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Geographic reach

B Industries: 95% of global consumer spending

B Countries, Consumers: 205 countries
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C&C-Economy Finance and Trade (1977-2014)
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C&C-Economy Finance and Trade-- %E (2000-current)

Economic Observer

Eurcmon
Chserves
term ma
countries X
trends an R . 3 0@ @ i m
hﬂ‘}‘;ﬂﬂﬁ‘.ﬁﬂt Economic Observer etEfflEm
Country Comparison Indicator Comparison

What is it?

N
s }%F 1 H pE ;
- /X X
B industrial production index - M real coe Growth - % growth I private rinal consumption [ | Exports - Uss million
/\ ! /\ PAN ?\ = S % growth over previous over previous period Expenditure - % growth over
= 52 I %i y 19 l é__l:‘{ [ j:EI /j—\‘ period previous period

quarterly comparison of Industrial Production Index - % growth over previous period, Real GOP Growth - % growth aver previous period, Private Final Consumptian
Expenditure - % growth aver previous period and Exports - US3 million for USA {seasonally adjusted)

=g L 1T O S ‘ 1 8 oo /\_/

03 \
b B 02 /’ 0: 200000
«Inflation 7 3 L ] T oo
g 120000
-GDP 4 [ - I, I .
Unemployment rate hnnnnn nnmnnn S nnunnn him
RRRRfRcRREIRE R 8 g g g g BEEE EERE
-Trade balance EERRERREERT I ISEAYSEALSHA PEREIIRAL8G
«Exchange rate against
U S 2000 200 2002 2003 2004 2005 2006 2007 2008 009 2010

+Oil prices

«Import& exports

-CPI ,PPI

sLong term interest rate

r



Consumer Appliances

Euromonitor International

C&C-Economy Finance and Trade-- &£ (G7+10 emerging economies

+China)
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Monthly economic review of the Chinese economy: March 2010 update

Foreign direct investment rose for the sixth consecutive month in January 2010 on an annual basis,
reflecting strong inwvestor confidence in the Chinese economy. During the same month, however, the
People's Bank of China — the central bank - started to tighten monetary policy in a move to curb
excessive credit which could owverheat the economy.
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C& C - Government ,labor and education (1977-2014)

« Corruption

« Domestic policy

 Easy of doing business ranking
- Elections

- Foreign trade policy
 Global competiveness index
« Government expenditure

« Government finance
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C&C government labor education—4£ report(Business Environment)
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Business Environment: Mexico

15 Feb o

Free access to the whole North American market and several years of economic stability prior to
crisis were the biggest assets Mexico has to offer to the investor community. Howewver, important
challenges are present in the form of a lack of competition in several key sectors, a rigid labour
market and an intricate tax system. As the country strives to find its way through the global financial
crisis, the best moment to put forward historically delayed reforms in these areas may have arrived.

Ease of Doing Business 2010: Regional overview
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C&C—Industry ,Infrastructure ,and Environment
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C&C-Technology, communitcations and media

« Cinema and film

- Computers and internet
«Media access

« Telecommunications
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C&C-technology ,communications ,and media —4 (%)
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C&C—Population and homes (1997-2020)
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C& C —-Income and expenditure (1997-2015)
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eneration Y: Marketing to the Young Ones (18-26s

Drivers

Generation ¥ {currently aged 18-26) are typically the children of affluent baby boomers, the
large cohort barn immediately following World War 11. Now entering their student years or
embarking on a professicnal career, this generation encompasses a diverse range of yvoung

