


WHERE ARE VENDORS IN THEIR RESPONSE?

What We Hoped to Learn and Vendors. Interestingly, Blackberry’s
As mentioned in the Methodology sec- strength is matched fairly well between
tion, survey respondents who identified Vendors and Retailers for Store Associates.

themselves as a mobile application ven-
dor were asked an additional 10 questions ~ While this is truly an area for deeper
upon completion of the consumer survey.  analysis in the expanded version of this

We found 55 individuals who identified report (available November 2010), it is
themselves as vendors, and we wanted to  plainly obvious where the heaviest area
glean information on three topics from of Windows Mobile investment is.

them. We wanted to gain insight into

what platforms are and will be supported, .

the functionality that is currently attained Figure 13 - Vendor’s Current Phone Platforms - Consumers
and what current and future consumer

applications will (or will not) be supported.

. . T (6%

) iPhone or iPod O 70%
Which Platforms Do They Support 34%
for Consumers? iPad U 53%
Each mobile device brings with it a 38%
different set of challenges for configuring Android l]_ 77%
applications to run properly on the 45%
device. The interesting thing to note here Blackberry I 0%
is the level of disconnect that appears
when one compares the Consumer’s Symbian E%M %
plans for their next phone with the Vendor’s 24%
plans for supporting Consumers in the HTML 5 . 30%
future. Simply, Consumer expectations 14%
for use of Blackberry and Windows smart- WAP o 17%
phones are way overmatched by the _ _ 62%
Vendor's investment in those platforms. Windows Mobile U 0%
Windows certainly has an opportunity to _ 1%
gain significant market share if Microsoft Windows GE/7 T 37%
can find a way to translate the popularity 14% Current M
seen here to the consumer facing side of Other o 1304 Future ™

mobile business. The fact that 21% more
vendors support iPhone than do Blackberry

is a further indicator of Blackberry’s Business Intelligence, Mobile POS, and
perceived decline. Clienteling applications underscore the
fact that Windows Mobile has the potential
Which Platforms Do They Support for to remain strong in business settings, if
Store Associates? not in the minds of consumers. Clearly,

Vendors currently show Windows Mobileas  the areas of support reveal the focus on
the preferred platform for Store Associates,  the two of the prevalent themes in

and there is nowhere near the mismatch today’s retail environment; investment in
between Retailers and Vendors going Bl applications and giving floor associates
forward as there is between Consumers access to all of a retailer’s technology tools.
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WHERE ARE VENDORS IN THEIR RESPONSE?

Ensuring that associates are able to fully
leverage technology on the floor also Figure 14 - Vendor’s Current Phone Platforms — Store Associates
encourages store management to move
beyond the back office and interact with

both the customers and employees. From . . 50
a basic service and business standpoint, iPhone or iPod T (5%
it is wise to enable your highest paid, 36%
most trusted store personnel to be iPad I A7%
actively engaged on the front lines. ] 23%
Android 3%
What is noteworthy here is the increased 32%
attention that store associate mobility Blackberry I 47%
for the iPad and iPod/iPhone is seeing Symbi M 9%
from vendors. While some analysts have ymbian W 14%
expressed doubt and confusion with the 1%
infatuation many have with those devices, HTML 5 Il 16%
it is clear that they really are game changers. WAP M 9%
Vendors see these devices as having a M 3%
strong, continued, and real presence in . . 61%
retail formats. Lest anyone think that Windows Mobile R 655%
Apple is the only player, clearly vendors . 43%
are hedging their bets with equal Windows CE/7 . 44%
attention being directed towards Other M 9% Current ™
Android devices. W 3% Future

Web Functionality - How Much is Lost?
Anyone who has used a mobile site or Figure 15 - Weh Functionality, Full Gite vs. Mobile Site
application for which a full site exists knows
that a there is generally some limitation
to the mobile version. IHL sought to
quantify what percentage functionality
vendors expected from the solutions that

1 1 0,
they supported. Business Intelligence 61%
B2B 64%
Not surprisingly, all activities showed a o
degree of degradation in service, but Knowledge Management 63%
activities were able to gain close to 60% Merchandising/Inventory 62%
functionality of the full version. It would
i )
stand to reason that retailers would like Mobile POS 53%
to see the most improvement in the Clienteling 61%
Mobile POS area, as we see that as an . 0
area with explosive growth potential in Time & Aftendance 51%
the coming years. Overall 57%



Where Do Vendors Stand on
Consumer Applications?

Through this survey we also sought to
see which consumer mobile applications
vendors already supported, and which
ones they planned to in the future.

As we looked at this data, there were two
results that caught our attention. First,
when looking at Geolocation, Regular
Barcodes, RFID and NFC Payments, as well as
Consumer Self-Checkout, there are virtually
the same number of vendors that have
no plans to support those applications

as those who expect to support them

in the next 12 months. It would seem

as though we are entering a period of

WHERE ARE VENDORS IN THEIR RESPONSE?

distinct differentiation where vendors
are going to focus on their core offerings,
and perhaps not invest extensive, if any,
capital into entering new areas.

