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Our global food system is rapidly reaching a tipping point, 
with businesses finding themselves at a crossroads. While 
the viability of conventional approaches to producing, 
selling and even consuming food is starting to be put 
into question, innovative responses are emerging on a 
monthly basis. Many business leaders are aware of the 
need to act at this critical juncture, but what’s less clear is 
when to move, how big to go and where to start.

The challenges facing society as a  whole couldn’t be 
any plainer:

	■ The global population is projected to grow by 25% to 
9.6 billion people by 2030: each of whom needs food

	■ The arable land, species diversity and water supplies 
needed to provide this sustenance are in decline

These two mega-trends are moving in opposite 
directions, meaning 1.7 planet Earths will be needed 
to sustain our growing human footprint. This issue is 
compounded further when we consider the impact of 
environmental degradation:

	■ 26% of all greenhouse gas emissions stem from our 
food system – a number that governments across 
the globe aim to decrease

	■ 33% of the food produced in the world is lost as waste

Along with the planet, our current food system also 
continues to impact our health and well-being in 
negative ways:

 I. AN UNSUSTAINABLE MODEL 



Though the pressing need for action from a planetary, 
societal and human health perspective is clear, there are 
also a number of implications for businesses. When we 
talk to executives across the food value chain, consensus 
is nearly unanimous as to the need to address the issue 
by finding avenues for creating and sustaining new 
business models that effectively respond to the changes 
at hand. In this context, there are some core questions 
that remain top of mind for these CEOs:

1.	 Is now the right time for us to go into this food system 
transformation business?

2.	 If it is the right time, how big do we go in relation to 
our investments in traditional food systems?

3.	 Where do we start among all of this and how do 
we maintain our traditional portfolio with a new 
disruptive one?

Ultimately these executives want to gauge the potential 
outcome for their business from a financial, brand and 
investment perspective, among others. Fortunately, there 
are undisputable business benefits to be gained when 
starting on this food transformation journey, as we address 
in this article. Important to note is that these benefits are 
not merely financial – they also offer advantages in terms 
of boosting brand as well as customer engagement.

WHEN SHOULD WE MOVE?

Define the right moment to act, depending 
on your specific segment dynamics to 

ensure a strategic approach

HOW BIG SHOULD THE MOVE BE?

Identify the level of disruption &  
investment opportunity to strike a  
balance with the existing business

WHERE DO WE START?

Construct a winning strategy  
to capture opportunities offered  

by the food system transformation

WHAT RESULTS CAN WE EXPECT?

 Understand the benefits as well as the 
potential for mitigating risks thatyour 

business can unlock
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II. WHEN SHOULD WE MOVE?

Looking back at the history of some players in disruptive 
industries – from Kodak and Blockbuster to Barnes & 
Noble and Xerox – shows us that, when faced with a 
burning platform, hesitating for too long can have grave 
consequences for a business. In our experience, as well, 
we’ve seen many companies lose out on opportunities 
and value by failing to take moments of pending 
disruption seriously.

While the general answer to the question of “When 
should we move?” is “Now!”, there are a number of 
influencing factors that businesses should likewise be 
aware of when planning to address the food system 
transformation. Overall, the most common indicators 
we’ve identified for measuring the temperature in this 
context can be divided into the three broad categories 
of consumers, investments and regulations.

CONSUMERS
With consumers around the globe becoming more 
conscious of their impact at an individual level, we’re 
seeing clear shifts in dietary behavior.

	■ Global plant-based food & beverage sales set to 
grow from 1.3 billion to 24.6 billion EUR between 
2017 and 2025 – 2 billion in the UK by 20254

	■ For 80% of consumers, environmental considerations 
matter more in relation to food & beverage than any 
other product3

	■ Alternative food is moving from a fringe offering to 
the mainstream, with a 3.5x increase in interest 
recorded between 2016 and 20221

	■ 10% of consumers site clean eating as the reason 
for converting and plant-based food, with interest 
expected to grow substantially2

	■ Acceptance of milk substitutes is seeing steady growth, 
expected to double to 1.6 kg per capita by 20305

	■ Tesco is targeting a four-fold  vegan sales increase 
by 20256

These figures point to significant growth based on 
consumer demand, indicating that consumers are 
clearly moving in this new direction – a trend that is 

undoubtedly here to stay. At the same time, however, 
businesses would also be advised to dig a little bit deeper 
and reflect on how these trends are really starting to 
impact the bottom line:

	■ Are consumers already seeking these products or 
are they still viewed as “Frankenfoods”?

