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« 2020 Summary
 What Did we Learn?
 What are the Implications?

« 2021: Prepare & Position

Get access to a 15-minute product demo today - simply reach out

to hello@ChannelSight.com and our tfeam will schedule it with you immediately.
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2020 Summary
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Covid-19: Permanent Change Has Occurred

Year started Widespread New normal Post-covid
normally panic took shape life in sight
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2020 Summary

Traffic

performance
2020 vs 2019
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Q2 2020 saw an

unprecedented growth
in traffic

2020 Lockdown period
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Traffic Data
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2020 Summary

Significant

transformation
in 2020
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“Essential goods”

New audiences
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What Did We Learn?
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Shift to online
(39.8% decrease in What Did We Learn?
offline retail UK)

Work from home
(160% YoY increase)

Three themes

Uncertainty driving
price sensitivity &
delaying large
ticket purchases
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What did we learn?

eCommerce

acceleration
spike in Q2
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YoY Traffic Trend

+6%

2019 .
= 2020 307 + 8%

YoY Sales Trend
2019 ”42% +657
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What did we learn? Growth Index vs Q1-20

—Hygiene Products - Essential Goods —Home Appliances (White Goods)
Avg. Trend
225
n Shor’r-.’rerm win
Verticals i A 19
that saw
(9}
strong
spikes
Q1 92 Q§
‘ 2020 Lockdown period '
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Conversion rate (%)

2019 m2020

What did we learn? . e
3.1% 3.5% 3.5%
2.5% 2.7% I 2.2
Conversion
Q2 Q3

rate spike

Q1 Predicted Q4

despit6_ 2019 w2020  Average Order Value (€) €120
‘essential

€76 €77 €78 €84 €80 €81
’ | |
goods’ limits I
Q2 Q3

Predicted Q4

Pre-lockdown period 2020 Lockdown period
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400 Sales Growth Index

What did we learn?

500 —2020 —2019

400

Week-long
Black Friday
2020 w
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What are the
Implications?
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Available products on Amazon
8 3 28 5 5 2

Sample Essential Medical ltem
Traffic & Sales Trend

What are the implications?
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The older generation (65+) is seen as the key
What are the implications? driver of growth for eCommerce sales

Online buyers- YoY Changes

Shifting

Demographics

+2.9% +2.9% +12.2%
8
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What are the implications?

Bigger baskets
means more
competitive

distraction

Brands win smaller slice of
total basket as competition
for user attention increases.
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Online Revenue Breakdown (€)

€77 €84 €105
Non-
brand 35% 41 % 42%
Revenue
m Brand
Revenue

Q3
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What are the implications?

Ensuring product availability is vital

Multi-retailer
Strategy gives

# of retailer partners Incremental sales

High ROI <3 retailers None

3 -10 retailers 2X

NN N

>10 retailers 3x
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Be ready to react and pivot

Company Action Taken Business impact
Flying Elephant eCommerce adoption 1300 Desks sold nationally in Q2 2020
Michaels (US retailer) New distribution channel (Michaels App) 353% eCommerce growth in Q2 2020
Samsung gca?ncererg:gngr?l% xy(;riﬁ!]ees: 20,000 new online retailers in Q2 2020

Source: retaildive.com, irishtimes.com, financialexpress.com N
N
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https://www.retaildive.com/news/how-the-pandemic-pushed-crafters-toward-michaels/586439/
https://www.irishtimes.com/life-and-style/homes-and-property/looking-for-a-nifty-home-working-desk-this-irish-designer-model-could-solve-your-problems-1.4216823
https://www.financialexpress.com/industry/technology/samsung-is-bringing-over-20000-offline-retailers-online-to-make-galaxy-phones-available-for-buying-during-covid-19-crisis/1951053/

Topshop vs Boohoo

Business Impact

Compan Business Impact .
pany P solution

Closed down 300+ Lack of eCommerce

Topshop stores worldwide transformation

Company Business Impact Business Pivot

Accelerated online

Sales rose by 45% eCommerce with the

v/ | Boohoo during the pandemic

right online marketing

Source: guardian.com



https://www.theguardian.com/business/2020/sep/30/boohoo-reports-sales-surge-despite-leicester-supplier-scandal-covid

Luxury brands struggle

Economic uncertainty has led to reduced
spending power. Price sensitivity increased
while work-from-home reduced demand.

-70%

YoY drop

Source: Mckinsey.com



https://www.mckinsey.com/industries/retail/our-insights/a-perspective-for-the-luxury-goods-industry-during-and-after-coronavirus

2021: Prepare & Position
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2021: Prepare & Position Coverage Trends

Understand IIIIIIIIIIIII

St I & 16-November-20 23-November-20 30-November-20
Availabilit
va I a I I y Retailer = Products In Retail Out of Stock Retailers Price Index

In Retail

Amazon 1,128 122 101/100
AQ 959 535 98/100
ApplianceCity 597 334 99 /100
Currys 477 212 98/100

N2 ,
Source: ChannelSight m‘wChanne|S|ght
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2021: Prepare & Position

Target Shifting
Demographics

with User
Journey
Analysis
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Visit Site Open Buy Now Click To Retailer Lead Conversion

7,651 483 249 126
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2021: Prepare & Position

Product Ratings
Ratings <3.5 Stars Ratings >3.5 Stars

Be Clever
About

Winning
Consumer
Attention

1.5% 6%

Conversion Conversion
Rate Rate

\/ .
Source: ChannelSight %‘\iChanneBlght
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Sales By Category

2021 Pre pare & Position ® Washing Machine m Cooking m Dishwasher Cooling Products Others

Retailer C 32% 23% 15% 11%

Align Strategy Retailer B
with Retalilers

34% 0%

|dentify retailers USP and
best-performed product
categories to develop your
retail strategies

. , * 30% higher
Free installation { conversion

Retailer

USP

Extended warranty { ) g%%vhe'%?oerz
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2021: Prepare & Position

Master Stock & Availability
Target Shifting Demographics

Win Consumer Attention

Summary

@b -

Align Strategy with Retailers

Expect the unexpected!
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UK

o
Strategy Data & Insights UX/UlI Support

How can we help?
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Dublin, Ireland (HQ)

42 Pearse Street,

Dublin 2, DO2 YX88, Ireland
Email:_info@channelsight.com
Call: +353 1 902 2822

London, UK

The Hoxton Mix, 3rd Floor,
86 - 90 Paul Street London, EC2A 4NE, UK
Email:_info@channelsight.com

New York, USA

56 Ludlow Street, Ground Floor,
New York, NY 10002
Email;_info@channelsight.com

Amsterdam, Netherlands

World Trade Centre,

Strawinskylaan 1351 1077 XX Amsterdam,

The Netherlands
Email;_info@channelsight.com
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