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AN INTRODUCTION TO TNS WORLDPANEL IN IRELAND

TNS Worldpanel specialise in understanding anckiracshoppers and baskets based on a
panel of households that are representative oivitier population. TNS operate panels all
around the world from Europe to Asia and Latin Arcerand of course Ireland.

In the Republic of Ireland our panel contains 3,800seholds and given the actual
household population of Ireland, it is the mostesgntative panel we have across Europe.
This enables TNS to get an accurate measure opshdyehaviour, as well as tracking
overall retailer, category and branded performanitiein the Republic.

Our standard outputs can help you identify houskepehetration in Ireland, how often
people purchase your category/brand as well asrhogh spend on average over a given
time period. These shopper dynamics can help ydenstand what is driving your overall

performance but we have the ability to also loo&me into shopper behaviour through
some of the capabilities within this document.

So how can we add value to manufacturers andeedail Ireland? By being able to
deliver an amalgamation of data analysis, industpertise, and creative insight. It's
about painting the clearest possible picture foralients, with readily actionable
recommendations. Our basic data can be easily sedéisrough a new automated
reporting tool which means that our people can dpeare time understanding your
immediate and long terms needs, and deliveringsteabper insight against this.
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BIG 4 - GROW

Helping you to understand how your brand has gr@md, how it could realistically grow in the futusased on other brands within
the category.

Our Expertise
No matter where you are in the world, big brandsegally have more buyers than their competitorss Thconsistent across .

countries and markets from Ireland to Latin AmerMée also know that 90% of FMCG brands grow byaating more shoppers
but how does this rule of thumb apply to you?

This analysis can help you quantify how specifiovgh targets can be achieved which will also deteerthe type of marketing
activity you may need to employ to drive you brémdvard based on the targets you have set.

BIG 4 - SWITCH

Helping you firstly identify if the growth to yourand is incremental to the category as a whole tiaen identifying what level of
switching spend you have gained/lost directly fratimer brands. We can also look at retailer switghwthin a category.

Our Expertise

TNS have developed a new way of helping you undedsexactly what impact your brand is having withinir category through
time. We can quantify if your brand is growing thgh attracting incremental spend from new shopjetise fixture as a whole,
existing shoppers purchasing more of your brangedkas direct switching gains from rival brandghin your category. This final
element can help you justify taking more space fyour rivals within the fixture. If your brand isteacting incremental spend, this
can also help bolster the importance of your btarttie fixture as a whole.
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BIG 4 - COMPETE

Have you ever wondered what rival brands your exgsshoppers also purchase? Do buyers of cannetbgdso purchase
jars/bottles? We can help you unders this through our compete analysis.

Our Expertise

Shoppers are rarely 100% loyal to one specific draithin a category. As private label brands becomeee significant in Ireland
places more importance on understanding who yalrcampetitors are within the category in which ymerate. TNS can identify
firstly how loyal your buyers are, and then quamivhich other brands you are losing spend to (fymor existing buyers). This
could help give you direction around how you progniotstore to retain certain buyers and help jystié need to undertake
relevant market activity.

BIG 4 - WHO

As our information is collected from a consumeregdan Ireland we can not only identify the oversilte of a category and where it
is shopped for, but also identify who is actuallyyimg.

Our Expertise

The population in Ireland is changing dramaticallth the growth in smaller households, Non-Natisred well as the ageing
population. Our market information is fully reprassive of Age, Social Class, Region, Life Stagee ®f Household and Presence
of Children in Ireland. Our WHO analysis moves baybasic demographic profiling to understand eyagtio purchases your
brand as well as where you under trade. We carl@i&oat shopper attitude and lifestyle profilesievelop a greater picture of
your target market. This can also be helpful whamdeicting segmentation work and building up an etyge for each cluster.
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LIFESTYLE ANALYSIS

Lifestyle Analysis works with clients to identifyadinct clusters of consumers to understand puisbatecisions in areas such as
health and leisure.

Our Expertise
We use lifestyle analysis techniques to help chiédéntify different groups of customers who mayehdiffering views on matters
such as health.

Health concerns have become a huge issue for tigediod drink industry in recent years. Concerres tive state of the nation’s
health and the relation between food and drink aongion are being discussed at the highest levglariament. But different
groups of consumers think and act differently wheomes to buying healthcare products.

Ultimately, our expertise looks at the direct effetchanging consumer behaviours and attitudesoosumer groups at both the
overall category and brand level. We can help tiants answer important lifestyle questions.

PRICING ANALYSIS

Pricing analysis enables clients to achieve thergdtbalance of price vs. volume by making accuestémates of how much a
product will sell at given price points.

Our Expertise
Bespoke Solutions pricing analysis examines tregicelship between the price of a product and tteme sold.

This analysis will show the effects of increasirggicbasing prices, and which SKU’s can bear priceeases without damaging
market share.

In addition, we show clients the direct impact efjative changes in one area of their portfolidvorest of that product portfolio.

Innovative Pricing Solutions
We can help our clients answer a wide range oftopres

- What will happen to market share if prices a@eased or decreased?

- Which SKU’s could bear price increases withoundging market share?

- Would price changes in one area of a portfolieehaegative impacts on others?

- Which competitor SKU’s need to be matched ondrean price?

- Which shopper groups are most likely to respongrime changes in a given portfolio?

CONSUMER DECISION HIERARCHY

For category and overall brand portfolio managemeNS can provide a clear understanding of whastiapper is looking for
within the category, thereby highlighting what needir clients’ products should meet.

