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DIRECCION DE LOS PAISES

91% de peruanos conectados cree que el pais va por el camino equivocado

¢Diria que las cosas
en su pais van en la
direccion correctao
van por el camino
equivocado?
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PERCEPCION DE PROGRESO

67% de peruanos considera que el pais esta retrocediendo.
No se registraba una percepcion de retroceso tan grave desde hace mas de 30 afios.

n ¢ Considera que el Peru esta progresando, estaigual, o esta retrocediendo? (%)
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EXPECTATIVAS ECONOMICAS FAMILIARES

43% de peruanos considera que su situacion economica estara peor en 12 meses.
Desde que se tiene registro, nunca se habia encontrado una percepcion tan pesimista.

¢, COémo cree que estara su situaciéon econémica familiar dentro de 12 meses? (%)
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PREOCUPACIONES DE LOS PERUANOS
Los problemas que mas preocupan en el pais son la corrupcion, la delincuencia y el costo de vida

H ¢, Cudles de los siguientes son los tres principales problemas del pais en la actualidad? (%)
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PROBLEMAS PERSONALES

El costo de vida es el problema que mas afecta personalmente hoy a los peruanos

ﬂ ¢,Cual es el problema que, personalmente, le afecta mas? (%)
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COSTO DE VIDA

La inflacion nos afecta a todos, pero especialmente a los mas pobres.

ﬂ ¢En los dltimas semanas cuan afectado se ha visto por la subida de precios / costo de vida? (%)

® Mucho :

n Ao A nivel
Poco desagregado,

= Nada los peruanos
No creo que los precios hayan subido en las Ultimas semanas mas afectados

= No precisa son de los NSE

D (81%) y E
(83%).

8 — © Ipsos | RECALCULANDO Fuente: Encuesta EI Comercio — Ipsos. Encuesta nacional urbana rural
aplicada a 1249 peruanos el 23 de junio del 2022.



INDICE DE PRECIOS AL CONSUMIDOR

El 70% de las categorias de gasto comprendidas en el Indice de Precios al Consumidor (IPC)
alcanzaron a junio variaciones por encima del 3% (el ano pasado el porcentaje fue de 57%)

Categorias de gasto del IPC con incrementos mayor al 3%
% del total de 186 categorias de gasto
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PROYECCIONES DE INFLACION

Segun la ultima proyeccion de APOYO Consultoria (julio 2022), la inflacion para el 2022 seria
de 7.5% y para el 2023 de 3.5% pero la tendencia sugiere que podria ser mas persistente.
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PREOCUPACIONES DEL MUNDO
En el 2022, la inflacion ha reemplazado al Covid-19 como la principal preocupacion en el mundo

ﬂ ¢, Cudles de los siguientes tres temas le parecen mas preocupantes en su pais?
Promedio global de paises- el grafico muestra el Top 5 de preocupaciones + Coronavirus
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Con esta mayor preocupacion por la
inflacion y el costo de vida, que

herramientas tienen las marcas para
reaccionar y acompanar ala
sociedad?




AN IPSOS POINT OF VIEW

Jiongming Mu ’l‘
Luis Abimerhy '
Jin Lu
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Global consumes are concerned
that price increase in 2022 will
outpace their income growth.

-



Top Concerns for global consumers March 2022

Inflation now a

bigger concern for W 1st Priority 2nd Priority Top-2
global consumers Top-3  Rising prices / inflation 20% 419%
than covid_19 or ConcernsrThe conflict in Ukraine 13% 30%
= = The Covid-19 pandemic 12% 25%

the War in Ukraine.
I TAM ntrie Personal financial concerns 10% 19%

cou S Health concerns 9% 15%
more so than Other The environment / climate change 8% 14%
l'egIOI‘IS- Crime and violence A % | 12%

Housing prices / affordability LZE 6% @ 9%
The political situation / leadership concerns REZE® 5% 9%
Other economic concerns ﬂ 5% 7%
Inequality 4% 7%
Social unrest ﬂ3% 5%

% Consumers Global LATAM EMEA Europe NA APAC
Inflation pose high or

moderate risk to my 77% 86% 84% 81% 7% 64%
family

Ipsos Global Essentials report March 2022



Consumers expected to shift spending, larger
change among higher risk groups

Expected Shifts in Spending in the Next Month
(Difference Spend More/Upgrade vs. Spend Less/Downgrade)

Global Country Average Rising Prices/Inflation: High Personal Risk

Net Upgrade

-9%

-14%
-16% Net Downgrade

Entertainment  Alcoholic Clothing, Home Home Food Travel or Food
- Outside the  beverages footwear, electronics appliances - Meal delivery = Vacation - Groceries
home fashion, or or restaurant
accessories




It’s a Challenging Time for
an Innovation Manager

Completely re-draw innovation
pipeline?

