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knowledge Is power

es research: a key focus for Salmat

es |local and international trend forecasting

es insights that offer a competitive edge

es Internal strategies that enable and facilitate

Innovation and success
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International resources

es eTail2010, Emall Evolution Conference & Internet
Retailer Design and Usability Conference

es 200+ keynotes, 9 days, international input
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making It relevant

es key trendsg recognise and respond

es understand consumer behaviogrtoday & tomorrow
es Industry and competitive dynamics

es Internationalvslocal trends

es long standing relationship with the ACRS

es consumer trends report Today

es value and optimisation of mutthannel- July
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Introduction

Confidence impacted by global economic uncertainty, rising interest
rates, higher fuel pricesiacreased costs of living

Consumers more inquisitive, cynical, demanding, and unpredictable
Changing consumer behaviour:

o Spending more carefully in the searchdoeater value

o Taking comfort in reliable antfusted brands

Seekingmore engagingretail experiences

Adoptingmore convenientshopping methods and channels

Interacting with other consumers througgw forms of media
Purchasindocally grown and manufactured products
Adoptingsustainable livingand conscious purchasing practices.
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Il n the next 45 minse
A snapshot of the ACRS 2010 Consumer Trends report*
The O60Busyod6 Consumer

The o6Digital 6 Consumer

The ot hers ar e: OGreenbod, O Val
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Online pre-purchase research

Internet has @ermanent rolein consumer prg@urchase information
search

o Ranked as the most importantygeu r c hase |1 nf or mat i ¢
of comparisonbo

o Growth linked to technological advancement and siplaoine devices

Up to 50% of Australianssearch online prior to purchasingstore

o Of these respondents, 89% spent up to three hours researching the proc
category online prior to purchase

o Those that spent more than three hours researching online (11%), spent
significantly more when purchasing
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Multichannel behaviour

Consumers increasinggngaging with brandsthrough multiple touch
points

86% of US and UK consumers use or more channelsto search for
and purchase products (Burnett Group, 2010)

Multichannel consumers aneore valuabléd

o Spend up to 10 times more

o Generate 25 to 50% more profit

o Demonstrate greater loyalty

Different shopping channels bring distinct value at different stages of
shopping process

Catalogues and Internet a popwdappping combination

o 80% of shoppers browse catalogues before ordering online
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Online shopping

Growth outpaces traditional retail channelsgp to 45 times faster

Attraction lies innmmediacy andconvenience

o To get bettewalue (68% of respondents)

o To avoidcrowds (65%)

o To avoidqueuing (48%)

o To have access to a widemnge of products (46%)
Over 85% of the worl doés online
make a purchaseup 40% from two years ago
79% of Australians shop online

o 83% will do so in the next year

Australian online sales reach®ti8.6 billionin 2009
o Forecast to reach23.4 billion by 2014 (IBISWorld, 2010)
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Thelnst ore Experience e

Interactive, stan@lone units that enable userdtes er ve t hem

o Minimise loss of customers to the Internet, while boosting sales and serv
and cutting operating costs within the store

Consumer appeal due to speed, c
Information on the Internet

Service kiosk transactions surpassed US$775 billion in 2009

o Projected to reach US$1.3 trillion in 2013

Savvy retailers going a step further by equipping staff with freshdi
PDAs that give access to product information, capture customer
feedback, enable comparisons and provide information about stock
availability
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Mobile commerce

Mobile phones, smartphones and PDAs increasingly help customers
perform daily tasks

o Provide opportunity to merge mobility, the web and stores

1.2 billion people globally will use mobile commerce applications by
the end of 2012

Australian mobile market worth $3.3 million in 2008; anticipated to
reach $4.1 million by 2013

In 2009, more than 25% of Australians accessed mobile Internet

o 25% use mobile banking and 12% order goods and services

o 41% users look for information on products and services

o 36% look for suppliers of products and services

o Over 60% would like to purchase more through their mobile phone
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mul ti1 channel

O0Str at e gfyreatesi evwelofreséarch,
emphasis on finding the best price (29%)

0 Qual i t yZfdous eroquatity lsyal to the
brands that deliver it (16%)
Zlove to shop and enjoy

the thrill of hunting for bargains and great deals
(15%)

Os ho pe

Ztrend setters who enjoy shopping, have emotional
connections to the shopping experience (14%)

Zdisengaged, iuse price to make quick brand decisions

(13%)
OEfficienZdoapti enpgoyothe shopping
shoppers (13%) THE AUSTRALIAN CENTRE FOR
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An Australian Consumer Segmentation...

‘Value and Optimisation in Multichannel Retailing:

A Cross-Generational Perspective’
Usage and preferences
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Busy Consumer: Implications

Cost effective convenience a major consumer concern

o Addressed by the retail offer, from store layout to product design and packaging
Consumers are seeking multiple shopping channeiggamline andsimplify
shopping

o However, misalignment and inconsistencies across channels can result in lost

customers and revenue, while positive experiences can deliver customer loyalt
and profit

o Mobile phones a fast growing channel

Rapid growth in online shopping; 61% of consumers say retailers need to o
more flexible online services

Consumerpre-purchase researclonline means information on the Internet
must be relevant, up to date and easily accessible
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Online communities

Connected consumers increasingly gatheringgghe communities

o Groups of likeminded individuals, focused around a brand or product ar
services, come together and interact online

Responsible for a large portion of the content building on the web

A "connected consumeérstudy by Cisco Australia found that on a
weekly basis consumers spend:

o 22 hours on the Internet

o 14 hours in front of the television @i ﬁ:j %
o 8 hours listening to or downloading music a ﬁ -

o 3 hours gaming \
o Total of47 hours conducting mediarelated activities o
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User Generated Content (CG)

Digital media'sopensource, interactive, interconnecteaature

enables consumers to create content

o Discussion forums, blogs, message boards, feedback forms, etc
Blogsbecoming an integral part of online consumer purchase behavi
Readershipncreased over 300%n the past 4 years

56% use blogs with a niche focus to be tinesiin source of information
50% of consumers find blog contargeful in making purchase decisions
52% say blogs play eritical role in making a purchase

Heavily driven byGen Y femalegPopSugar Media, 2009)
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The rise of soclal media

Shift from mass media to social media
o Social media can takmany forms
OParti ci pcansumermontaoboged media consumption

Shoppers heavily influenced by social media

46% valueproduct recommendationsfrom friends

85%share information about their purchases with people they know

74% arenfluenced by the opinions of othersn making buying decisions

73% agree "people like me" are the mingsted sourceswhen making a purchase

67% are more likely tpurchase more based on recommendations from people
In a community in which they actively participate

86% of Australian Internet shoppers look to fellow Internet users for opinion
and information about products, services and brands
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