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Background

The Global PV InstallerMonitor 2020/2021©

The year 2020 was largely shaped by the global COVID-19 pandemic and the associated lockdown
restrictions. Economic growth has been curbed or declined significantly in many countries. The development
of the photovoltaic market was also influenced by these circumstances. There was a great deal of uncertainty
as to how the production and export opportunities of the Asian production facilities would develop. In
order to again stimulate the economy, there were calls to focus more on long-term, climate-friendly
economic stimuli (“green recovery”). How successful these measures will be remains to be seen in the future.

A mere consideration of the provisional PV additions for 2020, however, gives reason for optimism. In most
countries, the growth remained stable or grew compared to 2019. Good news is also coming from Eastern
Europe; here the installation figures are picking up speed. In Poland, auctions for ground-mounted PV
systems and an attractive self-consumption model have led to a fertile market environment. For this reason,
this year EUPD Research decided to include a PV InstallerMonitor country report for Poland.

‘/ The 13t edition of the Global PV InstallerMonitor© provides comprehensive insights into different PV
and storage markets. You are flexible in choosing the countries that are of interest to you.

Many evaluations are displayed on a brand level. Compare your position with those of your competitors
and find out where and how to improve.

The information provided in the Global PV InstallerMonitor 2020/2021© will assist you in order to adapt
your business strategies and your PV product portfolio.
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Background

The PV Installer as Gatekeeper

PV end customers surveyed by EUPD Research often state, that the recommendation of the installer is the
main reason to choose a certain brand. For manufacturers, it is therefore of high importance to be well
positioned in terms of brand awareness among the installers.

Once having reached a wide distribution in the installers’ portfolios, it counts to assure one's position by
maintaining a high level of satisfaction. This is expressed, for example, by a high rate of recommendation,
which again leads to a broader brand awareness.

Understanding the PV installers, their attitudes and needs, is of crucial importance for your successful PV
business. Installers are directly connected to the customers and know the current market trends. The Global
PV InstallerMonitor 2020/2021© sheds light on aspects such as procurement, brand buying behavior and
satisfaction for wholesalers, modules and storage. Many evaluations are made on a brand level.

Source: EuPD Research 2017

Top 3 reasons for German end customers to choose a certain module brand

Guarantee 13% 4%
Recommendation ‘
. 7%
by installer ‘
Quality seal 9%
Very important Not important at all

m No response h=560




Research Design | Target Countries

The Global PV InstallerMonitor 2020/2021© results can be chosen from the markets with a high sales potential.
For this year’s edition you can select from the following countries:

|
—

I I Belgium
l I France

I .
& Spain
I

Netherlands

ﬂ Australia
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Research Design | Target Countries

The Global PV InstallerMonitor 2020/2021© results can be chosen from the following country markets:

Targeted number

Sellnids) of interviews*
gl Australia n=200
o Austria & Switzerland n=135
B Belgium n=100
u France n=100
! Germany n=250
BB taly n=100
= Netherlands n=100
mm Poland n=100
z Spain n=100

* The target markets differ with regard to market maturity and installer’s
landscape and therefore the number of interviews cannot be guaranteed.




Research Design | Research Process & Methods

Methodology

* The study is based on an empirical survey (primary research). The survey employs a quantitative telephone
questionnaire (CATI) carried out by multilingual interviewers. The results of the study are analyzed
anonymously in line with the requirements of modern market research.

» Also, secondary research will be involved in the analysis: Through desk research and the use of internally
available data, the information provided by the installers is enriched with figures about market development.

1. Preparation 2. Data Collection 3. Analysis and Evaluation 4. Presentation

= Quality check

= CATI-survey in target = Evaluation of data
= Data management countries according to specific = Publishing Date: from
= Questionnaire preparation = Field Phase: October - segments February 2021 as Report
December 2020 * Interpretation of the (PDF)

results and compilation of
the Executive

Target Group and Sample

* The target group is made up of installation companies who install PV systems. This group can include pure
solar installers, HVAC installation companies, electricians or roofers.

