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7 eCommerce Trends That

Will Shape Your 2020
Strategy

By Niall 0'Gorman

Head of Strategic Alliances, Partnerships and Co-Founder at ChannelSight.
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* Key Trends, Insights,
Takeaways

» Case Study
* Recap

If anyone would like an impromptu 15-minute demo
today, please reach out to
Marketing@ChannelSight.Com and our team will
facilitate this immediately after the webinar.
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1. Direct-To-Consumer Brands are feeling
the Shift

2. Personalization drives sales
3. Omnichannelis the way to go
7 Key Trends 4. Subscription-based eCommerce Model is
the Future of Business
5. Online helping vs cannibalising the high-
street
6. Automate, Automate, Automate!

7. Pre-loved commerce
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Trend #1
Direct-To-Consumer

Brands are feeling
the Shift
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Direct-To-Consumer

Brands are
feellng the Shift

Barriers to entry infto ecommerce world has
changed.

Background

People can access any information online
and have the easy access to look at any
product information they want.

« They advertise direct fo consumers and are
changing the way ecommerce world
WOrks.
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Direct-To-Consumer

— Brands are feeling

John Bruno ad ...
- VP of Product Management, Elastic Path

Bose is not a retailer. It never has been even with its retail presence.
Bose a brand manufacturer that prides itself on R&D. In an increasingly
competitive world, they're pouring more into the evolution of existing
R and creation of new products (including software products). As they
A l — ' have also become a software company their digital presence has

_aﬁjlﬂlﬂml wallmﬂ‘mlr o _ improved quite a bit; it's gone from run of the mill commerce storefront

N b . to compelling content that is transactable. This is 100% the right move
for Bose. Bose does not need retail.
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to Close All of Its U.S. Retail Stores in Pivot to Online Shopping | Digital
ds

altrends.com I. Josh _P Tend ) Ad «.s
B2B eCommerce | Entrepreneur | Speaker | Investor

Many brands have to become retailers as they compete for
margin and customers. There is not much left to cost out so they
shrink their channel.
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Trend #2
Personalization drives
sales
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Background

Personalization
drives sales

« Tech advance in customer journey has
helped shape the eCommerce world like
augmented realty for virtually expecting the
products your customers may buy like IKEA.

* Investing in improving your consumers
experience online will be one of the key
factors.

* Mobile eCommerce rises and will keep rising
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Insights

A/
:@ ~ How can you leverage in-store customer information to personalize across channe
f=

| PURCHASE MORE FROM RETAILERS WHO...

Top-2: Strongly/Somewhat Agree

Suggest products based on browsing or buying behavior

| am likely to engage with a new brand and purchase when | see
online ads for products I'm interested in based on my current and past

Personalize online ads that promote offers and products
from websites I've visited

Send me personalized emails based on my past
browsing and buying behavior
CATALOGUE

A brow prirsed plce far afown
ol minchictes o anplore NEA = = L
Personalize the shopping experience across

all of their channels

0/ Show personalized ads in my
o social media feeds
The bottom line is that consumers are purchasing and engaging more

when they receive a truly personalized shopping experience in a
consistent and coordinated fashion.
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Takeaway

Personalization
drives sales
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Trend #3

Omnichannel is the way
to go
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Omnichannel is about
creating positive and
seamless experiences

Background

A lot like dating!

« According to statistics by Absolunet, 82% of
users are looking for directions of retfail stores
using mobile devices, and 18% of them
make a purchase within 24 hours after the
search.

* Which means users prefer the brands that
help them at every touch point of their
journey from online to stores or vice-a-versa.
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Brands need to be
where it matiers, o
when it maters

Consumers take a multi-device path to purchase

Start on a I
[ ]

25% Startona h
PC/Laptop

il

Cultivating those relationships over time will lead to higher
conversion, bigger baskets & lifetime value
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Trend #4
Subscription-based
eCommerce Model is the
Future of Business
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Background

SUBSCRIBE

Subscription-based
eCommerce Model
is the Future of
Business

As evidenced, many of the subscription-based businesses
thriving in today’'s market, like the very popular and very
well known — Netflix, Amazon Subscribe and Shave, Dollar
Shave Club, and many more.

In the eCommerce world as well, the subscription model
has also proven to be a winner. Learning from the best
themselves, Amazon have a “Subscribe and save” pricing
model where people get their regular daily household
items.

Depending on the kind of items being sold, brands can
have a unique pricing strategy for their business model.

amazon

DOLLAR SHAVE &) Subscribe&Save
[ofH1]:] §\‘ /V//
I\
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Subscription-based
eCommerce Model .
is the Future of
Business

Top 10 sites with highest nhumber of current subscribers by gender

Women Overall Men

Amazon Subscribe & Save 1 Amazon Subscribe & Save Dollar Shave Club
Dollar Shave Club 2 Dollar Shave Club Amazon Subscribe & Save S U B S C R l B E
Ipsy 3 Ipsy Harry’s

Birchbox 4 E

Sephora Play! 5 Birchbox BarkBox

JustFab 6 Sephora Play! Loot Crate

7 Harry’s Birchbox

BarkBox 8 BarkBox HelloFresh
StitchFix 9 JustFab Home Chef
AdoreMe/ShoeDazzle 10 HelloFresh Instacart

McKinsey&Company | Source: McKinsey analysis
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Subscription-based
eCommerce Model
is the Future of Business

Acquiring and converting customers for subscription services is a
challenge —but there’s room to grow.

