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» Macroeconomic Overv1ew. ‘Snapshot of the macroeconomic environment, nominal GDP growth, Malaysia's position
relative to SEA markets’

* Industry Outlook: ‘Food and Beverage Industry per capita’
= MegaTrends: ‘Which trends are going to drive growth? (GlobalData Trendsights framework)
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Global crises remain widespread, impacting consumer spending confidence

Domestic and
International
turbulence

Fed aggressively
tackling high
interest rates

Source:

Tensions between

Impact of War in Ukraine
continues to develop;
sanctions hinder economy

Hungary and

EU struggling with
sluggish GDP growth

Very poor GDP
recovery
Major protests
throughout France

Israel-Palestine
conflict major
escalation

Political instability
across a range of
LATAM markets

Conflict in Sudan
destabilising

international

relations

EU/NATO

High Inflation

Border friction
between India
and China

Oil price
manipulation
keeping energy
costs high

Uncertain growth
outlook impact

Taiwan tensions
continue to mount
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Environments of uncertainty can influence consumer perceptions of brands and their
perceived trustworthiness

Products made

(supermarket's
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i . Thailand
1
Geopolitical events can create a ripple Gen Z : v/ : @
effect that influences economic conditions, i R Ve Y 2 |
consumer confidence, and cultural : R g W ) ; @ Vietnam
e ) \ P >\
namics. Millennials — e !
dynamics I 48% of Asian .l?/ |
i consumersare ¥ l— Philippines
1 always/often P 1
A e e e S mm————— N 1 % : : I
( It i . fid d\I 1 influencedbyhow '
1 /1
| impacts consumer confidence an Gen X —!— the world around 8 : A
I exacerbates market instability due to. I them is changing’ & I
1 3 : d 1
\ cautiousspending ) ' | !
Boomers —I— 1:47) Malaysia
/
/4
___________________ _f”
'¢‘ ---------------------------------- -\\
[ Geopolltlcal uncertalnty may improve ! Which of the following would_you trust Fhe most, lft_hey said thEI-I‘ pr(;ducts are environmentally
1 I friendly, ethical and socially responsible?
i loyalty towards local brands. Local |
1 0 0 1
i brands are also more likely to invoke a :
I sense of trust that is crucial during !
1 litical d c c : Products made by by private label
‘\ geopo itical and economic crises. ,’ Products made by small/ independent foreign/global multi-
N e e e e e e e e e e e e e e - brands 32% Artisan / hand-made products 29% | national brands 24%

Source: [1] GlobalData 2024 Q1 consumer survey; [2] GlobalData 2023 Q2 consumer survey; Image from Pixabay
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I All regions witnessed economic growth in 2023; Asia-Pacific was the best performer

®
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| Inflationary pressure to ease in the coming two years
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I Drilling down to Southeast Asia, Malaysia is one of the key economies in the region

Nominal GDP Growth select SEA markets, 2019-2024
30%
——Indonesia ===—Malaysia =——Philippines =——Singapore Thailand ==—Vietnam
25%
20%
15%
10% N \
NS
o 7> —
-5%
-10%
2019 2020 2021 2022 2023 2024
L —Malaysia 1.8% -7.6% 10.8% 8.9% -1.8% 6.3%
——Singapore 0.0% -7.3% 24.2% 14.8% 0.6% 4.8%
Thailand 7.3% -8.0% 1.2% -2.1% 3.9% 4.1%
—Vietnam 7.8% 3.7% 5.7% 12.0% 4.5% 8.4%

I
)

Source: GlobalData Consumer Intelligence Center - Market Analyzers
SEA includes Indonesia, Malaysia, Philippines, Singapore, Thailand, and Vietnam
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| Asia-Pacific to provide a $397 billion incremental market opportunity for Food through

2028

([ Food market value (USD )

billion), 2023

West Eur
$1000 liﬁw
CAGR 2023-28: 3.9

MEA
$207 bn
CAGR 2023-28:3.9% \

[
|
|
|
|
|

$512 bn o
CAGR 2023-28: 5.3% AN

Source: GlobalData Consumer Packaging Intelligence Center - Market Analyzers

East Europe
$367 bn v
CAGR 2023-28: 4.6%

Asia :
$1310bn |
CAGR 2023- |
28:5.2% ,'

