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1. ECONOMIC /
FINANCIAL
ATTRACTIVENESS OF
THE MONGOLIAN
MARKETS



ECONOMY

20 173

$ 11.76 Billion

2.3% P

2010 2011 2012 2013 2014 2015 \2016 2017 2018/

$ 3,973.4 Fore\c/ast

Mining and quarrying

. Wholesale and retail trade

Agriculture, forestry and fishing

Manufacturing

Real estate activities

Financial and insurance activities

Transportation and storage

Construction

Health and education BOUEER oL/l Bank, National Statistics Office of Mongolia
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MAIN ECONOMIC SECTOR, 2015 i
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DOING BUSINESS IN MONGOLIA

Mongolian ranks:
 World Bank Group's “Doing Business 2016” #56
= The Forbes “Best Countrles for Busmess” #64

: Why Mongolia?

: * Mongolian-markets is little, but it is ready; little gem.

:‘: * Long and growing list of businesses — selling everything
:_1 from shampoo to sport cars

«% » Markets are almost entirely centered into the one place,
o Ulaanbaatar capital city of Mongolia. UB-is supercenter
where entire country does business.

g » Young, well educated population

««z -+ Broad-minded, high literate business community with

= flush oversees-educated returnees = Mongolla-Japan Free Trade and

3 : : = ’j Economic Partnership Agreement:
.« » Consumers in:UB know quality and are willing to pay for S { oy o - Re e [s1s /s Ritet1

# it = Mongolia

g : 9, 300 types of goods from Japan
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2. MARKET

- CHARACTERISTICS -

AT TO BE
UNDERSTOOD:
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TOTAL TRADE
TURNOVER (thous.UsD)

Biggest export partners

(mainly copper, livestock, cashmere, wool, hides, metals, coal and crude oil)

Other
9.3%

Great Britain L.
7.2% §4|?

China

83.5%

Biggest import partners

‘\(./\ J;.pzarok Other
23.3%
([i;;\_ South Korea
W 6.8%
Russian Federation e
26.9% 35.8% %

Export 4,669,280.5
Import 3,797,519.1

Exports to Japan

0, 0
10% 11% 4% 1%
| —
Copper Guts of Cashmere  Combed Other
concentrates sheep and goat cashmere
goat.

Imports into Japan

4% 0%

Machinery and Miscellaneous  Prepared foodstuffs

mechanical manufactured
appliances; articles
electrical
equipments, parts
thereof

Source: National Statistics Office of Mongolia



INVEST TO MONGOLIA

JAPANESE v
COMPANIES COULD v
WORK IN L —
MONGOL IAN AN
MARKET e v
fla 2y Ak .

v

v
v

Renewable energy

Green technology and high
tech

FMCG

Construction material
production

Health

e IMPORT FROM MONGOLIA
TN | v

Leather and hide production
Cashmere and wool
production

Agriculture

Bio preparations
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SIGNIFICANT POTENTIAL ON
RENEWABLE ENERGY SOURCES

EI Mongolla has a huge
potential to export
renewable electricity
-across Northern AS|a

ECO CONSTRUCTION MATERIALS

AND HIGHTECH HEATING SYSTEMS

R @ | Harsh weather
. b EI Air poIIutlon
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ORGANIC AND CASHMERE AND
ECO PRODUCTS ‘Gl WHOOL PRODUCTS

y = RSSO = .
h-::i’-;'i:::kxt | a i

| SEABUCKTHORN AND i
| WILDBERRY PRODUCTS (Y F
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HEALTH SECTOR

Life expec
. at birth

60

MILLIONS

Annual expenses by Mongolians
for diagnostics and medical

« treatment in abroad

Mongolian health could not treat 24 kinds of illness and sends
patients to the abroad.
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CUSTOMER LIFESTYLE IN URBAN

 LOVE TO BE WITH FAMILY AND FRIENDS
* ACTIVE IN SOCIAL MEDIA
* ACTIVE LIFE STYLE




Growth rate of internet

APAC INTERNET USE users in Mongolia

NATIONAL INTERNET PENETRATION FIGURES -136%
- Rank #3

MONGOLIA@ SOUTH
KOREA

Q@ «
@ JAPAN 4
PAKISTAN BANGLADESH ‘A

r

APAC
HONG

@ @ KONGTAIWAN AVERAGE
INDIA

60%

THAILAND @
SRI LANKA @ @ PHILIPPINES

@ VIETNAM
@ MALAYSIA

SINGAPORE PAPUA
TIMOR- @NEW GUINEA
& LESTE
INDONESIA
FIJI

MALDIVES

\1; AUSTRALIA
GLOBAL
AVERAGE:

