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Consumer Confidence Index: 1st Half 2008
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Number of Building Permits in USA (In thousands)
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At times when the cost of iving 1s rising rapidly, what actions do you
take to stay within yvour budget? Global average.

Cut down on out of home entertainmernt
Spend less on new clothes
Deloy Lpgrading technolagy, such s po, tokile, ...
Cut o on talke-ooy mecils
Trpto sove on gos and electricity
Dl the replocerent of micjor household terms
Sudtchio cheoper groceny bronds
Cut cown on telephone expenses
Cut ot annual vacction

IJse vehicle less often

ldse coupons mare often
Loalks for better dedals on home lodhns, insuninee... B |
Lt ot on srmaking _ 105

B cheoper brands of alcohal - [als'S

sormething else _ =]
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How do Shoppers Actually react to inflation 7
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®Buy cheaper products = reduce humber of trips " reduce basket content
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The Nielsen growth reporter by country
2"d quarter of 2008 versus 2"9 Quarter of 2007
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The Nielsen growth reporter by country

2" quarter of 2008 versus 2" Quarter of 2007
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Number of stores per million inhabitants
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Format share change 2002 - 2008
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Development index of the number of stores 2002 - 2008
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Hypermarket Dynamic 2002 - 2008

B

Develppm=nt index of the numibser of hypermagrkets
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~ Who they are! ;.2
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Fanking of store selection attributes -

A place where ifs easy to quickly find what | need
Everything | need in the one shop
Pleasant store environment
4 High quality fresh food
2 Always haveyvhal | want in stock
it 2 M- mtean e e _}»r od

=l Spacious

[ N

10 Faod and Greceries are good value for money
11 ifide range ot fresh fish and meat
12 Staff prowide good senvice
13 Clean and hygienicstare
14 Canveniantte getto
15 Has wilde range of inell Known brands
Frovides their omin brands of groceries which 5 a good atternative to the main

lalase cotiien, -fﬂjw"‘*—v,_,,-.r"’k"ﬂl"...,d_;‘ "1_.-""'--'-“'-4.#( e Lo ili=sratio, Lt ./;I'-._
19 Efficient checkout counters : : Sl
20 High gquality prepared meals ’
21 Has programs that reward regular purchase of food, grocenes and petrol
22 Ease of parking
23 Low pnces for most items .
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Importance of Attributes in Germany
Statedws, Derived Importance
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Importance of Attributes: Uk 2007
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SUbliminal WiEan it, say it
High
L
1
=
5
EEL Easyto quickly find what | need
a Evervthing | nesd In one shop
= High Quality fresh food
al Wide range fresh products
—_ Clean & hygienic store
{ Mot Important Say it, don't mean it

P L, S T e e MR ORI N E * High
sssssnses

Septembeer 29, 200G Page 22

nnnnnnnnn



Are shoppers more
and more price
sensitive?

§ Are shoppers more
§ § and more promotion
s J sensitive?

Low prices for most items
| Subliminal |
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‘T chahge scores based oh which ohe ] think has the
best promotions that trip!” o
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Market share discount in Europe
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Number of discount stores
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Cﬁoice. time & |
- willingness to travel e A

sTep”
My Fridge is empty = Something
....... I need a lot ! -

i Special. ..

=
“Which of these types of products do you <&
actively try to buy?

Local products SﬂJ

Prociucts with minimurmino pockoging 555 J
Erergy efficient prociucts or appliconces ] . M
Prodiucts in recyclable packoging - 4415@1
Procucts not tested ananimals ] W
Fairtrode products - 33@

Product: from o Fanmers' monaet

Products grouwn without pesticices mj
2156

Ethically produced or grown prociucts. | J
Crgonic products [E5E ]
Mone of these Foh J




Private Label?
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Private Label Category Share by Country
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Where do Private labels thrive?

* In categories where brand manufacturers have lost thaw_aﬂ
creating added value. (real or perceived)

* In categories where price has become the
— Brand price premium is perceived
— Too much short term price ta@i

Page 35

Closing comments

* Are we Qetting what we want or do we want what we get?
* Are we trying enough to connect with the consumer?
— Positioning and differentiation
— Perception in terms of guality, price and choice
—Ease of access
— Create true shopper preference and distinctiveness
— Get the basics right
—Ye need to dare challenging conventional beliefs and wviewpoints
— Consumers reward difference, courage and against the tide swirnming
— Excite and surprise the shopper
— Develop the "Magnetism® of stores, categories and brands!
* Foresight
— More and more equity building initiatives to be expected

— More and more consolidation of eguity to be expected
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