


WELCOME

Robert Curran- eCommerce consultant
Former B&M Retailer
Moved into eCommerce in 2002
eCommerce manager for IT website
Judge for 2014 IIA Net Visionary Awards
Lecture for the Diploma in eCommerce- Irish Times
Buy4Now eCommerce platform

Here for you today as part of the eCommerce Partner
Network
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The E-Commerce Market

Worldwide B2C E-Commerce sales 2012 to 2015 (projected)
In €bn

17.1% year on year

average growth rate
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The E-Commerce market

SHARE OF E-COMMERCE SALES PER REGION O p p ortun Itl es
The European market has

surpassed the American
market in size in 2013.

€363 billion

Size of the European
E-Commerce market
in 2013

15%

Increase in market
_ value from 2012 to

Figure 15: Global Share of e-commarce sales per region,

Ecommerce Europa, 2013 2013
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Ecommerce Operating Model

Run the Website
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Learning room

Gordon Newman
Stephen Quinn

Paul Smith
NETWORKING BREAK

Dan Croxen-John
James Steele
Julie ColClough
LUNCH

Mark Lewis

Eric Horgan
NETWORKING BREAK
Denise Browne

Neil Fitzpatrick

Agenda

Essential technologies
and 1-1 meetings

Dmac

An Post
Eurobase
Salesforce
Wirecard
SagePay
Willows consulting
DPD

TaxBack
Transfermate
Realex

Nosto
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Do’s & Don’ts

DO:
Wifi - efgmwinners
Know- Fire doors Emergency exits
Room layout
Tweet, post on SM-- @Ecommerce EXpo
Ask guestions

Leave the room to meet with the other
speakers and companies

commerce
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Do’s & Don’ts

Don’t:
Miss out on meeting with our supporting partners
Bingo competition

Forget —1-1 sign up sheets on each stand
Schoolbooks.ie & Micks Garage--sign up on the EPN stand

Be shy about giving us feedback -- 2nd event

What we can do better, what you’d like to see at the

next event
commerce
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Gordon Newman
Head of Multichannel







o @gordon newman

m@_ linkedin.com/in/gordonnewman
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Franklin O'Sullivan
here any chance you could make a decent website?

Like * Comment - 5 Movember 2011 at 00:24
5 people like this.

Jamie Waters true ha
& Movember 2011 at 21:02 - Like

Franklin O'Sullivan honestly its ridiculous ... nd theyd make more
money out of it aswell

& Movember 2011 at 21:31 - Like

Antoinette Macnamara Seriously, the worst one ever
& Movember 2011 at 22:40 - Like =3 1




Peter Healy
How long does it take to make a website?

Like * Comment = 29 QOctober 2011 at 20:15

£1 2 people like this.









100,000






October 2012










9 What 1s multichannel?

H B g What to do about 1t?

e What we’ve done



9 What i1s Multichannel?

How Customers Interact
How Customers Decide

How Customers Buy




Interaction

Stores
Telesales

e Q00O
Mobile

Tablet

Social Media




O
O
Cool Tools

WwWw.consumerbarometer.com




How Many Connected Devices?

30



Which of these devices do you use?

Computer Smartphone




Figure 1: Increase in internet enabled devices in the home

- 2012 - 2014

Laptop

Smart mobile phone or iPhone
(i.e. one which can connect to
the internet and download apps)

Tablet or iPad

PC

Smart TV (i.e. one which
can connect to the internet)

0 20 40 60

Source: The Second UPC Report on Ireland’s Digital Future 2014

80

100 %
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Device Preferences Throughout the Day
Most Weekday Tablet Usage Occurs Between 8pm and 9pm

Tablets popular
at night

PCs dominate
working hours

Mobiles brighten

: the commute ¢

Share of Device Page Traffic on a Typical Workday

Q \‘\0@ {(\“\%‘\
HENON O B A A R \3&\& ;
: 'ﬂ("‘\:l\ A d‘&:\%“ oF W A €
s o
S gt P
<

(’ CO m S CO R E . B comScore, Inc.  Proprietarny. Source: comScore Davice Essentiats, Monday, 21 January 2013, UK
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Do people go online on their devices while watching TV?

Yes

39%

=
[=]

Which devices do people use to go online while watching TV?

Use computer while watching TV

42%

Use smartphone while watching TV

Use tablet while watching TV

Consumer Barometer wi Google

34



Customers still come to our stores
Customers have more than one device
Devices change during the day
Customers dual-screen

Customers don’t think in “channels”

Considerations

The world moves on



B B Decision

Varies by sector
Discovery

Research
Comparison

Multiple Tools



Discovery

In what ways was the Internet involved in people's recent purchases?

Became aware of product / offer online

15%

Purchased online

33%

Researched online

61%

Consumer Barometer wa Google
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Research

Did people do any online or offline research prior to their recent purchase?

Any Research

Online research only

Offline research only

Both online & offline research

Consumer Barometer wi (Google

38



Comparison

In which part(s) of the purchase process did people use the Internet?

Looked for early inspiration and made initial discoveries online

37%

Compared choices online

64%

Sought advice online

Used the internet to prepare for immediate purchase (e.g. searched locations onling)

29%

Consumer Barometer wi Google

39



Customers still come into our stores
Customers research in multiple places
Customers use multiple devices
Customers use the internet to compare

(We should understand this)

Considerations



B B Buying (the Important Bit)

Most buy in store @

Peak shopping hours

Delivery method

Click and Collect @
H
H

Returns



Where did people make their purchase?

Store

Consumer Barometer win Google

42



When is the peak time for online shopping?

® Transactions

04:00 08:00 12:00 16:00 20:00

43



Did you reserve online for in-store collection?

Figure 13: Trend 2012 vs 2013
100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

UK 2012 Uk 2013 us 2012 Us 2013

W mYes mNo

Respondents 2,000 (UK:1,000; US:1,000)



Considerations

Customers still come into our stores
Customers prefer online to mobile
Peak buying time is in the evening

Customers like to click and collect
(They like delivery certainty too)



9 What 1s multichannel?

How Customers Interact
How Customers Decide

How Customers Buy (and return)




g What to do about It

CUSTOMER EXPERIENCE FIRST

INTEGRATED CHANNELS

CONSISTENT EXECUTION




Customer Experience First
What'’s the Customer Behaviour?

Why is it Iimportant?

What’s the Customer proposition?



HE B INTEGRATED CHANNELS

ONLINE

MOBILE

INSTORE

CLICK & COLLECT

RETURNS

MERCHANDISING

PRICING

AVAILABILITY

SERVICE LEVELS

COMMUNICATION




FUNCTIONAL

ROADMAP

ENABLERS FIRST
PRIORITISE

1. CUSTOMERS

2. OPERATIONS
3. EFFICIENCY
RAPID INCREMENTS

CHANGE IT




CONSISTENCY

PRODUCTS

PRICING

PROMOTIONS

INFORMATION

SERVICE LEVELS

TONE OF VOICE




H B _
g What to do about It

CUSTOMER EXPERIENCE FIRST

INTEGRATED CHANNELS

CONSISTENT EXECUTION




e What we’ve done

CUSTOMER EXPERIENCE FIRST
ESTABLISHING ENABLERS

OUR EXECUTION




Customer Experience First
Customer Behaviours

Customers still come into our stores
Customers have more than one device
Customers Discover, Compare & Buy Online
Peak buying time is in the evening

Customers like to click and collect
(They like delivery certainty too)







Customer Proposition

AWESOME PRODUCTS

BUY INSTORE

BUY ONLINE ON ALL DEVICES

FIND US IN ALL CHANNELS

FAST DELIVERY

DELIVERY ANYWHERE




ESTABLISHING ENABLERS
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OCTOBER 2012 - FEBRUARY 2013

#GAMEON 1=/
SHOW US YOUR &
ET'I'LE T0 WIN

v NJ’;

#GAMEON

FLAT MW @

Men

Women

Kids

#GAMEON S 98" S EXCLUSIVE
SHOW US

SEVEN
YOUR STYLE GRAND

o i



MARCH 2013 - Click & Collect
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erp
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August 2013- Product Customisation




OCTOBER 2013

Next Day & Saturday Delivery
6-Day Warehouse

N ="




MARCH 2014 - 7pm Cut Off




JULY 2014 - INSTORE IPAD ORDERING




JULY 2014 - INSTORE IPAD ORDERING




OCTOBER 2014 - FULLY RESPONSIVE SITE

B o e Fa TR T
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APRIL 2015 - PRE-ORDERS

Wl ireland () & HiGordon {B BAG:€81.00(3)

MEN WOMEN BOYS GIRLS FOOTBALL RUGBY GAA RUNNING & FITNESS FASHION CLEARANCE

# | Football / Premier League / Liverpool

W=, FREE DELIVERY AND RETURNS TO 65 STORES NATIONWIDE @ NEXT DAY DELIVERY 17:04:4T7 LEFT @ FREE STANDARD DELIVERY FOR ORDERS OVER €50
. LIVERPOOL FOOTBALL
#HoldNothingBack

"™ cluB
B0 " SHIRT AND KIT

AGE - : Sanongs |

REFINE RESULTS

The new Liverpool Football Shirt 2015/16 and Liverpool football Kit is

Adult (21) available to pre-order online and in store!

Infants (0-24 Months} (3)
Kids (21)

GENDER - Sort by a All products %

Male (44)
Unisex (1)

PRODUCT TYPE =

45 products in this category

Jersey (33)
Gifts (5)
Shorts (3)
Socks (1)
Gloves (1)
Pants (1)
Polo (1)

SIZE =

Small (7)
Medium (12) New Balance New Balance New Balance New Balance New Balance

Adult Liverpool Home Kids Liverpool Home Kids Liverpool Home Adult Liverpool Home Kids Liverpool Home

L 17
wi N Jersey Jersey Goalkeeper Jersey Goalkeeper Jersey Jersey

X-Large (15)
XX-Large (6) €65.00 €51.00 - €63.00 €51.00 - €63.00 €70.00 €55.00 - €68.00



e What we’ve done

CUSTOMER EXPERIENCE FIRST
ESTABLISHING ENABLERS

OUR EXECUTION



9 What 1s multichannel?

g What to do about 1t?

e What we’ve done
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OVER 16
YEARS IN
THE
INDUSTRY

evoluti

O

evolutio

Evolution Digital specialise in Digital digifa
Marketing, Mobile Marketing and Web
ign. =
S &5V g i
Implementing innovative & measurable T = | S
' Digital Marketing campaigns in addition to ‘ D
designing and developing innovative, .
search engine friendly & conversion Somnn o comesiwen el wdebonns
driven websites and mobile marketing TR e s
solutions for companies of all sizes. A S i S o

Founded in 1999, Evolution Digital has
worked with over 500 companies
throughout primarily Ireland & the UK,
helping them achieve their optimal digital
reach, identifying growing online markets
for their products and services.




