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Makulaku Lakritsa Oy

Makulaku calls itself the 
sweetest piece of Finland. 
Based in Porvoo, approximate-
ly 50 km east of Helsinki, the 
company develops, produces 
and markets quality liquorice 
products. 

It was founded by the Jussila 
family in 1994, who started to 

create liquorice in their own 
kitchen. Since then, Makulaku 
has developed into one of the 
leading Finnish liquorice expor-
ters. “We produce 1.5 million 
kilogram of high-quality liquori-
ce annually today and ship our 
products to 15 countries from 
Scandinavia and Southern Eu-
rope to Russia, Australia, New 

Organic cultivation is continuing to grow in popularity across 

Europe. It is well known for fruits and vegetables but not so 

much for confectionery. One of the pioneers in this area is 

Makulaku Lakritsa Oy. The family-managed Finnish enterprise 

has been making organic liquorice since 1997, made with the 

extract of the roots of organically grown liquorice plants. It thus 

combines natural sweetness with a strong commitment to sus-

tainability.

Naturally sweet
and sustainable Makulaku Lakritsa 

Oy

Työpajatie 24
06150 Porvoo
Finland

Phone: +358 19 5768600
Fax: +358 19 549244
info@makulaku.fi

Zealand and the USA,” says 
Sales Director Thomas Hack-
man. 

Makulaku has 45 employees 
and turns over six million 
EUR. The company generates 
40% of its sales from interna-
tional activities and supplies 
both brand-name articles and 

private-label products to the 
retail trade. With 80% of overall 
revenues, however, the con-
fectionery industry is the main 
customer. 

Makulaku offers a broad vari-
ety of liquorice products in all 
forms, flavours and packaging 
formats, ranging from black li-

quorice, filled liquorice, coated 
liquorice and stripes to twisted 
liquorice, revolvers, sugared 
liquorice and organic liquorice. 
The company has been offe-
ring organic liquorice for 15 
years. “Liquorice from organic 
ingredients is our contribution 
to sustainable development,” 
says Mr. Hackman. 

Liquorice from organic 
ingredients is our contribu-

tion to sustainable 
development



witrainlrdcly 4
S

p
ec

ia
l  

Edition 2/2013

www.internationaltradenews.com

Advertisement

Makulaku is particularly 
strong in product deve-

lopment. The latest product 
novelties are Natural Sweet, 
the world’s first organic filled 
liquorice without gelatine, and 
a new salty liquorice mix speci-
fically developed for the dome-
stic market. 

All products, whether sweet 
or salty, whether made from 
conventional or organic ingre-
dients, have one thing in com-
mon, as Mr. Hackman explains: 
“We are deeply committed to 
quality, tasty products that are 
made using only the finest, 
carefully tested and natural 
ingredients.” 

Makulaku is using its quality 
philosophy to further expand 
its market position. The com-
pany has ambitious plans for 
the next year: Makulaku plans 
to introduce a new liquorice 
line in the Russian market in 
2013, grow its export share to 

50% and to increase sales by 
one third to eight million EUR. 
“Our vision for the future is to 
make Makulaku the number-
one choice for liquorice lovers 
everywhere,” states Mr. 
Hackman.

Our vision for the future 
is to make Makulaku the 
number-one choice for 

liquorice lovers everywhere

www.makulaku.fi
Makulaku Lakritsa Oy
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McCain Alimentaire S.A.S.

“Our core business is frozen 
French fries in different varia-
tions for the deep fryer,” 
explains Anne Sophie Fon-
taine, general director and 
responsible for France, the 
Netherlands and Belgium. 

“Yet not the least due to the 
increasing health awareness of 
the consumers, we have been 
recognizing a growing demand 

for french fries for the oven.”
In addition to the traditional 
french fries, the product pro-
gram of McCain Alimentaire 
boasts french fries specialities 
such as Western Style, Golden 
Longs, Organic, Steackhouse,  
Hot & Spicy, and others. 

Further-more, the fries speci-
alist also offers a wide range 
of different frozen potato 

Hardly any other deep frozen food product is as popular as french fries. Whether for the deep fryer, 

the baking oven or the microwave, the long potato sticks, which originally come from Belgium, 

are popular worldwide as a snack, a side dish or – among children – even as a main dish. McCain 

Alimentaire S.A.S. based in Harnes, France, is the French subsidiary of the Canadian french fries 

concern McCain. The company is the undisputed market leader in France and aims to enhance its 

market position on the basis of a sustainable future strategy. Product innovations and diversifica-

tion will be key words in the coming years for McCain Alimentaire.

McCain France – 
              ‘It’s all good’

McCain Alimentaire 
S.A.S.

Parc d‘Entreprises de la Motte 
du Bois
62440 Harnes
France

Phone: +33 3 21087800
Fax: +33 3 21087801
info@mccain.fr

We have 
been recognizing 

a growing 
demand for 
french fries 
for the oven
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all deep-frozen french fries 
worldwide to customers in 
over 110 countries. “We focus 
exclusively on the market for 
processed potatoes,” says Ms. 
Fontaine. “We are not active in 
the raw material market. 

