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Self Improvement Social and environmental consciousness Convenience and connectivity Localisation

The experience
cconomy

This QIC Real Estate Consumer Megatrend reflects consumers paying for experiences
as an economic offering as distinct from goods. Once considered a place to simply
purchase goods, shopping centres are evolving to be the heart of a region, providing

for whole-of-life needs and creating memorable experiences for consumers.

Outstanding
experiences drive

Consumers are loyal to stores
that prioritise their needs

% who strongly/somewhat agree:

consumer frequency
(e For 78% of consumers, great customer

and I()\Ta,h:)7 - service experiences in a store directly
J

influence their likelihood of purchasing a
product or service
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92% QIC Customers 97%

of consumers find
going to the local

shopping centre an Australians

enjoyable experience

Shopping centres are
a hub of connection
for everyone

Everyday shoppers Experience shoppers

shoppers who have an 'in and out’ shoppers who are likely to visit their
mentality when visiting their local shopping centre to connect
shopping centre with others

Reasons for visiting the local shopping
centre in the last three months:

To have a meal with To watch a movie or another
friends or family entertainment option*

Households
54% = withdependent — 41%
children

Couples with

41% — 00 dependent — 25%
children
Group

45% — household 37%

*bowling, arcades, kids play etc.



Shopping centres continue to be a hub for the community

Consumers see their local shopping centre as a place of connection, community and unique experiences

% who want to see the following feature in their ideal shopping centre:
= QIC Customers = Australian Customers = Average

43% 39% 46% 31% 20%
53%
34%

= s e '\ R\
Qo9 \ \ @\
I;J”./g E &

Ly

Pop-up shops from Family friendly Outdoor Rooftop Wellness Community spaces
local or independent entertainment seating gardens and fitness for events or
businesses events areas amenities meetings

Design plays an integral role in clevating the overall consumer journey

Frictionless shopping experiences, lived-in design principles and a commitment to experience
are key to creating a positive experience for consumers

% who feel welcomed and valued as a consumer from the following:

= QICC - QIC Customers = AUS - Australian Customers

Clean and well-maintained store environment Hassle-free returns and exchanges
| 72% 53%
dzl) 8, QiICC 81% /, QiIcC 67%
AUS 63% AUS ———————— 41%
Convenient and accessible store layout Knowledgeable and informative product displays
OL 63% 34%
@ Qlcc 67% : QICC —— 38%
AUS 60% AUS =——————— 31%
Loyalty rewards or incentives In-store events or entertainment
(2 60% SHOP 25%
PN
= QlcC 70% Q;SEI QICC = 35%
AUS  — 51% AUS  m— 15%
Consumers expect high-quality amenities to enhance their shopping
experience and meet all their lifestyle needs <« who strongly/somewhat agree:
| prefer visiting shopping centres that | prefer visiting shopping centres that
have easy parking and great amenities m cater for all my life's needs
' ) ' 84% [ 80%
2 ) aicc 92% &A fp Qicc 89%
AUS 76% AUS 72%
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