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Organic Packaged Food
in Switzerland

» EXECUTIVE SUMMARY

Switzerland is considered a global leader in organic farming
and organic products, which have an established history dating
back to the mid-1990's. As a result, organic foods have
achieved a prominent role in the diets of the Swiss population,
who have a reputation for being some of the most health-
conscious consumers in the European market.

The growth of health and wellness products is aided by the
Swiss government which has implemented promotional
campaigns encouraging exercise and healthy eating. As Swiss
consumers purchase more and more food products for their
perceived health benefits, the value they place on such
products continues to grow.

In 2010, Switzerland had a population of 7.8 million. Despite
the relatively small size of this market, prospects for exporters
remain. In 2010, the country’s per capita gross domestic
product (GDP) was US$67,751 (one of the highest in the
world), while consumer spending per capita was US$39,539.

Moreover, Switzerland is internationally recognized for its
economic stability, low unemployment rate and high standard of
living. These characteristics are generally necessary for the
successful entry of imported organic products, which are
normally associated with higher prices.

Switzerland is unofficially divided into French, German and
Italian cultural regions. This offers further opportunities for
exporters whose organic products may appeal to consumers in
one of the distinct cultural and linguistic areas.
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» MARKET TRENDS

Organic products have traditionally played an important role in the overall Swiss food
sector. The significance of the organic food industry is supported by the Swiss consumers
who conventionally follow a healthy lifestyle.

The organic packaged food sector grew by 7% in 2009, and then by 5% in 2010. The future of organic foods
is expected to be strong, with the market forecast to reach US$493 million in 2015. Swiss consumers
normally spend a considerable amount of their budget on food, which can be attributed to high expectations
of food quality. In 2010, food retail sales in Switzerland reached a total value of US$44,014 million. Food
sales alone constitute almost half of Switzerland’s overall retail sales.

Domestically, there is a tendency for producers to market products labelled as “Swiss,” which is received
positively by consumers. Consumers in Switzerland are interested in supporting local producers, and believe
that Swiss products, including organic foods, are likely to meet their expectations of quality.

While overall consumer demand for organic packaged food is widespread, it is unevenly distributed amongst
women and men. A recent industry survey indicated that 78% of Swiss women are likely to purchase organic
packaged food regularly, in comparison to 60% of men (Euromonitor, 2012). However, most Swiss
consumers are also likely to purchase both organic and conventional packaged food products, rather than
strictly adhere to one category over the other.

Although Swiss consumers are strong supporters of locally produced products and domestic retailers, the
issue remains as to whether domestic producers will be able to keep up with the country’s growing demand.
In response, the Swiss government along with the Bio Suisse Federation, are increasing the allocation of
land for organic farming and attempting to recruit more farmers willing to farm organically. Despite the
country’s domestic production capacity, the Swiss market for organic packaged food remains an opportunity
for foreign producers due to the ever-increasing consumer demand in this well-established industry.

Swiss Market Sizes of Organic and Regular Packaged Food — Historic/Forecast
— Retail Sales Value in US$ millions

2007 2008 2009 2010 2011 2012 2013 2014 2015

Packaged food 15,695 | 16,487 | 16,501 | 16,649 | 16,813 | 17,057 | 17,333 | 17,621 | 17,908

Organic packaged

e 336 354 371 389 408 427 448 470 493

Organics as a % of

total packaged food 2.4 2.4 2.5 2.7 2.7 2.8 2.9 3.0 3.0

Source: Euromonitor, 2012
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» ORGANIC PACKAGED FOOD SALES

Organic Food and Beverages in Switzerland
Historic/Forecast in US$ millions
>00 Organic Beverages
400 Organic Packaged Food
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0
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Switzerland — Organic Packaged Food and Beverages Market Sizes — Historic/Forecast
— Retail Sales Value in US$ millions

2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015
Organic Beverages 26 29 30 33 35 37 40 42 45 48 52
Organic Packaged Food 303| 318| 336| 354 | 371| 389 | 408 | 427 | 448| 470| 493

Switzerland — Sales of Organic Packaged Food by Subsector — Historic/Forecast
— Value Growth in % Rate and US$ millions

2005-2010 2011-2015
Subsector %:Oﬁgé,?%/? Absolute %:O:éé?%/? Absolute
(US$ millions) (US$ millions)

Organic Baby Food 8.6 6.0 5.8 4.7
Organic Bakery Products 3.9 25.5 3.2 20.1
Organic Confectionery 3.3 2.9 4.9 4.2
Organic Dairy Products 2.2 10.4 315 15.2
Organic Ice Cream 9.9 2.7 5%3 1.8
Organic Oils and Fats 3.3 3.4 3.7 3.7
Organic Ready Meals 13.1 2.4 7.1 1.8
Organic Rice 6.4 0.1 6.9 0.1
Organic Sauces, Dressings and Condiments 17.0 3.1 12.8 4.0
Organic Snack Bars - - - -
Organic Soup 9.5 0.0 3.4 0.0
Organic Spreads 6.3 0.7 6.9 0.9
Organic Sweet and Savoury Snacks 6.4 0.8 7.2 1.0
Other Organic Food 13.3 27.3 9.2 27.8

*CAGR = compound annual growth rate
Source for all: Euromonitor, 2012
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» ORGANIC PACKAGED FOOD SALES (continued)

Switzerland Organic Packaged Food Market Sizes — Historic/ Forecast
— Retail Sales in US$ millions