* The selection of the sample is drawn from EUPD Research’s extensive address database of PV installers. This
database is constantly refreshed and updated. As only a limited number of big project developers exist and
they might not participate in the survey, the residential segment might be over-, the large scale segment

underrepresented in the sample.
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Content | Overview

As in previous years, the EUPD Research Global PV InstallerMonitor 2020/2021© emphasizes the topics of
brand and procurement management. In order to allow a year-over-year comparison of the results, the basic
structures of the proven approach remain the same.

The structure of the EUPD Research Global PV InstallerMonitor 2020/2021© will be as follows:

Executive Summary

General Introduction

A. Market Data: basic PV market information for the country market

B. Sample Description: description of surveyed installers and head groups

C. Electric Mobility: activity of the installers in the field of electric mobility is examined

D. Procurement Management: procurement channels for modules and inverters, positioning of wholesalers
E. Market Penetration: distribution width and depth of module and inverter manufacturers

F. Brand Management: unaided brand awareness of module and inverter brands

G. Satisfaction Analysis: Net Promoter score for wholesaler, module and inverter manufacturers

H. Storage Solutions: procurement, market penetration, brand management, satisfaction, services
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Content | Overview

: . See sample
*
Main topics slide

Key data on PV markets : cumulated and installed capacity, segments, main funding schemes s. 10
Characteristics of installers (e.g. type and size of companies, focus on technologies, years in PV) s. 11
Procurement channels for modules, inverters and storage s. 12
Type of wholesalers modules are bought from; detailed market map s. 12
Unaided brand awareness for modules, inverters and storage manufacturers s. 13
Importance of features when buying a module, inverter or storage brand s. 13
Module, inverter and storage brands in portfolio; share of brands in portfolio s. 14
Net Promoter Score for wholesalers, module, inverter and storage brands s. 15
Satisfaction with detailed items for module, inverter and storage brands s. 15
Overall satisfaction with module, inverter and storage brands s. 15
Avoided module and storage brands s. 16
Share of installers offering storage; reasons for not offering storage s. 17

More detailed information about the storage market (e.g. primarily installed sizes, new
installations vs. retrofits, detailed satisfaction analysis) =

*The mentioned topics are displayed if the number of respondents (n) is sufficient.




Content Sample Slides




Sample Slides of the Study — Market Data

Key data on PV market

* Cumulated and installed capacity, relevant segments are displayed.

* Main funding schemes are briefly outlined.

Market insights

Solar PV
Newly installed capacity

MNewly installed PY capacity 2016-2019
5000

Saurce: EUPD Resesroh: German Federal Netwark Agency

4500

wResidential - = Commercial = Industrial

3944

4000
3500

3000

Iy

2500
2000

1500

1000
500

EUPD

Market insights

Solar PV — Funding schemes
\‘\ Netherlands

§ Feedin Tariff § Net-metering

+SDE+scheme grants a premium Segmentapplication? +For small producers
on top ofthe market price

+The exact level of support
+The sum of the premium is .

depends on the amount of
variable and depends on the electricity fed-inthe grid and the
annual electricity market price

client's electricity consumption.
developmentand is adjusted by a

correctionvalue *From 2023, the compensation

scheme will be phased out
gradually until 2031.

+Paid for a period of up to 15 years

[ Research |

30
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Sample Slides of the Study — Sample Description

Analysis of the characteristics of installers

* The surveyed installers are described according to their type of business, their installed PV capacity etc.

* The activity of the installers in the field of electric mobility is examined.

Samile | Frocurine

Sample description

Fooss country- Gemmany

About 42 percent of the surveyed companies consist of electrical installers. Half of
the installed capacity in 2017 has been installed through solar installers, who
installed over 500 kWpin 2017.
Source: EUPD Research 2018
Sample description | Trade | Germany

Mumber of compan es

Installed capacity 2017

wSolar Installers = SOOKWp
mElactrical Installars
Others

Solar Installers <500 kWp
= General Installers (roofing, HVAC)

Sample description

Especially low volume installers focus on residential installations. Compared to
2016, this segment plays a bigger role — also for high volume installers.

