An Introduction



This will take just a few minutes of your time...




\We are good
) people-to do
‘ business with



REASON 1

We are on the world stage, yet witha
strong Indian heritage -



GfK Worldwide - The Hard Facts

The GIfK Group

Growth From
Knowledge

US $ 1.dillion turnover in 2009

Fourth largestresearch companyn the world

Averaging d5% growthin the last decade




Gl obal presen
a necessary pre requisite for a Business Partner

Global reach

115subsidiariesn more than
100 countrieson 5 continents,
with more than 10,000
employeesworking for clients
around the globe




But, looking
beyond




GfK - 75 years of research

EXPERIENCE Majority owned by GfK associatio
Founded in TOTAL AUTONOMY
Germany in 1925

NEW APPROACHES A large team fully devoted to R&

Universitybackground and
partnership

new product development
Quoted company on th&erman Stock
Exchangsince 1999 INNOVATION

CENTER OF EXCELLENCE




The GfK Group

Growth From
Knowledge

About The GfKGroup

2UKat tills mbaKsAodou Y Sy a G2

GfK helps yotransform your business goals into reality y 0 2
dynamic,challenging business environmenby providing you

g Al0KX

Anunderstandingof your Consumer, Industry, Sector

Local knowledgeandglobal expertise

Research excellenogknowledge, expertise, continuously evolving produc
methodsbacked by best research practices

Actionable insightsand business solutions




GfK's Perspective

‘ A fully connected Vview
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A unique Global Knowledge Exchange

system that helps in delivering better
value to clients

GfK Network
Knowledge Exchang

Training GfK

Academy Intranet

Relevant Material 01

Single point of
contactg by sector,
method




GfK 0 Growth From Knowledge

A strong academic heritage

University background Y R LI NIy SNE KA LI 51§ 5 NJ
5505t 2 LIVSY G ¢

Futureteamsto drive excellence and future developmeitug Ygt
sectors, practice areas and key account teams

Methods, tools that are transparent (ndtlack boxes) because !
of our R & D orientation and collaboration with universities

FrequentAwardsfor BestMethodological oBest Practice VeSO
papers at ESOMAR

TrusteeMember of the MSI and several academic associatior VL

ARG WP vl

€114




GfK Mode

Our roots In India run deep

About The GfKGroup

A thirty year old heritage
Established in 1981. Promoted by research professionals.
And, run by them as handson researchers.

In 2006, MODE tied up with GfK, and is now a wholly owned
subsidiary, operating as GfK Mode in India

Currentlyone of the leading research compani@sindia
with an impressive growth rate (CAGR~30% in last 3 years )




We of course,
have our share of
proprietary
techniques




GfK Mode Credentials July2010

Holistic Solutions For A Comprehensive Understanding

| 'Gﬂ( Consume:\.\ GfK CONSUMER EXPERIENCE
~ Experience | GfK Roper Trends
Explore, qualify, GfK Ethnography
GfK CUSTOMER MANAGEMENT g:isstﬂgg;'m‘éﬁ'on
GiKLoyalty Plus : GfK Navigator/Segmentor
GfK MysteryShopping
\ 3
GfK Customer | g g
Management BE
Sell, service, an
secure, manage = g
risks. lg’g
7 GfK Genius
3 GfK Concept & Product
GfK Consumer | Challenger
GfK MARKETING EFFECTIVENERSIELELL Y é:?;::t&"‘t _ GfK Pack Challenger
GfK Target Positioning 1";;';;;52:?;‘3 and refine. GfK Price Challenger
GfK Ad*Vantage Multimedia Target, measure, 8 GfKHilcaConjoint
GfK BVICVT | adapt. o
GfKEmoSensor ) i
- _Y%r brang
Pt the 1 mix, marketinGs oo GFK
9ht cross media S5




But what iIs the use of haV|







Highly Qualified Professionals To Guide Your Marketing
Decisions

Management graduates, Engineers,
Statisticians, Economists, Sociologists,
Psychologists, etc

Combined experience of over two centuries

Involved in dayto-day projects by design &
volition




A glimpse at those who ﬁe
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They area {/veather beaten lot
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Sharmlla;
Head,
_ Qualitative

“I§ ars through
crowded India ' ak hours
Geetlka;Head

Chenna Qualitative B/ |
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Data Is not iron ore, it is unethical to purify it



GfK Mode July2010

An Issue, Particularly Critical For Our
C Ort N t ry é

overrabillionpeople; .
nearly,three-out offour live.in villages; -«

at least sixdifferent religious faiths';:
twenty nineclanguages -
many,moredialects |-
JIEL A=~ SEEEEscsuBSeaasa - - yun |




We Of f er

1 National Director
2 General Managers,
4 Regional Managers,

15Field Managers
89 Field Executives ,
34/ Field Supervisors

2500+Interviewers on the field
- on any average working day

A field force that is the envy of the re,§garch industry
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GfK_Mode July2010

15 Field Control Offices Aligned To Linguistic Regions

Ludhiarg m Delhi

Lucknow Pﬁa Guwahati
Ahme%)admiﬁ3 r S Kolkata
U \
Mumbaiis! dm = Bhubaneswar
Hyderabad |
Bangalorg .
= Chennai

Cochirm “Madurai

4

With field QC systems in line with

>\

1SO 9002

Pioneered new procedures and systern

Multi-tiered control system with
institutionalized procedures and
manuals

T General briefing for all investigators

T Project specific briefing and mock
calls

Subject to stringent audit systems.

T First few calls accompanied by
FE/FO/Supervisor

T 30% back checking for all
investigators

T In addition 50% telephonic checks
(for available numbers)

T Special checks by quality controller
Clients encouraged to visit field



GfK_Mode July2010

Analysis Capabilities

A Indiag one of three global hub$or DP for
GfK

A Uses Quantum, Merlin and SPSS apart from
customized programs

A Analysis protocols
0 Coder briefing
0 Data entry logic program
0 Entered data passed through validation program

0 All problems documented and addressed