At present we only hold around 
4% of the global consumption 
of processed potato 
products. So, there is much 

gether, around 1,100 people 
work for McCain Alimentaire. 
McCain Foods has a staff of 
over 18,000 worldwide and 
operates 55 production facili-
ties in twelve countries on six 
continents. 

The group produces around 
one million pounds of potato 
products per hour and sells 
approximately one third of 

institutions is an important 
marketing channel. France also 
supplies the markets in Belgi-
um, the Netherlands, Portugal, 
Italy, Greece and Spain. 

The origins of the concern 
date back to 1957 when two 
brothers who brought the 
processing of frozen potatoes 

to perfection founded a small 
firm in Florenceville, Canada. 
Around 30 years ago, produc-
tion facilities in Harnes, France, 
were taken on, and over the 
course of the years, two more 
companies in France followed. 

Today, France is the group’s 
center for the French and 
Benelux market with Harnes 
being the head office. Alto-

via retailers such as the big su-
permarkets and the big chains. 
Key accounts are the second 
distributions channel, for ex-
ample, McDonald’s, Quick or 
other restaurant chains. Last 
but not least, the food service 
market with snack bars, indi-
vidual restaurants and public 

products for adults and kids, 
such as potato wedges in

different styles, croquettes, 
Smiles, fried grated potatoes 
or fried mashed potatoes. 

McCain Alimentaire focuses on 
three major distribution chan-
nels. Firstly, the company sells 

We focus
exclusively

on the market 
for processed

potatoes

www.mccain.fr
McCain Alimentaire S.A.S.
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mistic about the future. 
There is so much more market 
potential we have not even 
touched. But, despite all our 
growth plans, we will conti-
nue to stay true to our guiding 
principles and to our slogan: 
‘McCain – it’s all good!’”

son around 80 kg and every 
Frenchman approximately 65 
kg,” says Ms. Fontaine. “In 
France, we eat 220,000 t of 
potatoes per annum. Belgium 
comes up to around 190,000 t, 
although the population is only 
one sixth of ours. I believe we 
have every reason to be opti-

the finished product. Another 
important sales argument is 
that children like our products. 
This effect must not be undere-
stimated. 

French fries are a pleasure you 
can afford. Therefore, we also 
offer special kids’ products 
and try to adapt them to their 
needs and likes.”

Expansion is one of the key 
issues on the company’s future 
agenda. The company aims 
to launch new products and 
to further diversify the product 
program. “According to a new 
survey, every Belgian consu-
mes around 85 kg of potatoes 
every year, every Dutch per-

covers the complete growing 
and production chain. 

In France, we collaborate 
with 900 farmers. There are 
several partnerships that are 
older than 25 years now. The 
close cooperation has a strong 
positive effect on the quality of 

more market potential to 
exploit. Of course, our mar-

ket is highly competitive, and 
there are big players. But we 
clearly excel in quality. All our 
products are premium pro-
ducts from A to Z. Our quality 
strategy starts with the raw 
material, the potato itself, and 

In France,
we eat 220,000 t 
of potatoes per 

annum

www.mccain.fr
McCain Alimentaire S.A.S.
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Telersvereniging Prominent

Tomatoes are not only a 
culinary delight. They are also 
very healthy. Full of vitamin C 
and carotene, they boost the 
immune system. Today, toma-
toes are available the whole 
year through. 

The tomatoes of TV Prominent 
are provided to a lot of Euro-
pean supermarkets – particu-
larly Germany, but also Scan-
dinavia and some countries in 
Eastern Eu-rope are among the 

purchasers of the tasty toma-
toes on the vine. 

The innovative grower associ-
ation Prominent was founded 
in 1995. It was a time when a 
lot of consum-ers were comp-
laining about the lack of taste 
of watery tomatoes. “In the 
1990s, tomatoes were not fla-
vourful enough,” says Arne van 
Aalst, managing director of TV 
Prominent for four years. 
“At that time, tomatoes 

Tomatoes are healthy and, for a couple of years now, finally very tasty. Because tomatoes had lost 

their special taste, the tomato cultivation has changed a lot over the last few years. Older species, 

which had been forgotten, were rediscovered, and new cultivation and harvesting methods were 

used. Tomatoes of members of Telersvereniging (TV) Prominent,  for example, are indeed flavour-

ful. This association of tomato growers supplies aromatic tomatoes on the vine in customized 

packaging solutions.

