s

CIES Future Leaders CONGRESS 2008
5th_ 7th October 2008
WASHINGTON D.C., USA

WINNING

Insights from a fiercely competitive environment



CIES — The Food Business Forum

CIES — A TRUE FORUM FOR DISCUSSION AND DEBATE

www.ciesflp.com

Executive Summary — CIES Future Leaders Congress 2008 1



CIES — The Food Business Forum

Table of Contents

CIES Future Leaders Programme Mission Statement & What is CIES ? 3
CIES Future Leaders Programme Committee 4
Conference Soundbites 5
Strategic Session 6
Operational Session 15
- Store Tour Programme 16
- Plenary Discussion Feedback 17
- Winning Strategies 18
Leadership Session 35
Networking at the CIES Future Leaders Congress 2008 39
Sponsors at the CIES Future Leaders Congress 2008 41
Experience the CIES Future Leaders Programme 42
CIES Calendar 43
Mark you Diary 45

Executive Summary — CIES Future Leaders Congress 2008 2



CIES — The Food Business Forum

THE CIES Future Leaders Programme
MISSION STATEMENT

The Mission Statement of the CIES Future Leaders Programme is to provide the structure for
potential senior managers in the food business to gain knowledge from shared experiences. The
programme is designed for future leaders who are considered by their companies to have the
potential to become part of senior management.

The Future Leaders Programme consists of:

1. An Annual Congress held in Autumn concentrating on general management and
operational issues involving interactive debates, delegates’ participation and presentations.
The 2008 Annual Congress will take place in Washington D.C.

2. A strategic "Breakthrough" Module usually each Spring exclusively for Committee
members.

3. Studies on key industry issues run on member companies for the member companies’ benefit.
www.ciesflp.com

WHAT IS CIES -THE FOOD BUSINESS FORUM?

CIES - The Food Business Forum is the only independent global food business network. It brings
together the CEOs and senior management of around 400 retailer and manufacturer members of all
sizes, across 150 countries.

CIES has been growing with the food business for 55 years. It provides a real global platform for
thought leadership, debate and networking between retailers and their partners. Its strength lies in
the privileged access it offers to the key players in the sector and the sharing of best practice at the
highest level. It has a mandate from its members to develop common positions on key strategic and
practical issues affecting the food business.

CIES Mission is to:

- provide a platform for knowledge-exchange, thought-leadership and networking

- facilitate the development of positions and tools on key strategic and practical issues affecting the
food business.

CIES Products include international management programmes, newsletters and studies as well as
tailor-made member services. Each programme is headed by a retailer-led committee or a task force
whose role is to identify top-of-mind issues. Current programmes are The World Food Business
Summit, Future Leaders, Marketing, IT, Supply Chain, Food Safety & The Global Social Compliance
Programme.

www.ciesnet.com
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CIES Future Leaders Committee

The CIES Future Leaders Programme is created by the members of the Future Leaders Committee
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The Continuity Company Plickni Zay

changing customer behaviour « increasing sales

= Chairman: Richard Flint, Managing Director-Greece & Associated Territories, Marks & Spencer
PLC.

= Georg Bruch, Geschaftsfiihrer Vertrieb, Globus, Russia

= Jerry Fleeman, VP, Retail Operations, Atlantic Division, Food Lion LLC, USA

= Johannes Gutberlet, Leitung Herzberger Vertrieb, Herzberger Backerei GmbH, Germany

= Paul Havinga, Format Manager Albert Heijn Convenience Stores, Albert Heijn BV, The Netherlands

= Rhoda Lane O’Kelly, VP Strategic Management Programmes, CIES — The Food Business Forum

= Alain Patoux, Training Director, Carrefour, France

= Alfonso Saiz Aranda, International Account Director, Global Customer & Commercial Leadership,
Coca-Cola Entreprise, France

= David Ringer, Head - Group Product Development, The Continuity Company, United Kingdom

= Thomas Storck, Mitglied des Vorstands, Kaufhof Warenhaus Germany

= Guy Tiebackx, Managing Director, Siko, '
Germany

= Jarret Van Vuuren, Corporate General
Manager, Pick ‘n Pay, South Africa

= Tobias Wasmuht, International Marketing
Manager, Spar International, The Netherlands

= Johan Wiklund, Project Director Business,
ICA AB, Sweden

= Giuseppe Zuliani, Private Label Director,
Conad — Consorzio Nazionale Dettaglianti,
Italy
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Winning Soundbites

v' “If you as a leader are not always challenging the current reality, you will never have a place from
which change can happen.”
Richard Anicetti, President & Chief Executive Officer, Food Lion LLC.

v" “The unraveling of civilizations begins with food.”
Lester Brown, Founder & President, Earth Policy Institute

v “If you’re not passionate about what you do, then it’s time to move, because people feel it.”
Kevin Havelock, Group Vice President and President Unilever USA & Greater Caribbean, Unilever

v" “No consultants — | tell you, the talent is within.”
Ray Stewart, Retired Executive Vice President & Honarary Board Director, Hy-Vee, Inc.

v" “When an industry is in change you can get a fast route to the top.”
Professor Peter Cappelli, Professor of Management, Director — Centre for Human Resources,
Editor — Academy of Management Perspectives, The Wharton School

v' “What you’re doing to keep your format fresh has got to be one of your main concerns.”
Paul Gormley, Principal, McKinsey & Company Working

in!
v “Are you using your authority as a leader to make things better?” to win :

Donald R. Knauss, Chairman & Chief Executive Officer, The Clorox Company O

v “Customers don’t get stolen, they walk!” o
Matthew Keylock, Senior Vice President, Client Solutions, dunnhumby USA

v" “I've watched thousands of hours of sports programming sponsored by tyre manufacturers and
never lifted a finger. But an electronic voice in an automobile computer tells me | need new tyres
and I'll kill a Saturday and drop a thousand dollars.”

Ted Leonsis, Vice Chairman Emeritus AOL & Chairman, Revolution Money

v" “We can pay slotting fees, but does it meet a consumer need?”
Bob McDonald, Chief Operating Officer, The Procter & Gamble Company

v “If the last week (on the stock markets) didn’t convince you of how interconnected we are then
nothing will.”
Michael Sansolo, MorningNewsBeat.com

v' “The US is essentially a debtor nation, relying on China to fund our excess.”
Ira Kalish, Director of Global Economics and Consumer Business, Deloitte Research USA

v" “It's not the winning, it’s the taking part that counts.”
Richard Flint, Managing Director — Greece & Associated Territories, Marks & Spencer PLC.
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Sunday 5th October 2008 - STRATEGIC SESSION

Welcome to the CIES Future Leaders Congress
Richard Flint, Managing Director — Greece and Associated Territories, Marks & Spencer PLC &

Chairman, CIES Future Leaders Committee

The CIES Future Leaders programme prides
itself on offering real experience. Over the
next three days, 145 delegates from 31
countries will have the chance to:

O Gain knowledge from shared
experience

O Network with other young managers
from the food retail business

O Attend strategic, operational and leadership sessions

Introduction by session moderator

Michael Sansolo, MorningNewsBeat.com

The food industry was now forced to address unexpected events that
have imposed themselves on already full agendas, such as the extent
of the current economic crisis. “If the last week didn’t convince you of
how interconnected we are then nothing will. If Wall Street gets a cold
it causes pneumonia in other parts of the world.” Among the pressing
concerns thrown up by circumstance are:

O The economy: not since 1972 have we seen such a confluence
of issues

U Food prices: they highlight the conflict between unsustainable
coal-fired energy and renewable biofuel energy

U Consumer price mania: with prices up and the stock markets
down, consumers are pessimistic about the future

L Health & wellness: people connect how they eat with how they feel

O Anger from younger generations about the environment: what can one generation learn
from another?

