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The big picture.

05/07/2023 © GfK 2



What factors impact the industry and consumers in 20237

Germany B2C TCG Revenue

€ vs. 2019 =
X\~ [/ &
0 12% 9
10% o 10% Cost
- - - Saturated of Living

CY 2020 CY2021 CY 2022 Market Crisis

German 2023
market dynamics

Back

Slowing demand after Inventory

to Normal
demand and supply
disruption from pandemic @

leading to inventory build-up 0-0-0-0 \/ ; \‘

~O%

German inflation FC*

End of Zero Covid policy in
China, restoration of out-of-
home activities

05/07/2023 Sourec: GfK Retail (B2C), Growth rates vs. 2019, *Source: https://www.tagesschau.de/wirtschaft/konjunktur/inflation-prognosen-101.html
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Consumer sentiment in Germany recovered in 2023 (still on
low level), but is facing a recent setback in July

GfK consumer climate July 2023
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05/07/2023 Source: GfK study co-funded from European Commission | 06/23 © GfK 4



Consumers are less upgrading and the purchase trigger is
increasingly again to replace faulty products again

Purchase Triggers, gfknewron Consumer
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Upgrading
trend
comes to
an end?
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55% 14%

52%

45% 4%
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= Replace a faulty product e Jpgrade a working product

Source: gfknewron Consumer | Base: Germany. Product Group- ALL tracked. Time Frame- Q1 2019 - Q1 2023, 339.384 Interviews
05/07/2023 Values shown with primary and secondary axis to allow easy comparison © GfK



Private end consumer sales below the level of ‘21 and ‘22 GFK
Nearly all sectors suffer under the consumer reluctancy

Technical Consumer Good Sales (B2C) | Jan-May 2023 YoY Growth Q1 2023 vs. PY
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Trend reversal is obvious since Q2 in 2022
TCG market is declining the last consecutive 13 months

TCG TOTAL || Growth Rates Value EUR
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05/07/2023 Source: GfK Retailer B2C Sales, Sales Value EUR Growth, Germany © GfK 7



Now that we have seen the past, what will the future bring?
Scenario Forecasting - Designed to mitigate uncertainty

Background

m State-of the-Art Forecasting incl. m Country and Category Expertise to
machine learning algorithm enhance the scenario building

m Macro-economic data, consumer
trends & behavior

m Customized two-year Forecast

m Scenario based

(optimistic, neutral, pessimistic) m Ongoing evaluation and activation

m Optional: Stakeholder interviews
and further insights by gfkconsult

m Comprehensive Coverage
(subsegment to TCG Forecast)

Profand Loss Sy

-~ A
m Robust Data source: GfK POS data, =) \&) T i \\ _
internal and external variables i :
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Scenario Forecasting Germany —
what will happen if, e.g. inflation will go down?

Germany: Technical Consumer Goods, B2C Sales
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—@—Past —®—Scenario0 =@ Scenario 1 (Optimistic) Scenario 2 (Pessimistic)
Average selling price, Growth
Annual inflation rate (growth) 2023 2024
Scenario variables Black Friday (Google trends) Rates FC
GfK Consumer climate: Propensity to buy .
(GfK Consumer climate: Economic expectation) Optl mistic -2.7% 1,6%
Neutral -3,4% -0,2%
Pessimistic -4,1% -2,0%

05/07/2023 Source: TCG combined Forecast on Sector (CE, Imaging, IT, Office, SDA, MDA, Telecom), Germany, Retail
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Where can you succeed
now? Premiumization.
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Premiumization of a whole Product Group over a longer period
Vacuum Cleaner Handstick Rechargeable - constant growth in last 10 years
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05/07/2023 Source: GfK Panelmarket, Sales Vale % per price class, Germany, Vacuum Cleaner Handstick Rechargeable © GfK 11



Higher prices are being paid in key categories...

