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U
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P
rofessional experiences

G
eneral M

anager and V.P. International Business in M
ultinational C

om
panies having subsidiaries in Italy and countries like C

hina, C
anada, M

exico, Brazil, G
erm

any, Spain. I have 
m

anaged activities up to 80 m
illion Euro turnover, being responsible for organization w

ith 250 –
300 em

ployees. I also have been
responsible for the start-up of com

m
ercial and 

m
anufacturing Business U

nits. I w
orked in several countries (see above), both being frequent traveler or living for long period in the countries w

here the subsidiaries w
ere based. 

D
uring m

y professional career I have consolidated m
y experience in Strategic M

anagem
ent, O

perations, Sales &
 M

arketing, Finance and H
um

an R
esources. I fluently speak and w

rite 
2 languages –

English and Italian.

Sandro SCAG
N

O
LI

ARES SERO
N

O
 

PHARM
A G

R.

Supervisor –
Production M

anager 
8

BIO
DATA SPA

Plant M
anager

7

BIO
CHEM

IM
M

U
N

O
SYSTEM

 SPA

O
peration M

anager
5

ADALTIS IN
C

E
xecutive V

ice P
resident H

ead of 
International B

usiness / G
eneral M

anager 
and M

em
ber of B

oard of D
irectors

6

RADIM
 SPA

G
eneral M

anager
3

STRATEG
IC 

CO
N

SU
LTAN

T

Strategic C
onsultant

5

CRIK  CRO
K SRL

G
eneral M

anager
3
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Fulvio TIN
TIN

AG
LIA

F E R R E R O
   S.p.A.

M
ARKETIN

G
 (Fiesta) 

SALES    (G
DO

 M
ngr.)

112

KARW
EN

DEL G
RO

U
P

CO
U

N
TRY M

N
G

R. (Brand Exquisa)
2

Z U
 E G

 G
 

5
DIRECTO

R M
ARKETIN

G
 &

 SALES 
(Brand Zuegg -Skipper)

D O
 L F I N

 

DIRECTO
R M

ARKETIN
G

 &
 SALES

(Brand Polaretti)
4

P A T A

DIRECTO
R M

ARKETIN
G

 &
 SALES

(Brand Pata –
O

w
n Brand)

3

C R I K   C R O
 K

DIRECTO
R M

ARKETIN
G

 &
 SALES

(Brand Crik Crok –
O

w
n Brand)

14



A
b

o
ut U

s
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1949
Ica

Foods
w

as
founded

70
years

ago
and

since
1949

it
has

been
one

of
the

historical
Italian

Food
C

om
panies

w
ith

a
w

ell-know
n

brand:C
R

IK
C

R
O

K

2017
In

2017
Ica

Foods
changed

property.
T

he
fem

ale
entrepreneur

Francesca
O

ssaninow
ow

ns
the

com
pany.

2019
In

2019
Ica

Foods
has

utterly
changed

its
B

rand-
A

rchitecture:renew
ing

its
packages

and
launching

brand
new

products

O
ld

N
ew

CR
IK

 CR
O

K
 s.r.l.

2020
T

he
com

pany
aligned

and
im

proved
its

products
in

relation
to

the
qualitative

standard
ofthe

m
arket.

Besides,C
R

IK
C

RO
K

planned
a

process
ofrebranding

and
restyling

to
highlight

severalsignificant
elem

ents.
6



•
170

em
ployees

•
350

sales force

•
80

core products  

•
40m

ln€ annual turnover

•
N

ational M
arket:served w

ith three sales 
channels: 

•
Large scale distribution: served directly from

 
the plant w

arehouse

•
R

etail distribution: served directly from
 Ica’s 

distribution centers

•
Vending: served directly from

 the operator 
w

arehouse

•
Foreign M

arkets : served through local 
distributors. O

ur m
ain countries : Spain; 

Portugal; France; Brazil etc.

