27T EUROMONITOR
INTERNATIONAL
I PASSPORT GMID
Passport GMID a1—H—HAK



m EUROMONITOR
L& INTERNATIONAL m oia

®Passport YT R—CDPE 2R—T
®Passport EELYIR—DDPE IR—T

~#ETT—3~
OSEARCH TREEMNLD#fist T —2 R FE D FIE (CATEGORY TREE) 4RX—Y

~EtT—45~
®SEARCH TREEMN L D#ET T —21 8 FE D F)[E (GEOGRAPHY TREE) 5R—¥

~ iR T — 5~
o <BEMBOER> 65—

~RETT 5~
0 < T—AHEZEH#(CONVERT)T B> TR—T

~ R T — 5~
o <F—55(F HTIU— M MEELZ TRRELET > 8x—T

oL /R—K(Report), 523 (Articles), T 21&E#R(Company Profile) ZE D EHIFRERE IRN—T



EUROMONITOR
# INTERNATIONAL

Passport by T R— DR E
T aiR—RHEEP.10

jog Out

2= Passport

SEARCH

EXA DA~
TOtA

{* Industries

{" Countries & Consumers

INDUSTRIES ¥

COUNTRRIES & CONSUMERS ¥

DASHBOARDS v CONSULTING

MY PAGES ¥

SPOTLIGHT

TR

E&LHBEEICEAT S0,
FEXERFREET I~

What's New
H{ consumer? R

HELR

FAQB &
UHEDER
B, )Y —
F Aiketc.~

THINGS HAVE

First choose an industry...  w - Welcome to the Iatn:sbt T|di:iont of :I:E Eur::rnonitor Intn:rna;iorlal 7 7 t X
- consumer u:ornkrnten 5 ul:I e |: r:; |ntg'j1n:nttc:on5u!'nert re; s ;_In _ WELCOME to the new » .
emerging markets. Understanding the fast-moving trends shaping Euromonitor International’s gateway to
Ga = consumer attitudes and behaviour in these... lobal .. Il
B Article | 11 May 2011 | Read » global strategic intelligence.
QUICK ANALYSIS FINDER Future Watch: Under the Radar - Can Brands CLICK below to get an overview of the
| Woo Consumers by Keeping a Low Profile? site and explore the many new features
Select... v An Argentine bank has created a significant buzz in its domestic we've added to Passport including

L7
(]

[

EF7FYRMLBAEAS
[CEAEZRHATIEA(L
R—N 2B Article)

.

market by sponsoring a football team but opting to keep its brand
off their shirt, giving it "back to...
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1 Euromonitor International Interviews Francis
4% Blake, Policy Advisor at the UK Soil Association
m Naturally positioned and organic beauty products are rapidly
moving from niche to mainstream status, with many beauty
companies addressing the demand for eco-friendly innovation. As
a result, changes are taking...
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Special Report: Libyan Conflict and Regional
Uncertainty Drive up 0Oil Prices

Starting with Tunisia and Egypt in early 2011, opposition
movements have grown across the Middle East and North Africa
(MEN&). Libya became the next country to develop a mass

opposition...
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Select category... New Luxury Goods global briefing: Luxury

Brand Routes to Market: Exclusivity vs
Expansion

Luxury brands are adjusting to an environment in which buying
power is switching to emerging markets, while consumers in
developed regions are making luxury purchases across a
widening range of...
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T care Novel and Functional Ingredients Drive Hair
et/ Kits Care Growth

Hair care is the second largest category in the beauty and
personal care market after skin care, worth over US$67 billion in
2010. The category was affected by the economic...
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Beauty and Personal Care State of the Industry 2011
2010 marked a further recavery for the beauty and personal care industry
as a whole with 5% wvalue growth, up from 4% the previous year. While the
mass market accounted...
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Unilever acquisition of Alberto Culver given U3
clearance

May 2011

Unilever reveals strong Q1 as personal care goes from
strength to strength

May

Unilever Acquisition of Alberto Culver Approved, Terms
Set

May 2
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