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Brands covered
in Digital vs. In-
Person
comparison
survey

One of several datasets used in
today’s session

N = 3,000 total

(1500 In-Person Brick & Mortar
store visitors in prior 30 days;
1500 website visitors in prior 30
days)

Fielded November 2022

Medallia

Retailers

Advance Auto Parts
Best Buy

Big Lots

Costco

Dick's Sporting Goods
Dollar General
Family Dollar

Kohl's

Marshalls
Nordstrom

Old Navy

Sam's Club

Staples

Target

Total Wine & More
Walmart

Sample collected based on
natural visit incidence per brand

(consistent across channels)

Restaurants

Buffalo Wild Wings
Burger King
Chick-fil-A

Chili's Grill & Bar
Chipotle Mexican Grill
Domino's Pizza
Dunkin'

IHOP

McDonald's

Olive Garden ltalian Restaurant
Outback Steakhouse
Panda Express
Panera Bread

Pizza Hut

Sonic Drive-In
Starbucks Coffee
Subway

Taco Bell

Texas Roadhouse
Wendy's



The omnichannel
environment today



Very few people are dedicated to one
channel

Most mix their shopping across in-person and online.

How shoppers use various channels
% of visitors by response for what best describes them, split by channel they had used for basis of survey. Excludes food
shopping

Website Visitors Surveyed In-Person Visitors Surveyed
Always or almost always in-person E
More often in-person, but sometimes
online
An even mix of in-person and online
More often online, but sometimes in-
person

Always or almost always online

. From Medallia Market Research Digital vs. In-Person Benchmark Survey (36 restaurant / retail brands total,
Medallla 1500 in-person and 1500 website visitors based on natural incidence per brand). Data collected November
2022.



Recent shopping events show frequency
of omnichannel journeys

How Back-to-School shoppers engaged with Retailers
% based on customers of Retailer type listed
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Meda"ia From Medallia Market Research Ad Hoc Back To School Survey (n = 843, collected July 2022)



Online Retail is still the avenue of growth

Despite the 2022 post-COVID comfort with returning to in-person shopping,
digital channels have held on to much of the COVID-driven growth.

Select Retailer sales by channel, vs. 2019 levels
US National; Excludes 3™ party platform ordering; Excludes cash

150%
- Best Buy In-Person

100% = Target In-Person

50% —=Macy's In-Person

0o === \Nalmart In-Person
- - -Best Buy Online
-50%

- - -Macy's Online

-100% - - -Target Online
Q1'20 Q220 Q3'20 Q420 Q1'21 Q2'21 Q321 Q421 Q1'22 Q2'22 Q3'22

- - -Walmart Online

Meda"ia From Medallia Market Research Credit / Debit Transaction Panel of 5SM+ US consumers.



Online is also a sizeable part of many
retailers’ business

Retailers differ, but some notable have 1/3+ of their business online.

Proportion of sales by channel
US National for select brands shown; Excludes 3™ party platform ordering; Excludes cash

Best Buy Macy’s Target
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Meda"ia From Medallia Market Research Credit / Debit Transaction Panel of 5SM+ US consumers.
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Using Safeway as an example, online
sales even for former digital laggards like
grocers is notable

Safeway’s distribution of 15 party sales: Digital vs. In-Store
% by Quarter; Excludes 3™ Party Platforms
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Meda"ia From Medallia Market Research Credit / Debit Transaction Panel of 5M+ US consumers.



But consumer habits toward digital isn’t
full explanation of who is winning in Retail

Walmart’s customer base serves as an example — shoppers using Walmart
less over the past year aren’t using Amazon a major amount more.

Year-over-Year change: Wallet Share of Walmart customers who decreased frequency
US National; Walmart “Decreased Frequency” customers defined as those who transacted at Walmart less compared to
prior period, but still did transact 1+ times in both periods. Periods: Q4 ‘21 — Q3’22 vs. prior 12 months

+0.2ppt

M Prior Period

only 2% for Amazon, vs. over 10% ® Current Period
each for Costco and Sam’s Club

On a relative basis, this is a shift of

+0.4ppt +0.3ppt
/ /
T
Amazon Costco Sam's Club

Meda"ia From Medallia Market Research Credit / Debit Transaction Panel of 5M+ US consumers. Numbers may not
sum due to rounding



Digital ordering incidence also high for
restaurants

Restaurants vary in the proportion of orders that are done remotely through
digital channels. With some seeing 25% of their customers ordering through it.

