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Today’s presentation

Asia’s evolving grocery markets

Trends influencing the meat category

Summary

Source: IGD Research © IGD 2015
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Asia’s grocery markets rising up the ranks
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Modern trade market size (estimates)

m 2012 ®m2015F Kk 2020F
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Source: IGD Datacentre, Retailers, IGD Research. Tracked modern retailers only
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Sales, USS$ (mn)
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Meat consumption continues to grow G
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| +42%

+26%
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+10% |

Source: FABRI, Rabobank
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Satisfying the
ever more
sophisticated
Asian shopper

Communicating Showcasing Responding to
quality and product changing
provenance expertise lifestyles

Source: IGD Research © IGD 2015



E' Wide range - Fairprice, Singapore e N ' Premium cuts — City Super, Hong Kong 7
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Health and wellness — Tops, Thailand ~
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Walmart, India
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Daging Segar
Fresh Meat

Tesco, Malaysia
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Central Food Hall, Thailand | = City Super, China
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MANUKA HONEY

WRTSON & SON

Manuka honey contains a special antibacterial
component called non-peroxide activity (NPA).
Each batch of Watson & Son Manuka honey

is tested for this activity by an accredited New
Zealand Laboratory. Try some today!

Scan to view the Watson & Son beehives and
factory in New Zealand.

www.watsonandson.co.nx
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Summary — key points to take away... .

o The market is shifting and rapidly evolving
S

g Retailers are looking for opportunities to differentiate

g More sophisticated shoppers = greater opportunity

g Different solutions required depending on market development
@ Remember local nuances

@ Authenticity will become more important
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Or visit: www.igd.com
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