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Methodical profile 1C

Interconnection I

|IC Customer-Insight® Floor Coverings in Germany 2022 Consulting

Methodology

> The IC Customer Insight Floor Coverings in Germany provides you with }
Population

all the necessary information on current and future material preference,
brand awareness, buyer behavior and customer segmentation based Homeowners 18 years and older
on price types.

> All questions are evaluated separately for the materials - laminate and Sample size
LVT. This gives a clear picture per material group. Germany: N=1.000

> We deliver objective results with specific strategic recommendations.

Survey method

> As a basis for strategic decisions and improved positions in the
competitive environment, a survey is conducted among existing and Representative online survey

potential buyers. Duration of the survey: approx. 10 min.

> All questions are evaluated separately for the various customer
segments (homeowners and apartment owners). Accordingly, the
results can be viewed in a differentiated manner with regard to
purchasing and usage behavior, brand awareness and price types.

Survey period

April 2022
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Study design of Customer-Insight® - Floor Covering

1C

Interconnection
Consulting

|C Customer-Insight® -Floor Covering

Population: homeowners (house and apartment) in Germany, 18 years and older (N=1,000)

Representative online survey - CAWI (Computer Assisted Web Interviews)

|@

Anonymized survey with homeowners approx. 10 min (20 questions)

|@

Survey Topics

| Textile | | Ceramics | | Laminate |
TOP Brands
Parquet/ Stone LVT
Solid Wood| | Elastic Floor Coverings
v' Purchase decision maker /
v" Current usage per room v" Aided / Unaided Influencer

v" Future use per room in case of v Superior / Inferior Brand . ' -
renovation Sources of information

v" Reason for change & barriers v Brand image

v" Material image/Customer satisfaction v" Brand use / Potential Set

v" Purchase criteria

v" Innovative
customer
segmentation by
price types
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Who changes has reasons, who remains faithful also

1C

Interconnection I
Consulting

Scheme of inquiry current use, future use & reasons for change, barriers to change.

Survey current usage

Bathroom

Ceramics |

Living/ .
Sleeping /-'
Textile Kitchen

l Laminate

)

Living/
Sleeping

Parquet

Survey future usage

Bathroom

Stone

Kitchen

l Laminate

Buying- / Usage Behavior

Reasons for change

Analysis of motives and barriers
to switching
Analysis of possible
differentiation possibilities
Example evaluation:
— Ceramic - stone:
high quallity, long living,
— Textile - Parquet:
more hygienic, high quality
— Laminate - Laminate:
high-quality appearance,
inexpensive

insights into motives market drivers and long-term trends!

A detailed survey of current and future usage for each room and the reasons for or barriers to change yields extremely valuable

© Interconnection Consulting
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The IC Customer-Insight® provides you with answers to... s bt
l Evaluated topics within the scope of the survey Buying- / Usage Behavior I

Which laminate flooring brands come to mind spontaneously?

Brand Awareness Which of the following laminate brands do you know?

Brand Image Which characteristics would you assign to brand XY?

Superior / Inferior Which brand would you buy if money was no object?
Brands Or which brand would you definitely not buy?

What brand is your current laminate flooring from2 Have you ever seen catalogs/advertising material
from brand XY2 etc.)

efc.

BUYING DECISION

Source of
Information

Decision Maker/
Influencer

Where is information obtained2 How are individual information channels evaluated?
Who makes the decision and how strong is the influence on the purchase decision?
Which criteria are decisive for the purchase? Buying Criteria

Price sensitivity, relative price awareness, etc.?
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Five price types with very different behavior s bt
Customer segmentation based on price types Price Types I

Bargain-Buyer

Interest in special offers, special rates, discounts and bonuses. Buys because of, rather than in spite of the price
and sometimes even buys pointless things just because they are cheap and that in all price ranges.

No-Risk-Buyer

Loss-averse buyers - increasingly see the risk of purchase they want avoid. Avoidance strategies: personal
advice, fair price, active information gathering.

Brand-Loyal Buyer

Has price ideq, but is very open-minded for brand, image and quality. Compares products, not so much the
prices, and is eager to innovations. Often spends more than planned.

High-Risk Buyer

Little interest in price negotiations or discounts, what counts is the brand’s promise of quality. Prices are
disregarded as long as the overall experience is right. Quality has its price.

