Modern Retail: New Trends,
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Self Checkout




Self Checkout: Wal-Mart

A In a Wal-Mart Supercenter in the US, there are
usually four self-checkouts and eight express
checkouts for smaller baskets, added to an
average of 26 full attended checkout tills

A wa-Mart is the | ar Seksery
Checkout machine. The retail giant decided to
embar k o belf$¢@ Rliteskout in 2002

A In June 2004 around 840 stores had the
system; by April 2005 1,325 stores were
r unni n gSeKsénRChsckout; and in 2007
mostof Wal-Mar t 6s hyper mar k
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had SEIf'ChECkOUtS ©’l5m:‘t;‘aetai| Ltd - www.planetretailiné:




Self Checkout: Carrefour

A In France, Carrefour has been testing self-
checkouts since 2005, with solutions from
Wincor Nixdorf and IBM i but only in a few
selected hypermarkets

A In May 2009, Carrefour began to
implement self-checkouts in its French
hypermarkets. In one of its stores, the
retailer installed five self-checkouts from
Wincor Nixdorf as express checkouts for
customers with purchases of up to 15 items
and self-service devices that allow
customers to scan as they pick for larger

purchases with trolleys, paying at self- © Planet Retail Ltd s C O NP

service payment machines provided by
Wincor Nixdorf

A The retail giant plans to implement in total
1,200 units in about 225 hypermarkets in

France during 2009 and 2010 m@



Self Checkout: Auchan
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Joint Initiatives with Manufacturers



Areas of Cooperation

I Research, IT and consumer data sharing
I Support of local producers

I Environmental and ethical standards

I Financial support to selected suppliers

i Fighting out-of-stock

I Joint category management / category
captains

I Jointly Agreed Growth Agreements



Cases. Research, IT and Data Sharing

A Wal-Mart's requirement to tag pallets with RFID radio labels instead of barcodes (2008):

V Large-scale investment in the technology and significant cost of purchasing and fixing the
one-way tags on every shipment

V Result: reducing out-of-stocks and keeping the shelves replenished means increased sales
for the manufacturers as well

A CarrefourNet, the supplier portal of Carrefour Group (launched 2008)

V Aimed at boosting access to partnership solutions for all of its 62,000 suppliers throughout
the world

V Main sections: 1) general information about the group (banners, quality commitments,
Responsi ble Trade Policy etc); 2) descripti
relations between companies (such as rules for exchanging data and coding products); 3)
B2B solutions section (various B2B partners
4) access by country to all Carrefour applications that relate to B2B solutions

ATescods dairy research centre in UK (2009):

V To address issues facing the industry (animal welfare, milk quality, environmental practices,
consumer trends) and to help farmers deliver commercial benefits ;



Cases. Other Joint Initiatives

A Fighting out-of-stock
VSai nsbur yprevidg alplBtidrmtodielp Sainsbury's and its approximately 4,000
suppliers find smarter ways of managing overall supply chain performance)

A Joint Initiatives

V Mars and Fressnapf (‘joint forecast project' to improve sales forecasting, in order to provide a
better basis for production and distribution)

VToysodlego(Lego City Fpaogranoime)Choi c e
V Wal-Mart and Disney
V Carrefour and Hindustan Unilever

A Category management
V Morrisons and Coca Cola (new needs based segmentation of products led to 8% growth in all
the categories)

V Kroger (Refreshment Center department in select stores in partnership with Dr Pepper Snapple
Group and marketing agency LG&P)

V Monoprix and Cadbury (new till fitting designed to hold a greater number of stock and to be
more attractive than previous shop fittings - sales growth of 41% as a result)

A Jointly Agreed Growth (a framework for cooperation , joint long-term planning and forecasting
between retailers and manufacturers, used by Carrefour, Tesco, Asda, Ahold, P&G, Nestle, .
Unilever, Kraft and others) Lm
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E-Retalling



E-commerce in Grocery Retailing

A Despite posting strong growth, the e-commerce channel still accounts for a very small
proportion of total global retail sales. Many retailers have established operations purely as
a marketing exercise and in anticipation of when/if demand picks up in the future

