


-CONOMIC and retall outiook Dy region

GDP growth forecast 2015-2020f (CAGR) [nominal]
Retail sales YoY growth forecast 2015-2020f (CAGR) [nominal]
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GDP Retail sales

Europe 1.5% 3.0%
North America 1.9% 4.3%
South America 2.7% 2.1%
Africa 4.5% 3.9%
Asia 6.3% 8.0%
Australia & Oceania 2.9% 3.6%
Source: Euromonitor, IMF, KPMG Boxwood analysis
m © 2017 KPMG LLP, a UK limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (‘KPMG International”), a
Swiss entity. All rights reserved
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[0+Tkey trends shaping the retall landscape

Declining margins Internationalisation Fulfilment Discounters Innovation
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INe customeris changing...
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holds the
power?
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Retailer Manufacturer Retailer Manufacturer Data aggregator
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SLages f the Purchase Journey

Triggers and
influencers

1 Awareness:

Evaluation:
Experience and

Consideration:
Product and
feedback

company research

Conversion:
Where and when

to buy

Document Classification: KPMG Confidential



Awareness: Channels where Lonsumer Saw Product Iirs
Delore purchasing

Any offline channel: 52%

Any online channel: 59%
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22%

15% 15%
13%

12%

9%
8%

10% 10%
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= Online shop
= Online review
= Email promotion

= Online advertisement
= Social media post or blog
= Online article or magazine

= Physical shop
= Talking to family
= Print magazine or newspaper

= Talking to friends
= Saw a friend with it
=On TV or in a movie

Source:

KPMG

Global Online Consumer Report, KPMG International, 2017

© 2017 KPMG LLP, a UK limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (‘KPMG International”), a

Swiss entity. All rights reserved
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LonsIderation: Factors dnving purchase decisions

Decision factors by region

Consumers in Australia, New Zealand, Canada, France, Belgium and South Africa were most likely to be influenced by price or promotions. In
these countries, more than 38 percent of consumers said price and promotions were the factors that drove their most.

Factors driving purchase decisions

4% 2%

R\

Factors driving purchase decisions — by region

9%

12% 15% 13%
9% 12% 27% 22%
22% 38%  17% 19%
23% 0
24% 9% 26% 17%

23% Asia Australia or North America Eastern Europe or
22% New Zealand Russia

27%

17%

9% 9%

Price/Promotions 1%
16%, 30% 13% 29% 16% "
= Product features
= Brand ‘
0, 24%
1% JZS% J% 24% '17%

= Online reviews

Newest trends or arrivals

Western Europe Latin America Africa and Middle
= Peer influences/recommendations East
= Complementary products = Price/Promotions = Product features = Brand = Online reviews Other

Source: Global Online Consumer Report, KPMG International, 2017
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Lonversion: Deciding Wnere and Wnen to by

Most important attributes when
deciding where to buy

Best price

Preferred website

Best delivery
options/price

Stock availability

Peer advice

Returns policy

Source:

KPMG

30%

17%

14%

2%

1%

36%

. 4% 19
5% |

‘. 29%
16% l

46%
Cosmetics

5% 1%

= The same day

Global Online Consumer Report, KPMG International, 2017

41%

Below US$100

= Less than 1 week = 1-2 weeks
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Fashion

5% 2%

8% |
‘ 25%

40%
US$100-$500

= 2-4 weeks = 1-3 months

49% 2% 1%

9% |
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Purchase duration by product category and price (%)

47%
37%
Food
3%
8%
14%' .‘ ‘)%
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21% 34%

Over US$500

= More than 3 months
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Fvaluation: EXpernence a reednack

Type of feedback most recently

: Sites where consumers shared feedback (%)
shared online

206 6%

\_

92%

= Positive = Negative = Neutral

Source:

KPMG

Global Online Consumer Report, KPMG International, 2017

Manufacturer or brand website

Facebook

WhatsApp

Instagram

Online forum

WeChat

Blogs

Twitter

YouTube

Snapchat

Pinterest

Other

11
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Whats dnving the Shirtto onine

Reasons consumers shop online instead of in stores

Reasons consumers shop in stores instead of online

Ability to shop 24/7

Ability to compare prices

Online sale/better prices

To save time

Convenience of not going to shops

Greater variety/selection

To avoid crowds

Products are not sold in my
city/country

To avoid checkout lines

58%

54%

| want to see/touch item first

| want to try the item on
Concerned products look different
Delivery takes too long

Shipping costs are too high

Product is too valuable to buy
online

Enjoy the experience of going to the
shops

| have to go to the shop anyway

| want to verify the authenticity
Return process is too complicated
Do not trust online security

| want to talk to a salesperson

56%

55%

W Convenience Il Touch/try product
[ Price-related I Shipping
Il Push from offline Il Enjoy experience
Il Ease of selection Il Other
[l Free shipping
Only option to buy
Source: Global Online Consumer Report, KPMG International, 2017
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The strength of platforms for Global
Fashion Group

Global Fashion Group focused on
emerging markets, covering 24 countries

Five different platforms serving each of
their main markets

They own the value chain infrastructure
enabling agility and customer convenience

— Delivery fleets offering last mile delivery
in over 300 cities

— Customers can pay cash on delivery in
most markets

© 2017 KPMG LLP, a UK limited liability partnership and a member firm of the KPMG
network of independent member firms affiliated with KPMG International Cooperative
(“KPMG International”), a Swiss entity. All rights reserved.
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Nelaporter

Attracting international customers
through strategic partnership with hotels

— Net-A-Porter partnered with a boutique
hotel in New York which provides guests
with bespoke shopping services.

— Hotel guests can shop online via a tablet
in their room or call a personal shopper for
assistance.

— Free same-day delivery is offered right to
the guest room door and personal
shopping is offered 9-5 on weekdays with
a 24 hour customer care phone line, any
day of the week.

© 2017 KPMG LLP, a UK limited liability partnership and a member firm of the KPMG
network of independent member firms affiliated with KPMG International Cooperative
(“KPMG International”), a Swiss entity. All rights reserved.
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farrelcn

Omni-channel out of a box — changing the
route-to-customer

— Brands can leverage the Farfetch platform
to link inventory in their retail stores to
their websites and deliver services.

— They offer collection from physical stores
or same-day delivery, Farfetch says “If
you have an amazing flagship store in Los
Angeles, why...wait one week for
something to be delivered from Europe?”

— In addition, they now provide a Black &
White service which is a Farfetch powered
e-commerce site for retailers with less
digital capability.

© 2017 KPMG LLP, a UK limited liability partnership and a member firm of the KPMG
network of independent member firms affiliated with KPMG International Cooperative
(“KPMG International”), a Swiss entity. All rights reserved.
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Paul Martin

UK Head of Retail, KPMG UK LLP
Tel: +44(0)7551 152088
paul.martin@kpmg.co.uk

KPMG UK LLP

15 Canada Square
London

E14 5GL

United Kingdom
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