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Global E-facts
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.g‘,g. Worldwide e-commerce sales to

increase nearly 20 percent in 2014
noLioc I

B2C Ecommerce Sales Share Worldwide, by Region,

2013-2018
% of total

2013 2014 2015 2016 2017 2018
Naorth America 34.9% 32%% 3.7% 31.1% 30.7% 30.6%
Asia-Pacific 28.3% 31.7% 33.4% 35.1% 36.4% 37.4%
Western Eurcpe 264% 254% 24.4% 23.9% 23.3% 227%
Latin Armerica 4.2% 43% 4%% 41% 39%  A7%
Central & Eastern Europe 41% 40% 3% 35% 33% 1%
Middle East & Africa 22% 23% 23% 24% 24% 25%

Note! includes praducts and sernvees ofdered and leisure and unmanaged
business travel sales booked using the infernet wa any dewvice, regardless
of the method of payment of fulfiliment, numbers may not add up to 100%  niojeal Buver Penetration Worldwide, by Region,

Sorce: ehaarkeer, uly 2014 2Nn3-2ns
175334 o eharketercom ¢ Of internet users
2013 2014 205 20Mé 2097 2018
Wastern Eurcpe 64.0% 652% 66.2% 67.3% £82% 69.0%
Morth America 63.2% 64.4% &L.0% SO L7.8% 55.8%
Asia-Pacific 421% 44.1% 46.5% 4B9% 504% 50.9%
Central & Eastern Europe  41.6% 43.4% 44.3% 44.4% 246% 44.6%
Middle East & Adrica 313% 33.1% 24.0% 350% 350% 37.0%
Latin America 28.2% 29.9% 30.9% 31.8% 327% 33T%
Worldwide 41.3% 42.7% 44.3% 45.4% 46.4% 47.3%

Mote: ages T4+ infernet wsers who have made at least one purchase wia
any digital channe! during the catendar wear, incleding anling, mobile and
fatet purchases

Source aldarketer, July 2014

3 176049 wirneMarketer.com




qa‘,g- B2C e-commerce sales worldwide, by
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region, 2013 and 2018 ($ billions)
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E-commerce growth
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PROJECTED ANNUAL GROWTH
in countries such as Spain, Brazil,
and Mexico through 2015

5 Source: OneVoice / DHL



F‘q 'f’ E-commerce is booming business
yéisticsgaténl
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oo - B2C Ecommerce Sales Worldwide, 2012 - 2017 o
= (Sales Numbers In USD Trillions) $2.34 '
& 20.1% $2.04
$2.00 - - 20.0%
$1.50 - - 15.0%
$1.00 - - 10.0%
$0.50 - - 5.0%
$- - - 0.0%
2012 2013 2014 2015 2016 2017
. OO,
Source: eMarketer, January 2014 dﬂZ@]“fo

2014 e-commerce sales to hit $1.5 trillion in 2014, resulting in 20.1% increase in sales



Asia-Pacific: Largest Ecommerce Market

In The World
no/wioc I

B2C Ecommerce Sales Worldwide, by Region,
2012 - 2017

Asia-Pacific

$1,052.90

North America

Western Europe

$374.50
$404.00
$432.60

Central & Eastern Europe

Latin America
m2012 m2013 m2014

m2015 ®2016 ®@m2017
Source: eMarketer, January 2014

MEA Figure in billions

dazenfo
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BRIC countries penetration of internet and online shopping
B Online population MOnline shoppers 1.500 million

1,000

500

D —

Brazil Russia India China
Quartz | gz.com Data: Accel Partners
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~. China: About to Take America's Online-
Shopping Crown
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China is now the No 1 digital retail market in value and penetration, with
momentum that’s expected to continue

ndexad markst size of coline shopping Onlire refil volue as % of 1otal retail
linchiding USD depreciation)

CAGRE CAGE Change of %
[ee=13] (V2-15F
12 . 1% . s
Chira  Fl% 3% Chimna's 5 B
fizr |amd Ber 2 o
E
i
o T o
i e 13% Ching's todal 4 T%
o
115 1.1%
4 Germony 1.8%
4 lapan 1.1%
x|
= Cariosa 0.4%
l: - ' - :'I.- . - o EaTa ! s )
bije 2 15F 2008 2010 2011 2002
China orfine shopping
morst Hos
(RMAE frillicns)- 0.3 1.3 3.3
Sirres  Beacech, Chiea slomsdics bureoii; US Deporimanl of Commimenns; Eieomanilor; Bals an ||'|l- 3



China: Accessibility
N DL/H1DC

Exhabat 3. Internet Access Has Far Outpaced the Reach of the Top Physical Retailers—

a Dynamic Umqgue to China

Retail consolidation

{top 20 retailers’ share of Internet reach
total retail sales, %) (% of population)
Unitad Ki
wom | 52| s | rban China s nearing a
developed country's
France 51 | 76 | Internet reach. .
Garmany 45 | B0 |
South Korea 44 | 78 | - seihilzs hadng a developing
countny's evel of
United States | 30 | a7 | fﬁﬁﬂf@ﬂ
Japan | 27 | 81 |
Brazil | 26 | i3 |
E-ur.lgir'|1nlger-r.v|!1n1:r'$'|ﬁ'.I
Do 2fitS. Fncem iEhse: A Dl
i o [ . 3 s ot e
COMSUMETs,
India ]3 E|
Source: BCG analysis.

Mote: 2000 intermet reach caloulated wsing 333 million intemet users within an urban population of 654 million. Top 20 retxilers account for 10 percent
of all retail sales in China. 'We assume that 7 perment of retail sales in China come from wrban arass. (hased on urban wersus rural mtio of tokal
disposahble income fin 20100, and all top retailers' salss comse from urban areas.
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China: E-shopping on the rise

Exhibit 1. China's Rapidly Expanding E-Commerce Market Follows an Era of Exponential

Growth 1n New Internet Users

Milions of people

100
80
_________________ —_ I —_— ————— —_ ___1
&0 -
_________________ - o S I (Y e Eoemes oo ___.1
h:E:3 8% |
40 = = __
_________________ LE L . e L .
61
50
20 43| (48 47
29 % 38 8 aa| 481
25 25
ﬂli 10 :I
o
005 2006 007 2008 2009 WW 211 N12 0 W13 214 M15

Era of fast connect ity growth ...

~leading to an era of rmpidly growing e-commene

[ Mew Intemet users
] Mew a-shoppers

Source: BOG analkysis.

Population
of France

Populatiosn
of Sowth Komea

Populatiosn
of Canada



E‘ 'rf USA: huge sales increase online
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U.S. E-Retail Sales, s3z7  U.S. E-commerce Sales:

in billions - $278 S$304 2011-2016
$202 3226 Online consumers will
increase their spending
62% by 2016, according
to Forrester Inc.
2011

2012 2013 2014 2015 2016

12
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13 Source: CRITEO ECOMMERCE INDUSTRY OUTLOOK 2015



"3‘ 'r’;' E-Commerce in US versus Europe

yourlogisticsgateway.nl

NDL/HIDC

US

2 languages (English and
Spanish)

One single parcel rate
across US

Choice of parcel providers
capable to deliver across
the US

Relatively common service
level expectation across the
US (next-business-day and
in some cities same day
delivery)

Common legal environment
across the US

 Europe

24 “official EU” languages

Parcel rates per country,
different per lane

Local country hero’s have best
service and shipping rates
(very limited choice of pan-
European network players)

eFulfillment service level
expectations highly diverse per
country (UK and Benelux
advanced, rest is mostly less
advanced)

Legal and governmental
differences per country

Also non-EU countries like
Norway and Switzerland for
which customs documents have
to be made

The complexity of setting up a pan-European fulfillment operation is

much more complex than in the US

14



~- Europe is not an easy place to do business: 48
countries, 24 languages, 15 currencies
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Various differences exist between European countries (even within the EU)

Economics Finance Legislation Culture

Market size Corporate Labor laws Language

Buying power taxatation Intellectual International
Growth/ Currencies property orientation

outlook Subsidies/ Patents Business
Innovation incentives Export/import practices
Etc. Etc. Etc. Etc.

From international companies this requires:

« Awareness and taking into account implications of national differences
« Willingness to commit resources to obtain local market expertise
» Adifferentiated European market strategy and a dedicated business plan

AT,-"\\ Buck . .

x ¢ Consultants

15 ‘\_,-"f_ International
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Legend

45636
| 636728
M 726832
HWs32936

Accessibility in Europe

Percentage of households with access to the internet at home in 2011

Source: Eurostat 2012
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Online buyers
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Legend

129318
[ 318477
B 47769
Mo8138

Map: EmailMarketingTipps.de

Percentage of internet users ordering goods or services online

Data: European Commission, Oj

URL: http:/fec.europa.eufinfor]
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Internet Penetration

NpL/Hipe

TOP 12 COUNTRIES IN TERMS OF INTERNET PENETRATION
Internet access and online population, 2014

Countries Internet access*  Online population
Europe 75.0% 564.0mn
EU28 F7l.1% 396.4mn
Top 12 92.1% 244.0mn
Iceland 96.5% 0.3mn
MNorway 96.1% 4.9mn
Netherlands 96.1% 16.2mn
Denmark 96.0% 5.4mn
Sweden 95.4% 9 2mn
Luxembaourg 95.0%: 0.5mn
Finland 94.0%: 5.1mn
Linited Kingdom 92.0%: 59.2mn
Switzerland 88.0% 7.2mn
Garmany 86.8% 70.1mn
France 85.7% 56.4mn
Belgium B 7% 9.5mn

Source: Worldbank.org / Eurostat, 2015
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Legend

31-104
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Significant growth in cross border E-

commerce sales

Percentage of internet users ordering goods or services online,

from sellers in other EU countries (Cross-border eCommerce)  _

Source: Eurostat 2012



European Cross-Border E-commerce
N DL/HIDC

Percentage of cross-border B2C purchases in EU28 + Iceland and Norway, 2012 - 2014

Country 2012 2013 2014
EULZ8 11% 172% 15%
Austria 35% 39% 405
Belgium 25% 28% 34%
Bulgaria 2% 6% Fi. )
Croatia B 7% BE%
Cyprus 195 21% 24%
Czach Republic 5 7% T
Denmark 29% 32% 36
Estonia 11% 13% 22%
Finlamd 305 32% 36%
France 17% 18% 21%
Germany o 11% 12%
Gresce B 9% 105
Humgary 5% 6H B
lceland 24% 24% 31%
Ireland 28% 245 28%
Italy 55 7% 9%
Latvwia 13% 15% 16%
Lithuania 6% 10% 11%
Luxembourg 60% 64% 55%
Malta IE% 39% 3ok
Netharlands 13% 15% 21%
Moraay 30% 27% 33%
Poland 2% 3% 4%
Portugal 10% 11% 12%
Romania 1% 1% 1%
Slovakia 17% 17% 20%
Slowenia 13% 15% 17%
Spain 10% 11% 15%
Sweden 155 23% 22%
United Kingdom 135 14% 1% Source: Eurostat, Ecommerce Foundation, 2015
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%

¥
,
N

West € 208.1 bn +13.3%

Central € 106.5 bn +#12.9%

South €47.2 bn +#15.4%
East € 23.4 bn +24.6%
Europe (
€423.8 bn 14.3% / 2.4% eGDP
EU28 lll € 17.3 trn GDP 2014
€368.7bn13.7% 1 i -
—
T
il 2,475, 1t + o
jobs directly or indirectly via e commerce UK q
‘ ey,
Fm“.c":“lg'
online businesses W E
T 3.94 billion+ Bles 0! e

number of parcels annually (f)

European E-commerce at a glance

Top 5 mature e-commerce
countries in turnover (million)

UK € 127,200
Germany € 71,200
France € 56,800
Netherlands € 14,000
Switzerland € 12,700
Top emerging countries

Russia € 18,800
Spain € 16,900
Italy € 13,300
Poland € 6,600

towae E uro pe 2014 Key B2C E-commerce Data of Goods & Services at a Glance

818 million Forecast 2015
people live in Europe €477 bl‘l
564 million Turnover E-commerce
people use the Internet Goods & Services
331 million
people are e-shoppers

(2

@ Estimated share of
( in

' n “457 million social media users”

o Ecommesce Europe

Executed by: b SN .

