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Key findings: at a glance

As time goes on, it makes less sense to think of Australia as having separate online and offline retail sectors, but rather a single sector
thatis rapidly digitizing.

The lines between online and offline are becoming increasingly blurred. Since 2019, omnichannel spend in Australia hasincreased
47.8% and made up 42.6% of total retail sales in 2022.

High inflationis encouraging consumers to look for the best value for money, with many shopping across physical and online channels
to find the best prices. More than four-fifths (84.4%) of consumers in Australia are concerned about the impact of inflation and almost
two-thirds (62.5%) do at least some amount of looking online and in-store to source the cheapest prices before they buy. Consumers
prefer online for finding bargains; 45% favor online for finding the lowest prices compared to 24% preferring stores.

This behavior will likely increase as consumers become savvier with their discretionary spending while navigating a tough economic
environment.

In-store shopping post-COVID remains the dominantretail preference for consumers . Australian consumers use in-store channels to
buy products, as well as to check product details and to getinspiration for purchases.

While consumers continue to be attracted to online sales, consumers continue to embrace traditional brick-and-mortar stores. Online
accounted for 14.2% of retail sales in 2022.

) GlobalData.



Key findings: digitization

The retail sector is rapidly digitizing Omnichannel grows showing there is a single retail sector
* As time goes on, it makes less sense to think of Australia as having separate online and .
offline retail sectors, but rather a single sector that is rapidly digitizing. Consumers are
increasingly integrating online with offline during their shopping journeys, with each
channel offering different benefits. For example, around 45% of Australian consumers
prefer online for finding low prices and better bargains, while 61% prefer physical stores
for quickly getting products.

Australia’s e-commerce surge in 2020 was attributed to several lockdowns driving a pivot
in online demand and investment. Online penetration grew 2.3 percentage points year-on-
yearto 11.8% during this time. The post-pandemic environment has seen continued
growth in online sales, however, growth rates are normalising as consumers embrace a
return to traditional brick-and-mortar stores. In 2022, online penetration reached 14.2%,
up 1.2 percentage points on 2021.

+ Shoppers will continue to switch between online and in-store channels as they welcome
increasingly hybrid purchase journeys. These changing dynamics will require businesses
to integrate their omnichannel offerings to meet consumer needs, instead of focusing
solely on e-commerce growth.

The lines between online and offline are becoming increasingly blurred

* Since 2019, omnichannel spend has increased 47.8% and made up 42.6% of total retail
sales in 2022. It will grow a further 39.1% by 2026, making up over 50% of total retail
revenue as brands invest in integrated omnichannel strategies to consolidate hybrid,
seamless shopping journeys in-store and online.

+ Australian consumers today are more comfortable with the various forms of online retail
touchpoints that they grew accustomed to over lockdown. 22.7% of consumers plan to
research things online before buyingin stores more in the future, while 19.5% plan to
collect an online order from a physical store more often.

() GlobalData.



Key findings: omnichannel in uncertain times

Consumers browse across channels to find the best price

* High inflation is encouraging consumers to look for the best value for money, with
many shopping across physical and online channels to find the best prices. More than
four-fifths (84.4%) of consumers in Australia are concerned about the impact of inflation.

» The majority of omnichannel spend is driven by researching across channels before
making a purchase. Almost two-thirds (62.5%) of consumers look online and in-store to
source the cheapest prices before they buy. This behavior will likely increase as
consumers become savvier with their discretionary spending while navigating a tough
economic environment.

» Other popular drivers of omnichannel spend include browsing online products and
reviews before making an in-store purchase, visiting stores for inspiration, and asking for
in-store advice on products before buying online.

* Using a mobile device for price checking is a popular omnichannel touchpoint in the
consumer journey, but there is less mobile integration for navigating stores, searching
locations, finding products, and leaving reviews.

Consumers continue to shop in-store

Consumers continue to shop in-store post-COVID, and it remains the dominant channel.
Australian consumers use in-store channels to buy products, as well as to check product
details and to get inspiration for purchases. Consumers use in-store channels more
frequently than online when purchasing across all categories, but physical stores are
particularly popular for purchasing groceries.

Online is an important part of the shopping journey for consumers looking for value

The purchase process is complex with most consumers using multiple channels during
their shopping journey; 76.3% of consumers in Australia used multiple channels when
buying non-food items.

Australian consumers use online across the purchasing journey, from comparing prices
and getting inspiration, to purchasing. The main drivers for shopping online include
better product discovery and variety, as well as finding the lowest product prices.

