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“The Harmonised Index of Consumer Prices (HICP) provides a standardised
measure of inflation for European member states. In general, the new member
states and smaller countries have produced a much higher rate of inflation than
the Top 10 economies. In the case of Ireland, inflationary pressures have
displayed some significant fluctuations over the past decade, with inflation
peaking at 5.3% during the height of its Celtic tiger growth period at the turn
of the millennium. More recently, inflationary pressures have fallen considerably,
but remain above the European Central Bank’s 2.0% target...”
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About Verdict Research...

Verdict Research has been producing independent retail analysis and comment on the UK retail marketplace for

well over 20 years and is regarded as a key source by BBC, ITV and the leading broadsheets including, the FT,

Times, Independent and Daily Telegraph. Many leading trade publications also frequently refer to Verdict's opinion
and research including Retail Week, DIY Week, Cabinet Maker and The Grocer.

Products and services include:

Consumer Research Reports Furniture and Floorcoverings
- How Britain Shops Grocery

Where Britain Shops Health and Beauty
Consumer Satisfaction Index - Homewares

Consumer Insights Profiles Pharmacy Retailers

UK Sector Reports e European & Global Reports

- Accessories - European Clothing Retailing

- Clothing - European Department Stores
- DIY and Gardening - European DIY Retailing

- Department Stores - European Electricals Retailing
- Electricals Retailers - European Furniture Retailing
- Entertainment - European Grocery Retailers

- Footwear - Global Airport Retailing

Some key findings from this report...

Key growth drivers such as the strong housing market and the
SSIA scheme are coming to an end as consecutive interest rates
rise will start to bite eventually. The Irish housing market will
experience tougher trading conitions going forward. As a result growth
in DIY and gardening, electricals and homewares is will be harder to
achieve.

Relatively high personal debt levels indicate that Irish consumers
are not shy when it comes to spending. Consequently deflationary
trends in clothing, electricals and homewares are not as pronounced in
Ireland as they are in the UK. The right players executing the right
strategy at the right time will continue to do well.

There are still underserved markets in Ireland for grocery, home,
clothing retailers and Internet retailing. Retailers need to adapt their
strategies and store portfolios to the regional circumstances, and
decisions have to be taken whether to move into secondary or tertiary
towns.

- Global Department Stores
- Global Luxury Retailing

e Location and Channel Reports
- e-Retail
- Mail Order Retailing
Neighbourhood Retailing
Out of Town Retailing
- Town Centre Retailing

¢ Retail Futures
- Quarterly Forecasts to 2009
- Annual Forecasts to 2011

¢ Retail News & Comment

Irish retail market size 2001-2006e

Market Size Y-o-¥ growth
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"The retail market of the Republic of Ireland has
experienced solid growth since the beginning of the
current millennium, posting a 34.0% uplift between

2001 and 2006. The strongest growth occurred during
the early part of this period, when the booming tiger
economy was nearing its end. Though the double digit
growth rates that were normal in the country during
the mid-to-late 1990s have slowed,

growth has continued..."
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Retailing in Ireland 2007

The Irish retail market has experienced solid growth since the beginning
of the current millennium, rising by 61.9% between 2001 and 2006. The
strongest growth occurred during the early part of this period, when the
booming economy was nearing its end. Though the double digit growth
rates that were normal in the country during the mid-to-late 1990s have
slowed, growth has continued.

Retailing in Ireland 2007 is a new report published by Verdict that
analyses into the key trends and future developments and it provides
in-depth analysis of the main operators in the market. This report also
provides new insights into retailer growth strategies through its detailed
analysis of the opportunities in the sector and the threats posed by
slowing economic growth.

This new report will help you to assess the retail competitive

landscape in Ireland and create strategies to exploit future growth in
the retail market.

This new report will enable you to...

Opportunities for Irish retailers 2007

New space

developments Legislative Changes

Private Label

Internet Development

Source: Retailing in Ireland 2007

“Throughout the Republic, but especially in Dublin,
where around 40.0% of the population lives, rents on
the high street have continued to rise rapidly over
recent years. Despite this many international players,
mainly fashion multiples such as H&M, Zara and
New Look, are still actively seeking out new space in

prime retail locations...”

¢ Benchmark your competitive strategies using the company
profiles contained in this report for key retailers including
Dunnes Stores, Superquinn, Tesco, Marks & Spencer, Musgrave
and DSGi.

¢ Quantify key retail trends and accurately predict future
opportunities based on this report’'s company profiles detailing
market share of six leading retailers, demographics, channels of
distribution, store numbers, selling space provision, sales densities
and average store size in five key sectors.

