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UsgiwAluseswauaiidnsinsidnfeszuuninea (digital penetration) wagnsligunsaifdneags
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ngalulanUsewmenils mednsimsldnsdwiadeulunisidntessuundneaingeds 81 wWasigus
lronsinisvisesuladiindwdu 7 Wasidusvesdnsinisvieaunvest 2014 Harvard
Business Review Ainwiigdfiuiiauinsszuuiines uazdniuisasuaudaglulszian “stall out”
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Faaneanuindulssmanluefinldiiaunnisideglududuigand wimdawinussdaauvilid

ANULEBTIEANDUAUAINT (Nanninga, Ward, & Hoong, 2015)
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wuty Tngn1sidgutemnanisteduimi annsassuigldnnnginssuveuslna

a0 =

Tunan 5 Yl Sadanududwesgnadmsuiuiniiviniuazanastia 57 Wesidus us

1%
=

YaANsPedumvesgnAluksazaTInquUITLNUAUWN esanguslnagailiianudieiuay
auwmalulad JuhlingAnssuvesuslaafouuwdasly guilaatuuiliungmdeyafnusuai

' a 1% o v v A v ' o & A A g o P VY a
feufiazidnlugeiue lnsanzegrstsnsmdeyanuinsdmadeundutadenseiuliguilnn

a o v 9 a L A v oa v a ! & 1 aa v Y Ao '
wunmallgesmanuanluiiug duslneraunseasislawelniquasansadaindduilathdmiivged
Tusrumlununmensidausyninu 9105189 U084 Retailnews A1sAUMA1IN “InatAse (Near

me)” IgfinTuduvingludfieuan (Retailnews, 2016).

faudSumndneaasiaiaiulnegieninda ua 93 Wesidunresn1smuanuewaddniintun

Fuefdivtisu Iae Deloitte las180u31 nMsmInn1salgnavingsa (Industry Forecast) wandly
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W31 Basiinniseesulataziidnsuiutusgaatiles uwiog1slsAnuludn ¢ Ydramin deanng
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Y

saulalulusasuaufasdinallsns1tiosnin 10 WesEusvaIn1suIeamnus 198AIAI1 10

WesiWualazinisvenesuivtuluewaamdsan 4 Ui dslunagnsdmiuganineadsiniig
o & a aa S B "% v v awv o
Judumsznsvindesssuuidneadusesilululild wageedessensuitamnislunisinaus

WAz INNTINVRINIAUAN (retail offerings and innovations) LieWaIWIUTEAUNSAIVRIRNATLR

?jﬂs?gjju (Nanninga, Ward, & Hoong, 2015)
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SvswavessyuLRInealanmuasuwuuignAdudtedendeduiuaznisdndulaluiu dadud
AAUANaEAesUSuMlTiY finUdnazdesanunsaneuauenumanisiguvesgaamnssuillvle
108 Deloitte 1onan31 1wt 2014 weluladfineaildnsnasonsdnauladedusds 30 wWeosidus
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9819089 16 Wosidud (3o 1.3 wiludugls) veanisviewuiu (Nanninga, Ward, & Hoong,

2015) tindevagldgunsaiddnealunismdeyassulatifeifivdudtug wazaudssaunsaivels

1 d‘
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1

JUNMIL:8M5NavesszUUAIneauar vaalnsAnilaaeunninen)s e lusIugin-store)

€248 €138
/ il
0% | | 6%
\ J
Digital Maobile
Influence Factor Influence Factor

Source: Digital and mobile influence on in-store sales (Nanninga, Ward, & Hoong, 2015)

sUMMI2:aveTignAnaenltideaglusum
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FETCHTTAE 20N ERr make
il 2] | =3
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% | [ L 18% ) | | 255 |
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' ™ = M S == 00
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#
.-"' .(.f_- 5 \". I//-/J I_.-’ lr,.»-- \ { /--J <\' "-.I
| I'. B ! | | | &% I"_", | [ 14% |, | | | 8% ) |
Sales Associate Wi Y '.‘\ bR LY "‘R____/' Fi TP, e Y
S N N e __,/

Source: Smart phone as assistant (Nanninga, Ward, & Hoong, 2015)

wennnsAumdeyaseulal guslaaddddnsdmindounlunisleutuandyisuinsvesmuluds
Joufisuia1svesiiua nis “nmsldnsdnriiadeuidonsziUlusuniunsIan 3,000 Aoaans Yedei
[ v ooa ooy ! 1 &) 9 1 1 a ! v Y ¥

