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GfK GeoMarketing is part of the
international GfK network

About GfK ..© Geomarketing

* One of the largest market research Solutions for place-based questions:
companies in the world - Consulting

* More than 11,000 employees in « Geodata
more than 100 countries « RegioGraph
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Consultancy for retail real estate

Unbiased advice on purchasing and
financing real estate:

* Fundamental and benchmark data on
locations, tenants and asset classes

» Europe-wide databases / on-site surveys
* Unbiased market reports

* Purchasing appraisals, market due diligence
studies

« Financing appraisals

Discrete solutions for crisis situations:
« Turnover and rent analyses

» Securing of cash flow from distressed
investments

» Refurbishment and feasibility studies
» Portfolio evaluations and serial analyses
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Agenda

1. The Big picture: Keydata about Europes retails-scene
2. General challenge: Online-retail and it’s impact

3. Trend monitor: Future features of success

4. How to keep the customer at the FOC...
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The Big picture:
Key data about Europes retail-scene



The Big picture: Key data about Europes retail-scene

Sales area equipment in Europe
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Source: GfK Geomarketing / ESCT
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The Big picture: Key data about Europes retail-scene

Sales productivities in Europe

Retail sales
productivity
(€ /m?)
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Source: GfK Geomarketing / ESCT
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The Big picture: Key data about Europes retail-scene

Retail turnover 2012 and prospectives 2013

TOTAL RETAIL TURNOVER
M 2012* 1N BILLIONS OF
EUROS (1,000,000,000)

Russia
ghendn g 453.2 Data source: GfK GeoMarketing ~ :
Croatia 12.0
Slovakia 13.4 - -
Hungary 23.2 -
Romania 239 .

Ireland 27.3
Czech Rep. 31.2

Greece 35.7
Portugal 39.1

Finland 42.2

Denmark 43.9

Hlorsasy A5 '» €2.40 trillion

Austria 508 €2.35 trillion

Sueden 737, €2.30 trillion

Belgium 77.5 £€2.25 trillion
Poland 80.2

RETAIL TURNOVER (EU-27)

2010

2011

2012

Switzerland 83.2

Netherlands 91.6 ~ ,

b,

**) Qthers: Bulgaria, Slovenia, Lithuania, Luxembourg, Cyprus, Latvig,
Estonia & Malta (fisted in descending order according to turnover volume)

Excludes autamobile- and fuel-related purchases and mail orders

Source: GfK Geomarketing / ESCT
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The Big picture: Key data about Europes retail-scene

Prognosis of retail turnover development 2013

Source: GfK Geomarketing / ESCT
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General challenge: Online-retail and its impacts



General challenge:
Online-retail and its impacts

Example Germany: Current market shares

Markets shares

B Internet sales

I catalog sales/
mail order

Bl counter retail

+) 2013/2014 Prognose
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General challenge: Online-retail and its impacts

Future sales channels - Possible turnover shares for a Fashion-Retailer

60

50

2008 2010 2012 2017 2022

m Online direct

m Order in store
send by mail

Click and collect

m Research online
buy in store

m Store only
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General challenge: Online-retail and its impacts

Possible branch structure for a omni-channel chain store operator
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Classic branch structure
Focus on main h
locations HIOEE SHOW
. * more experience
* MmMore convenience .
. * more service
* more touchpoints
Omni-Channel branch structure
Small shop

Big shop
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Trend Monitor: Future features of success
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Trend Monitor:
Future topics for success

Important features for retailing in 2020

Internet as
sales channel
becomes an
even higher
competetive
meaning

Very important
argument for
smart shopp-
ing at FOCs
becomes less
important

Source: GfK R&T; Retail Trend Monitor 2012/2013
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Internet / Home-
page becomes
more important

Use social media
for image-building

For FOCs (like
shopping centers)
complementary
offers become
more and more
important
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How to keep the customer at the FOC...

© GfK GeoMarketing GmbH | How to keep the customer at the FOC? | 13th of June, 2013

All components of this document are protected by copyright. GFK GeoMarketing reserves all rights. This document is part of a presentation and is considered incomplete without oral elaboration.

16



o 4

© GfK GeoMarketing GmbH | How to keep the customer at the FOC? | 13th of June, 2013 17

All components of this document are protected by copyright. GFK GeoMarketing reserves all rights. This document is part of a presentation and is considered incomplete without oral elaboration.



How to keep the costumer in shopping center...

Check-list for sustainable FOCs (developments)

Classical issues: Location

 Location at densely populated urban agglomeration?
» Very good regional accessibility?

» Connection to tourist spots / destination?

 Distance to superior urban centers large enough?

Classical issues: Assortment

* Brands at mid to upper genre

Classical issues: Pricing

» Confirmation of price leadership
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How to keep the costumer in shopping center...

Check-list for sustainable FOCs (developments)

* Fresh marketing strategies for
- mobile communication
- social media
- Internet

» Advanced offer of
- convenience
- services

* More shop-flexibility
- in means of shop size
- in means of building law
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Hypotheses / Targets

‘ In the Future the FOC needs to

* be more than a cheap place to
buy brands for smart shoppers

» offer additional benefit compa-
red to buy online (mobile or via
social media)

« could benefit from growing
return of goods at online-/mail
order channels

* need to invest in a great and
up-to-date web-appearance as

| well as social media strategies
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THANK YOU!




Kontakt

Leif Kragenau

GfK GeoMarketing

Real Estate Consulting
T +49 40 5701 32555
leif kraegenau@gfk.com
Hamburg | Germany
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