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Kopuot,

To Kunpuokd Epmopucd & Biopnyoviké Empedntmiplo péca ota miaicio g maylog TOAMTIKNG TOL Yo dlopydveon
EMLOPPOTIKOV TPOYPUUUAT®OV TOV VO OVTATOKPIvovTol Auecso otTic eEakpifopUévec avayKes Tov €UITOPOBLOUNYOVIKOD
KOGLOV KOl OVTOTOKPIVOUEVO GTNV MOVUIC TOAADY EVOLAPEPOUEVOV SLOPYAVAOVEL 6€ Guvepyacio pe to tomikd EBE wat
pe v Movada Evnuépmong tov Evpondikod Kévipov Enyeipnuatikng Xtpiéng Konpov, 1o cepvapio pe 0épa:
«PROMOTING AGRI-FOOD EXPORTS TO GERMANY - IDENTIFYING MARKET OPPORTUNITIES AND
DEVELOPING SALES CONTRACTS IN THE EU’S LARGEST MARKET»

O Pacwdg okomdg Tov cepvapiov gival akpifmg vo gvnuepwbodv ot Kumplakég emyeipnoelg napayoyng npoioviov
vewpywkng npoéievorng (Agri-Food) 6mwc yio mapddetypo o1 EmyepnOEIS TOPAY®YNG EAOOAGIOD, YOAOVLIOD, OAAOVTIKMV,
KPOG10V, BLOAOYIKOV KAl AAADV TPOIOVI®V, Y10, TO WG Asttovpyel N Ieppovikn ayopd ota BELATO EIGOYMYNG KOl ALOVIKNG
TOINGNG, TPOPOANC Kol Tpo®ONoNg TOV TPoPiN®VY, cuuTepAauBavouévay TV Beudtov mov a@opohy TNV Slvoun Kot
TOV KOVOAM®V Tpocfacng, Toug Opovg oyopds, Tic amaitnoelg poapkopicpotog (labeling) kot cvokegvacidv kabdg Kot
OelLdTOV TOV ATTOVTOL TV OTULTHCEWDY VYLIEWVIG KOl TOLOTNTAG.

To amotélecpo TOv TPoYypAupoTog Ba eivarl M ETUOPPOOT TOV GUUUETEXOVIOV MOTE VO UTOPOVV VO, EVIOTILOVV Tig
EVKOPIEG KOl VO AVOTTOGGOVY GUUPOANLN TOANGE®Y TNV peyaAdTePT ayopd g Evponaikng Evaong.

Metd v 0OAOKANP®OT TG KOTAPTIONG Ot KatapTi(OpEVOL TpEmel va. givar o€ Oéomn va:

e yvopilovv T doun TG MOVIKAG ayopag Kot Tng €160y®yng tpogipmv ot [epuavia mepthappavopuévev g
OLOVOUNG TMV KOVOM®Y AMOVIKNG TOANGNG, CLVONKOV ayopds, KOVOVIGUMV LOPKOPIGUOTOC KOl GUCKEVAGLOV
KAOMG KOl OTOLTHCEDY VYIEWNG KOL TOLOTNTOG

e &vtomilovV oTOYELUEVO EKEIVEG TIC KOTNYOPIES AypOSUTPOPIKOV TPOidVI®MV Tov Ba pmopovsav va e&aybovv
omv eppavikn ayopd Kol TOC PE ETTUYIOL VO GUVATTOLV GUVEPYOGIEG UE UEYUAEG OAVGIOES ayopdV Kol
Slovoung

e alomolovv TIG evKalpieg mwov TOPoLSLALoVTaL EBIKA GTO TOUEN TNG OWEAVOUEVIG OYOPAS OPYOVIKMDY E0MV
STPOP1g

e yvopilovv mmg va oyedidlovv Kot va Tpo®bodv amoTEAECUATIKG HEC® €VOG CMGTOD TPOYPUUUATOS dPpAomg
pépketivyk to Tpoidvta Tovg ot 'eppoavikn ayopd

e KOTOVOOUV TOVG AdYoug Yot ot Kurplakéc emyeipnioeig dev éxouv katapépel va eicéAbovv oty [eppovikn
ayopa LE TOPUSOCLOKA LEGOYEINKO YEOPYIKE TPOIOVTO Kol MG Vo avamTOEOVY GTPATNYIKEG PEATiong TV
eEaymykdv Toug TpoonTIKdY otnVv ['eppavikn ayopd

