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FMCG GROWS AT 4,6% - HALF THE GROWTH THAN TWO YEARS AGO
DECELERATION IN ALL SUB-REGIONS
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SLOWDOWN SEEN IN FOOD & BEVERAGES
THESE BASKETS ACCOUNT FOR 60% ASIAN HOUSEHOLDS” S FMCG SPEND
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IN VOLUMEN, FMCG IS GROWING ONLY 0,4%
NON-FOOD GROWING THE FASTEST AT 3,8%
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INDONESIA, THAILAND AND VIETNAM SLOWDOWN SHARPER
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FOOD: VIETNAM HOUSEHOLDS CONTRACT THEIR SPEND ON FOOD
ITEMS
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BEVERAGES: WHILE INDO AND CHINA SLOWDOWN, MALAYSIA SHOWS
NEGATIVE TREND
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PERSONAL CARE: ONLY SECTOR THAT ACCELERATES GROWTH DRIVEN
BY CHINA
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HOME CARE: DOUBLE DIGIT GROWTH IN INDONESIA
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DAIRY: DOUBLE DIGIT GROWTH IN CHINA AND PHILIPPINES.
CONTRACTION IN INDIAAND MALAYSIA
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MAT Q2 2015 | SUMMARY ASIA

% Value Change FMCG i MAT Q2 2015 vs. Year ago
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D) IN KR MY PH KSA TH T™W VN

Back Homepage Back to Summary Asia

BASKET TRENDS i %Value Change MAT Q2.15 vs. YA MAT Q2.15 MAT Q2.14 MAT Q2.13

FMCG Total ] 5.4%

Food ] 2.4%

Beverages L 4.3% 01

Dairy Products S )

Home Care ] 6.1% 23% 23%
22%

Personal Care 3%

Supermarket CVS Hypermarket Grocery \lj\r/ﬁt;léift E-commerce Others
% CHANGE FMCG BASKET PER SOCIAL ECONOMIC LEVEL TOP 10 RECRUITERS IN CHINA (by penetration points growth)
) Additional Penetration
Rank 2015 Categories ;
points

MAT Dat MAT Q314w MATQ414vw MATQL15w MAT Q215w 1 FOREIGN SPIRIT 4.0
year ago year ago year ago year ago 2 FUNCTION DRINK 3.1
______ T gt_al_____,________,________,_________.__ | 3 CEREALS 2.2
Lowlncome . @ ® ® o 4 COCO CONFECTIONARY 1.5
NMid-Low Income . ‘ . ‘ 5 FABRIC SOFTENER 1.4
Mid-high Income _._ ________ 9 ________ , ________ , ) 3 PERSONAL WASH 1.0
High Income o L J [ J L HAIR CARE 0.9
N - 8 BUTTER 0.8
@ Growth 0-0.5% @ o5%<Growthd 5% @ Growth>5% 0 VOGURT o6
10 FROZEN FOOD 0.4

Source: MAT Q2 I vs YA Category Penetration%
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CN KR MY

Indonesia

BASKET TRENDS i %Value Change MAT Q2.15 vs. YA

FMCG Total ] 7,4%
Food ] 7,5%
Beverages _ 4,5%
Dairy Products _ 6,9%

Home Care

7,2%

Personal Care

*Indonesia National Data

%CHANGE FMCG BASKET PER SOCIAL ECONOMIC LEVEL

MAT Q314 MAT Q414 MAT Q115 MAT Q215
MAT Data vs year VS year Vs year Vs year

ago ago ago ago
Total o o o o
Lowincome @ 0@ @@0@ o
Middeincome @ 0 @ @ 7 o
THighincome @ @ e T o

@crowth 0-0.5%

KANTAR WCRLOPARNEL High definition inspiration

Trade

PH KSA TH T™W VN

Back Homepage Back to Summary Asia

MAT Q2.15 MAT Q2.14
o
Traditional Minimarket Supermarket  Hypermarket Others

TOP 10 RECRUITERS IN INDONESIA (by penetration points growth)

Additional Penetration

@ o05%<Growthd 5% @ Growth >5%

Rank 2014 Categories points
1 INSTANT TEA 2.5
2 SOY SAUCE 2.5
3 MSG 1.9
4 COCONUT MILK 1.8
5 ADULT MILK POWDER 1.2
6 FABRIC SOFTENER 0.9
7 INSTANT COFFEE 0.8
8 DISH WASH 0.3
9 INSECTISIDE 0.3