- s e e

Australasia
$77 bn
CAGR 2023-28: 4.7%

7

4

®

Incremental
Regions value gain ($
b), 2023-2028
| APAC 397 I
WestEurope 210
North America 217
East Europe 93
Latin America 152
MEA 43
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| Asia-Pacific to provide a $445 billion incremental market opportunity for Beverages ®

through 2028

[ Beverage market value (USD )

billion), 2023

West Eur
$685 b(iiw
CAGR 2023-28: 5.9

|
[
0
|
MEA [
$100 bn [
$359 bn Pt
CAGR 2023-28: 6.9% FRESS

Source: GlobalData Consumer Packaging Intelligence Center - Market Analyzers

CAGR 2023-28: 5.9% \

East Europe
$253 bn v
CAGR 2023-28: 6.7%

Asia :
$1068 bn |
CAGR 2023- |
28: 6.8% ,'

- s e e

Australasia
$67 bn
CAGR 2023-28: 7.2%

7

4

Incremental
Regions value gain ($
b), 2023-2028
I APAC 445 :
WestEurope 225
North America 178
East Europe 96
Latin America 143
MEA 23
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Retail offers stronger growth opportunity in Malaysia

5-Year Value CAGR to 2028

10.1
8.3
6.1
4.4

Australia China Indonesia Malaysia Philippines Singapore Thailand Vietnam

ASEAN CAGR
Average

5.2%

11.5

A

6.0 538

55 53
ASEAN CAGR

Average

4.3%

Australia China Indonesia Malaysia Philippines Singapore Thailand Vietnam

GlobalData Consumer and Foodservice Intelligence Centre Market Analyzer CAGR M USD 2028

B Food

B Beverage

B Food

B Beverage
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Products with ‘Naturally Healthy’ attributes dominate the APAC H&W market Q

Key product attributes Share in Global H&W market, 2023 Share of product attributes by region, 2023
E - A #
- E3
Asia-Pacific Middle East Americas Western Eastern

o - 3 and Africa Europe Europe

Naturally healthy 48.0% . 581% | 584% 43.7% 42.7% 62.8%

ﬁ

L = =
11.4% 7.7% 6.3% 7.7% 8.9%

Naturally healthy

Food minus @

Free from

Food intolerance

28.

Functional & fortified

14

Source: GlobalData Consumer Intelligence Center - Market Analyzers



Meat, Dairy & Soy Food and Confectionary to have a stable growth

Top Sectors

Meat

Dairy & Soy Food
Bakery & Cereals

Fish & Seafood

Oils and Fats

Seasonings, Dressings & Sauces
Savory Snacks
Other Dried food

Pasta & Noodles

Confectionery

Source: GlobalData Consumer Intelligence Center - Market Analyzers

Share in Asia Retail
Market Space, 2023

28.5%

15.8%

4.9%

4.0%

Share in Asia Retail
Market Space, 2028

14.6%

8.1%

6.6%

3.8%

Incremental Value Gain
2023-2028 (USD
Billion)
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Malaysia Food and Beverage Market has huge potential... Q

©

2023 value

($ million)

33,006

Spend Analysis on Food Spend Analysis on Beverages

Value CAGR 2023 Value Value CAGR

2023-28

2023 Per Capita Spend
%)

($ million)

2023-28

2023 Per Capita Spend
6]

Thailand

5.7% 328.8 17,997 4.0% 179.2
Vietnam
36,562 7.2% 131.8 16,562 5.8% 59.7
Indonesia
6,460 4.3% 1091.6 3,481 5.0% 588.2
L | | | Smaplore_ | | u — a | | | | | | | | | u — | | | u — | | — | | | u | | | |
E 11,918 5.6% 357.0 4,200 5.5% 125.8
Malaysia
’ 27,776 5.6% 246.0 18,394 8.7% 162.9
Philippines
A
29,134 6.0% 409.2 20,282 5.5% 284.9
-

Source: GlobalData Consumer Intelligence Center - Market Analyzers; GlobalData Macro Data

- - mm %
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| Dairy & Soy Food and Meat to drive the Food and Beverage sector in Malaysia

Value Share (2023) Value Share (2028)

Beer & Cider 6.8%
6.8% Other Dried food
Other Dried food 12.8%
11.1%
Bakery & Cereals Soft Baker}é glc; ereals Df‘ionfltG Fish &
7.0% Drinks gt 8.4% Seafood
8.0% . Hot Drinks 8.3% }
&Drinks ‘\8.2% |
8.2%
2023: USD 16.1 Billion 2028: USD 21.1 Billion

