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More than one in three European adults
regularly shop online today

* Online shopping has more than doubled in Europe over the
past decade, from 14% of European adults regularly shopping
In 2000 online to 33% in 2008 — this is 136 million online
buyers.

* Online buyers have moved in the past 5 years from early
adopters to the mainstream, with women and middle-income
consumers now more represented

* Books, leisure travel, and clothing are the top 3 online
purchase categories.

« UK online buyers spent an average of £1,312 (€1,378) in 2008
and are the biggest spenders in Europe, followed by Swedish
and German consumers.
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Forecast: Western European online retail and travel
sales will reach €203 billion in 2014

€ 250,000

€ 200,000

€ 150,000
(€ millions)
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2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | CAGR 2008-
Western Europe 2014
(€ millions)  e116.000 [€128,606/€146,636|€164,046|€177,781|€190.960[€202,799 8%

(numbers have been rounded)
Source: Forrester Research
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European eCommerce year-on-year growth

30% -

In 2008, 67% of European online
adults bought products and services
on the Net
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Base: Western European consumers
Source: Forrester Research
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Germany, France and the UK account for

/0% of consumer eCommerce spending

(millions)
€ 40,000

€ 38,345
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Consumer eCommerce in 2008
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35%
€14,795

~—

France

62%

€ 6,104
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Netherlands

63%
15%
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B Consumer eCommerce

Online shoppers as % of all adults

Source: Forrester Research Western European Online Retail and Travel Forecast, 3/09, Forrester's European Technographics®

Benchmark Survey, Q2 2008
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The demographics of European online

shoppers

Online  Online, don't
All adults AllNetusers shoppers shop online

Male 48% 52% 53% 51%

Mean age 45 39 39 40

High education 24% 33% 40% 26%

Work full-time 41% 53% 57% 48%

High income 29% 38% 44% 31%

Household assets  €76,206 €84,415 €90,055 €76,500
Broadband at home 47% 76% 84% 66%
Confident of online security 25% 34% 46% 20%

Base: 25,443 Western European consumers

Source: European Technographics ® Benchmark Survey, Q2 2008
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Books, Leisure Travel, And Clothing Are The Most
Common Online Purchases

“Which, if any, of these products have you bought online in the past three months?”

30%

Books 30%

Leisure travel (flights, package tours, hotels, etc.)
Clothing

Event tickets (e.g., cinema, theater, sport)
CDs/tapes/records

Videos/DVDs

Printer supplies (e.g., cartridges, ink)*

Base: 4,313 Western European online shoppers
"Base: 4,910 Western European online shoppers
(multiple responses accepted)

Source: European Technographics® Benchmark Survey, Q2 2008
*Source: European Technographics Benchmark Survey, Q2 2003
*This category was not listed in the 2003 survey.
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Books, Leisure Travel, And Clothing Are The Most
Common Online Purchases (Cont.)

“Which, if any, of these products have you bought online in the past three months?”

Computer software/video games 11% 14%
Footwear
Toys
Computer hardware (PC/Mac/laptop)
Consumer electronics (e.g., audio/visual devices) W 2008
20037

Cosmetics/beauty products

Digital music/video (e.g., MP3, streaming)*

Base: 4,313 Western European online shoppers
"Base: 4,910 Western European online shoppers
(multiple responses accepted)

Source: European Technographics® Benchmark Survey, Q2 2008
*Source: European Technographics Benchmark Survey, Q2 2003
*This category was not listed in the 2003 survey. )
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Books, Leisure Travel, And Clothing Are The Most
Common Online Purchases (Cont.)

“Which, if any, of these products have you bought online in the past three months?”

6%
Health products 300
. M 6% I 2008
Mobile phone (handset) N/A 2003
Business travel (flights, car hire, hotels, etc.) 4%%

Base: 4,313 Western European online shoppers
"Base: 4,910 Western European online shoppers
(multiple responses accepted)

Source: European Technographics® Benchmark Survey, Q2 2008
*Source: European Technographics Benchmark Survey, Q2 2003
*This category was not listed in the 2003 survey.
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Categories purchased differ by country

Grocery

purchases in the

UK remain an
anomaly within
Europe

100%

80%

60%

40%

20%

Percent of total spend by category, 2008

0%
UK Germany France Netherlands Italy Spain Sweden
B Leisure travel @ Electronics & electricals B Apparel
O Groceries B Automotive B Media
B Recreation O Household goods i
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It was all going so smoothly when...
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Consumer economic concerns vary by income,
focus on necessary items and debt

“Which, if any, of the following are you worried about?”