L aunch inflation-resilient line
extensions?

@ Renovate existing product to
decrease pricing vulnerability?

@ Downsize with new claims or
raise price directly?




Drivers to price elasticity
apply to category or brands

01 Elasticity of O Substitutability 03 Inflationary
Demand of Demand Relativity

Category or brand elasticity is larger when the demand itself is elastic, there are plenty of
substitutions, or when the cost structure of substitutive categories make them fare better than

yours during inflation.

19 - © Ipsos @



So, what does an
Inflation resilient
portfolio look

like?




Bring Differentiation to
Your Product Proposition...

Our concept testing and pricing research
experience shows Differentiation is key to
pricing resilience

* Reduce substitutability
 Withstand price increase

« Supports premiumization

21 - ©lIpsos a E



Whether you are innovating...

Brazilian maker of instant coffee aim to break out of the highly homogenized and commoditized
market with an innovation that are less vulnerable to pricing competition

A highly unique “instant espresso” concept
was validated through consumer research

Trial Expensive-§ Different-
Potential Relevance ness

Pe(r:f?)r: rcneapnt ce O O ‘ ‘

Pricing resilience confirmed in follow-up
pricing pressure test

Volume reaction to price increase Instant Category
Espresso Leader

Price increase 4% -2% -11%
Price increase 11% -5% -19%

© Ipsos




-:0r Renovating

23 - © Ipsos

EXAMPLE
A US internal analgesics brand plans to relaunch to divert risk of
pending price increase by making “new news” to the brand

A relaunch led by a new technology that can be used to claim
superior absorbency and faster action pulls the product position

further away from competitors and was validated through
concept test

Subsequent pricing pressure test through discrete choice
confirms lowered price elasticity

Elasticity to price increase without relaunch -1.7

Elasticity of relaunch proposition -1.3



Dare to Overiay Superior
Claims to increase
resilience...

Making claims beyond category
entry requirements is an important
way to bring Differentiation

* Provides justification to pay more

« Improve value equation to reduce
vulnerability to price increase

24 — © Ipsos




Overlaying claims to increase pricing resilience

EXAMPLE

Ipsos experimentation introduces several hypothetical US
shampoo products that are different only on claims made,
from only making cost-of-entry claims, to ones that overlay
“beyond the core” claims

~ o
i Pantene Pro-V
PANTENE Daily Moisture
& *Pro-V nutrients
e * Antioxidants
*Deeply hydrates
$4.99

Consumers are asked to choose between these new ideas vs. leading
brands, with each choice exercise, the price for the new products vary
based on rotational design. Here is one choice example with a market
leader and a “fully loaded” new product idea

25 — © Ipsos

A New Shampoo
From America’s Favorite Brand

* Deep moisturization

* Repair and replenish
*Sustainable Packaging
*Sulfate Free

*No Silicon

$5.99

Example “beyond the core” claims

overlaid: “sustainable packaging”,
“Sulphate-Free” and “no Silicon”, etc.

Only making
category-entry
requirement claims

Making one or more

"beyond the core"
claims

% Win vs.

leading
competitor

win rate drops
11% with each $1
price increase

win rate drops
only 6% with each
$1 price increase



-=However, not all claims lead to pricing
resilience, understand if your claims
have “Permissibility to Pay”

“Permissibility to Pay”: the power different claims carry in
supporting price increases without losing volume. Permissibility
to pay can be proven in carefully designed consumer research

EXAMPLE

“Permissibility to pay” study

 Over 20 beverage claims tested in the US to screen for ones that are able to
withstand price increase without losing volume.

» Consumers asked to shop beverage brands with varying claims and price according
to experimental design, share of choice for client brands are tracked.

* Overall, 2/3 of the claims tested proven to be ineffective in supporting price
Increase, resulting in volume decrease vs. current.

