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12 Months in UK Retall
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https://www.instituteforgovernment.org.uk/sites/default/files/timeline-lockdown-web.pdf
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16 March

PM says “now is the
time for evengone to
stop non-essential
contact and travel”
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P zays the UK can
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in 12 weeks
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PM announces the first
lockdown in the UK,
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“stay at home”
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Coronavins Act 2020
gets Royal Assent
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Lockdown measures
legally come into fonce
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March
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Lockdown extended
for ‘at least’ three

weeks. Government

' sats qut five tests that

H must be met before

' restrictions are eased
30 April

P says “we are
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past the peak” of the

10 May
PM announces a
conditional plan for Lifting
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people who cannot work
from home should retumn
to the warkplace but avoid
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distancing rule

29 June

Mart Hancock
announces that the LK's
first Local lockdown
would be applied in
Leicester and parts of
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I Lockdawn restrictions eased
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UK's first local lockdown
comes into force in
Leicester and parts of
Leicestarshire.

Muore restrictions are eased

im England, including
recpening of pubs,
restaurants, hairdressers.
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Local authorities in
England gain additional
powers 1 enforce social
distancing

3 August
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14 September

‘Rule of sk’ - indoor
and outdoar social
gatherings above six
banned in England
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PM announces new
restrictions in England,
including & return to
working from home
and 10pm curfew far
hospitality sector

30 September

PM says UK at a
“critical mameant” in the
crisis and would “not
hesitate” to impose
further restrictions if
needed neaded
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Eat Out to Help Out
scheme, offering a
50 discount on meals
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begins in the LUK
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Lockdown restrictions
eased further, including
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I PM f government announcements
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. Legislation / em

A new three-tier system
of Covid-19 restrictions
starts in England
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PM announces a second
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prevent a “medical and

moral disaster” for
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EENCY pOWers

5 November
Second national
lockdown comes
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PM says Christrmas rules
will still be relaked but
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PM announces tougher
restrictions for London
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Christmas mixing rules
tightened.
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Tier & restrictions come
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More areas of England
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II‘.:E]T

PM says children
should return to

school after the

n England will get
tougher
6 January
% England enters
third national
; lockdown
Q= L
February | March

Christmias break, but
Warns restrictions
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Hotel quarantine
for travellers
arriving in
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33 high-risk
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PM expected to
publish roadmap
for lifting the
lockdonwm

H
& March

Planned retum to
school for primany
and secondary
school students in
England

Source: Institute for government, March 2021

3 National Lockdowns
that have closed non
essential retail in the
last 12 months

9 Months of closures



https://www.instituteforgovernment.org.uk/sites/default/files/timeline-lockdown-web.pdf
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UK Vaccination programme success

Total + == United Kingdom ~ Allregions ¥ Alltime ~
7.Jun 2021
40M /
30

200

100

18 Jan 11 Feb & Mar 29 Mar 21 Apr 14 May & Jun

Atleast 1 dose @ Fully vaccinated

27.9m Fully vaccinated
(41.9% total population)

40.5m received one dose
(60.7% total population)

Source: Institute for government, March 2021



https://www.instituteforgovernment.org.uk/sites/default/files/timeline-lockdown-web.pdf

Snapshot: The UK retail market in 2020

5%

2.2%

Growth in UK retall
sales in 2020

£403B

Contribution to UK
GDP

Total value of UK retalil
sales in 2020

45%

Average growth in online
sales in 2020

3m 28% 1/3

Consumer spending
that goes through
UK retail

People employed by Proportion of sales
UK retall that are online

@ Source: ONS, March 2021



How is retail performing?
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Growth of retail sales YoY
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December ary 7 February March

Source: British Retail Consortium/ KPMG , Feb 2021
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How has lockdown accelerated online sales?

40

35

30

25

20

15

10

January

18.8

February

March

April

32.8

May

Online sales % of total UK retail sales

June

July

26.6

August

September

October

36

November

31

December

January

February March

Source: ONS, Feb 2021



The impact of online sales on Clothing and footwear?

@ Source: ONS, Feb 2021



The impact of online sales on Clothing and footwear?

£537/m

The average weekly spend on Clothing in
the UK in March.

