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Overall consumer trends
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70% -

60% -

50% -

40% A

30% -

20% A

10% -

0%

Half full or half empty? O

synovate

Research reinvented

59%

% % 26% 28%
21%  19% 23% - 039,  22% o
18% W\ /
o o  e—— o Yo
18% 18% 18% 17% 15% 17% 18% 169 16%
8% 3% 3% 3% 4% 4% 3% 29% 29 29

Aug 2008 Nov2008 Jan 2009 Feb 2009 March 2009 April 2009 May 2009 June 2009  July 2009  Aug 2009 Sept 09

== The economy is going downhill and will get worse before it gets better
= The economy is as bad as it's going to get
— The economy is in a bad patch but will quickly get better

= The economy is stron . . .
Y 9 Source: Synovate Russia, Crisis Omnibus

© Synovate 2009 Synovate Russia, Crisis Omnibus, 2008-2009



Consumers are afraid of losing their jobs

Losing my job / Household
income earner losing job

s
xﬁxﬁxﬁxxxxxxxxxxxxxxx
-
-

-

-
.

- -

Not being able to afford
sufficient food for my family

Not being able to pay the
mortgage or rent

o

e

Giving up luxuries like
holidays and leisure
activities

...

Paying medical bills for my
family

S

Losing money from my
investments

Pyhhmh™

.
-

. -
. .
@
Ll

-

ﬂ%ﬂ@aﬂy

Question. When you think about the current
Source: Synovate Russia, Crisis Omnibus
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Most Russians believe their personal (
finances will remain the same synovate

Research reinvented

Will remain the same

Will only get worse

Will get better

Question: Do you think your personal economic situation will get better or worse in the next 12 months? (%)
Source: Synovate Russia, Crisis Omnibus

© Synovate 2009 Synovate Russia, Crisis Omnibus, 2008-2009



The majority of Russians always findaway to
buy items that make them feel good synovate

70%
—— 66%
B |
47%
sl —
" 44%
o
35% — " 32%
15%
- — 13%
10%
Aug 2008 Nov 2008 Feb 2009 April 2009 June 2009 Aug 2009 Sept 2009

= | have started storing more food just in case prices go even higher

—=— | am worried, but | just can’t stop spending

=== | have changed a major life decision due to the current economic situation
—=— | will always find a way to afford some items that make me feel good

Question: Please state whether you agree or disagree with the following statements. (% of those who agree)

Source: Synovate Russia, Crisis Omnibus
© Synovate 2009 Synovate Russia, Crisis Omnibus, 2008-2009
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| ehaving th
tore with ¢
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Vacations and expensive “treat” foods are the first O
expenditures that were sacrificed synovate

Research reinvented

B Aug 2008 @ May 2009 B Sept 2009

Bank deposits

Branded items when cheaper
versions are available

Big ticket item(s) such as
refrigerator, plasma TV,
washing machine etc

Foods that are a "treat"

Holiday / leisure travel
27%

Question: What have you had to give up first? (%)

Source: Synovate Russia, Crisis Omnibus

© Synovate 2009 Synovate Russia, Crisis Omnibus, 2008-2009



What we will give up next O

synovate

Research reinvented

B May 2009 @ Sept 2009

Purchase of home
appliances

Apartment/home
renovations

|
I Automobile purchase

Trips to cafes and

restaurants 30%

Question: Considering the current economic situation, which expenditures would you be able to give up FIRST? (%)

Source: Synovate Russia, Crisis Omnibus

© Synovate 2009 Synovate Russia, Crisis Omnibus, 2008-2009



synovate

Research reinvented

1
1
1
1
1
1
1
1
1
1

.......

% 5
- - -
%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁw
. s

-
-
-
-
-
-
-

-

.
.
.

.

i
. .
.
.
.

-
-
ﬁ . %%ﬁ%ﬁ%ﬁ%ﬁ%ﬁﬁ

%ﬁ%ﬁ%ﬁ%ﬁ%

mers seek emotion % t b eyond sales: show me
\ U care |

.
.
.

-
-
-
-
-
-
-
-
-
-
-

-

,0NSu

o
-
-
-

e
... ... ... .

%% In D+ segment: Prove me I'm a king

-
-
-

-
-

-
e
s
o .
.
%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%
...
%%ﬁ%%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ
. .
- %ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ% ”%%%%%%
5 xx%ﬁ%ﬁ%ﬁ%ﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁ&mmmmmm

e v%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%
%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁmﬁ

-

- -
%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ .
-

-

.
%ﬁ%ﬁ%ﬁ%ﬁ%g%ﬁ

-
-
-
-
-
-
-
-
-

%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%mmﬁ%ﬁ%ﬁ% .
- . . -
... . . . . .. .. ... .
.. . . . . .. _ . . .
.. . _ . . .. ... ... .
. .. . .. ... ... .. .
. . .. ... ... ... .. .
.. . . . ... ... . = . .. .
%ﬁ%%ﬁ%ﬁ%%ﬁ%ﬁ%%ﬁ%ﬁ%%ﬁ%ﬁ%%ﬁ%ﬁ%ﬁ%ﬁ%%ﬁ%ﬁ%%ﬁ%ﬁ%%ﬁ%ﬁ%%ﬁ%ﬁ%%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%
. . . .  —— = .. ... . .. .

.. .
. e
.. . . .. . .. .. . ... .
.. . . .. . . . . . . .

-
-
-
-
-
-
-
-
-
-
-
-
-
-
-

-
-
-
-
-
-
-
-
-
-
-
-
-

-
-
-
-
-
-
-
-
-
-
-
-
-
-

-
-
-
-
-
-
-
-
=
-
-
-

-
-
-
-
-
-
-
-
-
-
-
-
-
-
-

.
x
.
... =
.
%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%%ﬁ
.

