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Grarath Ackerman Chairman of Pick n Pay Stores Limited and Co-Chair of The
Consumier Goods Fonon and Mubtar Eent, Chaimman & Chief Execufive Officer
of The Coca-Cola Coropany and Co-Charr of The Consumer Goods Formm,
welcomed delagates to The 57th Global Sunmir,

Arkerman and Eent announced the election earlier v the day of two new
Co-Chairs for The Consumer Goods Forum.  Paunl Bulcke, CEO of Mestls 5.4
Gronp and Dick Boer, CEQ of Fowval Ahold will take office at the conchision of
the Shroomit.

In prowiding a perspectve oo the zlobal consumer landscape, both Acksmman
and Fent emphasized the overriding mopoertance of youth, Ackerman said that
no generation in bwman bistory cams remotaly close to the degree of connected-
ness enjoyed by today’s vouth market. That was 3 dymemic relafionship: a
gquarter of all internet searches for the top 20 consmmer brands resulted in lnks
1o user- generated content.

Eent charactenizad this as the “Youth Generation™. He added that alreadw, a
majortty of the world's population was under 30 years of ags. By 2020, over 1.2
billion pesple would be undar 30 in China and India alope This gepsrafion was
moving to cities m record munbers, was born digital and had very high expecta-
tions. Moresver, young people Enew that consumer goods companies had the
resources, the influence and the skills to bring about postive change. Compa-
mies nesded to recognise that, esnzags direcily with customers and give them the
sronnds o be advocates and ambassadors for their brands.

Eent z3id The Consumer Goods Fonun members should be taking lessons from
the Smmimit te shape not just their owm fofures, but a better world for the Youth
{reneration. He conld not think of more noble work.

Crareth Aclkerman
Chamman
Pick o Pay Stores

" South Africa

Kubtar Kent

Chamuan & Chief Executve Officer
The Coca-Cola Company
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Is Japan Changing?

Professor Ishikura azked whether Japan's three-pronged
combinanion of fiscal, mwonstary and growth soawezy
pelicies would really mark the end of tao “lost decades™.
Az she noted, the world was watching very carefully o
see what lessons could be learped abour emerzimng from a
long pertod of low or zero growth.

Her answer was cautionsly oprimistc, but she drew atten-
ticn to the divisions which lie within the stucnoe of
Japanese societv: o addition to the geveratonal divids of
a super-ageing sociery, there were major Zender and
indusrial imbalances. Japan owrenitly ranks at 101 of
135 nations for its proportion of women in fop posinons;
its service sector has as swikingly low productivity as is
mammfaciuring sector’s is high
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FProfessor Ishikurz also drew amention 0 changes in
consunpton patterns: 3 shift to sharing over owning, a
contnuwed rise in honseholds comprising just one or two
people and a shift in customer amennon fromn products o
SXpETIEnCes,

Cooversely, Japan had considerable hidden soengths. It
people were masters of detail, JTapanese bospitality was
excallant, the sophisticaton of Japanese customers meaant
bhomegrovwn innovaton bad to pass a very high bar and
the nabon could draw on superb eclmology, especially
with regard 1o energy and the enviromoent.

Eeio University Graduate School of Media Desipn

Japaz

Japanese Retailer Perspective

Motova Okada observed that thiz was the third Global
Summmit to be held in Tokyo. Since the last, in 1985, the
world had zone through drastc changes — and so had
Japan. Back then the GDP growth rate had been §.3%,
driven by babv boorer consumers; smee then, deflation
had set in  Grocery prices in that pericd in JTapan had
hardly chanzed; m the 175, they had increased by 43%2.

Okada explzined that the Japanese remil sector was
frazmented by zlobal stawdards, with the top three
players acconning for just 30% of the market Stores
were nmach smallst, partly as a8 consegquence of legal
resmiciions on larger formats. Profiiability snffered foom
lowy labour productvity and limited private label pensira-
mon; a fypical Japaness retailer was operating with half
the net margm of its U5 countarpart.

Within this pictare there were distinct pockets of growth. Despite
owerall munbers falling, urban population was still climbing. The
munber of apad customers was mereasing in sbsolute as well a3
Telative terms, with seniors who were the richest m the world, and
e-cotmnerce was growing At 10% annually.

Aeon had looked to mest these opportinities by expanding their
“Niv Bazket” neighbourhood store fonmar, experimenting with an
expertence-rich store for seniors and growing their online grocery
business.

Muotova (Hada
Fresident & Greoyp CEO
Asom Co. Lid. q

Japan
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MOTOKI OZAKI

Mlotoki Ozakl argued that consumer expectations, which
had orginally expanded from Sunctonal to emotonal
bensfits, were now extending o social ones,

Ozaki distingnished berween active semiors, those in the
third of their four life stages, and those m the lamer stages
of ageing. Whereas the challenzes of the fourh were
often conpectad with locomonon, the third stage was

ingly compromised by metabolic syndrome and
its associated disorders.

