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If given the choice to shop for the same product at a store or online, 67% of
respondents would typically make their purchase at a store.

= Across product categories, the majority of consumers, 69% on average, prefer to
purchase items in a store over online options. The exception is electronics
where the preferred purchase method is predominantly online (57%).

» The main reason for purchasing in-store versus online is that most respondent
consumers need to see or try on an item before purchasing it (51%).

Shopping frequency as well as the number of stores consumers need to shop to
get what they need is two or more for most respondents across all product
categories.

= Most respondents shop for groceries once per week or more. Shopping for
clothing, electronics and home furnishings occurs once per month or less.

» More than three quarters of the respondents shop at 2 or more stores for the
same category of products: 81% Groceries; 93% Clothing, 84% Electronics, and
78% Home Furnishings. This implies that stores are not providing sufficient
selection and variety.

Customers want to see more sales people and site this as the main problem
encountered when shopping at a store.

» More than two-thirds (67%) report too few registers open
= More than half (54%) report not enough sales and customer service staff.
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Without the appropriate selection, consumers tend to go elsewhere.

» The key criteria for deciding where to shop are: price (85%), product selection
(69%) and store proximity (57%).

= Depending on the category of product, consumers will shop alternative stores if
they don't find what they want:

— 81% for Footwear
— 78% for music, movies, books
— 78% for Entertainment devices such as MP3 players
— 76% for jeans or denim
Retailers should pay attention to store organization and customer service

= Most site store organization(61%), variety (59%), cleanliness (58%), customer
service (57%) and friendly staff (55%) as the key to providing the best in-store
experience.

Getting help in-store when needed is lacking

= Only 50% of respondents report getting help always or most of the time for
electronics stores and household furnishings, 47% for specialty stores.

= According to 29% of respondents, mass retailers rarely or never have help
available when needed. They are hit or miss with 43% reporting getting help some
of the time. Department stores have a similar reputation among respondents.
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Executive Summary Accenture Research

i

The Internet is an extension of the in-store shopping \
experience. Consumers research products, check prices *
and product availability before going to a store. -
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Executive Summary Accenture Research

N
Promotions are a useful tool for incentives and customer \
retention, but word of mouth and advertising are the D

greatest influence on purchase decisions.
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Executive Summary Accenture Research

o
New products have had a positive impact on consumers, \
making them more efficient. e
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Men are more likely to leave a store if they don’t find what they

want in alcoholic beverages, dry goods and produce. Men, more
so than women, use the Internet to learn about new products and
research products. Women rely on TV for new product awareness. "

= Significantly more men than women (51% vs. 39%) report the Internet has
improved their in-store shopping experience by allowing them to order items online
for in-store pick-up.

= Significantly more men (17% vs. 9%) purchase in-store to get better prices while
more women (16% vs. 8%) purchase in-store to avoid shipping charges.

= Men more so than women will shop alternative stores if they don’t find what they
want for: alcoholic beverages including beer, dry goods and produce. More
women will go elsewhere for: special occasion clothing.

= New products are not driven by consumer needs; men agree more so than women

= Coupons work best as an incentive for men to buy alcoholic beverages while
family and friend recommendations provide a better incentive for women.
Advertisements work best as an incentive for women to buy health and beauty
items

* Among services that keep customers shopping at stores they frequent, special
promotions for frequent customers are more effective for women (54% vs. 47%
men).

= Women learn about new products from TV and word of mouth more than men.
Men learn more from Internet search engines.
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Survey Results

If given the choice to shop for the same product at a store
or online, most respondents prefer to shop at the store.

Respondents primary mode of shopping

Copyright © 2007 Accenture All Rights Reserved.

@ Online
O In store

Accenture Research




Su rvey Resu Its Accenture Research

Most respondents shop for groceries once per week or more.
Shopping for other more durable consumer products occurs
once per month or less.

