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The Frost & Sullivan Story

Our Global Footprint 40+ Offices- Scanning the Globe for Opportunities and Innovation

Emerging Research Visionary Innovation

Growth Partnership

1961-1990

Pioneered Emerging Market
& Technology Research

* Global Footprint Begins

* Country Economic Research
* Market & Technical Research
* Best Practice Career Training

« MindXChange Events

1990-Today

Ad

1990

Partnership Relationship
with Clients

* Growth Partnership Services
* GIL Global Events

* GIL University

* Growth Team Membership

* Growth Consulting
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Today-Future

Visionary Innovation

* Mega Trends Research

* CEO 360 Visionary Perspective

* GIL Think Tanks
* GIL Global Community

* Communities of Practice



Key Focus areas under Food & Beverage

The food & beverage practice approaches the industry from five major segments

Our Industry Practices ‘ Food & Beverage — Key Focus Areas

Chemicals, Materials & Foods

Nutraceuticals Animal Feed
Automotive & Transportation
Aerospace & Defense E

Environmental & Building
Technologies

Energy & Power Systems
Healthcare

Industrial Automation & Process
Control

Information & Communication
Technologies

Electronics and Security
Measurement and Instrumentation

Food
Ingredients

Omega Fatty
Acids

Direct fed
microbials /
Prebiotics
Protein

Ingredients
Soy based
ingredients
Whey Protein &
Casienates
Vitamin
Premixes

Botanicals
Other Functiona
Ingredients
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= Vitamin Premix

= Growth
Promoters

= Enzymes

= Amino Acids

= Probiotics

= Dietary Fibers

= Coccidiostats

= Preservatives

= Other Feed
additives

S U
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= Emulsifiers

= Colors

= Preservatives

= Flavors &
Fragrance

= Antimicrobials

= Enzymes

= Anticoagulants

= Sweeteners

= Starch

= Stabilizers

= Anti caking
agents

= Acid Regulators

= Moisture
retention agents

LIVAN

Agriculture

= Crop
production

= Crop
management

= Cash crops

= Food crops

= Plantation
management

= Sustainable
agricultural
practices

= Farm to Fork
efficiency
support

End Product
Research

= Processed
Foods & Snacks

= Fresh & Frozen
Foods

= Dietary
Supplements

= Functional Foods
& Beverages

= Animal Feed &
Nutrition

= Morning Goods /
RTE / RTF / RTC

= Cooking aids /
Prepared
Convenience &
staple foods/
Instant mix

= Oils & Fats




Fast-Forward to 2020: Future of Food
Macro to Micro Opportunities on Future Business, Cultures and Personal Lives
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09:16 09:16

X X
WUNDERLIST - WUNDERLIST

Reminder List Invitation

Pick up Milk from Kate Spencer has
the store at bpm Invited you'to
Groceries

Accept
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The Burden of Disease
Over 55 per cent of global disease mortality is due to non-communicable Lifestyle ailments

Non Communicable

diseases have witnhessed E
a46% growth in J UUU

mortality rates since 2000

Lifestyle Diseases have

Yooy 8w
y = B ~? emerged as the key

global cause of death

Heart Diseases cause

27% of global disease v v @
mortality

FROST ¢& SULLIVAN 5



Global Food & Beverage Ecosystem
The cumulative value of all revenue derived from the global food and beverage value chain
was over $25 trillion dollars in 2015

Sl  Urbanization | 7
i Processing
Agricultural Food g;gl;aglng ‘ Equipment Retail
Production $223 Fete:; (t3r|f|)cery
g m
(Includes  Agricultural " 00d Additives Food i
eedsand  Animal Feeds) Logistics and Supplements Processing ~ Food and Beverage ’
Traits $4.917 +$600 Logistics
, $946 $5,341 g

$50 $168

0 m
Convergence

ey © - © O
N @

Software Retail Food Service
fr Ag Software for Software for Software for ~ (Food Away From Home)
510 Processing Logistics Retail $4100
$15 $5 $25 )

Globalization and Changing Economy

Follow youry food from faorm to fork.

