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 The only annual, comprehensive publication about the luxury goods market in Poland

* The report covers such topics as: buyers of luxury goods in Poland and their financial situation,
leading Polish premium and luxury brands, various segments of the luxury goods market
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Jurreportinthe media
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More than 1,000 citations by the most important Polish media
Our report was quoted by foreign newspapers such as: The Economist, Financial Times
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NUMBer of arfiuent andrichindviduals IS Tising constantly

Number of affluent and rich individuals in Poland (thousand)*

2018
EUR 48.8
2015 billion
EUR 36.1
billion
1101 1188 e The netincome of affluent
1032

worth individuals (HNWI)** in
Poland is estimated to be

and rich Poles in 2015 totalled

nearly EUR 36.1 billion

* The number of high net
43,000

969
910
832
661
574 578 I I
2008 2009 2010 2011 2012 2013 2014 2015 2016 (p) 2017 (p) 2018 (p)

Total annual net income of affluent and rich individuals in Poland

« Taxpayers who pay progressive income tax (second band) or a flat-rate income tax at 19%.
* Individuals with US$ 1 million in liquid financial assets.

Source: Analysis by KPMG in Poland based on Ministry of Finance and Credit Suisse data; (p) — projection by KPMG
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POISN IUXUry goods buyer pay attentionmostly to the qualty of
DIodUCES and services

Quality
A esthote vas. « More than half of manufacturers and
distributors of luxury goods think that
Hauenesstary high-earning individuals also guide their
choices by brand prestige. However, the
Fricing responses given by affluent and rich
Poles suggest that the importance of
Brand prestige this factor is much lower at the moment

Opinions,
recommendations

Brand recognition

Brand values

Tradition/history
of the brand

Celebrity
endorsements

Affluent Very affluent Rich
4% PLN 71-10 PLN 10-20 PLN 20+
5% Other thousand thousand thousand Source: Analysis by KPMG in Poland
1% ’
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/0% 0T global luxury brands are accessinie to Polish consumer

Presence of luxury brands in Poland Origin of luxury brands available in Poland

2009 2010 2012 2013 2014

B Available brands M Unavailable brands

W ltaly m France W Switzerland

The graph comprises over 200 key global luxury brands

EUSA mUK = Germany m Other

e 70% of global luxury brands are present in « The origin structure of luxury brands
Poland* available in Poland confirms the greatest

. : 4
*  The brand is officially distributed in Poland (mostly in multi- expansion of Italian brands (22%)

brand stores)
Source: Analysis by KPMG in Poland

© 2016 KPMG Sp. z 0.0., a Polish limited liability company and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative 6

m ("KPMG International”), a Swiss entity. All rights reserved



| abel Made I has alarge Significance When buying premium and

XUy Drands

What significance does the country of origin of a brand have for you when

buying premium or luxury brands?

6%
Don't know,
difficult to say 1 20/0
) 5 erylarge
p significance
16%
Mo significance «.
atall
29% -
Small significance Large significance

* Almost half of affluent and
rich Poles declare that the
label ‘Made in" has a large or
very large significance when
buying premium and luxury
brands

Only 16% claim that the

country of origin of a brand
has no significance for them

Source: Analysis by KPMG in Poland based on consumer research
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Value of the luxury goods market In Poland is arowing

2015
EUR3.3 —
billion

118
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o
¥ . 719 (L) Furniture

T

657 K

%

2 265 = h Clothing and accessories
e )
.

6974

2015 (p)

ok

o

(7]
18 - - i 5

m e

no Hospitality and spa services

8 150 (=) Motor cars

2018
~— EUR3.9
billion

In 2015, the value of the luxury goods
market in Poland was estimated at EUR
3.3 bn

This signifies a 13% increase in relation to
the previous year

The largest category presented in the
analysis is luxury and premium cars; the
value of this segment reaches close to
EUR 1.6 bn, which represents almost half
of the entire value of Polish luxury goods
market

The forecasts developed by KPMG in
Poland and Euromonitor International
show that the value of the Polish luxury
market will grow to EUR 3.9 bn by 2018

Source: Analysis by KPMG in Poland based on PZPM/CEP data,
Euromonitor International data and projections; (p) — projection
Data on the chart in PLN milion
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[ne Segment of premium and uxury cars represents amost nalf
0f the entire value of PoliSh IUXury goods market

Registration of new premium model cars (in thousands)

CAGR: +4,3% e Luxury and premium cars are
the largest segment of the

luxury goods market in
Poland

e In 2015, the value of the
luxury and premium car
market in Poland was

CAGR: +9,3%

2010 201 2012 2013 2014 2015 2016 ( 2017 2018 (p -
i ® estimated at EUR 1.6 bn
Registration of new luxury model cars (in units) CAGR: +4.6%
CAGR: +19,7% I
2010 20M 2012 2013 2014 2015 2016 (p 2017 (p) 2018 (p