@ Source: ONS, Feb 2021



The impact of online sales on Clothing and footwear?

£537/m

The average weekly spend on Clothing in
the UK in March.

£2600m

The averagenline weekly spend for
Clothing & Footwear was £266m in March.

@ Source: ONS, Feb 2021



The impact of online sales on Clothing and footwear?

£537m 06%

Clothing & Footwear sales were
The average weekly spend on Clothing in online in March 2021.

the UK in March.

£26060m

The average online weekly spend for
Clothing & Footwear was £266m in March.

@ Source: ONS, Feb 2021



The impact of online sales on Clothing and Footwear?

£537m 06%

Clothing & Footwear sales were
The average weekly spend on Clothing in online in March 2021.

the UK in March.

£2660m 7804

The average online weekly spend for

Clothing & Footwear was £266m in March. Increase in online fashion revenues

compared with 2019

@ Source: ONS, Feb 2021
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Retail Sector Performance: Home and Garden

Average Weekly Sales: Homewares
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Retail Sector Performance: Fashion and Beauty

Average Weekly Sales: Clothing
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What does the UK fashion retail market look like in 20217

£43.2bn

Clothing sales forecast
to reach 43.2b in 2021.

Source: Retail Economics, May 2021



What does the UK fashion retail market look like in 20217
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to reach 43.2b in 2021.

BghkcqgdmPr
Clothing , Vnl dmPr Nt

14.90% ol

Category Market Share

LdmPr
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Source: Retail Economics, May 2021



What does the UK fashion Retail market look like in 20217

£43.2bn

Clothing sales forecast
to reach 43.2b in 2021.
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Value (Em)
£20,672
£10,730
£6,684
£4,341

£892
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£747
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The changing role of the store

The Impact of Home Working

O Home-based consumers are accelerating demand for
online fulfilment and rapid delivery across all
categories, but most notably food and essentials

O Priorities are products and experiences that give
comfort and improve the home environment Ofrom
personal care to comfortable loungewear, home
products, entertainment and small luxuries. Fashion,
entertainment and dining out remain lower priority

Considerations for retail
O Fewer Larger Stores will be needed

O More sales will be digitally influenced, meaning that
retailers will need to find new ways to engage online
and via social media to reach their customers

O Virtual services will accelerate




The changing role of the store

Direct-to-consumer
Automated maodels

warehouse
Micro-fulfilment

Real-time data centres, dark stores

monitoring and
collaboration

A

Manufacturer Multiple fulfilment
options e.g. click

L e and collect, home
e 4 et S Distributor delivery, third-party
Supplier _O

UPSTREAM

o

Raw materials

Contactless/frictionless :f‘:latllll and fast
fulfilment changing patterns

of demand

e Edige by aceriol

With the huge channel shift to online, and the
pressures of Covid-related health and safety
concerns, pressure on big stores has accelerated.
To remain relevant, bricks-and-mortar retail needs
to create great experiences that will move at the
pace of customers.

O Store evolution will introduce new hybrid
multichannel opportunities, such as setting
aside store space for dedicated online
fulfilment

O Fewer stores and smaller, more flexible formats
will be required as online accelerates

O Close relationships with customers, innovative
loyalty initiatives and a great experience remain
essential to drive footfall to stores




Technology?

AUGMENTED AND VIRTUAL REALITY

O With Augmented reality already enabled on three billion
smartphones globally, it will change the way we discover
things and has the potential to transform the way that we
shop.

O Retailers and brands will increasingly leverage AR and VR
to connect with consumers, provide innovative and
personalised online-to-offline experiences and help them
visualise products in new ways

Across Facebook and Instagram,
people use
AR every month and

AR effects
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OEY Future Consumer Index Percentage of each segment expecting to spend more once the COVID-19

outbreak is over, by category.

