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Nothing will be like before: how many times 
did we hear that lately? The Coronavirus emer-
gency, besides causing concrete changes in 
lifestyle, will significantly influence the busi-
ness world. Problems will arise. But opportu-
nities will too. According to Nathan Sheets, 
Chief Economist of PGIM Fixed Income, dele-
gate for the management of Pramerica SGR: 
“There will be four structural changes. Which 
will probably shape new business models far 
beyond the mitigation of Coronavirus crisis”.
The first issue is represented by the internatio-
nal supply chains bifurcation. Their collapse, 
in China above all, has been registered as one 
of the most significant effect of the lockdown 
caused by Coronavirus. “Supply chains will 
divide into two different segments after the 
crisis: one group of companies will rely even 
more significantly to the global ones, incre-
asing their resilience and branching out ge-
ographically into several headquarters. Ano-
ther group will step back about international 
externalization and resort to automation in 
order to bring companies back on the global 
market”, explains Nathan Sheets.
Stocks represent another problem pointed 
up by pandemic. In order to cut down on ex-
penses, companies chose to produce ‘just in 

time’, reducing excess inventory, with the aim 
of simplifying the production. The ongoing 
pandemic exposed the lack of resilience and 
flexibility of the current inventory manage-
ment in many companies, especially in the 
upstream stages of the supply chains, where 
there are further less opportunities of substi-
tution.
Another issue concerns the model of company 
foreshadowing for the future. The immaterial 
activities represent now 70% of S&P Europe 
350 value and 85% of S&P 500 USA value. The 
acceleration of the century-old transition to 
more agile companies, or better weightless, 
will be one of the most important commercial 
consequences of the big lockdown. Technolo-
gical giants such as Tencent, Microsoft, Aliba-
ba and Amazon, who offer an enticing range 
of business and consumer services, benefited 
enormously from the significant rise of the 
online activity, catching the bulges of demand 
in the world.
Workplace will change too. Offices will not 
disappear but the demand for shared spaces 
will diminish, as a result of social distancing, 
and smart working instead will increase.
These are all issues to deal with. And that 
need to be solved. As soon as possible.

Nulla sarà come prima: 
quante volte ce lo siamo 
sentiti dire negli ultimi 
tempi? L’emergenza Coro-
navirus, oltre a provocare 
concreti cambiamenti nel 
modo di vivere, impat-
terà in maniera sensibile 
sul mondo delle aziende. 
Nasceranno problemi. Ma 
anche opportunità. Secon-
do Nathan Sheets, Chief 
Economist di PGIM Fixed 
Income, gestore delega-
to di Pramerica SGR: “Ci 
saranno quattro cambia-
menti strutturali. Che pro-
babilmente riplasmeranno 
i modelli di business azien-
dali ben oltre l’attenuarsi 
della crisi legata al corona-
virus”. 
La prima questione riguar-
da la biforcazione delle 
supply chain internazionali. 
Tra gli impatti più significa-

tivi del lockdown per il Co-
ronavirus, si è registrato in-
fatti il collasso delle catene 
di distribuzione internazio-
nali, iniziando dalla Cina. 
Continua Nathan Sheets: 
“Le catene di fornitura 
post-crisi si divideranno in 
due segmenti divergenti: 
un gruppo di aziende si 
affiderà in maniera ancora 
più significativa a quelle 
globali, aumentandone la 
resilienza e diversificando 
geograficamente su più 
sedi. Un altro gruppo farà 
un passo indietro rispetto 
all’esternalizzazione inter-
nazionale e farà ricorso 
all’automazione per ripor-
tare le attività sui mercati 
nazionali”. 
Un altro problema eviden-
ziato dalla pandemia è sta-
to quello delle scorte. Le 
aziende per ridurre i costi 

hanno preferito usare la 
produzione ‘just in time’, 
che implica una riduzione 
delle scorte in eccesso, al 
fine di snellire la produzio-
ne. La pandemia in corso 
ha messo a nudo la man-
canza di resilienza e flessi-
bilità nell’attuale gestione 
dell’inventario di molte 
aziende, in particolare nei 
settori a monte della cate-
na produttiva, dove le op-
portunità di sostituzione 
sono molto più limitate. 
Un’altra questione riguarda 
il modello di azienda che 
si prefigura all’orizzonte. 
Le attività immateriali rap-
presentano ora il 70% del 
valore dell’S&P Europe 350 
e l’85% del valore dell’S&P 
500 USA. Un’accelerazione 
della transizione secolare 
verso aziende sempre più 
agili, ossia weightless, sarà 

una delle più importanti 
conseguenze commercia-
li del grande lockdown. 
Conglomerati tecnologici 
come Tencent, Microsoft, 
Alibaba e Amazon, con 
una gamma tentacolare di 
servizi per le imprese e per 
i consumatori finali, hanno 
beneficiato enormemente 
del significativo aumento 
dell’attività online, cattu-
rando le impennate della 
domanda nel mondo.
Cambierà anche lo spazio 
del lavoro. Gli uffici non 
scompariranno ma dimi-
nuirà la domanda di spazi 
condivisi, a seguito dell’e-
sigenza di mantenere il 
distanziamento sociale, e 
aumenterà il lavoro a di-
stanza. 
Tutte questioni da affron-
tare. E risolvere. Al più 
presto.

OLTRE IL CORONAVIRUS, 
QUATTRO CAMBIAMENTI STRUTTURALI

BEYOND 
CORONAVIRUS, FOUR 

STRUCTURAL CHANGES
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New dates for B/Open, the B2B exhibition by Veronafiere focused on organic food and na-
tural self-care. The first edition of the event will take place on 23rd and 24th November 2020, 
in contemporary with wine2wine, the event dedicated to wine’s market. B/Open was firstly 
planned from 1st to 3rd April, then postponed to June and now it has been rescheduled again 
in a two-days smart version, in order to guarantee the best safety conditions possible to ope-
rators and exhibitors. The months preceding B/Open will be used to offer training events with 
experts of the sector about different topics, such as the analysis of the organic brand during 
Covid-19 pandemic, blockchain and traceability, financial instruments, local bonds and micro-
credit for the sector, export and certification schemes in the main EU and extra-EU countries.

Nuove date per B/Open: 
si terrà il 23 e 24 novembre
Nuove date per B/Open, la manifestazione B2B di Veronafiere dedicata al food biologico e al natural 
self-care. La prima edizione del salone si terrà il 23 e 24 novembre 2020, contemporaneamente a wi-
ne2wine, appuntamento dedicato al mondo del vino. Inizialmente prevista nei giorni 1-3 aprile, quindi 
posticipata a giugno, B/Open è stata nuovamente riprogrammata in una formula smart di due giorni 
per garantire a operatori ed espositori le massime condizioni di sicurezza. Nei mesi che precederanno 
l’evento, saranno organizzati appuntamenti di formazione online curati da professionisti del settore 
su temi quali l’analisi del trend del biologico durante il Covid-19, blockchain e tracciabilità, strumenti 
finanziari, bond locali e microcredito a supporto del settore, export e schemi di certificazione nei prin-
cipali Paesi Ue ed extra Ue.

NEW DATES FOR B/OPEN: 
IT WILL TAKE PLACE ON 23RD AND 24TH NOVEMBER

The United States threaten new duties against Italy. Indeed, the White House considers the 
possibility of introducing duties at a 100% rate on Italian wine, pasta and olive oil as a counter-
move to the digital tax drawn up by Italy (but also Austria, India, Indonesia and Turkey). Ro-
bert Lighthizer, United States Trade Representative (Ustr), announced the opening of a new 
investigation on the digital taxes implemented or in process of being adopted by commercial 
partners of the US. The inquiry also investigates on if the digital taxes adopted by the different 
countries follow the international fiscal regulations or “aim at damaging tech companies parti-
cularly for their commercial success”. During the financial G7, which was held on conference call 
on 3rd June, Paolo Gentiloni, commissioner for the Economic and monetary affairs, declared 
himself to be surprised by the American measures and pointed out that the EU has not already 
introduced a tax on digital activities, as it is waiting for an Oecd agreement. 

Digital tax: gli Usa minacciano 
dazi al 100% sui prodotti made in Italy
Torna la minaccia dei dazi contro l’Italia da parte degli Usa. La Casa Bianca sta infatti rivalutando dazi 
al 100% su vino, pasta e olio di oliva made in Italy per controbattere la digital tax decisa dall’Italia (ma 
anche da Austria, India, Indonesia e Turchia). Robert Lighthizer, il rappresentante del commercio ameri-
cano (Ustr), ha infatti annunciato l’apertura di una nuova indagine sulle tasse ai servizi digitali adottate o 
in via di decisione da parte di partner commerciali degli Stati Uniti. L’inchiesta cercherà quindi di capire 
se le digital tax adottate dai vari Paesi sono in linea con le normative fiscali internazionali o “se hanno 
lo scopo di penalizzare in particolare le società tecnologiche per i loro successi commerciali”. Paolo 
Gentiloni, commissario agli Affari monetari, intervenuto in occasione del G7 finanziario che si è svolto 
in video conferenza ieri pomeriggio, si è dichiarato sorpreso delle misure americane e ha sottolineato 
che l’Ue non ha ancora introdotto alcuna tassa sulle attività digitali, in attesa di un accordo Ocse.

DIGITAL TAX: UNITED STATES THREATEN DUTIES 
AT A 100% RATE ON MADE IN ITALY PRODUCTS

The Board of directors of the Private Label Manufac-
turers Association (Plma) chose Peggy Davies (picture) 
as the new president of the association. The election 
comes a month after the death of Brian Sharoff, former 
president and symbol of the Plma for 40 years. “I am 
honored and grateful for this incredible responsibili-
ty I was given to”, comments Peggy Davies, who has 
been covering the role of vice president of association 
relations in Plma since 2016. “As we cope with the loss 
of Brian, we will do our best to honor his decennial 
inheritance by carrying on his vision, that we built to-
gether in the last four years”.

PEGGY DAVIES 
IS THE NEW PRESIDENT OF PLMA

Peggy Davies 
è il nuovo presidente di Plma
Il Consiglio di amministrazione della Private Label Manufacturers Association (Plma) ha nominato Peg-
gy Davies (foto) come nuovo presidente dell’associazione. Una nomina che giunge a un mese di di-
stanza dalla morte di Brian Sharoff, storico presidente e volto della Plma per oltre 40 anni. “Sono 
onorata e grata di questa incredibile responsabilità che mi è stata affidata”, è il commento di Peggy 
Davies, che dal 2016 riveste la carica di vice president of association relations per Plma. “Mentre affron-
tiamo la perdita di Brian, onoreremo al meglio la sua eredità decennale portando avanti la sua visione, 
che abbiamo costruito insieme negli ultimi quattro anni”.
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Up to now, in Europe, Italy was bringing up the rear about e-
payments, which represent no more than 29% of transactions. But 
the situation has been rapidly evolving, especially since the Who  
has declared that banknotes work as a vehicle for the transmission 
of viruses and bacteria. Moreover, the Journal of Hospital Infec-
tion claims that the virus can resist on banknotes up to nine days 
at room temperature. As a consequence, Satispay registered an 
increase in the volume of its transactions from 23 million euros in 
February to 40 million in May. Michele Centemero, country ma-
nager of Mastercard Italy, explained that 20% of the payments in 
the mass market retailers, were made electronically instead of in 
cash. 70% of the credit card transactions were also contactless, 
with the average value for transaction that is constantly decrea-
sing and today amounts to 38 euros.

Ferrero Usa, American subsidiary of the confectionery multinatio-
nal company from Alba (Cuneo), and third largest company of the 
sector after Mars and Hershey, will have a new operative distribution 
center by the end of September. The newly built plant – which covers 
a surface of 67 thousand squared meters – is settled in McDonou-
gh, Georgia, and will probably give work to 250 people. It will give 
the company a better capacity to distribute its brands range in all 
North America, beginning from the recently acquired Butterfinger, 
Baby Ruth and Crunch (bought from Nestlé), but also Rocher, Nu-
tella, Tic Tac and Kinder. The project has been developed after the 
investments made from the group during the last years on the Ame-
rican territory. Such as the enlargement of the headquarters in New 
Jersey and the opening of new distribution centers in Pennsylvania 
and Arizona. But also, the two production sites in Bloomington and 
Franklin Park (Illinois), which Ferrero was put in charge of through the 
acquisition of the confectionery US division of Nestlé, last part of a 
purchasing program which allowed Ferrero to acquire other memo-
rable companies, such as Fannie May and Ferrara Candy Company.

During the lockdown, 3 out 10 British consumers stated that 
they drank less Italian wine than before the quarantine, against 
53% of people who did not change their purchasing preferen-
ces. This was pointed out by a research carried out by Wine Mo-
nitor, the Nomisma Observatory on the wine market, on 1,000 
wine consumers in the United Kingdom. According to the stu-
dy, among the main reasons behind the consumption’s decrease 
there is the closing of restaurants and pub or wine bars. The out 
of home represents indeed 45% of the global food consumption 
in the Uk (35% in Italy). Other reasons can be found in the increa-
se of the daily consumption, and no more in the occasional one; 
in the frequency reduction of shopping in stores and mass retail; 
and in the cuts in the family budget. The threat of a ‘no deal’ Bre-
xit affected our wine export’s prospects too. Since 1st February 
Uk is indeed a ‘third country’ as against the EU, in a transitory re-
gime which is expected to last until 31st December 2020. With a 
value of more than 3.4 billion euros, the Uk represents the fourth 
destination market for the Italian food products, and 770 million 
euros are connected with wine.

La pandemia accelera l’uso 
dei pagamenti digitali in Gdo
Sino ad ora l’Italia è stata fanalino di coda in Europa per l’uso del de-
naro elettronico, che rappresenta non più del 29% dei pagamenti. Ma 
la situazione sta rapidamente evolvendo, soprattutto da quando l’Oms 
ha dichiarato che le banconote sono un veicolo di diffusione di virus 
e batteri. A rincarare la dose, il Journal of Hospital Infection, il quale 
sostiene che il virus possa resistere sulle banconote fino a nove giorni 
a temperatura ambiente. Ecco allora che una realtà come Satispay ha 
visto salire il volume delle transizioni gestite dai 23 milioni di euro a 
febbraio ai 40 milioni di maggio. Anche Michele Centemero, country 
manager di Mastercard Italia, ha dichiarato che, per quanto riguarda 
i pagamenti in Gdo, nelle ultime settimane si è verificato uno sposta-
mento del 20% dei pagamenti dai contanti al denaro digitale. Il 70% 
delle transazioni con carta di credito sono contactless, con un valore 
medio per transazione che continua a scendere, e che oggi ammonta 
a 38 euro.