Their work had gope beyond funcional foods, beverages
and food supplements o personal counss — and to
work with other businesses as well as doectly for

Widoki Mheaki
(Chamrman of the Board
Eao Carparation

Japaz

consuners. Their QUPIO  inifiative, developed in
parmershep with Ajinanote, was a prevention prosranine
for mse with members of health inswrapce societes,
tatloring informmanon to the results of individual healty
checkups and offering Lifestvle support from a specialist
Ozzki alzo explained how Eap were infegranng awars-
ness of the neads of actve seniors throughout their value
chain. Prodact desizn mcreasinglv took account of
difficnlnes with finger manipulaton and camrying heavy
weights, while marketing communication was adjusted
for those with difficules in bearing and seeing.

These lessons mizht be being learped in Japan, bar they
would soon have relevance for the rest of Asia and the
world. JTapan was a benchmark for global soategies
SEIVE ACTVE SRMIOTE.
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HOW TO
GROW

Cracking the Code on Asian Consumers
Global Retail Success Stories
Adapting Our World to Modern Consumers

THURSDAY 13 JUNE

R o UL T TR N S i

14



RYUICHI ISAKA

Povurchi Tsaka explained how the srowth of the 7-Eleven
buszinass m Japan had been based upon 2 resolate focus
o customers, even though, as he noted, “Convenience
for the customer 15 offen mconvendent for us™.

He cited the omigird rice ball as an exsmple of how
7-Eleven’s busines: had mirrered changes in society.
Historically made by housewives in the morming for their
busbands snd children to take out for lunch, they had
introduced it a5 3 new product m the 1970:. Mow they
zold 1.7 hullion umits 3 year

Simularty, 7-Eleven had ploneered hill paymesnrs in store
and inmaduaced 3 range of banking and other services.

HI\ michi lsaka

Presidens and Chasf I.-:IPEr.'Lting T Hfwces
Seven-tleven ].‘Ii‘h‘l.'ﬂ o, Lid.

Japam

Meowadavs, one third of urility bills v Japan wers patd in
COnvenisnce stores.

Izaka ascribed the success of their business in pare fo the
franrhize model they had adopted. ralying on local
knowledze and careful amennon to detail and benefiting
from cemmal systenis and scale. Thas a lacal franchises
conald tailor their fresh food order by 11.00am for delm-
ary that evening from producton facilide:s owned and
managed by the comvpany. Franchisees had also entbos:-
astcally adopted home delivery systems, a muajor srowth
areq given Japan's ageing populaton

Eighore Bryani sald Indiz was the miost heterogenous
miarker m the waorld. It was complex it was mepirng —
and it conmradicted every theory you mighe hava, It was
also an effortless imtepranion of seemingly paradoxical
tdeas: he pointed ont that in muvihological tenms, Indians
were familiar with the zods of destruction and creation
working mn parallel

Biyam's prescriprion for success i India was bhased wpon
winning hsart:s, sarfing mindshare and anderstanding the
miarker. Consunption m Indis was cridcally driven by
fastvals; be explamed how Futore Group had learned o
run their promotional calendar on the hnar cycle from

which these were waditionally calenlated. And he noted that
sagmenfation stratesies had o be wultdimensional. and reflect
cormmunity identity as noach 2z socig-economic measures.

Az plopeers of modem retail in India, Funre Group had nesded o
build s own infrastmocture and wam people with knowladge that
conlde’t be found in the markstplace. Their lovalty schems,
which rewarded custooners with telsphone zirime was now
subject to a major apalviics mwvesnuent  Their edwucationsz]
campunses mained 500 3 month. In questions afrerwards, Bivani
zald ewtraordinary prowth in Indis was snstainable for those
consmer companies who could provide products ar 2 price that
rigzered massive catsgory demand.

Kishore Biyani
Grayp CEC
Futurs Group
India
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GEPING
GUO

The Changing Face of Retail in China

MMadsme Guo of the CCFA said thar afer 20
vears of rapid developroent, there were distinct
changes in spesd, fonmat and channsl in the
Clinsse refail market.

There had been 3 marked slowing in retail
sales growth in China, partly bacause the most
recent expansion had been in less wall vmder-
stpod and smaller cides and towns whers m
fuon there was less experienced managemnsant
capacity.

In terms of format, tradidonal supennarkets
were being steadily replaced by modem, frash
food-drmven supermiarkess. Thera was a siznif-
icant pipeline of pew shopping cenfres and
deparnent stores. In some regions, safuraion
wonld be reacked in the next few wvears.
Within these developments, though, she noted
a shift in space nalisaton fom conventional
ratail stores to foodservice and leisura.

Madame Guo also emphasised the speed and
scale of the onlins opporhumity in China, With
540 million online, she said China zlready
represented the largest population of infernat
users in the world, with RMEB 1.2 mllion of
sales (almost LTTSE200 billion) in 2012 and an
estimaied BAE 4.2 wmillion bought cnline by
2020 {aroumd TIS567 5 billion).

Chinese retailers were faced with two types of
challenges at once: to change fom 3 business
logic based oo scale apd quantiy to cns of
efficiency and effectiveness, while art the same
fims changing to muld- or omoi-channsl
OpETATONE.