	■ Have habits really changed or are people just dipping 
their toes in the water for a taste of novelty but 
without very much sustaining motivation?

	■ How do you address perceptions that alternative 
products are unnatural and unhealthy or that they 
undermine the livelihood of traditional farmers?

INVESTMENTS
Faced with a steady shift in consumer behavior and 
a need to develop new technologies, we’re seeing an 
abundance of capital helping to accelerate change. 
Experts predict that, at current prices, revenues of beef 
and dairy (currently exceeding 400 billion USD) will 
decline by at least 50% by 2030 and 90% by 20357.

Investors have been closely attuned to predictions 
pointing to such seismic shifts. Last year alone, the 
market saw over 3,000 food-tech deals take place8, 

which can be divided into two categories:

Up-stream investments:

	■ involving targets such as food safety and traceability 
as well as innovative food segments such as biotech, 
marketplaces, farm software, robotics and biomaterials

	■ 19 billion USD were invested in 2021, representing a 
68% year-on-year increase, with just under 2,000 deals9

Down-stream investments:

	■ Experienced a 124 year-on-year increase to reach 
32 billion USD in 2021

	■ This involved areas such as e-grocery (with 5.1 
billion USD invested in China alone), retail, in-store, 
restaurants, cloud solutions etc.

These large-scale investments are being driven by 
an increasing number of accelerators, venture capital 

1 Spoonshot, 2022
2 Spoonshot, 2022

3 Food Insight, 2020
4 Mordor Intelligence, 2022

5 Moo’s Law, 2020
6 Moo’s Law, 2020

7 Moo’s Law, 2020
8 Agfunddeals.com, 2021

9 Agfunddeals.com, 2021



companies and private equity firms. Investors clearly have 
their sights set on a very different future of the food system.

REGULATIONS
As action on the part of regulators generally tends to 
lag behind other market drivers, determining whether 
regulations are turning into a burning element can be 
a bit trickier. There is, however, already strong evidence 
that this is the case:

	■ In Denmark, the finance minister is setting out plans 
to ban meat in all public canteens and restaurants 
twice per week.

	■ In the UK, the Health Alliance on Climate Change is 
starting to call for a climate tax based on food, with 
support from 10 of the royal colleges of medicine 
and nursing, the British Medical Association and the 
influential Lancet publication.

	■ New taxes have already been applied to high-fat and 
high-sugar foods across Europe, which is having a 
dramatic impact on retail and FMCG companies.

Markets are being subject to more and more regulations 
at the global, regional and local levels year after year 

– be they in response to environmental initiatives or 
new technologies. Considered together with consumer 
trends and investments, this supports the view that the 
platform is indeed smoldering.

A final element that, while not a driving factor in itself, 
will have a significant impact on the shifts within the 
food system is economics. We’re seeing the cost 
for alternative products steadily nearing the level of 
conventional products. According to expert projections, 
the critical tipping point will take place sometime 
between 2025 and 2030. Once these products do 
become cheaper than their conventional counterparts, 
we can expect this market to really take off.

In terms of making a move, our advice for companies is to 

	■ go in with their eyes wide open,
	■ assess the reality of the market and 
	■ make the needed adjustments. 

Given the direction of consumers, investors and 
regulators, now is certainly the time to make strategic 
moves that will be decisive for building a viable business 
prepared for the future.

Cost

Conventional 
animal-based

US and Europe data; variations of product group and geographic area omitted for clarity 
Sources: Food Standards Agency, faunalytics, Frost & Sullivan, NewProtein.net

Timing of parity Timing of parity Timing of parity

2022 2025 2030 2035

Plant-based
Microorganism-based

Animal-cell-based

Alternative proteins could reach price parity with real meat over next decade 
Relative timing of costparity versus conventional animal meat.
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 III. HOW BIG SHOULD THE MOVE BE?

