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What is supply
chain?

A supply chain is the network of all the
individuals, organizations, resources, activities and
technology involved in the creation and sale of a
product.

A supply chain encompasses everything from the
delivery of source materials from the supplier to
the manufacturer through to its eventual delivery
to the end user.
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Out-of-stock &
panic buying

DURING COVID-19 PANDEMIC

Panic buying is a common human response to
crisis, which is not caused by food shortage, but
rather by fear:

“Food buying helps us feel in control”.*

Consequences of out-of-stock during pandemic:

Cancellation of purchase
Purchase at another store
In-category substitution

Substitution out of category

*Karestan Koenen — Epidemiologist @Harvard

ATTENTION CUSTOMERS:

Due to high demand these fems
will be limited to two per customer

. Paper towels
. Gallonmilk
pisinecting ¥+
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Store brands VS
natiOnaI bra nds Contribution of Private Labels to total FMCG

sales varies by region

CONTRIBUTION TO TOTAL FMCG SALES
WORLDWIDE

In Western Europe, private labels account for
36% share, however, they are experiencing a

Pivate Labels value sh
stagnating trend. The top markets ranked on % MAT 842(53;_/3 et Pt J
share globally come from these countries: - "N

19.4% fhs 6.1%
* Switzerland (52%) Global . 6.1% Y beee

Africa & cleay e -
SRR o Y

e UK (44%) iddle ; ;
Latin
® Spdin (42%) ?ca ' “

H o
° B e I g | U m ( 3 8 A)) Source: NielsenlQ Retail Measurement Services (RMS), Moving Annual Total (MAT)

© 2022 Nielsen Consumer LLC All Rights Resened.
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PR IVATE LABEL KEEPS ACCORDING TO CIVICSCIENGE DATA, ﬁgjﬂ;‘l"'h;“gf‘:zf” D3 e Iy L ol

PRIVATE-LABEL BRANDS ARE POPULAR

' IN THE USA, CURRENTLY, 39% OF U.S. HEALTHIER CHOICES, ON-TREND ATTRI
SETTING RECOR DS IN ?U ?3 ADULTS SAY THEY ARE SHOPPING STORE w&%?&&" _?I%mﬁe["}'ﬂgl

Pag. 1 BRANDS "SOMEWHAT OFTEN", WHILE 247
ARL DOING SO "VERY OFTEN“: OVLR €07 This spells opportunity for food and non-food store
Dollar  sales of store OF U.S. ADULTS 1S SHOPPING FOR brands.
) g';ﬂ’}d5d | ereu;ed PRIVATE LABEL BRANDS.
h'u"u u:fn o ;ﬂg Pag. 2 Also, impulse purchases
Yoo S outpacing national have dropped due fo
y ‘g“ brand sales gains of inflation and higher prices
— 51% during the AS CONSUMERS FOCUS
period ended June 18, ON SAVING  MONEY
ﬂﬂ:ﬂrding fo dum “Let's just get through this first aisle... ANDHNI—[&
released by research then well discuss your impulse buying
firm Circana.
R THIS IS A FURTHER
PRIVATE LABEL ALSO HAD A RECORD YEAR I
)00, ITH $206.6 BILLION IN ANNUAL SALES OPPORTUNITY FOR STORE
ACROSS ALL U.S. RETAILING CHANNELS — AN
11.37 JUMP OVER THE PRIOR YEAR. BRANDS TO GROW Pag. 4
|
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S h (9) p p er Loya Ity Products making up Total Average Basket

®Branded @ Private Label

Research e . .

60% : i
SHOPPER WILLING TO SWITCH PRIVATE LABEL 50% I

78% 80.4% 73.6%

TO SAVE difference difference difference

40% - ;
Back in 2020, McKinsey reported “Some 80 5
percent of customers who started using a private 30% o —@—
brand during the pandemic indicate they intend
to continue using it once the COVID-19 crisis is
over.” 20%

2020 2021 2022

IPN data indicate there was truth in such a
prediction. Looking at shoppers’ average basket
size and the produc'rs mcking up total bqskef, 144 categories impacted by Private Label switching (2022)
202] Showed a qu” Shiff in fqvor of brcnded ® Moved from Private Label to Brands  ® Moved from Brands to Private Label

products. But a 2022 shift swings back toward

Private Label, with many categories turning
breakfast, etc.).

