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Impact of Next Generation eCommerce and
Digital Marketing

Delivering a “Smarter Shopping Experience”
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AGENDA

- The Smarter Consumer is Redefining Shopping

Technologies Enabling the Future of Shopping

Applying Digital Marketing

Making retail smarter
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The biggest challenge in Retail today is what’s happening on the
other side of the counter. Consumers are becoming Smarter!
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Consumers are redefining the shopping experience to fit their unique
needs and timeframes

= Shopping bécomes engrained in all aspects of our lives due to
persistent connectivity and ubiquitous access

= Consumer touch points continue to proliferate increasing availability

Shopping Becomes
Omnipresent

Shopping Becomes
Deconstructed

= Consumers can start/stop and switch channels seamlessly
= New competitors arise; disintermediating consumers from retailers

= Retailers engage consumers in retail decisions (e.g. assortment, etc.)
= Consumer-to-community interactions become commonplace

Shopping Becomes

3 Collaborative }
4 Shopping Becomes = Consumers demand relevancy and personalized service
Contextual

= Availability of consumer information combined with real-time analytics
enables superior experience

Shopping Becomes
Real-time Aware

= Device and communication technology converge
= Consumer interactions become timely and proactive

Shopping Becomes = Physical and digital worlds converge to provide an enhance experience

Experiential = Shopping becomes all about the experience; availability and fulfillment
times are greatly reduced

Making retail smarter
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Shopping Becomes
Omnipresent

The majority of consumers want to leverage an increasing number
of technologies during their shopping process

% of Consumers willing to use the following Mobile is quickly growing in importance
technologies to research and make purchases During the in-store shopping process
= Website = TV (using a remote _
= Mobile technology control) Research In-Store Service In-Store
= Social Network = Social videos 42% Proactively 32% Help me find the
= Retailer website to ~ (YouTube, YouKu) communicate promotions | customer service desk
co-create products = Electronic games to me based on what | or associate
scan

31% Allow me to order

40%- :
out-of-stock items
35%- 290/ 41% Allow me to check | ° !
70 .
prices from other 29% identify myself in
physical and virtual store or mobile for help
locations

27% Provide the most
efficient route through
store

27% Allow me to take

a picture/text to get
product information

1 2 3
Technology Technologies Technologies

Making retail smarter
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Shopping Becomes
Deconstructed

Consumers are obtaining different value from each touch point
and consequently are deconstructing the shopping process

Consumer

Customer

Shopping Continuum

Making retail smarter
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Shopping Becomes
Deconstructed

33% of consumers who did not have enough information to purchase,
the lacking information is within the retailer’'s control
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Consumer

Shopping Continuum AL

1. Wanted to touch, see and experience the item
2. Wanted to price compare to determine best price

3. Product information was missing (quality and
product attributes)

4. Missing independent product review information

5. Could not tell if the product was in stock

Source: IBM Institute for Business Value Analysis, Retail 2012, n = 28,527, PMO05 If you can’t make a purchase after you researched in (research method) what information was missing?

Making retaﬂ smarter © 2012 IBM Corporation
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Shopping Becomes
Collaborative

Shopping has always been a collaborative activity, but a person’s

Influence is expanding far beyond their own social network
e
k.'.d'

& &
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Group Buying

Haul Video

Making retail smarter



Shopping Becomes
Collaborative
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And it is imperative for retailers to identify who consumers trust
when making buying decisions
2010 2011
Trust Ranking - Mature Trust Ranking - Mature
22% 19% 12%
- 14% .
Customer Reviews Product E(;( perts Customer Reviews Product Experts 17%

10%

Manufacturer
48%
Family/Friends 6%
Retailer
Trust Ranking - Growth
22% 17%
Customer Reviews Product Experts

13%

Manufacturer

40%
Family/Friends

42%
Family/Friends

Retailer

Trust Ranking - Growth

0 12%
22% Product Experts

Customer Reviews 20%

Manufacturer

36%
Family/Friends 10%

Making retail smarter
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Shopping Becomes
Contextual

Consumer demand personalized interactions and timely service
no matter if the interaction is self-service or assisted-service

Personalize Promotions

(#1 influence of purchase decision)

