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• Understand the digital path to purchase

• Optimize the brand site experience

• How channels impact customer journey

• Leverage retail media effectively
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Agenda

If anyone would like an impromptu 15-minute demo today, please reach out 

to Hello@ChannelSight.Com and our team will facilitate this immediately after 

the webinar.

mailto:Hello@ChannelSight.Com
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Understand the digital path 
to purchase
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Digital path 
to purchase 
metrics

Understand the digital path to purchase

Repeat customers are 
responsible for 

40%
of an eCommerce 

store’s entire revenue

58% 
of people churn 
with a company
because of poor 

customer experience



Welcome to the new consumer paradigm







Success is now about 
creating lots of great 
experiences.

Just like dating.

Image: “Young Love” by Colin Carmichael



Source: The future of retail. Success at retail is about creating great experiences. Just like dating.

Finding, engaging and cultivating those relationships over time will lead 
to higher conversions, bigger baskets & lifetime value.



Mapping the Digital Path To Purchase to facilitate 1:1 
relationships at scale across channels, devices & timelines.
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80:20 Rule: Determine the 20% of ‘Digital Pathways’ 
that influence 80% of your sales online & in-store.



THE ROLE OF TRANSACTIONS IN BRAND STRATEGY

Winning the ecommerce consumer journey is a combined effort
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Like any other marketing practice, winning the digital shelf and the eventual sale is a collaborated effort of all the key factors 
of the shelf working in harmony.

Consumers are 
considering your 

products 

Consumers are 
searching for your 

products

Consumers are 
looking to buying

your products

Your products are highly rankedYour products are in stock
Your products have good reviews 

and ratings

Your products have good content Your products are at good price
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Optimize the brand site experience
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N°1 Worldwide group in home appliances

15.7% M/S
4 years in a row

#1
21.7% M/S

Refrigeration

20.3% M/S

Home laundry

17.8% M/S

Winecellar

23.5% M/S

Freezer

Leadership by segments

SOURCE : 2019 EUROMONITOR INTERNATIONAL
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Haier Smart Home designs, manufactures 
and sells a wide range of household 
appliances and smart home scene solutions. 
Since its foundation in 1984, the 
Company has been constantly adapting to 
the development of eras through 
entrepreneurship and 

innovation.

The company is listed on the Shanghai
and Frankfurt Stock Exchanges.

Key facts and figures

10
R&D centers

25
Industrial Parks

122
Factories

160+
Markets

25B €
Operating revenue

100,000
Employees
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Brand portfolio
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Vision and Strategy

First consumer choice
in smart home solutions 

VISION

STRATEGY

Being among the top #3
in the industry by 2023

Having the first IoT eco systems
for outstanding experiences

Develop an
eco system of services

Delight consumers with
a rich and relevant

connected user experience
100% of products connected by 2023 10M Registered user base by 2023

#1



Fresher Techs, a unique set of state-of-the-art innovations 
integrated throughout Haier product range.

It’s not just a functional matter, Haier provides ultra modern 
designs that stand out from the crowd

Solutions that respond to the individual specificities of any 
home

UNIQUE ADVANCED TECHNOLOGIES

SUPERIOR DESIGN

TAILOR MADE

Advanced solutions for 
your home



Complete range of connected products and 
unique solutions to simplify consumers’ daily life

Value for money proposition and easy 
to use products and technologies

An Italian touch in product design, attention to 
details and attitude towards home living, food 
and a lifestyle

SMART

ACCESSIBLE

ITALIAN

Deliver brilliant and 
simple ideas for your 
daily life



perfect results and total care

designed to provide a healthier home living

from the first vacuum cleaner inventor, more than 
100 years of experience 

PERFORMANCE

WELLBEING

TRUST

Effective and trusted 
solutions for a healthier 
home living
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Target group per brand

Premium

Core +

Core

Value

INNOVATION, TECH & STYLE

PRICE

QUALITY 
SEEKER

HOME
SWEET HOME

TRADITIONAL
WAY

UNENGAGED
DISCOVERERS

ASPIRATIONAL

URBAN TECHIE

INSEAD





Brand websites must provide the right 
experience depending on the target 
customers.
Content must fulfill the expectations of 
our visitors (USPs, Technical specs, 
Manuals) from any journey they 
embarked into.
Websites + Content must delight visitors 
and turn them into customers, 
potentially in a click.
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5 Ways Channel Choice impacts 
Customer Journey



5 Ways Channel Choice impacts Customer Journey

DTC
Approaches

Omnichannel

Marketplace & Licensees

Fully Outsourced

Outsource Selectively

Bootstrap (Internal)



