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Unlimited Internet Potential

Biggest Internet Nations

New Locations

Penetration Actual

rate in

percent worldwide

China No. 1: Facebook > 800 Mio.
Intern User (D>22,0m.)
420 > 60 bn. minutes/ month

Millionen

240
\/ Japan
o] 9/,_

/

No. 2: Highway Crosses/
Greenfield

No. 3: City-Centre °

India % Worldwid
orldwide
81 Brasilia Q 55
Worldwide 76 65 Great > 1/ 2 in social Networks
Britain (Multi-Memberships?)
2,1 Bn. user U
Germany

Quelle: Focus 4/2011, S. 85; Pressemitteilung Facebook 2010;

Quelle: Internet World Stats, updated June 30 2010 FAZ 2010
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Online Retailing Boom |

,Growth in the online business sector is not to be stopped in the next years*

Europes retail turnover in bn. € (share %) ~3.200

2.764 2860  ~2.900
o750  ~2.800

Retail Industry

Growth
Online Retailing
10/11 in Europe*

+21 %

(World 25%)

260*
215* 2
175+ (7 5%) (8,9%) :
10 ~142 (6,3 %) ’
- (5,1%) B2C Online Retailin
(4,0%) . ] 9
2007 2008 2009 2010 2011e 2020e

All European Countries

Source: GfK GeoMarketing; *IMRWorld B2C global ecommerce overview 2011, www.imrg.org
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Online Retailing Outlook

,Growth in the online business sector is not to be stopped in the next years*

Europes retail turnover in bn. € (share %) in Europe (total)

759 ~2.800 2.764 2860 =2900 .. 1500 Food (~ 5 online)

~ 1400 Non-Food

Retail Industry

Plus
> 20% ROPO
revenue share

Online
>30,0%
. Online
ol 2. Wevl o
175* (8,9) !
e ~142 (6.3) (7:3)
(4,0) (5.1%) B2C Online Retailing
2007 2008 2009 2010 2011e 2011e 2012e 2020e
Non- Non- Non-
ROPO = research online and purchase offline Food Food Food

Source: GfK GeoMarketing; *IMRWorld B2C global ecommerce overview 2011, www.imrg.org
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European Online Growth

,Growth in the online business sector is not all the same in Europe*

| Europe | | 2007 | 2008 | 2009 | 2010 |  201le | 09/10
[ | uk | 52,605 | 55,005 | 56,121 | 68,501 | 22,1%
| | Germany | 19,400 | 23,900 | 26,900 | 30,000 | 11,5%
| | France | 15,600 | 20,000 | 25,000 | 31,000 | 12,0%
| | Austria | 1,350 | 1,900 | 2,700 | 3,500 | 29,6%
| | Belgium | 1,920 | 2,500 | 2,825 | 3,600 | 27,4%
| |Ezech Republic | 454 | 882 | 1,059 | 1,307 | 23,4%
| | Denmark | 2,953 | 4,385 | 5,042 | 5,800 | 15,0%
| | Finland | 2,170 | 3,165 | 3,640 | 3,980 | 9,3%
| | Hungary | 179 | 238 | 356 | 490 | 37,6%
| | Ireland | 1,500 | 2,200 | 2,100 | 2,960 | 40,9%
| [ rtaly [ 4,868 | 6,365 | 10,037 | 14,358 | 43,0%
[ | Netherlands | 4,970 | 6,333 | 7,400 | 8,200 | 10,8%
| | Norway | 2,592 | 3,728 | 4,400 | 5,200 | 18,2%
[ | Poland | 1,330 | 2,110 | 2,470 | 2,800 | 13,4%
[ | Portugal | 400 | 560 | 650 | 780 | 20,0%
| | Russia | 2,371 | 3,020 | 3,400 | 4,400 | 29,4%
| | slovakia | 40 | 66 | 96 | 300 | -

| | spain | 5,912 | 6,695 | 7,760 | 10,100 | 30,2%
| | sweden | 4,000 | 6,840 | 7,866 | 8,880 | 12,9%
[ | switzerland | 1,737 | 3,698 | 4,250 | 4,500 | 5,9%
| | Greece | 250 | 450 | 200 | 1,400 | 75,0%
[ | Turkey | 696 | 1,000 | 1,150 | 1,750 | 52,2%
| | Romania | 125 | 275 | 325 | 425 | 30,8%
| | Ukraine | 125 | 200 | 250 | 375 | 50,0%
| | | 126,361 | 154,150 | 174,087 | 214,566 | 260,000
Source: IMRWorld B2C global ecommerce overview 2011, www.imrg.org 6
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Worldwide Online Growth
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, Worldwide growth in the online business sector -

