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Agenda

Why to export and what type of exporter are you?
Export research methods and tools:
e Market Finder
e Other Google tools
e Non-Google tools
Best Practices and how Google can help
Q&A



Cross border trade keeps acquiring increasingly
importance in the Global Economy
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Online has no borders, countries and markets blend
and within the next 3 years, more than half of the world
will be connected...
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Export Offers New Revenue Opportunities for SMBs

e Export revenue growth outpaces domestic by 1.4x, making export
opportunities more abundant and lucrative for SMBs.

e Export advertisers are more resilient than domestic SMBs; diversification makes
them more flexible to changes in supply and demand.

e Export offers a way to rebuild volume & profitability that was lost in domestic
market changes due to COVID-19.

Google



What Type of Exporter are you?

W

New to Export Marketing Footprint Incremental Export
Expansion

3 .
£ S

begin marketing in new begin marketing in new increase investment in
countries, for companies countries, for companies already countries with current spend
only spending in one spending in 2+ countries

New to export Existing exporter Existing exporter



Discovery Questions: New to Export

What are your business objectives for the next X years?
Who do you see as your main competitors?

What is your competitive advantage?

What is the next growth opportunity for your business?

What opportunities do you see internationally?

What barriers do you see internationally?

What markets have you considered and why?

What information/metrics would help you with your decisions?
How could Google help?

How prepared is your business for this change?




Proprietary + Confidential

Discovery Questions: Existing Exporter

How did you decide to invest in your current markets?

What did you learn/what would you do differently?

What differences have you noticed between the performance of your business in X and Y?
How do you benchmark performance by markets?

What markets are you most satisfied with?

Which markets do you see further growth in?

What is your brand strategy when entering a new market?

What markets are you considering next and why?

What markets have you ruled out and why?

What information would help you with your decisions?

How could Google help?

How prepared is your business for this change?

Who will be making the decisions and who do you need to influence?

1.
2.
3.
4.
S
6.
7.
8.




Deeper Discovery Questions: All

How will you localize your website?

How do you localize your products?

What payment methods do you offer?

What customer service methods do you use? How will you support customers in your new
market?

What logistics issues do you see (if any)?

Are there any legal or regulatory issues to address?

How will you manage your international marketing?

How will your allocate budgets?

How will you set performance goals? Will these differ by market/stage?
Are there other stakeholders/partners/agencies who will be involved?




About online shoppers

/2% 67% 60%

of consumers spend most of of online shoppers abandon of consumers have stopped
their time on websites in their carts because a site does not doing business with a brand
own language support local payment methods due to a single poor customer

service experience

1. Google internal survey with advertisers
2. Harvard Business Review: Speak to Global Customer in Their Own Language
3. Can't Read Won't Buy, Localization Survey

Google


https://hbr.org/2012/08/speak-to-global-customers-in-t
http://www.commonsenseadvisory.com/AbstractView/tabid/74/ArticleID/8057/Title/CantReadWontBuy/Default.aspx

International Expansion Framework

G) © © ©

Opportunity Barriers to Entry gperat:\anall( Advertising Measurement &
|dentification Assessment O_t(?_ 2l Solution Design Scaling
Planning
e Market Data e Competition e localization e  Advertising e Performance
e Trends o Legal e  Recruiting* Strategy Tracking
e  Cultural Insights e Logistics* e Product Expertise e  Project Management
e Payments e Data Analysis

e  Customer Service

*Pilot in selected markets and for selected clients.

%‘ Google



Market Finder

Think with Google:

Market Finder

Sell to the whole world

Take your business to new customers around the world.
Let us know a little about your business to get started.

" Website D App

Enter your website °

Already have an account? Signin

e, .
v e=m LK [ o &

Google

Source: Market Finder, external version.



https://marketfinder.thinkwithgoogle.com/intl/hu_hu/

Market Finder

What the tool can offer

g ~mm

View forms of
payment usage by
country and find
providers to help get
set up in new
markets.

Use the
International
expansion checklist
to guide and track
your export journey

Read our
country-tailored
operations &
localisation guides
to help you expand
your business into
new markets abroad

Find information
about planning a
global marketing

strategy and
explore your new
markets search
trends over time



My Export Score

Are you ready to
reach new customers
worldwide?

Tell us a bit about your business and we'll score its readiness to start selling
abroad.