Ceping Coo
Chairperson

China Chain Store &
Franchise Associztion
China
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XIU JU
LUAN

Retail Trends in China

Xin Ju Luan described the evelution of COFCO fom 2 small
bmsiness wading in edible oils and other foodstuffs o a diverst-
fied conglomerate with 3 preseance throughout the valae chain for
miost of its prodacts.

She set out the major matket mends COPCO had idenfified from
their research as ones of premnunisation ageing., health, the
effects of a fast-paced lifestvle and increasing demands for
corporate social responsibilicy policies.

She also described the results of consumer research which
indicated that the two most important food purchasing drivers
ware safety and health, with taste ranking third. At store level,
she noted that bebavior in larger store formats was changing,
with customers visiting less freguentdy but buying mors on
average each time.

In conunentng on the prospects for cnline refail in China, ia Ja
Lnam said that the srowth in food retail was set to be explosive,
with forecast growth rates of §4% in the coming five years. By
2017, 1t was forecast it would account for 7.3% of the Chinese
food market by zales. That in fuom reflected 2 rapid increase in
the infemet user base, especially using moobile devices, and
confimned increasas in cnline shopping frequency.

5 Xin Ju Luan
Exacunve Director and
Manazing Director 18
China Foods
China



JIE HONG

Iie Hongz explained how a seres of overseas Consmier
zoods plavers had been successinl in China throngh joint
venmres, kighlizhong the zrowth of Esprit, SAEB Miller's
Spow beer brands and a parmership with Einn for manu-
facmring pon-alooholic beverages.

The growth of the previous years had been spectacnlar:
dizpozable income per capita had mereased moore than 10
mmes in 20 vears. In that mne, consuner understanding
and usaze had been mansfonumed Jie Hong described
bhow shaopoo bad replaced soap across Clupa; from
being a gifting item in the early 1990s, it now enjoyed

2% marke: pensmation. Om the other hand there
remained significant differences in regional develop-
ment, with growth markedly slower in the largest Tier 1
cities than in Tier 2 and 3 ones.

Tiwe Hisgna

China Besoyrces Enterprize
(hima

The Chinese market and consumer behaviour were very
diverse, whether Jooked ar o 2 regional perspective or
companing urban with maral bebaviour. That was reflacr-
ed in different preferences for pack type and size, as well
a5 price sensimviny.

Tiz= Honz poted that while mest of the world’s larzest
retzilers were acave m China, it was also oue that some
of the fastest growing players were local refailers. To
potental marker enmants, his recommendstions were oo
be prepared for contonous iovesnuent and to accelerate
localisation.

{haef Execytave (HOoee and Exetyptave Deectar

TAKAHISA TAKAHARA

Takahiza Takahara said that consumer zoods companies
wers coling o terms with the “Mew MNommal™ — a world
of multple economic cenres rather than one based
around the TS, the playing our of 2 munber of demo-
eraphic macro-trends, echnological mansfonmanon and
the damapge caused by the social climate and natural
disasters.

Takabara explained thar in oom, Unicharm was dedicated
1o a specific form of nomualization, which was coming o
terns with a society in which ageing cinzens had radical-
by different health and personal care neads, bur n which
they could and should be enabled fo live acawve Lives.

While mmch amenton was paid o total life expectancy,
Takahara said it was as important to minnmise the gap
between averaze and bealty life expectancies. That meant

takmg specific measures 10 help tee oldest consumers pot simply Llis
i bed watting to die, as well as making it easier to care for them.

Fioneering Unicharm products bad mchided pad-wvpe diapers,
which were faster and easter to changs, and incontinence under-
wear desigped for phvsical therapsunc purposes, eRCOUraging
aged people to exercise and zet to the bathroom by themselves. In
doing so, Unichann zimed o mest both the pecassities and enable
the dreams of phvsical activicy.

Takahisa Takabara
Fresdent & CEO
Tnicharm § :nr]mr:ll;;i.-:ln
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WEILONG
LI

Wellong Li said thar his early experences of
collective life in & family of Lizonmg cilfield
workers had only smenstheped the mmpor-
tance of family as the central coacept in
business 2z well a5 personal life: the idea of
working and shanng together lay af the heart
of Xmglonz Happy Family.

Afrer resigning as & schoolteacher, Weiloag
L: bad undertaken a3 series of enmeprensurial
wenmras nnal 1982, Deaz Mizoping s famons
speech on his journey to the sonth of China
had mizzered reform — within a year, be and
former schoolmates bad jeined forces to
establish ooe of the first new shopping
cenires in Panjin.

He described 2 major award-winning custom-
er sarvice ininamve, Xinglong Happy Famu-
Iy's Enng Fu Master List series, in which the
retailer had defined 360 areas of customer
service and then encowuraged mained and
celebrated mastery of each amongst their
workforce. That was embodied in baichery
skills — “a biz show oo a small stage™ — where
customers were mare than happy to quene for
service by someocns with evident skill,

Wellong Li made 3 powerfol case for the
contimied ralevance of the physical store in
the digital age: inderacton and sharing
experiences remained the core comipetence of
the company. Xinglong Happy Family had
leamied to tarm thedr stores mnte entertainment
cenires around major festivals, and planned o
mtegrate techoolozy-doven retail fully with
thiedr store netwaork.