A significant proportion of shoppers (21.5%) also use online channels for 'window

shopping’ (i.e. to browse for fun), while almost two-thirds visit multiple retailers before
deciding which to purchase from.

() GlobalData.



The retail sector: at a glance

* Since 2019, multichannel spend in Australia hasincreased 47.8% and made up 42.6% of total retail sales in 2022. Itisforecasttoincreasebya
further 39.1 % by 2026, making up over 50% of total retail revenue.

» The overall retail sector in Australia grew at a CAGR of 4.7% between 2015 and 2022. During this period, online sales grew at a CAGR of 18.8%,
with spend reaching 46.4 billion AUD, while in-store sales grew at a CAGR of 3.2% to 274.9 billion AUD.

* Onlineaccounted for 14.2% of retail salesin 2022.

* Retail spend will grow a further 15.4% between 2022 and 2026. During this period, the online sector is set to grow exceeding 65 billion AUD,
and in-storesales are set to grow to 306.4 billion AUD.

) GlobalData.



Australia

Consumer views: inflation

Inflation impact on consumers
Percentage of consumers who are concerned/not concerned about inflation

Almost 85% of consumers are concerned about
inflation; many shop across channels to find the
best price

Australian consumers are navigating the current retail space with concerns over
inflationary pressures. Global geopolitics, major flooding across three major states
and subsequent supply chain issues have exacerbated inflation and damaged
consumer confidence.

B Very concerned at how it willimpact me

¥ Slightly concerned at how it willimpact me The majority of omnichannel spend is driven by researching across channels before

® Not concerned making a purchase. Almost two-thirds (62.5%) of consumers look online and in-store

= 1 donot think costs will increase to source the cheapest prices 'before.the.y buy-. This behav1f)r will .hkely increase as
consumers become savvier with their discretionary spending while navigating a
tough economic environment.

Results based on a nationally representative poll of 1,500 Australian consumers
Source: GlobalData consumer survey

) GlobalData.



Australia

Omnichannel retail

Omnichannel spend
Percentage of spend that was omnichannel in each year

66.5 62.5

60.0

57.4

2019 2020

Percentage of spend that was non-omnichannel

To bean omnichannel purchase, the consumer must make use of more than one channel during a given shoppingjourney.

Source: GlobalData analysis and market data

2021

I Percentage of spend that was omnichannel

2022

) GlobalData.



Australia

Omnichannel retail forecasts

Omnichannel spend
Percentage of spend that will be omnichannel by 2026

Percentage of all retail spend that will
be omnichannelin 2026

51.3%

Australian omnichannel spend will grow 39.1%
from 2022 through 2026

The holistic shopper journey will continue to become a combination of both
channels, from the initial purchase trigger through to product aftercare. The amount
that consumers integrate offline and online channels throughout their purchase
journey will increase to make up 51.3% of total spend in 2026.

To bean omnichannel purchase, the consumer must make use of more than one channel during a given shoppingjourney.

Source: GlobalData analysis and market data

) GlobalData.



Australia

Size of the retail sector

Retail sector size and growth rate
Bars show the total sector size in Sm AUD and line shows the annual year-over-year % growth rate

7.5%

327,015
314,529%

281,167
264,208 212094

248,705 256,722

2015 2016 2017 2018 2019 2020 2021 2022

Source: GlobalData analysis and market data

351,448
338,962

364,213

3.6%

2023 2024

2025

377,247

3.6%

2026

Australia’s retail sector
will grow 15.4%
between 2022 and 2026

Australia’s retail sector has shown
resilience in 2022, growing 4.0%.
COVID-related stockpiling in early 2020
caused a spike in retail spending.
Growth has since normalised, and the
sector will continue to grow at rates
similar to pre-pandemic levels out to
2026.

) GlobalData.



Online penetration

Online penetration overtime
Percentage of retail sales that are made online

2015:
6.65%

2016:
7.32%

2017:
8.04%

2018:
8.72%

2019:
9.50%

2020:
11.81%

2021:
12.99%

2022:
14.22%

Penetration is total online salesin each year divided by total retail spendingin that same year
Source: GlobalData analysis and market data

) GlobalData.



Australia

Consumer views: online and physical

Consumer opinions on online and physical channels

Percentage of consumers preferring online and physical channels for each aspect

| PREFERONLINE
FOR THIS

WIDE CHOICE OF PRODUCTS

FINDING PRODUCTS THAT I LIKE

NEW AND UNUSUAL PRODUCTS

QUICKLY GETTING PRODUCTS

CONVENIENCE

Results based on a nationally representative poll of 1,500 Australian consumers; grey icons represent respondents who said both channels are about the same and those who said they were unsure.