(] 50 100 150
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S h O p pe r Loya Ity Sales and offers are significantly more important than

Re Se a rc h advertisements for shoppers when deciding what to buy

Overall, quality and value tend to be the most important attributes regardless of category

SHOPPER WILLING TO SWITCH PRIVATE LABEL
TO SAVE

Factors that are very important when deciding what to buy:

Sold where you

Advertisement regularly shop

Quality

According to a recent survey, 88% of American
adults are willing to ditch preferred brands for
private labels to save money. Consumers are most
likely to switch grocery brands for cost-savings. Groceries ° e ° oo

Of the 2,000 American adults that Attest
surveyed, 71% said food and beverage brands
are the products they would be most likely to
switch.

Moreover, consumer expectations will continue
shifting toward private labels based on the
availability of incentives, rewards, and cash-back
offers (i.e.: Amazon Prime discount with each
product bought in-store).

0% 10% 20% : 30% 40% 50% 60% 70% 80%
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PRODUCTION PLANNING
MISTAKES
FROM THE PAST
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The birth of the Masters

of the Universe

MATTEL TOY REVOLUTION BACK IN THE 80’

In 1982, at the American International Toy Fair in
New York, Mattel made its triumphant entrance
by presenting to the world its revolutionary line
of toys, “He-Man and The Masters of the
Universe”.

This bold business gamble quickly turned into a
huge success, with stores beginning to pack with
these new toys, immediately capturing the
imagination of children around the world.

With modern poses, vibrant colors, formidable
enemies, and a mix of unique elements never

seen, this franchise had everything it needed to
rule the toy industry.

B st Aroriconyaiegmes ... Wadnetey Dosmbnt LS LNYT oo
‘Toy superpowers prepare

By NICKIE MCWHIRTER first strike. By midmorning Thanks-
Knight-Ridder News Service giving, however, television sets all
over the nation were choked with toy

The on-again, off-again War of the commercials deftly launched from
Toys is on. Again. all the major toy manufacturers’

A shaky peace that had prevailed electronic missiles homed in on their
between Kenner, Hasbro, Mattel and targets, vulnerable 5- to 11-year-
other toy biz superpowers since De- 0lds, with pinpoint accuracy.
cember was broken sometime in the
early hours of Thanksgiving. Minor Seasoned observers of the recur-
skirmishes had taken place with in- Ting toy wars say a blitz at this time
creasing frequency in the past sev- Of year is a familiar strategy, used
eral weeks, indicating a heating up Successfully not only by the super-
of the brutal battle for kiddie dollars. POWers but by emerging, developing

It is unclear wma: toy company _'M’mlusm aswele Mﬂ same ob* Star Wars dolls are weapons in the battle.
made thed media-buy deci- Mmgmﬁmouwmm all media, from now through Dec. 24. After that
sion thaf iory of the ue and escalate, ultimately utilizing the conflict is expected to cease even more
; HE BE =HE BB =N BN
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for battle of

abruptly than it began.
In early battles, the most potent adversaries in
the war for kiddie bucks appear to be Kenner

§  Products Corp. and Hasbro Industries, Inc.

Kenner produces and markets the complete
Star Wars lineup of fantasy fighters, movers and
shakers: R2-D2, Luke Skywalker, Leia Organa,
Darth Vader and wise Yoda, the Jedi Master,
along with the rest of the strike force and their

Star Wars anything ranks among the top five na-
tional sellers, along with Strawberry Shortcake

a ripoff of the Star Wars idea coupled with the
mystery of Dungeons and Dragons.
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The rise and fall of a
billion-dollar idea

THE DISASTROUS DEMAND AND PRODUCTION
PLANNING

400M

300M

Mattel's "Masters of the Universe" franchise had
an incredible rise, with sales growing rapidly from 200M
$38.2 million in 1982 to $400 million in 1986. But
in 1987, sales suddenly collapsed by 98%,

leading to an unexpected failure of the toy 100M
collection.