* Winning claim in “functional wellness” was able to support as much as 29% price
Increase without losing current share of choice. However, other “health and wellness”

claims tested are far less effective.
26 — © Ipsos




-=Furthermore, not all brands can carry claim with
permissibility to pay to the same effectiveness

A next step to permissibility understanding is whether
your brand provides a good fit to carry the claim

ANOTHER EXAMPLE

Permissibility and Brand Fit Study

« A US maker of Italian food has discovered that a claim
about “authentic imported ingredient” to have the ability to
make packaged Italian food products more resilient to
price increase.

 Further test shows however, only one brand in the client’s
portfolio has equity to effectively carry this claim

« Same claim on other brands created believability issues

27 — © Ipsos @



Premiumization

strategy shouild
continue

* Premiumization balances
profitability in a portfolio

28 — © Ipsos
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Value-tier line extensions are intuitive in inflationary times,
but premium innovation still has its place

Premium and super premium products are known to
have on average lower price elasticity than its
mainstream peers:

EXAMPLES FROM IPSOS PRICING RESEARCH

* Premium tier toothpaste 40% less price elastic than
value tier products in the US.

* Super premium skin care products in China shows
only -0.3 elasticity

« Super premium infant nutrition products show Veblen
product qualities (demand increase as price rise)

High margin premium products at inflationary times can offer much needed balance to
profit-draught brand portfolios weighted down by value/economy products

29 — © Ipsos &



4 Tips for Premiumization during inflation

Brand/products

Consumers

Unique benefits
Brands with purpose
Semiotic cues from packaging

Small indulgence
Reward and empowerment
Think new target, EX. young male,

Category/segment trends

Technology

Connect products to new business
model and experience beyond
product through technology

Functional benefits
Wellness trends
Craft/artisan segments




BSci tip: nothing is cheap or expensive in absolute, it’s all about
what consumers benchmark your innovation to

Expensiveness is always relative — Innovation positioning that successfully trigger benchmarking
to higher priced competition will increase perceived value and increase premiumization success...

EXAMPLES FROM MAKER OF ANTI-BACTERIAL HAND SOAP

I

£2.49

Could still be perceived expensive at Same product carried by a manual Now powered, consumers might be now
£2.49 when consumers benchmark to pump might be compared to bathroom benchmarking it to small
other hand soap on shelf gadgets and viewed as inexpensive kitchen/bathroom appliances instead of

soaps, £39 could still be a bargain

31 - ©lIpsos @
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Raising price
directly?

$240 $3.29

Downsize?
$2.99

Complete
Restage?

$3.29
New Look!

New Benefit!

When raising price on existing
products is inevitable

Lower cost
ingredients?

$2.99




Directly raise
price or
downsize?

Downsizing, or a
combination of
downsizing and price
change offer effective
ways to prevent short-
term user alienation
compared to direct price
Increases.

Such short-term effect
can be confirmed with
from consumer research

33 - © Ipsos

Due to the discreet nature of downsizing, at Ipsos, evaluation of downsizing
effectiveness use observational techniques in realistic virtual shelves.

US salty snacks maker needs to
decide whether to raise price
directly or downsize. Shelf test of
various downsize and price
iIncrease options reveals that at trial
phase, downsize can successfully
conceal price increase.

From observation
Price Elasticity

Direct Price
Increase

-1.2

Vol loss
almost linear

Indirect Price
Increase Through
Downsize

-0.3

Price increase
well Concealed



Downsizing also offers marketers an opportunity to add new
news to further conceal price increase in a full brand
renovation

When done right, a full renovation combo can even completely
offset share erosion from price increase at least in the short term

Il N

New fancy
: Current : :
Share of choice observed Design design with
from choice exercise - new claims

-

Size 18 0z m) 1690z

Total Brand 9.0% mwp 9.2%

Variant A ($3.98) 6.5% 6.6%
Variant B ($4.48) 1.9% 2.0%
Variant C ($4.98) 0.6% 0.6%

34 - © Ipsos @

EXAMPLE

US mouthwash maker renovate with
new bottle design (smaller size)
together with new functionality claims




But beware of
bad press
hurting company
reputation

35 - © Ipsos

Ehe New York Times

OPINION

Product downsizing cheats consumers

Food Inflation Kept Hidden in Tinier
Bags

By Natalie Hein
Jan. 12,2009 9:46 p.m.