Frequency respondents shop in a store

100% -~

80% A 77% 77%

Percentage of

respondents
60% -

40% -

% -
20% 13%

%

3% 3% 1%
0% - [ ]

Once/week or more 2-3 x per month Once/month or less Never

M Groceries MW Clothing M Electronics Home Furnishings
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Su rvey Resu Its Accenture Research

More than 80% of respondents shop at 2 or more stores for the

same category of products. Presumably one store could capture
more consumer interest by offering product variety tailored to
consumer needs.

Number of stores respondents shop within a category

100% -~

80% -

Percentage of

respondents
60% -

46%

40% -

20% A

0% -

0 1 2 3 4 5 or more

M Groceries MW Clothing M Electronics Home Furnishings
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Accenture Research

Survey Results

With too few registers open as well as sales and customer
service staff, stores need to improve service by increasing
the number of customer-facing positions.

Problems encountered when shopping in a store
(excluding price-related issues)

Not enough registers open 67%
Not enough sales or customer service people
Limited product variety/selection

Product out of stock

Store does not carry product

Store is too crowded

Shopping experience is too time consuming
Product information is difficult to find

Store not clean

Poor quality products

Store hours too short

Store too large

Store facilities in disrepair

Other

0% 20% 40% 60% 80%
Percentage of respondents
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Su rvey Resu Its Accenture Research

About half of the consumers surveyed will call ahead or check

online to determine if a product is in the store before traveling to
the store. Online sites can become very useful for stores to
communicate with their shoppers.

Consumers checking if difficult to find productis in
store before visiting store

Yes, | call ahead to
know that they have
what | want

Yes, | look online to
know if the store has
the product | want

No, | visit the store to
determine if they have
product

46%

n/a, | have never had
this problem

0% 20% 40% 60%
Percentage of respondents
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Su rvey Resu Its Accenture Research

The Internet has aided consumers with their in store shopping
experience by allowing them to research products before going
to the store.

How Internet has improved in-store shopping experience

| use the Internet to research product features

: 69%
before going to the store to purchase

| can price compare and go to the store with

: 68%
the best price ’

| can locate items online and go to the store for
purchase

| can order items online for in-store pick up

The Internet has not improved my in-store
shopping experience

Other

0% 20% 40% 60% 80% 100%
Percentage of respondents
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Survey Results-Gender Differences Accenture Research

Men are significantly more likely to order items online for in-
store pick up than their female counterparts.

How Internet has improved in-store shopping experience x Gender

| use the Internet to research product
features before going to the store to
purchase

66%

0
1% 'mMmale

67% B Female
69%

| can price compare and go to the store
with the best price

| can locate items online and go to the 60%
store for purchase
Male and Female

| can order items online for in-store pick 51% groups are significantly
up 9% different at the 95%

Confidence Interval £8.

The Internet has not improved my in-
store shopping experience

3%
4%

Other

0% 20% 40% 60% 80% 100%
Percentage of respondents
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Su rvey Resu Its Accenture Research

Consumers will shop alternative stores if they don’t find
what they want for the more durable types of goods and
fashion-sensitive categories, such as footwear and jeans.

Consumer response if store does not have what respondents need

Buy something else Go to another store

v

Diapers
Beer
Children’s clothing
Alcoholic beverages (general) -31% 34%

Non-alcoholic beverages
Non-perishable dry goods
Toothpaste

Meat and fish

Produce

Health and beauty items

Storage products

Bed & bath items

Jeans and denim

Special occasion clothing
Furniture (interior)

Entertainment equip/dev (MP3, TVs)
Music, movies, books

Home appliances and kitchen tools
Footwear

-60% -40% -20% 0% 20% 40% 60% 80% 100%
15
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Su rvey Resu Its Accenture Research

Men more so than women will shop alternative stores if they

don’t find what they want for: alcoholic beverages including
beer, dry goods and produce. More women will go elsewhere for:
special occasion clothing.

Importance of criteria when deciding
to shop at a store

) Significant @ 95%
34 /0_ Confidence Interval £7.3. | Mal e

Beer
M Female

o Significant @ 95%
Alcoholic beverages 39% 4 Confidence Interval +7.6.

