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B OUR COMPANY. MAKING SENSE OF GLOBAL MARKETS

Euromonitor International

A global strategic market intelligence source for 40+ years
Helping clients make informed strategic decisions

Consumer-focused: industries, countries, consumers
Annually-updated syndicated research in 80 countries
Customised ad-hoc projects conducted globally

1000 analysts in 80 countries
Regional research hubs and industry specialist support teams
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BN RESEARCH SOLUTIONS

Research solutions

Syndicated solutions

b},’A Passport

Custom research projects

Category evaluation
Sizes, shares, growth
Segmentation

Market entry strategy

Forecasting

Launch, sales, demand, lifecycle
Success / failure probabilities
Determine risk exposure
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: o 5 Competitive intelligence .. Scenario analysis
= o I o] | . . )
o e X Profiling : Market simulations
' = ! o Benchmarking ‘ Portfolio analysis
== |L o }_.j m 0 0 IV partner evaluation Test business cases
O . o Innovation O O O Consumer analytics
Q 0 0 NPD business case Customer profiling

Income distribution models
Purchasing behaviour

Consumer insights
Product claims
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; $  $ $$% Macro ---{~-.. Visualisation
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Market sizes, 1998-2018

Company and brand shares 2001-2012 ——
Distribution, pricing data and more data

Statistics Countries data, 1977-2030
Consumers data, 1990-2030

sets
Monthly / quarterly Reveal major and emerging trends in consumer
analysis of key drivers behaviour.
industry Reports
Strategic global Analysis of the TCM sector
profiles of key players " including home, public and mobile
by industry, evaluating connectivity.
position and prospects Analysis of the key factors affecting
Company 7 macro-economic stability.
Key facts and Profiles
strategic direction of — Identify high income groups,
key local operators _ spen&ling patterns, and saving
and subsids oflglobal tfll?gﬁlliséhts the advantages and
p ay.ers. - - ~  disadvantages of doing business
Industry overview,
analysing broad cross-
category trends and Country — \ . . e
operating Reports Analysis of current socio-political
environment. situation, economic performance and
. future outlook.
Category level analysis
with focus on current \ Identify consumer groups / population
trends and future segments which will decline in
prospects. importance, disappear or expand in the

\ future.

Identify the factors influencing a nation's lifestyle
choices and reveal who consumers are, what they

. ___— | Comment
Year round analysis of key do and where and how they do it.

industry “happenings” and
important insights identified by Country

our analysts. Analysis of key socio-economic trends and trends shaping

Pulse consumer attitudes, activities and spending habits.

I/

Highlights country specific issues affecting local consumers
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BN RESEARCH SOLUTIONS

Analysis with cross — industry focus

Countries & Consumers
Survey Alcoholic Drinks

Tissue and Hygiene Home and Garden

Soft Drinks Home Care

Hot Drinks

Personal Accessories Luxury Goods

Packaged Food

© Euromonitor International m %’T@%’fﬁ%’gﬁﬁ


http://www.euromonitor.com/

BN TEAM COMPETENCES APPLIED TO RESEARCH TOPICS

Research areas and applications

Economi s Potential CDP ) ) .
cod (il' ¢ e d Price and income e —
=Y+t . . . i I |
modelling i elasticity modelling SRR
o for consumer goods —
Forecasting . P —
Macro economic w TN [P
“what if” scenarios
Econometrics O T
and statistics A e
54 \ Soa® a o =
A e Global trends B I
NS E N
. . ° SEIEIBEIEE FEEIBEREER
Data mining and NG
visualisation RIS
B N e Value chains and

global trade
Scenario e

planning and .
futurology s || e |
Wealth
distribution
System
Dynamics T
| Urban |
Machi economics e
achine | -
learning
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BN THE IDEA BEHIND CAMI

CAMI: an overview

CAMLI, is a modelling driven business intelligence centre, combining Euromonitor’s

extensive industry knowledge with innovative methods in statistics, economics, data
science and data visualization.

* A cross industry resource developed by an in-house team of PhDs

« CAMI is unique amongst Euromonitor research offerings with an emphasis on the
application of quantitative methods and scientific methods to data.

« CAMI will further client insight into the way they assess industry trends.

2 m EUROMONITOR
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BN KEY PRODUCTS: MACRO ECONOMIC MODELS

Macro-economic scenarios

M acro M Od el Dash boa rd About | Welcome 3@a of Euramaenitor Intamational - Industry Modzls | |
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I CAMI MODELS

How CAMI tools are related?

