Explaining EUROPEAN RETAIL ALLIANCES (ERASs)

What they are
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What they do
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FMCG* private @ International service agreements
Multi- label @ Growth programmes

nationals producers for Europe's food industry

¢ Pan-European promotions

¢ Joint sourcing

¢ Leveraging regional
expertise and crafts

¢ Sustainability and
innovation initiatives

Single entry point
to many retail ‘
markets in Europe

European,

multi-retailer,
commercial ‘

programmes

¢ Exchanges of contacts,
¢ best practices

€ Market information and data
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How all European consumers benefit
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Lower More sustainable Wider choice
prices consumption of products
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Retailers

Wholesalers

Better sourcing
conditions

Efficiency gains through a
Single Market for sourcing

Wider range and
choice of products

More competitive
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FMCG brands multinationals often fragment the single Without territorial supply constraints, and with
market by imposing territorial supply constraints: a Single Market for sourcing, retailers could:
Restrict Set Source Benefit Transfer Access
the circulation high price ona from better, products a fuller
of products differences European pan-European, across range of
across countries between countries basis conditions countries products

ERAs do not deal with farmers

Individual farmers
sell their produce to
cooperatives, food
manufacturing and

Processing Export

Food
service companies, service Sourced
traders, only at
local level,
wholesalers, and, not through
only locally, to ERAs

retailers and
restaurants.

v
ﬁ Retailers

( ) " &

*net margins (EBIT as a percentage of sales
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