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If anyone would lke animpromptu 15-minute demo today, please reach

out to Marketing@ChannelSight.Com and our team will facilitate this

immediately after the webinar.
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\Overview eCommerce

Landscape for White

Goods in Europe

Growing economic situations and growing demand for
innovative and advanced products.

The products in this market include not only major
household appliances, like large cooking appliances and
refrigeration appliances, but also small household
appliances, such as small cooking applionces and vacuum
cleaners.

Infroduction of multifunctionality and technological
advancements has accelerated the demand for these
white goods products.

Germany has held the largest share of the market in
Europe in the White Goods space.
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\Critical Transformations in
2y Gnges the White Goods Vertical -
In the Household COV'D-19

Appliances segment,

27% of market

revenue is generafed : N
fhrough online sales - I I
alone so far in 2020

and that 31% of total ”

30% 31%
. .
2019 2020 2021 2022 2023
@ offline @ Online
i of COVID-19), August 2020

market revenue will : n

be made through
online sales by 2023.

Source:Statistica SW
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Connecting with your consumers through your
products overtime and in use is the biggest
Recommendations reason why your consumer retention
iNncreases.

Brands who are using their products wisely,
help to keep consumers overan extended
period.

Consumer-
based

5 reasons why producers are connecting washing machines and other
appliances with the internet (and your smart phones):

Marketing is o o o o 6

a a I I l e r take control expand scope of open completely lower the open New
and lock current hardware NEw Services cost of after sales source of market
changer.

customers in business models service feedback

“Many manufacturers were long successful with
their strategy of "engineerfor eternity, build
production scale and leave selling to retail".

But those times are over.” - Roland Berger
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Robust growth in Clickthrough rate (Click traffic) and conversion
rates (Basket-generations)

Q2 and Q3 2020 have been the strongest performing quarter for
White Goods and Home appliances.

Significant categories such as Hobbs, Washing Machines, Owens
and small domestic appliances such as Pastry Maker, Coffee
Machines, Vacuum cleaners saw a sizable spike in growth traffic
and sales.

Period of lockdown
599%
542%
434%
\ .
222% y
Jan-20 Feb-20 Mar-20 Apr-20 May-20 Jun-20 Jul-20

—YoY Growth Traffic —YoY Growth Sales

Key Changes

White Goods
in COVID-19
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Key Changes

Market
Highlights

2020 YoY

Poland, Spain, Germany, Italy saw huge spike in basket

generation.

Spikes were seen overall but particularly in countries where
there was strict lockdown such as Italy, Spain, Germany.

Markets Baskets Sales YoY Growth
Poland 32048%
UK 335%
ltaly 537%
Spain 16617%
Netherlands 95%
Czech Republic 76%
France 185%
Sweden 184%
Germany 49%
Denmark 368%
Ukraine 144%
Belgium 123%
Norway 196%
Croatia 395%
Slovakia 153%
Slovenia 165%
Serbia 247%
Finland 243%
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Eastern EU retailers such as Media Expert PL, Euro PL, Datart CZ
provided larger opportunity with the region overall growingtheir online
spends over 2020.

Some key category drivers of this growth were Coffee machines, air Key Changes
conditioning, washing machines and fridges.

Retailer Market YoY Growth Basket Generation
Media Expert Poland 800% -
Euro Poland 543% Reta I I e r
SanctaDomenica Croatia 142%
Studiosm Serbia 550% u u
OleOle Poland 1900% H I gh I I ghts
Electro Poland 1400%
HarveyNormanHR Croatia 667%
HarveyNormanSiI Slovenia 400% OY EaSte rn
Drtechno Serbia 367%
NAY Slovakia 345%
Comfy Ukraine 249% E U
CentarTehnike Croatia 227%
Rozetka Ukraine 211%
Kralj Croatia 186%
MediaMarktPL Poland 167%
DatartSK Slovakia 154%
ElectroworldCZ Czech Republic 152%
DatartCZ Czech Republic 150%
Ekupi Croatia 147%
NeoNet Poland 100%
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Key Changes

Retaliler
Highlights

(YoY Central
EU)

Similar trends were seen in markets such as France, UK,
Netherlands, Italy where brands decided to increase their

eCommerce activations and media spends.

