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1. Retail Economics |Retailfconomics

Who we are

Retail Economics is an independent economics research
consultancy focused on the UK consumer and retail industry.

* We are economists and industry experts whose ethos is to put economic analysis at the

heart of retail insight

 We're completely independent which ensures unbiased opinions, predicated on a laser-like

focus towards the consumer and retail industry

* Drawing out actionable insight for our clients, we analyse the complex retail economic

landscape and leverage our own proprietary retail data and apply rigorous economic analysis



Our opinions shape debates [Retiliconomic

On official broadcasts...

RICHARD LIM
Chief Executive, Retail Economics

e cnBC

...and in the press

Bloomberg ~

e a  FINANCIAL TIMES myFT
Almost Half of U.K. Shoppers Spy st -

- - After the shock of Brexit, the next test will be the economic impact ‘|vcsling in UK retailers:
Less at Christmas This Year “ e 1 o . seww. Argainsorbasket cases?

5 Brian Swint . e o o 0 . o . poviondyled %

28 December 2017, 12:29 GMT 105 |

Jid Richard Lim, chief One question is whether consumption will suffer because of

“Festive cheer will be thinly spread across the industry L6 Indacksen JANUA

executive officer of Retail Economics, which provides research and analysison U] the Brexit vote. A survey by Retail Economics found that

1
e R 5. I et ” Lot 10 he macroeconomic backdrop is obviously affecting the
retailing. “Online will see the lion’s share of growth. more than half of consumers planned to reduce their = 5 4 : n

B ustry as a whole,” says Richard Lim, chicf executive of
spending on non-essential items. Shares in estate agents, " B B Eoaaiis a comenlinncy: But he nddds that

More than two-thirds of consumers said they did some of their shopping online tf
t understand the structural shifts in the

housebuilders and budget airlines have all been hit

year. Amazon.com Inc. was the most popular retailer, followed by Wal-Mart Stord fpanics

Asda, Tesco Plc and Marks & Spencer Group Plc.

P rket “can prosper
nu

a challenging environment™,

m However, this might be a short-term effect. The biggest risk to sl 8




2. Case study: Oz ‘The Big Ask’

_I RetailEconomics
|

Project overview

Project Brief

Create thought leadership research around the impact of
increasing connectivity on the retail customer journey.

Research output
24-page report

The Connected
Customer Journey

How digitalisation has changed
both sides of the till

July 2020

Why the project worked

v" Anticipation of topic demand
v Original insights
v' Timely delivery

Project exposure snapshot

28 pieces of coverage
11 Nationals

12 Regional

5 Consumer and Trade
Social media posts

AN AN NN



2. Case study: Oz

‘The Big Ask’

_lRetaili?iconomics

National coverage

Che Telegraph

Shift to online grocery shopping is
'irreversible', Waitrose boss says as it is
embraced by over-55s

The grocer is planning to expand delivery capacity to 250,000 a week and added 150
vans to its fleet in June

Che Daily Gelegmph

?3()1]1 h "0on1 Q

beauty gapes
The Daily Telearaph

‘Publicbacks

Johnsonto |

shutdown

Parliament &

for Bre:

v s Ban‘dangerous’ urge M

Home = Coronavius =~ USElection UK = World Business = Poliics Tech = Science

Business  YourMoney = MarketData =~ Companies =~ Economy

'Three quarters of UK does grocery
shopping online'

© 20 August2020 B f © ¥ [ < shae

9 INDEPENDENT

MOVE TO ONLINE GROCERY SHOPPING
DURING PANDEMIC IS 'IRREVERSIBLE’
AS THREE QUARTERS OF UK EMBRACE

“‘What would have been a gradual upward climb in demand has turned into a trajectory more reminiscent of
scaling Everest,’ says supermarket boss

| @sarah_j_young | Thursday 20 August 2020 09:56 f @

DAILY ;-
EXPRESS

Britons plan to change shopping
habits post-lockdown - will you?

MONEY saving and shopping patterns are difficult habits to change, however, with the
onset of the lockdown crisis, research has revealed many Britons will be reevaluating
their standard routine.

By REBEKAH EVANS

(SHARE | £ | TWEET|w]in]?]

