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€ Contents and aim

Our reports provide detailed market intelligence to help you select the right market
for your products

* Country overview Become aware of

® Industry overview and demand forecasting existing market

, , structure, issues and
®* Sales and marketlng overview

opportu nities.
* Competitor ana|y5|s

* Import procedures and supply chain analysis Take informed sales

®* Potential buyers decisions within a

® Recommendations strategic context.



€ Country overview

Appreciate the broader macro economic, business and political context

® Geography and politics
® Financial overview

® Trade agreements

* Ease of doing business

¢ Imports and EXPOI"[S

by sector and country
* GDP growth
* |Inflation

° Currency

» Morocco overview — geography & politics

Arabic speaking country in North Africa, with several urban centres

Geography Population
Land area: _ 446300 ki’ " Total \arion: 15730 580
Capital:
Major . -
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Major Promoting international investment, but challenging regulatory environment
ports:
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Border Morocco overview — economy
ounmer Stockmar International trade with KSA has reduced in recent years
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Corruptio Government taking regulatory steps towards increased economic growth
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€ Industry overview and demand forecasting
Evaluate market supply, demand, and growth, by segment where applicable

& Industry overview — historic market supply

[ ] O M f k d M Industry ove There is no local production of sulphur in Tunisia; main importers are Russia, UAE
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* Market demand by product

& Industry overview — historic & forecast market demand
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- © Sales and marketing overview
' Understand how the market works and compare product price points

€ Sales and marketing — market st
70-80% of tiles are sold via distributors

Company Relative Size Characteristics  Key Cq
Type

Ceramic & * 7 domestic * Twyh
Parcelain Tile manufacourers * Saj

* Imparts from

l Inclia, Tanzanaa n:.:'nlr Oﬂa

e, U

* oA il distributors o * CTM

Manufacturers:
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Tile Diseribamors:

Twyfard-cnly products * Weal

st

Ceramic & * Long il af smal g

Forcelain Tile informal retailers s
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Price

4 Sales and marketing — pricing vs. KSA

KSA ceramic tiles appear price competitive compared to Chinese imports

Relative ceramic tile pricing : KSAvs. Other Countries
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Note: Prices shawn are average SAR/Sqm for 4l products traded under HS code 907 and 690, and da nos account for differences in prodisct
mix across couniries. Prices exclude tax, dusties and shipping, Exporters ordered from largess (lefthard side] to smallest (right hand side}.

Market structure and

purchasing process
Product segmentation and
pricing

Relative pricing of imports

Key trade fairs/ exhibitions

4 Sales and marketing — exhibitior

There are three key shows related to the construc

Key exhibitions & trade fairs

Contact Details

Name Location
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€ Sales and marketing — product

Main drivers of price are quality level, material

Key product segments & retail price poines

Revail Price

{5ARsqun)

High-cnd

Mid-range

Ceramic Tiles

Product Descriptio

@ Ceramic - wallile, 20:30

(@ Ceramic — foor ule. 30030
@) cevamic - forsie, 3030
(@ cevamic ~ faorie, 40x40
‘L‘el amic - floor tle, 42x42
(@ ceromic — wall e, 20030

@ ceramic - for e, 6050
ormmu ficar and wall, 31x31
OCa..m.i. = floor and wall, 4010
c&umu — wallile, 30:60

@ cecamic - floor e, 3030

@ ceramic - oo e, 3535
Omm —flaor tde, 60360
Q) Porcetsin — floor e, 30150
(@) Porcetain —foor vk, 60150

Brand

Twyford
Twyford
Gaodwill
Twyfard
Lecko
Unbranded
Tuwytard
Sa

Sy

Macasso (Twyford)
Gemma
Kamanjaro
Unbranded
Unbranded

Pamesa

€ Sales and marketing — retail prices
Main drivers of price are quality level, material and origin

Keaya
Kenya
Kenya
Faypr
South Afrca




€ Competitor analysis

Learn who the key manufacturers are, and what customer needs are

®* QOverview of manufactu ring

. . Competitors
Ian dscape Wlth est| mated Main competitors are local manufacturers and European players; Chinese coils, popular

in recent years, now facing restrictions from import quotas

market shares and insights by -' = ==
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® C d k Thysser thyssenbrupp-steeleom ¢ 10% * Pasised aperations \).L (N RSSO MR 1.1 cmecinos ypical
ustomer needs/ Key success . . Ul
rupp Galmed 1arte |(‘L s 0 e 2010
Metwark Steel  metwarksteel et H\ e o destibutos; produce small quanities * Praducion capasiny
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with mustnamers
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* Mo randf, cusrams checks or

Marcegaglia  marcegagha com €.30%

® Domestic competitor typical

Arveds arvediit Berefit from being pant of EU sangle market (zero anlls,

Arceboriiatal  arcebormittal.com freedom of movement} A==

Salepitter salrpitter-ag com Gaod reputation far guality

strengths

Unbranded n'a 0% * Priceded, unbranded products; grown market share 201317

Impart gueta enacted m 2008, tarngeting non-ELU codls

Varicas na <10%  * India & Egypt are two largest non-EU imporers, behand China




- & Import procedures and supply chain analysis

Determine key market access factors and restrictions in getting product to market

Trade barriers in the country,

including non-tariff barriers

Applied tariffs for the productin

the country

Documents required, e.g.

licenses and/or certifications

Packaging and labelling

requirements
Lead time
Customs processes

Logistics and distribution

considerations

Import procedures and supply chain analysis

Mo tariffs are applicable to the import of fire-rated steel doors; however, stringent
certification requirements apply

Import procedures

* 0% commen customs taritf is apphcable o fire rared seeed

Tariffs

doars

* [France impases 20% VAT an all praducs

Non-Taritt

Barriers

-

PR

* Praducts must alsa comply with Sys

* All fire rared seeed doars must follow the FL s harmonized

standards under Rrguluinn M 16054-2000 (desermined by
reses performed by an independent Srd parry such a5 CRPP,
N‘Jrque MF ar AFROR) and ohirain OF mar l.n-_;_-.

