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COMMUNICATION

PROFILES
FIGLI DI PININ PERO & C. (pages 22-23). The company is one of the leaders in Italy and
Europe as to import, manufacture and packaging of various types of sugar, particularly
the crude cane one: a segment strongly developing.

THE WALT DISNEY COMPANY ITALIA (pages 6-7). DCP and its associated companies
form the segment of Walt Disney Company that extends the Disney brand to merchan-
dising, in sectors like clothing, toys, housekeeping articles, books and magazines, but
also food, stationary and electronics.

COMPANY CASES
CONAD (page 72). Nordiconad cooperative, one of the top realities of Conad Group, will
implement in Turin the big trade center that will be built within the new stadium of Ju-
ventus football club.
GRUPPO SOLE E BONTÀ (page 56). The Group located in Marche, specialized in the
production of bakery, pastry and fresh products, entrusted to Garbini Consulting and
obtained significant savings on the purchases of packaging materials.

INTERVIEWS
AGROINNOVA (page 58). Is it possible to make advanced research in two sectors grea-
tly important for our economy and our future, such as the agro-environmental and agro-
alimentary ones? We speak about it with Maria Lodovica Gullino, director of Agroinnova.

ARIETTI & PARTNERS (page 140). The crisis of the international markets does not se-
em to have slowed down too much the trend of mergers and acquisitions among en-
terprises. The “mid market” keeps providing a lot of work to the M&A specialists, such
as Arietti & Partners. Davide Milano, project manager of the company confirms it.

GEFI (page 126). Interview to Antonio Intiglietta, president of the company that organi-
zes the fifth edition of EIREExpo Italy Real Estate, planned from next 9th to 12th June
in the new pavilions of Fieramilano, on the event and the perspectives of the retail re-
al estate market.

SISA (page 71). The difficult conjunctural moment for the modern trade keeps continuing.
Also for the retailers it is important a good calibration of strategies and the best evaluation
of their own pluses. Just like Sisa is doing: we speak of it with Sergio Cassingena,president.

FOCUS
CASA VINICOLA CALDIROLA (page 109). Casa Vinicola Caldirola, Italian leader in the
big distribution for the glass segment with 85 million bottles sold, inaugurates a risky
and innovative branding project, proposing - for the first time in Italy - a line of three in-

foods keep conquering new market niches
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Health is in the seasoning .... pag. 29
The debate on the healthy power of the extra-
virgin olive oil is constantly been enriched. In
the meanwhile Spain launches its world chal-
lenge in the field of the research.

MILK
From raw milk to
packed milk ............................ pag. 32
A production course that articulates in various
steps, but with a common denominator: preser-
ving the organoleptic characteristics of the pro-
duct.
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Red but positive...................... pag. 35
Tomato is the seasoning most purchased by
Italians and the sector is increasing at wor-
ldwide level. Our Country maintains the qua-
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thanks to the strong impulse coming from re-
search. The perspectives depend also by in-
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The crisis leads consumers to pay more at-
tention to solutions coming from research
and echo-sustainable materials.
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Innovation and fantasy are the passwords of
a sector that has a turnover of 1.500 billion
euros.
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A safe tanning is possible today thanks to an of-
fer studied for various uses. However a frantic
market is suffering the blows of crisis.
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The advantages of purchasing from the paral-
lel import market are obvious. However, till
now no campaign has been developed to em-
phasize this possibility.
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FRANCHISING
A functional choice
at the electronics store ......... pag. 62
A distribution formula that seems purposely
made for a market where networks prevail.
However, it is necessary to organize its de-
velopment within a project logic.
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From Italy to the USA, great chains with hundred
of points of sale of clocks and gems rose. The
most preferred location is within the trade cen-
ters.
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AVICULTURAL MEATS
Concentration of proteins
and health ............................ pag. 74
Easy digestible, they are rich of nutritional
properties. The presence of proteins and
iron on the background of a contained ca-
loric content is high.
COST OF LIVING
A Mister Price year ............. pag. 76
Many people turned to the new institutional fi-
gure. In spite of his limited powers, the guaran-
tor started a hard comparison with the various
sectors to make expenses more transparent.

STREET TRADERS
The Country of stalls ........... pag. 77
It keeps growing on the total traditional tra-
de: mainly for the possibility of purchasing
at more convenient prices. But also for many
other advantages.
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ternational vines packed in 0,75 liters aluminum bottles.

EUROGLASS (page 111). Recipio is a bottle that represents innovation and style but,
above all, environment respect.

The bottle was designed for flat and sparkling wines, but it is not all. The container has
such a shape that it will be able to receive a never ending of daily re-uses.

PARMACOTTO (page 59). The product range of Perfecto includes two new products: in
addition to Prosciutto Cotto with a low content of salt (only 0,5%), here is the Fesa di
Tacchino and the Petto di Pollo, characterized by a reduced percentage of fats: 1% for
the turkey and 1.5% for the chicken.

POLTI (page 149). Vaporetto has been for over 30 years the new concept of more eco-
logical, more powerful, but also faster and easier cleaning. An exclusive technology that
is precursor of an extremely topical cleaning concept.

VARVELLO G. & C. (page 99). “L’Aceto Reale” by Varvello was born in 1921 in Turin, Pie-
monte: a land of famous wines and Italian wine vinegars. The combination between “ta-
ste” and “knowledge” is the base of Varvello’s quality: an experience that improves in
the cellars in vinegar wood barrels that are the biggest in the world.

