New ways to 4
consumer insights: :
How to grow in + « , 1 *%% [

) 1 ',,
mature marke{s . 4q4 1

Robert Wucher | Head of Consumer Insights, Client Solutions Central Europe



(
How many TV sets have you purchased in your lifetime? D

v -

@ Poll Everywhere

=
£
=
| =
=

Please respond at

PollEv.com/insightsummit

AN 5

GfK 2018 | New ways to consumer insights: How to grow in mature markets | GfK Insight Summit 2018 | May 17, Berlin



I’'m 43 years old and have purchased 5 TV sets so far — GFK
that's a new TV every 8.6 years...
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TV is a textbook example for a mature durable market: r
Growth is driven by external factors like sports events...
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TV is a textbook example for a mature durable market: Gl (
..and/or new technologies

Affordable flat

ﬁﬂﬂl TVs & digitization

2008 ¢ of broadcasting
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TV is a textbook example for a mature durable market:
Price can stimulate demand as well, but this can become harmful

Oversupply
of flat TV panels

; ! [ ) II
resulting in historic
g price
‘ decline

L

1990 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

Total market Germany
(Sales in m units)

58 56 58 56 56 55 55 54 54 57 58 55 56 55 57 56 58 60 75 86 94 95 95 76
FIFA FIFA FIFA FIFA FIFA FIFA

World % World @ World @ World % World @ World @
Cup Cup Cup Cup Cup Cup

Source: GfK POS Measurement
© GfK 2018 | New ways to consumer insights: How to grow in mature markets | GfK Insight Summit 2018 | May 17t, Berlin

2014

8,0

FIFA
World

Cup

2015 2016 2017 2018

il

69 70 70 71
FIFA

@ World
Cup

6



But ultimately all of this has only shortened the replacement cycle — r
incremental demand was marginal

‘ Replacement cycle Replacement cycle
E of ~11 years of ~7 years
in the CRT era in the Flat TV era
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Source: GfK POS Measurement
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Hence, TV is a tough business to be in — GFK
same holds true for other mature categories, of course
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The only chance to grow:
Eating someone else’s lunch
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Meet Marcus, one of our clients. GFK
His job is to eat someone else’s lunch

: : He oversees sales planning, pricing
MACUSISEICEmaniCaiegonAiaeing incl. promotions, both the online and

Manager for a TV manufacturer offline product channel distribution, and

advertising spend incl. media planning
for TV product lines.

99 | have been tasked with launching our

new flagship device in Germany in Q3,
a premium 65" 4k LCD TV.

99 Iwantto optimize sales and profit of our
new premium product versus both, our own
mid-range and entry-level models launched
earlier last year as well our competitors

/ product lines, of course.
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In order to do so, Marcus needs to make the right business
decisions during quarterly (or even monthly) planning cycles

Quarterly Plan Premium Mid-Range Entry-Level Cost

Current stock (000) 0 (new launch) 20 34 Holding €
Cost Price (€/Unit) € € €
Expected Sales (000) ? ? ?
New Orders (000) ?

Price to Retailer (€)

Discount Price (€)

Num. Distribution (%)

North West

West

Midwest

South West

South

North East

Mideast
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But this is an equation with many unknown variables!

Quarterly Plan Premium Mid-Range Entry-Level

Advertising

Magazines/newspapers

TV

Search engines

Social media

Other websites

In-store

Creative

“Gaming” ? ? ? €

“FIFA 2018” ? ? ? €
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What would you advise Marcus to do: Trust his experience GFK
(aka taking a wild guess) or make data-driven decisions?
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No worries, Marcus: The Consumer Insights Engine is here
to help by identifying and describing your target group

Premium TV Target 238 (Younger) Generation X
‘9‘ South West / North West

28 2 adults per household

¥ Nokids

=™ Full time employed

& Medium high / high income
High affinity for technology

Source: GfK Consumer Insights Engine | Preliminary Q1/18 data for TV Germany
© GfK 2018 | New ways to consumer insights: How to grow in mature markets | GfK Insight Summit 2018 | May 17t, Berlin

Age/generation

Region

Adults per household

Kids per household

Work status

Income

Affinity to technology
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Where is the Premium TV target group located? GFK
Consumer Insights Engine: Mobile-first survey

“How should | manage
geographic distribution?”

dex

ity In
Density \ Target

premium T
@ Very high
| |
||

The Premium TV target is located
nationwide, but shows highest density in
South West and North West.

| Very low

Optimization of geographic distribution
should be prioritized in these regions.