2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015

Total Organic Packaged Food 303.4 |318.1 |335.6 [354.3 [370.8 {388.6 [407.5 [427.3 |448.1 |470.0 |492.7
Organic Baby Food 116 | 131 | 146 | 16.0| 168 | 175 | 184 | 193 | 204 | 21.7 | 23.1
Organic Milk Formula 7.2 8.3 93| 103 11.2 | 118 | 125 | 133 | 142 | 152 | 16.4
Organic Dried Baby Food 1.4 15 15 1.6 1.6 1.6 1.7 1.7 1.8 1.9 2.0
Other Organic Baby Food 0.3 0.3 0.4 0.4 0.4 0.4 0.4 0.4 0.5 0.5 0.5
Organic Prepared Baby Food 2.6 3.0 3.4 3.8 3.7 3.8 3.8 3.9 4.0 4.1 4.2
Organic Bakery Products 121.5 |125.8 |131.4 |137.3 |141.9 |146.9 |152.0 |157.0 (162.1 [167.1 (172.1
Organic Biscuits 16.1 | 168 | 174 | 180 | 185 | 191 | 196 | 20.2 | 20.7 | 21.1 | 215
Organic Bread 98.6 |101.7 |106.1 |110.7 |114.3 |118.1 {121.9 [125.6 |129.3 |132.9 |136.4
Organic Breakfast Cereals 6.8 7.3 7.9 8.5 9.1 97| 104 | 11.2 | 12.1 | 131 | 141
Organic Confectionery 16.2 | 16.6 | 17.3 | 18.0| 186 | 19.2 | 199 | 20.7 | 21.7 | 228 | 24.1
Organic Chocolate Confectionary 132 | 135 | 140 | 147 | 152 | 157 | 163 | 17.1 | 179 | 189 | 20.1
Organic Sugar Confectionery 3.1 3.2 3.2 3.3 3.4 3.4 &85 3.6 3.8 3.9 4.0
Organic Dairy Products 88.6 | 90.2 | 92.2 | 945 | 96.5 | 99.0 [101.8 |105.0 |{108.6 |112.6 |117.0
Organic Cheese 347 | 354 | 363 | 371 | 378 | 386 | 395 | 405 | 41.7 | 43.1 | 446
Organic Cream 34 35 3.5 3.6 3.6 3.6 3.6 355 3L 355 3.4
Organic Fromage Frais and Quark 6.7 6.9 7.0 7.3 7.2 7.3 7.4 7.5 7.6 7.7 7.9
Organic Milk 439 | 444 | 454 | 466 | 479 | 496 | 51.4 | 534 | 55.7 | 58.3 | 61.1
Organic Reduced Fat Milk 8.5 8.6 8.7 8.9 9.1 9.4 9.7 | 100 | 104 | 109 | 114
Organic Standard Milk 353 | 358 | 36.7 | 37.7 | 388 | 40.2 | 41.7 | 43.4 | 453 | 474 | 49.7
Organic Ice Cream 4.5 5.0 5.6 6.2 6.7 7.2 7.7 8.2 8.7 9.1 9.5
Organic Oils and Fats 195 | 203 | 211 | 21.7 | 223 | 229 | 236 | 244 | 253 | 26.2 | 27.3
Organic Butter 121 | 123 | 125 | 126 | 126 | 12.7 | 129 | 13.0| 13.1 | 13.3 | 135
Organic Olive QOil 6.0 6.6 7.2 7.7 8.1 8.7 9.3 99| 106 | 114 | 12.2
Organic Vegetable and Seed Oil 1.4 1.4 1.4 15 15 15 .5 i3 15 15 1.6
Organic Ready Meals 2.8 3.3 3.8 4.3 4.7 5.2 5.7 6.1 6.6 7.1 7.4
Organic Rice 0.3 0.3 0.3 0.4 0.4 0.4 0.4 0.4 0.4 0.5 0.5
gggn%'}irgesrﬁgces' Dressings and 26| 31| 36| 42| 49| 57| 65| 74| 84| 94| 106
Organic Soup 0.0 0.0 0.0 0.0 0.0 0.1 0.1 0.1 0.1 0.1 0.1
Organic Spreads 1.9 21 2.2 2.4 25 2.6 2.8 3.0 3.2 34 3.7
Organic Honey 1.9 2.1 2.2 24 25 2.6 2.8 3.0 3.2 34 3.7
Organic Sweet and Savoury Snacks 21 2.2 2.4 25 2.7 29 3.1 83 32 3.8 4.0
Organic Nuts 2.1 2.2 24 25 2.7 2.9 3.1 3.3 3L 3.8 4.0
Other Organic Food 317 | 360 | 41.1 | 468 | 528 | 59.0 | 656 | 723 | 79.2 | 86.3 | 93.4

Source: Euromonitor, 2012
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» KEY MARKET SEGMENTS

Switzerland Organic Packaged Food Market Sizes — Historic/ Forecast
— Retail Volume in '000 Tonnes (unless otherwise indicated)

2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015
Total Organic Packaged Food *Not Calculable*

Organic Baby Food 0.9 1.0 1.0 1.0 1.0 1.0 1.0 1.1 1.1 1.1 1.2
Organic Milk Formula 0.2 0.2 0.2 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.4
Organic Dried Baby Food 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1
Other Organic Baby Food 0.6 0.6 0.7 0.7 0.7 0.7 0.7 0.7 0.7 0.7 0.7
Organic Prepared Baby Food 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

Organic Bakery Products 237 | 249 | 259 | 269 | 27.8 | 28.6 | 295 | 30.4 | 31.2 | 32.1 | 33.0
Organic Biscuits 0.7 0.7 0.8 0.8 0.8 0.8 0.8 0.9 0.9 0.9 0.9
Organic Bread 225 | 236 | 245 | 254 | 26.2 | 27.0 | 27.8 | 28.6 | 29.4 | 30.1 | 30.9
Organic Breakfast Cereals 0.6 0.6 0.7 0.7 0.8 0.8 0.9 0.9 1.0 1.1 1.2

Organic Confectionery 0.7 0.7 0.7 0.7 0.7 0.8 0.8 0.8 0.9 0.9 0.9
Organic Chocolate Confectionary 0.5 0.6 0.6 0.6 0.6 0.6 0.7 0.7 0.7 0.8 0.8
Organic Sugar Confectionery 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1

Organic Dairy Products *Not Calculable*

Organic Cheese 2.3 2.3 2.4 2.4 25 2.5 2.6 2.7 2.8 2.9 3.0
Organic Cream 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3
Organic Fromage Frais and Quark 1.6 1.6 1.6 1.6 1.6 1.7 1.7 1.7 1.8 1.9 1.9

Organic Milk 241 | 247 | 255 | 264 | 274 | 286 | 30.0| 31.5| 332 | 351 | 37.1
Organic Reduced Fat Milk 4.6 4.6 4.7 4.8 4.9 5.1 B5E3 515 5.7 6.0 6.3
Organic Standard Milk 195 | 20.1 | 20.8 | 21.6 | 225 | 236 | 24.7| 26.0| 275 | 29.1 | 30.8

Organic Ice Cream ('000 litres) 318.8 |352.7 |391.2 |434.3 |471.4 |504.8 |537.7 |569.8 [600.3 [628.8 [654.7

Organic Oils and Fats 1.3 1.3 1.3 1.4 1.4 1.4 15 15 13 1.6 1.6
Organic Butter 0.7 0.7 0.7 0.7 0.7 0.7 0.8 0.8 0.8 0.8 0.8
Organic Olive Oil 0.3 0.3 0.4 0.4 0.4 0.4 0.4 0.5 0.5 0.5 0.5
Organic Vegetable and Seed Oil 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3

