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Inflation has returned to a more moderate
level and our rate cutting cycle has begun

Consumer price inflation — year on year % change
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Source: Macroeconomic Forecasts: CBRE House View November 2024
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CBRE economic forecasts

GDP growth 0.3 1.0 1.5 1.8
Inflation 7.3 2.5 3.0 2.6
Unemployment 4.0 4.3 4.3 4.2
Base rate (Q4) 5.25 4.85 3.85 3.00
10-year gilts 4.2 4.3 4.4 4.1

Source: CBRE Research
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Big range of views for the near-term outlook

Summary of UK GDP growth forecasts, 2025-2027
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Economics Economics
Source: Various proprietary forecasts, December 2024 / January 2025
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Annual growth %

Short-term indicators suggest mixed sentiment

Average weekly earnings

—Total pay (nominal)

—Total pay (real)
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Housing market actvity
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Jobs growth is stronger than we expected a year ago

Office-based employment growth, Central London, 000s jobs
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Source: CBRE Research
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The return
of Trump




What is the likely impact of a second Trump presidency?

Deregulation:

Foreign policy:
lmmigration:

Spending: Taxation:

Source: CBRE Research
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Reasons to be optimistic

v £ 1155

Ueekly budget exceeded
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Downside risks to the economy
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Policy implications for retail

Minimum wage increases

Minimum wage increase and
higher employee NI

Increased government spending

Business rates

Source: CBRE Research
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Sois it
overall
positive for
retail?
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UK RETAIL

Consumer confidence
increased by 2 points in
February following
January’s sharp decline
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GfK Consumer Confidence Barometer (Jan 2023 — Feb 2025)
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UK RETAIL Q. Do you feel better or worse about your personal finances now than last year?

There is a slight

improvement in the Better (Net) = 26% Worse (Net) = 35%
negative sentiment ' ‘ | ' ‘ )
from last year, 2005

though 35% still feel

worse

2024

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Much better W Somewhat better B Neither better nor worse Somewhat worse B Much worse

Source: CBRE UK Consumer Survey 2025
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Uptick in retail sales
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Monthly UK retail sales volumes
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CLICKS AND BRICKS

The UK’s online
penetration has
returned to pre-
pandemic trend
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UK retail online penetration (% of all retail sales) , 2015-19 Trend and Actual
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CLICKS AND BRICKS

But it’s not as
simple as online
vs offline anymore
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GlobalData: UK True Value of Stores, Sector View by Channel %, 2024
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Books
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W Store sales B Click & collect sales B Online sales browsed instore
\ Online sale not browsed instore B Online pureplay sales B Offline remote sales

True Value of Stores

Source: GlobalData
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CLICKS AND BRICKS

Online return fees
have changed the
way consumers
are interacting
with the store

Confidential & Proprietary | © 2025 CBRE, Inc.

If you need to return an item that you've ordered
online, which option would you prefer to use, if

any?

B Return the item In-Store, without any additional fee
B Neither / no option in particular

M Return the item by Post, and pay a delivery fee

Source: Consumer Survey 2025, CBRE Research.

If your company has introduced online return fees
via post, what is the impact?

® We have not analyse the impact

M It has driven more customers in-store

M It has driven more sales in-store

Source: European Retail Occupier Survey 2024, CBRE Research.
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https://www.cbre.com/insights/reports/european-retail-occupier-survey-2024

CLICKS AND BRICKS
Please evaluate the performance of the following aspects of brick-and-mortar and online

retail

And occupiers are
S e e i n g t h e Online more effective Brick-and-mortar more effective

alternative value : | o
that can be
Cross-selling products

delivered through

bricks and mortar | o

Introduction of new lines/products I @ |

Acquiring new customers i @ |

® 2024 @ 2022

Source: European Retail Occupier Survey 2024, CBRE Research.

Confidential & Proprietary | © 2025 CBRE, Inc.


https://www.cbre.com/insights/reports/european-retail-occupier-survey-2024
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Any Questions?

\\ A

Jennet Siebrits
Head of Research
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Thank you.

Gracias gJdMM  Salamat YgdiG¢  Obrigado B! Cnacubo ZABLCE  Merci nTIn S, Danke &>  Terima Kasih | S

To keep up to date watch out for my Thought of the Week.

Jennet Siebrits
Head of UK Research
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