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The New Nulrition Bustness annual analysis
of the Key Trends in the business of food,
nutrition and health is one of the things
we have become best-known for.

We produce the 10 Key Trends as an
antidote to the tens — even hundreds — of
lightweight trend lists that the trade press
and research agencies hombard us all
with. Most trend lists change significantly
from year to year, with new subjects
appearing one year and disappearing the
next.

And almost all of them fail to focus on
the single most-important questions for all
companies:

1. Will this trend endure?

2. Will it produce opportunities

for profitable growth?

If we identify something as a Key
Trend, that's because it has passed the test
of these two questions,

A Key Trend is a genuine growth
opportunity. I’s a set of changes in

MupoBbie TeHaeHUnn 2017 ropa
B NPOAYKTaX NMUTAHMA M HaNUTKaX

consumer beliefs and behaviours,
leading to a change in a market. It’s
something on which a company can
base its strategy to increase sales
of existing products or create new
products, to boost market share
and profitabilicy.

There are many things that are trends
— changes in consumer behaviour and
beliefs that consumers expect you to
follow: But for many trends, consumers
will not reward you with higher sales or
increased prices. In other words, they are
not growth trends.

One very good example of a trend that
is important, and which every company
must follow — but will not generate
business growth for most brands (and
therefore has no place on our trends list) is
“clean label”.

Several research organisations persist
in naming “clean label” as the biggest
trend, with one saying (for example)
that: “Demand for clean label and

Which consumer trends will reign around the world in 20177

Ageing: A changing narrative

. Consumers in training

. Extraordinary

. Faster shopping

. Get real: The allure of authenticity

6 74

Identity in flux
Personalise it
Post-purchase
Privacy and security

. Wellness as status symbol
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Russian Consumers At A Glance

Datagraphic | 13 Jul 2017

DATAGRAPHIC CONSUMER LIFESTYLES
Russia: Lifestyles in 2017
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Consumers have endured the recession as well as declining incomes and rising
prices, putting significant pressure on household budgets and, in turn, dampening

consumer expenditure. In particular, food prices have increased considerably and
shoppers are buying less and increasingly looking for sales. Online shopping has

grown, especially cross-border shopping which provides lower prices and greater
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0630p pblHKa NULLEBbIX A06aBOK: CpeiHEro40BOM POCT MU 3aTpaThbl Ha
Aylwy HaceneHMa (M pasmep pbiHKA)

MTaIIIAH, AaHMFI u Monblua ABASAIOTCA OCHOBHbIMU O)'KI/I,D,aeTCFI CHMKEeHMnE TeMnoB poCTa BO MHOIMMX
pblIHKaMH, Ha KOTOPbIX OXXNAAKOTCA POCT Bbllle pa3BUTbIX CTpaHax, B TOM 4Ynucsie repMaHMM 7
cpeaHero n BbiICOKMe 3aTpatbl Ha Aylwy HaCeleHUA. BeﬂMKO6pMTaHMM (cpep,m I'Ipel'IFITCTBI/Iﬁ -
Apyrme pPblHKH, rAe NoTeHUMNa/IbHO OXMOaeTCA OTCyTCTBMHE HGOGXOAMMOCTM M noayyeHue
MaKCMMabHbIM poOCT, BK/IKOYalOT TprIMI'O 7] HYTPUEHTOB U3 anMOHa). *

Poccuro. Vitamins & Minerals 2016
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meyeHue 12 mecayes 0o utoHA 2016 200a ubo Boobuje ux He NpUHUMAsu)
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Health and Wellness Products Become More Accessible

Health and wellness products were distributed mainly via modern grocery retailers in 2016 —
premium supermarkets and specialist health food stores accounted for the majority of sales. In
the same year, distribution of health and wellness products improved considerably as the
relatively new supermarket chain VkusVill opened more than 300 stores across the Moscow
region. The company, which grew rapidly, specialises in the distribution of healthy food and
beverages supplied by producers that work for VkusVill on a contractual basis and regularly
pass quality tests. The company plans to open up to 1,000 new outlets in the coming years, with
the goal to promote healthy nutrition across the country.

