Changing Behaviors as Economy Weakens

151 2Q08 vs 2Q07 B Shopping Trips
Percent Change @ Basket Ring Per Trip
104
5_.
O—l
-5
-10-
- _%
15 o © %) _ 5 @ 2 > @ © 5 =2 7 3
S 5 2 s 8 3 75 2 5|2l & 5§ &8 8 8 °
c 5 ¢ © 8§ =@ 8§ o &a|]?d - @
© I @ G o | = S N
% o
| Trip Generators |  Trip Optimizers Trip Avoiders
Excludes gas only trips

Source: Homescan®, a service of The Nielsen Compan

lllelsell Gas Price Impact October 3, 2008 Page 12 Confidential & Proprietary
Copyright © 2008 The Nielsen Company



