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Retailing is the last but one link in the supply
chain. This is where the consumer, the end-
user, determines which products should be
purchased or left sitting on the shelves. This is
where trends and analyses become reality.

The retail sector is today stronger than ever
and sets the agenda for many issues, not least
in terms of sustainability throughout the value
chain for food. It is a tough and challenging
environment to work in, but it offers great
opportunities for anybody who sees solutions
instead of problems.

At Tetra Pak we are working with our
customers to provide preferred processing
and packaging solutions for food. Our

aim is to protect and make food safe in an
environmentally responsible manner and
that our solutions must be cost effective and
of the quality demanded by manufacturers,
retailers and consumers.

Niclas Bomgren/Tetra Pak
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From inefficient to efficient food distribution

The move from over-the-counter selling to self-service is
by far the greatest innovation in retailing. In the 1950s
a new, improved working and shopping environment
was created for customers and staff and meant that a

store could reduce its costs by half. Today there are other
structural changes in progress.
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The new face
of the retail sector

The food-retailing sector is faced with many challenges and opportunities.
On the one hand it is affected by the world economy, cost variations,
growing competition and the focus on sustainable issues. On the other
hand, technological innovations offer new ways to conduct business,
communicate with customers and share information with stakeholders
throughout the value chain.

The globalisation of the food industry has led things leads to integration between the

to structural changes and complex market various stages of the food supply chain. For
conditions, including the concentration and consumers this means an unparalleled range
expansion of retail chains. The result has of products, resulting in simplification and
been increased competition and pressure on convenience, but also in some confusion.

costs, a development which amongst other



Tetra Pak Brazil

The economic boom in develop-
ing countries will slowly shift the
centre of gravity of the food
and drink market, from the USA
and Europe over to the rest of
the world, such as Brazil, among
others.

More consumers and a changing market order

By 2025 the world's population is expected to increase from 6.8 to 8 billion, and more
will grow to be older. This, combined with migration to urban areas and rising pros-
perity, will influence how people choose to spend their money and how the retail food
sector will evolve and change.

The food-retailing sector in high income countries is stagnating, while in developing
regions such as Brazil, India, China, Southeast Asia, Eastern Europe and parts of Africa
it is up-and-coming. Here, there is a growing middle class who are moving into the
cities and who have more money to spend, resulting in an increased demand for food
both locally and globally. This also affects the structure of the foodstuffs that are in

The ten biggest markets in the food-retailing
sector, 2010 and 2014

2010 2014 Forecast
Country € billion Country € billion

1. USA 638 1. China 761
2. China 529 2. USA 745
3. Japan 345 3. India 448
4. India 279 4. Japan 360
5. France 205 5. Russia 322
6. Russia 186 6. Brazil 284
7. Brazil 185 7. France 228
8. UK 170 8. UK 198
9. Germany 160 9. Germany 168
10. Italiy 130 10. Indonesia 167

Source: IGD (Marketing Portfolio Tools) y
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REWE Group

Several international food chains are well established in
Russia’s major cities, including among others the German
REWE Group with its Billa Stores.

demand. The consumption of commodities such as
rice and wheat is reduced in favour of dairy prod-
ucts, fruit, vegetables and fish.

The development in India and China will play a
big role in the global economy, and the food in-
dustry must be prepared for a shift in the centre of
gravity, from the USA and Europe over to the rest
of the world. By 2014, IGD (The Institute of Grocery
Distribution), predicts that China will take over the
USA's role as the main food market.

Traditional food trade in India is still reserved
for domestic traders and dominated by small
businesses. Food chains have only five per
cent of the huge food trade market.

©Jacob Silberberg/Panos
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Bangkok

Buenos Aires

The large store format dominates the modern retail trade.

The retail store structure of the 21st
century

Food sales have a diversified pattern and
almost all types of retail outlets exist in virtu-
ally every country, from the hypermarket to
the small market stall with personal service.
Globally, the most successful concept is the
modern self-service food store. A large pro-
portion is hypermarkets — in many developed
countries more than 50 per cent — and this is
where competition is greatest. The number of
hypermarkets and supermarkets in developing
countries is increasing in proportion to the
growing strength of the individual countries'

economies. However, the most widespread
store concept is the small format — conveni-
ence stores, speciality shops with a selec-
tion of products, kiosks, open markets, etc.
People need the convenience and closeness
that these stores and small outlets offer. In
developing countries, they are an extremely
important marketing channel, and will be in
the future as well, for reaching new con-
sumers with safe and packaged foods
amongst other things. The fastest growing
concept is the discount store that has made
great territorial advances, in particular in
Europe.

Retail ranking 2010 — Modern grocery distribution

Banner sales: the sum of the sales of all outlets under a company’s banner. Source: PlanetRetail (Marketing Portfolio Tools)

GLOBALLY: REGIONALLY:
Company Country Banner Sales North America Banner Sales Europe Banner Sales
of origin USD mn USD mn USD mn
Wal-Mart USA 426 060 Wal-Mart 337 690 Carrefour 114 810
Carrefour France 152 343 Kroger 82 531 Schwarz Group 82 269
Metro Group Germany 104 216 Costco 72 258 Tesco 78 985
Tesco UK 97 539 Target 66733 Rewe Group 68 463
AEON Japan 92 829 Sears 66 577 Metro Group 65576
Schwarz Group Germany 86 269 Walgreens 63768 Auchan 64717
Seven & | Japan 86193 CVS 56 104 Edeka 60 175
Kroger USA 80723 Safeway (USA) 45573 Aldi 58 987
Rewe Group Germany 79977 SuperValu 39418 Leclerc 49 335
Costco USA 79123 Rite Aid 26077 Intermarché 43 277
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Wal-Mart is the world's |

in terms of
turnover |
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With easy access, ample parking, a large and diverse product range and
long opening hours, these giant stores often become a destination for
an outing by the whole family. (Japan) www.walmartstores.com

Asia Pacific Banner Sales Latin America Banner Sales Africa & Middle East  Banner Sales

USD mn USD mn USD mn
AEON 76 255 Wal-Mart 41 067 Shoprite 7 254
Seven & | 62 424 Carrefour 19 066 Pick n Pay 6352
Woolworths (AUS) 42 285 Casino 16 482 Carrefour 4 255
Coles Group 28 930 Cencosud 9531 Casino 3887
Uny 21 540 Soriana 7136 SPAR (S.Africa) 3861
LAWSON 19 651 SHV Makro 4870 Massmart 3665
FamilyMart 19142 OXXO 4021 Shufersal 3238
Tesco 15198 Comercial Mexicana 3238 Metcash (RSA) 2730
Wal-Mart 15074 Chedraui 3097 Emke Group 2433

Metcash (AUS) 14 065 Lojas Americanas 2731 Panda 2110
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| The changing retail food sector

Metro Cash & Carry, India.
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Low price attack

Discount stores have for years been the
fastest growing area in the retail sector, in
particular in Europe and North America.
Fundamentally the concept is based on a
reduced range of products compared to trad-
itional food chains, minimal shop-fittings,
less staff and support services, as well as a
large proportion of own product brands that
give greater margins. This establishment
has forced other food chains into strategic
changes, and they are now competing with
the discount stores' own recipe, not least in
the case of own label products. Most con-
sumers shop from time to time in discount
stores, and so they are considered to have
become a reference point for the standard
price for many products. The rapid growth is
expected to slow slightly in mature markets

"One size does not fit all..." Retailers will have to offer store concepts
that appeal to various consumer mindsets.