(general)

o Significant @ 95%
Non-perishable dry 47% S Confidence Interval £7.9.

goods

) — Significant @ 95%
55% Confidence Interval 8.
Produce

Special occasion

clothing Significant @ 95%
840/"_Confidence Interval £6.7.

40% 60% 80% 100%

Percentage of respondents
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Su rvey Resu Its Accenture Research

Aside from price, product selection and store proximity
are the key criteria for deciding where to shop. Without
the appropriate selection, consumers may go elsewhere.

Importance of criteria when deciding
to shop at a store

Prices 85%

Rigtht product selection

(o)
or assortment 69%
Proximity to home or
y 57%

office
Prior shopping

experience
Knowledgeable

salespeople
Return policy 43%

47%
46%

Store hours 41%
Easy to navigate store 41%
Personalized service 26%

Post-sale service 18%

Innovative
atmosphere/environment

Other 1%

13%

0% 20% 40% 60% 80% 100%

Percentage of respondents
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Su rvey Resu Its Accenture Research

Overall, respondents report not getting the help they need once
they are in a store.

Frequency help is obtained from salespeople when needed
for each store type

| 50%

21%

Always/most of 50%
the time 47%
28%
39%
|37°ﬁ’3% O Electronics store
Some of the 35% Mass retailer (e.g., Walmart)

time 3% 5506 Household furnishings store

34% M Specialty store (e.g., apparel)
B Department store
M Grocery store

29%

Rarely or never

n/a, | do not
typically need

help
14%

20% 40% 60% 80% 100%

) Percen fr ndents
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Su rvey Resu Its Accenture Research

Special promotions are valued most by consumers to
retain their business.

Services that keep customers shopping at stores they frequent

Special promotions
for regular/long-term
customers

50%

Inproved customer
service

Personalized service
or communication
from the retailer

First access to new
and sale merchandise

Other

0% 20% 40% 60%

Percentage of respondents
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Survey Results-Gender Differences

Women respond more to promotions than men.

Services that keep customers shopping at stores they frequent x Gender

Male and Female groups
are significantly different at
the 95% Confidence

54% Interval +5.5.

Special
promotions for
regular/long-term
customers

Inproved
customer service

Personalized
service or
communication
from the retailer

M Male
26% B Female

First access to
new and sale
merchandise

25%

0% 20% 40% 60%
Percentage of respondents 20

Copyright © 2007 Accenture All Rights Reserved.



Su rvey Resu Its Accenture Research

Word-of-mouth followed by advertising are the most powerful
influencers on purchase decisions.

Information sources having influence on purchase decisions

Word-of-mouth / "
Friends ’
Advertising .

Online information

17%

0% 20% 40% 60% 80% 100%
Percentage of respondents

M 1-Most influential 12 M3 W4 5-Least influential © Not at all influential
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Su rvey Resu Its Accenture Research

Respondent consumers learn about new products
primarily through TV, word of mouth and print ads.

Where respondents learn about new products

Ranked #1 Ranked top 2 Ranked top 3

™ 34% v 52% v 64%

Word of mouth Word of mouth Word of mouth

Print ads Print ads Print ads

Internet search engines Internet search engines Radio

Manufacturer websites Radio Internet search engines

Internet advertising Retailer websites Retailer websites

Retailer websites Manufacturer websites Manufacturer websites

Radio Internet advertising 8% Internet advertising 15%

0% 20% 40% 0% 20% 40% 60% 0% 20% 40% 60%  80%
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Su rvey Resu Its Accenture Research

Women learn about new products from TV and word of
mouth more than men. Men learn more from Internet
search engines.

Where respondents learn about new products x Gender

Ranked #1 Ranked top 2

TV

TV
Significant Significant @ 95%
40% <z 95%/0 Confid%bnce Confidence
Interval £7.5. Interval £7.9.

Word of
mouth

Word of mouth

Significant @ 95%
Confidence Interval +7.6.

