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RAW MATERIALS

* White tig of Cilento DOP

» “Colline salernitane” extra virgin olive oil DOP
» Cicerale Chickpeas (P.A.T-SLOWFOQOD)

* Meniaca Anchovies(SLOW FOOD)

» Paestum Artichoke IGP

» Campania buftalo Mozzarella DOP

* Cilento Cherry Tomato (PAT)

* Rotrano Red Tomato(SLOW FOQOD)

* Pertosa White Artichoke (SLOW FOOD)

and much more ... O
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PALETTE

Primary Secondary
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Grazie
V)

per averci scelto.
Cucinato con amore,
per te.



©)
MISSION

To bring the excellence ot the Cilento
into the hectic daily lives of students,
workers and adventurers through o
revolutionary packaging system
that transforms a ready-made meal
into a warm, nourishing experience,
fully  respecting seasonality and
diverse dietary needs.

VISION

We aim to become the universal meeting
point between the frenetic pace of
modern life and the warmth of Italian
gastronomic tradition, making the
comfort of a hot meal an accessible right
for everyone, anywhere and without
compromise.
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CORE PRODUCT OF AMORSI

- AmorS
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The flavor

of true
love.

Il qusto
che sa dj casa.
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S.W.0.T. OVERVIEW

Strength Weakness Opportunities  Threats

High quality of Nevtlly Export of our Increasing of fue
eS'l'abIIShed and gas prices
raw materials products
company
Quick High Well known
production Featurings competitors with

cooking time

prices cheaper products




TOTALLY SPIES

Our competitors

Scotti




S.W.0.T ON COMPETITORS

Strength

Established and

well-known

brands

Financial

availability

Feat marketing

Weakness

restricted
range of products
(only rice )

m}nly frozen

food:

impractical

Low nutritional
quality

Opportunities

Developement of

new competitive

product

Growth of
e-commerce

facilitating

direct sales to

consumers.

Threats

Negative
perception of
consumers about
ultra-processed
products

Incresing costs
of raw materials,
energia and
logistic



KNOW YOUR PEOPLE




MARKET ANALISYS

ANALYSIS METHOD

Online survey via Google forms,

distributed through social media

channels. /

330 responses. —e-.

https://torms.gle/GZs3XWM71yZCPARHA



GOALS OF THE ANALYSIS

Identify key

Evaluating interest in a
afie

self-heating product purchasing drivers

b ; '
Finding the optimal )~ Identify sales
selling prize g ‘ channel preferences



TIME THAT PEOPLE SPEND FOR COOKING

150

100

50

0

Very little Little Enough A lot

People are too busy to cook
Consumers are looking tfor quick meals because of limited time AMOrS;
SIS

available tor cooking. %
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EVALUATING INTEREST IN A SELF-HEATING PRODUCT

Interest in AmorSi Technology for Occupations

Level of Interest
Bl Very interested
B Quite interested

Slightly interested

| ‘I B Not interested at all

Student Employed worker Freelancer / Retiree
Entrepreneur

Occupation

Strong interest in Amorsi's product innovation

AmorS;
AMC



IDENTIFY KEY PURCHASING DRIVERS

Most Important Factors

Taste and Quality of Ingredients

Ease of Use and Safety

Competitive Price

|
Menu Variety |

Packaging Sustainability

Heating Time

0 50 100 150 200 250

Desired Types of Dishes

300

Traditional First Dishes

Healthy/Fit Options

Soups and Cream Soups

Vegan/Vegetarian Options

200

250




IDENTIFY SALES CHANNEL PREFERENCES ,O@

Refrigerated/deli

: —269
counter section

Dry goods section —1 3¢

Vending machines

(offices... |

Specialized

— 42
stores

Online
shop

69

0 200 400

To maximize sales, the placement should focus on fresh products without overlooking

the potential of “dry goods” ones selection and the convenience channels.



FINDING THE OPTIMAL SELLING PRIZE

i i
Comparison of Fair Price Perception by Product Type

250

Product Category

200

Standard meal (findus)

150

. High quality meal (Bio/
Slowfood)

Number of Responses

i
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. AmorSi's product
(High quality+ Self-heating)

50

€ 4.00 (Avg.)  €6.00 (Avg.) € 7.00 (Avg.)

SWEET SPOT: The market shows hesitation beyond €7.50, indicating that the
ideal price should remain in the mid-range at €6,00.



Would you include AmorSi products in your daily shopping cart?

Surely not
Probably not
Probably yes

For sure

0 50 100 150 200

High buying potential AmorS
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INITIAL IDEA
VALIDATION

The majority of the survey

sample rated the self-

!/ Wcl:lirming. ’rechnol.og>’/’ as 5}
@ very interesting’.
DISTRIBUTION
SWEET SPOT CHANNELS

Designed shelf

price: €6,00 GDO and

vending machine.

Priority sales channels:

Il

IDENTIFY KEY
PURCHASING
DRIVERS

The traditional line
has been the most
successful, followed
by the fitness one.

AmorSi
AMC
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Our ready meals made with Love...

-

AmorsS; AmorSi N AmorSi | Amorsi | Amors
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tu sia,

Il gusto Il gusto
che sa di casa. che sa di casa.

RISOTTO
Al FUNGHI
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AMORSI

hMERSi Ragi: Bolognese f
Farfalle al Pesto Risotto ai Funghi
300g 300g
O¢ 6,00 ¢
] 0 00 E kg
2000€/xg )
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EMMANUELE TARALLO GIUSEPPE CINIERI ANTOIETTA ROBUSTELI
C.E.O. Vice C.E.O Public Relations

/

11/,
w&// 7
CAMILLA COFANO LUIGI VALENTINO ANTONIO MIRANDA VINCENZA CASTIGLIA ITALO CURTO
Marketing manager Project manager SO sibHe Quality Assurance Specialist Head of Production

R&D Manager



- 1 _ .
= Beacause we are the onl brand capable of enclosing a
territory's millennial tradition Wl’rhln futuristic technology,
transtorming the ritual of a warm meal into an act

of absolute freedom. @g()((g(/ AMORS



WHERE T0 FIND US

Get in touch with AmorS....

for orders, info and collabs.

We're there for you!

Download the

E

infoeamorsi.it

<« ordinieamorsi.it

Ve +39 333 838 9745

? Via dei Mille 12 - Paestum (SA)
) Hours: Mon-Sat 9:00a.m.-8:00p.m.

P,
| \




We worked hard
for the glory... 2

Now we ask for...



WWWwW.amorsi.it AmorSi - Amore a morsi
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