Statistics
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~REPORTS n An wnbcr EXECUTIVE SUMMARY The Pursuit of Pink Money: Gay and Lesbian Spending Patterns w Related Statistics
numbe
where -[::m;nd l;acl:ors Industry Reports
and liv & Gay Consumer - :
Market Opportunities EXECUTIVE SUMMARY City Travel Briefing - =
L] :rhhe lat Company Developments Demand Factors Barcelona
whers Outlosk City Travel Briefing - Beirut
tertiar, m While gay liberation in Morth America and Western Europe has put gay lifestyles on the agenda City Travel Briefing -
DEFINITIONS since the 1960=, gay marketing i= a relatively recent phenomenon. It has been practized in the bul
m Gener:i Identifying Gay and Leshian US since the mid-1990s, but is @ much newer concept in Europe and Australia. Is.tan v .
Sense | Consumers City Travel Briefing -
ethnic Bizexusls and Transgendersd n Idn lll'nalrketiqg_tirms, tgF purc:hasié'lg po'ger 0;’ gaydand lesbian _c:onsull'i'lers i= I:cnkown as t.'.-le "pink Amsterdam
ollar” {or "pink pound", etc), and can be referred to more universally as "pink money”. City Travel Briefing - Bogota
w In dew Pecple ! ! !
"yeppit | Gay/lght Marketing m Few products are targeted directly at the gay and lesbian market, but, due to the higher spending C!tV Travel Br\ef!ng - Mad_”'d
materli | |EGAL AND SOCIAL ISSUES power of this consumer group, many companies are realising the importance of reaching the City Travel Briefing - Mexico
Legislati marlket via dedicated advertisements and sponsorships. City
u Indew =gisiation City T | Briefi P
confide | Changing Attitudes Towards m Marketers are increasingly tapping inte pink money by offering holidays, insurance, media, ty Trave’ Briefing - Prague
ordert | Homosexuality catering and rentals with a gay angle. Many use the services of agencies that specialise in City Travel Briefing -
Gay Events marketing to gay and lesbian consumers. Santiago
= Gener: City Travel Briefing -
fEY tnfluznce :n j m There are a great many laws relating to homosexuality, which vary from country to country. Stackholm j
Cone metrosexuals These range from anti-sodomy laws in the most extreme countries, to laws enabling gay Comment
~*REPORTS marriage and adopticn, and hate crime laws banning viclence against LGET (lesbian, gay,
bisexual, tranzgender) people. Am I fabulous or what? Asian =
G . e . . . consumers and appearance
The pursuit of Pink Money: Gay and m The extent of gay rights within a given country plays an important rele in the development of gay e
Leshizn Spending Patterns " P b . A N ; trends
marketing. Where homosexual activity is banned, as it is in most Islamic countries, there is i
obvicusly no immediate hope of approaching this market. Wealthy consumers:
Splurging and spending
= However, progress ic being m_ad_e sl_owl_y and steadily in some countries, one of the latest major rather than saving
breakthroughs being the decriminalisation of homosexuality in India from July 2008. .
Smartphones: Mot just
m In the most progressive markets, gay rights iszues in recent yvears have centred on the legal iPhones, but a boomerang
recognition of same-sex marital unions and marriage. Actual same-sex marriage has so far been movement
legalised in the Netherlands, Belgium, Canada, Norway, Spain and South Africa. What's new with the
w Inthe US, the Defense of Marriage Act bars federal recognition of gay marriage, but many emerging market consumer?

individual states have now recognised gay unions or marrlages By November 2009, 12 states
had recegnized gay unicns and five had legalised gay marriage.
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TOP DOWN TRADE SURVEYS
GLOBAL AND REGIONAL ANALYSIS
BY INDUSTRY EXPERT TEAMS = Suppliers, manufacturers, distributors,

' retailers, industry bodies

= Exchange of interpretations

* Consensus building

* Qualitative as well as guantitative issues

INDUSTRY TREND MONITORING

* International industry sources
* Relationships with industry players
* Cross-border trend movements

DESK RESEARCH

« Mational statistical offices, trade data
= Trade associations, trade press
= Annual accounts and reports, broker reports

- MARKET ANALYSIS * Business and financial press

COMPANY ANALYSIS DETERIGEEED

and report writing

STORE CHECKS

" Global and regional sizes and shares

* Multinational company profiles and
brand ownership

* Draws on wealth of country

resaarch
DATA STANDARDISATION - Search and review existing
Euromaonitor International research

B . I * Context and contacts for new annual
= Consolidation and reconciliation u .
. N pdate project
= Comparative analysis across

= All relevant distribution channels
* Product availability

* Company and brand presence

* Pricing, packaging, promotions

INTERNAL AUDIT

countries e
= Checking and validation NATIONAL MARKET ANALYSIS
IN 80 COUNTRIES WORLDWIDE
BOTTOM UP 41

26
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NATIONAL SOURCES

Il National statistical offices

A

INTERNATIONAL SOURCES

[l Official organisations
(IMF, World bank, UN)

I Central banks
[l Trade associations

I Government minsitries

H QUALITY CONTROL

Data definitions and methodology
checked for each country
v

STANDARDISATION

Data are standardised to ensure
cross-country comparability

ESTIMATION AND
MODELLING
Gaps in time-series estimated
Data for missing countries modelling
v

Forecasts generated where
relevant

CROSS-COUNTRY CHECKING

¥ Countries are cross-checked to ensure quality
[ Checking against other relevant data sets is also undertaken

A4 \ 4

Unique dataset that is the result of months of detailed research, data
manipulation and advanced statistical modelling

27



onitor International

L ey | o=

Let us start with some fun facts...

