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WOWENERGY

“Nothing is lost, nothing is created, everything is transformed”
(Antoine-Laurent Lavoisier)

SIS

Team me

Tatiana |
" Elena-Alexandra C
> lonut
Andrei-Sorin B

SUCEAVA Coordi
OPHELIA JUly 2013 Prof Daniela E

P E



The whey Industry
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redients for “WoWEnerqy” beverage
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l Health in a cup

Calories, kcal 45,2 113 6
Protein, g 0,7 2 4
Total Carbohydrates, g 10,2 26 9
Dietary Fiber, g 2,2 6 1
» high nutritional quality 229 s o 3
» source of amino acids | jaurwedrato o 20
» low in fat and sugar e oo e
» high biological value | jamin% me %5 s e
Calcium, mg 62 150 18
Iron, mg 0,2 0,5 s

*Percent Daily Values are based on a 2000 calories diet
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Glass bhottles

-~ Beers, mineral and ae rated waters ang
and fruit juices, syrups and other product

everages

no. W 0225)
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Analyses
Physicochemical Sensorial Microbiological
analyses analyses analyses

- pH 3,51-3,56 — 80 people from — 1SO 4833:2003

_ Acidity 122 °T Galati, bet}ween the _ vegetative cells
a%p \;vﬁgy%éﬁe and including molds ant
Ny, recommend to a yeasts are
e inactivated
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e main technological operations S

STRAWBERRY WHEY 605 PEACHE JUICE LEMOHM JUICE
JUICE 205 13,4% b,6%
FRUITS 2 :
Diosing Dosing Dosing Dasing
G Mixing
Reception imin
Hydrating
s 24h, 2-4°C
Sort-Washing Inadequate
fruit .
Filtration Residue
155
Cleaning- Peduncle,
. Peyllium Fiber Mixing
Cutting seeds 0.2% 1min
AT HPP, 400MPa,
E 40°C, 20min
Glass packaging Packing
FRUIT JUICE
Storage
Max, 4-6°C
Delivery

F gubiguke 1. Flowchart of fruit juice Figure 2. Flowchart of f-k
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HPLT treatment
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Jovative elements of the “WoWEnergy” beverag

“Nothing is lost, nothing is created, everything is transformed?”
(Antoine-Laurent Lavoisier)
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logical dimension of the product

e recipe valoris®
whole whey which is

| | an important

- HPLT processing ¥ pollutant of the
technology environment
protects the
environment

100% recyclable traceability
packaging systems can be
implemented to

we reduce the ~ obtain organic
carbon footprint certification

00% natural due to an efficient
chain distribution

buying raw
materials from I the 115 Mt of tf
~ certified organic whey produced worldw
o Suppliers year is disposed of in t
environment

HPP 193,6 KJ/kg vs. 242 KJ/kg sterilization
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|_abeling

Calories, kcal 45,2 6
Protein, g 0,7 .
Total Carbohydrates,g 10,2 9
Dietary Fiber, g 2 1
Sugars, g 8 5
Total Fat, g 0,1 0,5 <1
Saturated Fat, g 0 0 0
Trans Fat, g 0 0 0

1

Cholesterol, mg 06 15

A

Sodium, mg 0,03 0,07
Vitamin A, mg 05 1.2
Vitamin C, mg 15 38
Calcium, mg 62 150

LD
Iron, mg 02 05 s
*Percent Daily Values are based on a 2000 calories diet
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ce (20%), peach
syllium fiber,

ph us, potassium.
Fruit content: 40%

20 ml

claims made
foods
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~ CONTAINS NATURALLY
OCCURING SUGARS
Contains lactose!
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Highest quality standards I

Delivering innovative products

q %

We stand behind our products, our R—
recipe, our technology and our word
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Objectives

Create a regional distribution center

Establish strong sales divisions

P

3

Maintain a tight control of cost and

operation




consumers
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> Modern consumers
> Urban areas

»Medium t high salary
»High inte guality of life
»Premium n added value
» Adults, children and the elderly




Main competito

« Tymbark, market share of
35%,

 Parmalat (Santal)

« Coca-Cola Hellenic
(Cappy)

e Granini

 Pepsi Americas (Prigat)

« Pfanner and Rauch

The target for the company Is to reack
1.76%.

e 102 million liters (201

. 2.88
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competitors
prices

250 cc* 1.14-1-54
1L 1.05-1.08 1.15-1.20 1.30-1.39 1.16-1.21
TetraPak**

* AS séen in restaurants. -
**  As seen in Metro, Kaufland XL

250 cc Glass 007€ 0095€ 0.26€ 004€ 0.135€  0.60€ 1.20
Bottle
1L Tetra Pak 0.28€ 0.38€ 0.12€ 0.04€  0.18€ 1€ 1.24
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Promotion




RorTC

- MOLDOVA

C.LUJ NAPOCA .
X Targu Mures
TRANSYLVANIA

v _JCRISANA

. TIMISOARA _ Alba lulia

stribution

. Brasov

. Navodari,
onstanta

. Bucharest




ales f() recast Three year forecast of

sales, costs of production and

Gross cash flow

,000

,000

" Retailer reve
® Total costs
" Factory reve
" Profit

2013 2014 2015



Conclusions

' This beverage it’s an excellent choice for an average consumer, athlet
kids and elderly

 Can be consumed anytime and anywhere

- Only 11% of fruit juice obtained worldwide iIs based on HPLT and we w
to extend this

 Consumers will love/be attracted by the equilibrated nutritional formule
price, aspect and wish every day for a bottle of juice

- We want to promote this idea to the International Conference Euroalime
that will take place In October in Galati
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