Table 6 Sales of Health and Wellness by Prime Positioning: % Value Growth 2011-
2016

% current value growth

2015/16 2011-16 CAGR 2011/16 Total
Beauty From Within - - -
Bone and Joint Health 1.7 8.6 51.3
Brain Health and Memory 12.7 4.9 27.0
Cardiovascular Health 8.3 12.9 83.6
Digestive Health 7.6 10.2 62.4
Endurance 9.7 10.0 60.7
Energy Boosting 10.8 18.3 104.0
Free From 15.1 14.8 99.1
General Wellbeing 12.5 10.3 63.1
Immune Support 16.5 12.5 79.9
Oral and Respiratory Health 121 13.9 914
Urinary Tract Health - - -
Vision Health -100.0 -86.2 -100.0
Weight Management 6.9 10.5 65.0
Health and Wellness 10.5 10.9 67.4

Source: Euromonitor International from official statistics, trade associations, trade press, company research,
store checks, trade interviews, trade sources
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TRENDS

= Vitamins and dietary supplements registered healthy current value growth in 2016 despite
falling disposable incomes. The main factor driving sales was a heavy flu outbreak during the
2015/2016 winter. In order to increase resistance to viruses and infections and strengthen
their immune systems, consumers paid more attention to nutrition, supplementing their diets
with additional vitamins. As there is also a lack of fresh fruits and vegetables during the winter
in Russia, many consumers relied on vitamins and dietary supplements.

= In 2016, vitamins and dietary supplements registered a 6% current value increase to reach

npl/IMepr MHHOBAUMOHHbIX MPOAYKTOB

Vegelarier & Veganer
Vitamine e

R Wilko Wellbeing Calcium & Vitamin
[ l D Tablets for healthy teeth and
gums. Imagery on-pack shows a fist

Multinorm Vegetarian & Vegan . holding a dumb bell
Vitamin Tablets, specifically for Nesﬂe, MQV_L%Q E’rgnatal g
vegan and vegetarian diets, and Multivitamin Multimineral
formulated with vitamin D2, vitamin Supplement formulated for women
C, riboflavin, vitamin B12, calcium, before, during and after pregnancy.
iron, zinc, selenium and iodine. Said Marketed as a complete daily

to support energy metabolism and
reduce tiredness and fatigue,
increase iron absorption

multivitamin
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VITAMINS

= Vitamins are popular among Russian consumers and are often purchased for children. Even
those who do not take vitamins on a regular basis usually buy them when they have a health
problem, with the aim of helping the body to recover more quickly. Others buy vitamins to help
prevent flu and various other viruses and to improve their general health.

[pr“Mepbl MHHOBALMOHHbIX NPOAYKTOB A4 AeTEN .
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Table 7

% retail value rsp

Sales of Multivitamins by Positioning: % Value 2011-2016

2011 2012 2013 2014 2015
Elderly 56 5.6 57 57 57
Men 34 34 3.5 3.5 3.6
Pregnancy 12.7 127 12.8 129 12.9
Women 13.1 13.2 13.3 13.4 134
Other Multivitamins 65.2 65.0 64.8 64.6 64.5

Positioning
Total 100.0 100.0 100.0 100.0 100.0
Source: Euromonitor International from official statistics, trade associations, trade press, company research,
store checks, trade interviews, trade sources

Note: 2016 data is provisional and based on part-year estimates.

MprMepbl MHHOBALMOHHBIX A06aBOK AJ1A Pa3/IMUHbIX rPYnmn HaceneHMs
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BARRIERS TO HEALTHY EATING

Barriers to
healthy eating
for adults who do
not maintain a
healthy lifestyle
all of the time

Less affluent households are the
most likely cite the higher price of
healthy foodsfingredients as a
barrier to eating healthily. The
likes of Aldi's Super 6 Fruit and
Vegetables deals are helping
bring down the cost of healthy
ingredients, but there's clearly
mare that retailers can do to
prove to consumers that eating
healthily doesn't necessarily need
to be expensive

Basze: 1,739 intemet users aged 16+ whao do not maintain a healthy lifestyle all of the time | Source: Lighstpeedidintz|
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Higher price of
healthy foods/
ingredients
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Jlloau € HU3KMM YPOBHEM [0X04a noAasepKeHbl PUCKY
npo6,1em co 340pOBbEM

