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Foreword

AThis is the twelfth consecutive year that an ann
been published by Deloitte. The survey is designed to predict consumer behaviour.

A The holiday season is 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. 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 downturn to have
pl agued the Western world since the Thirties. Th
precise repercussions of the downturn so as to draw lessons and devise solutions to be put in place by
retailers and manufacturers.

Methodology

A Several weeks before the holiday season begins, we poll a large, representative sampling of consumers
(17,567 in all) to gauge their mindset and their planned holiday gift budget, in addition to food shopping
for holiday meals and entertainment expenses.

A Accordingly, it is highly important to be able to forecast business volumes during this period and where
applicable, to make use of this information so as to act upon the drivers available to companies in the
sector to boost demand or move it in a new direction.

A The fieldwork was executed in September 2009 (last week) & October 2009 (first week).
A The sample size in Ireland was 500 respondents.
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Executive summary
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Executive summary

Consumers in Ireland are suffering the impacts of rising unemployment and poor stock market

performance. Indeed, 74% of Irish people assert that they have less to spend than last year and results
suggest uncertainty among consumers about I reland
respondents are more confident that 2010 will see economic growth and are more likely to express this

belief than lower- income respondents. Similarly, the higher the income earned by respondents, the greater
their certainty of retaining their jobs.

Analysis regarding consumer spending proved noteworthy.

In Ireland, almost half (47%) of all gifts are purchased in advance of the Christmas period with work
colleagues being the first to be sacrificed when it comes to saving on presents. When asked if consumers
intend to spend more or less during the year-end holiday season, the response revealed 41% of people
will spend less and 47% will spend the same as last year. Books remain top of the gift wish-list in Ireland
followed by clothes, gift vouchers and cash respectively.
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Executive summary

Notably, Irish consumers will buy on the Internet during year-end shopping especially to avail of the wider
range of choices, ease of deliverance and the avo

income level and the younger the individual, the more he/she will use the internet for purchases.
Conversely, lower-income earning consumers use it for research purposes and to compare prices.

In addition, financial difficulties have led to new consumer behaviour patterns. 36% will prepare a budget
this year even though they have not previously done so. Considering the uncertain economic situation,
younger Irish people (18-24) are more likely to change their habits and make a budget this year.

Finally, five emerging consumer trends came to light throughout the study:
1) Propensity to consume is curbed by anxiety.

2) New consumer trade-off criteria exist.

3) Consumers are exploiting new media resources.

4) National brands are losing ground.

5) There is big potential for sustainable development.
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What do you think of the current state of the economy?

Index based on the sum of positive and negative replies

Ireland =2007 #2008 =2009
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The survey shows that 86% of consumers think the economy is in recession.
Pessimism in Western Europe is waning; however Ireland stands out as the exception. Irish consumers remain
very pessimistic, as the downturn has delivered a s
The survey shows that the 257 34 age group are the most optimistic about the state of the economy.
- J
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Do you think the government has properly reacted to the downturn
and has taken appropriate measures in time?

Ireland Yes, the government has properly reacted

8%

44%

40%

36% 36%

28% 30%  29%
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It is a difficult task for governments to find favour with consumers in times of downturn: no
government in Europe reaches the 50% satisfaction mark.

Only 8% of consumers in Ireland believe the government has reacted properly, this is the second lowest
satisfaction rate in Europe.

Interestingly the survey shows that in the United Kingdom, where the government has decided to reduce VAT by
2.5%, only 5% of consumers state that they have decided to purchase more to make the most of this decrease.

In Western Europe, about 1 in 3 respondents are satisfied with the performance of their governments. Ireland

stands apart from the pack, expressing a nearly complete lack of confidence in their leaders. Swiss consumers
have the highest satisfaction rate.

- J
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Compared to 2009, do you think the economy will improve or
deteriorate in 2010

Ireland Ireland

50% 49%

38% 38%

7% 6%

m [mprove significantly/slightly

Staythe'same Average Under 010.000 Between 010.000 Between (125.000 More than
= Deteriorate Signifanﬂy/ s|ight|y and 025.000 and 050.000 (150.000

= | don't know = |mprove significantly/slightly = Stay the same = Deteriorate signifantly/ slightly = | don't know

4 N
There is mixed opinion in Ireland regarding the economic situation.
38% of consumers in Ireland believe the situation will improve however, a separate 38% of consumers believe
that the economy will deteriorate. This suggests ur

Analysing this data against income levels shows that more affluent respondents are more confident that 2010
will see economic growth and are more likely to express this belief than lower-income respondents.

