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\What a ride it has been







Sustained recovery 1 s &
which thru Aug, continued to stall
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Contrasts in unemployment rate will

Impact products & services differently
July 2011 Unemployment Rates i Seasonally Adjusted
Race/Ethnicity

Asian 7.7%
White 8.1%
Hispanic 11.3%
Afr-American 15.9%_

Education

Gender (adults 20 +)
Less than high school diploma 15.0%
High school grad; no college 9.3% Women  7.9%
Some college, or assoc degree  8.3% Men 9.0%
Bachelor degree and higher 4.3%

I]ielsell Source: Seasonally Adjusted U.S. Total Non Farm

Employment, Bureau of Labor Statistics 2011 New Consumer Economy
U.S. Department of Labor
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Consumer
confidence
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Global consumer confidence stalls in 2Q11

Nielsen Consumer Confidence Index
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Source: Nielsen Global Online Consumer Confidence and Opinion Survey 2Q10
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In emerging markets, rising food prices are
becoming an increasing concern

Pakistan = 45.5%

Food share of household L \
IndiaT 35.4%

China = 32.9% ]
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Germany = 11.4% Egypt = 38.1%

Source: USDA
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U.S. consumer confidence dips below
recessionary levels

Nielsen Consumer Confidence Index
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> Source: Nielsen Global Online Consumer Confidence and Opinion Survey 2Q11
nielsen
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Confidence As Leading Indicator:
Retall Unit Sales Slow As Confidence weakens
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Concerns continue and underscore a
precarious state of recovery

What are your biggest concerns over

A The Economy 23% (up 3 pts from Q1)

A Fuel prices = L
o A Debt
Y@ A Jobs

| A Health

2 A Food prices

Source: Nielsen Global Consumer Confidence Survey (2Q 2011) - US
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While younger are more optimistic, spending
being tightened across all segments

< Age 20 82 No concerns Savings
Economy/crime Less take away meals
Age 35 to 44 78 Economy/ Paying Debts Save on gas and electric
No spare cash Less take away meals
Age 65 > 67 Economy/ No spare cash  Save on gas and electric

Use car less/
less takeaway meals

Source: Nielsen 2Q11 Global Confidence Survey
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Gas prices leveling off, but they continue to weigh
on consumers

Weekly Dollars per Gallon i Regular Gas

$4.11 $3.62
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01/07/08  05/06/08  09/03/08 01/01/09 05/01/09  08/29/09 12/27/09  04/26/10  08/24/10  12/22/10  04/21/11  08/19/11

Avg HH spends: Monthly Household
A$354/mth Expen_se Impact:
A§509/mth on ?asd $0.10 increase: $10.50
Mt 0N 10001 ¢5 50 increase: $52.50
$1.00 increase: $105.00
$2.00 increase: $210.00

HiClSCH Source: U.S. Energy Information Administration;
Weekly U.S. Regular All Formulations Retail Gas Prices ($ per Gallon) 2011 New Consumer Economy
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nielsen

Boneless USDA
Choice Chuck roast

$4.04
a pound

Note: Data are U.S, city averages

7 +13%

Inflationary pressures as USDA forecasting
all food prices to rise 3-4% in 2011

Growing Grocery Bills | Prices for selected food staples and change from year earlier

+10% -

Fresh whole
fortified milk

$3.28
a gallon

63¢
a pound

a dozen

Source:

Photo:

Source: Bureau of Labor Statistics  Photo: Associated Press

Bureau of Labor Statistics via The Wall Street Journal;
Associated Press
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All negatively affecting consumer behavior as
scretionary sl ows and nr

d |

Once you have covered your essential living expenses, what do you do with your spare

cash?

spend

|t one

50%
45%
40%
35%
30%
25%
20%
15%
10%

5%

0%

U.S. Avg - 2Q10

U.S. Avg - 1Q11

B U.S. Avg - 2011

1in 3 reporting no spare cash

Savings

nielsen

Paying
Debts

No spare
cash

[T an

Home Out of Vacations Apparel Tech Prods Retirement Investing
Improv Home Ent. Funds

Source: Nielsen Consumer Confidence Survey
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Continuation of nat hor
Viewlng remailns consi st
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HICISCH Live TV viewing plus DVR playback 2011 New Consumer Economy
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The question becomes, are we headed
back to 20087

2008 2011

Rising gas prices

Rising commodity prices

Retailers accepting supplier prices

Rising unemployment

Economic growth

Financial market growth

Discretionary retail spending

nielsen 2011 New Consumer Economy
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Most consumer actions are less severe
than 2008, but new normal evident

A Combining Trips: 66% ACombining Trips: 75% A Combining Trips: 66%
A Shopping More A Shopping More A Shopping More
Supercenters: 24% Supercenters: 29% Supercenters: 24%

AEating out less:  36%  AEating outless:  52% A Eating out less:  46%
A More at home; 36% A More at home; 48% A More at home; 40%
AValue Brands: 19% AValue Brands: 34% AValue Brands: 31%

AMore Coupons:  22% AMore Coupons:  35% AMore Coupons:  37%

Pre R . Post
SelEEElol Recession

Recession
2005-2007 2008-2009 2010-2011
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Slow growth in retail sales during first
half of 2011, Coming off declines in 2010

