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Euromonitor International’s Passport is an integrated online information system providing business
intelligence on industries, countries and consumers. Its simple to use interface makes it easy to find
relevant research:

e Internationally comparable statistics

e Forward-looking analysis from global, regional, country and company perspectives

¢ Insightful comment from expert industry and country analysts

Understanding the homepage

The homepage provides an overview of the latest industries, countries and consumers information.
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Consumer Lifestyles in Colombia

. REALTIME NEWS
Consumers in Colombia have been benefiting from the country’s recent

political and economic stability. Since the economic downtum, there has been *Create Your Deliciousness’ on Facebook to Win Free
steady growth in levels of disposable income and, ... Sesttle’s Best Coffes at BURGER KING, Subway and at
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DASHBOARDS: new interactive tool allowing users to

The TOP NAVIGATION BAR provides quick access to the latest visualise data in a compelling and efficient way. With
research dashboards, users can access consumer trends using

economic, socio economic and demographic data

Industries: access to articles, key trends and latest reports and discover future opportunities.

Countries and Consumers: access to economic, demographic
and marketing statistics for 208 countries along with reports and
comments on consumers



Searc r data

ing

The Menu Search allows you to access all of our data by selecting categories or countries from the
hierarchical menus. The number of menus to select from will depend on your subscription and type of
search being carried out.

STEP ONE:
Select Categories

These symbols indicate
the content available for
different categories

STEP TWO:
Select Countries

Predefined geographical
selections are listed here.
For example, click on
BRIC to select Brazil, —p
Russia, India, China
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Understanding the results page

The results list contains all the data matching your search criteria. You can view: All Results, Statistics,
Reports, Analysis and Sources and create a personalised results list.
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Analysing your results

Easily view and navigate through results by clicking on
either Statistics, Analysis or Information Sources.

/

OUTPUT OPTIONS
q| f Exportto Excel*
Exportto PDF

Print

CONVERT DATA

Use the analysis tools to
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Local currency including $,
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Research
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S Geagraphies Surn selected rows 559.1 21,2407 17,849.4 19,374.7 215004
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PER CAPITA/HOUSEHOLDS Use the drop down boxes Fo change theAlm‘ormatlon displayed in a results table. For example, view
forecasts, change categories and countries

Navigate to data easily
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SEARCH TREE SPOTLIGHT DASHBOARD <——1—Access Dashboards,
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United Biscuits Weighs up Options of H H
Operational Restructuring-afid/or Sale Market Size 5,072.6 an interactive tool
United Biscuits has been gt centre of Mid speculation in the 2009, US$ mn U & — h I
. . . snack food arena siee€ 2010 when its private equity owners Per Capita that allows users
Identify top countries in a VIEW TOP COUNTRIES Blackstone. Ay FAI Partners put i up for... pisianil 17275 | ) ) )
- h B Artcle | 28 Hor 2012 | Read » N to visualise data in
- oose a category - Growt =
SpeCIﬁC Category > f Flavours in Sweet and Savoury Snacks in the UK 2009-14 CAGR 307 A’ —_— a compelling and
Dernand is still high for best-selling traditional flavours such as el
® size @ Forecast cheese & anian and salt & vinegar, but staple blends have heen . .
QO Growth QO Historic updated using premiurm ingredients to reflect demand for... efﬂ cient Way
QOFercap. Bl cateqory Briefing | 12 Oct 2011 | Read » =

Kraft Foods Inc in Packaged Food {World)

VIEW TOP CATEGORIES The Cadbury acquisition has transformed Kraft Foods's

YISUAL APPS

Displays the top categories
within a specific geography
forthatindustry — 5

Geographic reach for
leading companies >
in an industry and their

market share

Quick analysis finder

Choose a geography... v
v

@® size @ Forecast

Q Growth O Historic

QPer cap.

VIEW TOP COMPANIES

Selact commpany. v

QUICK ANALYSIS FINDER

Select.. v

operations, created more balanced market coverage between
developed and developing regions and shifted the portfalio to
higher margin categories, such as confectionery and.

[El alobal company Profile | 22 How 2011 | Read »

Kraft Foods Inc in Health and Wellness (World)
In the wake of the Cadbury acquisition, Kraft Foods nearly
doubled its global health and wellness (HW) sales to US$16.5
billien in absolute retail value terms. Despite this boost to...

Bl slobal Cornpany Profile | 12 Dec 2011 | Read »

Biscuits in the United Kingdom

The biscuits cateqary in the UK is expected to continue to registsr
a flat performance in terms of volume sales, with marginal
growth in 2011, However, & rise in commodity...

