


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

17.1% year on year 

average growth rate 

The E-Commerce Market  

http://epp.eurostat.ec.europa.eu/ 



The E-Commerce market  

The European market has 
surpassed the American 
market in size in 2013. 

Opportunities 

€363 billion  
Size of the European 
E-Commerce market 
in 2013 

15% 
Increase in market 
value from 2012 to 
2013 

http://www.retailexcellence.ie/ 



Run the Website 





Agenda 
• Learning room • Essential technologies 

and 1-1 meetings 
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 

Dmac 
An Post 
Eurobase 
Salesforce 
Wirecard 
SagePay 
Willows consulting 
DPD 
TaxBack 
Transfermate 
Realex 
Nosto ​ 



 



Do’s & Don’ts 

DO: 
• Wifi -   efqmwinners 
• Know- Fire doors  Emergency exits 
• Room layout 
• Tweet, post on SM--  @Ecommerce_Expo 
• Ask questions 
• Leave the room to meet with the other 

speakers and companies 
 



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 







Gordon Newman 
Head of Multichannel  



Hello. 



@gordon_newman 

linkedin.com/in/gordonnewman 
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What is multichannel? 

What to do about it? 

What we’ve done 



1 What is Multichannel? 

How Customers Interact 
 
How Customers Decide  
 
How Customers Buy 



Interaction  
Stores 
Telesales 
Desktop  
Mobile 
Tablet  
Social Media 
    



Cool Tools 

www.consumerbarometer.com   
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How Many Connected Devices? 
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Which of these devices do you use? 



32 Source: The Second UPC Report on Ireland’s Digital Future 2014 
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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” 
 
The world moves on  
 
 



Decision 
 

Varies by sector 
 
Discovery 
Research  
Comparison 
 
 
Multiple Tools  
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Discovery 
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Research 
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Comparison 
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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)  
 
 



Buying 
 

(The Important Bit) 
 
 
    

Most buy in store  
 
Peak shopping hours  
 
Delivery method  
 
Click and Collect  
 
Returns  
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When is the peak time for online shopping? 
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Did you reserve online for in-store collection? 
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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) 



1 What is multichannel? 

How Customers Interact  
 
How Customers Decide  
 
How Customers Buy (and return) 



2 What to do about it 

CUSTOMER EXPERIENCE FIRST   
 
INTEGRATED CHANNELS 
 
CONSISTENT EXECUTION 
 
 



Customer Experience First  
 
 

What’s the Customer Behaviour?  
 
Why is it important? 
 
What’s the Customer proposition? 
 
 
 
 



INTEGRATED CHANNELS 

ONLINE  
 

MOBILE 
 

INSTORE 
 

CLICK & COLLECT 
 

RETURNS 

  

MERCHANDISING  
 

PRICING 
 

AVAILABILITY 
 

SERVICE LEVELS 
 

COMMUNICATION 
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ENABLERS FIRST 
 
PRIORITISE 
1. CUSTOMERS 
2. OPERATIONS 
3. EFFICIENCY 
 
RAPID INCREMENTS  
 
CHANGE IT 
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 PRODUCTS  
 
PRICING 
 
PROMOTIONS 
 
INFORMATION 
 
SERVICE LEVELS 
 
TONE OF VOICE  
 



2 What to do about it 

CUSTOMER EXPERIENCE FIRST 
 
INTEGRATED CHANNELS 
 
CONSISTENT EXECUTION 



3 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) 
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AWESOME PRODUCTS 
 
BUY INSTORE  
 
BUY ONLINE ON ALL DEVICES  
 
FIND US IN ALL CHANNELS 
 
FAST DELIVERY 
 
DELIVERY ANYWHERE   
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ESTABLISHING ENABLERS 



OCTOBER 2012 – FEBRUARY 2013 



 MARCH 2013 - Click & Collect 



 August 2013- Product Customisation  
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 OCTOBER 2013  
 

Next Day & Saturday Delivery 
6-Day Warehouse 

   



 MARCH 2014 - 7pm Cut Off  



 JULY 2014 - INSTORE IPAD ORDERING 





 OCTOBER 2014 - FULLY RESPONSIVE SITE 
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 APRIL 2015 - PRE-ORDERS 



3 What we’ve done  

CUSTOMER EXPERIENCE FIRST 
 
ESTABLISHING ENABLERS 
 
OUR EXECUTION 



1 

3 

2 

What is multichannel? 