Retailer Market YoY Growth Basket Generation
AppliancesDirect UK 684%
ApplianceCity UK 627%
Currys UK 534%
Johnlewis UK 312%
Hoover UK 312%
Krix Switzerland 967%
AmazonES Spain 9675%
ElCortelngles Spain 8305%
BemmelenKroon Netherlands 3120%
WitgoedSpecialist Netherlands 700%
Trony Italy 6300%
eprice Italy 772%
AmazonlT Italy 419%
But France 7300%
AmazonFR France 2400%
Cdiscount France 781%
Auchan France 350%
ColliShop Belgium 448%
Ao Germany 50%
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Key retailer partners such as Power Norway, Power Denmark

and Elgiganten Denmark saw the sales hitting 500% revenue Key Changes
vs last year.
YoY Growth Basket _
Retailer Market Generation Reta | Ie Y
ElgigantenDK Denmark 749% . .
Skousen Denmark 174% H Igh I Ights
Whiteaway Denmark 138%

Power Denmark 563% (YOY

Gigantti Finland 211%
PowerFl Finland 300% N ORDICS)

Elkjgp Norway 372%
PowerNO Norway 400%
Elgiganten Sweden 333%
MediaMarktSE Sweden 100%
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Green-shoots of growth
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Online Strategy - Going
Green Shoots of Growth di gita I-fi rst

* As physical stores are forced to close their
doors, brands are lookingto enhance their
online strategy.

« Retailersand high-street shopping brands
have been hugely impacted as COVID-19
has spread rapidly throughout the world.

« In Europe, ChannelSight has seen an 110%
increase in traffic to online White Goods
retailers and a massive 182% increase in
sales since the outbreak of COVID-19.
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INDUSTRY IMPACT

The five-step consumer progression of COVID-19

o= e 2

Focus on preventative Stockpiling grocery  Avoidance of non- Home seclusion A new normal?
health essentials essential shops and
services
*Immunity-boosting +Sanitisers, liquid *Foodservice closed +Virtual living via *Globalisation
H&W items soap, toilet roll, *International travel  virtual gyms/online  knocked, return of
*Hygiene products bottled water restricted gaming and local supply
(sanitisers/masks) <Dried (pasta), * Shopping centres, socialising * Premiumisation
+Vitamins and dietary canned, long-life gyms, leisure centres,» Home schooling subdued
supplements (UHT milk) and theme parks etc, (educational *Health paramount
(vitamin C) preserved food, closed toys/books) *Mental wellbeing at
*Disinfectants (wipes) isotonic/functional b *Online shopping, forefront

AVerases home deliverv and * Strencthenine of



DTC brands on the rise Green Shoots of Growth

« [t's this powerto adapt that has seen DTC
businesses thrivein the current situation.

« Combining ‘Where to Buy' with your DTC-
store is the optimal approach to provide
enhanced customer experience and avoid
‘insight-leakage’.

« At ChannelSight we help brands to avoid
this ‘insight leakage’ and further entice
users to shop through DTC withits ratings,
‘Where to Buy' and e-tail monitoring
solutions, allowing brands to combine a
successful DTC strategy.
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Green Shoots of Growth

Preparing for the times ahead

Market Identification Retailers Choice Benchmark Plan
|dentify the key markets |dentify key retailer Benchmark what does

success look likes from a
traffic and sales standpoint

where website traffic is
strongest.

