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ANALYTICS Sources

The data presented has been sourced from the Kepler Retail Index (KRI).
This is a like for like basket of ~1800 stores across Australia and New Zealand.

Data is aggregated to show broad trends and “share of consumer wallet”
behaviours, and any geographic and date ranges are stipulated on slides.

For any further info re the KRI, or more granular breakdowns and analysis,
please contact us info@kepleranalytics.com

KRl is available to Kepler clients and non-Kepler clients alike, on a subscription basis.



~EPLER
ANALYTICS

Key Highlights

2022 Dec Sales grew vs 2021 and are well above pre-pandemic levels.
However Sales S Targets grew faster than actual sales.

ATV in December 2022 is below 2021 - showing signs of decline which may
trend forward. ATV increases had underpinned strong sales growth through
early 2022.

Sales Conversion is at the highest levels recorded since 2018. There is
significantly less traffic both Outside and Inside stores for retailers to work
with however. Whilst the Transaction volume for December 2022 was above
2021, it remains well below pre-pandemic levels due to the steep declines in
Traffic.



% comparison
2221

B 22v19

Sales S
remained strong

Sales grew —
Targets grew faster

-12.0

Sales (9) Sales Target Transactions Average
Transaction Value

ATV decline, saw transaction volume increase offset. Strong targets were
missed this year, despite Sales S growth

Kepler Retail Index Stores — Dec 1 to Dec 31 per year



Traffic remains
very low, both
Outside and

Inside stores

But greater proportion
entered stores

% comparison

2221
B 22vi19

Shopfront Sales Conversion
Conversion

Continued declines in Outside Traffic is the key reason behind
transaction growth being slow. Shopfront Conversion growth
(for the first time in many months!) Sales Conversion continues to

underpin retail success.

Kepler Retail Index Stores — Dec 1 to Dec 31 per year



Consumers pulling forward their shopping before Boxing Day

23-30 Nov 01-08 Dec 09-16 Dec 17-24 Dec 26-31 Dec

18.6% 16.3% 18.5% 28.2% 18.4%

19.0% 15.3% 19.6% 16.3% I

19.7% 15.1% 20.7% 29.8% 14.8% I

19.7% 15.4% 19.9% 29.1% 15.9%

Black Dec
Friday week week1

|

Boxing Day now takes 2.5% less sales of the combined Black Friday — Boxing Days sales compared to 2019
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Key Highlights

2022 showed Sales S growth with record breaking results across a suite of
retail metrics. Footwear & Apparel leading the way.

Long lasting impacts from VIC's COVID lockdowns still evident with
state dropping further in Q4 vs 2019 - comparative to the rest of the states

ATV beginning to decline YOY. Future impacts with more retailer price
increases expected combined with local currency expected to fall below 65c¢ —
Retailers face challenging 2023 Sales targets and see profit margins squeezed

Outside traffic declines will not likely recover — and the value of every
customer in store is now worth double that pre-pandemic.




2022

year of breaking records

and first comparison year since COVID

Sales record year in

sales proving brick-and-
mortar retail is here to
stay

Sales

Conversion:tits

highest annual rate.
Continued high sales
conversion will be key
for Retail to counteract
reduced traffic

: Sales (§m)

Record Sales year

Sales Conversion % = Transactions / Inside

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

/22

Record year 1

\20
——_____’\/\_/\19

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Average Visitor

Value December recorded

highest AVV proving value of
Inside traffic and the change in
the consumer purchasing
behaviour

Sales Per Outside
Traffic pecember

recorded highest rate even
with Outside Traffic down
30%. Browsers have gone,
spend propensity in centres is
high with Retailers now doing
heavy lifting to support drive
sales

Strike Rate

(Time) December

recorded lowest rate with staff
productivity still high relative
to the time consumers are
spending in store. Key
measure to ensure Retailers
are balancing labour to sales

Average Visitor Value = Sales / Transactions

Upward shift
continues

| Sales per Outside Traffic = Sales / Outside

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

December
record

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Strike Rate (time efficiency) = Transactions / Dwell Time

20

——
|

December
record

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

K

Kepler Retail Index Stores



2022 Sales showed
strong growth

Record sales for all months of
the year with exception of Jan
& Oct where 2021 sales
outperformed.

Overall YOY growth coming
from NSW/VIC which were
partially COVID impacted
2020.

