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IN THIS ISSUE: Shopping Habits

In our paper “Demographics Impact Retail Property Investment and Management,” we looked at the various
demographic strata and explored their shopping habits. In this paper, we delve further into the shopping habits of
Millennials, that cohort generally viewed as ranging in age from 15 — 33. We find that while there are indeed many
differences from how their parents (the Baby Boomers) shop, there are also surprising similarities.

° Millennials love to shop

° Nearly 80% buy in store after researching online
° Prefer to shop “local”

° Favor “responsible” retailers

° Spend on quality, even if that means buying less
° The experience is a major driver

o Pets rule

° The ultimate experience - travel

Who are the Millennials? Millennials are often also referred to as “Gen Y.” Most frequently, this group is considered

to be the children of the Baby Boomers. They were born between 1982 and 2000." Millennials are 80 million? strong
slightly larger than the 76 million Baby Boomers.® According to the General Foundation* of the US Chamber of
Commerce, only 60% identify as non-Hispanic Caucasian. Some estimates are as low as 57% compared to the 1980
census when 79.6% of the population identified as non-Hispanic White.®
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Millennials currently make up 25% of the workforce and are estimated to increase to 46% by 2020 and 75% by
2025.8 Estimates of Millennial purchasing power range widely between $125 Billion and $890 Billion. This huge
discrepancy is largely due to the inconsistent views of direct spending versus indirect spending, mostly done by
their parents for their children’s benefit. This spend is projected to grow to $1.4 trillion by 2020.7

Employment levels differ among Millennials more than other cohorts (dependent upon multiple factors). College

educated Millennials show high employment levels, with average earnings of $34,500 offset by average student
loan loads of $30,000.8 Non-college educated Millennials experience much higher unemployment levels than for
the college grads.

85% of Millennials indicate that they either “love to shop” or “enjoy” shopping.® Shopping is seen as a form of
entertainment and is often done as a group activity. Social networks drive shopping activity whether through ratings
from their peers, Facebook posts, Twitter coupons and the like. This is especially prevalent among Millennial
Moms ® who put great weight in what other Moms say as they seek the best for their children.

The Millennial group has the highest affinity for shopping “local” ' of all age cohorts. 50% of Millennials indicate
that they would drive less if other options were readily available.'? Therefore there is a strong desire to support

the retailers in the community and those easily accessed by public transportation. This phenomenon leads

many Millennials to want to live, work and/or shop in transit oriented multi-use developments. The growth of car
share options such as Zipcar and ride share services such as Uber provide transportation options when public
transportation is not available. Costco and Zipcar recently teamed up to provide prepaid Zipcar cards at a 20%
discount to regular pricing (furthering Costco’s reach to those without cars). Zipcar has cars available at several
NYC area Costco locations to make shopping easier for those without their own cars. This combination has proven
effective marketing for both Costco and Zipcar.

Millennials show a strong propensity to shop at socially responsible retailers, such as Tom’s Shoes, Warby Parker
and Whole Foods.™ These retailers provide guidance as to ways to attract the Millennial shopper, with one
important example being to give back to the community (which may be defined very broadly).

Millennials grew up with the internet and their mobile devices. They use the internet to become a wiser consumer.
77.1% say they research online before buying in stores,'* significantly greater than the 60.5% of all consumers that
research online first. 58% of Millennials indicate that they often “showroom” i.e. browse in the store and then buy
online.”™ A majority indicated that they use their mobile devices to research and compare products while in a store.
Ironically, only 25% of Millennials say they seek the best deal online '® as compared to 33% of all adults. This seems
to further support the idea of the internet being a place to research and stores, particularly local, being a place to
buy. 92% of Millennials are influenced by availability ' of an item and prefer not to wait for an item to be delivered or
to come into the store.