While the time for your business to move may be now, 
knowing the appropriate size of this transformation will 
vary greatly from company to company and from context 
to context. There is no set formula for dimensioning this 
move, meaning that the answer will depend on conducting 
a thorough assessment of the existing business strategy, the 
respective market landscape, your position along the food 
value chain as well as additional factors specific to your 
context and business – even including your company culture.

Having helped numerous businesses along the food 
value chain navigate the food system transformation, 
Integration has the experience and expertise to support 
clients on this journey and guide them as to the size of 
reaction required given their context. In the following, 
we provide illustrative examples of some businesses we 
supported in addressing this question as part of their 
own transformation.

AGRICULTURE PROCESSING RETAIL CONSUMER

Seeds
QSR

Millennials

Direct to consumer

...

Modern Trade

Flexitarians

Dark stores

Food service

Vegetarians

Ecommerce

Traditional Trade

Climatarian

Gen Z
Flavors

Vegetables

Packing/Bottling

Fertilizer

Ingredients

Meat

Wholesalers

Pesticides

Aromas

Fruits

Distributors

Feed

Manufacturing

Seafood

Cold chains

CREATING A DISRUPTIVE ROADMAP  
TO CONQUER MARKETS
A food-tech startup was seeking to conquer the emerging 
market of cultured meat – one that was already filled 
with competitors racing to develop viable products. The 
challenge involved tackling a nascent market characterized 
by high levels of uncertainty, working on assumptions in 
the absence of concrete data while needing to develop and 
update models as new information emerged. Considering 
the difficulties of driving a business still largely in the R&D 
stage paired with uncertainty on the consumer side in 

terms of acceptance, sizing the actual market potential 
would be a serious obstacle.

Approach

We supported the client in carrying out a global market 
scale and value-chain assessment of the cultured meat 
industry. This involved determining the expected market 
size for their product in major markets as well as value-
chain maps and the regulatory and taxation landscape. 
As new technology would be needed, it was important 
to answer questions such as:



	■ which industries to potentially partner with
	■ who had access to related technology
	■ whether to process the product in-house or provide basic 

material to other players on that part of the value chain

Results

The detailed market scan offered the client a  clear picture 
of the challenge at hand, supported by information on 
profit-pool sizing per target market, which would serve 
as a basis for pitches to investors. A new simulation tool, 
framework and long-term roadmap for each business 
area empowered the client to make up-to-date strategic 
decisions as new market information emerged.

ENTERING A NEW MARKET SPACE FROM  
THE GROUND UP
In light of ever-changing market demands and supply 
chain realities across food & beverage categories, 
a leading global player in flavoring and ingredients 
recognized an urgent need to update its operations 
according to the 5-year business strategy. Part of this 
involved focusing more on innovation and new platforms 
considering the broader food system transformation – 
including ingredients for alternative protein products, 
more natural products and solutions to reduce sugar. 

The client called on Integration to assist them with 
building a strategic roadmap to turn plans into concrete 
actions for their global operations area – one of the pillars 
of the ambitious new strategy. The team was tasked with 
holistically analyzing the operations of this area to 1) 
determine the current as-is, 2) the to-be and 3) the way to 
get there that would place the business on a sustainable 
growth path in a changing food system landscape.

Approach

A holistic framework was applied to address operations 
in their entirety – from strategic differentiators and 

value drivers to operational enablers – across all four 
regions and the entire value chain, including planning, 
procurement, manufacturing, logistics and customer 
service – via 4 steps:

1.	 Analyzing both pain points and existing excellence 
within operations

2.	 Defining a to-be plan for the operations area along with 
differentiators and focus areas along the value chain

3.	 Designing initiatives to cover gaps between the as-in 
and to-be at the global, regional and local levels

4.	 Translating plans and initiatives into a transformation 
roadmap that would prepare the business to achieve 
its objectives and overall strategy

Results

The new strategic roadmap established operations 
that would enable 6% CAGR over the next 5 years. The 
client also gained the acquired capabilities to deliver on 
demands related to innovation platforms and shifting 
customer needs (B2B and B2C). These capabilities 
allowed the client to more effectively address the needs 
of food & beverage startups, which had proven to be 
distinct from incumbents in terms of speed, volume, 
adjustments and innovation.

