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Coverage

Kapsam

“Latest Trends in Private Labels - 2008
report is based on the data of household
consumption panel run by Ipsos KMG.

Household panel;
» Covers 6,100 households in 34 cities.
> 6,100 households record  their

purchasing on a diary which is
collected and processed weekly after
necessary checks

»  Processed data is delivered to clients as
monthly consumption reports.

» Information on media is based on
media consumption data of the same
households.

Consumer research,

»  Research is carried out in the top three
cities (fstanbul, Ankara, fzmir), where
upper trade is most concentrated,
through face-to-face Interview among
randomly selected sample. 703 primary
shoppers in the households are
interviewed

“Market Markalarinda Son Trendler - 2008”
raporu egilimleri Ipsos KMG Tuketici Paneli
verileri ve tlketici ile yapilan gOrlsme
verilerine dayanmaktadir.

Hane TUketim Paneli;
» 34 ilde 6,100 haneyi kapsamaktadir.

» 6,100 hane alisverislerini alisveris
glnliglne kaydetmekte, bu gUnllUkler
gerekli  kontrollerden sonra haftalik
olarak toplanarak iglenmektedir.

> Islenen veriler aylik tiiketim raporlarina

dondstlrilerek muUsterilere
sunulmaktadir.
» Medya  konusunda  bilgiler, aym

hanelerdeki bireylerin medya tUketimi
verilerinden olusmaktadir.

TUketici galismast

»  Calisma organize ticaretin en fazla
yogunlastigi 3 bliylik ilde (Istanbul,
Ankara, Izmir), 703 tiiketici ile ylizylize
gOrtsme yOntemi kullanilarak
gergeklestirilmistir. Hanede asil
aligverigi yapan kigi ile gOrisUlmUstUr.




Istanbul

Coverage — Consumer Research
Kapsam — Tuketici Arastirmasi

Ankara

The survey that explores consumer attitudes
and behaviour towards private label is
conducted in November 2008.

Research is carried out in the top three cities
(Istanbul, Ankara, Izmir), where upper trade
is most concentrated through face to face
interview. 703 primary shoppers in the
households are interviewed.

Study covered households from A, B, Cl and
C2 Socio Economic Status groups who are
not only the primary customers of the upper
trade but also are the main providers of
consumption.

Main questions placed in the survey were
related with the consumers’ level of
awareness of private label,current and future
intentions regarding  private label
purchasing, buying decisions based on the
comparisons between private label and
manufacturer brands.

Attitude towards private label was explored
in product category detail as well as in
overall.

Ozel Markalara ybnelik tiiketici tutum ve
davranmiglarini  arastiran Galisma  Kasim

2008 de gergeklestirildi.

Arastirma, blyuk perakendeciligin
yogunlastigi (¢ blylk sehirde (Istanbul,
Ankara, Izmir) ylizylize anket yOntemiyle
yaratildd. Hanede asil aligverisi yapan 703
kisi ile gOrasalda.

Calisma blylik perakendeciligin asil mlsteri
kitlesini olusturmanin yanisira tUketimin de
blylk kismint gergeklestiren A, B, C1 ve C2
grubu haneleri kapsad.

Calismada  yer alan  baslica  sorular
tUketicilerin market markalarindan haberdar
olma dlzeyi, bugln ve gelecekte market
markast satin alma egilimleri, market
markalart ile Uretici markalarini
karsilastirmali  olarak nasil aldiklar: ile
ilgiliydi.

Market markalarina karst tutum genel oldugu
kadar Grln kategorilerine g0Ore de incelendi.
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Private Label sales in US are growing at a faster pace than that of branded
products
Amerika’da market markalari tiretici markalarindan daha hizl buyuyorlar

In major European markets private label maintained
its high market share levels, reaching 40% or more in
the United Kingdom, Germany, Belgium and
Switzerland—and over 30% in France, Spain and
Portugal. Moreover market shares in Central and
Eastern Europe are climbing at an even faster rate.

Private-label dollar sales grew $7.4 billion to $80.3
billion in food, drug and mass. Between 1997 and
2005, private sales are up 64% versus 30% for major
label competitors.

Private label products are growing faster in
convenience stores compared to other stores. Sales
of private label products rose over the last year nearly
20 percent to $826 million in convenience stores,
compared to a 15 percent increase in drug stores and
just under 10 percent in supermarkets. Overall,
private label share is significantly lower in
convenience stores — only 1.5 percent — compared to
a 13 percent share of drug stores’ dollar sales and a
nearly 20 percent share of  supermarkets’ dollar
sales.

Market markalari Avrupa’nin dnde gelen Ulkelerinde
yiksek pazar paylarini koruyarak ingiltere, Aimanya,
Belgika ve isvigre’de %40 ve lizerine ¢ikti; Fransa,
ispanya ve Portekiz'de ise yiizde 30’larin (izerinde
bir performansi yakaladi. Orta ve Dogu Avrupa
ulkelerinde ise daha da hizl bir artis gosterdi.

Amerika’da market markali Urun satislar gecen yil
7.4 milyar dolar artarak 80.3 milyar dolara ulagti.
1997 ve 2005 yillan arasinda ana dUretici
markalarinin  satislari %30 artarken, market
markalarinin satiglari yuzde 64 artti.

Market markali Urlnler diger magaza formatlarina
gore convenience magazalarinda ¢ok daha hizl
bayuyorlar. Gegen yila goére satislar yluzde 20'ye
yakin buyuyerek 826 milyon dolara ulagirken,
buyume supermarketlerde sadece yuzde 10’da
kaldi. Ancak, convenience magazalarinda market
markalarinin payl hala sadece yuzde 1.5 gibi
oldukgca dusuk bir seviyede; bu oran supermarketler
icin yuzde 20’ye yakin seviyelerde.




Turkey: Private label continues to grow with 43.5%
Turkiye: Market Markalan %43.5’la buyumeyi surduriiyor

Private label share within total FMCG shows a growing
trend in the last five years in Turkey. It reaches to 6% in
September 07 - August 2008 period with 30 percent
growth.

With 6.1% share, private label food products are the
category that has the highest share in its own segment;
it is also the most growing private label category vs.
last year.

Private label purchases from discounters, which are
the top channel for private label purchases, have been
increasing at a similar rate like 2007.Hypermarkets,
chain & supermarkets, after a decline in 2007, have
recovered to their 2006 growth performance.

Growth in the private label purchases of AB and DE
SES in September 07-August 08 is significant, whereas
the shares of middle SES groups show a similar
growing rate like 2007.

Compared with last year, price gap between private
labels and manufacturer brands decline in many
products. The private label products with the highest
price advantage are coffee and shampoo.

Turkiye’de market markalarinin FMCG’deki payl son 5
yildir artan bir trend gosteriyor. Eylul 07 — Agustos 08
doneminde  bu pay gecen yila gore yuzde 30 artarak
yuzde 6’ya ulasti.

Bu donem igerisinde kendi kategorisindeki toplam
harcamalardan en yuksek payi alan market markali urin
kategorisi %6.1 ile gida Urunleri. Gegen yila gore en fazla
bayuyen market markali drin kategorisi de gida urunleri.

Market markali Uriinler igin birincil alim kanali olan indirim
marketlerinden market markali Urin alimlari gegen yila
benzer bir oranda artmaya devam ediyor. 2007 yilini
market markalari alimlari agisindan daralarak geciren
hipermarket, zincir ve supermarketler ise 2008 yilinda
2006’daki artis performansina donuyorlar.

Eylul 07-Agustos 08 doéneminde AB ve DE SES
gruplarinin market markali Urin alimlarindaki artiglar
dikkat ¢ekici iken, orta SES gruplarinin payi bir dnceki yila
benzer sekilde buyumeye devam ediyor.

Son 2 yil fiyat karsilastirmasinda bir¢ok trlinde Uretici
markasi ve market markal Urlnlerin fiyat makasi
daraliyor. Market markal Urlnler agisindan fiyat
avantajinin en fazla oldugu Urunler ise kahve ve sampuan.
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Price and product quality are the most decisive factors in PL
purchases
Fiyat ve Urun kalitesi market markali Griin alimi kararinda en onemli faktorler

Almost all shoppers became aware of private label
products while shopping in the store. Inserts seen at
the stores have played even more important role in
awareness of private labels vs. last year.

Consumers, who have purchased private label
products, satisfied and kept on purchasing in 2008 are
significantly more than 2007. Alimost 87 percent of the
consumers have continued using private label
products.

The most important reason of quitting private labels is
that consumers were not satisfied with the product
quality. Besides, “not being satisfied with the product
performance” has also increased its importance
significantly.

When the results of 2008 are compared with 2007,
increasing importance of price and quality is
observed. On the other hand, priority of “product
expiration date” is declining at a significant rate.

2008 yilinda da tuketicilerin buyuk bir gogunlugu
market markali urunlerden aligveris sirasinda
haberdar oluyor. Magaza foyleri de tlketicilerin bu
artnleri farketmesinde gecgen yila gére daha énemili
bir rol oynuyor.

Market markali arun alip deneyen ve almaya devam
edenlerin orani 2007’ye gore onemli 6lgude artiyor.
Tuketicilerin yaklagik yuzde 87’si market markall
uran kullanimlarini devam ettirmisler.

Market markali Grin satin almayi birakmada en
onemli neden tuketicilerin bu Urunlerin kalitesinden
memnun kalmamalari. Ayrica, gegen yila gore “Grun
performansindan memnun kalmama” nin da énemi
artmakta.

2007 yih verileri ile karsilastirdigimizda fiyat ve
kalitenin 6nceliginin arttig1 gorultyor. Diger taraftan,
“aranun son kullanma tarihi” dnemini ¢ok buyuk
Olcude kaybediyor.
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Geligimi

Development of Private Label in Europe: Market Share Progress
Avrupa Ulkelerinde Market Markalarinin Gelisimi: Pazar Pay:i

_» Private Label Share by Volume (2008 vs.2007)
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Development of Private Label in Europe: Countries with most development
Avrupa Ulkelerinde Market Markalarinin Gelisimi: En Fazla Gelisen Ulkeler

In major European markets private label maintained its
high market share levels, reaching 40% or more in the
United Kingdom, Germany, Belgium and Switzerland—
and over 30% in France, Spain and Portugal. Moreover
market shares in Central and Eastern Europe are
climbing at an even faster rate.

The growth of private label is especially impressive
when seen from a longer perspective. Compared to
five years ago, private label volume had a share of
30% or more in only four countries.

