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We've all heard the story
Online is killing bricks 'n” mortar
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Online boom shows much more
pain still to come for retailers
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AMOVE by one of the country's richest men, James Packer, to
bankroll two online retailers is the latest proof that internet.
retailing is booming and will continue to smack around traditional
retailers.

Packer yesterday confirmed that a consortium - including global
hedge fund Tiger Management - tipped in $80 million to online
retail sites CatchOfTheDay and Scoopon to help them expand
into groceries and fashion.

‘What makes the deal so interesting is that Packer's record in
picking online winners has been exemplary. He turned a $33
million investment in online job advertising site Seek.com into
$440 million, a $100 million investment in online car ads site
carsales.com into $462 million and a $20 million investment in
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Early signs suggest booming sales online in the
final week of the Christmas shopping season

Submitted by Chioe Rigby on December 23, 2011 - 10:40 am 2 Comments
Early figures suggest the final week of the key Christmas shopping period
has proved a busy one for the UK's etailers. Multichannel retailers are still
hard at work promoting their click and collect services, while online retailers
are also showing off their evouchers for those who still have to buy before
Christmas.

5
Butthere's set to be barely a moment for traders to catch breath this weekend,

since predictions show even Christmas Day will be a busy one for online retailers.

John Lewis, which has reported online sales up by as much as 42 2% over the course of this month,
said ithad seen a flurry of ecommerce activity before Wednesday's cut-off point for Christmas deliveries.
In the four days to the end of Wednesday December 21, sales across the department store's channels
rose by 20.7%. David Barford, director selling operations, said: “Trade this week has started strongly
both in our ‘bricks’ and ‘clicks’ divisions

“In-store sales have benefitted from the festive atmosphere created by partners, while online sales
soared in the run up to the cut off deadline for delivery”

Online and multichannel retailers are still promoting ways consumers can buy Christmas gifts online,
even though final delivery dates have now passed. Among the UK's most visited websites, Amazon.co.uk
and Mext are both highlighting the chance to buy online vouchers for last minute gifts while Argos and
John Lewis both remind visitors that they can still reserve online and collect in store until Chrisimas Eve

But for those online retailers who do not have click and collect services, sale time has arrived. Gap is
already running its post-Christmas sale, as is Plav.com. As the sale period swings into action, according
to mobile payment specialist mBlo, citing research from Opinion Matters, one in 10 UK shoppers will be
buying in the sales from their mobile phones. Michele Turner, chief marketing officer of mBlox said:
“We're seeing more consumers who want to combine High Street shopping with mobile online
purchasing while they are on the go.”

John Lewis said today it is offering customers a new way to shop from its stores — even when they are
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Is it going to get worse?
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People oscillate between Online & In-store when
purchasing

Online
4
In-Store
TNS Mobilize 2012 H-R
s o b
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The in-store experience remains critical

. Guarantee Best Price
Detailed Product

User/ Expert Reviews

Info
Stock availability/checking Comparisons
Online «
In-Store
. Service Product
Immediacy Performance/
Salesperson Demo
Tactile expertise/advice After sales service
TNS Mobilize 2012 NN
. 3 B B
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Why Best Buy is Going out of
Business...Gradually

a G
I‘ﬂl Hﬂl 1,073 comments, 76 called-out + Comment now

Electronics retailer Best Buy is Best Buy and other traditional retailers complain that
headed for the exits. I can’t say when Am d t th i i b the sit
exactly, but my guess is that its only azon can undercut them in prices because the site

a matter of time, maybe a few more doesn’t ChE_I'gE sales tax, and that Amazon customers
years. (use Best Buy as their showroom, taking advantage of )
Consider a few key metrics. Despite | the extensive, well-stocked locations and
knowledgeable staff to research products they

\actually buy from someone else online. )

Online competitors are certainly part of Best Buy's
problem, but not for the reasons it thinks. What's
really going on is more basic. Best Buy just doesn’t
understand its customers’ point of view.

http://www.forbes.com/sites/larrydownes/2012/01, uz; w1ty ~uesit-vuy -15-yuiiy-uuL-UI - LUUSHIES5-Yi auually/
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So how do highstreet
retallers retain the

purchase?




Can mobile be the saviour?

. TNS Mobilize 2012 !EHI
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TNS ©TNS 2012 .E..



