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Webinar Dial-In: 1 (914) 339-0033
Access Code: 503-803-326

* Questions? Please type your questions in the chat box
and we will answer them at the end of the webinar.

* Webinar Replay: A recording of the webinar will be
available online at www.mybuys.com starting Monday,
August 6,

* The White Paper: An advanced copy of the
corresponding white paper will be emailed to each
attendee on Friday, August 10,
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Why “Know Your Customer” Research Now?

Consumer privacy has become an even hotter topic recently.

In an industry that uses consumer information to help
shoppers make better purchases and provide them with
better experiences, it is important to find out and
understand how the consumer really feels.
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The Voice of Cross-Channel Merchandising

Straight talk from “in-the-trenches” online merchandising experts

= 16 years e-commerce consulting 8 % B b ).
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Part I: The Consumer Perspective:

* MyBuys/e-tailing group 5" Annual Consumer Insights
Survey

e Sharing
e Social and Mobile Dynamics

Part Il: The Merchant Speaks:
e 9 Steps to Really Knowing Your Customer
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MyBuys/e-tailing group 5" Annual Consumer Insights Survey
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Methodology & Demographics

* In April 2012 an online survey was fielded to 1,024
consumers; 51% male/49% female

 Respondents were qualified as having shopped
online 4 or more times during the past year and
typically spending $250 or more annually (1 in 2
spend $750 or more annually)

e 78% own a smartphone
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Demographics

Which of the following best represents your combined
What is your age? annual household income before taxes?

Under $25,000

$25,000-$35,000

18-34
$35,001-$50,000
35-44 $50,001-$75,000
$75,001-$100,000
45+
More than $100,000
Q4 Q34 Prefer not to respond
What is the highest level of education that you How many children age 18 years or younger
have completed to date? do you have living at home with you?
Some high school or less None
High school graduate 1
Some college, butno.. 2
College graduate 3
Some graduate school
4 0or more

Post-graduate degree
Prefer not to respond

Prefer not to respond

Q35 Q36
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Shoppers are active where 1 in 2 spend $750 or more annually

How often did you shop online
during the past year?

Several times per 0

Once a month 26%

4 or more times
per year

)1

How much do you typically
spend online annually?

$250 - $499

$500 - $749 23%

$750 - $999 13%

$1,000 - $1,499 14%

$1,500 or more

!III!
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A. Consumer Comfort with Sharing: Topline

* Familiarity with existing onsite merchandising and
personalization and via email has set the stage for
extending efforts

 Consumers are comfortable sharing with retailers
with whom they are already connected

* 1in 2 consumers are willing to share information in
hopes of getting a better shopping experience

e Offers, brands and products bought will be readily
shared with retailers
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Consumers are most comfortable sharing with Amazon and retailers

with whom they are already connected

In general, how would you describe your comfort level regarding sharing
shopping preferences with each of the following kinds of companies?
(Top-2 Very/Somewhat Comfortable)

Amazon
Retailers where I’'m part of a loyalty program 69%
Retailers | shop once in awhile 56%
eBay 49%
Local deal engines 44%
Facebook 43%
Comparison shopping engines 39%

Retailers where | have never shopped 28%

Flash sale sites

|

Q6
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1 in 2 consumers are willing to share information in hopes of getting

a better shopping experience

Privacy and security concerns still a factor

Please rate your level of agreement with each of the following statements regarding sharing
shopping preferences (favorite brands, categories, products) with retailers you frequent.
(Top-2 Completely/Somewhat Agree)

| am somewhat willing to share information with the retailers where
I shop as | believe | will get a better shopping experience

I am mostly willing to share information with the retailers where | 550/
shop as | believe | will get a better shopping experience o
| am nervous about sharing information with retailers where | shop 449
as my privacy might be compromised g
I am willing to share information in order to expedite my shopping 449
experience on any given site 0
| am nervous about sharing information with retailers where | shop 44%
as my security might be compromised 0
I will share personal information with a retailer in return for a more 43
personalized shopping experience 0
| am cautious about sharing information with some retailers yet
have no problems sharing with my peers

40%

1|

Q7
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Shoppers are happy to share shopping preferences with retailers

where offers, brands and purchases see highest acceptance

Thinking about the following kinds of shopping preferences you might
share with a retailer, how would you describe your willingness to share
such information?

