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Who’s Buying Online Now

Three-Fourths Of Online Households
Have Shopped Online

% that ever purchased a
product or service online

% that made a purchase Near|y 60

online during the past

three months MM HHSs

Base: North American online households

October 2006, Data Overview “US eCommerce: Five-Year Forecast And Data Overview”
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How Much Consumers Buy Online

150

US business-to-consumer
revenues

(US S billions)
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Categories Purchased and Researched Online

Books

Music

Airline Tickets
Apparel

Videos/DVDs

Event Tickets
Computer Software
Computer Hardware
Phone, Wireless and Internet
Consumer Electronics
Office Supplies

Small Appliances
Major Appliances

Video Games

Cable or TV
0 10 20 K{0) 40 10) 60
% that Researched/Purchased
@ Purchased @ Researched
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Some Consumers Research Extensively Online

Active Web Shoppers Visit More
Retailers Before Buying

Number of retailers shopped at
for most recent purchase

[ 1 One retailer [ ] Two retailers [] Three or more retailers

Active Web
Shoppers >3% m

eb Shoppers

(percentages may not total 100 because of rounding)

Base: North American Web Shoppers
and Active Web Shoppers

October 2006, Data Overview “US eCommerce: Five-Year Forecast And Data Overview”
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eCommerce

Comparison Search
Engines

Social
Computing

Sites

Shopping

Where Consumers Research Online

Engines

Sites
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Customer Reviews
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*Store Details
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Sources Customers Use

Active Web Shoppers Are Slightly Above Average In Their Use Of Consumer Reviews

Percentage who have used each type of content:

Consumer product reviews or ratings

For-sale listings with seller ratings

For-sale listings without seller ratings

Message board posts [] Active Web Shoppers
[ ] Web Shoppers

Consumer-posted event listings

Online classified ads

Blogs

Peer-generated reference information

Peer-posted event listings

Dating site profiles or personals

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Base: North American Web Shoppers and Active Web Shoppers
8 FORRESTER'

Entire contents © 2006 Forrester Research, Inc. All rights reserved.




Skepticism Of Sources Is High

Active Web Shoppers Trust Product Ratings And For-Sale Listings With Seller Ratings

Percentage who trust each type of content:

Consumer product ratings

For-sale listings with seller ratings

Consumer-posted event listings

Online classified ads

Peer-generated reference information
Peer-posted event listings

For-sale listings without seller ratings [ ] Active Web Shoppers
Message board posts (1] Web Shoppers
Dating site profiles or personals
Blogs ]:|

0% 10% 20% 30% 40% 50% 60%

Base: North American Web Shoppers and Active Web Shoppers
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Why The Skepticism

Prices are easy to find...

PreferredPhoto.com

h Prefarred Photo? Low Prices! Fast Delivery!
Mpire Price Check ™ !

Howvare the alculated? Trend Going Up

Wow! More
reviews than
Sears
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What This Means

But it isn’t so easy to find the truth

‘shopping search
Home | Hor den  Comput ) I Depa
I'm shopping for in |All Departments Fin itt

rd - Built In

9 Nikon D5 o of Customers Recommend It Write a review |
Display: Recommending R[x] ommending | Both ¢ Rating

very good camera but dont buy from Preferred Photo

108 very poor
reviews in Yahoo
Shopping

1 1 Entire contents © 2006 Forrester Research, Inc. All rights reserved.

FORRESTER



What This Means

You can Google anyone...if you know where and how to look

Weh Im: s}

Mans  mar

G()Ugle [=pirit incen _iv;s scam

sunny Ft.

h | found out
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What This Means

You can Google anyone...if you know where and how to look

Weh Im: s}

hMans  maore s

GOLJSIQ [pirit incen _iv;s scam

h | found out

Spirit Incentives e’
till tr i antives §oi "Spiri g it aon y Spiri i ich requir $50 buck ..
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What This Means

You can find the truth...but that can be overwhelming

X TickersNow-

Customer Reviews
chicago Bears Reviews Summary

Avg, Customer Rating:

Show;

1-10 of 702 | n

Reviewed by 11 Gustomers

1-10 of 11

Great game! Great seats! Great stadium!
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Buyer Beware
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Thank you

Sucharita Mulpuru
212-672-1757

smulpuru@forrester.com
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