Co
m

p
a

ny
 Info

rm
a

tio
n

7



7
T

hird Party 
C

om
panies

(6 ITA
 + 1 U

SA
)

150
C

lassified 
Suppliers

500
O

perating 
H

um
an 

R
esources 

Co
m

p
a

ny
 Info

rm
a

tio
n
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8
P

R
O

D
U

C
T

IO
N

 LIN
E

S
O

N
 10.000

SM
Q

1
for R

egular C
risps

LINELINE

1
for H

and-cooked C
risps

and
Specialities

1
for R

econstituted

LINE
3

for E
xtruded

LINES
1

for Pop C
orn

LINELINE

1
for Pellet

P
la

nt’s Techno
lo

g
y

9



in Pom
ezia,  at  V

ia Pontina K
m

 27,65 R
om

e –
Italy P

ro
d

uctio
n P

la
nt

10



W
e control the quality during all the steps of the chips 

production.
W

e are im
proving our processes and w

e have approved 
several investm

ents to enhance production lines. 
W

e are really com
m

itted to carry out innovation projects 
as: total gluten free assortm

ent and the usage of 
flavours 100%

 natural. 

Besides, our quality is certified by IFS w
hich guarantees 

for: 
-

R
aw

 and packing m
aterials

-
Production process

-
Product storage

-
D

istribution netw
ork

In addition, w
e adopt a system

 of self-checking for food 
safety and m

anagem
ent: H

A
C

C
P

.

A
b

o
ut Certifica

tio
ns

11



W
e

com
m

it
to

respect
the

regulation
about

environm
ent

and
planet

along
allour

production
processes.

A
b

o
ut Enviro

nm
ent

W
e

take
care

of
the

recovery
of

leftovers
for

energy
production.

For
exam

ple
in

2019,w
e

gave
to

A
griPow

er-Biogas
1.212

tons
of

by-
products

from
the

process
of

potatoes
and

m
ais.

o
…

corresponding
to

504.107
kg

ofC
O

2
saved

o
T

he
left-overs

enriched
the

production
of1.948.481

kw
h

of
electric

and
therm

al
energy.

o
…

corresponding
to

the
am

ount
of

C
O

2
on

average
absorbed

by
360

trees

in
2019

12



W
e

com
m

it
to

respect
the

regulation
about

environm
ent

and
planet

along
allour

production
processes.

A
b

o
ut Enviro

nm
ent

R
educing

the
frying

w
aste

sm
okes

through
high-perform

ance
scrubbing

tools.

O
ur

production
plant

em
issions

have
been

reduced
to

the
m

inim
um

through
the

operation
of

a
high-

perform
ance

scrubber
system

,periodically
controlled

by
a

specialized
com

pany.
T

his
system

perm
it

the
reducing

of
the

concentration
substances

in
a

gas
stream

.

13



W
e

com
m

it
to

respect
the

regulation
about

environm
ent

and
planet

along
allour

production
processes.

A
b

o
ut Enviro

nm
ent

C
leaning the 

processing 
w

aters and the 
draining of them

 
in natural spaces

T
he

cleaning
of

the
processing

w
aters

and
their

draining
in

natural
environm

ent
occurs

w
ith

the
usage

of
activated

sludge.
T

his
system

reproduces
the

sam
e

biological
system

s
that

occur
in

nature
w

ith
the

polluted
w

aters
purification

by
biodegradable

organic
substances.

T
his

artificialprocess
enabled

us
to

accelerate
the

naturalpurification
reactions

in
a

sm
aller

space.

14



Ex
p

o
rt

Crik
 Cro

k

C
R

IK
 C

R
O

K
 

7
M

A
IN

is in several 
countries:

