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COMPANY OVERVIEW

COMPANY HISTORY

Food House is part of the Alshal Group, which its roots trace back 
to the early 1950s, when its founder (the respectful Mehdi Gadad) 
started distributing olive oil in Azizia (a small village located in 
the suburbs of Tripoli). Food House started its operation in Libya 
in 2011, currently, the company has more than 200 distribution 
vehicles across the country with a wide variety of FMCG brands.

Food House is the largest FMCG in Libya. Our business model 
involves the importation of reliable quality FMCG and distributing 
them all over the country.  The value Food House adds to the Libyan 
Food Sector is attributed to the high quality of its products and 
the reasonability of its prices. We are the exclusive distributor for 
many leading FMCG names on the global scale such as Almarai 
and Segafredo. With the help of our European manufacturing 
partners, we have recently adopted private labelling policy, which 
has allowed us to fulfil the needs of our customer more efficiently.

DISTRIBUTION 
VEHICLES

1950s 200



MISSION

To provide high quality products and services to our esteemed 
customers in order to meet their needs and expectations in 
cognizance of the latest developments in food market.



VISION

To be the best 
provider of quality 

and healthy foods in 

and beyond
“AFRICA”



OUR VALUES

CUSTOMER SERVICE

RESPECT

We highly value our customers in everything we do. Food 
House acknowledges the customer as the boss. Everything 
that we do is in the purpose of enhancing the customer 
experience with our products.

We value and appreciate the contributions made by all 
stakeholders.



STRIVE FOR EXCELLENCE

We are continuously innovating and trying new ways of doing 
things. We share an exceptional commitment together with our 
brands to customer satisfaction. At Food House, we acknowledge 
that we are a learning organization that seeks to anticipate and 
respond to the dynamic system and employee needs through 
consistent innovation and evolution.



RESPONSIBILITY

OUR OBJECTIVE 

We operate our business in an ethical way as we acknowledge 
that sound ethics is great business. At Food House, we 
conduct our business to the highest standards of integrity, 
honesty and fairness. Also, we are collectively and individually 
responsible for what we do.

We appreciate the role played by our customers, and focus to 
ensure that they are at the heart of everything we do. We strongly 
believe that our success is influenced by the satisfaction of our 
valued customers. Being one of the leaders in the country and 
continent, we remain committed to offer superior values to our 
employees, vendors as well as business partners in order to become 
a trusted player in the FMCG industry. Our aim is to provide quality, 
value, cleanliness and service for all customers.



CORPORATE SOCIAL 
RESPONSIBILITY

COMMUNITY 

Our mission statement clearly states the commitment we have 
towards the communities we operate in. Health and wellbeing 
are at the core of all that we do. Food House’s total stakeholder 
approach goes beyond public relations and lofty goals. In the 
future, the organization will devote some part of its profits to 
charitable donations. In the next 10 years, it will be donating 
percentage of its after-tax profit to charity. It will also support 
students and local communities in Libya and Africa.



ENVIRONMENT

We practice and advance environmental stewardship. We also 
take social responsibility seriously. In the future, we commit to 
devise ways for reducing, reusing and recycling in our locations/
stores and across the entire business. We will use low energy LED 
light bulbs, waterless urinals, energy saving equipment as well as 
recycle used cooking oil into biodiesel in order to fuel about 25% 
of our delivery trucks. In the next 5 years, Food House will also be 
recycling cardboard boxes utilized in more than 90% of its stores, 
and significant proportion of its packaging will be predominantly 
made from renewable resources. 

Over the years, we have had a history of responsible business 
behavior, and strongly believe that foods, non-food as well as retail 
businesses success is not merely about the profits in numbers, but 
about the way these numbers are reached. 

Our corporate strategy depicts out commitment to sustainable 
business practices and balancing responsibility alongside growth 
and productivity. Our team has upgraded its technical expertise 
by aligning with professional teams, introducing new technical 
knowledge into the production and food safety measures.



OUR GUIDING 
PRINCIPLES

Social Stewardship
Demonstration of 

social responsibility 
and good corporate 

citizenship.

Fun
Approaching all 
challenges with 

energy, excitement, 
and enthusiasm. 
Celebrating every 

step of the journey

Healthy Eating/foods
We engage in and 

advance environmental 
stewardship

Innovation
Excellence and superior 

performance in 
everything we do.