To nmpoypappo seyxpiBnke anvd vnv AvAA. O semMIXSIpHosig mouw

Apxrn AvanTuEnc
OUUMETEXOUV UE EPYOSOTOUNEVOLUG TOUS, O ONMOIOl IKOVOImToIouw c :
To kpiTripia Tng AvAA, Ba TUxXouv TNS OXETIKIG Emopriynong. N‘L‘?,ﬁ’;‘:ﬂ;:g”
KOnpou
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To apdypappa arevbivetar oe [dtokmteg, ['evikong AtgvBuvtéc, Yrodievbuvtég kabmg Kol 6 Agltovpyohc TOV TUNUATOV
Mapketivyk, [lodoemv kot Ztpatnykov [Ipoypappoaticpod entyelpnoemy TOV AGYOAOVVTIOL LE TNV TOPAY®YN N Kot TNV
eneEepyosio TPOIOVIOV YEOPYIKNG TPOEAEVLONC.

H AOMH TOY HPOT'PAMMATOX
To mpoypappa Tov glvar TPOKTIKNAG POCT TEPLAUPAVEL TOGO WOPLUATIKT OGO KOl EVOOETLYEPTGLOKT KATAPTION).

MEPOX A' IAPYMATIKH KATAPTIXH) 13/04-14/04/2010

H wpvopatikh katdption Oa etvar vnd popen Workshop kon Bo Aafet xdpa oe dVo nuéPes. ZKOTO £XEL VAL EVILEPMCEL TOVG
GUUUETEXOVTESG Y10 TO MG Agltovpyel N Ieppavikn ayopd oto BERATO EIGAYMYNG KOL AUVIKNG TOANONG, TPOPOANG Kat
TPOMONONG TPOPIL®V YEMPYIKNG TPOEAEVLONC.

MEPOX B’
(ENAOEIIXEIPHYXTAKH KATAPTIXH) 15/04-13/07/2010

O exntandentng Bo apiepaoel 7 mpeg o KAOE emyeipnon e ETIGKEYN TOV GTO YDPO NG EMXEIpNONG Yo eEetdicevpévn emi
TOMOV HEAETN Kot cLETNON TOV EPAPUOYDV TOL Ba TPETEL VoL AAPOVY YDPA GTI GUYKEKPLUEVT EMLXEIPT|ON.

AIAAYKAATA

>10 Tpoypappa Oa 010a&eL n EEvn eumelpoyvopovag Mrs. Janna Fortmann 1 onoia d100€tel gvpeia Ko moAvet
nelpa oto Bépata TPofoing Kot TPom®ONoNG aypodIATPOPIK®V TPOIOVT®V ot [eppavikny ayopd. Znpeudveton
011 10 TPOYpappa Ba dieEayBel otV AyyAKY| YADOGGO.

AIAPKFEIA KAI XOQOPOX AIEEATOQOI'HE
Awpkewo: 14 dpeg Idpopaticy Kotdption, 7 dpeg Evdoemyeipnowoxn Kotdption. To mpdypappa Bo diefoybel oto
Eevoooyeio Hilton Park oty Agvkomoia.

