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US and EU Online General Merchandise Market for the next 5 years in $ billions.

*Euros have been converted to US Dollars.
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. Forrester Research, October 2006 “US eCommerce Five-year forecast and data overview.”

ChannelAdvisor excludes food, travel, grocery, beverage and event tickets.
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Online Ecommerce Channels *®
Growing in Importance e TAI:YST

 More consumers shopping online via search, comparison shopping
engines, marketplaces.

 Today up to 75% of sales for an internet retailer is driven by online
channels.

I CSE

Bl Search
[ Marketplace
Il Direct

2003 2004 2005 2006

. FBR Research based on publicly available Gross Merchandise Volume (GMV) Information.
Also corroborated by ChannelAdvisor’s real-world data.



Internet Quarterly Growth
Trends: 2004 - 2006
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eCommerce Channel
Trends — Summary
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* Opportunities

— Multi-ecommerce channel trend
IS a catalyst for growth

— Diversify!
— New payment options

— Innovative ecommerce platform
offerings allow you to focus on
channels

 Challenges
— Diversify!

— If you are eBay only, you are
missing 75% of the pie
— Fraud is increasing

10:15am —11:00zm

11:00am — Moon

3:00pm — 4:00pm

9:00am — 10:00&m
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& Wiewy from Wiall Street
Moderator: Scot Wingo, President apd CEOQ, Channelidvisar

FPanefsts:  Jeetll Patel, \Wice President, Deutsche Bank Secunities,
Inc.

Justin Post, Senior Research Analvst, Merrill Lynch
Anthony Noto, Analyst, Goldman Sachs

Fraud: The 'Biy Bad wWolf' of the Internst
Maoderator: Rob Chesnut, IYP of Trust and Saiely, eBay
Pahelists!  leffrey £ Grass, Fresident and CED, baySAFE

Dong Schwegman, Director of Custormer and Market
Intelligence, CyberSonree Corparation

Greg Plerson, Founder and CEQ, jovation, Inc.

Alternative Payment Options: Can They Really Drive hore Sales?

Moderatar: Steven Davis, 5r. |Wiee President, Parther Services, 51
Commerce

Panelists:  Vince Talber, \Vice President of Marketing, id Commerce
Ancrew Manson, Strateglc Partner Manager, Googls

Dickzon Chy, Senior Divector, Global Merchant Senices
PayPai ine.

"Build ve . Buy” — eCommerce Platform, Fulfilliment, Call Certer, Marketing
Moderator: David Spitz, Wee President of Product Management and
Cilent Senvices, Chanpelfdavisor Corporation
Panelists: Michae! Marston, Wice President of E-commerce and

FProduct Management, Axt.com

Alex LePage, Director of Marketing, Toysrs.coms
Bahlesrus. com
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US Search Query Trends:

Aug ‘05 — Jan ‘07
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Search matters due to (1) Consumer intent, (2) Explosive growth, and (3) Scale
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Paid Search GMV by Day
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Changing the Game? e TALYST

~ taylor made r7 - Google Search - Microsoft Internet Explorer provided by ChannelAdyvisor Corporation

- —
. f e arC h I n g I n e @.\- A~ | http: S, google, comysearch?sourceid=navclientfie=UTF-Srls=GFRD, GFRD: 2006-50, GFRD:entq=taylor V| || X |

ﬂf ﬁ'ﬁ [taylor made r7 - Google Search l_l @ b D Eéé M gﬁage - 3} Todls ~ @' ﬁ 3

I I - N T scot.wingo@gmail.com | Search History | My Account | Sign out  #
e I n q - Web Images Video News Maps more»
GO L)gle |tay|0r made 7 |[ Search ] ’;7‘1“"*‘1_:“”‘

