





Wie ben 1k?

AHans Lingeman, 36 jaar (economie UvA) _ _
Geboren Amsterdammer, maar woon nu In klein

dorp
AZelfstandig ondernemer en Partner bij Happen
ANieuwsgierig van aard, wil met nieuwe dingen bezig zijn
AHou me bezig met interpreteren van menselijk gedrag

In mensen, lekker eten,
rdlopen, reizen

A
3 december 2008

AHou verder van... ondernemerssch
samen koken, toetjes, motorrijden

3 v

Q
3 O



The Challenge

AThis report outlines the key findings
household consumer 06s perceptions of th

A This project was undertaken throughout the months of August/September2008.
It took the form of two parts.

A guantitative survey of 400 individuals responsible for decisions relating
to the weekly grocery shop.

An insight led analysis of the peoples responses to the credit crunch
undertaken through a structured series of housewife immersion groups,
accompanied supermarket visits and one to one interviews.

A The summary of results are presented below.
v—

Beat the C h - v ’

va%v.haepp;?:gworld.com = —



., ,_', S 4
Boom or bust -up:
|
il

Aldi feeds off lean times
q

5 \JERE B s = Credit ¢crnnch |

N T e é 5—5 CULTURE
5:%55‘23 s = =g ; Q

T A ReIs —\ Banks face crisis
LETECR L8 N WAt Lite ‘on scale of 70s"
£l Awa.n v rmlln i = ; .

Clly Erud SRS L o ae g
0 boeis SR 1y K
Cinpty ((lu'\h BATY o ', Liberty's ¢ mlIhH’lll

Fime (o look on
the ‘bright’ \Idt‘

-

~

3

- ‘
e E ~

| -

; !" :

\
/'
4



Context 2: Uncertain spending

@

£10

I“me Hfm two

northern rock

SELECTEDLINES |« °

€ Credit 0O
M+ Crunched r\r\


?picture=336207492
?picture=336207468
?picture=336209130
?picture=336207432

The Crunch in Figures
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Switching brands

1. From our research we found that consumers are re -evaluating the brands they
buy on their weekly shop.

2. The value proposition of some brands are not sufficient to
hold them up and they are suffering at the hands of supermarket 'own
brand' labels. Shared staples like dairy products and toilet paper are
particularly affected.

3.People are not wup for trading down on
perfume and beer.
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What products have a  low
switch propensity?

Acosmetics & perfumes for women

Al aundry detergents é ?

Ahair care products

Adental care

Aand, ¢é Obeer !



What products have a  high
propensity of switch?

Amineral water
Aaspirin, paracetamol
Ajuices

Areadymade meals

Ahome baking products
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Cosmetics & perfumes for Women

Laundry Detergents

Hair Care products (eg shampoo, conditioner, gels

Dental Care (toothpaste, toothbrushes)

Beer

Laundry Stain Removers

Deodorants

Coffee

Womends sani tfa

ankK

Laundry Fabric Softeners

Tea

Candy, chocolates

Wine

Soft drinks

Batteries

Body Care (eg shower gels, bath foam, skin cream)

Cigarettes

Cereals

Crisps

Liquors

Butter, spreads & margarines

Cosmetics for Men

Leg waxes or razors

Bread

Processed fish (eg fish fingers, tinned tuna, sal
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Baby Care (eg wipes, diapers) |

Household (hard surf ax

(2]

a

8]

(2]

Ir

T

I qlnra

AV

T

Toilet Cleaners

Yoghurt

Aerosol air fresheners

Househol d (hard surfam
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Sauces and gravies

Cheese

Toilet paper

Electric air fresheners

Sore throat syrups and tablets

Milk

Biscuits

Home Baking products (eg pies, cakes and puddings) |

Readymade meals

Juices

Aspirin, Paracetamol
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Mineral Water
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Question to 400 individuals
in the UK, responsible for
the househol

Given the current
economic downturn, for
which of the following
products would you
consider switching from a
premium brand to a home
label (supermarket)
product?

d

| will stay with my
premium brand

| will switch to a
home label

Source Happen
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Looking behind the 1 St impression

A12% of all respondents said they would switch all products to home label
A50% would switch at least 30 out of 45 products to home label

% of pop.
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number of products they are likely to switch (30 out of 45)
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Maslow?

morality,
creativity,
‘spontaneity,

problemso ng. \

ofpre dl:
Self-actualization '

self-esteem,
confidence, achieve

Esteem (respect of others, respect by ot

cosmetics
hair care
deodorants
beer

candy, chocolate
cigarettes

body care

wine

ners

toilet cleaners
aerosol refreshers

friendship, family, sexual intima

/' security of body, of employment, ofresources,
Safety /" of morality, of the family, of health, of property )

Physiological

mineral water
juices

biscuit

milk



http://en.wikipedia.org/wiki/Image:Maslow's_hierarchy_of_needs.svg

Brand / Category Affinity /

Involvement?

