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@ Perspective of the Chinese retail
business in coming decades by
comparing the history of retail
progress and the present
condition of the USA and Japan
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1.CHINA will see the birth of third-generation-SC*

j(‘,}} Abbr. SC=Shopping Centers

v
lf"ll

:.‘.aﬁ

-

2 (7

i

Ph

&)
C)
-
!IHIF
(¢V]
i
;'1.

W

Uy

Jid -

i

1.1 The first-generation-SC have developed in U.S.A.
(E1HROSCOYIET AN

American-style of SC have advanced from the basic idea of European gallerias.
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1.2 Second-generation-SC have developed in JAPAN.
(F2itDSCIKYIFER)
Japanese-style of SC have been remodeled American-style of SC into that of Asian.
RKEXOTOTRABERASC
1.3 Third-generation-SC will be emerge in CHINA.
(B3 DSCIKYIEHFE)
Developers need to blend and make most of both American and Asian style to best
swte Chlnese market

=i

1 4 SC development |n Chlna W|II enjoy the latest advanced know-how.
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k]
versal background

emerging Shopping Centers
a1 1 L AP, L Y — o Oa A= L& A 1l 8 ke B3N\
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2.1 Economic background

SC starts to develop as mass production system, mass distribution system
and mass consumptlon system become prevalent in the area.

2.1.1 The rise of middle income family with 10,000 US$ and over GDP per capital.
TEHEEOCEROASSUGDPATARAEL L)

2.1.2 The growing availability of private cars, i.e.50% and over car ownership ratio

2.1.3 Flow of population from countryside to the cities
ADOREH HTH SRR ~)

China is going to face the age of SC for followmg 20 to 30 years
The age of SC has just begun. —

Copyright (C) Dynamic Marketing Co. Ltd. 2011 All right
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3.Processes o

apan and U.S.A.

!
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1945s | 1950s | 1960s | 1970s | 1980s | 1990s | 2000s | 2010s | 2020s | 2030s
primargl stage | growthi stage saturati(?m stage mature stage ?
USA oo * . ¢ .+ *----
St EAE | REH - RaEIH ' A |
pni'imary staige growtl‘ii stage Esatt:ratior;: maturei stage
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STAGE

State of each stage
> B

sTAGe1 | primary stage
STAGE 2 | growth stage B £
- m - - . STAGE 3 | saturation stage E17088
4.Transition of retail stage GRBRXDEE) [met|muweue o
1960s | 1970s | 1980s | 1990s | 2000s | 2010s | 2020s | 2030s
Local shopping streets | smee5 | staeeb | - | - 1 - i - b - i -
NSC sAGE2 | sTAGE2 | sTAGE2 | sTAce2 | sTAce3 | stace3 | stace3 | staceS
CSC STAGE 3 STAGE 3 STAGE 5 - - - - -
USA |[RSC STAGE 2 STAGE 2 STAGE 3 stTAce3 | sTAced | stace4 | stace4 | sTAGED
Power Center ' stace 1 STAGE 2 STAGE 2 STAGE 3 STAGE 3 sTace 4 STAGE
QOutlet Center . stace1 STAGE2 | STAGE2 | STAGEd | STAGE4 | STAGED
Lifestyle Center ' stace 1 STAGEZ | STAGE2 | STAGE3 | STAGEJ
Local shopping streets | srace3 . stace3 | stace5 | stace5 | stace5 | stace5 - -
NSC | | sTaGE 1 STAGE 2 STAGE 2 STAGE 3 STAGE 3 STAGE D
CSC sTace 1 STAGE 2 STAGE 2 STAGE 3 STAGE 3 STAGE - -
Ja pan RSC | | sTaGE 1 STAGE 2 STAGE 2 STAGE 3 sTAGE 4 sTAaGE 4
Power Center | stace 1 STAGE 2 STAGE 3 sTace 4 STAGE S
Outlet Center sTAGe 1 STAGE 2 STAGE 3 sTace 4 STAGE D
Lifestyle Center sTace 1 STAGE2 | STAGEZ | STAGEJ
Local shopping streets | smce3 . stace3 | stace3 | stace3 | stace5 | stace5 | smaced -
NSC stace 1 STAGE 2 STAGE 2 STAGE 3
CSCiincluding Super Center) stace 1 STAGE 2 STAGE 2 STAGE 2 STAGE 3 STAGE 3
China |RSC stace 1 STAGE 2 STAGE 2 STAGE 3
Power Center stace 1 STAGE 2 STAGE 2 STAGE 3
Outlet Center sTAGe 1 STAGE 2 STAGE 3
Lifestyle Center sTAGe 1 STAGE2 | STAGEZ2

