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Retail in Czech Republic

(overview)

Retail market of consumer goods

 Dynamical development in the past 10 years

* Supplier’s dominance transformed into customer’s
dominance

e Multinational supply companies established new, more
efficient and modern distribution channels

* The market proportion of hypermarkets, supermarkets and
discount stores 1s fully comparable to the Western
European countries, following actual tendencies




The share of turnover per proprietor type
Pramen: INCOMA Beseard - Fetail Market Monitor 2000
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THE MAIN SHOPPING PLACE FOR FOOD ACCORDING TO THE TYPE OF STORE - DEVELOPMENT
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Cumulative number of hypermarkets

Rozvoj po¢tu hypermarketi v Ceské republice
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V JAKEM TYPU PRODEINY CELKOVE UTRATITE NEJVETST CAST SVYCH
MESICNICH VYDAJU ZA POTRAVINY CELKEM?
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supermarkety jiz fadu let mirné klesaji

mensi prodejny klesaji, ale pomaleji nez v 90. letech
diskonty mirné ale trvale rostou

hypermarkety rostou, ale od r.2003 velmi pomalu

Pli*ame:h: Sﬁoppihg Monitdr 20@6 (INCOIMA Rfesea:rch + GfK: Pral‘ha)
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Price differentiation
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Floor space of hypermarkets in squere meters per 1000 inhabitants
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" The differences in per capita purchasing power

in the Czech regions
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Cities with the highest shopping center space per 1,000 inhabitants

Western Europe *

Eastern Europe

1,558 m2

Leonding (Austria) Ljubljana (Slovenia) 1,667 m2
1,444 m2

Sankt Polten (Austria) Karlovy Vary (Czech Republic ) 1,343 m2
1,406 m2

Wiener Neustadt (Austria) Hradec Kralove (Czech Republic) 1,040 m2
1,165 m2

Stockholm (Sweden) Plzen (Czech Republic) 922 m2
891 m2

Geneva (Switzerland) Olomouc (Czech Republic) 899 m2

* (Germany and France are not included in the statistics. Germany is available separately as "GfK GeoMarketing Retail Location Guide
Germany". The guide for France is currently under way. All retail location studies are updated annually.)




Czech Rep. | Germany
f;lireclhasing parity 66% 100%
Floor space in 75%, 100%
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TRZNI PODIL TOP 10 V RYCHLOOBRATKOVEM ZBOZI
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Pramen: INCOMA Research
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TOP10 SKUPIN PODLE MALOOBCHODNICH TRZEB

(na zakladé predbéznych vysledkl r.2006)

Poradi [Skupina/Firma trzby (mld. K¢)
2005 2006 zména
1. Schwarz CR 38,0 * 435 *| 55
Kauflvand
Lidl CR
2.-3. |Ahold Czech Republic 36,5 * 38,5 *[ 2,0
Hypernova
Albert
2.-3. |Tesco Stores CR 225 * 38,5 *[ 16,0
Tesco hypermarket (vé. ex-Carrefour)
Tesco obchodni dum
Tesco supermarket (v¢. ex-Edeka)
4, Makro Cash&Carry CR 37,5 38,3 0,8
5. REWE CR 23,2 * 258 *[ 2,6
Billa
Penny Market
6. Globus CR 19,0 20,5 1,5
7. Tengelmann CR 19,2 * 19,5 *| 0,3
Plus - Discount
OBI - systémova centrala
8. GECO TABAK 12,5 14,9 4
9. SPAR CR 11,0 * 12,0 *| 1,0
Spar Ceské obchodni spoleénost
Spar Sumava
10. Delvita 90 * 8,8 * -0,2
1.-10. |TOTAL 2284 * 261,3 * 32,9

Trzby jsou uvedeny vcéetné DPH
* = odhad INCOMA Research

Pramen: INCOMA Research + Moderni obchod

Skupina Schwarz se stala
nejvétsim ceskym
maloobchodnikem
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HODNOCENI OBCHODNICH RETEZCU ZAKAZNIKY

nejpreferovanéjsi retézec (hlavni nakupni misto) Kaufland
nejznaméjsi retézec bez napovédy Tesco
nejznaméjsi retézec s napovédou Lidl
Nejnavstévovanéjsi retézec Kaufland
Nejvyssi znalost letakdi Tesco
nejlépe hodnocené ceny Kaufland
nejlépe hodnocena sire sortimentu Globus
nejlépe hodnocené prostredi a atmosféra prodejny Globus
nejlépe hodnocena Cerstvost a kvalita zbozi Globus
nejlépe hodnocena dostupnost a kvalita personalu Tip, Konzum
CELKOVE NEJLEPE HODNOCENY RETEZEC Globus

Pramen: Shopping Monitor 2006 (INCOMA Research + GfK Praha)




34 hodiny
18%

Average time spent in shopping centre
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Selling time restriction

Shops open during

red-letter day?

©

e ME

©

man

woman

©

=0 mm

©

GfK Praha, 2004

Non-stop Open untill 22:007?




DEVEOPMENT OF SATISFACTION OF CZECH CUSTOMERS
WITH THEFRESHNESS AND QUALITY OF GOODS
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1997 1998 1999 2000 2001
Selling time 57 56 69 63 63
Aassortment range 40 9 53 47 50
15 3 32 31
44
43
42
31
35

Speed of attendance




SLOZENI CESKYCH NAKUPUJICH PODLE LOAJALITY
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A new contradictious tendency?

Alternative trade channels

* In accordance with PriceWaterhouse
Coopers, more than 50% of food will be
traded outside classical retail. (thatis, in

independent convenience stores, stalls, in marketplace or multiplex.)
* Time-saving

* People-centered not technology-centered




A new contradictious tendency?

Why ATC?
* Aging population %Oﬁp,bg
» Single parent families, singles, one child f.
* No time for shopping

ATC 1n Czech rep.

* Turnover 5-10 mdl. CZK per year

» Rate of grow: 10 —20%




THE PER CAPITA PURCHASING PARITY

LEVEL

IN CENTRAL EUROPE RELATED TO EU 15
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Trade Channels Market Shares in other countries
January-June 2005
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Hypermarket as a preferred main shopping place

in selected Central and Eastern European countries (%)
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SATISFACTION WITH THEPRICELEYE
(in %ot wery and rather satidied cugomers)
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Humgary 42

Cuedh Republic 53
Poland 26 53
Hovakia 55
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Source: SHOPPING MONITOR Central Europe (G + INCOMA)




PREFERENCE RETEZCU VE VISEGRADSKEM PROSTORU
(CZ, PL, H, SK - hlavni nakupni misto rychloobratkového zbozi)

% nakupujicich v regionu

Tesco
Biedronka
COOP*

Kaufland

Lidl 5%

Pramen: SHOPPING MONITOR CEE 2007 (INCOMA Research + GfK)




Shoppers typology

Saver
17% Influenceable
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Unpretentio
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11% housewife pragmatic

11% 14%




Shopping behaviour
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Trademarks of retail chains
economical (best price)
Clever (Billa)

Euro Shopper (Albert, Hypernova)
Mince (J. Meinl)

Tesco vyhodny nakup (Tesco)

1 (Carrefour)

365 (Delvita)
standard quality for better price
Albert (Albert)
Carrefour (Carrefour)
Delvita (Delvita)
Hypernova (Hypernova)
Spar (Interspar)

Tesco (Tesco)

special (selected range of products)

Best farm (Kaufland)
Selsky dvur (Hypernova)
Chef Menu (Billa)
Extra kvalita (Delvita)
Quality first (Billa)
Julius Meinl (J. Meinl)




