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CTT Barometer panel ﬁ
“We are where the business and the online purchases are ...” ctt
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01.. Global e-Commerce market in Portugal

ctt

China: 62%

GMV

4,2bn (2017) -4,9bn (2018)
+17%

51% 49%
goods services

Cross-borderin Portugal

ebay

87% of
Portuguese

eBuyersbuyin
foreign online
stores

Cross-border
purchases

Il °-Shop domestically only
I 2 Shop domestic and cross-border

% Shop cross-borderonly

Top ecommerce stores where the Portuguese do their shopping

amazon

Expre

SS

Percentage of ebuyersin 2018

MédiaEU - 28

O-X

worten

Forecast 2025 819, 82
- o 75% 1 80% 81%
67% °
579 60% 62%
A6% 50%
32% 32%
PT ES BE AT FR FI DE NL DK SE UK

IT GR

Fontes: Market Study "eCommerce Ibérico”, CTT, 2019; Eurostat; IPC Cross-border eCommerce Shopper Survey 2018; Statista 2018

Spain: 30% b v
UK:30% Express“

USA:21 %
amazon

Germany:15 %

HK:13 %

] DR

France:10 %

Sales in e-commerce will
continue to show significant
growth

Lessthan10%
[l Between10%and 20%
Il Morethan20%
Maintain

Decrease

Fonte: Barémetro eCommerce CTT 3/ quarter 2019




0 2. Ageprofile of the ebuyer ﬁtt
C

ebuyers
M rop. (>15)

» Middle and high classes (C1, C2 e AB) show greater adhesion to online shopping

* 89%of online shoppers are between the ages of 16-44

* 60%urbanresidents (Lisbon and Porto) are more represented at online shopping

15_ﬁ4 yrs 25—34 yrs 35—44 yrs

Fontes: Market Study "eCommerce Ibérico”, CTT, 2019 4



O 3. Which s the buying profile of the Portuguese ebuyer?

Portuguese

ebuyer
"‘ profile
Average number Average number of ~ e-Commerce
of purchases products per purchase expense
(products) (products)
3,0
13,8/year (2,1em2018) 548,4€/ano
+14,0%
Average purchase Product weight Purchase frequency
value < <3 months
56% <500gr
39,7€ _ 92.1%

+7,1%

Fontes: Market Study "eCommerce Ibérico”, CTT, 2019
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04. which products have the ebuyers bought online in the last 12 months? e
C

Clothing & shoes

63%
55%
+8 i ing T 387
P-P. Electronics and computing 379
o

Health and personal care 34%
Meals ready to eat 29%
Yy k0

12% 29
%o
-|-18 Books and movies —
p-p.

32%
T LA
Cellphones 22% _3p.p.
. e 2 8%,
Household appliances 21%
I 24,
Sports 17%
: I 20%
Pet products and accessories 14%
O IEEEEEEEEE——— 19,
9%
Food and diet supplements e 17°%
I 15%
Grocery & food L6,

: e 15%
Vouchers and experiences 15%

Automotive parts

+10p.p.

Appliances _120 /014%

Beverage (ex:coffee capsules) _120}03%

. I 13%
Pharmaucetical products 11% °

s 11%
Baby products 6%

Freshproducts ™ _ 8%
resh products 7% = 2019 2018

Others ™= 20/2

Fontes: Market Study "eCommerce Ibérico”, CTT, 2019 6



O 5. Which are the main factors for choosing an online store?

ctt

67,9%
61,8%
52,2% 52,2%
23,6%
19,6% 19,9% °
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Fontes: Market Study "eCommerce Ibérico”, CTT, 2019




06. When and where do Portuguese ebuyers purchase online?

Mobile phone

PC - Portable

Tablet

PC - Desktop

Fontes: Market Study "eCommerce Ibérico”, CTT, 2019

During the week

Saturday

Sunday

No specific period

Morning

Afternoon

Evening

No specific period

27%

|

13%

15%
12%

10%
7%
— 63%

_ . =2019 = 2018
3%

|

81%

56%
59%




06, Which are the main reasons for abandoning the online purchase at checkout?

ctt

Final price more expensive than expected
(includes delivery)

Technical problems with the site

Delivery process
Total amount online cart too high
Uncertainty about payment process
Dissatisfaction with the delivery deadline
Ask alot of personal data
Poor information about delivery process
Dissatisfaction with the delivery methods
Difficulties with the Sign-Inin the website
Return costs
Slow Internet connection
Unclear return process

No return service

Ignorance of the geographical location of the product

Fontes: Market Study "eCommerce Ibérico”, CTT, 2019

21%
21%
16%
14%
14%
13%
13%
12%
9%
6%

And abandoning the online purchase while searching?