B csteqory Briefing | 04 Oct 2011 | Resd »

LATEST RESEARCH | More > <

Other Dairy in Egypt
The dairy-based desserts cateqary is expecked ko account for S1% of vhlue
sales in 2011, Chilled dairy-based desserts generally take a ot of time fo
prepare from scratch, thus, with. .

REALTIME NEWS

CAMADA: Acquisition boosts Lassande Industries profits

CANADA: Stevia supplier GLG Life Tech delays Fv
results filing

CHINA: Feihe International swings to FY profit

Disclaimer: RealTime News contains links to external
sources, Euramonitor International cannok be held
accountable for the information or presentation of these

saurces,

VISUAL APPLICATIONS <€————

Access Vis Apps,
snapshots of inter-
esting information
broken down by
industry, compa-
ny and brand and
country.

Access the latest research on
your chosen industry
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Visualise data

Use our Dashboards to explore category, company and channel data for your industries or

Focus on the
major players
on the market
for each
category

dive deeper into consumer trends using our economic, socioeconomic and demographic

data.
Home ol e Lisa T Eu Log Out
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Beauty and Personal Care Dashboard
EBE e ?
CATEGORY VIEW ency §
BEAUTY AND PERSONAL CARE
» Baby Care » .
» Bath and Shower P
» Colour Gosmetics = Spot opportunities
Forecast Growth [i]
Deodor:
- peodorms Fetail Value RSP, LSS n Constant 2010, for grOWth markets
¥ Depilatories Fixed 2010 Ex. Rates, 20 GR .
> Fragrances and categories
» Hair Care
> Mass Cosmetics
> Men's Grooming
» Oral Care 1
Oral Care excl Power
Toothbrushes s
> Premium Cosmetics QUICK STATS @ PERCENTILE RANKING € CATEGORY YOY GROWTH COMPARISON €
S elected courtry quickstats vs. other countrie US4 min, Constant 2010, Fixed 2010 Ex. Rates 20052015 Cllck through tO
Market Size < = = 1005
» Skin Care B 97,7066 . the underlying
» Sun Care o
Per Capita 75% E—— . .
10, st 193.3 o N statistics and
Growth 15 \ J .
_‘(:’I(- 15 CAGR 0.8% - \ ana|Y5I5

COMPANY VIEW
CHANNEL VIEW
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Identify quickly which channel is the most

efficient for each category

Use Vis Apps to browse by industry to uncover categories, companies and countries of

interest at the global level.
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Analysis
Modify Search

Soft Drinks Industry Overview

AtUS$447 bil in global salesin
2010, the Soft Drinks category
ranked Bth out of the 16 industries
under review in this tool.
Developed markets showed a
retum to growth in key categories

in 2010, but longer-term prospects
were held back by market
saturation. Brand loyaty will
become less of a motivating factor
in soft drink purchases.

A portfolio of products needs to be
created to meet the demand of
ageing populations concemed
with disease prevention and
healthy Iifestyles. There needs to
be a focus on low-calorie, more
natural ingredients and functional
benefits. Develonina markets will

CATEGORIES OF INTEREST: Global Value US$ mn

w RELATED INFORMATION

» CHANGE INDUSTRY

Log Out

Q
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Access high level data fast

Analyse leading company and brand size, growth and top-line geographic portfolios across
each FMCG industry

Home | Welcome Log Out
s2-« Passport
<»w Q
SEARCH INDUSTRIES ¥ COUNTRIES & CONSUMERS v SURVEY DASHBOARDS CONSULTING MY PAGES ¥ HELP
Analysis
Medify Search !"‘V RELATED INFORMATION
Consumer Appliances Companies and Brands » CHANGE INDUSTRY
Alcohalic Drinks Jii
View _ Brand e . : nd Personal Care
COMPANY Koninklijke Philips Electronics NV
SIZE VOLUME AND RANK 1
Koninklijke Philips Electranics Nv Today
SEB, Groupe
Procter & Gamble Co, The Il
3 BIGGEST MARKETS

. RELATED VISUAL APPS
Panasenic Corp

v

Appliance:

GD Midea Holding Co Ltd

Spectrum Brands Holdings Inc

Jarden Corp 3 FASTEST MARKETS BR.‘AN? VS INDUSTRY
Conair Carp : o
Electrolux AB
Whirlpool Corp
sin 5959 <previous  Did You Know

5 of the top 10 global brand owners for consumer appliances had their
Iargest shares in the US market

Compare business environmental factors, key economic indicators, social and cultural
factors within and across countries with our country overview.
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Q
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Analysis