What to do about it? 

What we’ve done 









Understanding Digital Marketing 

72 

Why Digital Marketing is your companies best friend. 



OVER 16  
YEARS IN 

THE  
INDUSTRY 
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Evolution Digital specialise in Digital 
Marketing, Mobile Marketing and Web 
Design. 
 
Implementing innovative & measurable 
Digital Marketing campaigns in addition to 
designing and developing innovative, 
search engine friendly & conversion 
driven websites and mobile marketing 
solutions for companies of all sizes. 
 
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 
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44%20%

15%

Large Enterprises
Medium Enterprises
Small Enterprises

eCommerce Stats 

The Irish Ecommerce Market is an ‘emerging’ market. 
44%  
of sales for Large Enterprises 
 

20%  
of sales for Medium Enterprises 
 

15%  
of sales for Small Enterprises 

Source: Central Statistics Office / www.cso.ie 
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Source: EuroStat / http://ec.europa.eu/eurostat 

According  
to EuroStat, €98 

per second is lost 
from the Irish 

Economy 

Online retail  
market set to grow to  

€21 billion  
by 2017 

In Ireland 

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

           of  
revenue spent by 
Irish consumers 

online leaves the 
country. 

75% 
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Digital Marketing 
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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.  
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1. Understand who your buyers are and 
what their motivations are for 
purchasing from you 
 

2. Establish your Goals – SMART 
1. Specific 
2. Measureable 
3. Attainable 
4. Realistic 
5. Time-bound 

 
Goals keep you focused and help determine strategy. 
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Decide the Broad Campaign and Tactics – 
Come up with creative themes and 
messages 
 
Get more Specific on approach – SEO, PPC, 
Email, Social Media, Content Marketing, 
Affiliate Programmes, Mobile Marketing 
 
Decide on strategy on Specifics of each 
Approach eg. Landing pages for PPC, 
Keywords for SEO, Themes for Social Media 

3  
 
 
 
4 
 
 
 
5 
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Post Sale – Advocacy Campaign 
 

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

 

Developing your Strategy 

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 

Demand Generation/Top of Funnel – Awareness Campaign 
 

• Search Engines – SEO/PPC, Social Networks, Blogs 
• KPIs = Unique Visitors, Fans Followers, Value Per Visit 

Strategy should address 
key stages of the buyers  
journey: 
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Case Study 
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• 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. 

The Story 
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Key Success Factors 

Key social media channels are: 

37,000 + likes 

13,000  followers 

Their Facebook fan-base has grown from             in October 2012 10k 
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Smart Sharing 
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Celebrity 

Harry Styles 

Niall Horan 
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Ryan Tubridy 

Rory McIlroy 

Rita Ora 

Tommy Bowe 
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Trending on 



90 

Most effective channels to invest in for Digital Marketing 
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Volume of Sales / Sales Leads per Channel 
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Digital Marketing Spend Trends 2015 
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What Media is most profitable ? 

Source: First 10 & Smart Insights / http://www.smartinsights.com 

The  
Content Distribution  

Matrix 
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Customer acquisition is a long process:  
 

Remarketing 
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Remarketing 
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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.  