A Historically, pure-play online grocers have fared particularly badly. They have lacked the
financial backing and brand loyalty of the store-based retailers. Store-based retailers have
been able to take advantage of their existing store network to enable in-store picking. This
has proven to be a relatively inexpensive way to reach a large number of customers

A Many specialist retailers (even non-grocery specialists such as Amazon) are now
moving into the sector, while many grocery specialists are expanding their online
operations into non-food (such as Tesco Direct). Some grocers which scaled back their
online presence in the early 2000s are now reinvesting

A Tescocomr emains the worl doés | ar gegsoter and mo st

o



Case Study. Tesco.com

A Tesco.com was established in 1995 and now is

regarded as the most successful grocery e- Tesco.com: UK Sales Growth,
commerce venture globally 2001-2009 (GBFIn)
1,800

A Rapidgrowth-f rom 1. 6% of Te e Lecs
sales in 2001, to 3.7% in 2008. CAGR of 21.4% '
between 2001-2009, compared to CAGR of 8.6%
for UK business as a whole

1,400

1,200

1,048
1,000 950

A Tesco opened two dedicated direct-to-consumer
fulfilmentcentres( ndot com onl vy
currently constructing a third one is Greenford,

800 ===
600 564
north west London 00 s BN
A The retailer invested GBP15 min (USD24 min) in ’°°.I
the highly automated Aylesford site. As of March 0

2010 the Site had a revenue Of GBPl mIn 2001 2002 2003 2004 2005 2006 2007 2008 2009
(USD1.6 min) a week (one third of its full
capacity)

Retail Banner Sales (GBP mn)




Case Study. Tesco.com

500 extra Clubcard Points
when you spend £50 or
more on groceries

at Tesco.com.

© Tesco

Tesco utilises data mined from its Tesco.com is available to 96% of the UK
Clubcardoyalty scheme to attract population, a level not seen elsewhere
customers. For example, recent or in the world, generating 220,000 weekly
favourite products, even if boughtin a orders and over 3 million visitors per
store, are highlighteanline month. It operates from a fleet of 1,500

deliveryvans

(-5



Case Study. Tesco.com

A Overseas operations based on successful
Tesco.com UK model

A Ireland: Tesco.com introduced in 2000

A South Korea: e-homeplus established in
2002

A USA: Tesco acquired a 35% stake in
Safeway's home shopping division,
GroceryWorks.com, in 2001. Tesco shared
its operational expertise of developing
instore picking

A In 2005 it sold its stake to focus on the
launch of the Fresh & Easy chain

©iRlanetRetaillftd Swww i planetretailinet

¢ S a 02 Qa-comghdide bpératitn

has been heavily promoted

Source: Planet Retail



Case Study. Ocado

Ocado is a pure online grocery retailer in
UK, established in 2002

Ocado has continued to enjoy soaring sales
throughout the recession as Britons have
flocked to the Internet to buy everything
from books and DVDs to clothing and food

Online retaileros sal
20009, however, the co
a pre-tax profit since its foundation

Ocadopr epares a Albn | P
finance further development and expansion

(-5



Logistics Types

Example

Strengths

Weaknesses

Instore Picking

Tesco

Low cost perfect for start
ups

Basis for delivery already
established

Requires established store
network

Limitedgrowth

Possible disruption to
stores

Warehouse

Ahold

ww.albert.n

w

(0V)

No disruption tostores

Product range can be
greater thaninstore
offering

Higher cost
requires large initial
investment

Requires strong customer
base from earlgtage

Limits delivery to areas
covered bywarehouse

Warehouse with external
partner

Migros

MIGROS

w Low costs delivery

structure inplace

w Low logistical delivergosts

w Delivery times dependent

on partner

w Growth dependent

on partner

w Can limit product ranges

such adrozen food



Expansion to Non-Food

Based on existing successful Tesco.com grocery
operation - a dedicated non-food site Tesco
Direct was launched in Sept 2006

To start your new
kitchen you will...
+ Pick from a range of styles
+ Select units

