Forces of Change in BC Retaill:
An overview of trends,
conditions and Insights












Average sales growth by region/country
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Sources: published cormpany data and Flanet Retail



HH # # Economic concentration of top 10—

$ H# 2000-2005
: Top 10 Share of Share of
% & () 23 Retail Sales®™®  Top 250" Top 200
| 2005 885 29.40% 30.90%
2004 817 28.80% 30.20%
+ : | 2003 740 28.40% 29.80%
2002 650 A 29.20%
$ | 2001 634 /A 29.60%
2000 576 MAA 27.40%

Sourops: publshed company data and Planet Retall
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Growth in Canadian Adults Living at Home
1981-2001 + Projection (by extrapolation)
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Source Statistics Canada General Social Survey (GSS), 2001

“'Late-nesters" have increased 14% over the past 20 years ...
more young adults will build capital resulting in a greater investing potential”.

Marketing Magazine - Portrait of the New Family By Lesley Young
& Consumer Strategy Group at Ipsos-Reid Corporation
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Derived from J. Welsh, D. Foote, various articles



Post Boomers
Social
Hedonists
15%

Autonomous
Post-
materialists
2 /]
‘.Qm
New Aquarians

13%

New Aquarians

13% of cohort, 4% * of CDN
pop.

Aimless
Dependents
27%

Thrill-seeking

Materialists
25%

* % of Canadian population in 1995

Aimless Dependents

27% of cohort, 8% * of CDN pop.
Fundamental Motivation
Financial Independence,

Security and Stability
Key Values

Fear

Desire for Independence

 Thrill-seeking
Materialists

seeking
Key Values
Desire for Mone
Possessions
Desire for Recognit
and Admiration
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The consumer benefit from
access to increased product
variety
IS ten times larger than
their benefit from access to
lower prices online.
- wikipedia






No, ethical

sourcing is not _ 44%
44| complex

Yes, it is

master

No response - 15%
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Publicized charitable donations _ 80%
Publici : s
ublicized Sponsorship of non-profit _ 20%
events
Collecting donations from your customers _ 59%
Anonymous donations _ 54%

Matching employee’s donations _ 41%

Other (either anon or public) donations - 11%

Other forms of help - 8%
No response l 3%

0% 2000 40% 60%  80%
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the ‘green consumer’ is over-hyped,
bricks-and-mortar retailing is vital in an Internet world,

social networking websites will face a ‘tragedy of the
commons’

landlords and tenants need to consider a co-creation
model

retail innovation depends on strong independent retailers
why retail must invest in its itself over the next two years

...and more.



Thanks!

David@sixthline.com
7 78-855-7103



