The Nielsen
Annual Client Conference

Date: May 16, 2007

nielsen

-

consumer
\ 360

e =

Realising opportunities in the
dynamic

Retail, Media and Consumer environment



T
consumer

360

Thinking Small

Isolating, understanding and
connecting with the new consumer
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to

‘mass’,
irrelevant
messaging




o =

4 ™,
consumer

L 360

Another example from the
health beverages category

All shoppers

In-store triggers

(packaging, display, promos,
pricing)

Advertising

Word of mouth

(friend, doctor, chemist,
shopkeeper)
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Some other harbingers of change




; A growing need
as well as opportunity
to target small, homogenous
geographical clusters |

Thinking small




o -

e

TN
consumer

360

Which do you think are the most
upmarket pockets of Delhi?
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Safdarjung Enclave
Chanakyapuri
Sarojini Nagar
Lodhi Road

RK Puram
Rashtrapati Bhavan
Race Course Road
Air Head Quarters

And where are the prime targets for ...
« Cornflakes?
« Ketchups?
 Ready To Eat Meals?

Rajinder Nagar
Naraina

Karol Bagh
Patel Nagar
Pusa Institute

Punjabi Bagh
Paschim Vihar
Pitampura
Ashok Vihar
Rohini

Shakur Basti

Hauz Khas
Lajpat Nagar
Vasant Vihar
Friends Colony
Jangpura
Hazrat Nizamuddin
Greater Kailash
D D A Munirka
Kalkaji

South Extension
Vasant Kunj




Here is a view of Delhi’s most
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Some telling differences ...  consumer

360
| like to keep up with the latest trends ——18—‘ 27

People are more health conscious 2
these days

|

40

| like to take risks L

:

| don’t mind paying extra for quality

23
28
34
. 34
I never buy expensive products — 40
26
31

Indian brands are as good as __‘
international

0 5 10 15 20 25 30 35 40 45

O Vasant Vihar / South Delhi @ Rohini / Paschim Vihar
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... differences that are borne out in N

consumer

consumption patterns 360

54 . .
SV ﬂ Categories with a

possible ‘social’
face see a high
Premium coffee adoption in Rohini /
Paschim Vihar

Ketchup
Ready to eat 31
foods 23
45
S q

O Rohini/ Paschim Vihar
O Vasant Vihar / South Delhi
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... and some more

Have a mobile
phone

o
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w360

Use premium hair 28
care brands 19
25
Wear jeans
21
0 5 10 15 20 25 30 35

O Vasant Vihar / South Delhi @ Rohini/Paschim Vihar
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... Whereas ‘backroom’
Branded atta categories seem to be
areas of ‘compromise’

Branded milk

Branded tea

Branded refined 78
oil 83
O Rohini/ Paschim Vihar
] O Vasant Vihar / South Delhi
Branded floor I e
cleaner 77
0 20 40 60 80 100 120
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How well are we serving the emerging
pockets of affluence?




consumer

Some food for thought ... L 360

Vasant Vihar Rohini/
| South Delhi paschim

Vihar
(Population) (930000) (1163000)
Total retail establishments 11269 9151
12 per 1000 8 per 1000
individuals individuals
Modern Retail Stores 75 23

Source: Retail census
" XXX
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Some illustrations from Mumbai
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The most upmarket pockets of L 360
Mumbai are no surprise

35% 34%

32%

30% -
25% -
22%
20% A 18%
15% e

10% - e
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0% T T

Mumbai Juhu / Bandra/ South Mumbai:
Vileparle Colaba -
Mahalakshmi

O SEC Aincidence B Nupscale HH incidence
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However, mapping potential on

consumer’

some other parameters is also | 360
interesting
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The age distributin“of e -
the population — the The proportion of working
proportion of younger women in a zone

people in a zone
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So we find ... Nt
Credi 27% i i
redit card o Greater interaction

_ with financial

T products

ATM Card
16%
Savings bank Rl
account 53%

0% 10% 20% 30% 40% 50% 60% 70%

O Mumbai O Andheri / Sakinaka
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So we find ... L 360

[ 121%

Credit card L 27%

12% ... greater even
- than in Juhu-
24%

ATM Card 26% Bandra
16%

. C  [55%

Savings bank o
account \5 o

0% 10% 20% 30% 40% 50% 60% 70%

O Mumbai O Andheri/ Sakinaka O Juhu-Bandra-Vileparle
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A greater interest in personal consUmer

_ L 360
grooming
Perfumes | 19 135
Hair colorants :_, 4 110 <Z
Hair conditioners |—3 110 <<
Liquid soaps 8 122
Face wash | 6 15
Fairness cream : 19 130 <%
Moisturizing lotion —9— S
Facial bleaches __, 4 |§Z
Shoe Polish | 9 18
| < | |
0 10 20 30 40
O Mumbai O Andheri / Sakinaka
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Greater interaction with technology 340

Own a PC or 36
laptop 27

Own a mobile 51
phone 40

Surf the net at 39
least once a week 22

Access services
on phone at least 33
once a week

43

0 10 20 30 40 50 60

O Mumbai O Andheri/ Sakinaka
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Greater interaction with technology

Own a PC or
laptop

| 36

|27

Own a mobile

-

p ’ -

consumer’

L 360

46

56

| 51

phone

140

43

Surf the net at 39

least once a week

|22

Access services
on phone at least
once a week

143

133

47

30

20 40

50

60

O Mumbai O Andheri/ Sakin

aka Juhu
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And of course ...

Mumbai Andheri /
Sakinaka Way too much

chewing gum!

& i
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Prime targets for ... | 360

Financial products?
Telecom?
Affordable fashion?
Alternative media”?

Small indulgences?

S o

Innovative ideas?
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A difference reflected in usage of -~
household products that offer 360
practical convenience

22

15
14

nielsen

L

Tea bags Instant food mixes Dishwashing liquids

O Mumbai B Tilak Bridge-Mahim 0O Juhu-Bandra-Vileparle
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And a small but consistent difference N

consumer'

in ownership of ‘convenience’ led L 360
durables

+ 18
icrowave oven 15

Dishwasher T 6
3
Washing 55
machine 51

O Mumbai HE Tilak Bridge-Mahim
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Working women also feel ‘justified’

consumer

in spending on basic cosmetics ... 360
it is important to look good at

(SEC A/B)

Mumbai

Tilak
Bridge-
Mahim

] Perfume 19 27
Deodorant 14 21
Nail polish 21 25

4Lipstick 17 23
W gase  WEEN eﬁrgs”ss — )242
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Implications for ... \ 360
1.  Marketing « Food
convenience «  Household care
2. Marketing small «  Personal grooming
indulgences 5 (R e
3. The business of . Support services
beallty and . Retailing
confidence

4. Support systems for « Financial services

working women
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