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Our corporate values

Client-driven

Our clients’ needs drive our business. We continuously seek to better understand our

clients’ needs, improve all aspects of existing research products, offer innovative products

and to be an integral part of our clients’ information systems. Accuracy, sound methodology,

excellent client service, flexibility, timely delivery and cost effectiveness all ensure that we

meet and even exceed our clients’ expectations. We build long-term partnerships with our
clients, contributing to their success.

Our people

People are our main asset. Development through training, sharing ideas and sound experience

is essential to our business. Our people have the freedom to explore and develop their talents

and are empowered to achieve our common goals. We encourage and reward initiative,

dedication and hard work. Fairness, good communication and working relationships at all
levels and locations are key to our success.

Innovation

We recognize that investing in continuous innovation in both the process and the end product

is a prerequisite to meeting clients’ requirements. Our aim is to be at the cutting edge with

our key business activities. Clients’ needs, evolving markets, new technology and the expertise
and ideas of our people throughout the world are what drive innovation.

Global expertise - local knowledge

We respect and learn from local business practices and cultures and provide knowledge

tailored to local needs. Our global network comprises international teams, tools and products

to provide multinational clients with consistent services. As proud members of the GfK Group,

we share local and international expertise to continually improve all aspects of our
business.

Growth

Profitable growth results in greater opportunities. As individuals, teams and business units,

we are aware of the impact of our decisions and actions at all levels. We use financial and non-

financial measurements to review and improve performance on an ongoing basis. Our growth
provides investors with a fair return on the financial resources they have entrusted to us.
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The GfK Group:
Specialists for market and consumer knowledge

We are No.4 among the leading global market research organizations in the world.
We specialize in collecting and analyzing information on the attitudes, wishes and

habits of consumers and users of modern media and service offerings.

Our consumer and market information in tandem with our consultancy services
support companies in their strategic and operational decision-making processes

and this applies also to sales and distribution logistics.
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Our customers and their markets:
Focus on growth potential

In recent years, compared with the past, branded products, the pharmaceutical industry,
retail and service companies all over the world have been faced with the need to operate

in an increasingly complex market environment. The unstoppable march of modern
communications and information technology, the ever-increasing trend towards greater
consolidation and the escalating globalization in consumer markets have significantly
intensified competition. This applies to the developed economies of Western Europe and
North America as much as to the emerging markets in the countries of Central and Eastern
Europe, Latin America, South East Asia and the Pacific. Added to this, the impact of 9/11
and the events unfolding in the Near and Middle East are still adding a further dimension

to the global equation.

For our customers, looking for new market opportunities in segments where they are
already present, as well as those offering new potential, is essential to their survival. On the
one hand, this needs a good measure of vision, marketing acumen and creative ideas and
on the other, a sophisticated set of analytical instruments and market know-how able to
qualify and quantify the risks and opportunities associated with market-related decisions.
These are the type of services delivered by us, that is, companies involved in the market
research industry. It is our knowledge and expertise which is used to transform information
to market intelligence and in this way, we support our customers in their search to identify

and exploit the available growth potential.
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Our business:
Helping customers towards market success

Converting market opportunities into success: more than ever before, this is the factor
which is decisive to the future perspective of companies operating in consumer goods
markets. It applies equally to the large global groups, as to the smes active in regional or
local markets.

The key to market success today is identifying the thought processes, habits and preferences
of consumers and users of brands, products, media offerings and services. Market research
companies like GfK not only identify what consumers want, but also, the market opportunities
deriving from this. This has always placed them in the position of intermediaries between
manufacturers and retailers on the one hand and the customers or target groups on the
other. We supply our clients with fundamental information on the lifestyles, preferences
and wishes of consumers and this includes the broader consumer levels, as well as the
special target and consumer groups. We support and advise our clients on how they can
develop, strengthen and maintain long term successful relationships with the users of their

products and services in today’s increasingly competitive consumer market environment.

It is a popular belief that there is more than enough information on consumers, markets and
market players available today or if this is not the case, anybody can acquire such data more
easily and faster than ever before. However, the issue is not an excess of data and information
which can be easily and quickly procured, but the targeted, selected and processed
knowledge which relates specifically to the decision or remit at stake. Out of the mass of
available data, we understand how to collect, collate and analyze the financial and
consumer information essential to decision-making and action, to record it and compress

it into market knowledge which is useful in practical terms and we do this reliably,

systematically and efficiently.

R
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Our people:
Specialists with advisory expertise

Our extraordinary success is mainly attributable to the dedication of our team of almost
8,000 employees all over the world, who belong to our network of more than 130 companies
based in over 70 countries. They include some of the most knowledgeable, experienced and
creative people in the market research industry anywhere in the world.

These highly motivated and experienced specialists give us a vast fund of knowledge in
virtually every area of modern market research and measuring technology. We also have a
huge reserve of market knowledge and practical expertise in each of our give businesses:
Custom Research, Retail and Technology, Consumer Tracking, Media and HealthCare.
Consequently, we are essential and valued partners for our customers when it comes to

market analysis and the decision-making processes.

Market research as GfK understands it means that our range of services extends beyond
purely supplying data to providing our clients with advisory services. This is what we call a
“fact-based consultancy”. We are convinced that the quality of our work resides above all in
the fact that we not only tell our customers what is happening in the consumer and service
markets, but also, that we explain the reason for these developments. Our employees are
not simply purveyors of information, but experts our customers can turn to for help and

advice on complex decisions and any issue relating to marketing and communication.

GK_9
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Our promise:

Growth from Knowledge

Growth from Knowledge, our promise to our customers, is the greatest challenge and at
the same time the greatest opportunity for the GfK Group and its employees. Since day one,
delivering the critical market and consumer knowledge to our customers has been and
always will be the dynamic engine of our services and our success. We do this in the
conviction that knowledge of consumers is the key to growth and long term success in

the market.