Masngtuiuay” vasruiulniildldzesiudandndely dndevssuladldiiavunyledly

Insdndiindeudianasdntosynd varisnsnisvenduliulnegareliios (Retailnews, 2016)
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4%

Apparel

Furniture f Home Furnishings /
Home Improvement

Baby / Toddler

Miscellaneous Supplies
Food f Beverage
Automobile £ Bicyle

Eectronics
Health / Wellness / Beauty

Books f Music / Entertainment
Source: Extra spending (Nanninga, Ward, & Hoong, 2015)

L2 4

nsnsedwiuAdnea (digital stimulations) shlsiguslaasndduineldasemnnnindiee Tne Deloitte
Iéndmdn fuslnadndndn 35 wWesidus 19duanntunastoaudlédamiu (complementary
items) Tunfoufududniindlarsdouiusnidesnnldsuurifonas viouniansal uenanidsd
Fuilannt 21 Wesidudfimaelenanndinanifiuiiuas/Mieanguesiosoulatl Fafilumely
wneduieIntuniuiy Ussna 18 Weddudvesjuilan dedudmemgenii iesnnldey
Unde, uidasalSeruugimnly Tnefingudnaud 12 wWesiduduvesgndn Aulalududdinanian

AnTIRTIiUANABINTTIINNITEUTRYAGUABaUlaUNTRAINUNTANTA! (Nanninga, Ward, & Hoong,

2015)

3. Micromoments

v a v A A 0o & A wa | A A °o o I
Google T1891U31 Fu1edumuaniszaunnudisanednusautemaiazianuddguazily
Useglewd (Valuable) ungnAnvaeniniunlelugaeial micromoments ¥asianlanamile
Micromoment fiadavaeiiguslaavguainivlvueanuienaganiuniseddlaatamily

] & a v Y 9 a v oA X a v .
N3EUINNNSTe Pe0199slun1suesndum, nMsAumdeyaduivie N3Pedud (Retailnews, 2016)

v v [ o

Deloitte gausud namdndridsimuwazauraianigonsnioguszaia 1 U Deloitte laauiua

o

fwmsualdwrdusialy MImanivesgnaziinuinay Deloitte U588 ‘micromoments’ 31
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Juwmilou “yaduiaidnea (Digital Touchpoint)” ikandnsivesruiiltgunsnifdneanou uaz/

1Y

139 T219NTeaUAT (Nanninga, Ward, & Hoong, 2015)

FUNMIA-anENavesszUUAInaaine Conversion luseniNnszuIunIsduIeidontodun)

BEFORE DURING
{PRE-PLIRCHASE) [FLIRCHASE)

ke | b

= -

Source: Use of digital touchpoints (Nanninga, Ward, & Hoong, 2015)

Deloitte §995UN8ANTNAVDITEUUAINDALALVDINTANNLARDUNVBIA AT LULAaTUTELNN Deloitte
WOINAINATAINAILENIDNITEAUVDIBYENaRINDaNITnaUTZIANAUAIUIUS (Nanninga, Ward, &

Hoong, 2015) Ussinnuazdvnswalagnesuiglilugunini 5
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FUNMI5: BvsnaveuTrUUAINeaLa: InTANilAAouTIveIinTIenNn 1NN

Dutch Digital Dutch Mobile
e

Electronics
[e.g., TV/audio, mobile phone, horme
appliances|

L0%

28%

Automobile / Bicycle
[e.g., bicycle, auto parts, new car, used car|

44%

23%

Furniture / Home Furnishings / Home
Improvement
[e.g., fumiture, home décor, wallpaper, DIY]

41%

2405

Books / Music / Entertainment
[e.g., books, music, games, movies|

39%

22%

Baby / Toddler
[e.g., clothing, essentials, nursery items]

38%

250

Health / Wellness / Beauty

[e.g., prescriptions, OTC, medical equipment,

fitness/sports equipment]

35%

22%

Apparel
[e.g., clothing, outerwear, shoes, essentials]

349%

21%

Miscellaneous Supplies
[e.g., pet supplies, office supplies]

27%

14%

Food / Beverage
[e.g., delivery groceries, specialty foods and
beverage]

22%

10%

Weighted Average

30%

16%

Source: Categories (Nanninga, Ward, & Hoong, 2015)

