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! A Pan European Study covering 17 countries @;%

17 Countries represented:
@ France (FR); Germany (DE), Austria (AT), Belgium (BE), Bulgaria (BG), Denmark
(DK), Spain (ES), Hungary (HU), Italy (IT), Norway (NO), Poland (PL), Portugal
(PT), Czech Republic (CZ), Romania (RO), United Kingdom (UK), Slovakia (SK),
Sweden (SU).

,'2‘ Sample size: 13 800 respondents, aged 18 to 75 y.o.,
national representative; 800 respondents per country

% Data gathering: online interviews
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* The mood is stable, saving intentions are up
* Local consumption is responsible consumption

* How can we do better?
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GDP growth

1,9 1.8
!
. Estimates
. Forecasts
O Eurozone average

QOO ®®O®E EE)® ® O
D © e @ e e 0w 66 6w @ 6

2.5 2.7 1.7 3.6 2.3 3.0 2.3 4.4 1.6 2.0 4.8 2.8 4.3 @ 1.7 3.4 24

@09 GF LU UR 0O @)F @6
DE AT BE BG ES FR PL PT cz UK SK SE

DK HU IT NO

Sources: L’Observatoire Cetelem, based on OECD and IMF figures LObservatoire
R cetelem g LObsery 5



The economic, political and social climate,

which is taking a turn for the worse overall, 54 @
influences how Europeans perceive the 5,3 ’
situation in their country. 17-country

average
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Q: How would you rate the overall situation in your country today on a scale f 1to 10? LOb toi
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Self-perception is invariably more positive.

Europeans view their personal circumstances @
more positively than they do those of their country. 5,8 6:1

17-country
average

Q: How would you rate your personal circumstances today on a scale of 1 to 10?
mmmmmmmmmmmm Source: L’'Observatoire Cetelem, 2019 Cetelem 7
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1 in 2 people believe that their spending power has remained stable
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Q: Over the last 12 months, would you say that your purchasing power...
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Saving intentions have grown significantly in most

countries, but particularly in Eastern Europe 17-country average:  49%
2018-2019 variation: +4

2018-2019
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Q: Over the next 12 months, do you intend to save more?
0 “ ” LObservatoire
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Spending is a nice idea... if you have the funds. Because while 58% of
those surveyed declare that they would like to spend, 47% state that they 17-country average: ~ 41%
cannot afford to. 2018-2019 variation: -6
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Q: Over the next 12 months, do you intend to spend more?
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Furniture
Home improvement or renovations
DIY or gardening equipment (lawnmower, power drill, etc.)

28

51

37

64 67 A paid subscription to an online video streaming platform @

43% -1 60% g +7

_ @ TV, Hi-Fi equipment @

= e © Home computer (30)
‘ _

R ‘0‘ a , I A tablet (iPad, Galaxy Tab, Amazon Fire, etc.) @ @ @

(31

21

29

®

21

D

\(r N
2 -V, .\ - Sports equipment (bicycle, windsurf, roller blades, etc.)

A new car

Household electrical Travel A smartphone

. . A used car
appliances or leisure

A games console (Playstation, Nintendo, Xbox, etc.)
® EU

® EU vs. 2018
® Romania Real estate

A motorcycle or scooter o o (7]

Q: Are you thinking of buying any of the following products and services over the next 12 months?
‘ggteLQ“m % of “Yes” answers LObservatoire | 11
o Source: L’'Observatoire Cetelem, 2019
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Local products are undoubtedly appreciated. 89% of Europeans say So.
The Austrians, Germans, Italians and Romanians are the keenest (93%,

92%, 92% and 90%).

. Made in your region
. Made in your country

. Made in a European country

A Fn

Made In Made In Mada Ina
your region yaur country Eurcpsan courtny

Q: Do you personally believe that for a product to be local, it must above all be...
LOb toi
gcetelem In % (Select one answer only) LObservatoire | 173
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In the eyes of Europeans, local consumption is about values
and the positive impact people believe it can have,
particularly in socioeconomic terms.

