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Introduction (1)

The present 2018 edition of the Consumer Trend
Sensor again aims to provide a succinct presentation of
the general results and situation for every individual
country.

The 2018 Consumer Trend Sensor published by
GfK Verein provides information about underlying
trends in the private consumer behaviour of six (at
present) EU countries (keyword: Brexit in spring 2019),
Russia with its population of 143 million, and the USA
with its population of 326 million. The six EU countries
included

in this study represent about 70% of

consumers in the 28 EU member states, which
together have a total population of 513 million (cf.
Eurostat 2018a). The relevant group for empirical
studies of this kind, comprising 14, 15 and 16-year
olds, constitutes a market of around 690 million private
consumers in these six EU countries as well as Russia

and the USA.

The GfK Consumer
standardised longitudinal measuring tool that focuses

Trend Sensor is a
on aspects of social change relevant to consumption.
The sociological basis of this tool incorporates various
theoretical approaches to describe and explain the
transformation of values in advanced industrial
societies that has been observed since the 1960s. One
of these is the concept of post-materialism, social
modernisation and cultural transformation developed
and continuously expanded by Ronald Inglehart in the
1970s (cf. Inglehart 1977; Inglehart/Welzel 2005).
Another is Ulrich Beck’s hypothesis of individualisation
which he devised in the 1980s (cf. Beck 1986). This
assumes that the task of creating one’s own life story is
becoming increasingly important for the individual. This
approach was further developed by Stefan Hradil on
the basis of empirical analyses, resulting in his concept
of the single society (cf. Hradil 1995). Under this
approach, single persons are virtually the spearhead of

social individualisation processes.

4 \Verein
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Introduction (2)

Lastly, the paradigm of the experience society (cf.
Schulze 1992; Schulze 2003) was outlined by Gerhard
Schulze at the beginning of the 1990s. Its central tenet
is ‘to experience one’s life’. According to this concept,
the value of experiencing a car, a piece of clothing or a
luxury food item becomes more important than the pure
use of the object (cf. GfK Verein 2015b). Experience is
a term that has now permeated almost all areas of
consumption in an inflationary manner. It is almost
impossible for consumers to escape from experience.

However, the experience-based approach has
also reached its limits in that the specific utility of the
product and a balanced value for money are once
again becoming more importan for many products as
consumers attach importance to "value for money" (cf.
GfK Verein 2010b).

The current results are also always analysed in
terms of differences within biographical lifeworlds (cf.
Kleining/Prester/Frank 2006). The development of
consumption-related attitudes within the middle class

alone is of key importance for private consumption in
all developed societies. The combined proportion of
under-15s in the lower and middle classes across all 10
countries studied in 2018 is 51%. The largest shares of
this proportion of under-15s come from Germany and
the USA, with 63% each, while the smallest shares
come from Poland and Spain with 41% and 42%
respectively (cf. Kleining 2018a).

In general, the middle classes around world are
the driving force in the process of social, political and
economic change, including in terms of the nature and
manner of consumption (cf. GfK Verein 2008a).
However, since the wealth of the middle classes is
based primarily on income and not on assets, it will
remain volatile and prone to crisis in the future as well.

Ronald Frank
GfK Verein
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Overview with comparison over time



General overview /// Trend dimensions

Which basic attitudes dominate consumption in Europe and the
USA? Since the inclusion of the USA in the Consumer Trend Sensor in
2016, the preferences of consumers overall have shifted significantly
towards a concern for safety, basic utility and decluttering, as well as
price sensitivity and timelessness with regards to clothing. This shows
the influence of traditional America, also known as small town America
(cf. Dippel 2015), which should not be underestimated. Below is a
summary of the consumer trend dimensions that dominate the attitudes
of a significant majority of consumers. All of the eight dimensions referred
to become more strongly defined with increasing age (cf. general
overview of lifeworlds).

In light of the demographic development in Europe (lower overall,
but at the same time more elderly consumers), as well as the USA (more
people overall because of immigration (Hispanics), but at the same time
an increase in the proportion of elderly consumers (baby boomers), it
remains to be seen whether the attitudes of consumers in the coming
years will continue to be dominated to an even greater extent by stability,
preservation, restraint, security and basic utility:

Levelling-off
| don’t care if others have the same products

Security conscious
Being cautious

Family orientation
Have a family

Functional view
Priority is that the car works

Fashion indifference
Behave timelessly

Live an environmentally aware life

Less conspicuous consumption
A bit more modesty would do us all good

Puritanism
Buying what is necessary

4 \Verein
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General overview /// Trend dimensions: Young and elderly — men

Young men (up
to 29 years old):

Free time, desires
and tight budgets

For young men, free time with friends is very
important (69%) but they also spend a lot of time
online (65%). However, their budgets are tight, so
60% would sacrifice their free time for more money.

While consumption is important, the majority (68%)
is indifferent as to whether other people have the
same products. One should definitely buy the things
one likes (54%) when one can afford them (44%),
e.g. a car, which should also look good (47%). Cars
can definitely be fast too because young men are
the most risk-tolerant (45%).

Middle-aged men
(30-59 years old):

Family, future and
do-it-yourself

Middle-aged men do not want to distinguish
themselves from other people with certain products
(75%), which may be at least partly because they
prefer to look classic and timeless (72%).

Family is important to them (67%), so they also aim
to provide: they think more about the future (50%)
and strive to achieve success and wealth (46%).
While it is important to them to live in an
environmentally and energy-conscious way (65%),
they do not want to feel guilty about it all the time
(35%).

And men like to take things into their own hands —
they prefer to repair broken things themselves
(64%).

!(‘;' ' a \Verein

Elderly men
(60+ years old):

Elderly men tend to be more restrained when it
comes to consumption: they clearly want to be seen
as timeless (87%) and they see zero importance in
distinguishing themselves from other people with
products (89%). In fact, they call for more modesty
(74%) and only want to buy what is necessary
(67%), although probably at least partly because
they think shopping is annoying (71%).

Quality is relatively important to them (49%) but
design less so (39%). They are also very cautious
(77%). This may also be one reason why they use
the internet for very specific purposes (75%). Free
time is significantly more important to them than
more money (69%), and they want to relax during
this free time, preferably undisturbed (59%).

Base: 711 million respondents (n=10,134) | 85 million men up to 29 years old (n=1,061), 167 million men 30-59 years old (n=2,372), 89 million men 60+ years old (n=1,356) 8
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General overview /// Trend dimensions: Young and elderly — women

(up to 29 years
old):

Shopping,
fashion and
design

Consumption and design are hugely important for
young women: they enjoy shopping a lot (79%) and
see great value in furnishings and decoration
(71%). In this regard, it is important to them to be in
fashion (55%) and to have unique possessions
where possible (37%), but the price also needs to
be right (64%).

One source of information is definitely the internet,
where young women spend a lot of time surfing
(68%). However, they also enjoy watching TV in
order to get away from their daily routine (68%).
Consumption is OK but it should also be
environmentally friendly (67%).

Middle-aged
women (30-59
years old):

Family and taking
care of others

Middle-aged women are very cautious (76%),
perhaps partly out of concern for their families, who
are very important to them (73%). The home should
be beautiful. Furnishings and design are important
to them (66%). However, a car should just be
functional (68%).

They attach great importance to living in an
environmentally and energy-conscious way (73%).
When it comes to shopping, individuality and being
different are not priorities. They attach little
importance to whether or not other people have the
same products (75%), yet they enjoy shopping a lot
(69%).

TS Elderly women
(2 . (60+ years old):

#f

AT ‘3‘;"“ Modesty
A fﬂ?f and personal

...+ development

Elderly women, just like elderly men, call for more
modesty (76%), are predominantly timeless (76%)
and attach no importance to the possession of
unique things (15%). A car should also primarily be
functional (76%).

For elderly women, self-development (73%) and
enjoying life in the moment are of primary
importance (60%). Since they tend to be cautious
(86%), they tend to surf less and use the internet
for very specific purposes (77%). The aspiration to
live in an environmentally conscious way is high
(76%).

Base: 711 million respondents (n=10,134) | 81 million women up to 29 years old (n=976), 183 million women 30-59 years old (n=2,757), 107 million women 60+ years old

(n=1,612)
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Overview /Il The economic situation facing consumers

Estimates of the current financial
situation facing households

H|'ve no need at all to 4 2
control my spending

m| am comfortably off and 22 18
can afford a few things

= | mostly get by

m | can just about keep my
helad above water 15 17

m | simply can't make ends 4
meet 2018 2016 2014
No data

Job under threat

Potential » Own job » Jobs of other
endangerment members of the
household
EYes 18
¥ Probably/
definitely not
. 62
“Can't say at
the moment
21

2018 2016 2014

2018 2016 2014

©)
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Consumer crisis types

H Crisis-prone

H Constrained financial = Crisis-resistant
situation

2018

2016

2014

Development of the financial situation facing
households over the past 12 months
- it has...

4 4

mimproved appreciably 29 17
®improved somewhat

= remained the same 53 51
®mworsened somewhat

mworsened appreciably 16 21

No data - y
2018 2016 2014

Base: n=10,134 interviews in DE/FR/GB/IT/PL/RUS/ES$

2018: without Austria and the Netherlands

O

Development of the financial situation facing
households in the next 12 months

- it will...

t 5 5 4
mimprove appreciably 24 21 17
®improve somewhat
= remain the same = 55 5Y4
mworsen somewhat
mworsen appreciably 9 13 15

Zl
No data 3
2018 2016 2014

/ US | Figures in %

Overall, the crisis facing consumers since
2014, including the USA, is continuing to
decline.

Optimism about the future financial situation
of the household is currently above average in
the USA and Spain only.

In the other countries, the majority of
consumers assume that very little will change
in financial terms.