Source: GfK Consumer Insights Engine | Preliminary Q1/18 data for TV Germany
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Where are they buying?
Consumer Insights Engine: Calibration with POS data

“Which retail partners
should | invest in?”

Offline

line
o Over-the-phone

m In-store

€ c

m Online | | C\ick-and-co\\ect

You should be working with retailers that
have a particularly strong presence offline,
yet without neglecting the online channel.

Investments in product presentation and
RSP training should help to further increase
your ROI from brick and mortar stores.

Source: GfK Consumer Insights Engine | Preliminary Q1/18 data for TV Germany
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Where are they looking across off- and online touchpoints? GFK

Consumer Insights Engine: Mobile-first survey

“Where should | prioritize
my advertising spend?”

5 ..o
e @

pap@\’s g -
~

Media spend should see a higher ROI on
digital channels and in-store advertising,
as these are mostly used by the Premium
TV target during research.

MagazineslneWS

Yet, supporting above-the-line activities
could help to build brand awareness for the
new entrant in the premium market.

~/g/

Source: GfK Consumer Insights Engine | Preliminary Q1/18 data for TV Germany
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Where to find them on their online purchase journey? GFK
Consumer Insights Engine: Passive online measurement

“How to optimize my
online marketing spend?”

25% . Portal

o . o~
TV online purchase journeys are w5 OEM

comparatively short, search engine- Websites %ESR‘ZS
heavy and focused on a limited number ration S_Gamh o visited a
of domains D?days) engine shar

Online marketing spend should see a
higher ROI on SEO/SEM and online shops.
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Source: GfK Crossmedia Link
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Why do they buy? GFK
Consumer Insights Engine: Al-coded online product reviews

“What should be the focus
of my messaging?”

& c @&

\What features do Conzsumel’s
“ talk about? (System )
‘ . pE— ] TV buyers talk mostly about
Display quality - Py display quality, user interface
User interface _ and smart features.
Smart features | ’, Das Menu dle.sehs
Sound quality TV ist gras\sg\z‘icer:t Messaging should include the
value for money : viel zu \gorg'f();ht\'ich user interface, as this top two
Design und unu er

criterion shows the lowest

Remote control Bl positive sentiment.

Display size l

2L

Source: GfK Consumer Insights Engine | Preliminary Q1/18 data for TV Germany
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We help Marcus to know the who buys what, where, and why!

Consumer Insights Engine

Where to prioritize
advertising spend?
They use mostly digital
channels and visit

Where to prioritize online
marketing spend?

Spend should see a higher ROl on
SEO/SEM and online shops, the
latter needs to be focused on only
a few key-retailers.

What?

Growing premium TV
market with 224k units
sold worth 350.6m EUR stores during research.

I e gy I QAL Additional above-the-

s line to drive brand
. awareness pre-launch.

Premium = |\Jhom to target? Why do they buy?
TV The new premium Next to display quality and smart

model should primarily SRS 0 YRS I features, messaging should include

1|2 : !
appeal to tech-savvy retail’ _ the user interface as a potential
and financially well- Strong presence offline USP versus competitors devices.
situated DINKS required, particularly in

South- and North-West.
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GfK has been providing this kind of Consumer Insights for ages — GFK
so what’s new?
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What you value the most about GfK remains untouched —
but we are transforming ourselves for the digital age and your benefit

to

database-
agnostic

integrated

insights

better business
decisions.

data
in silos




What you value the most about GfK remains untouched — , |
but we are transforming ourselves for the digital age and your benefit

From

human
intelligence
only

Al with
‘human inside’

faster business
decisions.




What you value the most about GfK remains untouched — (
but we are transforming ourselves for the digital age and your benefit

to

syndicated
tracking

(for selected

categories)

tighter
integration

with business

reality.

one-off
custom ad hoc




Consumer Insights Engine

Interested in
experiencing the
Consumer Insights
Engine?

Please request a
live demonstration
meeting!

/
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Your Consumer Insights contacts

Robert Wucher

Head of Consumer Insights,
Client Solutions Central Europe

+49 911 395 2523
robert.wucher@gfk.com
Germany

Britta Schmitz

Senior Director Consumer Insights,
Client Solutions DACH

+49 911 395 2451
britta.schmitz@gfk.com
Germany
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Mathias Friedrichs

Director Consumer Insights,
Client Solutions DACH

+49 911 395 4698
mathias.friedrichs@gfk.com
Germany

Ines Melzer

Senior Director Consumer Insights,
Client Solutions DACH

+49 911 395 3720
ines.melzer@gfk.com
Germany
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