SPOT
GRUPPO BIRRA CASTELLO (page 87). The Gruppo Birra Castello adds to the tradi-
tional brands Birra Castello and Pedavena, a new product line - Birra Dolomiti - foun-

ded on a project born with the re-startup of the Factory located in Pedavena.
HUHTAMAKI (page 45). The most beautiful parties require the most glamour plates,
small bowls and glasses. This is why Huhtamaki, leader company in the food pac-
kaging sector, renewed its Superparty collection.
IN.AL.PI. (page 33). The press conference for the presentation of the new structure
to store dry powdered milk, was held on last 15th April 2009, at IN.AL.PI plant of Mo-
retta (Cuneo).
RADEBERGER GRUPPE ITALIA ( page 83). Claustrhaler, a brand by Radeberger
Gruppe KG, is a nonalcoholic beer characterized by the unmistakable taste of a true
beer: a unique combination obtained by Claustrhaler only.
SOCO (page 102). New Topexan, a brand by SOCO - Società Cosmetici - leader in the
sector of skin cleaning, launches the competition “Win the Stadium with New Topexan”.
The protagonist is the “historical” Dermolavaggio Antibatterico for Normal and Fat
Skins in a 150 milliliter packing.
SVAT (page 121). Using its own platforms, Svat is presently proposing to the custo-
mers of the big distribution and large retailers to join for the establishment of a net-
work of multi-producer/multi-distributor Centers.

WARSTEINER ITALIA (page 89). Warsteiner, within the Mille Miglia, organized a si-
gnificant sampling activity with Warsteiner Premium, Fresh 0,0% alcohol, the “true”
nonalcoholic beer with 0,0% alcohol/vol. present in the Italian market.

BEHAVIOURS
Expensive food under
examination............................ pag. 80
In spite of curbing prices, the cost of alimen-
tary diets kept increasing with a rate more
than double as to inflation. Italians defend
themselves.
Consumers in brief .............. pag. 81

COMMUNICATION
BEER
Creativity in a draught beer ... pag. 85
A media mix that combines spectacularity and
emotions, mainly for a young public. But pre-
sently this successful formula requires new tools.
MEDIA
The brand in the role
of interpreter ......................... pag. 91
Today the advertising inside fragments of
films or TV serials is allowed also in Italy and
the public, rather than disturbed, seems to
be fascinated.
FAIRS AND MARKETS
Milan, capital
of the food world ................. pag. 95
Milan became the third pole among the gre-
at European exhibitions dedicated to the
trends of the food sector: a role already re-
cognized on its second edition.
MARKETING
Sports in a time of crisis ...... pag.101
A trend of polarization between shows and
amateur performances is taking place. Howe-
ver these sets end up by not matching thus re-
quiring new communication modalities.
Communication in brief ...... pag.103

PACKAGING
WINE
With the eye of a drinker.... pag.108
This kind of rental is increasing to solve tran-
sport problems relevant to goods and per-
sons. The market would be faster without the
normative limits on cargo services.
Packaging in brief ................ pag.113

LOGISTICS
LEASING
Rent a fleet ............................. pag.115
È in crescita per risolvere problemi di movimen-
tazione di merci e persone. Il mercato andreb-
be più spedito senza i limiti normativi sul carico.

TRANSPORTS
Deep frozen foods running
against traffic ........................ pag.119
The management of the cold chain becomes
critical for the city delivery service. New to-
ols and solutions are trying to meet these re-
quirements.

WORKINGS
The fruit & vegetable market
grows with technology ........ pag.123
Italy is in the vanguard in machinery and sy-
stems for the ortofrutta, field that sees world-wide
protagonists to us. On the investments they
weigh but the unknown quantities of the crisis.
Logistics in brief ................. pag.127

HUMAN RESOURCES
MARKETING
The business with a compass .. pag.128
There are tools designed to get the maximum
advantages from the geographic analysis. It
is a key to organize the sale force along
with the local market potentiality.
Human resources in brief .. pag. 130

FINANCE
CREDIT
Loans for purchasing
with recourse faculty............. pag.134
The next coming into force of a European direc-
tive changes the rules of consumption financing.
The banks shall be forced to revise their own re-
lationships with the consumer goods market.
TOOLS
The experts of credit recovery... pag.137
The increasing indebtedness of the Italian fa-

milies and the turning to loans and financing
also for the purchase of consumer goods ga-
ve a new impulse to the sector.
Finance in brief ..................... pag.141

ENVIRONMENT
HYGIENE
The problem
of ecological cleaning .......... pag.143
The producers of house detergents embraced
the cause of environment protection. Sensibi-
lity rewarded by the consumer who consi-
ders it an added value.
Environment in brief .............. pag. 147

ENERGY
DEEP FROZEN PRODUCTS
A “spine-chilling” saving ...... pag.150
The supply chain has approached the energy
saving practice for few years, with favorable
result also increasing the cooling power.
Energy in brief ............................ pag. 151

INDEX & MONITORING
Raw materials ............................. pag. 152
It is confirmed also in March 2009 the rise of
the quotations of raw materials that continue the
recovery emerged in the previous two month pe-
riod.
Prices and consumptions..... pag.154
The decrease of consumption level conti-
nued also in February 2009 - 4% as to
quantity: it is the result emerged from the In-
dicatore dei Consumi Confcommercio.
Purchasing intention .............. pag.156
The confidence of Italians seems to be in-
creasing as reported by data relevant to
March 2008 published in April by the Mon-
thly Findomestic Observatory that investiga-
tes the purchasing propensity.
Reading paths.................................... pag. 159
Information for readers
and advertisers............................... pag.160
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