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In ���� Lotus Bakeries sold �,���,���,��� Lotus Bisco� 

biscuits worldwide.

6,140,000,000



This is for the little moments.  

At Lotus we are constantly amazed 
how little things deliver instant
pleasure.

And those little things are at the 
heart of our company. We believe 
that true greatness consists of 
being great in little things. We 
want people all around the world 
to enjoy these little moments.





Following the historic year of ����, during which Lotus Bakeries Group’s turnover passed the 

half-a-billion mark, we have surpassed this once more in ����. Looking back, it was a year of great 

performance and unfortunately also a few setbacks for Lotus Bakeries.

Great performance 
���� featured many great events, including: the brand-new third production hall at Lembeke, 

cutting the �rst sod for our Lotus Bisco� factory in Mebane (United States), Lotus Bisco� for 

the �rst time on TV in the United Kingdom and the United States, the 

introduction of our natural snacks in Belgium and the launch of BEAR in 

the United States, and the establishment of new sales o�ces in Austria 

and Charlotte, US.

It is now eighteen years since we entered a new millennium. How di�er-

ent the world looks and how Lotus Bakeries has evolved! In ���� our 

turnover was one fourth of our current turnover with ��� achieved in 

our home markets Belgium, the Netherlands and France. Today, these 

proportions are completely di�erent. The majority of our sales now takes 

place outside Belgium. Obviously, Belgium is still our biggest home 

market, where we can demonstrate Lotus’ potential to grow and above 

all keep growing through passion and initiatives. 

Last year, we welcomed commercial partners from some �� di�erent 

countries from all corners of the world to our splendid factory in Lem-

beke. We explained our ambitions to them and enabled them to experience what we are about at 

Lotus. It is amazing to see how we can inspire them with our work and how - with a boost of positive 

energy - they set to work for Lotus Bisco� in their home countries.

A few setbacks  
���� was also a challenging year. For the �rst time, we were faced with an international recall 

of our crunchy Lotus Bisco� spread, where the source of the problem lay with our supplier. 

We pulled out all the stops to minimize the damage, and succeeded thanks to our professional 

attitude, e�ective teamwork and rapid decision-making.

�

Jan Vander Stichele

Chairman

Jan Boone

CEO

MESSAGE FROM THE CHAIRMAN  
AND THE CEO

It is now eighteen years since we entered 

a new millennium. How different the 

world looks and how Lotus Bakeries has 

evolved! In 2000 our turnover was one 

fourth of our current turnover with 80% 

achieved in our home markets Belgium, 

the Netherlands and France. Today, these 

proportions are completely different. 



Unfortunately, ���� was also the year of the �pronil crisis. Once again, the cause of this egg crisis 

was external and lay with poultry farmers who fell victim to fraudulent practices by suppliers of 

disinfectants for poultry houses. As a company, we took responsibility and decided to remove all 

non-compliant products from the shelves. We received many positive responses to this. It was the 

only right decision to be made.

Strong result 
Despite these setbacks, we are extremely proud to report that we managed to achieve a strong 

year. Perhaps precisely because of this, we recorded our greatest performance, since in ���� we 

achieved even more turnover than in the record year of ����. We have therefore grown once 

again - thanks to our employees’ drive and commitment.

Growth through investment
Lotus Bakeries believes in continuously investing in order to achieve sustainable growth. For this, we 

need people who support us. People who believe in Lotus’ future and want to make sure the brand 

and the company continue to grow. We are therefore delighted that more and more employees 

want to develop Lotus Bisco� internationally.

To ensure the sustainable growth of Lotus Bakeries, we continue to follow a clear strategy con-

sisting of three pillars.

Boundless ambition in our home markets
Above all, we are ambitious in our home markets of Belgium, the Netherlands, France and the 

United Kingdom with a wide range of wa�es, cakes, gingerbread, Lotus Bisco�, Lotus Bisco� spread 

and natural snacks. We want to develop our strong market positions by winning extra market share 

and increasing our lead over our competitors.

Globalization of Lotus Biscoff
The second pillar of our strategy is the globalization of Lotus Bisco� and Lotus Bisco� spread. 

It is our dream for Lotus Bisco� to be on sale in every shop in every country in the world. So, we 

still have a huge amount of work to do. We are fundamentally convinced that we have the perfect 

product to achieve this ultimate goal.

There are already many success stories about Lotus Bisco� from all over the world and it is fantastic 

that we can achieve so much extra sales in various countries. However, �nding the right distributors 

and making sure that we actually sell well in stores is a process in which we need to invest heavily 

in the long term in order to be able to talk about success in the country concerned. But it all starts 

with a top product and we have never compromised on this at all. Our Lotus Bisco� is simply TOP.

It is our dream for Lotus 

Biscoff to be on sale in every 

shop in every country in the 

world.



Healthy eating will be a major topic of public discussion in the coming decades. We are responding 

to this by o�ering our consumers di�erent portion sizes, making our Lotus specialities healthier but 

just as tasty and communicating transparently about the content of our products. 

Natural Foods
But we want to go a step further, which brings us to the third and �nal pillar of our strategy: the 

development of Natural Foods. We acquired several ground-breaking major natural snacking 

brands in BEAR, N�kd and TREK. We are �rmly convinced that besides indulgent products, we also 

need to invest in a strong healthy snacking activity. This requires patience and a long-term vision.

We are proud that, following the acquisitions, we have enabled BEAR, N�kd and TREK to grow 

in their home market, the United Kingdom, and now gradually further a�eld. In the next few years, 

we will invest strongly in the further integration and commercialisation of our natural foods brands. 

We want to realize our ambitions in Europe and the United States as well. The greatest challenge 

here is that we have to start from zero in each country, but that will not hold us back at all.

Realizing our sustainable strategy
Our strategy is clear. But at the same time it has not yet been realized and that is our greatest 

challenge. To realize this, we need to be able to rely on passionate and driven employees who are 

fully committed to Lotus Bakeries and proud ambassadors for our products. People with Lotus 

DNA, love for the sector and passion for the brand. So, we are also grateful that our employees 

believe in and help build a brilliant, sustainable future for Lotus Bakeries.

We are �rmly convinced that 

besides indulgent products, 

we also need to invest in 

a strong healthy snacking 

activity.

Jan Boone					    Jan Vander Stichele

CEO					     Chairman



March

2017
AT A GLANCE

January

March

March

First steps for N�kd, TREK and BEAR in 
Belgium
Natural snacks from N�kd, TREK and BEAR make 
their entrance into the Belgian market.