2009 F 2B A VKA T ER S A R T B R & K2

LOG OFF [l
Euromonitor International - Passport | @
PaSSDO rt Mors text s=arch options
SEARCH , INDUSTRIES + COUNTRIES & COMSUMERSY COMPANIES GEOGRAPHIES v MY PAGES* HELP
Hame = Industries welcome, Huan Huang
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» H & ® |
¥ STATISTICS TYPES Company Shares (by Global Brand Owner) ® Retail Volume ¢ % breakdown
*CONVERT DATA Key: B Related Reports B Relatzd Commeant s Chart fer this Row
(- Share type ree & 2001~ [ & 2002~ [ @ 2003~ [ 2004~ | 2005~ | 2006~ | 2007~ | 2008+ [ & 2009 |
[} Unit type World
Bl Freestanding Refrigeration Appliances
S T M = Haier Group 3.7 4.2 3.8 4.4 4.8 5.7 7.7 8.3
¥ Change Time Series I B Whirlpool Corp 5.9 9.7 9.0 9.1 8.9 10.5 10.3 5.8 9.5
b Change Categories N Bik Electrolux AB 9.7 9.6 8.9 9.0 8.5 8.3 8.1 8.2 8.1
} Change Geographies - iy LG Group 3.1 3.4 3.5 4.0 4.5 5.3 5.7 5.9 6.1
[l L] Samsung Corp 3.1 3.1 3.0 3.2 3.4 3.7 3.8 4.0 4.3 |
O« Egig’;:;;':rg:j“bm 4.1 4.2 4.2 4.2 4.0 4.2 4.0 4.0 3.5
Hisense Kelon
| Electrical Appliance - - - - - 2.4 2.8 2.8 3.1
Co Ltd
r = fggjera' Electric Co 4.6 4.8 4.7 4.4 a.2 3.8 3.5 3.3 3.0
o :E;ﬁ';‘n’é'emg'j_'fdd”c 1.0 1.2 1.4 1.6 1.8 2.0 2.2 2.6 3.0 4):.
. . L
r & ftg Midea Holding Co - - - - 0.6 1.2 1.8 2.3 2.5 .
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P Filt=rs Xinfei offers potentially unigue entry to high growth market _—

®infei offers potentially unique entry -

te high growth market 23 Mo
- 5.4
Rumours are circulating that Hong Leong Asia is interested in selling its 90% stake in Xinfei, the Chinese appliance player. Eurcmonitor s.9
International considers its impact on the competitive landscape based on its latest 2009 research. "
Potential suitors constrained by mature demand at home @7
Xinfei operates virtually exclusiwvely in the refrigeration category within consumer appliances. Any acquisition would buy directly into o 3.4
the fastest growth category globally within major appliances. This compares to the developed regions of Western Eurcpe and Morth =2
America which saw actual sell-out unit volume declines in 2009, a result of widespread recession, unfavourable real estate and sliding "
consumer spending. 2.0

2.2

Leading internaticonal players such as Whirlpool Corp and Electrolux AB, both of whom hawe relied on sales in developed regions,
inevitably encountered shrinking demand. In 2009 Whirlpool generated 57% of unit volume =sales in Morth America and Western Europe
combined, with Electrolux ewven more reliant at 59%.

Any deal has the potential to significantly affect global rankings and give the buyer access to an appliance success story - China.

Regional Refrigeration Growth in Unit volumes - 2003-2014

Fegion

20,000
£0,000

" /

£2 70,000

c

=1 /

=

S 60,000

= / ———Western Europe

-

2 50,000 Eastern Europe

T

= / Morth America

e 40,000

= / —— Latin America W

£ =

4

|
Done I_ ,_ I_ ,_ ,_ I_ @m}Double click ko chang:e ffcurity sel:l:ing,séI




Consumer Appliances © Euromonitor International

Let us start with some fun facts...

B FE2009%, EFERARTIONREMADOF , WMEFRIANOLRES?

I roc orr I3
Euromonitor International - Passport s EUROMONITOR | @
Passpo rt INTERMNATIONAL More text search cpticns
SEARCH INDUSTRIES ~ COUNTRIES & CONSUMERS~ COMPANIES GEDGRAPHIES ~ MY PAGES ~ HELP
Home = Countries & Consumers welcome, Huan Huang

Statistics

»sT| Eurcomonitor International - Passport
-cd Passport
:_}.. SEARCH INDUSTRIES ~ COUNTRIES & CONSUMERS~ COMPANIES GEOGRAPHIES «~ MY PAGES ~ HELP

I (co]

More tewt search options

+}-{ Heme = Ceuntries & Consumers welcome, Huan Huang

alla H & B

» STATISTICS TYPES
~COMVERT DATA Historic = "000
Key: I Related Reports B Related Comment s Chart for this Row

»Chi

*Chi
rCh| | [#} Unit multiplier

[ Growth reea@a® 2004~ | 2005~ [2006~ | 2007~ [200a~ |2000~ |

China
~CHANGE SELECTIONS [ s Fopulation with Income of - 0.0 0.1 0.2 0.5 0.7
e Uss LIUU_,UE|1+: 15-1%5 vear Clds
DE =—go Eimrmres - - = ;Luu,c;'cll-::lzlg::;;l-“‘:ear B 3 e 143 303 482
P Change Geographies P
G Aot 202 e |73 a2a] 222 a2s| ses
.
- * EOSF;;ULISE,.001+: 50—34 vear Clds - T =s.2 @80 =62 557
e CEREEI I I | ss0| 833] 1114 1400 1600
e PRI D e | 2197] 2763| 324] 300.5| 4172
e TR D | 1965| 205.4] 2353] 3110 3565
e DRI D e | s22| 1119] 1370] 17as] 1752
e D D | 212 200 32 ser| eas .
e D D G | es| es| s ise| 17 ;
- e Population with Income of _ 14.5 12.0 22.85 2G.5 231

