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Geographic reach

M Industries: 95% of global consumer spending

B Countries, Consumers: 205 countries
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C&C-Countries & Consumers

Countries consumers

QEconomy Finance and trade QPopulation and homes

AGovernment labor and dlncome and expenditure
education QConsumer trends and
QlIndustry ,infrastructure and lifestyles

Environment

QTechnology ,communication
and media

11


http://www.euromonitor.com/
http://www.euromonitor.com/

C&C-Economy Finance and Trade (1977-2014)
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C&C-Economy Finance and Trade-- %4E (2000-current)
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C&C-Economy Finance and Trade-- 4 (G7+10 emerging economies
+China)
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H & ®m RELATED INFORMATION —
*COMMENT Statistics

} Filters Monthly economic review of the Chinese economy: March 2010 update view Related Statistics

Menthly economic review of the

Chinese scenemy: March 2010 11 Mar 2 Comment

update )
Mapping glebal cld-age

dependency: populations are
getting older

Mapping glebal disposable
income growth: 2010 will be
a year of low income growth

Foreign direct investment rose for the sixth consecutive month in January 2010 on an annual basis,
reflecting strong investor confidence in the Chinese economy. During the same month, howewver, the
Feople's Bank of China - the central bank - started to tighten monetary policy in a mowve to curb
excessive credit which could owerheat the economy.

Summa A .
Y Chinese SMEs to receive
In January 2010, Ch/ rlier, which led to the third greater government support
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domestic demang .§I‘lej H:ll D‘rﬁ {Ha he month, foreign direct Regicnal Focus: China's
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Q&A: 2010 global economic
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Future Demographic - China
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C& C - Government ,labor and education (1977-2014)
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C&C government labor education-%4£ report(Business Environment)
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Business Environment: Mexico

Free access to the whole North American market and several years of economic stability prior to
crisis were the biggest assets Mexico has to offer to the investor community. Howewer, important
challenges are present in the form of a lack of competition in several key sectors, a rigid labour
market and an intricate tax system. As the country strives to find its way through the global financial
crisis, the best moment to put forward historically delayed reforms in these areas may have arrived.

Ease of Doing Business 2010: Regional overview
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C&C—Industry ,Infrastructure ,and Environment
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C&C-Technology, communitcations and media

In India, e-commerce is booing ,but 85% of online shoppers are male.

In Mexico ,consumers tend to purchase expensive handset while
using the actural mobile communication service as little as possible.

- T¢ In South korea ,92.9% of the poorest10%(decile 1)houshoulds had a
brandband internet connection in 2009, compared with only 18.9% of
the decile 1 households in UK.
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C&C-technology ,communications ,and media =% (#R%E)
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The online retailing sector has remained buoyant even in the toughest of times, underscoring the fact
that consumers arcund the world are turning to online retail and re=zale. What malkes=s internet
shopping more appealing than hitting the mall=? What are s=ome of the emerging trend=s that will be
the hits of tomorrow?
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INTRODUCTION
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This piece is part of our 'Future watch' series: comment pieces with ewven more of a slant on what will
be. While all cur trends=s pieces are about where we (consumers) are going, some topics really lend
themselves to thiz future watch treatment. Thinking about how consumers respond to online retail
and resale in the near and more distant future is one of thesea.
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C&C—Population and homes (1997-2020)
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C& C —-Income and expenditure (1997-2015)
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C&C—Consumer trends and lifestyle (%)
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Generation Y (currently aged 18-26) are typically the children of affluent baby boomers, the
large cohort born immediately following World War II. Now entering their student years or
embarking on a professional career, this generation encompasses a diverse range of young
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The Pursuit of Pink Money: Gay and Lesbian Spending Patterns

EXECUTIVE SUMMARY

Demand Factors

While gay liberation in North America and Western Eurcpe has put gay lifestyles on the agenda
zince the 1960s, gay marketing is a relatively recent phenomenan. It has been practizsed in the
US since the mid-1890s, but is @ much newer concept in Europe and Australia.

In marketing terms, the purchasing power of gay and lesbian consumers is known as the "pink
dollar” {er "pink pound”, etc), and can be referred to more universally as "pink money”.

Few products are targeted directly at the gay and lesbian market, but, due to the higher spending
power of this consumer group, many companies are realising the importance of reaching the
market via dedicated advertisements and sponsorships.

Marketers are increasingly tapping into pink money by offering holidays, insurance, media,
catering and rentals with a gay angle. Many use the services of agencies that specialise in
marketing to gay and lesbian consumers.

There are a great many laws relating to homosexuality, which vary from country to country.
These range from anti-sodomy laws in the most extreme countries, to laws enabling gay
marriage and adoption, and hate crime laws banning viclence against LGET (lesbian, gay,
bisexual, transgender) people.

The extent of gay rights within a given country plays an important role in the development of gay
marketing. Where homosexual activity is banned, as it is in most Islamic countries, there is
obvicusly no immediate hope of approaching this market.

Howewer, progress is being made slowly and steadily in some countries, one of the latest major
breakthroughs being the decriminalisation of homosexuality in India from July 2008.

In the most progressive markets, gay rights issues in recent years have centred on the legal
recognition of zame-sex marital unions and marriage. Actual same-zex marriage has =o far been
legalized in the Metherlands, Belgium, Canada, Norway, Spain and South Africa.

In the US, the Defense of Marriage Act bars federal recogniticn of gay marriage, but many
individual states have now recognised gay unions or marriages. By November 2009, 12 states
had recognised gay unions and five had legalised gay marriage.
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INDUSTRY TREND MONITORING

* International industry sources
* Relationships with industry players
* Cross-border trend movements

COMPANY ANALYSIS

* Global and regional sizes and shares

" Multinational company profiles and
brand ownership

* Draws on wealth of country

resaarch

DATA STANDARDISATION

= Consolidation and reconciliation

= Comparative analysis across
countries

= Checking and validation

MARKET ANALYSIS

Data finalisation
and report writing

Consumer Appliances

TRADE SURVEYS

= Suppliers, manufacturers, distributors,
retailers, industry bodies

= Exchange of interpretations

* Consensus building

* Qualitative as well as guantitative issues

DESK RESEARCH

| |
- Mational statistical offices, trade data
= Trade associations, trade press

= Annual accounts and reports, broker reports
* Business and financial press

STORE CHECKS

= All relevant distribution channels
* Product availability

* Company and brand presence

= Pricing, packaging, promotions

INTERNAL AUDIT

« Search and review existing
Euromonitor International research

* Context and contacts for new annual
update project

™

NATIONAL MARKET ANALYSIS
IN 80 COUNTRIES WORLDWIDE
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NATIONAL SOURCES
[ National statistical offices ' ' [l Official organisations