4f

partnerswho can ship in
volumes and perform

Activation by driving performance reviews to
tangible media activ ations stay on track

Media Activation Performance Reviews
SUppOI’T The BUY NOW Conducf mon']'h|y
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Shopping Trends 2020 - Tactics



DTC, email, and SEO Shopping Trends and Tactics
are the best traffic
sources.

eCommerce success is more than having a
beautiful website — you need a healthy
amount of traffic fo your online store.

In arecent Statistasurvey, direct to site, email,
and SEO were found to be leading traffic
drivers.
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Biggest shopping

Shopping Trends and Tactics events in 2020 -
Amazon Prime Day,
Black Friday and Cyber
Monday, The Holidays:

Last year, Shoppers were evenly split between
being item-driven and just browsing for the
best deals.

Computersand electronics topped the list of
categories purchased (41%), while 29% bought
apparel/accessories and 23% hardware and
home goods.
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Before the COVID-19 outbreak, global advertising
[ investment was estimated to grow by 7.1% in 2020.

Today, the reality is much different. ‘ |
1
Global Ad Spending Estimates, by Medium st %% S
Year-on-year % change, USD, 2020 *Includes social media and online video "

20.0% 20.2%
12.4%
).8 ===
=i 6.8% 5.9% 5.0%
2.1% 0.9% 2.5% 1.8% |
|
Social ~Online Online Search |
Media  Video Display* 59% 5e%
10 |
K Online ~13-8% [
Even factoring in the Classified 5 16.2%
pandemic, most online assifie TV 9.5% S
mediums are expected Radio N -21.5%  -21.7%
to see an increase in ad Newspapers
spend in 2020, Magazines Qut of
2. High levels of spending during the Home o i
A7 presidential campaigns could limit 31.6% i
g
decline to -3.5% in the U.S. Cinema - —
i
I3
Telecoms !
& Utilities I
& -
[— f 4.3% Nearly all categories will see a decline this Global Ad Spending Estimates, by Category
(@) year, except for Telecoms & Utilities.
i é Year-on-year % change, USD, 2020 @ Post-outbreak

@ h*l‘;l‘i’si:,& Household

g & Domestic R Alcoholic :
23 e 3 FE
-

Drinks  soft

S @’ g9 Drinks  Clothing &

Healtheare (S0 (5000 @ Accessories  Auto P
v

S 2 “1.7%
-

S Cosmetics
> 00w R =23 i
- | e — 128% / m Financial L
S )
-182%
i v

x Leisure &

Projected value of global advertising trade (2020) R ctfiment o
avel
g Transport

$563B 287% %
v
SL2% I
-
The pandemic is expected to slash almost
$50 billion in advertising investment in 2020.
e e — e = ‘ g
e
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Top 10 fastest growing

e-commerce product categories Mmarch 2020 vs March 2019

DISPOSABLE GLOVES

 670% BREAD MACHINES

), 4

= '} Amazon’s best-selling model,
the Cuisinart CBK 110 is now
completely sold out.

COUGH MEDICINE

SRS et BN

7

y - L! h

v64% w64% v63%
v 77% = TT%  cAMERAS MEN'S BRIDAL MEN'S
LUGGAGE BRIEFCASES SWIMWEAR WEAR ?&MRN-
[

Top 10 fastest declining
e-commerce product categories

Source: Stackline, Amazon, Business Insider, Euro news, CNBC

v62% V59% v59%
WOMEN'S  RASH
SWIMWEAR GUARDS ATHLETIC

=] Grocery delivery platform Instacart
0
4 535% r has seen a 150% increase in recent
[ ,_ f — weeks, as well as a 15% increase in
! | basket size.
|
SOUPS RICE e |
4 3979, DRIED GRAINS ’
= '38‘6% PACKAGED FOODS
—

~ 377% FRUIT CUPS
 326% WE'G"T,,Z MILK &

“ 307% cream

-

v59% Y57%

SHOES

Apparel sales were already
slumping even before

travel and event plans were |

canceled by the COVID-19
outbreak. January was the
worst month in apparel
sales since the Financial
Crisis in 2009.