Source: EuPD Research 2018

sample desaription | Segmental focus | Italy
High Volume Installers = o= -
{mere than 500 KWp) 7% I
Madum Volume
Installers {101 - 500 kvp)
Lows Volume Installers
{up To 100 kWp)

0% 10% 0% 30% 40% S0% 0% 0% 80% 90% 100%
mLp 1o 10 KWp systems
W51 10 250 kWp syitems
Systems with more than 1 MW

11 10 50 kWp systems
® 251 KW to 1 MW systerms

e N

|_EuPD Research 22
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Sample Slides of the Study — Procurement Management

Analysis of installer’s procurement management

* Installer procurement channels 2020/2021 in relation to total annually installed PV capacity

= Analysis of wholesalers used most often for purchasing modules.

Focu
sample | Procurement | Brand | Market Penetratio

The Metherlanck
atisfaction | storacg

Market map modules™

*Market data based on figures fromthe Dutch Central Bureau of Statistics (CBS) and estimations by EuPD Research

iMarket Map | NL [ Modules |

sGrouped by installation volume

Manufacturers
710 M
1

1

Direct
237 Mivp

¥
Indlirert
422 Mwp

e

¥
P wholesaker
A0 M

¥
Other who ksaker
0 N

1
Others
 wp

!

Ekectrical Ws
40 Mvip

!

Roafers WS
o M

7

HVACWS
1 M

1

Others
2 Wy

Distribution width of wholesalers

F
sample | Procurement | Erand | Market Pene

Direct v

‘who lesaler
0 MWp

Other wholesalar
0 MWp

above 1RWp

Type High Volume instalers Recfium Vo lume Installers Low volume Insta lers

Total 537 MW &1 WWp o MWD

W M & & &-L &
segment 0o 10 kWp 0t 50 kwp 0 ta 250 kwp 250 kap ta 1D

Total 503 MWp 2 Mwp % MWp 60 Mwp

Resear:h

Libra Energy is the leading wholesaler for PV modules. Compared to 2016,
Solarclarity lost 9 percent-points and is on third rank.

Source

Number of installers surveyed who purchase from... | Whelesalers Modules | Netherlands

EuPD Research 2018

Libra Eneray

Rexel

solarclarity

Navetto

Oosterberg

ESTG,

Matec

International

T

Solar Nederland

‘ 14
10%
9%
LES
%%
10% 15% 20%
= Solar Installers General Installers
7T
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Sample Slides of the Study — Brand & Importance of Features

Unaided brand awareness and importance of features

* Unaided brand awareness is a commonly used indicator for brand positioning in a market.

* Importance of features for deciding to buy a module, inverter or storage brand.

Unaided brand awareness — Australia 2017

Fomus country: Australia

In 2017, Trina Solar maintained its pole position, but Jinko Solar catched up. Jinko
Solar was named more often first, leading to a higher score (see following slide).

Source: EuPD Research 2018
Unaided brand awareness | Modules | Australia 2017

Trina Solar _ N
Jinko Selar _ i
LG Electronics — | EEH
Canadian Solar - | EIEY
Hanwha Q CELLS - N s
rec O 17
SunPower - . RFD

Phonosolar l i s
ET Solar | B
Opal Solar IIl 5%
Tindo Solar . 5%
6oL .“ 4%

Risen Energy “ 3%

" A0 E
suntech (wuxd) [N 135 Wwinalo |l 3%
Jasolsr [N 11 gyo i 3%
0% 0% 40% B0% 0% 0% 40% 0%
ohed Tat g ed Ind #d 3rd  mmentionsd dth mantionsd Sth

150

Importance of aspects — Modules

<.v0 ()

Quality is the most important feature in the decision for a module brand.