Note: CBD stores recovered
ground up 39% whilst Regional
slowed only up 8% after some
normalisation back to
Metro/Super Metro centres

Sales S Last 5 years
(Total AU N2)

Year-on-Year
Growth
Growth since
2018

— = = = =

2018 2019 2020 2021 2022

Retail Sales highest in 5yrs
and +10% vs pre-pandemic

Comparison shows Like For Like stores open — results do not exclude intermittent COVID closures

Australian Kepler Stores —Like for Like 5yrs



State based sales recovery since pre-pandemic
Long Iasting impacts VIC state comparison to AU and New Zealand

from VIC's COVID | change vs 2015
lockdowns still : 1
evident '

- | 13% 12%
y | 3 AUexclVIC @
C yet to recover pre- (Gap widening) |

pandemic Sale $ only +1.5%
% |
annually compared to other / Tt

22N\ 1 /1% 00\
states +12.9% : \v/ ”\_g% VIC only @

Underperformance in Outlets ] . 7%

as well as categories such .
as Homewares, Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Watches/Jewelry further weigh
VIC sales down

Significant growth in NZ VIC state underperformance widens against other states from Apr to Dec
in addition to 3 months VIC underperformed to 2019

Australian Kepler Stores —Jan 1 to Dec 31 2022 v 2019
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2023 Key Metric Forecasts

Trends we have spoken to before will become entrenched

* Centre traffic spread will remain significantly below pre-pandemic levels

* Retailers have to work harder to draw traffic into shopping precincts, let alone their stores
* The traffic that does remain is more valuable than ever before

New trends to be aware of

e Stores are trading fewer hours, with less traffic and delivering more sales

* Retail rents will remain contentious through 2023 as traffic patterns continue to change

* The shift of traffic & customer behaviours across days of week and hours of day is now
entrenched



Traffic levels are
iImproving...

...But there is a long way to go

There are also numerous
contributing factors
Mitigating losses may be
possible with fluid hours and
cooperation from landlords

Outside Traffic (Annual)

—7

2018 2019 2020 2021

@

Outside Traffic

2022

Inside Traffic (Annual)

2018

2019

2020

Inside Traffic

2021 2022

Increasing at end 2022
But well below pre pandemic

Slightly increasing at end 2022
But well below pre pandemic

Australian Kepler Stores —Like for Like 5yrs




Shopfront Conversion (Annual)

<D

Traffic is more _
p rEd iSpOSEd Shopfront Conversion

Less browsers in centres

The “browser” and

“spontaneous shopper” are 2018 2019 2020 2021 2022
gone.

Traffic is now more
predisposed to purchase

The transactive capacity
response to reduced levels of
lower quality traffic needs to
be managed.

Sales Conversion (Annual)

Sales Conversion Significantly flattening trend

2018 2019 2020 2021 2022

Australian Kepler Stores —Like for Like 5yrs



Traffic is far more
valuable

Attracting traffic into store will
yield strong returns

Cost of Acquisition in precinct
needs to be a focus for savvy
retailers

Sales per Outside (Annual)

Sales per Outside

2018 2019 2020 2021 2022

Average Visitor Value (Annual)

L

Average Visitor Value

2018

2019

2020

2021

2022

Shopfront Conversion
improvement will grow
sales

Every Inside Traffic worth
double what they were,
pre pandemic

Australian Kepler Stores —Like for Like 5yrs



Expectations for
stores will continue
to rise

Whilst traffic declines continue,
sales expectations and sales
delivered rise.

ATV continues to underpin store sales growth
2022 vs 2019 %comparison

+21.5%

-27.3% -27.2%

Daily Av Inside traffic Outside Traffic Transactions Sales $ Sales $ Average
Trading Hrs per hour per hour per hour per hour Targets Transaction
per store per hour Value

A reduction in Trading Hours is not impacting on Sales $
Efficiency is key to success

Australian Kepler Stores —Jan 1 to Dec 31 2022 v 2019
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Pay'ng more for mak,ng more Store State Sales Total Total Passer-by Floorspace Rent over Period 'I[')l:;jslng Rent Opportunity gepr:ntortunity " I;:Ir;ts% to g:r;;cee.el;y B savess a able