AIKAIOMA YYMMETOXHX

To mpodypappa Exel eykpifel amd v Apyn Avantoéng AvBpomivov Avvapkod cav tpdypappa {otikng onuacios. To
Kk00apd KOGTOC GUUUETOXNG OTO EMUOPPMOTIKO TPOYPULLLO (LETO amd TN GYETIKN EMYOPNYNON TS ApyNg cOLE®VA UE TO
Nopo Ilepi Anpociov Evioyboewv) eoptdtol amd S1649popovg Tapayovies OTmG ToV aplid TOV EPYOSOTOVUEV®V TNG
enmyeipnong mov Bo CLUUETACYOVY GTO TPOYPAULL, TO HEYEOOG TNG EMyElpNONG KAT.

HopoKkari® ONUEIDOGTE OTL GTIS TAEIGTES TEPMTAOGES TO KAOOPO KOGTOS ovppeToyfs eivar mOavoe va sivor kol
unodeviks. Ewwkd otig mepintooelg gkeiveg mov pkpopeosaio emyeipnon 0o ovppetéyer oto mpoéypappe pe 8o
TOVAAYLGTO O1EVOVVTIKG oTELEYN TOTE TO TOAVOTEPO EIVOL VA PNV £XEL OTOLOONTOTE OIKOVOULIKO KOGTOG EE01pOVEVOV
10V OIIA KoL TOV YEVRATOV.

[TpoKeITO TPAYLOTIKA Y10 LU0 AVETOAVEANTTN KOl OLKOVOULKG GURQEPOVGO EVKOLPIO TOL TPOGPEPETAL Yo avaPdOon
v Kumplakdv Enyeipiicenv a@od 10 Tpayratikd KOGTOC GUUUETOYNG oV OgV DINPYE 1 extyoprynon g Apync Ba ntov
TovAdyioto € 1995 kot TpoTpEmovtan OA0L OTMG TNV EKUETAAALELOOVY GTO EmaKPO.

HNIZTONOIHTIKO MMAPAKOAOY®GHXHY
To KEBE 6a gpodidoel 6A0vg Toug suppetéyovreg pe lictomomricod [Tapakoiovdnong.
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H mpaxtiki] gvomn Kot 0 TOTOC TOL TPOYPAUUATOS Eival GavepO 0TL BETOVY TEPLOPICUOVE GTOV aPlBUO TOV GUUUETOYOV (25
enmyelpnoeig) y avtd Oo yivovtar dektég atnoelg Kotd oepdv mpotepatdtnrag. Televtaio nuepounvio yio INADGCELG
ovppetoyng eivar n Hépmrn 08 Anpriiov 2010.

INo 7eprocoTepeg TAnpoPopicg 660v 0Qopd 10 KaBapo K66TOG GUUUETOYNS OG ETIGNG KON VL0 ONADGELS COUPETOYNS,
napokoreicde 6TmC emkovoveite pe Tov K. Xpicto Tavreré oto KEBE, tTnA. 22889840, ¢at: 22668630, T.K. 21455,
1509 Agvkmoia.

Mg extipnon,
Xpiotog Toavterég
v ['evicd Tpappatéa

/I'B

ZHM.: 1) O KaBopPITPAG TOU PEYEBOUG TWV HIKPWY, JECTIWY Kal MEYGAWY ETTIXEIPOLWY, BacieTal oTn ZUoTaon Tng EmTpotmg 2003/316/EK Tng 6™ Mdiou 2003 oxeTIKA
HE TOV OpPIOPS TWV TTOAU PIKPWY, TWV HIKPWVY Kal Twv peaaiwv etmixeiprioewy (BA. Emionun E@nuepida Tng Eupwraikng ‘Evwong L 124 tng 20/5/2003, a. 36). Ootg emiXeIpAoEIG
O¢ev IKAVOTTOIOUV TA KPITHPIA TTOU 0piel N ZUoTaOoN, BEwpouvTal HEYAAES ETTIXEIPATEIG. ZUVOTITIKA, Ol KATNYOPIEG PEYEBOUG TWV ETTIXEIPAOEWV Eival 0l aKOAOUBEG:

