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AS A RETAILER, YOU ALREADY KNOW 
THE PROBLEMS YOU’RE FACING. 
YOUR CUSTOMERS CAN HELP YOU 
SOLVE THEM.

Online retail continues to boom in EMEA; with European e-commerce sales 
topping £230 billion in 2017, and predicted to increase 13.8% across 20181. 
Based on the headlines, it is easy to believe that online retail will see the 
demise of bricks-and-mortar – but in reality, that’s simply not the case:  
the in-store experience remains important to shoppers. 

About this survey: 
This global survey was conducted by Opinium Research between late May to early June 2018. The findings are based on over 12,000 
online interviews with respondents in Asia (2,000 in China, 1,000 in India), Europe (2,000 in the United Kingdom, 1,000 in France, 1,000 
in Germany, 1,000 in Italy and 1,000 in Sweden), North America (2,000 in the US) and Oceania (500 in Australia and 500 in New Zealand).

It doesn’t matter what channel you’re using, the age-old saying that ‘The customer is king’ rings more true 
than ever. The main challenge that you face, as a retailer, is responding to their expectations, giving them 
expert guidance and helping deliver the products they want, in the environment they like best and with 
fulfillment options that meet their needs. No longer can you afford to think of channels as separate entities, 
playing by different rules and running through different technologies. 

After all, your customers aren’t thinking about “channels” when they shop, they aren’t thinking about ‘fulfillment 
options’ and they’re not concerned about the inner workings of your supply chain. They’re thinking about their 
specific reasons for shopping. Which means they expect a unified experience and personalisation no matter how 
they choose to shop or buy – across every interaction, every time. And they want their purchases delivered 
however, whenever, and wherever best meets their needs.

To help retailers best meet these challenges and understand what customers consider most important when they 
go shopping, we went right to the source – the consumers themselves – to find out what they prefer and how 
they’re shopping and buying. This year, JDA Software partnered with Centiro to conduct a global Consumer 
Survey, reaching out to a round-the-world audience to examine what customers want from retail – how they 
shop, how they buy, and what they prefer. Customers continue to shift shopping and buying behaviour among 
channels, with expectations of personalisation, blurring, if not destroying, the lines between e-commerce and 
in-store retail.

1 Source: http://www.retailresearch.org/onlineretailing.php 
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What are Customers Telling You?

The retail store is not dead
For many customers, nothing can beat the experience of shopping in a store, with more than a third (38 per cent) 
of customers globally preferring the in-store retail experience to other ways of shopping. This means that while 
customers might be comparing prices and options online, many still prefer walking through your doors for the 
experience of shopping in-person. 

In fact, among UK shoppers, more than half of consumers still prefer the in-store experience to any other. The UK 
(51 per cent) and Sweden (50 per cent) lead the way in terms of people favouring the traditional in-store 
experience, while 42 per cent in France, 34 per cent in Germany and 28 per cent in Italy shared the same 
sentiment. There is also a generational shift taking place; fewer than a quarter of 18-to-34-year-olds said they 
prefer in-store shopping to other means, compared to more than 60 per cent of shoppers in the 55-plus age range. 
This means that not only must you prepare for changing demographics, but your product assortments and brand 
range must go hand-in-hand with in-store experiences that encourage younger shoppers to come through your 
doors.

While customer journeys may start online and end in-store, or vice-versa, getting the fundamentals right remains 
critical when customers have so many other options to choose from. More than a third (34 per cent) said the most 
important aspect of the shopping experience is having the right product in stock. This is particularly important to 
shoppers in the UK (47 per cent), Sweden (42 per cent) and Germany (41 per cent), so retailers in these regions 
must continue to address this issue as a matter of priority. 

And, no matter how much they may enjoy shopping in a store, the unforgiving nature of today’s customer means if 
they don’t find what they want, you may lose not only this sale, but potential future sales as well.

At a fundamental level, retailers can rest assured that customers have no desire to turn 
their backs on physical stores. This does not mean they can rest on their laurels, however 
– there is work to be done. With more than three quarters of 18-34-year-olds preferring 
other kinds of shopping, retailers must find ways to entice and captivate younger shoppers 
and encourage them back through the doors. 

