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TUTTOFOOD accelerates and

strengthens its international reach
The Cibus Link Hall to spotlight private label, retail and

global market scenarios

From 11 to 14 May 2026, at Rho Fiera Milano, TUTTOFOOD returns with greater
scale and stronger ambitions. The food & beverage trade show will occupy all
10 exhibition halls, covering a total net exhibition area of 85,000 square metres,
and is preparing to welcome more than 100,000 trade visitors from 80 countries.
Within the event, the Cibus Link Hall will serve as a venue for international

debate and networking.

The figures point to a clear step forward
compared with 2025: exhibition space is
up 15%, exhibitors and Trade Promotion
Organisations are up 20%, and buyers
are up 33%. Around 5,000 exhibitors
and 4,000 top buyers are expected
overall, including more than 200 se-
lected through the overseas network
of ICE, the Italian Trade Agency. Inter-
national participation is spread across
Europe, which accounts for 42%, and
other markets: North America at 21%,
the Far East and ASEAN at 15%, Latin
America at 9%, the Middle East at 6%
and other regions at 7%. The most signi-
ficant delegations include Japan, South
Korea, Canada and South America.

The repositioning launched by Fiere di
Parma further consolidates TUTTOFO-
OD’s role on the international calendar
for industry professionals. Italy’s Mini-
ster of Agriculture, Francesco Lollo-
brigida, underlines the strategic impor-
tance of the event for the Italian and
European agri-food sector, particular-
ly in promoting Made in Italy products
to international buyers. This is also the
context for the first edition of the In-
ternational Forum of Italian Cuisine.

The layout of the exhibition reflects the
structure of the product offering: from
Dairy Productsin Hall1to Meat, Proteins &
Cured Meat in Halls 3 and 4, and Grocery

across Halls 5, 7, 10 and 6. Hall 6 will also
host the Italian Specialty Selection and
the Mixology Experience, dedicated to
beveragesand new presentation formats
linked to pairing. The layout is completed
by Deli, Frozen & Seafood in Halls 2 and 4,
Tutto Fruit & Veg, Bakery & Snacks in Hall
8, and Confectionery & Coffee in Hall 12.

The presence of both Italian and interna-
tional exhibitors is designed to support
buyers in sourcing and business deve-
lopment, with the backing of the Buyer’s
Program run by ICE, the Italian Trade
Agency. This will be complemented by
themed store tours focusing on modern
retail and Italy's organised foodservice
sector. ICE will also support incoming
delegations, bringing more than 200 in-
ternational operators to the event, with
a focus on the high-potential markets
identified in the Export Plan, including
South America and the Mercosur area.

The programme will also feature the
Cibus Link Hall, a content hub dedi-
cated to the agri-food supply chain
and modern retail. It will host a series
of closed-door meetings focused on
private label, international scenarios
and market development. Over three
days, the space will offer a thematic
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journey through some of the key is-
sues currently facing large-scale retail.

On M May, the spotlight will be on pri-
vate label, with the presentation of
data frorm the National Observatory
on Private Label & the Food Industry,
curated by GDOData. This will be fol-
lowed by round tables on supply chain
collaboration between manufacturers,
retailers and co-packers. The day will
close with the Private Label Excel-
lence Awards and an afternoon fo-
cus on the use of data in decision-ma-
king processes within large-scale retail.

On 12 May, the programme will fo-
cus on supply chain development mo-
dels and competitive dynamics: from
generational handover in food com-
panies to the evolution of retail for-
mats in Italy, as well as an in-depth
look at the US market and positioning
strategies for Made in Italy products.

On 13 May, the focus will broaden to in-
ternational markets and the transforma-
tion of retail, with a discussion comparing
Europe and Latin America and sessions
on topics such as sustainable packaging
and the relationship between branded
manufacturers and private label.
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Morato works on consumption
occasions: bakery moves between
snacks, premium and free-from

In bakery today, the product matters less
than when it is consumed. This is where
competition is shifting, and Morato arri-
ves at TuttoFood 2026 with a portfolio
clearly designed to cover multiple usage
occasions.

The innovations presented at the show
do not sit within a single category. They
move across snacks, bread substitutes,
free-from and premium segments, but
share a common thread: they are desi-
gned for flexible use, both at home and
out-of-home.

Morato’s Spuntinelle, now available in
the new Malt and Barley variant, target
everyday consumption—quick, conve-
nient, but with a more refined nutritio-
nal profile. High in fibre, with no added
sugars, they fit into a “better for you”

positioning without compromising on
practicality.

A different direction is taken by Gran
Piada Roberto, which has undergone
a significant restyling project involving
product, packaging and positioning. A
new recipe, updated technology and
redesigned packaging reinforce a cle-
ar promise: thin, rollable and versatile.
This relaunch also includes range exten-
sions such as paprika and chilli varian-
ts. Here the focus shifts—from function
to experience. The product becomes a
base for more personalised, even “gour-
met”, preparations, including at home.

In the free-from segment, the intro-
duction of Granrustico Nutrifree confir-
ms a now established shift: gluten-free
is no longer a niche, but a stable com-

ponent of the bakery offering.
What connects these product lines is
versatility. They are designed to perform
well on shelf, but also in out-of-home
settings, where ease of use and opera-
tional efficiency become critical.

Morato continues to operate through a
multi-channel structure, with retail as
its historical backbone, supported by
growing export activity and a well-e-
stablished presence in private label.

In recent years, however, the focus has
increasingly extended to the professio-
nal channel, with dedicated solutions
and formats designed for horeca and
foodservice operators. The objective is
not to open new channels, but to make
the same products work across different
contexts.

This approach is also reflected in innova-
tion. It is not just about launching new
SKUs, but about refining recipes, in-
gredients and processes to better ali-
gn with evolving consumption habits. At
the same time, the company is working
on production efficiency, with targeted
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actions to reduce waste and improve the
overall sustainability of the supply chain.

TuttoFood therefore becomes not only
a showcase, but also an observation
point. The fair is an opportunity to stren-
gthen existing relationships while also
identifying new partners, both in retail
and in the professional channel.

Geographically, the model is now well
balanced.

Around 50% of turnover comes from
international markets, with a growing
presence in Europe and a gradual expan-
sion into new regions. Spain, France and
the UK are currently the most establi-
shed markets, while Germany and Ea-
stern Europe offer further growth po-
tential. The United States, though still at
an earlier stage, is already in motion.

In bakery, the challenge is no longer just
to secure shelf space. It is to enter consu-
mption occasions. And Morato is clearly
moving in that direction.
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Casalasco reshapes its model
across brands, co-packing and
agricultural development

Over the past two years, Casalasco has
been reshaping its structure. Rather
than focusing on isolated product laun-
ches, the group has expanded its scope
by integrating brands, strengthening its
industrial role and developing new sup-
ply chains.

The innovations presented at TuttoFo-
od 2026 need to be read within this bro-
ader transformation.

The restyling of Tomato al Gusto, a le-
ading brand in the German market ac-
quired from Unilever, is one of the most
visible steps.

It is not just a visual update, but part

of a broader effort to align the brand wi-
thin a more complex and international
portfolio.

In Italy, the focus is on fully integrating
recently acquired brands. Just over a
year after the acquisition, Pummaro
and Polpabella are being completed
with new references, strengthening
their position in the passata and chop-
ped tomato segments.

At the same time, Pomi and De Rica are
being extended with new finely chop-
ped 100% datterino tomato products.
This is less about range expansion and
more about sharpening positioning
around raw material quality.

