O demandware:

Commerce Innovation. Not Infrastructure.

A Demandware Point of View

Copyright 2011 Demandware, Inc. - Confidential



Demandware Research Approach

 Demandware conducted research to determine the shopping behavior of tomorrow’s
consumer

« Demandware surveyed 500 consumers globally
90% of all respondents were Smartphone owners

With smartphone adoption growing at a geometric rate, research shows that a majority of
consumers will own a Smartphone within the next 3 years

10% non-Smartphone owners, control group, were also surveyed for comparison

 Demandware commissioned Forrester Research to conduct the survey
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The Birth of the “Smart Consumer”

Smart Consumer

Smart Con-sum-er, [smahrt kuhn-soo-mer], noun

1. The same consumer, but now with new found
power and attitude attained from the Smartphone

2. Multi-channel retailers unprepared to meet the new
demands of the Smart Consumer run the risk of
losing customers to the competition

3. Retailers that embrace Smart Consumers have the
opportunity for stronger brand loyalty by providing
ubiquitous information across all shopping points

4. Retallers that do not invest in building the type of experiences Smart Consumers
have come to expect run the risk of watching their stores become showrooms for

the competition that do

5. Smart Consumers operate with the same level of power and knowledge
regardless of age, gender, and geography — leveling the playing fields between
“Moms” and “next gen techies”
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“Smart Consumers” shop with more power, knowledge, and

skill then ever before

“Please tell us which, if any, of the following describes your personal opinion regarding multi-channel shopping and
retailers in general:” (Select all that apply)

| expect companies whose products or services | purchase to have a high quality _ 72%

web site 62%
| expect to be able to return any item | purchased online or by phone to a retail store | R R S S A e ) 71%
| expect companies whose products or services | purchase to have consistent T 62
pelicies and systems to allow me to shop and get service regardless of channel 49% 0
(phone, in-store, online) &
If | call customer service, | expect the retailer to know or be able to look up what | [ 50%
purchased from them through other channels (e.g. onling, in-store) 58%
| expect sales reps in stores to be knowledgeable of items sold online or via other [T 50%
channels even if these items are not sold in stores 40%
If 1 go into a store, | expect the retailer to know or be able to lock up what | [N 43%
purchased from them through other channels (e.g. online, phone) 42%
| would be willing to provide personal information (e.g. email address, telephone [ 39%
number, loyalty card) in order to be invited to private sales events or previews 31%
| expect companies whose products or services | purchase to have a high quality ([N 31%
mobile optimized web site | can access on my phone 7%
I would be willing to provide personal information (e.g. telephone number, loyalty ([N 29%
card) in order to have my purchase history be available through all channels 22%
| expect companies | do business with to know who | am and recognize me when | 26% [ | Smartphone owner
interact across their stores, web site, on the phone, or via mobile devices 13%
I am willing to opt into applications on my mobile phone and be recognized as | am I 23% Does not own a smartphone
near a store if | receive special offers and discounts 2%

| expect companies whose products or services | purchase to have applications |
can download onto my phone or tablet computer

7% dhdemandware:
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“Smart Consumers” love shopping online, and use the web

significantly for research for online & offline shopping

“Please indicate how much each statement describes your attitudes towards product purchasing.”

0 - Does not apply 1 - Does not describe me at all 2 3 m4 =m5-Describes me completely

| Women are generally more | 1%

favorable about shopping . . . a0 o
online than men | enjoy shopping online |13% 16%

0,
| like to look at stores online to see what =
products or sales they have before deciding to | 3% 13%

make a trip to the retail store

3%
I like to research products on_Ilne and then 6% 18% 319%
purchase them offline
2%

| prefer to go to a store to see or test out o
products before | purchase them online % a0 Hite
| like to research products via my mobile phone 239, 390 250, 13% 5y,
or smartphone and purchase them offline
0% 25% 50% 75% 100%

(Online consumers ages 18-29 are the most
likely to describe themselves as cross-

channel researchers and buyers ) (b demandware@
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“Smart Consumers” are less forgiving and the impacts of a bad

experience are far reaching and cross channels

“If you find yourself dissatisfied with a shopping experience online,
which of the following are you likely to do?" (Select all that apply)

819 | would be less likely to buy from
i them again online

239 I would be less likely to visit the
ELic web site again

519% | would be less likely to buy from
Etlidl them again offline (physical store)

| would have a more negative
-67% &

= | would tell my friends, family and
-12% co-workers about my experience
0 | would post a negative review
-43% online

20% | would purchase from another
Eodei: online store

| would contact customer service

o, : 1
-50% regarding my experience

1% ' would do nothing

dhdemandware®

“If you find yourself very satisfied with a shopping experience
online, which of the following are you likely to do?" (Select all that

apply)

I would buy from the web site again

| would visit the web site again

| would be more likely to buy from
them again offline (physical store)

| would have a more positive

overall perception of the company overall perception of the company

| would tell my friends, family and
co-workers about my experience

| would post a positive review
online

Il would shop less on other sites in
order to shop on the web site | had
a good experience with

| would be more likely to visit the
company’s mobile web site

I would do nothing
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“Smart Consumer” expectations for in-store technology starts

with their own mobile phone, but that is not all

“For each in-store technology you have used, please indicate how valuable/useful it was.”
% of total population

® 4 - Valuable/Useful 5 - Extremely Valuable/Useful :
using each technology
My own mobile device to compare prices, find out 40% 37%
product information, etc.
In-store price-scanning station 51% 61%
An electronic device attached to a shopping cart 42% 7%
Self-checkout at a retail store (e.g., grocery store) 53% 7%
In-store computer kiosk (e.g., a computer terminal 30% 379
where you can look up products or access a Web. .. e
Rechargeable stored-value payment cards (e.g.,
Starbucks card) 5% 24%
Interactive displays or touch screens for product
information, sales, and coupons = 34%
Touchless payment (e.g., Mobile SpeedPass) 30% 7%
Handheld or mobile point of sale (e.g. a sales 319
associate places the order on a mabile device) 14%
0% 25% 50% 75% 100%

International Commentary:

|/-

42% of UK consumers havej

|/ 3

(" US consumers over-indexin |

most areas, incl in-store price interacted with in-store fo have had a store assoc. use Only 9% of DE consumers have
scanning and using mobile interactive ortouch-screen a mobile checkout device with used in-store kiosks

devices in-store. | displays == x| them.
—_— ] | —

dhdemandware:
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Smart Consumer Research Coming Soon

Additional Data: Events and References:
Country specific consumer shopping data Sign up for our webinar, “Understanding
for United States, United Kingdom, the Power of the Smart Consumer”
France, and Germany Thursday May 12, 2011 @ 3pm CEST

Consumer purchasing attitude by gender
and age Contact us for a private briefing where we

will share our entire consumer research

Consumer expectations and satisfaction about the Smart Consumer —

for multi-channel shopping and in-store

technology

Consumer adoption for mobile as a Read our blog for our point of view —

shopping tool and shopping destination
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https://www1.gotomeeting.com/register/332682793

Jydemandware
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