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Same goal, different jobs.



"The consumer has fundamentally changed.
Their engagement with new technologies
and digital services has driven their
expectations up higher and higher.
They're now demanding useful, engaging,
and assistive experiences from all the brands
they interact with.”

Martijn Bertisen, Country Sales Director, Google UK



School
Library

Cell phone
M= Bathroom

Car
While

traveling

Coffee shop/
restaurant

Relative/friend’s
house

of your customers
switches between

devices in the same day.

of strong omni channel
players store data over all
channels.

of your customers
wants real-time
assistance regardless of
the channel.



Digital Customer
Experience

New Digital Enhancead .
Data & | ht
Products & Services ata S INSIGNTS

Digital Operational
Excellence



Omnichannel (retailing) is all about increasing the'share

through customer centricity.
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Omnichannel (retailing) is all about increasing the'share allet

through customer centricity.

customers buy
more often, and
spend more.

cross-channel omni-channel

Store Sales online Sales
Sales Sales



Omnichannel Aware

E-Commerce Focused

91005 99JaWW0Y)-3

In-Store Focused

Omnichannel Laggards

Brick & Mortar Score



E-Commerce Score

E-Commerce Focused

Omnichannel Laggar

1

4

Brick & Mortar Score

Omnichannel Aware

In-Store Focused

TARGET

Crate&Barrel



O,

= shop all categories

wrekly ad

oMl cards iy regmires

free shipping on orders of $25+ & free rtums on every Order. view delais

e PRt 3™ % rery srrew P Yot oMo

Disney Baby Girls' Minnie Mouse
Bodysuit Red

AL

$4.50

©® buy 3 save 10% buy 4 save 15% on kids' clothing

wWTPhe 3 e yerae .

add o can

shipping spend $25. get free shipping

1 Dy wilh exgu e

order pickup free

in stock @ Mpis Necoliet Vo

fnd In ancther stiore

" ot
JUSNIOr

oo Sprint LTE 3:57 PM o .

& m-secure.target.com ¢

©

Q search [ S

cart total: $4.50

Disney Baby Girls' Minnie Mouse
~  Bodysuit Red 12 M

$4.50

' 1 /7
remove save qty ‘\f/
gift options

‘ buy 3 save 10% buy 4 save 15% on kids' clothing details

@ shipping
get it by 04/06 - ships free on orders $25+

' free order pickup
get it today at East St Paul

find at another store

TARGET

N

e



E-Commerce Score

E-Commerce Focused

Omnichannel Laggards

1

4

Brick & Mortar Score

Omnichannel Aware

NORDSTROM

O
® Q
.
JCPenney
In-Store Focused
6 7 8






89% of companies expect to compete

mostly on customer experience

vs. 36% four years ago
Gartner study



Infrastructure needs to

support the buying process.

89% of companies expect|to compete

mostly on customer experience

vs. 36% four years ago
Gartner study
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FREE
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Orient & Select Delivery Returns Support

\_ | J \_ 7 - -

Same logic in all your channels - make everything consequent!

Real-time data flow over all different channels.
; VA A

Be Open for new technologies.
1 - RIS Y vdalc

Consequent look & feel everywhere.
NEAN' T A Y | e B







9% of retail companies think they are an

omnichannel leader.
35%-40% thinks they stay behind.



Producer

Producer

Importer

Communities P

Market * Customer *
places & * 4

Retailer
Search
Engines

Omni channel is a game changer in the channel
management.

Channel members get a new role!

Wholesaler

Retaliler

snline

drketplace

Consumer




Less differentiation between products / brands / retailers as single products evolve into brands + consumers shop directly from
brands + retailers leverage insights to develop own vertically-integrated brands...New distribution models emerging enabling
direct-to-consumer commerce in the home...

Products =2 Brands =2 Retailers = New DTC
Brands Retailers Products / Brands Distribution Models
(Casper) (Warby Parker) (Thrive Market) (Stitch Fix)




Total number of deliveries (m) generated by online orders by product type

Producer

Communities

* Customer * Wholesaler

snline

arketplace

Search
Engines

Omni channel is a game changer in the channel
management.

Channel members get a new role!
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ORDER BY 9PM*

FREE

INEX] DAY

Importance of
C last mile delivery

> RAEL[ ¢

IN STOR: | k N
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Importance of
C last mile delivery NE):(I QA,\Y
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Most important factor for consumers when choosing a delivery option

Cost I lexability Reputation

Percentaqge of logistics firms saying that certain areas are of interest for future development

@ ® O =

ﬁ 11,‘
improved Improved SMS Delivery 10 Moaore premium Allowing
racking and emad alerts locker banks redefvery  customers 10 book ommonwlh
opuons specific imes Chek & Colect

Importance of
last mile delivery “3
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Omnichannel GAP



Omnichannel GAP

Omnichannel development

Omnichannel GAP



Omnichannel opportunity

Omnichannel development

Omnichannel GAP
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PICKING UP I
AN ORDER?

