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Top 5 Most Frequently Asked Questions
by Multi-Channel Retailers

1. What are the incremental offline sales attributable my Web site?
2. What is the ‘true’ ROl of my Web site?

3. Do online sales cannibalize store sales?

4

. How much of my shopping cart abandonment is attributable to customers
that purchase in my store?

5. How do | balance management’s desire for growth in the sales and
profitability of the Web site with management’s vague mandate to exploit
synergies between channels?
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Research Methodology

Online surveys executed in May 2008

Pet Food Buyers
- Pet food buyers n=1,294

- Online pet food buyers n=122

Consumer Electronics

- People that had made a consumer electronics purchase w/in 60 days n=659

- People that had bought consumer electronics online within past 60 days n=206

Analysis of Homescan Online data (n=20,000)

People that had shopped at Sam’s, Costco, Target, Walgreen, Wal-Mart or CVS
offline

People that had visited the Web sites of sites listed above
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Agenda

Channel choice motivations

Multi-channel behaviors
The multi-channel payoft
Multi-channel research alternatives

Multi-channel best practices
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In High-Consideration Categories,
here are Many Reasons to Buy Online

Consumer Electronics

| felt that | could get a better price online
than in a local store

It is easier to compare prices online than
shopping in local stores

Home delivery is more convenient than
store purchase

I can more easily shop across a multiple
retailers

Question: Why did you make your most
recent CE purchase online, rather than in a
local store?

| was able to choose from a much broader
selection online than in a local store

| felt that | had access to more information

. Among those that had made a CE
online

purchase within the past 60 days that

indicated that they had bought online
| like to read consumer reviews

Other

0% 25% 50% 75% 100%

Nielsen Online MegaPanel survey, 05/08 N=659
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Even in Low-Consideration Categories, there

are Reasons to Buy Online

Pet Food

| am able to find hard-to-find selection
online

| felt that | could get a better price online

It was more convenient

It was easy to add a pet food item to an
order that | was already placing

| have more access to information online
than in a store

Like to read consumer reviews first

Other

Question: Why have you chosen to buy pet
food online in the past?

Among those that indicated that they have visited
Web sites with information about pet food

0% 25% 50%

Nielsen Online MegaPanel survey. May 2008. N=1,297

75% 100%
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However, Reasons NOT to Buy Online
Dominate Low-Consideration Categories...

Didn’t want to pay high shipping and 52%
Yes — 9% handling prices for bulky items 67%
: . . 35%
Didn’t want to wait for product to ship
57%
0,
Price online was too high % ,
16% Question: Why wouldn’t

No — 91%

you buy pet food online?

Wasn'’t sure anyone would be home 4% Among those that indicated that they
when the item was delivered by a third- 15% would NOT buy pet food online
party shipper

Bl g

Question: Have you ever

surchased pet food online? Thought it would be difficult or [l 3%

impossible to redeem coupons for
items purchased online

12%

| W

(among those that indicated that they have visited
Web sites with information about pet food) 0% 25% 50% 75% 100%

- Motivating factor - Primary motivator

Nielsen Online MegaPanel survey. May 2008. N=1,297
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...and in High-Consideration Categories Offline
Purchase is Nearly Twice as Likely as Online

Other

Local
Store

Online

Question: Where did you
make your most recent
consumer electronics
purchase?

(among those that have
made CE purchases
within past 60 days)

Nielsen Online MegaPanel survey. May 2008. N=659

Wanted to physically evaluate product
before purchasing

Didn’t want to wait for product to ship

Didn’t want to pay shipping and handling

Wanted to talk to a sales person, in
person, before purchasing

Thought | could get a better price in-store

Wasn'’t sure anyone would be home when
the item was delivered by a third-party
shipper

Wanted to support a local business

None of the above

58%

52%

Question: Why did you
make your most recent
consumer electronics
purchase in alocal
store, rather than
online?