% of customers ordering through Online channel
Rolling 12 Month Period Q4 ‘21 — Q3 ‘22. Among customers of brand in prior 6 months of taking survey. Select restaurants

shown. Online = 1%t Party Website / App + 3" Party Platform. Excludes In-Person and Phone
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27% 25% 4% 12% 1% 4%

53%

Meda"ia From Medallia Market Research Restaurant Brand Perceptions Syndicated Survey
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Online vs. In-Person: The choice
of channel



Often another channel could be used

In @ majority of cases across channel and industry, visitors say their intended
purpose could have been fulfilled using another method.

Could trip mission have been fulfilled through another channel?
% of visitors, by channel and industry

In-Person Visitors Website Visitors

Retail Restaurant Retail Restaurant

Yes, Online N/A N/A
Yes, in-person N/A N/A 68% 58%
Yes, over the I 209 I
phone
Yes, other

. From Medallia Market Research Digital vs. In-Person Benchmark Survey (36 restaurant / retail brands total,
Medallla 1500 in-person and 1500 website visitors based on natural incidence per brand). Data collected November
2022.



Visitors have reasons why they didn’t

Having the time and already being near the location seem to matter most for
in-person vs. online shopping, but having an Online-only promo also does.

Why visitors didn’t choose the other channel: In-Person vs. Online
Restaurant & Retail average

In-Person Shoppers: Why not Online? Online Shoppers: Why not In-Person?

Already near location 35% Too time consuming 34%

Wanted to see / feel items first 21% Had Online promotion / offer 19%
Enjoy product / items more in-person 19% Unknown inventory in-person 18%
More enjoyable atmosphere 13% Other 17%

Prices / fees better in-person 13% Not conveniently located 15%

Other people decided 1% Prices / fees better online 11%

Had a promotion / offer for in-person 10% Avoid exposure to other people 5%
Killing time / bonding activity 10% No means of transport 5%

Did not want to deal with delivery later on 9% Bad weather 4%
Unknown availability / in-stock online 8% Didn't feel physically well 4%
No internet available at time 7% Other people decided 4%

No account / payment setup for store online 6% Already been in-person, didn't want to return 4%
Customer service / process better in-person 5% Transporting items home difficult 2%
2% Better customer service / processes online 1%

Already tried website

Medallia



Many online purchasers still do often
have an in-person step, especially for
restaurants.

Purchase method, by channel used, for restaurant visitors
Among those who made a purchase

Online Visitors In-Person Visitors

Purchased at location (and
oraeranssansore e [T sraugrehome /somewrers [N
else

Order ahead curbside / drive- Purchased at location (and - 359
28% b

thru pickup consumed there)

Same—day delivery / Standard 29% Other 13%

delivery

Non same-day delivery I 3% Order ahead in-store pickup 10%
Other | 1% Order ahead curbside / drive- 7%
thru pickup °

Medallia
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Shopper journey deep dive by
channel



Online visits are far more impulsive

The majority of online retail / restaurant visits are decided upon only
immediately before the visit occurs. Far more in-person visits are planned 1+
day in advance.

How far in advance shopper decided to make visit
% of visitors, by channel (Restaurant + Retail combined)

M Nn- H '
63% In-Person Online

27% 31%

19%
o 14%
l I 10/" 7% 5% 7% 29 5% 1 2% 1% 3% 1%
[ [ [ [ —

Immediately 1-2 hours 2+ hours The day 2-6 days About1 About 2 More than 2
before | before before, but  prior prior week prior weeks prior weeks prior
arrived same day

Medallia



Search engines drive nearly as much
retail visits as typing in URL directly does

How shopper arrived at location / website
% of visitors, by channel (Restaurant + Retail combined)

Top In-Person Arrival Methods Top Online Arrival Methods

Driving there (planning to go there) 73% Typed in website URL myself (from memory) 38%
Driving by (without planning to go there) 14% Search engine (e.g. Google, Bing, etc.) 34%
Walking by (without planning to go there) 4% Typed in website URL mys?lf (directed there from 9%
phone call or in-person)
Public transit (without planning to go there) 4% Typed in website URL myself (read from back of card, 8%
paper, etc.)
Walking there (planning to go there) 3% Other 7%
. . . Social Media advertisement (e.g. Facebook, Instagram,
O, O,
Public transit (planning to go there) 1% TikTok, etc.) 3%
Other 1% Banner / display advertisement on another website 2%

Medallia



Online visits are especially quick

For both restaurant and retail, the chance a visit is 10 minutes or less is
significantly higher online than in-person.