Bootstrap

Owner and operator model

Utilizing existing resources

Owning all parts of the 
customer experience



Outsource 
Selectively
Utilizing experts or assets 
from external 3rd parties

Typically fulfilment 
providers

Still own the customer



Fully Outsourced

Hands-off approach with 
ready made solutions

Typically used for low touch 
international expansion

Lack of customer 
interaction



Marketplace & 
Licensees
Utilize ready made 
audiences

White label solution

No customer ownership or 
engagement



Omnichannel

Traditional expansion route

Higher levels of brand 
experience

Helps expand beyond your 
online reach



Leverage retail media effectively
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B E N  TAY LO R ,  H E A D  O F  O M N I - C H A N N E L  C O M M E R C E

Leveraging eRetail Media



eCommerce growth means greater opportunities for brand experience and sales conversion

Global ecommerce sales grew 27.6% Growth is not restricted to a particular region

Source: eMarketer 2020
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China leads the way in in eCommerce and eRetail Media

11% 11% 11% 11% 9% 10% 11% 11%

27% 23% 20% 18%
16% 13% 10% 8%

8%
7% 6% 6%

4% 2% 1% 1%

6%
7%

7% 7%
5%

4%
3% 2%

11%
9%

8% 7%

5%
4%

4% 3%

15%
17%

18% 19%
30% 37% 41% 45%

6%
8% 13% 14% 16% 16% 17% 17%

6% 9% 10% 10% 8% 8% 8% 9%

2016 2017 2018 2019 2020 2021e 2022e 2023e

TOTAL ADSPEND BY MEDIA (%)
by Publicis Media AdForecast, Dec 2020*

Classified & other

Feed ads

E-commerce
(search & display)
Search engines

Online video

Traditional display

TV

OOH

2021 – eCommerce sales exceed physical stores 2023 – eRetail media estimated to be 45% of total media market

Sources: eMarketer 2020,  

Note: "Classified" includes ads spending on classified websites, such as Ganji and 58.com; "Other" includes all the 
rest which couldn’t be sorted into any listed categories, mainly seen as ads spending on Social Sites/Apps and 
Navigator Sites (e.g. Hao123.com).
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eRetail media growth in the US has been a long term trend

Driven by Amazon success, retailers develop offer eRetail media in continual projected growth

Source: eMarketer 2020
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Three key eRetail media channels

MARKETPLACES RETAIL NETWORKS DIRECT TO RETAIL

Inventory in key locations on retail.com 
within onsite search results, purchased 
through third-party network platforms. 

Boosting product visibility within native 
search results, activating display and 

building brand partnerships

Both onsite and off-site negotiated and 
purchased directly from a retailer

Fast EvolvingThe Benchmark An Early Leader



New platforms have enabled mainstream retailers to transform its offer



40eRetail media becomes essential to brands as it moves to 
data rich, performance managed inventory

FSDU and shelf barkers

Spreadsheet managed

Neither transparent nor accountable

Retailer sales tax

Tenancy Based

Sponsored search and programmatic

Self serve platforms

Data Rich and ROI led 

Essential media platform

Performance managed

FROM TO
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Media opportunities are wide and varied – they need to be leveraged with a clear framework 

Digital, social ands collaborative ads

Cross sell

Sampling Search

Checkout Brand pages

Favourites Taxonomy

eCoupon & Sampling Events



To leverage eRetail media always start with an objective and KPI in mind
42

OBJECTIVES

MEDIA CHOICE

KPIS

Awareness

Reach
Impressions

CTR
Trials

Sell thru
Shopper numbers
Conversion rate

ROAS

Impressions
Clicks
CTR
CPA

Consideration Conversion
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Conclusion



Dublin (HQ), Ireland
42 Pearse Street,
Dublin 2, D02 YX88, Ireland
Email: info@channelsight.com
Call: (01) 902 2822

New York, USA
56 Ludlow Street, Ground Floor,
New York, NY 10002
Email: info@channelsight.com

London, UK
The Hoxton Mix, 3rd Floor,
86 – 90 Paul Street London, EC2A 4NE, 
UK
Email: info@channelsight.com

Amsterdam, Netherlands
World Trade Centre,
Strawinskylaan 1351 1077 XX 
Amsterdam, The Netherlands
Email: info@channelsight.com

Thank You

mailto:info@channelsight.com
mailto:info@channelsight.com
mailto:info@channelsight.com
mailto:info@channelsight.com
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