The essential basis of our extraordinary success is our technical expertise. In a history
spanning more than 70 years, we have always concentrated on our core business: market
research. This is why today, GfK is not only one of the most prized brands in the market,
synonymous with top class information and consultancy services, but is also among the
most dynamic forces behind the development of innovative market research instruments

and technologies.

We are one of the few market research companies to offer a virtually complete range of all
the market research services and instruments currently in use — and this for almost all the

relevant consumer markets in every continent of the world.
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Our research and consultancy services:

Organized in five business divisions

In custom research, we supply our global client base with information and consultancy
services for operational and strategic marketing decisions in over 30 countries of the world
and the same with cooperations in at least another 60 countries. We offer a wide-ranging
spectrum of tests and surveys, in particular on product and price policy, brand
management, communication, distribution and customer loyalty. This allows us to provide
our customers with a complete thru-life service for their products and services, from initial

design idea to monitoring in the more mature stages of the product life cycle.

In retail and technology, we provide our technical consumer product retailers and
industrials with information and consultancy services based on continuous surveying and
analysis of technical consumer retail sales in over 70 countries. Our services include
regularly published analyses, as well as specific studies on such diverse dynamic consumer
goods markets as the photo and optical market, entertainment electronics and infotainment,

information technology, telecommunications and sport.

In consumer tracking, we supply our customers throughout Europe with information and
consultancy services based on continuous surveying and analysis of buying decisions and
behavior. Our service offering extends from regularly published standard reports, to special
analyses relating to virtually all consumer goods in daily use, as well as the most varied

consumer goods and services.

In media, we offer our clients in over 20 European countries and the usa information
services on reach, intensity and type of use of media and media offerings, as well as their
levels of acceptance. Our range includes continuous as well as special one-off surveys and

analyses for tv, radio, print, outdoor, online and offline media.

In healthcare, we offer our clients in around 20 countries throughout Europe, North and
South America and the major South East Asian pharmaceutical markets information and
consultancy services on availability, issues relating to product development, market
positioning and communication, as well as to medical product image and price maintenance
and customer loyalty. The service offering also includes surveys on the volume of resources
invested in dental and veterinary medicine and laboratories.

GfK_13



14_GfK

Our presence:
Worldwide in local markets

bas early as the 60s, GfK was already one of the first market research companies to open
branches outside Germany and since the mid 80s, we have been driving forward the

process of internationalization, particularly in Europe, and the Asia and Pacific region.

Since our stock exchange launch in 1999, we have been expanding at fast rate, in particular
in the usa, Latin America, the Near and Middle East and Africa. Today, our subsidiaries are
active in over 70 countries in all the major economic regions of the world. Beyond this, a
series of cooperations and strategic alliances allow us to delivery information services for

far in excess of 100 countries worldwide.

2005 was a very special year in the history of our globalization. We acquired the us Group,
nop World, at that time ranked No.10 international market research company. This gave a
completely new dimension to our position in the premier league of market research

companies.

We have been able to significantly expand our position in three of the world’s most

important research markets:

= |n the usa, the biggest single national market in the world for marketing and market
research, where we jumped from No.15 to No.7 in the rankings;

= |n the uk, the second most important market in the world for marketing and market

research, where we rose from No.7 to No.4 in the league table;

= |n ltaly, the world’s sixth biggest market, where we climbed from No.4 to No.2 in the

rankings.

This has given us an excellent position in the classic marketing and market research
markets of the usa and Europe, as well as in the fast-growing Asian, Latin American and
Central and Eastern European markets, in all of which we have also built a strong
foundation for future growth. This particular step has expanded our capability to respond to
even the most challenging customer demands. Our state-of-the-art, efficient and globally
applicable measuring and analysis instruments supply clients with the up-to-date market
and consumer analyses so essential to developing innovative solutions and approaches on

which sound marketing decisions are predicated.










The beginning:
The inspired vision of the founding fathers

In the market research industry, whose roots can be found in the empirical social and
economic research carried out towards the end of the 19th century, GfK is one of the few
companies in the world to have been established so early on and to have preserved its
identity as a market research company up to the present day. This is entirely in keeping
with the vision of its original founding fathers, Wilhelm Vershofen, Erich Schafer and

Ludwig Erhard.

Founded in 1934 as the first market research institute, GfK initiated institutional consumer
research in Germany, pioneering the way for professional marketing there. Here are some

of the milestones of more then seven decades of existence of GfK:

Calculation of buying power statistics, GfK’s oldest brand product. In 1937, three years after
its establishment, GfK already published this type of information for Germany. Since 1968,

GfK has been carrying out the analysis at pan-European level.

Setting up of what is now known as the GfK ConsumerScan consumer panel in the 50s. GfK
are among the pioneers of this process, which was completely new in Europe at the time.
In the 60s, the company was the co-initiator of the European panel, one of today’s biggest
international continuous consumer surveys, where the buying habits of 70,000 households
and more than 150,000 individuals in 26 countries throughout Europe are regularly

surveyed and analyzed.

The Consumer Climate survey, which GfK launched for its own account in 1958 and which
has been commissioned by the European Commission since 1972, GfK delivers information
on the consumer mood in Germany and now the uk, the Netherlands, Austria and a series

of Central and East European countries twelve times a year.

1970 saw the launch of the GfK retail panel, which since extends to over 70 countries in
every continent of the world and which supplies data on retail sales in the technical and
electronic consumer goods markets. GfK is currently the global market leader for
continuous information services, including for such dynamic markets as information
technology, entertainment electronics and media, photo and optical, electronic household

appliances, telecommunications and office communications and sport.