Private label has established dominant market share
positions in several categories. Retailer brands now
account for more than half of the paper products sold
in seven countries, the majority of frozen food volume
in six countries, and more than half the pet food and
care items sold in five countries.

Market markalari Avrupa’nin dnde gelen Ulkelerinde
yiiksek pazar paylarini koruyarak ingiltere, Aimanya,
Belgika ve isvigre’de %40 ve (izerine cikti; Fransa,
ispanya ve Portekiz'de ise yiizde 30’larin tizerinde bir
performansi yakaladi. Orta ve Dogu Avrupa
ulkelerinde ise daha da hizl bir artis gosterdi.

Market markalarindaki bu buylime uzun donemli
olarak bakildiginda daha da etkileyici. 5 yil once
sadece dort ulkede market markali Grunlerin payi %30
veya uzerinde idi.

Market markalari bircok kategoride belirgin pazar
paylarina ulastilar. Avrupa’nin 7 Ulkesinde toplam
kagit urdnleri satisinin yuzde 50’si, 6 ulkesinde
dondurulmus gida Urunua satiglarinin gogunlugu ve 5
ulkesinde kedi-kdpek mamalari ve bakim urtnleri
satislarinin yarisindan fazlasi market markali
urunlerle yapiimakta.




Development of Private Label in Europe: Countries with most development
Avrupa Ulkelerinde Market Markalarinin Gelisimi: En Fazla Gelisen Ulkeler

European private label food and beverage brands are
likely to increase their penetration in most markets over
the next five years, says a new report, but lessons
could be learned from the UK, where the potential has
been most extensively exploited in recent years (40.2
per cent market penetration and a value of £52bn at
retail are forecast by 2011 for UK)

However, Datamonitor also says that the UK retail
sector has rather unique structuring that has helped to
foster private label. There, the top five supermarkets
dominate the grocery market more than anywhere else
in Europe; and retailers have been quick to respond to
consumer demand.

Italy comes at the bottom of the European private label
stack, with just 13.5 per cent last year - and the market
researcher does not expect this to increase at all to

2011.

Datamonitor tarafindan yapilan bir calismaya goére;
onumuzdeki 5 yilda Avrupa’nin bir¢cok ulkesinde market
markali gida ve igcecek urUnlerinin penetrasyonlarini
artirmasi bekleniyor; ancak oOzellikle son vyillarda
potansiyelini iyi degerlendiren ingiltere’den bu konuda
ders alinmasi gerektigi de vurgulaniyor (2011°de
ingiltere’de market markalarinin  penetrasyonunun
yuzde 40.2'ye, cirosunun ise 52 milyar pounda
ulasacagi tahmin ediliyor)

Ancak, ingiltere’'nin market markalarinin yiikseligini
destekleyen bir perakende vyapisi oldugu da
vurgulaniyor. Nitekim top 5 zincir Avrupa’nin diger tUm
Ulkelerine kiyasla ingiltere’de pazari daha agirlikh
olarak temsil ediyorlar ve tuketici taleplerine de ¢ok
kisa zamanda karsilik verebiliyorlar.

italya, gegen yil ylizde 13.5’luk bir payla Avrupa market
markali drunler pazarinin en altinda yer aliyor ve
2011’e kadar da artmasi beklenmiyor.
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Development of Private Label in US
ABD’de Market Markalarinin Geligimi

Private-label dollar sales grew $7.4 billion to $80.3
billion in food, drug and mass. While recent private-
label dollar growth has been driven more by pricing
than by unit volume, that trend started to change over
the summer. Unit sales grew 3% in food, drug, and
mass.

Private label sales are growing at a faster pace than
that of branded products: Between 1997 and 2005,
store brand sales are up 64% versus 30% for major
label competitors. Shoppers who buy private labels
also visit the stores more often and spend more money
when they do. Grocery chains are seeing the majority
of this action, ringing up 20% of private label sales,
with supercenters like Wal-Mart close behind at 17%.

Private label sales, experiencing their strongest growth
in the past five years, show no signs of slowing down:
Datamonitor expects spending on private labels to rise
to $131 billion by 2010.

Amerika’da market markali Urin satislar gecen vyil
7.4 milyar dolar artarak 80.3 milyar dolara ulasti.
Yakin gegmiste market markali drlnlerdeki ciro
artigslari  miktar artisindan ziyade fiyatlamadan
kaynaklanirken, son donemde yuzde 3 miktar artisi
gOsterdi.

Amerika’da market markalar1 uretici markalarindan
daha hizli buyumekte. 1997 ve 2005 yillari arasinda
ana Uretici markalarinin satislari %30 artarken,
market markalarinin satislari yuzde 64 artti. Market
markali UrUn alanlar, ayni zamanda, daha sik
alisveris ediyorlar ve aligverislerinde daha fazla para
harciyorlar. Market markali Gran satislarinin %20’sini
olusturan stpermarket zincirleri bu artistan en fazla
fayda saglayanlar.

Son 5 yildir en iyi blyUmesini sergileyen market
markali Urun satiglarinda gelecek ic¢in de higbir
yavaslama belirtisi yok. Tahminler 2010 yili itibari ile
131 milyar dolari bulacagi yonunde.




Development of Private Label in US
ABD’de Market Markalarinin Geligimi

Private label products are growing faster in convenience
stores compared to other stores and represent a
tremendous growth opportunity for the convenience
channel. Sales of private label products rose over the
last year nearly 20 percent to $826 million in
convenience stores, compared to a 15 percent increase
in drug stores and just under 10 percent in
supermarkets. Overall, private label share is
significantly lower in convenience stores — only 1.5
percent — compared to a 13 percent share of drug
stores’ dollar sales and a nearly 20 percent share of
supermarkets’ dollar sales.

The analysis shows that six out of the top-selling
product categories in convenience stores, such as
carbonated beverages, snacks and candy, are
significantly  underdeveloped in private label,
representing opportunities for convenience store
retailers.

Market markali Urlnler diger magaza formatlarina
gore convenience magazalarinda ¢ok daha hizli
bayuyorlar ve bu agidan hala blyuk bir firsat da
tasiyorlar. Gegen yila gore satiglar ylzde 20'ye
yakin buyuyerek 826 milyon dolara ulasirken,
buyume supermarketlerde sadece yuzde 10'da
kaldi. Ancak, convenience magazalarinda market
markalarinin payl hala sadece yuzde 1.5 gibi
oldukca dusguk bir seviyede; bu oran supermarketler
icin yuzde 20’ye yakin seviyelerde.

Convenience magazalarinda en fazla satilan Grin
gruplarinin 6’s1 (gazh icecekler, snackler ve sekerler
gibi) market markali UrUnler agisindan oldukca az
gelismis ve firsat iceriyor durumda.




Development of Private Label in US
ABD’de Market Markalarinin Geligimi

° Indeed, carbonated soft drinks, milk, bottled water and . Nitekim, gazl icecekler, sit, sise su ve meyve
fruit beverages are considered prime categories for suyu market markal Griin agisindan gelismeye en
private label. acik kategoriler arasinda kabul ediliyor.

®* CSD: Branded products dominate but the vast . Gazlh  icecekler: Markali  Urlnler pazari
size of the carbonated soft drink category has belirlemekle birlikte Ozellikle fiyata duyarl

created an opportunity for private label brands,
which are typically purchased by value-conscious
consumers. For the most part, the branded
company leaders have done an effective job at
blunting further inroads of private label through
strong marketing of their products, gaining
widespread distribution, and pricing their products
so that they can be afforded by a mass market.
Historically, private label has always played a role
in the industry but its share of the market has
been stagnant over the last decade. Since 1993,
private label has ranged from a 4.8% share on the
low side to 7.4% on the high side. In 1997, private
label accounted for 5.0% of CSD volume. A
decade later, it accounted for 6.6%.

tiketiciler icin bu kategoride firsatlar yaratildi.
Cogu zaman Uretici marka sahipleri guglu
pazarlama stratejileri, genig olgekli penetrasyon ve
iyi fiyatlarla genis tuketici kitlelerine ulagmayi
becerdiler. Gegmiste de market markal Grlnler bu
kategoride bir rol oynamakla birlikte son 10 yildir
duragan bir durumda.1993’ten bu yana pazar payi
minimum yuzde 4.8 ile maksimum yluzde 7.4
arasinda hareket eden markali markall gazl
iceceklerin payl miktar bazinda 1997°de yuzde S'e
ulasti. 10 yil sonra 2007°’de market markali gazl
icecekler toplam kategorinin %6.6’s1nI
olusturmakta.




Development of Private Label in US
ABD’de Market Markalarinin Geligimi

Milk: The milk category has the most developed
private label business and the largest. In 2007,
private label account for more than 62% of U.S. fluid
milk sales. Milk is the only category with more than
half of its sales in private label. The greatest amount
of private label milk sales are in no-/low-fat milk and
whole milk. A small amount of private label sales are
in flavored milks and milkshakes.

Water: While consumers may not be as brand loyal
with bottled water as they are with some other
categories, there are a wide number of branded
waters that are experiencing solid success in the
market. The success of brands varies by water type.
Waters that often serve as substitutes for tap water,
such as so-called retail bulk water in large packages,
tend to have the greatest amount of private label. In
2007, 42.5% of retail bulk water sales in
supermarkets were private label.

FJ: Private label is also solidly represented in fruit
beverages within the United States. The category is
more fragmented than other established categories -
thus providing an opportunity for private label
because consumers may be less brand-loyal. In
2007, 14.4% of shelf-stable fruit beverage sales in
supermarkets were accounted for by private label.

Suat: En buylk ve en fazla gelisen market markali Grin
pazari. 2007°de Amerika’daki sut satislarinin %62’si
market markalari ile yapilmis. Sut, kategori satiglarinin
yarisindan fazlasinin market markali Granler tarafindan
yapildigi tek kategori. Aromali sut ve milkshake Urunleri
bu kategori icinde market markasi acgisindan en az
gelisenler.

Su: Her ne kadar tuketicilerin sise su kategorisinde
uretici marka sadakatleri diger kategorilere gore dusuk
olsa da oldukg¢a fazla sayida markali Grin kalici bir
basariyl yakalamis durumda. Su kategorisinde market
markasi ise daha ziyade musluk suyu yerine kullanilan
bayuk boy ambalajli / damacana sularda gelisiyor.
2007°’de supermarketlerde satilan damacana suyu
satislarinin %42.5’ini market markali sular olusturdu.