(Top-2 Completely/Somewhat Agree)

Types of offers you prefer

Brands you buy

Products you purchase

Other stores where you shop

Patterns of shopping behavior

Q8
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Consumers are reluctant to let merchants share their

shopping preferences with other retailers

1in 2 consumers (55%) will never or only once in awhile enable such sharing

Many retailers offer consumers the ability to share shopping
preferences with other retailers and advertisers? How often do you
allow merchants to share that information?

Never 13%
31%

Some of the
time
32%
Oncein
awhile
24%

Q9
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Half of consumers report receiving tailored merchandising

based on past browsing and purchases onsite and via email

Please specify your level of agreement with a series of statements around personalization.
(Top-2 Strongly Agree/Somewhat Agree)

The retailers where | shop offer promotions and merchandising
tailored to my past purchasing and browsing behavior

| receive personalized emails from retailers based on my past
browsing or buying behavior

51%

—TY
E—T
—T
T
T
T
T
—

Stores where | am part of a loyalty program typically deliver a more
personalized shopping experience to me than those where | don’t 45%
participate in their programs

| buy more from retailers who persor_1a|ize the shopping experience 37%
across all of their channels

| value retailers or brands more because they remember my buying 370
and browsing behavior from all the channels where | shop g

| purchase more from websites that suggest product based on past 3504
browsing or buying behavior 4

| purchase more from retailers who send me personalized emails
based on my past browsing and buying behavior

34%

| find it acceptable when retailers, where | have browsed their
websites previewing product, attempt to sell me similar/like product
across the web on content-related sites

Q10
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Onsite recommendations are standard

"& \. ARMANI EXCHANGE

WOMENS MENS DENIM  ACCESSORIES LOOKS  SALE £ o vass s e v memseer soness TN, S LYY Euw v | RIve wung

HOME > WOMENS > NEW ARFIVALS > SOFT JACGUARD BLAZER 10F 114 »

NEW AUGUST STYLES 5 O0ITEMS m
ovemviEw & sworsinG t=. -

i VIVATERRA

New SOFT JACQUARD BLAZER y e, 24
: INVIH’N///!UZ AIU’/ FREE SHIPPING ON ORDERS OVER §100

HOME ACCESSORIES ~ DINING ~ GARDEN ~ BED&BATH  WOMEN'S ~ GIFTS  COLLECTIONS ~ SALE ORTEW, H

> Corte Butaca Chair

{ Seating (9 of 51) »
e ‘ Corte Butaca Chair and Footstool

‘ FREE STANDARD SHIPPING ON ORDERS OVER $100 > O &+ v =

No reviews)
0.0 (No reviews We also suggest:

Be the first to Write a Review

DETAILS SHIPPING READ REVIEWS
FEATURES
Relaxin our updated, upholstered version of the
Mexican butaca, a hand-built chair inspired by the
classic Spanish Barcelona® chair. Both chair and Coffee Sack  Portable Bling
matching footstool are built entirely from FSC-certified ~ Butaca Chair  Chair
machiche, a tropical Guatemalan hardwood, with well- ;':;5”_“’"“‘ $269
padded cushions upholstered in blue cotton corte with ¢ 629

traditional embroidery. CHAIR 30"W x 34°L x 33"H,

STOOL 21.5"L x 21.5"W x 167H. Note: Allow 3 weeks for  Rejated products:

delivery, see shipping info

view Larcer &

YOU MAY ALSO LIKE

o it v i n
(A ]
A proMOTIONS } ] -

ITEM PRICE  QTY

el CREATE
NO MINIMUM YOUR LOOK

Butaca Chair - Blue Corte (875
surcharge)

$1629 |0
Birch Forest  Serene
Panels Buddha Panel
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Email Alerts are Ideal

