AN i
Savvy Shopper \ \\m\wi
)

Christmas Overview and 2012 Outlook

GfK



Predicted move to online shopping for Christmas were validated by strong sales
for online retalil

Before Christmas:

shoppers claimed

they would
- thisyearthan last

. A St r omine trading at retailer Next has
January2012. hel ped to make wup for a ndisappointing
Christmas sales performance, the firm has
announced . 0
London Loves Business, 4 Jan 2012

i J o lhewis saw total sales grow by 9.3%
compared with last year, with online sales for the
five weeks up 27.9% on last year.
Computerweekly.com , 4 Jan 2012 j

Tesco Is the latest in a string of retailers to
announce that online sales far outperformed
growth in store  revenues,
ComputerworldUK.co.uk, 12 Jan 201 2/
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%of Awill shop much more/ slightly more onlinebo
Q29. Compared to |l ast year, do you think that for your Chneihantlast&€hkristmasoppi ng t hi s




At the end of November 2011, shoppers intended to increase their Christmas
food and drink budget by 10% despite the prevailing austere mood

For Christmas food and drink,
shoppers wi I | s pendeée

Dec 2010 Dec 2011
£100.60* £110.50

£96 adjusted for inflation**

.

+10
%

End November wave G f K
**: Consumer Price Indices annual inflation stands at 4.8 per cent in November 2011 (source: Office for National Statistics)

Based on December data

Q1.How much do you think you will spend on Christmas this year? For [Christmas food and drink] please give your estimate in p ounds.



Tesco did not benefit from this
they would swap to other stores for their Christmas grocery shopping.
Subsequent Christmas tradiong figures we

. wi th 2

Mai n grocery store used
ét hroughoué&forheChri st mas
year: food and drink:

TESCO| 3794 31%

Among Tesco loyalists, /8%  will do most

of their Christmas grocery shopping at Tesco
(vs 87% for Asda)

i T e s'disappointed’ by its UK Christmas trading

Tesco shares have dropped 10% after the retailer said it was
"disappointed " by its seasonal trading in the UK. Like -for -like sales,
which exclude the effects of new store openings, fell 2.3%,
excluding fuel and VAT . 0O
BBC News Business, 12 Jan 2012,

End October + End November waves combined G'FK
Q15a Overall Main Grocery Shopi not just at Christmas
Q38: Specifically at Christmas time, where will you do most of your grocery shopping for Christmas food and drink, including Christmas dinner?



On the contrary the survey forecasted growth for Marks and Spencer,
pulling I n disl|loyal Lhoppers from t

% of|l oyal i sts ofééegoing to the followinna et anarac f gy
Christmas shoppmg AMar ks and Sper
p L e — : N Christmas sales
T (y I\/] S boosted by food
L ] ' ,/ ’,’
Sainsbury’s { 4% S | | M&S said it had
= S § performed well in a
e PP < ™ “challenging trading

m | : environment”.
A% M-Sl

- Like -for -like sales,
-------- which strip out the

@ 6 % ASDA A impact of any new

store openings, for the

-
NG

e final 13 weeks of 2011
were up 0.5% on a
M MORRISON# 4% I\/] S year earlier. Food sales
i were up 3%, while
- ""‘§élnsbur S general merchandise
4% ainsbury’s sales fell by 1
o J
e e — ™ BBC News Business,

4% I\/I S 10 January 2012
TESCO (\ 7-4
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Based on November and December data consolidated
Q38: Specifically at Christmas time, where will you do most of your grocery shopping for Christmas food and drink, including Christmas dinner?


http://www.marksandspencer.com/b/42966030/279-1471886-2418953?ie=UTF8&intid=gnav_hp_img&pf_rd_r=0TFMY4MEE8PQ237HJ9QS&pf_rd_m=A2BO0OYVBKIQJM&pf_rd_t=101&pf_rd_i=42966030&pf_rd_p=467211433&pf_rd_s=global-top-3
http://www.marksandspencer.com/b/42966030/279-1471886-2418953?ie=UTF8&intid=gnav_hp_img&pf_rd_r=0TFMY4MEE8PQ237HJ9QS&pf_rd_m=A2BO0OYVBKIQJM&pf_rd_t=101&pf_rd_i=42966030&pf_rd_p=467211433&pf_rd_s=global-top-3
http://www.marksandspencer.com/b/42966030/279-1471886-2418953?ie=UTF8&intid=gnav_hp_img&pf_rd_r=0TFMY4MEE8PQ237HJ9QS&pf_rd_m=A2BO0OYVBKIQJM&pf_rd_t=101&pf_rd_i=42966030&pf_rd_p=467211433&pf_rd_s=global-top-3
http://www.marksandspencer.com/b/42966030/279-1471886-2418953?ie=UTF8&intid=gnav_hp_img&pf_rd_r=0TFMY4MEE8PQ237HJ9QS&pf_rd_m=A2BO0OYVBKIQJM&pf_rd_t=101&pf_rd_i=42966030&pf_rd_p=467211433&pf_rd_s=global-top-3

Another Christmas trading winner is ASDA, with the most loyal customer base: 87
per cent pledging to stick with them for Christmas food and drink

83%
Sainsbury’s,

87%

Among loyalists of
each supermarket,
percentage of those

who will stay loyal to
the supermarket for
Christmas food and
drink

Y,

End October + End November waves combined
Based on November and December data consolidated
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AReversing previous disapp
Christmases, Asda was a winner over the
2011 festive period. It saw growth of

almost 11% this time around, growing

wel | ahead of Waitrose (9%
(7%) and Morrisons (6%). [Kantar

Worldpanel ]

AOverall, this was a di s/ o

sai d Wat kins. rnARetailers e
shopper visits and more 0n
than last year, as consumers shopped

around for choice and range as well as the

best deals and deepest pro
The Grocer, 09 January 2012
80%
78%

TESCO

GfK

Q38: Specifically at Christmas time, where will you do most of your grocery shopping for Christmas food and drink, including Christmas dinner?