Ferrero rafforza la presenza negli Usa 
con un nuovo centro di distribuzione in Georgia
Sarà operativo entro la fine di settembre un nuovo centro di distribuzione 
di Ferrero Usa, la controllata nordamericana della multinazionale dolciaria 
albese, terzo big del dolciario Usa, dopo Mars ed Hershey. L’impianto di 
nuova costruzione – che copre una superficie di 67mila metri quadrati e 
che dovrebbe impiegare all’incirca 250 addetti – è situato a McDonou-
gh, in Georgia. Servirà a migliorare la capacità dell’azienda di distribuire 
in tutto il Nord America il proprio portafoglio di marchi, a partire dai nuovi 
ingressi Butterfinger, Baby Ruth e Crunch (acquisiti da Nestlé) per poi foca-
lizzarsi su Rocher, Nutella, Tic Tac e Kinder. Il progetto è stato messo a pun-
to in seguito agli investimenti che il gruppo ha portato a compimento sul 
territorio americano negli ultimi anni. Tra questi, l’ampliamento della sede 
in New Jersey, l’apertura di nuovi centri di distribuzione in Pennsylvania e 
Arizona, la presa in carico dei due stabilimenti produttivi di Bloomington e 
Franklin Park, in Illinois, rilevati con l’acquisizione del business dolciario Usa 
di Nestlé, ultimo tassello di una campagna acquisti che, sempre in Nord 
America, ha visto Ferrero rilevare altre storiche realtà quali Fannie May e 
Ferrara Candy Company.

Winemonitor: Coronavirus e Brexit 
influenzano il consumo di vino italiano nel Regno Unito
Nei mesi del lockdown, 3 consumatori inglesi su 10 dichiarano di 
aver consumato meno vino italiano rispetto al periodo pre-quaran-
tena, contro un 53% che non ha modificato le proprie preferenze di 
acquisto. È quanto emerge da un’indagine condotta da Wine Moni-
tor, l’Osservatorio di Nomisma dedicato al mercato vinicolo, su 1.000 
consumatori di vino in Gran Bretagna. Tra le principali ragioni della 
riduzione nei consumi c’è, secondo la ricerca, la chiusura di risto-
ranti e pub/wine bar. Il fuori casa incide infatti per il 45% del valore 
totale dei consumi alimentari in Gran Bretagna (in Italia è il 35%). Le 
altre motivazioni sono l’incremento dei consumi quotidiani e non più 
occasionali; la riduzione della frequenza di acquisto nei negozi e in 
Gdo; e i vincoli di bilancio familiare sempre più stringenti. A incidere 
sulle prospettive per il nostro export vinicolo anche lo spettro del 
‘no deal’. Dal 1° febbraio scorso in Paese è infatti uno ‘Stato terzo’ 
rispetto all’Ue, con la previsione di un regime transitorio fino al 31 
dicembre 2020. Con un valore superiore ai 3,4 miliardi di euro, il Re-
gno Unito rappresenta il quarto mercato di export di prodotti agroa-
limentari italiani, di cui 770 milioni di euro legati al vino.

PANDEMIC BOOST DIGITAL PAYMENTS 
IN MASS MARKET RETAILERS

FERRERO REINFORCES ITS PRESENCE IN THE US 
WITH A NEW DISTRIBUTION CENTER IN GEORGIA

WINEMONITOR: CORONAVIRUS AND BREXIT AFFECT 
THE CONSUMPTION OF ITALIAN WINE IN THE UK

The manufacturers of Prosciutto 
di Parma have drawn up a plan to 
support the production system of 
the Pdo product and overcome 
the current difficulties, also trying 
to limit damage. As all the other 
sectors, the Parma ham manufac-
ture was strongly affected by pan-
demic too, so much that it even 
lost at least 30% of its global turnover. “The complete lockdown 
of the Horeca channel and the strong drop in the sales genera-
ted at the deli counter caused a reduction in the trade of Italy of 
about 35% and a decrease of 30% in our exportation”, explai-
ned Vittorio Capanna, president of the Consorzio. “In reaction 
to these huge difficulties, we reduced the production by 16% in 
the first five months of the year”. The Consorzio asked the Ita-
lian Moìinistryof Agricolture to modify the regulation in order to 
extend the shelf life of pre-cut Prosciutto by 30 days, so that tit 
can be shipped by boat instead of airplane.

Prosciutto di Parma: il piano del Consorzio per uscire dalla crisi
Il comparto del prosciutto di Parma mette in campo un piano per sostenere 
il sistema produttivo della Dop e superare le criticità del momento, limitan-
do il più possibile i danni. Come tutti i settori, anche quello del Parma è stato 
infatti duramente colpito dalla pandemia, tanto da registrare una perdita 
complessiva di almeno il 30% del proprio fatturato. “La totale chiusura del 
canale Horeca e la drastica diminuzione delle vendite al banco taglio hanno 
determinato un calo commerciale in Italia di circa 35% e una riduzione del 
30% delle nostre esportazioni”, ha dichiarato Vittorio Capanna, presidente 
del Consorzio. “A fronte di queste enormi difficoltà, abbiamo reagito con 
una riduzione della produzione del 16% nei primi cinque mesi dell’anno”. Il 
Consorzio ha chiesto al Mipaaf una modifica al disciplinare per estendere di 
30 giorni la shelf life del prosciutto preaffettato, consentendo così ai produt-
tori di utilizzare il trasporto marittimo anziché quello aereo.

PROSCIUTTO DI PARMA: HOW THE CONSORZIO 
PLANS TO OVERCOME THE CRISIS 



BHB Italia has created some new sponge cake recipes specifically for the large-scale 
retail trade. Besides the classic neutral and cocoa versions, there are two innovations 
available: the organic and the gluten-free sponge cakes. Products designed for the 
final consumer, ready to use and extremely versatile. All the products in this line of 
sponge cake come with flowpack packaging, wrapped in a cardboard strip with eye-
catching and colourful graphics. In line with the company’s ‘green’ policy, there are 
indications on the wrapping regarding correct waste disposal for differentiated col-
lection. Furthermore, the wrapping of the product contains 60% less plastic material 
compared to normal semi-rigid packaging used for sponge cake. All sponge cakes 
produced by BHB Italia contain no palm oil or hydrogenated fats and are made with 
eggs from free-range chickens.

BHB product line
• Sponge cake 28x38 cm Party edition, pack of 3 layers, neutral and cocoa flavours
• Roll cake 28x38 cm pack of 6 layers, neutral and cocoa flavours
Petite Génoise product line
• Sponge cake diameter 24 cm, pack of 3 layers, neutral and cocoa flavours
• Sponge cake 18x28 cm, pack of 3 layers, neutral and cocoa flavours
Casa Grande product line
• Sponge cake 14x28 cm re-sealable pack, available in neutral and cocoa flavours
• Sponge cake diameter 24 cm, 3-layer pack, thickness 1.3 cm, neutral and cocoa 
flavours
• ORGANIC Sponge cake diameter 24 cm, 3-layer pack, 
thickness 1.3 cm, neutral flavour
• GLUTEN-FREE Sponge cake diameter 24 cm, 
pack of 1 round, thickness 4 cm, neutral flavour
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BHB ITALIA OFFERS A WIDE AND ENVIRONMENTALLY-FRIENDLY PRODUCT RANGE, ABLE TO MEET THE NEEDS 
OF MODERN CONSUMERS WORLDWIDE. NOW ALSO ORGANIC AND GLUTEN-FREE.

SPONGE CAKE 
MASTERS

Specialized producer of sponge cake, roll 
cake and muffins since its foundation, after 
World War II, BHB Italia is a modern and dyna-
mic company, focused on key values like quali-
ty and the protection of its territory. “In recent 
time we have widened and updated our pro-
duction plant, thus staying true to our founding 
mission: the safeguard of the environment, 
which has trurned in a project named ‘BHB 
Green’,” the company explained. Headquarte-
red in the province of Treviso, in the North-East 
of Italy, BHB Italia can rely on a consolidated 
presence on the domestic market, while over 
the last years it has significantly increase its ex-
port sales, especially across Europe. “In 2019, 
sales amounted to about 6.5 million euro, with 
exports accounting for around 25% of this va-
lue”, it added. “We are present both with our 
brands and with private labels in markets like 
Spain, Austria, Rumania, Great Britain, Greece, 
Slovenia, Hungary, Malta, the Netherlands, Fin-
land, Denmark and Germany.” 

BHB Italia is able to meet the needs and re-
quests of all distribution channels: from the 
confectionery industry to artisan producers, 
from the catering and food service industry to 
bakeries, including retailers and the large-scale 
distribution. “Today, we are investing in marke-
ting and communication with constant adverti-
sing and informative campaigns. Participation 
in the international trade fairs has also shown 
to be a key factor for our business strategy,” the 
company highlights. In 2020, before the Co-
vid-19 Pandemic changed the plans, BHB Italia 
exhibited at Marca (Bologna), Sigep (Rimini), 
ISM (Cologne, Germany), and Sirha (Budapest, 
Hungary).

BHB Italia: gli specialisti 
del pan di spagna
Un’azienda moderna e dinamica, specializza-
ta nella produzione di pan di spagna, roullé e 
muffin destinati a svariati canali di distribuzio-
ne: dall’industria dolciaria ai produttori arti-
gianali, dalla ristorazione alle pasticcerie, fino 
alla Grande distribuzione organizzata. E pro-
prio per questo canale, BHB Italia ha creato 
alcune nuove ricette del pan di spagna, oggi 
disponibile anche nella versione biologica e 
gluten free. E presto anche vegan.

www.bhb.name

A TAILOR-MADE RANGE 
FOR LARGE-SCALE RETAIL

NEW!

https://www.bhb.name/
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280 ENTREPRENEURS FROM DIFFERENT COUNTRIES. AN OVERALL SURVEY TO UNDERSTAND HOW 
THEY FACED THE BEFORE AND AFTER COVID-19. INTERVIEW WITH PIERGIORGIO FOLCIO, BUSINESS 
DEVELOPMENT MANAGER IN THE FIELDS OF ENTERTAINMENT, FURNITURE INDUSTRY AND RESTAURANTS.

PAST, PRESENT 
AND FUTURE OF 
A NEW WORLD

The Coronavirus emergency affected, more or 
less heavily, almost every sector of the economy. 
Which had to face a brand-new reality. In order 
to understand the market’s sentiment of diffe-
rent countries, Piergiorgio Folcio, business deve-
lopment manager in the fields of entertainment, 
furniture industry and restaurants, carried out a 
survey among 280 entrepreneurs from all over the 
world.

What does the survey consist in? 
We interviewed 280 entrepreneurs to point out 

and compare the sentiment of different sectors and 
countries. The panel was composed of commercial 
directors, small and big entrepreneurs, business 
owners, ceo and cfo. And the aim was to gather 
and compare their opinions, according to nation, 
culture and economic field. For example, for South 
Korea we focused on automotive, online gaming 
and home entertainment. For Spain, France and 
Italy we analyzed the wine and food industry, plus 
fashion and interior design for our country. For the 
United States, instead we examined finance and 
healthcare.

Did you find key points?
We were particularly surprised by the approach 

to the emergency, that was different according to 
the ‘blocks’ of countries. For example, we noticed 
that in Asia the virus was seen as an obstacle that 
had to be overtaken ‘collectively’, by maintaining a 
high sense of responsibility. China has instead fa-
ced the emergency in a very pragmatic way. 

What about Europe?
Europe kind of ‘split’ into two groups. The entre-

preneurs from the South Europe came out as the 
most disappointed from the situation. The ones 
from Spain, France and Italy seems the most af-
fected by the crisis, and the interviewees pointed 
out a lack of responses and solutions from the go-
vernment and the healthcare system. The North of 
Europe instead maintained a more ‘realistic’ and 
less pessimistic vision, with a smaller psychological 
impact for the citizens. For an example, despite the 
reopening of restaurants in Italy, many people will 

be probably worried about going out for dinner. 
The ‘psychological recovery’ and the restart of daily 
activities will be an issue for some areas more than 
others.

Let’s talk about Italy…
Many of the Italian interviewees work for the 

furniture industry. The ones who own a well-esta-
blished commercial structure seem generally con-
fident about the future and see the problem as a 
‘hiccup’. However, because of the increase in smart 
working and the restrictions to tourism, we need to 
take into account that who works with offices and 
hotels will be hit more than the ones who work with 
domestic furniture. 

Coronavirus has changed many aspects of the 
daily life, such as education, work and shopping 

dynamics, and lot of people resorted to the 
online stores...

It is pretty clear that Covid has changed the daily 
life. However, we still need to discover if it is fore-
ver or just temporarily. Also in terms of tourism, for 
example, we do not know when we will be able 
again to travel ‘normally’ and at what costs, con-
sidering the restrictions adopted against pande-
mic. As for the home delivery, Italy has never relied 
much on it. And this was highlighted when the pe-
ople had to wait at least 14 days for the products 
bought from the supermarket’s website.

There was also a general revaluation of the 
house...

Just to make an example, Milan is generally cho-
sen for the out-of-home activities, that are now 
impossible considering the restrictions, so a small 
house is no more counterbalanced by these ‘plus 
features’. Moreover, many people chose Milan for 
the proximity to their workplace and now they do 
not need it anymore, because of the increase of 
smart working. That will also affect the investments 
made for the physical workspaces and digitaliza-
tion.

Which sectors were the least affected by the 
emergency?

Food industry, as well as the pharmaceutical one, 
seem to have suffered less than other sectors for 
the pandemic, as they offer essential goods. And, 
naturally, home entertainment, streaming and e-
commerce grew as well, leaded by Amazon, Netflix 
and Alibaba. The companies especially suffered on 
the export side because of the logistic restrictions. 
This is why the businesses who already sold pro-
ducts online have partly checked the crisis. 

How much did the quantity of government 
support influence the interviewees’ opinion?