Organic Ready Meals 0.1 0.1 0.2 0.2 0.2 0.2 0.2 0.2 0.3 0.3 0.3

Organic Rice 0.0 0.0 0.0 0.0 0.1 0.1 0.1 0.1 0.1 0.1 0.1

gggn%'}irgesrﬁgces' Dressings and 03| 04| 04| 05| 06| 07| 08| 09| 10| 11| 12

Organic Soup 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

Organic Spreads 0.2 0.2 0.2 0.2 0.2 0.2 0.2 0.3 0.3 0.3 0.3
Organic Honey 0.2 0.2 0.2 0.2 0.2 0.2 0.2 0.3 0.3 0.3 0.3

Organic Sweet and Savoury Snacks 0.2 0.2 0.2 0.2 0.2 0.2 0.2 0.3 0.3 0.3 0.3
Organic Nuts 0.2 0.2 0.2 0.2 0.2 0.2 0.2 0.3 0.3 0.3 0.3

Other Organic Food 4.6 5.1 5.8 6.6 7.3 8.1 8.9 9.7 105| 11.3| 121

Source: Euromonitor, 2012
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» KEY MARKET SEGMENTS (continued)

Switzerland — Per Capita Expenditure on Organic Packaged Food
— Historic/Forecast — US$

2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015

Organic Packaged Food 409 | 42.6 | 448 | 47.0 | 491 | 51.2 | 535 | 559 | 58.4 | 61.0 | 63.7
Organic Baby Food 1.6 1.8 1.9 2.1 2.2 2.3 2.4 25 2.7 2.8 3.0
Organic Bakery Products 16.4 | 169 | 175 | 18.2 | 188 | 194 | 20.0 | 205 | 21.1 | 21.7 | 22.3
Organic Confectionery 2.2 2.2 2.3 2.4 2.5 25 2.6 2.7 2.8 3.0 3.1
Organic Dairy Products 120 | 12.1 | 123 | 125 | 12.8 | 13.0 | 134 | 13.7 | 141 | 146 | 15.1
Organic Ice Cream 0.6 0.7 0.7 0.8 0.9 1.0 1.0 1.1 1.1 1.2 1.2
Organic Oils and Fats 2.6 2.7 2.8 2.9 29 3.0 3.1 3.2 83 3.4 85
Organic Ready Meals 0.4 0.4 0.5 0.6 0.6 0.7 0.7 0.8 0.9 0.9 1.0
Organic Rice 0.0 0.0 0.0 0.0 0.0 0.0 0.1 0.1 0.1 0.1 0.1
G Seliens, Diasiigs et 04| 04| 05| 06| 07| 08| 09| 10| 11| 12| 14
Organic Soup 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Organic Spreads 0.3 0.3 0.3 0.3 0.3 0.3 0.4 0.4 0.4 0.4 0.5
Organic Sweet and Savoury Snacks 0.3 0.3 0.3 0.3 0.4 0.4 0.4 0.4 0.5 0.5 0.5
Other Organic Food 4.3 4.8 5.5 6.2 7.0 7.8 8.6 95| 103 | 11.2 | 121

Source: Euromonitor, 2012

Switzerland — Year-on-Year Growth (%) of Organic Packaged Food, by Sub-Category

2009-10 2010-11 2011-12 2012-13 2013-14 2014-15

Organic Baby Food 4.1 4.9 5.2 5.6 6.1 6.5
Organic Bakery Products 3.5 3.2 3.3 3.2 3.1 3.0
Organic Confectionery 3.2 3.7 4.2 4.8 5.2 515
Organic Dairy Products 2.6 2.9 3.1 3.4 3.7 3.9
Organic Ice Cream 7.3 6.8 6.3 5.6 5.1 4.4
Organic Oils and Fats 29 3.1 3.4 3.6 3.8 4.0
Organic Ready Meals 9.8 9.1 8.3 7.6 7.0 515
Organic Rice 4.0 5.1 6.2 6.8 7.4 7.3
ggnﬂﬁesn?:ces' eSS S 15.2 14.7 13.8 13.1 12.4 11.7
Organic Soup 5.8 5.2 4.2 3.7 3.2 2.6
Organic Spreads 6.0 6.4 6.7 6.6 7.2 7.3
Organic Sweet and Savoury Snacks 6.5 6.7 6.9 7.2 7.4 7.5
Other Organic Food 11.8 11.1 10.3 9.5 8.9 8.2

Source: Euromonitor, 2012
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» PRICING AND MARKET SHARES

Switzerland — Retail Sales Price of Organic Packaged Food
— Historic/Forecast — US$ per kg

2009 2010 2011 2012 2013 2014 2015

Organic Baby Food 16.9 17.2 17.6 18.1 18.5 19.0 19.5
Organic Bakery Products 5.1 5.1 5.1 5.2 5.2 5.2 5.2
Organic Confectionery 25.2 25.3 25.3 25.4 25.4 2515 25.5
Organic Dairy Products *Not calculable

Organic Ice Cream 14.3 14.3 14.4 14.4 14.5 14.5 14.5
Organic Oils and Fats 16.0 16.1 16.2 16.2 16.3 16.5 16.6
Organic Ready Meals 25.1 25.2 25%3 25.4 25.5 25.6 25.7
Organic Rice 7.2 7.2 7.2 7.2 7.2 7.2 7.2
Orgar.nc Sauces, Dressings and 8.6 8.6 8.6 8.7 8.7 8.7 8.7
Condiments

Organic Soup 6.3 6.3 6.3 6.2 6.2 6.2 6.2
Organic Spreads 11.6 11.6 11.6 11.6 11.6 11.6 11.7
Organic Sweet and Savoury Snacks 12.6 12.6 12.7 12.7 12.8 12.8 12.9
Other Organic Food 7.2 7.3 7.4 7.4 /25 7.6 7.7

Source: Euromonitor, 2012
*Note: Unit prices for organic dairy products are not calculable, as they are not all measured in kilograms.

The Swiss organic food market is well-established and continues to thrive. It continued to grow despite the
2008/2009 global recession, confirming the entrenched importance of this industry for Swiss consumers, who
perceive organic foods as superior to products with artificial additives and preservatives.

Increased competition from German discounters Aldi and Lidl are causing the prices of organic foods to drop.
Moreover, price declines in this market are likely to continue as trade increases between Switzerland and the
European Union member states. However, prices are still unlikely to fall as low as some other European
countries, such as Germany, due to the high import tariffs in Switzerland. More and more consumers are
partaking in cross-border shopping, due to the high prices in Switzerland.

