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European GDP growth rate versus same
quarter year ago
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Nielsen Consumer Confidence Index
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Do you think we will be out of recession in 12 months?
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Unemployment on the rise in Europe_
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Consumer savings rates are on the rise
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Europe overview ﬁ )
rket dynamics
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Bu Igana Fast Moving Consumer Goods market dynamics ‘
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AED
Greece Fast Moving Consumer Goods market dynamics
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Q1 2010 growth rates per country (ersus Q1 2009)

19.7%
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Latest volume trend gQverview
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The shopping context
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Number of stores per million inhabitants
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Format structure by country
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Shopping Patterns across Europe
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Promotion Sensitivity: Average Europe
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Ranking of Store Attributes: 2010

ATTRIBUTE ank
Everything | need in the one shop 1
A place where it's easy to quickly find what | need 2
Pleasant store environment 3
Always have what | want in stock 4
Staff provide good service 5
High quality fresh food 5
Well presented display of products 7
Wide range of fruit & vegetables 8
Wide range of fresh meat & fish 9
Spacious 10
Food and Groceries are good value for money 11
Efficient checkout counters 12
Clean and hygienic store 13
Has high quality brands 14

Provides their own brands of groceries which is a good alternative to the main brands

Has wide range of well known brands

Attractive and interesting promotions

Long opening hours

High guality prepared meal

Convenient to get to

Has programs that reward regular purchase of food, groceries and petrol

Ease of parking

Low prices for most items
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Ranking of Store Attributes changes vs. 2005

6/4/2010

ATTRIBUTE (00)
Staff provide good service A6
Efficient checkout counters A6
Pleasant store environment A5
Long opening hours A3
Always have what | want in stock A2

ATTRIBUTE Q

Has wide range of well known brands viz2

Has high quality brands v7

Convenient to get to ¥6

Clean and hygienic store v3

High quality prepared meal v3

Confidential & Proprietary ACopyright © 2009 The Nielsen Company
What has not changed “
ATTRIBUTE 2005 2009

Everything | need in the one shop 1 1
A place where it's easy to quickly find what | need 2 2
High quality fresh food 5 4
Provides their own brands of groceries which is a good
alternative to the main brands 15 15
Attractive and interesting promotions 17 17
Ease of parking 22 20
Has programs that reward regular purchase of food, groceries
and petrol 21 22
Low prices for most items 23
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2009 European Top 10
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A Improved
Maintained
Declined

ICA

Sweden: 4.9

Albert Heijn

Netherlands: 3.4

MIGROS

Switzerland: 4.2

TESCO

Ireland: 3.3

Spain: 4.1 Switzerland: 3.1
MERCADONA
IE§(.:9 Slovakia: 3.7 COIr“yt' Belgium: 3.0
PL Finland: 3.4 - Slovakia: 2.8

|| N

Kaufland

Source: ShopperTrends 2010

Ranking based on SEI from 20 countries viz. Austria, Belgium, Bulgaria, Czech Republic, Denmark, Finland, France, Germany,

Blomfizntidr &l @nop ety Methariaht < NOG9arhePdi ia, Slovakia, Spain, Sweden, Switzerland, and UK

The discount myth
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Market share discount in Europe
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Development of Aldi and Lidl stores
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Correlation: # of stores and market share total Europe m
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_~ Format (price) convergence over time
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Retall Brands Transformation
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Perception

80% of CEOOS
brands provides a superior
customer experience

8 % of their customers agree

(Bain & Company)

Retall Brands share: m’)
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Retail Brands and retailer concentration
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Value share of Retail Brands: ALL Categories

ALL Categories

Switzerland
UK
Germany
Spain
Slovakia
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Retail brands essentially gain at the
expense of secondary and small brands

46.2%
42.5%
31.7%
31.4%
29.7%
28.0%
27.7%
26.6%
25.0%
24.8%
23.6%
21.7%
21.5%
19.8%
19.6%
14.6%
13.9%
12.2%
11.5%

A09

1.1%
0.5%
1.3%
0.8%
1.6%
0.9%

0.9%
1.5%
1.1%

UK

HN°

France

1 brand

Spain

Confidential & Proprietarv ACopwriaht © 2009 The Nielsen Company

Retail Brands

Germany lItaly USA

Other brands
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3 Screen Usage

Mobile Video v Mobile Video
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Source: A2M2 Three Screen Report Q2 2009
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