US$100,001+: 654+ Year Olds 30

Beqgion definitiocns | Calculation variables
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Historic
Key: B Related Reports B Related Comment it Chart for this Row

) [ 2004~ | 2005~ | 2006~ [ 2007~ | 2003~ | 2009~
Average Age of Women at First Marriage
|~ mzerbaijan - years 23.3 23.4 23.3 23.3 23.8 24.0
H b China - years 23.3 23.3 23.5 23.5 23.6 23.7
o Hong fong, China - years 28.3 28.5 28.7 28.8 28.9 28.9
o 19.0 18.9 18.9 18.9 18.9 18.9
o ik - pp— 19.6 15.6 15.7 15.7 15.8 19.8
H o Japan - years 27.6 28.0 28.2 28.3 28.3 28.4
WE Kazakhstan - years 24.0 24.1 24,2 24.3 24.4 24.4
= Malaysia - years 27.4 - - - - -
=t Pakistan - years 22.4 22.5 22.7 22.8 22.9 23.0
o Fhilippines - years 23.6 23.6 23.6 23.5 23.5 23.5
|~ Singapore - years 26.7 26.9 27.0 27.2 27.3 27.4
=t South Kaorea - years 27.3 27.5 27.7 27.9 28.0 28.2
H o Taiwan - years 26.8 26.8 26.9 26.9 26.9 27.0
W o Thailand - years 24.5 24.5 24.5 24.8 24.8 24.8
|~ Turkmenistan - years 23.4 23.3 23.3 23.3 23.4 23.4
=t Uzbekistan - years 22.1 22.2 22.4 22.6 22.7 22.8
H o Wietnam - years 21.4 21.4 21.5 21.6 21.6 21.7

-
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C&C-GDP In Australia, Brizil , Canada

Eamm® /
Market Sizes * Historic ® Value at Current Prices ﬁg@ 9\%&%%
ley: W Related Reports B Related Comment te Chart for this Row H : G D P*H

@ I T N N B (ZASKRIR)

| Australia
| [EFN | Total GDF - A% mn | 894,921.0) 566,153.0/1,042,160.01,133,620.01,242,240.0/1,262,811.8
GDP Measured at Purchasing Power e I G "
[ERT 4 i V 4 : = A &
. et S, £54,660.6) 696,075.6| 742,279.2 798,323.0| B837,653.4 850,055.6 1T0ta DP
Brazil H
HEW Total GDP - R$ mn |1,941,498.0|2,147,238.0|2,369,797.0/2,661,344.0/3,004,881.0(3,153,510.7 EUI’OI 1 IOﬂItOI’
GDP Measured at Purchasing Power saliz i o H
i
Bk Py 1,494,609.7|1,584,677.5/1,701,218.2|1,894,195.0|2,063,791.9|2,087,035.6 |nternat|0nal from
Canada ) .
| B | Total GDP - C$ mn |1,290,180.0|1,368,730.0|1,439,290.0|1,531,430.0|1,602,470.0 |1,524,052.6 |nternat|0nal Monetary
GDP Measured at Purchasing Power =
ik 4 A
[EFN Parity - mn international & 1,065,384.01,127,454,7/1,194,431.5/1,266,691.5/1,302,821.1|1,288,294.7 Fund (I MF)
e : : y
Category definitions | Calculation wariables

International Financial

—— Statistics
O 2.Real GPP Growth:
20000 Euromo_nltor
12000 Internat!onal from
International Monetary
22222 = Austria Fund (|MF), . .
= Brizil International Financial
20000 w canada || Statistics and World
15000 :
Economic
10ca0 Outlook/UN/national
=000 statistics
0 N J
USS per capita IS per capita{ppp)
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C&C —Exports of Netherland

port GMID @
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welcome, Huzn Huang
nt

Ha®mEz
Market Sizes ® Historic ® Value at Current Prices
D [l:lj I:l II‘_LTLI\ %ﬁ IJ_‘]_AG DP E(J 79.3% Key: B Related Reports B Related Comment th Chart for this Row
@ [ 2004~ | 2005~ | 2006~ | 2007~ | 2008~ | 2009~ |

Y 2 Netherlands
D H:ll l:[ i”{% ’ Eéﬁlz ]I:El l:] %26.3% EEY Total GOP - € mn 491,184.0/513,407.0 540,216.0|568,664.0/595,883.0|569,402.0

Bl Exports of Goods and Services - € mn 326,111.0|357,453.0 393,475.0|425,319.0|456,999.0|451,816.1

N s Exports (fob) to Germany - USS | 29 a5 7| a7,029.5 102,001.7|115,408.2 138,905.3 | 118,689.1
Q) A8 R I1110%, GDPHFH -2 o T

Category definitions | Calculation variables

Na g o
H4-K:2%. Sources: _ . .
1. Exports (fob) to Germany: International Monetary Fund (IMF), Direction of Trade Statistics
2. Exports of Goods and Services: International Monetary Fund (IMF), Internaticnal Financial Statistics