Effects of China hard
landing

Sales of
Alcoholic
drinks in US is
affected

Passport Industries

Rica Wine 1.37
Cream-Based Liqueurs 1.37
RTDs 1.15

Dark Rum 0.35
Wine 0.35
Dark Baar 0.34
Low Alcohol Baer [ 0,31
Pale ale 1 0.2
-0.06 | Whiskies
Fruit Wine
Single Malt Scotch Whisky
Amber Alz

Other Ale

«—

Macro Model

W Eurcmanitor Baseline 8. 1%
W China Hard Landing 6.4%
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I CAMI MODELS

Latvia in 2030
Age Structure of the Population at a Glance: 1980-2030

(Each dot represents a single-year age group)
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Source: Euromonitor International from national statistics/UN

Reading the chart: This “heat chart” depicts changes in the age structure of the population
over time. Each dot represents the number of people in a specific (single year) age group in
a given year. Accordingly, a dark red dot shows the largest concentration of people, by age,
in a particular year while deep blue dots refer to the lowest concentrations. The areas of red
therefore represent a large potential market in demographic terms.
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BN CAMI MODELS

Smaller applets and tools (in development)

Match Industry Demand
Demographic Models

Profile at a click of

a button:

Poland

Industry Demand Model

Growth Decomposition across Countries
Pattern Geography Select Demand Driver

| United Kingdom | v |

Amentina | Boivia | Brazi

12

Forecast [2013-2017]

. Popcorn
Chile | Colombia | CostaRica |Dominican | Ecuador | Guatemala | Mexico

o

E

g

4 &5 4

&

Forecast[2013-2017]  ~

El

g

Geographic Region
All) 5.00..

2 =
:
!
gI

I Product availability
5.000..
| |
Select Product I [ | B
s
Period I
0.000 1 - = t
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BN CAMI MODELS

Competitor analytics board

Competitor
Analytics is the
first tool to
guantitatively
map the

competitive
landscape and
its dynamics.

© Euromonitor International

Product
range is
becoming
more
similar to
Unilever
Group

13
Unilever Group and its Competition
Market overlap
USE mn Unilever Group, 2013
Frocter & Gamble Co, The
18,000
Mestle 54
14,000
-
10,000
 Colgate-Palmolive Co
/ /D L'Oréal Groupe
&,000 ff
Awon Products Inc
J8 K2 COP, nson & Johnson |
ﬁ;!o Gf e @nnsan ins Coca-Cola Co, The
S /’ £ General Mills Inc Mars Inc 1
I 10,000 30,000 50,000 70,000 80,000 110,000 130,000
CDmPEIT?TDtEl Sales v [ -2 - Most recent year
Companiles smaller Unilever Group Companiles larger
than Unilever Group than Unilever
Group
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BN POSITIONING AND COMPETITION

Mapping global company footprint

Carlsberg A/S vs. Heineken NV
SHOW: Ei AREA SHOWS: F
Cerlap Categories ®) Actuals .
®) Carlsberg ASS *) Countries Growth / Decline
Heineken MV Markets § 100% F§ Carlsberg A/S
Sales 2013: 37,977 US% mn (37,977 displaysd) MNest treemap

Russia United Kingdom China Germany Denmark Finland 250%
10,758 USS mn 5,001 USS mn 1,824 USS mn 1,407 USSmn 1,387 USSmn 1,360 USS mn

Ukraine Vietna 8
Switzerland 1,200 USS mn r;m g
3 =
1,762 USS mn uss mn [
: y E
Kazakhst| India | Singa 2 0%
an 390 pore i
den 503 USS | USS | 384 g
1,031 USS mn 5
France Morway
2,552 U5% mn 1,760 USS mn
=-50%
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I POSITIONING AND COMPETITION