PRODUCT ALERT

e Pfaltzgraff =« PRODUCT ALERTS
osmloerrngoms ®E » un

PATTERNS & ) 7, , 31 IN THE FORTHE
coti Bt DINNERWARE SERVEWARE DRINKWARE FLATWARE LINENS | fXTHE FOREHE SPECIALS CLEARANCE

Furniture Art  Bedding Rugs Lighting Décor Gifts Gear DiaperBags SALE
FREE SHIPPING 0N ORDERS OVER $99*
Enjoy Free Shipping 1,500 Shopping Spree
fsae | On Purchases over $99» Click here for your chance to win»

Thought you might like

*M'

anpyNhﬂ-efs Duy
Flora Gray Holiday Happenings  Holiday Happenings  Bouton
Dinner Plate Square Glass Live Rectangular Glass Pie Server, Hollow
Laugh Love Platter Mother's Day Platter Handle

Pony Love Twin Duvet Rabbit Patch Twin Quilt Organic Cotton Pillow -
Cover Standard

b EEeg

Cross Stitch Quiltin Grey

Farberware® Farberware® Satin_Gia Farberware®
Pro Stamped Chef BBQ Scissor Tongs 101 Piece Flatware Set. 4 Piece Shear Wave
Knife. 8" [ More info » | 1810 Edge Cutlery Set

o oio > S v o >

1 s 1
Primrose Crib Bumper i Gunne Sac Toddler Green Polka Dot Wall

esre Pfaltzgraff o ST W}

3 Jubilee
B Collection
i {

New Arrivals
Nursery décor never
looked so good.
New Arrivals Inc.
sparks imagination!

Oopsy Daisy
So many artistic styles
make shopping for
kids art exciting and
enjoyable.

Have some fun with
a delightful selection
> "1 of chandeliers fit for

A aqueen.
Change Email Address | Privacy Policy | Unsubscrib POWERED BY
Change Email Address | Privacy Policy | Unsubscribe MYBUYS e R e R raram MYBUYS
Pfaltzgraff, PO Box 21769, York, PA 17402-0190 709 Hillsborough Street, Raleigh, North Carolina 27602

the e-tailing group MYBUYS



Loyalty Programs Provide Unique Insights

67% EG100 retailers have loyalty programs in place versus 57% in 2010

MEN'S  WOMEN'S  KiDS'

BEGOME A VIP

AND RISE ABOVE THE REST

Be the first to get the best deals, news, rewards
and more!

FANGEAR  CASUAL  ACCESSORIES  BRANDS

FREE SHIPPING on all of our latest styles”* NO MINIMUM + NO CODE = NO HASSLE!

OUTLET  FINDASTORE  NLOCKED

DETAILS >

W EXCLUSIVE VIP OFFERS CHECK YOUR VIP ACCOUNT BALANCE

COMPLETE PROFILE

Create a new online account and you will be able to access
your VIP info and view your special offers online anytime!

IFREE SAMPLES with every ordes

SEPHORA -

MAKEUP  SKONCARE

FRAGRANCE BATH & BOOY AR TOOLS & ACCESSOMIES MEN GFTS SEPFHORA nEAuY
sEARcH BRANDS | Cr005E BRAN =
BN Socms soes .
Wth overy Sollir yOu Sp0nd M SEPROrE, ONe POt I8 006 1O your ,5,‘
Boduty Sark DAANCE. You Cam Fedoem your POIrts 1o Bamty Al Dorks. Alpady » Baauty sicer? $,| nnow »
TRADING IN YOUR POINTS

Whon & comes 15 trading in your Poirts 1or SOMething Pretty, you'e Got 80me cholcee:

beautyinsider

SO0 POINT PERK BIRTHDAY GIFT
-

Spam,

i you prefer to
B

The utimate Insider-Onty benefit
a tree, Smited- edion product

ve your Beauty

am yous an

HOW TO REDEEM YOUR POINTS — FOR PERKS!