MHorue nogu ¢ HU3KUM YPOBHEM A0XOA4a NoABepXXeHbl PUCKY Npobrem
CO 340pPOBbLEM, CBA3aHHbLIX C NMUTAaHMEM, HaNpPUMepP OXUPEHUS U
caxapHoro gmabeta. HecMoTps Ha TO, YTO HM3KUIA YPOBEHb AOX0AA CEMbU
He NPUBOAMT HaNPAMY K BO3HUKHOBEHWIO 3TUX Npobrem, HaceneHue ¢
HU3KMM YPOBHEM [0X04a HaxoauTCsa B rpynne pucka mu3-3a OTCyTCTBUS
OOCTYNa K CBEXMM NPOAYKTaM, HEXBATKN BPEMEHUN Ha OM3NYECKYIO
aKTUBHOCTb M BbICOKOrO YPOBHSI cTpecca nnbo TpeBoru.

DSM

BRIGHT SCIEMCE, BRIGHTER LIVIMNG,




MonouyHble NPoAYKTbl U CyXMe 3aBTPaKu —
Hanboree nonynspHbIe KaTeropuun no BbIHECEHUIO
Ha 3TUKeTKYy MHcopmaumm o6 oboraweHnu
BUTaMUHaMu/MuHepanamm

Share of global food, drink and healthcare launches with a vitamin and mineral
fortification claim, April 2011 to March 2017

By category
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B . R
I s S ..
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Cereals Food Drinks Beverages Seasonings Energy Drinks

By sub-category

9%
6% £o
--------

Cold White Plant Based Fruit/ Spoonable Sweet Drinking Beverage Flavoured Energy
Cereals Milk Drinks (Dairy Flavoured Yogurt Biscuits/ Yogurt Mixes Milk Drinks
Alternatives) Still Drinks Cookies & Liquid

Cultured Milk
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https://www.youtube.com/watch?v=trnGunaZt74

Bakoma

Bo3AyLUHbIM MOMIOYHBIM NPOAYKT ANA AeTen Bakus

@ MEG-3

trust the source

BAKUS - HeBEpOATHO MOJIOYHBIM U IETKMI
NPOAYKT, uAaeasnbHbIM pNa geten!
CneumasibHO AnA JeTeN Mbl J06aBUAU K
TPaZMLMOHHOMY MOJIOYHOMY JecepTy Bakus
KanbuuM, BuTaMmH D 1 omera-3 kucnoty ArK,
4yT06bI CO3aaTb cynepBakus!

Bakus o61agaeT peuenTypom YCTOMUYMBOIO
pasBUTHUA, BK/OYAET B Ce6A KanbUuM U
BUTaMWH D, HEOGX0AMMble A HOPMA/IbHOMO
Pa3BMTMA KOCTEM Y JeTEU, MU OMera-3 KMC/IOTY
ArK, cnocobcTByHOLLYI0 HOpMaJibHOM paboTte
MO3ra.

Jlo6AT AeTH, BbIOUPAKOT MaMbl.

MpoayKTbl 6peHaa Bakus paayoT cBomMMm
BKYCOM M MUTATE/IbHOM LIEHHOCTbIO, TaK
HEeo6X0AMMOM AETSM B JIO6OM BO3pacTe.

&) DSM
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http://www.imid.med.pl/
http://www.danone.pl/
http://www.biedronka.pl/
http://www.lubella.pl/
https://www.youtube.com/watch?v=trnGunaZt74

C PW https://www.youtube.com/watch?v=zovI2Z59uWo

BKyCHble 1 xpycTawme X10Mnba U3 LUesibHOro oBca,
CMeLUaHHble C nerkumum u xpyctawmmm CHEERIOS,
pa3paboTaHHble 415 CHUXEHMA YPOBHS
xonectepuHa*! boratble KneT4aTKOM, coaeprKalimue
MEHbLLIEE KOJIMYECTBO HACbILWEHHbIX *MPOB M beTa-
FJIIOKaH M3 oBcAHOM KneTtdyaTku, CHEERIOS OAT CRISP
MOryT NMOMOYb BaM COXPaHUTb CBOE cepAue

DSM
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https://www.youtube.com/watch?v=zovI2Z59uWo

KaﬂbLlMl‘;l, BUTaMUH C U Kenes3o - Haubosee 4yacTto
ynoMHnHaeMble Ha YNaKOoBKe BMTaMMHbI/MMHepaﬂbI
Top 10 vitamins and minerals listed on-pack as a nutrient, global food, drink and

healthcare launches with vitamin and mineral fortification claim, April 2011
to March 2017~