Enter your business URL Get started >

Google

Think with Google

My Export Score

BN https://gate.shop/

Matched product category: Apparel > Clothing > Women's Clothing > Dresses

Your business is 61% ready
to start selling abroad

Export readiness: Expansionist

You're performing well. Keep developing your international expansion

plans to build on your global presence.



Market Recommendations & Insights

1 E=  United States More details v Market filter

0 Enter your website and Market Finder will select the . wa
product categories that best describe your business |

Google.

Your business

— Remove from shortlist
YOUR WEBSITE ADDRESS

nike.com

sssssssssssssssss

Combining the product categories with Google's unique * U1 Frence N
0 data insights and search volume metrics, Market Finder ~26m  vean $34.4K =l
selects the top markets with the highest export potential s
for you business L s
s Sf& United Kingdom More details v

categories: including recommended bids and user
searches a month

Providing Google metrics tailored to your product
Q ~27m Very H\ghT




Market Finder: Market prioritisation

~431m

Monthly searches across
categories

Demand assessment — .
Monthly searches P India
across categories

~375m

Monthly searches across
categories

B} France

~173m

Monthly searches across
categories

United States

$0.34 #8

Ads recommended bid Ease of doing business index

(rank)

$46.5k

Household net disposable
income

N~

$0.03

Ads recommended bid

#130

Ease of doing business index
(rank)

$0.61

Ads recommended bid

#29

Ease of doing business index
(rank)

Source: Market Finder, external version.

$_

Household net disposable
income

$32.7k

Household net disposable
income

Macroeconomic data
Ease of doing business
index (rank)

Economic profile
Household net
disposable income

Google



Market Finder: Market prioritisation

= INdia
_—
~375m $0.03 #130 $-
Monthly searches across Ads recommended bid Ease of doing business index Household net disposable
categories (rank) income .
Country profile ~
Prepared online for immediate offline purchase (e.g. searched for locations online) 36% Economic proﬁle v
I -
Search and advertising v
Looked for early inspiration and made initial discoveries online 48%
Online profile v
Compared choices online 32% .
° Purchase behaviour 4
|
Sought advice online 24% Logistics v
|
. Frequency of online
Search engine use . ; y
. Online-only research purchases from
during purchase to find local business abroad (Never
.. o, . o,
decision 44% 87%
bought)

Google

Source: Market Finder, external version.



BARRIERS TO OPERATIONAL
ENTRY GO-TO-MARKET

ASSESSMENT PLANNING

Market Finder: Prepare your operations

Operational areas

Now that you know where your best opportunities are, let's focus on plan your operations.

- o

Localization Payments Customer care
Learn about localization when How to manage customer care
expanding your business to new when you're expanding
markets abroad. internationally.

Helpful information about tackling
international payments.

Logistics Talent recruitment Tax & legal

Find out t‘he g!ob{:ﬂ logistics Understand tios on how to recruit talent Discover what'’s involved in starting a business,
involved in shipping goods e paying taxes and the legalities of trading in

internationally. in new export markets. new export markets.

Google

Source: Market Finder, external version.




BARRIERS TO OPERATIONAL

ENTRY GO-TO-MARKET
ASSESSMENT PLANNING

Market Finder: Prepare your operations

Localization
Learn about localization when expanding your
business to new markets abroad.

BE= United States =™ India J | France
English, EN (95%) Hindi, HI (40%) French, FR (100%)
Spanish, ES (10%) English, EN (18%) English, EN (40%)
Traditional Chinese, (1%) Bangla, BN (8%) Spanish, ES (13%) ARTICLE
French, FR (1%) Telugu, TE (7%) German, DE (5%)

How to prepare your brand for
localization

READ ARTICLE

Data sources
Unicode.org (2017)

Google
Source: Market Finder, external version. g


https://marketfinder.thinkwithgoogle.com/intl/en_us/article/prepare-your-brand-for-localisation/

