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OEMA:
MNaoupT «eAAnvVikoU TUNOU>» o€ /M Kavada

- To yiaoUpTl XapakTnpileTal wc n TPopn TNG ENOHUEVNC deKAETIAC, HE aUEnon NWANCEWV
4% 10 2010, ¢pBavovTag 10 1,2 O8I doAdpia Kavada.

- Ano To 2000 n kat’ atopo katavalwaon yiaoupTioU otov Kavadd au&nbnke avw Tou
80%, @BdavovTtacg To 2010 Ta 8,28 AiTpa kat’ atoyo.

- 01 nwARoeig «eAAnVikoU TUNou» yiaoupTioU (KPEPUWOOUG UPNG, EVIOTE OTPAYYIOTO
/strained n pressed) oTic HMA £pBaocav and undevikeég o 15% Tng ayopdc, YEoa O€
Aiya xpovia. BA., evOeIkTIKA, To ouvnuuevo apBpo Tng Nielsen, Greek Yogurt: A Case
Study in how Consumers Redefine Value. Kai auTtd, evw n HEON TIMN TOU «EAANVIKOU
TUNOU» ylaoupTiou oTIG HMA €ival 121% uywnAOTEPN TOU W.0. TWV AOINWV YIAOUPTIWV.

- Xtov Kavadd, Tn peyaAuTtepn au&non kukAogopiac To 2010 napouciacav Ta yiaoupTid
Me CwvTavr) NpoBIoTIKn KAAAIEpyela, YE 1/3 TWV OUVOAIK®V NwARoewv. H avodog Tng
Katnyopiag auThAC¢ oQeiAeTal oTnv KatavaAwTikn ¢ntnon (consumer-driven), OI0TI
BonBouv Tnv newn, kai dev anodideTal otn diapruion.

- ZT1ov Kavada, n {ATnon yia «eAAnvikoU TUNou» yiaoUpTl odrynos TOUG KATAavVaAwTEG va
To avalnToUv PEOw 'IVTEPVET Ot MIKpoUG napaywyoUg n kair oTic HMA, aAAd kai
aAucidec onwg n Loblaws kar n COSTCO va To €l0ayouv To TEAEUTAio £€T0C oTa pagia
Toug (JE JIKN TOUC ETIKETA, I and KavadIKEC €TAIPEIEG NAapaywyng, onwg n Liberté, BA.
http://www.liberte.ca/en/grec-yogurt-products/index.sn , 11 n Skotidakis, 16iokTnoiag
opoyevoUc). Akodun nwAolvTal KIT yid KAT' OIKOV NApaokeur) «eAAnVikoU TUMou»
ylaoupTioU.

SNUEIMVOUPE OTI, ONWC Hag nAnpogopnoe 1o p. OEY Topdvto, unnp&av nePINTWOEIG
KATAvaAwT®V Mou gnikolvowvnoav Ue To pageio avalnTwvrtag onueia npoundesiag Tou
auBevTikoU €AAnvikoU yiaoupTioU, JIOTI n MoIOTNTA TWV ENITONIWG NApayoueEvVwV
«eAANVIKOU TUMOU» YIQOUPTIOV UCGTEPEI OUVNBWE TWV EAANVIKQOV.

- To yvwoTo «eAAnvikoU Tunou» yiaoUpTl pye 10% Ainapd nou XpnoldonoleiTal Kai yia
Mayeipikn eEakolouBei va eival napdv. 'Opwc n Loblaws kal GAAEG eTaipeieg napaywyng
npowBoulv To anaxo 0% «eAAnvikoU TUNOU» OTPAYYIOTO YIAOUPTI Aano anoBouTupwHEVO
yaAa pe dINAR MEPIEKTIKOTNTA O NPWTEIVEC 0 ouokeuaoia Twv 500 PA., aAAd kal Ta
«eAANVIKOU TUMouU» ylaoupTia PE YeUOEIC PppoUTWV, O OUOKEUAOIEC TwV 142 yp. Kal
500 vyp..

- H ouokeuacia kal ol dlapnuiceig Tou «eAANVIKOU TUNOU» yiaoupTioU NApangunouv oTnv
yaAakTokopIKn napadoon TnG EAAGdag

Enionuaivoupue akoun oTi:

- >Tov Kavada dev siodyetal yiaoupTl ano Tnv EAAGda, evw onopadikd KUKAOPOpoUV
MIKPEG NoooTNTEG GATE ano Tig HMA.