Third production hall in Lembeke operational
At the beginning of March, the �rst Lotus Bisco� biscuits 
roll o� the production line in the brand-new third produc-
tion hall in Lembeke.

Cutting the �rst sod  
at Mebane, US 
Attracting local interest, 
the �rst sod is cut for the 
construction of the Lotus 
Bisco� manufacturing facility 
in the US.

New look for Lotus Dinosaurus 
Lotus Dinosaurus gets a new look with 
packaging to match. The cool new look 
encourages both children and young people 
alike to discover the world. Do. Try. Discover.



May

April

April

Appointment of new director
Peter Bossaert is appointed to Lotus Bakeries’ Board of 
Directors as independent director to succeed Herman 
Van de Velde.

Lotus Biscoff on TV for the �rst time in the 
UK and the US
The �rst regional TV campaign for Lotus Bisco� in 
the UK (Lancashire, Yorkshire, Tyne Tees, Midlands) 
and the US (Atlanta) becomes a reality.

A new look for Lotus Zebra
The complete Lotus Zebra range is given a new look with 
individual packaging, improved recipe and a new variety, 
Zebra Double Chocolate.



With the appointment of Isabelle Maes as CEO Natural Foods 
and Mike Cuvelier as new CFO, Lotus Bakeries has a new, 

enhanced Executive Committee.

July
Establishment of Lotus 
Bakeries Sales Of�ce in 
Austria
To maximize sales activities in 
Austria, a new sales of f ice is 
established in Vienna.

September

June
Launch of BEAR in the US
BEAR sets foot in the US, ready to win 
American hearts with BEAR Yoyos.

Enhancement of Executive Committee 



Establishment of Natural Foods 
Sales Of�ce in Charlotte (US)
From a new o�ce in Charlotte (North Carolina), 
the Natural Foods team works on selling Natural 
Foods products in the US.

September
Lotus Biscoff coffee biscuit brand 
of the year in South Korea
Lotus Bisco� is voted co�ee biscuit brand 
of 2017 by the South Korean Customers 
Council.

October
International partner meetings  
in Belgium and the UK
During partner meetings in Belgium and the 
UK, Lotus Bakeries shares best practices and 
experiences with its commercial partners.

December



SUBSTANTIAL INVESTMENT IN NEW PREMISES  
FOR EXISTING SALES OFFICES

Lotus Bakeries Switzerland  (01) 
The Swiss team relocates to bigger o�ces in Zug.

Lotus Bakeries North America  (02) 
The team in the United Stated moves into a renovated industrial property  
in San Francisco’s �nancial district.

02

04

01

03

Lotus Bakeries China (03)
Lotus Bakeries China relocates to o�ces in the Jing’an district of Shanghai, 
one of Shanghai’s top commercial districts.

Lotus Bakeries Germany  (04)
The team in Germany relocates and operates from o�ces in Düsseldorf 
since August.



INVESTMENT IN NEW TV COMMERCIALS

Lotus Suzy (01) 
The latest TV commercial highlights how Lotus Suzy wa�es add that little bit 
extra to heartwarming moments with family and friends. 

Lotus Biscoff  (02) 
A brand-new TV commercial for Lotus Bisco� spread shows young and old 
the endless ways to enjoy the delicious spread.

Lotus Dinosaurus  (03)
As part of the rebranding of Lotus Dinosaurus, a TV commercial is launched 
in which young people go on an adventure with Lotus Dinosaurus by their side.

BEAR (04)
In the UK, a brand-new TV commercial comes to the screen for BEAR Yoyos 
aiming to make both children and their parents enthusiastic about the pure 
fruit rolls. End the nonsense.

01

02

03

04
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(in � of operating income)



CONSOLIDATED KEY 
FIGURES OF THE 
LOTUS BAKERIES 
GROUP

(�)	 Depreciation and amounts written o� consist of depreciation and 
amortization of tangible and intangible �xed assets, and amounts 
written o� on inventories, orders in progress and trade receivables.

(�) 	Recurrent operating cash �ow is de�ned as recurrent operating 
result � depreciation � provisions and amounts written o�  
� non-cash costs valuation option- and warrantplan.

(�) 	EBIT is de�ned as recurrent operating result � non-recurrent 
operating result.

(�) 	  Investments in tangible and intangible �xed assets.
(�) 	Net �nancial debts are de�ned as interest bearing �nancial  

debts - investments - cash equivalents - treasury shares.
(�) 	 Compared to the weighted average number of shares.
(�) 	For ����: dividend will be proposed to the Ordinary General  

Shareholders� Meeting of �� May ����.		
		

IN MILLIONS OF EUR ���� ���� ���� ���� ����

INCOME STATEMENT 

Turnover 524.06 507.21 411.58 347.89 332.32

Raw materials, consumables and goods for resale (171.49)(168.31)(121.80)(104.43) (111.43)

Services and other goods (145.57) (133.10) (117.96) (96.48) (87.26)

Employee bene�t expense (105.58)(101.64) (88.53) (78.89) (78.90)

Depreciation and amounts written o� �¹⁾ (14.30) (16.70) (17.01) (16.66) (14.16)

Other operating income and charges (net) 2.24 (3.51) (1.52) (1.99) 0.80

Recurrent operating result (REBIT) 89.35 83.95 64.76 49.43 41.37

Recurrent operating cash �ow (REBITDA) �²⁾ 104.33 101.60 82.58 67.02 55.62

Non-recurrent operating result (0.09) 4.51 (1.75) (0.26) (3.65)

Operating result (EBIT) �³⁾ 89.26 88.46 63.01 49.17 37.72

Financial result (2.23) (2.68) (0.78) 0.02 (1.74)

Pro�t for the year before taxes 87.03 85.78 62.23 49.19 35.98

Taxes (22.40) (23.32) (16.62) (12.42) (8.06)