Remarketing 
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Social Media PPC Email  

Example FACEBOOK:  
• Lower Cost Per Click than Google 

PPC 
• Just like Google Adwords you can 

create custom remarketing lists 
• Existing customers and Potential 

customers can interact and share 
feedback on a Facebook ad 

• You can create “lookalike” 
audiences to expand your ad reach 
 

 

• You can use different ad formats to 
target your remarketing lists 

• Remarketing usually has a cheaper 
CPC than regular search campaigns 

• It has a lower CTR than search ads, 
but also a lower Cost Per 
Conversion 

• If you see that the remarketing ads 
are starting to annoy people, you 
can regulate the frequency at 
which they are shown to optimise 
for conversions.  
 
 

• Can be used in the case of cart 
abandonment 

• Ability to offer purchase incentives  
• Ability for people to willingly opt-in 
• More personal (name/product 

viewed/discounts) 
 

Remarketing – Different reasons to use different channels 
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Customers research relevant product information to qualify their buying 
decision, before they actually decide to buy their favourite product in the 

local store. 
 

ROPO: Research Online Purchase Offline 
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Search result  
• People search for a specific product on Google 

Visit website 
• People visit your website and see the product they want 

Purchase 
incentive 

• Offer a promotion for a product available online and offline 

Find Store 
• Visit location page and increase foot traffic in store  

PPC & SEO supporting ROPO 
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MOBILEGEDDON HAS ARRIVED 
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1. Evaluate current status 
 

2. Readability  
 

3. Resizing or Responsive 
 

4. Accessible Links 
 

5. Avoid having your website rely on Flash 

What does “Mobile-friendly” mean? 
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• 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’ 

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. 

Have You Been Penalised ? 
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• 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. 

What are my options to make my website mobile friendly? 
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Take away points 

Plan out who you want to target your products to 

Plan out how to target these customers 

Are all your channels effectively set up and capable of reaching your audience 

Work out budgets, although with some flexibility 

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

Remarket 

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

Mobile 



Please visit our website at www.evolutiondigital.ie 
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Thank You! 
Please ask your  

questions and come see 
us for a 1 on 1 session 

Providing Digital Marketing & Web 
Solutions for over 16 years in Ireland 







 
 
Open up world markets 



 



 

Express 
Flexible Delivery 
 Cost effective 

Service Blend 
 B2C customer clearance 

Fast Delivery 
  Tracking             
      

Mail 

wnDirect 
Consumer focused 

The missing solution 



 

Neat white-
labelled  

packaging 
ensures  

consistent 
branding and 

customer  
experience  

Best-in-class  
Providers 
utilised  

at the final 
mile for  

speed and 
efficiency 

Unique  
direct inject 

model 
with BSA 

agreements 

Event 
tracking of  

parcels gives  
end-to-end 

visibility 

Automated 
Bonded UK 
warehouse 
postings to 
HMRC via 
Sequoia 

US Duty  
Claim Back 

program 

Processing 
Centre  

in Derby and  
Courier 

Centre in 
Heathrow  

 

Ownership of  
relationship 
throughout 
the supply 

chain 

Solution highlights 
Solution highlights 



 
Australia Belgium Brazil Bahrain Canada China Denmark Egypt 

Germany Hong Kong India Italy Japan Kuwait Lebanon New Zealand 

Oman Poland Portugal Qatar Russia Saudi Arabia Singapore Sweden 

UAE USA 

Finland France 

Luxembourg Netherlands 

South Korea Spain 

Global reach 



 

Innovations: live and in 
development 



  
Why bother?  
Consumer trends &  
purchasing behaviours 



The value of eCommerce will be 
 
 

by 2018 
€2.2 trillion 



People living in Ireland spend 
 

a day online with international retailers 
€8.5 million 



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

52% 



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

50% 



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

38% 



In the last 30 seconds 
 
 

was spent online 
€1,128,654 



eCommerce accounted for 6.4% of total US retail sales in 2014 

Between 10-15% of total eCommerce sales in Russia are made 
through foreign websites 

70% of Chinese consumers are under 35 and hungry for Western 
quality and brand status 

In Germany a 50% return rate of online purchases is the norm 



 
Sharing Expertise 
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Going international?  

