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The Retail Winds of Change

In order to maximise value, margins and customer retention in these difficult times you need to
ensure that you have a consistent approach and that you can truly engage with your client across all
channels to market. This consistency requires technology and a joined up strategy across the
enterprise to provide one, standard source of data and access and a Business Intelligence
methodology that empowers the right employee at the right level at the right time to make a
decision to optimise the customer experience.

Even at the turn of the century is was clear that the on-line world was growing but few would have
predicted that in 2007 British consumers would spend in excess of £10 billion on-line in the ten-week
run up to Christmas alone. The impact of this shift is far reaching for retailers with many still having a
long way to go before they can offer the internet and in-store shopping experience their customers
demand.
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many multi-channel shoppers that are increasingly represented across all age groups. One of the
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Multi-channel shoppers do care where they are going and if they are unhappy in one retail channel,

current research is already suggesting that there is a good chance theywonQé G NB | y 2 (G K S NJ
retailer and will be propelled to go elsewhere! On-line experiences do affect in-store expectations

and vice-versa.

New statistics are emerging all the time. Recent research suggests that over 50% of shoppers now
believe they get better product information on-line and even more challenging and worrying for
some, is the number that want to research products on-line while in-store. Some surveys indicate
40% of shoppers like this idea! The successful retailers of today and tomorrow must convert this
research into sales. To deliver, complete visibility of all channels at all times is paramount.

Recent US research suggests that the best of breed retailers now consider a customer centric
approach to be the best high street retailer response to the Internet-only vendors, with customer
retention, satisfaction and spend deemed to be the major drivers.
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How Best of Breed Retailers are Focusing on Customer Centricity:

More personalised attention from our
employees

Improved Instore security

Focus on a more consistent customer
experience

- m All others
Build consistent product mix m Best of Breed

Add self service customer facing
technologies

Educate & Empower instore employees
using technology
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Source: Technology-Enabled customer centricity in the store - Benchmark Report 2007

In the face of increased competition from those pure internet retailers, where price perception can
be deemed to be all, the leading US retailers, who face the same challenges as their UK counterparts
have changed the focus of their business towards customer-centricity as a means of adding value
and protecting or improving margins.

Those same retailers have recognised the value of implementing Web based vending solutions, but
notedzad 2yS GKFG alrea a¢6S KIFI@S | 6So0ailiz2NBéx
time challenged consumer and the need to provide truly flexible solutions that meet their needs to
increase customer loyalty and repeat business. This requires a consistency of approach across all
available customer channels, which not only provides for real time inventory and customer
information updates, but also consistent product and content management between channels so
that the customer faces a constant rather than disparate selection choice, which can be fulfilled via
an enterprise wide customer facing order management and progressing system across all channels.
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Methods of Improving Customer Satisfaction Across All Channels:

Improve promotional effectiveness

Consistent & clear explanation of product features and
prices

Explore new sales channels (mobile phone etc.)

) . ' m Very Important
Offer customised & unique product offering

m Somewhat Important
Improve operational execution across all channels

. 1 | ]
Allow inventory for one channel to be used for other Not very Important

channel fulfillment

Allow customer to purchase, take delivery and return
across all channels

Create single brand identity across all channels

0% 20% 40% 60% 80% 100%

Source: Finding the integrated Multi Channel Retailer - Benchmark Survey 2008

Those same retailers see Multi Channel as being the main contributor in driving customer
satisfaction and retention, brand recognition, and margin contribution. When asked to consider the
main initiatives that had either been employed, were being rolled out or were planned, the following
information and practices were revealed:

Impact Making Multi Channel Initiatives:

Ensuring product &price information is consistent
across all channels

Enabling Cross Channel Fulfillment

Cross Selling and personalised promotions

"%
Same day shipping and simple returns .
m Potential %

Synchronising customer and inventory information 0
across all channels m Best of Breed %

Enabling real time views of cross channel inventory

Supply chain information visibility

0 20 40 60 80

Source: Finding the integrated Multi Channel Retailer - Benchmark Survey 2008
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The above graph shows the outputs from a recent US survey among market leading retailers who
were asked to consider the main multi channel initiatives that were considered to be important in
improving the customer experience and overall profitability across a true multi channel environment
Multi channel is one of the key contributors to the customer centric approach, but there are others

that need to be adopted to close the circle.