Meyve suyu: Market markali tGrtnlerde bir diger basarili
kategori de meyve suyu. Cok sayida cesidi icerdigi ve
bu sebeple tuketici sadakati agisindan daha zayif bir
noktada oldugu icin meyve suyu market markalari
acisindan diger bircok iyi gelismis kategoriden daha
fazla firsat tasiyor. 2007°de sUpermarketlerde satilan
uzun omurli meyve suyu satiglarinin %14.4’4nu market
markalari olusturdu.
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Growth of consumer spending to private label by categories —YTL based
Kategorilere gore market markalarina yapilan tiiketici harcamalarinin
buyumesi-YTL bazl

Products Categories / Uriin Kategorileri
Food / Gida

Cleaning products / Temizlik tiriinleri
Other / Diger drtinler

Total / Toplam

2006 vs.2005 2007 vs.2006 2008 vs.2007
Growth (%) Growth (%) Growth (%)
Biiyiime (%) Biiyiime (%) Biiyiime (%)

Personal care products / Kisisel bakim drtnleri

254 45.0 45.7
5.5 32.6 24.4
-3.6 39.3 33.5
2.6 8.3 95.6
213 43.5 43.5

Growth rate of consumer spending in private label
this year is very similar to the one realized last year.
Private label purchases grew by 43.5 percent in
2008, which corresponds to little over 30 percent in
constant prices (i.e; excluding inflation)

As the private label food products also determine the
growth rate of the overall private label market, they
repeat their significant performance in 2007.
Purchases of private label cleaning and personal
care products, on the other hand, also keep
increasing but at lower speed.

Although still has a very small share, we observe the
growing popularity of private label in the “other
products” segment.

Market markalarina yapilan toplam tuketici harcamalari
cari fiyatlarla 2008 yilinda da 2007 yilindakine benzer
oranlarda bir performans gostererek yuzde 43.5
bayudul. Reel fiyatlarla buyime yuzde 30’un Uzerinde.

Market markali gida drdnleri ayni zamanda toplam
market markasi pazarindaki buyume oranini da
belirlerken, 2007°deki iyi performansini surdirmeye
devam ediyor. Market markali temizlik Granleri ve kigisel
bakim UrUnleri alimlari ise 2007’ye kiyasla daha dusuk
bir blylime temposu ile artmaya devam ediyor.

Market markali drunler pazarindan henuz oldukga
dusuk bir pay almakla birlikte gida, kisisel bakim ve
temizlik Urunleri disindaki sektorlerde de market markali
aranlerin arttigini goérayoruz.
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Private label growth by channels-YTL based
Kanallara gore market markalarinin buyumesi-YTL bazl

2006 vs. 2005 2007 vs. 2006 2008 vs. 2007
Growth (%) Growth (%) Growth (%)
Trade channels / Ticaret kanallari Biiyiime (%) Biiyiime (%) Biiyiime (%)
Hyper, chain and spm / Hiper, zincir ve spm 10.7 -1.8 11.2
Wholesalers and Cash&Carry / Toptanci -13.3 -40.4 123.3
Discounters / Indirim magazasi 23.6 56.0 53.0
Other / Diger 455 72.6 8.9

) indirim marketlerinden market markali riin
alimlari gegen yila benzer bir oranda artmaya
devam ediyor. 2007 yilini market markalari
alimlari agisindan daralarak gegiren
hipermarket, zincir ve supermarketler ise 2008
yilinda 2006’daki artis performansina
donuyorlar.

B Private label purchases from discounters
have been increasing at a similar rate like
2007.Hypermarkets, chain & supermarkets,
after a decline in 2007, have recovered to
their 2006 growth performance.

B After being a declining channel in private
label for the last few years, purchases in
wholesalers and cash&carry increased a
great deal in 2008.

. Son birkag yildir daralmakta olan toptanci ve
cash&carry kanalindan alimlar ise 2008’de
oldukga belirgin bir gsekilde artmakta.




Allocation of consumer spending in private labels by categories (annual
comparisons)
Market markalarina yapilan tuketici harcamalarinin kategorilere dagilimi (yillik
karsilastirma)

Product categories / Uriin Sep 05-Aug.06 Sep 06-Aug.07 2007 vs.2006 Sep 07-Aug.08 2008 vs.2007
kategorileri Eyl 04 - AGu 05 Eyl 05- Agu 06 ch/deg Eyl 06 —-Agu 07 ch/deg.
(%) (%) (%) (%) (%)
Food / Gida 3.7 4.7 251 6.1 31.2
Personal care / Kisisel bakim 4.2 4.6 8.8 54 191
Cleaning products / Temizlik 34 4.0 18.0 4.9 20.9
Other / Diger drtinler 29 2.6 -9.6 4.9 87.7
Total / Toplam 3.7 4.6 23.2 6.0 29.9

Table should be read as "private label spending in food category is 6.1 percent of total food spending in Sept.07-Aug 08 period".
Tablo “Eyl.07 - Agus.08 déneminde gida kategorisindeki market markasi harcamalari toplam gidanin yiizde 6.1‘i seklinde okunmal.

B Private label share within total FMCG shows a . Market markalarinin FMCG’deki pay! son 5 yildir artan

growing trend in the last five years. It reaches to 6% bir trend gdsteriyor. Eylal 07 — Agustos 08 doneminde
in September 07 - August 2008 period with 30 bu pay gecen yila gore yuzde 30 artarak ylzde 6’ya
percent growth. ulasti.

B With 6.1% share, private label food products are the . Bu doénem igerisinde kendi kategorisindeki toplam

category that has the highest share in its own harcamalardan en yuksek payir alan market markali
segment; it is also the most growing private label urin kategorisi ise %6.1 ile gida urunleri oldu. Gegen
category vs. last year. yila gore en fazla buylyen market markali Urln

kategorisi de yine gida urunleri idi.
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Allocation of consumer spending in private labels by trade channels (annual

comparison)

karsilastirma)

Market markalarina yapilan tuketici harcamalarinin ticari kanallara dagilimi (yillik

Sep 05-Aug.06 Sep 06-Aug.07

2007 vs.2006  Sep 07-Aug.08 2008 vs.2007

Trade Channels / Ticari Kanallar Eyl 04 - Agu 05 Eyl 05 - Agu 06 ch/deg Eyl 06 —-Agu 07 ch/deg.
(%) (%) (%) (%) (%)
Hyper,chain, spm / Hiper,zincir,spm 22.8 15.6 -31.6 12.1 -22.5
Wholesalers-Cash&Carry / Toptanci 0.2 0.1 -58.5 0.1 55.6
Discounters / indirim magazasi 711 77.3 8.7 82.4 6.7
Other/ Diger 5.8 7.0 20.3 5.3 -24.1

* As they have been in the previous years,
discounters continued to be the most
concentrated channel of private label purchases in
September 07-August 08 as well; they keep
growing at a similar rate each year. By 2008,
discounters have increased their share in the
private label market from 77 to 82 percent.

*  Although private label purchases in hypermarket,
chain and supermarkets have increased in the last
year, they kept losing share due to having lower
performance than discounters which determines
the market development.

Daha onceki yillarda oldugu gibi Eylal 07-Agustos
08 doneminde de market markasi alimlarinin en
yogun yapildigi satis kanali indirim zincirleri; her
yil benzer oranlarda blyumeye devam etmekte.
2008 itibari ile market markali Grtnler pazarindaki
paylarini yizde 77'den yuzde 82’ye c¢ikardilar.

Hipermarket, zincir, sUpermarketlerde market
markali Grin alimlari  son yilda buyume
gOstermesine ragmen, bu performans indirim
marketleri performansinin altinda kaldidi icin pay
kaybetmeye devam ettiler.




Private Label spending by demographic profile (annual comparison)

Demografik profile gore market markasi harcamalari (yillik karsilastirma)

Sep 05-Aug.06 Sep 06-Aug.07 2007 vs.2006 Sep 07-Aug.08 2008 vs.2007

Profiles / Profil Eyl 04 - Agu 05 Eyl 05 - Agu 06 ch/deg Eyl 06 —-Agu 07 ch/deg.
SES/SES (%) (%) (%) (%) (%)
AB 5.3 5.8 10.4 7.2 23.7
C1 4.5 55 22.3 7.0 26.5
C2 3.8 4.8 27.5 6.1 26.8
DE 1.9 26 34.6 3.9 50.2
Family Size / Hane
Bliytikliigu % % % % %

1-2 4.9 6.1 23.6 6.7 10.7

3-4 4.0 4.9 20.7 6.5 331

5+ 29 3.7 284 5.0 36.7
Total / Toplam 3.7 4.6 23.2 6.0 29.9

Table should be read as " private label spending of AB is 7.2 percent of total AB spending in Sept.07 — Aug 2008 period".
Tablo “Eylil.07 — Agust. 08 déneminde AB grubu harcamalari icinde market markalarinin payi ylizde 7.2’si" seklinde okunmal.

Growth in the private label purchases of AB and DE
SES in September 07-August 08 is significant,
whereas the shares of middle SES groups show a
similar growing rate like 2007.

Share of smaller size households’ private label

purchases have been increasing less than the prior
term, as the larger size familes’ more.

Eylual 07-Agustos 08 doneminde AB ve DE SES
gruplarinin market markal urun alimlarindaki artislari
dikkat cekici iken, orta SES gruplarinin payi bir dnceki
yila benzer sekilde buyumeye devam ediyor.

Yine son donemde 1-2 Kisilik ailelerin market markali
urdn alimlari bir onceki doneme gore daha az artarken
daha kalabalik nufuslu ailelerinki daha fazla artmakta.
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Annual comparison of top 10 PL product categories in terms of consumer spending
(September07 - August08 is taken as a base)
Yillik olarak market markalarinin en fazla ciro yaptigi 10 kategoride karsilastirma
(baz: EylUIO7 - AQustos08)

Sept. 07-Aug.08 Change / Degisim
Products / Uriinler % (%)
Sugar/ Toz&kesme seker 39.0 -0.2
Dry beans/ Bakliyat 34.3 15.1
Canned Fish / Balik konservesi 29.2 34.1
Milk / Scit 26.4 18.4
Yoghurt/ Yogurt 261 20.2
Sauces/ Sos 241 448.8
Flour /Un 23.3 36.7
Pickle / Tursu 22.6 81.1
Paper products /Kagit drtinleri 21.5 6.9
Cheese / Peynir 20.9 25.7

Table should be read as "private label share in sugar spending is 39.0 percent between Sept.07 and Aug.08”
Tablo “Toz&kesme seker kategorisinde market markasinin payi Eylil 07 — Agus.08 arasinda ylizde 39" seklinde okunmal.

