A look at

E-COMMERCE IN THE POST-
COVID WORLD

‘j BLINK Perspective on the fransformation of commerce
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experience imperative
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1. EVOLVED CONSUMER EXPECTATIONS

THE EXPERIENCE IMPERATIVE




Financial performance (total shareholder returns) of CX leaders vs laggards’
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Higher returns
from CX leaders
vs laggards

300

—-300

-900
2007 2008 2009 2010

'Comparison of total shareholder returns for publicly traded companies ranking in the top ten of Forrester's CX Performance Index from
2007-09.

Source: Forrester Customer Experience Performance Index (2007-09)
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PRODUCT CONTENT
EXPERIENCE

Shopify, which allows its
merchants to add 3-D models
to their product pages, found
that conversion rates
increased by 250 percent
when consumers viewed 3-D
products in AR.
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EVOLVED CONSUMER EXPECTATIONS

Shopping as
ENTERTAINMENT
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The CONVERGENCE @
B TREAMING AND E=
OMMERCE that has
ERBECOMe china's %
favourite way to shop.
For the uninitiated, live
commerce is best
described as the
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In China, for example, Taobao L,e '.
made it easier for brick-and-mortar ,
ilers to join its livestreaming channel

rm, leading to a 719 percent
se in participating merchants in ’
February 2020 t

- al celebrities are taking note of the
: wccess to sell their own brands: Kim
K ian sold 15,00

perfumesin a few minutes
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EVOLVED CONSUMER EXPECTATIONS

SAFETY as CX
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New SAFEX fulfilment
models: buy online, pick up

in store (BOPIS) grew 34%.

Groceny/.Meal «it
delivery up by 38%

/4% consumers want to use
conftactless

checkouUt in the future

Mckinsey: Adapting to the next normal in retail: The customer experience
imperative

Safe delivery modes are increasingly important to consumers—winning
on ‘SafeX’ matters in digital and omnichannel.

Meal kit delivery

Safe and contactless
checkout

QSR drive-through
(vs go in person)

Growth in past
6 weeks, %

>4

Consumers intending to continue in
the long term, %




China's e-commerce stocks rise in May
Stock price % change compared to IPO price

— Pinduoduo — JD.com Alibaba

2 Mar. 16 Mar. 30 Mar. 13 Apr. 27 Apr. 17T May

. KrASIA

Growing consumer-to-business (C2B2C) eCommerce models have been in the right place
at the right time.

These models — where commissioned shopping agents build orders, negotiate terms and
become last mile delivery points for their local communities — had already been growing rapidly
before the crisis — the growth has only accelerated post covid

Source: Wall Street Journal 8



A smart solution for your life.

Key by Amazon gives you the freedom to enjoy keyless smart access and receive Amazon
packages delivered inside your garage, home and car.

R - | -



EVOLVED RULES OF COMMERCE

TAL SHELF Management
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AMAZON TELLS SUPPLIERS ITWON'T
ACCEPT NEW SHIPMENTS OF
NONESSENTIAL ITEMS UNTILAPRILS

E-commerce giant prioritizes food and medical supplies while
halting delivery of other consumer goods

By Garett Sloane. Published on March 17, 2020.




Clorox Scrubtastic
Scrubber and Cleaner, 1

ntra! Liquid Bleach Clorox Ultra Clean Toilet TablotsBis
Regular 121 fl Oz 3 Ct - Brand New Item & Blue, Rain Clean, 8 Ct(Package
Vary)

CLOROX RESPONDS TO GOUGING ON
AMAZON, TURNS OFF ADS AS CLEANING
WIPES RUNLOW

Source: ADAGE
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With waves of panic buying and s
implication is fo monhitor availalo

entials, The big

on a near-real time basis.

PRODUCT
AVAILABILITY




Covid-19 is helping Walmart make
up ground against Amazon

REDUNDANCY
PLANNING
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AMAZON TELLS SUPP
ACCEPT NEW SHIPMENTS OF
NONESSENTIAL ITEMS UNTILAPRIL5

rioritizes food and medical supplies while
her consumer goods
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The ideal load time for peak con
than 2.7 seconds (and every 100-
above that can reduce conversio
percent.

Converting Content that Content x

PRODUCT product converts brand x eCom
CONTENT search pages synergy

azon listings receives
oduct clicks.




REDUCED TIME SPENT
CREATING PRODUCT
LISTINGS

ACCELERATED TIME
TO MARKET

)

ACCELE PIM CENTRALIZED
DEPLOYME ASSET
REDEPLOYM Product MANAGEMENT
Information
Management

INVENTORY/

PRICING AND
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. SEARCH PRICING ASSORTMENT AND RATINGS AND CONTENT
AVAILABILITY REVIEWS
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EV ED RULES OF COMMERCE

CHASING DEMAND ACross
channels
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Qver half of marketers (53%)
say the Covid-19 pandemic
has caused ‘radical’ or
'significant’ changes to the
customer journey, according
to an exclusive survey of 477
UK brand marketers
conducted by Marketing
Week and its sister fitle E-

consultancy.

Preferred Shopping Method Among US Digital Shoppers

CONSUMER JOURNEYS ARE A LOT
MORE COMPLEX

3% 5% 16%

Search on Search on Search on Search on Search and buy
Amazon, buy another retail Google, buy Google, buy on on Amazon
somewhere else site, buy elsewhere Amazon
somewhere else



Amazon is now more popular for
searching products than Google

How often do you use Amazon to
discover new products or brands?