=3I spotlight
G o o Robina Queensland $718,947.36 675,647.00 57 0 $109,90245 348 $28,874.45 2630%  15.27% $0,1¢ 7 1! Setdecending
S al eés in an era Of pf' Ice rises Westpoint New South Wales $392,443.42 297,552.00 63 [$66,469.15 258 $24,665.86 36.02%  17.45% 02 e

. . Mount Druitt New South Wales $377,163.73 | 322,012.00 55 I$62,598.38 228 $15,765.78 25.19% 16.60% $0.19 $1,138.15

a nd ATV d "’ Ve rs’ a S trafflc Broadway Kiosk New South Wales ] $167,345.23 150,833.00 33 N $31,800.50 128 $7,990.34 25.13% 19.00% $0.21 $953.65
Penrith New South Wales $710,126.32 1,067,497.00 51 $104,14837 262 $6,635.90 6.37% 14.67% $0.10 $2,042.12

o o e Marion South Australia $707,662.74 1,108,620.00 64 ST01/485%62 352 $3,524.59 3.47% 14.34% $0.09 $1,585.71

I' Edu Ce S l S C O u n ter 'l n tu ' t’ Ve- Bayside Victoria $509,797.14 248,174.00 42 I $47,992.42 258 9.41% $0.19 $1,142.68
Belconnen Australian Capital Territory $58,495.42 74,342.00 60 l $7,284.87 31 12.45% $0.10 $121.41

Bundaberg Queensland $658,344.66 1,121,328.00 50 [$84)690.60 361 12.86% $0.08 $1,693.81

Cairns Queensland $81,517.85 346,331.00 ] 32 | $12,256.74 59 15.04% $0.04 $383.02

Carindale Queensland $794,386.47 569,239.00 42 [ $81,709.41 353 10.29% $0.14 $1,945.46

Charlestown New South Wales $693,400.54 297,034.00 50 [T$60,736.84 268 8.76% $0.20 $1,214.74

Charlestown Kiosk New South Wales $248,129.61 561,053.00 26 [ $38,419.89 13.52% $0.07 $1,477.69

Chermside Queensland $1,102,356.02 990,182.00 40 [$84,889.33 352 7.70% $0.09 $2,122.23

Doncaster Victoria $284,719.90 501,785.00 60 III$59,533.02 227 20.91% $0.12 $992.22

Eastland Victoria $670,294.97 1,030,852.00 ] 50 [s80 79.44 264 11.96% $0.08 $1,603.59

Elizabeth South Australia $78,127.24 228,050.00 pLE | $12,028.00 80 15.40% $0.05 $481.12

Erina New South Wales $123,231.55 359,532.00 25 1l $17,092.26 95 13.87% $0.05 $683.69

Fountain Gate Victoria $931,148.97 1,940.965.00 49 $110,087.44 265 11.82% $0.06 $2,246.68

K




Inside Traffic Hourly Outside Traffic Hourly
2022 vs 2019 %comparison 2022 vs 2019 %comparison

Changed Traffic
Flow

Mon Tue Wed Thu Fri Sat Sun

Traffic doesn’t follow the
same trends it used to.

Night trades have been hardest
hit.

Differences are more
pronounced in New Zealand

Resourcing and capabilities
need to match these new

il Traffic declines are lower earlier in the week, and earlier in the day.

This is a year of data — this change is staying.

K

Australian Kepler Stores —Jan 1 to Dec 31 2022 v 2019



2023 Sales & Metrics Forecasts
% change from Actuals 2022

: Moderate :

2023 Sales & Metric YoY growth;

. expected :

Forecasts +1.9%

+2% growth in Sales forecasted
for 2023 Year-on-Year

ERTN: Po-1.0%

Traff Ic into stores W’” Increase Outside Shopfront Inside Traffic Sales Transactions  Average : Total Sales $ Average
+2.9% although Sa[es Traffic Conversion% Conversion% Transaction = : Visitor Value

Value
Conversion and ATV which
previously underpinned COVID

recovery will not see growth Metrics Forecast 23 | Forecast 23

v 22 v19
Outside Traffic +0.9% (-29%) L . .
With price rises expectedfrom Shopfront Conversion% +2.0% (-13%) Shift in Metrics landscape is

Retailers - Shoppers [ike[y drop Inside Traffic +2.9% (-38%) clearly apparent - Retailers

overall volume demand or shift Sales Conversion% +0.1% +52% - having to work harder again

. . Transactions +3.0% (-6%) against minimal traffic
to lower value items in H2 &

Average Transaction Value (-1.1%) +19% growth and higher cost
Total Sales $ +1.9% +12% headwinds

Average Visitor Value (-1.0%) +82%

K




What do these
trends mean?