Low-Interest Buyer

Very unemotional. Sees himself as well informed and buys to satisfy a current need. Little interest in prices and
virtually no price comparisons.

© Interconnection Consulting p.6
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The methodology behind determining your price types s bt
Patented survey to determine the price types Price Types

-
Which price motives play a
role?

Standardized survey

N [

What role does the price
play at which stage of the
decision-making process?

Price Motives

/;

Ve
Do customers even know fhe

prices?

Ve

N Price Interest

7 Price Knowledge

How low/high can you go
with the price?

—

Price Sensitivity

What trade-offs play a role?

(&

J
\7 Decision-making process

Purchase behavior

4

© Interconnection Consulting

Determining the Price Types

Implementation Consulting

Survey of price types using a specific developed and
patented questionnaire battery.

Motives, sensitivity and classification of respondents
intro certain types cannot be queried directly. This
requires the use of projective survey methods.

The question set determined by Interconnection
enables you to assign your customers and those of
your competitors to the pre-defined price types.

Multivariate evaluation of the collected data to
analyze the price types for your brand and those of
your competitors.

We support you in deriving strategies and measures
based on the results by means of:

- Implementation consulting

- Training-on-the-Job
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What is the percentage of the different floor coverings per room? Consuiting

Sample Chart

m  Analysis of the proportion of different floor coverings in individual rooms (bedrooms, living rooms,

etc.) as well as future customer preferences and purchasing criteria/barriers.

W Jhis example chart
i ' w IC
shows fictitious numbers, ©nly One in Three Homeowners ” :

- - i - - nrerconnechion
with Laminate in the Bedroom would choose Laminate again Consuiting |
Bedroom Fleor Covering— Detoiled analysiz Laminate (N=1.000] Buying behavior

Bedroom - e . Bedroom
W
current use floor covering B e ot CUreit [ Future use Floor Covering
don 't know 5,.0% . ; | =P N oo
4 | | L Wy o you gecide
Ceramics 1 @ i il oo lomingead
I - 1
Shone , B §: ; e
iVT 1 E B 1
LT 1 o : g 1
2 8
s o L
f""c"" Hapr 16,0% 1 22D i
OVErNTgS g _g =
change 1 353 |
Parquely 1 B s I
Soid Wood' 1 E 2 1
Textile Aloor PPy 3 ! A E !
Covering 4 ! = V' Elastic Floor 167
/ = Suppose vou bhoed o 1 1 Caverings %
chionge your Boor | |
| U i = ok g  Future ) |
| thoose the same foor preference
\32,0% \ -coverisg agamz* | I
Laminale "\\ N : :
i | | Texhile Aoor 333
oy i | Covering %
1 1
choos " 1 |
e eag‘ai' ; I --------------
coseecion Conrisieg This chart shows fictitious figures for illustration purposes
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How satisfied are customers with laminate or LVT flooring? Conslfing

Sample Chart

m  Analysis of customer satisfaction and material image of individual floor coverings used.

m This example chart shows fictitious numbers.

Laminate Scores Especially IC
in Terms of Price and Walking comfort '"""‘E;“Q,?fj:;ﬁy
Materiallmage: Satisfaction with product properties Purchase Criteria

I = not ot all saiisfied & = very safisiied

Availability & Selection

Price

Cleaning effort
Acoustics
Litetime
Walking comfort

Agsthetics

Durability

=CrLominate —C—LVT

£ trterconmection Coming This chart shows fictitious figures for illustration purposes

© Interconnection Consulting p.2
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Brand Awareness Analysis of the TOP Brands Consulting

Sample Chart

m  Classic analysis of brand awareness according to recall and recognition values.

m This example chart shows fictitious numbers.

IC

. = - | i
Brand B convinces with high recall value e asoiting
Homeowners — Aided and unaided brand owareness: answers in %; MN=1.000 Brond awareness

Unaided Brand Awareness Aided Brand Awareness

Brand A 35,0%

Brand B

Brand C

Brand D

Brand E

Brond F

Brand G

Brand H

Brond |

Brand J

= Ierconnection Connitng This chart shows fictitious figures for illustration purposes
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Which brand is located in the Brand Graveyard?

1C
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m  Strategic analysis of bran equity using the Brand Graveyard Model.

m This example chart shows fictitious numbers.

