





58% of consumers globally said they shop online because of
the 24/7 availability

54% of consumers globally said they shop online because of
the ability to compare prices

Global ecommerce growth reached £1.64 trillion in 2017
and is predicted to reach £3.4 trillion by 2021

Source: Statista






e: Paul Martin, head of UK retail at KPMG



Source: Telegraph, The Guardian
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Online vs. Offline?

* |t doesn’t have to be one orthe other.
* Online and Offline need to work together and combine
their powers.

* Local and digital teams need to start aligning strategies.




The O20 Battle Plan

[ ] Get your product data ready

[L] Choose the right channels for maximum exposure

[ ] Get found online - sell in-store

[ ] Repeat in a never-ending quest for perfection



MGet your product data ready

e Start with the basics

70% of product data feeds contain incomplete, inaccurate non-attribute rich'product data.

 Optimise your product data

Complete, optimised and correct product data helps yousget your product ads in front relevant customers
when they are looking to buy. Product Discovery is vital for revenue growth.

e Scientific Testing — Offsite Optimisation

See what works best and optimise towards the success metric.

* Continually update your store stock information

Local stock needs to be up-to-date and continually maintained for every store. Google will disapprove
products or campaigns if this information is wrong.
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ﬁChoose the right channels for maxim ummexposure

e Google Local Inventory Ad

River Island, John Lewis, Argos, Curry's, M&S are'doing LIAs. River Island saw a
17% increase in store visits and a 33% increase in sales when they first started.

* Facebook Location Targeting

Facebook will surface relevant ads when a consumer is in proximity to your store
using methods such as ambient Wi-Fi, beacons and historical local info.

e (lick & Collect

Click and collect is now part of the consumer omnichannel purchasing journey
and is a service not to be overlooked.

Source: Google



MGet found online & sell in-store

*» Getyour Google My Business and Google Ads to worktogether

Alongside complete and accurate product information, business information such as business name,
location and opening hours must be provided as well.

e Connect Facebook Business Locations and Facebook Ads

This will help you provide localised ads to people near your offline stores.

* Provide Click & Collect annotations
Ihe Google:Merehant Centre allows retailers to provide a Click and Collect annotation on their local
inventory.ads, directly connecting online with offline.
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Thank You!

Martin Connolly
Commercial Director, Intelligent Reach

team@intelligentreach.com
www.intelligentreach.com

. IntelligentReach




