Trends and Developments
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20,050 MILLION
SQUARE METERS

Source: AWA — European Label Market Study 2013



World Demand for Labels R

B curcpe
B North America

8 Asis Pacific
. South America
[0 Africa & Middle East

‘ = IRAN SUMMIT 2015
8 ..
\“‘ s I3. - 14.10.2015

\‘s‘s, TEHERAN

Source: AWA — European Label Market Study 2013



World Market Share by R
Labelling Technology A2 s

M Pressure-sensitive M Glue Applied
m Sleeving M In-mold
= Others

Source: AWA — European Label Market Study 2013



World Market for Flexible ™%

Pa Cka gi n g _ _ '5:"’ ".".IRAN SUMMIT 201§

I3. - 14.10.2015

=Sss . TEHERAN
e =
~=—==-

“"m i me e

.

Source: PCl— European Flexible Packaging Market to 2018



Supply Chains, Coepitition

and the Influence of the
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f,i "~ IRAN SUMMIT 2015
& T
2 I3. - I4.10.20I5

TEHERAN

A Printer/ Brand g
Supplier . Converter . Owner @ B .




Iranian markets in detail 3

[RAN SUMMIT 2015

Ss. O Teueean
==

/  Sugar | GEEE
Confectionery

g

D W



L] i @ e \\\
Iranian markets in detail 3‘
"f’ " IRAN SUMMIT 2015
i

2013: imported food processing

machinery & packaging equipment = $
191.1 million

just over 12,000 firms in Iran’s food industry
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decline of purchaing power changed shopping
behaviour
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Sales growth hampered by: more
alternatives & health concerns

weakest performance of all the soft drinks
categories over the next few years expected
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culture of consuming fresh fruits in large quantities

gradually packaged fruit juice = healthier alternative
to other soft drinks

rapid increase of per capita consumption in 2014: due to
more flavours & significant improvement in packaging
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relatively new product

consumption mostly in key urban areas

Ty HEE COLCE L
" strong potential for growth for the next five years.
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rapid improvement, which is linked to changes in
consumers’ behaviour

domestic production remains popular even for
multinational brands

healthy growth trend is predicted for the next five years
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highly fragmented market

Artisanal products = dominant

dominant distribution channel = independent small grocers

absence of giant multinational retailers

Demand is expected to grow due to the large young population, rapid
urbanisation & improved retail systems
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Sales of packaged modern sugar confectionery very
immature

traditional forms: enormous popularity

expected to continue with steady growth due to
expanding activities of leading domestic suppliers & the
introduction of multinational brands
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Middle East market: expected growth of 4.3% a year over the next
five years
Middle East’s largest flexible packaging markets: Iran & Saudi Arabia

ng'growth* : i
-) increased investment in food productlon & proces ng

-) increased manufacturing capacity
-) growth in modern retailing & penetration of prepacked foods

Turkey (packagmg for cngarettes, butter'& chewmg gum)
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Consumer Buycott & Holistic Sustainability
Confectionary & Packaging
Clean Label

Water, Soft Drinks & Near Water
Beverages

Premiumisation & Luxury Packaging
Storytelling



CONSUMER MATURITY ANG THE RiSK OF
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BEING REALLY SUSTAINABLE TAKES MORE THAN WEIGHT REDUCTION
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ENVIRONMENTAL AND SSTEIAL IMPACT, wirs

SUSTRINASLE PRCHAGING FERTURING AMONG THEIR TOP CONCERNS.
WASTE FEATURES AS GNE OF THE TOP CONCERNS FOR COMPANIES TS TACKLE, AND

CONSUMERS LKE PREPRKED T5
BOYCOTT BRANDS vuar viey consines 15 ¢
RCTING IRRESPONSIBLY.



REAGY 76 SWITCH OR BUYCSTT

[Sounck: Cone Commumcanions/Echo Gional 3K Stupy, 2013)

Boycotted (refused to purchase) a
company's products/services upon
learning it behaved irresponsibly

If I learned of a company's irresponsible
or deceptive business practices, | would
stop buying its products.
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| would feel negatively towards a company 4 L
that didn't use the most environmentally 33
friendly packaging available when it could ! ;
. | 2 |
7% swongty agree or agree
| would feel better about the beverage | ‘ | |
company if their packaging was made of . - 43 -3
recycled material | 3- "
73% hlans!u amlo oF agree
| would feel better about the beverage e |
; . 46 |
company if they supported recycling , |
0 20 40 60 80 100 120

® Strongly Disagree  ® Disagree @ Neither nor = Agree Strongly Agree
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BEING REALLY SUSTAINABLE
TAKES MORE THAN
WEIGHT REDUCTION
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REDUCTION OF CO2

ITIS NOT ALL ABOUT
EITHER
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LOWER YOUR
TOTAL
ENVIRONMENTAL
IMPACT!