49%

416 40% 3oy
35%  35% . .
I I I I i ' 1

Calcium  Vitamin C lron Vitamin A Vitamin B2  Niacin  Vitamin B1 Vitamin Bé  Folate VitaminB12

*6e3 HaTpus
*BKMOYEH HYTPUEHTDI, YNOMSIHYTbIE HA YNakOBKax NPOAYKTOB NUTAHUSA, KONIMYECTBO HYTPUEHTA B MPOAYKTE MOXET ObITb

paBHO HYIO Unn ObITb O4YEHb MarbIM.
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SuperMleko

obozawjeHHoe MOJIOKO

SUPERMLEKO UNT Z WITAMINAME A+D WP w@fﬁ@

SuperMilk — OTNNYHBIN NCTOYHUK Kanbuns u
BuTamMmmHoB A n D3 onga exeaHeBHOro
ynotpebnenus. [ns geten, MoxHo
MCMNOSb30BaThb C CYXMMW 3aBTpakamm, Kakao unu

Kodoe.

https://www.youtube.com/watch?v=ixoTPsW,i6ls

Kanbuui HEOBX0AMM AN1A NoAAEPIKAHUSA
3/10pOBbsA KOCTEN U 3y6OB

BUTaMMH A Cnoco6CTBYET HOPMa/IbHOMY
(DYHKLMOHMPOBAHUIO MMMYHHOM CUCTEMBI

ButammH D cnoco6CcTByeT HOpMasibHOMY RS
YCBOEHMIO KasibuMA U pocdopa s
h—
o-

Tawartosd thiszay o S

1,5 % =
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http://www.imid.med.pl/
http://www.danone.pl/
http://www.biedronka.pl/
http://www.lubella.pl/
https://www.youtube.com/watch?v=jxoTPsWi6ls

340poBbe KOCTeU, MO3ra M MMMYHMTET - CaMble
nonynspHbie 3a8B/I€EHUA O NMOJZIe3HOCTH Ha NpPoAYyKTax
NMUTAHUA U HaNUTKaxX, odoralleHHbIX
BMTaMMHaMU/MUHEpPalaMH

Top 10 functional claims on global food and drink launches featuring a vitamin and mineral
fortification claim, April 2011 to March 2017

0 —19%
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7% 7%
@] 0
6% 6% 50,
0
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Other Bone Brain & Immune Digestive Slimming  Antioxidant Cardiovascular Prebiotic Weight &
(Functional) Health Nervous System System (Functional) (Functional) Muscle Gain

(Functional) (Functional)
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BUNGE Optima DHA maprapvH cogepXuTt mMacrio MOPCKUX

Optima-DHA MWUKPOBOZOPOCIIEN, KOTOPOE ABMNAETCA HaTyparnbHbIM
MaprapmH MCTOYHNKOM [JOKO3arekcaeHoBOW KUCMOThI U crocobcTeyeTt
noagepXXaHuio 340poBbsA MO3ra U 3peHus
>0
5:6}{3)}@ TNOJQ combel
md . .
. % szaﬂiopn wspiera prawidtowa prace Op \ma
E 2 moézgu i wzroku D\-\A
i ® wspiera § prawidiowa prace.

dumne

upf'ﬁ A

J Stosuj Optima DHA codziennie, a Twéj umyst doceni Twoje starania.
Op‘.')";."’,\wspe,a,dmwwm https://www.youtube.com/watch?v=WKuv-60tmKM
\3
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http://www.imid.med.pl/
http://www.danone.pl/
http://www.biedronka.pl/
http://www.lubella.pl/
http://www.gnpd.com/sinatra/recordpage/3351765/
https://www.youtube.com/watch?v=WKuv-6OtmKM

MpoaaBLUbl ABAAIOTCA HOBAaTOpPaMM

- CO34a0T PbIHOK, NMpUuBJ1€KaloT npomssop,meneﬁ, npoasuraroT HOBYHO

NPOAYKLMIO
- CO34al0T AOCTYMHblE NoJie3Hble NPOAYKTbI ANA LWWMPOKUX C/I0€B
HaceJieHns

Po3Hu4Han cetb
Intermarche ( 9
BCErfA HU3KHE LIEHbI N

R&®SSMANN " - Carrefour
0/ Biedronka)

Codziennie niskie ceny ,

______/

r

#Muchan L.

