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US Retail Ecommerce Sales, 2013-2019
billions, % change and % of total retail sales

Preferred Channel for Researching vs. Purchasing
Clothing/Footwear Among US Internet Users,

$534.95 ~ep 2014

% of respondents

Next
$431.84 Catalog/ generation
$384.89 Catalog/ TV shopping magazine wearables

magazine 4% TV shopping

$340.61 5%

$298.26

$260.67

In-store
14.2% M 13.0% Wl 12.2% a7%

In-store
68%

Online
44%

5.8% 6.4% 7.1% 7.7% 8.4% 9.1% 9.7%
2013 2014 2015 2016 2017 2018 2019

H Retail ecommerce sales [l % change % of total retail sales Research Purchase

y - : : Note: n=1,011 ages 18+, numbers may not add up to 100% due to rounding
Note: includes products or services ordered using the internet, regardless : = e -l HA Al ) e s
of the method of payment or fulfillment; excludes travel and event tickets gf;‘,’gf ‘;’tjg"; f’?‘o’? 1’ ﬁ}glw?wxﬂt’f s (PWC), “Total Retail V Survey: United
Source: eMarketer, June 2015 — C -

186199 wwieMarketer.com
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US Display Ad Spending, by Device, 2014-2017
billions

~

$12.56 . $12.38 . $11.59 l $11.67

2014 2015 2016 2017
M pesktop* [ Mobile**

Note: includes banners, rich media, sponsorships, video and other (static
display ads such as Facebook's News Feed Ads and Twitter's Promoted
Tweets), *includes spending primarily on desktop-based ads; **ad
spending on tablets is included

Source: eMarketer, March 2015
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Retail Mcommerce Sales in China, 2014-2019
2014 2015 2016 2017 2018 2019

Retail $180.40 $333.99 $505.74 $737.07 $1,039.84 $1,410.72
mcommerce
sales (billions)

—% change 211.5% 85.1% 514% 45.7% 41.1% 3B.7%

—% of retail 38.1% 497% 555% 61.0% 66.3% 71.5%

ecommerce
sales

Retail and C2C Ecommerce Transaction Share in
China, Desktop/Laptop vs. Mobile, 2011-2018

% of total

—% of total 4.7% 79%  109%  14.5% 19.0% 24.0%

retall sales

Note: converted at exchange rate of USS1=RMEéS. 15, includes products or
services ordered using the internet via mobile devices, regardless of the
method of payment or fulfiliment; includes sales on tablets, excludes travel
and event tickets, excludes Hong Kong

Sowrce: eMarketer, July 2015

192088 wwvieMarketer.com
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20Mm 2012 2013 2014 2015 2016 2017 2018
M Desktop/laptop [l Mobile

Note: excludes travel ) ) ) )
Source: iResearch Consulting Group, 2015 China Online Shopping Report,”
June 26, 2015

193142 www.eMarketer com
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7 & # . Consumer Path to Purchase, Browsing Behavior, Seasonality, “Fashion Sense/Predictability”, User Experience
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Important Factors When Choosing Which Ecommerce US SMBs that Have a Mobile-Optimized Website,
Sites to Visit According to Digital Buyers in China, Sep 2014 & Sep 2015

ke % of respondents

% of respondents i P

Quality of goods sold

a7.7%

Price of goods sold

Website account safety

Website reputation and merchant credit

Goods return and exchange service

Sep 2014 Sep 2015

31.6%

Note: n=379 who have or plan to create a professional website for their
30.6% business; numbers may not add up to 100% due to rounding

Source: RBC Capital Markets, "internet: Highlights from SMB Survey of Web
Varieties of goods and brands Enablers,” Sep 10, 2015

28.5% 1964639 wwceMarketer.com
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Customer service quality
25.9%

Supporting services of site

e At Lead MLvhe, BRTARSORE, A&,

21.4% :
REZGHKAML g aFe A

Marketing and advertising of site
18.0%
Site-visiting experience and usability * S REHBBEOFEA-NGFOBHE, AATREAEKII

16.6%

s #HIZES3SMBd FHMNEE, AT -~NFOH2MEQG

Source: IResearch Consulting Group, "2015 China Onfine Shopper Report,”
May 4, 2015

191157 Wi eMarketer.com . £ 28, SMBE % &40 5 ik /AN 0 % 4k 2 %
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Average Cost of Acquiring a Loyal iPhone App Userin  Average Cost per Install (CPI) for Android and iOS
the US, March 2515-Marcﬁ 2015 M'FIE'A_EGI_U'S'M_EO ile Apps In the US, March 2013-March 2015

$309 Android ios
March 2013 $1.25 $0.81
$2.23 52.25$2 ) June 2013 $0.82 $0.81
Sep 2013 $0.75 $0.87
$1.67 $1.6851.75
1.50 Dec 2013 $1.87 $0.93
s1 30144 $1.36 $1.45
. $1.13 March 2014 $1.07 $1.05
June 2014 $1.40 $1.06
Sep 2014 $1.14 $1.21
Dec 2014 $1.41 $1.17
Mar Jun Sep Dec|Mar Jun Sep Dec|Mar Jun Sep Ded |mar | March 2015 $1.74 $1.53
2012 2013 2014 2015} Note: defined as the cost per app install directly attributed to advertising

Source: Fiksu, Sep 2012-April 2015 Source: Fiksu, May 2013-April 2015

172832 www.eMarketer.com 183574 www.eMarketer.com
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Source: Google/Ipsos, Mobile App Marketing Insights: How Consumers Really Find and Use Your Apps (U.S.), May 2015,
Base: Average among thosein each vertical who downloaded an app based on ads seen on a smartphone, Google/Ipsos Survey
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(J()()QI( Q.14 Which of'the following types of online advertisements have prompted you to download a/an[...] app? Select all that apply.
O
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* Google/Ipsos, Mobile App Marketing Insights: How Consumers Really Find and Use
Your Apps (U.S.), May 2015

Base: Smartphone apps users n = 8470. Q2. “Of the [...] apps that you have installed on
your smartphone, approximately how many do you use ... ?”

lin
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** Google/Ipsos, App—nesia in the UK, March 2015.

Forgotten app: User cannot not recall app installed on his or her smartphone without
looking at mobile device

Base: All respondents (n=394; n=334; n=413), App Categories: Travel, retails and
restaurants. Q2 APP RECALL. “Which [CATEGORY] apps do you have installed on your
smartphone? [...] without looking at your smartphone”
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104 Hotels in Cambridge — — = @~

Boaking.com app - Installed Chack-in Date Chack-out Date
Bock your hotel in Cambridge oniine!

Lowest price guarantes. P 29 SN 30
Open on booking.com

ROOM ADULTS CHLOREN

Talk with your developer team to make sure you have
Google’s deep linking schema enabled Let's ml (40)
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