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Aufgabenstellung

=» Vor dem Hintergrund steigender Energiekosten und der Diskussion um klimafreundlichen
Konsum, gewinnt das Thema 'Nachhaltigkeit' an Bedeutung

=» In vielen Sortimentsbereichen werden Themen wie 'Energieeffizienz' und 'Klimaschutz' zum
Verkaufsargument

=» Bisher liegen jedoch viel zu wenig Informationen dartber vor, welche Rolle dieser
Themenkomplex fir die Konsumenten in verschiedenen Markten und Landern spielt, und worauf
sich Firmen konzentrieren sollen

= GfK Living geht dem Thema 'Nachhaltigkeit' auf den Grund, und ermaoglicht Ihnen,
die Chancen und Risiken far Ihr Unternehmen einzuschéatzen und far IThren
zukunftigen Markenerfolg zu nutzen

=» Dazu hat GfK Living eine Markstudie unter 6.800 Personen in zentralen europaischen Landern,
sowie in den USA, Brasilien, China und Indien durchgefihrt

=» Profitieren Sie von den Ergebnissen dieser Studie, die Ihnen dabei helfen werden, Ihre Marke an
die verschiedenen Aspekte von Nachhaltigkeit anzupassen und auf die bevorstehenden
Anforderungen 6kologischer und sozialer Verantwortung vorzubereiten GfK
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Ihr Vorteil — Wir geben Ihnen Antworten auf folgende Fragen (Beispiele)

=» Welche Rolle spielt das Thema 'Nachhaltigkeit' fir Konsumenten in den verschiedenen
Sortimentsbreichen und Landern?

=» Ist 'Nachhaltigkeit' ein Kaufentscheidungskriterium ftr Ihre Zielgruppe? Wenn ja, welche Aspekte
sind von besonderer Relevanz (z.B. Energieverbrauch, Recycling von Verpackungsmaterial, CO,
Footprint, umweltfreundlicher Transport, etc.)?

=» Welche Rolle spielt der Preis bei umweltfreundliche Produkten? Sind die Konsumenten bereit fiir
nachhaltige Elektrogerate mehr zu bezahlen?

> Wie werden Elektrogerate bezlglich ihres Beitrags zum Klimawandel im jeweiligen Sortimentsbereich
wahrgenommen?

=» Welche Lifestyle-Produkte sollten laut Konsumenten nachhaltig sein?

=» Was sind die zentralen Anforderungen der Endverbraucher in punkto ‘Nachhaltigkeit' an Handel und
Industrie?

=» Welche Marken (Auswahl) haben sich bereits als solche positioniert, die nach den MaRstaben
wirtschaftlicher und sozialer Verantwortung handeln?

=» Welcher Konsumententyp ist fir das Thema 'Nachhaltigkeit' besonders empfanglich? Lassen sich
interessante Zielgruppen fur Ihre Marke identifizieren? (Kaufersegmentierung)
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Studiendesign

Fallzahlen je Land:

m m
land

Weltweit

n= 6818

n=1590 n=500 n=516 n=553 n=1003 n=614 n=1015 n=1027
Methoden:
Online CATI Face-2-Face
Feldzeit: Januar/ Februar 2009

Zielgruppe fur jedes Land:

Datenerfassung:

1 Salvador, Fortaleza, Recife, Manaus, Goiania, Belém, Brasilia, Belo Horizonte, Rio de Janeiro, Sdo Paulo, Curitiba und Porto Alegre

2 Shanghai, Guangzhou, Chengdu, Beijing, Wuhan

3 Delhi, Kolkata, Mumbai, Chennai, Bangalore

D, IT, PO, UK, USA = landesweit
Brasilien!, China?, Indien® = Ballungsraume

Personen, die am Kauf von Elektrogeraten fur den
Haushalt beteiligt sind
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Abgedeckte Sortimentsbereiche

Sortimentsbereiche

-» Haushaltsgerate

Rasierer & Schonheitspflege
Gesundheitspflege & Wellness

Flachbildschirme LCD TV

v v ¥V

Audio, Video & Multimedia

7

Zubehor

Produktgruppen

= Bigeleisen, Elektrische Wasserkocher, Elektrische Mixer
= Elektro-Rasierer, Elektrische Haartrockner