- J
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Does the economic downturn have an impact on your personal
financial situation?

Ireland Yes, it has an impact

74%

mYes =No

/

-

60% of Irish people have been affected by the economic downturn.

In Western Europe, the figures for consumers who have directly felt an impact from the financial situation are
relatively low.

Ireland and Spain break rank here, since a majority of respondents say they are personally affected by the
downturn. It is important to recall that economic confidence was very high in Spain and Ireland in the years
leading up to the downturn. The downturn is understandably more pronounced and more deeply felt in these
countries.

Irish consumers are considerably more concerned (60%) about their financial situation than the European
average (41%). In Europe only consumers in Romania (66%) and Ukraine(74%) have felt a greater impact on
their financial situation than Irish consumers.

J
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How secure do you consider your employment to be in 20107

Ireland Ireland

57%
52%

38%

38%

Average Under G110.000 Between 010.000 Between 025.000 More than

m Secure Not very secure and 025.000 and 150.000 (50.000
= Not in employment=| dond = Secure Not very secure = Not in employment =1 dono

/ - - - - - - - -

- Europeans are relatively confident with respect to job security, despite the predictions of most
economists.

Only 40% of Irish people believe their employment to be secure which makes Ireland the most
pessimistic country in Western Europe.
The higher the income earned by respondents, the greater their certainty of retaining their jobs.

-

\

J
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How would you describe your spending Do you think that the financial position of

power today versus the same time last your household will improve, remain the
year? same or deteriorate over the next 12 months?
Ireland Ireland

= |[mprove significantly/slightly

m You have more to spend = Stay the same
= You have the same amount to spend = Deteriorate signifantly/ slightly
= You have less to spend = | don't know
4 )

74% of Irish consumers believe they have less to spend during the Christmas period this year.

Perception of a decline in spending power recedes in Western Europe; therefore Ireland once again bucks the
trend in Western Europe.

Only 24% of Europeans feel their financial position will deteriorate, whereas 42% of them expressed this view
last year.

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

Ireland Europe
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= When the crisis is over, | will spend more

/
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When economic stability returns, two-thirds of Europeans will maintain their current level of
spending. Whereas 20% of Europeans anticipate spending even less than they do now once
the downturn is over, only 14% plan to spend more.

56% of Irish consumers plan to continue their current spending patterns once the downturn is over and
27% of Irish consumers are likely to spend even less than they are currently.

These changes are found throughout Europe with the exception of Russia and Ukraine.

J
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Regarding shopping, what would best characterise your purchasing

behaviour?

Ireland Ireland

| will buy products and gifts that are on

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

) 64%
60% 60% 57%
sale

I

| will focus on useful gifts

| will do less impulsive spending

| will buy less expensive gifts 49% Average Women

= | will buy products and gifts that are on sale

40% | will focus on useful gifts

i

= | will do less impulsive spending

54% 5506 8% 56% 8%
50%
57%
54%
Men

/

o

After 2 years of economic difficulties, sale items and useful gifts are the most popular
purchasing options among Irish consumers.

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.

Womenodés purchasing behaviour i s most
sale) and avoiding i mpulse buys whil

|l y focused
e men prefe

J
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Social responsibility and environmental views

Ireland

| do not buy products involving child labor 76%

| avoid buying products with a carbon impact on the planet 49%

| will mostly buy products made in my country 47%

Sustainable development is an excuse to raise prices 44%

I am only concerned about paying the lowest possible price regardless of the

0,
product's origin O

|

p
Irish consumers are deeply concerned with environmental and fair trade issues.
Three-quarters of Irish consumers are opposed to buying products manufactured using child labour.
However, 40% assert that they favour price regardless of any environment or social issues associated
with the product.
G
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What would be the reasons driving your
decision to spend less during year-end
festivities?

Ireland

The current crisis atmosphere makes

0,
me spend less ey

I

| am in debt 42%

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

36%

| have to save money because | lost my

job 24%

My investments have decreased in

0,
value (stock markets, shares) A

nl

~

-
The Irish inclination to spend is impaired
by the downturn.