Switzerland — Top 10 Brand Shares (by Global Brand Name)
in the Organic Packaged Food Market — % Breakdown

Brand Company name (GBO) 2007 | 2008 | 2009 | 2010
Naturaplan Coop Genossenschaft 34.5 34.1 32.2 32.0
Bio Zwirbelbrot Hiestand AG 7.0 7.4 7.2 7.2
Bischofszell Migros Migros Genossenschaftsbund eG 5.7 55 5.2 51
M-Bio Migros Genossenschaftsbund eG 2.6 2.7 2.7 2.7
Bio Kaese Emmi AG 2.4 23 2.2 21
Morga Morga AG 1.9 1.8 1.8 1.9
Migros Bio Engagement Migros Genossenschaftsbund eG 1.7 1.7 1.7 1.7
Max Havelaar Migros Genossenschaftsbund eG 1.0 11 11 1.0
Bio Kaese Napfmilch AG 11 11 1.0 1.0
Bio Bio-Familia AG 1.0 1.0 1.0 0.9

Source: Euromonitor, 2012
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» ORGANIC BEVERAGES

As seen in the organic packaged food market as a whole, organic beverages remain a
popular choice for Swiss consumers. During the recession, volume sales of organic
beverages continued to increase despite rising consumer price-consciousness and a growing number of
discount retailers. In 2010, the current value growth of the organic beverage category was 5%. Moreover, any
losses or sluggish sales growth within the organic beverage sub-categories can be attributed to an increase of
less expensive options, rather than consumers opting out of the market.

Switzerland — Organic Hot Drinks Market Sizes — Historic/Forecast
— Retail Value in US$ Millions and % Growth

Growt 0
2008 2009 2010 2011 2015 |2009-10|2010-11 (2011-15
Organic Hot Drinks 21.3 23.3 24.7 26.2 34.4 5.7 6.3 31.2
Organic Coffee 18.3 20.2 21.3 22.7 30.1 5.8 6.5 32.3
Organic Fresh Coffee 16.2 18.1 19.2 20.5 27.5 6.2 6.9 34.1
Organic Instant Coffee 2.0 21 2.2 2.2 2.6 2.8 3.1 16.1
Organic Tea 3.0 3.2 3.3 &8 4.3 4.5 4.8 23.5
Organic Black Tea 0.3 0.3 0.3 0.3 0.5 10.0 10.3 50.6
Organic Fruit/Herbal Tea 21 2.1 2.2 2.3 2.8 4.1 4.3 21.0
Organic Green Tea 0.7 0.7 0.8 0.8 1.0 3.7 4.0 19.4
Switzerland — Unit Prices of Organic Hot Drinks Switzerland — Retail Sales of Organic Hot Drinks
by Sub-Category — Historic/Forecast by Sub-Category — Historic/Forecast
— US$ per Kilogram — Based on Retail Sales — US$ Per Capita
2009 | 2010 | 2011 | 2015 2009 | 2010 | 2011 | 2015
Organic Coffee 210 21.0| 211| 214 Organic Coffee 2.7 2.8 3.0 3.9
Organic Fresh Coffee 19.5| 195| 19.6| 20.2 Organic Fresh Coffee 2.4 2.5 2.7 3.6
Organic Instant Coffee 62.0| 62.2| 62.2| 624 Organic Instant Coffee 03| 03 0.3 0.3
Organic Tea 447 | 447 | 447 | 443 Organic Tea 0.4 0.4 0.5 0.6
Organic Black Tea 295( 29.6| 29.7| 30.0 Organic Black Tea 0.0 0.0 0.0 0.1
Organic Fruit/Herbal Tea | 39.8| 39.9| 40.0| 40.1 Organic Fruit/Herbal Tea 0.3 0.3 0.3 0.4
Organic Green Tea 99.5( 99.8| 99.9|100.3 Organic Green Tea 0.1 0.1 0.1 0.1
Other Organic Hot Drinks - - - - Other Organic Hot Drinks - -

Source for all: Euromonitor, 2012

In 2010, organic black tea experienced the highest current value growth in the organic hot drinks sector at 10%.
This growth is attributed to media campaigns promoting the health benefits of black tea and is likely to continue
into the future. Organic coffee also remains in high demand as the Swiss population generally prefers to drink
coffee over tea. In 2010, organic coffee recorded value growth of 6%.

The major challenge that exists in this sub-sector is the growing popularity of Nespresso capsules and other

machines providing consumers with high quality coffee and convenience. However, organic beverages will
continue to post growth, due to their role in the health and wellness market.
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» ORGANIC BEVERAGES (continued)

Switzerland — Organic Soft Drinks Market Sizes — Historic/Forecast

— Retail Value in US$ Millions and % Growth

Retail Sales Value
in US$ millions

Growth (%)

2008 2009 2010 2011 2015 |(2009-10(2010-11|2011-15

Organic Soft Drinks 114 12.1 12.7 134 17.2 5.0 5.6 28.5
Organic Concentrates 1.1 1.1 1.2 1.3 1.6 5.8 583 29.6
Organic Fruit/Vegetable Juice 10.3 10.9 115 121 15.6 4.9 5.7 28.4
Organic 100% Juice 7.4 7.9 8.2 8.7 11.4 4.8 B, 31.1
Organic Nectars (25-99% Juice) 29 3.1 3.2 3.4 4.1 5.2 5.6 21.5
Organic Juice Drinks ) ) ) ) ) ) ) )

(up to 24% Juice)

Switzerland — Unit Prices of Organic Hot Drinks by Sub-Category
— Historic/Forecast — US$ per Litre — Based on Retail Sales Price

2009 2010 2011 2015
Organic Concentrates 4.5 4.3 4.2 3.9
Organic Fruit/Vegetable Juice 3.8 3.8 3.8 4.0
Organic 100% Juice 5.1 5.2 5.2 553
Organic Nectars (25-99% Juice) 2.3 2.3 2.3 2.3
Organic Juice Drinks _ i i i

(up to 24% Juice)

Switzerland — Retail Sales of Organic Soft Drinks by Sub-Category
— Historic/Forecast — US$ Per Capita

2009 2010 2011 2015
Organic Concentrates 0.2 0.2 0.2 0.2
Organic Fruit/Vegetable Juice 1.4 15 1.6 2.0
Organic 100% Juice 1.0 11 11 15
Organic Nectars (25-99% Juice) 0.4 0.4 0.4 0.5
Organic Juice Drinks ) i i i

(up to 24% Juice)

Source for all: Euromonitor, 2012

In 2010, organic soft drinks experienced a current value sales growth of 5%. In the same year, organic
concentrates was the strongest-performing sub-category, with value growth of almost 6%. This growth can be
attributed to consumers’ willingness to pay a higher price for organic concentrates, considering the already low

price of concentrates overall.