NET RESULT 64.63 62.46 45.61 36.77 27.92

Net result: non-controlling interests 1.09 1.21 0.20 - - 

Net result: Group share 63.54 61.25 45.41 36.77 27.92

BALANCE SHEET

Balance sheet total 597.49 548.00 571.22 336.99 334.10

Equity 293.21 248.46 217.53 200.63 171.38

Investments �⁴⁾ 28.24 37.50 16.07 16.55 33.16

Net �nancial debts �⁵⁾ 57.20 94.06 163.86 20.20 48.89

NUMBER OF PERSONS EMPLOYED 1,495 1,464 1,339 1,221 1,244

CONSOLIDATED KEY FIGURES PER SHARE in EUR �⁶⁾

Recurrent operating result (REBIT) 111.77 105.84 82.15 63.46 54.09

Recurrent operating cash �ow (REBITDA) �²⁾ 130.51 128.09 104.76 86.03 72.72

Net result: share of the Group 79.48 77.22 57.61 47.21 36.50

Gross dividend �⁷⁾ 19.50 16.20 14.20 12.40 10.80

Net dividend 13.65 11.34 10.37 9.30 8.10

Weighted average number of shares 799,423 793,147788,341778,944764,828

Total number of shares per 31 December 814,433 812,513811,863803,013 795,113
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As of ����, N�kd is on the shelves of ��� 

of all stores in the Netherlands.
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PROFILE 
LOTUS 
BAKERIES

Last year, �� product innovations were developed and introduced 

into the Belgian market including Zebra Double Chocolate, 

a variant of the well-known Zebra cake.
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Lotus Bakeries is active worldwide in the snacking segment with the 

Lotus, Bisco�, Dinosaurus, Suzy, Peijnenburg, Snelle Jelle, Annas, N�kd, 

TREK, BEAR and Urban Fruit brands. By maintaining a healthy balance 

between tradition and innovation, Lotus Bakeries indulges consumers 

with a unique range of high-quality, tasty products. “Being Great in Little 

Things”. That is the core of Lotus’ mission. The biscuits, wa�es, cakes, 

gingerbread and natural snacks our company o�ers do not need to be a 

decisive moment in consumers’ lives, but create a moment of pleasure, 

cheerfulness and joy. With the unique taste experience of its products, 

Lotus Bakeries wants to be an established part of consumers’ daily lives, 

in as many countries as possible.

In order to realize this ambition and achieve sustainable growth, Lotus 

Bakeries has a clear strategy in mind, centred on building brands. This 

strategy is based on three pillars. 

1.	MISSION STATEMENT 
AND STRATEGY 
LOTUS BAKERIES
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Pillar 2: Lotus Biscoff
The second pillar focuses on the globalization of Lotus Bisco� and Lotus 

Bisco� spread. Lotus Bisco� has a highly unique but accessible �avour, 

with a subtle caramelized touch and a de�nite link to hot drinks, mainly 

co�ee. Lotus Bakeries believes in the universal character of its original 

caramelized biscuit, and consequently its original caramelized biscuit 

spread. These products enjoy success across national borders and cul-

tural di�erences - a quite exceptional situation in the food sector. Lotus 

Bisco� is now enjoyed in some sixty countries. This success supports the 

ambition of globalization.

To support the further internationalization of Lotus Biscoff, Lotus  

Bakeries operates in fourteen countries with its own sales o�ces and its 

own sales teams. Cooperation also takes place with local commercial 

partners in more than forty countries. Via their channels, we launch our 

products in new markets. We conquer the markets with our brands by 

approaching consumers �rst in hotels and restaurants and seducing 

them with the taste of our products. The next step is the shop shelf. 

Here, we want to gradually gain a more prominent place on the shelves 

with displays and promotions. The more households are familiar with 

our products, the better. Once we have achieved a substantial level of 

penetration and thus a substantial percentage of households within a 

particular region consume our products, we can start airing TV com-

mercials to continue to grow steadily. 

Pillar 1: Local Heroes
We start with our core brands, the ‘hero’ products. We are present in our 

home markets of Belgium, the Netherlands, France and the United King-

dom with a wide range of local ‘hero’ products: biscuits, wa�es, cakes, 

gingerbread and natural snacks. We want to develop these already strong 

market positions by investing continuously in this wide range. In this way, 

Lotus Bakeries strengthens its position as market leader in the relevant 

subsegments. Belief in ‘hero’ products is great. It is no coincidence that, 

when making acquisitions, Lotus Bakeries has always focussed on com-

panies with a strong brand, exceptional products and a strong market 

position in the home market of the company concerned. We are �rmly 

convinced that, by paying attention to our local ‘hero’ brands in their 

home market, we can elevate these products from ‘hero’ to ‘superhero’.



Pillar 3: Natural Foods
With the third pillar, we target a second international growth area, natural 

and healthy snacking. Following the acquisitions of Natural Balance 

Foods and Urban Fresh Foods in ����, Lotus Bakeries initially focussed 

on their home market, the United Kingdom. However, these brands are 

in line for internationalization. The �rst steps have already been made 

in Europe and the United States. For this, full use is made of our existing 

sales organizations, where we have created separate teams which focus 

on this natural snacking segment.

Since every strong brand has a unique personality, speci�c DNA and 

its own consumers, brand ownership is kept separate for each brand. 

Parallel to this, we focus strongly on our unique capacity to stimulate 

growth through our extensive international network of sales o�ces and 

commercial partners, across all brands.

MISSION STATEMENT LOTUS BAKERIES 

Lotus Bakeries wishes to base its sustainable growth and pro�tability 

on meeting the needs of the present generations, without 

compromising the opportunities of the next generations.

Lotus Bakeries’ strategy is supported  
by the following elements:  
�.	 An o�er of delicious, high-quality products to all consumers. For this 

reason, the range has been expanded to include natural, unprocessed 

fruit and nut-based products for adults and children. All products 

in each of our categories must stand out by o�ering a superior taste 

experience.

�.	 A strong focus on the best performing products.

�.	 Clear and consistent communication with the consumer is key, and 

su�cient resources are allocated to this.

�.	 Continuous investment in employees, marketing, R&D and  

production.

�.	 Targeted product innovations, primarily based on format innovations 

to constantly introduce our best performing products to new groups 

of consumers and achieve new consumption moments.

�.	 A clear focus on continuously improving the manufacturing e�ciency. 

The aim is to continue to produce the best quality products at the 

most competitive cost.

�. 	 Continuous commitment to Corporate Social Responsibility.  

The Corporate Social Responsibility theme is implemented in the 

organization as ‘Care for Today – Respect for Tomorrow’.





2.	BRANDS AND PRODUCTS
The global brand portfolio is of invaluable importance to the Lotus Bakeries Group. In 

both the category of biscuits and pastries as well as in the natural snacking category, 

we have strong brands which we intend to develop in the long term. We implement 

our marketing strategy by continuously investing in our “hero brands” in our home 

markets whilst also stimulating the international growth of certain brands such as 

Lotus Biscoff, Lotus Dinosaurus, N�kd, TREK and BEAR. Every Lotus Bakeries brand 

has its own DNA and target group, and its own story.

