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2. Why Indonesia?
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2. Why Indonesia?
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2. Why Indonesia?

High Net Wealth

- Asia-Pacific HNWI Population, 2007-2010 (by Market
Middle-class spread P (by Marke)

S5ize of middle class™,. m (000s)

o S50 CAGR 2007-2009 3.9% Growth 2003-2010 9.7% % Changs Total Asia-Pacific

HNWI Population
Indonesia 28m 24m 3.0m 13m 2000-2010
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N =009 total Asia-Pacific
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Thailand

Japan accountad for 52.5%
Asia-Pacific HNWI popu
2010 (down from 54.6% in 2000
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2. Why Indonesia?

4. ASEAN A|%Et
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Total ASEAN Trade

UsS$2.5
UsS$%$1.6 trillion

trillion

Between 2007 and 2014, total
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2007 2014

Major Trading Partners

Intra-ASEAN trade comprised
the largest share of
ASEAN's total trade by

10% . partner in 2014
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Market Overview
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Competitors




Beauty and
Personal Care
USD426.3 billion

Source : euromoniter, 2017

E2EANY HFE2 (20169 E)

Baby and Child-Specific USD14.8 billion
Bath and Shower USD37_1 billion
Colour Cosmetics USD56.6 billion
Deodorants USD20.1 billion

Fragrances USD45.9 billion

Hair Care USD65.0 billion

Men's Grooming USD47_2 billion

Oral Care USD40_3 billion

Skin Care USD110.5 billion

Sun Care USD3S.2 billion
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Global beauty

industry has moderate
level of consolidation
across all regions
Uneven competitive
landscape

Shake-up at the top of
global ranking table

Access to new growth
platforms via series of
bolt-on acquisitions

Growing number of
sustainability growth
initiatives

Tacking challenges on
the horizon

Source : euromoniter, 2017

In both Asia Pacific and the Middle East and Africa, smaller, local and regional
players still dominate the competitive landscape but a contrasting consolidation
trend has been unfolding between 2011 and 2016 in these two regions.

One of the defining challenges in recent years has been the increasing competition
international players and heritage brands face from local and regional companies,
niche labels and alternative business concepts.

In 2016, the top of the global ranking table was shaken up by the finalisation of
Procter & Gamble’s divestment of its selected beauty brands to Coty's. As a result,
Procter & Gamble lost its long-held global top position to L'Oréal and Coty became
the fifth largest beauty player.

Most newly integrated brands operate on premium price platforms. They extend the
new owners consumer base without cannibalising the revenues of pre-existing
brands and these are comparatively small brands with revenues under USD1 billion
and limited geographic reach.

A host of technological, environmental and economic changes are driving demand
for more naturally derived ingredients, as well as adding multiple new angles to this
still undefined category of green beauty.

Major challenges industry players are facing include the rapid rise of local
competition in the most attractive growth markets and the increasing number of
disruptors with alternative business models. Internal challenges lie with the
complexities of integrating large-scale new assets and finding the right balance
between brand repositioning along major trends versus launching brand new labels.
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LATTE PRICE IM U5 DOLLARS

Zurich
Hong Kong
Singapore
Beijing
Shanghai
Brussels
Beirut
nlll'lil-

Swiss franc
Hong Kong dellar
Singapore dollar
Zhinese yuan
Zhinese yuan
Euro

Lebanese pound
Eorat disbigem

Seoul

Moscow
lakarta

Korean won

Fussian ruble
ndenesian rupiah

Rivadh
leddah
Mew York

Berlin
Buenos Aires
Tokyo

Crete
Bangkok
Sydney
Athens
Kuala Lumpur
Toronto
Loandan

Sao Paulo
Mexico City
Istanbul

Johannesburg
Cairno

Saudi riyal

Saudi riyal

s dellar

Euroc

Argentine peso
Japaneses yen
Euro

Thai baht
Australian dollar
Euroc

Mzlaysian ringeit
Canadian dellar
British pound
Erazilian real
Fexican peso
Turkish lira