Defining the response will be
critical to ensuring sales
growth and cost management

Optimising rents will help manage costs and improve profitability

® Rent per passerby must enter the negotiation language with landlords

“Transactive capacity” must become a focus for efficiency seeking customers
e Customers will continue to demand more speed to transaction and will reward those business that do t
with higher value transactions.
* Engaging traffic with efficient, high value journeys will deliver quantifiable rewards
* Drive value increase though incremental purchase, impulse, spot promotions & valuable store pathways

Shop fronts will need to work harder than ever before

* Redoing what has been done before does not work.
* Doing new versions of what has been done before also does not work.
* Knowing what works, testing, researching and understanding impacts is critical to avoid costly mistakes

Expectations will continue to rise. Stores will struggle to deliver without support
e Efficiency, capacity and replenishment need to adapt to allow the growth to continue and return to
expectations
* This need not be staff increases, necessarily. Pathways, merchandise and navigation all have big roles.

Customers will change when they shop. Moving resources will grow sales

® Resource plans built based primarily on historical models need to adapt as traffic has changed.

¢ Not all centres, precincts and locations have moved equally. Adapting locally and by profile, will yield hig
results

74
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Closing Message from
David Mah
CEO, Kepler Analytics
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) Exportdata
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=1 Spotlight

Robina Queensland $718,947.36 675,647.00 57 | $109,90245 348 $28,874.45 2630%  1527% $0.1¢ “I: zzt::::;'n”:
Westpoint New South Wales $392,443.42 297,552.00 63 I$66,469.15 258 $24,665.86 36.02% 17.45% $0.2: Sort by

Mount Druitt New South Wales $377,163.73 | 322,012.00 55 I$62,598.38 228 $15,765.78 25.19% 16.60% $0.19 $1,138.15
Broadway Kiosk New South Wales ] $167,345.23 150,833.00 33 $31,800.50 128 $7,990.34 25.13% 19.00% $0.21 $953.65
Penrith New South Wales $710,126.32 1,067,497.00 51 $104,14837 262 $6,635.90 6.37% 14.67% $0.10 $2,042.12
Marion South Australia $707,662.74 1,108,620.00 64 ST01/485%62 352 $3,524.59 3.47% 14.34% $0.09 $1,585.71
Bayside Victoria $509,797.14 248,174.00 42 I $47,992.42 258 9.41% $0.19 $1,142.68
Belconnen Australian Capital Territory $58,495.42 74,342.00 60 l $7,284.87 31 12.45% $0.10 $121.41
Bundaberg Queensland $658,344.66 1,121,328.00 50 [$84)690.60 361 12.86% $0.08 $1,693.81
Cairns Queensland $81,517.85 346,331.00 ] 32 | $12,256.74 59 15.04% $0.04 $383.02
Carindale Queensland $794,386.47 569,239.00 42 [ $81,709.41 353 10.29% $0.14 $1,945.46
Charlestown New South Wales $693,400.54 297,034.00 50 [T$60,736.84 268 8.76% $0.20 $1,214.74
Charlestown Kiosk New South Wales $248,129.61 561,053.00 26 [ $38,419.89 13.52% $0.07 $1,477.69
Chermside Queensland $1,102,356.02 990,182.00 40 [$84,889.33 352 7.70% $0.09 $2,122.23
Doncaster Victoria $284,719.90 501,785.00 60 [$59,533.02 227 20.91% $0.12 $992.22
Eastland Victoria $670,294.97 1,030,852.00 ] 50 [s80 79.44 264 11.96% $0.08 $1,603.59
Elizabeth South Australia $78,127.24 228,050.00 pLE | $12,028.00 80 15.40% $0.05 $481.12
Erina New South Wales $123,231.55 359,532.00 25 1l $17,092.26 95 13.87% $0.05 $683.69
Fountain Gate Victoria $931,148.97 1,940.965.00 49 $110,087.44 265 11.82% $0.06 $2,246.68

K

Store State Sales Total Total Passer-by Floorspace Rent over Period Trading  Rent Opportunity Rent Rent % to Rent per
Days Opportunity % Sales Passer-by
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Favouites v  Measures v  PemithPhza v | RetailWeeky v | 24:0ct-FY2023 to31-0ct-FY2023

