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This e-commerce brief highlights results of an e-tailing group/WinBuyer study Comparison Shopping is a
Way of Life. The study, completed in August ‘09 examines three critical components of comparison
shopping:
1) How invested consumers are in shopping around prior to purchase including time spent and sites
visited as part of their typical online shopping behavior.
2) How valuable an onsite price comparison would be and its impact on merchant selection,
3) How customer loyalty is impacted based on making such an application part of one’s everyday

shopping behavior

Consumers have always been inclined to price shop as haggling for the best price has been part of
marketplaces since ancient times. The Internet has upped the ante on price comparison with technology
fueling the hunt for the best price as our survey clearly demonstrated. With the click of a mouse a
customer can find the same products a merchant sells; often at a better price. Though price may only be

one of the variables in making a purchase decision, we all know that it is one of the most important.

Initially consumers embraced price comparison engines (CSEs) as exemplified by the mission statements

of these three top players with minimal distinctions:

CSE Mission Statement

Shopping.com | T0 help consumers anywhere use the power of information to easily find, compare and
buy anything online — in less time and for the best price!

Shopzilla Helps shoppers find the best value for virtually anything they want to buy from
thousands of online retailers.

PriceGrabber | Our unique shopping site offers extensive inventory at the lowest prices by comparing
products, product reviews and merchant deals for all of your shopping needs.

The barrier to entry has shifted once again as a result of Google now offering comparison functionality
through Google Products. Under this scenario they are allowing merchants to send product feeds for
free; making it more difficult for CSEs to compete in today’s comparison climate. At the same time CSEs
are seeing increasing cost-per-click expenses on Google and their dependency on Google to drive further
exacerbates this problem.

Now we are seeing the next evolution of comparison shopping, where competitive pricing is made
available directly on a merchant’s site. The dynamics have changed with prices clearly in context on the

product page, the key point customer decision-making.



Shoppers no longer need to leave a retailer’s site to get a sense of competitive pricing. While industry
leaders including Amazon and Buy.com are providing this customer convenience on their product pages,
technology solutions companies like WinBuyer are enabling other e-commerce sites to also experience
the benefits of OCP through their own proprietary technology engine; offering a cost-effective alternative
to building one’s own solution.

This report showcases a series of examples reflecting onsite price comparison (OCP) shopping and how
consumers today can take advantage of such technology. As merchants look to understand if this kind of
application is right for their business, we have included a series of questions that can be asked to ensure
value for your brand. Lastly, once a merchant concludes that such an application is appropriate for their
brand, a “build vs. buy” chart facilitates decision-making guidance.

Whether or not, your products and categories are ripe for shopping and comparison prices,

understanding consumer behavior will always be very valuable and consideration of evolving

onsite comparison technology important.




II. EXECUTIVE SUMMARY

Shoppers positively perceive a retailer that shows competitors’ prices

on their website - as convenience, complete information, and time savings

are important to their online experience.

Consumers are invested in finding the lowest price

94% of online shoppers invest time to find the lowest price for commodity products

36% spend 30+ minutes comparison shopping before making a decision on purchasing a

commodity product; 65% spend 16+ minutes doing so
51% visit 4+ sites before finalizing a purchase

Efficiency of price comparison and the ability to merely Google it, check Amazon’s prices or visit a

few competitors is core to current consumer shopping behavior

TCO (total cost including shipping and handling) and product price are the two most important

influencers for online purchase decisions

Time and money savings drive consumer interest in on-site competitive pricing comparison tools

such as WinBuyer

57% like the convenience of having the information on the product page while over 40% believe it

would save them both money and time

63% rate comparing competitive prices onsite very to somewhat valuable; 1 in 3 shoppers give
this capability a “10”

58% would expect all retailers of commodity products to incorporate this kind of Onsite

Comparative Pricing tool into their shopping experience

Merchant credibility and loyalty grows with onsite comparison product usage

78% would be likely to return to a retailer that shows competitors’ prices on their website; 36%

would be much more loyal

Factoring other variables beyond price, 84% would check out other sites and then consider

returning to the original retailer
52% of consumers would find on-site competitive pricing credible

53% of consumers would no longer feel compelled to comparison shop elsewhere



Ill. RESEARCH FINDINGS

In this price conscious age, 94% of online shoppers invest time to find the lowest price for commodity
products according to the new e-tailing group/WinBuyer research study “Comparison Shopping is a
Way of Life.” Feedback from 1,025 frequent online shoppers who completed an online survey confirm
that streamlining this activity via onsite comparative pricing (OCP) presents an opportunity for
merchants to improve conversion and garner excellent online retention by showing competitive

prices on the product detail page during a key customer decision-making time.