The highest turnover share of private labels within .
total spending is observed in sugar, dry beans,
canned fish and milk; top 4 categories have not
changed since last year.

While purchasing of private label sugar stays almost .
stagnant vs. last year, others’ increase. Among the top

10 private label categories, fastest growth are realized

in sauces and pickles.

Market markali Urlnlerin ciro olarak toplam
harcamalarda en cok pay aldigi ilk dort kategori
2007°de oldugu gibi yine toz&kesme seker, bakliyat,
balik konservesi ve sut.

Market markal toz&kesme seker alimlari gecen yila
gbre hemen hemen sabit kalirken digerleri artiyor.
Market markalarinin en fazla ciro yaptigi ilk 10
kategoride en hizli buyulyenler ise sos ve tursular.
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categories

Price comparison in private labels vs. manufacturer brands in selected product

Secilmis kategorilerde uretici markalari ile market markalarinin fiyat karsilagtirmasi

Products / Uriinler

Pasta / Makarna

CSD / Gazli igecek

Liquid oil / Sivi yaglar
Tea/ Cay

Biscuits / Biskiivi

Milk / Scit

Fruit juice / Meyve suyu
Coffee / Kahve
Detergents / Deterjanlar
Fabric cond. / Cam. yum.
Hh cleaners / Ev tem.diriin.
Shampoo / Sampuan
Soap / Sabun

Paper prod / Kagit driinleri

Dry beans / Bakliyat

Diff % Diff % Aug08vs
PL avg. Price  MB avg. Price Farki% Farki% Aug07
MM. Ort. Uret.M. Ort. (MB-PL) [(MB-PL) Change in
Fiyat Fiyat /PL] /PL] diff%
Aug.2008 Aug.2008 Aug.2008  Aug.2007  Degisim (%)
1.31 1.60 22.1 29.9 -26.1
0.60 0.94 56.7 56.9 -0.4
3.03 3.19 5.3 17.9 -70.4
6.04 9.29 53.8 43.8 22.8
3.71 5.65 52.3 51.4 1.8
1.24 1.59 28.2 321 121
1.42 1.67 17.6 16.5 6.7
22.67 52.41 131.2 161.8 -18.9
1.75 240 37.1 46.8 -20.7
1.18 1.48 254 255 -0.4
1.18 2.06 74.6 72.6 2.8
4.10 7.66 86.8 115.8 -25.0
2.29 3.52 53.7 49.5 8.5
23.01 20.52 -10.8 -17.7 -39.0
2.17 2.00 -7.8 -2.8 178.6

Table should be read as "average unit price of private label pasta is YTL 1.31 in Aug.2008".
Tablo “Agustos 2008’de market markasi makarnanin ortalama birim fiyati 1.31YTL" diye okunmali.

Compared with last year, price gap
between private labels and
manufacturer brands decline in
many products. Decrease realized
especially in liquid oil and paper
products; increase occurred
especially in dry beans and tea.

The private label products with the
highest price advantage are coffee
and shampoo

Son 2 yil fiyat kargilastirmasinda
bircok urtunde uretici markasi ve
market markali Grtnlerin fiyat makasi
daraliyor. Daralma 6zellikle siviyag
ve kagit urunlerinde dikkat cekiyor.
En fazla artan drtnler ise bakliyat ve
cay.

Market markali GrUnler agisindan
fiyat avantajinin en fazla oldugu
urunler ise kahve ve sampuan.




Ipsos KMG

Section lll: Overall Indicators / Genel Gostergeler

Section lll.1I; Penetration of PL/ Market Markasi Kullanimi




Household penetration of private label (annual comparison)
Market markalarinin hane penetrasyonu (yillik karsilastirma)

Product categories / Uriin Sep 05-Aug.06 Sep 06-Aug.07 2007 vs.2006 Sep 07-Aug.08 2008 vs.2007
kategorileri Eyl 04 - Agu 05 Eyl 05 - Agu 06 ch/deg Eyl 06 —-Agu 07 ch/deg.
(%) (%) (%) (%) (%)
Food / Gida 68.8 74.9 8.8 80.3 7.2
Personal care prod. / Kisisel bakim 43.3 49.0 13.2 53.9 9.9
Cleaning products / Temizlik tirtinleri 36.7 421 14.7 46.5 10.4
Other / Diger dirtinler 5.6 6.2 10.7 13.0 109.2
Total / Toplam 72.3 77.6 7.4 82.5 6.2

Table should be read as “80.3 percent of households purchased at least one private label in food category between Sept.07-Aug 08".
Tablo " Eylll.07-Adus.08 arasinda hanelerin yiizde 80.3'l gida kategorisinde en az bir kez market markali Griin aldi" seklinde okunmali,

As compared to prior year same period, additional
consumer coverage of private labels decreased a
bit in 2008 . In annual comparison, private label
products are purchased by 6.2 percent more
households and nearly 83 % of the households
bought private label products at least once during
Sept. 07-Aug 08 period.

Penetration of private label products increases in all
product categories compared to the same period
prior year. Food products, on the other hand,
continue to be the most penetrated category with
the highest number of household reach as they are
for the recent years.

Gecen yil ayni doneme kiyasla market markall
arinlerin  son donemde ulastiklari ek hane
sayisinda bir parca dusus gozleniyor. Gecgen yila
gore market markali Urlnler ylzde 6.2 daha fazla
haneye ulasiyor ve bdylece Eylul 07-Agustos 08
doneminde hanelerin yaklasik %83'U en az bir
kere market markali drtin satin almig oluyor.

Tdm 0Grdn gruplarinin bir 6nceki doneme gore
yayginligi artaken, en fazla artiran diger Grunler
oluyor. Gida urunleri son yillarda da oldugu gibi
yine en yuksek penetrasyon orani ile en fazla
saylida haneye giren kategori olmaya devam
ediyor.
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Private label household penetration by trade channels (annual comparison)
Market markalarinin ticari kanallara gore hane penetrasyonu (yillik
karsilastirma)

Sep 05-Aug.06  Sep 06-Aug.07 2007 vs.2006 Sep 07-Aug.08 2008 vs.2007
Trade Channels / Ticari Kanallar Eyl 04 - AQu 05 Eyl 05- Agu 06 ch/deg Eyl 06 -Agu 07 ch/deg.
(%) (%) (%) (%) (%)
Hyper,chain, spm / Hiper,zincir, spm 39.7 38.3 -3.4 43.4 13.2
Wholesalers and Cash&Carry / Toptanci 1.7 1.0 -41.3 1.5 48.5
Discounters / indirim magazasi 49.2 571 16.0 65.4 14.5
Other / Diger 38.2 50.0 30.8 48.2 -3.6
*  While hypermarket, chain and supermarkets have . Market markali  Grin  harcamalari icinde
only 12% share in private label spending, their hipermarket, zincir ve slUpermarketler sadece

performance is closer to the discounters’ in terms of
penetration. In 2008, 65 percent of the households
purchased a private label product at least once from
a discounter; which corresponds to 43 percent in
hypermarket, chain and supermarkets. Discounters
are much more of a significant channel in private
label market due to the number of products bought,
not only the number of household reach.

%12’lik bir pay alirken, penetrasyon yani ulagtiklari
hane sayisi agisindan indirim marketlerine daha
yakin bir performans sergiliyorlar. Son doénemde
hanelerin ylUzde 65U en az bir kere indirim
zincirlerinden market markali tridn alirken, bu oran
hipermarket&zincirler i¢in yiizde 43. indirim
marketlerini one c¢ikaran yapilan alimin miktari
oluyor.
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Household penetration of private label by demographic profile
(annual comparison)
Demografik profile gore hanelerdeki market markasi penetrasyonu
(yilhk karsilagtirma)

Sep 05-Aug.06 Sep 06-Aug.07 2007 vs.2006 Sep 07-Aug.08 2008 vs.2007
Profiles / Profil Eyl 04 - Agu 05 Eyl 05 - Agu 06 ch/deg Eyl 06 —-Agu 07 ch/deg.
SES/SES (%) (%) (%) (%) (%)
AB 88.2 90.9 3.1 93.5 238
C1 79.3 84.9 7.0 89.6 5.5
C2 73.9 79.8 8.0 82.6 35
DE 57.7 63.2 9.7 714 13.0
Family Size / Hane
Biiytikliigii % % % % %
1-2 80.4 86.1 71 89.6 4.0
3-4 75.0 79.8 6.4 84.4 5.8
5+ 64.0 70.0 9.4 75.9 8.4
Total / Toplam 723 77.6 7.4 82.5 6.2
Table should be read as “93.5 percent of AB households purchased at least one private label between Sep.07 — Aug.08“
Tablo “Eylil07-Adus.08 arasinda AB hanelerinin ylizde 93.5'u en az bir market markali trlin satin aldi" seklinde okunmali.
In September 07-August 08 period, penetration of . Eylul 07-Agustos 08 doneminde market markalarinin
private label increased in all consumer groups. yayginligi tum tuketici gruplarinda artiyor. Ancak,
However, only the increase in DE SES is higher than sadece DE grubunda market markali Urln
the last year. penetrasyonu gecgen yila gére daha buyuk bir oranda
Penetration of smaller size households’ have been artiyor.
increasing less than the larger size familes’. . Yine son donemde 1-2 kisilik ailelerin penetrasyonu bir

onceki doneme gore daha kalabalik hanelere kiyasla
daha az artiyor.
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Annual comparison of top 10 PL product categories in terms of penetration
(Sept. 07-Aug.08 is taken as a base)
Yillik olarak penetrasyonu en yuksek 10 market markasinda penetrasyon karsilastirmasi
(baz: Eylul 07-Agustos08)

| Penetration and annual comprasion

| PL Penetration Manuf. Brands Penetration Total sector penetration

) Sept. 07- Change Sept. 07- Change Sept. 07- Change

Products / Uriinler Aug.08 Degisim Aug.08 Degisim Aug.08 Degisim
(%) (%) (%) (%) (%) (%)
Biscuits / Bisk(ivi 50.0 23.9 98.4 0.6 98.7 0.6
Milk / Scit 48.3 12.7 79.5 23 941 0.0
Paper products / Kagit trtinleri 449 13.9 88.5 1.1 92.6 1.4
Pasta/ Makarna 425 15.1 94.3 0.4 97.6 1.0
Dry beans/ Bakliyat 41.8 15.8 69.2 29 97.5 0.6
Sugar/ Toz&Kesme Seker 40.6 6.6 62.9 3.5 93.7 0.1
Cheese / Peynir 37.0 19.9 77.9 1.7 95.7 0.5
Yoghurt / Yogurt 35.8 11.3 79.5 31 91.5 21
Household cleaners / Ev temizlik 33.5 15.5 86.7 1.7 93.6 0.8
Liquid oil / Sivi yaglar 30.1 15.3 88.9 -0.2 92.5 -0.2

Table should be read as" 50% of households purchased at least one private label biscuits between “September 2007 and August 2008".
Tablo “ Eylul 2007— Adustos 2008 arasinda hanelerin ylizde 50’si en az bir kere market markali sit aldi" seklinde okunmali.

