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DIG ITAL Social, purchase, what else?

In most countries internet became
the second media just after TV

Increasing use of new media devices i.e. Smartphones
Increasing use of social networks
Facts . Increasing purchases on Internet

@  Increasing in-home Internet availability & usage

« More information & more misinformation
o « Speak to consumers
ROI media digital

Challenges «  Data security payment

KANTAR WCJ'RLOPARNEL

© Kantar Worldpanel



DIG ITAL Social, purchase, what else?

Internet makes more connections
and more interactions with your

consumers

A new way to get information
about brands

Consumers get a real
relationship with brands, in an
interactive manner

Brands get closer to the
moment of truth and increase
intimacy

KANTAR WCJ'RLOPARNEL
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95% of respondents use their smartphone PRIOR to dining out.

PPEPHRYPEDHT DAY Y

What is the PRIMARY reason you use your
smartphone PRIOR to dining out?

jolic e o

18%

®| 18%

Coca Cola

WFE BYE.
aue‘sazmu \dh \ u SEBARKANag w7 76m ‘2 ‘
Wm )

BIEEEST MOTIVATORS IN LIKING A BRAND ON FACEBOOK ARE...

Promotions/discounts

Source: Lah42, September 2012
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DIG ITAL Social, purchase, what else?

Online retail share expected to
increase rapidly

Source: Forrester Research
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DIG ITAL Social, purchase, what else?

E-Tailing Business Models in
FMCG

HOME DELIVERY PICKUP

Store to home Click-and-collect Click &
Collect

In-store picking

ev/opanel
Online start-up (and Some grocers are
Ware-house picking some bricks-and- adopting this
| mortar) deliver from time-saving Py
e warehouse approach O e
E.LECLERC ()
ocado e
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DIG ITAL Social, purchase, what else?

Reinventing the way people shop

Tesco Homeplus subway & bus stop virtual stores (Korea)

KANTAR WCJ'RLOPARNEL

In 2011, , the Korean subsidiary of
Tesco, began selling in Seoul
subway - where smartphone users can
photograph the bar code the of life - size
pictures, on the walls and platform screen doors,
of 500 items of food, toiletries, electronics etc.
for

Homeplus' Smartphone App is now

, with >900,000
downloads (Feb 2012). Most orders placed on
the app are at 10am and 4pm, while people are
on their way to and from work.
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DIG ITAL Social, purchase, what else?

Bottom line

' = Digital is redefining the way people live,
interact and behave.

" |t becomesan and a

Manufacturers need to redefine the way
they with their customers :
communication, point of contact.

ﬁ' New customer experience.
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Convenience FMCG products are
becoming popular

« Blurring of professional & personal life
« Longer distance to work
« More women are working

Facts Urbanization, busier life with more entertainment

Less FMCG purchase occasions (Sales decrease during
lunch time).

« Lesstime shopping & cooking
' « More services in-store

= « Innovation to make shopping easier
Implications «  Ready to “heat” /Ready to eat/Ready to drink

KANTAR WCJ'RLOPARNEL
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The housewives are getting busier
nowadays. One good reason why
they love convenient products

Female Labour Participation Rate Urban Population %
I
2000 w2011 France 86 80
- |
60 . Brazil 85 60
55 53 54 36 53 52
41 81
South Africa N 62 20
18
e China [N 51 0
I I I I - indonesia 1950196019701 98099R01202R03Q04 0.
Brazil  Singapore Germany  Spain Saudi
Arabia m 2000 2011
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«w | Consumers nowadays tend to look for
uniqueness, to differentiate their selves
with others

Share a Coke with a friend

shareacoke.com.au

i « Greater desire for entertainment
« Desire forindividualism
 Increasing wish to indulge

Facts Design is gaining importance
Instant gratification

More shopper/consumer segmentation,
customized communication (digital)

More shopping/purchase experience
Implications »  More innovation: Exclusive and customized
products

KANTAR WCJ'RLOPARNEL
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H EA LTH Starting to be a Must

Everyone in the world is getting fatter

€ € Increasing number
of people with
health issues
(allergies, obesity)