Source: GlobalData consumer survey
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WIDE CHOICE OF PRODUCTS

23%

FINDING PRODUCTS THAT | LIKE
36%

NEW AND UNUSUAL PRODUCTS
28%

QUICKLY GETTING PRODUCTS

61%

CONVENIENCE
39%

) GlobalData.



Consumer views: online and physical

Consumer opinions on online and physical channels

Percentage of consumers preferring online and physical channels for each aspect

| PREFERONLINE
FOR THIS

MAKING AN EXPENSIVE PURCHASE

SHOPPINGWITH FRIENDS

FINDING LOWEST PRICES

VALUE FOR MONEY

Results based on a nationally representative poll of 1,500 Australian consumers; grey icons represent respondents who said both channels are about the same and those who said they were unsure.

Source: GlobalData consumer survey
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FORTHIS

MAKING AN EXPENSIVE PURCHASE

49%

SHOPPINGWITH FRIENDS

65%

FINDING LOWEST PRICES
24%

VALUE FOR MONEY
27%
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Online shopping around

How much consumers shop around online
Visiting sites and number of online retailers visited by online shoppers

\[4

Visit multiple onlineretailers before

Visitone onlineretailer and make a
purchasefromthere

32.4% 62.2%

deciding which to purchasefrom

Average number of onlineretailers consumers have visited over the past three months:

dddadadi 7.8

Almost two-thirds of
online shoppers in
Australia visit multiple
retailers before deciding
which to purchase from.

Percentage of consumerswho do different things when shopping for non-food, where numbers don’t sum to 100% the balance isthose who are unsure. Online retailers visited includes food and non-food.

Source: GlobalData consumer survey

) GlobalData.



Consumer views: online drivers

Drivers of visiting online stores
Percentage of consumers visiting online stores for the reasons listed below

45.5 43.9
35.2
32.9
I 30.3

To buy Tocheckor Togetideas Tocheckthe To check To browse for
products compare about availability of details fun
prices products products

Results based on a nationally representative poll of 1,500 Australian consumers. The top six responses are shown.
Source: GlobalData consumer survey

Price checkingis a key online driver

Other than to buy products, Australian consumers are
predominantly using online to check or compare product
prices, browsing across multiple retailers before selecting the
best possible deal. A high proportion of the consumer
population also browses online to feel inspired about what to
buy.

) GlobalData.



Consumer views: physical drivers

Drivers of visiting physical stores
Percentage of consumers visiting physical stores for the reasons listed below

59.9
32.1 31.3
29.5 27.3
I I l ] ]

To buy Tocheck Tocheckor Togetideas To check the Tobrowse Totryonor
products product compare about availability for fun try out
details prices products of products products

Results based on a nationally representative poll of 1,500 Australian consumers. The top seven responses are shown.
Source: GlobalData consumer survey

More than half of consumers visit
physical shops to buy products

Consumers are predominantly using physical stores to make
purchases but checking product details and getting inspiration

are also factors driving consumers into stores. Physical stores
are not as popular for checking the availability of products.

) GlobalData.



Australia

Consumer views: omnichannel

Omnichannel browsing and buying
Percentage of consumers using each omnichannel approach before buying in stores/online

2

Look at online reviews

Seek advice or service in Look online and in
stores before buying stores to see which is
online the cheapest

Visit stores for
inspiration and ideas
before buying online

Browse products online
first and then goto a
store to buy them

and comparison sites
before buying in stores

50.1% 51.5% 37.1% 32.1% 62.5%

Results based on a nationally representative poll of 1,500 Australian consumers
Source: GlobalData consumer survey

) GlobalData.



Australia

Consumer views: omnichannel

omnichannel services
Percentage of consumers using each omnichannel service when shopping in physical stores or just before or after they went sho pping

2

Looking at customer
reviews or feedback
online

Finding a product that
they wanted in store
using a mobile phone

Navigating through a
store using a mobile
phone

Price checking products

on a mobile

30.1% 16.7% 17.5% 13.9%

Results based on a nationally representative poll of 1,500 Australian consumers
Source: GlobalData consumer survey

Searching for the
location of a store on a
mobile device

18.8%

) GlobalData.



