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1. Executive Summary

Theproject undertaken the last 2 months d@dionBnd and show a strategic pafbr the
Tunisian North West productioh essential oilslooking for a better positoning
COMPETITIVENESS has an extensive experience world wide in ptbiddimg of
strategic analysis using its own methodalbgged on thestrategicconceptsleveloped

by Harvard University Professor Michael Potilee the 5 Forces of the Industry, the
Value Chain or the Strategic Business Segments.

The projectstarted with the identification oféahmain uses of the plants shistéd in the

Terms of &erence rosemary, myrtle, thyme, lentisque, eucalyptus and cedar. When
looking at the similarities, the uses they have in common are food and wellness applica-
tions including cosmetics and medicinal uses of the Tbdisfore, the strategic seg-
mentation has beedone according to these uses.

In order to start with the strategic segmentation it is required toahiedyzethe main

markets and global industry trendsis relevant to mention that in recent years, a new

type of consumer has emerged: the li@bSaially-Conscious ConsumEhis aw con-

sumer is conscioabout the health and wants to buy wellness and natural products,
consciouaboutthe flavor and indulgence experiences in general, consalmus the
environment and interested in the origin ofducts Considering i, the identification

of drategic segments was dofm the food industry (herbs and spi¢@nd the wellness
(cosmetics), as well #se analysis of attractivenes$he segments in which the herb
producers in Tunis@rrentlycompete ared F e e doriehted toconsumers which moti-
vationisonlytobef ed and t he pr oducansd hoacvhee mhiocnagl svheell
productithec o s met i ¢cs that are made from chemical
tractivenessf the segmeti s | o w. I n t heowatractiveness due be ed dr
the low barriers of entryand highrivalry coming from lower cost production countries.
Themargin is taken either by the highly concentrated suppliers (seeds, fertilizers, etc.)

or by the huyers (the large spice producers and the distribution market).

For the o0Chemical wellness + productodé the |
is based in cost and volume, leaving no room for any other differentiation and making
possible that lovcost countries like China and India are increasingly growing as suppli-

ers. With this tight rivalry the margin left is low and mostly captured by large cosmetics
companies that are big players who control the market.

However two other segments with highegtractiveness were identified that could be

better for the Tunisian producers. Inthecaseafd t hi s i s the OFresh/
consumers loiig for a treat and interested imighquality fresh herbsvith ashort shelf

i feo. I n switchi;mig cesesdonaewt suppliereare higher for the buyer com-

pared to the dry segmentue tothecoldsupply chaimeeded toguarantee the constant
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supply of freshness and quality to retail mask@ess amounts and more often). Along-
side, there is legsvalry as seasonality and distance reduces the number of competitors
in the market. It is clelgra better business for the Tunisian suppliers of fresh herbs who
could sell fresh in nearby countries and/or through the Netherlands (European hub for
freshagro products).

In the case of wellness produdtgere is the segment of We | Inatea groducts

s er vi c,ehele prpdacis@renade from natural ingredients without chemicals, and
sold directly to spaswvellnessyoga and aromatherapy centersy whichthe attractive-

ness is also high. Switching cost for those centers to a new supplier of essential oils or
natural cosmetics is higher; because they believe in the impact the quality of ingredients
has in the overall experience, often using theystborigin behind the natural products

to differentiate from the resthis segment hakarlya potential in Tunisia also because

of theincreasinglemand of tourism of thalassotherapy hotels that could be linked to.

After having presentedhe analysiof all the segmentsnentioned above othe first
intermediate report, the FHI 360 team decided to keep working on the segment of
OWel Il ness natur al p Therefare; thegsrojett has enovedifarveard( SP A s )
focusing only on the analysis of thesshosegment.

The2nd part of the analysis started by identifying the benchmarking interviews to be
done. Sinceeither the ACEA ntite FHI 360 team could join the benchmarking trip, they
approvedto do the interviews through Skype instead of a trip fopérson interviews.

The budget of the trip was used to do more interviews to cover other buyers and inter-
esting companies. The interviews were useful to identify the advanced buyer purchase
criteria of this segment as well as the ideal value chaththekey success factois is
important to highlight thahe main differencéetween theideal value chairand the

current one, is that the prodsiare formulatedthinkingholisticallyin ther use through
thefinal experience Thisan go from a sensorial application like aromatherapy or mix

of creams and oils to do a massage. Thus, it has to be formulated with the input and
knowledge from the therapist who is in direct contact with the final consumer. This is a
total change from # current situation where the producer formulates the product and
sells it to the market with a push moddto, in order to formulate the products, tradi-
tional usesfoherbs for medicinal purposesust be recoveretbcusing omative plants

and herbs.

