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strategy for
growth

THE ONLY CONSTANT IS CHANGE

WPP



DIFFICULT

TO ISOLATE CONSISTENT

GLOBAL PATTERNS
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IT FEELS LIKE there
is a lot of tension in the

country, and this will be
heightened soon under
the intense scrutiny
of the Presidential
election cycle.

Amy, U.S

compan STREETSCRAPERS

MIXED FEELINGS
ARISE these days
in Argentina, with
a peculiar and
turbulent year
going on.

Julia, Argentina

THERE IS MORE
perceived volatility
and less certainty
than there was 12
months ago.

Charlie, China
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Insights that will drive
Retail Growth across the world

Population Private label
Households Promotions

Shopping missions FMCG growth
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Population Growth Slowing

0.6%

2040

1%

2015
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Population Growth

% increase 2015 - 2050

EUROPE |

-4%

AFRICA

+115%
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Polorisation of Older and Younger countries

46.2 459 44.7

40.8 40.4 399

37.5 35.7
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Changing household structures mean
new routines and consumer needs

3.2 3.9 3.4 2.5 4.8

GLOBAL AMERICAS ASIA PACIFIC EUROPE MIDDLE EAST

2007
B 2014
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Trading down has been a coping mechanism
during the recession - signs of stabilisation

OWN BRANDS - VALUE % SHARE
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CONSUMERS

SUBJECTING BRANDS TO

MORE SCRUTINY



“I'am increasingly sceptical of the claims made
by brands on packaging and in advertisements”
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“I always look out for sales and special offers”
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“Price 1Is more important to me than brand names”
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Special Promotions o

Promotions Value %

10% 15%

X

Latin America China Spain ltaly - UK
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For the first time Global FMCG growth
slower than Global GDP growth

+5.9%
+3.3% +3.0% +3.1% +3.1%
0, . (o] . (o] . (o]
+3.8% +2.9%
+2.6% *2.7%
+2.3%
+2.0%
+1.6%
GLOBAL ECONOMY +1.3% +1.2%
@D GLOBAL FMCG
I [
2012 2013 2014 2015 2016 2017
]<ANTAR LUI.jRLDPHNEL Source:; Dun & Bradstreet's Global Economic Outlook - 2013 to 2018 WPP

Kantar Worldpanel, 2015. Projected forecast based on trended Value Sales
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70% 50%

VS.

of local FMCG players of the global
sales are growing brands in China
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Local brands account for

70% & 82%

of FMCG value... of its growth

KANTAR WC'RLDPARNEL WPP



HELP CONSUMERS MANAGE
THREE CORE AREAS OF THEIR LIVES

BUDGET
HEALTH
TIME
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New models
for country

opportunity
segmentation
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Country segmentation for consumer
retail growth and country strategy

Can’t rely on historical frameworks
to cluster countries...

Developed

VS.
Developing
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Framework 1

SPENDING
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PRESSURES

the
futureq
company

WPP



FINANCIAL PRESSURE SCALE
Low pressure, more ability to spend e
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FINANCIAL PRESSURE SCALE
Low pressure, more ability to spend e

China

WILLING & ABLE
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ABLE NOT WILLING

Economic gains not translating
into consumer purchases
Understand consume re-prioritisation
Waiting for consumer to re-engage on their
owhn will miss opportunity
Consumers playing watch & wait. Need to spark action

WILLING & ABLE 48

Priority growth markets.
Test markets
Fast agility
Premiumisation opportunity
Treat as home market

Strong value proposition
Innovative financial incentives and payment terms

Resource realignment

Y

% NOT WILLING OR ABLE

th
future
compan

LatAm success requires moving
beyond Pan-Regional strategies

Consumers wanting more for less

WILLING NOT ABLE &
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Five phases for in-country market evolution