40% <

25% < Significant @ 95%

Internet Confidence Interval £6.4.

search
engines

Internet search
engines

} : . T T T |
0% 20% 40% 0% 20% 40% 60%

B Female B Male
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Su rvey Resu Its Accenture Research

Respondents demonstrated the most agreement regarding

iInnovative new products in health and beauty than other
categories. Mostly beverages were cited under “Food &

Beverage”.

Most innovative new products purchased and used in the past year

Health & Beauty Kitchen Appliances Food & Beverage
Skin Care (not anti-aging) 21% Blender/Mixer 6%
Coke (Zero, Lime, etc.) 7%
Make-up Can Opener 5%
Hair Care Products Grill (Gef_”ge Forman, 4% Gatorade & Energy drinks 6%
Tooth/breath-related items Cuisinart)
(whiteners, etc.) Coffee maker 4% Juice (pomegranite, frozen, etc.) 6%
Olay Products Microwave 4% .
Pepsi 5%

Hair Care (electronics)

Proactiv (and other anti-acne
products)

Electric Toothbrush

Silicone cooking tools 4%
Single/small senings 5%

Toaster 3%

Dish h 300 Dr Pepper (incl flavors) [l 3%
ISnwasher (]

Razors
Green Tea drinks i 2%

o ) Magic Bullet | 2%

Anti-aging skin products

N " Chopper [l 2% Ice Tea f§ 2%

Vitamins-nutrition supplements
1 0,

Hair Dryer Coffee Grinder | 1% V8 (varieties) f 2%

Food Processor | 1%

Massager Microwaveable food | 1%

Microderm abrasion Electric Drill or Wrench J 1%
Beer | 1%

Weight Loss Espresso maker | 1%

58% Other

18% Other
1 T T T 1

0% 20% 40% 0% 20% 40% 60% 0% 20%  40%
Percentage of respondents

Other

60%
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Survey Resu Its Accenture Research

New product purchases in health and beauty as well as kitchen
appliances appear to be most influenced by the timing of the
need. Promotions are least effective for kitchen appliances.

Prompts for new product purchases

| needed it at

i 39%
that time °

Sale, coupon,

promotion
B Health and beauty
| wasn't
intending to buy . :
. but saw it M Kitchen appliances

and tools
Food and beverage

while shopping

In-store demo
of product

0% 20% 40%
Percentage of respondents
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Su rvey Resu Its Accenture Research

It appears new products are ahead of the market and sometimes
not driven by consumer needs...

Agreement with statements:

New products are typically
introduced before | realize
that | need them

New products are
introduced and | typically
don't need them

5%

| tend to use new
products that become
available on the market

| can think of new
products that | need but
are not yet available

0% 20% 40% 60% 80% 100%
Percentage of respondents

M Strongly agree @ Agree " Neither ® Disagree Strongly disagree
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Su rvey Resu Its Accenture Research

...and this holds true more for men than women.

Agreement with statements x Gender
(top 2 box: Strongly agree, agree)

51% <mmm Significant @ 95%

New products Confidence Interval +8.

are introduced
and | typically
don't need

them 43%

36%<¢mmmm Significant @ 95%

I can think of Confidence Interval £7.4.

new products

that I need but
are not yet
available

0% 20% 40% 60%

B Female WM Male
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Su rvey Resu Its Accenture Research

Coupons work best as an incentive to buy food & beverages and
health & beauty items. Ads are best for apparel.

Incentives most likely to encourage
respondents to try a new product or brand

100% -

80% -

Percentage of

respondents 60% 4 56%

40% -

20% -

10%
8%
° 5% 5%

0% -

Coupon Advertisement Family/friend Direct mail promotion
recommendation
W Food & beverages m Alcoholic beverages B Tobacco Health & beauty " Apparel
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Su rvey Resu Its Accenture Research

Coupons work best as an incentive for men to buy alcoholic
beverages; family and friend recommendations provide a better
incentive for women.

Incentives most likely to encourage
respondents to try a new product or brand

100% ~ Alcoholic Beverages
80% -
Percentage of
respondents 60% - Significant @ 95%
Significant @ 95% Confidence Interval £7.1.
Confidence Interval +6.2. l
40% l 33%
20% -
0% -

Coupon Advertisement Family/friend Direct mail promotion
recommendation
H Male B Female
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Su rvey Resu Its Accenture Research

Advertisements work best as an incentive for women to buy
health and beauty items.