Confectionery
Confectionery Others 2.9%
3.1% 12.2% Pasta & Noodles
Pasta & Noodles 4.1%
3.6% : :
Seasonings, Seasonings, Dressings
Dressings & &268?;65
. 0
S;lé((:;s - Dairy & Soy Food
: airy & Soy Food 10.9%

12.1% Beer & Cider

Source: GlobalData Consumer Intelligence Center - Market Analyzers
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Next, lets look at Consumers tr%ds and their impact on
the Foo‘(l ?nd Beverage seMe region and locally......

= Consumer Needs, Preferences, Shifts: ‘Emerging consumer trends, focusing on health and natural
ingredients

= Social Media Influence: ‘Role of social media in shaping purchasing decisions, especially among younger
demographics’




I GlobalData’s TrendSights framework establishes the megatrends and sub-trends and how they

translate into local market realities

pd

B & &

2 B 5

Mega-Trends

Sustainability & Ethics

Sensory & Indulgence
Easy & Affordable
Digitalization
Demographics
Individualism &
Expression

Health & Wellness

Socio-Economic

Social
Responsibility

Wellbeing

Novel &
Experimental

Experience
Economy

Digital .

Lifestyles

Added
Functionality

Value-For-
Money

Change

Source: GlobalData TrendSights Framework

Consumption

@ Risk Aversion  Connoisseurship Personalization @ Anchoring

Vitality &
Balance

Moderation

& Avoidance
O Retrophilia

Sterilized Fresh &
Society Matural

O cocooning

Authenticity Premiumization
& Heritage & Indulgence

Self-
On-The-Go Branding

Guided Personal Inter-

Health .CDI'II'IECﬁﬂﬂS '®) Informed

Generation Simplicity
Shopping

Resource

Cross-Cultural

Shopping

Time
@

Scarcity

Weight )

. Management .
Scarcity & Environmental

Responsibility

Localism

Trust &
Transparency

Socio-
Sharing Redefined Gender Aging {[:I:mug raphic
Economy Households Identity Populations ange

Self-

. Fitness
Reliance

®
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| 10 years of data show the evolution and ranking of these mega-trends over time

\é’ /\ 1st
®) Easy & Affordable — \.__.\ ammaae 2nd
@ Health & Wellness \/

Individualism & Expression 4th
Q Sensory & Indulgence o >th
ﬁ Sustainability & Ethics o o o e 6th
Demographics o . o~ 7th
@ Digitalization . ° . o —o—o—o—o—o—o—o Sth

= g 5 B SEHEEEEE

Source: GlobalData 2016 Q3 global consumer survey; GlobalData 2018 Q4 global consumer survey; GlobalData COVID-19 2020 Recovery Tracker; GlobalData 2021 Q1 global consumer
survey; GlobalData 2022 Q1 global consumer survey; GlobalData 2022 Q2 global consumer survey; GlobalData 2022 Q3 global consumer survey; GlobalData 2022 Q4 global consumer
survey; GlobalData 2023 Q1 global consumer survey; see appendix for detailed overview of question syntax and survey coverage
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Through that lens let's understand Demand Spaces, Market Trends in Food and Beverage ®

Sector

TrendSights
mega-trends
The overarching
influences on
consumer behavior

Demand spaces
The resulting need
states or mindsets
relating to a sector

Top Trends
2024
Captures a
nuanced shift in
consumer
demand over a
particular
period

Easy &
Affordable

Access

Sustainability

& Ethics

Optimize

Individualism

& Expression

Relate

Sensory &

Indulgence

Enhance

Value
Skepticism

Targeted Healthy
Health Snacking
[] []
Products with "Better-for-
multiple you" products
specialized in convenience
health benefits and on-the-go
and solutions. formats.

More
sophisticated
understanding
of value-for-
money due to
inflation.

Shelf-
Stable

Advanced shelf-
stable
formulations
offering greater

quality.

Next-
Generation
Formulation

Hi-tech

products that
deliver greater
efficiency,
sustainability,
and product
performance.

Green
hushing

Sensitivity to
regulation and
consumer
skepticism of
sustainability
and ethics
claims.

Story-
Telling

Nuanced
brand/ product
stories to drive

engagement
and loyalty.

