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Key Takeaways from Holiday 2010

1. Consumers shopped promotional periods more than ever

. Post-Thanksgiving: Black Friday through Cyber Monday
. Free Shipping Day (Dec 17%)
. Post-Holiday

2. Consumers researched extensively & seamlessly across

channels. Online — search in particular — was a top source of
information

3. Mobile entered the mainstream as holiday shopping assistant
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Post-Thanksgiving: More Consumers Shopped
This Year
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Post-Thanksgiving: Most Online Visits on Black

Friday as Consumers Planned Shopping Strategies

Daily Market Share of Visits to Retail 500 Sites

2009 em==2010 2009 2010  YoY
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Free Shipping Day: Biggest Increase in Online Sales

Free Shipping Day saw the biggest Y/Y increase in online sales, with
sales climbing 61% Y/Y, as more people took advantage of free
shipping promotions

Online Sales on Free % Took Advantage of Free
Shipping Day (Dec 17) Shipping Promotions during
$942 Holiday 2010 Season
+61% 53%
$586 +13%
A7%
2009 2010 2009 2010
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Post-Holiday: More than Half of Consumers Shopped

55%

of consumers

Holiday 2009 = Holiday 2010 shopped post-holiday!
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Post-Holiday: Deals & Sales Helped Motivate Shopping

| am making additional purchases/buying a gift for myself
| was waiting for last minute/post-holiday sales

| like shopping at this time

To redeem gift cards

| always shop around this time

| am making additional purchases for others

| am shopping for the next Holiday Season (e.g.,
Christmas, Hanukah, Kwanzaa, etc)

| am shopping for the next occasion (e.g., Valentine's
Day, a birthday, etc.)

This was the only time | could shop
| didn't have the time to shop earlier
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Key Takeaways from Holiday 2010

1. E-Commerce saw record growth

2. Consumers shopped promotional periods more than ever
Post-Thanksgiving: Black Friday through Cyber Monday
Free Shipping Day (Dec 17™)
Post-Holiday

3. Consumers researched extensively & seamlessly across
channels. Online — search in particular — was a top source of
information
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Consumers Researched Far in Advance of Purchase

Average # of Days of Research Prior to Purchase
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& Base: n=1850. Q1A Listed below are the products or services you mentioned you purchased this Holiday Season. How long prior to
I n making this/these purchase(s) did you research it/them, if at all? (Select one for each.)
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Research Was Extensive & Occurred Seamlessly

Across Channels

-

51%
45%
35%
21%
14%

visited the store,
purchased at the store

researched online,
then purchased online

researched online, then
went to store to purchase

researched online, checked out
products in the store, then went
back online to purchase

visited the store first, then
purchased products online

A
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Base: Total Respondents 2009 n= 5020; 2010 n= 1850; 2011 n= 1850. (Q12) Thinking about your recent Holiday shopping
experience, in which of the following ways did you approach your Holiday shopping? Select all that apply.

Source: Google & Ipsos OTX Post Holiday Shopping Intentions Study, January 2011
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Online Research Was Critical Part of the Process
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67%

of consumers researched
online prior to purchase
during the holiday season

S

Base: Total Respondents 2009 n=5020; 2010 n= 1850; 2011 n= 1850
(Q12) Thinking about your recent Holiday shopping experience, in which of the following ways did you approach your Holiday shopping?

Select all that apply.

Source: Google & Ipsos OTX Post Holiday Shopping Intentions Study, January 2011
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Search Was a Top Source of Information,
Retailer Sites

Following
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54% Say Search Is a Really Important Information
Source for Making Holiday Purchases
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Extremely important
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94% -/
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= Very important

- ———

m Somewhat important

’

m Not very important
41% y imp

m Not at all important

———

0

2010

t h i n k Base: Used Search Engines and Other Online Sources for Holiday Shopping (n=513)

(Q11b). Compared to all the other sources of information you used to gather information about your Holiday purchases this year (e.g.,
TV, friends, professionals, etc.), how important were search engines to you? Select one

with Go 8[6 Source: Google & Ipsos OTX Post Holiday Shopping Intentions Study, January 2011 Google Confidential and Proprietary
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Key Takeaways from Holiday 2010

1. E-Commerce saw record growth

2. Consumers shopped promotional periods more than ever

Post-Thanksgiving: Black Friday through Cyber Monday
Free Shipping Day (Dec 17™)
Post-Holiday

3. Consumers researched extensively & seamlessly across
channels. Online — search in particular — was a top source of
Information

4. Mobile entered the mainstream as holiday shopping assistant
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U.S. Mobile Shopping Searches Exploding

+300% YoVY Mobile Holiday .- .