10
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Overview //l Housing situation and consumer spending patterns Gﬂi Verein

Current housing situation facing the Value of individual property :: Housing situation: the increase in houses is
household (within the last 1-2 years) caused by the inclusion of the USA in the
Subgroup: property owners Consumption Trend Sensor 2016.
H|n a privately owned detached house/

double house/terraced house Above-average numbers planning to

¥ |n a tenant-owned multiple fami 34 mIncreased 36 purchase a property in UK, Poland and the
dwelling 46 44 46 42 USA.
In a privately owned flat '?;ﬁ/gd more or less the % ... Further decline in saving as a reason for
= |n a rented single family house/ m Decreased 30 less spending in all countries except France
double house/terraced house 31 and Spain
: . = 2 19 pain.
Ena r_ented multiple family No data g 1
dwelling
" Mobile home 2018 2016 2014 2018 2016 2014
No data
The plan to purchase a property in the next two years Consumer spending patterns
In the last 12 months, | have spent...
No, none of these @ @ @ B More
W The same
A detached house/semi-detached amount
house/terraced house 10 . o . 6 Il " Il:lisjata
A multiple family dwelling 21 11 11 v v v —
Reasons for reducing spending
A flat
sl sl sl = Saving
An undeveloped plot of land 21 21 21 Life
3 3 5 circumstances
No data Declining interest
2018 2016 2014 2018 2016 2014
No data

Base: n=10,134 interviews in DE / FR/ GB /IT / PL/RUS / ES / US, subgroup porperty owners n=7,219 interviews | Figures in % 11
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Overview /Il Trends regarding private consumption 2008 - 2017

Germany
France
= UK
(= |taly
Poland
=== RUSSIA
Spain
= JSA

—s—EU average

Remarks:

Since 2009: Average EU-27 /
Since 2013: EU-28

Russia: 2008 to 2016

Source:
Eurostat 2018 / OECD 2018 (partial
estimated)

12%

10%

8%

6%

4%

2%

0%

-2%

-4%

-6%

-8%

-10%
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2008

2009

2010

2011

2012

2013

2014

2015

2016

2017
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Overview /Il Trend dimensions

Top 2 Box in %

o0

Reality
consciousness

Being cautious

Living and behaving in an
environmentally and energy-
conscious way

A little more modesty would do
us all good

My priority is that a car must be
functional

My first priority when shopping
is price

OO~ O~
OO0 Sor

2

Sense of duty

Have a family

Buying life’s necessities

I only visit specific sites on the
internet

Relax undisturbed

Look to the future

[o)]
a1

S A 10101 U1 NOO | 10101 YOO [e)]e)] (o]
[@(e]é)] 0O OoOw NGO W | ROIOY WG o~ (9]

S
[ee]

Base: n=10,134 interviews in DE/ FR/GB /IT/ PL/RUS /ES / US | Figures in %

€114 Verein
[N o -
Shopping is fun B3l
54
Pleasure Furnishing, design and gg I
consciousness  decoration are important to me 23 I—
Being fashionable g% =
39
| prefer to own products nobody 24 .
else has iy —
"] I would sacrifice my leisure time 45 E———
ﬁ for more money i?; ————
ivi i 40 —
Wealth Striving for materlal success 3
consciousness  and prosperity a3
I watch TV mainly to get away R —
from everyday life 54
51
i |
Escapism/ I have faulty items repair B0 M
Passivity ave faulty items repaired 29

B 2018 ® 2016

2014

13
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Overview with regard to lifeworlds



Biographical lifeworlds

\Verein

Top-ranking
housewives

Top-ranking young Top-ranking
M persons mid-lifers
The optimum chance of self-
expression. Activity and

striving for success.

The executive elite.
Performance and privilege.

The future elite.
Lofty goals, tight budgets.

Development of the social
side. Adaptation and protest.
Youth culture.

Upper-level women.
Self-fulfilment.

Young persons/students Top-ranking
O O
Mid-ranking Mid-ranking Mid-ranking
young persons mid-lifers housewives Low-income men Low-income women

The young middle class. On
the road to success.

Mid-ranking

Middle-class women.
Individuality and duty.

The established middle class.
Safeguarding and expanding
achievements.

©)

Men living in low incomes.
Practicality at work and play.
Traditional masculinity.

Low income

Women living in low incomes.
Practicality at work and play.
Traditional woman'’s role.

‘ Middle-class
m elderly men
The lifeworld of the post-

occupational phase. New
freedoms and activities.

Retired middle-class

. Working-class
m elderly men
The lifeworld of the post-

occupational phase. New
freedoms and activities.

Middle-class
@ elderly women
The lifeworld of older women.

New self-consciousness and
devotion to the emotional side.

Retired working-class

%-values are proportions of biographical lifeworlds within all Interviews

Working-class
m elderly women
The lifeworld of older women.

New self-consciousness and
devotion to the emotional side

Self-determined life in old age.

Older people living alone
15
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Lifeworlds overview /// The economic situation facing households, status quo GFK/ \Verein

Estimates of the current financial situation facing households

m|'ve no need at all to Z 2
control my spendin
y Sp 9 o 13 14
= | am comfortably off and
can afford a few things
=1 mostly get by
m | can just about keep my 58 55
head above water 55
m | simply can't make ends
meet
= No data
22
15 21 23
- o M 7 : :
Total Young Top-ranking Mid-ranking Low income Retired middle- Retired working- ~ Older people
persons/students class class living alone

Base: n=10,134 interviews in DE/FR/ GB /IT/PL/RUS / ES / US | Figures in % 16
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Lifeworlds overview /// The economic situation facing households, development

Development of the financial situation facing households

> over the past 12 months
-ithas

mimproved appreciably
mimproved somewhat
= remained the same
mworsened somewhat

mworsened appreciably

= No data

> in the next 12 months
- it will
Himprove appreciably
Himprove somewhat
©remain the same
= worsen somewhat
mworsen appreciably

= No data

Young Top-ranking
persons/students

Mid-ranking

GF K/ \Verein

13

60

22

U
Retired middle- Retired working- ~ Older people
class class living alone

24

58

9 5

Total

©)

50
6
Young persons/ Top-ranking Mid-ranking
students

Base: n=10,134 interviews in DE/FR/ GB /IT/PL/RUS / ES / US | Figures in %

10
69
14
2
Retired middle- Retired working-  Older people
class class living alone
17
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Lifeworlds overview /// Job under threat Verein

Job under threat

» Own job 5 8
mYes
= Probably/ definitely not 75 63
m Can't say at the moment
39
16 19 19 20 29
Total Young Top-ranking Mid-ranking Low income Retired middle- Retired working- ~ Older people
persons/students class class living alone
O
» Jobs of members of the 17
household
mYes
u Probably/definitely not 55
= Can't say at the moment
16 23 23 28
Total Young Top-ranking Mid-ranking Low income Retired middle- Retired working-  Older people
persons/students class class living alone

Base: n=10,134 Interviews in DE/FR/GB /IT/PL/RUS/ES/US | Figures in % | * Small sample size(n < 50) 18
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Lifeworlds overview /// The crisis facing consumers

Crisis facing households

E Crisis-prone

EConstrained financial
situation

= Crisis-resistant

GF I</ \Verein

Total

Young persons/
students

Top-ranking

Mid-ranking

Low income

Retired
middle-class

Base: n=10,134 interviews in DE/FR/ GB /IT/PL/RUS / ES / US | Figures in %

Retired
working-class

Older people
living alone

19
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Lifeworlds overview /// Housing situation, property versus rent €14 \/erein

Current housing situation facing households

® In a tenant-owned single family
house/double house/terraced house

m |n a self-owned multiple family dwelling
® |n a self-owned flat
= In a rented single family house/double

house/terraced house

® In a rented multiple family dwelling

3
2 8

® Mobile Home

Young Top-ranking Mid-ranking Low income Retired middle- Retired working-  Older people
persons/students class class living alone

= No data

Base: n=10,134 interviews in DE/ FR/GB /IT/ PL/RUS /ES / US | Figures in % 20
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Lifeworlds overview /// Property: value and acquisition plan Verein

Value development of individual property (within the last 1-2 years)
subgroup: property owners

33
mIncreased 46 50 39 38
m Decreased 6 10 11
= Stayed | th : S0 -
ayed more or less the
same 31 34 35 34
No data 23

Total Young|persons/studenf®p-ranking Mid-ranking Low income Retired middle-dRetged workin@tdaspeople living alone

Acquisition plan for property in the next 2

years
~~@ © © 06 0 0 0 O

Detached house/semi-detached 10 11 17 o 7 .
house/terraced house

A multiple family dwelling 21 41 21 11 21 0 I 1 I 1 I

Aoy 5 7 . 6 . 6 7 - 2N 2N 21

An undeveloped plot of land 21 11 3l 21 21 21 11 11

No data 3 5 2 4 4 2 2 2
Young persons/ . . - . . Retired middle-  Retired working- Older people
Total students Top-ranking Mid-ranking Low income class class living alone

Base: n=10,134 interviews in DE / FR/GB /IT/ PL/RUS / ES / US , subgroup property owners n=7,219 interviews | Figures in % 21
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Lifeworlds overview /// Consumer spending patterns

Consumer spending patterns

In the last 12 months |
have spent

® More
= The same amount
B | ess

No data

Total

A

Young
people/students

Top-ranking

Mid-ranking

Low income

Retired middle-
class

Retired working-
class

a4 Verein

Older people
living alone

A

Reasons for reducing spending
B Saving
I Life circumstances

Declining interest
No data

00008

v v
18
44 46
Young ) : - : : Retired middle- Retired working-  Older people
Total people/students Top-ranking Mid-ranking Low income class class living alone
22

Base: n=10,134 interviews in DE/ FR/GB /IT/ PL/RUS /ES / US | Figures in %
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Lifeworlds overview /// Trend dimensions: Reality consciousness 34 \/erein

Top 2 Box in %

m Being cautious 71 My priority is that a car must be 65 EEEGEGEGG__—_—E
oYe 57 functional 59
68 I 61 I
Reality 69 I 65 I
consciousness 69 64
79 I 70
85 [ 73
83 77
I want to live an 70 I My first priority when shopping 56 [
environmentally-aware and 2 is price s70
energy-conscious life 70 I 51 I
67 I 58
67 62
73 I 51
71 59 [
73 55
A little more modesty would do 7 D
us all good 570
69 I
65 I
59
76 I
71
74
B Total ™ Young persons/ B Top-ranking B Mid-ranking Low income B Retired middle- ™ Retired working- | Older people living
students class class alone

Base: n=10,134 interviews in DE/ FR/GB /IT/ PL/RUS /ES / US | Figures in %
Source: GfK Consumption Trend Sensor 2018, GfK Verein 23
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Lifeworlds overview /// Trend dimensions: Sense of duty €14 \Verein

Top 2 Box in %

’1 Have a family o7 Relax undisturbed 49 I
{2 5L 250
68 I 45 I
Sense of 68 I 49
duty 65 51
78 I 54 [
75 61
59 53
Buying life’s necessities 50 Look to the future 45
a3 3L
52 [ 47 I
61 I 49
65 47
63 I 41
70 44 [
71 37
I only visit specific sites on the 53 [N
internet 220
52 I
54
58
67 I
68 I
68
B Total ™ Young persons/ B Top-ranking B Mid-ranking Low income B Retired middle- ™ Retired working- | Older people living
students class class alone

Base: n=10,134 interviews in DE/ FR/GB /IT/ PL/RUS /ES / US | Figures in %
Source: GfK Consumption Trend Sensor 2018, GfK Verein 24
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Lifeworlds overview /// Trend dimensions: Pleasure consciousness 34 \/erein

Top 2 Box in %

E Shopping is fun s5 Appear to follow current fashion 33 [N
00 59 [
56 I 32 I
Pleasure 59 37
consciousness 54 38
42 I 19 N
44 20 [
48 21
Furnishing, design and s4 | prefer to own products nobody 24 [N
decoration are importanttome 56 | else has 60 0
61 I 28 I
57 24 N
50 25
53 I 14
41 [ 13 [0
45 12
B Total ™ Young persons/ B Top-ranking B Mid-ranking Low income B Retired middle- ™ Retired working- | Older people living
students class class alone

