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Onlineretail in Europe continuesto grow

Forrester forecast: Europe’s Online Sales 2004 to 2009 (in € millions)
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Theonlineretail growth ratein Switzerland will be
higher than in the UK

Cumulative forecast online retail growth rate
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Onlineretail growth rate will be highest

Forecast online retail growth rate
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Onlineretail comparison today: Software, media &
event tickets

Online retail as percentage of total retail today
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By 2009, online media retail in Switzerland is expected
to match the numbers of Germany and the UK

Forecasted online retail as percentage of total retail in 2009

Computer software

O Switzerland
26%
= O UK
27% B Germany
0,
okl mEU

25%
25%
25%
23%

| 24%

. 23%
Video/DVDs 24%
23%

Event tickets 29%
27%
il T T T T T T T 1

0% 5% 10% 15% 20% 25% 30% 35% 40%
FORRESTER'

Source: Europe’'s eCommerce: The Next Five Years, March 2004




Online sale of eventsticketswill grow steadily

Forecast event tickets online retail as percentage of total retail
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Swiss consumer s will spend up to €400m online to buy
event tickets

3

Forecast Europe’s Online Sales 2004 to 2009 (in € thousands)
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|n some categories, online salesarevery low today ...

Online retail as percentage of total retail today
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... but areset to grow over the next 5 years

Forecast: Online retail as percentage of total retail in 2009

Clothing

Footwear

Jewelry/Watches

Video games

Computer hardware

O Switzerland
O UK
B Germany

32%
30%

| 28%

29%

0% 5% 10% 15% 20%

25%

Source: Europe’s eCommerce: The Next Five Years, March 2004

1

35% 40%
FORRESTER

30%




Clothing onlineretail isexpected to reach
- €600m in 2009

Forecast: Europe’s Online Sales 2004 to 2009 (in € thousands)
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Online sales of groceriesare still low in all European
countries, travel isalready significant

0 Online retail as percentage of total retail today

3 1%
. 1%
Groceries 0%
0% .

O Switzerland

O UK

B Germany

EEU

Alcohol

Health/Beauty

Furniture

10%
10%

Leisure travel 5%
5%

T T T T T T T T 1

0% 5% 10% 15% 20% 25% 30% 35% 40%
FORRESTER'

Source: Europe’s eCommerce: The Next Five Years, March 2004




But both onlinetravel and groceriesretail will grow
faster in Switzerland than in therest of Europe

Forecasted online retail as percentage of total retail in 2009
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Groceriesonlineretail isexpected to grow faster in
Switzerland

Forecast: Online groceries as percentage of total retail
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Forecast: A good online Christmasin Switzerland

Shareofthe  Online holiday

online holiday sales (millions) Et':;:rlmn =r;::p|7:; f:;'ﬂ':

UK €4,207 32.4% €188
Germany €3,773 29.0% €137
France 8.6% €103
Netherlands 2 €117
€58

Belgium
Austria
Denmark
Finland
Norway
Ireland || €78 6% €103
Portugal | €33 4% €33
Greece | €31 0.2% €34
Luxembourg 0.1% €103

(percentages may not total 100 because of rounding)

FORRESTER'
From Europe’s Online Holiday Sales: Merrier Than Ever, November 2004

Theforgotten entity of eecommer ce today
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What’s wrong with the e-commer ce experience?

The online consumer has to suffer:
Badly designed web sites
Web sites that don’t function properly
Insufficient and/or out-of-date information
Companies that are trying to hide
Badly designed or non-existent processes

The effects of insufficient technology infrastructure

FORRESTER

Onlineretail today —the customer’sview

Call centre <«
(Outsourced)

Head office
complaints
department
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The customer perspective and the company per spective
are out of sync

What customers think: Purchasing cycle What firms say:

Why should | like How much
this brand? e e revenue can | get
from this customer?

Why can’t | find ' l What product

proper product Preference should this customer
information? buy from my portfolio?

L
&)
Why does this firm Purchase What else can

keep sending me he buy from us?
messages I'm not

interested in?

How can we reduce
Why can't | get Customer the number of contact

service from this service center calls per agent?
company at 8 p.m.?

From Symbiotic Loyalty, November 2004 FORRESTER

State of the value chain in many companiestoday

Demand chain and supply chain work independently

Orders are “thrown over the wall” (or disappear down a black hole)

Manufacturing

Distribution

Supply Chain Demand Chain
Processes Processes
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The value chain of the future

Supply chain and demand chain working together
Multiple touch-points through process integration

Better results via collaborative decision making

Inventory
Pricing
Manufacturing

@er Mgmp
Transport) - <Channe| Mgmt.

Procureme

Distribution

Integrated Value Chain Processes
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What the online consumer expects

Web sites designed around the needs of the visitor
(not the wants of the marketing department)

Web sites that are fully functioning and up-to-date
Up-to-date and accurate stock information
Clear explanations of what is (and isn’t) possible

A coherent multichannel (and cross-channel!)
experience
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North America: The offline channel remainsthe most
popular purchase channel

83% of Web buyers prefer shopping offline more than any other channel
Shopping channel order of preference

First choice Second choice [ Third choice [l Fourth choice [} Fifth choice
Offline
Online
Catalog
Phone
e
0% % 40% 60% b 100%

Base: North American Web buyers
Source: Forrester’s Consumer Technographics® August 2004 North American Retail Online Study

From Web Buyers Prefer To Shop Offline, October 2004 FORRESTER'

Wanting to speak to a person: key reason for not buying
a financial services product online

Pl
"
-

-+ “Which of the following best describe why you did not apply for your last financial
product online?”

. ] 38%
Don't have accessto Internet (3206

Wanted to speak to someone [ 27|()2/09%

| don't trust Internet with my personal info

No advantage applying online

Too complicated online E—%&%’
Replied to an offer made another way .E 9%
Fnancial websitestoo difficult/slow/unreliable El g%
Product not available online .3(%)/0
Quicker by phone .jz%il 11%

I've had/heard about bad experiences j% %D Britain

0
Other [ 8% B =roance

Source: Forrester Consumer Technographics, November 2003 FORRESTER
Base: All adults who did not buy their last financial product online




European financial services. Lots of online research,
compar atively little online buying

Car insurance

Current account
[ClResearch online

[CIBuy online

Other insurance

Shares
Mortgage
Savings account
Credit card
Personal loan

Investment fund
Life insurance

Pension fund

10% 15% 20%

Base: European online consumers

From How Consumers Use Financial Channels, July 2004 FORRESTER

The demographics of researching & buying online

Online

- Bank online
Research financial
products online

Buy financial
products online

Base: all European consumers

From How Consumers Use Financial Channels, July 2004 FORRESTER




Recommendations

Use scenario design and personas to optimize the
effectiveness of your online presence

Design and implement appropriate processes to
support cross-channel interaction

Make sure you have the right software and
technology infrastructure in place

Focus on “right-channelling”

Keep your promises!
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Thank you

Martha Bennett
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