17TO
TA

L
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CR
IK

 CR
O

K
 –

The new
 cha

lleng
e

16



M
issio

n

«
Pro

d
uce

an
d

co
m

m
ercialize

h
ig

h
q

u
ality

fo
o

d
p

ro
d

u
cts

at
o

p
tim

al
co

sts,
th

ro
u

g
h

a
co

n
tin

u
o

u
s

search
fo

r
p

ro
d

uct
in

n
o

vatio
n

an
d

q
u

alitative
d

evelo
p

m
en

to
f

th
e

o
rg

an
izatio

n
.»
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V
isio

n

«to
 b

e o
n

e o
f th

e lead
er in

 Italian
ch

ip
s an

d
 sn

ack 
m

arket, p
layin

g
 a ro

le
as

p
referen

tialPartn
er fo

r th
e 

m
ain

co
m

m
ercial p

layers.»
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TH
E CO

M
P

A
N

Y
 TU

R
N

-A
R

O
U

N
D

19



STR
EN

G
TH

S

➢
Lo

ng
-term

 visio
n o

f the O
w

ner 
➢

N
ew

 M
a

na
g

em
ent

➢
Crik

Cro
k

b
ra

nd
 a

w
a

reness (esp
ecia

lly
 in the center-so

uth 
o

f Ita
ly

)
➢

A
 uniq

ue p
ro

d
uct a

s the «tub
e» (p

lus)
➢

Ca
p

illa
ry

 d
istrib

utio
n in N

T cha
nnel in the center-so

uth o
f 

Ita
ly

➢
B

e a
ttra

ctive fo
r co

m
m

ercia
l p

a
rtnership

 tha
nk

s to
 the 

d
istrib

utio
n m

o
d

el if co
m

p
a

red
 w

ith o
ther Co

m
p

a
nies

W
EA

K
N

ESSES

➢
B

usiness p
ro

cesses no
t y

et co
nso

lid
a

ted
➢

O
rg

a
niza

tio
n no

t ha
rm

o
nized

 (to
o

 m
uch stra

teg
ic 

p
o

sitio
ns va

ca
nt)

➢
P

ro
d

uctio
n A

rea
s no

t a
d

eq
ua

tely
  structured

 (to
 b

e 
im

p
ro

ved
)

➢
N

o
 K

P
I’s sy

stem
 im

p
lem

ented
 to

 m
ea

sure p
erfo

rm
a

nce
➢

La
ck

 o
f m

etho
d

 w
hen la

unching
 new

 p
ro

d
ucts w

hile 
Co

m
p

etito
rs o

p
en new

 seg
m

ents
➢

Service level 
➢

Interna
l d

a
ta

 a
nd

 rep
o

rts no
t a

d
eq

ua
tely

 structured
 

➢
La

ck
 o

f a
d

vertising
 investm

ents to
 m

a
k

e the p
rem

ium
 

q
ua

lity
 p

erceived

O
P

P
O

R
TU

N
ITIES

➢
O

b
ta

in im
m

ed
ia

te a
d

va
nta

g
es (in term

s o
f co

sts a
nd

 
p

erfo
rm

a
nces) tha

nk
s to

 im
p

lem
enta

tio
n o

f o
rg

a
niza

tio
na

l 
a

nd
 p

ro
ced

ura
l cha

ng
es

➢
Structured

 entering
 in the P

riva
te La

b
el w

o
rld

➢
Q

ua
lita

tive im
p

ro
vem

ent o
f p

ro
d

uctio
n p

ro
cesses

➢
Ta

k
e a

d
va

nta
g

e o
f the p

o
tentia

l o
f Crik

Cro
k

b
ra

nd
 a

nd
 o

f 
the p

ro
d

uct in «tub
e p

a
ck

a
g

e (P
LU

S line)»
➢

R
eco

ver lo
st cred

ib
ility

 a
m

o
ng

 G
D

O
 clients

➢
D

evelo
p

m
ent o

f V
end

ing
 a

nd
 Ex

p
o

rt Cha
nnels (even 

thro
ug

h p
a

rtnership
) 

TH
R

EA
TS

➢
The co

m
m

o
n p

la
cing

 o
f the p

ro
d

uct red
uces the sp

a
ce 

fo
r b

ra
nd

s to
 the a

d
va

nta
g

e o
f P

Ls
➢

The cha
nnel (N

T) w
here w

e a
re stro

ng
er is the o

ne tha
t 

suffers the m
o

st
➢

R
ep

uta
tio

n a
t risk

➢
W

e ca
nno

t a
ffo

rd
 a

ny
 m

ista
k

es/risk
s

S.W
.O

.T. A
n

alysis

20



2
.