A vast majority, 89%, say that the economy is impacting their spending. Nevertheless they are prepared to splurge
for what they deem special, whether a special meal, electronic gadget or sporting event.'® Food is not just for
sustenance, it is part of a lifestyle. Nearly half of Millennials describe themselves as “foodies”.'® Food is part of their
personal story; they share their experiences on Instagram, Twitter and other forms of social media. Trying new
places is part of the experience. Millennials spend more on alcohol than others and are second only to Gen X
on their coffee spend.?®

Grocery shopping patterns seem to be quite different among Millennials than other cohorts. They tend to prefer

healthier foods, fresh produce and fresh prepared foods and are much less likely to purchase frozen items.?" They
tend to shop for one or two days rather than the full week, although they acknowledge loving to stock up at Costco.
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They are willing to shop at multiple stores for their food rather than at one store, such as a supermarket. > Food
is seen as a form of entertainment,?® regardless of whether this means going out to eat or cooking in. Millennials
were estimated to have spent $438 billion eating out in 2013,%* a 6% increase over 2012.

Apparel tends to be a big spending item for many Millennials. They would prefer to buy less of what they really like
that costs more than to spend less on each item but get more things. Natural fabrics, cotton and wool, are more
popular than synthetics. Clothing that won’t go out of style is more popular than trendy clothes.?® Discounts stores
are far less appealing to them than to their parents. The retailer who understands their style will become their “go
to” store. 80% of the group indicated that they prefer to shop in the store for clothing rather than online.?®

Pets and pet supplies are a fast growing category for the Millennials. Pets are replacements for children often times
for the Millennials who are delaying starting a family.?” Designer dogs and rescued animals are the fastest growing
types of pets. The Millennial pet owner is spending money on items for their pets that are important to them. The
“foodie” tends to purchase gourmet pet food. The gluten free Millennial favors gluten free dog food. Pet clothing
and costumes are big sellers to the young pet owner.?

A growing budget item for the Millennial is travel. The Millennial that is traveling is spending more per day than
other age groups. Travel is more exotic than their parents tended to be. This translates to significant spending
on the travel itself as well as travel supplies including luggage, clothing and other accessories. This has led to
an increasing number of travel agencies, luggage stores and other retailers in the city neighborhoods where the
traveling Millennial lives.®

Malls should not be written off. They are gaining favor with Millennials. In past years, Millennials indicated that they
preferred to avoid malls; but Christmas 2014 demonstrated a great acceptance of malls for a number of reasons.
Malls allow the shopper to take their purchases with them thereby avoiding the UPS and FedEx issues of Christmas
2013. Many malls offer gift wrap services, a time saver. Christmas 2015 sales increased by 7.5% according to
Master Card. Online retailers are opening brick and mortar stores, often in malls. Retailers opening stores in malls
include: Athleta, Piperlime, BaubleBar, Rent the Runway, Boston Proper, Bonobos, Warby Parker, Birchbox, Just
Fab and Frank & Oak. These factors combine to raise Millennials acceptance of their parents’ mall.

The Millennial cohort will continue to increase in importance to retailers. Both the retailers and the shopping center
owner must seek to attract this group and make their offerings appealing to the age group. Their immense buying
power makes them too big to ignore.
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About The Inland Real Estate Group
of Companies, Inc.

Inland Institutional Capital Partners Corporation (“ICAP”) is part of Inland.*® Headquartered in Oak Brook, lllinois,
Inland is one of the largest commercial real estate companies in the nation, representing more than 40 years of
expertise and integrity in the industry. Inland is a fully integrated group of companies that is engaged in multiple
facets of the real estate industry including property management, leasing, marketing, brokerage, acquisition,
disposition, development, redevelopment, renovation, construction, finance, and sponsorship of investment
products. Inland affiliates and related parties cumulatively have more than 1,400 employees, own property totaling
over 63.8 million square feet located in 49 states,®" and manage assets of approximately $16.1 billion.®

For over 40 years, Inland’s primary mission has been to serve its investors. This long tradition of investor focus is
manifest in a corporate infrastructure that emphasizes dedication and service to Inland’s individual and institutional
investors. Its commitment to investor satisfaction is one of the key reasons why Inland has been successful in
creating hundreds of real estate ventures and REITs over many decades. As of June 30, 2014, Inland had raised
more than $20 billion in capital from investment securities sales.

