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LATAMAT A GLANCE

TheLatin Americangrowth challengecontinues,in 2015 our economysloweddown due to oil prices,the
reductions of exportationsto China, high levels of corruption and devaluationrates in most countries
reducingconsumerconfidencethroughoutthe region

ECONOMIC PULSE OF CONSUMERS AROUND LA

The Nielsen Consumer Confidence Index measures perceptions of local job prospects, personal finances
immediate spending intentions. Consumer confidence levels above and below a baseline of 100 indicate
degrees of optimism and pessimism, respectively.
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CONSUMER SENTIMENTEANAM

e WHATARE THE TOP 3 CONCERNS IN THE NEXT SIX MONTHS?

TYPE OF CONCERN
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e ACTIONS TO SAVE ON HOUSEHOLD EXPENSES

TOP 3 ACTIONS HAVE THEY TAKEN TO SAVE MONEY
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—¢— Switch to cheaper grocery branedli=Spend less on new clotheste= Cut down on out-of-home entertainme

Latin Americans have registered the highest record of switching to cheaper
grocerybrands since 2014, pushed by Argentina (68%) and Colombia (54%)
which presented the highest percentage in the last two years.
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FAST MOVING CONSUMER GOODS MARKAMICS
(Weighted Global Growth Reporter)Latin America
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e WHERE ARE THE FMCG GROWTH OPPORTUNITIES?
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Brazilis facingone of the most severerecessionsn its history, economicactivity will
continue to weakenwhile the political environmentremainsturbulent. We expect
GDPto decreasearound 3.0% in 2016 and then rebound 0.9% in 2017. Inflation
slowdown and current account improvement will bring some relief, while fiscal
concernswill continue

NJ Tudefgbimentrate rose in Juneto its highestin nearly five years, eroding
consumerconfidenceabout job prospectsover the next 12 months ¢ 81% considered
LUIS ARJONA that job prospectgo be bleakc.

CLUSTER LEADER " _ . . . .
BRAZI& CHILE In addition, core inflation rate increased?.7%in Juneof 2016overthe samemonth in
the previousyearaccordingto BancoCentraldo Braziland consumergook measures
to maintaintheir basicneeds¢ 63%of Braziliansavedon out of home entertainment
and 60%tried to saveon gasandelectricity( .

Meanwhile,4 7% are seekingwaysto savemoneyin their groceryshoppingi K I why a
manufacturersmust re-think their price point strategy(consideringow price points ¢
value for money)and be thoughtful about channelchangegBrazilianconsumersare
doing more of their grocery shoppingin discountand Cash& Carryformats ¢ fast
growing channels) manufacturersmust offer alternative packagesexclusived 1 dzQ a
cheaperbrands

COUNTRY HIGHLIGHTS

ECONOMY WATCH NIELSEN CONSUMER CONFIDENCE INDEX
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N FMCG MARKEIYNAMICS
W VOLUME, VALUE AND PRICE EVOLUTION
. 9!'w 9b5LbD W bQOmMc +{® . 9!w 9b5LbD W bQmp
RY AMJ'15 RY AMJ'16 AMJ'16
0.6%
8.7% ’
6.9%
7.5%
5.1% 4.9%
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m 06 Variation in Volume Sales % Variation in Value Sales - - 9% Variation in Price

FMCG volume sales have reduced its contraata® in spite of price increases

VALUESALES STRUCTURE AND VARIATION IN VOLUME AND VALUE SALES

W bQmec ={d W bQmpo0
_2.3%-

TOTAL BRAZ{ICHANNEL PERFORMANCE
w

ow,

Q
£
m MODERN TRADE 3
47% >
=
[
OTHER CHANNELS > 3.1%

Accordingo2 dzNJ f I &G Df 20 I £ {{(de8I S&xiNaSsasBBlly ke to EnbiR 75
of them said that enjoy shopping for groceries.67% ofLatAn). Freshness (68%) and lowe
prices (646) arethe main reasons for them to shop at a particular retailer.