It was fundamental. In the US many entrepre-
neurs received financial support just few days after 
the beginning of lockdown. And the same hap-
pened in Switzerland. However, we must consider 
that these are countries with a high expenditure 
capacity that could deliver the necessary financial 
aid in a short time.

Passato, presente e futuro di un nuovo mondo
L’emergenza Coronavirus ha influenzato, in maniera più o meno marcata, tutti i settori dell’economia. Che si sono trovati a dover far fronte a una 
realtà completamente inedita. Per poter comprendere il sentiment delle attività di diversi Paesi, Piergiorgio Folcio, business development mana-
ger nel campo di entertainment, mobili e ristorazione, ha realizzato, con alcuni collaboratori, un’indagine con 280 imprenditori di tutto il mondo. 
Con un panel composto da direttori commerciali, piccoli e grandi imprenditori, proprietari di attività, amministratori delegati, chief financial officer. 

Piergiorgio Folcio
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THE NEW GUIDELINES FOR AGRICULTURE AND FOOD INDUSTRY FOR THE NEXT DECADE AROUSED DUBTS. 
LESS FERTILIZERS AND ANTIBIOTICS. MORE ORGANIC FIELDS. MANDATORY ORIGIN OF THE INGREDIENTS 
AND REFORMULATION OF SOME PRODUCTS. THE COMMENTS OF SOME WEY PLAYERS AND ASSOCIATIONS.

‘FARM TO 
FORK’: THE 
EU STRATEGY 
GOES UNDER 
DEBATE

The challenge of the ‘Farm to Fork’ strategy is 
the core of the new European Green Deal. An-
nounced by the EU Commission on 20th May, it 
outlines the role of the agriculture and food indu-
stry and focuses on a more sustainable food pro-
duction and consumption. In order to reconcile 
what we eat with the needs of our planet and to 
reduce the ecological footprint of the European 
citizens, by ensuring safe and sustainable food 
but also a fair compensation to every link of the 
chain. And everything has to be made with an 
open eye on climate change and on the nutritio-
nal elements of the products. Which is a particu-
larly debated point, given the explicit support to 
meat substitutes and ‘alternative’ proteins from 
now to 2023. The strategy on sustainability ‘pro-
ducer to consumer’ (literally ‘farm to fork’) made 
by the European Commission can count on an 
endowment of about 20 billion euros, adding up 
the funds from EU, member States and private 
subjects. It is not made of binding targets, but 
instead guidelines for future legislative acts that 
must be arranged with the European Council 
and Parliament. In these cases, it is not easy to 
please everybody. And the debate has indeed 
polarized, producing opposite reactions.

The reactions of the agriculture 
“The Commission’s proposals”, comments 

Massimiliano Giansanti, president of Confagri-
coltura, “penalize the production potential of 
the European agriculture and food system. It is 

a prospect we do not agree on, also because 
this would cause an increase in the importation 
from third countries, that apply different and less 
strict rules”. The president of Alleanza delle coo-
perative agroalimentari, Giorgio Mercuri, points 
out the risk for the EU strategy to compromises 
security: “Before every European legislative ac-
tion it will be necessary to consider carefully the 
effects of such an important plan on farmers and 
cooperatives. They need alternatives in order to 
be able to reach such ambitious targets without 
compromising their subsistence. A ‘blindfold’ 
approach can endanger the European food se-
curity, the competitiveness and the salaries of 
thousand companies and cooperatives which 
were already heavily hit but the Covid-19 emer-
gency”.

The reserves of Paolo De Castro (S&D)
The member of the EU parliament Paolo De 

Castro gives his warning too: “We are ready to 
take on the ambitious challenge of the Commis-
sion, but not at all costs. This is the beginning of 
a path that must bring to a fiduciary agreement 
between European producers and consumers, 
based on quality, transparency and security of 
the production process and the food we eat”. He 
also added: “We are very concerned that the re-
duction targets for the use of production inputs 
could jeopardize the production capability of 
our farmers: every restriction must be accompa-
nied by the disposal of alternative instruments”.

Federalimentare: “Competitivenes endangered”
Ivano Vacondio, president of Federalimentare, 

steps into the debate too: “Given the sanitary, 
social and economic emergency caused by the 
spread of Covid-19, we believe that the Farm to 
Fork Strategy should be steered with an open eye 
on the prior necessity to help the companies of 
the agriculture and food chain, in particular the 
smallest ones, to boost them after the crisis cau-
sed by pandemic. On the contrary, we notice that 
there are still commitments that charge compa-
nies with additional burdens, such as the ones for 
packaging, most of which are not affordable in the 
current situation. The European institutions, in our 
opinion, should pay more attention to the risk that 
such measures could bring a consistent loss of in-
ternational competitiveness of the agriculture and 
food sector across the entire European Union”.

Satisfaction from the organic sector
Thumbs up from the organic sector associations. 

In particular, for the key role given to the organic 
agriculture as a method capable of bringing be-
nefits to the environment and health, and of cre-
ating occupations for young farmers. “The Farm 
to Fork and biodiversity strategies represent the 
beginning of a path towards Green Deal and a 
real twist for the European agriculture to put 
the organic farming at the core of a transition 
to more sustainable cultivation systems”, sta-
ted Maria Grazia Mammuccini, president of 
Federbio.

'Farm to form': la strategia UE fa discutere
La sfida della strategia ‘Farm to Fork’ è al cuore del nuovo European Green Deal. Annunciata dalla Commissione Ue il 20 maggio, delinea il 
ruolo dell’agroalimentare ed è incentrata sulla produzione e sul consumo di cibo in maniera più sostenibile. Per conciliare quello che mangia-
mo con le esigenze del pianeta, riducendo l’impronta ambientale dei cittadini europei, assicurando cibo sicuro e sostenibile e, al contempo, 
la giusta remunerazione a tutti gli anelli della filiera. Il tutto con un occhio di riguardo per i cambiamenti climatici e gli elementi nutrizionali dei 
prodotti. Un punto che fa parecchio discutere, accanto all’esplicito sostegno ai sostitutivi della carne e alle proteine ‘alternative’ da qui al 2023.
La strategia sulla sostenibilità ‘Dal produttore al consumatore’ (letteralmente ‘dal campo alla forchetta’) avrà in dotazione circa 20 miliardi di euro, 
tra fondi Ue, dei Paesi membri e di soggetti privati. Non si tratta di obiettivi vincolanti, ma di linee guida per i futuri atti legislativi da concordare 
con il Consiglio europeo e il Parlamento. Che hanno polarizzato il dibattito, suscitando reazioni contrastanti.
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DOES THE ITALIAN FOOD INDUSTRY MEET 
THE TARGETS OF THE EUROPEAN GREEN DEAL?

By 2023 (selection)
• Proposal for a legislative framework for sustainable food systems
• Revision of the existing animal welfare legislation
• Revision of the feed additives regulation to reduce the environmental 
impact
• Requirement for the food industry to integrate sustainability into cor-
porate strategies
• Develop an EU code for responsible business and marketing conduct
• Stimulate reformulation of processed food, including the setting of 
maximum levels for certain nutrients
• Proposal for a harmonized mandatory front-of-pack nutrition labelling
• Proposal to require origin indication for certain products
• Proposal for EU-level targets for food waste reduction
• Proposal for a revision of EU rules on date marking (‘use by’ and ‘best 
before’ dates)

By 2030 (selection)
• Reduce by 50% the use of pesticides in agriculture 
• Reduce by 20% the use of fertilizers
• Cut by 50% the consumption of antibiotics for livestock farming and 
aquaculture 
• Increase by 25% the organic cultivations 
• Increase by 30% the protected European rural and sea areas 
• Turn 10% of the farm fields into high-biodiversity areas 
• Promote plant-based proteins cultivated in the EU

PROS…
The Nomisma Observatory highlights a good situation for food safety. And Italy 
obtained some of the best percentages for the number of products that, according 
to the examinations of the European Food Safety Authority (Efsa), show absolutely 
no residuals.
The research shows that the Italian average per capita quantity of food waste (126 
kg) is 16% lower than the European one and it has been strongly decreasing in the 
last decade.
Another significant point is represented by the reduction in the quantity of pestici-
des and fertilizers used by Italian farmers in the last decade, as pointed out by the 
Institute for the environment protection and research (Ispra). This means insecticides 
(from 1.2 kg for hectare to 0,6 kg), fungicide (-30%), weedkillers (-20%), but also nitro-
gen (-25%), phosphorus pentoxide (-36%) and potassium oxide (-50%).
Italian food industry also registers a decrease in the greenhouse gases emissions 
(-12.3% in the last 20 years according to Eurostat), which represent 7% of the total of 
emissions against the European average of 10%.

…AND CONS
If in terms of biodiversity and woodlands Italy steadily ranks in the top 5 of the EU 
countries, data highlights strong difficulties about water. Our country shows indeed 
an high relation between extractions and water resources, with agriculture that re-
presents half of the total use.
Particularly severe are the data about land consumption, which increased by 50% 
in the last 30 years, but also about water erosion, for which ranks on the top of the 
European chart for the damages inflicted to the ground.

ITALIAN PRODUCTS ARE HEALTHER AND SAFER

Presence of residuals in agri-food products
(Official controls in EU countries, 2017)

Presence of residuals in agri-food products
(Italy,official controls for different products, 2017)

None Below legal limit Over legal limit Source: Nomisma on EFSA on health Ministry data

Source: Nomisma on EEA and ISPRA

Italy

Baby food

Olive oil

Cereals

Vegetables

Wine

Fruit

Poland EU-27 France Greece Germany Netherlands Spain

60% 60%
57%

56%
52%

50%

47%

43%
37% 36%

40%
40%

44%

48%

50%

54%

3% 4% 3% 4% 4% 2% 3% 2%

100%

96%

80%

59%

65%

38%

4%

20%

41%

33%

61%

2%

1%

THE DIFFICULT HANDLING OF WATER

Total water withdrawal/available resources 

Italy

Spain

Cyprus

Bulgaria

Belgium

Poland

Greece

Germany

Estonia

France

28,1%

28,0%

27,7%

26,6%

21,8%

16,7%

16,4%

15,9%

13,9%

12,5%

ITALY 50%
SPAIN 65%

Agriculture/total 
withdrawals
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THREE SIMPLE INGREDIENTS MAKE UP THE POPULAR ITALIAN SNACK. SMALL FORMATS, 
CAPTIVATING PACKS AND ENDLESS FLAVOR POSSIBILITIES BY TERRE DI PUGLIA.

Loved at all ages and latitudes, Tarallo is made 
with three ingredients: extra virgin olive oil, flour 
and white wine. In recent years, this traditional 
Apulian savory snack has conquered the palate 
of global consumers thanks to its simplicity and 
versatility: perfect for a break, it’s a delicious ac-
companiment to meals and as an aperitif. Terre di 
Puglia, a specialist in the production of savory and 
sweet snacks, also organic and vegan, is one of 
the main contributors to the success of this typical 
product of the Apulian territory on a global scale.

With exports accounting for 60% of the com-
pany’s turnover - grown by two percentage points 
between January and May 2020 - the Terre di Puglia 
brand is well recognized in many world countries 
and in different distribution channels: from food 
service to large retailers, from normal trade to ven-
ding. Besides rail, air and sea transport operators. 
“This multi-channel approach has always been 
one of our greatest strengths. Even more in times 
like the current one, when the global health emer-
gency has caused the shutdown of many big and 
small businesses,” said Nicola Visaggio, owner of 
Terre di Puglia. “Between January and May 2020, 
the company's turnover registered a 3% increase 
compared to the same period last year. A very 
positive figure and in contrast with the rest of the 
market.”

International by vocation
Terre di Puglia was established 17 years ago 

with the aim of spreading the knowledge and 
love for tarallo the world over. “Our distinctive 
feature abroad has always been the wide variety 
of flavors and formats available in our range, able 
to meet the needs of all kind of consumers. We 
are indeed proud producers of a 'glocal' Tarallo, 
because while reflecting the quality and tradition 
of the traditional Apulian Tarallo, it is dressed up 
with new and innovative colors and flavors,” adds 
Luciana De Bellis, marketing and sales manager. 

The company boasts a very wide and diversified 
range, which has always made of ‘positive cultu-
ral contamination’ its ace in the hole: “One of the 
products most demand abroad is the 80 gram 
pack of Tarallino, called ‘Millerighe’, a snack highly 
appreciated in the Asian markets and available in 
10 different flavors.”

Besides product quality, the quality of produc-
tion processes and services has also contributed 
to the success achieved by the company on glo-
bal markets: Terre di Puglia can count on cutting-
edge facilities and technologies as well as high 
safety standards, international certifications (such 
as organic and kosher), and the ability to maintain 
relations with customers of every continent. "Fe-
atures that makes our company a reliable partner 
all over the world", adds Luciana De Bellis.

Taralli addicted
Un prodotto amato a ogni età e a ogni latitudine. Realizzato con tre semplici ingredienti: olio extra vergine di oliva, farina e vino 
bianco. Negli ultimi anni, il tarallo ha conquistato il palato dei consumatori di tutto il mondo, grazie anche alla versatilità che lo 
caratterizza. Terre di Puglia, specialista nella produzione di snack salati e dolci, anche biologici e vegani, è uno dei grandi porta-
bandiera, su scala globale, di questo prodotto tipico della tradizione pugliese.

www.terredipuglia.it

TARALLI 
ADDICTED

https://www.terredipuglia.it/


Although the Coronavirus emergency has struck our country with dreadful force, there are sectors, such 
as the food sector, which have reacted promptly and decisively to this unexpected challenge. In front of 
a strong increase in requests from large-scale retailers, and even if forced to operate in a difficult and 
dangerous context, our companies have continued to guarantee continuity of supplies, both in Italy and 
abroad, despite the many logistical impediments. The paralysis of the food service has obliged many to 
diversify their offer and services. And there are still large uncertainties for what is to come in the months 
ahead. The description of the great and small difficulties faced, day after day, by some of the largest 
'made in Italy' agri-food companies directly from the voice of export managers, sales directors and CEOs. 
Companies that confirm themselves as irreplaceable partners for the global supply chains.