©vario images GmbH & Co.KG / Alamy
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Competition from national superstores may cause global

food chains to think twice before entering a new market in
a developing country. (Jakarta, Indonesia)

in Europe, but new stores will open in many producers, suppliers and retail distributors to
other countries. The rationalisation, comput- monitor the development of retail channels
erisation and the cost savings that the discount in their markets and take advantage of the
chains have led the way in will shape the whole trends driving growth locally, regionally and
food supply chain for the foreseeable future. globally.

Continued expansion but selective
establishment

The share price of many leading food chains '
is, to a large extent, influenced by their Co"dusio".
growth expectations. Competition makes it * Mo, retaig,
more difficult to meet expectations simply by A:he ?’Ob l ag ir; IMentecn
growing in the domestic market. In order to . edium, retaig, b5 ongg .
evolve, survive and thrive, they simply have . Eur"’Pean etaileys * 9rowing, faster ¢
to find new markets and new store concepts. . Ur°°’°e is the toughes‘:’e "elevant gmca" 1P oneg
But many retail chains have discovered that eve/p 5 retailerg O COnCentrgy >
new markets abroad do not always have the the :’:t oo PN, e Market
right conditions, so they are therefore more * Large o, Ifooq Seqorre ncreasing theirany issues
selective with their plans for new establish- ¢ Tracliﬁona/e r inat, "MPortanc,
ments. However, the leading chains will frade Is:: the oy

Pe Se

continue to grow abroad while holding
positions in their important domestic mar-
kets. It becomes increasingly important for
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One more step in the processing chain
The food-retailing sector's concept will be
broadened to include products with values
that consumers apply in relation to time
saving, convenience and money. A store
cannot just sell products that the customer is
expected to want, or have the skills or time to
cook, but it has to go one step further. Cheap
offerings such as prepared meal ingredients
and ready-cooked meals to take home or eat
in the store are leading the sector into a new
industry where it is competing directly with
restaurants and the fast food sector.

More technologies and less staff

It is almost essential to use innovative
technologies to reduce costs, develop and
implement new ideas and drive sales in the
store. Technically advanced and integrated
checkout, inventory and logistics systems are
more the rule than the exception. Automatic
ordering of goods, electronic invoices and
shelf labels reduce the costs and time other-
wise spent on performing such operations
manually. Powerful electronic marketplaces
on the Internet have existed for some years
now which facilitate the trade in goods be-




The new retail sector sets demands on adaptability and
flexibility in both people and companies.

tween retailers and suppliers (B2B). Here the
suppliers can put their goods on offer and the
retailers can place their orders.

A shopper can notice the new technology
through the online checkout terminals, digital
signage, computerised weighing, self-scanning,
self checkouts, store cards that automatically
give personalised discounts when paying and
much more. Touch screen terminals are becom-
ing more common as an alternative for store
personnel, and with their wide areas of ap-
plication they can improve the service on the
sales floor while at the same time customers
can buy more independently. The terminals
are changing the economic picture radically
for a store by means of enabling more staff to
higher priority customer service events and
lower their reliance on floor staff.

Internet and mobile phones are playing an
increasing role in many food-retailing chains
in terms of providing information about
the company, products, services, offers, etc.
However, online shopping for food is still in
its infancy and needs the support of well-
established stores to build credibility among
consumers.

Brooks Kraft/Corbis/S;

Number of stores

Global yearly growth of sales

channels for daily consumer
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In the mind and ¢
of the consumer

The most successful retailers are those who understand

and meet their customers' needs and preferences.
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The retail sector needs to constantly analyse
its relationship with its customers, which re-
quires knowledge and a degree of flexibility.
It is important to understand how consumers
think and act and be alert to the constant
changes. What consumers buy, where and
why, what additional value is sought in the
products, what price they are willing to pay,
what factors are valued more than the choice
of store, and how they perceive the different
store concepts.

Of course, there are substantial differences
geographically, within different groups

and within different generations. It is clear
though that most people are looking for more
healthy foods and customised products, of
high quality and at the lowest price, in a well-
stocked and exciting shopping environment.
People also shop around for special products
and constantly re-evaluate their loyalty to
stores and brands.
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Milk is a category, where shoppers are guided by their
desire to find their product. They have already decided
what product and quantity they want before they leave
home and offers and exposure have rarely much effect.

Category governs shoppers

We are all consumers - of food, money,
media, travel, etc., but we are different types
of customers or shoppers. We have differ-

ent needs and preferences, we prefer certain
categories or dislike others. Our commitment
as customers in a product category does not
mean that we belong to a particular con-
sumer type.

Since every individual has their own opin-
ion about the importance of every product
category, the food-retailing sector must be
aware of which purchases are planned at
brand level and at retail level, and which pur-
chases are not planned at all. Most decisions
taken outside the store are brand-driven —
people have purchased a product of a par-
ticular brand before or just like this brand,
and automatically look for the same product
the next time. The decisions taken in the
store are often based on added value, pack-
aging or product exposure.

Milk, in all cases the daily standard milk,
is a typical low-price category, where shop-

pers are guided by their desire to find their
product. The majority (80-90%) have already
decided what product and quantity they
should have before they leave home. Offers,
multipacks and other exposure have mar-
ginal effect. For JNSD (juice, nectar and still
drinks) it is a little bit different. Although
most shoppers have usually decided what to
buy before entering the store, they expect a
bit more from the range. Special offers and
new products have a greater effect here.
Accordingly, variation and differentiation
do not apply in general, but much depends
on the product category in question. In both
the case of milk and juice a third of shoppers
spend less than 12 seconds at the shelf.

Focus on price and value

In the first stage of the recession, many
chose to shop more often in discount stores.
Purchasing also changed in general to the
benefit of low-price alternatives. Although
many later returned to their regular product
choices, people have continued to compare
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People are contradictory. They shop around for
special products and re-evaluate their loyalty to
stores and brands, but they also want to be loyal
to their favourite store and reluctantly change their
favourite products in favour of something new.

Niclas Bomgren/Tetra Pak

quality and price to a very large extent. The
hunt for special offers is now one of the big-
gest growth areas in the food-retailing sector.
It is often about low price, high quality, a
bonus such as "buy this one and get this one
free" or multipacks of for instance ambient
juice and soft drinks.

In markets with low growth or where the
retailer does not want to compete with price,
the product offerings are linked to consumer
ideas about what creates value and meaning.
Many successful product brands are carriers
of a story or a feeling that appeals to con-
sumers and makes them choose that particular
product. The packaging can also be included in
the value as an element of how a brand and a
product are perceived.

