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Belgian eCommerce state of the art before
BeCommerce kick-off on 09-06-05

e Still negative press articles
e Poor figures versus other European countries
e No Trust Label for the consumer
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BeCommerce mission statement

The mission of BeCommerce is to increase consumer
confidence in buying at distance (internet, catalogue,
post, telephone, television ...) for the mutual benefit

of both consumers and distance sellers. BeCommerce

will enhance consumer trust to buy at distance.



It is all about ‘TRUST me’

BeCommerce Is:
easy - pretty fast — cheaper — reliable — safe
unlimited selection — no queuing — no geographic

barriers - faster service — easy return — catch 24/7

15% to 20% of consumers say they prefer to shop

online than In real world stores.



BeCommerce strategy

1. Reinstore TRUST

> Becommerce trust PR campaign (political lobby
& consumer PR campaign)

Reinforcement of the quality & frequency of the
communication to the press.



>BeCommerce Trust Label

In June 05 BeCommerce Trust Label started with

Ten principles confidence contract for BeCommerce
Members

Belgian ecommerce sites officially participating in
BeCommerce committed to endorse and provide:



1. A consumer friendly site.

2. Accurate contact details of the company available on the site.

3. Clear, unambiguous description of offered products
and/or services.

4. A responsive & professional customer support service.

5. A trustworthy, consumer friendly shopping or trading
environment.

6. Clear and consumer friendly user terms and conditions.

7. Protection of the privacy of sites users.

8. Safe and secure payment methods.

9. Investments in online consumer education

to help building trust.
10. Endorsement of the BeCommerce label when ready for launch.
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In December 06 BeCommerce Trust Label launch after
deep talks with Test-Aankoop / Test-Achats

A BeCommerce Trust Label giving all trust needed
to the final consumer

It costs 550€ for BeCommerce members and takes 2
months in average to get it. The independant company
Bureau Veritas is reponsible for the audit procedure.

LRV
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Today, 34 Belgian e-shops have been certified, 8 e-shops
have introduced their demand

Next step is to maintain a high qualification level of
BeCommerce Trust Label by intensifying
communication around it.




BeCommerce strategy

2. Belgian ecommerce figures monitor

- eMarket figures coherence & monitoring (ISPA & Ogone).

- ‘BeCom’ index via InSites:
reflecting e-commerce turnover.

- ‘BeComTrust’ index via InSites:
reflecting consumer trust in e-commerce.

The BeCom index will be optimised & simplified
In order to get better figures
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Figures reported in million Euro

H2004 ®m2005 2006 ®2007

Belgian distance selling market

BeCom Index

330

318 306 322
280 261 273 274
EI I I
Q2 Q3 Q4

1069

Total

1276




BeCommerce strategy

3. Advertising & Network

Short Term

- BeCommerce Awards April 2009 edition nr 4

- Belgium eBusiness Expo 19-20.03.09 second edition

- Website BeCommerce.be & newsletters

- Task groups: BeCommerce label - Online payment — PR -
Market figures and Legal & Networking events

Long Term
- eBelgium Congress
- National BeCommerce campaign
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The first BeCommerce ‘Founding members’ are:

e Azur.be — Bivolino.com — Ebay.be

Dvdpost.be — Dvdzone2.be — FlySN.com —
Freerecordshop - Gift.be - Proxis.be —
Neckermann.be — 3Suisses.be — Redoute.be —
SonyEricsson.be ...

e Today BeCommerce has more than 80 members
Delhaize : wineworld.be — etc...

e Membership fee very affordable



be
#
2008 Survey over 2007 -
facts & figures distance

selling in Belgium and
expectations for 2008
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Situation distance selling 2007

General remarks concerning the figures

« Based on an online questionnary in May 2008 about figures
2007 & expectations 2008

 In collaboration with iVox (Leuven)

« 1.500 distance selling companies were invited to fill out the
online questionnary

« Sectors NOT included :
— Tourism : travelling, airplane tickets, train tickets, ....
— Financial sector : stocks, bonds, insurances, .....
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Situation distance selling 2007

General remarks concerning the figures

e We talk about sales B2C, not about sales B2B

« We talk about sales figures of Belgian companies, not

about consumer figures (consumers buy on Belgian and
foreign e-shops)!