It’s mission-critical to get the absolute basics of physical retail right. This is where a solid 
supply chain operation can underpin retail success. If a customer enters a store and doesn’t 
find what they want, there’s a risk of not only losing the sale in the short-term, but also in 
longer-term damage if they do not come back in the future.



4                                         2018 Global Consumer Survey - European Report    

Technology and the shopping experience.
Technology has had a very tangible impact on online retail but is now also being used to boost the in-store 
experience. As the graphic reveals, some technologies have had a very positive impact. To take advantage of this 
opportunity in the future, retailers need to take the next step and put these emerging technologies into wider use. 
Almost half (49 per cent) have already used coupons, while 16 per cent have already used Augmented Reality (AR). 
As the figures show, it is well worth the effort of rolling out these technologies. For example, 60 per cent said that 
using AR to preview a product would make them more likely, or somewhat more likely, to make a purchase. 

The use of voice-controlled devices or services within the shopping journey is also on the rise. 40 per cent of 
respondents globally said they have already used technologies including Siri, Alexa, Google Home, Tmall Genie and 
others as part of the shopping journey. However, most shoppers are using these voice services primarily for 
research rather than for direct purchases; fewer than a quarter (24 per cent) had gone on to buy something as a 
result. The Italian market saw the most enthusiastic uptake of this technology, with more than half (54 per cent) of 
people having used them and 30 per cent making a purchase, while just 12 per cent of UK consumers had used 
them with six per cent buying something. 

When shopping in-store, have the following emerging  
technologies improved your customer experience?

Robots
Augmented 

Reality
Interactive 

Displays

Mobile 
Coupons or 
Discounts 

Loyalty 
Program 

Promotions

Every Time 42% 48% 39% 35% 38%

Sometimes 53% 49% 59% 65% 60%

Never 4% 3% 2% 2% 2%
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Technology expected to enhance the shopping experience - Online
 
People expect technology to play an increasingly important role, with more than half (53 per cent) predicting new 
technologies such as AR, robots, and voice assistants to enhance their online shopping experience in the future. 
Consumers in Italy (81 per cent), France (68 per cent), and Germany (63 per cent) were feeling particularly 
positive, while those in the UK (32 per cent) and Sweden (38 per cent) were not so sure. There’s a generational 
shift at play here too, with 72 per cent of 18-34-year-olds predicting it will enhance their shopping experience, 
compared to just 29 per cent of those aged 55+.

To what extent do you think new 
technologies such as augmented 
reality, robots or voice assistants 
such as Alexa/Siri will enhance your 
online shopping experience in future?

UK Germany France Italy Sweden

Enhanced A Lot 3% 12% 16% 18% 6%

Enhanced Somewhat 14% 31% 29% 41% 16%

Enhanced A Little 15% 20% 23% 23% 16%

No Difference 49% 26% 22% 12% 34%

Don’t Know 20% 10% 10% 7% 28%

By Age Group

By Country

It is clear technology is having a growing influence on customer experience, both inside and 
outside of the store. The figures suggest there’s room for retailers to be bolder with the application 
of emerging technologies inside the store, and a look at some of the fascinating developments in 
China and Japan point to a future where stores become more of an engaging experience than ever 
before. Technology can also tangibly drive online purchases, and again retailers should be 
encouraged by the apparent consumer hunger for more of this in the future. 

18-34 35-54 55+

Enhanced A Lot 16% 10% 4%

Enhanced Somewhat 34% 27% 12%

Enhanced A Little 22% 20% 13%

No Difference 19% 27% 49%

Don’t Know 9% 15% 22%

To what extent do you think new
technologies such as augmented
reality, robots or voice assistants
such as Alexa/Siri will enhance your
online shopping experience in future?
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Technology expected to enhance the shopping experience - In-Store
 
People expect technology to play an increasingly important role, with more than half (53 per cent) predicting new 
technologies such as AR, robots, and voice assistants to enhance their online shopping experience in the future. 
Consumers in Italy (81 per cent), France (68 per cent), and Germany (63 per cent) were feeling particularly 
positive, while those in the UK (32 per cent) and Sweden (38 per cent) were not so sure. There’s a generational 
shift at play here too, with 72 per cent of 18-34-year-olds predicting it will enhance their shopping experience, 
compared to just 29 per cent of those aged 55+.

To what extent do you think 
new technologies such as 
augmented reality, robots or 
voice assistants such as Alexa/
Siri will enhance your in-store 
shopping experience in future?