WailOnline

Almost half consumers expect to
permanently change shopping habits
post-Covid

By PRESS ASSOCIATION
PUBLISHED: 00:02, 20 August 2020 | UPDATED: 00:02, 20 August 2020

EROEG e =3



2. Case study: O: ‘The Big Ask’
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Regional and National coverage

Almost half consumers expect to

permanently change shopping habits post-
Covid

DundeeMessenger

‘Three quarters of UK does grocery
shopping online’

HertsLive

Covid-19 crisis set to bring retail revolution with
consumers pledging to shop more online

yahoo/finance

Almost half s expect to per )
change shopping habits post-Covid

THE WEEK

Business

RetailWeek®

Covid-19 crisis set to bring retail revolution with
consumers pledging to shop more online

Che Dress and Journal

Almost half expect to per
change shopping habits post-Covid
b asaiain O stz om o [DEEIE =

News

Covid-19 crisis set to bring retail revolution with
consumers pledging to shop more online

Express & Star

Almost half consumers expect to
per ly change sh ing habits
post-Covid

UK Netws | Publshed: Aug 20,2020

BY ASCENTIAL

Four charts that show how shopper
behaviour will change after the pandemic

i Bowten | 10wt 202

Asianlmage

Covid-19 crisis set to bring retail revolution with
consumers pledging to shop more online

Worcester News .

Covid-19 crisis set to bring retail revolution with
consumers pledging to shop more online

% howed that 47 per cent of people think the purchase goods online

RAPRPID

“MOBILE

COVID-19 SIGNALS AN IMMINENT
CHANGE IN THE RETAIL SECTOR

) A A
This is M

=
FINANCIAL WEBSITE OF THE YEAR

.co.uk
Almost half of UK shoppers have said they believe the coronavirus pandemic will
have a permanent impact on their habits, according to new research

Research by 02 Business and Retail Economics revealed that 44% think they will see

permanent changes to the way they shop, with many saying they expect to shop
online more regularly.

CambridgeshireLive

Covid-19 crisis set to bring retail revolution with
consumers pledging to shop more online

Powwed that 47 per cent of people think the numb s they purchase goods online:

logigtics

E-commerce consumers looking to increase
frequency of purchases

9

yahoo/news

Almost half cor s expect to per
change shopping habits post-Covid

WalesOnline

Covid-19 crisis set to bring retail revolution with
consumers pledging to shop more online

* Xk
*
* *
* *
* gt

EUROPEAN SUPERMARKET MAGAZINE

Glose To Half Of UK Shoppers Believe GOVID-19 Will
*Permanently Change’ the Way They Shop

Aol.

Almost half consumers expect
to permanently change shopping
habits post-Covid

£ YORKSHIRE POST

News you can trust since 1754

Covid-19 crisis set to bring retail revolution with
consumers pledging to shop more online

howed that 47 pr cent of people think the numb

s purchase goods online wil defiitely

E YORKSHIRE POST




2. Case study: A&M ‘Surviving the Cash Crunch’

Project overview

Project Brief Why the project worked
Create thought leadership research around the impact of v" Project time critical and delivered on time
COVID-19 on major UK retailers. v" High demand insights within topic

v Original insights

Research output Project exposure snapshot

24-page report 27 pieces of coverage
19 Nationals
5 Media interviews

5 Social media posts

ANANE NN

A||§ ‘ SURVIVING THE CASH CRUNCH
THE IMPACT OF COVID-19 ON MAJOR U.K. RETAILER!

CLOSED

Pl |7 B




2. Case study: A&M ‘Surviving the Cash Crunch’

Key messages landed

EHEE

Richard Flemming said: “Retailers need
to ask themselves tough questions and
take steps to address underlying
operational issues while they still have
the chance.”

-Mail

Richard Flemming said: “But
prudent retailers are still pivoting
their focus towards what cashflow
they have and can expect in
future.”

Daily.:

The Telegraph

According to research from Retail
Economics and Alvarez and Marsal,
sales across the UK’s fashion retail

sector are thought to have plunged by

70% since the lockdown, forcing

retailers including Primark and Next to
pause or cancel orders.

CITYAM.

All major retailers are operating in negative
cashflow, the report found after the
coronavirus dive in sales exacerbated an
already precarious situation in the UK high
street.

_I RetailEconomics
|

A DA

s

THE TIMES

The high street “will take on a very
different form once the pandemic
is over, Erin Brookes, a managing
director at A&M said: “weaker
players will unfortunately cease to
exist.”