Ever since Jan Boone senior founded Lotus Bakeries in ����, the Lotus 

brand has been inextricably linked with original caramelized biscuits: a 

thoroughly Belgian product whose typical taste is due to the carameli-

zation during the baking process. Our caramelized biscuits only contain 

carefully selected ingredients and are free from arti�cial colourings and 

�avourings. The superior quality is re�ected in the brand name. It refers 

to the lotus �ower, the ultimate symbol of purity. With its iconic shape 

and jagged edge, our original caramelized biscuit is gradually conquering 

the world.

Lotus Bakeries also incorporates the unique �avour of Lotus Bisco� 

biscuits in spreads and ice cream. Our original caramelized biscuit spread 

is a perfectly spreadable sweet spread with the familiar, unique taste of 

Lotus original caramelized biscuits. There are two varieties: crunchy and 

smooth. As well as being delicious on bread, the spread is also a favourite 

ingredient for desserts. 

Lotus Bisco� ice cream is a soft-scoop ice cream containing crunchy 

pieces of Lotus Bisco� biscuits and Lotus Bisco� spread. Along with 

the Lotus Bisco� ice cream on a stick, since ����, Lotus Bakeries’ ice 

cream range now has a new addition: the Lotus Bisco� ice cream cone. 

The cone is �lled with Lotus Bisco� ice cream, with a topping of Lotus 

Bisco� crumble and Lotus Bisco� spread. 

Lotus also o�ers consumers in Belgium a wide range of cake specialties, 

including frangipane, madeleine, carré con�ture and Zebra, and Breton 

butter specialties in France. Each of these local traditional cake specialities 

strongly contributes to Lotus’ popularity in the markets in question. Last 

year, the entire Lotus Zebra range was updated, with new, individual pack-

aging, an improved recipe and an extra variety, Zebra Double Chocolate, 

a light chocolate cake with jam and a chocolate coating.

In Belgium and France, both renowned for their wa�e culture, Lotus 

o�ers an extensive range of wa�es: Liège wa�es, vanilla wa�es, soft 

wa�es, �lled wa�es and crunchy galettes.

Lotus



Lotus Biscoff

Over the next years, Lotus Bakeries continues to focus fully on the sus-

tainable internationalization of caramelized biscuits and spread. Outside 

the home markets of Belgium, the Netherlands and France, Lotus original 

caramelized biscuits are marketed under the brand name ‘Lotus Bisco�’, 

a contraction of ‘Biscuit with co�ee’ and a reference to the complemen-

tarity of the two tastes. Research shows that whenever co�ee and Lotus 

Bisco� biscuits are consumed together, the two �avours lift one another 

to a higher level. Our international strategy therefore consists in intro-

ducing new consumers to Lotus Bisco� during their regular co�ee time.

In ����, a new product variant was launched in the US, Lotus Bisco� Dip 

& Go. Lotus Bisco� Dip & Go combines delicious Lotus Bisco� spread 

with small breadsticks in a handy format to eat on the go.

Lotus Dinosaurus

These crunchy biscuits are made from a balanced combination of high 

quality ingredients. In ����, Lotus Dinosaurus was given a special brand-

new look including new packaging and packaging formats. The brand 

inspires and motivates children and young people to discover the world, 

face challenges and let their imagination run wild. They can count on 

Lotus Dinosaurus for the energy they need. A new TV commercial for 

Lotus Dinosaurus highlights this message.

Besides the three basic varieties – milk chocolate, dark chocolate and 

wholewheat – the range also includes ‘Lotus Dinosaurus �lled’, a round 

biscuit with a light �lling of Belgian milk or dark chocolate. In ����, Lotus 

Dinosaurus Minis were added to the range. These are handy bags for 

eating on the go, full of the familiar basic variety – with milk chocolate 

or in a cereal version – in mini-format.



Lotus Suzy

Lotus Bakeries markets wa�es with pieces of pearl sugar as well as vanilla 

wa�es under this brand, plain or covered with dark chocolate. The wa�es 

stand out thanks to their high quality, taste and texture. There are several 

varieties: the classic format, the XL version and the mini-version.

The �gurehead of Lotus Suzy is the young lady of the same name who 

promotes the wa�es from her retro van, winning many hearts in the 

process. Through her presence at heartwarming occasions with family 

and friends, Suzy always makes a di�erence. The packaging of the wa�es 

and the communication around the brand exude the same atmosphere. A 

new TV commercial for Lotus Suzy was successfully launched last year.

Peijnenburg

When baker Harry Peijnenburg started selling his freshly baked ginger-

bread in Geldrop in the Netherlands in ����, the Peijnenburg brand was 

born. The gingerbread was an instant hit and over the years the bakery 

grew into a proper factory.

Peijnenburg stands for moist gingerbread made from specially selected 

rye and spices, according to a traditional preparation and baking process

Peijnenburg o�ers gingerbread in a variety of �avours and di�erent 

formats, including Peijnenburg Zero, a variety with no added sugar. The 

gingerbread contains only natural sweeteners, without a�ecting the 

taste, moistness or structure. The huge popularity of this variety in the 

Netherlands was demonstrated when Peijnenburg Zero won the award 

for product of the year in the snack category in ����.

In ����, two new �avours were added to the luxury Peijnenburg ginger-

bread segment – the original Peijnenburg gingerbread with a rich �lling: 

salted caramel and double chocolate. The range is now available in a 

variety of packaging formats. There is something for everyone.



Annas

The Annas brand dates from ����, the year in which Anna and Emma 

Karlsson opened their bakery near Stockholm (Sweden). There they 

baked the typical Swedish speciality of pepparkakor biscuits: thin, crunchy 

biscuits �avoured with ginger and cinnamon.

Annas is a success story in its home markets of Sweden and Finland. The 

biscuits can also be found on the shelves in some twenty other countries, 

including the US, Canada and a number of Asian markets.

There are now four di�erent �avours, as well as an Annas variety with 

organic ingredients bearing the EU Organic Logo. Although Annas 

pepparkakor biscuits are available all year round, in Scandinavia they are 

especially popular at Christmas. Special Annas pepparkakor houses are 

also sold at that time of the year.