Since 2005, ICAP has facilitated the completion of over $5.0 billion of institutional investment vehicles (gross asset
value) for Inland, including numerous closed-end funds and joint ventures with domestic and international pension
funds. Institutional investors have included several of the world’s largest pension funds and other private domestic
and international institutions, including a joint venture with a foreign publicly traded real estate investment trust.
ICAP believes that Inland’s extensive experience with regulatory compliance and governance standards in the
public company sector has facilitated its attractiveness to institutional investors.
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This paper (the “Paper”) does not constitute an offer to sell or a solicitation of an offer to purchase any security. Any such offer or solicitation shall be made only pursuant to a confi-
dential private placement memorandum (as amended or supplemented from time to time, the “Memorandum”) of Inland Retail Property Fund, LP (the “Fund”), which describes risks
related to an investment in the Fund as well as other important information about the Fund and its sponsor. Offers and sales of interests in the Fund will not be registered under the
laws of any jurisdiction and will be made solely to qualified investors under all applicable laws. The information set forth herein does not purport to be complete and is subject to
change. This Paper is qualified in its entirety by all of the information set forth in the Memorandum, including without limitation all cautionary statements set forth in the front of the
Memorandum and the “Certain Investment Considerations and Risk Factors” and “Certain Conflicts of Interest” sections of the Memorandum. The Memorandum and the partnership
agreement and subscription documents of the Fund must be read carefully in their entirety prior to investing in the Fund. This Paper does not constitute a part of the Memorandum.

The information contained herein may not be reproduced, used or disclosed, in whole or in part, without the prior written consent of an officer of Inland Institutional Capital Partners
Corporation (“ICAP”).

ICAP is an SEC registered investment adviser. This registration does not imply a specific level of expertise, skill or training. This registration does not imply a recommendation by the
United States Securities and Exchange Commission or by any state securities authority.

Past or projected performance is not necessarily indicative of future results. There can be no assurance that any direct or indirect investment in retail real estate will achieve comparable
results, that targeted returns, diversification or asset allocations will be met. Actual returns on unrealized investments will depend on, among other factors, future operating results, the
value of the assets and market conditions at the time of disposition, legal and contractual restrictions on transfer that may limit liquidity, any related transaction costs and the timing
and manner of sale, all of which may differ from the assumptions and circumstances on which the valuations used in the prior performance data contained herein are based. Accord-
ingly, actual returns may differ materially from the returns indicated herein.

Statements contained in this Paper that are not historical facts are based on current expectations, estimates, projections, opinions and beliefs of ICAP. Such statements involve known
and unknown risks, uncertainties and other factors, and undue reliance should not be placed thereon. Additionally, this Paper contains “forward-looking statements.” Actual events
or results or the actual performance of direct or indirect investments in retail real estate may differ materially from those reflected or contemplated in such forward-looking statements.

Certain economic and market information contained herein has been obtained from published sources prepared by third parties and in certain cases has not been updated through
the date hereof. Neither ICAP nor any other entity that is part of Inland nor any of their respective employees or agents assume any responsibility for the accuracy or completeness
of such information.

Various clients and transactions are referenced on this Paper. It is not known whether the various clients or parties to the transactions approve or disapprove of ICAP or the advisory
services provide thereby.

Inland has not made any representation or warranty, express or implied, with respect to the fairness, correctness, accuracy, reasonableness or completeness of any of the informa-
tion contained herein (including but not limited to information obtained from third parties), and Inland expressly disclaim any responsibility or liability therefor. Inland does not have any
responsibility to update or correct any of the information provided in this Paper.

The companies depicted herein may have proprietary interests in their respective trademarks and trade names. Nothing herein shall be considered an endorsement, authorization or
approval of the Fund by the aforementioned companies. Further, the aforementioned companies are not affiliated with the Fund in any manner.

The Inland name and logo are registered trademarks being used under license.
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