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Consumer confidence index
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Biggest+2"d biggest concerns in next 6 months

Job security 25%
The economy 25%
Increasing utility bills 21%
Health 16%
Debt 15%
Work/life balance 13%
Children 12%
Increasing food prices 11%
Crime 8%
Global warming 8%
Increasing fuel prices 7%

Parents 7%

No concerns [PAZ)
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Compared to this time last year, which of the following
actions have you taken to save on household expenses?

Spend less on new clothes 41%

Cut down on out-of-home entertainment 37%

ISwitch to cheaper grocery brands

Try to save on gas and electricity
Cut down on holidays / short breaks
Cut down on take-away meals
Delay upgrading technology
Cut down on telephone expenses
Delay replacing major household items
Use my car less often
Cut out annual vacation
Cut down on at-home entertainment
Look for better finance deals

Cut down on/buy cheaper brands of alcohol

Cut down on smoking
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Fast Moving Consumer Goods market dynamics
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Evolution of formats in Europe
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Low prices for most items

Subliminal Say it, mean it

High

DERIVED
IMPORTANCE

BG SE

—

Low discriminators STATED Say it, don’t mean it

Low IMPORTANCE High

lllelsell Source: Nielsen ShopperTrends 2010

Copyright © 20

Provides their own brands of groceries which is a g ood

alternative to the main brands
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Retail Brands and retailer concentration
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Private label share:
8 years, 7 countries and 1944 categories
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Private label sub-brand growth
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% on promotion
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Food and Groceries are good value for money

Subliminal Stated vs. Derived Importance Say it, mean it
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Little change in degree of concern since 2007
How concerned are you about the environment?

W Very concerned B Quite concerned B Quite unconcerned M Very unconcerned

Sep-09 78%

Oct 07 79%

00000000
lllClSCll Source: Nielsen Global online surveys

Little change in degree of concern since 2007
How concerned are you about Climate change/global warming

M Very concerned M Quite concerned

Sep-09 87%

Apr-07 89%

lllClSCll Source: Nielsen Global online surveys UK results




Climate change a top environmental concern

but it's in ‘competition’ with others
How concerned are you about the following environmental issues?
M \Very concerned B Quite concerned B Quite unconcerned M \Very unconcerned

Air pollution

Water pollution

Climate change /
global warming

Water shortages

Packaging waste

Use of pesticides

lllelsell Source: Nielsen Global online survey Global results [ TP —
2 September 2009 Copyright © 2008 The Nielsen Company
Base: the 87% who are “concerned about the environment”

What do you think are the biggest contributions society

can make to combat global warming/climate change?
4 of the top 5 responses put the responsibility on government

Governments should restrict companies' emissions of CO  , and other pollutants

There should be major government -led initiative for
research into scientific and technological solution s

There should be government incentives (tax breaks or subsidies) to individuals
for good, less- or non-polluting ~ behaviour

People should recycle consumer waste when possible
There should be major government investment in improved public transport

There should be a change to more energy efficient|  ight bulbs/fixtures/appliances

People should save electricity, such as by lowering the
temperature in their homes or washing clothes at lo wer temperatures

People should use private cars less

Governments should tax individuals for polluting behaviour

There should be incentives for climate-friendly cor porate behaviour

Source: Nielsen Global online surveys Global results
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What do you think are the biggest contributions society
can make to combat global warming/climate change?
Lowest responses:
People should purchase local goods whenever possibl e (e.g. local seasonal foods)
People should take care not to buy excess food that will be wasted

Homeowners should insulate their homes

People should choose supermarkets and shops that ar e ethically supportive of global
warming/climate change

People should reduce air travel

People should buy more organically produced food

People should eat less meat

Source: Nielsen Global online surveys Global results
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Thinking about the manufacture of grocery products, how
important is it to you personally that raw materials aren't harmful
to the environment

W \Very important B Somewhat important B Somewhat unimportant
B Not at all important W Don't know

Sep-09

Apr-08

Source: Nielsen Global online surveys global results
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Consumers need choice editing by manufacturers
and retailers on their behalf...

M Strongly agree W Agree

11% 37%

The information on food and grocery
packaging is sufficient for me to make a
climate aware decision on what to buy

j o
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Organic: sales, growth and share
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Organic’s dynamics in the UK...
1,427 1,478

2007 2008 2009
Share: 1.4% 1.4% 1.1%
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Organic by category....

Category Contribution to Year on Year Growth
Total Organic Sales

Organic as % Total Category Sales

Dairy 3.8% |29% 4% 6%
) -9%
Produce 3.7% | 29% ’ 5%

1 -15% ]

Meat, Fish & Poultry 14%  1.7%
Canned & Packaged 13% 1.7%
Impulse 6% 0.8%

Bakery 7|:| 3% 1.0% -34%
Meal Solutions 7[| 2% 0.6%
BWS D 2% 0.3%
Frozen 7[| 2% 0.5%
Food Service (Counters) D 1% 0.6%
Tea 7D 1% 2.5%

- W Total Category 0 Organic

1 )1 ala’ Source: Nielsen Scantrack Grocery Multiples o
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Who's buying? ==

“l always make a special effort to seek out the organic option?”
E Jan-09 B Aug-09

February January August
2008 2009 2009

lllClSCll Source: Nielsen Homescan Surveys

US LabelTrends 2009: Organic $4.7bn +2%
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Losing the argument? =S

“It's worth paying extra for organic products”

20%
15% O Agree
15%
() 6% 4% B Agree strongly
Mar '08 Sept '08 Jan '09
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Caution: integrity needed in everything we do... \

FAIRTRADE

* “Low commodity prices are caused by over-supply”

* “Any subsidy or protection scheme is wrong”

* “Fair trade schemes encourage further over-production”

* “Fair trade rewards inefficient producers”

* “Only a small proportion of the premium reaches the producer”

* “Makes things worse for producers outside Fair trade schemes”

* “| choose better ways to give money to charity”

» “Fairtrade quality is lower than other similarly priced
alternatives”

» “There are so many different logos on packs it's confusing”

* “Accreditation bodies are just there to make money for
themselves”
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Summary
*Media doom and gloom not in our data

*4 megatrends:
—health & wellness, convenience & snacking,
indulgence, ethical

*Organic growth slowing/declining

«Consumer confusion

*Marketing integrity: better for you and the planet
«Consumer trust and propensity

gueries? jonathan.banks@niedlsen.com
or jonathanmbanks@hotmail.com if that bounces
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