Insights about the contemporary woman

$1sanomaMedia


20110905_Presentation_C&A__Loop.pptx

A Contemporary women, daily life with a focus on
beauty, fashion & food

A Field: February - May 2011

A N = 3000 Belgian women (N=1500 for food)
A 15-75 years old

A Online Panel, by GFK
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85%shares
Colleague S thatitis
71% believes that work Important
. h 71% calls friends/family //,/* to have
gives her at least once aweek ¢~ real

a place in society triend
riends

MOthe.r 80% cannot Partner TT%isina
41%is responsible for _~ imagine her o _ A relatlonsh|p
bringing her children 22 <o without 83%is convinced that =~ and 84% is
to school/ child care. family itis important to have satisfied with
47% does it together a stable relationship her partner

with her partner
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Household

The allocation of household tasks is still traditional

r
washing up
\ ironing
\ cooking
| child care (bathing, clothing, feeding)
‘ cleaning
\ daily budget management
\ look after the children
\ daily shopping
| bring or pick up the
|

me |
f
mtogether |

!
W partner !
c hi | dereespsteow/ = mmmsam ¢ W other
finances
\ gardening
\ chores in the house
|

|
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Not enOugh time to do it all 60%
41% Not enough time to do what | really Ilke ‘
Important to make time for myself 88%
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| cannot imagine life without ...  dher Maslow pyramid

Cigarettes
& alcohol
Media & online
social networks
friends , family & free time

A
W

r
=
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More feminist, less romantic ...!

It makes sense that men do less domestic chores than h 16%

women 29%
Both men and women should contribute to overall |GGG /3%
household income 63%

st sight is possible N 637
Love at first sight is possible 78%

- | . 600
Sex and love are intertwined 76%

" - oq N S
For me, it is romantic to get married 63%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
m 2011 2001-3 Générations
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Caring self -image Interesting ideal image
1. Generous85% 1. Interesting personality 29%
2. Can be trusted 84% 2. Good mother 22%
3. Hard worker 62% 3. Very good friend 21%
4. Lazy 13% 4. Caring partner 11%
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Projective image

N°1 = Interesting personality if no kids or kids not at home
‘ N° 1 = Good mother if kids at home
\

| 50% - /
| aov 38% |
\\ 40%- 36% 0

\\ 35% -

\ 30% -
\ 25% -
\ 20% -
\ 15% ~
\ 10% -
\ 5% -
\ 0% -
\ Interesting

|

!
Good mother Very good friend Caring partner |
\ personality
|

!
!
\ . NO kids mm kids @home kids NOT @home — Total |
|
|
|
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Projective image

The presence of children in the househo
50% -
45% -
40% - 37%
35% -
29%
30% -
25% 0
20%
20% - 17% 17%
15% - .
10% - 8%
5% -
0% - .
Interesting Good mother Very good friend Caring partner
personality
= Partner, no kids Partner & kids —Total _J
$1sanomaMedia




| A 88% are happy & 18% are really happy |

| A More happy when: |
@home or student

With partner (with or without kids) IJ
Higher income

| Kids & family >> work & money

To To To I
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Having a job is important

A job is the best way to evolve _ 63%

- - I G20
Domestic chores are as valuable as paid work 62%
. . 0
For me, itis difficult to grasp, that even in these |G 32

days some women decide to become a housewife 24%

« Equal work Y Equal pay » is a reality I 30%

51%

0% 10% 20% 30% 40% 50% 60% 70% 80%
m2011 2001 - 3 Generations
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'0
Power of Women [ 4 _E

Work fU” or part time 55%
50% Career and promotion are \

Important (for women <35 yrs.)

52%ean goOd money

(for women <35 yrs )

—
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Shedos a
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63%

svery Important tome

o



20% prefers a reStaU I‘an’[ over eating at home

87% prefers a good meal at home with

family o friends

Prefers |nV|t|ng friendS over for dinner
> going to the restaurant: 38%
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Important to eat at fixed hours : 60%
BreakfaSt every day: 76% |
More time C00k|ng during WGEkendS : 47%
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16%

ealthy food very important



my weight: | have to be careful what | eat 52%

my health: | have to be careful what | eat

allergy: have to be careful what | eat 8%
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Bad habits L [ bty

from time to time | go out to eat french fries 51%

sometimes | have a crisis and eat too much 46%

from time to time | eat fast food 43%

| sometimes eat snacks between meals 37%
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40%

eating habits tellus a lot
about someone's personality

T



Dairy

Fresh fruit

Fresh vegetables
Meat
Snacks

Frozen vegetables
Fish

Other frozen products
Canned food

500 14% 19% 58%

6% 23% 35% 32%
24% 46% 20%
6% 30% 26% 29% 8%
5% 25% 47% 18% 3%
10% 49% 25% 14%

Enever B<l/week m1/Week m2-3/Week m4-6/week mdaily
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Eating habits

| like foreign food
| prefer more sophisticated meals
| prefer simple meals
| like tastes from all over the world
| prefer Belgian products
| prefer traditional meals
I f i

