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Management summary: White Goods* brands engage
In digital media, but their business relevance is low

= 45% of the white goods brands offer online shops for after-sales goods
but none offer their full product range on their own websites.

= Almost all white goods brands are present on the most popular social
media platforms (95-100%) but their activities aim for brand rather than
sales effects.

= Not all white goods brands offer services like wish lists or product
comparisons, which could add value to the online customer experience.

= Aside from store locators, online-offline integration has generally
remained on a low level. Only select brands have partnered up with
specialist dealers like Sears that enable online purchases.

*We define “White Goods” as larger electrical goods used domestically
for routine housekeeping tasks such as cooking, washing laundry, or food
preservation (e.g., refrigerators, stoves, and washing machines),

which used to be painted only in white enamel finish.

Source: Merriam Webster
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For White Goods, digital transformation leaders
do not include any Swiss brands
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= Based on the “Digital Marketing & Sales Channel Monitor”,
leaders in digital transformation among the 20 analyzed
White Goods brands are (1) GE Appliances, (2) Electrolux,
and (3) Samsung Home Appliances, Philips Home Living as
well as Kenmore.

= Swiss brands only rank (6) V-Zug and (16) Franke.

The status of digital transformation has been calculated based on
each brand’s aggregated rang in the following categories:

= Sales features on the website (full-range/after sales online shop,
price indication)

= Online functionality (e.g., wishing list, product comparison, chat)
= Cross-channel services (e.g., store finder, click & collect)

= Social media (Facebook, Twitter, Pinterest/Instagram, YouTube)
= Mobile media (website, app)
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Online shops are primarily for after-sales

Online shop

Full Range: 0% After Sales: 45%

Share of white goods brands which offer online
shopping for Swiss or German customers.

Online price information

70%

Share of white goods brands which list product
prices on their website.
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None of the white good brands sells its full
product range on their own website.

Yet, 70% list (manufacturer suggested retail)
prices online and 45% have implemented a web
shop for after-sales products. For instance,
Electrolux offers spare parts and accessories
like care products.
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High interest in connecting through social media
communities

Account on Facebook: 95% i @

Chat Hours
Monday-Friday: 9 a.m. - 5 p.m. ET
Saturday, Sunday and Holids

Question about
Repair Parts? o o @
Account on Twitter: 100%

Chat Hours
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Saturday: 9 a.m. - 5 p.m. ET
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GE Appllances.

Account on Pinterest / Instagram: 95%
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All sampled white goods brands are present in at
least one social media channel, although less
than half the brands have integrated links to their
profiles directly on the starting pages of their
Account on YouTube: 100% websites. GE Appliances, for example, is active
on Facebook, Twitter, Pinterest, Instagram, and
YouTube amongst others and also offers chats
with appliance and parts agents.
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Many white goods brands are adapted to mobile

customers

Mobile website

65%

Share of white goods brands with
a mobile website.

Own app

70%

Share of white goods brands with
a mobile app.

As customers have become more and more
mobile, most white goods brands offer mobile
websites and apps, which are often able to
interact with the kitchen appliances.

Bosch and Siemens, for example, offer a Home
Connect App to operate and monitor appliances.
In addition, the app also offers recipes.
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Too few white good brands offer wish lists and

product comparisons

Wish list on website

45%

Share of white goods brands with a wish list on
website.

Product comparison
on website

75%

Share of white goods brands with product
comparison on website.
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White goods brands can enhance the online
customer experience by offering a wish list and
the possibility of comparing products on the
website. However, only about half of the white
good brands have implemented these tools.
One of them is AEG, which lets its customers
save their favorite products on a wish list and
allows them to compare different products.
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Online-offline integration is limited to store locator
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While store and dealer locators are offered by
87% of white goods brands, the general

Buy and collect integration of offline channels is at a very low

10% level. One of the few best practice examples is
Kenmore. The household appliances brand
offers customers the possibilities to buy &
collect, reserve & collect, and check product
availability in stores real-time.
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Background information on the “Digital Marketing &
Sales Channel Monitor” on White Goods brands

= Sample: 18 brands from the white goods manufacturers with the highest
revenue worldwide (Euromonitor 2010) and/or most Facebook likes
(Socialbakers) plus the two largest Swiss white goods brands.

= Analysis: Corporate websites and presences on social as well as mobile
media to determine the status of digital transformation for each brand.

= Core idea: The present spotlight on white goods brands already
represents the 3 edition of the "Digital Marketing & Sales Channel
Monitor” published by the Institute for Marketing at the University of
St.Gallen. The 1st benchmark study in June 2015 compared
to international competitors, while the 2"d study in Dec. 2015 focused on
. Key goals are to...

— Collect robust longitudinal data for a regular overview of the industry-specific
status quo and development of digital marketing and sales integration.

— ldentify benchmarks and look into their success factors.
— Provide advice on how to better leverage digital media in marketing and sales.
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http://bit.ly/1Lli7Jh
http://bit.ly/1R9ZUNk

Contact detalils for additional information
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Prof. Dr. Marcus Schdgel
Director at the Institute of Marketing

Prof. Dr. Dennis Herhausen
Assistant Professor of Marketing

Dr. Kirsten Mrkwicka
Project Leader at the Institute of Marketing

Institute of Marketing
University of St.Gallen
Dufourstrasse 40a
9000 St. Gallen

Phone: +41 (0)71 224 7155
Fax: +41 (0)71 224 28 35
marcus.schoegel@unisg.ch
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Digital Marketing & Sales Channel Monitor:

Data extract of white good brands

AEG

Bauknecht

Beko

Bosch

Electrolux

Franke

Frigidaire

GE Appliances
Kenmore

Kuvings

LG

Miele

Philips Home Living
Samsung Home Appliances
Sharp

Siemens

Viking

V-Zug

Whirlpool

Zanussi
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0=no,1=yes/0=no, 1=deeper level, 2 = link on home page
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