CAGR - Compound Annual Growth Rate
Source: Analysis by KPMG in Poland based on PZPM/CEP data; (p) — projection

KkPMG °



POISh market of IuxUry clothing and accessories is constantly
(eveloping

Value of the luxury clothing and accessories market in Poland (in PLN million)

CAGR: +3,1%
CAGR: +2,1%

2207
1999
1354 i

2010 2011 2012 2013 2014 2015 2016 (p) 2017 (p) 2018 (p)

In 2015, the value of the luxury
clothing and accessories
market in Poland amounted to
EUR 481 million

CAGR - Compound Annual Growth Rate
Source: Analysis by KPMG in Poland based on Euromonitor International data and projections; (p) — projection

© 2016 KPMG Sp. z 0.0., a Polish limited liability company and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative 10
m ("KPMG International”), a Swiss entity. All rights reserved



Market of luxury iewelery and watches IS among the fastest

Crowing luxury segments In Poland

Value of the luxury jewellery and watches market in Poland (in PLN million)

CAGR: 46,6%
CAGR: +5,0%

480

2010 2011 2012 2013 2014 2015 2016(p) 2017 (p) 2018 (p)

The segment of luxury
jewellery and watches is
likely to grow at the fastest
pace

The market of luxury
jewellery and watches grew
to EUR 92.3 million in 2015

Forecasts by KPMG in Poland
and Euromonitor International
show that the value of this
segment will grow to EUR
111.9 million in 2018

CAGR - Compound Annual Growth Rate

Source: Analysis by KPMG in Poland based on Euromonitor International data and projections; (p) — projection
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LUXUNY SPINES market i Poland s SIXtnbiggest segment in the
(012l valle of the Palish luxury goods market

* In 2015, the value of the luxury
Value of the luxury spirits market in Poland (in PLN million) spirits market in Poland

CAGR: +4,0% amounted to EUR 147.8 million
CAGR: +4,8%

Some Polish vodkas are

among the world’s elite, some
brands are universally
acknowledged as a synonym
for luxury and can easily
compete with Russian or
Scandinavian vodkas

There is a constant increase in
consumption of premium
alcohols, especially in
categories such as cognac,

2010 2011 2012 2013 2014 2015 2016(p) 2017 (p) 2018 (p whisky, champagne and
branded wine

CAGR - Compound Annual Growth Rate
Source: Analysis by KPMG in Poland based on Euromonitor International data and projections; (p) — projection
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Key Conclusions

e The value of the market for luxury goods in 2015 is estimated at EUR 3.3 billion

This represents an increase of 13% on the previous year

e Luxury and premium cars are the largest segment of the luxury goods market in Poland

According to KPMG analysis, the luxury clothing and accessories market is the second largest segment;
its value is estimated at EUR 0.5 billion

* The net income of affluent and rich Poles in 2015 amounts to approximately EUR 36 billion
The number of high net worth individuals (HNWI) in Poland is estimated to be 43,000

» For almost half of the affluent and rich buyers, the country of origin has a big or very big significance in
the buying process

The sixth edition of the report: "The luxury goods market in Poland” is available in English on our website.
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taly - the 6 largest direct foreign investor in Poland

Italian investments in Poland - sectors, examples
Automotive

Fiat, Brembo

Q Finance

Unicredit Group

Food,
Chemical

Ferrero, Mapei

House Equipment
Indesit

Over 1 300 firms in Poland
possess ltalian capital

Automotive sector is the
most developed sector with
ltalian capital in Poland; firms,
operating in this industry,
employ approx. 15 thousand
people, representing 17 % of
total employment of
companies with the ltalian
capital

According to ltalian
companies, Poland is the
most attractive investment
target country

in the CEE region

Source: Analysis by KPMG in Poland
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[dlian desk nPolonia

“KPMG lItalian Desk": sostegno e consulenza alle aziende ed investitori italiani in Polonia

. . .

. GRANTS & INCENTIVES Support Italian Desk
E Andrea De Gaspari
\V4 Senior Manager, Advisory
N AUDIT & ACCOUNTING ADVISORY Services Responsabile
E ,KPMG Italian Desk”
% E-mail: degaspari@kpmg.pl
O ADVISORY Services Phone: +48 22 528 17 10
© Cell: +48 668 338 560
)
=
—l :
LEGAL Services

ACCOUNTING & PAYROLL Services
for SMEs and Start Up
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