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Green Seed Group Seed

* Unique, international consulting network, specialising in the food & drink sector
» 10 offices in Europe and North America and in 2013, added 11th to cover Australasia
» Over 25 years of experience

Green Seed Germany . @

» We advise food and drink companies or marketing boards on how to develop a
sustainable and profitable market in Germany, Austria or Switzerland

» By using our in-depth knowledge of the local food and drink market and our established
contacts with the trade

Dreams are the seeds of change.

Nothing ever grows without a seed,

and nothing ever changes without a dream.
Debby Boone

b
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How the Green Seed model works Seed

» Over the last decade, food & drink retailers have become more and more interested in
dealing directly with their suppliers. Green Seed Germany has developed its business model
around this trend.

» Retailers and food service operators have appreciated our involvement and added value in
the context of our common projects for over 25 years.

* We act as business facilitators, ensuring that every step of the process is managed with
maximum efficiency. From a first market visit, to the launch as well as the ongoing
relationship that follows.

» We offer a highly cost-effective solution of “flexible local sales and marketing management
support” aimed at adding value, acting as your extended marketing and sales arm.

* You remain in control of strategic management and invoicing.

The entire fruit is already present
in the seed.

Tertullian
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The Green Seed approach seed

We offer tailor-made services depending on your
strategy, your current needs and your budget.

Market Selection
Product Proposition Evaluation
Sales & Profitability Projections
M & A/ Strategic Alliances
» Sales Strategy & Planning
» Distributor Selection
» Channel & Category Planning
* Key Account Management

Trade & Consumer Insight

Opportunity Assessment

Trends & Developments

Nielsen data

* Brand Planning

* Trade & Consumer
Promotion

* Event Management

Public Relations
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Switzerland is 35% larger than Belgium

» Surface area: 41,284 km?2

» 26 Cantons

. >
3 L g
A Mf 4%

Source: Federal Administration, Swiss Statistics



Distance Brussels / Basel: 570 km
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Switzerland is diverse

e Surrounded by four countries
 Largest city: Zurich (347,500 inhabitants)
* Four official but three main languages: - 63.7% I I 20.4% I I 6.5%

Source: Federal Administration, Swiss Statistics



Socio-demographics Switzerland vs. Belgium

Population

Households

1 Person Households
Share of people aged 65+

Foreigners

8.0 m
3.5m
36.5 %
17.4 %

23.3 %*

* mainly from EU (Italy,
Germany,Portugal)
and Ex-Yugoslavia

Sources: Federal Administration, Swiss Statistics; www.belgium.be, Eurostat www.statista.com

10.7 m

4.6 m
32.6 %
18.3 %

10.2 %



Economy

7th richest country in the world on per capita basis (IMF 2012)

High living standard, high per capita income

[0 Consumer price inflation 2013: 0.5%
[J Unemployment rate Q3 /2013: 4.7%
VAT - General: 8.0 %

- Food: 2.5 %

- Accommodation: 3.8 %

Exchange rate: 1 Euro = 1.22 Swiss Francs (February 2014)

Sources: Federal Administration, Swiss Statistics
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International Perceptions Seed

Traditional

Tourism

Fine Food / Quality

Nature Precision Manufacturing /
Quiality
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General food trends in Switzerland Seed

» The German-speaking part generally follows German trends
 Large differences between rural and urban areas

 Very health-conscious consumers

» Freshness and quality have top priority

 Traditional food and at the same time highly influenced by French and
[talian cuisine, also other ethnic cuisines

Ethnic

Geschnetzeltes
Curry etc.

Source: Green Seed Germany
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The five largest current food trends in Switzerland Seed

1. New convenience / new types
» Classic convenience products such as Maggi in decline

* More services that facilitate cooking

 Example: ingredients for set menu in one location at POP in Globus food hall

Source: Lebensmittel Praxis 13/2013



The five largest current food trends in Switzerland = b e

2. Health & Wellness

» Taste is important but food should be healthy

e Asian cuisines are associated with ,healthy“ food

» Relatively high percentage of vegetarians, vegan more and more in discussion

* High protein consumption in French speaking regions (more beef, lamb, poultry and fish)

* Obesity less of a problem than in rest of Europe, but increasing (30.9% of adults
overweight, of which 10.3% obese in 2012)

Source: Lebensmittel Praxis 13/2013, Statistics CH
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The five largest current food trends in Switzerland Seed