Source: EuPD Research 2018

How important are the following features when dedding to buy a module brand? | UK -
o | [ W " .25
manufacturing | 7

Guarantee conditions

1 15
Reliability of delivery e . 1
infermation 154

Ry e ok R

. T S | S [ oW 205

Love price | L TS W 5% 2.08

Claims management R ST

Local customer serice N FE S T S R e | 244

Partner Programme NP EC S | WL 5% 2

Provision of customer leads 0% 13% 8% 1% 34% B 322
|
Very impartant e Hotimportantat all

[T Research | 7
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Sample Slides of the Study — Brands in Portfolio

Brand management

* The percentage of installers, who buy from certain module, inverter and storage manufacturers is displayed.

* The exclusiveness of a brand in the portfolio indicates if it is used as a dominator or a space-filler.

Focus country: Gemany
Market Pensration t tora:

Distribution width of inverter suppliers

High volume installers prefer to purchase from SMA.

Seurce: EuPD Research 2018

Mumber of installers surveyad who purchase from, .. | Inverters | Germany Focus country: Gemany
T 1| Market Penetration t
s 6.5
[ ——— it Modules — Brand positioning N ) - o
| Heckert Solar is sold by many installers and makes up a large proportion of the
kostal | 195% : = 5 g 5
[ installers’ portfolios. As compared to 2016, a large number of installers don't offer
solwtdy: [ o Solarworld anymore,
_ Source: EuPD Research 2018
Kaco [ Heaw Distribution Range | Modules | G ermany
! 100%
“%‘2“"’" | 1 £0%
| z a0t
vuswel [ cso E .
| LR 1L
steca [ 25% ] .
| E 0%
sungrow [l 25% 3 A ’
f | | -
0% 10% 20% 0% 40% E &0% ot 5 i .
b
3 @
High Volume Installers = Low Volume Installers o E oaom ® ® .
i = ©
5
iﬁﬁﬁﬂesearch -2 20% .
5 0%
0%
0% 5% 10% 15% 0% 25%
Share of installers camying the brand n portfolio (mean = 8.5%)
(O i of the e vepesents the wekghbod distilbuicn wnge o
BEod]
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Sample Slides of the Study — Satisfaction

Net Promoter Score and Satisfaction with detailed items
= The Net Promoter Score, a common tool in marketing, is derived from a brand’s recommendation rate.

* The evaluation of different items gives a detailed picture of the satisfaction with a certain brand.

Focus country: Austria and Switzedand
\arket Penetration | Satisfaction | 5

Brand recommendation

The wholesaler brand which is most likely to be recommended is Fankhauser.

Source: EuPD Research 2018

NPS | Brand recommendation | Wholesalers | Austria & Switzerland NPT Focus country: Austia and Switzedand

aticn | Satisfaction | Starag
ranknavses 1= [ T T A .
Satisfaction vs. importance — Modules (I/1V)

siove -2 I T How important are the following aspects when choosing a brand?
How satisfied are you with the following aspects?
sorpar -1 | TS S T -

1 i Source: EUPD Research 2018 ]
Importance & Satistaction | Modulas | Austria & Switzerland | Top mentoned 1 10 3

i et =26, S T 5 ¢ | Tmm— -
e e o - -
25 [ - L S| I I I ez |
Setamar =1 L ——— -
1 l I I I I I I I 1 & | | L6 Blectranics (n =21}
crn-s) [T T T | — — — — S — o —— s E— —
| | | |_=,£ — - 1 g - — & —
0% 20% 40% 0% 80% 100% 25 . P : | | . 187
35 & 1 1 1 1 T 1 =) 1 T = 1 _.
wPromoters (10:9)  wPassivists (87)  m Detractors (5.0) “I I 1 1 I I I [ I 1 1 £iote 0Rr = N
*The nurrber of mentions needs to be taken into consideration. 1% ' | 3 I - I . I | | I - I ! {
7 I I 1 | o | 1 1 & | 1 I |
25 | I I . . . I I e |
BT Research| .2 —r—r—r— 11— 1—1— -
) i 1 | - : - + — | 3k Solar (n = 104
EOSF % i 22 OEOF 2.F B i Sf
§ it §§ B 3= EF #:3 §f¢ £t EE g sarefacion
s 3 Az 25 % 87 8; siz ff er o
ZE & G i =% za=k B2 3 mpertance
5 L = 38e =0
T E 3

[ 3] Research 85
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Sample Slides of the Study — Avoiding Brands

Avoiding brands

* |nstallers are asked if they deliberately avoid certain module and storage brands.