nd t he

Home made food = precooked food

o

64%

49%

46%

45%

41%

41%

57% (VNI & é
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at work 19% 59% 15% m Prepared meals - basic

m Prepared meals + sophisticated
m Basic

. . ® In between

with friends 11% 45% 36% 39 = Elaborate
m Haute cuisine
at home SLZEEECETZ 51% 109
restaurant L% 37% 43% 119
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Pleasure or duty Lin tutry

doing the groceries is  [IEIGL

eating is 16% 34% 47%

cooking is |[RECERL 24% 35% 25%

mlduty m2 m3 m4 m5-pleasure

Everything to do with food & cooking is a pleasure,
and eating is the ultimate pleasure for women.
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66%

likes to COOK

o



Cooking attitudes % twtry

as much as possible fresh products 81%
| like to try new recipes 70%
| cook with variation 69%
| like to cook 66%
| like to experiment in the kitchen 58%
I make my own
surprise friends with cooking talent 519%
| cook more myself than | used to 22%
frozen or canned vegetables 33%
cooking lessons T9%
| only cook because | have to 9%

—
D~
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Cooking at home [ bty

Why she doesndt cook at home

Restaurant dinner 38%
With friends, family, other 37%
Precooked meals 32%
No principal meal 29%
Someone cooked at home 22%
At work (lunch) 10%

Restaurant lunch 9%

other WEZ

$1sanomaMedia



73%shares reCipeS
94% of them does this face to face

37% by €-mall & 17% by mobile) phone
only 7% by WebsItes
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39%

IS looking for some kind of

Information anout fOOd
drinks, recipes or restaurants
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Sources (top 5)

}
| Food Drinks
|

Restaurant Recipes }}
\\ 50% brochures 36% brochures 44% friends 67% magazines /
\\‘ 41% visit shop 32% friends 26% websites 47% books }}
\\ 40% friends 31% visit shop 30%magazines 45% friends /
\\\ 37% free sheets 29% free sheets 19% newspapers 37% websites f
\\1 37% TV 27% TV 15% freesheets |
|
\

32% newspapers 1
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929%

holding on to' a shopping list is

not'a pleasure



\ Shopping habits [ bty

|
|
|
|

|

|
|
|

63%0 uses aShopping list | 33% has alist in her head

|
|
|

| 58% aways CheCKS the ticket o
only 6%0never does |

|
|

|
=

§3sanomaMedia




Shopping habits %m

| usually do my groceries in the same Shop | o1 LW
| choose the best quality POSSiDIe | V AW
| take my time to compare prices | o0
| visit several Shops to find the right produCt 1 | 1./
| consult the information on the packaging I ————————————— ¥ 40
l't's i mportant t o buleeseee—— Mt I espect é
| consult several Shops to compare prices | —————— 1
| prefer individually packed products I —— 5
For my children, | buy better quality I —aA
' m more | ikely to bul i duct with a niceé
| buy less expensive brands —LE
distribution brands R
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freshness

taste 96%
healthy 83%
Belgian origin 45%
traditional 39%
fair trade 32%

bio 20%

exotic 70

AN
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freshness

healthy
taste
Belgian origin
traditional

fair trade

not willing to pay more
bio

exotic

Sheds willing to pay

59%
38%
35%
13%
13%
11%
IT%

7%

mor e
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A Highest budgets: 35 -54 year
A Living with partner & kids ( families), highest income

M Lowest budget (0-250 euro)
M Middle budget (250-600 euro)
M Highest budget (> 600 euro)

i Do not know
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MORE:

85% believesprices for food have

risen

28% change in myfamily situation
W Less budget 16% buys more food

10% buys morebrands
M Same budget

LESS:
i More budget 62%change in my family situation
31% buydess food
23% goedessto restaurants
23% buys lessbrands
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\ |
x : : f
i Tickets are higher than expected (36%) J
| |
| |
| |
g J
\ J
| |
| |
\ J
\ J
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Shopping places

Supermarket is most popular for regular shopping

59% 58%

H 1/week min.
E 1/month min.
M < 1/month
i Never
Hard Hyper Super  Small shop Grocery Market Producer
discount market market shop place
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Sheds di fferent

with different needs
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| \ SPONTANEOUS
| | CARELESS
ACTIVE IMPULSIVE
ENERGY
ADVENTURE
CHALLENGE
| ORIGINAL
INNOVATION
VODERN SMPLICITYPLEASING
NOT IN CENTER
INDEPENDANT OFATTEXHON
FREEDOM RlNGCALM
CAREFULL
SECURITY

STYLE
CLASSY
EXCLUSIVITY
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Evasionist” [ bty

open
down to earth optimistic

proud
new Challenges

make neW friends

beingina Jroup

enjoy ire
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Her cooking attitudes

Evasionista

Her eating habits

organic & fair trade 68%f00d experiment
271% no fixed meal hours cooking = pleasure, with variation
no breakfast every day 24% new recipes
fresh products 85% new tastes 59%
60% daily dairy loves cooking in the weekend
her style = elaborate invites friends over for dinner >
likes food from all over the world restaurant 43%
53%fast food & french fries 58%
Snacks 41%
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TRADITIONALISTA
12 %
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