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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

¢ 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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on the site

MY PAGES: allows you to access saved research,

my downloads and manage your profile

Enter keywords for

find data in the category
tree

search suggestions

HELP: Access the help
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The TOP NAVIGATION BAR provides quick access to the latest
research

Industries: access to articles, key trends and latest reports
Countries and Consumers: access to economic, demographic

and marketing statistics for 208 countries along with reports and
comments on consumers

DASHBOARDS: new interactive tool allowing users to
visualise data in a compelling and efficient way. With
dashboards, users can access consumer trends using
economic, socio economic and demographic data
and discover future opportunities.



Searching data

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

SEARCH INDUSTRIES ¥  COUNTRIES & CONSUMERS ¥  SURVEY

the content available for

DASHBOARDS

CONSULTING MY PAGES ¥  HELP

different categories

T
[E I~ Industrial (Entire Economy)
& I Ingradient
[ T Luxury Good:
[El [7 Packaged Fo
[l I Packaging 8
[ I Personal Goods # B

Double click a category E:
name to select all sub- g_
categories at one level B

[ I Teys and Games # B
[E [~ Travel and Tourism B

below

auntries and Consumers

[ I Business Environmant Bl
[F] I~ consumer Behaviour B
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Click the + icon to expand
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[E [~ Energy and Environment E1
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B ™ Government &
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Select the category
checkboxes to add them to
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sumer Expanditure and Pricas Bl

[~ Consumer Expenditure i B
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CATEGORY SUMMARY
i Packaged Food

£ Health
- [ Bakery
£ Chilled Pracessed Food
i Frozen Processed Food
£l Ready Meals
]
Consumer Expenditure on Faod and
Non-Alcoholic Beverages
£ Home Ownership

B
Indicates
statistics,
analysis and
info sources

are available

Click the Bicon to delete

categories from your selection

<— Click to select geographies

STEP TWO:

Select Countries

552~ Passport
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Menu Search Advanced Text Companies or Brands

PREDEFINED SELECTIONS GEOGRAPHY TREE

usa

Predefined geographical

[ [~ Nerth Ameri
feall.

selections are listed here.
For example, click on

BRIC to select Brazil, —p

Russia, India, China

DASHBOARDS

Click to generate data results only

CONSULTING

MY PAGES ¥

HELP

Packaging Closures

CATEGORY SUMMARY
1 Packaged Food

28 Bakery

[ Chilled Processed Food

[ Frozen Processed Food

[ Ready Meals

]

Consumer Expenditure on Food and
Non-Alcoholic Beverages

£ Health

8 Home Ownership

GEOGRAPHY SUMMARY
i Usa

Click the Hicon to delete

unwanted items

}

ez ot tow - | s
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Takes you back to the categories page |

Clears the selected items

|
Once you have built your search
query, click run search to generate © 2012 Euromonitor International
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derstanding the results page

The results list contains all the data matching your search criteria. You can view: All Results, Statistics,

w

Reports, Analysis and Sources and create a personalised results list.

Takes you back to the
menu search to modify =
selections

The number of results
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Results List Statistics

FILTFR RESULTS
ol (249

by Category

Packaged Food (219 -
Organic Packaged Food (72) (Bl
Fortified/unctions! Packaged
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Food (&5
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Disbetic Food (e
P

returned are in brackets

Filter results by
category, geography,
statistics, analysis and

'
Conlectonery (40
Chocolate Confectionery
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World (55)

A Pacic (6 o
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Eastern Eurnpe (51

Latin America (15

Middle East and Africa (29
Narth Amercs
Western Europe
Argenting (5
Austrabe (19
Austria (3
Belgium (& -

by Statistics

information sources,
click more filters for
further results

Countries and Consumers =
Armual Data |
Market Sizes

Comparty Shares &
Brand Shares |
Cratribution

Pricing

Consumer Expenditure by

-
>
wn
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a— - Click to save o
Analysis takes you directly to reports and articles research (e