Web Results 1 - 10 of about 1,060,000 for taylor made r7. (0.28 seconds)
M ar keti n Taylor Made R7 Sponsored Links Sponsored Links
www.RaysGolfShop.com/Taylormade_R7 Free Shipping on all orders.10% off Storewide! Low Price Guarantee.
g g F Y - ppIng Taylor Made r7 CGB MAX
Taylor Made R7 Maximum COR Irons - Free Shipping
. www GolfSmith.com  Huge Selection from Taylormade 115% Low Price Guarantee —® Google Checkout on the 1 CGB MAX
e Free processin e
p g Product search results for taylor made r7 Tavior Made Dri
Taylor Made R7 Quad TP 8 5A° with Diamana shaft LOOK! - $149.99 - eBay ~aylor Viace Lrvers
Taylor Made R7 Draw Rescue Fairway Woods - $129.99 - Edwin Watts Golf Great Prices On Al Taylor Made
Taylor Made 7 TP Fainway Wood wigraphite shaft - 5399.95 - Go'f Circuit Drivers - Save Big!
golfclubsdirect.com

TaylorMade Golf

Features specifications on golf clubs and other products, a demo day and retailer locator, and

TaylorMade Golf

] h Latest model RT Draw in stock 1
PS G | ( : h k t staff player information. f ~ - ) Lowest price fast shipping

O O g e e C O u www taylormadegolf.com - 8k - Cached - Similar pages - Note this ClickandSaveGolf com
TaylorMade Golf - Drivers - r7 425 - Overview Tavlor Made R7

I The r7 425 features 28 grams of movable weight divided between two widely spaced Limited Time Offer- Free Shipping
n C re ases yo u r TaylorMade Launch Control (TLC) ports, allowing for a lateral shift in CG ... On Golf Pro Shop Orders Over 539

www.taylormadegolf.com/product_detail.asp?plD=11- 31k -

- S _ ; www.DicksSportingGoods.com
Cached - Similar pages - Note this o ‘*"w
‘ : I R th u S yo u r Taylor Made Mens R7 Quad Reviews at GolfReview.com
] Taylor Made Mens R7 Quad Reviews - GolfReview.com is the leading resource of quality Taylor Made R7 .
consumer-generated product reviews on the Internet. New and Used 425 and 460 Drivers

u I i t S C r www_golfreview com/cat/drivers/taylor-made/PRD_321533_2948cnc aspx - 59k - meg: gbg-l(zr?fe Shipping!
i i ‘ ) e Cached - Similar pages - Note this www._GlobalGolf.com

Taylor Made r7 460 Drivers

Extra large 460 cc clubhead offers the highest MOI of any TaylorMade r7 460 driver for TaylorMade R7 Drivers
tremendous forgiveness and long, straight results on off-center hits. Autharized Dealer - No Sales Tax
www_edwinwattsgolf. com/golf-equipment_taylormade_taylor-made-r7-460- Free 3 Day Shipping - 1 800 Putters
drivers_10001_10001_70005_-1_1102.htm - 121k - Cached - Similar pages - Note this www_putters.com

Driver Made R7 Taylor - Golf - Compare Prices, Reviews and Buy af ... Golf clubs at wholesale

Driver Made RT Taylor - 9 results like the Taylor Made GOLF- R7 DRAW 460 TITANIUM Complete Set with bag now $69.99

|

ML Tl BA_ - S YT A4S TITA R IR DO T BA_ - S T Neiimen Dome Mhddccn cod Blaee
=
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o Opportunities

Consumers continue increasing adoption

of search as a way to research and buy
products

Don’t believe the naysayers, search still
works.

Google Checkout
 New payment types?
 New countries?
Yahoo! Panama
« Will it stop the loss of search share?

Yahoo!+PayPal counter to Google
Checkout?

MSN AdCenter
 Will Vista move the needle here?