Elevated
Flavors

Complex,
blended flavors
that upsell
standard
products.
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But not all trends are equal across markets....lets focus on Malaysia in the next few slides.....

Sensory &
Indulgence

TrendSights

mega-trends Easy &
The overarching Affordable
influences on

consumer behavior

Individualism
& Expression

Sustainability
& Ethics

ﬁ

Locally relevant and dominating trends....

Demand spaces
The resulting need
states or mindsets
relating to a sector

Value
Skepticism

Targeted
Health

&

]
|| Elevated
: Flavors

2

Top

L L L L L L L L

|‘
|
|
1
|
!
1 i : i
Trends ' : ' '
1
ren Products with | I }i\fs(;ir:ate d Advanced : : Complex, :
2024 multiple | ! ungerstan i shelf-stable | | blended |
specialized | I ofvalue-for-g formulations : i flavors that :
health benefits : : -— offering greater | : upsell standard :
and solutions. : : inflation. quality. : : products. :
; \ ] ! !
S ———— - M _ N _’

*Butter and spreadable fats, cheese, cream, dairy and soy-based desserts, drinkable yogurt, fromage frais and quark, grain nut rice and seed milk alternatives, milk, soymilk and soy drinks, yogurt
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Health & Wellness have substantial influence on Malaysian consumers

®

Which of the following features has the greatest influence on your choice of food and drinks in the current situation? “Always or often influences

my choices”?

Demographics

Easy & Affordable

Individualism &
Expression

Sustainability & Ethics

Sensory & Indulgence

My choices are driven by how the
world around me is changing

How trustworthy the product/service
feels

Alignment with my time and money
constraints

How well the product/service is tailored to
my needs

How “smart” the product/service is

How socially responsible the product is

How enjoyable or unique the product is

Source: [1] GlobalData 2024 Q1 Consumer Survey - Malaysia response with Asian response in red.

I o (:0%)
e
I 5% (5o
D 55 (o)
I 5 (44%)
D 0 (19%)
I 63 (55%)




Delivering multiple, precise health benefits will be key to meeting more complex @
consumer health and wellness needs in Malaysia

-

Malaysian consumers look Malaysian consumers look
for ‘Organic’ ingredients on  for ‘Natural Ingredients’ on
\ the packaging, when deciding the packaging, when deciding/

I
|
|
!
I
!
|
|
!
|
|

~

2 3 O/O of Malaysian

consumers associate "multi- ‘
benefit/ multi-functional”
attributes with good value-for-
\ money in dairy products3.

Asia-Pacific! Malaysia?

L
Knowing what food
and drinks are
healthy for me to Gen X Gen X
consume is
confusing!
Boomers Boomers

Malaysia: consumers always/often influenced by health labeling in their product choice, 20242

Country
average

Generation Z Millennials Generation X Boomers

24

Source: [1] GlobalData 2023 Q1 consumer survey [2] GlobalData 2024 Q1 consumer survey



Concerns around inflation render opportunities for budget products

How concerned are you with
'the impact of inflation on my household budget’?

56%

48% 48% 49%
42%
I |

Vietnam Thailand Singapore Philippine Malaysia Indonesia Asia &
s Australasi

a
Sources: GlobalData Q1 2024 survey 12,744 respondents, Joevel Chan, founder Saigon Social

51%

World

Pop-up branded roadside fast
food stall

25



......a4S consumers are buying less or cheaper products esp. in Malaysia @

You said you were cutting back on grocery How are you mainly cutting back on these
shopping to save money. How are you mainly products? (Dairy)

cutting back on these products? (Dairy) % of Asia & Australasi
0O Sla ustralasia

% of Asia & Australasia
% of Vietnam

e
0 O VT N
T

% of Thailand

% of Singapore

% of Singapore [

% of Philippi
0 O P D PN e —— % of Philippines

(=]
=
o
=
=<
=3
o

<
2]
@,
o

(=}

=
o
=
=<
©
=3
o
<
wn
28
o

r___
1
1
S
1S
1 =
IO
—]
I >
|r
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
X
=
—]
o
—]
>
[l

0% 5% 10% 15% 20% 25%

0, 100 200 0 400 0
[ am staying with the brands [ usually buy, but shopping less 0% 0% 0% 30% 0% >0%

often m itching to other cheaper brand
B | am staying with the brands I usually buy, but buying fewer am SWItCAINg to other cheaper brands
products / smaller packs B [ am switching to store's own brand products

26
Source: GlobalData Q1 2023 survey 21,968 respondents



However, Authenticity of the brand will be a major purchase factor given deriving
‘meaningful’ value is key in their purchase decisions....