BUT it's actually a combination of Premiumization and innovative product features ...
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05/07/2023 Source: GfK Panelmarket, Germany, Average selling prices in EUR
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Real Premiumization (not inflation) is driven by various factors

05/07/2023

Digitalization /
Smart Home

Premiumization

Multifunction /
Innovation

© GfK

13



Where can you succeed
now? Convenience.

05/07/2023 © GfK 14



Convenience as strong asset and growth driver
Products with additional product benefit heavily on the rise with impact on categories' ASP
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WM Smart +2% BT +7% Core Wearables +2%  Hot Air +26% Robot Mower +1%
Non-smart -6% Wired -11%  Blood Oxygen Sens. +6% Oil Fryer -8% Other Pow. LM -9%
ECG +10%
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05/07/2023 Source: GfK Panelmarket, Germany, Sales Value Euro Growth Rate & market sizes © GfK 15



Convenience as strong asset and growth driver
Example of Robotic Vacuum Cleaner - Innovation - Mopping Function

-

Q Most impOI‘ta nt pI‘OdUCt feature === Smart functionality (app / voice controls)
=== Mopping function
== Animal hair function
Mopping function 47%
Floor object recognition 46%
Smart functionality (app / voice controls) 38%
Power (Watts) / Suction 34%
Virtual map navigation 32%
Bin/ bag ease of emptying 31%
Power supply (rechargable or mains) 29%
Run time per battery charge 28%
Noise level 27%
Animal hair function 18%
2019 2020 2021 2022 2023

05/07/2023 Source: gfknewron Consumer | Base: Country- Germany. Product Group- Vacuum Cleaner. Product Sub Group- Robot Vacuum. Time Frame- Q2 2022 - Q1 2023 © GfK 16



Where can you succeed
now? Sustainability.

05/07/2023 © GfK 17



Across categories superior Energy Efficiency labels rise rapidly
In the field of Washing almost 60% of currently sold appliances sold are A-labelled
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Sustainability
A few thoughts

CO2 Footprint
(Production & Logistics)

Company view

Product Packaging

Product Materials

Product
N Recycling/Sustainable

Value Chain

Product Durability
(repairability, updates & lifetime)

Product Consumption

Speaking to the core
values of eco actives

Smart Home Use Case

Consumer view

Matter of trust

Visible @unboxing (once)

Matter of trust

Resale value,
cost of ownership

Energy saving Potential

Eco-
friendly Image

05/07/2023

*Green is a badge of honor/status symbol - eager to showcase eco-friendly behaviors and purchases. Green Gauge Study

Cost saving / 'Gggm,ew K

Image JGUGREEN

© GfK
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Who will win the race in the sustainability image battle?
Size the opportunity — positioning within the field of sustainability is key

Brand perception last 4 quarters

| 2= s sbviconmentalctriendivbrsnd KeEERmR s Brand perception “environmentally friendly” is:

Has appealing design

Is available in stores | usually go to

AR m not yet as distinguished (e.g. like quality)

Is often on promotion

m for no brand yet a key asset

Is a premium brand Abrand | love

m an asset that needs constantly to be brought to life

Meets my needs Is worth paying more for

m an asset that will be earned with a holistic approach

Offers good value for money Is joy to use

Has products with the latest innovation Is a brand people talk positively about

05/07/2023 Source: gfknewron Consumer, Germany, Fridges/Freezer, 6 brands, Q2 2022 - Q1 2023, 5.826 Interviews © GfK 20



In a nutshell

05/07/2023 © GfK 21



m Markets to remain difficult
for the rest of the year

m Pockets of growth exist

O Premiumization

O Convenience/
Simplification

m Holistic and Constant
Brand Positioning for
Sustainability

05/07/2023



Get in touch

Alexander Dehmel

Head of CSM
Germany & Austria

alexander.dehmel@gfk.com

Linkedin

Join us

@IFA

GfK Insight Talk #2 @IFA
Manufacturer or Retail - where does the
future lie?

Saturday, 2nd Sept, 9am
German Speaking Breakfast, Marshall House


https://www.linkedin.com/in/alexander-dehmel-a008ab183?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BQpNAy1IbTRakre4fCjHj3g%3D%3D
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