FROST ¢& SULLIVAN



Megatrends to microeffects- concepts to products in action

Where we began

Where we are going

Where we are
Convenience

Urbanisation : :
Bricks & Clicks

Indulgence and Visual Eating
’ Social Media & affluence

‘ Ethnic Food goes global

Free from
Natural Trend -
Back to basics : Ancient foods
Lifestyle nutrition Fitness for everybody

" Condition Nutrition
| Affordable nutrition

6,’40 - Transparent value chains

Sus’tiina’ggity & * LX) " Eating local, supporting local
oods

*)‘\QM U qu Responsible nutrition
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Gen-Y

Globalisation

Preventative healthcare

’ Ethlcal trade




What’s happening in APAC?
A region of contradictions - changing demographics, changing consumers

o,
40%

GDP comes

from APAC!
Source : IMF, 2015

>1Bn

Middle class*
individuals with
growing disposable
incomes!

Source : Frost & Sullivan

*Middle Class is defined as the section of society earning between 2500-4999
USD per month corrected to purchasing price parity per country
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APAC is driving the Trend towards Health & Wellness’s turn to Nutrition

Market Size at
m End of Forecast
Period

f Market -8 APAC Market
Stage @ Revenues

Food Wastage
42% of fruit &
vegetables
produced in
APAC
are wasted

Growth $63 B ﬁ $94 B ﬁ
) )

(2015

(2020

Healthcare costs

v >5% of GDP is spent

on healthcare in most
APAC economies
driving interest in

preventative nutrition

FROST ¢
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Food Security
66% or 522 million
of the worlds hungry

population lives in

4 Y4 )

[OVE APAC
‘ \
hatewaste
ﬁ Food fraud

>8Bn usD is lost
To food scams
every year in APAC
driving calls for
traceability

1 ¥ 4




Grouping the Asian consumer- What makes them tick?
While demographics tend to skew consumer nutraceutical choices each country tends to
have an overarching similar driver for these products

South Korea: B

Convenience
/ Ethnic Association)| =
China : Traceability Japan:
Food Safety Traceability

Aspirational living uﬁg\) Convenience
Ethnic Association Ageing population

Thailand :

Beauty

D Food safety
Convenience

Indian Subcontinent:
y Aspirational living
Ethnic Association

L Convenience
Aspirations

Singapore:
Beauty

=1 7/

Convenience
Ageing population

_ N 3 y T
e T [ SO
- —
Convenience L - -
Aspirational living
BeaUty Price sensitivity due to Australia:
logistics Traceability (local
—~ v sourcing)
- Convenience
Ageing population
. /
New Zealand:
Ethnic Association
Traceability (local
i sourcing)

Ageing population

K%

Convenience: Markets

Ethnic Associations:

Aspirational Living : A Ageing Focussed:

Traceability: Growing

key consumer trigger
helping assess
nutraceutical
messages:

India

China

ASEAN-5

Large traditional
medicine sectors
moving into the

commercial space
South Korea
India

China

INLC V)

FROST ¢&

where urbanisation is a

key influencer
South Korea
India
ASEAN-5
Australia
Japan

Markets where the rate
of ageing is accelerated
Japan

Australia

New Zealand

SULLIVAN

concerns over ethical
and safe value chains
Japan

Australia
New Zealand
South Korea
China




Key Nutrition Product Trends
The way we approach nutrition is becoming increasingly specific

Maternal Health

Geriatric Health

Kids Health

Ethnic Food

Naturally Functional

Indulgence

Growing
importance of
Beverages as an
essential
nutritional aid for
new mothers to
continue
breastfeeding
and maintain
general health

Focus on
beverages to
provide
supplementation
against chronic
iliness

Addressing
developmental
concerns in via

bone &joint health
and focussing on
the Asian
micronutrient
deficiency
challenge

Addressing
developmental
concerns and
focussing on the
Asian
micronutrient
deficiency
challenge

Beverages as a
form of healthy
indulgence in
combatting
obesity concerns
and addressing
the rise in
demand for
healthy snack
options

FROST ¢
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Trend 1 : Maternal Health
As fertility rates drop the focus on maternal health is becoming more and more important

/ 7 | Key Objectives :
- " - Maintain General Maternal Wellness

2 » Provide breastfeeding support
* Maintain energy levels and mental wellbeing from post-partum depression