GfK is the European market leader in electronic media research, where it sets the global
benchmark standard for measurement quality and technology. The original incentive for
this was the first tv research contract which GfK won in 1985. Today, GfK not only carries
out tv audience research in Germany, but also in Austria, Belgium, France, the Nether-
lands, Switzerland and the Ukraine. It also exports its measuring technology to other
European countries and beyond. Radiocontrol, a metering system introduced in 1999
capable of measuring radio reach electronically, was the first of its type anywhere in the

world.
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Our investment for the future:
Quality and innovation in the interests of our
customers and the market research industry

Many of the countless ambitious GfK research and development projects have in common
the fact that they are almost always carried out in close cooperation with clients and
academic institutions or management consultants. The future — and this applies not only
GfK, but the whole of the industry — depends to a large extent on the degree to which we
are committed to working with our clients and associates to identify market potential and
transform it into success. Quality and innovation remain the essential engines which inform
our information services and consultancy, enabling us to be of the greatest possible use to
our clients when they are making their marketing decisions.

As in the past, we shall continue to dedicate ourselves to making a contribution to the
recognition and reputation of our profession worldwide and to its future opportunities with
our first class business instruments and services. The principal engine of the innovations
which ensure the quality of our research and development work is GfK-Nirnberg e.V.

(GfK Association), the parent company of today’s GfK Group, which is also the majority
shareholder. GfK enjoys the support of this unique Association, whose financial and human
resources make a huge contribution to advancing the professional qualification of the
company’s market researchers and to developing innovative instruments and processes on

an ongoing basis.

It is largely due to the GfK Association that some six years ago, GfK was able to introduce
the “Market Information Management” course in conjunction with the Business and Social
Sciences Faculty of Friedrich-Alexander University in Erlangen. This is an interdisciplinary
study course for students wishing to specialize in market research related careers. GfK
finances the course and contributes its market research and methodological expertise to the

course.

A further initiative of the GfK Association is the establishment of the Nuremburg-based GfK
Academy, which offers a modular international training and further education program
directed at middle management in Germany and abroad. The main focus of the course lies
in the linking of specialist knowledge with communication expertise aimed at empowering

management to hone their strategic thinking and decision-making skills.

However, our commitment to research and teaching is not limited to Germany. GfK has also
helped Russia’s top business university, Moscow’s State University — Higher School of
Economics, to establish a department specializing in market research, which is supported
by GfK with personnel and other resources. We have also committed financial and human
resources to one of the world’s most highly rated institutes for market research at the

University of Georgia in Atlanta, usa.

18_GfK









Germany:

A leading force in the local and global markets




GfK is Germany’s oldest market research
company, established 72 years ago at
the University of Erlangen-Nuremberg.
This is where professional market
research in Germany originated and
Nuremberg is still the main centre of
market research in the country, thanks
in no small part to the success of GfK,
which has been the market leader for
more than twenty years.

The Group has always been a pioneer

of professional innovation in German and
European market research. In 1936 it
carried out the country’s first brand study,
on the cross logo of pharmaceutical
company Bayer, and a year later it
published the first German purchasing
power figures, which are now also
produced for the rest of Europe and
overseas.

In the mid-1950s, GfK joined the European
frontrunners when it adopted consumer
panel research after its development in
the United States. It also began expanding
its international network at a very early
stage, and in 1960 co-founded Europanel,
which, together with British partner
Taylor Nelson Sofres, it today uses to
carry out continuous studies of consumer
purchasing patterns in 26 European
countries.

The GfK consumer climate study,
launched in Germany in 1983, now
covers Britain, Denmark, Austria,
Sweden, and a series of central and
eastern European countries. In 1985,
the company began producing German
tv ratings, first for the state-owned
broadcasters and later for the Television
Research Partnership (agf).

Today, GfK is the country’s undisputed
market leader, with a market share of
well over 25%.

At 7%, very few Germans would say

that they were very happy.

Germany

Selected companies

Segment
market rating

Custom Research
GfK Marktforschung
GfK GeoMarketing

No. 2

Retail and Technology

GfK Marketing Services

encodex International

Beyen Marktforschung

media control GfK international

No. 1

Consumer Tracking
GfK Panel Services

Media

GfK Fernsehforschung
Media Markt Analysen
enigma GfK

No. 1

HealthCare
GfK HealthCare










UK:
Black humor and living for the present

Ascot and the Royal Family, Big Ben and Tower Bridge, raincoats and umbrellas, Guinness and

afternoon tea are not the only elements of what is considered “very British”. The most famous,

perhaps, is black humor. The uk lifestyle, which is measured by a scale of personal and consumer-

based values, differs in fact from that of the rest of Europe. Yet the effects of globalization are

even being felt in the uk.

Having a sense of humor means looking on the bright
side. But sometimes it seems that travelers to the uk
lose their sense of humor. A short, sharp example of
British humor:

Patient to doctor:
Doctor, how long have | got?
Doctor: 10.
Patient: 10 what? Days? Weeks? Years?
Doctor: 9 ...

The British sense of humor is a brand with a long
tradition. Her Britannic Majesty’s government even
goes to the trouble of including a reference on its
ambassadorial webpage. Trouble indeed: “The British
sense of humour is often a source of mystification

for other nations, and visitors to Britain may claim
that our humour is incomprehensible.” But what is
typical British humor exactly? According to British
government experts, it is a particular attitude of
mind which accentuates the absurd, the offbeat

and even the grotesque. They continue to describe
it a national virtue: “Possessing ‘a sense of humour’
is usually regarded as a favourite virtue of the
British.”

Of course, the fact that this very specific virtue has a
long and glorious history should not go unmentioned.

