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1. Autogrill



The world’s leading provider of 
food & beverage services for travellers

30 Countries

over1.000 Locations

Airports

Motorways

Railway stations

90%
of business carried out 
through concessions

More than 4.500 Stores



The world’s leading provider of 
food & beverage services for travellers

55.000
Employees

(61% of whom are women)

250
Brands

900m
Customers per year



Leader with a global footprint

Airports
North America

€ 3,9 

billion

F&b 
revenues
in 2013

Net sales by region Net sales by channel



AUSTRALIA AUSTRIA BELGIUM CANADA DENMARK GIPT FINLAND
FRANCE GERMANY GREECE INDIA INDONESIA IRELAND ITALY
MALAYSIA NEW ZEALAND THE NETHERLANDS POLAND UNITED
KINGDOM CZECK REPUBLIC SINGAPORE SWEDEN SLOVENJA
SPAIN SWITZERLAND USA RUSSIA VIETNAM AUSTRALIA AUSTRIA
BELGIUM CANADA DENMARK GIPT FINLAND FRANCE GERMANY
GREECE INDIA INDONESIA IRELAND ITALY MALAYSIA NEW
ZEALAND THE NETHERLANDS POLAND UNITED KINGDOM CZECK
REPUBLIC SINGAPORE SWEDEN SLOVENJA SPAIN SWITZERLAND
USA RUSSIA VIETNAM AUSTRALIA AUSTRIA BELGIUM CANADA
DENMARK EGIPT FINLAND FRANCE GERMANY GREECE INDIA
INDONESIA IRELAND ITALY MALAYSIA NEW ZEALAND THE
NETHERLANDS POLAND UNITED KINGDOM CZECK REPUBLIC
SINGAPORE SWEDEN SLOVENJA SPAIN SWITZERLAND USA

A global restaurant

Marchi in licenza

NORTH AMERICA

81 airports
99 service areas
8 shopping 
malls 

EMEA

40 airports
660 service areas
56   railway station
88 cities, fairs, 

museum and 
shopping 

malls 

ASIA and PACIFIC

21  airports



Company Mission, Vision and Values

Power of People

Customer centric

Global Approach

Whether it’s about eating, drinking or 
shopping, we want people on the move to 

reach their destination happier, safer, 
more satisfied thanks to our services. We 
make their time more effective and their 
journey more comfortable, adding value 

to their experience

To be the undisputed 

traveler’s and
trustworthy travel Food 

& Beverage company in 

the world

BE PASSIONATE

BE RELIABLE

BE OPEN

SET THE PACE

KEEP IT SIMPLE



2. New Guest 
Segmentation



Tribes

AFFILIATION INDIVIDUALISM

INSPIRATION

STATUS

EFFICIENCY

ENTERTAINMENT

CONVIVIALITY

PEACE OF MIND

SENSIBILITY

SENSE



Tribes description

They do not choose a brand, they
choose places offering an
experience/a self gratification

They choose premium brands,
endorsed by renowned and elitist
sources

They tend to be loyal to brands that
make things smooth and efficient 
it’s a rational loyalty



Tribes description

They are loyal to brands they
trust  it’s an “intellectual”
loyalty

They do not choose a brand,
they choose the atmosphere, the
welcoming mood

They choose young, informal and
dynamic brands  a grant for
easiness and fun



3. Foodservice





FoodService BeNE 2015











4. Food
Trends

















































5. TriBE vs Trend vs Tomato

•TRIBE:Sharing enthusiasts:> variety to meet 

everyones needs >>

• TREND Customized, individualized food and drinks

• Vegetarism

•TOMATO: Spectacular shapes and colors

•TRIBE New Normal:> simplicity. healtyhy and

genuine food/fresh/local>

•TREND Health & food = medicine, more fresh Less 

waste / less obesitas / less sugar!  Farm to Table/Farm 

to Fork/ Pasture to Plate/Paddock to Plate Heritage of 

meat & fish   Specialty farmers (new rockstar) Foodies

& fatties: ingredients & calories by law Alcohol age to 

21 

•TOMATO: local, fresh authentic, tasteful, shapes and 

color are important

•TRIBE Happy Go Lucky> Fun, energy, unexpected>

•TREND big varied offer in food, fun + sharing , 

•TOMATO: crazy unusual tomato

•TRIBE: Nail biters:> convenience/pragmatism>

•TREND Cultivation instead of wild

• Data oriented

•TOMATO: lower price, 'longer expiration date' sinple

red and round

•TRIBE: Urban dandy:>prestige luxery/haut

cuisine>

•TREND Chefs cooking recipes of guest in stead of 

own creations

•TOMATO: very good taste and shape, deluxe

packaging,

•TRIBE; Life enricher:> gourmet/connaisseur>

•TREND COMBI OF Sharing Enthusiast, New 

Normal and Urban Dandy

•TOMATO: local luxery



TriBE vs Trend vs Tomato

•Tips for product development and production:

•> Focus on tribes and trends and develop per tribe

•> Story telling almost as important as the product

•but the story has to be authentic and true

•> it is unlikely that one product will service all tribes

•> consumer testimonials more important as ever before> social media 

will do your marketing, consumers trust each other more than producers



Thank you for your attention

Stefano Teatini

EU F&B Purchase Managers Restaurant Concepts

Stefano.teatini@autogrill.net