Weilong Li
Chaimman and CEC

Lispuing XKinglong Happy Family

Conunercial Group Co
China

DICK BOER

Diick Boer explzined bow developing a comprehansive
nwlfichannel soategy had emerged fromn Abold’s broader
Feshapinz Betail mitative. It was just the latest in a
saries of ralnwentions to follow the neads of the customer
in Ahold’s 125 vear history.

In dommg so, Abold was facing competition nof so much
from other retatlers as from the customer; for the mohile
phons and its mawy apps kad already set the standard thart
refailers would have to match. The pew business models
rerained three core el=ments of the exisinz business:
providing access to prodacts, the “marchmaking” which
personalises promwotions and draws atention to the new,
and the management of physical flow which makes it
2asy to get prodacts.

——

In the first two areas, online competitors had a stuctural advan-
tage. But deltveny presents more of 2 challenge, so a5 incuanbent
food retatlers Ahold had 2 zreat oppormnity. They now offered 2
choice beovesn going o the store, collecting at dedicated pick-up
potuts with cenmalised picking or full bone dalivery,

Boer explained how buying bol.com had given Abeld access o
digifal assets and capabilities; as they wera developing their puline
grocery offer, so they weare incorporating the boloom offer oo
their mamstream stores — already some 5% of products parchased
from the site are picked up in Abolds Albert Haijn stores. They
were also nnning successfnl cross-proopoetions for products as
diversa as barbecue supplies and e-readers.

ik Fooser
Prezadent & (E)
Rinral Ahold

The Netherlands




j the calanutons events of
tae 2011 earmhouake apd tsunsmi had belped develop
thinking about the delivery of mmltiple sarvices o the
rapidly rising muanber of JTapaness honsehoelds comprising
just ome or two older peopls. By 2030, these would
accoumt for T0% of all Japanese howsebolds.

Shinsuke Muto explained bow

By vistting thonsands of homes direcidy to assess medical
znd social needs, be and his team bad mapazed to collact
detailed informarion abour the stams of 10,000 bhouse-
bolds inthe area. He had started a second clinic no deliver
& wide of therapeutic services.

The experience had supported the idea of a clond system
of home medical support — for it was clear a full pichare
of needs conld only be obfained by divect visinng. Equal-

Iy, however, the shesr range of services requited could not be
fanded for wwch longer by cenmal government, nor provided by
any single private organisation. In any case, it was uportant to
keep families and friends conpected for both better risk manage-
ment zod service delivery

Dr Muto said Japan kad the oppormanity o create 3 new global
mdustry in sspior care; one which encouraged activity in semiors
burt also pre-empied health crizses by routine monttoring. Delivery
drvers could work alongzside doctors in such a nerworked
solubon

b Shinsuke Mualo
Chainnsn

Leading Azing Socierny Fonum
Tapan




KJELL NORDSTROM

Ejall Merdsoom satd that profonnd changes had already
been brought abowt by zlobalisation and knowledse
development. Even if the first force of zlobalisation was
slowing down, it was not about to go backwards, The
spread of democracy wonld continue. But as to this
second force, be said “we ain't sesn nothing yet™. The
affect of digitalisation in knowledze wonld be as dramat-
ic as the mechanisation of agronlure a andred vesrs
b=fora.

The pext wave of industmialisaton wonld take place in
cities — and wonld oace again incerporate the West, for
there conld be no comparatve cost advantage with zemo
lzbour cost. Bt this fundsmental dismuption of both

D, kel Mordsirian
Assortiate Professor
Sweden

producton and wransaction costs would have profound
effects. Collaboration wounld become a necessity, and

Mordsiromn said a separate force, acting globally, was the
rise of women in education. The mend had bean noticaa-
ke first in the Nordic covmtries nat was spreading fast. In
conjuaction with a teadency 1o greater econommic dispari-
tes zenerally, it was hard not fo conclude that we were
creafing & new underclass of youngz, smpid or nadereda-
cated men. Aless sppreciated consequence of this zender
shifi was a generalized difference befwesn men and
women with regard to risk. Lehman Sisters wonld kave
Irean an enfively differsnt bank.
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DIGITAL
OR DIE

Digital or Die
Leadership Lessons
Progress on CGF Resolutions
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Masavoshi Son described the moment in the 1970z
where, reading Popular Science, e saw the picoure of the
first zingzle chip compurer and realized it would changze
the world, Smce then, the wapsistor count per chip had
risen consistently, and by 20138, an mdividual chip would
contzin more than the equivalent pumber of neuronal
switches m the human brain. Hut Son said even the
ominz of that even: was insignificant if vou looked
forward 300 wyears, for av that rapge the processing,
storaze and self-leaming potental of the chip would
realize the dreams of science ficdon: a world of connec-
fon, educatnon, relemedicine and robot companions,