 Extrapolation of the figures with data from :

— Ogone : market leader payment service provider in
Belgium

— Results of 2005 & 2006
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Situation distance selling 2007

Online sales by Belgian companies

« 2005 : 339 million €

e 2006 : 675 million € (+ 99 %)

e« 2007 : 989 million € (+ 46 %)

« 2008 expectations : + 25 %

Global distance selling sales 2007 :
—1,150 billion €
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Evolution online sales + expectations 2008
1400
12001
1000+

B 2005 B 2006 02007 B 2008
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Number of e-shops in Belgium

Number of e-shops in Belgium
e 2007 : 2.100
« 2008 : 3.100 shops expected
+ 80 Webshops / Month
+ 4 Webshops every working day
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Distance selling profile

6/7%

33%

“pure player” (only online sales) "multichannel player” (online & offline
sales)
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Geographical sales spread : 2o who sells

41%

28%

19%
3%

Only in Belgium In Belgium & In Belgium and in In Belgium &
Western Europe the whole of worldwide
Europe
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Geographical turnover (1) : 2% of turnover

90%

10%

in Belgium in Western Europe (outside Belgium)
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Geographical turnover (2) : % of turnover

SR
\

13%

56%

31%

In Belgium in Western Europe in the rest of Europe
(outside Belgium)
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Geographical turnover (3) : 2% of turnover

42% .

32%

S
16%
10%
in Belgium in Western Europe In the rest of outside Europe

(outside Belgium) Europe (rest of the world)
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Ordering methods pure players

93%

4% 20/0 1 DJ/D U%

Online Telephone E-mail Fax Post
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Ordering methods all distance sellers

60%

18% 17%
0
4% 1%

Online Post Telephone E-mail Fax
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Payment methods

Online transactions grow with 60%

Turnover of this transactions grows with
70%

Pure players : 67% online payments

All distance sellers : 51% online
payments
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Payment methods pure players

43%

15% 15%

8% 2oy 8%
(1]

3% 3%

0%  mm =
Online Online Online Online Online Online Offline Cashon  Payment after
paymentwith paymentvia paymentvia paymentvia paymentwith paymentvia  payment delivery delivery via
creditcard Bancontact/ buttons of iDeal financing & other before bank transfer

Mister Cash Belgian banks company channelslike deliveryvia

cards PayPal  banktransfer
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Payment methods all distance sellers

32%

22%
20%

6% 7%
4% 4% 4%

H B B _

Online Online Online Online Online Online Offline Cashon Paymentafter
paymentwith paymentvia paymentvia paymentvia paymentwith paymentvia payment delivery delivery via
creditcard Bancontact/ buttons of iDeal financing & other channelsbefore delivery bank transfer
Mister Cash Belgian banks company like PayPal via bank

cards transfer
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Average amount per order

28%

25%

19%

16%

6%

6%

15€ - 30€ 31€ - 50€ 51€ - 100€ 101€ - 200€ 201€ - 500€



16%

25%

2-5

be .
Employment

22%

19%
6% 6%
I I -

11-20 21-50  51-100 101-250

%

> 500
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Employment

e 82% of the distance sellers employ
between 1 and 20 persons

e Pure players : 20 people is the maximum

e Extrapolation : 32.500 people in Belgium
are active in distance selling
(subcontractors not included)
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Delivery methods

2%
47%
41%
9%
I = -
Post Courier services Pick-up points (e.g.  Own transport none of those

(e.g. Kiala,...) service

UPS, TNT, DHL,...)