By streamlining operations processes to boost flexibility 
and agility across the value chain, the company was 
effectively able to increase speed to market – which 
was critical for new business frontiers across food 
system transformation categories. Finally, the newly 
designed end-to-end performance cell enabled the 
client team to effectively deal with E2E collaboration 
and steering across the value chain, especially for new 
ventures and innovations that would be a break from 
“business as usual”.
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 IV. WHERE DO WE START?

Once your business has identified that now is the right 
time to go and has a sense for the size of the move, the 
next key question to address is: 

Where do we start the transformation or where do 
we go next?

There are two entry points for businesses to  
consider here:

1. WE WANT TO GO NOW BUT DON’T KNOW 
WHERE TO START
Businesses beginning to consider their response to 
the food system transformation are advised to first 
set a course by developing an end-to-end strategy. 
This will provide absolute clarity as to where to start, 
exactly how big you need to go compared to your other 
investments and the potential benefits your business 
can expect.

2.WE’VE ALREADY STARTED BUT FACE SPECIFIC 
CHALLENGES
While some businesses may already have gained clarity 
as to when, how big and where to start the transformation, 
the sheer novelty and complexity of the food system 
transformation means that constant adjustment to new 
challenges will remain a reality. Some of these may cover 
areas issues such as:

	■ the go-to-market model
	■ your supply chain
	■ approaches to marketing
	■ closed-loop systems and more

When defining a plan of action, context is king. 
Depending on where your business is currently situated, 
you will face a different transition path, for which there 
are seven product offerings that can help propel you in 
the right direction – be it a complete E2E solution or 
specific challenges involving closed-loop solutions.



FOUNDATIONAL LEVER

THE 7 KEY FOOD SYSTEM TRANSITIONS FOR BUSINESS

Preparing food production to match 
consumption habits and overcome 
financial and environmental challenges

3

4

5

6

2

7

1
Developing, supplying and selling 
alternative proteins

3

4

5

6

2

7

1

Adapting the supply chain to reduce 
environmental footprint, handle new 
materials and improve service level

3

4

5

6

2

7

1

Developing brands with mission,   
purpose and connection to  
the consumer

3

4

5

6

2

7

1

Sustainably adapting supply chains 
for new materials in a cost-effective 
manner

3

4

5

6

2

7

1

Creating circular systems to capture  
and then re-use waste

3

4

5

6

2

7

1

Leveraging the power of local food 
economies to improve value-chain 
efficiency, cost and market relevance

3

4

5

6

2

7

1 2030 E2E STRATEGY

ALT. PROTEIN GTM 5.0

SUSTAINABLE & RESILIENCE 
SOURCING

FOOD PORTFOLIO 
METAMORPHOSIS

THE UNAPOLOGETIC  
BRAND VISION

FUTURE-PROOF  
SUPPLY PARADIGN

THE CLOSED LOOP 
 TRANSFORMATION
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2030 E2E STRATEGY

3
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5

6

2

7

1

How do we create a future-proof strategy and 
organizational model in line with emerging trends?

Being successful in a changing food system requires 
a redefinition of business strategies. This intcludes all 
the different elements for turning strategy into a reality 
– from the organizational model to the supply chain 
and go-to-market strategy. Overwhelmed by a lack of 
clarity on where to start, businesses are often left with 
a patchwork of initiatives that are inconclusive and fail 
to provide an end-to-end strategy for making effective 
decisions and acting in a fast-moving marketplace. A 
2030 E2E Strategy allows companies to establish the 
right direction, pace and quality of execution as well as 
authenticity in their brand and portfolio management.

ALT. PROTEIN GTM 5.0

3

4

5

6

2

7

1

How do we develop, supply and sell a new mix in 
a diversified protein supply landscape?