- Kavadikég aAuoideg /M, onwg n Loblaws, epnAouTifouv TNV ykKAPa TOUG ME TO
«gAANVIKOU TUNOU» yiaoUpT! J16TI, BAoEl TwV dIATPOPIKWV TACEWY, avaudevouv au&nan
TNC KATavaAwong Tou avaioyn AauThnc nou napaTnpeitar oTig HIA.

- Kavevog TUnou eAAnVIkO yiaoUpTi Ogv npooTtatevsTal wg MOM f MNrE ora nAaioia Tng
EE, oUTe oTov Kavada.


http://www.liberte.ca/en/grec-yogurt-products/index.sn

EAANVIKEC yaAakToBlounxavieg onwg n ®ACE, n Awdwvn, n ‘HNeipoc kai n MEBIAA,
£XOUV KATOXUPWOEl TIC EWNOPIKEC E€MNWVUMIEG Touc oTtov Kavadikdo Opyaviouo
MpooTaaciag MNveupaTikng IdiokTnoiag (CIPO).

AANEC €TaIpEiec napaywyng ylaoupTioU <«eAANVIKOU TUMOU®» MOU €XOUV KATOXUPWOEI
EUNOPIKN €nwVUMia i onua eival o1 Skotidakis (kavadikn, 1010KTNCIAC ohoyevoUc), N
Chobani (apepikavikn, pe €dpa Tnv noAiteia Tng N. Yopkng, 10lokTnoiac Hamdi
Ulukaya), n Liberté (kavadikr eTaipeia nou kKAToXUPWOE TO €PNOPIKO onua Liberté
Greek Yogourt Tov ®eBpoudpio 2011).

O Kavadac spapuodlel daoporoyikéc nooooTwoelg (Tariff Rates Quotas) ornv sicaywyn
ylaoupTioU, ONw¢ Kal TwV MNEPICOOTEPWV YAAAKTOKOMIK®WV. H gAeuBepn Oaouwv
nocooTwaoN, N onoia napapevel auetaBAnTn and 1o 1995 kai dev eival deOPEUNEVN YIa
oplopévn Xwpd, sival 332 Tovol, kaAuntetal 0 NnAApwG. MEpav auTnc TnG nocdTNTAC,
eniBaAAovTtal daopoi. MNa nepIooOTEPEC NANPOPOPIEC:

http://www.international.gc.ca/controls-controles/prod/agri/dairy-laitiers/notices-
avis/771.aspx?lang=eng : TRQ yiaoupTioU yia To 2011

http://www.international.gc.ca/controls-controles/prod/agri/dairy-laitiers/yogurt-11-
yoghourt.aspx?lang=eng : TRQ yiaoupTioU - adeiouxol yia 1o 2011

http://dairyinfo.gc.ca/index_e.php?s1=dff-fcil&s2=imp-exp&page=imp_CY_YTD :
NANPwWoN dACHOAOYIKWV MOCOOTWOEWY YAAAKTOKOMIK®WV, AnpiAiog 2011

H kaAn napoucia kalr Kupiwg ol €§alpeTikd OUVAMIKEG MPOONTIKEG TOU <«EAANVIKOU
TUNOU>» yiaoupTioU aTtov Kavadd pnopei va anoteAéoouv BAaaon yia eAANVIKEC EEAYWYEC,
ME éu@aon oTo MpaypaTikd, AubBevTikd EAANVIKO MaolpT (§enepvwvTag TNV anaitnon
dlapnuIoNnG Kal Napda Tn Yn KatoXUpwan ovouaciov).

Ta xapakTnpioTikd nou oupPadifouv e TIC oUYXPOVEG JIATPOPIKEG TAOEIC oTov Kavadd
gival: anaxo 0% Ainapd / kpepwdeg / xwpic faxapn 1 dAAa yAukavTikd / uwnAng
NEPIEKTIKOTNTAC O NPpwTEiveg, 18 yp. ava pepida 175 yp., kal aoBEaTio / napadoaoiakn)
eAANVIKR PEBodoC oTpdyyiong / e npofioTikn lwvTavh KaAAlépyela /  Xwpig
ouvTNPENTIKA, XWPIG NNKTIVN, XwPig eAaTivn.