South African rand
Egyptian pound

https://www.wsj.com/articles/whats-a-dollar-worth-1510234254 //2017.11.11
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Source : Global Trade Atlas
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China
Hong Kong
Malaysia
Japan
Thailand
Taiwan
United States
Singapore
Philippines
Iran
Kazakhstan
EU28 (External Trade)
Indonesia
Russia
Australia
Canada
France
India
New Zealand
Turkey
Italy
Ukraine
Spain
Netherlands
Mexico
Peru
Poland
Chile
Israel
United Kingdom
Brazil
Denmark
Colombia
Serbia
Czech Republic
Switzerland
Ecuador
Belarus
Cote d Ivoire
Finland

2015 £
2,188,457
2,081,554
215,775
792,967
482,404
574,833
2,920,511
1,044,097
72,889
57,130
41,594
2,279,319
118,976
613,090
477,192
969,255
960,920
83,743
90,396
181,032
708,254
98,447
617,753
542,292
365,391
65,702
447,206
114,547
74,682
1,610,580
146,943
177,630
95,693
34,087
173,973
288,908
61,054
40,758
4,914
77,288
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2016EH =
2,854,926
2,500,832
223,667
881,816
591,162
708,883
3,278,474
1,256,319
82,254
51,345
33,244
2,530,683
129,777
640,480
517,215
1,048,920
1,078,151
76,925
110,623
199,555
797,669
104,596
694,437
631,735
389,041
62,217
597,930
115,931
84,251
1,631,599
113,442
177,796
77,242
34,285
275,727
300,844
48,478
35,029
7,273
79,496

otmoz BESHE T+
20151 =
489,227
345,570
26,215
58,480
45,313
61,787
157,794
40,850
3,283
1,007
1,333
35,397
2,898
11,693
10,379
18,000
12,729
2,645
1,863
2,636
1,338
1,005
2,866
3,494
2,604
158
1,676
964
342
5,888
867
440
125
61
656

olo
2N

2016 H =
754,640
633,082

37,596
103,333
69,171
77,287
232,759
76,563
4,983
1,930
1,222
76,165
3,827
17,447
14,026
25,640
24,792
1,733
2,406
3,960
12,241
1,420
8,067
5,843
3,304
516
4,259
728
513
9,105
530
823
340
134
962
1,040
164
117
24
234

2015
22.4%
16.6%
12.1%

7-4%
9.4%
10.7%
5.4%
3.9%
4.5%
1.8%
3.2%
1.6%
2.4%
1.9%
2.2%
1.9%
1.3%
3.2%
2.1%
1.5%
0.2%
1.0%
0.5%
0.6%
0.7%
0.2%
0.4%
0.8%
0.5%
0.4%
0.6%
0.2%
0.1%
0.2%
0.4%
0.4%
0.4%
0.3%
0.0%
0.2%

2016 H
26.4%
25.3%
16.8%
11.7%
11.7%
10.9%
7.1%
6.1%
6.1%
3.8%
3.7%
3.0%
2.9%

2.7%
2.7%
2.4%
2.3%
2.3%
2.2%
2.0%
1.5%
1.4%
1.2%
0.9%
0.8%
0.8%
0.7%
0.6%
0.6%
0.6%
0.5%
0.5%
0.4%
0.4%
0.3%
0.3%
0.3%
0.3%
250.3%
0.3%
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IDR (billion) / Year 2011 2012 2013 2014 2015 2016 CAGR
Baby and Child-specific Products 1,535 1,772 2,044 2,328 2,613 2,905 14%
Bath and Shower 3,978 4,315 4,697 5139 5619 6,009 9%
Colour Cosmetics 3,537 3,867 4,327 4,795 5,275 5,680 10%
Deodorants Depilatories 455 675 1114 1,903 2,579 3,081 47%
Fragrances 2,404 2,770 3,227 3,741 4,302 4,754 15%
Hair Care 7,493 8,399 9,468 10,765 12,287 13,724 13%
Men's Grooming 1,852 2137 2476 2,969 3,555 4,105 17%
Oral Care 4375 4635 5,015 5,504 5,986 6,337 8%
Oral Care Excl Power Toothbrushes 4,375 4,635 5015 5,504 5,986 6,337 8%
Skin Care 8,024 9,778 11,770 14,024 16,181 18,194 18%
Sun Care 60 /0 79 87 95 105 12%
Sets/Kits 128 145 163 183 204 220 11%
Sum 38,215 43,197 49,393 56,942 64,681 71,450 13%