O Demographic bubbles are about to pop: when Boomers retire, what will happen to that
knowledge?

Executive Summary — CIES Future Leaders Congress 2008 6
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Winning - Insights from a fiercely competitive environment

Winning in a troubling environment
How the food business will triumph over a weak economy

Ira Kalish, Director of Global Economics and Consumer Business, Deloitte USA

HOUSING MARKET IMPLODES

The US is essentially a debtor nation, Ira Kalish observed, living beyond
its means and depending on surplus nation China to “fund our excess”.
China kept its currency undervalued to keep exports cheap and flooded
the US with liquidity. This liquidity fuelled a property boom in the US.
The so-called “subprime” crisis has its root in the high-risk mortgages
sold enthusiastically to low-income Americans during this boom. Low-
income mortgage buyers carry a high risk of default, but banks
compensated by setting high interest rates. The high return made it
easy for banks to sell the risky debt onto other lenders as asset-backed
securities, the asset being the property. The housing bubble burst when
interest rates rose to curb inflation. Low-income homeowners could no

longer afford their repayments but could not sell their property either, as the housing market was
declining. They therefore defaulted and banks lost capital. The securities sold on the secondary
market became “toxic”, as banks that lost money via such securities in turn defaulted on repayments
of debt to other banks.

THE CREDIT CRUNCH

Since banks had no visibility on which other banks were exposed to subprime losses, they all became
wary of lending to each other. In turn, worried investors withdrew their money from financial
institutions, making them “sicker”, and a vicious cycle began, ultimately bringing about the demise of
some well known banks such as Lehman.

IMPACT ON RETAIL

As house prices rose, increases in consumer spending had been fuelled by homeowners cashing out
equity in their property. As prices fell, such spending slowed. Therefore US retail spending has
stopped growing. Overall we can expect a shift toward eating at home, a shift toward price-oriented
retailers and slower growth in non-food. The UK too is particularly at risk of a subprime crisis, while
the country carries more consumer debt than US, fuelling economic pessimism as credit becomes
more expensive and harder to secure.

Appropriate responses from the food business include:
O Keeping supply chain costs in check
O Focusing on value proposition
O Differentiation, to avoid commoditization of the low-price model

O Brand building
Executive Summary — CIES Future Leaders Congress 2008 7
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GLOBAL ECONOMIC OUTLOOK

 Turmoil until all toxic securities are written off
U Massive increase in state control of finance

U The $700 million US government bailout will be effective in writing off toxic debt but only if
banks are also recapitalized will there be enough surplus liquidity to reactivate the mortgage
market

O Central banks may keep interest rates high to curb inflation: therefore rich countries may
face a slow recovery

In the Eurozone, the strong euro has hurt exports; in consequence Europe faces recession

However: US exports rising; Chinese exports slowing, equalizing global imbalance

Winning customers

Understanding behaviour and anticipating trends to win and
retain customers

The retailer view
Richard Anicetti, President & Chief Executive Officer, Food Lion
LLC.

“There really isn’t another community in the US that needs
another supermarket,” admitted Rick Anicetti. And since
traditional grocery is currently in decline in the US (trips were
down 5% in 2007, while supercentres and dollar stores gained or
maintained their levels), why do we continue to build
supermarkets? The answer is that each retailer thinks it can do it
better than the others. Therefore, “differentiation still wins and
will always win”. The question is how?

O Segmentation: by 2050, Hispanics will make up one third
of US citizens.

Food Lion used CRM data to identify eight mutually exclusive consumer groups. It found that, while
all groups visited all stores, certain stores grouped together specific clusters. The retailer then
segmented its offer to target specific clusters, finishing with three distinct retail banners. Bloom
catered for more upmarket clusters, Food Lion took the middle road, while Bottom Dollar focused on
low price.

O Personalisation: “Me” will become increasingly important. Consumers want to be noticed.

Food Lion’s customer modeling exercise enabled the retailer to “notice” consumers in its stores and
cater specifically to them. Knowing how to “differentiate more”, however, is a question of
leadership. “If you as a leader are not always challenging the current reality, you will never have a
place from which change can happen.”

Executive Summary — CIES Future Leaders Congress 2008 8
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Richard Anicetti’s recipe for winning

O Lead from your values

Teach: simplify

O 0O 0O 0O O

The manufacturer view

Challenge the current reality

Build a team: your most important priority

Build context: a leader’s most significant body of work

Advocate for the whole: be a leader, not a role

Bob McDonald, Chief Operator Officer, Procter & Gamble

We are living in VUCA times: Volatile, Uncertain, Complex and
Ambigious. The speed of change is accelerating and relentless:
more information is added to the internet in one week than was
available from prehistoric times to the nineteenth century.
Consumers are more demanding and harder to reach. They have
higher standards for value and a growing interest in
sustainability and social responsibility. Indeed, all partners in the
“value chain” expect more value. Costs are higher and less
predictable; industry consolidation is inevitable.

Overall, the industry needs to move towards collaboration and
joint value creation, leading to a stronger flow of innovation,
better shelf availability and more relevant in-store marketing.
Leaders must provide vision and opportunities for the

individuals and the organization to grow. We need to embrace change: the best way to predict the

future is to invent it.

CALLTO ACTION

U Work as partners not adversaries
“We can pay slotting fees, but does it meet a consumer need?”

1 Share information

“70% of orders in this country are incorrect.” Run factories based on retailers’ POS data

U Redesign the 2016 value chain
Focus on the consumer: retail buyers are rewarded for increasing margin, not for delighting

the consumer

U Develop new ways of working together
Sustainability, integrated supply chain

Executive Summary — CIES Future Leaders Congress 2008 9
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The global foodservice retailer’s view

Karen King, East Division President, McDonalds USA

At the start of the 21" century, McDonalds had been blown off course, relying exclusively on adding
new restaurants for growth. Stocks had peaked in 1999 and began to fall sharply from 2000 onward.
To reverse the trend, the company developed the “Plan to Win”, a better not bigger strategy, which

“_ n

focused on five “p”s:
O People: do we have the right people?