In the shorer term, big data represenred 2 goldmins, Son
said SoftBank had used dheir own dropped call data fom

% Wasayoshii Somn
(Thatrman & CE()

-

© Saftbank Corp.
Iil]1.L'I1

730 million comownication logs per wonth o make
radical improvements in coverags and call failure rates,
and now offered the most reliable neowork in Japan.
Using their own search data froom their O20 websie 1o
migger promofionsl campatgns delivered ro mokile hand-
zers, SoftBank had parmered with retailers and mapufac-
turers. 45 000 stores in Tapan were linked to their coupon
ST,

Son said thar without a greater moral purpose, there was
o podns to the miformaton revelution. Its amn bad o be
the reducton of sadness and the increasa of happiness,

Fyuhei Akivama said there wers three charactenistcs o
big dara; vohune, variery and velocity, Businesses engaged
in social listening bad to cope with all three.

Akiyama disnonguished berween two rypes of interlocking
markenng cycle driven by biz data: thar of the big cycle
and the small cycle. The big cycle ook big data to gener-
ate big findings and m mrn, wigzer big tdeas. The small
cwcle nsed big dama o generate small fndings and then
small ideas, the accumulztion of which could be wvery
powerful.

Az examples, Akivama described the biz cvele of Burber-
ry's refocusing their business as 3 result of undsrstanding
that affluent customers in themr srowth markets wers
zeperally vounger, not oldsr, Thev had accelerated their
mansiton o digital platforms, changed their product
dezign and wsed younger medels in their marketing.

Cooversely, Kraft's Cwrec team working closely with daca
planners, analvsts and creatives. had besn able 1o respond to the
blackont in this year's Super Bow] within ren mimites, gensrafing
copv which was retweeted and liked 15,000 mmes,

Most dramatically, Akivama reported bhow Honda's Inerldavi
system, using GPS data from dovers with the system. had
produced vital dam o the aftermath of the 2011 earhquake and
rannami.  Published as open source, it ensbled peopls o koow
exactly which roads were fanctioning and which wers not.

Eyubiei Alniyama
Director & Senmior Vice Fresident
Dientsu Inc.

Tapan /i
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Sean Gourley said that Big Diats offered sreat prospacts,
bt could also sometimes lead to 3 kind of naive empir-
cism — that if scomething conld be expressed muonsrically
it was real, and that if it conld not be messured then ot
was not of awy significance. The first wave of Big Dam
applications had bean largely driven by an advermsing
model; using rasearch to optimise exscntion of existing
solutions.

5o far, awalvdcs struggled to solve bipger questions —
not how to desipn the careal box, bt what kind of cereal
o zell, or even whether to sell cereal ar all Data and
pradicnion alons cannot shape or changs the world.
Grourley explained the concept of aupmentsd intelli-
ence: nsing the superior speed and storage capacity of
computation to accalersee the process by which huwman
being: tvpically acquire the desp pattern recognition of
Expertise

Ha showad how namative analysis — understanding how
stories unfold — could be used at scale by tdennfying the
digital siznamres that accomipanied text and metadata,
whether in press coverage of CEQs ar the subject rarmer
of patent applicadons. Plysics engines — sofftware
which could genarate visnsl representations of compley
data — allowed homans to apprehend vast quantitiss of
data fast v a form they could wmderstand — and nse to
Zain insight:s and spot oppormnities that went beyvond
opmisation

Sean Gourley
Phvzicist, Political Advisor, TED
Fellow, Founder and CTO
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Dick Boer kicked-off the session with an mtroduction e the
three CGF mesolutions around access and availability of
products and services that supported healihier diets and
lifestyles, wansparent fact-based infomoaton o belp consumers
make informed product chotces and conummication and educa-
tonal progranuoes o belp raltse consumer awareness. Boer
explammed how being a responsible remiler was absolubely
fundarmental to Ahold becanse it was the oaly fonndation upon
which sustainable growth conld be budls

Panl Bulcke addressed the Sumnmit by video, He said noa-comm-
nnmnicable diseases now acconnted for a majority of deaths
worldwide and sometmes the consumer goods industoy was in
the dock, whether justifizbly or not. Consnumer goods compa-
nies had 1o ask how they wanted to 2o, and bow they wanted to
e seen. Bulcke pointed out that conswner goods companies
could, wers and had o be part of the solutbon

ik Boer Panl] Bakcke=
Fresident & CEA) {hiet Emecutive (Eficer,
Foval Ahald i Mestlé 5.4

The# MNetherlasds Switzerland

Miubtar Eent said that the consumer goods industry was
striving to solve soume of the persistent issues of our tme. As
one of the five swaegic pillars of The Consuaner Goods
Forumn, Health & Wellpess was vital fo the fomre of The
Coca-Cola Company. Eent noted, bhowever, thar The
Coca-Cola Company understocd it could not act alome.
Success would only resolt from goverument, business and
civil society working together.