Asia-Pacific: “How important are each of these features when deciding on a purchase?, 20241

I~ TSI T T T T TS T T T s s m s Ty Benefit: Essential Nice to Have
: ( : Sustainable / environmentally-friendly 35% 44%
! ! Ethical ts social 28Y% 46%
I 56% of consumers in Malaysia find I ical / supports social causes ° .
I . o I Hygienic 55% 32%
I C - I
I Authenticity of brand / product 41% 41%
| "Hygienic" . | yofbrand /p
Well-known brand 25% 47%
: one of the most essential factors and a : Traditional or heritaze brand duct 23 48%
I must have while deciding on a product I raditional or heritage brand / produc : :
I I Simple ingredients 31% 48%
I
I \ : Attractive packaging 21% 42%
e ' Healthy 6% 1%
Plant-based 26% 43%
Consumers  find Malaysian
“Low Price’, to be consumers  find
O fextremely _ O “Authenticity of
Z / important  while 4. 6 / brand/product”
O deciding for a Food O to be essential
or Drink  to while deciding on
purchase a product

Source: [1] GlobalData 2024 Q1 consumer survey - Asia and Australia



| Malaysian consumers like a sustainability story

[ am more loyal to brands that support "green"/environmental matters. % Strongly Agree

% of Indonesia
% of Philippines
% of Vietnam

% of Thailand

___________________________________________ WATtERIORA

% of Malaysia I '{_Ehj- '.14351“1.?5.:?

% of APAC

% of Global

% of Singapore

2
Source: GlobalData Q2 2023, 21,904 respondents, 38% males strongly agree against 34% females, GlobalData PackTrack Calbee packaging designed by Toppan Printing Co 8



Personal interconnections: Friends, family, and social media influencers offer guidance &

How likely are you to purchase a product based on How likely are you to purchase a product based on
recommendations or endorsements by friends and : : :
family. "Verv likelv" recommendations or endorsements by social media/YouTube
amily. "Very like : " : "
Y y y influencers. "Very likely
19%
52% 18%
45% 17%
’ 15% | 15%
40%
37%
34% 12%
32% ' 33% D12y 12
30%
10%
18% 18%
6%
& N & 2 L & & @ Q S W
NG S & R & < ¥ S S & v o e > N ; > @ >
S v & f\ SRS R C AP £ & < § > d § & & &
B $ S N o & & & $ QIS N S S K & G & & & S N
v o o o > oo op o SN ¥ & > ol & g N N N N
Gy Qe © o NS Y Q 9 O s ©
g o & ° o & oe o N
$ NS o é\{b ©
Qe \&
&
Qe
29

Source: GlobalData Consumer Survey, Q4 2023, 21,291 respondents globally. For social media influencers 30% of ASEAN respondents aged 35-44, for “recommended on

» o«

social media” ‘essential’ females 29%, males 19%



Trust & transparency: Malaysian consumers have very high trust in brands

[ try to buy products only from my favourite

Q@

Which of the following would you trust the most, if they said their

brands products are environmentally-friendly, ethical and socially responsible?
32%  32% 46%
41%
37% 37%
249 34%
23% [I23% & 32% 33% 32%
21% 30%
17% 24%
o N > > . % of % of global total % of Asia& % of Thailand % of Singapore % of Indonesia % of Malaysia % of Vietnam
%Qo‘ \&0 ,y%\ %’z’Q \% @Qr &C)\ Q\& Philippines Australasia
& o xS &x\% 2 4\‘2, ¥ .\'\Q
& 3O & < N N & >
& Oc\% Q&?* 0\Qo Q\Qo Q\QO & 0(8
S oo 5 ol oo
0@'
ol B Products made by small/ independent brands
Products made by foreign/global multi-national brands
Source: GlobalData Consumer Survey, Q2 2023, 21,904 respondents globally, 6,438 respondents in Asia Pacific, ASEAN 512. For ‘favourite brand’ strongly agree females 28%, males 20% , for 30

environmentally friendly... MNCs, 50% male (57% aged 25-34) against 42% female



Malaysian Consumers are resilient when it comes to trying new flavors

"I like to try out the newest flavors and fragrances as soon as they are

available.” - Completely agree 33%
329
31% /o
28%
23%
18%
169
/o 15%
. v
World Singapore Malaysia Asia & Thailand [pdonesia Philippine Vietnam
Australasi s
a