This decline was caused mainly by an incorrect

production planning and inventory management. In
fact, there was an over-stock of secondary

characters and a shortage or out-of-stock of the
main characters. By underestimating the success of
these toys, Mattel ended up saturating the shelves o Ve ‘ '"'*j
with dozens of the same less appreciated action '

1984

m USD SALES

figures leading stores to discontinue the range.

A AND THE MASTERS OF THE llNl\lFRﬂ-‘ C'
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R&D of innovative items

Supervision of th terials markets and produi
upervision of the raw materials markets and production processes FUROPE @
Suppliers' qualification by internal audits 18,1% ®
ASIA
9 Integrated logistics services AMERICA 1,5%
_ o _ 80,2%

Marketing support, art-work & printing assistance PACIEIC

0,2%

Quality Assurance testing program

Financial services and currency fixing

CONJAINERS

oy . SHIPPED T0 U.S. IN 2022 HERTIFIED
oo § ERODUCTS _ U\SUPPLIERS
CONVENTIONAL 48% [N - 11% OTHERS*

-8 \ _ 3% VINEGAR
b : L(MORGANIC «
PASTA SAUCE & M ‘ORGANIC | \ 5%  PASTA SAUCE

. 5

TOMATO PASTE POLENTA JECW PRIVATE [ABEL B 19%
0 SAC /
s - TR —
@ ' @
FROZEN PIzZA BREAKFASTICEREALS: DRIED FRUIT' ORAL CARE Values based on quantifies shipped.

*frozen products included.
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PASTA (11)
@ voo 5)
@ VINEGAR (4)
@ PASTA & PESTO SAUCE (7)
@ POLENTA (1)
@ couscous (4)
@ 10MATO PASTE (1)
@ rROZEN PIZZA (1)

@ BREAKFAST CEREALS (1)
DRIED FRUIT (1)
@ ORAL CARE(1)

Basket of products/categories that
help competitiveness as well as
consolidation program.
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Intelligence and know how to revolutionize importing model FREIGHT CONSOLIDATION & ARP INCLUDES:

f : MULTIPLE CUSTOMIZED
Each PO delivered directly to your DCs OUAVLEI';&RIRION SUPPLIERS BATRANALYSES PLANNING
MANAGEMENT SOFTWARE

9 Containers become your moving warehouse EREE P S R
EEEER EDI FRIENDLY CONSOLIDATION CUSTOMS DELIVERY
IN ITALY CLEARANCES T0DCS

Eliminate overseas warehousing and LTL deliveries

ARP (Automated Replenishment Program) is a fully integrated supply chain o manage productions,

Easy supply chain management with information available 24/7 frc|;c\3h. consolidation, custom clearances and deliveries to the DCs. A multiple supp ier management
with an innovative fechnology revolutionizing the current import and export models.

OVER "3 ¥ JYEARS () agrusa

0 X RlENCE Customs/FDA/USDA clearances 9
IN US MARKET

Port and rail drayage with door delivery
Marine and product liability insurance

Inventory management

EDI capabilities

gi ‘ o \ Administrative support

t RETAILER 1 DISTRIBUTOR VENDOR MANUFACTURER HQEET] TokiReady Tokws

Customer service 07512 — New Jersey - USA
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Cloud sourcing
intelligence (CSI)

FOR THE OPTIMIZATION OF THE SUPPLY CHAIN
FLOW AMONG PLAYERS

The Cloud Sourcing Intelligence software (CSl) PO’S proposal once a month
collects data from individual players to issue to
each retailer an Automated Replenishment Plan
(ARP) and a PQO's proposal once a month
simplifying work. The manufacturer can better
plan raw material quantities, production priorities,
hence optimize production. Other players gets the
quantities to order that perfectly balance
customers’ needs.

