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of branded consumer goods

8.5 MILLION

CONSUMER 
UNITS 

SOLD DAILY

The Leading Nordic supplier 

OPERATING 
REVENUES

40,8
NOK BILLION

IN OVER 100 
COUNTRIES
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Kristiansand

(SaritaS – kjølte ferdigretter)

Elverum (ferdigretter, salater, syltetøy)

Voss (spekemat)

Vigrestad (flatbrød)

Arna (Toro tørre supper/sauser)

Stranda (pizza, lefser)

Ålesund (fiskeolje)

Sem (pizza)

Fredrikstad (Stabburet kjøttvarer, kjøtthermetikk)

Rygge (Idun ketchup, dressinger, 

Nora grønnsaker)

Oslo (søtpålegg)

We want to improve everyday 
life with sustainable and 

enjoyable
local brands.
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We commit to work towards
achieving the global Sustainable 

Development Goals.



Make healthy living

easier

Healthy food 

for people and 

the planet





47 % wants to eat more climate friendly – only 1 

in 10 knows how to

Kilde: Norstat, Ciceros Klimaundersøkelse



• Extra help in the kitchen since 1946

• Dinner contributes most to emission

• 250 million portions per year

TORO wants to 

contribute



We need to reduce CO2-emissions, and the food industry

is a key player.

TORO menas we need to act NOW – time is runing out.

We will contribute in two ways:

a) Reduce our own footprint

b) Help consumers make greener choices



«Key hole» for the health of the planet

Easier to make greener choices
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TORO takes the initiative

to help consumers make 

more climate friendly

choices



0,34 kg CO2e?
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The key is 

simplification



Swedish research institute RISE have 

developed a climate scale for lunch and 

dinner

”Många vill idag äta mer klimatsmart och behöver då lite hjälp

på vägen. En klimatskala med nivåer för olika måltiders 

klimatavtryck kan vägleda konsumenten till klimatsmartare

middagar” – Katarina Nilsson, RISE





Powdered 

ingredients

Transportation

to Arna

Packaging Consumer 

additions
+ + + = x kg 
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Our climate label for food

nudges the consumer to 

choose climate friendly meals.
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Average nordic 

dinner today

UN 1,5 degree

goal
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96 % believe
personal actions
can make a real 
difference
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We like brands 
to help us choose
more 
environmentally
friendly and 
ethical



A MOVEMENT FOR SUSTAINABLE LIVING 2025

We want to drive sustainable growth, and we will use our local presence and strong

brands to offer products and solutions which are good for people and the planet.



How do we create sustainable growth?
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«SUSTAINABILITY UPGRADE»

OF EXISTING PRODUCTS
INNOVATION NEW BUSINESS 

OPPORTUNITIES

Vegetarian 

Bio-based packaging
Recycled plastic 

Swan label Sustainable

raw materials 

Circular

economySeaweed



Development of New 

Products for the Food 

Market 

- Is Seaweed a Key?
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TRENDS…
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✓ Approximately 12 000 (160) seaweed

species

✓ In Norway appr. 450 (4) species

✓ Identify variety and characteristics span for 

application

✓ Need to explore the possibilities in species, 

taste, nutrients, colour and technological

characteristics



Important potential problem – needs to be adressed

31

Both packaged and non-packaged food



|  Kilde32

Limited applications?
Ingredients: ….., seaweed,….

May contain fish, shellfish, molluscs
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Seaweed – the new and trendy vegetable
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What Now?



All BAs assess seaweed as highly interesting and 7 of our products already 

contain seaweed 
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Orkla Foods Orkla Care Orkla Food Ingredients 
Orkla Confectionery & 

Snacks 

Development & New 

Growth Areas 
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Enter into new 

areas



Our efforts make our products more sustainable!
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Sustainable packaging

Health and wellness Sustainable raw materials 

Climate impact

Seaweed



From resource-intensive 

to resource-efficient

Consumers, customers and investors will increasingly 

expect documentation of climate footprint from 

companies and their products
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