O Product: is this what consumers want to eat?
Variety and balance. Decrease in carbonated drinks

O Place: do our restaurants need updating?
Quality, service, cleanliness

O Price: is McDonald’s good value?
Dollar menus developed

U Promotion: the company refocused on its core
McDonalds brand
Marketing targeted to relevant consumer groups

When franchisees rebelled at the “I’'m Lovin’ it” campaign, King said: “Great, because you’re not the
target audience”. It was part of a re-imaging process that changed perceptions of what McDonald’s
food was made of. Today, sales growth comes from comparable store sales and McDonald’s stock
has steadily risen from its low of $15 a share in 2002 to around $60 a share in 2008. Overall, Karen
described McDonald’s today as “recession resilient”. People don’t need to buy cars but they need to
eat and McDonald’s is right there for them.

Winning relationships

Winning with customers
Matthew Keylock, Senior Vice President, Client Solutions, dunnhumby USA

Customers don’t get stolen, they walk!
Today’s customer has more
information and more choices than
ever and exercising those choices gets
ever easier and quicker. The balance
of power is shifting away from CPG
brand owners to retailers and
consumers, while the media is
fragmenting. What was essentially a

10
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push model in the ‘80s, as CPG pushed brands onto consumers via retailers and the media, has
changed fundamentally: consumers are pushing back, making demands and using an ever growing
assortment of media to make their point, while retailers have grown in size and power. The
industry’s attitude to consumers is also changing, moving away from marketing to an “average”
consumer to segmenting consumer types. Using segments, it is even possible to understand each
customer at an individual level, tailoring promotional activity, such as coupons, to the customer’s
actual buying patterns. Loyalty cards, in effect, enable retailers to be loyal to customers: the data
affords retailers insights into:

O Values and loyalty
O Lifestyles
U Attitudes
U Lifestages
U Missions

Customer insight drives better relationship management, which in turn drives better business
decisions. The net result is long term customer loyalty, bringing same store sales and margin growth,
along with increased market share.

Retailer and Manufacturer relationships

From insights to execution: winning through collaboration
Donald R. Knauss, Chairman & Chief Executive Officer, The Clorox Company

The consumer should be the starting point. Do your products
meet consumer needs and are you communicating effectively to
consumers (a) before purchase, (b) at the point of sale and (c)
after the sale? Assuming pre-purchase communication is
effective and the consumer is predisposed to buy, strong retail
activation is necessary in order to excite in the category. Post
purchase communication drives consumer “delight”, according
to Donald Knauss. If the brand fails, however, the word-of-
mouth bad publicity is exponential. Product development
should be not only anchored in key consumer trends, such as
convenience and sustainability, but also deliver on retail
demands to grow the category, bring excitement to stores and
to eliminate waste.

Collaboration with your retail customers, therefore, is vital. The

Clorox barbecue brand Kingsford, which includes charcoal and
marinades, based its brand building campaign around brining the family meal home, a trend
pertinent to the current economic slowdown. Retailers were bringing with a “Togetherness Retail

Executive Summary — CIES Future Leaders Congress 2008 11
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Toolkit” — a set of POS material including recipes and meal ideas, designed to drive interest in the
category. The move brought first-half sales growth “in the double digits”. The collaborative launch of
the Green Works range of environmentally-friendly cleaning products with retailer Safeway was
timed to coincide with Earth Month, again a strong activation that brought new traffic to the
category.

The Knauss way to lead

O Integrity —tell the truth and have the courage to stand up

Curiosity — do you drive intellectual curiosity?

4

O Optimism — nobody follows a pessimist

U Compassion — are you using your authority as a leader to make things better?
d

Humility — don’t act like a big shot; be approachable

Winning technologies

Marketing to the “wireless generation”

Ted Leonsis, Vice-Chairman Emeritus, AOL
& Chairman, Revolution Money

Consumers today may have more
purchasing power, but they have less time.
They are overscheduled and on the move,
not necessarily any happier for their
multitude of choices and not any more self-
sufficient for their increasing sophistication.

B Family life is more fractured and people are
increasingly living their lives on the net. “The two kids who founded Google are worth more that the
entire newspaper industry,” Leonsis observed. Google taught people that milliseconds matter;
consumers want more control of their lives, including their online lives, in “three screens”, PC, TV and
their mobile device, or “third screen”. The internet, in particular web 2.0 applications, can “make
consumers happy” by forging and enhancing:

O Relationships

O Community

O Self-expression

O Pursuing a higher calling

To market to today’s consumer, companies need to change their approach. Fewer than 35% of
people under 34 read a daily newspaper. Online advertising is growing but there is still a big gap. To
make the best of the Web 2.0 phenomenon, companies should allow and encourage their customers
to become their marketers by giving up some of their pixels: examples include using adverts, widgets
and links on facebook or myspace pages. In addition, companies are not just marketing to individuals

Executive Summary — CIES Future Leaders Congress 2008 12
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but to algorithms, such as Google search engine and Amazon’s recommendation engines. Other new
channels could include car diagnostic systems: “I've watched thousands of hours of sports
programming sponsored by tyre manufacturers and never lifted a finger. But an electronic voice in an
automobile computer tells me | need new tyres and I'll kill a Saturday and drop a thousand dollars.”

Leonsis’ tips for embracing the consumer

O Listen — be open

Create good products with virtue
Make sharing easy

Mirror the community

Be authentic

O 0O 0O 0O O

Be humble

Winning through innovation and communication

Growing brands and wowing customers

Ingrid Jonasson Blank, Executive Vice President, Market, ICA AB.

“Do you want to sell more, for less, and at the same time, get
people to like you more?” Ms Jonasson Blank asked. “This is
what all marketers want. We did it.” Six years ago, the company
was already well-known but considered itself weak in terms of
branding. The stores were full of other people’s brands and
consumers were only responding to rational messages from ICA,
about price or quality, for example. “We needed to add an
emotional aspect,” Ms Jonasson Blank said, to imbue the ICA
brand with new values. For a relatively low investment of EUR 1
million, ICA created a new soap-opera concept for its television
commercials, using actors to portray fictional ICA employees in
their everyday jobs. Using sympathetic characters, humour,
pastiche and self-mockery to create a bond of trust with
consumers, the ads were used to sell coffee one week and
launch new business areas, such as banking, the next. Key to the
project was the idea of a single communication concept that was
consistent for all marketing. Launched in 2001, a new episode is
created every week, and Swedes can’t take their eyes off the television. ICA claims to have written
advertising history, but more importantly it:

* Increased sales
e Boosted the image of ICA as an employer

e Lowered marketing costs
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The Washington D.C. Retail Scene - An overview of the retail scene in the USA

Paul Gormley, Principal, McKinsey & Co.; Parag Desai, Principal, McKinsey & Co.

US grocery is a low-growth sector. Consumers
are able to get food “from just about
anywhere”. Particularities include a resistance
to foreign brands and lower brand loyalty
than in Europe. Some 97% of consumers did
their last shop by car. The last 15 years have
seen waves of consolidation, leaving a top ten
of dominant retailers, with Safeway and
Kroger seeing the strongest growth. However,
given the size of the country, strong regional

grocers have continued to succeed, by being distinctive, getting credit for value, managing costs and
developing new formats. Format lifespans are diminishing, however, from around 10 years to a
maximum of four years. “What you’re doing to keep your format fresh has got to be one of your
main concerns,” Paul Gormley said. Formats can be segmented to appeal to distinct consumer
groups: a concept targeted at Hispanic customers, such as Sabor, operated by Publix, is more
effective than an aisle in a traditional format. Some US players are experimenting with smaller
formats to capitalize on the current discount trend.