Dianny Wegman said that comparing state by state maps of
the United States for obesity and dizbetes showed there was
an irrefutable correlaton between the fwo. At Wegmans, they
had decided to use an extreme focus on specific elements of
hezlth and wellness amongst their own colleagues. Wagman
also referenced a recent spesch by Dr Margaret Chan of the
World Health Orzanizaton, and that with 10 million enploy-
ees, CGF members conld be 3 model for the world.

Kinhtar Kent Danny Wegman
| Chaimman & {CED
? Chief Exacutive Officer Wezmant Feid
%téfm{nlﬂ Compamy Aarkets Int. 32
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PHILIP CLARKE ALEX VON BEHR

by viden message

PAUL POLMAN

by video message

Alex von Bebr highlizhted that The Consumer Goods Forum
was sending strong, clear messages on sustamakbility to the
indisoy and the world He said that howsver ambitdous, oo
individual company could have enough mpact acting alone
oa sustainability issnes.

Three vears ago, The Consuner Goods Fonun agresd oa
resolutions conmitting the industry 1o mobilize the resources
required to help achieve zero net deforestaton by 2020 and
to stan phasing out HFC refdgerants by 2015,

Speaking by video, Paul Polman, CEO of Unilever, said twa
major parmarships had been established o help the CGF
achieve itz conunitment on deforestatdon The Banking
Envircoment Inchiztive would kelp direct capital towards

epviromnentally and secially sustainsble economic devel-
opment. A second parmership, the Tropical Forest Alliance
2020, had been formed between the CGF and the goverm-
ments of the United States, the Metherlands, Morway and
the United Kingdom, They wonld be meeting in Indonesiz
&t the end of Tuna.

Alzg spesking by videp, Philip Clarkse, Group CED of
Tasco, mlked abont prosress oo the CGF's comminnent on
refrigerants. He noted that when they had first made the
pledzs, they were not sure they had a viable soluticn n
place. It was now clear that O02-based systems could be
used 25 a replacement. He repored on the third Befizera-
ton Swroonds, recently beld in Dondon, which was dedicat-
ad o the shift to nahural rafgerants.

Philip Clarke * ol Palingiann 'I-- Alex voun el

(zeoup CEOL g E0, Chief Cystomer (Hficer,
Tesca - [nileer [Tnilewer

Uzited Kingdom \1 United Kingdom The Netherlands

{rearges Plassat provided his perspective on leadership in
personzl tenus. He was fank sbout the contngent natire
of the boad between CEC: and their colleazues — wihile
successful leaders depended on the trust of their teams,
those who were tmsuccassfal were raraly mourned for
moare than & few bours afier their deparmare.

Plassat emiphasised the importance of context. He said
that there were cirouunstances, there ware individnzls and
there were companies, and all three had to fit together for
success. Even then it was often the cirouanstances which
allowed maters to mm owt well, 5o while leadership
itself was critcal for adapiation 1o change and succass,
leaders themselves were relanvely dispensable. Mot was
there one ideal oype of leader, and weither could a muls-
natonal businsss be mn in a bomogenous fashion: local
knowladge was vital,

CI ]

He also poinfed out how hard it was for organisations to sustam
their culmre and focns in the long mn, aod how often the role of
the leader was to rediscover the roots of well established compa-
nies. Having worked for three compantes that had existed for over
a hundred years, Plassat said those roots conld go very deep, bt
that they tended over fme to be forgotten. The nunpes for srowth
had to be redizcovered

Cpizrgies P lissad
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MIKE DUKE

Leadership Lessons

Mike Duke said thar the scale of populaton growth,
increasing wealth levels and the adopuon of reclmology
in Asia wers incredible. He argued thers needed 1o be no
conflict berween this econonuc oppornmity and sustaina-
ble growth, saying that in Wahnan's experience, sustain-
abilicy had made the business swongsr.

He drew three lessons for leadership from the cornpany's
experience. The first was that business had an moportant
role to play in facing the bizgest iszues facing society,
and thar comnpanies should be deinz more. The second
was that integrity kad to be hard wired into every pam of
orgauizatonal life — that o nam was pam of having a
swong civil society. And the third was that no company
could do iv all alone, Walmar's proeress on sustamabili-

Wiclae]l Doke
Presiden: & (Ei
Wal-Mart Stares
T5a

rv had besn built oo listening and drawing upon the
expernze of WS and supplier parmerships.

Dike cited The Sustaimability Consertiwmn and ifs recent
expansion o China as an example of collective effort in
thiz regard. A parmer of The Consvaner Goods Fopam, It
bronzhr ogether suppliers, govermments, acadenucs and
BIGOs to budld the scientfic basis for sustzinable produc-
ton and distibution techniques.

URS MEIER

How Rapid Reactions Keep You Ahead of the Game

Urs Meier dismbuted red and yellow cards o every
pamtcipant ar The Global Summir and led a quickfire
exercise in makmg mstant decizions abour the severity of
challenge: — whether the plaver in guestion each mme
should have besn sent off cautioned or whether no card
was justfied

He explamed that speed and decisiveness were vital for
top class referees, who were requred o make 230-300
instant calls per game. A zood referee. he poted, should
react faster than the crowd. And be alzo explained thar
the first rule of refereeing was only to blow the whistle
for whar you acmally saw.