Percentage of segment
The EY future Consumer index charts
behaviour and sentiment across five key @ Cautiously Extravagant © Get to Normal
markets to see how the pandemic is
creating new consumer groups. 0% 10% 20% 30% 40% S0% 60% (% a0
Activities and leisure ®
Vacations and holidays L]
Meals from a restaurant $
Clothing and footwear 9
Fresh and chilled food [ ]
Big ticket items ®
Beauty and cosmetics ]
Sporting equipment $
Meals from a store [ ]
Personal care items 9o
Appliances and electronics .
Alcoholic beverages C )
Househald products [ ]
Frozen food ]
Canned and dried food 9
Beverages [ ]

Source: Ernest & Young EY Future Consumer Index
https://www.ey.com/en_uk/consumer -products-retail/how -covid-19-could-change-consumer-behavior



OEY Future Consumer Index Percentage of each segment expecting to spend more once the COVID-19

outbreak is over, by category.
Percentage of segment
The EY future Consumer index charts
behaviour and sentiment across five key @ Cautiously Extravagant © Get to Normal
markets to see how the pandemic is
creating new consumer groups.
Activities and leisure @
Vacations and holidays L]
Meals from a restaurant $
Clothing and footwear 9
Fresh and chilled food [ ]
Big ticket items
Beauty and cosmetics

Meazls from a store

@

®

Sporting equipment $
®

Purchase with purpose

Personal care items $

Appliances and electronics L]
62% more I|ke|y to Alcoholic beverages @
Househald products [ ]
purchase from companies Frozen food @
that they feel are dOlng Canned and dried food @

good for society. Beverages °

Source: Ernest & Young EY Future Consumer Index
https://www.ey.com/en_uk/consumer -products-retail/how -covid-19-could-change-consumer-behavior
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Will consumers really
pay more for Ethical
and sustainable
products?

20%

consumers say

lack of 74% 1 2%
36% alternatives is the | more for
sfbtpo!ui f z!ofgasumeérs a product
Consumers buy better**** willing to pay
choosing to buy more for
more greener sustainable
products *** packaging**

** taken from BCG report on behalf of Trivium: https://triviumpackaging.com/sustainability/2020BuyingGreenReport.p

£3546

the amount
British
consumers will
spend for more
eco-friendly
goods a year

@ *Taken from a poll of 2000 UK consumers in June 2020 by essity

***D- NMPr Qdmdv akd Qdstgmr gdongs
***https://pwc.blogs.com/files/pwc  -sustainability -pamphletl3 06_08.pdf



https://triviumpackaging.com/sustainability/2020BuyingGreenReport.pdf
https://www.eonenergy.com/business/benefitting-from-green-recovery.html
https://pwc.blogs.com/files/pwc-sustainability-pamphlet13_06_08.pdf

Spend with Purpose

Ethical and Sustainable

O Recent lockdowns accelerated an existing desire for responsible consumption
as we realised its positive impact on the environment.

O Concerns over plastic, food waste, pollution and the impact of fast fashion are
now mainstream, putting ethics and sustainability firmly at the heart of the
agenda, for both businesses and consumers.

O A desire to change the world for the better through movements such as Black
Lives Matter and opposition to modern slavery is driving the need for brands to
be authentic and act with integrity

Considerations for Retall

O Ethical, sustainable brands are poised for growth. Successful brands will be
those that are authentic to their sustainable values.

O Sustainable last-mile solutions will accelerate with increased focus on click and
collect, electric vehicles, partnerships and other initiatives to reduce carbon
impact

O We will see more collaborations and partnerships as opposed to acquisitions

HOW IMPORTANT ARE SUSTAINABILITY AND
ENVIRONMENTAL CREDENTIALS AS PART OF
YOUR PURCHASING DECISIONS?

Quite important
48%

Very important
22%

Not
atall
6%

Source: RWRC ond Monhotton Assoclotes report Dynamic Supply Chalns, September 2020
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Road to recovery

dzUi f !l fdpopnz! x] m
at the end of 2021, to where

Jul xbt!"bu'ltui f! foe
Andrew Bailey, Head of the Bank of England




UK Consumers

Not everyone Is equal
Average UK Household are

10,500 better off a year*

The top 10% are saving
£1800 a month

penditure

% of household ex

Least affluent Median Maost affluent

W Staple W Delayable Work-related W Social

Source: ONS, Retail Economics analysis

@ * Source Retail Economics/ ONS, Jan 2021



Consumer Savings/ Spending

UK household incomes were much more stable than spending
£bn

= Censumption — Post-tax income

380
360
340
320

300

280

2013 2015 2020 2020

Source: Bank of England
©FT

UK households have accumulated a significant stock of savings since
March 2020

Bank savings, monthly change (£bn)