Siin

The report on retailers found that even if
sales dropped 10% during the lockdown
period, more than two-thirds of
retailers would fall into negative
cashflow.”



2. Case study: A&M ‘Surviving the Cash Crunch’

National coverage

The Telegraph

Half of non-food retailers will run out of cash if
lockdown lasts until summer

weaker players

Y| RETAIL
¥ GAZETTE

Fashion retailers may have to
write-off £15bn worth of spring
and summer stock

JHIONUNITED

UK fashion retailers face hillions in $520 stock
write-offs

LONDONIOVesBUSINESS

Experts warns high street giants could be
wiped over lockdown

us  USEleclon UK Woid Busiess Poliics Tech Scence

Business  YourMoney MarketDaa  Companies  Economy

Coronavirus: Next website halts orders
hours after reopening

ssonzo B f O v @ <se

CITYAM.

Coronavirus: Half of major UK retailers
'could run out of cash' as sales dive

MailOnline

HALF of UK retailers face closure if
coronavirus lockdown continues until
August

The Argus

HALF of UK retailers face closure if coronavirus lockdown continues until
August
» W @charotekonen

N

e :

THE TIMES

Non-food retailers may run out of

cash in coronavirus lockdown

Business Matters

UKs leading business magazine

Clothing retailers face £15bn of write-offs as stock lies

unsold

DAILY
EXPRESS

High street shops on the brink:
Half of retailers face
administration by end of
summer

FOR ALL THE FASHION BUSINESS

Drapers
C } \

Retailers’ working capital could
‘deplete within six months’

Half of the UK's major non-food retailers will deplete their entire working capital within six
months if the current lockdown period continues through the summer a new report has
found

yahoo/

Coronavirus: Next online store forced to halt sales within
hours of reopening

DAILY

Coronavirus lockdown may spell end of
UK high street as many retailers struggle

_lRetaili?;conomics

THE

Clothes retailers face £15bn of
write-offs as stock lies unsold

RETAIL PAIN Half of retailers face
administration by the end of the
summer due to coronavirus lockdown

Mirror

Coronavirus: Labour's Keir Starmer calls for public
to be shown lockdown exit strategy



2. Case study: A&M ‘Surviving the Cash Crunch’ |RetailEconomics

We also produced digital content for the project launch marketing strategy

Youtube and Vimeo video content Infographic series for social media posts

= EVoulube™ alvarez and marsal

S e p—

Aivare & Marsal +ollow
i o cople also viewed
uiving the cash cunc te impactof COVID-13 on maor Ut
et hs four ht more than ol f the UK’ maor eaers wildepe
Reopening your High Streets Safely: Actio. e w japal d the COVID- 0 the

Online UK Retail in 2020: The impact of C. FTI Consulting

E E o VISITS TO FLAGSHIP
= e s £7.5 UK RETAIL | ocaTions EAGH WEEK

ctoser es the e e e ehania BUSINESS 3
¥ coan 2: billion 1connection
Ccura cna 248 RATI
+ Follow
Do retal brands need to take a side? Indu

rands need ¢
totake aside? o expe " ( ] u Oliver Wyman

+ Follow

W 5ig0est Challenge for Online Retailers? Ri

U.K. MULTIPLE RETAILER
OVERCAPACITY

a - e Show more v

RICHARD FLEMING 2 o Outloak or UK Retai 2019, Richard Lim,

Full presentati 1 Richard Lim, CE:

Managing Director and Head of Restructuring, Europe | A&

‘ OUTLOO Outlook for UK Retail 2019, Richard Lim at.
2019 o -

The Shape of Retail

(GOST TO RETAIL INDUSTRY STORE BASED
Ve PROY -50%
97 views + 4 Nov 2019 W0 §0 A SHARE = SAVE

FIT
MARGINS

- UK Retail 2020: The Big Picture, Panel Dis.
h

Py they need P
shops remain the bedrock of the customer journey amangst Gen Z and Millennials.

SHOW MORE Y

& ke ] Comment 2 share < send



https://www.youtube.com/watch?v=h7NuuUZTlJY

2. Case study: Hitwise ‘Retail Now Series’ |Retailiiconomics

igital content for a four-part thought leadership series

Youtube content Infographic integration

hitwise
= E3Voulube™ hitwise

PRevas Ty mpact of Covd-19 on the UK real indust
K Rio EO of R

IMPACT OE COVID 19
E ONUK. &%)

V The Cycling Shorts Phenomena

PRNaEY | Reoperingsour Hih Stets Safel: cto Search volumes YoY [T Ceoperingyour igh Sests Satl. cto
TREET T ains how Rets| TReer R

Impact of Covid-19 on the UK retail indust.