UK Germany France Italy Sweden

Enhanced A Lot 3% 12% 16% 18% 6%

Enhanced Somewhat 14% 31% 29% 41% 16%

Enhanced A Little 15% 20% 23% 23% 16%

No Difference 49% 26% 22% 12% 34%

Don’t Know 20% 10% 10% 7% 28%

By Country

By Age Group

18-34 35-54 55+

Enhanced A Lot 16% 10% 4%

Enhanced Somewhat 34% 27% 12%

Enhanced A Little 22% 20% 13%

No Difference 19% 27% 49%

Don’t Know 9% 15% 22%

"Retailers must be bolder in their 
adoption of emerging technologies 

to attract younger shoppers" 

To what extent do you think 
new technologies such as 
augmented reality, robots or 
voice assistants such as Alexa/
Siri will enhance your in-store 
shopping experience in future?
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What is driving the customer journey?

With high smartphone ownership rates across many of the countries we surveyed, it’s not surprising that 
online channels are the first stop on most shoppers’ journeys, no matter how or where they finally make a 
purchase. 

This year’s survey found that shoppers worldwide start searching online for clothes (46 per cent), home 
goods (48 per cent), and electronics (63 per cent), with shoppers in Germany (76 per cent) and the UK (75 
per cent) particularly likely to search for electronics online. However, despite growth in the number of 
grocers offering online ordering alongside store pickup or home grocery delivery services, 43 per cent of 
respondents said they start researching their grocery purchases in-store.

In an ideal world for retailers, they would be directly involved in the process when shoppers do their 
research online, but our research shows that is not often the case. Although it goes without saying that 
most retailers will run a mobile app, only 9 per cent of global survey respondents view this as their 
preferred method for shopping – with the figures sinking as low as 2 per cent in the UK and Sweden, and 3 
per cent in France (See: Figure 1 Below). 

Groceries Clothes Electricals Other

Researched Online 27% 46% 63% 48%

Researched In Store 43% 34% 19% 28%

Recomendations From Friends & Family 10% 8% 9% 11%

Recomendations From Social Media 3% 4% 4% 5%

Other / Not Applicable 18% 9% 5% 8%

51%

33%

11%

34%

45%

12%

50%

32%

13%

52%

29%

10%

34%

27%
27%

8%

28%

47%

13%42%

40%

10%

In-Store  |  Online Desktop |  Online Mobile | Retailer App  |  Social Media

How Are Consumers Making Their Buying Decisions?

Preferred shopping method by country
FIGURE 1 
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Racking up the likes on social media?

It’s true that, from advertising to reviews and recommendations, social media plays a strong influencing 
role in purchasing. Our survey showed this to be especially true in China where social commerce is leading 
the way: 78 per cent of respondents said they’d made a purchase through WeChat. Since Asia seems to be 
setting the trend on many new retail experiences, this is definitely a trend retailers active in this region 
will want to watch.

Worldwide, 34 percent of global respondents said Facebook played a role in purchases they’ve made, with 
Italy (44 per cent), Germany (40 per cent), and France (39 per cent) posting above-average figures on this 
point. However the influence of Facebook and other social media platforms differs around the globe. For 
example, around a third of people in the US and India have made purchases via Instagram, compared to 
only 4 per cent in the UK. Further, social media doesn’t have widespread adoption everywhere; 46 per cent 
of survey respondents worldwide said they’ve never used social media to make a purchase.

Shoppers’ enthusiasm to complete retail purchases over a range of new channels has not transferred to 
retailer mobile apps, however. Only nine per cent of global survey respondents told us that a retailer’s 
mobile app is their preferred method for shopping – with only two per cent of respondents in the UK and 
Sweden saying they prefer retail apps. There are also concerns around privacy and security of user data 
that will need to be addressed, not only to increase adoption of retailer apps but to build stronger bonds of 
trust between retailers and customers in general. 
 
Fortunately, there are a lot of ways retailers can encourage wider adoption, from in-app discounts and 
loyalty programme access, to exclusive product previews or other special features to make the app the 
first place your customers go when it’s time to shop. 

Unsurprisingly, the adoption of retailer apps is highest in China (27 per cent; see Figure 1 on previous page) 
where far higher importance is placed on a great personalised service and a unique brand experience 
compared with the European countries surveyed. Clearly, there is a strong correlation betweeen the 
adoption of apps enabling a more personalised experience with the level of personalised service now 
becoming an expectation in China.