During chackout. you will automaticaily be ofiered 100-pokt and/or S00-PoINt Perks based on your Beauty Bank balance.
Can't wait? Sign in now Bnd 9O Girectly 10 YOUr SCCOWNt PORS 10 308 YOUF CUNTent fowards and o

VIB

Very important Beauty Insider is the premium level for Beauty Insiders m
and your Scket 10 even more beauty-full rewards.

e-tailing group 2011 Mystery Shopping Study
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B. Social & Mobile Dynamics: Topline

* Only 1in 3 consumers are comfortable sharing for an
upgraded personal experience

* Concern about sharing personal information and
shopping preferences via social networks is in play

 Consumers are becoming familiar with social log-in
tools; though content with status quo they may
appreciate convenience benefits

* Proliferation of devices means greater sensitivity
regarding sharing shopper preferences
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1 in 3 spends significant time on Facebook

How would you describe the amount of time you
spend on social networks?

Facebook 33% 47% 20%

YouTube 30%

Twitter EERZE el 68%

Pinterest % k%) 75%

m Significant time
ELimited time
Never spend time
Q21
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6 out of 10 consumers express concern about sharing

personal information via social networks

As opportunities abound to participate in social networks, how
would you rate your level of concern in sharing personal
information via such means?

(Top-2 Much More/Somewhat More Concerned)

Much more/somewhat more concerned

About the same level of concern 38%

Somewhat less/not at all concerned

Q22
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1 in 2 consumers are more concerned about sharing shopper

preferences via social networks

As opportunities abound to participate in social networks, how would you rate
your level of concern in sharing shopper preferences via such means?
(Top-2 Much More/Somewhat More Concerned)

Much more/somewhat more concerned

About the same level of concern 41%

Somewhat less/not at all concerned P
Q23
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Shoppers express similar levels of hesitancy regarding sharing personal

information/shopper preferences where 1 in 2 show concern

As opportunities abound to participate in social networks, how would
you rate your level of concern in sharing personal information/shopper
preferences via such means?

57%
Much more/somewhat more concerned
52%

About the same level of concern

Somewhat less/not at all concerned
7% mPersonal Information

m Shopper Preferences

Q22,023
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Consumers are becoming accustomed to seeing social log-ins on shopping

sites as 60% report seeing them at least some of the time

SN kmat | S meoler | CHIITIMER  Mawnes | Pl LANDIOEND e gestdeory  Searn et See ol

_ How frequently have you seen this type
sears C 5 [ IR = of login on shopping sites you frequent?
EEEN) vivcowie ovus ea Rty + P b tarices -+ Soepoing Gudnce -

Did you know?
Yeur Xmart, srygofur, and Craftaman |

Sears K myoofer DN seeems

Most of
the time___
i 17%
e \ __Some of
ever the time
18% 43%

use your account from

¥l Connact witi tacebook.

o9 r>rnoe

Oncein a
while
22%

Q24
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Sign in via social login is limited as only 1 in 3 (36%)

have done so at least once

L aene m Lisss Acoount Net You? m Wihlist | AEREWARDS | Track Order | Find # Store  Ship To. @ @ MY BAG 1
AMERICAN EAGLE a

MENS WOMENS

my profile information
¢, TV, Movies, Books, Quotes and

L@ Send me email
28,00 direct]

" Evounsmx‘ -
& SPRING BREAK GUIDE

N
W

»

DETAILS
FREE STANDARD SHPPING ¥ YOU SPEND $70.50 MORE DETALS LAVETRCIE @ MY BAG : 1 ems: & : $29.50

Q25

At how many retailers have you signed in
via a social log-in over the past 3 months?

3 or more

15% O\

_____None
64%

the e-tailing group
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Most shoppers are content with status quo sign-in scenarios rather

than pursing social options

What is keeping you from taking advantage of these kinds of social
logins?
Check all that apply.

| am satisfied with my current account information and don’t
feel a need to also sign in via social means such as Facebook

48%

I don't see any value for melin s_igning in using such a social 3204
ogin

I don't trust retailers will use this information in my best interest 2904

| only want to share this information within the Facebook
Y communit 21%
y

I don't frequent any of the sites that can be used for connecting 15%
via this manner b

| haven’t seen it on the sites where | shop

Q26
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The convenience of 1 password is perceived to be

the #1 benefit to social login

What do you perceive as the benefits to
using social login? Check all that apply.

il ATET 2 8:09 PM < © 52% &E

BEEE 4w wo
| only have to remember one
assword.
Search Staples P

Products

Find a Store Weekly Ad Using one login allows me to store all

0
Weekly Ad for South Egin, IL > of my profile information in one place 33%
for Sou gin,

Now Viewing: ;
4/8 Weekly Ad : | All of the information about my friends
is now accessible as I’'m shopping

16%

II!