— Top consideration when determining
where to shop

— Most likely to increase my spend
— The area retailers need to improve

Checkout: Top area for retailer
Innovation to provide better service

~ Convenience: Top Priorities

» Providing the right products and appropriate

most variety of brands
Personalize Shopping " : * Prior in-stock knowledge before going to
_ mwsnowm | StOrE
(Most important factors) (s o Loyalty programs that can be used at other
— Recognize me in the store or online retailers

— Remember preferred payment method

— Provide preferred receipt type Customer Service: Most important

loyalty drivers
Personalize Assortments (Most
Important loyalty drivers)  Make it feel like a pleasure to help me

— High quality/low price private label - * Have knowledgeable employees about
products products/services
— New and unique products » Allow me to return products without hassle

) i k
T factured or grown in MyIESEugy . E;(;;eng;)rt]s 2fdeerd items not in stock

Making retaﬂ smarter © 2012 IBM Corporation
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Shopping Becomes
Real-time Aware

Identifying presence and location will become essential in enabling
timely and relevant consumer interactions

= |dentify shoppers presence as
they enter or leave the store

= |dentify proximity to a retail store

= |dentify what aisle or department
the shopper is located

= Ability to interact with store
personnel, systems and devices

Making retail smarter



Shopping Becomes
Experiential

The convergence of the physical and digital worlds will enable shopping
to become more experiential
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Shopping Becomes Shopping Becomes
Contextual Real-Time Aware
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Context is Key

Victoria Secret
Bsue, Victoria Secret
is offering you a
15% discount for §
the next 24 hours.

Making retail smarter
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Context is Key

f is offering you a
15% discount for
the next 24 hours. j§

Making retail smarter



Shopping Becomes
Contextual

Shopping Becomes
Real-Time Aware
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Context is Key

Maintown Mall
It's raining. Take
advantage of our

shuttlebus to
remote parking lots

SAMSUNG

1 oo 2 abc = def
Aghi S ik Bmo
s Buw Quy

** 0O+ #E8
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Shopping Becomes
Real-Time Aware

Shopping Becomes
Collaborative

Ubiquitous Presence Services

A customer enters

the sho
5 Customer’s presence

is automatically noted |

DY
G
The shop assistant is
informed of customer’s
decision
= g

Shopping Becomes
Contextual

.

The customer is
recognized as a
VIP customer

e a3

' Customer agrees to
interact with shop

All devices in shop are alerted
that a specific customer is

willing to interact

-

-

Shop assistants
automatically informed
of the arrival

The shop asks
customer if he/she
wishes to interact B ]

© 2012 IBM Corporation




Shopping Becomes Shopping Becomes
Omnipresent Real-Time Aware
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The Lines Between Virtual and Physical are Blurring ... Disappearing

e —
[ - X |
L T — <=
(et @ C— e -0 o]
SRR R——
R N —— ——— -
Qutside Store
yvour shopping list T I

Making retail smarter



Shopping Becomes Shopping Becomes
Experiential Real-Time Aware
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In-Store Augmented Reality

= A mobile application, on a smart phone or a Tablet PC,
used inside bricks-and-mortar retail stores.

= Uses image processing technologies to recognize the products
while panning the isle or shelf with the camera.

— A giant step forward from barcode-based recognition

= Uses Augmented Reality to superimpose layers of information on
top of the seen isle view.

= Used as a channel for retailer to provide the shopper with special
prices, coupons and combo-deals, ranking and recommendation,
complementary products, etc.

= Connects with existing applications — Unica
Interact and Unica Marketing, WebSphere
Commerce, etc. — where customer profiling,
recommendation decisions and offer
management takes place.

= Extends these products to in-store retail, which
still holds over 92% of entire retail volume

Making retail smarter




Shopping Becomes
Real-Time Aware
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Locating Products - New Twist to Old Problem

= Locate products not by tagging the products
but by tagging the displays, shelves,
baskets, etc in which they are located

Employee
Mobile App

Product Location

= Leverage the customers mobile device to ——
improve the customer shopping experience Mobile App
rather than investing in in-store
solutions/devices A

= Better understanding of customer patterns
in the store not by tracking the customer but =7
by tracking the cart he is pushing or the 3 bl
basket he is carrying
— No need to put RFID tags on loyalty cards,
nor to install cameras to do video analytics to

track customer movement, nor to install
expensive systems in shopping carts

Making retail smarter




Shopping Becomes Shopping Becomes
Real-Time Aware Experiential
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Smarter Customer Assistance
Proactive Multi-Channel