BARRIERS TO OPERATIONAL
ENTRY GO-TO-MARKET

ASSESSMENT PLANNING

arket Finder: Prepare your operations

@f Payments

Helpful information about tackling international

payments.
0 B Francia E= Germania E= stati Uniti
FORME DI PAGAMENTO
Seleziona una o pit forme di pagamento per trovare una SEGMENTO DI UTILIZZO PER PAESE: l l = =
corrispondenza
FORME DI PAGAMENTO
O Ao 1% 2% 1%
® Carte 55%
© Pagamento anticipato 3% - 1%
® E-wallet 21%
() Addebito diretto - - -
® Bonifico bancario 12%
© Bonifico bancario 12% 27% 6%
® Pagamento alla consegna 5% O E-wallet 2% 20% 20%
@® Pagamento anticipato 3% O carte 55 3 65
@ Fatture elettroniche 2% O Pagamento posticipato - 1% -
Altro 1% (O cartaprepagata 1% 1% 3%
® Cartaprepagata 1% (O Fatture elettroniche 2% 8%
Pagamento alla consegna 5% 9% 4%
nina e o 4t e Stripe
Ingerico >
Wordpay EPEEN
BRAND I ERVIZI DI PAGAMENTO DSPONIILI 1 = =
Ayen 2a3 >
Bonifco bancario
Eraintree 2di3 > Credito ACH i
Fonti dei dati e s
Worldpay (2018), PPRO (2018) Cwalet
wirecard 203 > Googie Pay % v
Paypal 1as > AoplePay PR

Source: Market Finder, external version.




Market Finder - Payments

Marketfinder: Country Profile - Payments; Plan your operations - Global Payments

Find a provider Tool

Payment methods

LAST UPDATED IN 2018 Payment methods Switzerland Singapore
The popular forms of payment available to e-commerce merchants. This breakdown can be useful Bank Transfer 60 10
when setting up online payment options for a specific market.
Card 20 75
Cash on delivery 2 5
Internet usage during
purchase stages Switzerland Singapore E-wallet 16 10
Compared choices 44.31 52.09
online Other 2 -
Worldpay, PPRO
Looked for early 38.28 4032 |

inspiration and made
initial discoveries
online

Prepared online for 31.36 38.44
immediate offline

purchase (e.g.

searched for

locations online)

Sought advice online 28.37 37.65

Marketfinder: Explore Markets - Purchase Behavior


https://marketfinder.thinkwithgoogle.com/intl/en/widget/payment-provider-tool/

Reasons for abandonments during checkout

w Extra costs too high (shipping, tax, fees)
E |:|! © The site wanted me to create an account
E m! @ Too long / complicated checkout process

! |‘_'|! Website had errors / crashed

- § Ididn't trust the site with my credit card information | NN NN 19% |
@ _________________________________ D _eii:, ;e_r;v.\,;s: S_lo:N _________________ 1_5.3;/;_.
m @ Returns policy wasn't satisfactory 11%
$_ Therewerenitenough poyment methos [ 5% |
S Thecedteadwasdecines Jll 4%
0% 10% 20% 30% 40% 50%

Source: baymard.com/checkout-usability, US 2017, n=1,799

60%

60%

Majority of reasons
- are related to ;
- payment methods



ADVERTISING

SOLUTION MEASUREMENT

& SCALING

DESIGN

MF: Launch, measure and build your brand.

Marketing strategy areas

Browse our marketing topics to access tools, guides, and resources about how to market your business.

Global marketing strategy

How to design a global marketing strategy.

Display advertising
How to take the most out of display
advertising.

Business performance

How to analyse and measure business results.

Video advertising

How to use video advertising to promote your product
internationally.

Source: Market Finder, external version.

&

Search advertising

How to use search engine advertising and optimisation

O

App advertising

How to design an app promotion strategy to enter in new
markets abroad.

Google
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Think with Google Insights Report:

Think with Google  success stories v Insights & Trends v Advertising Channels & Tools v Central Eastern Europe v Q Subscribe

Insights. Ideas. Inspiration.

Take your marketing further with Google. Think v

h Google.

FEATURE OF THE WEEK
The Update: Measurement that helps
every marketing dollar count

In this episode, Google’s global VP of ads marketing, Marie Gulin-
Merle, and VP of measurement and analytics, Vidhya Srinivasan,
discuss the challenges marketers are facing right now when it comes
to measurement, the power of finding the right insights, and which

Vidhya Srinivasan
tools can help make sense of it all.