In-Store List (0)
.. |

Having my community’s information is 80
ideal when gift giving

e

Access your Staples Weekly Ad
In-Store List from anywhere.

| spend a significant amount of time
.|: Login with Facebook on Facebook so | want to have that
information available at all times

i -

Q27
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Only 1 in 3 consumers are comfortable with sharing for an

upgraded social tie-in experience

DIAAMONDS ‘ ENGAGEMENT JEwELRY GIFTS EDUCATION
» Wokaone Lina, S50 Ot Track phur wder | Your Accommt = Shapping Basket (1)

s Pt Bavaete FREE Fedx Shipping on Every Ovder s

PEARL BRACELETS

.....

“Connect with Facebook for a better
experience”

Q28
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When you see a site such as Blue Nile that
suggests personalizing the experience including
their messaging, how is your comfort zone and
subsequent interest in sharing information this
way?

(Top-2 Extremely/Somewhat Comfortable)

Extremely/somewhat
comfortable

Mixed feelings

Somewhat/extremely

0
uncomfortable 29%

MYBUYS



Seeing what’s popular with friends on retailer sites

is desirable among 1 in 5 shoppers

How desirable would it be for you to login to see
what’s popular with your Facebook friends?
(Top-2 Highly/Somewhat Desirable)

Highly/somewhat desirable 23%

Mixed bag 40%

Somewhat/extremely
undesirable

37%

Q29
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1 in 5 consumers enjoy seeing pictures of their

friends when shopping

How do you feel about seeing pictures of your friends
when shopping at Overstock or other retailers in order to
facilitate shopping?

(Top-2 Highly/Somewhat Desirable)

e tncerment  GMCase A LueSchwenr -

CE 28 e~ worin
) overstock.com
Can  Tinet e

Always $2.95 Shipping on your entire order
m w W8 O

We Recommend

Gift Suggestions for Your Facebook Friends

Lisa Schwartz
[ [

Your Friends

nnnnnn

Q30

the e-tailing group

Highly/somewhat desirable

Mixed bag

Somewhat/extremely undesirable

22%

35%

43%
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1 in 3 have made at least 1 purchase; 23% have made 2 or

more

How many purchases have you made using
your smartphone in the past 6 months?

6+
purchases

1 purchase\ / 8%

8%

2-5
purchases
15%

\None
6

9%
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Proliferation of devices means greater sensitivity regarding sharing

shopper preferences

Now that you can access the Internet via a multitude of mobile devices has the
level of concern or your sensitivity for sharing personal shopper preferences
changed?

(Top-2 Much More/Somewhat More Concerned)

Much more/somewhat more concerned

About the same level of concern 43%

Somewhat less/not at all concerned F 5%

Q32
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Geo-targeting mobile shoppers is a mixed bag at this early juncture

When logging onto your mobile device to browse
or buy, what is your reaction when retailers ask if
you want to have the site tailored for your current
location?
(Top-2 Highly/Somewhat Desirable)

Highly
/somewhat
desirable
24%
“http://mobile.walmart.com”
Would Like To Use Your ]
Current Location Mixed bag
/7 a%

Somewhat
undesirable
34%

Q33
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The Merchant Speaks

O Steps to Really Knowing Your Customer
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Our Process

 Developed a comprehensives “know
your customer” CRM questionnaire
to explore customer knowledge,
CRM vision and data preparedness

* Interviewed a cross-section of
merchants across the retail industry

e Synthesized findings into webinar
and white paper deliverables
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STEP 1: DEFINE WHAT CRM MEANS TO YOUR

ORGANIZATION

“Each week, | throw on headgear and field
calls, getting immediate feedback on
everything from free shipping to sales.
Establishing direct connections with the
customer provides our company a truer pulse
without the need to rely on third-parties to
solve consumer issues.”