= Elektrische Zahnbirsten, Babyphone, Babyflaschen

= Flachbildschirme LCD TV

= Digitale Fotorahmen, Sound Systeme/ Lautsprecher,
CD/ DVD Player/ Recorder

= MP3/ MP4 Player, Kopfhorer, Audio/ Video Kabel,
Schnurlostelefone
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Beispiel-Charts (Dummy's)




Next to other topics the 'climate change' is very import

to 50% of end-users in the covered countries
Relevant topics, in %

How important is each of the following subjects to you personally at the moment?

in %

climate change the international unemployment/ crime rate education in
credit crisis fear of losing job the society
Rating™:
= s (very)
important to me
(T2B 6+7)

M s somewhat
important to me
(3-5)

= is not important
to me (at all)

5,0

(B2B 1+2)
.
Mean 6,0 55 4,8 6,1

Source: GfK NachhaltigkeitsMonitor 2009 * Rating on a 7-point-scale, where 1 means 'is not important to me at all' and 7 means 'is very important to me'
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Especially in Italy and China climate change matters
Climate change, in %

GfK Living

How important is ‘climate change' to you personally at the moment?

is not important to
me (2)

is not important to
me at all (1)

Climate change Germany UK Italy Poland Brazil
in %
20 19
m |s very important to 29
me (7)
B |s important to me
(6) 16
) 28
21
8
= (3)
= 16
25
K
18
A4 7
2 3 3

Mean 5.1 5.2 4.7 5.8 5.3 4.8 5.5

Source: GfK NachhaltigkeitsMonitor 2009 * Rating on a 7-point-scale, where 1 means 'is not important to me at all' and 7 means 'is very important to me'
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The energy consumption is sharing the 5th position of t

covered product choice criteria
Product Choice Criteria, Top-2-Box in %

Please indicate how important each of the listed criteria was to you when buying the product? (Top-2-Bo
in %

the size of the product

the design/ look

the brand

the ease of use

the recyclability of the packaging
the weight

the price of the product

the packaging in general

materials used

the recyclability of the product the
accessories that came with the product
state-of-the-art technology
compatibility with the environment
the energy consumption

a seal of quality

the picture quality **

the sound quality **

K
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W

(o0}
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w
=

=
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)]
w

Source: GfK NachhaltigkeitsMonitor 2009 * on a 7-point-scale, where 1 means 'not important at all' and 7 means ‘very important'

GfK

**asked for selected categories only
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Lifetime reliability, energy consumption and the materi lay a

particularly strong role within the product lifecycle
Attention paid, Top-2-Box in %

How much attention did you pay to these aspects when you bought the product? (Top-2-Box*)

in %
whether products are made of renewable 9 |
resources
the overall benefits to you and your family 25 > P
re-usage
(]
= the recyclability of the packaging 32
(&]
()
’:—f the environmentally friendly transportation of 18 )
2 the product \
-c 4
g the energy consumption while running the
product
the lifetime reliability/ long life-span of the

product e > Usage

the type of material used

J

the recyclability of the product
» After-usage

the overall carbon dioxide balance while manufacturing,
transporting, using and disposing the product

J

Source: GfK NachhaltigkeitsMonitor 2009 * on a 7-point-scale, where 1 means 'no attention at all' and 7 means 'a great deal of attention’
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Buyers pay much attention to the overall benefits of th

product, but feel comparably little informed
Attention paid & well informed, Top-2-Box in %*

= Pre-usage aspects MM = Usage aspects BN - After-usage aspects

70%

A
‘ the lifetime reliability/
the energy consumption long life-span of the
o the recyclability ~ while running the product product
"é of the packaging
o
O
X
o)
g the environmentally
iy ‘ friendly transportation
é @ of the product
5 ) the overall carbon
£ dioxide balance
Ke) while manufacturing,
E transporting, using and j the type of material used
g disposing the product ‘
2
o)
- the overall benefits to
9 @ you and your family
2
= whether products ‘
are made of
renewable resources the recyclability
of the product
S0 @=34
10% > 70%

Attention paid (Top-2-Box in %*)
. ) ) * on a 7-point-scale, where 1 means 'no attention at all' and 7 means 'a great deal of attention'
Source: GfK NachhaltigkeitsMonitor 2009 ** on a 7-point-scale, where 1 means not imformed at all' and 7 means 'completely informed'
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Sony gets perceived as manufacturer with the most 'ecological and

social responsibility’, closely followed by Philips
Eco Portfolio, in %

50%0

SONY

PHILIPS

nse and simplicity

Panasonic

ideas for life

1] D
'!Fcﬁnd d
imagination at work a] El
ectrolux
nnl

[ ]
GRUNDIGG ARP
O @ = 79

12

most ecological & social responsibility*

)