AN PO’S

el

d\RETAILER d.\DISTRIBUTUR &l venoor @OMANUFACTURER

o, {gm} - {[
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Automated replenishment

Ve
program (ARP) @
s A
\\ & X , o
\ 7 \1 — e ﬂi
\-) = > S
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Automated replenishment
program (ARP) e §

Agrilogistica sends PO
proposal to Distributor
once a month

FOR THE OPTlMlZATlON OF THE SUPPLY CHAlN Distributor shares stock
FLOW AMONG PLAYERS Lﬂgﬁg‘r;’;f‘s"sé’r“ggm
The Automated Replenishment Program (ARP) is A Custamer Agr?ﬁi:ﬂ:ﬂzpo Yoo T:Zisr:; = D aEDI tovendor

l

DISTRIBUIOR:

an advanced logistics solution based on the
innovative Cloud Sourcing Intelligence (CSl), which
helps making the supply chain more efficient by
analyzing sales data to plan suppliers’ workflow,

CUSTOMER

‘ b A4

Production Consaolidation and

consolidate and optimize the containers leaving shipping

Delivery

every week for USA guaranteeing products
always fresh and in stock.

Producer_2 AGRILOGISTICA _— DCs.2 Retailer served b.y DCg
- share scan data if available
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Logistics case
study

RUN FROM 2015 TO 2020 (PRE-COVID 19) BEFORE ARF: 12 WEEKS V' serore avp. 20wk
= W BEFOREARP: 20 WEEKS

BEFORE ARP: 11 WEEKS

BEFORE ARP: 21 WEEKS

Between 2015 and 2020, we launched a pilot BEFORE ARP: 12 WEEKS
test of the Automated Replenishment Program
(ARP) with one of our major customers in the

United States. o 1 BEFORE ARP: 20 WEEKS

Initially the average weeks on hand was about

18 weeks, with out-of-stock issues in some regions.
BEFORE ARP. 28 WEEKS

AVERAGE WOH: 18 WEEKS + 00S
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Logistics case
study

WITH ARP: 8,6 WEEKS

RUN FROM 2015 TO 2020 (PRE-COVID 19) M

WITH ARP: 9,8 WEEKS
Between 2015 and 2020, we launched a pilot
test of the Automated Replenishment Program
(ARP) with one of our major customers in the
United States.

WITH ARP: 9,8 WEEKS

Subsequently, through a flow optimization
process, we achieved an average of 8.4 weeks
for the East Coast and 10 weeks for the West

UNIVERSITA DEGLI STUDI DI NAPOLI

/) PARTHENOPE

WITHARP: 79 WEEKS

WITH ARP: 7,3 WEEKS he WITHARP: 9,5WEEKS

WITHARP: 7,8 WEEKS

WITH ARP: 6 WEEKS WITH ARP: 8,7 WEEKS

WITH ARP: 11,8 WEEKS
WITH ARP: 9,1 WEEKS

WITH ARP: 6,1 WEEKS

Coast. AVERAGE WOH: 8,4 WEEKS (EC); 10 WEEKS (WC)
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Logistics case
study

RUN FROM 2015 TO 2020 (PRE-COVID 19)

During the pilot test we also improved the
optimization of the containers in terms of number
of suppliers and items carried.

5 years ago, the items per container were on
average 16 with a peak of 34; the suppliers per
container were on average 4 with a peak of 9.

In the last year of the test, the items per container

UNIVERSITA DEGLI STUDI DI NAPOLI

PARTHENOPE

FROM FROM FROM FROM FROM
06/01/2015 06/01/2016 06/01/2017 06/01/2018 06/01/2019 VAR, %
10 10 10 10 10 LT TERES

05/31/2016 05/31/2017 05/31/2018 05/31/2019 05/31/2020
AVERAGE # OF ITEMS PER CONTAINER 16 16 20 24 28 +40%
MAXIMUM # OF ITEMS PER CONTAINER 34 38 35 44 +43%
AVERAGE # OF SUPPLIERS PER CONTAINER 4 4 5 6 7 +40%
MAXIMUM # OF SUPPLIERS PER CONTAINER 9 9 9 12 +55%

were on average 28 (with a peak of 50) and the
suppliers per container were on average 7 (with
a peak of 14).
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Logistics case
study

RUN FROM 2015 TO 2020 (PRE-COVID 19)

The results of the test were very encouraging. In
particular, we were able to cut about 104 weeks
of stock, equivalent to about $2.4 million in
liability for the customer.

