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Executive Summary

Now in its 16th year, eTail presents senior-level case studies,
workshops, and roundtable discussions covering the challenges faced
in all areas of multichannel retail. At eTail, industry leaders examine an
array of key issues, including technology spending, digital marketing,
social media, mobile, customer experience optimization, search, email
marketing, personalization, analytics, and consumer engagement,

to name a few. These sessions are focused on providing innovative
tactics and strategies to address the most fundamental challenges
facing retailers.

During Q2 2014, eTail surveyed more than 210 retailers in order

to uncover the industry’s technology spending trends, social media
initiatives, and mobile commerce strategies. The present report, which
marks the fourth annual retailer benchmarking report compiled by
eTail, revealed the following results:

Key Findings

Most retailers lack long-term marketing plans.
Due to the fast pace of the industry, marketing strategy
development tends to be short-term in nature.

While retailers are spending heavily on mobile
capabilities, most are not seeing strong returns.

In fact, the majority of respondents lack a clearly defined
mobile strategy or the ability to measure their mobile efforts.

As retailers continue to invest in social media,

it is one of their top brand engagement tools.

But social media is having an impact beyond just engagement
- it has become part of the overall retention mix, as well.
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Research Findings
The 2014/2015 Retailer Benchmarking Report

Key Finding:

The great news is that AQV,
Repeat Visits, Conversion
Rates and Traffic have been
increasing for the majority
of respondents. AOV has
seen the smallest increase,
at only 54%.

WORLDWIDE BUSINESS RESEARCH

Looking at my online business
from 2013-2014, my:

Average
Order Value 12%  34%

Customer

repeat visits 8% 33%

Conversion
rates 12% 23%

Traffic

13% 19%

>
>

M Increased M Decreased M Stayed the Same

What were your top e-commerce
priorities in 2013?
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Key Finding:

12% of respondents do not
have a clearly defined plan
for the year ahead, which is
concerning considering the
importance of Q4 for the
majority of retailers.

Key Finding:

Over 60% of
respondents stated
that they do not have a
clearly defined five year
marketing strategy.
Marketing strategy
development can tend to
be more short-term due
to the fast-paced nature
of the retail industry and
the desire for companies
to become more nimble,
flexible, and responsive
to changing customer
expectations.

Do you have a clear marketing strategy
for FY13 and FY14?

e

M 338% Yes

M12% No

Do you have a clear 3 year or 5 year
marketing strategy?

m61% No

M39% Yes
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Key Finding:

Although only 40%

of survey respondents
stated that they are
investing in paid search,
it is the #2 driver of
online acquisition.
There is also a significant
drop from the top
acquisition activities to
the next group of online
drivers. Comparison
shopping engines are
primary traffic drivers
for only 9% of attendees.

WORLDWIDE BUSINESS RESEARCH

In which areas are you planning to invest
in e-commerce technology in the next
12-18 months.

68% Mobile

60% SEO

58% Multi-Channel Initiatives
54% Social

54% Platform

53% CRM

45% Usability/Testing
41% PPC

What online activities primarily drive
customer acquisition at your company?

Organic Search

Paid Search
Email Marketing
Affiliates
Retargeting

Social Media

Marketplaces

Mobile Marketing
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Key Finding:

Email marketing is the
number one retention
driver for survey
respondents. Especially
as email is increasingly

opened on mobile devices,

the importance of the
role of CRM programs will
continue to grow.

What online activities primarily drive
customer retention at your company?

Email Customer Personalization  Social Retargeting Loyalty/
Marketing Service/ Media Rewards
Support Programs

What percentage of your overall marketing
budget do you spend in these areas?

EMAIL %

0,
SEARCH [EEkLS 17%

DISPLAY [V 2%

SOCIAL 26% L

MOBILE 18% B

W essthan 10% M Between 10-20% M Between 20-40% M More than 50%
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Key Finding:

Mobile spending is
dominating e-commerce
investments for survey
respondents, yet the
majority of respondents
stated that it contributes
to less than 10% of overall
sales. There is a huge

gap in investment versus
return, which presents

a tremendous mobile
growth opportunity for
retailers. This is further
evidenced by the fact that
over 57% of respondents
do not have a clearly
defined mobile marketing
strategy in place, and 60%
cannot clearly measure
the success of their mobile
efforts. Retailers need to
have clearly outlined KPIs
for their mobile initiatives,
and mobile marketing

will continue to grow in
importance to close the
ROI gap. Search marketing
investments continue to
offer the greatest ROI

in comparison to other
channels for retailers.

WORLDWIDE BUSINESS RESEARCH

What percentage of total revenue do each
of these areas contribute?

EMAIL 9%

SEARCH 14%

MOBILE 1%

DISPLAY [5Ed/) 2%

SOCIAL 13% 7% 2%

W lessthan 10% M Between 10-20% M Between 20-40% M More than 50%

Do you have a mobile marketing strategy
in place?

W57% No

W43% Yes

Have you had measureable success from
your mobile marketing efforts?

m62% No

W38% Yes
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Key Finding:

This chart further illustrates
the conversion gap

for mobile, only 3% of
respondents receive traffic
and/or sales from mobile
devices. Mobile traffic
numbers will continue

to grow, and the goal for
retailers is to increase sales
from these devices.