Base: n=10,134 interviews in DE/FR/ GB /IT/PL/RUS /ES / US | Figures in %; * Original language with modified formulation compared to 2016
Source: GfK Consumption Trend Sensor 2018, GfK Verein 25
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Lifeworlds overview /// Trend dimensions: Wealth consciousness, escapism and 34 \Verein

passivity
Top 2 Box in %
'T'Tl] | would sacrifice my leisure time 45 |G - I watch TV mainly to getaway 57 [
u for more money 5o 0 o from everyday life 66
44 I 58 I
Wealth 48 Escapism/ 60 I
consciousness 57 Passivity 56
29 N 50
36 [ 53 [
30 55
Striving for material success 40 S | have faulty items repaired s1
and prosperity 40 55 L
40 I 51 I
41 50
50 49
30 N 50
36 46 T
26 60
B Total ™ Young persons/ B Top-ranking B Mid-ranking Low income B Retired middle- ™ Retired working- | Older people living
students class class alone

Base: n=10,134 interviews in DE/ FR/GB /IT/ PL/RUS /ES / US | Figures in %
Source: GfK Consumption Trend Sensor 2018, GfK Verein

26
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4 \Verein
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G e rm any Economic indicators GfK Purchasing Power® 2017
2015 2017
4.6% 3.8% Unemployment rate* €27,346  Upper Bavaria

- 1.7% 2.5% GDP development* €22 239 Average
0.2% 1.7% Inflation rate* )
€18,483 Chemnitz
75.5% 80.3% Internet use

Demographic trends** The crisis facing consumers

2015 - 2020 - 2016 2018

2020 2025 -

020%  002% P ) N 13% 13% Crisis-prone
o 0 -0. 0 er year In percen q . .

330 31% C_ons@ramed financial

2015 2020 situation
54% 56% Crisis-resistant

13.1% 13.1% Proportion of under-15s
21.1% 22.2% Proportion > 65 years

** https://service.destatis.de/bevoelkerungspyramide/ Source: *OECD; *UN World Population Prospects. The 2017 Revision.
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Germany /// The economic situation facing consumers

Estimates of the current financial
situation facing households

4 5
39

H|'ve no need at all to
control my spending

® | am comfortably off and
can afford a few things

| mostly get by

m | can just about keep my
head above water

®| simply can’t make ends
meet

No data

v

Total DE

Job under threat

Potential Own job Jobs of members
endangerment of the household
1514
mYes 73
® Probably/definit 63
ely not
Can't say at
the moment

Total DE

Total DE

\Verein

The crisis facing consumers

m Crisis- m Constrained financial ™ Crisis-
prone situation resistant
Total DE

O

Development of the financial situation facing
households in the last 12 months

- it has 4 3
mimproved appreciably
®improved somewhat

remained the same
mworsened somewhat
mworsened appreciably m

No data Total DE

Base : n=10,134 interviews; Germany: n= 2,045 | Figures in %

Development of the financial situation facing
households in the last 12 months

- it will 5 5
Himprove appreciably
H improve somewhat
remain the same
= worsen somewhat
Hworsen appreciably “ oy

No data Total DE

O

German consumers continue to remain
significantly less crisis-prone than their
neighbours.

Only a very small minority fear a worsening in
their financial situation in the near future.

The proportion of older consumers will
continue to increase.

To date (last updated: March 2018),
immigration has resulted in an increase of the
population to 82.8 million. It should be
assumed that domestic demand will benefit
from this in the medium term.
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Germany /// Housing situation and consumer spending patterns a4 \Verein

Current housing situation facing the Value of individual property The plan to purchase a property in the next
household (within the last 1-2 years) two years
Subgroup: property owners
Hn a privately owned detached/semi-detached house No, none of these @ @
house/terraced house Detached
Hn a self-owned multiple famil m Increased house/semi-detached
dwelling P i 16 37 36 house/terraced house 10 41
In a self-owned flat : = Stayed more or less the Multiple family dwelling 2 I 11
Hn a rented single family house/ . m Decreased 39 Aflat 5l 21
double house/terraced house 45 Undeveloped plot of land 2 il 11
) . No data
= |n a rented multiple family No data 3 2
dwelling
No data Total DE Total DE Total DE
Consumer spending patterns Trend in private consumption = Germany remains a rental market at around
In the last 12 months | spent ... 2008-2017* 50%.
® More 15’88 Despite low interest rates, intention to buy a
The same amount 8.00 house or flat is still below average compared
B |ess % 6.00 to other countries.
No data 4,00 Private household ionin G
v v 500 rivate household consumption in Germany
Reasons fiir reducing spending 0,00 M has been above average since 2014.
B Saving h m ;21’88 Saving t?sta reason Lotr Iez%slzpending declined
Life circumstances -6Y00 somewnat compared to
Declining interest ' 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
No data Total DE e TOta| e DE

Base: n=10,134 interviews; Germany: n= 2,045, subgroup property owners n=7,219 interviews; Germany: n= 1,017 | Figures in % | Source: *OECD 29
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Germany /// Trend dimensions d1d \Verein

Top 2 Box in %

m ﬁ Furnishing, design and 60 I
i i 59 I decoration are importantto me * 46 FEEEE—
o¥Ye Being cautious % E— P 48
Reality Living and behaving in an Pleasure Shopping is fun gg I
consciousness  environmentally and energy- B — consciousness oy
conscious wal 58
oo e — Being fashionable 17—
My first priority when shopping is 25 & 41
price 5t | prefer to own products nobody %g [ ]
i I I
Alittle more modesty would do 23 FE— else has 53
us all good 56 '7‘| Striving for material success ﬁ =
iority i I— " i
My priority is that a car must be gcl) E— u and prosperity 39
functional 49 Wealth | would sacrifice my leisure time gg =
i Ky consciousness ~ for more money 20
‘ Have a family ;g I
: - | watch TV mainly to get away G R ——
57 I from evervday life
Sense of Buying life’s necessities 56 FE = ryday 64
dUty 59 Escapism/ Ih faulty it ired gg
i e o — . v items repair "
| only visit specific sites on the 23 SR Passivity ave faully items repaire 52
internet 57
40 — o o )
Relax undisturbed 28 I :: Decline in selective internet use in Germany.
40 -
Look to the future 21:{ | B 2018 W 2016 " 2014

*Original language with different wording compared to 2016 30
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Germany with regard to lifeworlds



Germany /// Results with regard to lifeworlds

High-income consumers and retired middle-class
consider their financial situation as most stable. The
proportion of home owners is also highest in these two
lifeworlds. These two lifeworlds also indicate the
highest proportional increase in the value of their
property and the intention to buy a (further) property is
also currently most often mentioned in high-income
lifeworlds.

However, being crisis-prone more than the
average is currently (2018) only applicable among low-
income consumers.

Lower spending on consumption due to changes
in living situation is more likely among elderly
consumers who live alone, as well as low-income
consumers. Young consumers restrict their spending
most frequently due to a desire or necessity to save.
However, retirees mainly state a decline in interest as

the reason for spending less.

Young consumers and low-income consumers
are currently the most price-sensitive when shopping.

Source: *OECD; **United Nations

However, the majority of high-income consumers and
retired middle-class continue to pay attention to quality.

Young consumers typically want to enjoy
themselves instead of always being cautious, have fun
when shopping instead of just buying what they need.
This group also has to have fashionable clothing and a
good-looking car, and they want to buy things that not
everyone has. They also prefer to spend their leisure

time socialising with friends.

Striving for wealth, shopping for fun, being
different and the desire to drive a nice car are shared
by young people and high-income consumers.

Only low-income consumers in

4 \Verein

Germany (over one third) are currently

crisis-prone.
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Lifeworlds Germany /// The economic situation facing households, status quo Verein

Estimates of the current financial situation facing households

H|'ve no need at all to
control my spending

= | am comfortably off and
can afford a few things

=1 mostly get by

m | can just about keep my
head above water

H | simply can’t make ends
meet

No data

Base: n=2,045 interviews | Figures in %

©)

S 10
28

56
48

30
15

4

Young persons/ Top-ranking
students

Mid-ranking Low income Retired middle- Retired Older people
class working-class  living alone
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Lifeworlds Germany /// The economic situation facing households, development Verein

Development of the financial situation facing households

3 1
» in the last 12 months
-ithas 20 23

mimproved appreciably
mimproved somewhat 66
= remained the same

mworsened somewhat

13
mworsened appreciably SR 2 o e
- No data Total Young Top-ranking Mid-ranking Low income Retired middle- Retired working- ~ Older people
persons/students class class living alone
O
1
> in the next 12 months 4 2
- it will
Himprove appreciably
Himprove somewhat 90 o1
©remain the same
= worsen somewhat
. 3 4 6 4 5 4
mworsen appreciably
+ No data Total Young Top-ranking Mid-ranking Low income Retired middle- Retired working-  Older people
people/students class class living alone

Base: n=2,045 interviews | Figures in % 34
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Lifeworlds Germany /// Potential endangerment of jobs Verein

Job under threat - potential endangerment

» Own job 5
29
mYes
u Probably/ definitely not 80
m Can't say at the moment 72
15 20 11 17 15
Total Young Top-ranking Mid-ranking Low income Retired middle- Retired working- ~ Older people
persons/students class* class* living alone*
O
» Jobs of other members of the 4
household
mYes
= Probably/definitely not 73
= Can't say at the moment
43
33
23 14 22 23
Total Young Top-ranking Mid-ranking Low income Retired middle- Retired working-  Older people
persons/students class class* living alone*

Base: n=2,045 interviews | Figures in % | *Small sample size (n < 50) 35
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Lifeworlds Germany /// The crisis facing consumers

Consumer crisis types

E Crisis-prone

EConstrained financial
situation

= Crisis-resistant

GFK/ \Verein

Total

Young persons/
students

Top-ranking

Mid-ranking

Low income

Base: n=2,045 interviews | Figures in %

89

Retired
middle-class

Retired
working-class

Older people
living alone
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Lifeworlds Germany /// Housing situation, property versus rent G

Current housing situation facing the household

m|n a self-owned single-family
house/double house/terraced house

®In a self-owned multiple family
dwelling

In a self-owned flat
®In a rented single-family
house/double house/terraced house

mIn a rented multiple family dwelling

No data

Base: n=2,045 interviews | Figures in %

45

Total

©)

Young
persons/students

Top-ranking

5
8
50

Mid-ranking

Fl

18
44
6
3
7
4
60
41
Low income Retired middle- Retired working-  Older people
class class living alone

{ Verein
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Lifeworlds Germany /// Property: value and acquisition plan Verein

Value of individual property (within the last 1-2 years)
Subgroup: property owners

36 23 24 32
m Increased 50 6
3
m Decreased 2 26
L 52
m Stayed more or less the 39 50
same 33
No data
Total Young Top-ranking Mid-ranking Low income* Retired middle- Retired working- ~ Older people
oersons/students class class living alone