Among those that indicated that
they researched online but
purchased offline

0% 25% 50% 75% 100%
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Allows consumers to physically
evaluate products

Instant gratification
No shipping cost is incurred

Consumers can talk to
salesperson

®* Price
e Convenience
e Breadth of selection

e Breadth of information
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Agenda

Channel choice motivations

Multi-channel behaviors

The multi-channel payoft
Multi-channel research alternatives

Multi-channel best practices
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What are People Researching Online?

Online research regarding pet food

Learn about nutritional specifications

Learn about product ingredients

Learn about recalls

Learn more about safety issues

Question: What kinds of
information were you looking
for when you visited the site?

Find sales/promotions

Evaluate and compare prices o
Among those that indicated that

they had visited a Web site
looking for pet food information

Question: Have you ever Find local store that sells product
visited a Web site with the
intent of learning about
pet food or issues related
to pet food?

Read consumer reviews

Other (please specify)

(among those that indicated that T T T T i
they were pet food buyers) 0% 25% 50% 75% 100%

Nielsen Online MegaPanel survey. May 2008. n= 1,279
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ROBO

Consumer Electronics

Regarding Types of Online Research They Do,
_ittle Difference Between ROBO and Non-

Question: What were you trying
to learn when you engaged in
online research prior to your
most recent CE purchase?

Among those that indicated that they had
made a CE purchase within the past 60
days, that had used the Internet prior

B Non-ROBO buyers
. ROBO buyers

Compared prices across retailers r2%
pared p 68%
0,
Looked for promotions and deals 65%
. 64%
Compared different products to each other °
73%
. e 64%
Read detailed product specifications °
67%
Looked at product imager
Read consumer reviews
General category-level research
Other
0% 25% 50% 75%

Nielsen Online MegaPanel survey. May 2008. n=659

100%
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Consumers Employ Wide Array of Tactics
Preceding High-Consideration Purchases

Consumer Electronics

Visited Web sites of retailers that sell the product

Visited local stores - see/touch/evaluate product

Visited manufacturers' Web sites
Question: Thinking about your

most recent consumer electronics
purchase, what types of research
did you do prior to making the
purchase?

Visited Web sites of objective 3rd parties

Visited local stores - talk to sales staff

Among those that indicated that they had
made a CE purchase within the past 60

Looked through advertising circulars
days

| sought advice from friends and family

Read reviews in newspapers/magazines

None of the above

0% 25% 50% 75% 100%

Nielsen Online MegaPanel survey. May 2008. n=659
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When Looking Broadly at Channel Behaviors,
We See a High Degree of Overlap

Consumer Electronics

64% Percent of those that visited local stores to research the
CE purchase that also used the Web to research the
purchase

50% Percent of those that used the Web to research the CE
purchase that also visited the store
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As Consumers Consume Product Info a la carte,
the Internet is the Most Popular Menu ltem

Consumer Electronics

The Internet 58%

Visits to local stores Question: If you were only able to
use one source of information to
support your next CE purchase,
which would you choose?

Reviews in
newspapers/magazines

Among those that indicated that they had made
a CE purchase within the past 60 days

Friends and family

Other

0% 25% 50% 75% 100%
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Even Among In-Store Buyers, the Internet is
Considered Most Valuable Source of Information

Consumer Electronics

The Internet
58%

Visits to local stores Question: If you were only able

to use one source of
information to support your
next CE purchase, which would
Reviews in you choose?

newspapers/magazines

Among those that indicated that they had
made a CE purchase within the past 60

days
Friends and family
B All CE buyers
Other M siore buyers only
0% 25% 50% 75% 100%

Nielsen Online MegaPanel survey. May 2008. n=659
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Agenda

Channel choice motivations

Multi-channel behaviors

The multi-channel payoft

Multi-channel research alternatives

Multi-channel best practices
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Casual or Not, Multi-Channel Shoppers
are the Most Valuable