Things to consider 
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Country differences 

Own import laws 

Legal restrictions 

Local common practices 

Not engaging in local language 
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Customs Nuances 

Not providing proof of ID 

Not paying duties & taxes 

Different duty thresholds 

Different paperwork requirements 

HS codes & country manufacture 
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Tracking options 

Poor visibility of tracking 

Effective customer expectation 

Time in transit vs. Customs Clearance 

? 
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Dealing with returns 

Poor or no tracking options 

Drop off or collection options 

Local expectations of customer are different 

Expensive returns for customer 
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The bottom line.. Cost 

Impact on customer satisfaction 

Compare like for like 

Understand all costs e.g. returns 

? 
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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 

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 



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 

“ 
” 



 
Thank you  

www.wnDirect.com 
 

Paul Smith – Regional Sales Manager 
psmith@wndirect.com 
+44 7474 789 351 





Break 





` 

Dan Croxen-John, AWA digital 

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

eCommerce eXpo Ireland –  21 April 2015 
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  Issues you may be facing….. 

.. and here’s a simple step-by-step approach to Conversion Rate Optimisation (CRO) to 
effortlessly overcome them 
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  Conversion superstars 
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 No CRO 

Number of split-tests run in a year 0 

Average win rate 0% 

Average uplift per split-test 0% 

Annual sales uplift 0 

  Nothing ventured, nothing gained 
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  A/B testing: Still an underused tool 
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 No CRO Average CRO 

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 

  Average efforts, average results 
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 No CRO Average CRO Improved CRO 

Number of split-tests run in a year 0 6 7 

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% 

  Impact of a 20% improvement 
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Tool 
Setup 

Custo
mers & 
Numbe

r 

Triage
™ 

Optimis
ation 
Plan 

Creativ
e 

Executi
on 

  AWA Conversion System ™ 
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Tag container Split-testing 
tool 

Online surveys Tester recruitment Heat & scroll 
mapping 

  Step 1 – Set Up 
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The right mindset for 
CRO 

I 
Don’t  
Know 
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  Visitor intent and optimisation 
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  How helpful is GA to CRO? 
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45% 
Lost 

38% 
Lost 

Confirm 

90% 
Lost 

15% 
Lost 

50% 
Lost 

96% 
Lost 

Visit 
Website 

Visit Shop 
Homepag

e 
Category Product  Basket Delivery 

  #1 use of Google Analytics 
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Add-to-basket / form completion  ratio 

Product / service  
page views 

 

H 

H 

L 

L 

Underperforming 
product 

Remove or replace 

Winning product 

Bundling opportunity / 
Price increase 

  #2 use of Google Analytics 
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  A qualified visitor 
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Alternatively you can send out email invitations to your 
email database – but remember to offer an incentive 

  Recruiting qualified visitors 
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  Remote moderated usability  
  testing 



153 

  Survey: Completion page 



  Survey: Underperforming 
  product / service page 



155 

“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’ll be 

looked at and enjoyed for weeks” 

“It was a relief to know that it was done” 

  Understanding your customers’ 
  motivations 



  Other ways to understand your 
  customers 
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Perform 

additional 
research to 
strengthen 

evidence base 
 

Create 
experiments to 
address major 

conversion 
killers 

Ignore 

Consider 
‘chunking’ a 
number of 

improvements 
into one split-test 

or batch of 
quick wins  

High 
Impact 

Weak 
evidence 

Low 
Impact 

Strong 
evidence 

  Triage™ 
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  Triage – real example 
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  The importance of a plan 
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  Creative execution - wireframe 
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Create 
wireframe and 

copy 

Obtain 
feedback on 

wireframe 

Design new 
webpage 

Obtain 
feedback on 
page design 

Launch split-test 

Report of results 

Update 
Optimisation 

Plan 

  Feedback loop before launch 
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Usability testers Team feedback Attention analytics 

  3 ways to get feedback 
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Our new web page design 

