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What is Omni-Channel?

o i
.L:_v . .
ERAn . r
s
g R La
n Ll A4 » )
f
o :;,;, 2
= %
- /,/ \‘
e 25




(
il
E::::_

Omni-ChanneI ICER I



, Why Omni-Channel?
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What we know
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Omni-channel shoppers have a
30% higher lifetime value than those
who shop using only one channel

82% of shoppers consult their phones
on purchases they are about to make in
a store ?

90% of customers expect consistent
interactions across channels 3

Companies with omni-channel
customer engagement strategies
retain on average 89% of their
customers,



8 Enhanced Technological
Infrastructure

e High Customer Expectations

Retail Readiness




)41’{-Channel Best Practices
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Starbucks







i-Channel Partner Readiness
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Digital In-Store

OMNI-CHANNEL RETAIL READINESS CHECKLIST

Bricks & Mortar

Organizational Alignment

Mobile Optimized Site (mWeb) U |Message Center O |WiFi 4 |Buy Online, Pick-Up In-Store U |Modern POS U |Achieve Executive Support
a Mobile First | O |Push Notifications O |RDX U |[Reserve Online, P/U In-Store U [ESD/POSA O |Re-org to Support Omni
a Mobile Responsive | O |Personalization Payment Agnostic Options U [Click & Collect (Lockers, etc.) O [Call Center O |One Sale (Channel Agnostic)
Payment Agnostic Options U |Store Locator a POS | O |Ship From Local Store O [Physical to Digital Attach O |Dedicated Team
d Online | A |Local Store Inventory Checks a mPOS | O |Return to Local Store U |Local Stores as DC's
a Mobile Web | Q |Click to Call/Chat a Mobile Pay (Apple Pay) | O |Exchange at Local Store
a Mobile App | A |Mobile Pay (mPOS) O |Real-Time Ratings & Reviews O |In-Store Inventory Checks
a SMS | O |Beacons/Proximity Msg O |Dwell Time/Heat Mapping O |Store Product Replenishments
a Social | A |In-Store Wayfinding 0 |Guided Selling Tool/Prod. Selector Advanced CRM (Cross Channel)
U [Store Locator U |Bar Code Scanner U |(Interactive Kiosks d 360 Customer View
U |Local Store Inventory Checks O |Wish List O |Endless Aisle a POS/Inventory
O |Personalization / Attach 4 |Loyalty 4 |Social Feed a In-Store
U |Real-Time Chat O [Mobile Checkout (Sales Asst.) a Online
4 [ESD U |Sales Associate App a Mobile Web
4 |POSA U |Real-Time Reservations/Support a Mobile App
O |Loyalty Program O |Concierge/Training Enablement a Phone Call
a Push via App/Mobile Web | O |Image Recognition a SMS
O |Real-Time Reservations/Support O |Voice Search a Social
O |Wish List a Push/Pull Marketing
O |Cross-Channel Attach (Digital to Physical)
U [Code to Content
O |Local SEO (Geo-Targeted Product Ads)
O |Guided Selling Tools/Prod. Select
O |Use of Al

Digital In-Store

Bricks & Mortar

Organizational Alignment




Recommended Priority Focus Areas — Omni-channel readiness

High

Impact

Low

IFocus Priority Matrix

) Mobile f Exchange at
Mobile Pay (mPQOS) Optimized Site Local Store
(Responsive) ESD — Brick
and Mortar
Payment Return to
Options - *
Real-Time f MPOS Local Store
Ratings & /
Reviews Local SEO ESD — Retailer
(Geo-Targeted & mWeb
Product Ads)
—
Beacons/Proxi
mity
Messaging
2 - 4
Effort :
Low High

Business Goals *Effort Almpact
Real-Time Ratings & Reviews 2 4
Mobile Pay (mPOS) 3 5
Local SEO (Geo-Targeted Product Ads) 3 4
Beacons/Proximity Messaging 3 3
Mobile Optimized Site (Responsive) 4 5
Payment Options - mPOS 4 4
ESD — Retailer & mWeb 5 5
ESD - Brick and Mortar 5 5
Return to Local Store 5 5
Exchange at Local Store 5 5

*Effort Amount of effort it takes for the retailer to incorporate these into

their system

Almpact
experience and sales

Level of impact these executions will have in improving customer
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