Copyright © 2016 The Nielsen Company



nielsen

AN UNCOMMON SENSE
OF THE CONSUMER™

&7\ TOTAL BRAZ{IBASKETBERFORMANCE
VARIATION IN VOLUME AND VALUE SAMES (R¥SME] b Qmp 0

VAR (%) IN WEIGHTED VAR (%) IN
VOLUME SALES VALUE SALES VAR (%) IN PRICE

PERISHABLES 2.3% [Jf I ;o
SWEET SNACKS 1.2% | 6.8%
SALTY SNACKS -1.2% 5.9% 7.2%
BEVERAGES-7.1% 1.5% 9.3%
ALCOHOLEREV.  -4.7% 1.8% 6.8%
PERSONATARE -1.8% 8.3%
HOUSEHOLD CARE -3.0% - 6.0% 9.4%

Facing the current economic situation, 29% of Brazilians saved money via c

down on or buy cheaper brands of alcohol

TOTAL BRAZIPRICE BY TIER VABROWTH % ACRCSBMCG
VALUE VARIATIONOCAL CURRENCW{RYb &3\, b Qmp 0

TOTAL FMCG 5.1%
. 7.7%
N

® Medium Price

Premium Price 7.6%

47% of Braziliangye switching to cheaper grocery brands in order to sexaney, however
healthy segment (which is expensive) remains with superior growth (+8.2% in value sal
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In contrast to the rest of Latin America,the Chileaneconomy has maintained a
sustainedgrowth in the lastfew years,however, in 2015Chilehasfacedan economic
decelerationbecauseof the dropin copperprices

In addition, multiple scandalsof political corruption and a slight increasein the
unemploymentrates (6.9% in June),generateda moderate GDPforecastfor 2016
(1.6%), and recently economistshavereducedthe economicperspectivesor 2017 ¢

i 2020(Around3.5%).

BRUCE MARTIN , , : .
MARKET Chileansare confidentabout future economyprospectsfor their country ¢ 74% think
LEADER that they are in an economicrecessionat this moment and 46% think that their
CHILE countrywill be out of the recessiorin the next 12 monthsc.

However,consumersare worried about their personalfinancesc 46% considerthat
their personalfinanceswill not be positivein the next 12 months,70%declaredthat is
not a good momentto buy thingsthat they want or need and 53% have decidedto
switchto cheapergrocerybrandsc.

In addition, consumerdebt hasincreasedby 5% last year ¢ 12% declaredthat debt is
their biggestworry, comparedto 7% in Latin Americag and they are not confident
abouttheir job prospectsoverthe next 12 monthsg 78%think that are bleakg .

COUNTRY HIGHLIGHTS

ECONOMY WATCH NIELSEN CONSUMER CONFIDENCE INDEX

Q1'15 Q2'15 Q3'15 Q4'15 Q116 Q2'16
Forecast 87

2012 2013 2014 2015 2016

85 84 -
5 83
46 44 81 80
3 3.6 79 79 79 79 g

HLATAM Chile

m Inflation, consumer prices (annual %)
GDP growth (annual %)
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"7\ FMCG MARKHIYNAMICS
\::: 3 \/OLUME, VALUE AND PRICE EVOLUTION
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2.79 2 50 2.89 . 7%

- % Variation in Price

. % Variation in Volume Sales % Variation in Value Sales -

FMCG volume has improved with the favourable exchange rate stabilising p

*’7\ TOTAICHILE CHANNEL PERFORMANCE
\:::f VALUE SALBSRUCTUREID VARIATION IN VOLUME AND VALUE SALES

(RYW| b Q3] bQmp

o
5.5%

(]
=
©
OTHER CHANNELS 11.4%

Volume

m MODERN TRADE

According to our last Global Surv8$% (vs. 32%atAm) of Chilearconsider as a main reaso
for the shopping trip the stock up on food or household essentials
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&7\ TOTAICHILE BASKETBERFORMANCE
VARIATION IN VOLUME AND VALUE SAMES (R¥SME] b Qmp 0

