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The Battle for Attention

Key Trends Shaping the Way CE Products Are Sold

Time

Sales channels

Brand loyalty

Product research
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Eyeballs

Wallet share

Product features

New business models
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Global CE Sales to Top $700 Billion

Sales through consumer retail channels | Retail Dollars | USD $ $720

194 Countries
World GDP — 65 Trillion $ (2006)
World Population — 6.6 Billion

+14.3%

over 2006 +$42 Billion

In NEW
revenue

+19.7% +$53 Billion
over 2005 In NEW

revenue

Source: CEA/GfK

2005 2006 2007 2008 2009

[estimate] [forecast]
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World CE Pie Shifting: U.S. Share Reduced

2009 distribution of world CE revenue (at retail level)

South & Central America 11.1% 12.8% Asia (less China & Japan)

|

: Asia &
North America 22.0% Americas

' Oceania

}

9.9 16.0%

Eastern Europe Western Europe b
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14.5% China

“

7.8% Japan
Africa 2.1%

4.4%
Middle East

Source: CEA/GfK




There are also more players and more moving parts than ever

Content Installers/ Service
providers Builders providers
~_ t -
u\ ; » “
Manufacturer » Retailer »Consumer
A A
L» Distributors/ —1
Buying groups

Contract
manufacturer
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And the Options Continue to Change

U.S. Retail Sales of CE Products

Rank 1987 1997* 2007*

1 Radio Shack Best Buy Best Buy

2 Kmart Circuit City Wal-Mart

3 Sears CompUSA Circuit City

4 Circuit City Radio Shack Dell

5 Service Merchandise Sears Target

6 Highland Superstores Wal-Mart Costco Wholesale

7 Montgomery Ward Target Gamestop

8 Silo Kmart Apple Stores

9 Wal-Mart Office Depot Radio Shack

10 Best Products Office Max Sears

New entrants into the CE space also include drug stores (e.g. Sour'ce.: T_WI_CE Top 100 Retailers, 200_8
Walgreens), outdoor stores (e.g. Cabela’s), toy stores (e.g. Toys QR italics ipdieates new ehtraniicl
R Us) and home improvement stores (e.g. Home Depot).
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CE Retaliler Satisfaction High

Good Excellent

Online retailer 49% 41%

Specialty electronics store 53% 28% I

Large CE store 55% 26% I

Warehouse club 58% 22%

39% |

25% I

Some other type of store

Mass merchant store

Local or regional CE store

Online Satisfaction increased from 84% in inteliigiensl
% CEA 2005 to 90%, while in-person roughly flat :
opyright © 2008 Consumer Electronics Association (800/0 in 2005 vs. 81% in 2008)
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But Experience Could be Improved

Agree/Disagree: Big Box CE Retailers

|

Net Agreement Men Women Diff

A place that appeals to most men 64% 67% 3 points

A place where employees are helpful 46% 49% 3 points

A place that appeals to most women 21% 23% 2 points

Warm and welcoming 41% 37% -4 points
My favorite place to learn about CE products 38% 34% -4 points
A fun place to visit 54% 45% -9 points
A place where | enjoy spending time 45% 29% -16 points

What Do Consumers Expect From Salespeople?

» Have personal experience with the products

» Can effectively demonstrate the products

» Avoids trying to push products not asked about
» Help is available and close when needed
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Disconnects with the Consumer Impact Sales

What Is It Value User
Proposition Experience

GECEA ces
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And, Disconnects are Amplified ‘When
Doing Business Outside Home Market

A Look at the Middle East Market. What are the CE

product information needs of consumers in this region?

Info from sales

staff in stores
40%

30% -
20% +
0% T

Better Info More &
Better Info
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40%

30%

20%

10%
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Information tailored
to my culture
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How Will the Industry Respond?

-

* Return of the demo
* In-store workshops
 Use of technology

\_

New
Service

Models

New New
Engage- -
ment with Business
Customers Models

* Social networking
* Videogame ads

 Multi-channel
approach

www.CE.org

_ )
* Installation
* Maintenance
* Wisdom of the
crowds
J
\

» Content
Subscriptions

 Partnerships
» Add-on services
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Consumers Increasmgly

Receptive to New Approaches

Increasingly, the battle for attention will take place in the mobile environment

NET consumer interest

Location based service that
connects users to nearby
restaurants, gas stations, or shops

47%

Text message discounts from local
stores or restaurants

24%

One average, the 18 — 34 year
old segment rates the elements
10 — 15 points higher.

18% No difference between men and
women.

Businesses that target marketing
based on user profiles
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“Mobile Phone Power Users” Club Has Many Members

A [e Y i
1 Using camera M Listening to music I Downloading ringtones
M Email 11 Web browsing W Watching videos

I I

BRAZIL CHINA JAPAN ‘ RUSSIA ‘ USA
% CANADA INDIA MEXICO TUR
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‘Mobile Phones Top Intent to Buy Lists in Many Markets -
BRAZIL CHINA INDIA RUSSIA

#2 Desktop Computer #2 Digital Camera #2 Television #2 Mobile phone

LS S Ol e £22010000IC000K B, 2020100000k B, 2. D8S0D COMDUIC

#4 Laptop/notebook PC #4 Web enabled mobile #4 \Web enabled mobile  #4 Laptop/notebook PC

|
|

#6 Mobile phone #6 Television #6 Portable MP3 #6 Television
[

S A s e OLDIC LS e ELC0dICSS oM DONE, 10,0250 COLSICICO

MEXICO JAPAN TURKEY USA

#1 Mobile ghone #1 Mobile ghone W ghone #1 Television

#2 Laptop/notebook PC #2 Television #2 Laptop/notebook PC ~ #2 Mobile phone

#3 Digital Camera #3 Web enabled mobile _ #3 Web enabled mobile  #3 Laptop/notebook PC__

#4 Television #4 Laptop/notebook PC #4 Television #4 Digital Camera

#6 Web enabled mobile
" #7 Cordless home ghone #7 DVD Player/Recorder #/ Portable MP3

#6 DVD Player/Recorder
T

#7 Portable MP3
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Role of the Trade Association In

Addressmg Market Challenges

Co-opetition — Bringing Competing
Businesses Together

% » Networking — Bringing Individuals Together

~4 T - Education — Increase Knowledge about the
~ Industry
— Retailer Training (Ceknowhow.com, MECP)
— Consumer Education (DigitalTips.org,
MyGreenElectronics.org, AntennaWeb.orQ)
« Teamwork — We can bring together market
researchers, lobbyists, technologists,

member input, and PR experts ..
s CEA g N \CES
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Thank You
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