En yuksek penetrasyona sahip market markal
urdnler, biskuavi, sut ve kagit udrunleri. Uretici
markalari ve market markalari arasindaki

° Biscuit, milk and paper products have the highest
penetration. The Ilowest penetration gaps between

manufacturer brands and private labels are observed in penetrasyon farki en az bakliyat ve toz&kesme
dry beans and sugar, whereas the highest in biscuits and sekerde, en fazla bisklvi ve kagit GrGnlerinde
paper products. gerceklesiyor.
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Ipsos KMG

Section lll: Overall Indicators / Genel Gostergeler

Section lILIII: PL Loyalty / Market Markalarina Sadakat




Private label loyalty by categories (annual comparison)
Market markalarina sadakat (yillik karsilastirma)

) Sep 05-Aug.06 Sep 06-Aug.07 2007 vs.2006 Sep 07-Aug.08 2008 vs.2007
Product categories / Uriin kategorileri Eyl 04 - AQu 05 Eyl 05 - Agu 06 ch/deg Eyl 06 -Agu 07 ch/deg.
(%) (%) (%) (%) (%)
Food / Gida 5.5 6.3 13.2 6.7 7.2
Personal care prod. / Kisisel bakim (iriinleri 10.3 10.0 -2.7 11.3 12.4
Cleaning products / Temizlik drtinleri 114 12.4 8.7 13.2 6.0
Other/ Diger drtinler 24.2 22.7 -6.3 32.0 41.0
Total / Toplam 54 6.1 13.9 6.7 8.3
blo" K| 2007 Ao 2008 doneminde market eskas ieeten ol gica hrcamelennin yizde .7 mare ee e erpyoria ke el
Private label products have been increasing their share Market markali Urunler, tuketicilerin toplam

in consumers’ total spending. In Sept.07-Aug.08
period, consumers who bought private label products
made 6.7% of their FMCG shopping with private labels.

However, loyalty to private label have increased at a
lower than 2007 rate in 2008. This decline sourced
from food products. Meaning, private label consumers
increased their private label spending in total spending
in 2008 as well but at a rate that is lower than 2007.

harcamalari igindeki payini artirmaya devam ediyor.
Eylul07-Agustos08 doneminde market markali urun
satin alan tlketicler FMCG harcamalarinin
%6.7’sini market markali Uranlerle yaptilar.

Ancak, harcamalar igindeki pay son donemde daha
azalarak devam etti. Bu azalma asil olarak gida
uranlerinden kaynaklandi. Yani tuketiciler toplam
gida harcamalari iginde market markali gida
urinlerine daha fazla pay ayirmakla birlikte artis
ivmesinde dugus gozlendi.
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Private label loyalty by demographic profile (annual
comparison)
Demografik profile gore market markasi sadakati (yillik
karsilastirma)

Sep 05-Aug.06 Sep 06-Aug.07

2007 vs.2006

Sep 07-Aug.08 2008 vs.2007

Profiles / Profil Eyl 04 - Agu 05 Eyl 05 - Agu 06 ch/deg Eyl 06 —-Agu 07 ch/deg.

SES/SES (%) (%) (%) (%) (%)
AB 5.9 6.4 7.9 6.8 5.8
C1 6.1 6.9 13.3 7.2 3.6
C2 5.3 6.2 16.9 6.8 8.5
DE 3.9 4.5 16.7 5.6 23.3

Family Size / Hane

Blydkligi % % % % %
1-2 5.7 6.8 18.4 6.4 -6.1
3-4 5.5 6.1 1.4 6.9 12.2
5+ 5.0 5.8 15.9 6.4 10.0

Total / Toplam 54 6.1 13.9 6.7 8.3

Table should be read as "share of private label in private label purchasing AB households is 6.8 percent between Sept.2007 and August 2008".
Tablo " Market markasi alan AB grubu hanelerde market markalarin payi Eyliil 2007— Agustos 2008 arasinda ylizde 6.8" seklinde okunmali.

Whereas loyalty increases in all consumer groups in
September 07-August 08 period, with 23% increase
DE SES was the most significant one.

Despite of this growth loyalty rate of DE SES in total
private label product purchases remains to be the
lowest with 5.6%, and C1's the highest with 7.2
percent.

Eylal 07-Agustos 08 doneminde, tUm SES gruplarinda
market markalarina sadakat artarken %23 ile DE grubu
sadakatin en fazla arttigi tiketici grubu oldu.

Bu artisa ragmen DE SES'’in toplam market markall
aran ahmlar igcinde sadakat orani yluzde 5.6 ile en
dustik , CT’in ise yuzde 7.2 ile en yuksek olmaya
devam etti.
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Annual comparison of top 10 PL product categories in terms of loyalty
(Eylul07 — Agustos08 is taken as a base)
Yillik olarak sadakati en yiuksek 10 market markasinda sadakat karsilastirmasi
(baz: Eylul07 — Agustos08)

Loyalty / | | Penetration /

) Sept 07-Aug.08 Change Sept 06-Aug.07 Sept 07-Aug.08 Cat.
Products / Uriinler Eyl 07Agu 08 Degisim Eyl 06-Agu 07 Eyl 07-Agu 8 PL pentr Pentr.
Cat.Pent Cat.Pent Ch/deg Ch/deg
(%) (%) PL pent. . PL. Pent. . % %
Fabric odor remover/Kumas koku gidericiler 90.8 -6.1 1.5 6.6 1.5 7.4 -3.4 9.9
Sauces / Soslar 76.4 421 1.9 18.3 8.8 21.9 78.4 16.6
Carpet shampoo/ Hali sampuani 73.2 -13.9 1.0 14.1 1.1 13.4 7.6 -5.2
Cologne / Kolonya 72.0 6.3 5.7 46.2 6.5 43.7 12.0 -5.7
Mayonnaise / Mayonez 68.7 -9.8 71 33.7 7.9 34.4 104 1.9
Pickle/ Tursu 68.5 27.7 4.0 23.3 6.4 26.4 37.4 11.7
Canned fish / Balik konservesi 67.1 4.9 3.7 12.2 5.1 13.3 271 8.0
Yeast/ Maya 64.1 -1.0 6.4 52.4 7.3 53.9 121 2.7
Tooth brush / Dis fircasi 61.3 -10.4 6.3 38.5 7.7 36.3 17.4 -5.9
Vinegar/ Sirke 60.5 -3.3 7.2 37.2 8.3 36.7 14.0 -1.3

Table should be read as "share of private label fabric odor removers in total fabric odor removers, purchasing families is 90.8 percent between Sept.07 and Aug.08".
Tablo “Eylil07 — Agustos08 arasinda market markali kumas koku gidericiler tiiketen hanelerin toplam kumas koku gidericiler tiiketimi icinde market markalarinin payi yiizde 90.8" seklinde okunmali.

As penetration and loyalty levels are assessed together, sauces, * Penetrasyon ve sadakat seviyelerine birlikte bakildiginda

cologne and mayonnaise are the top three performers among soslar, kolonya ve mayonez en iyi performans gosteren
private label products. market markali Grunler.
Private label fabric odor removers purchases include almost all of * Kumas koku gidericilerinde tuketiciler tuketimlerinin neredeyse
the spending of consumers in this category, however the tamamini market markal Urtnlerle kargiliyorlar ama ulagilan
penetration level of this product is rather low. hane sayisi ¢ok dusuk
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Annual comparison of private label loyalty vs. manufacturer brands loyalty in top 10 PL
products (Sept.07— Aug.08 is taken as a base)
Yillik olarak sadakati en yiiksek 10 market markasinda market markasi ile uretici markasi
sadakatinin karsilagtirmasi (baz: Eylil07 — Agustos08)

* Intop 10 private label categories in which loyalty is at the =  Sadakatin en ylksek oldugu ilk 10 market markasinda

highest levels, loyalty to manufacturer brands is higher. genel olarak Uretici markalara sadakat daha yuksek.
9 Y yary dractt 'S Mg » Ancak, bu ilk 10 urun igerisinde Ozellikle soslar ve

*  However, within the top 10 category, especially private tursular olmak iizere kolonya ve balik konservelerinde
label sauces and pickles and also cologne and canned gegen doneme gore market markali Grdnler Uretici
fish have been preferred more to manufacturer brands vs. markalarina gore daha fazla tercih ediliyor.
last year.

| PL loyalty [ Manf.Brands loyalty I
PL Sadakat Uretici Markasi Sadakat
) Sept. 07- Change / Sept.07- Change/
Products / Uriinler Aug.08 Degisim Aug.08 Degisim
(%) (%) (%) (%)
Fabric odor remover/Kumas koku gidericiler 90.8 -6.1 97.5 -2.0
Sauces / Soslar 76.4 421 82.2 -15.7
Carpet shampoo/ Hali sampuani 73.2 -13.9 95.6 -1.5
Cologne / Kolonya 72.0 6.3 901 -1.4
Mayonnaise / Mayonez 68.7 -9.8 86.4 -3.1
Pickle/ Tursu 68.5 27.7 80.5 -4.6
Canned fish / Balik konservesi 67.1 49 84.2 -4.3
Yeast/ Maya 64.1 -1.0 94.9 -1.2
Tooth brush / Dis firgasi 61.3 -10.4 924 -3.1
Vinegar/ Sirke 60.5 -3.3 93.7 -2.3

Table should be read as "share of private label fabric odor removers in total fabric odor removers, among private label fabric odor remover purchasing families is 90.8percent between Sept.07 and Aug.08".
Tablo “Eylil07— Adustos08 arasinda market markali kumak koku gidericiler tiiketen hanelerin toplam kumal koku gidericiler tiketimi icinde market markalarinin payi yiizde 90.8" seklinde okunmali.