At the same time, the model helped us increase
penetration by about 7%, achieving goods
coverage up to 99% for the 500 stores served
during the test.
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=
CASES PAILETS (ALY, TP PENEIRATION
-75.016 1.7 §-2.307.354* -104 +6,9%

*Value (9) of the overstock produds before ARP.

o/

i |

DCs, 5 )STORES 90075

to December 2020
vs 91,5% (2015)

vs 424 stores of 2015
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Video Podcast Newsletter Magazine Store INDUSTRY NEWS v RESEARCH  STORE BRANDS FORUM SERIES v BLOGS v NEW PRODUCTS  EDITORS

GEST LNl 26/05/2021 15:25

I]_ made in Italy Sano e PLMA’s Private Label Trade Show
sostenibile deliziagliUsa: g - o
Agritalia premiata da Whole Agritalia honored by Whole Foods for 3rd

time

FOOdS Market n The private brand supplier of products from ltaly won a Supplier of the Year award for its

assortment of products it supplies to Whole Foods.

NEW pay e
PLMA 2037 2o

a Di Massimiliano Carra Retal]- nght NOW

ﬂp Supplier of the Year Whole Foods Market

> Non-Perishables Recognizes Agritalia as
e P Supplier of the Year with

, Agritalia Special Recognition

@

!
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Sustainability
committment

H2020-MSCA-ITN-2018 PROCEEDS PROJECT

Our sister company Agrilogistica has been
involved in the ProCEedS project as a full

beneficiary from its inception (September 2019).

[...] for analyzing the economic and
environmental advantages deriving from the
logistical consolidation model provided by the
company. [...] Preliminary results point out the
usefulness of the consolidation model in terms of
access to markets, reduced emissions and
enhanced shelf-life.

The goal of the entire group is to reach the
following goals of the 2030 Agenda promoted
by the World Health Organization:

Prof Andrea Genovese

Sheffield University Management School
‘The University of Sheffield

Conduit Road

Sheffield

S101FL

Email: 2 genovese@sheffield ac uk

26* Apxil 2022
Re: H2020-MSCA-ITN-2018 ProCEedS Project 823967

Promoting Circular Economy in the Pood Supply Chain “ProCEedS” is a research project funded by Horizon
2020 EU’s Made Skiodowska-Curie Research and Inmovation Staff Exchange and will support the
of the E C i s Circular strategy in the field of the Supply Chain
)umgemen The project 3 coordinated by the University of Sneffield (USFD), and involves academic
agencies, private companies imvolved in the agn-food supply chain.

As stated by the World Business Council for Sustainable Development (WBCSD), the CE paradigm can play
a pivotal role in order to achieve the 17 Sustainable Development Goals (SDGs) or the United Nations ‘030
Agenda. The proposed research project will attempt to contxibute to the existing Selds of both Circulax
Economy theory and Supply Chain Management by providing insights related to the actual applicability of the
CE pm&gm in agxi-food supply chains within free-market contexts. Focus is placed on the examination and

involvement of stakeholders covering all stages from prmary p to the point of rez: 2 Z
nutdents and 2 them back t0 ag P
Agrilogistica has been involved in the ProCEedS project as 2 full from its

2019). Researchers from USFD have been seconded to Agrlogistica for analysing the economic and
environmental advantages derving from the logistical consolidation model provided by the company. The eadly
analysis has been looking at the mapping of the supply chain of the company, :denn(?mg key coridors and
flows; preliminary results point out the usefulness of the consolidation model in texrms of access to markets,
reduced emiszions and enhanced shelf-life for 2 wide range of customer: (mainly SMEs). Such analyzis will be
genernalised in the next months, through further secondment pexiods and close collaboration among USFD and
Agrlogistica.

=
Prof Andrea Genovese o \
&=

ReTraCE Network Coordinator
Chair of Logistics and Supply Chain Management
Management School, The University of Sheffield

m Res

The
University

of
Sheffield.