Savvy consumers are using the Internet to find value, particularly when shopping for commodity products.
Efficiency of price comparison and the ability to merely Google it, check Amazon’s prices or visit a few

competitors is core to today’s consumer shopping behavior.

Throughout their comparison shopping consumers seek out TCO (total cost including shipping and
handling) and product price, named the two most important influencers for online purchase decisions.

Rank each of these elements to prioritize them in terms of influencing your purchase
decision for a product online where “7” is the most important influencer and “1” is the
least important.

CHARTED: TOP 2MOST IMPORTANT INFLUENCERS

TCO (total cost including shipping and handling) 51%
product price
retailer credibility
customer reviews
competitors' pricing

product information

product imagery

When comparison shopping, 36% of these consumers are spending over one-half hour comparison
shopping before making a decision on purchasing a commaodity product and 65% are spending 16
minutes or more doing so. With onsite comparative pricing (OCP) shopper time can be better spent

on a merchant’s site purchasing additional product.



Before making a decision about where to purchase a commodity item online
(i.e. HP Printer, Cuisinart pot, lams pet food), how much time do you typically spend
comparison shopping for the best price?

— 36%

greater than 30 minutes

P . 29,
16-30 minutes

P mmmnmiil 26%,
6-15 minutes

= 6%
1-5 minutes

— 3%
| don't comparison shop

As 95% of these online shoppers currently visit at least two websites before finalizing a purchase and
51% check out four or more sites, onsite applications like WinBuyer would help customers save time

in their quest for the lowest priced products.

Before making a decision about where to purchase a commodity item online, how
many sites do you typically look at beyond the site from which you ultimately buy?

44%
32%
1 2-3 4-5

none

19%

more than 5

Onsite comparisons favored when seeking the lowest price online
When comparison shopping, 63% of these consumers rate comparing competitive prices onsite very to
somewhat valuable. On the consumer value scale, 1 in 3 shoppers give the capability of rating

competitive prices without leaving a retailer's website a “10.”



Ona scale of 1-10 where “10” is very valuable and “1” is not at all
valuable, how valuable would it be for you to compare the price of a product
with competitors’ pricing without leaving a retailer’s site?

33%
19% 14%
1% 8% 8%
. . - - 2% 2% 1% 2%
10 very 9 8 7 6 5 4 3 2 1 not at all
valuable valuable

Product page competitor price comparisons aid retention

The convenience of having the information on the product page is important to 57% while over 43%
believe this capability would save them both money and time. One in three consumers also feel that
this kind of tool would increase their confidence in buying from the site on which it was found.

I would likely use this comparison tool for the following reasons. Check all that apply.

The convenience of having the information on the product page is of 57%
great value to me

It would likely save me money and that's important in today’s tough 46%
economy
Itwould save metime as | wouldn't have to look further 43%
It would give me confidence to buy fromthe site where it is located M%

without feeling compelled to shop other sites

I would not use this kind of tool 12%

With such benefits in place, over one-half (53%) of those surveyed would be less compelled to
comparison shop elsewhere if they could access competitors’ pricing from a retailer’'s website.

How likely would you be to abandon the process of seeking out a comparison shopping engine or other
competitive retailers to further check prices when competitive prices were shown on a retailer’s site?

42%

22%

17%

11%

8%

Highly likely Somewhat likely Not a factor Somewhat unlikely Not at all likely




Merchant credibility and loyalty grows with onsite comparison product usage

From the merchant perspective, this survey dispels the notion that displaying competitive prices will
encourage customers to abandon that retailer and go to a competitor. Conversely, findings provide
assurance that 78% would likely return to a retailer that shows competitors’ prices on their website and
36% would be much more loyal to that merchant.

What is your perception of a retailer who would be willing to show competitors’ prices on their website?
Check all that apply.

This retailer is looking to save me time and understands that | will likely

|

comparison shop for most products so has decided to include comparative 43%
pricing information on their site
| feel that this retailer is only showing me part of the story and | would still _ 42%
check other sources to confirm that they have the price I'm willing to pay

This retailer cares about me as a customer because they want to provide
complete information and are not afraid of showing me competitive prices

36%

This retailer gives me all the information about their products and makes it
quick and easy forme to make a decision to buy on their site

33%

This retailer is more credible because they give me all the information |
needto make an informed buying decision

30%

|

Specifically looking at how such a tool would impact loyalty, 78% responded that they would be more

likely to return to a retailer that shows competitors’ prices on their website.