Overall, the portfolio is evolving throu-
gh consolidation rather than prolifera-
tion, building depth around established
brands.

At its core, Casalasco remains an indu-
strial player. The company continues
to operate across two dimensions: co-
packing and private label for major
retailers and branded manufacturers,
alongside the development of its own
brands.

Today, more than 75% of revenues
come from the retail channel through
this combined model.

This structure allows the company to ba-
lance volume-driven and value-driven
strategies, depending on the partner.

The most significant shift, however, con-
cerns the supply chain.

With the opening of the Innovation
Center in Fontanellato, Casalasco is po-
sitioning its integrated supply chain as
a tangible value proposition, not just a
production asset.

This approach is reflected in the launch
of the basil supply chain, which comple-
ments the historical tomato one. It is not
a marginal addition, but an attempt to
replicate a proven model across a new
raw material, opening opportunities
both domestically and internationally.

The strategy is clear: expand the pro-
duct offering starting from controlled
supply chains, maintaining consistency
with Mediterranean tradition while sca-
ling industrial capabilities.

Within this framework, TuttoFood acts
as a key interface with the market. The
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event is particularly relevant for its inter-
national reach, aligning with a business
that is already strongly export-oriented.

Figures confirm this: around two-thirds
of revenues come from foreign markets,
with Europe accounting for the majori-
ty and a growing share from non-EU re-
gions.

The main investment areas are the Uni-
ted States, the United Kingdom and
the Far East.

In this context, the challenge is no lon-
ger market entry, but market consoli-
dation—Ileveraging a structure that in-
tegrates production, supply chain and
product development.

This is where Casalasco is repositioning
itself: less focused on individual pro-
ducts, more on building a system ca-
pable of adapting to different partners
and markets.

11
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More variety, more occasions:
GEA expands its ready-to-heat

range

GEA heads into TuttoFood 2026 with a
clear strategy: rather than creating enti-
rely new categories, the company is fo-
cusing on making existing ones more
versatile and adaptable across diffe-
rent usage occasions.

“For this edition of TuttoFood, we are in-
troducing a wide range of new products
that further develop our portfolio across
nearly all categories,” says Giulia Sca-
puzzi, Managing Director of GEA. The
direction is clear: greater depth, but also
broader application.

Single-serve solutions remain at the
core of the offer. What was once a se-
condary segment has now become a
key driver. The latest launches span the
entire meal, from risottos and main
courses to traditional side dishes, ma-
king the range more complete and ea-
sier to manage.

“Microwavable single portions are incre-
asingly in demand both in retail and in
quick-service food environments,” Sca-
puzzi notes.

Alongside microwaveable products, the
ready-to-pan segment continues to gain
traction. Items such as seafood risot-
to cater to consumers looking for con-
venience without compromising on a
more ‘freshly cooked’' experience.

Another key development concerns

consumption occasions. With its choco-
late-filled mini calzoni, GEA is entering
the breakfast and sweet snacking seg-
ment. It's a natural extension, but also a
strategic move to tap into dayparts that
were previously not covered.

The result is a broader and more flexi-
ble portfolio. It's no longer just about
ready meals, but about tailor-made solu-
tions designed to perform across multi-
ple occasions and channels.

From a commercial perspective, the ap-
proach remains pragmatic. Retail, food-
service, industry and export all coexist,
within a balance that has strengthened
over time.

“In the short to medium term, we expect
to consolidate and further develop the
retail channel, both with our Artica
brand and with private label products.
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We also aim to develop and increase
sales in the food service channel and in
export markets.”

“Innovation and customization, together
with a strong focus on quality, have
always guided our production choices,”
Scapuzzi adds.

The R&D team follows the same appro-
ach: closely monitoring market trends
and translating them into products that
work in real-life applications, without un-
necessary complexity.

For GEA, TuttoFood is less about showca-
sing and more about doing business.

Exports already account for around
30% of total turnover and remain a key
growth driver.

In @ market increasingly shaped by con-
venience, differentiation lies not only in
the product itself, but in how easy it is to
use, replicate and adapt across contexts.

13
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Mare Gioioso makes its TuttoFood
debut with an integrated model
across fresh, frozen and ready-to-

eat seafood

At its first participation in TuttoFood,
Mare Gioioso introduces itself to the
market with an integrated seafood mo-
del, spanning from sourcing to proces-
sing.

The company builds on the experien-
ce of its founder, Sebastiano Gioioso,
who has over forty years of expertise in
the seafood sector, developing a solid
network across sourcing and proces-
sing.

Every day, a fleet of 45 fishing vessels
supplies the company, complemented
by selected fresh and frozen products
sourced internationally and further pro-
cessed.

The result is a portfolio covering fresh,
frozen and processed seafood, up to re-
ady-to-eat solutions for both retail and
foodservice.

This structure underpins the company'’s
presence at the trade show: not just a
product showcase, but its first direct
positioning in front of international
buyers.

In seafood today, the challenge goes
beyond raw material quality. It's about
accessibility and convenience without
losing identity.

Mare Gioioso operates in this space.
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At TuttoFood 2026, the company pre-
sents a range built around a clear idea:
simplifying seafood consumption
without compromising authenticity.
The most visible innovations are its ma-
rinated seafood appetizers, where the
production process itself becomes a
key element of positioning.

During the exhibition, visitors will also
have the opportunity to taste the pro-
ducts, freshly prepared on site by the
company’s chefs, offering a direct expe-
rience of both product quality and ver-
satility.

Natural processing, clean taste and in-
tegrated logistics support this model.

Consumers are increasingly looking for
convenience without sacrificing qua-
lity, and Mare Gioioso responds with a
portfolio that spans fresh, frozen and
ready-to-eat solutions.

The company operates an integrated
supply chain with 24-hour delivery ca-
pabilities.

Export is becoming increasingly rele-
vant, alongside a solid presen-

ce in retail, traditional trade and
horeca.

Innovation focuses on both pro-
duct and process, including su-
stainability initiatives such as
the gradual shift to cardboard
packaging.

The challenge is not just to bring
seafood beyond Italy, but to
make it easier to consume wi-
thout losing what defines it.

17
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La Linea Verde focuses on “meal
time”:; fresh food shifts toward
service, variety and global

flavours

In fresh food today, the real competition
is not just about the product—it's about
time. How easy it is to use, how much
it simplifies meal preparation, and how
naturally it fits into everyday routines
without compromising quality. This is
where La Linea Verde is positioning it-
self.

“Consumers are increasingly selective,
but they still look for solutions that sim-
plify everyday meal management,” says
Matteo Laconi, Marketing Director.

This is the starting point for the com-
pany's approach at TuttoFood 2026.

The innovations presented are not isola-
ted launches, but part of a broader pa-
thway developed throughout the year,
structured around consumption occa-
sions rather than categories. The com-

mon thread is the balance between
convenience, quality and variety.

The DimmidiSi range reflects this. The
seafood paella introduces an interna-
tional flavour profile into the fresh seg-
ment, while enriched salads and the
new “Golosi” ready meals focus on
offering complete, recognizable dishes
that are ready to consume.

The objective is not just to add recipes,
but to expand the role of the category—
from side dish to full meal solution.

Co-marketing initiatives with supply
chain partners follow the same logic.
New products developed with brands
such as Parmareggio and Latteria So-
resina bring well-known ingredients like
Parmigiano Reggiano and Grana Pada-
no into high-service fresh solutions.

Here, recognition plays as important a
role as taste.

The most structural innovation, howe-
ver, is Folia®. A new line of ready-to-e-
at salads grown in high-tech glass gre-
enhouses, without pesticides and with
extended shelf life.

