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 Europe’s largest branded frozen food business 

 1 frozen food brand in Europe – in 16 markets 

 €1.6 billion sales 

 Household brands for over 50 years 

 Fish, Veg’s, Poultry & Ready Meals   

Iglo Foods Group  
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#1 frozen food brand in most markets – dynamic 
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Iglo Foods Group Vision 

Unifying Purpose 

Ambition 

Values 

“Convenience without compromise” 

“To improve Europe’s diet” 

Extend leadership in Frozen 

 

Performance 

Ambition 

Collaboration 

Energy 
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• Fish growth despite inflation 

• Sensitivity to rising food prices - salmon 

• Growing awareness of Fish CSR issues - The Big 

Change – extensive media coverage 

• Consumer targeted sustainability initiatives  

Key landscape dynamics in 2011  
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Fish holding share versus other proteins 
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Fish holding share versus other proteins 
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Frozen Fish Growing at expense of Fresh / 
Chilled - UK  

  

     2006 - 2011 

• Frozen       +28% 

 

• Chilled       +5% 

 

Source: A C Nielsen UK  
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Food health and sustainability stories in UK media 2011  

Courtesy of Freud Communications 
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Consumer enquiries on fish after Japanese Earthquake  
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Celebrity Chef joined the EU CFP debate -  Discards  
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Campaigns on labelling & integrity of fish products  
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Persistent media gloom and doom  
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Other proteins challenging ‘fish sustainability’ 
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Our Solutions still lie at the consumer end  

Serving a growing demand with ‘sustainable’ product 

Sustainable Fisheries Development – not an option  

How do we sell more .. responsibly? 

Consumer Confidence  

Rationalising pricing of fish:  

Frozen vs. Chilled Natural vs. Value Added 

£/kg chilled £9.96 vs frozen £5.99 
Source: Kantar / Nielsen UK 

Irrational Price Structures 
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1. Remind them of Qualities & Value in eating fish. 

2. Celebrate health benefits – but is not a ‘medicine’. 

3. Remind them that main species are not ‘endangered’. 

Improve Consumer Confidence  
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We must develop ‘Fish the Brand’ opportunity 

1. Raise industry margins-premium over other proteins 

• reflecting relative scarcity, quality, nutritional benefits. 

2. Re-invest in promoting convenience & positive credentials. 

3. Attract a new generation of Fish users 

• make fish a positive choice for Teenagers 
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Marketing natural & meal solution value benefits  
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‘Bake To Perfection’ TV advert… 

Eliminating classic barriers – touch/preparation/smell 
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Recruiting a younger generation into fish 
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Sustainability  is fundamental 

1.  Sustainable sourcing underpins ‘Fish the Brand’ & industry. 

2.  Most naturally renewable & nutritious resource food  

3.  Will change…in our favour.. by taking right decisions now. 

4.  Why we launched Forever Food & Fish is key part of this.  
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Climate 
Change 

Waste Packaging Water Sustainable 
Sourcing 

Transport 
Efficiency 

1. ‘We Care for the Environment’ 

2. ‘We are Fair & Honest’ 

Ethical 
Sourcing 

Nutrition & 
Labelling 

3. ‘We work to ensure consumers 
prefer our food’ 

Nutritional 
Balance 

Healthy 
Lifestyle 

Forever Food Journey workstreams 
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Sustainable Fisheries Development in action 

1. We must not plunder the planet. We work to high standards. 

2. Our approach: Policy / Standards development / Certification. 
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Nachhaltigkeitsimage 
iglos Ziel 2014:  
Mindestens Platz 3 

Rang Unternehmen 

1 Hipp 

2 ADAC 

3 dm 

4 Miele 

5 BMW 

6 Audi 

7 Toyota 

8 Mercedes Benz 

9 Haribo 

10 Dr. Oetker 

Rang Unternehmen 

11 Bosch 

12 iglo 

13 Maggi 

14 McDonald‘s 

15 Frosta 

16 Edeka 

17 Weihenstephan 

18 Nordsee 

19 Drogerie Müller 

20 KfW 

  

Our CSR ambition extends across markets - DE  
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Our CSR ambition extends across markets - UK  
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Summary  

Fish is well placed but has lots of opportunity to improve 

 
 

1. Undervalued vs other Protein – need to Premium-ise 
 

2. Good sustainability economics vs other Proteins like Beef. 
 

3. Sustainability is shifting to the mainstream and the  
industry must embrace this.  
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Thank 

You  


