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How many of you have heard about
omnichannel strategy before?
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Definition Importance Successes

Discussion:

Failures Potential Strategy The Future




Definition

Denoting or relating to a type of retail which integrates the different

methods of shopping available to consumers (e.g. online, in a physical
shop, or by phone).”

Omnichannel -- also spelled omni-channel -- is a multichannel
approach to sales that seeks to provide customers with a seamless

shopping experience, whether they're shopping online from a desktop or
2

mobile device, by telephone, or in a brick-and-mortar store.




Omni-channel Multi-channel

A Multi-channel

~ Omni-channel

Catalog




H
‘ - clx‘l

Buy via social Pick up from a Try on at Return to a
media locker home store
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Image: https://www.veeqo.com/blog/omnichannel-vs-multichannel



Why is omnichannel important
in the retail world?
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1. Retail landscape is changing

Retail sales through digital channels increased by a massive 23% in 2015
Amazon has 26% of all online retail sales (2015)




2. Omnichannel boosts sales

Omnichannel shoppers tend to spend more than any other channel.
Also they have a higher retention rate than customers in other types of retailing model.



Omnichannel increased a regional bank’s product sales
by more than 25 percent in six months.

Products sold per month, M Previous rate M Increase in rate
indexed to 1,000 after 6 months

1,375
1,275

Cash loan Current account

McKinsey&Company



3. The rising of omni shoppers

Multi channel users
Constantly connected
More free time

\ 4

Higher-level skills
Experience-focused




The new customer journey:

From Funnel to Fish

“The Future Shopper: How Changing Shopper Attitudes and Technology Are Reshaping Retail”
by Lloyd Burdett, J. Walker Smith, Andrew Curry, Bryan Gildenberg and Steve Mader

© 2013 The Futures Company/Kantar Retail

uct per se,that reallymatters. “*What can1buy?”
becomes “What can I achieve?” In this new
paradigm, businesses that are more empathic
- drilling down into their customers’ interests

tire decision journey, tfrom when a need first

Purchase Become a
repeat

Visit Compare Choose the
product
customer

Research :
physical options best option
product store P p

EXHIBIT 1

Rather than ending with the
purchase, consumers go on to
share opinions about their
experience online.

Both journeys start as
consumers search for
products by exploring
different options.

Download
coupon

Upload
media
about

product

Research
product

Take
video/
photos

Engage in
product/retailer
discussion

Interact
with product
website

Use
product

Visit
commerce
website

AN
Consult
friends

SOURCE: “The Future Shopper: How Changing Shopper Attitudes and Technology

Share
opinion

Read
reviews
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Successful Cases of Omnichannel



Omnichannel Retailing Strategy
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Alibaba Group
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143 Stars until your next Star Reward

Image:



1. Create incentives and force channel adoption

Loyal group of customers

‘ ‘ . Key mission:
aaa Establishing
©0 o ; a digital
“.Q relationship!

20 million customers a
month who had no digital
relationship with the
brand



1. Create incentives and force channel adoption
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- .
Free WiFi
From our friends at Google

I’m Feeling Lucky
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2. Drive Brand Engagement and Retention in New
nnels
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Enter, get one free. |

Spend more,
earn more.

Image:



3. Strong benefits for adopting new channels




Amazon
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1.

{ ‘Earth’s me

Amazon < customer-centri
focuses on | pany’
customer |

experience

Personalized,
Responsive
interaction across
all every channel

Image:




Image:

2.

Integrating
Their channels
In the backend

Connecting customer
data to build the next
level customer
experience
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3. Providing differentiated services

amazZon
Prime

r o

Amazon Prime

Pure convenience
and powerful benefits

Image: . i = t

Amazon Echo

Omnichannel strategy into voice

Physical stores

Leveraging online data in-store



How many of you
have used either these
or any other omnichannel
strategy businesses?



How was your experience as a customer?



So, omnichannel can deliver omni-fail.



Omni-fails
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Lack of investment Technological Barriers = Poor communication

e Lack of channel-specific eIncompatible software ' eFragmented communication lines
skilled people and other eFailure to integrate sales eHorrendous omni-returns experience
resources channels (Siloed system)

S -4

hitps://www.practicalecommerce.com/5-reasons-your-omnichannel-retail-strategy-is-failing
hitps://www.entrepreneur.com/article/313806



Lack of consistency, visibility,
seamlessness, customer engagement

Poor customer experience



Example of a failure - Target

B Free Shipping Over $50 see more tems »

ProForm PRO 2000 Treadmill
TARGET. EXPECT MORE. PAY LESS.

Item condition: New Ii v |
Quantity: |1 ‘

s ssammn 1 (® TARGET

Shop Target on eBay

on eBay

You save: $999.01 (49% off)
Our promise is simple: Expect More. Pay Less.®
Now: US $999.99 We have a mind for design, a passion for
innovation, and creating an exceptional guest
experience regardless of where our guests are
125 Join eBay Bucks and earn 2% back on this item. See conditions shopping us.

+ Follow this seller
Shipping:  Will ship to United States. Read item description or contact seller for shipping
options. | See detalls More... See all

ltem location: Ontario, California, United States

Ships to: United States See exclusions L] ’;w
= \
Delivery: Varies
Payments: PayPal| See detalls i

Returns: 60 days money back, free return shipping | See detalls

® TARGET

What else do y

need today?




Amazon book stores
launched 2015 and expanding slowly

Amazon is in the race, =24
but hasn’t fully cracked ¢
omnichannel retailing -,
yet.

Amazon fresh pickup
Launched 2017 and already shrinking

Amazon go
Launched to public 2018,
but still have limitations




Survival tips for
the omni-channel environment

gV 4



1. Think exponentially
2. Strengthen capabilities
3. Make unforgettable shopping experience

4. Accompany customers on their journey (Funnel to
Fish)

5. Prioritize efficiency
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Discussion: The future of omnichannel retailing
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Thank you!