© Lcommerte Foundstion [heme 201%)
zwe (remmone nyaduiion A1g

Wnsos o Loprmmere Lucops oy

For rwpons: fgiea

in cooperation with: m

Powesed by: informanica Twttier @1commerce U
Pt pomrtesl % wark
globol ‘1ingenico Free downioad at:
tacts figures/free downloads

E-commerce is growing very fast in Europe and still has massive growth potential




~- How many consumers and businesses
engage in Cross Border eCommerce?

yourlogisticsgateway.nl

NDL/HIDC

Cross Border spending 2014

22

of the Dutch population has
purchased an item via a
web store in a foreign language

e

Top 4 countries spending

11: (% of total Cross Border spending)
2’8 mllllon Bl 1: China (23%)
Dutch purchased via a web store :

in a foreign language in 2014 WM 2: Germany (18%)
AR AR 21= 3: United Kingdom (14%)
N - 100000buyers BE 4: United States (13%)

Top 5 Cross Border spending per sector
(absolute mio $) %
Airline tickets & accomodations e
My
Fashion 5
Media & Entertainment

Telecom

Source: http://ecommercenews.eu/ecommerce-in-the-
netherlands-grew-to-e13-96-billion-in-2014/




European Retail Web Sales & Growth by Industry 2011 Web Sales (€)

Zawrce: i toe We b e, 2071

2011 Web Sales [€] 2000 Web Sales |£] Growth

Mass Maerchant - 38.7%

31.199,514,072 5,535,845, 561 22.19%

16,088,219,501 15,659,191, 777 21.90%
Apparel fBocessories - 23.7%

12,185 402,246 10,718,925, 2 24 13.68%

fHome Furnishi 3,854, 865,576 3,410,288, 558 13.00%

3,352,459,711 3,270,696,100 3.91% HeusswarnsMome Farnishings - A.8%

Office Supplies - 4.2%
2,915, 508,067 1,332,322,118 14.39%

Books/Music/Video - 3.6%
. Food/Drug 2129, 748,412 1,902, 880,373 1171% FosdfDrug - 2.6%

Specalty/Mors-apparel = 1.2%

. TevgsHabbles - 1.1%
specialty/Mon-Apparel FBE,I02.69% 20,505,015 14.13% Hardware/Home Imprevement - 114
Autoenotive Parts/icoessories - LO%
. Hualth /Baauty - 1.0%
Toys/Hobsies 217,614,470 TEZ 584,047 17.25%% Sporting Goods - 10K
Jewelry - CLE%
Flowers/Gifts - 0.3%
Hardware/Home Impravement S0 404 585 729,004, 702 16.66%
. Automotive PartsfAcc i 55,095,874 710,769,348 17.45% 2011 Growth in Web Sales

. Health/Beauty E18 700,680 715,826,813 14.36%

. Sparting Goods E12,434,320 623,108,326 30.38%,
. Tewelry 474,374,016 434,168,855 BL2EH.
' Flowers/Gifts 157827942 235,376,063 5.54%

e
SoTW maeTEnL

8™

o putsnDscra i -
1%

O T P R e
{PEL S

i
E
i

FaaEwrny-ore

Furmgag - 1909

Pocxl/Drayg - 1178
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European e-tailers

.
Online Sales for Top 400 o Austria — Belgium i
. - I
Eu ropean E-TﬂllE‘l'S | g 2011 Wieb Sales (€] 2011 Benelux Web Sales (€]
p L 4,520,000,600 12.250,000,000
Source: Vertical Web Media, 2011 "J 2011 Growth in Web Sales 2011 Growth in Beneluox Web Sales
-~ 10.28% 20.45%
D ,.'I A
| Less than €1 Billion "I_ "';};""'r - Comnpany Web Saies (€] Comparry Wb Sales (€]
. £1 Billion - £10 Billion sRaR 58,500,000 351 Schaster Shop 125,000,000
- Swarovski 26,600,000 T
illi 4 Baier Haar Kosmebk 3,550,000 Snaastars 40,105,000
4 Versand Seselischatt
]
-
'
|
il )
e .
= . T
B 1 Denmark L] Finland +
i i .
r 2001 Wieh Sales €] 2011 Wb Sales (€
. 'd 5,220,000,000 175,500,000
o . .
dooa g 2001 Growth in Web Sales 2011 Growth in Web Sales
16.08% 21.76%
3
Comnpany Web Saies (€] Compary Wb Sales (€]
— il Legzo Holdings A/'S 215, 000,000 Verkkokauppa.com 175,500,000
!_,/' cooN 257,200,000
- — CoopDenmerk &/5 110,250,000
H." d SmartGuy 21,800,000
—
ey ] , El-Gigantan 185,100,000
¢ -
France I I Germany Italy I I Metherlands — Morway
2011 Wb Sales [€] 2011 Web Sales (£ 2001 Web Sales (€} 2011 Benehux Web Sales (£} 2011 Wb Sales |6
28,660,000,000 45,070,000,000 5,560,000,000 12, 250,000,000 4,880,000,000
2011 Growth in Web Sales 2011 Growth in Web Sales 2011 Growth in Web Sales 2001 Growth in Web Sales 2011 Growth in Web Sales
23.59% 15.00% 2018 20.45% 22.00%
Compary Wb Sales (€] Company Wek Soles (i€) Comgpany Wieh Safes (€] Comnpany Web Saies (€] Comparry Wb Sales (€]
PPRSA 2,780,000,000 Ot Group 4,800,000,000 Megiashoppingit 740,000,000 wehkamp 488,000,000 Komplet: ASA 525,605,000
CDhiscount.com 1,248,000,000 Meckermann Gruppe  FS8600,000 YOOX.com 159,200,000 Bolcom BY 276,000,000
3 Suisses 1,200,000,000 WeEhilc Fublishing 545,450,000 YouBuy.it 64,300,000 POAshon.nl 100,000,000
CArTafOLr Growp 80,000,000 S Essatungs Spa. 54,000,000 Inter KEA Systems BV 83,000,000
Vente-Frives.com 240,550,000 Wedian A5 LR Triboo Spa 500,000,000 Hemanl 20,000,000

Conrad Holding SE 500,000, 000

24
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Retail split online/offline

NpL/Hipe

Online Retail Share of Total Market

ordine retall induodes mchile 5 estimates based on sales of goods (exduding fes for vehices and and sales of prepared foods o cafes amd
restaurmnis. Tickets, haolldays, gamibing and irsurance are ako edciucdsd due o rot being dassed 25 retzdiling

2014 estimate % of papulation

ihat chapa onbne
o [, i35 s
us |, i 5%
cermary | - s
el
Evrspean everage [N 7.2 46%
netheriands [T 7.1 45%
rarce -
seein [T 2.0 32%
roland [ 2-8% 51%
sty [ 21 20%

B MARKETINGCHARTS, COM

SeLifeE: Cantre Ffor Ratall Resgandh F AetailMaf ot
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The Netherlands is positioned 9th in the EU 28 in terms of
percentage of enterprises that sell through Internet (2012).

e-sdles wme-purchases

e-purchases EU-28 37%

5 DK MO CZ2 DE SE IE LT ML UK HR BE SK FI MT LU AT 31 PT ES FR HU EE PL EL RO LY C¥ IT BG MK
Source: Eurostat 2012



' E-commerce facts of the Netherlands
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« In the Netherlands, online sales revenues amounted to 9 billion euro in 2011,
sold from 37,500 web shops

 50% of the sales revenues comes from products (4.5 billion euro), i.e.
approximately 6% of all sold products were sold online

« Some products more than others: e.g. the online share of books sales is
10%-15%, while that of food is only 0.5%-3%

« The expectation of Thuiswinkel.org is that total sales of online purchases will
increase to 25% of total retail sales

Sales revenues of online shopping in the Netherlands, 2005 — 2011 (x mln. euro)

100,000
90,000
80,000
70,000
60,000
50,000
40,000
30,000
20,000
10,000

0

27

atlll

2005 2006 2007 2008 2009 2010 2011

Source: Thuiswinkel.org, 2012



"3‘ 'rf E-commerce growth of the Netherlands
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100 12
90
&0
70
&0
50 + 130/0
40
30
20
10
? 2011 012 2007 B 29 2000 2011 2012
Online orders (mil.) in The Netherlands Online revenue (mil.) web stores in The
Netherlands
12 £1.000
10 :ﬁ
8 +4o/0 €700 +40/0
€600
[ €500
€400
4 E300
2 E30
€100
1] E-
20mM 2012 2011 2012
Online buyers(mil.) in The Netherlands Online spending per person in The Netherlands
28

Source: Thuiswinkel Markt Monitor 2012, Thuiswinkel.org/Blaauw Research.
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Trends and developments to watch
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The most important e-commerce trends for the coming
years:

1. E is everywhere: on the road, at home, at work, QR

2. Voice of the customer - customer decides what,
how, where, when and why

3. Diversification of product and virtual assortment

Me-tail: online shopping gets personal and shopping
with your social network, from customer to fan

Growth of m-commerce sales (mobile-commerce)
Growing cross border e-commerce sales

Omni-channel commerce: online and offline sales
channels strengthen each other

8. E-Logistics where you want it: reliable delivery
against low costs with choices for the consumer

9. Increasing number of solutions for ‘last-mile’
(home deliveries)

10.Horizontal collaboration - small internet retailers
use platforms of established e-tail brands

P

Now

29
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E is everywhere
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Life plugged in: The digital world - with its always-on, 24-hour cycle of information,
communication and media —permeates lifestyles, shaping the way people interact, consume
and make sense of the world we live in.

Anthropologists have shown how text messaging — expected to top 9.4 trillion messages by
2016 (Informa Telecoms and Media, May 2012) - has transformed language; how instant
messaging has shortened attention spans, and how consumers are collaborating and sharing
in new-found communities that are no longer restricted by physical boundaries. These
communities often pursue a greater good, such as reducing their carbon footprint or helping
others with practical information on things as diverse as home health remedies, fashion trends
and where to spot a shopping bargain. From a consumer perspective, computer technology
has had the greatest impact of all by revolutionizing the way people shop. Now everything
from groceries and home furnishings to cars and holidays can be bought over the internet.
More than this, however, consumers can collaborate and share information, write reviews and
impart tips in new-found online communities. Shoppers are no longer restricted by physical
boundaries. Technology has empowered them.

E-commerce is everywhere nowadays, with everybody having tablets and smart phones to
purchase online. QR codes can be found anywhere and information is send through:

Google+ Facebook
Stayfriends Xing
Twitter Instagram
LinkedIn etc.
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An explosion of products has by definition resulted in
an increase in available substitute products.

The lifecycle of products will be significantly shorter,
making product innovation an even more critical
differentiator of high performance.

Long tail explosion: growing assortments due to
digitalization of assortment catalogues.

From milk to the automotive industry we are seeing
this. The impact on the supply chain is an explosion
in SKU counts over the last decade.

33



'iﬁ‘ 'ri' Diversification of assortment

yourlogisticsgateway.nl

NDL/HIDC
BRAND CAMP Ly Tom Fishburne
FLANKER MADNESS

e il
... AND THIS IS "‘-\\ W FuocE

/ ONLY THE OREO CoVERED
 SECTION 7! |
: NT )7 A
Z I JUST WA V)

P A COOKIE ~__j.

