


Agenda

1. GfK’s global market research and the Animal and Crop Health Division

2. The PetInsights Study: methodology and sample

3. Findings: Relevance of pet food recommendations by retail channel

4, Summary

© GfK 2014 | Pet Forum Asia 2014 | Confidential 2



GfK's global market research
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GfK. Growth from Knowledge

We turn research into smart business decisions

GfK makes research matter by delivering the future.

In a digitized world, we are the trusted source of relevant market and
consumer information that empowers our clients to make smarter
decisions.

As thought leaders in our industry, we have a deep understanding
of consumer experiences and choices.

We are 13,000 passionate experts with more than 80 years of data
science experience and German heritage. We deliver globally with vital
Insights into local markets in 100 countries.

We turn research into business opportunities. Through innovative
systems and partnerships, we integrate on- and offline data to support
Growth from Knowledge.

Our goal is simple: enable our clients to create winning strategies
to enrich consumers’ lives.
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Our big thinking is at home in more than 100 countries

Albania
Algeria
Argentina
Australia
Austria
Azerbaijan
Bahrain
Bangladesh
Belarus
Belgium
Bolivia
Bosnia-Herzegovina
Botswana
Brazil
Bulgaria
Cambodia
Canada
ChileB

China
Colombia
Croatia
Cyprus
Czech Republic
Denmark
Ecuador
Egypt
Estonia
Finland
France
Georgia
Germany
Greece
Guatemala
Hong Kong
Hungary
India
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Indonesia
Iran

Iraq

Ireland
Israel

Italy

Ivory Coast
Japan
Jordan
Kazakhstan
Kenya
Korea
Kuwait
Kyrgyzstan
Latvia
Lebanon
Libya
Lithuania

Macedonia
Malaysia
Mexico
Montenegro
Morocco
Mozambique
Netherlands
New Zealand
Nigeria
Norway
Oman
Pakistan
Panama
Paraguay
Peru
Philippines
Poland
Portugal

Qatar
Romania
Russia
Saudi-Arabia
Senegal
Serbia
Singapore
Slovakia
Slovenia
South Africa
Spain
Sudan
Sweden
Switzerland
Syria
Tajikistan
Taiwan
Tanzania

Thailand
Tunesia
Turkey
Turkmenistan
Uganda
Ukraine

United Arab Emirates
United Kingdom
Uruguay

USA
Uzbekistan
VVenezuela
Vietnam
Yemen



We belong to the top ten market research companies

Rank Company Market share 2012 Sales 2012 (in US$ million)
E 1 The Nielsen Company, USA 13.9% 5,429.0
EE 2 Kantar Group, UK 8.5% 3,338.6
“ 3 Ipsos, France 5.9% 2,301.1
Bl 1, GfK, Germany 5.0% 1,947.8
= 5 IMS Health, USA 2.6% 775.0
= 6 Information Resources, USA 2.0% 763.8
® 7/ INTAGE, Japan 1.3% 500.3
B= g Wwestat, USA 1.3% 495.9
B= 9  Arbitron, USA 1.2% 449.9
B= 10 The NPD Group, USA 0.7% 272.0

Source: Honomichl Global Top 25 Report 2013
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We have experts in every major industry

»*
»*
*
»*
*

Py Automotive Professional Services

Consumer Goods Public Services

()
&
Juse

Energy Retail

Our

Fashion & Lifestyle Technology

Travel & Logistics
W Animal Health

'l .
% Agriculture
;

Health

Media & Entertainment
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)
®
T
g Financial Services
-
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Strong Animal and Crop Health research capabilities

ur Team: I
160 Full-Time '
Employees
35 Retained R — Sectors:
Consultants J Agriculture
17 Natlonalltles GIObaI Crop PrOteCtIOn ..........
ssparner  //  Coverage: Animal Health by oiact
Agencies 3integrated .\ Animal Nutriton 4 mix:
regions: Europe, 4 '
............................... Asia and The 34% Custom
Americas Research
17 offices across 58% Tracking
13 countries Research
""" 8% Industrial/