Storage brands being avoided by installers

Only 15 percent of the installers avoid specific storage manufacturers.

Source: EuPD Research 2018
Are there storage manufacturers, which you deliberately will not install or will
net install anym ore, despite the brand still being available on the market?

mYes wMNo

EZEE Research | 15




Sample Slides of the Study — Energy Storage

Energy Storage Market

* The share of installers who are offering (and planning to offer) energy storage is captured.

* The segments of storage installations are depicted (e.g. new installations vs. retrofits, the size of installations).

Foous country: France
Storage

Installers’ portfolios 2016

In 2016, 33 percent of the surveyed installers offered storage solutions.

a Source: EuPD Research 2018
Do you offer storage solutions? | France | 2016

Focus coundry: Australia
t t Storage

Total

Solar Installer General Installer

Customer segments

The most common net capacity of a battery is between 8 to 10 kWh.

Source: EuPD Ressarch 2018 ]

New installations & Retrofit What is the size (net capacity) of battery
Australia storage you primarily install? | Australia
100% n —
a0 .
mWe offer battery systems 13% -
Currently we do not offer battery systems but we plan to do soin 2017 Eerti=

='We do not offer battery systems and we do not plan to do so in 2017 0% T

mDon't knowno response

A0%
[LT0d] fesearch
LY escarch i
0% =m0 to 4 kWh (kilo-watt hours) over 4 up to 6 kwh
mover B up to 8kWwh =aover 8 up to 10 kWh
mNew installs = Retro-fit installs SNEE PP to TEXD iRELLwh
e = Don't know / no answer

Imﬁaﬂesearch 105
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Order Form & Additional Services




Order Form — Global PV InstallerMonitor 2020/2021©

Country Market PDF-Reports*

( Price

O Australia 5,750 €

O Austria & Switzerland 4,750 €

O Belgium 4,500 €

O France 4,500 €

O Germany 5,950 €

O Italy 4,500 €

O Netherlands 4,500 €

O Poland 4,500 €

O Spain 4500€

*Please note: All prices excluding travel expenses and VAT. Payment conditions: 100% upon order

E-Mail to the attention of Saif Islam: s.islam@eupd-research.com | Senior Consultant

Name: Fax:

Company: E-Mail:

Street: Sales Tax ID:

City / zip Code: O I accept the terms and conditions of business (p. 24-25)
Phone: Signature:

m Research 19
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Additional Products and Services

In order to derive the best possible benefit from the results of the Global PV InstallerMonitor 2020/2021€,
EUPD Research offers you additional services at a fair price. Do not hesitate to contact us for further
information.

Standard Presentation
The online or on site product presentation is a pure demonstration of the results excluding an

individualized presentation.

Consulting Workshop
A consulting workshop includes a comprehensive and customized result presentation (3 man-day

preparation) and an onsite presentation.

Brand Health Check s

The data-set allows in depth analysis, that will help you to answer individual 4”"7.‘
guestions for your company. In addition to the regular results of the Global PV T

InstallerMonitor 2020/2021©, various questions are evaluated only for the
installers that carry your products in their portfolio. For certain countries, EUPD
Research is able to include a part on end customers, as well. The result is a PDF-
report tailored to your company’s needs.

Brand Health Check
nierstasdbieg e Fostaber's v ity

Top Brand PV Seals 2021
Since 2011, EUPD Research awards the “Top Brand” Seals to manufacturers and

wholesalers who convince with their successful brand management. The seal is
given out in the categories “Modules”, “Inverter”, “Wholesaler” and “Storage”.
The data for the scoring is derived from the Global PV InstallerMonitor 2020/2021.

20



About EUPD Research




EUPD Research: The B2B Specialist for International Market Research

—
\\
. .

