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Bonduelle Group 
 

 

Bonduelle in Italy 
 

 

Digital marketing in Bonduelle Italy  
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BONDUELLE GROUP 
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A FAMILY-BASED AGROINDUSTRIAL HISTORY 
GENERATIONS INVOLVED SINCE 1853 

Distillery, 
followed by 
sugar and 

yeast 

1853 

Bonduelle 
starts 

working in 
agriculture 

1862 1926 1947 

P. and B. Bonduelle 
required the 
construction 
of a cannery 

1962 

Frozen foods 
range 

launched 

Creation 
of the  

Bonduelle 
brand 

Launch of 
the 

fresh range 

1997 2017 
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OUR AMBITION 

TO BE  

THE WORLD 

LEADER WHO 

ENSURES  

WELL-LIVING 

THROUGH 

VEGETABLE 

PRODUCTS 
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INTEGRITY 

CONFIDENCE 

PEOPLE-MINDED 

SIMPLICITY 

OPEN-MINDEDNESS 

FAIRNESS 

EXCELLENCE 

THE VALUES 
THAT GUIDE US 
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OUR ORGANISATION 
5 BUSINESS UNITS WORLDWIDE (at May 1, 2017) 

BONDUELLE 
 

FRESH 
EUROPE 

4 company agricultural prod. 

sites 

18 industrial production sites 

5 logistical plateforms 

BONDUELLE 
 

EUROPE 
LONG LIFE 

BONDUELLE 
 

AMERICAS 
LONG LIFE 

BONDUELLE 
 

EURASIA 
MARKETS 

CANNED AND 

FROZEN FOOD 
CANNED AND 

FROZEN FOOD 
CANNED AND FROZEN 

FOOD 

EUROPE ZONE 

EUROPE ZONE 

OUTSIDE EUROPE ZONE 

1 company agricultural prod. 

sites 

8 industrial production sites 

EUROPE ZONE 
1 company agricultural 

prod. site 

12 industrial production 

sites  

1 logistical platform 

AMERICAS 

 

2 company agricultural prod. 

sites 

 

2 industrial production sites 

RUSSIA/ 

 BELARUS/ 

KAZAKHSTAN 

PACKAGED AND 

PREPARED SALADS 

BONDUELLE 
 

FRESH 
AMERICAS 

FRESH FOOD 

1 company agricultural 

prod. site 

12 industrial production 

sites 

1 logistical platforms 

AMERICAS 
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THRIVES THANKS TO: 

INTERNATIONAL DEVELOPMENT 

NEW PRODUCT CATEGORIES 

150 M€ 

Sweet 
corn 

Spain 
Portugal 

Central 
Europe 

 Fresh 

Prepared 
goods 

Mushrooms 

Eastern 
Europe 

Canada 

South 
America 

USA 

1975 1980 1985 1990 1995 2000 2005 2009 2010 2011 2012 2013 2014 2016-17 

CONTINUOUS 
GROWTH 

Ready Pac 
Foods 

2,8 Md€ 

(pro forma) 
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A 
Key figures 1st march 2017 pro forma 

A FEW FIGURES 
CONCERNING THE BONDUELLE GROUP 

125 M€ 
in current operating  

income 

13.500 
employees expressed  
in full-time equivalent  

58 PLANTS 
industrial or company 

 agricultural production  
in 12 countries 

5 BRANDS IN 100 COUNTRIES  

1 000 000 t 
of canned goods 450 000 t 

of frozen goods 

350 000 t 
of fresh goods 

2,8 Md€ 
in revenue 
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FIVE STRONG BRANDS 
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95% 
OF 3 440 

FARMERS 
supply charter 

signatories. 

AGRONOMY 

171 

PROJECTS 
SUPPORTED 

by the Louis Bonduelle  
Foundation. 

NUTRITION 

QUALITY 

December 2016 

KEY FIGURES 
CSR PERFORMANCE (end of 2016) 

24 to 4,03 in 5 years 

FREQUENCY OF 
OCCUPATIONAL  

ACCIDENTS 

 

PEOPLE AND 

SAFETY 

-50% WATER 
CONSUMPTION 

SAVINGS in 10 years 

27 PROJECTS 
INITIATED 

in connection with the  
local communities where 

Bonduelle is present. 

