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Consumer behaviour is changing rapidly

Millennials = Love Their Smartphones...
87% = ‘Smartphone Never Leaves My Side’

Millennial Smartphone Behavior, USA, 2014

My smartphone never 87%
leaves my side, night

or day

When | wake up, the
first thing I do is
reach for my
smartphone

| spend more than
two hours every day
using my smartphone

HAgree

HDisagree
In the next five years, 60%
| believe everything ’ ENot sure
will be done on |
mobile devices |
0% 20% 40% 60% 80% 100%

('1\ Kpc B Source: Zogby Analytics. 59
\“ Note: Zogby Analytics was commissioned by Mitek Systems, Inc. to conduct an online survey of 1,019 millennials who have a smartphone. For the purposes of this survey, “millennials® are defined as
adults between the ages of 18-34. Al interviews were completed May 30 through June 6, 2014. Sums may exceed 100% owing to rounding.
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More than a third of eCommerce

transactions are now mobile

Mobile share of retail eCommerce transactions
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Online is increasingly a critical part of

consumers’ purchase decisions
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Technology is enabling unprecedented
innovation in digital commerce

1995-2005

CATALOG + CART

amazoncom

ebay PayPal

Breadth of assortment + price

Marketplaces

MULTICHANNEL

2005-2010

Walmart L

Alibaba.com

Site + Store

International expansion

2010-2012

SOLOMO

Social content & community
Mobile research & commerce
Local offers

New commerce models

2012-2016

PLATFORMS

) Google play wANE
@ BIRCHBOXe
UBER amazgn-com

Apps + services + content+
devices

Vertical integration
Data-driven personalization
New fulfillment models
Relationship-based commerce

Subscription models

2016 & BEYOND

PERSISTENT + CONTEXTUAL

Ab

</ stratasys
. & sSoDsSYysSTEMS
=% shyp PPy ‘
cloudera way,
& Pay [square ebay

iBeacon CUstOra
GO Slanmsuun amazoncom

Internet of Things

Augmented/Virtual reality

Big data => Contextual
experiences

Wearables

3D printing

Virtualized, on-demand supply
chains

Biometrics

Persistent connectivity

New shipment platforms and
drones



Success requires companies to realign across

their entire value chain
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Winners dont invent
they uncover
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Both otart-Ups and

ncumpents are
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The incumbents have the right to win

$3.7T in corporate capital waiting to be ventured

Hidden wealth of talent and resources

* waiting to be let loose

~ Scale of operations and heavy
“ marketing muscle
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Successful digital change requires a customer

focus and a VC like portfolio approach

BE RELENTLESSLY THINK LIKE AVC
CUSTOMER FOCUSED
* Continuously interact and learn from * Set out to have a portfolio of options

consumers and ecosystem , _
*Test and learn at pace — don't leave ideas

*Solve for consumer pain points on the shelf

*Focus core corporate assets to solve *Quickly determine whether worth it, if not
them stop

* Execute against this customer centric *Set rigorous KPlIs for incremental funding
vision

*Invest in the team and go to market plan as
much as the idea

BCG‘E'EG&TT'BLRES SEPTEMBER / 2015 L’'OREAL



small empowered

team

unmet human needs

test and lea
think In wee
create a proc

DIGITAL
BCG‘VENTURES SEPTEMBER

il

KS

UCH

/2015

[arge slow committee

market reseq

think In yea
create a Power

ch

fear of fallure

=

PoInt




Change will come, those with the right culture
and mindset will ride the wave of change
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