In this context, Meder’s conmmoversial decision not to allow a zoal
o Engzland in the 2004 European Championships was all the more
mferesting. becanse as he said, afier 27 years and nearing retire-
meent, he had decided o relv on instnct. His decision maken from
spmne distance away and with his view obsoured. mizzered a wave
of oumagze in England which resulted in hiz being boumded by the
Brdsh press and receiving 16,000 emails overnighe. Bur TV
replavs revealed his instinct had been nght, becanse the Porm-
guese zoalkeeper had been beld down by another England player.

U= Sleier i ﬂ
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GARETH

DICK BOER

were welcorned to the stage to officially close The 57th
Global Sumimit. Mr Fent begaw by szing hiz delighe
at how the Tokwvo event bad surpassed all expectations,
with a special menfion saved for the record number of
attendme delegates. He also thanked the Tapansse hosts
for their great hospitaling. Mr Fent concluded by thank-
inz those who had supported him during this tme a3
Co-Chair before wishing the new Chairs and Vies
Cao-Chairs the very best in their new rales.

Crareth Ackenman began by notong his surpnise at the
amoumt of work The Consumer Goods Forom was
involved in, giving special thanks to Muhtar Kent and the
Coca-Cola teamn for all their hard work and support over
the years. Wr Acksmman then shared his appreciation for
The Fonun and for the posifive impact it was having on
the people of the world

videos from
the nead for

Finally, referencing the Health & Wellnes
aarlier in the day, Mr Ackennan reiteran

MUHTAR KENT

Clairs to healp make a difference befors invinng
meonung Co-Chair Dick Bosr to the stage.

Dick Boer began by thapking both Mubtar Kent and Gareth
Ackenman on behalf of kimself and fellow Co-Chair Paul Bulcke,
wha was tmakle to amend the Tokyvo event

Mr Boer patd special note to how Muhtar Fent had overseen the
organisztion's positive wansformation before thamking Garsth
Ackerman for his support over the last 12 months Wr Boer alzo
expressed his plegsurs that Br Ackerman wounld remain involved
m thes maning of The Forum as Vice Co-Chair, alongzide Denize
Mprrison of The Camphbell Sonp Company:

Dick Boer closed proceedings by expressing his and Paul Bulcke's
desire to se2 The Fonum contimung to move forward and develop,
drving collaboranve change throughour the mdusoy o build
bener lives for consumers all over the world. He zlso noted the
nead for members o keep up their energy and conumuoment levels,
as it 15 they who peed o help implement chanze and o deliver
value to the world.

Mk Bawer
FPresident & CE

(rarelth Ackerman
(hairman
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Asahi Breweries & Accenture

_Ernst & Young

Akryoshi Eoji said Aszahi’s target market was food and bever-
aze consumiprion from age O te 100, and itz vision was to earm
st around the werld through paneranng kando. 3 Tapanese
word which combimes plaasars, satisfacton and excitarmant.
Axahi’s strategy was dependent upon creamng addrbonal
wvalue aligned with thres Cx — the comnsumer chapmels and
competittvensss. In commnuusating with their customers and
muanaging chammels. Asahi were looking to nse custoaner and
o data in analytics applicadons, spesding up and simplify-
mg order taking bv uwsing (Pad applications in their sales
farce.

Fabio Vacirca said the time to starr thinking digital was
now, drven by three major rends. First, ome billion new
consmers wonld emearze m the developing world; people
buving CPG products for the first mme. Second, thers was a
newly affiuent middle class in emersing markets. Third,

N\

e

Azl Bresceries

some 15 million new refail outlsts would be peeded to sarre
that mamy new CUStoImaTs.

Hs al:o prediceed 3 far more disintennediated world with
graater finidicy. The scale of digital dizintenmediation implied
2 complete rethink of business models. It was a mistake o
think of it as another techmological projact, or to leava it to the

IT deparmoent alons.

Fabio Vacires
Arcenfyre

Akivoshi Kaji

Aeon & Kurt Salmon

David Hamaty presentaed the results of a research initiative
undertaken by Kurt Salmon into how beter o serve the 63—
segment i Japan and bevond. He poted thar the dam
overfumed sy lingering belief thar sewiors were recluzes on
low fiwed incomes: seniors were richer and morTe aciive
consmmers in 3 moober of product caegories than their
PEETS.

Hamaty went on 0 Suggest consumer businesses had mo
develop an explicit senior swategy based around prodwct and
service offenng, the shopping environment and customsr
EXpETIENCE.

Jemy Hlac ksmdﬂnecmmlmmm
would be the wealthisst, healthiest and most active in the
hiztory of the world. For that reason, Aepn regarded this as
the “Grand Generation”. Some less obvions characternistics
of this zeperzdon included their tendency o consolidate
credit cards for simplicity, their increased propensity o work
and their prefersnce for shopping early in the day.