H xprion BioAoylkoU YAAGKTOC yid TNV NAPACKEUn HMOPEI €niong va eival BeTikodG
napdyovTag yia Tnv npowdnon 101aiTEPA O OIKOYEVEIEG ME NAIdIA, OTOUC KATAVAAWTEC
nou npoTigoUV Ta BIOAOYIKA MPOioVTA KAl OTOUG MNEAATEG TWV KATACOTNUATWV UYIEIVAG
d1aTpOPNG.

>koOniun n YEpIPva yia KuBosidr) ouokeuaaoia avTi TNG KUAIVOPIKNG, HE OUVTAYEG.

To anaxo auBevTikO eAANVIKO yIaoUpTI, NEPAV TWV UYIEIVOV IDIOTATWV TOU, WMopei va
npowOnBei WG NOAUPOPPIKO CUOTATIKO Yia VTPECIVYK oaAdTac n yia tlatdiki (nou
nwAeiTal oe 6Aa Ta kavadikd XM) kal dAAa napaokeudopaTtd, wc €mdopnio paldi Je
EANNVIKO PEAI ) EAANVIKA oUKa K.d..

SUppwva pe apbpo Tou kavadikoU kAadikoU evrtunou Canadian Grocer, nou
EMICUVANTETAI, 0l KAAUTEPEG CUUBOUALG yia TV NWANCN Tou yiaoupTioU €ival:

Top 4 Merchandising Tips

1. Use signage to remind shoppers that dairy products are an excellent source of
calcium, protein and vitamin D.

2. Shoppers decide which yogurt to buy after only two seconds standing in front of
the shelf, says Danone’s Anne-Julie Maltais. So clearly identify product benefits such
as gut health, high protein, low-fat and organic.

3. Use end-cap coolers to build cross-merchandising displays that feature breakfast
foods and healthy snack options.

4. Not everyone is familiar with Greek yogurt. Offer recipe ideas to introduce the
product to consumers.



http://www.international.gc.ca/controls-controles/prod/agri/dairy-laitiers/notices-avis/771.aspx?lang=eng
http://www.international.gc.ca/controls-controles/prod/agri/dairy-laitiers/notices-avis/771.aspx?lang=eng
http://www.international.gc.ca/controls-controles/prod/agri/dairy-laitiers/yogurt-11-yoghourt.aspx?lang=eng
http://www.international.gc.ca/controls-controles/prod/agri/dairy-laitiers/yogurt-11-yoghourt.aspx?lang=eng
http://dairyinfo.gc.ca/index_e.php?s1=dff-fcil&s2=imp-exp&page=imp_CY_YTD

AkOun evdlapEépov Ba pnopoloav va napoucialouv Kal cuvagr napadociakd npoiovTa,
ONwG To NPOBEeIo yiaoupTl, To oEUyaAa (Ikavr annxnon Tou Kepip aTtov Kavada), r To NOnM
yaAoTupl (napopola npoiovTa o TUNo sour cream 1 dips €xouv a&idAoyn napouaia).

H MpoioTapevn

M. ZouacionouAou
>UuBouiog O.E.Y. B’

AkoAouBouv: 2 apBpa Tou Kavadikou kAadikou evrunou Canadian Grocer
ApBpPo TNC auepIKavikng eraipeiac epeuvwv ayopdc Nielsen
dwTOYPAPIEC CUCKEUATIWV
2TaTioTIKA OTOIXEIa

SXETIKOI OUVOETOI:

http://www.liberte.ca/en/organic-grec-yogurt-products/index.sn#fyt 18 : dia@nuion Taipeiag
Liberté yia «eAAnvikou Tunou» 0% yiaoUpTi

http://www.youtube.com/watch?feature=player embedded&v=3uw9nggq9zow : npow6nTiko BivTeo
yia «eAAnvikou Tunou» 0% yiaoUpTi eTaipeiac Liberté

http://www.cipo.ic.gc.ca/app/opic-
cipo/trdmrks/srch/vwTrdmrk.do;jsessionid=0001YMwT5TPmjPZcxG8EegGBuy1:1S2HUBOH50?lang =
eng&status=_&fileNumber=1515384&extension=0&startingDocumentIindexOnPage=41 : Katoxupwaon
ovouaoiac Liberté Greek Yogourt

