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BACKGROUND

The JWT Anxietylndex was launched in February 2003 during the run-up to
the war in Iraqg.

It tracks the level and intensity of consumer anxiety and the drivers of that
anxiety. It examines safety and security concerns—the threat of terrorism,
potential and current military hostilities, crime—as well as economic

worries, such as the cost of health care, the cost of living and job security.

The Anxietylndex is also designed to discover consumer insights that will
help marketers formulate strategies during times of high or low anxiety.

JWT launched the baseline study for Anxietyindex in India in 2009 and
approached Millward Brown to partner in this.
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METHODOLOGY

Data was collected between April 27-May 3, 2009.

Respondents were interviewed face-to-face.

500 adults aged 18-49,
Belonging to SEC A, B and C.
Based in Delhi, Mumbai and Bangalore.

Data was weighted based on IRS figures.
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FIND

India’s anxiety level is high, with close to three-quarters of respondents
saying they are nervous or anxious, considering everything going on in
the world, the country and their family’s life.

People are most worried about security issues (terrorism and crime),
followed by the state of the economy (the cost of living, food prices, the

cost of health care).

People are optimistic about the future, especially the near-term prospects
for the economy.
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(cont’d.)
Consumer behavior appears to be largely unchanged when it comes to
purchase of everyday items such as atta, rice and shampoo. But
consumers are exercising caution when it comes to buying branded
apparel and shoes, and looking for discounts and bargains in these
categories.

Many have cut spending on family entertainment, and a majority is eating
at home more often.

More than a third of respondents are actively trying to reduce their
mobile phone bills; most of them are doing so by talking less.

Most respondents say they have become more concerned about social
Issues in the past three months.
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The anxiety level is high in India, with
almost three-quarters of the population in
metros saying they are nervous or anxious.
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Among adults 18-49

China/india; April-May 2009

Russia/spain/lapan: March 2009

LS. /UK. /Canada/ Australia; February 2009
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Overall, given everything that is going on in the world, the country, and your famllT's; life,
how nemnvous or anxious would you say you currently are?
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Close to one-third of the population in

metros reports feeling very anxious.
=20

Russia India Japan U.S. Brazil UK. Canada Spain Australia China

Among adults 15-49

China/india; April-May 2009
Russia/spain/lapan: March 2009

LS. /UK. /Canada/ Australia; February 2009

Overall, given everything that i1s going on in the world, the country, and your family's life,
how nemnvous or anxious would you say you currently are?

B |4 Very Nervous/Anxious
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Factors that are closer to home for respondents are the primary drivers of anxiety:
crime and terrorism, followed by the cost of living and the cost of health care.

Given that the country has been a recent victim of terrorist activities,
“threat of terrorism” can be seen as “closer to home"” for Indians,
even though it is classified as “further from home” in the study.

Poltical Leadership
850

Threat of
TErronsm

Current
Military
Hostilities

i Cost of
Health Care

Job Securit
April-May 2009 ’ Among adults 18-49
Anxietyindex: % who are nervous or anxious/% who are not

Overall, given everything that is going on in the world, the country and your family’s life,
how nervous or anxious would you say you currently are about each of the following?
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Looking at more specific anxiety drivers
shows that food prices and unemployment rates
are also key causes of concern.

; The War
Cash Crunch in in Afghanistan
Indian Banks

Terronsm in
Pakistan

Impact of
Global Warming

Natural Disasters
(earthiuakes,
floods, cyclones)

Quality of
Products We
Import from China

The State of The Stock

LLS. Economy Market
Threat of The State
Terrarism on of our National
LLS. Soil Infrastructure Among adults 18-49

April-May 2009

Anxietyindex: 2% who are nervous or anxious/% who are not

Overall, given everything that is going on in the world, the country and your family’s life,
how nervous or anxious would you say you currently are about each of the following?
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Inflation and the state of the Indian
economy also emerge as drivers of anxiety.

Results of
Election

Access
o Loans

April-May 2009

Interest Rate

Foreign Capital Flowing into India

current State o
Indian Economy

Strengthening
U.S. Dollar
ViS-a-vis
the Indian

Rupee

Movement

Among adults 18-49
Anxietyindex: % who are nervous or anxious/% who are not

Overall, given everything that is going on in the world, the country and your family’s life,
how nervous or anxious would you say you currently are about each of the following?
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Indians net out as optimistic about the
future on economic measures but don’t
see their security improving.
<@ /ORSE I SN DETTER

The rate of ¢rime in your city

The threat of terrorism

Military tensions and conflicts around the workd
FOOC prices

The real estate market

State of Inflation

The cost of fealth care i India

The current cost of living In India
Unemplowiment rates

The stock markeat

Petrot/diesel prices

Poliacal leadership

Access to loans

The current political leadership in India

You and your famiiys current job secunty
Interest rate movement

Giobal bank failures

The state of U5 economy

The currant state of World econamy

Foreign monsy and capital flowing Inta India
strengthening U.S. Dollar vis-a-wis the Indian Rupee
Cash crunch in Inckan banks and financial insbtutions
current state of Indian economy

0
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Among adults 18-49

Anxietyindex: % who expect it will get "better” minus % who expect it will get “worse” in the next six months

Over the next six months, do you expect that each of the following will get better, stay the same or get worse?
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Unlike most countries, India seems to he

50
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feeling the pain of recession far less.