Collective strength

Telersvereniging 
Prominent
 
Scheeweg 9
2678 NT De Lier
The Netherlands

Phone: +31 174 525660
Fax: +31 174 525670
info@prominent-tomatoes.nl
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member participates in at least 
one themed group activity. 
That way, everyone can focus 
on one extra activity accor-
ding to his own interests, and 
the different experiences can 

be shared afterwards. These 
themed group activities are 
basically the beating heart of 
our association.” 

heat is transformed into warm 
water, which is collected in the 
ground and which in winter is 
pumped up again.” Innovative 
ideas like those come from the 
growers themselves. “We want 

to benefit as much as possible 
from the experiences of the 
growers,” states Mr. Van Aalst. 
“This is the reason why every 

plant, Prominent Groeneweg 
II, started working on a 9.3 
ha area. “Groeneweg II fol-
lows the principle of a closed 
greenhouse with the intenti-
on to use energy efficiently,” 

explains Mr. Van Aalst. “Unlike 
other greenhouses, the roof 
windows are always closed, 
even in summer. The excess 

were only available without 
the vine. In this context, 

the idea to change the ways 
of growing tomatoes came up 
and finally led to the launch of 
tomatoes on the vine.”

Today, TV Prominent has 24 
members and celebrated its 
15th anniversary in 2010. Diffe-
rent kinds of tomatoes grow on 
some 200 ha around Westland. 

Furthermore, there are two 
collective plants dedicated to 
testing new species. The plant 
Prominent Groeneweg I, esta-
blished in 2003, has some 7 ha 
and concentrates on studying 
the effects of lighting crops 
at night. In 2006, the second 

Unlike other 
greenhouses,
the roof win-

dows are always 
closed, even 
in summer

 Core Competence
Association to grow and distribute 
tomatoes on the vine

 Facts & Figures 
Founded: in 1995

Structure: Association of 
24 members

Employees: 70

Turnover of the members: 
115 to 120 million EUR

Export: 60% Germany, 10% Great 
Britain, rest Scandinavia and Eastern 
Europe

 Products & Services 
Growing of different species of toma-
toes on the vine, two greenhouses for 
experimental purposes, own distribu-
tion and packaging plants (FresQ, DC 
Prominent)

 Target Groups 
Retail in Europe

 Philosophy
To offer fresh products and 
controlled quality

To share experiences between gro-
wers is essential, share experiences 
to grow 

Sustainable energy concepts

 Future  
Effective collaboration of  
growers, distributors and  
competitors

IN BRIEF

www.prominent-tomatoes.nl
Telersvereniging Prominent
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of the custom-packed toma-
toes to supermarkets across 
Europe. “Among the customers 
are big retail chains like Lidl, 
Aldi and Kaufland in Germany, 
Tesco and Asda in Great Bri-
tain, and Jumbo and C1000 in 
the Netherlands,” says Mr. Van 
Aalst. 

“They are the ones who deter-
mine how the packaging will 
look. It is an art to present to-
matoes on the vine nicely and 
an important part of the mar-
keting.” With a share of 60%, 
Germany is the most important 
market. “The account mana-
gers of FresQ Fresh ConneQt, 
who are responsible for the sa-
les of Prominent tomatoes, are 

In terms of packaging, TV 
Prominent is very ambitious. 

In 2000, the association ope-
ned its own packaging plant 
DC Prominent. “This way, 
we can make sure that the 
packaging of the Prominent 
tomatoes is always uniform,” 
underlines Mr. Van Aalst. “Fur-
thermore, we can share the 
profit among all members 
instead of a few lucky ones.”

The TV Prominent concept is 
working out. Today, it has 70 
employees and the members 
have an annual turnover of 115 
to 120 million EUR. The marke-
ting organization FresQ and its 
operating sales companies are 
responsible for the distribution 

Arne van Aalst   &   Margreet v.d. Bos.
Managing Director

very important for us,” explains 
Mr. Van Aalst. “Our customers 
like our products, their variety, 
quality and freshness, which 
are ensured through strict con-
trols. The taste of the tomatoes 
comes first for us. We are try-
ing to convince the consumer 
that bigger tomatoes are less 
aromatic than smaller ones.” 

Because TV Prominent uses 
biological pesticides, the toma-
toes are indeed flvourful. “We 
are extremely strict about food 
safety,” says Mr. Van Aalst. 
“Tomatoes are healthy and 
delicious; people will always 
eat them. 
We are optimistic that 2013 will 
be equally successful.”

Our customers like our products, their variety,
quality and freshness, which are ensured

throughstrict controls

www.prominent-tomatoes.nl
Telersvereniging Prominent
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NATECO²  GmbH und Co. KG

“We offer solutions for the 
food and beverage industry 
as well as for the areas dietary 
supplements, cosmetics and 
pharmaceuticals, and refine 
different natural substances 
such as oils, fats, waxes, 
herbs, spices and decaffe-
inated tea,” says Marketing 
Appointee Nadine Igl-Schmid. 

“To optimise our production 
processes, we do continuous 
research and development. 
Moreover, our in-house labora-
tory monitors the high quality 
of all extracts.” This quality 
is certified according to ISO 
9001, ISO 14001, NOP, BioCert 
and Kosher Certificate, among 
others.   

Besides CO2 extraction, NA-
TECO2 offers a broad portfolio 
of addition-al services such 
as analysis, filling, packaging, 
storage and logistics. 