06/06/2008
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Opinion : the Belgian distance selling
market will continue to grow in the next 2 years

63%

22%

9%

3% 3% -
== =
completely rather disagree neutral rather agree completely

disagree agree
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Opinion: the competition with foreign
distance selling companies will increase in the next 2 years

69%

16%
3% 3%
S— " -
completely rather disagree neutral rather agree completely

disagree agree
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Opinion: the Internet will become the
main ordering method Iin the next 2 years

31%
28%

19%
16%

6%

completely rather disagree neutral rather agree completely
disagree agree
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Opinion: it is important for an e-commerce
website to be certified by an independent body

63%

19%

16%

3%
| S—

0%

completely rather disagree neutral rather agree completely
disagree agree
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Summary

Fashion topics



Fashion e-Mass Customization

& Co-Creation
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85%06 of the world population is online

More than 502 have bought online last month

Fashion iIs the second
most popular product segment (36%0)

Fashion has the top increase, from
20%b to 36%0

Source : Online Survey on Internet Shopping Habits — Nielsen Jan 08
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Custom Clothing: US market figures

» Lands' End's commitment to customers has always been an industry benchmark and
the resulting customer response has been phenomenal. N 2003, custom
clothing sales grew 72 26 over 2002. About 27 % of jeans

and chinos turnover sold online are custom made. On average,
custom clothing buyers increase their annual spending on both custom and regular

clothing by 39 percent. And they're a loyal bunch: The retention rate is 34
percent higher than for other online shoppers.

P A Jupiter Research study conducted last November revealed that 51% of people
surveyed said they would pay an extra $10 to have a pair of pants custom fitted; 28
percent said they would pay $20; and 18 percent said they would pay $30.

» 25 % of USA online webshops offer Custom Clothing Ralph
Lauren, Tommy Hilfiger, Timberland, Nike, Adidas, Landsend, Jc
Penney, Jos a Bank, Rochester Big & Tall, ...

»Marks and Spencer UK launched custom-fit shirts end 2007



Mass Customization

"Producing goods and
services to meet individual
customer's needs with near
mass production efficiency."

(Tseng/Jiao 2001)
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Custom Clothing = The Long Talil of Fashion

The Marketplace

Sales Volume

Variety
Body Long Tail

Filters & recommandation technology will guide the customer from “one-
size-fits-all bestsellers clothing” up to the high variety choice in custom
clothing. Filters & recommandation technology will guide the customer
from “one-size-fits-all bestsellers clothing” up to the high variety choice

in custom clothing.
Source : Chris Anderson — The Long Tail - July 07



LANDS END

1800963 4816

Customer Service

swim | womEN | MEN | GIRLS | BOYS | HOME & TRAVEL | OVERSTOCKS

Ordered this iterm before? Eeorder Here

=hopping Bag
by Account

FABRIC FEATURES FIT FIMISH

Choose Your Features « How Custom

Works
Mext, choose the styling features vou want « Ahout shirt
for wour Lands' End Custom Dress Shirt, fabrics

J |V

All Custorn Dress Shirts include: Four-piece bias-cut mitered back yoke, gauntlet button, folded
joined sears.

Choose a fit

W F

" Tailored Fit

A little less eaze, The =
3F4" chest-to-waist drop
rieans this shirt will fit
vour farm a little bit
closer, without restricting
vour arm rmovernent, Still
plenty of roorm across the

shoulders; arrms won't feel
held back.

& Traditional Fit
Mot blousy, but
generously cut to affard
plenty of ease, with a 2"
chest-to-waist drap,

Choose a collar

45




d Favorieten Extra Help Koppelingen @ | my del.ici
iD=FUSSBALL>ALU... & The Premier eCommerce a... ”;1\ * B -

« NIKE.COM myLOCKER teamLOCKER SEARCH DESIGNID BESTELLSTATUS = WARENKORE (0}

NIKEID MANNER 4 |FRAUEN 2 | FAVORITEN 2 ALLE ANSEHEN

HOME = FUSSBALL ) VON VORNE BEGINMEN

Air Tiempo Rival Premium iD
EUR 100.00

Farbe Innenfutter

Farbe Seitenteil

Farbe AuBensohle Sport Rot

k)
&l H BEESNEENE

ANSICHTSOPTIONEN

HAMNDLERSUCHE NEWSLETTER HILFE DATENSCHUTZ



Homepage - Store Finder = Help - Wish List - GQuick Order * » Back to Menswear

o
::| : :
S M 'f ; »Shop all Departments | » Your M&S = »My Account

Please sign in

Design your own shirt « My Shirts Basket 0 items
YIS H Y STEF 2: FEATURES STEF 3: EXTRAS STEF4:FIT  REVIEW Shirt Price £ 30.00
Choose a collection Fabiric