78% of Irish consumers identified the financial
downturn as the main reason for spending
less this Christmas period.

-
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What would be the reasons driving your
decision to spend more during year-end
festivities?

Ireland

| want to enjoy, and avoid thinking about

0,
the crisis too much 46%

There are many innovations that make me

0,
spend more money 44%

My revenues have increased

None

The crisis will worsen, and | want to enjoy
while | still can

-

N
Spending more to avoid thinking about the

downturn.

For those that will spend more over the Christmas
period, the main reason identified by 46% of Irish
consumers is to escape thinking about the
financial downturn.

J
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In what manner do you think you will use the Internet to do your year-
end shopping?

Ireland Ireland

46%

36%

33% 34% 33% 32% 29%

Average 18-24 25-34 35-44 45-54 55-64

= | will not use internet at all
Research and compare shops

= Research and compare products

= Research and compare prices
Buy products and/or services Buy products and/or services

4 I
The Internet is mainly used to research and compare.

Europeans use the Internet a great deal. Ireland is ranked 2" with regards to Internet usage in Europe. The
most popular reason for using the internet in Ireland is to research and compare prices.

Interestingly, although Ireland is 2" with regards to internet usage in Europe, a separate 17% of Irish consumers
will not use the internet at all for their Christmas shopping.

The higher the consumersdé income | evel, and the you
purchases. Conversely, lower-income earning consumers use it only to research and compare prices.

m | will not use internet at all Research and compare shops

® Research and compare products ® Research and compare prices

- J
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What is the most important reason for you to buy products on the
internet during year-end shopping?

More products (more choice) 72% Have the easiness of deliverance at home 59%
Have the easiness of deliverance at home 67% Avoid crowded stores 57%
Avoid crowded stores More products (more choice) 55%

Il dm now confident | do not have much time to shop

I'm now confident that deliverance at home
will work

I'm now confident that deliverance at home
will work

| do not have much time to shop | dm now confident

Avoid places where | can be infected by
the swine flu

Avoid places where | can be infected by
the swine flu

Irish people will purchase on the Internet as they want to have a wider range of choices, but
also for practical reasons: the easiness of the delivery and to avoid crowds.
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What type of sites do you use?

4 N\
- Internet trading sites are the most popular in Ireland.
A large majority of Irish people use Internet trading sites, like Amazon or Ebay. Internet price
comparison sites are not as popular among the Irish population.
Men are more willing to use manufacturersod webgi
- J
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Ireland

Internet trading sites (Ebay, Amazon) 65%
Supermarket websites
Internet discount sites
Price comparisons sites

Manufacturers' websites (Dell, Apple)

Department store websites




What are your main reasons for not shopping online at all?

Ireland Europe

Prefer to see / handle products 64% Prefer to see / handle products

Prefer the shopping experience Prefer the shopping experience
Concern over fraud /online security Concern over fraud /online security
Concern over returns / unwanted products Concern over returns / unwanted products
Prefer not to wait for delivery Prefer not to wait for delivery
Not interested / no specific reason Not interested / no specific reason
I need the advise of a salesman | need the advise of a salesman
Difficult to find products / use internet Difficult to find products / use internet
No online access No online access
Never use a computer Don't have a computer

Don't have a computer

Never use a computer

70%

~

J

/
Seeing and touching products is highly valued by Irish and European consumers and is the
greatest barrier for shoppers using the internet.
Security is also a key issue with many shoppers concerned about online fraud.
Retailers that manage to develop interactive websites allowing consumers to improve their ability to visualise the
product, or even to try it out, will establish a competitive advantage by attracting consumers who would
otherwise continue to avoid using the internet.
-
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What percentage of your year-end gifts is What is the main motivation for consumers to
purchased in advance during a sales period, purchase their Christmas gifts in advance?
or will be purchased during the post-

Christmas sales?

Ireland Ireland

Find the best prices 71%

|

Avoid crowds 58%

Have a larger choice of products 48%

Avoid shortages 41%

Avoid swine flu contamination 8%

-

m|n advance = After =During

In Ireland, almost half (47%) of all gifts are purchased in advance of the Christmas period.

Benefiting from the best prices, avoiding crowds and a wider selection of products are the main motivations for
Irish consumers to purchase their Christmas gifts in advance.

24
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