58.2% 
increase 
Revenue Per 

Visitor  

  Result 
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  Facing the fear 
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1. Learn to say ‘I don’t know’ – but I know how to find out 
2. Focus on the key drop-off points in your conversion funnel 
3. Understand visitor intent – esp. for mobile websites 
4. Answer the ‘why’ questions by using Ethnio to recruit qualified visitors to your 

website 
5. Run moderated usability sessions using JoinMe 
6. Use our clear process to prioritise your possible improvements 
7. Have a plan of tests but be willing to wring out further uplifts from successful 

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

 
 

  11 ways to guarantee CRO success 
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5,010% - average ROI 
of our clients 
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From Improved to Expert CRO 
 
 

No  
CRO 

Average  
CRO 

Improved 
CRO 

Expert 
CRO 

Number of split-tests run in a 
year 

0 6 7 12 

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? 
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• ConnectIreland 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 
 

 

What  Is 
ConnectIreland? 



 
 

• Incentivized referral program designed to promote inward investment 
to Ireland. 

 
• Aimed at the 70 million plus Irish diaspora around the globe. 
 
• Empowers individuals to refer a company to Ireland and successful 

‘connectors’ will be rewarded based on the number of jobs created. 
 
 

 

• Incentivised referral marketing – Irish Diaspora Engagement 
 

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

 
• Opportunity for the ordinary person to earn a reward for 

introducing a company to Ireland 
 

• Reward = Up to €1500 per job created 
 
 

How we do it? 



• Almost 50,000 Global Connectors 
 

• Have introduced over 2500 companies 
 

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

• Creating over 1100 jobs 

What we’ve achieved – 
from standing start in 
2012 



Recent Wins for Ireland 

 
 

 
 



Connector Wins 

 
 

 
 



Reaching our Virtual Audience 

 
 



Reaching our Virtual Audience 

 
 



Travelling Recently? 

 
 



Collaboration 

 
 



Global Connectors 2012 -   

 
 



Company Referrals 2012 -   

 
 



International Recognition 

 
 

Overall Category Winner 
 
Best Diaspora Initiative 
 
Best Lead Generation 
 
Best Marketing 
 
Best Video 



  
 

 
  
TOM W VID 



 
 

 

EVERYTHING! 
• What we are trying to achieve is… 

1.) Good for Ireland 
2.) Good for the Ecommerce Sector 
3.) Good for People 

 

 

 
 

THE ANSWER 



 
 

  

EVOLUTION  



 
 

  



1.) THIS IS GOOD FOR IRELAND 

 
 

  



 
 

  

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!!! 
 
 

 

2.) THIS IS GOOD FOR THE SECTOR 



 
 

THIS IS GOOD FOR THE 
SECTOR 



 
 

3.) GOOD FOR PEOPLE 

“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 



 
 

A final thought 

Ecommerce professionals have strong international contacts and networks in their  
Sector… 
 
What can you do? 
- Identify companies which are expanding Internationally and introduce them to 
       us 
- Promote ConnectIreland 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 ConnectIreland.com or text “Connect” to 53131 
  



www.connectireland.com 

Thank You 







 



 
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 
 



Domestic Retailers 
 

International Retailers 
 

Suppliers of eCommerce services 

Who can we help? 



Why?  
• Issues involved 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.  





 

What we can do 
for you 

www.epne.eu  
087 681 2049  

 



www.epne.eu   
 

Chase House, Northern Cross 
Business Park Dublin 17 

+353 524 2100 
+353 87 681 2049 (Robert Curran) 





Break 





 
From Retail to E-tail to Me-tail: 
Examples of successful ecommerce 

personalisation strategies 
 

Mark Lewis – Deputy CEO, Practicology 

21st April 2015 



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 

About me 



About us 



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



What Practicology does 

Strategy 
Development 

Commercial 
Planning 

Technology 
Selection 

Organisational 
Design & Change 

Analytics 
& 

Data/CRM 

Conversion Rate 
Optimisation Customer Insight UX & Usability 

Site Design Digital Marketing Trading Services Training 



Our Clients 





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 

 
 



E-volution: 
From Retail to E-tail to Me-tail 



Where have we been? 