How would a point of purchase tool provided by a retailer such as this influence
your loyalty to that retailer?

42%
36%

22%

lwould be much more likely to retumn tothat |would be somewhat more likely to retumn to It would not influence my return to that
retailer that retailer retailer

Supporting deployment of this application, even when competitive prices shown are lower, 39% would
further trust and be motivated to buy from that retailer again. Intrinsic elements beyond price would also

be a factor for 4 in 10 online shoppers.



If you encounter a scenario like this example where competitor prices are less expensive, how
would your perception of that retailer be impacted? Check all that apply.

Iwould further trust that retailer and be more motivated to buy from — 39%
them in the future
Iwould have to considerthe other intrinsic elements the retailer _ 39%
provides before making future buying decisions

It would not impact my feelings about that retailer and any future
purchasing

29%

Iwould be afraid that most of their prices would be higher than their 1%
competitors
Iwould not be inclined to retum to that retailer as often 9%

1

With variables beyond price impacting their final decision, 84% would check out other sites and then
consider returning to the original retailer. Just 9% would abandon a site that showed lower competitive

prices.

What would be your typical reaction if you were shopping at a particular retailer and on
their site you saw a less expensive price from another retailer?

Iwould check out the other retailer and may or may not purchase from
that retailer depending on an array of variables (i.e. reputation, service 7%
levels, in-stock, shipping fees)

Iwould check out the other retailer and other sites then might return to 27%
the onginal retailer

| would abandon the site and purchase from that lower priced retailer - 9%

I'would move forward with my purchase without visiting the new
retailer, providing that the lower priced retailer's price difference is only 7%
several percentage points different

A majority (52%) of these online shoppers believe that competitive pricing on an individual site would be
credible. Understandably many remain neutral on the question of credibility until they experience proof-of-
concept but only 7% expressed doubt relative to the credibility of this model.
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How credible would you find competitive pricing
on an individual site?

39%
13%
6%
1%
; ; —
Very credible Somewhat credible Mixed feelings Mot significantly credible Mot at all credible

Looking ahead, 58% would expect all retailers of commodity products to incorporate this kind of

competitive comparison pricing tool into their shopping experience.

Knowing that such a comparison capability exists for online retailers,
| would expect that all retailers of commodity products would incorporate this into their
shopping experience.
Which of the following represents your degree of agreement.

42%

27%

16%
12%

3%

Strongly agree Somewhat agree Mot a factor either way Somewhat disagree Strongly disagree

The findings speak for themselves - consumer inclination is to compare products and prices in
hopes of finding the right item at the right price.

The web’s valued role, as atime and money-savings tool, can now be extended even further with
WinBuyer’s onsite comparative pricing (OCP).

Such comparison capabilities are ripe for many retailers that are embracing consumer demands for
comprehensive information in support of a confident buying decision.




Survey methodology and demographics

An online questionnaire was completed by 1,025 adults (51% female/49% male) who shopped online 4 or

more times during the past year; spending over $500.

What is your age?

25%
22%
19%
12% 13%
J I I
3544 45-54 55-64 69+

18-24 25-34

Which of the following best represents your
combined annual household income before taxes?
Under $25,000 7%

$25.000-535,000 6%
$35,001-550,000 12%
$50,001-575,000 25%
$75,001-5100,000 20%
More than $100,000 24%
Prefer not to respond 6%

What is the highest level of education that you
have completed to date?

High school graduate

Some college, but no degree
College graduate
Some graduate school

34%

Post-graduate degree
Prefer notto respond

How many children 18 years of age or younger
are living at home with you?

64%
16% 14%
I R
T T T _ T 1
Mone 1 2 3 4 or more
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IV. MERCHANT SHOWCASE

The following showcase will help visualize the continuum of options for comparison shopping. They range

from portal-based comparison shopping engines (CSESs) to both build and buy OCP models, plus their

corresponding onsite locations as shown via product page execution.

Shopping.com Digital Camera Comparison and Sort Results

Shoppers utilize a comparison shopping engine (CSE) to find product offsite, taking advantage of filtering

and sort functionality.

