Ferratum Group European Christmas Barometer™ 2014

Christmas consuming relative European Christmas shopping
to disposable household income

CONSUMING IN RELATION TO
OTHER COUNTRIES

poLAND (§FX] 32 % CLOTHING
CZECH @A 1% TOYS
SLOVAKIA COSMETICS
ESTONIA @&] 30 % SWEETS
ROMANIA CONSUMER ELECTRONICS
Lthuania ERDA 28 % HOUSEHOLD UTILITIES
SN 102 25 % BOOKS
SWEDEN HOUSEHOLD APPLIANCES 3.7 %
ALL COUNTRIES GAMES | 2.8%
GERMANY (:F/ 21 % WELLBEING 2,5 %
UNITED KINGDOM (X:F~ 20 % ALCOHOL ' 2,2 %
LATVIA SPORTS GEAR 2,0 %
FINLAND TRAVELLING = 1,9 %
DENMARK OTHER HOBBY = 1,8 %
NETHERLANDS MUSICAL INSTRUMENTS 0.9 %

Household consuming
prognosis

LESS THAN A YEAR AGO

SAME AS A YEAR AGO

MORE AS A YEAR AGO

FERRATUM GROUP EUROPEAN CHRISTMAS BAROMETER™ 2014

Survey was done for Ferratum Group’s active customers in 15 countries across the Europe as a

web survey with a standardized questionnaire for all locations. Incomes where asked as a local e
currency and relative christmas investment is calculated as a ratio of christmas expenditures to

family’s disposable income in each location.

More than money to everyone




Top Christmas consuming and behaviour

Finland

TOYS
CONSUMER ELECTRONICS
BOOKS

WELLBEING

Consuming in relation to other countries: 72 (FE group = 100)
Consuming relative to household income: 18 % (470 €)
Web purchases: 17 %

Estonia

BOOKS
TOYS
SWEETS
COSMETICS

ALCOHOL

Consuming in relation to other countries: 123 (FE group = 100)
Consuming relative to household income: 30 % (290 €]
Web purchases: 9 %

United Kingdom

CLOTHING

TOYS
CONSUMER ELECTRONICS
GIFTCARDS

GAMES

Consuming in relation to other countries: 82 (FE group = 100)
Consuming relative to household income: 20 % (650 €)
Web purchases: 16 %

Sweden
TOYS
GIFTCARDS
COSMETICS
TRAVELLING

Consuming in relation to other countries: 101 (FE group = 100)
Consuming relative to household income: 25 % (590 €)
Web purchases:12 %

Denmark
CLOTHING
TOYS
GIFTCARDS

CONSUMER ELECTRONICS

HOUSEHOLD UTILITIES

Consuming in relation to other countries: 54 (FE group = 100)
Consuming relative to household income: 13 % (550 €)
Web purchases: 13 %

Germany

TOYS
OTHER HOBBIES
TRAVELLING

GAMES

Consuming in relation to other countries: 87 (FE group = 100)
Consuming relative to household income: 21 % (380 €)
Web purchases: 19 %

FERRATUM GROUP EUROPEAN CHRISTMAS BAROMETER™ 2014

Survey was done for Ferratum Group’s active customers in 15 countries across the Europe as a
web survey with a standardized questionnaire for all locations. Incomes where asked as a local
currency and relative christmas investment is calculated as a ratio of christmas expenditures to
family’s disposable income in each location.

Ferratum-

More than money to everyone




Latvia Lithuania

SWEETS TOYS

TOYS SWEETS

GIFTCARDS GIFTCARDS

CLOTHING HOUSEHOLD UTILITIES
COSMETICS CLOTHING

Consuming in relation to other countries: 74 (FE group = 100) Consuming in relation to other countries: 114 (FE group = 100)
Consuming relative to household income: 18 % (190 €) Consuming relative to household income: 28 % (210 €)

Web purchases: 11 % Web purchases: 12 %

Poland Czech

TOYS COSMETICS
BOOKS CONSUMER ELECTRONICS
CONSUMER ELECTRONICS BOOKS
Consuming in relation to other countries: 129 (FE group = 100) Consuming in relation to other countries: 124 (FE group = 100)
Consuming relative to household income: 32 % (350 €) Consuming relative to household income: 31 % (230 €]
Web purchases: 16 % Web purchases: 14 %

FERRATUM GROUP EUROPEAN CHRISTMAS BAROMETER™ 2014

Survey was done for Ferratum Group’s active customers in 15 countries across the Europe as a

™
web survey with a standardized questionnaire for all locations. Incomes where asked as a local F l I m
currency and relative christmas investment is calculated as a ratio of christmas expenditures to

family’s disposable income in each location.

More than money to everyone




