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I.​ Presentation of our company (speech)  
  

1.​ Canada : Metro Inc (annexe 1) 

  

“Hello Ms Lavoie, thank you for welcoming me to Metro Inc. today. I am delighted to be able 

to present ESPOSITO PASTA, our company, our expertise and how our offering can fit into 

your strategy for developing premium and international products.  

Founded in 1926, ESPOSITO PASTA is a French family business with nearly a century of 

expertise in traditional pasta production. Located in Tarbes, in the south of France, our 

35-strong team has managed to retain a human-scale agility while developing an industrial 

capacity capable of meeting the demanding standards of international mass distribution. This 

longevity is the foundation of our identity: it guarantees our partners absolute control over 

manufacturing processes and consistency in production, two essential pillars for supporting 

the growth of a group such as Metro Inc.  

Our positioning is resolutely premium, based on an uncompromising selection of durum 

wheat semolina and total traceability, from raw material to finished product. While our 

products are now highly sought after in Europe'sfinest delicatessens, they have also proven 

successful in supermarkets, particularly in the ‘World Foods’ section. This versatility proves 

our ability to satisfy customers looking for authenticity without sacrificing volume and 

deadline requirements.  

To respond to new consumer habits, we have expanded our traditional range to include 

ready-to-use sauces and dishes, such as our flagship spaghetti bolognese and linguine 

arrabbiata. These products combine the convenience expected by modern consumers with 

the distinctive flavour of an artisanal product. Thanks to our solid experience in exporting 

(Europe, Asia, Latin America), we offer proven logistical expertise, capable of managing 

complex flows and the most stringent international health standards.  

ESPOSITO PASTA is a leading strategic partner in the development of your premium 

ranges, particularly through the ‘Irresistibles’ brand and your ‘Gourmet Corner’ concepts. We 

can support you through our own brand, a guarantee of French prestige, or as a supplier for 

your private labels. Our ambition is to contribute to the differentiation of Metro Inc.“s offering 

in Canada by providing a high-quality, authentic response to consumers” growing 

enthusiasm for European haute cuisine.”  

  

 



 

2) Mexico : Grupo Herdez (annexe 2) 

  

“Hello Ms. Gutierrez, thank you for visiting us today. I am delighted to welcome you to 

ESPOSITO PASTA and to introduce you to our company, our expertise and how our 

products can meet the expectations of your high-end customers in Mexico City.  

Founded in 1926, ESPOSITO PASTA is a French family business that has been cultivating 

the art of traditional pasta for nearly a century. Now based in Tarbes, in the south of France, 

our small-scale structure (35 employees) allows us to combine Provençal authenticity with 

modern industrial requirements. Our production is based on a rigorous selection of durum 

wheat semolina and total traceability, guaranteeing a finished product of impeccable quality, 

already recognised by the best delicatessens in Europe.  

Beyond our long-standing expertise in pasta, we have developed a range of traditional 

ready-to-use sauces (such as our Bolognese and Arrabbiata recipes). These products have 

been specifically designed to meet the challenges faced by chefs in high-end restaurants:  

Operational efficiency : valuable time savings in the kitchen without compromising on quality. 

Consistency : The guarantee of a consistent taste, essential for prestigious establishments. 

Differentiation: The addition of a touch of‘French gastronomy’ in a highly competitive 

Mexican market.  

With solid international experience, particularly in Latin America (Argentina) and Asia, 

ESPOSITO PASTA has a thorough understanding of the logistical and health constraints 

associated with large-scale export. We understand the challenges facing GRUPO HERDEZ: 

enriching your catalogue for premium restaurants in Mexico City with exclusive products.  

Our ambition is to become your strategic partner by offering you products that embody the 

alliance between French artisanal tradition and industrial reliability, in order to strengthen 

your positioning in the high-end segment in Mexico.”  

  

3) South Africa : Woolworths (annexe 3) 

  

“Hello Ms Botha, thank you for welcoming us today to Woolworths South Africa's 

headquarters. I am delighted to be able to present ESPOSITO PASTA, our expertise and 

how our offering can fit into your strategy for developingpremium international dishes.  

 



 

ESPOSITO PASTA, a French family business founded in 1926, embodies a century of 

expertise in the art of making traditional Mediterranean pasta and sauces. Based in Tarbes, 

in the south of France, our company has maintained a human-scale structure with 35 

employees, a strategic choice that allows us to combine rigorous quality control with 

operational agility in response to the specific demands of our international partners. Our 

resolutely premium positioning is based on the use of excellent raw materials and total 

traceability, criteria that have enabled our products to establish a lasting presence in the 

most demanding delicatessens in Europe.  

To precisely meet Woolworths South Africa's strategy of expanding its range of 

Italian-inspired ready-to-eat meals, we have developed a range of authentic recipes, such as 

our spaghetti bolognese and linguine arrabbiata, which combine modern convenience with 

traditional flavours. These culinary solutions are designed to satisfy an urban and 

sophisticated clientele looking for healthy, tasty and easy-to-prepare products. With solid 

experience in the Asian and Latin American markets, we have mastered all the logistical and 

health constraints associated with large-scale export, thus guaranteeing reliable delivery and 

full compliance with South African standards. By choosing ESPOSITO PASTA, Woolworths 

is securing a long-term partnership with a supplier capable of offering real differentiation in 

the high-end ready-to-eat segment, while capitalising on a strong brand image synonymous 

with tradition and culinary innovation.”  