US MARKET FACTS
O Regional differences intensifying

O Private label penetration relatively low (18%, vs 35% in
Germany)

O Brands and retailers are addressing obesity trends with
healthy choices

U Holiday shopping is paramount

WASHINGTON DC RETAIL MARKET
U Top three retailers — Giant, Safeway and Shoppers — control 51% of market

O Upscale Wegmans has established a distinctive perimeter offering, with 40% floor space
given to prepared foods

Premium grocer Whole Foods offers theatre, broad range and speciality foods

New lifestyle format from Safeway is an example of mainstream trending upscale

U 0O O

Bloom, from Food Lion, incorporates convenience features

U Mainsteam market leader Giant has 25% private label sales, including natural and organic
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Monday 6th October 2008 — OPERATIONAL SESSION

CIES — The Food Business Forum would like to thank
Bloom, Glant, Safeway, Wegmans and Whole Foods Market
for their hospitality in welcoming the groups to their stores.

bloom

a different kind of grocery store.
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STORE TOUR PROGRAMME
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PLENARY FEEDBACK SESSION
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This year's Future Leaders Congress is dedicated to winning strategies, and we're looking To\
delegates to make their contribution to a global masterclass in food business success. Delegates
will be asked to describe one example of a winning strategy in their market: a category innovation, a
new route to retail (or trade) customers, a new way of doing business..... anything which represents
a move which succeeded in creating a strategic advantage. It can be your strategy or it can be
something you've observed from a customer, a supplier or a competitor - just so long as it's from a
consumer-facing industry and provides real insight.

/

CIES FUTURE LEADERS: WINNING STRATEGIES

Eurocash, Poland

N° | Idea source What it’s about How it works

1 |J.J. Fleeman Communication Guiding Stars nutrition concept: wide range of nutritional considerations taken into account
Food Lion, USA in developing 1, 2 or 3 star rating (more vitamins, minerals, dietary fiber, whole grains: less
Michael Norton saturated fat, trans fat, cholesterol, added salt, added sugar), in turn translated to shelf-edge
Hannaford, USA IabeIs..AII food in the store is rated (exceptions only for bottled water, alcohol, coffee, tea

- and spices).

Vinit Patel
Unilever, USA Impact: rapid acceptance by shoppers as the means of making better nutritional decisions.

2 | Darren Rowan Communication Responded to growing calls in Australian market for transparent (unit) pricing by anticipating
Woolworths, Australia regulation and implementing ahead of trend.

Impact: helps customers make more informed choices; strengthens brand perception.
3 | Tomasz Budzinski Customer insight | Launched in-house customer segmentation/CRM project better to understand shopper

behaviour.

Impact: 15% growth based on marketing 1 to 1 to shoppers.
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CIES FUTURE LEADERS: WINNING STRATEGIES

N° | Idea source What it’s about How it works
4 | Bumsuck Ha Customer insight | Megamart has policy of systematically inviting customers who complain into the store to
Megamart, South speak with the manager about their ideas.
Korea
Impact: customer retention and promotion of loyalty.
5 | Horacio Barbeito Customer insight | Breakfast with the store manager: invite shoppers with particularly large (and small)
Walmart, Argentina shopping trolleys.
Impact: increased loyalty and word of mouth as well as valuable feedback.
6 | Tim Collins Customer insight | A retailer addressed performance in a struggling category by assembling a task force of
Loyalty Management, suppliers and category managers working closely with the research agency to create a joint
UK rescue plan.
Impact: sales increase of 15% - to the benefit of all parties.
7 | Dustin Diamond Customer insight | Launch of Club Sobeys loyalty card in September, combining points for purchases with
Sobeys, Canada redemption opportunities for discounts, rewards and air miles.
Impact: 50% penetration within week 1.
8 | Ruben Fernandez Customer insight | Development of ‘Store Dimensions’ as store portfolio segmentation tool, dividing stores into
Kroger, USA Value, Mainstream and Upscale based on purchasing behaviour of customers.
Impact: happier customers but also lower shrink as product mix better reflects customer
needs and together with higher sales, results in higher profitability.
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CIES FUTURE LEADERS: WINNING STRATEGIES

N° | Idea source What it’s about How it works
9 | David Ringer Customer insight | Creating a continuity programme which rewards your best shoppers: 0.5% of sales invested.
TCC, UK
Impact: +4% increase in sales in 16 week program duration.
10 | David Ringer Customer insight | Internet grocery retailing that captures your favourite shopping list items but combines
TCC, UK them with tailored offers.
Impact: offers efficiency to customer along with growth opportunities.
11 | Piotr Jura Customer Use of CRM cards to run promotions through in-store kiosks rather than mailings.
Eurocash, Poland insight/promotio
ns Impact: TBC as just launched, but initially very promising.
12 | Jorge Araya Customer Think Global, Act Local: local flavours delivered through global Brands. Knorr Soups
Unilever, Costa Rica insight/range customized to local tastes.
Impact: growth of over 30%.
13 | Jim Novak Growth Loblaws have used their No Frills format to compete head-on with Walmart. Format
Sobey’s, Canada removes all perimeter services (some fresh pack preparation undertaken at local full service
stores) and offers lower prices.
Impact: increased market share and success in competing with Walmart.
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CIES FUTURE LEADERS: WINNING STRATEGIES

N° | Idea source What it’s about How it works
14 | lan Johnson Growth Prepared dinner (main course, vegetables, dessert) and bottle of wine for two to eat at
M&S, UK home for £10.
Impact: turnover up 10%, increased customer numbers and subsequent retention.
15 | Juan-Pablo Galindo Growth Distributing branded ice cream through informal street vendors working at stop lights
Unilever, Mexico throughout the city.
Impact: significant increase in sales, increase in brand demand and development of mom
and pop distribution.
16 | Matthew Gocke Growth The Axe Detailer Shower Tool (high design shower brush with two surfaces for scrub and
Unilever, USA lather) is aimed at the brand’s predominantly male audience.
Impact: building on the existing body wash brand (and drive continued conversion from bar
soap use), increases sales and margin for retailers.
17 | Yvan Joyal Growth Created online grocery website which allows both delivery and pickup.
Sobey’s, Canada . .
Impact: increased sales and customer retention.
18 | Lionel Ledan Growth Entry strategy for Russia and China, the world’s two largest consumption markets (very high
Campbells, USA per capita soup consumption; vast majority homemade). Range includes foundation broths
for further home preparation.
Impact: successful launch.
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CIES FUTURE LEADERS: WINNING STRATEGIES