© Interconnection Consulting

Sample Chart

Only Brand E is buried in the Brand Graveyard

IC

Interconnection
Consulting

Brand Graveyord Model: Aided/ Unoided Brand Awareness in %; N=1.000

Brond Awareness

10% Brand G

Brand A

Brand C
Brand D

5% !‘

Unaided Brand Awareness [Free Recall)

Brand F g} g‘ Brand B

0% 10% 20%

30%

40% 50% 60% 70% 80% 0%

& Infercommeciicn

Aided Brand Awarene:s |Recognition)

This chart shows fictitious figures for illustration purposes

100%




Analysis of the Brand Values of the TOP Brands

1C
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Sample Chart

m  Analysis of brand awareness based on aided and unaided awareness as well as inferior and superior

brands, potential set and actual brand usage.

m This example chart

shows fictitious numbers.

Only Half of the Consumers

who consider Buying, also Purchase

IC

Interconnection
Consulti ng

Brand Triung|e:uidedfur!uit§en‘ brand ocwareness, pcrenlia| set, brand usoge; answers in %; MN=1000

Aided Brond Awareness
| Recognition)

Unaided Brand Awareness
(Recallf

FPotential-Set

—

/

Brond Use

33,0%

15,0%

Brand Triangle

BRAND A

This chart shows fictitious figures for illustration purposes
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Price Types - Customer Segmentation 1C

based on Consumer Price Behavior e reton |
Sample Chart
[ |

Analysis of the five price types for floor coverings in general, as well as specific to individual brands.

m This example chart shows fictitious numbers.

. . . = It ti
High-price buyers definitely represented g
Distribution of Price Types in general, and by brand in%; N=1.000 Price Types

Distribution of Price Types Distribution of Price Types by Brands
/ Brand A

12.5%

19,0% m 23,8%
Brand C m 167% 33;3%
Brand D 45,5% ( 27.3% .
Brand E QM2 20.0% 30,0% 30,0%

Yy P_' -
[ ] @ Bargain Suyer O @ Mo-Risk Buyper | \ﬁ Branctiopal Buyer [l % High-Risk Buyer O @ dow-Inferes! Suyer

£ Interconsecion

Price Types

This chart shows fictitious figures for illustration purposes
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Investment plan around Customer Behavior in Floor Coverings nfemEice o

Consulting

Prices & Conditions

IC Customer-Insight® Floor Coverings |C Subscription™® IC Single Issue

Floor Coverings in GER 2022
Online Survey (N=7000)

+25%
for Single Issues

€ 5.900,-

*1C Subscription: 25% price advantage compared to single issue. The subscription can be cancelled after two purchases of the study,
but not later than 31+ of December in the year in which the last study has been received. If the subscription is not cancelled, it is
extended by one more year. The price is the individual price for at least two orders of the study (order year and the following year).
Price changes must be announced by Interconnection at least six weeks before the 31+ of December.

Price includes an interactive PDF in electronic form. All prices shown exclude sales tax.

© Interconnection Consulting
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Your Advantages as a Subscription Customer Interconnection |

Consulting

Subscription Benefits

Please choose between Subscription™® As a subscription customer of the ,Floor Covering-Insight report’,
or Single issue you will receive the chosen report automatically at a reduced price
upon publication of a new issuve.
[ ® Subscription® } ' Single Issue Additionally you have access to the following benefits:

m 20% price advantage for IC Standard Subscription compared to single issue
m Updated reports every year on fixed dates

m One time a year free web conference with the Analyst of the report (presentation of
key results, background information, answering of questions)

m Info-Hotline: answering of questions with regards to the report and on
methodological issues relating to market research

m Flexible subscription packages: Alternating countries, product change, etc., if
possible. Conditions on request.

m  Easy termination: After 2 issues each subscription can be terminated easily

© Interconnection Consulting p.15
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Selected References Inferconnecion |
onsulting

References

,Long experience and deep understanding of construction markets define the quality of IC Studlies.”

