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Emerging Retail Markets

The Future of Trade in Central and Eastern Europe

After the Great Shift:

Emerging What comes after the first wave of euphoria?
[ Retail Markets In the past few years, a small consumption miracle has
taken place in the new EU states. In the late 1990’s,
people of the former Warsaw Pact states experienced an
intoxicating introduction to the tantalizing world of
worldwide consumption and the global markets.

T Within a few years, the trade giants of Western Europe
[ ; (Germany, Great Britain, France) established a retail
trade landscape, exactly meeting the needs of the
people locally: participation in the awareness of life of
the Western world, fresh products, high quality goods,
global brands.

CEE-Gesellschaften freuen sich auf die globalen Bildungschancen
Lindervergleich: Bildungsmaglichksiten in anderen El-Lindem
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Megatrends that will shape consumption in the CEE states

The things that centrally control the needs of Western societies will therefore become more and more
important also to the people in the CEE states in the next few years. What is meant here are mega-
trends such as mobility, globalization, health and digitalization. Mega-trends describe the basic change
processes in society and economy within a time period of 30 to 50 years. To form the long-range future
of trade in the CEE states will depend upon modeling the path of the people of Eastern Europe towards
lively and self-determining prosperity democracies with the help of these mega-trends.

Arrival in everyday life: How consumption will change in the next few years

> This first phase of euphoria and the feeling of new (consumption) freedom is gradually coming to an
end.

> Consumers are beginning to arrange themselves in their new reality.

> The retail giants are beginning a tougher positioning battle.

> The people will experience a second wave of prosperity in the next few years

That requires that food consumption becomes less important. Instead, lifestyle products in the broadest
sense become more important: lifestyle for one’s own four walls, but of course also for the individual
(fashion, cosmetics, etc.). Suppliers are now asked to orchestrate this requirement change from
“Euphoria over the New Freedom” to “Adjustment in the New World” with corresponding products and
services.
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1. The second wave of prosperity is on its way — and will radically change the structure of the
needs of the people of Central and Eastern Europe.

2. Customer loyalty will be THE theme in the next few years.

3. After the globalisation of trade, a second sustainable phase of glocalisation has just started.
4. Be prepared for complicated markets and complicated market environments.

5. Be wary of generalisations!

6. Communicate authentically, the consumers pay a lot of attention to the correspondence
between promise and reality.

7. Age of Massophistication: The retail boom in Central and Eastern Europe follows on from
the internationalisation of trade.

8. Retail landscape 2030: The consequence of this new patchwork economy will, in the medium
term, be a change in the retail formats in Central and Eastern Europe.

9. Follow the logic of the megatrends.

10. Orientate your strategies according to the consumer trends and the megatrends but beware
of trend opportunism.



FORMULARZ ZAMOWIENIA

Prosimy o odestanie zamdwienia pod numer faksu:

siine  (22) 43 41 480

. Dla: Magda Zimna

D Tak, chciatabym/chciatbym zaméwic sztuk raportu EMERGING RETAIL MARKETS
w promocyjnej ofercie cenowej (390 Euro + VAT)

Cena catkowita (bez VAT): PLN
Cena catkowita (z 22% VAT): PLN
Imie Nazwisko
Firma Stanowisko
Adres Kod pocztowy, miasto
E-mail Numer telefonu

Numery potrzebne do umieszczenia na fakturze

Prosze o wystawienie RACHUNKU UPROSZCZONEGO/ FAKTURY VAT*,
Oswiadczam, i; nasza firma jest (nie jest*) podatnikiem VAT.
Naleznos¢ prosimy przesta¢ przelewem na konto podane na fakturze.

* niepotrzebne skresli¢

Podpis Gtownego Ksiegowego Podpis Zamawiajacego




