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Study Background and Purpose

 Bazaarvoice is the market and technology leader in social
commerce applications that drive sales.

 While Bazaarvoice’s analytics provide clients with deep insight
Into the factors that can help drive e-commerce success via
consumer generated reviews, little to date has been known
about the motivations of consumers who post ratings and
reviews online

 This study is designed to provide a deeper and richer
understanding of the motivations and behavior of this
Important group of consumers

« The study was conducted jointly with the Keller Fay Group, a
market research firm that specializes in word of mouth

« A comparable study was conducted a year ago in the US, and
results are presented both for the UK and the US
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Methodology

Online survey presented to reviewers who posted one or more
reviews to Bazaarvoice client websites in the UK

3,786 respondents

Retail categories analyzed:

— Mass Merchant

— Hardware/Home Improvement
— Toys/Hobbies

An equal sample of responses were used from each client data
set

Online survey available: late July — mid-October, 2008
All results were then aggregated and analyzed

Comparisons are made to a study of 1,300 respondents to a
similar survey conducted in August — October 2007 in the US
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Summary of Findings

What kind of feedback?

— 86% of UK and 87% of US respondents have reported to give positive online
feedback
How do you provide feedback?
— 49% of UK respondents tell friends and family about their experiences
compared to 59% for the US

Why post feedback?

— 94% of UK respondents reported it was somewhat or extremely important to
post feedback to “help other consumers make good decisions”

— 84% of UK respondents and 74% of US respondents provide feedback to
help a company make improvements to the products and services they offer

— 82% of UK respondents and 79% of US respondents provide feedback to
reward a company that they think is doing a good job
Who is posting feedback?

— Feedback respondents were typically female, in their 30’s, completed
vocational education, and are making slightly higher than average income.

— 93% of UK respondents make online purchases to deliver to their home
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Tone of Surveyor’s Online Posts: Mostly or Always Positive

Thinking of all the times you've posted feedback online over the last 30 days, has your
feedback been:

B UK B US UK = 86%, UsS =87%
60% [ A \
51%
509% - 48%
40% -
30%
20%
11%11%
10% -
1% 1%
0% -
Negative every Negative most Equally split  Positive most Positive every
time times times time
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Positive Review Feedback

« 83% of UK respondents said the review that they just
posted was ranked either a 4-“positive” or 5-
“extremely positive.”

e The Bazaarvoice J-Curve demonstrates how 80% of all
reviews across clients are ranked 4 or above.

J-Curve
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Feedback Methods Employed

Besides posting your feedback online, have you expressed your opinions on that
same product or service experience using any of the following methods? Please
designate which of the following actions you have taken:

Feedback Methods Employed

B UKRespondents ™ USRespondents

Told friends and family about my experience 599%
Sentan email to the company directly to express my opinion
Telephoned the company directly to express my opinion
Posted my comments on some other product review website
Sentan email to friends and family about my experience

Sentaletter tothe company directly to express my opinion

Posted my comments onaweblog (blog) of some kind
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Main Reasons for Writing Reviews

Main Reasons for Writing Reviews

m UKRespondents  m US Respondents

To help other consumers make good decisions

Toshare your experiences with other people

Because you rely on consumer reviews and posting reviews
yourself is a way of giving back

To help companies make improvements in the products and
services they offer

Toreward a company that has done right by you

Tohelp retailers make better decisions about what products they
sell

Because giving feedback publicly is the best way to get companies
tolisten to whatyou have to say

Tocorrect the record when you see that somebody else has given
anunfair review 31%

23%

Becauseit's fun 6%

94%

90%

89%
86%

85%
79%

84%
74%

82%
79%

82%
70%

74%
62%

52%

Note: Results are for reviewers who selected “somewhat important” or

“n

extremely important”
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Now, we would like to ask you more generally about the reasons why

you have posted feedback online about products and services.

To help other consumers make good

To share your experiences with other

decisions
69%
25%
I
1-Not 2 3 4 5- Extremely
Important Important
P Avg. 4.6 P

To help companies make improvements in
the products and services they offer

49%
35%
13%
I
1-Not 2 3 4 5- Extremely
Important Avg 4.3 Important

people
62%
27%
7%
2 %
1-Not 2 3 4 5- Extremely
Important Important
P Avg. 4.5 P
To reward a company that has done right
by you
47%
35%
12%
||
1-Not 2 3 4 5-
Important Extremely
Avg. 4.2 Important
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Now, we would like to ask you more generally about the reasons why

you have posted feedback online about products and services.

Because you rely on consumer reviews and
posting reviews yourselfis a way of giving

back
48%
37%
2% 3% o%
0 (o]

I I -
1-Not 2 3 5- Extremely
Important Important

P Avg. 4.2 P

To help retailers make better decisions
about what products they sell

43%
39%

13% I I

3% 3%
— —
1- Not 2 5- Extremely
Important Important

Avg. 4.2

Because giving feedback publicly is the best
way to get companies to listento what you

have to say
41%
33%
19%
2% A%
— ||
1- Not 2 5- Extremely
Important Important
Avg. 4.1

To correct the record when you see that
somebody else has given an unfair review

29% 29%
22%
12%
. -
1-Not 2 3 4 5- Extremely
Important Avg. 3.4 Important
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Now, we would like to ask you more generally about the reasons why

you have posted feedback online about products and services.

Because it's fun

To punish a company that has done wrong

32% 31%
14% 14%
I 10%
1- Not 5- Extremely
Important Avg. 2.6 Important

by you
38%
23%
0,
16% 11% 12%
1-Not 2 3 4 5-

Important Extremely

Avg. 2.4 Important
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Which of the following things do you do online?

Online Activites
B UK Respondents  ® US Respondents
Purchase items online for delivery to your home 85% 2%
. . 66%
Send/receive ten or more emails a day 77%
Purchase items in online auctions for delivery to your 63%
home 46%
Sell items online using auctions or online classifieds 23% 40%
. . . 29%
Subscribe to online publications 359
Participate in online social networks such as MySpace, 28%
LinkedIn, Gather, etc. 25%
' 22%
Post messages on other people's blogs or chatrooms 20%
12%
Post messages on your own blog or chatroom 12%
2%
None of these 4%
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Demographic Data for UK
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What is the highest level of education you have completed?

Education Levels

26%

GCSE Level A-Level Education Vocational Undergraduate Degree of Graduate Post-Graduate
Education (e.g.A,AS,S- Education Education (e.g.  Education (BSc, BA) Education
Level, Higher) (NVQ, HNC, HND) University (PhD, MSc, MA)

Examinations but
notcompleted
degree)
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Which of the following best describes your total

household iIncome?

12%

Total Household Income of Survey Responders

19%
UK Census ’

2005/2006

Average
14%
13%

11%
9%
8%
6%
4%

2%

Lessthan
£20,000

£20,000- £30,000- £40,000- £50,000- £60,000- £75,000- £100,000- £150,0000r Don't
£29,000 £39,000 £49,000 £59,000 £74,999 £99,000 £149,000 more know/prefer
not to say
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How Old Are You?

Age of Survey Responders

33%

Under 20 20's 30's 40's 50's 60's Over 70
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Gender Breakdown

Gender

M Male M Female
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