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How did the consumer react in front of the crisis?

— = Lost the optimism

‘ V = Delayed important purchases

¥ = Reduced spending with non-essential products

V= Decreased out of home spendings
= Shift consumption and activities in home
= [V . Searched for methods to sustain the in-home

A —lconsumption
| 1L = Reduced consumption

(purchased less or cheaper ?)
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Romania — Consumer Confidence Indicator stays at the bottom level

3
Consumer confidence barometer reflects the private consumption and is calculated as an average of El
the questions: 2" Expectation regarding the financial situation of the household”, 4 “Expectation
regarding the general economical situation of Romania”, 7 "Unemployment evolution for the next 12
months” and 11” Posibility to save money within the next 12 months”
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IS gone and the consumer confidence is back on track
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Purchasing power comparison in Europe

Parity of purchasing power (Austria=100%)
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World wide most of the consumers have been forced to change their
behaviour

84%

of global consumers
have cut back on |
some th i n g th is yea I X Clothing Leisure travel and vacation

Household energy use

Food Donations to charity

On average they are

Us;
n
Saving and investing Sdit Carg

cutting back on 5
items*

Major home improvement/repairs

ments
Toys and games gnsurance Pay

* When shown a list of 26 possible cutbacks
Source : GfK Roper Report
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What did consumers abandon on global level?

Household energy use is the |
#1 cutback in

5

of 25 markets

1\\\‘

Dining out at restaurants is |
the #1 cutback in |

15

of 25 markets

| Brazil, Czech Republic,
Indla, Poland Turkey

Source : GfK Roper.Report :
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What did Romanian consumers cut back during the last 12 months?

Clothing and footware(including for children) _ 32

Travelling, holidays _ 28
Savings and investments _ 25
Going out for a drink _ 23
Dining out at a restaurant _ 21
Mobile communication costs _ 20

Improvements and major redecoration of the _ 19
residence

Electricity used within household _ 18

Q: Which are the activities or purchases you cut back on during the last 12 months? (%)
Source: GfK Roper Report, 2010

GfK




GfK Retail and Technology Consumer Climate in Romania, Andi Dumitrescu 15 April 2010

More Romanians spent their time socializing at home

El
Receive/ Treat guests 47
in home 40
Go shopping for other 38
products than FMCG 55
Shop FMCG products 77 83
Walk in parks, 32 m 2010
seaside/beach or 23
everywhere in nature = 2008
Exercise to maintain 31
in good shape 19
Plan or take care of 39
personal finances or
investment 13

Q: % of persons that carry on the activity at least once a week
Source: GfK Roper Report, 2010
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How did the consumer react in front of the crisis?

2009 VS
2008
_____________________________________________________________ %
Consumer Electronics (CE) -42.2%
Photo (PH) -45.4%
Major Domestic Appllances(MDA) -37.3%
Small Domestic Appliances (SDA) -23.6%
‘Information Technology (IT) | -51.6% |
Telecommunication (TC) -30.1%
Office Equipment & Consumables 53.8%
(OE)
GfK TEMAX® Romania i -42.6%

GfK Retail and Technology
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2010: important attitudes towards technology and tech products

I buy technology products that help me do
things I need to do rather than for fun

To me, it is important to always be
reachable wherever I am

To me, it is important to keep up-to-date
with news and headlines

The look and style of a technology product
is very important in deciding which one to
buy

I want to access video/audio content
through different devices (TV, mp3 player,
PC, etc.) throughout the house in a
wireless manner

Q: % persons that consider the criteria very or extremely important
Source: GfK Roper Report, 2010
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2010: important attitudes towards technology and tech products

I look to buy new technology products that
can be upgraded or updated

If a new technology product is not simple
to use, I lose interest in it

I want to have products that are at least
as up-to-date as those that my friends use

Carrying the latest model of mobile phone

gives a good impression to others 13

Q: % persons that consider the criteria very or extremely important
Source: GfK Roper Report, 2010
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What about anti-crisis marketing?

= “Back to the basics”

= Consumers are not willing to take risks

» Innovations — best period! (anti-cyclical marketing)

= Crisis will pass, the effects will remain
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