3. Total GDP: Eurcmeniter International from Internaticnal Monetary Fund (IMF), International Financial Statistics

Q20084 Fff £ £ 35X GDPIEK:2%, 20094F 1!
14 5] (1) 57 ) s A= 2D T 15%, 20094F
fif £ GDPHS K&K H-4.0

90.00%
20.00%
70.00%
60.00%
50.00%
40.00%
30.00%
20.00%
10.00%

0.00%

79.30%

26.30%

exports as% of GDP  exportto German as %
oftotal exports
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C&C —Imports of Algeria ,Morocco

M = Imparts 17,954.0(19,857.0(21,010.0|27,439.0|39,156.0 34,544.0
Imports (cif) of Food and Live &nimals, SITC
ks v
ImiEEE Pl 3,489.5| 3,438.0| 3,542.9| 4,760.7| 6,522.5| 5,746.7
r E. Imports (cif) of Beverages and Tobacco, SITC 34.3 s7.4 96.4 145.1 258.7 232.5
- Classification 1 : ) ) ) : :
" Imports (cif) of Crude Materials Exc. Fuels,
r e SITC Classification 2 451.5 457.4 568.6 805.1 1,211.5| 1,076.1
r e Imports (cif) of Mineral Fuels, SITC 1643 1945 2343 300.5 4525 4012
Classification 3
roow Imports (cif) of Oils and Fats, SITC 372.8| 311.6 374.3| 5062 6923 613.0
Classification 4 : ) . ) . )
r G Ismpms(dﬂ of Chemicals, SITC Classification | 5 1554 53734 2,507.1 3,221.2 4,566.4 4,025.2
P ] S ARG )3 ™ it ik
‘ \ ; ;
D | N k] YA = HH I ’ r Imports (cif) of Basic Manufactures, SITC 3,071.6| 3,407.6) 4,742.3| 6,030.2| 9,242.1 8,227.7
E] NS N R X Classification &
%% H Z w\j - E‘Jﬁ%u (=] \l Z %K*H T‘l‘%;‘j‘g I Imports (cif) of Machinery and Transport
l %{ ‘{‘ o M Ed Equipment, SITC Classification 7 7,348.1| §,541.3 7,887.6 10,412.2 14,471.8 12,697.5
Imports (cif) of Miscellanecus Manufactured
I
Dﬁﬂ ﬂ‘ilJ\ 5”5 . /@E 0> |:| “% - B Conde SHC Clasaification 8 871.0| 1,045.0| 1,014.5| 1,234.9| 1,716.7| 1,504.4
IR RN A A e b 3 1, 1 BE v T -

e HOARIE L, #UE R, EATHE 100%
HLHR AR Mk D3k 1 90%
80%
70%
B0%
50%
40%
30%
20%
10% -

0%

® chemicals

B manufactured goods
B oil and fats

® mineral fuels

B beverage and tabacco

B food and live animals

Algeria Maorocco
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C&C —Government spending

ils Ha®=E®

Market Sizes # Historic ® US$ mn ® Fixed 2009 Exchange Rates ¢ Value at Current Prices
Key: B Related Reports @ Related Comment i Chart for this Row

ro0ed (oo~ | 005~  zooov | zoo7v | 2008 | 2009~ |

D%'/l\ ‘ %%{Z: IE E/‘] E&}T‘:f‘ﬂ:i ’ %%I}nb ﬁ %'/l\ ‘ %Xﬁx 'Intf;;DP Japan 5,328,708.3 5,365,130, 5,425,335 5,512,545.3 5,401,246.5| 5,078,441.2
IE jjﬁ E,(J 9‘%?—‘{%33}% _ //_\\:/H\:&ﬁ@ . Izj:—f . @ﬁﬂ % . |l HE:::: E;i::a lj:?:izz:; 1;22:2::: 847,048 1,042,502.1 1,311,905.8 1,210,098.9

1,262,236 1,343,042.2  1,405,343.3 1,336,572.3

k] .0
4 5
r 7 .8
?:I:A%/%%D%E%U QXi‘ E&% }i‘)II%J{B: $ L M B Usa 11,867,700.0| 12,638,400.0) 13,398,900.0| 14,077,600.0| 14,441,400.0) 14,299,909.4
z~ Q H sy ZT.U] N 7‘5 E=X 110 [mi=1" France 2,306,695.5  2,398,231.2| 2,509,904.0) 2,632,467.1  2,708,477.3| 2,660,654.3
r 8 .6
r & .0
r 8 .2