Below are just some of our happy clients, for more of our clients and testimonials please visit our
website at www.evolutiondigital.ie

& Allen Carr's

ACCBANK g BIGOURE BALLOONMAN: . CARBUYERSGUIDE

SHOP.COM m—

To Stop Smoking

—— FANCY, TR
DURAVATOR Bt DRESS GOWAN

THE CARPET FOR ELEVATORS

i

(_/_;;;' { it (r E{‘J ered.

@ Magees Pharmacy 0?@4:% m:?eﬁ??)up

recruitment

IRISH SCHEIL OF MOTORING

. Ll : !
Sigmar=® g™  pyrimepoint (L Ivine w%
SAVERS WORKFGRCE SOUUTIONS Ltd

Rabobank

evolutio

- : Selvgrng
alfaliteal ™
digitalz=
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eCommerce Stats

The Irish Ecommerce Market is an ‘emerging’ market.

44%

of sales for Large Enterprises

20%

of sales for Medium Enterprises

M Large Enterprises 1 5%

® Medium Enterprises _
: of sales for Small Enterprises
m Small Enterprises

Source: Central Statistics Office / www.cso.ie

evolutio
digital==
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Acco rding Online retail
market set to grow to
to EuroStat_, €98 €21 billion
per second Is lost by 2017

from the Irish S Inireland

People living
In Ireland spend
€8.5 million a day

online with retailer
abroad

eCommerce
sales are expected
to reach 2.2 trillion
by 2018
Globally

Source: EuroStat / http://ec.europa.eu/eurostat

evolu’rlor]
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5%

revenue spent by
Irish consumers
online leaves the
country.

Source: EuroStat / http://ec.europa.eu/eurostat
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Digital Marketing Strategy

A Digital Marketing Strategy Is,
creating an integrated digital
communications strategy for a
brand which requires specific

channel targeting, channel
propositions and channel
partners based on customer
preferences.

evolutio
digital==
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Goals keep you focused and help determine strategy.

1. Understand who your buyers are and
what their motivations are for
purchasing from you

2. Establish your Goals — SMART
1.

Specific
Measureable
Attainable
Realistic
Time-bound




3 Decide the Broad Campaign and Tactics —
Come up with creative themes and
messages

4 Get more Specific on approach — SEO, PPC,
Email, Social Media, Content Marketing,
Affiliate Programmes, Mobile Marketing

5 Decide on strategy on Specifics of each
Approach eg. Landing pages for PPC,
Keywords for SEO, Themes for Social Media

evolution

Aphgrng
In B DDk
A Lo

-\R
o @ +
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Developing your Strategy

Strategy should address
key stages of the buyers
journey:

Demand Generation/Top of Funnel — Awareness Campaign

« Search Engines — SEO/PPC, Social Networks, Blogs
_ _ * KPIs = Unique Visitors, Fans Followers, Value Per Visit
Nurture — Conversion Campaign

» Website, Personalisation, Blogs, Community, Interactive Tools, Re-marketing
* KPIs = Leads, Conversion Rates, Time on Site, Shares/Comments, Revenue/Profit, Average Order Value

Post Sale — Advocacy Campaign

« Social Media, Email marketing, SMS
* KPIs = Repeat Purchases, Satisfaction and Loyalty, Advocacy, Referrals, Social Proof

evolutio
digital==
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e Established in 2008

* An idea that was born out of a frustration and a failed
attempt to find a Christmas Jumper for a Christmas Party

* In 2011 they shipped to 46 separate countries.

* In 2014, they launched a UK domain
www.funkychristmasjumpers.co.uk and
www.funkychristmassweaters.com to target the US.

» Today Funky Christmas Jumpers has grown to become
the number one destination and go-to place for
Christmas Jumpers internationally.

evolution
e

SR T ]
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Key Success Factors

Soci ]
1al Medi; Marketing Strategy

Key social media channels are:

facebook

37,000 + likes

. Their Facebook fan-base has grown from 10k in October 2012

evolutio
digital==
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< Smart Sharing

[_,‘1 Funky Christmas Jumpers

-
facebook.
Funky Xmas Jumpers Cec 22
The [@Real_Liam_Payne's jumper
funkychristmasjumpers.com/mens-funky-chr
evolutio
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Celebrity

T et el |
Endorsements

= Shgrng
TR T
A § ety

evolpﬁo
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Rory Mcllroy B Tommy Bowe

*‘-\."'h..h‘

Ryan Tubridy

= Shgrng
TR T
A § ety
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— Trendsmap Italia
2 | O Trendsialio

Funky Xmas Jumpers, (xmasjumpers  Funky Xmas Jumpers, “xmasjumpers  Funky Xmas Jumpers,
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aTrarsialraband — o Ml TrendiAusiiaisg ==
Funky Xmas Jumpers, T xmasiuimpers Funky Xmas Jumpers, ©xmasjumpears
is now trending in Ireland as ahora una tendencia en «Barcelona Funky Xmas Jumpers. o
trer‘l-dsmap.wmﬁie trendsman. comdes/barcalona 'Kmaﬁ}uiﬂﬁerﬁ IS Now tl’el’idlr"lg In
A1 90 Of-A3 from Irsland .m ﬁu‘&tfﬁiﬂ tFE!I'IdSI!'I'IaD.{:Dr‘I'h"Eu
i [ Trendsmap Milano Trends Australia i)
{:{‘-\) “Iﬂlﬁl'{l:l} E?El = \ i r\'ﬂj @ Trendaliano 1 2 ! :’ﬁ g Trendefustalia |_+:'-_|
&) . = &
Funky Xmas Jumpers, Funky Xmas Jumpers, Funky Xmas Jumpers,
ixmasjiumpers is now trending in Uxmasjumpers & ormai una Zxmasjiumpers is now trending in
Belgium trendsmap.com/be tendenza in Milan Australia trendsmag.com/au
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Most effective channels to invest in for Digital Marketing

Top Online Marketing Channels in 2015

60%

Search Engine
Optimisation (SED)

Paid Search Marketing
(AdWords)

Social media
(organic)

Display
advertising

Online PR

Email
marketing

Social media
(paid ads)

evolutio
digifal==-



Volume of Sales / Sales Leads per Channel

Channel rating for volume of leads or
SOCIAL sales expected by businesses

ADvE RT i 5 | N G M E D ' A CO NTE N T 0% 10% 20% 0% 4% 50% 6% W%  80% 9%  100%
BLOG WEBSITE : — i

Search Engine
Optimisation (SEO)

Paid Search Marketing
(AdWaords)

Social media
(organic) |

Display
advertising

Online PR

Email
marketing

Social media
(paid ads)

W 1Llowest M 2Low-medium M3 Mediom @ ¢ Medipm-high M5 Highest M 5 Don't use or N/A

@it TAMaa

www.smarinsights comw  www.lime.so.ub

evolutio
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Digital Marketing Spend Trends 2015

Investment changes in digital media in 2015

a0% B0%
]

Search Engine
Optimisation (SED)

Paid Search
Marketing (AdWords)

3% |

Social
media (organic)

53%
B Increase
W Stay e same
gl M Decrease

3P = Don't use or N/A

o~
=
8

Dizplay
advertising

Online PR

=&
I ]

Email 3% |

marketing

Sacial media 32%

(paid ads)

&

evolutio
digital==
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What Media is most profitable ?

ADWORDG
GEMERIC f ]NILI.I'!.;HCE“. ﬁ
f f TEGRATED CONTENT
FACEROGH CAMPAIGHS
i

—
=t
=
=
=
m
as
s
3
ax
=
—
=
(-
%
FROMOTED FOSTS
= e it [ uma.u.xrra
@ CUETEM AUTITHCES PR
@
=
g m m .
=]
B
=
= SED "
o PONSGAED el Asmwonbs m
P ATHGEDS
el
s
% &
AbWERES ra— 55
] E - REMARKETING HOWLE ey
- - - - &) (ENBANCED CANPRIGHIE,
@ MARKETIRG &
= 5 BISTALRAM ﬁ’
| % ﬂ o
%9 M @.@

Matrix ¢ e

Source: First 10 & Smart Insights / http://www.smartinsights.com Effectiveness [P“lﬂmia] lead or sales Wlum“]
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Remarketing

evolutio
digital==

Customer acquisition is a long process:

What Happens in Your Sales Funnel?

-
w ¥
v

-

* Marketing

Activities

* Squeeze Pages
= Opt-in Offers

* Email Follow-ups
* Offers

* Loyalty Programs

+* Memberships
* Customer Specials

&

Loyal Customers

p
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in Your Sales Funnel?

52 P
™ Maws Foad
* Marketing
Activities
-
i’

* Squeere Pages
& Opt-in Offers = _

HobalEanigit is now in over 100 cestinations!
Bl 50 anenus and book 1 weskend
iy

= Email Follow-ups
+ Offers

-

am—
= RS Ses
A 1 g Hatad Tanggin
| |—|
ey | -
= Memberships ] L e
L -}

* Loyalty Programs
* Customer Specials

A

= =
C Loyal Customers

HoleEonsg

N | mecseobls
= | ey

evoly_ fr\i’_o_r]w



In the “leads” and
“prospects” section:

This is where
remarketing is most
Important.

People have expressed the need but require an extra push in their
purchase decision making process.

evolutio
digifal==-
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Example FACEBOOK: * You can use different ad formats to e« Can be used in the case of cart
* Lower Cost Per Click than Google target your remarketing lists abandonment
PPC » Remarketing usually has a cheaper <  Ability to offer purchase incentives
» Just like Google Adwords you can CPC than regular search campaigns <«  Ability for people to willingly opt-in
create custom remarketing lists * Ithas alower CTR than search ads, e« More personal (hame/product
o  Existing customers and Potential but also a lower Cost Per viewed/discounts)
customers can interact and share Conversion
feedback on a Facebook ad » Ifyou see that the remarketing ads
* You can create “lookalike” are starting to annoy people, you
audiences to expand your ad reach can regulate the frequency at

which they are shown to optimise
for conversions.

evolution
i e

SR T ]
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ROPO: Research Online Purchase Offline

Customers research relevant product information to qualify their buying
decision, before they actually decide to buy their favourite product in the
local store.

