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AEATIO TYNOY

AQAQNH: Néa emoxn HE ONUOVTLKEG EMEVOUCELG KOl TPWTOPBOUALEG
Me navw anod 60 ekatopplpLa eUPW £TAOLA GUMBOANR OTNV TOTILKH OLKOVOpia TnG Hiteipou kot
ONUOVTLKA EMEVOUTIKA MAGVA yLa TNV EMOMEVN 3£Tia, N Kopudaia etalpeia mapaywyng pErag otnv
EAAGSa, xtilovtag ota 50 Xpovia Lotopiag tng, oXeSLATEL TRV EVOUVAUWON TNG NYETIKAG O€0NG TNG

Jtnv evioxuon tnNg nyetkng Béong mou katéxel n AQAQNH otnv eyywpla ayopd
yohaktoBlopnxaviag, aAa kat otnv avadelgn tng MEtag oe maykoouo brand, otoxevel n
eTalpela, MoU pmailvel oe véa dAon PETA TNV efayopd tng amd TN Olebvr emevOUTIKN
etalpela Strategic Initiatives. Me 50 ypovia otopia kal onuavtiky cUPBoAr otnv eAANVLIKN
olkovouia, n AQAQNH, otnpopevn otnv uPnAn MoLOTNTA TWV TPOLOVIWY TNG, OTNV NYETIKN
B€on NG KAl OTNV QVOYVWPLOLUOTNTO Twv Tpolovtwv tng, Xtilel mavw oe auth TNV
KANpoVoLA To PEANOV TNG eTalpeiag.

H etalpeia, mou Atav n mPWTN Tou KAASOU mou dnuLolpynoe emwvuUn GETO KoL TapayeL
onpepa 80 KwOLKOUC YOAAKTOKOUIKWY KOL TUPOKOMLKWY TPoloviwv o€ 9 Katnyopieg
xpnowiomowwvtag 100% ydaAa Hmeipou, petetelioostal oe  etalpeia pe  Siebvn
npoocavatoAlopd kot eéwotpedn xapaktipa. MapdAinAa, w¢ leader tou kAddou,
QVOAOQUPBAVEL ONUAVTLKEG TPWTOROUALEC yLa TNV Mpootacia Kal avadelen tng eAANVLKOTNTAG
g detag.

210 Sldotnua Tou evog Xpovou amd TNy eayopd tng, mapd to SUOHEVEG eplBallov, n
AQAQNH métuye va otabepomotioet ylo mpwtn ¢opd og Stdotnua 3Tiag TI¢ MWANCELS TNG
OTNV EYXWPLA ayopd KAl va eVIOXUOEL TLG EEAYWYEG TNG KATA 12% TO PWTO YUNVO ToU £TOUG,
WG OUVETELN TNG OMOTEAECUATIKAG OTPATNYLKAG KoL TNG €mévduong tng stalpelag otn
ouvepyaoia TG Ue Toug epyalOUEVOUS, TOUG TOTIKOUC Ttopaywyous Kol TiPOUNBeUTESG, TOUG
OUVEPYATEG KoL TOUG TIEAQTEG TNG.

To emyelpnUATIKO MAGVO TNG tauplag yla tnv enodpevn 3etia, pe otdxo n etalpeia va
0LOTIOLNOEL TIG TIPOYUATIKEG EUTMOPIKEG SUVOTOTNTEC TNG, otnplletal otoug akolouBoug
OTPATNYLKOUG AEOVEG:

OpyavwTLKN gvioyuon: Tov teheutaio xpovo n AQAQNH emnevSUEL CUGTNUATIKA OTNV ELCPON)
TOAEVTWV Kal avBpwnwv pe Texvoyvwolia kal e€eldikeuon otnv etalpeia. MapdAAnAa, Toug
televutaloug pnveg, €xouv mpaypatonownBel 41 MPooANPEL] HOVIUWY €pYalOMEVWV KOl
mAéov n AQAQNH amaoyolAel 278 epyaldpevoud. EmumAéoy, avayvwpilovtag tTnv avaykn yla
enévbuon oto avBpwrivo SUVAULKO, N eTatpeia Snuolpynos thv Akadnuia AQAQNH, éva
npoypappa Slapkol¢ ekmaibeuong Kot eMHOpPwong yla toug epyalOUEVOUG KOL TOUC
OUVEPYATEG TNG