- ‘M/\_,)\_ —

;; S r—_’——- .°’ e ———
' |"1 .: : [ ..I f {/
f e Lo ' 1

FVOLE

© S/ae/03 SKYDECK CARTOONS. Com



"3‘ Fj Internet usage differs by product group

NDL/HIDC

50

Telecom
> Computer
Z Software Consumer
= Electronics
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D s Books Sport & Leisure
g Photo Furniture
=
L Household
c .
n Fashion Gardening
o |Wellness & beauty
0 12 24

Share bought online (%)
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Electronic goods, apparel, and goods are among
the most popular online categories
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% respondents who say they have bought online in the past three months

60% 65%

53%
Home appliances 65% - 62% 1%
N - |
— --- o - o
o [
S— s --
i - SRR - BN ERE
S EM - -
— m - CIEN  ENEW

Sports and outdoor 52%

Tickets 64% 74% 79% 71% 47%

Music and games 62% - 66% 46% 65% 62% 43% 69% 64% 57%

- - CHCEICE = ~ BN~ [

e v CHCEIEN - 1~ - CHCECE
. >75% have bought the category online 50%-75% have bought the category online - <50% have bought the category online

36 Source: A.T. Kearney Connected Consumer Study
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Fun shopping is not only possible
in offline shoppin? centers, but
increasingly also for online stores

Virtual fitting

“Fast fashion” will be the de facto
industry standard

Consumers themselves will help
form the communities of talent
required to service a vast
diversity of new and constantly
shifting demands

Stores as we know them will no
longer be relevant—many
shoppers will never even visit
one

Consumers will shop seamlessly
across multiple channels—and
expect to find relevant content
on all of them

Fast &
simple

Manual
alterations

Personalisation

Share with
friends

Personal
size advice

Wardrobe*

Source: Metail.com
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« Hyper personalization
« Customized dashboard
« Providing superior customer experience in the webshop

 Many products can be customized and personalized, for
example on the independent design site Fab.com

« You can get personalized recommendations of “real” people.
Social media really gives this an enormous boost with
Twitter, Facebook, LinkedIn

« Etail-tainment (e.g. gaming in shops)

III

KLM Meet & Seat: sit next to a Facebook- W
or LinkedIn person who is of interest to
you —

Bodymetrics: 3D technology enables to “fit” the
3g  clothes in your living room
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Sources Segments Message / Offer Individuals
— / - >
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—_— ; —l = — | [
Price Shopper, Over 35 e B
Facebook s a .
Fans \’ . » I
Likes Rap. Likes NFL :
. — @ —P—— 35
iPhone o e T = - |
: Hispanicteen, Lives in Metro ATL
Maobile App ____———> B —— snna e
Users —_— ’ R—p s > 5B > o
T — = -

Working Mother, 2 Teen Boys
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mCommerce Forecast for Europe in Billions

2012 2014 2015 2016 2017

Key Stats for 2017
_!_ 6.8%
Of all web sales
Dtk W A%
- De buyers "12-17 CAGR
'! €227
Average Spend

Source: FORRESTER RESEARCH MOBILE

Of mobile

users WI” COMMERCE FORECAST, 2012 TO 2017 (EU-7)
Countries: France, Italy, Spain, Netherlands,
be buyers Germany, Sweden, UK

Categories: Travel, Retail, Daily Deals

FORRESTER'
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Growing cross border e-commerce sales
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Consumer and trader attitudes towards cross-border trade and consumer protection
in the EU

of consumers felt confident making enline purchases from companies within their own country, whereas
were confident buying online from other EU countries.

of consumers had bought something over the Intemet in the previous 12 months and had bought online
from another EU country.

of consumers had bought something based on fraudulent advertising in the previous 12 months, while had
come across fraudulent adverts.

of consumers experienced delays in delivery of goods bought online in their own country, whereas for & 95, the
goods were not delivered at all

- only of EU traders sell across borders

of EU traders see the cost of complying with different national consumer protection rules as a big ob-
stacle to trade.

Sources: Flash Eurobarometer 358 and 359 (2013)




Growing cross border e-commerce sales
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E-commerce enables enterprises to establish their presence in the market at national level and also to extend their
economic activities beyond national borders in order to pursue opportunities elsewhere. Moreover, e-commerce has the
potential to reshape the European Single Market for enterprises and private consumers by enabling price and product-
related comparisons in a borderless market environment.

However, in 2012 in the EU-28, while almost all enterprises making electronic sales (17 %) reported that they sold to
the markets in their own countries (16 %), only 7 % of enterprises made e-sales to other EU countries.

In particular, the potential for cross-border e-commerce sales to other EU countries was not fully exploited. While 30 %
of enterprises in Denmark made e-sales — ranking it first among the EU countries — only 10 % of enterprises reported
selling to customers in other EU countries. A similar phenomenon can be observed for Sweden, where 26 % of
enterprises made e-sales but only 8 % sold to other EU countries.

Outside the EU, Norway has the highest potential for enterprises to expand into foreign markets, with 28 % of
enterprises making e-sales but only 6 % to customers in EU countries.

In 2012, more enterprises in Luxembourg and Ireland reported selling to customers in other EU countries (15 %, 12 %
respectively) than to their own country (14 %, 7 % respectively).

40% sales to own country
0% 4 W sales to other EU country
30% A Atotal e-sales
25% LA
209 i 3 N SO R iotalf-smes EU-28: 17%
15% R

F N

10% A4 Q0
5%

0%

IS DK NO CZ DE SE IE LT NL UK HR BE SK FI MT LU AT SI PT ES FR HU EE PL EL RO LV C¥Y IT BG MK
Source: Eurostat 2012
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. Internet Retailer Europe 500 merchants that sell online across European borders in three or more nations
with dedicated web sites are growing nearly twice as fast as the Europe 500 as a whole. The combined
sales of all 27 Europe 500 merchants that operate three or more European e-commerce sites totaled
$62.51 billion, up 29.2% from $48.40 billion in 2012. That far outpaces the 17% growth rate for the
Europe 500 as a whole.

. In 2013, 12.3% of all estimated European e-commerce sales happened across national borders, according
to Ecommerce Europe and the European E-Commerce and Distance Selling Association. That figure is
expected to increase to 20.1% of all estimated European e-commerce sales in 2018.

. 89 merchants, or 17.8%, of all merchants ranked in the 2014 Europe 500 operate dedicated e-commerce
sites in two or more European countries and 27, or 5.4%, have dedicated e-commerce sites in three or
more European countries. Those include: Amazon, Otto, ASOS, Groupe Auchan, Blue Nile, Brandos,
Carrefour, CDON, Decathlon, Dell, Disney, Dixons, Kerig, Hewlett-Packard, IKEA, Maclntosh Retail Group,
Lego, Tesco, Marks & Spencer, M & M Direct, Mobile Fun, Nike, Media Saturn, Sony, Apple, Zazzle, and
Spartoo.

2013 web sales | 2012 web sales
27 merchants with web sites

= N :
in three or more countries $62.51 billion $48.40 billion 29.20%

All Europe 500 merchants $155.23 billion $132.62 billion 17.04%

44 Source: Internetretailer 2014 Europe 500
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Iti-channel = the experience of a customer who shops using the different channels
made available by a company, such as brick-and-mortar stores, catalogues,
website, mobile application, TV commercials, and call centers.

Cross-channel = the experience of a customer who has used a combination of

several different channels for the same purchase. For example, a customer prints a
product configuration on a company’s website and then goes in-store to make the
purchase. A customer may also choose the product he or she wants to purchase
from a company’s catalogue, and then buy the product directly on the company’s
website. Another example is a customer who purchases through his or her TV set,
and then collects the product from the nearest store.

Omni-channel = the simultaneous use of two channels, like using a mobile phone

45

while in-store, or a tablet while watching TV. The term is also used to describe the
consistency between different channels that facilitates and streamlines customer
interactions. This means that a customer’s configurations and preferences saved on
one channel must be memorized and accounted for on all other channels. As a
customer, could you imagine if you had to recreate an account for each different
channel used (desktop computer or tablet, or in-store checkout)?
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« Sales through offline as well as online sales
channels

« The consumer wants to buy and order 24/7

« Offline retailers go online (webshops, online
appllcatlons In ShOpS) Gnline_and offline buying
« Online retailers search for an offline presence: behaviour 2011 - 2015

TV adds, flagship / demo stores, paper 2015 [l [

brochures and catalogues
2011 | [ ]

0% 20%  40%  80%  B0%  100%
m Online buyer » Offine buyer m Croge channel

Source: ABNAmro & CBW-Mitex, 2011

Groupon’s kiosks in Chicago, 2012  Customers in a retail store PanoPlaza: online shopping in real shops
purchasing online ATA g:;tu,'un'ts
46 .TLV International
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Multi-Channel

Single Channel

HE

L

o Customer sees multiple
touch-points acting

ndependently

o Customers expenence 3
single type of touch-paoint

* Retaders have a single lyge
O1 touCh-poing
ang OPEerabions exist in

technegal & fund<uonal 505

The Legocy The Reality
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¢ Retailers' channel knowledge

The Connected Customer

Cross-Channel Omni-Channel

g~

o Customers experience a brand,

n
¢ Cystomer sees multipie

touch-poents as part of the
same brand

not a channel wathun a brand

o Retaders leverage their ‘sngle
¢ Retalers have a "ungle view of view of the customer’ in

the customes” but operate | COOrSMAted and Straleged ways
functonal silos

The Aspiration The Nirvana

Source: NRF Mobile Blueprint
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OMNI-CHANNELING RETAIL = integrated strategy for consumer contacts through
a variety of channels.

Cross connections

.v i .
HE as;
g
,/
Websltes X
_‘___/

Gaming Consoles

I/M@

Physlcal Store

« physical retail

« online retail

« m-commerce (smart phones)
« t-commerce (tablets)

« f-commerce (via facebook)
« ?

Customers don't think in
channels. They think in
terms of getting stuff done
easily, quickly and cheaply.

Computers

Social Media .
www.i95dev.com
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The growth of omni-channel is dramatically
increasing supply chain complexity

The trend is toward shorter lead
times and click and collect

Predicted shift in fulfillment
channel importance

1. Store sales

Percentage of respondents
who offer a lead time of:

45
| Ill % =48 hrs
2. Click and collect (store) .l _ H8%
ﬁ 24-48 hrs
3. Home delivery 12-24 hrs
C o TE
12%
4, Click and collect &-12 hrs
(third party and drop box)
o
2-6 hrs

Source: EY in collaboration with The CGF: Re-engineering the supply chain for the omni-channel of tomorrow
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E-logistics

Providing superior customer experience means also that the customer
receives what he/she ordered when, where and how he/she wants

Reliable delivery against low costs with choices for the consumer

The gathered data will be used to have better tailored and targeted
marketing to provide even better services and be more efficient

Logistics makes a big difference in customer satisfaction

Main annoyances of online shopping

High transport costs
Delwery time

Product i1s not in stock
Inefficient payment

Product is not deliverad in time
To little discount on product
Inadeguate service
Inadequate assortment

Too expensive products
FPoor website

Poor quality of products

~fulfilment

-fulfilment

E-fulfilment

E-fulfilment

= 2010
2008

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

Sowrce: ING, 202, ICT Barometer (Emst & Young)
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Late cut-off times

Deliveries everywhere the customer would like
Next day deliveries or even faster

Flexible return policy

Local collection addresses

Deutsche Post AG (DPW)’s DHL unit is in talks Volvo Car Group on a
partnership that would allow the parcel-delivery service to remotely open
autos made by the Swedish manufacturer. Discussions with other
automakers are also ongoing, and a program that enables one-time access
by a delivery agent may be announced in the coming weeks (Bloomberg nov
2014) . . &

- 5 £
amazon
. ~——"PrimeAir ~ %35

Delivery by drones — Amazon Prime Air drones, |
the goal of this new delivery system is to get

or less using unmanned aerial vehicles.
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BNL-2014 11 FR-2014 ODEe-2014 B UK-2014

10% -

Deliveries within Deliveries within Deliveries within Deliveries 8 days and

Delivery times of the Netherlands are a global exception with > 80% deliveries within 24 hours

Delivery times within France, Germany and UK: 2-3 days is standard

52 Source: Global Webshop Logistics 2014
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SME’s face daily challenges:

« limited capital and lack of access to adequate and timely banking
finance

 Non availability of suitable technology

« small production capacity

non-availability of skilled labor at affordable cost

inability to compete with larger organizations’ marketing muscle.

Small and medium-sized enterprises (SMEs) are some of the biggest
beneficiaries of e-commerce, as they now have the opportunity to
overcome logistical and geographic challenges in terms of access to
markets. SMEs can reap the efficiency gains associated with the use
of e- commerce, arising from reductions in business costs by
eliminating middlemen and a rationalization of business processes. In
addition to these static gains, SMEs can also use e-commerce to
create added value by producing new products, adopting completely
new business practices, or changing the ways in which they interact
in the marketplace.

Source: Unilogcorp.com
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As with many previous technologies, the SME sector has been slow to adopt e-
commerce, due to several reasons, such as lack of awareness of e-commerce
applications, shortage of technologies tailored to the SME’s needs and financial abilities,
lack of capital and/or skilled personnel, the significant cost of e-commerce solutions and
SO on.