Bricks 



Flicks 



Clicks: Waitrose 1.0 circa 2000 



Where are we now? 



What a difference 10 years make! 



REtail-volution 

1915 2015 

Village Stores Superstores 

High Street E-commerce 
begins 

The Personal 
Web 

“Experiential” Stores 



Personalisation Defined 



It is not… 

“Hi Mark,” 



 and it is not … 



and it is definitely not… 



Personalisation means… 

Delivering the right offer,  
to the right person,  
at the right time  
and through the right channel 

Content 

Time Channel 



… being truly Customer Centric  
 



Personalisation entails 

Past Behaviour Real - time 
Behaviour 

Demographics Preferences 



Why personalisation? 

 
 
 
 
 

§ Personalisation improves conversion because users 
receive the content they want 
–  on 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” 



However… 

Resource: Econsultancy, Conversion Optimisation Report 2014 

38% 

62% 

Retailers who do NOT use any kind of personalisation 

No personalisation at all Some kind of personalisation 



Challenges of Multichannel 
Personalisation 



Challenges 

§ Consistent branding and joined up marketing 
are necessary but not easy. 
§ In every business there are data and 

organisational siloes: e.g. different offline and 
online departments and databases 
§ Organisational change and restructuring is 

required  
 



Challenges 

§ Lots of retailers either have bad data or simply 
too much data which they don’t know how to 
analyse 
§ Justifying investment in personalisation and 

measuring ROI is necessary but not 
straightforward 
§ Lack of resources and expertise  
§ IT roadblocks 
§ Privacy laws 



Personalisation: 
Best Practice Examples 



Amazon’s personalized homepage 

Personal Recommendations  



Caribou remembers your preferences 
and displays targeted flavours 



Selfridges’ personalised email 

§ Selfridges sends new 
email subscribers an 
invitation to personalise 
the emails they receive 
via a preference 
capture landing page. 
Simple and effective! 



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   

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



Ao.com  
40 mins a day signing customer letters 



Personalising without a loyalty card 

 
§ Walmart customers in stores 

can enter their mobile 
number on the debit card 
reader to create an e-receipt 
sent to their phone 
 

§ Walmart plans to use the 
data to offer services and 
personalised offers 

 



Sears “Get Advice” service 

§ Sears’ loyalty club members on ShopYourWay.com 
click “Ask a Question” in the “Get Advice” 
section or on a product page while shopping 
§ 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 question 
§ Store associates with tablets and handhelds in 

400+ stores are alerted to the question and 
answer if they have knowledge that could help 
 



Schuh’s “live help” services 

§ Schuh offers customers live 
chat with support staff for any 
queries 
§ Service available 7 days/ week 
§ Direct interaction with 

customer provides a highly 
personalised shopping 
experience to the customer 
§ Your own “personal assistant” 



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) 
§ 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 



Burton do weather-based 
personalisation in real-time 



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



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



 Schuh Customers can select 
from 11 Delivery Options 

Options include 
§ 90 minute delivery 
§ Choose your time slot  
§ Click & Collect 
§ Collect +( including 
5200 local convenience 
stores to choose from ) 



ASOS launched Follow My Parcel 

§ Service provides real-time 
info via web & mobile, 
plus 15-minute delivery 
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 

 



Waitrose refrigerated lockers 



Amazon 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  
 



It means engaging the customer 



Washing machines just became 
interesting 

§ Community & 
engagement               
= Trust 
§ 150k+ views           

a week on            
YouTube 



It means ensuring returns are 
easy and free 







It means letting customers  
shop on the go 

119 





It means surprising and 
delighting customers 



They give me a warm, delicious chocolate 
cookie when I check in….yum yum 



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 



Thank you! 