As a tax collector in the Port of London, Geoffrey
Chaucer (1340-1400) was very well-informed about
his fellow citizens. In his famous Canterbury Tales,
he introduced “smutty slapstick humor” to the
canon of world literature. The next biggest literary
giant of all time after Homer was William Shakespeare,

who left his own lasting impression on British humor.

Society with high purchasing power

Having a sense of humor means looking on the
bright side. Yet the majority of Brits are not among
the world’s happiest people. In a survey carried out
in the uk by GfK nop on quality of life satisfaction,
the findings were that just under one third professed
to be “very happy”. In Australia, a member of the
Commonwealth since 1931, the figure was 46 %o,
followed by the usa with 40%. However, Britons
remain far above the international average of 20%b.

The uk has a population of around 60 million, of
whom just over 50 million live in England, almost
3 million in Wales, 5.1 million in Scotland and

1.7 million in Northern Ireland. The social structure
of the population is clearly divided. The 2005 GfK
European Consumer Study recorded the “typical
social divisions of a class society, with a lower
working class representing 26 % of the population
and the middle class and above accounting for
20%.”

€ One third of Britons would say they were very happy - far more than other Europeans.
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»Unlike in most other countries in Europe, in the uk unemployment

is not currently an important subject.«

However, uk consumers are still among those with Unlike in most other countries in Europe, in the uk

the greatest purchasing power in Europe. With unemployment is not currently an important subject.
exchange-adjusted purchasing power of 17,700 euros,  According to the “Challenges of Europe” GfK survey,
the Brits are in fifth place in the European league only 4% of the population are worried about

table. The fact that the uk’s capital city, London, is unemployment at the moment. Of the nine countries
Europe’s major financial market place contributes surveyed, the uk is by far the least exercised by
significantly to the uk’s high purchasing power. All unemployment. In comparison, 81% of responses
the big international banks are represented there, constitute dramatic evidence that the subject of
and this also applies to insurance companies, major unemployment is clearly at the top of the current list
management consultants, accountants and auditors of German worries.

and lawyers. The British are also successful in global
high-tech industries such as telecommunications, it, Featuring at the top of the British list of worries are

biotechnology, chemicals and pharmaceuticals, as completely different concerns from those expressed
o well as automotive and electronics. by the majority of other European countries. The
. Brits worry less about finances and more about social
m problems: the growing crime rate, an inefficient health
UK system, immigration from former colonies and eu
countries, the tax system and education.
Population and country - Some 60 million people, living in an area of
243,000 km?. 88% live in urban areas. The majority are easy going
Population density = 247 per km?.
London: 4,700 per km?, As consumers, above all, the Brits want to stay true
Per capita GDP/ - eur 25,400/eur 17,700. to themselves: rated by 89 %, individuality is given
disposable income top priority. In the post-materialistic “cult of the
Average age/household size | - 41.8/2.4. individual”, with 68%b, the British have given a
distinct thumbs down to “earning a lot of money”.
What they think and how they live With 70% saying they prefer to play it safe than
m 42% of Britons say crime is their country’s biggest problem, compared togo in for risks, the “Consumers in Central and
to a European average of 13%. Eastern Europe” study conducted by GfK-Lebensstil-
m 32% say they are very concerned about the health service, whereas the forschung (Lifestyle Research) also shows a high
European average is 14 %. level of living for the present: 74% “take things as
m 39% describe sightseeing as one of their three favorite vacation activities. they come”, 65% “are enjoying life here and now”
The international average is 32%6. and “don’t think about tomorrow”. This reflects
m 48% visit a bar or pub once a week, as against an international average the fact that 65% of Brits are less career and more
of 22%.

leisure minded, believing that leisure time is more

) i i i N A
m 11% go clubbing at least once a week. The international average important than a high salary.

is 5%.

m 32% describe themselves as very happy. The international average . . .
is 20%. British consumers consider quality to be more

m 589% say having control over their own lives is most important to them, |mpc_>r_tant[ than price. Th_ere 1sno den_]and for In_Stant
Compared to an international average of 47 %. gratlflcatlon and bargaln gOOdS, which emphaSIzeS
an element of loyalty to the inherently British life-
Sources: GfK Global Custom Research, GfK European Consumer Study, GfK Challenges of Europe study, Sty|e_ Raincoats and umbrellas have never gone out
Roper Reports Worldwide, GfK GeoMarketing. ) ) .
of fashion in the uk. How very British!

Like most of their Western and Southern European neighbors, the majority of Britons feel that leisure is more =»

important than a career.
36_GfK






Northern Europe:

On course for expansion




GfK’s business in Northern Europe
expanded particularly strongly in 2005,
mainly as a result of the nop World
acquisition. The Group became one of
the biggest market research companies
in Britain, which is Europe’s biggest
market and the second largest in the
world. GfK nop, which incorporates
the business of GfK Martin Hamblin,
GfK Media and GfK Marketing
Services, ranks fourth in the uk
overall.

Sweden was the first country in
Northern Europe which GfK used

as a platform to expand its inter-
national network. GfK Sverige was
established in 1981 following the
launch of companies in Denmark and
Norway. Today, studies in Finland are
carried out from Sweden, while studies
are carried out in Ireland from the uk.

Britons believe that being in control contributes
to a good quality of life.

Northern Europe

Market  Selected
rating companies

Denmark No. 3 GfK Danmark oomA
Finland - GfK Marketing Services Nordic *
uk No. 4 GfK nop 0oA

GfK Marketing Services
GfK Animal Health uk

Norway No.10  GfK Norge 0o A
Sweden No. 4 GfK Sverige ooNA

Business divisions

® Custom Research 4 Retail and Technology W Consumer Tracking
A Media HealthCare

-—-|-"-I
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Russia:

From socialist state to modern market economy

Since the Russian Federation, or the Rossiskaja Federacija, took the plunge into the market

economy, fast and furious developments have happened in Russia, with all the attendant social

and economic implications of a change of such epic proportions. Despite this, Russia is fast

becoming a major market for western companies and consequently, professional market and

opinion research has become an important marketing tool.

