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Key Takeaways from March Consumer Insights Tracker

Some positive signs for the economy as discretionary purchases picking up :

1) Consumers buying less private label in past month

2) Intention to use coupons declined in past month

3) Credit card balances increased, and indication of increased spending

4) Casual dining segment picking up relative to fast food, fine dining continues to increase

5) Intentions to buy new shoes and clothing increasing

6) Intent to buy furniture increased for 4" consecutive month

7) Consumers less likely to be looking to purchase least expensive electronics brands

8) Consumers less likely to be waiting for promos to buy toiletries and cosmetics

9) Increased i mpulse purchases of snacks as consumer s
10) Substitution of tap water for packaged beverages flattened last month

11) Shift away from CSDs beginning; NCBO6s benefit on
12) Flattening of percent of consumers eating at home to save money

Frugal behavior still remains, especially in key staples categories such as packaged
food/beverage and household product

1) Gas price increase of 3% in March i mpacted | ower i
2) Consumers continue to shift to discount channels for household products and packaged food
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Stock Watch: March Consumer Insights Tracker

Good News/Bad News:
1) Consumers buying less private label in past month
A Pos: KMB, CLX, Neg: RAH, THS, COT, WMT, TGT, COST
2) Intention to use coupons declined in past month
A Pos: Packaged food sector, Retail Sector
3) Credit card balances increased, and indication of increased spending
A Pos: Retail, Luxury Goods, AXP, MA, V, COF, TGT, JWN
4) Casual dining segment picking up relative to fast food, fine dining continues to increase
A Pos: EAT, RT, DRI, DIN, CAKE, CKPI, PFCB, HNZ, GIS,SLE, RTH, MRT,
5) Intentions to buy new shoes and clothing increasing
A Pos: All Footwear (NKE, SKX, PSS, etc) and Apparel (M, JCP, GPS, etc) Companies
6) Intent to buy furniture increased for 4" consecutive month
A Pos: ETH, FBN, STLY, BSET, LZB, TGT, SHLD, PIR, WSM
7) Consumers less likely to be looking to purchase least expensive electronics brands
A Pos: BBY, RSH, HGG
8) Consumers less likely to be waiting for promos to buy toiletries and cosmetics
A Pos:L 6 Or, Elg Neg: REV, RDEN, AVP
9) Increased i mpulse purchases of snacks as consumer s
A Pos: PEP, DMND, LNCE, KFT, CAG, DMND, GIS, HSY
10) Substitution of tap water for packaged beverages flattened last month
A Pos: KO, PEP, DPS, HANS
11) Shift away from CSDs beginning; NCBO6s benefit on
A Neg: DPS, KO, PEP
12) Flattening of percent of consumers eating at home to save money
A Pos: General Restaurant Sector, Neg: KR, SWY, SVU, WMT, TGT
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Summary: March Highlights (1 of 2)
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Overall, we see improvements in consumer spending habits compared to February. But on an
absolute basis, consumers are still indicating high levels of frugality, and many of the gains in March
are merely offsetting the sharp declines seen in February.

Macro: Consumers are buying less of private label / generics than in February (-180 bps)
Macro: Consumers became less frugal as their intention to use coupons declined 260 bps in past month
Macro: Credit card balances increased 280 bps among those carrying balances; consumers have begun spending more money

Macro: As gas prices increased 280 bps in March, it resulted in reduced consumer spending by lower income households

Discretionary: While flat in February, consumers ate more often in March at casual restaurants (+290 bps)
Discretionary: After the February increase, fast food occasions remained flattish despite the wealthy eating there less -200 bps

Discretionary: Fine dining occasions increased 240 bps after being flat in February
A Lower income consumers increased casual restaurant occasions relative to fast food
A The wealthy increased casual restaurant visits relative to both fast food and fine dining

Discretionary: Consumers indicate that they are much more likely in the next 30 days to buy shoes (+350 bps) as well as replace
a portion of their wardrobes (+170 bps); consumers not delaying clothing purchases as much due to finances

Discretionary: Car buying intent grew 100 bps, driven by used car increase (+310 bps) despite new car decline (-130 bps)
Discretionary: Furniture purchase intent increased for the 4th consecutive month, now 1160 bps higher than November

Discretionary: Consumers are less likely to be seeking the least expensive electronics brands (-250 bps) to purchase
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Summary: March Highlights (2 of 2)

Beverages: Consumers are buying less non-alcoholic beverages in bulk to save money (-440 bps)
%HYHUDJHVY &RQVXPHUV LQGLFDWH WKDW WKH\fOO EH EX\M0QE@s)OHVY DOFRKRO IUR

%HYHUDJHYV $IWHU WKUHH PRQWKV RI LQFUHDVHY FRQVXPHU VXEVWLWXWLRQ RI [
A Substitution of CSDs for other E H Yd{ué to value reversal (-100 bps) and health concerns on CSDs continuing to grow

Beverages: Support for the sugar tax increased forthe 4" FRQVHFXWLYH PRQWK QRZ DW LQ ODUFK

HPC: Consumers are less likely to be waiting for sales to buy toiletries than the prior month (-300 bps)
HPC: In cosmetics as well, consumers are not waiting for sales/promos as often (-100 bps) before buying
HPC: However, consumers continue to shift to discount retailers for household products than in the prior month (+160 bps)

HPC: Also in household products, we see consumers buying more in bulk to save money for the 37 consecutive month

Food: Forthe3d PRQWK LQ D URZ FRQVXPHUV DUH EX\LQJ PRUH VQDFNV IURP GLVFRXQ
Food: Similarly, in packaged foods, consumers are buying more from discount retailers (+170 bps)
Food: However, after two months of increases, consumers are less likely to wait for snacks go on sale before buying (-170 bps)

Food: After two months of increases, consumers eating dinner at home to save money flattened at 45%
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