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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

dBalance of payment
AQConsumer confidence
AForeign Direct investment (FDI)

QGDP

QGross National Income(GNI) _ _
QlInflation : - GDP -
Qpoverty ' 100 40
adimports

QEXxports

ATrade balance
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C&C-Economy Finance and Trade-- (2000-current)
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Country Comparison Indicator Comparison

What is it?

Quarterly comparizon of Industrial Production Index - % growth over previous period, Real GDP Growth - % growth over previous period, Private Final Consumption
Expenditure - % growth over previous period and Exports - US$ million for USA (seasonally adjusted)
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C&C-Economy Finance and Trade-- (G7+10 emerging economies
+China)
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C& C - Government ,labor and education (977-2014)

- Corruption

- Domestic policy

- Easy of doing business ranking P

- Elections ' O
- Foreign trade policy /

- Global competiveness index
- Government expenditure

- Government finance

- Labor

- Literacy and education

- Minimum wage per month
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C&C government labor education-
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C&C—Industry ,Infrastructure ,and Environment

Agriculture
Automotives
Industrial output
transportation

Energy resources
and output

30

Environmental . . . .

data e~
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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.

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.

ISDN
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C&C—Population and homes (1997-2020)

=Births

. ‘él,un
*Crime T
=Death

»Foreign citizens (1977-2020)

*Dependency ration

*Home ownership

*Household profiles ¢ )
= and area per capita

=Net migration

»Population density &b

»Average age of population

=Population: National estimate: 0 /
January 1st
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C& C —Income and expenditure (1997-2015)

»Annual gross income
»Annual disposable income
»Annual gross income by
age
=Annual gross income by
source
=Disposable income by
education B D
»Average annual disposable - 85 :
Income by sex .
45-49

=Household diSposabIe US$0-500,501-1000,1000-
income distribution .
=Savings | . ' o
=Taxes and social -

. US$500+,1500+........ 45000+
contributes
=Consumer expenditure
=Consumer prices and costs
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C&C—Consumer trends and lifestyle

Cimema and film
Consumer megatrends
Consumer segementation
Heatlh

Media access

Museumes

Press trends
Web2.0

Yy X
(40-60 )
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C&C—Consumer trends and lifestyle—
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C&C—Consumer trends and lifestyle—
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TOP DOWN

GLDBAL AND REGIONAL ANALYSIS
BY INDUSTRY EXPERT TEAMS

TRADE SURVEYS

= Suppliers, manufacturers, distributors,
retailers, industry bodies

= Exchange of interpretations

* Consensus building

* Qualitative as well as guantitative issues

INDUSTRY TREND MONITORING

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

DESK RESEARCH

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

- (VYN 14 | - Annual accounts and reports, broker reports

* Business and financial press

Data fi
and rep

COMPANY ANALYSIS

STORE CHECKS

* Global and regional sizes and shares

" Multinational company profiles and
brand ownership

* Draws on wealth of country

research
DATA STANDARDISATION

= Consolidation and reconciliation

= Comparative analysis across
countries

= Checking and validation

= 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

AN

NATIONAL MARKET ANALYSIS
IN 20 COUNTRIES WORLDWIDE

BOTTOM UP e
27
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Data definitions and methodology |
cheeked 6 untry————

Data are standardised to ensure
cross-country comparability

ODELLING
Gaps in time-series estimated
Data for missing countries modelling
v

Forecasts generated where
relevant

N 2URRMHEME:

Countries are cross-checked to ensure quality
Checking_against other relevant data sets is also undertaken

L 4 A 4

detailed research, data J| Unique dataset that is the result of months of
1g manipulation and advanced statistical modellii 4)

28
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Let us start with some fun facts...
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C&C-GDP In Australia, Brizil , Canada

14
"aEhan o
Market Sizes ¢ Historic ® Value at Current Prices G D P
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C&C —Exports of Netherland
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Welcame, Huan Huang
Int
H & & Pl
Market Sizes » Historic ® Value at Current Prices
D GDP 79.3% Key: W Related Reports B Related Comment i Chart for this Row
@ [ 2004~ [ 2005v | 2006~ [ 2007~ | 2008~ [ 2009~ |