Choose from our three collections
each with itz own range of gquality fabrics

Inside back
® O O
Eazytolron  Autograph LLesury
£30.00 £35.00 £49.50
Choose afabric

To =ee atternative fabrics, change the collection Monogram

Fit

o O 2] O

Outline  Windowepane  Twill Traill
Stripe Check

|

O O O O
Textured Wide Stripe Fine Stripe Check

L= UHENCH

Fictorial representation iz for guidance only
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RALPH LAUREN

I3
m
=

SHOP BY BRAMD

fden == Create vour Cwn

Create Your Owen w

WHAT'S NEW

Mewy Arrivals

Father's Day Gifts
Beach Eszentialz

City Tees

The Big Pony Collection
Sale

SHOP BY CATEGORY

Apparel

Palos

Sport Shits
Dress Shirts
Swyeaters
Tees & Fleece
Rughbys
Part=

Chinoz

Jeans

Shortz

Switm
Cuterswesr
Sport Coats & Yests

Previous et
STEP 1

AVAILABLE PATTERHNS | Falo Flayer W

LI B VS

A

STEP 2

AVAILABLE COLORS | Pola Player/Hawy | W

STEP 3



CASE STUDY

The Bivolino.com ConceptStory

«If every man is an individual, then how can he be satisfied with
products that are not made uniquely for him ? »

Bivolino.com was born in 1998 from a desire to meet individual
fashion needs. Strong of our 50 years know how, our vision is to
answer all your personal needs and desires in terms of fashion.
Thanks to Internet and our revolutionary customizing patented
technology, we are able to give you the inspiration for creating

your own style.
Starter Award 2004 in The Netherlands

Promotional Product of the Year 2004
BeCommerce Silver Award 2006
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out-u ntact Us

% bivalino-com

CUSTOMIZED SHIRTS DN THE WEB

HELP  SHOPFIR




Your business powered
by BivolinoServices

Bivolino Services

integrates the complete clothing Supply Chain, from the
front-end collaborative design toolkits up to manufacturing
and e-fulfilment. The concept of process platform planning
IS proposed to support variety synchronisation from design
to production.

BivolinoServices.com is therefore empowered to execute
unique consumer-winning value at the lowest cost through
the collaborative, real-time synchronisation of product
services generated from the toolkits.

The platform is interactive, collaborative, configurable,
modular, scalable and generic.
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be commerce.be

Control Center QUstomMars
System Core for Fashion E—.ﬁ-_@ﬂ@l’r

W_eb Mail Watch
Server Server Dog

Bivolino
Consult Linosoft Bivosoft

. b}
Webservices Single Sign In D'.g'tfll @m@i’%
Tailoring __I
=Tk

Manufacturing Virtual

Bivotrack Services webshop

Postal Mailing-

; Configurator
check campaign

Engineering Database

Combination of third parties Asp’s
SaaS, SOA
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Process
Flow
E-Tailer e ——.. Bivolino services -
WIS e e e . ?
. Shirt Journey N e "'W;T\ i
Options Confirmed
=
\.\ _’
|§hirt Fit Technology _
i T RROIDET st gy
Payment Authorised 1 S———
Customer l Biometric shirts
A C riar | -
€ Tl T
Payment Received Fulfilment hub
(T SOU0T s
53
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The Mass Customization Benefits

For the consumer
* product satisfaction : fit & unigueness
* hedonistic process satisfaction :
- pride of authorship
- peer recognition & emotional factors
* new shopping experience

* new differention possibilities
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The Mass Customization Benefits
For the retailer

* value competition instead of price

* reduced planning risk, inscreased flexibility
* new cost strutures

e reduction of inventory, fashion risk

* real customer relationship management

e customer knowledge

* life panel without panel effects

» « lead customer » information

* higher market research efficiency

* using custom operations as learning / pilot fields for mass
products



Thank you !
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