The protein supply landscape has been evolving rapidly, 
leading to high degrees of diversity and a movement 
beyond momentary interest. The challenge for incumbent 
and disruptive businesses alike is to set up a very clear and 
novel go-to-market strategy (GTM) and implementation 
plan in response to customer target segments, channels, 
pricing and all the other related elements. This must 
effectively incorporate the development, supply and sale 
of their chosen mix of proteins, using the appropriate 
blend of traditional and modern channels available to 
ensure successful execution.

SUSTAINABLE & RESILIENCE  
SOURCING3

4

5

6

2

7

1

How do we grow and produce food to overcome 
environmental challenges and lower supply 
chain risk?

The food systems transformation will impact sourcing in 
two major ways:

	■ The need to acquire different raw materials with 
different dynamics and requirements, e.g. natural 
plant-based raw materials with an impact on 
sourcing, region, pricing etc. 

	■ An imperative to make sourcing more sustainable 
and resilient and requiring companies to drive 
their upstream supply chain more by leveraging 
partnerships.

The overall aim and challenge lies in growing food 
more sustainably, adapting to changing habits such as 
in relation to raw materials and tackling environmental 
risks such as water availability.

FOOD PORTFOLIO  
METAMORPHOSIS

3

4

5

6

2

7

1

How do we adapt our product portfolio to match 
the healthy and sustainable lifestyles demanded 
by consumers?

Many incumbent companies feel content with the 
success of existing product portfolios that have driven 
growth for years. However, with consumer demand 
shifting and regulations increasingly calling for 
actions to address environmental, societal and health 
considerations, companies need to rethink their product 
and service portfolio to match. The challenge here lies in 
effectively transiting the business into this new landscape 
while tending to shorter-term financial commitments, 
shareholder interests and existing consumer demands.

THE UNAPOLOGETIC  
BRAND VISION

3

4

5

6

2

7

1

How do we develop brands with mission, purpose 
and connection to the consumer?

Regardless of the industry, brands need to convey a 
cohesive vision and purpose to their consumers. What 
may have proven successful in the past is not necessarily 
what will resonate with consumers in a transforming food 
system. As such, brands need to position themselves 
to represent the values and beliefs that the company 
wants to convey in a transparent and authentic way, 
while considering scrutiny from regulators and investors. 
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In this emerging and diverse landscape, brands that are 
able to express a convincing mission and purpose as 
well as truly connect with their consumers can achieve a 
distinct advantage over the competition.

FUTURE-PROOF  
SUPPLY PARADIGN

3

4

5

6

2

7

1

How do we adapt supply chains for new materials 
in a cost-effective manner?

In response to a fundamentally new strategy, GTM, 
portfolio and approach to sourcing, companies will 
need to radically adapt their supply chains. Taking the 
example of alternative proteins, supply chains can range 
from animal-based, agricultural and integrated supplies 
to more decentralized and industrialized chains. This 
transition arguably represents the most fundamental 
physical change to the business that demands sizeable 
assets and investment. It also touches on all elements 

of the supply chain, from strategy and organization to 
KPIs and warehousing. The biggest challenge is driving 
this change successfully and delivering a business case 
while maintaining business operations and profitability.

THE CLOSED LOOP 
 TRANSFORMATION

3

4

5

6

2

7

1

How do we create circular value chain models 
that reduce and re-use waste?

It has become imperative for the business world to 
take the environmental impact of the food system into 
account – and especially the high percentage of waste 
that remains a reality. To address this, the food system 
must become more resourceful and efficient in the way 
food along with side-stream products are used. For 
companies, this means creating closed loops for reusing 
and recycling resources to reduce or eliminate waste as 
well as new resources needed to maintain them.
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 V. WHAT RESULTS CAN WE EXPECT?

The future food system will offer significant opportunities 
for companies that choose to act. Once your business 
decides to start down this path, the benefits inherent 
to this rapidly expanding market that is being actively 
encouraged by consumer groups will become clear:

	■ Access to investments from one of the fastest-
growing sectors

	■ Role as an innovator in the marketplace
	■ Reputation as an organization seeking to benefit the 

planet and consumers
	■ Improved brand image and brand equity
	■ Better ability to attract, retain and develop the right 

employees and skillsets for developing the business.