Netherlands

D 263% e Total GD? - € mn 451,184.0/513,407.0/540,216.0/568,664.0|595,883.0 | 569,402.0
g Exports of Goods and Services - € mn  326,111.0|357,453.0/393,475.0|425,319.0/456,999.0|451,816.1
& Exparts-(fab) to Germany - USH 79,862.7 87,029.5 102,001.7 115,408:2|138,905.3 | 118,580.1

Q 10% GDP o

Category definiticns | Calculation wariables

2% Sources:

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

2008 GDP 2% 2009 O ——
15% 2009

GDP
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C&C —Imports of Algeria ,Morocco
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Imports

17,854.0 19,857.0/21,010.027,439.0|39,156.0 34,544.0

Imports (cif) of Food and Live Animals, SITC

Classification 0 3,489.5 3,433.0

3,542.8 4,760.7| 6,522.5 5,746.7

Imports (af) of Beverages and Tobacco, SITC

Classification 1 34.3 57.4 S6.4 145.1 258.7 232.5
Imports (af) of Crude Materials Exc. Fuels,

SITC Clazsification 2 451.5 457.4 588.6 809.1 1,211.5 1,076.1
Imports (cif) of Mineral Fuels, SITC 1643 1045 2343 =005 4525 a01n
Classification 3 . . . . . .
Imports (cif) cf Oils and Fats, SITC 372.9 3116 3748 506.2) 6923  613.0

Classification 4

Imports (cif) of Chemicals, SITC Classification 2,150.4 2,373.4) 2,527.1| 3,221.2| 4,566.4 4,025.2

5
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C&C —Government spending

25%

20%

15%

10%
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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

reeede [ 2o0s- [ 2005~ [ 2006~ [ 2007~ [ 2008~ [ 2009~ |
Total GDP
N B 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 EEdk Russia 536,755.1 680,868.4 547,048.5 1,042,502.1 1,311,905.8 1,210,098.9
r 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
r 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
r France 2,306,695.5|  2,398,231.2| 2,509,904.0) 2,632,467.1|  2,708,477.3|  2,660,654.9
r 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
r Ttaly 1,933,435.0 1,986,162.6)  2,063,829.0  2,146,552.7|  2,184,522.9  2,118,629.2
r United Kingdom 1,876,051.5 1,055,746.8|  2,067,623.2| 2,181,604.9| 2,258,817.4|  2,176,266.1
Government Expenditure on Social Security and Welfare

20% r B Japan 536,350.6 548,012.6 £59,040.3 570,964.6 583,374.3 561,348.0
M Ed Russia 43,470.9 48,905.2 56,313.5 53,994.2 80,010.9 69,650.8
r Canada 95,267.0 99,576.4 104,063.1 109,903.8 114,268.4 109,145.8
N B Usa 760,600.0 805,000.0 842,800.0 §81,500.0 913,733.2 8§97,402.5
r France 496,271.3 516,305.5 539,510.4 563,197.4 582,880.8 576,127.2
| mEET Germany 676,097.0 590,922.3 687,129.1 687,115.2 689,134.4 671,519.5
N B Italy 432,627.1 443,6841.1 464,033.8 4592,173.5 512,208.1 502,372.3
M B United Kingdom 384,136.5 399,454.8 411,285.5 425,0059.9 440,031.3 425,548.9
Category definitions | Calculation variables