In many developing countries, milk in aseptic packaging
is heavily-displayed on the shop floor and people usually
buy large volumes at a time, as this milk needs no home
refrigeration. A convenient box with a handle contains
16 x 250ml Tetra Fino Aseptic packages. (China)
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Consumers will always place great value on
a warm welcome and the design of the store.

How does the shopper choose a
store?

A pleasant store layout, staff attitude,

a store concept with clear values and
generous opening hours affect consumer
attitudes to the store, the company and
its brands. But in most studies it ap-
pears that location, price and range are
the most common factors in the choice
of store. The price is often said to be the
most crucial — a price that is perceived
wrong creates dissatisfaction — but even
if shoppers consider the price to be right,
it seldom makes them fully satisfied on its
own. The range is also one important rea-
son why people are loyal to their favourite
store. More often than not the two factors
have an equivalent value in many stores,
and then the geographic location will be
the decisive factor. People simply choose
to make the closest buying point their
favourite store, even if a competing store
is only a short distance away.

Retailers compete with messages that signal
Come to me — | am the best, you can trust me.

Experiences and services for restless
consumers

Price, quality and range are good induce-
ments, but with an abundance of offers and
shopping locations the individual store has to
go further in order to entice consumers and
get them to fill their shopping trolleys with
even more products. An increased restless-
ness means that many consumers shop
around, find new products and make impulse
purchases to a greater extent. In which case
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Campaigns enter the Retailers

“Drink Milk! You'll be Great”
White milk consumption in Poland is much
lower than the European average. Milk is mainly
drunk by children and young people between 9
and 16. To change the image of milk and current
consumption trends, Tetra Pak Poland has par-
ticipated in the widely recognized social cam-
paign “Drink Milk! You'll be Great”, originally
inspired by the American version “Got Milk”.

In 2009 the campaign moved to the place
where shoppers take the actual decision about
products they buy — inside the store. Internation-
al retailers Auchan, Tesco and real,- partnered
Tetra Pak Poland and the main challenge was to
show that white milk could be consumed on dif-
ferent occasions and in different ways.

Tetra Pak involved famous bartenders, who
demonstrated their art by preparing different
milk cocktails and smoothies. Shoppers were
able to enjoy the cocktails, while getting infor-
mation on the values and benefits of milk. These
events were very much appreciated by both
consumers and retailers, and one of the retail
chains noticed an increase of 32 per cent in milk
sales compared to the previous year when there
was no campaign.

Store strategies that attract us

A retail food store must follow the development of society and constantly
change and improve according to the different needs of consumers.

it is important to surprise people and offer
shopping experiences — to have campaigns,
events and happenings, just when the cus-
tomer's needs arise, to stimulate the senses
with sights, smells and sounds, or invest in
interactive technology in order to facilitate
the purchasing process. We can also see how
traditional supermarkets are expanded into
service centres that use services from other
industries to attract, such as child care, phar-

macy, post office services, cash machines, etc.

“A Taste for Nature”
This is a joint campaign devised and run in
the same way as the milk campaign, but in
the juice, nectar and still drinks category. In
co-operation with real,- Poland, one of the
leading supermarket chains in the country,
Tetra Pak organized a pilot programme to
promote the sales and consumption of juices
packed in cartons.

The campaign has capitalized on the visi-
bility and popularity of the milk category



Tetra Pak Poland

| The battle for consumers

support programme run jointly in several
supermarkets chains. This time, in support

of the juice category, consumers were able to
taste the imaginative concoctions of juice- and
nectar-based cocktails, created by some of the
country’s top drinks mixers. In addition to the
shows, a sales promotion competition was
organized for customers, with tempting prizes
such as luxury picnic hampers.

Both top-selling juice brands and retail
brand real,-QUALITY juices and nectars were
displayed, together with UHT milks from
various producers. The common factor for
both categories was liquid food carton pack-
aging, with Tetra Pak’s motto “Protects what’s
good”, which thereby got excellent exposure
all over the country.

Tetra Pak Poland

Polish customers were enticed into the supermar-
kets by famous bartenders who made interesting
milk and juice drinks. Shoppers were able to enjoy
these cocktails, while getting information on the
values and benefits of milk and juice.

The shop of the future is already here
real,- Future Store
An example of a future retail store is located
in Tonisvorst, Germany, where the METRO
GROUP* Future Store Initiative is setting new
technological standards for the food-retailing
sector. On a sales area of approximately
8,600 square metres the retail chain is testing
new concepts and new technologies that will
give consumers even more convenient, excit-
ing and informative shopping experiences.
Future Store is a modern design with many
innovative ideas and cutting-edge technology
that makes buying simple, convenient and
rational. One example is The Mobile Shopping
Assistant (MSA), a software application for
compatible mobile phones which, combined

*METRO GROUP is a comprehensive retail and wholesale
group based in Dusseldorf, Germany. Even though the
domestic market is the largest, METRO GROUP is one

of the largest and most international retailing companies
worldwide.



with new purchasing ideas, has been tested
and developed in the store. When customers
come to the store, they can either rent such

a phone or download and run the software
using their own mobile phone. MSA is con-
nected to the store's stock and checkout
system and always displays updated product
prices. The software also contains a search
function so that you can find the right prod-
uct in the store. With the integrated camera
you scan your goods and get a continuous
overview of the total purchase cost. The MSA
helps customers to quickly and easily pay and
pass through the checkouts. Shopping lists
can also be prepared at home on a PC and
transferred via a secure link to The Mobile
Shopping Assistant.

To make shopping pleasant and the store
worth a second visit, customers are offered
different experiences. You can try food dishes
at a sampling counter, which are made from
new or exciting ingredients, prepared by the
staff in the store's kitchen. You can also take
a break in the coffee bar right in the middle
of the store. In the wine department wines
are stored in a cabinet at just the right tem-

With a store-integrated application in their mobile phone,
customers can themselves scan the products.
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Future Store Initiative

Future Store

perature, ensuring a consistently high product
quality; other departments are highlighted by
atmospheric sounds and smells. If customers
want, they can make contact with the mobile
robots that show the way to the various new
items in the store.

The real,- Future Store is a unique platform
for innovation and development in the retail
sector. For more information or a guided
tour, please visit:
fuehrungen-fs@future-store.org

Upon request, the innovation guide “Ally” assists customers in finding all
the exciting innovations and new technologies available in the German
real,- Future Store.
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Retail brands
show off more shelf space

Retailers worldwide are placing more emphasis on marketing
their own brand products and matching them with consumer

values and lifestyles.
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For many years major retail chains have
fought hard to build their own label prod-
ucts, which give them higher margins and
increased sales volumes, resulting in good
profitability. When they introduced their
brands in several categories and with distinct
values, it changed consumer attitudes posi-
tively and has allowed many retail brands to
gain a substantial foothold with customers.
Today retailers’ branded products compete
successfully with manufacturer brands, while

at the same time they can also be produced
by the manufacturers. The impact is greatest
in Europe, where many of the major oper-
ators are located, but the rate of growth is
also increasing in the USA and Australia. In
the rest of the world the retail-owned brands
are relatively limited — consumer knowledge
of them is low and there is an ingrained
preference for the well-known manufacturer
brands.



| The development of own labels

With own brand products, the retail chain has a
direct responsibility to the consumer, with the

chain's reputation at stake.

