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Online Consumer Behavior
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Consumers expect to get exactly what they want, instantly and effortlessly

Curious Demanding Impatient

Expecting to get useful advice Expecting personal relevance,
and answers about the big stuff even with less effort on our part.
and the small stuff. :

Expecting the ability to act
right now, and get right now.

shopping lists $ near me U same day delivery U
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E-Commerce Trends




Europe: Ad Spending Metrics, 2018

Total Digital
med'a.ad ad spending
spending s48.96B L/ . .

$122.77B 19.3% total media
39.9%

Mobile
ad spending
: $28.92B
%0 .
digital ad 125.2%

spending
59.1%

Source: eMarketer, March 2018

237084 www.eMarketer.com
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Internet Retailing

Cross-border internet
retailing gains share

Consumers gain trust

More choice or better prices than in
domestic online shops

Marketplaces are becoming
more popular

Allegro, AliExpress, and eBay hold
leading positions in Eastern Europe

14% of total internet sales in 2017

Mobile commerce contributes
to overall internet retail
growth

Consumers increasingly switch from
personal computers to smartphones

Companies’ growing investments into
creation of apps
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Estonia: Competitive And Retail Landscape

Internet Retailing in Estonia: Top Companies 2017 and % CAGR 2012-2017

Retail Value RSP incl Sales Tax USD mi

Hansapost 00
—— P eBayInc

Telia Co AB
———— P Amazon.com Inc
——p Alibaba Group Holding Ltd

1A.EE 00

Pigu UAB

ON24 AS

Euronics International Ltd

MK Trade SIA

Klick Eesti AS

MyLook OU

Sports Direct International Plc

Consortio Fashion Group AB

Shoppa 00

Studio Moderna doo

P&ldma Kaubanduse AS

Onoff AB

Asos Plc

Triton Holding OU

. 2017 Company Sales

Country Estonia
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The International Shopper (EE)

/g

® 37% Itwasn'tavailable in my 49% Better conditions (service, ® 19% Cosmetics, beauty or health @ 18% Books, CDs, DVDs or video
country terms of payment or price) products games

® 44% Broader range of products @ 10% Better quality of products 65% Clothing, accessories or ® 22% Computer hardware,

e 33% | found the offer appealing footwear software or peripherals

Source: The Consumer Barometer Survey 2014/15




Web sales to own country and other EU countries, 2016 (% enterprises)
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Enterprises advertising on the internet, 2016 (% enterprises)

EU-28 25%
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The Smart Shopper (EE)

37%

® 37% Early inspiration online
® 25% Sought advice online

® 66% Compared choices online

® 54% Prepare for immediate
purchase online

® 21% Online research: on brand ® 35% Online research: on retailer
websites websites

® 43% Search engine ® 2% Social Networks

® 9% Price comparison sites




The Local Shopper (EE)

16%

® 33% Location of business ® 43% Business hours

62% Prices ® 16% Reviewsor
recommendations

® 36% Product or service availability
at location

30%

I |

® 31% Lowest price possible
® 22% Product quality
® 35% Product availability

35%

| I

® 30% Value for money
® 30% Distance from my location

39% Past experiences with the
business




Tips for E-Marketers




Be there Be useful

PIER 39 ©

NORTH BEACH

Listening... Sushi

4.0 %ok Ak & (145) - £F

Sushi restaurant

11:30am-10pm ~

Friday hours
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Know your customers better
by understanding their
intentions, location and
behaviours.

Q

-
Intent

¢ @

Data Machine learning

It’s never been easier.
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Only 2% of'brands are reallsmg the full>h

potential of data- drlven marketlng

Maturity Nascent Emerging Connected Multi-moment

- T

49%

(o)
Assessment of Shie

participants (%)
7% o
I _2 &

Archetype Campaign based execution Some use of owned data Data integrated and Dynamic execution
. mainly using external data in automated buying with activated across channels optimised toward single-
Of matu r|ty and direct buys with limited single-channel optimisation with demonstrated link to customer business
link to sales and testing ROl or sales proxies outcomes across channels
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Speed is the “must-
have”

There is a huge opportunity to
delight users through speed
and increase conversion
rates.




Speed is the “must-
have”

There is a huge opportunity to
delight users through speed
and increase conversion
rates.
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GO gle define: assistance !J Q

All News Images Books Maps More Settings  Tools

About 63,000,000 results (0.58 seconds)

as-sis-tance

/'9'sistans/

1. helping people to get things done.

2.
a digital strategy focused on understanding what people want and
helping them to succeed throughout the consumer journey.



Google Duplex Demo from Google |10 2018

https://www.youtube.com/watch?v=bd1TmEm2Fy08
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https://www.youtube.com/watch?v=bd1mEm2Fy08
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