(IMF, World bank, UN)
[ Trade associations

p |

INTERNATIONAL SOURCES

[l Central banks
[ Government minsitries

H QUALITY CONTROL

Data definitions and methodology
checked for each country
v

STANDARDISATION

Data are standardised to ensure
cross-country comparability

Gaps in time-series estimated
Data for missing countries modelling

v

Forecasts generated where
relevant

CROSS-COUNTRY CHECKING

[l Countries are cross-checked to ensure quality
[ Checking against other relevant data sets is also undertaken

¥ 4

Unique dataset that is the result of months of detailed research, data
manipulation and advanced statistical modelling @.‘
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*CONVERT DATA Key: B Related Reperts B Related Comment i Chart for this Row
(g Share type ree (& 2001~ | 2002~ [ & 2003~ [ 2004~ [ 2005~ (& 2006~ [ 2007~ | 2008~ [ B 2009~ |
[+ Unit type World
2 Freestanding Refrigeration Appliances
S T e N G Haier Group 3.7 4.2 3.8 4.4 4.8 5.7 7.7 8.3
» Change Time Series | mEEES Whirlpool Corp 5.9 9.7 9.0 9.1 3.9 10.5 10.3 9.8 9.5
k Change Categories | mEETS Electrolux AB 8.7 9.6 8.9 9.0 8.5 8.3 8.1 8.2 8.1
F Change Geographies [} il LG Group 3.1 3.4 3.5 4.0 4.5 5.3 5.7 5.9 6.1
[ b Samsung Corp 3.1 3.1 3.0 3.2 3.4 3.7 3.8 4.0 4.3 |
. Bosch & Siemens
r e Hausgerate GmbH 4.1 4.2 4.2 4.2 4.0 4.2 4.0 4.0 3.6
Hisense Kelon
| T Electrical Appliance - - - - - 2.4 2.8 2.8 3.1
Co Ltd
M @e [Seneral Hlecric Co 4.6 4.8 4.7 4.4 4.2 3.8 3.5 3.3 3.0
. Henan Xinfei Electric
(| e Appliance Co Ltd 1.0 1.2 1.4 1.5 1.3 2.0 2.2 2.6 3.0 A
GD Midea Holding Co 41
[ - - - - -
[ il td 0.6 1.2 1.8 2.3 2.5
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P Filters Xinfei offers potentially unigque entry to high growth market

Kinfei offers potentially unique entry

to high growth market 23 MNow 2009

5.4

Rumours are circulating that Hong Leong Asia is interested in selling its 902 stake in Xinfei, the Chinese appliance player. Eurcomonitor s.a
International considers its impact on the competitive landscape based on its latest 2005 research. -
Potential suitors constrained by mature demand at home 4.7
Xinfei operates virtually exclusively in the refrigeration category within consumer appliances. Any acquisition would buy directly into 3.4
the fastest growth category globally within major appliances. This compares to the dewveloped regions of Western Europe and North 3.
America which saw actual sell-out unit volume declines in 200%, a result of widespread recession, unfavourable real estate and sliding -
consumer spending. 2.0
Leading international players such as Whirlpool Corp and Electrolux AB, both of whom hawe relied on sales in developed regions, 2.2

inevitably encountered shrinking demand. In 200% Whirlpool generated 579 of unit volume sales in Morth America and Western Europe
combined, with Electrolux ewven more reliant at 59%.

Any deal has the potential to significantly affect global rankings and give the buyer access to an appliance success story - China.

Regional Refrigeration Growth in Unit Volumes - 2002-2014
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»Chl TCONVERT DATA Historic = "000

Key: B Relarted Reports B Related Comment s Chart for this Row

»Cht [} Unit multiplier

(s Groth reeae 2004~ 2005~ 2000~ | 2007~ | 200~ | 2009~ |

China
~+~CHANGE SELECTIONS - sl Population with Income of - 0.0 0.1 0.2 0.5 0.7
S Chonme T Sesios US$100,001+: 15-19 Year Olds
» Change Categories r ale 5$100,001-:—: 25'::2‘:‘4 eor - 3.6 7.4 14.3 30.3 43.2
¥ Change Geographies - Tt
oo P‘;F;'—'l'gg':jo"'n pith Incorme of - 7.3| 12.1| =22.2| a2.5| sa.3
oo EDSE;ULISE,DD TS s wear Olds -| 177 25.2| 36.00 56.9/ 657
o EE@”JS'E',DD”OTTT'%E.C;S"E?.? olde - es.0| 83.2| 111.4| 148.8 1s60.9
- . E%%i'gg‘?onnffﬁigfiffegi Olde -| 219.7| 276.3| 324.9| 300.5| 217.1
o E%%i'ggifonnffﬁigfi;“fegi olde -| 196.5| 205.4| 235.3| =11.0| 356.5
o EOSE;L'l'SEi::‘D”D{“ff"SISFS‘:‘;”ngi olde .| ez2.2| 111.8| 137.9| 174.4| 179.2
0w Cegation wih Inceme of | 22 200 sez ser ses ,
0w Cegation wih fnceme of | s es s iee 1es :
- e Fopulation with Income of _ 14.5 18.0 225 29.5 3.1

US£100,001+: 65+ Year Olds
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Key: B Related Reports B Relatzd Comment e Chart for this Row

@ [ 200a~ [ 2005~ [ 2006~ [ 2007~ [ 2003~ [ 2009~

Average Age of Women at First Marriage

H o mzerbaijan - years 23.3 23.4 23.3 23.3 23.8 24.0

o China - years 23.3 23.3 23.0 23.5 23.6 23.7

H i Hong kang, China - years 28.3 28.5 28.7 28.8 28.9 28.9

H i 19.0 18.9 18.9 18.9 18.9 18.9

=t T — 19.6 19.6 19.7 19.7 15.8 19.8

H i Japan - years 27.6 28.0 28.2 28.3 28.3 28.4

W& Kazakhstan - years 24.0 24.1 24.2 24.3 24.4 24.4

o Malaysia - years 27.4 - - - - -

=it Pakistan - years 22.4 22.5 22.7 22.8 22.9 23.0

H o Philippines - years 23.6 23.6 23.6 23.5 23.5 23.5

" i Singapore - years 26.7 26.9 27.0 27.2 27.3 27.4

H o South Korea - years 27.3 27.5 27.7 27.9 28.0 28.2

H oL Taiwan - years 26.8 26.8 26.9 26.9 26.9 27.0

H i Thailand - years 24.3 24.3 24.3 24.8 24.8 24.8

H oL Turkmenistan - years 23.4 23.3 23.3 23.3 23.4 23.4

=t Uzbekistan - years 221 22.2 22.4 22.6 22.7 22.8 .