Acquisition plan for property in the next 2

years
@ O O O O O O O
3N

A detached house/semi-detached 4 [ d | ] | 11 v | Y | 11
house/terraced house

A multiple family dwelling 11 i} 11 11 11 k 11 I1
Aflat 2 | 2 3l 2l 21 0 0 0
An undeveloped plot of land 11 0 3m ol [0 |0 0 0
No data 2 6 3 3 1 1 0 1
Young anlki oAk ; Retired Retired Older people
Total people/students Top-ranking Mid-ranking Low income middle-class working-class living alone

Base: n=2,045 interviews, subgroup property owners n=1,017 interviews | Figures in % 38
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Lifeworlds Germany /// Consumer spending patterns Verein

Consumer spending patterns

In the last 12 months | Young ) . . . Retired middle- Retired working-  Older people
have spent... Total people/students Top-ranking Mid-ranking Low income class class living alone

B More

66
® The same amount
A" A A A 8 & O
No data
v O —w v v v v v v

Reasons for reducing spending

B saving

" Life circumstances
Declining interest
No data
Young ] - - - - Retired middle- Retired working-  Older people
Total people/students Top-ranking Mid-ranking Low income class class living alone

Base: n=2,045 interviews | Figures in % 39
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Lifeworlds Germany /// Trend dimensions: Reality consciousness 34 \/erein

Top 2 Box in %

m Being cautious 5o A little more modesty would do 51 [EEEEG_—_—_—_E—_—
) 2 us all good S
53 I 45 I
Reality 54 51 .
consciousness 57 48
74 I 62 I
86 I 64 I
81 63
Living and behaving in an 57 I My priority is that a car mustbe 51 [EEEG_—__—
environmentally and energy- 6L functional ImL
conscious way 56 I 40 I
56 I 52
53 63
62 I 50 I
63 I 63
55 73
My first priority when shopping 52 [
is price 61
3s I
56 I
72
41 I
55 [T
56
M Total ™ Young B Top-ranking B Mid-ranking Low income B Retired middle- M Retired working- ' Older people living
people/students class class alone

Source: GfK Consumption Trend Sensor 2018, GfK Verein 40
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Lifeworlds Germany /// Trend dimensions: Sense of duty €14 \/erein

Top 2 Box in %

’1 Have a family 73 Relax undisturbed 40 I
{2 4L 2
g0 I 41 I
Sense of 73 40 [
duty 50 36
90 I 47 I
85 [ 62
62 53
Buying life's necessities 57 Look to the future 40
4 30
47 I 4c IS
59 I 45
58 33
70 I 38 I
77 38
74 34
I only visit specific sites on the 54 N
internet I
59 I
58
45
73 I
68 I
72
M Total ™ Young B Top-ranking B Mid-ranking Low income B Retired middle- M Retired working- ' Older people living
people/students class class alone

Source: GfK Consumption Trend Sensor 2018, GfK Verein 41
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Lifeworlds Germany /// Trend dimensions: Pleasure consciousness 34 \/erein

Top 2 Box in %

- Shopping is fun 57 Behaving fashionably 42
63 7300
66 I 53 I
Pleasure 52 41
consciousness 56 41
48 I 19 N
45 [ 16
52 21
Furnishing, design and 60 I | prefer to own products nobody 24 [
decoration are importanttome* 510 | else has 390 0
73 I 34 N
56 I 21
53 18
61 I 15 .
49 [ 10 [0
54 10
M Total ™ Young B Top-ranking B Mid-ranking Low income B Retired middle- M Retired working- ' Older people living
people/students class class alone

* Original wording was modified compared to 2016
Source: GfK Consumption Trend Sensor 2018, GfK Verein 42
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Lifeworlds Germany /// Trend dimensions: Wealth consciousness, escapism and 34 \Verein

passivity
Top 2 Box in %

'T‘I] Striving for material success 42 - I watch TV mainly to getaway  6s [N
O] and prosperity 55w - from everyday life 790w
53 I 63 I
Wealth 41 [ Escapism/ 68 I
consciousness 39 Passivity 70
37 I 66 I
31 68 [
20 71
I would sacrifice my leisure time 40 [ I have faulty items repaired 55
for more money 58 L 52
30 IS 57 I
44 45
51 51
23 . 56 I
29 58 [
26 72
M Total ™ Young B Top-ranking B Mid-ranking Low income B Retired middle- M Retired working- ' Older people living
people/students class class alone

Source: GfK Consumption Trend Sensor 2018, GfK Verein 43
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France

Economic indicators

2015 2017

10.4% 9.4% Unemployment rate*
1.1% 2.3% GDP development*
0.0% 1.0% Inflation rate*
77.9% 81.3% Internet use

Demographic trends**

2010 - 2015 -
2015 2020

0.39% 0.34% Per year in percent

2015 2020

18.3% 17.8% Proportion of under-15s
18.9% 20.7% Proportion > 65 years

\Verein

GfK Purchasing ® 2017

€22,982 lle de France
€19,537  Average

€16,793 Nord — Pas-de-Calais

The crisis facing consumers

2016 2018
26% 27% Crisis-prone
23% 22% C_ons@ramed financial
situation
32% 31% Crisis-resistant

Source: *OECD; **UN World Population Prospects. The 2017 Revision.



France /// The economic situation facing consumers

Estimates of the current financial
situation facing households

H|'ve no need at all to
control my spending

® | am comfortably off and
can afford a few things

| mostly get by

4 3

m | can just about keep my
head above water

m | simply can’t make ends ﬁ m

meet Total FR
No data

O

Job under threat

Potential Own job Jobs of
endangerment members of the
household
15§ 20
mYes
u Probably/definit 63 1 67
ely not
Can't say at
the moment

Total FR Total FR

\Verein

The crisis facing consumers

m Crisis- m Constrained financial ™ Crisis-
prone situation resistant
Total FR

Development of the financial situation facing
households in the last 12 months

-it has
4 6

2 A

No data Total FR

mimproved appreciably

®improved somewhat
remained the same

mworsened somewhat

mworsened appreciably

Base: n=10,134 interviews; France: n=1,010 | Figures in %

Development of the financial situation facing
households in the last 12 months

- it will
S 6

No data Total FR

Himprove appreciably

H improve somewhat
remain the same

= worsen somewhat

Hworsen appreciably

At 31%, the share of crisis-resistant French
consumers remains almost unchanged
compared to 2016 (32%).

In 2018, slightly more French people expect
an improvement in their finances (plus one
percentage point compared to 2016).

Population development remains positive and

the share of young consumers is still high
compared to other countries.
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France /// Housing situation and consumer spending patterns Gﬁ Verein

Current housing situation facing the Value of individual property The plan to purchase a property in the next
household (within the last 1-2 years) two years
®|n a self-owned single family house/double Subgroup: property owners No, none of these

house/terraced house
. if-owned multiple famil Detached

In a self-owned multiple family mIncreased house/semi-detached

dwelling 46 45 house/terraced house 10 I o

In a self-owned flat ISS;?T)]/:d more or less the Multiple family dwelling 2 I 0
¥ |n a rented single family house/

double house/terraced house = Decreased Aflat 5 6 .
mIn a rented multiple family No data Undeveloped plot of land 2 Wl 11

dwelling No data 3 3

No data Total  FR Total  FR Total FR
Consumer spending patterns Trend in private consumption = Saving is mentioned with above-average
In the last 12 months | spent... 2008-2015* frequency in France (currently 52%), as well
= More 12,00 as in Italy and Spain at similar rates, as a

10,00 reason for lower consumer spending.

The same amount 800
M | ess 600 In particular, plans to buy one’s own flat

No data 4:00 increased compared to 2016.
Reasons for reducing Spendm 0,00 Vv’\ By comparison, the consumption of French

200 households has been increasing slightly since

B Saving _4’00 2015.

Life circumstances -6:00

- . 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
Declining interest
No data Total e TOta| e=——FR

Base : n=10,134 interviews; France: n=1,010, subgroup property owners n=7,219 interviews; France: n=531 | Figures in % | Source: *OECD 46
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France /// Trend dimensions

Top 2 Box in %

o0

Reality
consciousness

My priority is that a car must be
functional

Living and behaving in an
environmentally and energy-
conscious way

Being cautious

A little more modesty would do
us all good

My first priority when shopping

is price 53
i ]
:‘ Have a family a1
66 I
Sense of i ifa’ iti 67 F———
duty Buying life’s necessities 84

| only visit specific sites on the
internet

Relax undisturbed

Look to the future

* Original wording was modified compared to 2016

@34 \/erein
= Furnishing, design and 69—
m decoration are important to me* 26 I
Pleasure P 54 I
Shopping is fun 54 E
consciousness 54
Behaving fashionably %% =
32
| prefer to own products nobody 17 s
else has e —
7‘] I would sacrifice my leisure time 30 I—
ul for more money gz —
ivi i 23 .
Wealth Striving for materlal success o
consciousness  and prosperity 56
| watch TV mainly to get away D —
from everyday life 56
Escapism/ I have faulty items repaired 42 S
Passivity 44

having more income

B 2018 ® 2016

:: In France, having more leisure time continues to be more important than

2014
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Economic indicators

2015
5.3%
2.3%
0.0%
78.6%

2017
4.3%
1.8%
2.7%

80.8%

Unemployment rate*
GDP development*
Inflation rate*

Internet use

Demographic trends**

2010 -
2015

0.58%

2015

17.6%
18.1%

2015 -
2020

0.51%

2020

17.9%
19.0%

Per year in percent

Proportion of under-15s
Proportion > 65 years

\Verein

GfK Purchasing Power® 2017

€46,711  Inner London — West
€20,857 Average

€16,363 West Midlands

The crisis facing consumers

2016 2018
20% 19% Crisis-prone
23% 25% C_ons@ramed financial
situation
37% 36% Crisis-resistant

Source: *OECD; **UN World Population Prospects. The 2017 Revision.



UK //l The financial situation of consumers

Estimates of the current financial
situation facing households

4 6

H|'ve no need at all to
control my spending

® | am comfortably off and
can afford a few things

| mostly get by

m | can just about keep my
head above water

®| simply can’t make ends ﬁ m

meet Total UK
No data

Job under threat

Potential Own job Jobs of
endangerment members of the
household
15§ °
mYes
63
® Probably/definit
ely not
Can't say at
the moment

Total UK Total UK

\Verein

The crisis facing consumers

H Constrained financial = Crisis-
situation resistant

d P

Total UK

H Crisis-prone

Development of the financial situation facing
households in the last 12 months

- it has
4 7
mimproved appreciably
®improved somewhat
remained the same
mworsened somewhat
mworsened appreciably

ol

No data Total UK

Base: n=10,134 interviews; UK: n=1,036 | Figures in %

O

Development of the financial situation facing
households in the last 12 months

- it will
5 6
Himprove appreciably
H improve somewhat
remain the same
= worsen somewhat
Hworsen appreciably

=B Y

No data Total UK

The share of crisis-resistant consumers in the
UK remains stable at 36% (2016: 37%).