A key strategy in this segment is to have ownership over the formulation process; this is
not to say to make the products but to have the plant knowledge that allows creating
the products for specific results and experiencekeakat from the benchmarkimgter-

views even the smallest companies, they have this is common. They might subcontract the
production but they own the formulation proc€tbker key success facsdhat the Tu-

nisian producers must consider are of course the natural and organic pfqueskic-

tion, from planting {ithe plant is not wild), harvesting to the final packaging, and its



Final Report Strategic Segmentatiorf the GVC of Essential Oils and Natural Extracts

traceability to have evidence on that. It is also very important to explain the history of
the producer and the origins of the plants, so all has to betathto explain the truth.

Finally it becomes crucial to train the therapists of the spas in the use of the products,
because they are the prescribers who will help the consumer in choosing the mix that
he/she will be experiencing.

Finally,the findings inthe research sayhat the companies competing in this strategic
segmenstarted being local with a reducerhnge of productgfor example just essential
oils)to increaseit later on Since the business requires not only selling the prmaluct
alsoadding some services to the spand aromatherapgenters suchas trainings, the
companies start doing this locally. Once they have the local experience,epemnoie

to increase the range giroductsby acquiring the needed skills to formulate creams,
peels, scrubs, masks, etc. to use them in the spas., Hirgllgtart selling to spas from
other countries, but always providing the serwieach countrinstead of just exporting
theproducts. This sequence is important because at each step the coegusty have

the knowledge and have completed the learning experietacenove to the next one,
and theseaare transitions thgtrobably need years tchappen

Finally the document ends with some recommendations of the mexasteéthe areas

of improvementhat will allowcontinuinghe work by defining the action plan to be

done to make the change. It is all about how the North West Tunisian essential oil pro-
ducers could take advantage of the coufdrprivilegedposition as a leading tourism
destinationin thalassotherapy treatments. The mix of thalassotherapy and use of local
healing herbs could work to sell a unique concept in the world and explain the story and
its origins This is similar tthe natural cosmetics producers in Icekdad are able to
promote their products and sell experiences thanks to the increasing amount of tourist
that visit the country every year interested in the wild, natural and wellness aspect of
the country.
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2.

global trends

Industry Analysis: Main markets and relevant

According to the Terms of Reference of this project, the short list sf gdasideredh
theanalysidgs rosemary, myrtle, thyme, lentisque, eucalyptus and cediefollowing
table, we can see¢he main uses of these herhewever it is not limieto.

Tablel - Main uses of the herbs analyzed

Rosemary

Perennial herb and, the leaves
twigs, and flowering apices are
extracted for use.

Spices, culinary condiment(
butt er nadrackuical)
herbalism and essential .oil

Spices

Thyme

Perennial herb and, the leaves
twigs, and flowering apices are
extracted for use

Spices, culinary condiment(
butter oil sé)
herbalism and essential .oil

Spices

Myrtle

Tree of thesame family as tea
tree and eucalyptus with aro-
matic flowers and leafs.

Spices (not very common, on
used in regions of origin), es-
sential oil, cosmetics
(ex.soaps), nutraceutical, her
alism.

Floral Sup-
plies

Eucalyptus

Tree in the myrtle family, origi-
nally from Australia

Culinary condiment, Essentia
oil, wood, nutraceutical and
herbalism.

Floral Sup-
plies

Cedar

Indigenous to the Lebanese
mountains, the southwest of Tt
key, Cyprus, the Atlas Moun-
tains, and the Himalayas, the
cedar tree is also found in Asia
Africa, and the Americas. Cedz
oil is the essential oil extracted
from the leaves and wood.

Essential giculinary condi-
ment (dry cedar leafs
tea),aromatheraphy (incense)
wood, nutraceutical and herb:
alism.

NA

Lentisque

Pistacia lentiscus is a shrub or
tree,, with a strong smell of
resin, growing in dry and rocky
areas in Mediterranean Europe
The part usedre the leaves.

Essential oil, resin (in natural
perfumery, mastic absolute
lentisque is used in, incense
perfumes, amber bases, and
floral notes), wood, herbalism

NA

Source: Made by author

When looking at the similarities, the uses they have in coarmdood and wellness
applicationsincluding cosmetics and medicinal uses of the herbs.
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Market of dry herbs spices cosmetics products and essential oils.