Shopping -7
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Mobile’s Black Friday: 200% Growth YoY

2010

2009

January-07 January-08 January-09 January-10
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59%

of smartphone users
used their phones for
holiday shopping this Q4

S

e Base: Use Smartphone regularly 2011 n= 630. (Q20) In which of the following ways, if any, did you use your smartphone to do your
t I n shopping this Holiday Season? (Select all that apply)

with GO 8[6 Source: Google and Ipsos OTX Post Holiday Shopping Intentions Study, January 2011
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Mobile Helped Shoppers Become Better Informed: Price
Comparisons, Coupons, Reviews, Local Availability

Compare prices

Read reviews

Read general product information

Locate a retailer I'm interested in purchasing from

Look for promotions or coupons

Call a retailer, manufacturer or business

Search a store's inventory or availability of an item

Compare features of a product

Purchase an item

Use a bar code reader on my smartphone to scan a product
Contact a retailer, manufacturer or business, other than by calling
Use discount code/coupon on my smartphone to make a purchase
Watch and online video about a product I'm interested in purchasing
Look for servicing or warrantly information

Other
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27%
23%
21%
21%
20%
18%
16%

14%

14%

14%

12%
1%
10%
7%
2%
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Of holiday smartphone
shoppers/researchers,

%

used their phones to
shop/research while

INn a store
o J

e Base: Used a Smartphone to do Holiday Shopping 2011 n= 369. (Q22) Did you use your smartphone while shopping in a store this
t I n Holiday Season? Select one.

o R Source: Google and Ipsos OTX Post Holiday Shopping Intentions Study, January 2011
nith Go 8[6 Google Confidential and Proprietary 19



Mobile Was Incorporated Across Channels. Mobile
Both Drove and Diverted Online & Store Purchases

4 = . N
/) ’ | 4 8 % researched on smartphone,
=) > o v went to store to purchase

—

y/ researched on smartphone, then
é%] — 45% purchased online on computer
= researched on smartphone,
@g 30% purchased on smartphone

o — researched on smartphone, visited
ol — § 18% store to check out products, then

purchased online on computer

=

_ . = researched on smartphone,
/] o il | /) 0 visited store to check out products,
C,_J_D/ # T 0
& *

o v > = then purchased on smartphone

k= i | CQ/ 1 2 % Visited the store first, then

§P &= purchased on smartphone
tn-rn K Base: Used a Smartphone to do Holiday Shopping 2011 n= 369
(Q22) Did you use your smartphone while shopping in a store this Holiday Season? Select one.

wiIith Go 8[@ (Q23) In which of the following ways did you approach shopping with your smartphone this Holiday Google Confidential and Proprietary 20
Season? Please select all that apply.
Source: Google and Ipsos OTX Post Holiday Shopping Intentions Study, January 2011



Mobile Was Also a Purchase Channel in Its Own Right
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Of holiday smartphone
shoppers/researchers,

41%

made a purchase on
their smartphone

~

S

Base: Used a Smartphone to do Holiday Shopping 2011 n= 369. (Q22) Did you use your smartphone while shopping in a store this
Holiday Season? Select one. (Q23) In which of the following ways did you approach shopping with your smartphone this Holiday
Season? Please select all that apply.

Source: Google and Ipsos OTX Post Holiday Shopping Intentions Study, January 2011
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What Products Did Smartphone Holiday Shoppers
Purchase on Their Smartphones?

Entertainment items
Electronics

Clothing or Apparel

Toys

Gift cards

Books or magazines
Fashion accessories
Beauty and cosmetic items
Watches

Sporting or fithess goods
Home appliances

Jewelry

Personal or Vacation Travel
Pet Supplies

Home furnishings

Automobiles or Automobile parts
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12%
1%
10%
9%
9%
8%
8%
8%
7%
6%

3%

23%
22%
17%
17%
16%

15%
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Key Takeaways from Holiday 2010

1. Consumers shopped promotional periods more than ever

. Post-Thanksgiving: Black Friday through Cyber Monday
. Free Shipping Day (Dec 17%)
. Post-Holiday

2. Consumers researched extensively & seamlessly across

channels. Online — search in particular — was a top source of
information

3. Mobile entered the mainstream as holiday shopping assistant
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Like what you learned?
Find more studies and data at
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