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Grupo Tivoli: our idea makes us different

Offering something different to the tissue products market. Products that differentiate themselves for
their added value and that are capable of satisfying the different needs of consumers.

Maura Leonardi

Writing this article on the Spanish Grupo Tivoli makes me think about a consideration I often make while travelling:
the object typical of a certain place no longer exists; that something that you find only by visiting that particular
city or that country. Nowadays we find everything everywhere, losing that peculiarity of a given place, city or count-
ry. The same happens every day while going to the supermarket, where we find larger or smaller ranges of well-wrap-
ped tissue paper rolls in packs from 4 to 24 or 36 pieces.

BUT HOW CAN WE OFFER DIFFERENT PRODUCTS ABLE TO ATTRACT CONSUMERS’ ATTENTION? Grupo Tivoli of Las Palmas
(Gran Canaria) met the challenge passing from the distribution of tissue paper products to their production. For thir-
ty years, Grupo Tivoli has been present on the market as a distributor of well-known tissue paper brands. It knows
the market and the value of a product that is today easily recognizable because different.

JOSE CARLOS RODRIGUEZ MARRERO, THE GROUP'S DIRECTOR, AND JOSE GOMEZ GUEDES, HIS PARTNER, have underta-
ken this new entrepreneurial challenge with lots of energy, passion and commitment. And for technology, they have
entrusted their company to the experience of Fabio Perini S.p.A. with a converting line model Sincro 4.5 Evo for the
production of toilet rolls, kitchen towels and industrial rolls, better known as “centometros” - i.e., a concentrate of
paper perfect for domestic use and not only.Gran Canaria counts 838,597 inhabitants, a figure that become two mil-
lion in the high season period that goes from October to April, transforming the island into a perfect place for anyo-
ne looking for refuge from the cold winter months of North and Central Europe. Here, we can find the highest con-
centration of shopping centers per square meter. The large number of tourists highlights how both the HORECA
(Hotel/Restaurant/Café) and consumer segments present high growth potential as far as tissue products are concer-
ned.

IN 1981, GRUPO TIVOLI BEGAN DISTRIBUTING ROLLS (TOILET, KITCHEN TOWEL AND INDUSTRIAL ROLLS) AND
PERSONAL CARE PRODUCTS such as baby diapers and feminine pads on the island produced by well-known French
brands. In the course of the years it has directly followed events in the tissue market scenario, marked in the 1980s
by a series of acquisitions, mergers and transfers whose consequences also affected the distribution of tissue referen-
ces on the local market of Gran Canaria. As a consequence of all these structural vicissitudes, in 1995 the Grupo also
became the first distribution platform for famous Italian brands and contracted the production of a line of PL pro-
ducts out to Italian converters. The Canary archipelago is comprised of seven main island of volcanic origin. From an
administrative point of view, the archipelago is divided into two provinces: Las Palmas, from which depend Gran
Canaria, Lanzarote and Fuerteventura, and Santa Cruz de Tenerife, from which depend Tenerife, La Palma, La Gomera,
EL Hierro.

TISSUE PAPER CONSUMPTION IN THE CANARY ARCHIPELAGO IS TODAY 14,000 TONS PER YEAR and Grupo Tivoli’s pro-
duction target aims at attaining 200 tons per month to supply retail chains as well as and the HORECA sector.

José Carlos and José Gomez have very clear ideas as far their business development is concerned, which revolves
around three fundamental points: the creation of a brand dedicated to the HORECA segment; the production and pro-
motion of a PL brand for the consumer segment; production of PLs on behalf of third parties to satisfy the demands
of small retail chains that are not able to have their own brand due to the low quantities required.
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Grupo Tivoli’s philosophy is based on creativity and flexibility. Creativity is to be embodied in the production of
their brand, with the aim of acquiring a market niche on the Canary Islands that is not completely satisfied by the
present offer.

FLEXIBILITY WILL SERVE TO RIDE THE WAVE OF ORIGINALITY THROUGH PRODUCTS THAT WILL BRING A BREATH OF
FRESH AIR ON CROWDED SHELVES. Supermarket chains are dominated by multinationals that propose, in series,
standardized rolls. To contrast this strong presence of more or less similar references, their intention is to propose
attractive promotions to consumers, tired and bored by the usual commercial activities.

THEIR DIFFERENTIATION GOAL GOES BEYOND THE CANARY MARKET. INDEED, THEY ARE THINKING ABOUT A PRODUCT
DESIGNED EXCLUSIVELY FOR MOROCCO, a market they want to enter with an ad-hoc product, lower-quality compa-
red to the Spanish market and with little added value, given the low consumption rate of rolls there. The aim is to
conquer a share of the market in order to grow with time, exploiting Gran Canaria’s strategic geographical posi-
tion. The idea is very clear and the target is ambitious, and the two men do not hide their apprehension in embar-
king on this new entrepreneurial adventure that they are facing with courage.

THE CHOICE OF FABIO PERINI S.P.A. AS RELIABLE SUPPLIER OF TECHNOLOGY AND FOR ITS ABILITY TO
PROFESSIONALLY COVER THE FIELD AT 360°, placing its know-how and competencies at the company’s disposal for
their entry into this “new” business, is the first step towards success. The commitment and skill to work well,
together with the intention to offer a different brand and the desire to envision a better future, make this com-
pany an admirable industrial reality, a small oasis in the desert, different from all the rest, where the key word is
standardization. But, the bravest are surely those who have the clearest vision of what is before them, glory and
danger alike, and yet notwithstanding, go out to meet it. (Thucydides). ®
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