This is not just a product innovation—it's
an intervention at category level, impro-
ving consistency, quality and supply
chain control.

“The goal is not to add more SKUs, but
to help the category grow and become
more attractive to new consumers,” La-
coni explains. This approach is reflected
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in the commercial model.

Retail remains the core channel, but it is
increasingly integrated with export, whi-
ch now accounts for around 50% of tur-
nover. The aim is to build scalable cate-
gories that can be adapted to different
markets and consumption habits.

At the same time, the company is explo-
ring opportunities in foodservice, par-
ticularly for specific product segments
and geographies.

Industrial development is part of this
evolution. In recent years, La Linea Ver-
de has strengthened its European fo-
otprint through acquisitions in Belgium
and France in the fresh soups segment,
bringing production closer to key mar-
kets and improving responsiveness.

Parallel to this, the company continues
to invest in its agricultural supply chain,
with projects such as V.A.l. IV focused
on improving crop quality and reducing
environmental impact.

Within this context, TuttoFood becomes
a platform for dialogue rather than just a
showecase. It is an opportunity to stren-
gthen relationships, but also to obser-
ve a fast-evolving market, particularly in
terms of consumption habits.

“It's an important moment to capture
emerging trends and reinforce our role
as a partner to retailers,” Laconi conclu-
des.

In fresh food, the challenge is no longer
just to offer products—it's to fit into the
rhythm of everyday consumption. And
that's where the competition is shifting.

19
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A dual-track strategy between
premium and competitiveness:
Nicola Pantaleo strengthens
its position across retail and

foodservice

A strategy designed to interpret—and
anticipate—the growing polarization
of consumption, built on segmentation,
supply continuity and the ability to re-
spond to different channel needs. This
is how Nicola Pantaleo SpA is approa-
ching TuttoFood 2026, presenting an
evolved portfolio tailored specifically to
the requirements of both retail and pro-
fessional markets.

"At TuttoFood we are presenting an evo-
lution of our portfolio that responds to
the increasing polarization of consump-
tion,” explains Amalia Menna Pantaleo.
The starting point is a market that is in-

creasingly split between premium posi-
tioning and the need for cost efficiency,
requiring suppliers to deliver structured
and flexible solutions.

On one side, the company continues
to strengthen its presence in the pre-
mium segment, focusing on value and
differentiation. The Zero — No Pestici-
de Residue line reinforces its high-end
positioning, while Squeeze Me introdu-
ces a practical innovation for foodservi-
ce operations. “Squeeze Me addresses
operational challenges in the HoReCa
segment thanks to its dosing valve and
protection against oxidation” she notes,

highlighting how the product is desi-
gned to meet concrete, day-to-day ne-
eds in professional kitchens.

On the other side, the company is expan-
ding into solutions that ensure compe-
titiveness and supply continuity. This is
where the launch of Ziraia and Contra-
da degli Ulivi comes in—two distinct
brands developed for specific channels
but built on the same industrial logic:
managing variability and ensuring
consistent performance. “Ziraia, desi-
gned specifically for the needs of pro-
fessional catering requiring consistent
technical performance, and Contrada
degli Ulivi, a line aimed at retail that
combines the reliability of our blending
with the need for dynamic price positio-
ning."

Theresultis a portfolio designed to cover
the full spectrum of trade requirements,
from shelf depth in retail to performance
standardization in professional kitchens.

This product architecture is closely ali-
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gned with a highly structured commer-
cial strategy based on rigorous channel
segmentation. In Italy, modern retail re-
mains the core channel in terms of volu-
mes, with targeted investments aimed
at improving shelf rotation and assort-
ment efficiency. “In Italy, retail remains
the cornerstone for volumes, and our
investment is focused on the Contrada
degli Ulivi brand, designed to optimize
shelf turnover.”

At the same time, the company is stren-
gthening its presence in catering and
foodservice, where the key driver is
not just price, but product reliability
over time. Ziraia has been developed
precisely with this in mind: to ensure
consistent sensory profiles and techni-
cal performance, increasingly essential
for professional operators working with
standardized processes.

However, the most significant growth
driver remains international markets.
“The most important growth driver in
terms of investment is export” Menna

23
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Pantaleo emphasizes. This expansion
goes beyond premium products, sup-
ported by new lines that enable the
company to compete in dynamic mar-
kets while maintaining strict food safety
and quality assurance standards.

At the core of this model is a critical but
often less visible factor: supply chain
management. In a sector exposed to

climate variability and raw material vo-
latility, the ability to orchestrate multiple
sourcing origins while ensuring continu-
ity is a key competitive advantage. “Our
competitiveness is based on our ability
to manage a complex and integrated
supply chain.”

The approach operates on two comple-
mentary fronts. On one hand, the com-
pany is investing in the resilience of its
home territory in Puglia, including refo-
restation projects with Xylella-resistant
cultivars. On the other, it leverages glo-
bal sourcing capabilities to stabilize sup-
ply. “This allows us to mitigate seasonal
production fluctuations and guarantee
consistent product availability for our
clients.”

Technological investments in pro-
duction facilities further support this
strategy, enabling precise management
of different blends while ensuring that
each product meets strict chemical and
physical quality parameters, effectively
combining agronomic sustainability
with economic solidity.

Within this frammework, TuttoFood beco-
mes more than just a showcase—it is a
strategic business platform. “TuttoFo-
od is q strategic accelerator to present
Nicola Pantaleo SpA as a global trade
partner”

The objectives are clear: to strengthen
relationships with retail buyers through
Contrada degli Ulivi, while also enga-
ging catering distributors with Ziraia's
solutions. The company positions itself
not just as a supplier, but as a technical
partner capable of supporting clients in
managing market complexity. “We offer
our partners professional risk manage-
ment and a level of supply continuity
that few players can guarantee.”

Geographically, the company’'s center
of gravity is increasingly international.
“Export still accounts for the majority
of our production” with growth driven
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by North America, Asia—particularly Ja-
pan—and South America.

In these markets, the ability to offer a
diversified portfolio is a key competiti-
ve lever. Strategic partnerships, such as
the one with Japan on olive grove rege-
neration, combined with a strong pre-
sence in historically important markets
like Brazil and Argentina, reinforce the
company'’s positioning as a global indu-
strial player. “We are perceived not only
as suppliers, but as industrial partners
capable of combining our Apulian agri-
cultural heritage with a technically ad-
vanced global market vision."

It is precisely this balance—between lo-
cal roots and international reach, betwe-
en premium positioning and competiti-
veness—that defines Nicola Pantaleo
SpA’s value proposition for the trade,
with TuttoFood 2026 serving as a pla-
tform to consolidate relationships and
open new growth avenues.
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Covim at TuttoFood: balancing
brand and production in today’s

coffee market

In today's coffee market, it's no longer
enough to choose between branded
products and private label production.
The companies that succeed are those
able to combine both dimensions—wor-
king on product recognizability while
also adapting to the needs of distribu-
tion. Covim operates precisely in this
space.

At TuttoFood, the Ligurian company
presents itself with a clear positioning.
On one side, its own brand, which over
the years has secured a solid foothold,
particularly in retail, horeca, and ven-

ding. On the other, an industrial structu-
re capable of developing tailor-made
projects for retail chains.

The brand remains the direct point of
contact with the end consumer, while
private label production follows different
dynamics, more closely tied to building
shelf offerings. The two activities coe-
xist and, in many cases, reinforce each
other.