Orgoglio italiano
Benché l’emergenza Coronavirus abbia colpito con particolare forza il nostro Paese, ci sono settori, come quello alimentare, che 
hanno reagito con prontezza e decisione di fronte a questa inaspettata sfida. A fronte di un incremento significativo della richieste 
da parte della Grande distribuzione organizzata, e pur se costretti a operare in un contesto difficile e pericoloso, le nostre aziende 
hanno continuato a garantire continuità di forniture, sia in Italia sia all’estero, nonostante i molti impedimenti logistici. La paralisi 
del settore Horeca ha obbligato molti a diversificare offerta e servizi. E le incertezze su quello che ci riserveranno i mesi a venire 
sono ancora molte. In queste pagine, il racconto di quelle che sono state le grandi e piccole difficoltà affrontate, giorno dopo gior-
no, da alcune grandi aziende dell’agroalimentare ‘made in Italy’, direttamente dalle voci di export manager, direttori commerciali 
e amministratori delegati. Aziende che si confermano partner insostituibili per le grandi catene di fornitura mondiali.

THE SURVEY

The Italian Food Magazine - Buyer's Guide / 11

follow



/ The Italian Food Magazine - Buyer's Guide12

THE SURVEY

/ The Italian Food Magazine - Buyer's Guide12

Before the Covid-19 Pandemic, Italian food and be-
verage exports were flying high. According to data is-
sued by the Istat, Italian National Institute of Statistics, 
in 2019 the sector’s export turnover reached a new re-
cord peak with sales of 44.6 billion euro, rising by 5.3% 
over 2018. Nevertheless, the Coronavirus emergency 
- which greatly complicates the global economic sce-
nario - has cast a gloomy shadow over the forecasts 
for 2020. Although there is no lack of orders, compa-
nies are concerned about the slowdowns generated, 
among other things, also by an increase in border 
controls.

To compensate for what has been lost on the fo-
odservice channel, a significant part of consumption 
is moving from restaurants and bars to homes, with 
the large-scale retail trade that is called to respond to 
a fast growing demand, despite the many problems 
imposed by the adoption of the necessary safety me-
asures. In the hardest weeks of this unexpected crisis, 
however, the Italian food industry has given proof of 

great flexibility and resistance. Continuing to supply, 
to the best of its possibilities, clients both in the dome-
stic market and international markets. The situation 
has differed a lot across the different sector. As the 
owners, export managers and sales directors of some 
of the major Italian agri-food companies explain in the 
following pages of this report.

The export results achieved by Italian agri-food 
companies in 2019

With the exception of olive oil, whose shipments fell 
by 8.2%, all the other products of the Mediterranean 
diet closed 2019 on a rising note. Despite the fear for 
a hard Brexit and the threat of new tariff from the US, 
at the end of the year Italian wine, the main driver of 
our exports around the world, recorder record sales 
outside national borders, at 6.43 billion (+3.2%).

The best growth rates, however, were displayed 
by the dairy sector, whose total turnover on global 
markets reached and surpassed the 3 billion euro 
threshold. Positive results also for pasta (2.6 billion, 

+7.2%), bakery products (2.33 billion, +11.7%), tomato 
preserves (1.66 billion, +5.5%) and deli meats. The lat-
ter, despite the sharp increase in the price of raw ma-
terials, closed 2019 with an export value of 1.5 billion 
euro, up by 1.6%.

The trend of extra-EU trade during 
the Covid-19 emergency
As shown by the data released by the Centro Studi 

di Confagricoltura, from the comparison of the ex-
port values of the first four months of 2019 and 2020, 
a growth trend emerges (+3.7%). A growth that, ne-
vertheless, has not interested all sectors to the same 
extent. Looking at the different f&b categories, the 
most significant increases were related to vegetables 
(+30%) and meats (+25%); bakery products, proces-
sed fruit & vegetables as well as cured meats are close 
to +15%; olive oil (+11%) and rice (+10%) also did well. 
Food pastas (-14%), fruit (-9%) and preserved meats 
(-8%), on the other hand, showed significant decrea-
ses.

WHEN THE 
GOING GETS 
TOUGH…

Grains
-of which rice
Vegetables
Fruit
Still and sparkling wines
Olive oil
Livestock
Meat and offal
Flowers and plants
Edible pasta
Bakery and confectionery
Processed fruit and vegetables
Cheese and dairy products
Meat preserves
Deli meats
Total

Grains
-of which rice
Vegetables
Fruit
Still and sparkling wines
Olive oil
Livestock
Meat and offal
Flowers and plants
Edible pasta
Bakery and confectionery
Processed fruit and vegetables
Cheese and dairy products
Meat preserves
Deli meats

2019
48,3
42,0
75,6
244,1
1000,9
283,7
2,5
141,7
93,8
438,1
227,7
360,0
262,8
21,4
31,0
3231,6

Jan.
-15,0
-12,0
+19,1
-8,1
+24,2
-5,7
+22,8
+32,6
-19,0
+10,3
+26,2
+18,2
+59,8
+29,2
+24,6

2020
53,9
46,1
98,3
221,8
1033,7
315,7
2,1
177,3
70,3
377,2
262,9
414,1
268,7
19,6
35,5
3351,1

Feb.
+24,3
+19,7
+30,0
-7,2
-1,6
-3,0
+0,1
+19,1
-8,8
+17,9
+17,6
+5,1
-13,3
+2,5
+27,2

Var. %
+11,5
+10,0
+30,1
+9,1
+3,3
+11,3
-17,2
+25,2
-25,0
-13,9
+15,4
+15,0
+2,3
-8,1
+14,7
+3,7

Mar.
+15,2
+6,7
+25,9
-8,9
-3,8
+22,3
+3,8
+23,7
-32,4
+24,9
+6,5
+16,5
-11,2
-17,4
+15,7

Apr.
+21,2
+24,0
+46,8
-14,3
-2,7
+31,7
+75,0
+26,6
-30,2
-47,6
+12,6
+20,6
-18,6
-37,0
-3,3

Comparison between Jan-Apr 2019 vs. 2020 (million euro) Monthly percentage variations (Jan-Apr 2019-2020)

Source: Centro Studi Confagricoltura elaborations on Custom data
Source: Centro Studi Confagricoltura elaborations on Custom data

ITALIAN EXPORT TO EXTRA-EU COUNTRIES
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DESPITE THE CHALLENGES IMPOSED BY THE PANDEMIC, THE GROWTH OF ITALIAN 
AGRI-FOOD GLOBAL BUSINESS CONTINUES. IN THE FIRST QUARTER OF THE YEAR, 
EXPORTS WERE UP BY 3.7%  IN VALUE.

Quando il gioco si fa duro…
Le cose andavano tutt’altro che male prima che sull’Italia e sul suo settore agroalimentare si abbattesse la bufera del Co-
vid-19. I dati Istat sull’export relativi al 2019 tratteggiano uno scenario positivo, con un nuovo record del fatturato all’estero 
che, per il settore agroalimentare, tocca quota 44,6 miliardi di euro, in crescita del 5,3% rispetto al 2018. Come evidenziano 
i dati diffusi dal Centro Studi di Confagricoltura, dal confronto tra i valori delle esportazioni nei primi quattro mesi del 2019 
e del 2020 emerge comunque un trend in crescita (+3,7%). Con differenze tuttavia marcate tra i comparti.

https://www.botallaformaggi.com/
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“Our international business in the first quarter 
of 2020 has been substantially stable. Just in some 
countries, in the very first part of their lockdown, 
we experienced a slowdown in volumes, pro-
bably determined by the state of emergency in 
which retailers were operating. The situation, ho-
wever, has quickly returned to the volumes of our 
consolidated commercial relationship and today 
we have resumed our growth,” underlines Elena 
Dzyuba, of the marketing office of La Pizza+1. 
For the Piacenza-based pizza specialist, it is fun-
damental to provide customers with a punctual 
and efficient service: "We have always managed, 
even in the most difficult weeks, to ensure the re-
gular delivery of orders.”

No problem in deliveries, despite some initial 
tension, even for a major Italian confectionery 
company, Lago Group: “Thanks to the highly au-
tomated systems in our two processing facilities, 
in compliance with the safety and hygiene stan-
dards demanded in such an emergency situation, 
the company has never stopped producing,” hi-
ghlights the chief commercial officer, Francesco 
De Marco, who is confident in a rapid recovery 
of international trade. “In the first part of the year 
we had a double-digit growth, mainly driven by 
some European countries, by the markets of the 
Middle East and Southeast Asia. The US market 
has undergone a downsizing, but we expect a ra-
pid recovery by the end of June.”

Roberto Renna, director of operation at Puglia 
Sapori, also hopes for a rapid recovery of global 
trade. "Like many other companies, our business 
was affected by the current health emergency 
too. Abroad, our products are mainly directed to 
Central-Northern and Eastern Europe and to the 
United States. All areas that have been - more or 
less - severely impacted by the Covid-19 crisis, 
which directly affected stock rotations.”

Uninterrupted production, even in the toughest 
months of the emergency, for Fiorentini Alimen-
tari, as the export manager Simona Fiorentini 
explains: “Although we have always continued 
to work, international sales experienced a 30% 
drop due to an initial ‘distrust’ toward Italian pro-

ducts.” The paralysis of a key distribution channel 
like food service also contributed to such a decre-
ase in exports, the manager explains: "Abroad, 
we supply restaurants and vending machines with 
single-serve snacks. The closure of all commercial 
activities has therefore influenced the sales decre-
ase registered by these products.”

Francesco Tavoletti, export manager at Molino 
Spadoni, shares the same opinion. Despite the 
problems experienced in the first quarter of the 
year, the company recorded a 30% growth: “Du-
ring the lockdown, which affected several countri-
es almost simultaneously, the food service chan-
nel has undergone an important setback only 
partially compensated by large scale retailers and, 
in particular, by cash & carry players which have in-
creased their demand. The closure of restaurants 
and shops has particularly affected some countri-
es, such as Spain. This led to a slowdown in the 
rotation of some products in our assortment.”

The guarantee of food safety standards reque-
sted, a further improvement in sanitization pro-
cesses and strict controls on both raw materials 
and finished products have been fundamental 
for all producers. As Germinal Italia explains: "In 
regard to orders, after a first moment in which cu-
stomers asked for big quantities to secure their 
stock, there was an adjustment of sales rotations. 
On the other hand, the demand from the Chine-
se market for our range of products directed to 
children has substantially increased. Products be-
longing to the BioJunior brand are perceived as 
safe thanks to the quality of the ingredients and 
the strict controls carried carried out during the 
production process”, explains Elisa Zamperoni, 
export and PL manager at Germinal Italia. 

For the Vicenzi Group, a confectionery spe-
cialist whose products are distributed in more 
than 100 world countries, China was instead the 
only market experiencing a slowdown in the 
first months of the year: “A slowdown that now 
seems to be overcome, with gradual recovery”, 
the export marketing manager, Simona Marolla, 
highlights. “As regards exports, the main issues 
were connected to a general slowdown in the 

www.fiorentinialimentari.it

Product name
Organic 
SI&NO XXL 160 g
Description
Small corn cakes 
with pulses from or-
ganic farming: not 
fried, gluten free, no 
yeast, vegan, source 
of protein, source of 
fibre.
Shelf life
12 months from production.

FIORENTINI 
ALIMENTARI

www.germinalbio.it

Product name
Biojunior Line
Description
BioJunior is a line of organic pro-
ducts for early childhood. Plain biscu-
its (7 months+) and apple biscuits (10 
months+) are eggs free, with no added 
salt and fortified with Vitamin B1. Blue-
berry bar (10 months+) is dairy free, 
eggs free, with no added salt, sweete-
ned with apple juice and fortified with 
Vitamin B1.

GERMINAL 
ITALIA

www.idbgroup.it

Product name
Easter cake with Limoncello cream 
Description
Shopper
Shelf life
210 days.

INDUSTRIA 
DOLCIARIA BORSARI

BROKEN, BUT NOT DEFEATED 
BY THE GLOBAL HEALTH EMERGENCY, 

THE ITALIAN CONFECTIONERY, 
BAKERY AND SNACKS INDUSTRY KEEPS ON 

DRIVING ITALIAN AGRI -FOOD EXPORTS. 
DESPITE THE SLOWDOWN REGISTERED 

IN THE GLOBAL SUPPLY CHAINS 
AND THE LOCKDOWN OF ALL FOOD SERVICE 

ACTIVITIES LED TO A CONTEXT MARKED 
BY UNCERTAINTIES,  THE SLOW RECOVERY 

OF ALL THE DISTRIBUTION CHANNELS 
HAS GIVEN NEW LIFE TO THE SECTOR, 

WHICH IS  READY TO START AGAIN 
WITHOUT UNCERTAINTIES.
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most delicate phases of production, and in the 
delivery of goods, as there were delays in the 
departure of the ships.” A problem highlighted 
also by Marco Zubani of Valledoro: "We delay-
ed some deliveries due to stops and checks at 
customs between states and the lack, in some 
situations, of available carriers.”

The Ceo of Industria Dolciaria Borsari, An-
drea Muzzi, did not encounter any significant 
problem in fulfilling its orders: “If we consider 
that abroad orders are made earlier with respect 
to Italy, we had no great problems in selling to 
retailers and to other market operators. The 
sell-out performance has instead differed from 
country to country, mainly due to the adoption of 
restrictive measures and lockdown policies. For 
us, it could translate into greater caution in future 
assortments.”

Terre di Puglia, specialized producer of swe-
et and savory snacks, was among the companies 
that, even during the Coronavirus emergency, 
recorded significant growth: "Between January 
and May 2020, turnover increased by 3% com-
pared to the same period last year and the inci-

dence of exports on turnover increased by 2%. A 
very positive result, and in contrast with the rest 
of the market,” explains the owner, Nicola Visag-
gio. Hence, the company has always relied on 
different distribution channels: “In such difficult 
months, which have put more than one company 
in the sector in serious difficulty, this plurality has 
allowed us to achieve an important growth, like 
the one registered in the large-scale retail.”

The trend was positive also for the Vicenza-
based company The Bridge, which in March 
recorded a significant business increase: “It was 
determined by the fact that foreign customers 
increased stock volumes because they feared 
the closure of borders. Besides of that, as bars 
and restaurants were closed, food consumed at 
home and consequently the sales of supermar-
kets have increased”, explains the Ceo, Marco 
Negro Marcigaglia. “After March, the volumes 
returned to pre-Covid levels. We registered de-
lays in transports, mainly to Eastern European, 
but in the end we always managed to deliver our 
goods to all of our customers.”

www.lapizzapiuuno.it

Product name
The authentic 
crunchy Genoese Focaccia
Description
Tasty and fanciful, handmade in the 
company’s baking laboratory in the 
province of Genoa, it is made with na-
tural ingredients only and without pre-
servatives. An authentic, ancient recipe 
that faithfully interprets the Ligurian 
tradition. Three flavors to satisfy va-
rious tastes. The three recipes 
are available in 100 and 250 
g packs, wrapped in a 
bag and pro-
tected by pla-
stic tray.
Shelf life
120 days.

