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Outline - New Product Pacesetters in Context / 3
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APeople have learned to adapt = smart & savvy shopper
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APeople want to rely on their trusted brands, new product '
Innovation should leverage the trusted status of brands
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AWhat shoppers are looking for in new products: New '
Product Pacesetters




1. The Economic Challenges are Continuing = / 3
Economic Sobriety
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Source: FMI Economic Survey Dec 2009, SymphonyIRI AttitudeLink, Shoppers n = 1340



Shoppers Believe the Costs of Daily Living / 3
Will Drive Furthern Conser vati s mo
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Cost of utilities 70% 7%

60% 10%

Price of food
53% 14%

Price of gasoline
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credit
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4Source: FMI Economic Survey Dec 2009, SymphonyIRI AttitudeLink, Shoppers n = 1340



Shoppers Have Learned to Cope, But Are Not

Optimistic

Shopper Speaks Video i Economic Sobriety
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2. People Have Learned to Adapt = / 3
Smart & Savvy Shopper

Shoppers are using lists

Beginning of 2009 End of 2009
% of shoppers using a list

' 55 % of shoppers are shopping at TEN or more retailers
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Source: FMI Economic Survey Dec 2009, SymphonyIRI AttitudeLink, Shoppers n = 1340



Shoppers are Using Lots of Tools to Save / 3

Marketing Influence

% of Shoppers 5009 5010

At Coupons from home 55% /[ 65%
el Newspaper circulars from home 47% \ 55%

Requested by a household member 39% 44%

i

In-store flyers 48%
In

Sl Signs or displays In the store 41% 49%
Shopper loyalty card discounts 40% 48%

ltem Price 83% ( 86%
S Product Label/Packaging 19% 25%
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Source: FMI Economic Survey Dec 2009, SymphonyIRI AttitudeLink, Shoppers n = 1340



Shoppers Continuing with their Lackluster / 3
Purchasing of New Products |

Number of unique new products purchased in FDMx, 2009
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Shoppers are Using New Strategies for ( 3
Essentials L

.—Shopper Speaks Video T New Path to Purchase
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Value and Trust Are Most Important Brand / 3
Importance. New Features Not As Important

Attribute Importance for Brands
% of Shoppers (top 2 box)

Always a good value 86%
Brand | trust E
Reqgularly on sale /8%
Coupons are frequently available 68%
Proud to have on hand 41%

Environmentally friendly 35%

Introduces new features E

Website offers suggestions on uses, 18%
recipes, etc.
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Source: SymphonylRI Retailer Brand Loyalty Survey Dec 2009, SymphonyIRI AttitudeLink, Shoppers n =1275
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55% of American Continue to Purchase / 3

Trusted Brands
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Source: SymphonylRI Retailer Brand Loyalty Survey Dec 2009, SymphonyIRI AttitudeLink, Shoppers n =1275



3. Brands Have A Uniqgue Position In The Next ( '. 3
Era of New Products | |
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Source: Symphonyl RI Economic Purchase Behavior Longitudinal Da@abasecE,