Length of time spent on visit
% of visitors, by channel and industry

1-5 minutes
6-10 minutes
11-20 minutes
21-40 minutes
41-60 minutes
61-90 minutes

91+ minutes

Medallia

In-Person Visitors

Retail

|5
| 4%

|2%

Restaurant

20%

I7%
|5%

1%

Online Visitors
Retail
| 189

|2%
\0%

0%

Restaurant

36%

| 36% |
E
|3%

0%
0%

0%



For retail, Online visits are more
exploratory

The percent intending to make a purchase is far lower than those who go in-person

Retail visits: Top Trip Missions
% of visitors selecting, by channel

Top 5 trip missions for each (out of 12 choices for Online and 15 for In-Person):

Online Visitors In-Person Visitors

To browse prices / pictures / reviews of something

specific the company offers To purchase something

To browse and see what's available (nothing specific 28% To browse and see what's available (nothing specific
in mind) © in mind)

To browse prices / pictures / reviews of something

To purchase something specific the company offers

To pick up something | had already purchased ahead

To view a status / notification / statement of time

To use a facility / service (e.g. gas pump, restroom,

To pay a bill ATM, etc.)

Medallia



Even for restaurants, Online visits are
commonly for browsing without definite
purchase intent

Restaurant visits: Top Trip Missions
% of visitors selecting, by channel

Top 5 trip missions for each (out of 12 choices for Online and 15 for In-Person):

Online Visitors In-Person Visitors

To purchase something To purchase something

To pick up something | had already purchased ahead

To browse prices / pictures / reviews of something
of time

specific the company offers

:I'o b.rowse and see what's available (nothing specific To meet someone
in mind)
To browse and see what's available (nothing specific
0O,

Other 8% in mind)

To use a facility / service (e.g. gas pump, restroom,

To view a status / notification / statement ATM, etc.)

Medallia



In-Person retail purchases are for a larger
variety of items, and more often groceries

+ pet products

Types of items purchased: Online vs. In-Person Retail

Among Retail visitors who previously cited the purpose of their visit was to make a purchase

Groceries

Clothing / apparel

Household goods (e.g. paper towels, soap, etc.)
Personal care / cosmetics

Electronics

Nothing

Toys

Pet products

Gift cards

Entertainment content (e.g. books, movies, video games)
Other

Office supplies

Home appliances / tools

Sporting / fitness equipment

Jewelry

Auto products

Ready-to-eat meal

Medallia

I 2 7%

I 18%

50%

e 24%

I 16 %

15%

25%
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The purchase recipient doesn’t differ

The distribution of buying for self and/or others is generally consistent
between in-person and online trips.

For whom was purchase made?
% of visitors, by channel (Restaurant + Retail combined)

B In-Person B Online

For both channels, the percent of purchases solely for others (and
not the shoppers themselves) make up “15-20% of total. Purchases

_ for 3+ people total also make up “30% of total in both channels.

28% 31%

2370 2l
Myself For another adultin  For a child in my For family / friends/ Someone notin a
my household household acquaintances not in category above

my household

. From Medallia Market Research Digital vs. In-Person Benchmark Survey (36 restaurant / retail brands total,
Medallla 1500 in-person and 1500 website visitors based on natural incidence per brand). Data collected November
2022.



Issues, service, and
satisfaction



Service interactions are rare online

Despite similar rates of experiencing some sort of issue for online and in-
person visitors, in-person visitors interact with service much more often.

Rate of encountering an issue Rate of interacting with employee / chat bot
% of visitors by channel / industry listed % of visitors; excludes “checkout” interactions
Retail, Online Restaurant, Online
'/ 4
Restaurant, Online -
4% 8%
Retail, Online .
Retail, In-Person Restaurant, In-Person
Restaurant, In-Person -
o, [¢)
Retail, In-Person 51% 72%

. From Medallia Market Research Digital vs. In-Person Benchmark Survey (36 restaurant / retail brands total,
Medallla 1500 in-person and 1500 website visitors based on natural incidence per brand). Data collected November
2022.