BRITISH
WHOLE
MILK

Retail branded products can be divided into three
categories:

1. Brands that are named after the retail chain.

2. Brands that have no name affiliation with the chain
(Aldi), but are still own label products.

3. Generic brands that have no brand and are just named
as for example milk.

Development and breadth

Originally retail brands were associated with
cheap copies of producer-owned brands, but
they have now expanded well beyond the
focus on low prices. Own label products in
food retail have equivalent quality and are
available in different segments and price
ranges, for example, premium, medium,

low price and the green category. They have
been allocated more shelf space in the stores
and in some categories they are as common
as producer-owned brands. In Switzerland
and the UK, where this trend has gone on the
longest, 30-40 per cent of the stores' products
are own label products. This development is
putting pressure on the well-known brand
manufacturers to entice consumers back to
their old favourites, leading to a creativity
that drives the whole food market forward.
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Not many have succeeded like Tesco in the UK in making its own brand as strong as Coca-Cola and Kellogg's in the
eyes of most British people. Tesco's brand strategy is based on a system with several categories and quality scales, for
example: Tesco Value, Tesco, Sun Grown (discount brand), Light choices, Organic, Free From and Finest.

The high percentage of own label products in Europe is also

linked to the strength of the discount trade.

Industry motives

The food-retailing chains' primary motive for
own label products is the higher margins, as
this eliminates costly intermediaries, sales
forces and marketing. They can take an active
part in the development of products and
offerings, thereby building their image and
creating customer loyalty both to the retail
brands and to the stores.

Retail brands have several advantages

for the industry:

e greater freedom and flexibility in pricing

e greater control of product attributes and
quality

e higher margins and higher profits

¢ no cost for the producer's marketing

Implications and opportunities for
branded suppliers

In mature markets retail branded products
constitute a strong competitive threat to the
producer and supplier-owned brands, which
now have to live side-by-side with them on
the shelf. The major food retail chains are
rationalising the product range to give more
shelf space to their own label products, but
also to focus on the producer-owned brands
they have chosen to keep. The restriction in
the range of brands makes it difficult for les-
ser-known suppliers to assert themselves, so
in the long run only the strongest brands will
survive — the ones that stand for clear and
distinct values, both physical and emotional.
The strongest, the so-called superbrands,
have a unique advantage in that the brand
itself inspires consumers with a "feel-good"
feeling and they will of course maintain their
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Retailers want to create relationships
between their brands and their customers.
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The store becomes its own brand and is not
just a marketplace for other brands.
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universal presence in many markets. Less
successful brand owners will take on the role
of contract manufacturers for the retail bran-
ded products and find viable business models
there. In between are those who will utilise
co-branding and offer their know-how.

Greater choice increases customer
loyalty

Amongst other things, consumers choose
retailer brands to save money, make smart
choices and because they consider some well-
known brands to be over-hyped. In general it
is felt that retail brands have the same qual-
ity as the well-known supplier brands. Loyal
customers often feel secure when their store
chain's name or logo is on the packaging,
and trust that the product fulfils the store's
quality standards in general. Another cus-
tomer benefit of retail branded products is
that you can buy cheaper quality foods with-
out having to wait for promotional cam-
paigns and special offers.

On the other hand, consumers expect their
store to have a wide range of products, where
the well-known and often much-loved producer
brands are also available. The presence of strong
producer brands increases the opportunities for
the customers to find affordable products and to
make the right product choices.

A store with a range of different branded products and great
freedom of choice, increases customer loyalty and the willingness
to return. (Modern Supermarket in the Philippines)

Many consumers are attracted to own label products because
they are usually cheaper and are now considered to have the
same quality as the well-known producer-owned brands.

Tetra Pak Philippines
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Despite the expansion of supermarkets, small scale business
has a stroing foothold in Southeast Asia. People in general
buy their daily necessities at open markets and in the small
corner shops available on almost every street corner.
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Small sales area,
big on service

Despite globalisation and many similarities, each food market is
unique. It is heavily characterised by its culture and its consumers,
by the economic standard and by laws and regulations.



Megastores, digitisation and the rational
large-scale distribution of products are grow-
ing, but they are not replacing the traditional
methods of selling food. Almost wherever you
are in the world, all store types coexist side

by side; but what is different is the allocation

between traditional and modern retail sectors.

Open markets

The traditional retail food sector, that is
mainly small businesses, has a strong foot-
hold in many places, in particular in South-
east Asia and in many developing countries.
In town squares and market places there

is a lively trade in every conceivable food
product and beverage. Personal service,
fresh products and social interaction are
attractive to consumers. Open markets will

remain the sales channel of mainly fruit and
vegetables, as long as consumers believe
that they get better quality there. And since
people do not generally shop on a large
scale but just buy what is necessary from
day to day, closeness to the markets is a
great advantage.

Neighbourhood stores

Traditional trade also includes small neigh-
bourhood stores with a very limited product
range. They are ubiquitous everywhere and
especially in most Asian countries. This type
of store is frequented by millions of people
for daily purchases of items that they need
for home use but would not choose to go to
the grocery store or supermarket since it is
only one or two items.
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Urban small shops that sell food and drink are all over
the world. They are modern, traditional and have many
different profiles, but their common business concept is
built on convenience, service, a limited product range
and generous opening hours.

| Traditional Retail Trade

m"T'I"ITI:ni'!_";“

Spain

In other countries, neighbourhood grocery
stores have a lot in common with the super-
market, but are smaller in both the surface
area and the range of products. Due to the
relatively small size, customers can get in
and out conveniently, or have purchases
delivered. In some places they are known

as night shops and they often compete with
other convenience stores. Urban stores are
everywhere and in many variations with dif-
ferent national names. The common denom-
inator for them is a business concept based
on precision, with offers tailored for the
target group and a product range that can
change from day to day, plus convenience,
service and generous opening hours.

T.M.O.Buildings/Alamy/LuckyLook

©PlanetRetail Ltd-www.planetretail.net

Complementary stores

Although global food chains are expanding in
emerging countries, and a growing number
of people choose these modern self-service
stores with a wide range of safe, hygienic
products with consistent quality, traditional
food trade will survive. In large cities, the
small food retailer is in demand as a com-
plement to the impersonal and often more
remotely located giant format self-service
stores. In developing countries, the tradition-
al trade is an extremely important marketing
channel for producers and suppliers looking
to reach new consumers with modern pack-
aged food products, such as long-life dairy
and juice products.

