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Size of the sample and response rate
(Online-survey, December 2009)
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Structure of the sample:
Supplier, Distributor/Reseller, Other
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Company caracteristics:
Kind of business
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Company caracteristics

Core products and product range of the company
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Company characteristics:
Core products and product range of the company

INSTITUT FUR HANDELSFORSCHUNG "]

Association
i ASSOPR
BWL PROMOTA PPP 2FPCO BAPP VOW oM Total
Clothing / Textiles 8,50% 8,30% 7,50% | 10,10% | 6,50% 8,00% | 14,30% | 8,70%
Writing Instruments 6,10% 5,00% 6,00% 2,90% 4,80% 8,00% 9,50% | 5,20%
Calendars / Printed matters 9,80% 1,70% 0,00% 1,40% 3,20% 10,00% | 4,80% | 4,00%
Electronics 3,70% 0,00% 3,00% 2,20% 0,00% 0,00% 0,00% | 1,70%
Computer accessoires 3,70% 5,00% 0,00% 0,00% 0,00% 0,00% 4,80% 1,50%
Office accessories 2,40% 0,00% 0,00% 2,20% 3,20% 0,00% 0,00% 1,50%
Bags, baggage and travel accessories 3,70% 0,00% 1,50% 0,70% 0,00% 4,00% 4,80% 1,70%
Leather goods 3,70% 1,70% 1,50% 0,70% 3,20% 0,00% | 4,80% | 1,90%
Household goods / Glass / Porcelaine 3,70% 0,00% 0,00% 0,70% 1,60% 2,00% 0,00% 1,20%
Culinary / Luxury food 7,30% 0,00% 3,00% 1,40% 1,60% 2,00% 0,00% | 2,50%
;gzz é Leisure products / Sporting 4,90% 1,70% | 0,00% | 1,40% | 1,60% | 0,00% | 4,80% | 1,90%
Watches / Jewellery 2,40% 1,70% 1,50% 1,40% 1,60% 2,00% | 4,80% | 1,90%
Do-it-yourself-/ Gardening products 2,40% 0,00% 0,00% 0,00% 1,60% 0,00% 0,00% 0,60%
Green and eco-friendly products 2,40% 1,70% 0,00% 2,90% 0,00% 2,00% 0,00% 1,70%
Custom made products 4,90% 8,30% 10,40% | 10,10% 8,10% 4,00% 0,00% 7,70%
Others 12,20% 8,30% 3,00% 4,30% 4,80% 4,00% 9,50% | 6,20%
Full product range 18,30% 56,70% 62,70% | 57,60% | 58,10% | 54,00% | 38,10% | 50,30%
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Company caracteristics

Employees (full employed)
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Company caracteristics:
Employees (fully employed) - Total
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Company characteristics:
Employees (fully employed) - Supplier
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Company characteristics:
Employees (fully employed) — Distributor / Reseller
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Company caracteristics

Net turnover
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Company characteristics:
Net turnover - Total
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Company characteristics:
Net turnover - Supplier
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Company characteristics:
Net turnover - Distributor / Reseller
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Origin of products sold

Total
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Origin of products sold:
Percentage of in-house production to total sales volume - Total
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Origin of products sold:
Percentage of goods purchased in the home market to total sales
volume - Total
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Origin of products sold:
Percentage of goods purchased in Europe (excluding home
market) to total sales volume - Total
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Origin of products sold:
Percentage of goods purchased outside Europe (America, Africa,
Asia, Australia) to total sales volume - Total
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Origin of products sold

Supplier
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Origin of products sold:
Percentage of in-house production to total sales volume - Supplier
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Origin of products sold:
Percentage of goods purchased in the home market to total sales
volume - Supplier

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B None - not applicable (0 %) BUptol0% HE10to25% O25t050% 0O50t075% O75to100%

100%

6,7%
14,7% 12,5% 14,3%
90% 0 6,7% ’

80%

70% A

60% T

50% A

40%

30%

20% A

10% A

0% -
Germany - BWL UK - PROMOTA Netherlands - PPP France - 2FPCO Belgium - BAPP

January 2010 | Annual EPPA-Survey of business-structure 27



Origin of products sold:
Percentage of goods purchased in Europe (excluding home
market) to total sales volume - Supplier
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Origin of products sold:
Percentage of goods purchased outside Europe (America, Africa,
Asia, Australia) to total sales volume - Supplier
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Origin of products sold