Mark Lewis 
Deputy CEO, Practicology 
www.practicology.com  
 
mark@practicology.com 



Q & A 









 

• Elavon..what we do 
• The changing world of payments 
• Accepting online payments and getting paid  
• Ecommerce solutions  

Eric.horgan@elavon.com 
https://ie.linkedin.com/in/erichorgan 

Eric Horgan, Elavon 
Country Manager, Ireland 

Agenda 



FUTURE OF PAYMENT VIDEO 



 

Elavon – What we do 

• Card acquirer- Accept VISA, MasterCard, AMEX, CUP and get paid! 
• Licenced and regulated Bank. A good one! Owned by US Bancorp.  
• Independent -  You won’t see us in the high street. We only do 

payments! 
• No.1 in Ireland  - 32000 Businesses in Ireland use Elavon.  

– Almost 30% of our business is Ecommerce 
• Rich Product Suite: Point of Sale, Mobile, Tablet / ePOS, Loyalty and 

Gift Card as well as Ecommerce 
• 15 years in Ireland and almost 400 people in Ireland servicing our 

European Business 
– Two locations: Cherrywood, Dublin and Arklow, Co. Wicklow  



 
Mobile and  

digital 
Show- rooming 

Technology  
Convergence 

Omni-channel 

The Changing World of Payments 



 

Business Models are Evolving 



 

28  

Leave home Park the car Buy newspaper  

Grab a  coffee 

Lunch Board the train 

Back on the train 

Grab a snack Pick up the car Home again 

Contactless and NFC 



 

Online and Mobile Wallets 





 

eCommerce in Ireland 

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

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

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

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

£302bn was spent online in Europe in 2013 

Global eCommerce market valued at £1 trillion in 2013 

Ireland Ecommerce Payment Mix 



 

              3D Secure 

              Payment Page 

              Delivery Cost 

              Basket Page A 

B 

C 

D 

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

Sales Drop–off  



 

Web, Mobile, Tablet 

Shopping Cart 

Payment 
Gateway 

Merchant 
Services    

1. Shopping Cart 2. Gateway 3. Acquirer 

Payment Page 

Ecommerce Payments Ecosystem 

One-stop-shop for all your online payment needs 



 

Security CCV 
and 3D 
secure 

Getting Paid 
Same day 
funding 

HPP or API 
integration 

option 

Card  
Storage and 
Recurring 
Payments 

Multi-
Currency 

Processing/ 
DCC 

Trusted Virtual 
Terminal 

Reliability/ 
Uptime 
record 

PCI 
Compliant 
Platform 

Fraud 
Screening 

Mobile 
Rendered 
Payment 

Page 

What you need from your Payments Partner? 





























 

END 





Break 





Google Confidential and Proprietary 

Enabling Enterprise  

  

Denise Browne, IE SMB Account Manager       
Google Ireland  



Google Confidential and Proprietary 

Master Search  

Master Measurement  

Master Mobile 
  



Google Confidential and Proprietary 

Master Search 



Google Confidential and Proprietary 

Search.. 



Google Confidential and Proprietary 

34% 
86% 

3.1 

€263m 

62% 



Google Confidential and Proprietary 

Online Shoppers... 



Google Confidential and Proprietary 

Micro Moments occur throughout the consumer journey 

Bought tickets  
to concert 

Buy shoes 
online, pick-up 
in store 

Watch YT video 
for how to fix 
dishwasher 

Search for lawn 
mower reviews  
in the aisle 

Use airline app  
to reschedule 
flight 

At work, check 
out cinema show 
times 

Compare two banks 
saving schemes 

Visit insurance  
site to file a 

claim 

Research best 
running apps 

On the bus, book  
dinner reservation 

Purchase AWARENESS 

CONSIDERATION 

PURCHASE 

LOYALTY 



Google Confidential and Proprietary 

Search behavior  
is sometimes strange  
but always true 



Google Confidential and Proprietary 

2.5bn 
Users of Google 
Search 

100bn 
Search queries 
conducted every 
month 



Google Confidential and Proprietary 

3 Rules to Ensure Success on Search  



Google Confidential and Proprietary 

Always THERE 
In a 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. 