Source : euromoniter, 2011~2016
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50%
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40%
30%

20%

10%
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Source : euromoniter, 2011~2016
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IDR(billion) / Year

Premium Beauty and Personal Care

Mass Beauty and Personal Care

Source : euromoniter, 2011~2016
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An estimated 90 million Indonesians will have joined
the consuming class by 2030.

Indonesia’s population by income level, millions of people’

Consuming class®

2010 2020 2020 2030
Potential GOP

5—55% 5—6% 7Y%
People entering consuming class over 2010 total @ @ @

'Figures are rounded to nearest 5 million; 2020 and 2030 data are projected.

“Other” is defined as people with annual net incomes <$3,600; members of consuming class are those
with annual net incomes =§3,600; incomes measured at 2005 purchasing-power parity.

Source: 2010 population census, Indonesia's Central Bureau of Statistics; Canback Global Income
Distribution Database (C-GIDD):. McKinsev Global Institute analvsis
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T2 =7I'E 1212 GNP

Country Name 2006 2016
Norway 69,980 82,330
Switzerland 63,900 81,240
United States 48,080 56,180
Singapore 32,080 51,880 Arab World
Austria 41,260 45,230 Thailand
Hong Kong SAR, China 30,290 43,240 Philippines
United Kingdom 45,020 42,390
Belgium 40,030 41,860
Japan 39,930 38,000
OECD members 33,543 37,087
Israel 22,060 36,190 Indonesia
Euro area 34,634 36,015 Vietnam
European Union 31,530 33,248 Cambodia
ltaly 34,210 31,590
Korea, Rep. 19,950 27,600
World 7,828 10,299

Country Name
World
Malaysia

Mongolia
Egypt, Arab Rep.
Angola

XtZ & world bank (2017.10.30 updated)




Indonesia’s Social Economic Class Pyramid

High Net Worth People
>30m

Affluent
8-30m

Emerging Affluent
5-8m IDR

Middle
Class

« X}7tEE}: 10700 H HF
-18t2000E 2

Monthly Expenditure: In Million IDR

Source: MarkPius Insight Research

Looking at the basic monthly spending, the survey reveals prominent upper-middie (spending between IDR3Im-IDRSm)and emerging affluent (lIjH-m-
IDR/m) consumer classes in Kalimantan province, almost at par with the capital dty in Jakarta, the place that leads the charts with highest spendiila
amongst emerging affMluent sodal class. In fact, East Kalimantan has a larger section of emerging affluent class compared with Jakarta, even thoudgh high
net-worth individuals, with monthly spendings over IDR20m), continue to be concentrated the most in DKl Jakarta. Furthermore, the average middle dass

consumers are to look out for in the Northern and western Sumatran provinces.
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F778l DIGITAL IN INDONESIA Il sots DIGITAL DEVICE OWNERSHIP

A SNAFSHOTOF THE COUNTRY"S KEY DIGITAL STATISTICAL INDICATORS PERCENTAGE OF THE A LA M THAT OW NS EACH KIND OF DEVICE

MOBILE PHONE LAPTOP OR TABLET
(ALL TYPES) DESKTOP COMPUTER DEVICE

TOTAL ACTIVE ACTIVE SOCIAL MOBILE ACTIVE MOBILE
POPULATION INTERNET USERS MEDIA USERS CONNECTIONS SOCIAL USERS Q

e®e® v 5 T C

TV STREAMING HANDHELD E-READER WEARAEBLE
DEVICE GAMING CONSOLE DEVICE TECH DEVICE

259.1 88.1 79.0 326.3 66.0

MILLION MILLION MILLION MILLION MILLION a P

URBANISATION: 55% PENETRATION: 34% PENETRATION: 30% vs POPULATION: 126% PENETRATION: 25%

Sources: UM US Census Bureau: AP, Facebook, GSMAIntdligence Swearesocialsg - 218
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JAN JAN
e SOCIAL MEDIA USE —— ity TOP ACTIVE SOCIAL PLATFORMS _—

