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About the Cover
SETTING THE TABLE FOR SHARED PROSPERITY

Food has always brought people together 

— around a table, across generations, and 

within communities. It is best when shared. In 

the same way, we believe prosperity should 

be shared: a table that reaches more people, 

nourishing more lives.

In 2024, we reinvested with purpose — setting 

the table for more by keeping our products 

CNPF’s 2024 annual and sustainability report 

provides information on the consolidated 

financial, economic, environmental, social, and 

governance performance across our business 

units including Branded Marine, Meat, Milk and 

other emerging businesses, and OEM Tuna and 

Coconut Exports, covering the period from 1 

January to 31 December 2024.

Sustainability data points and disclosures 

have been aggregated to encompass all CNPF 

business activities, including our company-

owned manufacturing facilities, supply chain 

and logistics and corporate support offices 

operating in the Philippines. Our international 

office, partner toll manufacturers, and newly 

acquired coconut processing facility have been 

excluded from our sustainability disclosures.

About the Report

2-2 2-3

affordable, expanding capacity, and creating 

jobs. We promoted health and wellness, 

supported local livelihoods, and worked 

closely with communities, uplifting every hand 

that helps bring food to every home.

Together, we’re working toward a future where 

we nourish and delight everyone, every day, 

everywhere.

CNPF has prepared its sustainability 

disclosures and annual report with reference 

to the latest 2021 GRI Standards. As part 

of our ongoing commitment to inspire our 

stakeholders to contribute to sustainable 

development, we continue to share not only 

our progress and opportunities, but also our 

challenges and learnings.

The report will be distributed primarily in digital 

format. Please visit https://centurypacific.

com.ph/ to download a copy. Limited printed 

copies made with recycled paper will also be 

available. 

For questions or feedback regarding our 

sustainability disclosures, as contained in this 

report, please contact CNPF Investor Relations 

at investorrelations@centurypacific.com.ph.
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A Message to Our 
Shareholders 2-22

Here we are, halfway through the 2020s. If the 1920s were dubbed 

“the Roaring Twenties,” perhaps this decade might be remembered 

as “the Turbulent Twenties”  —  or, with a more optimistic lens, “the  

Transformative Twenties.”

It’s been quite a 昀椀ve-year journey for our company. Some may even 
call it transformational. From the end of 2019 through 2024, Century 

Paci昀椀c delivered a compounded annual growth rate of 13% in revenues 
and 15% in net income. We are deeply grateful — and, in some ways, 
incredulous — when we re昀氀ect on this performance amid a backdrop of 
global disruption: a pandemic, climate extremes, geopolitical upheavals, 

and economic uncertainty.

Nevertheless, the opportunity to grow the business and achieve these 

results has been deeply ful昀椀lling. But beyond the numbers, we are driven 

by the desire to win in the marketplace and create value, while being 
equally motivated by the social impact our activities are able to deliver.

By the end of 2024, our business supported 29,250 jobs. For instance, 
our expansion of the coconut business, anchored by a new manufacturing 

facility in Tangub, Misamis Occidental, created 1,500 manufacturing jobs 
and opened up market access for surrounding farming communities.

And just as food is better when shared, so is prosperity. As we advance 
in our mission and business ambition, we would like to think that Century 
Paci昀椀c is setting the table for shared prosperity.

As we carry on with our journey, we remain focused on scaling both our 
business and our impact. Our ambition is not only to grow, but to grow 

meaningfully — for our consumers, our partners, and the communities  

we serve.
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Zooming in now to the year that had just concluded – there is much to celebrate. The team worked 
intensely to deliver 12% top line growth, attaining revenues of Php 75.5 billion. Gross margins 
expanded to approximately 26% by yearend, which we then reinvested into brand building and 
demand generating activities. As a result, the company generated a healthy bottom line increase of 

14%, with net income at Php 6.3 billion. 

In the face of a tough macroeconomic backdrop, the Branded segment, which constituted most of 
our sales, delivered 7% volume-led growth. The segment’s performance was underpinned by our 
diverse brand portfolio spanning various price points, along with accelerated investments to deepen 

consumer engagement.

Driving the Company’s momentum was the OEM Exports business, which posted 36% growth on 
the back of favorable input costs, a low base, and the sustained global demand for healthier products.

These results re昀氀ect the strength of our all-weather, multi-cycle portfolio — built to adapt to shifting 
economic conditions. In downcycles, consumers prioritize essentials; in upcycles, they expand their 

baskets. On the supply side, our portfolio diversity hedges against commodity volatility and enables 
growth across shifting market environments.

Demonstrating our resilience, our Tuna and Coconut OEM Exports segment emerged as 

a key growth driver, contributing about a 昀椀fth of total revenue. 

Our Coconut OEM Exports business marked a major milestone with the acquisition of Coco 
Harvest, Inc., a fully integrated coconut processing facility in Tangub, Misamis Occidental. 

This effectively increases our production capacity while creating 1,500 manufacturing 

jobs and opening up market access for nearby farming communities  — a win for both 
business and community. We were also able to lock in an expanded long-term contract 
with The Vita Coco Company, strengthening our position as a trusted global partner.

This principle of shared prosperity extends across our network. In General Santos, our 
Tuna and Coconut OEM exports not only drove growth but also led our shift to renewable 

energy. Today, our plants there run on nearly 70% renewables — 8.6 MW of solar power 
and hydro from the grid. Furthermore, our coconut facility runs on biomass boilers fueled 

by coconut shells, cutting coal use by almost 40%. 

Meanwhile, our Tuna OEM also spearheaded local mangrove planting to help restore 

ecosystems, enhance food security, and protect coastal communities.

2024 RECAP

OUR PROGRESS
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These investments go beyond environmental impact. They are proactive 

choices that enhance ef昀椀ciency, improve resource management, and create 
long-term value for the business and the rest of the supply chain.

On the Branded side, 2024 was a year that tested our resilience — an 
uphill climb marked by persistent in昀氀ation and evolving consumer priorities. 
Nonetheless, we stayed the course, reinvested in our brands, and drove 

volume-led growth, demonstrating the continued relevance of our value-
driven portfolio.

Domestic Tuna had a solid year, posting growth across brands, running a 

highly successful Century Tuna Superbods campaign, and promoting the 
circular economy through Saving Our Seas. While we remain the dominant 
player with 83% market share, we recognize the need to reinforce our 
leadership. We’re focused on deepening consumer connection, sustaining 
brand investment, and driving relevance across our portfolio.

Sardines maintained a solid #2 ranking, with growing momentum to challenge 
for leadership, supported by our efforts to reinforce supply resilience through 

Sustenido Bulan. This initiative signi昀椀cantly reduced 昀椀sh rejection rates from 
13% down to 3%, which means better quality 昀椀sh, less marine and food 
waste, and more income for 昀椀sherfolk. This represents our commitment to 
building a more inclusive and sustainable supply chain — one that strengthens 

community livelihoods while securing long-term business continuity.

On the Meat side, we delivered a back-ended growth and reinforced our 
market leadership with a 52% share. By amplifying our value-for-money 
proposition, the segment returned to growth in the second half. At the same 

time, the team kept the innovation engine running, launching new products 
with more in the pipeline and setting the stage for a better 2025.

Our growth driver, Milk, reached all-time high market shares in both powdered 
and culinary dairy last year — a milestone not just for the brand, but for our 
goal of democratizing nutrition. Birch Tree powdered milk grew to 28% market 
share in 2024 and has already reached 30% as of 2025. The same goes for 
culinary creams, where Angel surpassed 30% market share through value 
for money innovations and brand-building efforts. With double-digit growth, 
we’re pleased with the progress made — but we recognize there’s still more 

work ahead and greater opportunities to unlock.
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We bring that same spirit of innovation and shared success to our emerging 
brands — each one built to address a real need in the market.

Our Branded Coconut business continues to deliver exceptional growth with 

Coco Mama. By offering ready-to-use, shelf-stable gata, we’ve simpli昀椀ed meal 
preparation for Filipino households. As a 昀椀rst mover in this underpenetrated 
category, the brand posted strong double-digit growth in 2024. The business 
is also poised to bene昀椀t from expanded capacity via investments in a new 
factory in Misamis Occidental, which started operating in late 2024, further 

supporting future growth and supply resilience.

We also advanced shared goals with smallholder farmers through Save Our 
Coconuts, addressing aging trees, boosting farm productivity, and securing 

long-term supply. 

With 67% of Filipino households now owning pets, the market for pet nutrition 
continues to scale. Our Pet Food business taps into this growing demand by 

offering an accessible, nutritionally balanced option with the Goodest brand — 
starting with wet pet food and expanding into dry in 2024. We’re encouraged 
by the early performance of our Pet Food business, with expectations to 

grow and scale into the future as category penetration rates increase with 

the growing middle class.

As part of our health and nutrition focus, we continue to champion a plant-
rich diet through our Plant-based Alternatives business, unMeat. While still 
nascent, we see it as a long-term play to future-proof our portfolio for both 
people and planet. With 13,000 points of sale globally, we’re pleased to see 
this homegrown innovation gaining ground internationally.

Our Refrigerated Food business has faced in昀氀ationary headwinds in 
recent years, but we’ve taken steps to reposition it for long-term growth — 
streamlining operations, making strategic pivots, and renewing our focus 
on innovation. In 2024, we rolled out the Century Super Kids Crispy Tuna 
Nuggets, a better-for-you option designed to make healthy eating more 
appealing for families.

Some of these emerging businesses are still subscale but play a role in the 
portfolios as bets that can be avenues for future growth. Collectively, they 

now account for 7% of total revenues, growing 20-30%. Already, some are 
on their way to becoming future business pillars.
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As a food company, we are also compelled to do our part in alleviating hunger 

and promoting nutrition education. Kain Po, our 昀氀agship feeding program 
led by RSPo Foundation, has delivered over 82 million servings of protein to 
partner schools and communities since 2010. In 2024, 15 million servings 

were donated, bene昀椀ting the lives of 300 thousand Filipinos.

We have also made signi昀椀cant steps to reduce our plastic footprint as a 
Plastic Cleanup Partner with the Plastic Credit Exchange. In 2024, we have 

been able to successfully recover post-consumer plastic waste equivalent 
to 100% of our brands’ 昀氀exible packaging footprint, ahead of the EPR.

Looking back at our progress in 2024, I’m inspired by what we’ve achieved. 
The aim is to continue to balance the needs of our stakeholders and, in effect, 
set the table for shared prosperity.

We’re humbled that our efforts have been recognized by organizations 
such as Institutional Investor, Golden Arrows, and the Asia Paci昀椀c Enterprise 
Awards. While these acknowledgments aren’t the reason we do what we 
do, they serve as meaningful af昀椀rmations that we’re on the right path. For 
that, we’re truly grateful.

