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Future  
Growth  

New operating model  1 

Building our competitive advantage  

Pillars for future growth  

Organizational structure  
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Strong 

foundations  

1 
Building our competitive advantage  1.1 

Develop a competitive 

advantage from our European 

scale 

IOCs 
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RMS 
Relative 

Market 

Share 

CFG 

CFG 
As one 

company 

New Operating Model 

Creation of 
CFG (Merger) 
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Future  
Growth  

Strong 

foundations  

1 
Pillars for future growth  1.2 

3. Cost leadership in 

supply chain 

leveraging our 

European scale  

1. Further develop 

European 

categories and 

platforms  

4. First class support 

services delivered from 

a shared services 

backbone  

2. Continuous 

improvement of 

product portfolio. 

Optimization along the 

entire value chain, 

stripping out non -value 

added complexity  
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Strong 

foundations  

1 
Pillars for future growth  1.2 

1. Top line growth  

3. Cost leadership  

2. Product portfolio improvement  

4. First class support services  

Å Develop European categories and platforms  

Å A-brands: òCross categoryó or òCategory Leadersó 

Å Innovation, fewer and better  

Å European management of channels  

Å Complexity reduction  

Å European sourcing optimization, òready to use 

meató, deboning concentration  

Å European manufacturing footprint consolidation  

Å Warehouses consolidation and food terminals  

Å Support services consolidation to better serve 

the business  

 

 

8 



Strong 

foundations  

1 
Organizational structure  1.3 

A more agile, lean and efficient organisation 

Chairman    

Group CEO 

Chief Finance  
& IST Officer 

Chief HR 
& Legal Officer  

Chief Integrated  
Supply Chain 

Officer  

Managing Director 
Northern Europe 

Chief Marketing 
& Sales Officer 

Managing Director 
South Europe & 

USA 
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Strong 

foundations  

1 
New operating model  

Top line strategy  

Increased Integrated Supply Chain efficiency  

Operating performance  

Effective financial management  
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Top line strategy  2 

Developing European categories and platforms 

Developing A-Brands 

Strengthening the core product portfolio  

Focus growth on successful ranges 

Redefine the product portfolio in Italy  

New Export Strategy, developing cross country brands 

Fewer and better innovation  

Strengthening brand awareness / messages 

Top line delivery 2013  
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Developing European categories and  

platforms  

2.1 

MACROECONOMIC 

CONTEXT 

CONSUMER 

CONFIDENCE 
CONSUMER 

HABITS 

FMCG 

MARKET 

PERFORMANCE 

PROCESSED MEAT 

MARKET 

PERFORMANCE 

Very slow 

improvement of 

macro indicators  

Consumer 

confidence reaching 

minimum levels in 

2012/2013, although 

showing first signals 

of improvement  

òSaving 

strategiesó in 

mass market 

Private Label 

performing better 

than Branded,  

but loosing speed 

Similar to other 

FMCGs. 

Also impacted by 

hefty raw 

material inflation  

Strong 

foundations  

1 

A challenging market  
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2.1 Developing European categories 

and platforms  

Dry ham, dry sausages, cooked ham,  

hot dogs, poultry, emerging  

Strong 

foundations  

1 

V Buy only necessary   

V Actively look for discounted products  

V Eating at home rather than out of home  

Snacking, health, heritage, 

indulgence, affordable  

V Pay less for quantity  

V Switch to value brands  

Responding to changing consumer habits 
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CORE 

PRODUCTS 

NEW 

CATEGORIES 

GROWTH 

PLATFORMS 

Dry sausage, 

cooked ham  
Dry ham & 

Dry sausage 

Mortadella  & 

Cooked ham 

Cooked ham, dry 

sausages hotdogs 

Cooked 

categories  

Poultry, dry hamé 

Heritage 

Indulgence  

 

Affordable  Health, Snacking, 

Heritage, 

Affordable  

Health, 

Affordable  

 

Snacking, Indulgence , 

Affordable  

Hotdogs, poultry, 

dry sausageé 

Heritage, Health 

Affordable  

Cooked products  

Dry sausage 
Cooked products 

& hot dogs 

Dry sausage, 

pizzasé 

Poultry,  dry ham, 

pizzas 

Strong 

foundations  

1 
Developing A - brands 2.2 

a) Cross category brands 
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Strong 

foundations  

1 
Developing A - brands 2.2 

b) Category leaderËs brands 

Dry ham  Hot dogs 
Snacking 
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Strong 

foundations  

1 
Developing A - brands 2.2 

* A-Brands: Campofrio, Navidul, 

Oscar Mayer, Aoste, Cochonou, 

Justin Bridou, Stegeman, 

Fiorucci, Nobre 
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Strong 

foundations  

1 
Strengthening the core product portfolio  2.3 

a) Campofrio, cooked ham 

Recover the basics 

Develop differentiation  
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