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Thesis :

An UMMEMe

has serious consequences
to revenue T online and
across channels.




I Survey of Online Shoppers @kamai

Online survey of US online consumers, a commissioned
study conducted by Forrester Consulting, September 2009

1. From a consumer perspective, how Is site
performance tied to satisfaction

2. The consumer 6s tolerance for

3. The impact of poor site performance on consumer
behavior, brand perceptions, and multichannel
shopping
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Consumers Who Make Purchases Are (@kemai
Particularly Concerned About Performance

AThOSG consumers WhO “Which pf _the foIIo_Wing best describes why you we';(,e not
’[ua”y purchase = satisfied (or did not complete the transaction)”
acC
online stores are more
. - . eb site was frustrating/confusing
Web sit frustrating/confusi

likely to cite site to use
performance as the
reason they are _
UnsatiSﬁed Wlth an Online Web site was too slow/took too

28%

long
experience
ANeXt 1_:0 p!’lClﬂg and ! Web site crashed/\Web page 15%
Shlpplng ISSUES, POOr Site froze/received error page 179%
performance is a leading
cause of dissatisfaction ® Online shoppers who abandoned transaction

= Online shoppers who were dissatisfied

Base: 1048 US online consumers

Source: Online survey of US online consumers, a commissioned study conducted by
Forrester Consulting on behalf of Akamai Technologies, July, 2009
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Slow Rendering Websites Lead To Lost

Online Sales

A79% of dissatisfied shoppers are
less likely to buy from an online
Site again

AThis is up 17% from those
consumers surveyed in 2006

A75% would be less likely to
return to the website again

Aln 2006, only 64% stated they
would not return
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(@kamai

“If you find yourself dissatisfied with a shopping
experience online, which of the following are you likely to
do?”

o]
| would be less likely to buy from QW
them again online 62%
0,
| would be less likely to visitthe B8
website again 64%

Base: 1048 US online consumers

Source: Online survey of US online consumers, a commissioned study conducted by

Forrester Consulting on behalf of Akamai Technologies, July, 2009
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Majority of Consumers Abandon Purchases in @kamai
the Checkout Process 1 Directly Impacting Sales

AMOFG reSpondentS alre fi Thi rokite lagl time you visited an online store where you

‘1 intended to buy a product but did not finish the online purchase,
W”Img tO, and dO, at what point did you leave the site? 0

abandon purchases than
ever before

Before
beginning the
checkout, 35%

AThe percentage of
consumers who intend to

make a purchase but T
After initiating

leave after the checkout R orheson
process has begun is up 65%
18% from 2006

Base: 933 US online consumers who have abandoned a purchase

Source: Online survey of US online consumers, a commissioned study conducted by Forrester
Consulting on behalf of Akamai Technologies, July, 2009
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But the Ripples of a Bad Experience Go Beyond @kamai
Web Sales

ACustomer loyalty is tied closely _ _ SN
. . “Which of the following are most influential in your
to how C]U|Ck|y a website loads decision to continue shopping with an online store where

you have shopped in the past?”

AThIS IS eSpeCia”y true for (Responses shown for Web site loads quickly)
high-spending shoppers

AOverall, 52% of online R0 _ &

shoppers stated that quick

page loading is important to s oo I s

their site loyalty stsrsa00 [N o
A61% of online shoppers who

spend more than $1,500 online $150 or less - 43%

per year insist on pages

|Oad|ng qUICkly Base: 1048 US online consumers

Source: Online survey of US online consumers, a commissioned study conducted by
Forrester Consulting on behalf of Akamai Technologies, July, 2009
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The Overall Brand or Image of the Company Will @kamai
Also Suffer