With over fifty years of roasting expe-
rience, Covim has built a production
system that supports both directions.
Expertise in blends, sensory profiles, and
consumer preferences also stems from
work on the brand; operational flexibili-
ty, meanwhile, is the result of experience
gained in private label.

The range presented at the trade fair
reflects this balance. The company co-
vers all major formats: whole bean cof-
fee, ground coffee, pods, and com-
patible capsules. Alongside these, it
continues to develop branded lines de-
signed to secure shelf presence and ser-
ve the professional channel, where con-
sistency in quality remains a key factor.
At the same time, Covim collaborates
with retailers to develop customized
products, adjusting blends, formats,
and packaging according to the requi-
red positioning.

The market context is pushing in this di-
rection. In recent years, coffee has be-
come more volatile: raw material prices
fluctuate, price pressure is constant, and
the gap between premium and entry-le-
vel segments has widened. In this
scenario, having both a recogni-
zable brand and a structure capable

of adapting quickly represents a
concrete advantage.

On the product side, compatible
capsules continue to gain weight,
now central to at-home consump-
tion. At the same time, there is also

a return to whole bean coffee for
home use, driven by increasingly
quality-conscious consumers se-
eking a bar-like experience at home. For
this reason, the retail range is expanding
with the introduction of a 250g whole
bean format, alongside the 500g alre-
ady established in vending and horeca
channels, as well as decaffeinated op-
tions and 3kg formats.

Covim addresses this segment both
with its own brand and through projects
developed for clients.

These are complemented by range ex-
tensions such as soluble beverages in
capsule form—ginseng, hazelnut, cor-
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tado, cappuccino, and sugar-free op-
tions—which are gaining increasing
shelf space. The goal is to broaden the
offering while remaining within a con-
sumption system that is already well

established and growing—not only for
Dolce Gusto, but also Nespresso and A
Modo Mio, as well as capsule formats for
the professional sector (such as Lavazza
Firma and Lavazza Blue compatible cap-
sules, to name a few examples).

Behind the range, however, lies a less
visible but crucial factor: the ability to
ensure continuity, as well as ongoing
research and development, particu-
larly through the use of recyclable ma-
terials in light of upcoming regulations
on waste management and the PPWR

(Packaging and Packaging Waste Re-

gulation).

Key areas include:

- Packaging recyclability (design

for recycling)

« Reduction of weight and volume

« Targets for recycled content

(especially plastics)

« Harmonized labeling

- Potential reuse systems (in cer-

tain sectors)

The production and logistics structu-
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re is organized to support significant
volumes and ensure consistent deli-
veries—an aspect that has become in-
creasingly important for distribution in
recent years.

Sustainability also fits into this fra-
mework through concrete operatio-
nal measures. compostable capsules,
recyclable materials, attention to sour-
cing, and optimization of production
processes. These elements respond to
market demands that are now structu-
ral rather than optional.

On the international front, Covim has
gradually expanded its presence and
now operates in more than 50 coun-
tries.

Growth follows two main directions.
On one side, horeca and vending, whe-
re Italian espresso continues to serve
as a benchmark. On the other, retail,

with increasing openness to private la-
bel projects beyond lItaly, alongside the
expansion of the brand.

This expansion reflects the company’s
nature—capable of adapting to different
markets while maintaining a consistent
production base.

TuttoFood fits into this path as a key
moment for direct engagement with
the market. For Covim, it is an opportu-
nity to meet buyers and operators, but
also to develop new projects and assess
how distribution demands are evolving.

In coffee today, the difference increasin-
gly lies in the ability to manage multiple
dimensions at once: product, price, for-
mat, and service. Covim aims to operate
within this balance, without leaning too
heavily in any single direction.

Quando il mare é in tempesta
vai in un porto sicuro

§ O in

covimcaffe.it

covim

Genova in un caffe
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Pataro evolves across healthy,
plant-based and high-service

positioning

A more focused, functional offering, in-
creasingly aligned with new purchasing
drivers. This is the approach Il Pastaio
di Brescia brings to TuttoFood 2026,
presenting an evolution of the Pataro
range designed to respond concretely
to the needs of both retail and foodser-
vice.

"At TuttoFood we will present a very
tangible evolution of our Pataro-brand-
ed offer, built to directly address new
purchasing drivers and our customers’
operational needs.” The point is clear:
products that not only perform on shelf,
but also simplify operations.

Among the key developments is the ex-
tension of the Pataorto line, with new
references designed to deepen assort-
ment and support rotation in the refri-
gerated aisle, especially during summer
months. “This is a proposal that per-
fectly captures the growing demand
for free-from, light and functional pro-
ducts, while maintaining a strong link
to Italian culinary tradition.”

Alongside this, the company intro-
duces a more distinctive innovation:
plant-based carbonara-filled gnocchi.
“The focus is twofold: responding to the

growing plant-based trend while main-
taining a taste experience aligned with
consumer expectations.”

Patard's positioning is built around a
few clear pillars: quality, simplicity and
nutritional value. The use of essential
ingredients and the absence of unne-
cessary additives place the range firmly
within the clean label segment.

From a commercial standpoint, the stra-
tegy spans four channels: retail, food-
service, export and private label. Mo-
dern retail remains central for volumes,
while foodservice is expanding rapidly.

Private label is moving toward more
collaborative development models with
partners.

The strongest growth is coming from
international markets. “On the export

TUTTOFOOD SUPPLEMENT

front, we are experiencing strong acce-
leration.” The new facility in Pennsylva-
nia strengthens the company'’s presen-
ce in North America.

The company’'s evolution integrates
innovation, sustainability and supply
chain efficiency. “100% of vegetable wa-
ste is converted into biogas.”

Product innovation remains central:
“Our gnocchi, made only with potatoes
and water, gluten-free and without ad-
ditives, respond directly to the demand
for genuine and inclusive foods."

TuttoFood becomes an operational mo-
ment to build relationships and genera-
te opportunities.

“Our differentiation is based on three
key levers: continuous innovation, pro-
duct quality and level of service.”
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Inalpi expands its scope from
retail formats to functional

nutrition

Inalpi is heading into TuttoFood 2026
with a dual focus: extending its retail of-
fer while redefining its broader role wi-
thin the food system.

Product innovation starts from the refri-
gerated aisle, with the launch of the Se-
lezione DOP Piemonte Latterie Inalpi
range. The format consists of 300g trays
divided into three portions, designed for
convenient consumption while highli-
ghting the quality of Piedmont PDO
cheeses.

The selection includes Bra, Toma Pie-
montese and Raschera, combined in
ways that add depth to the assortment
without increasing complexity.

Alongside this, the Selezione Gourmet

line introduces more distinctive flavors
such as pesto, chili and truffle, maintai-
ning the same simple and ready-to-use
format.

Beyond product, the company is also
outlining a broader direction. TuttoFood
will serve as a platform to introduce
a new development path focused on
sports and wellbeing.

The underlying idea is clear: food is no
longer just about nutrition, but increa-
singly about supporting health.

This shift is reflected in the commercial
model. Inalpi operates across multiple
channels, with a strong presence in retail
and a steadily expanding footprint abro-
ad. Export has become a structural com-
ponent, built through gradual expansion

and local partnerships.

The company is now active in
more than 60 countries across
Europe, Southeast Asia, the
Middle East and North Africa,
while keeping production in Italy.

Private label has also evolved,
moving from simple production
to co-development with clients,
adapting products and formats
to different markets.

At a deeper level, Inalpi is tran-
sforming into an integrated platform
combining industry, nutrition and rese-
arch.

This transformation includes a stronger
focus on functional proteins and well-
being nutrition, supported by dedicated
structures and R&D capabilities.

