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Shopping by mobile/smaritphone—it’s here and now
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Source: PwC, Total Retall 20117, Basa: 24,471
How often do you buy products using the fellowing shopping channels?
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Usage of shopping channels over time
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Source: PwC, Total Retall 2013-2017
Mote: Chart represents dally and weekly usage combined
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Third party
21% omnichannel
provider

18%  Call centre

4%  Other

Source: PwC & SAP Retaller Survey; Base: 312
Which of tha following channels does your organisation use to genarate sales?
Mote: Regpondants asked to selact ALL that apply.
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In-store shopping—For five consecutive years,
our survey has shown that a significant percentage
of global consumers shop in-store at least once a week
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38%

Source: PwC; Total Retall 2013-2017
Mote: Chart represants dally and weekly usage combined
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Summary: In-store attributes—importance vs satisfaction
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Source: PwC, Total Ratall 2017
Summary chart showing aggragate importance vs aggregate satisfaction—attributes with largest gaps shown
Please rate how important tha following attributes are in relation to your In-store shopping expanenca.
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Inspiration for purchases

Yo

Social networks Individual retailer
(Facebook, Twitter) websites

Yo

Price comparison Multi-brand
websites websites

Source: PwC, Total Retall 2017; Base: 24, 471
What online media do you regularly use to find inspiration for your purchasas?



o 1T3XMILE (39% )
TERERREEMLL (37%)

o LLiNiud ( 35% )

o ZRMHEEML (32% )

Only use credible/
‘_53*.) legitimate websites

Only use companies
59% N that | trust

55% Choose payment providers
| trust to make payment
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Source: PwC, Total Retall 2017; Base: 24,471
How do you personally raduce the risk of online security issues/fraud?
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Which of the following statements most accurately
describes how you like to shop?

A3 [ am aloyal shopper

. who knows the brands
and products that | like,
and that is what | buy

" most often
I like to try new
products and
will buy whatever
seems to be
new and different

Source: PwC, Total Retail 2017; Base: 24,471
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Preference to buy online versus in-store

Online In-store

60% Books, music, movies & video games 28%
39% Toys 37%
43% Consumer electronics & computers 51%
36% Sports equipment/outdoor 4%
37% Health & beauty (cosmetics) 47%
40% Glothing & footwear 51%
32% Jewelery/watches 49%
33% Household appliances 56%
30% DIY/home improvements 52%
20% Furniture & homeware 59%
23% Grocery 70%

) Toys are closing the gap, with
preference to purchase almost
8 equal across both channels

Source: PwC, Total Retail 2017
Summary chart showing in-store vs anline purchasing praferences
Which method do vou most prefer for buying your purchaszes in the following product categorias?
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Why have you not made your luxury product
purchases online?

46% 47
24% 31% 39%
31% 29% 99, 31%
15% 18%
15 %III
| am concerned | prefer the | need to see | have enough
that some in-store and touch the opportunities to
products experience product before visit stores near
sold online may with a sales buying where | live,
not be genuine assistant work or when
| travel
Jawalary Clothing, shoas Cosmatics
and watches ar leather goods or fragrances

Source: PwC, Total Ratail 2017; Basa: (4515), (4147), (4782)
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Consumers prefer to use multi-brand websites for
their online luxury purchases

From a website that sells multiple luxury brands

Clathing,

Source: PwC, Total Retall 2017; Base: {(11,961) (15,216) {10,314)
Pleasa indicate what type of wabsita you usad to buy your luxury products online
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Source: PwC, Total Retail 2017; Base: 24,471

What benefits do you think there are, or would be,
from using a wearable device?

Monitor my vital
63%) Tackmy 542 statistics (heart

exercise routine rate, weight)
Monitor my eating .

9%

€3 and sleep patterns ‘49) Improve my fitness
£,
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