CVS

Walgreen's

Costco

Sam's

Wal*Mart

Nielsen Online, Homescan Online

97
100

104
100

113
100

115
100

112
100

]
0 100

Total Spend Index*

200

[l Average of Online Shoppers

[l Average of ALL Offline Shoppers

* Total dollars spent per year in the brick and mortar store
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Casual or Not, Multi-Channel Shoppers

are the Most Valuable

157
CVS

Walgreen's 161
Costco 161
Sam's 137
Wal*Mart

{ 100

B Average of Multi-
Channel Shoppers

W Average of Online
Shoppers

B Average of ALL offline
shoppers

1
0 100

Total Spend Index*

Nielsen Online, Homescan Online

n IC]SC]@ * Total dollars spent per year in the brick and mortar store
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Bottom Line
Supporting Research Online is Table Stakes

for Brick-and-Mortar Retailers

Thinking about your most recent consumer electronics purchase....

Question: Did you buy from the local store of Question: Did you buy from a local store
the retailer where you had spent the MOST whose Web site you had visited as you were
TIME doing online research? doing online research?
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Measurement of Multi-Channel Impact

The precise volume of online impacted offline sales will never be known.
However, we can get pretty close:

* Online surveys following site visitation
» Intent to purchase surveys immediately following site visitation

= Self reported surveys delayed from site visitation

* In Store Measurement
= Self reported purchase influence surveys outside of store
= Employee field observation

= Checkout queries

» Ethnographic Research

« Database matches (HomeScan Online & proprietary matches)
» Match store buyer databases with panel-based data sources
- Evaluate aggregate shopping behavior
- Visitor/Non-visitor analysis of spending, trips, average order size
- Evaluate category specific shopping behavior

- Visitor/Non-visitor analysis at the category level
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Best Practices

Circuit City: Encouraging Printing on
Every Page

Circuit City enables

- J L aptop computer finder

E=E

P —

Step 1: Select features
Telluz how you will uze your laptop
computer. We'llshow you the
products that best match your
needs.

What ie the primary use for this
laptep computer?

Surfing the Internst and
reading e-mail {57 items)

portsbility is still important

What =creen size would you
prefer?

I:‘ | want & larges soreen so | can
edit photos and watch
widesoreen movies (12 items)

| ne=d = widesoreen display
for viewing multiple windows,
pheto editing and watching
movies (28 items)

[ rm willing to sacifics sereen
size for portability, so 8 small

Step 2: Browse & sort prod

ts
e have 14 notebook(s) with the features

you selected.

Sort: [ Price (Low to High)

[v]

-

D

HP Pavilion dvE809us 15.4"

Widescreer

Key Features:

consumers to print the

screenshots bring

contents of most pages
without the trouble that

n§ Home = TV & Home Entertainment = Televizsions = LCD & Plasma TWs > Product Information for

hard drive Buit-iff PAN TH-42PZ80U

memory, Burns D

~—  Sony VAIO
Widescreer

Key Features:

hard drive, Buit-i
memory,Burns CJ
Home Premium ..

Customer ratings

42
SR e

$779.99

In

Order anytime @ 1-800-843-2489

* 3 HDMI inputs * Built-in S0 card =lot

’/—_‘H\-.
FULL HD
ENI R

» Package Deal: Add a mount & installation and zave
s300

+ Special Offers

D Education or small business ®

(4 items) Customer ratings §779.99
L] Esiting shotasiicso. nome | | 4.6 [ Panasonic 42" VIERA Plasma HDTV

items) £l Reviews Model # PAN TH42PZ30U
) } - Customer rating: Price was: $1589.99
Where will you use your laptop? HP Pavilion ) Ton

Widescreer ARWHY 45 You save: -5100.00

[ This 1zptop will go

svarpwhars with me (14 Key Features: In Baszed on 18 ratings

items) drive, Buitt-in wir
Mstly at home, but memery,Burns O * 1080p reselution * 20,000:1 contrast ratie Price: £4409.95