Italy Malaysia Ireland Australia
Germany Poland Portugal
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GFK

Consultants for some of the world’s best manufacturers

o R

CERTIS @ Arysta LifeScience

syngenta &

JOHN DEERE

Cheni@

N—_ %MDOW AgroSciences

@Ej Bayer

Gowan
N\ ewsmmon

Nufarm @

CLHAS  SMOMOCGEMCA —
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MAKHTESHIM
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™ Boehringer Y?tf’q"'"°l K CNH , a »
||"I Ingelheim 5 Signe de fsuin Hills i PIONEER, defra =
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http://animalhealth.bayer.ca/index.html
http://www.google.co.uk/imgres?imgurl=http://www.bcsclients.com/files/bi.jpg&imgrefurl=http://www.swhorsetrader.com/2009/11/boehringer-ingelheim-animal-health-closes-deal-to-acquire-a-significant-portion-of-the-fort-dodge-animal-health-business-from-pfizer/&usg=__RSgADEpT31laKYKcDkCT64N-PMw=&h=300&w=937&sz=121&hl=en&start=3&zoom=1&um=1&itbs=1&tbnid=r5fLYNqvCna1LM:&tbnh=47&tbnw=148&prev=/images?q=boehringer+animal+health+logo&um=1&hl=en&rlz=1W1ADFA_en&tbs=isch:1&ei=6xc0TYX1O8aWhQeHrpigCw
http://www.google.co.uk/imgres?imgurl=http://www.jabberingjessi.com/wp-content/uploads/2010/11/Royal-Canin_logo.jpg&imgrefurl=http://www.jabberingjessi.com/royal-canine-for-cats-review-giveaway-canada-only/&usg=__LUKzgGNZFpCUmL9BfLPmAD39cow=&h=569&w=1856&sz=257&hl=en&start=1&zoom=1&itbs=1&tbnid=5VTPkJl3dIrGOM:&tbnh=46&tbnw=150&prev=/images?q=royal+canin+logo&hl=en&gbv=2&tbs=isch:1&ei=wxg0TYG9OYmLhQf7r9yeCw
http://www.ava.eu.com/resources/uploads/images/img/Vetoquinol Green Logo.jpg
http://www.google.co.uk/imgres?imgurl=https://www.hills-holos.com/images/img_hills_logo_cropped.gif&imgrefurl=https://www.hills-holos.com/&usg=__swAZ9B98l6e82OKkV2kJ6wJsbiM=&h=51&w=51&sz=3&hl=en&start=13&zoom=1&itbs=1&tbnid=PHHsNdVB1BvQHM:&tbnh=51&tbnw=51&prev=/images?q=hills+pet+nutrition+logo&hl=en&gbv=2&tbs=isch:1&ei=Jx00TZ_OMM6IhQf24s2gCw
http://www.google.co.uk/imgres?imgurl=http://www.nufarm.com.my/images/header/nufurm-logo.gif&imgrefurl=http://www.nufarm.com.my/&usg=__f1AiVpOOTrRYEHTTDnqPoLECawM=&h=120&w=140&sz=2&hl=en&start=4&zoom=1&itbs=1&tbnid=erjFdp1nLGEPyM:&tbnh=80&tbnw=93&prev=/images?q=nufarm+logo&hl=en&gbv=2&tbs=isch:1&ei=HBk0TZ38JYuDhQfvluCWCw
http://www.google.co.uk/imgres?imgurl=http://www.imbio.de/conference08/images/kws_logo.png&imgrefurl=http://www.imbio.de/conference08/&usg=__sI7T5DkOFzQzjRKpSFNW4S7Qtek=&h=312&w=226&sz=42&hl=en&start=2&zoom=1&itbs=1&tbnid=VLcGYQ-xvtXisM:&tbnh=117&tbnw=85&prev=/images?q=kws+logo&hl=en&gbv=2&tbs=isch:1&ei=Ohs0TayeLtC2hAe_s9moCw
http://www.google.co.uk/imgres?imgurl=http://i41.photobucket.com/albums/e272/MiiChEllE23/JohnDeere-Logo-4C-Lvert.jpg?t=1193906342&imgrefurl=http://www.coolchaser.com/graphics/tag/john deere logo/&usg=__SqzCbXk4RZ5UOHIHtoDfmpgaomY=&h=309&w=449&sz=23&hl=en&start=10&zoom=1&itbs=1&tbnid=DBh70EQ4eMpKOM:&tbnh=87&tbnw=127&prev=/images?q=john+deere+logo&hl=en&gbv=2&tbs=isch:1&ei=JRw0TfXAGoewhAfAytmmCw
http://www.google.co.uk/imgres?imgurl=http://admin.certiseurope.com/01/MyImages/ChemturaLogo.gif&imgrefurl=http://www.certiseurope.nl/Certis.nl/Nederlands/Home/About+Us/Internationaal/Partners/page.aspx/1072&usg=__Z4olg1VJCxPDJ_ni9rpQDi3eH5U=&h=174&w=388&sz=6&hl=en&start=2&zoom=1&itbs=1&tbnid=ptfzlgu_TiwR0M:&tbnh=55&tbnw=123&prev=/images?q=chemtura+logo&hl=en&gbv=2&tbs=isch:1&ei=Sxw0TbLyN8TBhAf5pYWpCw
http://www.google.co.uk/imgres?imgurl=http://www.tractortradex.co.uk/news/wp-content/uploads/2010/10/claas_logo.jpg&imgrefurl=http://www.tractortradex.co.uk/news/claas-tractors-for-sale-embracing-smart-technology-400.htm/claas_logo-2&usg=__NhRcF0aNzSA6Rbcfkz590bv7nXs=&h=432&w=2239&sz=54&hl=en&start=2&zoom=1&itbs=1&tbnid=D1tA79MooBQ9iM:&tbnh=29&tbnw=150&prev=/images?q=claas+logo&hl=en&gbv=2&tbs=isch:1&ei=axw0TfjpGouYhQf695WiCw