http://www.skotidakis.com/yogurt.htm

http://www.youtube.com/watch?v=ShRASnkd204 : BivTeo ano npowbnTiKn EKOTPATEIA YIa TO
«eAAnvikoU TUnou» yiaoupTi TnG Loblaws (®ePp. 2011)

http://wnyt.com/printStory.cfm?id=2158385 : ApBpo yia Tn dpaocTnpiotnTa 1n¢ ®ArE kai 1o
eAAnvikou Tunou yiaoupTi oTig HIA
http://blog.nielsen.com/nielsenwire/consumer/qgreek-yogqurt-a-case-study-in-how-consumers-
redefine-value : ApBpo sraipeiac Nielsen e TiTAo Greek Yogurt: A Case Study in how Consumers
Redefine Value



http://www.liberte.ca/en/organic-grec-yogurt-products/index.sn#fyt_18
http://www.youtube.com/watch?feature=player_embedded&v=3uw9ngq9zow
http://www.cipo.ic.gc.ca/app/opic-cipo/trdmrks/srch/vwTrdmrk.do;jsessionid=0001YMwT5TPmjPZcxG8EegGBuy1:1S2HUBOH5O?lang=eng&status=&fileNumber=1515384&extension=0&startingDocumentIndexOnPage=41
http://www.cipo.ic.gc.ca/app/opic-cipo/trdmrks/srch/vwTrdmrk.do;jsessionid=0001YMwT5TPmjPZcxG8EegGBuy1:1S2HUBOH5O?lang=eng&status=&fileNumber=1515384&extension=0&startingDocumentIndexOnPage=41
http://www.cipo.ic.gc.ca/app/opic-cipo/trdmrks/srch/vwTrdmrk.do;jsessionid=0001YMwT5TPmjPZcxG8EegGBuy1:1S2HUBOH5O?lang=eng&status=&fileNumber=1515384&extension=0&startingDocumentIndexOnPage=41
http://www.skotidakis.com/yogurt.htm
http://www.youtube.com/watch?v=ShRASnkd2O4
http://wnyt.com/printStory.cfm?id=2158385
http://blog.nielsen.com/nielsenwire/consumer/greek-yogurt-a-case-study-in-how-consumers-redefine-value
http://blog.nielsen.com/nielsenwire/consumer/greek-yogurt-a-case-study-in-how-consumers-redefine-value
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by Rob Gerlsbeck | February 21, 2011
Loblaw is changing its yogurt merchandising to focus on styles and benefits. And it is putting a huge sales
push on Greek yogurt, a thicker, creamier style of yogurt that has proven a surprising hit with consumers.

Greek-style yogurt has gone from essentially zero market share to 15% of all yogurt sales in the United
States. Yet in Canada there are few manufacturers producing it, says Loblaw’s vice-president of grocery,
Claudio Gemmiti.

By adding it to the PC lineup, Loblaw hopes to give Greek yogurt a national presence and perhaps
replicate the sales growth of south of the border.

PC Greek yogurt is sold in 142-gram single-serving containers in strawberry, peach and passion fruit, as
well as in 500-gram tubs in a plain flavour. The larger container is in part targeted at consumers who use
greek yogurt as a substitute for milk, cream or butter when cooking.

Unlike regular yogurt, the whey is drained away from Greek yogurt during manufacturing. Loblaw says its
line is fat-free and contains twice the protein of regular yogurt.

Loblaw is promoting PC Greek Yogurt in the company’s Insider’s Report and through TV ads featuring the
company’s now familiar pitchman, Galen Weston Jr. In one ad Weston appears at Toronto’s Union Station,
lobbing containers of the yogurt to commuters as they pass by.

Meanwhile, Loblaw is remerchandising the yogurt sections of its stores to make them easier to shop.

The sections, from four-feet up to more than 16-feet, depending on the size of the store, will be broken
into five areas: kids yogurt; traditional; plain; light and diet; active health (those that contain probiotics,
for instance) and organic. Bright signs (above in photo) denote each section-all under the heading “your
yogurt, your style.”

Gemmiti said Loblaw officials came up with the merchandising idea after touring grocery stores in France.

The new merchandising system has been installed in only some Loblaw stores so far but will be rolled out
to both corporate and franchise stores in coming months.

Gemmiti specualted that a similar signage system could be used in other categories where there are
multiple products containing a diverse number of functions and benefits. “It's not something we’ve done
yet, but we're been looking at it.”

