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About Euromonitor International

= A trusted business intelligence source
=Biggest global player in strategic business intelligence

= Four decades of research experience

=Very widely respected across each industry covered

- Passport

= Consumer-focused: industries, countries, consumers @

= Subscription services and custom research m ﬂ*}-e

Custom research

=800 analysts in 80 countries
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=Regional research hubs ’P T
L ol L "
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* London (HQ), Chicago, Singapore, Shanghai, Vilnius, Dubali, ‘ . N4
Cape Town, Santiago, Sydney, Tokyo, Bangalore ? -

= Industry specialist client support teams
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Presentation Notes
1. A brief background about Euromonitor International and what we do.
	1.1 We are a trusted business intelligence source to many of the top companies around the world. 
	1.2 Our expertise are in consumer markets, for e.g Food and Drinks, Cosmetics and Toiletries, to Travel and Tourism.
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Euromonitor International Packaged Food Research Coverage

SEGMENTS COVERED:
Baby Food Noodles
Bakery. Oils'& Fats

Canned/Preserved", Pasta

Chilled Processed .-Ready Meals
Confectionery Sauces, Dressings-&
Dairy Condiments

Dried Processed Snack Bars

Frozen Processed-.. Soup

Ice Cream Spreads

Meal Replacement :.Sweet/Savoury Snacks

ALL CHANNELS COVERED:
Supermarkets/Hypermarkets

Discounters

Convenience Stores
Independent Small Grocers
Forecourt Retailers
Confectionery Specialists
Health and Beauty Retailers
Homeshopping

Internet retailing

Direct selling

Other grocery and non-
grocery retailers
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Presenter
Presentation Notes
Product segments in orange denote categories where Kraft has a presence

http://www.euromonitor.com/

BN FOOD RETAIL: FROM MAINSTREAM TO GOURMET

MEA Packaged Food Retalil Distribution by
Channel: 2005-2010
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Presenter
Presentation Notes
Carrefour and local UAE partner Majid Al Futtaim Group introduced hypermarkets to region in 1995 with Hyperstar
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)

BN 00D RETAIL: FROM MAINSTREAM TO GOURMET

Higher Quality for At-home Consumption

© Euromonitor International

Recession

e Lower
disposable
incomes

» Savings rate
increasing

Home cooking

e Decrease in
number of
restaurant outings

Increase in
demand for high
guality snacks

* To compensate
for drop in
restaurant
outings

AM
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Presentation Notes
The premiumisation trend is being leveraged across the industry to increase differentiation from economy brands and private label and maintain consumer interest.
Premium "selected" or "gourmet" versions target consumers who are willing to pay a premium for high quality ingredients and better flavour. 
Premium snack lines are faring relatively well, despite the effects of recession on consumer demand. Reduced disposable incomes are encouraging consumers to stay away from restaurants and cook/snack at home, which is having a positive impact on premium ranges of sweet and savoury snacks. Consumers are tending to spend more on high quality food at home to make up for the fact that they go out less.
Mars’ premium Galaxy Jewels line saw healthy growth in GCC following comprehensive advertising campaign promoting  brand for indulgent at-home entertainment.
Other examples of premiumisation through packaging can be found in the UK, where United Biscuits re-introduced its Phileas Fogg range (2009) in a new metal-shine premium package. The line is free from artificial ingredients and colourings, and is marketed as "featuring the finest natural ingredients". 

http://www.euromonitor.com/
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Latest Trends in Packaged Food

Indulgence

Health and
Wellness

© Euromonitor International m %ITIE%T&HIJSKL
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Presentation Notes
The premiumisation trend is being leveraged across the industry to increase differentiation from economy brands and private label and maintain consumer interest.
Premium "selected" or "gourmet" versions target consumers who are willing to pay a premium for high quality ingredients and better flavour. 
Premium snack lines are faring relatively well, despite the effects of recession on consumer demand. Reduced disposable incomes are encouraging consumers to stay away from restaurants and cook/snack at home, which is having a positive impact on premium ranges of sweet and savoury snacks. Consumers are tending to spend more on high quality food at home to make up for the fact that they go out less.
Mars’ premium Galaxy Jewels line saw healthy growth in GCC following comprehensive advertising campaign promoting  brand for indulgent at-home entertainment.
Other examples of premiumisation through packaging can be found in the UK, where United Biscuits re-introduced its Phileas Fogg range (2009) in a new metal-shine premium package. The line is free from artificial ingredients and colourings, and is marketed as "featuring the finest natural ingredients". 
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Examples from the UAE Market
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Are Hypermarkets the Future of Food Retailing in MEA?

MEA Hypermarkets
Total Retail Value Sales: 2010-2015
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»Hypermarkets are key driver of regional packaged food growth
=More growth expected as format expands into new markets
=Hyperstar now has licenses for 11 outlets in major Iranian cities
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Presentation Notes
Carrefour and local UAE partner Majid Al Futtaim Group introduced hypermarkets to region in 1995 with Hyperstar
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Traditional Retailers in the UAE

US $ Million (Fixed Ex. Rate)
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Forecast for Traditional Retailers in the UAE

2011 2012 2013 2014 2015 2016

——Traditional Grocery Retailers
——Food/Drink/Tobacco Specialist
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Recommendations for the Future

Gourmet Retailing

Premiumisation | Specialisation Innovation
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Thank you!

Questions?

Sana Toukan
Research Manager- Middle East
Euromonitor International
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