VAR (%) IN WEIGHTED VAR (%) IN
VOLUME SALES VALUE SALES VAR (%) IN PRICE
TOTAL FMCG - 2.7% 8.0% 5.4%
PERISHABLES B 2o 5.9% B
DAIRY | 0.4% - 3.6% - 3.2%
SNACKS & SWEETS 5 0% 12.1% 6.8%
BEVERAGES 2.2% 7.3% 5.7%
ALCOHOLEEV. 5.4% 11.8% 6.2%
PERSONATARE 1.5% 8.1% 6.7%
6.0% 9.4%

HOUSEHOLD CARE-2.9%-

Foodpreparation categories angremiumofferingsin
homecare have drivegrowth

TOTAICHILE PRICE BY TIER VABROWTH % ACRCE8CG
VALUE VARIATIONOCAL CURRENCW{RYb &3\, b Qmp 0

TOTAL FMCG

m Medium Price

Premium Price 11.7%

According to our last Global Survdg%of Chileanare willing to pay a premium price, if the
product provides superior function or performance a#@s if contains organic or natural
ingredients
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Despiteexternal factors such as oil price decrease,USDexchangerate increaseand
internal political corruption scandalshave influenced in the modest expansionof
Mexico'seconomyduring the secondquarter of 2016 (2.4%). Mexicansfeel that their
countryis in a recession82%) and55%declaredthat the country mostlikely ¢ 2 yb@ i
out of the recessiorwithin the next 12 months

Controlledlevelsof inflation rate (2.5%- July), employmentgenerationand significant
rise of remittances(8.58% 1st. Quarter)¢ influencedby exchangerate increaseg have

ARMANDO favoredthe internal consumptionduring the first semester,as a result and according
URIEGAS to the NationalAssociatiorof Supermarket$ANTAD)retail salesgrew 8.6%in June
GENERAL .

DIRECTOR Howeverandaccordingo ArmandoUriegasa t 2 a ikdicatdgsStart changingand we
MEXICO haverecentlybegunto seesomedeceleratiorsignals particularlyin household beauty

and personalcare productswhich are the first categoriesto be affectedby an adverse
economic climate Also increasing exchangerates have forced manufacturersto
increaseheir prices this situationcanleadto a consumptiorcontractiorg.

Manufacturersmust be strategicin their implementationof price pointsto help small
budgetsand valuefor money proposals,for those who canpay more for biggersizes
andbe thoughtfulaboutinnovation ¢ think that this will be keyfor companieso make
smartdecisionsgn orderto closea successfuk016and setthe basisto guaranteetheir
successextyeatr, it islikelythe countrywill registerfurther decreasen the economyof
2017 whichundoubtedlywill impactO 2 y & dzY Adinandolyriegas

COUNTRY HIGHLIGHTS

ECONOMY WATCH NIELSEN CONSUMER CONFIDENCE INDEX
QU1s Q215 Q315 Q418 QU6 Q216

Forecast
2012 2013 2014 2015 2016

79
I I I2321 I I I

HLATAM Mexico

g5 86 86 86
83

m Inflation, consumer prices (annual %)
GDP growth (annual %)
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"7\ FMCG MARKEIYNAMICS
\:::8 \VOLUME, VALUE AND PRICE EVOLUTION
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FMCG volume has improved with the favourable exchange rate stabilising p

VALUE SALBSRUCTUREID VARIATION IN VOLUME AND VALUE SALES
(RYW! b USM!! b mp

‘ TOTAIMEXICQ CHANNEL PERFORMANCE

2 2.9%
m MODERN TRADE3
> 4.0%
]
<
OTHER CHANNELES 7 1%

According to our last Global Survey, 35% 348sLatAm) of Mexicanconsider as a main reaso

for the shopping trigo buy a few essential items
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