
With the customer at 
the heart of our business, 
we strengthened our 
product portfolio with 
hybrid solutions in Africa 
and set the foundations 
for developing appealing, 
competitive coolers for 
all our regions”

“The world today is facing diverse challenges 
and continued geo-political volatility. 
The slowdown in some of our markets, 
the substantial depreciation of several 
emerging currencies and the trend towards 
populist politics are striking examples of an 
unpredictable environment. In these times 
of uncertainty, we have geared up and taken 
decisive steps to face the challenges and re-
energize our business. 

In addition to the lingering macro-economic 
stress, our industry was marked in 2016 by 
the finalization of the two pending mega 
mergers between major beverage brands in 
the beer and soft-drinks segments. Although 
it affected last year’s customer cooler 
investments, we believe that this consolidation 
phase represents a long-term opportunity for 
Frigoglass, due to its well-established position 
in Europe and Africa. 

During the year, we made significant 
steps in rationalizing our cost structure 
through optimizing our Cool business 
manufacturing footprint, efficiency measures 
and cost reduction initiatives. On that 
front, we took the decision to discontinue 
manufacturing operations in China aiming 
to transform to a leaner organization 
and significantly improving our cost-
competitiveness in Asia. With the customer 
at the heart of our business, we strengthened 
our product portfolio with hybrid solutions 
in Africa and set the foundations for 
developing appealing, competitive coolers for 
all our regions. All these product innovations 
follow ICOOL’s success with Coca-Cola bottlers 
in Europe, who placed more than 90,000 
coolers in the market, and the rollout of the 
Smart range. 

In 2016, the sharp devaluation of Nigeria’s 
Naira and the overall challenging operating 
environment impacted our Glass business. 
In this landscape, we remain the leading glass 
container supplier in West Africa. We focus 
on pricing initiatives and efficiency gains to 
mitigate the effect of foreign exchange rate 
fluctuations that have restrained demand for 
glass packaging and protect the business. 

Sustainability remains central to our business 
strategy. Early in 2016, the United Nations 
launched 17 Sustainable Development 
Goals (SDGs), a ground-breaking agreement 
that is expected to shape the sustainable 
development agenda globally in the years to 
come. Many of the SDGs are already in line 
with Frigoglass sustainability strategy and 
provide a valuable framework for further 
strengthening our business.

Frigoglass is a global brand and I am 
conscious of the responsibilities we have to 
our shareholders, customers and employees, 
but also to our other stakeholders. On behalf 
of the Board I would like to extend our 
greatest appreciation to our shareholders 
for their continued support, our customers 
and suppliers for their unwavering loyalty 
and the people of Frigoglass for their strong 
commitment. Their support has been vital to 
our progress. 

The Board and I are looking to strengthen 
our company and its balance sheet during 
this year, so as to face the challenging trading 
environment as well as remain focused on 
driving sustainable value for our stakeholders. 

Haralambos (Harry) G. David
Chairman 

2016 was a year of progress towards our journey to build 
long-term sustainable value despite continued difficulties. 
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