Australia

Consumer views: future retail landscape

Views on the future retail landscape

Percentage of consumers who agree/disagree with the following statements about how the retail landscape will look ten years from now

The secondhand / used economy will be a much bigger part of retail

People will rent products rather than own them

Shops will put on more entertainment such as fashion shows and cookery
classes to make you spend more

There will be more collection points (click & collect) in stores

Products will be personalised to fit based on individual measurements

Registers in stores will disappear and payment will be made via mobiles

There will be more independently run shops offering unique products

Results based on a nationally representative poll of 1,500 Australian consumers
Source: GlobalData consumer survey

14.9

8.9

9.0

16.2

9.5

16.1

9.3

42.7
25.2
34.6
45.6
29.9
35.2

38.5

38.9

44.2

30.8

40.7

30.2

o0

M strongly Agree
M Agree

"] Neutral

M Disagree

M strongly Disagree
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Consumer views: retail technologies

Future retail technologies
Percentage of consumers who are interested in using the following retail technologies and innovations in the future

27.9
22.5
. |

Personalisation Using augmented reality to see what products Using a virtual mirror Shopping in the metaverse [ virtual reality world
look like before buying them

Results based on a nationally representative poll of 1,500 Australian consumers. Definitions foreach technology can be
found on the nextslide.

Source: GlobalData consumer survey @ GlObGlDGtG



Retailer trends: summary

* Personalisation: Atailored customer experience that has been personalised to individual tastes and/or needs is anincreasingly competitive feature of
the integrated shopping journey. Brands are delivering valuable, relevantinteractions to cut through the noise and keep their customers engaged.

« Augmented Reality (AR): AR is growingin popularity among Australian retailers, allowing shoppers to ‘try before they buy’ in categories including
homewares, beauty, and apparel. Virtual mirrors are one example of AR; some versions feature AR additions or use a virtual graphical avatar of the

consumer.

* Click & collect: As consumers continue to buy more online than they did before COVID-19, and are once again out and about, retailers must ensure they
offer convenient alternatives to home delivery, such as click & collect. While click & collectis nothing new, thereis still room for innovation, particularly
when itcomes to groceries.

) GlobalData.



Retailer trends

Personalisation

Which of the following retail
technologies and solutions are
you interested in usingin the
future?

Having products personalised to
your own requirements and tastes

™
26.9%

Many businesses are investing in offering a personalized experience for consumers. For
example, off the back of supply shortages, IGA (Independent Grocers of Australia) is
introducing IGA’s Local Grocer stores to serve local communities with their most-wanted
items. By collecting information through frequent purchase data as well as personal
interactions, each store will tailorits stock based on the preferences of its local consumers.
Theretailer has opted out of self-service checkout machines as they consider the staff-
operated checkout process a great opportunity to interact and get to know the customers.
When customers have specific requests, they are encouraged to leave their contact details
so they can be personally notified when it arrives in-store.

Coles has unveiled long-term plans to better understand the eating habits of its shoppers
and offer personalised meal plans and inspiration, suggest grocery lists, refill online baskets
and even pre-empt the next top-up.

) GlobalData.



Retailer trends

Augmented Reality (AR)

Which of the following retail
technologies and solutions are
you interested in usingin the
future?

Using augmented reality to see
what products look like before
buying them

il
21.0%

Within the homeware category, the Australian-made AR software StyleFit has been offering a
3D product visualisation tool for major brands Koala Living, Boori, Johnny’s Furniture, One
World, Life Interiors, Living by Design and Yardware since 2019. The tool allows customers to

superimpose items into their homes and style their interiors before committing to any
purchase decisions.

Apparel and beauty retailers are also adopting AR technologies such as virtual mirrors to help
online customers visualise products before making a purchase. The technology manages
product expectations and for many brands aims to combat the environmental cost of returns.
Snap.Inc has recently collaborated with several brands to showcase products and allow ‘try

before you buy’ through a digital shopping lens, e.g. TWO SVGE sunglasses and MECCA x
M-A-C’s lipstick range.

Whilst AR is not currently utilised as much for everyday online grocery shopping, major brands

are picking up on the trend and integrating AR into their campaigns. Woolworths recently
launched an interactive map with several mobile games to be discovered around the world.

) GlobalData.



