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e Evidence of reduced shopping trips and moderating transaction size
* Confidence in current conditions remain low, however, optimism for a recovery growing
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QOOOQO Global Top-Line:
eCONOMICCUITeNnt  7vips stowing, Optimism gaining
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Nielsen Market Index ..'
Volume*

Units sales remain neutral, rebound in Spain and decline in U.S.
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Nielsen Market Index

Value** Overall gains in global dollar/value sales, declines in U.S.

Are consumers moving to

Store Brands? Global shift to store brands, not evident in Canadian results.

Are shoppers shifting to

T Eeine B Ongoing growth in value channels, spike in UK growth

Are retailers selling more

on promotion? Country variances: US, Italy, Spain declining, Can. & UK growing

Are consumers shopping

more frequently? As expected, Western Europe and NA trips slowing

Are consumers spending

: Transaction size slowing in Western Europe, gains in Canada
more per trip?

Nielsen Global

Consumer Confidence® Confidence of current conditions weak, however optimism gaining
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o Very Strong Growth: >= +5%
&) Growth: between +1 and plus 4%
o Neutral: between -1 and +1%

A 10 _A0 *Nielsen Market Index Volume defined as unit change vs. YAGO
@ NeQ ative: between -1% and -4% **Njelsen Market Index Value defined as dollar change vs. YAGO

S ~ Nielsen Global Consumer Confidence measure is from 4/09 and 1 l
e Very Neg ative: <= -4% is benchmarked vs. the Global Confidence avg. of 77 l‘lle Sell
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Nielsen Market Index
Volume*

Nielsen Market Index
Value**
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Are consumers moving
to Store Brands?
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Are shoppers shifting to
value channels?

Are retailers selling
more on promotion?

Are consumers
shopping more
frequently?

Are consumers
spending more per trip?

Nielsen Global
Consumer Confidence”
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0 Very Strong Growth: >= +5%

@ Growth: between +1 and plus 4% *Nielsen Market Index Volume defined as unit change vs. YAGO
**Nijelsen Market Index Value defined as dollar change vs. YAGO
o Neutral: between -1 and +1% " Nielsen Global Consumer Confidence measure is from 4/09 and
is benchmarked vs. the Global Confidence avg. of 77
@ Neg ative: between -1% and -4% China sales data is as of February.
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(— 1= 10 1515 Deep Global Recession
ECONOMICCUITeNT ootk youwr couctry is e cconamic

vecession at the mement?

0% to 25%
25% to 50%

Global On-Line Consumer Omnibus
Apr 2009: 26,000+ respondents globally
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QOOOQ Highlight of Global
economiccurrent Media Spending

*While ad spending continues to grow in China and India, Canadian spending has dropped
marginally in relation to remaining countries. A fact worth noting as Canada has also

been experiencing less of a recession than those respective economies.

e China:
— TV & Print Spend: March 2009 vs year ago

India:
— TV, Print & Radio Spend: March 2009 vs year ago

Canada
— TV & Print Spend: February 2009 vs year ago

United States:
— TV & Print Spend: February 2009 vs year ago
— Print
- TV
 UK:
— TV & Print Spend: March 2009 vs year ago
— Print
- TV

Italy:
— TV & Print Spend: February 2009 vs year ago
— Print
- TV

+10%
+31%
-8.6%

-13.2%
-20.9%
-10.9%

-19.1%
-20.1%
-21.2%

-21.6%

-32.8%

-17% )
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 What You Need To Know:

— 9 straight month of declines in unit sales in the U.S. after eight months of
increasing dollar sales.

— March results declined most likely attributed to the change in Easter holiday season
vs 2008, however sales may be showing signs of slowing.

— Canadian market remains somewhat resilient and dollar and unit sales continue to
increase, however private label sales are declining (PL declined -4.9% on units for
the month of March) and consumers are not shopping as frequently.
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 What You Need To Know:

— Although the Unit value (= price) growth is declining across most European countries, it
remains the main growth driver.

— Volume growth is negative in a majority of markets

— However there is no further deterioration in volume trends. In 10 markets we are
recording better volume trends in Q1 2009 (versus Q4 2008)

— In Spain, Germany and Italy volume growth was 2 percentage points better in Q1 2009
than in Q4 2008

— In retrospect the return of the inflation, at the end of 2007 and early 2008, had a bigger
effect on volumes than the financial crisis.
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 What you need to know:
— India..

— Though largely driven by domestic demand, the country is nevertheless
vulnerable to the worsening global economic environment.

— Higher interest rates and a weakening global and domestic outlook have caused
companies to scale back investment.

