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Executive Summary
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Accenture Interactive surveyed 2,000 United States (US) and the United Kingdom (UK)
consumers via online survey to determine which shopping channels are used most
frequently, how consumers move between channels, how social media influences
purchasing decisions and the value consumers place on price, privacy and personalized
shopping experiences.

Nearly three out of four (72 percent) of consumers aged 20-40 in the US and the UK use
mobile devices while in-store to compare prices, but the majority leave before making a
purchase.

More than half (52 percent) of the 2,000 consumers surveyed in each country believe
that in-store prices are higher than online prices.

While 60 percent of total respondents say that online prices entice them to visit a store
where they can compare prices and view merchandise up close, 48 percent still go home
to buy the products from that retailer online, but 32 percent buy products online from a
different retailer.

Only 20 percent of all respondents make their final purchase in-store.



Executive Summary (continued)

» Despite the fact that 86 percent of those surveyed say they are concerned about
websites tracking their online shopping behavior, 85 percent are aware that such tracking
goes on but they understand that tracking enables companies to present offers and
content that matches their interests.

* Nearly half of all respondents — 49 percent — are receptive to their favorite stores or
brands using their tracking data to inform their future purchases and make them aware of
product availability.

« When asked to make a choice, 64 percent of total respondents say it is more important
that companies present them with relevant offers against only 36 percent who say

companies should stop tracking their website activity.

« At the same time, however, 88 percent strongly agree or agree that companies should
give them the flexibility to control how their personal information is used to tailor their
shopping experience.
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Executive Summary (continued)

« The survey confirms the importance of social media, with 92 percent of all respondents
more inclined to purchase from a company that makes use of social media channels.

» For 67 percent of total respondents, Facebook is their preferred social media channel.

« The survey also showed that 80 percent of consumers are more likely to buy from a
company that uses online and email communications and 70 percent are more inclined
to buy from companies using mobile applications.
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Detailed Findings

Which one of the below most accurately reflects your view about price differences
between the online store and physical store?

Physical store prices are higher

B UK
TUSA
H Total

Online store prices are higher

Online store and physical store prices are about the
same

70
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Detailed Findings

Is it your experience that online store prices entice you to the store to see the
product, and then you still go home to buy the product online?

¥ Yes
.. :

0% 20% 40% 60% 80% 100%
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Detailed Findings

How important is it for the online offering to match the in-store offering in terms
of ... ?

Description
X Availability
Price
< Description
3 |
Availability ® Not at all important
2
Price =3
m4
¥ Very important
5 Description
O
T Availability
Price
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Detailed Findings

From your experience, how often does the online offering match to the in-store
offering in each of the following 3 areas...

Description & ¢

X Availability
Price
f,':) Description
-]
Availability ¥ Rarely
w2
Price =3
m4
= All the time
5 Description
i)

Availability
Price H
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Detailed Findings

If the online offering does not match the in-store offering do you:
- purchase in-store ?

- purchase on your mobile device ?

- do not purchase ?

Description

X Availability

Price

H Purchase in-

store
« Description
<:f)J ¥ Purchase on
Availability your mobile
_ device
Price ® Do not
purchase
® Description
L

Availability

Price
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Detailed Findings

Do you use your Smartphone and/or tablet to compare prices while in-store ?

USA HYes

© No

Total

0% 20% 40% 60% 80% 100%
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Detailed Findings

If you do use your Smartphone and/or tablet to compare prices while in-store,
where do you generally make your final purchase?

Online

B UK
TUSA
H Total

In-store in a different store

In-store in the store where you were making the
price comparisons

60
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Detailed Findings

If so, how often do you participate in this activity ?

UK

When making big purchase items over £250

—

Every time | shop

USA

When making big purchase items over $250

R -

Every time | shop

R

74
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Detailed Findings

Which provides the greatest integrated purchase experience with the store?

Online

E UK
B USA
H Total

Mobile search advertising

Traditional media

Copyright © 2012 Accenture. All rights reserved. 15



Detailed Findings

What would be your preferred channel of communication from a retailer?

Online - email

Online - social media

B UK
TUSA
H Total
Text
Postal

60
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Detailed Findings

How often would you like retailers to communicate with you?