= @ Sign In | Register [| Bookmark This Page
[} Shopping.com
Home | Clothing | Shoes = Computers JEE=GNEN Shop Green | AtHome | Health | Kids ;| Seeall »

Digital Cameras [

Reiated Searches: dighal camers

What are you shopping for? |

7|| Search
Featured ™
Store

Fiter By s (8] ver B
Price Range Nikon D5000 Body Only Canon PowerShot SX1015 Panasonic Lumix DMC- Hiken D90 Digital Camera
Below $80 Digital Camera Digital Camera 253/ DMC-TZT. ‘with 18-105mm.
5305140 el o o fol Digital
$140-35240

- S e
5240- 5440 R e——
Above 5440 E
NEaron

era

Brand
Nikon from $665 om$180 om$317 om'$1,140 the shotyou

e

Canon PowerShot §X10 IS 10MP, 20X Zoom, 2.5" LCD (Price Break
- Save $20: ...

Price Break - Save $20: Was $399.99

10MP, 20X Zoom, 2,57 LCD 2-1/ 2" LCD screen rotates and swivels,optical image
stabilization, face detection adjusis exposure settings for better porirai

Canon PowerShot SX10 IS, Digital Camera, 10.0 Megapixel, 20x
Optical, 4x Di...

SEE SITE FOR REBATE

The Canon PowerShot SX10 IS Compact Digital Camera puts you on the cutting
edge of advanced technology, with an incredibly powerful 20x Optical Zoom,

Tax and shipping for 60601 | Change

hard & Son

Adorama

WAy

$399.97
’
P et stone S |
p VST STORE 24
$384.77
FREE SHIPPING)
P —
Wi o/
$379.99
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Gamequest Spiderman Video Product Page

Shoppers can immediately compare prices of any given product from a series of third-party merchants
directly from the product page. Of note, although in the example shown the comparative pricing was all
lower than GameQuest’s featured price, this merchant gained customer trust and experienced a lift in

sales from shoppers who appreciated seeing the options yet preferred to shop here.

Ty TR i cori i

VIEW SHIPPING RATE AND ESTIMATED DELIVERY TIME »

Puattorm:  Payitation 3 Rated T

Buy.Com Acer Viewsonic Monitor Product Page

Shoppers can immediately compare prices of any given product at a series of competitors directly from
the product page.

Sign In. New User? Sign Up. Track Your Order | My Account | Wishlist | Help
o Grrern with Buycom!
Buy.com Go Grean with Buy [Buyoom | | B acvences
Products ! Deals | BuyTV ! News and Reviews ~!| Funny TV Ads! ~ | = CART ‘ 0 item(s): $0.00 View Cart

Computers > Shop by Brand | Rebate Center | Click here for hot deals from Dell!

Top Sellers
Fantom GreenDrive Q == Compaq EVO D51 q Able Planet Clear Cavalry SATA 2.Bay
Pro1lBe.. ==— DesklopPC,.. { Harmony N... USB20..
$434.95 §109.99 :_-I $109.95 a) $429.99 Special Price 79.99 §44.99
=3 =B =3 =3

ViewSonic VX2033WM 20" Widescreen LCD Monitor - 20,000:1

(DC), 5ms, 1600 x 900, DVI Marketplace Buying Choices
13 r r

Other products by: Viewsonic %\%“m Add to Cart
aFREE SHIPPING + FREE shipping
- In Stock
Some restrictions apply. Click here for details.
List Price: Ses Details s4090p  datavis [ Addto Cart |
N Price: $178.67
Price: $149.99 |} 513 34 shipping
Shipping: FREE | In Stock

- See all 9 New from $149.99 + FREE shipping
Total Price:  $149.99 Wi.omos

& Add to Cart < advertizemant

I PO rrp— ThinkPad T400, X200, SL500 | & |
ips from and sold by usicand computer ottt G|

iwhat's this?

In Stock: Usually ships in 1 to 2 busi days.

Write a Review @, anlarge image  Seller Return Policy

Select ThinkPad laptops

Images with Active Protection

o iz Paze | [ Emaile Fiena | [ Ao Wi | v permaiv .
. m e [y I | Castiommin | o ormae T —rY
e Sale ends September 14.
- - SQUARE  5.gtarratings  (ERTEIATEL L V71113
See more in LCD Monitors

Share this Product > more
— fenovo.
3iDigg g™ Delicious [ Facebook | Twitter ThinkPa

Also available from these other merchants whacs wisz clicking 'SHOP NOW' vill bring you to the listed marchant's sits
Store Price Shipping Cost Total Price
Compusa $149.99 See Site See site { Shop Now |

vt stz s1452 s197.30  snon how |




Boaters World Garmin Product Page

When product is out of stock or a search returns null results, retailers suggest merchants with availability

providing a service to shoppers and in return the sending merchant receives an affiliate fee.