. .
Social spending as % of GDP
23.70%
21% .
20% 19.60%
450
1570
0 1400,
0.1070
5.80% 6.27% I
Japan Russia  Canada USA France German Italia UK
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C&C—Energy intensity
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Energy Intensity Hemms |(u
. . Historic ® US$ per tonne of energy consumed
Indicates the value of gross domestic T T A
product produced per tonne of oil AN T6e0e I I I N —
. Energy Intensity
eqUIvaIent of energy consumed. 6,232.2[[ 5,213.25 Il o Bungary I 4,272.9|] 4,327.9] 4,485.7|] 5,581.8 |
2,585.5] 2,042.45 JL— Saudi Arabia il 1,508.4 2,145.37| 2,321,897 2,355.4 7|
0,245.9 | 8,530.4f= [ s Swedan | 7,387.3| 7,201.8] g,238.9] 9,450.6 |
' ” Category definitions | Calculation varizbles
/ Sources:
1. Energy Intensity: Euromanitor International from national statistics

Euromonitor Int=rmational 2201
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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
2% of Household Annual Disposable Income by
i
r - Decile: Decile 2 2.8 2.8 2.7 2.7 2.6 2.6
l m %% of Household Annual Disposable Income by
10 r - Decile: Decile 3 4.0 3.9 3.8 3.8 3.8 3.7
24 of Household Annual Disposable Income by
ks
ros Decile: Decile 4 5.1 5.0 5.0 4.9 4.9 4.9
24 of Household Annual Disposable Income by
ks
ro Decile: Decile 5 6.3 8.3 6.2 6.2 5.2 6.1
2% of Household Annual Disposable Income by
ks
ros Decile: Decile & 7.8 7.7 7.7 7.6 7.6 7.6
2% of Household Annual Disposable Income by
ks
a ros Dedile: Degile 7 8.5 95 85 95 54 94
r ik % of Household Annual Disposable Income by 190 12.0 12.0 120 120 120
47 90/ 35 20/ - Decile: Decile & . . . . . !
’ 0 ’ 0 - il % of Household Annual Disposable Income by 16.3 15.3 16.4 6. o -
B Decile: Decile 9 . . . . . v
% of Househaold Annual Disposable Income by
I
r = Decile: Decile 10 34.8 35.3 35.4 35.7 35.9 36.1
0B [iniTndey.. an 1 asAl_azo) azsl az7 azs
40.00%
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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.

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.
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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
Germanv
Gl frorn roal cstato, ronting and bosiness aoivitios LAk
G from manutacturing LLL From 2003 to 2008’
G from clociricity, gias and waior sapply i Germany’s economy
GO from he: 28, A ..
GP from o (GDP by Origin)
|||:|',:||c\:-':|; vpd L
G frorn findmcial inboomogdist I A L greW by $4336b
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Future Demographic - Russia

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

4
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=l sratizrics Year Source: Eurcmonitor Internation

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).
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Euromonitor offers unique insight regarding
leading retailers and manufacturers. Clients
planning and market-by-market execution.

Wal-Mart Stores Inc

Headquarters UsA

Morth Amenca, Latin Amenca,
Westem Europe, Asia-Pacific
Hypermarkets, supermarkets,
discounters, mass merch an drsers,
imtemet retailing

3.1% (2008)

31%2007)

Regional Involvernent

l Sector Involvemnent

World retasling share
{2007-2008

I ———— =
Malue growth (2067-
2008

Strategic Evataation
SWOT - Wal-Mart

WalMart Stores Inc B o W —

s Inc

Low-price positioning “
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© Euromonitor International

Consumer Appliances

the global strategy and local operations of
use our company intelligence for long-term

Wal-Mart Brasil SA - Retailing - Brazil

STRATEGIC DIRECTION

» Wal-Mart Brasil SA's strategic focus in Brazil is concentrated upon low-income consumers. Motivated by Brazil's economic stability,
rizing income levels and an emerging middle class, Wal-Mart is focusing its attention on increasing penetration among lower-
income segments. Growth strategies include, primarily, the opening of new stores rather than acquisitions. It anncunced an
investment in the region of R$2 billion for the opening of 90 stores in 2009,

" Those brands more suited for i |nc:reasmg the companv 3 appeal amaong Iower income segments are Todo Dia and the
W h and 3 Ml f

w Currently, Tedo Cia is rezponsible for @ small share of Wal-Mart's businezz in Erazil. However, this iz
forecast pericd as the company haz anncunced plans to make Tode Dia @ major lement in its growtk

expected to change over the
| strategy.