Modify Search w RELATED INFORMATION

Countries Overview » RELATED VISUAL APPS

# Australia

TOP INDICATORS FOR EACH GROUP RISKS & VULNERABILITIES
Ease of Doing Business Ranki Lo -High
ase of Doing Business Ranking Socopolticl sk

2010 Economic performance & external sector

1 0 0 Financial stability & real estate
° Government finance
Energy
Total GDP Enviranment risk
2010 US$ bn
$1,236.8

National Estimates at Jan 1st

2010 Population mn

221

L Bk ol B O B R I A

+ Quick Links COUNTRIES: AthruC CthruH Ithru N Nthru§ Sthru WV
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Navigation and output

Depending on the type of results you have selected, there are a number of ways in which you can navigate
and output your analysis easily.

-
>
" Home | Welcome Lisa Tomlinsan of Euromanitar International - Passpart | Log Out wn
’.' asspor aQ <
SEARCH INDUSTRIES v COUNTRII & CONSUMERS ¥ SURVEY DASHBOARDS CONSULTING MY PAGES v HELP m
OUTPUTOPTIONS 1
Navigate to Results List Statistics Analysis + EXpOI’t to PDF (e
(O]
the sections of < Modiy Search JBW?  RELATED INFORMATION Print m
. L ['* TABLE OF CONTENTS . pzy)
interest within a P Chilled Processed Food in the US 7 STATISTIES Move to Saved
renos Category Briefing | 28 Oct 2011 View Relatad @)
report COMPETITIVE LANDSCAPE - INDUSTRY REPORTS Research c
PROSPECTS -
CATEGORY DATA HEADLINES Aftar Kraft Cadbury: What | * )
= Retail volume sales of chilled processed food increase by 1%, whilst retail current value sales Next?
v MORE RESULTS increase by 2% to reach US$27.5 billion in 2011 Seretaral Commedies - ot m
Access to other T 4 » Chiled processed food is viewed s a convenient, timesaving aptien
Chilled Processed F -
- = In 2011, retail current value sales of chilled pizza increase by 15% to reach US$248 million, as B B
related reports :r:m [ H Americans look for convenient options I~ EaS||y na\“gate to
s

= Unit prices increase by 1% in 2011

supporting statis-

Ready Me: n the US -

R, = Kraft Foods leads chilled processed food with  16% value share in 2010 e et e e

o g st n » Retail constant value and volume sales of chilled processed food are projected to increase by 7% asked Goods in the US tics, ind ustry reports,
the Raression. Global Onine

and 3% respectively over the forecast period, reaching Us$29.3 billion by 2016

Survey uits in the US

Consumer Buying Behaviour in Breakfast Cereals in the US company proflles,
the Recessi lob
Survey - Ex TRENDS Canned/Praserved Food in the il d
Annual Study 2011 = Chilled processed food typically takes less time to prepare than its frozen, dried, and N Ad rti nd mor -
Generational Differancs canned/preserved counterparts. There is no need to defrost or open cans, and in many cases the ) COMPANY PROFILES articles a ore se
Annual Study 2011: Healthy products are ready-to-eat out of the packaging. As Americans place a high value on their time ~ in .
. ARTICLES

iving some cases more than they value their money — chilled processed food has been successful in the US » Iected ana IySIS.
Age Blurring: How the - despite higher unit prices than their counterparts. Sales of chilled processed food are expected to » MORE RELATED ITEMS
Page 123 4 5 Next increase by 2% in current value terms to reach US$27.5 billion in 2011, marking the fourth year of

consecutive growth. What makes this growth unique is that it occurred during the economic
recession, in which Americans were supposed to be trying to save money. The success during the
recession in the review period suggests that Americans are willing to spend more if it saves them in
another area (in this case preparation time).

= Many Americans are looking for ways to improve their health and wellbeing, by looking for
products with high amounts of vitamins and minerals, whilst simultaneously having lower calories. As
such, Americans are eating more fish and seafood, since these products provide high amounts of
protein with fewer calories than red meat products. Chilled processed fish/seafood benefited from the
health trend, as sales are expected to increase by 7% in retail volume terms and 5% in retail current
value terms to reach US$429 million in 2011. Although chilled processed fish/seafood typically costs
more than its frozen counterpart, it is popular because it requires less preparation time.

= Americans are beginning to explore chilled pizza due to its “fresh” appeal and shorter preparation
time in comparison with frozen pizza. In 2011 sales of chilled pizza are expected to increase by 15%
in current value terms and 13% in retail volume terms to reach US$248 million and 24,000 tonnes.
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