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Highlights (R

e Strategies for maturing your digital strategies online and in-store for consistent customer experiences
e Strategies for delivering relevant content to customers across digital channels/touchpoints
e The role of user generated content (UCG) in multi-channel digital strategies

e Strategies for leveraging UCG such as ratings and reviews across channels
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Digital maturity isn’t just a single thing




Many firms haven’t mastered it

Maximum Average score of
Digital module possible score retailer respondents
Overall digital maturity 36 28
eBusiness maturity 36 23
Digital marketing maturity 36 24

Total 108 70
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Retail is now more competitive than ever

Non-web stores Percentage Web stores
change
Total number of - 971 | 55
establishments +102%
(in thousands) 1,964 800
establishment -52%
(in thousands) $1,489 $342

Source: US Census; National Retail Federation; Forrester Research estimates
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Percentage
change
+1,354%
B 2002
2014
-31%




eCommerce raises the bar for stores

US retail sales
($ billions)
B Offline sales
B Web-influenced

offline sales
Online sales

$325 $355 $385 $414
2014 2015 2016 2017 2018
Online and web-
influenced offline 50% 54% 56% 58% 59%

sales as a percent
of total retail sales

Source: Forrester Research Web-Influenced Retail Sales Forecast, 2013 To 2018 (US)
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Digital store technologies are plentiful
but not always useful

Technology <1 1-3 3-5 5-10 >10 Notes

Locats As retailer accept the mobile mind shift’, location technologies

tech — such as beacons and NFC will evolve past their payments and
nology marketing uses today, to unlocking VIP experiences in-store.

R " hance today's gimmicky . ted reality
bplication nd C dd valu ’ ncluding contextu ’

Today's electronic tags for inventory management and
> payments will continue on, but new experiential uses will
come into play such as unlocking unique content or enabling
“shop the look™ — style functionality in any context.

E The use case for this technology will remain largely to drive
aca/body — engagement rather than to make a sale. However, facial cues

scanning (e.g., glances, smiles) may become part of store KPls.

G An extension of today's interactive displays this technology will
— be used for product research, comparison, and configuration

coumenops in-store.

Int ti Interactive robotics will eventually make the leap from factory

Sbotios mmd line to store floor for repetitive tasks like pick, pack, and ship

especially as store fulfillment becomes standard procedure.
=) Pay attention === Determine market applicability

*The mobile mind shift is the consumer expectation that they can get what they want, anytime they want,
in their immediate context.
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The Mobile Mind Shift:
The expectation that any
desired information or service is

available, on any appropriate
device, in context, at your
moment of need.




Content is a significant use case of

mobile Iin stores

Read emails from retailers

Receive texts with special offers from retailers
Locate retail stores/store hours/directions

Browse or research products

Download or redeem coupon

Compare prices while shopping online

Read product or store reviews

Identify where products are sold (online, store, etc.)
"Check in" via Yelp, Foursquare, Facebook Places,
Compare prices while in a retail store

Scan QR codes

Place orders for digital media (e.g. online books,
Place orders for physical goods (e.g. apparel,
Gather product/style advice and information from
Review store layout

12%

65%
54%
53%
48%
47%
40%
39%
38%
37%
35%
32%

24%
24%
24%

Base: 3,105 recent online shoppers

Source: Bizrate Insights/Forrester Mobile Flash Survey, Q2 2014
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Product information can drive sales

Retailers who DO equip employees with apps focus on product information.

Features provided on store associate apps

Show additional 1%
_ _ _ products not 29% | (190
Do you provide any special mobile in stores
apps for your store associates via Send e-receipts 21%36% | Tablets
smartphones/tablet devices?” Smariphones
Ring up customer ' 36%
purchases 29%
Yes Show product 50%
0 features and ?
e functions 20%
Order an out-of- 57%
No stock item 36%
62%
Check inventory in 50%
warehouses/DCs 36%
Check inventory 43%
in stores 36%

Base: 52 online retailers
Source: “The State Of Retailing Online,” a Shop.org study conducted by Forrester Research
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Even when content isn’t digital it can still
be effective

or rating of 4 /5.0 or higher
on shop LEGO.com
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More retailers are investing in content

“Which mobile site features and functions are you investing in this year?”