H i Wietnam - years 21.4 21.4 21.5 21.6 21.6 21.7 4)
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C&C-GDP In Australia, Brizil , Canada

Hae ==
Market Sizes ® Historic ® Value at Current Prices ﬁg@] . G Dpﬁ%ﬁﬁ
Key: B Related Reports B Related Comment s Chart for this Row °

@ I N N KIR (BAKIR)

Australia

[EET Total GDP - A§ mn §94,921.0) 966,153.0|/1,042,160.0/1,133,620.0/1,242,240.0/1,262,811.8
GDP Measured at Purchasing Power 1 T I G DP -
[EFN ; . . . X . X . X
H Parity - mn international & 654,660.6| 696,075.6| 742,279.2 798,323.9) 837,653.4) 859,055.6 . Ota .
Brazil E [
wE Total GDP - R§ mn 1,841,498.0|2,147,238.0 2,365,797.0 2,661,344.0 3,004,8581.0 3,153,510.7 uron Ionltor
GDF Measured at Purchasing Power 2
[ERT . A N a . . . R . m
[ Parity - mn international § 1,494,609.7 1,584,6¥7.5/1,701,218.2|1,894,195.0|2,063,791.9|2,087,035.6 Internatlonal fro
Canada .
[ERT Total GDP - C5 mn 1,2%0,180.0 1,368,730.0/1,439,290.0/1,551,430.0|1,602,470.0|1,524,052.6 Internatlonal Monetary
B GDP Measured at Purchasing Power 1,065,384.0(1,127,454.7 1,194,431.5 1,265,691.5 1,302,821.1 1,288,294.7
Parity - mn international $ Fund (I M F)
Category definitions | Calculation variables 1

International Financial
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Int

H & & Pl
N2 Market Sizes » Historic ® Value at Current Prices
D I':Ij I:l }3 %Dj IEAG DP E@ 79.3% Key: W Related Reports B Related Comment i Chart for this Row
@ [ 2004~ [ 2005v | 2006~ [ 2007~ | 2008~ [ 2009~ |
Netherlands
D Hj I:I %U ,,_,‘ . 5’%45 ﬁ I:I EI/J 26 3% B Total GDP - € mn 401,184.0/513,407.0 540,216.0 568,664.0 505,883.0 56%,402.0

B s Exports of Goods and Services - € mn 326,111.0/357,453.0(/393,475.0|425,319.0|456,999.0|451,816.1
i Exports (fob) to Germany - US$

I-j ,L_,\ . ﬁ l:] E!i‘ jJD 10% 9 G DP/Ij‘ ISJEZ Cate:ory definitions | Caleulation va::bles
j:g ﬁz% o Sources:

1. Exports (fob) to Germany: International Monetary Fund (IMF), Direction of Trade Statistics
2. Exports of Goods and Services: International Monetary Fund (IMF), Internaticnal Financial Statistics
3. Total GDP: Euromenitor International from Internaticnal Menetary Fund (IMF), International Financial Statistics

Q20084 fif = £ 35X GDPEEK:-2%, 20094F H!
1 4[] ) 52 B LB k2> T 15%, 20094F
1TQGDP1‘JL<$7'J -4.0

79,862.7| 87,029.5/102,001.7|115,408.2/138,905.3/118,689.1
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C&C —Imports of Algeria ,Morocco

PU— T T
M G Imports 17,954.019,857.0|21,010.0/27,439.0|39,156.0 34,544.0
r EL Imports (cif) of Food and Live Animals, SITC | 5 4o0 5 34380 3,502.8 47607 6,522.5 5,746.7
Clazsification 0
r B Imports (qif] of Beverages and Tobacco, SITC 543 s7.4 ag.e 1451 2587 5395
Clazsification 1 . : ) ) . :
. Imports (af) of Crude Materials Exc. Fuels,
" e e 4515 487.4) 588.6  80%.1 1,211.5 1,076.1
" Imports (af) of Mineral Fuels, SITC
M G e 164.3 1845 2343 300.5 4525 401.2
. Imports (cif) of Qils and Fats, SITC
- Closifization 4 3729 31L.6| 374.8 506.2) 6923  613.0
/\ L " L r EL Ismpor‘ts (cif) of Chemicals, SITC Classification 2,150.4 2,373.4) 2,527.1| 3,221.2| 4,566.4 4,025.2
] A TR MY P _
Q | %%IKEIE T /ﬁz YA %JJ\E—'JJ{A ﬂnlﬁ H, r e é‘]‘;;g;iég':i”sf Basic Manufactures, SITC 3,071.6 3,407.6 4,742.3| 6,030.2 9,242.1 8,227.7
LWL 5 0 3 A 85 e
Eﬁﬁ | éf\%ﬁ%”:@\ﬂi B HX‘ {?ﬁ.‘?)/ o r oEe Imports (cif) of Machinery and Transport 7,348.1 8,541.3 7,887.6/10,412.2|14,471.8 12,647.5
Equipment, SITC Classification 7
" Imports (cif) of Miscellaneous Manufactured
DBEJ/_’ fFIJ\ 5”5 N @g 0o [:] “% - M B Gonde. SrC Classifization & 871.0 1,045.0| 1,014.6 1,234.9| 1,716.7 1,504.4
/J\& :HZ T ﬁ)‘i @ FIFIIZt_I:, ’ jJi/ '3}
s %{ J \*il“ % H. AR AN
e MO RLE 1, ZR R FR A, FERTHE 100% -
/, = Y
Pl AR AR D 2E 90% -
80%
70% - m chemicals
60% - B manufactured goods
0, .
50% - moil and fats
0, _ .
40% B mineral fuels
o |
30% B beverage and tabacco
g — - -
20% B food and live animals
10% -
0% -
Algeria Morocco
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Market Sizes # Historic * US$ mn * Fixed 2009 Exchange Rates » Value at Current Prices