On the other hand, companies that hesitate for too 
long and lag behind can expect to face numerous risks 
related to:

	■ Being prepared for new and upcoming legislation
	■ Fines stemming from non-compliance
	■ Resilience and the ability to fend off competition 

from companies that do go down this disruptive path

As illustrated in the graphic below, the market is giving 
us more and more concrete signs that the time is ripe 
to start considering a move within the food system 
transformation. 

CO
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Tap into fast-evolving markets, 
categories & consumer groups

Leverage financial and 
investments opportunities

Gain innovator status

Enhance brand image

Boost employee attraction, 
morale and retention

Increase preparedness for future 
legislation & potential fines

Advance productivity  
& reduce costs

Between 2010 and 2019, the retail sales value of meat substitutes in Europe 
increased by 121% with further retail growth expected¹

The total funding raised between 2012-2022 by the AgriFoodTech global 
ecosystem stands at €170.5 billion2

General Mills to covert 1 million acres of land to regenerative agriculture by 2030, 
Nestle investing $1 billion (2021-2026) in regenerative agriculture with suppliers3

78% of people surveyed by Eon said they pay attention to whether a business 
acts in a climate-friendly way4 while 25% of British actively meat-eaters tried to 
reduce meat consumption in 2019

When choosing a company based on sustainability credentials, Gen Zs rank 
this highest (67%) while over 55s rank it lowest (40%)5

70% of German, French and Dutch consumers support 0% VAT rate on 
vegetables and fruits and a higher VAT rate on meat6

Precision agriculture for input and water use optimization, can reduce 
farmers’ costs by up to $100 billion, globally7

1 Statista, 2022
2 FoodTech Data Navigator, 2022

3 Spoonshot, 2022
4 Eon Energy, 2020

5 Anthesis, 2020
6 Food Navigator, 2021

7 Fortune, 2020



 VI. FINAL THOUGHTS

WHEN SHOULD WE MOVE? 
The food system transformation is no longer something 
at the early stages of bleeding-edge development – with 
all the frailties and uncertainty that this entails. Consumer 
interest, investments and regulations are clearly all 
moving in a single direction. While economic headwinds 
and diverse challenges persist, the fundamentals driving 
this transformation forwards have been laid. Our advice 
to companies wondering when to move is: Be leading 
edge, not bleeding edge, but move fast to start occupying 
your space within the food system transformation.

HOW BIG SHOULD THE MOVE BE? 
There is no one-size-fits-all answer here as each business’ 
respective context, power to invest, appetite for risk and 
point of departure will be different. What we have learned 
from experience, however, is that the three factors of

	■ having clarity as to your place along the food system 
value chain

	■ adapting a mindset of collaboration and connection 
within the ecosystem

	■ taking a focused approach to commercialization can 
deliver a return for your company and your investors 
in the short, medium and long terms

These three parameters should guide you in finding the 
smart investment needed to win.

HOW DO WE START? 
It’s essential to start by obtaining a clear view of where 
your business can realistically be within a defined period 
of time. Doing so will help identify where your biggest 
gaps, constraints and opportunities lie. As we’ve seen, 
the biggest obstacles for mature plant-based companies 
involve supply chain issues, challenges with scaling up, 
being able to reduce costs to achieve cost parity, gaining 
clarity regarding which markets to play in and knowing 
how to enter their targeted markets.

What we know from the history of disruptive ventures 
is that, over time, the quality of disruptive products 
improves (in this case, taste) while the cost goes down – 
ultimately placing them in a position to beat incumbents. 
Combining these two factors with the environmental 
and health qualities that products born out of the food 
system transformation can offer, we are left with an 
enticing journey for leading food and drink companies 
to be a part of. 



