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GEOGRAPHIC COVERAGE

Industries - 80 countries

Countries & - 210 countries
Consumers
®  98% of global consumer spending

@ﬁ m 85% of world population
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Opinion | 25 Mar 2014

Jamie Ko

Head of Consumer
Appliances
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ANALYSIS FINDER .. Per cap.

Germany accounts for one-third of
electric toothbrushes volume sales in
Western Europe

Dishwashers remained the smallest category in major
appliances in 2013, accounting for a mere 4.4%: chare
of overall volume =ales. It is alsc a category in which
average unit price, at US$609, is significantly higher
than in major appliances as a whole (US$444).,
Dishwashers are generally not perceived as an

Identify TRENDS

7-Eleven’s New Fresh Coffee Offer Boosts Takeaway
Trend in Japan

REVIEW TOP COMPANIES

DID YOU KNOW?

Built-in hobs sell the most in Asia Pacific

Japanese households prefer 4-door
fridge fr¢
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Super premium was the fastest growing
jeans segment in Western Europe in

2013

Per capita volume sales of socks in China
will overtake the US in 2014

Global volume sales of ties are set to
grow by 49% by 2018
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In 2014 over 147
liters of beer was sold
in Czech Republic per
person.

Saudi Arabia, Iran
and India are forecast
to be the fastest
growing markets of
beer (2014-2019)

0~ Passport

Forecast growth categories and markets

Market Sizes | Forecast | Total Volume | litres Per Capita | Period Growth
Key: G Related Analysis B Company Shares B Brand Shares Distribution M Pricing Off-trade vs On-trade
¥ Products by Ingredient B Trade Statistics - Volume © Urban vs Rural
Change View 2014-19 % ¥ 2014-19 CAGR % ¥ 2014-19 Absolute ¥
Beer
[ Emmmmny Saudi Arabia 63.9 10.4 3.4
[l EmmmEnrm Iran 56.0 9.3 3.3
[(EmmmmmrmO India 42,7 7.4 0.8
[ Emmmmnrm Algeria 36.8 6.5 1.6
[ EmmrmEnYm Vietnam 33.7 6.0 12.5
R=] T Y PR Egypt 32.7 5.8 0.7
[l EmmmEnrm Guatemala 28.4 51 5.5
[l EmmmEnrm United Arab Emirates 26.1 4.8 2.1
[l EmmrEnTm Azerbaijan 25.0 4.6 1.5
[l EmmmEnrm Tunisia Beer
Market ize ¥ - [Fighiight Countres V] Global Figwre
|_| - Bu]garia Total Volume, million litrss, 2014 . j 2014, million litres
- - 197,536.9
[ emmrmnrm Georgia + -
an Regional Comparison
=T T BT PR Cameroon " —
I
_ = -
EE] | B DR South Korea .-
]
- i R -
[ emmnmEnrm Serbia e
= Czech Republic Il
Market Size 2 @ Per Capita = @ Growth & @
2014, million litres. 1,545.4 2014, litres. 147.0 2014-19 CAGR 0.7%

EUROMONITOR
"' INTERNATIONAL


http://www.euromonitor.com/

gl
BN EXPLORE THE ENTIRE BUSINESSLANDSCAPE .. ll Passport

Create strategies based on country/regional markets

Weight Management in the Czech Republic

Category Briefing | 01 Apr 2015

. HEADLINES
Weight management
s Weight management achieves only marginal current value growth in 2014 to reach sales of CZK360

continued to be led by | iion
Herbalife Czech
Rep%bllc’ Wthh he,ld » Slimming teas remains the most dynamic product category, rising by 13% in current value sales in
a 30% value share in 2014

» Higher willingness of Czech consumers to spend money supports sales of weight management in 2014

Th . . Table 4 LBN Brand Shares of Weight Management: % Value 2011-2014
2014' € Company » Herbalife Czech Republic lead) rsp Company 2011 2012 2013 2014
. .

b f d f 2014 Herbalife Herbalife Czech Republic sro 31.9 | 31.5 |31.0 | 30.3

ene lte .I.Qm lts. . Bioaktivni Pharma Mord sro 8.5 8.7 0.0 9.1
Strong pOSlthn within » Weight management is expec| cuarets Dr Stanek spol sro 77 |78 78 |78 |[IE

farecast periDd Nutrend Nutrend DS as 6.8 6.9 7.4 7.8

meal replacement GS Green Swan Pharmaceuticals CR as 6.6 6.9 7.1 7.3

Aminostar Aminostar sro 4.8 4.9 5.0 5.5

Slimming and Weight TRENDS Modifast Mowvartis sro 4.5 4.6 4.6 4.7
IOSS Supplements, the . II,""'Elght management aEhiEUEE Orl?statSandoz Sandoz sro - 3.7 3.6 3.3