) A way of protecting the environment
@ A goal you have set yourself

@ An act of patriotism

® Aduty

ry, is primarily...
LObservatoire 1 4
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Q: Would you say that consuming locally, i.e., choosing to buy products made in yo

‘ggtelgm Two possible answers, in %
T Source: L'Observatoire Cetelem, 2019



EU ®Romania

60 I To support the economy
52 I To support employment
36 I The products are of higher quality

31 I The origin and composition of the products make them more reassuring

30 e Supporting local production is important for social cohesion
70 They have less of an environmental impact
s It allows know-how to be preserved
14 B It is a way of opposing globalisation
20 The products are cheaper than non-local products

Q: For which of the following reasons do you choose products made locally?
‘(_:etelem Three possible answers, in % - 17-country average

Plus respansables, onsemble
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' ... good for confidence.

Generally speaking, would you say that you have or do not have confidence in products
from...
% of positive answers EU mRomania
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Q: Generally speaking, would you say that you have or do not have confidence in products from...
® cetelem % of positive answers LObservatoire | 1 G
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Home products
(decoration, Hygiene and
Food furniture, etc.) beauty Textiles Tech products

59 55 54 35

RO n 95 79 76 72 47

Q: Would you say that local products are available in the following sectors?
g getglem % of positive answers Ic.:Oetgglt-;ér‘rxatoir‘e 18
------------ u Source: L’'Observatoire Cetelem, 2019
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Hi-Fi equipment

Home products and tech products
Hygiene and (decoration, (mobile phones,
Food beauty products furniture, etc.) Clothes A car computers, etc.)
cu @ 87 65 60 56 41 33
RO ﬂ 94 71 73 67 34 31

Q: When you buy the following products, would you say that you favour products manufactured in your own country?
!cete|em % who answered “always” or “often” LObservatoire = 10Q
=S Source: L'Observatoire Cetelem, 2019 Cetelem
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Quality Price Taste Quality Price Style
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Quality Price Style Quality Price Durability
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@ Romania

O Eu

Q: When buying food, furniture, clothes or electronic equipment, which of the following criteria do
‘cetelem you generally apply to make your decisions? - Three possible answers, in % - 17-country average LObservatoire 20
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l Price Is the main obstacle

Proximity is a guarantee of quality... but price is the source of debate

@ Romania

®eu

Yes No

Less than Between 5% More than
5% and 10% 10%
""""""""""""""""""""""" Q: Would you be prepared to pay more for alocal  Q: On average, how much more would you be prepared
roduct? In % to pay for alocal product? Of those who state that theyL i
Reetelem » ° pay ° Vigbeervarore | 21

-l Source: L'Observatoire Cetelem, 2019 would be prepared to pay more for a local product. In %



l High expectations

56% 1 52%

@ Romania
® Eu
Very much a Important Not
priority but not a important
priority
e i e
In % . .
Rcetelem % Coroomsore | 22
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A desire for more proactive government policy.

EU mRomania

IBZ  Tradesmen/ traders (small shops) 80
NGOs (environmental,
o . 76
consumer protection, etc.)
7 Citizens / consumers 67
e Brands / retailers 59
6 Companies 56
8 The media 49
_ The government / authorities 44
w9 European Union 42

Q: Would you say that the following stakeholders are or are not committed to promoting the manufacture and

:cetelem consumption of local products? % who answer “Committed” - 17-country average LObservatoire | 273
- etelem
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' A desire for greater traceability

Europe’s relative lack of commitment to local consumption is also highlighted
when broaching the topic of quality labels.

Yes No

77 of a product 23
_ A European quality label should be created
74 for certain products
There should be more of them in the future

© EU @ Romania

I ey ntuence younen choosing a procuc
ranl There are many o

You are aware of them and can find them easily

Plus respensablos, snsomble
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Thank you for reading

@obs_cetelem
observatoirecetelem.com
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QUESTIONS & anSWErSs

@ohs_cetelem
phservatolrecetelem.com
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