Source: GlobalData; Consumer survey Q2 2022, Global responses 21,688. Japan 8%, Australia 11%, China 37%, India 39%, 10% N America and Europe, 22% male aged 25-34, 22/23% female aged
25-44. Photo: Shoppee
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...Although they prefer experimenting with different beverages Out of Home Q

[ experiment with different drinks out-of-home

% of Thailand | IEEE—
% of Philippines | HEE——
% of Vietnam | IEEEEEE—m———

% of Asia & Australasia

% of Singapore

L I—
% of Indonesia | IEEEEG_N

I A

I 4 a4

% of global total

0% 10% 20% 30% 40% 50% 60% 70%

B Completely agree B Somewhat agree

32

GlobalData Q1 2023 survey 21,968 respondents



| Consumers like to try new cuisines in restaurants

“I experiment with different cuisines out-of-

home” '
37% 37% ' B S oe
54% 33% ! ' ‘ -
31% 31%
28% 27%
22% 22% 22% W Philippines
20%
18% 17% B Vietnam
B Singapore
Malaysia
B Asia &
Australasia
Somewhat agree Completelty agree

33

Source: GlobalData Q1 2023 survey 21,968 respondents



Consumers love to try new flavours through street stalls

'y “What situations inspire you to try new flavours in
o= food and drink - Purchasing food or drinks at a
——B market stall (e.g. street food)”

Malaysia

Source: GlobalData; Consumer survey Q2 2022, Global responses 21,688, * John Cathcart, LinkedIn
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Happy meal? For many Malaysian consumers a QSR meal is a luxury/ lifestyle choice

Q‘}- > i k. F

n ; \

- s s i
e, i “Ya 7 e N k-
e B 7 o iy
o 4 i ¥ p
<
>

—_— SO1E 109 '

:
,!

&

ul [

S ey ) [S—

—_—

—
(“?.‘.rw_

India I . 3 Singapore 26
Philippines NN .7 Japan 24
-
Indonesia 1.4 Malaysia 10
Vietnam I | )
. |
Thailand GGG (O APAC average 8
China NG (.S Philippines [ NN o
Malaysia 0.7 China 1IN 4
Asia Pacific NN (.4 Thailand [
apan NN 0 4 McDonalds outlets per e 3 Hours worked to
) gy = . Indonesia Il 1 .
Australia IS 0.3 million population _ buy a Big Mac
New Zealand I (.3 India 10
Singapore HH 0.1 Vietnam | 0

35
Source: GlobalData Foodservice Intelligence Centre, GlobalData Macroeconomics Database, McDonalds



®

Malaysian consumers spend more on QSR than most countries in the region

“How would you describe your spend on
food/drinks at quick service restaurants,
where you ate on the premises (for
example McDonald's, Burger King, or

KFC)?”
34% 34% 34%
29%
27.00% 27.00%
249% B Vietnam
B Thailand
17% B Singapore
11% Philippines
10.00%
9% 9% 89% 8.00% Malaysia
. . Indonesia
Asia & Australasia
Very High Quite High

36
Source: GlobalData Q2 2023 survey 14,335 respondents, photo TripAdvisor



Time scarcity or lifestyle affirmation? Malaysian consumers order QSR food regularly

“How often do you order food and drinks from quick
service restaurants, where you ate on the premises (for
example McDonald's, Burger King, or KFC)?”

. Daily

A Few Times a

Week
Once a Week

%

55%

17% Others

2
S A

61% T 15%

23% %

A
L]
-—

o
6

20%

57%

0,
29% 20%

Source: GlobalData Q2 2023 survey 21,904 respondents, photo ASEAN Investment Review 37



Anchoring: Malaysian consumers see food as an expression of their personal values