N3EUIUNINTFOAUAIVDINANTYUNANTTUS (interaction points) NdAWa189A
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sUnW 6 Deloitte wuzihginUantidnwmiuunussinnvasenudesmsuas Uymiguilaala

o

Uszau wazimunilindunineaiodnnisiudsninar (Nanninga, Ward, & Hoong, 2015) Google

Tesureferianan (moments) auq Lilugentindala

[

N
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FUNMI6: ¥23387(Moments) id1ARYAAANTEUIUNNTNIIUIILIRRNTOFUAVDIGNAT

Apparel —
Furniture / Home Furnishings / Home
Improvement

Electronics ——

Autormobil

Food/Bever age

Find Browwsaes Selects Purchases Leturms

R
nspiration Research Validate Pay 5

Critical imleraction point ! Less cribeall imteracBon poin

Source: Categories (Nanninga, Ward, & Hoong, 2015)

3 A. Baandusenlaloews (-need-some-ideas moments)

“faananduesnldleis” Wutwausiinudlowsvesssnnauifinuaulaluniwsn widslilain
TaluaulnAudmds 31 moments dindnil asmudie “drnandisuileunmasiafan Which-
one’s-best moments)” Fuutraaiifuslnasziliouiiisunan, B9 uaz Joyadimy uaznidy

YIMIAUALINUTNININLBUUNITAL YNganre “9rIaidusende (-want-to-buy-it

v
A a ¥

wnaulainazaedunseulatnsed

moments)” #uslnalasindulaiendviense gA1UEN uazidas

Y

I v o Y a | | | = Yy a ° = 1Y) U A
$1uAR Google laedungdisnailulnazyi derrvanaiunsadrluleluniswssundensuiienu

Y

Qﬂﬁﬂﬁ (Retailnews, 2016)
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= ¥ U
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Y

¥ 1
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ils Google Na1d1 Uszanas 90 Wesidudveldaunivin azdilisiasvedumaviolnslu

Y
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=~ & q‘

H38179NE Google Fana1rialusnii danu FraianiiFadudiianigriuanaisnsendnds

a @

Huslaa Tnenisiaue “deyaiilunssiuniala” uay “lalfe” na1ife eAuaumdviedum T
| = i 9 v a A v v s 2 & v v
aguaniigaLanIn udlikansdesineniiieataslume lneuszana 40 Wesidudvestindoussm
% v ' sa sl @ = & v
Joyalaanine uag auuszian wu weitiaesfieenuuulaetinesnuuuniely wie e

(Retailnews, 2016)
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3 B. Yranandiyuliisumdeniaiign (Which-one’s-best moments)
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(% (%

Aagagdenantl nshfseyaveduiniuinwetarheifisslarsindadianudnlu lng Google

Y

gananasielidn 59 Wesiwudvesilidumesilalasuteyaiiieldlunisdnduladedu Aninaosaiud
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¥

A “dd' 9 o X 1 ¢ @ 13 S ¢ @ 13 Y a 1 1 =
UATN “AIER ™ LWUYUNINAIN 50 yUatkus 4anaNuUnI1 80 LU@iL%um‘U@ﬂ[ﬂUﬂﬂﬂﬂﬁ?’n’]‘W’JﬂL‘U’m

N

Aanusiulanuuninsaleeuladnefuniulafuduurihilasuludiudy (Retailnews, 2016)
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(Retailnews, 2016)

3 C. 9291281913Ua81n%8 l-want-to-buy-it moments

Lidnsueasindurituniavsininfounusell wWelnshmunguslaaladnduladonuds

Y L2

nsansiiadeudia TamsDutadudragludianani AAUEN FudunazdaelinudAAutInaIves
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ASEUIUNITNSVI8UIALN (Retailnews, 2016)

nsvevandrlugdnadunsneniaduludua wiegslsAinusvinavesaunsnlnuiifiuay
98195357 NaNfNsd1339783 Deloitte “nn9 1 aeaa1sngnidlvluduienidiu 64 wud sy
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2016)
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vunlgdvesgiuan winwiaglunienaniidu (Retailnews, 2016)

Toiauauurdnluhe madawemadenivainvaslunmsdisyRukasnisaadu Mduslnansau

¥
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nulevewAUan mnmnndesaiadyddldneunazanunsatisetuld e Google liawely
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(Retailnews, 2016)