As it can be seen in the figures beldwdia has clearly been the top producHrspices
overthe last 5 years and also the top exporter in 2016 together with Clhinports are
mostly distributed between the US and Eur@gewell as some part in Asia

Figurel- Top 10 countries producing spices 2042016
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Sourcehttp://www.fao.org/faostat/en/#data/QC/ visualize

Figure2 - Exports and imports countries share in 2016

Spices and herbs export share of top
countries in 2016 (Total 2.71 Billion
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Spices and herbs import share of top
countries in 2016 (Total 2.71 billion USD)
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Leyenda

Sourcehttps://atlas.media.mit.edu/en/profile/hs92/0910

When lookingat the cosmetics products marketsshownn the figure below, global

cosmetics markbashad a positive growth in the last 10 years.


http://www.fao.org/faostat/en/
http://www.fao.org/faostat/en/
http://www.fao.org/faostat/en/
https://atlas.media.mit.edu/en/profile/hs92/0910/
https://atlas.media.mit.edu/en/profile/hs92/0910/
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Figure3 - Annual growth of the global cosmetics market from 2004 to 2017

Annual growth of the global cosmetics market from 2004 to 2017*
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Source Additional Information:
L'Oréal Worldwide; L"Oréal
© Statista 2018

Sourcehttps://www.statista.com/statistics/297070/growitate-of-the-global-cosmeticsnarket

Regarding exports and imports, in 2016, France and the UntegdsSwere the leading
exporters, and China and the United Sates led in imports.

Figure4 - Country share of exports and imports of the beauty products in 2016

Beauty products export share of top Beauty products import share of top
countries in 2016 (Total 39.9 billion USD) countries in 2016 (Tetal 37.9 billion USD)
France United States
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Sourcehttps//atlas.media.mit.edu/en/profile/hs2/3304 /

When looking at data of essential oils, India and the United States were the largest
exporters followed closely by China in 2016. On the other hand, the imports in 2016
were clearly led by France and Brazil and the United Stakrance and United States

may use the essential oils as ingredients to elaborate their cosmetics products, since as
shown before both countries are leading expoat


https://www.statista.com/statistics/297070/growth-rate-of-the-global-cosmetics-market/
https://www.statista.com/statistics/297070/growth-rate-of-the-global-cosmetics-market/
https://atlas.media.mit.edu/en/profile/hs92/3304/
https://atlas.media.mit.edu/en/profile/hs92/3304/
https://atlas.media.mit.edu/en/profile/hs92/3304/
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Figure5 - Essential oils exported and imports share of top countries in 2016

Essential oils export share of top countries Essential oils import share of to
in 2016 (Total 4.46 billion USD) countries in 2016 (Total 4.35 billion USD)
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Sourcehttps://atlas.media.mit.edu/en/profile/hs92/3301

Relevant global trends

In recent years, a new type of consumer has emerged: the Global S@nakgious
Consumer. This phenomenon has seen an accelerated growth shaping the purchasing cri-
teria of a vast group of people worldwide.

Figure6 - Who is the globalsocially consciousconsumer?

WHO IS THE

GLOBAL, SOCIALLY-CONSCIOUS
CONSUMER?

[GE ‘ o
63% (Il 66%

under the age of 40 think companies

Willing to

pay more for
socially-responsible
products/services

niclsen

Source: A Nielsen Repd@fhe Global SocialiConscious Consumer, 2012

According toNielsen the Global, Sociallgonscious Consumer is a young person (63%
under the age of 40%), green (66% think companies should support the environment)
and is willing to pay more money feocially responsibleroducts and services.

The Global, Sociallonscious Consumer is changing the industry due to the different
ways of consuming:


https://atlas.media.mit.edu/en/profile/hs92/3301/
https://atlas.media.mit.edu/en/profile/hs92/3301/
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A Health and welbeing: This consumer is conscious on his/her health and well be-
ing, always looking for natural products with a focus on maximizing the nutrition:
0Good udo.r yo

A ConvenienceThis consumer is conscious on his/her lack of time and since he/she
works doesndt have enoug hlodkingrar easyoto ¢ 0 0 k .
cook and ready to eat products that preserve nutritional, health and tasting
gualitesl t doesndt mean the consumer i s not
like a hobby oran enjoying expeience.

A Taste and ariety: this consumer is also conscious on the taste and flavors, so
l ooking for culinary experi anamoment and b
of indulgence and pleasure.

