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 This publication does not necessarily reflect the European 
Commission’s views and in no way anticipates the Commission’s 
future policy in this area. Its content is the sole responsibility of 
the authors. The information contained herein, including any 
expression of opinion and any projection or forecast, has been 
obtained from or is based upon sources believed by the authors to 
be reliable but is not guaranteed as to accuracy or completeness. 
The information is supplied without obligation and on the 
understanding that any person who acts upon it or otherwise 
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changes his/her position in reliance thereon does so entirely at 
his/her own risk. 
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