Growth for organic 100% juice is forecast to be strong at 6% from 2010-2015. Similar to organic concentrates,
this increase is attributed to an expected decline in the prices of organic 100% juices, as retailers increase their
selection. Lower prices and innovative products will further encourage consumers to make the switch from

regular juice to organic options.
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» DISTRIBUTION CHANNELS

The organic food market in Switzerland is dominated by two major grocery store chains,
Coop and Migros, with value shares of 32% and 11% respectively. The dominance of Coop
and Migros along with other discount chains, has made it difficult for small scale retailers to prosper in this
market. Combined, Coop and Migros control approximately 80% of Switzerland’s retail market and 65% of
grocery banner sales. However, competition from German discounters Aldi and Lidl is increasing, causing the
prices of organic foods to decline.

Switzerland — Distribution of Organic Packaged Food
Retail Value RSP — % Breakdown

2008 2009 2010

Store-Based Retailing 86.3 86.4 86.5
Supermarkets/Hypermarkets 75.2 75.3 75.4
Discounters 4.0 4.0 4.1
Small Grocery Retailers 7.1 7.1 6.8
Convenience Stores 2.0 2.0 2.0
Independent Small Grocers 5.1 5.1 4.8
Forecourt Retailers - - -

Other store-based retailing - - 0.2
Other Grocery Retailers - - 0.2
Non-Grocery Retailers - - -
Non-Store Retailing 13.7 13.6 135
Vending 3.0 3.0 2.8
Home Shopping - - -
Internet Retailing 10.0 10.0 10.1
Direct Selling 0.7 0.6 0.6
Total 100.0 100.0 100.0

Source: Euromonitor, 2012

» CERTIFICATION

The Bio Suisse federation is a private organization in Switzerland that includes 32 organic farmers’
associations, and the Research Institute of Organic Agriculture FiBL. The label assigned to organic foods is
referred to as the “Bud,” and products with this label represent approximately 60% of organic sales. More
information can be found at the following link: http://www.bio-suisse.ch/en/home.php

Although Switzerland has regulations in place designed to certify different products as organic, exporters and
distributors believe that obtaining the “Bud” classification is necessary for successful market sales, which could
also apply to imported goods. It is also important for exporters to recognize that even the ingredients used in
the final production of “Bud” labelled products, must also meet strict Bio Suisse requirements.
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» PRICING SAMPLES

The following pricing samples were derived from Euromonitor International (2011).

Pack Lo_cal
Brands Company name Qutlets Size Price
(CHF)
Organic Fresh Coffee
Kaffee Engagement Max Havelaar Migros Genossenschaftsbund eG |Supermarket/hypermarket 500 g 6.7
Max Havelaar Migros Genossenschaftsbund eG |Supermarket/hypermarket 500 g 6.7
Max Havelaar Café Bio Migros Genossenschaftsbund eG |Supermarket/hypermarket 500 g 6.7
Max Havelaar Café Espresso Bio Migros Genossenschaftsbund eG |Supermarket/hypermarket 500 g 6.7
Naturaplan Café Coop Genossenschaft Supermarket/hypermarket 500 g 6.9
Organic Black Tea
Coop Max Havelaar Ceylon Tea Coop Schweiz Supermarket/hypermarket 50 bags 2.6
Coop Max Havelaar Finest Darjeeling Tea Coop Schweiz Supermarket/hypermarket 100 g 4.2
M Bio Tee Migros Genossenschaftsbund eG |Supermarket/hypermarket 309 2.4
Organic Fruit/Herbal Tea
M Bio Tee Migros Genossenschaftsbund eG |Internet retailing 26 g 2.6
Twinings Wander AG Supermarket/hypermarket 35 units 3.4
Organic Green Tea
M Bio Tee Migros Genossenschaftsbund eG |Supermarket/hypermarket 269 2.6
Organic Concentrates
Naturaplan Sirup Bio Holunderbliiten Laumann Co AG Supermarket/hypermarket 0.5 litres 4.9
Naturaplan Sirup Bio Orangenminze Laumann Co AG Supermarket/hypermarket 0.5 litres 4.9
Naturaplan Sirup Bio Sanddorn Laumann Co AG Supermarket/hypermarket 0.5 litres 10.0
Naturaplan Sirup Bio Zitronenmelisse Laumann Co AG Supermarket/hypermarket 0.5 litres 4.9
Weight Watchers Sirup Himbeer Laumann Co AG Supermarket/hypermarket 1 litres 4.8
Organic 100% Juice
Andros Blutorangensaft Andros AG Supermarket/hypermarket 1 litres 5.3
Anna's Best Bio Blutorangensaft Migros Genossenschaftsbund eG |Supermarket/hypermarket | 0.75 litres 3.8
Anna's Best Bio Orangensaft Migros Genossenschaftsbund eG |Supermarket/hypermarket | 0.75 litres 3.8
Biotta Saft Thurella AG Internet retailing 6 x50 cl 171
Naturaplan Bio Birnensoft Co op Schwiez Supermarket/hypermarket |6 x 1 litres 14.4
Organic Soy Drinks
Ct:)%c;?eNaturaplan EHD < BT ST (26 Coop Schweiz AG Supermarket/hypermarket 2x150¢9 1.9
%%ZF: et B Rl S 5 Coop Schweiz AG Supermarket/hypermarket 2x180¢ 1.8
C,v?;?g'z_a;l;rsiﬁ):;nsf‘lr 32;:? Coop Schweiz AG Supermarket/hypermarket 2x150¢9 1.9
Coop Pro Montagna Bergjogurt Apfel-Birne Coop Schweiz AG Supermarket/hypermarket 500 g 2.7
Coop Pro Montagna Bergjogurt Waldbeeren |Coop Schweiz AG Supermarket/hypermarket 500 g 2.7
Organic Milk Formula
Coop Naturaplan Bio Galactina Humana 3 Coop Schweiz AG Supermarket/hypermarket 700 g 23.5
Coop Naturaplan Galactina Humana 2 Coop Schweiz AG Supermarket/hypermarket 700 g 23.5
Coop Naturaplan Galctina Humana 1 Coop Schweiz AG Supermarket/hypermarket 700 g 23.5
Hipp 1 Hipp GmbH & Co Vertrieb KG Internet retailing 800 g 21.3
Hipp 2 Hipp GmbH & Co Vertrieb KG Supermarket/hypermarket 800 g 21.3
Organic Dried Baby Food
Coop Naturaplan Bio Semoulette Coop Schweiz SA Supermarket/hypermarket 400 g 3.0
Coop Naturaplan Galactina Bio Gemuse-Brei |Wander AG Supermarket/hypermarket 700 g 11.2
Organic Prepared Baby Food
Eg%%g:géﬁtigigﬁiﬁ:amma = Wander AG Supermarket/hypermarket 13049 3.8
Egl?oatg?-t:éra?fc!?fglnG?ZISCtma =LY Wander AG Supermarket/hypermarket 13049 2.0
Co_op N_aturaplan (SR 10 Sel e Wander AG Supermarket/hypermarket 13049 3.8
Rindfleisch
C(_)op !_\laturaplan Crlzeli B AnBines Wander AG Supermarket/hypermarket 1309 2.0
mit Frichten
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» PRICING SAMPLES (continued)

