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Consumers in 2010 and beyond
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Significant slow down forecast in 2010

DATAGRAPHIC

Countries & Consumers
2010 WILL BE A YEAR OF LOW INCOME GROWTH n;‘ EUROMONITOR
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Emerging markets to drive the fragile recovery -

Recovery factors Hurdles to overcome

Global activity returns to growth The spectre of unemployment remains
Emerging markets to lead world out of recession There is no replacing the US consumer

A shift to consumption-led growth vital Indebted consumers unlikely to return to old

consumption patterns in the short term
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Winners and losers in the recession SRR

Real GDP growth in G20 2009-2010
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Key American markets will see only slow growth in spending

Consumer spending: 2007-2015
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Advanced economies see big squeeze in spending S

Stagnant income
growth

Increased
savings

Unemployment

Consumer
spending
squeezed
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Emerging economies will show more resilience ittt

Employment

bounces back Less debt

Economy Strong income
rebounds growth

Consumer
spending
resilient
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The new consumer mindset

~

A Opting for cheaper brands {

| think he's actun”g enjoging this
recession.....

A Deferring major purchases, but buying
small indulgences

A Making things last

A Swapping, buying second-hand

A Focus on experience over purchase

A Using vouchers/coupons/shopping
around

A Switching channels/ buying on-line
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A closer look at the consumer

Caring Health &
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Changing Demographics and Cultural Attitudes S

Ageing consumers

Younger consumers staying
single/childless longer

Rising disposable incomes in
emerging markets

Increasingly urban populations

Busy lifestyle and longer working
hours
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The recession has brought about four key trends S

/ON

Home as POSt_‘
entertainment recession

hub consumer

Health &
wellbeing
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Good health and wellness are centre stage et

Consumers are clearer on the
empowering link between health and
wellness and fuller, happier lifestyles:

A Middle youth
A Self-treating

A Medical tourism

13
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Health & Wellness

DATAGRAPHIC

Health and Wellness

NEW HEALTH AND WELLNESS SALES
UsS$ 2009-14

New Sales
US$; 2009-14
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Euromonitor International latest estimates
indicate that from 2009 to 2014, consumers
around the world will spend an additional
US$130 hillion on health and wellness food and
beverages, roughly equivalent to global
projections for total off-trade spending on wine
for the year 2014.

Moreover, Health and Wellness is truly becoming
a global consumer phenomenon. While the

US will be the single largest contributor to global
retail value between 2009 and 2014—adding
more than US$27 billion in sales—China, Mexico
and Brazil will each add an additional US$10
billion or more.
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Just as the recent global economic downturn
proved unable to derail the health and wellness
trend, the current hangover will likely only
minimally impact sales prospects. Indeed,

the spectre of tighter regulations in Europe, the
US and elsewhere will have more of an impact
on sales performance.
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Global Health & Wellness sales by category LR

>

Contrary to expectations, organics weathered the
recession quite well. Calculated using fixed US$ 2009
exchange rates, the global market for organic foods and
beverages grew by 2% in 2009 on the previous year,
reaching value sales of almost US$26 billion. North
America was the only region to register a small decline of
1%, but this was compensated for by positive growth in
the other organic stronghold of Western Europe, which
managed an admirable 4% increase to US$11 billion.
The most dynamic growth rates i albeit from very small
base sales i came from Latin America and the Middle
East and Africa at 17% and 21%, respectively.

Although it is true that organics registered the lowest
global value growth of all health and wellness categories
(fortified/functional, food intolerance, better for you,
naturally healthy) in 2009, it remains a key category in
many markets. Euromonitor International data shows
O that organic products account for more than 10% of total
health and wellness food and beverage value sales in
Q\e’ Switzerland, Austria, Norway, the Netherlands and
‘2}\‘\ Denmark. Organics also accounted for a substantial
L9 \\,§ proportion of health and wellness sales (between 5-

o 9.9%) in the US, Canada, Germany, the UK, Italy,
Belgium and France.
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How are consumers finding wellness? S

aking

Nature Nutraceuticals

Well-balanced diet Gut health

Sugar, fat, salt reduction Immune system support
Organics Heart health

Naturally healthy Weight :c\/lanager;:ent
Beauty from within
Urinary tract health

TREATMENT OUT 1T PREVENTION IN!!
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Global Nutraceuticals at US$236 billion in 2009 l!
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Value-minded consumers in Non-Food Markets !!

ABrands, as ever, must innovate to secure the all-important unique benefit which supports their price point

AThere are cut-price experiments in the USA, but China charges forward as a luxury brands market. So too
Brazil, based on already huge growth among its aspirational, brand-loving middle-income classes

Aln personal care sales, Latin America is poised to generate one-third of the global beauty and personal care
mar ket 6s absolute growth in the next five years, o

AGermany from the 1990s shows how recession recruits shoppers to discount stores. As a result, private
label penetration in Germany is among the highest in the world across most of consumer markets. Only those
brands with true consumer belief in their superior quality win back customers who try out the cheaper
alternative

AWe see pressure everywhere, across every price segment. And further shifts to the vast scale and low unit
value markets of the emerging economies

Aln mature markets, consumers still treat themselves in one area and economise in others, but with
increasing rationality based on thrifty impulses, better information and ever-increasing options
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Beauty and Personal Care industry performance by country
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making sense of global markets
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Basic categories more resilient il
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