One recognition that was particularly valuable was being named among 

Forbes’ World’s Best Employers. It’s a re昀氀ection of nearly 30,000 jobs that 
we’ve supported across our network, including both our employees and 
those of our partners. What drives us is the opportunity to do meaningful 
work — work that uplifts lives, creates opportunities, and enables families to 
grow alongside the business. 

These recognitions are not ours alone; they belong to everyone who helps 

make Century Paci昀椀c what it is today.

Turning to the present, we are now more than a quarter into 2025. Our Q1 

headline results indicate a continuation of last year’s positive trajectory, with 
revenues up 10% and net income growing by 11% versus the same period 
in 2024.

Interestingly, our branded and OEM businesses switched roles this quarter: 

Branded rose by 13%, buoyed by a more benign economic environment, 
including easing in昀氀ation — now below 2% — driven by lower rice and fuel 
prices. OEM, on the other hand, slightly contracted by 2%, as a result of rising 
commodity costs and lapping a high 2024 base.

Despite ongoing uncertainty from tariffs and commodity volatility, we continue 

to target double-digit growth for the full year. One of our working assumptions 
is the imposition of a minimum 10% tariff on exports to the US. With the US 
market accounting for less than 5% of our total revenues, we believe we can 
manage this impact. Still, we remain vigilant to the broader implications of 
shifting trade policy, de-dollarization, and the de-globalization of commerce. 
These forces require us to stay nimble and prepared for both emerging risks 
and new opportunities.

We are well-positioned to seize opportunities ahead. Our strong balance 
sheet gives us the 昀氀exibility to invest in future growth — whether through 
capacity expansion, innovation into new SKUs or categories, or bolt-on 
acquisitions — while staying focused on building a stronger, more inclusive, 

and resilient Century Paci昀椀c.

BEYOND THE BOTTOMLINE 2025 OUTLOOK
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Zooming out to the road ahead, we are fortunate that our business remains 

largely anchored in the Philippines. Our consumption-driven economy 
offers some insulation from the epochal uncertainties facing global trade. 

If the country sustains GDP growth of 5–6% in the years ahead, we will 
aim to compound at 2x that pace over the next 5 years.

We remain steadfast in our mission to deliver affordable nutrition and 
to multiply our impact. Our aspirations are clear: to make our portfolio 
healthier, our business model more economically inclusive, and our 

environmental footprint more responsibly managed.

May Providence continue to look kindly on our work as we move forward 
this next half-decade to conclude the “transformative twenties”.

ASPIRATIONS FOR THE FUTURE For all that we have achieved, our deepest thanks go to the Century Paci昀椀c 
team — for your passion, teamwork, and malasakit. To our Board, thank 
you for your guidance, your constant push to do better, and yes, even the 

occasional scolding. To our shareholders and bankers, we are grateful for 
the trust you place in us and the privilege of being stewards of your capital. 

To our customers and trade partners  — thank you for your partnership. 
And last, but certainly not the least, to our loyal consumers, thank you for 
continuing to choose our brands — all of what we do is possible because 

of you!

Chris Po
Executive Chairman

Ted Po
President & Chief Executive Of昀椀cer
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Board of Directors 2-11

CHRISTOPHER T. PO
Filipino, 54

Executive Chairman 

TEODORO 
ALEXANDER T. PO
Filipino, 55

Vice Chairman, President, 

Chief Executive Of昀椀cer

Date of Appointment: 28 October 2013

Length of Service (as of 31 December 2024): 11 years

Academic/Professional Quali昀椀cation
• Former Managing Partner for Guggenheim Partners, 

a U.S. 昀椀nancial services 昀椀rm, leading the 昀椀rm’s Hong 
Kong of昀椀ce

• Former Management Consultant at McKinsey and 
Company

• Former Head of Corporate Planning for JG Summit 
Holdings

• Graduated from the Wharton School and College 
of Engineering of the University of Pennsylvania 
in 1991 with dual degrees in Economics (昀椀nance  
concentration) and Applied Science  
(system engineering) 

Date of Appointment: 28 October 2013

Length of Service (as of 31 December 2024): 11 years

Academic/Professional Quali昀椀cation
• Graduated Summa Cum Laude from Boston University with a Bachelor of Science 

degree in Manufacturing Engineering in 1990

• Completed the Executive Education Program (Owner-President Management Program) 
at Harvard Business School

• Held various positions in Century Paci昀椀c since 1990; designed, built, and managed 
several factories of the Group

Present Directorships
Other Publicly Listed Companies – Af昀椀liates
• Vice Chairman of Shakey’s Pizza Asia Ventures, Inc.

• Holds a Master’s Degree in Business Administration 
from the Harvard University Graduate School of 
Business Administration

• Member of the Board of Trustees of the Ateneo de 
Manila University, Asia Society Philippines, and Child 
Network Protection Group

• President of the CPG-RSPo Foundation

Present Directorships
Other Publicly Listed Companies – Af昀椀liates
• Chairman of Shakey’s Pizza Asia Ventures, Inc.
• Director of Arthaland Corporation

Other Non-Listed Companies/Organizations
• Independent Director at AB Capital Securities, Inc.
• Independent Director at Maya Bank, Inc.
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RICARDO GABRIEL 
T. PO
Filipino, 57

Vice Chairman

LEONARDO ARTHUR 
T. PO
Filipino, 48
Treasurer

Date of Appointment: 28 October 2013

Length of Service (as of 31 December 2024): 11 years

Academic/Professional Quali昀椀cation
• Graduated Magna Cum Laude from Boston University with a Bachelor of Science degree in 

Business Management in 1990
• Completed the Executive Education Program (Owner-President Management Program) at 

Harvard Business School in 2000
• Former Executive Vice President and Chief Operations Of昀椀cer of CNPF from 1990 to 2006

Present Directorships
Other Publicly Listed Companies – Af昀椀liates
• Vice Chairman of Shakey’s Pizza Asia Ventures, Inc. 
• Vice Chairman of Arthaland Corporation

• Director of IP E-Game Ventures, Inc.

Date of Appointment: 28 October 2013

Length of Service (as of 31 December 2024): 11 years

Academic/Professional Quali昀椀cation
• Graduated Magna Cum Laude from Boston University with a Bachelor of Science degree in 

Business Administration 
• Has extensive and solid business development experience in consumer marketing, 昀椀nance, 

and operations of fast-moving consumer goods (FMCG), foodservice, quick-serve restaurants, 
and real estate development

Present Directorships
Other Publicly Listed Companies – Af昀椀liates
• Treasurer and Director of Shakey’s Pizza Asia Ventures, Inc.
Other Non-Listed Companies/Organizations
• President and Chief Executive Of昀椀cer of Paci昀椀ca Homes Development Corporation
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ATTY. REGINA 
STELLA
J. BARRIENTOS
Filipino, 54

Director 

FRANCES J .YU
Filipino, 55

Lead Independent 

Director

Date of Appointment: 6 July 2023

Length of Service (as of 31 December 2024): 1 year and 6 months

Academic/Professional Quali昀椀cation
• Founder, name partner, and Chief Executive Of昀椀cer of PJS (Puyat Jacinto Santos) Law
• Specializes in mergers and acquisitions and corporate law, with extensive experience 

in energy, infrastructure, and con昀氀ict resolution
• Holds a Juris Doctor (JD) degree and a Bachelor of Science degree in Legal Management 

from Ateneo de Manila University

Present Directorships
Other Non-Listed Companies/Organizations
• Chief Executive Of昀椀cer of PJS Law

Date of Appointment: 5 March 2019

Length of Service (as of 31 December 2024): 5 years 

and 10 months

Academic/Professional Quali昀椀cation
• Former Chief Retail Strategist of Mansmith and 

Fielders, Inc.

• Former Vice President and Business Unit Head of 
Rustan’s Supermarket

• Former Vice President and Head of Marketing 
Operations for Rustan’s Supercenters, Inc.

• Founder of FJY Consulting, Inc.

• Former Vice President and General Manager of a 
marketing research and consulting 昀椀rm catering to 
the top 500 corporations in several sectors

• Former Chairperson for the National Retail Conference 

and Stores Asia Expo (NRCE) Programs Committee 
of the Philippine Retailers Association from 2003 to 

2005

• Graduated Summa Cum Laude from Fordham 
University, New York with a Bachelor of Arts degree 
in English Literature

• Graduated Magna Cum Laude from the Augustine 
Institute in Denver with a Master’s Degree in Theology

Present Directorships
Other Publicly Listed Companies – Af昀椀liates
• Independent Director of Shakey’s Pizza Asia Ventures, 

Inc.
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STEPHEN ANTHONY  
T. CUUNJIENG
Filipino, 65

Independent Director

Date of Appointment: 6 July 2023

Length of Service (as of 31 December 2024): 1 year 

and 6 months

Academic/Professional Quali昀椀cation
• Former Chairman and CEO of Evercore Asia Limited

• Former Vice Chairman of Macquarie ASEAN
• Former Managing Director of Merrill Lynch and Head 

of Power and Energy in Asia

• Former Managing Director and Vice President of 

Salomon Brothers
• Distinguished global investment banker

Present Directorships
Other Publicly Listed Companies – Af昀椀liates
• Independent Director of Philippine Bank of 

Communications

• Independent Director of First Philippine Holdings 

Corporation

• Independent Director of Century Properties Group
• Independent Director of Green Energy Holdings, Inc.
Other Non-Listed Companies/Organizations
• Advisory Board of Wharton
• Director of the International Advisory Board of the 

New York Philharmonic
• Senior Advisor of PAG
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PHILIP ALEXANDER 
G. SOLIVEN
Filipino, 63

Independent Director 

Date of Appointment: 6 July 2023

Length of Service (as of 31 December 2024): 1 year and 6 months

Academic/Professional Quali昀椀cation
• Former President and Chairman of Cargill Philippines, Inc.

• Former President of Philippine Bio-Industries
• Former Director of C-Joy Poultry Meats, Inc.
• Former Vice President of Corporate Banking of the First National Bank of Boston in 

Singapore and Hong Kong
• Holds a bachelor’s degree in Business Management from Ateneo De Manila University

Present Directorships
Other Publicly Listed Companies – Af昀椀liates
• Lead Independent Director of the Metropolitan Bank and Trust Co.
Other Non-Listed Companies/Organizations
• Treasurer and Director of The American Chamber of Commerce of the Philippines

• Board Member of ARK - Advancement for Rural Kids

REGINA ROBERTA  
L. LORENZANA
Filipino, 53

Independent Director

Date of Appointment: 18 March 2021

Length of Service (as of 31 December 2024): 3 years 

and 9 months

Academic/Professional Quali昀椀cation
• Founder, Nada Debajo S.L., Barcelona 
• Chief Energist, BetterBrandLabs, Inc., Manila 
• Has over 27 years experience, working in senior 

executive roles in developed and emerging markets 
in consumer goods, with proven results driving 

turnarounds and building businesses to scale.

