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1CIA (2018), The World Factbook - Iran

2 Thompson Reuters (2016), State of the Global Islamic Economy Report

3 Statistical Center of Iran (2018), Population and Housing Census 2016

4 World Bank (2018), Ratio of female to male labor force participation rate (%) of Iran, Islamic Rep.
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Source: Thompson Reuters (2016) Source: Statistics Center of Iran (2018)
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1 World Bank (2018), Urban Population (% of total). = 72| EA|ZtE2 & Q70| Cist T A|X| Yol Q1 |22 o|O0|E
2 National Geographic (2018), Future of Food - What the World Eats, data sourced from FAOSTAT
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Source: Evermint Partners Analysis, World Bank (2018), National Geographic (2018)
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1 International Trade Administration, US Department of Commerce (2018), Personal Care and Beauty Products in Thailand

2 Statista (2018), Cosmetics & Personal Care, Average Revenue per Capita by Country

3 International Trade Center (2018), List of supplying markets for products imported by Thailand; Product: HS Code 3304 (ITC

calculations based on The customs department of the kingdom of Thailand statistics since January, 2015)

Exhibit 1 Exhibit 3
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Source: Statista (2018) Source: International Trade Center (2018)
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1 Thompson Reuters (2017), State of the Global Islamic Economy Report: Outpacing the Mainstream
2 COMCEC (2016), Muslim Friendly Tourism: Understanding the Demand and Supply Sides in the OIC Member Countries
3 Visit Britain (2014), Market and Trade Profile — United Arab Emirates
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Foodservice

A EFH A O] stall-out, Transformation & Renewal

Exhibit 1
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1 Harvard Business Review (2016), Reigniting Growth
2 Yahoo Finance (2018), Starbucks Corporation (SBUX) Stock Price — Historical Data
3 Harvard Business School (2014), Case 9-314-068