; - s - “If you find yourself dissatisfied with a shopping
When fa'.CGd Wlth _a dlssatISfylng experience online, which of the following are you likely
shopping experience: to do?”
- . | would be less likely to buy from — s
A79% are less likely to buy again Rl R 79%
A46% of online shoppers are | would be less kely to visitthe |y
more likely to develop a WResIsegan
negative perception of the | would purclhasefrom another _ 64%
Company online store
| would have a more negative
A44% would actively tell their averalipercentona i N N <<%
friends and family about the bad 1 wouldtell my friends, family,
. y and co-workers about my _ 44%
experience experience
| would be less likely to buy from

A27% are less likely to buy off- them again offline (in their F 27%

| physical store location)
line

Base: 1048 US online consumers

Source: Online survey of US online consumers, a commissioned study conducted by
Forrester Consulting on behalf of Akamai Technologies, July, 2009
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0%

Of consumers research
products online they buy
oine

of consumers are buying
across channels.

11813 ‘Sou_rge_‘:_ll\jo_r._th nerican Technographics® Retail Online Survey, Q1 2009



A Poor Performing Site Opens the Doors for @kamai
Competitors

“If you find yourself dissatisfied with a shopping
experience online, which of the following are you

ANot only does an ikely to do?”
underperforming site lead to
customer frustration, but 64%
of shoppers state they will
simply purchase from another
Online store. | would purchase

from another online
store

m 2009 study m 2006 study

64%

AThis number is up 16% from
the 2006 study

Base: 1048 US online consumers

Source: Online survey of US online consumers, a commissioned study conducted by
Forrester Consulting on behalf of Akamai Technologies, July, 2009
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The Result
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Consumer Expectations for Site Performance are @kamai
Changing

“What are your expectations for how quickly a Web site

A47% Of consumers expect a should load when you are bl’OV\iSing or searching for a
Web page to load In tVV_O More than 4 seconds I:)rOdUCt:I?7%
seconds or less o L 36%
AThis represents a significant 2 seconds 30%
evolution in consumer 1 second 12%
expectation from the 2006 Less than 1 second [l 5%
study, which showed the |
majority of customer OB e dherore loaing thowabs o
expectations at less than four e e — o
Seconds ( 3 seconds 27% \
Aln fact, 40% of consumers will e
wait no more than 3 seconds ——
before abandoning the site

\_ Lessthan 1 second

J

Base: 1048 US online consumers

Source: Online survey of US online consumers, a commissioned study
conducted by Forrester Consulting on behalf of Akamai Technologies,
July, 2009

© 2008 Akamai

Powering a Better Internet




: &) )
I Survey Conclusions Gkama:
APerformance and satisfaction are closely linked

APerceived page load times should be no more than
two seconds

ACompanies direct online sales suffer when not
meeting those expectations

ACompanies will suffer in  -directly across all
channels and I n the consumer so p

their brand
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The @Hsallenge

Consumer expectations f

Orfchﬁkliﬁrge@HeS

Increasing, yet th&Se efforts
can Fﬁ
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Shoppers Demand Even Faster Sites (@kemai

Shopper Expectations for Site Performance Today

1999
2006

2009

2012

Response Time
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Better Internet Connections Mean Higher @kamai
Customer Expectations

“For each of the below places where you shop or
Agl% Of consumers tOday now research products online, please select how you
have broad band acceSS at connectto the Internet.
home, while nearly half have it

at Work or SChOOl Cable modem (e.g., uses 0%

your cable TV connection)

AThis is up from only 54% of

s mHome
consumers WhO had Digital subscriber line (DSL 41%
broadband access in 2006. or ADSL) = Work
. y School
ARetail and travel sites must e e
now compete with the higher ~ tslephoneine af;d EQUISS
. ialup
expectations caused by better
. | do not access the Internet
InternEt SpeEdS' from this location/ does not 41%
apply 85%

Base: 1048 US online consumers
Source: Online survey of US online consumers, a commissioned study
conducted by Forrester Consulting on behalf of Akamai Technologies,
July, 2009
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Dynamically Generated Content on the Rise @kamai
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Adding Content Impacts Response Time @k _
amal
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