  

  

  

II.​Presentation our prospects   
  

1.​ Metro Inc - Canada  

 
Metro Inc. is a leading Canadian company operating primarily in the food distribution and 

pharmacy sectors. Headquartered in Montreal, Quebec, the company was founded in 1947 

and has grown to achieve an annual revenue of over 22 billion CAD, supported by a 

workforce of more than 97,000 employees.  

Metro Inc. operates across two main business sectors: food distribution (including grocery 

stores and supermarkets) and pharmacies. Its extensive store network consists of 1,000 

 



 

food stores under various banners, such as Metro, Metro Plus, Super C, Food Basics, 

Adonis, Première Moisson, Marché Richelieu, Marché Ami, and Les 5 Saisons.  

In terms of sales channels, 70% of sales occur in-store, while 30% are generated online 

through e-commerce and "click & collect" services. Notably, online sales grew by 19.8% in 

2025, reflecting the company’s increasing digital presence.  

Financially, Metro Inc. maintains a gross margin of 20% of revenue. For 2026, the company 

has planned significant investments, including the opening of 12 new stores and a capital 

expenditure budget of 550 million CAD. Additionally, Metro Inc. is investing nearly 1 billion 

CAD in supply chain transformation, a project initiated in 2024.  

The company’s strategy focuses on several key areas : strengthening private labels such as 

Irresistibles and Selection Merit, expanding its store network through new openings and 

renovations, and driving product innovation with launches like eco-designed shredded 

cheeses and free-run eggs. Metro Inc. is also committed to corporate responsibility, with a 

2022-2026 plan emphasizing sustainability, inclusion, and food waste reduction.  

Metro Inc. offers a diverse range of products under its private labels, including Irresistibles (a 

premium range currently undergoing rebranding), Selection Merit (quality everyday 

products), and My Healthy Plate (Mieux-être)(organic and free-run eggs). The company also 

distributes food and pharmaceutical products from national and international brands.  

Recent innovations include eco-designed packaging for shredded cheeses (2026) and the 

introduction of organic, gluten-free, and plant-based product lines.  

The company is deeply committed to corporate social responsibility (CSR), focusing on 

reducing food waste and obtaining "Responsibly Sourced Product" certification for its private 

labels. It is also recognized for its diversity and inclusion efforts, ranking among Montreal’s 

best employers and top employers for young graduates in 2025.  

 

 

2.​ Grupo Herdez - Mexico  

Grupo Herdez is a long-standing player in the Mexican agri-food industry, having been 

founded in 1914. With its headquarters in Mexico City, the company has grown to become 

one of the leaders in the processed food sector in Mexico and the United States, achieving a 

 



 

turnover of $1.9 billion in 2025. Grupo Herdez employs over 10,000 people and operates 10 

factories and 9 distribution centers, ensuring a robust production and logistics infrastructure.  

The company boasts an extensive product portfolio of over 600 products, spanning 

categories such as sauces, condiments (mayonnaise, ketchup), pasta, canned vegetables, 

ice cream, and organic products. Its iconic brands include Herdez, Barilla, McCormick, La 

Victoria, and Chi-Chi’s.  

Grupo Herdez distributes its products through multiple channels, including supermarkets, 

wholesalers, and the foodservice sector, particularly upscale restaurants in Mexico City such 

as El Jardín Secreto, La Table de France, and Casa de Campo. There is a strong demand 

for French products, which are perceived as synonymous with haute cuisine, especially in 

the sauces and condiments categories.  

The company’s market reach extends across Mexico and the United States, with distribution 

also facilitated through supermarkets, wholesalers, and exports. Grupo Herdez currently 

faces challenges such as standing out in a highly competitive market and finding high-end 

international suppliers, particularly from France, to enrich its product offerings and meet the 

expectations of its restaurant customers.  

Grupo Herdez is involved in the manufacture and distribution of over 1,500 products, 

including sauces, condiments, pasta, canned vegetables, ice cream, and organic products. 

Its presence is significant: 90% of Mexican households consume its products, and it holds a 

leading market position in Mexico in categories such as tomato puree (70% market share), 

spices (10% market share), and mayonnaise (70% market share). Additionally, it is the 

leader in Central America for canned vegetables and is present in more than 20 countries 

outside Mexico.  

As a family-owned company with over a century of history, Grupo Herdez has built a global 

presence in more than 20 countries, with a strong foothold in the United States and Central 

America. The company is known for its widerange of products, including sauces, pasta, ice 

cream, vegetables, and spices, as well as its commitment to innovation, regularly launching 

new products such as hummus and flavored tomatoes.  

Grupo Herdez’s solid infrastructure includes 10 factories and 9 distribution centers, enabling 

it to serve both the Mexican and international markets effectively. The company’s core 

values revolve around people, community, and the planet.  

 



 

Its main brands include Herdez (sauces, condiments, and traditional Mexican products), 

Barilla (pasta), and McCormick (spices and seasonings). Additionally, Grupo Herdez 

distributes international brands through partnerships, such as Betty Crocker, Cinnamon 

Toast Crunch, and Häagen-Dazs.  

  

3.​ Woolworths – South Africa  

 

Woolworths South Africa (WSA), established in 1931 and headquartered in Cape 

Town, is a prominent name in the South African retail landscape. Known for its 

premium positioning, the company has built a reputation akin to that of Marks & 

Spencer, catering primarily to affluent consumers with upper-middle to high incomes. 

For the 2025 financial year, Woolworths South Africa recorded an impressive annual 

turnover of 93.6 billion South African rands (ZAR), which translates to approximately 

€4.96 billion. The brand’s core values—premium quality, freshness, innovation, and 

sustainability—are at the heart of its operations and customer appeal.  