- candy, chocolats

g, cosmetics

haire care products milk
[’ ¢ dental care ﬁ .
juices
' deodorants
' mineral water
close to ME




Change I n consumer behavi

Because of the Credit Cruncheée
A27.5% said they were walking/cycling more than before

A28.5% felt they had less control over the amount of spending
compared to before

A32.1% eat, drink and smoke less than before

or é
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With all the doom and gloom surrounding the
economy people feel at last they can take
pride in their bargain hunting ways of saving
money when before it felt a bit cheap.
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At a time when everyone is tightening their
belts, it now feels better than ever to know
you got a real bargal n
shopping
For many people shopping is a leisure activity, which often results in buying
stuff they donodot really need. Despite thi

give up now they have | ess money. So t he:
bargains, which gives them the same numb

Incidence of recent
riot at Curry's for
discounted sathavs
and PlayStation
consoles

delight in Knowing its a real They talk
now bargain now about

finding justifies the oObar ga
S expense not value
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Because of the ubiquity of sales on
the high street, retailers believe
the way to excite shoppers into

buying Is by offering cuts as large as
/0% so that 70% has become the
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NIEK SCHENK
ROTTERDAM

Twee auto’s halen, één betalen: het
lijkt een trend te worden. Wie bij
Renault-dealer Hans Jongerius een
nieuwe Espace koopt, Krijgt er een
nieuwe Twingo bij.

Jongerius, met vestigingen in

Woerden, Krimpen aan den 1Jssel
en IJsselstein, volgt daarmee het
voorbeeld van het Belgische autobe-
drijf Cardoen, dat vorig week begon
met een soortgelijke actie.
Autobedrijven zijn erbij gebaat in
de laatste weken van het jaar hun
voorraad op te ruimen. Nu de ver-
koop door de kredietcrisis tegenzit,

sefiL [zesd Ap

één betalen

lijkt de weg vrij voor dit soort acties.
Het Belgische Cardoen geeft een
gratis auto aan iedereen die een wa-
gen koopt vanaf 26.000 euro. Jonge-
rius geeft een Twingo ter waarde
van 8726 euro cadeau bij aankoop
van een Renault Espace (nieuwprijs
vanaf 37.000 euro). De Klant kan
ook voor 7000 euro Korting kiezen.

of

3 december 2008



The new definition of O&bargaindo, pa

A bargain is deal on a purchase that frees up
spending power elsewhere.

Where 6el sewhered could be an entirely differe
consumer. | tds no |l onger about bogofods, but hel
to spend as they used to.




The new definition of Obargainodo, pa

A bargain equals permission to be tempted.

Outside the house there are temptations everywhere, trying to part you from your
precious money. But a bargain, which will free up spending power elsewhere, is good for
the bigger picture of reducing expendi't
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The Crunch in Society
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Even with impending financial uncertainty, people are
unwilling to compromise their personal luxuries like
holidays, cosmetics and perfumes and will look for
bargains elsewhere to justify these personal
Indulgences.




In these difficult economic times people want to
tighten their belts because they feel that maybe they
have in some waﬁtrlbuted to the situation and
now its tlme'l'U’ change for the better.

It may be the~bankers that e_g_@rﬂe |s pointing the finger at for being
greedy and creating this economic crisis; bt sfor some people, having
been big spenders themselves, they fee hey are ot entirely innocent .
So they want to cut - their spending e\
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~ In the current climate, people need to feel
more In control of their money and are
pr act’“s¥imtgl ng d sst @ktie dnd n g
often (even on necessities), which allows

them to have the security of always having
cash in their pocket.

The irrational fear of running out of money any moment is making some
people buy only as much as they need right now, or for the next few days,
so that they have the security of cas-h in
savingodo r at he-uyhghag Ingeeadmoi fiking up the tank at the
petrol station, they are only putting in just enough to get them through
the next few days.
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crunch you want to change some of your buying
behaviour because it feels its the right time to
reconsider whether you need everything you buy.
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We got
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eir spending Inside at
outside, where theyoao
-ptfjl/l;iéns.

45,0
/h e j ] S so much going on that | S ou
. 6out thered but also in their own worl ds
s threat of unemployment, they want take back control in whatever way

| they can e.g’.'minimising energy waste around the home, learning to cook,
s hiding some of the home luxuries like Mars barifrom the kids
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horthern rock

In"a world where the traditionally trusted-institutions

like high street banks are discredited and crumbling,

people are feeling vulnerable and want new focus to
put-their. trust.