OUR BRANDS

Albaraka



The values that have been driving the brand are product freshness, 
developing win-win relationships, and high quality products that 
are loved by consumers in Libya. Consumers remain at the heart of 
Albaraka corporate strategy.

Since its inception in 2008,  Albaraka has to be 
the largest and most successful consumable 
oil in Libya. It began as “Albaraka Vegetable Oil 
Refinery and Filling” for production of Corn Oil, 
Sunflower Oil, Palm Oil, Soybean Oil, and Extra 
Virgin Olive Oil with two top of the art Italian 
and French bottles lines. 

ALBARAKA

Albaraka



Tebra is our new brand for dairy products, with the help of our 
European partners we introduced Tebra to the Libyan market in 
the summer of 2018. In such short time Tebra managed to win the 
hearts of the Libyan consumers.

All Tebra products are manufactured in Europe according the 
highest global quality standards. Tebra is targeted at consumers 
who love dairy products, our consumer testing takes in consideration 
all aspects that can improve the experience of the customer with 
Tebra products.

TEBRA 



Our Italian partner has put every resource in their 
disposal to develop Prima for Food House. Prima 
is a premium brand which is a well-known in the 
Libyan market for its delicious pasta noodles. 

The product range of prima also includes flour and couscous. The 
prima name is linked to high quality products in Libya, which was 
reached by being close to the customers and their needs.

PRIMA



Segafredo is an Italian coffee brand 
which choose Food House to be 
its partner in Libya. Segafredo was 
founded by Massimo Zanetti in Italy 
where it has become a leader in the 
coffee market. The brand’s constant 
drive to excellence in efficient 
service, product quality and a friendly 
atmosphere makes a real difference 
in the experience of our customers. 
Similar to the parent company, this 
brand’s mission is to spread culture, 
taste and preparation method the 
true Italian Espresso globally.

Some of the products include: 
Segafredo Casa Ground Coffee, 
Segafredo Intermezzo Ground 
Coffee, Segafredo Emozioni Ground 
Coffee, Segafredo Espresso Moka 
Ground Coffee, Segafredo Enzo 
Ground Coffee, and Segafredo 
Brillante Ground Coffee.

SEGAFREDO



ALMARAI

Almarai is one of Food house most close 
partners. Almarai is the largest dairy brand 
in the middle east by market value, operates 
dairy farms and processes food, in addition 
to marketing dairy products and fruit juices. 
The name Almarai means ‘green pastures’ in 
Arabic.



RESOURCES & CAPABILITIES

TripoliZawiyah

Misratah

Bani Walid

Gharyan

Banghazi

Tobruk

LIBYA

More than 
7000 points 

of sales 

More 
than 200 

distribution 
vehicles

About  
employees 

and a highly 
diversified 
workforce



SHELVES
Our products occupy the best shelfs in more 

7000 point of sales across Libya



DISTRIBUTION NETWORKS

The distribution network follows a defined channel

Warehouses Distribution 
vehicles

Point of 
sale 

Customers



MR. MARWAN GADAD

A MESSAGE FROM 
THE CHAIRMAN

 “I would like to thank you and it is my pleasure to work with our 
staff and business partners.”

Libya particularly is considered to be our focused geographic market 
where we intend to achieve sustainable long-term growth and 
maintain leadership position in the market being environmental 
friendly businesses.



Food House growth will provide the basis for more investments 
and value creations to all stakeholders. 

This development is reflected by enlarging the product platform 
and by introducing creative customized end products to the market. 
We firmly seek to strike the right balance between profits and 
principles. We will take courageous stands and we will continue to 
be active on behalf of issues such as environmental sustainability, 
equality, assurance and corporate social responsibilities.

Corporate social responsibility remains high on the agenda of 
Food House. Our contribution to community growth, culture and 
development is a key driver for ensuring the health and well-being 
of the people who build this community and those in our group 
who push forward in that direction. We are determined to scale 
greater heights by providing product and services that exceed our 
expectations.

Finally, I would like to thank each and everyone in Food House and 
look forward to work together, to conquer newer frontiers and 
achieve greater success in the future.
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