Augmented Reality

Servic

£ internationall

] Seafood Deli
Conference @
o0

atisserie
Pmpodmd kery
J ccccccc
L General
i) erchandi i
5:"“ e =a1E %.«B...z:ffgg;:;"
c:;:;/ ) \fruds Sﬁ‘: - §'3'3 213 11318120121 ¢%
........
Market Wokery| SEENEE BT s
Café
Sub
1 Shop es.lrnoms u:—ﬁ\?-”(‘e" Newspapers ) attle I&
I s urn
| Market Café Pharmacy
Entrance Entrance Entrance

Making retaﬂ smarter © 2012 IBM Corporation
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Shopping Becomes
Collaborative
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Crowd Driven Mobile App Development
Major Retailer Lets Customers Influence the Shopping Experience

"= WhirlVind
Communy knhasced Rccoss

» Large number of developers with lots of ideas
— Employees, partners, customers

= Constant creation of new apps, decreasing time
to market for innovative solutions

= Crowd supports apps and runs in “constant beta”
model

» Feedback from customers seen by which apps
are ado%ged and most used

-----

Rk

BEREEREERRERREE

gegooocCoO

Employees, partners,
2 customers develop mobile
/. apps for Retailer

Enables Retailers to bring branded mobile apps to the market faster and cheaper!!

Making retail smarter
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gCrowd: Analytics-Guided Social Engagement T.;;,_.*:fi':’f Rhhg,

Use social analytics to identify and engage crowd on social networks to collect ‘
deeper, more accurate, up-to-date 360 situational insight for Retailers

information revealed in social
media including rumors and

inaccuracies

= Location-based information (e.g., where
they were, at, and plan to go)

= Monitor and analyze social media “information iceberg”
to identify target crowd and build
profiles of crowd

* Formulate and generate right

questions to ask the crowd = Sentiment about products or services

= Parse, analyze, and synthesize " Status update (e.g., got robbed)

answers collected from the crowd

Use analytics + social
engagement to harvest hidden
information

= Applicable to a wide variety of
business scenarios across
industries

— Active marketing and customer

intelligence truthful information known to

people but yet to be revealed

What really happened?
information not extracted due When did it happen?

to imperfections in analytics Have other people had the similar experience?
How could we make things right?

Who did not know this yet?

Making retail smarter

— Location-based intelligence

— Smarter social commerce
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In order to deliver this experience, marketers need to:

= Easily obtain deep insights

= Justify budgets

= |dentify and acquire new potential customers
= Take advantage of new digital channels

= Recapture customers

= Execute one-to-one marketing programs

= Reinforce a consistent, personalized message
= Respond quickly and in real time

Digital Marketing is a tool to address all these needs...

Making retail smarter
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Marketing is most widely quoted business term, along with customer,
innovation, and etc.; marketing has many artistic elements

Evaluate

and Goals

w
Market‘ing:o

B,

| Modeling
&
Projections

Making retcil smarter ——



Ay
-

.8

How “Free Lunch” program combined Art and Science via mobile marketing

27

RRTRES
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| |

B )
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From Offline to Online,
with Immediacy, Simplicity
and Context

Making retail smarter
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Provide content that is easy to see and navigate to boost simplicity

Gump's mobile search results offer click-to-action buttons to simplify completing actions

Google

Search

I Everylhing

Images
Maps
Videos
Mews

Ehopping

Mors

San Franclsco,
CA

Change location

Ehow search tools

+ KN

qumps
ficl= Wiy e e Gump's - Directions
Gump's: Official Site | Gumps com »
X 4
WA GUIMPS. Com it o '1‘ -
Frge Shipping on §100+ Orders &t Gump's. Uso Code LASTFS at Chackout e

# Show rap of 135 Post Streel. San Frantisco, CA

Save Up to B0% at Gump's Sale
Holiday Florals, Wieaths & Trees

Gump's Holiday Omarment Collection  Cashmer

¥ ranct a | 3)

v, s comy

Shop online for home decor fumishings and accent pieces, gifts for all occasions, and

carporate gits. Site also has an onkne bridal registry
e 13 Google reviews . Wiite a review

