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- Your partner of choice for the
distribution of pet food to Asia

Dr. Mtthias Koch

» Founder and MD of ANIBENE Pte Ltd » Exclusive distributor and
partner for European
» Former Head of Corporate brands to Asia with offices
Development at Fressnapf / Maxi Zoo in Frankfurt and Singapore
= Senior Advisor for European MNC'’s on Currently starting an
market entry into China & SEA innovative brand for cat -

treats in Europe
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Agenda

A. Major Growth Driver - Feline Friends outperforming

B. Treats and Snacks on the Rise - Asia’s Specialties

C. Localisation - Local brands, now Locally Manufactured

D. Online Shift - Sustainable Growth after Covid
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South East Asia is very heterogenous
Market size (2021) and Expected growth rates (2021-2026) In USD %
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Value Driver 1
Growing population of cats and dogs

Dog and Pet Population in Asia 2017 / 2022 / 2027
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Major drivers: Covid, Urbanisation, smaller homes and dual incomes

. More than 59 mn of dogs and cats were added between 2017 and
2022 - major driver of pet food consumption

. Cats surpassing dog population in 2021

. Growth of medium and large dogs remained relatively flat

. Large dog population having shrunk in markets such as Hong Kong,
China, Taiwan and Japan.

Source: Euromonitor



Value Driver 2
Premium segment outpaces the market..

AP: Retail Value Sales of Cat and Dog Food by Price Tier 2017 - 2027
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.. however - important to have a look in detail ..
Example: Cat Food Sales, 2022 - 2027 (E)'in %

Asia is very

Economy Premium
heterogenous..

Indonesia 65% Indonesia

“Premium” is relative
and may differ
significantly per market
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. and even in Asia, trees do not grow in the sky
Sample prices, 140z bags, end of 2021 vs. 2023, rounded]
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Retailers see, that premiumization hits a “glass ceiling”

Super-Premium trend freeze dried is slowing down

Especially (super-) Premium Dry dog under pressure

Currently ‘grain free’ in the mid-price segment fast growing, despite some
challenges for foreign brands (e.g. in Japan, strong heritage for rice
products)

Price increases force consumers to downgrade on level

Source: Euromonitor
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““| could grab a can of average cat wet

food a few months ago at under 1 dollar,
and now the same brand is putting me
back at 1.50-1.70 for the same item.””



As a result, super-premium segment under pressure

o060 Impressions from “the field”
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Nutrience Dog Subzero

Northern Lakes Formula 10kg

$169.90 s95490

NUTRIENCE

Nutrience Dog Subzero Fraser

Valley Formula 10kg

$139.90 sos490
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Nutrience Cat Subzero Fraser

Valley Formula 5kg

$88.00 13090
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NUTRIENCE

Nutrience Dog Subzero

Canadian Pacific Formula 10kg

$159.90 sos490

NUTRIENCE

Nutrience Cat Grain Free
Turkey, Chicken & Herring
Formula 5kg

$88.00 siz290

Save $84.00

?
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Nutrience Dog Grain Free
Turkey, Chicken & Herring
Formula 10kg

$149.90 so3390
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Nutrience Cat Grain Free

Ocean Fish Formula 5kg

$88.00 siz290

Nutrience

GRAIN FREE
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Nutrience Dog Grain Free

Ocean Fish Formula 10kg

$155.90 so3390

Selected foreign brands priced out of the
market

» Some super premium brands are
supposed to “downgrade” their Singapore
business

= No more product innovations of several big
brands

= Distributors actively seeking for value
brands

= Bestselling products out of stock
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B. Treats and Snacks on the Rise - Asia’s Specialties

C. Localisation - Local brands, now Locally Manufactured

D. Online Shift - Sustainable Growth after Covid



Like in most other markets, treats are rising stars




Health consciousness propels supplements,

but in different formats than in US and EU
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Kirkland Signature Krll il Kirkd Jand Signature - Krill Oil Twinbest Krill Oil 1000mg x 90
500mg x 180 capsules 500mg 160 Softgels (EXP. softgels

Supplements and vitamins

= Functional products on the rise
= Evergreen bestsellers -
salmon oil and krill oil

Asian Particularities

= Asian Consumers prefer
additives (pills, drops, powders,
syringes), e.g. to add to the
complete food

= Other markets rather prefer
functional treats

= |n general, claims focus less on
ingredients, rather on quality
(“Vet Approved”) or value adds
(“Higher..”, “Better..”, etc.)
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INABA CIA0. Lickables from Japanese company Inaba

have a dominant market position in most
Asia’s markets

Success Story: Lickables from INABA

Churu Chicken : Churu Tuna m

Fillet seafood ; : Dried Bonito Mix

Lickable treats - perfectly “Riding the wave”

= Strong reputation of Japanese Food in Asia

1 =4 z
%20+ {20

Churu Tuna i
Japanese Broth Flavor 3

= Combining convenient serving with functional
effects (e.g. “Skin & Coat”)

= Company is heavily expanding into other regions,
opening manufacturing facilities in US and EU




However - what will be the
“Next big Thing” ?

14 b

Freeze Dried has been a major trend.
Except for China, we see this trend to
flatten. So everybody waits for the next
trend to emerge. But so far nothing has
sticked out...

