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...in @ nutshell...

Hurricane History

One hurricane is not a trend, it’s an event...

An increasing number of hurricanes in the US is
a trend, not necessarily a megatrend

A worldwide increase in number and intensity of
hurricanes would be a megatrend

And the consequences might trigger new
(mega)trends



my ‘rules of thumb’

* Jlong-lasting
 amplifying

e cause disruptive shift
* have a global impact

e ...almost feel inevitable
(not prone to change of taste or mood, lobby)



Megatrends on my watch list
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Demographics/ cultural change

(geo)Politics

Probability level

Ageing population
Increasing world population
Generation Y/ Millennials
Urbanization

Geographical mobility 80%
Multi-ethnic society 80%
Gap rich-poor widens 80%

Green technologies
Energy dependency, look for alternatives
Scarcety of natural resources

Global Warming

Biodiversity

Pervasiveness of tech (ubiquitous)

Global Grid
Desintermediation
Crowdsourcing
Social Media

Augmented reality

Saas, DIY

Collaboration

Consumerization of IT

Cloud computing

3D

GRIN Techs

80%

Shift to East

Globalization 3.0

More trade-blocks and monitary unions
More wealthy countries

Rising middle class

The Market State 80%
Decline of Dollar 60%
Global currency 20%

34
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43

45
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50
51
52
53
54

Probability level

Consumer power
Mass Customization

Radical Transparancy 80%
Individualization 80%
Trading up 80%
Less is more 70%
Buy local 60%
Gender Blending 40%
Generation Blending 40%

Dematerialization (digitalization)
Tribalism

Talent gap/shortage

Boundary Blurring

Polarization (‘have's and have not's)

Digital divide 80%
Search for Meaning 60%
Open source (free, collaborative, ...) 60%

Corporate citizenship
Social entrepreneurship

Decentralization 70%
Partnering with competitors 50%
Virtual company 40%

Frederic De Meyer, April 2011

=almost certainty
= highly speculative
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The impact of megatrends on Western Retailers

Geopolitics: Geopolitics:

Gap rich-poor Globalization 3.0

Positioning, target group New supply chains; Geopolitics:
Global Grid

S adie Cid shrinks (no middle class) new competitors
Efficiency of value

New customers, adapt
portfolio chain .
~ crowdsourcing
Demographics: \

/ crowdselling
Generation Y New needs; employee = e ormediatio
retention m

\ \_i»); New competitors /
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business models
Demographics: New consumption a

patterns; flexible

L
. . ReTAl
Agemg pOPUIatlon working conditions
Cradle to cradle, .
Environment:

energy & transport
New tastes, costs Resource scarcety
Demographics: consumption patterns Green Technologies
Global mobllity Global warming

Supply chain
challenges

Viral marketing; new
influencers

Demographics: Streamlining value New shopping
chain experience Technology:

Urbanization

Social networks

Technology: Technology:

Augmented Reality

Pervasive Technology
(Internet of Things)

PS: Pure consumer trends such as ethical consumption and mass customization were not taken into account



Top threats for Western Retailers

o

cradletocradle

Sustainability issues will increasingly determine consumer

* Energy and resource scarcity will might drive prices up; will consumers prefer sustainable retailers?
* Will suppliers or customers push for ‘cradle to cradle’ concept? How will this affect retailers?
* Should you invest in ‘Life Cucle Assessments’ of your products? Should you be pro-active or reactive?

Globalization 3.0, new competitors in the hood?

* Chinese companies take over natural resources in Africa, how will this affect your products?
* Are (some parts of) your value chain targets for M&A’s from emerging countries? If so, do you know how this
will affect their ecosystem? Is there any benchmark you can use to assess the potential threat?

Ageing population & GenY will change general consumption patterns

* Do you know how your (or your client’s) target group will be affected by the chaging needs of the ageing
population or the upcoming GenY ? Are they moving to more ethical buying?

* Are you dependent on key skills that are at risk of becoming scarce? If so, do you have a strategy to fill the gaps
with elderly workers or GenY? Are you aware of their needs and requirements?