Katnyopio peyédovg Ap1Buog Etolog kVkArog epyaciadv Eto0g 6uvorukog
emyEipnong ATTOOXOAOUMEVWV (sxot. Evpo) 16000Y1ondg (skot. Evpd)
Meydin > 250 n (>50 Kal >43)
Meoaia <250 Kai (<50 ] <43)
Mukpri <50 Kal (<10 n <10)
MNa Tov éAeyxo Twv TTIo TTavw oToiXeiwv abpoidovTal Ta apIBPNTIKE dedopéva OAWY TwV CUVIEDEPEVIWV KOl OUVEPYAZOUEVWY ETTIXEIPAOEWY, OTIWG TTPOVOEI N Mo TTavw XUoTaan.
2) H emyopAynon Tou SIKAIWPATOG CUMMPETOXNG atré TNV Apxr divetal yia OAa Ta OTEAEXN  ETTIXEIPACEWV TTOU EWTTITITOUV OTNV KOTNYOPia OTNV oTToia

atreuBUveTal TO TTPOYPAPPA Kal GUPPWVA PE TOoV VOO Sev gival autoepyodoTolpevol i dnuodaiol uTTdAAnAol.
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Module 1 — Entering the German Food Retail Market
08:30 — 09:00 Registration
(0,30)
09:00 — 10:00 Introduction & Overview of Regional Food Retail Trends
(1,00) e  General food retail statistics and market structure
e  Identification of the most interesting target sectors for Cypriot companies
10:00 — 10:45 The Strategic Approach
(0,45) Initial outline of the most viable strategies for entering the German food market, specifically based
on the product range supplied participants
10:45-11:00 Corporate Review Session 1
(0,15) Each company will take 15 minutes to list their specific objectives for entering the German market
over the next 5 years. This will include an assessment of products, unit price, sales volumes,
general positioning and distribution channels.
11:00 - 11:15 Coffee Break
11:15-12:45 Overview of Wholesale and Retail Market Structure
(1,30) e  Review of wholesale and retail market channels and structure
e Key differences between small and major buyers
e Review of certification and regulations governing the German market and actual
certifications demanded by buyers
12:45-13:00 Corporate Review Session 2
0,15) Each company will take 15 minutes to prepare an initial outline of (a) their target regions, (b) their
potential distribution partners, and (c) an indicative list of promotional activities needed to gain
distributors. They will also complete a certification review to determine whether they comply with
formal and informal purchase requirements.
13:00 — 14:00 Lunch Break
14:00 — 15:15 Selling and Marketing to German B2B Customers
(1,15) e  Corporate Buyer Behaviour: from Hipp to Aldi
e  Marketing strategies and tools that work
e  Prices and margins; Purchase terms and conditions
e  Marketing materials; Exhibitions
15:15-15:30 Case Study 1: The ANUGA Exhibition
(0,15) This case study will highlight the ANUGA exhibition, one of the largest international fairs
dedicated towards food and drink in Germany. The objective of the case study is to present an
integrated vision of trade fair marketing and selling, taking into account activities required before,
during and after the exhibition. The Case Study will:
e  Provide a visitor profile of the event
e  Present options for exhibition costs and promotion
e Outline successful promotional strategies before, during and after the event
e  Review how to event customers and prospects to the event and assure successful contacts
e Relate these processes to the Cypriot opportunities
15:30 - 16:00 Corporate Review Session 3
(0,30) Each company will take 15 minutes to complete a B2B Partner Matrix that will evaluate their
suitability for working with key buyers in the German market. This will evaluate purchase
conditions, order lead time, prices, retail coverage and other factors, as well as provide a specific
list and timeline for exhibitions and events to attend.
16:00 — 16:15 Coffee Break
16:15-17:30 Profiles of Key German Buyers
1,15) e Who are they
e What they buy
e  How they buy
e Key success criteria
e  Factors determining the decision making process
e  Performance expectations and procedures for dealing with product defects, late orders or
other adverse events
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Module 2 — The German Market for Speciality Food Products

09:00 — 10:15
(1.15)

10:15 - 10:30
(0.15)

10:30 — 11:00
(0.30)

11:00 - 11:15
11:15 - 12:15
(1.00)

12:15 — 13:00
(0.45)

13:00 — 14:00
14:00 — 14:30
(0.30)

14:30 — 15:30
(1.00)

15:30 — 16:30
(1.00)

The Consumer Market for Cypriot and Mediterranean Foods

German tourism in Cyprus — diet & gastronomy

Which Cypriot products are well-known in Germany?