MD Asia, US market leader for Premium Pet Food

Fresh Food

Challenge: Broken supply (i.e. Cooling)
chains in Emerging Markets

Alternative Proteins

Challenge: Currently niche markets - share
of meat still a quality indicator

(Further) Premiumization

Challenge: Economic slowdown hits
spending opportunities
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Local brands on the rise Best Practice: “Powercat / Powerdog”

Offering “Halal” Organic Food in PH and IND

Local brands increasingly gain market share

= Better understanding of the local demand, in Explicitly mentioning “European Food quality”

contrast to “one size fits all (Markets)”, fighting
the incumbents (E.g. RC)

Pushing fb and |G as marketing channels

Anecdotically, more than 50 containers of cat food are

= Locally optimized social media marketing imported to PH

attracts especially the younger generation

» Local business networks facilitate access to
the markets

= Especially in emerging countries, brands
source “Western quality”

= Transparency (e-com) forces distributors to
differentiate

14 5y

We don’t need another Western
brand here ...

MD, Singapore retailer



distributors, since retail chains
do not have a dominant position

often developed by

Structure of retail market very different from
established US / EU markets

Still very fragmented offline channel in
most (emerging) countries

Leading cross-regional player: Pet Lovers
Center (SG), with (only) 161 PoS across the
region

Hypothesis: “leapfrogging” to Online sales

E.g. Petmart (VIE) with more than more than
165k fb likes

Strong local distributors have access to
several hundred or even thousands PoS

11 J)

You need the offline channel for
sustainable brand building...

MD, Singapore retailer

d

Pet Express Dogs and the City

* Example: Vietham

Petmart Pet city Kin Miu Pet
shop

Pet Lovers Centre

Bow & Wow

Little Dog

Dog paradise

Hachiko

D6 D6 Pet shop  AEON Pet



Distributors have access to the

shops

typical local




When local distributors sell local brands, local production is the consequence

Case study %&b from India

The Market The Business The Success factors
* Pet food market is expected to grow = #1Indian Pet food brand, especially = Focus on local production, opposite to
by about 20% annually over to reach for dogs, Founded by Fahim Sultan 50% market share of imported brands
over $1.2 billion in 2028 in 2010
= Share of e-commerce approx. 22% = Attracting $60 million from L ) ﬁg&t:e?,f business in poultry and
Catterton (Fund from LVMH) at y
$600 million valuation _
Three manufacturing sites = Strong education of local pet owners

towards prepackaged food
» Products sold in more than 34,000
PoS nationwide, Flipkart, Amazon, = Strong engagement with breeders
etc. and vets
* Export to 22 countries = Celeb Endorsement and Community
Building

Source: https://www.indianretailer.com/, https://www.lcatterton.com/
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After the Covid extrema, e-commerce is
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back on a sustainable growth

= Online share in SEA is
I & assumed to be btw. 10-15%
= across markets - in contrast
to PRC (>50%)

= “Covid boost” is over, back on

I @ Lazada a sustainable, realistic
growth path
= Platforms play a dominant
a role in SEA e-com

= Shopee (By SEA Group) is
the dominant player in nearly
all markets



The heterogenous markets play a dominant
role in shaping the e-commerce

High level Insights into SEA e-commerce

Very heterogenous markets (infrastructure, legislation, import
regulation, etc.) prohibit emergence of a cross regional category killer
(e.g. Chewy.com in US or Zooplus in E.U.)

Limited trust in quality of local online service, e.g. delivery times, CoD,
etc.

Platforms provide the technological platform, as well as service to
establish nation-wide players - rather on the low to mid-end range

Partially, innovative usage of new distribution (e.g. Grab for delivery,
WhatsApp stores, etc.)

Like on Amazon, some brands emerge, who only play the “platform
game”

1 J)

To build consumer usage experience & WOM, can’t overlook
brick & Mortar....

MD Asia, Canadian Brand




Woofliving from Singapore (dog games)

As a countermovement, we see many

niche-shops rising

= More and more “Niche shops” arise to counteract the
platforms

= Enthusiastic entrepreneurs with passion for pets
successfully grow their (niche) business

Potential for brand building? — I

Creaturelandstore from Singapore (Curated presentation)




Selected brands focus on platforms only - from Philippines

‘ Lazada Dr shiva

ring light 18 inches

Categories Vv (J Load &eStore @ LazMall I Vouchers

Home Search Results

Dr shiva

842 items found for "Dr shiva Sort By:  Best Match View: ==

Rating
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HAPPY TUMM 2. Qouysomn

PRO IMMUNE || HAPPY TUMMY e i) W wesesm P PRO IMMUNE ¥ s

And Up > =S W e W | Y .

Health Benefit

Dr Shiba Happy Tummy Healthy Dog Dr Shiba Happy Tummy & Pro Dr Shiba Happy Tummy, Jolly Joints, Dr Shiba Happy Tummy, Jolly Joints,
Treat Snacks: Delicious Pet Treats... Immune Double Delight Healthy Dog Pro Immune, Silky Fur Quad-Care. and Pro Immune Triple-Care Bundle...
Food Item Form Off Coins discount P12.9 2% Off Coins discount #25.11 6% Off Cains discount £50.07 5% Off Coins discount P37.38
9,999+ sold LazFlash; il 23:00 1,407 sold 752 sold
Pellets 6,093 sold

Source: https://www.lazada.com.ph/



Lost Iin endless
opportunities in Asia?

We are here to help!

= Brand distribution in the Region

= Consulting with experienced Team




= Dr. Matthias Koch

Dr. Matthias Koch . .
Distributor of Premium Pet Supplies in Asia, Investor in Pet Matthlas-KOCh@ar“bene.Com

Supplies Start-Ups, and Senior Advisor on Market Entry i...

+49(0)1777706358
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