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DON DON
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Teacher’s Notes
These teacher’s notes were written by Maja Makovec Brenčič and Monika Lisjak, Faculty of Economics, University of Ljubljana, Slovenia, as a part of the Leonardo da Vinci project “Moving towards the case method”. They are intended to be used as a basis for class discussion rather than to illustrate either effective or ineffective handling of a management situation.

Synopsis

DON DON is the success story of a family bakery specializing in the production and distribution of fried pastry. In a decade this company grew into a medium-sized company that was operating in the Slovenian and Croatian markets in 2005 and was actively pursuing an internationalization strategy. This case study illustrates to students the main strategic issues faced by SMEs competing in global markets. The case study offers students the opportunity to discover the crucial forces driving SMEs’ internationalization (mainly the entrepreneurial orientation of the founder/manager)
 and barriers hindering the international development of small businesses such as market barriers, limited marketing, and human and financial resources.
 In addition, the case study offers students the possibility to perform industry analysis and appraise the strategic fit between the requirements of prospective markets and a company’s ability to meet them, both in developed and developing markets. This allows students to realize that market selection and entry mode decisions depend not only on market factors, but on a broader analysis of a company’s skills, capabilities, and objectives. Resource and capability constraints are the main reason SMEs tend to adopt a step-by-step approach to internationalization. Students will enjoy the case study because it is easy to relate to and part of their everyday experience. Thus the case study also seeks to stimulate the spirit of entrepreneurship among students.


The case study consists of:

· A brief description of DON DON’s history;

· A description of DON DON’s business model and its marketing programme developed for the domestic market;

· A presentation of global industry trends and competitive strategies adopted by major players;

· An outline of macroeconomic figures, industry trends, development dynamics, competitive structure, the intermediary system, and consumer attitudes towards the product category in the Western and Eastern European markets.

Teaching objectives and audiences


The overarching teaching objective is a comprehensive strategic analysis and evaluation of a SME that seeks to enter new markets. The strategic analysis includes elements from the internal as well as the external environment. Students should therefore be able to perform the following:

· Analysis of the internal environment and identification of resource strengths and weaknesses (resources and capabilities analysis, identification of sources of competitive advantage);

· Analysis of the external environment and identification of opportunities and threats in each target market (broader market environment analysis and market forces analysis);

· Evaluation of the strategic fit between the internal and external environment;

· Designing a complete entrance strategy (or international strategy);

· Market selection analysis;

· Entry mode selection process;

· Designing a marketing programme.


The case study would suit all levels of business students, from undergraduate to postgraduate programmes. The case study can best be used in courses in international business or international marketing. However, the comprehensiveness of the case study also makes it suitable for courses in strategic management, marketing strategy, and financial management. The case study can also be used as an assessment assignment performed either by a group or individually.
Teaching suggestions


The case study breaks down into two interrelated parts that could be organized into two sessions. The first session (1½ hours) could cover company internal analysis, focusing on resource and strategic fit analysis, which is the basis for an in-depth understanding of a firm’s business model and identification of its sources of competitive advantage. This requires students to identify strengths and weaknesses of DON DON’s business model. The second session (1½ hours) can cover market analysis. Students could analyse potential host markets by relevant criteria and select the most attractive target markets.

Suggested assignment questions/topics for class discussion

The objective of the case study is to evaluate DON DON’s strategy by carefully analysing its resources and capabilities and to perform prospective market analyses. This would require students to offer proposals regarding DON DON’s internationalization strategy, which would encompass target market selection, entry mode selection, and development of a marketing programme. In order to accomplish the objective of the case study, the following list of topics should be addressed:

1. Evaluate DON DON’s major resource strengths and weaknesses (first class session).

2. Identify DON DON’s sources of competitive advantage and assess their sustainability (first class session).

3. Perform a prospective target market analysis and identify the opportunities and threats for each market (second class session).

4. Propose the most suitable internationalization strategy for DON DON, considering the company’s strengths and weaknesses and market threats and opportunities (second class session).


In addition, the case study offers materials for discussing leadership issues and the main challenges faced by SMEs while crafting functional strategies (e.g., financial, marketing, and HR strategies and tactics).

Analysis of the previous questions/topics

1. Evaluate DON DON’s major resource strengths and weaknesses. Company strengths and weaknesses can be systematically evaluated by using the classification proposed by Hunt (1997),
 which groups resources into seven categories:

· Financial resources: DON DON was a highly leveraged company because 71.2% of its assets were financed by long-term debt (cf. Appendix 1). The industry average was 40.6%, which was well below DON DON’s levels. However, the company had good liquidity, which was above the industry average, showing DON DON’s ability to meet short-term liabilities. Profitability figures were excellent and far above the closest competitors and industry average. Only Pekarna Grosuplje, owned by Slovenia’s biggest retailer, had superior profitability performance in terms of profit margin on sales and ROA. However, in 2004 DON DON had the best ROE, which was due to the firm’s high leverage.

· Legal resources: brand patents in Austria, Italy, Germany, the Visegrád group countries, and other ex-Yugoslav countries.

· Physical resources: real estate and five production-distribution centres equipped with modern production facilities.

· Human resources: good technicians and experts in quality and distribution. In fact, the company gained a competitive edge thanks to superior distribution and product innovation capabilities. Although the company claimed to have a competitive advantage in branding, it appeared that company lacked some marketing and management capabilities, especially in the areas of advertising and promotion, international business, and international marketing. Nevertheless, the company had extremely proactive and growth-oriented leadership because both partners had in-depth knowledge of their core strengths and a good perspective on the industry and market dynamics, and were thus able to assess the strategic fit and to craft the best international strategy.

· Organizational resources: The core values at the heart of DON DON’s organizational culture were discipline, job dedication, and company commitment. Innovativeness was also promoted, but only at managerial levels. Although it was a SME, DON DON had a multilevel organizational structure – which, however, did not decrease company flexibility. Among DON DON’s organizational resources, an important role was played by its brands that enjoyed high recognition and were therefore valuable intangible assets. The company also had a powerful image in the industry; that is, as a niche player pursuing aggressive marketing strategies.

· Informational resources: a state-of-the-art information system.

· Relationship marketing: DON DON cultivated relations both internally and externally. In fact, DON DON developed an internal marketing strategy aimed at motivating employees to perform their jobs professionally and be committed to the company. In addition, DON DON also paid strong attention to external relations. The chairman of the board, head of sales, and regional managers frequently visited the management teams of B2B customers. Likewise, merchandiser-distributors maintained daily relations with store managers and other operational management personnel. In addition, DON DON also had good relations with Pekarne Pečjak, a direct competitor in the pastry segment, because cooperation was a possible future option.
Table 1: Overview of DON DON’s main resource strengths and weaknesses

	Resource strengths
	Resource weaknesses

	· Top distribution capabilities

· Good product innovation capabilities

· Good relations with customers and employees

· Good brand recognition (TVOJIH 5 MINUT) in Slovenia

· Proactive leadership
	· Highly leveraged company

· Lacking marketing capabilities, especially regarding communication activities

· Lacking expertise in international markets

· Lack of scale


2. Identify DON DON’s sources of competitive advantage and assess their sustainability (first class session).

DON DON had two main sources of competitive advantage that were embedded in its business model:

a. The production and distribution system was based on a bundle of technological, IT, and human resources. In fact, in addition to up-to-date production facilities and a sophisticated IT system, DON DON relied on its network of regional managers and merchandiser-distributors to place orders. This allowed DON DON to improve sales forecasts, reduce surpluses supplied to stores, and build close relations with customers. This resource was complex because it was formed by a bundle of both tangible and intangible factors, which were both valuable and matchless, thus guaranteeing DON DON a sustainable competitive advantage in the marketplace.

b. Product innovation capabilities were highly developed because the company had experts that frequently came up with new products, thus offering customers additional value. In addition, the company’s time to market was also very competitive, meaning that the entire implementation process was extremely rapid and efficient. This flexibility, which is typical of smaller firms, permitted DON DON to outpace the competition in terms of product development.
Perform prospective target market analysis and identify the opportunities and threats for each market.

Although DON DON was a small/medium firm in 2005 with little international experience, it adopted a proactive market selection approach, which demonstrated the company’s marketing orientation. In fact, DON DON personnel researched potential markets by using available resources and thus prepared the basis for further decision-making. The three prospective target markets were: (1) Italy, (2) Austria and Germany, and (3) the Visegrád group of countries.

a. Analysis of the Italian market

Economic and political outline: In 2004 Italy was a country of 58 million people that enjoyed high macroeconomic stability because it had a modest rate of inflation (2.21%) and a high GDP p.c. (€23,190). However, Italy was one of the lowest performers among the EU countries in terms of annual GDP growth (1.2%), which had been stagnating for several years and was also one of the causes of high unemployment (8.3%) In addition, the high stakes of an anticipated election undermined the country’s political stability (cf. Appendix 2).

Industry analysis: Italy was consistently the second-biggest baked goods market in Europe (€15,800 mio in 2004). Consumption p.c. of bread, cakes, and pastries was also among the highest in Europe, which was the result of a long-standing artisan tradition. The industry was in a mature stage with limited growth potential. Within the baked goods category, Italy especially stood out in the development of the pastry segment. In fact, its consumption of pastry was the highest in Europe (€100 p.c. in 2004), accounting for 32.4% of the bakery product category (cf. Appendixes 3 and 4). Although puff pastry was highly popular, fried pastry was not fully developed and it had limited market potential. Sophisticated Italian consumers were generating relatively high demand requirements, forcing manufacturers to supply high quality products adapted to regional tastes. Most manufacturers had local operations and were facing stiff competition at the regional level. National coverage was also difficult to achieve due to dispersed marketing channels, consisting mainly of small, traditional food outlets, local pastry shops, and coffee bars, where approximately 70% of turnover was achieved in 2004. This trend was also due to consumers’ preferences for convenience. A non-transparent and dispersed intermediary system made the Italian market not very accessible for foreign players. Moreover, Italian consumers had quite a negative perception towards Slovenian brands, thus making market conditions even more prohibitive for Slovenian companies (cf. Appendix 5).

Table 2: Overview of opportunities and threats on the Italian market

	Opportunities
	Threats

	· Big market size and consistent consumption patterns

· Sophisticated consumers that could appreciate DON DON’s innovative products.
	· Economic recession

· Non-transparent intermediary system with dubious code of ethics

· Fragmentation of marketing channels and low share of sales achieved through grocery chains

· Low development potential for fried pastry category

· Negative perception of Slovenian brands


b. Analysis of the Austrian and German markets

Economic and political outline: Austria and Germany had a stable economic and political situation with low annual inflation (2% and 1.7% respectively), and a modest although rising level of unemployment, especially in Germany (9.2%). In addition, compared with Italy and the Visegrád group of countries, Austria and Germany consistently had the highest GDP p.c. (€28,960 and €26,300, respectively; cf. Appendix 2).

Industry analysis: Austrian and German markets for baked goods were worth €14,788 in 2004. The main segment in the product category was bread (46% of sales value in the bakery product category in Austria and 61% in Germany), which shows its importance in the German local diet (cf. Appendixes 3 and 4). This was quite unusual among the Western European countries, where pastries and cakes enjoyed greater popularity. Many experts thought that these segments could be further developed, thus representing a good market opportunity. Consumers were less sophisticated compared to the Italians, but more price-sensitive. As a response to changing lifestyle and health consciousness, demand for packaged and functional goods was rising. National grocery chains and discounters had detected ongoing trends and adapted their product assortment. Grocery chains and discounters were the main marketing channels, representing 52.5% of the bakery product sales in Austria and 46.6% in Germany. This was good news for DON DON because by accessing the main retail chains it could achieve broad market coverage. Furthermore, the intermediary system was also well developed, although there were entry barriers. However, Slovenian brands had relatively low market recognition, which could possibly undermine DON DON’s entry (cf. Appendix 5).

Table 3: Overview of opportunities and threats on the Austrian and German markets

	Opportunities
	Threats

	· Development potentials in the pastry and cakes segments

· Consolidated and transparent retail system with national market coverage

· Increasing consumption of packaged baked goods

· Increasing consumption of functional baked goods
	· Economic recession

· Negative perception of Slovenian brands

· Low consumption of pastry and cake segments

· Difficult to access intermediary system


c. Analysis of the Visegrád group markets

Economic and political outline: The Visegrád group countries were developing markets that joined the EU in 2004, thus achieving greater macroeconomic and political stability. The GDP growth rate in the region was approximately 5% yearly on average, and it accelerated in almost all the countries in 2004 because of stronger domestic demand, including foreign direct investment and exports. EU accession was associated with a strong boost in foreign trade in the new member countries. Exports boomed in 2004 in most countries because remaining trade barriers were removed, market conditions improved, and competitiveness was strong. Growth in unit labour costs (PPP adjusted) was generally contained in the first years of the decade and the levels remained well below those in Western Europe. Despite strong export performance, the external current account deficit remained very high in Hungary. EU-accession related inflationary pressures were successfully contained as monetary conditions tightened. However, stronger output growth did not alleviate high unemployment rates in some countries (notably Poland and Slovakia). Although macroeconomic conditions were not as stable as in Western European countries, the region offered attractive investment environments due to its promising growth rates and the low degree of country risks involved (cf. Appendix 2).

Industry analysis: The baked goods market in the Visegrád group countries was worth €2.97 billion in 2004, thus representing a small piece of the entire European market. Bread represented approximately 67% of the product category consumption, and it was especially important in Slovakia (80.3%), although value consumption was lower compared to Western European markets (cf. Appendix 3 and 4). Compound annual value growth rates from 1998 to 2003 were negative, except for the Polish market (2.1%). However, growing purchasing power, changing lifestyle habits, and globalization trends would most probably positively affect the consumption of cakes and pastries by reversing negative trends. Product categories were  very likely to flourish, representing a good market opportunity. Market channels were poorly developed, although the retail system was improving and grocery chains were gaining in importance. Competition was limited and mainly consisted of local bakeries with small operations. Furthermore, an intermediary system was slowly developing. Slovenian brands enjoyed customer recognition and were perceived as high quality (cf. Appendix 5).