Even in the unsentimental world of business, the
merest mention of business in relation to Russia
often prompts a quotation from the romantic poet
and friend of Heinrich Heine, Fyodor Tyutchev
(1803-1873), which roughly translates as “Don’t
try to understand Russia, just believe in it.” But
bosses know that simply believing is not enough to
be economically successful in Russia. It is essential
to know as much as possible about the people of
this vast country.

Covering over 17 million km?, the country is almost
twice as large as the usa. More than 145 million
people live here (usa: 296 million), of whom two
thirds live in the European area. Almost 80%o are
Russian nationals while the rest of the population
consists of over 100 minority nationalities. There
are dramatic economic differences between the
capital Moscow and its suburbs, home to around
16.8 million citizens, and the country’s 88 other
regions. Almost three quarters of the country’s
capital is concentrated in and around Moscow
and almost all large corporations have their offices
on the banks of the Moskva. The current gdp
stands at around 380 billion euros. Russia is
expecting an increase in gdp of 5% for 2005.

As a comparison, gdp in 2004 for the usa, the single
most powerful economy, stood at 8.621 billion
euros.

»

31

Russia

Population and country
Population density
Per capita Gpp/

disposable income

Average age/household size

= Around 145 million people live in an area of
17,075,000 km?2. 74% live in urban areas.

- 8,5 per km2.
Moscow: 9,485 per km?.

- eur 1.800/eur 1400

- 38.2/2.8

What they think and how they live

39% of Russians are worried about not having enough money to pay their
bills, compared to 25% of Italians and an international average of 30%b6.

32% are concerned about price and purchasing-power trends, compared to
the European average of 20%b.

25% are concerned about their housing situation. The international average is
11%.

With an average working week of 27.8 hours, the Russians are well above the
international average of 23.8 hours and the Italian figure of 21.5 hours.

42% spend their vacations at home. The international average is 19%.

26% enjoy reading when on vacation, compared to an international average
of 15%.

Only 6% describe themselves as very happy, whereas the international average
is 20%.

53% say that having an interesting job is the most important quality of life
indicator, compared to an international average of 46 %.

Sources: GfK Global Custom Research, GfK European Consumer Study, GfK Challenges of Europe study,
Roper Reports Worldwide, GfK GeoMarketing

€& A particularly large proportion of Russians say they don’t have enough money to live on and pay their bills.
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» The fact of having to cope with many more products,

services, individual brands and brand groups has quickly led to the creation

of a modern consumer group.«

Consumption in the land of poets, thinkers In third place with 16 %, the GfK researchers
and composers have discovered the “innovative” consumers.
The innovative consumers are quick to embrace
Russia, like Germany, is a land of poets, thinkers the new. They also devote a lot of time to leisure
and composers, honored and valued by citizens. activities and spend a great deal on health and
It is therefore to be expected that culture and social status.
education are rated very highly. Value systems,
religion and philosophy are popular topics of con- With 13%o, the next group comprises the “self
versation, however, it is no longer only spiritual motivating” consumers. They have mostly fulfilled
fulfillment that Russians strive for. After many their consumer needs. Very conservative in their
years of going without, according to GfK market consumer behavior, this group has little interest in
researchers, consumption has now become a new things. The “spontaneous” consumers with
channel for self fulfillment, along with the search 12 % and the “frugal” consumers with 7%b bring up
for personal individuality. Russians demand higher the rear of the Russian consumer typology.
functionality from the products they buy, but they
also seek an emotional element. The fact of having A mix of old and new ideals
to cope with many more products, services,
individual brands and brand groups has quickly In the rapid swing towards a modern market economy,
led to the creation of a modern consumer group. the people of Russia have kept their values which, as
a consequence of the years of alliance, are identical
A multitude of consumer types in many ways to those of Eastern Europe. These
values mainly include puritanism, family focus and
As with consumers in the west, Russian consumers individuality.
cannot be pigeonholed. GfK rus has, in fact,
identified seven types of consumers among the Perhaps the Russians interpret the concept of
Russian population. individuality differently from consumers in other
countries which have been veering more towards
With 18%b, the “sedentary” consumers account for the American way of life since the end of the
the largest group. These people believe reliability Second World War. Dr. Yevgeny Yasin, economist
and quality are the most important. They are not and Russian Minister of Finance from 1994 to
particularly interested in innovation and tend to go 1997, points out that in Russia, the significance of
for established brands, although they are price community has a long tradition in which modern
conscious. The second place is shared by the individualists still believe. Collectivity remains
“demanding” consumers and “traditional consumers”, a central bond and will clearly never quite be
each with 17%o. For the group of demanding overcome by the desire for self realization.
consumers, prestige is more important than
reliability and quality. They are attracted by There is still a great deal to learn about Russia.
innovation and have above-average susceptibility Even the experts have not ventured to speculate
to media influence. The “traditional” consumers, on whether Fyodor Tyutchev’s thoughts on
on the other hand, like tried and trusted products, “unfathomable Russia” will be consigned to
but have little concern for quality. They prefer to literary history anytime soon.
shop in the old shops of the Soviet era and like to
stock up on goods. This group mainly comprises m

older men and pensioners and generally has a below
average income.

Russians are more likely to stay at home during their vacations and are also more likely =»
to read for enjoyment than their European and American counterparts.
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Central and Eastern Europe:

Early presence pays off




Fifteen years ago, Central and Eastern
Europe were a terra incognita for many
in the west. While the gap between
east and west has narrowed since then,
the effects of decades of separation are
still apparent. As global corporations
established a strong presence in the
region and their local competitors made
immediate efforts to adapt to the new
market situation, the market research
sector inevitably expanded.

