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« Understand the digital path to purchase
- Optimize the brand site experience
« How channels impact customer journey

- Leverage retail media effectively

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.
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ChannelSight

A Powerful Managed Ecosystem

ENABLERS OF YOUR ECOMMERCE SOLUTION

Buy Now - eTail Monitoring Ratings and Content Promotion and
Online and Reviews Compliance Search Placements
Offline

The above pillars combined with bespoke development and configuration brings brand a comprehensive
view of the funnel .
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Understand the digital path
to purchase
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Understand the digital path to purchase

Digital path
to purchase

metrics

7/28/2021 © ChannelSight 2020. All Rights Reserved.

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
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€26.00 from John Lewis & Partners

Converse Children's Chuck Taylor All
Star Trainers

Yokdokok (9,537)

More options

€49.98 from Lee-Online-Store - |IE

Lee Rider slim Man Vintage Worn Size

€19.99 from H&M
H&M - Picnic blanket - Blue







Finding, engaging and cultivating those relationships over time will Iead 0

- . . f o N ChannelSlght
to higher conversions, bigger baskets & lifetime value. oo s

New Path to relationship
1 Old Path to purchase
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Mapping the Digital Path To Purchase to facilitate 1:1
relationships at scale across channels, devices & timelines.

NEW MODEL
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80:20 Rule: Determine the 20% of ‘Digital Pathways’
that influence 80% of your sales online & in-store.

IN STORE

IN STORE " IN'STORE
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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.

Winning the ecommerce consumer journey is a combined effort

Consumers are Consumers are
searching for your considering your
products products

Your products have good reviews

Your products are in stock and ratings

Your products have good content

Consumers are
looking to buying
your products

Your products are highly ranked

Your products are at good price
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Optimize the brand site experience

Haier
Europe
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N°1 Worldwide group in home appliances

Leadership by segments

Refrigeration Home laundry Winecellar Freezer
21.7% M/S 20.3% M/S 17.8% M/S 23.5% M/S
T

15.7% M/S

1
4 years in a row

SOURCE : 2019 EUROMONITOR INTERNATIONAL
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Key facts and figures

Haier Smart Home designs, manufactures

and sells a wide range of household 0] O O
appliances and smart home scene solutions. O ...
since its foundation in 1984, the
Company has been constantly adapting to

the development of eras through 160+ 25B € 100,000

> ’
.entrePr.eneurShlp and Markets Operating revenue Employees
Innovation.

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

122 10

Factories R&D centers Industrial Parks

Haier Europe |



Brand portfolio

Hcief GE APPLIANCES FISHER & PAYKEL Canoy

NQUN Casarte LGOOJEr  ROSIERES ®

Haier Europe |



Vision and Strategy

VISION

@

First consumer choice Being among the top #3 Having the first loT eco systems

w STRATEGY

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

Haier Europe |




Haier

Advanced solutions for
your home

UNIQUE ADVANCED TECHNOLOGIES

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

SUPERIOR DESIGN

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

TAILOR MADE

Solutions that respond to the individual specificities of any
home




Canby

Deliver brilliant and
simple ideas for your
daily life

SMART

ACCESSIBLE

ITALIAN




Effective and trusted
solutions for a healthier
home living

PERFORMANCE
perfect results and total care

WELLBEING
designed to provide a healthier home living

TRUST

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

H-PURIFIER




Target group per brand

PRICE
A
Premium
HOME ‘ QUALITY-
Core + SWEET HOME SEEKER
URBAN TECHIE
Haier
Core
Canpy
TRADITIONAL UNENGAGED
Value WAY DISCOVERERS
>
INNOVATION, TECH & STYLE

Haier Europe |
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stile ricercato e grande capacita interna

Frigorifero Multiporta FD 100 Serie 7

socumenm PoTREBBE ITERESSART ANCHE Rscension

FD 100 Serie 7

ENERGY Class AN

ENERGY CLASS D
ENERGY CLASS E

ERGY CLASS F

[enerovess  J€]

Classe E

Frigoriferi DOUBLE DOOR
Libera instalaziono Libera nsalleziona, 2 porte. Statco, Nesstna, Luce Standard, Classe
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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.