In-Person customer experience triumphs

Average satisfaction scores are higher, and Online CSAT is especially low for
Retailers (vs. Restaurants).

Satisfaction with Customer Service: Top 2 Box (9 or 10 on 0-10 scale)
Among those who interacted with customer service; Restaurant and Retail simple average

In-Person Online

Scores do not widely
differ between Retail vs.
Restaurant In-Person
visitors, but they do

differ for Retail (34%)
vs. Restaurant (47%)
Online visitors

. From Medallia Market Research Digital vs. In-Person Benchmark Survey (36 restaurant / retail brands total,
Medallla 1500 in-person and 1500 website visitors based on natural incidence per brand). Data collected November
2022.



Price or product issues preferred to be
resolved in-person

Information seeking skews toward Online service

Preferred service route based on situation
% of respondents; simple average of In-Person and Online shoppers for retails & restaurants studied

m Go to an employee in-person at store B Go to brand's website / app
m Call brand's customer service on phone B Post / message brand on social media
Charged incorrect price for product
Product is defective / does not meet quality bar
Seeing if an exception can be made to a policy
Wait time much longer than expected 36% 25%
Checking on status of a purchase
Resolving account issue (e.g. login, rewards balance, etc.)
Finding out basic store details (e.g. operating hours, location, etc.) 18% 66%
16% 43%

. From Medallia Market Research Digital vs. In-Person Benchmark Survey (36 restaurant / retail brands total,
Medallla 1500 in-person and 1500 website visitors based on natural incidence per brand). Data collected November
2022.



Barriers to successful website visits

In about 9 in 10 cases across industries, website visitors are able to complete
their intended mission on the visit. When unable to for restaurant / retail —
inventory availability or being able to find an item are the top culprits.

Ability to complete intended mission on website visit
US National; Simple average of brands tracked per industry category

Auto

Restaurant
Financial Services
Hospitality

Airline

Social Media
Retail

Telco

Meda"ia From Medallia Market Research Digital Experience Benchmark Survey (58 brands total, 80-120 prior 30 day

93% Those unable to complete mission, why not?

Simple average of Restaurant and Retail
93%
Products out of stock

93% Couldn't find what looking for

Site malfunctioned

90% Price of product not worth it
Site didn't carry what looking for

B2 Other

Price of shipping not worth it

Website / internet too slow

Timing of shipping unacceptable
Employee / bot tried but unable to help
87% Ineligible as customer for what wanted

89%

89%

webiste visitors per brand). Data collected November 2022.

26%
25%
22%
16%
16%

10%
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For in-person, finding items also a culprit

Despite visits being in-person, the timing or cost of receiving an item via
shipping (if not at store) is also a common reason for an incomplete mission.

In-Person: Those unable to complete mission, why not?

Simple average of retail and restaurant

Could not find what looking for

Price of product not worth the purchase
Products all out of stock

Location did not carry what looking for

Price of shipping not worth it

Timeline of receiving products not worth it

Had to leave too early (unforeseen circumstances)
Product quality not good enough

Ineligible as a customer to get what looking for
Customer service tried but was unable to help
Customer service / check-out wait time too long
Other

N

0%

19%
18%
18%
14%

—_

4%
13%
13%

9%

=
o
X

8%
0%

. From Medallia Market Research Digital vs. In-Person Benchmark Survey (36 restaurant / retail brands total,
Medallla 1500 in-person and 1500 website visitors based on natural incidence per brand). Data collected November
2022.



Often a competitor wins the business left
unfulfilled by the original place visited

Did visitor with unfulfilled mission eventually fulfill it?