Incentives most likely to encourage
respondents to try a new product or brands
100% 1 Health and Beauty

80% -

Percentgge of
respondents % -
P 60% Significant @ 95%
Confidence Interval +6.8.

40% - 36% 1
32%

20% -

0% -

Coupon Advertisement Family/friend Direct mail promotion
recommendation
H Male B Female
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Su rvey Resu Its Accenture Research

The majority of respondents believe they are more
efficient today compared to 2 years ago as a result of new
products.

Respondents more efficient today compared to 2
years ago as a result of new products

[ Yes
[0 No
M Not sure
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Su rvey Resu Its Accenture Research

Consumers prefer purchasing items in stores over online except
for electronics where online is the preferred method.

Respondents typical mode of purchasing if buying the same

product at the same price without shipping or delivery charges
100% -

81%
80% -
69%

Percentage of

respondents 650% - 570

40% - 38%
25%

20% -

1% 2% 2% 2% 19

0% A : : eeea—— 0
In-store Online Phone
Bl Groceries Drug store items m Clothing B Electronics Home Furnishings
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Su rvey Resu Its Accenture Research

Men are more likely to buy drug store items in the store than
women, while women are more likely to buy online.

Respondents typical mode of purchasing if buying the same product at the
same price without shipping or delivery charges x Gender
100% - Drug Store Items

Significant @ 95%
Confidence Interval +7.8.

80% - l
Significant @ 95%

Percentage of 63% Confidence Interval +7.7.
respondents
60% - 1

43%

40% -

20% -

0% -

In-store Online Phone

H Male B Female
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Su rvey Resu Its Accenture Research

Men are more likely to buy home furnishings in the store than
women.

Respondents typical mode of purchasing if buying the same product at the
same price without shipping or delivery charges x Gender

100% 1 significant @ 95% Home Furnishings
Confidence Interval £7.4.
o 1

80% 73%
Percentage of
respondents

60% -

40%

20% -

1%
0% - |

In-store Online Phone

H Male B Female
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Su rvey Resu Its Accenture Research

The main reason for purchasing in-store versus online is that
most respondent consumers want to see or try on an item before
purchasing it.

Main reason behind decision to purchase in-store

Need to physically see or try on item 51%

| need to have product in less than the time it
takes to ship

Best price
Shipping charges

Best selection

Limited time to shop-can order online in
minutes

Need to shop during hours when stores are
closed

Other

0% 20% 40% 60%
Percentage of respondents
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Survey Results-Gender Differences Accenture Research

Significantly more men purchase in-store to get better prices
while significantly more women are drawn to stores to avoid
shipping charges.

Main reason behind decision to purchase in-store x Gender

50%

Need to physically see or try on item 5004

| need to have product in less than the
time it takes to ship

14%
12%

Best price

179% Male and Female groups are
significantly different at the 95%
Confidence Interval £5.34.

Shipping charges Male and Female groups are
significantly different at the 95%

Confidence Interval +5.

16%

Best selection

Limited time to shop-can order online in W Male
minutes B Female
Need to shop during hours when stores
are closed
0% 20% 40% 60%

Percentage of respondents
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Respondent Demographics Accenture Research

602 U.S. respondents participated in this Web-based survey

Gender Respondent Age

65+

55-64

45-54

[ Male
[JFemale

35-44

25-34 24%

18-24

40%
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Respondent Demographics

Education

Doctorate (MD,
JD, Ph.D.)

Graduate
Degree

College Degree 31%

Associates
Degree

High School

Diploma 32%

Have not
completed high
school

0% 20% 40%

Copyright © 2007 Accenture All Rights Reserved.

60%
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Annual Income

Over $200,000

$100,001-
$200,000

$50,001-
0,
$100,000 66%
$30,00-$50,000
Under $30,000
0% 20% 40% 60% 80% 100%
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