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Did you know?

* 1,343 new food outlets opened in Dubai in 2021

* UAE unemployment rate dropped to 3.9% from
%6.7 in 2021

* Dubai unemployment rate is 0.5% as population
crosses 3.5M

* UAE GDP per capita is $47.8K in 2021 with highest
in last decade

Sources:

https://www.khaleejtimes.com/food/dubai-1343-new-food-outlets-opened-in-emirate-in-2021?_refresh=true

United Arab Emirates Unemployment Rate - 2022 Data - 2023 Forecast (tradingeconomics.com)
https://www.khaleejtimes.com/business/dubai-unemployment-rate-at-just-0-5-as-population-crosses-3-5-million-mark
https://www.imf.org/external/datamapper/NGDPDPC@WEO/OEMDC/ADVEC/WEOWORLD/ARE

© 2022 Nielsen Consumer LLC. All Rights Reserved.
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Trade dimensions have changed over the last few years

Trade universe In urban

7 emirates covered (urban) reflects +19% growth vs
2017
Standard FMCG
39 channels channels* are growing
enumerated

faster with +28%

One of the top growing
band is Coffee/Tea Shops

with +112% growth

535K outlets are
enumerated

Source : NielsenlQ UAE Census 2022 vs 2017 *Hypermarket, Supermarket, Minimarket/Self Service, Pharmacy, Groceries



Biggest contribution to growth comes from Dubai with the help of
new residency areas (+46% growth for standard FMCG channels*)

Ajman +26%

counta0os e (10% of UAE) Ras Al
2017 Sharjah +27% - Khaimah -16%
(16% of UAE) _ Qg (3% of UAE)
Dubail +31% : '- “
(47% of UAE) : ‘)
: T W {bm@“' Umm Al

Quwain -6%
(1% of UAE)

Abu Dhabi +1%

(22% of UAE) Fujairah -7%
(2% of UAE)

Source : NielsenlQ UAE Census 2022 vs 2017 *Hypermarket, Supermarket, Minimarket/Self Service, Pharmacy, Groceries
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UAE market continues to show consumption growth in recent figures

despite further average price increases

FMCG Trends - Last 12 months vs year ago

+1.6%

Volume Change %

T

Value Change %

+0.6%

Unit Value Change %

Source : NielsenlQ UAE RMS Data Ending Sep'22

© 2021 Nielsen Consumer LLC. All Rights Reserved.

FMCG Trends - Last 3 months vs year ago

+1.3%

Volume Change %

T

Value Change %

Unit Value Change %
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UAE FMCG market has been showing growth for the last 1 year

UAE FMCG Value Change % - 3 months vs year ago
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Source : NielsenlQ UAE RMS Data Ending Sep'22

© 2021 Nielsen Consumer LLC. All Rights Reserved.



Majority of the industries witnessed improved
growth figures in short term, mostly led by TT

B MAT Value Share % m MAT Value Growth %

Ambient food _5.3% - 8.2%
Dairy || 157% 9.8%
Beverages [ EGEN
Snacking [N 127%
Personal Care - 11.2%

o
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l7.3%
|

0%

I
2.7%)|
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Frozen food - 8.0% 9.4%
Homecare - 5.7% I 11% :
Baby care [ 29% 19% |l :
Paper Products I 1.3% - 3-4%'
Petcare I 0.7% — 13.5%
FMCG 8.2%

Source : NielsenlQ UAE RMS Data Ending Sep'22

Last 3 Months Value Growth %
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54% |
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|
37% |
0.9% :
2.9% :
B 109%
[
FMCG 10.0%

13.1%

18.3%

15.8%

Improved
performance Is
coming from
both Modern
Trade and

Traditional
Trade while
consumption
growth is more
evident in
Traditional
Trade
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In fact, across top 20 categories, 75% of them are growing faster in

Traditional Trade vs Modern Trade

Faster MT growth
A

60%

\

CROISSANTS PRE-PACKED - SHELF

50%

STABLE
40%

c -
= .-
< .-
o 30% CHOCOLATE .-
(] -
= SNACKS BREAD ROLLS/PRODUCTS
> ' -~ READY TO EAT SHELF
E 09 SOFT DRINKS PP

i BISCUITS

ICE CREAM IMPULSE EGGS ‘
ICE

10%
RGENTS

YOGHURT LABAN

20%
FRESH MILK

WATER 30%

-10%
JUICES TIN/BTL/PLS TT Value Growth

Source : NielsenlQ UAE RMS Data Ending Sep'22

© 2021 Nielsen Consumer LLC. All Rights Reserved.