Australia

Retailer trends

Click & collect

Percentage of consumers who
plan to do more of thefollowing
in the future compared to now

Collecting an online order from a
physical store

tMerReeee
19.5%

Almost one-fifth of consumers in Australia plan to use click & collect more in the future. While
click &collect is nothing new, there is still room for innovation, particularly when it comes to
groceries. Panasonic, forexample, has introduced automated Smartlockers at Australian
grocery stores offering four different temperatures — ambient, chilled, frozen, and heated. This
offers greater convenience for shoppers, allowing them to collect grocery orders from lockers
instead of from inside stores - a service that has traditionally only been available for non-food
purchases.

This also brings benefits for businesses as it
reduces the number of home deliveries needed,
improving the profitability of their online
operations and reducing their carbon footprint.

Source: Panasonic

) GlobalData.


https://business.panasonic.co.uk/solutions/sites/default/eu-files/node_file_uploads/Chill_and_freeze_Smartlockers_are_revolutionising_retail_in_Australia.pdf

Details

Definitions, explanations, methodology

() GlobalData.



Definitions and explanations

Product and market definitions

Retail. The report and data cover the retail market segment. This includes all consumer product
segments (see below for more details). Digital products, such as individual music downloads and e-
books, are also included. The following are excluded: business to business sales, secondhand goods,
wholesale trade, gasoline and fuel, automotive vehicles (auto accessories areincluded), foodservice,
household services such as plumbing and installation, medical devices, prescription drugs, travel,
insurance, subscriptions services such as Netflix, etc.

Food. The food part of retail includes all food and drink based products bought from retailers.
Household essentials such as cleaning and paper products are also included. Alcohol and tobacco
areincluded under food.

Non-food. The non-food part of retail is everything that is not specified under food. This includes
homewares, furniture, home improvement, electronics, apparel, health, beauty, sports, games,
leisure and hobby, entertainment, and other various products.

Taxes. Taxes such as consumption tax and GST, that is added to the cost of goods as per law or
regulation. Numbers in this report include taxes.

Channel definitions

Online sales. This means a transaction that is made online - i.e., payment for the product is made
online regardless of the other channels used during the shopping journey. For example, a product
paid for online and collected in store is counted as an online sale.

Physical sales or store sales. This means a transaction that is made in a physical store - i.e.,
payment for the product is made in a store regardless of the other channels used during the
shopping journey. For example, a product paid forin store and then delivered to a customer athome
is counted as a physical sale.

Other channel sales. Other channels include mail order, telephone and television shopping. These
form a relatively small element of most markets.

* Online. Online includes all methods of digital shopping such as via a desktop, laptop, mobile phone,
social shopping, and so forth. Ordering via an online kiosk within a store is considered online
shopping. However, placing an order in store where staff place the order and then take payment is
counted as physical shopping.

* Physical stores. These cover all types of physical location where products aresold. Traditional retail
stores such as mass merchants, grocery stores, specialist stores, convenience stores, drugstores,
etc. areincluded. So too are market stalls, pop-up shops, in-mall kiosks, vending machines, sales
from mobile trucks, and so forth.

* Online penetration. The proportion of retail sales where the transaction is made online.

* Physical penetration. The proportion of retail sales where the transaction is made in stores.

Omnichannel definitions

* Omnichannel. The use of more than one channel during a single purchase. To be an omnichannel
purchase, the consumer must make use of more than one channel during a given shopping journey.

+ Shopping journey. The complete process undertaken when buying something. This involves
everything from the initial purchase trigger through to after care or service. The shopping journey is
much wider than the point of transaction. The shopping journey is shown in detail on subsequent
pages.

* Point of transaction. The part of the shopping journey that involves payment for the product being
bought.

* Receiving the product. Sometimes called point of fulfilment. The part of the shopping journey that
involves receiving the product.

() GlobalData.



Definitions and explanations

Omnichannel definitions, cont...

» After care or service. Advice, assistance or help given after a purchase has been made. For example,
training on how to use or setup electronics.

Fulfilment definitions

* Clickand collect. A generic term for buying online and collecting from a physical retail location.
Note that this term is sometimes used to refer exclusively to collect from store services.

* Delivery. Delivery of the products to an end location such as home or to a workplace, usually viaa
carrier like FedEx or Japan Post, etc., or via the retailer’s own distribution and fulfilment network.

) GlobalData.



The shopping journey

TradAeraily thin b how = masun o

* The shopping journey is used to understand the complete process of shopping. It is much '
wider than simply looking at where the transaction is made, which is the traditional, but
rather limited, way of measuring sales.