“Increasing health
awareness & self-
responsibility

KANTAR WCJ'RLOPARNEL



H EA LTH Starting to be a Must

What can manufacturers do with this

health trend

« Educate for healthy life & Functional products Individual Average BMI
' (Forums, Apps, etc:-+) ®
« Consumer knowledge about ingredients
5] :

mplications *  OTC products in-store 1980 Country 2008

 Increase the range of healthy and functional
products 25 New Zealand 28

P lﬁf | Lo » ¢ 25 UK 28

21 Angola 23

19 Vietham 21

20 Indonesia 22

24 Mexico 28

KANTAR WCJ'RLOPARNEL
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http://gamapserver.who.int/gho/interactive_charts/ncd/risk_factors/bmi/atlas.html

VALU E Consumers Look for Value for Money

When the price talks : Private Label is
Becoming a Hero

« Purchasing power at risk in Private Label share %
@ many countries

Purchase plan in advance
Share of wallet food shrinking uk

Facts Trading down; Private label; i
Hard Discount Portugal N e
Germany B 38
France NN 38
« Promotion / Private Label / .
' range of economic products Colombia % ¢ = 2008
— « Maximize the loyalty card / ]
mplications _ feward the brand / store loyalty South Korea § 3 2012
« Price benchmark in-store (or
website / app)

Source: Kantar Worldpanel
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‘Indonesia’s Economy to Surpass
Germany and UK by 2030..."

McKinsey&Company
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I N DON ES IA Key Statistic

Indonesia Key Statistic.
The country has so many potential for any manufacturers to invest in the market

) arir D
rovel YA
12% of population (2012)
15.4% (2008)

[
AOUS

63.3 m|II|on (2013)

ation

249.0 million (2013)

@ $878.0 million (2012)
ation Rate GDP Growth
8.38% (201 3) 5.6% (YoY 2013)

Source : World Bank, Bank Indonesia, Population Reference Bureau
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Indonesia will still be at the top 5 of The Most Populous Country in 2050

China 1,375 India 1,652
India 1,277 China 1,314
United States 316 Nigeria 440
Indonesia 249 United States 400
Brazil 196 Indonesia 366
Pakistan 191 Pakistan 363
Nigeria 174 Brazil 227
Bangladesh 157 Bangladesh 202
Russia 143 Congo, Dem. Rep. 182
Japan 127 Ethiopia 178
Source: Population Reference Bureau, 2013 *Projection
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Indonesia’s GDP is slowing down in 2013. World Bank projects that this
condition will continue in 2014 but will improve in 2015.

Annual GDP Growth (%)
6.50
6.35

5.50

5.50
5.30

4.58

2006 2007 2008 2009 2010 2011 2012 2013 2014* 2015* 2016*
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Travel and tourism continues to perform strongly in Indonesia

Fast domestic retail expansion boosts travel and
tourism

Besides being famous for its landscapes, Indonesia is 7.65 7.94
increasingly attractive as a shopping destination due to its

fast growing retail market. Tourists from neighbouring 6.32

countries such as Singapore and Malaysia find it attractive

to gain good bargains in Indonesia.

Growing demand for premium services 6.23

The growing number of wealthy individuals in the country is
also fuelling demand for more premium services, ranging
from luxury or 5-star accommodations, spas and business
cars up to full service flights.

Increasing penetration of online transactions

For low cost carriers, the majority of sales are already Foreign Tourist Arrival (in million individual)
made via online transactions. Low cost airlines also seek
sales opportunities during low season by offering 2008 2009 2010 2011 2012 2013*

promotions on certain departure times.
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I N DO N ES IA The Must Face Challenges

Despite of so many good trends, Indonesia still has plenty of challenges to be faced

Ecbnofﬁists Predict January‘ Inflation;ry
Pressures From Floods

Jakarta as the capital city is still struggling with

flood when rainy season hits

Unemployment

Unemployment rate is still high in Indonesia.
The rate reportedly rose in August 2013 on the
back of the economic slowdown

KANTAR WCJ'RLOPARNEL

JakartaGlobe

Trf_ic

Traffic in Jakarta is one of the worst in the
world according to BBC

Infrastructure

Indonesia is ranked as a country with the
slowest internet speed in Asia. One of the
result of underdeveloped infrastructure

Poverty

= X ok L4 R~ b

Out of a population of 234 million, more than
32 million Indonesians currently live below
the poverty line

Corruption

Corruption Perception Index placed
Indonesia at the 114th position among the
177 countries being valued.
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PREMIUMIZATION Luxury Becomes a Trend