[EfN Germany 3,071,892.6 3,115,381, 3,230,565 3,373,815.9 3,467,741.5 3,311,013.7
E Y iE = ﬁ [EE Italy 1,933,435.0 1,986,162. 2,063,829 2,146,552.7 2,184,522.9 2,118,629.2
D2009f|5 9 GZO7|< EF' P ! 13)3 ’ § ]J_‘T ﬁ”fﬂ' ; I § B =] Bk United Kingdom 1,876,051.5 1,955,746, 2,067,623 2,181,604.9  2,258,817.4  2,178,286.1
ISINAN == % N, = Government Expenditure on Social Security and Welfare
E,(J ZEY// ,’-I:ﬂ‘ Igﬂ A 68%7 ;H\:{j_'\XE . 20% o r B Japan £36,850.5 548,012.5 £59,040.3 570,964.6 683,374.3 561,348.0
N B Russia 43,470.5 48,905.2 56,313.5 59,954.2 §0,010.9 69,650.8
[l iy Canada 95,267.0 939,976.4 104,063.1 109,903.8 114,268.4 109,145.8
N B USA 760,600.0 §05,000.0 §42,800.0 §81,500.0 913,733.2 857,402.5
M B France 496,271.3 516,305.5 539,510.4 363,157.4 582,880.8 576,127.2
M Bd Germany 676,097.0 590,922.3 687,129.1 687,115.2 58%,134.4 671,519.5
M B Italy 432,627.1 443,641.1 464,033.8 452,173.9 512,208.1 502,372.3
N B United Kingdom 384,136.5 399,4684.8 411,285.5 429,009.9 440,031.3 425,948.9
Category definitions | Calculation variables
- -
% of GDP
Social spending as % o
Lt]
25% 23 70%
21%
i,
20% 19.60%
20%
15% 3%
10% | 8.16%
5‘.ED&|‘{' EET‘}J"EI
0%
Japan  Russia Canada USA France German ltalia UK

r
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Energy Intensity
. . Historic ¢ US$ per tonne of energy consumed
|nd|cates the Value Of grOSS domeStIC Key: W Related Reports @ Related Comment i Chart for this Row
product produced per tonne of oll reeee [ coev [ 205w | 06w [ 2007w [ 20ev | 2000+ |
. Energy Intensity

eqUIvaIent of energy consumed. o Hungary 4,272.5 4,327.5 4,488.7 5,581.8 5,232.2 5,213.2
| " Saudi Arabia 1,806.4 2,145.3 2,321.9 2,355.4 2,686.6 2,042.4
[ i Sweden 7,387.9 7,201.8 2,233.8 3,450.6 10,245.9 2,530.4

Category definitions | Calculation variables

\ / Sources:
1. Energy Intensity: Euromonitor International from national statistics

©2010 Euromenitor International
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C&C-- Income distribution of households in singapore and Norway

Historic ¢ %
Key: B Related Reports B Related Comment i Chart for this Row
reeedd 2004~ 2005~ [ 2000~ 2007~ [ 2008~ 2009 |
Singapore
% of Household Annual Disposable Income by
b
[T Decile: Dedile 1 1.4 1.3 1.3 1.3 1.3 1.2
% of Household Annual Disposable Income by
ks
[T Decile: Dedile 2 2.8 2.8 2.7 2.7 2.6 2.6
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47 " 9 A) ’ 35 " 2 /0 % of Household Annual Disposable Income by
[l e 16.3 16.3 16.4 16.4 16.4 16.4
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% of Household Annual Disposable Income by
1
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The New World Order — Major Appliances

HE& =EE®

Historic ®» Fixed 2008 Exchange Rates ® Value at Current Prices . . . . .
Kay: B ae|a=wa@pmﬂﬁmeﬂt%an centres ihcreases. itGPD per capita and increased possession rate in China and

@ India are driving sales beyond the key developed apgligEces eI glaball s I AT

China
Ef The popuIatlﬂoqfslrs:i&m‘at |s*=atrfﬁmd?meﬁ$ar driver of appllancéﬁg?@wth ﬁ? ﬁ'ﬁé’se t\?gqéggarkeit‘:sfélz-@weﬁﬁeﬁme qluzégtll(gn
au IS when will.yAlue oVertake in these two markets. Over the Lng;edlurﬁ erm? A i e b
EHN | Mew dwellings completed - '000 3,831.5 3] 3,8587.4 3,859.2 3,841.2 3,829.6_ 3,800.2
EE’I:i.-Eﬂ Dﬂﬂ Urban population - '000 | 518,?38.1 536,379.5) 554, 498.4 571,491.1] 587,209.4 602,316.9
HE ! { Rural population - '000 765.791.9 755.890.5 745.381.6 736.068.9 727.270.6 718.973.1
45.000
40,000
35,000
&£ o 30000 ——China
¢ =
=2 . :
5 = 25000 — =
€ 'E K
c : 1 Japan
c itg 20.000 "
I
= 15,000 : i
1 ’
10,000 Al
4
5,000 H
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M&A spend in China in 2008 was U 9953 IO, athitd of the US “However, this is up from US$2

billion and an 80 of the Us spend in 2003.