\V4

S5
Post-Modern
Fight for share of wallet
primary driver

KANTAR RETAIL WPP



New model for in-country market evolution

POST-MODERN

Formal <60% of market

Top 5 Retailers <30% Top 5 Retailers <40% Top 5 Retailers <50% Top 5 Retailers <60% Top 5 Retailers <70%
of formal market of formal market of formal market of formal market of formal market
@ O SQ
Pioneers Adjacent Nation, Adjacent Nation, Pure Secondary Multi-Format Dominant
Category Specialists, 0l AT :'ec::r;e;::; arl‘=c<larmats Il\zd(:l:rtri‘;?r’mats High-capability Drug,
Hypermarkets, Cash Discounters & C-Stores y Supermarkets & Category
& Carry, and Local = new growth formats; Traditional Trade Drug, Supermarket, Specialists. Regrowth of
Food Chains Hypers and C&C now impacted Category Specialists Specialty Chains, Mom'n’
largest growth formats Pops with Demographic
Focus
AN AN N AN AN
7 7 /7 /7 7
| Rapid ' Gradual ' Rapid ' Gradual ' Regional Variations '

]<A I\I TA R { | J Source: Kantar Retail Analysis WPP



Market evolution model

Pace of Modernization

(2007)
Exploration Concentration Penetration Maturation Post-Modern
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Market evolution model

Pace of Modernization

(2022E)
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FINDING MARKETS AT

SIMILAR STAGES
OF EVOLUTION

ALIGNING STRATEGIES, FORGES
SUCCESS FOR GLOBAL RETAILERS
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Rise of e-commerce

$40 +26% 3.9%

2015 value growth % Value share

|| ||
BI I I Ion of e-commerce

In FMCG Market

FMCG Value generated by
E-commerce channel

]<ANTAR LLII:'RLDPHNEL Source: Kantar Worldpanel, Europanel WPP



IF YOU DON'T HAVE A DIGITAL
RETAIL STRATEGY PER MARKET

YOU DON’T HAVE
A STRATEGY...
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The World’s largest e-commerce market

China accounts for

35%

of all global
e-Commerce

WPP
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BRANDZ
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Most Valuable
Chinese Brands
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Tencent becomes the Most Valuable %R)LI\:NDZ‘”

Chinese Brand with Alibaba second Most Valuable

Chinese Brands
5 EMEPERE10038

1 2015 REEEEF

+95%

+55%
NEW ENTRY N
P

N N\ by ICBC %%
Tencenl ﬁ;ﬂ Alibaba.com = ina Mobile Bal@EE

Methodology and Valuation by WPP
& MillwardBrown



BRANDZ
Tencent surpassed TOP

Facebook in Brand Value Most Valuable

Chinese Brands
5 EMEPERE10038
2015 RAEEEE

Hiineeisiegy eme) VelliEtitom ey Brand values from the BrandZ™ Top 100 Most Valuable Global Brands 2014 \X] PP
& MillwardBrown



Alibaba surpasses Amazon in Brand Value DR DL

Most Valuable
Chinese Brands
RENETER1003
2015 AEF=HRE
$66,375
$62,292 Million
Million $59,684
Million
\/‘7
Alibaba.com
$5,983
Million

Alibaba value from the BrandZ™ Top 100 Most Valuable Chinese Brands 2015.

o o Al lue from the BrandZ™ Top 100 Most Valuable global Brands 2015 (x PP
& MillwardBrown mazon value from the Bran op ost Valuable global Brands .
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Video of Singles Day
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India internet population to reach
Half a billion by 2018

Changes in affordability and reach variables disproportionately affect rural growth

600 ~580

B Rural
M Urban
—. Conservative Scenarios

400

200

2009 2013 2014, 2015 2016 2017 2018

Source: BCG analysis WPP



India will be worlds 2" largest
internet population internet growth

2nd 100
MILLION
IN
3 YEARS

20 YEARS
TO REACH
100 MILLION
USERS

3rd 100
MILLION
IN
LESS THAN
A YEAR
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Mobile-first strategy for fast-growing markets

100%
80%
60%
40%

[ ! switch between
multiple devices
throughout the day
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Special resources for this presentation
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And a lot more...
www.davidroth.com/nrf2016
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Thank you
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IZI david.roth@wpp.com

|BLOG www.davidroth.com

g @davidrothlondon

WPP