< Chotse handles

« Choose work tops

+ Add finishing touches

+ Sehect taps & sinks

¥ Browse appliances

Multi-channel 7 incorporates website, phone,
catalogue and ordering points in Tesco B
hypermarkets F;g‘"“"" TEEE(EIQC“LUD Premion Kitchen

wiortn Ut Opption P/mw?g Service

15mm &
¥ 18Bmm

vt
E250

Units
Available

A range of 12,000 products is available i even
kitchens T tescokitchens.com

Increasingly looking to diversify into new 2. e
specialised categories 1 e.g. e

tescofootballshirts.com, which is linked to

through the @irectcer 6 Te o

TOURMNAMENTS

SPECIAL OFFERS

Orders can be delivered to home or collected
from Tesco store

PLAYER RELATED

OTHER PRODUCTS

Products which only require handling by a single o
person are distributed from a depot centre in m = o
Daventry, whilst larger ones are subcontracted to | @vesse: Eritates @ T] i
logistics company TNT in Crewe

Sopen E19.99
TEAMWEAR




E-commerce: Non-Food

A From its humble beginnings as an online
book retailer, Amazon is now one of the
largest EEO retailers in the world

A As part of its strategy, it has actively
sought t o b etomsnheo pad of
online retail and in the process quash
competition. In 2007, Amazon even
entered the grocery market with its
Amazon Fresh banner

A In Japan, Askul formerly sold just office
supplies but has since expanded its range
across most categories

A Play.com and Netflix are other online
retailers which are flourishing as internet
shopping becomes increasingly
mainstream

Source: Planet Retail

Retail Banner Sales (USD mn)

Amazon: Retail Banner Sales Growth,
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Private Labels
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Tescoo0Os PL: New Posit

Price

Special
Interest

Unlike before, Tesco now
has a directly comparable
National o range to discounters
Brands Private

-~ - - .
© Planet Retailltd -lwww.planetretail.net
> FV i _dbm

DISCOUNT

Private
Labels

< Includes Aldi, Lidl, Netto,
and Tescobs new | abel

Source: 2009, Planet Retail Ltd

>
Quality
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PRICE

Carrefour Discount: New

A

Economy
PL

LINA O G S

f I 0St

Premium
PL

National
Brands

Standard
]

Carrefour
Discount

Discount

f Al

©®

Carrefour
Discound

©®©

Positioning

LR AAGAZ2YAY3I 6A0K
The No. 1 entry level range

was positioned at a lower price
than the discoun
labels but lower quality

Carrefour Discount is the new
entry level product range and
will substitute No. 1 economy
lines (only a few items will
continue under the No. 1

range)
carrsonr (| '
S
=X e ]
2, . |
(GG atrefour = ?




Ethical and Ecologic Credentials

A Fair trade is an organized social movement and market-based approach that aims to
help producers in developing countries and promote sustainability. The movement
advocates the payment of a higher price to producers as well as social and
environmental standards in areas related to the production of a wide variety of goods.
It focuses in particular on exports from developing countries to developed countries,
most notably handicrafts, coffee, cocoa, sugar, tea, bananas, honey, cotton, wine,
fresh fruit, chocolate and flowers

A Organic Food is another hot trend in Private Label

Certified organic products at TR 7 oy
everyday great value prices . A ) : 3 - — \; B ITT ER- :
5 "W Bl -1 J SCHOKOLADE:

leading US organic food store { OK ¢ ILitNivaSthe first large discount retailer to
& - operator develop aFairtradeprivate label
Carrefour France has a private
label for ethical credentialg Agir
Pictured isAgirbrandedFairtrade T M,
chocolate fromPeru m d




Designed and Licensed Private Labels

Example: Safeway in théSA
Safeway has launched more than 100 products in partnership with Warner Bros targeted jat kids
YR GRSRAOIFIGSR az2tSte (2 F KSFfOKASNWSt()AY:
Sylvester, Roadrunner, Daffy Duck, etc. From 2009 the range will also be available at other
NBGIFAET SNE GKNRAdAK { IAiswd e Qad . SGTUSNI [ A DAY 3

Other developments include:
- Target in the US teams up with John Derian for its exclusive stationery and home

d ® c apltection

- Christophe Le Bo from Britanny, France, is designing E. L e ¢ | @wnalotking line.
- Marks & Spencer teamed up with Sex and the City stylist Patricia Field for a new UK
clothing line in October 2008