Construction and Built-in Appliances

New dwellings slowdown in developed markets heavily impacted sales of built-in appliances. In emerging B & & & &
MarkdbaiketseniererrgnsiFructionssalasar ansdmperay and built-in appliances are not nearly as popular,
key: ® Falpplfancemmanmdfacturerswerernot-ds-adve Fsely Riffecteds W Distribution
@ ils =R
U;‘l .S.péﬂsyﬁuqmq YRS wronglgey%elweddwggmgs markets where both construction companies and built-in

o, APPlianee-manufactures were.severely.impacted @ver-2009. Medium term prospects for both are relatively
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China’s household profile driving Small Appliances

° ousehold rofiles Ia A key role in shaplng appliance demand as well as design. Basic metrics from number of people,
Market S zes & Hist orec Value ﬁt CUf'rent

Kev: B Relate QE.QWBQE ypej ta.nationa erencas for,gas or.electricity. are. allfactors.in. designing.and marketing the right type of

! Mappu%) &1 household size - Households are getting smaller View Related Statistics

-0 e Smaller households will drive individual purchases of household items which are regarded as basidTgtiirBtpretits in a modern

Appnan{;mn@%@ohqm@n Wik fewsramauths.to,feed.in.aoy:aiven housenold napRliRnees. of canueniengs, may SO expetieriee greater o=
marketdl@manghifor iexample ricescookers, vegetable stemmersoang oither kitchen appliances. Lessans from e Past - Ecanamic

Impact on Large Kitchen &ppliances
The average number of cccupants per household varies across the globe with much smaller households in advanced regions
compared to larger househelds in Africa and the Middle East or Asia Pacific. In the long-term, emerging markets will follow western
trends of emaller households as the number of single person households rise and couples delay childbirth and hawve smaller families.

Comment

Ready meals rezilient to economic

Household size is an important indicator for businesses interested in targeting specific households/consumer groups. Uﬁcer:taint',- ) )
¥infei offers potentially unique entry to
[ Y A W] L] L] (. | riy] hinh Aarmwth market
130 000
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o 80000 | Persons [2] .
g ‘Households by Number of
60,000 Persons[3]
——Households by Number ofs
40,000 Persons [4]
—Householdsby Number Of
———— =
20,000 Persons [5+]

and

0
1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 20122013 2014

For a full size image click here Future Demu:graph!u: - Eas_tern E""_’C'V :
Future Demographic - Latin Ameri



Consumer Appliances Channels

o1 |

ld eSS ES ‘
i

[ 2.7| 27
] 2.1 53
[ ke MNon-Grocery Re 72.2 717
]k Mixed Retailers 18.5 18.1
[ Cepartment Stores 10.9] 10.9
] Variety Stores 2.4 z.0
] Warehouse Clubs G.1 0.1
] s Mass Merchandisers 5.2 5.1
] Health & Beauty Retail 3.9 4.0
[k Chemists/Pharmac) 0.2 0.2 0.2
] Parapharmacies/| 2.5 2.5 2.6
0w Beauty Speciali mis rocery Retailers 1.0
[ Other Health & 0.2 0.2 0.2
0w Durable goods sAfon-GrocergRetailers 3.3
] s Kitchen speci 2.2 2.1 21
[ Kitchen speci _£ther Non-Gmzery Retailers.s
[k Electrical goo 24,2 24.5 25.3
0w Electrical goo 1mon-Store Retailing 9.4
O Other Non-Groc ____Li—————ﬁ—————ﬂ-“'-_-
[ Non-Store Retailing } 4.7 4.8 5.0 P
- _— — 5 __a -
[ Homeshopping ﬂ_----*r-- 1:2
] Internet Retailing 3.1 3.3 3.5
[ ke Direct Selling 0.4 0.4 0.4
ik ota i 100.1 100.1
[ Total 100.0 00.0 00.0

Category definitions | Distribution definitions | Calcu

Sources: )
1. Consumer Appliances: Euromonitor from trade sources/natio



Most Affected Appliance Market in 2009?

Russia - once a beacon of the BRIC'’s the sharp declines witnessed by the country over 2009 shows it is
very susceptible to exogenous impacts.

Markgg $&tes o htistariidSocikedhe Xalyeovk Eroeot Briegsice declines and discounting did relatively little to stop the slide
‘e B\iAfrfagsEa Bl tre T ity '6f € onsum e Rpplian & Catétoriesbuten
) | w0av [ 205w | 006v | 2007 | gosv | 009w | 2010v | ity | 02| 23| 2014~ |

Russia
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BRICs is Dead. Long Live the BICs!

» Contentious? Questionable? Or just plain true? Hem&E%

+ Macipeeanaic dala sypporsdbe iheqncassepsesr analysis on the C&C landing page
« So whdt doegthe fatest Torsuer Apgliance data suggest? ' Creart ffféﬂ‘ilfrﬁ“term rowth is in BIC — or BIIC -
b %& T

and it BRICs —
——E e

Eurcmonitor Internaticnal - Passport
p LLJhOMr)NIII)I- 2 2eE Q

Brazil, Russia, India & Indonesia — Consumer Appliances
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Mapping Recovery Time - Major Appliances

Major Appliances
o Excluding the BHC’s-unit volumes will NOT recover to 2008 levels-until 20 13

MaNed Giireel udHigr s e abo Re 206 eviel9 EMZuQ[J.O

Key: B Related Reports B Related Comment i Chart for this Row BMCompany Sharzz BMErand Shares M Distribution