Online research and Increased # of visitors Furchase of a Increased store
Search Engine 1o store product researched sales
Marketing (SEM) online

g B3 A

evolutio
digifal==-
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PPC & SEO supporting ROPO

e People search for a specific product on Google

.

e People visit your website and see the product they want

Visit website

J

» Offer a promotion for a product available online and offline

Purchase

incentive

« Visit location page and increase foot traffic in store

evolutio
digital==
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MOBILEGEDDON HAS ARRIVED

evolutio
digital==-
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What does “Mobile-friendly” mean?

Evaluate current status
Readability
Resizing or Responsive

Accessible Links

a A L hoE

Avoid having your website rely on Flash

evolutio
digital==-
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Panda or Penguin, is Google's search results ranking algorithm meant to stop sites with
poor quality content from working their way into Google’s top search results.

 Check keywords rankings
* Drop in Sales?

» Have you seen a significant drop in traffic
today on Google Analytics

» Check Webmaster Tools and use the ‘Mobile
Usability Report’

evolution
i { | moomrotse

LIl F
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What are my options to make my website mobile friendly?

* Both a mobile site and responsive design will
optimize your site to be more appropriate for
smaller screens; both will offer simpler
navigation and faster load times.

* However, there are differences, which is why
we share the advantages and disadvantages of
both solutions below.

evolutio
digital==
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Take away points

Plan out who you want to target your products to

Plan out how to target these customers

Work out budgets, although with some flexibility

Roll out and have KPI’s in place month on month

T X2
i

Don't forget about the offline / online relationship (ROPO)

evolutio
digital==-
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Providing Digital Marketing & Web

: | Solutions for over 16 years in Ireland
¥ - Thank You!

-

Please ask your
guestions and come see
us fora 1l on 1 session

U evolution

& &

Please visit our website at www.evolutiondigital.ie

d I I TO measurable
results

evoluﬁor]
digital==
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Open up world markets

wDirect







The missing solution

Consumer focused

nDirec

Service Blend
B2C customer clearance




Solution highlights _ _
Solution highlights

Processing
Ownership of Centre
relationship in Derby and US Duty
throughout Courier Claim Back
the supply Centre in program
chain Heathrow

Automated
Bonded UK
warehouse
postings to
HMRC via
Sequoia




Global reach

=111

Australia Belgium Brazil Bahrain  Canada China Denmark  Egypt Finland France

Germany Hong Kong India Italy Japan Kuwait Lebanon Luxembourg Netherlands New Zealand

=[=1- 1t - J=lc]=1+

Oman Poland Portugal Qatar Russia SaudiArabia Singapore South Korea Spain Sweden

wDirect ﬁ dpd




Innovations: live and In
development




Why bother?
Consumer trends &

purchasing behaviours

(o) (]




The value of eCommerce will be

€2.2 trillion

by 2018

wnDirect ﬁ dpd




People living in Ireland spend

€8.5 million

a day online with international retailers

wDirect ﬁ dpd




2%

of Ireland’s business turnover
was from eCommerce sales (2013)

wDirect ﬁ dpd




0%

of Irish businesses sell to
EU countries via eCommerce (2012)

wDirect ﬁ dpd




38%

of Irish businesses sell to
ROW countries via eCommerce (2012)

wDirect ﬁ dpd




In the last 30 seconds

€1,128,654

was spent online

wnDirect ﬁ dpd




eCommerce accounted for of total US retalil sales in 2014

Between of total eCommerce sales in Russia are made
through foreign websites

of Chinese consumers are under 35 and hungry for Western
guality and brand status

In Germany a return rate of online purchases is the norm

wnDirect ﬁ dpd




Sharing Expe[tise
Australia and wnDirect — A world class opportunity

ﬁf...l*.* -:.: —— . ::-‘url':dlmu
Russia and wnDirect — A world class opportunity _ _ " o e e e

- PRI SN PARTLEAS
AR FEPRELS

(8)
35

Internet
Panaslration

Jnternel
-'-‘n-nmra ian _‘*r_r;, 7:'

it Y China and wnDirect — A world class opportunity
ol o il '.' ;;.LW.L;. "
For more ininrmation el s wn's — i 4t ’

T By bt ey S 8 T} 00

e % @ @ _
o e '_ AR rralLcon r
et = e e =.. fawnDirect
B Y gt iy e J

Far mone informaticn visll s wrdbect oo




Going International?
Things to consider




Don’t lose that

wnDirect




Country differences
-

© Own import laws

Legal restrictions

Local common practices

Not engaging in local language

wDirect




Customs Nuances

© Not providing proof of ID

Not paying duties & taxes

Different duty thresholds

o Different paperwork requirements

¢ HS codes & country manufacture

wDirect




Tracking options

© Poor visibility of tracking

Effective customer expectation

Time in transit vs. Customs Clearance




Dealing with returns

Poor or no tracking options

Drop off or collection options

Local expectations of customer are different

Expensive returns for customer

wDirect




The bottom line.. Cost

© Impact on customer satisfaction

Compare like for like

Understand all costs e.g. returns




ASOS expand to Russian Market
View full case study on the DPD stand

‘ ‘ The logistics element of entering a new market is one

of our major considerations. As such when we started

to look at our Russia solution we conducted o —— e

- o e e i 1 R e L

significant research into various logistics providers to
determine who would best suit our needs. wnDirect
really differentiated themselves from the competition
by offering a well-considered, tailored solution, that
fully accommodated all of our requirements. ’ ,

Matt Rogers, Head of Delivery Solutions & Inbound

Supply Chain

wDirect




Geo

GeoPost UK and wnDirect have worked together over the last three years. Stuart
and the team at wnDirect have created a fantastic business with huge potential.
They share the same approach to business as ourselves, constantly innovating
and always seeking new ways to give customers exactly what they need. We've
chosen to strengthen our relationship with a significant investment because we
fully believe in the company, the people and their solution.

Dwain McDonald — CEO, 2014

wDirect .‘j dpd




Paul Smith — Regional Sales Manager

psmith@wndirect.com
+44 7474 789 351

Thank you

www.wnDirect.com

@Direct
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answers. results.

Why 95% of your website visitors don’t buy
— and what you can do about it

Dan Croxen-John, AWA digital

eCommerce eXpo lreland - 21 April 2015
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.. and here’s a simple step-by-step approach to Conversion Rate Optimisation (CRO) to
effortlessly overcome them

137



Conversion superstars

138



Nothing ventured, nothing gained

t "'4'.”1" !!!|I' AN

[T
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A/B testing: Still an underused tool

A/B testing |, 52
customer journey analysis [HHNNNGTNGNGNGEGNGNEGEEEEEEEEEEEEEEE o
Copy optimisation | +c o
Online surveys / customer feedback [NNGTNG@GNGENEEEEEEEEEEN 10
Usability testing [N -
Segmentation [NINNINENEGEGEGEGEE -0
Competitor benchmarking || GGG 1
Cart abandonment analysis [ NNGTGTNEGEGEGEGEEEE oo
Event-triggered / behavioural email || NNGTGNGNGNGNENEGEE 270
Abandonment email | 2%
Multivariate testing [ N N R -:°:
Expert usability reviews || NG -2
Website personalisation || GGG 20

MNone of the above [ 7%

0% 10% 20% 30% 40% 50% 60%

140



Average efforts, average results

Number of split-tests run in a year 0 6

Average win rate 0% 40%
Average uplift per split-test 0% 5%
Annual sales uplift 0 12%

Improvement in CRO effectiveness



Impact of a 20% Improvement

_ No CRO Average CRO Improved CRO

Number of split-tests run in a year

Average win rate 0% 40% 48%
Average uplift per split-test 0% 5% 6%
Annual sales uplift 0 12% 21%

Improvement in CRO effectiveness 73%



AWA Conversion System ™

Creativ
e
Executl

Custo

Tool mers & Triage Clanlile

ation
Plan

Setup Numbe L
r on
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Step 1 - Set Up

Tag container Qu bit.

Recaie dalicious handcrafied

chocolates warth ovar E25
e =
Online surveys Tester recruitment Heat & scroll
mapping

Split-testing
tool

14



Don’t
KNnow



Visitor intent and optimisation ﬁaé

e A
Qualaroof

146



How helpful is GA to CRO?

147

ay



#1 use of Google Analytics lllé

Visit Shop
Homepag Category Product Basket Delivery Confirm
e

Visit
Website

148



#2 use of Google Analytics =

Underperforming o
H product Winning product
Product / service
page views
L Remove or replace Bundlmg C_)pportumty /
Price increase
L H

Add-to-basket / form completion ratio



A qualified visitor

150



Recruiting qualified visitors -

LmadSpn e | Legin | Contactis | Mo

Call 0845 600 1919

""" Our ines are cpen from & 3am gnt 5, 0o Wonday to Friday
FECLANG RANE hskayE
/'_;:WN a Fearch for a product... W olenms | o Checkout =
-

WNEW F EASTER | MOTHFR'S 11 TES RS
B PSR uE OEUyERN Receive delicious handcrafted

chocolates worth over £25
: by helping us to make Bettys even better

To halp impeone our website wewould realy appraciate your views We are
Ioakang kor wisilons b Bellys couk (o parboipate ina 30 menute research sludy
over the phone, Whether vou are niew o Bettys, or a loval customer, we'd love
lobear ramyou To cually, please arswer 8 lew shoot guestions [Fyouare
setected we will be intouch s00n, And, to say thank vou, a seleded
paricipants will recene Chocolates worth £25 Thank vou

& s 'W Confinue

Faster & Mother's Day Top Fromms

Alternatively you can send out email invitations to your
email database - but remember to offer an incentive

151



Remote moderated usabillity EHD':@
testing

o)l gn!




Heme | Welcome Lynne (Log out) My Account

ﬂ NDETHEEM
a rro Seach now - enfer keyword or code

Evarything far your Pamet

7 AS RATED BY CUSTOMERS m FREE STANDARD DELIVERY

k3 Dielnasred Bimast Balodg | gvan o'tansd

Survey: Completion page neni:

W Your Dasket: U items, £0.00

SALES HOTLINE miF gmm e B-Z0p=
e ¢ 0800 488 0345 -

shopby bl cfr Lo bbb ol

& Ccustomer trom Stoke-on-1rent, United Kingdom has just ordered Frus Holder - Enfry Leved Foraging Toy for Parmots

Home 3 our Basiet 3 Dndvery 3 Delvery & Payment 3 Thank 10w
Thank You
TRAnK you tor edenng from Hommem Pamats, Your crdar will 52 with you shorlly
Remembear Ma?