IT'S WAITING
FOR YOU AT
CUSTOMER

Importance
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PICKING UP
AN ORDER?

IT°S WAITING

FOR YOU AT
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"% Year-Over-Year Growth
=
s~ /0% Walmart
.
~ 60%

' 50%

-n

40%

-~

o 30%
—-

ap

L 20%

10%

0% e LT e |
Ql Q@ @ Q4 Q Q@ @ a4 Q Q@ a3 o a1 : , Al - AT
2014 2014 2014 2014 2015 2015 2015 2015 2016 2016 2016 2016 2017 - el . | e AL

Source: Company filings Bl INTELLIGENCI




|n the driver seat
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PixEn’ Searcn B oo

Weltome! Ask Anra!

Kitchen & Appllances

View more images

— KRAGSTA

1&3 Coffee table, white
$89.00

Articie Number: 202.8848.00

The round shape gives you a generous table top for
trays, coffee or tea services. The dimensions make the
table casy to place In the room. Hesd mors

Size

Js e *

Check stock at your local store
< Sha e 8 m Shase [ TX, Round Rock $] ok

- { ur contery..
4 e —

wWant to hear about special offers, it ideas
fmapirational tipa, and move? CNck here o Join our amall
Net today! Yowr emall will only be used ax described In

O privacy poicy

WARNING « Sevicows or fetal crasihing injuries can occur
from fumiture tip-over. To prevent this furniture must
e permanently fixed to the wall, Secure it! Learn how
to prevent fornilure ip-over acOdents

The customer wants to be In the driver seat.



View more images

™ vars
. $89.00

Articie Number: 202.8848.30

— The round shape gives you a generous table top for
trays, coffee or tea services. The dimensions make the
table casy to place In the room.

Size
IS Ae"

Caolor
Fﬂ Lo !j

Coordinating Products

-_M_
/‘.- -
/ Check stock at your local store \\_
» a | \
< fs 500 (I NN [ (eremanes 1) o '.
\
\ 4
- \ J
Colo N 4
™ —
a C & here fo Jovm owur amail
st today! ¥ ’ o
PV ELY PONy
WARNIN
¢ -
yvontly fixed to the w Secure it Learn how
(0 prevent forniture ip-over acOden s

1 he customer wants to be In the driver seat.



Promoties

:u(u: Search " I i basingen,

Welteme! Ask Anne! My ShOOpINg st Ind
Slaapkamer Woonkamer Bergruimte Werkplek Badkamer Keuken Textiel irchen & Appllances Texties & Rugs For Businass
HOMME ving Y Coffes A ' Mee 12
Voorraadinformatie View more images
Product: NOCKEBY Voetenbank, Vestiging: IKEA Wilrijk ' w] Coffee table, white
Dit product bestaat uit meerdere onderdelen. Alle delen zullen op voorraad zijn: di 20 jan $89 oo
L]
6 st. ‘ > e Sefnety

Article Number: 202.886.38

_______/ The round shape gives you a generous table top for
] ! ,

trays, coffee or ted services. The dimensions make the
table casy to place In the room. Hesd more

" { Suze
| , Is et

0 st. 0 st 0 st '
)

Vandaag 17 zo 18 jan ma 19 jan di 20 jan | Color
jan I | [ whze t)
l" a . ‘
i W Beschikbaar in deze vestiging )' : Buy online Save to Gist
Waarschiynlijk beschikbaar in deze vestiging
W Beperkt beschikbaar in deze vestiging
Coordinating Products

Jjpmerking: raadpleeg het voorraadniveau bn voorkeur tiidens de open ngsuren
Deze grafiek laat de beschikbaarheid van dit product zien, De staven ziyn voorspellinge
verkoopverwachting voor deze vestiging. De aantallen weergegeven in de prognose zin o
kunnen veranderen door bijvoorbeeld een vertraagde levering. We adviseren je deze info

controleren net voor je naar het IKEA woonwarenhuis vertrekt,

Check stock at your local store
[ TX, Round Rock $) ok

Laat me weten als dit product weer beschikbaar is!

Vul ye ermailadres of gsm-nummer in, Je ontvangt een bericht als het product weer op
voorraad is. Controleer voor alle zekerheid de website voor je naar het woonwarenhuis
vertrekt.