Peer-to-peer services, when will it hit retail? Well, it already does !

* Can your activity be prone to desintermediation? Can it be replaced by a peer-to-peer business model?
* Should you embrace or fight the peer-to-peer movement in your specific area? Is there a competitive advantage
to be the first?




Top opportunities for Western retailers

i n@

SELLABAND
===

NINESIGMA

Rising middle class in emerging markets - a new set of customers at your feet

* Can your company benefit from the millions of new tourists and business people to travel to Western countries?
* Do you know their tastes and habits? Should you adapt to them or keep things as usual?

Crowdsourcing: opportunities to optimize your business

* Can you crodwsource part of your business (marketing, production, design, innovation)? Would this lead to
efficiency improvements or cost savings?
* Did you consider ‘crowdselling’ to reach new target audiences?

Social Networking: limitless new ways of reaching your customers

* Do you leverage social media to raise brand awareness? Are your competitors? Do you benchmark with them?
* Are you aware of what people tell about you on social media? Do you have a monitoring (and response) system
in place?

* Are social media an integrated part of your marketing campaigns?

Augmented reality: how to benefit from new customer experiences?

* Can you use Augmented Reality to enhance customer experience and create a competitive advantage? Are your
competitors? What would be the Rol?
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Sustainability issues will increasingly determine
consumer spending

Graphic from www.andersbekekenblog.nl
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CONSEQUENCES

* Consumers likely to be increasingly influenced by
sustainability issues, which will drive adoption of
Cradle-to-Cradle, Life Cycle Assessments, ...

* Climate changes, natural resource scracety and
energy dependence might increase cost of supply
chain;

*Through tools like ‘Goodguide’, consumers will have
increasing insights in total Life Cycle (LCA) of their
purchase, which will change their buying behavior;
This will increase incentive for companies to closely
monitor their business and value chain.



Globalization 3.0, new competitors in the hood?

China’s Worldwide Reach

The United States is second to Australia in drawing Chinese non-bond investment.

CONSEQUENCES

Figures are in billions of
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Source: Heritage Foundation dataset, China's Outward Investment: Non-bond Transactions over $100 million, from
2005 to 2009, available upon request from The Heritage Foundation.

Map | * China Investment Tracker & heritage.org

* Increasing number of European companies bought
by emerging companies (Hummer, Volvo, ...);

* This might alter the value and supply chain of
Retailers, need to put monitoring system in place to

be prepared;

* Consumer products will need to adapt to different



Ageing population & GenY will change general
consumption patterns and widen talent shortage

Increase in total spending by French household age group, 2007-30," % W =65 yoars Wl 55-64 years <55 years

100% = €408 bilion, real 2000 euros? CONSEQUENCES

Overall & BN B Increase in total
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Recreation L[S 5

o —— * The gap between (more) elderly and (fewer) young
Gasoline e 5

DAswiaie [ — people will drive labor skills shortage; people will
Personal care | 7 . . .
e E— : need to work longer but will likely want to do it at
Furnishings I 21

HEREE —— different conditions (flexibility), or do different work
Media and entertainment Eeeeeee— 17

Food avay frombore E——— 0 altogether (crowdsource);

Transportation services I 8

Housing [e————— 120

Communications [ 4

Nursing homes and day care IR 7

Electronics I 87

Ottt ok - * Consumption patterns will likely shift, elderly

: buying more recreation, utilities, ... (see Mckinsey
Chart by McKinsey Quarterly chart), younger people shift to sustainable, ethical
buying(?)

Segment 1: Environmentally Conscious

This group of EV considerers are driven first and foremost by environmental concerns.

