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FEEHER A Q3.12vs  Q412vs  QL13vs  Q2.13vs ) TN DRI e
B Q3.1 Q4.11 Q112 Q2.12 ) T CANDY e
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___________________________________________ 7 TEA 2.4
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10 RTD COFFEE 1.7
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1 PEANUT BUTTER 4.5
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5 CULTURED MILK 3.0

6 SPAGETTI 2.8

7 MOUTH RINSE 2.7

8 CHEESE 26
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1 DEODORANT 8.0
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Bkl Q311 0Q4.11 Q112 Q2.12 1 RTD TEA 91
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AT A . . . . 3 STERILIZED LIQUID MILK 6.0
A [ ) ® [ ) (] 4 ESSENCE OF CHICKEN 52
B Y Y T Y 5 ICE CREAM 50
_oElAl . @ ® ® o . eoDORANT L.
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o EpmorE N '_ ________ ! ________ ! ________ ! a 3 Energy / Sports Drink 5.0
R - /N ._ ________ ' ________ , ________ , 3 a Spirits 47
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______ = q&}\_____._________i________‘________i_ 6 Wet Tissue 3.9
___________________________________________ 7 Coffee 3.8
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FEMREE R AL HERIIBKEY MAT13Q2 vs. EERHHT MAT Q2.13 MAT Q2.12 MAT Q2.11
B 2 N 11.8%
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Exk
F &l i
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AN AV E 5
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FEREHEHTRAE- HESPIBKEY MAT13Q2 vs. EERHA HERTL04 H R M B K RILRM AL (IKSEFRIEBK)
KA 20138EfT TS BEEREZEMHES R
B R B ] 9.9% 1 INSTANT COFFEE 5.0
&5 | 0.6% P) RICE SOUP 35
oo S 7 oAToOM LEANGR
o - ] 9 . oo o o
% i i 15.5% 6 KETCHUP/ITOMATO SAUCE 2.6
AP N 16.5% 7 FLOOR CLEANER 2.4
9 BOX TISSUE 1.6
K3t VO RSN AL 10 BOUILLON 16
TRRIR: MAT Q213 vs EFRIHA M2 B EE% o
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M| FEFE%L 2013

i EES HIJE i Lok 5
2013 GDP 1K 8.0% 5.7% 6.3% 2.8% 5.1%
2013 V{55 (CPI %) 3.1% 10.0% 6.0% 2.8% 2.2%
FFEELH e (REUE ) 1,115 USD 228 USD 750 USD 1,590 USD 969 USD
A FEE SRS I S RE (HRaH B ) 90 & 338 %k 425 & 112 & 108 &
SEI=NBEPN: 28 A 49 A 39N 28 A 45 N
JEEE Yo% BT EiC) Z ik e
2013 GDP 1K 6.0% 4.4% 3.0% 5.9% 5.2%
2013 P55 (CPI %) 3.7% 3.6% 2.1% 3.8% 8.2%
R RS (P ) 725 USD 2,099 USD 1,404 USD 597 USD 654 USD
S SEREL (B 7 ) 357 ¥k 214k 101 & 211 %k 168 ¥
SEI=NBEPN 5A 58 A 28 A PN 46 N

E# AR IMF, National Bureau of Statistics of China, Trading economics, India Ministry of statistics & Programme Implementation, Central Statistic Bureau Indonesia, Bank of Korea,
Statistics.gov.my, Department of Statistics Malaysia, Bank Negara Malaysia, www.nscb.gov.ph, National Statistical Coordination Board, NESDB, Bank of Thailand, General Statistics
Office of Vietnam, Saudi Arabian Monetary Agency, Taiwan Department of Statistics , www.imf.org
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