However, fewer Britons currently expect an
improvement in their financial situation (minus
3 percentage points compared to 2016).

Brexit, planned for the spring of 2019, may
already be impacting the expectations of
British consumers in this regard.

Population development remains positive and
there is a larger share of young consumers
here compared to other countries.
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UK /// Housing situation and consumer spending patterns

Current housing situation facing the
household

H|n a self-owned single family house/double
house/terraced house

= In a self-owned multiple family
dwelling 46 51
In a self-owned flat

mIn a rented single family house/

double house/terraced house
®|n a rented multiple family
dwelling ﬂ

No data Total UK

Consumer spending patterns
In the last 12 months | spent...

H More
The same amount
W |ess %
No data
4 4

Reasons for reducing spending

B Saving h ;’
Life circumstances
Declining interest
No data Total UK

Base : n=10,134 interviews; France: n=1,036, subgroup property owners n=7,219 interviews; France: n=636 | Figures in % | Source: *OECD

Value of individual property
(within the last 1-2 years)
Subgroup: property owners

m Increased
58
m Stayed more or less the

same

m Decreased
19

No data

Total UK

Trend in private consumption
2008-2015*
12,00
10,00
8,00
6,00
4,00
2,00 P
0'00 w
-2,00
-4,00

-6,00
2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

e T otal UK

The plan to purchase a property in the next
two years

No, none of these @ @

Detached

house/semi-detached

house/terraced house 10 N 14 I
Multiple family dwelling 2 Bl 11
Aflat 5l 5
Undeveloped plot of land 2 Wl 1l
Nodata 3 7
Total UK

The highest share of property owners who
report an increase in the value of their
property at almost 60% when combined with
the USA.

Intent to buy a house is significantly higher
than average, as in the cases of Poland and
the USA, compared to other countries.

The development of the consumption of
British households has been above average
since 2012 but lost steam in 2017.

The planned exit from the EU could be having
a negative impact on private demand.
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UK /// Trend dimensions

Top 2 Box in %

o0

Reality
consciousness

Living and behaving in an
environmentally and energy-
conscious way

Being cautious*

A little more modesty would do
us all good*

My priority is that a car must be
functional

My first priority when shopping
is price

3]

Have a family

Sense of
duty

Buying life’s necessities

| only visit specific sites on the
internet

Relax undisturbed

Look to the future

* Original wording was modified compared to 2016

€114 Verein
-~ Furnishing, design and ;(6) I
: . 7
decoration are important to me* 71
consciousness Shopping is fun 47
. . 4]
Behaving fashionably gz [ ]
| prefer to own products nobody 27 —
else has %8 —
"] | would sacrifice my leisure time 45 I——
ul for more money * gg ——
Vi i 4]
Wealth Stnvmg_for material success and ST
consciousness prosperity* %4
| watch TV mainly to get away o
from everyday life* 41
58
; ]
Escapism/ i i 29 B
Passivity I have faulty things repaired a2

:: Increase in price sensitivity — especially among young British consumers.

B 2018 ® 2016

2014
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Italy

Economic indicators

2015 2017

11.9% 11.2% Unemployment rate*
1.0% 1.6% GDP development*
0.0% 1.2% Inflation rate*
63.5% 74,3% Internet use

Demographic trends**

2010 - 2015 -
2015 2020

-0.12% -0.17% Per year in percent

2015 2020

13.7% 13.2% Proportion of under-15s
22.4% 23.9% Proportion > 65 years

\Verein

GfK Purchasing Power® 2017

€21,989  Provincia Autonoma di Bolzano/Bozen
€17,119  Average

€11,657 Campania

The crisis facing consumers

2016 2018
32% 24% Crisis-prone
21% 24% C_ons@ramed financial
situation
27% 33% Crisis-resistant

Source: *OECD; **UN World Population Prospects. The 2017 Revision.



Italy /// The economic situation facing consumers

Estimates of the current financial
situation facing households

H[’ve no need at all to 4 1
control my spending
® | am comfortably off and 22 17

can afford a few things
| mostly get by

m | can just about keep my
head above water

®| simply can’t make ends
meet

No data

Total IT

Job under threat

Jobs of members
of the household

Potential
endangerment

Own job

9

mYes

® Probably/definit
ely not
Can't say at
the moment

Total IT Total IT

\Verein

The crisis facing consumers

m Crisis- ® Constrained financial Crisis-
prone situation resistant
Total IT

Development of the financial situation facing
households in the last 12 months

- it has
mimproved appreciably 8]
®improved somewhat
remained the same
mworsened somewhat
mworsened appreciably
T

No data Total |

Base: n=10,134 interviews; Italy: n=1,002 | Figures in %

O

Development of the financial situation facing
households in the last 12 months

- it will 5 1
Himprove appreciably 9]
H improve somewhat
remain the same
= worsen somewhat
Hworsen appreciably

=B =5

No data Total IT

O

For the first time since 2010, only about one
quarter of Italians are now crisis-prone. And
one in three consumers can currently be
classified as crisis-resistant.

The share of Italians who expect their
financial situation to become worse is also in
decline and is now just under 10%.

Population development continues to be in
slight decline and the share of over-65s will
grow to just under one quarter by 2020.
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Italy /// Housing situation and consumer spending patterns

Current housing situation facing the
household

H|n a self-owned single family house/double
house/terraced house

In a self-owned flat

¥ n a self-owned multiple family 20
dwelling 46 13

¥ |n a rented single family house/
double house/terraced house

= |n a rented multiple family
dwelling

No data Total

Consumer spending patterns
In the last 12 months | spent...

H More

IT

The same amount
4

B Less
Reasons for reducing spending

No data

Total

B Saving
Life circumstances
Declining interest

No data

Base : n=10,134 interviews; Italy: n=1,002, subgroup property owners n=7,219 interviews; Italy: n=762 | Figures in % | Source: *OECD

22

1

Value of individual property
(within the last 1-2 years)
Subgroup: property owners

The plan to purchase a property in the next
two years

No, none of these

8 Detached
mIncreased house/semi-detached
house/terraced house 10 I 21
m Stayed more or less the 43 . . -
same Multiple family dwelling 2 |l 11
m Decreased 29 Aflat 5N 6 Il
No data Undeveloped plot of land 2 ol
No data 3 5
Total IT Total IT

Trend in private consumption
2008-2015*
12,00
10,00
8,00
6,00
4,00
2,00
0,00
-2,00
-4,00
-6,00

W""

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

e TOta] T

In Italy, which is a property-owner’s market,
the share of consumers who report a fall in
the value of their property is in decline.

Intent to buy a property remains unchanged
and continues to be below average.

Although the share of those who have
reduced their spending has fallen even
further, saving as a motive remains relatively
high in comparison.

The consumption development of Italian
households is fluctuating around the EU
average.

GH \Verein
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Italy /// Trend dimensions

Top 2 Box in %

o0

Reality
consciousness

Living and behaving in an
environmentally and energy-
conscious way*

A little more modesty would do
us all good*
Being cautious *

My priority is that a car must be
functional*

My first priority when shopping
is price*

2

Sense of duty

Have a family*

| only visit specific sites on the
internet*

Buying life’s necessities*
Look to the future*

Relax undisturbed*

* Original wording was modified compared to 2016

€114 Verein
e - 66—
Shopping is fun 63 M
65
Pleasure Furnishing, design and 56 I
i i [ ]
consciousness decoration are importantto me* 4/
: . [
Being fashionable* 38 ]
39
| prefer to own products nobody 27 I
else has* i
'7T| | would sacrifice my leisure time 28 I
]
ﬁ for more money* 42
Vi i 46 I
Wealth Strlvmg_for material success and 1 ——
consciousness Prosperity* 47
58 I
- | have faulty items repaired* gzs'. [ ]
—_—
i i ]
Escapism/ | watch TV mainly to get away B
Passivity from everyday life* 50

= Price sensitivity in Italy is increasing, but having fun whilst shopping remains
above average compared to other countries.

B 2018 ™ 2016 " 2014
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—

P O I an d Economic indicators GfK Purchasing Power® 2017
2015 2017
7.5% 4.9% Unemployment rate* €10,309 Warszawski stoleczny
3.8% 4.7%  GDP development* €6.710 Average

-0.9% 2.1% Inflation rate* o
€4,993 Mazowiecki regionalny

61.2% 59.3% Internet use

Demographic trends** The crisis facing consumers
2010 - 2015 - 2016 2018
2015 2020 P TTeE——
—_—— . 23% 13% Crisis-prone
-0,17% -0,30% Per year in percent 8% 47% C_onst_rained financial
2015 2020 situation
29% 40% Crisis-resistant

14.9% 14.8% Proportion of under-15s
15.6% 18.6% Proportion > 65 years

Source: *OECD; **UN World Population Prospects. The 2017 Revision.



Poland /// The economic situation facing consumers

Estimates of the current financial
situation facing households

4 1

H|'ve no need at all to
control my spending

® | am comfortably off and
can afford a few things

| mostly get by

m | can just about keep my
head above water

®| simply can’t make ends
meet

No data

P 54

Total PL

O

Job under threat

Potential Own job Jobs of members
endangerment of the household
15 § 14
mYes
58
® Probably/definit 63
ely not
Can't say at
the moment

Total PL

Total PL

\Verein

H Constrained financial
situation

d P

Total

The crisis facing consumers

m Crisis-prone Crisis-resistant

PL

Development of the financial situation facing
households in the last 12 months

- it has
4
mimproved appreciably
®improved somewhat
remained the same
mworsened somewhat
mworsened appreciably

B ey

No data Total PL

Base: n=10,134 interviews; Poland: n=998 | Figures in %

Development of the financial situation facing
households in the last 12 months

- it will 5
Himprove appreciably
H improve somewhat
remain the same
= worsen somewhat
Hworsen appreciably “ ?.

No data Total PL

O

The share of Polish crisis-prone consumers
has declined significantly to 13% (2016: 23%).
Assessment of job security improved most of
all.

However, compared to other countries,
significantly fewer consumers still expect an
improvement in their financial situation.

Population development will remain negative
until 2020 (keyword: economic migration) and
the share of over-65s will continue to grow.
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Poland /// Housing situation and consumer spending patterns

Current housing situation facing the Value of individual property
household (within the last 1-2 years)

Subgroup: property owners
H |n a privately owned detached/semi-detached house group- property

house/terraced house

5 |n a self-owned multiple family m Increased K
dwelling 46 48
In a self-owned flat m Stayed more or less the

- ) . o same GK
In a rented single family house/ m Decreased
double house/terraced house

H |n a rented multiple family No data 11
dwelling -
No data Total PL Total PL

Consumer spending patterns Trend in private consumption
In the last 12 months | spent ... 2008-2017*
" More 1000
The same amount 8,00
B Less 6,00

No data 4,00

A d v 2,00

Reasons for reducing spending 0.00 \/\
® Saving h 200

-4,00
Life circumstances -6,00
L 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
Declining interest

No data Total PL e Total PL

€114 \Verein

The plan to purchase a property in the next
two years

No, none of these @ @
Detached

house/semi-detached

houselterraced house 10 N 13
Multiple family dwelling 2 Bl 3N
Aflat 5l 12
Undeveloped plot of land 2 Wl 0l
Nodata 3 2
Total PL

:: For the majority of respondents in Poland, the
development of value in the property market
remains constant compared to other
countries.