Ipsos KMG

Section IV: Consumer Attitudes and Behavior / Tuketici
Tutum ve Davraniglari




Overall shopping: Purchasing frequency from chains
Genel aligveris: Zincir magazalardan aligveris sikhgi

2005 2006 2007 2008
Purchasing frequency / Alisveris sikligi (n=600) (n=643) (n=655) (n=703)
Once a month / Ayda bir kere 15.2 13.4 13.6 10.1
Several times a month / Ayda birkac kere 65.4 42.0 42.9 521
Several times a week / Haftada birkac kere 15.9 36.2 33.4 30.9
More frequently / Haftada birkactan daha sik 3.5 8.4 101 7.0
Mean (...times a month) / Ortalama (Ayda ... kez) 3.2 4.9 4.9 4.4
4.9 4.9 4.4
3.2
B Purchasing frequency from chains decreases B Zincir marketlerden aligveris sikligi bir onceki

compared to the previous year. The consumers
do shopping from chain markets 4,4 times a
month. Decline in purchasing frequency sources
mainly from “once a month” and “more
frequently than several times a week” shopping
vs. last 2 years. Tendency is towards “several
times a month” shopping.

yila gore dugsmus durumda. Tuketiciler ayda
ortalama 4,4 kez zincir marketlerden aligveris
yapiyorlar. Gegmis 2 yila gére bu disus esas
olarak “ayda 1 kere” ve “haftada birkag
kereden daha sk vyapilan aligverisin
dususunden kaynaklaniyor. Yonelim “ayda
birkag kere” alisverige dogru.




Overall shopping: Regularly shopped top 10 chains

Genel aligveris: Duzenli aligveris yapilan ilk 10 zincir

. L 2005 2006 2007 2008
Chains / Zincir
marketler* (n=600) (n=643) (n=655) (n=655)
BiM 46 v 411 ¥ 289 A 532
Migros 40.8 v 376 V¥ 279 A 393
Tansas 452 V¥ 383 W 273 a4 37
Sok 14.3 A 185 v 6.3 A 262
Carrefour 25 V¥ 233 A& 25 W 24
Dia 137 & 204 V¥ 67 A 201
Tesco Kipa 20.3 ¥ 143 A 162 19.2
Kiler 16.3 A 218 v 116 ™ 13.8
Pehlivanoglu 4.2 Ao 92 v 37 10.4
Metro 0.7 A 5.1 v 4.7 “~ 71
Average supermarket
usage / Kullanilan
supermarket 3.2 2.8 2.1 2.9
ortalamasi

* Ranking is based on 2008 / Siralama, 2008 yili1 degerlendirmelerine gore yapilmistir.

Consumers in the top 3 cities shop around
2,9 chain markets on average. They have
increased their market variety vs. last
year. Chain loyalty is becoming even more
important of an issue.

Among the regularly shopped chains, with
an increase of almost 100%, Bim is in the
first place.

Shopping frequency from all top 10
retailers except Carrefour increases;
significant changes are realized in
discounters. This outcome can be related
with the new store openings of discounters

Uc buylk sehirdeki tiiketiciler ortalama 2.9
zincir marketten aligveris yapiyorlar. Gecen
yila gore tuketici market cesitliligini artirmig
durumda. Zincirler icin sadakat daha da
onemli bir konu haline geliyor.

Duzenli aligveris yapilan zincirler icinde
gecen yildan bu yana iki katina yakin
duzeyde artig gosteren Bim ilk sirada.

Carrefour harig ilk 10 zincirden 2008’de bir
onceki yila gore daha sik aligverig edilirken,
Ozellikle indirim zincirlerinde aligveris sikligi
belirgin Olgude artiyor. Bu sonucu indirim
zincirlerinin hizh artan sube sayilari ile
iligkilendirebiliriz.
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Private label awareness source
Market markasi bilinirlik kaynagi

How did you become aware of private label products? 2005 2006 2007 2008
Market markalarindan nasil haberdar oldunuz? (n=600) (n=643) (n=655) (n=703)
Seen during shopping / Markete alisverise gittigimde gérmustim 89.2 90.2 80.8 84.5
Insert in the store / Markette brostrde gordim 38.8 22.6 13.4 28.6
Newspaper / Magazines / Gazete —dergide gordim 10.2 7.0 6.9 10.0
Posted insert / Evime-posta kutuma tanitim brosdri geldi 17.7 18.5 7.2 9.8
TV /Radio / TV'de gérdiim-Radyoda duydum 12.3 7.0 11.3 9.8
Friends / Arkadaslarimdan - tanidiklarimdan égrendim 9.0 9.8 5.8 54
Others / Diger 0.4 0.2 23 0.0

* Ranking is based on 2008 / Siralama, 2008 yili degerlendirmelerine gore yapilmistir.

B Asitwas in prior year, almost all shoppers B Gecen yil oldugu gibi, 2008 yilinda da
became aware of private label products tuketicilerin buyuk bir cogunlugu market
while shopping in the store. Inserts seen markali Urlnlerden aligveris sirasinda
at the stores have played even more haberdar olmus. Magaza foyleri /
important role in awareness of private kataloglari da tuketicilerin bu drunleri
labels vs. last year. farketmesinde gecgen yila gore ¢ok daha

onemli bir rol oynamis.




Private label product purchase behavior
Market markasi satin alim davranisi

Private label shopping behavior
Market markali liriin satin alim davranigi

| had purchased private labels but | gave up later

Birka¢ kez market markali (iriin satin aldim ancak daha
sonra biraktim

| have continued to purhase private labels

Market markali triinlerden memnun kaldim ve satin
almay: sdrddriiyorum

2006 2007 2008
(n=392)  (n=490)  (n=481)

14.3 32.0 13.5

85.7 68.0 86.5

Consumers, who have purchased [ |

private label products, satisfied and
kept on purchasing in 2008 are
significantly more than 2007. Almost 87
percent of the consumers have
continued using private label products.

2008 yilinda market markali aran alip
deneyen ve memnun kalip sonrasinda
da alanlarin orani 2007’ye gore onemli
Olcude artmig. Tuketicilerin yaklasik
yuzde 87’si market markali Grun
kullanimlarini devam ettirmisler.




Reasons to quit purchasing private labels
Market markasi almaktan vazgegcme sebepleri

Poor quality / Genel olarak kalitesini begenmedim

Product performance was not good
Uriiniin performansindan (lezzet, tad, koku, iyi temizleme vb) memnun kalmadim

No continuity in quality each purchase / Kalitede devamlilik yok, degisiyor

The price gap between manufacturers’ products and private labels has narrowed
Markali tirtinlerle fiyat farki azaldi

No continuity in the product line / Ayni (iriinii sirekli olarak bulamadim

Their prices have increased / Fiyatlari artti

2006 2007 2008
(n=56)* (n=157) (n=65)*
82.1 58.0 69.2
67.9 9.6 23.1
21.4 26.1 23.1
8.9 3.2 7.7
7.1 4.5 4.6
7.1 5.1 4.6

* Small base / Diisiik drneklem

B The most important reason of quitting private
labels is that consumers were not satisfied with
the product quality. However, “not being satisfied
with the product performance” has also
increased its importance significantly.

Market markali Grun satin almayi birakmada
en onemli neden tuketicilerin bu Grtnlerin
kalitesinden memnun kalmamalari. Ancak
gegen yila gore “Urun performansindan
memnun kalmama” da nemini belirgin
sekilde artinyor.




The most important factors considered while purchasing of private labels
Market markasi alirken dikkat edilen en unsurlar

2007 2008 2007 vs 2008
Index % Index %
32.0 . e
Price / Fiyat 38.9
} e
Product Quality / Uriin Kalitesi 32.6 34.4
Known and trusted retailer/ Marketin bilinir ve giivenilir olmasi 8.4 10.7 —
Reliable and known manufacturer / Uretici firmanin bilinir-giivenilir olmasi .9 5.2
Continuity in quality / Her alindiginda ayni kalitenin devamliligi 3.3 3.8 =
Continuity in availability / Ayni iircinii siirekli olarak bulabilmek 2.3 3.2 =
) . o 18 25 =" 02097
Package quality / Ambalajinin kalitesi . .
— m2003
Expired date / Kullanma tarihi gecmemis olmasi 13.7 1.4
* Ranking is based on 2008 / Siralama, 2008 yil1 verilerine gore yapilmistir.
B The price and quality of the product are the most B Tuketicilerin market markali Grtn alirken dikkat
important facts for the private label consumers. ettikleri kriterlerde “fiyat” ve “Urun kalitesi” en
onemli unsurlar olmaya devam ediyorlar.
B When the results of 2008 are compared with
2007, increasing importance of price and quality B 2007 yih verileri ile kargilastirdigimizda fiyat ve

is observed. On the other hand, priority of
“product expiration date” is declining at a
significant rate.

kalitenin onceliginin arttig1 goralayor. Diger
taraftan, “Grandn son kullanma tarihi” 6nemini ¢ok
bluyuk olgude kaybediyor.
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In overall: The most preferred chains for their private labels
Genel olarak: Market markali irunler icin en ¢ok tercih edilen zincirler

Is there any chain that you especially prefer for its private labels?
Market markali triinleri i¢in 6zellikle tercih ettiginiz zincir market-

hipermarketler var mi?

2006 2007 2008 ®  60.8% of the consumers B Tiiketicilerin % 60.8'i market
(n=336) (n=333) (n=416) declare that they prefer markali Urunler icin 6zellikle
Yes, itis / Evet. var 661 4 703 W 608 some specn‘_lc retailers to kullapdlklgrl markgtler
o purchase private label oldugunu ifade ediyor. Bu oran
No, itisn't/ Hayr, yok 339 W 207 4 392 products. This ratio bir 6nceki yila gore bir miktar
decreases compared to the dusuyor.
Which chains do you especially prefer for their prior year.
private labels?
Market markali diriinleri icin en ¢ok hangi zincir . L )
market-hipermarketleri tercih ediyorsunuz - Among_ the markets which B Market markali Granleri
are being prefered by the nedeniyle tercih edilen
2006 2007 2008 reason of their private label marketlerde ise 2007 de
(n=222) (n=234)  (n=253) products, Bim and Migros basabas olan Bim ve Migros
. have performed almost ’ '
BIM 252 W 222 A 344 IP 2007 . arasindan 2008’de Bim
_ equalin 007; but B'n'! belirgin olarak 6ne ¢ikiyor.
Migros 25 A 26 A 233 displayed an outstanding indirim zincirlerinin market
Sok 126 W 77 & 158 jump in 2008. Also in markalari cirosu igindeki
arallel with the high i
Tansas 302 W 192 W 158 P X ; g payina da paralel olﬁlrak Dia
tqrnover Share of ve Sok gecen yila gore daha
Carrefour 99 4 197 V¥ 1286 discounters in private label fazla tercih edilen diger
DiaSA 149 V¥ 85 a4 119 market, Dia and Sok zincirler oluyor.
become most preferred
Tesco Kipa 13.1 145 w 10.7 chains other than Bim.
Kiler 59 A 64 W 28




In overall: The most demanded private label products by top 5 preferred chains
Genel olarak: Market markasi igin en ¢ok tercih edilen 5 zincir ayrintisinda en ¢ok

tercih edilen urunler

Could you specify the mostly demanded private label products of top 5

preferred chains

.............. ’de 6zellikle tercih ettiginiz market markali diriinii séyler misiniz?