Table 4: Overview of opportunities and threats in the Visegrád group markets

	Opportunities
	Threats

	· Development potentials in the pastry and cake segments

· Positive perception of Slovenian brands

· Limited competition

· Developing retail system
	· Low consumption of the pastry and cake segments

· Difficulties in achieving national coverage


4. Propose the most suitable internationalization strategy for DON DON, considering the company’s strengths and weaknesses, and market threats and opportunities.

Target market selection is about assessing the best fit between a prospective market’s requirements and a company’s ability to meet those requirements. The market selection process has to be placed in the context of a company’s overall strategy, paying particular attention to core resources and capabilities. Based on the market analysis performed and DON DON’s corporate strategy, the Visegrád group markets were the most attractive due to a number of reasons. First, cultural proximity with the domestic market due to common Slavic roots would require a lower level of adaptation, thus offsetting DON DON’s lack of international expertise. Second, by first entering foreign markets with a close “psychological” distance, DON DON could more easily accumulate experiential knowledge as a basis for entering other markets. In fact, these markets represented a stepping-stone for expansion in Romania and Bulgaria, which were also emerging markets with similar development dynamics. Third, the product category was at the beginning of the industry life cycle in the Eastern European markets and it had good development potential, and was therefore very attractive for a firm with strong growth ambitions. Fourth, DON DON’s production and distribution capabilities, its flexibility, and its experience in the Croatian market fit the poor marketing channel development in the Visegrád group countries. Finally, DON DON’s innovative products and aggressive point of sales programmes would appeal to young urban segments, which were eager to adopt western consumption patterns and try new products, thus constituting another important strategic fit.

Entry mode: joint venture with local intermediary because:

· Integration in the social networks and knowledge of the local markets was necessary to successfully enter the market.

· Profound knowledge of national cultures was needed in order to develop a strategy that would best satisfy customer needs. This was even more relevant due to the fact that DON DON lacked international experience.

· The product category was at the beginning of its life cycle. This implied that customer education was needed to increase product category awareness. Thus, a joint venture entry mode would be beneficial to DON DON because the costs of educating customers could be shared with a local partner.

· DON DON lacked the marketing, financial, and human resources for market entry through hierarchical modes.
Supplemental reading and useful resources

Barney, J. (1991), "Firm Resources and Sustained Competitive Advantage", Journal of Management 171, 99–120.
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Hunt, S. D. (1997), "Competing Through Relationships: Grounding Relationship Marketing in Resource-Advantage Theory", Journal of Marketing Management 13, 431–445.
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Appendix 1: Financial analysis

Table 1: Financial ratios analysis

	
	DON DON
	Pekarna Grosuplje (2004)
	Pekarna Vrhnika (2004)
	Pekarna Pečjak (2004)
	Bread industry average (2004)

	
	2000
	2001
	2002
	2003
	2004
	
	
	
	

	Liquidity
	
	
	
	
	
	
	
	
	

	Current ratio
	0.60
	0.79
	0.75
	0.76
	0.94
	0.53
	0.56
	0.54
	0.81

	Quick ratio
	0.58
	0.73
	0.68
	0.71
	0.86
	0.49
	0.43
	0.36
	0.68

	Debt management

	Debt ratio (%)
	68.6
	71.0
	64.1
	72.4
	71.2
	36.7
	40.85
	56.75
	40.6

	Times interest earned
	n.d.
	n.d.
	1.22
	2.11
	n.d.
	n.d.
	n.d.
	n.d.
	n.d.

	Asset management

	No. days inventory in stock
	6.11
	6.27
	7.03
	6.53
	7.43
	3.95
	15.16
	31.31
	15.04

	Days sales outstanding
	96.68
	79.25
	61.52
	49.60
	48.47
	36.14
	44.08
	48.70
	55.25

	Total assets turnover
	1.02
	1.29
	1.45
	1.19
	1.24
	n.d.
	n.d.
	n.d.
	n.d.

	Profitability

	Profit margin on sales (%)
	3.76
	2.27
	2.87
	2.85
	3.01
	4.71
	2.22
	0.30
	0.98

	Basic earning power (BEP, %)
	4.80
	6.71
	8.65
	4.32
	7.14
	n.d.
	n.d.
	n.d.
	n.d.

	Return on total assets (ROA, %)
	3.96
	2.96
	4.26
	3.44
	3.78
	6.86
	2.53
	0.21
	1.00

	Return on common equity (ROE, %)
	12.22
	9.86
	13.02
	11.14
	13.42
	10.77
	4.61
	0.48
	1.69


Source: www.gvin.com, August 2005 and authors’ calculations.

Note: n.d. = no data.

Table 2: Growth rates of some important financial indicators

	
	Business year 2003
	Business year 2004
	Change (%)

	Assets
	1,234,795
	1,351,204
	9.43

	Capital
	340,351
	388,767
	14.23

	Net sales revenue
	1,242,860
	1,597,356
	28.52

	Profit
	35,905
	48,908
	36.22

	Indebtedness (%)
	72.43
	71.20
	−1.69

	Asset profitability (%)
	3.44
	3.78
	9.96

	Equity profitability (%)
	11.14
	13.42
	20.45


Source: www.gvin.com, August 2005 and authors’ calculations.

Note: Data are in 1000 SIT.

Appendix 2: Economic & demographic figures by country in 2004

	
	GDP (€ mn)
	GDP p.c. (€)
	Real GDP growth (%)
	Exchange rate against euro
	Annual rates of inflation (%)
	Population (in 000)

	Austria 
	235,107.56 
	28,960.84 
	2.00
	1
	2.05
	8,118.12

	Germany 
	2,177,000.00 
	26,333.04 
	1.70
	1
	1.67
	82,671.82

	Italy 
	1,351,794.00 
	23,190.24 
	1.20
	1
	2.21
	58,291.50

	Czech Republic
	85,997.81 
	8,433.97 
	4.00
	31.99
	2.83
	10,196.60

	Hungary
	79,550.62 
	7,892.14 
	4.00
	254.13
	6.78
	10,079.73

	Poland
	192,099.13 
	4,980.65 
	5.30
	4.6
	3.52
	38,569.09

	Slovakia 
	32,955.99 
	6,139.01 
	5.50
	40.22
	7.55
	5,368.29


Source: Euromonitor and authors’ calculations.

Appendix 3: Value of sales in million euros by country in 2004

	Country
	Bakery products
	Bread
	Pastries
	Cakes
	Biscuits
	Breakfast cereals

	Austria 
	1,620.9
	739.7
	53.7
	563.5
	192.6
	71.5

	Germany 
	15,491.6
	9,450.9
	1,399.4
	2,581.4
	1,414.8
	645.2

	Italy 
	18,056.2
	6,932.4
	5,849.5
	3,094.9
	1,894.1
	285.4

	Czech Republic 
	620.2
	334.0
	28.3
	27.6
	205.4
	24.8

	Hungary
	714.6
	468.9
	24.6
	76.2
	90.8
	54.2

	Poland
	2,170.2
	1,443.8
	23.8
	258.7
	354.4
	89.4

	Slovakia 
	331.9
	266.6
	4.2
	16.3
	43.4
	1.4


Source: Euromonitor and authors’ calculations.

Appendix 4: Consumption patterns of bakery products by country in 2004

Figure 1
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Figure 2

Source: Euromonitor and authors’ calculations.
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Appendix 5





� EMBED Excel.Sheet.8  ���





� EMBED Excel.Chart.8 \s ���








� Cf. Etemad (2004).


� Cf. Leonidou (2004).





� Students may also be acquainted with Barney's resource classification presented in Barney (1991).
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COMPUTATIONS

		

				Bakery products		Bread		Pastries		Cakes		Buiscuits		Breakfast cereals		Baked goods		Baked goods deflated		Baked goods deflated in USD		Local currency per USD in 2003		Bakery products deflated		Bakery products deflated in USD				Euros, 2004		Bakery products		Bread		Pastries		Cakes		Buiscuits		Breakfast cereals		Baked goods				Euros, 2004 p.c.		Bread		Pastries		Cakes		Buiscuits		Breakfast cereals		Baked good								Bread		Pastries		Cakes		Buiscuits		Breakfast cereals						GDP in national currency (mn)		GDP in EURO (mn)		GDP p.c. (EURO)		Real GDP growth in %		Exchange rate against EURO		Annual rates of inflation in %		Population (in 000)

		Austria (EUR mn)		1620.9		739.7		53.7		563.5		192.6		71.5		1356.85		1329.59		1493.93		0.89		1588.35		1784.66				Austria		1620.9		739.7		53.7		563.5		192.6		71.5		1356.9				Austria		91.1		6.6		69.4		23.7		8.8		167.1		1356.9				Austria		45.6		3.3		34.8		11.9		4.4		100.0		Austria		235,108 €		235,107.56 €		28,960.84 €		2.00		1		2.05		8118.12		8.11812

		Belgium (EUR mn)		2756.4		1345.9		164.9		591.6		529.8		124.2		2102.45		2059.41		2313.94		0.89		2699.98		3033.69				Belgium		2756.4		1345.9		164.9		591.6		529.8		124.2		2102.5				Belgium		129.3		15.8		56.8		50.9		11.9		202.0		2102.5				Belgium		48.8		6.0		21.5		19.2		4.5		100.0		Belgium		283,117 €		283,117.00 €		27,200.45 €		2.70		1		2.09		10408.54		10.40854

		Denmark (DKr mn)		8812.8		5344.9		488.6		1187.0		1031.2		761.2		7020.47		6939.97		1053.11		6.59		8711.77		1321.97				Denmark		1184.5		718.4		65.7		159.5		138.6		102.3		943.6				Denmark		132.7		12.1		29.5		25.6		18.9		174.3		943.6				Denmark		60.6		5.5		13.5		11.7		8.6		100.0		Denmark		1,450,387 [$DKK]		194,944.49 €		36,015.59 €		2.30		7.44		1.16		5412.78		5.41278

		Finland (EUR mn)		1709.5		548.7		382.4		503.4		173.4		101.6		1434.51		1431.79		1608.75		0.89		1706.21		1917.09				Finland		1709.5		548.7		382.4		503.4		173.4		101.6		1434.5				Finland		105.2		73.3		96.5		33.2		19.5		274.9		1434.5				Finland		32.1		22.4		29.4		10.1		5.9		100.0		Finland		149,743 €		149,742.84 €		28,698.41 €		3.70		1		0.19		5217.81		5.21781

		France (EUR mn)		15261.7		4798.7		3992.3		3445.9		2338.3		686.5		12236.9		11981.69		13462.57		0.89		14943.38		16790.31				France		15261.7		4798.7		3992.3		3445.9		2338.3		686.5		12236.9				France		79.8		66.4		57.3		38.9		11.4		203.5		12236.9				France		31.4		26.2		22.6		15.3		4.5		100.0		France		1,623,159 €		1,623,159.00 €		26,992.71 €		2.30		1		2.13		60133.24		60.13324

		Germany (EUR mn)		15491.6		9450.9		1399.4		2581.4		1414.8		645.2		13431.64		13211.02		14843.84		0.89		15237.15		17120.39				Germany		15491.6		9450.9		1399.4		2581.4		1414.8		645.2		13431.6				Germany		114.3		16.9		31.2		17.1		7.8		162.5		13431.6				Germany		61.0		9.0		16.7		9.1		4.2		100.0		Germany		2,177,000 €		2,177,000.00 €		26,333.04 €		1.70		1		1.67		82671.82		82.67182

		Greece (EUR mn)		2251.6		860.2		898.5		267.0		170.4		55.6		2025.65		1968.56		2211.87		0.89		2188.17		2458.62				Greece		2251.6		860.2		898.5		267.0		170.4		55.6		2025.7				Greece		80.7		84.3		25.1		16.0		5.2		190.2		2025.7				Greece		38.2		39.9		11.9		7.6		2.5		100.0		Greece		164,400 €		164,400.00 €		15,432.97 €		4.20		1		2.9		10652.52		10.65252

		Ireland (EUR mn)		819.0		455.4		32.8		87.5		155.4		88.0		575.66		563.32		632.95		0.89		801.42		900.47				Ireland		819.0		455.4		32.8		87.5		155.4		88.0		575.7				Ireland		114.0		8.2		21.9		38.9		22.0		144.1		575.7				Ireland		55.6		4.0		10.7		19.0		10.7		100.0		Ireland		146,272 €		146,272.22 €		36,617.40 €		5.10		1		2.19		3994.61		3.99461

		Italy (EUR mn)		18056.2		6932.4		5849.5		3094.9		1894.1		285.4		15876.75		15533.46		17453.33		0.89		17665.80		19849.21				Italy		18056.2		6932.4		5849.5		3094.9		1894.1		285.4		15876.8				Italy		118.9		100.3		53.1		32.5		4.9		272.4		15876.8				Italy		38.4		32.4		17.1		10.5		1.6		100.0		Italy		1,351,794 €		1,351,794.00 €		23,190.24 €		1.20		1		2.21		58291.50		58.2915

		Netherlands (EUR mn)		2587.7		1003.0		80.6		590.4		838.7		75.0		1674		1653.50		1857.86		0.89		2555.98		2871.88				Netherlands		2587.7		1003.0		80.6		590.4		838.7		75.0		1674.0				Netherlands		61.5		4.9		36.2		51.4		4.6		102.6		1674.0				Netherlands		38.8		3.1		22.8		32.4		2.9		100.0		Netherlands		464,879 €		464,879.00 €		28,496.77 €		1.30		1		1.24		16313.39		16.31339

		Norway (NKr mn)		10150.2		5795.7		700.7		1594.6		1493.3		566.0		8090.93		8053.08		1137.44		7.08		10102.76		1426.94				Norway		1205.5		688.3		83.2		189.4		177.3		67.2		960.9				Norway		149.8		18.1		41.2		38.6		14.6		209.2		960.9				Norway		57.1		6.9		15.7		14.7		5.6		100.0		Norway		kr 1,685,550		200,184.09 €		43,579.67 €		2.90		8.42		0.47		4593.52		4.59352

		Portugal (EUR mn)		957.9		533.2		43.5		84.3		182.2		114.9		660.87		645.63		725.43		0.89		935.85		1051.52				Portugal		957.9		533.2		43.5		84.3		182.2		114.9		660.9				Portugal		50.9		4.2		8.0		17.4		11.0		63.1		660.9				Portugal		55.7		4.5		8.8		19.0		12.0		100.0		Portugal		135,035 €		135,035.07 €		12,899.96 €		1.00		1		2.36		10467.87		10.46787