Our Expertise

At TNS we know that understanding the shopper’sigit process at the shelf is a critical elementriving incremental sales.
Finding the perfect product range is not simplywhaffering the most exciting, unique, or innovatiproducts to the market. It
also involves an understanding of how to help yaustomers find what they are looking for, in a stigially simple and effective
manner.
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CONSUMER SEGMENTATION

TNS can complete in-depth segmentation projectedas either purchase or lifestyle and attituda.dat

Our Expertise

Our understanding of the needs of different custagneups provides clients with the critical insiglthey require into their
marketplace. Our segmentation expetteniify and then accurately quantify the custoneersclients are selling to. Whether it’
refresh of an existing product, or launching a mamge, we guide our clients through the maze o$aoers out there.

Not all customers present your busir with the most cost-effective or future profit pati@l. Our people segmentation allows
clients to target their products to the people wt®most likely to buy them. By clustering constsneith similar characteristics
into definable groups, marketing activity can beeneasily targeted towards the right people.

Innovative Segmentation Techniques
The rich panel data we collect ensures that ounsetation work accurately forms groups that shaméar value criteria, across a
wide-range of products.

Our unique tools provide critical marketing insigitough the collection and analysis of the reatldvenvironment, by identifying
and interrogating patterns of shopper behaviowingJthis behaviour, we create distinct consumeshopper-based clusters, which
are quantifiable, usable, and commercially viableur clients. The continuous element of our maébws for ongoing tracking

of these clusters over a defined period of time.

Building on from our basic segmentation analysis,oan also now ask further questions of consungeneats through our online
panel in Ireland. We can even replicate an existegmentation that you have and then conduct omiteeviews with the
segments.

SHOPPER MISSIONS

Shopper Missions is a tool to help clients undex$tarand strength by mission, and mission strerfgghsuyer groups.

Our Expertise
Shopper Mission specialists carry out analysis wipiovides clients with insight around the purposhopping trips across key
grocery markets.

We help clients to identify where their brand cafplretailers meet their strategy while ensuririg detting its share of the action.

Ultimately, our work with clients around Shopperdgions provides clients with a tangible step-changkeeir knowledge of
customers, enabling them to focus on a more effestirategy.

ONLINE INTERVIEWS

Our online interview capability adds a new dimengim our strength in understanding what drives peopin Ireland.

Our Expertise

We have 2,000 households online who we can contas a month about broad industry issues, or spgeifblems that you may
need answering. There is potential to questionsarg/sample across a variety of subjects. Fullpsafor robust opinioror smalle
bespoke samples pertinent to your category.

Our online panel has a good balance demographiwélythe Ireland population as a whole, even arsboifler consumers who
are sometimes harder to contact through this reseaechanism. Whether you want to contact Deal Byyepsed Buyers, Heavy
Buyers or Brand Buyers, we can give you a greatisgapoint and then also turn around the resulisldy giving you the option to
cross tab the results with some of our standarputsisuch as where respondents shop, who theydnetzat they actually
purchase.
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SHELFWATCH

Shelfwatch is a quarterly distribution audit frold$ Worldpanel Ireland helping you identify and ntonithe presence you have,
or may not have on shelf

Our Expertise

This audit gives TNS the ability to offer key inlstg on your and your competitors’ brands includgtribution, Facings, Share of
Shelf, Position on Shelf, Price, Shelf Edge Latiplind even gives you the ability to track promatitimat are running within the
fixture.

Our trained auditors visit 100% of multiples in fRepublic of Ireland and a representative sampyafibol stores. Results can by
delivered 10 working days after the audit has tgikene.

Shelfwatch ‘audit data’ will show you what is happ®y at point of display. Questions it will ansvieclude:

Which store was migrand not availablefor sale in on the day of the survey?

What is theaverage number of facingen shelf for my product and how does this compauray competitors’ brands?
Whatshare of shelfdoes my brand have within the category?

Is there ashelf edge label presefior my brand?

What is theaverage price displayefdr my products?

Where is my brangositioned on-sheff

Are all of mypromotional displays in placacross stores? Where are they located in store?

Reviewing your success in perspective of markeditiyity atpoint of display will allow you to plan more efteely for the future
For example, if sales were lower in Tesco overGhastmas period than anticipated, were promotidigdlays in place across all
stores? Could your Easter sales have been affbgtiatk of facings?

WIDER MACRO TRENDS

We can help you step back from your primary catggorlook at the grocery market within Irelandeaghole and identify key
trends that you could potentially exploit.

State of the Nation report

The grocery sector in Ireland has gone througlpil i@eriod of change in 2008 with price inflationpacting everyday staples as
well as shoppers becoming more wary of how theydpleeir disposable income. TNS are in a uniquéipasas we can identify
where people are shopping at a total grocery levieht the key trends are amongst the retailersefisas which categories are
growing overall.

This report looks at general themes amongst sheppéreland and also identifies how categoriehsag Fresh/Chilled, Ambient,
Frozen and Alcohol, etc are also performing andrevtiee opportunities for your brand may lie. Sewiof the report include;
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Contact Information

Have any questions for us? We are always avaitatdeme to your offices and discuss our capaidljtor any other questions that
you need answered. Our services are always exp@raid the services listed are by no means exfiaust

We look forward to working with you soon.

TNS Worldpanel Ireland
Temple House

Temple Road

Blackrock

Dublin

Mark Thomson

Business Development Director
mark.thomson@tns-global.com
+0044 7943 811715
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