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- An Introduction
- Packaged food sectors

- Asia Pacific countries
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1fo provider & analyst since 1972
In London, Chicago, Singapore, Shanghai

archers (70+ countries)
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e Philippines

e Singapore

NB. Euromonitor has covered Australia & New Zealand
separately under Australasia. For list of minor countries, please
approach us after conference.
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supplements such as multi vitamins (8
extract, amino-acid

Eronasis on ingredignis & ireicgagill
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- Biggest Sectors
- Strongest Growth

- Key Growth Drivers
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Total sales 2004 .
Per capita spend
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8 L eading global players:
O 1: Nestlé SA 2: Unilever Group 3: Kraft Foods Inc
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Total sales Japan:

(US$ mn) - Retail .
Total sales US$170,000 mil (2004)
400 - Per caps expend. US$1,370
Market value growth 3.3%

& South Kore
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E 300 _ . Developing countries (Strong growth)
S Taiwan = DD factors:

c T consumer sophistication, T health
e 250 7 consciousness, T working mothers

= SS factors:
Introduction of new food products, growth
200 - of modern retail outlets

> Developed countries

150 - Ma%a Slower growth but

T willingness to pay for
value-added, premium
products

100 -
Philippi
R
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Indgnesia
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Source :Euromonitor International - Packaged Foods Database 2004

Asia Packaged Foods Sales 2004
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Asia Pacific:

US$297 billion Mainly processed meats & fish,

concentrated in > developed countries

Chilled food

Oth
ers 16%

21%

Frozen food
3%

Ready meals
4%

Canned food
5%

Dried food
13% Breakfast cereals -

Confectioner

Small but dynamic niche,

0
5% posting high growth rates

Dairy products

Sauces, dressings and
condiments
8%

Strong CAGR in
1998-2004 (value) :

Indonesia +17% Strong CAGR in Biggest sectors - Global
Vietnam +12% 1998-2004 (value) : 1) Bakery

2) Dairy Products

3) Chilled Food

. 4) Confectionery

China +15% accounting for 60% global sales
Philippines +12%

India +9% Vietnam +16%
Philippines +9% Indonesia +15%

Packéged Foods in Asia by Type 2004
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% Value sales
2004

55 +

Value growth
2004

+ 65%

N
o

- 55%

T 45%
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+ 35%

N
6]

+ 25%

+ 15%

&

T 5%

(&)

- -5%

- -15%

Discounters I
Others

Internet sales I

Supermkts/hypermkts
Independent stor
Std convenience
stores
Petrol/gas/service
stations

Distribution Trends in Packaged Foods
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