For the ���� pepparkakor season, Lotus Bakeries launched two limited 

editions of Annas in Sweden and Finland - Annas Lakrits (liquorice �a-

vour) and Annas Polka (mint), both of which proved to be hits.

Snelle Jelle

In ����, Dutch brand Snelle Jelle was born. This tasty wholemeal gin-

gerbread snack is packed with carbohydrates and handy to eat on the 

go. Snelle Jelle focuses on a target group of sporty men and women 

looking for natural energy for their activities. The packaging design for 

the Snelle Jelle range was totally redesigned in ����.

Snelle Jelle is a hit and is currently available in eight di�erent �avours. 

There are also handy takeaway formats, including ‘Snelle Jelle Tussen-

door’: small gingerbread bars with the same familiar taste. Following 

the success of Peijnenburg Zero, the Snelle Jelle range was expanded 

to include several �avours of Snelle Jelle Zero, a tasty gingerbread with 

no added sugar.



N�kd

With uncomplicated snacks and bars, N�kd’s approach is ���� natural. 

The raw, all-natural ingredients – fruit and nuts – are unprocessed (cold 

pressed), never baked and wheat, lactose and gluten free. N�kd bars 

contain no added sugars, syrups or other additives.

N�kd is available in more than �� di�erent �avours. Each variety has 

its own bright, appealing name and packaging. The ambition? To turn 

every natural snack into a feast.

TREK

TREK shares N�kd’s natural philosophy, but these snacks are also packed 

with protein. The nutritionally balanced energy bars and �apjacks help 

keep blood sugar levels stable and supply long-lasting energy. This makes 

TREK ideal for anyone wanting a handy energy boost during or after 

playing sport.

The bars are made from di�erent kinds of fruit and gluten-free cereals 

with extra protein crunchies. The gluten free cereals in the �apjacks give a 

healthy boost. The snacks are available in ten di�erent �avours, including 

Peanut Power, Cocoa Coconut and Morning Berry.



BEAR

BEAR o�ers an extensive range of healthy snacks and breakfast cereals. 

The snacks are made from pure fruit (not concentrate) and vegetables. 

The philosophy behind the brand is as simple as it is ambitious: making 

families happier and healthier with products that children enjoy and 

their parents can trust.

The innovative range of healthy snacks from BEAR includes Yoyos (fruit 

rolls), Paws (fruit snacks for toddlers) and Claws (shapes made of one 

third vegetables and two thirds fruit). BEAR only uses gently baked, 

freshly picked seasonal fruits. The products are free from added sugars, 

concentrate, preservatives and stabilizers.

BEAR Yoyos make it easier for parents to get their children to eat more 

fruit. Every Yoyos pack contains a set of cards to collect, to make it even 

more fun. BEAR Paws are the �rst ready-to-eat snack for toddlers made 

from pure fruit. This snack contains a fun element too: matching the shape 

with the correct animal encourages shape recognition.

Urban Fruit

With its modern product range, Urban Fruit has been o�ering a healthy, 

natural and tasty alternative to traditional snacks since ����. The prod-

ucts are gently baked, natural pure fruit snacks. Urban Fruit wants to 

o�er a solution to busy young adults who like eating fruit but in a handy 

way, on the go.

As Urban Fruit stands for pure nature, there are no added sugars, sul-

phites or fats. The brand also o�ers appealing snacks made from such 

fruits as strawberries and raspberries. There are a total of eight varie-

ties. They are o�ered in snack packs to eat on the go as well as larger 

packaging formats.







Thanks to a clear focus on globalization, Lotus 

Bisco� is now available in �� countries.
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01.
LOTUS BISCOFF PRODUCED OUTSIDE  

BELGIUM FOR THE FIRST TIME

Lotus is opening a new factory in the United States in 2019

In the second half of 2019, the very �rst Lotus Biscoff biscuits to be 

produced outside Belgium will roll off the conveyor belt. In Mebane, 

North-Carolina, where an enthusiastic team of Lotus colleagues are hard 

at work getting the brand-new site ready for production. 

From the Middle East to Korea, from Lembeke to Australia: we now know 

virtually everyone loves Lotus Bisco�. Thanks to its universal �avour, the 

biscuit has already managed to make its way to the farthest corners of 

the world. Until now, all those biscuits have been produced in Lembeke. 

The �rst production site outside Belgium will change this in the second 

half of ����. 
In recent years, Lotus has grown strongly internationally. 

To such an extent that it was the right decision economically, ecologically 

and strategically to open a factory in the United States
, says Els Van 

Parys, Project Manager. 
It�s a unique opportunity for us to open up a 

di�erent continent, and so diversify outside Europe. Also, we currently 

export almost �,��� tonnes to the US. A local production site makes 

us more �exible. Our product will be fresher on delivery, and we’ll be 

able to respond faster to questions from retailers.


We cannot predict the future, but 

one thing is for sure: in the second 

half of 2019, the very �rst Lotus 

Biscoff biscuit produced outside 

Belgium will roll off the conveyor 

belt. 

3.	LOTUS BAKERIES 2017

Following the historic year of 2016, during which Lotus Bakeries Group’s turnover 

passed the half-a-billion mark, we have surpassed this once more in 2017. Some of 

our employees elaborate on a few of the great achievements of 2017.



Lotus Biscoff takes off
The success of Lotus Bisco� in the US – since ����, more of our original 

caramelized biscuits have been sold there than in Belgium – did not 

just happen overnight. Lotus Bakeries started o�ering the biscuit on 

�ights of US airlines in the �����s. 
When we started hearing more and 

more that people wanted to taste and buy our biscuits, we launched a 

catalogue business via a local partner
, says Isabelle Maes, CEO Natural 

Foods and member of the steering group for the new factory. 
After a 

while, we took over this partner, and then we started to take steps into 

retail. Now we achieve a penetration of �.��, which means that �.�� 

of households in the United States buy a packet of Lotus Bisco� at least 

once a year. Since the US is such an enormous market, we still have 

amazingly great opportunities.


Flavour guaranteed
Work has now begun on the construction 

site. At the end of ����, the building should 

be ready for the equipment to be installed. 

The �rst shipment of Lotus Bisco� will leave 

the site in the second half of ����. But how 

do you make sure the typical �avour of Lotus 

will be the same in United States? 
That was 

our most important condition for foreign 

production
, says Els. 
So we spent a long 

time in discussions with local suppliers. Based 

on tests of ingredients from the US, we’re 

con�dent that we can guarantee the same 

lightness, authentic taste and typical crunch 

of our original caramelized biscuits.