Intent to buy a house as well as intent to buy
a flat are still the highest in Poland compared
to other countries.

The development of GDP, driven by strong
private demand, remains well above average.

Less than one in ten reduced their spending.
Saving also declined further as a reason for
less spending in 2018.

Base : n=10,134 interviews; Poland: n=998, subgroup property owners n=7,219 interviews; Poland: n=909 | Figures in % | Source: *OECD 58
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Poland /// Trend dimensions

Top 2 Box in %

o0

Reality
consciousness

Being cautious

Living and behaving in an
environmentally and energy-
conscious way

My first priority when shopping
is price

A little more modesty would do
us all good

My priority is that a car must be
functional

2

Sense of
duty

Have a family

| only visit specific sites on the
internet

Buying life’s necessities
Relax undisturbed

Look to the future

* Original wording was modified compared to 2016

€14 Verein

-~ ing i 60 I—
Shopping is fun B7 B
56
Pleasure Furnishing, design and 53 I
i i ]
consciousness  decoration are importantto me * 21
) . I
Behaving fashionably Ei |
51
| prefer to own products nobody 35 =
else has g —
'7T| I would sacrifice my leisure time g% I
|
ﬁ for more money 54
ivi i 34 I
Wealth Striving for materlal success 31—
consciousness  and prosperity 39
56 I
- I have faulty items repaired ‘51% ]
—_—
) . [
Escapism/ I watch TV mainly to get away o
Passivity from everyday life 44

:: Price sensitivity in Poland is currently on the rise again.

B 2018 ® 2016

2014
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Russia
I

Economic indicators

2015 2017
5.8% 5.2% Umemployment rate*
-2.8% 1.6% GDP development*

15,5% 3.7% Inflation rate**
52.3% 70.9% Internet use

Demographic trends**

2010 - 2015 -
2015 2020

-0.01% -0.16% Per year in percent

2015 2020

16.8% 18.2% Proportion under-15s
13,5% 15,5% Proportion > 65 years

!(‘;' ' a \Verein

GfK Purchasing Power® 2014

€12,967 Moscow
€5,727 Average

€2,509 Kalmyk Republic

The crisis facing consumers

2016 2018
36% 31% Crisis-prone
29% 5206 C_ons@ramed financial
situation
16% 17% Crisis-resistant

Source: *OECD:; **ILO



Russia /// The economic situation facing consumers @34 \Verein

Estimates of the current financial Job under threat The crisis facing consumers
situation facing households ] ) o ] ] ) o
Potential Own job Jobs of members H Crisis- H Constrained financial = Crisis-
®'ve no need at all to 4 endangerment of the household prone situation resistant

control my spending

2
| 7 |

u | am comfortably off and 15 25 15 4 26

can afford a few things mYes

| mostly get by

= Probably/definit [l [ 63157

m | can just about keep my ely not

head above water ﬁ E Can't say at

) , the moment
®| simply can’t make ends
meet Total RU Total RU Total RU Total RU
No data
O O
Development of the financial situation facing Development of the financial situation facing = Decline in being crisis-prone to just 31%
households in the last 12 months households in the last 12 months (2016: 36%)

- it has - it will i .
One fifth of Russians also currently expect an

4 2 5 3
mimprove appreciably mimprove appreciably improvement in their finances.

=improve somewhat = improve somewhat Continued striking differences in purchasing
. . power between the Moscow region and the
remain the same remain the same outlying Russian provinces.
mworsen somewhat mworsen somewhat . B . )
28 Population development remains in decline,
= worsen appreciably 5 = worsen appreciably P 1 but the proportion of under-15s as well as

over-65s will continue to grow until 2020.
No data Total  RU No data Total  RU g

Base : n=10,134 interviews; Russia: n= 2,041 | Figures in % 61
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Russia /// Housing situation and consumer spending patterns

Current housing situation facing the
household

H|n a privately owned detached/semi-detached house

house/terraced house

double house/terraced house

¥ |n a self-owned multiple family 19
dwelling 46 3
= |n a rented multiple family

In a self-owned flat
dwelling ﬂ r.»qa

¥ |n a rented single family house/
No data Total  RU

Consumer spending patterns
In the last 12 months | spent...

H More
The same amount
B Less %
4 4

No data

Reasons for reducing spending
B Saving
Life circumstances
Declining interest
No data Total RU

B (B

Value of individual property
(within the last 1-2 years)
Subgroup: property owners

mIncreased
48
m Stayed more or less the
same
m Decreased 25
No data )
Total RU

Trend in private consumption
2008-2016*

12,00
10,00
8,00
6,00
4,00

-2,00
-4,00
-6,00
-8,00

-10,00
2008 2009 2010 2011 2012 2013 2014 2015 2016

e T otal RU

The plan to purchase a property in the next
two years

No, none of these @ @
Detached

house/semi-detached

house/terraced house 10 N 3N
Multiple family dwelling 2 Bl 1l
Aflat 5l 8 I
Undeveloped plot of land 2 Wl 3N
Nodata 3 7
Total RU

:: Only one in two property owners continue to
report a growth in the value of their property.

Intent to buy a flat remains above average
compared to other countries, as in Poland.

The decline in private demand improved for
the first time in 2016.

Now, only one in three Russians currently
reports more spending. Noticeable decline in
inflation to almost 4% (2015: 15.5%). Imports
however, remain relatively expensive.

Base: n=10,134 interviews; Russia: n= 2,041, subgroup property owners n=7,219 interviews; Russia: n=1,866 | Figures in % | Source: *OECD
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Russia /// Trend dimensions @14 \/erein

Top 2 Box in %

; : [~ N
I o I
m Being cautious gg Shopping is fun E‘l‘ ]
oo Living and behaving i o >1
iving and behaving in an Furnishing. desi d
Reality environmentally and energy- 88 F——"u- Pleasure urnisning, design an 7y 2 00
consciousness  conscious way 88 consciousness decoration are important to me* &
My priority is that a car must be gg ] Behaving fashionably %S =
functional 54 39
My first priority when shopping gzz'. I Ipref;]er to own products nobody %(7) I
is price a7 else has 3 I—
A little more modesty would do ~ 22 ESSSSEE— = Striving for material successand 65 I—————
50 = (] : 63
us all good 28 u prosperity 87
H famil ;421 ] Wealth | would sacrifice my leisure time EZ I
] [ ]
: ave a family 7% consciousness for more money 57
67 I | watch TV mainly to get awa 57 -
Sense of ing life' it I ylog y ——————————
duty Buying life's necessities gg - from everyday life* gg
—_—
_ 62 I— Escapism/ _ _ 50—
Relax undisturbed 892) I Passivity | have faulty items repaired E% I
59 I
Look to the future 65 FE—— . ) o . . :
65 Price orientation in Russia continues to increase.
I only visit specific sites on the g% [ ] Wealth consciousness by far the highest compared to other countries.
b [ ]
internet 57 B 2018 ™ 2016 " 2014

* Original wording was modified compared to 2016 63
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Economic indicators

2015
22.1%
3.4%
-0.5%
66.3%

2017

17.2% Unemployment rate*
3.1% GDP development*
2.0% Inflation rate*

71.9% Internet use

Demographic trends**

2010 -
2015

0,03%

2015
14,9%
18.9%

2015 -
2020

-0,07% Per year in percent
2020

14.3% Proportion of under-15s
20,4% Proportion > 65 years

\Verein

GfK Purchasing Power®
2015/2016

€18,112 Pais Vasco
€14,080 Average

€10,455 Extremadura

The crisis facing consumers

2016 2018
28% 22% Crisis-prone
39% 39% C_ons@ramed financial
situation
34% 40% Crisis-resistant

Source: *OECD; **UN World Population Prospects. The 2017 Revision.



Spain //l The economic situation facing consumers

Estimates of the current financial
situation facing households

4 1

H|'ve no need at all to
control my spending

® | am comfortably off and
can afford a few things

| mostly get by

m | can just about keep my
head above water

®| simply can’t make ends
meet

No data

=]

Total ES

Assessment of job security

Potential Own job Job of
endangerme household
nt member
I
mYes
65
= Probably/definit 63
ely not
Can't say at
the moment

Total ES Total ES

\Verein

The crisis facing consumers

H Crisis- H Constrained financial = Crisis-resistant
prone situation
Total ES

Development of the financial situation facing
households in the last 12 months

- it has 4 3
mimproved appreciably
®improved somewhat

remained the same
mworsened somewhat
mworsened appreciably

No data Total ES

Base : n=10,134 interviews; Spain: n= 1,017 | Figures in %

O

Development of the financial situation facing
households in the last 12 months

- it will
5 2
Himprove appreciably
H improve somewhat
remain the same
= worsen somewhat
Hworsen appreciably

o B o

No data Total ES

O

Development continues to be very positive
compared to other countries: crisis-resistant
consumers have grown by 6 percentage
points, while the share of crisis-prone
consumers has declined by 6 percentage
points.

In addition, more Spaniards expect an
improvement in their financial situation in
2018 (plus 3 percentage points compared to
2016).

Population development will be slightly
negative until 2020 and the share of elderly
consumers will continue to grow.

65
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Spain //l Housing situation and consumer spending patterns €14 \/erein

Current housing situation facing the Value of individual property The plan to purchase a property in the next
household (within the last 1-2 years) two years
H|n a privately owned detached/semi-detached house Subgroup: property owners No, none of these 88
house/terraced house
o if-owned multiple famil Detached
In a self-owned multiple family mIncreased house/semi-detached
dwelling 46 house/terraced house 10 3N
In a self-owned flat ISS;?T)]/:d more or less the Multiple family dwelling 2 I ol
¥ |n a rented single family house/
double house/terraced house = Decreased Aflat 5 6
=1n a rented multiple family No data Undeveloped plot of land 2 Wl 1l
dwelling 22 Nodata 3 3
No data Total  ES Total  ES Total ES
Consumer spending patterns Trend in private consumption :: A fall in value is reported by less than one fifth
In the last 12 months | spent... 2008-2017* of property owners in 2018 (2016: 40%).
B More 15’88 Intent to buy a property (privately owned flat)
The same amount % 8.00 increased slightly in 2018.
L ' . .
N?)S(Siata 6.00 Private domestic demand has been
v 4,00 developing positively since 2014 following a

@
v 2,00 . >
Reasons for reducing spending 0.00 \/\/v long period of decline.
® Saving h p -2,00 The share of consumers who have reduced
ES

-4,00 their spending has fallen by about 10%, but

-6,00 saving as a reason for reduced spending
2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

Life circumstances
Declining interest remains high in comparison.