53%
The cost of fuel will rise 68%
72%
48%
The cost of everything will rise 62%
70%
47%
The cost of food will rise 64%
75%
. 39%
The value of my piriﬁ'f(;rﬁ 37% High income (£50,000 and more)
38% Medium income (£20,000 to £49,999)
|/we won't have enough 33% 200 Low income (£0 to £19,999)
to live on in retirement 350

Base: UK consumers in each gross annual income bracket
(multiple responses accepted)

Source: European Technographics® Pre-Holiday Retail Online Survey, Q4 2008
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Europeans started to cut their spending

and shop around more

Consumers shop around and spend less

“How, if at all, have you changed your spending behavior in the past year?”

Shopping around to look for cheaper goods 49%
Spending less overall 37%9
In 2009,
Taking fewer or cheaper holidays 30% 45% of US
online users
Finding other spending cuts 30% will shop
o around more
Driving less 23%
| haven't changed my spending behavior 550 |
. 220 o of US online
in the past year users plan to
Making fewer mobile phone calls 22% spend less
Postponing or canceling home improvements 22%
Spending less on credit cards 16%
Finding cheaper insurance 15%

Base: European Internet users
(multiple responses accepted)

Source: European Technographics® Financial Services Online Survey, Q4 2008
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Preference for price comparison sites
reaches critical mass of usage among
online consumers

“1 prefer buying products through a price comparison site.”
(4 or 5 on scale of 1 [strongly disagree] to 5 [strongly agree])

Italy 55%
Germany 44%
Netherlands 41%
Spain 39%
France 33%

Sweden 31%

UK 31%

Base: European online consumers
Source: European Technographics® Retail, Customer Experience, And Travel Online Survey, Q3 2008
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European online buyers shop online mostly to save
time
“Thinking about any online shopping you have done, please indicate how much you agree with
each of the following statements”

| save time by shopping online

S7%

| find better value/deals online

| find products online that | cannot find anywhere else 51%

| prefer to shop online to avoid crowds when shopping 40%

36%

| can buy products from other countries

| shop online because | can't find the products | want

: 35%
In stores

I

Base: 12,301 European online shoppers (multiple responses accepted)

Source: European Technographics® Retail, Customer Experience and Travel Online Survey, Q3 2008 -
FORRESTER
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Today’s European Internet Shopping Holdouts
Want To Touch And Feel Products

“Why did you buy a product in a store after researching it online?”

| wanted to see/touch/feel the item before | bought it 57%

I | did not want to pay shipping costs 28% I

| knew it would be easier to return the product
if | bought it offline

| wanted more information to make the best
decision on what to buy

| wanted the product immediately/l didn't trust
the product to arrive in time

27%

26%

21% ‘

| found the best price at a store 18%

| am not comfortable buying goods on the Internet 16%

| did not want to buy such an expensive item online 9%

Base: 3,176 European online adults who researched a product online but bought it in a store
(multiple responses accepted)

Source: European Technographics® Benchmark Survey, Q2 2008
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Credit/Debit cards are the No. 1 payment
method used by online buyers in Europe

Credit card 41%
Debit/payment card

PayPal

Online banking transfer

Cash (on delivery)

Gift card or prepaid card (e.g. Paysafecard)
Giro / AcceptGiro

Cheque

Elektronisches Lastschriftverfahren
Eenmalige Machtiging

Microbilling system

Other payment method

Base: 10,659 European online shoppers

Source: European Technographics® Retail, Customer Experience and Travel Online Survey, Q3 2008
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Strong national payment preferences persist

Which have you used in the past 3 months to pay for products you bought online? (please select all that apply)

100% -
90% A
80% A
70% -
60% -
50% A
40% -
30% A
20% -
10% -

0% -

UK France Germany Spain ltaly Netherlands Sweden

B Credit/Debit/payment cards

@ Gift card or prepaid card (e.g. Paysafecard)