KP=CTOK
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[Mone3Hble 6peHabl Npo/AaBLIOB
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BEONNIK seromy
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Lubella (Maspex Group) LeHa

BoicTpopacTBOprMOE 611040

Monblia .fMapTHepCcTBO ANA 3A0POBLA” o’ 1 8 s

+PARTMNERSTWO DLA ZDROWIL A-

Mleczny Start & i

www.mlecznystart.pl

. HOBMLI,MOHMpOBaHMeZ
3 «Milk Start» - TpagMuMoHHOEe 6ntoa0 B COBPEMEHHON hopme. ITO MaHHas kawla
C MOJIOKOM, O0BOraLleHHbIM cneumanbHO 0TOGpaHHBIMU BUTaMUHAMK U
MUHepanamMmu, HeobxoauMbIMU AN HOPManbHOro PasBUTUS AETEW LLKONIbHOIO
Bo3pacTa. OTo nNpoayKT «lapTHepcTBa ANst 300POBbsi» MEXAY KOMMNaHUAMN
«Danone», «Maspex-Lubella» n Mictutytom matepu u pebeHka

OcHoBHble yTBepXKAeHHNA:

b [porpamma LLKONbHOro NUTaHns Ans HopMasnbHOro pasBuUTUA 4eTen LLKONbHOro
BO3pacTa

OCHOBHbIe MHI'pepMeHTbI/COCTaB
3 Butamuud D3 1,25 mkr

¥ ButamuH E 4,15 mkr
¥ ButamuH B6 0,83 mkr
¥ ButamuH C 25 mr
¥ LinHk 6,25 mr
¥ XKeneso 5,83 mr
J
. MpoaykTbl DNP B cocTaBe:
% ButaMmnHHO-MnHepanbHbIi npemuke PL30265
% ButammnHHo-MuHepanbHbin npemukc NEW PL30265 (RDA 2008)
. MNpenmywectea DNP:
¥ TexHnyeckas n aHanuTuyeckas nogaepxka |
J

BRIGHT SCIEMCE, BRIGHTER LIVIMG,



http://www.imid.med.pl/
http://www.danone.pl/
http://www.biedronka.pl/
http://www.lubella.pl/
http://businesscoachingmag.pl/wp-content/uploads/2010/09/partnerstwo.bmp

Dr.Witt Premium FORTE - HeKTtap gna 350poBbAa cepaua

3awmilanTe ceBoe cepaue
MNOJIbLLA Q1/2016

Dr.Witt Premium Forte Na serce

https://maspex.com/produkt,drwitt,107.html
http://www.biedronka.pl/pl/product,id,19108,name,napoj-lub-nektar-dr-witt-forte-750-ml

MNo3snumoHnpoBaHue:
¥ HeKrtap “3 TOMaTHOro COKa /19 340p0OBbA cepaua
C 3KCTPAKTOM 60ApbILLHMKA

. OcHoOBHble yTBEpXXAeHHUA:
¥ 3awmuwanTe cBoe cepaue

. OCHOBHbIe UHrpeaneHTbl/cocTaB
L3 FruitFlow
¥ DKCTpaKT 60spbllIHMKA

. Po3HMYHaA yeHa:
CreknanHHana 6yTbinka 0,75 n - 0,95 €

e Wi e
. MpoaykTbl DNP B cocTaBe: . DEWF@E%E
% FruitFlow il , =

(moanmcb TLA, norotmn Ha 3TUKETKe)

. Mpeumywectsa DNP:
t  TexHWyecKas noafepkka

5901067403146

syt |
L

i N e @ ©750ml

. KoHTaKTHble nmua B DSM:
¥ rafal.zbikowski@dsm.com ; daniel.turek@dsm.com

DSM

BRIGHT SCIEMCE, BRIGHTER LIVIMNG,



https://maspex.com/produkt,drwitt,107.html
http://www.biedronka.pl/pl/product,id,19108,name,napoj-lub-nektar-dr-witt-forte-750-ml
mailto:rafal.zbikowski@dsm.com
mailto:daniel.turek@dsm.com
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4Move Sport

P O‘p
Food Care a 2
NOJIbLLIA Q1/2017 = = . >
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o »

