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Q2 2017 | SUMMARY ASIA

Northeast Asia West Asia Southeast Asia
. . South India Saudi , . o Vietham  Vietnam
China Taiwan Korea (Urban) Arabia Malaysia  Thailand Philippines (Urban) (Rural)
EMCG 3.1 6.3 1.6 6.7 -4.7 -0.5 1.0 3.0 4.9 4.9
Total O ® O O
1.4 8.5 -0.3 7.2 -2.1 0.6 41 4.3 6.2 0.0
ooe ® O O
-1.0 4.8 2.7 3.3 -4.0 -3.5 -3.9 -1.5 6.9 6.6
peverages @ O ® o © O
3.0 6.7 1.3 -0.9 -54 -3.3 0.3 4.4 0.4 7.8
Dairy O ® O © O
Home 2.5 8.1 -4.6 7.9 -7.3 -0.2 3.6 5.0 7.8 5.7
Care ® o o o ® O
Personal 9.3 4.5 5.4 6.0 -7.5 2.1 0.7 3.0 8.4 9.3
cae @ ® o o ® O

‘ Growth < -0.5%
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% Value Change FMCG - MAT Q2 2017 vs. Year Ago
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FMCG GROWTH IN ASIA
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FMCG GROWTH IN ASIA : YOY
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FMCG: Overall market was flat; India the best performer amongst all

other countries
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FOOD: Registered positive growth in Q2 as is still basic necessity and

priority
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BEVERAGES: Continued to slow down due to growth from more

affordable categories like water
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DAIRY: There is more headroom for growth; category needs to stay

relevant
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HOME CARE: Performed stably in Q2; hygiene concern the important
factor for driving growth
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PERSONAL CARE: Posted stellar performance; consumers are getting
more image conscious
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MAT Q2 2017 | SUMMARY ASIA

CHINA

#StableOutlook China's
economy expanded by 6.9% in Q2,
unchanged from Q1. FMCG market
maintained the growth of 3.1%.
#DigitalTrend Growth potential
of e-commerce channel is strong in
China, reaching over 7% market
share in value.
#PersonalCleanliness Personal
Care segment remained significant;
consumers are trending towards
more health-conscious personal
hygiene.

TAIWAN

#PositiveTerritory The pace of
recovery of the FMCG market was
stably positive, with the overall
growth at 6.3% in Q2.
#SugarFree Healthy eating habit
sustained sugar-free products to
grow, such as RTD tea and soymilk.
#E-Opportunities Personal care
products such as shampoo, bar
soap, derma, sprang up on the
Internet, competing with mass
brands.

Y gu
\\‘ﬂ
S. KOREA

#EconomyUptrend Continuous
uptrend of consumer-related index
due to the expectation of new
government/policy and the upswing
in exports.

#Click-to-Brick Consumers are
willing to try new products launched
by e-commerce brands, which then
expanded from online to physical
stores in Korea.
#CollaborationWins Grocery
brands are increasing their value by
engaging in collaborations with
brands in various fields such as
sports/fashion in order to attract
millennials.
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MAT Q2 2017 | SUMMARY ASIA

INDIA
#Demonetizationlmpact Digitization #
coupled with demonetization effect has led
more consumers to shopping online compared
to previous year

#Convenience Ease of convenience has led #
consumers to replace traditional cooking items
with easy to cook options like pasta, soups,
macaroni etc

#GrowingE-Shoppers Average ||
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