INDING THE RIGHT BLEND OF ONLINE AND OFFLINE RETAIL -
WHAT EUROPEAIN APPLIANCE SHOPPERS WAITT
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Leading Edge Consumer (LEC) mindset challenges .. and creates new shopper needs and expectations
bricks and mortar... for appliances retailing.
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For more on home appliances please, contact Norbert Herzog at norbert.herzog@gfk.com

* Omnichannel shopping = purchases are researched online and completed offline or vice versa
** To qualify as a Leading Edge Consumer, consumers must meet the criteria of at least two of the three categories.
Source: GfK FutureBuy 2014; GfK's proprietary survey of shopper attitudes and behaviors; carried out across 17 countries and in 15 food and non-food categories © GfK 2015