Technology Enablers for More Customer-Centric Approach

1 Modern POS: must be capable of capturing accurate product & customer information on
each transaction
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1 Continuous Updates: Best of breed retailers reduce or even eliminate data and analytic
latencies, starting with continuous feeds from selling environment

9 Segregated data for subsequent analysis (reduces impact on transaction systems )

Simple GUI: Retailers want an interface that has the look and feel of a spreadsheet

9 Provide Canned Reports: Winners generate regular production of standard reports from
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These views extend our understanding of multi channel to focus on the other deliverables. The
obvious ones are based around providing the employees with tools that they can effectively use, but
the other key area pertains to ensuring that we capture, manipulate and deliver transaction
information quickly and in a form to the right person to optimise decision taking.

There are 3 considerations ¢ one is timeliness of information delivery and the other is style/usability
and recipient.

How Often is Data Collected for Business Intelligence Processing?

Percent

m Continuously

m Occasionally through the day
m Once a Day

m Weekly

| Less than weekly

= No solution

~
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A recent survey of US multi channel retailers was asked how often their Business Intelligence
systems interrogated their main transactional data, with some very interesting results. AlImost half
relied on continuous data feeds, whilst a quarter relied on overnight updates.

Itis all very well ensuring that your BI tool allows for continuous update, but consideration needs to
be given to your IT infrastructure and a mixed data feed should be considered dependent upon the
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¢ even if the information is only 2 minutes old!!
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The dpersonnel€ in question means ensuring that the right person gets the right information at the
right time and ensuring that they are empowered to make a decision.
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with retailers is the pure volume of transactions across multiple channels, stores, departments etc.
One Merchandising manager the other day was heard to complain that it could take up to 4 days to
read a stock and sales report to determine slightly slow moving and overstocked lines!

Itis therefore vital to establish clear key performance indicators ¢ even guesses for the first time,
but can be refined with the benefit of experience or industry best practices. Those KPIs should
facilitate rapid identification of best, average and poor performing components without
necessitating reference to the mass of collected data
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Traffic light presentation methodology for reporting accompanied by drillable graphs and data
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Ideally such data should be visible via a dashboard, which can be customised to the requirements of
the individual:
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Consolidated dashboard showing tabular, traffic light and graphical data ¢ all of which is drillable

Much of this article is based on extremely recent surveys and thinking amongst the elite of US
retailers, in the face of economic hardship. It is hardly coincidental that! Yy A LJ2 ée@iNdiXéhas
been built from scratch with this philosophy in mind, rather than the typical software marketplace
approach of endeavouring to bolt together new on-line software with legacy in-store software and
delivers against all these newly envisioned needs. The Unipower solution means that on-line,
catalogue and in-store channels do not work alone and in addition, the order management software
designed in conjunction with the House of Fraser gives clients the ability to handle the fulfilment
expectations surrounding the complexities of on-line sales, multi-channel returns and exchanges,
and extended supply chains. All the industry gurus currently putting pen to paper state that modern
retailers simply have to provide a seamless multi-channel retail approach which demands a single,
consolidated retail data and transaction platform. In other words you need to facilitate your
customers buying on the web and returning in-store with complete transactional visibility, rather
than trying to glue together disparate technologies and platforms. The integrated CorVu system
ensures complete transparency of data across all channels and inbuilt analytic and presentation
tools ensure that the right information is correctly disseminated within the business

True multi-channel retail solutions should no longer be seen as the province of the risk taking early
adopter, but as the mandate of the empowered, survivalist, 21st century retailer.