>  100%
prompted manufacturer awareness

Source: GfK NachhaltigkeitsMonitor 2009 * Base: Manufacturer known
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Beispiel-Charts (Dummy's)

- Kaufersegmentierung -
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Factor Analysis

Worldwide

Worldwide

GfK-Living.com

Pure eco orientation

The overall carbon dioxide balance while manufacturing,
transporting, using and disposing the product

Whether products are made of renewable resources

The environmentally friendly transportation of the product
The recyclability of the product

The recyclability of the packaging

Brand and quality orientation

The brand

State-of-the-art technology

I always look for the highest product quality available
The design/ look

1

Convenience orientation

!

Durability orientation

The weight G
The size of the product

Dimensions == | The lifetime reliability/ long life-span of the

product

The ease of use 1

The energy consumption while running the

1 product

Price orientation

Passive eco orientation

| pay great attention to special offers
Environmentally friendly electric appliances are too expensive
The price of the product

Everyone has to restrict themselves for the protection of the
environment

Environmental protection is more important to me than further
economic growth

The government and the industry shall start with the
protection of the environment, not the single consumer

Source: GfK NachhaltigkeitsMonitor 2009
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The 4 GfK types of consumers regarding sustainability

Eco-Oriented O\ (23w Eco-Carefree Shoppers

\ /4

Price—rinted Eco-Passives

'»’ % e
na 5;1.
s

Source: GfK NachhaltigkeitsMonitor 2009
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The share of target groups worldwide

GfK Living

=

UK Italy Poland

Worldwide

m Eco-Oriented

30,5

= Smart Shopper

= Uninvolved Eco-
Minded

19,6

M Price-Oriented
Eco-Ignorant

Source: GfK NachhaltigkeitsMonitor 2009
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Unsere Tools fur Ihren Markterfolg - Single Source

GfK Living

Markt &
Performance

Markt & Marktentwicklung

() GfK ElektroPanel DE

O‘ GfK ElectroPanel FR

() GfK ElectroPanel Europa
(coming up 2010)

O. GfK OwnershipMonitor
Ost-Europa

O. GfK OwnershipMonitor
West-Europa

Zielgruppen-
Analyse

Zielgruppenidentifizierung

Strategie &
Umsetzung

Unternehmensstrategie

Kontrolle &
Optimierung
Marktperformance

9 GfK TargetGroupProfiler

O GfK StrategieWorkshop

Zielgruppenbefragung

Produkt- und Preisstrategie

) GfK TargetSelector*
O GfK Greyhound (50plus Bus)

0 GfK SalesOptimizer (Conjoint)
0 GfK PriceMeter

Zielgruppen-Segmentierung

Marktindikatoren

O‘ Studie zur Finanzkrise
O‘ GfK NachhaltigkeitsMonitor

6 GfK SegmentationPLUS
0 GfK ElectroStyles

{3 GfK Shoppertypen Nonfood
) GfK Mediennutzertypologie

GfK/Roland Berger
CR-Typologie

Medienstrategie

) GfK BrandCheck
) GfK PerformanceCheck

O GfK ElektroServiceBarometer

9 GfK Usage&Attitude-Monitor

O GfK MediaProfiler
{3 GfK CrossMediaSelector

Werbeerfolgsmessung

Category Management

{3 GfK WebEfficiencyPanel
0 GfK MediaOptimizer

() GfK Consumer Decision Tree

Marktprognose

Spezialzielgruppen

Customer Relationship

() GfK ForeCast

* Jeweils auch im WEP durchfiihrbar: GfK TargetSelectorWeP; GfK MediaProfilerWe?; GfK CrossMediaSelectorWeP; GfK CampaignEvaluatorWeP ; GfK MediaOptimizerWeP

O GfK NachhaltigkeitsTypen
O GfK Seniorenlebenswelten

O GfK Online-Nutzertypen

{3 GfK CRM Profiler
{3 GfK CRM Scorer
0 GfK CRM Address




Wenn Sie von den Ergebnissen dieser Studie profitieren mochten,

dann wenden Sie sich bitte an:
A
\ i‘



mailto:sabine.fruehwald@gfk.com
http://www.gfk-living.de

