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Spending Decisions in 2010

Need Gheaper Too Expensive

Have to Consider Costs

lookfor Deals , ~ _  fedkowm I LUNBB?jdettD Save Money
Impact on Family
High Gas Prices

A Many consumers had to start thinking harder about the
money they spent, and tightened their budgets.

A Looking forward, many plan to continue the same behavior
given that theyoOove grown co

A Others feel forced to continue cutting back given concerns
about the future and their financial stability.
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Is the glass half empty, or half full?

AWhy change somethijng th

Smart Shopper Happ be working. Happy to continue to save.

Confident Makes me feel good to save. Also love
F erent to cook more home ookec
makes me feel good. d

Fee ood

ANot any real feel ng j ust did what had
to be done to save money and to make
sure the most important things were
taken care of and the rest was only
extras that wasnjot

4

/ﬁHow we are we sup
money for higher ga
because all the government does is

talk about the problem but no one will
come up with solution. All they do is

fight between republicans and
nlt was stressful| and
depressing that no matter how hard we

g
work or tight we made the purse strings

we could never just keep up let alone Frustrated . A
get ahead. 0o n r
DepreSSI ng Govern%ent

J
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Consumers were more price conscious and focused more on the necessities like
Groceries and Gas. The definition of n
home, to inside the home as consumers were forced to cut back.

Al cut down on unnecessary purchases, we L
there is a sale. Less entertainment is occurring in our home and we spend more time at
home and are creative when planning fan

Tel | me about that é as the economy evolved in 2010, wh
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RiI sing
Spending
| will continue to limit my driving and allocate my

money towards other needs. If we are taking a trip | take

the most direct route. | also plan destinations and Pnlc[s A
routes to make sure | am driving efficiently. If | can | car

pool with friends or family. .
Postpone Yacations Dﬁpressmg

Keep Increasing . Fam"y cunsolldate T" Sk

~High Gas Prices

Depending on the rise or fall of gas

pr'rceas depressgdrore elated. It is the

WeII it makes me feel terrible, helpless, and scared. A N\
bad provider. €é Although my

h
. R differenée Depfebreved makih
TR AL L L w@ri’féi‘n%’ale‘%‘orieﬁnﬁbeto” 43
. r%y worlaat%l clude rt'he thi r%g%
over é Makes you want to get é?[magmeho ac
\_school. - appy.

/

-
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Economyos | mp a Diiingln

Out Dmgg@;xt

/4,

/It has been a positive change. We feel better and our \
bank account is improved. We used to spend three .
hundred a month on eating out but now only fifty. We lts not something we were
may spend more on groceries but we feel empowered el abc_>ut SUIIE :
because we can make definite healthy choices accepted It as something
that needed to be done to

%ustsetﬂingwith whatever is on the menu. ) e e
U
DBpI‘ESSI g Eating Better

Cheaper to Eat at HomeLess Entertainment
Too Expensive to Dine Out roortcomy_Have Less Income

Stressed . = Healthier
Confident in Decision M 0 re Fa m I Iy TI m e
Feel Indifferent

Dining out is a controllable ngh Gas PI‘IGBS Saves Mo ney Feel Gaod

ith thi i
igher thais an expense that | | DSt Restaants faye ¢ Byyopt

can control.
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Private Label vs. Brand

\

5 LR /It really starts to work on
~.' | your mind that you aren't

going to be able to get the

things that your family really

brands and found acceptable items ) ' T
_for lower cost. . . .. %/ g "/
Confident in My Decision

Feel Indifferent Fam"y Th[]llghts

Brand Names are Expensive

Stressed
-=5aves Me Money

|
/
Store brands are usually cheaper and

you can normally save more. There are

times the national brands are
cheaper or cheaper with coupons. At 00 or ea S
these times | buy the cheaper products.

N

/We have come to experiment with
the quality and cost benefit of generic
brands as an alternative to name

9 Copyright © SymphonyIRI Group, 2011. Confidential and Proprietary. /




Impact on Health & Wellness

\

/It has made me feel like |
cannot adequately take

| d st level knowing that care of my family the way
i bl VNI A | used to. It makes daily

some he_alth problems may be ' things more stressful.
worsening as a result of inattention . ﬁ Have tﬂ Hﬂl[l u'ﬁ

to them. Could not afford diagnostic

S Impact on Family
Want to Be Healthyyeen,

] Too Expensive  High Cost of Insurance

General Costs

Spent very little on preventive
care only spent on health and
wellness products and
services when dealing with a
\specific health challenge. Y,
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2010° CONSUMERS SPENT LESS ‘J

All Outlet

$388

$381

2008 2009 2010

Note: All figures in Billions
Source: SymphonyIRI Consumer Network




Consumers have not fundamentally

changed channel shopping
All Outlet Dollar Share

2007 2008 2009 2010

Source: SymphonyIRI Consumer Network

12 Copyright © SymphonyIRI Group, 2011. Confidential and Proprietary.

L Specialty

W Toy

M Hard/Home
M Pet

M Dollar

M Conv/Gas
i Club

M Mass

¥ Drug

M Groc




and

A 7-Eleven targets 100 stores
for New York City

A Wegmans starts hiring for
1st New England Store

A Dollar General to open 625
new stores fiscal 2011

5

A Fresh & Easy sets =

No. Calif. openings
y




Delhaize i building stores ‘J

X , A Delhaize Group
said it plans to
spend $1.21

billion opening
new stores and
remodeling
existing outlets,

despite a
tough retall
environment

FOOD LION




Walmart i Formats from Macro to Micro
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=S /L Walmart plans to try a

wide variety of "small-
store" formats that will
allow it to expand to
places its supercenters
cannot go

A Stores of around
10,000 square feet
could easily allow the
retailer to enter urban
markets




Walmart i Formats from Macro to Micro

First 3 Walmart Express Units Slated
BENTONVILLE, Ark. 8 Walmart Stores
here said Wednesday the first Walmart
Express locations will open between May
and early summer in three rural towns in

northwest Arkansas. :
WALMART takes multi-format

approach to Chicago

Walmart has announced plans to open
two additional stores in Chicago as it
embarks on a multi-channel approach to
penetrate urban markets.

ATwo Walmart Supercenters
ATwo Walmart Market stores
ATwo Walmart Express outlets
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— T
Cough,Cold, | - Vitamins/
& Pain Relief | Nutrition
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