Key: W Related Reports B Related Comment i Chart for this Row

reeeda® [ omav [ awsv | 06w | 2007~ [ 2008w [ om0~ |
Total GDP

Japan 5,328,708.3  5,365,130.3  5,425,335.0  5,512,545.3  5,401,246.5  5,078,441.2
M EE Russia 536,755.1 680,868.4 847,048.5| 1,042,502.1 1,311,905.8|  1,210,098.9
O B Canada 1,131,469.4| 1,200,356.7| 1,262,236.8|  1,343,042.2]  1,405,343.3  1,336,572.3
B UsA 11,867,700.0) 12,638,400.0) 13,398,900.0 14,077,600.0 14,441,400.0| 14,299,909.4
C B France 2,306,685.5  2,398,231.2  2,508,904.0  2,632,467.1  2,708,477.3  2,660,654.9
O B Germany 3,071,892.6|  3,115,381.8|  3,230,565.6|  3,373,815.9|  3,467,741.5|  3,311,013.7
O B Italy 1,933,435.0| 1,906,162.6| 2,063,829.0| 2,146,552.7 2,184,522.9|  2,118,629.2
B United Kingdom 1,878,051.5  1,855,746.3  2,067,623.2  2,181,804.3  2,258,817.4  2,176,266.1
Government Expenditure on Social Security and Welfare
O B Japan 636,850.6 548,012.6 659,040.3 §70,964.6 583,374.3 §61,348.0
r B Russia 43,470.9 48,805.2 56,313.5 63,004.2 80,010.9 62,650.8
I Canada 95,267.0 99,976.4 104,063.1 109,903.8 114,268.4 109,149.8
O B usA 760,600.0 805,000.0 842,800.0 881,500.0 913,733.2 897,402.5
O B France 496,271.3 516,305.5 539,510.4 563,197.4 582,850.8 576,127.2
B Germany £78,087.0 £90,022.3 £37,128.1 537,115.2 530,134.4 571,519.5
O B Italy 432,627.1 443,641.1 464,033.8 492,173.9 512,208.1 502,372.3
O B United Kingdom 384,136.5 399,464.8 411,285.5 429,009.9 440,031.3 425,948.9
Category definitions | Calculation variables
23.70%
21% 20%
0 19.60%
1570
Q 100
0. 1070
0,
5.80% I 6.27%
Japan  Russia Canada USA France German Italia UK
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C&C—Energy intensity

_—_ oFF [Ii=
port GMID g EUROMONITOR Il (o]

More text search options

INTERNATIONAL

IES & CONSUMERS~ COMPANIES GEOGRAPHIES ~ MY PACES ~ HELP

Welcome, Huan Huang

~

Energy Intensity T

Historic ® US$ per tonne of energy consumed

Indicates the value of gross domestic Key: B Relstad Raports B Rslstad Commant s Chart for this Row
product produced per tonne of oil reeod®e [ 2004~ [ 2005~ [ 2000~ | 2007~ [ 2008~ | 2009~ |

Energy Intensity

He @& E

eqUivaIent Of energy Consumed- - i Hungary 4,272.9 4,327.9 4,486.7 5,581.8 6,232.2 5,213.2
Im Saudi Arabia 1,806.4 2,145.3 2,321.9 2,355.4 2,686.6 2,042.4
[ ale Sweden 7,387.9 7,201.8 8,238.9 9,450.6 10,245.9 8,530.4
Category definitions | Calculation variables
/ Sources:
1. Energy Intensity: Euromonitor International from national statistics
£2010 Euromoniter International
12000
10000 /\
8000 _
— Hungary
6000 T
/ T~ Saudi Arabia
4000 Sweden
2000 — E—
0 T T T T T 1
2004 2005 2006 2007 2008 2009
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C&C-- Income distribution of households in singapore and Norway

Historic ® %
Key: B Related Reports B Related Comment 8 Chart for this Row

reeede il it it ot il it

Singapore
e % of Househald Annual Disposable Income by 1.4 13 13 13 i3 12

r - Decile: Decile 1
m %% of Household Annual Disposable Income by
rooe Dadile: Daile 5 28 28 27 27 28 26
/\ x /\/_Ié: ‘/'_' m % of Household Annual Disposable Income by
D?E% E‘]LI&)\JJ J10 | T_,—{j\, rooe Decile: Docile 3 40/ 38 38 38 38 37
NI N, N i % of Household Annual Disposable Income by
S LR 7E % NS X e T
Jam— r il % of Household Annual Disposable Income by 63 53 62 e 6.2 6.1
]\E’%% ﬁ,q&)\ﬁgﬁ/\tt B Decile: Decile 5 . . . . . .
]j r i % of Household Annual Disposable Income by 14 7.7 7.7 76 7.6 7.6
Decile: Decile 6 . . . . . .
3 2% of Household Annual Disposable Income by
QO IR B S JE 53 = s T
D
- = H ° - m % of Househaold Annual Disposable Income by 12.0 130 190 120 120 12.0
47 90/ 35 20/ - Decile: Decile 3 . : : . . :
h 0, h 0 r il % of Household Annual Disposable Income by 16.3 153 164 164 154 164
B Decile: Decile 8 . . . . . .
. % of Househaold Annual Disposable Income by
roow Derile: Dogile 10 343 353 354 357 353 361
| mEET Gini Index 46.3 46.8 47.2 47.5 47.7 47.9
40.00%
35.00%
30.00%
25.00%
20.00%
H singapore
15.00% gap
® Norway

10.00%
5.00%
0.00%
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- consumer appiiances ) owromonitorinemaional
RETAIL—#NEERIE M -Economic conditions

Euromonitor takes a methodical approach to gathering, normalizing and forecasting the
best sources for economic indicators from around the World. Clients use our cross-country
comparable statistics and matching analysis with confidence as they make critical decisions
regarding market opportunity and risk.

Turkey’s exports, industrial production and unemployment rate: May 2008 — April 2009

otz mmminduris produionindss —s— Unsmplaymant rats Real GDP contracted by 4.2% in Q1 2009
0 15 on top of the 4.6% decline in the previous
quarter. With global demand for Turkish
exports and industrial production
dropping, the economy is expected to
shrink by 5.1% in 2009.
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World GDP in PPP terms by groupings: 2003-2013

m Advnaced economies

= Developing and emerging economies By 2013, China and India are set to reach
20.3% of world GDP measured at
purchasing power parity.

50,000
45,000

£ 30,000
35,000
30,000 -
25,000 -
20,000 -
= 15,000 -
10,000
5,000

S bill

nternational

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013


http://www.euromonitor.com/
http://www.euromonitor.com/

Retail —#p 3035 4> HT—Economic conditions

Euromonitor provides exceptional detail regarding the composition of international
economies. Clients use datasets such as GDP by Origin to assess the comparative
attractiveness regarding product sales and the development of operations.