@ Online banking transfer

O Online payments services (PayPal; Google Checkout (UK only); Microbilling system)
B Traditional (cash, checks, Giro/AcceptGiro)

B One off direct debit (Elektronisches Lastschriftverfahren; Eenmalige Machtiging)

Base: 10,659 European online shoppers

Source: European Technographics® Retail, Customer Experience and Travel Online Survey, Q3 2008
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Customer ratings and reviews helpful
when making a purchase decision

“Customer ratings/reviews help me decide whether or not to purchase a product/service.”
(4 or 5 on scale of 1 [strongly disagree] to 5 [strongly agree])

Germany 56%
ltaly 55%
UK 549%
Spain 49%
Netherlands 40%
Sweden 38%
France 25%

Base: European online consumers
Source: European Technographics® Retail, Customer Experience, And Travel Online Survey, Q3 2008
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User-generated reviews highly regarded as consumer
guidance —trump other social efforts for driving sales

amazon CO uk Hello. Sign into get personalised recommendations. Mew Customer? Start here.

Sh Lists (] YourAccaunt | Help

Basket
Shoes & Accessories Brands Bestzellers Waomen's Shoes hen's Shoes Children's Shoes Athletic & Outdoor Shoes Bags & Accessories
CI'OCS AdU": Cayman To buy, select Size and
by Crocs Colour

(Choose from options to the left)

Quantity: I:l

Yy [+ (27 custorner reviews) More about this product

Price: £18,95 - £39,95

Special Offers Available @ Add to Shopping Ilasl:et]
or
Select Size and Colowr Sign in to turn on 1-Click
ardering,
L y
Size: |  AddtoWishList |
auk | |suk||euk| 7ok |auKk|| gk ||10uk||11 UK |12 uk|| 13 UK |:| [ Add to Wedding List |
Colour:
@ e e Mango | | offil| | ol | | P |
Zoom and other views
| || | | |l | P j

Share vour own custorner immages

Select Size and Colour to view availability {or, see the complete pricing and availability chart.)

Source: Amazon.co.uk
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Retailers incorporate user comments in many site
functions

n Quick Order * Direct Home ' A5DA.com % Signin | Register ' Help?

. Hello Guest
m d | re CT Search | Enter keyward ar praduct cade |m Iterns: O £ D OO + Expand

George., Garden : Homeware : Furniture : Electricals : Toys @ Babyshop | DIY i\ Sports i Jewellery | Offers | New

& Motor | &leisure : & Gifts : ! Lo Direct

Free Search Results

by category

.............................................. ‘fou Searched For: | gundig W search

Electricals )]
Ciffers (3]

Showing: 1-7 of 7 | Sorth Shuwing: 1-7 |:|'|: Sort |:|_||.| [EItiI"Ig

Grundig 22" LCD T¥ Grundig 26" LCD T
with Built in D¥D with Built in D¥YD ¥
Player Player Freeview & Built in
582-951 534-729 D¥D Player
S585-457
£24700 £225.00 £36-00 F£300.00 £rae £130.00

Add to basket Add to basket Add to basket

Grundig 2.1 Grundig 32" TY with Grundig IDTY Set
Channel HDMI D¥D Built in D¥D Player Top Box with HDMI
Home Theatre o Output
586-115 — S86-105

£iza0e £120,00 £40e00 £375.00 £30.00

Add to basket Add to basket Add to basket
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Delivery options remain a significant factor for EU-7
online consumers

“Which, if any, of the following factors are important to you in choosing a company
or Web site for your online purchase?”