UNIVERSITA DEGLI STUDI DI NAPOLI
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Promoting Circular Economy in the Food Supply Chain

SOUTH-EAST

» EUROPEAN ‘ UNIWERSYTET
RESEARCH LoDzki
CENTRE
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Long-term model

-

ol A A

NN N

\

7
»
B B o B B B

ﬂ Manufacturer | ™ | Agrilogistica Hub ‘ o Distribution Center
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Pasta case

DURUMWHEAT PASTA ELBOWS, PENNE RIGATE, SPAGHETTI, LINGUINE, NO BOIL LASAGNA
DE MATTEIS ORGANICWHOLE WHEAT PASTA ORGANICWHOLEWHEAT PENNE RIGATE,SPAGHETTI
S u ORGANICSHELLS, PENNE RIGATE, FUSILLI, SPAGHETTI, LINGUINE, FETTUCCINE,
ANGELHAIR
NEWLATFQOOD ORGANICSPAGHETTI, LINGUINE, FETTUCCINE, ANGEL HAIR
ORGANICDURUMWHEAT PASTA
TAMMA ORGANICSHELLS, PENNE RIGATE, SPAGHETTI, LINGUINE, ANGELHAIR
LABOR ORGANICCURLY LASAGNA
BARBIERI ORGANICWIDEEGG NOODLES
ORGANICEGG PASTA
DE SORTIS ORGANICWIDE EGG NOODLES, EXTRAWIDE EGG NOODLES
ANDRIANI GLUTEN FREE PASTA (CORN/RICE) GLUTEN FREE PENNE RIGATE, SPAGHETTI
DE MATTEIS ORGANIC CASARECCE, CAVATELLI, FARFALLE, ORECCHIETTE RIGATE, ORZO, PIPE
' RIGATE, RIGATONI, ZITI
CASA MILO ORGANICDURUMWHEAT PASTA ORGANIC PAPILLON
LA BOLOGNESE ORGANIC ZUCCHETTEWITH VEGETABLES & SPICES
ANDRIANI ORGANIC GLUTEN FREE PASTA (PULSES) gl}l}fé:é%_ﬁLUTEN FREE CHICKPEA SHELLS, ORGANIC GLUTEN FREE RED LENTIL
*
N
5-YEAR PASTA TREND
20.000.000
15.000.000 13.114.017
£ 10.000.000 10.928.348
s
5.000.000
0
2018 2019 2020 2021 202
PASTA (11 SUPPLIERS) o Soles o Forecas
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Pasta case
St u d y JUNE 2021 — OCTOBER 2022

200 tori
current price:
CONVENTIONAL DURUM WHEAT SEMOLINA 770 €/ton
MARKET TREND 0 ¢
From the start of the new harvest (July 2022) to 160

date, prices are essentially stable, with only a

slight downward shift in early September due to
positive news from the Canadian market (5.9 M
tons of durum wheat expected, in line with 2020 120
production).

140

Trend %

100

431 €/ton

80
b e Y b % A b b Bt By B b Y b B
o e e e e e T e R e e R e T e Pe R
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current price:

150 \_/‘795 €/ton
ORGANIC DURUM WHEAT SEMOLINA MARKET
TREND 140
The organic segment follows the trend of the 130

conventional durum wheat. In fact, the gap

. 120
between the two types has narrowed, which to

Trend %

date stands at about 15 €/ton (3%). If this figure 0

is confirmed over time, it could influence the

sowing of organic durum wheat for next year. 100

Two scenarios lie ahead: either a decline in 529 €/ton

conventional durum wheat or an increase in "

organic durum wheat to forcibly rebalance the 80
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The World's Largest The Most Vulnerable Countries
Stu dy Wheat Exporter% Amid Wheat Shortages

Countries among the world's least developed which are most
dependent on wheat imports from Russia and Ukraine (2020)

World's largest wheat exporters in 2020 (in million tons)