The project also brings with it several other 

challenges. 
In almost every area you can 

think of, producing and starting up produc-

tion in the US is di�erent than in Belgium
, 

says Isabelle. 
In the start-up phase, it all 

has to come together: the machines have 

to work, the raw materials have to be ready, 

and our people have to be trained. So we’re 

working out a go-live strategy, and putting 

Isabelle Maes, CEO Natural Foods and 
Els Van Parys, Project Manager

 

together a strong team. This is made up of a mix of people from Lembeke 

who are moving to the US, and colleagues who will support the opening 

from Belgium. Of course we�ll also recruit people locally. So there are 

lots of things to take into account. But that�s what makes it so exciting 

and ful�lling to support this project. The close cooperation of the project 

team is therefore the basis of this project’s success.
 

Retail enthusiast
The presence of a factory in the United States will be a further asset for 

the local sales organization. 
Partly because it makes it possible to show 

people around the factory. That always generates enthusiasm. Many 

retailers are therefore responding extremely positively to the news
, 

Isabelle concludes.



“Last year we recorded another top performance in our home market,-

Belgium. We achieved the highest market share ever with Lotus Bisco�, 

and in the sandwich spread category, our Bisco� spread is number one 

after the chocolate spreads. Our special Sinterklaas biscuits grew Lotus 

Bisco� sales by more than ��� around St Nicholas’ Day. 

Fantastic results, for which we can thank our focus on household pen-

etration. Our aim is for every household in Belgium to have one of our 

products at home. Presently, we know that two thirds of Belgian house-

holds buy at least one Lotus product per year. That’s a lot and we’re 

extremely proud of it, but we want to grow further. Above all by reaching 

as many new consumers as possible through our e�orts.

In this, we rely on two major pillars: �rstly, we focus all of our attention 

in Belgium on the best performing Lotus products. We want to make 

these products, every one of which is fantastic, even greater. Partly 

by aiming for ���� distribution in every store chain in which we want 

to be present. Our account managers and representatives play a major 

role in this. Our category managers also work with retailers day in, day 

out to make sure that our products end up in the best possible position 

on the shelves.

John Van de Par, General Manager Belgium

02.
“AT LEAST ONE LOTUS PRODUCT 
IN EVERY BELGIAN HOUSEHOLD.
WE’RE AIMING FOR NO LESS.”

A second major pillar is innovation. Because we’re the market leader in 

our category, we also like to take the lead by coming up with new devel-

opments. In ���� this resulted in no less than �� innovations. For Zebra 

there was an improved recipe, a new design, an extra Double Chocolate 

variety and individual packaging. We also brought out a mini-version 

of the limited-edition frangipane with forest fruits, launched a delicious 

Lotus Bisco� ice cream cone and relaunched Dinosaurus biscuits. The 

range now also includes �lled biscuits and mini-dinosauruses. Finally, the 

packaging of Dinosaurus was also redesigned. Innovations regularly �nd 

their way from the home market of Belgium to other countries where 

we are present as Lotus. 

The out-of-home channel is also extremely important for us, 

especially where Bisco� is concerned. We secretly dream of people 

everywhere in Belgium having a Lotus Bisco� with their co�ee. And 

we want to o�er our product in all vending machines, railway and pet-

rol stations too. So consumers can get to know our product and then 

decide to buy it themselves at the supermarket. Our out-of-home team 

is therefore dedicated to achieving optimum distribution in that channel. 



Keep growing, keep improving.  

We can always raise the bar.

We’re also proud of our good relationship with customers. All top 

retailers choose us to help de�ne the shelf for the whole category. They 

value our input, and that was con�rmed once again in ���� when we 

were presented with the StoreCheck Salesteam Award. The out-of-home 

channel rewarded us with the Suppliers Award at the Java trade fair. 

Finally, we’ve invested heavily in our factories. This is because we want 

to continue to work on our production facilities, each of which has 

and retains its own unique speciality. Thanks to a clear focus on each 

production site’s speciality, we can guarantee optimum quality produced 

at the most competitive cost. We’re very proud of our colleagues in 

production, who make great Lotus products day after day.

In this home market, constantly striving for improvement is a priority for 

us. We raise the bar on a daily basis. Records are there to be broken. Our 

colleagues are people who come to work with that attitude every day, 

full of enthusiasm and joy. That’s what makes us Lotus.”

John Van de Par, General Manager Belgium



03.
LOTUS BISCOFF NOW ALSO IN INDIA, COLOMBIA, 

PANAMA, PAKISTAN AND PERU

Lotus Bakeries’ ambition is to make sure that every household buys a Lotus product 

at least once a year. All over the world. To make this a reality, we rely on the work of 

our distributors in – currently – more than 40 countries. Together with his team, Bart 

Bauwens, General Manager International Distributors, works to continue to conquer 

the world. The following countries were added during 2017: India, Colombia, Panama, 

Pakistan and Peru.

A local distributor is our eyes and ears on the spot. A commercial partner 

who closely supports us, understands our strategy and can translate this 

into a plan for their own market. Naturally, we don’t rush when opening up 

a new market. Bart Bauwens explains: 
We aim to open up three to �ve 

new countries every year. This year we launched successful partnerships 

with distributors in India, Colombia, Panama, Pakistan and Peru.


Out-of-home and retail
We always prefer a partner who can serve a whole country, and who is 

active in both the out-of-home segment and in retail. In new markets, 

Lotus Bakeries mainly introduces consumers to the product via out-of-

home, following which they can make a larger purchase in retail. 
Besides 

logistical capacities and �nancial soundness, it’s also important that a 

distributor has su�cient marketing and sales expertise in house, as well as 

insight into category development
, continues Bart. 
The distributors in 

the over �� countries where we now have partnerships put our products 

on the market, organize promotional campaigns, work towards a better 

shelf impact and make sure that consumers become familiar with Lotus. In 

some countries, we end up opening our own o�ce, such as for example in 

South Korea and Spain. Whether that happens depends on the situation 

in the country and the momentum.


It doesn't stop when a product is 

launched in the country. We continue 

to invest afterwards. After all, that's 

the only way we can carry on growing.



First container in India
In ����, Bart�s team entered into a successful new partnership with a 

distributor in India. 
Because India is an extremely large country, �rst 

of all we spent six months identifying all the players, local brands, the 

distribution of the population, purchasing power and price level. Then we 

looked for a distributor. In ����, we registered our products, ful�lled some 

other formalities, and in October the �rst container of our products was 

unloaded. An exciting moment, because we expect a lot of that country.