¢ Predict potential growth for retail in Ireland and the challenges
facing key Irish retailers in-depth analysis of market drivers, key
issues and market outlook using this report’s growth forecasts for
Grocery, DIY, Fumiture, Clothing (including department stores),
and Electricals in Ireland.
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"Maintaining price stability is the primary objective of
the euro system, as outlined in the monetary policy
chapter of the EC Treaty. The ECB has defined price
stability as: ‘a year-on-year increase in the Harmonised
Index of Consumer Prices for the euro area of below
2.0%'. Since the euro is performing as strongly as the
stalwart national currencies previously used by the

member states, a high level of price stability

has been established..."
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Key issues examined in this report...

Purchasing power in Ireland is among the highest in the EU.

As GDP growth is forecast to continue, albeit at slower levels, the
attraction to retailers is obvious. However, achieving economies of
scale is difficult, as the relatively small population size, and to an extent
the rural infrastructure, act as a stumbling block.

An explosion of new retail space is transforming the Republic of
Ireland. Retailers’ ability to capitalise on the growing affluence of Irish
consumers has been restricted by a shortage of quality infrastructure
and a restrictive planning policy over the last decade. However, major
new shopping centres are raising consumer spending and a relaxation
of store size limits has enabled development, opening the door to
retailers such as IKEA.

The environment has become a major issue in Irish retailing. The
plastic bag charge in the Republic could act as a shining example of
what UK retailers should be doing to reduce usage and waste.

Your key questions answered...

Will the strong growth of retail in Ireland continue?

Who are the winners and losers in the Irish market?

Who are the top players in the Irish retail market and how are they
consolidating their positions?

Where are the future growth opportunities in the Irish market?

How can retailers differentiate themselves and grow their sales?

Which retailers are pursuing multi channel growth and how?

Slowing growth drivers of consumer
expenditure 2007

Slowing

housing market
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‘ Interest rate rises }—‘
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Source: Retailing in Ireland 2007

outlook
for retail

"In contrast to most other countries in the European
Union (with the exception of the UK and some eastern
European countries) Ireland has high rates of home
ownership. In particular, house ownership

(at approximately 80.0%) is the norm..."

Ireland grocery market share 2006e

€m % share
Tesco 28460 267
M usgrave 2,714 254
Dunres*™ 1,800 16.8
Superguinn® &20 58
*extimated, **exxludes non-grocery zoles,
incudes VAT estimate

Source: Retailing in Ireland 2007

"With an estimated market share of 26.7% Tesco holds
the clear market leadership in the Republic of Ireland,
ahead of Musgrave, Dunnes Stores and Superquinn.
Grocery retailing has historically been highly
concentrated in Eire more so than in the UK. Other
significant players include the German hard discounters
Aldi and Lidl, which have targeted Ireland’s buoyant

economic growth and high purchasing power levels..."
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Sample information from ‘Retailing in Ireland 2007’

Chapter 2: IRELAND - ECONOMIC OVERVIEW

GDP
e |reland has been one of the EU’s star Figure 3: Ireland GDP forecast 2006, 2007 & 2008e
performers for GDP growth in recent

years. During the early part of the o Vo e

10 year period, Ireland benefited from
substantial inward investment flows, a

social partnership approach to economic

development and a youthful population, e . W

resulting in a rapidly expanding labour :
force These Were among a number 490 - 1m1 .............. o
factors enabling Ireland to double its Wb i
share of the EU15's GDP, from 0.8% in i "
1996, we estimate to 1.6% by 2006. m ‘ ‘ .

2006e 2007e 2008e

® Most of this growth came in the first half
of this period, when Ireland’s booming Source: Retailing in Ireland 2007

economy was coined the ‘Celtic tiger’

(after the booming performances of the South East Asian tiger countries). Ireland was transformed from
one of Europe’s poorest to wealthiest countries. A climate of low corporation tax and a slew of EU aid to
increase investment in the education system and its physical infrastructure played a key role in boosting
the country's fortunes.

* The influence of large foreign multinationals on the Irish economy cannot be overestimated. Over the
course of the 1990s major US organisations specialising in high-tech manufacturing industries, specifically
computers, electronics, chemicals and pharmaceuticals, have based European head offices in the country.
Generous financial incentives from the Irish government, the lack of a language barrier and an extensive,
young, well educated workforce made Ireland an attractive destination for US companies especially.

* Despite GDP growth slowing considerably between 2000 and 2005, Ireland’s impressive economic
performance continued. During this period the country remained the fastest growing economy in Europe,
with the 54.6% increase in GDP more than twice the rate achieved by the EU15.

* |ooking ahead, though GDP growth is set to slow through to 2008, it will remain comfortably ahe ad of
the remaining EU26 countries.
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Order this report today to find out more...
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