• Held various executive leadership positions as Global 
Vice President for Fabric & Fashion for Unilever PLC, 
Regional Vice President for Unilever Asia Africa & 
MiddleEast Deodorants, Vice President for Personal 

Care Unilever Philippines, and Marketing Director 

positions in Unilever Indonesia and China.
• Awarded Asia Paci昀椀c Tambuli Chief Marketing 

Communications Of昀椀cer of the Year
• Fellow at the International Women’s Forum
• Completed the Senior Executive Education IWF 

Program and Leading Global Brands at Harvard 
Business School, Sustainability Leadership at the 
University of Cambridge, as well as senior executive 
programs at INSEAD

• Holds a bachelor’s degree in Management Engineering 

from Ateneo De Manila University

Present Directorships
Other Publicly Listed Companies – Af昀椀liates
• Founder, Nada Debajo S.L., Barcelona
• Chief Energist, BetterBrandLabs, Inc., Manila
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Executives & 
Officers

TEODORO ALEXANDER T. PO
PRESIDENT & CHIEF EXECUTIVE OFFICER

Year Joined: 1990 

Held various positions in Century Paci昀椀c 
since 1990. Designed, built, and managed 

several factories of the group. Completed 

the Executive Education Program (Owner-
President Management Program) at 

Harvard Business School. Graduated 
Summa Cum Laude from Boston University 
with a Bachelor of Science degree in 
Manufacturing Engineering

CHRISTOPHER T. PO
EXECUTIVE CHAIRMAN

Year Joined: 2006 

Former Managing Director for Guggenheim 
Partners, a US 昀椀nancial services 昀椀rm 
where he was in charge of the 昀椀rm’s 
Hong Kong of昀椀ce. Former Management 
Consultant at McKinsey and Company 
working with companies in the Asian 
region. Former Head of Corporate Planning 

for JG Summit Holdings. Holds a Master’s 
Degree in Business Administration from 
the Harvard University Graduate School of  
Business Administration
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GREGORY FRANCIS H. BANZON
EXECUTIVE VICE PRESIDENT & CHIEF 

OPERATING OFFICER

Year Joined: 2011 

Served as General Manager and Business 
Unit Head at Century Paci昀椀c. Has over 
20 years of experience in general 

management, marketing, and sales 
functions. Former General Manager of 
RFM Corp. Former Country General 
Manager of Johnson & Johnson Indonesia 

and VP for Marketing of Johnson & 
Johnson ASEAN. Agora Awardee for 
Outstanding Achievement in Marketing 
and for Export Marketing. Holds a bachelor 
degree in Commerce, Major in Marketing 
Management from De La Salle University

RICHARD KRISTOFFER S. MANAPAT
VICE PRESIDENT OF FINANCE, CHIEF 

FINANCE OFFICER, CHIEF RISK OFFICER,  

& CHIEF INFORMATION OFFICER

Year Joined: 2011 

Held various positions at Century Paci昀椀c, 
including Head of Corporate Finance 

Planning and Finance Head of Tuna business 

unit. Held management positions under 

Finance at Unilever Philippines. Certi昀椀ed 
Public Accountant, Certi昀椀ed Management 
Accountant, Certi昀椀ed Risk Analyst, and 
Certi昀椀ed in Agile. Graduated cum laude 
from the University of the Philippines with 
a degree in Business Administration and 
Accountancy. Completed the Strategic 
Business Economics Program from the 
University of Asia and the Paci昀椀c and the 
Executive Education General Management 
Program at Harvard Business School

EDWIN RAYMOND C. AFRICA
EXECUTIVE VICE PRESIDENT - 

CORPORATE GENERAL MANAGER  

AND GROUP BUSINESS UNIT HEAD

Year Joined: 2014 

Has over 25 years of experience in 

various general management, marketing 
and brand management roles both in the 

Philippines and in various Asian countries 

such as Taiwan, Thailand, Singapore, 
Malaysia and China. Held management 

roles at Procter and Gamble, Nippon Paint 
and PepsiCo. Holds a bachelor degree in 

Management Engineering from Ateneo de 

Manila University
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NOEL ANTHONY M.  
TEMPONGKO, JR.
VICE PRESIDENT & GENERAL MANAGER - 

COCONUT OEM

Year Joined: 2013 

Served as General Manager of The 
Paci昀椀c Meat Company. Has over 25 
years of experience in various general 

management roles in companies including 

San Miguel Packaging Products, Magnolia 
Inc., San Miguel Pure Foods - Great 
Food Solutions, The Purefoods-Hormel 
Company, and  Frabelle Corporation. 

Took up advanced management courses 
from the Asian Institute of Management. 

Holds a bachelor degree in Industrial 

Engineering from the University of the 
Philippines. Member of the Management 

Association of the Philippines

RONALD M. AGONCILLO
VICE PRESIDENT & GENERAL MANAGER - 

SARDINES

Year Joined: 2009 

Served as CNPF’s VP and GM of Milk 
and VP for Sales, Trade Marketing, and 
Demand Planning. Held various positions 

in sales, systems engineering, and 

logistics at Unilever, 3M, Shell, Cadbury, 
and San Miguel. Holds a Bachelor of 
Science degree in Industrial Management 
Engineering minor in Mechanical 

Engineering from De La Salle University 
and completed and Executive Education 

Advanced Management Program at 

Harvard Business School

TEDDY C. KHO
VICE PRESIDENT & GENERAL MANAGER - 

TUNA OEM

Year Joined: 2010 

Has over 20 years of experience in various 

management, operations and technical 

roles, including President and General 
Director of San Miguel Hormel Foods 
Vietnam and Plant Manager of San Miguel 
Hoecheong based in Quanzhou, China.  

A board member and executive committee 

member of the International Seafood 
Sustainability Foundation. Graduated 
from Adamson University with a bachelor 
degree in Chemical Engineering. Placed 

5th in the Chemical Engineering Board 
Examination. Completed the Management 

Development Program from the Asian 

Institute of Management

VICTOR CARLO S. ENDAYA
VICE PRESIDENT & GENERAL MANAGER - 

DOMESTIC TUNA

Year Joined: 2019 

Former Vice President for Prepaid Marketing 
and Brand Strategy and Communications 
of Smart Communications. Former Global 
Brand Director of Hair Care at Unilever based 
in the United Kingdom. Graduated Magna 
Cum Laude with a bachelor degree in 

Industrial Engineering from the University of  
the Philippines
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MARIA DEMETRIA S. SIASOCO
VICE PRESIDENT & GENERAL  

MANAGER - MEAT

Year Joined: 2012 

Has over 20 years of experience in 

brand, project management, and new 
product development in consumer and 

telecommunications industries.  Held 

various marketing and brand management 
roles at CMC (now Unilever), Nestlé 
Philippines, Kraft Foods Philippines, Globe 
Telecom, and AirPhil Express. Earned a 

degree in Business Administration from 
Maryknoll College

MARIE NICOLETTE G. DIZON
VICE PRESIDENT & GENERAL MANAGER - 

REFRIGERATED PRODUCTS

Year Joined: 2019 

Has over 15 years of experience in 

various general management, marketing, 
and sales roles in fast-moving consumer 
goods companies. Built expertise in 
turning around brands and businesses via 

strategy and operations transformation. 

Former Country Head of Froneri Philippines 

(Nestle’s ice cream JV). Holds a bachelor 

degree in Management Engineering from 

Ateneo de Manila University

MA. FATIMA G. AQUINO
VICE PRESIDENT & GENERAL  

MANAGER - MILK

Year Joined: 2022 

Has extensive marketing and general 
management experience in a diverse 

number of industries, including fast moving 

consumer goods, quick service restaurants, 
and the service industry. Held various roles 

in Brand Management at Unilever for top 
brands in the Philippines, Southeast Asia 
and China. Served as Vice President and 
Head of Marketing at Jollibee Philippines 
and as Chief Executive Of昀椀cer of Bruno’s 
Barbers. Holds a bachelor degree in BS 
Economics from the De La Salle University

WILHELMINO D. NICOLASORA, JR.
VICE PRESIDENT & GENERAL  

MANAGER - PETFOOD

Year Joined: 2011 

Held various management positions at 

Century Paci昀椀c, including Vice President 
for Domestic Sales. Held various Sales 
Management and regional roles at 

multinational companies such as Unilever 
Philippines, PepsiCo International, and 

Kimberly-Clark Philippines & Thailand. 
Holds a bachelor degree in Industrial 

Engineering from De La Salle University
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GEORGE LEANDER Q. WANG III
VICE PRESIDENT - HUMAN RESOURCES & 

CORPORATE AFFAIRS

Year Joined: 2021 

Has extensive experience in human resources, 

strategic partnership and organizational 

building. Former VP for Human Resources at 

2GO Logistics and Head of HR at Jollibee 
Philippines.  Held HR leadership roles at Philip 

Morris International, San Miguel Corporation, 
and Globe Telecom.  Former IT and change 
management consultant for Accenture. 

Graduated with a degree in Psychology 
from Ateneo de Manila University

RALPH S. UMALI
VICE PRESIDENT - DOMESTIC SALES

Year Joined: 2013 

Has over 15 years experience in sales 

leadership positions with expertise in 

Modern Trade, Category Management, 

Sales Development, and E-Commerce. 
Held various sales management positions 

at Unilever Philippines, including Head 
of Modern Trade, Customer Marketing 
and Retail Solutions (Ice Cream). Holds 
a Bachelor of Science degree in Legal 
Management from the Ateneo de  

Manila University

MARY JENNIFER S. TAN
VICE PRESIDENT - GROUP 

PROCUREMENT

Year Joined: 2015 

Leads corporate procurement for Century 

Paci昀椀c Food, Shakey’s Pizza, and Paci昀椀ca 
Homes. Has over 20 years of extensive 

experience in end-to-end supply chain 
management, including strategic 

sourcing, procurement, logistics and 

third party manufacturing management 

in the Philippines and the ASEAN region. 
Previously held procurement leadership 

positions at Coca-Cola FEMSA, Avon 
Products, and SCJohnson. Earned MBA 
units from De La Salle University. Holds a 
bachelor degree in Chemical Engineering 

from De La Salle University
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JULIANA JESSICA NINA M. 
INOCENCIO
MEAT MARKETING DIRECTOR

Year Joined: 2024 

Has a strong track record in strategic 
marketing and commercial operations  at 
Unilever Philippines and Southeast Asia under 
Home Care,  Foods, and Nutrition. Received 

the prestigious Young Marketing Masters 
award by Mansmith Philippines. Holds a 

degree in BS Management Communications 
Degree from Ateneo de Manila University

KAREN LOUISE J. SINGIAN
INNOVATIONS MARKETING DIRECTOR

Year Joined: 2022 

Is a seasoned marketing professional 
with 13 years experience regional brand 

management in fast-moving consumer 
goods. Handles a various leadership 

positions at Unilever, Kimberly-Clarke 
Sinapore, and Vuono. Holds Bachelor of 
Science degree in Management from the 
Ateneo de Manila University