EKOUYXPOVIOUOG TWV TEXVOAOYLKWV UTOSOUWV: N etolpeia mpoypappatilel emevoUOELS
otnv avamtuén SIKTUWV UMOSOoUWY, OTNV UALKOTEXVLKA UTIOSOUN KoL OTnV gvioxuon Twv
CUOTNUATWY TANPODOPIKNG
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BeATiwon OUMOTEAECHATIKOTNTOG: O HEYAAOG aplOUOC TwV ouVEPYAIOUEVWV TIAPAYWYWY,
TIOU GUVENAYETAL UPNAG 0pyavwTIKA KAl SLOLKNTIKA KOOTN, KaBlotd avaykaia tnv BeAtiwon
NG anoteAeopatikOTNTAC 0 OAN TNV aAucida Asttoupylag tng statpeiog, and tn cuAioyn
YAAQKTOG KOl TNV Tapaywyr HEXPL TIG TMWANCELS. O €KOUYXPOVIOUOG TWV TEXVOAOYIKWV
unoSouwv Ba CUUPBANAEL ONUOVTLKA OE AUTH TV KateLBUvON

Mapketivyk Kat NMwARoelg: mapdAAnAa pe ) ¢éta, n AQAQNH mapdyst ouvohikd 80
npoiovta. Aappfavovtag umtoPn TI¢ AVAYKEG TWV KOTOVAAWTWY Kal TG TACELG TG ayopdc, N
etalpela emevdlel otnv avamtuén mpoidvtwy kot to marketing gotidlovtog TauTOXpOVa
oTnV evioyuon Twv MWANCEWY TNG TOOO O€ TOTIKO, 000 Kol o€ SLleBVEC eminedo.

Enévéuon kepoAaiwv: to 2014 n AQAQNH oxeblalel va TpoyUoTonolioel enevoUOELg
UPoug 3 skatoppupiwv gupw oe £EOTALOMO, HE OTOXO TNV ETMEKTOON TNG TIOPAYWYLKNG
Suvatotntag, TNV evioxuon T amodoTikotnTAg AAAA Kot TV SuvatoTnTa MPOoPopAs CTOUC
KOTAVOAWTEG TIPOIOVTWY O TIOWKIALO. CUCKEUAOLWV.

H etalpeia Statnpel TN onUAVTIKA GUUBOAN TNG OTNV TOTUKK OLKOVOuia. XTn SLAPKELD TOU
2012 ouvéBaMhe pe TOCO TOU Eemépaoce Ta 60 EKATOUUUPLO EUPW OTNV TOTILKI OLKOVOUial
™¢ Hmelpou. MapdAAnAa, cuveyilel va mpounBeletal yaAa amnod 6Aoug Toug mapaywyoug,
OKOHMA KOL O00UG €XOUV ULKpN €TRola mapaywyn and 1 €wg 5.000 kAd, Statnpwvtog
OUVOALKA 6.000 mapaywyoUlg, mou eival n peyoAUtepn BAch MOPOYWYWV TNG ayopag Ko
otnpllovtag ouoLOoTIKA TV EPLOX TNG Hielpou.

H npootacia tng Métag anotelel éva onuavtiko Bupa yia tnv AQAQNH kat oto mAaiclo
auTo, avahappavel mpwrtoBoulia ywa tn Snuloupyla ZuvSECHOU yla TNV poaotacia Kal tnv
avadelgn tng eAAnvikotntag tng METAG, KAl OTOXO TNV EKMPOCWTNCN TWV Ao ewv 0owv
Spaotnplomololvtal otnv ayopd tng DEtag, Tn cUUBOAN OTNV AVATTTUEN CTPATNYLKAG YLa TO
ONUOVTIKO aUTO B£pa Kol TNV evepyn OCUUUETOXN OTo SldAoyo He Ta KEvipa ARYNG
anodacewv. Mg Tov TPOTO AUTO, N €TALPELD €XEL WG OTOXO va NynBel plag mpoondbelag
evioxuong tou efaywykou xapaktnpa tng Etag kat avadel§ng tng wg LoxAoU avartuéng.

