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Who we are? Our expert team

Janos Kui worked for GfK for a decade and a half on various
retail research projects, particularly in retail and commercial
real estate. He now heads Marketing Resolution and is also
responsible for client relations.

Gabriella Pinter has been working in quantitative research
since 2001 in the areas of product, service, media, health and
trade research. She spent more than 13 years at GfK as an
analyst and project manager.

Zsuzsanna Fejes has more than 20 years of experience in
market research, gained at renowned institutions such as GfK
and Millward Brown. Her main research areas are retail,
services, FMCG, HR and banking.

Nandor Nagy started his career as an analyst at the turn of the
millennium. For a decade and a half, he worked as a research
manager on market research projects, before expanding his
expertise in business data analysis and data-driven strategic
planning.

Our Hamburg colleague, Udo Radtke a pan-European expert

with a broad perspective on the commercial real estate market

from Barcelona to Berlin and Budapest to Belgrade, has
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worked for nearly 30 years in GfK's Hamburg office. He
currently runs Radtke Consulting.

is an expert in price surveys. She has 22 years of
GfK experience in price surveying, facing, multi -location
measurement and is familiar with the products of different
chains. She also built, operates and m

Our senior qualitative researcher, Eva Zacomer, is also a
psychologist and has been working in qualitative market
research since 2002. She facilitates focus groups, in-depth
interviews, ethnographic interviews, focus groups specialised in
creative, conflict, product development, concept development
and analyses. Her experience comes from the
telecommunication, energy, IT, food, health, banking and retail
sectors and online communications.
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Inflation - HICP (Harmonised Indices of Consumer Prices) © OE@SROKLEJ%NSN
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Retail Trade Index
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GfK Purchasing Power Per Capita Index, 2023 % OQSSROKEJWSN
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Change of Retail Trade s ()EASSROKEJWSN

% Contribution to the change in volume of sales in retail shops
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® Food @ Non-food Fuel Change in volume of retail trade

In April 2024, the volume of retail trade increased by 3.2%; The January-April 2024, the volume of sales was 2.4% higher
volume of turnover in non-food retail trade grew by 4.3% than in the same period of the previous year - in food and
overall (there was no change in mixed industrial goods and fell food-related retail trade the increase was 3.3%, in non-food
by 1.8% in furniture and specialized stores). retail trade 0.7%.

Source: KSH/HCSO




Disposable incomes, i.e. purchasing power © OMARKEWG
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Purchasing power per person, yearly (euro) — Hungary, 2015-2023 10 834

2015 2016 2017 2018 2019 2020 2021 2022 2023

Source: GfK Purchasing Power, 2015-2023
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GfK Purchasing Power for DIY, 2023, counties * | [om Qs

94.58

Country AVG: 100

Clear regional
differences

16 home improvement items index
counties Hungary 2023

Source: GfK Purchasing Power for Retail Product Lines, 2023 1
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Expectations on living standards

The improving economic
trends in 2024 (end of
recession, inflation slowing
down to single digits) have
some impact on consumer
expectations.

THERE ARE CONSIDERABLY
FEWER PESSIMISTS - PEOPLE
ARE MORE LIKELY TO EXPECT
NO SIGNIFICANT CHANGE IN
THEIR FINANCIAL SITUATION.

The share of those who are
optimistic about an
Improvement is not

negligible either, at 30%
overall
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B April 2024

. June 2023

December 2022

Optimists 43%

a

v

23% 5504

16%

7% 6%

5%

expects a significant expects some no change
improvement improvement
Y
2024: 30%
2023: 28% ﬁ (90% conf. interval).
2022 21%

f‘ Significant change compared to previous wave (95% and 90% conf. interval).

Pessimists

A

2205 23%

16% 1504
9%

expects a slight
deterioration

expects significant
deterioration

~

2024: 25% Y
2023:37% ‘

2022: 50%
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do not know

How do you expect your financial circumstances and standard of living to change over the next six months? | Base: n=500
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Major planned expenditure e ()EASSROKEJWSN

Purchases of other major Buying a car/
durables motorcycle

Property

renovation Biggertrip

NEARLY 60% OF THE
POPULATION PLANTO
MAKE SOME MAJOR
EXPENDITURE in the next
year. THIS IS A HIGH
PROPORTION

Buying a Medical / cosmetic intervention Bigger family More expensive
property involving higher expenditure event training courses

CONSUMER CONFIDENCE
GETTING HIGHER

%

Which of the following are your plans for the next year? | Base: n=500 VASARLOI TUKOR | APRIL 2024. | MARKETING RESOLUTION 14



© @ MARKETING
CURO MAT RESOLUTION

What
we've got

for 4. UJHAZ Building Industry Trendmonitor

today?




@ MARKETING
EURO-MAT RESOLUTION
Defining relevant datasources and datasets (available statistics & UIHAZ own data)

Defining indicators based on datasets

Calculating 5 subindexes based on indicators

Steps of creating
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Demand Supply

4 Calculating Main Index based on subindeces HHHE
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Calculating Main Index

e Mainindexis
calculated as the
average of subindexes.

Sub-indeces are
included with equal

weights.

Subindeces and the
Main Index are
measured on a 0-100-
point scale.
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environment of
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Main Index A ()EASSROKEJWSN

The Main Index reached
the highest value in
February 2022 (62 pts).
After a following
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2024 but dropped
to 49 pts in March.
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Subindeces (1) A ()EASSROKEJWSN

No long-term and o A. Level of high-rise building construction industry business confidence
unambiguous tendency has 2022 2023 2024

been found since 2023. Slight
shifts have been followed by
lower corrections.
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Subindeces (2) N Qs

The dynamic growth in the demand
environment subindex from Sept 2023

B C. Economic environment of construction of residential buildings

. . 100
has moderated slightly, but still shows gy 85 87|87
o 71 == Demand Supply 73 79
an upward trend. 67 65 65 o &7
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Contact:

Janos Kui Managing director
Marketing Resolution
https://www.marketingresolution.hu/ |
kui.janos@marketingresolution.hu
+36 30 619-3364
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