The majority of Russians say
an interesting job
is important to them.
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GfK was among the first to move into
this region. The Group opened its first
office there before the fall of the iron
curtain in 1989, in the form of GfK
Hungaria. This was only the second
foreign-owned company of any kind
to be established in Hungary, and
was followed in rapid succession by
GfK Polonia in Warsaw, GfK Praha
in the Czech Republic and GfK-rus
in Russia. The region now comprises
18 companies in 15 countries.

Today, GfK is the biggest market
research company in Romania,
Slovakia, Slovenia and the Ukraine;
the second largest in Bulgaria,
Croatia, Russia, the Czech Republic
and Turkey; and ranks third or fourth
in Bosnia-Herzegovina, Poland,
Serbia and Montenegro, and Hungary.

I-:l-r

Central und Eastern Europe

Market  Selected

rating companies
Baltic Rim: - GfK Custom Research Baltic ( 2 2
Estonia, GfK Marketing Services Baltic
Latvia,
Lithuania
Bosnia- No. 3 GfK Bosnia Herzegowina ( 22
Herzegovina
Bulgaria No. 2 GfK-Bulgaria oo A
Kazakhstan - GfK Kazakhstan oA
Croatia No. 2 GfK Croatia oOomAR
Poland No. 3 GfK Polonia OomAR
Rumania No. 1 GfK Romania ooNAR
Russia No. 2 GfK-rus (24 VX
Serbia and No. 4 GfK Belgrade omA
Montenegro
Slovakia No. 1 GfK Slovakia oo A
Slovenia No. 1 GfK Gral-lteo OoNAR
Czech No. 2 GfK Praha (24 VX
Republic incoma Research

incoma Consult

Turkey No. 2 GfK Turkiye 0o AN
Ukraine No. 1 GfK Ukraine OoHAR
Hungary No. 3 GfK Hungaria (24 VX
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USA:
Freedom of choice and consumer enthusiasm

The unreserved belief in individualism has made the United States of America the most dominant

political and economic superpower and has raised consumption to a central position within the

commonly held set of values. Consumption is paramount to American consumers, whatever their

ethnic differences.

The Americans are world champion consumers.
According to the us Census Bureau, an average
household spends over 1,200 euros per week, and
not just on fast moving consumer goods. According
to Peter Francese’s article in the trade magazine,
Advertising Age, Americans would rather spend any
spare money than save it. They shop because they
enjoy it.

Consumption in the usa is about more than just
shopping. It is a manifestation of the basic right
to life, freedom and happiness, as promised to all
citizens in the us Bill of Rights. This apparently
everyday activity reflects elements of a collective
American identity which is usually hard to define
in a culture with such ethnic and religious
diversities.

American identity based on freedom
of choice

In most societies, the common history and the
common religion are what form the basis of the
collective understanding among citizens. The
American identity, however, is cut from an entirely
different cloth. For many, America is still the land
of endless opportunity, the country where everyone
is in control of their own destiny, and could go
from washing dishes to becoming a millionaire.

Regardless of which religion or community you
belong to and whether you were born in this country
or not, the crucial fact is that you have freely made

the decision to be an American. According to Marc
Pachter, Head of the National Portrait Gallery of the
Smithsonian Institute in Washington d.c., this right
to freedom of choice embodies the central dynamic
and the actual value of society as a whole. It bridges
all the cultural differences in this most traditional

of immigrant countries. The belief in the opportunity
of striving for a better life is also a prominent feature
of any consumer culture.

Consumer enthusiasm strengthens
the economy

With their passion for consumption, Americans
make a considerable contribution to their national
economy, which produces around a fifth of global
income. gdp is around three times higher than in
Japan, which holds second place in world rankings,
and around five times higher than Germany, in
third place. The us service sector makes the most
prominent contribution — another fundamental
basis for the country’s economic power, which
puts the significance of the formerly domineering
manufacturing industry sharply into perspective.

Today, 296 million inhabitants live on almost

9.9 million square kilometers. 63 million people
arrived in America between 1820 and the end

of the 20™ century alone. Of those, over seven
million were German, over five million were British
and over five million were Italian. At 14%b, Latin
Americans are now the largest ethnic minority within
the population. In 2000, they overtook the African

€ Americans and Australians are more likely than any other nationality to describe themselves as very happy.
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»The belief in the opportunity of striving for a better life

is also a prominent feature of any consumer culture.«

Americans, who are currently Number 2 with 13%b.
White Americans currently account for almost 70%
of the us population.

The population consists of 112 million households,
which mainly comprise the traditional family
structure of parents plus one or two children. 85%
of Americans over 25 have a high school diploma, 53%
have been to university and 36 % have graduated
from university. The average net household income
is around 36,600 euros. Here, the gap between rich

USA

Population and country ->

296 million in an area of 9,931,000 km?.
Of these, 77% live in urban areas

Population density - 30 per km?. Los Angeles 3,004 per km?,
New York 10,359 per km?, Manhattan 25,835
per km?

Per capita Gpp/ - eur 31,700/eur 24,600.

disposable income

Average age/household size - 36.3/2.6

What they think and how they live

37% of Americans are concerned about not having enough money to live on,
a figure exceeded only by Russians, at 39%o. The international average is 30%b.

The us, Canada and Australia are the only oecd countries with negative savings
ratios.

Americans spend more of their waking hours with their spouses than any other
nationality, at 27.7 hours a week compared to the international average of 23.4
hours.

They also watch more tv than people in any other country: 19 hours a week,
compared to an international average of 16.6 hours.

They are also more likely to describe themselves as very happy than people in any
other country. 40% say this is true of them, while the international average is 20%o.