Personally Experienced in Past Six to 12 Months

Job Securty Home Security
50
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in the ebock OALT TLnaal your retiremant
(EVECTd L Rinds A cdechined  honds has declined

JWT

Among adults 18-49

Which of the following, If any, have you personally experienced over the past six to 12 months? (Select all that apply)
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Unlike other markets, relatively few
people here believe that recession is having
a significant impact on their lives.

intensity of Personal Impact of Tough Economic Times

4

AVERAGE

1 2 3 E 5 6 7 8 9 10

Haven't Have
Impacted Impacted Me
Me At All a Great Deal

%

Among adults 18-4%

Please rate yourself on a scale of 1-10, where "1" means the recession has not impacted you personally at all and 10"
means recession has impacted you a great deal.
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When it comes to saving money, Indians are most
likely to consider reducing purchase of
branded apparel and shoes.

Branded apparel

Branded shoes

Branded salty snacks
Cream biscuits

soft drinks

Branded julce

PIZZa5

Chocolates

Mariz glucosa/milk Discuits
Cornflakes

Mutritional heasth drinks/powdears
Rlce

Atta

shampoo

% Among adults 18-4%

In order to save money, which of the following are you considering buying less of? (Select all that apply)
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Most Indians have not changed their behaviors when it comes to buying
everyday consumables like atta, rice, shampoo, etc. But they are more
likely to look for hargains while buying branded apparel and shoes.
o 10 20 a0 40 5:_‘1 a3 70 =0 20 100
Branded shoes
Branded apparel
Cornflakes
Pizzas
Branded juice
MLERtoNa neaty drings/ powWaears
Soft dnnks

Chocolates

parie glucose/milk DIscults
M | Locked for discount, Cream biscults
bargain or promotional
offers Brandad salty snacks
B | Bought regardless of

a discount, bargain or Shampoo
promotional offers

RICe

Atta

* Among adults 18-4%

Thinking about the last time you went shopping, which of the following two statements
best describe your purchase behavior? (Select all that apply)

T
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Similarly, Indians are buying the same pack sizes as usual when
it comes to everyday consumables like rice, shampoo and
biscuits. However, cornflakes, chocolates and cream biscuits
show a skew toward “smaller than before” pack size.

0 0 20 30 4 5 & M 80 %0 100

Cornflakes | . ' |

Chocolates

Cresam Discuits

Branded salty snacks

Mutritional healtn drinks/powdars
PiZzas

Soft drnks

Branded julce

Marie glucosa/milk biscuits

B | Smaller pack size than before Shampoo
B | Bulkslarge packs or thosa with
deals/offers Rice
B Same pack size as before Atta
* Amaong adults 18-49

Nowadays, when you go shopping, which of the following pack sizes do you usually buy? (Select all that apply)
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Few Indians have shifted from their regular
brands in order to save money. When they have,
it's mostly been with apparel and shoes.

Eranded apparel
Branded shoes

Rice

Atta

Branded salty snacks
Branced Lice
Cream scuits
Mare glucose/milk biscuits
Shampoo
Chocotates

Soft drinks

PiZzas

Cornfiakes

Nutritonal health drinks/powders

%

Among adults 18-4%

For which of these have you switched/stopped purchasing your regular brand with a more affordable, less known brand or

a local brand in order to save money? (Select all that apply)
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Again, except for apparel and shoes, most
people are not considering switching brands.

Branded appare!
Branded shoes

Atta

Rice

Branded juce
Branced saity snacks
Cream biscuits
Marie glucose/milk biscuits
Pizzas

Chocolates

Soft drinks
Cornflakes

Shampoo

Mutritoral haalth drinks/powcers

%

Among adults 18-4%

For which of these are you considering switching/stop purchasing your regular brand with a more affordable, less known

brand or a local brand? (Select all that apply)
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Most Indians say they are eating at home
more than before, and many have reduced
spending on family entertainment.

BUying more Reduced the Have reduced Eat out as Eat at home

of smaller, amount spent  freguency of often as more than
less expensive on family's eating out earlier but n before
treats in the past entertainment less expensive
three months places

Agree strongly

41

- BB

Agree somewhat

18
Neither agree nor disagree 12 12 ; B
6 i
Disagree somewhat :2 3 . 27 2
Disagree strongly -

Among adults 18-49
How strongly do you agree or disagree with each of these statements?





























