=) 135 Post S1 San Franciece, CAQUI08
' ([BO0) TEB-TE0

Shop Gump's Exquisite Pearl Jewslry
Shop anﬁs fior Chaistmas Décor
e Throws - Free Monagramming

L = )

1 tllhmn"‘.-!?' ._1"4\.”"
i ot 94 I -
L 4 Q -4

o S -] f .1
o i e Cartoon A

B Ganget ™5 Liop R0 11 Google

. Drataile
About Gump's Eumiture & Lighting 2
About Main Buddha. The Greatest Shop Fumniture £ Lighting at Gump's. At aglance:  pottery bam - glassware -
Gift Book Event Russell Truseo ... v GUMPEGUMPE ... Jewels - boutiques -
unususl gifts

Sale Jeweiny Hours Mon-Sat 10am-Bpm
Shop Sale al Gump’s. ... Shop Jewslry &l Gump’s. ... Sun 12-5pm
Gumps-Gumps fmarkeling_spot’ Gumps Gumps marketing_spot/ Transit Matro Montgomery

cif Pa StationDownlown
Shop Decorative Accents 3t Gump's Shop Gift Registry al Gump's. ...

TT PP T

<o Gumps-Gumps ...
Mare results from gumps.com »

m — Frash

. comyd
Thers's no place like Bubbs Gump Shimp Co_for your 3

Gumpr “omos

Making retail smarter

Source: Google search

Unlike its non-mobile search results,
Gump's mobile search results
provide easy access to desired
location-based content including
click-to-call, click-to-map, and click-
to-directions buttons.

Google

_images Places News more
»  gumps Q
About 164 000 rosults

WWW._gUmps. com
Save $50 on $200+ Orders at Gump's! Use
Code GIFTS0 at Checkout & Save.

T o
[ &,
naan 5 e a f =

L i AL LS <

£
# e Ms‘i ~ g J‘f
; i 8 Capedeprony
Gifts, Home Decor ..

www.gumps.com/
Shop online for home decor fumishings and
accent pleces, gifts for all occasions, and ...

Abail Guoios Eumiture & Lighi
Sala Jawairy

Decorative Accents  Apparel § Accessorios
Gifts Dini £ -

More resulls from gumps.com »

135 Post Streat

San Francisco, CA 94108
Hours: Mon-Sat 10am-6pm; Sun 12-5pm
Transil: Market St & Keamy St

*kk 13 Google reviews

R, cail Map Dirsctions

© 2012 IBM Corporation
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Coupon distribution via app embedded ads; it can be combined with
searching, email and other marketing tools

Fill in phone number Sending coupon to the
for coupon application mobile phone via SMS

RE4099IEN BT » o 0 oY Using
asaENE-NsE QR X i
e coupon in

WEFSE , BEKBITEREAER | kH: 0716-7734320 physical

SRR | ASERIE , s stores

L up*ﬂ
N ' REA9BOER , AR ME—NIE=S
= | %{;’ﬁ 1153 }Fr 1 mjt Eﬁﬁ & BETEHEE,
& narn L EHAE.  MAFHSE , WEEEEES
PIRLSRTRLAR
W REEN ’ 2. iEshRdE) : SRIERMURA—ANE. HRER
_ BH—F
& Lmzn 3. BREUTL : 010-82206650

Making retail smarter
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Customer service phone calls or coupon SMS/MMS can be directly linked to
an ad

e L5521

Fl71:=3R
e g e
Y mEE32°C~20°C
B W¥E:9H14807:50

BX(9B815H)

BX4: B§ 30°C i <3
Figls) B 21°C #1 =3
BEF(9F16H)

*IM\ %244 SBEREX 4008-517-517

Making retail smarter
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Location based ads can reach customers via multiple channels

KFC promotes new product through
phsical offline media channels, such as
subway posts and etc.