UK Germany France Italy Sweden USA China

Great Personalised Service 6% 12% 10% 15% 14% 8% 21%

A Unique Brand Experience 2% 5% 5% 7% 2% 5% 22%

When shopping in physical retail stores, what is most important?
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What Do Shoppers Say About  
Fulfillment and Returns?

Home Delivery

This year’s survey highlighted that, for most customers, convenient delivery is more important than speed. 
In fact, the majority of people we surveyed would pay extra for convenient delivery options, with nearly 90 
per cent of 18-to-24 year-olds willing to pay a premium for 1-hour delivery or same-day delivery with a 
specific time slot.

But customers are still encountering problems with deliveries; almost two thirds (64 per cent) of European 
respondents had experienced a delivery problem over the last 12 months (including deliveries that never 
arrived or ‘missed-delivery’ cards being left even when someone was waiting at home for the order to 
arrive). The amount of UK shoppers who had experienced an issue was significantly lower than the other 
countries (55 per cent), reflecting the maturity of this market; those in Italy (74 per cent experienced 
problems) and Germany (73 per cent experienced problems) are looking for retailers to up their game. 
Late deliveries remain an important issue for retailers to address, as more than a quarter (26 per cent) had 
experienced a late delivery, rising to 35 per cent in Germany, where retailers clearly need to get a handle 
on this problem.

Shoppers Crave Order Tracking

We asked our global respondents to tell us the extent that ability to track 
an order from checkout to front door influenced who they shopped online 
with, and found that an overwhelming 87 per cent said order tracking 
ability would influence where they’d shop. Consumers in France (92 per 
cent), Italy (92 per cent) and Germany (89 per cent) are particularly keen 
to see this type of functionality being introduced.

This corroborates what we learned from UK shoppers in the recent report 
JDA & Centiro Customer Pulse 2017 - Europe2 – Shoppers aren’t just 
attracted by promotions and promises of free delivery, but also by visibility 
into the ordering process. And in that European survey, 76 per cent of UK 
respondents said a poor home delivery experience would make them likely 
to switch to a different retailer for their next purchase, while other 
European consumers were found to be slightly more tolerant.

Retailers must do everything they can to get as much visibility over orders as possible. 
Giving consumers a live update on what is happening with their order will vastly improve 
their experience, resulting in a stronger relationship and meaning customers no longer  
have to chase retailers for updates on the status of their orders.

2 Source: JDA & Centiro Customer Pulse 2017 - Europe: https://now.jda.com/European-Customer-Pulse-Report-EMEA.html

https://now.jda.com/European-Customer-Pulse-Report-EMEA.html
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Click & Collect

69 per cent of global respondents have used a Click & Collect pick-up option, rising to three quarters (75 
per cent) in the mature UK market. Shoppers gave a wide variety of reasons for choosing this over home 
delivery. Avoiding delivery charges (42 per cent) was the most popular, with 58 per cent of shoppers in the 
UK and 50 per cent in Sweden picking this option. Other reasons included getting the product sooner than 
they could if it were shipped (36 per cent) and the convenience of in-store pickup over home delivery (33 
per cent). 

While Click & Collect remains a popular service, the most ideal scenario for many customers is actually 
just a free, convenient home delivery service. But for retailers, there’s an added benefit to in-store pickup; 
two thirds (66 per cent) of respondents said they sometimes make additional purchases while visiting a 
store to pick up online purchases, rising to 72 per cent in Italy and 70 per cent in Germany. This trend 
means retailers should view in-store fulfillment as an opportunity to capture additional revenue from 
online customers – if it’s done in the right way.
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As busy shoppers lead ever more fast-paced lives, they simply don’t have time to waste on 
returning items; retailers must make the returns process as effective, simple and painless as 
possible. However, retailers must ensure that their supply chain is geared to the challenge 
of returns, forecasting return rates to avoid over-stocking and ensuring products are 
processed quickly making them resellable as soon as possible.

Can returns drive customer satisfaction?