P-E Forsberg/Prague/Alamy/LuckyLook



Netherlands
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France

Italy
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| Traditional Retail Trade

The high population density in many large cities is a
great base for small business owners. Their limited
product range almost always includes drinks, snacks
and other simple fast food.

Tetra Pak Thailand

Tetra Pak Vietnam

Thailand

Traditional trade is still relevant in

many countries (2009).
(Source: Nielsen / Tetra Pak) E?
Population Number Revenue g
in millions, of outlets, share £
approx. approx. % =
Egypt 80
Traditional trade 281 270 100
Modern retail 370 1
Pakistan 184
Traditional trade 656 720 90
Modern retail 6 280 10
EastMed* 45
Traditional trade 137 190 79
Modern retail 1510 21
Argentina 41
Traditional trade 254 000 67
Modern retail 2 300 33
Arabia 61
Traditional trade 70 220 57
Modern retail 9 200 43
Poland 38
Traditional trade 95 440 55
Modern retail 4480 45
Mexico 112
Traditional trade 323 000 50
Modern retail 2420 50
China 1330 l
Traditional trade 2139750 46 |
Modern retail 99 240 54
Thailand 67
Traditional trade** 310580 43
Modern retail 20 500 57
Turkey 77
Traditional trade 151 500 40
Modern retail 11 340 60

* Cyprus, Syria, Lebanon, Palestine, Israel, and Jordan
** Only liquid food

Tetra Pak North Andina



Traditional trade in developing countries is
an important marketing channel for suppliers
looking to reach new customers with modern
packaged foods.

Tetra Pak Mexico
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Mexico

Tetra P k

Sara Melvert

Tetra Pak West Afrca

The strength of small outlets is personal service
and their function as social meeting places.



The route to the goal
— and the purpose of packaging

Well-functioning food distribution is essential for our daily lives.

Packaging is a prerequisite for products to maintain their original

quality and to be sold in the stores.

Packaging is one of the cornerstones in the
logistics between supplier, producer, retailer
and consumer. Food packaging and its con-
tents must cope with a difficult and perhaps
long route from producer to consumer, while
at the same time maintaining quality and
with no product waste. This is not entirely
without complications because the products
are handled many times along the way and
external stresses can be significant. Transport
packaging and/or secondary packaging is
often necessary to protect the products from
damage and any other outside influences
during the journey.

Rolf Viberg

Packaging also plays a significant role in
commerce. In addition to protecting and
maintaining its contents, it also has to sell the
product, to be a bearer of the brand name,

to provide information to consumers and to
simplify the work in the store. In addition,

it must be functional, cost-effective and
resource-efficient from an environmental
perspective.

From the delivery truck directly onto
the shelf
Requirements to reduce resources and
protect the environment have led to more
frequent use and re-use of secondary packag-
ing inside the store. So the role of secondary
packaging is to protect, transport, market
and sell the product — all at once. The aim
is also to reduce the handling of products
between production and the store's shelves.
The concept is called Shelf Ready Packaging
(SRP) or Retail Ready Packaging (RRP) and it
has been around for many years. Secondary
packaging can be shelf-ready, display-ready,
or infrastructure-based, and include crates,
trays, plastic film, pallets, display stands,
etc. It should be possible to take Retail
Ready Packaging directly from the delivery
truck into the store. This reduces the work







| Handling and marketing in coexistence

Reducing packaging is counter-productive if product wastage increases
instead and then exceeds the savings made by the initial reduction.

and the costs involved in shelf-filling and
improves the availability of products in the
store. The concept has been instrumental in
the development of the discount chains and
their investments, sales, operating costs and
margins.

Optimise but also reduce the use

In the beginning when secondary packaging
was adapted for store shelving, the focus was
on rapid identification, easy opening proced-
ure and smooth shelf-filling. Empty outer
packaging was often left on the shelves and
could give consumers the impression that
the packaging was unnecessary. A look at
the solutions in use today reveals that much
more effort is dedicated to the handling and
disposal of empty trays, cartons, etc. and on

balancing the costs and changes based on the
whole business concept.

In the midst of fierce competition, second-
ary packaging must help to sell the product
and be eye-catching and attractive. With
their help a large number of consumer pack-
ages can be made available in a way that cap-
tures the consumer's eye. Within the industry
there is a strong desire to optimise but also
reduce the use of secondary packaging and
many leading store chains have made con-
crete commitments, for instance Wal-Mart,
Tesco, Aldi, Carrefour, Asda, amongst oth-
ers. Most of all cardboard and plastic film in
secondary packaging for food is recycled in a
closed loop system which is managed by the
stores themselves.

Tetra Pak Brazil



Availability on the shelf is key

While striving to reduce packaging use in
general, the food-retailing sector is in agree-
ment that secondary packaging for food
products is necessary, in particular during
transportation, but also in the stores. The
whole concept of the discount chains is of
course based on secondary packaging dom-
inating the interior of the store. But in many
markets, for example in Sweden, the large
food-retailing chains prefer to have individ-
ual consumer packaging on the shelf because
it results in a more pleasing store display.
Consumers prefer this way, and the reason-
ing is that more is sold if the packaging forms
an attractive front on the shelves.

To improve shelf-filling and with it the
availability of the products is the key issue,
with or without secondary packaging. Re-
peated surveys have shown that customer
loyalty to stores and brands is undermined

Just as with primary packaging, secondary packaging is a

communication channel, a brand messenger, an ergonomic

tool, a packing unit and an environmental improver.

over time if they are continually faced by
empty trays or shelves. So it will become in-
creasingly important for retailers, and hence
suppliers, to avoid running out of products
and leaving gaps on the shelf or on the floor.

Easy to grasp, carry and load! A large part of a store's
costs lies in handling products — getting them into the
storage area and from there out onto the shelves.
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chain.

RFID might take goods logistics to a new
level by means of radio waves being able
to track goods throughout the supply

Identification and traceability
Packaging has an important role to play in
each stage of the supply chain as an informa-
tion carrier. Primary packaging, secondary
packaging or tertiary packaging, they are
all carriers of information in different ways.
Apart from identifying the product, informa-
tion in the form of article numbers, bar codes
and plain text can also be used for traceabil-
ity and origin labelling. The bar code on the
outer packaging is a means of logistical effi-
ciency throughout the distribution chain. Bar
codes on consumer packaging are designed
to be registered at the store's checkout and
provide information on product and price,
but they also provide the data for payment
and sales statistics.

RFID (Radio Frequency Identification) is
a complement to the existing bar code based
system GS1 (formerly EAN). It might take
goods logistics to a new level by means of radio

waves being able to automatically track goods
throughout the supply chain and indicate their
geographic location. The information from
individually marked goods loaded on pallets
can be read automatically, without the reader
having visible contact with each item.

Improving profitability all the way

The ability to generate profit has become

a major challenge. Increased co-operation
within the supply chain is one solution, and
industry stakeholders are integrating their
activities with each other to an increasing
extent. ECR (Efficient Consumer Response) is
a concept where companies work together to
combine their activities in the flow of goods
and information. The aim is to remove un-
necessary costs in the chain from producers,
suppliers and retailers in order to be able to
meet consumer requirements better, faster
and at a lower cost.