 Challenges

Is Google too far ahead?

channeladvisor:

= CAT ALYsST

Multi-Channel eCommerce Strategies

Presenter: Stacey Harris, Agency Marketing Manager,
G 0 (.) Ie 11:00am — Noon Keynote: The Evalving Market of Online Retai
Alex Bratin, Strategic Partner Development, Google
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Rank Site Oct Nov Dec Share
Total Audience 173,258 173,686 174,199
Comparison Shopping 62,607 66,976 69,148 40%

1 Shopping.com Sites 20,143 23,384 24,335 35%

2 Shopzilla.com Sites 22,087 22,387 22,902 33%

3 Yahoo! Shopping 15,514 19,210 20,804 30%

4 SHOPLOCAL.COM 8,775 14,224 12,926 19%

5 Nextag.com Sites 7,992 9,305 9,851 14%

6 AOL Shopping 6,026 7,446 9,540 149%

7 MSN Shopping 9,037 9,417 9,410 149%

8 Froogle 4,936 5,311 6,385 9%

9 Mezi Media Sites 7,375 6,695 6,339 9%

10 PriceGrabber 6,383 5,980 6,211 9%

11 Shop.com Sites 3,334 4,440 5,189 8%

12 CNET Reviews 2,506 3,014 3,501 5%

13 BEST-PRICE.COM 3,274 2,895 3,065 4%

14 BECOME.COM 2,126 2,488 2,432 4%




Comparison Shopping Traffic channeladisor
Trends: Nov '05 — Jan ‘07 > CATLYST
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CSE GMV by Day
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CSE Changing Models—
Shopping.com Introduced a Cart
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;‘ Compare Prices on Ins er Stroller - Micro Internet Explarer e by Channeld = | _.
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Cneng[:;{:- v Go o gl Ll g v e b B+ O Bodmadsw B bloded | 5P check = %y Autolink + T Autofll [ep Sendtow ) settings =
i ks, %
T srrx s roranc  (EEIN m
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coN! : e R T Rl T b m
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2007 — Next Wave -

of CSE Innovation?

GO Ugle Post it on Base. Find it on Google. m
BaseS"BETA

pronto.com
Yub.com.......sw. JellyrFish

2

find.corm mylriggers. =

® Shopping Search Reinvented items. all the time ™

BE:COME’ woot!

SHOPPING

zeeDIv Shatier.

how low can it go?
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Engines - Summary
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* Opportunities

Forrester — 75% of online shoppers
influenced by CSE

ChannelAdvisor — some customers see CSE

as large as 40% of GMV

Economics still ‘work’, niche sites highly
effective

Next wave of innovation coming

 Challenges

Increased fragmentation
Brand recognition

Retailers “put off” by CPC model and
increasing rate-cards

ROI management is complex due to most
engines not sharing cost data/allowing
bidding

Positional/landscape awareness non-
existent

Site Name (14 Conversion Rate
BobVila.com 8.78%
FindGift.com 5.28%

Gifts.com 347%

SortPrice 3.14%

Google Base/Froogle 2.81%
Become.com 1.70%
Mextag 1.53%
PriceGrabher 1.49%
Yahoo! Shopping 1.33%
Smarter.com 1.29%
channeladvisor*
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4:00pm — S:00pm The Future of Comparizon Shopping

Moderatar: Brian Swith, Analvst, ComparisohERgines. corm
Papelists: Cynthia Rwok, Stateglc Partner Development, Foogls

Trent Scofffeld, Divector, U5, Sgles & Client Services,
Shapeing.corm

Mathan Decker, Senior Manager of e Commerce,
Evagear.caln

Lisa Bari, Partner Marketing Wanager, Art.com
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e Amazon
25% of units are from third parties
— Renewed interest in mid-tier sellers on the SellerCentral platform
* Overstock
$800m retailer with 60% third-party business
e eBay - substantial activity/changes
— eBay Express
— PayPal
— Feedback 2.0
Challenges...