The company invests conti-
nuously in the modernisation 
of its machinery and has ext-
raction plants of different 

Supercritical carbon dioxide is an ideal substitute for harmful organic solvents and is used for the 

extraction of natural products. It has a high solvent power, and no residues or impurities from the 

solvent remain in the products. More than 30 years ago, NATECO2 GmbH und Co. KG started with 

the extraction of hops using supercritical CO2. The natural extraction medium offers the production 

of high-quality products and is an environmentally friendly alternative to organic solvents. Today, 

the company is the world’s largest producer of hop extracts supercritical carbon dioxide derived 

from and a global market leader in this area with an annual throughput of 10,000 t of hops. Over 

the course of the years, NATECO2 has continuously enhanced its CO2 extracting technology, and 

today, it also refines a great number of other natural substances.

Extracting the
          essence of nature

NATECO2 GmbH 
und Co. KG
Auenstrasse 18-20
85283 Wolnzach
Germany
Phone: +49 8442 660
Fax: +49 8442 6666
contact@nateco2.de
www.nateco2.de

To optimise our production
processes, we do continuous
research and development
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products. “The CO2 extraction 
of natural substances defini-
tely meets the current trend 
towards wholefood products,” 
states Ms. Igl-Schmid. “Extrac-
tion using supercritical carbon 
dioxide is the ideal solution for 
sensitive products and offers a 
large number of possibilities in 
the  future.”

the hop business enterprises  
Joh. Barth & Sohn GmbH & 
Co. KG and HVG Hopfenver-
wertungsgenossenschaft e.G. 
In 1979, the firm started with 
supercritical CO2 extraction. 

Since 1985, the company, 
which employs about 85 peo-
ple, has been active in the 
extraction of other different 

capacities as well as a large 
number of mills and driers 

for the preparation of natu-
ral substances. This way, the 
company is able to offer com-
plete solutions for contract 
extraction. 

Since 1962, the company has 
been active in the extraction of 
hops. NATECO2 is owned by 

www.nateco2.de
NATECO²  GmbH und Co. KG

Nadine Igl-Schmid
Marketing Appointee

To optimise our production
processes, we do continuous
research and development
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LARZUL

LARZUL is an old-establis-
hed French family enterprise 
specialized in first-rate delica-
tessen. Based in Brittany, the 
company was founded by Noël 
and Anna Larzul in 1906. 

Noël Larzul was a welder in a 
canning factory while his wife 
Anna was a highly capable 
chef. The two combined their 
talents and started produ-
cing and distributing cooked 
gourmet dishes in cans. To-
day, LARZUL employs over 
100 people and turns over 16 
million EUR. The product range 
splits into three divisions, as 
Managing Director Michel 
Larzul, great-grandson of the 
company founder, explains: 
“LARZUL is our original brand 
and targeted at the retail trade.

 Quand Valentine Cuisine is 
our organic brand, and Basso 
offers food products for the 
catering trade.” The product 
range includes delicatessen 
such as cooked sau-sages and 
cold cuts, a broad variety of 
offal dishes and diverse soups 

and sauces. It is rounded off 
by a number of private-label 
articles. 

The outstanding quality of all 
products is due to a combina-
tion of tradition and innovation. 
“We combine traditional, tried-

and-tested recipes with the 
latest, innovative processing 
equipment,” says Mr. Larzul. In 
addition, LARZUL uses natural 
ingredients only and no addi-
tives. “We are committed to 
cooking like families used to 
do,” states Mr. Larzul.

French cuisine enjoys an excellent reputation across the globe. 

A firm that has been upholding this reputation for more than a 

century is LARZUL. The successful family business is managed 

by the fourth generation of the Larzul family and offers typically 

French delicatessen of the highest quality.

First-rate family
cooking

LARZUL

210, rue Henri Lautredou
29720 Plonéour Lanvern
France

Phone: +33 2 98826868
Fax: +33 2 98877127
contact@larzul.com

Cooking like
families used

to do
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“As a young appellation and 
thanks to a unique, fruity taste, 
we have a great opportunity 
to appeal to younger people. 
This is a target group with high 
potential,” Virginie De Marles, 
marketing director at Jaillance, 
points out. She describes the 
Clairette de Die Tradition as 
soft and fruity, which is produ-

ced according to an old ances-
tral method. 
 
“This is the core of our know-
how,” Ms. De Marles explains. 
In contrast the Clairette de 
Die Brut, a 100% Clairette 
Blanche; the Crémant de Die, 
a blend of Aligoté, Clairette 
Blanche and Muscat; and 

La Cave de Die 
Jaillance

Avenue de la Clairette 
26150 Die, France

Phone: +33 4 75223000
Fax: +33 4 75223012  
info@jaillance.com

The wine cooperative La Cave de Die Jaillance from Die in 

France offers a unique wine portfolio for the young and the old.