No data Total e Total ES

Base : n=10,134 interviews; Spain: n=1,017, subgroup property owners n=7,219 interviews; Spain: n=777 | Figures in % | Source: *OECD 66
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Spain //l Trend dimensions

Top 2 Box in %

o0

Reality
consciousness

My priority is that a car must be
functional

Living and behaving in an
environmentally and energy-
conscious way

A little more modesty would do
us all good

Being cautious

My first priority when shopping
is price

OOM ~NO~N NI~
NRPRN POUT 0TWN

(63 F NN [6) ()]
U1 WO

2

Sense of
duty

Have a family

Buying life’s necessities

| only visit specific sites on the
internet

Relax undisturbed

Look to the future

* Original wording was modified compared to 2016

79 I———
78 E———
76

77 I
73
7

63 I——
57 B
62

38 I—
28—

35 I——
28—

€114 Verein
[ X Furnishing, design and 46 I
m decoration are important to me* 38 I
Pleasure Shopping is fun g "
consciousness 46
Behaving fashionably 28 =
39
| prefer to own products nobody 15
else has 1.
7‘] | would sacrifice my leisure time 33 I——
ﬁ for more money ?1,% —————
Wealth Striving for material success gg =
consciousness and prosperity 35
53 I———
- I have faulty items repaired gg ]
—_—
; i ]
Escapism/ I watch TV mainly to get away D —
Passivity from everyday life 54

:: Price sensitivity and more money as a priority continue to decline.
Distinction through consumption least marked in the cross-national comparison.

B 2018 ® 2016

2014
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l 'SA Economic indicators

2015
5.3%
2.9%
0.1%
93.1%

2017
4.4%
2,3%
2.1%
94.7%

Unemployment rate*
GDP development*
Inflation rate*

Internet use

Demographic trends**

2010 -
2015

0,71%

2015

19,2%
14,6%

2015 -
2020

0,70%

2020
18,6%
16,6%

Per year in percent

Proportion of under-15s
Proportion > 65 years

Source: *OECD;

\Verein

GfK Purchasing Power® 2015

€58,868
35.179 € Average

€27,491

District of Columbia

Mississippi

The crisis facing consumers

2016
24%
43%
33%

2018
23%
33%
44%

Crisis-prone
Constrained financial
situation
Crisis-resistant

*UN World Population Prospects. The 2017 Revision.



USA /// The financial situation of consumers

Estimates of the current financial
situation facing households

4 5

H|'ve no need at all to
control my spending

® | am comfortably off and
can afford a few things

| mostly get by

m | can just about keep my
head above water

®| simply can’t make ends
meet

No data

Total US

Job under threat

Jobs of members
of the household

Potential
endangerment

Own job

15 g 15

mYes

® Probably/definit
ely not
Can't say at
the moment

Total US Total US

\Verein

The crisis facing consumers

m Crisis- m Constrained financial ™ Crisis-
prone situation resistant
Total us

Development of the financial situation facing
households in the last 12 months

-it has
4 6

ey

Total us

mimproved appreciably
®improved somewhat
remained the same
mworsened somewhat
mworsened appreciably

No data

Base: n=10,134 interviews; USA: n=985 | Figures in %

O

Development of the financial situation facing
households in the last 12 months

- it will
5 7

A

Total us

mimproved appreciably

= improved somewhat
remained the same

= worsened somewhat

®worsened appreciably

No data

The crisis-resistance of US consumers, at
44%, is behind Germany in second place
compared to other countries.

The highest positive value by far for the
financial outlook of private households —
ahead of Spain and France in second and
third place respectively.

The population will continue to grow as a
result of immigration policy. The share of
under-15s remains constant. However, the

group of over-65 year olds is also larger in the

USA (keyword: baby boomers).
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USA /// Housing situation and consumer spending patterns

Current housing situation facing the Value of individual property The plan to purchase a property in the next
household (within the last 1-2 years) two years
EIn a privately owned detached/semi-detached house Subgroup: property owners No, none of these
house/terraced house hed
3 ; ; Detache
u g:/v?elﬁﬁlf owned multiple family mIncreased house/semi-detached
e seI% owned flat 46 62 houselterraced house 10 N 17 I
- m Stayed more or less the . . .
H|n a rented single family house/ same Multiple family dwelling 2 3n
double house/terraced house m Decreased 4 Aflat 5l 4
H|n a rented multiple family 9 24 Undeveloped plot of land 2 il 30
. No data
dwelling 14 No data 3 1
" Mobile home Total  US Total  US Total DE
No data
Consumer spending patterns Trend in private consumption :: Im Eigentimermarkt USA berichten knapp
In the last 12 months | spent ... 2008-2017* zwei Drittel — &hnlich wie in GroR3britannien —
12,00 einen Wertzuwachs ihrer Immobilie.
™ More 10,00
The same amount 5 8.00 Intent to buy a house is growing and, at 17%,
M | ess % 600 is the highest compared to other countries,
No data 4:00 ahead of the UK and Poland.
A 4 A 4 2.00 . . . e
Reasons for reducing spendin ' e — After the_ crash foIIowm_g the f|_nanC|aI crisis in
gsp 9 _g'gg \/ 2008, private demand is growing at a constant
B Saving b i 4’00 above-average level in the cross-national
Life circumstances 600 comparison.
Declining interest 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 Saving as a reason to spend less currently
No data Total us am— Total us plays a rather minor role in the USA

compared to other countries.
Base: n=10,134 interviews; USA: n=985, subgroup property owners n=7,219 interviews; USA: n=721 | Figures in % | Source: *OECD 70
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USA //l Trend dimensions

Top 2 Box in %

o0

Reality
consciousness

A little more modesty would do
us all good

Being cautious

Living and behaving in an
environmentally and energy-
conscious way

My priority is that a car must be
functional

My first priority when shopping
is price

[e]
= O

8

76
78 I

70 ——
70 EEE

68 I——
72

58
60 I

2

Sense of
duty

Have a family
Buying life’s necessities

Relax undisturbed

| only visit specific sites on the
internet

Look to the future

* Original wording was modified compared to 2016

60 [I—
59

57 I
60 I

51 I
48 [

49
51 [

46 I
46 [T

€314 \Verein
P sh ¢ 54
opping is fun I
m Pring 50 M
Pleasure Furnishing, design and 52
consciousness  decoration are importantto me* 54 F ]
Behaving fashionabl 23 .
g Y 23 [
| prefer to own products nobody 22
else has 19 [

'7(| I would sacrifice my leisure time 45 [N
ﬁ for more money 43 [
Wealth Striving for material success 31
consciousness and prosperity 30
- | watch TV mainly to get away 57 I

from everyday life 56

—
Escapism/ . . 43 I
Passivity | have faulty items repaired 7000
= Price sensitivity, as in the UK, is high,
but fashion consciousness is the lowest.
B 2018 ™ 2016
71
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USA /// Excursion: ethnic groups

Estimates of the current financial
situation facing households

5 6 5

Current housing situation facing the
household

H |n a privately owned detached/semi-detached house
house/terraced house

¥ n a self-owned multiple family
dwelling 50
In a privately owned flat 75
¥ |n a rented single family house A
double house/terraced house 10
o
%)

H|'ve no need at all to
control my spending

® | am comfortably off and
can afford a few things

I mostly get by

56

®| can just about keep m . .
head Jabove water pmy ¥ |n a rented multiple family 18
oy can cweling 16
®| simply can’t make ends i 2L )
) - L B Mobile home ) = v
meet Caucasians African  Hispanics Caucasians  Afro- Hispanics
No data Americans No data american

Consumers with African American roots are much
more constrained and crisis-prone in their financial
budget. Hispanic Americans also pay slightly more

Trend dimensions (Top 2 Box in %)
m Caucasians African Americarm Hispanics

Shopping is fun gg . attention to price when shopping.
69 Both African and Hispanic Americans own less
o tashionab %0 [ | property than Caucasians and more often rent an
Behaving fashionably 1 apartment.
37 — P
= However, having fun when shopping and being
I prefer to own products %Z different through consumption are significantly more
nobody else has 3/ I important for African and Hispanic Americans.
Hispanics also attach more importance to fashion.
My first priority when 57 I—— . . . .
shopping is price g% EE—— Americans with Hispanic roots also account for the

Base : n=10,134 interviews; USA: n=985 | Figures in %

\Verein

H Constrained financial
situation

The crisis facing consumers

m Crisis-prone Crisis-resistant

African
Americans

Caucasians Hispanics

fastest-growing ethnic group in the next few years.
The proportion of Caucasian Americans will, by
contrast, decline and the number of African
Americans will remain constant (cf. Berlin-Institut
2016).
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Excursion: vegetarian diet



Vegetarian diet ///

A vegetarian diet may be considered from the
point of view health as well as with respect to the
conditions of factory farming. For example, the German
(DKFZ)
recommends a low-meat diet to prevent cancer as well

Cancer Research  Centre explicitly
as to support the treatment of tumour diseases (cf.
DKFZ 2003). Public awareness of animal farming
conditions has grown in recent years because of the
book 'Eating Animals' by Jonathan Safran Foer. The
book 'Eating Fairly. A Personal Journey' by Karen Duve
goes in a similar direction. The publicity drawn to the
topic by many musicians and actors such as Pink, Paul
McCartney, Shania Twain, Demi Moore and others has

raised awareness of vegetarianism.

For example, the group of moderate vegetarians
has grown significantly between 2011 and 2018,
especially in Germany, France, Italy and Spain. More
ovo-lacto vegetarians and vegans can be found in the
USA and the UK at a much lower level. Here, ovo-lacto
vegetarians tend to be female and under the age of 40,
while vegans tend to be younger and male in all

countries.

To distinguish between these different vegetarian
groups, the frequency of consumption was surveyed for
the following foods (from 'daily’ to 'several times a
week', 'once a week', 'several times a month’, 'once a
month’, 'more rarely' and 'almost never/never’):

* Meat (pork, beef, veal, lamb, game, poultry),
* sausage and ham,

» Fish and seafood (e.g. shrimps, prawns, calamari,
mussels, oysters) and

« Milk, quark, yoghurt, cheese and eggs.

Source: https://www.krebsinformationsdienst.de/vorbeugung/risiken/ernaehrung-praevention-index.php

:: Definition:

Moderate vegetarians say that
they eat one of these three foods

4 \Verein

no more than once a week: meat or

sausage/ham or fish/seafood. The
other two foods of these three
groups are eaten less than once a
week.

Ovo-lacto vegetarians avoid meat

and meat products but eat dairy
products and eggs.

