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ESM❘ Editor’s Letter

Editor’s Letter
F

Stephen Wynne-Jones
Editor, ESM: European Supermarket Magazine

or consumer goods firms, social
media has long been a challenging
instrument to master. Since Facebook
and Twitter came on the scene (in 2004 and
2006) respectively, brand after brand has
sought to gain a foothold on social media’s
constantly shifting terrain – some, through
finding the right sweet spot, succeed in
‘going viral’; others fade into insignificance.
Facebook, with 2.6 billion users as of
Q1 2020, is the standard bearer in this
particular game, with founder Mark
Zuckerberg boasting a client list many
companies would die for.
Indeed, in The Social Network, a 2010
film about the platform’s foundation,
singer Justin Timberlake, playing early
Facebook president Sean Parker, offers a
word of advice to Zuckerberg (played by
Jesse Eisenberg), about the nascent firm’s
potential. “A million dollars isn’t cool,” he
opines. “You know what’s cool? A billion
dollars.” Since that movie was released,
Facebook has achieved that goal many
times over.

But growing unrest about hate speech on
the platform could be about to upset
Facebook’s digital applecart. As I write this,
Unilever, Coca-Cola, Target, Beiersdorf,
Diageo, HP, Ford, Starbucks, Adidas, Levi
Strauss and countless others have pledged
their support for the ‘Stop Hate For Profit’
campaign, which was established in the
wake of the death of George Floyd in the
US, and protests targeting racial discrimination. Many more are likely to follow.
Mark Zuckerberg doesn’t like to think of
Facebook as a traditional media platform –
indeed, it has rewritten the rule book on
what ‘media’ even means. But as with any
other business, once clients start looking
elsewhere, particularly some of the world’s
biggest FMCG firms, that’s when the
headaches begin.
In this issue of ESM, we feature our annual Europe’s Finest report, we chat to
Dagrofa chief executive Tomas Pietrangeli,
we report on the dynamic Seafood, Bread
and Pastry, and Table Olives and Olive Oil
segments, and a lot more besides. Enjoy!
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Retail & FMCG❘ Olives and Olive Oil

THE TABLE OLIVES AND OLIVE
OIL SEGMENTS CONTINUE TO
GAIN TRACTION WITH A MORE
HEALTH-CONSCIOUS
CONSUMER, HOWEVER THE
INDUSTRY IS FACING A NUMBER
OF IMMEDIATE CHALLENGES.
ESM REPORTS.

An Ocean
Of Olives

T

he table olive and olive oil
sectors have been embraced
by both retailers and consumers in recent years, with
demand for healthy,
nutritious products very much at the forefront of shoppers’ minds – something that
is likely to be magnified by the coronavirus crisis.
As the category’s appeal has risen, so
more investment is being funnelled into
olive production in key producer countries, such as Spain, Italy, Greece, Turkey
and Portugal, as well as a host of up-andcoming markets. While, on the one hand,
this has been positive in driving awareness
of the category, it has also led to a
bumper harvest, in turn, driving down
prices and making it harder for producers
to achieve a profit.
Last September, in response to calls for
a formal investigation into olive oil pricing
by Spanish farming association Unión de
Uniones, the then-European Commissioner
for Agriculture and Rural Development,
Phil Hogan, noted that the main reason
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for the drop in pricing in certain markets
was due to oversupply, with a record harvest of 1.79 million tonnes of olive oil
recorded in 2018/19 – a 42% rise on the
previous year.

Production Peak
In turn, continued high yields in Spain,
the biggest producer of olives and olive
oil, have meant that olive prices are likely
to remain low for the short to medium
term. As a representative from Spanish
cooperative Dcoop noted in February, “If
not a single olive was collected in this
2019/20 season, there would still be
enough oil from the previous year to supply the market.”
As Silvan Brun, president of the
International Olive Foundation (IOF), tells
ESM, the Spanish harvest of 2018/19 led
to “enormous price pressure” on the production side, with large numbers of olive
growers, particularly those operating in
traditional olive groves, unable to cover
their costs through production.
“For three years now, the prices for

Spanish olive oil have been falling continuously, reaching a low point of €2 per kilogram,” says Brun. “The last time we saw
this was in spring 2014 – in the
2013/2014 harvest, Spain had achieved a
similarly high harvest as in 2018/2019.
The fact that Italy and Greece achieved a
poor yield in the 2018/2019 harvest did
not stop the price collapse.”
While crop volumes in Italy and Greece
in the most recent campaign have shown
signs of improvement, price levels remain
very low.
“As of May 2020, the price of Italian
extra-virgin olive oil has fallen by around
17%, compared with the same period last
year,” Brun adds.

