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Nielsen Consumer Confidence Index: 6 Regides /53 Paises

503 users for
Portugal

The Nielsen Global Online consumer 3Q 2010: Sample of 29,570 Internet users representing a
global online population of close to one billion consumers.
The Quarter 3 Survey was fielded from September 3 - September 21, 2010.

The Global Online Survey is an Internet survey that takes about 20 minutes to complete.
Sample are representative of adult Internet users in each country.
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Sumario - Indice de Confianca Nielsen Q3:

 Consumidor Portugués tem o mais baixo Indice de Confianca de

todos os paises analisados
— Portugal tem minimo histérico de Indice de Confianca

» Portugueses tém no topo das preocupacdes o Trabalho/Emprego

— “Perspectivas de Emprego” e “Estado das Financas Pessoais” sdo indicadores
onde os Portugueses tém indices muito baixos

» Portugueses assumem estar a mudar habitos para poupar
— Menos Fora do Lar, Menos Vestuario e mais M.Distribuicdo

» Portugueses valorizam e tém boa percepcao das Marcas da
Distribuicao vs Média Mundial
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Indice de Confianca
dos Consumidores
Portugueses

Portugal vs Média Global
Portugal vs Europa
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Consumidores Portugeses sao 0s menos confiantes
de todos o0s paises analisados

3rd Quarter 2010 Nielsen Global Consumer Confidence Index
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September 2010: 29 570 respondents globally
503 respondents for Portugal
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Consumidor Portugués com minimo de confianca

Evolucdo do indice de Confiangca do Consumidor:

Média Global 99
Mundial

97

56
53

Portugal 51 51 50 45 51
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Consumidores da Europa mantém confilanca
vS inicio do ano, mas ainda estao distantes da média mundial

VAR 2° Semestre 2010 (3Q 2010) vs 1° Semestre 2010 (1Q 2010)
Nielsen Consumer Confidence Index m 1st H 2010
m2nd H 2010
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O que mais
preocupa os
Consumidores?

Portugal vs Média Global
Portugal vs Europa
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Portugueses tém o “Emprego” no Topo das suas preocupacoes
Em seguida o bem-estar dos Filhos, a Economia e a Saude

Maiores preocupacdes nos proximos meses

Média MUNDIAL PORTUGAL

The economy 13% 11% Work/life balance 18% 11%

Childrens' education |

. . 0 0 9 9
Increasing food prices 13% 11% and/or welfare 14% 10%

Work/life balance 10% 9% The economy 11% 10%
Job security | 9% 8% Health | 10% 11%
Health | 8% 9% Increasing utility bills | 9% 13%
Debt | 7% 5% Debt | 8% 8%
Increasing utility bills | 7% 9% Job security | % 7%

Childrens' education 0 3 . .
and/or welfare 6% 6% Increasing food prices | 6% 6%

Global warming | 4% 4% 1% Preocupagao Increasing fuel prices |4%3%

22 Preocupacgao

No concerns |[4%4% Other concern 3% 5%

lliels ell Source:“Global On-Line Consumer Omnibus”
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Consumidores Portugueses muito distantes da media mundial
nas Perspectivas de Emprego e Estado das Financas Pessoais

Perspectivas “Emprego/Trabalho™? Estado das Financas Pessoais?
Proximos 12 meses Proximos 12 meses
Média Mundial Portugal Média Mundial Portugal
ioi 4% 9 4% 4% ‘ 4%
36% 35% .
37%
45%
54%
54%
36% 40% 28% 45% 4%
31%
24%
I o 1%
1st H2010 2nd H 2010 1st H2010 2nd H 2010 1stH?2010 2nd H 2010 1stH2010 2ndH 2010

W Excellent Good Not so good m Bad Don't know
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PT sao os mais preocupados com perspectivas de emprego
Dados Europeus sao piores do que a Média Mundial
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Perspectivas “Emprego/trabalho” — Paises da Europa
Préximos 12 meses
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Somos dos menos optimistas nas Financas Pessoais

Estado das Financas Pessoais — Paises da Europa
Préximos 12 meses
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4/5 dos Portugueses reconhece recessao Econdmica

2/3 dos Europeus reconhece que os tempos néo sao faceis para o seu Pais.

“O Pais esta actualmente em recessao econdémica’?
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2/3 dos Portugueses tem confianca em sair da recessao

Europeus mais optimistas em relacéo ao futuro do que a média mundial

“O Pais vai estar em recessao econdémica’?
Préoximos 12 meses

28%
26% 5404 29% 38%
24% 29% 2506 " 3106 34%

16% 15% 16% 16% 25%
0

20% 26% 25%, 25% 250

29%

3 0
36% =77 3806 40%

30%
34% 36% 1270 0, 49%

IT
IL

T =
o % 2

HR
IE
RO
GR
DK
FR
LT
ES
LV
UA
PT
HU
TR
GB
BE
NL
PL
RU
cz
EE
SE
DE
CH

Média Mundial
Média Europa

m No = Don't Know m Yes

[ ]
niclsen S O T

503 respondents for Portugal Copyright © 2010 The Nielsen Company. Confidential and proprietary.




Estao os
consumidores
a mudar os seus
habitos?