5 Ways Channel Choice impacts
Customer Journey

DIC
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ﬂ Bootstrap (Internal) .

Outsource Selectively



Bootstrap

Owner and operator model
Utilizing existing resources

Owning all parts of the
customer experience




2 QOutsource
Selectively

Utilizing experts or assets
from external 3" parties

Typically fulfilment
providers

Still own the customer
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Hands-off approach with
ready made solutions

COVID-19: AMESSAGE TO OUR KYLIE COSMETICS FAMILY... READ HERE
FREE SHIPPING DOMESTIC ORDERS OVER $40 INTERNATIONAL ORDERS OVER 460 SEARCH ACCOUNT MY CART 0 $0.00 USD
SHOP NEW BUNDLES & SETS BEST SELLERS BACK IN STOCK KYLIE'S FAVES
sy P
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Typically used for low touch
international expansion

LIP KITS

MATTE | VELVET | METALLIC

SHOP NOW
\3 %
. I\

Lack of customer
Interaction



4 Marketplace& - -

Licensees

Utilize ready made
audiences

White label solution

No customer ownership or
engagement

EEERLZEV)
Su erd welcome to superdry >
% sign in or register

>0 view bag 20 [

& mens womens
FREE DELIVERY IN UK, EUROPE & N. AMERICA

e

STYLE IN SUMMER. - {4

spend your summer In style with Superdry

SHOP MENS »
SHOP WOMENS »



‘ Omnichannel

Traditional expansion route

Our most requested product is coming soon! Sign up for details!

= Q Glossier.

Shop Al Skincare Makeup Body Fragrance Balms Wedding Edit ShopourSets GlossiWEAR  Digital Gift Card

Higher levels of brand
experience

Helps expand beyond your
online reach




Leverage retail media effectively
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Leveraging eRetail-Media

BEN TAYLOR, HEAD OF OMNI-CHANNEL COMMERCE




eCommerce growth means greater opportunities for brand experience and sales conversion

__—i

Retail Ecommerce Sales Worldwide, 2019-2024
trillions, % change, and % of total retail sales

$6.388

$5.908

2019 2020 2021 2022 2023 2024
M Retail ecommerce sales M % change M % of total retail sales

Source: eMarketer 2020

Top 10 Countries, Ranked by Retail Ecommerce
Sales Growth, 2020

% change

1. Argentina

2. Singapore T1.1%
36.0%

&, Brazil

5. UK

6. Finland
7. Philippines 33.0%
32.4%

8.Us

9. Norway

10. India

Weorldwide

PUBLICIS
COMMERCE



China leads the way in in eCommerce and eRetail Media

2021 - eCommerce sales exceed physical stores

2023 - eRetail media estimated to be 45% of total media market

Retail Ecommerce Sales in China, 2019-2024

trillions and % of total retail sales TOTAL ADSPEND BY MEDIA (%)

by Publicis Media AdForecast, Dec 2020%*

£3.565

H Classified & other

B Feed ads

® E-commerce
(search & display)

B Search engines

B Online video

W Traditional display

mTv

OOH
- - _ =
2016 2017 2018 2019 2020 2021e 2022e 2023e

2019 2020 2021 2022 2023 2024
M Retail ecommerce sales [l % of total retail sales

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).