Wine, world & 
consumption

We have a great opportunity 
to appeal to younger people
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Since 1989 the company has 
offered organic products. The 
biggest customers of the com-
pany are major food retailers in 
France. 

The export to 22 other coun-
tries currently accounts for 
15%, a value that is planned to 
be increased further. 
Therefore, the company is not 
only present at the Le Grand 
Tasting in Paris, the Revue Vin 
France and various organic 
consumer shows, but also at 
the Prowein, the Vinexpo and 
the Vinexpo Hong Kong. 

“We want to double our ex-
ports over the next three to five 
years,” Ms. De Marles disclo-
ses. “The target markets are, 
for example, Northern Europe, 
Asia and the Far East.”

the Crémant de Bordeaux 
are produced following the 

Champagne method. Respon-
sibility for the environment has 
a high priority. 

www.jaillance.com
La Cave de Die Jaillance

We want to
double our

exports
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DEMAVIC Laboratoire

Pets are beloved family members, and of course, their owners 

want only the best for them. Besides diet and health, hygiene, 

care and well-being of the animals have to be ensured. This is 

exactly the core business of DEMAVIC Laboratoire from Longvic 

in France. The specialist for pet supplies offers a huge portfolio 

that leaves no wishes open, delivers worldwide and most impor-

tant: puts the well-being of animals at the center of its marke-

ting.

Only the best
     for our pets

DEMAVIC
Laboratoire

6 Rue Pr. Louis Neel
21603 Longvic CEDEX
France
Phone: +33 3 80670384
Fax: +33 3 80670690
info@demavic-laboratoire.com

We are 
firmly rooted 
in the Swiss 
tradition of 

precision engi-
neering

“Indeed, our business is 
about the well-being of the 
animals and not about mar-
gins,” says General Director 
Gilles Deschamps. “We love 
pets, and therefore, we select 
only good products for them. 
We have our own R&D team 
boasting 14 veterinarians who 
continuously work on new 
products. This way, we are able 
to react quickly and flexibly to 
new needs and market trends.”

The product portfolio of DEMA-
VIC Laboratoire encompasses 
products for dogs, cats, fowl, 
birds, horses as well as for 
reptiles and rodents. In ad-
dition to fodder and hygienic 
articles, pest control products 
and accessories complete the 
portfolio. 

DEMAVIC Laboratoire supplies 
cus-tomers across the globe 
and exports to Germany, Great 
Britain, Spain, Italy, Japan and 
Taiwan. “We only started our 

export activities recently,” says 
Mr. Deschamps. “But we do 
see strong future potential for 
us here. We believe that we will 
be able to increase our export 
figures within the next two 
years to around 10% of our 
annual turnover. 

Currently, we recognize gro-
wing demand from Eastern 
Europe, for example. Yet it 
will always be our mission to 
develop innovative top-quality 
products that make our little 
darlings feel good.”
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Molitoria Umbra SRL

Molitoria Umbra is a ma-
jor Italian producer of quality 
semolina for pasta making and 
baking applications. The com-
pany uses the finest durum 
wheat from controlled, 100% 
traceable sources and pro-
cesses it into a broad range of 
semolina prod-ucts. 

Founded by Franco, Enrico 
and Federico Ricci in 1959, 
Molitoria Umbra has more than 

50 years of experience in pro-
ducing semolina. Then under 
the name of Ricci Molini the 
company started, as a small 
milling operation. 

Over the years, it has develo-
ped into an industrial firm with 
an annual production capa-
city of 130,000 t of first-class 
semolina and customers all 
over Italy and in many other 
European countries. “Our main 

export focus is on Northern 
Europe: Germany, Austria, 
France and Belgium,” says 
President Mariella Bianchi. 

Molitoria Umbra currently ships 
10% of its products abroad but 
plans to further grow its inter-
national activities in the future. 
The company has annual sales 
of 50 million EUR and 22 em-
ployees. Its main customers 
are pasta producers, 

Durum wheat has a higher protein content than conventional wheat and is usually grown in Europe 

south of the Alps. Pasta made from durum wheat does not require the use of eggs. A quality leader 

in this special segment of the food market is Molitoria Umbra SRL. The family-managed enterprise 

offers a wide variety of first-class semolina made from durum wheat and supplies pasta producers 

from southern Italy to Northern Europe.

From southern Italy to 
Northern Europe

Molitoria Umbra 
SRL

via San Cristoforo, 5/E
06083 Bastia Umbra (PG)
Italy

Phone: +39 075 8010151
Fax: +39 075 8002578
info@molitoriaumbra.com

Our main
export focus

is on Northern 
Europe
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at the leading Italian semolina 
supplier. “All our products are 
100% made in Italy, and all raw 
materials can be 100% traced 
back to their origins,” explains 
Ms. Bianchi. Molitoria Umbra 
is ISO 9001 quality certified, 
ISO 22005 certified for having 
implemented a feed and food 
trace-ability system and BRC 
certified for food safety. 