3. Ethic Food / Responsibility
* Everybody is talking about sustainability and ethical responsibility

» Ethics become more and more important for grocery shopping: no child labour, animal
welfare, conservation of resources

Source: Lebensmittel Praxis 13/2013
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The five largest current food trends in Switzerland Seed

4. Regional / Origin

 Demand for regional products

* Proximity means trust

* Important buzzwords are ,home-made*“ and ,traditional”

 Example Migros: ,From the region for the region® product range

Aus der Region. 3
Fiir die Region. :

Source: Lebensmittel Praxis 13/2013



The five largest current food trends in Switzerland

N
seed

International Food Consulting

5. Indulgence / Premium
* |t does not have to be caviar
 Bestingredients and full flavour promise indulgence

* You treat yourself and your guests to something special

Source: Lebensmittel Praxis 13/2013
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Top Swiss Retailers / Turnover 2012/2013

International Food Consulting

2012 2013

CHF (bn) CHF (bn)

1 | Migros 25.0 26.7
2 | Coop 26.9 n.a.
3 | Manor 3.0 2.8
4 Denner (70% owned by Migros) 3.1 3,2
5 | SPAR (Switzerland) 1.0 1.0
6 |Aldi 0.8 n.a.
7 | Lekkerland 0.7 n.a.
8 | Alliance Boots 0.5 n.a.
9 |Lidl 0.5 n.a.

Source: www.migros.ch, Planet Retail (Banner Sales), www.denner.ch, www.spar.ch




Top Swiss Retailers / Grocery Turnover 2012

CHF (bn)
1 Migros 14.5
2 Coop 10.6
3 Manor 3.0
4 Denner 2.8
5 SPAR (Switzerland) 1.0
6 | Aldi 0.7
7 Lekkerland 0.7
8 Alliance Boots 0.5
9 Lidl 0.3

Source: www.migros.ch, www.coop.ch, Planet Retail (Food Banner Sales)

International Food Consulting
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Grocery Retailer No. 1 — MIGROS

Key Facts

Food turnover 2012: CHF 14.5 bn
Co-operative, with head office in Zurich and 2 m members
Founded in 1925 by Gottlieb Duttweiler

Organised into 10 regional co-operatives but with increasing influence of
category management in Zurich

Market leader in Switzerland and an institution
Acquired majority of Denner discounter in January 2007

Historically strong in manufacture of products for Migros and other
companies

Other business sectors: books, clothing, electronics, mobile phones,

furniture, foodservice, forecourts, fuel stations, golf and leisure hotels etc.

Source: Green Seed Germany / Annual Reports

\
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MIGROS



Grocery Retailer No. 1 - MIGROS =L i

MIGROS

Strategy
» Market leader with strong retail brand

» Range consists primarily of private label (approx. 90%), recently with
major brands, such as Kellogg’s, Ferrero, L’'Oréal, Nestlé etc.

* Only a few additional stores in France. 5 in Germany sold off in 2013.
» Migros Zurich acquired German regional player tegut with

290 stores in Oct 2012.
» Vertically integrated, production focus own factories

Positioning
» Strong chilled convenience positioning

Extensive private label range from price entry (M-Budget) to premium
level (Sélection and Premium)

Ethically correct, 1% of turnover donated to culture
One-stop shopping environment
Trusted, loyal partner

Sources: Green Seed Germany
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Grocery Retailer No. 1 — MIGROS Seed

MIGROS

Grocery Retail Split 2012 (excl. forecourts Migrolino)

Banner Food Sales No. of
Format Banner (CHF bn) Outlets
Superstores MM  Migros approx. 5.2 211
Supermarkets M Migros approx. 2.7 305
Hypermarkets MMM Migros approx. 2.6 40
Total 556
(Discount stores) Denner approx. 2.8 465

o

Source: Annual Report



Grocery Retailer No. 1 — MIGROS

General Migros labels

e

i
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Various exclusive labels (examples)

Sources: www.migros.ch
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MIGROS

MR Setection

Nair Pistaches.
Salées
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Grocery Retailer No. 1 — MIGROS Seed

Example of Cornatur fixture, September 2013 CORNATUR

MM Zirich-Brunaupark
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Grocery Retailer NO.2-CoOp T

Key Facts

* Food turnover 2012: CHF 10.6 bn

* One of the oldest trading companies in Switzerland
» Head office in Basle

* No. 2 after MIGROS

» Acquired 12 Carrefour sites in August 2007

* Reduced from 10 to 4 regions

« Coop-owned meat processor Bell acquired several German cooked meat
manufacturers (e.g. Abraham, Zimbo)

* New strategic alliance CORE with Colruyt, Conad, REWE Group (2014)

» Other business sectors: meat processing, drug stores/perfumeries, furniture,
consumer electronics, multimedia, DIY, etc.

