Towards a consumer led retail offer...

the ‘10 in 10° opportunity
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A great opportunity, particularly in Asia-Pacific
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Nestlé: understanding consumers for 153 years
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standing consumer & shopper needs

The Gifting Demand Moments

Conneéi

Little gestures of Gifts for sharing and enhancing Gifts to relive every experience to

cckmMedgerrlf:ﬁ than mean a fime fogether with friends, lfcxmﬁy ‘ Gifts that make a real impression Vourelf and ofhors

Delight & Excite Cherishing Friendships Couples Connect The Perfect Gift Perfect Souvenir

| want to bond and share
more special occasions
with my pariner

7%

A token of friendship to
show my friend how
much | freasure them

| want to surprise and
delight my children with
a memorable gift!

I want to make the right
impression with a
disceming gift

| want to gift a nice
souvenir which reflects
the local identity of my
destination

10%

6% 8%

Dutiful Gestures Memorable Celebrations

Iwant to do the right 'C‘Zcémr;"e"'hla;i S”:do R ‘
iing kil The Snacking Demand Moments

9% friends/family 1(

PREMIUM

Touching Treat

| want to make my
children feel loved,

Loving Reminder
treated and cared for.

Social Bonding

Moodshift ce Bonding
| want to share and

connect with A snack fo revitalize the body Chocolate as a gift for the mind Asweet snack fo treat your Chocolate to make every
8 . senses moment more special
friends/family 1

| want to make my
pariner feel loved and

7% cherish 10%

Energizing Recharge Uplifting Break Indulgent Treat Quality Family Time

I want to energize I want to improve my I want to reward myself I want to enhance a
Q25 Thinkjngzab&m the [brand & SKU] that was purchased as a gift, please look at the below list of reason] myself and have the mood, lift my spinfs by dehghhng my senses quqm’y moment with
ion. Q26. Of the gifti i he , which d think is best suited t he f..2 5 -
xch:fs‘}lc;:JYchcses N:TS%?MQ occasions chosen, which do you think is best suited to your purchase of boost | need to get and get ﬂ?rough he and relaxing. my family/partner.
through the day / the day/the trip.
trip.

13% 13% 16%

17%

Hunger Buster Boredom Relief Sweet Finish Social Enjoyment

More intentional =———

I want to stop myself I want to distract | want to make my I want to enjoy with

Research conducted globally in:

from feeling f_]ungry_ myself and make the meal more special and other Qeople and share
19 ma rketS and keep going until time pass by in a end it with a treaty and a special moment or
the next meal. more interesting way. tasty sweet. make the trip more
4, OOO special.
3 consumers 10% 8% 13% 1%

= More Nourishment More Pleasure =9

Q16 How well does each of the following statements describe the last occasion on which you ate the [brand & SKU] chocolate you bought in Duty Free2 — All snack purchases N= 1874
Energizing Recharge N=241; Hunger Buster N=180; Upliffing Break N=250; Boredom Relief N=142; Indulgent Treat N=305; Sweet Finish N=237; Quality Family Time N=316; Social Enjoyment N=203
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Understanding the travel retail shopper

mndset~

expert in fravel market research

NESTLE INTER NATlONAlT AVE
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SNACKING & GIFTING o

Emerging Middle Class 1 B '
Chocolate & Confectio - | !
o 0 . : ;.l\p!}in h!\ldgrkegg \, | ¥ ;

DF Shopping Behaviour.

By mind-set for Nestie |

Millennials
Chocolate & Confectionery
: N L7
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- " - "
Understanding Meeting

needs needs

UNIQUE LOCAL

Exclusive products Now and nowhere else
and experiences




Sharing SOUL! 4 ;

UNIQUE LOCAL

Exclusive products Now and nowhere else
and experiences







KitKat: Breaking with SOUL o

Unique Local

0ccasion

» deh

@ #liveyour bre

+30%
to 40%
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Driving footfall, sales & brand building




Global & local..... in Singapore
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SOUL works for any brand.... ~

Occasion

GUTELT N | |
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CAPTURE
THE MOME

JOHNNIE WALKER
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Ensuring the category Is set in context
" PORTLAND.
, 45 =

Moments of deC|S|ons of Duty Free purchases

A i [
v ;
\.’. Importance of making
x in-store experience unique
Al home before [ |
leaving Tor the alrport
. o 0n the way to the alrport At thealrport In the Duty Free shop

Importance of offering a properly
planned shopping experience digitally

L0 @ ATter browsing
5 After getting advice
rom saies staft
At destinatlon before After buying
leaving for the alrport rﬂ another category
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LOCAL

Now and nowhere else:

-

Sharing S10 bn
In 10 years
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S10 bn in 10 years

Confectionery & Fine Food
(Retail value Sbn)

10

= ACl projected
PAX growth

2014
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The “10 in 10’ opportunity ,_.f

S10 bn in 10 years

Category growth drivers +
ALL YEAR-ROUND -
GIFTING
TRAVEL . |
sowvenie (0 . ~ 0CCA - UNIQUE LOCAL

== =
_/ SHARE & Form  produ Now and nowhere else
. )Y CONNECT ' - experienc
GIVE ME } D’ - '

A BOOST \

CELEBRATE
(/' BRY 1 seasons

" N

>
EXPERIENCE CONDITION UPLIFTING
& INDULGENCE BREAKS

PERFECT

HEALTHY SNACKS o>y HAPPY PARENTS
& BETTER TREATS @ @ HAPPY KIDS
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