Forecasts listed by consensus economics

= CAMI builds the bridge between CO»ﬂSellSllSECOll()m ICS®

acro and micro economics CRUBEGIE s v ey
. . Survey Date Spot Price Brent Cru
= CAMI explains and illustrates (Feb. 18)US$117.4 | Mar 13 Jun'13 Sep'13 Dec 13 % change
. . . rom sp
- B it Capital 118,00 130,00 126.00 12500 &8.5%
Cross lnduStry relatlonShlpS Hawr:-.rfﬂ e 118.00 12200 12500 12500  6£.5%
G K Research 117.00  117.00 120,00 120.00 320
ANZ 11450 11850 118,50 119.00  1.4%
Scatiabank 11700 117,00 11600 118.00 £.5%
= CAMI combines a vast number of  [Ewomonitorinternational - * - :
aripas - . \ . -
sA /3 CIMB G 110.00 11500 120,00 11500 -2.0%
demographlc/lnduStIy datasets Credit Srllu!:ga 110,00 #1500 120,00  115.00 =20
Deutsche Bank 108.00 112.00 11500 11500  -2.0%
Deloitte Access Economics 113.37 11228 11342 113.97 =2.8%
China Int'l Capital Corp 112.l}ﬂ 105.00  113.00 113.00 -A.7%
Societe G I 09.7¢ 10470 1300 11230 -4.3%
= And, we are already an BoA Merrifl Lynch 108.00 11000 110.00 112.00  -4.6%
1nternat10nally recognlzed uiﬂ'qmuﬂﬂf Bank 105.00 10300 107.00 110.00 -a.si
° ' Center for Global Energy Stc 11568 11518 11283 108.06 3.0%
economic forecaster! CiBC 11500 107.00 107.00 10500 -FO.6%
Econ Intelligence Unit 110.50 49.00  103.50 10500 -fiLE6%
Inveslec 10500 10500 10500 10500  -T0.6%
Standard Bank 10800 106,00 104.00 10500 -rO.6%
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BN AWARDS

Business Awards

Euromonitor Awarded the Queen's Award for Enterprise: International Trade

F We are pleased to announce we have been awarded the Queen’s Award for Enterprise, the UK's most prestigious business award. Euromonitor received
w The Queen's Award for Enterprise: International Trade due to its substantial international sales growth of 155% over the past & years.
"This success is attributed to our high quality research from our 1,000 analysts around the globe, strong relationships with existing customers and

committed staff in our 12 offices,” said Euromonitor Founder Robert Senior.

The Queen’s Awards provide an opportunity to celebrate outstanding business throughout the United Kingdom. The awards are made annually by Her
Majesty Queen Elizabeth, and are only given for the highest levels of business excellence.

"In 2013, we expanded our sales into 106 countries worldwide, opened our twelfth office in Brazil, and won the HSBC/PWC's Private Business of the Year

Award,” said Senior. "I am tremendously proud of our employees and their efforts in making the company such a success.”
THE QUEEN'S AWARDS
FOR ENTERPRISE:
INTERMATIONAL TRADE
2014

Euromonitor has won the Private Business Award 2013.

At the awards ceremony at London’s Guildhall, Robert Senior and Trevor Fenwick received the main award
of the evening; The Private Business of the Year.

The awards ceremony was opened by a speech from the UK Chancellor of the Exchequer, George Osborne,
who praised the endeavour and contribution of private business to the UK economy.

The award is sponsored by PWC and HSBC, is open only to privately owned businesses, who demonstrate a
progressive track record, inspirational management drive, international success, long-term strategy and
progressive sustainability policies.

The award has been won previously by other British global businesses such as Dyson and JCB.

This award is testimony to our strength innovation and export success as a company and to the hard work
and excellence shown by all of our staff.

7% EUROMONITOR
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BN TOURISM OUTLOOK 2014

Spending on travel is a top three priority

Global Future Spending Habits by " Emerging market consumers

Market Maturity 2013/2014 more likely to say that they had
increased spending over the

®m Emerging markets  m Developed countries
past year

Spending on new technology

= Emerging markets more likely
to increase their spending over
the next year in technology and
travel

Spending on clothing and footwear

Spending on travel/vacations

Visits to the cinema, concerts or
theatre

Visits to fast food restaurants

Visits to full-service restaurants

0% 10% 20% 30%
% of Consumers

Source: Euromonitor International Global Consumer Trends, 2013
Note: Shows percentage of consumers in each market who said they intend to increase spending for the given categories in the next 12 months

(mid-2013 to mid-2014)
m EUROMONITOR
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BN TOURISM OUTLOOK 2014

Global tourism demand hits record levels

= Increases in arrivals proved stronger than the growth in global GDP for 2013
= Average spend by arrivals continues to show minimal growth to 2018
= Consumers heading online to find deals and value for money when spending on travel