Source: Green Seed Germany / Annual Report



Grocery Retailer No. 2 — Coop e

Strategy
» 2nd largest player in Switzerland. Cooperative with over 2.6 m members.

 Increasing private label: boosting sales and revising ranges, copying many
of Migros’ advantages

« Adjusting price image, expanding Prix Garantie value line

» Development of more specialised ranges (coop Fine Food) = uniqueness
+ A" brand quality

Positioning

» Multi-format retailer with variety of food and non-food fascia

« Strong brands and private label (approx. 55 %)

» Orientation: joie de vivre, freshness, health, convenience, dynamic
* Innovative

Source: Green Seed Germany



Grocery Retailer No. 2 — Coop

Grocery Retail Split 2012

Q
seed

International Food Consulting

Banner Food No. of
Format Banner Sales (CHF bn) Outlets
Small Supermarkets (A stores) | Coop 3.4 515
Supermarkets (B stores) | Coop 3.2 186
Large Supermarkets (C stores) | Coop 2.8 90
Hypermarkets Coop Megastore 1.6 31
Total 11.0 822

Source: Annual Report
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Grocery Retailer No. 2 — Coop Seed

General Coop labels

=y

EEB’N@? Gaalité & Frix | oo ]
Gai‘nﬁﬁéﬁ AR FINE FOOD

Various exclusive labels (examples)

Betty Bossi

-
w Délicorn

Special labels

raturaio S voreon R

Source: www.coop.ch



Foodservice in Switzerland is fragmented seed

nnnnnnnnnnnnnnnnnnnnnnnnnnn

e Tourism is key factor in economy

* Hotels are of importance (approx. 4,700 and 245,000 beds)
 Many independent players

Travel (13.1%)

Retail (29.7%)

Quick - Full Service (31%)

Contract Catering
(26.2%)

Source: dfv



Top 26 foodservice players account for 21% ofto =L i it

« McDonalds dominant with over 150 outlets
» Migros No 2 with approx. 220 outlets (mainly in MM and MMM outlets)
e Coop No 5 with approx. 200 outlets

Group Turnover 2011 | Turnover 2010
(m CHF) (m CHF)
1 | McDonald‘'s | 718 685
2 | Migros 665 662
3| SV Group 445 419
4 | Groupe DSR | 286 240
5 | Coop 256 252
6 | Compass 245 260
7 | Burger King | 230 120

Source: Basel landlord association January 25th, 2013



Why Switzerland is an opportunity foryou 2 e

High living standard

High per capita income

Growing economy

Internationally oriented population

Low unemployment

Two well developed, modern retailers

Price not exclusive focus

“Foody” nation => interested in high quality food and various types of cuisine
Sophisticated private label business in both leading retailers
Tourism sales (food service channels)

Up-market niche sales channels

N
i

Opportunities
straight ahead

Source: Green Seed Germany
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Geography I

Federal republic with 9 States

Innsbruck to Vienna is 500 km, Salzburg to Vienna 300 km

Vienna largest city (1.7 m)

Followed by Graz (250 k), Linz (190 k), Salzburg (150 k) and Innsbruck (120 k)

630 km

Salzburg

Burgenland
Vorarlberg



Socio-demographics Austria vs.

Population

Households

1 Person Households
Share of people aged 65+

Foreigners

Belgium

—

8.4m
3.6m
35.4 %
17.4 %

11.6 % *

* mainly from Germany,

Turkey and Serbia

Sources: Statistik Austria (Austrian Statistics); www.belgium.be, Eurostat

104 m

4.6 m
32.6 %
18.3 %

10.2 %



N
Economic Facts & Figures Seed

11th richest country in the world on per capita basis (IMF 2012)
Economy in relatively good shape

Germany is strongest trading partner

GDP 2013: € 394 bn

[ Inflation rate 2013: 1.9 %

0 Unemployment rate 2013: 4.5%

General VAT: 20 %

Reduced VAT for food, books etc: 10 %

Stock Exchange Vienna

Sources: IMF, Statistik Austria (Austrian Statistics), Statista



International Assumptions & Characteristics

Tourism

Traditional Food
Nature
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Trends Seed