Low prices 73%
Trusted/well-known company 61%
Easy to find information about the product 60%
Payment methods offered by supplier 55%
Returns policy 55%
Ease to navigate on the Web site 53%
Previous experience with supplier 53%

Delivery options offered by supplier _ 49%

Privacy policy regarding my personal details 48%

Consumer product reviews/rating

displayed on Web site 33%

Base: 12,301 European online consumers
(multiple responses accepted)

Source: European Technographics® Retail, Customer Experience, And Travel Online Survey, Q3 2008 7
2 Entire contents © 2009 Forrester Research, Inc. All rights reserved. FORRESTER



Awareness of cross-border online
shopping varies by country

“1 can buy products from other countries.”
(4 or 5 on scale of 1 [strongly disagree] to 5 [strongly agree])

Spain 50%
ltaly 47%
Sweden 36%
UK 36%
France 35%
Netherlands 33%
Germany 26%

Base: European online consumers

Source: European Technographics® Retail, Customer Experience, And Travel Online Survey, Q3 2008
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Europeans concerned about the environment
actively conserve

“How much do you agree or disagree with the following statements?”
(4 or 5 on scale of 1 [strongly disagree] to 5 [strongly agree])

80%
84%
91%

| regularly recycle paper,
bottles, and cans 80% " Europe
77% B France
qu%% B Germany
M ltaly
" Netherlands
1% )
77% Spain
74% Sweden
| am concerned about UK
the environment 57%
79%
62%
67%

Base: European adults
Source: European Technographics® Benchmark Survey, Q2 2008
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Darty.fr incorporates video within the product
detail page

DARTY : qui sommes-nous ? B B maus 25 Luxevsousc O Susse TURQUIE & Votre panier : 1 article : 149 €

le CONTRAT
de CONFANCE Achal au 0 821 082 082 (012e/min) + Espace dient - Newsletter - Assistance & dépannage - Nos magasins - Nous conltacter

T m|

| T T Is I
CONSOLE | GPS, AUTORADIO PHOTO TV. HRA AUDIO TELEPHONIE PETIT GROS
& JEUX & DVD PORTABLE | & CAMESCOPE | & VIDEOD | MP3 & MP4 MENAGER = MENAGER

: ®
THD MAINTENANT,
RECHERCHE - \
BN < SUR DARTYEOX

Retour autableau | <précédent suivants

| ],
CUISINE ACCESSDIRES

= -
Seneitlizndat EQUIPEE & CONSOMMABLES

INFORMATIQUE

Petit électrorménager » Cui

_— Friteuse SEB ACTIFRY
| e Capacité 1 kg /1 cuillére d'huile
e Minuterie - Couvercle transparent =
* Fonction sauteuse automatique X
e Livre de 60 recettes e

Envoyer & un ami

149 € AU

dont éco-participation : 0,50 €

©) FlixMediaPlayer - Mozilla Firefox
En stock

“cms‘- }

| @ http:f fewww FlixFacts.co.ukfview/mediaplayer?l=fr&demo=&d=77&f=groupe_seb-. | 7

v Garantie Darty 1 an

pieces et main d'oeuvre -

v Fraie d'anvni aratui

Yues supplémentaires e AﬂCTIFRY /

L v 10 jours pour chan__r d'avis

r

Fini 'huile a vider et stocker en fin de cuisson!

Cette friteuse permet de réaliser non seulement 1 kg de frites fraiches pour seulement 1 cuillére d'huile.
Grace a ce houveau concept combinez plaisir, santé et praticité :

- A chague utilisation vous pouvez varier les huiles (enrichie en Omega 3 ou aromatisée ..)

- Les matiéres grasses sont réduites a 3% pour des frites fraiches.

- Les odeurs sont limitées.

Realisez des frites mais aussi des poélées de légumes, nems, émincés de volaille, nuggets de poulet, sautd
Jacques... __bﬁ |




March 2008 “Rich Internet Applications That Build Brands”
Nike Plus Multichannel/multi-product experience brings

engagement and inspiration to runners

LOCOU MY ACCOUN NEWSLE! 1ER

3 » =
tatl of Qi My aver 108 pace '.O'O" per mi. HI._? ’ X S

: racing for in your challenge.
goal? You dzcije.

oual stakes

b )
£
=
m
c
Q
®
a2
]
2
Q

& — An RIA acts as the centerpiece for a
multichannel experience that includes
physical devices (the Nike + iPod Sport
Kit), a Web site, and widgets where
users can find routes, manage their
training goals, and track performance.

Runners can create a challenge
for themselves and others.

