Market

Vegeta, a umnique composition of vegetables and spices,
has been an irreplaceable seasoning mix for 50 years,
through many generations of gourmands.

Vegeta s one of the strongest products and most
favoured condiments in Furope, assocated with
exceptional flavour, warmth of the famify circle and
friends gathered around the table on one sice, and the
culinary authority and quality on the cther.

Today, equally as m the past, Vegeta instils
confidence when caoking, both ta beginners and to
culinary experts.

Podravka’s most famous brand is today present at
more than 40 markets, Vegeta brand is the reciprent of
numerous intemational awards and according to
extensive research it holds the leading position amang
the strongest regional brands, and it 5 the No.| brand
n the category of universal seasonings in Europe.

Viegeta s an absolute authority at the market of
vegetable and spices condiments, it s a must-have
product, created in Podravkas reseach baoratory 50
years ago {n 1959), with a goal to accentuate and
mprave food flavour, The emergence of Vegeta at the
market gave rise to a genuine culinary revolution.

Even today, 50 years after the discovery of its
miraculous formuta, Vegeta s still popolar and favoured.
s secret 15 the fact that it does not dominate the food
taste; it rather enriches and complements .

Since Vegeta became a ynoaym for good taste,
today its other products like Viegeta Mediteran, Plkant,
Twist Chicken, Twist Grill and many athers bring the
true, rreplaceable taste of hememade cooxing into
households across the world,

Podravkas products are present and well positioned
both n Europe and other continents: Australia, Afrca,
LJSA and Canada.

Achievements
Ever since it appeared until present day, in all countries
where it is distributed Vegeta has accomplished great
success and is classified among favourite products by
the lovers of tasty and supreme-guality food. Vegeta
bacame a synonym for vegetable seasonings on the
maret,

Both the popularity of Megeta brand and its qualty
confirm that even after 50 years of existence this
rrepiaceable condiment still holds the first place amang
s Consumers,

The value of the product has been recognised by
experts as well, so Vegeta was avarded many prizes
across the world, like the Hit FMCG in
Poland, an award by a3 commercial
magazne ‘Zycie handlowe', as well as
Superbrands awards in Russia,
Slovakia, Poland, Bosnia and
Herzegoving and many other
countrss.

In 2001 the certification agency
Det Norske Veritas (DNV)
conducted a certification audit of the
quality management system in all
operations pertaining to development.
manufacture, sale and dstnbution of
all products under the Vegeta brand,
and snce all the requirements of the
SC 9001:2000 were fulfilled, a
certificate was awarded to the brand
attesting to it,

Throughout the 50 years of
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existence Vepeta grew together with its consumers, it
constantly introduced mnovations into its production
programme, and with its quality, traditional recpes
and recognisability even today it is distingushed at the
focd seasoning market

For 50 years the “teaspoonful of Viegeta” has
been winning the hearts of s consumers, by carefully
observing their needs and demands and gving every
meal a special and unique taste,

History

The rich history of Vegeta started long ago in 1958 o
Podravka’s research izboratory, under the leadership
of professor Ziata Bartl. Vegeta 40, which was the
brands initial name, dentfiable today for its
characteristic blue colour and charming chef of the
package, is a universal food seasoning that improves
and complements the aroma of food.

n 195% Vegeta was already launched onto the
market, and as it would soon become evicent, it
immediately started maving unstoppably on its way to
SLICCESS.

Eight years later, in | 967 Vegeta signed the first
sales contracts with foreign partners and started
conquering world markets of condiments. The first
foreign countries that had an opportunity to enjoy
Vegeta were Hungary and Russa,

During 1971 Viegeta 40 changed its name to
Vegeta and the increasing demand for the brand
resulted i extending its market to Austra, Sweden,
West Germany and Czechoslovakia. Vegeta travelled
far, thousands of miles away from its company seat,
and conquered the distant Australia

The year of 1974 marked the start of
broadcasting Vegetas TV success, a serial called “LLittle
Secrets of Great Chefs". With its culinary skills and
recipes the seral educated and left an Impartant
trace in the region of former Yugosiava. At that tme
a completely mnovitive approach to food
presentation, through application in cocking and
advice offered by a popular chef, Vegeta came closer
to customers and fortified ts position as the timeless
and all-pepular universal food seasoning. .. .And one
teaspoonful of Viegeta”. a well-known sentence fram
the culinary seral Ives on in the minds and
canscicusness of Vegetas loyal consumers.

In 1994, 10 the surprse of s loyal consumers and
those who would jon them later, Viegeta put on 2
new, more modern packaging, in accordance with
current trends. A new element was mtroduced on

Vegeta’s packagng — vegetables,
An important contribution ta Vegetas
success 15 canstant modernisation and
observng the latest
trends, In 2000 Vegeta
aunched a new fully
automated factory in its
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products was opened in Poland

New Vegeta Twist hottles wath sprinkiers were
introduced in 2003,

n 2004, Vegetas success of many years at the
market in Foland was acknowledged by awarding it the
Superbrands status.

The year of 2005 was especially cynamic for
Vegeta The first six months brought changes in visual
identity — Viegeta's packagng was redesigned. At the end
of the year two new universal condiments were
introduced to local and international markets: Vegeta
Medteran with Mediterranean spuces and a light
universal seasonng, called Vegeta Light. According to
results of research conducted by the Prizma agency at
the end of 2005, Vegeta assumes the leading position
amang the strongest brands n the region, and in the
same year it was awarded Superbrands status at the
markets in Hungary and Russia
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