Three key drivers define this path: pro-
tein quality, functional nutrition and
an integrated, sustainable supply
chain.
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Within this framework, TuttoFood beco-
mes a working platform to strengthen
relationships and develop new opportu-
nities.

The broader context is a food sector in
transition, where products are increasin-
gly expected to contribute to wellbeing,
not just nutrition.

Inalpi’'s strategy is built around anticipa-
ting this shift and translating it into con-
crete solutions.
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Between brand identity and
product: Coricelli focuses on clarity,
sustainability and export growth

Coricelliis heading into TuttoFood 2026
with a dual focus: redefining how the
brand presents itself and expanding its
product offer to better match usage oc-
casions.

"At the next edition of TuttoFood we will
present important developments both
in terms of brand identity and product,”
says Chiara Coricelli, President and
CEO. The starting point is a rebranding
project aimed at making the brand more
contemporary without losing its roots.

The new labels introduce a clearer visual
language, with recognizable color codes
and a more structured information sy-
stem. The objective is straightforward:
make the range easier to navigate,
especially in retail environments where
decision time is limited. This also sup-
ports the brand’'s positioning abroad,
where Italian heritage remains key but
needs to be expressed through clearer
visual cues.

Alongside this, the company is laun-
ching a new seed oil range, designed to
cover specific uses in the kitchen. “The
goal is to offer the most suitable solution
for each cooking need.”

From sunflower and peanut oil to more
functional blends such as Viviamo—a
functional mix of sunflower, grapeseed
and avocado—and Friggiamo, a high-o-
leic sunflower oil developed for frying
performance, the range is built around
usage clarity.

Packaging plays a central role. Smoke
point, nutritional characteristics and
suggested uses are clearly indicated,
helping consumers make quicker and
more informed choices.

The bottles are made from 100%
recycled PET, reinforcing a broader ap-
proach where sustainability is integrated
into product development.

From a commercial standpoint, the fo-
cus remains firmly on retail, which ac-
counts for around 95% of total turno-
ver. Investments are concentrated here,
with the aim of increasing household
penetration and strengthening market
share.

Innovation goes beyond products. The
company has introduced technologies
such as blockchain to enhance supply
chain transparency and has developed
traceable extra virgin olive oil lines certi-
fied according to recognized standards.

“We will continue to invest in innova-
tion and sustainability in 2026, Coricelli
explains, with a strong emphasis on sup-
porting and promoting 100% Italian ex-
tra virgin olive oil.

This approach has helped strengthen
the brand’s positioning both domesti-
cally and internationally, where demand
for quality and traceability continues to
grow.

TuttoFood serves as a key moment to
engage directly with the market. “/t
IS an opportunity to capture emerging
trends and better understand market
needs,” while also strengthening part-
nerships and opening new business op-
portunities.
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Geographically, Italy remains the core
market, with increasing focus on brand
communication and visibility. At the
same time, export continues to expand,
now accounting for 36% of turnover,
with strong growth across several mar-
kets.

The United States, Mexico, Japan and
Belgium remain key, while future deve-
lopment is focused on countries such as
Canada, the UK and Brazil.
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Grissin Bon expands snacking
occasions while strengthening its

core business

Grissin Bon is not changing its product
— it is changing how it is used.

At TuttoFood 2026, the company bu-
ilds on a clear starting point: Fagolosi,
still its flagship product and a key refe-
rence in the bread substitute segment.
Everything else develops around it.

“Fagolosi are still our iconic product and
the foundation of the brand,” says En-
rico Andrea Cecchi, Commercial and
Marketing Director.

Over time, the product itself has remai-
ned consistent, but its role has expan-
ded. This is where recent developments
come in.

With MiniFagolosi, the shift is in usage:
from bread substitute to snack. Breaks,
aperitivo, on-the-go consumption. Not
a product revolution, but a change in
occasion.

Following the 2024 relaunch, which fo-
cused on improving product structure
and performance, TuttoFood marks the
next step with two new flavors: Spicy
and Pepper & Lime. Stronger profiles,
designed to work beyond the domestic
market.

The format remains a 170g sharing pack.
What changes is the consumption con-
text.

On the business side, the structure is
stable. Grissin Bon continues to opera-
te across two pillars: branded products
and private label, with the latter accoun-
ting for around 40% of turnover.

“We work with some of the leading re-
tail groups, both in Italy and abroad.”

This remains a core activity, alongside
the gradual development of the com-
pany’'s own brands.

ltaly remains the main market, partly
due to the nature of the categories.

Internationally, penetration is more
complex: breadsticks and crispbre-
ads are not part of everyday habits, and
“Made in Italy” alone does not automati-
cally create value.

Even so, the company is active in 38
countries, with export accounting for
around 15% of turnover, largely driven
by private label.

Europe is the most natural market, whi-
le North America requires a different
approach. This led to the opening of a
production facility in Brantford, Canada,
in 2015.

In recent years, the international pre-
sence has been strengthened through
new partners and distributors.

On the production side, improvements
are continuous. “A natural curiosity dri-
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ves us to constantly improve our pro-
cesses.”

The digitalization journey, started in
2015, has led to the adoption of MES sy-
stems for production control, with the
aim of increasing efficiency and redu-
cing errors.

Within this framework, TuttoFood be-
comes an operational moment rather
than a showecase. It is used to test posi-
tioning and work on relationships.

“It is an opportunity to meet buyers, di-
stributors and foodservice operators,
and to develop new business opportu-
nities.”

The direction is clear: maintain a strong
private label base while pushing the
brand forward, moving products into
new consumption occasions.
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MartinoRossi builds on plant
proteins across sourcing,
ingredients and finished products

With MartinoRossi, starting from fini-
shed products misses the point. The
real lever sits upstream—in raw mate-
rials, supply chain control and the abillity
to turn those into functional ingredients
that feed multiple applications.

At TuttoFood 2026, this structure beco-
mes more visible. Not because the mo-
del is changing, but because it is expan-
ding across different levels.

“We will be present with our retail
brands and with MartinoRossi Profes-
sional for the foodservice channel,” says
Manuel Sirgiovanni, General Manager.

The shift is clear: alongside its industrial
B2B business, the company is stren-
gthening its presence in direct consu-
mption occasions.

The innovations presented at the show
reflect this.

Beamy is launching its first range of re-

ady-to-use plant-based sauces—ragu,
cacio e pepe and carbonara—reworking
familiar recipes into allergen-free, fully
plant-based alternatives.

This is not a random extension, but a
move into a segment where convenien-
ce and nutritional value increasingly
overlap.

Mr.Beans follows a similar path, with a
dual focus. On one side, a complete vi-
sual restyling aimed at a broader, more
international audience; on the other,
deeper reformulations that move the
range fully into plant-based territory,
even for traditionally dairy-driven flavors.

The most interesting shift, however, is
in spreads. Here, the company changes
the base formulation: replacing nuts
with legumes. Roasted chickpeas and
peas become the foundation of hi-
gh-protein cocoa spreads.

It is a change in logic before it is a chan-

ge in ingredients.

At the same time, Goodly and Mais
Corvino continue to expand in the fre-
e-from space, targeting a demand that
is no longer niche: gluten-free, dairy-
free, soy-free products with a stronger
nutritional profile.

Behind these applications lies a well-de-
fined industrial structure.

The core business remains industrial
B2B, still the main growth driver.

Over time, this has been complemen-
ted by the development of proprietary
brands, without competing directly with
existing partners.