* Recent sensitivity for grocery consumption (bewusster Lebensmittelkonsum)
» Sustainability
» Moral and ethical considerations impact purchase behaviour

« Similar to Switzerland, high quality expectations and indulgence => consumers prepared to
pay more

 In parallel, more price awareness since joining EU in 1995 (Hofer No. 3 retailer)
» Obesity is increasingly a problem (40% of adults are overweight, 12% obese)

Source: Landwirtschaftskammer Osterreich (Austrian Chamber of Agriculture), Austrian health ministry



Top 10 Grocery Retail Austria 2013

» Retail is well-organised and modern

» Over 5,600 grocery outlets

International Food Consulting

Company Gross t/o in € mNo. of Outlets |Market Share (%)
B Reowe 6468 2.484 24,05
Spar 4549 1.531 17,34
B Aldi Group 3145 442 11,99
B Schwarz Group 985 202 3,76
B \etro 623 12 0,24
Pfeiffer 620 127 0,94
Mpreis 566 203 2,16
Zielpunkt 489 283 1,87
= 482 377 1,84
BP 182 340 0,70

Source: Lebensmittel Zeitung / Planet Retail June 2013




Grocery Retail Format Split Austria 2012

Source: Nielsen 2012/13

No. of Outlets

Turnover in € m

% Change

1,716 1,736 1.2%
2,598 2,714 4.4%
7,600 7,857 4.0%
991 989 -0.2%
752 725 -3.6%
4,100 4,115 0.4%
17,716 | 18,133 2.4%

* Status Dec 2012

** Turnover Hofer and Lidl estimate
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Retailer No. 1 — REWE International Seed

Source: www.rewe-group.at



Retailer No. 1 — REWE International

International Nat. & Internat.
Full-Range Stores: Discount Stores:

Other divisions:

o
MERKUR

|$-ADEG |

Source: www.rewe-group.at

* Wholesale
Stakeholding

» Cooperations

e Tourism
« Media
* Logistics

N
seed
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REWE.

GROUP

stop & shop

ERFRVSEHEND GASTRONDMISCr

ITS

—~— REISEN

JAHNE

REISEMN

MERKUR

ME
Sinerie

fﬂlﬁf\}{ REWE.

GROUP

e Lager & Transport

maxima
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Retailer No. 1 — REWE International — BILLA Seed

BILLA is the leading Austrian supermarket

Approx. 1,000 stores. Owned by Rewe since 1996 m

Offers natural and good value for money products
Focus on regional products, great choice in fine food as well as fresh food (Frische)

Private Labels ,BILLA" and ,BILLA Corso“

Source: www.rewe-group.at
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Retailer No. 1 — REWE International - MERKUR seed

MERKUR is REWE's hypermarket fascia m
127 stores

High quality, fresh & chilled food and a wide range of products (20,000 SKUS)
Focus on quality, sympathy, compentence, service and friendliness
Various own labels

iy Chef 2
clever Ji=

WIRBENSTIIN

Source: www.rewe-group.at



Retailer No. 1 — REWE International — PENNY

N
seed

Internati ional Food Consulting

Approx. 300 stores
Core range includes about 1,900 food SKUs
Tries to combine low pricing with indulgence, quality, freshness and zest for life

PENNY is REWE's discounter as in Germany PENNYMA;KT

Source: www.rewe-group.at
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Retailer No. 1 — REWE International — ADEG seed

International Food Consulting

ADEG is the trading company for independents
Approx. 430 stores, owned by REWE since 2006 m
Regional locations and locally adapted product ranges

Motto ,shopping at home in my region®

Focus on product range expertise, counter service and personal advice

Source: www.rewe-group.at
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Retailer No. 2 — SPAR Seed

Source: www.spar.at
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Retailer No. 2 — SPAR Seed

|_SPARKY
TSCHECHIEN ——

SEeS f
Honts) i %
= ™

A5 PIAG
F}‘w_.f" —‘:'\3%{‘— Y OSTERREICH @ Illll
UNGARN y |
S SCHWEIZ N seS l}) R RNIER x,rrf;l
1 , P | ... . N
L 71 S~ JNORDOST- = - :
g MALIENSLOVENEN mErzm e - L D [
p e 0R KROATIEN - ~ J'
ks ITALIEN ) ] . ol
u _‘ LH-
{L__ 'f_q__:')/ Il“". \“-\K I:_ o _/
L /, \”‘*--ﬁﬂ\ \H "
EZXe ) \ mm
i
S @