— China:

— There is a drop in both value and volume in the FMCG category.

— The phenomenon was affected by Chinese New Year (a high sales peak) which
was in February 2008 but in January in 2009. Therefore, 2009 Feb number
appeared to be low next to the 2008 Chinese New Year inflated numbers

— Brazil:

— Despite weak economic conditions, confidence rose modestly and their appears
to be signs of a recovery in the beverage category, with ongoing weakness in
the Foods and Hygiene/Beauty categories.

— Russia:

— Consumer Confidence in Russia has fallen to its lowest in recent times, and now
Russians are tightening their belts in earnest.

— The growth in the consumer markets are slowing, but recent stabilization of the
currency and oil price increases offer positive signs.
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Are consumers moving to
Store Brands?

Are shoppers shifting to
value channels?

Are retailers selling
Maore on promotion?

Are consumers shopping
more freguently?

Are consumers spending
mare per trip?
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Mielsen Global
Consumer Confidence™

o Very Strong Growth: >= +5%
&) Growth: between +1 and plus 4%

o Neutral: between -1 and +1%

A 10 _A0 *Nielsen Market Index Volume defined as unit change vs. YAGO
@ NeQ ative: between -1% and -4% **Nijelsen Market Index Value defined as dollar change vs. YAGO

S ~ Nielsen Global Consumer Confidence measure is from 4/09 and 1 l
e Very Neg ative: <= -4% is benchmarked vs. the Global Confidence avg. of 77 l‘lle Sell



0009 Key USA Economic
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GDP
Consumer Expenditure

Inflation Rate

Unemployment Rate

Savings Rate

Rising Unemployment and Declining Consumer Expenditures Has US Economy in
Worst Shape in at Least a Quarter Century

Source: UBS lliCISCH
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Are consumers moving to
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Are shoppers shifting to
value channels?
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Are consumers shopping
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Are consumers spending
more per trip?
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Nielsen Global
Consumer Confidence”

0 Very Strong Growth: >= +5%
&) Growth: between +1 and plus 4%

o Neutral: between -1 and +1%

TP 10 _A0 *Nielsen Market Index Volume defined as unit change vs. YAGO
@ Neg ative: between -1% and -4% **Njelsen Market Index Value defined as dollar change vs. YAGO

S ~ Nielsen Global Consumer Confidence measure is from 10/08 and 1 l
° Very Negatlve- <=-4% is benchmarked vs. the Global Confidence avg. of 84 rlle Sel]
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GDP

Consumer Expenditure

Inflation Rate

Unemployment Rate

Savings Rate

Rising Unemployment and Lower Consumer Expenditures Should Lead to GDP
Contraction in 2009 in Canada

Source: UBS lliCISCH
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Are consumers moving to
Store Brands®

Are shoppers shifting to
value channels?

Are retailers selling
more on promotion?

Are consumers shopping
more frequently?

Are consumers spending
maore per trip?
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Mielsen Global
Consumer Confidence™

000
00

0 Very Strong Growth: >= +5%
&) Growth: between +1 and plus 4%
o Neutral: between -1 and +1%

A 10 _A0 *Nielsen Market Index Volume defined as unit change vs. YAGO
@ Neg ative: between -1% and -4% **Nijelsen Market Index Value defined as dollar change vs. YAGO

S ~ Nielsen Global Consumer Confidence measure is from 4/09 and 1 l
e Very Negatlve- <=-4% is benchmarked vs. the Global Confidence avg. of 77 rlle Sell
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2007 2008
GDP 2.1% 0.8%

Consumer Expenditure 2.5% 1.1% 0.7%

Inflation Rate 1.6% 3.2% 0.6% 1.9%

Unemployment Rate 8.0% 7.3% 8.5% 8.9%

Savings Rate 15.8%  16.2% 16.8%

Record Savings Rates Lead to Lower Consumer Expenditures and Contracting GDP
Growth in France

Source: UBS lliCISCH
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Are consumers moving to
Store Brands®

Are shoppers shifting to
value channels?

Are retailers selling
more on promotion?

Are consumers shopping
more frequently?

Are consumers spending
maore per trip?
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Mielsen Global
Consumer Confidence™

00
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0 Very Strong Growth: >= +5%
&) Growth: between +1 and plus 4%

0 Neutral: between -1 and +1%

A 10 _A0 *Nielsen Market Index Volume defined as unit change vs. YAGO
@ Neg ative: between -1% and -4% **Nijelsen Market Index Value defined as dollar change vs. YAGO

S ~ Nielsen Global Consumer Confidence measure is from 4/09 and 1 l
e Very Neg ative: <= -4% is benchmarked vs. the Global Confidence avg. of 77 l‘lle Sell
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2007 2008 2009E 2010E
GDP 2.6% 1.0% 0.8%

Consumer Expenditure -0.3% ‘ .