N° | Idea source What it’s about How it works
19 | Horacio Barbeito Growth Father’s Day promotion in alcoholic beverages: category management approach to
Walmart, Argentina development of new gift packs of champagne and wines.
Impact: like for like volume increased by over 40%; mix effect of higher value items pushed
up sales further still.
20 | Olivier Rudaux Growth Product idea for dairy dessert as private label turned into branded product in its own right.
Andros, France . .
Impact: won product of the year in Spain.
21 | Shelly Mlynarcyzk Growth IGA in Canada developed a format which delivers a food shopping experience very similar to
Unilever, Canada that in Paris for French Canadian customers (who have very specific food traditions and
palate).
Impact: has helped IGA to be #1 chain in Quebec province with continuing growth and most
loyal shoppers.
22 | Jim Novak Growth Crave Cookies and Cupcakes have carved out their own niche by focusing on indulgence and
Sobey’s, Canada paying attention to every detail.
Impact: rapid growth and opening new stores.
23 | Claus Fischer Growth In the airline industry, Lufthansa shifted from being a universal service carrier to being a
Nordmilch, Germany multi-specialist: running different services addressed at different target groups, including
third party use of their core services and cost management.
Impact: most successful airline in Europe and strong customer loyalty plus positive brand
reputation.
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CIES FUTURE LEADERS: WINNING STRATEGIES

N° | Idea source What it’s about How it works
24 | Susann Valfridsson; Growth Integration of loyalty card with personal financial services (loans, current account) and
Unn Hertzberg personal offers based on actual purchase behaviour over preceding 6 months (working in
ICA, Sweden collaboration with suppliers).
Impact: improved customer loyalty as well as provision of added value.
25 | John Ustas Growth Wegman’s use of high margin cross-merchandising through meal ideas.
Coca-Cola, USA . .
Impact: higher sales and margin.
26 | Otto Pineda Growth Use of mobile kitchen for demonstration of cooking with Unilever products at stores,
Unilever, Honduras offering customers recipes and with tie-ins to TV cooking show using similar principles.
Impact: increased sales from greater customer acceptance.
27 | Alexandros Growth Development of private label focused on high quality, authentic locally sourced products
Anagnostopoulos (name roughly translates as “AB close to the Greek earth”) such as olive oil, rice, pasta,
AB Vassilopoulos legumes, honey, nuts, herbs and rusks.
Greece Impact: range accounts for 5.1% of private label sales.
28 | Bernd Hofer Growth Development of cholesterol-lowering cheese (rather than just lower cholesterol cheese) by
Rupp Cheese, Austria use of Reducol, an ingredient combining plant sterols and stanols (phytosterols) which has
been shown to reduce “bad”cholesterol.
Impact: cheese ingredient in meals which confers specific health benefit.
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CIES FUTURE LEADERS: WINNING STRATEGIES

N° | Idea source What it’s about How it works

29 | Michael Harris Growth Finding the right Hispanic brands and products for distribution to retailers.

Alex Lee, USA
Impact: relevance for growing group of consumers in the US.

30 | Eva Verbeemen Growth Bottom Dollar — Food Lion’s discount concept combining low prices with being a fun
Delhaize, Belgium shopping experience.

Impact: sales uplift sustained by positive word of mouth.

31 | AnniAberg Growth Maxi ICA Stormaknad — entrepreneur-operated one-stop shopping concept with constant
ICA, Sweden improvement approach by ongoing best practice sharing and benchmarking within the chain.

Impact: went from concept to market leader in 12 years (displacing the incumbent of 40

years!).
32 | Anni Aberg Growth Bringing cosmetics into the grocery store by creating a distinct concept for Health & Beauty
ICA, Sweden including layout, interior fixturing and fully trained colleagues in the department.

Impact: went from concept to #3 in the Swedish market in 3 years.

33 | Terry Moore Growth Driving loyalty and customer service through online shopping, building long-term
Lowes Foods, USA relationships by high levels of service and defending against competitors.

Impact: higher profits through larger customer baskets.
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CIES FUTURE LEADERS: WINNING STRATEGIES

N° | Idea source What it’s about How it works
34 | Marcelo Goncalves Growth Launch of Clear, an anti-dandruff shampoo brand originating in developing world markets
Unilever, Brazil which is now being introduced to a series of further markets. 3602 promotion plan.
Impact: now top 4 brand in Brazil with 3x profitability of average in the category for both
retailer and manufacturer.
35 | Trevor Mbatha Growth Creating a streamlined set of stores for different market segments to enter into emerging
Pick n Pay, South markets through diversification and demographic targeting to fill the market.
Africa Impact: turnover for the group increased by 6% as a consequence, with market share in
emerging markets increased by 45%.
36 | Carlo Morrison Growth Using small vans to make deliveries to distant and small stores to seed product and increase
Unilever, South Africa distribution of bottom end products.
Impact: increased distribution.
37 | Sonja Baderschneider | Growth Broad trend to “giving customers a home again” — feeling of the good old days through pure
BCG, Norway ingredients and real craftsmanship — e.g., Paul (France); United Bakeries (Norway); Brot &
Butter (Germany).
Impact: bringing customer relationship to another level.
38 | Trey Moser Growth Adding gas stations to grocery stores can still generate meaningful additional sales within
Alex Lee, USA the host store: uplift in in-store sales as much as double digits after opening the gas station
in test sites.
Impact: growth through both core and new businesses.
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CIES FUTURE LEADERS: WINNING STRATEGIES

N° | Idea source What it’s about How it works

39 | Kevin Oliver Growth Different formats for different markets: Food Lion, Bloom and Bottom Dollar.

Food Lion, USA
Impact: further growth.

40 | Brian Austin Growth Development of daily convenience format: 850m? in area, fully planogrammed and with
Pick n Pay, South condensed, solutions-based range sited in high traffic area.
Africa
Impact: format able to meet new customer needs.
41 | Simon Harmark Growth Development of in-store media commercials to segment and target messages by category to
ICA, Sweden deliver category-wide or brand message. Next step is to link to cellphones with Bluetooth

for transmitting recipe ideas, etc.

Impact: added value for customer and new profit centre for retailer.

42 | Chandra Poston Growth As a consumer concerned to purchase organic food that is locally grown, you purchase a
Lowes Foods, USA share of a farm as part of a consortium. In return you receive a given amount of produce per
week, collected at your local retailer.

Impact: differentiation for the retailer in drive to healthier lifestyle.

43 | Lena Boberg Growth Outdoor strategy: look at the customer journey to and into the store, from the main road to
ICA, Sweden the store entrance, checking access, greenery, availability of shopping carts, availability of
parking, the lighting level in front of the store, trash bins, etc.