The Petlnsights Study: Methodology and sample
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METHODOLOGY



PetIinsight examines and tracks pet food brand
recommendations made by key influencers

Key influencers = vets, pet store staff, breeders, online sources
» Have the potential to impact decisions of pet owners when choosing food for their pets.

The study results help businesses to:

» Quantify the impact of investments in marketing initiatives with channel partners.

» Determine how investments are being translated into actual brand recommendations.
« Compare the share of recommendations across pet food brands.

» Track the impact of recommendations made to pet owners over time.

© GfK 2014 | Pet Forum Asia 2014 | Confidential 12



Key research questions

1

Incidence

Share of
Recommendations

Compliance

© GfK 2014 | Pet Forum Asia 2014 | Confidential

GFK

Which percentage of owners receive a recommendation for pet
food from any source?

How wide-spread are recommendations from key influencers?
How do recommendations vary based on vet/pet demos?

What share of recommendations does each brand currently
achieve?

How do these compare to other brands?

How frequently do pet owners comply with recommendations?

How brand loyal are owners after receiving a recommendation.

13



Methodology

2012 Online Survey
« Conducted in the U.S. with dog and cat
owners

 From 18 March to 3 April 2013

« 2,345 respondents completed the survey
(1,271 = dog version; 1,074 cat version)

2013 Online Survey

« Conducted in the U.S. with dog owners
« From 3 March to 20 March 2014

« 1,331 respondents completed the survey
(dog version only)

© GfK 2014 | Pet Forum Asia 2014 | Confidential
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Respondents were
screened on the '

following criteria:

Own 1 to 4 dogs

Personally responsible for at
least half of the household’s
pet food shopping.