HIGH ST eoe HIGH ST
SAFELY . - S SAFELY

Online UK Retaiin 2020: The impact of C. Sel : Cycling Short

eame cvelationof e onine chan searches up

PO 0 retail brands need to take a side? Indu

; €2 Ind
PO 00 retail brands need to take a side? Indu
totakeaside? cta expe e R . B

totake aside? et expe e

Biggest Challenge for Online Retailers? Ri Biggest Challenge for Online Retailers? Ri.
~ 5 August September = fiehard ds the q

of nsights, it

Lisa Luu T F Outlook for UK Retail 2019, Richard Lim, F.

Outlook for
The Cycling Shorts Phenomenon: Part 2

86views + Jun 27,2019 G0 §0 4 SHARE = SAVE ... T 2 S opesng s o The Cycling Shorts Phenomenon: Part 2

86 views + Jun 27,2019 b0 §o0 A sare

e UK Retail 2020: The Big Picture, Panel Dis. \-w RETAIL 202

UK Retail 2020: The Big Picture, Richard Li

UK Retail 2020: The Biq Picture - Breakfas. UK Retail 2020: The Big Picture - Breakfas



https://www.youtube.com/watch?v=JhwJOKwdY0o&t=53s

2. We've worked with the best... [Retiliconomics

BOND

. |ReilFomomics Bickison
squste tbonmic
PATION BOGGS
| Tipping Point UNDERSTANDING AND INFLUENCING
y The Digital Tipping Poin THE CUSTOMER JOURNEY FOR FASHION
Disruption 2.0 — 2019 Retai Report

The Retail Experience Economy:

The Behavioural Revolution here we 90 again

S . /‘:
,/ﬂ‘ F

The Connected

- - Customer J
] @ lourney
| STORE |

g

SQUIRES M's/
PAgON BOGS % BB on
The Retail Experience Economy Avrtificial Intelligence in Retail The Digital Tipping Point The Big Ask The Customer Journey

@ BARCLAYS
BRITISH 2020 UK Retail and
! : K
T —— / ‘TAKEAWAY Leisure Outoo
e WAL LT £ CAMPAIGN Ent ange

b

CLOSRR

Cooking up Groy

n wth,

Serving Up Talent
Inthe tokeuwuy sector

2019

~
All% JUST EAT \d BARC*LAYS

NatWest

Consumers and the New Normal Surviving the Retail Cash Crunch British Takeaway Campaign Outlook for Retail 2020 Scale, Disruption and Brexit



3. Thought Leadership Process [Retiliconomics

Our five step thought leadership process

Our thought leadership offers and end-to-end service model for our clients which includes five main stages

and typically takes between 8 and 16 weeks

Generation Collateral Activation Influence

101 ) =g 2R



3. Thought Leadership: Step 1 [RetilEconomics

\ Retail Economics team to understand the vision from key internal stakeholders.

We will typically present two or three core concepts that will position you as
industry thought leaders.




3. Thought Leadership: Step 2 [RetilEconomics

Generation: Research. Data. Insight

Generation

4. Consumer panel research @

. }
Rigorous consumer panel research can be 1
. 1

conducted to gauge sentiments 1_____

2. Economic Modelling @

We will use our modelling expertise
for deep insight mining

€ -® 5. Retailer research

Our extensive retailer contacts can be
used to assess accurate insights

‘-0 6. Develop narrative

1. A unique view ---
q © All these activities will enable us to

develop the narrative to deliver
against your strategy, purpose and
positioning in the retail industry

At this stage we will draw
upon our extensive experience
of economic research to
generate a unique view which (5 3. Forecasting
will add value to retail industry

We use our experience and insight combined with rigorous
analysis to accurately forecast and predict outcomes



3. Thought Leadership: Step 3 _LRetan'ELomm

Collateral: Report, design, digital...

Collateral

e = ———
Wome Toos | RewtUkfeb b x signin
v & e e - @ 15 Share
F B ooporrr v ]
CroePor v
& o

Impact of
Covid-19
on UK
retail

® This stage involves the creation of a beautifully
designed report, constructed through the lens of your
corporate identity. This is a collaborative and iterative
process taking on-board feedback and ideas.