BRYAN A. LINGAN
EMERGING BUSINESS  

MARKETING DIRECTOR

Year Joined: 2018 

Had an extensive marketing career at 
Unilever spanning from local brand 
building in the Philippines to regional and 

global brand development roles based out 

of Singapore across Foods, Ice Cream and 
Personal Care categories. Holds a bachelor 

degree in Management Engineering from 

Ateneo de Manila University

RAYMUND VER R. GUINOO
MILK MARKETING DIRECTOR

Year Joined: 2018 

Held various marketing, sales, and business 
development roles at Unilever Philippines, 
Unilever Malaysia and Singapore, and 
Globe Telecommunications. Graduated 
with honors at Ateneo de Manila 

University with a bachelor degree in  
Management Engineering
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GABRIELLE FAYE P. RABORAR
PET FOOD MARKETING DIRECTOR

Year Joined: 2023 

Formerly from Unilever Philippines 
and Southeast Asia leading brands 
under Personal Care, Food, and Home 

Care. Consultant in Acumen Consulting, 

honing business strategies across 

pharmaceuticals, 昀椀ntech, and consumer 
goods industries.  Is a Certi昀椀ed Public 
Accountant with a degree in Business 
Administration and Accountancy from the 

University of the Philippines

MA. ANGELA ISABEL G. PECSON
SARDINES MARKETING DIRECTOR

Year Joined: 2022

Rejoined Century in 2022 as Marketing 
Director for Dairy Innovations prior 

to joining the Sardine Business Unit. 
Former Marketing Director of Beverages 
in Del Monte. Led marketing in Tuna, 
strengthening CNPF’s market leadership 
and brand equity and launched 

successful innovations. Holds a double 

degree in Business Management 
and Communication Arts from De La  

Salle University

FAYE CHRISTINE B. MATRIANO
INTERNATIONAL BRANDS  

MARKETING DIRECTOR

Year Joined: 2017 

Has extensive experience in management 

of fast-moving consumer goods 
brands, such as Betty Crocker, Pillsbury, 
Haagen-Dazs ice cream, and Coca-Cola. 
Completed her Global Executive MBA 
from INSEAD. Completed her executive 
education in Strategic Marketing 
Management at Harvard Business School
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FRANCIS Y. RODRIGUEZ
ASSISTANT VICE PRESIDENT - GENERAL 

TRADE SALES

Year Joined: 2015 

Has extensive experience in general trade 

sales operations of fast-moving consumer 
goods. Prior to joining Century Paci昀椀c, he 
was Head of General Trade and Mobiling 
at Unilever-RFM Inc. (Selecta) Philippines. 
Holds a bachelor degree in Industrial 

Engineering from De La Salle University

ROBERT RAYMOND S. CRUZ
GLOBAL BRANDS DIRECTOR

Year Joined: 2022 

Has vast experience in Sales, particularly 
in business development. Former Vice 

President of New Business Development at 
Rebisco. Held various leadership positions 

at Century including Global Brands Group 
Head, Country Head - China, and Sales 
Development Head

MAURA ROSARIO G. CRISOLOGO
ASSISTANT VICE PRESIDENT -  

MODERN TRADE SALES

Year Joined: 2014 

Is a seasoned in Sales professional, with 
a strong focus on Modern Trade. Held 

various roles in the areas of customer 

development and category management 

in fast moving consumer goods companies 

such as Unilever-RFM

BARBARA THERESE D. VALERIANO
ASSISTANT VICE PRESIDENT - TRADE 

MARKETING

Year Joined: 2021 

Has extensive experience and proven 13 

years track record in Sales, and Category 
Planning & Activation. Held various sales 

management positions at Kraft and 
Mondelez International. Holds a bachelor 

degree in Management from the Ateneo 

de Manila University
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RICHELLE P. LLACUNA
FOOD SERVICE DIRECTOR

Year Joined: 2023 

Has a strong track record in food service 
and sales with expertise in growth 

strategies, business transformation and 

capability development. Held various 

management positions and regional roles 

at Fonterra and Watsons. Holds a bachelor 
degree in Journalism from the University 
of the Philippines

BIANCA REIN MARIE A. GUTIERREZ
SUPPLY CHAIN  

TRANSFORMATION DIRECTOR

Year Joined: 2024 

Leads Supply Chain Operations 
Transformation and End to End Planning. 

Has over 20 years of multi-discipline 
experience in Supply Chain, including 
demand & supply planning, warehouse 

& transport operations, cross-border 
logistics, and customer experience. 

Previously held supply chain leadership 

positions at P&G, Puregold, and J&J/Kenvue. 
Holds a bachelor degree in Manufacturing 

Engineering & Management from De La 

Salle University

CARINA M. LISING
ASSISTANT VICE PRESIDENT -  

FOOD SERVICE

Year Joined: 2011 

Held various food service management, 

technical and sales positions at fast-
moving consumer goods companies 

such as Procter and Gamble, Magnolia 
Inc., San Miguel Pure Foods, Agrinurture 
Inc. Licensed chemist. Holds a bachelor 

degree in Chemistry from the University of 
Santo Tomas

JOSEPH EDWIN A. QUIMPO
ASSISTANT VICE PRESIDENT - SUPPLY 

AND DEMAND CHAIN

Year Joined: 2012 

Built Century Paci昀椀c’s demand planning 
systems and processes and worked 
with stakeholders in optimizing trade 
marketing budgets. Held various demand 
planning and inventory management roles 

at Beiersdof Philippines, Del Monte, and 
McKenzie Distribution. Holds a bachelor 
degree in Management Engineering from 

Ateneo de Manila University
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JANINA MARA T. MENDOZA
ASSISTANT VICE PRESIDENT -  

EXPORT BUSINESS

Year Joined: 2006 

Held various management positions 

at Century Paci昀椀c’s export operations, 
including International Sales Of昀椀cer and 
Sales and Marketing Manager. Completed 
post-graduate studies in Management 
at the University of Asia and the Paci昀椀c. 
Holds a bachelor degree in Humanities 

from the University of Asia and the Paci昀椀c

HONELET C. SAYAS
ASSISTANT VICE PRESIDENT - 

CORPORATE QA & TECHNICAL SERVICES 

OIC FOR CORPORATE R&D

Year Joined: 2002 

Has over 20 years of experience in various 

research and development and quality 

assurance roles. Served as R&D Supervisor 
at Nenita Quality Foods Corp and Quality 

Assurance Technologist in Valley Ranch 

Foods Corp. Holds a bachelor degree in 

Food Technology from the University of 
the Philippines 

ROBERT CRISENCIO C. 
MANANSALA
ASSISTANT VICE PRESIDENT & DIRECTOR 

FISH PROCUREMENT

Year Joined: 1998 

Has extensive experience is marine 

procurement and sustainability. Has  been 

with CNPF for 25 years and held various 

management positions including Export 

Sales Assistant Manager

ADRIAN L. CAMPILLO
DEPUTY GENERAL MANAGER -  CHINA

Year Joined: 2018 

Served as Century Paci昀椀c’s National Sales 
Manager for Modern Trade and Head of 

Trade Marketing. Former Sales Director 
for Perfetti Van Melle and Concepcion 

Industries. Held various sales management 

roles in Colgate Palmolive Philippines. Holds 

a bachelor degree in Social Sciences from 
the University of the Philippines
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ARRIEL S. ONESA
ASSISTANT VICE PRESIDENT - SARDINES 

MANUFACTURING

Year Joined: 2008 

Held various management roles at 

Century Paci昀椀c’s sardines operations, 
including Plant Finance Comptroller 

and Plant Manager. President of the 

Industrial Group of Zamboanga and Vice 
Chairman of DOLE9 ITC for Fishing & 

Canning. Certi昀椀ed Public Accountant. 
Holds a bachelor degree in Commerce, 

Major in Accounting from Ateneo de  
Zamboanga University

EMMANUEL B. MERNILO
ASSISTANT VICE PRESIDENT - 

PACKAGING & PURCHASING

Year Joined: 1993 

Concurrently serves as head of Millennium 

General Power Corp and Millennium Land 
Development Corp. Has over 25 years 

of experience in general management, 

昀椀nance and accounting, and plant 
operations. Served as the business unit 
controller of Century Paci昀椀c’s Tuna 
OEM division. Holds a bachelor degree 

in Accounting from Philippine Christian 

University. Completed the Management 
Program from the Asian Institute  

of Management

HERMINIA B. NARCISO
ASSISTANT VICE PRESIDENT -  

TUNA PLANT OPERATIONS

Year Joined: 2016 

Has over 25 years of experience in quality 

assurance and plant operations. Held 

various operational management roles at 

Century Paci昀椀c, including Plant Manager of 
the tuna and coconut operations. Previosuly 

served as VP for Plant Operations at 

Alliance Select Foods International. Holds 
a bachelor degree in Chemistry from 

Western Mindanao State University

CORAZON JOYCE R. REBOSURA
ASSISTANT VICE PRESIDENT & PLANT 

TECHNICAL DIRECTOR - COCONUT

Year Joined: 2017 

Chemical Engineer with over 20 years 

experience in beverage manufacturing at 

Coca-Cola. Led total factory operations 
covering production, quality, engineering 

and maintenance, logistics, demand and 

operations planning, procurement, 昀椀nance, 
and HR
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ARLENE A. LIBRELLA
ASSISTANT VICE PRESIDENT - MILK 

MANUFACTURING

Year Joined: 2004 

Held various management roles at 

Century Paci昀椀c’s milk and tuna operations, 
including Plant Manager, Production 

Manager, Quality Control Manager and 

Corporate QA Chemist. Holds a bachelor 

degree in Chemistry from the University 
of the Philippines Diliman

NELSON O. ALBANO
ASSISTANT VICE PRESIDENT - 

CORPORATE ENGINEERING

Year Joined: 2023

An engineering professional with 

extensive experience in the 昀椀eld. A former 
Engineering Head at Nestle Philippines 

and PETValue. Held various engineering 

roles at Pepsi Cola, Amcor, and Procter  

& Gamble

JINKY M. MERCADO
ASSISTANT VICE PRESIDENT - MEAT 

MANUFACTURING

Year Joined: 1996 

Held various quality assurance, research 

and development, and production 

management roles, including Plant 

Manager of Century Paci昀椀c’s Meat Division. 
Started her career at Inglenook Food 
Corporation, working in quality assurance 
and R&D. Holds a bachelor degree in Food 

Technology from Polytechnic University of 
the Philippines

NAPOLEON A. BENITEZ
ASSISTANT VICE PRESIDENT - COCONUT

Year Joined: 2024 

Has over 30 years experience in research 

and development, quality management, 

food manufacturing, and food distribution 

operations. Holds a post graduate degree 

in Supply Chain Management from 
the College of St. Benilde De La Salle 
University. Completed the Program on 
Quality Management from the Association 

of Overseas Technical Scholarship in Japan
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KARTINI R. LIM
ASSISTANT VICE PRESIDENT - 

