

         
Strauss Coffee:         
Israel Coffee  728 2.3% 2.3% 155 -3 -2.1% 21.3% -100 bps 

International Coffee (2) 
2,771 7.9% 15.1% 197 1 0.4% 7.1% -50 bps 

Total Strauss Coffee 3,499 6.7% 12.2% 352 -2 -0.7% 10.1% -70 bps 

 
        

International Dips & Spreads:        
Sabra (50%) (2) 

595 -7.2% -1.1% 35 -28 -45.0% 5.8% -400 bps 

Obela (50%) (2) 
85 4.9% 4.0% -6 1 27.4% NM NM 

Total International 
Dips & Spreads 680 -5.8% -0.4% 29 -27 -47.2% 4.3% -340 bps 

         

Strauss Water (2) 736 10.2% 10.2% 92 1 0.7% 12.5% -110 bps 

         

Other  0 NM NM 56 51 864.6% NM NM 

Total Group 8,752 4.8% 7.4% 980 56 6.0% 11.2% +10 bps 

 
(1) The data in this document are based on the company's non-GAAP figures, which include the proportionate consolidation of jointly controlled 

businesses and do not include share-based payment, mark-to-market at end-of-period of open positions in the Group in respect of financial 
derivatives used to hedge commodity prices and all adjustments necessary to delay recognition of gains and losses arising from commodity 
derivatives until the date when the inventory is sold to outside parties, other income and expenses, net, and the tax effect of excluding 
those items, unless stated otherwise. 

 
(2) Fun & Indulgence figures include Strauss’s 50% share in the salty snacks business. International Coffee figures include Strauss’s 50% 

share in the Três Corações joint venture (3C) – Brazil – a company jointly held by the Group (50%) and by the local São Miguel Group 
(50%). International Dips & Spreads figures reflect Strauss’s 50% share in Sabra and Obela. Strauss Water EBIT figures include Strauss’s 
share in Haier Strauss Water (HSW) in China (49%).  

 
Note: Financial data were rounded to NIS millions. Percentages changes were calculated on the basis of the exact figures in NIS thousands. 
Total figures for International Dips & Spreads were calculated on the basis of the exact figures for Sabra and Obela in NIS thousands. 

 
 
 
 



Condensed financial accounting (GAAP) 

Fourth Quarter 

 2021 2020 Change 

Sales 1,561 1,454 7.4% 

Cost of sales excluding impact of commodity hedges  956 866 10.3% 

Adjustments for commodity hedges 11 -3   

Cost of sales 967 863 12.1% 

Gross profit 594 591 0.4% 

% of sales 38.0% 40.7%   

Selling and marketing expenses 363 344 5.4% 

General and administrative expenses 107 119 -10.3% 

Total expenses 470 463 1.3% 

Share of profit of equity-accounted investees 42 *48 -12.5% 

Share of profit (loss) of equity-accounted incubator investees -4 *5 -180.0% 

Operating profit before other expenses 162 181 -10.2% 

% of sales 10.4% 12.4%   

Other expenses, net -5 -1   

Operating profit after other expenses 157 180 -13.0% 

Financing expenses, net -33 -56 -40.7% 

Income before taxes on income 124 124 -0.4% 

Taxes on income -22 -28 -22.7% 

Effective tax rate 17.6% 22.6%   

Income for the period 102 96 6.2% 

Attributable to the Company's shareholders 87 83 4.6% 

Attributable to non-controlling interests 15 13 17.1% 

 
Condensed financial accounting (GAAP) 

Year 

 2021 2020 Change 

Sales 6,074 5,873 3.4% 

Cost of sales excluding impact of commodity hedges  3,642 3,489 4.4% 

Adjustments for commodity hedges 10 -4   

Cost of sales 3,652 3,485 4.8% 

Gross profit 2,422 2,388 1.4% 

% of sales 39.9% 40.7%   

Selling and marketing expenses 1,344 1,316 2.1% 

General and administrative expenses 420 420 -0.1% 

Total expenses 1,764 1,736 1.6% 

Share of profit of equity-accounted investees 192 *237 -19.0% 

Share of profit (loss) of equity-accounted incubator investees 71 *-2 -3,650.0% 

Operating profit before other expenses 921 887 3.9% 

% of sales 15.2% 15.1%   

Other expenses, net -5 -1   

Operating profit after other expenses 916 886 3.4% 

Financing expenses, net -80 -138 -42.1% 

Income before taxes on income 836 748 11.8% 

Taxes on income -156 -149 4.5% 

Effective tax rate 18.6% 19.9%   

Income for the period 680 599 13.6% 

Attributable to the Company's shareholders 609 533 14.4% 

Attributable to non-controlling interests 71 66 7.4% 
 
Financial data were rounded to NIS millions. Percentages changes were calculated on the basis of the exact figures in NIS thousands. 

* Reclassified 



Conference Call 
 
Strauss Group will host an investors’ conference in Hebrew on Tuesday, March 22, 2022 at 14:00 (Israel 
time) with the participation of Company management to review the financial statements of the Company 
for the fourth quarter and full year 2021 and to present its new strategy, at the offices of the Company in 
Petach Tikva. 
 

Strauss Group will also host a Zoom conference call in English on Tuesday, March 22, 2022 at 17:00 
(Israel time) (15:00 UK, 11:00 EST) with the participation of company management to review the financial 
statements of the company for the fourth quarter and full year 2021. 
 

Meeting URL: https://strauss-
group.zoom.us/j/95927526987?pwd=bEFmRjNYbVdETzhuZmtyRTdzNjg4QT09 

Meeting ID: 959 2752 6987 

Password: 601891 

 
 
A recording of the calls will subsequently be available on the company’s website at:  
https://ir.strauss-group.com/company-presentations/conference-call-recordings/ 
 
The financial statements of the company for the fourth quarter and full year 2021 and the presentation 
that will accompany the conferences will be available prior to the conference calls on the following 
websites:  

http://www.magna.isa.gov.il 

http://www.magna.isa.gov.il 

http://ir.strauss-group.com/phoenix.zhtml?c=92539&p=irol-irhome 

  
 
For further information, please contact: 
 

Osnat Golan 
VP Communications, Corporate Brand & Sustainability 
Strauss Group Ltd. 
972-52-828-8111 
972-3-675-2281 
Osnat.Golan@Strauss-Group.com 

Daniella Finn 
Director of Investor Relations 
Strauss Group Ltd. 
972-54-577-2195 
972-3-675-2545  
Daniella.Finn@Strauss-Group.com 

 Shlomi Sheffer 
External Communications Director  
Strauss Group Ltd. 

8000-620-50-972  
6713-675-3-972  

Shlomi.Sheffer@Strauss-Group.com  

 

https://ir.strauss-group.com/company-presentations/conference-call-recordings/
http://www.magna.isa.gov.il/
mailto:Osnat.Golan@Strauss-Group.com
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