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Kantar Retail 
Springs from our Heritage

Combining the best of WPP’s retail insight and consultancy businesses 
to bring clients better solutions from Insight to Strategy to Execution
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Growth and Latin America
Key Points to Think on for Next Two Days

Recession dipped into and out of 
Latin America

Banks and Financial Institutions 
are stable and lending

Second Explosion of Commodities
Population is aging as families 

shrink
The Worker Boom
Consolidation ContinuesConsolidation Continues
Is the Future Now?
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IMF Projections for the Global Recovery
Current IMF 

j ti tprojections expect 
advanced economies 
to be in full recovery in 
20112011

2009 and 2010 in
Old

2009 and 2010 in 
Emerging Countries 
continues to be strong

NewNew
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Source: IMF G-20 Summary
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GDP Change 2008 to 2011
IMF Projections for Select Countries

2011 Growth is 
expected toexpected to 
continue.   

Commodity andCommodity and 
finished products 
driving numbers
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Source: IMF
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Growth Continues: All formats
Sales Shift To Key Ones (constant US$)

New Winners

Small C&C

C SC-Stores

Discount

Old Winner

HypemartHypemart
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Square Meters (Millions)
Retailers Continue to Invest in Footprintp

New Winners

Small C&C

C SC-Stores

Discount

Old Winner

HypemartHypemart
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2011 and Beyond
Organizing Our Thinking and Planning into Five Shares

Retailer/ 
Landscape

Retailer/ 
Landscape ShopperShopperLandscape

Market 
Evolution

Landscape
Market 

Evolution

Emergent 
Digital

Emergent 
Digital

Information
Using Real 
D t t U

Information
Using Real 
D t t UData to UseData to Use
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Wh i th ll ?Where is growth really?

Hi t i ll i L tiHistorically in Latin 
America it has been the 

i fconversion of 
consumers into formal 
hshoppers

Wh t h hWhat happens when 
that model changes? Recession did not generally come 

to Latin America
Banks and Financial Institutions 

proved themselves
Population is stable and aging
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Population is stable and aging



Mineral Extraction Explodes
Emergent Marketing Drives Need (2000 US$’s)
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Globally, It is Cheap to Move Product
Baltic Dry Index as of Jan 2011

May 2008

Jan 
2009

The Baltic Dry Index (BDI) is a number issued daily by the London-based Baltic Exchange.
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The index provides an assessment of the price of moving major raw materials by sea.
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Source: Investment Tools.com & The Baltic Exchange



Container Traffic Import/Export Latin America
Major Increases… But (TEU )Major Increases… But (TEU )
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Global Life Expectancy
Increasingly into the 80’s as a norm

66

82

88 ???????7378

82

70

72

78 5078
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Source: Kantar Retail analysis, indexmundi.com



The Emergent Market Worker Boom
Has a Profile much like Mexico going forward

Despite slowing population growth retail shoppers will increase in next 15 years
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Source: Walmex Investor Presentation, July 2008

Despite slowing population growth, retail shoppers will increase in next 15 years
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Global Banking drives Global Decisions 
Ten Years was a Long Time

The Shift Means Cash 
where Growth is Happening 

Now!Now!

Market capitalization, in USD billions
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Source: Financial Times of London June 2010 Report
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Predictable Growth / Credit = Lower Savings
Savings Rate as % of GNI

L d di t blLonger and predictable 
lives

Fo ndation of financialsFoundation of financials

Moving into key earning 
yearsyears

Consumers are going to 
have more disposablehave more disposable 
income in Latin America
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MEM mapped to Retail Processes: 
Key Latin American Markets

ExplorationExploration ConcentrationConcentration PenetrationPenetration MaturationMaturation PostPost--ModernModern

Supply Chainpp y

Chain Store Management / Credit
Brand Management

Generally Internationals 
pushes the country 
groups faster than Merchandise Planning

Consumer / Shopper Insight Research 

existing reality.
However, often these 
initiatives fail if too in 

Private Label Management

Category Management
Retailer CRMadvance.

C.America Brazil

Chil

Retailer CRM

Peru

Argentina

Mexico
ChilePeru

Venezuela
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ArgentinaVenezuela
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How to Gaining Share of g
Consumer Spending?

Th Fi ht b t th i f lThe Fight between the informal 
market and formal market 
continuescontinues.   
The new battle is moving into 
the cross-channel and Virtual

Commodity Leaps
F ili Pressure on the Everyday 

Purchase by Everyday Needs

Th Bl di d U f I f l

Families
Credit

The Blending and Use of Informal 
and Formal

A long history with consumer
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A long history with consumer 
information and use



Global Commodity Index is Shrinking the Wallet
As of Dec 2010 (Year 2000 = 100 Index)
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Source: World Bank  Dec 2010 Pink Sheet 



Family Size Has Dropped to Replacement
Population Growth from Health, Not Birthsp ,

Smaller 
Families are 
less 
expensive, 
disposable 
income 
rises
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Continued Move Towards Balanced Income
GINI Coefficient Trending Downward
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Formal / Informal
Billions with a B
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Source: Kantar Retail research,



Income Distribution Improves (GINI)
But Evenly – Interest Raised in 3rd and 4thy

The New Retail Focus
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Credit in Latin America is Retail Credit
Despite Some Commercial Changes

The Majority of 
Shoppers are on pp
‘managed’ credit 
which enables 
retailers not only toretailers not only to 
flex profit sources.