Coronavirus Impact
The coronavirus crisis is similarly weighing
on the olive sector. As with other categories, the crisis has been impacted by the
closure of the HoReCa sector, although
this has been offset somewhat by additional consumer stockpiling – olive oil, in
many Mediterranean households, at least,
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is an ‘essential’ ingredient.
At the same time, some producers have
sought to capitalise on the fact that consumers are cooking more food from home,
looking to bolster their additional sales
channels with the addition of direct-toconsumer marketing, for example.
“While olive oil is one of the staple
foods in producer countries, it is consumed much less frequently in traditional
consumer countries,” Brun notes. “It is
used for salads, but rarely for frying, and
rarely with meat, fish or vegetables. That
said, mainstream products and cheaper
private labels have been consumed more
often during COVID-19. In contrast,
high-quality olive oils have been purchased less frequently.”
Thankfully, the olive-picking industry
has not been as affected by labour shortages as other sectors.
“Virus containment measures are being
relaxed across all countries,” says Brun,
“and there’s still some time before the
next harvest.”

Support Mechanisms
However, there are fears that as the situation drags on, producers will need to call

Industry Leader Silvan Brun, president of
the International Olive Foundation (IOF)

on support mechanisms from both Europe
and local governments in order to see
through the current crisis.
According to a study by Copa-Cogeca
released in May, for many producers, it is
now ‘absolutely essential to adopt measures to alleviate the serious market disruption that the sector is facing and to put
to good use the urgent measures that the

European Commission has been adopting
in support of the agricultural sector’.
These include the provision of storage
aid for the three main categories of olive
oil: extra-virgin, virgin, and lampante olive
oil); reinforcement of the private storage
mechanism in the Common Market
Organisation (CMO) regulations;
increased promotion of the different seg-

ÁNGEL CAMACHO – GLOBAL LEADERSHIP, FROM PROCUREMENT AND PROCESSING TO MARKETING AND SALES
Ángel Camacho is a fourth-generation
family-owned and -operated business. It
offers global leadership in the olive category,
from fruit procurement to processing and
importing to distribution, with more than 100
years of experience serving the retail and
foodservice industries. With a total annual
production of 60,000,000 kilos and sales to
over 95 countries worldwide, the Spanish
company is one of the leading global table olive
industry players.
The business group also operates
subsidiaries in Spain, the UK, Poland,
Morocco and the USA, and is considered an
expert in both retail and foodservice,
providing complete programmes in both
branded products and under private label.
The wide range of food products includes
table olives, olive oils, condiments and
pickles that are marketed under the Fragata
and Mario trademarks, jams and
marmalades under the La Vieja Fábrica and

Stovit brands, and Susarón herbal teas. The
specialty food items are packed in
virtually any configuration required.
Throughout the world, Mediterranean
cuisine (and, in particular, Spanish table olives)
are gaining more popularity every day. Olives
have become a common appetiser or side dish,
complementing a main plate. Indeed, many
people share this sumptuous Mediterranean
tradition of eating the fruit of the olive trees.

From the processing and packing plants
located near Seville (Andalusia, southern
Spain), a region well known by world experts
as the ideal location for cultivating the best
Manzanilla and Queen olives, Fragata offers a
broad range of varieties, which include green
and black olives, both pitted and whole or plain,
as well as sliced and stuffed, presented in any
type and format of container that you require.
Fragata presents a completely restyled
logo and packaging that reinforce its visual
identity and personality, highlighting its
innovation, enjoyment, quality and
confidence, reaffirming its status as a leading
brand.
The new, trendier look of Fragata makes the
brand more enticing and abreast of current
trends. It definitely represents a major step
forward for this global brand, making it the
product of choice for consumers.
www.angelcamacho.com/en or
www.fragata.es/en
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Crop Yields The Greek olive sector has shown signs
of improvement, after a lower yield in 2018/19

ments of the olive and olive oil categories,
in order to assist farmers with achieving
higher margins; the implementation of efficient quality control measures at an EU
level; and real-time traceability systems.
As Brun explains, Spain’s recent overproduction means that if the most recent
harvest campaign is included, an estimated
360,000 tonnes of olive oil will not have
been consumed in the past two years –
around twice the production output of
Italy in 2018/19 – which is likely to add to
the pressure on the sector in these challenging times.
“At the moment, the harvest prospects
for Spain are positive, from an agronomic
point of view,” he says. “If it stays that
way, this will be an economic disaster for
olive farmers. Prices will remain low, or
even fall, the traditional olive grove will
gradually die out, while the old oils, which
are still stored in large depots, will sooner
or later find their way onto the tables of
unsuspecting consumers.”