LA PIZZA +1

www.lagogroup.it

Product name
Mini Roll Wafer
Description
Rolled wafer bites. New food form, 
new texture and new flavours in the 
wafer shell.
Shelf life
18 months.

LAGO GROUP 

PUGLIA SAPORIVALLEDORO

VICENZI

www.terredipuglia.it

Product name
Taralli Gourmet 150 
g box
Description
Terre di Puglia pre-
sents the new Taralli 
Gourmet Box range, 
made of four diffe-
rent flavours: classic; 
fennel; onion; chee-
se and pepper. Sold 
in an elegant box, 
they represent all over the world the 
most typical Italian snack.

TERRE DI  PUGLIA

www.pugliasapori.com

Product name
Puglia La Merenda
Description
The combo snack designed for the lit-
tle consumers: thanks to its compact 
and practical packaging, it is the ide-
al solution for all parents who are lo-
oking for a healthy and genuine snack 
for their children to always carry with 
them. Each cardboard box contains a 
single portion of 40 g of EVO oil Puglia 
Sapori Tarallini, a 125 ml Il Giardino dei 
Sapori peach smoothie (95% fruit) and 
a fun collectable Trulli Tales eraser.
Shelf life
12 months.

www.valledorospa.it

Product name
Risibisi rice and teff 
Description
Extruded snack made of rice and teff, 
gluten-free.
Shelf life
8 months.

www.matildevicenzi.com 

Product name
5 o’clock Tea Time tin
Description
Matilde Vicenzi has created an as-
sortment of special and delicate pastri-
es in an elegant and classy tin, to enjoy 
at home or as the ideal gift. A special 
selection of cookies that enhances the 
different flavors and satisfies all tastes. 
Excellent cookies in an exclusive tin, a 
tribute to the Italian fine pastry tradi-
tion with a woman’s touch. 
Shelf life
12 months.

www.molinospadoni.it

Product name
Ovenable gluten-free Pizza Margherita
Description
Gluten-free Pizza Margherita, packa-
ged in the ovenable food film, cooks 
directly in the special oven bag with an 
anti-contamination barrier. No conta-
mination, no oven cleaning, no need 
for a dedicated oven.
Shelf life
12 months.

MOLINO SPADONI



https://www.sterilgarda.it/


https://www.sterilgarda.it/
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"The cr is is  generated by Covid-19 
has determined a further r ise in our 
export",  explained Michele del l ’A-
qui la,  export  manager at  Pastif icio 
Atti l io Mastromauro Granoro .  " In 
t imes of  cr is is ,  pasta always becomes 
a 'safe haven' and this  rule appl ies 
not only to the domestic market,  but 
to the internat ional  ones as wel l . 
The sanitary emergency has overtur-
ned the pre-exist ing balances and 
overwhelmed global  large-scale re-
tai lers,  which were afraid to run out 
of  stock.  This al lowed our company 
to continue to supply i ts  usual  part-
ners,  and to start  new supply part-
nerships too.” Some problems rela-
t ing to exports have remained: “We 
face obstacles connected with tar i f -
fs ,  currencies and economics",  the 
export  manager explains.  “In this 
s i tuat ion of  emergency,  however,  we 
have witnessed a s lackening on the-
se issues,  which I  would cal l  ‘com-
mon sense’ .”

The trend recorded by Master ,  the 
Treviso-based gnocchi  special ist  was 
also very posit ive.  “Internat ional  sa-
les this  year marked a 30% value in-
crease over 2019.  Much of the incre-
ase in turnover was recorded during 
the f i rst  weeks of  the Coronavirus 
emergency,  when many customers 
doubled their  orders fear ing a pos-
sible closure of  borders.  For Q3 we 
expect a s lowdown in demand, due 
to the large volumes previously de-
manded”, highl ights the marke-
t ing director,  Alberto Bianco. In the 
weeks of  the sanitary emergency, 
the company did not encounter ma-
jor obstacles in foreign trade: "The 

only noteworthy difference is  the 
postponement of  our entry in one of 
the most populated and fast  deve-
loping world countr ies.  A delay that 
was caused by the general  insecurity 
in that country,  and by the need for 
importers to focus on the continuity 
of  the suppl ies they already treated. 
In any case,  we hope that we wi l l  ma-
nage to make the f i rst  supply by the 
end of the year.” The fact of  rely ing 
on a nat ional  supply chain has def i-
nitely contr ibuted to the company's 
success over the past weeks.  "A very 
important factor,  especial ly  consi-
dering the fears of  possible borders 
c losure," adds Alberto Bianco.

A posit ive trend was also registe-
red by Pedon ,  renowned producer 
of  pulses,  grains,  seeds and deri-
ved products.  “We have been facing 
and extraordinary peak of  demand 
start ing from the 21st of  February 
onwards”,  explains the export  direc-
tor,  Paolo Pedon. “In March,  order 
col lect ion marked an extraordina-
ry +116% by volume and +105% by 
value.  Dry legumes l i teral ly  skyro-
cketed, fol lowed by r ice & grains 
(+70%),  pasta (+50%) and ready me-
als (+35%).  Seeds soared about 15%. 
Apri l  and May had more or less the 
same pace of March.” The outbreak 
of  the Pandemic caused a total  di-
sruption of  the company’s plans:  “In 
terms of manufactur ing,  our plant 
has worked 24/7 in al l  production 
departments and in order to extract 
more volumes,  we had to increase 
eff ic iency,  e.g.  increasing the s ize 
of  production runs,” adds Paolo Pe-
don. “As regards the sourcing of raw 

THE POSITIVE TREND EXPERIENCED 
BY THE EXPORTS OF ITALIAN PASTA IN RECENT 

YEARS HAS CONTINUED UNINTERRUPTED. 
A PRODUCT THAT,  EVEN MORE IN TIMES 

OF CRISIS  SUCH AS THE ONE WE ARE L IVING, 
IS  A ‘SAFE HARBOR’  FOR LARGE-SCALE 

RETAILERS.  THIS WAS WIDELY PORTRAYED 
BY THE PHOTOGRAPHS TAKEN DURING THE 

MOST DIFFICULT DAYS OF THE COVID-19 
EMERGENCY,  SHOWING EMPTY SHELVES. 
A S ITUATION THAT HAS OCCURRED BOTH 
IN ITALY AND ABROAD, WITH THE MAJOR 
WORLD RETAIL CHAINS DEMANDING FOR 
AN INCREASE IN SUPPLIES.  ALL ITALIAN 

PLAYERS IN THE SECTOR BENEFITED FROM 
THIS UNEXPECTED AND SUDDEN INCREASE 

IN DEMAND. AS WELL AS PRODUCERS OF 
CEREALS,  LEGUMES AND OTHER COMMODITIES.

www.mammaemma.it

Product name
Gnocchi stuffed with to-
mato and mozzarella
Description
The only stuffed gnoc-
chi made with 100% real, 
fresh potatoes. Made 
with only natural ingre-
dients, these gnocchi are 
a tribute to Italy’s favo-
rite pairing: tomato and 
mozzarella. The use of 
fresh potatoes gives the-
se stuffed gnocchi a pil-
low-like feeling, keeping 

them always soft. Ready in 3 minutes, 
they can be cooked directly in the pan, 
without the use of boiling water. 
Shelf life
60 days refrigerated; 18 months frozen.

MASTER

www.pedon.it

Product name
‘I Pronti’ Pedon
Description
A family of innovative products that sati-
sfies all palates. Three categories for any 
meal of the day: pulses, grains, mixes of 
grains and pulses. Steamed naturally wi-
thout additives or preservatives to main-
tain all the nutritional properties of a 
healthy and genuine product. Prepared 
with Italian extra-virgin olive oil, they are 
perfect for hot or cold recipes. Packa-
ged in a handy microwaveable doypack, 
these ready-to-use products do not re-
quire draining.
Shelf life
18 months.

PEDON

PASTIFICIO ATTIL IO 
MASTROMAURO 

GRANORO

www.granoro.it

Product name
Penne BiRigate Granoro 
Dedicato Integrale
Description
100% Apulian durum wheat 
wholemeal semolina pasta, 
bronze drawn, rich in fiber, 
with wheat germ, nutritional-
ly complete.
Shelf life
36 months.

https://www.mammaemma.it/
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THE SUPPLIES OF ITALIAN APPLES WERE GUARANTEED WORLDWIDE 
ALSO DURING THE COVID-19 EMERGENCY,  ALSO THANKS 

TO CONSOLIDATED BUSINESS RELATIONSHIPS WITH PARTNERS 
IN LOGISTICS.  AS HIGHLIGHTED BY TWO IMPORTANT PLAYERS 
OF THE PENINSULA.  THE DEMAND FOR PACKAGED PRODUCTS 

IS  RIS ING FAST IN LARGE-SCALE RETAIL.

materials ,  we mapped suppl iers ac-
cording to their  level  of  cr i t ical i ty 
(based on mult iple factors)  in order 
to have our resources more focused 
where i t  real ly  matters.  For al l  immi-
nent threatening s ituat ions,  a stra-
tegy of  sourcing differentiat ion is 
already being implemented. For the 
packaging, we had to closely work 
with al l  our suppl iers and st imulate 
them to increase the stock of  raw ma-
ter ials  and keep a close eye to their 
supply chains.” The s lowdown faced 
by al l  t ransport  services,  also due to 
increased border controls and addi-
t ional  sanitary measure,  has in some 
cases inf luenced product del iver ies, 
according to the export  manager. 
“As regards land transport  across the 
EU, certain arrangements and speci-
f ic  measures taken by the countr ies 
have had a direct impact on freight 
capacit ies,  speed of processing ope-

rat ions,  del ivery t ime and rates.  Ports 
and shipping companies operate de-
spite diff icult  condit ions.  Most of 
shipping l ines are adding surcharges 
as space on vessels tends to be l i -
mited and equipment is  start ing to 
become scarce,  especial ly  for  inland 
pickups.  Due to borders bott lenecks 
and congested customs, s lowdowns 
were expected for al l  major ports.”

With the upl i f t  of  the demand, ten-
sions on raw material  quotat ions 
have started in the market,  Paolo 
Pedon added. “General ly  speaking, 
the more the demand increases,  the 
more prices show a growing trend. 
From this  point of  v iew, legumes, 
r ice and grains/cereals are the crops 
more affected by these turbulences. 
Beside the volume effect,  the more 
the virus spreads across the globe, 
the more var ious s i tuat ions are set to 
disturb the status quo.”

"Our sales plan for the past three 
months has continued regularly wi-
thout any particular shock," explai-
ned Werner Castigl ioni,  director of 
the Biosüdtirol  cooperative from 
South Tyrol.  "The implementation of 
al l  safety measures has slowed down 
production t imes, and we had to work 
at 70% of our production capacity, 
but our customers understood and 
accepted this situation. For our part, 
we tr ied to meet their needs by giving 
maximum flexibil ity,  as far as possi-
ble, in terms of deliveries. By now we 
have not encountered any major pro-
blems in logistics,  except towards the 

East.” First Italy,  then also Germany, 
the United Kingdom and Ireland have 
started to stock food. "During this 
period the sales of our organic apples 
have gone up, while in the fol lowing 
days sales have dropped signif ican-
tly,” the director adds. "In general, 
s ince the Covid-19 emergency began, 
the demand for packaged product 
has increased. Our latest packaging 
innovations perfectly meet this need, 
thus respecting the environment: the 
foodtainer made out of grass paper 
and the bags made with sugar cane.”

The Consorzio Melinda  was also sa-
t isf ied with the trend experienced by 

international trade, especial ly across 
Europe, as explained by the coordi-
nator of the export department, Ste-
fan Mittermair:  “We have witnessed a 
quick shift  of purchases from bulk to 
packaged products, just l ike it  happe-
ned on the Ital ian market as well .  We 
faced some diff icult ies on the most 
consolidated markets, also due to the 
total shutdown of the Horeca channel. 
Overal l ,  we are satisf ied with the per-
formance achieved.” Thanks to long-
lasting partnerships with carriers,  the 
Consortium was able to guarantee a 
continuous service to al l  customers 
even during the weeks of emergency.

BIOSÜDTIROL
www.biosuedtirol.com

Product name
Home compostable fruitbags
Description
100% home compostable clear 
fruitbags. The new, certified eco-
bags, totally GMO-free, are made 
from sugar-cane and thistle and 
sunflower seed oils. They therefo-
re meet all European requirements 
for home composting and break 
down within 180 days. The biode-
gradable bags are able to contain 
from 750 g to a kilo of apples.

www.melinda.it

Product name
Melinda Enjoy & Morgana
Description
Thanks to its extreme juiciness, on the communi-
cation materials Morgana is depicted surrounded 
by an explosion of juice and accompanied by a pa-
yoff that reads ‘eXtremely juicy’. This apple is also distinguished 
by its particularly crunchy flesh and its high content of vitamin 
C. Enjoy, on the other hand, has a skin that tends to pink and a 
crisp and sweet flesh. As well as its peel, pink is also the colour, 
which together with Melinda blue, paints its logo outlining a 
modern and attractive texture for packaging and communica-
tion materials dedicated to this variety.

CONSORZIO MELINDA

https://melinda.it/


/ The Italian Food Magazine - Buyer's Guide20

THE SURVEY / DELI MEATS

/ The Italian Food Magazine - Buyer's Guide20

"The first months of the year have 
been very positive for the activities 
carried out on global markets by the 
companies belonging to our network,” 
explains Costanza Manzini, export ma-
nager for Le Famiglie del Gusto, that 
brings together the Italian deli meat 
producers Coati, Felsineo and Salu-
mificio San Michele, as well as Fel-
sineo Veg, specialist in plant-based 
and organic products. “In the months 
of the Coronavirus emergency, from 
March onwards, the normal opera-
tions and expected volumes recorded 
a slowdown, but the companies have 
always continued to operate, in com-
pliance with the regulations imposed 
by the emergency, in order to supply 
their customers.” The last months, ex-
plains the export manager, were cha-
racterized by a shift in the sales chan-
nels, which saw a strong increase in the 
business made with large-scale retail - 
especially for packaged products - and 
a severe slowdown in food service. “In 
some cases - adds Costanza Manzini - 
such a change required to adapt both 
offer and services to the different mar-
ket demands.” Thanks to a close col-
laboration with their logistics partners, 
the companies of the network were 
able to guarantee a constant supply 
even in the hardest moments of the 
emergency.