» The principle here is that the point of transaction does not exist in isolation. A significant -
number of transactions are part of a wider shopping journey thatinvolves multiple stages.
Across each of these steps the consumer may use avariety of different channels to meet
their needs. There are anenormous number of journey permutations, making it complex to
map consumer behaviors.

* The diagramsopposite show the shopping journey framework we use. @ @ .a .a
Purthade Plsnning
PO B

* Anomnichannel sale is where more than one channel has been used within a single E—— ara Recthing M cace
shopping journey. This caninvolve any combination of channels and stages within the . L e arvice
journey. So, for example, browsing products in stores and then transacting online is ‘\‘ /’ '||. ]
classified as omnichannel. So is transacting online and then collecting a product from \/" Y
store.
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Methodology and inputs

To calculate the numbers the following inputs were used:

* GlobalData’s consumer panel, which has tracked detailed weekly shopping behaviors and buying habits of
consumers since the pandemic started in March 2020.

» This consumer data was supplemented by further consumer research to assess views and opinions on a
variety of omnichannel topics. For this, a survey of 1,500 Australian consumers was conducted in July
2023. Sampling was representative in terms of the population profile.

» Data provided by individual retailers which breaks down transactions and fulfillment by channel and,
where available, customer habits and shopping patterns.

* All the data arebuilt into our model of consumer spending which allows us to calculate the various
metrics on a national level. Retail analysts carry out several checks on this model to ensure its accuracy
and validity. This includes checking against data fromindividual retailers, official government data,
industry data and other sources.

* An exhaustive review and analysis of existing reports on the consumer spending habits in the broader
retail industry was also conducted as part of the checking and research process.

*  Where provided, forecast data is modelled using a three-step process:
1. Cross-correlation auto regression of inputs over time
2. Bayesian techniques refine to single-most robust forecast
3. Cross-correlation auto regression and Bayesian refinement for the final output

* Inputs for the forecasting model include standard economic and social variables as well as specific data
from consumer research, retailer predictions and retail metrics such as store numbers.

() GlobalData.



About GlobalData

GlobalData is a global research agency and consulting firm. Within the firm’s retail division, our work focuses on all aspects of retailing and consumer behavior,
which we deliver through a variety of different reports and our interactive Intelligence Centre. We also undertake bespoke research and consulting work for clients.

We areheadquartered in New York and London with offices across the world. Our analysts and researchers work to understand the latest trends and
developments in retailing across developed and emerging markets. We also have a global panel of consumers which we use to undertake consumer surveys and to
gauge and assess sentiment and views on various retail issues.

We work with many of the world’s leading retailers, FMCG groups, property firms and those in the financial sector to help them maximize success through
developing athorough understanding of the retail sector and its likely future performance.

Further information

For information on this report, and GlobalData’s other products and services, please
contact us:

e. retail@globaldata.com
t. +718.708.1476
w. www.globaldata.com/retail

() GlobalData.



() GlobalData.

GlobalData Retail
441 Lexington Avenue,New York, NY 10017

Phone:
Phone:

Email:
Web:
Twitter:

Boston:
San Francisco:

Washington DC:

Toronto:
Mexico City:
Buenos Aires:
London:
Madrid:
Sydney:
Melbourne:
Tokyo:
Hong Kong:
Beijing:
Shanghai:
Seoul:
Hyderabad:
Dubai:

+1 718.708.1476
+1 212.634.7650

retail@globaldata.com
www.globaldata.com
@retail_GD

41 Farnsworth Street, Boston, MA 02210

425 California Street, San Francisco, CA 94104

21335 Signal Hill Plaza, Suite 200, Sterling, VA, 20164

229 Yonge Street, Suite 400, Toronto, Ontario, M55B 1N9

Mote Pelvoux 111-2 Piso, Lomas de Chapultepec, Mexico D.F, 11000

Basavibaso 1328, 2nd Floor, Off 206, Buenos Aires, 1006

7 Carmelite Street, London, EC4Y 0BS

C/Jesusa Lara, 29 - Atico J, 28250 Torrelodones, Madrid

Level 2, 63 York Street, Sydney NSW 2000, Australia

Suite 1608, Exchange Tower, 530 Little Collins Street, Melbourne 3000, Victoria
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1008 Shalin Galleria, 18-24 Shan Mei Street, Fo Tan, New Territories, Hong Kong SAR

Room 2301 Building 4, Wanda Plaza, No 93 Jianguo Road, Chaoyang District, Bejing 100026
Jing'an VIETNAM Tower, No: 1701, West Beijing Road, Jing'an District, 200040, Shanghai
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