Action Log B resronses

243 00:45 ACTIVE

[ DASHBOARDS RESPONSES AVG TIME TO COMPLETE STATUS

Store Name

B&L MAROOCHYDORE R B&L PENRITH PLAZA

[ ]
BAL KARINGAL HUB [ ] B&L MUNNO PARA
n W I n W BAL BUSSELTON BAL CLIFFORD GARDENS.
BAL CASUARINA BA&L RUNAWAY BAY

BAL EARLVILLE BA&LLOGAN
BA&L HIGHPOINT

Suggested Actions Dollar Value of Actions Dollar Value of Actions

-
-
L]
[ ] [ ]
Presented to Stores
@ v 132 ” Sales Conversion Action01  $104672

@ N 72 ATV $13.906
Traffic $92.348

Units Per Transaction i $17,329

$8,652

Actions taken from the list of suggestions on the report ANALYTIES ONE THING THAT MATTERS Foouites = | Measures = PewithPozs = | RewilWeeky = | 26-06tFY2023 to 31-OctFY2023
Latest Responses

.
138 iy
%

C
Logout )

RESPONSES One Thing That Matters

Zone Summary.
“This is how this zone compares resulfs yesterday vs the last month

[0 DASHBOARDS For day of 14-Nov-2022
Your Opportunity is worth Share ofinside traffc 204% 2173% 593%

$462 on .

scr saas% 2113%

Key Metrics Vesterday Last & weeks % Variance

EPLER O

nits 2136% 921%
ANALYTICS ONE THING THAT MATTERS

which is 2.43% of total Store sales
Favourtes ~  Measures v | PemithPlaza v RetailWeekly <~  24-Oct-FY2023 to 31-Oct-FY2023 To achieve this, you need to: Avg. Unit price %810 162%

Increase Units Sold

Baby Newborn J——

o Imprave prominence of NOOSS ines
@ Replensh size and colours o stock,starting with
NOOSS fnes
Store Name ©  BSLPENRITHPLAZA

Date of response B3 0571012022

Actions we suggest are:

Action Log > questions

[ DASHBOARDS

Time of response 05:20PM

Suggested Actions EditForm

DidItake Action? = Yes.

Actions taken on: ence of NOOSS lines

Please add details

Lorem ipsum dolor sit amet, con: piscing el mpor incididunt ut

magnaaliqua i i ut aliqui
consequat. Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat nula pariatur.
Excepteur sint occaecat cupidatat non proident, sunt in culpa qui officia deserunt molit anim id est laborum.

Did you do anything in addition to the suggested steps which may be helpful to increase sales?

Lorem ipsum dolor sit amet, consectetur adipiscing elit,sed do eiusmod tempor incididunt ut labore et dolore:
magna aliqua. Ut enim ad minim veniam, qui t ali

consequat. Duis aute iure dolor p fugiat nulla pariatur.
Excepteur sint occaecat cupidatat non proident, sunt n culpa qui oficia deserunt molit anim id est laborum.

S

LogOut




Maximising full
store efficiency

RESULTS

METRIC COMPARISON

OVERVIEW & KEY INSIG...

HOURS OF WEEK VIEW

WITHOUT POS

Overview & Key Insights

'WEEK COMMENCING 02 JAN, 2023

RESULTS

Metric Comparison

METRIC COMPARISON

OVERVIEW

S KEYINSIG..

& | sesien @ sstnminpn

HOURS OF WEEK VIEW

WITHOUT POS

FIRST VISITATION COMPARISON

o1
00 -.
20622 20522 202 2602 V0K WO

20622 VO MO QB2 W22 Okha2

@ Xchnge @ Cument © Compuitve

SCR COMPARISON

o1
2062 2022 280 WD V0N WOCR

29022 V02 U022 2902 012 Odsn22

® Kchnge @ Curent ® Compurithe

UNITS COMPARISON

2002 80N WOKR WO VO BOCR
20062 V02 MO (2902 M2 Ohha2

Week Suting

02 Janury 2023

HIGHEST SCRON HIGHESTATV ON

MONDAY *

53159 9.53% Higher
than eriod verage of

MONDAY *

103% Higher
than perod aveage of
LY

4074%

* *

HIGHEST # OF UNITS
SOLDON

WEDNESDAY #

418 585K igher

aapeiodawedt  40.05%
3

LOWESTSCRON

TUESDAY .

