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More than a year after the recession started, consumers are beginning to
regain confidence, according to the global survey conducted by WIN.
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il itizens in most countries believe
that their personal finances will
improve and that their economy

B® s on the rise, and as a result,
consumers have started to spend again.

These are the key findings of a survey
on the impact of the economic crisis on
consumer attitudes and behaviour
amongst 23,843 representative citizens
in 24 countries.

In this articie we present the top line
results of the fourth wave of the survey
conducted in October and November
2009 by the Worldwide independent
Network of Market Research (WIND,
which unites the largest independent
market research and polling firms in
the world,

In the study we measured three
types of reaction to the crisis. The first
© measure is perceptual, where citizens
share their perceptions on economic
prospects. In this respect, 12 of the 24
countries polled have a positive
perception of the economic future of
~ their countries, including UAE (+25%),

- Australia (+25%), Canada (+19%), Saudi
Arabia (+16%) and China (+15%).

We then used a behavioural measure
to understand changes in people’s
. consurnption patterns.

: Our findings indicate that consumers
- have made fewer spending culs over the
Mast three months. The sectors where

1 greater cuts were madle are clothing

& (50%), entertainment (47%), home
 appliances (45%), travel and tourism

2 (45%), grocery shopping (43%) and

. home renovations (38%). Countries

. where people tightened their belts most
- are Mexico (96%), Saudi Arabia (92%),
Argentina (90%), iceland (89%) and iialy

CRISIS ECONOMIC INDICATORS

Country Difference Better Ayerage cutbacks on | Experienced at least
- Worse financial expenses % one health effect %
forecast %

Australia 25 35 47

Source: WIN study. Gctober to Movermber 2009
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Pessimistic in all categories crisis, whilst maintaining their custormary
good morale.

Red light group: In this group we find
Argentina countries where economic growth has
Bulgaria not yet been revitalised according to

France consumer expenditure. Indeed, the
outlook is not positive, spending has

not resumed, and psychological
impacts are higher than average.
Argentineans, Bulgarians, French,
Icelanders, Mexicans, and Romanians
are in this group.

Iceland
Mexico
Romania
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