CORPORATE PLANNING

Year Joined: 2017 

Has extensive experience in 昀椀nance 
management and partnering, driving 

competitive and pro昀椀table growth in 
the fast-moving consumer goods and 
food industry. Held various management 

positions in 昀椀nance at Unilever Philippines, 
Citi, and Ramcar. Holds a bachelor 

degree in Management Enginering, 

Major in Finance, from the Ateneo de  
Manila University

NELIA A. PURA
ASSISTANT VICE PRESIDENT -  

SALES FINANCE

Year Joined: 1997 

Held various management roles at Century 

Paci昀椀c, including Business Unit Controller 
for the marine and milk segments. Part of 
the core team that set up the Company’s 

international operations in North America 

and China. Previously worked at RFM 
Corp. Certi昀椀ed Public Accountant and 
Certi昀椀ed Management Accountant. 
Holds a bachelor degree in Business 
Administration and Accounting from 

University of the East

PAUL V. HERNANDEZ
ASSISTANT VICE PRESIDENT - 

INFORMATION TECHNOLOGY

Year Joined: 2010 

Held various positions at Intel, including 

Global  Automation Assembly/Test 
Technology Development Integration 

Manager,  Strategic Computing Enabling 
Manager, Philippines IT Manager, and 

Data Automation Head.  Completed the 

Management Development Program of 

Asian Institute of Management. Holds a 

bachelor degree in Electrical Engineering 

from the University of the Philippines

JAYRAVI D. MAAS
ASSISTANT VICE PRESIDENT - 

CORPORATE CONTROLLERSHIP

Year Joined: 2001 

Held various management positions at 

Century Paci昀椀c, including Internal Audit 
and Corporate Accounting. Held key roles 
in building CNPF’s accounting system and 

in restructuring its accounting organization. 

Has a deep knowledge of the company’s 
processes and operations, with experience 

in investment consultancy. Is a Certi昀椀ed 
Public Account. Holds a bachelor degree in 

Accounting from the Polytechnic University 
of the Philippines
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ROCELYN P. SINOCRUZ
ASSISTANT VICE PRESIDENT -  

DOMESTIC TUNA FINANCE

Year Joined: 2007 

A homegrown talent at CNPF. A Certi昀椀ed 
Public Accountant who has held various 

management roles including Business 
Unit Controller for Branded Tuna Business 
and Vita Coco. Served as the Controller 
for Global Brands including its Vietnam, 
China, and North America operations. Has 

extensive experience in 昀椀nancial, cost and 
management reporting, consequently 

gaining a profound understanding of 

the company’s intricate processes  

and operations

VILMAR R. PANGASIAN
ASSISTANT VICE PRESIDENT -  

OEM TUNA EXPORTS FINANCE

Year Joined: 2005

Serves as controller of General Tuna 
Corporation. Has over 20 years 

experience in various 昀椀elds in 昀椀nance and 
accounting services. Held a vital role in 

creating and expanding CNPF plants into 

Zamboanga and Taguig. Also serves as 

the controller of several CNPF subsidiaries: 

Century Paci昀椀c Foods Packaging Ventures 
Inc., All Forward Warehouse Inc., and 
Millenium General Power Corp. A Certi昀椀ed 
Public Accountant and holds bachelor 

degree in accounting from La Salle  
University Ozamiz

ANALYN C. TEODOSIO
ASSISTANT VICE PRESIDENT -  

MEAT FINANCE

Year Joined: 1998 

Has over 21 years ofextensive experience 

in audit, credit and collection, 昀椀nancial 
reporting, taxation, costand management 

reporting and plant controllership in fast-
moving consumer goods industry. Started 
her career at SGV & Co as associate auditor. 
Certi昀椀ed Public Accountant and Certi昀椀ed 
Management Accountant. Earned MBA 
units from the Ateneo Graduate School  
of Business

RESTHELYN C. PADUA
ASSISTANT VICE PRESIDENT -  

DAIRY FINANCE

Year Joined: 2015 

Served as controller at CNPF Sardines 
prior to joining Dairy. Has a long-standing 
career in 昀椀nance and audit. Formerly 
from top global accounting 昀椀rm, Deloitte. 
Headed 昀椀nance organizations domestically 
and abroad. Held key roles in establishing 
CNPF’s Pet Food business and in the 

acquisition and integration of Ligo. Is a 

Certi昀椀ed Public Accountant, a Certi昀椀ed 
Management Accountant, and Chartered 

Financial Analyst. Holds a bachelor degree 

in Accountancy from Trinity University  
of Asia
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ATTY. ALVIN A. MANUEL
ASSISTANT VICE PRESIDENT - EMPLOYEE 

AND LABOR RELATIONS, HR SERVICE 

DELIVERY AND PLANT OPERATIONS

Year Joined: 2020 

Spearheads the planning and 
implementation of all employee and labor 

relations program of the Group. Former 
HR Director of PepsiCola Philippines 

and HR Executive of Solaire Resorts and 
Casino. Lawyer by profession and holds 

a masteral degree from the Ateneo 

Graduate School of Business

JENIFER MAE S. TECSON
INVESTOR RELATIONS HEAD

Year Joined: 2020 

Has extensive experience in business 

strategy, brand development, innovations 

and communications from Unilever 
Philippines and Sinag Consultancy. 
Transitioned to Investor Relations, playing 

key roles in stakeholder management, 
sustainabiity, corporate acquisitions 

and public relations. Is a Certi昀椀ed Public 
Accountant. Holds a bachelor degree in 

Business Administration and Accountancy 
from the University of the Philippines

CRISTINE MARIE M. GALANG
DEPUTY IT HEAD

Year Joined: 2024 

Has a wealth of experience in IT 

management, having held leadership 

positions in renowned global companies. 

Successfully implemented IT Service 
Management best practices in companies 

like Blackberry and Procter & Gamble, and 
Uniqlo. Holds a masteral degree in Business 
Administration from the Ateneo Graduate 
School of Business and a bachelor degree 
in Information Technology from the 

University of Asia and the Paci昀椀c

ATTY. MARIA ROSARIO L. YBAÑEZ
LEGAL COUNSEL &  

COMPLIANCE OFFICER

Year Joined: 2018 

Concurrently serves as the Corporate 

Secretary of Shakey’s Pizza Asia Ventures. 
Over 20 years of experience in corporate, 

civil, criminal, labor, and intellectual 

property law. Graduated from Ateneo 
de Manila University with a Bachelor of 
Science degree in Legal Management, 
and received a Juris Doctor degree from 

Ateneo de Manila University, School of Law



C
E

N
T

U
R

Y
 P

A
C

IF
IC

 F
O

O
D

, 
IN

C
. 

A
N

N
U

A
L

 &
 S

U
S

T
A

IN
A

B
IL

IT
Y

 R
E

P
O

R
T

 2
0

2
4

32

SAMUEL V. SANTILLAN
SR. INTERNAL AUDIT DEPT MANAGER

Year Joined: 2018 

Has over 37 years of experience in auditing, 

昀椀nance, and accounting management 
roles. Worked with various companies in 
the auditing, manufacturing, shipping, retail 

and trading industries, including SGV & Co, 
PepsiCo Inc, Baliwag Navigation, NutriAsia, 
Marsman Drysdale Inc, and Pilipinas Makro 
Inc.  Obtained MBA  units from De La  
Salle University
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I’m proud to be a leader.

When you’re working with people, 

you really have to respect them so 

they’ll respect you too  —  no matter 

what their personality is, what they 

believe in, or where they come from.

Philip Jade Aquino
Junior Coordinator

General Tuna Corporation, 

CNPF’s OEM Tuna Exports



C
E

N
T

U
R

Y
 P

A
C

IF
IC

 F
O

O
D

, 
IN

C
. 

A
N

N
U

A
L

 &
 S

U
S

T
A

IN
A

B
IL

IT
Y

 R
E

P
O

R
T

 2
0

2
4

34

Begin with Our Why
Purpose

We are a sustainable and responsible global company 
of entrepreneurs that nourishes and delights our 

consumers with healthier food and beverages through 

our manufacturing excellence, nutrition expertise, 

trusted brands, and passionate people.

Vision

To nourish and delight everyone, every day, everywhere.

Reinforce current businesses and brands to deliver 

quality and value for money products that generate 

attractive returns through responsible sourcing and 

operational excellence

Strengthen   the  organization    that   attracts,   

nurtures, and retains passionate and high performing 

corporate entrepreneurs and teams who live 

balanced lives

Pioneer the development of healthier and tastier food 
and beverages that consumers love and trust through 

latest credible nutrition science and effective branding

Scale up the business across the globe by creating 

consumer and customer connections and experiences 

in a more pro昀椀table and sustainable way across the 
value chain

Mission
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Core Values

We accept that there will always be differences in 
opinions, perspective, and way of doing things. We 
昀椀nd ways to arrive at the highest value that can 
be created out of issues and opportunities despite 

individual differences. We listen to everyone’s 
opinion but are 昀椀rm on the 昀椀nal team decision.

We respect each other and remain grounded 
even with exceptional intellectual achievements. 

We are open to ideas as brilliant ideas can come 
from anybody. We recognize the value of others 
far greater than oneself. We celebrate successes 
resulting from one’s hard work and not due to the 
failure of others. We graciously accept defeat or 
loss, keeping in mind that this is but a learning 
experience preparing us for greater achievements. 

We are able to admit and accept one’s mistakes.

We have grit and possess a growth mindset that 
enables us to think big, persist in overcoming 
any challenges, and achieve our vision through 

a bias for action. We are constantly open to 
opportunities for the Company to grow further 

and become more pro昀椀table. We continuously 
strive for effectiveness and ef昀椀ciency that will 
drive sustainable and pro昀椀table growth. We 昀椀nd 
ways to do things more ef昀椀ciently while adding 
more value to product output to create more 

business or cost savings to the company. We act 
on what is good for the company but not to the 

extent of violating policies. We cut off bureaucracy 
and always consider the “business side” when 

making decisions.
All our decisions are guided through absolute 

integrity and conscience to protect our 

consumers, communities, partners, employees, 

and shareholders. We strive to do the right thing 
even when no one is watching. We adhere to moral 
uprightness, transparency, and trustworthiness. 

We walk the talk.

We strive to exceed expectations through personal 
accountability, sel昀氀ess contribution, team work, 
and proactively collaborating with each other 

with concern, care, and compassion. We have the 
mindset of an owner and treat the business as 

one’s own. We help market our products, report 
relevant customer feedback, and direct display/
stock concerns to the appropriate person. We 
patronize our products.

We work together under one vision and mission. 
We recognize the strength of individuals and let 
the most quali昀椀ed lead the team. We understand 
individual accountabilities, deliver on them, and 

do more as the situation calls for it.  