Having the right process in place for returns is key to customer satisfaction. This year’s survey showed that 
86 per cent of consumers look for ease of returns as a key factor when deciding where to buy, while a poor 
returns service from an online retailer would make 81 per cent likely to switch to an alternative retailer 
when next shopping for products online. Interestingly, customers are equally happy to return items to a 
store or have a delivery service pick them up, however they aren’t comfortable with using standard postal 
mail or having to take their returns to a collection point.

Overall, almost exactly half (49 per cent) of shoppers had used a Buy Online, Return in Store service. More 
than a third (36 per cent) used this option because an item they’d purchased online wasn’t what they 
expected, suggesting there is still room for retailers to cut the level of returns if they are able to better 
describe and size products. Convenience was another big driver, with 32 per cent simply wanting to receive 
their refund or exchange faster. Overall, the findings revealed that shoppers are hungry for a seamless, 
unified retail experience, with rapid refunds and the opportunity to purchase a replacement, featuring as 
key reasons they’re happy to return items to a store. 

The growth of ‘serial returners’ is a trend to be aware of. More than a quarter (27 per cent) of respondents 
said they intentionally bought multiple sizes or product options for their own convenience, with the intent 
of returning what they didn’t want or need to a store. The good news for retailers is they stand to benefit 
from perfecting the returns experience. When returning an item to a store, almost half (49 per cent) of 
respondents sometimes buy additional products. This means retailers have an opportunity to secure 
additional sales by offering alternative items, or taking special steps to engage customers who come to 
stores for returns.

Some customers are developing a taste for returning their items in store, which is great news for 
traditional bricks-and-mortar retailers, as it gives them an advantage against online pure-plays, who are 
unable to offer this option. If retailers can offer a seamless, unified returns experience, they can reap the 
rewards that come as a result, with customers not only being more engaged and satisfied, but also more 
likely to make further purchases.
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What’s the Impact of Flash Sales  
and Shopping Holidays?
As both traditional retailers and growing mega-marketplaces (including Amazon, Alibaba and others) 
continue to vie for wallet share, they do so not only by removing friction from retailing, but also by giving 
customers more opportunities and reasons to shop. Shoppers respond, in many cases, by spending beyond 
the purchases they originally planned to make. 

Globally, almost half (48 per cent) of worldwide respondents said they occasionally purchase more items 
than planned while shopping during sale holidays (including Black Friday, Cyber Monday, Amazon Prime 
Day, etc.). While this trend is broadly the same across Europe, it is interesting to note that a significant 
number of consumers in the UK (46 per cent) and Sweden (38 per cent) said they never purchase more 
items than planned during these sales events. This is in stark contrast to consumers in Italy (9 per cent), 
Germany (10 per cent) and France (10 per cent).

The Amazon Prime Effect

Much has been said about the ‘Amazon Effect’ on retail, and we continue 
to see the impacts of the ecommerce juggernaut in the growth of Amazon 
Prime.

Our survey results found that Amazon continues to make inroads, with 42 
per cent of respondents in North America, Europe and India saying they 
find Amazon Prime to be a convenient service, underscoring a desire for 
free shipping.
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How Do Shoppers Balance  
Personalisation with Privacy?

Giving personal data vs. receiving personalised service

While shoppers worldwide continue to embrace new technology for both research and transactions, they 
still express concerns about how their personal data is being used – a fact perhaps enhanced by ongoing 
discussions of the European Union’s General Data Protection Regulation (GDPR). Exactly three quarters (75 
per cent) of our survey respondents said they were concerned about how retailers would use their online 
and in-store shopping history, such as transaction history and online searches, even if to provide a better, 
more-personalised service. That figure rises to 80 per cent in Germany, 77 per cent in Italy, and 76 per 
cent in France, indicating that the introduction of GDPR has made personal data use a more important 
issue in the minds of European shoppers. 

Voice-controlled devices

Amazon’s Alexa, Google Assistant, and Apple’s Siri have become a familiar presence in many households, 
and retailers are beginning to realise the potential they hold; as well as providing product information, they 
could also form an additional sales channel. Despite some privacy concerns and a relatively slow pace of 
adoption for making purchases, our global survey showed that 40 per cent of respondents have used 
voice-controlled devices or services for some aspect of their shopping journey. The wary nature of UK and 
Swedish shoppers comes through again on this topic with only 12 per cent and 20 per cent of shoppers, 
respectively, having used voice-controlled devices or services for shopping.