Cypriot products and positioning in the wider “ethnic” market

Germans love Mediterranean food — consumer trends

Overview of Mediterranean specialities available in Germany and how they are positioned

e Improving the presence of Cypriot companies in this niche

Case Study 2: The Hellenic Kerasma Programme

This session will provide an overview of the Kerasma programme, a public-private initiative led

by the Hellenic Export Promotion Organisation (HEPO) focussing on exports of Greek foods,

wines and ingredients. www.kerasma.gr. The objective of this case is to present the direct and

indirect means of promoting “healthy” and “ethnic” products, which is the strategic positioning of

kerasma. The case study will:

e  Present the outline, structure and activities of kerasma

e  Highlight successful events in various countries

e  Emphasize the importance of getting cooks, recipes and restaurants involved as a show-case
for products

e  Relate how Cypriot companies can follow a similar plan in Germany

Corporate Review Session 4

Each Company will take 30 minutes to outline the potential for promoting their products as

“Mediterranean” or “heritage” products. This includes indirect means of promotion, such as

cooking events, restaurant demonstrations, recipes, and other activities shown to be successful

through the Kerasma programme and other activities. The links between incoming German

tourism to Cyprus will be explored.

Coffee Break

The Consumer Market for Organic Food (ii)
Review of customer (B2B) and consumer (B2C) demographics
Outlet and product preferences
Consumer motivations and barriers
Certification and Control of Organic Food producers
Labels and Brands
Dedicated organic food channels, events and strategies
e  What advantages can Cypriot companies offer to German buyers?
Case Study 3: The Basic Group
Basic Group is Germany’s largest organic food retailer. The case study will examine its strategy,
operations and purchase terms, and evaluate each Cypriot supplier’s potential for working with
this company or organic retail groups. The case study will:
e  Present the structure, philosophy, strategy and operations of the Basic Group;
Present examples (photos) of store design, product packaging, prices, and general lay-out;
Outline the group’s procurement and quality standards
Relate this to the Cypriot group of participants

Lunch Break

Corporate Review Session 5

Each company will take 20 minutes to list the attributes of their product as it relates to (a) “pure’
organic production, i.e. no pesticides or additives, and (b) a general “natural” product. Is there
potential for growth in this market niche? What are the costs and benefits for Cypriot producers?
Marketing Action Planning

Key elements of a marketing action plan for Germany

Timeline of activities and key decisions required

Assuring proper translation of marketing literature and website

Selection of commercial partners

Budgeting and cost-benefit analysis of activities

Risk analysis

e  Cost-benefit analysis

Case Study 4: Developing Supplier Alliances

The costs of entering the German market are high and may be prohibitive for small suppliers. This
case study will ask participants to:

)
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e Outline a form of cooperation for small producers, who may be focussing on single products
(e.g. meat, dairy), or may have multiple, competing or complementary products
Determine the likely costs and benefits of such a cooperation
Determine the likely risks of such a cooperation, and what should be done to minimise these
risks
e  Explore how to receive additional support, e.g. from the Cyprus Ministry of Commerce and
Industry, the Cyprus Tourism Organi-sation, EU Structural Funds and other sources of
support.
16:30 — 16:45 Coffee Break
16:45-17:15 Revising Marketing and Sales Plans for Germany
(0.30) e  Re-setting / re-evaluating targets and objectives
e Identification of costs and benefits
e  Summary of risks and risk mitigation
e  Review of certification and language requirements
e  Review of procurement contracts, pricing and conditions
17:15-17:30 Discussion & Conclusions
(0.15)
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