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Agenda

• Macro ecommerce trends
• Ecommerce channel trends

– Search
– Comparison Shopping Engines
– Marketplaces

• ChannelAdvisor Update
– Products
– Services



Ecommerce – Growing Rapidly

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

• Forrester Research, October 2006 “US eCommerce Five-year forecast and data overview.”
ChannelAdvisor excludes food, travel, grocery, beverage and event tickets.



Online Ecommerce Channels
Growing in Importance

• 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.

• 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

Source: Deutsche Bank Securities estimates, Comscore QSearch, Company Reports
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eCommerce Channel
Trends – Summary

• 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



Search



Search –
Consumer Adoption (Global)



US Search Query Trends:
Aug ‘05 – Jan ‘07
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Source: Deutsche Bank Securities estimates, ComScore US QSearch

Search matters due to (1) Consumer intent, (2) Explosive growth, and (3) Scale



ChannelAdvisor Paid Search 
GMV Trends 2005 vs. 2006



Google Checkout: 
Changing the Game?

• Search Engine 
Selling – NOT 
Search Engine 
Marketing

• Free processing 
AND

• Google Checkout
Increases your
CTR, thus your 
quality score



Search – Summary

• 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?



Comparison Shopping Engines



Comparison Shopping Engine 
Share Data

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 14%
7 MSN Shopping 9,037 9,417 9,410 14%
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
Trends: Nov ’05 – Jan ‘07 

Source: Comscore Media Metrix, Deutche

Page Views 

Unique Visitors 



ChannelAdvisor Comparison Shopping 
GMV Trends 2005 vs. 2006



CSE Changing Models–
Shopping.com Introduced a Cart



2007 – Next Wave
of CSE Innovation?



Comparison Shopping
Engines - Summary

• 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



Marketplaces



Marketplace Trends

• 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

• eBay – substantial activity/changes
– eBay Express
– PayPal
– Feedback 2.0
– Challenges…



eBay Challenge:
GMV Growth vs. eCommerce

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



eBay Challenge:
The Buyer



eBay – Leading
Categories vs. Laggards

Source: Company reports, Deutsche Bank Securities estimates

Secondary categories only 
generate single digit annual 

growth from ‘04-’06

Secondary categories only 
generate single digit annual 

growth from ‘04-’06

US Listings growth primarily 
concentrated in 12 categories 

(20%+ CAGR)

US Listings growth primarily 
concentrated in 12 categories 

(20%+ CAGR)



Marketplaces Summary

• 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

• S+H
• Feedback 2.0
• Etc.



ChannelAdvisor Update



ChannelAdvisor Growth Trends



Three Tiered Growth Strategy

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



ChannelAdvisor Update –
Products and Services

• Products
– Marketplaces

• Overstock shopping 1.0
• Amazon 2.0

– Search 
• SearchAdvisor 1.0 launched 

– Comparison Shopping Engines (CSE)
• Announcing ShoppingAdvisor
• Beta launches 4/2

– Ecommerce - Connectors
– Introducing ChannelAdvisor

Developer Network
• Services

– Ramped account management/technical 
support teams and processes

– Strategy and Support Center 2.0, Live 
Chat



ShoppingAdvisor

• Ability for retailer to merchandise products using custom 
business rules

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

• Set performance targets to automatically remove non-
performing SKUs

• Dashboard to monitor the success of all CSE campaigns
• Support for over 30 of the top CSEs across the US, UK 

and AU



ChannelAdvisor Labs

• Focused on looking further out for innovative solutions to 
retailer’s challenges

• Two initial offerings:

• More coming…



Q+A

• 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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