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Who We Are 

•  A Global Multimedia Shopping Community 

•  $8.5B Worldwide 

•  US, UK, Germany, Japan, Italy, China (JV) 

•  250M Homes Reached (including China JV) 

•  $2.9B Global Web Business  

•  US: E-commerce is 40% of revenues; mobile 

is 20% of E-commerce (2012)    

•  Ranked #2 (among multi-category retailers) 

in mobile commerce, second to Amazon, 

by Internet Retailer 

•  11.5M Active Customers Worldwide 



A Global 
Business 



65% 

28% 

7% 

QVC 
(US only) 

ShopNBC 

HSN 

Share of US Televised Retail Market 

Among the top three US TV Shopping Networks. Net Revenues YTD Q3’12 

Industry 
Leader 



2008 
 
1) L.L. Bean 
2) Overstock 
3) Zappos 
4) Amazon 
5) Lands’ End 
6) Newegg 
7) J.C. Penney  
8) QVC 

NRF Customer Choice 

2009 
 
1) L.L. Bean 
2) Overstock 
3) Zappos 
4) Amazon 
5) QVC 

2010 
 
1) Zappos 
2) Amazon 
3) LL Bean 
4) Overstock 
5) Lands’ End 
6) JC Penney 
7) Kohl’s 
8) QVC 

2011 
 
1) Amazon 
2 ) L.L.Bean 
3 ) Zappos 
4) Overstock 
5) QVC 

2006 
 
1) Amazon 
2) Nordstrom 
3) L.L.Bean 
4) Overstock 
5) Lane Bryant 
6) Boscov’s 
7) Kohl’s 
8) REI.com 
9) Lands’ End 
10) Macy’s 
11) JC Penney 
12) Fashion Bug 
13) Sears 
14) Coldwater Creek 
15) Dillards 
16) Marshall Fields 
17) Fry’s 
18) Wegmans 
19) Belk 
20) eBay 
21) Best Buy 
22) Target 
23) Trader Joe’s 
24) Bath & Body Works 
25) Walmart 
26) QVC 

2007 
 
1) L.L. Bean 
2) Zappos 
3) Amazon 
4) Overstock 
5) Blair Corp 
6) Lands’ End 
7) Coldwater Creek 
8) Nordstrom 
9) Lane Bryant 
10) Newegg 
11) Kohl’s 
12) JC Penney 
13) eBay 
14) QVC 

A Growing 
Reputation 
for Service 
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What We Offer 
Consumers 
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Consumer Electronics,  
Cooking, Dining, Food,  
Household, Health &  
Wellness, Home Décor,  
Gardening/Outdoor Living,  
Motivation &  
Entertainment, Toys,  
Educational, Pets 

Color 
Skincare 
Hair 
Fragrance 
Devices 

Gold 
Silver 
Gem 
Designer 

Apparel 
Footwear 
Handbags &  
Accessories 
Sleepwear 

A Diverse 
Category Mix 



 	
PROGRESSIVE	  BRANDS	  
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Compelling 
Personalities 



10 

Engaging & 
Entertaining 
Programming 



A Multiscreen Shopping Experience 



Viewership 
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Viewership Comparable To Major Cable Networks 
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1,400,000 

1,200,000 

Hourly Reach, 
Average of All Dayparts 

Source: Total unduplicated households reached in average hour; November 2012. US estimate projected from Kantar 
DirecTV universe.        
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Viewership 



AVERAGE MONTHLY VISITS (M) 

Sources: Experian/Hitwise, Coremetrics January 2013 
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An Emerging 
eCommerce 
Destination 

An Emerging 
eCommerce 
Destination 
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Women 

Boomer 

Affluent 

Metro Suburbia 

Retail Omnivore 

Audience 
Profile 



Demographics 

3.7x US Avg. 

88% 

66% 1.4x US Avg. 

48% 

23%     28% 
$249K 

83% 

Source: 2010-2012 census data and 2012 QVC customer data  with Epsilon append 



Metro Suburbia 

QVC CUSTOMER POPULATION BY COUNTY 

red = high          green = low 



“Rather than cannibalizing from 
a brand’s existing sales, 

executives are finding that the 
increased awareness that comes 

from appearing on QVC is 
actually driving more customers 

to department stores and 
specialty store counters.” 

Impact on 
Retail 

Impact to  
Retail 





•  QVC	  Sprouts	  is	  “greenhouse”	  for	  product	  development	  and	  low-‐risk	  market	  
research,	  for	  vendors	  and	  QVC	  

•  Taps	  into	  emerging	  social	  trends	  (social	  gravity,	  social	  ripple,	  lists,	  etc)	  
•  An	  low	  risk	  entry	  path	  for	  vendors	  not	  capable	  of	  meeJng	  QVC’s	  on-‐air	  
producJvity	  requirements	  (yet)	  and	  a	  path	  for	  long	  term	  success	  

•  True	  to	  what	  we’ve	  done	  for	  25	  years	  
•  An	  ongoing	  effort	  

• More	  info	  at	  www.qvcsprouts.com	  

KEY POINTS 

QVC Sprouts become the big items and brands of the future 





“Seed” 
Source Products: 

Merchant Filter Products from Trade Shows, 
Vendor Relations, Vendors, Vendor Reps, 

Customer Finds, etc. 

“QVC SPROUT” 
Winners Announced 

Winners Identified & available for 
purchase on QVC.com 

“Fruit Bearing” 
On Air Debut 

“X # sold through our QVC Sprouts 
program, now making on-air debut” 

“Pole” 
Hall of Fame/ Reorders 

Successful items “graduate” to Hall of 
Fame for continued online purchases 

“Seedling” 
Cast Your Vote 

Select # of items are voted on each week 
by QVC customer 

Source Select Sell Reorder Debut on-air 

4-12 per week 1 per week Roughly 72 in 
queue 

All past 
winners 

As worthy 

PROCESS 







• Strong	  response	  from	  customers	  
• 10-‐15K	  votes	  per	  week	  
• Very	  posi?ve	  feedback	  from	  inventors	  
• Over	  125	  “seeds”	  
• 60+	  Winners	  including	  runners-‐ups	  
• 50+	  ac?ve	  items	  
• Strong	  product	  reviews	  
•  Items	  debu?ng	  on-‐air	  
• PR/	  Industry	  outreach	  
• Successful	  Chicago	  Housewares	  event	  
• More	  to	  come!	  

RESULTS 