n Wal-Mart is expected to begin onling sales, given the growth of internet retailing in Brazil. This will be
initiatives in this channel, including Extra.com from Cia Erasileira de Tistribuicde.

in responze to competitors’

KEY FACTS

Summary 1 Wal-Mart Brasil Ltda: Key Facts

Avenida Tucunare 125, Barueri, 06460-020 Brazil
Tel: 455 1 minacann

Chart 2 Wal-Mart Brasil Ltda,

Fax: +55
A WA
Fetail Hyps
fermats/channels;

Ealaiz, Eig, MNacional, Retail brands: Wal-

Mere

i) Y

Elramizniten [nke et

Summary 2 Wal-Mart Bra
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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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Ouilet Innovation Consumer Foodservice - NPD |®Euromonitor international =

Retailers Increasingly Important Foodservice Players

ConveGrocery Retailers Making Serious Push Into Consumer Foodservice onis

and
ially,

300
250

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

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 e Fixed 2009 Exchange Rates ® Value at Current Prices e

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

16002
USA

(EE-IEEY | =] Hypermarkets 17.3 14.3 11.4 S.0 7.2
[EE-IEES | s Supermarkets 2.6 0.8 1.5 3.1 3.1
[Je&imm Discounters 6.6 -3.6 11.3 5.0 5.2
EPn | | Food/Drink/Tobacco Specialists 6.3 9.2 -0.3 -0.9 -4.6
United Kingdom
[WE-IEEY | s} Hypermarkets 13.3 10.2 1.9 9.3 7%
[ s&:mmn Supermarkets =2.7 -1.9 0.3 2.3 2.9
HEEE Discounters 9.6 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] |=]

Category definitions | Calculation variables

LS THgiT U (T UIHN Wigiiis 1A VNUIT 1 UUUDS gl gl Ui 1UwW THU JTUH vegimimigi L giid UiSUWUUINILTI D SULll g midl,, g Tidiniuss Wi nnigjul W =

permarket chains have steadily upgraded their outlets, stocking more premium items, more natural and organic products, and re

‘itting existing outlets with improved furnishings and whele sections devoted to specialty products such as wine and cheese. This tr

ind has steadily eroded Whole Foods' competitive advantage, while leaving the chain open to the perception that its products are o

erpriced relative to the competition. The new, expanded focus on foodservice and other amenities represents Whole Foods' effort to ¢
zlaim the high around, offering an experience fundamentally different to that found at any other local groﬁ:ﬁ .
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Number singles and one-person households to rise
gradually to 2012, with fastest growth in emerging
Iplalg (E\CTES

‘ L}

Gfowth will'stem 1rom nigher numper or women In

winrle anA adiiratinn: inAraacina waalth: Imwwar kit

Historic ® number Per Capita
Key: B Related Reports @ Related Comment s Chart for this Row

W o)

Passenger cars in use

discourage growth of single households. ea bv,
" intréducing occupancy taxes or promoting shared
or community housing schemes

Growth in singles will lead to higher number of city
apartments, offering opportunities for marketers of

compactflirnitUesse == T fiege
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Market Sizes e Historic ® Qutstanding Balance ® US$ Per Capita ® Fixed 2009 Exchange Rates e Value at Current Prices
Key: B Rezlated Reports B Related Comment s Chart for this Row © Nen-performing vs Others loans

Neeede@ [ 208V 2005 20065 2007 2008w [T 2009~

China

—_—— -

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

Key: M Relatad Reports B Related Comment i Chart for this Row M Company Shares O Card Expenditure by Location [ Card Expenditure by Sector DDomestic vs Foreign Spend