The use of the latest innovative 
technology at Molitoria Umbra 
is joined by excellent custom- 
er service, unrivalled flexibility 
in meeting individual customer 
needs, and reliability and long-
term orientation in customer 
relations. “As an old-establis-
hed family enterprise, we have 
a clear set of values that goes 
beyond sales and profit,” Ms. 
Bianchi describes the philoso-
phy of the company. “Ethics 
is important in business. This 
attitude is highly appreciated 
by our customers and shows in 
high levels of customer loyal-
ty.” 

By combining tradition and 
innovation perfectly, and pur-
suing a quality-oriented 

ranging from small, artisan 
businesses to large, multi-

national groups. In addition, 
Molitoria Umbra supplies the 
baking industry, which uses 
semolina for specific bread 
varieties.

 “We offer a wide assortment 
of semolina, including private-
label products,” states Ms. 
Bianchi. Molitoria Umbra also 
offers organic semolina, which 
is grow-ing more and more in 
demand. In addition, the com-
pany is constantly developing 
new products to round off the 
range. The latest is bran, se-
molina that is particularly rich 
in fiber and very popular in the 
northern parts of Europe. 

As a quality leader in the Itali-
an semolina market, Molitoria 
Umbra is outfitted with state-
of-the-art, highly automated 
production equipment that 
guarantees perfect product 
quality. And continuous quality 
checks ensure that food safety 
is at the highest level. 

In fact, quality starts with the 
selection of the raw materials 

We offer a wide assortment 
of semolina, including
private-label products

 Core Competence 
Production of semolina 

 Facts & Figures 
Founded: by Franco, Enrico and 
Federico Ricci in 1959

Structure: medium-sized, 
family-owned enterprise

Emplo       yees: 22

Turnover: 50 million EUR

Export: 10% (Northern Europe)

 Products & Services 
Various types of semolina  
including organic products

 Target Groups 
Pasta producers and baking firms 

 Philosophy
Tradition and innovation in  
perfect combination 

 Future
Strengthening of export activities in 
existing markets and improvement 
of efficiency in production

IN BRIEF

www.molitoriaumbra.com
Molitoria Umbra SRL
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that have become obsolete. 
Today is the beginning of to-
morrow, and you have to look 
ahead and be prepared for 
anything that might come.” 

In managing change, technolo-
gical progress plays a vital role 
at Molitoria Umbra. That is why 
the company is continuously 
investing in new machinery to 
further improve production ef-
ficiency and thus stay ahead of 
the competition and maintain 
its position as a quality leader. 

At the same time, Molitoria 
Umbra is determined to further 
grow its international activities, 
mainly focusing on existing 
markets in Northern Europe.

corporate strategy, Molito-
ria Umbra is in a position 

to successfully compete with 
larger Italian milling firms. 

“Guaranteed quality and safety, 
together with excellent service, 
are the main issues that explain 
our sustained success,” says 
Ms. Bianchi. Other crucial suc-
cess factors are the company’s 
young, motivated team, which 
is treated with appreciation 
and respect, and its special 
approach to managing change. 
“An economic crisis like now is 
always a synonym for change,” 
states Ms. Bianchi. “Change, 
however, must not be regarded 
as a threat but rather as an 
opportunity. 

The econ-omy is developing 
and changing constantly. You 
have to accept this inevitability 
and adapt to new requirements 
as swiftly as possible. Change 
is always a starting point for 
overcoming old procedures 

Molitoria Umbra is a successful family enterprise with a rich history and a bright future.

Our company is provided with all 
the necessary qualifications and certificates

www.molitoriaumbra.com
Molitoria Umbra SRL
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“Of course, our portfolio uni-
tes strong brands,” says Stefan 
Körber, managing director Bel 
Austria and marketing director 
Bel Germany. “In addition to 
Babyel, Bonbel, Kiri and Leer-
dammer are important sales 
pillars for us. 

In 2008, we launched Bonbel 
Creamy & Spicy in Austria, and 
the product became a success 
within the shortest time. Since 
2011, we have been the market 

leader in the soft cheese sector 
nationwide. But of course, you 
have to support strong brands 
with strong products. We have 
the highest demands concer-
ning product quality and taste. 
We are ISO certified and con-
duct stringent quality controls 
in-house, too.”

The brand universe of Bel 
encompasses the five core 
brands La Vache qui rit (The 
Laughing Cow), 

In recent years, the consumption of cheese has grown continuously. Today, the annual per capi-

ta consumption is around 20 kg. Mainly hard cheese, cheese slices and soft cheese are in great 

demand. Since the mid-1970s, a small round red cheese snack has been making its way onto the 

supermarket shelves. Today, this little cheese snack called Babybel is known worldwide and popu-

lar among young and old. Fromageries Bel from Vienna, a branch office of Bel Deutschland GmbH 

and responsible for the sales of the products in Austria, has been enjoying continuous growth 

rates since 2007.