Fortnightly

Weekly

Whenever they have something relevant to me

Monthly

When | am in their store

Less frequent than Monthly
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H Total
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Detailed Findings

When actually in a physical store, would you be receptive to receiving a text
message on your cell phone with an offer that matches what you’re looking for now
or your past purchases, which you can take up during that visit?

USA “No

65 B Yes

Total
64
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Copyright © 2012 Accenture. All rights reserved. 18



Detailed Findings

Following on from this idea, how receptive would you be if your favorite store/
brand kept track of your purchases and shopping behavior to inform your future
purchases and help you know what is available?

Online - Social media

x
)
Text
§ Online - Social media ¥ Not at all receptive
m2
Text =3
u4
® \ery receptive
© , : .
|§ Online - Social media

Text
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Detailed Findings

Are you concerned with websites tracking your behavior?

UK
91

USA “No

82 HYes

Total
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Detailed Findings

Are you aware this tracking enables companies to present offers and content that

match your interest?

USA

Total
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Detailed Findings

Which one is more important to you?

Companies presenting me relevant offers

E UK
B USA
H Total

Companies no longer tracking my website activity
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Detailed Findings

How could your favorite brand better reach you on your mobile device?

Link to offer
Text ®UK
TUSA
H Total

Link to Facebook offers

50
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Detailed Findings: US

To what extent do you agree/disagree with the following statements?

| find it important that the company gives me the
flexibility to control how my personal information is
used to tailor my experience

) , . ¥ Disagree strongly
| prefer to do business with brands/companies that

use information about me to make my experience 2
more efficient from one step to the next =3
m4

B Agree strongly

| appreciate brands/companies that customize
messaging and offers to be relevant to me

0O 10 20 30 40 50 60 70 80 90 100
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Detailed Findings: UK

Lastly, please state your level of agreement to the below statements?
Advertisements via my Smartphone are . ..

OK if | opted in to them

Likely to increase my spending habits i 44 32

A obvious step in better communications 16 36 41
T ¥ Disagree strongly
Intrusive : 31 33 26 2
m3
m4

the same as e.g. billboards to me = Agree strongly

OK if they are relevant to me

Not legitimate to me

0 10 20 30 40 50 60 70 80 90 100
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Detailed Findings: US

Lastly, please state your level of agreement to the below statements?
Advertisements via my Smartphone are . ..

Likely to increase my spending habits 17 39 39
A obvious step in better communications 15 41 39
T ¥ Disagree strongly
Intrusive 27 30 33 2
3
4
the same as e.g. billboards to me 26 34 25 = Agree strongly
OK if they are relevant to me 22 43 30

Not legitimate to me F m
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Methodology and Survey Sample

» The survey was carried out online in August of 2012 with 2,000 consumers in the United
States and the United Kingdom. Participants were split equally between males and
females between 20 and 40 years of age, and the survey recorded ethnicity and socio-

demographics.
Number of Interviews
Age group Number of Interviews

1,000

1,000 500
Total 2,000
500
Number of Interviews 500
500
1,000
2,000

1,000

2,000
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Methodology and Survey Sample (continued)

Survey Demographics: Occupation

B Semi or unskilled manual work

29 39 4% 8%
# Skilled manual worker

7%

® Supervisory or clerical or junior
managerial or professional or
administrative

B |ntermediate managerial or
professional or administrative

18%

20%

® Higher managerial or
professional or administrative

16%

B Student
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Methodology and Survey Sample (continued)

Survey Demographics: Ethnicity UK

7%
294%! %

3%
4%
7%

5%

25%
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® White British
= White Other
¥ |ndian
B Pakistani
® \White Irish
= Mixed
¥ Black Caribbean
“ Black African
B Bangladeshi
B Chinese
® Other Asian
® Black

Black British
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Methodology and Survey Sample (continued)

Survey Demographics: Ethnicity US

0. 1% 2% 1%

34%

4%

4% 3%
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B African American or Black

= Asian

B Caucasian

B Central Asian

B South Asian

B | atino

" Middle Eastern

¥ American

H |nuit, Aleutian

B Pacific Islander

¥ Mixed

¥ Hispanic Origin
Asian Origin

Alaska Native

31



Questions?

Learn More:
www.accenture.com/interactive

Follow us:
@AccentureSocial

Contact:
Cam Granstra
Media and Analyst Relations, Accenture Interactive
cameria.l.granstra@accenture.com
312 693 5992
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