{14 items) Customer ratings ~ $779.99 W See sale price in cart
M Y * HD tuner * Anti-reflective fitter
All Reviews

add to cart

add to wish list )

Mo interest,/24 months
b " See details Apply now

@ Free delivery
@ Get it today: check in-store
S —
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Best Practices

Best Buy: In-Store Inventory Availability
gives Critical Edge to Retailers

Best Buy = Audio = Headphones = In-Ear Headphones = Product Info

Philips - Ear Bud Headphones - Black/Red
Model: SHESS00 | SKU: 8005008

Shipping: Usually leaves our warehouse in 1
business day Estimate arrival time.

1
1
1
;
. i
Store Pickup: Available at most stores Select ! M
preferred store availability !
(], MORE IMAGES :
1
1

*+ Add to Wish List

Get it faster!
Fick up in
Your Cart store.
SHIP or
[ ty. | Product Description PICK UP? [~ price | Sotal |
Philips - Ear Bud Headphones - Black/Red SHESS00 () ship $23.9% $29.99
In Stock:Meriden CT, 470 LEWIS AVE (Stere =760] (%) Pick Up
Shipping: Usuzlly leaves surwarghousz in 1 business cay Select store
Remove ~ .
—_— Store Pickup: Availzble 2t mest stores
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S e @ © 2008 The Nielsen Company



Best Practices

Safeway: Printable Recipes Linked to
Shopping Lis

Recipe Shopping List
SAFEWAY (Y Recipe List
- . - Recipes you have recently added te your =hopping list:
Ingredlents for life.. Click here to =hop for gr
Aaron's Chocolate Chunk Oatmeal Cookies Remove
Shop Online  Shop Stores Wellness Center (Q seancw Products
Search by Ingredients | Recipe ldeas Shopping List Ingredient List
Back to Previous Page Ingredientz appear in shepping lizt below:
Item Guantity
Browse Recipes Aaron's Chocolate Chunk Oatmeal Cookies Baking Supplies
Appetizers and Snacks Submitted by: SXGDSS butterscotch-flavered instant pudding mix 1 (3.5 cunce) package
Barkecus Thig recipe iz very fast and easy. The white cake mix, butterscotch pudding, and sour cream make semiswest chocolate chips 5 ounces
rich and unigue, and the recipe takes only 5 minutes te make! My boyfriend loves them.
Beverages vanilla extract 2 teazpoons
Breakfast & B h
Slediisslc SMREh * * * * white cake mix 1 (18.25 ounce) package
Cake . . )
. Read Reviews (58] Basic Cooking Ingredients
Chicken .
vegetable oil 102 cup
Cookies Prep Time: S Minutes Beverages
Dezsertz Cook Time: 10 Minutes
. - water 104 cup
Ethnic & Regional Read_y In: 30 Minutes
Servings: 24 Cereals
Fizh & Seafood
regular oats 2 ounces
Gourmst Print: Shopping List:  Add to List Email Recipe toa Dairy, Eggs and Milk
Crains and Lequmes Ed View List Find More Reci
=0Ur cream 102 cup
Heatth Minded
) Ingredients: Directions:
Helidavs
talian 1{18.25 punce) package white cake mix 1. Preheat oven to 350 degrees F (175 degraes C). Lightly greaze
Kid Friendby 1 (3.4 ounce) package instant butterzcotch cookie sheets.
pudding mix
Iain Dizh o ) o )
cup rolled oats 2. In a large bow|, stir tegether cake mix, instant pudding, and
lieats 12 cup vegetable ol relled cats. Add eil, sour cream, water, and vanilla; mix until smooth
Mexican 1/2 cup =our cream and well blended. Stir in chocolate chips. Roll dough into 1 172 inch
o 174 cup water ballz, and place 2 inches apart on the prepared cookie shestz.
asta .
2 teazpoons vanilla extract
Pies 1 cup semisweet chocolate chips 3. Bake for 8 to 10 minutes in the preheated oven. Allow cockies
Recommended to cool on baking sheet for 5 minutes before transferring to a wire
]“e]g@] Confidential & Proprietary
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Best Practices

Walmart.com: The Multi-Channel Leader
Among Discount Department Stores

Walmart

Save money. Live better.