Want o heer about special offers, 9ift ideas,
fmapirational tipa, and move? CNck here fo Join our emall
Net today! Yowr emall will only be used ax described In
O privacy polcy

E-mail/gsm-nummer
oK
Is je gsm-telefoon In een ander land geregistreerd? Vul dan de landcode In en laat het eerste cijfer van je telefoonnummer weg.

WARNING « Seriowus or fatal crasihing injuries can occur
from fumiture tip-over. To prevent this furniture must
e permanently fixed to the wall, Secure it! Learn how
to prevent forniture tip-over acOdents

The customer wants to be In the driver seat.
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Technology always needs to work and be easy to use

- &\ >




Y 1_ROGERS & -+ 20:52

Starbucks

© my

myDrinks Favorites Coffees

Fo—0 .
§ M~

prinks

Settings

as of TODAY at 12:53

Q@ 61% [m }

all. ROGERS »

20:52 Q@ 61% m)

Your Starbucks Card number is
1234887123456 7

LY

Scan Now
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Single view of customer
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eeecO BELL 7T

g

2:16 PM
Macy’s

-

| ]
@ Macy's

...........

® 310 [1] 25 kicks

to Macy's Handbags. Tap to see
. what you like here.







HYPER-PERSONALIZATION L
MY =B MILPIGES — rTOMMY =B HILS

NGO FOR BLOUSES & SHIRTS? . P LEe IT'S ON SALIE {\
4 ¥

- e

$
"

Personalized promotional
email

Browsing behavior Abandoned Cart



e 0 ATAT = e G 79 35% N )

_gel

Monday, October 13

shopkick L' 4
Hi Julia, welcome to American Weleome to
Eagle! Get 25 kicks when you try American Eagle
something on in the fitting room +

save big with this BOGO deal!

and be‘elevant
. /l\j b




Free shipping

Millennial: Product discounts & free shipping

Product discounts

Baby Boomer: Nothing, | am not interested in sharing my data with a retailer

Seniors: Nothing, | am not interested in sharing my data with a retailer

triggers






Customers love

76% In-app scanners linked to product reviews

User reviews for over 3 million
products.

Tap to Scan

©

Explore

F «Verizon g Sennheiser - High-End Travel Canon - EOS 60
Headphone 18.0-Meogapixel

LB 8.8 & LE 0.0 8

Find the best prices online and
In-store.

Canon - EOS 60D18-200IS 18.0-Megapixel DSLR
Camera with 18-200mm Lens - Black

L8 & 8 8

2 DSLR Body & Lens

$67.00 Shop Now >
438 48




Customers love

76% In-app scanners linked to product reviews

69.. In-store interactive map from current location to searched items

T = £ ———
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eyt ! 8

m-:wn “ ; %
e - Smane

—_ j/ ' l [;[3 ol
= 1‘ IR t e

— | e ——

— : L L—‘ - @ gou—uu‘-—-

] * | - [ S

T

Sapes® Copy Paper, 8 12" x

0 &', Case
w)

0 Alsle S

Keerax® Loton Facial Tusue,
2P 7S Sheets, ATack 125334)
oo (=)



Customers love

In-app scanners linked to product reviews

In-store interactive map from current location to searched items

Personalized mobile notifications triggered by in-store location

Fo.—

ooooo F 941 AM 1005

4 MY CARD

Kiey, spend $280 or more %0 unlock
VIB Rouge memdership status.

750 POINTS

SEPHORA
B
" Free Mini Makeover BF
Want a new look fast? Ask for a free

1S-minute Mni Makeover at the KILEY SMITH _‘
Beauty Studio " -LE‘X 2L
2eC Lp Créme
‘ ‘.’“ ﬁ‘ | I“‘ mm WWMI\ |||
[ )in-Stoes B S
T " Y $30.00
. .. : KILEY SMITHESEPHORA.COM
INSPIRE % MOBILE T
ME _ Passbo_ok

OFFERS 5




Customers cringe

(5., Facial recognition that supports sales staff
[ 4., Sales person greets you by name when you enter thanks to mobile ID

[ 3., Video triggered by facial recognition

Nicole
Female, 26 _‘

Smile, 96%




loyalty 3 times more
brand interaction 3,5 times more

IS profitable
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SHOPPERS THAT ENGAGE WITH RETAILERS ON MULTIPLE CHANNELS
MAKE PURCHASES MORE OFTEN

SURVEY: How often do you make purchases from your favorite retailer’s
website?