Woolworths South Africa boasts a robust network of 436 stores spread across the 

country, complemented by 161 Food Stops located at Engen service stations, 

making its products easily accessible to a wide range of customers. The company 

has been at the forefront of innovation, recently introducing initiatives that enhance 

the shopping experience. Among these is the Woolworths Food Emporium, a new 

premium store format launched in 2025, designed to offer an elevated retail 

experience. Another notable innovation is Woolies After Dark, a service that allows 

customers to order deliveries via Uber Eats until midnight, catering to those seeking 

convenience at all hours. Additionally, Woolworths has expanded its range of 

ready-to-eat meals, drawing inspiration from international cuisines, particularly 

Italian, to meet the evolving tastes of its discerning clientele.  

Strategically, Woolworths South Africa is focused on diversifying its international 

suppliers to enrich its ready-to-eat meal offerings, with a particular emphasis on 

Italian and locally inspired flavors. The company is also dedicated to enhancing its 

"Gourmet Corner" range by introducing authentic, high-end products that align with 

its premium positioning. Woolworths’ strengths lie in its commitment to product 

innovation, offering a variety of fresh, organic, halal, and vegetarian meals, as well 

 



 

as its exceptional customer experience, supported by premium store environments, 

extensive delivery services, and strategic partnerships with brands like Uber Eats 

and Engen.  

Sustainability is a cornerstone of Woolworths South Africa’s operations. The 

company is actively engaged in initiatives aimed at reducing its environmental 

impact, such as the use of eco-friendly packaging and maintaining an ethical supply 

chain. Looking ahead, Woolworths has outlined its Vision 2025+, which prioritizes 

environmental stewardship, inclusion, and product traceability, ensuring that the 

brand continues to lead by example in the retail industry.  

 

 



 

 

  

III.​ Intercultural differences (Gapsmoov in Annex)  
 

1)​ Canada :   

 



 

 

 

 

 



 

 

2)​Mexico :  

 



 

 

3)​South Africa :  

 



 

 

IV. Market research  

1)​Canada :  

 



 

 
Elements   Key Data  Implication for PastaBox 

 
 

Market size and 
Growth   

 
Canadian sauce pasta market valued 
at ~3.05 B USD in 2024 and expected 
to grow steadily(CAGR ~2.9–3.4%) 
through2030+ with both dried and 
fresh segments expanding.  
  

 
Large, stable market with 
continued growth — opportunity 
for a premium imported product  

 
 

Comsuptiontrend 

 
Canadians are increasingly seeking 
healthier, convenient, and gourmet 
PastaBox offerings (organic, 
whole-grain, plant-based).  
 

 
Align Pasta Box with trends 
(premium ingredients, 
health-oriented, convenience).  

 
 

Import and 
competitive 
landscapes  

 
Imports of PastaBox products such as 
dried and stuffed sauces are sizable, 
with various origin countries and 
opportunities in value-added formats.  
  

 
Imported PastaBox is already 
part of the market — premium 
European brands can 
differentiate with quality and 
storytelling.  
 

 
Consume 

preferences   

 
Rise of culinary diversity, gourmet 
tastes, pasta appreciation, and 
demand for clean label products.  
 

 
Canadians like premium, diverse, 
and innovative sauces options 
(artisanal).  

 
 

Distribution 
chanels   

 
Supermarkets, specialty retailers, and 
e-commerce are key channels. 
Retailers allocate shelf space for 
premium and innovative products  
 

 
Focus on modern retail and 
online channels for premium 
pasta and sauce positioning.  

 
Premium 

productsopportun
ities   

 
Fresh pasta and sauce seen as higher 
quality; growth of premium and 
specialty varieties  

 
Opportunity for premium pasta 
variants (special recipes, 
premium sauces, clean labels) to 
stand out.  

 
 

Price sensitivity  

 
While standard pasta is affordable, 
premium sauce commands higher 
prices among quality-seekers in 
urban/upper-income segments.   
 

 
A premium pricing strategy can 
work with clear value messaging. 

 



 

 

2) Mexico :  

 
Element   Key Data  Implications for Sauce for 

pasta  
 

Market Size  
 
2,5 USD (2024), projected 
3,25 USD in 2030  
 

 
Growing market,opportunity 
for a differentiated product  

 
Per Capita Consumption  

 
10,9kg/ year  

 
Mature market but 
openness to premium 
products  
 

 
High-Growth Segments   

​
Ready-to –eat, instant, 
premium/ organic sauce 
 

 
Position sauce as 
convenient, premium and 
gourmet  
 

 
Competition  

 
Strong local competition, 
imports rising (+43%)  

 
Need to highlight added 
value (French origin, unique 
recipes and packaging)  
 

 
Distribution   

 
Supermarkets, speciality 
sores or e-commerce  
 

 
Opportunity to enter via 
e-commerce and urban 
distributors  
 

 
Consumer Trends  

 
Convenience, speed, 
premium or artisanal 
products  
 

 
Adapt recipes and 
packaging  to local tastes, 
emphasize French image   

 
Market pricing   

 
Local products: very 
affordable (0,48USD) BUT 
1,5-2 USD (marginpossible) 
  

 
“Affordable premium”at 0,96 
USD unit is attractive if 
value is clearly 
communicated  
 

 



 

 
Opportunities  

 
High- quality imported 
products, convenient 
packaging, European 
recipes  
 

Create a storytelling: Made 
in France,practical, 
gourmet, eco friendly   
 

 

KEY POINTS :  

 
-​ Growing market: Mexican consumers are increasingly eating pasta and 

sauce, especially convenient and ready-to-eat options.  