Y a v A v A IS v A 1 Y Y dy 1 @ v . 14
Quﬂmﬂmmsxmumimammauiamuauﬂuwﬂmﬂ’smuuuulmmﬂﬂuaa 1y Deloitte lalans

anunsalvesindliluguninaiuans

Ui 7: dnsnandneandluiunausify (Key Stage) v89nseuIunIsnIsanaulaveswusing

4% Only 18%
0% of cansumers prefer to of Dutch consumers have
I LUREd i U
of el ey get product information used & mobile payment device
U u ¥ =

are self-directed b T in-store butdl%t /.
“product missions” Al At SRS st gre willing and  |Purchase
9%, interested

J:
of shopping journeys prefer to approach ] e

- a store associate "
are solution focused 3 3
W s . " Purchase
discovery missions
Pre=
Purchase |

/’-" : Frequent store visitors

I 5 {3+ times per month)

>~ use digrtal
a0%
more often than
20% steady visitors
_ of consumers will spend

Shoppers are 3% more due to digital, frequently

more likely to make a purchasing a complementary

purchase the same day itemn along with the originally

when they use social media planned purchase
to help shop either before
or during their trip

Source: Customer journey (Nanninga, Ward, & Hoong, 2015)
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Deloitte nan331 dndeudnd 32 wWesiwud awilewasdedualuiudeiuiuiuily socal media
Frelunisdentedua lidnvsluneu lusewing vsendinseuiuns gl4 Social media Jugeld
 vay g Y . . I3 ] o A YR
aoeanNINLLY social media 10U 3 Wihlaguszuna suiilownainyszaunisallunisiuing
AUANTTUURINDE wazaLmilawdl social media agilunumddglunisdudngldasenuindulussuy

famaa (Nanninga, Ward, & Hoong, 2015)

13| Page



Navigating the New Digital Divide ®O®

www.deloitte.com/us/RetailDigitalDivide

Capitalizing on digital influence in retail @beloitecs

Follow #RetailDigitalDivide

For the third year, Deloitte studied over 3,000 U.S. consumers in late 2014- DULLAH IMPAB‘I‘ CUMPAHISUN BETWEEN DIGITALLY_ & M[]BILE_

early 2015 to understand how their digital interactions are influencing
in-store U.S. retail purchases. Many retailers are dramatically underestimating INFLUENCED SALES AND E[:[]MMEHBE IN THE US, 2["4|

the influence of digital and are caught in a divide where they are making digital “Nearl
investments that primarily support their eCormmerce business rather than their

brick-and-mortar business. This year, the data clearly shows that digital Total Retail Sales _ 837[” one-in-three

influence continues to accelerate and shift the ground under the feet of Shoppers say
retailers large and small alike. Digita:?_—;;lglrlée?ac‘ii S 1707 the% Spend more
when they use

82 2 U U U U U U U U U U U M snore saies I $ 0.971 df%ita/ c;)s part of
t - .
| | 5 5 eCommerce Sales . S []3[]"' eir s Opp!ng

N : ) . . pfOCE.’SS.,,
in brick and mortar retail sales will be influenced by digital
by the end of 2015, or 64 percent of all in-store sales.

DIGITAL AND MOBILE INFLUENCE ON IN-STORE SALES ( — \  DIGITAL & SOCIAL MEDIA USAGE RESULT IN HIGHER CONVERSION & SPEND
$035T  SuOT  §L707 SO6T  S059T 097

Isno o

Shoppers are 29% 45% ofconsumers  Consumers who use Consumers that
more likely tomake  say digital makes social media during use digital when
a purchase the same  shopping in-store their shopping process  shopping in-store
day when they use easier are ~4X more likely convert at a

social media to help than non-users to 20% higher rate

RETAIL CATEGORIES MOST AND LEAST INFLUENCED BY DIGITAL G shop either before or spend more of than those not

r during their trip significantly more using digital
Electranics Bl \ J/ on purchases

Home Furnishings 599%

So it is not about
the digital business,
it is just business.