The key differentiator is supply chain
control. MartinoRossi manages the en-
tire process, from seeds to processing,
across more than 16,000 hectares and
over 700 partner farms.
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This setup enables not only traceability
but also continuous field experimenta-
tion through the Campi d’Italia project.

This is where much of the innovation ori-
ginates.

“We are the only company in Italy with
full control over the entire plant protein
production cycle," Sirgiovanni notes.

The focus is not just on producing pro-
teins, but on how they are produced—
using a concentration process that
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avoids water consumption and chemi-
cal agents, preserving the natural pro-
perties of the raw material.

These protein concentrates are then
used across the portfolio: from plant-ba-
sed patties to spreads and protein pow-
ders.

This is where the model comes together:
ingredients, applications and finished
products are part of the same system.

From a market perspective, this transla-
tes into a balanced channel mix. Export
accounts for around 50% of turnover
and continues to grow, while private la-
bel has seen strong acceleration over
the past year.

At the same time, the company is star-
ting to invest more structurally in food-
service, seen as a way to expand consu-
mption occasions and increase product
visibility.

Within this framework, TuttoFood acts
as a convergence point. Not just for
launching products, but for making the
overall model more visible to the mar-
ket.

Geographically, the focus remains inter-
national. North America and Europe
drive volumes, while the Middle East
and Asia are showing strong growth
potential.

In mature markets such as the US and
Germany, competition is driven by nu-
tritional quality, transparency and sup-
ply chain control. In emerging markets
like Japan and Saudi Arabia, the work is
still at an earlier stage, focused on edu-
cation and local adaptation.

The direction is clear: move plant pro-
teins beyond niche positioning and
into a broader system where sourcing,
ingredients and finished products re-
main tightly connected.

Beaw

A
'%slyg
W PLanT-gasED P

DISCOVER THE FULL RANGE!

Plant-based innovation, powered by legumes.

Richin Without Without
5?} PROTEIN SOy
AND GMO

SP 26 Km 15,100 Malagnino (CR) Italy - www.martinorossispa.it - For further information: sales@martinorossispa.com

Visit us at

HALL 6P
BOOTH EO7

sv.adv

beamybegood.com



https://www.martinorossispa.it/en/

TUTTOFOOD SUPPLEMENT

48

Trevalli reshapes its range
across dairy, plant-based and
professional applications

In the dairy sector, category boundaries
are no longer as defined as they once
were. Traditional products increasingly
sit alongside plant-based alternatives,
especially in professional environments
where performance matters as much as
taste.

Trevalli Cooperlat is working within this
space, building an offering that does not
separate these worlds, but makes them
function together.

At TuttoFood 2026, the company pre-
sents a portfolio built around its two
core brands, TreValli and Hopla, aiming
to cover different needs without frag-
menting the range.

The latest product launches reflect this
direction. Mascarpone Mix UHT TreValli
Professional and Cooking Plant Based
Hopla Professional are designed for ki-

tchen use, focusing on consistency, sta-
bility and ease of application, alongside
product quality.

The emphasis is on functionality rather
than novelty.

During the exhibition, these products
are showcased through live cooking
sessions led by chef Fabio Potenzano
together with culinary students, highli-
ghting practical applications and versa-
tility.

From a commercial perspective, the
structure remains well diversified.

Retail continues to play a central role,
supported by established lines such as
lactose-free products and the Hopla
brand.

At the same time, the professional chan-
nel has gained relevance, supported by

enhanced technical assistance for pastry
chefs and foodservice operators. Here,
products are assessed based on perfor-
mance in everyday use rather than shelf
perception.

Geographically, the company is gradual-
ly expanding its footprint.

Alongside European markets, opportuni-
ties are emerging in regions such as the
Middle East and Southeast Asia, where
demand for Italian dairy and plant-based
solutions is increasing.

Other markets are under evaluation,
with growing interest in North America.

The overall strategy remains balanced
between domestic and international bu-
siness, focusing on steady development
rather than rapid expansion.
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On the production side, efforts are fo-
cused on tangible improvements: more
sustainable packaging, reduced use of
virgin plastic and better recyclability.

The cooperative structure continues to
support a controlled and traceable sup-
ply chain.

Managing supply chain efficiency has
become a key part of maintaining
competitiveness, especially in a period
where energy and logistics remain sen-
sitive variables.

For Trevalli, the direction is strai-
ghtforward: expand the offering while
keeping it clear and coherent.

In today’s dairy market, the ability to ma-
nage multiple product types, channels
and geographies is becoming increasin-
gly important.
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Vallefiorita expands its bakery
offering through product identity
and new growth drivers

Vallefiorita has built its position in the
bakery sector around a straightforward
idea: working on everyday products
without making them ordinary. Bread
substitutes remain at the core of the
range, but over time the company has
expanded its offering while maintai-
ning a clear identity based on quality,
practicality and product character.

At TuttoFood 2026, the company pre-
sents a full overview of this approach.
The exhibition includes all key product
lines, from organic ranges to more nar-
rative-driven projects such as “Viaggi
di bonta”, which highlight origin, ingre-
dients and food culture.

This goes beyond simply presenting a
portfolio. It reflects how that portfolio is

developed.

In recent years, Vallefiorita has been
working across multiple dimensions.
Retail remains the primary channel,
supported by a strong ability to respond
to retailer requirements. Private label
continues to play an important role in
developing new projects and stren-
gthening commercial relationships.

At the same time, the company’s own
brand is gaining visibility, particularly in
the bread substitute segment, where
product recognition is becoming incre-
asingly important.

The market itself has shifted. Conve-
nience still matters, but it is no longer
enough. Consumers are looking for pro-

ducts with a clear identity, something
that is not interchangeable.

Projects such as “Viaggi di bonta” reflect
this shift, linking product and origin
through a more structured narrative.

Alongside product development, Val-
lefiorita is also working on its internal
structure. The 2026-2027 welfare plan
introduces new measures
focused on employee wel-
Ibeing and workplace qua-

lity.

International activity conti-
nues to grow, with expan-
ding presence in Eastern
Europe and selected
non-European markets.
Italian bakery products re-
main highly attractive, par-
ticularly when they main-
tain a strong link to their
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origin.

Private label supports market entry,
while the company’s own brand builds
recognition over time.

Product, channels and markets need
to evolve consistently.

Vallefiorita is working along this line, wi-
thout forcing a single direction.
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De Angelis drives growth in
fresh gluten-free: service and
safety at the core of its GDO and
foodservice strategy

The gluten-free category is evolving ra-
pidly, with fresh, high-service solutions
gaining increasing relevance. Against
this backdrop, De Angelis is heading
into TuttoFood 2026 with a proposition
designed to address the operational ne-
eds of the trade, combining convenien-
ce, food safety and strong culinary
quality.

"At TuttoFood we will present our
new range of fresh gluten-free re-
ady meals, developed for the re-
frigerated segment (0-4°C)." The
focus is on a fast-growing cate-
gory—ready-to-eat fresh pro-
ducts—where value is no longer
defined by the product alone, but
by the ability to streamline opera-
tions across the entire chain, from

logistics and shelf management to
professional kitchens.

The new range is positioned as a
cross-channel solution, suitable for
both modern retail and foodservi-
ce. “It is a proposition that combi-
nes convenience, safety and ga-
stronomic quality, responding to
the growing demand for reliable
ready-to-eat solutions with a ta-
ste close to tradition.” This balance
is particularly challenging in glu-
ten-free, where maintaining high
sensory standards must go hand
in hand with absolute safety.