I 1%
Ilove cars 15%
pr————— L

1am very concerned about the environmental impact of cars

100%
1am really into technology and gadgets N, 403%
My friends consider me to be very rugal, aiways watching my... IR 27;/;%
1 am very concerned about America's dependence on foreign oil IR 5% 100%
We can't look after the environment if it means losing our. % 135
I beleve global warming is a real threat to the planet NN 59% 100%

I 2%
43%
I 35
46%

I 26%
31%

Y am very skeptical to try new technology il it's been out for... IR 22%

22%
= Total Environmentally Conscious
[ Back to menu
€ Equation

Q01 Now thinking about electric vehicles, chargers and your own opinions and attitudes. how much do you agree or
disagree with the following statements? "

love a nice aesthetic and will always look for good style in the.
I believe the car | choose expresses a lot about who | am

1am always trying out new technology before others




Peer-to-peer services,

Peer to peer lending eating
away market share of banks

Loan volume of P2P Lending Companies
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Fan Funding makes music
production more profitable
(for musician, fans and

when will it hit retail?

CONSEQUENCES

* Intermediate services increasingly have to deal
with competitive ‘peer-to-peer’ business models, can
a classical retail shop be affected as well? E-Tailers
are increasingly diversifying and mixing ‘classical’
selling with peer-to-peer...

* Banking, music, health care (pharmacies), eduction,
... ho sector looks safe...



Rising middle class in Emerging Markets will change
global consumption patterns

Number of households with annual disposable income of US$5,000-15,000 in selected

economies: 2000-2020
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Source: Euromonitor International from national statistics. Note: Data for 2010 and 2020 are

forecasts.
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CONSEQUENCES

A new middle class is developing in emerging market
economies as significant proportions of the
population rise up from poverty in line with rapid
economic growth. The expansion of this middle class
not only provides competition for labor and
resources, but also enormous potential for global
consumer markets.

As a result, there will be a gradual shift in the

dominance of global consumer markets from
advanced economies to emerging market economies.



Crowdsourcing provides retailers with opportunity for
business model innovation
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Accelerating the Innovation Cycle
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CONSEQUENCES

* The Global Grid results in possibility of new business
models, opening markets for new entrants or
possbilities for business model innovation for existing
players;

* Crowdsourcing provides ways of turning the same
business model more profitable, efficiency gains.



Social networks offer limitless possibilities to reach

What people are doing

Who participates (U.S. online users)

Creators publish

Web pages, write blogs,
oad videos to sites

like YouTube.

Critics comment on
blogs and post
ratings and
reviews.

Collectors use

Really Simple
Syndication (RSS)
and tag Web pages
to gather infermation.

ssssssssssssssss
nmworkmg sites.

Spectators read
blogs, watch peer-
generated videos, and
listen to podeasts.
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your (new) audiences

CONSEQUENCES

Social Media will be subject to many changes in the
next few years. Some of them will change it for the
longer term, like:

* Complete decentralization of social networks:
The concept of a friend network will be a
portable experience.

* Influencer marketing will be redefined:
Discovering people that can help you to reach
your desired consumer will become
exponentially more effective and important.

* Thinking beyond “nowness”: In a semantic
web world, search engines, for example, will
anticipate the best search results we’re looking
for based on what they know about us (such as
all our public social networking profiles).

Back to menu



Augmented reality: how to benefit from new
customer experiences?
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CONSEQUENCES

The goal of augmented reality is to add information
and meaning to a real object or place. Unlike virtual
reality, augmented reality does not create a simulation
of reality. Instead, it takes a real object or space as the
foundation and incorporates technologies that add
contextual data to deepen a person’s understanding of
the subject. Augmented reality might add audio
commentary, location data, historical context, or other
forms of content that can make a user’s experience of a
thing or a place more meaningful;

Multiple retail applications already, creates a
competitive edge.
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how do megatrends affect your company?
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A

frederic de meyer
founder

the institute for future insights

-helping you anticipate the future-

Keynote speech at the start of your strategic planning session
...or your industry event;

Eye opening workshops for internal planning purposes;
Discussions on ways to innovate for the future;

Contact:
ifi.frederic@gmail.com
(BE)+32 471 63 95 35
www.fredericdemeyer.com
twitter: @fdemeyer

get in touch on Linkedin




