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Foreword

A In the last decade, European consumers have seen their buying power rise and fall depending on the
buoyancy of their economy: controlled growth in Scandinavia; very rapid growth in Great Britain,
Ireland and Spain; the steady infiltration of consumerism into Eastern Europe spurred by openness to
the West. This contrasts with the perception of a pervasive erosion in buying power in other European
countries, especially France and Germany.

A The holiday season, apart from the family celebration and religious aspects, is also an atypical period
in terms of consumer habits. Many retailers and manufacturers log at least double the amount of
purchases compared to any other equivalent time period during the year, and sometimes much more.
The holiday season is therefore critical to ensure sound economic results for players in the consumer
goods sector.

A Since 2008, consumers across Europe have been hit hard by the worst economic crisis to have
plagued the Western world since the 1930s. This crisis, whose effects are strongest, paradoxically, in
countries that had been experiencing the most robust growth, will leave an indelible impact upon
consumer behavior. This yeards survey therefore
the crisis so as to draw lessons and devise solutions to be put in place by retailers and manufacturers.

A We feel strongly that this new edition of our European Xmas Survey is essential reading, at least as
much if not more so than ever before.
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About the survey

A Thisisthetwelthconsecuti ve year that an annual survey of Europe:
Deloitte.

A Deloitte Czech Republic is included in the survey for the third time

A 17 european countries and South Africa are included in the survey. For the first time, Poland and Luxembourg are among
the countries considered.

A representative sampling of consumers - 17,567 in all; information has been collected via the Internet, with a structured
guestionnaire for a sample of individuals, within controlled panels

A To adjust the Internet population regarding the population of each country, we used ex-post statistical weighting on:
Gender (number equal to the population balance);

Age classifications (18-65);

Regions;

Income;

A Below EUR 10,000;

A Between EUR 10,000-25,000;

A Between EUR 25,000-50,000; and

A More than EUR 50,000.

To o Do o

A The conclusions of this study are based on consumer data which have been collected during a survey realised by Deloitte
in co-operation with Q&A Research and Consultancy.

A The fieldwork was executed in September 2009 (last week) & October 2009 (first week).
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Trends

A European consumers are sending out clear, convergent signals that their vision of the situation is improving: they
believe that the economy will probably start to pick up in 2010. Moreover, a majority of them state that they have not
been affected personally by the crisis and in defiance
consumers do not feel concerned about job security and are confident that their income will remain secure.

A The chart of consumer sentiment with regard to their personal situation becomes more nuanced when certain aspects
of their responses to our questions are analysed more closely, particularly when it comes to their precise spending
intentions for the Xmas holiday period: a 2.5% reduction of spending in Czech and a 0.7% growth in Eastern Europe as
a whole where forecasts are positive in all the countries surveyed. The European average is brought down by the
weight of very negative forecasts in Ireland, the United Kingdom and Spain.

A Even though forecasts are pointing downwards this Xmas, it is important to note that the drop in the trend noted over
the last few years has been halted. Consumers intended to improve their spending by 0,5% in Czech for 2008. They
are therefore less negative this year.

A Consumer spending is manifestly at a turning point and forces are acting in opposing directions so that we can see

many indications of a 6deceleration in pessimismd in we
first sign of a rebound, which will be perceptible more explicitly in 2010 if other anticipated recovery factors also come
to fruition.

A Although pessimism may be waning in Western Europe, a growing awareness of the crisis can be detected in Eastern
Europe, albeit less drastic that that experienced in the West in 2008. If and when the rebound occurs in the West, the
same can be expected in Eastern Europe, but probably with a time lag as well.
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Trends

Over and above the projected trends for Xmas spending, what structural changes come to light
t hrough consumersdé statements during this survey

A Half of Czech consumers are not personally affected by the economic crisis, in 2008 it was 75 %.

A Several years of a perceived lower purchasing power and the experience of a protracted economic crisis have
contributed to creating a pessimistic atmosphere, whic

A The Czechs are aiming to keep to a budget in order to keep their end-of-year spending under control. The 45 % of
Czech consumers have decided to prepare a budget this year. In 2008 it was only 36 %.

A Consumers wish to purchase less, but they still want to buy better and buy right, particularly given that the amounts
spent during the Xmas holiday season are particularly significant. New trade-offs are being made in favour of utility
rather than futility; the durable rather than the ephemeral; conscious, well-planned rather than impulse purchases;
innovations which genuinely offer something substantially new, etc.