An early study showed that the main driving force for many SMEs to adopt e-commerce
was pressure from larger trading partners or suppliers to do so. The increasing levels of
competition had also driven several SMEs to seek competitive advantage through
innovative technology. Thus, in the early days, reluctant ‘adopters’ were pushed into e-
commerce though external pressures from suppliers, business partners, customers and
competitors. Today however, there has been a growth in adoption, reflecting an increase
in SME confidence with regards to e-commerce benefits.

Drivers for e-commerce adoption include new modes of direct or indirect marketing,
strengthening of relationships with business partners, the ability to reach new customers,
improvement in customer services and the reduction of costs in communication. Other
minor drivers are the reduction in communication costs, improvement in lead time and
improvement in sales.

Lastly, we find that globalization has begun to affect SMEs as well — a recent research
report states that ‘the potential to grow international transactions as an additional
revenue stream is driving SMEs to extend or upgrade their e-commerce services to
enable easier cross-border transactions.’

Source: Unilogcorp.com
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SME’s: Top 5 factors to consider before
selling on any online marketplace
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« Marketplace site traffic
 Customer and product fit

« Merchant support and service
« System, access and control

« Margin, fees and ROI

Source: Unilogcorp.com
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* Financial resources

e Organizational Culture
e Skilled IT personnel

e Appetite for risk

* Management support

e Infrastructure for
conducting business

e Government policies
and incentives

Source: Unilogcorp.com
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SME can choose to either utilize a readymade B2C platform or develop its
own e-Commerce website. While most solutions offer the standard
features of shopping cart, and payment processor, there are several
considerations before choosing a particular solution:

1. Sophistication of solution: monitor customer activity on the site, and
take action based on the identified behavior

2. Business user friendly features: technically and architecturally sound
with proven capabilities and with tools that business managers can use
themselves

3. Scalability & flexibility: the product catalog should not be rigid and
uncompromising, but should be able to handle different types of products
— physical, services, virtual/downloadable etc. and be able to handle the
peaks and troughs in demand.

4. Integration with other enterprise systems: integrate seamlessly with
other enterprise systems in order to deliver feature-rich buying
experience

5. Reporting and analytics: capture both historical data and behavioral
data and analyze the same to provide rich insights into the running of the
business

6. Search capabilities: support a compelling and personal search
experience, with a pre-integrated and catalog-aware search engine

Source: Unilogcorp.com
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Ecommerce business owners have many choices when it comes to shopping
carts or ecommerce platforms, almost all of which claim to be easy to deploy
and manage. There are 3 options:

1. Hire a designer and a Web developer to help them create the perfect
ecommerce site

2. Use a shopping carts and ecommerce platforms that are most tailored to the
do-it-yourselfer, no design or Web development team required. Some
options:

Magento
Shopify
Bigcommerce

3. Use a platforms of established e-tail brands by small internet retailers is
called horizontal collaboration. Some options for online marketplaces and

merchant services:
CommerceHub
Ocoos
Alibaba
Amazon

58
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* Many different trust marks across
Europe

* Local heroes should be supported for
country sites

« Some trust marks have their own
terms & conditions impacting shipping
and return policies

nnnnnnnnnnnnnn

thuiswinkel WEBSHOP V
waarborg TRUSTMARK

CONFIANZA - EL PARTNER
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StroncI;; know-how and focus on standards, security and
compliance aspects throughout the life cycle of implementations

Focused security specialists, Business analysts, Technology and
QA Architects with specialized focus on contemporary practices
around compliance and security

Strong experience on pertinent standards and regulations,
includes strong experience in PCI-DSS,

PA-DSS, MasterCard SDP, VISA-CISP, Verified by Visa,
MasterCard Secure Code, Net Safe, SAS 70, ISO 27001

Strong Security solutions expertise on:

— Business Continuity Solutions : Spambot avoidance, Replicated multi
data centre solutions, Recovery solutions

— Threat management: Threat modeling, Penetration testing, Vulnerability
assessment and concealing, Security audits, Siege detection and
Intrusion prevention solutions

— Cryptography solutions

Source:Cybage.com



N European Directive on Consumer Rights
NI
yéisticsgaténl

NDL/HIDC

The Directive on Consumer Rights aims at achieving a real business-to-consumer
(B2C) internal market, striking the right balance between a high level of
consumer protection and the competitiveness of enterprises. It is renewed
as of 13 June 2014.

The following are the 10 most important changes for consumers in the new
Directive:

1) The proposal will eliminate hidden charges and costs on the Internet

Consumers will be protected against "cost traps"” on the Internet. This happens
when fraudsters try to trick people into paying for ‘free’ services, such as
horoscopes or recipes. From now on, consumers must explicitly confirm that they
understand that they have to pay a price.

2) Increased price transparency

Traders have to disclose the total cost of the product or service, as well as any
extra fees. Online shoppers will not have to pay charges or other costs if they
were not properly informed before they place an order.

3) Banning pre-ticked boxes on websites

When shopping online - for instance buying a plane ticket — you may be offered
additional options during the purchase process, such as travel insurance or car
rental. These additional services may be offered through so-called ‘pre-ticked’
boxes. Consumers are currently often forced to untick those boxes if they do not
want these extra services. With the new Directive, pre-ticked boxes will be banned
,aCross the European Union.

Source: European Commission



N European Directive on Consumer Rights
NI
yéisticsgaténl

NDL/HIDC

4) 14 Days to change your mind on a purchase

The period under which consumers can withdraw from a sales contract is extended
to 14 calendar days (compared to the seven days legally prescribed by EU law
today). This means that consumers can return the goods for whatever reason if
they change their minds.

« Extra protection for lack of information: When a seller hasn’t clearly informed
the customer about the withdrawal right, the return period will be extended to
a year.

« Consumers will also be protected and enjoy a right of withdrawal for solicited
visits, such as when a trader called beforehand and pressed the consumer to
agree to a visit. In addition, a distinction no longer needs to be made between
solicited and unsolicited visits; circumvention of the rules will thus be
prevented.

« The right of withdrawal is extended to online auctions, such as eBay - though
goods bought in auctions can only be returned when bought from a
professional seller.

« The withdrawal period will start from the moment the consumer receives the
goods, rather than at the time of conclusion of the contract, which is currently
the case. The rules will apply to internet, phone and mail order sales, as well
as to sales outside shops, for example on the consumer's doorstep, in the
street, at a Tupperware party or during an excursion organized by the trader.

Source: European Commission
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5) Better refund rights

Traders must refund consumers for the product within 14 days of the withdrawal.
This includes the costs of delivery. In general, the trader will bear the risk for any
dr?magedto goods during transportation, until the consumer takes possession of
the goods

6) Introduction of an EU-wide model withdrawal form

Consumers will be provided with a model withdrawal form which they can (but are
not obliged to) use if they change their mind and wish to withdraw from a contract
concluded at a distance or at the doorstep.

7) Eliminating surcharges for the use of credit cards and hotlines

Traders will not be able to charge consumers more for paying by credit card (or
other means of payment) than what it actually costs the trader to offer such
means of payment. Traders who operate telef)hone hotlines allowing the consumer
to contact them in relation to the contract will not be able charge more than the
basic telephone rate for the telephone calls.

63

Source: European Commission
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8) Clearer information on who pays for returning goods

If traders want the consumer to bear the cost of returning goods after they change
their mind, they have to clearly inform consumers about that beforehand,
otherwise they have to pay for the return themselves. Traders must clearly give at
least an estimate of the maximum costs of returning bulky goods bought by
internet or mail order, such as a sofa, before the purchase, so consumers can
make an informed choice before deciding from whom to buy.

9) Better consumer protection in relation to digital products

Information on digital content will also have to be clearer, including about its
compatibility with hardware and software and the application of any technical
protection measures, for example limiting the right for the consumers to make
copies of the content.

Consumers will have a right to withdraw from purchases of digital content, such as
music or video downloads, but only up until the moment the actual downloading
process begins.

10) Common rules for businesses will make it easier for them to trade all
over Europe.

These include:

A single set of core rules for distance contracts (sales by phone, post or internet
and off-premises contracts (sales away from a company’s premises, such as in the
street or the doorstep) in the European Union, creating a Ievelfplaying field and
reducing transaction costs for cross-border traders, especially for sales by
internet.

64

Source: European Commission
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E-Commerce legal requirements differ per country
In many industries country specific regulations are applicable
VAT-registration per country required

65



VAT-implications for pan-European
B2C sales (distance selling)
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Start-upe / small & medium sized
companies - _
Austria, Belgium, Cyprus, EUR 35,000
« Businesses engaged in distance selling Estonia, Finland, Greece,
across borders have to meet specific EU VAT Hungary, Ireland, Italy, Latvia,

Lithuania, Malta, Portugal,

regulations aimed at ensuring that el Elen e S

customers pay the correct VAT with respect Erice Gaimany. Lierbeurgy || EUR 1007608

to country and rate. Netherlande
« Businesses engaged in distance sales are Bulgaria BGN 70,000
allowed to charge the. VAT rate (_Jf the Croatis HRK 270,000
country the business is located in as long as :
sales value is below threshold (see Table) . Czech Republic CZK 1,140,000
Denmark DKK 280,000
] Poland PLN 160,000
Mature / large companies
. Romania RON 118,000
* Once the particular annual sales threshold
has been reached, the business is required Sweden SEK 320,000
to apply the consumer’s local VAT rate to United Kingdom GBP 70,000

the sale.

« This requires the business to VAT register
with the local tax authorities of that
country, and report collected VAT .

* Only registration for VAT purposes is a
must. Such registration carries no
additional tax or other implications.
Establishing a presence in other EU
countries by way of a branch or other
company is not required.



'ﬁ% 2 main types of B2C sales
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 Goods - Purchased online and then shipped to consumer.

« E-services > Downloads (for example games, apps, online
news, etc).

BRIDDGE
67 Legal & Finance
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Where are goods taxed?
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Selling from EU?

1. General rule, goods taxed in country of customer. Local VAT
registration required;

2. Exemption: VAT thresholds. When selling to other EU countries. »>
No local registration required if sales under these annual thresholds.

Selling from EU to non-EU consumer?
1. No VAT applicable on invoice.
2. Local legislation may require registration.

Goods supplied from non-EU countries?

The above applies plus import VAT (normally refundable) and custom
duties.

Briddge can assist with registration in the Netherlands and keeping the
company tax compliant.

BRIDDGE
Legal & Finance




" Consequences of direct import
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0 Noumine

« Importer of record necessary in Germany, France, Italy, etc.
« Additional compliance costs
« No consolidation in country of export: higher transport costs
« Local warehouse solutions means extra costs
« Local import VAT directly payable
« Different VAT rates applicable:

- risk of different sales prices

- software adjustments
« No VAT reclaim on returned goods

/
\

Germany
19%

Italy
22%

69

Source: FocusonVAT
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Consequences of local set-up
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« Centralized clearance: no local importer of record necessary
« No prepayment of import VAT in NL

« Only additional compliance costs when sales go up

« Centralized warehousing: no sales, no VAT due

« Returned goods = VAT reclaim

« Centralized VAT payments

Set-up through fiscal representation

« Power of attorney + contract

« Start and finish when B2C supplier wants: maximum flexibility

« Import deferment license available = No import VAT due

« Monthly report of all EU sales

« Monthly payment of VAT to Focus on VAT (bulk transfer to trust
account) or to the tax office directly

« EU coverage for local registrations

70

Source: FocusonVAT
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21% NL VAT

Collected a0
VAT < € 100.000 = 21% NL VAT
from > € 100.000 = 19,6% FR VAT +
actual Registration
Sales
B2Csupplier
- 0
_com < € 100.000 = 21% NL VAT

> € 100.000 = 19% DE VAT +

Collected Registration

VAT

from
actual < GBP 70.000 = 21% NL VAT

ales > GBP 70.000 = 20% UK VAT +

Registration

Import 0% VAT

i (deferment license)

Source: FocusonVAT
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Where are E-services taxed?
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Sales from non-EU: taxed?

Taxed in country of consumer - Local registration required >
Different VAT rates per country = high administrative
burden.

Changes per 1 January 2015!
Sales from EU and non-EU both taxed in country of consumer.