B[R] Pl

Consumer Appliances

Ha®Zat

[] SE w000 world 1,868,672.4| 9350611 Z,013,546.7] 211176534 2,214,617.5 2,316,847.2
gD [ ._China 34?,182.6_ 3?8,592.?. 413,928.8 450,561 III. 485,346.9. 520,409.4
DEE&II I _Irldia 53r141.5_ £0.332.6 ?5,96?.5 §2,968.0 90’3'13']'. 9g.012.2
Diam.a Indonesia 24,139.9 26,634.7 28,462.0, | 35,728.7| 39,108.4
8 &EEN Erazil 53,808.3 877138 BL 44741 68,4154 71,550.4
Major ARgliptiges R p— A S —World
‘_Emll I ._Wnrld 41.2r556.?_ 28,332.{ 450,555, ]'. 476,752.5 SD-L.-3?'1.8. 531,748.3
Fl=cpd | | _China | lDSrE-?i.S. l.lt'lr?lEI.L. 12?,361.5. l38r052.5. 148,045.8
B Sme000 ;ndia 29,28618.‘ 32,064 34,936.3: 27 SSZ.'E'-I‘\ -‘rEIrEi?i.SI 43,529.8
d.EEN ”Ind 8,239 . 8 EISE“EII ! 220 Wprld {Excludiﬂ%?zl 2
EER [ [ Brazi 20,742.9 22,433.2 23,975.1 25,393.1 26,655%hina, Brazil Ingig s 4
Total 200,000 ; - JIndonesia)
EED | 156,314.7 170,210.2 185,725.1 201,942.6 218,087.5 233,405.2
Categcr{&ﬁfﬁﬁﬁns_l Region definitions | Caloulation variables
Sources:
1. Consumer Appliances: Euromenitor from trade sources/national statistics
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- Growth rocedd
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-~ ¥ear-on-year growth [%a) China
Period growth (i €Ok Domestic Tourist Expenditure 13.0 15.8 15.0 1.4 34.3
Growth indes C wOaO Incoming Tourist Receipts 23.1 18.0 1z.2 3.8 -6.9
H Rieturn to actual
” ita/h hald Japan
- B ta,) ] . - :
[3}-Per capita/housel r -7 Demestic Tourist Expenditure -1.3 -4.5 -1.0 12.3 1.5
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*CHANGE SELECTIONS Singapore
} Change Time Series r [If=F X Domestic Tourist Expenditure 16.8 13.1 13.9 15.8 5.8
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» Change Geographies OoAO
Category definitions | Region definitions | Calculation wvariables
Sources:
1. Trawel and Tourism: Euremonitor from trade sources/national statistics
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TRENDS

. COUNTRY OF ORIGIN -
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PROFILE HEADLINES

MODE OF TRANSPORT = Inbound tourism fell by 4% in 2008 to 56 million visitors

= PURPOSE OF VISIT
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[ ] Tourism Flow|
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~REPORTS HEADLINES
b Filtars » Health and wellness tourism is beginning to take hold in China, with the value of the sector
Heszlth & Wellness Teurism - China growing by 13% in 2008

m The market for spas has expanded from mostly affluent consumers to include China’s rapidly
growing middle class

w Although all subsectors are experiencing strong growth, the maost vibrant in 2008 wac hotels
spas, growing by 15%

s Health and wellness tourism is predicted to grow at a CAGR of 6% in constant value terms
between 2008 and 2013

TRENDS

m China experienced strong growth in spa-related tourism in 2008, with the number of hotel =pa
outlets grawing by 13%, although this was down from 32% in 2007. Value, however, grew by
13%, up from 10% in 2007. Strong growth rates have been the result of two trends: the
expansion of international hotel chains, in which spas are frequently located, and the growing
popularity of spas amongst upwardly mobile young women.

w International hotel chains continue to expand rapidly throughout China, due to the expectation of
growth in inbound tourism - with frequent claims that China will be the world’s most popular
tourist destination by 2020. The market for spa-related holidays is being promoted by
international luxury hotel chains, such as Marriott, which has introduced the concept into the
market, not so much to take advantage of the Chinese domestic market but simply because, with

Done spas now standard in luxury hotels across the globe, its inbound customers now expect it.

» Although hotel guests now expect spa facilities, which have become almest compulsory facilities
for higher end hotels, figures show that only a handful of guests actually take aduanta‘pll';oj the
facilities, although this is less the casze for hotels in resort areas. As a result, internat? ibtel
chains are attempting to capture the domestic demand for spas, which is also showi
remarkable growth in popularity, especially amongst young and upwardly maobile wom
Interest in spas and relaxation amongst this market has been fuelled not only by the provision of
high standard spas by international hotel chains, but alzo their experience with spas overszeas, as
thi= demoarachic makes up a larae oroportion of China’s rapidly arowing ocutbound tourist
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Huan Huang
Huan.huang@euromonitor.com.cn

Euromonitor International (Shanghai) Co., Ltd
338 Nanjing Road (West)

Tian An Center Level 21, Unit 06 o
Shanghai 200003 China

Tel : (8621) 6372 6288 ext 152
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