		Spain (EUR mn)		5694.0		3471.3		781.8		356.3		831.8		252.8		4609.38		4473.82		5026.77		0.89		5526.50		6209.55				Spain		5694.0		3471.3		781.8		356.3		831.8		252.8		4609.4				Spain		85.1		19.2		8.7		20.4		6.2		112.9		4609.4				Spain		61.0		13.7		6.3		14.6		4.4		100.0		Spain		798,672 €		798,672.00 €		19,568.81 €		2.70		1		3.03		40813.51		40.81351

		Sweden (SEK mn)		16823.1		9796.7		553.2		2610.6		2087.4		1775.2		12960.52		12911.46		1595.98		8.09		16759.36		2071.61				Sweden		1838.6		1070.7		60.5		285.3		228.1		194.0		1416.5				Sweden		119.1		6.7		31.7		25.4		21.6		157.6		1416.5				Sweden		58.2		3.3		15.5		12.4		10.6		100.0		Sweden		2,542,850 kr		277,907.10 €		30,924.20 €		3.50		9.15		0.38		8986.72		8.98672

		Switzerland (CHF mn)		3093.8		1752.0		169.8		333.9		666.1		172.1		2255.69		2237.34		1657.29		1.35		3068.67		2273.09				Switzerland		2009.0		1137.6		110.3		216.8		432.5		111.7		1464.7				Switzerland		155.3		15.0		29.6		59.0		15.2		199.9		1464.7				Switzerland		56.6		5.5		10.8		21.5		5.6		100.0		Switzerland		444642		288,728.57 €		39,405.79 €		1.70		1.54		0.82		7327.06		7.32706

		Turkey (US$ mn)		9445.5		8152.1		32.4		575.2		655.4		30.5		8759.66		8065.99		8065.99										Turkey		7650.8		6603.2		26.2		465.9		530.8		24.7		7095.3				Turkey		91.3		0.4		6.4		7.3		0.3		98.1		7095.3				Turkey		86.3		0.3		6.1		6.9		0.3		100.0		Turkey		430,511,000,000 TL		245,839.42 €		3,399.61 €		8.00		1751187.8		8.6		72314.00		72.314

		UK (£ mn)		7635.8		2251.5		652.3		1829.4		1596.2		1306.5		4733.12		4597.05		7536.14		0.61		7416.23		12157.75				UK		11396.6		3360.4		973.6		2730.4		2382.3		1949.9		7064.4				UK		56.3		16.3		45.7		39.9		32.7		118.3		7064.4				UK		29.5		8.5		24.0		20.9		17.1		100.0		UK		£1,160,339		1,731,849.25 €		29,005.74 €		3.10		0.67		2.96		59707.12		59.70712

		Western Europe (US$ mn)		117456.8		55480.4		19114.2		20600.7		16008.4		6253.1		95195.28														Western Europe		95140.0		44939.1		15482.5		16686.6		12966.8		5065.0		77108.2				Bulgaria		50.2		6.1		2.1		3.4		1.0		58.4		451.7				Western Europe		47.2		16.3		17.5		13.6		5.3		100.0		Bulgaria		38,008 лв		19,491.49 €		2,522.09 €		5.70		1.95		6.35		7728.32		7.72832

		Bulgaria (Lev mn)		946.5		756.3		92.6		31.8		51.4		14.3		880.73		828.14		478.70		1.73		889.95		514.42				Bulgaria		485.4		387.9		47.5		16.3		26.4		7.4		451.7				Czech Republic		32.8		2.8		2.7		20.1		2.4		38.3		390.0				Bulgaria		79.9		9.8		3.4		5.4		1.5		100.0		Czech Republic		2,751,070 Kč		85,997.81 €		8,433.97 €		4.00		31.99		2.83		10196.60		10.1966

		Czech Republic  (CK mn)		19841.2		10686.2		906.7		884.3		6570.5		793.5		12477.21		12133.82		430.12		28.21		19295.16		683.98				Czech Republic		620.2		334.0		28.3		27.6		205.4		24.8		390.0				Hungary		46.5		2.4		7.6		9.0		5.4		56.5		569.7				Czech Republic		53.9		4.6		4.5		33.1		4.0		100.0		Hungary		20,216,200 Ft		79,550.62 €		7,892.14 €		4.00		254.13		6.78		10079.73		10.07973

		Hungary (HuF mn)		181611.9		119157.7		6243.1		19368.8		23079.3		13763.1		144769.49		135577.35		604.42		224.31		170080.43		758.24				Hungary		714.6		468.9		24.6		76.2		90.8		54.2		569.7				Poland		37.4		0.6		6.7		9.2		2.3		44.8		1726.3				Hungary		65.6		3.4		10.7		12.7		7.6		100.0		Poland		883,656 zł		192,099.13 €		4,980.65 €		5.30		4.6		3.52		38569.09		38.56909

		Poland (PLN mn)		9982.9		6641.4		109.5		1190.2		1630.4		411.4		7941.07		7671.05		1971.99		3.89		9643.40		2479.02				Poland		2170.2		1443.8		23.8		258.7		354.4		89.4		1726.3				Romania		53.6		0.5		9.2		6.3		0.3		63.3		1406.8				Poland		66.5		1.1		11.9		16.3		4.1		100.0		Romania		2,387,910,000 lei		58,584.07 €		2,636.11 €		8.30		40760.4		11.88		22223.69		22.22369

		Romania (Leu bn)		63336.4		48569.7		412.1		8361.3		5729.0		264.4		57343.04		51254.06		1543.79		33200.10		56611.02		1705.15				Romania		1553.9		1191.6		10.1		205.1		140.6		6.5		1406.8				Russia		16.5		0.3		1.9		4.2		1.3		18.6		2645.2				Romania		76.7		0.7		13.2		9.0		0.4		100.0		Russia		16,778,800.р		471,049.97 €		3,315.80 €		7.10		35.62		10.89		142062.10		142.0621

		Russia (US$ mn)		4233.6		2888.5		51.0		326.3		740.0		227.9		3265.73		2945.02		2945.02		1.00		3817.80		3817.80				Russia		3429.2		2339.6		41.3		264.3		599.4		184.6		2645.2				Slovakia		49.7		0.8		3.0		8.1		0.3		53.5		287.1				Russia		68.2		1.2		7.7		17.5		5.4		100.0		Slovakia		1,325,490 Sk		32,955.99 €		6,139.01 €		5.50		40.22		7.55		5368.29		5.36829

		Slovakia (SKK mn)		13350.8		10722.9		169.3		656.5		1743.9		58.2		11548.7		10737.98		292.03		36.77		12413.53		337.60				Slovakia		331.9		266.6		4.2		16.3		43.4		1.4		287.1				Ukraine		12.1		0.8		1.4		3.8		0.3		14.4		679.5				Slovakia		80.3		1.3		4.9		13.1		0.4		100.0		Ukraine		345,943. грн		51,479.61 €		1,092.55 €		12.10		6.72		9.04		47118.89		47.11889

		Ukraine (Hr mn)		5870.2		3845.2		268.7		452.5		1208.4		95.4		4566.39		4187.81		785.71		5.33		5383.53		1010.04				Ukraine		873.5		572.2		40.0		67.3		179.8		14.2		679.5																						Ukraine		65.5		4.6		7.7		20.6		1.6		100.0

		Eastern Europe (US$ mn)		14530.8		10114.2		345.1		1384.0		2200.2		487.4		11843.26														Eastern Europe		11770.0		8192.5		279.5		1121.0		1782.2		394.8		9593.0																						Eastern Europe		69.6		2.4		9.5		15.1		3.4		100.0

				bakery products $		bakery products in euros		baked goods				Bread

		Western Europe (US$ mn)		117,457		95,140		95,195		77,108		10114.2

		Eastern Europe (US$ mn)		14,531		11,770		11,843		9,593		8192

				2003 (in '000 tones)		2002-2003 % growth		1998-2003 CAGR		1998-2003 Total

		Russia		9388.3		-1.5		-0.9		-4.3

		Poland		3356.5		0.3		1.3		6.8

		Romania		2279.4		-1.1		-0.6		-2.8

		Ukraine		1529.5		3.7		-3.7		-17.4

		Bulgaria		1081.8		-1		-1.7		-8.2

		Czech Republic		816.3		-0.9		-0.4		-1.8

		Hungary		789.3		-0.1		-		0.2

		Slovakia		738.2		0.3		1.4		7.2

		Other Eastern Europe		3676.1		0.6		-1		-4.8

		Eastern Europe Total		23655.3		-0.4		-0.7		-3.4

												Baked goods

				2003 (in US$ mn)		2002-2003 % growth		1998-2003 CAGR		1998-2003 Total		2004 (in US$ mn) constant 2003		2003-2004 % growth, constant 2003		2004 (in US$ mn) current		2003-2004 % growth, current		Population in mn		2004 US$ consumption  p.c.		2003 US$ consumption p.c.

		Russia		3754.1		0.4		3.5		19		2945.02		-21.6		2,645.2		-29.5		142.1		18.6		26.4

		Poland		2731.6		0.9		2.1		11		1971.99		-27.8		1,726.3		-36.8		38.6		44.8		70.8

		Romania		1172		4.1		3.3		17.7		1543.79		31.7		1,406.8		20.0		22.2		63.3		52.7

		Czech Republic		799.7		-0.5		-0.7		-3.4		430.12		-46.2		390.0		-51.2		10.2		38.3		78.4

		Ukraine		611.4		7.7		2.2		11.7		785.71		28.5		679.5		11.1		47.1		14.4		13.0

		Hungary		572.1		-0.7		-0.6		-3.1		604.42		5.6		569.7		-0.4		10.1		56.5		56.8

		Slovakia		524.4		-0.4		-3.3		-15.4		292.03		-44.3		287.1		-45.2		5.4		53.5		97.7

		Bulgaria		513.4		-0.6		-2		-9		478.70		-6.8		451.7		-12.0		7.7		58.4		66.4

		Other Eastern Europe		2144.6		-		-		-

		Eastern Europe Total		12823.4		-		-		-
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ILLUSTRATIONS

				Bread		Pastries		Cakes		Biscuits		Breakfast cereals		Baked good		Bakery products

		Austria		91.1		6.6		69.4		23.7		8.8		167.1		199.7

		Germany		114.3		16.9		31.2		17.1		7.8		162.5		187.4

		Italy		118.9		100.3		53.1		32.5		4.9		272.4		309.8

		Czech Republic		32.8		2.8		2.7		20.1		2.4		38.3		60.8

		Hungary		46.5		2.4		7.6		9.0		5.4		56.5		70.9

		Poland		37.4		0.6		6.7		9.2		2.3		44.8		56.3

		Slovakia		49.7		0.8		3.0		8.1		0.3		53.5		61.8

				Bread		Pastries		Cakes		Biscuits		Breakfast cereals

		Austria		45.6		3.3		34.8		11.9		4.4

		Belgium		48.8		6.0		21.5		19.2		4.5

		Denmark		60.6		5.5		13.5		11.7		8.6

		Finland		32.1		22.4		29.4		10.1		5.9

		France		31.4		26.2		22.6		15.3		4.5

		Germany		61.0		9.0		16.7		9.1		4.2

		Greece		38.2		39.9		11.9		7.6		2.5

		Ireland		55.6		4.0		10.7		19.0		10.7

		Italy		38.4		32.4		17.1		10.5		1.6

		Netherlands		38.8		3.1		22.8		32.4		2.9

		Norway		57.1		6.9		15.7		14.7		5.6

		Portugal		55.7		4.5		8.8		19.0		12.0

		Spain		61.0		13.7		6.3		14.6		4.4

		Sweden		58.2		3.3		15.5		12.4		10.6

		Switzerland		56.6		5.5		10.8		21.5		5.6

		Turkey		86.3		0.3		6.1		6.9		0.3

		UK		29.5		8.5		24.0		20.9		17.1

		Western Europe		47.2		16.3		17.5		13.6		5.3

		Bulgaria		79.9		9.8		3.4		5.4		1.5

		Czech Republic		53.9		4.6		4.5		33.1		4.0

		Hungary		65.6		3.4		10.7		12.7		7.6

		Poland		66.5		1.1		11.9		16.3		4.1

		Russia		68.2		1.2		7.7		17.5		5.4

		Slovakia		80.3		1.3		4.9		13.1		0.4

		Ukraine		65.5		4.6		7.7		20.6		1.6

		Eastern Europe		69.6		2.4		9.5		15.1		3.4
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ROW DATA

		Country segments						Austria & Germany				Italy		Visegrad group

		Countries						Austria		Germany		Italy		Bulgaria		Czech Republic		Hungary		Poland		Romania		Slovakia

		MACRO ENVIRONMENT		GDP (in mn EURO)				235,108 €		2,177,000 €		1,351,794 €		19,491 €		85,998 €		79,551 €		192,099 €		58,584 €		32,956 €

				GDP p.c. (in EURO)				28,961 €		26,333 €		23,190 €		2,522 €		8,434 €		7,892 €		4,981 €		2,636 €		6,139 €

				Real GDP growth in %				2.00		1.70		1.20		5.70		4.00		4.00		5.30		8.30		5.50

				Annual rates of inflation in %				2.05		1.67		2.21		6.35		2.83		6.78		3.52		11.88		7.55

				Unemployment

				Trade balance

								STABLE (3)				2		1

		BREAD & PASTRIES MARKET		Market size in 2004 in mn Euros		Baked goods		1,356.9 €		13,431.6 €		15,876.8 €		451.7 €		390.0 €		569.7 €		1,726.3 €		1,406.8 €		287.1 €		2,973.2 €

						Bread		739.7 €		9,450.9 €		6,932.4 €		387.9 €		334.0 €		468.9 €		1,443.8 €		1,191.6 €		266.6 €

						Pastries		53.7 €		1,399.4 €		5,849.5 €		47.5 €		28.3 €		24.6 €		23.8 €		10.1 €		4.2 €

				Market growth rate		CAGR 1998-2003								-2		-0.7		-0.6		2.1		3.3		-3.3

				Consumption p.c. in 2004		Baked goods		167.1 €		162.5 €		272.4 €		58.4 €		38.3 €		56.5 €		44.8 €		63.3 €		53.5 €

						Bread		91.1 €		114.3 €		118.9 €		50.2 €		32.8 €		46.5 €		37.4 €		53.6 €		49.7 €

						Pastries		6.6 €		16.9 €		100.3 €		6.1 €		2.8 €		2.4 €		0.6 €		0.5 €		0.8 €

				Structure of consumption in %		Bread		45.6		61.0		38.4		79.9		53.9		65.6		66.5		76.7		80.3

						Pastries		3.3		9.0		32.4		9.8		4.6		3.4		1.1		0.7		1.3

		CUSTOMERS		General trends				Bread and pastries play an important role in western diets. Increasing popularity of higher priced extravagant bakery products and fuctional baked goods.						Bread plays a central role in regional diets. Changing lifestyle and globalisation trends caused the development of new consumption patterns (increasing popularity of packaged, functional, ethnic baked goods). Consumers have positive attitude towards frie

				Attitude towards product category				Positive attitude (e.g. berlinek). However, the product category is not fully developed. Vlečena testa enjoy a higher level of popularity.				Quite negative attitude. The product category is not fully developed and it has a limited market potential. Puff pasty enjoys high popularity.		This product category represents an enormous potential as it is not developed at all. Morover, consumers' attitude is positive. Listnato testo je zelo proisotno, predvsem slana testa.