Moss-ruling

To prevent local registration, all VAT declarations can be done
from one country. Local tax authority arranges VAT payments
to respective tax authorities.

Registration in one EU country is mandatory!

BRIDDGE
Legal & Finance
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Now: VAT is based on where the eService Provider is based
Jan 2015: VAT is based on where the e-consumer is based

Previously based on
merchant location

EU tax authorties have
agreaed

. ) ‘ Need to comply with 28
countries’ VAT ws
EU VAT RULE CHANGE VAT now based on

customer location

taxamo

73

Applicable for:

*Gaming, e-books and distance
teaching

*Software and software
upgrades

*Websites, data storage,
hosting, VoIP and content
*Music, films, images and
photographs

Gambling & games
*Marketplaces

*Digital goods and subscriptions
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"3‘ Fj VAT structure 2015 E-services
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290.000 merchants in Europe
You need to identify the country of each customer

You need to apply the VAT rate of the country where the
consumer is based

You need to remit the money through the MOSS
You need to identify your customer through:

« IP address

« Billing address

« Bank Details

 Mobile country code

« Other commercial relevant information

You need to store all data you collect for 10 years and be open
to an audit from any country in EU

You need to adhere to VAT laws in 28 countries of invoicing
(around 14 are a bit different)
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;ﬁ A Content management and front-end
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- « Content management tailored to local
needs

« Local language content & support
 Local return address or drop-off point
 Local look-and-feel

 Local leaflets, invoice and shipping
collateral
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qu Integrating Customer Order
Management And The Store

urlogisticsgateway.nl
NDL/HIDC

A 2010 IBM study of over 30,000 global consumers entitled
Capitalizing On The Smarter Consumerl found that:

"...49 percent of respondents are instrumented - a 36 percent
rise in 12 months globally. The number of shoppers who are
currently not willing to use any technologies has also fallen to
just 14 percent. The Internet and in-store kiosks remain the
most popular options: 75 percent of all consumers are willing
to shop on a retailer’'s Web site, while 39percent are willing to
use in-store kiosks — a year-on-year increase of 10 percent.
But interest in digital TV and mobile technologies is climbing
even faster. The number of consumers who are ready to use
digital TV has risen 41 percent (from 17 percent to 24
percent), and the number of consumers who are ready to use
mobile technologies has soared by 92 percent (from 13
percent to 25 percent).”



~' Flexible IT — make sure IT will not
(U hamper your growth
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Open Source - Eco-System of Developers / Support Options

B iig

Wordpress = =
Magento oomla E3
E¥a ZenCart
m OpenCart
VﬂJeMart@ EEER Volusion

osCommerce

EX2l Interspire Internet Shop

Commercial closed softwaré€_ustom software
challengers leaders p I atfo rm s

s 3

£) shopify :

PEE WP E-commerce

LT ASPdotnetStorefront

m BigCommerce
m 1BM Web Sphere
XCart

mMagento :

Enterprise Editi

F—L

GSI Commerc IBM:Ve/waare Commerce
Microsoft x

L VATG
3 Sterling Cammerce E PRESTASHOP q u
o i QK & /\ —— et RRe) Ubercart
X Oracle e < S
g Digital River & 1 . { d} m Magento 05% Jaat)
‘enda
5 EI?stlc Path Soﬂwar ny “Demandware \_/l Community Edition Ecwid
J:In(ershop CommLm%a(ions etSuite Magento PE
Eslcala'e Retail\_®, eMarkotl iva
BroadVision® Access c m Magento Go
Veommerces

Volusio r/a@ Requisite Softyvare

J

niche players visionaries

completeness of vision F———p~

« Open source eCommerce platforms are clearly winning in the market

77
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‘3‘ 'rf Roadmap to set up optimal IT
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Supply Chains Visibililty & Connectivity

{

: Intei?ei lary 3 £
ERP 2 Supplier Y 7~ ey Retailer Z

Supplier X N t '}

\J
PLC

WMS B

;
| PLC |
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Payment systems
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PAYMENT AND SECURITY
- More than of consumers feel safer seeing
D'SCOVER] 8 O% trucst;‘vs:rth; card logos prorlninently

displayed within an online store.

VISA Cirrus

7

Payment options:

$55S

40% of respondents would have more 59% will abandon a transaction if their

confidence in an online shop that had preferred payment method is not in place.
more than one payment method.

Most popular payment gateways:

e PayPal

6 Authorize.net
€© usa epay

PayPal processes 60% of total
web transactions making it the
most popular payment gateway.

Source:JMAC Web, LLC 2014
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The Netherlands
»>  IDEAL

> Direct Debits NL
»» Paysafecard

> AfterPay

Belgium

> Bancontact/Mister Cash

> CBC Online
> KBC Online
>> ING Home Pay

> Belfius Direct Net

United Kingdom

> Maestro UK

Payment systems in different
European countries

Germany
» ELV

> Giropay
»  Ratepay

»> Open Invoice DE

France

»» .Carte Bancaire
> Kwixo credit

> Kwixo comptant

»> Kwixo apres réception

Austria

> EPS

International

MasterCard

VISA

American Express
eMaestro

PayPal

Klarna

Open Invoice (DK, Fl,
NO en SE)

Diners Club
JCB
AirPlus

UATP



Order-to-cash
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Financial Services

Accounting

Administrative processing of all transactions
Customer Invoicing

Create invoices and credit notes

Accounts Receivable

Credit limits, debtor reminding, solve issues and disputes

Financial Reporting
Monthly, quarterly and yearly financial reporting

Tax Administration
VAT, IntraStat , Corporate Income Tax

RHENUS

81 MLocIsSTICS
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% Complex supply chain
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The specific characteristics of internet logistics (small, individual
shipments, significant returns), large amount of fragmentation
from multiple shippers, products and 3PLs, combined with the
capricious and hard to predict question in e-commerce, makes
the management of the supply chain complex.

Key influencers:
« Business requirements: stringent cut-off times, lead times

« Product characteristics: consolidation of small/large,
light/heavy, food/non-food, ambient/temp controlled items

 Volume: # orders, order lines, pieces, Ltrs
« Order profile: from pallet/case level to piece level

« Distribution: from weekly to daily transportation, from store
address to Customer address

« Inventory allocation: inventory sharing, long tail (X-dock)
« Explosion of returns flow

82



'iﬁ‘ 'r’;' E-fulfilment: in the heart of E-commerce
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® E-fulfilment is the entire supply chain management process behind the online
web shop to ensure consumer orders are processed, products are delivered
on time and that returned orders are managed efficiently and effectively

, E-fulfilment

Front office Logistics Back office
On-line shop Warehousé Transport Returns Back office
- Assortment - Inbound - Shipment - Return transp - Customer servicy

- Website design / - Storage - Delivery - Return handling - Stock manageme

- E-marketing - Order picki - Delivery of - Waranty
- Product developmeg - Loading other p - Fin/adm. seryj
|
e o oo oo o o e e mm e e e mm mm m e Em Em E o o EE EE EE e e EE EE EE EE EE Em Em e ul

Source: Buck Consultants International , 2012

83



The keys to success for achieving
customer satisfaction in e-fulfilment:

NDL/HIDC

. Short lead times in which on time delivery is more important
than the speed of delivery

. Low transportation costs

. Greater choice in delivery/collection options including time
slots during the day to avoid waiting the whole day for a
shipment to arrive

. The ability to return product “hassle free” and get refunds
quickly

Source: Buck Consultants International, 2012



Choose the best e-fulfiiment model
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The e-fulfilment landscape from the manufacturer to the
customer: many options

» Express comp

> PUDO —

Parcel/ courier

v

—— > E-tailer

3PL
Specialized E- Parcel/ courier
fulfilment service
provider
l Express comp
3PL
| |
Retailer ¢

— > Parcel/ courier
I—b PUDO —]

—— > Express comp

— Offline fulfilment
——> E-fulfilment

85

Source: Buck Consultants International, 2012



@ Production

. Hybrid model -
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—>
@ Production —— Distribution
Centre
—>
Distribution -
Centre
@ Production
Distribution R
Centre
—>
Production —— Distribution |
Centre
Distribution >
Centre
@ Production
Distribution >
Centre

Consumer

Consumer

Choose the e-fulfilment distribution
model that works best for you

. Direct delivery - Often

for unique custom made
products

. Combination centers -

Stores and on-line
customers serviced from
same facility

. Dedicated centers -

Stores and on-line
customers serviced from
separate locations

. Store distributed - on-

line customers are
serviced from stores

Combination of the above
strategies based on
geography, SKU segment
(type or velocity)

Source: Buck Consultants International, 2012
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characteristics

For each product group, a different solutiol

Different product groups ask for different network solutions, depending on their

« We expect that as products are sold more internationally, Regional and European
DCs will become more common for e-fulfilment

Characteristics!) | Lead Value Sales Interna Size of

time €/ kg volum tional product
Wp e sales s
1. CDs, DVDs, BooRS~—___ 0 4 + -
2. Consumer electronics 0 + + 0 -
gbéb;’;zs)arel & shoes (inc ) 0 + + 0
4. ICT hardware 0 + 0 0 0
5. Fashion accessories 0 + + -
5. Toys 0 0 + 0 0
6. White goods 0 + - - +
7. Furniture + 0 - - +
9. DIY 0 0 0 - 0
10, Med b producs IR
11. Pharmaceutical products - + + 0 -
12. Office furniture + - - +

13. Fresh food - - + -
1) + = high, 0 = average, - = low

Prevailing Prevailing

warehouse warehouse

solution solution in

now?2) future?)

SDDC RDC
SDDC EDC
RDC EDC
SDDC EDC
RDC EDC
RDC RDC
SDDC RDC
SDDC RDC
SDDC RDC
EDC tal'i\:ough EDC
SDDC RDC
SDDC RDC
MDDC MDDC

87 2) EDC = European Distribution Center, SDDC = Single Domestic DC, MDDC = Multiple Domestic DC, RDC = Regional DC

Source: Buck Consultants International, 2012
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ﬁ%}'f) Find the right location
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Critical location criteria for your e-fulfiiment
operation(s)
Logistics

1. Proximity to a large group of customers

2. Logistics profile

3. Taxes and customs Competition on fast,

4. Availability and costs of labor relidabll_e, an? eflficient
. .y elivery 1or iow

5. Availability and costs of real estate Cglsts

Back office

® Availability of labor (languages, experience, knowledge)
® Cost of labor

® Real estate costs

Source: Buck Consultants International, 2012



Location comparison e-commerce
operations 2014

DE - Rheinland-Plalz
DE - Saarland

BE - Wallonig
ML - Zuig-Nederland
NL - West-Nederiand
EE - Viaanderen

UK - East of England |
LU - Luxemiourg |

BE - Brussel |

DE - Hordrhein-Westfzlen
DE - Kiedersachsen

UK - South East

UK - East Midlands

FR. - Nord-Pas-de-Calais
DE - Thiringen

UK - Yorkshire and The Humber
LK - Morth West

UK - London

LUK - West Midlands

DE - Hessen

ML - Cost-Nederand

UK - Morth East

UK - Wales

DE - Bremen

DE - Baden-Wirttembeng
ML - Moord-Nederland

DE - Sachsen-Anhalt

UK - South West

DE - Bayem
FE - Dle de France

DE - Sachsen

DE - Hamburg

DE - Schleswig-Holstein
DE - Brandenburg

DE - Berlin

DE - Mecklenburg-Vanpomimem
Uk - Horthern Ireland

UK - Scotland | —————

FR - Bassin Parisien

FR - Canbre-Est

FR - Duest

FR - Sud-Dwest

FR - Méditerrande

000 1,00 200 300 400 500 600 700 800 9,00

3 Market proximity " Infrastructure

“  Labor market ® Operational costs
=  Availability warehouses and land = Competences

= Investment climate

Source: Vlaams Instituut voor de Logistiek



n]a‘,g- Location comparison e-commerce

operations 2014

Top 10 locations Least interesting locations
DE - Rheinland-Pfalz 7,74 clo) | DE - Brandenburg 5,18
DE - Saarland 7,61 ¢l | DE - Berlin 5,01
BE - Wallonié 7,54 c¥/ | DE - Mecklenburg-Vorpommern 4,99