49%
NEW ZEALAND @

Source: UN; InternetWorldStats, ITU,CIA



DIGITAL IN MONGOLIA al

A SNAPSHOT OF THE COUNTRY'S KEY DIGITAL STATISTICAL INDICATORS

TOTAL ACTIVE ACTIVE SOCIAL MOBILE ACTIVE MOBILE
POPULATION INTERNET USERS MEDIA USERS CONNECTIONS SOCIAL USERS

298 150 140 k.77 1.30

MILLION MILLION MILLION MILLION MILLION

URBANISATION: 73% PENETRATION: 50% PENETRATION: 47%  vs. POPULATION: 160%  PENETRATION: 44%

FIGURE REPRESENTS TOTAL NATIONAL FIGURE INCLUDES ACCESS VI
POPULATION, INCLUDING CHILDREN FIXED AND MOBILE CONNECTIONS

?;'.%%%H +136% +27%  +54%

TRE N DS SINCE MARCH 2015 SINCE MARCH 2015 SINCE MARCH 2015 SINCE MARCH 2015

Source: UN; InternetWorldStats, ITU,CIA



This Is tale of one city
There is pride in Mongolian identity

New is exciting

Euro-Asian life style

Young nation, but major purchasers are middle age
Cheap Is not appealing

Affluent consumers are online-and social
Pace of progress is different

Inform and inspire

Demand can be volatile




Key features of Mongolian customers
o R
N But family is
extended and
important for
Mongolians.

Women have a
strong voice in
the home and
the workplace

Sense of |nd|V|duaI|sm IS
stronger. Good at individual sport

, Luxury

h] purchases
, mix of

. show and

#= tastes

Somal medla
Influence

Overseas
allure







FAST GROWTH IN SHORTEN PERIOD

26 years after shifted to market economy since 1990

1990-1996 ) 1997-2001 ) 2002-2007 2007-present

Transition Small business — Increase of Intensifications of

Period

Shortage of products

Peddlers’ and
hawkers trade

No knowledge on
marketing

Based on own
experiences and
intuition.

National big
companies
Small business to
formal legal
enterprises

Privatizations of
state-owned
enterprises

New kinds of
business services

Marketing was only
TV advertisement.

competition

Intensification of
marketing

Increase of
marketing expenses

Giving importance to
the MR

But only basic MR
types: market
potential analysis
and customer
behavior research
etc.

f"‘“ﬁ“MMCG” LLC

;‘g MONGOLIAN MARKETING

CONSULTING GROUP

economic growth

Intensification of
economic growth
(17.5% in 2011)

Big mining projects
implemented

Increased interest to
invest to Mongolia

International famous
brands entered to the
market

Demand of MR
increased

New technologies and
methodologies
introduced

MONGOLIAN
MY A 5
RESEARCH

ASSOCIATION




MONGOLIAN
MR SECTOR FEATURES

Increasing supply, but still few national
MR companies

Small size of turnover, but also
increasing rapidly: annually 3 min. USD

Increasing demand, especially from
foreign investors

Small companies: employs up to 25 full =
time researchers

o)
R
==}
=

Recognized international professional
standards and codes: 1SO 20252:2012
| ' & ESOMAR Code



DATA COLLECTION METHODOLOGIES

QUANTITATIVE
methods:

CAPI1

QUALITATIVE methods: v Central Location Test (CLT)
v Focus Group Discussion
v" In-Depth Interviews

v Ethnography

v’ Customer Immersion NEURO Measurements:

v Home using test 2

v" Social media monitoring

I-iue 1 v" Eye Tracking
L P—y v Emotion Measurement

T E ] {
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FROM BASIC DATA COLLECTION AND ANALYSIS
TO FULL MR COANCEPTS

SERVICE

PRODUCT CO-

CREATION MODEL IMPROVEMENT AD&LINK TEST

MODEL

1. IDEA test — Creative study

2. Concept Test

3. Business Analysis

4.  Product test /Pack & Blind & Home using
test/

5. AD & Link test

6.  Monitoring

/. Brand Tracking




Doing MR in Mongoli
and challenges

Data and analysis for market are no
and available to public

Local companies known how an
where to get data and to do data a
analysis as local partners

Find out MR Companies from pr
association (MMRA) and ESOMAR

5 - 4 o4 4 ¢
connhrm that thi

of ESOMAR. the essential orgat
advancing and elevating market



But think about

- In low price but not good quality -
- Using international standards and codes
=

- Big territory => national representative survey=> higher cost (F2F)

Opportunltles
Using CATI=> Mobile phone penetration is high
- Relatively open to participate to MR survey
- Not so much concern on personal data and
- Trust to MR Companies is higher than APAC average (APRC Trust and
Personal Data Survey)
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ASIA

PACIFIC MONGOLIAN
NMIMEY A e
COMMITTEE

WELCOME TO

2017 APRC

CONFERENCE IN ULAANBAATAR, MONGOLIA