Extra Caution
As well as coronavirus-related disruption,
the olive industry also faces a potentially
bigger threat in the form of Xylella fastidiosa, a form of tree blight that could cost
producer countries billions of euro in the
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“While olive oil is one of the
staple foods in producer
countries, it is consumed
much less frequently in
traditional consumer
countries."
Silvan Brun
International Olive Foundation

coming years, according to a report by the
University of Wageningen, in the
Netherlands.
Efforts to stem the blight, which was
first detected in olive trees back in 2013,
have been only moderately effective, with
the disease taking hold quite substantially
in certain olive-growing regions, such as
Puglia, where efforts have been under way
to replace infected trees with blight-resistant replacements.
As report author Kevin Schneider puts
it, “For Italy, across the considered rates
of radial range expansion for the potential
economic impact [from Xylella fastidiosa]
over 50 years, ranges from €1.9 billion to
€5.2 billion for the economic worst-case

scenario, in which production ceases after
orchards die off.”
Schneider goes on to state that if
replanting with resistant varieties is successful, the impact in Italy could be minimised to as little as €0.6 billon to €1.6
billion, while between €0.5 billion and
€1.3 billion could potentially be saved if
disease spread is reduced from 5.18 kilometres to 1.1 kilometres per year. If the
same infection patterns that have emerged
in Puglia show up in Spain, however, the
losses could equate to as much as €17 billion, a recent Financial Times report
found.
While prevention measures seem
straightforward, part of the problem,
according to the report, is that the olive
sector in Europe ‘is characterised by relatively small-scale farming’, and many businesses may not have the financial capacity
to replant entire groves. Plus, there’s the
cultural heritage of the sector to consider.
‘Replanting sometimes centuries-old or
even millennial trees by young trees has
severe consequences in terms of cultural
heritage and provision of a landscape that
is attractive for tourism and recreation,’
the report reads. ‘Furthermore, the slow
development of olive orchards can be
expected to result in considerable nurtur-
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Extra Virgin Retailers should ensure the product
they are purchasing meets quality standards

ing costs. Additional income-support
schemes might be necessary to ensure that
farmers remain financially capable to nurture the orchards back into a productive
state, which contributes to cultural heritage and an attractive landscape.’
“This is a very sensitive issue,” adds the
IOF’s Brun. “So far, the bacterium has
spread mainly in Puglia. Other regions
have been spared until now. In my opinion, Italy should not be left alone with this
problem. Independent research is needed
to find out what is really going on in
southern Italy.”
Prevention appears to be the best course
forward, with the roll-out of surveillance
programmes, including aerial surveillance,
a must if the disease is to be contained
effectively. Similarly, farmers themselves
need to remain vigilant and adhere to mitigation measures – something that has
proven challenging in some districts, as
farmers seek to maintain their businesses.

“The possibility cannot be
ruled out that more
conscious eating at home
will lead to increased
consumption of good food."
Silvan Brun
International Olive Foundation

Quality Standards
While high-quality olive oil is a lucrative
market offering good margins, the IOF has
identified a number of worrying trends in
the sector, following research into the
quality of oils available in select markets.
A recent six-month IOF study into olive
oil quality in Switzerland, for example,
found that around 80% of olive oil SKUs
labelled ‘extra-virgin’ in the retail market
failed to meet the quality and purity standards set by both the EU and Swiss
authorities.
Around 22.95% of the samples did not
meet the required standards to qualify as
either extra-virgin or virgin, the study

32 ESM Issue 4 - 2020

claimed. Some oil samples exceeded the
legal chemical limits required for qualifying in the extra-virgin category, while others were found to have sensory defects.
Several samples even tested positive for
the lampantöl/lampante category, which
means that the product is unfit for human
consumption.
“The results of the study show that the
sector has a serious problem,” Brun
explains. “This is partly due to the quality
of the olive oil, and partly to the handling
of the product.”
Brun believes that retailers need to

become more aware of the complexity of
the olive oil trade, and take ownership of
the category.
“Retail chains need to understand that
extra-virgin is the highest quality grade of
virgin olive oil,” he explains.
“Accordingly, considering the whole market, it is not possible that 95% of what is
on offer is extra-virgin. For many consumers, a simple virgin olive oil is fine.
“In addition, retail chains should urgently focus on reliable, independent olive oil
panels that can professionally taste the oils
and determine whether the oil meets the
quality requirements.”

Future Prosperity
While there are presently a number of
doubts about the future health of the olive
and olive oil sectors, the wholesale
embrace of the Mediterranean diet as a
means to a healthier lifestyle should provide the industry with the stability to facilitate future prosperity.
Indeed, as Brun notes, the current COVID
crisis could lead to an even wider embrace
of this altogether healthier segment.
“The possibility cannot be ruled out that
more conscious eating at home will lead to
increased consumption of good food,” he
says. On the production side, however,
efforts need to be made to ensure fair
prices for growers.
“If they can cover their production
costs, the traditional olive grove has a
chance,” says Brun. “Moreover, this
would improve the quality of the olive oil.
I would like to see more foresight from all
parties. In agriculture, it is always about
the day after tomorrow.” ■