World Economic and Tourism % Growth Performance 2013-2018

5
54‘T—
S 3
o
?\2
o
i1
O\OO‘—# T T T T

-1

& X \a) o A &
N N N N N N
S S S S S S

e=mGDP eArrivals e=Average Spend
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BN TOURISM OUTLOOK 2014

Desire for health and relaxation behind dynamic growth

= Medical tourism is a leading growth category

= Cruise packages boost from new emerging markets visitors

= Natural parks popular as consumers seek nature-based activities
= Private accommodation benefits from the peer-to-peer trend

Leading Travel Categories % Value Growth 2013-2018

e=|\ledical Tourism

e=mBys/Coach

e==National Parks

e Private
Accommodation

% y-0-y value growth
O FRP N WP OUILO N O ©

=== Cruise Packages

2013 204 2015 2016 20T 2018
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BN FACTS AND FIGURES

Top City Destinations Ranking
=Top 100 cities together experiencing a healthy 7% growth in international arrivals

Top 100 Cities in 2011 and 2012

Best and Worst Performing Cities
Change in Rank

arrivals '000 trips, 2012; % change 2011-2012
® Asia Pacific Latin America
@ Australasia ® North America
® Fastern Europe  ® Middle East & Africa

® Western Europe
Best Performing
Rank Arrivals % Change

** New because of expanded research Cities 2012 2012 2011-2012
Tokyo @ 37502 I
2011 Rank 2012 Rank ) ’ ’
Lima Q@ 57925 I
Hong Kong Hong Kong ; ;
Singapore Singapore Sousse @ 19299 I
London Bangkok ) i |
Bangkok 4684 Mumbai @) 29770
M M o ' '
Kuala Luri?iﬁ KuaaCI::uLumpur Taipei @ 6.:561.2 HS?” 50%
Shenzhen Shenzhen ) ? : ?
New York City New York City Worst Performing
Antalya Antalya Rank Arrivals 9% Change
Paris Paris Cities 2012 2012 2011-2012
Dubai Istanbul -
Mugl 2,981.4 ! [ ]
Guangzhou Rome 9 @ |
Rome Dubai Beijing D 50354 | .
Istanbul Guangzhou ) !
Shanghai Phuket Madrid @ 4,111.3 _
Mecca Mecca |
Auckland 1,965.4 I
Phuket Pattaya . @ |
s Taipei Zhuhai @) 27365 I
Pattaya Prague -15% -10% -5% 0%
Las Vegas Shanghai
Miami Las Vegas
Barcelona Miami
Taipei Barcelona
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INTERNATIONAL


http://www.euromonitor.com/

BN FACTS AND FIGURES

Are Second-Tier Cities Visible in Europe?

= Non-capital cities are expected to play an important role in achieving balanced
territorial development at the EU level

Top 25 European Cities

Total Disposable Income
USE million, 2013

London (UK) N
Paris (France) I
Moscow (Russia) :
Istanbul (Turkey) §
Milzn (ltaly) S—
Madrid (Spain) §
Rome (Italy)
Berlin (Germany) N
Barcelona (Spain) |
Hamburg (Germany) Hl
Munich (Germany) N
Stuttgart (Germany) S
Zurich (Switzerland)
Vienna (Austria) §
Frankfurt (Germany)
Brussels (Belgium)
Birmingham (UK) -
Cologne (Germany) -
Athens (Greece)
Stockholm (Sweden)
5t Petersburg (Russia) §
Manchester (UK) S
Turin (Italy) -
Liverpool (UK) -
Marseille (France) - : :
0 250,000 500,000

Wealthiest Cities by Country

Per Capita Income
US§, 2013

Germany

Munich NI
Diisseldorf I
Hamburg NI
Wuppertal INIIIIIIIIINGIEEN

Bremen I
36,000

=

France

Paris NN
Lyon N
Toulouse NG
Nice I
Dijon HINNNENEGEENN
36,000

=

United Kingdom
London I
Brighton NN
Bournemouth/Poole I
Portsmouth/Southampton NN
Edinburgh NG
0 32000

ltaly

Bolognz I
Rome I
Florence I

Treviso

M
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B PASSPORT: CITIES SYSTEM OVERVIEW

Definitions and data sources

Passport Cities provides the data for metropolitan areas (different than core cities!),
because they can be considered as single labour and consumer pool and can be used as a proxy
to estimate market potential.

