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the real story of the behavior, which is much more integrated. 

Debra Schwartz

Curious, so can you talk a little bit about your merchandising strategy? And with consumer adoption, not only of online but of mobile, has that evolved or brought in out over
time? 

Michael A. George

I would say, the core of our merchandise strategy is just the belief in bringing to the customer ��e busto usto u� evol





West Coast DC. Beyond those specific policies, I think part of what makes us successful and creates this kind of crazy lifetime loyalty we have, this is the mindset that says
specific policies aside, our job is to make the customer happy, to earn the right to do business with that customer who wants to have a lifetime relationship with us, to be
maniacally focused on her satisfaction, and if she’s not satisfied, do anything we can do to fix it. And again, one of the things I like about zulily is they do have a different
policy than we do on returns, they have a different policy than we have on shipping and handling. But as I said to our team when I explained zulily to our team, it was —
those are the surface differences. What’s common and true with the core is much more important, which is they have the same maniacal focus on satisfy the customer, do
whatever it takes to keep her happy, make her a lifetime customer. If she’s dissatisfied for any reason, overcompensate for her dissatisfaction. And I think that’s the thing that
sets Q apart, I think it will set ZU apart. And in a kind of impersonal world, it’s sort of bringing that humanity and that commitment to customer satisfaction back into the
equation in a really forceful way. Then the policies just become the trade-offs. We’re transparent with the customer about the trade-offs of the different models. And they
make those trade-offs or not as they see fit. But our mindset is whatever trade-off you choose as a customer, we’re going to make you happy in the end, and we’ll do whatever
we need to do to do it and do it in a trustworthy way. 

Debra Schwartz

Great. I’ll pause here. We will — mics have been floating around the room, so if anyone has a question, please feel free to raise your hand. Great. 

Unknown Analyst

I have a question, it might be totally kind of off base, I’m not that familiar with the QVC story. So do you have anyone who sells products off of YouTube like people who
just go on — basically, people who are trying to replicate QVC’s model but not on TV? 

Michael A. George

I may not fully understand the question. Let me see if I answer and... 

Unknown Analyst

Does anyone sell products via like free — some free TV medium? 

Debra Schwartz

So you’re talking about competitors? 

Unknown Analyst
 
Yes. 

Michael A. George

I understand. I would say lots of people are trying to do things in that space, and you occasionally hear folks who announce they’re going to be the QVC of some free
medium. No one really with much success — I think you haven’t seen a lot of success from commercial monetization off of YouTube. We use YouTube as a marketing
platform. We
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