In addition to Greek yogurt, Loblaw is adding three other PC yogurt products: a Blue Menu yogurt
smoothie in strawberry, mixed berry and mango; a PC yogurt drink with Howaru-brand probiotics and
Inulin in strawberry and strawberry-banana; and a PC 3% plain yogurt.

© Rogers Publishing Ltd.



Yogurt Report: Get me to the Greek

Yogurt, the food of the decade, seems to have another big hit on its hands
Sonya Felix | June 15, 2011

Brad McMullen isn’t surprised when customers drive from across the city to check out his store’s dairy
case. That's because Summerhill Market, a small grocery store located in Toronto’s Summerhill
neighbourhood, carries an array of brands and products not easily found elsewhere.

Take Greek yogurt, for example. This traditional Mediterranean product has developed a strong following
over the last few years and there are now dozens of Facebook pages where fans extol its glories. In the
U.S., Greek yogurt has gone from essentially zero market share to 15% in just a few years. With few
companies making the product in Canada, shoppers headed online to find places to buy Greek yogurt. One
store that came up in their searches was Summerhill Market.

“We decided to source and stock Greek yogurt in the first place because we pay close attention to food
trends and we’d heard about how great it was,” says McMullen, the store’s general manager. “We like to
be in a position where we are leading a trend rather than responding to one, so we went out of our way to
learn more about it.”

Yogurt growth remains steady, up 4% over the past year

At Summerhill, Greek yogurt has become so popular that it’s starting to outsell conventional yogurt. More
stores are starting to stock up as well. In February, Loblaw launched its own President’s Choice lineup of
Greek yogurt.

Loblaw’s vice-president of grocery, Claudio Gemmiti, points to Greek yogurt’s benefits. It's no-fat but
doesn’t have the runny, thin texture of zero-fat yogurts. I think our PC line is what yogurt should be like,”
he adds. Plus, it can be used in cooking. By adding it to the PC lineup, Loblaw hopes to give Greek yogurt
a national presence and perhaps replicate the sales growth found south of the border.

Demand for Greek yogurt is also strong at Nester’s Market in Squamish, B.C. The 20,000-sqg.-ft. store
carries four brands. But the store manager, Sean Daly, has noticed other significant trends in the yogurt
category. “A customer asked us to bring in 1.5-litre sizes of plain yogurt and at first I

wondered how would we ever sell it,” he says. "But the bulk sizes have been going fast.” Consumers are
also looking for more active culture yogurts and the store offers cultures and starter kits so that people
can make their own yogurt.

Yogurts: What’s the difference?
* Greek

This yogurt has a thick texture that’s made by removing some of the water. Greek yogurt is high in
calcium and has twice the protein of regular yogurt.

* Kefir




Creamy with a tart and refreshing flavour. It’s made by mixing milk with grains containing a mix of
bacteria and yeast.

* Skyr

Skyr is similar to strained yogurt and has a slightly sour dairy flavour with a hint of sweetness. It’s
traditionally consumed with porridge, but can also be mixed with jam or fruit for dessert.

But these trends are tiny niches compared to the yogurt category as a whole. For the year ending Jan.
11, 2011, total category dollar sales grew 4%, to just over $1.2 billion. Unit volume also climbed 4%,
according to Nielsen figures.

The active segment—touted to improve digestion—shows the strongest growth and holds one-third of the
market, says Anne-Julie Maltais at Danone, maker of such yogurt brands as Danino, DanActive, Activia,
Silhouette and Danissimo. “If you combine DanActive and Activia, together they are worth $300 million,”
she says. “This is healthy growth because it is driven by consumer demand rather than promotions.”

The main challenges grocers face when selling yogurt are trying to find space for new products and fitting
diffierent sizes of packaging on the shelves. “Our butter and margarine sales have declined so we’ve been
able to steal some space from there,” says Daly. "But we do the best we can with the package sizes.
Trying to _ t round packaging on square shelves is a common problem in grocery.”

Other grocers are redesigning their sections to make them easier to shop. A few months ago Loblaw
began to break its yogurt aisle into five areas: kids’ yogurt; traditional; plain; light and diet; active health
(those that contain probiotics, for instance) and organic. Bright signs denote each section under the
heading “your yogurt, your style.”

The good news, however, is that it doesn’t take much effort to sell yogurt, says Daly. "We seem to have
growth no matter what we do in store.”

© Rogers Publishing Ltd.