Mr. Bernd Blimmers
General Manager, Saint-Gobain Solar Systems Central Europe

@ evanik A -t Gerflor

4 BOEN
M Weitzer = | CCWERK  @Tarket HAMBERGER. BERRY /= ALloc

SN A
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Interconnection Provides Data for Corporate Decisions Consulting

Interconnection

Problem Solving Competence

We know the efficient tools fo solve your
problems/questions

International Focus

Offices in Vienna, Bratislava and Buenos Aires

Interconnection

Industry Competence

. Industry competence due to longtime experience and
Ex pana’ Your Horizon regularly conducted studies

Methodology Know-How

Variety of tools for different questions and market
characteristics

Consulting - Strategy-Workshops

We support you deriving strategies and actions from the
research results

© Interconnection Consulting p.17



1C

Our Market-Intelligence Tools ]

Interconnection

- Distribution Analysis
‘ \% .:. Channel Maps

Distribution-Matrix
S Margins

Consulting
Market Analysis
Market Volume and Trend's
Competition Analysis

Customer Insights

Brand Insight

Focus Groups Brand Awareness
Buying Motives Brand Scorecards
Customer Benefits I c Brand Affinity
Price Simulation o~ Price Types
.P.r/ce ~?‘7/6‘5 /:-U”Cf’O” M a rket'l n te I I | g ence Customer Segmentation
Pricing Simulation Tool .
. .. Price Awareness
Optimum Pricing T I Buying Behavior
OO0Ils
Management - Mystery Shopping
ntormation System O rice Trackin
Information Syst QD , Price Tracking
w .
Business Intelligence Tools DD ' ' Price Databases
Dashboards o Sales Evalvation
Market Entry Customer Experience
New Markets/Segments Relevance / Satisfaction
. Customer Loyalty
Scoring-Model
Net Promoter Score

© Interconnection Consulting



1C

Contact Information Inerconnection |

Consulting

Contact

If there are any questions please

Do not hesitate to contact us!

Interconnection Consulting
Getreidemarkt 1, A-1060 Vienna

Mag. Panorea Kaskani - Neuromarketing Consultant
Tel: +43 1 585 46 23 -27

kaskani@interconnectionconsulting.com

Interconnection Consulting

Vienna ¢ Bratislava ¢ Buenos Aires * Oberstdorf

www.interconnectionconsulting.com

© Interconnection Consulting p.19



Order Form

FAX: +43 1 585 46 23 30 Ic

E-Mail: office@interconnectionconsulting.com Interconnection I
Consulting

According to the offer we order...
(Please, print out the order form and mark your desired products)

Customer Insight® Floor Covering 2022

I Germany - SUBSCrIDHON = PriCE PEF YEAF: ......c.c.vveevereereeverereseereereseeseesesesessssessssssssssassssssssssssssassssassanes EUR 5.200,-
Single Issue Subscription*

25% price advantage v

Interactive PDF v v

Full Flexibility - Within the sum of the subscription available v

country reports can be changed without any additional costs

Web-Conference with the analyst free of charge v

In case of interest for a single issue of the report, please contact the responsible analyst.
Mag. Panorea Kaskani - kaskani@interconnectionconsulting.com - Tel.: +43 1 585 46 23 - 27

Billing Address: Delivery Address:
(please fill in the data completely) (necessary if different from the billing address )

Company: Company:
Name: Name:
Address: Address:

Post Code/Zip: Post Code/Zip:
Country: Country:

VAT identification number:

E-Mail: E-Mail:

Date Name Signature

Interconnection Marketing u. Information Consulting Ges.m.b.H., Getreidemarkt 1, 1060 Wien

FN 172445x - ATU45165306 - office@interconnectionconsulting.com - +43 1 585 46 23 0



Order Form

*Subscription:

The price is the individual price for at least two orders of the study (order year and the following year). Price changes must be
announced by Interconnection at least six weeks before 31" December. The subscription can be cancelled after two purchases of
the study, but not later than 3 1st December in the year in which the last study has been received. If the subscription is not can-
celled, it is extended by one more year.

Terms of Payment

Payable after receipt of invoice without discount or via Credit Card. General terms of business apply, as agreed; any disputes
arising will be settled before a competent Vienna court of law. We claim copyright protection for the work. Distribution to third
parties, duplication, publication or revision, even in part, is not permitted. In case of violation the company or persons placing the
order agree to pay a contract penalty of one hundred thousand Euros in each case. All prices shown exclude sales tax.
Interconnection reserves the right to use the client’s logo as reference until revocation.

Interconnection Marketing u. Information Consulting Ges.m.b.H., Getreidemarkt 1, 1060 Wien

FN 172445x - ATU45165306 - office@interconnectionconsulting.com - +43 1 585 46 23 0
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