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Market

Jana, natural spring water, the leading brand of Jamnica
d.d. s also the leader on the bottled water market in
Croata, having more than 50 percent of market share
among spring nan-carbonated bottled waters with yearly
sales of 63 million litres,

Nevertheless, considerng its constant market share
increase, Jana has a significant roke and strong presence
on regianal markets. |ana establshed its strang position
and at the same time built an image of an intemationally
accepted premsum brand.

Thanks to tts exceptional quality, unique taste and
continuous mvestments in marikeating actvities and
design, Jana is very successful in regional countries:
Bosnia and Herzegowina, Serbia, Mortenegro, Siovenia,
Macedona. Hungary as well as on internaticnal markets
such as Canada, Japan, Portugal, Romaniz, Germany,
Bait Countries and the USA. It should be noted that
Jana & the markeat keader in Bosnia and Herzegovina with
|2 million Itres sold.

In May 2005, Jana started exports to the USA. In
the first stage, it covered the State of New York thanks
to the cocperation of different retailers and specalised
“health & beauty”" chains.

Each year, it enters a new market, and as a result,
from the beginning of 2008 Jana has been prasent o
one of the strongest developing markets, Russa.

On regional markets, Jana's competitors are the
largest local brands, whereas on the European and the
overall intermatonal market Jana 1s competing with
premium bottled water brands owned by the «big four:
Nestle, Coca-Cola, PepsiCo and Danare.

Jana is positioned as an exceptional product of
unique and characteristic identity with clear and
consstent communication that differentiates it from
other competing brands.

On both local and foregn markets Jana has the same
premium positioning, which translates into unique
communication and pricng strategies. However, local
market spacifics are always taken into consideration in
order 10 adapt communication and sales actwvities, On
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averall, Jana s an established regianal beand with high
aspiratians of becoming an internatonal brand with a
unique and characterstic communicaticn strategy.

Achievements

Janz s a warld-aver known battied water, a fact proved

by a number of internatianal awards and certificates.
jana's exceptional quality is confirmed by a number

of internatonal sstitutions:

Aqua Expo Faris / Eauscar 2005 - jana is the proud
reapient of the Aqua-Expo Pans 2005 Eauscar award
for bast spring water.

NSF is the feading independent US guality control
institute that is a puarantee of trust, independence and
expertise. The NSF logo is 2 signed guarantee of the
quality and safety of [ana water.

ITQI Brussels 2006 — the Internationa! Taste &
Qualtty Institute gave lana its highest grade for taste and
quality (3 stars).

SGS Fresenius — the SGS Fresenius Institute, as
Germany's leadng independent authority in the area of
quality control estabished that Jana's essential qualibas
remain preserved in the production precess and that
the microbialogical composition remains unaitered long
after its bottiing. A microbickgical analysis and certificate
from SGS Fresenas attest to the fact that Jana's
impeccable purity and superior characterstics remain
unaitered ‘ong after bottling and is especally
recommended for consumption by children and in the
preparation of baby food and beverages

jana’s spring water s on the offical EU bottled water
fist.

Jana is also on the official list of NATO suppliers that
requires supreme water quality that is regularly
confirmed with several certificates and analyses
throughout the year.

History

The jana brand was created and unveiled to the market
in 2002, It may be said that is the true result of its own
achievements and n less than six years Jana became one
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of the most famous brands on the local and international
markets.

At the beginning of 2001, jamnica dd. accomplished
a Greenfield rwestment, opening the Saint ana bottling
unit, starting the commercial precuctaon of fana in the
summer of 2002

Product

On the market, Jana s present m PET packaging of 1.5,
.0, 0.5 and 0.25 litres as well as in 0331 and 0.75! glass
bottles for cafés and restaurants With supreme
technoiogy of productan and bottle design, Jana is
positoned alongside the most famous warid bottled
waters.

Jana wezs a 7,000 years well-kept secret in an arterial
well near Saint Jana. hidden between the hills. Due to
the depth of the we!l of 800 metres, the Jana spring &5
exceptionally well protected from any kind of
cantamination, ana's purty and freshness is the result of
the lengthy natural process of fittering through thick
layers of mineral rack. On its thousand-year voyage
through layers of mineral rock, Jana has been naturally
ennched with mnerals, ncluding calcum and
magnesium. The exceptionally balanced mineral
campasition gives it the uniquely light and frash flavour
that makes it so particularly pleasant to drink. One of
the most important facts referring to Janas exceptional
qualtty = that it is bottied directly at the source
preserving its anginal purity and unchanged natural
characternistics,

With the low content of sodam and well-balanced
elements and rabo of cakium and magnesium, Jana is
ideal for replenshing bodily fluids, very impartant for
narmal functioning as well as for baby food preparaton,

Jana differentates tseif with a light, silky taste that
makes it the favourite water of consumers.

In 2004, 2 brand extension was created in the farm
of non-alcohalic refreshing drinks developed with Jana
spring water and natural extracts — fruit flavours.
Flavoured Jana has low calorie content, from 9 1o |2 Keal
per 100 mi and is declared as a lght product. The
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