Portugal vs Média Global
Portugal vs Europa
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Portugueses mudam habitos de compra para poupar

2/3 dos Consumidores Mundiais (e da Europa) dizem estar a mudar de habitos

“Comparando com o ultimo ano, considera estar a mudar 0s seus
habitos de compra, para poupar?
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Source:
“Global On-Line Consumer Omnibus”
September 2010: 29 570 respondents globally
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Menos Fora do Lar, menos Vestuario e mais MDD’s
S&o o Top 3 das accles dos Portugueses para poupar nas despesas mensais

PORTUGAL

Cut down on take-away meals

Spend less on new clothes

Switch to cheaper grocery brands

Cut down on out-of-home entertainment

Try to save on gas and electricity
Delay upgrading technology, eg. PC, Mobile etc
Cut out annual holiday

Cut down on telephone expenses

Cut down on holidays/short breaks

Use my car less often
Delay the replacement of major household items

| have taken other actions not listed above

Cut down on at-home entertainment

Look for better deals on home loans, insurance, credit cards |
etc

Cut down on or buy cheaper brands of alcohol

Cut down on smoking

Source: “Global On-Line Consumer Omnibus”
October 2009: 27 500 respondents globally
509 respondents for Portugal

nielsen

Comparando com o ano passado, quais destas acc¢les tem feito
para poupar nas suas despesas mensais?

67%
62%
59%
59%
54%
50%
43%
38%
37%
37%
32%
22%
21%
20%
20%
17%
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Preocupacéao ecologica (Luz, Gas, Automovel) e compra de
MDD manter-se-&o apods a crise

Quando as condi¢cdes econdmicas/financeiras melhorarem,

PORTUGAL quais destas acg¢bes vai continuar a fazer?
Try to save on gas and electricity ] 46%
Cut down on take-away meals | 33%
Switch to cheaper grocery brands | 31%
Spend less on new clothes | 27%

Use my car less often | 24%

Cut down on telephone expenses | 24%
Cut down on out-of-home entertainment | 20%

Cut down on smoking 14%

Cut out annual holiday 14%

Look for better deals on home loans, insurance, credit cards |
otc 14%

Delay upgrading technology, eg. PC, Mobile etc | 14%
Cut down on holidays/short breaks | 11%
Cut down on or buy cheaper brands of alcohol | 11%
Other actions not listed above | 10%

Cut down on at-home entertainment | 7%

7%

None | 7%

Delay the replacement of major household items

[ ]
lllels el] Source: “Global On-Line Consumer Omnibus”

® o0 0 0 0 0 0 o October 2009: 27 500 respondents globally
BI0%) ESTOBHIES (T e VER] Copyright © 2010 The Nielsen Company. Confidential and proprietary.



Marcas da
Distribuicao
Portugal vs
Média Mundial
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Portugueses tém boa percepcao e valorizam as
Marcas da Distribuicao vs Média Mundial

“Qual a sua opinido sobre a “Qual a sua opiniao sobre o valor
gualidade das MDD?” das MDD?”

MDD are a good alternative to

37%
40%
60% MDD are usually extremely

[ |

name brands
good value for the money
63%
Some MDD products _ 35%
are of higher quality than name
brands 33%
7 . 35%
It's important to get the best
MDD have - 32% price on a product
cheap-looking packaging 20% 46%
) m Média Mundial
The quality of most MDD is as - 29% PT
good as name brands 47% | often compare MDD prices in 34%
my primary supermarket to
] other shops 45%
MDD are as 26%
good as name brands 35%
MDD ; MDD are meant for those on 34%
. are no 26% tight budgets or those that
suitable for products when
. can't afford the best brand 17%
quality matters

lliels ell Source:“Global On-Line Consumer Omnibus”
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¥, dos portugueses comprou recentemente MDD
E a maioria diz que ira continuar a fazé-lo apos esta “recessao”

“Comprei mais MDD’s durante “Quando a economia voltar a crescer vou
a actual recessédo economica’? continuar a comprar MDD’s"?
Media Mundial Portugal Média Mundial Portugal

1stH2010 2 nd H 2010 1stH2010 2 nd H 2010 1stH2010 2 nd H 2010 1stH2010 2 nd H 2010
m Yes m No

I]iels ell Source:“Global On-Line Consumer Omnibus”
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Em termos de % de Consumidores, s6 Espanha, Grécia e
Irlanda compram mais MDD’s que os Portugueses.

Compra de MDD durante a recessao econdémica — Paises da Europa
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Compra de MDD néo é generalizada a todas as Categorias
70% dos Portugueses compra MDD em menos de 10 categorias
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39% 3506 349% 3306 30% 28% 2794
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Less than 5 categories m From 6 to 10 categories m From 11 to 20 categories

Média Mundial
Média Europa

m More than 20 categories | do not purchase private label brands
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Sao os
consumidores
Influenciados pela
actividade
promocional?
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Portugueses estao na média Europeia em termos de
adesao a actividade promocional

“No ultimo ano, comprou algum produto/marca de Grande Consumo
com base na promoc¢ao que apresentava?”
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Reducéao de Preco “pura’é a promocao preferida na
maioria dos Paises Europeus

“Qual a sua disposicdo para comprar um produto/marca em determinado tipo de promog¢ao?”
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m Reducdes Prego

m Bonus Pack Cupdes de Desconto m Redugbes Preco reflectidas no cartéo de lealdade L2P1

Média Mundial
Média Europa

[ ]
niclsen S O T

Copyright © 2010 The Nielsen Company. Confidential and proprietary.

503 respondents for Portugal
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