When purchasing the following types of product, for which types is it important to

express your personal values and beliefs? Food
100%
90% E——
80% ! :
70% : :
60% : :
50% : :
40% 1 I
30% A K
20% ! :
10% : | _
0% | I “McDonald’s ...released the nasi lemak
L__ 1 burger to celebrate Singapore’s National
&5’§ d Qﬁx& \rz,Q’bo ,?,Qo& C&& fb\”?f’\% »&’0@ @’50 > \’ﬁ;& Q‘bé& Q ¢ Dayg(z 017). o
?*0% Vé\ S , &Qo S & RN &“& X\ Qbo N Malaysian burger joint myBurgerLab
S & o o‘xc’ o v S & S N KQQ responded with a nasi lemak ayam
o &%o Qo \‘b% o o o oo N (chicken) rendang burger. It tweeted a
Q S
NN o&\?' picture of its burger with the Malaysian
o\ flag in the background and the words
“Dear Singapore, nice try, but ...”
Source: GlobalData Consumer Survey, Q2 2023, 21,904 respondents globally, 6,438 respondents in Asia Pacific, 500+ per country ASEAN, particularly 18-34- 38
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Authenticity & heritage: local cuisine with fusion influences Q

Country Share of Independent %

Top 10 cuisines

Top 5 ingredients

UL = CORRON = O SOOI

Vietnam
International
Italian
American
Japanese

Thai
International

American
Chinese
Italian

American
International
Italian
Filipino
Chinese

W EIEVS BVl
International
American
Asian

Italian

Indonesian
International

American
[talian

Asian

Korean
Thai
Chinese
Mexican
Indian

JEVELENE
Asian
Vietnamese
Korean
Indian

Japanese

Asian

Korean
Mexican
Middle Eastern

Chinese
JEVELENE
Indian
Thai
Indonesian

Chinese
Japanese

Thai

Middle Eastern
Korean

Source: GlobalData Foodservice Menu Intelligence database. For top ingredients in ASEAN less Singapore: Chicken 22%, Fruit 18%, Rice 17%, Cheese 13%, Fish

13%. Data extraction 10 May 2024
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Finally, looking ahead....




Outlook - Macro and geopolitical challenges will be the key headwinds

®

Economic

Headwinds

* Unprecedented levels
of volatility and
uncertainty is felt on
a global scale.

* Commodity and
energy markets have
been heavily
impacted by political
and environmental
events.

* While inflationary
pressure has
subsided, it has not
abated and is being
kept on the boil due
to geopolitical
concerns.

s " I N N N - —

* Highly fragmented
and regionalized
and there are lot of
local small-scale
players who do not
have the capital or
infrastructure to
make a difference in
future

* Address
sustainability
concerns in areas
where the industry
can make a
significant and
positive change.

(
1
' Plant-Based
=\ Alternatives

niche to
mainstream

interest amid high
inflation

* Evolving from

* A key challenge lies in
sustaining consumer

Consumer
Challenges

* Challenging personal
financial situation

* The major sectors
such as Dairy & Soy
food and Meat are
better placed due its
health attributes but
a drop in foodservice
may have an impact
on the demand

* Companies need
to delve into the
price elasticity of
brand portfolio
to understand
how price levers
are likely to
impact changes
in demand

» Al will drive supply

chain visibility for
decision-making and
enhanced resilience.

* Al will also play

a keyrole in
speeding up
product
development by
tailoring
products
Investing in Al
and smart tech is
currently the
best way to
automate
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Key developments that will shape the food and beverage sector beyond 2024

Greater use of Al

Source: [1] GlobalData Thematics; Images from Pixabay

e Formulation

development will
be buoyed by Al's
analytic and
search
capabilities.

Generation Z

influence

continues to rise

e Generation Z's impact
on dairy and other
sectors is just getting
started. 27% of the
global workforce will
be in Generation Z by
2025.1

Supply chain

transparency
increases

Regulatory
probes into
pricing and
upcoming laws
on  mandatory
sustainability
reporting.



| Finally in Conclusion: Four key areas of focus?

(]
1
1
1
1
1
1
1
1
1
\

1. Look to invest across
emerging and developing
economies

3. Health and wellness: look to
fortify products thatare tailored to a
range of different consumer health
needs.

N
I ’”
2. Getsmart! - leverage advancesin | {
technology to streamline production ' | 4.Use packaging to
processes, re.duce waste and enhance : : enhance brand
product quality I I .
1 1 experience
_____________________________ -/ |
\
‘— --------------------------- -

-
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Find out more: o
GlobalData Consumer, Foodservice and Packaging Solutions + GlobalData Al HUB®