B\
Exclusive Services PV-Reports Certifications
= Customer Satisfaction = EndCustomer Monitor = Customer Satisfaction Seal
= Market Analyses * Global PV Installer Monitor = Top PV Supplier
= Storage Workshops = Top Brand PV

very good

MResearch 22




EUPD Research: References (Extract)

N0 Severnse msunteck EVgillant s
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Editorial

EUPD Research Sustainable Management GmbH
Adenauerallee 134

53113 Bonn

Phone +49 (0) 228-971 43-0

Fax +49 (0) 228-971 43-11
welcome@eupd-research.com
www.eupd-research.com

Contacts

Project Manager

Hanna Schmole

Phone +49 (0) 228-971 43-38
h.schmole@eupd-research.com

Research Consultant

Saif Islam

Phone +49 (0) 228-971 43-20
s.islam@eupd-research.com

Partner

Leo Ganz

Phone +49 (0) 160-1551339
l.ganz@eupd-research.com

Research Consultant

Davide Pesenti

Phone +49 (0) 228-971 43-35
d.pesenti@eupd-research.com
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General Terms and Conditions of Business |

1. Scope

1.1 All contracts between EUPD Research Sustainable Management GmbH (hereafter EUPD GmbH) - and the customer shall be subject to the following
terms and conditions only. The customer’s terms and conditions of business shall not be apﬁlicable and shall not put EUPD GmbH under any obligation to
comply unless EUPD GmbH explicitly gives written acknowledgment and acceptance of such conditions.

1.2 Offers are aimed exclusively at commercial clients, that is, companies according to Article 14 BGB (German Civil Code). Private customers, that is,
customers according to Article 13 BGB, are not permitted to place legally binding orders based on the aforementioned. Interested private customers should
contact EUPD Research by telephone for information on how to place a non-commercial order. Furthermore, the legal right to return items as stated in
consumer protection law does not apply to orders placed by commercial clients but does apply to orders placed by private customers.

2. Offer and Ordering Process

2.1 The presentation of the products toget.her with the order form does not constitute a legally binding offer. Offers are subject to the written
confirmation of EUPD GmbH. They are designated for the internal use of the customer only.

2.2 The purchaser places a binding offer for the 1E)roduc'c of choice when all relevant purchase details have been given and the general terms and
conditions of business accepted. This will be confirmed immediately by email or fax sent to the address given by the customer. The contract to purchase
between the purchaser and EUPD GmbH is valid from when the order is confirmed, or, the products are delivered either by mail or download.

3. Scope of Services, Remuneration and Prices

3.1 Services offered include but are not limited to the following:

a. Multi-Client-Services: client-independent studies for an indefinite number of customers.

b. Shared-Services: commissioned study on behalf of a limited number of customers for the exclusive purchase of those customers.

c. Exclusive-Services: assignments carried out on behalf of a single customer who will have the exclusive license to use the product but only for an )
individually negotiated period of time. This exclusive license will be for a period no longer than 12 months. After a period of no longer than 12 months it
will become a non-exclusive license.

3.2 TheJ)rices are net prices in Euros. They do not include sales tax/VAT or delivery costs. Sales tax/VAT will be added to the net costs according to the
legally defined percentage. The prices valid at the time of ordering are binding.

3.3 Travel expenses incurred for EUPD GmbH workshops either provided in combination with studies or booked separately are not included in the scope of
the offer. Prices have to be paid separately by the customer. This does not apply if it is explicitly agreed that the workshop or the resulting travel expenses
for the workshop are part of the negotiated contract and thus do not to have to be paid separately.

3.4 Should circumstances arise beyond the control of EUPD GmbH which impose a temporary hindrance on the provision of services, then services and
delivery appointments agreed on will be extended. Customers will be informed of any such event or other delay immediately

4. Terms of Payment and Delivery

4.1 Payment is to be made to the amount and method stated in the contract. Any addition and/ or aberration require the written confirmation of EUPD
GmbH in order to be effective

4.2 anment is generally to be made upon receipt of invoice. The products will be shipped as soon as full payment has been made to the account of EUPD
GmbH.