TNS Research Overview

Focus
Groups

B Quantification
_ _ of existing
B In-store ® Review of in- behaviour
observation =l [ e Interest in
. ® Exploration of -
of mobile future potential

behaviour developments retailer
concepts

Quantitative

Ethnography Study

. TNS Mobilize 2012 !WHI
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As smartphones become ubiquitous, in-store usage grows

Internet
penetration*
(total
population)

% of internet users that:

Own a
Smartphone**

Use their
smartphone
in-store to aid
shopping

*Source: *TNS Digital Life 2011 **TNS Mobile Life 2012

. TNS Mobilize 2012 .!EH.
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Australia is one of the leading mobile retail
markets in the world
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How are they currently

using mobile Iin-store?




Price checking amplifying the need for price
matching

M If 10% more expensivei34% would buy online instead
If more expensive:

TNS Mobilize 2012 H-H

d B B
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...but other information is being sought too

Checked prices Checked product Inspiration/ideas
information or reviews

TNS Mobilize 2012 - B |

= N
©TNS 2012 . 3 . 15




People are using their mobiles for a range of

purchases

Electronics
VASR/

Clothing /
Shoes
429%

Travel 20%

Entertainment
489%

Groceries
40%

Toys 19%

Furniture 17%

Mobiles 22%

Sports Equipment 14%

Cars 12%

Other 6%

Categories ever used mobile web/apps in Store for

. TNS Mobilize 2012
TNS ©TNS 2012




Where do

they start?




Websites and Search dominate over Apps

LRI RV VTR T S VR N N ) S =LV IV VR 7 ~~in

KDIUg/WCUbILC WILIlI EXPEIL TEVIEWDS £1770

29
21

Website Search App Scanned Scanned Other

barcode QR code
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In FMCG, apps and barcode scanning is more
prevalent

m Clothing/shoes m Electronics mEntertainment Travel m Groceries

Website Search App Scanned Scanned QR Other
barcode code

Access points

H-N
d B B
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What sources would

they ideally use?




What sources would they ideally use?

B Current m Ideal

Website Search App Scanned  Scanned Other
barcode QR code

ldeal access point

. TNS Mobilize 2012 !WH.
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3 Leading Applications
Amazon App

TNS Mobilize 2012
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3 Leading Applications
FoodSwitch App

. TNS Mobilize 2012
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3 Leading Applications
Woolworths App

. TNS Mobilize 2012 !WH.
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When are phones

being used?




Used throughout research, but typically not
first touchpoint
ENTER

49 46

Upon General Examining Making the .
entering browsing products decision Buying

Point in purchase funnel where mobile used (last occasion)

. TNS Mobilize 2012 !WH.
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What impact
ONn purchase

cycle?




Using a mobile in store shortens the purchase

By

process

®m Shortened ™ Lengthened

Impact of Mobile on Purchase Decision (Electronics Purchase)

H-N
d B B
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For higher involvement categories, mobile is a catalyst for decision
making

71% lost
sales!

Electronics Clothing/shoes Entertainment Groceries

m Visit other stores  ®Not bought at all ®mBought anyway  mOther

What would they have done if no mobile on that day (last occasion)?

TNS Mobilize 2012 H-H
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What do

shoppers want?




People are open minded about who provides
the apps

Groceries

Clothing/shoes

| | |
N
W
-
—
W
Ul
N
N
N
N
=

Entertainment 2 0] 8
Electronics 21 18 36 24
Travel 21 12 40 28

m Retailer ®Brand/ Manufacturer m3rd party ®mNo preference

Preferred app provider

H-N
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Price checking remains key

In-store deals

Compare products

Check the full product range

Check prices

Check stock levels at all stores
nearby

Check user reviews

Product information

Store layout and navigation

Store info

Check stock levels in the store
| am visiting

Check expert reviews

Appeal of being able to use mobile in store for ...

. TNS Mobilize 2012
TNS ©TNS 2012
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5 “Future” services tested

i

VS

X

Recipe Ideas & Price Shopper Billboard
suggestions inspiration comparisons, rewards grocery
while buying reviews & shopping

groceries product info
TNS Mobilize 2012 H-H
. M B B
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The idea of a shopper reward app is seen as both

unique and exciting

Price

comparisons,
reviews &
Recipe product info
suggestions Sho
- - pper
[whlle buylngJ [ rewards
groceries ¥ o
| :
CICJ ~ldeas & Billboard
inspiration grocery
% shopping
=
S)
x
L
Uniqueness D
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4 thoughts to

leave you with




4 recommendations for your mobile strategy

1 2 = 4

Don’t stick your head Ensure your pricing Mobile optimised Cross promote mobile
in the sand. strategy is regularly site/search = capabilities in-store
benchmarked hygiene factor and encourage
It is happening and (vs. online) interaction
will only increase Mobile app = ahead

of the game?
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