STAKEHOLDERS 

7 000 TONNES  
OF CO2 EMISSIONS  

SUPPLY CHAIN  
AND  

PURCHASING 

RESSOURCES 

NATURELLES 
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BONDUELLE IN ITALY 
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4 TECHNOLOGIES: A WIDE RANGE OF PRODUCTS 

AMBIENT IV RANGE DELICATESSEN FROZEN 
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THE TWO PARADIGMS IN BONDUELLE 

GLOBAL IN KNOW HOW 

LOCAL IN MARKET PROXIMITY 

CUSTOMER-CENTRIC APPROACH 

IN ALL BUSINESS FUNCTIONS 
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DIGITAL IN BONDUELLE ITALY 
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THE STARTING POINT: OUR BRAND POSITIONING 
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WE CAN COMMUNICATE IT THROUGH 3 PILLARS 

LIFESTYLE QUALITY 
CULINARY 

INSPIRATION 
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DIGITAL WORKS TO BUILD THE LOVE BRAND 

AWARENESS CONSIDERATION PURCHASE LOYALTY ADVOCACY 

PRODUCT 

ADVERTISING 

CULINARY 

INSPIRATION, 

RECIPES 

COUPONING CRM ACTIVITIES 

CONTENT ON 

RECIPES,  

STORIES  

CSR ACTIVITIES 

CONTENT 

FOCUSING ON 

CSR/EMOTION 

SOCIAL SHARING 
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DIGITAL STRATEGY IS CONNECTED TO BUSINESS GOALS 

 

 New product launches support 

 

 
 Follow product seasonality  

 

 
 TV adv integrations 

 

 
 CRM promotional plans and consumers activations 

 

http://ppt/slides/slide3.xml


DIGITAL ECOSYSTEM 

Instagram Facebook YouTube 

BONDUELLE.IT 

IN ORTO 
FOUNDATION 

SITE 

RICIBLOG 

SOCIAL MEDIA 

Content site about urban 

gardening, built on consumer's 

lifestyle  
The culture of healthy eating 

habits based on vegetables 

and sustainability 

Brand and content site, 

where to discover 

Bonduelle world 

Awareness and engagement 

on our brand and products 
Hosting our video,  

video campaigns, also 

supporting TV 

Built on consumer's 

inspiration and lifestyle 

http://ppt/slides/slide3.xml


PRODUCT LAUNCHES AND CONSUMERS FEEDBACK 

Very positive insights! 
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EXAMPLES OF ENGAGEMENT THROUGH CONTENT 

VIDEO RECIPES WITH A FOOD BLOGGER 
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EXAMPLES OF ENGAGEMENT THROUGH CONTENT 

RECIPES INSPIRED BY YOUR FAVOURITE TV SERIES 

http://ppt/slides/slide3.xml


CRISIS MANAGEMENT – TWO SIDED OF DIGITAL ERA 

THREATS OPPORTUNITIES 

Not verified news could be 

spread very fast, especially 

when are negative  

Brands can be more 

transparent with customers that 

appreciate it more and more  
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CRISIS MANAGEMENT – THE SPINACH CASE 

First articles 

with the news 

Stop Facebook posting 

on our page 

Press release and website 

communication 

Customer service answering very fast also on Facebook 

Positive 

interviews of 

Bonduelle AD 

on TV  

Exceptional activity of customer care 

during the weekend  

(Update of website communication) 

• Press release after 

analysis negative results 

• Change of website 

communication with a 

positive message 

Post on our 

Facebook page with 

good results 

Good PR distribution  

START OF CRISIS ANALYSIS RESULTS PEAK OF CRISIS 
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THE SPINACH CASE – GOOD RESULTS 

Online mentions 

Short mentions wave  
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THE SPINACH CASE – GOOD RESULTS 

Good PR effect 
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THE SPINACH CASE – GOOD RESULTS 

• Positive reaction to the post (741 like, 13 love). 

• Very high level of sharing (187 shares).  

People posted the message on their Facebook 

page, acting as “brand ambassador”. 

Good users feedback 
to our Facebook post 
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ADVERTISING CAMPAIGNS 
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MEDIA CONSUMPTION IS CHANGING 

62% of people, watching TV, use 
to go online with mobile devices 

Many different thematic 
channels on TV 
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54% of people watch 
videos online every day 

MEDIA CONSUMPTION IS CHANGING 
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FROM TV VS DIGITAL TO AN INTEGRATED VIDEO STRATEGY 

+ TV DIGITAL 

INCREMENTAL REACH 
WITH INVESTMENT OPTIMIZATION 

LIGHT TV VIEWERS TV VIEWERS 
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GRAZIE! 
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