Support and advice
But the work does not stop once a distributor has been found. 
On the 

one hand, we feel a constant drive to add new countries, and on the 

other hand, in countries where we are already present, we take further 

steps towards wider distribution, add new products or packaging and 

so on. Our local partners can also rely on our help. We help, support, 

guide, share best practices and continuously invest, together with the 

distributor, so that our international markets continue to grow
, says 

Bart. “Networking between distributors is also encouraged, partly via 

a commercial platform on which they can share experiences. What this 

department stands for is therefore pure entrepreneurship.
 Bart’s ambi-

tious team was strengthened in ���� by several new colleagues, who, 

following intensive training, are ready to step onto the �eld. 

A relationship with a distributor is a very close 

partnership. We expect a partner to understand 

our business model, and be able to translate it 

into a plan for their own market.

Bart Bauwens, General Manager International Distributors



– two years after the launch – it’s our bestselling product. The �gures  

tell us that nearly one million Dutch households, or ��.��, bought  

Peijnenburg Zero at least once last year. So there’s still potential for 

growth, and consequently we continue to work hard on this brand.

Our natural foods brands N�kd, TREK, BEAR and Urban Fruit – a group 

of healthy, natural and responsible snacks that we launched in ���� – are 

riding the trend for healthy snacking. N�kd is now in ��� of all stores in 

the Netherlands, and is the third largest brand in the snacking category 

for a major retailer. 

Besides the increased attention to health, we’re all also increasingly 

deliberately opting for moments of pure enjoyment. Then – in 

moderation – treat ourselves to something really special. In view of this, 

we’ve added new �avours to our range of luxury cakes – or gingerbread 

with a little bit extra – which mainly appeal to a young audience. For 

example, there’s gingerbread with salted caramel, or double dark with 

extra chocolate. By also introducing smaller packs to the market within 

this range, such as minis, individually packaged slices and pre-cut slabs, 

we continue to respond to the changing demographic. In large cities 

such as Amsterdam and Utrecht, more than ��� of all households are 

currently one-person households. The changes to the range of luxury 

cakes have ensured that sales of this product group continued to rise.

Rene Groen, General  Manager Netherlands

“Lotus Bakeries can look back on a successful ���� in the Dutch mar-

ket. Despite the challenging market situation, we managed to achieve 

excellent sales growth, including a growth in branded sales. Our secret? 

We used the trends emerging in the market as an opportunity to grow 

and innovate. The result is an updated range - including smaller packs, 

on-the-go products and alternatives with no added sugar - which per-

fectly matches what Dutch consumers are looking for today. And a 

stronger market position for Lotus Bakeries in the Netherlands. 

For example, in the Netherlands, �rstly a great deal of attention is paid 

to health. Today�s consumers deliberately choose products containing 

less added sugar, that are natural and less processed. We have already 

responded to this trend for several years, by developing products with no 

added sugar. The patented Peijnenburg Zero is an example of this. Now 

04.
"WITH OUR UPDATED PRODUCT RANGE, 

WE’RE RESPONDING TO WHAT 
DUTCH CONSUMERS WANT TODAY."

With our product range we 

offer consumers a moment  

of pure enjoyment. 



Rene Groen, General  Manager Netherlands

Finally, as part of the ‘clean and clear label’ project, we’ve cast a critical eye 

over all of our packaging. Transparency is another hot topic: consumers 

want real, honest and transparent products. Long lists of ingredients 

are a thing of the past. Therefore our gingerbread now contains just �ve 

ingredients. And we’re making responsible choices here too: we only use 

spices for the pure taste of our gingerbread.

Finally, we focus closely on visibility on the shelf. Our category managers 

sit around the table with retailers to organize the shelves. Based on the 

data in our possession, we carry out analyses, evaluate the category and 

advise the retailer. Here we always aim for a clear layout and a neat 

arrangement on the shelf. Because we know for a fact that this works: 

a well laid out shelf can boost sales. With this in mind, we also refreshed 

the packaging of Snelle Jelle – a gingerbread that is individually packaged 

and consumed ��� on the go – in ����. The result is a neat design that 

increases our visibility on the shelf. We also launched a value pack and 

minis for the biggest products in this range.
 



05.
NATURAL FOODS SUCCESSFULLY 

LAUNCHED IN BELGIUM

N�kd, TREK, BEAR and Urban Fruit: four brands, four healthy snacks. In 2017, they were 

also successfully launched in Belgium. With these products from the ‘Natural Foods’ 

business unit, Lotus Bakeries wants to make natural, healthy snacks accessible to a 

wide audience. For this we rely on a  clever combination of presence in the out-of-home 

channel on the one hand and broad distribution via retail channels on the other. Let 

us hear from the people who make the launch a success.

In the last few years, the trend for healthier snacks has reached  

Belgium too. However, there was not really a healthy snacking category 

until Lotus Bakeries decided to launch its natural foods in Belgium at 

the end of ����. Wouter Van Dyck, Business Development Manager 

Natural Foods, explains: 
At that time, the traditional cereal biscuit was 

no longer seen as healthy by consumers. Yet there was no alternative. 

There were a few – rather more expensive – niche brands on the market, 

but these were mainly available in specialist stores. We have a di�erent 

ambition: we want our natural foods to be accessible to everyone, by 

distributing them widely to the retail and out-of-home channels. And 

at the right price.
 

Educational role
The launch brought with it an educational role for Lotus Bakeries. Sales 

Director Els De Smet explains: 
We want to explain exactly what makes a 

healthy product, and why our products can be called 

healthy. So we don�t distribute them on a mass scale 

at �rst, but o�er them selectively via the out-of-home 

segment. There we focus on the sales channels to 

which our target audience comes, or which support 

our educational role. For example, the healthy image 

of a juice bar can help build our brand. And via petrol 

stations and vending machines in urban areas, we 

reach travelling consumers, to whom such new trends 

We have the mentality of a start-up, and 

the strength of a major company. And that 

combination makes us a success.

Pascal Deckers, Director Category Development



seem to appeal above all. Then, for BEAR ���� natural fruit treats, we 

chose places where young children come with their parents. Together, 

these channels represent a step towards broader sales in retail, where 

we will then reach the large mass of consumers.