SNEWS

Shoppers beware: Products shrink but
prices stay the same

Sneaky Manufacturers Shrink Packaging,
While Keeping Prices the Same

i i [B[B|C]
Ice cream shrinkflation il

You're notimagining it...your dessert is getting smaller.

Traditionally US ice cream
was sold in half gallon or

640z tubs...

...but by 2008
many tubs

had shrunk to
480z. |

19||EM 331 Ul SISWNSUO0D 11y 0} dnowl
Ayyjeais ul saolid Buionpad 1noyim
sabeyoed Buizisumop ale s3s09 Buisii
Yum paoej saiuedwod :A13unod ayy
ssoJoe siaddoys sayjli1s ,uone|pjuliys,

dropping. “The first time I’ve ever seen an 11-ounce can of corn at
the store was about three weeks ago, and I was just floored,” she
said. “It’s sneaky, because they figure people won’'t know.”



Long-term effect from downsizing is not immediately evident
from shelf tests, but measured through product tests from at-
home usage

Ipsos has conducted thousands of at home product usage tests and ROI analysis that balance short
and long-term objectives from cost reduction projects, including downsizing, we found:

Honesty and transparency are important, brand
authenticity increasingly valued; Downsizing, when
eventually noticed, risk breaching trust, causing
longer term damage.

For frequently purchased categories, downsized
products expose consumers to accelerated re-
purchase cycles that come with increased risk of
brand switch.

Downsizing could bring new costs due to redesign
of packaging, reconfiguration of manufacturing
equipment.

36 - © Ipsos @




Recap: what does an inflation resilient portfolio look like?

©
© ©

Differentiated Superiority claims with Well balanced The right tactics to
products with low permission from between value and raise price, downsize,
substitutability consumers to charge premium offers or cut cost that
more balances short-term
gain and long-term
risks.

38 - © Ipsos a



Successful
Innovation managers
have navigated
through similar
cycles in the past
and you can do it too

39 - © Ipsos

“Those who fail to
learn from history
are doomed to
repeat it.”

- Winston Churchill




3. LOS MERCADOS
EN TIEMPOS DE
INFLACION

GAME CHANGERS




Los hogares peruanos sienten que su situacion
economica ha empeorado en los ultimos 12 meses...

Situacion econdmica familiar con respecto a hace 12 meses
(%)

Mucho Mejor I 2

N e e e —m—m————-

© Ipsos | Realidad peruana en tiempos de inflacion
Ipsos Bus: Situaciéon econémica — Per Urbano, Abril 2022 / EOL. ;,Cémo cree que esta su situacion econémica familiar con respecto a hace 12 meses? / Base: Total de entrevistados (991)




Esta situacion se debe sobre todo a que los precios
han aumentado, aunque no es el tnico factor.

¢Por qué la situacion econémica ha empeorado?

(%)
Algunas personas del hogar perdieron su empleo _ 25

Los ingresos laborales del hogar se han reducido
Las deudas del hogar han aumentado - 21
Los ingresos del hogar son menos estables -

Las ganancias del negocio familiar han disminuido - 17

Falta de trabajo I 2

Mal gobierno I 1 b
Esta percepcion se

Por la pandemia I 1 da en todo el pais

Ipsos Bus: Situacion econémica — Pert Urbano, Abril 2022 / EQ3. ¢ Por qué cree que su situacion econémica familiar ha empeorado?/ E
Base: Total de entrevistados que creen que su situacién econdémica familiar ha empeorado (506)




Comprando/utilizando menos cantidad de
algunos productos

Comprando marcas/productos mas
economicos

Dejando de comprar algunos productos

No he cambiado mis habitos de compra o
consumo

e —




Y los productos donde mas ahorran son...

Tres gastos que mas esta reduciendo para lidiar con el alza de precios

(%)
rropucTos R 63
Productos basicos de primera necesidad/ Alimentos/ 23
comidas
Azlcar 17
Aceite 14
Arroz 11
Pollo 11
SERVICIOS BASICOS DEL HOGAR _ 25

Luz/ Electricidad 12
Gas 11

DIVERSION / ENTRETENIMIENTO - 10

Ninguno: 4%
NP: 5%
© Ipsos | Realidad peruana en tiempos de inflacion

Ipsos Bus: Situacion econdmica — Pert Urbano, Abril 2022 / EQ6. ¢, Cuales son los tres gastos que mas esta reduciendo para lidiar con el alza de precios?
Base: Total de entrevistados (991)




Se reafirma preferencia por el canal tradicional...

