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CONFIDENCE UP SLIGHTLY IN POST-BUDGET ENVIRONMENT: SURVEY

TORONTO, February 11, 2009 — Although Canadians remain pessimistic, the latest results
from TNS Canadian Facts’ Consumer Confidence Index show that confidence improved in
the wake of the federal stimulus budget. The overall Consumer Confidence Index now

stands at 85.9, which is up from 83.5 last month.

“A slight improvement in consumer confidence is a welcome finding after months of
deteriorating perceptions of the economy. It should be noted, though, that our survey
fieldwork concluded before Statistics Canada’s announcement last Friday that employment
fell by 129,000 in January,” said Richard Jenkins, vice-president of TNS Canadian Facts and

director of the marketing research firm’s monthly tracking study.

The Present Situation Index, which captures evaluations of the overall state of the economy
and the employment situation, dropped to 78.2 from 79.3 last month, as Canadians continue
to see the current environment in negative terms. Only 18 per cent of Canadians think the
current economy is at least fairly good (compared to 63% last year) and just 12 per cent think

there are many jobs available today (versus 51% last year).

The Expectations Index, which measures consumers’ estimation of the economy, household
income and employment in the next six months, rose for the second consecutive month to
86.5. In January the Index stood at 84.1. Although the rebound is positive, the overall
outlook is still pessimistic with more people expecting the economy to get worse (38%) than
get better (23%).
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The Buy Index, which gauges the degree to which people think the current period is a good
time to make major purchases, improved dramatically. The index now sits at 95.6 compared

to 88.5 in January.

“One of the consequences of the deteriorating economy is that consumers increasingly
believe that this is a good time to make major purchases, which probably reflects the

increasing retail competition for customers,” added Jenkins.

Consumer Confidence Index tracks Canadians’ attitudes about the economy each month and
is part of a global study conducted by TNS in 18 countries. Three indices are produced each
month to show how confidence in the economy is changing: Present Situation Index; an
Expectations Index; and a Buy Index. The Canadian fieldwork is conducted using the firm’'s
national bi-weekly telephone omnibus service, TNS Express Telephone. A total of 1,016
nationally representative Canadian adults were interviewed between February 2 and 5, 2009.
For a survey sample this size, the margin of sampling error is plus or minus 3.1 percentage

points, 19 times out of 20.

TNS Canadian Facts (www.tns-cf.com) is one of Canada's most prestigious full-service

marketing, opinion and social research organizations.

About TNS
TNS is a global market information and insight group.

Its strategic goal is to be recognized as the global leader in delivering value-added
information and insights that help its clients make more effective business decisions.

TNS delivers innovative thinking and excellent service across a network of 80 countries.
Working in partnership with clients, TNS provides high-quality information, analysis and
insight that improve understanding of consumer behaviour.

TNS is the world’s leading provider of customized services, combining sector knowledge with
expertise in the areas of Product Development & Innovation, Brand & Communications,
Stakeholder Management, Retail & Shopper. TNS is a major supplier of consumer panel,
media intelligence and audience measurement services.

TNS is the sixth sense of business™.

www.tnsglobal.com
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The Kantar Group

The Kantar Group is one of the world's largest research, insight and consultancy networks.
By uniting the diverse talents of more than 20 specialist companies — including the recently-
acquired TNS — the group aims to become the pre-eminent provider of compelling and
actionable insights for the global business community. Its 26,500 employees work across 80
countries and across the whole spectrum of research and consultancy disciplines, enabling
the group to offer clients business insights at each and every point of the consumer cycle.
The group’s services are employed by over half of the Fortune Top 500 companies. The
Kantar Group is a wholly-owned subsidiary of WPP Group plc. For further information, please
visit www.kantargrouptns.com
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