Market Sizes ® Historic ® US%$ mn ® Fixed 2008 Exchanae Rates

® Value at Current Prices ¢ Period Growth
Germany
GDP fram real estate, renting and business activities 125,045.8
GDFP from manufacturing 111,095.3 From 2003 to 2008’
GODF from electricity, gas and water supply 38,866.1 Germany’s economy
GDP from health and social work 28,567.4 -
En%’?nf’?ygéﬁhmﬁmE trade and commission trade, except of motor vehicles and 24,713.5 (GDP by O”gm)
GDF from financial intermediation 21,715.4 greW by $4336b
GDP from supporting and auxiliary transpert activities; activities of travel 15,311.1
agencies
GOP from education 14,093.6
GDF from retail trade, except of motor wehicles and motorcycles; repair of 13.301.5 The gI‘OWth was
perscnal and household goods ! .

GODF from other community, =social, personal service activities 13,264.6 Iargely drlven by a
Sj;;;oarztiiﬁ,tiz'leaifllt:lnance and repair of motor wehicles and motorcycles; retail 8,485.5 $125b |ncrease |n
GDF from hotels and restaurants 7,984.9 ‘GDP from real
GDP from water transport 7,667.3 .
GDP from post and telecommunications 4,204.7 eState’ rentlng and
GODP from air transport 2,260.6 bUS|neSS aCt|V|t|eS’
GDP from public administration and defence; compulsory social security 1,877.3
GDP from activities of households 1,553.3 and a $111b
GDP frem mining and quarrying of energy producing materials 1,146.6 |ncrease |n ‘GDP
GDP from mining and quarrying except energy producing materials 695.0 . )
GDP from fishing ...« | | from manufacturing.
GDP from land transport; transport via pipelines -1,974.0
GODP from construction -2,790.7
GDP from agriculture, hunting and forestry -4,057.0
Total

433,653.3

Category detiniticns
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Retail—7MIA 54 Hr-Consumers

Future Demographic - Russia

Chart 1 Age Structure of the Population at a Glance, Each Dot Represents a Sinagle Age Group

a
|

45128518
2 E00,000
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1,000,000
S00,000
F0o0,000
T LTI ] ——

1976 1930 1 984 1 988 1952 1 998 EDDD 2004 2005 2012 2016 2020

Age

80 75 70 GBS GO 55 S0 45 40 3/ 0 HZ A 1510 5

Source: Euromonitor International from Mational Statistics YEar

From 2008 to 2013, Russia’s population is forecasted to decrease by over 1m
people. The largest reduction is expected within the 15 to 19 year olds (less
3.2m).

43
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Consumer Appliances © Euromonitor International

Retail— 34+ 3 554 Hr--companies

Euromonitor offers unique insight regarding the global strategy and local operations of
leading retailers and manufacturers. Clients use our company intelligence for long-term
planning and market-by-market execution.

Strategic Evaluation Wal-Mart Brasil SA - Retailing - Brazil
Key Company Facts

Wal-Mart Stores Inc Low prices boost performance in 2008 STRATEGIC DIRECTION
e USA * \Witha stable 3 1% share of world retailing sales, Wal- I . . . - . ..
g Mart's number one position is well shead of its nearest u Wal-Mart Brasil SA's strategic focus in Brazil is concentrated upon low-income consumers. Motivated by Brazil's economic stability,

Morth America, Latin Amenca, fival Carrefour. with 1.2% rising income levels and an emerging middle class, Wal-Mart is focusing its attention on increasing penetration among lower-
Westemn Europe, Asia-Pacific . . " . income segments. Growth strategies include, primarily, the opening of new stores rather than acquisitions. It anncunced an
Hyparmarkets, superm arkets, Inthe US: Wel-Marl's performence in 2003 wes driven by investment in the region of R$2 billion for the opening of 90 stores in 2009,
Sector Involvement discounters, mass merch an disers the group’s low-price positioning. As cansumer

; : confidence waned over the second half of the year, its

intem et ratailin
g everyday low price strategy appealed 10 a greater number

Regional Involvenent

Those brands more suited for increasing the company's appeal among lower-income segments are: Tode Dia and the

World retailin g share 3.1% (2002) . “atacarejo’ (cash and carry) Maxxi. Development plans include the expansion of Maxxi to different regions of the country where it
(2007-2008) ! 3.1% (2007 ofoysiomers. Il etin America, strong growth In Mexioa will face competitors stores of the same format: Pdo de Aclcar's Assai (operated by Cia Brasileira de Distribuigdo SA) and
(FLd remained driven by aggressive nelwark expansion Carrefour's Atacaddo (Carrefour Comércio & Indistria Ltda). Wal-Mart’ ience with Sam’s Club fitut tit
. 9% (2008) - arrefour's Atacaddo (Carrefour Comeércio e Indistria Ltda). Wal-Mart's experience with Sam’s Club may constitute a competitive
Value growth (2007. * Excluded from retailing sales are the activities of edas in this segment.
2008) 10% (2007) warehouse club operating the Sam's Club banner, with

sales reaching US$46.9 billion in the year to January Currently, Todo Dia is responsible for a small share of Wal-Mart’s business in Brazil. However, this is expected to change over the
2009, up by 6% Sam's Club is present in six markets forecast period as the company has announced plans to make Todo Dia a major element in its growth strategy.
14.000 {Brazil, Canada, China, Mexico, Puarto Rico and the US).

. World's largest revenues, profits and cash flow Wal-Mart is expected to begin online sales, given the growth of internet retailing in Brazil. This will be in response to competitors’
13,000 « Wal-Mart's revenues far exceed its direct competitors’, at initiatives in this channel, including Extra.com from Cia Brasileira de Distribuicdo.