Inflation Rate 2.3% 2.7% 0.4% 2.0%

Unemployment Rate 8.9% 7.7% 9.5%
Savings Rate 10.9% 11.4% 12.5% 12.6%

German Unemployment Continues to Rise More than Expected, Likely to Reach 9%
by Year End

Source: UBS lliCISCH
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Are consumers moving to
Store Brands®

Are shoppers shifting to
value channels?

Are retailers selling
more on promotion?

Are consumers shopping
more frequently?

Are consumers spending
maore per trip?
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Mielsen Global
Consumer Confidence™
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o Very Strong Growth: >= +5%
&) Growth: between +1 and plus 4%
o Neutral: between -1 and +1%

A 10 _A0 *Nielsen Market Index Volume defined as unit change vs. YAGO
@ NeQ ative: between -1% and -4% **Nijelsen Market Index Value defined as dollar change vs. YAGO

S ~ Nielsen Global Consumer Confidence measure is from 4/09 and 1 l
e Very Neg ative: <= -4% is benchmarked vs. the Global Confidence avg. of 77 l‘lle Sell
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GDP

Consumer Expenditure

Inflation Rate 1.1% 1.6%

Unemployment Rate 6.0% 7.4%

Savings Rate 7.7%

4Q08 GDP Contracts 1.5%, UK Now Facing First Recession in 16 Years

Source: UBS lliCISCH
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Are retailers selling
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Are consumers shopping
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Are consumers spending
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Mielsen Global
Consumer Confidence™

000

o Very Strong Growth: >= +5%
&) Growth: between +1 and plus 4%

o Neutral: between -1 and +1%

A 10 _A0 *Nielsen Market Index Volume defined as unit change vs. YAGO
@ NeQ ative: between -1% and -4% **Nijelsen Market Index Value defined as dollar change vs. YAGO

S ~ Nielsen Global Consumer Confidence measure is from 4/09 and 1 l
e Very Neg ative: <= -4% is benchmarked vs. the Global Confidence avg. of 77 l‘lle Sell
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GDP : ‘ O 4%

Consumer Expenditure : -0.4% -O 4% O 5%

Inflation Rate : 3.5% 1.7% 2.0%

Unemployment Rate : 6.7% 8.5%

Savings Rate : 9.2% 9.2% 9.2%

Unemployment Rate Expected to Jump in Italy During 09, Leading to Recession

Source: UBS lliCISCH
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Are consumers moving to
Store Brands®

Are shoppers shifting to
value channels?

Are retailers selling
more on promotion?

Are consumers shopping
more frequently?

Are consumers spending
maore per trip?

Mielsen Global
Consumer Confidence™
0 Very Strong Growth: >= +5%
r‘, Growth: between +1 and plus 4%

o Neutral: between -1 and +1%

e o 0 0 *Nielsen Market Index Volume defined as unit change vs. YAGO
‘ Neg ative: between -1% and -4% **Nijelsen Market Index Value defined as dollar change vs. YAGO

S ~ Nielsen Global Consumer Confidence measure is from 4/09 and 1 l
e Very Neg ative: <= -4% is benchmarked vs. the Global Confidence avg. of 77 l‘lle Sell
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Q0000 Key Spain

2007 2008

GDP 3.7% 1.0%

Consumer Expenditure 3.4% 0.4% -2.4%

Inflation Rate 2.8% 4.1% 1.5%

Unemployment Rate 8.3% 11.0% 14.8%

Savings Rate 10.4% 11.5%

2010E
0.0%
0.1%
2.1%

16.5%

11.2%

Econemic Measures

Trouble Ahead in Spain as Unemployment Rises Rapidly and More Bad News

Source: UBS

Expected from Real Estate Market
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Are consumers moving to
Store Brands?

Are shoppers shifting to
value channels?

Are retailers selling
more on promotion?

Are consumers shopping
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Are consumers spending
more per trip?