Not a diet food
De�nite progress was made in retail in ����. Several major players have 

already taken up the range. Displays, presence at tills and tastings turned 

out to be real success factors here. 
People often think that a healthy 

snack can�t taste good. By letting them try our products, we proved that 

they can
, says Pascal Deckers, Director Category Development. 
So, 

our natural foods don�t belong on the diet shelf, where people are looking 

for a solution to a problem. Instead we belong in high tra�c locations, 

including at the till. Tests prove that this works: anyone who presents 

healthy snacks in a cabinet with the title ‘healthy snacking’ sees rotation 

double or even treble.


One company, complete offer
Finally, Pascal says that the Natural Foods business unit has also been 

successfully integrated into the company. 
We�ve convinced our col-

leagues of the fact that this is a question of ‘and and’. One moment 

people want a delicious frangipane and another a sensible snack. Lotus 

Bakeries o�ers a solution for a variety of requirements from one company. 

Our Lotus products are tasty and as healthy as possible, and our natural 

foods are healthy and as tasty as possible. This business unit has the 

mentality of a start-up. We have to be �exible, fast, and able to change 

gear at short notice. But at the same time we also have the strength of a 

major international company. And that combination makes us a success.
 

Wouter Van Dyck, Business Development Manager Natural Foods BELUX 
and Els De Smet, Sales Director Belgium



FACTS
& FIGURES 2017

of BEAR Yoyos was sold worldwide 
last year. This is enough to go 
round the world once.

An amount equivalent to

new distribution countries  
for Lotus Biscoff
(Colombia, India, Panama, Pakistan, Peru)

41,000 KM
Lotus Bakeries 
sales of�ces 
worldwide

1,495 
employees

pallets of delicious Lotus 
products were delivered to  
our customers in France

53,000

5
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Lotus Bakeries Netherlands is 
voted one of the three most vital 
companies in the Netherlands

packs of Lotus Biscoff  
‘Sinterklaas’ were sold in 
Belgium for St Nicholas’ day

different characters  
for Lotus Dinosaurus

Annas pepparkakor 
houses sold during the 
Christmas period in 
Sweden and Finland

N�kd and TREK bars  
were sold worldwide

More than 

100,000,000

3,327,685

600,000

6
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4.	ORGANIZATION

1. Group structure and day-to-day management

The Executive Committee (‘EXCO’) de�nes Lotus Bakeries Group’s 

strategy and objectives and submits them to the Board of Directors 

for approval. This strategy is implemented by the country and regional 

organizations (�areas�) in the di�erent business units, supported by the 

corporate departments.

� 

Mike Cuvelier - CFO

Isabelle Maes - CEO Natural Foods

William Du Pré - Corporate Director Quality, Procurement and R&D Management

Jan Boone - CEO

Ignace Heyman - COO

Business Unit Biscuits & Bakery

•	 Belgium

•	 Netherlands

•	 France

•	 Sales O�ces Europe

•	 Sales O�ces United States

•	 Sales O�ces Asia

•	 International Distributors

Business Unit Natural Foods

•	 Natural Balance Foods

•	 Urban Fresh Foods

•	 Sales O�ces Europe

•	 Sales O�ces United States

Business Unit Customer Brand Business

Business
Units

Corporate 
Departments

Corporate Controlling / Treasury / Tax

R&D / Corporate Quality & Food Law

Corporate Procurement

Global Brand

Corporate HR

ICT �IT
SAP	

Legal, IP & Corporate Communication

Composition of the EXCO up and until �� August ����:

•	 Jan Boone, CEO

•	 Isabelle Maes, CFO

•	 Ignace Heyman, COO

•	 William Du Pré, Corporate Director Quality, 

Procurement and R&D

Composition of the EXCO from � September ����:

•	 Jan Boone, CEO

•	 Isabelle Maes, CEO Natural Foods

•	 Mike Cuvelier, CFO

•	 Ignace Heyman, COO

•	 William Du Pré, Corporate Director Quality, 

Procurement and R&D

Executive Committee 2017





Jan Boone has been CEO of Lotus Bakeries Group since ���� and leads 

the members of the EXCO on a day-to-day basis. He began his career 

in the audit department of PwC. From ����-����, he was responsible 

for corporate controlling, reporting and M&A at pharmaceutical com-

pany Omega Pharma. He sat on the Executive Committee and Board 

of Directors there. Jan joined Lotus Bakeries as General Manager and 

Director in May ����.

Isabelle Maes is CEO Natural Foods within the Lotus Bakeries Group. 

She began her career as an auditor for PwC. In May ����, she moved to 

the Barry Callebaut chocolate company. Having ful�lled various roles and 

been involved in various projects in Finance and SAP, she was appointed 

Finance O�cer of Barry Callebaut Belgium in ����. Between ���� 

and ����, Isabelle ful�lled the role of CFO at Lotus Bakeries Group. 

So as to be able to dedicate herself fully to the internationalization and 

growth of the natural snacking segment, she has ful�lled the role of CEO 

Natural Foods since September ����.

Ignace Heyman is COO of Lotus Bakeries Group. He pursued a career 

in marketing in both Belgium and France, �rstly at Procter & Gamble, 

PAB Benelux (Panzani-Amora-Blédina) and then at Reckitt Benckiser. 

In ����, Ignace joined Lotus Bakeries as Marketing Director Belgium, 

before going on to become Corporate Director Marketing in ����. From 

mid-���� to the end of ���� he was General Manager France.

William Du Pré is Corporate Director Quality, Procurement and R&D, 

in charge of these corporate departments. William’s career with Lotus 

Bakeries began in ����. Over the years, he has occupied a variety of 

sales roles. He has been General Manager Belgium for almost ten years 

(����-����).

Mike Cuvelier has been CFO of Lotus Bakeries Group since September 

����. Mike began his career in ���� as an auditor for PwC. Between 

���� and ���� he ful�lled various controlling roles at Bekaert in the 

US, Asia and �nally Vice President Control Global Business Platforms 

in Belgium. From ���� to ����, Mike was CFO of the Unilin Group, 

part of Mohawk Industries. 

Together with the general managers from the various areas within the 

business units, the EXCO members form the Group Management Team 

(‘GMT’). Each area implements the Lotus Bakeries strategy according 

to a clearly de�ned business model. The corporate departments advise 

and support the Lotus Bakeries Group across all business units and areas 

and report directly to the EXCO.

�

The former presbytery in Lembeke has 

been fully renovated and incorporated into 

a modern o�ce complex accommodating 

Lotus Bakeries headquarters.




































































































































































































































































