Received a recommendation
for pet food from a qualifying
source (vet, pet store,
breeder, or online).

At least 19 years of age.

Do not work in advertising,
media, or marketing; as a pet
breeder/trainer/vet or kennel
owner/manager; or for a pet
food manufacturer/distributor/
retailer or pet store.

4

14



SAMPLE FOR DOGS



2012 Respondents

Population Dog Owning Cat Owning
(000°’s) HHs HHs
Northeast 6,530 6,784
South 18,224 13,105
Midwest 9,705 8,380
West 9,318 8,043
Total 43,777 36,312

Dog Owning Cat Owning
Sample HHs HHs
Northeast 216 236
South 485 341
Midwest 300 264
West 270 233
Total 1,271 1,074

*Based on 2012 AVMA and 2010 Census data
© GfK 2014 | Pet Forum Asia 2014 | Confidential
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Demographics Snapshot

)
71% /i\ 36% g 69% N i.
female 50-59 years old married

11% %’ﬁ{ f‘% 39%

kids at home employed full-time

$62,500 ''$ )

median household income

890 high school 9304 Caucasian

2690 some college 19 African American

389 college grad 196 Hispanic

29094 advanced 20/  Asian

n = 2,345 pet-owning HHs that received a pet food recommendation
16



Findings: Relevance of pet food

recommendations by retail channel
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Overall incidence of recommendations

About 3 in 10 dogs received a recommendation for pet food within the past 12 months.

Pet food recommendations were most likely to come from a vet clinic, followed by a pet store and
friends/family.

Total Dogs 2012 2013
Received a pet food reco (past 12 months) 29.3% 32.6% 'T‘
Recommendation Source 2012 2013
Veterinarian Clinic 14.8% 15.8% @
Friend/Family Member 9.0% 104% A
Pet Store 9.7% 108% A
Online source 3.9% 5.3% ¢
Breeder 1.8% 2.1%
Animal Shelter 1.3% 1.4%
Pet Show 0.6% 0.6%
Other 2.3% 2.2%

n=12,266 dogs (2012)

n=13,036 dogs (2013)

A3. Thinking of all your pets, did you receive a recommendation for pet food from any source in the past 12 months? (Select one response for each species shown).
A4. In the past 12 months, from what source(s) did you receive recommendations for pet food? (Select all that apply).
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Share of recommendation sources

About 4 in 10 pet food recommendations came from a vet clinic.
» Another one-third of pet food recommendations came from a pet store.

39.4%

Vet 38.8%

Pet Store
Friend/Family

Online

m 2013
m2012

Breeder

Shelter

Dog show

Other

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

n = 2,511 pet food recommendations (2012)
n = 2,594 pet food recommendations (2013)
B3. Please indicate the source(s) of all recommendations for pet food that you received in the past 12 months. (Please select all responses that apply for each pet).
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Pet food purchase influencers

GFK

Three-fourths of dog owners considered vet advice very influential on their decision to purchase pet food,
while another half considered the vet nurse/staff very influential.

Top 2 Box %

Vet advice

Vet nurse/staff

Friend/Family

Pet store/shop advice

Vet advertising

Breeder

Internet/online

Animal Shelter/Humane Society
Product manufacturer website
Specialist books

Groomer

Pet store/shop ad brochure
Pet magazine

TV programs

Library
National/Regional pet shows
Magazines

TV ads

n =1,271 dog-owning HHs (2012)
n = 1,331 dog-owning HHs (2013)

32%
31%

4%
25%

22%
21%
1%
23%

18%
18%

17%
15%

75%
74%

56%
54%

m2013
m 2012

20% 40%

J1. What level of influence does each of the following sources have on your decision to buy pet food?