Bubble Size: Size of category at MAT

MT =TT line

—_

MEAT - (RAW) FROZEN

COOKING OIL

— Faster TT growth

40% 50 60%




“Although Traditional Trade is not where consumers spend most
time, they do visit more frequently this year

Channel relationship tiers

Hypermarkets Supermarkets
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Modern Trade growth comes mainly from average price increases
while consumption is picking up in Traditional Trade

UAE FMCG Value Change % — 3 months UAE FMCG Weighted Volume Change % ( ) \
Vs yearago -3 months vs year ago Unit Value
20.00% 20.00% Change % in
Q3'22

15.00% 15.00%

TT

10.00% 10.00%

5.00% 5.00%

000% = = = = L o - Ore) Y - —— —

-5.00%

Il +10.3%

-9.4% -8.5% \_ W,

-10.00% -10.00%

Q420 Q121 Q2721 Q321 Q421 Ql22 Q2722 Q322 Q420 Q121 Q2721 Q321 Q421 QI22 Q222 Q322

—Modern Trade =—=Traditional Trade —Modern Trade =—=Traditional Trade

Source : NielsenlQ UAE RMS Data Ending Sep'22

© 2021 Nielsen Consumer LLC. All Rights Reserved.



Traditional Trade is leading the growth and has
now reached highest share!

Channel Importance - Value

2% 2% 2% 3% 2% 2% 2% 3%

BEEDEEE B

820 83% 83% 81% 82% 83%  82%  80%

Q420 Q121 Q221 Q321 Q421 Q122 Q222 Q322

Modern Trade ®Traditional Trade ®On Premise
(Catering)

Source : NielsenlQ UAE RMS Data Ending Sep'22

Did you know?

Dubai is leading
the increase of
Grocery stores

in last 1.5 year
with +35%
growth. There
are ~600 stores
opened up
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Both existing popular areas and also emerging areas witnhessing

increased number of grocery stores
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Source : NielsenlQ UAE Census 2022 vs. 2017

DAMAC HILLS 2

© 2021 Nielsen Consumer LLC. All Rights Reserved.

Top growing areas amongst top 15 areas in

Dubai for Groceries

Al Quoz +182%
Al Badaa +100%
Warsan +66%
Naif +63%
Al Souk Al Khabeer +63%

Emerqging areas with small base in 2017

Jumeirah Village
Dubai Investment Park
Jabal Ali
Jabal Ali Village
Al Jadaf
Many more...
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Groceries are getting more sophisticated vs 5 years ago with more
variety of baskets and technical capabilities

Dubai Groceries

Computer Scanning One Door Cooler >50% Selling Area
Availability Available Dedicated for Food

Outer: 2022

Source : NielsenlQ UAE Census 2022 vs. 2017, Emirate: Dubai, Store Type: Groceries

erved.

umer LLC. All Rights Res

© 2022 nielsenlQ Cons
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A common theme for faster growing categories in TT is drop in
relative price index vs Modern Trade. Promotion intensity in MT goes
down which also impacts higher price increase in MT

Traditional Trade
KG price index vs MT %
11‘&11 UAE Modern Trade - Promo

112
104 .
N Intensity
91
89 85
“ | ‘ |79 : : :
| | | Q320 Q321 Q322

Frozen Cooking Biscuit Rice Laban  Yoghurt Fresh Milk
Meat oll

= Q321 mQ322

Source : NielsenlQ UAE RMS Data Ending Sep'22

erved.

umer LLC. All Rights Res
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Traditional trade offers more and more choice also

Average # of

items / store

2019
Qil 17
Choc 17
Yoghurt 22
Fresh milk 32
Frozen Meat 15
Haircare 8
Detergent 11
Skincare/Barsoap 3

Large groceries

2022
20
20
20
33
20

8
11
2

Medium/Small
groceries

2019 2022
11 13

22 24

16 15 ¥
26 27

10 13
6 5 w
8 8

11 13

Source : NielsenlQ UAE RMS Data Ending Sep’'22

Hero SKUs in TT are different and fewer

# items
contributing to MT TT
80% of category
Chocolates 337 46
Yoghurt 55 15
Detergent 91 13
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Focus sales energies where it matters

More stores now in the top tiers

Sales contribution

Gold

Silver

Bronze

Numeric contribution

Based on a basket of 6 major food categories in UAE, 2022 vs 2021

L

Sales per store

2.1x of Silver
42x of Bronze

© 2022 nielsenlQ Consumer LLC. All Rights Reserved.