The world of cheese
Fromageries Bel

Hutweidengasse 22/3
1190 Vienna
Austria

Phone: +43 1 615497410
Fax: +43 1 6154975
info@bel-austria.at
www.bel-austria.at

We have the 
highest demands 

concerning
product quality 

and taste
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on healthy eating and environ-
mental protection.
Under its slogan ‘Sharing 
Smiles,’Bel has sponsored 
around 63 projects worldwide 
since 2008. “Healthy food and 
products, responsible com-
munications and responsible 
consumption, environmental 
friendliness, partnership and 

Our brands form the heart of 
our strategy.”

Bel actively markets its pro-
ducts and uses different 
channels. With its classic ad-
vertising and consumer pro-
motions, the company aims to 
enhance the brand awareness 
of the product and to convey 
the brand experience. Con-
sumption, pleasure and fun are 
guiding principles of the mes-
sage.

Besides the development of 
top-quality and consumer-ori-
ented products, Bel is involved 
in several social projects. The 
Bel Foundation supports many 
aid initiatives for children ac-
ross the globe, always focusing 

“We sell a very traditional pro-
duct, namely cheese, and Bel 
is a family company with a long 
tradition,” says Mr. Körber. “Yet 
we were able to transfer a tra-
ditional product into innovative 
concepts people like. 

At the same time, we contri-
bute to a healthy diet. Today, 
the Bel group is a modern and 
internationally operating com-
pany with a strong portfolio. 

Mini Babybel, Leerdammer, 
Kiri and Boursin. All of them 

are sold worldwide. In addition 
to this, the portfolio boasts 26 
other national or international 
brands which are sold in one or 
several countries.
For example, Maredsous is 
sold in Belgium, Karicka in Slo-
vakia, Limiano in Italy, Karper 
in Turkey, and Bonbel is dis-
tributed exclusively in Austria 
and Germany.

Our brands
form the heart
of our strategy

www.bel-austria.at
Fromageries Bel

society, and responsibility as 
an employer – these are the 
cornerstones of our corporate 
social responsibility,” says Mr. 
Körber. “Saying this, we lay 
great emphasis on integrating 
all our people into this con-
cept. Every single employee 
can help us be a socially res-
ponsible company.” 
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Stefan Körber
Marketing Director

As Mini Babybel cheese is 
a fun prod-uct, ideal as a 

snack and also very popular 
among children, Bel is involved 
in several partnerships with 
Austrian ski schools. “Mini Ba-
bybel is the ideal snack on the 
slope,” says Mr. Körber. “It is 
packed and is also the perfect 
tasty snack for a ski break.”

The origins of the famous 
cheese date far back. Alrea-
dy in 1895 Jules Bel started 
to produce cheese in an old 
monastery cellar in Orgelet, 
France. In 1897 he transfer-
red the business to his two 
sons Henri and Léon. With the 
building of the first production 
facilities in Lons-le-Saunier for 
the production of soft cheese, 
the family laid the founda-tion 
stone for today’s global brand 
La Vache qui rit. 

The son-in-law Robert Fiévet 
soon recognised the impor-
tance of strong brands and re-
gistered La Vache qui rit as an 
official trademark. He also ini-
tiated a stringent brand policy 
which is still the basis for Bel’s 
activities. He also enhanced 
the international expansion of 
the company. The first subsidi-
ary abroad was established in 
Great Britain in 1929. 

It is packed and is also the 
perfect tasty snack for a ski break

www.bel-austria.at
Fromageries Bel

Soon, other offices followed 
in Europe, the USA, the Arab 
states and Asia. The Austrian 
subsidiary opened in 1994. 
Today, the company is a bran-
ch office of Bel Deutschland 
GmbH, which was establis-
hed in 1956. Altogether, the 
Bel group realises an annual 
turn-over of over 2.5 billion 
EUR net. To this, Deutschland 
GmbH contributes around 360 
million EUR, Bel Austria ano-
ther twelve million EUR (end-
customer prices). 

In the coming years, 
Fromagerie Bel aims 
to enhance its distri-
bution and promotion 
activities for 
Mini Babybel, 
especially in Austria. 
“We will also 
enhance 
our innovation 
cycles,” 

says Mr. Körber. “We already 
have several developments 
and products in the pipeline 
which we are going to launch 
one after the other.”
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Pago Italia srl

Via A. Volta 23
31030 Dosson di Casier (TV)
Italy

Phone: +39 0422 4989
Fax: +39 0422 498880
pago.italia@pago.cc

“Our philosophy is to offer 
a premium product containing 
only the best and ripe fruit with 
no additives or preservatives,” 
Manager Dott. Piergiorgio 
Giunti says. 

As a limited liability company 
owned by the Heineken Group, 
Pago Italia is responsible for 

the distribution of Pago fruit 
juice on the Italian market. The 
product line includes over 35 
different flavours, which are 
supplied mainly in the promi-
nent 200 ml glass bottles. 

“The green bottle with a yellow 
twist-off cap is very striking 
and stands for high product 

quality,” Dott. Giunti points out. 
“For this we introduced to the 
market a special glass by and 
for Pago. The product is par-
ticularly visible on our special 
refrigerated shelves.” And the 
content is a sight to see, too. 