“A package should save more than it costs

(The founder of Tetra Pak, Dr Ruben Rausing, in the 1930s.)

The individual company can save resources
by developing LEAN systems. Lean Produc-
tion is a production and business philosophy
whose ultimate goal is to create a perfect
value for the customer by means of a per-
fect value creation process without wasting
resources. It can be applied in every busi-
ness and in every process. It is not a strategy
or cost-reduction programme, but a way of
thinking and acting. LEAN can be coordinat-
ed with environmental work at the company
as both have the same objective — to reduce
the waste of resources. The term "Lean" was
coined to describe the Japanese company
Toyota's operation in the 1980s.

At Tetra Pak we strive to provide our
customers with packaging solutions that
will improve efficiency and costs throughout
the supply chain, and that will ultimately
increase the availability of products in Tetra
Pak packages on store shelves.

Every retailer wants to minimise food product waste in
the form of theft, expired best-before-date and damaged ’
products. Long-life liquid food products in robust carton

packages reduce the risk of the last two. In addition they

save energy, because these packages do not need re-

frigerated distribution or cold storage.

"

Tetra Pak China
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| Retailing’s environmental profile

CO2

‘ Tetra Pak’s sustainability efforts are currently focused
on renewability, reduction and recycling.

The retail gateway to sustainable markets

The public focus on sustainability issues — climate change, waste,

sustainable sourcing and overconsumption — is intensifying and many

consumers want to play their part. They are therefore increasingly loyal to

companies that conduct their business in an environmentally and socially

responsible way and realize that they themselves can act by buying

products with lower environmental footprints from companies they trust.

Because of their direct consumer interface,
retailers in particular in the US and Europe
have come to be pivotal actors in respond-
ing to sustainability challenges. Wal-Mart’s
introduction in 2006 of its packaging score-
card helped catapult sustainability issues
high on the agenda of senior management in
many consumer goods, food and packaging
companies.

Packaging has been and remains a priority
retailer focus, followed by products includ-
ing food. Led by heavyweights like Wal-Mart,
Carrefour and Tesco, numerous retailers
have committed to ‘green’ their own oper-
ations and stock their shelves with products
sourced from suppliers also committed to
deliver ‘greener’ products and services. These

initiatives, driven by consumer preference
but also by government policies urging a
quasi-regulatory role on retailers, reflect the
push for environmental performance and
standards throughout entire value chains.
Pursuing such objectives benefits retailers
by creating sustainable growth, long-term
profits and competitive advantage.

This, together with pressure from non-
governmental organisations, means that
retailers appear increasingly to accept the
challenge of helping maintain the ability
of the planet’s eco-systems to provide food,
fresh water, raw materials and fuels — all the
eco-system services that underpin our econo-
mies, and nurture development and social
justice.
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| Retailing’s environmental profile

“Consumers can be at
the heart of the strategy
to tackle climate change.
The prize is a consumer-
driven revolution in low-
carbon consumption”

— Terry Leahy, CEO Tesco plc, 2010
Corporate Responsibility Report

Tesco is aiming to be a carbon neutral business by 2050.

Expanding scope of requirements
Sustainable business agendas have been
around for some time, but retail’s new
leadership role has altered the requirements
for sustainable performance for individual
companies — spreading from food, wood

and electronics products to more sectors.
Suppliers must now increasingly negotiate
sustainability requirements with retailers and
maybe other stakeholders in the chain, which
requires good intelligence on sustainability
trends and stakeholder preferences.

Wal-Mart in Worcester, Massachusetts, USA is one of the
first in the Group to use microturbines in its parking lot to
generate clean renewable energy to the store.

www.Walmartstore.com

Retailers’ sustainability programmes, to-
gether with those of major brand suppliers,
have thus become a key focus for all supply
chain stakeholders seeking to compete in

a greening market. Retailers are not just
broadening the scope of product coverage
but their social schemes too, like the Supplier
Ethical Data Exchange.

Suppliers’ voluntary commitments to
sustainability continue to be significant, but
mandatory retailer sourcing programmes
are gradually gaining ground. As a result,
company commitments that might be a mar-
ket differentiator now may in future have to
be made to fit specific retailer requirements.
Moreover, demands on suppliers are further
increasing when retailers are committing
publicly to quantitative targets and timelines.
For example, in the UK, one of Tesco’s targets
is to reduce the carbon footprint of its whole
supply chain by 30% and be a zero carbon
business by 2050. Asda has committed to
zero waste to landfill by end-2010. Sains-
bury’s aims for 90% of the wood products it
sells to be certified by the Forest Stewardship
Council (FSC) by 2012.

www.tescoplc.com



The public nature of retailer targets has
further consequences. Suppliers need to
clearly demonstrate improved product perfor-
mance and have any related consumer claims
independently verified. Product performance
standards, such as eco- and energy- labels,
CO, reduction labels, FSC (paper and tim-
ber products), Marine Stewardship Council
labels (seafood), or Fairtrade are on the rise.
As the demand for independently validated
product information increases, suppliers
who understand the environmental footprint
of their products and have strategies and
programmes to minimize impacts will be at
significant advantage.

Food sector sustainability require-
ments: products, packaging and more
Responding to pressures for well-being and
sustainable lifestyles, retailers are creating
programmes to provide healthier and more
sustainable food products. But food is only
part of the sustainability picture. Packaging
remains a priority for retailers and an emer-
ging focus is the sustainability performance
of food suppliers overall.

Looking forward, new requirements can be
expected for key mainstream (non-organic)
food categories like meat and dairy. The cli-
mate impact of dairy appears high unless put
in context with the high content of essential
nutrients. The climate issue and the con-
tinuing packaging waste debate could also

impose environmental requirements on juice.

At the same time, initial assessments relat-
ing the environmental impacts of dairy and
juice products with their nutrition benefits
could help to relate environment and soci-
etal aspects of sustainability to the benefit of
retailers and consumers.

Tetra Pak Argentina

“Sustainability has a central role
to play in our business strategy”

— Lars Olofsson, CEO Carrefour Group, 2009
Sustainability Report Website on
www.carrefour.com)

FSC certification is increasingly requested by retailers and

knowledge about what it means is growing among consumers.

Carrefour and Tetra Pak in Romania work together to

encourage consumers to take action for the climate challenge

through recycling of milk cartons, among other things.

Tetra Pak Romania
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| Retailing’s environmental profile

Retailers set packaging targets
Retailers are expected to contribute to solv-
ing packaging waste issues. Many food chains
have packaging specialists to develop purchas-
ing strategies for sustainable packaging, an
area which many consumers pay attention to.
Retailer packaging programmes tend to
insist either on the replacement of high
impact materials with more environmentally
efficient materials, on reducing packaging
weight, on recycling, or on a reduction in the
amount of packaging used. Retailers tend to
ask suppliers both for data on current pack-
aging performance and on improved lifecycle
performance. Wal-Mart’s 2006 packaging
scorecard programme requires suppliers
to evaluate performance relative to their

“At the height of this recession, we prom-
ised we would broaden and accelerate
our commitment to sustainability. Today
sustainability is sustainable at Wal-Mart”

— Mike Duke, CEO Wal-Mart Stores Inc., remarks prepared for
2010 Shareholders Meeting, (on www.walmartstores.com)

A customer buys sustainable products in reusable shopping bags.

