
 

 

 Parmex decides to become 
the best almond producer 

 

 

 
 
A sale strategy centred in two client segments, wholesale 
and industrial importers, is the one has permitted Parmex 
to grow at rates between 20% and 25% during the last 
five years. 
 
Cristian Manterola, Commercial Head, points out that it 
has been the market what has led them to split in two 
segments: wholesale importers that buy natural almonds 
and repack or distribute them in markets in the different 
destinations and manufacturing companies, which have 
gone through a constant evolution, giving added value to 
products such as ice creams, chocolates, cookies and, 
above all, cereals. 
 
Parmex has focused more in the processing or 
manufacturing industry, which is more attractive because 
it purchases natural and processed almonds, laminates 
for the cereal industry, cubes for chocolate and cookies, 
crispy pieces, small sticks and cubes for the ice cream 
industry and natural and toasted whole almonds for 
chocolate, flours for cookies and biscuits, overall, its 
entire line of products. 
 
Participation in this market allows the company to 
improve in food innocuousness, quality and certifications, 
as it is complex in its requirements and harder to 
approach.  It is mandatory to have HACCP; besides, the 
company is very close to obtaining BRC certification.  To 
ensure the client that the product is innocuous technology 
is fundamental and equipment or process lines must be 
accurate or providing a higher safety level. 
 
Growth has been in volume terms and being a wider 
growth it has advantages and disadvantages.  Among the 
former, it is highlighted to count an annual assured 
volume, easing creation of commercial plans and, 
therefore, purchasing raw material.  There are also risks, 
companies request higher volumes to their suppliers, 
since their sale volumes are increasing, in a way it is 
necessary to seek a larger amount of raw material that is 
very competitive and restricted. 
 
In his opinion, almond scarcity is due to the lack of 
planting projects, orchard level productions are not big 
and farmers are not motivated to plant.  In good years, in 
price and commercial terms, like this, there is less 
availability due to the appearance of more competition by 
small companies, which pay producers immediately. 
 
Another factor that has impact is profitability of walnut 
and cherry business, which compete with almonds.   
 
 
 

 
 
Nevertheless, this year has been good, which could 
contribute to farmers planting more almond trees.  He 
adds this is a crop with low capital risk, not so high 
operating costs and no so intensive in labour either, thus 
it is very attractive for more marginal zones or large 
extensions of land. 
 
Manterola recognises the almond business is improving, 
because it is the species with more introductions in retail 
products in the year.  In 2012 there were 3,700 new 
products containing almonds, basically cereal bars and 
chocolates.  Increases in consumption of these new 
introductions make forecast that the demand will keep on 
growing, in spite of the fact that today it is a more discrete 
business than walnuts, he believes this business will be 
very good in four years’ time, even better than other 
fruits. 
 
Almond scarcity has moved competition to diversify its 
products; today it processes walnuts, raisins and prunes, 
as a strategy to move volume in its factories.  Parmex, 
instead followed other path with which it has obtained 
very good results.  According to Manterola, they decided 
to be the best in almonds, which is perceived as a very 
big advantage in the industry, given the importance of 
allergens, as they must declare in labelling that a product 
may contain traces of another fruit.  “We ensure our 
clients we only process almonds, it is a powerful business 
argument, but it restricts in strategic terms”, he points out. 
 
Competition is principally the United States, which expect 
to process around 850 thousand tonnes during the 2013 
season.  In spite of the fact the production in Chile only 
reaches 10,500 tonnes, the company has known how to 
move and it is very well positioned by tariff and non-duty 
advantages that Latin America has in Europe and the 
United States. 
 
Finally, in connection with the domestic market, 
Manterola states that the products are oriented to home 
consumption.  He adds that this business, which started 
three years ago, is important for the company, not so 
much in volume terms, but in strategic terms, to introduce 
a product and as a market thermometer, feedback is 
much faster than in the other commercialisation channels, 
allowing to detect if the product is interesting for domestic 
consumers to, at a later stage, promote it at industrial 
level. 
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