Use Weibo to
communicate the
new products

Users can click on the ad to
jump to the product page

A
! 4 EHF w02y

EBE =
samy, AA@ | SANEET e
B, AT

|

» 78
£

KFC ifpmy Rl
e B

BEHE

|12k 3

EH ? = EIH =04
HEHE

Kt ECS ] =]

i B =

£ |

] ® s | FREe

Jgfﬁg N

-7 ARKP
. PRUEZ o %}, ®) |
Kt \& y
7’ \ BN SRRRIER
*

- KNG
7 TR e g
. mEo - AT | B

[%ﬁ%fﬂﬁ?iﬁﬁﬁ‘é@giéw g

AE Wi oa=nE

everaging navigation

to find the nearest KFC

—KKFC] B&88 ©a008-823-823
#‘%‘ E81% 5% www.KFC.comen
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Leverage smart phone features, such as touch screen, gravity sensor and
others to maximize interactive creativity

sl P T LEE

il AR T 18:05 o Ll B EHRE 17:51 © =

* , BFENERRSXIE
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Retailers extend mobile to social media and cross-channel marketing

... ATET F 7:14 PM [T}

Combo 1

BIOSTAR G31D-M7 LGA 775 Intel G31
Micro ATX Intel Motherboard

SECC MicroATX Mini Tower Computer
Case

. IN WIN Dragon Slayer Black 0.6mm

Original Price: §+25-98
You Save: $30.00

Combo Price: $99.98
Combo 2

BIOSTAR G31D-M7 LGA 775 Intel G31
Micro ATX Intel Motherboard

Making retail smarter
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Cross-channel marketers optimize promotions and maximize
marketing ROI

iPod = 2:23 PM = .l ATST = 7:58 PM 100% =8 ., aATET = 3:01 PM % =

Back Back

MainMent IUNITED 2;‘,‘,".
[

Mobile Boarding Pass United Confirmation: NLGF7G

For quick retrieval, this mobile boarding
pass has been stored on the home screen.

United Airlines 609

In Flight

p Flight Status

Departs: 6:00 AM
Tue. June 28, 2011
Chicago, IL (ORD)

Arrives: 8:35 AM

Tue. June 28, 2011

San Francisco, CA (SFO)

Operated By:
Class of Service: Economy
Seats: =--- ALEX PASAJERO

L 5 Flightview §

= Focus on timely and relevant customer services across channels

= Achieved 30% drop in unsubscribes '
Making retail smarter
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Example: Use cross-channel customer analytics (i.e. Profiles) for
personalized context

Key Web Events

° Contact Us Details

° Store Locator

° Promotion Response
° Browse Phones

. Review Rate Plans

° Read FAQ for Free IN-
Network Calling

L Review International Plan

° Review Number Portability

Making retail smarter
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Customer can be presented with retention offer

Offers can be delivered on site,

| Fhores & Accessaries Plass | Feshoes B Dewnlaads  Nemsging | Basinems | Kuppart | My Breoam VI a S M S1 O r e m al |
\ Upgrade to a phone

rou iy desks o Offer can be targeted based on
B owsg9e9 gy customer value and risk

e A

‘ * Moblle

SMS MESSAGE

. As a valued
customer, you have
qualified for a free
phone upgrade.
Spring4You.com

Moaking retail smcorrter Apegisiinbls
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I g voufw

Cna CM6 0 Traditional Chinese .
Russian GraCIa S

Spanish

7 < btk %m Obrigado

English Brazilian Portuguese

Arabic

. Danke
German °
Grazie z ‘Lﬁil‘ Merxci
Italian French
Simplified Chinese
. ZEAFEU C}
l‘I) @ &)l’) fJ{& 5f§b‘$ Lft: Korean

Tamil
Japanese

'-4-
it

Making retail smarter




	Impact of Next Generation eCommerce and Digital Marketing�Delivering a “Smarter Shopping Experience”
	Slide Number 2
	Slide Number 3
	Slide Number 4
	The majority of consumers want to leverage an increasing number �of technologies during their shopping process
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Identifying presence and location will become essential in enabling timely and relevant consumer interactions 
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	In-Store Augmented Reality
	Slide Number 20
	Slide Number 21
	Slide Number 22
	qCrowd: Analytics-Guided Social Engagement
	Slide Number 24
	In order to deliver this experience, marketers need to:
	Marketing is most widely quoted business term, along with customer, innovation, and etc.; marketing has many artistic elements
	How “Free Lunch” program combined Art and Science via mobile marketing
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Example: Use cross-channel customer analytics (i.e. Profiles) for personalized context
	Customer can be presented with retention offer
	Slide Number 37