 

-​ Premium positioning: Your product stands out thanks to French origin and 

innovative packaging.  

 

-​ Urban & digital segment: Focus on e-commerce and specialty stores in major 

cities.  

 

-​ Adaptability: Possibility to develop flavors tailored to Mexican tastes to attract 

local consumers.  

 

-​ Price justification: Emphasize quality, convenience, and French gourmet 

image to justify 0.96 €/unit.  
 
 

3) South Africa :   

 

 

 

 

 

 

 



 

 

Element   Key Data  Implications for PastaBox  

 
 
 
 
 

Market Size  

 

South Africa is one ofthe 
largest pasta markets in 
Africa and shows steady 
consumption growth as part 
of broader African trends 
where pasta consumption 
has increased 3.4% in 
2024. South Africa is a 
significant importer among 
African countries.   

  

 

A growing market with 
import demand offers space 
for a premium imported 
pasta product.  

 
 
 

Per Capita Consumption  

 

Average pasta consumption 
is 1.9 kg per person, lower 
than European levels but 
growing as urbanisation 
and convenience increase.  

 

Lower per capita 
consumption today 
suggests growth potential, 
especially in urban / 
middle‑high income 
segments.  

 
 

 High-Growth Segments   

 

Ready-to-eat, instant, 
premium/ organic pasta  

 

Position PastaBox as 
convenient, premium and 
gourmet  
 

 
 
 

Competition  

 

South Africa has domestic 
pasta manufacturing, but 
imports and international 
brands are visible in retail. 
Competitive pricing from 
local brands exists, but 
imported premium products 
are visible on shelves. ​
  

 

Differentiation will depend 
on quality, packaging, 
premium storytelling and 
positioning. ​
  

 



 

 
 

Distribution   

 

Supermarkets, specialty 
food retail, food service, 
and e‑commerce channels 
are active. Imported 
European products are 
present in modern trade.  

  

 

Leverage modern retail and 
e‑commerce to position 
PastaBox as a premium 
European brand. ​
  

 
Consumer Trends  

 

Convenience, speed, 
premium or artisanal 
products  
 

 

Adapt recipes and 
packaging  to local tastes, 
emphasize French image   

 
 

Market pricing   

 

The overall market includes 
lower‑priced local brands 
and imports; premium 
segments are emerging as 
consumers become more 
quality‑oriented ​
  

 

Premium positioning with 
clear value messaging 
(quality, French origin, 
gourmet experience) can 
justify higher pricing.  

 
 

Opportunities  

 

Rising imports, urban 
consumers, middle class 
growth, interest in premium 
food  

 

Emphasize quality, 
convenience, unique recipe 
offerings, and strong brand 
story to gain share with a 
leader distributor.  
 

 

 

V.​Study of competitors  

 
1)​ Mexico : Grupo Herdez  

1 MXN ≈ 0,052 €  

1. Sigma Alimentos  

 



 

Sigma is a large multinational food company with a strong presence in Mexico and 

international markets, reporting revenues of around €6.35 billion (approximately 121 billion 

MXN) in 2021, which makes it considerably larger than Grupo Herdez. Its most recent 

annual reports consistently show revenues in the multi-billion range, reflecting the 

company’s scale and diversified geographic footprint. Sigma’s core business is centered on 

refrigerated and frozen food products, including lunch meats, cheeses, yogurts, ready-to-eat 

and prepared meals, as well as selected beverages. This product mix positions Sigma 

strongly in categories that rely on cold-chain logistics, brand recognition, and frequent 

consumer purchases. From a market-positioning perspective, Sigma operates as a 

large-scale processor and distributor, competing through breadth of portfolio, manufacturing 

scale, and extensive distribution networks across supermarkets and convenience channels, 

both domestically and abroad. This contrasts with Grupo Herdez’s more focused strength in 

shelf-stable categories such as canned goods, sauces, and condiments. In terms of pricing, 

Sigma’s pasta and prepared meal offerings are generally positioned in the mid-range of 

supermarket pricing: they are typically comparable to, or slightly higher than, standard 

mass-market alternatives, reflecting added convenience and brand value. Retail prices 

usually fall in the range of approximately 80 – 150 MXN per dish, equivalent to about €4.2 – 

7.8, making them accessible to a broad consumer base while still supporting margin through 

scale and brand differentiation.  

2. Grupo Bimbo (Food Division)  

Grupo Bimbo is one of the largest food companies in the world and the dominant player in 

the Mexican food industry, reporting revenues of approximately 348.9 billion MXN in 2021, 

equivalent to around €18.1 billion, which places it far above Grupo Herdez in terms of scale. 

The company is a global bakery leader, best known for its extensive portfolio of bread, 

pastries, snacks, and other baked goods, while also participating in the distribution of 

selected convenience food products in Mexico through its vast logistics network. From a 

market-positioning standpoint, Bimbo is recognized as the largest baked-goods company 

globally, benefiting from unmatched brand penetration, manufacturing capacity, and one of 

the most extensive distribution systems in the food sector. Unlike Herdez, pasta and ready 

meals are not a strategic focus for Bimbo; its involvement in these categories is indirect and 

typically limited to adjacent convenience foods or distribution partnerships rather than direct 

competition in pasta. In terms of pricing, Bimbo’s products are generally positioned in the 

low-to-mid price range, particularly within its core bread and bakery categories, with typical 

retail prices ranging from approximately 20–60 MXN per item (around €1.0 – 3.1), reinforcing 

its mass-market appeal and everyday consumption positioning.  