72% say owning their own home is important to them, compared to an
international average of 60%b.

Sources: Roper Reports Worldwide, GfK GeoMarketing
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and poor is not as pronounced as in Russia or China,
but statistics show that 20%o of households earn
50%b of the country’s total income and the lowest
20%o, just 3%.

The American dream lives on

So how much are traditional values such as

the American dream or the ‘right to the pursuit
of happiness’, quoted in the Declaration of
Independence, still relevant today? The survey
results are clear: the vast majority of Americans,
almost 80%b, still firmly believe in the American
Dream. 55% believe they are on their way

to fulfillment and 10%b say they have already
achieved it.

In matters of attitude to life and personal circum-
stances, it appears that despite some unifying ideals,
rifts have emerged within the population which
challenge the concept of the American Dream, such
as the issue of the current financial situation of
consumers: 21% of whites claimed to simply “live
from day to day”, compared with 33%6 of African
Americans and 38%b of Latin Americans.

Although the consumer culture is often a contentious
issue, the fact remains that it is part of the innate
sense of American national pride. No other than Andy
Warhol, icon of American pop culture, once pin-
pointed the roots of this: “What’s great about this
country is that America started the tradition where
the richest consumers buy essentially the same things
as the poorest.” This was echoed only recently by
an l.a. Times columnist’s opinion that it is easy to
criticize the American consumer culture, but we
should not overlook the fact that it was precisely
those loyal American consumers that carried the
American economy through the burst of the dotcom
bubble, 9/11 and a series of major hurricanes.

X |

Shopping and consuming are a passion in the United States, which is one of the few countries with a negative savings rate.
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Barely seven years ago, GfK had no
presence in America - in the United
States, which has the world’s biggest
marketing and market research
industries. This has radically changed:
the Group now has around 1,250
employees in 10 countries and a
presence in North and South America.
Following the integration of the

nop World companies, GfK became the
seventh largest company in the sector
in 2006.

The Group came one step closer to its
long-held aim of gaining a foothold in
the us with its flotation in September
1999. In the same year, GfK Custom
Research became the Group’s first us
research company. This was followed
in 2003 by v2 GfK and a year later by
GfK arbor.

However, the most important step in
GfK’s us business development strategy
was the acquisition of nop World in
April 2005. This means that all of its
divisions except Consumer Tracking
now have a us presence.
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America

Market Selected
rating companies

Argentina No. 7 GfK Kleiman Sygnos
GfK Marketing Services Argentina
Bolivia Adimark GfK
Brazil b GfK Indicator
GfK Marketing Services Brazil
Chile o Adimark GfK
GfK Marketing Services Chile
Ecuador Merc GfK
Canada GfK Research Dynamics
Colombia Merc GfK
Mexico " Merc GfK
Paraguay GfK KleimanSygnos
Peru Adimark GfK
usa b GfK nop, GfK Automotive
GfK Custom Research
GfK arbor
GfK Audits and Surveys
GfK Equity Research
Mediamark Research
GfK us HealthCare Companies:
GfK v2, GfK Market Measures
GfK Strategic Marketing
Venezuela Merc GfK

Business divisions
® Custom Research 4 Retail and Technology ® Consumer Tracking
A Media HealthCare










s®

I

T

Japan:

Cultural tradition and economic power

Japan is back in the select circle of booming economies. The characteristic hallmark of this

“rich, mature market” is the demanding consumer, with individual peculiarities. In the highly

modern media and information age of Japan, cultural traditions are still very much alive.

Japan has proved its economic capacity time and
again. At the moment, after years of recession and
stagnation, the country is right back at the top of
the league of booming economies. The Confederation
of German Industry (bdi) confirmed: “Japan is the
biggest market in Asia, with by far the greatest
purchasing power.” By way of evidence, it points
out that personal savings in the land of the rising
sun amount to 9.4 billion euros. With the second
highest gdp in the world, after the usa and ahead

of Germany, Japan represents a “huge, rich market,”
as the Japan External Trade Organization (jetro)
surmises. But it is also “a demanding and mature
market.”

However, this is not representative of Japan as a
whole. Even the well respected Hamburg-based
anthropologist, Professor Dr. Wulf Képke is amazed
after a visit to the country: “This spontaneous,
boisterous humor which many Japanese are now
displaying is an entirely new experience for me.

| fear that they all too often leave it at home when
they travel abroad, but in the country itself, | felt its
full impact,” the great man recorded in 1999 in the
information leaflet of the Japanese General Consulate
in Hamburg after his first trip to Japan.

Japanese open to challenges

Such impressions are hard to find in descriptions
of Japan. More often, the talk is of the enigmatic
Japanese and their culture. Indeed, it is not only the
soul of the population of around 127 million of this
island nation consisting of 3,922 islands, which is
proving mysterious. On the one hand, the firmly

entrenched traditions have merged with an extra-
ordinary openness to current international trends

to forge a highly idiosyncratic outlook. On the other,
these most demanding of consumers are willing to
accept only top quality products and customer services

Japan

Population - 127 million in an area of 378,000 km?.
79% live in urban areas.

Population density - 342 per km?.
Tokyo: 13,650 per km?2.

Per capita Gpp/ = eur 29,300/eur 11,200.
disposable income

Average age/household size = 42.6/2.7.

What they think and how they live

m Only 23% of Japanese citizens expect their finances to improve in the
future, compared to an international average of 59% and a us figure
of 68%.

m 62% are concerned about crime, whereas the international average is 45%b.

m 34% say the environment is one of the most important problems, compared
to an international average of 21%b.

m 32% are concerned about mistakes made by the government, as against
an international average of 18% and a uk figure of only 7%.

m Japanese people spend more time with their children and grandchildren,
at 16.9 hours a week compared to an international average of 15.2 hours.

m Only 4% describe themselves as very happy. The international average is 20%b.

m 72% say spiritual enrichment is important to them, compared to an international
average of 36%o.