Food safety is in fact a key differentia-
tor, especially in out-of-home settings.
“The range is designed for both retail
and the professional channel, offering
a high level of service and simplified

handling, particularly relevant for food-
service, where it provides a safe solution
to prevent contamination.” In an horeca
environment increasingly focused on al-
lergen management, process standardi-
zation is also achieved through reliable,
ready-to-use products.

Fromm a commercial perspective, the
company'’s strategy is structured across
multiple channels, with a clear priori-
ty. “Our commercial development is
mainly focused on modern retail, which
represents a key channel for positioning
fresh gluten-free products.” Here, the re-
frigerated segment becomes a lever to
differentiate assortments and meet a
consumer increasingly driven by conve-
nience.

On a complementary level, the impor-
tance of foodservice continues to grow.
“In the horeca channel we are seeing
increasing interest in safe, ready-to-use
solutions,” reflecting a structural shift in
demand, where gluten-free is no longer
a niche but a stable component of the
offer.
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Along a parallel track, De Angelis is also
pursuing additional growth opportuni-
ties, from private label to export, with
a balanced approach that combines
flexibility and focus. “In the short to me-
dium term, we are investing in stren-
gthening our presence in modern retail
and developing the professional chan-
nel, enhancing the service content of
our products.”

At the core of this strategy lies a strong
focus on product innovation, which in
gluten-free requires a specific approa-
ch. “It is not just about removing gluten,
but about completely rethinking formu-
lations.” The goal is to ensure sensory
quality, nutritional balance and stability
over time—key elements for competing
in the fresh segment.

This translates into continuous work on
production processes, with particular
attention to shelf life and safety, both
critical factors for managing the cate-
gory in retail and foodservice.
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At the same time, sustainability is be-
coming increasingly central, as an in-
tegrated lever across the entire value
chain. “Sustainability is an increasingly
important area and involves raw mate-
rials, production efficiency, supply chain
management and packaging develop-
ment.” The aim is to combine respon-
sibility with performance, making the
supply chain more efficient and resilient.

Within this framework, TuttoFood acts
as a strategic business development
platform. “Participating in TuttoFood is
an important opportunity to strengthen
networking with clients and partners,
identify new business opportunities
and consolidate our position in the glu-
ten-free segment.”

The objective is twofold: to strengthen
existing relationships while also bu-
ilding new ones, both in retail and in
the professional channel. “The goal is
to develop new collaborations in both
distribution and foodservice, as well as

to explore opportunities in private label
and international markets.”

The trade show also serves as a key mo-
ment to gather market feedback and
guide future product development.

Geographically, the domestic market
remains central, particularly for the de-
velopment of fresh gluten-free in retalil.
However, international interest in the
category is also growing. “Export there-
fore represents a strategic area of de-
velopment, particularly in more mature
European markets that are highly sen-
sitive to the gluten-free segment.”

More broadly, all channels that can
enhance the value of high-service, hi-
gh-quality products are considered stra-
tegic, both in modern retail and in food-
service. It is on this ability to combine
innovation, safety and functionality that
De Angelis is building its value proposi-
tion for the trade, positioning itself in
a segment set for continued growth.


https://deangelisfood.com/en/
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Parmafood expands consumption
occasions across fresh ready meals,
snacking and kids’ segments

Broadening the scope of consumption
in fresh ready-to-eat products by wor-
king on targets, usage occasions and
formats. This is the direction Parmafo-
od is taking into TuttoFood 2026, with a
proposition aimed at bringing hew mo-
mentum to categories that have remai-
ned relatively static for years.

"At TuttoFood we will present a range
of innovations that clearly reflect how
we approach innovation in fresh rea-
dy-to-eat products.” The common thre-
ad is straightforward: making ready me-
als more accessible, more versatile and
better aligned with everyday habits.

This is the thinking behind Fresche Idee
Kids, a line targeting a segment that is
still underdeveloped in fresh ready me-

als. The goal is to bring younger consu-
mers closer to fresh products, focusing
on visual appeal and immediacy.

At the same time, consumption is incre-
asingly shifting beyond the home. The
Snack On The Road range responds
directly to this trend, combining savory
snacks with fresh dips such as hummus,
guacamole and tzatziki—“a proposition
that directly addresses on-the-go con-
sumption.”

At the core of the offer remains the rea-
dy-meal range, now expanded to reflect
the most evident market trends: more
plant-based options, greater focus on
quality and wider variety. The new ran-
ge includes vegan recipes, low-tempera-
ture cooked meat dishes and a fully ve-
getarian gourmet risotto line, along with
gluten-free Pagnotto products.

The objective is not just to expand the

range, but to unlock new consumption
occasions and create more value within
established categories.

This approach is mirrored in how Parma-
food addresses its channels. Retail re-
mains the backbone in terms of volumes
and visibility, but the model is becoming
increasingly articulated. Private label is
evolving into a space for co-develop-
ment, where the company’s expertise is
integrated into retailers’ product strate-
gies.

In foodservice, the approach shifts again:
alongside ready-to-use solutions, there is
a growing focus on tailor-made projects.
“We aim to position ourselves as q refe-
rence partner for innovation”.

International markets are another key
growth driver. “We are accelerating on
export, where we see strong potential
for fresh, high-service products.”

Underpinning this is a model that com-
bines innovation, sustainability and ope-
rational strength. Product development
follows well-established directions—re-
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ady-to-eat, healthy, plant-based, fre-
e-from—but with a clear ambition to
anticipate consumer needs.

Sustainability efforts are primarily fo-
cused on packaging, while maintaining
product quality and safety as non-nego-
tiable priorities.

Supply chain management remains cri-
tical, especially in cold chain control and
shelf life extension.

TuttoFood becomes more than a
showcase: it is a working platform to
engage with the market and open
new opportunities.

“Being present means not only showca-
sing what we do, but actively building
future opportunities.”

While Italy remains the core market,
growth is increasingly international, with
Europe, North America and the Middle
East as key areas.

It is this ability to translate evolving con-
sumption patterns into concrete solu-
tions that defines Parmafood's positio-
ning in fresh ready-to-eat.
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Abaribi expands croissant usage
beyond breakfast as consumption

habits shift

In industrial sweet bakery, the challen-
ge today is not just the product itself,
but where it fits into daily consumption.
Traditional breakfast alone is no longer
enough to sustain the category, and
growth increasingly depends on expan-
ding usage occasions.

This is exactly where Abaribi is focu-
sing.

“The industrial sweet bakery segment
is currently experiencing a slowdown,”
says Francesca Abaribi, Head of Com-
munication and Marketing.

This is not only about pricing or infla-
tion—it reflects a broader shift in eating
habits. Savory breakfast is gaining
traction, while daily consumption is be-
coming more fragmented.

Rather than moving into new categories,
the company is working on product ver-
satility.

At TuttoFood 2026, Abaribi presents
“Baby Integrali”: a smaller format that
retains the dough of the Armonia Crois-
sant while offering a fresh new interpre-
tation.

The key is not just size. The absence of
filling and toppings, combined with
spelt-based dough, makes the product
suitable for both sweet and savory
pairings.

In practical terms, the same croissant
can move from breakfast to mid-mor-
Nning, snacks or even aperitivo.

The strategy is clear. adapt the cate-
gory rather than defend it.

The “baby” format also responds to
snacking trends—smaller  portions,
more frequent consumption, easier inte-
gration into daily routines.

Packaging plays a role here. Each unit
is individually wrapped, enabling on-the-
go consumption and extending usability
across multiple contexts—from school
to office.

This is not a detail—it is part of the pro-
duct concept.