NL - Zuid-Nederland 7,36

W
co

UK - Northern Ireland 4,89

NL - West-Nederland 7,10 UK - Scotland 4 74

slef- ][] I- ]

O

BE - Vlaanderen 7,04 FR - Bassin Parisien 4,6
UK - East of England 7,00 "5 | FR - Centre-Est 4,25
LU — Luxemburg 6,98 “¥3 | FR - Ouest 4,19
BE - Brussel 6,95 228 | FR - Sud-Ouest 4,12
10 FR - Est 6,95 FR - Mediterranee 4,02

Source: Vlaams Instituut voor de Logistiek
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® Labor intensive: picking &

® Working hours during night time
® Many machines, sorters and

® More item picking racks instead
® Available space for back- and

® Many SKUs, loading docks for

%%ﬁi% The logistics process defines the
smawmeay  E=CcOmmerce distribution centre set-up

NDL/HIDC

2
A 3
1 Picking and -
Stock-keeping > packing / g ailc‘lll::x::s
handling

packing

robots
of pallet racking

front office

small trucks and vans

Source: Buck Consultants International, 2012
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E2E Supply Chain costs
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E2E Supply Chain cost typically ranges between 20-30% of revenues for an E-
commerce company

Typical “pain points”:
Low delivery reliability
High customer service costs

- B0% High return ratio’s and costs
8 % 50% Faulty inventory administration
S5 W Too high cost-to-serve
==
&uﬁ A%
G 8 2%
10%

- Efficient SCM typically makes the difference between a profitable and loss-making
eCommerce operation

92

Source: Districon 2014
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Short lead time perceived valuable
Yes . No

Commodity
sellers

Branded
sites

93

Source: Groenewout 2014



"‘3 pj Some major changes are just starting up
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« MID-TERM: stock closer to customer & STOCK further up in supply chain

o VA
Commodity" .
sellers - g

o AJE
L
Q- t“\‘
i
£ .
Branded .
sites st i
g AT
@z “CNEa

94

@ Wider assortment
@ Deeper assortment

@ Demand for Value
Added Services
@

Cross border selling

e Faster online delivery
requested by customers

@ Increase sales (Product
offered via multiple E-
tailers)

@ E-tailers search for
partners

@ Product storage &
handling shifts
partially to wholesaler,
manufacturer & other
E-tailers

@ Product is stored at
other locations/
companies in the
network
- closer to the
customer

Source: Groenewout 2014
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W Supply Chain Demand Network
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« End state: SUPPLY CHAIN DEMAND NETWORK

CURRENT MID TERM SOLUTION END STATE

r L2

st

HLO

.

T8
M

Branded
sites LU

95 : ' Source: Groenewout 2014
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'W Supply Chain Demand Network
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End state: SUPPLY CHAIN DEMAND NETWORK

Collaboration is king

Network far more complex than e d
B - =
current typical Supply Chain 2 _

@ Ay W ,/‘é
E-tailers increase assortment, both in {, rr
depth and width e 4 s

. P

E-tailers expand to other countries/ L g :,2
markets ,

© L AN LG
Inventory sharing, both horizontal and A N A
vertical , IS N

o ; y L
Piece picking at all levels of the
network (including producers!!)

Optimal network per product/market combination,
NOT by company

96 Source: Groenewout 2014



-- Typical traditional Bricks-only
AL I Supply Chains Model

yourlogisticsgatéway.nl

- NDL/HIDC

> . .
-qﬁﬁﬁ\-qﬁﬁﬁ\b]ﬁifu-%

Manufacturer Bricks only

Brand Owner Offline Consumer
Wholesaler Retailer

97 Source: Groenewout 2014
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Bricks Only Clicks Only Bricks & Clicks

With (non)assets

Exploration Furchase Exploration Purchase Exploration Purchase

Mono Store Store Internet Internet
Channel

. Store Store
Vult E-E3
Channel

Internet Internet

98 Source: Groenewout 2014
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Direct delivery model
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L o al ® Production facility
-'_;';,_H W e Distribution Center
gL HS m—) Froduction to DC/store
& : P j*r*:+ +$+ ]
/'- : _ mmmmm Direct to customer
.EL‘.hq/}"" - - :
| -'l'sl'-
Characteristics
« Most often seen for high value / luxury goods (Lenovo, Apple), and unique custom made

products
» Typically uses express parcel / airfreight network
« Can also be used by small scale local manufacturers

99 Source: Buck Consultants International / DHL 2012
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" Dedicated Centers
" NoLHIDE
) f . ® Production facility
Al .\ @ Distribution Center
. "tl [ o, _ -::--q—!—p o O Shop
i'-ﬂ o :
hCl;_, ':-_—-* ! mmmm) [roduction to DC/store
/_____, s l - ey Dircct to customer
e b gt ) Store service

Characteristics

« Stores and on-line customers serviced from dedicated facilities for each channel

« Can be a single facility or multiple facilities, although typically limited for both retail and
online business (Exception: Amazon has over 10 facilities in Europe)

« Service areas (store and direct to consumer can overlap)

« European examples include Urban Oultfitters, Tesco, Esprit

100 Source: Buck Consultants International / DHL 2012



qa‘,g- Sales channels with multi-channel - the
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Bricks Only

future

Clicks Only

ST nowmipe B

Bricks & Clicks

Exploration Furchase

Exploration Purchase

Exploration Purchase

Cross
Channel

101

Internet
& Store

Source: Groenewout 2014



The ideal supply chain - different views
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What is the ideal supply chain design to support cross-
channel inventory management?
BwWinners M Others

Fulfill demand from any channel out of any 4%
distribution center

A channel-specific supply network that enables | 9%
some inventory sharing | 8%

Virtual pools of inventory out of channel-specific
distribution 45%

A channel-specific supply network; no inventory 8%,
sharing

Outsourced fulfillment to a third party ”’ 99,

102
Source: RSR Research, March 2011
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State of transition
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Ideal vs. Current State supply chain design to support cross-
channel inventory management

B'Winners-ldeal Winners- current M Others- Ideal Others- Current

Fulfill demand from any channel out of any 4%

distribution center

A channel-specific supply network that enables
some inventory sharing

Virtual pools of inventory out of channel-specific

distribution
A channel-specific supply network; no inventory i 24%
sharing 0% 20%

4%
Outsourced fulfillment to a third party B 9%,
10%

103
Source: RSR Research, March 2011
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ZARA

NEW COLLECTION

WOMAN
MAN

KIDS

GIFT CARD

APPS
CAMPAIGN
LOOKBOOK
PEOPLE!
FILMS
CITIES

+INFO...

Click & Collect | | o’
Pick up your pre-ordered (& F} [
groceries here

104 Source: Buck Consultants International, 2012



~. Cross channel impact differs by
company type
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Change in internal logistics - Both B2B and B2C picking/shipping
« From pallet to piece pick
 From retailer address to customer address
« Different lead time requirements

Change in internal logistics - Both B2B and B2C picking/shipping

Logistics opportunities are typically to be found in
— Sharing inbound and bulk stock of items sold both online & offline

— Return flow
— Potentially in transport between warehouse and (pick up) store

From a logistics point of view, everything else is challenging!

105



Mindmap for cross-channel fulflment

wander information 2fSlizte merkstng
Continuing online sales growth is product paar raviews | markating | socalmetstng,
leading to increasing front-end and 3 v JonAkd e ou—ck %
back-end callaboration betsreen %— T Chewal cecfict men AQ
webshops. Taking a joint approach sacial bovi @ @ sales icing and 9
to logistics would help them to e _h""' i channal assermant plen
further benefit from economies of &l - ozstomsrs expactstisns s |_costomar sanvica R
< = sup) n
scale. Supply Chain Movement and ebanced shepping | o b P [[ tista o
Manhattan Associates have created peymant optons BUYING channe! besed (e
a mindmap to outline the route, d ooweniance IMPACT 5 el 0
induding road signs indicating ] fulliment EVOLUTION supply chain inventory lecations
potential hazards along the way. rotum air pricing ——
rovenua shilt
otal revence incrosse
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MINDMAP MANUAL
E-commerce growthc Despite the acone-  the way with onling reprasenting 12per-  outsooroing their o-fulfilmant sctivities,  duces o the intemet for pick up in & store Whils #t is relativaly sasy to setup mavitable reterns process canalsobe the physical world, there is 2 growing
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~. From “order from anywhere,” to a
“fulfill from anywhere” model
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Omni-Channel Experience

3]

Custones

Fullfill from Anywhere

Pop Up Stores

Outlet Locations Brick &
Mortar Stores
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What are the top 3 business challenges surrounding your

company’'s omni-channel fulfillment strategy ?
B'Winne B Others

Consumers expect retailers to provide a more
seamless omni-channel experience

B2%

In order to hit performance expectations, we must
leverage inventory as a shared resource

Were not capturing all the sales we could in our
primary channel - we need integration into our
ather channels to do that

Price is no longer a differentiator — we have to
provide better service

32%

We need to drive sales in our primary channel, and
an integrated omni-channel experience will do that

Omni-channel customers are more profitable than
single channel customers — we need to be where
the profit is

3%
36%

YWe must become more efficient: our secondary
channels will never be big enough to stand on their
own

108
Source: RSR Research, March 2011



.. From omni-channel to e-fulfillment:
critical success factors

yourlogisticsgateway.nl

NDL/HIDC

1. Providing superior customer experience - online as well as in the delivery: the
customer receives what he/she ordered when you promised. The consumer has to
experience a consistent and relevant experience and service via each
communication- and sales channel.

2. Borders between physical and online are fading. Everything has to be possible.
Fulfilling internet order from a store when the e-warehouse is out of stock,
discount in the store via Foursquare on the smart phone, integrated delivery
routes for stores and end-users etc.

3. Integration of all channels becomes a crucial condition for attracting new
consumers (conversion) and maintaining current customers (retention).

4. Ability to use online technology efficientl‘y to manage online traffic, the payment
and processing of orders and the whole e-fulfillment model which includes
interfacing with e-fulfillment partners

5. Understanding that the supply chain is a critical part of the financially
driven Business Model and not the other way around. A cost effective supply
chain should be integrally linked to the cash to cash order cycle.
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! a8 -~ B
‘ - =
Suppllers Warehouses Stores Shoppers
Warehouse
Traditional
versus omni- W A
channel retail 1
supply chain ol —
Online
Shop Shop
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§ ® Production facility
: 0 Distribution Center
) Shop
: mmmm) Froduction to DC/store

e Direct to customer
mmmm—) Store service

Characteristics

« Stores and on-line customers are serviced from same facility

* This can be a single facility or multiple facilities (as shown on the map)
« Service areas (store and direct to consumer can overlap)
 European examples include Zara, Mango, V&D, GAP
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Source: Buck Consultants International / DHL 2012
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Production facility

Distribution Center
Shop

Production to DC/store

@

O

) Direct to customer
I

Store sernvice

Characteristics

«  Consumer customers are directly serviced from stores

« The servicing store is selected based on inventory availability and proximity to the customer (= pick
pack ship from store)

«  Service areas overlap extensively based on where inventory is available

» Using the stores as Pick Up Drop Off location is an alternative to store distributed

«  European examples are ToysXL, IKEA, Bouwmaat
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Source: Buck Consultants International / DHL 2012
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Production facility

Distribution Center
Shop

— Production to DC/store
mmssssmm) Direct to customer

) Store service

OX X

Characteristics

. Online orders can be collected free from the selected store or are delivered at cost to the customer home
via a courier for an additional delivery fee

. Centralized DC is used to distribute both store and online orders to each country. In each country the
online orders which the customer has selected to be collected in the store are delivered with the regular

replenishment orders to each store. The direct to consumer home delivery orders are delivered centrally
to the local/domestic courier company for next day delivery

. Returnable items can be returned (free of charge) to a local store

113
Source: Buck Consultants International / DHL 2012
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Reasons to outsource e-fulfiiment

« Specialized warehouses and logistics system (large capital investment) are
required

« Focus on core activities
« Large expertise required

 For small volumes, it can be too costly to insource. Higher volumes can be
achieved and synergy created with other clients of the 3PL in an
outsourcing solution. Scalability means costs go down and service levels

go up
« Flexibility (no/low fixed costs)
« Back office services offered by the service provider

Reasons not to outsource e-fulfilment
« Expertise in-house, which makes sense for large volumes

« Hassle of supplier management: the mailman / delivery company is the
“face” of the company

« Higher costs
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What should a 3PL offer your
customer?
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59 %

Reliability 8.

