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Notice of Use of Information

NOpinions, estimates and p
and/or broadcast constitute the current judgment of the author
as of this date. They do not necessarily reflect the opinions of

SymphonyIRI Group and are subject to change without

notice. SymphonyIRI has no obligation to update, modify or
amend this presentation or Webinar, or to otherwise notify a
reader thereof in the event that any matter stated herein, or
any opinion, projection, forecast or estimate set forth herein,
changes or subsequently becomes inaccurate.
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P Lasting Economic Concern
Pervasive economic sobriety

P Increasing Survival Instinct
Growingeducati onchmoesinsmart o

P Continuing Frugality
Continued spendingt hr ough a nl ens

P Personalized Everything

Shoppersareevolvington me as a br an

P Simplicity i Mandat e 0
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Source: IRI Shopper Video, Focus Group and Shopper Interviews, March and April 2010
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< These Truths are Now Self Evident
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Shopper Trends i Increase
2 #/ Purchases of Confections

Change to Confection Purchases Over Past 6 Months
% of US Confections Category Shoppers

Decreasing Increasing
_ -10%
Chewing Gum Z
3%
-13%
Chocolate Candy
%
| -13%
Mints and Breath Fresheners s
-15%

Non-Chocolate Candy

®Decrease  ®Increase 20% -15% -10% -5% 0% 5% 10% 15% 20% 25% 30%

Source: IRI Confections Survey 2010, n = 500
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New Consumer Decision Lens
nNWhat 6s |

Socially Responsible

Consumption My Shopper Brand

Multicultural

Health i1s Wealth N il iitors

Home Entertainment

Venue Appliance of Science

Hunger for this Thrift as a
Mess to End Pervasive Habit

Luxury & Indulgence Web 2.0 as a
Redefined Requirement
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& 94% of Shoppers Shop

>
&= Multiple Outlets TODAY
Where Do Shoppers Go to Purchase Groceries?
% of Shoppers (Top 2 Box) | go to the same store

every time | shop

| have a few stores |
regularly shop at to

purchase groceries 4
Estly/ go to the same

4 7% store, but' will'go to other
Stores on occasion

47%

Source: IRI Retailer Brand Loyalty Survey Dec 2009, IRI AttitudeLink, Shoppers n =1275 e
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h Candy Category Future Growth
= Driven at Multiple Channels

P

Current and Future Shoppers
% of US Confections Shoppers

80% 1 4 Currently Shopping 75% 76%
70% - - H Planning to Visit Over Next 6 Mos. 66% 66%
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60% - ' g S7% 54%
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Source: IRI Confections Survey 2010, n = 500
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Shopping Strategy Continues to be
e/ Developed in the Home

Where Shopping Decisions are Made
% of Shoppers

100%

80% -

60% -

40%

20% A

0% -

2007 2008 Mid 2009 End of 2009 2010

m While Shopping in the Store  m Before Going to the Store

Source: FMI Economic Survey Dec 2009, IRI AttitudeLink, Shoppers n = 1340
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| | /5% of Candy Shoppers Make
= o/ Lists on a Regular Basis

Traditional Preparation Methods
% of US Shoppers

Make a shopping list 50%
Look at a store flyer at home 320
| I T O T WS W T
Collect coupons to take to the 3%

store

e e e e —— ——

Household product preferences 23/ 26%0

Ll i—

Household brand preferences ¥ 21%

Search magazines for new |
products to try

0% ™ Every tingobshop 40% 60% 80%

Source: IRI Confections Survey 2010, n = 500
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Importance to Shopping Experience of Simplicity
% of Shoppers (Top 2 Box)

100% 1
90%
80% A
70% A
60% 1
50% A
40% A
30% A
20% A
10% 1

0% 1

Simplicity
The Shopper New Decision Criteria

Total Hispanics Millennials Boomers

Source: IRI Retailer Brand Loyalty Survey Dec 2009, IRI AttitudeLink, Shoppers n =1275
11 Copyright © SymphonyIRI Group, 2010. Confidential and Proprietary.

S;Imphonlel Gro L;-p



ASOE What are the fANE
e/ of Simplicity?

Aligned
INn-store
reminders

Deals that are
simple to
understand

Easy to/locate
In the store

concise and
relevant
Information

Easy to align
with simple
needs

Easy to
comprehend
value
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P Requiring Immediate Attention
Shoppersd Views on Stocking and Ava|lab|Iit

% of Shoppers = AN .

If a product is frequently out
of stock, | will start buying
another brand

If a retailer is frequently out of
stock on a product | need, |
will stop shopping there

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Source: FMI Brand and Retailer Loyalty Survey Dec 2009, IRI AttitudeLink, Shoppers n = 1275 e
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A‘ Next 6 Months — Shoppers Plan

‘f& Increase in Confection Purchases

Change to Confection Purchases Over Next 6 Months
% of US Confections Category Shoppers

Decreasing Increasing

Mints and Breath

Fresheners 12%
Chewing Gum
13%
-10%
Chocolate Candy
13%
-13%
Non-Chocolate Candy
15%
-lé% -1(I)% -5I% Ofl’/o 5:)/0 lOI% 15;% ZC;%

Source: IRI Confections Survey 2010, n = 500
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