Current significance of product categories - Top 10

INSTITUT FUR HANDELSFORSCHUNG "]

@ high market significance O medium market significance B low market significance
100%
90%
80%
70%
0 I
o 41,5% 47,5%
) 0, 0
500 49,8% 53,1% 57.6% -
40% - 47,2% 47,4% —
30% A —
20% A —
10% A
0% -
£ 5 8 2 2 g ; : 2 g
: ° ’ s 5: 8 :
z : S § E g 2 i
> E =} <
o = o 2 °
3 = 3 5
5 S 2 5
|_
n <=482

Institut fir Handelsforschung GmbH | February 2010 1



Future significance of product categories - Top 10
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