™ home | pay | register | site map Start new search ” Search ]
a Y[:u uk | Buy | Sell | My eBay w Advanced Search

Hello! Sign in or register
d]Yt?\KF“!‘;B W B Ct | WA Lint | Your Aty

T — = e Home » Community > Feedback Forum > Feedback Profile

Feedback Profile

gowingstore ( 223543 *] - Bower e i]
Member since 29-Sep-04 in United Kingdom

Contact member = View items for sale | View seller's Shop More options

Feedback Score: 223543 Recent Feedback Ratings @

Detailed Seller Ratings  (=ince March 2007} { 7
Positive Feedback: 99.4% (last 12 months) :
P Criteria Average rating  Mumber of ratings
Members who left a p05|t|\lre: 224752 1month  6monthe 12 months tem s described s s A A A "7
Members who left a negative:1249 @ rositve 12607 24791 155339 R o Ak d G
All positive Feedback: 311649 @ Meutral a0 B10 1159 Digpatch time iy i oy i o 115

Poztage and packaging

Find out what these numbers mean @ vegative 101 a72 750 Sl & &£ 88 n"7




eBay Challenge: 0@ ot

GMV Growth vs. eCommerce .'=- Tm I-:YSmT

50%
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Y/Y Growth Rate (%)

S S 8 8 S S 8 8 ] S
oy (45} —— (2] o bl —
b, & & g S & S & 5 &

- U.S. retail e-commerce = eBay GMV in U.S.

Source: eBay Inc., Census Bureau of the US Dept. of Commerce, and Cantor Fitzgerald & Co.



eBay Challenge: °® chan

The Buyer e T I-YST

250 Change in Active Users as % of Change in CRUs has continued to 55%
decline during the past 5 quarters, which could be the indicator of
why eBay stated on the 2008 conference call that the "magic” of ad | [0

g

€Bay has been diluted and the buyer experience has "suffersd”,

e

5] fi : ‘ 45%

&

| : | F mg

| ik i
I mu [ I
40 1005

003 10 2004 3004 4004 1005 2005 3005 3006 4008
[ ET&E-EHU& =0 Actre s == Hirve UsenCRL -I-Trh'llrrﬂmmlulﬁ.m-numﬂﬁu

=

C Rls. Active Usars (In Millions)

B
o
#

EEN IS IS I A RIS AN A E RIS A I AN IS NN IS NN NN R NN

sourcs; eBay, Bear Stearns & Co, Inc
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| ]
Y Growh
{listings in millions) FY03 Fyo4 FY05 FY06 2004 2005 2006 CAGR
Outperformers
flotars Farts and accessaories 23 39 45 55 51% 28% 21%
D%Ds & Maovies 1 17 24 23 B0% 35% -1%
Business & Industrial 7 " 12 14 BE5% 12% 13%
Clothing, Shoes & Accessories 59 50 99 115 35% 23% 16%
Tickets 2 2 3 3 28% 24% 16%
Music 14 20 26 25 39% 33% 6%
tusical Instruments 53 7 g 10 27 % 17% 16%
Matars 2 2 2 3 17% 15% 24% US Listings growth primarily
Jewelry & Watches 34 45 a1 55 34% 13% 5% ; ;
call Phones 0 3 13 18 R 45% concentrated in 12 categories
Carmera & Photo 1 7 10 12 420% 50% 23% (20%+ CAGR)
Health and Beauty 0 " 18 2 B7 % 23%
Baby 0 ] 2 4 45%
Laggards
Cains 9 10 11 12 16% 12% 10%
Video Games 0 g 11 12 35% 12%
Travel 1 1 1 1 22% 10% 2%
Gift Certificates 0 ] 0 0 90% 10%
Art 9 10 12 12 14% 13% 3%
Crafts 0 12 17 19 A7 % 10% nm
Computers and Consumer Electronics 44 39 38 45 -10% -3% 17 % 1%
Specialty Services ] ] a a -83% 172% 8% nm
Home & Garden 33 36 37 41 7% 3% 12% 8%
Sports and Sports Memorabilia 53 B0 B4 E5 12% 5% 4% 7%
Antigues 9 11 11 11 14% -1% 2% 5%
Stamps g 9 9 9 4% 3% 2% 3%
Dolls & Bears 8 9 9 9 7% 2% 1% 3%
Toys & Hobbies 42 42 43 44 1% 2% 2% 2%
Caollectibles 92 95 100 96 7% 1% -4% 1%
Books 29 33 32 30 12% -4% -4% 1%
Pottery & Glass 17 17 17 16 -2% -1% -5% 3% ;
Real Estate 0 ] 0 0 57 % 28% 25% 1% Secondary Categ_or_les only
Everything Else 18 13 1 13 2% A1% 13% A2% generate single digit annual
Entertainment Mernorabilia 39 29 16 14 -25% -45% -14% -30% grov\/th from ‘04-06
Top Categories 158 240 310 354 529 WALl 14% 31%
Secondary Categories 413 436 440 Hr— 6% 1% 3% 3%
Total 570 676 751 809 19% 11% 8% 12%