* 65% of ebuyers consider prices high
* 48% productinformationunclear

9



07 . Most valued online consumers’ delivery features ... ﬁt%\
C

Which are the main constraints with the delivery experience?

52%
47%
39%
24% 25% 25%
21%
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Fontes: Market Study "eCommerce Ibérico”, CTT, 2019



08. Where do Portuguese ebuyers want receive their parcels? ﬁtt
C

B 2019

— — - Where they actually receive
87%

Lockers Click
& & 57%
Packstations Collect

61%

Other places At store you bought Workplace Postal stores Convenience stores Home

W 0 4% M 0

Fontes: Market Study "eCommerce Ibérico”, CTT, 2019




09. Delivery options and attributes [eseller view, from ctt barometer]

e ———

- ~
- ~
-

Workplace
delivery

o Deliveryathome, convenience points and at the
. \
C°“|;’;:'t§“‘e 3 workplace are presented as the most relevant.1
\

p—

Parcel Locker Home delivery | .- WOy _ Freedelivery anq spegd are thg
delivery SPie RO most valued attributesin last mile
gt "~ delivery.?
Delivery to /' \\
neighbour , Speed .
/ 5.0 \
/7 \
. K 4038 \
~ / \
\\ 1 \
RO /| Possibilities for 34 3
TN~ .- -4 changes in the last B Predictability’,
____ ! mile Y
1 1.9 1
1 I
1 1
1 I
\ 1
\ 1
\ 1
\ 1
\ U
\ 1
\ /
* Free delivery Delivery options//
\\ //
N /
\\ 7

./ 1Scorecalculatedona weighted average with weights of 5to 1 where 5 represents thefirst place of mentionand 1 the last place of mention
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1 0. Howdo Portuguese ebuyers pay when shopping online? ﬁtt
C

O,
paypal 44%
MB
Virtual credit card (MBNet) 21%
+19p.p. S50
(o]
19%
e I >
(o]
14%
(o]
16%
Bank transfer
N -
-3p.p.
4%
Pre-paid card _ 7%
B 2019 2018

Fontes: Market Study "eCommerce Ibérico”, CTT, 2019



1. 1.. Which other factors canimprove the level of online shopping? e
C

Satisfaction with the return process @]

28%

Satisfied
26%
Neutral

Not satisfied

Satisfaction with the shipping costs @]

Very satisfied

Satisfied
Neutral 31%
Less satisfied

Not satisfied

Fontes: Market Study "eCommerce Ibérico”, CTT, 2019



1 2. Delivering innovationin CTT ﬁ
Leading on the logistics & delivery side the building of the ecommerce ecosystem in Portugal ctt

CTTNOW Marketplace Dott “The futureis now ..."

CTT 24H

Partnerships e-commerce platforms

 Packnelp Shopkit & facestore (fump (VO



1 2. Delivering innovationin CTT ﬁ

Leading on the logistics & delivery side the building of the ecommerce ecosystem in Portugal ctt

CTT Logistica

Purchase/ Integratlon

oo By
o) —— ‘_l =010
Warehousing/  Order picking  Packing  Transportation Lastmile =
storage & Shipping delivery
dl I
<> Returns

e ‘r\_

RS L
o

h ,
ONBOARDING SERVICE PLATFORM + SELF-SERVICE MANAGEMENT TOOL + INTEGRATIONS WITH SELECTED MARKETPLACES #5% %‘ D |

4 3

doff A (772 comMERCE amazon

shopify

Fontes: Market Study "eCommerce Ibérico”, CTT, 2019 1 6



\UALV

FESTIVAL GLOBAL

DE COMPRAS 2019

AliExpress | & ctt

Smart Shopping, Better Living!

Reducao de preco até70%

Aproveite o festival de
compras 11.11 e deixe
as entregas comos CTT.

Alberto Pimenta

Many Thanks!

CTT - Head of e-Commerce

7%

8 November 2019 C