. Orlistat Teva PGT Healthcare - 0.1 2.3 2.7
mOSt deVelOped rEI:IrEEEI'ItEEI an |m|:|r|:|'-'erner|t fr Lipoxal Walmark as 1.2 1.3 1.4 1.7
. performance in 2014 can be attl selasin Walmark as 11 |12 14 1.6 ||
pI‘OdllCt CategOI‘leS, which boosted consumer confidq Lkves KLAS EU sro - 11 14 14 end
Where it 1ed Sales in l:I'F thE year. Dietline Dr Stanek spol sro 1.4 1.4 1.4 1.4
Multaben Atlantic Multipower Germany GmbH & Co oHG 0.9 0.9 0.9 0.8
2014 - 53|E5 WEre Ijri'n."EI'I b.’,. 5|i|'l"||'l"|i|'| Nutrilite Amway Ceska republika sro 1.1 0.9 0.8 0.6
° Nutrabona Mutra-Bona sro 0.7 0.6 0.6 0.5
Leros Leros sro 0.3 0.3 0.4 0.4
Herbex Herbex Czechia sro 0.3 0.4 0.4 0.4
Apotheke Mediate sro 0.3 0.3 0.4 0.4
Megafyt Megafyt Pharma sro - 0.3 0.3 0.4
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Assess company strengths, weaknesses, strategy and positioning

In Eastern Europe,
the company is
mainly present in the
Czech Republic,

Romania and
Poland, which
represent a

combined 66% of
Schwarz s total

sales in the region in
2013.

STRATEGIC EVALUATION

SWOT: Schwarz Beteiligungs GmbH

STRENGTHS

Consumers' increasing

search for value

= Strongly benefiting from
the trend towards
discounting, globally
and in Germany, its
highly mature domestic
market, Schwarz has
seen faster growth than
overall global grocery
retailing in 2013.

OPPORTUNITIES

Growth through

international expansion

= The group could further
expand internationally,
via expansion in existing
markets in Europe and
through market entry,
notably the Americas as
the US and Mexico could
offer growth
opportunities.

Eastern Europe presence

drives sales

= Schwarz benefits from a
wide presence in Eastern
Europe, a region in which
Aldi is comparatively
weak. Slower growth in
the region compared to
the review period has
contributed to Schwarz’s
sales growth.

Internet retailing: Dynamic

growth in Germany

= Schwarz could capitalise
on internet retailing
growth by expanding its
non-grocery online offer
but also in grocery as
food and drinks internet
retailing in Germany is set
to post a CAGR of 20%
over 2013-2018.

WEAKNESSES

No presence outside

Europe

= Schwarz's presence is
confined exclusively to
Europe. This contrasts
with Aldi, which has a
rapidly growing

Late move to the US

market

= Schwarz's late entry in
the US may prove
challenging given the
highly concentrated
market. Established

o
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Understand what drives industry growth

Pets and owners increasingly intertwined

AS petS become = Pet ownership has become increasingly
. . sophisticated as a result of humanisation. As
1ncr3351ngly owners look at pets as members of their families

] they look to spend more time with them and share
humanlzed’ the activities. Consumer lifestyles are thus quite
forecasted growth for releva_nt fo the_future qi pet.care. aners’ lives and

5 Li festyle pets' lives are increasingly intertwined.

more premlum and = Above all, the technological revolution is here to
hi gh er- qu ality p et stay. New solutions and added convenience are

care products is

enticing consumers around the world ranging from
sophisticated apps to technology enabled products
that offer areater convenience

strong.
DID YOU KNOW?

. . Play time Technol Brazil set to be the largest other pet
Emerging economies food market by 2018
account fOI‘ some Of Italy is the largest pet healthcare
the S.trongeSt gI‘OWth market in Western Europe
within the pet care _
. dllSt Russia set to be the second largest cat
mn I'y food market by 2018, overtaking UK,

Germany and France

"Buying pet food is a sign of affluence™ -
New 16% VAT tax levied in Mexico
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Understand key routes to market and emerging trends

The rise of internet
retailing within
the apparel
industry has key
players scrambling
to uncover means
to maintain brand
identity in a world
in which there may
be little or no
shop-front
exposure.

The pros and cons of internet retailing

[ The Pros ] [ The Cons ]

cost and easier to
ﬁ:lnnﬂmgn demand

Requires strong
distribution network

Forecast Growth W

. 18.0-118.1%

. 12.8-17.9%

W 86-124%
0.0-8.5%
Mot llustrated

%

Apparel and Footwear Internet Retailing

Retail Value RSP excl Sales Tax, US$ million, Constant 2073, Fixed 2013 Ex. Rates, 2013-18 CAGR
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ANALYSIS WITH CROSS - INDUSTRY FOCUS

Countries & Consumers
Survey Alcoholic Drinks

Packaging Y g
rel
Ingredients A ' Automotive
o Beauty and Personal Care

Industrial
Travel and Tourism 0

Consumef Appliaﬂceﬁ
l e
‘Q‘ k

Retailing b{ ya Consumer Electronics
Consumer Foodservice ' \

7/ Consumer Health
Consumer Finance Eyewear

Fresh Food

Toys and Games

Health and Wellness

Home and Garden

e Home Care

Hot Drinks
Personal Accessones Luxury Goods
Packaged Food

Pet Care
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ACADEMIC CLIENTS: SOME EXAMPLES
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Corporate
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Andzej Sakevi¢, andzej.sakevic@euromonitor.lt
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