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The landscape...
Unbranded tea still command more than half of the Indian tea market
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Economy segment is the largest within branded tea segments
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Packet Tea Volume Growth Rate (%) Unbranded Tea Volume Growth Rate (%)

10.7

Both branded and unbranded tea are under pressure on volume front




Average household tea consumption

1
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Both branded and unbranded tea are
witnessing decline in average monthly
household consumption.

Loose tea conversion gains for branded tea
3309

Branded tea continues to gain
from loose tea conversions




O National players B Local Players O Regional Players




What is causing the recent pressure on tea
consumption... General inflationary situation?

Inflation (based on WPI with base 1993-94) and growth rate in food output (%)

ltem 2005 2006 2007 2008 2009 plalvMELIER'E Average 2006-09

Food commodities | 2.97 | 5.09 | 5.60 7.87 | 12.90 19.42 7.86
Milk group 0.73 | 4.48 | 8.17 7.87 | 8.93 13.99 7.36
Sugar 15.09  4.83 | -14.69 5.62 @ 36.34 58.94 8.02

Sources: Office of Economic Adviser, Ministry of Commerce and Industry, GOI, New Delhi .

Average Price/Kg in INR
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Source: Nielsen retail Audit |=¢==PACKAGED TEA

Tea and complimentary industries are witnessing steep
inflationary pressure









Per capita indicators in INR o
p sages 40745 GDP growth rates (%)
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With GDP growth rates back on track, Indian consumers is likely
to have more spending power with him now.




THE SHAPE OF INDIA'S INCOME PYRAMID WILL CHANGE
DRAMATICALLY AS INCOMES GROW

Houwaahold Incoms Hummbsr of aggragata aggragats
brackeis hougaholds digposabla IncomsS congumption

thousand, Imd@an milllcn trillizn, Ind@an rupses, trillicn, Indian rupees,
nipses, 2000 2000 2000

Globals (>1,000) 20 1.2

Strivers (500—1,000} . 1.6 1.0

Seekers (200-500) 3.1 21

Aspirers. (20—200) 114 8.5
5

Cieprived (<90} 4

Globals (>1,000) 6.3
Strivers (500—1,000} : 3B
Seekers (200-500) 15.2
Aspirers. (20—200) . 148
Deprived (<00} 3B

Globals (>1,000) 17
Strivers (S00—1,000} 0.8
Seekers (200-500) 30.5
Aspirers. (20—200) 137
Deprived (<00} . 26

Eource: Mckins=y Slobal Insfhul=

INDIA WILL BECOME THE WORLD'S FIFTH LARGEST CONSUMER MARKET
BY 2025




The Rural Opportunity

Rural market for
FMCG products is

More than growing much
6 lakh CHGEROUELRUE

IELES urban
counterpart

145 million
households

| 4
Nearly half ‘ [ 4
of India's More than 60 \l
middle- % of the
class ‘ total 72% of total
disposable Indian
income population

Source — IRS 2009 R1, NCAER Research Data






Advertising of tea brands largely in the
space of family, in home, serious....




.....whereas coffee connects
better with youth / fun.
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Cascade of wellness benefit of tea

 Increasing trend of adoption of healthier foods and
beverages by consumers

« Awareness of wellness benefit of tea largely confined to
educated urban consumers

« (Cascade of this messaging to masses / rural consumers
will drive consumption



Value added variants/exciting offerings

« Tea in value added formats and new exciting variants
will increase its appeal as well as consumption
occasions
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Changes in regulatory framework can facilitate tapping of such
opportunities even more.
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Lets Make Tea everybody's cuppa...







