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Welcome & short introduction of GFK'RT
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c The principles of GfK Retail and Technology

Q The GfK Reporting Framework

GfK




GfK Group
Retail and Technology

To be the preferred supplier for “sales out information”
for Technology Products

v" All the Consumer Technology products

v' Cooperation with all the retailers
v A'global uniform code plan” for the features
v" All our information produced and available from

our own web based information system
S*T*A*R*T*R*A*XC*K

GfK
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GfK

worldwide No. 4 in the market research world

GfK Retail and Technology

No. 1 in the durables research world

GfK
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GfK Retail and Technology — non-food competence
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Fashion Stationary DIY/Lighting MDA/SDA

Auditing more than 300 product groups
covering more than 4,9 mio articles
in more than 190.000 outlets
with a global reach in > 100 countries

Consumer
Electronics

e~

2| lvs

Photo Optics Telecom Mobile Content Gardening Tourism In Car Electronic
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The “Technology” Products

A different marketing from the FMCG

No categories — modell-based

Low frequency of purchase

Re-use of the product is possible

Price relatively high by comparison to FMCG

Long life cycle (between 2-3 months and 20 years)

Product features have a high value for production and marketing

Assistance on the point of sale for decision making

GfK
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Fredrik Hallberg

GfK Retail and Technology

Global Information for durable markets

Products /
Appliances
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Fredrik Hallberg

Mobile phones with built-in camera
compared for 64 countries
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GfK RT worldwide coverage

Fredrik Hallberg

15 April 2010

Algeria
Argentina
Australia
Austria
Azerbaijan
Bahrain
Barbados
Belgium
Belize
Bolivia
Bosnia-Herzegovina
Botswana
Brazil
Bulgaria
Cambodia
Canada
Chile

China
Colombia
Costa Rica
Croatia

Cyprus

Czech Republic
Denmark
Dominican Republic
Ecuador

Egypt

El Salvador
Estonia
Finland

France
Germany
Greece
Guatemala

Honduras
Hong Kong
Hungary
India
Indonesia
Iran
Ireland
Israel

Italy
Jamaica
Japan
Jordan
Kazakhstan
Kenya
Korea
Kuwait
Latvia

Lebanon
Libya
Lithuania
Malaysia
Mexico
Montenegro
Morocco
Netherlands
New Zealand
Nicaragua
Nigeria
Norway
Oman
Pakistan
Panama
Paraguay
Peru

Philippines
Poland
Portugal
Puerto Rico
Qatar
Romania
Russia
Saudi-Arabia
Serbia
Singapore
Slovakia
Slovenia
South Africa
Spain
Sweden
Switzerland
Syria

Taiwan

Tanzania

Thailand

Trinidad and Tobago
Tunesia

Turkey

Uganda

Ukraine

United Arab Emirates
United Kingdom
Uruguay

USA

Venezuela

Vietnam

Yemen

GfK
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The Retail and Technology Business Unit

Full-time employees

1990 2000 2010

GfK
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0 The reporting frame work

Panel — Total store reporting

GfK
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The Status: Delivered Data vs. Evaluated Data (Examples)

Technical Depart. Store  Technical C&C
Super Store A Super Store B (w/o Food)

@ Share of
tracked and
eviuated data
by Panel
methodology

GfK
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The complementary approach = no conflict with traditional panel

Panel = market
expertise by tracking
single models

Total Store Reporting =
market expertise by
tracking on aggregated
base

GfK
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GfK Retail and Technology

All Areas

Sales Value %
FEBO8-JANO9 - JANQO9S

Total Store: Overview over all Areas
Germany Hypermarkets/Cash&Carry
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Sector:Furniture Total Store/ Area Home /Sector Furniture

Sales Value % Germany Hypermarkets/Cash&Carry
FEBO8S-JANQ9 - JANO9S

| 15
FEB08-JANO9 FEBO8 MAROS8 APRO8 MAY08 JUNOS JuLos AUGO8 SEPO8 0CT08 NOV08 DEC08 JANO9
o n n m m -
. 7,3 7,9
s 93-S 59 380 55 ' '
17,4
7 N e
46.6 [l Baby/Child/Youth 24,6 m m
/4 B Bathroom Fumiture 55’1 60.5 59,2 7,5
[l Bedroom Fumitures 4 —
7 101
[[] Garden Furniture

B Kitchen Furniture

B Living Room Furnitures

[[] Office Furniture

6 [l Other Furnitures/Components
[l Seating Furniture

[] TS Furniture

25,2 28,9

N
N
P

s
84

o :
) EI

N
»
N
=t
H (= g
N
N

-
5,3 ks 7,3
52
39 (L1 7,1 3 52 81
- ! m@ 4 54| g0 94 7g
4,5 41 . " 41 . 49 3 ’ ’ |
143.383 Sales Ths. Value EUR 7.819 13.589 13.992 24.999 17.749 16.858 10.691 9.281 6.459 7.086 6.172 U 1-

© by GFK-RT, www. gfkrt.com RG1277902-Area Home - Sector Furniture - Categories



GfK Retail and Technology Fredrik Hallberg 15 April 2010

Panel and Total Store: Complementing services - the perfect package

Product/ assortment policy in detail (brands,

products)

Price policy and controlling

Distribution

Marketing

Target group Target group

Sales, Purchasing, Product Management, Top Management, Strategic Planning

Marketing
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Thank you for your attention
and once again welcome to our conference

GfK




