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7,050

NET SALES

684

ADJ. EBITDA

1,088

OPERATING 
CASH FLOW

4,746

MARKET CAP

1,129

FTE’S

8,918

TOTAL ASSETS

APM: Alternative Performance Measure.  LTM. Definition can be found on p.25 in Interim Report July-September 2023

Figures in SEK Million



VISION MISSIONPURPOSE

OUR VALUES

Innovation

Entrepreneurship

Integrity

Passion

WITH A FUNDAMENTAL MARKET POSITION, 
WE ARE COMMITTED TO PROVIDING 

CONSUMERS INNOVATIVE, SUSTAINABLE 
AND HEALTHY FMCG PRODUCTS. 

AT HUMBLE GROUP, WE BELIEVE IN DOING 
BUSINESS RESPONSIBLY, ETHICALLY, AND 

SUSTAINABLY. WE CALL IT DOING BUSINESS 
“THE HUMBLE WAY”.

THE HUMBLE WAY IS BROUGHT TO LIFE VIA 
OUR FOUR VALUES WHICH GOVERN 
OURBEHAVIORS AND THE WAY WE 

INTERACT WITH ALL HUMBLE GROUP 
STAKEHOLDERS. 



GLOBAL SUSTAINABILITYCONSUMER HEALTH SUBSIDIARY OWNERSHIP

With a decentralized structure 
where we encourage local 

autonomy and decision making to 
enable fast-paced and innovative 

solutions for ever-changing 
customer demands. 

Preserving cultural integrity and 
working together with our 

entrepreneurs lies at the heart of 
our Humble DNA. 

VALUE CREATION PLATFORM

GLOBAL FORCES… …ENABLED BY SUCCESS FACTORS

Offers businesses a home to 
continued innovating while 

benefiting from shared value-
creating functions. We support 

companies led by strong 
entrepreneurs who strive to 

change the world for the better.

THE BOTTOM LINE 

We want support our subsidiaries 
to make it easier and more 

rewarding to grow and innovate in 
the market

Sustainability is transforming the 
business landscape, prompting 
shifts towards ethical sourcing, 

plastic reduction, natural 
ingredients, and responsible 
production practices to meet 

evolving consumer preferences 
and global demands.

Consumer health awareness is 
reshaping the industry, driving 
demand for health-conscious 

products.

Health & Well-being

Dietary Behaviors

Exercise & Performance 

Nutritional Value

Reduced Sugar Intake 
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THE PUBLIC AND GOVERNMENTS ARE BECOMING AWARE OF THE PROBLEM CONSIDERATIONS FOR THE FUTURE OF FMCG AND THE FUNCTIONAL FOOD INDUSTRY



25 5TSP TSP

We eat 25 teaspoons (125g) 
of sugar per day 

WHO recommendation is 
not more than 5 teaspoons 

(25g) per day, preferably less
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ENTREPRENEURSHIP MANUFACTURING
DISTRIBUTION 
NETWORK 

TECHNOLOGY PURCHASING 

CENTRAL STRUCTURE PLATFORM

SUPPLY CHAIN FINANCEPROCUREMENT LOGISTICS R&D
BUSINESS 

INTELLIGENCE

BUSINESS 
INTELLIGENCE



Humble Group's sales and distribution 
operations encompass subsidiaries 

comprising wholesalers and distributors, 
alongside leveraging robust external sales 

and distribution networks.
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Nordic 
Distribution

Future 
Snacking

Quality 
Nutrition

Sustainable 
Care

Enabler – Rapid market access Global distribution

Humble Brands

Distribution

Manufacturing 

Research & Development



1 845
2 197

303 317

Q4-22 Q4-23

965

1 462

108 166

Q4-22 Q4-23

733
936

105 126

Q4-22 Q4-23

1 257

2 455

58 110

Q4-22 Q4-23
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Be the prioritized partner of 
choice for healthy and 

sustainable brands to enter 
and scale in the Nordics

Be a competitive wholesale 
challenger in the Nordics 
with strong reach in key 

retail channels 

Capitalize on concepts and 
create well-established 

distribution in D2C and B2B 
channels 

Deliver innovative solutions 
that exceed out customer’s 
expectations while driving a 
positive impact on society



Non-traditional trade, 
Grocery trade

Non-traditional trade

Specialty trade, fitness 
stores

Grocery trade

Specialty trade, 
pharmacy trade

▪

▪
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▪
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Convenience trade, 
fitness stores

▪
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2. CONTINUE TO RELEASE CASH FROM NET WORKING CAPITAL

5. POTENTIAL M&A AND ASSET DEALS

1. MAINTAIN STRONG ORGANIC GROWTH

4. POTENTIAL CONSOLIDATION AND INTEGRATION

3. REGAIN THE GROSS MARGIN 
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