Pago presents a wide range 
of fruit juices, from nectar 

Nowadays all kinds of drinks are available in supermarkets, and 

many companies advertise the health aspect, from water with 

minerals to isotonic sports drinks. If it strikes your fancy, you 

can buy special super-juice with 25 different vitamins and 30 

supposedly health-promoting additives. Or you can go back to 

the roots and opt instead for a natural, high-quality fruit juice, 

such as Pago fruit juice.

The fruit
    in the bottle

Our philo-
sophy is to

offer a premium 
product contai-
ning only the 
best and ripe 

fruit
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restaurants and catering, juices 
for mixed drinks are packaged 
in 1 l plastic bottles. 

The well-known standard 
bottle can also be varied, for 
example as a glass bottle with 
a silver twist-off top. For the 
juic-es, diversity is typical, too. 

Apart from the classic varieties, 
there are also exotic flavours 
and from time to time an exqui-
site limited edition for connois-
seurs who like to exper-iment. 
Especially the more unusual 
varieties have considerable 
success. For example, Pago 
Strawberry is a popular pro-
duct.

remain well preserved for long 
periods. This quality without 
utilising additives or preservati-
ves is achievable only because 
we use the best select-ed and 
fully ripened fruit for our 100% 
juice, nectar and drinks. 

This care turns Pago into a 
very special taste experience. 
It is more than just a beverage; 
it is nothing less than a deli-
cious fruit in liquid form.” The 
green 200 ml bottle with the 
yellow cap is the best known; 
however, Pago is also sold in 
0.33 l or 0.75 l PET bottles. For 
food retailers, there are also 
PET bottles, and especially for 
the fields gastronomy, hotel, 

ral fruits, nothing added,” Dott. 
Giunti assures. “The juices are 
made without preservatives 
and are vacuum sealed, which 
results in the typical ‘pop’ 
upon opening them. Thus, they 

other multifruit drinks such as 
lemon-lime, blood orange-lime 
and blueberry. 

“Everything with no additives 
or artificial flavours, only natu-

with a fruit content of 50% 
to 70% in peach, pear or 

apricot to 100% juices from 
pineapple to orange, an ACE 
drink – the original was created 
by Pago in 1996 – and many 

Everything with no 
additives or artificial 

flavours, only natural fruits, 
nothing added
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verages are always consumed 
anyway. This has proven true in 
the 125 years the company has 
existed and will not change in 
the future.”

is mainly the areas of gastro-
nomy, hotel, restaurant and 
catering. Only 15% of the 25 
million EUR sales Pago Italia 
achieves can be attributed to 
food retailers.

The general economic situa-
tion has the effect that many 
people think twice before they 
spend money. Dott. Giunti is 
nevertheless convinced that 
Pago will always find many 
buyers. “The situation is cur-
rently anything but rosy, and 
customers are considering 
exactly what they are getting 
for their money. Pago is high-
quality ‘liquid fruit.’ 

It is worth spending a little 
more money since it has a 
positive effect on health and 
well-being. Fruit juices have 
their own dynamics, and be-

word for fruit, was created in 
1949. Heineken took over the 
company in 1977, and Pago 
Italia was founded in 1989 as 
a distribution company. “Pago 
owns local sales companies in 
all markets,” Dott. Giunti exp-
lains.

In Italy, 60 people work for 
Pago, 50 of whom are sales-
men. This is connected to the 
strategy of the company. “We 
speak to customers directly, 
at congresses, conventions 
and events that take place in 
particular locations, where we 
get the attention of our custo-
mers,” Dott. Giunti explains. 

“In addition to the quality of 
our juices, another success 
factor is the service we offer 
our customers and specific pu-
blic relations.” The target group 

fruit juices – apple, red and 
black currant – were made and 
mixed with soda,” Dott. Giunti 
says. “That was the beginning 
of the rapid growth of Pago.” 
This brand, whose name is 
composed of the words Pagitz 
and Obst, which is the German 

Pago is a traditional compa-
ny. The cornerstone was al-

ready laid in 1888 in Carinthia, 
in Klagenfurt to be precise, 
where Jacob Pagitz founded a 
company for the manu-facture 
and distribution of soda. 
“In the following years, the first 

 Core Competence 
Sales of PAGO 100% fruit juices, 
nectars and drinks 

 Facts & Figures 
Founded: 1888, the distribution 
company in Italy 1989

Structure: Limited liability company 
of the Heineken group

Employees: 60, including 

50 salesman

Turnover: 25 million EUR

 Products & Services 
100% juice, nectar, drinks, special 
bottles and display cases

 Target Groups 
Gastronomy, hotels, restaurants, 
catering, food retailers

 Future
Continuing to impress the cus-tomers 
with superior quality

IN BRIEF
Pago owns local sales com-

panies in all markets

www.pago.it
Pago Italia srl
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