00eedd [ 2004~ | 2005 | 2006~ | 2007~ | 2008~ [ 2009~

China

& «mooo Debit Transactions 60.0 80.5 160.9 236.7 287.1 334.0
[|sz+mOo0 Credit Card Transactions 16.3 45.4 88.9 141.9 183.6
[:]ﬁai ooo Charge Card Transacticns - - - - - -
| €m Pre-Paid Transactions 7.6 5.2 12.1 17.0 20.1 22.S

ez Store Card Transactions - = T T ' z
Chile

U

[J® «mOoO0 Debit Transactions 83.1 86.4 128.0 3 194.6

s «=mooo Credit Card Transactions 156.4 165.2 283.5 .8 573.1

& « ooo Charge Card Transactions - - - - - -
O i | Pre-Paid Transactions 10.0 15.3 42.0 30.6 B 3

' T e~ — TooC

[0 & Education Lending 346.0 415.3 4385.1 579.4 703.5

[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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| S8 Bl i sl =

Companv Sharec (hv Glohal Rrand Ownerl @ Retail Value RSP evrl Salec Tax @ 9 hreakdown

Ko B R& 3

0o = 0.4 0.4 0.3 0.
0o @ 0.3 0.2 0.2 0.
0o & 0.2 0.2 0.2 0.
[m]) S 0.1 0.1 0.1 0.
0o = 0.1 0.1 0.1 0.
[ e 0.2 0.2 0.2 0.
O = 0.0 0 0.1 0
[m{j uie 0.1 0.1 0.1 0.1 0.
[l 0.1 0.1 0.1 0.1 0.
[m{f e 0.1 1 1 0.1

O & Kasymov N N n N N
M i Salbmlnmm Sl "
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Channel Fragmentation Expands Grocers’ Presence Retailing - Grocery © Euromonitor mtematio.._.?f‘l'i

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

068 (& 1903~ | 1999~ | @ 2000~ [& 2001~ | 2002~ | @ 2003~ [& 2004~ | & 2005~ | @ 2006~ | & 2007~ | & 2008~

Western Europe

- —_—E 8 -

Clqt_hing and footwear

W

Store-Based Retailing

R 3.6 53.4 93.3 S$3.0 52.8 92.7 52.5 52.3 92.0 S1.3 S0.9
[ Grocery Retailers 6.3 6.8 7.3 7.8 8.3 8.8 8.3 8.7 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 80.8 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
thine f A neciali
[ leu.rlnng and footwear specialist 64.8 64.6 64.5 €49 64.0 63.8 63.6 63.% 63.2 63.0 62.7
retailers
[ Other Non-Grocery Retailers 8.8 8.5 8.4 8.1 8.0 7.8 7.6 7.5 72 6.5 6.3
=
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Market Sizes e Historic ® Number of Cards e cards Per Capita
Key: 8 Related Reports B Related Comment i Chart for this Row Bl Company Sharss

0@ 2
| Hong Kong, China .
| Os = ATM Function 1.8 2.1 2.2 22 2.2 2.
| |[JEEwm Debit Function 1.7 1.8 1.8 2.0 2.1 2.
| Oeswm Credit Function 1.6 1.7 1.9 2.0 2.0 2
L J® &= Charge Card Function 0.1 0.1 0.1 0.1 0.1 0.
0 &= Pre-Paid Function 1.7 2.0 2.1 2.4 2.6 2.
| |[Ow «m Store Cards 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.
g8 «m Debit Function 0.0 0.0 0.1 0.1 0.1 0.
| [Oeesm Credit Function 0.0 0.0 0.0/ 0.0 0.0 0.
) JeEELem Charge Card Function 0.0 0.0 0.0 0.0 0.0 0.
O «m Pre-Paid Function 0.0 9.0 0.0 0.0 0.0 0.
) | OeExm Store Cards 0.0 0.0 0.0 0.0 0.0 0.
| Os & ATM Function 1.3 1.5 1.7 1.9 2.1 2
| O8 «m Debit Function 0.7 0.9 1.0 1.0 11 1.
I P-ETY | Credit Function 0.4 0.5 0.6 0.7 0.8 1
) e Charge Card Function 0.0 0.0 0.0 0.0 0.0 0.
| Bt BT ' ' = ' ' :
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