-066% Wigher
than pecod veage of
P

*
& SemeDay |

& SemeDay | & SomeDay |
s ’

WEEK COMMENCING 26 DEC, 2022

L4

& SomeDay |
D

LOWESTATVON LOWEST # OF UNITS.

SOLDON

MONDAY *

327% Higher
than perod aveage o
295

MONDAY L3

7.53% Haer

$2667  taapeiodmeasmet 382
5

HIGHEST SCRON HIGHESTATVON

MONDAY *

4713%

MONDAY *

4206 Wee 3505

than oo aveage of thanpeiod sversge of

4523 128

1216% Higher

HIGHEST # OF UNITS
SOLDON

WEDNESDAY

as2 1272% Wgher

anperodawrget  4206%
o

LOWESTSCRON

TUESDAY 1

7.02% Wigher

as23%

LOWESTATVON LOWEST # OF UNITS

SOLDON

WEDNESDAY #  WEDNESDAY #

897 Meper 997% Wigher
Danpeiodawrgest 361 1han peviod aveage o

128 o1

2844

‘OVERALL OPPORTUNITY VALUE

$2,374

52.49% of Overall Value

OVERALL VALUE IN ZONE
Zone

B&L BLACKTOWN Lingerie

B&L BLACKTOWN Boys 7-16

B&L BLACKTOWN Regular Womens

Opportunity Value
Value: $280
Value: $276.73

Value: $24765 [l

% of Total Zone Sales Primary Metric to Change
181% Increase Soles Conversion
1161% Increase Traffic

1043% Increase ATV

&~

FIRST VISITATION

29.11%

va. 24.3% Comparative Period

SCR

26.53% +

va. 27.2% Comparative Period

w202 gy ovoun B 2212 B

B&L PENRITH PLAZA

Yy =
« N
-

28/12/202 63

UNITS

14,4

va. 20,297 €

RESULTS

METRIC COMPARISON

HOURS OF WEEK VIEW

WITHOUT POS

OVERVIEW & KEY INSIG..

Results

& | sensten

TOTAL SALES

$113,504

$173,716

Actual  ($8,792) %Variance  -39.10%

TRANSACTIONS PER DWELL HOUR

1.76 4

va. 1.83 Comparative Period

AW

$5.05 »

va. $5.18
Comparative Period

ATV

$7.15

va.$7.45
Comparative Period

Actual 0 Actual 0

@ esreinrn

TRANSACTIONS

5,964

va. 9,117 Comparative Period

Actual  -3,153 %Variance

SALES PER DWELL HOUR

$33.00

va. $34.00 Comparative Period

INSIDE

22,480+

va. 33,561
Comparative Period

va. 155

Actual 11081 %Var Actual 0

29122022 3 04012023 3

B&L PENRITH PLAZA

-35%

DWELLTIME

1.26

Comparative Period

2nzon

Rse—

28/12/2022 63




Going Mobile = c QP .. @
Y] Blue Book

ed Actions iotation Completions
November 2022 store take Action?  Yes
reekly, monthly)

Thu Fri Sat Sun Friday

25 26 27 25 Nov

SCR Actions

Today Weekly Monthly Annually

Sales Share of S L S Add a Note
Conversion Transactions
[

@ Complete
@ Incomplete

lar Store Actions
the ijon?
e store take Action?  Yes ATV Actions

ipsum dolor sit amet, consectetur adipiscing
2d do eiusmod tempor incididunt ut labore et
e magna aliqua. Ut enim ad minim veniam, quis

Avg, Transaction
Value
. = @ Complete
@ Incomplete

== 4
$43.99 ‘ ad minim veniam, quis nostrud

Target” - ullamco laboris nisi ut aliquip ex ea
A\

F?

Add a Note

B

Black Friday




Going Mobile




~EPLER
ANALYTICS

Get In Touch

kepleranalytics.com

+61 1800 300 892 (AU)
+1 (954) 846 7011 (US)
+44 (0) 1525 280105 (UK)

info@kepleranalytics.com

L1, 551 King Street
West Melbourne VIC 3003, Australia

Any entry into store is a gift.

— Retail Director 120+ store chain, Kepler Client
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