A Environmentallyconscious this consumer is always looking for green products
that are good for the environment and ethical companies.

A Sociallyconscious this consumer is willing to penpre for socially respons$é
productsand interested in the origin of the produatsl the history of who con-
tribute in producing them.

Figure7 - Different definitions of the socially conscious consunier

90% of consumers in 2015
are likely to switch brands

é | SOCIALLY CONSCIOUS CONSUMER - s **g=<cied i < e

THESE INDIVIDUALS SUPPORT RESPONSIBLE CORPORATE BEHAVIOR.
% PURCHASE BEHAVIOR
\\ """""" Make an effort to choose a company that
they perceive behaves responsibly toward

the people and environment in the communities

dhCauseGood

Sourcehttps://www.personadesign.ie/sociagésponsibilitthowto-build-a-sociallyconscioubrand/

The Global, SociallConscious Consumer wants to buy products and services that are
good for them as individuals as well as for the plakis/her way ofunderstanding the
companies is not to maximize the benefit but to maximize the prosperity of the community
where the company works. So this consumaent isterested in the best products or
companies in the world but in the best products or companideefaorid.

Evenif the explanationgiven about this type of consumer is based in reseatmut
ongoingtrends the objective iso try andfind informatiorfor the strategic segmentation

1 https://www.personadesign.ie/sociaésponsibilitthowto-build-a-sociallyconscioubrand/
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and identify new businesses in this industry. This process isynbeeause sometimes

the new segments identified may not exist yet, but the tremals it is emergingdn fact,

in this case there are already some examples or companies who are selling their products
to this type of consumer:

Everlane:

https://www.everlane.com/

It is a company from San Francisco tbeltsapparel products. They produce their
clothes in what they call ethical factories from around the wgitlthg a compliance
audit to evaluate factors like faivagesand workinghours, and environmeiihey share
these stories with the clients and tebgrethe true cost of every product they kea

Their base |ine is O0Radical Tr afhshipar ency 0.

@ |

MATERIALS HARDWARE 0 DUTIES
$.44 0 $.67

TRUE COST

TRADITIONAL RETAIL

Sustainable harvest:

https://www.sustainableharvest.com/

-9 -


https://www.everlane.com/
https://www.sustainableharvest.com/
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Sustainable harvest is an innovative coffee business in the heart of Portland, a leading
city in the specialty coffee mark&ustainble Harvestonnects coffee buyets coffee
growers to negotiate price directly, discuss quality expectations, and create shared un-
derstandingThey use thedRationship Coffee Model, transforming a traditionally linear
supply chain into an engine for transpargrand collaboration allowiy the direct of

trade of coffee from farm to roasteHaving offices in four coffeproducing countries
enablesthe companyo easily trace lots back to the producers who grew treampow-

ering coffee producers that invest in quality single origin cotideer than quantity

Conceptual Tools

The Methodology for the Strategic analysis used by the COMPETITIVENESS team in
charge of this project, is based on the concepts developed by Harvard University Pro-
fessor Michael E. Porter in his books o0Com
vant a4685), o0The competitive Advantage of |
(1998). The developed conceptual tools as the 5 forces of the Industry, the Value Chain

or Strategic business segments are models commonly used in COMPETITIVENESS projects.
The figire below represents the conceptual tools used in the following sections.

Figure8 - Conceptual tools for the analysis

Strategic S
Industry seqm é]nt Strategic option
. .o ) ,‘ :

I
- I
I

= oJ

Source: COMPETITIVENESS Methodology

sssssssss

’ b CAFE DE MVUTERES SANTO D [/
Caré DE MUTERES SaNTS DOMINGS L 4o I |

FECCESG

Guatemala Women's Coffee

AVAILABLE LoT:

Fair Trade, Organic
Washed
231 bag(s) (69 kg) - Annex SLO

25 bag(s) (69 kg) - Continental NJ
The enterprising women farmers of Cafe de Mujeres de Santo Domingo produce high-quality 6 bag(s) (69 kg) - Costa Oro
coffee in Huehuetenango, making their own fertilizers and diversifying their income through
a local bakery.

|D# SH7684

- 10 -
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The analysis started looking inthe industry trends at a global level including the macro
and consumer trends, in order to understand the sector where the companies will be
competing. In this part the resudtsre industry trends, howdi are evolving and if

there have beemny changeshat could have a structural impact.

