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“It's in our best
interest to put some
of the old rules aside
and create new ones
and follow the

consumer - what the
consumer wants and
where the consumer
wants to go.”

- Bob Iger -




Deceleration will slow down in 2023
after the pandemic storm
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TCG market is still above 2019 baselines, thanks to IT and SDA. CE/Photo
remains relatively weak

GFK
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Source: GfK Market Intelligence: Sales Tracking Retailer Market, International Coverage (excl. North America), Sales revenue growth Jan-Mar 2023 vs. Previous Year
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Covid-19 tremendously impacted sales of Technical Consumer Goods
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Covid-19 tremendously impacted sales of Technical Consumer Goods
What is coming next?
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Restriction

Core Covid Normalization What's next?
Fade-out

Work from Home turns into Hybrid Formats

Peak of Entertainment at Home Return to Growth

Multifunctionality &

Peak of Eat / Clean / Stay at home :
Design

Appliances go Eco-System

| want to and | can

afford to do so Value & Premium still rule

| need to buy
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Entertainment at
Home

Gaming Markets reach the
next level!




Gaming Markets profit from Entertainment@Home

&
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Revenue growth
vs. 2021

Gaming Markets declining after realizing
tremendous growth in 2020 and 2021
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Gaming Markets profit from Entertainment@Home

&

+78%

Revenue growth
vs. 2019

Gaming Markets with tremendous performance
vs. 2019 across all PC Hardware and Accessories
categories

15-May-23 Source: GfK Market Intelligence; Global excl. North America; Revenue Growth of PC Gaming Hardware and PC Gaming Accessories © GfK 9



What has changed during Pandemic?
Gaming has reached center of society

35% 98%

+0% Female buyers for Gaming +6% of buyers for Gaming
Mobile PCs Consoles employed full-time
(35% in 2021 compared to 35% (58% in 2021 compared to 52%
in 2019) in 2019)

Gfknewron Consumer; Mobile PCs to be used for Gaming and Gaming Consoles; 2019-2022
15-May-23 Country Coverage: FR, DE, GB, IT, NL, ES

94%

+ 1% of buyers for Gaming
Mobile PCs employed full-time
(54% in 2021 compared to 53%
in 2019)
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What might be next? Gaming is expanding further with new

solutions for everyone

New product
launches at the
beginning of the
year

Gaming
Markets

expected to
return to

Gaming will grOWth

expand... into
your car!
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Cross-Platform
gaming gains
momentum

TVs are
positioned as

new Gaming
Hubs

Cloud Gaming

projected to
pick up
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Hybrid Models are here to
stay
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Home Office products stay on high level compared to 2019 and wiill
provide future potential as soon as replacement cycle kicks in

USD value growth % | 2022 vs 2021 resp. 2022 vs. 2019 | Jan - Dec
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Majority of employees working from Home was investing in IT
infrastructure - which is a good sign for upcoming replacement cycles
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15-May-23 Source: GfK Omnibus Survey, November 2022; Question: If you work or learn from home: did you buy any of the below IT/Office products?
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B2B vs. B2C Distribution Sales start with a
mixed picture into 2023

EUR value growth % | Week 1 - Week 23 | 2023 vs. 2022
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Stay@Home

Appliances go Ecosystem
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Appliances show deceleration as Stay@Home
Trends also face saturation

USD value growth % | 2022 vs 2021 resp. 2022 vs. 2019 | Jan - Dec
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Simplification and Sustainability features accelerate
Appliances Markets

Health & Hygiene Hot Air Fryers

4’%‘“ + /5%

Sustainability Washing Cooling (C)
Machines (A) “Household appliances:
© connectivity is essential to
-2 0 +450 o2l .
| +61% 45% optimize energy savings”
o Smart / Voice Smart Cooling
Connectivity Control (MDA) (BIBU)

oy +14%  +6%

Spurce: GfK Market Intelligence; Global (excl. NA) Revenue Growth in USD (NSP); Retail Channels; Jan -Mar 2023 vs. 2022,
15-May-23 Electroménager : la connectivité s'impose pour optimiser les économies d'énergie (leclaireur-fnac-com.translate.goog) © GfK 18



https://leclaireur-fnac-com.translate.goog/article/274105-electromenager-la-connectivite-simpose-pour-optimiser-les-economies-denergie/?_x_tr_sl=fr&_x_tr_tl=en&_x_tr_hl=de

Smart devices cater to basic practical and safety needs.