Also for speck Alto Adige PGI, the 
good performances recorded in large-
scale retail contributed, during the 
weeks of crisis, to compensate for the 
drop recorded in food service. As Re-
cla's export manager, Hannes Jörg ex-
plains: “During the Coronavirus emer-
gency, the demand from mass retailers 

drastically increased both in Italy and 
abroad. In particular with regard to fi-
xed-weight products. Other channels, 
such as cash & carry or food service, 
have instead suffered a lot.” The pro-
secution of activities beyond national 
borders was often complicated, also 
due to some logistical problems, Han-
nes Jörg highlights: “The temperatu-
re controls on the border with Austria 
caused some delays in deliveries and 
reduced the capacity of the carriers. 
However, we have received much big-
ger orders from our foreign customers, 
also due to the fear of a possible closu-
re of the borders with Italy.”

The strong presence in large-scale 
distribution allowed Terre Ducali, ba-
sed in the Parma  province, to keep 
on working without significant impedi-
ments, both in Italy and abroad. "We 
were only partially affected by the Co-
ronavirus emergency because most 
of our business takes place with retail 
chains that were not forced to close 
during the crisis,” highlights the ex-
port manager, Gianluca Armenzoni. 
“With regard to the European markets, 
we faced delays in deliveries due to 
congestion at the borders in the first 
weeks of emergency. Outside Europe, 
instead, we have witnessed the com-
plete cancellation of direct flights from 
Italy to Japan, which resulted in a stop 
of about two months of our activities 
in the country.” As a further guarantee 
of complete food safety, Terre Duca-
li can count on the treatment of pro-
ducts with high pressure (HPP) and on 
the processing of deli meats in a clean 
room, “which allows total safety of the 
finished product", adds Armenzoni.

DURING THE CORONAVIRUS EMERGENCY, 
THE ITALIAN PRODUCERS OF COOKED 

AND CURED HAMS,  SALAMI,  MORTADELLA, 
SPECK AND ALL THE OTHER DELI  SPECIALTIES 

FOR WHICH ITALY IS  WELL RENOWNED ALL 
OVER THE WORLD,  HELD THE ‘MADE IN ITALY’ 
FLAG HIGH.  WITH THE EXCEPTION OF SOME 

LOGISTICAL OBSTACLES OR SLOWDOWNS, 
THE SECTOR HAS CONTINUED TO WORK AND 

SELL,  MAINLY THANKS TO A SHARP
INCREASE IN DEMAND FROM 

BOTH THE ITALIAN AND FOREIGN 
SUPERMARKET CHAINS,  PRIMARILY 

WITH REGARD TO PACKAGED PRODUCTS.

SALUMIFICIO 
F.LLI  COATI

www.san-michele.it 

Product name
Gourmet cured 
ham 90 g - 
Truffle
Description
Cured ham fla-
voured with truf-
fle, produced 
in Italy, aged 
forat least 10 
months. Sliced 
and disposed 
in tray with soft slices. The unit is for-
med by a rigid thermoformed tray.

SALUMIFICIO 
SAN MICHELE

www.terreducali.it

Product name
‘Aperitiamo’ with Salame Felino PGI, 
cheese, olives and breadsticks
Description
A simple and elegant black tray with 
100% content of Italian specialties. Sa-
lame Felino PGI, cured Italian cheese, 
black and green olives, breadsticks ba-
ked in the oven.
Shelf life
45 days.

TERRE DUCALI 

www.salumificiocoati.it

Product name
High quality slow-cooked ham
Description
A skilful ‘slow cooking’ process, com-
bined with the care for animals, crea-
tes a ham with an exceptional flavour, 
respecting the original recipe. Made 
from whole pork legs, in compliance 
with animal welfare standards.
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www.recla.it

Product name
Speck Alto Adige PGI - 
‘Amici in cucina’ product line 
Description
Recla’s product line ‘Amici in cucina’ 
is getting a brand-new style and the 
addition of a new, innovative product, 
Julienne of speck: thin sticks perfect as 
a flavory topping on salads, soups or 
any other light dishes. The two classi-
cal products belonging to the line get 
a new look while the authentic flavor of 
this specialty is preserved. Recla Cubes 
of Speck Alto Adige PGI (100 g) and Re-
cla Sticks of Speck Alto Adige PGI (70 
g) are now available as twin pack, which 
makes them ideal also for smaller hou-
seholds.
Shelf life
55 days (for 
all 3 pro-
ducts).

RECLA 

www.felsineoveg.com 

Product name
Good&Green turkey flavoured - 
Gluten free 
Description
Tasty gluten free veggie deli slices, 
high in fibres, low in fat, dedicated to 
those who follow a gluten free diet. 
Available in three appetizing versions 
able to satisfy the most discerning ta-
ste buds.
Shelf life
120 days.

FELSINEO FELSINEOVEG 
– FMV

www.felsineo.com

Product name
Mortadella ‘La Sciccosa’, 
with 100% Italian suppy chain 
Description
La Sciccosa, mortadella with 100% Ita-
lian meat is now signed with the FDAI 
brand (Italian agricultural manufac-
turers) for a total Italian supply chain 
guarantee. The brand is a model of 
ethical management of the entire pro-
duction chain based on the complete 
traceability of the raw materials. It also 
includes important social safeguards, 
such as fair distribution of the value 
chain and respect of workers and con-
sumers rights.
Shelf life
180 days.

http://www.inalpi.it/
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“In January-February 2020 the export 
of gorgonzola was up by 11%, with great 
enthusiasm from buyers in adding our 
product to their assortment,” explai-
ned Fabio Leonardi, Ceo of Igor. "De-
spite the challenges presented by the 
Covid-19 emergency and the closure of 
the Horeca channel, March was also a 
good month, in which sales were widely 
offset by the strong growth reported by 
discounters and by the large-scale re-

tail. The real collapse arrived in April, 
because of the cancellation of orders by 
food service operators across Europe.” 
The company faced big challenges in 
logistics, especially at the beginning of 
the emergency: “The transporters did-
n’t want to come to Italy due to the fear 
of borders closure”, explains Leonardi. 
“We had orders ready to be shipped, 
and this led to changes and delays in 
production. But this was the case of the 

first 10-15 days, after which the whole 
situation started to normalize.”

For Armonie Alimentari, internatio-
nal trade in the first two months of the 
year - and therefore before the begin-
ning of the global health crisis - was 
on a rising note: “During the Corona-
virus emergency we suffered a sharp 
slowdown, mainly due to the uncertain-
ty of our business partners”, explained 
the president, Gabriele Menozzi. “In 

THE EXPORT OF ITALIAN CHEESES,  WHICH IN 2019 
REACHED INTERESTING GROWTH RATES,  WAS SEVERELY AFFECTED 

BY THE COVID-19 EMERGENCY.  AMONG THE PROBLEMS MOST REPORTED 
BY OPERATORS,  THE TOTAL CLOSURE OF THE HORECA CHANNEL, 

F IRST IN ITALY AND, SUBSEQUENTLY, 
ALSO IN THE MOST IMPORTANT WORLD MARKETS. 

THE SEVERE SLOWDOWN OF THE TRANSPORT SYSTEM 
WAS A MAJOR PROBLEM TOO, DUE TO THE LOGISTICS DIFFICULTIES 

DERIVING FROM THE CLOSURE OF BORDERS 
AND THE WIDESPREAD FEAR OF CONTAGIONS.
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fact, the snack sector seems to have 
remained stable or even on a growing 
trend during the lockdown of many 
countries. This gives us hope. Starting-
from May, we have seen the first signs 
of recovery.”

The complete stop of restaurants at 
all levels had a strong impact on the in-
ternational business of many dairy com-
pany in the Peninsula. This is the case 
of Brimi, that abroad mainly serves the 
food service market. "Due to the Co-
vid-19 emergency and the consequent 
closure of restaurants, we have suffered 
a significant drop in orders”, underlines 
Zeno Staffler, key account export for the 
Bressanone-based company. “The week 
of March 23rd was probably the worst, 
after which the situation slightly impro-
ved. The countries where Brimi is ope-
rating in large-scale retail even showed 
a positive growth rate.”

Diversification across distribution 
channels was key strategy also for Sorì 
Italia, as explained by the sales ma-
nager, Giovanni Boncompagni: “With 
the exclusion of January and February, 
months not affected by the pandemic 
and in which good growth was taking 
place, exports continued for the retail 
channel alone, while the Horeca sector 

has practically stopped. Our diversifica-
tion across distribution channels, toge-
ther with good growth in the retail tra-
de, has limited damages.”

At Inalpi, based in Moretta, in the Cu-
neo province, the production facilities 
kept on working at full capacity, guaran-
teeing supplies to all customers: "The 
health emergency caused a first natu-
ral slowdown towards the Asian mar-
kets and customers in the food service 
sector,” said Matteo Torchio of Inalpi. 
“Afterwards, the Asian market was also 
the first to restart: the first signs quickly 
turned into positive data, and we have 
a good outlook for the near future. Ove-
rall, at least as far as the European lar-
ge-scale retail sector is concerned, we 
have experienced a growth in sales and 
distribution both for Inalpi branded pro-
ducts and for our many Private labels.”

No big issues in deliveries, even in 
moments of greatest difficulty, also for 
Arrigoni Battista, that faced the Co-
vid-19 emergency after a very positive 
start of the year for foreign trade: “The 
slowdown started from about mid-March 
and it was quite significant”, highlights 
the president, Marco Arrigoni. “Not all 
countries and not all customers have 
reacted the same way. As it happened 

www.trentingrana.it

Product name
Trentingrana aged 30 months
Description
Trentingrana is a PDO hard cheese 
obtained through curd-cooking pro-
cess and made exclusively from milk 
collected in farms of the Trento pro-
vince, in Northern Italy. Cows are fed 
with hay and strictly GMO-free feed, 
without using any silage. This makes 
Trentingrana a completely natural che-
ese, made only with mountain milk, 
salt and rennet. Trentingrana aged 
30 months is a limited and exclusive 
production of the dairies of Trentino, 
characterized by a special fragrance, 
a unique aroma, and a taste in perfect 
balance between sweet and savory.
Shelf life
Wheel: 60 months; vacuum packed: 6 
months.

GRUPPO FORMAGGI 
DEL TRENTINO 

www.soritalia.com 

Product name
Buffalo Burrata 100%
Description
Burrata with 100% buffalo milk. 125 
grams ball in single pot, frozen. Carton 
box with 6 or 12 pots. 
Shelf life
12 months.

SORÌ  ITALIA
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www.inalpi.it

Product name
New pack - Clarified Butter Latterie 
Inalpi
Description
Clarified Butter or Anhydrous Inalpi 
Butter is 100% Piedmontese milk cen-
trifuge cream butter of short and cer-
tified supply chain, with 99.8% fat and 
of course lactose-free.  Due to its high 
resistance to high temperatures, Cla-
rified Butter is particularly suitable for 
cooking, in the preparation of excel-
lent sweets but also for very light frying 
or for preparing sauces or creams.
Shelf life
6 months.

INALPI

www.latteriachiuro.it

Product name
Panna Ghiotta
Description
Panna Ghiotta is Chiuro Dairy’s first 
creamy dessert. Panna Ghiotta respon-
ds to Chiuro’s desire to explore the 
world of flavors and to create new ta-
ste experiences by joining the aromas 
from the mountains of Valtellina to the 
flavors of the Mediterranean and from 
abroad.
Shelf life
35 days.

www.armoniealimentari.it

Product name
Parmonie
Description
Parmonie is a naturally unique snack: 
it’s not a chip, nor a cracker. It’s not 
even a biscuit. Parmonie are thin and 
crispy leaves made with only three in-
gredients: Parmigiano Reggiano PDO 
cheese, flour and olive oil. They are 
oven baked in order to keep them he-
althy. The flavor is explosive and uni-
que.
Shelf life
365 days.

LATTERIA 
DI  CHIURO

ARMONIE 
ALIMENTARI

in the Italian market, also international 
food service operators reduced volu-
mes to a minimum. The retail channel, 
on the other hand, experienced even a 
growth just like the organic sector, that 
posted a double-digit increase.”

The main problems encountered by 
the Delizia dairy were connected to lo-
gistics, which was "overwhelmed by this 
anomalous situation”, said the company 
owner, Giovanni D’Ambruoso. “The clo-
sure of restaurants, pizzerias and hotels 
has determined a drop in sales which, 
for us, has not translated into a reduc-
tion of work. We use a perishable raw 
material and, in order not to damage 
the farmers who have always granted 
us the highest quality fresh milk, we 
felt the moral obligation to carry on the 
production of some of our products of 
excellence. This has created a surplus 
of product that we are aging in our ca-
ves.”

Slowdowns in the international bu-
siness for Caseificio Preziosa, as ex-
plained by the sales director, Gabriele 
Mendolicchio: “The pandemic has de-
finitely affected our exports in the first 
four months of the year, and business 
has stopped almost everywhere. Spain, 
just like Italy, has suffered total closure 
of Horeca activities, a little less France 
and Belgium where we also work in lar-
ge-scale distribution. Although Sweden 
did not make any closure, but it stop-
ped as if in suspension”.

Exports stuck, in March and April, for 
Gildo Formaggi, “due to the halt of 

the Horeca channel and problems con-
nected with the cancellation of many 
air shipments,” explains the company 
from Lecco, which, however, thanks to 
the measures taken continues to sup-
ply its customers in total safety. Safety 
guarantees that have allowed the con-
tinuation of the activities also for Lat-
teria di Chiuro: “Despite a slight initial 
slowdown, we went back to normality 
after a few weeks,” said the sales mana-
ger Graziano Maxenti.