After that, the identifiation of strategic segmentssdone, looking for sector portions
that behave in a similar manner from a business point of view. Thus, different busi-
nesses within the industry were identifiedvell as if they were attractive, the growth,
the barriers and power relationshipgcheseaesults show the companies in the North-
western cluster in Tunisia were at the right business or had to changeth&rene
better suited for them

This parwill endby identifying the advanced buyer purchase criteria of idheal
strategic segmerithe segment selected by the FHI360 team as the most attrémtive
the beneficiaries of the North West area of Tunidtarrther information can be found
in thefollowingsections of this report.

After that, the analysis contirtlto find the strategic option, which is the strategy that
a company followso beat its competitors. That wdse moment to identify what the
criticd success factors to compete wane how the local vale chain needetb improve

to get there.

Strategic Segmentation

Once the main data of the industries related to the herbs and plans aptisehad
been reviewedthe next stepvasto identify the different strategic segments that ex-
isted.

A strategic segment is a function of both the product and the user or market group that
the product servesThe strategic segments are distinct from one another leetaels

rel ati ve s fFivegrorges that shépe thé pmtitide strategy’ and are dif-

ferent in each case. Therefore the value chain required to support each one is also dif-
ferent. The strategic segmentation is not cotamegific but rather provides a global
overview of the segments that exist within one industry.

2 Porter, Michael E. (2008). The Five Competitive Forces That Stnapy. HBR, Harvard Business Review. Retrieved at
March 4, 2016

- 11 -
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Table2 - Matrix of the Strategic Segmentation

users / markets

L
I |
Strategic Strategic Strategic

? Segment Segment Segment
o
2 1 2 3
c Strategic Strotegic Strategic
& ? Segment Segment Segment
——
% 4 5 &
-§ Strategic Strategic Strategic
£ ? Segr;ent Segr:enr Segr_:en[

SourceCOMPETITIVENESS Methodology

Once the different strategic segments are
lytical tool is used to assess industry attractiveness by determinprgfitability of an

industry or sectofstrategic segment)By assessing the relative bargaining power of
buyers and suppliers, the intensity of competitive rivalry, the threat of new eindnts

the threat of substitutethe tool provides an insighito which actors appropriate the

bulk of the available profits in the value chain.

Figure9 - Five Forces of Michael Porter to assess the attractiveness of a strategic segment

e ts
(barriers of
gniryl

buyer

Thread of
substituta
products

- 12 -
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Figurel10 - 3 Forces of the vertical axis: Is there margin in this business?

The vertical axis of the Five Forces analysis formed by 3 forces is used to determine if
there is margin at that particular business. By the combination of understanding how the
thread d new entrants (barriers of entry) are, as well as the rivalry and the thread of
substitute products, the result will explain if there is margin or not at the strategic segment
that is beinganalyzed

Figurell - 2 Forces of thenorizontal axis: Who is mostly capturing the margin in this busi-
ness?

Bargaining Bargaining
power of the — —_ power of the
supplier buyer

The horizontal axis is used to know which player of the value chain in that particular
strategic segment is mostly capturing the margin. In order to apply it right, it is important
to locate thebeneficiaies of the project in theenterof the 2 forces. In this case, the
beneficiaries are the producers of essential oils. Having inthignid important in order

to identify who their suppliers and buyers aend which is thbargaining power of

them compared to the beneficiaries. The result of this analysis will determine who is in
the value chain capturing most part of the margin.

entrants

(barriers of

' Advanced Buyes Purchase Criteria (BPCs) anérchmarking
interviews
|

This part of the analysgtarts by establishing the hypothesis to be contrasted
— during the benchmarking interviews, and that in fact, the analysis done so

JIEANE  far brought to identify value chain gaps and business environment deficien-
products .
cies.

Once the strategic segment is chosen, differgerviews with advanced buyeasd
other relevant industry experbave been set up to understand their purchase criteria.
This is key to carry out a thorough gap analydentifying what upgrades are necessary
in the current value chain in Tunisiamtwe into a more attractive strategic segment. The
advanced buyers must not be confused with potdmiigérs;they are not interviews for
commercial purposes but onlyasesearchin order toanalyzewhat they requireThe
advanced buyers are the onehwalready buy at that particular strategic segment,
which Tunisia is not yet there.

- 13 -
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The benchmarking interviews will also be done to other agents of the new segment value
chain, to understand all the rest of activities as the way of harvestingatilistifrocess,
logistics, etc. They are useful not only to complete a more solid analysis but also to obtain
key firsthand inputs.