VP. Measurement & Anaiytics

Marie Gulin-Merle

Local Picks

NG a7
= R -
w ¢ —@ &
Collection Collection Article Infographic
Resources and insights to help Google Trends insights to help 3 ways to be more agile in a fast- Understanding the outbreak:
'you navigate uncertain times you understand consumer changing business environment Changing consumer behaviour
behaviour throughout the in the Czech Republic

COVID-19 pandemic

Google



https://www.thinkwithgoogle.com/intl/en-cee/

Public Data Explorer:

link

Collection of free worldwide public data.

Fertility rate ? Countries ?

10

20

30

40 50 60
Life expectancy ?

® 2009

Region 7

M Sub-Saharan ...
M East Asia & P...

W Europe & Ce...
M Latin Americ...

M Middle East &...

M North America
M South Asia
Population 7

000

Living longer with fewer children X

This chart correlates life expectancy and
number of children per woman for each
country in the world. The bubbles are sized by
population and colored by region. Over time,
most countries have moved towards the
bottom right corner of the chart, corresponding
to long lives and low fertility. Note the
progression of the bubble for China- in the late
60's and 70's life expectancy rose quickly,
then the implementation of the one-child policy
caused a drop in the number of children per
woman.

Explore the data

Dataset: World Development Indicators
Source: World Bank

General government surplus/deficit as percentage of
GDP 7 Countries ?

General government debt in Euros 7
')
20%

0% o o 9o { ! \Felm‘ |Greece |
«he 0(80@00

-20%
o
-40%
0%  20% 40% 60% 80% 100% 120% 140%
Government debt as percent of GDP 7
| 2 . 2010

Government spending in Iceland and *
Greece

A government's deficit and total debt, relative
to the size of the economy (% of GDP), are
core indicators of whether it can afford its
current level of spending. With the implosion of
the banking sector, the Icelandic government
had to increase spending while overall GDP
shrank; this led to debt and deficit levels rising
in 2008 after being at very moderate levels
before. Greece has always had a
comparatively high level of debt, which only
got worse with the 2009 financial crisis.

Explore the data

Dataset: Government Debt in Europe
Source: Eurostat

Google


https://www.google.com/publicdata/directory#!st=DATASET

OPERATIONAL
GO-TO-MARKET

PLANNING

Test My Site with Google: link

Scans and test your site, creating a full report with insights and improvements.

/7 N\

Industry comparison

& ‘ Top performers

http://www.tods.com/en_us/

Bs °

Loading time on 36: Good

19%

Est. Visitor loss
(Bue’o cacing ume)

Your site 53

3s 4.5s 8s

Excellent Good Fair Poor

http://www.tods.com/en_us/ is slower than the top-performing sites in the
Shopping ~ industry

GET MY FREE REPORT

Make your site faster
SPEED : Good ° Should fix o Consider fixing ° Looks good
Reduce page weight

Compress images
See how to optimise images so your page loads faster »

Compress resources with GZIP
See how to enable GZIP compression »

Minify resources
See how to minify HTML, CSS, and JavaScript »

Speed up

http/www.tods.com/en_us/

A few fixes could reduce loading time by:

DS

Speed up your site to keep more visitors. See top fixes

Google

.


https://testmysite.withgoogle.com/intl/en-gb

ADVERTISING
SOLUTION

DESIGN

Useful Google Sheet Formulas: link

Translate large keyword lists using Google Sheets.

=DETECTLANGUAGE(C2) = GOOGLETRANSLATE formula [ |
[ S c D File Edit View Insert Format Data Tools Add-ons Help All changes saved in Drive
Query = Language = ° & e A~ T 0§ % 0 .00 123- Aral - 1 - B I 5 A. -
kitchenaid artisan power plus en fx | =GOOGLETRANSLATE(ES, "EN","IT")
KyXOHHbIA KomBaiH bosch mum4855 Iru .|' b 8 £ B E
' 1
2 English Italian
3 Fashion Moda
4 Fashion woman Moda donna
5 Fashion men Moda uomo
6 Fashion baby Moda bambino
7 Jewelry and watches Searpe < srologi
8 Shoes [=GOOGLETRANSLATE(ES + EN","IT"Q
9

Google



https://support.google.com/docs/answer/3093331?hl=en

What your own data tells you

e Analyze Location & Language Reports

e |dentify International demand across your top KPI's

(visits, engagement, conversions, etc.)

e Slide by audience/demographic, source (paid vs.

organic) to see any key trends or traction

3,202
% 1 unied s
| ay

’ Active Users

VR e
—— Monthly
W ,/R\/x/\/“/\ 245M
3

+1235%




OPPORTUNITY BARRIERS TO OPERATIONAL ADVERTISING MEASUREMENT &
IDENTIEICATION ENTRY GO-TO-MARKET SOLUTION SCALING
ASSESSMENT PLANNING DESIGN

Google Analytics: Geo Reports

‘Qverview of Geo reports on Example Account.

