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Who we are

What we see

What we do
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A global dairy company built on a 
cooperative foundation
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Member dairy farmers
own the Company

18,906
millions
of consumers

Every day

100 
Export to over

countries

11.0 billion
euros revenue employees

21,927
33

Facilities in

countries

Figures 2016



13,300 member dairy farms in 
the Netherlands, Germany and Belgium
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Founding of 
Arnhemse 
Melk -
inrichting 

Founding of 
CCF in 
Leeuwarden

Friesche Vlag,
Dutch Baby and 
Bonnet Rouge 
are registered 
for international 
markets

Founding of
Coberco in
Zutphen

Merger of 
Coberco, 
Friesland Dairy 
Foods, De Zuid -
Oost -Hoek and
Twee Provinciën

Acquisition of 
Nutricia Dairy 
& Drinks Group

Friesland 
Foods 
receives Royal 
designation 
on its 125 th

anniversary

Founding of 
the first dairy 
co-operatives

Founding of 
the De Meijerij 
Veghel / De 
Melkindustrie 
Veghel

Campina brand 
introduced

Founding of 
Campina Melkunie

Acquisition of 
Südmilch
(Heilbronn)

International launch 
of formation of 
international 
Campina brand 
and co -operative

Acquisition of
Alaska Milk 

Corporation in 
the Philippines

Acquisition of
Zijerveld and 

Veldhuyzen 
and

G. den Hollander
Holding

We have a long historyé
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Acquisition of 
Olam Ivory Coast 

and DEK
in Italy

Nine farmers 
take over a
cheese factory 
in the Dutch 
Wieringerwaard
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Founding of 
joint venture 

Friesland 
Huishan Dairy 

in China

Acquisition of 
mozzarella 

producer 
Fabrelac in 

Belgium

Acquisition of 
the activities 

of Anika Group
in Russia

Acquisition of 
IDB Belgium

1
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7
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Acquisition of 
majority stake 

(51%) Engro Foods 
in Pakistan
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Merger of 
Friesland Foods 
and Campina
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éa good living for our farmersé 

Better nutritioné

énow and for generations to come

éand we prepare for a bright future



Who we are

What we see

What we do
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Consumer trust in food & brands 
down

We need to transparently show and tell

7

1



Consumers look for authenticity and 
naturalnessé

We need to be fair, sustainable and traceable  
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