52.6%

20.2%

Rarely Sometimes Frequently

| purchase products | occasionally try | often try new
and brands | know new products/brands products/brands




TRANSITION TO TRANSITION TO
SHOPPING CART PRODUCT PAGE

SEO, product Brand
listings product advocates,
content assets, influencers

Image voice reviews

etc
OWNED REARNED

PAID
Sponsored listings o
ECOM, D2C and

Google shopping

TRANSITION TO

PRODUCT LISTINGS TRANSITION TO
SHOPPING CART

SYSTEMS APPROACH TO REACH CONSUMERS
SEARCHING ACROSS MULTIPLE PLATFORMS



TRANSITION TO Drivers/Influencers: SEO
SHOPPING CART | '

Search Intent driven content
Rich Media Assets — Images,
Videos

Q&A Content

Web Properties: Website, SEO product
Mobile Site listings product

content assets,
Image voice etc

OWNED

PAID

Sponsored listings on
Drivers/Influencers : SEM, Display ECOM, D2C and
Ads, Paid Social, Paid Influencers Google shopping

Search Intent driven content
Rich Media Assets — Images,
Videos

Q&A Content

Web Properties: Website
Landing Pages

TRANSITION TO
PRODUCT LISTINGS

. TRANSITION TO
Drivers/Influencers: Content
Outreach, Influencer marketing, PR PRODUCT PAGE

Articles
Infographics
Blog Posts
Product Reviews
Brand advocates,
influencers
reviews
Web Properties: Third Party
EARNED Blogs, Review websites, Forums,
Social Influencers

SHARED

Amplification of

brand visibility on

search Drivers/Influencers: E-
commerce, Affiliate
Marketing

Search Intent driven content
Rich Media Assets — Images,
Videos
J Q&A Content
Web Properties: E-commerce

portals, Website Partners TRANSITION TO
SHOPPING CART

SYSTEMS APPROACH TO REACH CONSUMERS
SEARCHING ACROSS MULTIPLE PLATFORMS







COMPETITION FOR PAID VISIBILITY ON ECOMMERCE IS HEATING UP AS
MARKETERS CHASE DEMAND V§ CREATING DEMAND

Client spending was up 67.3% on Sponsored
Product ads and 118.3% on Sponsored
Brand ads compared with Q1 2019. Tinuiti
reported a 47% increase in client spending
on Sponsored Brand ads, with Sponsored
Product ad spending growing 24%.

Amazon reported 44% growth in Q1 2020 in
its "other" sales line item, which primarily
includes advertising revenues.

US Amazon Sponsored Product Ad Performance
Metrics, Q1 2019-Q1 2020

Cost per Clickthrough Return on
click rate ad spending

Q12019 $0.96 0.39% $5.57
Q2 2019 $1.04 0.40% $5.82
Q3 2019 $1.03 0.39% $5.59
Q4 2019 $1.08 0.34% 55.08
012020 51.06 0.35% 54.83
—% change QoQ -2% 3% -5%
—% change YoY 10% -10% -13%

Note: based on campaigns analyzed by Pacvue, broader industry metrics
may vary

Source: Pacvue, "Advertising on Amazon 2020 Q1 CPC Report, " April 23,
2020

waww.emarketer.com
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facing marketers

REBALANCING RESETTING RECALIBERATING

DATA-EQUITY COMMERCE SPENDS
BORDERS

REIMAGINING
IMPULSE

As more buyer.s buy Decline in fravel retail Does spenqlng more on

exclusively online, the o ecom media mean
and rise in cross-border "

balance of consumer ccommerce additional budgets or

data depth tilts heavily budget shiftse

towards eCom vs Brands

As more buying moves online,
the entire impulse buying
category (confectionaries,
beverages etc) are at risk
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DEMAND GENERATION + DEMAND DEMAND
DEMAND PURSUIT CONVERSION FULFILLMENT

SAFEX
OMNI-SEARCH DIGITAL SHELF

>~ . DELIVERY

PARTNER
RETAIL- A >
AINMENT

10T/ Automation




EXAMPLE: HELP MARS NAVIGATE THE IMPACT OF
"IN A DIGITAL WORLD

M&M's UK ©
14 Febrary - @

Make your night in better with M. Get M&M's delivered in 30 minutes!

w1l Verizon 9:21 AM 5 ) B9 .
Great news! ¢

Spend less time at pickup

2 waimart

N

« Check in when you are on your way

« There's no need to call -- we'll have your
groceries ready for a speedy handoff

« It's that easy

Check In

Not Now

—

“On Demand/Click and Collect” -

Testing the ‘how to’—-impulse, delivery
time, cost, portfolio to showcase

BLINK CASE —Internal and“confidential

Serves (2 ‘{@‘ for £10.88

Malteser Treats
“ I, a 100g X Maltesers Truffles 200
ﬂ £5.00 (1 x £5.00)

7~

—

“Shoppable Content”

How can we reduce friction between “|
want” and “I Buy”¢

DELIVERED .
=% 70 YOU IN 0 —

UTES
CHOOSE YOUR BUNDLE

WITH

\"3
B =g beehvely E NIGHT BIG NIGHT
”‘ - ? BUNDLE lN BUNDLE
£12

.|
7~

“Snackable Moments”

How can we drive purchase/
fulfilment at near immediacy?¢
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