Analysis 6
RESULTS Fr— v < Click to sort by relevance, i

™ Countrizs and Consumers Annual Data B s
™ Market Sizes

A-Z or date

™ company Shares B
I Brand Shares &

™ pistribution B

™ pricing H caiisn

™ Consumer Expenditure by Age of Household Head

Shows the data type

™ Consumer Expenditure by Economic Status of Household Hea:

™ Consumer Expenditure by Income 2012
™ Consumer Expenditure by Number of Househald Members B s

™ Consumer Expenditure by Region B

I Cansumer Expenditure by Tenurs B
™ Consumer Expenditure by Type of Household B s,
I Products by Ingredient &

T Chilled Processed Food in the US =

<— Gives you an overview of the
data returned

™ Frozen Processed Food in the us B

™ Ready Meals in the US B c..
™ packaged Food in the US B ;. o
™ Consumer Buying Behaviour in the Recession: Global Online Survey =

™ Consumer Buying Behaviour in the Recassion: Global Onling Survey - Executive Briefing B e,

™ Annual Study 2011: Generational Differences B
™ Annual Study 2011: Healthy Living = gk s

™ Age g: How the B

of Age B Jaries 15 Affecting Global Consurmer Markets | ——

Check boxes to select

areas of interest

Pags 123 4 Next 50 results per page v

¥~ This drop down menu allows you to
change the number of results displayed.
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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

Hame | Welcarme Jamie Maynard of Eurornonitar International - Passport | Log Out

b:," Passport

SEARCH

create customised data sets

INDUSTRIES ¥ COUNTRIES & CONSUMERS v SURVEY DASHBOARDS CONSULTING MY PAGES ¥ HELP

CURRENCY CONVERSIONS Move to Saved

Local currency including $,

Results List Statistics Analysisl

Research

XX B ?

< ify Search

i *Includes exportto m
€' £' Yen and Swiss Franc v CONYERT DATA Market Sizes Historic Retail Yalue RSP | US$ mn | Current Prices Year-on-Year Exchange Rates P Yy

B currenzy conversions Al Key: B Related Analysiz  th Chartthis Row B Gompany Shares W Brand Shares B Distribution ¥ Products by Ingredient downloads
Local cureency
CURRENT/CONSTANT a8ty ) CLICK TO RANK DATA
. Euro (3o tes) |= - 2008 ¥ -
Assess the impact of S CHANGE VIEW

Reset or Select Change Groupings

£ (y-0-y ex ratas)

inflation by swapping the s , select all Rows Toggle row level groups 695.0 | 168519.8 1629217  172,774.9 1854774 Reset or Select
£ (fixed ex rates
I (y-cmy mx ratas) RELI) 25,984.9 27,277.8 29,8395 31,864.5
H Pivot Rows and Columns Combine Data i
current (nominal) to constant 2 i o e Phuot how e e roms Tano|  aamr| immn|  sams|  asns Pivot Rows and
S Geagraphies Surn selected rows 559.1 21,2407 17,849.4 19,374.7 215004
(real)value data oHF (e ates) chan o2 & pereentags ; : 845 : . Columns
[ Current/constant - selacted rows 3296 16,594.5 18,163.0 21,8931 24,914 .4 .
» CHANGE TIME SERIES Change Groupmgs
5617 6,299.9 6,593.3 7,394.1 8,012.9
» CHANGE DATA TYPES .
UNIT MULTIPLIER + CHANGE CATEGORIES & - orth America E 0763 331257 339507 3527T0 0 36,1341 Combine Data
o N CHANGE GEOGRAPHIES [Enmmsy Western Europe 50,068.8 56,5742 59,9905 55,8784 55,045.0 56,500.2
Thousands, millions, billions | *
+ MORE RESULTS Dairy
Markat Sizas (m=I" T World 292,322,5  333,541.6  372,9543  359,9904  383,191.0 414,974 | VIEW
Company Shares A m=0 L g Asia Pacific 51,739.6 57,563.5 64,160,7 I3 TEEE 1 52,4254 .
VOLUME CONVERSIONS erand shares Related Analysis
Distribution O= v Australasia TBES.L 7,060.7 6,913.7 8,467.2 9,567.8
Litres, Hecto-l itres, UK/US Praducts by Ingradient = v astern Europe 23,582.3 31,203.8 38,104.2 33,518.2 36,886,0 41,885,7 Chart this Row
barrels Cases Of different O=mmsy Latin America 38,205.6 45,092.5 51,9457 49,834.1 5§9,081.2 67,555.1 Company Shares
! O=nEmsy Middle East and Africa 15,077.9 16,976 6 19,536.9 20,4314 23,2973 25,285.5
sizes v North America 52,8214 57,548.2 61,958.3 55,130.9 61,020.7 64,5447 Brand Shares
mEI T g Western Europe 105,260.1 118,578.0 130,187.8 121,307.6 117,602 5 123,712.2 Distribution
Dried Processed Food
GROWTH warld 94,8803 103,040.0  117,0832 119,540 129,217.7 1385036 Products by
Year—on—Year growth period Asia Pacific 45,365.7 48,1314 54,0219 57,353.6 63,287.3 68,394.9 |ng redients
'
R tral 421 1 1 ] 10574 119
growth, growth index