But also keep close 
relations with 
shoppers realshoppers real 
incomes and 
potential to spend
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Share of Wallet:
What Latin America Retail Makes Work… and not

Why
Credit and 
Frequent 
Shopper 

Strategic 
Product and 

Shopper 

Insights

S oppe
Programs Management

Insights

What
Traditional ROI-
based analytics Almost all What “shopper 
marketing” and 
category mgmt

of our 
reports

A ti
No Yes
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Action
Source: Kantar Retail analysis



Who Influences the Consumer 
and Where?

What does your brand 
t t th ’represent to the consumers’ 

beliefs? 

Do you make an impact?

Respeto
Personalismo
Confianza

Credit continues to drive 
decisions in Latin America but for 
how much longer?how much longer?
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Latin America has the Highest Online Growth
And highest usage per: 141 per month

Social Media in 
Latin America is 
only starting

For a region that is 
driven by opinions, 
touch, and an 
informed lead

The explosion is 
only starting
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Understanding the Online Decision
Four steps of engagement

B
readRelational 

th of  U
sTransactional ser ExpeFunctional erienceInformational

Range of Online Offerings
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Range of Online Offerings
Source: Kantar Retail research and Kantar Retail analysis
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Key Formats Shrink 
Cash & Carry and Discounters are Getting Smaller

Avg SquareAvg Square 
Meters per 
Store is 
dropping indropping in 
key formats
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The Shift in Formats: Fitting the Store Closer
Discounters, Cash & Carry, C-Store, Online

Wild CardWild Card

Online / 
MobileMobile
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Organic Individualism:
The Way Forward In Share of Decision
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Can you make the overall life 
of the Consumer Better?

Retailers in  Latin America do a 
lid j b f li ki P d t tsolid job of linking Product to 

Benefits.
Now they are spreading intoNow they are spreading into 
across more of their shoppers’ 
needs beyond the store.

Quality of Self
Quality of Family
Quality of Community

Health & Wellness

The need for Authenticityy y
Finding Consistency 
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Life Satisfaction: High Across Most of Region
But Still a Key Concern

© Copyright 2010 Kantar Retail 33



Solutions Increasingly Mean Employees
Retention and Training in Latin Americag
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The Real Impact of Solution Thinking
Getting Through to the Consumer

© Copyright 2010 Kantar Retail



How to Cut through the Static 
and make the Connection?

There are huge number of 
di t ti f th Shdistractions for the Shopper 

In Latin America the answerIn Latin America the answer 
has often been the personal 
touch or word

At core this is the question of 
the Emergent Shopper wantingthe Emergent Shopper wanting 
to stay and shop

Cell Penetration is 99%

Smart devicesSmart devices 
2010:   11 Million
2015: 440 Million
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The Future: The Very Next Thing to Think On
Image Driven Digital Computing
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Source: Kantar Retail research and analysis



Data Generation Changes by Generation
Retailers Deal with Generations of People (not just Shoppers)
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Source: Kantar Retail research,



Data Generation Changes by Generation
Retailers Deal with Generations of People (not just Shoppers)

– Gen X:Gen X:   
Tools

Gen Zed:   Appspp

G Y I t ti
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Gen Y: Integration
Source: Kantar Retail research,



The Other Gen Y Trend of Note
The Rise of Women

Globally
• More women than 

men are starting 
college

• Far more are finishing• Far more are finishing
• Even more to 

advanced degrees

• If the primary 
di t f thspending agent of the 

family becomes the 
primary earner…
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Source: Kantar Retail research,



The Other Engagement: Reality Tissot
Trying it On Virtually

© Copyright 2010 Kantar Retail 41

Source: Kantar Retail research and analysis



Get Ready

Real Growth:  Latin America is still powering on 
strong commodities while shifting rapidly towards 
more balanced/firmer economies

Wallet Share:  More disposable income combined 
with retailer strengths in managing creditwith retailer strengths in managing credit

Decisions:  Retailers are physically trying to get 
closer to where decision are next is virtualcloser to where decision are, next is virtual

Solutions:  Looking at larger society and the 
l b t th f ll i i LAemployee base creates the full view in LA

Engagement:  Who and where the engagement is 
coming is shifting rapidly in Latin America.  

Get ready for a great ride!
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