- Wal-M a r Astlas however, has shunned celebrities

" "_ ok 5 I Ligigaiee
= 207 _‘;f‘.‘ - *"“::‘MW 4../‘

. . . [~ Nutritious“fi.):od'fu:-"f'—"'l No artificial |
in favour of public sector workers for latest George fashion S g&l  SRREHES .
- z No artifici
I|ne ﬂa\';gurs.
. . B L vl e e d
-Staples US |l aunched MindugingS = hyﬁfozsgifed
2 pe s, Sy 1 oils.

notebooks, folders, stationery

No leftovers.

Designers and license agreements provide
private labels with more exclusivity, style and
credibility




New Hybrid Forms: Multiple Availability

Waitrose, UK, sells its private
label products via Indian Retailer

KRahejain its HyperCIT¥tores In Chile, D&S sells US retailer

{+¥Sste&Qa NIy3 _S=

line

Source: 2009, Planet Retail Ltd



New Hybrid Forms: Multiple Availability

A Multiple Availability of private labels i in cooperation with other retailers i goes hand
in hand with decreasing brand ubiquity

A In the USA, Safeway launched the Better Living Brands Alliance in a bid to expand
its organic and healthy eating private labels via third parties

A The Alliance markets the O Organics and Eating Right brands across all retail
channels in the US and is being distributed through the foodservice channel and in
international markets

A Safeway in early 2008 began to sell its brands in Carrefour hypermarkets in Taiwan

A Other developments include:

VRPG Spencer 6s Retail is Il ooking to introdu
stores

V Sears in the USA said it wants to reach new customers for its products by offering its
brands in other retailersd stores

V Delhaize in Greece supplies the local supermarket chain Alpha Mega with its private

label products
s



Own Finance Products

Tesco financial services products

TESCO

Product Lanunched Details

TN
Clubcard Flus 1996 Grocery shopping budgetary account that allowed f ,: ; I /) Q W

cheque deposits and cash withdrawals at checkouts

(pre-TFF JV)
Tesco Visa Tuly 1997
Savings account Sept 1997 Instant access savings account ' .

- WelC.owAL to Personal Finance
Home Insurance April 1998
great products, excellent value, friendly advice.

Personal Loans May 1998 Borrow from £2k to £25k for almost any purpose;

over £700m in loans (2003) Finance lnsurance
Travel Insurance June 1995 Including instant travel insurance pack purchased : IS:;TI cards : hmnn;': I'n":u":aa:;:

in-store F savings k life Insurance

¥ flexible mortgage F pat INSUrancea
Tax-free savings April 1999 ISA tax-free savings accounts ¥ travel money * travel insurance
. %, F breakdown cover

Pet Insurance Oct 1999 Peace of mind for £7 to £10/month; over 330,000 pets

covered
Motor Insurance Now 2001 Ower 750,000 policies issues
Life Insurance 2001 Coverage from just £5/month

Extended to include mortgage protection and critical

illness options
Travel Money 2001 Travelers checks

In July 2008 Tesco has bought the outstanding 50% shareholding in the business
from The Royal Bank of Scotland for US$ 1,869 million and announced the launch
of a full service retail bank, from retailing services which includes financial services,

telecoms and internet/home shopping ‘mm
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In-Store Advertising and
Promotions



In-Store Promotions

\ [Hpn‘h}'nud;]
48




In-Store Promotions. Cases

DANCE:UK EXCLUSIVE ENTERTAINMENT

Objectives: Promote the launch of Big Ben

| nt er alamce:WKe(@mmputer game) by
holding national Dance:UK championships in
shopping centres across the UK

Execution: Shoppers were invited to take part in
the championships by performing a sequence of
dance steps on the Dance:UK mat to a selection
of songs and tracks. They competed against other
contestants and winners went on to a final round
to win Playstation consoles and Dance:UK
software. The overall winner of the national grand
final won three days in a studio to record a track
for the next Dance:UK music upgrade