Yeg. please rememasr me using M passwond below

Pazswerd &
" ank e arrd Fy!
Confism password £

Passwords should be betwetn Sand 2
CAAS REnAlNE VO CBN LAR By COMmbIAtoN o
i

o1y &d afe not
umbers and

Enow password charadioes

I you want 1o enber 3 pagsword here, we
can rememiben voul addiess delails and
oidr history 1o Save you ime in lhe
Tuturn

wist peie BEST PRICE GUARANTEE

iWhan yoU spand over E49" » FPROMISE  Tha lowds! prices ior 10008 of produtts =

What was the one thing that almost put you
off barying from wus today?

Plaass ba frank. Your lssdhack can halp us
improve.,

153



Survey: Underperforming
product / service page

& Lynns {Log oul Iy Accoun -'l.._.f Your Basket 0 iteins, £0.00

NORTHERN
m Pa rrOtS Search now - enter keyword or cod Qi SEARCH ] /SA-LE:? HOTLINE e gam ko 8308

Every our Pamot - : 0800 488 0345 -
svop by (EREEEEZRETE EREEESRETTE K KT

‘?.}'F AS RATED BY CUSTOMERS w FREE STANDARD DELIVERY  jusypmioi BEST PRICE GUARANTEE

,:'_": Dialivered pimost bedons | even orodered

e jpou Spand cvir E48° = FRANISE  Th iowest prices for 1000's of produdis =

Human grade & vetennary recommended Parrol seed distwith 12% fnait.

Tidymix Parrol Diat is
fids & blend of
2% dried fn

Ware you able to find whal you were
erids

looking for?
The dietis mads fr

edidle raduting w

and fogding costs

Bore Information: Bird Types | Proguct Details

Please sslect your option

|T|d:. iy Parrol Drél E'i.g High E-J.l::l_. Saed Bland (Code

What information werne you looking for?

A




£

Understanding your customers’ i @
motivations

J

“I always got my mother in law flowers. It felt

good that I did that’

“People think that flowers are quite thoughtful
and It”s nice to hear that.. ..You know they’ Il be

looked at and enjoyed for weeks”

“It was a relief to know that 1t was done’
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Other ways to understand your ﬁaé
customers




Trlage™

Perform
additional
research to
strengthen

evidence base

Create
experiments to
address major

conversion
killers

Consider
‘chunking’ a
number of
Improvements
into one split-test
or batch of
quick wins

£\

J



Trlage — real example

High Impact

Improve Product Page Eyepath

Emphasise Search Box
Endorsement from industry experts

Improve Listings Filters

Fhone number in header

Fix Navigation Dropdown
Alternative Product Images
Enhance Product Descriptions
Email Onboarding Flow
Shipping Costs

Weak Evidence

Simplify Basket
Streamline Guest Checkout

Give option to hide Pre-Orders

Mobile Site

Low Impact

Strong Evidence
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The importance of a plan T11]

Cplan | g i Test specs, E :
2\  specific | Objectives | Testcode , Test results
;D ‘research) & design | andlive | analysis

= DD -
j 5is
e o

159



. . . £
Creative execution - wireframe mgmg;

Header

DECOR -

LAMIMATES -

BATHROOMS » BATHS -  SHOWERS -

TOILETS ~ BASINS ~ TAPS ~ KITCHENE -

ETORES COMNTACT

Haome

Ting / Tiles

\\\ s
/< M
N
<

Floor Tiles

L

Luxar Kilimanjara Tile
350mm X 350mm, Rustie Finish
Product Cade: VTTKLYI0351

,_,/' M2

e =  1EU +

Y LK @ HIET S ot HIET.B4

R79.90m:z

Tile Cabculatar

s kg

Add To Basket

. BUY OMLINE - GET IT DELIVERED
\\\ + FAST CELIVERY ©

Mg + EASY RETURNS @
M ¥ SECURE PAYMENTS ©

. Buying instore? Check stock

160



Feedback loop before launch

Create
wireframe and

Ccopy

Update Obtain
Optimisation feedback on
Plan wireframe

Design new
webpage

Report of results

Obtain
Launch split-test feedback on
page design

161



3 ways to get feedback

‘ nI:-l;:Impj
‘. e e

v S —— -; e ——

s S -~ - l' ﬁyﬁq U.ﬂ‘ﬂi
Usability testers Team feedback Attention analytics

162




Result

Home /  African Slate Kiimanjar

African Slate Kilimanjaro Tile
350mm X 350mm, Rustic Finish
Product Code: VTTKAS203514

Understanding how to calculate Square Meters

M2
1.60 +

% BOX o AT7.B4. Teled RAZT.B4

™ Add to Basket

5m BUY ONLINE - GET IT DELIVERED
¥ FAST DELIVERY ©

+ EASY RETURNS ©

¥ SECURE PAYMENTS @

3am
2 f’i', 3m x 5m = 15m2

58.2%
INcrease

Print this page

Buying Instora? Check stock,

Product Info Required Instaflation Products Installation Tools & Cleaning Delivery & Returne Reve n u e Per

Visitor

Our new web page design

163



Facing the fear

<




11 ways to guarantee CRO success

10.

11.

Learn to say ‘I don’t know’ — but | know how to find out
Focus on the key drop-off points in your conversion funnel
Understand visitor intent — esp. for mobile websites

Answer the ‘why’ questions by using Ethnio to recruit qualified visitors to your
website

Run moderated usability sessions using JoinMe
Use our clear process to prioritise your possible improvements

Have a plan of tests but be willing to wring out further uplifts from successful
tests

Use Balsamiq for wireframing and invest in good copy
Involve your qualified visitors to fine-tune your split-tests
Use Optimizely to develop test variations without extra code
Feel the fear and do it anyway



richersounns

Cotton

TRADERS

5,010% - average ROI
of our clients

OANELE
BookPeople ‘wy =%/- g
%yv Est 1919 Online

e

mothercare

166
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From Improved to Expert CRO

\[o] Average Improved Expert
CRO CRO CRO CRO

Number of split-tests runin a

year
Average win rate 0% 40% 48% 60%
Average uplift per split-test 0% 5% 6% 10%
Annual sales uplift 0 12% 21% 74%

Improvements in CRO effectiveness 550%



What should you
do next?



commerce
xpo Ireland WA






& Connectireland.com
our country, your opportunity

Be rewarded for introducing Ireland

Delivering the Succeed in Ireland initiative.




Wh at I S &Eonnect_!re!and,_cam

e IDA Ireland

* Connectlreland is a private company that was founded in
2012

* Appointed by the Irish Government, we work hand in hand
with IDA to attract more companies to set up operations in
Ireland.

* Innovative approach to inward investment and job creation.

* Focus on Internationally expanding SME’s and High Potential
Start up’s across all sectors

Delivering the Succeed in Ireland initiative.




HOW we dO itf; &Cannect_ffelgnd._cnm

* Incentivised referral marketing — Irish Diaspora Engagement

e Crowdsourcing Contacts in expanding companies from the
Global Diaspora (70 million people)

e Opportunity for the ordinary person to earn a reward for
Introducing a company to Ireland

Reward = Up to €1500 per job created

Delivering the Succeed in Ireland initiative.




Wh a.t we . \V/S aCh i eved — &)Cunnecﬂrelandcnm

from standing start In

* Have introduced over 2500 companies

Almost 50,000 Global Connectors

To date, leading to 38 companies that have established
operations here in Ireland.

* Creating over 1100 jobs

Delivering the Succeed in Ireland initiative.




Recent Wins for Irela Connectireland.com

593 Japanese electronics company.. 'y ! B

A é @ blog.connectireland.com/7Tp=1273 v | |' Google P| ﬂ" E 4+ # | =

HOME RETURN TO WEBSITE

Japanese electronics company brings European expansion to
Dublin

10 Action Steps Tools To Use
THIGE T D

!.é: . B fhone eropnent hoem aa —
Fuivw Librion TR -' wlizmigr e e ==
o Practer
swcial x s,

SMK Corporation, a multinational electro-mechanical component
Tokyo Japan is to establish a new European Headquarters in Dublin.

Minister for Jobs, Enterprise and Innovation, Richard Bruton L'Qv o ' I'"'""" Az
announced that the Japanese company will create 11 jobs over thre T e r =

Delivering the Succeed in Ireland initiative.




COnneCtor W| NS @ Connectireland.com

Date =4 " e
Pay #agh ~Horrie eUro euro euro

?E_-'E'.-"'.:-_.e M::Eana_“e.g.—r_n oy T = 722 000

COMMECT IRELAND

Delivering the Succeed in Ireland initiative.



Reaching our Virtual Audience @\)CDnnecgfregern¢+_cfjn,

ey
{F An Roinn Gnéthai Eachtracha agus Trdddla
W4 Department of Foreign Affairs and Trade

|
HOTELS I RYANAIR
FEDERATION Aer Lingus |

Delivering the Succeed in Ireland initiative.




Reaching our Virtual Audience @)cﬂnnecgfre;;ma,_mm

EDITLG
rat

W ¥ Irish
| & | International

Through your contacts, help create jobs

in Ireland, earn up to €150,000

. . Connectlireland.com
R'EE_I ster now at T Let's help Bring business to Ireland

Delivering the Succeed in Ireland initiative.



Travelling Recently? B\ Conmectiretand.com

== N s e ring | ‘;
MM T "
: |

Delivering the Succeed in Ireland initiative.




Aer Lingus +% July 2014

Aer Lingus

RIGHT
N

ON CU

CILLIAN MURPHY
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International Recognit () connectiretand.com

Overall Category Winner

fOi
IPA Innovation Best Diaspora Initiative
Awards 2013/14

Best Lead Generation

@hlinteligence

Best Marketing
FINANCIAL TIMES

Best Video

Delivering the Succeed in Ireland initiative.







T H E AN SWE R &C Dnnect_a‘relgrnd_mn:

EVERYTHING!

« What we are trying to achieve 1s..
1.) Good for Ireland
2.) Good for the Ecommerce Sector
3.) Good for People

Delivering the Succeed in Ireland initiative.




EVOLUTION & Connectireland.com

ONCE UPON ATIME IN DUBLIN...
1950-2000: Intel, IBM, Sun Micresystems, Dell, Micreseoft, HP, Oracle, Citrix, Symantec, EMC?

v o

@

microsystems

'_E;E,,;=. neu. E
=5 Microsoft CITR|X“
ORACLE M ~

) |

&
powered by
&% IDA Ireland

Delivering the Succeed in Ireland initiative.