 



 

3. La Costeña (Food / Canned Foods)  

  

La Costeña is a long-established Mexican food company, founded in 1923, that competes 

strongly in the canned and processed food segments, although it does not disclose revenue 

figures in the same transparent way as larger multinational groups. Despite this, it holds a 

significant position in Mexico’s packaged food market, particularly in categories that often 

overlap directly with Grupo Herdez, such as sauces, vegetables, and other shelf-stable 

products. La Costeña’s core portfolio includes canned chilis, beans, vegetables, sauces, and 

a wide range of processed everyday staples that are deeply embedded in Mexican 

household consumption. In terms of market positioning, the brand is widely recognized as a 

traditional and reliable player, with strong national distribution and a reputation for offering 

good value for money, often appealing to price-sensitive consumers. While La Costeña does 

not produce fresh or dry pasta, it plays an important complementary role in pasta and 

prepared meal consumption through its extensive range of sauces and canned 

accompaniments. These prepared sauces are typically positioned in the affordable to 

mid-range segment, with retail prices frequently falling between approximately 40 – 80 MXN, 

or about €2.1 – 4.2, making them accessible for everyday use and competitive against 

similar offerings from Herdez.  

  

Ranking :   

  

RANK  COMPANY  REVENUE (CAD)  REVENUE (EUR)  

1  Grupo Bimbo  ~348,887 M MXN  ~18,142 M €  

2  Sigma Alimentos  ~138,314 M MXN  ~7,192 M €  

3  La Costeña  ~18,112 M MXN  ~ 941 M €  

4  Grupo Herdez  ~36,213 M MXN  ~1,881 M €  

  

2)​ Canada : Metro Inc  

1 CAD ≈ 0,61 EUR  

1. Loblaw Companies Limited  

Loblaw Companies Limited is Canada’s largest grocery retailer and one of the most 

influential players in the North American food retail sector, with reported revenues of 

 



 

approximately 61 billion CAD, equivalent to around €37.2 billion. This scale gives Loblaw 

significant bargaining power with suppliers and a strong ability to shape consumer trends 

through pricing, promotion, and private-label development. The company operates an 

extensive network of retail banners across Canada, including Loblaws, Real Canadian 

Superstore, No Frills, and T&T Supermarket, each targeting different consumer segments, 

from price-sensitive shoppers to more premium and multicultural markets.  

Strategically, Loblaw positions itself around breadth and flexibility, offering a wide assortment 

of products that ranges from basic everyday staples to higher-end and specialty items. A 

central pillar of this strategy is its strong private-label portfolio, particularly brands such as 

President’s Choice, which emphasizes quality and innovation at accessible prices, and No 

Name, which targets the discount segment with simple, low-cost offerings. This multi-tier 

approach allows Loblaw to compete effectively across economic cycles while capturing a 

large share of household food spending.  

In the prepared pasta and ready-meal category, Loblaw does not act as a producer in the 

traditional sense but exerts considerable influence through its private labels and in-store 

prepared food programs. Ready-made pastadishes and chilled or frozen meals sold under 

its store brands are typically positioned in the mid-range price segment, offering a balance 

between convenience, quality, and affordability. Retail prices generally range from around 8 

to 12 CAD per unit, or approximately €5 – 7.3, depending on the banner and product 

positioning. These offerings compete directly with branded manufacturers by leveraging 

Loblaw’s scale, shelf visibility, and strong consumer trust in its private labels, reinforcing its 

role as a key gatekeeper in the prepared meals market.   

2. Empire Company Limited (Sobeys and affiliates)  

Empire Company Limited, the parent company of Sobeys, is the second-largest supermarket 

group in Canada, reporting revenues of approximately 30.7 billion CAD, equivalent to around 

€18.7 billion. The company operates a diverse portfolio of retail banners, including Sobeys, 

Safeway, FreshCo, Foodland, and IGA, which allows it to address multiple consumer 

segments, from discount-oriented shoppers to more service- and quality-focused customers.  

In terms of positioning, Empire emphasizes a balanced mix of fresh produce, strong 

private-label offerings, and competitive pricing, with a particular focus on fresh foods and 

in-store experience as key differentiators. Its private labels, such as Compliments and 

Panache, play an important role in reinforcing value and quality perceptions while supporting 

margin control. Although Empire is not a manufacturer, it significantly influences the 

 



 

prepared meals and pasta category through its store brands and in-store ready-to-eat 

solutions.  

Prepared pasta dishes and ready meals sold across Empire’s banners are generally 

positioned in the affordable to mid-range segment, reflecting the group’s value-driven yet 

quality-conscious strategy. Typical retail prices range from approximately 6 to 10 CAD per 

unit, or about €3.7 – 6.1, making these products slightly more accessible on average than 

those offered by Canada’s largest competitor, while still meeting consumer expectations for 

convenience and freshness.  

3. Walmart Canada / Costco Canada  

Walmart Canada and Costco Canada are two major players in the Canadian grocery and 

retail landscape, each generating an estimated revenue of around 25 billion CAD, equivalent 

to approximately €15.25 billion, from their Canadian operations. Although their business 

models differ, both exert strong competitive pressure on traditional supermarket chains 

through scale, pricing power, and high-volume sales.  