© GfK 2014 | Pet Forum Asia 2014 | Confidential

60% 80%

20



GFK

Compliance with recommendations by recommendation source

Brand recommendations from the breeder and vet had fairly high compliance (about 8 in 10 followed the
recommendation at least initially).
Brand recommendations made online were the least likely to be complied with, although 6 in 10 followed the
recommendation at least initially.

Total Compliance

Breeder 2013 (135) 84%
Breeder 2012 (133) 86%
Vet 2013 (1353) 77%

Vet 2012 (801) 80%

Pet Store 2013 (1166) 68%
Pet Store 2012 (695) 69%
Online 2013 (613) 32% 25% 43% 57%
Online 2012 (416) 38% 20% 42% 580

0% 25% 50% 75% 100%

m Still Following Today ® Followed Initially, But Not Following Today = Did Not Follow

C7/D7/E7IF7. Again, thinking about the recommendation you received for each brand of pet food, which of the following best describes how you followed the recommendation?
© GfK 2014 | Pet Forum Asia 2014 | Confidential 21



GFK

Compliance with recommendations by type of pet store

Compliance with food recommendations made in pet stores was slightly higher in Other Pet Specialty stores

and PetSmart compared to other pet store types.

Total Compliance

TOTAL 2012 (695) 69%

Other Pet
Specialty 2012
(88)

PetSmart 2012

(221) 48% 22% 30% 70%

Regional Chain

2012 (48) 52%

petco 2012 (115) 37% 26% 37% 63%

0% 25% 50% 75% 100%

m Still Following Today ® Followed Initially, But Not Following Today = Did Not Follow

D1. From what type(s) of pet store(s) did you receive the recommendation(s)? (Please select all responses that apply for each pet)
D7. Again, thinking about the recommendation you received for each brand of pet food, which of the following best describes how you followed the recommendation?

© GfK 2014 | Pet Forum Asia 2014 | Confidential
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GFK

How recommendations were received

Across all brands, dog owners were slightly more likely to comply with a recommendation when the verbal
recommendation came with something else (coupon, sample, etc.).

Total Compliance

TOTAL 2012 (695) 69%

Verbal+Something 0
Else 2012 (154) e
Verbal Only 2012 65%

(423)

0% 25% 50% 75% 100%

m Still Following Today ® Followed Initially, But Not Following Today = Did Not Follow

D6. Thinking of the recommendation you received at the pet specialty store for each brand, how was it made to you? (Please select all that apply for each brand shown)
D7. Again, thinking about the recommendation you received for each brand of pet food, which of the following best describes how you followed the recommendation?
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GFK

Compliance with recommendation by online source type

Compliance with pet food recommendations made online was higher for pet food information websites and

pet food manufacturer websites relative to social media.

» This may be due to the perception that information and manufacturer websites tend to have more pet food

expertise relative to social media.

TOTAL 2012 (416) 58%
Information
Website 2012 67%
(101)
Manufacturer 520 14% 34% 66%
Website 2012 (80) 0 0 e ’
Social Media 2012 599%

(75)

0% 25% 50% 75% 100%

m Still Following Today ® Followed Initially, But Not Following Today = Did Not Follow

F1. From what type(s) of online source(s) did you receive the recommendation(s)? (Please select all responses that apply for each pet)
F7. Again, thinking about the recommendation you received for each brand of pet food, which of the following best describes how you followed the recommendation?

© GfK 2014 | Pet Forum Asia 2014 | Confidential

Total Compliance

24



Other Ways Online Recommendations Were Received

The top other ways in which online recommendations were received in 2012 was through an advertisement
in an e-mail, and through Facebook.