- e L ”%%ﬁ%ﬁ%ﬁ%ﬁ%
%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁﬁ%mm

.. .

%ﬁ%%%ﬁ%%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁm ......
%ﬁ%%%ﬁ%%ﬁ%%%ﬁ%%ﬁ%%%ﬁ%%ﬁ%%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%g%a

...
-

-
-
-
-
-
-
-
-
-
-
-
%

-
-
-
-
-
-
-
-
-
-
-
-
-
=
-
=
=
=
=
=
-
=
=
=
=
=
=
-
-
=
-
-
-
-
-
=
-
-
-

-
-
-
-
-
-
=
=
=
=
-
=
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
%?

-
-
-
-
-
-
-
-
-
-
-

-
-
-
-
-
-
-
-
-
-

-

-
-
-
-
-
-
.
.

. . .
- -

-
-
-
-
-
-
=

=

.
...
%%%%%ﬁ%%%%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%@%
...
...
e e
%%%ﬁ%%%%ﬁ%%%%ﬁ%%%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%ﬁ%h
- - -

-
-
-
-
-
=
-
.
-
-
.
-
.
-
-
.
.
.
.
-
.
.
.
.
.
-
.
.
.
.
=
-
.
-
-
-
.
-
.
.
-
.
-
.
-
-
-
.
-
-
-
-
.
.
.
.
.
=
=
-
-
.
-
.
.
-
.
.
.
.
.
-
-
-
.
.
.
.
.
.
.
.
.
.
-
.

.

..
..
. .
. .

. . .
. e e

-
-
-
-
-

-
-
-
-
-
-
=
=
-
=
=
=
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
.

B
B
.
.
.
.
.
.
-
-
-
-
-

=
=
=
e
e
e
e
e
=
=
e
=
e
=
-

.

.
B
B
B
B
B
B
e
B

=
=
e
e
=
e
=
=
.

-
B
B
B
B
B
B
B
g

%ﬁ%ﬁ
.

.
.
.
.
i

B
B
B
B
|
.
-
-
-
-
-

|

=
-
-
e
e
e
e
|

|
|
|
|
|
|

|
|
|
|
|
|
|

|
|
|
|
|
|

|
|
|
|
|
|

|
|
|
|
|
|
|

|
|
|
|
|
|

|
|
|

|
|

|
|
|
|
|

|
|
|
|
|
|
|
|
|

ovate Russia, Crisis Omnibus, 2008




The number of Russians cutting back on O

synovate

their spending is declining

Jan March May July Aug Sept
2009 2009 2009 2009 2009 2009

- Half of all consumers have Cut down on
cut back on their spending e pacts 9% 63% 55%  65%  56% 51%

(510/0), although this months
number has dropped
steadily in recent months.

- Less impulse buying, more
planning

Source: Synovate Russia, Crisis Omnibus
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Research reinvented

Consumers are checking food prices synovate

/ === Check prices of food items |buy (more often)

Compare prices before making decision (more often)
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Source: Synovate Russia, Crisis Omnibus
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e |mpulse buy less === Spend less on luxuries
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Essential goods: cosmetics are most O
susceptible to spending cuts synovate

Research reinvented

— Dairy products (milk, yogurt, butter, cheese) - Staple food items (rice, bread, wheat, pasta)
— Hot beverages (coffee, tea) Laundry and cleaning products
— Cosmetics (beauty products) = Healthcare products
20% 20%
18% °

\ 15%

7 General population

Nov 08 Jan 08 Mar 09 May 09 July 09 Aug 09 Sept 09

Question: Please tell us if you have spent less / the same / more on the following products?

Source: Synovate Russia, Crisis Omnibus
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Non-essential goods: Russians are O
spending less on alcoholic beverages synovate

Research reinvented

- Bottled water Soft drinks
— Alcoholic beverages (beer, wine, spirits) — Canned goods (soups, sauces)
— Cigarettes - Pet food

16%
13%

s 10%

s

: W I ' %

E' J /70 J /0 J /70 (o]

S - e 3% 3% ~3%— R — 3%

QC, [=w(e] Z /0 Z/o

G I T T T T T T 1

Nov 08 Jan08 Mar 09 May 09 July 09 Aug 09 Sept 09

Question: Please tell us if you have spent less / the same / more on the following products? (% of those who
answered “less”)

Source: Synovate Russia, Crisis Omnibus
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Brand or price: cigarette brands are replaced by the O

fewest people synovate
Research reinvented
= Dairy products
o/
19% - Staple food items
= Bottled water
15% = Soft drinks
= Hot drinks (tea, coffee)
.§ = Alcoholic beverages
©
2 1%
3 = Canned goods (soups,
I sauces)
g — Cigarettes
S
7% A = Pet food
= Laundry and cleaning
products
Cosmetics (beauty products)
3% T T T T 1

Nov 08 Mar 09 May 09 July 09 Sept 09 Healthcare products

Question: Please tell us if you are planning to switch to a cheaper brand/ have already switched to cheaper brand /
planning to use the same brand of the following products? “Planning to switch to cheaper brands” (%)

Source: Synovate Russia, Crisis Omnibus

© Synovate 2009 Synovate Russia, Crisis Omnibus, 2008-2009



Research reinvented

synovate

Trends in beer
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- Faster shift towards ‘adult style’ consumption habits among
young adults

- Image drivers sh

© Synovate 2009

- Less glamou
« Classic value




Don’t tell me CRISIS
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... Guriosity in Action! synoan

Research reinvented
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