= However, only 37%b believe that owning their own home is important; the
international average is 60%b.

Sources: Roper Reports Worldwide, GfK GeoMarketing

€& The Japanese spend more time with their children and grandchildren than Europeans and Americans.
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»In Germany, the pressure to reform comes mainly from countries with low production

costs, whereas in Japan, there is a more innate grasp of the impact of factors

such as China and globalization and a willingness to adapt to the new situation.«

which do not simply pay lip service to the term
“customer satisfaction” for advertising purposes,
but where the concept constitutes a corporate
philosophy in practical daily use.

Marketing strategists can make good use of the
highly developed national infrastructure, from
transport through to retail organization, the low
rate of unemployment and people who, under the
circumstances, are more open to today’s tougher
challenges than their counterparts in other highly
developed industrial nations. According to Martin
Schulz from the Fujitsu Economic Research Institute:
“The Japanese are not just prepared to take tough
measures, they demand them. In Germany, the
pressure to reform comes mainly from countries
with low production costs, whereas in Japan, there
is a more innate grasp of the impact of factors such
as China and globalization and a willingness to adapt
to the new situation.”

The Japanese cultivate an unusually close association
with the media. Japan even has a worldwide reputation
as the land of the mass media. Every day, around

120 newspapers with a combined total circulation
amounting to in excess of 71 million copies are
published, some with circulations European publishers
can only dream about. The circulation density of all
the dailies comprises 647 copies per 1,000 inhabitants
aged 14+. Only Norway and its 651 copies beats Japan
into second place and in the middle comes Germany,
with 313 copies per 1,000 head of population.

However, the electronic media remain firmly in first
place in Japan, as is the case in all countries today,
with 71.5%b of respondents saying their favorite leisure
time pastimes were watching tv, listening to the radio,

surfing the net or emailing by computer or cell phone.

The radio and tv landscape is correspondingly diverse.
Some 350 private radio and tv stations are battling
it out alongside public service broadcasters, Nippon
Hoso Kyokai (nhk) for the time and attention of their
fellow nationals.

Global progress of a form of Japanese poetry

Market and opinion researchers concluded that Japan
is quite typical of a modern media and information
society, however, without any compromise of its
uniform cultural identity. The same applies to life-
style, art, music and literature. Haiku poetry remains
infinitely popular in Japan and is even on the road

to conquering the rest of the world, as the German
Haiku Association confirms. They define the form

as: “Haiku is the shortest acknowledged literary form
of poetry in the world and there is hardly a language
or a country in which haiku is not written and read.
Haiku is the only form of poetry which is cultivated
by so many associations all over the world and it is
the most popular form of poetry on the Internet.”

In Japan, its country of origin, it is by no means

only poets and writers who compose these three-line
offerings, but the entire population: “From emperor
to farmer, from university professor to elementary
school pupil, there is hardly a Japanese person who
has not yet written a poem,” was the claim made 50
years ago in the sophisticated little book: “Full moon
and the sound of the cicadas.” The founder of the
classical haiku movement, Matsuo Basho (1643-1694),
the reader is informed, was a lay Zen Buddhist monk.
In an entirely Japanese way and with gentle irony,
almost pre-empting the advent of a busy information
and media era, he managed to distil the brevity of the
human encounter with the infinite nature of time into
just three lines:

Stillness of the pond -
Froglet leaping in from bank -
Ripple in water.

And so with just these few words, questions
concerning the humor and mysteries of the
Japanese soul can be resolved.

Only one in four Japanese people believe that their future financial situation will be better in the future than it is now.






Asia and the Pacific:

Untapped market potential

Experts predict that over the next highly developed western economies.

ten years, an affluent middle class of In 2004, market research in this region Three in four Japanese people
around 800 million people will emerge accounted for 13.3% of global sector believe that tradition and spiritual
in Asia — ten times the population of sales. Japan is by far the largest research development are important.
Germany and 2.7 times that of the market in Asia and the Pacific, followed

United States. This means that Asia by Australia and China.

and the Pacific are well on the way
to becoming the biggest col
region in the world.

The GfK Group has been active here

0 years, starting in Japan, where it
ed its first minority interest in
as subsidiaries in nearly
On’s key economies,

.

had subsidiaries in 15
hough GfK was only
active in the Retail and Technology
division until 2005, it is already the
region’s fifth largest market research
company.

Highlights 2005 and 2006

In Custom Research, GfK has been
present in China and India with its own
companies since the middle of 2006.

In Healthcare, subsidiaries in Singapore,
Hong Kong, Thailand, China and Taiwan
mean that GfK now operates in all the
key markets of South East Asia.




Asia and the Pacific

Selected companies

Australia GfK Marketing Services Australia
Oz Toys Marketing Services
Informark

China GfK Market Research (Shanghai)
GfK Asia (Peking)
GfK Custom Research Beijing
GfK HealthCare Asia (China)

Hong K GfK Marketing Services Hong Kong
GfK HealthCare Asia (Hong Kong)

Indonesia GfK Marketing Services Indonesia
Indien GfK mode

Japan GfK Marketing Services Japan
Encodex Japan
Cambodia GfK Asia (Kambodsch
Korea GfK Marketing Services Korea
Malaysia GfK Marketing Services Malaysia
New Zealand GfK Marketing Services Australia
Philippines GfK Asia (Philippines)
Singapore GfK Asia
GfK HealthCare Asia
Taiwan GfK Marketing Services Taiwan
GfK HealthCare Asia (Taiwan)

Thailand GfK Marketing Services Thailand
GfK HealthCare Asia (Thailand)

Vietnam GfK Asia (Vietnam)
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