F a C e b 0 0 k Plagglgf'»’rqriianufacture

Dot Bewverrhy  testimevsids o gars s VAR I o log nost . ;
(S eroe Formaitin oy iy o el o O o e
! 153 105N
o spacili; veck: J SIRIFINp AN INPInE
I S e m e n o
. " s i by o
\’ ' !I Ml LiLIG

e-mall

*NOTE: Includes both dogs and cats

n = 73 pets who had a pet food brand recommended in some other way

F6A. How was the recommendation for INSERT BRAND NAME] made to you by the online source?
© GfK 2014 | Pet Forum Asia 2014 | Confidential
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Form of Recommended Brands

Almost all of the brand recommendations made by breeders were for dry food.

Breeders Breeders

2012 2013

Sample size 133 135
—Dry 96% %

Canned - 11% - 8%
Pouches/Trays/Tubs 5% 4%
Raw 2% 6%
Dehydrated - 3%
No form was recommended 1% -

Don’t Remember - -

E5. Thinking of the brands of pet food recommended to you by the breeder, what form, if any, was the food that was recommended? (Please select all
responses that apply for each brand)
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Length of time following recommendation

Among dog owners who were still complying with the recommendations, the average length of compliance
was 8 months.

Vets Vets Pet Stores Pet Stores Breeders Breeders Online Online

2012 2013 2012 2013 2012 2013 2012 2013
Sample size 456 734 325 508 79 78 156 198
< 4 Months 18% 19% 22% 22 22% 11% 23% 21%
4 - 6 Months 21% 17% 21% 25 15% 22% 26% 28%
7 - 9 Months 13% 13% 14% 16 24% 14% 12% 15%
> 9 Months w 43% 37 39%/\53% 39% 36%

Average Months 8.1 8.3 7.8 7.4 7.8 8.6 7.5 7.5

C8/D8/E8/F8. For approximately how many months have you been following the recommendation?
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Purchasing: years of brand use

In 2012, Brand 1 users have been using their brand the longest, while 6 in 10 Brand 7 users have been
using the brand for less than one year.

TOTAL (2,161) 40% 36% 13%

Brand 1 (105) 18% 33% 20%
Brand 2 (205) 40% 29% 12%
Brand 3 (167) 33% 28% 20%

Brand 4 (101) 38% 39% 13%

sana's 50

Brand 6 (220) 34% 39% 18% 304

Brand 7 (173) 62% 34% 4%
0% 25% 50% 75% 100%

*Top 7 OTC Purchased Brands m<l ®mlto3 ®41t06 7t09 W10+

G5. Please fill in the following table to answer additional questions about each brand (Please select one response for each question for each brand)
G5A. For approximately how many years have you been purchasing this brand?
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GFK

About 6 in 10 users of the top purchased 2012 brands considered themselves very loyal to the brand.

Purchasing: loyalty to brands

Top 2 Box %

TOTAL (2,161) 11% ) 25% 28% 27% 55%
""" rrda0e) EEMETEEE T 0

Brand 7 (173) 12% 6% 22% 31% 29% 60%
Brand 5 (94) BEZNAL) 24% 32% 29% 61%

Brand 2 (205) [EZMENL0L7) 55%
Brand 1 (105) REEZMN:LZ 29% 29% 26% 55%
Brand 4 (101) WEZEELZ) 28% 33% 21% 54%
Brand 6 (220) 16% 11% 32% 24% 17% 41%

0(;/0 25I% 50I% 75I% 106%

+Top 7 OTC Purchased Brands ENot AtAll Loyal m2 m3 =4 mExtremely Loyal

G5. Please fill in the following table to answer additional questions about each brand (Please select one response for each question for each brand)
G5E. How loyal do you consider yourself to be to this brand?
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Summary
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Summary

1. Vets and Breeders pet food recommendation lead to:
» Higher compliance rate

» Which equate to loyal pet owners

» Vets & vet nurses remain absolutely key in winning over consumers

2. Heavy investment in online advertising is showing lower importance
year on year
* |s used more as a information basis ( from the manufacturer directly)

3. Consumers continue to love ‘freebies’
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THANK YOU!

CONTACT: .
PUSHAN TAGORE | PUSHAN.TAG