42\

competitors based on for instance recycled
content and greenhouse gas emissions. Tesco
set a packaging reduction target and Carre-
four has been optimising packaging weights
starting with its own-brand products.

Legitimization of retailer requirements
Retailers design their sustainability pro-
grammes and supplier rating schemes based
on their own needs. However, they are not
acting alone. Retailers need stakeholder
endorsement and legitimacy in making

their choices. Most consumers, however,
want their choice made easy and are happy
to trust the retailer’s use of choice editing

to achieve this and to buy the brands they
put on their shelves. Most retailers engage
non-governmental organisations, academics,
leading suppliers and government agencies
to help identify priorities, and the outcome
of such consultations tends to reflect national
public debates. The EU, for example, has
encouraged retailers and food manufacturers
to act as gatekeepers to sustainable consump-
tion and the greening of supply chains this
entails.

Communicating sustainable
performance

Sustainability, and the way its market re-
quirements are shaped by retailers, creates a
challenging environment. Consumer goods
companies need to act to maintain share of
shelf-space and be proactive to grow it. This
is easier said than done. Pressures for sus-
tainability performance, without a common
language for communicating it, are complex
and confusing. Helpful clarifications include



the 'metrics' of The Consumer Goods Forum, In addition, they need rules of the game for

which seeks a common global language for the new sustainable marketplace, and rules
packaging sustainability, and the common for product assessment to enable fair compe-
principles agreed by Europe’s Retail Forum tition. To avoid losing consumer trust, clear
and endorsed by the EU. This new framework rules are also needed for communicating en-
is a promising starting point for the dairy sec- vironmental performance (such as are being
tor to roll out its global climate commitment. developed by the European Food Sustainable
Consumption and Production Round Table and
The outlook The Sustainability Consortium). Credibility
Growth in sustainable purchasing is incontest- should not be sacrificed to PR.
able and in many countries the fastest growing In conclusion, everyone in the supply chain
market. With governments promoting green has to deliver measurable environment im-
markets and retailers acting as pre-emptive pact reductions for their products and dem-
catalysts, companies who follow the trend will onstrate they have been produced and traded
prosper. Anticipation and leadership will be under decent labour and ethical conditions.

required of suppliers to achieve this.

“The butterfly effect” is a metaphor for a particular form of
order or disorder, meaning that a small change at one place in a
complex system can have large effects elsewhere, at a later date.

| 4

Shutterstock/Phase4Photography



The retail sector is becoming an ever-more critical part of
Tetra Pak's business, both in terms of the direct sales that it
is generating and the influence it is having over many of our
customers. Therefore, we collaborate in some cases, and
through our customers, in 3-party business models to deve-
lop more relevant marketing strategies, based on a common
objective — to understand consumer buying behaviour.

Our customers are those who determine to where and to
whom our packaging will be distributed and sold. Therefore,
we do everything we can to make their packaged products
available everywhere — products that are safe, sustainable and
of the quality required by consumers.



TETRA PAK PROCESSING AND PACKAGING SYSTEMS ARE MARKETED BY, AMONG OTHERS

Arabia Tetra Pak Manufacturing Ltd

Lot 88-103, Phase 3, Jcci, Warehouse City
21413 Jeddah, Saudi Arabia

Tel +966-2 635 1515

Argentina and Uruguay Tetra Pak SRL
Maipu 1210, Piso 7° C1006ACT Buenos Aires
Tel +54-114 317 0400

Australia Tetra Pak Marketing Pty Ltd

2A Hill Road, Homebush Bay, N.S.W. 2127
Tel +61-2 8719 7300

Balkans Tetra Pak Production d.o.o. Beograd
Milutina Milankovica 11b, 11070 Belgrade, Serbia
Tel +381-11 2017 333

Baltic States Tetra Pak Baltic States

41 Mukusalas Str 1004 Riga, Latvia

Tel +371-760 2000

Belgium Tetra Pak Belgium NV/SA
A.Gossetlaan 28A Bus 1, 1702 Groot Bijgaarden
Tel +32-2467 6811

Brazil and Paraguay Tetra Pak Ltda
Av.das Nagdes Unidas,4777- 10° andar
Ed.Villa-Lobos — Alto de Pinheiros
05477-000 S&o Paulo, SP

Tel +55-11 5501 3200

Canada Tetra Pak Canada Inc.

1610-16th Ave, Richmond Hill, Ontario L4B 4Né6
Tel +1-905 780 6030

Central America and Caribbean

Tetra Pak S.A.

Plaza Globus Building, 7th fl,

Samuel Lewis Ave y Calle 55 Obarrio, Panama
Tel +507-208 57800

Central Asia Tetra Pak Kazakhstan Ltd

22 Zenkov Street, 050010 Almaty, Kazakhstan
Tel +7 727 259 84 00

Chile Tetra Pak de Chile Ltda

Av El Bosque Sur 130, Piso 8

Las Condes, 6760435 Santiago

Tel +56 2 940 7000

China (PR) Tetra Pak China Ltd

29th fl, CITIC Sq, 1168 Nanjing Xi Lu,
Shanghai 200041

Tel +8621-3217 4688

Colombia and Ecuador Tetra Pak Ltda
World Trade Center, Calle 100 No 8A-55,
Torre C, Oficina 209, Bogota

Tel +57-1 628 3630

Czech and Slovak Republics

Tetra Pak Ceska republika sro.

Nova cesta 17, 140 21 Praha 4

Tel +420-2 6100 7111

East Mediterranean

Tetra Pak East Med.