We continuously work across the value chain 
on excelling and optimizing our operations and 

costs to offer the best value for our customers, 

partners, and shareholders. We are relentless in 
overcoming challenges.

We continuously pursue to understand consumer 
needs, anticipate market trends, and work 
towards delighting them through our products 

and experiences. We understand who bene昀椀ts 
most from the goods or services we provide and 

continuously 昀椀nd ways to “wow” them. We are 
reliable, resilient, and responsible. We go the extra 
mile to provide more than the basic necessities 

of our customer and display a sense of urgency 

to service their priorities.

RESPECT FOR 
THE INDIVIDUAL

HUMILITY
ENTREPRENEURIAL 
SPIRIT

INTEGRITY

MALASAKIT

TEAMWORK

PASSION FOR 
EXCELLENCE

CUSTOMER CENTRIC



C
E

N
T

U
R

Y
 P

A
C

IF
IC

 F
O

O
D

, 
IN

C
. 

A
N

N
U

A
L

 &
 S

U
S

T
A

IN
A

B
IL

IT
Y

 R
E

P
O

R
T

 2
0

2
4

36

Understanding Our Business Model
“TO NOURISH AND DELIGHT EVERYONE, EVERY DAY, EVERYWHERE”

2-1

2-6

Century Paci昀椀c Food, Inc. (PSE:CNPF), one of the leading food and beverage 
companies in the Philippines, is focused on delivering affordable nutrition 

to a broad consumer base. In a country where the majority of consumers 
are still at the base of the socioeconomic pyramid, providing accessible, 

quality protein sources is essential for food security and nutrition. This is 

the purpose upon which our company was built  —  and one that continues 

to propel our business forward.

The Philippines is our center of gravity, with its consumption-driven 
economy and young population. This is where we’ve built our Branded 
business, a portfolio of market-leading brands and household names such 
as Century, 555, Ligo, Argentina, and BirchTree, among others, comprising 
approximately 80% of our sales.

Alongside this, we have an Original Equipment Manufacturing (OEM) 

Exports segment, focused on tuna and coconut products. As our legacy 

business, it provides economies of scale and helps keep the company 
globally competitive. 

Our exposure to both domestic and international markets, along with the 
essential and staples nature of our portfolio, creates a resilient business 

model — allowing us to pursue growth across a range of economic 

conditions. It is a unique feature of our business that we have been able to 

do well in both favorable and more challenging times.

In 2024, Century Paci昀椀c marked its 10th year as a publicly listed company 
— a meaningful milestone that re昀氀ects a decade of consistent growth and 
execution. While our portfolio has evolved and expanded over the years, 
our DNA remains the same: anchored on purpose, entrepreneurial spirit, 

and passion for excellence.

To continue driving long-term, sustainable growth, our strategy remains 
focused on four key pillars: strengthening our core businesses, reinforcing 
our portfolio, future-proo昀椀ng the organization, and embracing more 
responsible and sustainable business practices. These priorities guided us 

throughout our 昀椀rst decade and will continue to shape how we grow and 
serve in the years ahead.
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STRENGTHENING THE CORE 

REINFORCING THE PORTFOLIO

FUTURE-PROOFING THE BUSINESS

Marine and Meat serve as our core segments – where we have a deep moat with market-leading 
brands. To fuel growth, we aspire to grow protein consumption, continuously strengthen our market 
position, and reinforce our portfolio organically and inorganically.

Century Paci昀椀c is a leading manufacturer of tuna, sardines, and other 昀椀sh- and seafood-based 
products through our branded MARINE segment. We also produce a wide array of MEAT products – 
corned beef, emulsi昀椀ed loaves, sausages, and other meat-based products.

We are home to household names and leading brands, Century Tuna, 555, Ligo, and Argentina, 
among others. 

Century Paci昀椀c invests in faster growing categories that play an instrumental role in expanding 
our presence in consumer baskets and diversifying the business. We like lucrative categories that 
demonstrate strong growth potential and where the Company has a strong right to win. Through 

diversi昀椀cation, we are able accelerate our growth and cushion the business from price volatility in 
speci昀椀c commodities and vagaries in the market.

Over the past few years, our Milk business has grown to become a formidable third leg for the 
branded business. We produce both culinary milk products and powdered milk beverages, primarily 
composed of our heritage brand, Birch Tree, and Angel. 

We have also been investing in fast-growing, emerging segments such as Coconut, Plant-based 
Alternatives, Pet Food, and Refrigerated Food, categories that can future-proof our enterprise. In 
2019, we entered the domestic coconut market organically through our brand, Coco Mama. A year 
later, we forayed into Plant-based Alternatives by launching, unMEAT, a brand which has expanded 
beyond Philippine shores. Then, in 2021, we ventured into Pet Food with a new brand called Goodest, 
offering a range affordable food for cats and dogs. We also have a refrigerated food business, 
expanding our presence beyond shelf-stable food options.

At the center of the company’s thrust to build new verticals is a strategic priority to innovate. We 
leverage our manufacturing, marketing, and distribution capabilities to create relevant products for 
our consumers and unlock opportunities that accelerate the growth of the business. 
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GROWING SUSTAINABLY

STRATEGIC PRIORITIES: BRANDED PRODUCT PORTFOLIO

Essential to our long-term growth and value creation is the sustainability 
of the business and our ability to balance the needs of our stakeholders. 
To us, this means developing affordable and nutritious products for our 

consumers, taking care of our people and supporting communities, and, 
without a doubt, being good stewards of our resources. Thus, we embed 

into our ways of doing business a sustainability framework along the 
themes of Protein Delivery, Planet Preservation and People Development. 

Our mission and business model revolve around providing affordable 

nutrition, primarily protein. As our business grows, so does the extent by 

which we can provide nutrition to the Filipino people.  Apart from measuring 

our performance in 昀椀nancial terms, we also measure how much protein 
we provide the nation every year. This is a perfect example of how our 

economic interests align very closely with our social interests. 

We 昀椀rmly believe that our commitment to being a responsible business 
will change the complexion and character of our business POSITIVELY and 
PERMANENTLY into the future.

Branded Coconut, Condiments,  
Plant-Based, Refrigerated, & Pet Food 
Innovation pipeline, organic, and 

inorganic opportunities, existing and 

adjacent categories

Milk
Faster growth, building scale, 

challengers or category builders

Marine and Meat
Steady growth, healthy cash 
generation, market-leading

NEW PRODUCTS

EMERGING PRODUCTS

CORE BRANDED PRODUCTS
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A Reinvestment Year
LEADERSHIP COUNCIL CHRONICLES

by Richard Kristoffer S. Manapat 
Chief Financial Of昀椀cer

In one of my investor meetings this year, someone asked how I split my time. It made me 
pause. I told them it’s a balance: making sure we meet this year’s targets while also laying 
the groundwork for the years ahead. That answer wasn’t just about me. It’s how we run the 
company.

2024 was a reinvestment year. We made deliberate choices to support both short-term 
performance and long-term growth. That meant discerning when to take action and where 
it would make the most impact.

In the near term, our focus was volume recovery and hitting pro昀椀t targets. By mid-year, we 
saw how market conditions were shifting. In response, we increased trade and consumer 
promotions in key categories like Dairy and Pet Food, which are important contributors today 
and will be even more critical in the future. We also made selective price rollbacks in targeted 
SKUs to further support demand and protect market share.

These activities were backed by fresh marketing campaigns across our portfolio. Last year, 
we rolled out 昀氀agship activation Century Tuna Superbods, core communications for Argentina 
Corned Beef and Birch Tree Forti昀椀ed, and support for innovations such as Angels All-Purpose 
Cream and Birch Tree Advance, among others. These campaigns weren’t just about short-
term volume. They also helped ensure the long-term strength and relevance of our brands. 
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At the same time, we continued investing in future growth. 

We fast-tracked several new product launches, such as 
Century Superkids Crispy Tuna Nuggets, Wow Meaty, 
and Goodest Dry Food, knowing that innovation drives 
long-term competitiveness. We put money into systems 
that help simplify operations as the company grows in 

size and complexity. We also increased investments in our 
people. We expanded training and development programs 
to upskill teams across functions. As the company grows, 
so must our capabilities. These efforts prepare our people 

to take on more and enable them to drive the company’s 
growth ambitions forward.

2024 also marked the acquisition of Coco Harvest Inc., 
which deepens our capabilities in the coconut category 

and supports our strategy of vertical integration. In 

addition, we committed more capital to projects like the 
new can-making plant, which secures supply, and digital 
transformation.

Sustainability investments remained a priority. Our ongoing 
solar expansion and shift to biomass reduce our carbon 

footprint and lower operating costs over time. These are 

good 昀椀nancial decisions that also align with our broader 
responsibilities to the environment and the communities 

we serve.

This mindset of acting with both the present and 

the future in view guides how we allocate capital.  

It’s not about spending more. It’s about 
choosing better.  

We focus on areas where we see clear returns, whether 
in pro昀椀tability, resilience, or strategic advantage.

When I think back to that investor’s question about how I 
spend my time, I realize it re昀氀ects something deeper. Every 
decision we make is rooted in a commitment to the future 
we’re building  —  for our people, our customers, and the 

generations that will come after us. Reinvesting is not 

just a 昀椀nancial strategy. It’s a re昀氀ection of belief – belief 
in what Century Paci昀椀c can still become and belief in the 
people who will help us get there. That’s what drives me, 

and that’s what drives us forward.
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Democratizing Health, 
Wellness, and Nutrition

LEADERSHIP COUNCIL CHRONICLES

by Gregory Francis H. Banzon 
Executive Vice President and Chief Operating Of昀椀cer

In line with this year’s theme, “Setting the 
Table for Shared Prosperity,” we at Century 
Paci昀椀c continue to stay true to our mission of 
creating accessible and affordable nutrition 

for every Filipino and for the many markets 
we serve worldwide. For us, democratizing 

health, wellness, and nutrition means making 
high-quality food products available to all — 
regardless of income level or geography — 

by combining product innovation, inclusive 

brand strategies, and operational excellence. 

This approach drives shared value not only 

for our consumers but also for our retail 

partners, employees, and shareholders.

Our journey toward democratizing nutrition 
is deeply embedded in our history. From 

introducing tuna products tailored to the 

Filipino palate through Century Tuna and 

555 in the early 1980s, to bringing in 
high-quality canned meats via Argentina 
in the 1990s, and more recently, making 
a signi昀椀cant impact on per capita milk 

consumption through Birch Tree Forti昀椀ed 
— our portfolio has consistently grown 

categories while meeting nutritional needs. 

In fact, since its relaunch in 2017, Birch 
Tree Forti昀椀ed has increased its market share 
from less than 2% to 30% by 2025, helping 
boost milk consumption in the country by 
over 35%.