Walmart Canada is positioned primarily as a low-price, everyday grocery and general 

merchandise retailer, focusing on affordability, broad assortment, and frequent shopping 

trips. Its grocery offering emphasizes national brands alongside value-oriented private 

labels, making it particularly attractive to price-sensitive consumers. In the prepared pasta 

and ready-meal segment, Walmart typically offers products positioned in the mid-range of 

the market, with prices generally around 8 – 12 CAD per unit (approximately €5 – 7.3), 

balancing convenience and value while remaining competitive with traditional supermarkets.  

  

  

RANK  COMPANY  REVENUE (CAD)  REVENUE (EUR)  

1  Loblaw Companies  ~61,000 M CAD  ~37,210 M €  

2  Empire Co. (Sobeys)  ~30,700 M CAD  ~18,727 M €  

3  Walmart Canada  ~25,000 M CAD  ~15,250 M €  

4  Metro Inc.  ~22,007 M CAD  ~13,424 M €  

  

3)​ South Africa : Woolworths  

 



 

 

ZAR ≈ 0.052 EUR .  

1.Tiger Brands Limited   

Tiger Brands is one of South Africa’s largest and most established fast-moving consumer 

goods (FMCG) food producers, playing a central role in the country’s packaged food market. 

Its portfolio spans a wide range of everyday staples, including dry pasta, sauces, grains, and 

ready-to-eat meals, which are designed to meet the needs of a broad consumer base. The 

company reported revenues of approximately 34.4 billion ZAR, equivalent to about €1.78 

billion, underscoring its significant scale and influence within South Africa and selected 

regional markets.  

From a strategic and market-positioning perspective, Tiger Brands is firmly oriented toward 

the mass-market segment, with a strong emphasis on value for money and affordability. The 

company focuses on delivering reliable,everyday food products that are accessible to 

middle- and lower-income households, supported by a strong national manufacturing 

footprint and an extensive distribution network that ensures wide availability across urban 

and rural areas. This positioning makes Tiger Brands a key provider of staple foods in the 

local market rather than a premium or niche player.  

Pricing across its pasta and prepared meal categories reflects this value-driven approach. 

Dry pasta products are typically priced at around €1.90–2.90 per kilogram, keeping them 

competitive and affordable for regular household consumption. Ready-to-eat meals, which 

cater to convenience-oriented consumers, are usually priced between approximately €2.60 

and €7.80 per dish, depending on portion size and level of preparation. Overall, Tiger Brands 

competes on scale, accessibility, and affordability, positioning itself as a dependable 

everyday food brand in South Africa’s consumer goods landscape.   

2. Pioneer Foods 

Pioneer Foods (PepsiCo South Africa) is a major South African food manufacturer and a 

subsidiary of PepsiCo, with a strong presence in essential food categories such as pasta, 

grains, and convenient meal solutions. The company generates approximately 18.7 billion 

ZAR in revenue, equivalent to around €972 million, reflecting its significant scale within the 

South African food industry. 

 



 

Pioneer Foods is clearly positioned in the mass-market segment, with a strategic emphasis 

on affordability, high volumes, and wide accessibility. Its product portfolio is designed to meet 

everyday consumer needs, making it particularly attractive to price-sensitive households. 

Distribution is a key strength, as Pioneer Foods products are widely available across major 

retail chains such as Shoprite and Pick n Pay, ensuring national coverage and high shelf 

visibility. 

In the prepared and instant meals category, Pioneer Foods focuses on simple, functional, 

and competitively priced offerings rather than premium differentiation. Average retail prices 

typically range between €1.50 and €4.00 per unit, reinforcing the company’s value-driven 

positioning and its role as a leading provider of affordable convenience foods in South Africa. 

3. Premier FMCG 

Premier FMCG is a large South African fast-moving consumer goods (FMCG) group 

specializing in essential food products, including pasta, flour, and other basic staples. The 

company generates approximately 18.6 billion ZAR in revenue, equivalent to around €967 

million, highlighting its strong scale within the South African food manufacturing sector. 

Premier FMCG is positioned firmly in the low-price, mass-market segment, with a strategic 

focus on essential, everyday food products rather than value-added or premium offerings. 

The company competes primarily on price competitiveness, leveraging efficient production 

and cost control to serve budget-conscious consumers. A key element of its strategy is its 

strong involvement in private-label production and budget brands, which reinforces its role 

as a cost leader within South African retail. 

In the pasta and basic ready-meals category, Premier FMCG offers simple, functional 

products with limited differentiation, designed to meet basic nutritional needs at the lowest 

possible price. Average retail prices typically range between €1.50 and €3.10 per unit, 

underlining the company’s positioning as a provider of affordable staple foods rather than 

convenience-oriented or premium solutions. 

 

 

 

 

 



 

RANK  COMPANY  REVENUE (CAD)  REVENUE (EUR)  

1  Grupo Bimbo ~ 348,887 M MXN ~18,142  M €  

2  Sigma Alimentos ~138,314  M MXN  ~7,192 M €  

3  La Costena ~18,112  M MXN  ~941  M €  

4  Grupo Herdez ~36,213 M MXN  ~1,881 M €  

 

  

 VI. Recipe adaptation  
 

1)​ Canada :  

Bolognese: 

​
Carrot: Carrot is commonly used in North American cuisine to add natural sweetness to 

sauces. Adding it to the bolognese helps soften the acidity of the tomato while enhancing the 

comforting and generous character of the dish. This approach matches North American 

preferences for rich, well-balanced, and accessible meals, often associated with home-style 

cooking. 