		COMPETITION						Intense competition				Intense competition		Local players; fragmented market; entry of multinational manufacturers

		DISTRIBUTION CHANNELS		Trends				Distribution is well developed and mainly channeled thorugh multiple grocers (cca. 33%) & others. (cca. 41%) Leading grocery multiples and discounters (especially in Germany, cca. 24%) use severs discounting on baked goods and private labels to drive stor				Distribution is fragmentated consistng mainly of small, traditional food outlets, local pastries and cofee bars (cca. 70%). It derives from consumers prefereneces for convenience and theri poor loyalty to multiple grocers.		Distribution channels are poorly developed. Prevalent retail structure for bread distribution are local bakeries. However, retail system is improving and multiple grocers are gaining in importance.

		INTERMEDIARIES						Difficulties in entering the markets and finding intermediaries.				Dispersed markets and non transparent market with many agents that have great decision-makimg power.		Opportunities to establish new business contacts and build relationships.

		ATTITUDE TOWARDS SLOVENIAN PRODUCTS						Considerd mainly in the role of subcontractors.				Negative. Considerd mainly in the role of subcontractors.		Positive





		

				1999		2000		2001

		Food stores		61.2		64.7		74

		Snack bars		1.8		2.4		1.2

		Elementary schools		21.5		19.1		13.6

		High schools		4.5		1.8		1.7

		Firms		7.6		8.5		5.9

		Kindergarden		1.8		1.4		1.5

		Others		1.6		2.1		2.1

		TOTAL		100		100		100

		Spontaneous recall of manufactures of fresh sweet pastries, that interviewees most oftenly buy

		Dolenjske pekarne		Klasje		Mercator		Pekarna Vrhnika		Kruh pecivo MB		Zmajčkov butik		Žito		Tvojih 5 minut		Pekarna Pečjak
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Volume sales of Don Don in % by client in 2001
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% of interviewees

Spontaneous recall of preferred manufacturer of fresh sweet pastries



		current • actual						actual

				2004						2003

		Bakery products S1						Exchange rates against US dollar S1

		Western Europe - Retail value rsp (US$ mn)		117456.78				Andorra (Euro/EUR per US$)		0.89

		Austria - Retail value rsp (EUR mn)		1620.91				Austria (Euro/EUR per US$)		0.89

		Belgium - Retail value rsp (EUR mn)		2756.41				Belgium (Euro/EUR per US$)		0.89

		Denmark - Retail value rsp (DKr mn)		8812.83				Cyprus (Cyp£ per US$)		0.52

		Finland - Retail value rsp (EUR mn)		1709.45				Denmark (DKr per US$)		Jun-59

		France - Retail value rsp (EUR mn)		15261.67				Finland (Euro/EUR per US$)		0.89

		Germany - Retail value rsp (EUR mn)		15491.61				France (Euro/EUR per US$)		0.89

		Greece - Retail value rsp (EUR mn)		2251.63				Germany (Euro/EUR per US$)		0.89

		Ireland - Retail value rsp (EUR mn)		818.97				Gibraltar (Gib£ per US$)		0.62

		Italy - Retail value rsp (EUR mn)		18056.21				Greece (Euro/EUR per US$)		0.89

		Netherlands - Retail value rsp (EUR mn)		2587.67				Iceland (ISK per US$)		76.71

		Norway - Retail value rsp (NKr mn)		10150.24				Ireland (Euro/EUR per US$)		0.89

		Portugal - Retail value rsp (EUR mn)		957.94				Italy (Euro/EUR per US$)		0.89

		Spain - Retail value rsp (EUR mn)		5693.95				Liechtenstein (CHF per US$)		Jan-35

		Sweden - Retail value rsp (SEK mn)		16823.05				Luxembourg (Euro/EUR per US$)		0.89

		Switzerland - Retail value rsp (CHF mn)		3093.83				Malta (MTL per US$)		0.38

		Turkey - Retail value rsp (US$ mn)		9445.49				Monaco (Euro/EUR per US$)		0.89

		United Kingdom - Retail value rsp (£ mn)		7635.75				Netherlands (Euro/EUR per US$)		0.89

		Eastern Europe - Retail value rsp (US$ mn)		14530.84				Norway (NKr per US$)		7-Aug

		Bulgaria - Retail value rsp (Lev mn)		946.46				Portugal (Euro/EUR per US$)		0.89

		Czech Republic - Retail value rsp (CK mn)		19841.21				Spain (Euro/EUR per US$)		0.89

		Hungary - Retail value rsp (HuF mn)		181611.88				Sweden (SEK per US$)		8-Sep

		Poland - Retail value rsp (PLN mn)		9982.85				Switzerland (CHF per US$)		Jan-35

		Romania - Retail value rsp (Leu bn)		63336.41				Turkey (TL per US$)		1500890.00

		Russia - Retail value rsp (US$ mn)		4233.56				United Kingdom (£ per US$)		0.61

		Slovakia - Retail value rsp (SKK mn)		13350.75				Albania (ALL per US$)		121.86

		Ukraine - Retail value rsp (Hr mn)		5870.2				Belarus (BRb per US$)		2051.27

		Bread S2						Bosnia-Herzegovina (BAK per US$)		Jan-73

		Western Europe - Retail value rsp (US$ mn)		55480.38				Bulgaria (Leva per US$)		Jan-73

		Austria - Retail value rsp (EUR mn)		739.67				Croatia (HRK per US$)		Jun-70

		Belgium - Retail value rsp (EUR mn)		1345.9				Czech Republic N1 (CK per US$)		28.21

		Denmark - Retail value rsp (DKr mn)		5344.94				Estonia (Kroons per US$)		13.86

		Finland - Retail value rsp (EUR mn)		548.74				Georgia (Lari per US$)		Feb-15

		France - Retail value rsp (EUR mn)		4798.7				Hungary (HuF per US$)		224.31

		Germany - Retail value rsp (EUR mn)		9450.86				Latvia (Lats per US$)		0.57

		Greece - Retail value rsp (EUR mn)		860.16				Lithuania (Litai per US$)		3-Jun

		Ireland - Retail value rsp (EUR mn)		455.36				Macedonia (MKD per US$)		54.32

		Italy - Retail value rsp (EUR mn)		6932.44				Moldova (MDL per US$)		13.94

		Netherlands - Retail value rsp (EUR mn)		1003.02				Poland N2 (PLN per US$)		Mar-89

		Norway - Retail value rsp (NKr mn)		5795.69				Romania N3 (Lei per US$)		33200.10

		Portugal - Retail value rsp (EUR mn)		533.16				Russia (Rb per US$)		30.69

		Spain - Retail value rsp (EUR mn)		3471.26				Serbia and Montenegro (YUD per US$)		57.75

		Sweden - Retail value rsp (SEK mn)		9796.73				Slovakia N3 (SKK per US$)		36.77

		Switzerland - Retail value rsp (CHF mn)		1751.98				Slovenia (Tolars per US$)		207.11

		Turkey - Retail value rsp (US$ mn)		8152.13				Ukraine (Hr per US$)		May-33

		United Kingdom - Retail value rsp (£ mn)		2251.45				Exchange rates against ECU/Euro S2

		Eastern Europe - Retail value rsp (US$ mn)		10114.19				Austria (Euro/EUR per Euro/EUR)		1.00

		Bulgaria - Retail value rsp (Lev mn)		756.34				Belgium (Euro/EUR per Euro/EUR)		1.00

		Czech Republic - Retail value rsp (CK mn)		10686.24				Cyprus (Cyp£ per Euro/EUR)		0.58

		Hungary - Retail value rsp (HuF mn)		119157.65				Denmark (DKr per Euro/EUR)		Jul-43

		Poland - Retail value rsp (PLN mn)		6641.4				Finland (Euro/EUR per Euro/EUR)		1.00

		Romania - Retail value rsp (Leu bn)		48569.67				France (Euro/EUR per Euro/EUR)		1.00

		Russia - Retail value rsp (US$ mn)		2888.45				Germany (Euro/EUR per Euro/EUR)		1.00

		Slovakia - Retail value rsp (SKK mn)		10722.85				Gibraltar (Gib£ per Euro/EUR)		0.70

		Ukraine - Retail value rsp (Hr mn)		3845.19				Greece (Euro/EUR per Euro/EUR)		1.00

		Pastries S3						Iceland (ISK per Euro/EUR)		86.73

		Western Europe - Retail value rsp (US$ mn)		19114.2				Ireland (Euro/EUR per Euro/EUR)		1.00

		Austria - Retail value rsp (EUR mn)		53.65				Italy (Euro/EUR per Euro/EUR)		1.00

		Belgium - Retail value rsp (EUR mn)		164.92				Liechtenstein (CHF per Euro/EUR)		Jan-52

		Denmark - Retail value rsp (DKr mn)		488.58				Luxembourg (Euro/EUR per Euro/EUR)		1.00

		Finland - Retail value rsp (EUR mn)		382.36				Malta (MTL per Euro/EUR)		0.43

		France - Retail value rsp (EUR mn)		3992.31				Monaco (Euro/EUR per Euro/EUR)		1.00

		Germany - Retail value rsp (EUR mn)		1399.35				Netherlands (Euro/EUR per Euro/EUR)		1.00

		Greece - Retail value rsp (EUR mn)		898.54				Norway (NKr per Euro/EUR)		8.00

		Ireland - Retail value rsp (EUR mn)		32.8				Portugal (Euro/EUR per Euro/EUR)		1.00

		Italy - Retail value rsp (EUR mn)		5849.45				Spain (Euro/EUR per Euro/EUR)		1.00

		Netherlands - Retail value rsp (EUR mn)		80.55				Sweden (SEK per Euro/EUR)		9-Nov

		Norway - Retail value rsp (NKr mn)		700.65				Switzerland (CHF per Euro/EUR)		Jan-52

		Portugal - Retail value rsp (EUR mn)		43.45				Turkey (TL per Euro/EUR)		1698170.00

		Spain - Retail value rsp (EUR mn)		781.82				United Kingdom (£ per Euro/EUR)		0.69

		Sweden - Retail value rsp (SEK mn)		553.2				Albania (ALL per Euro/EUR)		143.18

		Switzerland - Retail value rsp (CHF mn)		169.8				Belarus (BRb per Euro/EUR)		-

		Turkey - Retail value rsp (US$ mn)		32.37				Bosnia-Herzegovina (BAK per Euro/EUR)		-

		United Kingdom - Retail value rsp (£ mn)		652.32				Bulgaria (Leva per Euro/EUR)		Jan-95

		Eastern Europe - Retail value rsp (US$ mn)		345.12				Croatia (HRK per Euro/EUR)		Jul-88

		Bulgaria - Retail value rsp (Lev mn)		92.62				Czech Republic (CK per Euro/EUR)		31.83

		Czech Republic - Retail value rsp (CK mn)		906.66				Estonia (Kroons per Euro/EUR)		15.65

		Hungary - Retail value rsp (HuF mn)		6243.08				Hungary (HuF per Euro/EUR)		252.16

		Poland - Retail value rsp (PLN mn)		109.45				Latvia (Lats per Euro/EUR)		0.64

		Romania - Retail value rsp (Leu bn)		412.05				Lithuania (Litai per Euro/EUR)		Mar-45

		Russia - Retail value rsp (US$ mn)		50.99				Macedonia (MKD per Euro/EUR)		-

		Slovakia - Retail value rsp (SKK mn)		169.34				Moldova (MDL per Euro/EUR)		-

		Ukraine - Retail value rsp (Hr mn)		268.72				Poland (PLN per Euro/EUR)		Apr-39

		Cakes S4						Romania (Lei per Euro/EUR)		37736.23

		Western Europe - Retail value rsp (US$ mn)		20600.7				Russia (Rb per Euro/EUR)		34.84

		Austria - Retail value rsp (EUR mn)		563.53				Serbia and Montenegro (YUD per Euro/EUR)		65.29

		Belgium - Retail value rsp (EUR mn)		591.63				Slovakia (SKK per Euro/EUR)		41.46

		Denmark - Retail value rsp (DKr mn)		1186.95				Slovenia (Tolars per Euro/EUR)		234.39

		Finland - Retail value rsp (EUR mn)		503.41				Ukraine (Hr per Euro/EUR)		Jun-23

		France - Retail value rsp (EUR mn)		3445.89

		Germany - Retail value rsp (EUR mn)		2581.43				Sources

		Greece - Retail value rsp (EUR mn)		266.95				1  Exchange rates against US dollar : International Monetary Fund (IMF)/Euromonitor International research

		Ireland - Retail value rsp (EUR mn)		87.5				2  Exchange rates against ECU/Euro : European Central Bank/Euromonitor International research

		Italy - Retail value rsp (EUR mn)		3094.86				Notes

		Netherlands - Retail value rsp (EUR mn)		590.43				1  Principal rate; Data prior to 1993 refer to CSK per US$

		Norway - Retail value rsp (NKr mn)		1594.59				2  """""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""Zlotys per thousand US$ from 1977-1989, per US$ from 1990"""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""