Distributor / Reseller
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Origin of products sold:
Percentage of in-house production to total sales volume
- Distributor / Reseller
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Origin of products sold:
Percentage of goods purchased in the home market to total sales
volume - Distributor / Reseller

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B None - not applicable (0 %) BUptol0% HE10to25% O25t050% 0O50t075% O75to100%

100%

0, 14,0% 8,1%
90% 20,494 18,4%
,4%

80%

70%

60%

50%

40%

30%

20%

10%

0%

UK - PROMOTA Netherlands - PPP France - 2FPCO Belgium - BAPP Austria - VOW

January 2010 | Annual EPPA-Survey of business-structure 32



Origin of products sold:
Percentage of goods purchased in Europe (excluding home
market) to total sales volume - Distributor / Reseller ‘ﬂ
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Origin of products sold:

Percentage of goods purchased outside Europe (America, Africa,

Asia, Australia) to total sales volume - Distributor / Reseller
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Selling Markets

Total
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Selling Markets:
Percentage of goods sold in the home market to total sales volume
- Total
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Selling Markets:
Percentage of goods sold to the European market (outside home
market) to total sales volume - Total
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Selling Markets:
Percentage of goods sold to non-European markets (America,
Africa, Asia, Australia) to total sales volume - Total ’ﬂ
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Selling Markets

Supplier
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Selling Markets:

Percentage of goods sold in the home market to total sales volume
- Supplier
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Selling Markets:
Percentage of goods sold to the European market (outside home
market) to total sales volume - Supplier
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Selling Markets:
Percentage of goods sold to non-European markets (America,
Africa, Asia, Australia) to total sales volume - Supplier ‘ﬂ
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Selling Markets

Distributor / Reseller
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Selling Markets:
Percentage of goods sold in the home market to total sales volume
- Distributor / Reseller
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Selling Markets:
Percentage of goods sold to the European market (outside home
market) to total sales volume - Distributor / Reseller ‘ﬂ
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Selling Markets:
Percentage of goods sold to non-European markets (America,
Africa, Asia, Australia) to total sales volume - Distributor / Reseller ’ﬂ
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product categories

Expectations
Turnover forecasts

Business
expectations

Future significance
of customer and
product categories

Selling markets
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Business situation:

How does your company see its present business situation?
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@ Good 0O Satisfactory B Poor

100% -

90% 1

80% 1

38,5%

70%

52,5%

60%
50% 56,4%

56,9%

52 3% 52,1%

40%

30%

30,8%

20%

10% -

Germany -BWL UK - PROMOTA Netherlands - France - 2FPCO Belgium - BAPP Austria - VOW Italy -
PPP ASSOPROM

0% -
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Business situation:
How does your company see its present business situation?
- Supplier

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@ Good 0O Satisfactory B Poor
100% A

90% 1

80% 1

70%
50,0%

60%
50% 56,8%

61,1% 62,5%
40% 60,0%

30%

20%

10% -

0% -
Germany - BWL UK - PROMOTA Netherlands - PPP France - 2FPCO Belgium - BAPP
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Business situation:
How does your company see its present business situation?
- Distributor / Reseller

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@ Good 0O Satisfactory B Poor

100% -

90% 1

80%
35,3%

70%

) 53,3%
60% 56,7%

50%
47,2% 51,4%

40%

30% A

20%

10% -

0% -
UK - PROMOTA Netherlands - PPP France - 2FPCO Belgium - BAPP Austria - VOW
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Survey Contents

INSTITUT FUR HANDELSFORSCHUNG ‘1]

Origin of products

Current situation

Company
characteristics

Business situation

Current significance
of customer and
product categories

Expectations
Turnover forecasts

Business
expectations

Future significance
of customer and
product categories

Selling markets
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Current significance of customer categories
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Current significance of customer categories - Top 10
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@ high sales significance Omedium sales significance B poor sales significance Ono sales significance
100%
90% 112500 18,0% Lo 21,5% 23.5% 18,7% 23,1% 22,1% 20,7% 0.4
80%
70% A
60% A
50% A
40%
300 —{319% 25 7 42,5%
(0
20% 32,2% 31,9% 29.4% 33.2% 37,1% 30.7% 20190
10% A
0% - —
P £ ® 2 = 2 £ S g 2
=T 9 S 0 by RS £ n e 5 5
20 e TS = o2 e I =Y 3
g2<8 = El= S - 2 5 = ]
£ S = = 5 © = o
—_ o (2]
28 5 =
a O @
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?