As traditional financial institutions have fallen or been shaken to the
roots, consumer trust has undergane a similar crisis. Once you knew who
you could trust,'now it seems that you have to find new cornerstones to
believe in. It is almaost as if there is a palpable current of trust running

through the air, which has yet to settle in new locations.

What does l 6m no | ask my
safe mean? spreading my friends who
money across they bank
the banks with
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To discover more behind the insights:

Contact: Hans Lingeman
hansl@happeningworld.com
www.happeningworld.com
+31641413653
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Ed van Eunen:
OPri Jspromoti1 e
moeten wWe er me
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Prijspromoti eséé.

AKosten veel geld

AZijn niet onderscheidend
ABerokkenen schade aan het merk
AKun je creatief niet veel mee doen

AMa ar é.
A40 % van de landelijke promoties en 80  -90 % van de
tailor -made promoties zijn prijspromoties

AWe moeten er dus mee leven en er het beste van maken

VEA



Wat zegt de wetenschap?

APrijspromoties werken op de korte termijn

APrijselasticiteit neemt toe, is nu voor fmcg gemiddeld
2,65 (ofwel: 1 % prijsverlaging geeft 2,65 % extra omzet)

AAfnemende meeropbrengst bij kortingen > 25 %, maar
dat effect loopt de laatste tijd terug

AGroei van cross -effecten van prijspromoties op andere
productsoorten

ACategorie -expansie als gevolg van prijspromoties neemt
toe

AOp lange termijn geen verbetering marktpositie van
iIndividuele merken door hun prijspromoties

VEA



Decompositie:
waar komt de extra omzet vandaan ?

AMerk A pakt af van merk B
AWinkel A pakt via een fabrikantenmerk af van winkel B
AMeer aan KOOpP, meer consumptie

AMeer aankoop maar voorraadvorming: post -
promotionele dip

AUitstel van aankoop tot prijspromotie: pre -promotionele
dip

AAankopen koopjesjagers

ACategorie -expansie

ACross -effecten op andere productgroepen

VEA



Waarom doen we eigenlijk zoveel prijspromoties?

APrijsacties = verantwoordelijkheid verkoop, overige
acties = verantwoordelijkheid marketing

Aln_kopers zweren bij prijsacties, willen de goedkoopste
zijn
AFunctie Omerkd verander:t

vorm, vaste prijs, vaste distributie en vaste
communicatie

ANu is een merk veel flexibeler: merken zijn concepten
AAccountplan soms belangrijker dan marketingplan
AKorte termijn zekerheden (morgen extra omzet)
AEenvoud en korte voorbereidingstijd, dus routine
AWeinig tegenspel (bv. van bureaus)

VEA
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Dil emmads prijspromoties

AHoge kosten bij prijspromoties

AStel, je maakt 25% marge en je geeft 20% korting: marge
daalt tot 5%. Wil je dezelfde winst maken dan moet
verkoop met 500 % stijgen

AProbleem: bij prijspromoties geef je iedere koper (veel)
geld, ook als ze zonder prijspromotie ook wel zouden

kopen

ATweede probl ewmar deésvdn pri|j
minimaal, actie voorbij en er blijft niets over/niets
hangen

ATijd om eens anders aan te kijken tegen prijspromoties

VEA



Online korting
van 44,95 voor

2 95
'p/mnd

< SAMSUNG
150 min o il

Gratis’
Samsung
TouchWiz

i.c.m. Surf&mail
7,- p/mnd extra

Mét 5 megapixel camera

Bel Bestel
0800-1707 telfort.nl/voordeel
of Typhone.nl




LE-40M86BX
LCD TV

* resolutie
1920 x 1080 pixels
* helderheid: 550cd/m2
* kijkhoek 178 graden
* contrastratio: 15000:1 superclear
* 2 scart
* 3 HDMI aansluitingen

van 2499~

SCHEEREYFOPPEN
vanzelfsprekend!

Uw TV is
veel geld waard!

Laat snel de waarde van uw TV bepalen!
Noteer hier alvast het:

Rypedisy GRS gD B N
Neem de bon mee!

Uw TV kan zelfs meer waard zijn
dan de gegarandeerde korting

B e BB R i S p——_




Verplaats je in de consument

AWie kent precies alle prijzen?

AWat bepaalt meerverkoop: korting of aandacht in de
winkel?

AVeel mensen zijn bereid te betalen voor kans op hoge
waarde

AZoveel mensen, zoveel wensen

ARegelmatig wil de consument meer voor minder betalen
(Operverse pricingo)

AHet is soms leuker iets in handen te hebben dan iets op
je bankrekening

AConsument gedraagt zich zel de

VEA



De klant aan de knoppen (1)

AVeilen, waarom niet?

Alnternet geeft enorme mogelijkheden

ABuit het wel communicatief uit

AEr zijn risicods (te |l age opb