A The greater transparency and speed at which information circulates via the internet and new media mean that these
channels are getting better and better at meeting cons
instantaneously and above all the best prices. The Czech Republic appears as the leader in Europe on using the
Internet for year-end shopping.

7 Xmas 2009: Still waiting for the rebound E 2009 Del o



Inside the consumer mindset
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How would you describe your spending power today versus the same
time last year?
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A Perception of a decline in spending power recedes in Western Europe and gains ground in
Eastern Europe and in Czech Republic

A Consumers who feel that their spending power has weakened remain in the majority, but the index based on the
sum of positive and negative responses has improved in Western Europe. On the other hand, it worsened in
Eastern Europe, where the crisis has begun affecting consumption more recently;

A lIreland is again the exception to this trend, since consumers in this country are suffering the combined impact of
inflation, rising unemployment and interest rates, and poor stock market performance;

A Bear in mind that most consumers say they have the same amount to spend as last year, which already
represented a meagre level at the time!

\- J
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How shoppers make decisions?
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When the crisis is over, what would best describe your purchasing
behaviour?

Czech Republic Europe
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= When the crisis is over, | will spend more
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A The crisis has been sufficiently lengthy and far-reaching to bring about structural changes

A After exiting the crisis, 80% of Czechs and two-thirds of Europeans consider that they will maintain their current
level of spending. Whereas 20% of Europeans anticipate spending even less than they do now once the crisis is
over, only 14% plan to spend more;

A ltalian, Portuguese, French, Irish, Romanian, and South African consumers are more likely to spend even less
in the future than other Europeans;

A These structural changes are found throughout Europe with the exception of Russia and Ukraine, countries
where consumers are avid spenders, eager to close the gap with their Western counterparts.

.
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Regarding shopping, what would best characterize your purchasing

behaviour?

Czech Republic

| will focus on useful gifts

Compared to last year, | do not expect to
spend less this year for Christmas
shopping

| will mostly buy discount or retailers'
products, but few name brand products

| will do less impulsive spending

I will buy products and gifts that are on
sale

11

III

67%

43%

35%

33%

31%

Europe

| will focus on useful gifts

| will do less impulsive spending

Compared to last year, | do not expect to
spend less this year for Christmas
shopping

I will buy products and gifts that are on
sale

I will mostly buy discount or retailers'
products, but few name brand products

HI
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40%

34%

33%

32%

68%
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A For their Xmas shopping, all types of consumers are moving away from impulsive purchases and are placing
more emphasis on useful gifts;
A Unsurprisingly, low prices and items on sale are key factors and brands continue to lose ground to discount and
retailersd product s;
A The most successful retailers will be those who bring to the fore the useful aspects of their products and include
low-priced gifts among those on offer;
A In Czech Republic, the less fortunate will be focused on their budget and will buy useful gifts products. Whereas,
\_ wealthiest people will spend more than last year. )
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What would be the reasons driving your decision to spend less
during year-end festivities?

Czech Republic

The current crisis atmosphere makes me
spend less

I am in debt

| have to save money because | lost my
job

I'd rather save money because I'm afraid
of losing my job

The credit terms offered by the stores are
too expensive

57%

|
|

38%

20%

17%

11%

M

Europe

The current crisis atmosphere makes me
spend less

I am in debt

I'd rather save money because I'm afraid
of losing my job

| have to save money because | lost my
job

My investments have decreased in value
(stock markets, shares)

26%

20%

18%

13%

0

64%
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A
A Two-thirds of Europeans and half of Czechs plan to limit their holiday spending due to the current crisis
atmosphere;
A Indebtedness is more important in Czech Republic than in rest of Europe, it is a curse for consumption;
A Consequently, the leading cause of lower consumption is above all that morale in Europe has reached a low
point!
A This is an important finding to take into account in the context of advertising messages conveyed by
manufacturers and retailers: offering reasons for optimism and reassuring consumers as to the reasonableness
of their purchases by promoting usefulness and low prices.
- J
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In what manner do you think you will use the Internet to do your year-
end shopping?

Czech Republic Europe
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A 41% of Czechs use Internet to buy products (in 2008 it was 38 %), the European average is only 16% of
respondents;

A In Europe, Internet is mainly used to research and compare;

A For half of Europeans and Czechs, the Internet helps consumers find products to buy, select places to shop and
compare prices efficiently. With the Web, supply and demand intersect more easily;

Price, a key motivator for the purchase decision, has become transparent thanks to the Internet;

T

A Social networking, a growing phenomenon, provides consumers with other information, such as good or bad
feedback on purchases from other users.
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