7

. \ — —
l\ Avg. Order Value vl ) e = \\ g =N \
1 Converters ]
\\_ —

/’ .
F(vrz"'.' Q'%‘ .‘ ';‘-

7’:“» X

k4 | '(.:'

% Google



Identify countries & regions

* Campaigns
» Adgroups

» Ads & extensions
* Videos

+ Landing pages

* Keyvords

» Audiences

+ Demographics

» Placements

» setiings

— Less

, Dynamic ad
targets

» Topics

- Locations
Targeted
Excluded
Geographic repert

User location report

Tool: User Location Report* (Google Ads)

~

What insight does it have?

Traffic from different

regions

*Inspirational only - no real client data

Location view v m ¥
Y ADD FILTER
ol mpr. o g, cre cost
20 15238 o1sx oo e
D Location 2 54007 oan cHrDa cHran 25
e waom oz chro0s oro22
195 sai07 oz cireas oo
|:| Hong Kong
100 156 o e onras e
162 ez arer chroo cnras
O singapore w 5550 osm .
s nem oz onroz2 oHrs a2
D Slovenia 146 7409 o2% oHro0s orFs 44
1z 2562 oax curoos arsie
D Egypt ne awazr oz oo o
o as0e2 oz chror crr2ss0
O Paistan Physical location o1 14723 062% CHFO.08 OHF7 24
O welaysia Physical location » 37642 02en CHFO.09 CHF7 99
O Ausaia Physical location o 42783 0z1n CHFO32 CHF2813
O Phiippines Physical location o 50406 0ir CHFO.14 CHF1215

Ads / Analytics location reports

Country

Germany

4.

United Kingdom
Ukraine
Netherlands
Spain

France

Tool: Location Report* (analytics)

Acquisition

Sessions

+

32,045

% of Total.

of
100.00% (32,045)

27,896 (27.05%)

%New
Sessions

71.47%

Avg for View:

(0.03%)

70.57%

ES United States

17

113

107

9

2

98

(0.37%)

(035%)

(0.33%)

(031%)

(0.31%)

71.79%

73.45%

69.16%

76.53%

73.47%

New Users

22,903

% of Total
100.03% (22.895)

19,686 (25.95%)

84 (037%)
83 (0.36%)
74 (0.32%)
75 (0.33%)
72 (031%)

Where can | find it?
Google Ads - All Campaigns -
Locations - User Location Report

Behavior

Bounce Rate

64.29%

58.97%

88.50%

69.16%

60.20%

62.24%

Pages /
Session

Avg. Session
Duration

3.09 00:01:54

Avg for
View: 3.09
(0.00

for View.
00:01:54

(0.00%)
00:02:01

00:01:41
00:00:27
00:00:59
00:01:06

00:01:41

Conversions eCommerce

Transactions

1,768

% of Total
100.00% (1,768)

1726

(67.62%)

o

o

(0.28%)

(0.06%)

(0.06%)

(0.00%)

(0.06%)

€60,963.05

% of Total: 100.00%
(€60,963.05)

€59,388.35 (97.42%)

(1.50%)

€260.85

€36.89

€48.45

€0.00

€19.99

(©043%)

(0.06%)

(0.08%)

(0.00%)

(0.03%)

Ecommerce
Conversion

Rate

5.52%

0.26%
3.12%
0.38%
4.27%
0.88%
0.93%
0.00%

1.02%



Youtube Analytics

MEASUREMENT &
SCALING

Link the Youtube channel to Google AdWords and you can access Youtube Analytics with stats and info on
demographics and video performances.