Impact: store visits triggered by outside aesthetic and increased customer value.
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CIES FUTURE LEADERS: WINNING STRATEGIES

Wilm Hamm,
Germany

N° | Idea source What it’s about How it works
44 | Stephan Degenhardt | Growth Online strategy: despite rumours to the contrary, returns/exchanges are not such a big
Wilm Hamm, problem and the channel is highly convenient.
Germany
Impact: route to further growth.
45 | Mandy Kraynik Growth Safeway’s brand-building with O — Organics and Eating Right has now been extended to
Enzymatic Therapy, distribution of these brands through competitors.
USA
Impact: greater awareness of health and wellness but also growth lever for Safeway.
46 | Mary Lam Growth GNC created two new market segments for marketing vitamin supplements: digestive
Dairy Farm, Hong supplements and skin care.
Kong
Impact: growth through better matching customer needs.
47 | Tina Rosenfeld Growth Providing credit alternatives for customers with no credit history, and in doing so,
D&S, Chile establishing a history through successful use of facilities.
Impact: created new group of very loyal customers.
48 | Dirk Bovenschulte Growth Development of shoe solution offering for retailers, with store within a store staffed by full

service salespeople.

Impact: customers provided with broad range of shoes at affordable prices.
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CIES FUTURE LEADERS: WINNING STRATEGIES

Company, Austria

N° | Idea source What it’s about How it works
49 | John Ustas Operational Measuring DSD market execution performance and holding individual sales representatives
Coca-Cola, USA efficiency accountable for performance, with incentives for high levels of execution.
Impact: increased sales for everyone.
50 | Ed Ayala Operational Electronic capture and transmission of growing information to allow diagnosis of grower
Seminis, USA efficiency production and quality.
Impact: growers able to manage supply and quality expectations (and fewer ‘surprises’).
51 | Hakon Flaten Operational Fight shrink with co-ordinated set of initiatives: regular counting, active management of
Meny, Norway efficiency processes in back of store and working with suppliers to prepare smaller deliveries.
Impact: full visibility on shrink.
52 | Ignacio Pugliese Operational Programmatic reduction in inventory at customers, improving speed to shelf and reducing
Unilever, Mexico efficiency write-offs.
Impact: reduced rebates and higher GMROI for customers.
53 | Thomas Pedersen Operational Retailer-supplier collaboration with focus on supply chain integration and making business
The Coca-Cola efficiency model as seamless as possible (alignment of procedures, disciplines, etc. and clear border

points) to draw overhead cost out of the retail supply chain.

Impact: improved profitability for all partners.
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CIES FUTURE LEADERS: WINNING STRATEGIES

N° | Idea source What it’s about How it works
54 | Rodrigo Nardillo Operational Develop a new way to manage traditional trade by working with largest wholesalers to
Unilever, Argentina efficiency improve assortment and POS implementation.

Impact: improved distribution rate, reduction in inventory.

55 | Terje Stgylehommen | Operational Voice picking at the DC: picking via instructions on headset with incentive based salaries in
ICA, Norway efficiency order to reduce costs and increase effectiveness.

Impact: improved efficiency, higher morale.

56 | Marc Koutoufaris Operational Working with suppliers on sustainable packaging, using smaller cases and more efficient use
Daymon, USA efficiency of foil.

Impact: lower cost packaging and shipping for no diminution in product quality.

57 | Natasha Grimett Operational Consolidated business units to create a more efficient service and greater consumer focus.

Unilever, South Africa | efficiency Impact: more efficient shipping

58 | Lisa Manske Operational Quick supply chain for pre-packed meat, working in collaboration with supplier to use
ICA, Sweden efficiency automatic ordering from the POS and serving the entire country.

Impact: reduction in shrink.

59 | Madalena Mena Operational Called supplier summit to improve relationships.

Daymon, Portugal efficienc . . . .
v g Y Impact: increased collaboration, new distribution and increased sales.
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CIES FUTURE LEADERS: WINNING STRATEGIES

N° | Idea source What it’s about How it works
60 | Alfonso Saiz Aranda Operational Mercadona work with suppliers on backhauling to reduce empty loads to DC.
Coca-Cola, France efficiency

Impact: savings on cost and carbon.

61 | Richard Flint Operational Zara’s use of handheld devices to track daily sales and send information back up the supply
M&S, Greece efficiency chain to manage production quantities.

Impact: reduces overstock and markdowns and enables rapid follow-up on bestsellers.

62 | Renata Gibaviciute People As part of a broader commitment to social responsibility, the company introduced a

Rimi, Lithuania systematic program for frontline employment of disabled people; for instance, training new
employees with hearing loss; adjusting the POS design to allow operation by an employee
sitting in a wheelchair.

Impact: high motivation for all staff; positive corporate image.

63 | Einar Gundersen Performance Build on best practice: stores with best results in a given area share with the others in the
Meny, Norway management form of a contest.

Impact: enhanced chainwide performance (e.g., best performance in the BBQ season versus
competitors).

64 | Dana Rice Performance Use of balanced scorecard as strategic management tool.

Alex Lee, USA management
Impact: enhanced transparency and alignment.
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CIES FUTURE LEADERS: WINNING STRATEGIES

N° | Idea source What it’s about How it works
65 | Thomas Storck Performance EVA [Economic Value Added] as key metric to increase value of the company, using one
Galerie Kaufhof, management metric for bonus calculations to all managers and employees and embedding cost of capital
Germany in management decision-making.
Impact: improved store opening and refurbishment decisions and shifted planning from
‘buffer’ to true ‘budget’.
66 | Penny Goddin Promotion Mobile refrigerated promotional cases on the floor.
Kroger, USA . . .
g Impact: increased sales on high margin product.
67 | Roy Timmerman Promotion Retail-dedicated demonstrators, working for specific retail chains and trained intensively on
Daymon, USA specific product/store combinations to build relationships directly with the consumer.
Impact: enhanced brand image for retailer in terms of service and product quality.
68 | Gordon Cooper Promotion ATU in Germany (tyre and motor repair retail chain) ran a promotion during the World Cup
TCC, USA for anyone spending €50 —in return receive DVD with great German football moments.
Impact: significant sales uplift.
69 | Derek Warner Promotion Private label marketing through events in-store — and outside, including “Meet Chairman
Daymon, USA Bob” BBQs held in the parking lots of stores.
Impact: increased awareness, increased quality perception and increased penetration of
private label for the retailer.
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N° | Idea source What it’s about How it works
70 | Hayley Elgin Promotion Exclusive collaboration activation for Sunlight Washing Powder with a retailer (Shoprite)
Unilever, South Africa using a reality TV show (13 parts, airing on SABC 1) — Sunlight Khanya eKhaya — to share

décor and home management advice from and with customers.

Impact: highly successful in viewing figures and brand-building.

71 | Fred Bohanna Promotion Gasoline offer for $100 of purchases within a month on presentation of loyalty card at the
Kroger, USA pump ($0.10 per gallon saving up to 50 gallons).

Impact: increased loyalty and customer benefit.

72 | David MacGregor Promotion/servic | Preparation and broadcast of a Fresh Market update twice a week to inform customer about
Woolworths, Australia | e prevailing market conditions for produce.

Impact: reinforces food expertise credentials (“Fresh Food People”).

73 | Jeffery Keohane Range Range rationalization in anti-perspirants and deodorants: 21 brands accounted for 96% of
Unilever, USA business and suggested 35% reduction in range.

Impact: simpler shopping experience and more efficient business.

74 | Torbjorn Lithell Range/point of Rethought strategy, using survey data to drive increasing range by 1,000 SKUs, of which 90%
Axfood, Sverige sale were in fresh; changed traffic flow around store.