&Ennn_ect_freﬁa_qd._mm
..THEN CAME ‘IRELAND 2.0°...

2000-2010: Google, Yahoo, Amazon, Facebook, EngineYard, Ebay, Paypal, Salesforce, Aol, ViMWare

Aol. vimware
intel {5&& : symantec.
IEM Dell E M 7) €Y
EE Microsoft  CITREX
PayPal orACLE @8 ' <& Encine Yard"
YAHOO! @1&‘5/61130 ‘

amazon
S ———

powerad by
&% IDA Ireland

Delivering the Succeed in Ireland initiative.




1.) THIS IS GOOD FOR IRELAND B\ Connectiretand.com

.AND SUDDENLY IN JUST TWO YEARS:
2010-2012: Dropbox, Twitter, LinkedIN, Zendesk, Etsy, Zynga, HubSpot, Gilt, LagMeln, 10Gen, SumUp,
Markete, Ancestry.com, Greupen, Rist, Indeed, MasterCard

W

7 Dropbox 1088 HUBSSDL  marketo

9 sumup’ Aol. vimware . itter
vnga Sun QWa“*EC- Linked [T}

iIEFE D@lL E ' @/)1) 5

@ B Microsoft CITR!X'
PayPal orRACLE

2@ e YWAFIOO!
LogMe@® 5 mazon
R

LR e
<> ancestry ““2zendesk o
F‘-II:M!L Ireland

Delivering the Succeed in Ireland initiative.




2-) THIS IS GOOD FOR TH '@}ICﬂnnecf_.?reisfl‘sicf.cs;-m

IT'S NOT JUST ABOUT THE GLOBAL
PLAYERS... A THRIVING ECOSYSTEM OF
START UP'S AND SMALLER COMPANIES
ARE POWERINGTHIS SECTOR
FORWARD. THIS HAS ALSO LED TO
MANY HOMEGROWN SUCCESSES,
MANY OF WHOM ARE HERE TODAY!!!

Delivering the Succeed in Ireland initiative.



THIS

xezntae_
= Iealex
haviem

Ccaram’

& 8 F YW A R P

AND MANY

OTHERS:

&E ﬂnn_ect_fre!a_qd._cam

1S GOOD FOR THE

SOME HOMEGROWN SUCCESSES

Operated by over 450,000 retailers globally, drives revenue to over 200 mobile providers
Processed over $24bn in online transactions last year

Leading developer of physics engine used in over SO0+ top selling video games and many
blockbuster movies

250,000 beds are booked a month through its platform and used in over 165 countries
Used by 80 governments globally to manage social welfare payments
Biggest public online bockmaker in the world

Leading Global Financial Services Group with 750 staff and 30 offices worldwide

Flrecbmms ~ c=>cAosTore  ARrona Qpopulis  eleboforce ——>  EREI=EN
PolarLake
 FleatMatics SEENTY
arantech’ I {‘ trintech QLIM AL ALTOBRIDGE"
'-"'" "‘h_ -
Movidius®< @ ezrerkems newlsay @'"‘“““””" @ orbiscom

Delivering the Succeed in Ireland initiative.




Connectireland.com
3.) GOOD FOR PEOPLE N

“There is really nowhere else in Europe where we can get such a talent pool of
multilingual candidates that we can hire at this scale, and it's truly been a great

experience for PayPal from the beginning”
David Marcus, President of PayPal

Ecommerce Companies are drawn to technology hotspots to access talent & ideas

More Companies = More Jobs

Delivering the Succeed in Ireland initiative.




A fi nal thOu N ht @)Eunn_ect_freigmd+_cun;

Ecommerce professionals have strong international contacts and networks in their
Sector...

What can you do?

- ldentify companies which are expanding Internationally and introduce them to
us

- Promote Connectlreland through your networks

Why would you Register?

- The opportunity to assist Ireland’s economy and your sector
- The chance to earn a financial reward

- Doing something positive for Ireland

Log on to Connectlreland.com or text “Connect” to 53131

Delivering the Succeed in Ireland initiative.




& Connectireland.com
our cauntry, vour gpportunity

Delivering the Succeed in Ireland initiative.

www.connectireland.com
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The

commerce
Partner Network

evoluhoq

..........

REELATS

Ny dpd

Eurobase 3

uuuuuuuuuu filment Services

6Taxback
International

“NAL eCommerce
Consultancy



The

commerce
Partner Network

Why avail of our group ?

. The online revolution has happened very quickly

. There’s a huge opportunity for growth in the online world.

. Business owners really struggle to formulate a strategy.

. Online Sellers need a trusted resource and some guidance through the landscape of providers

. We provide a single knowledge based resource, that combines expertise, experience, and a large
network of connections to help companies across a variety of industries find trusted and capable

eCommerce partners



The

commerce
Partner Network

Who can we help?

Domestic Retallers
International Retallers

Suppliers of eCommerce services



The

commerce
Partner Network

Why?

e Issuesinvolved for companies embarking on an online initiative

- Resource Expansion - Marketing
- Capital Costs - Staffing and Training
- Technical hardware, - Logistics
- Web site design - Vat and Tax
- Requirements Gathering - Funding
- Consultancy - Knowledge base
« Companies online ventures often fail ----- simply due to lack of know

how.



The

commerce
Partner Network

INnternational
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What we can do

The for you
commerce WWW.epne.eu

Partner Network 087 681 2049
EVO[UHOE”‘ |

Ny dpd

~ Eurobase 3

European Fulfilment Se

6Taxback
International

“NAL eCommerce
Consultancy



The

commerce
Partner Network

WWWwW.epne.eu

Chase House, Northern Cross
Business Park Dublin 17
+353 524 2100
+353 87 681 2049 (Robert Curran)
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From Retail to E-tail to Me-tail:
Examples of successful ecommerce
personalisation strategies

Mark Lewis — Deputy CEQO, Practicology
21st April 2015
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About me

§ In Retail and retail technology for over 25 years
— In the 90’s built a 12-store chain of fashion and outdoor clothing stores

§ In eCommerce for over 16 years

— In the 00’s helped launch online businesses for River Island, New Look, &
Burberry

§ Co-Founder & Deputy CEO of Practicology

— A multi-channel commerce consultancy, with 37 consultants based in
London, Sydney & Melbourne, serving international clients since 2010

PRACTICOLOCY
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Deep experience of the team:
We've all been at the coal face!

Raimundo - I'll make it

PRACTIC



What Practicology does

Strategy Commercial Technology Organisational
Development Planning Selection Design & Change

Analytics
&
Data/CRM

Conversion Rate

Optimisation Customer Insight UX & Usability

Site Design Digital Marketing Trading Services Training
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HOUSE OF

FRASER

SINCE 1849

THE WHITE COMPANY Hfre mdm0§ : i H K
— WtUF]" papas . T o
sofa.com claire’s wou
. P7AN
TheToyShop.com Kathmandu MARS

drinks

B \/TCTOR [ A
BRITISH AIRWAYS ~ [EMESERSACESE




Agenda

§ E-volution: Where have we been and where are we now?

§ What is personalisation and why is it relevant?

§ Best practice multi-channel personalisation examples

§ Challenges of personalisation

§ The new customer journey: cross-channel customer behaviour
& what it is likely to look like over the next 3 years

§ Q&A
PRACTICOLOCY




E-volution:
From Retall to E-tail to Me-tail
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Bricks
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Flicks

LT ], LT ] e

|II ' &1
A

y ._:':Fn'ﬂd & Horme Direct
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Clicks: Waitrose 1.0 circa 2000

| WAITROSE.com

E—— Waitrose

Restaurant Guide Thursday, January 16th, 2044,

Shopping

News & Weather Online Shepping

busiess & Fiance e Be a Food Explorer!

Travel I Wine

Lelsure/Entertainment I Flowers . Waitrose
Sport v Gifts Play the food pyramid game Eood
Children & Education b By Inviation Explorers
Puzzles 8 b johnlewis.com L d
Competitions

About Waltrose Food & Drink

Account Card & Events

About Waitrose

Free Web Access & Help Order Wine Onling Send Flowars Grocary Home Shapping
Create your own case or ‘Choose from a wonderful Save precious time — order
Lifestyle check out this month's assortment of bouquets — your groceries online at
o offers. from £22. WaitroseDeliver.

Competitions & Puzzles

4‘3‘ {.3

Be a Food Expl
Play the food pyramid game and

other foody puzzles.
| | | |
2]
Restaurant Guide Recipa Search Account Card Events johnkewis.com
Thousands of restaurants Find the parfect recipe for Autumn events for Account It's simple to shop for the best of
reviewead. any occasion. Card customers. John Lewis, online.
SEARCH THE WEB I > - - >

n
e

s e | g0 | contact us security & privacy jobes af waitrose disclaimer advertise with us affiliates
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What a difference 10 years make!

Explore Waitrose: Groceries | WineCases | Flowers | Garden Register | myWaitrosecard | Help | Finda Branch

Welcome back | Not you?

Waitrose &%

I——‘f Jotter multi-search Forgotten password?

Groceries Entertaining Wine Cases Flowers & Gifts Garden Inspiration Recipes

Dairy & Bread & Food Wine &
Offers Favourites Fresh Eggs Cakes Cupboard Frozen Drinks

Start grocery
shopping now

Made your first online shop?

Siark by checking our service Get £70 off your 2nd, 3rd,

availabilty in your area 4th & 5th online shops
Type your postcode

" Postcode Cradice, Waitrose Pariner

. £70 OFF

!
o

(R E W

FREE delivery every time . Simply spend £50 or more 2~ Find out more >

—_— — — _—
"

More than groceries...
Wine, flowers, gifts & garden delivered to your door # |
il
i

r a B &




rREwil-volution

Village Stores Superstores “Experiential” Stores

EE———

Walmart:'2

- [raagings

High Street E-commerce The Personal
begins Web




Personalisation Defined
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It1s not...

“Hi Mark,”

Newsletter

<

PRACTICOLOCY



and 1t i1s not ...

PRACTICOLOCY




and it is definitely not...
w

%

‘I
i




Personalisation means...