MetSales vs Net Profit

Mt sales
—a—Met profit

400,000

S 3s0000 12000 ¢ US$401 billion over the financial year ending January
= : 1Mo00 = 2008, up by 7%. Met profits are also much higher than
= 200,000 10000 E  directrivals,at US$13.4 billion over the same period, up KEY FACTS
‘S ' 4,000 ‘3 by 5%. The world's second largest retailer Carrefour had
y aglabal fumaver of aimost EURSS billion in 2008 Summary 1 Wal-Mart Brasil Ltda: Key Facts
o0 8000 (US$§144 billion) in 2008, up by 6% Y Y
200,000 T000 * Wal-Mart's free cash flow amounted to a record US$11.6 : Avenida Tucunare 125, Barueri, 06460-020 Brazil
G000 billion, almost twice as much as over the pravious year, Tel: +55 11 2103 5800 .
150,000 Indicating het 1wl bo In 8 strong position lo doquro Fo: 55 11 2103 5776 Chart 2 Wal-Mart Brasil Ltda,
2003 2004 2005 2006 2007 2008 9 perating frea ’
cash flow is estimated to reach only EUR1.5 billion WWW: www.walmartbrasil.com.br
Nole: Financial year end January. Latest year avaiiable to January 2008 (US$2 2 billion) in 2008 netail Fypermarksts, supermarkets, disco

formats/channels:

Retail brands: Wal-Mart, Wal-Mart Supercenter, Ta
Mercadorama, Drogaria Wal-Mart, T

SWOT - Wal-Mart Stores Inc

Sheerscale and st Low-odcc positoning | Ruiles he .:-.-;« ':(v.iéqr"_‘i i_.:\.':'ﬁ&’:‘;:m:::ﬂa._'
of profits operating costs marketand e A _J P--.. M 5
| reach re limited _§- .

Source: Euromonitor International from company reports, trac

Summary 2 Wal-Mart Brasil Ltda: Operational Indica

1 8% AW pNce pOsBonng wil - unr-,.y ) Tre Gependence ¢
B9 0 avrtage Nx irw e mature US market whare  saburated Iarge retas formats
Compettive Company Anng the globe SEDANGAON Crospects are such as hypermarkets and
O artage N lerms of the SOONOMEC CNes Low MOGes! 8 1 it presert I ML S MErChar e
wcale of operat and Cperabing © nerous 1ast-orovwery) remant roonart,
Profts Tres M0 grarts VWi with ef5Caent emerging markets in Esslem ™
Mart urvwvalleod Dargaring ' group 10 relan healtty Ewrooe ond Asw Paciiy
POWSr wihans Oaghing vwih Margrs wivie keegsng
Lppiers POCHS bow

Strengths Weaknesses
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DATAGRAPKHIC

Retailing

THE EFFECT OF THE ECONOMIC DOWNTURN ON GLOBAL RETAILING
Value Growth 2008-2009

EUROMONITOR
INTERNATIONAL

i W T e e
Market Sizes ® Historic ® Retail Value RSP excl Sales Tax ® US$ mn ¢ Fixed 2009 Exchange Rates ® Value at Current Prices ®

Year-on-Year Growth (%)
Key: B Related Reports B Related Comment M Company Shares BMBrand Shares O Grocery vs Non-grocery

NH6ede
Retailing

[HE-IEES | [=] _Finland 5.5 4.9 6.4 4.6 1.7
(E-IEER | |=] USA 6.2 5.7 2.4 0.8 2.2
[HE-IEET | [=] Israel 4.0 8.3 7.4 5.7 -2.2
[HRIEEY | |=] Russia 21.8 22.8 22.2 20.1 -2.3
[HE-IERY | [=] (Greece 10.9 6.6 5.0 -0.2 -2.5
] G“mEO Macedcnia 6.1 8.3 10.5 10.0 -2.6
(HE-IEET | [=] Czech Republic 4.0 4.8 4.7 4.1 -2.8
[HRIEEY | |=] Denmark 6.3 6.0 5.6 0.2 -3.4
[HE-IEEY | [=] Japan -0.7 -0.8 -0.3 -2.7 -4.0
[0 w«mmO Georgia 0.3 1.4 2.5 3.0 -6.3
(HE-IEEY | [=] Slovakia 13.6 15.3 15.9 8.8 -6.9
[0 egx:mmO Croatia 6.4 3.5 2.2 1.4 -8.6
O SLmEO ‘Estonia 13.8 19.3 16.2 0.8 -13.9
| Jmmo Latvia 24.0 21.7 17.4 4.2 -15.0
| “mEO Lithuania 14.5 11.3 18.2 8.0 -16.9

EEDO

Category definitions | Region definitions | Calculation variables

Sources:

1. Retailing: Euromonitor from trade sources/national statistics
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Consumer Foodservice - NPD |©Euromonitor international =

Outlet Innovation

Retailers Increasingly Important Foodservice Players

ConveGrocery Retailers Making Serious Push Into Consumer Foodservice s

1d

w
8 300 lly
8 While supermarket and hypermarket retailers have long offered a selection of foodservice items, in recent months a number of high- i
g 250 end operators have taken this a step further, opening working restaurants in new, flagship stores.

é 200 This represents the next step in the evolution of supermarket foodservice—rather than simply offering a selection of hot items,

Market Sizes e Historic ® Retail Value RSP excl Sales Tax ® US$ mn ¢ Fixed 2009 Exchange Rates ® Value at Current Prices o

Year-on-Year Growth (%)
Key: B Related Reports B Related Comment B Company Shares B Brand Shares O Grocery vs Non-grocery

16682

USA

(EE-IEEY | |} _ Hypermarkets _ 17.3 14.3 11.4 S.0 7.2
[EE-IEEY | |=] . Supermarkets , 2.6 0.8 1.5 3.1 3.1
(HE-IERY | | _ Discounters _ 6.6/ -3.6| 11.3| 5.0 5.2
[0 Bemm Food/Crink/Tobacco Specialists 6.3 9.2 -0.3 -0.9 -4.6
United Kingdom
[HE-IEET | |=] _ Hypermarkets , 13.3| 10.2 1.9 3.3 7.1
[HE-IEEY | [=] Supermarkets . -2.7| -1.9] 0.3 2.3 2.9
mE Discounters _ 5.6 9.5 10.9, 16.1 13.0
[0 Eimm Food/Drink/Tobacco Specialists -2.0 -1.2 -1.1 -4.8 -2.1
L] s}
Category definitions | Calculation variables
6 aL wunic Illgll THIW TTUHN WIIginiis 1A VNdIc 1 UUUDS gl gL WIS TUwW THIU 1T vrdimimigi L g UisWUUINILTI o SUGll g ~idl, g niuinusr i IIIGJUI o
E = B - supermarket chains have steadily upagraded their outlets, stocking more premium items, more natural and organic products, and
2 % 5 - refitting existing outlets with improved furnishings and whole sections devoted to specialty products such as wine and cheese. This
'8 ' trend has steadily eroded Whole Foods' competitive advantage, while leaving the chain open to the perception that its products are
LE 4 overpriced relative te the competition. The new, expanded focus on focdservice and other amenities represents Whole Foods' effort to g
s 3 reclaim the high ground, offering an experience fundamentally different to that found at any other local grocer. It also represents an
@ 9 - effort to boost sagging profits, with foodservice offering among the highest margins of any item in a given store.
= T
£ 8 No Shortage of Competition ‘0
0 Of course, Whole Foods is far from the enly supermarket chain to embrace the foodservice challenge, with even smaller, more
Transactions Sales Qutlets i ' ' : ; i
foodserviceto many markets is expanding rapidly;.
2003 ®2006 m2008 ; . ! %
and is expectedto continue to do so going forward.
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Single Living © Euromonitor International >