“CRM is so broad we must
remember to put it in context when
defining what it means to us.”

“CRM is a strategy for handling and
maintaining customer data and
relationships. “

the e-tailing group

MYBUYS



Q. Who is driving CRM within the retail environment?

n u

“all of us,” “we are all to a

certain extent” or “we’re all
marketers.”

“day-to-day responsibility falls on
the marketing department who
often manages research teams,

data modeling and web analytics
organizations and typically are in
charge of all customer insights

across the organization.”

the e-tailing group

In a few organizations, “C” level
executives hold responsibility
for their most cherished asset,

working hand-in-hand with
marketing to ensure superior

execution.

MYBUYS



PRIORITIZE CRM

“Our customer is our greatest
asset yet CRM ranks 7-10 on
the priority scale and should be
higher” We have extensive
customer data available and
feel we can never know too
much and appreciate that the
online world provides even
more information.”

“The dilemma centers on how
to best use this data to improve
relationships with the
customer. “

“Despite 60% of our business
being online, we do not have a
clear CRM vision. This is just
part of our plight along with
separate data systems and a
lack of vision.”

the e-tailing group
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STEP 3: SET A CLEAR VISION

“Our vision is to recognize and
serve the needs of our
customer whenever and
wherever she may be; we
attempt to weave that
knowledge into our processes
with a full view across all
channels. It’s not just database
marketing but involves people,
processes, technology and
most importantly a customer-
centric approach.”

the e-tailing group

“CRM is less about tools
and more about having a
holistic methodology for
taking care of our
customers; we don't see
huge investments and
work via an out-of-the-box
CRM package.”

“Our direct database does
the heavy analysis but we
would like to have a cross-
channel, 360° view of what
our customers are doing in
all channels to be able to
cost-effectively market to
them which means adding
web stats and social input
to each respective
customer record in the

database.”

MYBUYS



STEP 4: CREATE A CULTURE THAT SUPPORTS NEEDS

* Dedicate financial and manpower resources to effect
what you want to do

e Attach ROIl to all investments

* Work within the organization to capitalize on existing
data

e Create an internal mindset that moves towards more
data-driven decision-making
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STEP 5: BUILD AN INTEGRATED STRATEGY

Integration between channels that connects all customer data under one CRM engine should be in place

Rate your level of agreement with each of the following statements
relative to your company’s current integration of cross-channel initiatives.
(Top-2 Strongly/Somewhat Agree)

Branding is consistently deployed across channels

0
(=]
o

Inventory is shared and similar across channels 70%

IT directives are headed by oneindividual across the

)
organization YA
Marketing and advertising programs are led by one team 65%
Promotions are consistently marketed across channels 64%
Management has a strategic cross-channel lens 9%

Merchandising is a singularly focused initiative that sets
direction for the entire company
Benchmark and KPIs are in place to measure cross-channel

49%

0
influencers and performance 20
Cross-channel compensation structures arein place 4%
Offer in-store pickup 23%
Finding product in-store via product locators is in place 3%

e-tailing group 2012 Annual Merchant Survey
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STEP 6: TEST AND OPTIMIZE A RANGE OF TACTICS

Q. What are you doing in 2012 to
know your customers better?

A. A range of initiatives support CRM:
Onsite surveys post-purchase

Advisory boards

Formal forums

Website comments via Q/A

Online voice-of-customers by using store
receipts

Amazon partner data
Social media

Facebook

Twitter

Upgraded POS systems
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Q. Beyond knowing your customers what tools are you taking

advantage of to get to know prospects?