Pack Lo.cal
Brand Company name Outlets size Price
(CHF)
Other Organic Baby Food
Hipp Baby Zwieback Hipp AG Supermarket/hypermarket| 100 g 2.6
Organic Biscuits
Coop Naturaplan Bio Cookies Coop Schweiz AG Supermarket/hypermarket | 225¢g 4.0
Coop Naturaplan Bio Cookies Choco Coop Schweiz AG Supermarket/hypermarket| 225g 4.0
Coop Naturaplan Bio Petit Beurre Coop Schweiz AG Supermarket/hypermarket| 170g 3.0
Migros Bio Migros Genossenschaftsbund eG |Internet retailing 2809 3.8
Natur Aktiv Bio Cookies Aldi Suisse AG Discounter 200 g 3.0
Organic Bread
Coop Naturaplan Bio Ballast Knéckebrot Coop Schweiz AG Supermarket/hypermarket| 200 g 3.1
Coop Naturaplan Bio Leinsamen Knéckebrot Coop Schweiz AG Supermarket/hypermarket| 200 g 3.1
Natur Aktiv Bio Knéckebrot Aldi Suisse AG Discounter 200 g 1.8
Natur Aktiv Bio Toastbrétchen Aldi Suisse AG Discounter 260 g 14
Natur Aktiv Bio Vollkorn Toast Aldi Suisse AG Discounter 500 g 2.5
Organic Breakfast Cereals
Bio Farm Haferflockli BIO FARM Genossenschaft Internet retailing 500 g 4.6
Coop Bio Naturaplan Cornflakes Coop Schweiz AG Supermarket/hypermarket| 250 g 1.7
Coop Naturaplan Bio 5-Korn-Flocken Coop Schweiz Supermarket/hypermarket| 500 g &3
Coop Naturaplan Bio Dinkelflocken Coop Schweiz AG Supermarket/hypermarket | 500 g 3.7
Coop Naturaplan Bio Hafernussli Coop Schweiz AG Supermarket/hypermarket | 200 g 25
Organic Cheese
Coop Naturaplan Bio Mascarpone Coop Schweiz AG Supermarket/hypermarket | 225¢g 3.7
Coop Naturaplan Bio Rahmtilsiter mild Coop Schweiz AG Supermarket/hypermarket | 220 g 5.1
Coop Naturaplan Bio Reblochon Coop Schweiz AG Supermarket/hypermarket| 150 g 4.0
Coop Naturaplan Brie Bio Coop Schweiz AG Supermarket/hypermarket| 180 g 4.8
?(?gﬂtz:r%%?glt Bl e B B e 7 Coop Schweiz AG Supermarket/hypermarket| 220 g 5.6
Organic Cream
Coop Naturaplan Bio Halbrahm Coop Schweiz AG Supermarket/hypermarket | 200 ml 2.3
Coop Naturaplan Bio Vollrahm Coop Schweiz AG Supermarket/hypermarket | 200 ml 2.9
Organic Fromage Frais and Quark
Coop Naturaplan Bio Cottage Cheese nature Coop Schweiz AG Supermarket/hypermarket| 200 g 2.3
Coop Naturaplan Bio Halbfett-Quark nature Coop Schweiz AG Supermarket/hypermarket| 250 g 1.9
Migros Engagement Bio Magerquark Migros Genossenschaftsbund eG |Supermarket/hypermarket| 200 g 1.2
Organic Reduced Fat Milk
Cz(;?)z R i Ee B Telenielimie Wild s Coop Schweiz AG Supermarket/hypermarket | 1 litres 1.7
C(Z;);J&;\laturaplan EHD IS T B e B ED U Coop Schweiz AG Supermarket/hypermarket | 1 litres 1.8
Coop Naturaplan Bio Magermilch UHT (01%) Coop Schweiz AG Supermarket/hypermarket | 1 litres 1.6
Organic Standard Milk
Coop Naturaplan Bio Vollmilch UHT (39%) Coop Schweiz AG Supermarket/hypermarket | 1 litres 1.8
Coop Nauraplan Bio Regio Ziribiet Vollmilch Coop Schweiz Supermarket/hypermarket| 1 litres 1.9
Coop Nauraplan Bio Vollmilch Coop Schweiz Supermarket/hypermarket| 1 litres 1.7
Migros Engagement Bio Vollmilch UHT (39%) Migros Genossenschaftsbund eG |Supermarket/hypermarket Tilt;(ei 6.8
Natur Aktiv Bio Vollmilch Aldi Suisse AG Discounter 1 litres 1.7
Organic Sour Milk Drinks
Coop Naturaplan Bio Saure Buttermilch Nature Coop Schweiz AG Supermarket/hypermarket| 500 ml 1.0
Organic Soy Milk
Coop Naturaplan Bio Sojadrink Nature Coop Schweiz AG Supermarket/hypermarket | 1 litres 2.2
Migros Engagement Bio Soja Line Drink Migros Genossenschaftsbund eG |Supermarket/hypermarket| 1 litres 1.8

PAGE 13




» PRICING SAMPLES (continued)

