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Digital disruption is built on digital
platforms

V Devices lay the foundation.

V Software builds the experience on top of it.

y Consumers believe in it.

Digital platforms provide the infrastructure
of the digitally disrupted economy.
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The five platforms vying for consumer

control

f

Google

amazon

A Tools to connect to
consumers

A Open development
environments

A Infrastructure
resources to tie it
together

-

= Microsoft



German developers are taking the lead in open
source development

Which of the following initiatives are likely to be your IT organization's

top software technology priorities over the next 12 months?

Increase our use of open source
m High/Critical priority

__Germany | 34%

France 33%
UK 27%
Us 24%
Canada 18%

Sample Size = 2444 Software IT Decision Makers
Source: Forrsights Software Survey, Q4 2012
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Agenda

)'/What are the key digital trends shaping the agile
commerce area?

Y What are best practices in the tablet and mobile
commerce space?

\ How to prepare for the mobile mindshift?
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eBusiness leaders invest in many
commerce technology projects

“What are your technology investment priorities for the coming year?”

eCommerce platform I 529%
Multichannel integration e 529
Web content management (WCM) tools 0000 0 52%
Customer relationship management (CRM)tools 0000 50%
Mobile commerce platforms [0 48%
Customer insights and analytic systerms [T 40%
Responsive design I 40%
Product content management (PCM/PIM) tools g 339%
Site, payment,_and system security I 27%
compliance and protection
Site search I 27%
Back-end integration (ERPF financial reporting) [y 25%
Order management (OMS) tools T 17%
POS/store systems [0 15%
Call center systems [T 15%
Other (please specify) [ 4%
Base: 49 eBusiness and channel strategy professionals
{(multiple responses acceptecﬁ

July2013i Commer ce Technology I nvestnme2a@l3Aond Pl atform Trends



Multi touchpoint initiatives will continue to be
a major focus for retailers

“When, if at all, are you planning to implement the following multichannel capabilities?”

We already support this capability [ Within the next 12 months M 12 to 24 months

Making in-store inventory information available online 24%
In-store email capture 18%
Associate ordering in-store (via associate 18%
mobile device or web terminal) —

Ship from store 24%

Buy online, ship to store 22%

In-store mobile/tablet POS devices for associates 9%
Buy online, pick up in store 22%
In-store digital receipts 13%

In-store mobile/tablet clienteling devices for associates 7%
Self-service POS (via consumers’ mobile device) 4%
In-store web ordering kiosks = 5%

Base: 49 eBusiness and channel strategy professionals
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Multi-touchpoint shopping is increasingly
sophisticated

Holdouts Researchers [ Two-channel buyers [l Digital shoppers [l Multidevice buyers

119% Multidevice buyers
Two-channel buyers who purchase

products/services on a mobile phone

Number of shopping touchpoints

Researchers
13% Consumers who purchase products/
services offline and research online
17 % Holdouts
13% 30 Consumers who haven’t researched
— or bought online
EU-7 us 2% China

Base: 15,655 European online adults (18+), 57,499 US online adults (18+),
1,837 metropolitan Chinese online adults (18+)

Source: European Technographics® Online Benchmark Survey, Q3 2012; North American Technographics
Online Benchmark Survey (Part 1), Q2 2012 (US, Canada); Asia Pacific Technographics Online Benchmark Survey,
Q3 2012 (Australia, China, Hong Kong, India, Japan, South Korea)
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Mobi l e traffic 1 s exp

German Football magazine’s mobile traffic
overtakes desktop

= By Matt Smith

A leading German Football publisher is now seeing 29% more visitors on its mobile website
than to the desktop version.

Photo Credit: Maik Meid (Flickr)



éeBut conversi mweronat es
tablets and smartphones

Warning: Your Mobile Website is Killing Your
Conversion Rate

Posted by Nelson Estrada on August 9, 2013 at 10:22am  §§ View Blog

Whether you run a micro site making less than
$50k or make up to $10 million through online
sales, the customer’s move to mobile is affecting
your business. In 2012, stats from
springmetrics.com showed that websites
converted users into buyers at about half the rate
on a mobile device as compared to a desktop.
Customers also tend to spend less on mobile
devices, and less than ten percent of a site’s total
revenue comes from mobile commerce.

What do these stats mean? More than likely your
mobile site, be it an app or reformatted website,
isn’t convincing the consumer to buy. Here’s why
- and what you can do about it.
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Mobile is the new digital hub =

AHow frequently do you do the
on your primary mobile phone? (WEEKLY usage only)?

Send or receive SMS/text messages
Browse the Internet 47%
Use applications 44%
Use search engines 39%
Use e-malil 37%

Access social nhetworking sites 29%
[ Rosearch products and services jm—— 23%________
Use maps / navigation 18%
15%
13%
12%
Manage health / fithess 9%

Base: 1,692 German Online Adults 16+ (Online Weekly or More) WITH A MOBILE PHONE /
Source: European Technographics® Consumer Technology Online Survey, Q2 2013

Access bank / financial accounts
Watch video/TV
Stream or downaload music

f
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53%0



Content/media and commerce are popular

tablet activities

What type of activities do you use your tablet for AT LEAST MONTHLY?
Emaill

Use applications 59%
Play games 52%
— Research produciS/Services  — 5000
Access social networking sites 36%0
Listen to music/audio 35%
Take/view pictures 32%
Use maps/navigation 30%
Access bank accounts 28%
Watch video/TV 28%
Read newspapers 27%
Read books 23%
Purchase products/services 21%

Make payments 21%
Read magazines 20% [—

Base: 430 European Online Adults 16+ (Online Weekly or More) WHO USE A TABLET
Source: European Technographics® Consumer Technology Online Survey, Q2 2013

56%0




Mobile will mash up physical context
connected intelligence

Cvectisra
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M-commerce is much more than e-commerce on .’:'*
smartphones o e
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In-store Competitor store Home e
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ABar code scanning ACoupons ACoupons

Aln-store inventory AHow-to videos
ANear est

APricing

AConsumer reviews

ACoupons Aln-store inventory

AResearch tools
AShopping list build
AStore hours
AStore location

Aln-store navigation

ALists (e.g., wedding) APromotions

Al oyalty

APromotions

AShopping lists

Image source:‘w'.mediaquickly'\



Mobile will increasingly be the catalyst

for new, connected experiences
l o N\ Wl 0w

Consumer
platforms
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The future of retail already exists. It just
|l snot evenly distribu
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Y What are best practices in the tablet and mobile
commerce space?
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Shift your traditional marketing approach by
combining mobil eds uni gque

INTIMACY IMMEDIACY CONTEXT
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