Generic strategic jptions, Key Success Factorgalue chain and areas or
improvement

After the analysis done at tHevel of the strategic segmente generistrategicoptions

need to be identified to knovhe strategy that a company follows to beat its competitors

As it can be seen in the figure below, the options are: Product orRvhuiict (if the
strategy is oly one product, oother product€an be added to grow), and the geo-
graphic scopewhich is local (same region, country) or global. Being global sometimes
doesnot onlymeanexporting but also having songfrastructureat the country were
selling, or proming some service. It all will depend in each stg&tesegment. This is
actually vhat it needs tdbe fourd out after. the Key Success Factors (KB¢s3ssary to
compete on it successfully, according to the buyer purchase criteria found during the
interviews of international buyers.

Figurel12 - Generic Strategic Options

KSF
T.xxx

2.yyy
3.z

=
=
o=
S
=
Cr
=
=
=

PRODUCT/SERVICE SCOPE

(0Cd
GEQGRAPHIC SCOPE

Source: COMPETITIVENESS Methodology

Lastly the ideal value chain for the ideal strategic segment needs to be identified. Ac-
tually the objective is to identify the gap between the current value chain in Tunisia and
the ideal Value Chain needed to compete in the identified segment, as the masivattra
one. By comparing the activities of the two value chains (cugddeal) it will be
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possible to identify the areas of improvement. Then it will be possible to evaluate if it
would be feasible for the current local producers, artisans and companies in Tunisia to
develop the value chain to this new ideal one. The gapsdmst the two value chains
(current vs ideal) will actually be the areas of improvement that need to be fixed in
order to make the change.

Figure13 - Value chain representation

Source: Michael Porter strategic concepts
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3. StrategicSegmentation

Food Industry

The following strategy segmentation includes all the products and services that are in-
cluded in the food sector, considering the herbs and spices.

Table3 - Strategy Segmentation Matrix of the Food sectberbs and spices)

Feed (gz: ;i:fgzj ) Pleasure/Treat Health
Dry/Stackable
{Long-Shelf Al A2 A3 A4
Life)
Fresh
(Short-Shelf Xt B2 B3 B4
Life)

The horizontal axis gathers the motivation that the user has when consuming the herbs
and spices; whereas the vertical axis differentiates between the shelf life of each prod-
uct, if its something dry that can be stockable for a long time (months) dn arfodsict

that expires in days.

Description of the segments

Figure14 - Segment AlFeed dry and stockable

Comaenience Dry herbs and spice products which consumption
Feed (Ready to. - Pleasure, . . . s o " P
ent) motivation is just to “feed” - this includes all the
basic and daily use products, often traded as
Sm[zm;h commodities. In the case of herbs and spices, these
{Long-Shelf 4l a2 43| are the mainstream dry products available in
Life) supermarkets.
Fresh
(short-Shelf  x 82 83 i
L) G

i
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Figurel5 - Segment A2 & B2: Ready to eat

Convenience Segments A2 and B2 are “ready to eat” products
Feed (Ready to  Pleasurz/Treat| which consumption is driven by convenience.
el Consumers who lack the time to cook or prefer to
Dy spend their time in other activities instead of
Stockable cooking. A3 are meals that contain herbs and have
(Long-Shelf = - = long shelf life, such as frozen pizzas and canned
Life) meals. B3 are fresh, for instance salads or fresh
Fresh meals that include herbs.
(Short-Shelf X B2 B3
Life)

Figurel6 - Segment A3: Treat dry and stockable

o These are products which consumption is
Feed (Ready to eat P1€9Ure/ T Jriven by pleasure and indulgence, such as a
treat. These are gourmet products that
sm?—%;/e combine different kind of herbs and spices,
(long-shelf ! A2 A3 sometimes including salt. Consumer choice is

Life) motivated by quality
Fresh

(Short-Shelf X B2 B3
Life)

Figurel7 - Segment B3: Fresh and pleasure

reeg | COMVEmEnCE Lt Thl§ segment is also driven by indulgence, such as
54 lRead, toeait - = having a moment of pleasure. Consumers are
looking for top quality and freshness. Some
- D?’/b/ examples include, fresh herbs, truffles or wild
tockable e
(long-shelf A1 A2 A2 mushrooms such as porcini.
Life)
Fresh (]
(Short-Shelf X B2 B3 2
Life) ] ! i
x . |
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Figure18 - SegmentA4: Health and stockable

Figure19 - Segment B4: Health and fresh
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