		Portugal - Retail value rsp (EUR mn)		84.26				3  Principal rate

		Spain - Retail value rsp (EUR mn)		356.3

		Sweden - Retail value rsp (SEK mn)		2610.59				^Top

		Switzerland - Retail value rsp (CHF mn)		333.91

		Turkey - Retail value rsp (US$ mn)		575.16				© Copyright and Database Right Euromonitor 2005

		United Kingdom - Retail value rsp (£ mn)		1829.35

		Eastern Europe - Retail value rsp (US$ mn)		1383.95

		Bulgaria - Retail value rsp (Lev mn)		31.77

		Czech Republic - Retail value rsp (CK mn)		884.31

		Hungary - Retail value rsp (HuF mn)		19368.76

		Poland - Retail value rsp (PLN mn)		1190.22

		Romania - Retail value rsp (Leu bn)		8361.32

		Russia - Retail value rsp (US$ mn)		326.29

		Slovakia - Retail value rsp (SKK mn)		656.51

		Ukraine - Retail value rsp (Hr mn)		452.48

		Biscuits S5

		Western Europe - Retail value rsp (US$ mn)		16008.39

		Austria - Retail value rsp (EUR mn)		192.55

		Belgium - Retail value rsp (EUR mn)		529.75

		Denmark - Retail value rsp (DKr mn)		1031.17

		Finland - Retail value rsp (EUR mn)		173.35

		France - Retail value rsp (EUR mn)		2338.27

		Germany - Retail value rsp (EUR mn)		1414.8

		Greece - Retail value rsp (EUR mn)		170.43

		Ireland - Retail value rsp (EUR mn)		155.35

		Italy - Retail value rsp (EUR mn)		1894.08

		Netherlands - Retail value rsp (EUR mn)		838.72

		Norway - Retail value rsp (NKr mn)		1493.27

		Portugal - Retail value rsp (EUR mn)		182.15

		Spain - Retail value rsp (EUR mn)		831.79

		Sweden - Retail value rsp (SEK mn)		2087.38

		Switzerland - Retail value rsp (CHF mn)		666.07

		Turkey - Retail value rsp (US$ mn)		655.37

		United Kingdom - Retail value rsp (£ mn)		1596.17

		Eastern Europe - Retail value rsp (US$ mn)		2200.19

		Bulgaria - Retail value rsp (Lev mn)		51.4

		Czech Republic - Retail value rsp (CK mn)		6570.51

		Hungary - Retail value rsp (HuF mn)		23079.33

		Poland - Retail value rsp (PLN mn)		1630.39

		Romania - Retail value rsp (Leu bn)		5729.01

		Russia - Retail value rsp (US$ mn)		739.95

		Slovakia - Retail value rsp (SKK mn)		1743.89

		Ukraine - Retail value rsp (Hr mn)		1208.37

		Breakfast cereals S6

		Western Europe - Retail value rsp (US$ mn)		6253.1

		Austria - Retail value rsp (EUR mn)		71.51

		Belgium - Retail value rsp (EUR mn)		124.21

		Denmark - Retail value rsp (DKr mn)		761.19

		Finland - Retail value rsp (EUR mn)		101.59

		France - Retail value rsp (EUR mn)		686.49

		Germany - Retail value rsp (EUR mn)		645.16

		Greece - Retail value rsp (EUR mn)		55.55

		Ireland - Retail value rsp (EUR mn)		87.96

		Italy - Retail value rsp (EUR mn)		285.38

		Netherlands - Retail value rsp (EUR mn)		74.95

		Norway - Retail value rsp (NKr mn)		566.04

		Portugal - Retail value rsp (EUR mn)		114.93

		Spain - Retail value rsp (EUR mn)		252.78

		Sweden - Retail value rsp (SEK mn)		1775.15

		Switzerland - Retail value rsp (CHF mn)		172.07

		Turkey - Retail value rsp (US$ mn)		30.45

		United Kingdom - Retail value rsp (£ mn)		1306.45

		Eastern Europe - Retail value rsp (US$ mn)		487.39

		Bulgaria - Retail value rsp (Lev mn)		14.34

		Czech Republic - Retail value rsp (CK mn)		793.49

		Hungary - Retail value rsp (HuF mn)		13763.05

		Poland - Retail value rsp (PLN mn)		411.4

		Romania - Retail value rsp (Leu bn)		264.36

		Russia - Retail value rsp (US$ mn)		227.89

		Slovakia - Retail value rsp (SKK mn)		58.16

		Ukraine - Retail value rsp (Hr mn)		95.44

		Note: Packaged food 2005, rolling edition data for 2004 is based on part-year estimates and is provisional

		Sources

		1  Bakery products : Euromonitor from trade sources/national statistics

		2  Bread : Euromonitor from trade sources/national statistics

		3  Pastries : Euromonitor from trade sources/national statistics

		4  Cakes : Euromonitor from trade sources/national statistics

		5  Biscuits : Euromonitor from trade sources/national statistics

		6  Breakfast cereals : Euromonitor from trade sources/national statistics

		^Top

		© Copyright and Database Right Euromonitor 2005
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COMPUTATIONS

		

				Bakery products		Bread		Pastries		Cakes		Buiscuits		Breakfast cereals		Baked goods		Baked goods deflated		Baked goods deflated in USD		Local currency per USD in 2003		Bakery products deflated		Bakery products deflated in USD				Euros, 2004		Bakery products		Bread		Pastries		Cakes		Buiscuits		Breakfast cereals		Baked goods				Euros, 2004 p.c.		Bread		Pastries		Cakes		Buiscuits		Breakfast cereals		Baked good								Bread		Pastries		Cakes		Buiscuits		Breakfast cereals						GDP in national currency (mn)		GDP in EURO (mn)		GDP p.c. (EURO)		Real GDP growth in %		Exchange rate against EURO		Annual rates of inflation in %		Population (in 000)

		Austria (EUR mn)		1620.9		739.7		53.7		563.5		192.6		71.5		1356.85		1329.59		1493.93		0.89		1588.35		1784.66				Austria		1620.9		739.7		53.7		563.5		192.6		71.5		1356.9				Austria		91.1		6.6		69.4		23.7		8.8		167.1		1356.9				Austria		45.6		3.3		34.8		11.9		4.4		100.0		Austria		235,108 €		235,107.56 €		28,960.84 €		2.00		1		2.05		8118.12		8.11812

		Belgium (EUR mn)		2756.4		1345.9		164.9		591.6		529.8		124.2		2102.45		2059.41		2313.94		0.89		2699.98		3033.69				Belgium		2756.4		1345.9		164.9		591.6		529.8		124.2		2102.5				Belgium		129.3		15.8		56.8		50.9		11.9		202.0		2102.5				Belgium		48.8		6.0		21.5		19.2		4.5		100.0		Belgium		283,117 €		283,117.00 €		27,200.45 €		2.70		1		2.09		10408.54		10.40854

		Denmark (DKr mn)		8812.8		5344.9		488.6		1187.0		1031.2		761.2		7020.47		6939.97		1053.11		6.59		8711.77		1321.97				Denmark		1184.5		718.4		65.7		159.5		138.6		102.3		943.6				Denmark		132.7		12.1		29.5		25.6		18.9		174.3		943.6				Denmark		60.6		5.5		13.5		11.7		8.6		100.0		Denmark		1,450,387 [$DKK]		194,944.49 €		36,015.59 €		2.30		7.44		1.16		5412.78		5.41278

		Finland (EUR mn)		1709.5		548.7		382.4		503.4		173.4		101.6		1434.51		1431.79		1608.75		0.89		1706.21		1917.09				Finland		1709.5		548.7		382.4		503.4		173.4		101.6		1434.5				Finland		105.2		73.3		96.5		33.2		19.5		274.9		1434.5				Finland		32.1		22.4		29.4		10.1		5.9		100.0		Finland		149,743 €		149,742.84 €		28,698.41 €		3.70		1		0.19		5217.81		5.21781

		France (EUR mn)		15261.7		4798.7		3992.3		3445.9		2338.3		686.5		12236.9		11981.69		13462.57		0.89		14943.38		16790.31				France		15261.7		4798.7		3992.3		3445.9		2338.3		686.5		12236.9				France		79.8		66.4		57.3		38.9		11.4		203.5		12236.9				France		31.4		26.2		22.6		15.3		4.5		100.0		France		1,623,159 €		1,623,159.00 €		26,992.71 €		2.30		1		2.13		60133.24		60.13324

		Germany (EUR mn)		15491.6		9450.9		1399.4		2581.4		1414.8		645.2		13431.64		13211.02		14843.84		0.89		15237.15		17120.39				Germany		15491.6		9450.9		1399.4		2581.4		1414.8		645.2		13431.6				Germany		114.3		16.9		31.2		17.1		7.8		162.5		13431.6				Germany		61.0		9.0		16.7		9.1		4.2		100.0		Germany		2,177,000 €		2,177,000.00 €		26,333.04 €		1.70		1		1.67		82671.82		82.67182

		Greece (EUR mn)		2251.6		860.2		898.5		267.0		170.4		55.6		2025.65		1968.56		2211.87		0.89		2188.17		2458.62				Greece		2251.6		860.2		898.5		267.0		170.4		55.6		2025.7				Greece		80.7		84.3		25.1		16.0		5.2		190.2		2025.7				Greece		38.2		39.9		11.9		7.6		2.5		100.0		Greece		164,400 €		164,400.00 €		15,432.97 €		4.20		1		2.9		10652.52		10.65252

		Ireland (EUR mn)		819.0		455.4		32.8		87.5		155.4		88.0		575.66		563.32		632.95		0.89		801.42		900.47				Ireland		819.0		455.4		32.8		87.5		155.4		88.0		575.7				Ireland		114.0		8.2		21.9		38.9		22.0		144.1		575.7				Ireland		55.6		4.0		10.7		19.0		10.7		100.0		Ireland		146,272 €		146,272.22 €		36,617.40 €		5.10		1		2.19		3994.61		3.99461

		Italy (EUR mn)		18056.2		6932.4		5849.5		3094.9		1894.1		285.4		15876.75		15533.46		17453.33		0.89		17665.80		19849.21				Italy		18056.2		6932.4		5849.5		3094.9		1894.1		285.4		15876.8				Italy		118.9		100.3		53.1		32.5		4.9		272.4		15876.8				Italy		38.4		32.4		17.1		10.5		1.6		100.0		Italy		1,351,794 €		1,351,794.00 €		23,190.24 €		1.20		1		2.21		58291.50		58.2915

		Netherlands (EUR mn)		2587.7		1003.0		80.6		590.4		838.7		75.0		1674		1653.50		1857.86		0.89		2555.98		2871.88				Netherlands		2587.7		1003.0		80.6		590.4		838.7		75.0		1674.0				Netherlands		61.5		4.9		36.2		51.4		4.6		102.6		1674.0				Netherlands		38.8		3.1		22.8		32.4		2.9		100.0		Netherlands		464,879 €		464,879.00 €		28,496.77 €		1.30		1		1.24		16313.39		16.31339

		Norway (NKr mn)		10150.2		5795.7		700.7		1594.6		1493.3		566.0		8090.93		8053.08		1137.44		7.08		10102.76		1426.94				Norway		1205.5		688.3		83.2		189.4		177.3		67.2		960.9				Norway		149.8		18.1		41.2		38.6		14.6		209.2		960.9				Norway		57.1		6.9		15.7		14.7		5.6		100.0		Norway		kr 1,685,550		200,184.09 €		43,579.67 €		2.90		8.42		0.47		4593.52		4.59352

		Portugal (EUR mn)		957.9		533.2		43.5		84.3		182.2		114.9		660.87		645.63		725.43		0.89		935.85		1051.52				Portugal		957.9		533.2		43.5		84.3		182.2		114.9		660.9				Portugal		50.9		4.2		8.0		17.4		11.0		63.1		660.9				Portugal		55.7		4.5		8.8		19.0		12.0		100.0		Portugal		135,035 €		135,035.07 €		12,899.96 €		1.00		1		2.36		10467.87		10.46787

		Spain (EUR mn)		5694.0		3471.3		781.8		356.3		831.8		252.8		4609.38		4473.82		5026.77		0.89		5526.50		6209.55				Spain		5694.0		3471.3		781.8		356.3		831.8		252.8		4609.4				Spain		85.1		19.2		8.7		20.4		6.2		112.9		4609.4				Spain		61.0		13.7		6.3		14.6		4.4		100.0		Spain		798,672 €		798,672.00 €		19,568.81 €		2.70		1		3.03		40813.51		40.81351

		Sweden (SEK mn)		16823.1		9796.7		553.2		2610.6		2087.4		1775.2		12960.52		12911.46		1595.98		8.09		16759.36		2071.61				Sweden		1838.6		1070.7		60.5		285.3		228.1		194.0		1416.5				Sweden		119.1		6.7		31.7		25.4		21.6		157.6		1416.5				Sweden		58.2		3.3		15.5		12.4		10.6		100.0		Sweden		2,542,850 kr		277,907.10 €		30,924.20 €		3.50		9.15		0.38		8986.72		8.98672

		Switzerland (CHF mn)		3093.8		1752.0		169.8		333.9		666.1		172.1		2255.69		2237.34		1657.29		1.35		3068.67		2273.09				Switzerland		2009.0		1137.6		110.3		216.8		432.5		111.7		1464.7				Switzerland		155.3		15.0		29.6		59.0		15.2		199.9		1464.7				Switzerland		56.6		5.5		10.8		21.5		5.6		100.0		Switzerland		444642		288,728.57 €		39,405.79 €		1.70		1.54		0.82		7327.06		7.32706

		Turkey (US$ mn)		9445.5		8152.1		32.4		575.2		655.4		30.5		8759.66		8065.99		8065.99										Turkey		7650.8		6603.2		26.2		465.9		530.8		24.7		7095.3				Turkey		91.3		0.4		6.4		7.3		0.3		98.1		7095.3				Turkey		86.3		0.3		6.1		6.9		0.3		100.0		Turkey		430,511,000,000 TL		245,839.42 €		3,399.61 €		8.00		1751187.8		8.6		72314.00		72.314

		UK (£ mn)		7635.8		2251.5		652.3		1829.4		1596.2		1306.5		4733.12		4597.05		7536.14		0.61		7416.23		12157.75				UK		11396.6		3360.4		973.6		2730.4		2382.3		1949.9		7064.4				UK		56.3		16.3		45.7		39.9		32.7		118.3		7064.4				UK		29.5		8.5		24.0		20.9		17.1		100.0		UK		£1,160,339		1,731,849.25 €		29,005.74 €		3.10		0.67		2.96		59707.12		59.70712