Copyright (C) Dynamic Marketing Co. Ltd. 2011 All rights reserved.
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5.Evolution form of consumer market 7+u». 8%,

[Z

Pre-modern consumption |Life of consumers are at the subsistence level

Modern consumption Consumers keep on enjoying their new shopping experience

Post-modern consumption/Consumers get tired of mass consumption

New-modern consumption New and different way of consumption based on new values

wona 19451 1950s | 1960s | 1970s | 1980s | 1990s | 2000s | 2010s | 2020s | 2030s

Mod@ern consufmption (3$ years) New-moidern consf.umption
USA |@ ; ; ; O ; ; ® ; i o

Poét-moder;n consum:ption (30yéars)

____________________________________________________________________________________________________________________________________________________________________________________________

| Modern cfonsumptiofn (30 year$) New-mbdern corilsumption

Japan | @ o ® e ®
Pre-modern consumption | Post-moderh consumption (30years) |
; i Pl’e-n*élodern cénsumptioréx Modern co:nsumptior;\ (30 yearsé)

China @ i i i i \ g i i e >

Post-njodern coinsumption
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@Potential of the Chinese market
for the Japanese enterprises

starting to advance overseas
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a: East Asia and U.S.A
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2.Global position of Chinese economy in the near feature
(PFEOEFHERFRE)

‘I.

exchange rate (nominal) purchasing power parity (nominal)
rank | QDP per capita GDP cank | QDP per capita GDP
(million US$) (US9) (million US$) (US9)

The whole world| - 62,909,000 9,227 - 74,265,000 10,892
U.S.A. 1 14,658,000 47,284 1 14,658,000 47,284
China 2 5,878,000 4,382 2 10,086,000 7,519
Japan 3 5,459,000 42,820 3 4,310,000 33,805
Germany 4 3,316,000 40,631 5 2,940,000 36,033
France 3 2,583,000 41,019| 8 2,145,000 34,077
United Kingdom | 6 2,247,000 36,120| 6 2,173,000 34,920
Brazil 7 2,090,000 10,816 7 2,172,000 11,239
Italy 8 2,055,000 34,059| 9 1,774,000 29,392
Canada 9 1,574,000 46,215| 10 1,331,000 39,057
India 10 1,538,000 1,265 4 4,060,000 3,339

Copyright (C) Dynamic Marketing Co. Ltd. 2011 All rights reserve
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HEVTTILBERR

. 10,000% and over

5,000$ and over, less than 10,000$
3,500% and over, less than5,000%
2,000% and over, less than3,500%
less than 2,000$

Copyright© W[ % % Z & @Rt hitp://www.allchinainfo.com/
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2.2 Per capita GDP by purchasing power parity
(BENDEMIZKSH1AZHT-YGDP)

Foiyh

il A=P=] =

. 10,000% and over

5,000$ and over, less than 10,000$
3,500% and over, less than5,000%
2,000% and over, less than3,500%
less than 2,000$

Copyright© HE % 5 Z & G FHRIL hitp://www.allchinainfo.com/
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3.Comparison of Chinese economy and Japan economy

(P E & H A DFE R L)

Japan China remarks
population (million) 127 .51 1,334.74|ChinalJapan=10.5 times
nominal GDP 2010 (million US$) 5,459,000/ 5,878,000|U-S.-AGDP was 14.7 trillion in 2010.
per capita GDP (US$) 42.431 4,412\ China/Japan=9.6 times
foreign cErrency reserves (million US$) 1.096.1001 2.847 300 ChinalJapan=2.6 times
ﬂgi‘%ﬁﬁ% ) ) ’ ’
value of shares (million US China/J =1.6 ti
LS OTe T ) 4,100,000 6,700,000 Sn3iapan=ie tmes,
new car sales (million) China/Japan=3.6 i

pan=3.6 times
o o5 A s 4.96 18.06
percentage of individual 65 years and o o/ | China/Japan=2.7 {i
older == (655 511 ) E1S 23.1% 8.59|China/Japan=2.7 times
number of live births(million) 4%k 1.07 17.00| China/Japan=15.9 times
rate of consumption(%) HEDEE 57 40 —