A return to normality is expected, even 
if “with orders slightly smaller than in the 
pre-pandemic period,” also for Si.For. 
“Until March 16th our foreign business 
was experiencing good growth, then 
with the arrival of the pandemic there 
has been a sharp drop in orders, which 
lasted for about 30 days”, explains the 
owner, Pietro Pastoia. “We started to 
see a gradual recovery from late April. 
Today, we can say that our loyal custo-
mers are returning to order frequently.” 
The company has respected the agre-
ements made with farmers, regularly 
transforming all incoming milk without 
interrupting the purchase of raw mate-
rials: “Given the drop in sales, we have 
enough product to face the summer/
autumn months, when the natural cycle 
of animals requires that there is no pro-
duction of sheep’s milk.”

Exports were down in the first half 
of the year for Gruppo Formaggi del 
Trentino: “In the emergency situation 
there were two main issues: first of all 
a crisis of confidence from foreign cu-

www.igorgorgonzola.com

Product name 
New pack - Igor Gorgonzola Dolce and 
Piccante 200 g
Description 
Igor introduces the package graphic 
restyling of gorgonzola Dolce and Pic-
cante: a new image aimed at enhan-
cing taste, nutritional values and the 
Italian origin of gorgonzola. The 200 
g portion ha a resealable pack which 
helps maintaining the freshness of the 
product. The lid has been eliminated 
in order to reduce the plastic use by 
30%. Igor gorgonzola is the first che-
ese certified ‘Lfree’ - naturally lactose-
free and approved by the Aili, Italian 
Association Lacto-Intolerant.
Shelf life
40 days.

IGOR 
GORGONZOLA

https://www.armoniealimentari.it/
https://www.igorgorgonzola.com/
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www.guffantiformaggi.com

Product name
Raw goat milk Tometta Valle’
Description
This raw goat milk production allows to 
identify a type of dairy products cha-
racterized by a unique color: the white 
cosmic milk. White Cosmic Milk is so 
called because identified by a group of 
astronomers as the color of the univer-
se, as it would represent the average 
of the color of the lights emitted by the 
stars and celestial bodies. A color that 
is well represented by the Raw goat 
milk Tometta Valle’.
Shelf life
60 days.

LUIGI  GUFFANTI 
1876

www.arrigoniformaggi.it

Product name
Spoonable PDO Gorgonzola 200 g
Description
The new size of spoonable PDO Gor-
gonzola Arrigoni Battista, packed in 
a 200 grams take away pack, is ideal 
for grocery shopping in a faster and 
more comfortable way. The recyclable 
packaging is visually clear and plea-
sing. Extremely soft and tasty.
Shelf life
18 days.

www.mozzarelladiseriate.it

Product name
Fiordilatte Tradizionale 200 g
Description
Made with 100% Italian milk.
Shelf life
20 days.

ARRIGONI 
BATTISTA

CASEIFICIO 
PREZIOSA

stomers and consumers, which led to 
an increase in local supply; afterwards, 
the great attention paid by foreign lar-
ge-scale retailers to matters like stores 
security and the development of new 
purchasing channels (namely e-com-
merce, click and collect or home deli-
veries), thus leaving in the background 
themes like the search for Italian pro-
ducts of excellence,” explains the sales 
manager, Federico Barbi. Nevertheless, 
thanks to a continuous dialogue with 
customers, the sales manager hopes for 
“a recovery of international trade in the 
short-medium term.”

A greater attention to the local origin 
of product, at the expense of imports, 
is affecting the US market closely, ac-
cording to Davide and Giovanni Guf-
fanti Fiori, of Luigi Guffanti Formag-
gi 1876, according to which 2020 will 
be “a year of transition”, although it 
started on a high note. “The lockdown, 
both in Italy and abroad has led to a 
strong slowdown in consumption - the 
administrators explain -, which was con-
nected more to logistics rather than to 
the need for products and service di-
rected to consumers. We have further 
strengthened and implemented the sa-
fety and hygiene protocols, which we 
applied even before the advent of Co-
vid-19.”

The demand from abroad has remai-
ned unchanged for the Alpeker and 
Yogurteria Merano brands. “Some of 
our foreign business partners also of-
fer home delivery services, which has 

certainly benefited during this period,” 
explained the export manager, Andrea 
Culos. “Fortunately, since we are talking 
about ice creams, the long shelf life did 
not cause major logistical problems and 
the stocks already ordered were enou-
gh to meet the demands. The only diffi-
culties we encountered were connected 
with the launch of news products and 
the participation in events, where we 
enter to present our product range to 
foreign buyers.”

Cooperlat also reported a negati-
ve trend in foreign sales in the second 
quarter of the year: "With the progress 
of the lockdown,” said the export ma-
nager, Matteo Morresi, “distributors 
have stopped all withdrawals. The worst 
situations were reported in exports to 
the countries of the European EEC and 
non-EEC area.”

The marketing manager of the Asiago 
Cheese Protection Consortium, Luca 
Cracco, also expressed concern about 
the repercussions that the global he-
alth emergency will have on the sector: 
“Unfortunately, we fear that the final 
results for 2020 may interrupt the po-
sitive trend of the first two months of 
the year, which saw an increase in Asia-
go PDO exports to its three main outlet 
markets: the United States, France and 
Switzerland. In the USA, in particular, 
we were experiencing a 6.5% increase 
in value and a 15% increase in volume. 
A result that is event more positive con-
sidering that in the country Asiago PDO 
is subject to a 25% duty.”

www.yogurteriamerano.it

Product name
Frozen Yogurt Cone and Sticks
Description
Yogurteria Merano presents the new 
Natural and Forest Fruit Frozen Yo-
gurt sticks and Frozen Yogurt Cone 
with delicious topping of Blackcurrant, 
blueberry and pomegranate and cho-
colate covered crispy waffle. After the 
success of tubs and single-serve pots, 
new formats are introduced in the first 
Italian Frozen Yogurt line made with 
75% high-quality fresh mountain milk 
and yogurt from South Tyrol. Low fat, 
lactose-free, GMO free and containing 
live yogurt cultures for a treat that is 
both indulgent and healthy.
Shelf life
24 months.

YOGURTERIA 
MERANO

www.trevalli.cooperlat.it

Product name
Crème Gourmet
Description
Uht dairy cooking 
cream, 20% fat.
Shelf life
270 days.

COOPERLAT SOC. 
COOP.  AGRICOLA

http://www.mozzarelladiseriate.it/index.php/it/
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SOME PEOPLE THINK THAT A WORLD WITHOUT LIVESTOCK WOULD PROVIDE MORE FOOD 
TO HUMAN BEINGS. BUT A NEW STUDY ISSUED BY FAO 
SHOWS THAT SUCH A WORLD WOULD JUST BE POORER, AND MORE HUNGRY.

THE DANGERS 
OF LIVING IN 
A MEAT-FREE 
WORLD

In 2050, the world will count 9.6 bil-
lion people, 70% living in cities with an 
average income almost twice as high as 
today. As a result, global demand for 
animal products - first of all meat - will 
continue to grow and play a critical role 
in global food security. But livestock use 
a large share of agricultural land that 
could be used for crop production, and 
are often considered a resource drain 
and poor converters of feed into food 
products.

Yet, a new study by FAO and published 
in Global Food Security found that live-
stock rely primarily on forages, crop resi-
dues and by-products that are not edible 
to humans; and that certain production 
systems contribute directly to global 
food security, as they produce more hi-
ghly valuable nutrients for humans, such 
as proteins, than they consume.

“Animal production, in its many forms, 
plays an integral role in the food system, 
making use of marginal lands, turning 
co-products into edible goods, contri-
buting to crop productivity and turning 
edible crops into highly nutritious, pro-
tein-rich food. Quantifying the land and 
biomass resources engaged in livestock 
production and the food output they 
generate, but also improving our mo-
delling capacity by including trends in 
consumer preferences, shifts in animal 

species, climate change impacts, and 
industrial processes to improve the hu-
man edibility of certain feed materials 
is arguably basic information needed as 
part of further research into the challen-
ge of sustainably feeding 9.6 billion pe-
ople by 2050,” said the authors.

Livestock contribution 
to food security 
According to the Fao study, animal 

food sources make a vital contribution 
to global nutrition and are an excellent 
source of macro- and micronutrients. 
Livestock products make up 18% of 
global calories, 34% of global protein 
consumption and provides essential mi-
cro-nutrients, such as vitamin B12, iron 
and calcium. Livestock use large areas 
of pastures where nothing else could be 
produced. Animals also add to agricul-
tural production through manure pro-
duction and drought power. Further, ke-
eping livestock provides a secure source 
of income for over 500 million poor peo-
ple in many in rural areas.

In addition, the study determines that 
86% of livestock feed is not suitable for 
human consumption. If not consumed by 
livestock, crop residues and by-products 
could quickly become an environmen-
tal burden. Animals also consume food 
that could potentially be eaten by peo-

ple. Grains account for 13% of the glo-
bal livestock dry matter intake. Some 
previous studies put the consumption 
of grain needed to raise 1 kg of beef 
between 6 kg and 20 kg. Contrary to 
these high estimates, this study found 
that an average of only 3 kg of cereals 
are needed to produce 1 kg of meat at 
global level. It also shows important dif-
ferences between production systems 
and species. For example, because they 
rely on grazing and forages, cattle need 
only 0.6 kg of protein from edible feed 
to produce 1 kg of protein in milk and 
meat, which is of higher nutritional qua-
lity. Cattle thus contribute directly to 
global food security.

The study also investigates the type 
of land used to produce livestock feed. 
Results show that out of the 2.5 billion 
ha needed, 77% are grasslands, with a 
large share of pastures that could not be 
converted to croplands and could the-
refore only be used for grazing animals.

Steps have already been taken throu-
gh feed formulation, genetic selection, 
and better veterinary services to impro-
ve FCRs over the last 30 years, the study 
explains. An improved feed conversion 
will also reduce livestock’s environmen-
tal footprint, but continued progress is 
needed to make the system more sustai-
nable.

I pericoli di vivere in un mondo senza carne
Nel 2050 la popolazione mondiale raggiungerà 9,6 miliardi di persone. Il 70% vivrà in un contesto urbano e avrà un reddito medio 
doppio rispetto all’attuale. Di conseguenza, la richiesta di proteine animali, in primis carne, è destinata a crescere significativa-
mente. Gli allevamenti sono tuttavia accusati di sfruttare una grande quantità di terreno agricolo e di sprecare il cibo che potrebbe 
invece essere consumato dall’uomo. False credenze, come evidenzia un recente studio della Fao che spiega perché un mondo 
senza allevamenti sarebbe solo un mondo più povero, e molto più affamato.
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HIGHLIGHTS
86% of  the  g loba l 

l i vestock  feed intake 
in  dry  matter  cons is ts 
of  feed mater ia l s  that 

are  not  cur rent ly 
ed ib le  for  humans

Contrary  to  commonly 
c i ted f igures ,  1  kg 

of  meat  requ i res  2 .8  kg 
of  human-ed ib le  feed 
for  ruminants  and 3 .2 

for  monogastr ics

L ivestock 
consume one th i rd 

of  g loba l 
cerea l  product ion 

and uses  about  40% 
of  g loba l  a rab le  land

L ivestock 
use  2  b i l l ion  ha 
of  grass lands , 

o f  wh ich  about  700 mi l l ion 
cou ld  be used 

as  c rop land

Modest  improvements 
in  feed convers ion  rat ios 

can  prevent  fur ther 
expans ion  of  arab le 

land dedicated 
to  feed product ion .

Source :  Fao
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DESPITE SEVERELY HIT BY THE COVID-19 EMERGENCY, BRAZIL IS SOUTH AMERICA’S 
MOST INFLUENTIAL ECONOMY AND A STRATEGIC GATEWAY TO THE WHOLE LATIN AMERICA. 
IN THE FOLLOWING PAGES, PRESENT AND FUTURE PERSPECTIVES FOR ITALIAN FOOD MANUFACTURES 
INTERESTED IN BOOSTING THEIR BUSINESS IN THE COUNTRY.

A CONTINENTAL-
SIZE MARKET

With its more than 210 million inhabitants, Brazil occupies ne-
arly half of the South American continent. Brazil is also the largest 
economy in Latin America, and one of the largest in the world. 
According to the data provided by the United States Department 
of Agriculture (Usda), Brazil’s Gross Domestic Product (GDP) clo-
sed out 2019 with an accumulated growth of 1.1% compared to 
the previous year. Although lower than expected, this is the third 
consecutive expansion in the GDP, which amounted to 1.8 trillion 
US dollars.

Despite the country has been severely hit by the Covid-19 pan-
demic, it remains a strategic getaway to the whole Latin America, 
also for Italian products. Istat/ITA data show a slight recovery in 
Italian exports to Brazil, which amounted to 3.96 billion euro in 
2019, up 2.2% compared to 3.87 billion euro in 2018. Likewise, in 
2019 our country recorded a 6.5% decrease in imports from Brazil, 
which amounted to 3.15 billion euros. Therefore the trade balan-
ce, already positive for Italy, rises to 812.6 million euro (it was 509 
million in 2018).

In 2019, Italy was the 13th outlet market for Brazilian goods and 
5th destination country in Europe after Holland, Germany, Spain 
and Belgium. To Brazil, Italy is the 9th major supplier (the 2nd 
among European countries after Germany), with a 2.28% share of 
total Brazilian imports (Source: TDM, Brazilian Ministry of Econo-
mic Affairs).
Un mercato 
dalle dimensioni ‘continentali’
Con oltre 210 milioni di abitanti il Brasile ha, di fatto, le dimensioni 
di un sub-continente. E in questo gigantesco Paese, il valore del-
le importazioni agroalimentari ha toccato, nel 2019, gli 8,2 miliardi 
di dollari. Benché Argentina, Uruguay, Paraguay e Stati Uniti siano 
saldamente in testa alla lista dei principali Paesi fornitori, in alcuni 
settori l’Italia presenta interessanti quote di mercato. In particolare, 
il 16,7% dei vini importati dal Brasile proviene dall’Italia. Una per-
centuale che si attesta al 16,4% per la frutta e al 12,8% per le paste 
alimentari. Benché pesantemente colpito dagli effetti della pande-
mia da Covid-19, il Brasile si conferma quindi una porta d’accesso 
privilegiata per tutta l’America Latina.