Mkalles 691 Centre, Beiruth, Lebanon

Tel +961-1-693 777

Egypt Tetra Pak Egypt Ltd

44 Palestine Street, New Maadi, Cairo

Tel +20-2 754 7420

Finland Tetra Pak Oy

Meijeritie 2, 00370 Helsinki

Tel +358-207633611

France Tetra Pak France

420, rue d'Estienne d'Orves,

92705 Colombes Cedex

Tel +33-1 56 47 5000

Germany Tetra Pak GmbH & Co
Frankfurter Strasse 79-81, 65233 Hochheim
Tel +49-6146 590

Tetra Pak Processing GmbH

Senefelder - Ring 27, 21465 Reinbek

Tel +49-40 600 910

Greece and Southeast Europe

Tetra Pak Hellas SA

56, Kifissias Ave & Delfon St,

15125 Marousi, Athens

Tel +30-210 616 7500

Hungary and Austria Tetra Pak Hungary Ltd
P O Box 200, Industrial Site 2041 Budadrs,
Hungary

Tel +36-23 885 200

India Tetra Pak India Pvt Ltd

Global Business Park, Tower C, 5th fl.
Mehroli-Gurgaon Rd 122001 Gurgaon, Haryana
Tel +91-124 256 5630

Indonesia PT Tetra Pak Indonesia

JI. Buncit Raya Kav.100, Lantai 3 Jakarta 12510
Tel +62-21 7917 8000

Iran Tetra Pak Iran

1st fl. Khorshid Bldg.No.1264, Vali Asr Ave.
Tehran 1435674173

Tel +9821-82 139 000

Ireland Tetra Pak Ireland Ltd

5th Floor, 1 Tuansgate, Belgard Square East,
Tallaght, Dublin 24

Tel +353-1 467 8000

Italy Tetra Pak Italiana SpA

Viale della Resistenza 56/A, 42048 Rubiera (RE)
Tel +39-0522 263 411

Tetra Pak Food Engineering SpA

Via Saragat N. 4, 20054 Nova Milanese (MI)
Tel +39-0362 4951

Japan Nihon Tetra Pak K.K.

Kioicho Fukudaya Bldg. 6-12, Kioicho,
Chiyoda-ku, Tokyo 102-8544

Tel +81-3-5211 2111

Kenya and East Africa Tetra Pak (Kenya) Ltd
P O Box 78340, Nairobi

Tel +254 20 6909 000

Korea Tetra Pak Ltd

7F Ansung Tower, 737-35 Hannan-dong
Yongsan-gu, 140-895 Seoul, South Korea
Tel +82-2 799 2302

Malaysia and Singapore

Tetra Pak (Malaysia) Sdn Bhd

1201 Level 12 Uptown 2, No.2 Jalan
$521/37 Damansara Uptown,

47400 Petaling Jaya, Selangor Darul Ehsan
Tel +603 7724 7000, Fax +603 7729 1166
Mexico Tetra Pak SA de CV

Av.Ejército Nacional 843-B, Antara Polanco,
Torre Paseo, Acceso A-Piso 2, Col.Granada,
Del.Miguel Hidalgo, C.P.11520 México, D.F.
Tel +52-55 2122 8700

Netherlands Tetra Pak B.V.

Oostelijke Randweg 48 4782 PZ Moerdijk
Tel +31-168 386500

Tetra Pak Processing Systems BV
Hoofdveste 18, 3992 DG Houten

Tel +31-305 349 999

New Zealand Tetra Pak New Zealand Ltd
Level 3, 8 Pacific Rise, Mt Wellington,
Auckland 1060

Tel +64 9 573 5588

North Africa Tetra Pak Maghreb

69 rue Othmane Ibnou Affane 3éme etage,
20000 Casablanca, Morocco

Tel +212 2248 8150

Norway Tetra Pak AS

P.O.Box 477, 1327 Lysaker

Tel +47-67 83 30 00

Pakistan Tetra Pak Pakistan Ltd

316 - Upper Mall, Lahore 54000

Tel +92-42 5710070-77

Peru and Bolivia Tetra Pak SA (Pert)

Av Victor A.Belainde 147 Centro Empresarial
Edif. Real Seis Ofic. 403 Lima 27

Tel +51 1 212 1060

Philippines Tetra Pak Philippines Inc

7/F Net One Center 26 St.Cnr. Third Ave
Crescent Park W Distr Bonifacio Global City
Taguig 1634, Metro Manila

Tel +632 976 3400

Poland Tetra Pak SP. zo.o.

u. 1-go Sierpnia 8A, 02-134 Warsaw

Tel +48-22 5434 000

Portugal Tetra Pak Ibéria

Av do Forte 12, 2790-072 Carnaxide

Tel +351-21 416 5600

Russia and Belarus Tetra Pak A/O

8, Wilhelm Pieck str, 129226 Moscow

Tel +7-095 787 8000

Slovenia, Croatia and Albania Tetra Pak d.o.o.
Spruha 36, Trzin, 1236 Ljubljana, Slovenia
Tel +386-1 5304 200

South Africa Tetra Pak South Africa (Pty) Ltd
100 Electron Avenue, Isando, Gauteng 1600
Tel +27-11 570 3000

Spain Tetra Pak Ibéria

Latén, 8 (Poligono Finanzauto)

28500 Arganda del Rey (Madrid)

Tel +34-91 876 9500

Sweden and Denmark Tetra Pak Sweden AB
Ruben Rausings gata, 221 86 Lund

Tel: +46 46 36 10 00

Switzerland Tetra Pak Schweiz AG
Europastrasse 30, 8152 Glattbrugg

Tel +41-44 804 6600

Taiwan Tetra Pak Taiwan Ltd

4, Wen Ming 3rd Street, Lin Kou Ind. Park 3,
Taoyuan 333

Tel +886-3 328 3111

Thailand Tetra Pak (Thailand) Ltd

1042 Soi Sukhumvit 66/1, Sukhumvit Road
Bangchak, Bangkok 10260

Tel +66-2 704 3000

Turkey Tetra Pak AS

Buyukdere Caddesi Nurol Plaza

No: 71 A Blok Kat: 10, 34398 Maslak-Istanbul
Tel +90-212 276 5000

Ukraine Tetra Pak Ukraine

Mezhigirska ul.82, 04080 Kiev 80

Tel +380-44 230 3939

United Arab Emirates Tetra Pak Gulf
Jebel Ali Free Zone, S-10107 South Zone, Dubai
Tel +971-4 8811222

United Kingdom Tetra Pak Ltd

Bedwell Rd., Cross Lanes, Wrexham LL13 0UT
Tel +44-870 442 6000

Tetra Pak Processing UK Ltd

Swan House, Peregrine Business Park
Gomm Road, High Wycombe HP13 7DL

Tel +44 870 442 6400

USA Tetra Pak Inc

101 Corporate Woods Parkway,

Vernon Hills, IL 60061

Tel +1-847 955 6000

Venezuela Tetra Pak C.A.

Ave Francisco de Miranda Edif Torre

KPMG piso 7, Chacao Caracas 1060

Tel +58-212 277 71 00

West Africa Tetra Pak West Africa Ltd

8, Secretariat Road, Coker Village

Alausa lkeja, Lagos, Nigeria

Tel +234-1774 6727

Vietnam Tetra Pak Vietnam

235 Dong Khoi Str Metropolitan Bldg 14th fl
District 1, Ho Chi Minh City

Tel +84- 8382571 00



Tetra Pak, £: ,PROTECTS WHAT'S GOOD,

Tetra Brik, Tetra Classic, Tetra Fino, Tetra Gemina, Tetra Prisma, Tetra Recart, Tetra Rex,
Tetra Top, Tetra Wedge, Tetra Alex, Tetra Centri, Tetra Lactenso, Tetra Tebel Casomatic,
Tetra Therm, Tetra Vertenso and Tetra Vertico are some of the trademarks belonging to
the Tetra Pak Group.

www.tetrapak.com
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