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CONSUMER CONFIDENCE INDEX
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~= EUROPE OVERVIEW

Fast Moving Consumer Goods market dynamics (Weighted average)

Q4'07 Q1'08 Q2'08 Q3'08 Q4'08 Q1'09 Q2'09 Q3'09 Q4'09 Q1'10 Q2'10 Q3'10 Q4'10 Q1'11 Q2'11 Q3'11 Q4'11 Q1'12 Q2'12 Q3'12 Q4'12 Q1'13 Q2'13 Q3'13 Q'4'13 Q1'14

. Unit value change . \/olume change =w exs Nominal Value Growth

(*):Austria, Belgium, Czech Rep., Denmark, Finland, France, Germany, Greece, Hungary, Ireland, Italy, Netherlands, Norway, Poland, Portugal, Slovakia, Spain, Sweden, Switzerland, Turkey, UK.

" Q2 2014 GROWTH RATES PER COUNTRY (vensusaz 20:3)

Fast Moving Consumer Goods market dynamics

Q> (\b’

N N 2 > Q> N\

> Q' Red A <& N
Z N & N %{‘ \)"0 3 é(@ (\b X N @'b o

I Unit value . Volume growth = ® ew® Nominal Value Growth



03/10/2014

I5EVELOPMENT INDEX TOTAL EUROPE
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== DEVELOPMENT INDEX BY COUNTRY
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SYSTEM
CONNECTIVITY

THE SHOPPER TRANS-MUTATION!

~FAST... FASTER... FASTEST...
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THE EUROPEAN RETAIL SCENE IN A NUTSHELL

The format game is not working any more.
’— Despite all the testing/piloting efforts nothing is moving

’— The decline of the hypermarket is a myth (For FMCG) —‘

’— Modern convenience grows at the expense of traditional convenience —‘
’— Discount is the not the winning juggernaut —‘
’— Short term tactics employed by retailers have a diminishing ROI. —‘
’— E-grocery remains a midget —‘
’— Retailers have not yet discovered the digital connection —‘
’— The local agenda defines the market, global retailing has failed —‘
’— Battle of formats =» battle of banners —‘
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E-COMMERCE HAS GROWN AN ANNUAL
AVERAGE OF 15% FOR 15 YEARS...

SO WHY DOES IT ACCOUNT FOR LESS
THAN 6% OF TOTAL RETAIL?
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== THE RELATIVITY OF % GROWTH
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, B Year 1l Year 2 '

After how many years
will the A volume of
brand B exceed the A
volume of brand A?

After how many years
will Brand B be
bigger than Brand A ?

@ constant growth rate 17

PENETRATION AND SHARE OF E-COMMERCE PURCHASES
(= % OF HOUSEHOLDS BUYING AT LEAST ONCE A FMCG-ITEM)
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DISTRIBUTION OF SHOPPING TRIPS
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FAST MOVING CONSUMER
GOODS INDUSTRY

he slowly adaptive
consumer industry
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I shopped at the same

WHERE WAS YOUR LAST

store I always do”

SHOPPING TRIP?
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AUTO PILOT SHOPPING
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NUMBER OF SHOPPING TRIPS PER QUARTER
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NUMBER OF STORES PER MILLION INHABITANTS

Nor [l 79 389 482
Aus 0 36 405 | 451
Den 71 | 288 | 376
Ger 60 | 256 | 340

Slo 60 226 | 302

Bel 78 166 251
Swe 78 [ 138 | 247

Ita 44 178 237
Fin 116 82 | 226

Ned 93 | 126 | 222

Spa 83 I 127 | 221
Eir 64 | 129 212

Swi 62 123 210

Fra 49 | 123 | 204
Gre 57 | 116 178
Cze 0 116 | 153

Por 45 | 33 136 = >2500m2

el 123 131 1000-2500m2
Hun 33 | 79 129

USA 117 128 0400-1000m2

Slk 108

UK 32 53 111
Tur 1 51
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FORMAT STRUCTURE BY COUNTRY
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MARKET SHARE DISCOUNT IN EUROPE
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DENSITY HD VERSUS MARKET SHARE

4 a8 =

# of HD per million inhabitants
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DEVELOPMENT OF ALDI AND LIDL STORES
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FROM FORMATS TO WINNING
. RETAIL BRANDS/BANNERS
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EUROPE TOP 10 STRONGEST SM BRANDS VS LAST YEAR — 2013

Sweden: 4.6 (4.6)
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Romania: 3.5 (1.9)

A

Ea&j’ Spain: 4.3 (4.2)
MERCADOMNA A

TESCO

Slovakia: 3.4 (3.4)

Switzerland : 4.2 (4.5)

v

Portugal: 3.4 (3.3)

A

v

=: Bulgaria: 3.6 (3.5) Ireland: 3.2 (3.4)
it A v
Albert Helin Netherlands: 35 (36) | QAT Switzerland: 3.2 (3.0)

A

Source: Shopper Trends 2012-2013

Distribution based on SEI from: Austria, Belgium, Bulgaria, Czech Rep., Denmark, France, Germany, Hungary, Ireland,
Israel, Italy, NL, Norway, Poland, Portugal, Romania, Slovakia, Spain, Sweden, Switzerland, UK
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NING BANNERS: 2005-2013
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Promotion frenzy or addiction?

_r-r' S e e

STHIS WEEK 53
-wc$EHAL;

E{.U“J irMF Beer
ForR THE PRICE

OF T\'Jf ) r"JkND

Fﬁr%ﬂ
SECOND [—JH"F [U
4 ABSOLUTEL

FREE!

INCREASING PROMOTIONAL PRESSURE IN
EUROPE OVER THE DECADE

% FMCG Value Sold on Deal

31 2000
2012

Source: Nielsen Scantrack / Homescan
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