Pack Lo_cal
Brand Company name Outlets size Price
(CHF)
Organic Soy-Based Yogurt
Coop Naturaplan Bio Jogurt Bifidus Coop Schweiz AG Supermarket/hypermarket (4 x 125g| 3.2
Coop Naturaplan Bio Schafmilchjogurt Coop Schweiz AG Supermarket/hypermarket| 120g 1.4
Coop Pro Montagna Biindner Bergjogurt Nature Coop Schweiz AG Supermarket/hypermarket| 140g 0.9
Coop Pro Montagna Graubunden Jogurt Nature Coop Schweiz AG Supermarket/hypermarket| 500 g 2.4
Coop Weight Watchers Drinkjogurt Mocca Coop Schweiz AG Supermarket/hypermarket| 500 ml 1.7
Other Organic Yogurt
Coop Naturaplan Bio Bifidus Jogurt Mokka Coop Schweiz AG Supermarket/hypermarket |2 x 125 g 1.8
Coop Naturaplan Bio Bifidus Jogurt Nature Coop Schweiz AG Supermarket/hypermarket| 500 g 1.8
Edelweiss Biologic Cappuccino EDELWEISS GMBH & CO KG Internet retailing 4x125g| 45
Organic Ice Cream
Coop Naturaplan Bio Glace Chocolat Coop Schwiez AG Supermarket/hypermarket| 460 ml 4.9
Coop Naturaplan Bio Glace Johgurt Heidelbeer Coop Schweiz AG Supermarket/hypermarket| 460 ml 4.9
(;c;apéeNaturaplan SO CIEED ST A AT SR T Coop Schweiz AG Supermarket/hypermarket| 460 ml 4.9
Coop Naturaplan Bio Glace Vanille Coop Schwiez AG Supermarket/hypermarket| 460 ml 4.9
Organic Butter
Coop Naturaplan Bio Butter Coop Schweiz AG Supermarket/hypermarket| 200 g 3.8
Coop Naturaplan Bio Jogurt-Butter Coop Schweiz AG Supermarket/hypermarket| 200 g 4.1
Cremo Bio Butter Crémo SA Internet retailing 200 g 4.6
Natur Aktiv Bio Butter Aldi Suisse AG Discounter 100 g 1.9
Organic Olive Oil
Coop Naturaplan Bio Italienisches Olivendl Coop Schweiz AG Supermarket/hypermarket | 0.5 litres | 10.2
Coop Naturaplan Bio Olivenél Aus Spanien Coop Schweiz AG Supermarket/hypermarket| 0.5 litres | 11.3
Migros Engagement Italienisches Olivendl Migros Genossenschaftsbund eG |Supermarket/hypermarket| 0.5 litres | 10.2
Migros Globus Olivendl Extravergine Migros Genossenschaftsbund eG |Internet retailing 0.5litres | 24.8
Natur Aktiv Bio Olivendl Aldi Suisse AG Discounter 750 ml 11.0
Organic Vegetable and Seed Qil
Coop Naturaplan Bio Sonnenblumendl Coop Schweiz AG Supermarket/hypermarket | 0.5 litres 5.7
Organic Ready Meals
Coop Naturaplan Betty Bossi Bio Pizza del Padrone |Coop Schweiz AG Supermarket/hypermarket| 350 g 8.0
Coop Naturaplan Bio Gartensalat Coop Schweiz AG Supermarket/hypermarket| 200 g 3.3
Coop Naturaplan Bio Nusslisalat Coop Schweiz AG Supermarket/hypermarket| 100 g 5.0
Coop Naturaplan Bio Ravioli alla Napoletana Coop Schweiz AG Supermarket/hypermarket| 880 g 5.2
Organic Rice
Coop Naturaplan Bio Vollreis Coop Schweiz AG Supermarket/hypermarket| 1 kg 2.8
Rapunzel Riz Bio Rapunzel Naturkost AG Internet retailing 600 g 6.0
Organic Sauses, Dressings and Condiments
Coop Naturaplan - Bio Ketchup Coop Schweiz AG Supermarket/hypermarket| 540 g 4.2
Coop Naturaplan - Bio Senf Coop Schweiz Supermarket/hypermarket| 200 g 1.7
Coop Naturaplan Bio Apfelessig Coop Schweiz Supermarket/hypermarket | 500 ml 2.5
Coop Naturaplan Bio Bouillon Gemise Coop Schweiz AG Supermarket/hypermarket| 250 g 5.8
Coop Naturaplan Bio Gewirzmischung Pizza Coop Schweiz AG Supermarket/hypermarket| 609 2.9
Organic Honey
Natur Aktiv Bio Honig Aldi Suisse AG Discounter 500 g 5.0
Other Organic Non-Honey Spreads
Coop Naturaplan Bio Konfitiire extra Aprikose Coop Schweiz AG Supermarket/hypermarket| 235g 3.0
Natur Aktiv Bio Konfitlire Aldi Suisse AG Discounter 340 g 2.0
Organic Fruit Snacks
Coop Naturaplan Bio Rosinen Coop Schweiz Supermarket/hypermarket| 200 g 1.7
Coop Naturaplan Bio Sultaninen Coop Schweiz AG Supermarket/hypermarket| 200 g 1.4
Organic Nuts
Natur Aktiv Bio Nussmix Aldi Suisse AG Discounter 250 g 5.0
Other Organic Sweet and Savoury Snacks
Coop Naturaplan Bio Chips Nature Zweifel Chips & Snacks Holding  [Supermarket/hypermarket| 140 g 3.8
Coop Naturaplan Bio Chips Paprika Zweifel Chips & Snacks Holding  [Supermarket/hypermarket| 125 g 3.8
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» FOR MORE INFORMATION

For more information on organic products and labelling standards, please consult the
following publications from Agriculture and Agri-Food Canada, or any of the resources
listed below:

» Market Trends: Organics
November 2010

P> Food Labels in Europe: Changes to E.U. Labelling Regulations and New Eco-Labels in France
September 2010

» Market Briefing: Food Information and Labelling in the European Union
September 2011

Key Resources on Organic Standards, Regulations, and Labelling

Switzerland Bio Suisse
http://www.bio-suisse.ch/

European Union |*The regulations surrounding food labelling in the E.U. are currently under review, and may be
subject to further amendments. For more detailed information, or the latest updates, please
consult the following resources:

The European Commission
http://ec.europa.eu/food/food/labellingnutrition/nutritionlabel/index _en.htm

The European Food Information Council
http://www.eufic.org/article/en/health-and-lifestyle/food-choice/artid/Nutrition-labelling-how-

where-and-why/

Canada Canadian Food Inspection Agency, Organic Product Regulations
http://www.inspection.gc.ca/english/fssa/orgbio/orgbioe.shtml

International International Taskforce on Harmonization and Equivalence in Organic Agriculture
http://www.itf-organic.org/

International Federation of Organic Agriculture Movements
http://www.ifoam.org/about ifoam/standards/index.html
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The Government of Canada has prepared this report based on primary and
secondary sources of information. Although every effort has been made to
ensure that the information is accurate, Agriculture and Agri-Food Canada
assumes no liability for any actions taken based on the information
contained herein.

Organic Packaged Food in Switzerland

© Her Majesty the Queen in Right of Canada,

represented by the Minister of Agriculture and Agri-Food Canada (2012).
ISSN 1920-6615

AAFC No. 11722E

Photo Credits

All Photographs reproduced in this publication are used by permission of
the rights holders.

All images, unless otherwise noted, are copyright

Her Majesty the Queen in Right of Canada.