R
eco

n
n

ect
th

e C
o

m
p

an
y 

w
ith

 Trad
e an

d
 C

o
n

su
m

er

O
b

jectives

3
. Stab

ly ach
ieve an

 E
co

n
o

m
ic,        

Fin
an

cial, Patrim
o

n
ial 

B
alan

ce

1
.  R

aise B
ran

d
 aw

aren
ess

21



1. R
a

ise
B

ra
nd

 a
w

a
rness

Stra
teg

ies

1
.a  Let

C
rik

C
ro

k
b

eco
m

e
a to

p
B

ran
d

 in
 Italian

ch
ip

s an
d

sn
ack m

arket

22



2.
R

eco
nnect

the Co
m

p
a

ny
 w

ith

Tra
d

e a
nd

 Co
nsum

er

Stra
teg

ies

2
.a  D

efen
d

in
g

 th
e p

ro
fitab

ility o
f

th
e N

T sales ch
an

n
el

2
.b

  M
akin

g
 C

R
IK

 C
R

O
K

 a
p

referen
tialPartn

er o
f th

e
m

ain
G

D
O

 P
layers in

 Italy

23



3
.a C

arefu
l m

an
ag

em
en

t o
f th

e co
sts

an
d

 q
u

ality o
f th

e o
rg

an
izatio

n

3
.b

 Q
u

ality in
 th

e B
u

sin
ess activity

3
.c P

lan
n

in
g

 an
d

 E
co

n
o

m
ic

-
Fin

an
cial C

o
n

tro
l

Stra
teg

ies

3.
Sta

b
ly

a
chieve

a
n Eco

no
m

ic,

Fina
ncia

l, P
a

trim
o

nia
lb

a
la

nce

24



Eco
no

m
ic

a
nd

 
Fina

ncia
l 

D
a

ta
 (sho

rt 
resum

e)

25



A
SSU

M
P

TIO
N

S

B
usiness P

la
n

1.
C

o
nsum

p
tio

n
«

o
ut-d

o
o

r»
in

relative
g

ro
w

th

2.
Private

Lab
elg

ro
w

th
co

nfirm
ed

3.
Salted

C
hip

s
&

Snacks
is

a
g

ro
w

ing
seg

m
ent

4.
G

ro
w

th
o

fC
R

IK
C

R
O

K
vo

lum
es

and
value

in
G

D
O

(no
d

isco
unt)

5.
C

rik
C

ro
k

Plus
co

nfirm
s

its
g

ro
w

th
m

o
re

than
the

seg
m

entaverag
e

6.
C

rik
C

ro
k

Plus
ro

tatio
ns

g
ro

w
ing

in
the

4
tastes

7.
G

ro
w

th
in

A
rea

4
(So

uth
o

fItaly)

8.
Sup

p
ly

A
g

reem
ent

w
ith

Euro
sp

in
fo

r
5

Private
lab

el
item

s
(value

o
f

ab
o

ut€
«

xxxxx
»

m
illio

ns
o

n
annualb

asis)

9.
O

ther
A

g
reem

ents
fo

r
Private

Lab
el

sup
p

lies
w

ith
p

rim
ary

G
D

O

o
p

erato
rs

(fully
o

p
erative

value
o

f
ab

o
ut

€
«

xxxxxx
»

m
illio

n
o

n
annual

b
asis)
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1
)R

even
u

e in
crease

2
)O

p
eratin

g
 co

st red
u

ctio
n

 vs reven
u

e 
in

crease

3
)R

ein
vestm

en
t o

f o
p

eratin
g

 p
ro

fit in
 

m
arketin

g

D
rivers

B
usiness P

la
n

Econom
ic
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1
) In

vestm
ents o

n
 eq

u
ip

m
en

t

Investm
ents relative to

 2023 / 2025 w
illb

e d
efined

w
ithin

2022 acco
rd

ing
 to

 the p
ro

sp
ective need

s
that w

ill em
erg

e in that year and
 fo

llo
w

ing
 p

o
ssib

le 
renew

als and
 / o

r extensio
ns o

f the p
ro

d
uct rang

e.
Patrim

onial

D
rivers  

B
usiness P

la
n
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1
) (D

SO
) :

-2020 / 2025 : G
D

O
 =

 60 d
ays ; N

T =
 5 d

ays

2
) P

aym
en

ts to
 Su

p
p

liers (TM
P

F) 
-2020 / 2021: 60 d

ays 
-2022 / 2025: 90 d

ays

3
) O

p
ening

 o
f a b

ank lo
an fo

r a to
tal o

f € “ xxxxxxxx
” aim

ed
 at

the investm
ent in the p

urchase o
f the C

R
IK

 C
R

O
K

 C
o

m
p

any

4
)  O

p
ening

 o
f cred

it lines fo
r investm

ents b
y m

id
-2020 fo

r a to
tal

o
f € “ xxxxxxxx

”