DISH
WASHING
SUPPLIES | [
A275%

e

Bov's  GYMBAGS |

Other (2505 owing categories

The World Health Organization initially £,
: i that anti-infl y drugs %6\
| could make COVID-19 worse, before later
changing its stance claiming there is
insufficient evidence to back this up.

selling out, due to people

‘Walmart, Amazon and Target
announced they are close to
panic buying.

TOILET  FITNESS
PAPER GOODS VITAMINS
| A 190% a170% & 166% DOGFOOD

o +159% pan
‘ ‘ RELIEVERS
- 99%
: & s -

- o 3 3‘ e
gren ()
v50% w50% v33% v30%

v 55% STORE DRONES GOLFCLUBS COOLERS

P TeT  FIXTURES
N & DISPLAYS

lu; As small businesses around

North America remain
shuttered, sale of items like
signage and supplies have
seen a steep drop in sales.

Other (ast-declining categories

; b VISUAL
visualeapitalist.com @cnruusr




Get to Know the
Customers Who Shop
Online

No consumer is made equal. But,
understanding the behaviour of consumers
shopping online can help you create a digital
strategy for your business.

Shopping Trends and Tactics
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Optimism about country’s economic recovery after COVID-19

More 60% :
optimistic : Indi
P : Fndia @ china
£
50% ( )Nigeria Indonesia
40%
£ United States
S = South Afri
Dot - &tGermc:ny
Switzerland - (& Brazil
20% | (#)Canada O@Austraua T
Spain ]
UK #= g ¢® Sweden
Francel ) ..." ( Jialy % :
i SKorea @rortugal
Less Japan @
optimistic 0% .
-40 -30 -20 -10 0 10 20 30
More households planning to decrease spend More households planning to increase spend

Household spending expectations for the two weeks following Aprlil 6th



A list of strategies to check

Shopping Trends and Tactics th is Shopping season

Understand product insights, buyer personas,
eTailer conversion trends.

ldentify SUPER SKUs and drive media
Initiatives on hero products.

Deeper integrations of Buy Now solution
across CRM initiatives for retention.

Examine online retail share of voice, fake 1st
step towards PLA, sponsored product ads.

ldentify avenues and solutions to further
improveretailercontent.

Mobile ready images, keyword analysis and

2
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About ChannelSight
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ChannelSight // An Introduction ZiChannelSight

v’ Global Buy Now operations, fully localised in 62 markets
v Online & offline product solutions
v’ Access to unique channel sales data
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Know r

Our Solution // Creates Sustainable Value > ChannelSight

Industry 1. Capture g Capture ] 2. Connect
Leading ChannelSight’s ‘Buy Now’ We connect users with a high
Sales = service makes content and ads buying intent directly to their
shoppable. We capture engaged preferred retailer. They complete
Enablement { . : 3
users and drive them down the their purchase without competitive
Technology purchasing funnel. distraction or delay.
= Connect
Optimise
4. Optimise l 3. Measure
We highlight which content has _—, We leverage our extensive, global
the highest sales impact so retailer network to measure sales
marketing budgets can be activity in the channel and give
optimised to improve future Measure ® insight into the user journey from
budget ROI. Positive feedback source to brand interaction and
loops are created quickly. then through to retailer for the

purchase event.



o’ | B /) // Frictionless Product Purchasing

significant, measurable increases in conversion rates.

User clicks Buy Now on Retailer options and User completes purchase
product of interest. """ ® product info displayed. instantly.

o~

~ amazon couk Checkout(
§~ N SOUNDS.Rhythm * Roview tom
I Headphones
&d from £199 SOUNDS. Rhythm
Headphones
amazoncouk @ buy now >> —

Argas .‘ buy now >>
—

John Lewis O ' " payment Total: GBP 209.00




DUBLIN (HQ)

42 Pearse Street,
Dublin 2, DO2 YX88, Ireland

Email:_info@channelsight.com
Call: (01) 902 2822
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