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CASE STUDY
South, East & West African Malls
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MALL SOUTH - Surrounding Shopping Centres
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MALL SOUTH - Proprietary, Granular AfricaEye Dwellings
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Example of Mall Footprint GEO-Fence

= Shoppers mapped to place of residence,
' then MATCHED with our granular

' household income data.
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MALL SOUTH - Evening Locations
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MALL SOUTH - Nextgen catchment
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Household Income Comparison - AfricaEye Dwelling Data

/ Mall South \ Mall East / Mall West \

Dwellings : Distribution Dwellings Distribution Dwellings Distribution
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Movement Data - Comparisons

Gcome Range

Middle Low - 10%

Low 2%
Type Dwelling
House
Cluster 19%
Plot V
Flat 3%
Shack 1%

Drive Distance Range

20+ 18%
15-20 9%
10-15 12%
5-10

0-5 26%

Mall South

36%

Income Range

Mall East

Low 17%
Type Dwelling
House 53%
Flat 31%
Shack 11%
Cluster 4%

Drive Distance Range

20+ 1%
15-20 5%
10-15 16%
5-10 37%

0-5 40%

Gcome Range

Mall West

Low 8%

Type Dwelling

House 54%
Flat 34%
Shack 8%

Cluster 4%

Drive Distance Range

20+ 1%
15-20 3%
10-15 12%
5-10 33%
0-5 50%




Movement Data - Comparisons

- N\
/D;y of Week

.
Mall South\ Day of Week Mall East Ga" of Week Mall West

22% 18% Ll 17% 18%
19% . 15% 14% 3% 14%
14% 12% 1% 12% 11% 12%
12% 13%
11% 11% °
Mon Tue Wed Thu Fri Sat Sun Mon Tue Wed Thu Fri Sat Sun Mon Tue Wed Thu Fri Sat Sun
Dwell Time Dwell Time Dwell Time
3+ Hours 7% 3+ Hours 11% 3+ Hours 7%
2 - 3 Hours 31% 45 2 -3 Hours 30% 50 2 - 3 Hours 23% 42
1 Hour 23% Average 1 Hour 18% Average 1 Hour 21% Average
30 Minutes 19% Dwell Time 30 Minutes 15% Dwell Time 30 Minutes 2s% | Dwell Time
(min) (min) (min)
15 Minutes 20% 15 Minutes 26% 15 Minutes 24%
Average Visits per Month per Distance Band Average Visits per Month per Distance Band Average Visits per Month per Distance Band
20+ 1.5 20+ 1.3 20+ 1.0
15-20 21 15-20 2.2 15-20 1.3
10-15 2.0 10-15 1.6 10-15 1.6
5-10 2.3 5-10 1.9 5-10 1.7




INSIGHTS OUTPUT

broll

Income, movement & behaviour insights to optimise leasing and marketing across Africa.

Matching our granular
household income data
with ping data, we can
gain a much better
understanding of the

market supporting a mall.

Nextgen catchment
' delineation.

Income demographics
coupled with spending
benchmarks = market sizing

By analysing the movement
of customers, along with
theirincome — we are able
to see visitation patterns of
different income groups
visiting the mall:
- Travel distance of shoppers
. - Dwell time at mall

9. 1)

Ultimately advising your marketing,

leasing and asset management
strategies, OPTIMISING YOUR ASSET
AND PAN-AFRICAN PORTFOLIO
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