For additional copies of this publication or to request an alternate format,
please contact:

Agriculture and Agri-Food Canada

1341 Baseline Road, Tower 5, 4th floor

Ottawa, ON

Canada K1A 0C5

E-mail: infoservice@agr.gc.ca

Aussi disponible en francais sous le titre :
Aliments biologiques emballés en Suisse

Canada$#



mailto:infoservice@agr.gc.ca�


<<

  /ASCII85EncodePages false

  /AllowTransparency false

  /AutoPositionEPSFiles true

  /AutoRotatePages /None

  /Binding /Left

  /CalGrayProfile (Dot Gain 20%)

  /CalRGBProfile (sRGB IEC61966-2.1)

  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)

  /sRGBProfile (sRGB IEC61966-2.1)

  /CannotEmbedFontPolicy /Error

  /CompatibilityLevel 1.4

  /CompressObjects /Tags

  /CompressPages true

  /ConvertImagesToIndexed true

  /PassThroughJPEGImages true

  /CreateJobTicket false

  /DefaultRenderingIntent /Default

  /DetectBlends true

  /DetectCurves 0.0000

  /ColorConversionStrategy /CMYK

  /DoThumbnails false

  /EmbedAllFonts true

  /EmbedOpenType false

  /ParseICCProfilesInComments true

  /EmbedJobOptions true

  /DSCReportingLevel 0

  /EmitDSCWarnings false

  /EndPage -1

  /ImageMemory 1048576

  /LockDistillerParams false

  /MaxSubsetPct 100

  /Optimize true

  /OPM 1

  /ParseDSCComments true

  /ParseDSCCommentsForDocInfo true

  /PreserveCopyPage true

  /PreserveDICMYKValues true

  /PreserveEPSInfo true

  /PreserveFlatness true

  /PreserveHalftoneInfo false

  /PreserveOPIComments true

  /PreserveOverprintSettings true

  /StartPage 1

  /SubsetFonts true

  /TransferFunctionInfo /Apply

  /UCRandBGInfo /Preserve

  /UsePrologue false

  /ColorSettingsFile ()

  /AlwaysEmbed [ true

  ]

  /NeverEmbed [ true

  ]

  /AntiAliasColorImages false

  /CropColorImages true

  /ColorImageMinResolution 300

  /ColorImageMinResolutionPolicy /OK

  /DownsampleColorImages true

  /ColorImageDownsampleType /Bicubic

  /ColorImageResolution 300

  /ColorImageDepth -1

  /ColorImageMinDownsampleDepth 1

  /ColorImageDownsampleThreshold 1.50000

  /EncodeColorImages true

  /ColorImageFilter /DCTEncode

  /AutoFilterColorImages true

  /ColorImageAutoFilterStrategy /JPEG

  /ColorACSImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /ColorImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /JPEG2000ColorACSImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /JPEG2000ColorImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /AntiAliasGrayImages false

  /CropGrayImages true

  /GrayImageMinResolution 300

  /GrayImageMinResolutionPolicy /OK

  /DownsampleGrayImages true

  /GrayImageDownsampleType /Bicubic

  /GrayImageResolution 300

  /GrayImageDepth -1

  /GrayImageMinDownsampleDepth 2

  /GrayImageDownsampleThreshold 1.50000

  /EncodeGrayImages true

  /GrayImageFilter /DCTEncode

  /AutoFilterGrayImages true

  /GrayImageAutoFilterStrategy /JPEG

  /GrayACSImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /GrayImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /JPEG2000GrayACSImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /JPEG2000GrayImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /AntiAliasMonoImages false

  /CropMonoImages true

  /MonoImageMinResolution 1200

  /MonoImageMinResolutionPolicy /OK

  /DownsampleMonoImages true

  /MonoImageDownsampleType /Bicubic

  /MonoImageResolution 1200

  /MonoImageDepth -1

  /MonoImageDownsampleThreshold 1.50000

  /EncodeMonoImages true

  /MonoImageFilter /CCITTFaxEncode

  /MonoImageDict <<

    /K -1

  >>

  /AllowPSXObjects false

  /CheckCompliance [

    /None

  ]

  /PDFX1aCheck false

  /PDFX3Check false

  /PDFXCompliantPDFOnly false

  /PDFXNoTrimBoxError true

  /PDFXTrimBoxToMediaBoxOffset [

    0.00000

    0.00000

    0.00000

    0.00000

  ]

  /PDFXSetBleedBoxToMediaBox true

  /PDFXBleedBoxToTrimBoxOffset [

    0.00000

    0.00000

    0.00000

    0.00000

  ]

  /PDFXOutputIntentProfile ()

  /PDFXOutputConditionIdentifier ()

  /PDFXOutputCondition ()

  /PDFXRegistryName ()

  /PDFXTrapped /False



  /CreateJDFFile false

  /Description <<



    /BGR <>

    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>

    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>

    /CZE <>

    /DAN <>

    /DEU <>

    /ESP <>

    /ETI <>

    /FRA <>

    /GRE <>



    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)

    /HUN <>

    /ITA <>

    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>

    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>

    /LTH <>

    /LVI <>

    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)

    /NOR <>

    /POL <>

    /PTB <>

    /RUM <>

    /RUS <>

    /SKY <>

    /SLV <>

    /SUO <>

    /SVE <>

    /TUR <>

    /UKR <>

    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)

  >>

  /Namespace [

    (Adobe)

    (Common)

    (1.0)

  ]

  /OtherNamespaces [

    <<

      /AsReaderSpreads false

      /CropImagesToFrames true

      /ErrorControl /WarnAndContinue

      /FlattenerIgnoreSpreadOverrides false

      /IncludeGuidesGrids false

      /IncludeNonPrinting false

      /IncludeSlug false

      /Namespace [

        (Adobe)

        (InDesign)

        (4.0)

      ]

      /OmitPlacedBitmaps false

      /OmitPlacedEPS false

      /OmitPlacedPDF false

      /SimulateOverprint /Legacy

    >>

    <<

      /AddBleedMarks false

      /AddColorBars false

      /AddCropMarks false

      /AddPageInfo false

      /AddRegMarks false

      /ConvertColors /ConvertToCMYK

      /DestinationProfileName ()

      /DestinationProfileSelector /DocumentCMYK

      /Downsample16BitImages true

      /FlattenerPreset <<

        /PresetSelector /MediumResolution

      >>

      /FormElements false

      /GenerateStructure false

      /IncludeBookmarks false

      /IncludeHyperlinks false

      /IncludeInteractive false

      /IncludeLayers false

      /IncludeProfiles false

      /MultimediaHandling /UseObjectSettings

      /Namespace [

        (Adobe)

        (CreativeSuite)

        (2.0)

      ]

      /PDFXOutputIntentProfileSelector /DocumentCMYK

      /PreserveEditing true

      /UntaggedCMYKHandling /LeaveUntagged

      /UntaggedRGBHandling /UseDocumentProfile

      /UseDocumentBleed false

    >>

  ]

>> setdistillerparams

<<

  /HWResolution [2400 2400]

  /PageSize [612.000 792.000]

>> setpagedevice