		Western Europe (US$ mn)		117456.8		55480.4		19114.2		20600.7		16008.4		6253.1		95195.28														Western Europe		95140.0		44939.1		15482.5		16686.6		12966.8		5065.0		77108.2				Bulgaria		50.2		6.1		2.1		3.4		1.0		58.4		451.7				Western Europe		47.2		16.3		17.5		13.6		5.3		100.0		Bulgaria		38,008 лв		19,491.49 €		2,522.09 €		5.70		1.95		6.35		7728.32		7.72832

		Bulgaria (Lev mn)		946.5		756.3		92.6		31.8		51.4		14.3		880.73		828.14		478.70		1.73		889.95		514.42				Bulgaria		485.4		387.9		47.5		16.3		26.4		7.4		451.7				Czech Republic		32.8		2.8		2.7		20.1		2.4		38.3		390.0				Bulgaria		79.9		9.8		3.4		5.4		1.5		100.0		Czech Republic		2,751,070 Kč		85,997.81 €		8,433.97 €		4.00		31.99		2.83		10196.60		10.1966

		Czech Republic  (CK mn)		19841.2		10686.2		906.7		884.3		6570.5		793.5		12477.21		12133.82		430.12		28.21		19295.16		683.98				Czech Republic		620.2		334.0		28.3		27.6		205.4		24.8		390.0				Hungary		46.5		2.4		7.6		9.0		5.4		56.5		569.7				Czech Republic		53.9		4.6		4.5		33.1		4.0		100.0		Hungary		20,216,200 Ft		79,550.62 €		7,892.14 €		4.00		254.13		6.78		10079.73		10.07973

		Hungary (HuF mn)		181611.9		119157.7		6243.1		19368.8		23079.3		13763.1		144769.49		135577.35		604.42		224.31		170080.43		758.24				Hungary		714.6		468.9		24.6		76.2		90.8		54.2		569.7				Poland		37.4		0.6		6.7		9.2		2.3		44.8		1726.3				Hungary		65.6		3.4		10.7		12.7		7.6		100.0		Poland		883,656 zł		192,099.13 €		4,980.65 €		5.30		4.6		3.52		38569.09		38.56909

		Poland (PLN mn)		9982.9		6641.4		109.5		1190.2		1630.4		411.4		7941.07		7671.05		1971.99		3.89		9643.40		2479.02				Poland		2170.2		1443.8		23.8		258.7		354.4		89.4		1726.3				Romania		53.6		0.5		9.2		6.3		0.3		63.3		1406.8				Poland		66.5		1.1		11.9		16.3		4.1		100.0		Romania		2,387,910,000 lei		58,584.07 €		2,636.11 €		8.30		40760.4		11.88		22223.69		22.22369

		Romania (Leu bn)		63336.4		48569.7		412.1		8361.3		5729.0		264.4		57343.04		51254.06		1543.79		33200.10		56611.02		1705.15				Romania		1553.9		1191.6		10.1		205.1		140.6		6.5		1406.8				Russia		16.5		0.3		1.9		4.2		1.3		18.6		2645.2				Romania		76.7		0.7		13.2		9.0		0.4		100.0		Russia		16,778,800.р		471,049.97 €		3,315.80 €		7.10		35.62		10.89		142062.10		142.0621

		Russia (US$ mn)		4233.6		2888.5		51.0		326.3		740.0		227.9		3265.73		2945.02		2945.02		1.00		3817.80		3817.80				Russia		3429.2		2339.6		41.3		264.3		599.4		184.6		2645.2				Slovakia		49.7		0.8		3.0		8.1		0.3		53.5		287.1				Russia		68.2		1.2		7.7		17.5		5.4		100.0		Slovakia		1,325,490 Sk		32,955.99 €		6,139.01 €		5.50		40.22		7.55		5368.29		5.36829

		Slovakia (SKK mn)		13350.8		10722.9		169.3		656.5		1743.9		58.2		11548.7		10737.98		292.03		36.77		12413.53		337.60				Slovakia		331.9		266.6		4.2		16.3		43.4		1.4		287.1				Ukraine		12.1		0.8		1.4		3.8		0.3		14.4		679.5				Slovakia		80.3		1.3		4.9		13.1		0.4		100.0		Ukraine		345,943. грн		51,479.61 €		1,092.55 €		12.10		6.72		9.04		47118.89		47.11889

		Ukraine (Hr mn)		5870.2		3845.2		268.7		452.5		1208.4		95.4		4566.39		4187.81		785.71		5.33		5383.53		1010.04				Ukraine		873.5		572.2		40.0		67.3		179.8		14.2		679.5																						Ukraine		65.5		4.6		7.7		20.6		1.6		100.0

		Eastern Europe (US$ mn)		14530.8		10114.2		345.1		1384.0		2200.2		487.4		11843.26														Eastern Europe		11770.0		8192.5		279.5		1121.0		1782.2		394.8		9593.0																						Eastern Europe		69.6		2.4		9.5		15.1		3.4		100.0

				bakery products $		bakery products in euros		baked goods				Bread

		Western Europe (US$ mn)		117,457		95,140		95,195		77,108		10114.2

		Eastern Europe (US$ mn)		14,531		11,770		11,843		9,593		8192

				2003 (in '000 tones)		2002-2003 % growth		1998-2003 CAGR		1998-2003 Total

		Russia		9388.3		-1.5		-0.9		-4.3

		Poland		3356.5		0.3		1.3		6.8

		Romania		2279.4		-1.1		-0.6		-2.8

		Ukraine		1529.5		3.7		-3.7		-17.4

		Bulgaria		1081.8		-1		-1.7		-8.2

		Czech Republic		816.3		-0.9		-0.4		-1.8

		Hungary		789.3		-0.1		-		0.2

		Slovakia		738.2		0.3		1.4		7.2

		Other Eastern Europe		3676.1		0.6		-1		-4.8

		Eastern Europe Total		23655.3		-0.4		-0.7		-3.4

												Baked goods

				2003 (in US$ mn)		2002-2003 % growth		1998-2003 CAGR		1998-2003 Total		2004 (in US$ mn) constant 2003		2003-2004 % growth, constant 2003		2004 (in US$ mn) current		2003-2004 % growth, current		Population in mn		2004 US$ consumption  p.c.		2003 US$ consumption p.c.

		Russia		3754.1		0.4		3.5		19		2945.02		-21.6		2,645.2		-29.5		142.1		18.6		26.4

		Poland		2731.6		0.9		2.1		11		1971.99		-27.8		1,726.3		-36.8		38.6		44.8		70.8

		Romania		1172		4.1		3.3		17.7		1543.79		31.7		1,406.8		20.0		22.2		63.3		52.7

		Czech Republic		799.7		-0.5		-0.7		-3.4		430.12		-46.2		390.0		-51.2		10.2		38.3		78.4

		Ukraine		611.4		7.7		2.2		11.7		785.71		28.5		679.5		11.1		47.1		14.4		13.0

		Hungary		572.1		-0.7		-0.6		-3.1		604.42		5.6		569.7		-0.4		10.1		56.5		56.8

		Slovakia		524.4		-0.4		-3.3		-15.4		292.03		-44.3		287.1		-45.2		5.4		53.5		97.7

		Bulgaria		513.4		-0.6		-2		-9		478.70		-6.8		451.7		-12.0		7.7		58.4		66.4

		Other Eastern Europe		2144.6		-		-		-

		Eastern Europe Total		12823.4		-		-		-
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ILLUSTRATIONS

				Bread		Pastries		Cakes		Biscuits		Breakfast cereals		Baked good		Bakery products

		Austria		91.1		6.6		69.4		23.7		8.8		167.1		199.7

		Germany		114.3		16.9		31.2		17.1		7.8		162.5		187.4

		Italy		118.9		100.3		53.1		32.5		4.9		272.4		309.8

		Czech Republic		32.8		2.8		2.7		20.1		2.4		38.3		60.8

		Hungary		46.5		2.4		7.6		9.0		5.4		56.5		70.9

		Poland		37.4		0.6		6.7		9.2		2.3		44.8		56.3

		Slovakia		49.7		0.8		3.0		8.1		0.3		53.5		61.8

				Bread		Pastries		Cakes		Biscuits		Breakfast cereals

		Austria		45.6		3.3		34.8		11.9		4.4

		Belgium		48.8		6.0		21.5		19.2		4.5

		Denmark		60.6		5.5		13.5		11.7		8.6

		Finland		32.1		22.4		29.4		10.1		5.9

		France		31.4		26.2		22.6		15.3		4.5

		Germany		61.0		9.0		16.7		9.1		4.2

		Greece		38.2		39.9		11.9		7.6		2.5

		Ireland		55.6		4.0		10.7		19.0		10.7

		Italy		38.4		32.4		17.1		10.5		1.6

		Netherlands		38.8		3.1		22.8		32.4		2.9

		Norway		57.1		6.9		15.7		14.7		5.6

		Portugal		55.7		4.5		8.8		19.0		12.0

		Spain		61.0		13.7		6.3		14.6		4.4

		Sweden		58.2		3.3		15.5		12.4		10.6

		Switzerland		56.6		5.5		10.8		21.5		5.6

		Turkey		86.3		0.3		6.1		6.9		0.3

		UK		29.5		8.5		24.0		20.9		17.1

		Western Europe		47.2		16.3		17.5		13.6		5.3

		Bulgaria		79.9		9.8		3.4		5.4		1.5

		Czech Republic		53.9		4.6		4.5		33.1		4.0

		Hungary		65.6		3.4		10.7		12.7		7.6

		Poland		66.5		1.1		11.9		16.3		4.1

		Russia		68.2		1.2		7.7		17.5		5.4

		Slovakia		80.3		1.3		4.9		13.1		0.4

		Ukraine		65.5		4.6		7.7		20.6		1.6

		Eastern Europe		69.6		2.4		9.5		15.1		3.4
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ROW DATA

		MARKET SEGMENTS						Austria & Germany				Italy		Visegrád group

		Countries						Austria		Germany		Italy		Hungary		Czech Rep.		Slovakia		Poland

		MACRO ENVIRONMENT		GDP (mn euro)				235,108 €		2,177,000 €		1,351,794 €		79,551 €		85,998 €		32,956 €		192,099 €

				GDP p.c. (euro)				28,961 €		26,333 €		23,190 €		7,892 €		8,434 €		6,139 €		4,981 €

				Real GDP growth in %				2.00		1.70		1.20		4.00		4.00		5.50		5.30

				Annual rates of inflation in %				2.05		1.67		2.21		6.78		2.83		7.55		3.52

				Unemployment				4.5		9.2		8.3		5.6		7.4		17.6		21.3

		BREAD & PASTRY MARKET		Market size in 2004 in mn euro		Baked goods		1,356.9 €		13,431.6 €		15,876.8 €		569.7 €		390.0 €		287.1 €		1,726.3 €

						Bread		739.7 €		9,450.9 €		6,932.4 €		468.9 €		334.0 €		266.6 €		1,443.8 €

						Pastries		53.7 €		1,399.4 €		5,849.5 €		24.6 €		28.3 €		4.2 €		23.8 €

				Market growth rate		CAGR 1998-2003		n.d.		n.d.		n.d.		-0.6		-0.7		-3.3		2.1

				Consumption p.c. in 2004		Baked goods		167.1 €		162.5 €		272.4 €		56.5 €		38.3 €		53.5 €		44.8 €

						Bread		91.1 €		114.3 €		118.9 €		46.5 €		32.8 €		49.7 €		37.4 €

						Pastries		6.6 €		16.9 €		100.3 €		2.4 €		2.8 €		0.8 €		0.6 €

				Structure of consump. (%)		Bread		45.6		61.0		38.4		65.6		53.9		80.3		66.5

						Pastries		3.3		9.0		32.4		3.4		4.6		1.3		1.1

		CUSTOMERS		General trends				Bread and pastries played an important role in western diets. Increasing popularity of higher priced extravagant bakery products and functional baked goods.						Bread played a central role in regional diets. Changing lifestyle and globalization trends caused the development of new consumption patterns (increasing popularity of packaged, functional, ethnic baked goods).

				Attitude towards fried pastry				Positive attitude (e.g., jelly donut). However, the product category was not fully developed.				Very negative attitude. The product category was not fully developed and it has a limited market potential. Puff pasty enjoys high popularity.		This product category represented an enormous potential because it was not developed at all. Moreover, consumers' attitude was positive. Puff pastry was very diffused, especially salty fried pastry.

		COMPETITION						Intense competition				Very intense competition		Local players; fragmented market; entry of multinational manufacturers

		MARKETING CHANNELS		Trends				Well developed, mainly channelled through multiple grocers (ca. 33%) & others (ca. 41%). Leading grocery multiples and discounters (especially in Germany, ca. 24%) used severe discounting on baked goods and private labels to drive store traffic.				Dispersed, consisting mainly of small, traditional food outlets, local pastries and coffee bars (ca. 70%).		Poorly developed. Prevalent retail structure for bread distribution are local bakeries. However, the retail system was improving and multiple grocers were gaining in importance.

		INTERMEDIARIES						Difficulties in entering the markets and finding intermediaries.				Dispersed and non-transparent market with many agents that have great decision-making power.		Opportunities to establish new business contacts and build relationships.

		ATTITUDE TOWARDS SLOVENIAN PRODUCTS						Considered mainly in the role of subcontractors.				Negative. Considered mainly in the role of subcontractors.		Positive.





