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Difficult Economic Conditions Have Prompted Consumers to
Become More Self Reliant in Many Ways

Recession Driven Ritual Changes
% of Shoppers- Top 2 Box Responses

| eat out less often

63%

| try to make personal care products last longer (e.g.
shampoo, razors) 54%

| try to make cleaning products last longer

| cook more from scratch or with fewer convenience
foods

| go to hair salons or spas less often

55%

| am going to the doctor less often and self-treating more
m Male Shoppers

| use at-home beauty treatments more (e.g. hair coloring,
facials)

B Female Shoppers

40%
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Shoppers’ Daily Rituals Have Changed in Response to

Financial Pressures, but Fewer Men Have Made Compromises

In Their Daily Routines

Money-Saving Strategies
% of Shoppers

Shop at multiple stores to find the lowest prices

Purchase only needed items, rather than stocking
up, to keep weekly budget in check

Buy more 'all-purpose’ cleaning supplies to reduce
the number of items needed

Buy less variety to reduce the number of items
needed

Purchase re-useable items, such as cloth towels
instead of paper towels

Source: Symphony IRl MarketPulse, January 2011
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43%

41%

43%

m Male Shoppers

B Female Shoppers
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Shopping Trips Are Generally Well-Planned And Deliberate, but

Impulsive Purchases Occur, Particularly among Male Shoppers

Shopping Behaviors
% of Shoppers

Look at a store circular either before or at the store

59%

Choose the store you went to specifically because it
offered lower prices on things you needed 549,

Make additional unplanned purchases after seeing
products or deals in the store 549,

Stock up on certain items because they were on sale

54%
Seek out and buy store brands to save money

Buy brands other than your preferred or usual brands
becausethey were on sale

Select products to create more meals at the lowest total

cost m Male Shoppers

Choose products because of loyalty card discounts = Female Shoppers

Source: Symphony IRl MarketPulse, January 2011 e
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Grocery Lists Are Quite Specific in Today’s Conservative

Marketplace, with Men Showing a Higher Propensity to ltemize

List-Making Behaviors
% of Shoppers

Listed categories to buy (e.g. coffee, frozen pizza, . 56%
toothpaste, vitamins) 51%

Used a store circularto make the list

Used coupons to make the list

Made a list based on ingredients needed for
recipes

Listed specific brands to buy

Listed specific private label/store brand items to
buy
m Male Shoppers

Used the Internet to make the list = Female Shoppers

Source: Symphony IRl MarketPulse, January 2011 o ==
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The “Traditional” Way of Shopping Is Very Much Alive, but Men

Are Leading the Way in the Adoption of New Media as a Tool for
Saving Money on CPG Purchases

Brand Selection Process
% of Shoppers- Top 2 Box Responses

ltem price

Previous usage and trust of the brands
Coupons from home

Newspaper circulars from home
Shopper loyalty card discounts
In-store circulars

Requested by a household member

Signs or displaysin the store

Product label/packaging
Information from Web site or email 680/8/0

In-store touch screen digital signal rZ%/Z/O
Information from blogs/social networking sites F’%

m Male Shoppers

6% B Female Shoppers

iPhone apps 2"?’0%3

Source: Symphony IRl MarketPulse, January 2011
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Conservative Behaviors Will Remain Pervasive in the Coming
Months across Male and Female Segments of the Population

Lifestyle Behaviors: In the Coming Year
% of Shoppers- Top 2 Box Responses

57%
64%

Create/serve more simple, less expensive meals at
home

Bring snacks/food from home to work/school

Go out for entertainment/socializing less often

Snack less frequently

Use frozen foods in individual portions, so | can only use
the amount | need (e.g. chicken tenders, fruits, etc.)

Eat more family meals together

_ 30% m Male Shoppers
Eat smaller portions PP
29% ® Female Shoppers
Source: Symphony IRl MarketPulse, January 2011 e

S_)_zmphonyIRI Gro L_;-p

Copyright © SymphonyIRI Group, Inc. 2011.




A Vast Majority of Consumers Expect That They Will Continue

to Embrace Home-Based, Self Reliant Rituals in the Coming
Year

Recession Driven Ritual Changes: In the Coming Year
% of Shoppers- Top 2 Box Responses

| use at-home beauty treatments more (e.g. hair 93%
coloring, facials) 91%
. 92%
| try to make cleaning products last longer
91%
| try to use less over-the-counter medicine (e.g. pain 87%
relievers, cold medicine) 89%
| try to make personal care products last longer (e.g. 90%
shampoo, razors) 88%
| am going to the doctor less often and self-treating 86%
more 88%
People in my household share more products, rather 92%
than buying separate types (e.g. shampoo, soap) 87%
m Male
90%
| go to hair salons or spas less often ° Shoppers
87%
mFemale
| try to make beauty/cosmetic products last longer 90% Shoppers
(e.g. wearing make-up or fragrances less often) 86%

Source: Symphony IRl MarketPulse, January 2011 e
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Male Shoppers Will Continue to Carefully Evaluate Price Versus

Previous Brand Experience When Making Product Selections in
the Coming Year

Brand Selection Process: In the Coming Year
% of Shoppers- Top 2 Box Responses

ltem price

Previous usage and trust of the brands
Coupons from home

Newspaper circulars from home
Shopper loyalty card discounts
Requested by a household member
In-store circulars

Signs or displaysin the store

Product label/packaging

Information from Web site or email

Information from blogs/social networking sites 7%,
]
Phone apps 4% Male Shoppers
20@ B Female Shoppers
In-store touch screen digital signal 3%/(:{0
Source: Symphony IRl MarketPulse, January 2011 e
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Recommendations & Conclusions

Invest to understand male shopper perceptions around your
categories/brands

Support detailed pre-planning behavior with price/value
messaging that begins to impact the male shopper at home
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