S48-084.ppt-—



4 Economic statistics ¢

mparing U.S.A, Japan and China

(hE-BAR-USAOFFHMETLE)
China Japan U.S.A.
Area of the whole country (sqgkm) E L mEiE 9,597,000 378,0000 9,629,000
Population (million) N = 1,334.74 127.51 309.14
eXChf‘”ge Gross Domestic Product (US$)G D P 5.9trillion 5.otrillion|  14.7trillion
rate
m3x | | percapita GDP (US$)1 A&4+-YGDP 4412 42,831 47,284
prChaSin_? Gross Domestic Product (US$)GD P 10.1trillion 4 3trillion|  14.7trillion
ower pari
pﬂ%%jjpill{ﬁy per capita GDP (US$) 1 A4#-tygDP 7,519 33,805 47,284
exchange |Annual retail sales(million) /NEAR5E4E (132?”?5%%23 (125’?32;]5)23 4,600,000
rate :
« . |Annual retail sales per capital(US$)
BEL—Fh |t - L) 1\ BB 55 1,558 13,234 14,880
surchasing Annual retail sales*(mnlijo\;gﬁﬁ%;gﬁﬁﬁ} 3 576,400 1,332,300 4.600.000
power partty Annual retail sales per capital*(US$)
FEE HFE | £ U (NS ER S A () 2,679 10,449 14,880

* Estimated by Dynamic Marketing. Co. Ltd
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5.Vision of Chinese economy Gikkn+EER)

otential economic
potential sco 2010 2020 2030
2011- | 2021- GDP ” GDP ” GDP ”
2020 2030 | (villion USS$) ° (billion US$) ° (billion US$) °
USA 2.5% 2.0% 14,940, 24.9 19,1245 234 23,312.7| 20.8
China 8.0% 6.0% 5,400 9.0 11,658.2| 14.3 20,878.1 18.6
Japan 3.5% 3.0% 5,280 8.9 7,448.0 9.1 10,009.5 8.9
Asiallndia 6.0% 8.0% 1,320 2.2 2,363.9 2.9 5,103.5 4.5
OtherAsian| /4 no.|  6.0% 3240 51| 47960 58 85889 77
countries
approx. approx.
subtotal 5 59, 5 5% 15,240, 254 26,266.1 32.1 44 580.0| 39.7
Other countries 2.0% 2.0% 29,820| 49.7 36,350.4| 44.5 44 311.0| 39.5
approx. approx.
Total 3.0% 3 39, 60,000/ 100.0 81,700.0] 100.0| 112,200.0| 100.0

Copyright (C) Dynamic Marketing Co. Ltd. 2011 All rights reserved.
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6.Present state of SC in China, USA and Japan

(FAJHEBERDSCERE)
USA JAPAN CHINA
Area of the whole country(sakm) | 9,597,000] 378,000 9,629,000
Population (milion) 309.14 127.51 1,341.33
Total number |at the moment 104,472 3,013 -
of Shopping
Centers theoretical figure 51,372 4,989 50,859

Estimated by Dynamic Marketing. Co. Ltd
SC requires middle income family with 10,000 US$ and over GDP per capital and
50% and over car ownership ratio as a barometer.
, S1ARFNLLL LD EREROFIHEEFRABRAEOWULDOARIIEENE-ShETE
Potentlal number of SC are proportionate to population of the country, and
mversely proportional to the one of square area of the whole country.

LT T ADICHAIL. BEXERO2RSO1ICREHITS
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7. The number of prospective SC in 2030-2050

thEIMFEId/onan~~o2nsnEYN LTS
‘\ SIS U T RN ANZUOU ™ ZUOUTR jJUJ X ML o UEY

'I"WI

Precondition : Calculating from Chinese population, i.e. estimated to be 1,299.87million,
Chinese market can hold 50,859 shopping centers as a theoretical figure.

Type ofShopping Cters | Ratio | rsecive | Popuiaton | Recured e
RSC(Regional SC) 3.5% 1,780, 730,264 600,000 — 800,000
CSC(Community SC) 22.8% 11,596 112,096 100,000 - 200,000
NS C(Neighborhood SC) 65.4% 33,262 39,080 30,000 — 50,000
Power Center 5.2% 2,645 491,444 400,000 — 500,000
Lifestyle Center 1.1% 559 2,325,349 2,000,000 - 3,000,000
Outlet Center 0.8% 407| 3,193,784 3,000,000 — 4,000,000
Theme/Festival Center 1.2% 610 2,130,934| 2,000,000 - 3,000,000

TOTAL 100.0% 50,859 25,558 20,000 - 50,000

* Based on current proportion of Shopping Centers in U.S.A

* * Based on theoretical figure by Dynamic Marketing Co. Ltd.
Copyright (C) Dynamic Marketing Co. Ltd. 2011 All rights reserved. S48-084.ppt-17
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@Advantages and the obstacles
for the Japanese enterprises to
expand into Chinese market
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1. Advantages of Chinese market for the Japanese retailers
(BEROMERIZETHS2HERBOEAE)

1.1 Chinese market is at similar stage of that Japan in late
1960s to 1970s.

Il

1.1.1 “World Factory” is shift the weight to domestic
iInfrastructure building and domestic consumption.