Pandemic

25

WMMM‘

1997 2000 2005 2010 2015 2020

Source: Bank of England
©FT
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Future Forecasts:

Positive growth

2019

2020

2021F

2022F

2023F

2024F

2025F

Retail Economics Clothing Forecasts

Total
Clothing
sales (Em)

£44,395
£34,313
£43,194
£43,408
£44,300
£44,697

£45,277

0.9%

-23.7%

25.9%

0.5%

2.1%

0.9%

1.3%

Online

Clothing
sales (Em)

£15,825
£18,911
£21,786
£24,247
£26,182
£27,884

£23,640

Annual
growth

13.1%

19.5%

15.2%

11.3%

2.0%

6.23%

£.3%

Online
Clothing
penetration

rate

35.2%

233.1%

50.4%

55.9%

39.1%

62.4%

63.2%

25.9%

Growth in
fashion retall in
2021

Year on year
growth
forecast for
Fashion
consumer
spending



OKey Takeaways

A UK retail recovery has outperformed analyst estimations
throughout 2020, and is set to recover to pre covid levels by the
end of this yeatr.

A Consumer behaviour has fundamentally changed towards online
retail. This has accelerated online adoption by 6/7 years.

A UK retail has entered the resilience economy.

A Fashion retail will bounce back to be at 2019 levels of spend by
the end of 2021

A Work from home and wellness will drive trends into 2021.

A Independent retailers will bounce back quicker than large non
online multiple retailers.




o

SCOOP X PURE
THE OLD TRUMAN BREWERY
SEPTEMBER 7- 9 2021

———

‘-(

2 & ¥ b
s <3 v, :
. v \,

v K




SCOOP

KAREN RADLEY
FOUNDER & MANAGING DIRECTOR

A Fashion background

A Worked with many iconic
designers & collections
including:Missoni, Fendi,
DKNY, Kenzo, Ballantyne,
Pringle, Ossie Clark and many
more.

A Launched Scoop in 2011the
premium contemporary
tradeshow.

A Scoop X Pure Creative Director




THE SCOOP SHOW

Recognised by designers & buyers
as the UKOs premium trade

Exclusive edit of soughtfter
contemporary fashion collections &
emerging international designers.

Many our exhibitors select Scoop
as their only trade platform.

Carefully curated over 250
designer labels around outstanding
works of art.

Offers exhibitors & visitors an
unigue environment to display &
discover a host of the new seasons
collections




SCOOP
A DEPARTMENT STORE

- N T I, e, ¥ o I S A
A Le Bon Marche. Paris. e X S I i
A lllum Copenhagen. -

A Small, personal, cool, clean, tastefuL 3 =g
smells lovely, feminine, - - =
contemporary quirky. & < ~

A Alluring but never overtly sexy!
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SCOOP
[HE EXHIBITORS PROFILE

Fashion
Contemporary
2nd | ine
No price level

Transit, Atoir, Freelance, Ecoalf, Essentiel
Antwerp, Paul Smith PS, Cecilie
Copenhagen, Devotion Greece, Delicate
Love, RainsArche & many more..

PS Paul Smith

To To To Io I




SCOOP
THE BUYERS PROFILE

A UK Department stores have
Included: Harrods, Selfridges
Fortnum & Mason, Liberty,
Harvey Nichols, Fenwick,
Hoopers, John Lewis

A International buyers from
Galeried_afayette, Le Bon
Marche, Bergdorf Goodman, LeiEg
PrintempsBrown Thomas, La .
Rinascente

A Independents + Online:
Browns, Neta- Porter, Browns,
Matches..

e
X .



SCOOP X PURE
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SCOOP x PURE

U —
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= T=— THECONCEPT
x

A Scoop and Pure are coming
together foranoneoff
Nnedi tedo show.

A Curated

Al ntroduce fithe best
fashion, home & lifestyle
ARdesigner o coll ect.

A September 79 2021




THE OLD TRUMAN BREWERY

A Former brewery
A East Londo

A Fash
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The Collections

Womenos wear
L= | | ,

A Contemporary
A Fresh

A Newness

A Design led



THE OLIVE DRESS

\ EVENINGWEAR
\ Elegant

\ Stylish

\ Contemporary




MEN & WOMENOSWEA

AWomends Co

AMenodswear
focusing on designers
with both offers.




