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ECONOMIC ENVIRONMENT IS IMPROVING

e=O==Hungary ==O==EU

WAGE INDEX
(net, Total 2018 vs PY)

10.4%

€

FMCG growth
In the last

27

quarters
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Source: Hungarian Central Statistical Office
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GROWING OPTIMISM HAS SLOWED DOWN IN 2018
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TOP 5 CONCERNS

Health

Increasing food
| prices

Job security

The economy

Debt

{

Source: Nielsen — Consumer Confidence Index

WHERE TO CUT EXPENSES

r
| Switch to cheaper grocery

brands

Spend less on new
clothes

Cut down on take-away
meals

Cut down on out-home
entertainment

Try to save on gas and
electricity

SPARE CASH SPENDING

Putting into savings

| have no spare cash

Holidays / vacations

Home
improvements/decorating

Paying off debts/credit
cards/loans




REGIONAL SUMMARY - EUROPE

Fast Moving Consumer Goods market dynamics

mmmmm Volume change Unit value change <+ @ ¢ Nominal Value Growth

e O

@ @ @ @ " 1L,7% @ 2,7%

2,1% 2,1% N
2,6% .
2,6% K

2,5%

2017 2018 MAT YA MAT TY Q117 Q217 Q317 Q417 Q118 Q218 Q318 Q418

Europe - Austria, Belgium , Czech Rep., Denmark, Finland, France, Germany, Greece, Hungary, Ireland, Italy, Netherlands, Norway, Poland, Portugal, Slovakia, Spain, Sweden, Switzerland,
Turkey, UK.
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FY 2018 GROWTH RATES PER COUNTRY (VERSUS FY 2017)

Fast Moving Consumer Goods market dynamics

m \/olume growth Unit value e+« @« Nominal Value Growth @
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HUNGARY

Fast Moving Consumer Goods market dynamics*

MAT 2018
2016 2017 Q4 2017 Q1 2017 Q2 2017 Q3 2017 Q4 2018 Q1 2018 Q2 2018 Q3 2018 Q4

8,200 SRR 5,3%
.

. o 3 3,8% ..

[5.9% ST s | -,
o N W0

o 4,3% . 2,8%
4,5%
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. . - 03%

mmmmm \/olume Change Unit Value Change eeeeee Nominal Growth
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* Data rerun for Drug channel enhancement until 2016 February



WHERE & WHAT
WE SHOP

Copyright © 2017 The Nielsen Company. Confidential and proprietary.



DISCOUNTERS MADE HEADWAY IN 2018

FUNCTIONAL CHANNEL VALUE SHARE % 2018 FMCG RETAIL OUTLET NUMERIC UNIVERSE

mHYPERMARKETS  mLARGE ORGANIZED = SMALL ORGANIZED
DISCOUNTERS = INDEPENDENTS ~ mDRUG Total Hungary

Hypermarkets Discounters
= |'|I:I

_

-4,5%

MAT LY MAT TY MAT LY MAT TY +1,2% +4 Aoy
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ALMOST ONE THIRD OF THE FOOD MARKET IS

PRIVATE LABEL

[
FOOD

Period: 2018 vs 2017

Sales Value Change%

TOTAL HUNGARY
FOOD PRIVATE LABEL BRANDED
PRODUCTS

Sales Value Change%
TOTAL HUNGARY

DRUG PRIVATE LABEL BRANDED
PRODUCTS

YTD TY
YTD LY

W PRIVATE LABEL

YTDTY

YTD LY
PRIVATE LABEL

-

BRANDED PRODUCTS

BRANDED PRODUCTS



SHOPPERS PREFERENCES AND PERCEPTIONS
REGARDING PRICE AND QUALITY HAS CHANGED
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