Consistent growth for dairy firms

MALAYSIANS LESS SENSITIVE TO PRICE
INCREASES: Tetra Pak expects local
dairy market to grow between
three and five per cent annually
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AIRY conmmpamies gan expect
Dcuus]s:uu: growth In the

country a5 Malaysiang are
less sensitive to price Incresses,

Terra Pak (Madiysia) 5dn Bhd is
optimistic that the bocal daliry market
whll grow berwean thee and fve per
cent annually.,

Marketing manager Kenny Lim
s coupled with marketing the
gocdness of dalry. the market's com-
pokinidled avengie growth mte (CA-
Gt} bebween J008 and 2012 has been
il thres per cent,

"Mualaysinns are kess sensltive o
price Increases,” John JFose, Tetra
Pak's director for marketing and

product management remarked.

Epch Malayslan s expected 1o
consume & little over 10 cups of deiry
milk this vens ar o votal of 5161 liines
including Milo, Navoured milk and
witlte milk. This campares with
48,94 Jitres of dairy consumed in
2008,

By 2005, axch Malaysian i3 expect-
od fo consume 5317 litres of milk
araally, even as dairy mw mnterial
price remains high.

The fimires revealed by Tepra Pak,
the world largest food processing
and packaging company, showed
thiat per capita consumption in
Maloysia was sl higher than bn -
donesia | LLEL litres), the Philip-
Plnes, Vietnam, Thalland, Singapore
angd Tnckia {4708 Litres).

Mplpysian consumpiion s, how-

|

Tetra Pok wmarketing manager Kemagy Lim saps the market s compoinded
averdge growth pate benwees J008 aod 2002 hes been ai three per cent.

ever, atlll loower than the highest con-
sumer Finland at 147 litres per per-
san hur much better than Mozam-
bigue at {7 litres per person.

Jose amd Lim were speaking 1o
reporters af a briefing on the Fifth
‘Tetra Pak Dalry Index.

Geotmlly, Tetra Pak has identified
A7 billlon bow-Income consumaes in
develoning countries as the dairy in-
dustry’s next big growth opportu
nity due m an expected rise ln
prosperity, purchasing power and
desire for packaged liguid dairy

products LD

Consumption of low-income con-
sumers In developing markets s
forecast 10 increase o 80 billion
litres in 2004 from 70 hillloen Heres in
2011,

Low-income consumers lbve on
L83 1o USEE [RMA30 10 RM232) a
doy and have been identlfied as
avirmially untapped market.

They make up 50 per cent of de-
veloping counciled popularion amsd
consume 38 per cent of the LDP in
developing countries.

Hilf af the LDP consumers Live in
Indin and Chinn. Referred o as
Deteper in the Pyramid consumiers
by Tetra Pak, they are sxpected to
grow in afffuence and shifl fiom the
low to middle income by the end of
the decade.

Meamwhile, dalry consumption s
the second largess component of bg-
vl consumed after ton and coffes,
The former made up of a fourth or
LA8 billiva livres of the 588 billion
litres consumed last yvear. Ofthe 148
biitlom lirres, a bulk of It s favoured
milk, including Milo and 214 per
cent [swhire milk.