Key Finding:

Traffic from mobile
devices has grown year
to year significantly, yet
mobile conversion rates
are not increasing.
Closing the mobile
conversion gap is top of
mind for almost every
retailer who has a mobile
presence.

What percentage of your traffic and your
sales came from mobile devices in 2013?

10-20%

20-30%

30-40%

40- 50%

>50%

Was this an increase or decrease from
mobile sales in 2012?

/

W92% Increase

H 8% Decrease
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Key Finding:

Conversion rates on
mobile devices are not
outpacing desktop,

hence the popularity of
responsive and adaptive
design practices with many
retailers.

Key Finding:

As the number of emails
opened on mobile devices
increases, it is important
that every retailer optimize

email for mobile (regardless

of whether your site is
responsive).

WORLDWIDE BUSINESS RESEARCH

Are your mobile conversion rates higher
or lower than your web site rates?

M 71% Lower

M 29% Higher

Are you planning to start/continue a
mobile e-mail optimization program
this year?

M 73% Yes

M 27% No
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Key Finding:

Tapping into the ubiquity of
mobile devices, it is equally
as important for retailers

to optimize for search on
these devices. This directly
impacts conversion rates
as PPCis a top driver for
online sales.

Are you planning to start/continue a
mobile search optimization program
this year?

M 62% Yes

W38% No

For your mobile strategy, which of the
following do you have in place (or plan to
have in place this year)?

Mobile Mobile Mobile
optimized optimized application
web site email
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Key Finding:

Brand engagement
numbers for social media
programs continue to
increase, versus commerce
numbers. Social needs

to be an integrated

part of the the online
marketing mix, as it helps
to drive engagement
across multiple marketing
channels.

Key Finding:

Over 50% of respondents
are increasing their
investment in social
media, and the primary
social strategy is around
brand engagement.

The importance of CRM
programs, which are
increasingly integrating
social media, will continue
to grow in the future.
Social media programs are
now a part of the retention
marketing mix, and
investments in this area
will continue to grow.

WORLDWIDE BUSINESS RESEARCH

How are you using social media?

Engagement PR Advertising  Customer Service Sales

Has your spend on social media
marketing increased or decreased for
20147

M 55% Increase
M 37% Stayed the same

M 9% Decreased
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Appendices

The 2014/2015 Retailer Benchmarking Report

Appendix A: Methodology

For this report, Worldwide Business Research conducted in-person and
online surveys of 213 retail professionals from a variety of industries,
including apparel, beauty, consumer electronics, hard and soft goods,
home furnishings, books, music, and department stores. Survey
participants included decision-makers and executives with responsibility
for their firms" marketing, eCommerce, sales, and operations capabilities
and strategies. In-person surveys and interviews were conducted on-site
at the 2014 eTail West Conference. Responses were collected in May and

June of 2014.

Appendix B: Demographic Information

Roles and Departments

40% Project Manager/Consultant/Analyst
3%  Manager

25% Director/Senior Manager

M 30% Consulting/
Other

W 25% Marketing
M 16% eCommerce
M 14% Corporate

Management
18% Vice President/Senior Vice President Digital Services
W 4% Sales
14% C-Level Executives (e.g. CEO, CMO) Operations
and IT
Company Type Annual Online Revenues

M 69% Multi-Channel

M 11% Pure-Play

W8% Media

M3% Manufacturer
Travel

Appendix C: Related Research

W 59% Lessthan
50 million

M 19% 50-250 million

W9% Over 1B

MW 7% 250-500 million
500 million -1B

“The 2014 State of Ecommerce Report,” WBR Digital, Fall 2013.
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"I would rate eTail East 2013
event as one of the most
value-adding and productive
industry conferences I've
been to in many years.

The conference was full of
presentations that offered
clear, actionable strategies
in key areas of e-commerce,
shared by business leaders
who have achieved real-
world success in their
particular markets. eTail
featured especially helpful
information in the important
categories of mobile
e-commerce (phone and
tablet,) responsive design,
and analytics, among others
[...] Budgets these days are
pretty tight, but | can without
hesitation recommend eTail
conferences as being a good
investment in the future of
anyone’s e-business."

- Jack W. Whitley, Senior Vice
President, E-=Commerce,
REPLACEMENTS, LTD.

WORLDWIDE BUSINESS RESEARCH

About eTail

fadle 1N

eTail is a conference series held bi-annually in the United States, as
well as internationally, offering best practices and tactical strategies
presented by retail innovators from every facet of the industry. It is
the premier multi-channel and online retail conference dedicated
to supporting the growth of the retail industry through high-level
networking and extensive thought leadership.

WBR, the creator of the eTail conference series, is an independent
research organization, devoting 100% of its resources towards executing

industry-leading conferences.

As many retailers have learned, the eCommerce industry never allows
for complacency. Trends have been combining to create an explosion
of innovation and investment in the online retailing channel. The result
is a dynamic and competitive selling environment that will challenge
every online seller to satisfy and thrill online shoppers - before another

retailer does.

Be a Part of eTail East 2014

Be a part of next year's report. Make sure you're there in 2014.

Take a stand on the issues that matter to you and your industry.
Be a part of the next report, onsite at eTail East 2014.

Contact:

Lori Hawthorne
646-200-7457

DOWNLOAD THE ETAIL EAST 2014 AGENDA HERE

Lori.Hawthorne@wbresearch.com
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