The Coronavirus pandemic has radically chan-
ged the economic outlook. According to the 
ITA Agency, although it is early to fully assess the 
economic impact of Covid-19 on the Brazilian 
economy, some forecasts show that the impact 
on growth will be severe. The average growth 
forecasts for private analysts surveyed by the 
Central Bank stands at -3.8% for the current year, 
with the most pessimistic forecasting a 7% de-
crease. The IMF estimate is 5.3% for 2020. The 
rebound in 2021 will not be enough to allow a 
full recovery of what lost because of the pande-
mic, standing at +3.2% for private analysts and 
at 2.9% for the IMF.

THE COVID-19 EFFECTS 
ON THE BRAZILIAN 

ECONOMY

FACTS & FIGURES
o Population 209 million
o GDP 1.8 trillion dollars
o GDP per capita 8.742 dollar
source: Ibge

Food industry by channel (2019)
o Food industry output 177 billion dollars
o Food exports 34 billion dollars
o Food imports 5 billion dollars
o Domestic market 141 billion dollars
o Retail 95 billion dollars
o Food service 46 billion dollars

Top 10 country retailers in 2018
o Carrefour
o Grupo Pao de Acucar
o Walmart Brasil
o Cencosud Brasil
o Irmaos Muffato
o SDB Comercio de Ali
o Supermercados BH
o Companhia Zaffari
o Sonda Supermercados
o DMA Distribudora

Source: Usda



TOP BRAZIL SUPPLIERS (2018)
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MACHINES AND EQUIPMENT: 
PRE & POST COVID-19 
OUTLOOK
As often happens, after a period of downturn the capital 
goods sector is the first to be hit. This happened in Bra-
zil too, where the crisis experienced between 2014 and 
2015 severely affected the whole industrial sector and, as 
a consequence, also Brazilian imports of machines and 
mechanical equipment. Imports dropped from 29.3 bil-
lion dollars in 2013 to 14.2 billion dollars in 2017. Starting 
from 2017, the country experience a more stable scenario 
from both a political and economic point of view, and the-
refore imports started growing again, at a rate of 10.2% 
in 2018 and 13.6% in 2019. In 2020, investments in capital 
goods were expected to keep on growing between 12 
and 15%, to around 20-21 billion dollars, thus returning 
to pre-crisis levels. Nevertheless, the Covid-19 pandemic 
has determined a strong slowdown in the world economy 
and almost all industrial segments have postponed their 
investment plans to a later date, also in Brazil.
In spite of that, the country remains an important mar-
ket for Italian manufacturers of machinery and mechani-
cal equipment. Destination of 1.46% of Italian exports in 
the sector, it currently represents the 15th largest market 
in the world and the 2nd in Latin America after Mexico, 
whose market share is 1.61%. To Brazil, Italy is the 4th lar-
gest supplier, with a 6.1% share on total imports of ma-
chinery and mechanical equipment, which is worth 1.1 
billion dollars.

follow

https://agriform.it/
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FOOD PROCESSING 
INDUSTRY SALES

SHARE OF SEGMENTS IN THE BRAZILIAN FOOD 
PROCESSING INDUSTRY BY GROSS SALES (%) IN 2019
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THE BRAZILIAN FOOD INDUSTRY
Market size
Brazil is one of the major world players in 
the food processing industry. The sec-
tor is responsible for 10% of the country’s 
GDP and employs 1.6 million workers. The 
country is also home to 12% of global water 
resources and is the main world producer of 
coffee, soy, bovine meat and orange juice. 
It is also the second largest producer of chi-
cken meat and sugar; the third of fruit and 
maize. In 2019, Brazilian food industry sales 
amounted to 177 billion US dollars (699 bil-
lion reals), an increase of 7% compared to 
the previous year. This outstanding result is 
due to several economic and social factors, 
including the relatively low interest rates 
and inflation being at the lowest levels in 
years. 
For 2020, the food industry is expected to 
keep growing as the Brazilian economy 
slowly recovers from the recession, though 
it is still uncertain how the Covid-19 outbre-
ak will affect the market. The pandemic is 
indeed expected to cause severe economic 
impacts in the country, leading to higher 

risk aversion from importers.
Imports-exports: the state of the art
In 2019, the country’s agri-food imports to-
taled 8.2 billion dollars, up 1.36% over the 
previous year. Imported products therefore 
represent 9.4% of the market. The main im-
ported food categories are cereals (26.2%), 
vegetables and preparations (13%), animal 
and/or vegetable fats or oils (11.2%), malt 
and wheat flour ( 9%) and fruit (7.5%). Alo-
ne, the latter accounts for 66.9% of Brazilian 
imports of food and drinks. Other catego-
ries with a significant share on imports are 
wines (4.5%); cocoa and preparations (3.9%) 
- where Italy is the 3rd largest supplier, af-
ter Ivory Coast and Argentina, with a 6% 
share -; milk and milk cream, also with the 
addition of sugar (3.0%), supplied almost 
exclusively from Argentina and Uruguay 
(94%); preparations based on cereals, flour, 
starches, starch or milk, including bakery 
products and pasta (2.7%) - with Argentina 
(26.8%), Italy (18.6%) and Germany (11.8%) 
as main suppliers -; coffee and tea (1.47%), 
whose main supplier is Switzerland (43.7%); 

cheeses and dairy products (1.44%), whose 
main suppliers are Argentina (60.6%), Uru-
guay (20.6%), France (5.8%), the Netherlan-
ds (5.47%) and Italy (3.5%).
Brazil’s main food & beverage supplier is 
Argentina, with a 37.7% share. It mainly 
supplies cereals (47.7%), vegetables and 
preparations (16.8%), malt and wheat flour 
(11.7%) and fruit (5.9%). Follow in impor-
tance the other two countries that make up 
Mercosur, namely Uruguay (6.9%) and Para-
guay (6.2%). The United States, Brazil’s ma-
jor supplier of cereals, is 5th in the ranking, 
with a 4.9% share in 2019, followed by Por-
tugal (4.81%), Chile (4.75%), Spain (3, 43%) 
and Italy (2.8%). Chile exports mainly wine 
(36.7%) and fruit (33.9%) to Brazil, while Por-
tugal, the country’s major supplier among 
Eu countries, exports olive oil (67.5%) and 
wines (13.2%). Spain mainly provides Bra-
zil with fruit (25.5%), olive oil (22.1%) and 
vegetables (17.7%). Italy supplies a varied 
basket of products, with wines accounting 
for 16.7% of total imports from Italy, fruit for 
16.4% and pasta for 12.8%.

Food retail
The Brazilian Supermarket Association (Abras) reported supermarket re-
venues of 97 billion US dollars in 2018, 5.2% of the country’s GDP. This 
represent an increase of 0.8% as compared to the previous year. The 
number of retail stores has been stable in the past years, comprising 
around 89.4 thousand outlets. However, in the last three years the food 
retailing sector saw a significant increase of the cash & carry format, as 
consumers’ purchasing power was constrained during the economic 
downturn. Approximately 80% of food and beverage distribution takes 
place through retail stores.

Food service
According to the Brazilian Food Processors’ Association (Abia), there 
are approximately 1.3 million foodservice outlets across Brazil, with over 
95% of establishments characterized as small-to-medium size, family-
owned operations. Large and multinational foodservice chains repre-
sent less than 5% of food service companies. In 2018, the food service 
sector purchased 47.2 billion US dollars. Abia estimates total revenues 
of the Brazilian food service sector at 117 billion US dollars. Restaurants 
and fast food chains detain the lion’s share of 35% of the segment, fol-
lowed by bakeries (15%), bars (13%) and snack bars (11%), institutional 
catering (7%), hotels and motels (4%) and air catering (2%).

Source: Usda

TIPS FOR EXPORTERS
Products present in the market which 
have good sales potential 
Food preparations • Animal feed prepara-
tions other than dog or cat 
• Enzymes and prepared enzymes • Other 
edible food preparations of fats, oils, etc. 
• Odoriferous substances • Essential Oils • 
Hop cones, in the form of pellets • Pepto-
nes and derivatives • Mucilages and thicke-
ners • Vegetable saps and extracts of hops 

Products not present in significant 
quantities but which have good sales 
potential
• Wheat flour
• Malt, not roasted • Nuts (almonds, pista-
chios, walnuts, coconuts)
• Fruits (cranberry, blueberry, cherries, pe-
ars) • Dairy ingredients
• Vegetable oils • Ingredients for healthy 
and organic products

Products not present because 
they face significant barriers 
• Products with a phytotherapic compound 
cannot be considered as food or a food 
ingredient; therefore regulations do not 
allow them in food products ingredients 
with medicinal properties • Considerable 
restrictions exist for products containing in-
gredients derived from biotech commodi-
ties • U.S. poultry and pork do have market 
access 

Source: Usda

end
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SANITUNNELS, THERMO SCANNING SYSTEMS, SCHEDULED ENTRIES AND DIGITAL SYSTEMS FOR THE 
COUNTING OF PEOPLE AT BOOTHS. ANTONIO CELLIE (CEO OF FIERE DI PARMA) AND CORRADO 
PERABONI (CEO OF IEG) PRESENT THEIR NEW CORONAVIRUS-PROOF TRADESHOW MODELS.

LET’S RESTART 
(SAFELY)

During this crisis it was clearer 
than ever that ‘creativity’ and ‘so-
lutions’ are the keywords to come 
out from such a difficult situation. 
Because it is necessary to belie-
ve in the impossible to make the 
world ‘work’ again. Tradeshows 
are now between the trickiest is-
sues. As a fundamental element 
for economy, they represent a key 
moment to connect the different 
players of the sector. And, for Ita-
lian companies, they serve as a 
strategic opportunity to present 
their products across the world.

But how is it possible to match 
these events, which host thou-
sands of people, with the fear 
of Covid-19 contagion and the 
measures imposed by the Go-
vernment? For many, it is an im-
possible challenge. For few, the 
most far-sighted, it is a ‘provoca-
tion’ that needs to be responded 
and solved. This is the case of two 
discerning teams, lead respec-
tively by Antonio Cellie, ceo of 
Fiere di Parma, and Corrado Pe-
raboni, ceo of IEG (Italian Exhibi-
tion Group), the organization that 
manages the exhibitions of Rimi-
ni and Vicenza. Both abandoned 
the idea of creating digital shows 
and they are ready to bring back 
the ‘traditional’ exhibitions, but 
in total safety, already in Septem-
ber. 

The program 
of Fiere di Parma
Parma will work as a test match, 

with Cibus Forum (2 and 3 Sep-
tember). After the postpone-
ment of Cibus – the traditional 
appointment dedicated to made 
in Italy food – to May 2021, Fiere 
di Parma organized a smart ver-
sion: a two-days exhibition where 
the operators of the sector and 
Italian and international experts 

can discuss about the future. It 
will be both a physical and digital 
event (they will be livestreaming 
it) which will take place in the Fie-
re di Parma exhibition centre, in 
a hall specifically structured to 
host a scheduled number of visi-
tors and key speakers, in accor-
dance with the most advanced 
safe&security standards. But if 
this can be seen as a prep test, 
the real bet is represented by the 
following appointment in Par-
ma’s exhibition centre: Salone 
del Camper (the Camper’s Tra-
deshow), which will take place 
from 12 to 20 September and will 
host thousands of people, by ma-
naging every moment and aspect 
of the event in total safety. But 
how? With a grant of one million 
euros, Fiere di Parma developed 
a ‘Covid compliant’ system to 
host exhibitors, visitors and spe-
akers. Among the management 
protocols, they will sanitize peo-
ple at the entrance with a tunnel 
supplied with a nebulized clean-
sing solution and called ‘Sanitun-
nel’, but also with temperature 
measurement, online numbered 

pre-sales and regulation of the 
entries.

With sure data it will be possi-
ble to control precisely people’s 
movements. For example, thanks 
to an infrared technology they 
will be able to count the number 
of people in a certain hall and 
block the entrance when they 
reach the maximum number.

The #safebusiness 
project by IEG
Corrado Peraboni, ceo of IEG, 

immediately answered the call of 
the companies who have been 
asking for the help of exhibitions 
and congresses in order to boost 
their business. In accordance with 
sanitary measures and the docu-
ments drawn up by Aefi (the as-
sociation of the Italian exhibition 
industry), Federcongressi, Ufi (the 
global association of the exhibi-
tion industry) ed Emeca (Europe-
an major exhibition centres asso-
ciation), IEG outlined a project 
divided per sector and providing 
with more than 50 guidelines.

Here are some. ‘Prior to the tra-
de show’: convention with bike 

sharing companies, online ticket 
sale and scheduled entries. ‘At 
the entries’: face masks distribu-
tion, thermo scanning system, 
sanitization route, open and no-
handles access doors, demate-
rialized entry tickets. ‘In the expo 
centre’: calculation of its capacity 
in relation to distancing regula-
tions, hand sanitizer dispensers 
throughout the area, extended 
opening hours prolonged on 
the days when more public is ex-
pected, flow management with 
centralized digital tracking, con-
tactless payments systems, evol-
ved fittings with safe, Covid-free 
materials. ‘Catering’: payments 
through skip-the-line apps, digi-
tal menus, disposable materials. 
‘Services’: sanitized shuttle con-
nection equipped with hand sa-
nitizer, wardrobe with automatic 
rack and disposable coverings, 
bathroom facilities with constant 
sanitization, conference rooms 
with seating layout to guarantee 
social distancing and exclusively 
digitalized informative material. 
‘Accessibility’: transparent face 
masks for speaking with the hea-
ring-impaired, supply of assistan-
ce equipment (wheelchairs, etc.) 
sanitized before and after each 
usage. ‘Special actions’: constant 
sanitization throughout the cen-
tre; filters, air-conditioning and 
heating channel sanitization and 
frequent air exchange; medi-
cal room and isolation zone for 
possible suspected cases; crisis 
management protocol. IEG em-
ployees and trade show staff will 
be trained to guarantee in order 
to carry out their duties in safe-
ty. In addition, about employees, 
Lorenzo Cagnoni, IEG president 
announced that the company has 
also decided to adopt a volunta-
ry mass serological screening.

Ripartire in sicurezza
Sanitunnel, termoscanner, ingressi controllati e sistemi digitalizzati per il conteggio delle persone negli stand.
Antonio Cellie (ad di Fiere di Parma) e Corrado Peraboni (ceo di IEG) presentano gli spazi fieristici ai tempi del Coronavirus.

Antonio Cellie Corrado Peraboni
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