Source: Company reports, Deutsche Bank Securities estimates
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e Opportunities

eBay making significant improvements
In the buyer experience

Select eBay categories growing rapidly
Amazon focusing on mid-tier retailers
Overstock opening their doors

 Challenges

eBay growing slower than ecommerce
Diversification
Navigating eBay changes coming out
e S+H
e Feedback 2.0
« Etc.

channeladvisor*
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1:30pm — 2:450m Keynote: The Power of Three: Commerce, Payments, Communication
Fresenter; Bl Cobb, President, eBay North America
Fanelists: Todd Rath, COO0 and CMO, RockBoltomiGoif
Herman Sperling, Harman international Industries
Belinda North, Owner, Sophia's Shele Bontioie

8 00am — 2 00&m Cverstock.com: "Will ou Be a Part of the Big O
Pregenter, Jason Lindsey, President £ CO0, Overstock. com
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Many Channels. One Advisor.
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2001 2002 2003 2004 2005 2006 2007E
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Three Tiered Growth Strategy

1. Add new customers
2. Help customers grow transaction volume on existing channels
3. Enable new channels for each customer

I Intl UK SMB
B Enterprise
Il SMB

800

700

600

500
400
300
200

100

1HO4 2H04 1HOS 2H05 1HO6 2H06
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P rOd u Cts and SerVi CeS . . Multi-Channel eCommerce Strategies
Products
verstock.com®
— Marketplaces Your Online Ouilet ™
e QOverstock shopping 1.0 ‘
e Amazon 2.0 amazon ?.5!1533
- Search searchadvisor”

e SearchAdvisor 1.0 launched

— Comparison Shopping Engines (CSE) shOppingadvisor“‘

* Announcing ShoppingAdvisor
* Beta launches 4/2 e ladvi )
— Ecommerce - Connectors ?E\,?fﬁﬂ?ﬂ E‘T’vao?!:

— Introducing ChannelAdvisor
Developer Network

Services

— Ramped account management/technical
support teams and processes

— Strategy and Support Center 2.0, Live
Chat

—
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 Ability for retailer to merchandise products using custom
business rules

o SKU-level performance information such as clicks,
conversions, and marketing costs across multiple
channels

o Set performance targets to automatically remove non-
performing SKUs

« Dashboard to monitor the success of all CSE campaigns

o Support for over 30 of the top CSEs across the US, UK
and AU
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* Focused on looking further out for innovative solutions to
retailer’s challenges

e Two initial offerings:

é@channeladvisor’ Direct ® Search

Customer Communication Center BETA
BETA

 More coming...
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BUILD A QREAT o bay BLUSIHESS

Resources:
— eBay Strategies — http://ebaystrategies.blogs.com

— CSE Strategies — http://www.csestrategies.com
— ChannelAdvisor Blog— http://blog.channeladvisor.com
— Round tables and CA Demo Room
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= @’Shupping.omr
lﬂSﬂ" smarter
I
PriceGrabber.con YAISFIEO?:IE}) pmﬁ'
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Google

BaseN"pETA

a Y Oversiock com*
Your Onling Qyllg!
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Scot Wingo
scot@channeladvisor.com
CEOQO, Co-founder
ChannelAdvisor Corporation
www.channeladvisor.com