(= o) o
_ In a world where @ @
\ o nearly everyone \p N
._ y is always online,
| . . | there s no offline
' oz . ! iz o4 1

203 204 2013

ALUTOMOTIVE e ——————————————————————— 555

Entertainment 55%

BabyToddler = THE CONSUMER'S SHOPPING JOURNEY IS INCREASINGLY SELF-DIRECTED

e Il 2013 Metric

Healtn/Wallness Il 2014 Meric U of consumers are 0 of consumers read product
Misc. Supplies 0 Ieading their own D revliews during their path
Food/Beverage shopping journey to in-store purchase

(becoming aware of products through means outside of retailer or brand advertisements)

gun i 8: uandinvesasmaenan lunsdaivarsaumauazanuuuylua (New Digital Divide) Source: Capitalizing on digital influence in retail (Deloitte, 2015)

14 |Page




4. aamsalaatunisalluauian: Vis-tailing wag n15vingsnssunianuaula

wAMUARlmivesnsAUanesulatAeiuwuy Pop in tagldnsliieuduuuy “wallouass” @9
aeNendn way 8aUlaNAUAT WL LATBLNYTNABY, NSELUN, TBIWIN YSBLADRILATBILAINIY EU1TH
gniandlaeiievgyland wazde Vis-tailing U fileivgyaraunsanansdumiiguulasusy

NnYeNyH warausaneumnuguulannA1a1y (Leaper, 2016) FBlayilivaduuanansadensy

v
o

Y a v & a Y] a o 1 ° vl & I3
LGU']'sjﬁz'UULLaSGMJau@qSUULWEJ'JﬂuVLéﬂ,UL’JaWWIEJ'Jﬂu u@ﬂ‘ﬂqﬂu@qﬂqllLLa%ﬂ’]@]@‘U“U@\TQQUﬂQ’W‘USL‘Uu

Usglevuiuguslaaenle

JUNMIT9: 9nTI5ENINNISIINISTISeduR Ul sANleAouTugasUssinn AU AINalAslery

5%
B
_ K i
1'%
0%
o = o 6%
5% I 4%
1o I0%
8%
o < B I I
pbobile wallet Retailer app In=store digital Virtual cwrrency  Subscription based  Mobile-checkout
payment shopping

Source: Potential opportunity (Nanninga, Ward, & Hoor;g, 201-5)
fuslnadndadnslanadirnunssieteduiterliusslonivesnstrssdunuuiinealunniu e
avmnauedadunislunuandiddyfiaavomsiuiedentodudesulad Ussneufudesan
flusdla, Muansdumauraslund@usaunanase (Real-Time), Madenlunisasdudnd
sanvans wieunsguilnadiannsamunuiiuduneulunisiuiedendedudliionn oz

anunsaviiguslaadndiuunldnistissRusuuidneaniniu guilaadndua 10 Wesidudldnng

" Y
a A

P15 RULUUATRDaVULNTRUDILUSIUA LenI1 45 Wasidusataslanasianuaulalunistise Rk

(% (%

sUwuuil (Nanninga, Ward, & Hoong, 2015) fuiiu gA1uandsmisasmuiundled visiuy Desktop

Y

WaY/%30 LuU Mobile THuINTU Lazne1e1UanIaINTLUIUNITTITERULRTANNTIALENNEITY
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msamuuUlmidnegimils fio “nmsvhgsnssuesulailagdulya (frictionless online
transactions)” Fufun1sussaiugeanuesnisuims nsansdsetadldeoulatldainesyaunisal
Tunsdudnedendeduilnglimananifissudnsaien (dsanan Amazon) wieustsgninuildlu
MINAUINITIATILNGNALUUTNYBIN (Cross-channel customer) Wag Sales attribution
modelling fuslnaagldsuustlovifuimsfiguiloatimadeniivarvaslunistiseiiu uasas

S vy

Tasuuseloviainauing (Loyalty) idAuanaziausly (Nanninga, Ward, & Hoong, 2015)

Y

a oA | ] & v % a o v &
1Uan Ao Iuslj']\'ilﬂaq (Moments) Ma@1UY WINLYIAZADINTDUNALNAIUU

Uszlevtl (be available and useable) Google s¥UNarasuIedN auIAnvaIN1sAIUENagluYITIAN

(% '

a U o ﬁ ]

UN

1
S o

dnqwianil dmsuiuslaa mnanlddenudnduiiasdeegluiu widmsudauantu 9

Y

wipsegluniignaAey (Retailnews, 2016)

ANSNANNAIUYBING (Channel) Nannvane

[
& o 1

Wudeddadmsunaindnd isiamia
paulavnazealavazdaslimnudnaunas

doansiuguslaaindmaninausesls Aty

WAUMANNIS 1T 75 adugesudulunns
Useanu (coordinate) Useaunsalsening
1 1 d’l % 1 = 1
desmauanil nanlua)q e ldasaziae

AUT YU (needs) wag u3994la (incentives)

UBI5IUAN
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