The second noteworthy result is a little
more confusing. While it is clear that social
media is a constantly changing landscape,
the fact that almost 20% of surveyed
vendors have no plans to engage in
supporting consumer applications in that
area seems quite high. On the flip side,
the 46% that already support social
media make it the 3rd most supported
activity. And to be fair, within the next
12 months, fully 81% of vendors plan to
have social media support.

Figure 16 - Mohile Applications for Consumers

Social Media 46% 35% 0% 0%
Geolocation 21% 38% 0% 4%

Local Search 44% 30% 4% 4%

Read Regular Barcode 50% 23% % 0%
Read 2D Barcode 48% 24% 1% 0%
RFID For Payment 15% 35% 19% 0%
Coupons on Mobhile Screen 34% 41% 9% 3%
Coupons by NFC/RFID 21% 29% 25% 8%
NFC Payment 22% 30% 13% 9%

Consumer Self-Checkout 21% 28% 21% 7%

19%
38%
19%
20%
21%
31%
13%
17%
26%
24%
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The must-attend premier
retail event lineup for the year!

Feb 27-March1 A Fourth Annual Business Executive Summit

RetailConnections’ signature Summit has grown and prospered every year and now stands

as the premier industry event that draws up to 100 senior retail executives for an extraordinary
two days of intense yet casual networking and learning. This congenial congress of Presidents,
CEQOs, CFOs, COOs, CMOs, ClOs, SVPs and VPs from across the enterprise serves up a wide
range of perspectives. Summit workshops, roundtables, general sessions, receptions, dinners
and golf give rise to fresh thinking and new relationships. A peer-to-peer, senior management
share group experience.

May 16 - 18 A Second Annual Fresh Forum

Few product categories in all of retailing today offer more profit potential and safety scrutiny than
Fresh Foods. Do it right, and even small improvements have major impact on top line revenues
and more importantly, bottom-line profits. RetailConnections’ second annual Fresh Forum will bring
together retail leaders in the perishables area, government officials and other thought-provoking
presenters to explore key strategies for success in Fresh.

June 2011 A Second Annual Retail Mobile Executive Summit

The mobile revolution is well under way. Consumers leverage wireless devices to shop for lowest
prices, instantly access product reviews and order/pay for goods at the touch of a button. These
changes are revamping fundamental areas of retail operations, from marketing through the supply
chain. This groundbreaking Summit will explore the many sides of the mobile retailing revolution

to reveal opportunities to exploit new shopping trends and bolster profits.

October 2011 A Second Annual Business Executive Summit West

RetailConnections, whose signature Summit is held annually in south Florida, will host the
second annual Business Executive Summit West in 2011. This version of the popular winter
event was a smashing success in its first year, with considerable growth evident for 2011.
Summit West will bring together senior executives from across the retail organization. This mix
of Presidents, CEOs, CFOs, COOs, CMOs, ClOs , SVPs and VPs creates an unusually charged
two days of learning and networking. Attendees will hear fresh perspectives and come away
with new business ideas and industry friends. Summit West features workshops, keynotes,
roundtables, elegant receptions, dinners and golf.

Throughout A Regional Forums And Executive Dinners

the year In addition to its four major Summits, RetailConnections hosts regional executive dinners and

forums in major cities throughout the year on a wide variety of cutting-edge topics relevant to
senior-level retail executives.

About RetailConnections:

RetailConnections, LLC, focuses on live events that bring top management executives together for learning and sharing. The company also has a
communications arm that creates out-of-the-box concepts and collateral for getting your message and deliverables in front of the executives you
most want to reach.

For information on sponsoring any of these or other senior-level RetailConnections events, contact Tia Potter at tia@retailconnections.biz or
LuAnn Hallberg at luann@retailconnections.biz. For information about speaking at or attending any of these or other senior-level events, contact
Denise Power at denise@retailconnections.biz. For any questions, contact Marc Millstein at marc@retailconnections.biz or 914-620-5947.



CONCLUSIONS

The data delivered from this survey (and which will be explored
further in IHL's upcoming expanded study), yields several key
results. Perhaps the most important result is the least quantifiable.
Itis the distinct realization that consumers, vendors, and retailers
alike recognize the power that mobility has as a tool. Like all
tools, it is truly as effective only as the artisan, craftsman, or
worker who wields it.

As a new tool, there will be many successes and failures in the
coming years. As any avid iPhone user knows, for every earth-
shattering, astounding app, there are three or four forgettable
ones. But, it seems clear that those who take bold, decisive
action and embrace the power of mobility will reap great
rewards. Those who choose to ignore it will certainly suffer

as smartphones, tablets, and other mobile devices become
more and more pervasive in our connected culture.