Bim (n=87)

Migros (n=59)

Sok (n=40)

Tansas (n=40)

Carrefour
(n=32)

Product / Uriin

%

Dairy products / Siit drtinleri 21.8
Yoghurt / Yogurt 10.3
Detergents / Deterjan 10.3
Dairy products / Siit drtinleri 11.9
Detergents / Deterjan 11.9
Dry Beans / Bakliyat 8.5
Tea/ Cay 8.5
Detergents / Deterjan 20.0
Pasta / Makarna 7.5

Food prods/ Gida dircinleri 75
Detergents / Deterjan 17.5
Food prods/ Gida dircinleri 10.0
Detergents / Deterjan 21.9
Dry Beans / Bakliyat 18.8

B The most prefered private label products in
the markets are dairy products and
detergents.

B Marketlerde en ¢ok tercih edilen market
markall UrUnlerde sut ve sut urunleri ile
deterjan one ¢ikiyor.




In overall: Private label performance of top chains
Genel olarak: Baslica zincirlerin market markali uruin performansi

Most frequently shopped chains
En sik aligveris yapilan zincirler

Most frequently
shopped chain
En sik aligveris
yapilan zincirler

Private label
purchase
in the last month

Son 1 ayda market

markal liriin
alinan zincir

(n=703) (n=385)
Bim 22.5 37.9
Migros 14.2 25.2
Tansas 12.2 15.6
Carrefour HPM 7.3 14.8
Sok 6.8 13.5
Kipa 6.8 9.9
DiaSA 6.1 16.9
Kiler 3.8 3.4
Pehlivanoglu 3.4 5.2
Makromarket 1.7 0.3
Macrocenter 1.4 1.6

Ranking is based on most frequently shopped chains in 2008
Swralama, 2008 yilinda en sik aligverigyapilan zincirlere gore yapilmigtir.

Bim, en sik alisverig yapilan marketler igerisinde oldugu
gibi, son bir ayda market markali drin aliminda da
liderligini surduruyor. Diger taraftan, Dia en sik aligveris
yapilan zincirler icinde daha alt siralarda yer alirken, son
bir ayda market markali Grtin aliminda Gguncu zincir
olmustur.

Not only that Bim is the most frequently shopper chain
among the top ones, it is also the leader in private label
purchasing in the last month. On the other hand, Dia is
positioned at the lower ranking among the most
frequently shopped chains but it is listed as the umber
three among the ones with the most private label
purchases in the last month.

* PL conversion rate is the ratio of private label purchase from the most frequently shopped chain within last month
* Market markasi performansi degisim orani en stk kullanilan marketten son 1 ayda ozel marka satin alma oramdir




Private label purchasing in the last month
Son bir ayda market markasi alimi

Did you purchase any private label product in the last month?
Son bir ay icinde market markali (iriin satin aldiniz mi?

2005 2006 2007 2008

(n=381) (n=392) (n=490) (n=490)
Yes, | did / Evet, aldim 78.2 79.3 62.0 80.0
No, | didn’t / Hayir, almadim 21.8 20.7 38.0 20.0
78.2 79.3 62 80

80% of private label shoppers purchased at
least one private label product within the
last month. This corresponds to nearly 30
percent increase from 2007.

B Market markasi satin alan tuketicilerin
%80’i son bir ayda en az bir market
markal Urun aldigi gorulmekte. 2007’ye
gore neredeyse yuzde 30’luk bir artig
demek.




Chains with private label purchasing in the last month
Son bir ayda market markal tiriin alinan zincir

2005 2006 2007 2008

(n=298) (n=311) (n=304) (n=385)
BiM 23.5 21.9 18.1 37.9
Migros 18.1 22.5 19.1 25.2
Dia 9.7 14.8 7.9 16.9
Tansas 32.2 29.3 20.4 15.6
Carrefour 12.1 9.6 15.1 14.8
Sok 7.4 14.1 4.6 13.5
Tesco Kipa 141 11.3 15.8 9.9
Pehlivanoglu 8.1 5.5 2.6 5.2
Kiler 6.7 9.3 3.9 3.4
Real - 0.3 2.3 2.6
Metro - 1 2.6 1.6

Ranking is based on 2008

Swralama, 2008 yuli degerlendirmelerine gore yapilmuistir.

Chains whose share is below 2% are not showed in the table
%2 'nin altindaki zincirler tabloda yer almamaktadir

Bim had been ranked as the number 3 chain for
the last three years in terms of “chain with the
most private label purchased in the last month”,
but ranked as number one in 2008 with almost
38 percent. Tansas, which was the leader,
declined to fourth position. Bim is followed by
Migros and Dia.

Bim “son bir ayda en fazla market markali Grtin
alinan zincir’ler icinde son 3 yildir Gguncu olurken,
2008’de yuzde 38 ile birincilik pozisyonuna
yukseldi. Daha dnce lider konumda olan Tansas
ise 2008’de dordincu siraya geriledi. Bim'i takip
eden zincirler Migros ve Dia.




Private label products that are purchased the most within last month
Son 1 ay icerisinde en fazla satin alinan market markali urtinler

2005 2006 2007 2008
Products / Uriinler (n=298) (n=311) (n=304) (n=385)
Detergents / Deterjanlar 23.2 25.7 27.3 44 .4
Dairy products / Stit ve st drtinleri 451 41.5 20.7 39.7
Dry beans / Bakliyat 21.5 37.9 36.8 32.2
Paper products / Kagit trtinleri 14.1 28.3 5.6 26.5
Liquid hh care prod / Sivi ev temizleme dirtinleri 11.1 19 14.1 21.3
Fats & Oils / Margarin & Siviyag 12.5 19 6.9 21.3
Pasta / Makarna 3.4 19.3 3.6 21.3
Granulated sugar / Toz Seker 12.1 29.6 7.9 16.9
Tea & Coffee / Cay & Kahve 5.4 12.5 9.5 15.1
Delicatessen / Sarktiteri drtinleri 10.4 8.7 5.6 14
Biscuits&Choc.cov.prod / Biskiivi&Cik. kaplama 4.4 16.4 5.6 12.5
Non-alcoholic beverage / Alkolsiiz icecek 3.7 15.1 5.9 8.8
Flour / Un 7.1 10.6 1.6 7.3
Personal care prod / Kisisel bakim (iriinleri 2 2.6 1 2.6
Other / Diger 7.1 0.6 2.6 0.6
Avg cat. purchase / Ortalama kategori alimi 2.2 2.7 1.6 2.8

Ranking is based on 2008/ Siralama, 2008 yili degerlendirmelerine gore yapilmuistir.

Compared with the last year, average
number of private labels purchased
increases at a significant amount,
from 1.6 to 2.8.

Different from previous years,
detergents are the most purchased
private label product within the last
month, which is followed by dairy
products and dry beans.
Nevertheless, top 3 stays the same
vs. 2007.

Bir 6nceki yilla karsilastirdigimizda,
tuketicilerin son bir ayda aldigi
ortalama market markali trin énemli
bir artis gostererek 1.6’dan 2.8’e
cikmakta.

Onceki yillardan farkli olarak,
2008’de son 1 ay icinde en fazla
alinan market markasi kategorisi
deterjan oluyor ve st UrUnleri ve
bakliyat. Sonug olarak bu yil enfazla
satin alinan market markali Grtnler
gecen yilla ayni.
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The latest purchased private label categories and satisfaction rates
En son satin alinan market markasi kategorileri ve performanslari

Categories
Kategoriler

Food / Gida

Household care prod.
Temizlik triinleri

Paper products
Kagit iiriinleri

Personal care prod.
Kisisel bakim (irdinl.

Satisfaction Scores /| Memnuniyet skorlari

Purchase ratio
Satinalma orani

Average satisfaction

Strongly dissatisfied
Hi¢ memnun

Not

Satisfied

Neutral

Ne memnunum

Satisfied

Strongly satisfied

(%) Ortalama mem. kalmadim Memnun kalmadim ne degil Memnun kaldim Cok memnun kaldim
(on a scale of 5) (%) (%) (%) (%) (%)

2006 2007 2008 || 5006 2007 2008 | 2006 2007 2008 | 2006 2007 2008 | 2006 2007 2008 | 2006 2007 2008 | 2006 2007 2008
n=392 n=490 n=481
855 68.8 76.3/|39 4.1 3.8 3.3 38 35 |45 59 6.3 1125 106 123 | 54.3 38.2 61.3|251 394 16.6
41.3 327 532/ 3.9 4.0 3.9 31 25 23 |25 8 5.1 21 141 121|475 411 625|247 337 17.6
291 11.0 256/|39 3.9 3.8 0.9 7 49 |79 7 0.8 [16.7 158 18.7 | 46.5 26.3 528 |26.3 404 195
51 39 56//38 39 38 [0 o0 37|10 o 25 192 296 | 30 462 37 | 25 154 222

Shoppers who have not yet used the purchased products are not included in satisfaction evaluations
Satin aldigi (riinii hentiz kullanmayan ve (irliniin performasi ile ilgili fikir beyan etmeyen tiiketiciler memnuniyet degerlendirmelerine dahil edilmemistir.

B Among food, cleaning, paper products and personal
care products, consumers purchased private labels
most in the food category by 76.3%.

B As the satisfaction scores for all categories decline vs.

2007, the most decreasing one is the food products.

® Cleaning products with 3.9 average satisfaction rate,
scores the highest satisfaction.

Tuketiciler, gida, temizlik, kagit ve kisisel bakim
kategorileri iginde %76.3 ile en fazla gida kategorisinde
market markali Grin alimi yapmiglardir.