SHOES & ACCESSORIES




Jewellery

A Design led

A Contemporary
A Fresh N Vg
A Desirable &



A Perfumery

A Beauty

A New

A No price limit
A Fashion led




HOME & LIFESTYLE

A Gifts.

ADesi dhonewarer
collections.

A Decorative Accessories.

A Throws, Cushions +
Blankets.

A Dining.

A Home Fragrance.
A Bedding.

A Stationery.

A Pet accessories.




Campaign Video
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Hyve

Questions?

ElenaYordanova
Official Hyve Agent &Trade Officer,
British Bulgarian Business Association ( BBBA)
elena.yordanova@bbbabg ¢

‘:

European Development
nihat.berktas



mailto:elena.yordanova@bbba.bg
mailto:nihat.berktas@hyve.group

Hyve

£ Hyve Sourcing




Portfolio Vision and offer

Our Vision:

RetailSources the ultimate destination for retailers and brands to find partners, connections, suppliers. Our online and offlinengatfor
cover a wide range of products and services for your private labels and shops. From fashion to gardening, from giftritehiorag i
from raw materials to retail services we have all you need for your industry and supply chain.

Our Events:

Pure Origin entire fashion supply chain at your disposal. Worldwide suppliers, certified exhibitors, from small orders to large volume.
Design and Sourcgjift, home, home textile, interior design, party products, kitchen & dining, toys and Christmas decorations
MADE the footwear sourcing specialists. From tanneries to finished product including raw leather, components and machinery

SEEDa complete offer for your gardening and outdoor business. Tools, accessories, DIY, Workwear, Outdoor landscape and activities
pets products and furniture







ORIGIN LUX

MAcCHINERY | NEW LAUNCH!

New for 2020, introducing Origin Lux. Discover
a carefully curated sector dedicated to high-end
manufacturers and raw material suppliers from

the UK and around the world. Catering for luxury,
high-end brands, Origin Lux showcases the best

suppliers for both quallty and desvgn

APPAREL

New for 2020, this sector will provide a dedicated
space for machinery and manufacturing solution
providers, showcasing the latest and most
innovative solutions for pattern cutting, timming,

sewing, printing and more. pu r\ e 1

TECH &
INNOVATION

FABRICS & RAW
MATERIALS

FOOTWEAR &
ACCESSORIES

ORIGIN

a Hyve evant

Explore the wide range of fibres and fabrics, from
a selection of premium wool to the finest silk and
cotton. Covering everything from intricate work
such as embroideries and embellishments to
classic basics in premium materials.

SPORT

Encompassing everything from premium sourced
materials, finished products and the latest trims
and accessories, this growing category offers
suppliers to showcase next season's collections
to some of the industry’s most exciting retailers
and designers.

LEATHER

The Pure Origin apparel sector covers a wider
audience within the industry, showcasing finished
gaments and new designs. With suppliers

from the UK and across the globe, this is a truly
international category.

Software is taking over the future of fashion
production processes. From wearable tech to
leading innovative machinery and supply chain
management technology, explore the endless
possibilities of these new inventions.

A dedicated sector for specialist
sportswear sourcing. Origin Sport
provides a place to showcase
technical fabrics including
Spandex, uniform and sock
solutions, white label athleisure
lines and outdoor clothing.

Explore the opportunities in
denim. This new sector is
aimed towards a denim industry
that is both sustainable and
forward-thinking and covers
everything from denim
suppliers to denim labs.

Offering a place for everything
from leather suppliers to leather
labs, this sector gives a place for
leather suppliers to showcase
their products and services to
the fashion industry.



Pure Origin Update
Unifying the fashion supply chain

» Three key focus changes in the fashion supply chain:
diversification, sustainability, flexibility

» Pure Origin sectors confirmed to represent the three
key focuses with focus on: Origin
Lux, Tech&lnnovation and Fabric&kRaw materials

> New venue and dates for 2021 only

» Key exhibitors and pavilions already confirmed: North
Macedonia, Uzbekistan, Turkey