Impact of Covid-19 on
UK retail

Podcast

Listen now > @

Video
Watch here >

® We are also keen to drive engagement through the use
of digital content. This typically comes in the form of
video content, podcasts, GIFs and data visualisation.

® The most appropriate content can then be used to
activate the campaign across multiple channels.



3. Thought Leadership: Step 4 gRetanﬁ;omm

Activation: Planning. Comms. Social

Activation

® Our coordinated media communication strategy will enable us to
work together to gain maximum reach through key media channels,

using multiple platforms, through a variety of content mediums.

® This will include a joint press release to our targeted retail correspondent contacts list, one-to-one
journalist briefing support, social media activity and potential exclusives with media outlets.

BlB|C

6 Cg RetailWeek
N\ e

The Telegraph




3. Thought Leadership: Step 5 _LRetan'ELomm

Influence: Shaping the debate

Influence

O O O Targeted audiences
NN
Presentations

® Building on our communication strategy, we can
also sharpen our influence by organising events,
presenting research findings, securing keynote
speakers and hosting panel sessions.

® \We can provide videography for the events,
00 : . )
m repurposing content for further social media

and client content.

Press media coverage )
Videography

® \We have a proven track record of delivering
press media coverage, broadcast interviews

and keynote speakers at events for our thought
leadership work with clients.
Social media integration



4. Why Retail Economics?

_lRetailj?;conomics

Retail Economics is a leading independent economics consultancy. We are specialists in retail and consumer

industries and have vast experience in conducting economic analysis, econometric modelling and forecasting.

Chief Executive Officer
Richard Lim

Linked

TOP

VOICES

Richard is Chief Executive Officer of Retail
Economics, an independent economics research
consultancy focused on the consumer and retail
industry. He also sits on the Strategic Advisory
Board at the University of East Anglia’s School of
Economics, ranked in the top 10 departments in
Economics in the UK.

Previously, Richard held the position of Chief
Economist at the British Retail Consortium before
heading up the Retail Insight and Analytics team.
Prior to that, he worked in mergers and
acquisitions for Citi.

Richard has a wealth of experience in data
analytics, retail insight, economics and consumer
research. He lives in London and has a keen
interest in behavioural game theory and its
application on consumers.

Chairman
Stephen Robertson

Stephen is Chairman of Retail Economics, non-
executive director of fast-growing Timpson
Group (privately held services retailer),
Hargreaves Lansdown plc (FTSE 100
consumer financial services) and Clipper Retail
Logistics plc. Stephen is Visiting Professor to
Bristol Business School, University West of
England.

Stephen was Director General of British Retail
Consortium for five years to the end of 2012.
The BRC represents UK retail, large and small,
lobbies government and near-government
organisations, as well as producing key retail
data. Through this role Stephen appeared
frequently on TV, radio and press to discuss
business issues.



4. You’re in good company |Retailliconomics

PRIMARK’ t\g_ Pt SMW niclsen accenture
"

Business, Enaray & )/ 7@&‘ * & Santander eastgate

& Industrial Strategy NatWest AkzoNobel LLOYDS BANK BARCLAYS

: A Sainsbury’s o

w NRrons Argos NORTHWOOD Sildhtnight La Redoute
Food

m s QD CloseBrothers  Klarna. & CONVERSE sodastream

ow . ° - TOONS uli o
Qbwporo sona HighStreet piEvonmer UL 20 EHEE

HOME FURMNISHERS

NOW™ Numis - exertis “joMlontagne  Edinburgh Airport A

Companies we work with and have worked with



Get in touch... [RetaillEconomics

richard.lim@retaileconomics.co.uk

+44 (0)20 3966 6987

www.retaileconomics.co.uk

https://www.linkedin.com/in/richard-1im-42527726

https://twitter.com/retaileconomics

H 0 8 & & (

e-brochure



https://twitter.com/retaileconomics
mailto:richard.lim@retaileconomics.co.uk
http://www.retaileconomics.co.uk/
https://www.linkedin.com/in/richard-lim-42527726
https://twitter.com/retaileconomics
https://www.retaileconomics.co.uk/uploads/file/Retail_Economics_e-Brochure.pdf
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