When it comes to data privacy, the younger age groups are far more concerned (84 percent 
of 18-34 year olds vs 63 percent of people aged 55+) than their elders. This suggests 
challenges could lie further down the road for retailers who do not have all their  
customer data and information stored in a secure and clear manner.
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Key Takeaways for Retailers

Convenience equals Competitive Advantage

One message that comes through loud and clear in this year’s survey is that a critical measure of success, 
especially for brick and mortar retailers, is having the right product in stock, right now. Retailers who can 
provide a more convenient option are able to compete even with major online marketplaces such as 
Amazon. 

Alongside this challenge is a need for retailers to understand the changing role of the store. Retailers must 
provide product assortments localised for what customers in a particular market want, using data, to 
determine what items to stock in-store and which to offer via endless online aisles.

The customer is more demanding than ever

Customers expect to be able to shop from any channel in a seamless manner. However the ease of this 
experience is a double-edge sword for many retailers as consumers can easily move from one retailer to 
another. This means that retailers must ensure that their supply chain is optimised to meet this challenge, 
issues such as availability will be punished and good service will be rewarded.

Show customers what emerging technologies can do. 
They’ll respond.

Despite all the hype, we know that some technologies such as Augmented Reality (AR) and Virtual Reality 
(VR) aren’t fully mature. Faced with lukewarm early results, some are scaling back their investments in 
these areas. But it’s too soon to give up on game-changing retail technologies. 

Despite the fact many customers aren’t asking for AR or VR technology, or in-store robots, or interactive 
displays – we know the value these technologies can provide. Even though relatively few shoppers are 
making purchases via voice assistants like Alexa and Siri, those new channels provide a valuable resource 
for comparing products and learning about them before buying. In a market where experience helps drive 
loyalty, don’t miss a chance to capitalise on ways to drive engagement now by waiting for lifestyles to 
catch up to the tech adoption curves. After all, you as a retailer have a chance to tell a story through your 
brand experience – why not make it innovative?

A commitment to data security and privacy is critical. 

Contrary to what you might think, younger shoppers are more concerned about data privacy and security 
than older shoppers. Fifty-four percent of respondents ages 18 to 34 said they’re concerned about how the 
data from their online searches and transaction history might be used, compared to 35 per cent of 
shoppers 55 and older. In this post-GDPR era where data breaches become global headlines, retailers must 
find a way to convince customers to share their data and preferences – not just by creating a valuable 
incentive to do so, but by helping them understand how that data will be kept safe.

This will be more of a challenge in some regions where data security and privacy laws are still catching up 
to technology. In addition, shoppers in some parts of the world tend to be more conservative, and as a 
result, some shoppers are more hesitant to share their personal details. As a retailer, your goal is to be 
open, show your commitment to security – and then help customers see the value they’ll gain.
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Innovation doesn’t sleep. Neither should you.

Change is one of the few constants in the universe, and as retail continues to evolve, we’re going to see 
that pace of change continue steadily rather than stopping. The time has come to leave behind old, siloed 
technology that has become a liability, and to invest in solutions and partnerships that can help you gain 
more visibility and agility within your retail supply chains. If customers have told us anything in this year’s 
survey, it’s that frictionless, seamless retail experiences are what will keep them coming back – to your 
stores, to your website, to your brand – no matter which channel is more convenient. 

The next time they choose you, 
will you be ready to answer?
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About JDA Software

JDA delivers end-to-end supply chain solutions that help you seamlessly connect your supply 
chain. With JDA, you can seamlessly deliver for your end-customers, optimizing their 
experience with your retail store or product — all while you achieve your profit goals. More 
than 4,000 JDA global customers use JDA integrated retail and supply chain planning and 
execution solutions to optimize costs, increase revenue and reduce time to value. | jda.com

About Centiro

Centiro believes in empowering logistics for successful companies. Our cloud-based solution 
for delivery management is used by finer supply chains in more than 125 countries. With us 
a retailer can think global, yet offer customers a consistent and personalized experience for 
first- and last mile delivery and returns to take a brand and shopping experience full circle. 
It’s a plug-and-play setup offering a world-class portfolio of carrier networks. From 
straightforward shipping labelling solutions and carrier management, through harmonized 
tracking, event management and cost control – we offer functional features that extend 
your existing IT-landscape. | www.centiro.com
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Using JDA, you can plan to deliver.

jda.com
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