Performance across purchase funnel' by type of subscription e-commerce service,?

Replenishment Overall
: subscription ! | subscription
SUBSCRIBE Heard about { i =
subscription . 54 - 49
40% y-49%
Familiar with : | =
subscription E 26 24
10% | -13%
Considered =
subscription ﬂ 22 21
- o —45%
Subscribed m
at one time 12 10 13
= -39%
Currently y
subscribing E 7 E H
- 100% ,_‘
e
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Trend #5
Online is helping to
cannibalise the high-street
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S Online is helping to
cannibalise the high-
street

« These days, the eCommerce giants are changing
the way people are shopping.

« High streets are getting less and less crowded as
the convenience of online shopping increases.

« Brands need to keep consumer behavior in
account to supplement the footfall in physical
stores and that customers do visit stores and buy
there.

« One way is to keep the engagement and
entertainment ongoing to attract customers 1o

stores.
%KChannelSight”




Online is helping to
cannibalise the
high-sireet

Retail Store Closures
Spiked in 2019

Number of major retail store openings and closures
in the U.S. announced in 2018 and 2019

M 2018 W 2019°

9,275

Openings Closures

* 2019 figures as of Dec. 27, 2019
Source: Coresight Research

©@®06 statista Za

Insights

T ST

Retail Reeling

L).S. retailers are on pace to close the most stores in more than a decade... _and they are adding fewer jobs.
. store closings LS. retail employment, change from previous year

8,000 stores 25%
6O00 20
15
4,000
— Projected 10
March 20
¥ib L 15.9 millio
o 0 Seasonally adjusted  +Preliminary AQ37
I I I
2000 2005 2010 2015 2017 2014 2015 2016

Smaller specialty chains such as Bebe and American Apparel are closing all their stores,

while larger chains such as J.C. Penney and Sears are scaling back their footprint. Total —{ ‘— z‘rto[’:;

stores
Selected 2017 store closings, estimated

© Payless bebe  JCPenney American Apparel

RadioShack
Rue2l
Wet Crocs Kmart
Limited Seal A ' p hhoregg

550 400 180 170 160 138 110 108 220 4
of 1500 of 2,600 ofl 100 of 560  of 1,000 of 735 of €

Sourcas: Credit Suisse (U.5. stora closings); Labor Departmant (employment); staff reports (2017 stare closings) THE WALL STREET JOU
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Online is helping to
cannibalise grow the

high-sireet

” eee00 Carrier
Suggested products

Macy's
* sored - @ 1le
y

Shop the latest beauty products at your closest
Boston Macy's store.

Q In store 0.4mi Q In store 0.4mi

Sweet Like Candy By Marc Jacobs Divine

Ariana Grande Get Dir Decadence Get Directions
$59.00 $97.00 L J
ifw Like # Comment A Share ‘

B8 2]

News Feed

90%

of purchases are

83%
begin journey

on mobile still made in a store

- Marke
Y Government.
Q In store 0.4mi B i Ao
[(Estate Street
a
1 m
= =
3 - a b= E
S b m
0
32 8 postloffic o w A o
Frog C & square Par A m @ A
Pond oo <o SN (] > b T
- g s 5 3 b E >
oston & e
Common — v I O Z n
= m = @ m
CHANEL &
Y Hyatt @
L Regency- &
\ Vi = Boston  §
\ S k) South Station
3 & Outbound
Smm— R G R Z South Statiol
) p) Outbound  Rese Kennedy
Chanel Chance Eau 450 I Street
Tendre Get Directions 0.4m 14
$125.00 — Open - 9AM - 9PM
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Trend #6
Automate,
Automate,
Automate!
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Saeraune Automate,
Automate,
Auiomqtel

* Looking at Amazon, for example, the product real estate is
crucial to understand and knowing what to advertise and
when becomes very important to drive sales.

» For a consumer product brand, it hard enough to compete
with other brands but also Amazon itself, where amazon pushes
the sale of its own brand — Amazon Basics.

+ So to venture into different market with different retailers
becomes a crucial part of your ecommerce brand strategy.