SIal DHERA VISEEERUVERHEE~OBITH

-

1.1.2 China market is foreseeable from the past process of
Japan.

Copyright (C) Dynamic Marketing Co. Ltd. 2011 All rights res



1.2 Not only Japanese heavy industry companies, but also
RETAILERS are keeping their eyes to China
TTE CHAEADIETEEMALTRETEA~ET

1.2.1 Chinese market is promised to glow incomparable large.
become ten times as large as Japanese market in accord with its population.

]_riﬁ'l

T_

It's speculated to

1.2.2 Modern consumption from 2000 will last until 2030s in China. At this stage,
consumers are filled with joy to purchase, possess and innovate their

Iifestvle.
O SEAUNEBRS (BE/FBHEBLEEFRALTACLICEUERLAHNE)

1.2.3 Chlna will step into Post-modern consumption after 2040. Post-modern
consumers are no longer fascinated by shopping. Japan consumers are

aIreadv in the tlp of new consumerism.

A I"'l:)' JIFI'Hs ‘) 'd-‘lJ'_')'l:I H:JDKUJHI hll IFI'E.UJINI"I\c

== = f*f ﬁgﬁaiiﬂfj&z %L&srkf‘fxza

1.2.4 The new generation born after "open-economic policy” of 1980s and 1990s,
will come to the front from 2010 and gain most power from 2020. They

correspond to Japanese ‘baby boomers”.
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1.3 China has just set out to modernize retail business
FEL DMEEOIKIEARE—FL-ERE

1.3.1 Not a few numbers of un-modernized retail business that still exist in China
will eventually shaken off.

i‘—-r--iivir*i I-I'kl.ll L_’_i-nl.j—i—-np

zz\aj

VN -':-n}!_#x;# :s:aezz'i"v = £ 7: - h’i"} al/

1.3.2 There are a long list of lacking retail categories in China; those categories are
alreadv popular among U.S.A and Japan.
’ RN EETENEICREHDEBTRRBIZH D)

1.3.3 The “air pocket’ of the market is predictable. The type of retailers that could
fit them in unexploited demands of the Chinese market will grow up the best.

hll-l-;TbiHE‘n\ 1 T FImrw I-I (TN J7—r vk} 1.7 E'Z'T IYA)

1.4 Chinese market will split in two opposite direction.
One will deal with actual daily demand, and the other will fulfill “advanced
needs” of consumers; there will be more demand for high-priced-high-qualty
products as well as good-quality-fair-priced products. Consumers would also
purchase something that could partly bring their “dream lifestyle” into real life.

Ea . E —mz F A= TITE [ A— — . E F el & Fol el s T 35 i e £ & _E. —  F B mmm ERE
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2. Obstacles of Chinese market for the Japanese retailers
(BERDPFEEFRICHTHPEH HOFER

2.1 There are difference in administration, legal system and social practice.
UTH - EE LS OHETEOEVLASES)

2.2 Retail history won’t just repeat as it happened in U.S.A and Japan. Chinese
retall in comlng years will develop in the advanced dimension.

2.3 Economlc Crisis tend to occur whlle economy is growmg ever-increasingly;
however, the larger power of economic growth, that may last up to 2030s
or 1940s, will enable to recover various problems.

$§I§E%§[&ﬂga—%) o RAAFFHIDASEING 7. ZUSUTFETUVIN HAU4UTETULLE &R Cld. HiIEUI P t=171
3. Japanese retail companies need to overcome difficulties
and take advantage of their potential. When those
obstacles are get rid of, there are great opportunities to

SUCCGSS
LTI D EALREERRLMRTENE, BT ARELGF Y ORERSIEICES. )
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@ Corporate profile of
Dynamic Marketing Co. Ltd

Established April 1977 XA FIVII—4T42T %

Business Contents Consultancy services for shopping centers

Company Credos -Dynamic Marketing Co. Ltd. is a consulting company aiming
at commercial facilities in which consumers, local residents,
developers and tenants can live and prosper together.
-Dynamic Marketing Co. Ltd. is a consulting company that
contributes to the healthy development of the distribution

industry and the appropriate development of the consulting
industry.

Address 2-5-44 Nagaranaka, Kita-ku, Osaka JAPANS531-0062
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You can download today’s resume from...

http://www.dynamic-m.co.jp/

Dynamic Marketing

Thank you.
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