		

				1999		2000		2001

		Food stores		61.2		64.7		74

		Snack bars		1.8		2.4		1.2

		Elementary schools		21.5		19.1		13.6

		High schools		4.5		1.8		1.7

		Firms		7.6		8.5		5.9

		Kindergarden		1.8		1.4		1.5

		Others		1.6		2.1		2.1

		TOTAL		100		100		100

		Spontaneous recall of manufactures of fresh sweet pastries, that interviewees most oftenly buy

		Dolenjske pekarne		Klasje		Mercator		Pekarna Vrhnika		Kruh pecivo MB		Zmajčkov butik		Žito		Tvojih 5 minut		Pekarna Pečjak

		3		3		4		4		6		9		10		15		18
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Volume sales of Don Don in % by client in 2001
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% of interviewees

Spontaneous recall of preferred manufacturer of fresh sweet pastries



		current • actual						actual

				2004						2003

		Bakery products S1						Exchange rates against US dollar S1

		Western Europe - Retail value rsp (US$ mn)		117456.78				Andorra (Euro/EUR per US$)		0.89

		Austria - Retail value rsp (EUR mn)		1620.91				Austria (Euro/EUR per US$)		0.89

		Belgium - Retail value rsp (EUR mn)		2756.41				Belgium (Euro/EUR per US$)		0.89

		Denmark - Retail value rsp (DKr mn)		8812.83				Cyprus (Cyp£ per US$)		0.52

		Finland - Retail value rsp (EUR mn)		1709.45				Denmark (DKr per US$)		Jun-59

		France - Retail value rsp (EUR mn)		15261.67				Finland (Euro/EUR per US$)		0.89

		Germany - Retail value rsp (EUR mn)		15491.61				France (Euro/EUR per US$)		0.89

		Greece - Retail value rsp (EUR mn)		2251.63				Germany (Euro/EUR per US$)		0.89

		Ireland - Retail value rsp (EUR mn)		818.97				Gibraltar (Gib£ per US$)		0.62

		Italy - Retail value rsp (EUR mn)		18056.21				Greece (Euro/EUR per US$)		0.89

		Netherlands - Retail value rsp (EUR mn)		2587.67				Iceland (ISK per US$)		76.71

		Norway - Retail value rsp (NKr mn)		10150.24				Ireland (Euro/EUR per US$)		0.89

		Portugal - Retail value rsp (EUR mn)		957.94				Italy (Euro/EUR per US$)		0.89

		Spain - Retail value rsp (EUR mn)		5693.95				Liechtenstein (CHF per US$)		Jan-35

		Sweden - Retail value rsp (SEK mn)		16823.05				Luxembourg (Euro/EUR per US$)		0.89

		Switzerland - Retail value rsp (CHF mn)		3093.83				Malta (MTL per US$)		0.38

		Turkey - Retail value rsp (US$ mn)		9445.49				Monaco (Euro/EUR per US$)		0.89

		United Kingdom - Retail value rsp (£ mn)		7635.75				Netherlands (Euro/EUR per US$)		0.89

		Eastern Europe - Retail value rsp (US$ mn)		14530.84				Norway (NKr per US$)		7-Aug

		Bulgaria - Retail value rsp (Lev mn)		946.46				Portugal (Euro/EUR per US$)		0.89

		Czech Republic - Retail value rsp (CK mn)		19841.21				Spain (Euro/EUR per US$)		0.89

		Hungary - Retail value rsp (HuF mn)		181611.88				Sweden (SEK per US$)		8-Sep

		Poland - Retail value rsp (PLN mn)		9982.85				Switzerland (CHF per US$)		Jan-35

		Romania - Retail value rsp (Leu bn)		63336.41				Turkey (TL per US$)		1500890.00

		Russia - Retail value rsp (US$ mn)		4233.56				United Kingdom (£ per US$)		0.61

		Slovakia - Retail value rsp (SKK mn)		13350.75				Albania (ALL per US$)		121.86

		Ukraine - Retail value rsp (Hr mn)		5870.2				Belarus (BRb per US$)		2051.27

		Bread S2						Bosnia-Herzegovina (BAK per US$)		Jan-73

		Western Europe - Retail value rsp (US$ mn)		55480.38				Bulgaria (Leva per US$)		Jan-73

		Austria - Retail value rsp (EUR mn)		739.67				Croatia (HRK per US$)		Jun-70

		Belgium - Retail value rsp (EUR mn)		1345.9				Czech Republic N1 (CK per US$)		28.21

		Denmark - Retail value rsp (DKr mn)		5344.94				Estonia (Kroons per US$)		13.86

		Finland - Retail value rsp (EUR mn)		548.74				Georgia (Lari per US$)		Feb-15

		France - Retail value rsp (EUR mn)		4798.7				Hungary (HuF per US$)		224.31

		Germany - Retail value rsp (EUR mn)		9450.86				Latvia (Lats per US$)		0.57

		Greece - Retail value rsp (EUR mn)		860.16				Lithuania (Litai per US$)		3-Jun

		Ireland - Retail value rsp (EUR mn)		455.36				Macedonia (MKD per US$)		54.32

		Italy - Retail value rsp (EUR mn)		6932.44				Moldova (MDL per US$)		13.94

		Netherlands - Retail value rsp (EUR mn)		1003.02				Poland N2 (PLN per US$)		Mar-89

		Norway - Retail value rsp (NKr mn)		5795.69				Romania N3 (Lei per US$)		33200.10

		Portugal - Retail value rsp (EUR mn)		533.16				Russia (Rb per US$)		30.69

		Spain - Retail value rsp (EUR mn)		3471.26				Serbia and Montenegro (YUD per US$)		57.75

		Sweden - Retail value rsp (SEK mn)		9796.73				Slovakia N3 (SKK per US$)		36.77

		Switzerland - Retail value rsp (CHF mn)		1751.98				Slovenia (Tolars per US$)		207.11

		Turkey - Retail value rsp (US$ mn)		8152.13				Ukraine (Hr per US$)		May-33

		United Kingdom - Retail value rsp (£ mn)		2251.45				Exchange rates against ECU/Euro S2

		Eastern Europe - Retail value rsp (US$ mn)		10114.19				Austria (Euro/EUR per Euro/EUR)		1.00

		Bulgaria - Retail value rsp (Lev mn)		756.34				Belgium (Euro/EUR per Euro/EUR)		1.00

		Czech Republic - Retail value rsp (CK mn)		10686.24				Cyprus (Cyp£ per Euro/EUR)		0.58

		Hungary - Retail value rsp (HuF mn)		119157.65				Denmark (DKr per Euro/EUR)		Jul-43

		Poland - Retail value rsp (PLN mn)		6641.4				Finland (Euro/EUR per Euro/EUR)		1.00

		Romania - Retail value rsp (Leu bn)		48569.67				France (Euro/EUR per Euro/EUR)		1.00

		Russia - Retail value rsp (US$ mn)		2888.45				Germany (Euro/EUR per Euro/EUR)		1.00

		Slovakia - Retail value rsp (SKK mn)		10722.85				Gibraltar (Gib£ per Euro/EUR)		0.70

		Ukraine - Retail value rsp (Hr mn)		3845.19				Greece (Euro/EUR per Euro/EUR)		1.00

		Pastries S3						Iceland (ISK per Euro/EUR)		86.73

		Western Europe - Retail value rsp (US$ mn)		19114.2				Ireland (Euro/EUR per Euro/EUR)		1.00

		Austria - Retail value rsp (EUR mn)		53.65				Italy (Euro/EUR per Euro/EUR)		1.00

		Belgium - Retail value rsp (EUR mn)		164.92				Liechtenstein (CHF per Euro/EUR)		Jan-52

		Denmark - Retail value rsp (DKr mn)		488.58				Luxembourg (Euro/EUR per Euro/EUR)		1.00

		Finland - Retail value rsp (EUR mn)		382.36				Malta (MTL per Euro/EUR)		0.43

		France - Retail value rsp (EUR mn)		3992.31				Monaco (Euro/EUR per Euro/EUR)		1.00

		Germany - Retail value rsp (EUR mn)		1399.35				Netherlands (Euro/EUR per Euro/EUR)		1.00

		Greece - Retail value rsp (EUR mn)		898.54				Norway (NKr per Euro/EUR)		8.00

		Ireland - Retail value rsp (EUR mn)		32.8				Portugal (Euro/EUR per Euro/EUR)		1.00

		Italy - Retail value rsp (EUR mn)		5849.45				Spain (Euro/EUR per Euro/EUR)		1.00

		Netherlands - Retail value rsp (EUR mn)		80.55				Sweden (SEK per Euro/EUR)		9-Nov

		Norway - Retail value rsp (NKr mn)		700.65				Switzerland (CHF per Euro/EUR)		Jan-52

		Portugal - Retail value rsp (EUR mn)		43.45				Turkey (TL per Euro/EUR)		1698170.00

		Spain - Retail value rsp (EUR mn)		781.82				United Kingdom (£ per Euro/EUR)		0.69

		Sweden - Retail value rsp (SEK mn)		553.2				Albania (ALL per Euro/EUR)		143.18

		Switzerland - Retail value rsp (CHF mn)		169.8				Belarus (BRb per Euro/EUR)		-

		Turkey - Retail value rsp (US$ mn)		32.37				Bosnia-Herzegovina (BAK per Euro/EUR)		-

		United Kingdom - Retail value rsp (£ mn)		652.32				Bulgaria (Leva per Euro/EUR)		Jan-95

		Eastern Europe - Retail value rsp (US$ mn)		345.12				Croatia (HRK per Euro/EUR)		Jul-88

		Bulgaria - Retail value rsp (Lev mn)		92.62				Czech Republic (CK per Euro/EUR)		31.83

		Czech Republic - Retail value rsp (CK mn)		906.66				Estonia (Kroons per Euro/EUR)		15.65

		Hungary - Retail value rsp (HuF mn)		6243.08				Hungary (HuF per Euro/EUR)		252.16

		Poland - Retail value rsp (PLN mn)		109.45				Latvia (Lats per Euro/EUR)		0.64

		Romania - Retail value rsp (Leu bn)		412.05				Lithuania (Litai per Euro/EUR)		Mar-45

		Russia - Retail value rsp (US$ mn)		50.99				Macedonia (MKD per Euro/EUR)		-

		Slovakia - Retail value rsp (SKK mn)		169.34				Moldova (MDL per Euro/EUR)		-

		Ukraine - Retail value rsp (Hr mn)		268.72				Poland (PLN per Euro/EUR)		Apr-39

		Cakes S4						Romania (Lei per Euro/EUR)		37736.23

		Western Europe - Retail value rsp (US$ mn)		20600.7				Russia (Rb per Euro/EUR)		34.84

		Austria - Retail value rsp (EUR mn)		563.53				Serbia and Montenegro (YUD per Euro/EUR)		65.29

		Belgium - Retail value rsp (EUR mn)		591.63				Slovakia (SKK per Euro/EUR)		41.46

		Denmark - Retail value rsp (DKr mn)		1186.95				Slovenia (Tolars per Euro/EUR)		234.39

		Finland - Retail value rsp (EUR mn)		503.41				Ukraine (Hr per Euro/EUR)		Jun-23

		France - Retail value rsp (EUR mn)		3445.89

		Germany - Retail value rsp (EUR mn)		2581.43				Sources

		Greece - Retail value rsp (EUR mn)		266.95				1  Exchange rates against US dollar : International Monetary Fund (IMF)/Euromonitor International research

		Ireland - Retail value rsp (EUR mn)		87.5				2  Exchange rates against ECU/Euro : European Central Bank/Euromonitor International research

		Italy - Retail value rsp (EUR mn)		3094.86				Notes

		Netherlands - Retail value rsp (EUR mn)		590.43				1  Principal rate; Data prior to 1993 refer to CSK per US$

		Norway - Retail value rsp (NKr mn)		1594.59				2  """""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""Zlotys per thousand US$ from 1977-1989, per US$ from 1990"""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""""

		Portugal - Retail value rsp (EUR mn)		84.26				3  Principal rate

		Spain - Retail value rsp (EUR mn)		356.3

		Sweden - Retail value rsp (SEK mn)		2610.59				^Top

		Switzerland - Retail value rsp (CHF mn)		333.91

		Turkey - Retail value rsp (US$ mn)		575.16				© Copyright and Database Right Euromonitor 2005

		United Kingdom - Retail value rsp (£ mn)		1829.35

		Eastern Europe - Retail value rsp (US$ mn)		1383.95

		Bulgaria - Retail value rsp (Lev mn)		31.77

		Czech Republic - Retail value rsp (CK mn)		884.31

		Hungary - Retail value rsp (HuF mn)		19368.76

		Poland - Retail value rsp (PLN mn)		1190.22

		Romania - Retail value rsp (Leu bn)		8361.32

		Russia - Retail value rsp (US$ mn)		326.29

		Slovakia - Retail value rsp (SKK mn)		656.51

		Ukraine - Retail value rsp (Hr mn)		452.48

		Biscuits S5

		Western Europe - Retail value rsp (US$ mn)		16008.39

		Austria - Retail value rsp (EUR mn)		192.55

		Belgium - Retail value rsp (EUR mn)		529.75

		Denmark - Retail value rsp (DKr mn)		1031.17

		Finland - Retail value rsp (EUR mn)		173.35

		France - Retail value rsp (EUR mn)		2338.27

		Germany - Retail value rsp (EUR mn)		1414.8

		Greece - Retail value rsp (EUR mn)		170.43

		Ireland - Retail value rsp (EUR mn)		155.35

		Italy - Retail value rsp (EUR mn)		1894.08

		Netherlands - Retail value rsp (EUR mn)		838.72

		Norway - Retail value rsp (NKr mn)		1493.27

		Portugal - Retail value rsp (EUR mn)		182.15

		Spain - Retail value rsp (EUR mn)		831.79

		Sweden - Retail value rsp (SEK mn)		2087.38

		Switzerland - Retail value rsp (CHF mn)		666.07

		Turkey - Retail value rsp (US$ mn)		655.37

		United Kingdom - Retail value rsp (£ mn)		1596.17

		Eastern Europe - Retail value rsp (US$ mn)		2200.19

		Bulgaria - Retail value rsp (Lev mn)		51.4

		Czech Republic - Retail value rsp (CK mn)		6570.51

		Hungary - Retail value rsp (HuF mn)		23079.33

		Poland - Retail value rsp (PLN mn)		1630.39

		Romania - Retail value rsp (Leu bn)		5729.01

		Russia - Retail value rsp (US$ mn)		739.95

		Slovakia - Retail value rsp (SKK mn)		1743.89

		Ukraine - Retail value rsp (Hr mn)		1208.37

		Breakfast cereals S6

		Western Europe - Retail value rsp (US$ mn)		6253.1

		Austria - Retail value rsp (EUR mn)		71.51

		Belgium - Retail value rsp (EUR mn)		124.21

		Denmark - Retail value rsp (DKr mn)		761.19

		Finland - Retail value rsp (EUR mn)		101.59

		France - Retail value rsp (EUR mn)		686.49

		Germany - Retail value rsp (EUR mn)		645.16

		Greece - Retail value rsp (EUR mn)		55.55

		Ireland - Retail value rsp (EUR mn)		87.96

		Italy - Retail value rsp (EUR mn)		285.38

		Netherlands - Retail value rsp (EUR mn)		74.95

		Norway - Retail value rsp (NKr mn)		566.04

		Portugal - Retail value rsp (EUR mn)		114.93

		Spain - Retail value rsp (EUR mn)		252.78

		Sweden - Retail value rsp (SEK mn)		1775.15

		Switzerland - Retail value rsp (CHF mn)		172.07

		Turkey - Retail value rsp (US$ mn)		30.45

		United Kingdom - Retail value rsp (£ mn)		1306.45

		Eastern Europe - Retail value rsp (US$ mn)		487.39

		Bulgaria - Retail value rsp (Lev mn)		14.34

		Czech Republic - Retail value rsp (CK mn)		793.49

		Hungary - Retail value rsp (HuF mn)		13763.05

		Poland - Retail value rsp (PLN mn)		411.4

		Romania - Retail value rsp (Leu bn)		264.36

		Russia - Retail value rsp (US$ mn)		227.89

		Slovakia - Retail value rsp (SKK mn)		58.16

		Ukraine - Retail value rsp (Hr mn)		95.44

		Note: Packaged food 2005, rolling edition data for 2004 is based on part-year estimates and is provisional