* Privately-owned
» Core business is grocery retail in Austria and surrounding countries
» Other divisions: sport specialised trade (Hervis), shopping centres (ses), 3 production plants

Source: www.spar.at



Retailer No. 2 — SPAR

Over 1,500 stores

SPAR

SPAR Express
SPAR-Gourmet
EUROSPAR
INTERSPAR
Maximarkt

International Food Consulting

(1,161 supermarkets)
(67 petrol station stores)
(52 fine food oriented stores in Vienna and Lower Austria)
(177 smaller hypermarkets)

(60 hypermarkets)

(7 large hypermarkets in Upper Austria and Salzburg)

Approx. 50% of stores are managed by independents

2,000 to 50,000 SKUs depending on store format

More than 40,000 products from 2,500 Austrian manufacturers

Approx. 3,000 PL products and various labels, e.g. S-BUDGET, SPAR Vital, SPAR

Natur*pur, SPAR PREMIUM, SPAR Veggie, SPAR enjoy, SPAR free from

[Logn .t:' |,..'i - "rl'llu---—l--.,.--.—nﬂ-.,,,.éI

Source: www.spar.at
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Retailer No. 2 — SPAR Seed

Source: www.spar.at
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Retailer No. 3 — Hofer Seed

Hofer is a division of Aldi Std (South)

Aldi Suisse, Aldi Hungary and Hofer Slovenia are part of Hofer
In 1967, Aldi Sid took over Hofer, their first foreign acquisition
Today, approx. 450 outlets managed by 7 regional offices

Source: www.hofer.at
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Foodservice in Austria Seed

nternational Food Consulting

e Tourism is key factor in economy, as per Switzerland, accounting for 20% of
employment. Most tourists from Germany (53%) and NL (10%)

» Hotels are of key importance (approx 64,000 and 1.1 m beds) catering for
both winter and summer business

* Many independent, family-run operations
» High status of restaurant owners in each city
e Qut-of-home expenditure in 2012 reached € 1.1 bn

Sources: Foodservice Europe, Food Ministry Austria
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Foodservice in Austria Seed

» Relatively few chain restaurants with one exception: McDonalds

 TOP 15 restaurant chains account for only 650 units of which McDonalds (184 outlets,
turning over € 548 m in 2012)

* 41% of Quick-/Full service is fast food. Growth in self-service restaurants in furniture
superstores and hypermarkets which now account for 24% of segment's turnover.

» 60 Merkur Restaurants, 53 Interspar, 45 Lutz/M6max, 43 Schnitzelhaus and 7 lkea

» Contract Catering not as well developed as in Switzerland, but still estimated to account for
about 1/3 of out-of-home expenditure

» Growth potential in catering for senior citizens and in schools which are moving towards full-
day curriculum, i.e. needing catering facilities

Sources: Foodservice Europe, Food Ministry Austria
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Why Austria is an opportunity for you Seed

Growing economy

Although nationalistic in cuisine, becoming more open to international food
Influence on surrounding Central / East European States

3 retailers of relevance (Billa, Spar, Hofer)

Tourism sales channels

Opportunities
straight ahead

Source: Green Seed Germany
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10 Golden Rules for Success on the Swiss and Austrian ma

rkets

International Food Consulting

1. Define Your Objectives




10 Golden Rules for Success on the Swiss and Austrian ma rkets . o

2. Do Your Homework




3. Check Legality

2
10 Golden Rules for Success on the Swiss and Austrian ma rkets Seed

REGULATION (EC) No 1782002 OF THE EUROPEAN PARLIAMENT AND OF THE COUNCIL
of 28 |anuvary 2002

laying down the general principles and requirements of food law, establishing the European Food
Safery Awothority and laying down procedures in mauers of food safecy

THE EUROPEAN PARLIAMENT AND THE COUNCIL OF THE
EUROIEAN LTNION,

Having regard tw the Treasy esublishing the [—urupgu\
{_mmun. . =nd in particular Armicles 37, 95, 133 and Anicle

152(4)(b) thereof,

Having megard to the proposzl from the Commiseion ),

Having mperd 1o the opmion of the Economic md Socal
Commitee )

Having regard o the opinion of the Commitee of the
Regions {').

cting i accordanee with the procedire 1aid down in Anicke
51 of the Treaty (L

Whemeas:

(1} The free movement of safe and wholesome food is an
essenitial aspect of the inwernal marke: and contributes
significandy o the health and well-being of citimens; and
i their socizl md economic interesis.