B

Rendimento e interazioni -

Tutte le visualizzazionl i piace Condivisioni Iscrizioni

7.976.936 A 7.354 0

visualizzazion! a pagamento e gratuite tutte e visualizzazioni da tutte le visualizzazioni

Non a pagamento M A pagamento

6.000.000
4.500.000
3.000.000

1.500.000

0
26-dic-2016 23-en-2017 204eb-2017 20-mar-2017 17-apr-2017 15-mag-2017 24ug-2017

Fidelizzazione del pubblico

In tutte le visualizzazioni (7

= Nonapagamento = In-stream = Scopertavideo

100%
75%
50%

25%

0
00:00 00:06 00:12 00:18 00:24

Google



MEASUREMENT &

SCALING

Data Studio

Easy built custom reports and dashboards.

& Start a new report

Acme Marketing Search Console Report AdWords Overview

Google Analytics Search Cons

e S e

YouTube Channel World Population Data Google Merchandise Store

ouTube Analytics Google Sheet: Google Analy Adword Google Analyti

Olympics TV Ad Performance Firebase Events Report Firebase User Properties Report

Goo ery lery

Google




The World Factbook (FREE): Link

Socio-economic review of key international markets.

[EUROPE :: PORTUGAL
r Lo REGIONAL AND WORLD MAPS PAGE LAST UPDATED ON SEPTEMBER 08, 2017

—= S FLAGS OF THE WORLD

GUIDE TO COUNTRY COMPARISONS

@ THE WORLD FACTBOOK USER GUIDE viEw 9 phoTos o

Comparison
functionality with the
rest of the world.

— — I
Industries: 1 |
textiles, clothing, footwear, wood and cork, paper and pulp, chemicals, fuels and lubricants, automobiles and auto parts, basel 1
metals, minerals, porcelain and ceramics, glassware, technology, telecommunications; dairy products, wine, other foodstuffs; Bhip
construction and refurbishment; tourism, plastics, financial services, optics 1 |
Industrial production growth rate: | |
0.9% (2016 est.) : 1
country comparison to the world: 147 | 1
— 1
Labor force: 1 .
5.167 million (2016 est.) | |

country comparison to the world: 78

Google



https://www.cia.gov/library/publications/the-world-factbook/

Euromonitor (PREMIUM): link

Market research your competitors and peers. Check out the blog section to gather available info (also in the
free version).

m IEI\SJTRE??’II*II%NIggﬁL STORE ¥  SOLUTIONS  CAPABILITIES ~ BLOG  CAREERS  ABOUTUS ¥ Search using keyword(s) here Q 8 E

Making sense of global markets.

)

Understanding
The Impact
Of Coronavirus
(COVID-19)

Our analysts and analytics teams continue to assess the short
and long term effects of Coronavirus on industries, economies
and consumers. Explore the interactive ecommerce price and

Google



http://www.euromonitor.com/

eMarketer (PREMIUM): link

Market research digital trends on specific industries. Check out Research topic sections for free contents.
Does my company (ﬁ'&

eMarketer Search for marketing, media, advertising & consumer info , Vegin
Q Q subscribe? N2 9
Topics v Industries Geographies Reports Forecasts Plans & Pricing \/m

Keep h our most recent coverat

Display ~ Email Mabile  Retail & Ecommerce  Search Video /‘;

social Referral Share, by Social Network
Social Media Marketing Performance Hungary, Q1 2020, % of total
Benchmarks, Hungary