BRICI countries are taking the lead “

BRICI countries have fastest growth (Brazil, China, India, Russia, Indonesia)

_ 2009 2010 2011e Growth 10/11

North America
Europe

Asia Pacific
Latin America
Other Regions
World

€184bn
€175bn
€96bn
€16bn
€10bn
€473bn

€214bn
€215bn
€124bn
€23bn
€16bn
€592bn

€246bn
€260bn
€165bn
€31bn
€24bn
€726bn

Source: GfK GeoMarketing; *IMRWorld B2C global ecommerce overview 2011, www.imrg.org
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15%
21%
33% !!!
35%
50%
23%
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Multi Channeling Has Highest Online Potential
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, Multi channel retailing enables offline retailers to
participate from the online boom*

Multi Channel Retailing
is considerd as Combination of
(traditional) stational offline plus

electronical online channels as new format, whereas

Multi Channeling

describes their usage from customers side

————

What are the key trends in multi channeling?

Source: Heinemann 2008
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Key Trends

In Multi Channeling
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Key Trends in Multi Channeling

, 1en key trends will likely influence Multi Channeling during the next years.
Let’s look at them in detail”

} Socilal Media - Socialization of e-commerce

} Crowdsourcing — Externalization of functions to customers

} Mobile Commerce — Penetration of cross technology platforms

} Innovation&Gamification — Pluralization of new e-business models
} Traffic Platforms — Accelerated adoption of open market places

} E-Books&More — Advanced digitalization of products

} Cross Channeling — Integration of channels to new no-line-worlds
} Search Commerce — Merging of search and commerce

} Digital Splitting — Emanzipation of digital natives

} E-Christmas — Key role of christmas season and gift buys

10

© Prof. Dr. Gerrit Heinemann November 2011 Trends Heinemann



Hochschule Niederrhein \

University of Applied Sciences

11

© Prof. Dr. Gerrit Heinemann November 2011 Trends Heinemann



Hochschule Niederrhein h

University of Applied Scie

From Multli Channel to Noline

, Multi Channel Retailing is changing to new forms of noline retailing”

, Multi Channel Network Architectur from Argos*

Selection / Browsing Ordering / Payment Delivery / Return

Catalog numbers
can be entered Browse - Order
into website = Website
(www.argos.co.uk)
Large proportion of
internetusersuse ... § o _____________
catalogue for

Phone Order

S o fden  ——| SGeacs | Caloge !
I} generation _ numbers iden- | Orders placed
S phone store di- dentified for in-store can
8 rectly_for reserve | every product be delivered
Catalogue ] and pick up (7%) vfor noting down | at home (10%)
Stock Availability Introduction of Self-Pay
o can be checked from Kiosks allows pay-ment by
= Identical catalogue = In-store “browsing customers in-store without Store Network
X4 is source of kiosks retail staff assistance (680 stores)
information in-store _
Browse - Order - Pick Up

Source: Heinemann 2008 in attendence an OC&C
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New Online Retailing

,Common accepted Best Practices

N\

Mew Online Betailing

Thea mathons dosoibs In deball wit mskos tocey's onins retaling dTorert and pro-
vida oight oentral suoooes factons for e now genoration of inbemot salkes. Basod on
Imurretiorally rocegrizod bost practices, | baoomos obwious what makss oniins
ratallers pucosasful. Tha nuthom pull iogeter ossors kamad® from the st 10
yamrs, and ghss reackn & beur of e fubare of onine ssling.

Comtents

= Onina Axialing In Transition - Revelution, not Ewalution
= Kaw Orlirs Rataling — What Dosa £ Mean?

= Elght Buccoss Factom In Kew Orilirs: Pabaling

= Baot Practioos i Maw Cnine Rataling

= Risks and Benalis of Mew Oriira Rataling

|ZIEMY g / UUBWB UISH

Gerrit Heinemann
Christoph Schwarzl

New Online Retailing
Innovation and Transformation

Targat Groups
Top mansgemant in tha retaling and cormurner goads indusiries
Teachers snd studonbs in marketing and retaling

About tha Authom

St Hainamann Is o profossor of business, mansgemant ard teds ot tha Moder
rhain Unhveraby of Appllsd Boleroos, Ménchorgisdbach, Bormary

Chriwioph Sohwwarz] Is Mansging Direckor ard Redall Indusiry Prinoipal ot Acoamurs,

Buijiejay auljuQ MmaN

'

A
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Thank you very much!
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