BASED ON MONTHLY ACTIVE USER NUMBERS REPORTED BY THE COUNTRY'S MOSTACTIVE PLATFORM SURVEY-BASED DATA FIGURES REPRESENT USERS"OWN CLAIMED / REPORTED ACTMTY

BBEM 19%

TOTAL NUMBER ACTIVE SOCIALUSERS TOTALNUMBER ACTIVE MOBILE SOCIAL
OF ACTIVE SOCIAL AS A PERCENTAGE OF OF SOCIALUSERS USERS AS A PERCENTAGE FACEBOOK
MEDIA USERS THE TOTAL POPULATION ACCESSING VIA MOBILE OF THE TOTAL POPULATION

WHATSAPP

FACEBOOK
MESSENGER

w GOOGLE+

» LINE

TWITTER

790M 30% 66.0M 25% S

MESSENGER [ CHAT APP /VOIP
PINTEREST

A 201& Tencent O3 2015; VKe einternetou T 2084 Jwearesocialsg -

Diota hos been re-bosed national penetsation @wearesocialsg - 224%



Indonesia Socio Economic Class - Nielsen & BCG report

Nielsen, the leading global market data provider company, publishes yearly consumer segmentations, called Socio Economic Class (SEC)
and the single measure/ criferia is heavily based on routine Monthly Household Expenditure (MHE). It's widely used by consumer goods
company or any marketer which fargeting consumer/ patient base. It shows the level of economic buying power, from the lowest E class
(those who spends MHE below IDR 700K per month to the highest A class (> IDR 3mio per month). From the past 3 years consecutve
data below, it i2lis us that Indonesian middie economic classes (AtoC 1) are increasing at +6% average, comelates b the economic growth
al +6% yoy. This is also aligned with the latest Boston Consuling Group’s (BCG) report and World Bank's report on Indonesian middle

class
BCG’s Report —'—
Nielsen’s SES Eaminit 3 | indanesis’s Pepulation 1s Grasing and Becaming More AMuent

TR T e

toe 3wl s
AT A0 e mar Th
Upper wete 1) mmmasis

®D IDR 700.001 - iz ) o
1.000.000 - Lvwgprg ~ute LS e wer il

" Mg L5 e 13
®C2 IDR 1.000.001 e S [P

- 1.500.000 14 ol WAACS b ML i ML
ML prpeaian lnilobne Tl L pper srete SPLpt Bre the Tere s

el T
—-::?"-'&-"—--::-:.mq..-a

@8 IDR 2.000.001 -
3.000.000

SA DR
3.000.000

S uE DR < 700000

+6%
2011 2012

World Bank’s Report
- from the
economist.com
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Beauty and Personal Care Market Size

Beauty and Personal Care Market Size

=7} USD(one) 1 SH(R) GNP (USD) QI 4= (B4 Bl

el | A[OF 4,540,200,000 5,448,240,000,000 3,400

Bl = 5,675,000,000 6,810,000,000,000 5,640

akaf| o] Al OF 1,856,000,000 2,227,200,000,000 9,850

geld 3,349,000,000 4,018,800,000,000 3,580

Source : euromoniter, 2011~2016




-7 X
|_'|'_'HI

[w)
T
=)
S
~
B
3
K
|
S
)
o
ujo
ok
23

2™ B B 8aL.
x| 750 R0l 8tat.

I

-
O
h
——
o
| N
-
O
| -

1
1

> Xt X}
> 2 0| &

v
v
v




GpP  elgdGDP GDPEE e AL EE SUAEH
(16E.B$) (16E.PPP,$) (16E vs'15) (17E. Mil) (17Ewvs"16) (17E. Al

38.1
374

81 -0.16%
142 -0.08%

ST LA OF
Ej= ’
Hj| £ :
23 0| A|OF
= 2| Bl '

H7tEE

Source: CIA Factbook




USs$ 141 Billion

US$ 92 Billion

US$ 60 Billion




BPC Market Consolidation by Region - 2011-2016

Asia Pacific Australasia Eastern Eur.. Latin Ameri.. Middle East .. North Amer..