HOW DOES THE WAR IN UKRAINE AFFECT and contracted future wheat exports of India
WHEAT PRICES? 373 Import share: from Ukraine M from Russia
Somalia @ B 100%
Russia and Ukraine together account for nearly a o1 i Benin (g 100%
third of global wheat supplies, and global wheat : : Laos ©
prices are reaching record highs because of the 128 Figi Egypt ©
war’s impact on shipments. Sudan €&
104 10.2 9.3 DRE %
However, the war in Ukraine is endangering Z0 o ongo“
. . . . Senegal ¢
crucial wheat supplies especially in many of the =
PP . p. Y 7 o|E€E 9 O|*® T @& 3 @ Tanzania &
least developed countries in the world. Among Rul s o mlual AU AR DE IN' Kz
L. . g X 0% 20% 40% 60% 80% 100%
them, countries in Africa and the Middle East in ‘ ‘
. . * contracted annual exports in FY2021/22 (ends Mar 31, 2022) Least developed and/or African countries
particular are heavily dependent on wheat Conireas: FAG! Retitars Sources: UNCTAD, Statista
imports from Russia and Ukraine. . .
@®G statista%a | | @®G statista %a
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P DURATION IN BUSINESS DAYS
a St a C a S e TASK NAME START DATE DUE DATE e TASK OWNER

(Phase) BUSINESS AWARD
BUSINESS AWARD T4-MAY-21 1 CUSTOMER
S u AGRITALIA PROVIDES DIELINES, PRINTER SPEC FORM, LABEL INFORMATION FORM, HZR FORM 17-MAY-21 28-MAY-21 10 AGRITALIA
ITEM SET UP 17-MAY-21 T1-JUN-21 20 AGRITALIA
FINAL SPEC (ON CUSTOMER SPEC FORM) 17-MAY-21 11-JUN-21 20 AGRITALIA
(Phase) ORDERS
CUSTOMER PROVIDES ORDERS QUANTITY/FORECAST 05-JUL-21 09-JUL-21 5 CUSTOMER
AGRITALIA PROVIDES ASSORTMENT PROPOSAL/REVISION 12-JUL-21 16-JUL-21 5 AGRITALIA
CUSTOMER APPROVES ASSORTMENT PROPOSAL/SENDS OFFICIAL POS 19-JUL-21 23-JUL-21 5 CUSTOMER
PRINT REQUEST SUBMITTED TO CUSTOMER FOR APPROVAL TO PRINT + APPROVAL 19-JUL-21 23.JUL-21 5 AGRTALIA/CUSTOMER
(Phase) GRAPHIC
FIRST DRAFT RELEASED TO VENDOR 09-JUL-21 0 CUSTOMER
GRAPHIC+REGULATORY/QA COMMENTS 12-UL-21 16-JUL-21 5 AGRITALIA/PRODUCER/PRINTER
) > SECOND DRAFT RELEASED TO VENDOR 19-JUL-21 23-JUL-21 5 CUSTOMER
organic s GRAPHIC -+ REGULATORY/QA FINAL COMMENTS/APPROVAL 26-JUL-21 30-JuL-21 5 AGRITALIA/PRODUCER/PRINTER
Tagliatelle FINAL ARTWORK RELEASE + HARD COLOR PROOF SHIPPED TO VENDOR 02-AUG-21 13-AUG-21 10 CUSTOMER
2=~ PRE-PRESS PDF (SOFT PROOF) SUBMITTED BY VENDOR AND APPROVED BY CUSTOMER 30-AUG-21 03-SEP-21 5 AGRITALIA/PRINTER + CUSTOMER
CASE MARKING - APPROVAL 02-AUG-21 06-AUG-21 5 CUSTOMER
(Phase) CERTIFICATIONS
NON-GMO/ORGANIC 19-JUL-21 13-AUG-21 20 AGRITALIA
KOSHER - 0U 19-JUL-21 13-AUG-21 20 AGRITALIA
(Phase) PACKAGING
CREATION OF PRINTING EQUIPMENT 06-SEP-21 10-SEP-21 5 AGRITALIA/PRINTER
PRINTING + DELIVERY OF PACKAGING TO PASTA PLANT 13-SEP-21 24-SEP-21 10 AGRITALIA/PRINTER
(Phase) PRODUCTION
PRODUCTION 27-SEP-21 29-0CT-21 25 AGRITALIA/PRODUCER
FIRST PRODUCTION SAMPLES FOR CUSTOMER RECORDS ONLY 01-NOV-21 05-NOV-21 5 AGRITALIA
(Phase) SHIPMENT
CONSOLIDATION + LOADING 01-NoV-21 12-NoV-21 14 AGRITALIA

(Phase) LAUNCH 17-1AN-22 1 CUSTOMER
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