Given the array of personalization tactics available to you, how would you describe the success of
each tactic from an ROI perspective?
(Top-2 Very/Somewhat Successful)

View your saved photo book >

shuttéorfly

Photo Books | Cards & Stationery | Prints | Calendars | Photo Gifts | Home Decor | Special Offers Triggered Shopping Cart abandonment emails
-
Retargeting 4504
The sooner you finish your photo book, the sooner you
can enjoy it. Need to make changes? No big deal, in fact,
it's super easy. . .
- , Personalized product recommendations on the product page A00%
Personalized product recommendations via email 90/
Personalized product recommendations in the shopping cart i
Recently viewed product 000
Longer-term customer lifecycle email personalization Vi
Home page personalized based on past browse and buy behavior 0n
Longer-term customer lifecycle onsite personalization 0n
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STEP 7: RETHINK CUSTOMER ACQUISTION

Thinking about the potential and pitfalls of personalization, please indicate your
level of agreement with each of the following statements.
(Top-2 Completely/Somewhat Agree)

Our view of personalization is centered on segmentation of shopping
groups or types rather than a true one-to-one vision

We are very deliberate in our personalization strategies, ensuring that

0,
we don’t degrade our brand in any way U

We will test a range of strategies to understand which perform well

and fit best with our brand vision 61%

We are very deliberate in our personalization strategies, ensuring that

, : 46%
we don’t offend our customers in any way

We are pursuing a one-to-one personalization strategy 32%

We will pursue personalization but will request our customers’

0,
permission before employing strategies el

We allow consumers to self-profile their behavior type which we then
target accordingly

U
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STEP 8: EFFECTIVELY DEAL WITH DATA

Data is instrumental in development and management of CRM strategies and unfortunately
merchants are not always in the best position to respond and reap the rewards

When thinking about your ability to access the right data to successfully market to customers

? and prospects, please indicate your level of agreement on the following aspects.
WHAT CAN YOU DO ‘ (Top-2 Strongly/Somewhat Agree)
 Clean aging data
° Develop outreach programs Existing data allows us to effectively segment our customers
to reactivate customers We currently utilize our customer data on afairly frequent basis 110
° Focus on data that is to impact marketing initiatives (daily/weekly) :
actionable Our customer information is robust 6%
y Mine d"f‘ta effeCtlv.ely t(? Our data allows us to tie real-time customer information into 0
determine marketing niches future marketing initiatives '
and proactively target market Our datais very accessible for both associates and senior o
* Synthesize data and make management
smarter decisions about what Currentdata is delivered in a digestible format 90

data warrants your attention . .
We have processes in place to use data smartly to personalize

e Share data internally to frame the shopping experience onsite and via email

marketing decisions Our currentinternal resources are sufficient to effectively 0
interpret and act on existing data !

00/

We currently receive a 360-degree view of the customer 400
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STEP 9: EMBRACE BIG DATA

“The proliferation of data is

gy already a challenge and the
The ’ Misgoverning Argentina t f d t t b ” t d
Economlst The ecortomic shift from West to East amount o ata 10 be collecte
Genetically modified crops blossom prOblemat|C but now SOC|aI haS
fefRdagy The right to eat cats and dogs .
added new dynamics, further
The data deluge complicating matters. “

‘ AND HOW 10 HANDI.E IT A 14 PAGE SPEClAL REPORT

Data in general is powerful but
overwhelming when needing to
process large amounts of
information
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STRIVE FOR A SOPHISTICATED MARKETING STRATEGY

e Collect the right information for your business

* Take advantage of industry tools to build more
sophisticated data bases

 Massage that data and interpret it in the context of
one’s current business to market smarter

* Ensure an integrated approach is in place
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About MyBuys

2011 400+ Retailers

2010
2009 | internet
bt
i 90
GUIDE.
Tovsflvs  calfla
PartyCity U 2009, 2010 & 2011 #16 Fastest
JICK’ WORLD MARKET. Personalization Growing
T GINC Leader Marketing &
IR 500 Advertising
STEVE
Alx _, Company
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The MyBuys Difference — it’s the Data...

ig\ Cabernet Pinot noir Nike x
ey

Observe
$100 $100
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everything
Browsing Purchases Recency Abandoned cart

Remember
every insight
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I
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Questions?
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Your customer waits to be known!

Lauren Freedman Chip Overstreet
President, the e-tailing group SVP, Marketing, Corporate & Business
Development, MyBuys
LF @e-tailing.com coverstreet@mybuys.com
www.e-tailing.com www.mybuys.com
@etailinggroup @mybuys
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