Number of channels engaged
Hi1-4 m5-9 m10+ 52%

49%

36% =
32% g -
28% ° %

25%

14%

| |

Once a week or more At least once a month, less than Less than once a month
once a week

BI ]NTELLIGENCE | Source: Fluent

IS profitablg

e = el £
z;
| # ' '

/A



Omnichannel is profitable
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Less selling




de Bijenkorf )

“tommy hilfiger”
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Less selling

1498 articles 3500 articles







949 of retailers experience

barriers with omnichannel
transformation
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No customer centricity

o A [




4 w.u;]u.’&'ltl
I ¥ .
-
!
Reply 10 this Lol 10 Refll Your Currert Proscrgfon
it's That Easy
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Customer centricity
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lN\(‘. Digital's Influence On US In-Store Retail Sales
percentage of in-store retail sales influenced by the shopper’'s use of any digital device

2013-2016

60% 56% <—— mTotal Digital

)

- 49%

40% 36%

30%

<o 14% <——— ®Mobile

28%
- '
2013 2014 2015 2016
MarketingCharts.com | Data Source: Deloitte

56% of instore sales are influenced by digital



Where Consumers Conduct Product Research Online ::,:: Marketing
85% 84% m Average (US, UK, Germany and France) US

2% 71%

Inde- Twitter
pendent

blogs

Google @ Amazon Ebay Retailer
websites

Bing Online
magazines

Published on MarketingCharts.com in September 2017 | Data Source: Kenshoo

Based on a survey of 3,100 consumers in the US, UK, Germany and France
Q: "Which of these online sites are you likely to use to help you find product ideas and information before making a purchase?”

56% of instore sales are influenced by digital



"From selllng to aSS|st|ng to buy”
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O BELL T 421 PM

FOTO ERSTELLEN (1/3)

0O BELL = 421 PM

{ Foto ERGEBNIS OPTIMIEREN (2/3) Weite

Zoome auf das Kleindungsstick um das

! . A
Ergebnis zu verbessern.

{ Foto KATEGORIE WAHLEN (3/3) 1 1< Foto

421 PM ' 0000 BELL ¥

Produkte in &hnlicher Farbe und ‘
| Muster in einer der unteren Salo
y Kategorien finden: 50% t

- -—

I

Herren

l(({

Sh'rts ESTHA - T-Shirt print -
cCOMDO
Sal -
Hemden |
Hosen e

Pullover & Strickjacken

Vandia

JaCken weild
45.95€ 3215 €

Mantel

421 PM

Langarmshint - schwary/

ERGEBNISSE

30 beste Treffer - Shirts

""':‘J @

HUGO

DANNALA -« Langarmshirt

» OPON MESCONANOOUS

69,95 €

Hallhuber
1-Shirt basic - schwarz

29,95 €

© 1009 ..



MEN'S POINT IT DOWN HYBRID
JACKEY
$380.00

WHAT FEATURES DO YOU WANT IN YOUR JACKET?

THE
NORTH“ ® Poweed by
FACEN FLUIDXPS IBMWATSON
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<

1 PAYMENT
Cash

QoMo

TRACKER®

> - -
p .

We're firing it up!

Food & Beverage: $30.84

Taxes: $3.08

J

of clear omnichannel KPI's




CHANEL

Building
3L Blocks

"y




Define omnichannel challenges
— . =0 Define omnichannel goals
AND KPI's



Create personas

Describe the customer journey
Look for opportunities

Be aware of threats




Create WOW moments In

i 6 == \Oour customer journey
Have one brand policy

strategy

branding |




— 6 =0 [Personalize
strategy

datadriven
marketing

high

branding

Customer Intelligence
medium

low

mass segment individual
Offering



Personalize

Attitudes of US Consumers Toward Recelving
Personalized Retail Offers vs. Having Their Privacy

Respected, Dec 2013
% of total

strategy

datadriven
marketing

branding

Prefer recelving
relevant offers and

am not as concerned Prefer that retallers

respect my privacy

about privac
47% ‘ ’ rather than receive

relevant offers
53%

Source: international Data Corporation (IDC), “Business Strategy: Green
Lights and Bright Red Lines - Relevancy and Privacy Challenges for 2014,"
ﬂs,zou

174825 www eMarketer com




infrastructure

. B ~nalyse your customer journey
T AND understand the logics

Leading Challenges Related to Creating a Complete
Customer View According to Marketers Worldwide,

Dec 2014
: % of respondents
brandin datadriven Poor data quality
J marketing e
siloed departments

Inability to link different technologies

37%

Lack of relevant technology

I 34

Too much data

I
Other
—

- Don’t know
|

We don't have challenges creating a complete customer view
. 7

Source: Experian Marketing Services, "The 2015 Digital Marketer,” April 16,
2015

189041 www eMarketer com




organisation infrastructure

strategy

datadriven

Sraney marketing




business
case

organisation infrastructure

strategy

datadriven

Sraney marketing

roadmap




Omnichannel opportunity

Omnichannel development

Omnichannel GAP



Omnichannel surprise

Omnichannel development

Omnichannel surprise