Increased convenience “

Most important smart home Energy Saving (good for the “
use cases for consumers environment)
Cost savings and long-term yield “
Energy optimization Home monitoring
Thermostats Smart Door Comm. ' Smart Netcams
33
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Source: GfK 2022 Smart Home Monitor Netherlands
15-May-23 Source: GfK Market Intelligence: Sales Tracking, European countries (DE, IT, GB, ES, NL, FR, DE, SE, DK, TK, FL, PL, BE, NO), YTD: Jan-Mar 2023 vs Jan-Mar 2019; revenue in mn EUR © GfK
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Transformation of
Behavior:

Consumers are smarter than
ever




Covid 19 led dramatic changes impacting digital behaviors
too...

Unique mobile - Active social
phone users media users
0/ Billio
Of to NDOP O
5.48 Billion 4.74 Billion
Internet
68.6 % users 59.3%

Of total population Of total population

Source: UN Local govt bodies, GSMA intelligence, ITU, GWI, Eurostat, CNNIC, APJII, Social media platforms, Self-service advertising tools, company earning reports. Data for July 2022
15-May-23 © GfK 21



E-commerce (in particular Click &Mortar) growth slows down
compared to the high levels in previous years

Europe | Sales EUR%

28% - 38%

Online
sales

84%
79%

Traditional
retail on- and
offline sales

Jan 19-Dec19 Jan 20-Dec 20 Jan 21-Dec 21 Jan 22-Dec 22 Jan 23 - Mar 23

15-May-23 Source: GfK Market Intelligence: Sales Tracking Retailer Market, Europe, USD (NSP) Value %; Region: Europe Period : Jan -Dec 2019-2022; Jan-Mar 2023

m Pure Players
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B Trad retail
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Know where smart consumers
look for information

21%

Of consumers do
research by using
search engines

Research Channels

B Somewhere else

B Magazines

TV

17%

B Advice from
friends or family

17%

W |n-store .
Use product review
- websites
® Online Use
retailer websites
2019 2022
15-May-23 Source: gfknewron consumer; all categories; countries: Austria, Belgium, Brazil, Chile, France, Germany, Great Britain, Greece, Italy, Japan, Netherlands, Poland, Portugal, Spain, © GfK 23

Switzerland, Turkey; research channels 2022 vs. 2019 and Online Touchpoints in 2022



Transformation of
Behavior:

Consumers adapt their
purchase behavior

© GfK 24




Most consumers are doing
something to save money

Of global consumers have attempted at least one money-
saving initiative in the past year

Of consumers postponed a Of consumers switched from
purchase until the product named brands to less
was on sale/special offer expensive brands

15-May-23 Source: GfK Consumer Life 2022 © GfK 25



Consumers adapt their behavior: Novelty is out...

“I'm always on the lookout
for new products and services”

Ranking positions

15-May-23 Source: GfK Consumer Life Global 2019-2022, (global = 18 countries); GfK Consumer Life 2009 Global Annual Trends Presentation © GfK 26



... but Value still rules

“| prefer to own fewer but higher quality items
(clothes, technology products, etc.)”

Ranking positions

15-May-23 Source: GfK Consumer Life Global 2019-2022, (global = 18 countries); GfK Consumer Life 2009 Global Annual Trends Presentation © GfK 27



The share of tech and durables purchases in high income buyers has
increased - supporting premium markets

Q42021 |ETEE 21% 24% B 28% | 13% |
Shifting

Q3 2022

budgets

Q4 2022 15% 20% 25% 28% 13%

ElLow ®MediumLow ®MediumHigh ®=High mPrefer notto say

15-May-23 Source: gfknewron Consumer; FR, DE, GB,,IT ES, NL © GfK
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Select premium feature sales increased more than category average

Global (ex. NA)

Jan-Mar 2023
Sales Value USD Growth YoY %

Premium segment example
Vs. Category Total

15-May-23
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Source: GfK Market Intelligence Tracking Retailer Market Sales Value USD growth rate YoY Period Jan-Mar 2023
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Covid-19 tremendously impacted sales of Technical Consumer Goods
What is coming next?
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Restriction

Core Covid Normalization What's next?
Fade-out

Work from Home turns into Hybrid Formats

Peak of Entertainment at Home Return to Growth

Multifunctionality &

Peak of Eat / Clean / Stay at home :
Design

Appliances go Eco-System

| want to and | can

afford to do so Value & Premium still rule

| need to buy
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Of course, the transformation does not stop here...

15-May-23
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Thank you
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