Ingredients of Sustainable ™y
Packaging e
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* REDUCING rackacing ano MAXIMIZING THE USE OF RENEWABLE OR REUSABLE MATERIALS

Using materiats WHICH REDUCE NEGATIVE END-OF-LIFE

« Using mareriats whicH are FROM CERTIFIED, RESPONSIBLY MANAGED FORESTS

« DemonsTRATING COMPLIANCE witH REGULATIONS REGARDING HAZARDOUS CHEMICALS AND LEGISLATION SUCH AS THE MobEL Toxics

IN PACKAGING LEGISLATION OF THE TOXiCS IN PACKAGING CLEARINGHOUSE (TPCH), FORMERLY KNOWN AS CONEG, AND THE EUROPEAN
DIRECTIVE 94/62 /EC, PACKAGING AND PACKAGING WASTE

. OPTIM IZI NG MATERIAL USAGE INCLUDING PRODUCT-TO-PACKAGE RATIOS

@

MEETING CRITERIA FOR PERFORMANCE AND COST (E.G., MINIMIZE PRODUCT DAMAGE DURING TRANSIT)
REDUCE he riow of soup waste o LANDFILL

REDUCE te COSTS Associated with PACKAGING (1.E., LOGISTICS, STORAGE, DISPOSAL, ETC.)

REDUCE co2 EMISSIONS



Beyond Sustainable

Packaging ...

SECURITY OF SUPPLY

EFFECTIVE AFTER USE

DISPOSAL &
RECYCLING

PRODUCING EFFECTIVE
LABEL PAPERS WITH
MINIMUM RESOURCES

BEST PRODUCT
PERFORMANCE AND
MINIMAL
ENVIRONMENTAL
STRESS

BEST PROCESSING
PROPERTIES
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B&B embraces the triple
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" PLAN ET (360° environmental care)
2 PEOPLE (social competence)"

° PRO FITABILITY (competitive advantages,

brand reputation, healthy bottom-line)

Picture source: http://realbuildingconsultants.com/beta/wp-content/uploads/2014/05/triple-bottom-line.png
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CONFECTIONARY & PACKAGING



Influence of Retailers on
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https://lh3.googieusercontent.com/-PsSm3UBGZ28/VLjsGQpiBdI/AAAAAAAAB|O/a-Vgrc3BPPg/s319-p/g2.ipg

http://www.pack gunlimited.com/uploads/image/NewPortfolioPages/ContractPac




Consumer Packaging
Preferences B
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aluminium foil wrap

3
0.3 7% 'l'
03. O
in combination with
3 paper
1 O
09 o

= optimum material
Scholar Works: Jillian Sinclair: *

el R R R Lo E Tarhie
Rochester Institute of Technology

‘A comparison of material preferences by chocolatiers and consumers”, 2007




Global Chocolate Industry ,;.

- Revenues (2014): US$117bn

Driving markets:




Trends

COCOA
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hitp://blogs-images.forbes.com/eustaciahuen/files/2015/04/CADBURY-SPECTACULAR-7-1-1940x590.jpg
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Cocoa Suppl ¥
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DEMAND  could exceed

by
1m metric tons

jcture source:
http:/fcognitivebehaviort herapycenter. com/wp
contentfuploads/2015/03/Uneven-Balance. png

KPMG: “A taste for the future, p.12




Sustainability Remains a

N
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A STRATEGIC APPROACH IS NECESSARY ...

. to improve
»brand value
> yields
»consumer trust

Picture source: http://realbuildingconsultants.com/beta/wp-content/uploads/2014/05/triple-bottom-linel.png




CLEAN LABEL
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Successful Components of Clean Labels

FREE FRCM CHEMICAL ADDITIVES.
REMOVE OR REPLACE CHEMICAL
FOOD ADDITIVES

e —®

SIMPLE LiST OF INGREDIENTS:
CHOOSE RECOGNIZABLE INGREDIENTS
THAT DO NOT SOUND CHEMICAL OR
ARTIFICIAL

ENVIRONMENT

L &
CERTAIN TYPES DF PACKAGING ARE MORE SUSTAINABLE THAN OTHERS. WDOD MINIMALLY PROCESSED: PROCESS
USED TO MAKE PACKAGING CAN BE VIEWED AS A FOODS USING TRADITIONAL
SUSTAINABLE MATERIAL. TECHNIQUES THAT ARE UNDERSTCDD
TREES ABSORE CARBON AND WOOD WILL THEREFORE STORE CARBON, BY CONSUMERS AND NOT PERCEIVED AS
WELL-MANAGED FORESTS WILL BEING ARTIFICIAL.