5
)   Paym

ent o
f € “ xxxxxxx

” b
y the shareho

ld
er to

 sup
p

o
rt the

2020 -2025 b
usiness p

lan

Financial

D
rivers

B
usiness P

la
n
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€
 xxx M

illio
n

s

+
2

5
,6

%
 

Value

2020*
2023

2024

R
EV

EN
U

E G
R

O
W

TH
 TA

R
G

ETS

* 2
0

2
0

 reven
u

e valu
e

takes in
to

acco
u

n
t th

e eco
n

o
m

ic
im

p
act o

f C
O

V
ID

1
9

 w
ith

 resp
ecto

f b
u

d
g

et 2
0

2
0

 p
re

C
O

V
ID

1
9

. th
e d

ecrease
is

o
f 

ab
o

u
t

€
 « xxxxxx

»  co
n

cen
trated

in
 N

o
rm

alTrad
e ch

an
n

el

2021
2022

2025

€
 xxx M

illio
n

s

€
 xxx M

illio
n

s

€
 xxx M

illio
n

s

€
 xxxx

M
illio

n
s

€
 xxxx

M
illio

n
s

+
8

,5
%

 

+
5

%
 

+
5

%
 

+
5

%
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A
P

P
R

O
V

E
D

 IN
V

ESTM
EN

TS 2
0

2
1

 -2
0

2
2

Pro
jects 

IN
V

ESTIM
EN

TS 
V

A
LU

E
Plants

ad
ap

tatio
n

to
 p

ro
d

uct and
 enviro

nm
ent safety / 

q
uality reg

ulatio
ns

€ xxxxxxxx

Pro
d

uctio
n p

lants
/ m

achinaries
€ xxxxxxxx

To
o

ls to
 sup

p
o

rt sales in N
o

rm
alTrad

e channels
€ xxxxxxxx

I.T.
€ xxxxxxx

TO
TA

L
€

 xxxxxx
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B
A

LA
N

C
E SH

E
ET (SH

0
R

T R
ESU

M
E

 ) 2
0

2
1

 -2
0

2
2

2020                        
( € ) 

%
 

2021                       
( € )  

%
 

2022                        
( € )  

%
2023                        
( € ) 

%
2024                        
( € )  

%
2025                        
( € )  

%

R
EVEN

U
E

xxxxx
xxxxxx

xxxxxx
xxxxxx

xxxxxxx
xxxxxxx

G
R

O
SS M

AR
G

IN
xxxxxxx

50,7%
xxxxxxx

48,7%
xxxxxx

47,6%
xxxxxx

48,6%
xxxxxxx

50,1%
xxxxxx

51,1%

O
TH

ER
 C

O
STS

xxxxxx
xxxxxxx

xxxxxx
xxxxxx

xxxxxxx
xxxxxx

EB
ITD

A
( xxxxxx

) 
( 5,2%

 )
xxxxxx

0,9%
xxxxxx

2,5%
xxxxxx

4,8%
xxxxxx

7,6%
xxxxxxx

9,9%

N
ET ASSETS

xxxxxx
xxxxxx

xxxxxxx
xxxxxx

xxxxxxx
xxxxxxx32



Y
ea

r 2020 
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P
re-Co

vid
 CR

IK
 CR

O
K

Fo
n

te:D
atiin

tern
iQ

lik

Turnover%
 

Starting
2020 

Pre-C
ovid

CANALE
%

 Fatturato al 31/12/19
Totale

100%
N

T D
E

TTAG
LIO

56,36%
G

D
O

25,94%
E

XP
O

R
T

6,25%
P

R
IVATE

 LAB
E

L
3,43%

C
O

N
C

E
S

SIO
N

AR
I

2,41%
G

R
O

S
S

IS
TI

1,97%
TR

AFFIC
 P

O
IN

T
1,64%

VE
N

D
IN

G
1,22%

C
ATE

R
IN

G
0,76%

ALTR
O

0,00%
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G
D
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ITA
LIA

N
 G

D
O
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