Tum kategorilerde ortalama memnuniyet orani 2007’ye
gore duserken, en fazla dusus gida UrUnlerinde

gerceklesiyor.
Temizlik Granleri 3.9 ile en yUksek ortalama memnuniyeti

gerceklestiren grup.
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Does the performance of private label products vary from one chain to

another?

Market markali urtin performansi marketten markete farklilagiyor mu?

2005 2006 2007 2008
(n=381) (n=392) (n=490) (n=481)
It varies / Degisiyor 71.1 57.4 61.4 64.2
Almost same / Hemen hemen ayni 28.9 42.6 38.6 35.8
64.2% of the respondents think that B Tuketicilerin % 64.2’si market markal
performance of private label products artnlerin performansinin marketten
varies from one chain to another. markete degistigini dusunuyor.
Perception of performance variation has B Tuketici nezlindeki bu farklilk algisi 2006

been steadily increasing for the last 2
years, after a decline in 2006

yilindaki digus sonrasinda, takip eden 2
yilda artiyor.




Uretici markalarina gére konumlama

Positioning with regards to manufacturer brands

Manufacturer brand Private label
Uretici markasi Market Markasi
Non- buyers of private label Buyers of private label Non- buyers of private label
Buyers of private label products products products products
i . i Market markali (iriin satin alanlar | Market markal iiriin satin Market markali diriin Market markali diriin satin
Attrlbutes_ /__ Ozellikler almayanlar satinalanlar almayanlar
Mean / 5°li 6l¢ekte ortalama
1-hi¢ memnun degilim ... 5-Cok memmnunum ‘05 ‘06 ‘07 ‘08 ‘05 ‘06 ‘07 ‘08 ‘05 ‘06 ‘07 ‘08 ‘05 ‘06 ‘07 ‘08
Being trusted and healthy / Giivenilir ve saglikli iriin olmasi 43 A 45 V 40 Ao 43 45 V44 V41 4 45 35 A 37 Vv 34 5 36 26 ¥V 21 A 28 v 21
Value based price / Odenen paraya degmesi 4.2 42 VvV 39 A 44 44 v 43 v 40 A 44 36 A 38 v 35 A 36 27 V. 21 A 29 v 21
Availability-continuity / Arandiginda bulunmasi-devamlilik 43 A 44 V 42 A 43 44 A 45 VvV 42 ) 45 36 A 37 37 v 35 28 V. 22 A 31 v 21
Reasonable prices / Fiyatinin uygunlugu 37 V 36 A 37 Vv 36 38 A 39 V36 A 4 40 A 41 Vv 38 A 39 33 V 26 Ao 33V 25
Package design / Paket tasarimi 42 A 43 V 41 A 42 43 43 V41 A 44 35 V 34 34 v 33 29 V. 22 5, 29 Vv 21
Product variety/ Uriin cesitliligi 44 A 45 V 42 A 43 4.5 45 Vv 42 A 45 35 ¥V 33 A 34 V 32 28 ¥V 21 A 30 v 21
Display / Sergileme 43 43 V 41 A 42 43 A 44 V 40 A 43 36 ¥ 35 35 V 34 30 ¥V 23 4 31V 22
Product performance / Uriiniin gésterdigi performans 4.4 44 V 41 A 43 45 V44 V 42 4, 45 35 A 36 V 35 3.5 27 V. 21 A 31V 21
Overall product quality / Uriiniin genel kalitesi 44 A 45 V 41 A 43 44 A 45 V 42 A 45 35 A 36 V 35 3.5 28 ¥V 20 A 30V 2
Continuity in quality / Her alindiginda ayni kalitede olmasi 43 A 44 V 41 A 42 43 A 44 V 42 ) 44 35 A 37 V 35 3.5 27 ¥V 21 A 32 V 2
° Similar to previous terms’ results, manufacturer brands are ° Daha oOnceki donemlerde de oldugu gibi tiketiciler fiyat uygunlugu
still perceived as superior for all other attributes except for disinda tim Urn &zellikleri agisindan uUretici markalarini daha Ustin bir
“reasonable prices”. sekilde algilanmaya devam ediyor.
° Private label buyers’ satisfaction has decreased slightly or ° Market markasi kullanicisi tuketicilerin memnuniyetleri hemen hemen

stood steadily in nearly all aspects of private labels. On the
other hand, positive evaluations of non-buyers have
decreased compared with the previous year.

° Consumers who do not purchase private label products °
give more value to manufacturer brands compared to
consumers who purchase private label products. Naturally,
they give less value to private label products.

her 6zellik igin gegen yillara gore dusuyor ya da ayni kaliyor. Ancak,
market markasi satin almayan tuketiciler gegen yila goére bu Urlnlere
iliskin daha az olumlu degerlendirmelerde bulunuyorlar.

Market markal drunleri tercih etmeyenler, market markali Grtnleri
tercin edenlere gore tim Urtn ozelliklerinde Uretici firma Urlinlerine
daha yUksek deger atamakta. Dogal olarak da market markal Grtnleri
daha duguk konumlandiriyorlar.
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Private label preference by product categories

Market markasi tercihinin trun siniflarina dagilimi

Products / Uriinler
Paper products / Kagit drtinleri
Dishwashing detergent / Bulasik deterjani
Bath&Kitchen cleaning / Banyo&mutfak tem.
Dry beans / Bakliyat
Laundry detergent / Camasir deterjani
Fabric conditioner / Camasir yumusaticisi
Dairy products/ Sut ve st urtnleri
Flour / Un
Liquid oil / Siviyag
Pasta / Makarna
Margarine / Margarine
Tomato paste/ Salca
Biscuits / Bisktvi
Fruit juice / Meyve suyu
Mayonnaise / Mayonez
Delicatessen / Sarkuteri trtnleri
Chocolate / Cikolata
Canned food / Konserve
Ketchup / Ketcap
Carbonated Soft Drinks / Gazli icecek

PL Manf.brand Preference It doesn’t
preference preference gap matter
Wilackas:  Uretigimarkast el arketmez
34.3 254 8.9 38.9
27.0 38.9 -11.9 32.8
25.8 35.1 -9.4 38.0
25.6 39.7 -14.1 335
20.6 48.4 -27.9 29.7
20.2 447 -24.5 32.8
19.8 49.3 -29.5 29.5
19.3 46.2 -26.8 32.2
18.5 60.5 -42.0 18.5
15.8 53.2 -37.4 29.3
12.9 57.8 -44.9 22.9
11.0 60.1 -49.1 23.3
9.6 68.0 -58.4 20.6
94 63.6 -54.3 24.7
8.3 62.2 -53.8 204
8.3 69.4 -61.1 17.9
8.1 72.6 -64.4 16.8
7.9 61.1 -53.2 20.8
7.3 66.1 -58.8 18.3
6.9 70.3 -63.4 18.3

* Due to other responses row totals do not add up to 100.

Diger cevaplar nedenivle satir toplami 100 etmez.

Consumers who purchase private
label products within last month
stated that they mostly prefer
private labels instead of
manufacturer brands in paper
products, dishwashing detergents
and bath & kitchen cleaning
materials.

Product categories that private
labels are least preferred are
canned food, ketchup, and
carbonated soft drinks.

Market markal Grinleri kullanan
tUketicilerin en ¢cok kagit trtnleri,
bulasik deterjanive banyo &
mutfak temizlik Grdn
kategorilerinde market markali
uranleri Uretici markal drtnlere
tercih edebilecekleri gorallyor.
Market markali Granlerin en az
tercih edildigi Grtn gruplari
konserve, ketgap ve gazli icecek.




Future purchasing intensions with regards to private label products
Gelecekte market markasi satin almaya devam niyeti

Will you continue to purchase private labels in next years
Market markali iiriin almaya devam edecek misiniz?

2005 2006 2007 2008
Yes / Evet 95.0 88.3 82.4 88.6
No / Hayir 5.0 11.7 17.6 11.4

Do you recommend private labels to your friends ?

Market markali diriinleri tanidiklariniza tavsiye ediyor musunuz?

2005 2006 2007 2008
Yes / Evet 82.6 78.3 66.3 80.0
No / Hayir 17.4 217 33.7 20.0

Similar to the previous years, 88.6% of the
consumers who have purchased private label
products stated that they will continue to
purchase these products.

80 % of consumers stated that they would
recommend private label products to their friends.

Gecmis yillara benzer sekilde, market markali
urun satin alanlarin %88.6’s1 6numuzdeki
donemlerde de market markali Grin almaya
devam edeceklerini belirtiyorlar.

Tuketicilerin yuzde 80’i market markali GrUnleri
arkadasglarina / tanidiklarina tavsiye
edebileceklerini sdyluyorlar.




Reasons of not trying any private label product
Market markali Giriin denememe sebepleri

Why consumers do not purchase private label products
Market markali liriin kullanmama sebepleri

Not reliable / Gtivenilir degil

Poor quality / Kaliteli degil

Manufacturer brands are more attractive / Uretici markali iiriinler daha cazip
Not recommended by users / Kullananlar tavsiye etmiyor

No continuity / Ayni drtindi scirekli olarak bulamiyorum

Expensive / Pahali

| have never seen / Hic gérmedim

Not being familiar brand / Alisik olmadigim icin ¢ekiniyorum

Not attractive / Cazip gelmiyor

%

69.8

58.6

32.4

9.5

6.3

5.4

3.6

23

0.5

The most important reason as to why
consumers do not even try private label
products is that private label products are
perceived as “not being trustworthy” and
“having a poor quality”

Tuketicilerin  market markal Urunleri
denememe sebeplerinden en onemlisi
market markali Grinlere gilvenmemesi ve
kalitesinden suphe duymasi.




Future intention to try among non-buyers
Market markasi almayanlarin gelecekte deneme egilimleri

Do you think to try private label products in next days?

Oniimiizdeki dénemlerde market markal iiriinleri denemeyi diigiiniiyor musunuz?

Yes / Evet
Maybe / Belki
No / Hayir

2006 2007 2008
2.0 13.9 0.9
39.9 36.4 225
59.0 49.7 76.6

76.6% of the consumers who have not
purchased any private label products in the
past do not think of purchasing these products
in the future either. This score is significantly
higher than previous years.

Market markall arunleri kullanmayan
tiketicilerin %76.6’s1 6Gnimuzdeki donemlerde
de bu drunlerden almayi dusunmuyorlar. Bu
oran gecen yillara gore oldukga yuksek.
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