Greek Yogurt: A Case Study in how Consumers Redefine Value

As U.S. consumers cope with the third year of an economic downturn, which can now be best described
as a jobless recovery, an interesting trend has emerged. Consumers have re-calibrated spending and
redefined the traditional norms of value. During the recession, value was about consumers trading
down and making sacrifices. Today, it is increasingly about consumers weighing not only the costs of
goods, but the multitude of benefits they offer as well. A great example is the dynamic that has
occurred within the yogurt category. Despite the 121% higher average equivalized price of Greek
yogurt compared to non-Greek yogurt, sales continue to sky rocket. Over the past 52 weeks ending
October 2, 2010, Greek yogurt dollar and unit sales are up 160% and 203% respectively, while non-
Greek yogurt dollar and unit sales are up 3% and 1%. Clearly, the consumer is making a statement
with their wallet, and according to buzz data, benefits beyond price are driving factors.

Buzz about Greek yogurt suggests something of a triple threat. The category appeals to consumers to
satisfy three core needs: health, convenience and taste. In online conversations, consumers focus more
on the health benefits (using attributes like “fresh” and “better”) and the rich and creamy texture.
Dieters, health seekers and athletes recommend eating Greek yogurt across all meal occasions —
particularly as a satisfying on-the-go or evening snack. Underscoring its multifaceted appeal, cooks
claim to opt for Greek yogurt as a more nutritious base for homemade salad dressings and mayonnaise.
Remarkably, apart from a relatively small subset of total category buzz related to deals and coupons,
most of the conversation deals not with price but instead with the benefits of Greek yogurt.

Consumers Buzzing About Greek Yogurt: Online and In-store

X/

Unit Sales Volume
Consumer Buzz Volume

zZng

Unit Volume

Source: The Mielsen Company

Total LS. - Food/DrugiMass including Walmart; 45 Weeks Ending 02/28/09-10/02/10 Buzz Metrics 02/01/05-05730/10

As consumers continue to redefine value and repair their balance sheets, retailers and manufacturers
can look to solutions that drive sales beyond price alone. Connecting with consumers’ “need states”
requires a critical review to determine the factors driving behavior. In the case of Greek yogurt sales,
the healthy benefits of the more expensive variety justify the higher cost in the minds of consumers.
And while controlled spending in the tough economy is the new norm, there are some things that
consumers will not sacrifice at any price — and health is likely one of them.
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Kavadikég e10aymWyEG yiaoupTioU uno dacgHoAoyikn nocooTtwon (TRQ)

Calendar Year - 2011 (January - April)

Imports Under TRQ

Yogu Statistics

rt

Canada

DFAIT (1)

HS Code / Product Description

0403.10.10.1 Yogourt,concentrated or

0 n,sweetened or n,flav or contg
fruit/cocoa,w/a,cert orgn

0403.10.10.2Yogourt,concentrated or

0 n,sweetened or n,flav/contg
fruit/cocoa,w/a,n cert orgn

0403.10.20.1 Yogourt,concentrated or n,sweet or

0 n,flav or contg fruit/cocoa,0/a, cert
orgn

0403.10.20.2 Yogourt,concentrated / not,sweetene

0 d/not, flav/cntg fruit/cocoa,0/an
cert orgn

Total Yogurt (Statistics Canada)

Within Access Commitment

Over Access Commitment

DFAIT Global Dairy Imports Under Permit
DFAIT Dairy Imports for Re-Export (IREP)
Total Yogurt (DFAIT)

2011Apri
1

TRQKg

332,000

2011January -
April
Kg $
38,424 85,987
136,585 516,538
276 594
4964 16,505
180,249 = 619,624
175,009 602,525
5240 17,099
134,668
18,734 X
153,402 -

2010January -

Kg

27,107

143,035

12,627

182,769
170,142
12,627
144,658
19,958
164,616

April

83,169

477,301

51,707

612,177
560,470
51,707

Variation % (+/-

Kg

41.7%

-4.5%

-60.7%

-1.4%
2.9%
-58.5%
-6.9%
-6.1%
-6.8%

)2011/2010

3.4%

8.2%

-68.1%

1.2%
7.5%
-66.9%

2010

Kg

115,050

3,727,802

12

20,986

3,863,850
3,842,852
20,998
3,841,778
39,916
3,881,694

304,360

5,630,771

26

78,709

6,013,866
5,935,131
78,735