Free Shipping With B
Site©5torE' Apparel "’ Baby "' Electronics

Find a Store

Orderappliances and home ftems || " 9=

online, get free shipping to your Enter 7IP Code to
local store. find your local store.

Shop for Appliances | H F'”D]

bataaatll Yiew Your
e Local ad

- 720 — 7zZe

P |
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Best Practices

Lowe’s: How-To Content > Product Info>

tore Availabillity

W GART (D) items
Order Status | Register | Log In

=1 MY STORE

Lets Build Somwthing Together’
Welcome to Lowes.com

Outdoors + Tools

¥]

Appliances ¥ | Indoors ~ Building Products ~

|Keywnrd5 or itemz ‘ ‘ Lowes.com Search

Home : Project Planning @ How-To Library

‘WHUW—TU LIBRARY Thousands of Helpful How-Tos. Countless Ideas.

Installing a Ceiling Fan

Skill Level: Intermediate Before You Begin:

Ceiling fans are both functional and decorative. They are
particularly useful in the summer, since they effectively reduce
energy usage while creating a cool breeze. They can alzo be used
in the winter to gently pull heated air away from the ceiling where
it tends to collect. Light kits can be added to increase the
usefulness of many ceiling fans. & wide range of both fan and light

kit styles is available, providing choices that will contribute to the
haziih of m Thic ot il

Ceiling fans are both
functional and decorative.

i namarsl increctione f

Tools & Materials

Click a text link below to shop for that itemn.
Click the information icon [ for 2 product buying guide.

Store Locator | Gift Reqistry | Gift Cards | Gift Advisor | Installation Services | W

Project & Video Center +

$4.99 Parcel Shipping on Ordars §
or Buy Online & Pick Up in Store anytime

Load Type Grade Typical Uses
Capacity

375 lbs. 1AA Commercial General heavy-duty applications
(available as stepladder only).

300 |bs. 1A Heawy-Duty Industrial, Building, Roofing, General

© See Industrial Contracting

250 |bs. 1 Industrial General Contracting, Building,
Maintenance, Drywalling

225 |bs. I Commercial Light Commercial, Painting, Cleaning Light
Repair

200 lhe 111 Honzehold

Basic Electrical Overviey

You're shopping New Haven, CT Select from drop-down menu for item
availability at nearby stores.

Viewing 1-12 of 25

Sort by: Best Match | Price Low - High | Brand 2 - Z | Name A - £

Xcelite 8 1/4" Wiring

Tool - Cutter, Crimper

< - —

Zurn PEX Multi-head

Baintinng . ¥ard Waorle Chores

Next

Pagel2 3

Compare Selected [ems

Zurn PEX 1" CTS Large : Zurn PEX 1/2" CTS

Copper Crimp Ring Tool

Crimping Tool Large Crimping Tool

#» Ceiling fan kit # Ceiling Fan Qutlet Box
Cutlet bow (ceiling or "paddle” fan & Step ladder H
installation approved) & Fhilips and slotted screwdriver B
Wire nuts * Wire cutters
Downrod (optional) # Electrical tester
Expandable crozs brace (optional) & Adjustable wrench H
Light bulbs (if fan has lights) e Pliers H
Ceiling medallion {opticnal) * Goggles
Electrical Tape » Dust Mask

& Stripper

Item = 77613
Model £ 104CGEYV

Item = 232387
Model # QCRTMH

Item = 231237
Model # QCRTSTL

Item = 23165
Model # QCRTITL
$13.96 £144.00

$97.00 $86.00

Not Sold at Lowe's Of
New Haven, CT Check
nearby stores?