O Tevikog AteuBuvtng tng AQAQNH, Tom Seepers dnAwoe: «H enévduon otn AQAQNH
npayuatonotyOnke o€ pia kpiown yia t xwpa nepiodo. Eva ypovo ueta, sipaote blaitepa
LKOLVOTTOLNUEVOL EXOVTAC KATAPEPEL VO QVTIOTPEWOUUE TNV MTWTLKA TTOPEI LG LOTOPLKAC
ETAUPIOC, TTOU EYEL TEPAOTLO TTPOOMTLKY. [Tapd TIC SUOKOAEC CUVENKEG TNG AYOPAC, MAIPVOULE
npwtoBouliec kat emevduouue o avOpwnoug kat UoOOUEC e OTOxO NG avamtuén tne
ETAUPELOC KA TWV CUVEPYATWV TNC, WOTE Vo oUVEXioouuE kat va eéedifoupue th duvauikn tng
AQAQNH. MapdAinAa, w¢ leader tn¢ ayopag @Etag, okomeUouue va nyndouue otnv
npoonafela evioyuong tou eEaywyLlkoU XOPAKTNPA TNG, UE OTOXO VA TPOOTATEUCOUUE THV
eAnvikotnta tne Qétac kat va TaéldEPoule auTo TO ONUAVTIKO TIPoiov yia tnv EAAada oe
0Ao Tov KOouUOo».
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Alya Adyla yia tnv AQAQNH

H AQAQNH A.E. 15pUuBnke to 1963 amd tnv ATE kot T EVwoelg AypOTIKWY CUVETALPLOUWY TNG
Hrelpou. And to NoéuPplo tou 2012 kot HETA amo avowxto Siebvn diaywviopd, to mAsoPnodikod
TIAKETO TWV HETOXWV TG mpwnv A.T.E. petapLpaotnke otnv Strategic Initiatives, n omola sivat 1ebvrg
emevOUTIKA etalpia. H etalpeia €xel £6pa ta lwavviva Kol MapAayel YOAOKTOKOMLKA KOl TUPOKOULKA
Tipoiovta pe yala mou cuAAéyetal amd mepimou 6.000 mapaywyou—KTnvoTtpodou AmoKAELOTIKA amo
TV nepLoyn t¢ Hnelpou. Ta mpoiovra tng etatpeiag e€dyovtal o 35 XWPEC TOU KOOUOU.

H AQAQNH eival n kopudaia statpeia otnv mapaywyn detag otnv EANGda kot n dnuopévn GEta tng
napayetal and 100% ydala mou mpounBevetal Kot eneéepydletal, KabBnUePVA, aAmo TOUG TOTILKOUG
mapaywyoug tng Hmeipou. H AQAQNH 61aBétel 9 katnyopieq YOAQKTOKOULIKWY KOl TUPOKOULKWV
npolovtwy, pe 80 Eexwplotd mpolovra. E€alpetikng molotntag mpoidvta AQAQNH, 6mwg n
naciyvwotn ¢€ta, to dpéoko ydla, to ylaoUpTL, Ta okAnpd aysAadlvd tupld, To yolotupl, To
BoUtupo K.4. mepAapBavovtal oTnV upsia yKapa GpEcKwY POIOVIWY TNG ETALPELOG.

PRESS RELEASE

DODONI: New era with significant investments and initiatives

With an annual contribution of more than 60 million to the local economy of Epirus and significant
investment plans for the next 3 years, the leading producer of feta in Greece, building upon its 50
years history, is planning on strengthening its leadership.

Strengthening the leading position that DODONI has in the domestic dairy market and
emerging feta into a global brand, are the main aims of the company which enters a new era
after its acquisition from international investment company Strategic Initiatives. With 50
years history and a major contribution to the Greek economy, DODONI, relying on its high-
quality products, its leadership and the recognition of its products, builds on this heritage
the company's future.

