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Ridingwaves

1985-2000  2000-2020         after 2020
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The biggest bill in the history



7

Europe FMCG overview
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CroatiaFMCG market
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EU FOOD IS BIG BUSINESS

Turnover

ϵ836 billion

Employment

3.8 million people

282.600 

companies

R & D
(% of food & drink) 

0,24% in 2004

EU market share
of globalexport

Market

20%

Largestmanufacturingin EU sector, 

aheadof car andchemicalindustries

Leadingemployerin the EU

FragmentedindustryςSMEs50% turnover

Still insufficientR&D expenditure

Shrinkingshareof EU exportsin global
markets

Source: ciaa, 2010
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INDUSTRY OUTLOOK

ω Mature industry andamongthe most competitivesectors

ω High-tech industry - improved competitiveness and force to inefficiency 
out of the supplier chain 

ω Global industry - internationalizationandtechnologyhave 
revolutionized the way that growing food, as well as the way of 
transporting, processing, packaging, purchasing and cooking 

ω Internationalizationis also driving need for more flexible 
manufacturing in terms of switching the products and increasing the 
output capacity

ω Growing requirement to bring productsto market within a shorter time

ω Consumertrendsand lifestyle changesforce food manufacturers to 
plan their manufacturing processes around them

ω Toughraw materialsenvironment
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COMPETITORS

Porterindustryanalysis

threat of new entrance

bargaining power 

of buyers

bargaining power 

of suppliers

threat of substitutes
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Regionalbenchmark

Salesin 2010 in mio EUR

ϝϝ DŀǾǊƛƭƻǾƛŏ sales2009
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BUYERS
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Source: IGD 2010

Thebargaingpowerof the retailersincrease
dueto regionalconsolidation

1
Mercator           

31,3%

Konzum          

34,2%

Interex               

13%

Delta Maxi    

10,4%

Veroplus               

6,3%

2
Spar                

15,7%

Ultra Gros     

12,4%

Konzum

11,6%

aŜǊŎŀǘƻǊ wƻŘƛŏ 

6,5% 

Tediko                   

6%

3
¢ǳǑ                  

13,4%

Schwartz Group 

8,2%

Mercator                      

4,1%

Si Market 

(Simpo) 3%

Tinex 

  3,7%

TOP 3 ң сл҈ ң рр҈ ң ол҈ ң нл҈ ң мс҈

4
Aldi                  

4,2%

Mercator            

6,3%

¢ǳǑ                  

2,3%

Super Vero 

2,8%

Skopski Pazar

2,6%

5
E.Leclerc          

2,2%

Kerum              

4,4%

Delta Maxi    

1,5%

Intermarche 

2,3%

Migros Turk

1,5%

TOP 5 ң сс҈ ң сс҈ ң оп҈ ң нр҈ ң нл҈
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Fromthe age of the brand
to the age of the retailer

33,9

30.0 14,7 16,5 33.0

43,1 32,7 18,3

34,5 11,0 10,0

15,9

63,0

51,5 50,4 61,2 49,4 55,7 63,3 56,0 57.0 60,0

33.0 36,1 48.0 48,1 35,0

Belgium GB Germany Italy Spain CZ Hungary Poland Slovakia Slovenia Croatia BiH Serbia Macedonia

Total Private label source: Nielsen, 2008; GfK 2007

Total TOP5 branded

France
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Source: GfK Consumer Tracking; Calculation based upon consumer basket including monitored product categories;Measure: value share (%); Period: 2008

Private Labels growth

1%

99%

Serbia

1%

99%

Russia

0%
100%

Ukraine

12%88%

Croatia

97%

3%

Bulgaria

0%

100%

Bosnia & Herzegovina

33%
67%

Slovenia

96%

4%

Romania

Private Label

Branded
4%

3%
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Theimageof privatelabelshaschanged

from Me - too products

to Highςendproductconcepts
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New distributionchannels

E-COMMERCE Ą FAST HOME DELIVERY 
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SUPPLIERS
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Rawmaterialsbecamenightmare

è COGS representmore than 50% of salesfor most food
manufacturers

è structuralchangesin consumerbuyingpatternsare 
creatingthe pressureto shrinkthe sourcingcycle

è uncontrolledrisks: wars, tsunamies, hurricaneΣΧΦΦ

è major raw materialson 24 hour market
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CLIMATE CHANGE: Some like it hot

è competitionbetweenfood andenergycrops: 

èagriculturalbiotechnologybecame a significant commercial industryduring 
the 1980s

èBy some estimates 70% of US foodmay contain ingredients that have been 
grown in GM methods

è growthof biofuels
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SUBSTITUTES
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Whereto draw industry/ category
boundaries?

CHOCOLATE & SWEET 
SPREADS

o chocolate spreads

o marmalade

o honey

VEGETABLE & WELLNESS 
SPREADS

o w ellness spreads

o vegetable spreads

o tomato sauce

DIARY & CHEESE 
SPREADS

o sour cream

MEAT & FISH PRODUCTS

o frankfurters

o salami

o fish in tin
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NEW ENTRANCE



30

Barriersto entry

èNo major newmanufacturingcompetitorhasemerged

è Largemajor companiesrarelyin direct competitionwith small
companies

è Smallcompaniesactivein:

VLowvalueaddedareas

VSpecialisein privatelabelproduction

VHarddiscountproducts

VNicheplayers



31

AGENDA

üMacroenvironment

üMain industryhighlights

ü Industryframework

üGlobalconusmertrends

ü Industryriskfactors

üMarketing function in AG

üAG groupposition

ωKeycategories

ωKeymarkets



32

10 global mega-trends 
influencing shopper choices

Health Convenience Sensory Individualism Connectivity Comfort

Age Complexity Gender Complexity Income Complexity Life-stage Complexity

Demographic mega-trends:

Behavioral mega-trends:

Sources:Datamonitortrends
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Trend 1: Age complexity
Kidsgrowingup young

Adultsactingyounger

Trend 2: Gendercomplexity

Therise of egalitarianvaluestowards

womenandhomosexuals

Thefeminizationof societyandmen

Young adults (18-24 yrs.old) living arrangements are diverse

US

UK

Sweden

Spain

Italy

German

France

20% 40% 60% 80%

living at home living alone cohabiting house sharing

source: Datamonitor young adult living NCI report

100%

Trend 3: Lifestagecomplexity
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Trend 4: Incomecomplexity

Expandingclassof consumerswith greaterexpectationsabout:

üQualityof life

üSpendingpower

Trend 5: Convenience
üConsumersare becomingmore 
preparedto buytime

üNew approachesto eating:
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Trend 6: Health/ Phood
è Healthis increasinglyvalued

èAgeingpopulationsmeanmore healthconcerns

è Globalrise of obesityςoverweightpopulation

Trend 7: Sensory

è Towardsbetter andmore exoticfood anddrink tastes

è Not onlyάŘƻ goodέΣ but alsomake youάfeel goodέ  
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Trend 10: Connectivity

è Thegrowingimportanceof corevalues

è Thefearof growingold alone
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Consumerspatternsare changing