Smartphones

Locate retail stores/hours
Place orders for physical goods
Smartphone optimized emails
Identify where products are sold
Product or store reviews
Download or redeem coupons
Beacon technology

Geofencing

Product development
Marketplaces

Customer service

Social

Fulfillment/shipping improvements

Base: 52 online retailers

6%
3%
3%
3%
3%

Tablets

38% Product or store reviews

37% Place orders for physical goods

33% Locate retail stores/hours
33% Tablet optimized emails
33% Mobile payment options
27% Download or redeem coupons
25% Geofencing
23% Product/style info
QR codes

Text marketing
Place orders for digital media
Compare prices in-store

Beacons

Source: “The State Of Retailing Online,” a Shop.org study conducted by Forrester Research

© 2015 Forrester Research, Inc. Reproduction Prohibited

29%
27%
25%
23%
19%
17%
10%
10%
8%

6%

6%

6%

4%

12



Thank you

Sucharita Mulpuru
smulpuru@forrester.com

FORRESTER’ forrester.com
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Consumers will find review content R/

/ E
e
100% -
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Product Tag Display (R
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Printed review content in-store (R

C—

TOP-RATED GNC
CUSTOMER FAVODRITES

Rated on GNC.con

See
more
favorites

energy | was looking f¢
1 & multrvitanun... 1 mMpxes
working out easien™
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Reviews in registry scanners R/
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In-store opportunities for consumer reviews ( R/

Consumer driven Associate driven

e Tablets
e Scanners
e Beacons

Kiosks

Digital signage
Interactive displays
Push notifications

NFC tag taps

QR code scans

Bar code scans
Electronic shelf labels
Apps

SMS to receive reviews
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SMS-based in-store reviews
N )

100% .

<{ Messages 345-678 Contact

923337 ‘
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SMS-based in-store reviews

=)

100% .

<{ Messages 345-678 Contact

| 923337 ‘

This product is rated 4.3
stars (out of 5) from 425
reviews.

Request the most helpful
positive review with "p".
Most helpful negative
review with "n".
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SMS-based in-store reviews
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<{ Messages 345-678 Contact

923337

This product is rated 4.3
stars (out of 5) from 425
reviews.

Request the most helpful
positive review with "p".
Most helpful negative
review with "n".




SMS-based in-store reviews
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<{ Messages

reviews.

This product is rated 4.3
stars (out of 5) from 425

Request the most helpful
positive review with "p".
Most helpful negative
review with "n".

Most Helpful Positive
Review - Rating: 5
Headline: LOVE IT!!!
Comments: It duplexes
automatically. | never
thought | would use this
but | use it all the time.
When | want to print more

100% .

345-678 Contact

923337




Integrating digital into brick & mortar experience (R

blepMingdale’s CALL FOR ASSISTANCE
WELCOME 2 QL

lo the BLOOMINGDALL'S = &
FITTING ROOM

TOUCH ANYWHERE TO BEGIN

MY ITEMS (8) MY REQUESTS (2) MY FAVORITES (o)

\ SCAN YOUR ITEMS
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Digital signs & kiosks (R

VA

PowerReviews, Inc Confidential




Hyper-Relevance: Beacons and Mobile Phones 2

®eee0 \Verizon LTE 8:38 AM

Order Tracking | Help | Login

Q | wcan

Products Specials Contact

CUSTOMER APPRECIATION SALE

Save Throughout The Site - Learn More

Sonos Play:5 Black Wireless Streaming Music
System - PLAY5US1BLK
(4028)

§§ Free Shipping

on this product
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Three immediate actions (R

e Ensure your website is mobile friendly
e Ensure reviews are added to your mobile app
e Make review content accessible in any digital touchpoints you have in-store with

consumers or associates
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