+ Get your automation game on!
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MOST COMPELLING REASONS FOR
ADOPTING MARKETING AUTOMATION

AUTOMATION FLOW PROCESS

Insights

77:

Bulld Target
O Segment Lists
Geae MEASURE GAIN MORE INCREASE
\ PERFORMANCE INSIGHTS REVENUE
Use Rules, Time & Event To

p—

Track Performance 3

Trigger Lead / Member Campalgns 4
With Litecycle Reporting |

Measure Campaign <
Performance & Behaviour o

Nurture Leads /
Members Nol Sales Ready

Group Based On Scores /
Readiness To Buy / Repurchase

=0

Fast Track Potentials With
Accelerated Program

Measure Resulls &
Fine Tune Process To Improve ROI
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Automate,
Automate,
Automcﬂe'

Ma rketi ng Automation Buyer Personas Are
. Helpful in Marketing
BeSt Pl‘aCtlceS Automation

Make Your
Campaign
More Human

Start Small . S
and Grow EITEETEITRS W B B = IEECIEEREE

. Tests
in the Process £

Automate a Do Not Rely on
Process : Kk ., . : One-Size Fit-All
That Exists Marketing

Understand Your
Customer’s Buying
Cycle

.
*ae®

devrix.com
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Trend #/
Pre-Loved Commerce
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Background

Pre-loved commerce

«  We have seen a huge increase in reselling of luxury clothes and
accessories, furniture and other interiors and other resalable
items.

«  We can see a shiftin the pre-loved products being sold on eBay
now to emerging brands who are doing everything right in their
eCommerce game.

*  With luxury resale and customer-to-customer brands entering
the eCommerce market, shopping experiences are a huge
differentiator for the success of an eCommerce brands.

TheRealReal THREDUP
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Pre-loved commerce

THE LUXURY RESALE BRAND FRAMEWORK

4 strategies to approach the secondhand market

High level of integration

RESALE EXPLORER

Third-party

RESALE RULER

In-house

control

SELECTIVE EXPERIMENTER

source: luxe.digital

control

HESITANT CLAIMER

LUXE

Low level of integration DIGITAL

Insights

Total Secondhand Apparel Market to Double in
5 Years With Resale Sector Driving the Growth?

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

Resale . Thrift & Donations I Total Secondhand Apparel Market

ChannelSight”




Takeaway

Resale Market Will Reach $41B by 2022

Apparel Takes Biggest Resale Disruptors
Slice of Resale Pie Drive Category Growth

+49%

24x
$20B -

apparel market +81 +7%

Leading Resale Disruptors

TheRealReal dP POSHMARK

Additional Players: REBAGG depop TRADESY GRAILED

THREDUP

2018 Resale Report

Pre-loved commerce

LUXURY RESALE ADVANTAGES
4 key opportunities for luxury brands to embrace secondary sales

SALES SUSTAINABILITY INSIGHTS ANTI-COUNTERFEITING

LUXE

source: luxe.digital DIGITAL
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About ChannelSight
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ChannelSight // An Introduction > ChannelSight

v' Global Buy Now operations, fully localised in 62 markets
v Online & offline product solutions
v" Access to unique channel sales data
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Our Solution & S _-_Channellsght'

Krcras miore. 34

f_—

Industry 1. Capture == Capture 2. Connect
»
Leadi ng - ChannelSight’s ‘Buy Now’ We connect users with a high
Sales —- service makes content and ads buying intent directly to their
shoppable. We capture engaged preferred retailer. They complete
Enablement users and drive them down the their purchase without competitive
Technology purchasing funnel. distraction or delay.
- Connect
Optimise
4. Optimise J' 3. Measure
We highlight which content has gy We leverage our extensive, global
the highest sales impact so retailer network to measure sales
marketing budgets can be activity in the channel and give
optimised to improve future Measure w insight into the user journey from
budget ROI. Positive feedback source to brand interaction and
loops are created quickly. then through to retailer for the

purchase event.




conie” | [ems] /] // Frictionless Product Purchasing

ChannelSight makes digital content instantly shoppable across all digital channels,

significant, measurable increases in conversion rates.

User clicks Buy Now on Retailer options and User completes purchase
product of interest. ~TT"F ® product info displayed. instantly.

amazon.couk

Review item

SOUNDS. Rhythm
Headphones

BUY NOW >> amazoncouk @ buy now >>

@ . buy now >>

Compisie Purchass | Posaged Pacang GEP 10.00
JOh nlewis @ i " Payment Total: GBP 209.00




= // // Insightful, Intuitive Dashboards

» Real-time reports for each brand, Dashboards provide instant ‘ ‘
campaign, market & channel — see what access to in-depth activity
is actually driving sales in the channel. reports showing actual user

The technology is super easy

engagement in the channel .
to use and we can easily

» Automated reporting shows all user

engagement — clicks, leads, sales, y As )5S ~access retailer data. The level
highest performing content, ROI, etc. of conversion and
across all digital channels i ChermeSight comparison insights available

to us now is vast compared to
what we had before.

4 4

- Sabine Bonisch,
* Visibility on the complete user Solution Design Manager

journey in the channel B/S/H/

» Optimise future budget allocation
based on actual performance data

* Information/data is portable and can
be imported into existing brand
dashboards e.g. adobe




Case Study

IN SUMMARY >>>

CHALLENGE: The company had been increasing
online traffic but not sales conversions

SOLUTION: ChannelSight Where To Buy integrates
with multiple online stores across Europe

N

BENEFITS: Much higher than average conversion
NS

rates (12% vs. 5.2%); better customer profiling via
online marketplaces

ChannelSight
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Thank You

DUBLIN (HQ)

1 O’Connell Street Lower, Dublin 1,
D01 TX31
+353 1 9022 822
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