PRODUCE A GREATER YIELD OF WOOD PER HECTARE AND WILL INCREASINGLY
ABSORB C02 FROM THE ATMOSPHERE. IF THIS
PRODUCT 1S SOURCED FROM RENEWABLE WOODLAND, IT CAN LOWER THE
ENVIRONMENTAL IMPACT, IT COULD THEREFORE BE B B
CLASSED A5 HAVING A BENEFICIAL EFFECT AND REDUCE THE CARBON

FOOTPRINT, ABELS AND FLEXPACK




CLEAN LABEL CLAIM GROWTH
A global phenomenon

Growth in new pro-
duct launches

with Clean Label
claims 2012-2013

+49 % N

Latin

America

Source: Innova Market insights 2015
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WATER, SOFT DRINKS &
NEAR WATER BEVERAGES




Consumer Trends Y
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 Health and nutritional concerns
—> low- or no sugar options

* Growing demand for new, natural
plant-based sweeteners

* Risein energy drink
consumption

Picture source: http://images.sciencetimes.com/data/images/full/1601/energy-




Greening Soft Drink
Packaging

HF G

"Reduce Reuse Recycle

Raw Material Production

Agro Processing

Manufacturing

Consumer Use

http://ecocentric gingerdomain.netdna-cdn.com/site/wp-content/uploads/2013/07 /reduce-reuse-recycle.jpg
hitp://wwi.prweh.com/prfiles/2008/03/05/83479/ssfootlogolcopy.jpg




PREMIUMISATION &
LUXURY PACKAGING
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Premiumisation b
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« of exceptional quality or
greater value than
others of its kind

 of higher price or cost




Opposing forces in the
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Economisation
"Good is
enough”

Drivers of premiumisation: \\
* Urbanisation

Young adults
* Female employment
Decli rth rates

Source: Presentation “Premiumisation” Diageo, 16 April 2010




There are many rou
to premiumisation
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..isnota,,NICE TO HAVE**
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... for luxury
products.




Factors of Luxury
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_ finishing &
brand«¢ |} ?Y:Jaatlétr}i/a?sf |decorative| |innovation
itself \ /techniques\

product |




Luxury Packaging |
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Global luxury packaging sales by end-use sector, g
2014 (% share of value)
Watches &
jewellery
Gourmet food & 4%
drinks e
5%
Tobacco
174 Cosmetics &
fragrances
43%

Premium
alcoholic drinks

22% Confectionary
9%

Source: Smithers Pira, 2015




Luxury Packaging |
PaCkaging Material ;“"::-“"E‘-:“'f."’lmw SUMMIT 2015

Voae I3, - 14.10.2015
\) 2
= TEHERAN

Globaly luxury packaging sales by material type, 2014
(% share by value)

Leather Wood
Textiles 1% 4%

2%

Plastic
15%

Paperboard
42%

Metal
6%

30%

Source: Smithers Pira, 2015
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ALL THE TRENDS
IN THE
LUXURY PACKAGING MARKETS,

TWO STAND OUT:
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Personalisation




STORYTELLING

4y

IsTHE OLDEST FORM
OF PASSING KNOWLEDGE

BUT
IT IS ALSO

A POWERFUL MARKETING
TOOL!




Storytelling is ...

... AWAY OF TRANSMITTING A MESSAGE IN AN
ENTERTAINING AND MEMORABLE MANNER.

Examples range from
 fictitious movies (e.g. Lego)
 visual stories on websites (e.g. Bellroy - slim your wallet)

« “behind the scene” insights of how products are
sourced/manufactured (e.g. Honest Tea - Origins)




Storytelling is not just for

campfires...

. corporate storytelling can

INCREASE REVENUE and

GOOD STORIES
COMPEL PEOPLE
TO CHANGE;
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- THE way we THINK

THE way we ACT

THe way we BEHAVE




THE KEY IS ...
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... to ensure that your AUDIENCE
does NOT FEEL SOLD, but instead

is LED DOWN A PATH that arrives
atthe destination or desired action.




A Good Story is.... $

« AUTHENTIC & CREATIVE

* makes an EMOTIONAL and PERSONAL
CONNECTION

« inspires ACTION
* takes the audience on a JOURNEY
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THANK YOU
FOR YOUR ATTENTION!