From a commercial perspective, the
company remains primarily focused on
retail, which continues to be the core
channel.

At the same time, export is gaining re-
levance, particularly in Europe, where
consumption patterns are more aligned
with the category.

Market dynamics, however, vary signi-
ficantly.

In some countries, croissants are already
well established, but not necessarily in
the premium segment. In others, the ca-
tegory is less central, but there is a stron-
ger openness to higher-quality products.

Abaribi’'s international strategy is built
around this dual reading.

“Europe is our key market,” the company
notes, also for logistical reasons linked to
shelf life.

TUTTOFOOD SUPPLEMENT

Shelf life itself becomes part of the posi-
tioning: ensuring consistent taste and
quality is essential to delivering a pre-
mium experience.

Innovation follows a similarly focused
approach.

Rather than expanding indiscriminately,
the company stays within a well-defined
technical perimeter. New doughs, new
formats and new fillings—such as straw-
berry—are developed while maintaining
core product identity.

“We are not interested in stretching into
areas far from our expertise.”

At the same time, internal operations
are evolving, with warehouse layout op-
timization aimed at improving efficiency
and order management.

Within this context, TuttoFood acts as
a checkpoint.

It is both an opportunity to present the
full range and to strengthen relation-
ships with buyers, as well as a moment
to observe how categories and consu-
mption habits are evolving.

For Abaribi, the focus is no longer just on
selling croissants—it's about understan-
ding where they fit within the day.
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ICAM builds from cocoa up as
sourcing becomes a competitive

lever

For ICAM, the story behind TuttoFood
doesn't start with finished products—it
starts upstream.

Today, cocoa is the critical variable.
Price volatility, supply instability and
pressure on quality are reshaping the
competitive landscape. ICAM has been
working on this front for years, and it is
now becoming even more central.

“Our competitive advantage lies in a di-
rect and integrated supply chain,” says
Giovanni Agostoni, Global Sales & Mar-
keting Director.

The company sources more than 31,800
tonnes of cocoa from over 20 coun-
tries, with 74% coming through direct
channels and involving around 50,000
farmers.

This is not just about securing supply—it
allows ICAM to manage quality, consi-

stency and production standards with
less exposure to market volatility.

From here, the rest of the strategy fol-
lows.

Vanini, the premium brand showcased
at TuttoFood, is the most visible expres-
sion of this system. It is not built separa-
tely from sourcing—it is its outcome.

"At TuttoFood we are presenting the la-
test evolution of ICAM under the Vanini
brand, which represents the company’s
leading edge.”

The Tasting Experience line, including
the new Latte & Cookies variant, reflects
this approach: building value starting
from raw materials, even when the po-
sitioning leans toward experimentation.

The same applies to the Capsule Col-
lection celebrating the company’s 80th

anniversary, which brings the focus back
to origins and flavour profiles.

But ICAM’s model goes beyond branded
products.

In 2025, the group reached €432 million
in revenue, with a structure split across
own brands (47%), private label (37%)
and ingredients/semi-finished pro-
ducts (16%).

The logic here is not to focus on a single
channel, but to operate across different
levels of the value chain.

“It's a model that allows us to remain
both resilient and responsive qQcross
markets.”

This is also reflected on the industrial
side.

The Orsenigo facility is increasingly fo-
cused on efficiency and control, with
automated processes, continuous Mmo-
nitoring and quality checks throughout
production.

The goal is not just to improve output,
but to maintain consistency between

raw material and finished product.

Growth is tied to this structure. By 2027,

TUTTOFOOD SUPPLEMENT

the site is expected to expand by 23,000
square metres, adding up to 20,000
tonnes of production capacity.

Within this framework, TuttoFood plays
a secondary role. It remains important
for market interaction, but it is not whe-
re the strategy originates.

“The fair is a useful space to strengthen
relationships and develop hew opportu-
nities,” Agostoni notes.

The real driver remains international
markets. In recent years, growth has
been export-led, with volumes excee-
ding 30,000 tonnes and overall growth
reaching 35%.

The United States stands out as a key
market, alongside Europe and the Far
East.

Supporting this is a structure that ex-
tends beyond Italy, with sourcing opera-
tions in Peru and processing activities in
Uganda.

In the end, ICAM is not just selling cho-
colate. It is building a system that runs
from cocoa sourcing to finished pro-
ducts, aiming to reduce exposure to ex-
ternal variables.
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From specialties to frozen,
Fattorie Garofalo builds depth in
the buffalo dairy segment

At TuttoFood 2026, Fattorie Garofalo
is not changing direction—it's making
it clearer. Bufala Mozzarella remains at
the core of the business, with the rest of
the portfolio built around it to reinforce
and extend the category.

"At TuttoFood we will present a proposi-
tion that clearly reflects our identity and
our vision for the development of the
buffalo dairy category,” says Luca Vinci,
Brand Specialist.

PDO Bufala Mozzarella continues to act
as the benchmark, but growth is incre-
asingly coming from the surrounding
range. Burrata, stracciatella and ricotta
made from 100% buffalo milk are gai-
ning traction in both retail and foodser-
vice, driven by a simple dynamic: they
are easy to use, but deliver a higher per-
ceived value.

“Stracciatella, in particular, stands out
for its creaminess and intensity and is
becoming increasingly central across
both retail and foodservice.” It's the kind

of product that moves easily between
channels without needing to be reposi-
tioned.

Buffalo milk itself remains the backbo-
ne of the premium positioning. Its hi-
gher protein content supports a value
proposition that feels consistent rather
than constructed.

On the supply side, the Farmstead Milk
line remains a key asset. Milk is sourced
exclusively frormn company-owned farms
and processed within 24 hours from col-
lecting—a model built on direct control
rather than external sourcing.

Alongside fresh products, frozen is stea-
dily gaining relevance. It is no longer a
secondary line, but a practical solution,
particularly for export markets and pro-
fessional users. "It ensures consistent
quality, longer shelf life and greater flexi-
bility,” addressing very concrete opera-
tional needs.

From a channel perspective, the structu-

re is stable. Retail accounts for around
85% of turnover, with foodservice at
10% and industry at 5%. The picture shi-
fts when looking at geography: 57% of
revenue comes from international mar-
kets.

Export is no longer just a growth oppor-
tunity—it is already a structural part of
the business. The focus now is on stren-
gthening positioning market by market.
In the short to medium term, priorities
are clear: brand development and food-
service expansion. “These are key areas
to fully leverage the premium positio-
ning of our products.”

Innovation remains part of the approa-
ch, but without forcing range expansion.
The focus is on reinforcing what works
and building consistency over time.

On sustainability, the roadmap is alrea-
dy in place. The company is phasing out
polystyrene, moving toward mono-ma-
terial plastics and exploring alternative
solutions. At the same time, its energy
system is now almost entirely based on
renewable sources.

“Today we cover almost 100% of our
energy needs through renewables.”
Supply chain integration remains one of
the company’s strongest assets, ensu-
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ring consistency, reliability and high qua-
lity standards even in complex contexts.
Within this framework, TuttoFood be-
comes less of a showcase and more of
a working platform—a moment to meet
partners, review positioning and open
new opportunities.

“It is an opportunity to develop new bu-
siness and strengthen existing relation-
ships.”

Looking ahead, the United States re-
mains one of the most dynamic markets,
while in Europe—particularly Benelux—
the focus is on building stronger brand
recognition. Japan offers further poten-
tial, especially in the frozen segment.
The direction is straightforward: less
dispersion, more depth. In a category
that continues to grow, but increasingly
rewards clarity of positioning.
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