My Runs ’_\V') Challenges Commumt}/ ﬁ ) | Gear & Music !"‘; Support ‘o

48,537,553 i ' S —

2008 NKE ALL RIGHTS RESERV=D




March 2008 “Rich Internet Applications That Build Brands”
Panasonic Brings Design Ideas To Life Using A Flash RIA
Users candrag a TV onto a
= : wall to see how it will look in

PICTURE A PLASMA ON YOUR WALL 2 oo

Panasonic ideas lor life

Position your plasma

Selec: a size below, then drag the

Fanasonic plasma 01to your vall
LI 42*
] su*
[ se*
[ s
[X] 103

|&| sFLECT A NEW IMAGE

— Users can upload their own
photos to visualize different

rooms.

VIEW ALL MODELS 5]

Source: Panasonic (http://www.panasonic.com/consumer_electronics/plasma_central/pow_flash.asp)
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The luxury sector is selling online and extending into

emerging markets

CLIVE CHRISTIAN

PRADA TSy,

CLIENT SERVICE

ITALIAND

PURCHASE TERMS

Source: Prada
(http://www.prada.com

Source: Clive Christian

BURBEFEFRRY Perfume (http://www.clive.

com/boutique/)
SHOP THE SPRING
SUMMER 2009 COLLECTION

Source: Burberry (http://www.burberry.com)
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Luxury startups continue to popup

p o R T E R O'COM Sign On | Register | Assistance | Live Chat

AUTHENTICATED LUXURY MARKET 1.877.307.3767

Jewelry Watches Accessories Art  Fine Housewares Shop by Brand  Blog  How fo Sell advanced search [ seoch |

Exciting Ways to Buy and Sell the World’s Best Luxury Brands Newest Items | Auctions Ending Soon | Recently Sold

Home | Signin | Email updates | Shopping bag [l (Empty)

NET-A-PORTER.COM

WHAT'S NEW DESIGNERS BOUTIQUES CLOTHING LINGERIE BAGS SHOES ACCESSORIES MAGAZINE VIDEO SALE

SEARCH

M savTTy | T ' :
VALENTIN MAGRO » Ve R H 0 I / R NAVY BLUE AS YOU’VE
- NEVER SEEN IT BEFORE ’

Source: Portero (http://www.portero.com/)

HOMAGE TO MAJE
Shop our exclusive collection
of young Parisian chic

ONE VINTAGE

How to make a truly
unique statement

Source: NET-A-PORTER.COM (http://www. net-a-porter.com/)
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The Amazon App is now available on the iPhone App Store.

Available on the iPhone £ 1 ome s |.q.,.-nnw|:|50:j
D App Store s

> Learn Mo m

Contact
Tarms of service

Copyright 2008

_ - _ Source: PriceRunner
34 Entire contents © 2009 Forrester Research, Inc. All rights reserved.

Portable GPS G
MMMW a"! by Garmin
N1 Cheap B you get $179.99
PO of witangat: (A) vy comps ”‘ 76 Now & Used trom §
Ty B
% Fast: Easy and fun access to the millions of products I . | mm'mm:
available from Amazon.com and over 9000 other Ut ang 1 03 16cned myted by Garmin
$33369
merchant “,h;'bn. irly i 95 Now & Used from S3
o Airiririy
AN 1008 AN SheCirone Orve
%k Convenie ip o 3. Garmin nvi 660 4.3
into your | ing T =
D Ga
settings, Vory Noce G n§ | Sioems
ANS E21ENIND MOSEMON. | 000 ~— 1 from
members . &1 Now & Used Iro
& WY
s Secure: kelkoo woviie
: Find. Compare. Save
routed to T SN n

Mobile has emerged as a shopping tool

Navigator by Garmin
$ien

Compare 75 New & Used Ofters
Fromn §144 35

Customer Roviews (2649 Wirirardy

Source: Amazon.com

Wrﬂn ﬂr\e power of PnceRunner on your mobile,
you're free fo check prices anywhere, mf’ranﬂy
Source: kelkoo.co.uk
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Key Takeaways

« Western European online shopping will continue to
grow strongly bucking the economic downturn
trend

« Convenience and assortment drive use, physical
evaluation remains inhibitor

* Regional payment preferences persist
« User-generated reviews drive conversion
» Cross-Border purchasing grows

* Rich internet experiences meant to engage
customers
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