Bime e S
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Supply chain analysis

Packagi

labeling

Distribution

* Gacds must ke Labeled in French

* Mo addinanal packaging requirements

® Fue-raved steel doors are pypscally

packiged mro & luge shappang contamer

* Producrs transponed by sea

* Pt of Brestis il closest port acceping

general comtainer waffic

* Estmated bead time from peddad o Bres

ot is 1740 days by sea

* Estmated costaf shippivg from peddah 1

Brest i SAR 7.770-11.170

* Impomer/declanng agens arranges far

bagisaics and wranspartation from the

custams area r awanchouss

* Several Free Zones are locared dhase o

pors and throaghau counry and provede
starage facdaies thar are governed by

custams 1o saone goods free of dunes




€ Potential buyers

Target the main buyers in the market buying imported products

: . HTILE
Buyer: Tile Africa . -
Large sanitary ware and tile distributor/retailer O e,

_ Ormank:astonl/{inamet 13

* Large distriburor of sammary ware and tiles * Founded w 1983

° Company overview

Porcelain Road, Obfamsfontesn,
Jahanesburg, South Africa

® Organisation and financials

K listed)

¢ PrOdUCtS/ SerViceS Offered, Buyer: Saffer Bathroom & Plumbing (DAWN)

Master distributor of plumbing and sanitary ware

LULIETIN Eadow Road & Caveleros Dinve
Bipater Ext 3. Germuston, South Afrca

e:f B 62 7)
Satter) |
e —
E e i Tile Africa to

* Publich-lisied master destbutor of plumbing  * Owied by DAWN Lid

including key brands and price

segments

Wholesaler and distributor of building supplies :'-::‘s';
. . . 119 Landmarks Avenue, Samrand Organisation / financials
® Sales overview, with main o empemrpery e iy e rrersyreeaunlll
vare that is
uyer: Tiletoria [rds
Buyer: Tilet tiletoria S
Large sanitary ware and tile distributor s does nor

» Buyer: MacNeil

O,

* Five branches mn Souh Afica

[MIMACNEIL

ganisatin / financials  Maceil 1o

. P h . / - M Cape Town, South Africe . disaribaitar and retail .
u rc a-s I n g SO u rCI n g Ove I V I eW tletoria.co.z . :ﬁ'?w::{d:ﬂ:lw':h:\::ker_ 30 of ra e by Seanbuild (Pephor “‘“""i"]“"
teresied in
X roeueonncon i A onthe lohameshung Sock | obe! rand

including key buying factors/

considerations
® Buyer contact details

® Insights for KSA suppliers

m +27 212020160

Product | Services offered

Sanitary Ware
Key brands
* Berra (Sourh Africa)

= Large contractors and buid X’@
a3 Century L‘r\rILJl'QU

* Cams il Lisers (20%)

* Vaal (Sauth Africa)

* Grohe (Germany) Vﬁf‘f’

Price segments @

* Al price segments

Ocher Products

* Ceramac and parcelan tiles

* Narural stone, laminated wooden foors, aps,
wnyl flaors

v Buys primasidy from bacal suppliers a1
tscounted rates, based an bulk purchases

* Puchases directhy from manufacusrers

* Gardan Spallera. Pracurement Officer,
+2T114624640; gepallema@nleronaco.ra

* KSA supphiers shauld approach Tileraria ra

* Price isa key purchasing criveria for Tieroria,

an

sell high-end and low-end sanmary ware,
that i nar produsced by bacal praducers

and KSA supphers should expect them to

negoriare. heaviy

sty Stock

v ard posnt of




Recommendations
Review a high level market summary with SWOT and recommended actions

SWOT analysis

SWOT analysis

KSA importers should benefit from awareness of product, competitive prices and free

- Strengths trade agreement with Morocco

*  KSAwelllocated for shipping to Morocco W *  KSAsupplierswere knownin the market but

market share declined from approximately

- Weaknesses

*  KSA prices competitive with other importers
1% to zeroin recentyears

Strengths *  KSAimporters benefit from zero tariffs Weaknesse
O IR *  Total markersize SAR~200m; positive - . alocal productionfrom 3 suppliers;
- pportunltles grovwthin line

Ralls mast pojs

* c.B0% SBSmac
demand lar AR

Summary & recommended actions

KSA producers should meet with distributors and larger contractors, but following
recent exit from market will need to reassure customers of their commitment

- Threats

* ~A5%importe:

Recommended Actions

Industry Overview
v A0L50% of sale:

* SAR~200mmarker; ~2%
P growth ibors; vend v buy
® ~05% ralls, of which 80% ipeited brasd's
SBS / 2006 ABB mad ified

* T0% new projects

direct to end-u * Cantact and meet with

*  Distributors mo distributors

Summary and

brands; contrac|

*  FTZsmayhelp

recommended actions

customers of the

commitment foll

Competitors Import Procedures Potential Buyers

- Prioritised .

* ~55% local production * Freetrade agreemcni, bu * Distributors normally buy

exitfrom the market

which is typically cheaper

a.cti O n S fo r price [ lower quality

* ~45% imparts, mainly

from several suppliers
* Key criteria include
technical properties of

from Spain, France, ltaly products, price, delivery

market entry
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