Faceh
Search for m nsUmer e Does my company (f=®
Search eting, me & const fo
Geograpiiy: [ungary = Bl @ eMarketer O Seaichfor marheting i B ozt in smycomany (@) ogi
Pintel
by Sockal Network W Topics \/ Industries \/ Geographies v Reports  Forecasts Plans & Pricing Daily News »/
® Referral Share Twitt(
B2s Display ~ Email  Mobile Search  Social Media  Video | About & FAQ
© eMarketer g Retail E Perf, Metri
etail Ecommerce Performance Metrics
1.8% o X HlS t all Data to Excel
Roports  Researcl 1 Retail Ecommerce Performance Germany, Q1 2020 ApOIATBAIRERExes
YouTu Benchmarks, Germany
0.6% Sales growth 14.0% Export Chart Image
Path to Purchase B g
_—eMarketer Roy Tumb| Geography: Germany b oOrder growth 19.0%
[0.2% Traffic growth 21.0%
overall
Other ® performance Metrics click «thl below
0.1% Source: Salesforce Commerce Cloud (formerly Demandware), April 2020 (see below for s
by Device notes and methodologies). to add/remove
Search e ceerrrepe] data in chart
{ 1 © Order Gro
Sourced ) Order share
Millennials Are Germany's Fas © shopping Cart Abandonment Rate Retail Ecommerce Performance Metrics, Germany
Growmg Dlgltal Audio Audienc - SUC:I Tramcshare Timeframe Q120 Q22019 Q32019 Q42019 Q12020
) Traffic Growt
Mobile use also up among digital audio listeners eMarketer serves cookies to analyze traffic to this site. By continuing to us¢} O Trafic st
sales growth 17.0% 39.0% 8.0% 20.0% 14.0% m
September 27, 2017 | Media & Entertainment
Order growth 12.0% 13.0% 12.0% 12.0% 19.0% m
SHARE [T B e EMAIL o PRINT
© -Markoter Traffic growth 100% 15.0% 19.0% 15.0% 21.0% m
Digital audio listening on the rise in Germany, but streaming giants like Spotify
aren't drawing all of their attention. Influencer Average order value (€) $245.73 $197.00 519167 $238.31 $235.71
Marketing
In July 2017, Goldmedia conducted a survey of digital audio listeners in Average spend per visit (€) $5.94 $5.18 $4.34 $6.12 $5.60
Germany ages 14 to 69 for Bayerische Landeszentrale fiir Neue Medien (BLM), Round up
Bundesverband Digitale Wirtschaft (BVDW) and Verband Privater Rundfunk »y RiythmOme. Average discount rate 13.0% 15.0% 11.0% 18.0% 15.0%

und Telemedien (VPRT). It revealed that nearly half of respondents (49%) had
increased their digital audio listening in the past year.

DOWNLOAD Google

Listening increased the most among younger users, with 62% of respondents
; e th ; 3



https://www.emarketer.com/

ADVERTISING
SOLUTION

DESIGN

SimilarWeb (PREMIUM): link

Market Intelligence solutions to track market share, competition evolution and optimize digital presence.
Check out Digital Insights for free content.

o

Market Intelligence Solutions to
Track your market share

R

Marketing

Reveal best strategies from the

Who is SimilarWeb for?

Research

Understand your market, your
and your

market and your

@ Uncover the best SEO and
content strategies

@ Build & grow your affiliate and
media partnerships

@ Enhance your display and paid
search strategies

LEARN MORE

© Benchmark your market and
find ways to grow your share

@ Analyze trends, competitors’
strategy and audience behavior

@ Understand the shopper’s
journey for smarter decisions

( LEARN MORE

w

Sales

Enhance performance throughout
your sales funnel

@ Find, enrich and qualify leads to
increase sales opportunities

@ Generate the insights you need
to perfect your pitch

@ Monitor website traffic statistics
10 boost retention

LEARN MORE |

Total US Traffic Market Share at Top 25 Retailers

.

iPhone 57%

Our innovative market intelligence solutions empower businesses to make better decisions:

g

Investors

Evaluate companies and empower
better investment decisions

@ Source, track and evaluate
investment opportunities

@ Map markets and spot
emerging players and market
trends

@ surface digital signals to inform
buy, sell and hold positions

LEARN MORE )

SAMSUNG

GALAXY 41%

SONY

APERIA 2%

Google
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B

Mobile Payments

In depth analysis of the buy-flow usability with focus on the payment page.
Consumer behavior and Payment insights per market, to increase your mobile revenue

© 0000

(Mobile) Payment Methods
By market up to 10 markets

Mobile Payment Calculator
Estimated additional revenue by
adding a new FOP

User Experience & Trust
User Trust, Payment Security

eWallets & 1-tap Checkout

Deep dives into ewallet insights &
features

Payment Providers
Landscape overview and preferred
introduction

©0000

Payment Page Analysis
UX, Integration, Card Validation

Declines
Frontend & Backend
Optimization Tips

Google Analytics

Custom GA Payments Framework

PSD2 & SCA

Effects on Security and new
buyflows

Apps
Review of the app - buy flow

Card type

Payment method

Ve B i

Card number

No spaces or special characters

Expiry date cvv

MasterCard. Verified by
SecureCode VISA

PayPal
Pay securely with PayPal

&

oogle




—  85% of customer interactions will be managed

= without a human by 2020.



38% of customers would never shop from
- anonline merchant again following a negative
delivery experience.
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