Pharmaceuticals / Cosmetics / Health Care
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

0
100% 6.8%

17,6% 13,3%

90% A 20,4%

80% A

70% A

60% -

50% A

40%

30% T

20% A
10% A

0%
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for
the sales volume of promotional products of your company?

Automotive
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance

B medium sales significance

@ poor sales significance

O no sales significance

100% 6.9%
90% -
80% A
70% A
60% -
50% A
40%
30% T
20% A
10% A

0% -
Germany -
BWL

L8 13,7%

Netherlands -
PPP

UK -
PROMOTA
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France -

18,4%

13,3%

29,9%

Belgium -

2FPCO BAPP

22,5%

40,0%

Austria - VOW Italy -

ASSOPROM
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?

Foodstuff and Beverage
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%
9,7%

9 14,3%
90% - 16,3% 15,7% 20,8% 21,4% ’

80% A

70% A

60% -

50% A

40%

30% T

20% A
10% A

0%
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for
the sales volume of promotional products of your company?
Tobacco

- TOtaI INSTITUT FUR HANDELSFORSCHUNG “]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

90%

80% 39,4%
50,0%
70% 60,4% 50
0% d e 61,5%
75,5%

60% A 81,3%

50% A

40%

30% T

20% A

10% A . 0.0% 4 6%

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
___________________________________________________________________________________________________________________________________________________________________________________________________________|]
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?

IT- and Telecommunications
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

90% -

80% A

70% A
60% -
50% A
40%
30% T
20% A
10% A

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?

Consumer Electronics and Household Appliances
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%
13,7%

90% 18,6%

80% A

70% A

60% -

50% A
40%
30% T
20% A
10% A

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?
Publishing and Printing

'TOtaI INSTITUT FUR HANDELSFORSCHUNG “]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

14,9%
90% e 20,8% 22.4%

80% A

70% A

60% -

50% A

40%

30% T

20% A
10% A

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for
the sales volume of promotional products of your company?
Media (Print, TV, Radio)

'TOtaI INSTITUT FUR HANDELSFORSCHUNG “]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

16,4% 17,9%
90% 20,0% 9%
e 28,6%

80% A

70% A

60% -

50% A

40%
30% T
20% A
10% A

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?
Cultural (Cinema, Theatre, Concerts, Musical, Museum)

'TOtaI INSTITUT FUR HANDELSFORSCHUNG ‘]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

0, 19,1%
90% 26,1% 27.3%

80% 40,4%

53,7%
70% A 60,0%

34,2%

60% -

50% A

40%
30% T
20% A

0%
10% A s 00, o 0.0%

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
___________________________________________________________________________________________________________________________________________________________________________________________________________|]
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How significant are currently the following customer categories for
the sales volume of promotional products of your company?
Sports (Clubs and Events)

'TOtaI INSTITUT FUR HANDELSFORSCHUNG “]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

90%

80%

70% A

60% -

50% A
40%
30% T
20% A
10% A

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?

Hotel Business and Gastronomy
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

0,
90% 18,3% 18,4% 13,3%

80% A

70% A

60% -
50% A
40%
30% T
20% A
10% A

0%
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?

Travel industry (Tour Operators, Travel agencies and —services)
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

90% -

80% A

70% A

60% -

50% A

40%

30% T

20% A
10% A

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM

January 2010 | Annual EPPA-Survey of business-structure 66



How significant are currently the following customer categories for

the sales volume of promotional products of your company?

Transport-, Logistic- and Courier Services
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%
7,4%

12,2%

16,7% 17,1%

90% -

80% A

70% A
60% -
50% A
40%
30% T
20% A
10% A

0%
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?

Insurance- and Financial Services Provider
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

14,9% 12,0% 10,8%

90% -

80% A

70% A
60% -
50% A
40%
30% T
20% A
10% A

0%
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?

Chemical- and Petrochemical Industry
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

90% -

80% A

70% A

60% -

50% A
40%
30% T
20% A
10% A

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?

Engineering and Metal Industry
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

90% -

80% A

70% A

60% -

50% A

40%

30% T

20% A
10% A

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?

Water- and Energy Suppliers / Waste Management Companies
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

90% -

80% A

70% A

60% -

50% A
40%
30% T
20% A
10% A

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?
Construction
) TOtaI INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%
14,3% 13,7% 14,6%

90%

80%

70% A

60% -

50% A

40%

30% T

20% A
10% A

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for
the sales volume of promotional products of your company?
Gambling and Lottery Business

- TOtaI INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

90%
29 4%
80% . 45.2%

70% A

60% -

50% A

40%

30% T

20% A
10% A

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?