Arrabiata: 

​
Espelette Pepper: For the Canadian market, we chose to replace the classic chili pepper 

with Espelette pepper. This pepper is known for its subtle aroma and mild heat, making it 

more accessible to a population that is not generally accustomed to very spicy food. In 

addition, Espelette pepper has a premium and artisanal image, which fits well with the 

gourmet positioning sought in the Canadian market. 

2)​ Mexico :  

Bolognese: 

​
Jalapeño: Mexican cuisine is traditionally spicier than European cuisine, with chili peppers 

used in everyday cooking. Adding jalapeño helps adapt the bolognese to local preferences 

 



 

by providing a moderate but noticeable heat. Jalapeño is widely used in Mexico and offers a 

good balance between heat and fresh, vegetal flavor. The quantities have been carefully 

adjusted to enhance the sauce without overpowering the other ingredients, ensuring a 

balanced and accessible recipe. 

Arrabiata: 

​
Coriander & Serrano Pepper: Serrano pepper is a key ingredient in Mexican cuisine, hotter 

than jalapeño but used here in moderation. When combined with fresh coriander, which is 

very common in local gastronomy, it creates a contrast between heat and freshness. This 

pairing adds aromatic complexity to the sauce and is particularly well suited to the 

foodservice sector, where consumers seek new and authentic flavor experiences. 

3)​ South Africa :  

Bolognese: 

Herbes de Provence & Rosemary: South Africa has a culinary culture strongly influenced 

by spices, herbs, and aromatic blends, particularly through Cape Malay cuisine, which 

reflects European, African, and Asian influences. Adding Herbes de Provence combined with 

rosemary brings aromatic richness that aligns with local preferences for well-seasoned 

dishes while remaining accessible to a wide audience. Although rosemary is not a traditional 

herb in South African cuisine, it is widely recognized in international and Mediterranean 

cooking and perceived by consumers as a premium and familiar flavor. These herbs evoke a 

sunny, Mediterranean-style cuisine, often associated with quality and refinement in global 

ready-to-eat food markets. They enhance the complexity of the sauce without altering its 

core structure, making them suitable for a standardized product adapted to international 

consumers. 

Arrabiata: 

​
Roscoff Onion: Originally from France, more specifically from Brittany, Roscoff onion is 

known for its mild sweetness and strong flavor without being too sharp. Its use adds depth to 

the dish without altering its identity. Recognized for its balanced and gentle taste, Roscoff 

onion helps soften the natural heat of arrabbiata sauce. In South Africa, consumers 

appreciate flavorful yet well-balanced dishes, where spices are not overly aggressive. This 

 



 

choice also highlights a French-origin ingredient, reinforcing the premium and high-quality 

image of the exported product. 

 

 



 

 

VII. Packaging adaptation   

1.​ Mexico  

Aseptic flexible pouches (Bag-in-Box or professional pouch) specifically designed for 

Arrabbiata and Bolognese sauces, available in 1 kg formats, using a multi-layer 

flexible pouch, combined with aseptic or high-security pasteurized packaging.  

This solution is ideal for export as it is lightweight, resistant, and optimized for 

transport costs, while being widely adopted in premium foodservice. It offers a long 

shelf life of 6 to 12 months, is hygienic and practical for professional kitchens, and is 

fully compatible with Made in France standards, with both processing and packaging 

carried out in France. 

Beyond logistics and safety, this packaging is specifically chosen to preserve the 

original taste, texture, and aromatic profile of the sauces without any alteration. The 

aseptic or gentle high-security pasteurization process ensures food safety while 

respecting the natural thickness, color, and flavor balance of each recipe. This 

guarantees chefs a consistent, authentic sensory experience, comparable to freshly 

prepared sauces, fully aligned with the expectations of high-end and gourmet 

restaurants.  

For the Mexican premium market, the visual identity is adapted with sober colors 

such as black, cream, and deep red, elegant typography avoiding an industrial look, 

and clear visible mentions such as “Sauce cooked in France” and “Authentic French 

artisanal recipe”. 

 

  

2.​ South Africa  

For the South African market, we recommend packaging that not only preserves the 

premium quality of our ready-to-eat pasta dishes (Arrabbiata and Bolognese) but 

also aligns with Woolworths’ strong sustainability values and consumer expectations. 

 



 

The main packaging should consist of a high-quality box made from FSC-certified 

cardboard, ensuring the material is sourced from responsibly managed forests with 

full traceability throughout the supply chain. The cardboard is 100% recyclable and 

industrially compostable, supporting Woolworths’ commitment to reducing 

environmental impact. 

Inside the box, the product should be contained in a plant-based tray, made from 

materials such as cornstarch or other renewable fibers, completely avoiding plastic 

while maintaining the freshness, texture, and visual appeal of the pasta and sauce. 

The tray should be sealed with a compostable film made from PLA (polylactic acid) 

or cornstarch, certified “OK Compost” under European standards recognized in 

South Africa, ensuring the entire packaging can be composted after use. 

All printing should use vegetable-based inks (e.g., soy or water-based) and 

solvent-free adhesives, minimizing the environmental footprint while maintaining a 

premium appearance. 

        3. Canada 

For the Canadian market and specifically for Metro Inc, our ready-to-eat Arrabbiata 

and Bolognese pasta dishes are packaged in a premium, retail-ready format 

designed to preserve quality, freshness, and visual appeal. 

The product is contained in a semi-rigid tray made from 100% recyclable PET, 

providing excellent protection for the pasta and sauce while maintaining taste, 

texture, and presentation. The tray is sealed with a transparent, hermetically 

sealable, compostable film, ensuring the product remains fresh, safe, and intact 

during transport, storage, and display in refrigerated shelves. 