Delivering the right offer,

to the right person,

at the right time

and through the right channel

N

\/



... being truly Customer Centric
Map

customer journey

‘ﬂbﬂfpﬂfﬂ{'ﬁr and lifecycle -R_U‘Fiﬂlb

customer feedback : operating model
into processes ! : to enable
and behaviours customer centricity
A.Iign
MMS-M’E: technologies and processes

change using to support and drive

key metrics CUSMER CENTRIC " customer engagement
CULTURE

Transform Cngage

culture top executives and leaders
to bottom

Integrate —_—
disparate business

. development around target
unit cultures

areas and behaviour change

PRACTICOLOCY




Personalisation entails

Demographics Preferences

Real - time

Behaviour




Why personalisation?

§ Personalisation Improves conversion because users
receive the content they want

— 0on average, companies are seeing an uplift in sales of
19%

— In many ways however, this is just the tip of a much
larger iceberg, with some cases of personalised content
driving site traffic by up to 64%

§ Personalisation increases chances of customer
repurchases and loyalty

§ Personalisation increases customer engagement

Resource: Fourthsource (2014), ”Personalisation in the age of constant connection” PRAcTIco Locv




However...

Retailers who do NOT use any kind of personalisation

m No personalisation at all ® Some kind of personalisation

Resource: Econsultancy, Conversion Optimisation Report 2014
e



Challenges of Multichannel
Personalisation

PRACTICOLOCY



Challenges

§ Consistent branding and joined up marketing
are necessary but not easy.

§8 In every business there are data and
organisational siloes: e.g. different offline and
online departments and databases

§ Organisational change and restructuring Is
required

PRACTICOLOCY




Challenges

§ Lots of retailers either have bad data or simply
too much data which they don’t know how to

analyse

§8 Justifying investment in personalisation and
measuring ROI Is necessary but not

S
8
S

straightforward

_ack of resources and expertise
T roadblocks

Privacy laws

PRACTICOLOCY




Personalisation:
Best Practice Examples

PRACTICOLOCY



Amazon’s personalized homepage

amazon...

Beztz'z Amazon Today's Deals Gift Cards S=l| Help
Shop by Al = Hello, Beata
Department - Searciv] A Your Account
Mmzfgpa AutoRip  instent\ides  Kindle  Cioud Deve i Akt

ﬂ}r NOnoeE - SANBOD00EE

Yier W
amazon ¢ drive
Protect your photos and
videos in Cloud Drive.
s Learn more !

Amazon Fam®y  Trads-in "E;:__? a:? Amazon Prime Baa 3mart Shoppsr  Clothing 3tors

Personal Recommendations

The power of simplicity

Blaviand his f

father feund smartphones oo complicatadt K
how th air own easy-10-use phones across the world) =

*How i they do i

Eusamrse of A aien podiham.

Recommendations for You in Garden & Qutdoors

Huw pasnr. 3 1 i
2 Mitt

Landmann J207 2-in-1 Barbecws

BE

ezzlzs Man Apron Grill Brush Pro Lendmann 2-:?* Charcos| Starter Landmann 13404 30cm Barbecus Hickony BEQ Smoking Weood




Caribou remembers your preferences
and displays targeted flavours

HOME | SHOPOHUNE ~ ABOUTOUR COFFEE K

SGH N CLUSTOMER SERVICE

Life i shert. Stay awake for if.”

EH L& HUTRITICN
TOUR ACDOUNT  JHOPPNG CART

W LOGATIONS CARIBOUIGARDS DAILY TRIVIA

Whal supemmens's
- @vEmibdS Rdeded Star
Sapgphire and Sinesio’”

FEATURES

GET THE AHSWER «

LIFE I3

BREAKFAST K5 SERVED

COFFEE OF THE M.OHTH

“:
~~Pumpkin— | | Stay Awake For:
WHITE CHOCOLATE,
MOCHA Making the
bedtime story as
3SICN Ups e Gl
m RECEIVE INFORMATICN AND SAVINGS ALL TEAH LONG. -
EMAIL ADDRESS COMPIRM EMAIL - Abario
ANNOURCING COLOMBIA
A Banl reasled coffee that iz

cararmelly and refingd
ORDER MO

y peeg T FEE

]
i

m o B




Selfridges’ personalised emaill

s s 1 Wi T T [ EE R T

smgnam I
ST o ety
YOU LOVE /ﬂ\ " 3 Selfridges sends new
ﬁ_ﬁMz &m TC | US WHAT gm_aul s_ubscrlbers an
PRk S YOULOVE Invitation to personalise
e e ﬂ the emails they receive
(MY DETALS | : -
= via a preference
e wmmp = | ww [  capturelanding page.
prelomnces T EE- Simple and effective!
| WANT TO KNOW ABOUT |

PRACTICOLOCY




Reactivation: right time and right channel

§ Puma India used Capillary’s
intelligent CRM tools to
Identify and target lapsed
and soon to lapse customers

§ Online and store purchase
histories, preferences and
product affinities were
analysed to create
personalised vouchers sent
by email or text

§ The campaign reactivated
80% more customers than
previous bulk re-activation
campaigns




ModCloth allows customers to vote
samples into production

ModCloth » Be the Buyer

YOUR VOTE MADE
Bﬁi{@?f MestBethe Buyer  QuickVote  AvallableNow!  Coming Soon FASHION HAPPEN!

P
x Sample 3208 Price: $189.99 A

83 Comments e
i _ Super cute, but how much?? What's it
. ModLover Skippea made of to make it scooo expensive.. |
Cute, but costs way more than | would ever
pay for it.

Marie Picked it
Very original, cute.
ModLover Ficked it

Lovely sequins and overall patterning. Worth

paying more for if the quality is high. see example
View all Comments

A truly social brand...
These styles sell through 2.4 times better




Ao.com
40 mins a day signing customer letters

-

PRACTICOLOCY




Personalising without a loyalty card

ATET 4G =+ 2:58 PM 7

§ Walmart customers in stores S id
Ca.n enter their mObiIe ‘-‘ ;egrr'lster llou-.:rftogef;iecemts
number on the debit card
reader to create an e-receipt WmalmahE "l“'

= ( 479 ) 273 - 0060
Sent to thelr phone MANAGER SCOTT SWENSON
406 S WALTON BLVD
BENTONVILLE AR 72712
ST# 0100 OP# 00009045 TE# 45 TR# O038ET
SHORTEREAD 007EB74203253KF
£ AT 1 FOR 1.34 £.68 R

§ Walmart plans to use the T
data to offer services and B sy MO
TREND JEWELRE O00163211Z91HK 3.00 X
I' d ff BEAD STRANDS 00153;3;;;& 1;32 X
personalised oters =T
TOTAL 17.11
CASH TEND 20.00
CHANGE DUE 2.89
; 6items $17.11 | 20
e e

PRACTICOLOCY




Sears “Get Advice” service

§8 Sears’ loyalty club members on ShopYourWay.com
click “Ask a Question” In the “Get Advice”
section or on a product page while shopping

8 Shoppers type a question and similar previously
answered questions pop-up as the user types

§ If there Is no answer already, the consumer then
follows the prompts to post the guestion

§ Store associates with tablets and handhelds In
400+ stores are alerted to the guestion and
answer If they have knowledge that could help

PRACTICOLOCY



Schuh'’s “live help” services
& sk Loy flose i

Schuh offers customers live
chat with support staff for any
gueries

Service available 7 days/ week

Direct interaction with ——
customer provides a highly = |
personalised shopping S
experience to the customer e
Your own ““personal assistant™  sewmesiner

here C message to the operator Send

Legal Disclaimer Online Customer 5,:} powered by VE@|24

Size Guide




Kiddicare’s Personalisation Strategy:
Location

§ Adaptable promo banners depending on how
close a visitor Is to a store (e.g. Free Collection
from Store If local, Free delivery over £29.99 if
not close to a physical store)

§8 Tailored product recommendations based on
where a customer lives. E.g. city-dwellers
might see a buggy highlighted that was good for
use on city roads; people who live In the
countryside might see something altogether
more rugged

PRACTICOLOCY



Burton do weather-based

personalisation in real-time

Lpmoen smE

AROWEE GUR BANEE &F

CHRISTMAS JUMPERS
7 SEQF R

AROWEE QUR B4 MLE OF

CHRISTMAS JUMPERS

1 RGP Ml

SET ok PR ED
CHRISTWAS SHOP

1 SHOF

SET aurd FIRED
CHRISTMAS SHOP

1 SHOF NOW

WEATHER IN: SERBITOM

LODKS LIKE SNOW
#gifhﬁ

4* O/ 23 F

WE RECOMMEND

PEACDATS

SHIF H W




A truly customer-centric, personal
experience goes beyond web
personalisation tools

PRACTICOLOCY




Making it as convenient as possible
for customers to have their order
fulfilled

PRACTICOLOCY



Schuh Customers can select
from 11 Delivery Options

schuh

Womens Mens Kids

Customer

Options include Service
§ 90 minute delivery s e

2 Mast common gueTies.

§ Choose your time slot | ==

Student Discount

sy Ot

§ Click & Collect

Fis

§ Collect +( including

Cars & Waintznance

5200 local convenience | =~
stores to choose from )

About this site
Azcessibility

Privacy & Cookie Policy
Terms & Conditions

Our Stores

Caresrs

Latzst annusl report

Delivery Info

Ws u=2 3 zscure courisr s2rvice to maks surs your shoss reach you =3f2 and sound. A
Signatis ired on delivery, so you can order with confidence. We've got a
great selection of delivery options below to make sure we get your new shoss to you
when its convenient for pou

UK Next Day Delivery - order by 10pm

Find out more >

UK 'Choose Your Day' Delivery (including
Saturday)

Find out more >

UK Standard Delivery

Find out more >

Click & Collect

Find out more >
Shutl Delivery
Find out more >

Collect+ Delivery

Find out more >

UPS Access Point™ Delivery =0

Find out more >

Store Delivery

Find out more >

BFPO Delivery

Find out more >

International Delivery - Zone A

Find out more >

International Delivery - Zone B

Find out more >




ASOS launched Follow My Parcel

§ Service provides real-time
Info via web & mobile,

plus 15-minute delivery [P won s 0k

W A e e G5 R TEE

windows so customers
know exactly where their
parcel Is

§ Customers can also ask for
packages to be delivered
to a neighbour or
reschedule delivery




High Barnet tube:
Order before 12pm, collect after 4pm

L YKOB WNM




Walitrose refrigerated lockers

(i 8
UICK ﬁ%ﬂ

'

. Collect
i§




AmMmazon installed lockers at tube
stations




Further examples

§ John Lewis opened “Click and Commute’ shop
at St Pancras Station in London

§ House of Fraser to launch pre-9am deliveries
for orders placed by 8pm the previous evening,
six days a week