Primera opcién de lugar para comprar alimentos procesados
(%)

En mercados

En tiendas de descuento o mayoristas
(Mass, Makro, Precio Uno) . Por qué?
Otras tiendas de puerta ala calle . . ..
Precios mas economicos o
mejores ofertas
A un vendedor ambulante 61%

En supermercados

Por internet, a través de tiendas en
linea

© Ipsos | Realidad peruana en tiempos de inflacion

Ipsos Bus: Situacion econdmica — Pert Urbano, Abril 2022 / E14. Respecto a la compra de alimentos procesados (fideos, atiin, entre otros), en los siguientes meses cual de las siguientes alternativas seria su

primera opcién de lugar para comprar; E15. ¢ Cuéles es la principal caracteristica que valora de su primera opcién de lugar para comprar alimentos procesados (fideos, atin, entre otros)?/ Base: Total de
entrevistados (991)




Se reduce la frecuencia de compra

Frecuencia de compra de alimentos para su hogar

Va a comprar con menor
frecuencia que hace 3 meses

Va acomprar con lamisma

frecuencia de siempre Afectando a todos

los NSE:

Va a comprar con mayor A 47%
frecuencia que hace 3 meses B: 53%
C: 65%
D: 66%
E: 48%

© Ipsos | Realidad peruana en tiempos de inflacion
Ipsos Bus— Lima, Julio 2022 / ¢, Segun la frecuencia de compra de alimentos para su hogar, usted diria que?/Base: Total de entrevistados (542)




Se buscan formatos mas peguenos.

Esto nos habla no solo de la subida de precios, sino también del
empobrecimiento de los hogares.

(%)

Compra formatos més grandes que
hace 3 meses

Compra los mismos formatos que
siempre

Compra formatos méas pequefios que
hace 3 meses

_______________________________________________________________________________________

Esto puede indicar que
prolongan la duracién del
producto

Ipsos Bus— Lima, Julio 2022 / ¢ Con respecto a los formatos o tamafios de productos, usted diria que? (Preguntar por: limpieza del hogar,
Cuidado Personal (shampoo, pasta dental, desodorantes, etc.) y Alimentacién para la despensa)/Base: Total de entrevistados (542)




cComo las empresas estan
afrontando esta situacion?




1. Estan
optimizando
sus formulas

Del total de estudios de pruebas de producto que realiza Ipsos Peru:

59%
Lanzamiento de productos

: 6% i Julio
. Estudios de optimizacion de formulas !

__________________________________________________________

44%
Lanzamiento de productos

T T e T R

__________________________________________________________

Los estudios de lanzamientos se han mantenido, sin embargo
hay un fuerte incremento de estudios de reformulacion.

Fuente: Estudios del area de Innovacion, Ipsos 2021y 2022 E



2. Revision de la estrategia de portafolio

Las marcas de tier bajo comienzan a cobrar relevancia para las empresas y el mercado...

® Aceite Tri A - Alicorp ® Aceite Beltran — Industrias ® Aceite Tondero — Palmas del
Belsa Espino

© Ipsos | Realidad peruana en tiempos de inflacion




3. Achicando formatos

R d ﬂ -z “...una disminucién en el gramaje que permite conservar la
eauriacion. preferencia del consumidor y cuidar sus margenes...”

(Semana econdmica, 2022)

Es unatendencia global
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4.

Las marcas
premium
comienzan a
diversificar
sus formatos

Las marcas del tier 4 suelen tener formatos pequenos...
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Las marcas
premium solo
contaban con

presentaciones
de 1L. Ahora
tienen formatos
de 200ml.




Para cada una de estas acciones, se tiene que realizar investigacion de mercados y
asi no poner en riesgo a las marcas y al negocio...

2. Las marcas de tier bajo

: : _ 4, Las marcas premium
) . comienzan a cobrar 3. Achicando formatos: : : .
1. Estan optimizando sus : " o comienzan a diversificar
, relevancia para las Reduflacion
formulas sus formatos

empresas y el mercado...

“¢Se generara un cambio “¢ Qué debo comunicar “¢Como afectara el “¢ Como esto influenciara
muy radical en mi con mi marca de tier consumo y las ventas?” en la percepcion de
producto y dejara de bajo?” marca?”

gustarle a mis
consumidores...?”
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