Executive Briefing

Future Trends

» Number singles and one-person households to rise
gradually to 2012, with fastest growth in emerging
markets

[._
* Growth will stem from higher number of women in t
winrle anAd adiiratinn: iInfraacinAa waalth: Imaar hirth = r——

Historic ® number Per Capita

Key: B Related Reports @ Related Comment s Chart for this Row
068ede [ 203w [ 00ev|  2005v | 2006w |  2007v [ 2008 |
Passenger cars in use
0 & China ‘ 0.0 0.0| 0.0/ 0.0/ 0.0| 0.0
0O & pakistan 0.0 0.0 0.0 0.0 0.0 0.0
[0 B United Arab Emirates 0.2 0.3 0.3 0.3 0.3 0.4
[l i }Zimbabwe 0.0 0.0» 0.0 0.0 0.0 0.0
[0 B Canada 0.6 0.6 0.6 0.6 0.6 0.6

Category definitions | Region definitions | Calculation variables

Sources:
1. Passenger cars in use: European Automobile Manufacturers’ Association (ACEA) / International Road Federation (IRF)

discourage growth of single households, eg by
introducing occupancy taxes or promoting shared

or community housing schemes

e Growth in singles will lead to higher number of city

apartments, offering opportunities for marketers of
compact furniture & appliances
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Market Sizes e Historic ® Qutstanding Balance ® US$ Per Capita ® Fixed 2009 Exchange Rates ® Value at Current Prices
Key: M Relatec Reports B Relatec Comment d: Chart for this Row © Non-performing vs Others loans

m[=L Y ool [ 204w | 2005w | 2006~ |  2007v |  2008v [ 2009~ |
China

—_—— -

Market Sizes e Historic ® Retail Value RSP e US$ Per Capita ® Fixed 2009 Exchange Rates ® Value at Current Prices

Key: ® Related Reports B Related Comment tk Chart for this Row B Company Shares O Card Expenditurs by Location I Card Expenditure by Sector D Domestic vs Forsign Spend

06082 (2004~ [ 2005~ | 2006~ | 2007~ [ 2008~ | 2009~ |

China
08 «mooo Debit Transactions . 60.0 80.5 160.9 236.7| 287.1 334.0
(R -IERY [=]sl=] _ Credit Card Transactions ' 16.3 22.7| 45.4| 88.9 141.9 183.6
Os&« ooo _ Charge Card Transactions ‘ -1 -1 -1 -1 -1 =
0 «m | Pre-Paid Transactions ‘ 7.6 8.2 12.1 17.0 20.1 22.9
[0s&w Store Card Transactions - - = = = -
Chile
&8 «mooo _ Debit Transactions ‘ 83.1 96.4 128.0| 147.3 194.6 210.1
08 «mooo Credit Card Transactions | 156.4 168.2 283.5 535.8 573.1 597.3
08 « ooo Charge Card Transactions . = = = = = T
0 «= _ Pre-Paid Transactions _ 10.0| 15.3| 42.0| 30.6| 35.3| 36.8
8 =m Store Card Transactions 277.9 314.6 201.3 75.8 g4.2 88.5
mOooo
Region definitions | Calculation variables
Sources:
1. Consumer Finance: Euromonitor from trade sources/national statistics
=y = wurauiss Leuny PR i 1= Ry PRTITRT 10U
0O & Education Lending 346.0| 415.3| 485.1| 579.4| 703.5 875.4
0 =@ Other Personal Lending 2,417.0 2,517.5 2,472.7 2,583.4 2,528.0 2,422.2

o

Category definitions | Region definiticns | Calculation variables
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International Expansion Strategies Retailing — Expansion Strategies |© Euromonitor International =

Company Shares (by Global Brand Owner) ® Retail Value RSP excl Sales Tax ® % breakdown

Key: B Related Reports B Related Comment s Chart for this Row

0686 (2006~ 2005~ [ 206> 2007~ 2008~ | 20097 |

Retailing

Uzbekistan

| il Dori-Darmon DAK _ 1.1 R i | 1.0 1.1 1.5 2.2
0O = /Chorsu Savdo Markazi OA] XK » 1.9| 1.8 1.6 1.4 1.3 1.4
[ Oriflame Cosmetics SA _ 0.5 0.6 0.7 1.0 1.0 1.0
O = Sharg-Mir MCh XK ‘ 0.7| 0.7| 0.7| 0.7| 0.6/ 0.7
I Anglesey Food ShK _ 0.2 0.2 0.2 0.2 0.2 0.5
0O \Asklepiy MChl XK , 0.2| 0.2 0.2 0.2 0.3 0.4
0o Toshkent Univermagi TPO OAJ » 0.4 0.4 0.4 0.3] 0.3 0.3
Il ih ﬁsaf Savdo MCh] _ 0.2 0.3 0.2/ 0.3 0.2 0.3
O il Metro Superstore Sarl . 0.2 0.2 0.2 0.2 0.2 0.2

ik egapolis Asia 5 | .1 % ¢ 1 1 ¢

0O « M lis Asia MChJ _ 0.1 0.1 0 0 0 0.2
O il Mashenke DV ChP v 0.1 0.1 0.1 0.1 0.1 0.1
0o \Vitek International 4 0.2 0.2 0.2 0.2 0.2 0.1
| i Grand Farm Medical MCh] _ 0.0| 0.0 0.0 0.0 0.1 0.1
(| ik Integral Asia MCh] » 0.1 0.1 0.1 0.1 0.1 0.1
O i HVS MCh] _ 0.1 0.1 0.1 0.1 0.1 0.1
0o = Indesit Co SpA ‘ 0.2 0.1 0.1 0.1 0.1 0.1
;i Kasymov NN ChP _ 0.1| 0.1 0.1 0.1 0.1 0.0
I " Boltaboev ChP ' 0.1 0.1| 0.1 0.1 0.1 0.0
I Eshbaev ChP » 0.1 0.1 0.1 0.1 0.1 0.0
Il th _Others | 93.1_ 93.3_ 93.7_ 93.6_ 93.2 g2.1
(| i Total 100.0 100.0 100.0 100.0 100.0 100.0
Serbia