The tray is enclosed in an FSC-certified or recycled cardboard box, giving the 

product a premium look on store shelves while also being fully eco-responsible. The 

outer box can include a transparent window to showcase the pasta, with elegant, 

minimalist design and sober colors such as black, cream, and deep red. 

This packaging is optimized for Metro Inc’s refrigerated, ready-to-eat sections. By 

combining premium quality, practicality, and environmental responsibility, this 

 



 

packaging ensures Canadian consumers experience authentic French pasta with 

confidence and satisfaction. 

 

VIII. Logistics  

Prices and incoterms:  

Canada: 

 

Mexico: 

 

 

South Africa:  

 

Delays of delivery:  

 

Delivery timelines vary depending on the destination country and the chosen mode 

of transport. 

 



 

For Canada, two transport options are available. Maritime shipping takes 

approximately 17 to 32 days after the start of the contract and is the preferred 

solution for long-term partnerships due to its cost efficiency. For initial orders or small 

quantities such as product samples, air freight can be used, with delivery times 

ranging from 5 to 8 days. Express shipping is also possible for urgent shipments. 

In Mexico, maritime transport requires approximately 20 to 35 days of delivery. For 

samples or small quantities intended for product testing or tasting, express services 

such as DHL can be used to ensure faster delivery. 

For South Africa, maritime transport is the only viable option, as the prospective 

partner follows a sustainable logistics approach. Delivery times are longer, ranging 

from 35 to 50 days, mainly due to extensive and time-consuming documentation 

requirements. 

IX. Export plan 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 X. Norms and reglementations  

1)​ Canada : 

​

All food imported into Canada must comply with the Safe Food for Canadians Act 

(SFCA) and the Safe Food for Canadians Regulations (SFCR), ensuring food safety 

and consumer protection. Importers must demonstrate full traceability and implement 

a preventive control plan. Mandatory labelling must be provided in both English and 

French and include the common product name, complete list of ingredients, net 

quantity, name and address of the Canadian seller or importer, declaration of priority 

allergens, Nutrition Facts table, shelf life, and country of origin. Import documentation 

includes a commercial invoice, packing list, certificate of origin, health certificates or 

attestations depending on ingredients, and import declarations with the importer’s 

SFC licence number. Canadian buyers often require high quality standards or 

certifications, formulations and labelling adapted to the local market, proof of 

traceability, complete HACCP plans, and nutritional data presented according to 

Canadian standards. 

 



 

2)​ Mexico :  

​
In Mexico, compliance with labelling and mandatory information is essential for 

importing food products. Labels must follow NOM-050-SCFI-2004 for general 

commercial information and NOM-051-SCFI/SSA1-2010 for pre-packaged food 

products. Required elements include the product name, list of ingredients, net 

quantity, name and address of the responsible party or importer, country of origin, 

batch number, use-by date, nutritional information when health or nutritional claims 

are made, and specific storage instructions such as refrigeration. All information 

must be written in Spanish, be clearly legible, and comply with technical standards. 

Before importation, a “constancia de conformidad” must be obtained to certify that 

labelling complies with NOM-051. Mexico also requires strict food safety measures, 

including Good Hygiene and Manufacturing Practices, traceability, and contamination 

risk reduction. Grupo Herdez relies on ISO 22000 or FSSC 22000 standards to 

guarantee food safety, which facilitates compliance with authorities and business 

partners. Customs procedures require a complete commercial invoice, certificate of 

origin proving EU manufacture, the constancia de conformidad, and possibly 

technical data sheets or analyses for products with specific characteristics. Working 

with a local importer or representative is strongly recommended to manage 

COFEPRIS and customs procedures. 

 

3)​ South Africa : 

4)​  

In South Africa, food labelling must include the product name, a complete list of 

ingredients in descending order by quantity, net weight or volume in metric units, 

name and address of the local importer or distributor, country of origin for imported 

products, manufacturing date and expiry date or minimum shelf life, batch number, 

detailed nutritional information, and clearly identified allergens such as gluten, dairy, 

or eggs. Labels must be clear, not misleading, and written in English, the most 

commonly used commercial language for imported food products. For food safety 

and quality, it is strongly recommended to implement management systems such as 

HACCP, ISO 22000, or BRC as proof of control over the production process. Import 

 



 

documentation generally includes a commercial invoice, packing list, certificate of 

origin, health certificates or attestations depending on the product, and any 

documents required by the South African Bureau of Standards or the local importer. 

Additional requirements often include full ingredient traceability, food safety 

certifications, regular supplier audits, strict compliance with local labelling 

regulations, and a clear policy on quality, sustainability, and transparency. 

 

XI. Quote  
Exemple of quote for Canada (the others in the annex) :  

 

 

 

 



 

XII. Invoice  

Exemple of Invoice for Canada (the others in the annex) :  

 

 

 

 



 

XIII. Missions of each :  

 

 

 

 

 

 

 

 

 

 



 

 

XIV. Annexes 

Presentation of our company (speech)  

 
1)​ Canada : Metro Inc  

  

 
 

 



 

2)​ Mexico : Grupo Herdez  
 

 
 

 

 

 

 



 

3)​  South Africa : Woolworths 

 

 

 

 

 



 

Gapsmoov : 

 

 

 

 

 

 

 

 

 



 

Brochure : Canada  

 

 

 



 

Brochure : Mexico  

 

 

 



 

Brochure : South Africa 

 

 

 



 

Visit card : 

 

 