Limited Availability at
Lowe's Of New Haven,

CT Check nearby
stores?

nielsei
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Best Practices

Retailers Need to Organize Content
Portability as Media Companies Have Done

THE WALL STREET JOURNAL.

A EMAIL [Z] PRINT (%) MOST POPULAR

b/ varco! BUZZ @5 DIGG THIS

*p MY SPACE GET RSS FEEDS

Clinton ca

Tue Jun 3, 2008 1:38pm EDT

{3 Digg

@ Wi

Ehe New Aork Times

GIITrecipes’"

23 nice
FACEBOOK
L e

b YAHOO! BUZZ

FERMALINK

INGREDIENTS

E E-MAIL PRINT 2x5 Ax6 FULL EMAIL RECIPE
-IlA
@ FRINT Yummy Honey Chicken Kabobs
SUBMITTED BY: Ann Marie PHOTOEY: LADYJAYPEE
"Honey chicken kabobs with veggies. You can marinate cvernight and make these
% BEEFRINTS kabobs for an cutdoor barbecue as 2 tasty alternative to the usuzl barbecue fare!
Fresh mushrooms and cherry tomatoes can alse be used. (This can also be done in the
brailer.)"
Oy savE
PREP TIME 15Min * * * * *
5 o COOK TIME 132Min READ REVIEWS (475
[ sHare READY IN  3Hrs )

SERVINGS & SCALING
Original recip=yisld: 12 sarvings

@ us O METRIC

About scaling and comversions

¥ ‘Yahoo

HE 1013

conceding as race nears end

B4 Email | & Print | < Share| @ Reprints

o Delicio.us
B Facebook
B4 Mewsvine

{what is this?)

mpaign says not

REUTERS

1 Single Page| « Recommend (7 [-] Text [+]

®)

By John Whitesides, Political
Correspondent

WASHINGTON (Reuters) - Barack Obama
. edged closer to capturing the Democratic
presidential nomination on Tuesday amid
speculation that Hillary Clinton will soon
drop her historic White House bid.

The Clinton campaign denied a report that

Full Size

SEND ECARD

Review/Rate This Recips
Save To Recipe Box
Add to Shopping List
Add a Personal Note
Fost a Recipe Fhoto
Post a Favorite Food List

Create a Menu

HOME

EPISODE

2-Minute Replay

Send Link to Mobila

Always on the gu‘? Mow you can er]]iu].r Full
Episodes of 30 Rock on yvour mobile phone! Just
g to m.nbc.com to learn more.

1/d cup wenetable oil
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Best Practices

KraftFoods.com: Deploys Content to a
Number of Different Platforms

Get Kraft Recipes Six Different Ways

==$a Recipes By Email

Each week, we deliver fresh ideas
from our kitchen to yvours, directly
to your inbox.

Learn More

% Mobile

Access our recipe database with
vour mobile phone at
Kraftfoods.com/maobile/

Kraft Recipe Widget

Use this wideet to eet hundreds of
recipes rght from vour desktop.

B

ﬂ iTunes® Recipe Videos

Watch the Kraft Kitchen Experts
bring vour recipes to life on vour

iPod® or computer.

RSS Recipe Feeds

We continually deliver fresh ideas to
wvour personal R5S page so vou don't
miss a thing.

‘ iPod® Recipes

Download recipes to vour iPod®, so
you can plan a delicious meal
wherever you are.
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Principles of Multi-Channel Retailing

« Great product and category-level content is the critical foundational element
+ Key pieces of content must be portable:

= Easily-enabled printing

= Mobile devices

» |n-store devices (kiosks, employee devices, etc....)

o The retailer must be agnostic as to which channel the customer
purchases in (and this agnosticism should be obvious in the customer
experience)

o Systems for estimating the impact of the Web site on the store must be
established. All parties must recognize that the unavailability of perfect
information should not preclude efforts to best estimate the impact. Best
estimates should fuel investment decisions.
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