Leisure- and Fithess Business
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%
0,
16,7% 16,3% 20.4% 14,3%

90%

80% A

70% A
60% -

50% A
40%
30% T
20% A
10% A

0%
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are currently the following customer categories for

the sales volume of promotional products of your company?

Organisations- / Lobbies / Associations / Parties etc.
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high sales significance B medium sales significance @ poor sales significance O no sales significance

100%

0 9
13,9% 13,7% 20,0%

90%

80% A

70% A
60% -
50% A
40%
30% T
20% A
10% A

0%
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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Current significance of product categories
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Current significance of product categories - Top 10
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@ high market significance Omedium market significance B low market significance
100%
90%
80%
70%
0% e 47,5% 0 0
50% - ' 49,8% 53,1% 57.6% -
40% A 47,2% 47,4% —
30% A —
20% - —
10% A
0% -
<] (@] (@] > [%2] (%) 2} (%] (@) ()
= £ £ ° o 2 Q > 2 £ =
= = = o 5 o S 0 o = =
o = = 2 9 = @ = £
S O “ g 92 o @ 2 =
9 o o 3 R 3 % o
2 g ° s - S S 5
o c ] %] o)
0 O ) c
o = < o
o @) > ©
> o
(@)
|_
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How do you estimate the current market significance of promotional

products of the following categories?

Clothing / Textiles
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high market significance B medium market significance O low market significance

100%

90% -

80% A

70% A

60% -

50% A

40%

30% T

20% A

10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW Italy -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the current market significance of promotional

products of the following categories?

Writing Instruments
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high market significance B medium market significance O low market significance

100%

90% -

80% A

70% A

60% -

50% A

40%

30% T

20% A

10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW Italy -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the current market significance of promotional

products of the following categories?

Calendars / Printed matter
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high market significance B medium market significance O low market significance

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW Italy -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the current market significance of promotional
products of the following categories?

Electronics
- Total INSTITUT FUR HANDELSFORSCHUNG “]
B high market significance B medium market significance O low market significance
100%
0 18,8% 16,7% 9 18,2%
90% 0 21,2% 26.0% 20,0%

80% A

70% A

60% -

50% A

40%

30% T

20% A

10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW Italy -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM

January 2010 | Annual EPPA-Survey of business-structure 81



How do you estimate the current market significance of promotional

products of the following categories?

Computer accessories
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high market significance B medium market significance O low market significance

100%

90%

80% A

70% A

60% -

50% A

40%

30% T

20% A

10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW Italy -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the current market significance of promotional

products of the following categories?

Office accessories
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high market significance B medium market significance O low market significance

100%
9,4%
16,7%

90%

80% A

70% A

60% -

50% A

40%

30% T

20% A

10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW Italy -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the current market significance of promotional

products of the following categories?
Bags, Travel Goods and travel accessories

INSTITUT FUR HANDELSFORSCHUNG ‘1]

- Total
B high market significance B medium market significance O low market significance
100%
90% 17,4% 19,4% S0 15,8% 13,9%

80% A

70% A
60% -
50% A
40%
30% T
20% A

10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW Italy -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the current market significance of promotional
products of the following categories?

Leather goods

- Total INSTITUT FUR HANDELSFORSCHUNG “]

B high market significance B medium market significance O low market significance

100%

90%

80% 43.7% 44,1%

50,0% 48,7% 51,7%
70% 63,6%

60% 79,4%

50%

40%
30%

20%
10%

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW Italy -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM

January 2010 | Annual EPPA-Survey of business-structure 85



How do you estimate the current market significance of promotional

products of the following categories?

Household goods / Glass / Porcelain
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B high market significance B medium market significance O low market significance

100%

90%
27,9% 30,0%

0,
80% 42,0% 46 4%

70%

60%

50% A

40%

30% T
20% A
10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the current market significance of promotional

products of the following categories?
Culinary / Luxury food

- Total INSTITUT FUR HANDELSFORSCHUNG “]
B high market significance B medium market significance O low market significance

100%

90%
31,0% 33,3%
80% 44,4%
53,8% 51,5%

70% 60,8%
60%
50%

40%

30%

20%

10%

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW Italy -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the current market significance of promotional

products of the following categories?
Toys / Leisure products / Sporting goods

INSTITUT FUR HANDELSFORSCHUNG ‘1]

- Total
B high market significance B medium market significance O low market significance
100%
90% o 18,2% 20,0%
26,1% 32,3% 32,4%