000
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000
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Nielsen Global
Consumer Confidence”

0 Very Strong Growth: >= +5%
&) Growth: between +1 and plus 4%

o Neutral: between -1 and +1%

A 10 _A0 *Nielsen Market Index Volume defined as unit change vs. YAGO
@ Neg ative: between -1% and -4% **Njelsen Market Index Value defined as dollar change vs. YAGO

S ~ Nielsen Global Consumer Confidence measure is from 10/08 and 1 l
e Very Negatlve- <=-4% is benchmarked vs. the Global Confidence avg. of 84 rlle Sell
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2009E 2010E
GDP 1.2% 3.7%

Consumer Expenditure
Inflation Rate 4.9% 4.5%

Unemployment Rate

Savings Rate

Still Forecasting Brazil GDP Growth in 2009, But Growth Rate Likely to Slow

Source: UBS lliCISCH
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Mielsen Market Index
QOO

Are consumers moving to
Store Brands®

Are shoppers shifting to
value channels?

Are retailers selling
more on promotion?

Are consumers shopping
more frequently?

Are consumers spending
maore per trip?

Nielsen Global G
Consumer Confidence™
0 Very Strong Growth: >= +5%
‘I’ Growth: between +1 and plus 4%

O Neutral: between -1 and +1%
e A _10 _A0, *Nielsen Market Index Volume defined as unit change vs. YAGO
J Neg ative: between -1% and -4% **Nielsen Market Index Value defined as dollar change vs. YAGO .
S ~ Nielsen Global Consumer Confidence measure is from 4/09 and l
e Very Neg ative: <= -4% is benchmarked vs. the Global Confidence avg. of 77 l‘lle Sell
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2007 2008

GDP 8.1% A 4.5%

Consumer Expenditure 12.8% 13.0% 6.0% 5.0%

Inflation Rate 9.0% 14.0% 10.9% 8.0%

Unemployment Rate

Savings Rate

Depreciation of the Ruble Leading to Rapid Slowdown of the Russian Economy

Source: UBS lliCISCH
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Nielsen Market Index o o o o
Volume*

Nielsen Market Index o
Value**

Are consumers moving to
Store Brands? ~

Are shoppers shifting to
value channels? ~

Are retailers selling
more on promotion?

Are consumers shopping
more frequently? ~

Are consumers spending
more per trip? ~

Nielsen Global
Consumer Confidence”

0 Very Strong Growth: >= +5%
- *Nielsen Market Index Volume defined as unit change vs. YAGO
° Growth: between +1 and plus 4% **Nielsen Market Index Value defined as dollar change vs. YAGO

0 Neutral: between -1 and +1% " Nielsen Global Consumer Confidence measure is from the Annual Consumer Confidence study. Last
@ Negative' between -1% and -4% read in 10/08, India figure (114) benchmarked vs. the Global Confidence avg. of 84
: -1% -4%

e Very Negative: <= -4% ~ India data change vs YAGO- Sourced from Annual Shopper Trends last read in Nov 2008 I‘Iielserl
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GDP
Consumer Expenditure 14.1%
Inflation Rate 6.0% 0.09%

Unemployment Rate 7.8% -

Savings Rate 36% 36.7%

India GDP Growth Likely to Slow as Consumption and Exports Decline

Source: UBS Blanks indicate data not available for the period 1] lclscrl
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Are consumers moving to
Store Brands?

Are shoppers shifting to
value channels?

Are retailers selling
more on promotion?

Are consumers shopping
more frequently?

Are consumers spending
more per trip?

Nielsen Global
Consumer Confidence”
0 Very Strong Growth: >= +5%
Q’ Growth: between +1 and plus 4%

o Neutral: between -1 and +1%

A 10 _A0 *Nielsen Market Index Volume defined as unit change vs. YAGO
Q Neg ative: between -1% and -4% **Njelsen Market Index Value defined as dollar change vs. YAGO

S ~ Nielsen Global Consumer Confidence measure is from 4/09 and 1 l
e Very Neg ative: <= -4% is benchmarked vs. the Global Confidence avg. of 77 l‘lle Sell
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GDP
Consumer Expenditure 7.0% 7.8%
Inflation Rate 0.2% 1.0%

Unemployment Rate 4.2% 4.5%

Savings Rate - -

Stimulus Policy Measures in China Could Reaccelerate Growth in 2H09

Source: UBS lliCISCH
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« United States:
— James Russo, james.russo@nielsen.com
— Todd Hale, todd.hale@nielsen.com

* Western Europe:
— Jean-Jacques Vandenheede, jean-jacques.vandenheede@nielsen.com
— Jonathan Banks, jonathan.banks@nielsen.com

» Canada:
— Carman Allison, carman.allison@nielsen.com

* Russia:
— Natalia Ignatyeva, Natalia.ignatyeva@nielsen.com

e India:
— Jayashree Janardhanan, Jayashree.Janardhanan@nielsen.com

e China:
— Phoebe Lam, phoebe.lam@nielsen.com
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