10 SEASONING & STOCK 0.3

Source: MAT Q2 15 vs YA Category Penetration%
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CN ID KR MY PH YA TH TW VN
Back Homepage Back to Summary Asia
BASKET TRENDS i %Value Change MAT Q2.15 vs. YA MAT Q2.15 MAT Q2.14
Total FMCG
Grocery
Beverages
Dairy
Household Care 7.3%
Personal Care
(KTi:ZSﬁ{;?;;—Beedi Supermarkets Chemist mtr\ﬁgtr;g Others
%CHANGE FMCG BASKET PER SOCIAL ECONOMIC LEVEL TOP 10 RECRUITERS IN INDIA (by penetration points growth)
MAT Q314 MAT Q414 MAT Q115 MAT Q215 o
MAT Data vs year Vs year Vs year Vs year 1 INSECTICIDES 1.4%
ago ago ago ago 2 METAL SCOURERS 1.2%
Total [ o o o 3 SAUCE/KETCHUP 1.2%
._I__gvyl_ngc_)rpg____‘_________._________._ _______ _.__ 4 FLOOR CLEANER 1.1%
Middielncome @ = @ == @ @ 5 TOILET/BATHROOMERS 0.5%
_Highincome @ @ == @ L 6 SHAMPOOS 0.3%
7 TOOTH PASTE/TOOTHPOWDER 0.2%
8 TEA 0.23%
@ crowth 0-05% @ o5%<Growthd 5% @ Growth >5% 9 DEPLATORIES/HAIRERS 0.17%
10 NOODLE/MACARONI 0.17%

Source: MAT Q1 6 1s5/A Category Penetration%

KKANTAR WCRLDPRNEL  High definition inspiration CONSUMER INSIGHTS 2015

£

‘.’:Av
L ‘%y

in
L S



CN D) IN KR : KSA TH TW VN
Malaysia
BASKET TRENDS i %Value Change MAT Q2.15 vs. YA MAT Q2.15 MAT Q2.14 MAT Q2.13

00

FMCG Total -0.5%
Food -
Beverages -4.6%
Dairy Products -0.1%
Home Care 5—0.1%
Personal Care -1.3%

]
Supers Hypers S\r/oscery & ggi} cst Others
%CHANGE FMCG BASKET PER SOCIAL ECONOMIC LEVEL TOP 10 RECRUITERS IN MALAYSIA (by penetration points growth)
. Additional Penetration
MAT Data MATQ314  MATQ414 MATQL15 MATQ215 Rank 2014 Categories points
Vs year ago Vs yearago \syearago \s year ago 1 SEASONING POWDER 3.9
______ e, @ @& @ @ 2 COCONUT MILK 2.8
_Lowincome @ = @ ® o 8 MSG 2.2
Middle Income @ = @ ® L B 4 MULTI PURPOSE 2
_Highincome __ _ @_______ @_______ ® o 5 ISOTONIC DRINKS 1.7
i i i B 6 SALAD DRESSING 1.7
7 RTD TEA 15
@ conn005% @ -05%<Growthd 5% @ Growth > 5% ° SPAGETTI 1o
9 RTD COFFEE 1.4
10 HONEY 1.2

Source: MAT Q215 vs YA Category Penetration%
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CN ID IN KR MY _—— KSA TH W VN
Philippines

Back Homepage Back to Summary Asia

BASKET TRENDS i %Value Change MAT Q2.15 vs. YA MAT Q2.15 MAT Q2.14 MAT Q2.13

FMCG Total _ 7,0%
Food - 2,8%
Beverages _ 5,0%
pairy Products NN
Home Care _ 7,2%
Personal Care _ 11,4%

Ilg

' & Y.

30%

I I | I
Sari-sari Modern Groceries Market Drug Others
Stores Trade Stalls Stores
%CHANGE FMCG BASKET PER SOCIAL ECONOMIC LEVEL TOP 10 RECRUITERS IN PHILIPPINES (by penetration points growth)
Rank 2015 Categories AdditionzIOiF;(igetration
MAT Dat MAT Q314 vs MAT Q414vs MAT Q115vs MAT Q215 vs
ata year ago year ago year ago year ago 1 Water 6,0
. Tota. @ o o @ | 2 Liquid Juice 5,4
~ _Lowincome @ ® ® @ | 3 Condensed Milk 5.3
~ Middle Income _, ________ ’ ________ Q R _.__ | 4 Uncooked Pasta 53
__Hgnincome @ ______ @ . 0 | 5 Wafer 5,0
6 Sandwich/Liver Spread 4,7
/ Coated Biscuits 4,3
. R 8 Marie 4,0
@ Growth 0-05% @ o5%<Growthd 5% @ Growth >5% ° S — 55
10 Infant Milk/Formula Milk 3,7
Source: MAT Q2 15 vs YA Category Penetration%
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CN ID IN KR MY PH [N T4 TW VN

Saudi
Back Homepage Back to Summary Asia

Arabia
BASKET TRENDS i %Value Change MAT Q2.15 vs. YA MAT Q2.15 MAT Q2.14

I I I | I
Modern Trade Lower Trade  Wholesale Pharmacy Others

%CHANGE FMCG BASKET PER SOCIAL ECONOMIC LEVEL TOP RECRUITERS IN KSA (by penetration points growth)

@ Growth 0-05% @ os5vn<crowthd 5% @ Growth>5%

Source: MAT Q215 vs YA Category Penetration%
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