To ensure our products remain within reach 

for all consumer segments, we’ve developed 

a tiered brand architecture that spans 

from the most price-sensitive segments 
to more premium demographics. Each 

product is designed to meet appropriate 

nutrition standards and taste expectations, 

while remaining affordable. Our strategic 

sourcing and supply chain management 

— bolstered by strong partnerships across 

the globe — enable us to optimize costs 

and maintain quality. These ef昀椀ciencies 
are passed on to consumers in the form of  

value-driven pricing.
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Today, our products are present in 9 out of 10 Filipino 

households — underscoring the everyday relevance 

of our brands. In 2024 alone, we delivered 7.4 billion 

servings of affordable nutrition.

CNPF has sustained double-digit 

compounded annual growth rate in both 

top and bottom lines over the past decade.

The impact of this strategy has been 

transformational. Today, our products are present 

in 9 out of 10 Filipino households — underscoring 

the everyday relevance of our brands. In 2024 

alone, we delivered 7.4 billion servings of 

affordable nutrition. By staying true to our value 
proposition of affordable nutrition, CNPF has 

sustained double-digit compounded annual 
growth rate in both top and bottom lines over 

the past decade. This growth cycle strengthens 

our ability to reinvest in innovation, product 

development, and further cost ef昀椀ciencies — 
creating a virtuous loop of shared prosperity.

A clear illustration of our mission in action is 

our multi-brand approach in the tuna category. 
Century Tuna leads as our 昀氀agship, appealing to 
health-conscious consumers in the affordable 
premium segment. Meanwhile, 555 and Blue 
Bay serve the broad middle-income market, and 
Fresca caters to budget-conscious consumers. 
This structure ensures that no one is left behind — 

everyone can access the nutritional and functional 

bene昀椀ts of tuna. Today, our tuna brands hold 
over 80% market share in the Philippines and are 
enjoyed in over 70 countries worldwide.

Looking ahead, we remain committed to pushing 
the boundaries of how food companies can serve 

as catalysts for good. By reinvesting in capabilities 
that expand access to healthful, delicious, and 

affordable food, we set the table not just for 
growth, but for lasting, inclusive impact.

Together with our partners, 
stakeholders, and communities, 
we are building a future where 

prosperity is shared and nutrition is 
a right — not a privilege.
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The Ripple Effect
LEADERSHIP COUNCIL CHRONICLES

by Edwin Raymond C. Africa 
Executive Vice President, Corporate General Manager, 
and Group Business Unit Head

For Century Paci昀椀c, the values of our founder Mr. Ricardo Po, Sr. continues to be our North Star.  
He often reminded all leaders and employees: 

 

“The nature of water is to flow downwards, but the nature of man  
is to strive upwards.”

As we continue to develop innovative food products that deliver affordable nutrition to our 

consumers, CNPF remains guided by its mission of doing good for all our stakeholders.  Delivering 
healthy business returns and sustained growth – while ensuring the welfare of our employees, 
extended business partners, and the communities we serve, is a virtuous cycle that lifts all boats.

In the past year, as we continued to grow and to invest in capex, people development and 

R&D, we take pride in being able to contribute our own share in community building.  Some 
examples of these are:

• We have supported 29,250 jobs, effective creating 914 new employment opportunities 
among our wider network of suppliers and partners

• More importantly, CNPF has been recognized among Forbes’ World’s Best Employers — 
a testament that our commitment to employee development and cultivating the right 

company culture in all our dealings is indeed the right path.
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As we look to the future, we strive to be guided by our values, our mission and 
the legacy of our founder.

Delivering excellent returns and having a growth mindset are not just business 
goals, they are intrinsic to how we operate, because through this, we are 

able to generate a positive ripple effect to all our stakeholders, and to the 
community and our country.

“Do more good. Help more people.”

Ricardo S. Po, Sr., 
Founder of Century Paci昀椀c

• We inaugurated a new Innovation Center of Excellence (ICE), investing 
over Php 100 million in our very 昀椀rst dedicated research center, so we 
can continue to develop nutritious, delicious yet affordable food to our 

consumers and speed up our innovation process. With our focus on 
innovation, we’ve nearly doubled our R&D team to 79 specialists over 

the past 4 years. 

• In 2024, as part of our efforts to build more resilient communities and 

a more sustainable supply chain, we launched Save Our Coconuts — 
a program pledging 100,000 coconut trees to smallholder farmers 

to replace aging, unproductive trees, increase farm yields, and boost 

incomes. In turn, this also helps secure a long-term, reliable coconut 
supply for our business.

• Along the same lines, we rolled out Sustenido Bulan — a program 
supporting inclusive growth and sustainable sardine 昀椀shing in Bulan, 
Sorsogon. It led to a 10% drop in 昀椀sh rejection rates, reduced food and 
marine waste, boosted incomes for over 200 昀椀sherfolk, created 850+ 
jobs, and enabled over 65 million servings of sardines.

• We also sustained Saving Our Seas (SOS), our partnership with 
HOPE’s Aling Tindera program to promote the circular economy. In 

2024, SOS diverted nearly 60,000 kgs of plastic waste — 4x more 
than the previous year — through coastal cleanups, school drives, and  

LGU-led efforts.
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Domestic Tuna
BUSINESS SPOTLIGHT

DRIVING CONSISTENT TOPLINE 
AND BOTTOMLINE GROWTH

Victor Carlo S. Endaya
Vice President & General Manager - 
Domestic Tuna

The CPFI Branded Tuna Business continues to grow year-
on-year in Revenue and Pro昀椀t. In the past 5 years, we have 
seen the business grow by almost double in revenue and 

triple in pro昀椀ts.
 

2024 was another record-breaking year with Branded Tuna 
reaching highest ever pro昀椀ts and revenues. Even though 
the full year numbers show a rosy picture of 2024, there 

are a lot of challenges that the business faced especially at 

the earlier part of the year.

 

The number one headwind that we faced in 2024 is 

In昀氀ation, most specially the signi昀椀cant price increases in 
transportation and rice. Consumers had just come from 
two straight years of global price hikes seen across the 
board, straining demand. This was more evident among 

The mindset of the Branded Tuna Business is one of ambition and resilience. 
We welcome challenges since we know that this is the way to learn and 
grow. Through the years, we have proactively planned for contingencies 

via regular wargame planning sessions which prepared us for the 2024 

challenges. 

Some key strategies to our sustainable pro昀椀table growth in 2024 are (1) 
Building a diverse and strong Growth Portfolio, (2) Fostering Win-Win 
Partnerships and (3) Ensuring Flexibility and Agility

AMBITION AND RESILIENCE MINDSET
consumers of our budget brands, 

555 and Fresca. Consumers were 

spending more for less. Volatility 

in raw and packaging material 
prices was another headwind 

that can greatly impact our 

2024 performance.
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Building a diverse and strong Growth Portfolio
The CPFI Branded Tuna Business has a dominant share of the market, and it is comprised of multiple 
brands with speci昀椀c roles. In 2024, when the budget-conscious segment of the market struggled due 
to in昀氀ation affecting 555 and Fresca Tuna, our 昀氀agship brand Century Tuna continued to grow behind a 
strong Century Tuna Superbods 2024 Campaign headlined by the country’s top female actress Kathryn 
Bernardo. This was followed up later in the year with our Dadbods campaign featuring Aga Muhlach and 
Richard Gomez.

The overperformance of Century Tuna gave us room to roll back prices for our budget brands early in 
2024, the key to bring both 555 and Fresca back to growth in H2 2024. 555 Tuna launched a new 
Paborituna campaign with top in昀氀uencers Ivana Alawi and Mhelai Cantiveros-Francisco to coincide with 
the rollback.

With the recovery in performance in H2 2024, we were able to free up funds to promote Fresca Tuna with 
a new “Sulit” campaign featuring popular comedian Rufa Mae Quinto in Nov 2024 which immediately 
gained viral traction. 

Fostering Win-Win Partnerships
As topline growth was challenged at the start of 

the year, we also put extra focus on improving 

costs to achieve bottomline targets. Having 

established strong partnerships with our Fish, 

Raw Material and Packaging Material suppliers, 
we were able to negotiate for better costs that 

resulted in margin gains and better volumes 

– a win for the business and our partners.  
Collaborating with our OEM tuna business and 

leveraging its scale also played a key role in 
helping improve our pro昀椀tability in 2024.
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Flexibility and Agility
The 555 and Fresca Tuna price adjustment was not planned, but it 
was necessary to implement to address the needs of the market. The 
CNPF organization was able to pivot the activity calendar in record 

time to implement the new plans. The marketing team was also 
able to turnaround a new Fresca Tuna campaign when extra funds 

became available. This is a testament on the 昀氀exibility and agility of  
our organization.
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Even with a dominant market leadership in Tuna, we look beyond our own 
Tuna Category and current market segments for growth opportunities. 
The bigger challenge for our business is growing our Share of Meals in 
the Philippines and worldwide. Our competition is not just within the 
Tuna Segment, we also look at other meal options as larger sources of 
business. This drives our innovation strategy for the Tuna Business with 
new products coming in the pipeline.

As a latest move for our business, we launched in Feb 2025 one of our 

biggest campaigns for Century Tuna – Get Protein-Fit with Park Seo 
Jun (PSJ). PSJ is one of the biggest Korean Stars, appearing in widely 
popular movies and TV shows. This campaign is tapping the strong 

K-fan trend in the Philippines and worldwide, resulting to a strong start 
for the CPFI Tuna business in 2025.
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Through improvement, 
everything else will follow.

I love our company. We always seek 

for opportunities to improve and 

maintain our company assets 

in a reliable state. That’s really 

the goal of engineering.

Engr. Ronelo Medino
Industrial Services Manager 

Century Paci昀椀c Agricultural Ventures, Inc. - 
OEM Coconut Exports
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ROBUST GROWTH AND 
IMPACT: OUR OEM 
COCONUT BUSINESS

BUSINESS SPOTLIGHT

Our OEM Coconut business achieved strong double-digit growth, driven by a 
surge in coconut water and coconut milk volumes. This success is a testament 
to the continued trust of our OEM customer-partners and our strategic pivot 
to coconut milk, undertaken the previous year.

This growth was made possible by our highly capable Operations teams, 

who enhanced production 昀氀exibility and optimized our processing systems, 
allowing us to scale up output ef昀椀ciently. Additionally, we developed the 
capability to produce tethered caps for our aseptic products in compliance 

with EU sustainability regulations, positioning us for greater participation in this 
fast-growing market.

However, this expansion was not without challenges. 

Rising coconut prices and supply constraints — 

exacerbated by El Niño — tested our resilience. Yet, 

our proactive supply chain strategy mitigated 

these risks. By strengthening our supplier 
network in key regions across Mindanao, we 
ensured a steady coconut supply, supporting 

uninterrupted operations throughout the year.

Noel Anthony M. Tempongko, Jr.
Vice President & General Manager - 
OEM Coconut Exports

AMBITION AND RESILIENCE MINDSET
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In a strategic move to accelerate our growth, we 

acquired a new coconut processing facility in Tangub 

City, Misamis Occidental, marking our second major 
coconut production site.