Top brands show the way?

Key top SKUs in a Personal care category in UAE

100%
90%
80%

T 70%

Weighted 60%
Distribution

50%

40%

30%

20%

10%

Top SKU 1, 63%, 81%

)

Top SKU 3, 62%, 81%

Top SKU 2, 45%, 63%

[ ]
Top SKU 4, 30%, 53%

SKU, Numeric Distribution %, Weighted Distribution %

0%

0% 10% 20%

Source: NIQ Analytics Distribution Optimization

© 2021 Nielsen Consumer LLC. All Rights Reserved.

30% 40% 50% 60% 70% 80% 90% 100%

Numeric distribution —»

© 2022 nielsenlQ Consumer LLC. All Rights Reserved.



Top brands show the way?

Key top SKUs in a Personal care category in UAE

100%
Actual Category stores
90% & H 7”
Concentration curve
Top SKU 1, 63%, 81%
80% ®
Top SKU 3, 62%, 81%
T 70%
[ )
Weighted 60% Top SKU 2, 45%, 63%
Distribution
®
50% Top SKU 4, 30%, 53%
40%
30%
20%
10% o®
SKU, Numeric Distribution %, Weighted Distribution.%
0% ad
0% 10% 20% 30% 40% 50% 60% 70% 80% 90'0/0 100%

Source: NIQ Analytics Distribution Optimization

© 2021 Nielsen Consumer LLC. All Rights Reserved.

Numeric distribution —»

© 2022 nielsenlQ Consumer LLC. All Rights Reserved.
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Efficient distribution based on category sales can amplify returns

Key top SKUs in a Personal care category in UAE

100%
Actual Category stores
90% & H 7
Concentration curve
Top SKU 1, 63%, 81%
80% ®
Top SKU 3, 62%, 81%
T 70%
Weighted 60% Top SKU 2, 45%, 63%
Distribution .
~15% of the stores in the category
50% |~ o
account for 50% of category sales
40%
30%
20%
10% .O
SKU, Numeric Distribution %, Weighted Distribution.%
0% e
0% 10% 20% 30% 40% 50% 60% 70% 80% 90‘0/0 100%

Numeric distribution —»
Source: NIQ Analytics Distribution Optimization

© 2021 Nielsen Consumer LLC. All Rights Reserved.
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Efficient distribution based on category sales can amplify returns

Key top SKUs in a Personal care category in UAE

100%
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T 70%

Weighted 60%
Distribution

50%
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0%

Source: NIQ Analytics Distribution Optimization

© 2021 Nielsen Consumer LLC. All Rights Reserved.

Actual Category stores
“Concentration curve”
Top SKU 1, 63%, 81%

)

Top SKU 3, 62%, 81%

Top SKU 2, 45%, 63%

SKU 2 can access additional 25% of category
sales (reach 88% weighted distribution), with
the same number of stores it reaches today
(45% numeric distribution)

Top SKU 4, 30%, 53%

Incremental sales opportunity of $0.5mn
through distribution optimization

e
SKU, Numeric Distribution %, Weighted Distribution.% .

0% 10% 20% 30% 40% 50% 60% 70% 80% 9(:’/0 100%

Numeric distribution —»

© 2022 nielsenlQ Consumer LLC. All Rights Reserved.



Evolving UAE trade and FMCG dynamics leading certain changes

1. UAE's retail landscape is positively impacted post Expo and
Dubai is leading the way

2. Traditional Trade is becoming more important,
and stores are getting more sophisticated with
wider variety & technology

22



Thank you

UAE Retail Census 2021-22

Total stores captured : 53K

Fieldwork : Nov '21-May'22

Channels covered: Modern Trade, Self Service, Traditional Trade, Catering, Leisure, Tobacco,
others

Cities: All 7 emirates (urban)

© 2021 Nielsen Consumer LLC. All Rights Reserved.
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