I::EII:J'IIUDGIDIJ[{: Comparsas  Secicm Couniras Dnatases  Amakwm Hess Tooln  Soraces  Webiman Theomeas f 3 L

dh Consumer Goods s i =

Competing Effectively with
Private Label Brands

Hey anaics

Ly P =+ t 3
@Gk}bachtt} Companies  Sectors  Countries  Databases  Analysis Mews  Tools  Services  Webinars  Themes I Sashank =

1688 Gipln o

é”‘ Cons umer Goods Switch Intellgence Centre 5 m

b g bt Unlock new dimensions of market
Geopolitics Executive Briefing intelligence with our cutting-edge

Al technology

Arakan Vv il

A DR i

Data Ssriss

Key Statistics

ompany and brand

2023 full year
estimales COVID-19 Dashboard

COVID-19 Play k

Reyoct Latest Forecasts
Industry insights: Dairy and Dairy

TrendSights Consumer
Alternative Demand Spaces and Top a3

T Report - Behavior Trends
Trends

1.0m Consumer Survey Responses

166,825

i 207,816 Brand Shares
& Warchilst ~ 8 Compare % Storyboard +

984 Categories & Segments

y Level Caregories Sized

205 Countries Coverad

954,643  SKU Prices Tracked Daily

Analysis View all -
1,008,718 Innovations Tracked
Latest Analysls  SectorReports  Thematic Reports «
14,521 Ingredient Profiles

12,669 Packaping Innovations Tracked




| Methodology and data sources

~~

Market Analyzers

Predictive Signals

Market Intelligence

Online Price and
Menu Intelligence

Understand customers’ and
Understand and optimize your competitors' positioning for the
Product Launch position in today's market future

Analytics

Pack-Track

— ‘—‘.
~

Consumer Survey

Expert Analysis

Webinars and
Conferences

Innovative Solutions

Leverage the insights of our

expert analysts Optimize your daily workflows

Reports

Thematic Intelligence
Ask An Analyst

Position your business for growth
with tomorrow's threats and

Monthly Briefing opportunities in mind

with Analyst
Views

( Build Your Own
Storyboard

Expert Theme

: Thematic
thematic exposure
reports

strategists maps

Thematic Thematic Ecosystem

L Webinars
scorecards indices maps

Predictive
SEGEIS

—

Deals Analytics

Job Analytics

Social Media
Analytics

Patent Analytics

Company Filings
Analytics

Global Ads

Company

Database

Macroeconomic
Data

Data Science
Studio
GlobalData Al
Customer
Intelligence

Sales Intelligence



| Before we end..what are the key dining trends that are expected to have a strong impact

from a consumer Lense...

Elevated Comfort Food
Hyperlocal and Seasonal Menus

Contactless Dining

Food Halls and Culinary Market Places

Plant based Menu Offering

Plant based Menu Offering
Contactless Dining
Food Halls and Culinary Market Places

Elevated Comfort Food

Hyperlocal and Seasonal Menus
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Contact us

For any questions or further
enquiries please contact us at:

Paul Savuriar - paul.savuriar@globaldata.com
Anuran Dhar - anuran.dhar@globaldata.com

© GlobalData Plc. All Rights Reserved. This information has been extracted from GlobalData’s Intelligence
Center by a registered user. No part of this publication may be reproduced, stored in a retrieval system or
transmitted in any form by any means, electronic, mechanical, photocopying, recording or otherwise, without
the prior permission of the publisher, GlobalData. The facts of this report are believed to be correct at the time
of publication but cannot be guaranteed. Please note that the findings, conclusions and recommendations that
GlobalData delivers will be based on information gathered in good faith from both primary and secondary
sources, whose accuracy we are not always in a position to guarantee. As such GlobalData can accept no
liability whatever for actions taken based on any information that may subsequently prove to be incorrect.
GlobalData is not authorized or permitted to provide regulated investment advice. Any data or analysis
provided by GlobalData, either verbally or in writing, should not be considered as regulated investment advice.



Confidentiality

GlobalData Pte. Ltd. understands that our clients trust us with confidential and sensitive information on
various aspects of their business. We respect that trust by protecting the confidentiality of information
shared with us, and will not share any sensitive client information outside of our specific engagement.
Similarly, we view all our approaches, insights and research as proprietary. We look to our clients to protect
the interests of GlobalData Pte. Ltd. in our proposals, presentations, methodologies and analytical
techniques. Under no circumstance should this material be shared with any third party without the written

consent of GlobalData Pte. Ltd.
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