A growing demand for luxury and premium products and not limited to
FMCG categories

AN\ FAsHION

Ehe New York Eimes ﬁ CA R S

Fashion & Style

TECHNOLOGY SCIENCE HEALTH SPORTS OPINION

ION BUSINESS
1on E DINNG &WINE HOME & GARDEN WEDDINGS/CELEBRATIONS T MAGAZINE I B Mw Ia u n c h e S Ia t e St I u x u ry

Luxury Brands Find a Home in Indonesia m Od e I '

Associated Press, Jakarta | Business | Wed, Movernber 20 2013, 9:30 AW

The new rich driv

eupd
for luxury cars b demand

THE WALL STREEJOUi{NAL.'

ASIAN BUSINESS NEWS

Hermeés, Gueei Put Indonesia op Their Wish Ijst 2

By KATHY i
CHU in Hang Kong and | MADE SENTANA in Jakarta Indonssia TECHNOL OGY

Indunesia's arawing ranks of

inda Yulisman & Jakarta Post, Jakg 4 | Headline on, Movernber 15 2
L \ The Jak, Fast, Jakan | Headli 5 M Movernb 82013, 1001 4
A TS W

ealthy consumers are enticing mare Iy brands tg

Southeast Asiz's larpest ECONGTY, l S a m S U n g 0 p t S fo r p re m i u m

. to Be Largest Luxury Market ™ roducts to retain market
Indonesia to Be Larg eadership

in SE Asia: LVMH

A cNnBC

Mariel Grazella, The Jakarta Post, Jakarta | Business | Fri, May 24 2013, 12:27 PM

T Text Size —=0F
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Indonesian consumers do buy premium FMCG categories

Moulded Chocolate Mouthwash Baby Shampoo
(Year on Year Comparison) (Year on Year Comparison) (Year on Year Comparison)
Facial Care Liquid Soap Cheese
(Year on Year Comparison) (Year on Year Comparison) (Year on Year Comparison)
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I

PREMIUMIZATION | Luxcry secomes a Trend

Premium FMCG products are finding a good track in Indonesia market

Source : Kantar Worldpanel Indonesia, 2013)

Toothpaste Inst. Coffee Baby Milk Powder Ice Cream

51
63
79 80 74 69 ® Non Premium
Premium

Value Share | Urban Indonesia

2012 2013 2012 2013 2012 2013 2012 2013
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Most FMCG categories are seeing shoppers upsizing and this is delivering
volume growth for many categories

of FMCG categories find increase in
pack size and average volume bought
per household.

B
O O
[ O
O O
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TH E BIG FO RMAT When The Big is The New Normal for Pack Size

The big format is invading shampoo, as one of the biggest category in Indonesia
and also well-known as sachet driven category

Source : Kantar Worldpanel Indonesia, 2013)

(Urban Indonesia) Shampoo Volume Trend (in Million Liters)

—
%
22 /
21 o
Bottle Bottle
19 SACHET
18 m BOTTLE
55% 49% U7
. y T 5 b

FY 2012 FY 2013
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THE BIG FORMAT | when the Big is The New Normal for Pack Size

APPARENTLY, SHAMPOO IS NOT ALONE IN THIS INVASION...

Fabric Conditioner and Biscuits are also invaded by big pack size.

Source : Kantar Worldpanel Indonesia, 2013

(Urban Indonesia)

82% 77%

FY 2012 FY 2013

KANTAR WCJ'RLOPARNEL

(Urban Indonesia)

29% 25%

Sachet Sachet

/1% 75%

Big and Big and
Multipack Multipack

FY 2012 FY 2013
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Why is male grooming a hot topic in Asia?

brands are
growing at faster pace than
beauty sector

PERSONAL “FOR MEN”
CARE SEGMENT

KANTAR WCJ'RLOPARNEL



THE MALE G ROOM I NG When The Word Beauty is Not only for Women

This male grooming trend is also happening in Indonesial

Source : Kantar Worldpanel Indonesia, 2013
Male product buyers

increased by 7.4 points ‘ ‘ ‘ ‘ ‘
this year vs. year ago. ‘ ‘ ‘ ‘ ‘

i~ ™

The spending of

Rp. Rp. Rp. Rp. Rp. Indonesian households

I duct
Rp. Rp. Rp. Rp. Rp. inc(r):arsneaoleblyolrlclg‘;fthis

year vs. year ago.
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THE MALE GROOMING | when he word Beauty is Not only for Women

Male face cleanser is one of the male products that facing excellent growth!