The terms and conditions for payment and delivery of Shared- Services and Exclusive-Services are stipulated in the binding offer.

4.3 Delivery costs depend on the quantity of products ordered, their destination as well as type of delivery. There are no delivery costs for products which
can be downloaded. The customer accepts that any fees or charges owed for customs or non-EU addresses will not be paid by EUPD GmbH nor is EUPD
GmbH liable for them.

4.4 The method of delivery, route and company employed to deliver will be chosen by EUPD GmbH at their sole discretion. Once the purchaser has taken
delivery of the item from the delivery service, the purchaser is responsible for the item. The company responsible for delivery is to be made aware of any
damage sustained in transitimmediately. These damages are also to be reported to EUPD GmbH immediately. Part deliveries are permissible where
appropriate

m Research
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General Terms and Conditions of Business Il

4.5 EUPD GmbH retains ownership of all ?oods and all licensing rights pertaining to the usage of data files as well as intellectual property until payment of
invoice has been made in full. Intellectual property rights are lawfully retained by the author.

4.6 The purchaser is only able to offset counter claims if they are acknowledged by law, uncontested, or prior written consent has been granted by EUPD
GmbH. Customers are only have the right of retention if counterclaims are based on the same contractual relationship. The customer is prohibited from
transferring any claims of payment against EUPD GmbH to a third party.

4.7 The estimated costs for the services provided by EUPD Research are based on project calculations and experience. Estimations are optimized and
customer-oriented so that lower deviations may not be assumed.

However, it cannot be fully excluded that additional effort may be required in the completion phase of the project. Should the suggested amount be
exceeded, EUPD Research will inform the client promptly. Such additional efforts will be calculated on the basis of man-day costs and these may vary
according to the qualification of the staff involved.

Upon notification of these additional costs the client may choose whether the project shall continue in accordance with the original cost estimation as
stated in the proposal although full completion of the project may no longer be possible or agree to the revised cost estimation thus enabling full
completion of the project. Should the client agree to the latter, this shall be subject to a separate written agreement.

5. Copyright and Licenses

5.1 The products and their intellectual property are protected by copyright. It is only possible to purchase a license to use the product and not the product
itself or its content. The author/ creator remains the owner of intellectual property.

5.2 The customer is granted a non-transferable and non-exclusive license to use the product and the results and content in the product (with the exception
of Echusive—Services()J for personal use only. As far as the customer (for example an agency) exclusively acts as the purchaser for a user mentioned by name
within the order, then the right of use applies solely for said user.

5.4 Permission to use the licensed product in the national and international affiliates of the company is subject to the written approval of EUPD GmbH.

5.5 Any use of the product not explicitly permitted under copyright law is prohibited without the prior written consent of EUPD GmbH as the licenser
and/or the written consent of the author. This includes but is not limited to copying, distributing, publishing, translating, saving, processing and
reproducing the work in databases. Non-compliance will be prosecuted

6. Liability

6.1 The products were prepared with the utmost care, using professional methodologies and taking relevant legislation into account with the aim of
assuring the best possible accuracy of the studies and their results. The data contained in this product is based on surveys of sample populations, conducted
using standard statistical methods to the best of our knowledge. As such the study is subject to a certain statistical error rate and is based exclusively on the
facts which were available at the time of the survey. Due to the aforementioned, no guarantee can be given for the accuracy and completeness of the
studies and the data made available in them.

6.2 The studies contain sgecific information, but explicitly do not contain anK definite recommendations on investments or actions to be taken. Should the
user, having taken the above mentioned into consideration, choose to use the studies to support their decision making process, EUPD GmbH shall not
assume liability for the economic success of such investments or actions.

7. Jurisdiction

The court of jurisdiction is Bonn. German law will be applied in all legal proceedings.

8. Severability Clause

Should any of these terms and conditions, either in full or in part, be invalid or incomplete, it shall not affect the validity of the other terms and conditions.
In that case, the terms and conditions, as stated in German law come into effect.
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