Google Confidential and Proprietary 

Always THERE 
In a 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. 

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 

7.30pm 



Google Confidential and Proprietary 

Make sure that you’re evaluating the full 
value including calls, cross device 
conversions, in-store visits, and app downloads 
 
 

Always OPTIMISED 

Lord Kelvin, Mathematical Physicist & 
Engineer 

 

 

"If you cannot measure it, 
you cannot improve it." 



Google Confidential and Proprietary 

Master Measurement   



Google Confidential and Proprietary 

"Half the money I 
spend on 
advertising is 
wasted; the 
trouble is I don't 
know which half.” 
 
John Wanamaker 
(1838 - 1922) 



Google Confidential and Proprietary 

20% 36% 17% 84% 

10% 65% 
92% 

17% 

21% 

18% 73% 

16% 

86% 

45% 
36% 75% 

98% 
13% 

76% 86% 
27% 

28% 

37% 
95% 

25% 

33% 

85% 

74% 
23% 

45% 

56% 

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

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

 



Google Confidential and Proprietary 

Trace The Customer Path 

  
  

Know Your Audience  
  

Get Better Results    
  



Google Confidential and Proprietary 

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 

Product / Offer Pages 
High Traffic, High Conversion - Do more!! 
Low Traffic, High Conversions - Investigate & Promote 

Registration, Checkout & Conversion 
Identify specific error messages 
Fast, Easy to convert & Guest log 
in 



Google Confidential and Proprietary 

Master Mobile  



Google Confidential and Proprietary 



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 information on their phone 

Source: Our Mobile Planet 2013 



Google Confidential and Proprietary 

Be there when your customers are searching 

73% 

of consumers use a 
smartphone today  - up 
from [51%] a year ago 

 

of consumers have 
researched a product or 
service on their phone 

of consumers say they’ve 
used a smartphone to 
research a purchase 
completed on a computer 

of consumers say they’ve used 
a smartphone to research a 
purchase completed offline 

of consumers say they’ve 
completed a purchase  
on a smartphone  

68% 

39% 

40% 

28% 

Source: Our Mobile Planet, 2013 
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Mobile Optimized Sitelinks 
Mobile Preferred Creative 

Location Extensions 
Call Extensions 

Mobile Shopping Campaign 

Tailor your message based on context 
 



Google Confidential and Proprietary 
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KEEP CALLS-TO-ACTION 
FRONT AND CENTRE 

KEEP MENUS SHORT AND SWEET  
 

ENSURE SEARCH RESULTS ARE 
RELEVANT  
 

MAKE SITE SEARCH VISIBLE  
 

LET USERS PURCHASE AS A GUEST 
 
 

MAKE IT EASY TO FINISH CONVERTING ON 
ANOTHER DEVICE 
 
 



Google Confidential and Proprietary 

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

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 local 
include functionality that helps 
people  
find and get to you. 

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. 

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

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

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

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

make it easy to convert 
focus on information that  
will aid conversion.  

Top Tips  
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Consumer Barometer  
Helps you understand how people use the 
Internet across the world 

 

Google Trends   
Explore Top Trending Searches across Google  

 

Global Market Finder  

Think with Google 

Inside AdWords 

1000 Voices  

Keyword Planner 
 

Display Planner  

Adwords Support 
 

AdWords Help Centre 

Analytics  
 



Google Confidential and Proprietary 

Betty Crocker confirms gluten 
free trend using Google 
Trends 



Google Confidential and Proprietary 



Google Confidential and Proprietary 

Thank You  



Google Confidential and Proprietary 

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

Consumer Barometer - http://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=en#topic=3119071 

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

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

Support Line - 1800 812 558 
 

Links/ Resources 







Neil Fitzpatrick 



It’s all about the Customer 





€6.9bn 
2014 



€6.9bn €12.9bn 
2014 2020 













€12.9bn 
2020 



Thank you 
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