5 X Who: The average breastfeeding

mother in the developed world is
now middle-upper middle class
and wiling to spend on
supplements

Likely to spend
on breastfeeding

supplementation $
than their 2 B n Why: Aggressive breastfeeding

Estimated mothers Global drives by the government is
savings to the breastfeeding driving interest in ways to provide
world economy 2 0 % accessory & better maternal nutrition

by supporting supplementation
' market .
breastfeeding S s How: Product formats vary from

suffer from post lactation cookies to supplement
$ 3 0 0 B n partum depression dairy drinks all with significant
a major contributor price margins

of which is lack of
adequate nutrition Where: Douglas nutrition has

launched Puria a first in its kind

mothers nutritional supplement
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Trend 2 : Emotional marketing and Ageing
The Japanese Story: Ageing is the single largest upcoming burden on the Japanese economy

By 2020 Over 30 per cent of the population will be retirees

placing significant fiscal burden on the country and shifting
the balance of power in East Asia unless healthy aging

1000

BOTH THE POPULATION - & e & » '
ANDTHE WORKFORCE = ¢ vl Ry
ARE FAST SHRINKING L I AN

Aged people Kewpie has Supplement
want flavours introduced its based on the
they can identify range of nursing Okinawa diet .
with such as care food to Okinawa has the
Miso Kit Kats address a highest rate of
growing elderly centenarians in
populations the world (457
health needs currently)
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Trend 3: Children's Nutrition

Children today are a key demographic making purchasing decisions

As global population demographics change immense stress is being placed on

health Food & Beverages to cater to the need of select demographics such as

children and their nutrition.

Challenge : Providing nutrition for children
burdened with extremely high educational and
social expectations

Breakfast

habits of
fiids in Singapore

A survey conducted with 363 parents across 5 primary schools

X X X
1 ins

When asked to list
3 typical foods children
ate for breakfast...

children skipped breakfast Sugared cereals :
White bread
at least once a week appeared appeared
4 6 /O R Wholegrain Whole meal
said there is not o : cereals, only bread, only
enough time 2 5
for child to eat X x
Ready-to-drink
A 1 ju ce appeared
[]] []) " ? more often than

as a child grows older, s/he is more
likely to skip breakfast

fresh fruits

61
RiSe & Shine
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T|p Superkid is 1002 Juice specially formulated for kids with ntrition that
p your children dev lpmdgowupprapen uch as DHA for brain development,
Cacium For healﬂ\y bones V'm\m A for r e d epes gm and Vitamin C for immuni ry
All juices have no preservatives, no flav, sugar added which help maintail
the natural heatthy benefits of Praits and 3 ete:

cor_ﬂ‘!iés Q

ome

o) ) s I
Ricp in Vigamins 100 1% v ‘ m@a@ é)\
ACB&B2 i: @ Mixad P 1007, Shegm orenge n..lf.,?.’;h 100 hepe s

*Available in 110ML
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But education and clear messaging to consumers is important

Stairway to iy
Brand Heaven & Hell il — ¢ Too many products and too many
= - ingredients with too many benefits
| | — — some without validation of claims,
i - some misleading, some lacking
I_I clear effect.

consustency
pOSItIVE
interactions
E D negatlve mteracuons |

« All  complicate messages to
consumers

* Products that build loyalty have
proven ingredients with clear
benefits and positioning

© David // Armano darmano.typepad.com

Source: Frost & Sullivan analysis.
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Conclusions- The Last Word
Competitive landscapes are changing rapidly and providing emerging opportunities

Som. your Identify achievable best practices

grandfather

el B - [dentify key areas where consumers are willing to invest in premium products
example : indulgence and mental health, women's health and children's
nutrition
* Product requirements vary from country to country. Beware of the single
message- for eg: there is more to ANZ than the “clean, green ” story focus on
what children want in these countries eg: health convenience snacks

Focus on what we do best

* People buy concepts not products so cultural sensitivity is imperative
* The trend towards indulgence and health is driving growth of premium dairy

outlets in Japan and Korea

» India has a growing market for children health drinks focussed on being
vegetarian but also with new packaging while China is investing in ageing
nutrition via focussed beverages.
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