Veganer geben an, generell keine
Lebensmittel tierischen Ursprungs
Zu essen.
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General overview /// Vegetarians 2018

Non-vegetarians, vegetarians and vegans in %

NI L~
%) e N =2 i
Non-vegetarians 90 92 93 94 91
Moderate vegetarians | 8.9 | A BMss s Bl s
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General overview /// Vegetarians Europe in time comparison by country

Non-vegetarians, vegetarians and vegans in %

Non-vegetarians
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Vegans
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General overview /// Vegetarians of Europe over time by age group

Non-vegetarians, vegetarians and vegans in %
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Germany /// Vegetarians of Europe over time by age group

Non-vegetarians, vegetarians and vegans in %

Non-vegetarians
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Ovo-lacto vegetarians

Vegans
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Socio-demographic characteristics



Socio-demographic characteristics

Gender (Figures in %)

x ‘ Coﬁ:]'tﬁes DE FR GB T PL RU ES us
Male 47.8 48.9 47.8 48.9 48.2 47.9 453 49.1 48.2
Female 52.2 51.1 52.2 51.1 51.8 52.1 54,7 50,9 51.8
Age groups (figures in %)

m Coﬁ:]'tﬁes DE FR GB T PL RU ES us
Aged 14 - 19 8.4 6.9 9.0 6.8 6.2 5.9 4.5 5.5 12.0
Aged 20 - 29 14.8 13.7 12.8 15.8 9.9 155 16.4 12.4 15.7
Aged 30 - 39 16.4 13.8 17.8 16.8 16.2 19.4 19.8 17.8 14.8
Aged 40 - 49 15.9 16.8 15.6 15.6 19.7 15.9 16.4 19.2 14.2
Aged 50 - 59 17 18.0 17.0 21.0 17.1 15.6 17.0 165 16.0
Aged 60 - 69 15.4 12.9 14.9 13.9 137 15.4 19.9 12.4 15.2
Aged 70+ 12.2 17.8 13.0 10.1 17.2 12.3 6.0 16.2 12.1

Source: GfK Consumption Trend Sensor 2018, GfK Verein

\Verein
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Socio-demographic characteristics

Occupations (figures in %)

°

\!-.-/ Coﬁ:]'tﬁes DE FR GB T PL RU ES us
In work 54.9 53.4 46.2 59.7 50.6 53.2 60.8 37.8 57.0
Not in work 7.2 5.6 7.2 7.7 7.4 10.2 3.9 17.0 7.1
Retired 22.3 26.9 27.9 18.2 23.2 26.5 24.3 25.2 18.8
School pupils/students 8.7 11.2 11.0 55 7.5 7.3 5.8 8.7 9.9
gsouse""i"eS’ househusban 6.5 2.9 7.7 8.1 11.2 2.8 5.0 11.4 6.4

Education (figures in %)

E Coﬁ:]'tﬁes DE FR GB IT PL RU ES us
Low 21.9 32.8 16.2 53.1 38.3 43,9 8.8 9.8 15.6
Middle 46.5 39.4 51.5 31.5 48.7 38.5 55.3 67.1 44.0
Higher 31.1 24.2 32.3 15.4 13.0 17.6 35.3 23.0 40.5

Source: GfK Consumption Trend Sensor 2018, GfK Verein

\Verein
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Socio-demographic characteristics

Household size (figures in %)

All

!z‘ 8 countries DE FR GB IT PL RU ES us
1 person 16.0 23.1 18.0 20,2 15.6 9.2 15.2 11.3 14.8
2 persons 32.6 38.3 34,6 30.8 23.8 22.9 31,1 30,1 34.8
3 persons 22.1 17.4 19.1 18.9 251 234 28.1 25.3 20.7
4 persons 17.7 16.2 16.7 18.9 27,9 20,5 16,9 22.7 15.3
5 or more persons 11.7 5.0 11.6 11.2 7.6 24.0 8.8 10.6 14.3

Source: GfK Consumption Trend Sensor 2018, GfK Verein
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Socio-demographic characteristics

Children under 16 in survey households (figures in %)

2T

All 8

countries DE FR GB IT PL RU ES us
1 child 14.9 124 16.0 12.0 16.1 20.5 22.3 16.0 11.7
2 children 9.1 8.6 11.9 11.2 9.4 14.7 10.4 8.9 7.2
3 children 2.9 1.4 54 4.5 1.9 3.6 1.2 25 35
4 or more children 0.7 0.1 1.8 1.7 0.4 0.3 0.3 0.5 0.7
No children 72.2 77.4 64.9 70.7 72.2 60.9 65.7 72.2 76.8

Source: GfK Consumption Trend Sensor 2018, GfK Verein
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Socio-demographic characteristics

Children aged 16-19 in survey households (figures in %)

’ " Coﬁr']'tﬁes DE FR GB T PL RU ES us
1 child 10.1 8.8 12.9 10.8 10.0 11.3 11.2 11.2 9.0
2 children 1.7 15 2.2 2.1 2.2 3.6 13 15 1.4
3 children 0.2 0.1 0.3 0.8 0.2 1.7 0.2 - -
4 or more children 0.1 - 0.1 0.4 - - 0.1 - -
No children 88.0 89.7 84.5 86.0 87.6 83.4 87.2 87.3 89.6

Source: GfK Consumption Trend Sensor 2018, GfK Verein
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Socio-demographic characteristics

Status (figures in %)

°2 All 8
M _ DE FR GB IT PL RU ES us
countries

Unmarried, no partner 22.9 23.9 22.4 26.6 27.8 21.7 15.8 19.7 24.7
Unmarried, with partner 11.4 9.9 20.3 16.5 7.7 4.8 6.9 12.7 12.4
Married 50.7 47.0 37.6 41.8 50.7 61.3 58.4 50.9 51.4
Widowed/divorced/separat 11.8 14.7 16.3 12.6 11,6 10.3 16.2 14.1 7.9
ed, no partner
Widowed/divorced/separat 25 4.6 3.3 2.0 1.1 15 1.4 2.0 2.9

ed, with partner

Source: GfK Consumption Trend Sensor 2018, GfK Verein
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Socio-demographic characteristics

Monthly equivalent income per household member according to OECD guidelines(figures in %)

‘ol

All 8

countries DE FR GB IT PL RU ES us

under 250 euros 141 - 0.4 11 0.1 4.9 69.0 1.8 4.5
250 euros - 499 euros 5.6 0.7 2.2 1.7 34 43,1 8.8 8.0 25
500 euros - 749 euros 6.4 2.6 6.9 6.5 94 39.0 29 16.1 3.0
750 Euro — 999 Euro 5.6 51 12,2 3.8 12.4 7.6 - 16.6 4.2
1,000 Euro — 1,499 Euro 11.2 20.9 24.2 15.0 25,7 4.7 0.1 18.7 7.0
1,500 Euro — 1,999 Euro 9.1 20,5 17,1 9.3 14.9 0.0 - 5.0 8.9
2,000 Euro — 2,499 Euro 6.3 11,4 7.9 8.5 4.6 0.0 - 1.2 8.8
2,500 Euro — 2,999 Euro 5.4 6.5 5.4 4.6 25 - - 0.2 9.6
3,000 Euro — 3,499 Euro 4.2 2.2 21 4.6 1.2 - - - 8.7
3,500 Euro — 3,999 Euro 35 1.0 1.7 1.2 0.4 - - 0.2 8.0
4,000 euros - 4,999 euros 4.4 1.5 2.0 3.1 0.6 - - 0.2 9.8
5,000 Euro and more 8.8 0.3 0.4 0.4 - - - - 22.4
154 27.3 17.7 40.2 24.9 0.8 19.1 32.0 2.6

No data

Source: GfK Consumption Trend Sensor 2018, GfK Verein
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Biographical lifeworlds (figures in %)

All 8

. DE FR GB IT PL RU ES us
countries

Young persons 6.4 6.3 7.9 4.3 5.1 4.9 34 4.7 8.7
Students 2,8 5.3 3.1 2.0 2,8 2.6 2.6 4.2 2.2
Top-ranking young 10.6 8.1 12,2 13.0 7.0 6.1 5.1 4.6 15.2
persons
Top-ranking mid-lifers 14 12.1 11.8 12.9 11.0 4.9 5.2 4.6 221
Top-ranking housewives 5.2 7.1 5.4 6.5 6.3 1.4 11 4.3 6.5
Mid-ranking young 6.1 5.4 5.3 5.1 4.6 8.7 7.0 7.2 6.0
persons
Mid-ranking mid-lifers 6.6 9.9 7.0 8.4 9.5 7.8 6.3 9.3 4.2
Mid-ranking housewives 6.4 6.7 6.9 7.0 6.7 4.5 5.9 8.9 6.1

Source: GfK Consumption Trend Sensor 2018, GfK Verein
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Biographical lifeworlds (figures in %)

All 8

. DE FR GB IT PL RU ES us
countries

Low-income men 8.6 4.5 5.8 8.0 10.0 16.7 204 10.3 3.7
Low-income women 7.9 5.6 7.4 9.6 6.7 12.3 175 9.2 3.6
Middle-class elderly men 5.2 7.3 6.2 35 4.1 3.6 3.1 7.5 5.9
Working-class elderly men 51 5.2 4.5 3.4 6.5 4.5 4.0 55 5.9
Middle-class elderly women 3.7 3.7 4.0 4.7 5.0 5.7 4.1 6.3 2.4
Working-class elderly 4.2 3.4 2.7 3.3 6.5 10.4 5.9 6.5 2.5
women
Older people living alone 7.1 9.6 9.5 8,2 8.4 5.8 8.5 7.0 5.0

Source: GfK Consumption Trend Sensor 2018, GfK Verein
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Methodology and Sources



Investigation methods

The 2018 Consumer Trend Sensor was
conducted by GfK Consumer Insights on behalf of
GfK Verein in the winter of 2017/2018.

The following countries were included in this
survey: Germany (n=2,000 interviews), France,
Spain, ltaly and UK (each n=1,000
interviews), Russia (n=2,000 interviews) and the
USA (n=1,000 interviews).

Poland,

The field work, data preparation and data
analysis were carried out by the institutions of the
GfK network in the countries concerned.

The interviews were carried out in the form
of computer-assisted personal interviews (CAPI).
The GfK Knowledge Panel was used in the USA.

The respondents were selected using a quota

procedure that required the following
characteristics, each based on the current official

statistical data in each of the countries:

* Region

* Household size
*  Gender

*+ Age

¢ Profession

The data were weighted separately for each
country according to the target specifications of
these quota characteristics, so that there is a

representative sample of persons for each
population aged 14, 15 and 16 in private
households.

Definition: education, monthly net income and
crisis-facing consumers

For the first two characteristics, three groups
were formed per country taking into account the
different levels of education and income in the
respective countries, thereby making the results
comparable in the European context.

A low level of formal education corresponds

4 \Verein

approximately to a German Hauptschulabschluss.
The medium level is about the level of Year 10 in
Germany, and a high level of education requires a
subject-specific or general degree certificate from a
university at least.

Consumers are only classified as crisis-
resistant if they indicate that they are at least
coping well and no-one in their household is
currently at risk of unemployment. Crisis-prone
consumers, on the other hand, are those who are
only just about coping and those who do not have
enough money or who are at risk of the loss of a job
in the household. Those who indicate that they are
mainly described as
consumers in a constrained financial situation.

generally coping are
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