80%

70% A

60% -

50% A
40%
30% T
20% A

10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW Italy -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the current market significance of promotional

products of the following categories?
Watches / Jewellery
) TOtaI INSTITUT FUR HANDELSFORSCHUNG “]

B high market significance B medium market significance O low market significance

100%

90%

80%

70% 60,6% 26,15 60,0%
73.5%

67,9% 65,6%

60% 83,3%

50%

40%

30% T

20% A
10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW Italy -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the current market significance of promotional

products of the following categories?
Do-it-yourself- / Gardening products

'TOtaI INSTITUT FUR HANDELSFORSCHUNG “]

B high market significance B medium market significance O low market significance

100%

12,5%

90%

80% 43,6%
55,4%

70%

60% 78,6%
93,3%

50%

40%

30% T

46,2%
20% A

10% A

6,7% 7,7% 6,7%
0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the current market significance of promotional

products of the following categories?

Green and eco-friendly products
- Total

INSTITUT FUR HANDELSFORSCHUNG "]

B high market significance B medium market significance O low market significance

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW Italy -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the current market significance of promotional

products of the following categories?
Custom made products

INSTITUT FUR HANDELSFORSCHUNG "]

- Total
B high market significance B medium market significance O low market significance
100%
11,4% 10,5%
90% - 22.9% 18,5%
0,2% 33,3%
80% - % %
70% -
60% A 41,7% 0
50% | 0,070 ..
40% A
64.4% 67,4% 65,8%
30% -
20% A 9,8% % ;
10% A
0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW Italy -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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Survey Contents

INSTITUT FUR HANDELSFORSCHUNG ‘1]
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Business
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Turnover forecasts

Total sales
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Turnover forecasts: How do your company sales forecasts

compare in 2010 to 20097
Total Sales - Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@ Increase of more than 25 % O Increase between 10 and 25 % E Increase between 1 and 10 %
O Almost unchanged (+- 1 %) O Decrease between 1 and 10 % B Decrease between 10 and 25 %
B Decrease of more than 25 %

5 3% 15,49
90% 10,0% - >

12.8% 5,4% 6.4%

80%

23,7%
30,7% - 21.7% 0

70% 27,7% 30,8%

60% -

50% -

40% -

30% -

20% A

10% -

0% -
Germany-BWL UK -PROMOTA  Netherlands - France - 2FPCO Belgium-BAPP  Austria - VOW Italy -
PPP ASSOPROM
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Turnover forecasts: How do your company sales forecasts

compare in 2010 to 20097
Total Sales - Supplier

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@ Increase of more than 25 % O Increase between 10 and 25 % E Increase between 1 and 10 %
O Almost unchanged (+- 1 %) O Decrease between 1 and 10 % B Decrease between 10 and 25 %
B Decrease of more than 25 %

100%
B 6,3%

90% 16,7%

15,6%

80%

31,0% 11,1%

70%

60% -

50% -

40% ~

30% -

20% A

10% -

0% -
Germany - BWL Netherlands - PPP France - 2FPCO
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Turnover forecasts: How do your company sales forecasts

compare in 2010 to 20097
Total Sales — Distributor / Reseller

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@ Increase of more than 25 % O Increase between 10 and 25 % E Increase between 1 and 10 %
O Almost unchanged (+- 1 %) O Decrease between 1 and 10 % B Decrease between 10 and 25 %
B Decrease of more than 25 %

10,3% 5,6%
80% 5,7% ,

26,5%

70% -

60% -

50% -

40% +

30% -

20% -

10% -

0% -
UK - PROMOTA Netherlands - PPP France - 2FPCO Belgium - BAPP Austria - VOW
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Turnover forecasts

National sales
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Turnover forecasts: How do your company sales forecasts

compare in 2010 to 20097
National Sales - Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@ Increase of more than 25 % O Increase between 10 and 25 % E Increase between 1 and 10 %
O Almost unchanged (+- 1 %) O Decrease between 1 and 10 % B Decrease between 10 and 25 %
B Decrease of more than 25 %

T Py PEmm EEA 2 e B e
6,6% 5 7% 5,3% 15,4%

90% 9,8% 6,4%

. 14,3%
80% 26,3% o0 23,7%

70%

60% -

50% -

40% ~

30% -

20% -

10% -

0% -
Germany-BWL UK -PROMOTA  Netherlands - France - 2FPCO Belgium-BAPP  Austria - VOW Italy -
PPP ASSOPROM
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Turnover forecasts: How do your company sales forecasts
compare in 2010 to 20097