Garmin nuvi 250 North America Personal GPS

See All Garmin niivi Products
Mfr # 010-00621-01 Our Stock # 319623252

Panaso
Plasma Our Price: $200.09
42" HD TV -~
Giveaway! 4 Free Shipping (orders over $100%) $0.00
Ep—— No Sales Tax $0.00
i i Availability:
* Click for Live Help - Currently Out of Stock
» Search by Brand E . =
One Year ESP for Marine Electronics Items Valued at $200 to $36.00 [
15Y McAfee’ SECURE $299 :
TESTED DALY 01-SEPT
';;;;Year ESP for Marine Electronics Items Valued at $200 to $72.00 [

@ Enlarge Image ) Search all Garmin

GPS & Electronics Enjoy No Payments for @ Months

@ Print Page @ Question? on Purchases over 500 when you pay with Bill Me Later® - View Disclosures
TV, Audio & Video @ Email to a Friend | ) Alert Me
Enjoy No Payments for 90 Days
Navigation on Purchases over 3250 when you pay with Bill Me Later® - View Disclosures
Communication Payments as low as $10.00/mo. on this product.
Cameras Select Bill Me Later® at checkout. Restrictions & details.

Also Available from These Other Merchants (Click to Shop) What's this?
Safety

Store Store Rating Price Shop Now
Binoculars & -
Telescopes TigerDirect Voo 589.99
rishing @) vosve 559,99
Motor & Engine 3

Fotol*  sesse $100:33
Maintenance

roveredby: | Eoyer
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1)

2)
3)
4)

5)
6)

7

Do you compete mainly on price or do you have other values that are important to the
customer such as brand, service, and warranty that customers evaluate when comparing
your site to others?

Are the products you sell frequently price shopped by consumers?

Do you have significant competitors for the products that you sell?

Do your customers research your products/categories prior to making purchase
decisions?

Would your customers benefit from seeing competitor products on your website?

Are you looking to avoid customers leaving your site because they’re hunting around for
better prices?

Are your customers abandoning your site because you don’t offer onsite comparison

pricing?

The following factors must be taken into consideration prior to making a build vs. buy decision. With

software continually evolving and pricing more desirable than ever before, we find that that today many

merchants are opting to buy versus build.

This option certainly allows merchants to take advantage of quick deployment without ceding much

control. Looking ahead they can continually take advantage of an application’s evolution throughout the

product life-cycle.

Factors to Consider Build Buy
Cost Expensive Inexpensive
Product/ Merchant Coverage | More limited Very extensive
Deployment Time Lengthy Minimal
ROI Poor Positive
Extensive Investment to build Sophisticated technology and

Core Technology

sophisticated technology and IP | engine in place

Feed/ Data Management Inclusive

Extensive time and technology

requirements

Business Rules Customizable with package

Time investment likely limits

extent of customization

Application Evolution Continual Upgrades

Limited; can be expensive to

evolve
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The e-tailing group, inc. serves as the multi-channel merchant’s eye, bringing a merchant’s sensibility to
evolving the multichannel shopping experience. A Chicago-based consultancy, they provide practical
strategic perspectives and actionable merchandising solutions to merchants selling online as well as to
enabling technology firms.

For more background about this research study or additional information on the e-tailing group, inc.

please contact.

Lauren Freedman
If@e-tailing.com
www. e-tailing.com
773-975-7280

LimBuyer

WinBuyer provides retailers with an Onsite Comparative Pricing (OCP) application, which enables
retailers to accelerate consumer purchase behavior by embedding comparative shopping information into
a retailer’s site at the point of sale. Over 150 merchants are realizing how WinBuyer can benefit them
through increased sales conversion, greater average order size, improved site stickiness and enhanced
consumer confidence. WinBuyer was founded in 2005 and is headquartered in Tel Aviv, Israel, with
offices in Scottsdale, Arizona and London, England.

For additional information on WinBuyer Inc., please contact us.

www.winbuyercorp.com
(480)-264-3603