Carrier indicates delivery time
Delivery speed

Possibility evening delivery

Possibility to follow package during
shipping

Good customer services

Delivery quality/chauffeur

Receiving information pro-active on
delivery status

Possibility delivery on Saturdays

Sustainability/ least burdensome for
environment

Other

0% 20% 40% 60% 80%

22011 (n=1182) = 2011 (n=1377) 2010 (n=1184)

Source: Thuiswinkel.org, 2012
115



&

Rl
05 / 'g 0
yourlogisticsgateway.nl

NDL/HIDC

European
locations

Examples of e-fulfilment service

Hermes

Germany,

FR, NL, CZ,
RU

providers in Europe

UK, Germany

Belgium

Germany

DHL

UK, Germany,
Benelux, France,
Spain, Italy

Fulfilment

Financial services

v
v

Call centre

SIS S

Marketing support

Web store hosting

Consolidated
Returns

v
v

Carrier agnostic

NS SR NENISENIN

NS SRR NISENIN

NS SRR VISRV

NSRNEN

References
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Otto group
Wolford

Asus
Microsoft
Levi's

Havaianas
O’ Neill
Ricoh

Esprit
LizzClaiborn
e/ Mexx
G-star

Karstadt
Fossil

Source: BCI, 2012
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The Netherlands is home to around 12,000 road hauliers, of which 500
provide logistics services. 3 categories, aimed at adding value to e-
commerce companies

Specialized E-fulfilment suppliers

Express networks “Regular” 3PL’s
Carpenteri™>
'
arvato services

BERTELSMANRN =

Europe

Glllosisticss stems
el (O FiEGE
DPD@ The World of Logistics
% &
- ModusLink

— Ge VDS ruLFILMENT
A, s s

LLoGISTICS

solutions

Z|RHENUS

LOGISTICS
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" \i HOME PAKKET ZOEKEN POSTNL CHECKOUT KLANTENSERVICE MIJNPAKKET APP
PAKKETTEN Inloggen ~ Aanmelden

Bepaal zelf waar en wanneer je pakket . Is er een pakket naar je onderweg?

bezorgd wordt ~ 4 Vul hier je code in |/
Barcode of niet-thuiscode

Volg je pakket onli af bestelling tot Postcode

bezorging.
- ).m _ Delivery Period Delivery Price
|
4 - W Zending wordt bezorgg

adres buiten Nederlan|

Wizig zelf de be: locatie als j o o . .
it this bt 7/ N o ASDA Direct SmalfMedium 3 to 5 day delivery FREE

products (selected items)

En volg de actuele status van je pakket George and selected ASDA Direct 3 to 5 day delvery £2.95
Small/Medium products

Mamed Day Delivery £4.50
Mext Day Delivery £4.50
Maandag 1 oktober 2012
2134 keer gelezen Nu reageren Mamed Day with Time Slot £5.95
ASDA Direct Larger Items 5 to 10 day Standard Service or Named  From £8.95
Coolblue gaat orders voor drie uur s Day Service
dezelfde avond nog '.}EECI'QEI'I VOOr €
Dedrag van 17.95 euro. Met Vandaa ASDA Direct and George Click and 4 to 5 day delvery to store FREE

zoals de service heet, denkt Coolbly ~ Colect
aantrekkelijkheid van online bestellen verder
te vergroten.
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E-tailers and retailers compete on lead times, since quick delivery
is seen as part of the product offering and can bring substantial
competitive advantages. There are higher costs involved because
there is a need for being very close to the market

Most important is however, that the consumer can decide the lead
time for itself. E-tailers will have to offer the choice to the
customers. In most cases, the client chooses for the standard
option of 3-5 working days. Next-day or same-day delivery is
much more expensive. It differs Rer product groups. For food for
example, delivery is required within one day. For a gift, it should
be tomorrow. For most products, a three day-delivery is fine. For
a study book, it can be two weeks. For furniture, several weeks or
even months is fine.

Choice in windows of delivery times Dutch consumers want to
have the choice when products are delivered: 50% of Dutch
consumers prefer the evening as time of delivery. Albert.nl has
higher prices in the evening than during the day. Delivery times
have to be specific: Nespresso has a window of 30 minutes
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Choices in where the products are delivered and can be returned to:
« this can be at their homes or at another address given

« or at a pick-up / drop off point (also for returns). Examples of pick-up
points are Kiala, DHL servicepoint, and PostNL Postal office. Many bricks
and clicks companles give the option of free collection at the fown?
stores, like in HEMA, where 80% is picked up at the stores. Also Albert
Heijn will come with this solution. It is often the lowest cost option

« collect at warehouse

The highest costs of delivery are for the so called “last mile”: delivery at
the door. In part this will be solved because once the volumes increase, it
is also more feasible to organize joint delivery

One increasin%ly popular solution to deviate the high costs that are
involved with home delivery (“the last mile”) is pick up and drop off points.
Kiala ( bouc_:fht by UPS), has 6,500 locations in 5 countries, of which 500 in
the Netherlands. Kiala pomts are located in supermarkets gas stations,
and boutiques DHL has 750 DHL service points in The Netherlands
(manned and unmanned), maximum distance is 4 km for 93% of Dutch
citizens. They are also located in supermarkets, gas stations, boutiques,
drug stores, etc.
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60%
50%
40%

30%

Supply chain
cost Europe

20%

10%

Lower last mile costs

o~

o~

Inbound

Supplier
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Handling

Last mile

’

/60% of E-supply chain costs \
in Europe is for last mile
distribution

v

The Netherlands provides
significant cost savings:

« Direct access to national
networks in Germany,
Netherlands and Belgium for
outbound and returns

« Bundling opportunities because
of high volumes in region

« Short distance to major EU
hubs

\_ /

Consumer




.. Short lead-times to European
consumers
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Access to markets throught diverse networks:

Parcel network Several parcel networks serve 400
million consumers in three days (see

next slide)

Postal network Availability of postal networks
provide cost saving opportunities for
small packages. Dutch PostNL is
most sophisticated postal network in
Europe

Special services | UPS en DHL have special service
hubs in Venlo for huge or heavy
weight deliveries

Express network | Express networks provide
opportunities for next day delivery in
Europe

Pick up points Venlo is connected to pick up point
networks in order to provide delivery
choices for consumers
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The Netherlands has several e-fulfilment service providers, all with their own profiles
and specialization (overlap & combinations are frequent):

« Postal companies- often used for small, low value delivery of products such as
DVD"s, books, some fashion etc. Most countries in Europe have good postal
networks. However, most postal comps don“t use track & trace systems. Dutch
players are Post NL and Sandd. The share of e-fulfilment delivery by regular post is
deteriorating.

« 3PLs / logistics service providers, such as Menlo, Ceva, Geodis, Rhenus. They
care of the first part of the e-fulfiiment process. Final delivery to the end-consumer
is commonly not offered by these parties.

« Parcel/courier providers. These are used most frequently as the preferred
delivery model. Domestic parcel providers often allow for larger shipments at a low
cost. They also offer track & trace and their domestic networks are often dense
which means a high amount of shipments can be handled and delivered on a next
day basis. There are a handful of international parcel providers operating across
Europe which offer similar benefits to the domestic parcel providers at similar prices.
The key advantage is being able to use one parcel provider for a number of countries
or for the whole region versus many domestic transportation partners. Dutch
examples of parcel providers are DPD, GLS, Selektvracht / DHL.
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The Netherlands has several e-fulfilment service providers, all with their own

124

profiles and specialization (overlap & combinations are frequent):

Global Express providers. These networks such as TNT Express, Fedex, DHL
Express and UPS are typically used only when product value is high (more than
20 Euro/kg) and/or speed of delivery is key. This model lends itself to “direct
ship” programs where the product is typically produced in one part of the world
and shipped to another part. It allows for low to zero stock holding

Specialized e-fulfilment players, such as Arvato, Docdata, S+H, T-Logistics,
Moduslink, Freightways Distriservices B.V., Carpenter Europe Group. They offer
all services, including back office activities and in some cases even front office
activities

Pick-up drop off points (PUDO) offered through partners such as postal
companies (eg. PostNL), Kiala, DHL Express, etc. Alternatively, companies like
Zara and HEMA use their own stores as collection point for online customers
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Distribution warehouse B2B and B2C for the EMEA market
irRkobot

Rhenus fulfils the warehousing and distribution
services for iRobot to the business to Business and
business to consumer market - Tilburg, The
Metherlands

IRobot designs and builds robots for vacuum
cleaning, floor washing, pool cleaning, shop
sweeping and gutter cleaning

- &
<

REQUIREMENTS SOLUTION BENEFIT
= Warehousing and distribution for the » Carrier management * Full electronic process, minimised paper and
EMEA market « Reverse logistics programme (RMA) administration |
= Handling and storage for B2B and B2C = ESD technical centre = Duty and VAT avoidance by entrepot E bonded
operations in TAPA A bonded warehouse warehouse in Netherlands
» Real-time inventory management system

= Handling of 1.100 B2C orders per month . Overall performance of 99,95%

and 100 B2B orders . Schqrrierflpnmduct—speciﬂc packing for » Maximised flexibility for volume fluctuations in
= Delivery to retail, distributors, dealers and Ipme consumer electronics
consumers * Bonded entrepot type E » Same day pick pack and ship
* Cross docking * One source for retail, distributor &
e-commerce web portal

RHENUS
125 MLocIsTICS
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Orbotix Inc. O (bT:TC'\x

European Fulfilment Centre

Orbotix is a 21st century toy company that bridges the gap between the real world and the virtual world with its
smartphone-controlled robots. This exciting new category makes for amazing experiences around entertainment, play,
and education. Founded by passionate robotics engineers, and based in Boulder Colorado, the Orbotix team takes fun
very seriously.

Requirements Solution Main benefits
= B2C order fulfilment Europe » Centralized bonded warehouse = Same day order dispatch
in The Netherlands
= B2B order fulfilment Europe = 90% of orders delivered within
= Bestin class order fulfilment 24/48 hrs.
= Fiscal Representation system
= VAT deferment for EU sales
= Bonded storage * RMA & repair knowledge and
infrastructure present = Deferred Import duties (bonded
=  Serial number scanning storage)
= Fiscal Representation services
= RMA handling » Real time, multi language
» Dedicated customer service Customer Service available
= Inspection & repair activities representative

= Easy & flexible return policy

126 Source: www.tlogistics.eu LILOGISTICS



Players in Brabant: e-tailers
& retailers (B2C & B2B)
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http://www.zooplus.de/
http://www.thesting.nl/
http://www.komplett.nl/Komplett/site/KomplettHome.aspx
http://www.nedis.nl/index.php
http://www.vanharen.nl/NL/nl/shop/welcome.html;jsessionid=128D29A27F2ACA81CACA7B29196419FF.appserver04t1
http://www.docdata.nl/klanten/overzicht-klanten.aspx
http://www.forever21.com/EU
http://www.xenos.nl/
http://www.google.nl/aclk?sa=L&ai=C6WOxFd3yT_3AOcKa8AOMj5WADJepwKECz9GvlyzLpMMFCAAQASCTrPsFUIKP0N8EYJHcjoX4F8gBAakCnbazoBEbtT6qBB5P0A-H8g90L4-WJAgqlOPGMyaQiyVFCtZlqtqbzPmgBho&sig=AOD64_3As80yT3tYJqDCMg7-Y-1UuYRyAA&rct=j&frm=1&q=dell+afbeeldingen&ved=0CEUQoxI&adurl=http://adfarm.mediaplex.com/ad/ck/12424-76139-2056-31?mpl=58328070&secrid=11763585375&senetid=search&mpre=http://lt.dell.com/lt/lt.aspx?CID=41292&LID=1069596&DGC=ST&DGSeg=dhs&ACD=1242476139205631&ST=dell&DURL=http://adfarm.mediaplex.com/ad/ck/12961-95497-3840-1?
http://www.debijenkorf.nl/
http://www.dorel.nl/index.php?lang=nl

~- Players in Brabant: fulfiiment & support
(U services (100% specialists)
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http://www.techtwo.nl/
http://www.onlinemarketingcompany.nl/
http://www.tlogistics.eu/
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ACCH Sgi,’& EDC mail order / direct selling company of business gifts 220 empl.
art.com’ EDC for online sales of posters, prints and framed art 250 empl.
Morris Internet pharmacy for the German market 500 empl.