/

//

o

Il 1-5 Ranked Companies I 5-10 Ranked Companies [JJ] Others

Western Eu..




27t

:—-E .A-CII'DH(M$:I

2015

Sl = 4| A O}
(HEcie dEe)

426
-8.7%

1.0%

=

866
16.3%

6.2%

196
7.2%

11.3%

2 2l O] Al OF

581
-5.3%

37.3%

5.9%

2,384
-1.8%

113.6
78.7%

1.8%

244
13.2%

9.1
77.9%

1.5%

4,696
1.0%

3.3%

4.4%
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Source: ITC, =t&E £5&:
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ASEAN Beauty and personal care industry in 2016

Baby and Child-specific Products ~ ® Bath and Shower Colour Cosmetics m Deodorants -
Fragrances Hair Care H Men's Grooming m Oral Care A|§>|-5-7|(US$BI|) g’é"g
| Skin Care m Sun Care
5 e of 7t

ml:I

i 5 Of A, A7
I .9%
O G O e
MBS 16%) 2.7%1 11.5%7 8.4%1 5.2%1 2.6%1 47%  35%] 7.9%1 9.6%7

0
E 9.9% 12.8% WA 0.2% = Hic) DI-E'I|OIAIO|' - 5?;0%

45%1  6.2%% 46%1 3.2%1 5.3%T  4.3%7 7.0%1 7.0%7 6.5%1 4.1%1
— 0,
I O 8.4%  6.6% 35.1% 1.6% el Motz =2 H 1'9/;0/
3.8%
1.6%1 0.8%71 37%T  17%) 1.8%] 1.8%7 09%] 2.5%71 2.7%1 4.9%1
: s o 1'3 H." = 17.8%
121%1  93%71 131%1 13.1%1 12.6%1  65%F  12.2%7 10.3%7 13.7%7  10.6%1
9.6%7 6.4%1 7.9%1 56%1 71%7  6.6%1 74%1  8.5%t 9.0%1
@ ew S (6 ) 2sHA Gos )
17 5%
11.2%1  69%1  7.7%?1 19.5%1 10.5%1 11.7%1 155%1  5.9%1 12.4%1 10.0%1 m CAGR CAGR

('15~'126) (‘11~'16)

Source: Euromonitor
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ASEAN Beauty and personal care industry in 2016

Zo| 0 M= HIS
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5.1%
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M7z 2

A0  |3.8%

23.2%
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17.7%
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Source: Euromonitor
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Y2012 Y2013 Y2014 Y2015 Y2016
Top 5 Portion 57.0 571 56.8 550 540
Top 10 Portion 684 685 684 665 657
Korean Brand - 0.2 0.2 0.2 -
Local Player's Share 16,0 156 155 155 15.2

324 325 318 295 288
9.3 9.4 28 102 9.8
6.9 6.9 6.7 6.7 7.1
51 48 48 4.7 44
33 35 37 39 3.9
29 3.2 33 3.1 3.5
29 2.6 2.4 2.3 2.1
08 1 1.5 1.8 2.1
2.6 2.5 2.4 2.3 2.1
2.2 2.1 2 2 1.9
1.8 1.8 1.8 1.8 1.7
2.3 2 1.7 1.5 14 -
1.8 1.5 1.5 14 1.4
1.5 1.5 14 14 1.3
1.5 1.5 14 1.3 1.3

1 Unilever Group

2 Procter & Gamble Co, The
3 L'Oréal Groupe

4 Mandom Corp

5 Kino Sentra Industrindo PT
6 Oriflame Cosmetics SA

7 Lion Corp

8 Paragon Technology and Innovation PT

9 Wings Corp
10 Orang Tua Group
11 PZ Cussons Plc
12 Martha Tilaar Group
13 Johnson & Johnson Inc
14 Kao Corp
15 Vitapharm PT

r T mMmrr "MD" mremTmomomn
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Questions?