PUBLICIS
COMMERCE

Sources: eMarketer 2020,



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

uUs Ecommerce Channel Ad Spending, 2019-2023
biliions and % change

DIGIDAY

a

$34.00

Amazon's ad business grows 44% during the first
quarter

BRIEF

Walmart's self-serve ad platform
arriving early next year, Business
Insider reports

2019 2020 2021 2022 2023
M Ecommerce channel ad spending M % change

Kroger Beefs Up Its Retail Media
Tech With Offline Sales Attribution

Note: digital advertising that appears on websites or apps that are
primarily engaged in retail ecommerce; examples include advertising on
Amazon, Walmart, and eBay; exciudes advertising on social networks or
search engines

Source: eMarketer, Oct 2020

259640

by Sarah Sluis # Thursday, February 13th, 2020 - 4:54 pm [f"' d

www. eMarketer.com

¥ exchanger

Wy
PUBLICIS
COMMERCE

Source: eMarketer 2020



Three key eRetail media channels

MARKETPLACES RETAIL NETWORKS DIRECT TO RETAIL

£ Atibaba Grou ® @ coles

Carrefour
er [ | : ,
amazon m’_,g,%dmo criteoL. Sainsburys TESCO Walmart
\\h--—":7
Boosting product visibility within native Inventory in key locations on retail.com Both onsite and oftsit tistad and
search results, activating display and within onsite search results, purchased oth onsite and ofi-site negotiated an
building brand partnerships through third-party network platforms. purchased directly from a retailer

The Benchmark An Early Leader Fast Evolving

COMMERCE



New platforms have enabled mainstream retailers to transform its offer

Citl'l..l SAd L board Campaigns ?‘ 3

Average ROAS Average conversion rate ( Average cost per click Total sales quantity

795% 68.17% $1.39 38.763

Campaigns Products Search Terms. History

Name: Sales. Av. positio CTR Conv. rate CPC Sales val ROAS

Totals { Averages " 7.4k 168%  6817%  $1.39 $35.6k $2826k 795%

ng 20x50.

Mount Franklin Ligh
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eRetail media becomes essential to brands as it moves to
data rich, performance managed inventory

E FROM

FSDU and shelf barkers

Spreadsheet managed
Neither transparent nor accountable
Retailer sales tax

Tenancy Based

ﬂ

";,-"TO

Sponsored search and programmatic
Self serve platforms

Data Rich and ROl led

Essential media platform

Performance managed




Media opportunities are wide and varied - they need to be leveraged with a clear framework

Digital, social ands collaborative ads Sampling Search Favourites Taxonomy
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To leverage eRetail media always start with an objective and KPI in mind

OBJECTIVES

MEDIA CHOICE

Awareness

goodfood

Recipes | How lo | Lifestyle & events | More Good Foud | Reviews | Health & nulrition

Easy recipes

ek k(56 atings)
Fancy a healthy version of your favourite Friday night chicken curry? The chicken

can be marinated the day before so you can get ahead on your prep

EASY @ HEALTHY

B somins
I, ﬁ Easy classic lasagne

Reach
Impressions

CTR
Trials

Consideration

Morrisons

MAKING %

Ramadan € £id

SPECIAL
pS una *
&z *

Humza Basmati Rice
HAKING
Ramadan & E£id
SPECAL

more
253 products in Ramadan & EID

Advertisement

. * . * ' *
FOOD
CUPBOARD FRESH FROZEN

Impressions
Clicks
CTR
CPA

Conversion

t - My Fevouries Beopwt  Bopcal Oy salowesn Deirey Baver

Toothpaste

T

Sell thru
Shopper numbers

Conversion rate
ROAS



Conclusion

&&&&&
S Cranmesight



Thank You

Dublin (HQ), Ireland

42 Pearse Street,

Dublin 2, D02 YX88, Ireland
Email; mfo@chonnelsght com
Call: (01) 902 2822

London, UK

The Hoxton Mix, 3rd Floor,

86 — 90 Paul Street London, EC2A 4NE,
UK

Email: info@channelsight.com

New York, USA

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

Amsterdam, Netherlands

World Trade Centre,
Strawinskylaan 13511077 XX
Amsterdam, The Netherlands
Email: info@channelsight.com
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