EEEEEEEEEEEEEEEEEEEEEEEEEEEEE

q SHStR2cik Internet pharmacy for the German market 180 empl

Ihr Gesundheitspartner

EDC for protein shakes and drinks, energy supplements and | 140 empl.
@HERBALIFE.  |personal care products

ﬁ? E-Fulfilment Centre of healthcare anti aging product, 75 empl.
Up = packaging and distribution

(.> cimpress’ Printing of small and large series of business and greeting 450 empl.
cards, marketing materials, stamps, labels

r. HW E-Fulfilment Centre of Dr. Hittich personal care products 150 empl.
ida® . .
"“f‘“' {Jcom E-Fulfilment Centre for Europe (garden, lifestyle products) 170 empl.
f;;i,mwm E-Fulfilment Centre, customer service center 500 empl.

BEETE LSS AMBM
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Business Challenges
N DL/

Top Three Business Challenges Faced in
eCommerce Processes

H2014 W2013

Getting consumers to engage more with us online

K.eeping up with evolving consumer shopping
patterns

Uncertain consumer demand
Maintaining growth rates
Generating acceptable margins

Price transparency

Providing more ways for consumers to connect
with each other through our brand

Managing cur online assortment

Stemming cart abandonment
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Your challenge

E-commerce: challenges and
competences

Competences in The Netherlands

“Fast fashion” will be the de facto industry
standard results in shortening product lifecycles
and shorter time-to-market

Logistic service providers offer economy of
scale, global networks and in-depth knowledge
of e-commerce supply chains

SME’s need to strive for scalability to become
international competitors

Strong presence of e-fulfilment operations (own
account and outsourced)

Diversification of product assortment results in
explosion of # sku’s

Logistic service providers offer economy of
scale, best practices and in-depth knowledge of
e-commerce supply chains, dealing with many
sku’s

Sophisticated targeting results in me-tail and
superior customer experience

Existing business clusters for e-commerce with
specialist support services (ICT, customer
services) and knowledge institutes

Integration of all channels becomes a crucial
condition for conversion and retention. This
results in an omni-channel platform with the
need to fulfil from anywhere

Mature and sophisticated logistics industry with
logistic service providers specialized in e-
commerce supply chains and specialist support
services (ICT)
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Your challenge

E-commerce: challenges and
competences

Competences in The Netherlands

Growth of cross border sales results in the need
for an international network

Mature and sophisticated international logistics
industry

Compliance (European Directive on Consumer
Rights) and legal implications

Dutch customs procedures are computerized;
pre-arrival information is supplied electronically
to the Customs Department

Order-to-cash

Existing business clusters for e-commerce with
specialist support services (ICT, customer
services) and knowledge institutes

VAT implications to selling to end-customers

Many service providers offer indirect tax related
advice and services (consultancy, fiscal
representation, etc.)

Dutch customs offer VAT deferment upon
importation, with cash flow protection

Optimize information management: ability to
use online technology efficiently to manage
online traffic, the payment and processing of
orders and the whole e-fulfillment model

Logistic service providers offer end-to-end
supply chain visibility, mainports, customs etc.
are connected

Mature and sophisticated logistics industry with
logistic service providers specialized in e-
commerce value added services
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Your challenge

E-commerce: challenges and
competences

Competences in The Netherlands

Choosing the right DC-model: combination
centers, store distributed or hybrid

Strategic location, right in the middle of EU's
main markets, European hub function

State of the art infrastructure: mainports and
multimodal hinterland connections,
connections to integrator hubs

Logistic service providers offer economy of
scale, best practices and in-depth knowledge
of e-commerce supply chains

Find the right location for DC's, with availability
of labor and land

Strategic location, right in the middle of EU's
main markets, European hub function

High quality and availability of real estate
solutions for e-fulfilment

Available, skilled, qualified, flexible, competent
labor

The customers’ expectation for a local look-
and-feel results in local support, shipping and
return addresses

Multilingual staff available for customer
services

Easy access to European overnight transport
networks (e.g. European air and road hubs of
parcel services)

Stock optimization, replenishment & visibility

Mature and sophisticated logistics industry with
in-depth knowledge, global networks and
sophisticated IT
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Your challenge Competences in The Netherlands
Reliable delivery against low costs with choices | Operational excellence which leads to a greater
for the consumer picking accuracy and increased productivity
On time deliveries (time slots) Excellent infrastructure and easy access to

European integrator networks

Short lead times Easy access to European overnight transport
networks (e.g. European air and road hubs of
parcel services)

Late order cut-off times in NL (21.00h)
compared to e.g. Germany, UK (12.00h,

16.00h)
Extreme flexible last mile (Greater choice in Excellent infrastructure and easy access to
delivery/collection) European integrator networks

Easy access to European overnight transport
networks (e.g. European air and road hubs of
parcel services)

The ability to return product “hassle free” and | Multiple return options via integrators, postal
get refunds quickly networks and PUDO

Smart 4PL concepts with enhanced return
options

HIDC provides advice on European supply chain
How do we find the right partners structuring and offers matchmaking services
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The Top 3 Business Challenges The Expected Impact of Big Data on Supply Chain?

Driving the Supply Chain Agenda in 2015: Moderate Impact 6%

Mo Impact 2% Total Game Changer 3%

Demand

variability Inventory
fforecasting)  management
& optimization

Cost containment

& red
reduction Little Impact 13% T e
E “'"""'" Respondents’ Views on the Impact of
the Internet of Things on Supply Chain
How Respondents Rate S
mere data te n-ql,
their own Supply Chain Seme impact - Early e —
adwptersof internet of budgets, analytics,
thimgs will gaim mariet archite cure &
share through imfrastracture
compatitive advantage
L] hp:t—:lpﬁj::nui
1% et toords
th - 0. el ety h.rln' ri:m
Poor Excellent

Source: The 2015 CSCO Report, Eye for Transport
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DINALOGI™™

Dutch Institute
for Advanced Logistics

NDL/HIDC

rijksuniversiteit
groningen

UNIVERSITY OF TWENTE.

Coertens
TU/e
TILBURG ’:%i%‘i:’ UNIVERSITY

ZU

Zuyd University
of Applied Sciences Y D
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IZI Motive

= A Dutch SME originating from a DINALOG demonstration

project.

= With an innovative approach of the core of the automotive
business and its aftermarket: spare parts.

= Solutions for spare parts management, procurement, planning,

inventory management and logistics.
= Control tower that connects manufacturer and garage.
= Approx. 70 affiliated garage businesses.

REQUIREMENTS

= Reduction of costs of spare
parts for car repairs

= Quick response including
same-day deliveries

= Reducing the number of
deliveries to mechanics per
day

SOLUTION

= Online supply chain control
tower 1ZI2 Connect for car
mechanics

* Developed with Slimstock and
Eindhoven Technical University

= Integrated planning system

= Parts stock optimization

= Night distribution via cross-dock
locations

= Supply chain orchestration of
return flow, warranty and repair
support

Spare parts supply automotive after sales

4 DINALOG

for Advanced Logistics

BENEFITS

Direct ordering from
independent parts suppliers
Optimal attunement between
stock, planning and orders
Reduction of number of
deliveries Cost saving of 15-20%
on parts for mechanics

35% total supply chain cost
saving

15% transport and warehousing
cost saving potential

Source: IZI Motive
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Transsmart

REQUIREMENTS
Web platform independent
= Carrier independent
= Direct solutions, automated
or manual input .
= For webshops with more
than 5 shipments per day .
= Tracking & tracing .
= Time and cost efficiency

Dutch company founded in 2008 automates and optimizes
the logistics processes between suppliers, warehouses and
clients.

Transsmart offers mutli-carrier software solutions for online
retailers with ERP or WMS or webshop systems (ao Exact,
AFAS, Unit4, SAP)

12 employees, more than 600 clients in the Netherlands,
Belgium, Germany and US who supply in more than 200
countries worldwide

No 11 in Dutch SME Innovation top 100

No9 in Deloitte Technology Fast50 - the Netherlands

SOLUTION

= Extension for webshops to send
products quicker and more
efficient for mainly SMEs

Direct order of shipment at
carrier

Multi-carrier send software

3 modules: send, location
selection, returns

= Initial purchase plus monthly

~  CARGOWIZ

Slim online verzenden

Innovation in e-commerce

4 DINALOG

for Advanced Logistics

Transsmart

e-xcellent logistic solutions

BENEFITS

= Multi-carrier and multi-
webplatform

= Direct sending via webshop

= Upload from Excel file or manual
input via online platform possible

= Direct coupling with ao PostNL,
DHL, DPD, GLS, Selektvracht,
UPS, Kiala, Dynalogic, ABC mail

= Printing of professional labels

= Tracking & Tracing, automated
emails

Source: Transsmart
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12return

= A Dutch SME originating from a DINALOG R&D project.

= Providing returns management software that supports a
customer centric and sustainable supply chain that covers
the return and re-use of products that cannot be used or
are considered undesired or obsolete by it's current user.

= Helping retailers to increase service, decrease costs and
achieve a sustainable way of doing business.

= A Control Tower coordinating several reverse supply

chains.

REQUIREMENTS

= Value creation in the
reverse supply chain
(sourcing, customer,
environmental and
information).

= Economies of scale through
supply chain coordination
by a control tower.

SOLUTION

= Returns Management Software

= Implemented software tool:
Product Routing Algorithm
(PRA) for dynamic routing.

= Clear return instructions for the
end-user.

= Informing and planning the
reverse supply chain.

= Optimizing international
returns.

= Multi-vendor / drop-shipment
returns.

4 DINALOG

for Advanced Logistics

oeReturn

ENEFITS

12Return platform handles returns
from 13 European countries to the
Netherlands and from Australia
and the USA to Great-Britain.
Efficient returns at several
webshops including Conrad with
200-500 returns every day and
Neckermann with 200-300 returns
every day.

Source: 12return



Innovation project
Cross Chain Order Fulfillment for Internet Sales
NDL/HIDC | DINALOG

Dutch Institute
for Advanced Logistics

Integrating e-commerce in supply chain control & coordination

|

Multi-channel strategies
2. E-commerce Information
Platform

3. Intralogistics
4. Network design
Partners

VU University Amsterdam, Erasmus University Rotterdam, University of Amsterdam, Rijksuniversiteit
Groningen, CTAC, CB Logistics, Scanyours.com, Sectorinstituut Openbare Bibliotheken (SIOB), DHL,
Vereniging Openbare Bibliotheken (VOB), Districon, Beurtvaartadres, CAPE groep, WDM, Centric IT
Solutions, PostNL
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~W- Innovation project
Cross Chain Order Fulfillment for Internet Sales
NDL/HIDC | DINALOG

Dutch Institute
for Advanced Logistics

Competitive Advantage Through e-Commerce Logistics

1. Cross-border e-tail logistics
employing local last-mile
distribution and customer
preferences

2. Cross-chain online and
offline retail logistics on
operational, tactical and
strategic level

3. Chain integration including
customer involvement in
deliveries

Powered by Dinalog

Partners:
De Bijenkorf, Blokker, CAPE Group, Centric, Coolcat, Geodan, LogiXperience, NicOud, PostNL, VDS
Fulfilment, vLm community e-commerce, Bisnode, WICS, University of Amsterdam, University of Twente



2 o Innovation project
Designing sustainable last-mile delivery service in

¢\ o : ili
online retailing DINALDG
NDL/H'DC Dutch Institute
for Advanced Logistics

NWO

Designing sustainable last-mile delivery service in online
retailing

Development and evaluation of
prototype decision support tools to
facilitate innovative operating strategies
and to analyze the design of retall
networks including an online channel
that provide the most benefits in terms
of various sustainability criteria

1. Optimizing the delivery operations
2. Designing the last-mile retail & _
network LSO O M mn aog

Partners:
Erasmus University (Rotterdam School of Management, Rotterdam School of Economics), Albert Heijn,
ORTEC, Thuiswinkel.org, EVO, Arnhem Nijmegen City Region, Rotterdam City Region
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