National Sales - Supplier

@ Increase of more than 25 %
O Almost unchanged (+- 1 %)

O Increase between 10 and 25 %
O Decrease between 1 and 10 %

INSTITUT FUR HANDELSFORSCHUNG ‘1]

E Increase between 1 and 10 %
B Decrease between 10 and 25 %

B Decrease of more than 25 % ]
100% T p——
6,9% 11,1%
90%
80% 26,4% 22,2%
70%
60% -
50% -
40% -

30% -

20% -

10% -

0% -
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Turnover forecasts: How do your company sales forecasts

compare in 2010 to 20097
National Sales — Distributor / Reseller

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@ Increase of more than 25 % O Increase between 10 and 25 % E Increase between 1 and 10 %
O Almost unchanged (+- 1 %) O Decrease between 1 and 10 % B Decrease between 10 and 25 %
B Decrease of more than 25 %

100% -

10,0% 5,6%

80% 14, 8%

23.5% 26,5%

70% -

60% -

50% -

40% +

30% -

20% -

10% -

0% -
UK - PROMOTA Netherlands - PPP France - 2FPCO Belgium - BAPP Austria - VOW
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Turnover forecasts

Export Sales

January 2010 | Annual EPPA-Survey of business-structure 102



Turnover forecasts: How do your company sales forecasts

compare in 2010 to 20097
Export Sales - Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

E Increase between 1 and 10 %
B Decrease between 10 and 25 %

OlIncrease between 10 and 25 %
O Decrease between 1 and 10 %

@ Increase of more than 25 %
O Almostunchanged (+-1 %)

B Decrease of more than 25 % ]
100% T —
9,7% il
% [0 7,3%
0% 7,0%
80%
70% 27,8% 39,1% 31,7% 42,9%
42,0%
60% 48,8%
50% A 60,0%
40% A
30% A
20% A
10% -
0% -
Germany - BWL UK -PROMOTA Netherlands - France - 2FPCO Belgium - BAPP  Austria - VOW Italy -
PPP ASSOPROM
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Turnover forecasts: How do your company sales forecasts
compare in 2010 to 20097

Export Sales - Supplier

@ Increase of more than 25 %
O Almost unchanged (+- 1 %)

B Decrease of more than 25 %

100% -

90%

O Increase between 10 and 25 %
O Decrease between 1 and 10 %

INSTITUT FUR HANDELSFORSCHUNG ‘1]

E Increase between 1 and 10 %
B Decrease between 10 and 25 %

I
8,7%

80%

13,3%

27,5%

70%

60% -

50% -

40% +

30% -

20% A

10% -

0% -
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Turnover forecasts: How do your company sales forecasts

compare in 2010 to 20097
Export Sales — Distributor / Reseller

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@ Increase of more than 25 % O Increase between 10 and 25 % E Increase between 1 and 10 %
O Almost unchanged (+- 1 %) O Decrease between 1 and 10 % B Decrease between 10 and 25 %
B Decrease of more than 25 %

90% 5,7% 5,9%
80%
70% 47,4%
43,5% 47.2% 50,0%
o0% 55,9%
50%
40% -

30% -

20% -

10% -

0% -
UK - PROMOTA Netherlands - PPP France - 2FPCO Belgium - BAPP Austria - VOW
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Business expectations:
How does your company expect its situation to change over the
next six months? - Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@ More favourable O Stable B Less favourable

100% -

80%

45,0%

70% 30,8%

0,
53,8% 56,9% 42,3% 56,4%

60% 52.1%
50%

40%

30% A
20% -

10% A

0% -
Germany - BWL UK - PROMOTA Netherlands - France - 2FPCO Belgium - BAPP Austria - VOW Italy -
PPP ASSOPROM
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Business expectations:
How does your company expect its situation to change over the
next six months? - Supplier

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B More favourable O Stable B Less favourable

100% -
mE BB BB B B

80%

70% 34,4%
54,1% 50,0% 66,7%

60% 60,0%

50%

40%

30% A

20%

10% -

0% -
Germany - BWL UK - PROMOTA Netherlands - PPP France - 2FPCO Belgium - BAPP
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Business expectations:
How does your company expect its situation to change over the
next six months? — Distributor / Reseller

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B More favourable O Stable B Less favourable