§ Amazon launched “Prime Now™, its 1-hour
delivery for Prime customers in New York City

PRACTICOLOCY



It means engaging the customer

PRACTICOLOCY



Washing machines just became
INnteresting

o S Bl e

§ Community &
engagement
= Trust

§ 150k+ vieV\-/“s“""""'
a week on
YouTube

£20 back F7°2, T £250 .
v you s oo Ve -




It means ensuring returns are
easy and free



B THE GRAND FINALE
1 SAVE UP TO 75% OFF

DESIGMERS A-Z DESIGNER COLLECTIONS

BERGDORF GCODMAN

5F CONTEMPORARY

A ——— et —— e et B . Bans

STORE | ACCOUNT | HELP %

ENTER SEARCH

SHOE SALON HANDBEAGS JEWELRY ACCESSORIES BEAUTY MENS KIDS GIFTS SALE

_ THE GRAND FINALE: save up o

NEW VENTURES

INTRODUCING BALENCIAGA

NEW

T BGCOM

FREE SHIPPING and FREE RETURNS EVERY day. Online & In-Store. cuckroroerans

BRIGHT EYES

SHOP SUNGLASSES

Agraria

SHOP THE COLLECTTION

EXCLUSIVELY OURS

NEROLI PORTOFINO COLLECTION




C/ 2 ‘Jé—?r?j/f HOW IT WORKS  START DESIGNING  GALLERY LEATHERS CRAFTSMANSHIP  STYLE HELP

(

Heels
£1 67 + 365 DAY RETURN OR REMAKE

SHOE STYLE BASE PRICE £149

STYLE EXTRAS View details £18
ADD TO CART

Leather swatches Order samples (£10)

g
More information

0 A 0 - | s We'll collect your sizing information during the checkout.

el h A H k‘:\; ' Please note: this style is suitable for European sizes 35~ 45 only.

i = H i AN Our shoes take approximately 4 weeks to hand make your design,
then an additional 2-4 days for delivery by DHL.

+ EXPRESS PRODUCTION @
Delivery within 14 business days
PERSONAL INSCRIPTION

+ A custom message stamped in your shoes.
Mare info

(select at checkout)




It means letting customers
shop on the go

PRACTICOLOCY,



‘ Cameron Power £x -& Follow

Witf is wrong with this dude? What is he
looking at? The world?
pic.twitter.com/ITpCF5Y5QW

4 Reply €3 Retweet % Favor




It means surprising and
delighting customers

PRACTICOLOCY



8

DOUBLETREE

BY HILTOM

They give me a warm, delicious chocolate
cookie when | check In....yum yum

PRACTICOLOCY




The Golden Rules of personalisation

§ Don’t over-personalise: this can be intrusive
and invasive for consumers

§ Transparency and control

§ Only ask for customer information you’ll
actually use

§ Don’t personalise ‘everything’ - risk of missing a
serendipity match

§ Ensure the end-to-end customer experience

Isn’t left behind In the rush to impress with a
clever algorithm

PRACTICOLOCY




Thank youl!

Mark Lewis
Deputy CEO, Practicology
www. practicology.com

mark@practicology.com

PRACTICOLOCY



Q&A
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Elavon

MAKE TAKING
PAYMENTS A BREEZE

ECOMMERCE
EXPO IRELAND
EVENT



Agenda

Ela@n

Eric Horgan, Elavon
Country Manager, Ireland

e Elavon..what we do

* The changing world of payments

* Accepting online payments and getting paid
e Ecommerce solutions

B Eric.horgan@elavon.com

m https://ie.linkedin.com/in/erichorgan




71

Elavon




Elavon

« Card acquirer- Accept VISA, MasterCard, AMEX, CUP and get paid!
 Licenced and regulated Bank. A good one! Owned by US Bancorp.

e Independent - You won’t see us in the high street. We only do
payments!

e No.linlreland - 32000 Businesses in Ireland use Elavon.
— Almost 30% of our business iIs Ecommerce

* Rich Product Suite: Point of Sale, Mobile, Tablet / ePOS, Loyalty and
Gift Card as well as Ecommerce

 15yearsin Ireland and almost 400 people in Ireland servicing our
European Business

— Two locations: Cherrywood, Dublin and Arklow, Co. Wicklow

g




Elavon

Mobile and
Omni-channel

digital

Show- rooming

Technology
Convergence




Business Models are Evolving
Ela%%n

Big box

Pure play retail @ Pop-up stores
@ Drive-thru

Multi-channel m ' Click & collect

Virtual stores

Transport

Dark stores

Omni-channel Unattended

06@0




Leave home

Grab a coffee

Back on the train

Grab a snack Pick up the car Home again




Online and Mobile Wallets
Ela%%n

MasterPass ™9 PayPal ‘ .’ Pay

by Visa







ElaVOIl Ireland Ecommerce Payment Mix

80%

— 87.2%
Global eCommerce market valued at £1 trillion in 2013 B0%
0%
£302bn was spent online in Europe in 2013 B0%

50%

Ireland is an 8bn Market — growing at 15% YoY! 40%

30%

6m Cards Issues. 4m DR and 2m CR 2%

10%

50% of Irish Retailers online in 2013. Forecast 80% in 2015

0% —

Our Neighbour -UK is Europe’s largest e-retail economy —
93bn




Sales Drop—off

Ela%%n

Where is the most common place for shoppers to drop out of the payment process?

Basket Page

Payment Page

Delivery Cost

3D Secure




Ecommerce Payments Ecosystem

Ela%%n

1. Shopping Cart 2. Gateway 3. Acquirer
EDayment Page Payment
; Gateway |
Payment Options i :
pre— - GP;E) 5 :
Shopping Cart :: =2 gmﬂ E-:>J ﬂ> “gﬁﬁﬁflae'!t . n

)

Web, Mobile, Tablet

~o =

One-stop-shop for all your online payment needs




What you need from your Payments Partner?

7))
Elavon

i secure
L Getting Paid
Rendered

Payment same day
Page funding

HPP or API
integration
option

Fraud
Screening

Card
Storage and
Recurring
Payments

PCI
Compliant
Platform

Multi-
Currency
Processing/
DCC

Reliability/
Uptime
record

Virtual
Terminal




JENS
OOKS

Hamea CAtAlE Ao Lis

CAlaganes =

Retailer of the Year

Bens Books is an independent online retailer who strives to
get you the best deals on your favourite books. Feel free to
browse our catalogue and purchase online for an easier and
faster ecommerce experience.

Browse Books

Business
The Money Doctor

The $oney DOChor &S ity ity established as
ireland's most comprehenshs annual finance
Guide. Helpiul at eveny stage of your purmey
thagugh Iife - whether you peed advice on taxes,
pensions, morgages. debt of your regundancy
rights

9.99

Add o Cart

& Bans Books 2015

Novel
The Catcher in the R}'E

# e oy A 1 BALINEER

The Catcher m the Rye 5 a 1551 novel by J. D
Salinger. Ongina®y published for adults, i has
SO DECOMmeE papular wilh adolesten readers for
5 themes of eenage angst ang aenation
Hodden Degins his story at Fencey Frep

6.99

Add to Cant

Adventure
Huckleberry Finn

R —

1
HuckleDETTY Fpy,

AdvEniungs Of HUCKEDEmy Finn (OF, in more
recent coRidns, The Adventures of Huckie DEimy
Firei) 15 @ novel By Mark Twain. st pubkshed

the LUinfed Kingdom in December 1584 and n the

United States. m Fabruany 1885

7.99

Add to Cart

5 i Cart 0,040 [FPGCEnd i CRerkois
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Retailer of the Year

Bens Books is an independent online retailer who strives to
get you the best deals on your favourite books. Feel free to
browse our catalogue and purchase online for an easier and
faster ecommerce experience.

Browse Books

Business
The Money Doctor

The $oney DOChor &S ity ity established as
ireland's most comprehenshs annual finance
Guide. Helpiul at eveny stage of your purmey
thagugh Iife - whether you peed advice on taxes,
pensions, morgages. debt of your regundancy
rights

9.99

Add o Cart

& Bans Books 2015

Novel
The Catcher in the R}'E

# e oy A 1 BALINEER

The Catcher m the Rye 5 a 1551 novel by J. D
Salinger. Ongina®y published for adults, i has
SO DECOMmeE papular wilh adolesten readers for
5 themes of eenage angst ang aenation
Hodden Degins his story at Fencey Frep

6.99

Add to Cant

1 ltems In Cart 7 .99 [SrGEssain Chackous

Adventure
Huckleberry Finn

R —

1
HuckleDETTY Fpy,

AdvEniungs Of HUCKEDEmy Finn (OF, in more
recent coRidns, The Adventures of Huckie DEimy
Firei) 15 @ novel By Mark Twain. st pubkshed

the LUinfed Kingdom in December 1584 and n the

United States. m Fabruany 1885

7.99

Add to Cart



Home Catalogue Aboul Lis

Guest Checkout

Eirst Name
LSt pearme
Emall Address
Agaress 1
Address 2
CEyTewn

Country Choose 3 Country

Telephane

Procesd 1o Paymenl

& Bans Books 315

Cabegories. =

Existing Customer?

If wodr have an accound with bs. pleass lbain here ta pay

Emall Address

Paksword



Payment Details

Card Number

oy 5

Expiry(mr

Security Code &

Cardholder Name

Pay In Your Own Currency

The total amount due is EUR

convenience we can charge
this to you as HKD 147.82
(E ge rate used: 1 EUR

e charge me

NO, Please charge me
15.00 EUR

Save Card Details
ails can be
subsequent
s do not require you

ard details.

confirmation email to

Ir

ail

N



ENS
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Home Catalogue Aboul Lis Cabegories. =

Guest Checkout

First Namge Stephen

Last Hams Alpsworn

Emall dcidress Shepnen answortndiamal com
ASEEEE 1 Chernywnon Business Pamn
Address 2 Lering iadcrim

ity T ot Chitudin

Coumntry Insiand v
TelEphane ) 5y 5489

Proeed o Mayment

& Bens Books 2015

Existing Customer?