Eey words in senjor-oniented markets mchaded “simple and
easy” and “healith-consciows”, and Black poted thar intangi-
ble things were often appreciared mors than tangibla ones by
this sepment. He also noted & wide range of senior inidadves
AEBECH had mivoduced, mchiding medical and monsy malls,
a culture club, fitness clubs and a pet restaurant as well as

inz down escalators and maming 30,000 colleazues o
be able to take care of shoppers with dewenta,

Dravid Hamaty Jerey Black
K E-Eiil' A \
R

Christira Fogers said Emerging Asziz was where if was
happening Localization wvas the path forward to profitsbls
srowth in Asia, but this simiple tuth was complicated by
incressing compettion and dizgiral chapge  And finally,
ammerzins markets businezs could no longer be hazed on hops

of a “hockey stick™ profit fumction — they had to profit or lose.

Ermst & Youngz's research showed it was increasingly tongzh o
ransition 3 loss-making emerzing marksars basiness mbe the
black Bur the role in companies® portfolios of these subside-
aries had changed: m the futurs, they kad to be where profic
came from especially for companies struggling with low or
no growth at home.

Mizopmg Zhang lnghlizhted aight imvperatves to address for
meces: I emerging markets. First was empowering local
leadership to be agile. The second was the willinpnass
disrupt maditional approachss in order to be locally relevant.

Dionunic Field said it was mporant 1o start with the facrs.
Three things were changins abour the Intemer. In 2005, the
Intermer was one third developing world, two thirds the deval-
oped world. That had now reversed. Second, the majority of
broadband access was pow used with mobile devices. Third,
what people were doing online was now far mwore data
inrensive than befiore, especially with rezard o video use.

People were spending more mme on social media, with a
wave of developing markets going “siraight to social”, and a
marked ncrease in use in Japan and China, Cmline retail,
already biz, was geming bizger, whether measured by mans-
acred sales or FROPO: ressarch online, purchaze offiine.

Fichard Lee explaiped bow PepsiCo had used digital
technologies to deliver a powerful meszage around the
Chinese Mew Year ar 2 fime when a high proporzon of
younger Chiness weare beginning 1o guesticn the long-stand-
inz waditon of fanulies coming tozather ar Chiness Mew
Tear The Bonz Happiness Home campalgn saw content

buirisiiien |‘|.-|q:r|'~|
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Third, cormpanies had to be highly srannlar in understanding
current and futore profic pools, adopng city straseries and
developing altermamve roubes 1o market in paral aress. Fourth,
high performers ware more likely to create scals by placing
bet: across price ters and channels.

Fifth, a balance kad to be stuck bepwveen efficiency and the
nmmediacy of conswmer amd customer valse Sinth leading
copsumer companies avedded remventng the wheel by
clustering for synergies based on common characreristics
Seventh commpanies bad to flex approaches as the local
marker developed. Finally, companis: had to creste 8 perfor-
mance culmure: ome which mandated disciplinsd execution

Siaopiing Thang

Ernst & Youns Ernst & Young

G, PepsiCo & Rakuten .

=TT

views cross the ope billion mark within seven weeks and
campairn  awareness reached  Bd%a, hlghhghﬂng how
emotional stories are tmeless, no mattst the i

Kentare Hyakuno explained that Fakuten of the largest
e-conmierce site in Japan and were rapidly growing overseas.
Unlike othker plarform retailers, Fakuten wers fimdarnentally
shop-cenmic, creanng 2 global bazaar for lecal retailers
around the world, All 40,000 merchants had access w all of
Fakuten’s Customers; Usng fargeted e-commerce consnlons,
merchant perfonmance could be siznificantly increased.

ol ars Hy kg
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THE FORUM'S
STRATEGIC PILLARS

The Consumer Goods Forum has structured its services
around five issues identified as central to today’s industry advancement.
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KNOWLEDGE
NAVIGATOR

The Enowledge Navigator is The Consumer Goods Forum online collaborative platform. It was established
to enable our members to work together in a transparent and more efficient fashion. It is the place where
we share information and insights into our activities and key industry events with the wider membership.

4

The Enowledge Navigator gives you the opportunity to be an integral part of our unique network of
Consumer Goods professionals. Connect and join this global community for collaboration and knowledge
sharing anywhere, anytime.

ge Navigator via the www.theconsumergoodsforum.com Members Login =~

- ¥

To obtain your madjﬂmqufhm already logged in and have comments,
ideas or questions, please email: supporti@theconsumergoodsforum.com
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]OiN US AT THE GLOBAL SUMMIT!

18-20 JUNE 2014

www.tcgfsummit.com

INTERMNATIOMAL HEADQUARTERS
France

Tel: (+33) | 820095 95
info{@theconsumergoadsfarum com

JAPAN QFFICE
Tel: (+81) 3 6272 6283
tokyo@theconsumergoodsforum.com

THE AMERICAS QFFICE
Tel: (+1) 301 563 3383
washington(@theconsumergoodsforum.com
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