-



Nivea Astrodome

Mission: To drive awareness and encourage
trial of NIVEA Night Renewal Cream through _
sampling activity with{|th
brand experience in 8 shopping centres across =
the UK

Execution: Shoppers were invited to take time
out to experience the NIVEA Dome i a peaceful,
tranquil environment under a 360-degree stars
cape where shoppers could learn how

NIVEA Night Renewal Cream could help the skin rejuvenate overnight

Members of staff talked in-depth to shoppers, distributed samples and money off

coupons. The team also targeted stores with a high proportion of female customers
aged20i45 who distributed samples iIin a teaser
spend the night togethero6

Results: 298,000 samples were handed out.10,540 consumers went inside the

Astrodome and experienced the show. Sales in Boots stores during the weeks of the
promotion increased by 800%. Sales in Superdrug for NIVEA Night Renewal Body

Cream increased by 600%, and for NIVEA Night Renewal Hand Cream - by 30% @



In-Store Promotions. Cases

Kenzo Flower

Concept: Grow a poppy field into the heart of

a major city, in order to bring optimism and
poetry to the urban world... An artistic, generous,
impactful operation to promote the launch

of FLOWERBYKENZO

Execution: 2 Large Poppyfields each spanning 20m x 10m covered the East Piazza. KENZO
banners featuring the poppy flower were suspended around the surrounding poppyfield area,
with street signage directing people to the event. A team of KENZO staff in branded T-shirts
distributed perfume samples of FLOWERBYKENZO

Venue: Having previously created similar brand experiences in Singapore, Hong Kong, Milan
and Paris since the | aunch in 2000, Londonos
footfall, cosmopolitan atmosphere and reputation as the premier UK location for hosting
experiential events

Results: A stunning field of 50,000 poppy stems which were illuminated at night covereﬁ —
area during the 3 day display _@



In-Store Tasting

Metro Group Future Store

Alf you want to test t
before buying it, you are welcome to try 16
different varieties at the Wine Tasting

Counter.

At the press of a button, the system pours the
vintage of your choice into your tasting cup.

All you need is a wine-tasting card, which is
available from the Future Store Information
counter at the entrance to the hypermarket
upon presentation of a




In-Store Advertising

Locate = Pre-Order

o_ o . s Thou%ands el Upcoming
In-store TV advertising is now used by most leading T [gir  jems
retailer as an effective means of communication with o Used Books
consumers BORDERS. R BORDERS.
A In-store TV is a smart way to talk to customers. BO RD | S
The networks feature everything from new #
[ -

products and weekly specials to nutritional < >N
information, recipes and promotions. The spots ' L
typically range from 15 to 30 seconds. About
630,000 TV screens are now housed in 97,000
U.S. retail stores. That number is projected to
grow by 20% a year

A Some companies are even incorporating user-
generated content. Ecko Unltd teamed up with
ChannelM to launchiEckoTVOo | as't
uses short-form content & everything from
sports and shout-outs from celebrities

A People can submit their own videos to be
featured in upcoming episodes. The company
also scours sites like YouTube for content




Partnerships with Brands

Apple store inside a hypermarket
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Retailers and Modern Marketing



From Monologue to Dialogue.
The New Rules of Engagement

PRODUCT

PRODUCT

PACKAGING

DISTRIBUTION

ADVERTISING

ADVERTISING

CONSUMER CONSUMER

AThe consumer i not the brand - is in control

AContent and conversation

Alnternet and leisure based activities (e.g. social networking virtual worlds, mobile

phones) transform the buy cycle

AContent - a critical business asset

ARelevance is more important than repetition

AOnline and offline efforts must be integrated within a single strategy. Complementary

tools for seamless, consistent communication = )
AMeasurement is the new bottom line Lm



From Company Generated to User
Generated Content

A Consumers start and end many of their purchases online, judge _
companies by the quality of their websites and scan reviews before making
the smallest of purchases

A Messages are being o6pulledd rather than
traditional product focus to a consumer focus

A The challenge is to create something that consumers engage with at all
stages of the buy cycle: interactive tools and content add value to
peopleds |ives by enabling consumers to
about products

A Col |l abor at i vasertgenerated cemeatb| ¢ ed6g. f or ums,
videos etc). The key is to manage the content creation process, to influence
where it goes, monitor and respond to it

A Future: an un-edited world and the mutualisation of news, real life content,
discovery of new talent and ideas as a result brand content created by
users (e.g. Apple IPod Touch advert created by Nick Haley), user generated
content to generate traffic to the sites

=

k



What is Social Media?