4Move Sport

http://www.foodcare.pl/pl/pages/display/27

e [o3snumnoHupoBaHue:
% CrnopTMBHbIA HAaMUTOK 4’"0”E
o AC T I VE
. CHOBHbIE YTBEPXKAEHHUA:
% DHeprus v BOCMOJIHEHUE KMAKOCTH WATER
SIS VITAMIN FORMILL

MAGNESIUM
VITAMINS

corirbytas o normal muscie function.
vntrdutes to normal psychalogical function

i

B

. OCHOBHbIe UHIrpeaneHTbl/cocTaB
3 4 BUTAMMHA

. Po3HMYHaA yeHa:
MnactukoBasa 6yTbinka 0,5 n - 0,50 €

. Mpoayktbl DNP B coctaBe:
¥ PL41388

. Mpeumywectsa DNP:
¥ TexHWuecKas noajepiKKa

¢

hurtum

. KoHTaKTHble nmua B DSM:
%t rafal.zbikowski@dsm.com ; daniel.turek@dsm.com

DSM

BRIGHT SCIEMCE, BRIGHTER LIVIMG,



mailto:rafal.zbikowski@dsm.com
mailto:daniel.turek@dsm.com
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BEAUTY. (..

Jellies

’.l."‘"xl"'t;

ESS
£y
EFRN

*«OCHOBHble MHrpeaUueHTbl/cocTaB
% HnauuH

¢
¢ B B12 @%
@

% dosmeBas KMCoTa
% ButammH C

% ButammH E

% ButamumH B5

‘(OU,Q

MR
@ Jellies
*«OCHOBHble MHIpeaUueHTbl/cocTaB @
% ButamuH B2
% ButammH C
% ButammH A
% BMOTHH
% bLUoTHH

t Se
%t 7n

*«OCHOBHble UHIpeaUueHTbl/cocTaB
% ButamuH Bé
% + MaarHum

DSM

BRIGHT SCIEMCE, BRIGHTER LIVIMG,

29



PacTBOpPUMbIM HAaMMUTOK A1 KpPacoThbl b
MOKATE BEAUTY

MuTanTe CBOO KpacoTy
MOJIbLLUA Q2/2016

MOKATE KpacoTa
ANA 340pOBbA

SUPLEMENT DIETY

KWAS

HIALURONOWY

Skora - wihs - paznokcle
* No3uupoHmnpoBaHue: Zawiera kwas hialuronowy,

% PaCTBopMMbIﬁ HaMWTOK - NUTanTe Bally KpacoTy (nuweBas exstrakt z dzikiej r6zy,
6 czerwonych winogron,
AobasKa) zielonej herbaty oraz
Zstaw witamin =~ @
I mineralw

e OcCHOBHble yTBEpXKAEHHUA:
% [uiTanTe Bally KpacoTty

I Sktad za|e(anej Zawartos¢ , RWS*
,’ duenne] porgji (2 saszetki) w 2 saszetkach

y - Wﬁmmﬂsvlnﬁm i

. Po3HMYHaA yeHa: / / lmwm \

Beaut\

SKORA, WEOSY, PAZNOKCI

. OCHOBHbIE UHIrpeaueHTbl/cocTaB
% BuTamMHbl, MMHEpasibl, SKCTPaKTbI
¥  [manypoHoBad KmMcnota

mg
. . - . * RWS - Referenycja warto$c
MpoaykTtbl DNP B cocTaBe: ) | "MMWWWW
¥ [pemunkc FT160629EU o i
¥  B1,B2,HMaumH,B6,donmeBasn kucnoTa, Beal.lty FORTFIT
SKORA, WLOSY, PAZNOKCIE mwlsoni ’
Mg, Zn, EGCG, C s e gt S zimnej lub letnie wody. 150m
% DKCTPAKT LUMMNOBHUKA e e i U mumm
sk e, woogu (1 wes] (awen srayy, ik 1Rl
glnows-petsony. Lanien, s, subtonch Sl s,

. Mpeumywectea DNP: ':""‘ ---| \ mwmmmhmwmm

t  TexHuyecKas noAjepikKa
DSM

. KoHTaKTHble nuua B DSM:
BRIGHT SCIEMCE, BRIGHTER LIVING.

100 (10x € 109)

e Illlllllﬂllll

¥  rafal.zbikowski@dsm.com ; daniel.turek@dsm.com

411
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mailto:rafal.zbikowski@dsm.com
mailto:daniel.turek@dsm.com