Source : Kantar Worldpanel Indonesia, 2013

5.7

Male face cleanser buyers increased
by 5.7 points this year vs. year ago

The spending of Indonesian
households on male face cleanser is X
this year vs. year ago.

KANTAR WCJ'RLOPARNEL
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TH E COM P ETITIO N When the New Enemies are Keep Coming

Indonesian households purchase many different FMCG categories for their daily life!
It will open more spaces for competition in the market.

Source : Kantar Worldpanel Indonesia, 2013

45

Average Number of Category Purchased by
Indonesia Households in a Year

f43

Year 2012

Year 2013
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TH E COM P ETITION When the New Enemies are Keep Coming

However, as the number of categories purchased is increasing, the shopping
frequency for FMCG is decreasing instead.

Which means, the competition is becoming even more violent as the chance
of being bought of one brand is also minimized

Source : Kantar Worldpanel Indonesia, 2013

88
___________________ N
Total Trade Channel
[SHOPPING FREQUENCY OF HOUSEHOLDS IN INDONESIA] — Total Modern Trade

Total Urban & Rural Indonesia

Total Traditional Trade

Q12013 Q2 2013 Q32013 Q42013
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There are so many new FMCG brands coming to Indonesia market every year!
These “newcomers” will always come up with a strategy to get to the throne

2\
Y 1 T New Brandsin 2013 ‘ New Brands in 2013

@ New Brandsin 2013 + New Brandsin 2013

KANTAR WCJ'RLOPARNEL
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At SKU level, the competition set is even higher.
As the shopping frequency is decreasing, brands need to do something to increase
the chance of being considered by consumers on each occasion.

Za\
HT New SKUs in 2013 ﬁ New SKUETIETE

@ New SKUs in 2013 + New SKUs in 2013

KANTAR WCJ'RLOPARNEL
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TH E COM P ETITIO N When the New Enemies are Keep Coming

This condition could deteriorate faster than expected with the launch of ASEAN
Economic Community that will take place in December 2015.

It will allow more foreign brands to penetrate Indonesia, which means the competition will be even tougher.

Source : www.asean.org (2013)

B) ASEAN

Community 201

- Uszpipuonidsu

A single market and production base

A highly competitive economic region

A region of equitable economic development

Asean Economic Community is coming in 2015 A region fully integrated into the global economy

KANTAR WCJ'RLOPARNEL
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http://www.asean.org/
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There will be three big events that will hit Indonesia in 2014.

World Cup 2014 Ramadhan (Festive) National Election

‘ ¥ FIFAWORLD CUP

20

L Brosil | & 2014

PEMILIHAN UMUM

-+ and what will be the impact?
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EXTENSIVE EUPHORIA A Super Busy Year for Indonesia

The advertisement slot in TV or any other medias will be very jammed this year

: (R Shmengy y N (R City

NELPON SAHUR o o, mew |
: ! - partnership
v gl

jam 12 malam - 6 pagi
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How it will impact the sales? Our data suggests : it will be definitely impactful!

Syrup Sales Trend (Billion IDR)

1200
Festive Period
1000
800
4 "’g B 600
400

200

0
Jan-13 Feb-13 Mar-13 Apr-13 May-13 Jun-13 Jul-13 Aug-13 Sep-13 Oct-13 Nov-13 Dec-13 Jan-14
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EXTENSIVE EUPHORIA A Super Busy Year for Indonesia

In 2010, there was development of High Definition (HD) TV & the
launch of 3D, both were helped by the World Cup.

(Source Europanel Report, 2010)
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During World Cup 2010, some FMCG categories in neighbour country
such as Malaysia found a huge increase in volume versus previous year

FIFA

WORLD CUP

KANTAR WCJ'RLOPARNEL




RELEVANT IMPLICATIONS | whatis it for you?

“Introduce new products with added
value and pack it as premium to the

consumers will still relevant to Indonesia
market” “Bigger pack size enable us to be creative
in pricing to tell our value proposition”

“Launch a specific product that is special
for male”

“Open all possible channel for promotion :
Above The Line, Below The Line, and Digital are
very important for a brand to be considered by

P T . consumers”
Make sure you have the ‘slot” in the

media during this busy time”
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