100%

80% 43,3%

70%
53,3% 46,1%

60%

51,4%

50% A

40% A

30% A

20%

10% -

0% -
UK - PROMOTA Netherlands - PPP France - 2FPCO Belgium - BAPP
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Future significance of customer categories
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Future significance of customer categories - Top 10
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@increasing sales significance Ounchanged sales significance B decreasing sales significance
100% A
il B B H B B B B B B
80% -
70% -
60% T—53,8% 63,0% 68,2% 65,7% N
65,9% R 67,9% 70,0% 70,1% [
50% -
40% ]
30% A —
20% - —
10% A
0% -
— — - ey (%) — 1] (%))
P s z : e E 3 :
[} c = o [ = o c o i=1
=T S o S 2 S S b3 = S » i
S - o = 8 Qo () oo = = )
L8 L.z w E L o 3 @ =
g2 c 3 o} - o) = D
5 1S S ® [} -
n = = S
< o =}
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Pharmaceuticals / Cosmetics / Health Care
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90% -

80% A

70% A
60% -
50% A
40%
30% T
20% A

10% A

0%
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?
Automotive

INSTITUT FUR HANDELSFORSCHUNG ‘1]

- Total
B increasing sales significance B unchanged sales significance O decreasing sales significance
100%
% 20,0% 9 19,4%
90% e 26.7% 0 21,5%

80%

70% A

60% -

50% A

40%

30% T

20% A
10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Foodstuff and Beverage
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%
9,4% 11,1% 11,4% 0020 10,0%
90% - 18,7% 17,9%

80% A
70% A
60% -
50% A
40%
30% T
20% A
10% A

0%
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?
Tobacco

INSTITUT FUR HANDELSFORSCHUNG ‘1]

- Total
B increasing sales significance B unchanged sales significance O decreasing sales significance
100%
90% 21,1% 22,2%
80% Sl 37,9%

41,8% 40,0%

70%

60% -

50% A

40%
30% T
20% A
10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

IT- and Telecommunications
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90% -

80% A
70% A
60% -
50% A
40%
30% T
20% A
10% A

0%
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Consumer Electronics and Household Appliances
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90% -

80% A

70% A
60% -
50% A
40%
30% T
20% A
10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future
sales volume of promotional products of your company?

Publishing and Printing
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance

B unchanged sales significance

O decreasing sales significance

100%

10,7%
90% 17,5% 18,8%

80% A
70% A
60% A
50% A
40% 1
30% A
20% A

10% A 4%

0] O‘l.

0% -
Germany - UK -
BWL PROMOTA PPP
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25,4%

France -
2FPCO

26,1% 20,0%
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How significant are the following customer categories for the future
sales volume of promotional products of your company?

Media (Print, TV, Radio)
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90% -

80% A

70% A

60% -

50% A

40%

30% T

20% A
10% A

0% -

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Cultural (Cinema, Theatre, Concerts, Musical, Museum)
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90%

80% A

70% A

60% -

50% A

40%

30% T

20% A
10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Sports (Clubs and Events)
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90%
80% A

70% A
60% -
50% A
40%
30% T
20% A
10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Hotel Business and Gastronomy
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%
6,6% 7.7% 9.8% 6.1%

90% -

80% A

70% A

60% -

50% A

40%

30% T

20% A
10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Travel industry (Tour Operators, Travel agencies and -services)
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90% -

80% A

70% A

60% -

50% A

40%

30% T

20% A
10% A

0% -

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM

January 2010 | Annual EPPA-Survey of business-structure 124



How significant are the following customer categories for the future

sales volume of promotional products of your company?

Transport-, Logistic- and Courier Services
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90% -

80% A

70% A
60% -
50% A
40%
30% T
20% A
10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Insurance- and Financial Services Provider
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90% -

80% A

70% A

60% -

50% A

40%

30% T

20% A

10% A

0%
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM

January 2010 | Annual EPPA-Survey of business-structure 126



How significant are the following customer categories for the future

sales volume of promotional products of your company?

Chemical- and Petrochemical Industry
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90% -

80% A

70% A

60% -

50% A

40%

30% T

20% A
10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Engineering and Metal Industry
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90%

80%

70% A

60% -

50% A

40%
30% T
20% A
10% A

0% -

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Water- and Energy Suppliers / Waste Management Companies
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90% -
80% A
70% A
60% -
50% A
40%
30% T
20% A
10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Construction
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90%

80%

70%

60%

50%
40%
30%
20%
10%

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Gambling and Lottery Business
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90% -

80% A

70% A
60% -
50% A
40%
30% T
20% A
10% A

0% -

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Leisure- and Fitness Business
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%

90% -

80% A

70% A

60% -

50% A

40%

30% T

20% A
10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How significant are the following customer categories for the future

sales volume of promotional products of your company?