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

Home | Welcome Jamie Maynard of Euromonitor Internationsl - Fassport | Log Out
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Access articles of
/ . .

interest relating to

your chosen industry

SEARCH

INDUSTRIES ¥  COUNTRIES & CONSUMERS v SURVEY DASHBOARDS CONSULTING MY PAGES v

# Packaged Food

SEARCH TREE SPOTLIGHT DASHBOARD <——1—Access Dashboards,
Select category. . v . . . . N
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
dive deeper into consumer trends using our economic, socioeconomic and demographic
data.

¥55~ Passport e ——

SEARCH INDUSTRIES ¥ COUNTRIES & CONSUMERS v SURVEY DASHBOARDS CONSULTING MY PAGES v HELP
Beauty and Personal Care Dashboard

CATEGORY VIEW

BEAUTY AND PERSONAL CARE
» Baby Care
g »
» Bath and Shower -
b Colour Cosmetic = Spot opportunities

Forecast Growth
Ret RSP, USS

» Deodorants

for growth markets
and categories

b Depilatories

B Fragrances

B Hair Care
B Mass Casmetics

B Men's Grooming

» Oral Care

Oral Care excl Pawer
Toothbrushes USA

» Premium Cosmetics QUICK STATS @ PERCENTILE RANKING 6 CATEGORY YOY GROWTH COMPARISON €
ick s

o elected cr y o a other countrie LS4 mn, Constant 2010, Fixed 2010 Ex. Rates 20052015 C||Ck thI’OUgh tO

MarketSize g - 005
<

kin Care. 37,/ V0.0 - — 5 H
s the underlying

#» Sun Care

Per Capita
Focus on the 2010, Uss
Growth

. . ) statistics and

major players i g ' analysis

on the market

for each Ny s
COMPANY VIEW Work

Category CHANNEL VIEW

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.

SEARCH INDUSTRIES v COUNTRIES & CONSUMERS ¥ CONSULTING MY PAGES ¥ HELP

Analysis
"“,' RELATED INFORMATION

Soft Drinks Industry Overview b CHANGE INDUSTRY

T

AtUS$447 billion in global salesin

2010, the Soft Drinks category

ranked Bth out of the 16 industries

under review in this tool. : -

Developed markets showsd a CATEGORIES OF INTEREST: Global Value US$ mn » RELATED VISUAL APPS
retum to growth in key categories

in 2010, but longer-term prospects
ware held back by market
saturation. Brand loyalty 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

© 2012 Euromonitor International



Access high level data fast

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

52~ Passport

Q
SEARCH INDUSTRIES v COUNTRIES & CONSUMERS v SURVEY DASHBOARDS CONSULTING MY PAGES ¥ HELP
Analysis
"‘V RELATED INFORMATION
Consumer Appliances Companies and Brands FCHANGE INOUSTRY
View _ Brand 5, o i -
COMPANY Koninklijke Philips Electronics NV ‘
wse sy I o |
SIZE VOLUME AND RANK 1
Koinikijke PHips Eleeiranics NV Today
SEB, Groupe
Procter & Gamble Co, The

3 BIGGEST MARKETS 2

Panasonic Carp » RELATED VISUAL APPS

GD Midea Holding Co Ltd

Spectrum Brands Holdings Inc

Jarden Corp 3 FASTEST MARKETS BRAND VS INDUSTRY
Conair Corp hin
Electrolux AB
Whirlpool Carp
sin smo <previous  Did You Know

5 of the top 10 global brand owners far 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.