DANIEL LENTFER
Sr Manager
dlentfer@integrationconsulting.com

JAMIE GALE
Partner
jgale@integrationconsulting.com

RODRIGO SEABRA
Partner
rseabra@integrationconsulting.com

JULIAN LEMPP
Sr Director
jlempp@integrationconsulting.com

SVEN HOFFMANN
Sr Manager
shoffmann@integrationconsulting.com

Our experts

          15 

mailto:dlentfer%40integrationconsulting.com?subject=
mailto:jgale%40integrationconsulting.com?subject=
mailto:rseabra%40integrationconsulting.com?subject=
mailto:jlempp%40integrationconsulting.com?subject=
mailto:shoffmann%40integrationconsulting.com?subject=


About Integration

Integration is a global strategy & management consultancy committed to realizing the change that our clients need. Founded 
in 1995, Integration has grown quickly to become an internationally recognized and award-winning consultancy firm operating 
from offices in Buenos Aires, Chicago, London, Mexico City, Munich, Santiago and São Paulo. To date, our teams have 
delivered thousands of projects for clients across virtually all industries in over 85 countries.
We work side by side with our clients to create customized solutions that match their business needs for change across all 
levels of the organization – always integrating our expertise with the client’s reality. The result of this for our clients is a unifying 
movement across the organization that creates a positive legacy of tangible change – always integrating people and business.

integrationconsulting.comVisit our website

	■ Countries we’ve worked in	■ Our offices
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since

1995

global offices

7

clients served

900+

projects delivered

3600+

countries worked in

85+

repurchase rate

87%

Our differential is an approach 
based on integrating teams –  
a transformation that’s only 
possible when working side 
by side

We believe in strategies that 
can be implemented

WE’RE PARTNERS IN YOUR 
TRANSFORMATION

What we offer

GROWTH

SUPPLY CHAIN

EFFICIENCY

ORG. DESIGN

M&A

How we offer it

AI
 &

 D
IG

IT
AL

Some of our clients – who are all available for references
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We’re proud of the recognition received for our work

|  go.to-int.com/linkedinFollow us on LinkedIn

Best Supply Chain Consultancy Award from 
Inbrasc – the Brazilian Supply Chain Institute 
(2016, 2017, 2018 and 2020-2021)

Top Employers among Medium-Sized Companies 
from Focus magazine 
(2022 and 2023)

Best Change Management 
Project in the Public Sector

Project of the Year

Commercial Impact
Category

International Project 
Category

LATAM
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“Integration” refers to the Integration Group, currently composed of the following companies: Integration Consultoría 
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Consulting Ltd; and Integration Management Consulting Inc. Integration© is a registered trademark of Integration.

This report is based on information available, collected or provided to Integration (“Information”). This material developed by 
Integration (“Knowledge”) is Integration’s exclusive property. Integration has not independently verified, to any extent or by 
any means, in whole or in part, the truthfulness, correctness or accuracy of this Information and Knowledge, and therefore 
makes no representation or warranty as to these elements.

The analysis and conclusions contained in this report are based on Integration’s Information and Knowledge, through the 
work of Integration’s professionals and the company’s sole judgment. Integration assumes no responsibility or liability for 
the Information (including analysis and conclusions) derived from unexamined sources or unanalyzed documentation. No 
Information or Knowledge shall be construed or deemed as forecast, promise or guarantee of future performance or outcome.

The Information, Knowledge and any analyses contained herein should not be construed as advice, guidance, or a 
recommendation of any kind or nature. Any opinions expressed by any Integration professional regarding any of the contents 
of this material are the sole representation of the personal opinion of such professional and not Integration's. Integration, its 
respective partners, directors, managers, and employees shall not be liable, whether on civil or criminal terms, for the use 
or reliability of any Information, Knowledge or analysis contained herein.

Any personal data eventually processed for the preparation of this material complies with the provisions of the applicable 
data protection legislation and other relevant regulations.

This report is not and does not constitute (and should not constitute the basis for) an offer, advertisement, or any other type 
of solicitation for any decision to buy, sell, or participate in any form of business or transaction, commercial or otherwise, 
for the provision of consulting services, in any jurisdiction where this material is presented. Integration is not responsible for 
any actions taken or decisions made based on this report. Before making any decision or taking any action that may affect 
your personal finances or your company, consult a qualified professional advisor.

This material may not be published, transmitted, copied, reprinted, reproduced, or redistributed, in whole or in part, regardless 
of the reason or circumstance, without prior authorization from Integration. If authorized, this material must be accompanied 
by proper credit and acknowledgment of Integration’s authorship.

Integration reserves the right to update or modify this Legal Notice at any time without prior notice.
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