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. Chart 2: How do you utilise your spare cash
after covering essential living expenses

Macro overview

Kosta Conomos
Executive Director
Retailer Services Nielsen

Australian
consumers
remain vigilant,
with 44 per cent
putting any
spare cash into
savings.

Trended Consumer Con dence Index

hat a difference a
W year makes! The latest
information on Australian
economic, business and consumer
trends all suggest that we have
well and truly left the uncertainty
and austerity of the global

nancial crisis behind us, and the
future appears a little brighter.

The latest results from Nielsen s
Global Online Consumer Survey
for Quarter 1, 2010, shows
that Australians continue to
have a positive outlook, with
our Con dence Index at 111

an increase of 19 index points
compared to a year ago (the
highest we ve seen in two years),
and 20 points above the global
benchmark of 91 (see Chart 1).
Among the 55 markets included
in the global survey, Australia
was the fourth most con dent
(tied with the Philippines) and
just behind India, Indonesia and
Norway.

However, while con dence levels
are buoyant, the Nielsen Online
Consumer Survey showed that
Australian consumers remain
vigilant, with 44 per cent putting
any spare cash into savings and a
further 40 per cent of consumers
channelling any surplus cash

Oct 2007 Oct 2008

into paying off debts,
credit cards and loans.
Interestingly, the number
of consumers allocating
their spare cash in this
way dropped back slightly
over the past year, and
discretionary spending

on holidays, home
improvements, new clothes
and new technology
increased versus the

same time in 2009 (see
Chart 2).

Looking at the business
environment, the results of
Nielsen s latest Retail Barometer
Report, which surveys around
100 of Australia s leading FMCG
manufacturers on business constituents within the retailing
conditions and major concerns, sector thanks to the effects of
revealed that business conditions the global economic crisis, rising
also look fairly healthy, with costs and the resulting pressure
more than half of respondents on margins. However, while its
(57 per cent) experiencing encouraging to see such an
an improvement in business optimistic outlook for 2010 from
conditions in the second half of the perspective of the consumer,
2009, and more than two-thirds manufacturer and retailer alike;
(70 per cent) were anticipating rises in interest rates, increasing
business conditions to continue to utility bills, as well as widespread
progress over the next one to two voter dissatisfaction in the lead up
years (see Chart 3). to the federal election, could all

All in all, the past few years impact our outlook over the course
have been tough for many of the year. m
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June 2009 Dec 2009

Australian Average

Putting into savings 45%
g g 44%
Paying off debts / 42%
credit cards / loans 40%
32%
Holidays / ti
olidays / vacations 350
Home improvements / 25%
decorating 27%
Out of home entertainment 22%
! ' 22%
21%
N loth
ew clothes 4%
6%
New technolo roducts
gy p 20%
Investing in shares of stock / 8%
mutual funds 10%
%
Retirement fund
12%
9% April 2009 [l
| have no spare cash . 11% April 2010 .
D . 1% N -
on t know/undecided Source: Nielsen Global Online
% Consumer Survey, April 2010.

Chart 3: Over the next one to two years, do you

believe that business conditions in your industry

are more likely to improve or deteriorate?
(Manufacturer response)

May 2009 Nov 2009

B Improve
signi cantly

[ Improve somewhat

W Remain the same

M Deteriorate
somewhat

H Deteriorate
signi cantly

Base: All manufacturers:
May 2009 (n=105), Nov 2009 (n=90).

Source: Nielsen Retail Barometer
Report December 2009.

Category
overview

T otal pharmacy front-of-shop (OTC) generated
around $3.2 billion in sales for the MAT to

However, positive movements in these categories were
undermined by declines in cough and cold remedies,
therapeutic skin care and weight management.
Smoking cessation also declined by -3.5 per cent in
the MAT to 14/02/2010. It will be interesting to monitor
sales for this category over the next few months as the
recent cigarette tax excise starts to impact household
budgets. m

I chart 4: Pharmacy trade
performance - Top 15
largest categories (National)

TOTAL FRONT OF SHOP 100.0 585
Vitamins & Supplements 17.8 11.2
Cosmetics 12.6 12.7
Analgesics 11.5 6.7
Cosmetic Skin Care 7.7 52
Coughs/ Cold/ Sinus & Flu 7.3 -0.3
Therapeutic Skin Care 5.5 2.1
Allergy & Hayfever 4.5 0.7
Gastro-Intestinal 4.1 7.6
Baby 4.1 0.6
Weight Management 85 -3.7
Wound Care 3.3 1.5
Hair Care 3.1 15.0
Smoking Cessation 2.7 -3.5
Oral Hygeine 1.9 4.2

Toilet Soap 1.8 14.2

Source: Nielsen ScanTrack Pharmacy.
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