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Objectives and Methodology

Objectives

8

Methodology

357 offline TV purchasers @ Fnac
recruited via contest entry at point
of purchase (in store)

Follow up telephone interview then
conducted 10 days after purchase
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Quantify the role of the internet in
the TV purchase process

Identify the differences between those
that use the web in the purchase
process vs those that don’t

Understand purchase process of
online researcher

PARTICIPA EN EL SORTEO DE ]
4 TARJETAS REGALO POR VALOR DE 250€ .

Rellena esta ficha con tus datos personales y las caracteristicas de la television que acabas
de adquirir, entrégala en cualquier tienda Fnac de Espaiia y participards en el sorteo de cuatro
tarjetas regalo por valor de 250€ cada una*.

Nombre. Apellidos
Teléfono mévil ¢Eres Socio de Fnac? N° Socio
Marca del televisor. Firma

Tecnologria: LCD O Plasma Q LED Q Otra (especificar)

Source: Google/Fnac, Offline Shoppers who Research Online Spend More, Spain, September 2010



@ Quantifying the online2store effect

52% of those buying a TV offline in-store at Fnac had
previously used the internet for research
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Quantifying the online2store effect

Amongst | prefer other means of research (friends, visit
those not shop, etc...)
researching
online prior to
p N a

46%
36%

Already knew what | wanted

15%

| don’t have access to online

| don’t trust the Internet

Those not using the internet prefer other means of
research, whilst a significant number either don't trust,
don’t know or don’t have access to the web
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DID NOT
RESEARCHED RESEARCH

ONLINE ONLINE

Profile of online researchers vs. offline
researchers



Shopper profiles

O 75% X 25%

Age
Less than 25 6%
25 - 34 27%
35 -44 37%
45 - 54 16%
OORR 8%
Average 38yrs

d'55% Q 45%

2%
15%
29%
24%
27%

44yrs

The online researcher is significantly more male and
younger than his offline counterpart
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Length of time before final purchase

409 I Less than a week
24% - Between 1 and 2 weeks

15% N Between 2 and 3 weeks ] 8/,
10% [ Between 3 weeks and 1 month ] 69,

10% IR Between 1 and 2 months  [Ji] 7%
2% | Between 2 and 3 months | 19,

2% I Longer than 3 months | 1%

The online researcher is a more considered shopper,
spending longer researching before purchase
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Basket size

Amount
Spent €701
€526
oo Those researching online
RESEARCHED RESEARCH spend on average 33%
more than those that do not
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Brands and Stores considered

®Le, PR imsuned

SONY.

#of B_rands
OIN gereg

Again the online researcher is significantly more
considered, reviewing more brands and visiting more

thinkretail stores

with Google 10
Source: Google/Fnac, Offline Shoppers who Research Online Spend More, Spain, September 2010



@ Purchase process of online researcher



Reasons for not buying online

et LY TI=PE:

54% 16% 12% 11% 8

(0]
Wanted to see Wanted to take Lack of /0

. Product Questions
TV before away confidence of availability about the

product

purchase immediately buying online

Amongst those researching online physically needing
to see the product is the biggest barrier to e-
commerce; instant gratification of taking away
. iImmediately is also significant
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Sites visited in the decision making process

OEM sites G 72 %
Generalist retailer sites NG 50
Blogs/Forums N 33%

Specialist (offline) retailer sites NG 31%
Price comparison sites [l 15%

Specialist (online) retailer sites [l 14%

Super/Hypermarkets [l 13%

Brand websites are the clear go-to destination for online
research
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Reasons for internet research before
purchase

Very important [l = Quite important

Locate a store to make purchase 68%

Decide on features and design 41%

Decide on technology specifications 40%

Chose brand 40%

Having a strong presence when consumers are deciding
on aspects of their purchase is critical to OEMs and
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Reasons for internet research before
purchase

The one | wanted wasn’t
available in store

Price/special offer on another

model influenced me
No
| found another | preferred
| didn't have a specific model
in mind

| decided on additional
features

26%
23%

In store availability and in store pricing/promotion the
main “mind changers”
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The Majority of offline shoppers research
online before purchase

that don’t research online

They are also more considered shoppers,
viewing more brands and visiting more
stores

Offline shoppers that research online are
more valuable spending 33% more that those

Wanting to see the physical product is the
principal barrier to online transaction
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