1 you have an SC00n with us. pitase ogin Rede 1o pay
Emai Addnéss

Fasswoird



JENS
OOKS

Back 1o Home

Payment Details a

Card Numbar

Expinpimmiyy] Sacurity Code D

Cardholder Hame

Zave Card Details
Thesn card dietally can be slord so Ml subsequent tansachons do tal requae voi 1o

enber your cand delalls Toavail of ks serace please Bok Bhe checkbox

~ Somene b
Elavon ©Dreals

 Bens Books 2015



JENS
OOKS

Paymant Datails ]

Card Humber

AT

Expiry{mimiy] Securty Code B

Camdhgldar HNama

Fay In Your Own Sumency

T total armount O & EUR 15.00, We notce thal you have i HED card. For yow
CONVOTIEITE W Can Charge s 1o You a% HKD 147.82

(Exchangi fate used. | EUR = 98549 HKDY)

YES, Please chiaigpe mie 14782 HED MO, Please chaige me 18,00 EUR

L # | T — T i

¥ Save Can Details
These cang celals can De stgred o ihat subsegquent framsaciions do not regeine you ko
Enler your Carg geiais To aval of (his sanice pleace (KK e Checkbox

Flavdn  © realex
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Thank you

Yo pamen] has been sucoessfll Stephon
M shvouhd e wilh you i 4 - 8 working days
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Master Search

Master Measurement

Master Mobile




Master Search
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o 86%
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L} \ TR
Online Shoppers... 33702
| s mms
o°
50%
16% ®°% o 57% 32%
are a between have a high have a high
16 and 24 years have k'ds education income
Q 97% = 21%
. usea PC use an
D U % eReader
irg use a smartphone
@ 4.0 49% 14%
Interget enabled D use a tablet use a handheld ,_?5?;
evices ad  game device regular TV
. 78% | o use gl
O @ | e e
music online networks

74% use 67% use@.
B dozc?r?lEi'ne \ olm - 22%use 3§

watch video !
. gaming g content online E 86% use \'llll 47% useﬂ

Goagle Confidential and Proprists

Ceher acivities and produciz WERIEE J0CJEL SNCE 3 TN

Base fweghbodt crline shoppers [ loas once a8 maonth) ‘

DI: TNS/Google (2014): Connected
u} Consumer Study - Results Ireland
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Micro Moments occur throughout the

At work, check
out cinema show
times

Compare two banks
saving schemes

Research best
running apps

CONSIDERATION

AWARENESS

Watch YT video
for how to fix
dishwasher

LOYALTY

Visit insurance
site to file a
claim Use airline app
to reschedule

flight

learn

ith Google

consumer journey

Search for lawn
mower reviews
in the aisle

Bought tickets
to concert

PURCHASE

Buy shoes
online, pick-up
in store

On the bus, book
dinner reservation
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Search behavior
IS sometimes strange
but always true

learn
iith Google
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Users of Google
Search

learn

ith Google

lOObn

Search queries
conducted every
month
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3 Rules to Ensure Success on Search

Optimized

Iea rn Google Confidential and Proprietary
ith Google



Always THERE

Ina multi-screen world it’s
critical to target your customers where they

are, across all the devices they use, to
ensure you’re present during the moments

that matter.

Ad related 1o best olive oil D
2.
www olivecillowns comd =
The Best Extra Viegn Olive Oils From Asaed- YW
Infssed - Gifts

W AMEnc AslEShalc Ren ¢omTasie-hesr F =
To find ond i thers were any exira-irgin o
supermarkst, we chose 10 of the top--

LETE BT



~ Always RELEVANT

Reach the right people with the right
message.
use the right formats and products,

in combination with remarketing, to
ensure a consistent, high ROI

éj- 96?’/0 ;'-‘:;l:zﬂamv;ghsile without

= 0 Abandon shopping baskels
=:/- 70 fﬂ without purchasing’

lowers Shops in Dublin - Flowers.ie

® www.flowers.ie/Flowers+Dublin ~
. (] Flowers Dublin €5 Off! Enter Code flowers at Checkout 0 Typically visit 2-4 sites before
B l'j.lJ 49 /ﬂ purchasing?
7.30pm . .
o Ly Flower Shops In Dublin - Enjoy our fresh flowe
R X Dy www.floraqueen.com/Ireland ~
A - - ) Best local prices. Send Now!
‘ Delivered today - From € 24 - High-quality flowers - Punctuality gu
FloraQueen International has 187 followers on Google+
A

Birthday flowers - Best-selling flowers - Autumn flowers - Bou

Google C¢



Always OPT IMISED

Make sure that you’re evaluating the full

value including calls, cross device
conversions, in-store visits, and app downloads

O <KLR

On’IiHe Newsletter Leads Pages

Purchases  sgups  Genermtsd  Visted —"'|f you cannot measure it,

B @ G youcannot improve it."

Cross-Device In-Store Call Centre Post-Returns Engineer
Conversions Purchases Purchases Conversions*
2 80,
) M
Converted App In-App Calls on
Leads Downloads Purchases Mobiles

Google Confidential and Proprietary



Master Measurement
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"Half the money I
spend on
aavertising Is
wasted; the

trouble 1s I don"t
know which half.”

John Wanamaker
(1838 - 1922)

Iea r‘n Google Confidential and Proprietary
Google



“Web analytics is the
measurement,
collection, analysis and
reporting of internet
data...

learn

jith Co I‘{\!f

i 10% 16% ;.
959, 65% 20% 3g04

92%  27% ° 84%oc0s
~76% 86% "25% 869%
13%

(0)
4506 207 45%74%
75% 85%
28%

...for the purposes of
understanding and
optimizing web
usage.”

Google Confidential and Proprietary



Know Your Audience Trace The Customer Path Get Better Results

Google Analytics

Iea rn Google Confidential and Proprietary



o

Homepage & Navigation

Bounce / clickthrough rate
What do people click on? Move this UP

On-Site Search
What do people look for?
Look at results page drop-off by search phrase

Registration, Checkout & Conversion
FastdeEasJytc?%%%\'/er'E ¢ 6LeSe"foyp> 9%

Product / Offer Pages

High Traffic, High Conversion - Do more!!
Low Traffic, High Conversions - Investigate & Promote

Iea r'n Google Confidential and Proprietary
----- hGoogle



Master Mobile
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Nomophobia

noun

a fear of being without
mobile device, power
source, or service area




30%

Percentage of global Internet traffic coming from
mobile

Source: Search Engine Land, 2014



30%

Changed their mind about purchasing a product or
service In-store based on iInformation on theilr phone

Source: Our Mobile Planet 2013



Be there when your customers are searching

w

PN =

of consumers say they’ve
completed a purchase

- on a smartphone o
68% 40%

of consumers use a -, ® - of consumers say they”ve
smartphone today - up . : o used a smartphone to
from [51%] a year ago " : . research a purchase

completed on a computer

Q o

o

73%

of consumers have

28%

of consumers say they”ve used

researched a product or a smartphone to research a
service on their phone purchase completed offline
Iea rn Google Confidential and Proprietary

Source: Our_Mobjile Planet, 2013



Taitlor your message based on context

Wi googhe e seanc hemlAsUUpas 5 @ E

Google  flower shop dublin n

Mobile Optimized Sitelinks I

Florevern F

- - :::::I.;:.:.m . Cal I ExtenSi ons
Location Extensions il

Google Confidential and Proprietary
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PRINCIPLES OF
MOBILE SITE DESIGN:

Google

Google Confidential and Proprietary



KEEP MENUS SHORT AND SWEET

HOMEPAGE &

KEEP CALLS-TO-ACTION
SITE NAVIGATION FRONT AND CENTRE

ENSURE SEARCH RESULTS ARE MAKE SITE SEARCH VISIBLE
RELEVANT

COMMERCE &
CONVERSIONS LET USERS PURCHASE AS A GUEST

MAKE IT EASY TO FINISH CONVERTING ON
ANOTHER DEVI CE Google Confidential and Proprietary



Top Tips

2 0 ©

&0

learn

T ?mglc

keep it quick

help mobile users, design your site
to load fast and make copy easy to
scan.

simplify navigation

clear navigation, hierarchy and
vertical scrolling aid access to
information.

be thumb friendly

design your site so even large
hands can easily interact with it.

design for visibility

ensure your content can be read
at arm’s length.

make it accessible

ideally, your mobile site should
work across all mobile devices and
all handset orientations.

@00 ®?P0E

make it easy to convert

focus on information that
will aid conversion.

make it local

include functionality that helps
people
find and get to you.

make it seamless

bring the same look and feel of
your desktop site to mobile.

use mobile site redirects

give users a choice to go back to
the desktop site, but make it easy
to return to the mobile site.

learn, listen & iterate

good mobile sites are user-centric,
meaning they’re built with input
from your audience.

Google Confidential and Proprietary




Explore the key findings from our research

View & sedeCtion of our ressarch findings in beautiful chars for you 1o use

Consumer Barometer

Helps you understand how people use the

Internet across the world

Google Trends

Explore Top Trending Searches across Google

: Analytics
1000 Voices Global Market Finder
Keyword Planner Adwords Support
Inside AdWords
Display Planner Think with Google
AdWords Help Centre
|ea rn Google Confidential and Proprietary
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Betty Crocker confirms gluten
free trend using Google

Trende
| New! |
Gluten free

Bmwnie Mix

B @D 9 @D
Gluten free

Cookie L3

Cake Mix

¥ Gluten Free Gluten, Free

e L 11

T
D

S el 13

Google is a growth engine

for European business

Google TOPSHOP

Topshop reinvents its London Fashion Week
show on Google+ and engagement triples

learn

Google Confidential and Proprietary
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Thank You




Appendix

Iea rn Google Confidential and Proprietary
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Links/ Resources

Analytics - http://www.google.com/analytics/why/

consumer Barometer - nttp://www.consumerbarometer.com/en/

Google Trends - https://www.google.ie/trends/

Global Market Finder - translate.google.com/globalmarketfinder/g/index.html

Think with Google - www.thinkwithgoogle.com/

AdWords Help Centre - support.google.com/adwords/?hl=ent#topic=3119071

Inside AdWords Blog - adwords.blogspot.ie/2014/04/sharing-latest-adwords-innovations. html

Google Ads: Getting Started - www.qoogle.ie/ads

Support Line - 1800 812 558

Iea rn Google Confidential and Proprietary
ith Google
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It’s all about the Customer



Digital Touchpoints

Search
Landing Page Newsletter
Digital Billboard (@) ® i i ik
- Website @) @ Mobile S
viral Ads B oy .
ontine Ads @) ™ sidpartysites  Aep ) @ i/ chat Blog @M
Awareness Consideration m Service Loyalty
a Direct Mail @) ® cucenter ® i
- Word of Mouth . Call center Promotion on Invoice
PR
. Store
Radio, TV,
Print, Outdoor

Physical Touchpoints
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Thank you
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