ASocial media focuses on building online communities of people who share common interests

AWebsites that integrate social interaction through sharing words, video, pictures and audio

% % er: " Share and discover what's happening
AL right now, amywhere in the world. facebook
pf’ - . - r o
Shevhatpesple we iy ot :
Facebook helps you connect and share with Sign Up
the people in your life. It's free and anyone can join

I e

#mthankfulfor Google Wave New Moon #chealingexcuses G ! 33

® Twitter

@ Facebook




Social Networks Phenomenon

AThe web i s more of a social <creation than ia t e
to help people work toget he(l98% hirdBemers-Legthewseb t ec hr
creator)

The future: social networks will be integral to the whole web experience

Companies with critical mass in terms of social networking users (e.g. Facebook, Google) are
likely to be the long-term winners

A completely personalised experience: sites and search engines will reorient themselves
automatically to match our identities; reviews from people you know, advice from people you trust
etc

Business opportunities: career development, forge existing and new business contacts, share
knowledge and generate new business ventures (e.g. LinkedIn), marketing outreach i connecting
leads from social media to CRM platforms and then closing the sales cycle, location based
technology

Engaging, relevant, dynamic content on the corporate websites is the only way to support

branding activities i m
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Why Web 2.0?

Brand Awareness: Social media, and especially social networking websites (SNWSs),
allow retailers to generate buzz about their products, brands and services offering in a
far more integrated space

Lead Generation: They provide fertile terrain for brands to establish meaningful
relationships with current and potential customers

Reputation Management: Companies can learn what people are saying about their
brand, services and products

Metrics: SNWs provide trackable data on who is interacting with brands

Business Development: Learn about new technologies and competitor intelligence
through SNWs

Inexpensive: SNWSs require only the energy and commitment of a single staff member

o



Case. Marks & Spencer at Facebook

A UK retailer Marks & Spencer has always had
a reputation for listening to customer
feedback. Its first steps into social media
were in response t 0 oG ko svecer 8o
4 Justiceo, a Fatebgolégodp .‘;“;;‘,{;’;'.',’.,’3;'“'.;. T —

which wanted to end the price difference RGP | | o
between bra sizes :ﬂ Clare ose Wy <ot o e Chrsina fd e 0 o, oy e

A As a result of the campaign M&S scrapped - QS o sowers st i e
di fferential pricing | 77 23 '
boobedocampaign apologising to customers | 7 ...

Margaret Carr MAS 20p up 10 the Ine a5 ususl. Adverts are well Thought out and

A M&S has now moved into a phase of g m n T —
iconstant | isteningo . ﬁ.
members of staff have been assignedtoa = v B gy == ‘“** EEUEIII,
key stakeholder group. Two people are ‘ soperroe e . A
dedicated to social media and issues are L R Renh P o e
escalated to departments such as " "
customer services




Case. Wa | ma GlblialsStrategy

Walmart has launched a cohesive
social media strategy which

encompasses blogs, Twitter and Walmart >|<
Facebook across its US, UK and T T T ™
Brazilian markets Follow us on Twitter

The company has been highly
proactive in defining and publishing its
discussion guidelines i

Harme Adout Us r-:‘unn-u Heat L Welrwss Carenrs (“l&n Dversty  Sostasatily  Ivesters Sugphers

The company is using social networks
in the UK to put the customer at the
centre of its business and to develop a
deeper relationship with them

Walmart's Twitter External Discussion Guidelines

|t 6s about being faster about-getting

customer feedback and acting on it

© Walmart

w

!
H



Top Retall erso Strat

Facebook Fans Twitter Followers
1 WalkMart High Use. Active fan page with two applicatieose 58,258 High Use. Multiple company and personnel accounts 2,721
encourages donations to US troops abroad, the other is a promoting offers and engaging with customers.
holiday gift list.
2 Carrefour | A3K ! aFhceshoppid@ I LRI AOF A2y ¢ RBNB Idra. & Na& reserved a page but not tweeted yet 54

can buy a limited number of neimod items as part of a
2yS LINBRdzOG WFtlakK alrtsSQ +rd mnkyYy S@GSNE RIFE&o

3 Metro Group Basic Use. Has a group page designed for employees. 515 None. N/A

4 Tesco Basic Use. The site has been developed for its Czech 14,530 Low. It has two tweets with the last on 3 April 2009. 946
Republic stores.

