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What are the opportunities in What would it take to
the meat industry emerging out capitalize on these
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There are 4 key consumer trends driving the changes in the meat industry in India
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The rise in Indiads per capita i ncoaneupperd
class population are well known facts
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With i ncrease I n income, |Indiads demanc
long-term growth prospect is very attractive
Per Capita Income vs. Per Capita Meat Consumption Across Key Countries
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Apart from consumption growth, growing affluence will also lead to greater
demand for branded, packaged and value added meat

Impact of Increase in Income Levels on Meat Industry

Primary Value Added
Processed
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A Increasing demand
for meat

A Shift towards
branded, packaged
and value added
products
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The consumer today seeks convenience in transactions and product usage owing to
demographic and lifestyle changes

Why are Consumers Seeking Convenience and in What Way

Nuclear Families Working couples What are they seeking?
Convenience in
Transactions

AGrowth in Organized
Retail

AGrowth in E-commerce

Convenience in
Product Usage

AGrowth in convenience
foods

Longer Commute Change in Lifestyle
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Penetration of organised retailing in India is opening up new opportunities for

the meat industry
Historical and Forecasted Penetration Of Organized Retail

Opportunities for Meat
Industry Participants
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A growing local e-retail industry is likely to open up various forms of online
retail models for branded meat products

No. of Internet users in India per 100 citizens Online grocery stores can be new channels for

sale of meat product.
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Non-veg convenience foods are highly under-penetrated in India today, and
offer a high potential for growth

Non-vegetarian convenience foods has
high potential for growth as the current
penetration levels is very low

2012-22 Projected Growth Rates of Key Convenience

Food Segments

Meal Substitutes / Accompaniments

SPAM

SUPER MEAT CHIPS

Ready to Cook 28%

28%

Pasta

Breakfast
Cereals

Ready to Eat
Noodles

Pickles

Snacks

Chips 20%

Salty Snacks 18%

RTCs/RTEs

Biscuit 13%

Source: Edelweiss Securities Avalon Consulting Research and Analysis AVALON
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Roadmap

A Increasing demand
for meat

A Shift towards
branded, packaged
and value added
products

A Organised Retail
A E-commerce
A Convenience Foods
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Consumer indulgence is will lead to opportunities f o premiumisationo
through differentiated product offerings

A fully stocked pork shelf in London
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Value products i
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Source: OC&C Strate
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Demand for value added
products will rise as a
result of customer
indulgence. The Indian
FMCG industry is already
witnessing this trend
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