(%y A high level of proteciion of human life and healih
should be assured i the pursit of Community policies.

(3 The free movemen: of food and feed within the
Commumity can be achieved mly if food and feed salery
reguiremenis do not difler significandy (rom Member
St w0 Member State.

{4y  There are mportznt differences i relaion w concepes,
principles md procedues berween the food laws of

R 147

i

mion e m:-d an 14 June 2001 fot yet published in the Odfi-
ciad Jommal|

't Opmion of the Fuwopean Paliment of 11 June 2001 (oot yet
publiched i the Officd Jowmall, Councd Common of 17
September 2000 oot yet published in the Oifical foumnal) and
Dedsion of the Ewopesn Pmlizment of 11 December 20 f@ot yet
;Fl';ﬁ.‘.icd @ the Official Jornall Comal Deciskm of 21 Jauzy

L)

the Member States. When Member S:aes adopt meas-
wres governing i se differences may impede the
free movement of food, cese unequal conditions . of
competition, md may thewmby dimcly affeci the fume-
woning of the nema markec

{51 Accondingly. it is necessary m approximae these
comcepts principles and procedures so & w form 2
comman basis lor measures jgovemirg hond and  beed
raken in the Member States and at Commumity level. 1t is
however necszary 1o provide for sufficient time for the
adapiation of sy conflicting provisions in existing legis-
lation, both at natonal and Commumity level, and 1w
provide that, pending such adapaton, the relevant legis-
lation be apﬁ':dj in the light of the principles =1 owm m
the presemi Regulation.

{6)  Warer is ingesied directly or indirecdy like other foods
thereby ._D'rrmhl.us\g to the overal exposime of 2
comsumer Lo ingested substznces, induding chemical and
microbinlogical contaminanie However, as the qualiy
of waer nended for human coms: is already
comrolled by Councl Directives 807 and 9/
B3{EC {#, it suffices o consider wazer after the poin: of
compliance eferred o in Amicle 6 of Directive 98/83/
EC

71 Within the coneext of food law it = appropriae 1o
incude requiremenis for feed. including its production
and use where that feed & mended for food-producieg
animals This & without prejudice 10 the similar require-
ments which have been applied so far and which will be
appliad in the funme in feed logislasion applicable w 2l
animals, indoding peis

(] The Commumity has chosn z high kvel of healih
Proteclicn as a:!m',:pu' ate in the development of food
law, which it applies m & non-discriminarory manmer
whether food ar feed & mraded on the internal market or
imternatiomally.

||L'>| L 279 30A1980 p 11 Directive repealed by Divective 98
VE

IIOTI 330, 3121998, | F 3



10 Golden Rules for Success on the Swiss and Austrian ma

4. Check Packaging

Breite 2

‘s Lange

» v Hohe 2

A

Breite 1
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10 Golden Rules for Success on the Swiss and Austrian ma

International Food Consulting

5. Brand or Private Label?

Private
Label



10 Golden Rules for Success on the Swiss and Austrian ma rkets L o

6. Sales via Distributor?

Merchandising

Key Account

Management Distributor

Distribution



10 Golden Rules for Success on the Swiss and Austrian ma

rkets
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7. Have an Annual Marketing Budget if Brand




10 Golden Rules for Success on the Swiss and Austrian ma rkets L o

8. Develop Relationship with Distributor / Trade
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10 Golden Rules for Success on the Swiss and Austrian ma rkets Seed

9. Think Swiss (or Austrian)!

; _
¥ 3

4

2 ]

4 :
s K
% -
i3 -
g -~
il -

B SR

Be aware of nationalistic
attitude

On time Accurate



10 Golden Rules for Success on the Swiss and Austrian ma
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International Food Consulting

10. Be Patient and Realistic
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Thank you und viel Erfolg!

Green Seed Germany GmbH, Kennedyallee 93, 60596 Frankfurt am Main
Tel: +49 69 971 2910, Fax: +49 69 971 291-10
www.greenseedgroup.de