The company, that was the first in the industry to create branded feta and today is the
proud producer of 80 milk and cheese products in nine categories, using 100% Epirus milk, is
evolving into a company with international orientation and extrovert character. At the same
time, as an industry leader, it takes on significant initiatives for the protection and
promotion of the Greek identity of feta.

Within a year of its acquisition and despite the adverse environment, Dodoni managed to
stabilize its sales performance in the local market, for the first time in three years, and
strengthen its exports by 12% during the first nine months of 2013, as a result of its effective
strategy and the investment of the company in its collaboration with its employees, local
producers and suppliers, partners and clients.

The business plan of the company for the next 3
years, in order for the company to really exploit its commercial potential, is based on the
following strategic priorities:
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Organizational strengthening: in the last year DODONI systematically invests in the inflow of
talent and people with expertise and competence into the company. Moreover, during the
recent months DODONI has hired 41 permanent employees and employs at this point 278
employees. Furthermore, recognizing the need for investment in human capital, the
company created the DODONI Academy, a program of continuous education and training for
the company’s employees and partners.

Upgrade of IT infrastructure: The Company is planning investments for the development of
infrastructure networks and logistics and the enhancement of the company’s IT systems.
Improvement of efficiency: The large number of cooperating producers, resulting in high
organizational and administrative costs, makes it necessary to improve efficiency throughout
the supply chain and operations of the company, from milk collection and production, to
sales. The upgrade of the technological infrastructure will significantly contribute to this
direction.

Marketing and sales: Together with feta, DODONI produces a total of 80 products. Taking
into account consumer needs and market trends, the company invests in product
development and marketing while focusing on boosting sales both on local, and
international level.

Capital investment: In 2014 DODONI plans to invest 3 million euros in equipment in order to
expand the production capacity and enhance efficiency as well as the ability to offer
consumers a variety of packaging products.

The company continues its significant contribution to the local economy. Throughout 2012
it contributed to the local economy of Epirus with an amount of more than 60 million euros.
At the same time, the company continues milk procurement from all producers, even those
who have a limited production of 1 to 5.000 kilos and maintains the largest production base
in the market with a total of 6.000 producers while substantially supporting the region of
Epirus.

Protecting Feta is a crucial issue for DODONI and in this context, the company takes upon
the initiative to create an Association for the protection and promotion of Feta’s Greek
origin, which will aim to represent the views of those active in the Feta market, to contribute
to the development of the strategy for this important issue and to actively participate in the
dialogue with the decision-makers. In this way, the company aims to lead an effort to
strengthen the exports of Feta and emerge it as a lever of development.

The General Manager of DODONI, Tom Seepers stated: "“The investment in DODONI! took
place in a critical period of time for the country. One year later, we are delighted to have
managed to reverse the decline of an historic company which has great prospect. Despite the
difficult market conditions we take initiatives and we invest in people and infrastructure,
aiming at the development of the company and its associates, in order to maintain and
evolve DODONI’s dynamics. At the same time, as leaders in the Feta cheese market, we
intend to lead the effort to reinforce its exportability, aiming to protect Feta’s Greek origin
and travel this important product of Greece around the whole world.”
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A few words about DODONI

DODONI S.A. was established in 1963 by the Agricultural Bank of Greece and Unions of Agricultural
Cooperatives of the Epirus region. Since November 2012, and following an open international tender,
the majority shareholding of DODONI was acquired by Strategic Initiatives, which is an
international investment company. DODONI is based in loannina and produces milk and dairy
products with milk collected from approximately 6,000 producers - farmers exclusively from the
region of Epirus. The company's products are exported to 35 countries around the world.

DODONI is the leading company in the production of feta in Greece and its famous feta is produced
from 100 % milk procured and processed daily by the local producers of Epirus. DODONI has 9
categories of dairy and cheese products, with 80 separate products. DODONI’s high quality products,
such as the famous feta cheese, fresh milk, yogurt, hard cow's cheese, galotyri, butter etc. are among
the wide range of the company’s fresh products.