		Sources

		1  Bakery products : Euromonitor from trade sources/national statistics

		2  Bread : Euromonitor from trade sources/national statistics

		3  Pastries : Euromonitor from trade sources/national statistics

		4  Cakes : Euromonitor from trade sources/national statistics

		5  Biscuits : Euromonitor from trade sources/national statistics

		6  Breakfast cereals : Euromonitor from trade sources/national statistics

		^Top

		© Copyright and Database Right Euromonitor 2005
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DON DON PAST ANALYSIS

		BALANCE SHEET		1999		2000		2001		2002		2003		2004		Average growth rate				Average 1999-2000		Average 2000-2001		Average 2001-2002		Average 2002-2003		Average 2003-2004						1999		2000		2001		2002		2003

		Assets		421,112		557,830		710,095		850,032		1,234,795		1,351,204		31.87%				489471		633962.5		780063.5		1042413.5		1292999.5				Liquidity

		Fixed assets		276,014		353,850		464,236		544,091		525,045		501,984		6.35%																Current ratio		0.61		0.60		0.79		0.75		0.76

		Intangible long-term assets		5,095		14,035		30,211		62,328		57,179				37.57%																Quick ratio		0.57		0.58		0.73		0.68		0.71

		Tangible long-term assets		270,919		307,245		397,805		445,111		431,772		453,379		4.18%																Debt management

		Property and plant		209,315		225,046		242,897		n.d.		245,879				0.61%																Debt ratio		66.03%		68.66%		71.02%		64.12%		72.43%		71.20%

		Equipment		61,604		82,199		154,908		n.d.		185,893				9.55%																Times interest earned		n.d.		n.d.		n.d.		1.22		2.11

		Long-term investments		0		32,570		36,220		36,652		36,094				-0.17%																Asset management

		Current assets		145,098		203,980		245,859		305,858		700,641		849,220		68.81%																Numb. of days inventories in stock				6.11		6.27		7.03		6.53		6.62

		Inventories		8,303		8,422		19,688		23,862		20,590		37,346		2.27%				8362.5		14055		21775		22226		28968				Days sales outstanding				96.68		79.25		61.52		49.60		17.16

		Operating Receivables		102,565		162,025		193,446		236,284		554,013		683,009		69.23%				132295		177735.5		214865		395148.5		618511				Total assets turnover				1.02		1.29		1.45		1.19		1.24

		Long-term operating receivables		0		0		0		48,750		403,785				n.d.																Profitability

		Short term operating receivables		102,565		162,025		193,446		187,534		150,228				-11.88%				132295		177735.5		190490		168881		75114				Profit margin on sales				3.76%		2.27%		2.87%		2.85%

		Short-term investments		4,090		6,240		6,240		26,859		88,062				275.67%																Basic earning power (BEP)				4.80%		6.71%		8.65%		4.32%		7.14%

		Cash in banks, cheques and cash in hand		30,081		27,293		26,424		18,853		37,976				19.88%																Return on total assets (ROA)				3.96%		2.96%		4.26%		3.44%		3.78%

		Deferred costs and accrued revenues (expenses)		59		0		61		83		9,109				1122.00%																Return on common equity (ROE)				12.22%		9.86%		13.02%		11.14%		13.42%

		Equity & Liabilities		421,112		557,830		710,095		850,032		1,234,795		1,351,204		31.87%

		Capital		142,650		174,742		205,733		304,386		340,351		388,767		28.62%				158696		190237.5		255059.5		322368.5		364559

		Paid in capital		n.d.		n.d.		n.d.		270,733		270,733				n.d.

		Reserves		0		0		0		0		0				n.d.

		Total liabilities		278,057		383,027		504,301		545,048		894,377		962,100		33.17%

		Long-term liabilities		39,785		43,699		193,533		201,157		505,605				61.63%

		Short-term liabilities		238,272		339,328		310,768		343,891		388,772				11.85%

		Accrued costs (expenses) and deferred revenues		405		61		61		598		67				4.80%

		INCOME STATEMENT		1999		2000		2001		2002		2003				Average growth rate

		Net sales revenue		349,040		499,470		818,565		1,130,174		1,242,860		1,597,356		23.22%

		Cost of goods, materials and services		217,141		328,112		512,209		785,378		860,263				29.60%

		Cost of materials purchased and used		117,398		184,105		347,061		504,946		556,950				26.68%

		Cost of services		99,743		144,007		165,148		280,432		303,313				35.52%

		Labour cost		78,003		110,402		161,097		198,416		231,909				19.98%

		Wages and salaries		58,998		79,235		111,917		140,674		163,356				20.81%

		Depreciation and amortization		38,059		39,069		65,267		80,278		105,039				26.86%

		Operating income		349,104		502,947		820,453		1,133,468		1,246,751				23.27%

		Operating expenses		333,796		479,430		777,908		1,065,971		1,198,901				24.14%

		Operating profit (EBIT)		15,308		23,517		42,545		67,497		45,033		92,267		2.88%

		EBITDA		53,367		62,586		107,812		147,775		150,072				17.98%

		Financial revenue		12,232		12,839		6,803		24,116		15,034				48.66%

		Fin. rev. from investments		0		0		152		0		0				-100.00%

		Interests from long-term receivables		n.d.		n.d.		n.d.		0		0				n.d.

		Interests from short-term receivables		n.d.		n.d.		n.d.		24,116		15,034				n.d.

		Financial expenses		7,967		16,959		30,589		59,383		22,031				-15.13%

		Fair value adjustments		n.d.		n.d.		n.d.		4,234		731				n.d.

		Interest expense		n.d.		n.d.		n.d.		55,149		21,300				n.d.

		Profit from ordinary activities		19,573		19,397		18,759		32,230		38,036		55,957		42.39%

		Extraordinary revenue		n.d.		n.d.		n.d.		1,539		1,012				n.d.

		Extraordinary expenses		0		0		0		548		108				n.d.

		Total revenues		361,336		515,786		827,256		1,159,123		1,259,980				23.41%

		Total expenses		341,763		496,389		808,497		1,125,902		1,221,040				22.89%

		Taxes		0		0		0		0		3,035				n.d.

		Net profit		19,573		19,397		18,759		33,221		35,905		48,908		38.35%

				Business year 2003		Business year 2004		Change in %

		Assets		1,234,795		1,351,204		9.43%

		Capital		340,351		388,767		14.23%

		Net sales revenue		1,242,860		1,597,356		28.52%

		Profit		35,905		48,908		36.22%

		Indebtness		72.43%		71.20%		-1.69%

		Asset profitability		3.44%		3.78%		9.96%

		Equity profitability		11.14%		13.42%		20.45%





BENCHMARKING

				DON DON		PEKARNA GROSUPLJE		PEKARNA VRHNIKA		PEKARNA PEČJAK		BAKING BREAD INDUSTRY

		Assets		1,351,204		3,638,498		3,458,637		4,605,435		58,952,059

		Fixed assets		501,984		2,971,793		2,858,759		3,842,278		43,992,811

		Tangible long-term assets		453,379		2,706,247		1,376,967		3,687,559		29,784,754

		Current assets		849,220		666,378		598,475		758,080		14,894,876

		Inventories		37,346		46,427		135,352		252,132		2,255,067

		Operating Receivables		683,009		516,137		440,744		452,186		9,056,509

		Equity and liabilities		1,351,204		3,638,498		3,458,637		4,605,435		58,952,059

		Capital		388,767		2,300,778		1,948,405		1,993,189		34,503,767

		Total liabilities		962,100		1,336,677		1,409,749		2,612,246		23,960,331

		Net sales revenue		1,597,356		4,854,332		3,578,771		3,135,879		55,728,673

		Operating expenses		1,507,312		4,696,418		3,518,241		2,864,575		56,509,653

		Operating profit (EBIT)		92,267		274,526		93,062		305,137		473,509

		Profit from ordinary activities		55,957		235,072		84,789		-892		-163,321

		Net profit		48,908		235,072		84,605		9,558		575,749

				DON DON		PEKARNA GROSUPLJE		PEKARNA VRHNIKA		PEKARNA PEČJAK		BAKING BREAD INDUSTRY

		Liquidity

		Current ratio		0.94		0.53		0.56		0.54		0.81

		Quick ratio		0.86		0.49		0.43		0.36		0.68

		Debt management

		Debt ratio		71.20		36.74		40.76		56.72		40.64

		Kapital ratio		28.77		63.23		56.33		43.28		58.53

		Asset management

		Inventory turnover		49.10		92.50		24.07		11.66		24.26

		Operating receivables turnover		2.59		10.10		8.28		7.50		6.26

		Number of days inventories in stock		7.43		3.95		15.16		31.31		15.04

		Days sales outstanding		48.47		36.14		44.08		48.70		55.25

		Profitability

		Profit margin on sales		3.01		4.71		2.22		0.30		0.98

		Return on total assets (ROA)		3.78		6.86		2.53		0.21		1.00

		Return on common equity (ROE)		13.42		10.77		4.61		0.48		1.69





List3

		DON DON PROI...		BALANCE SHEET		2003		PEKARNA GROS...		PEKARNA VRHN...		PEKARNE PEČJAK 2004		PROIZV. KRUH...

		Sredstva		Assets		1,234,795		19,827,445		3,638,498		4,519,030		3,458,637

		Stalna sredstva		Fixed assets		525,045		15,958,913		2,971,793		3,877,901		2,858,759

		Opredmetena osnovna sredstva		Tangible long-term assets		431,772		5,360,442		2,706,247		3,877,354		1,376,967

		Gibljiva sredstva		Current assets		700,641		3,859,661		666,378		636,928		598,475

		Zaloge		Inventories		20,590		472,615		46,427		186,489		135,352

		Poslovne terjatve		Operating Receivables		554,013		2,730,115		516,137		384,573		440,744

		Obveznosti do virov sredstev						19,827,445		3,638,498		4,519,030		3,458,637

		Kapital						14,192,611		2,300,778		1,984,964		1,948,405

		Finančne in poslovne obveznosti						5,389,761		1,336,677		2,534,066		1,409,749

		Čisti prihodki od prodaje						10,927,703		4,854,332		3,048,921		3,578,771

		Poslovni odhodki						10,929,335		4,696,418		2,820,065		3,518,241

		Poslovni izid iz poslovanja (EBIT)						275,403		274,526		233,242		93,062

		Čisti poslovni izid iz rednega delovanja		Short-term investments		88,062		317,160		235,072		46,545		84,789

		Čisti poslovni izid obračunskega obdobja		Cash in banks, cheques and cash in hand		37,976		338,179		235,072		47,805		84,605

		Delež kapitala v financiranju		Deferred costs and accrued revenues (expenses)		9,109		71.58		63.23		43.92		56.33

		Delež dolgov v financiranju		Equity & Liabilities		1,234,795		27.18		36.74		56.08		40.76

		Kratkoročni koeficient likvidnosti		Capital		340,351		0.76		0.53		0.53		0.56

		Pospešeni koeficient likvidnosti		Paid in capital		270,733		0.67		0.49		0.37		0.43

		Obračanje zalog 1		Reserves		0		23.73		92.5		13.59		24.07

		Obračanje kratkoročnih poslovnih terjatev		Total liabilities		894,377		3.83		10.1		8.04		8.28

		Dnevi vezave zalog 1		Long-term liabilities		505,605		15.38		3.95		26.85		15.16

		Dnevi vezave kratkoročnih poslovnih terjatev		Short-term liabilities		388,772		95.06		36.14		45.38		44.08

		Čista dobičkovnost skupnih prihodkov		Accrued costs (expenses) and deferred revenues		67		2.92		4.71		1.56		2.22

		Čista donosnost sredstev						1.7		6.86		1.05		2.53

		Čista donosnost kapitala						2.41		10.77		2.44		4.61

				INCOME STATEMENT		2003

				Net sales revenue		1,242,860

		Revizorsko mnenje		Cost of goods, materials and services		860,263		10		0		APP/AJPES		10

		Vir podatkov		Cost of materials purchased and used		556,950		APP/AJPES		APP/AJPES		Ne		APP/AJPES

		Datum vnosa		Cost of services		303,313		5/31/05		5/23/05		7/5/04		6/17/05

				Labour cost		231,909

				Wages and salaries		163,356

				Depreciation and amortization		105,039

				Operating income		1,246,751

				Operating expenses		1,198,901

				Operating profit (EBIT)		45,033

				EBITDA		150,072

				Financial revenue		15,034

				Fin. rev. from investments		0

				Interests from long-term receivables		0

				Interests from short-term receivables		15,034

				Financial expenses		22,031

				Fair value adjustments		731

				Interest expense		21,300

				Profit from ordinary activities		38,036

				Extraordinary revenue		1,012

				Extraordinary expenses		108

				Total revenues		1,259,980

				Total expenses		1,221,040

				Taxes		3,035

				Net profit		35,905
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