5 Seven & | Regular Use. Engages twice a day with fans via status 170,410 Low. It was fairly involved late last year but last tweet is 763
messages but no applications. dated 18 December 2008.

6 Schwarz Group None. N/A None. N/A

7 Kroger Basic Use. Offers competitions which link back to 6,754 High. Has multiple accounts for recruitment and 1,705
Kroger's website. promotions.

8 AEON None. N/A None. N/A

9 Auchan Minimal Use. Profile set up, but nothing posted. 136 Low. Posted first tweet on 5 November with a total of three 31

tweets to date. It is highly corporate in tone and is being
used for recruitment.

10 Costco Basic Use. A true fan page, with all of the posts made by 72,965 None. No official account but a number of unofficial Costco N/A

the company's fans. insider and Costco deals accounts.



Mobile Phones as Media

The future: mobile device - the ultimate do anything gadget, social rather than
singular (e.g. Bambusa i broadcast live from mobile)

New generation smart phones (Android, iPhone, Nexus One) and networks (4G and
LTE)

Three main operating systems i Google, Apple and Microsoft

An applications war between Apple, Android, Nokia, Blackberry (24 phone companies
including Orange and O2 have currently joined forces to build a single, unified
development platform that will challengei P h o danance)

As consumers are already used to paying for lots of things on their more likely to pay
for applications and services, even though they expect to get everything for free when
using the internet

APRU T Average Potential Revenue per User i becomes the new buzz acronym,
determining the financial value of a program, application or service

Boom in interface options such as Swype, a program that allows people to type more
guickly on virtual keyboards by O6swipingd tt
tapping out each letter

One web T the principle of making the same information and services available :
regardless of device. Google/Apple i is brought to life by the mobile Lm



Segmentation and New Ways of
Targeting

The future: Sociographic targeting

The premise behinditisthis-what a consumer 6s friends ar
power ful predictor of the consumer o0s I te
prospects wil/l be t he i nidresultinglinahlotdeads listr i nd

A recent study by the University of Pennsylvania highlighted that there is a strong
correlation between friends and same item purchases

The problem for sociographic targeting though i and the reason is it still a way off in terms
of common usage i is the fact that currently few companies have access to target
consumer s6 wider networKks

This brings us back to the increasing role that social networking and mobile
companies will play in the future of modem marketing. Telecom providers, social
networks, webmail, search function and IM companies all have access to detailed social
data

Intelligent marketers are also studying consumer search behaviour: how keyword
selection and search behaviour can reveal the way a consumer navigates their individual
buy cycle. By collecting and analysing searches and their results, marketers can generate
specific classifications for specific marketing objectives e.qg. Nielsen Buzz Metrics (monitor
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Geotargeting and Augmented Reality

A When combined with geotargeting (indefying your

location from your internet address), the marketing
potential is hugely exciting. By using targeted
Information 0 like names of places you frequently
visit and activities you frequently engage in 8 geo-
targeted marketing has the potential to be really
effective.

According to Mashable, augmented reality and
geotargeting / geo-location really started to gain
traction in 2009 with significant development
expected throughout 2010. Layar, Amsterdam based
company, is currently leading the way in terms of
development and has just released its 3.0 platform
for iPhone and Android based devices

Recently in the US, Brightkite launched what it calls
the first augmented reality advertising solution,
partnering with Best Buy to run augmented reality
advertisements within the Brightkite app for Android
and the iPhone. For the past few months, the
company allowed its users to see what their friends
are doing around them & as well as photos of and
comments about nearby places
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