





CEO VIEWS

BY THE NUMBERS

The Growth of | What Shoppers Want
Sto re B ra n dS 00D VALUE IS THE TOP CONCERN of the world’s grocery shoppers, The

Nielsen Co. reports. Alfa-Beta Vassilopoulos SA, Delhaize Group’s Greek

RIVATE-LABEL PRODUCTS seem subsidi'ary, says its new di'scount store format yvill address that neeq with ﬂ

poised for growth in the U.S. : 3,000 |t§ms at very low prlce§. Shoppers, par’FlcularIy those in Russ_la and

While store brands represent India, also consider a. stqre’s selection of hlgh—q.uz.allty brands, repor.ts Nielsen. “ALTHOUGH THE FINANCIAL

more than 25 percent of grocery Carrefour announced it will spend up to $1QO million over the next five years to CRISIS WILL NOT LEAVE
sales by value in some Western Euro- open hypermarkets and other stores in Russia, where grocery sales are expected THE FOOD MARKET

to climb 42 percent to $296 billion by 2013, according to Planet Retail.

UNTOUCHED, PEOPLE STILL
HAVE TO EAT AND DRINK.

pean countries, they account for just
17 percent of sales in the U.S., accord- ON A SCALE OF 1 (LOW) TO 5 (HIGH), HOW IMPORTANT ARE

ing to The Nielsen Co. The firm notes THE FOLLOWING FACTORS WHEN YOU ARE DECIDING WHERE TO OUR MARKET WILL BE
that although national brands recorded GROCERY SHOP? Global average (point score) LESS AFFECTED THAN
MANY OTHERS.”

a 2.6 percent increase in sales in the
U.S. between 2006 and 2007, store
brands jumped 7.6 percent. Eric Claus
of The Great Atlantic & Pacific Tea Co.
expects store-brand products to account
for more than 25 percent of sales at the
company’s 139 Pathmark locations by
2010, up from 16 percent today.

/]
— K.M. SLIPPENS, CHAIRMAN AND CEO,
SLIGRO FOOD GROUP NV (EURONEXT: SLIGR)

SALES OF STORE BRANDS
IN U.S. SUPERMARKETS Bil. §
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“PRIVATE LABEL IS AN
IMPORTANT PART OF OUR
FUTURE. IN THE NEAR
TERM, YOU'LL SEE MUCH
MORE PROMOTIONAL
ENERGY AND BETTER
SHELF SPACE GOING TO

Where Shoppers Are Buying PRIVATE LABEL.”

— ERIC CLAUS, PRESIDENT AND CEO,
THE GREAT ATLANTIC & PACIFIC TEA CO. INC. (GAP)

SOURCE: “GROCERY STORE CHOICE & VALUE FOR MONEY: A GLOBAL NIELSEN CONSUMER REPORT"

LANET RETAIL projects a 43 per- tively high incomes, is Africa’s most promis-
cent rise in grocery sales for Africa  ing market. Citing aggressive new store open-
and the Middle East between 2009  ings, Carrefour says Latin American sales
and 2013, more than double its  grew 20 percent in the third-quarter of 2008
North American and European estimates.  from the previous year. Casino says it is tar-
The research group notes that Carrefour and  geting Asia, with its growing affluent popula-
Casino each have opened hypermarkets as  tion. The company opened 13 stores in Thai-
joint ventures with local North African and  land during the first nine months of 2008,
Middle Eastern companies. South Africa,  bringing its total there to 71 stores. It also
with its large population and compara-  opened its eighth hypermarket in Vietnam.
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PROJECTED GROCERY SALES BY REGION net (Mil. $)

World LN 1 “THE INDUSTRY NEEDS
Africa and Middle East Ml $504,708 TO ADDRESS CHANGING
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CEO, DELHAIZE GROUP (NYSE: DEG, EURONEXT: DELB)
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