Organisations / Lobbies / Associations / Parties etc.
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing sales significance B unchanged sales significance O decreasing sales significance

100%
8,5% 11,8% 13.2% 10,7% 10,0%

90%
80% A
70% -
60% - . : e 50,0%
50% A ), (% %

40% A
30%
20% -
10% - ] 0% 0%

/]
Q0% 0

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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Future significance of product categories
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Future significance of product categories - Top 10
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

@increasing market significance Ounchanged market significance B decreasing market significance

100% 1
90%

0 24.2%
80% 37.3%

70%
60%
50%
40%
30%
20%
10%

0%

green/eco-friendly

custom made
Computer

accessories

Electronics

Clothing

Bags

Culinary

Writing

Household goods

Toys/Leisure/Sporting
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How do you estimate the future market significance of promotional

products of the following categories?

Clothing / Textiles
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

M increasing market significance B unchanged market significance O decreasing market significance

100%

90% -

80% A

70% A

60% -

50% A

40%

30% T

20% A

10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the future market significance of promotional

products of the following categories?

Writing Instruments
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing market significance B unchanged market significance O decreasing market significance

100%

90%

80%

70%

60%

50%

40%

30%

20%
10%

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the future market significance of promotional

products of the following categories?

Calendars / Printed matters
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing market significance B unchanged market significance O decreasing market significance

100%
15,2%

90%

80%

70%

60%

50%

40%

30%

20%
10%

0%

Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the future market significance of promotional
products of the following categories?

Electronics

- Total INSTITUT FUR HANDELSFORSCHUNG ‘1]
M increasing market significance B unchanged market significance O decreasing market significance
100%

90%

80% A

70% A

60% -

50% A

40%

30% T

20% A

10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the future market significance of promotional

products of the following categories?

Computer accessories
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

M increasing market significance B unchanged market significance O decreasing market significance

100%

90% -

80% A

70% A
60% -
50% A
40%
30% T
20% A

10% A

0% -
Germany - UK - Netherlands - France - Belgium - Austria - VOW ltaly -
BWL PROMOTA PPP 2FPCO BAPP ASSOPROM
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How do you estimate the future market significance of promotional

products of the following categories?

Office accessories
- Total

INSTITUT FUR HANDELSFORSCHUNG ‘1]

B increasing market significance B unchanged market significance O decreasing market significance
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How do you estimate the future market significance of promotional

products of the following categories?

Bags, Travel Goods and travel accessories
- Total
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B increasing market significance B unchanged market significance O decreasing market significance
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How do you estimate the future market significance of promotional

products of the following categories?
Leather goods
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- Total
B increasing market significance B unchanged market significance O decreasing market significance
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How do you estimate the future market significance of promotional

products of the following categories?

Household goods / Glass / Porcelain
- Total
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B increasing market significance B unchanged market significance O decreasing market significance
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How do you estimate the future market significance of promotional

products of the following categories?

Culinary / Luxury food
- Total
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M increasing market significance B unchanged market significance O decreasing market significance
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How do you estimate the future market significance of promotional

products of the following categories?

Toys / Leisure products / Sporting goods
- Total
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B increasing market significance B unchanged market significance O decreasing market significance

100%

10,8% 10,7% 7,1% 10,6% 6,5%
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How do you estimate the future market significance of promotional

products of the following categories?
Watches / Jewellery
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- Total
B increasing market significance B unchanged market significance O decreasing market significance
100%
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How do you estimate the future market significance of promotional

products of the following categories?
Do-it-yourself- / Gardening products
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- Total
B increasing market significance B unchanged market significance O decreasing market significance
100%
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How do you estimate the future market significance of promotional

products of the following categories?

Green and eco-friendly products
- Total
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M increasing market significance B unchanged market significance O decreasing market significance
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How do you estimate the future market significance of promotional

products of the following categories?

Custom made products
- Total
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M increasing market significance B unchanged market significance O decreasing market significance
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Contact

INSTITUT FUR HANDELSFORSCHUNG "]

Dr. Markus Preil3ner

Institut fir Handelsforschung GmbH
Durener Stral3e 401 b
50858 Koln

Tel.: +49/ 221/ 94 36 07 30

Fax: +49/ 221 /94 36 07 99
m.preissner@ifhkoeln.de
www.ifhkoeln.de
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