Log Out

Q

b:,’A Passport

SEARCH INDUSTRIES v COUNTRIES & CONSUMERS v SURVEY DASHBOARDS CONSULTING MY PAGES v HELP

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 s
ase of Doing Business Ranking secio-politicl isk
2010 Economic performance & external sector
1 0 0 Financial stability & real estate
. Government finance

Energy
Total GDP Environment risk
2010US$ 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.

Navigate to

the sections of
interest within a
report

Access to other =
related reports

)52~ Passport

T g Dt

CATECORY DATA
w MOKE HESULTS

Fabrenrrin v

Pogn 12343 Mt

Results List Statistics Analysis +
+EBTT
bl o Chilled Processed Food in the US
HEADLINES Py Brieh e
s
COMPETITIVE LANDSCAPE
PROSPECTS

HEADLINES
» Retail volume saies of chelled proceesed food imcrease by 1%, whilst relasl curreet valus sabes
increase by 2% to resch USE27.5 bellion i 2031
# Chilled processed food is viewed 25 a convenient, tmesaving opticn

= In 2011, retesl current valus sales of chilled pures sncrease by 15% bo reach LISE248 millan, 83

Amrrcar ook for comvenent cphns
® N prices incrasse by 1% in 2011
» Kraft Foods leads chilled processed feod with » 16% value share in 2040

» Ratail constant value ared vohamne ssies of chdled procesied food s progected bo mermase by T%
and 3% cenpectively over the forecast pecod, resching US§39.3 bllion by 2016

TRENDS
» Chilled processed fucd tymcally takes less bme to prepare than its frozen, doed, and
canned/ preserved counterpants, There & no need 1o defroet or open cans, and in many ceses the
preducts bre ready-to-sat out of the packaging. As Amencans siace & hugh value on thas tme - in
some chses more than they value their maney — chilled processed foad hiae been tuccestful in the US
despite hugher unt prices than ther ccunterpants. Sales of chilled processed food are expected to
increase by 2% in current valus terms 1o reach USEZ7.5 bilon in 2011, marking the fourth year of
consecutive growth. What akes this growth urigue o that it sccumred during the etenomic
recession, in which Amencans were supposed to be tryng 1o save monty. The swctess during the
recestion in the review peniod supgests that Americans are willing to spend more if it saves them in
ancther acea (in this case preparation tme].

& Many Amencans are Iogking for ways to improve their heaith and wellbeing, by looking for
praducts with high amaunts of vitaming and mingrals, whilst simultancously having lower calories. A3
sugh, Americans are sating more fish and seafocd, since these produes provide high smounts of
peatein with fewer calories than red meat preduces, Chilled processed fish/seafoed benefited from the
heaith trend, us sales are expected to increase by 7% in retail velume terms and 5% in retad curent
walise terms 1o resEh US$42% mion in 2011. Althaugh chiled processed fish/seafosd tyseally eosts
minre than it frazen CAURSEFRATY, It is DeOUIAF BREAUSE It FEQUINeS IS preparatan bme.

» Amencars are begining to explore cheled paza due to its “fresh” appeal and shorter preparation
time in comparison with frozen pizzs. In 2011 eales of chilled pizzs are expected to intresse by 15%
in catrent vihee terms and 13% in retad vohame terms to resch USS248 milion and 14,000 tenmes.

RELATED INFORMHATION

v STATISTICS

» INDUSTRY REPORTS

 COMPANY PROFILES
» ARTICLES
» MORE RELATED TTEMS
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