Paris Metropolitan Area

P

New York Metropolitan Area
m New York City

Data sources

regional statistical offices
city development agencies

central and regional governments

central banks

national and regional transport departments

tourism departments
airports

public transport providers
vehicles registers, municipalities
air pollution measuring stations
NGOs

hotels associations

NSOs

international organisations

m EUROMONITOR
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B PASSPORT: CITIES SYSTEM OVERVIEW

126 City reviews for each of Tier 1 cities

Riga City Review

Cities | 05 Feb 2013
Riga Review At A Glance

Understanding Riga Review Structure

Chart 1 Overview

Consumer Consumer
Report structure Econamy of the city Consumer profile expenditurs: expenditure:
City lifestyle City afferdability
Economic structure g g : ...while transport and
Understanding cities: R 2CY T TE T :x:" ’“":."' which determines ™o 4sing expenses
key relationships productivity household i aften eat-up income
[rv— use income... preferences... surplus.
‘Consumer Consumer
Productivity Average annual expenditure
Key measures (GDP per employee) heuseheld income lexcluding transport iraml:tﬁ:lh': on
and housing) nspo uang
Riga in 2011, +80.2% +42.4% +a2.7% +1.5%
compared to the rest . . ) i i di i o
of the country in productivity in househald income in m’;e"“ngfw n m‘;@rﬁ;w

Source: Euromonitor International

Key Facts On Riga

Summary 1 Key Facts On Riga 2006, 2011, 2020
Indicator 2006 2011 2020
Share of Services (% of total GDP) 68.9 | 68.6 -

Total GDP (LVL million, current prices) | 7,642 9,497 18,794

Real GDP Growth (%) 10.8 6.2 3.8
Unemployment Rate (3:) 5.5 15.9 -

Population: January 1st ("000) 1,097 | 1,090 1,084

Source: Euromonitor International

Industrial Make-up

Chart 3 GDP By Economic Sector 2011

As % of country total

Manufacturing “
Business Services
Public Services

0.0% 100%

M Riga
Latvia {excl. Riga)

Sogurce: Euromonitor International

Chart 4 Industrial Composition Of Riga 2011

GDP

Employment

0.0% 100%

Agriculture Manufacturing [l Construction [ll Commerce [l Business Services [l Public Services

Source: Euromonitor International

Riga is the largest Latvian city and undoubtedly the core centre of the country's economy. More than
half of the national population {53%) resides in Riga, contributing 67% of the country's GDP.

Almost two thirds of the economy in the metropolitan area is based on commerce and business
services. As in most Eastern European metropolitan regions, commerce contributes the largest share of
the regional GDP (3%%). Commerce in Riga is also supported by the activities of its seaport: in 2011,
exports accounted for 4294 of Latvian GDP and most of them were transferred through the Port of Riga.

Business services account for almost a quarter (24%:) of metropolitan GDP, a relatively small share for

a capital city. Manufacturing creates 16%: of the regional economy; in contrast to the trend in many
Western European cities, it is up from 129% in 2006.

EUROMONITOR
INTERNATIONAL
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B PASSPORT: CITIES SYSTEM OVERVIEW

Webinar: Uncovering Business Opportunities in Second-Tier Cities

http://go.euromonitor.com/webinar-uncovering-business-opportunities-second-tier-
cities.html

'3
1
1
1
1
!
1
!
)
!
]
1
'

Uncovering Business Opportunities in Second-Tier Cities Yes, | want to attend!
Thursday, May 15, 2014

9 a.m. CST/3 p.m. BST First Name: *

Capitalise on rising middle classes, government incentive programs and competitive Last Name: *

production costs to grow your business : ‘

International companies often target the largest metropolises when establishing themselves in external Email 6

markets. However. doing business in these first-tier cities can prevent growth due to intense competition Address:

and diverse populations.

Job Title: Sl
Second-tier cities can provide unexploited opportunities for generating exira revenue. In fact, many

smaller cities are growing more quickly than first-tier cities, both in production and consumption.

Company *
In this webinar, you will learn: Name:
« Which second-tier cities hold the most opportunities for your business <Tiomx_>anv * | Select . v |
= Consumer trends developing in first-tier cities vs. second-tier cities ype: : :
« How wealth is distributed Country: *  Select . v
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Mangirdas Cio¢ys, mangirdas.ciocys@euromonitor.lt
Tel: +370 5 243 1577 ext 4651

CONNECT WITH US!
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