Operations at this plant commenced in December 

2024, providing a long-term revenue stream for both 
our OEM and branded businesses. Beyond 昀椀nancial 
gains, the facility is set to create 1,500 new jobs, 
fueling economic activity in the region by engaging 

local farmers, suppliers, contractors, and service 

providers.

From day one, Century Paci昀椀c Agricultural Ventures, 
Inc. (CPAVI) has been committed to two key 
objectives: exceptional customer order ful昀椀llment 
and world-class product quality. This unwavering 
focus has strengthened our customer relationships, 

earning us their trust and con昀椀dence.

In 2024, we reached record-breaking order volumes. 
Notably, The Vita Coco Company recognized us as 

the highest-producing and highest-shipping factory 
for coconut water in a single month and across the  

entire year.

This achievement was made possible by the 

dedication and passion of our people. Our strong 

talent development programs — including employee 

retention initiatives, succession planning, and 

cadet engineering training — ensured we had 

the right expertise in place. These efforts also 

laid the groundwork for the successful launch 
of a new factory, fully staffed with a skilled and  
prepared workforce.

EXPANDING OUR FOOTPRINT

RELIABILITY LEADS TO 
RECORD PERFORMANCE
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Our commitment to excellence was 

acknowledged through multiple industry 
accolades:

• A+ rating in our BRC Global Standard audit 
with zero 昀椀ndings for our coconut water 
operations — underscoring our strong food 

safety and quality systems.

• Top Exporter of Coconut Water by the 
Philippine Coconut Authority, awarded at 

the 38th National Coconut Week’s Coconut 
Industry Sustainability Awards.

• Philippines Export Service of the Year at the 
Asian Exports Awards (by Manufacturing 

Asia), recognizing our innovative business 

model focused on coconut water exports 

and our impact on thousands of farmers  

and workers.

As part of CNPF’s sustainability commitments, 

we made a signi昀椀cant environmental 
breakthrough — successfully converting all 
our coal-昀椀red boilers to biomass boilers. This 
long-pursued initiative, achieved through the 
technical ingenuity and persistence of our 

engineers, eliminates our reliance on coal and 

instead uses coconut shells, a byproduct of our 

production process.

The impact of this transition is twofold:

• Environmental – A drastic reduction 
in fossil fuel dependency, signi昀椀cantly  
cutting emissions.

• Workplace Health – A cleaner and safer work 
environment by eliminating mercury and 

sulfur emissions associated with coal use.

Despite scaling up operations, we also achieved 

greater ef昀椀ciency in water and power use, 
maintained our zero-waste-to-land昀椀ll status, 
and continued to support coconut farmers 

through seedling distribution programs.

As we re昀氀ect on our 昀椀rst decade, we recognize 
it as a transformative journey — one that 
has strengthened our understanding of the 

coconut industry, its challenges, and the vast 

opportunities ahead. Starting with a singular 
focus on coconut water — once considered 

unconventional — we have taken the road less 
traveled, and it has made all the difference.

Today, we see an industry on the brink of 
renaissance. With the Coconut Farmers and 
Industry Development Plan (CFIDP) now 

launched and funded, alongside the Philippine 

Coconut Authority’s mandate to plant 100 

million coconut trees over 昀椀ve years, the future 
of Philippine coconut production looks brighter 
than ever.

Having built a strong foundation for growth, we 

are well-positioned to lead this new era. With our 
entrepreneurial spirit, customer-昀椀rst approach, 
technical expertise, operational excellence, and 

deeply held values, we remain committed as a 

trailblazer in the coconut industry.

The best is yet to come.

RECOGNITION & 
INDUSTRY LEADERSHIP

SUSTAINABILITY AT THE CORE A NEW ERA FOR THE 
COCONUT INDUSTRY
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Research & Development
IN FOCUS

Introducing the Innovation Center of Excellence (ICE)
In July 2024, the Innovation Center of Excellence (ICE) was inaugurated, marking a new era of better Research and Development (R&D) in CNPF. ICE 
houses a state-of-the-art pilot plant, central laboratories, and collaborative workspaces tailored for cutting-edge research, training, and development.

CNPF’s R&D leads new product development, optimization, 

and innovation by formulating and testing food products 

that meet consumer needs, regulatory requirements, and 

business goals. R&D also explores emerging processes, 

technologies, and alternative proteins and ingredients to 

stay ahead of industry trends. 

Our Vision
To be a world-class innovation center with passionate, multi-
disciplined experts, excelling in affordable and delightful 

nutrition through cutting-edge technology, sustainable 
partnerships, and compliance. CNPF’s R&D thrives on a 

management style that is agile and collaborative, fostering 

a culture of fast, science-based prototyping, cross-
functional teamwork, and continuous improvement.

Our Mission
To lead quality and affordable nutrition using innovative 

technology and scienti昀椀c research, enhance our team 
of passionate experts by advancing technical skills in 
food and nutrition science, and achieve business goals 

by optimizing products and processes. ICE also aims to 

deepen sustainable partnerships with the government, 

academia, industry, and other scienti昀椀c institutions through 
effective collaboration.

OUR COMMITMENT TO OUR WORK
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ICE stands as a testament to innovation and strategic investment. R&D reports 

directly to the President and CEO and collaborates with corporate research 

and development, corporate quality assurance, corporate engineering, and 

corporate procurement. 

R&D collaborates with various units in the organization:

• Quality Assurance to maintain product quality and compliance with standards

• Marketing to align market needs and customer preferences.
• Procurement to ensure access to high-quality, cost-effective, and sustainable 

raw materials.

• Manufacturing to ensure ideas are translated into scalable, optimized 

processes.

Current projects involve new product development, improving existing products, 
and implementing process innovations. Future projects involve exploring 
emerging technologies such as arti昀椀cial intelligence, entering new markets, 
developing long-term innovation strategies, clean label formulation, and 
sustainability in alternative proteins.

ICE will continue to work to ensure that CNPF remains both 
competitive and relevant in today’s business landscape. 

This includes conducting research on new technologies to 

optimize our operations.

 

We will also install additional equipment for process 
optimization and scaling up. ICE also aims to improve the 

digitization of our systems to enhance our databases and 

improve nutrition information.

Above all else, ICE will continue to support CNPF’s R&D work 
by reinforcing the Company’s commitment to affordable 

nutrition and shaping the future of sustainable food solutions.

OUR OPERATIONS

OUR FUTURE AT ICE

DEPARTMENT COMPOSITION

14

MANAGERS RESEARCHERS

60
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Human Resources
IN FOCUS

NURTURING TALENT & BUILDING AN ENGAGED WORKFORCE

ENABLING OUR NEXT GENERATION 
OF EMPLOYEES

Employee training and development are at the forefront of what makes our work possible at CNPF. Aside from the technical expertise, compensation, and 

work-related supervision we routinely provide our employees, we also invest time and effort in enriching their lives. This is the primary concern of our HR 

department — ensuring that employee engagement, culture, and welfare at CNPF are the best that they can be.

Two key activities CNPF’s HR department conducted in 2024 
were continuing our “7 Habits” initiative and launching our Values 

Integration Program. 

CNPF subscribes to the principles of the 7 Habits of Highly Effective 

People by Steve Covey, and has had a long-standing program to 
train our leaders to apply these principles effectively in their work.

Meanwhile, our Values Integration Program aims to institutionalize 

the 7 Habits and Values in our employees, encouraging behavioral 

change and helping them with their personal growth.

This integration is at every company level, from an overview of 

the 7 Habits in the new hires onboarding to launching the 7 Habits 

Circle, a virtual community of 7 Habits graduates. The result of these 

efforts is an improved engagement score versus 2021, increased 

employee productivity, improved team collaboration, enhanced 

communication, and a more positive work culture.

HR also prioritizes employee wellness outside of work with various 
engagement activities. We regularly conduct wellness programs 
(physical, mental, emotional, 昀椀nancial, and spiritual) and shared 
activities that improve holistic wellness and encourage an enhanced 

sense of belonging.
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BEING RECOGNIZED AS FORBES 
WORLD’S BEST EMPLOYER IN 2024

EMPLOYEE CARE INITIATIVES

Being recognized as one of Forbes’ World’s Best Employers (out of 
only 7 Filipino companies) is a signi昀椀cant honor. This prestigious honor 
has validated our commitment to fostering a positive workplace 
culture, enhancing employee experience, and strengthening our 

employer brand on a global scale.

This recognition has inspired our HR team to continuously innovate 

and re昀椀ne our people strategies, enhancing the Company’s visibility 
among top talent and solidifying our position as an employer of choice 

in competitive markets. It also reinforces our belief that investing in 
people is not just an HR priority but a core business strategy that 
drives long-term success.

Ultimately, being named among Forbes’ World’s Best Employers 
has been both a testament to our achievements and a catalyst for 

continuous growth, inspiring us to set even higher standards for 

workplace excellence.

Our HR believes workplace excellence should also bene昀椀t our 
employees outside the workplace. One initiative to pursue this 
philosophy is the partnership of select business units with Paywatch 

for our Earned Wage Access program. This program allows employees 
to access their earned but unpaid wages before payday, helping 

them manage their cash 昀氀ow, avoid high-interest loans, and reduce 
昀椀nancial stress.

We are doubling down on employee engagement programs like our 
Century Leadership University (CLU). Primarily aimed at addressing 
competency gaps, this program also helps us develop entrepreneurial 

and caring leaders. This is crucial to help us obtain sustained high-
performance, growth-centric, and agile workers and cultivate a sense 
of leadership that can serve them even outside of CNPF.
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ACADEMIC COLLABORATIONS

CNPF HR AND OUR EMPLOYEES’ FUTURE

CNPF HR has also extended our employee care to potential 

employees. We have partnered with the following academic 
institutions in the country for agreements on internships and 

future jobs.

This initiative helps us expand our viewpoint on what the next 

generation of workers wants, integrating our 昀椀ndings into improving 
the workplace in CNPF. As we aim to build our successors from 
the ground up, partnerships like these will form the foundation of 
CNPF’s future.

We will continue regularly seeking academic institutions’ helpful 
insight on what tomorrow’s workers want today, helping cement 
CNPF’s position as a preferred employer.

HR will continue our work to develop our employees to be the 
best performers in their 昀椀elds. Our initiatives will target the key 
challenges faced by today’s business landscape: the need to 

strengthen the leadership pipeline, 昀椀nding the best-昀椀t talent, and 
retaining talent.

Through responses like de昀椀ning and communicating our employer 
value proposition, targeting interventions with our employees, 

and enhancing our talent development programs, we continue 

our mission to transform CNPF employees into people who lead 

ful昀椀lling lives both in and out of the workplace.
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Campaign Gallery
Championing health and wellness. Launching new products. Doubling down on 

value. Unlocking win-wins across our value chain.

Here’s a closer look at our campaigns in 2024.