-0.6%

0.4%

T ~ 0.1%

2010 3010 4Q10

1Q10

nielsen

-0.3%

YTD 2011

'1.1% _1.3%

Source: dollar sales % chg 52 wks ending 12/27/10, total all depts, fdm inc wmt
YTD thru June 2011 2011 New Consumer Economy
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However retailers that are innovating &
communicating value are winning

% Change in Same-Store-Sales

W 2011
0 Stock-Up &
10 Discretionary Spending Value & Convenience Save
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2008 through latest monthly or quarterly 2011 New Consumer Economy
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Innovation Is redefined as every consumer
Interaction becomes critical

Macro trends & local execution

Brighten our World 7 2
one Home at a Time. (//, Z
Together we can contribute to a !

cleaeadh althier community, %/
and planet. 1 l

;7
k BRIGHT GREEN.™ W] , /

Deveh

Next Wave of Store Formats _
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meijer
@grocery.express

Grcery | Produce  BabyMeeds  Mast § Seatood

7 Groceryshoping o[RS

=
Now available at: Auro
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OWeshop. ' AN
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Source: Company websites; supermarketnews.com 2011 New Consumer Economy
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http://americansfortruth.com/uploads/2008/03/mcdonalds-logo.JPG

Economic
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US Real GDP Is projected to grow at a weak-
to-moderate pace over the next several years

Actual and Projected US GDP Growth (2006-2016)

2.8% |

oy 21% 2.7/% 27% 2.7% 27%

1111

: FORECAST PERIOD

2006 2007 2008 2009 2010 i 2011F 2012F 2013F 2014F 2015F 2016H

2.7%

1.9%

0.0%

-2.6%

Source: IMF World Economic Outlook, June 2011 Update; TCG Analysis
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In the U.S., moderate forecasted growth will
keep unemployment rate at elevated levels
9.5%

8.1%

I 6.8%

Avg 50 yr
Un Rate 5.5%

——————————— Y -—5-00/-

4.8%

2000-2002 2003-2005 2006-2008 2009-2011 2012-2014 2015

- Pre Recession Period - Recession Period - Forecast Period

lllels ell Source: IMF, October 2010; TCG Analysis

2011 New Consumer Economy
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The consumer remains increasingly cautious
about the future.

Do you think your country will be out of a recession in the next 12 months?

50%-
40%1 Most
Optimistic
30%-
25% 0
24% Most
20%:- Pessimistic
10%7] L
O_/
0%-

1Q09 2Q09 3Q09 4Q09 1Q10 2Q10 3Q10 4Q10 1Q11 2Q11

nlelsen Source: NGCCI 2011 New Consumer Economy
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Expect pragmatic consumer behavior but

less Intense
Did This Past Year

Will Continue To Do

A60% Save on gas & utilities
A41% Reduce take-out
A37% Reduce grocery spend
A30% Reduce entertainment
A24% use car less

A34% Spend less on clothes

A16% look for better loans

A56% Save on gas & utilities

A37% Reduce take-out

A34% Reduce grocery spend
A30% Reduce entertainment

A30% use car less
A29% Spend less on clothes

A16% delay replacement of durables

Source: Nielsen Global Online Consumer Confidence and Opinion Survey

1’1161861] Comparison of 2Q10 vs 2Q 2011 - US 2011 New Consumer Economy

Copyright © 2011 The Nielsen Company. Confidential and proprietary.



Key to Growth:

Focus on
Three Core
Themes
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Key to Growth:

1. Reach: An increasingly
polarized consumer

A High income leverage
A Low income leakage

2. Leverage: Redefinition of value

A Premium
A Small indulgences

3. Engage: The connected consumer

A M-Commerce

2011 New Consumer Economy
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Polarized Consumers:
Retaill spending being driven by affluent HHs

- e
Retail Spending: 2 year trend

-1%
-2% -2%
-3%
Approximately
-8% 20% of HHs earn
-9% over $100k
< $20K $20K - $29K  $30K - $39K  $40K - $49K $50K - $69K  $70K - $99K $100K +
K Household Income /

l]iels 61] Source: Nielsen Homescan, 52 w/e 7/2/2011 versus 7/4//2009
excludes gas-only or Rx-only trips 2011 New Consumer Economy
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Polarized Consumers:
Shopper trips correlating to HH Income

m Z
Shopper Trips: 2 year trend

-1%
-3% -3%
-7% Approximately
20% of HHs earn
-9% over $100k
-12%
< $20K $20K - $29K  $30K - $39K  $40K - $49K $50K - $69K  $70K - $99K $100K +
K Household Income /

l]iels 61] Source: Nielsen Homescan, 52 w/e 7/2/2011 versus 7/4//2009
excludes gas-only or Rx-only trips 2011 New Consumer Economy
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Redefinition of Value:
Balance how you connect with consumers
on Value & Emotion
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Val ue 1 s not about pri
balance between price & benefits

Value Consumer X Price Value Consumer = Benefits/Price
MPingts dam | CoififecHaalt Premiiim Coffee PratealmASgfan{fee

Mid-Tear Toothpaste Super Premium Toothpaste

Dollar Sales -8% Avg Price  +268% higher
Unit Sales -3% Dollar Sales 20%
Unit Sales 20%
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