0o Delta Holding deco v 3.2 5.1 6.5 8.0/ 8.5 9.3
F] b \Univerexport doo 4 1.3| 1.6 1.7| 2.0 2.2} 2.6
I " Mercator dd . 0.7 0.6 0.6 1.0 1.7 1.8
D i Interex doo _ 0.3_ 0.6 0.7 1.4 1.1 i B d
|[E): ke \Veropoulos Bros SA _ 0.2| 0.4 0.4| 1.0 1.0 1.1
0o = Apotekarska Ustanova ‘ 0.6| 0.6 0.6/ 0.7 0.7| 0.5
I T Futura Plus doo _ -| =i 0.1 0.9 0.8 0.9
I T lAgrokor dd ' 0.1 0.1 0.2 0.6 0.7 0.8
0O Simpo ad _ 0.3| 0.4| 0.5| 0.6, 0.6 0.7
O = Ziper doo 0.3 0.3| 0.4| 0.4 0.5 0.5

u|nternational sales  ®Domestic sales 4)'_ :
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Grocers Increasingly Want to be Everywhere

* As consumers’ shopping patterns adapt to their changing working lives and the growth in the number of working
women, so people are reducing the number of big shops they do, instead favouring more frequent “top up” shops.
Consumers increasingly have the opportunity to shop in a number of different places: edge of town for the large shop,
city centre for smaller visits, which leads to a fragmentation of where spending occurs.

Distribution ® Retail Value RSP ® % breakdown A ' A - 7 7

Key: W Related Reports B Related Comment ié: Chart for this Row

06e (8 1995~ |® 1959~ |® 7000~ |® 2001~ & 2002~ |® 2005~ | & 2004~ |® 7005~ | 2000 & 2007~ |® 2000~ |
Western Europe
Clothing and footwear

[ Store-Based Retailing 33.6 93.4 93.3 93.0 92.9 92.7 32.5 92.3 92.0 91.3 50.9
] Grocery Retailers 6.3 6.8 7.3 7.8 8.3 8.8 9.3 .7 10.1 10.4 10.5
[ Non-Grocery Retailers 87.3 86.6 86.0 85.2 84.5 83.8 83.2 82.5 81.9 80.S 80.4
[ Mixed Retailers 13.7 13.5 13.2 12.9 12.5 12.2 12.0 11.8 11.6 11.4 11.4
O ﬁ:e'fatn;"rﬂ and footwear specialist 64.3 64.6 64.5 64.2 64.0 63.8 63.6 63.3 63.2 63.0 62.7
[ COther Non-Grocery Retailers 8.8 8.5 4 8.1 8.0 7.8 7.6 7.5 7.2 6.5 6.3
[ e Non-Store Retailing 6.4 6.6 6.7 7.0 7.1 7.3 7.5 7.8 8.0 8.7 g.1
[ Homeshopping 6.1 6.2 6.3 6.4 6.2 6.0 5.8 5.6 5.3 5.1 4.9
[ Internet Retailing 0.1 0.2 0.2 0.4 0.8 1.2 1.6 2.0 2.6 3.4 4.0
] Direct Selling 0.2 0.2 0.2 0.2 0.2 0.2 0.2 0.2 0.2 0.2 0.2
[ Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
Category definitions | Calculation variables
Sources:
1. Clothing an,c_l\ace'tulvgla{: Euromonitor from trade sources/national statistics )
merchandisers and
Ahold Drugstores/parapha
Rewe rmacies, amongst
Seven & | others.
T I I 1 1 1
0% 20% 40% 60% 80% 100%
m Hypermarket m Supermarkets
m Discounters m Convenience stores
Forecourtretailers m Food/drink/tobacco specialists QJ
m Internetretailing » Revenue from non-grocery channels :
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Market Sizes ® Historic ® Number of Cards e cards Per Capita
Key: 8 Related Reports B Related Comment s Chart for this Row B Company Shares

Noe8ed@
Hong Kong, China
Os _ ATM Function _ 1.8| 2.1 2.2 2.2 2.2 2.2
[HE-IEHY | Debit Function 1.7 1.8 1.9 2.0 2.1 2.1
DVHE-‘M_-I Credit Function 1.6_ 1.7 1.9 2‘0, 2.0 2.1
08 «m= _ Charge Card Function | 0.1| 0.1| 0.1} 0.1| 0.1] 0.1
O «m _ Pre-Paid Function » 1.7| 2.0 2.1 2.4 2.6 2.9
& «m Store Cards 0.0 0.0 0.0 0.0 0.0 0.0
India
Os _ ATM Function _ 0.0/ 0.0 0.0/ 0.1 0.1 0.1
& «m ‘ Debit Function » 0.0| 0.0 0.1 0.1 0.1 0.1
(R -IEHY | | Credit Function 0.0 0.0 0.0 0.0 0.0 0.0
[k -IERY | Charge Card Functicn 0.0/ 0.0 0.0 0.0 0.0 0.0
O i | _ Pre-Paid Function _ 0.0 0.0 0.0/ 0.0 0.0 0.0
[s&:x:m Store Cards 0.0 0.0 0.0 0.0 0.0 0.0
Brazil
Os = ATM Functiqn 1.3 1.5 1.7 1.9 2.1 2.3
Os «m= _ Debit Function _ 0.7 0.9 1.0] 1.0| 1.1 1.2
[s&:x:m | Credit Function v 0.4 0.5 0.6 0.7 0.8 1.0
[Je&sm Charge Card Function 0.0 0.0 0.0 0.0 0.0 0.0
O = Pre-Paid Function 0.2 0.2 0.2 0.3 0.3 0.3
[E-IEEY | Store Cards 0.3 0.4 0.5 0.6 0.7 0.8
Chile
Os ATM Function 0.5 0.6 1.0 1.7 1.8 1.9
O &= Debit Function 0.3 0.3 0.4 0.4| 0.5 0.5
s «m= Credit Function . 0.2 0.2 0.7| 1.3 1.3 1.4
Os = Charge Card Function _ -| - - - - =
0O == Pre-Paid Function 0.0 0.1 0.2 0.3 0.3 0.3
& «m Store Cards 7 0.8 0.8 0.3 0.3 0.3
|

Category definitions | Region definitions | Calculation variables
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