Impact: sales increased by 4%.
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CIES FUTURE LEADERS: WINNING STRATEGIES

N° | Idea source What it’s about How it works
75 | Michael Harris Range/private Integration of Natural range into main categories.
Lowes Foods, USA label . . . .
Impact: double digit sales increase, reduced shrink and fewer SKUs in total.
76 | Kris van Strydonck Range/private Chef at home private label in cook-chill convenience foods: famous chefs involved in product
Delhaize, Belgium label formulation and in on-pack signature/endorsement; exclusive partnership with suppliers.
Impact: 65% market share in category (and increase of 15 share points).
80 | Christian Erga Range/private ICA moved quickly in development of eco range — presented organics in smart modern form
ICA, Norway label and at good prices.
Impact: enhanced ICA’s reputation by being at the front of the trend; halo effect for ICA
private label generally.
81 | Felix Finger Service Significantly enhanced children’s shoe-fitting: co-development with sports scientists of 3D
Wilm, Hamm scanners and training staff in how to use them (e.g., allowing children to run around without
shoes for a few minutes so that the feet regain their natural shape and size).
Impact: better fit and happy feet!
82 | Viveka Fahlen Service Introduction of self-scanning technology to ICA stores.
ICA, Sweden . .
Impact: faster shop for customers, and greater customer satisfaction as a consequence.
83 | Katerina Olsson Service “Light version” of online shopping at Tesco: online order integrated with in-store pickup.
ICA, Sweden
Impact: better customer proposition.
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N° | Idea source What it’s about How it works
84 | Dieter Gautschi Service “Liberate” the store manager — optimize focus on fresh and foodservice by providing store
Sobeys, Canada manager with more decision-making autonomy and accountability — thus moving from

executor of company program to custodian of the brand in his/her marketplace.

Impact: sustained growth in revenue and customer satisfaction.

85 | Christine Schie Service French bakery — par-baked bread baked off throughout the day for smaller stores not able to
ICA, Norway have a scratch bakery.
Impact: customer has fresh bread available all day and enhances store ambience.
86 | Thakkar Darshan Service Launch of new home delivery service for high end media, sponsored by LG. Historic
Hypercity Retail, India problem: home delivery has poor reputation in the market. Use of three sides of shopping
trolley to display positive stories about home delivery to build confidence, rotating every
month.

Impact: improved acceptance of home delivery for benefit of both retailer and

manufacturer.

87 | Pauline Jadas Service The Big Knit — Innocent Drinks and Sainsbury’s co-operate on a scheme each winter in which
members of the public knit small woollen hats for their bottles, and the companies donate 50p for
each bottle with a hat sold to Age Concern, a charity supporting older people. The initiative is also
drawing attention to the vulnerability to cold (every winter just in the UK, over 25,000 older people
are estimated to die from cold related diseases).

Syracuse, France

Impact: allows customers to make targeted donations as well as building brand excitement
and loyalty for retailer and manufacturer alike.

Thank you to James Naylor, European Retail Practice Manager, McKinsey & Co. Inc., for the above Winning Strategies Report.
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Tuesday 7th October 2008 — LEADERSHIP SESSION

Winning Career Experiences — personal insight and mentoring from today’s CEOs
Moderator: Dr. Peter Cappelli, Professor of Management & Director, Centre for Human Resources,
The Wharton School

Companies these days are not devoting much time to
managing your career, so you have to do it for yourself.
Looking at some statistics, between 1981 and 2001, the
amount of “lifetime employees” fell from 53% to 45%, while
the “time to the top” reduced from 28 years to 24, the
number of positions held diminished slightly while the size of
promotions rose. In short, employees are becoming CEO by
their mid to late 40s, rather than a decade later in 1980’s.

Choose your industry

It can have a dramatic effect on your time to the top. Retail is
still one of the fastest, showing almost no change over the
period. Healthcare and communications showed a dramatic
reduction: “When an industry is in change you can get a fast

route,” Cappelli said.

Bet on the company

Be hired in the year when no one is hiring: you’ll stand out. Standouts bypass the usual route. A
growing organization really matters in the early stages of a career, less so the higher up the ladder
you go. Younger firms offer faster but less certain paths to the top.

Know when to go

Promotions tend to come early in a job’s tenure. If you have been in your job longer than your peers
you are blocked and it’s time to move. However, stars can fail when they move if they cannot bring
their team with them. When it comes to finding new jobs, casual acquaintances are more useful than
close friends.

Types of move

Many dream of being headhunted for a big leap: it almost never happens. The biggest promotions
are still internal — your own employer is more likely to take a chance on you than a company where
you have no context or track record. Moves outside tend to be lateral: same title, bigger company.
Trade down to step up - you can get a better title at a less prestigious company. Trading up in
company brand often means paying a price in status.
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Cappelli’s recipe for winning:
O Know your own value in the broader market
L Seek or create opportunities in current jobs: ask, negotiate

U Focus on visible outcomes: find how to succeed in areas that allow you to break norms and
stand out

O Fit with your strengths: don’t bang your head against a brick wall

O Practice benevolence

Interview with:
Ray Stewart, Retired Executive Vice President & Honorary Board Director, Hy-Vee, Inc.
Stewart converted himself from the “world’s worst high school
bully” to a career man at Hy-Vee. “My mentors were Hy Vee
store managers. | didn’t like my lifestyle and tried to be more
like them.” He believes he owes his career to the fact that
superiors spotted a “diamond in the rough” early on. He
supposed they saw an honest individual with a tremendous
work ethic: “I talked in an honest fashion and meant what |
said.” From meat cutter to EVP, Stewart found early on a gift for
drawing people together and getting more out of them than
they believe they have to give.

Stewart’s road to winning:
U Learn: the answers are with your employees

Motivate by explaining and listening

Don’t go after your rivals’ strengths, go after their weaknesses

“No consultants — | tell you, the talent is within.”

o 0O 0O O

Don’t be a grocer. Get your ideas from outside the industry, in other retail sectors.

Taking charge of your career. Lessons from leaders
Discussion with Ronald Floto, Member of Board, Dairy Farm International Holdings and Milton

Sender, Chairman, Daymon Worldwide

Ron Floto wanted profit and loss responsibility early on and so judged that a decentralized company
such as Dairy Farm would be a good bet. While Floto went to work for Dairy Farm, Milton Sender
grew up on a farm. The idea for Daymon came when he saw the low level of private label penetration
in the US and decided to band together the small manufacturers and represent them to retailers.
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Floto’s way to win:

U The fundamentals of retailing
never change.

U Don’t fight cultural difference
Sender’s road to success:

U To progress, prepare your
succession

Kevin Havelock, President, Unilever USA & Greater Caribbean

First of all, make sure the company you join fits with your values. “If you’re not passionate about
what you do, then it’s time to move, because people feel it.” Never lose your passion, instead get out
among your consumers early in order to understand them. Know your business and learn by going
outside your own experience. Building a diverse team and culture will form a more vital
environment. However, it is important to focus to drive through successes. Challenge yourself: make
tough decisions. It is important to get out
of your comfort zone: “You've got to be
changing [positions] every two or three
years.” It is also crucial to manage
expectations, both up and down the
hierarchy. In essence, winning is not
about your leadership but about building
leaders around you, asking the question:
how can | change the direction of where
we are going in order to win?