% of respondents who said intended mission was not fulfilled on original website / in-person visit in question

% of In-Person visitors who

75% eventually fulfilled trip
mission

At a different company (in-person)
At that same company (over the phone)
At that same company (another way)

At a different company (over the phone)

Medallia

16%

14%

13%

13%

% of Online visitors who
53% eventually fulfilled trip

mission

Top methods for each (out of 10 total):
At a different company's website
Went back to that same website later on
At that same company (in-person)

Yes, to that company (over the phone)

33%

24%

13%

9%



An experienced issue affects perception
of brand not just based on that visit, but
overall

Impact on Likelihood to Recommend if issue occurred or not
Restaurant and retail average for each channel. Top 2 Box %: % rating 9-10 on 0-10 scale of Likelihood to Recommend

Online Visits In-Person Visits
B LTR asked based on that visit alone LTR is noticeably lower even for a
rating of “overall history with the
B LTR asked based on overall history with brand brand” for people with an issue on

that visit (vs. those without)

56% 55%

o)
(o) o) 34%
26% 26%
Issue experienced on visit No issue experienced on Issue experienced on visit No issue experienced on

visit visit

56% 57%

Meda"ia From Medallia Market Research Digital Experience Benchmark Survey (58 brands total, 80-120 prior 30 day
webiste visitors per brand). Data collected November 2022.



Retailers average high NPS, but Financial
Services may have most effective web
experience

Net Promoter Score and Satisfaction: brand website visitors by industry
US National; Simple average of brands tracked per industry category

Net Promoter Score Satisfaction
% rating 9-10 minus % 0-6 on 0-10 scale of likelihood to recommend % rating 9-10 on 0-10 scale of satisfaction level

Retail

Hosptaity

Financial Services

Auto

Restaurant

Ailine
Teico  |ER
Social Media n

Medallia



The use of Third-Party
Ordering



Spend on Third-Parties continues to grow

Restaurant-focused platforms continue to grow, though many now also cover
grocery and non-food retailers too. Grocery-focused platforms continue to hold too.

Estimated quarterly spend per person on Third-Party Delivery

US National; Spend per panelist on groups of platforms listed for 90 day periods shown

$120
$100
$80
$60
$40
$20

$-

Medallia

Q1 Q2 Q3 Q4 Q1 Q2 A3 Q4 Q1 Q2 A3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3
18 18 "8 '8 "9 M9 "9 "9 '20 '20 '20 '20 '21 '21 '21 '21 '22 '22 '22

From Medallia Market Research Credit / Debit Transaction Panel of 5SM+ US consumers.

3rd Party

Restaurant
Delivery, $99
Spend on DoorDash,

Uber Eats, GrubHub,
Postmates, and Caviar

3rd Party Grocery
Delivery, $31

Spend on Instacart,
PeaPod, FreshDirect,
and Shipt

Up 5%
year-over-year

Up 230%
vs. 2019

Up 1%
year-over-year

Up 223%
vs. 2019



3" Party use avoided by In-Person
shoppers due to speed, by Online
shoppers due to price

Why purchasers went directly to brand instead of 3 party

Among those who purchased directly from that brand. Restaurant / Retail average for each channel listed

Fewer fees than 3rd party

Didn't want to go to another website / app

Better item prices than 3rd party

| could get loyalty / rewards points from buying directly through them

| could get what | purchased faster when buying directly through them
Had promotion / offer to use directly with brand

| had more item options / customizations from buying directly through them
| could get better order status updates by buying directly through them
Something else not listed here

The store doesn't sell on 3rd parties

| trusted their cleanliness or handling methods better

Only website accepted payment details | wanted to use (e.g. Buy Now, Pay Later, Apple Pay, etc.)

Medallia
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But cost is growing as a 3PO barrier

Over time, not wanting to pay fees / tips has grown as an even more common
barrier for restaurant customers pass on using third-party delivery.

Reason for not using Third-Party Delivery, among restaurant customers
Average % of qualifying respondents, by time period shown

(05:2;(13 Resson Mar '20 Nov ‘20 May ‘21 Apr ‘22 Change Y;-()Ma’ - Oct
reasons) -Oct 20 - Apr'21 - Mar '22 - Sep 22
I didn’t want to pa:jye':ir‘\’ee :;aes / tips for using 359% 429% 42% 46% +11ppt
2 It would take too long to get the food 19% 23% 22% 22% +3ppt
The food would be ;:cc::c:t/ stale by the time | 10% 12% 12% 1% +1ppt
| didn’t want anfoecr:;pllaoa);ee touching my 9% 8% 5% 4% -5ppt
10 | didn’t want to :rc:‘r:; ;l; :ontact with the 9% 7% 4% 3% -6ppt

Medallia
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Questions?

Contact us at
briefings@medallia.com
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