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soh  Swedish e-tailers Association ==l

Ecommerce day
E-tail barometer

Business- ; CxO-summit
intelligence  ©""f¢ | NEtwork s konferens
Industry KPI:s o E-fokus logistics
--------------------------------------------------------------
Industry Lobbying & PR . Google?
. | Competence
Payment & Security Digital DNA

Cross border trade and Roll-out .
Logistics and sustainability Compliance, Distance selling law

Competence development

\
DE L' ECONOMIE| %@ﬂ ota
A Csel NUMERIQUE

Réussir son e-commerce en Europe, 25 septembre 2013



rEASSOCIATION \

l DE L'ECONOMIE| —™>
A Cse NUMERIQUE



mASSOCIATION \

l DE L'ECONOMIE|
A Cse NUMERIQUE




SOCIA‘"O \
A Csel \emo’rc Reéussir son e-commerce en Europe, 25 septembre 2013

1 M.%/29min




Sbh

SVENSK OISTANSHANDEL
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Defining customer age
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sbh  Corporate Change
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Sbh  Customer Decision Journey

’ 70%

of customers consult user
reviews for informed
purchase decisions

COMPARISON BRAND
SITE SITE

60%

of consumers who follow a
brand on Facebook are looking
Jor deals or coupons

37%

of proapective buyers
influenced by word of mouth
" 2 FACEBOOK
vs-‘
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H" Social media is an important channel/tool
for conversion

7

- Of the consumers view social media as
 animportant or very important source
| of information in a digital purchase.

Consider friends and family as an
important or very important source of
information in a digital purchase.
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Sbh Drivers of e-commerce? i

Price transparency

Assortment
Convenience

Anonymity/ Low engagement
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No recession In the e-commerce sector!

Year on Year growth
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Sbh e-commerce penetration o =
“ 1T
ii

6 / 10 e-tailers handelsforetag

7 / 10 consumers bought grew their sales duringQ4 2012
goods online during Q4 compaired to 2011.
2012.
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soh Sport & Leisure is growing the most =B

Growth Q4 2012
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The Nordic people are shopping online a3

6088 e

Billion spend the Consumer were Is the average yearly Is the age group for
Nordic consumers. shopping online. 3 / spend the Nordic the most spending.
10 shop online each shoppers are doing.
month.

v
5

.
- - -

lllllll
T

llll .
'lll‘

SOCIATION  \\
m-::iECONOMIE %e m O'I'C]
NUMERIQUE




soh  What do we want to buy?

Home electronics

78%

Makes research
ONLINE before
purchase

47%

Makes the transaction
ONLINE

/8%

Collects via pick up
network services

APPERAL

32%

Makes research
ONLINE before
purchase

19%

Makes the transaction
ONLINE

34%

Collects via pick up
network services
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Sbh : What iIs store, what iIs communication?
E
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ommen till var virtuella m;
Ppa hem mat direkt via mgpj Ik!

TR

r kan du testa attar

o

IASSOCIATIO \

y: | cse l DE LECONOMIE| —>E[T) ota

NUMERIQUE || oo v e i cri e povcie f




~1soh  Multi channels can be profitable =nkd

’.
.

20% 35%

Would spend more with . #8 \akes impulse driven Has sometimes bought a
their favorite retailer if purchase online. A, product online that they
the would offer sales in would have planned to

more channels buy inStore.
.
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Task force process, Logistics

FEEDBACK

IDEA BANK

SVEMSK DISTANSHAMDEL
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Last mile Faster and
driven by the smarter
customer returns
Faster and Distribution
safer delivery of
to Europa groceries
Support to
companies .
that adds e- Collect-in
store
commerce
channel
L |NassociaTio \
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Pick up and
delivery
Saturday &
Sunday

Home
Delivery

3PL
especially
for
E-commerce

From 15% to 20% of the none food sector

Higher
delivery
[receiving
Experience

Better
infrastructure
with the
consumer

Same day
delivery/
locally
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Marketing the
E-commerce
Channel

Sustainable
and climate
smart

Safer
Deliveries



Faster and safer delivery to Europe B |

E-commerce becomes more international and the Swedish e-tailer needs better

\
,(// tools!
‘ Issues

. ‘ The in

Benefits consumer

Solutions

. Restart building the international logistic networ
ange local logistic partners which has insufficient performance
in the larger networks advantage. And thereby
international mail/letters foothold in into the NOI‘dlC market.
ic companies should have better local knowledge about the European
anies that already exists

_‘Critical success factors

* Technology standardization
» International clearing systems
» Should be able to use cheap capacity — Sweden is a net —
importer
Be able to work with direct link directly into Europe
Réussir SN commerce en Europe, 25 septembre 2013
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Delivery and pick up during weekends - |

The offline stores are opened 7 days a week- so should the e-tailers be!!

Issues Beneflts consumer

Orders made duringthe week can easily be gathered at the

7 % / ; :
The offline stores turn around high volumes during weekends. e A R P ol e

. The Saturday is the day were most consumers are reachable at home consumer is mainly at home .
Prio! Pick up places are normally open all days of the week. *  Orders made in Friday have a relevance for the consumer
: The logistic companies distribution systems and investments aren’t fully to be picked up during the week end.
utilized and thus creating higher price levels due to inefficiency.
Solutions Benefits e-tailers
» Faster delivery
0 A unbiased investigation should be commenced directly of the possibilities to + Increased competitive advantage towards offline
be able to deliver Saturdays competition
a. To pick up places * Smoother outbound flow over the whole week.
b. Directly to door
Should be combined with retail deliveries to store during Saturdays(( which is already Ben efl ts |Og IStic com pan Ies
a fact, Store replenishing ) * Better use of resources
* Higher volumes can be managed by existing terminals and
trucks.
L 4

Critical success factors

<& 3 #é \ + Termial and the distribution network has to be producing
: Gt on Saturdays. Terminal- och distributionsnét maste
p producera dven pa lordagen
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