KEY TAKEAWAYS
U Learn
U Build

O Challenge

a

Win
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Keynote closing address

Lester Brown, Founder, Earth Policy Institute

The challenge today of rising food
prices is a major threat to world
political stability. The current crisis
may translate rapidly into an
increase in the number of failing
states. History shows the unraveling
of civilizations begins with food.
With the Sumerians it was salt: salt
levels in the soil rose and sent
barley and wheat harvests into
decline. The Mayans fell prey to soil
erosion and deforestation. In the

21" century there is increasing
competition for food. Today, China has gone from an exporter of soybeans to an importer, to satisfy
increasing demand from a growing population. If China turns to the world market it will come to the
US. “The trouble is, China is our banker and you have to be careful what you say to your banker.” To
add to the competition, other industries are claiming grain for themselves. The principal cause of the
current price hikes is the diversion of grain from food to ethanol. If there is a competition for grain
between food and fuel, fuel will win.

Solutions, however, exist and are simple. They require only commitment. If the world switched to
compact fluorescent bulbs we could close the majority of coal-fired power stations. There is reason
to be optimistic when it comes to truly renewable energy sources such as wind: Texas, formerly an oil
production state, now houses 6,000 Megawatts of wind power generators, with a further 39,000 MW
planned. In South Dakota, BP (formerly known as British Petroleum) has a 5,000 MW wind farm.
Turkey has proposals for a 78,000 MW wind power facility, while Algeria currently has enough wind
power in its desert to power the world economy. Brown urged the conference to join in the
“excitement of building an energy economy that cannot be depleted”. “Wind can last as long as the
world itself. It won’t run out.” He advocated the restructuring of the tax system so that governments
tax “less what we earn and more what we burn”. Asked why the world had taken so long to embrace
wind power, Brown said there had been “strong resistance from the coal industry”, which had
received tax credits. Looking to the future, Brown predicted a localization of both the energy and
food economies, with a diminished role for oil.

www.earth-policy.orq
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Networking at the CIES Future Leaders Congress 2008
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Sponsors at the CIES Future Leaders Congress 2008

CIES — The Food Business Forum

CIES - THE FOOD BUSINESS FORUM wishes to thank the following companies for their
contribution to the success of the Future Leaders Congress 2008
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Experience the CIES Future Leaders Congress 2008

Sl e
kz:'

“Great platform for learning in an informal and sociable way!”

Go to www.ciesflp.com to listen to CEOs views on why the
CIES Future Leaders Experience is so valuable!
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5th _ 6th
November

Budapest, Hungary

The CIES Marketing Forum
The Event for Marketing Executives
Seeking Retail Insights, Innovation and Customer Management.
Inspiration from Around the World

www.ciesmarketingforum.com

>> An event for executives in Marketing,
Sales & Business Development and

Questions? Sharon JESKE
Tel: (+33) 1 44 69 99 36

marketiniﬁciesnet.com

4th _ 6th
February
Barcelona, Spain

20" April
Tokyo, Japan

20" — 25" April

23" — 24" April
Amsterdam, The
Netherlands

6™ - 7™ May
Geneva,
Switzerland

The CIES International Food Safety
Conference

www.ciesfoodsafety.com

CIES Japan Day

CIES FOOD SAFETY ROADSHOW
Tokyo, Beijing and Bangkok

The CIES IT Conference
Consumer Driven IT
How will the consumer of
tomorrow behave?

www.ciesit.com

The Global Social Compliance
Programme

http://qascp.myciesnet.com

>> An event for Food Safety experts and
stakeholders in the retail business.

Questions? Catherine FRANCOIS
Tel: (+33) 1 44 69 99 21
foodsafety@ciesnet.com

>> An exclusive event for CIES
membership providing networking
opportunities and an international

perspective on food retail
trends.

insights and

Questions? Marc van der Liet
Tel: (+33) 1 44 69 99 30
m.vanderliet@ciesnet.com

>> Building food safety awareness and
exchanging knowledge in Asia.

Questions? Catherine FRANCOIS
Tel: (+33) 1 44 69 99 21
foodsafety@ciesnet.com

>> An event for IT executives in IT in
retail seeking ways to improve customer
satisfaction and business through IT.

Questions? Sharon JESKE
Tel: (+33) 1 44 69 99 36
it@ciesnet.com

>> A bi-annual workshop on fair labour
conditions in the global supply chain for
company experts eager to learn and to
develop collaborative remediation actions.
Join us to share your experience, learn
from others and to increase your leverage
through collaboration.

Questions? Claudine MUSITELLI
Tel: (+33) 1 44 69 84 95
gscp@ciesnet.com




17™ - 19" June
New York, USA

14" — 16"
October
Istanbul, Turquey

18th _ Zoth
October
Shanghai,
The People’s
Republic of China

3rd _ 5th
November 2009
Athens, Greece

8th _ gth
December 2009
Shanghai,
The People's
Republic of China

The CIES World Food Business
Summit

WWW.ciessummit.com

WWwWWw.ciessummit.cn

The CIES Supply Chain Conference

The CIES Future Leaders
Congress

www.ciesflp.com

The CIES Marketing Forum

The Global Social Compliance
Programme

>> An event for top-level executives in
the food business that provides insights
into the key challenges facing our sector

and an unparalleled
networking among CEOs.

opportunity for

Questions? Rhoda LANE-O’KELLY
Tel: (+33) 1 44 69 84 88
summit@ciesnet.com

>> An event for Supply Chain and
Logistics executives in the retail business.

Sharon JESKE
Tel: (+33) 1 44 69 99 36
supplychain@ciesnet.com

>> An event for future leaders of the food
business to analyse the competitive
dynamics in the grocery sector and to
enable future leaders to further develop
their potential and enhance their
contribution to the business.

Questions? Rhoda LANE-O’KELLY
Tel: (+33) 1 44 69 84 88
flp@ciesnet.com

>=> An event for executives in Marketing,
Sales & Business Development and
Customer Managment.

Sharon JESKE

Tel: (+33) 1 44 69 99 36

marketing@ciesnet.com

>> A bi-annual workshop on fair labour

conditions in global supply chains for

company experts eager to learn and

develop collaborative remediation actions.

Join us and benefit from great experience

sharing and increase your leverage with
your peers!

Claudine MUSITELLI
Tel: (+33) 1 44 69 84 95

isci@ciesnet.com

23" _ 25" June
2010
London, United
Kingdom

The World Food Business Summit

>> An event for top-level executives in
the food business that provides insights
into the key challenges facing our sector
and an unparalleled opportunity for
networking among CEOs.

Rhoda LANE-O’KELLY
Tel: (+33) 1 44 69 84 88
summit@ciesnet.com
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