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The way we
shop now...

Cultural factors don’t just shape the way we choose and buy in the real world,
the same is true of digital environments, discovers Arif Mohamed

ACCORDING TO RESEARCH by =80y

Advertising. the French are heavily influenced by brand
names and enjoy making impulse buys. Meanwhile
Germans spend time comparing prices to getf the best
deal. and Brits are the most cautious and sensible
group of online shoppers who research thoroughty
before buying. Consequently, retailers that want to
extend their store brand across Europe would do well to
keep in mind the different buying habits of each
country’s inhabitants,

The physical shopping experience is, by fradifion, very
different in different countries. Service is perceived and
valued differenily across Europe, as is the willlngness to
pay for that enhanced service. So if makes sense that the
online and multichannel experience may also differ from
country to country. “Last year we examined differences in
attitudes towards online shopping by surveying the views
of more than 6,000 consumers across Europe and
discovered marked differences In buying behaviours
between countries,” says Frank Lord of ATG, backing up
eBay’s findings.

As mentioned, pan-European consumer studies into
online retail practices have found that the French are a

Brands risk losing six out of ten
customers between sales channels

Retailers are facing major attitudinal challenges in sustaining cuslomer
loyalty between channels, according to the 2010 Mutlichannel Retail
Report from GS| Commerce. It polled the views of a representative
sample of 2,043 British adults.

Just 40 per cent of consumers would visit a brand's website if they
couldn't find a product in-store. the research found.

The report aiso revealed that retailers face a serious risk of customer
churn in aitempting to sell between channels. When consumers were
asked what their typical online response would be to finding that an item
was out-of-stock on the high street, the vast majority {69 per cent)
claimed they would visit other brand’s websites to compare prices on the
same product.

Fifty-three per cent would enter the product’s details into a price
comparison engine and 41 per cent say they would simply type the
product details into & search engine and review the results. Crucially, just
four in ten (40 per cent) consumers claim they would simply visit the
website of the retailer whose shop they had originally visited.

Steve Davis, execulive vice president and president international of GSI
Commerce says: "If you find yoursell out-of-stock and leave your
customers to walk out the deor and search the Internet, there's a very
good chance that you'll lose the sale to your competition.

“In a sense. having muitiple channels gives retailers a fantastic
opportunity to extend their shelf space on the high street. if you offer a
ling of five items in-store. you should make sure you also offer 20 items
via your ‘onling inventory’ sa that, should you run out on the high street,
either the custorner or staff can still purchase and order the product an
the spat.”

nation of Impulse buyers who get a buzz from the moment
of purchase, and they are also the highest spending
segment, heavily influenced by brand names,
convenience and advertising. They also make use of
available shortcuts to reach the online chackout quickly.

Conversely, the Germans enjoy shopping the most and
would describe It as a hobby. They spend time comparing
prices to get the right deal and believe they are savvy
enough not to compromise on quality.

When it comes to the UK, British shoppers are cautious
and sensible, tending to buy only from sites they trust and
that offer selection. For them, online shopping is about
meeting needs rather than enjoyment.

CHOICE FACTORS

Alex Marks, head of UK marketing at eBay Advertising,
comments that whether offline or onling, it's important to
remember that consumers shop differently, depending on
the product they are purchasing.

in the case of goods and services that are bought
frequently, such as grocerles, or those that have an
element of emotional choice or ego attached to them,
such as clothing or entertainment goods, consumers are
more likely to pick a favourite supplier - a place they
have affinity and trust with - rather than search for them,
he says.

On the flipsicle, for items that are purchased more
infrequently, such as household goods or items that warrant
a more logical decision making process, such as electronics,
then search is the preferred channel of discovery.

Also, just as ‘location, location, location’ is the mantra for
bricks-and-mortar retailers, it is no less important when
appealing to an online European audience, says Marks, "It
is not enough 1o build a shop on the web and then expect
people to find you.” he says.

Of course there are ways for brands to improve visibility,
with search belng perhaps the most sbvious one. However,
if you really want to build trust and familiarity between your
cusfomner and your business you need fo be not just easily
found, but also a regular feature of the onling landscape,
advises Marks.

There is much to be written about the success of markets,
retail parks ond retail destinations. Consumers will visit
places like these because they can find everything in one
place. Shops will base themselves there because they
benefit from the encrmous footfall of people out to do just
one activity - shopping. "I's eéxactly the same online,” says
Marks. "When you build your retail outlet think about where
you can puf it, not just how to advertise it: preferably
where millons of potential customers pass every day, doing
everyday activities.”

COQUNTRY-SPECIFIC FACTORS

As well as getting the location right, there are many ways 1o
tailor an online store to cater for a particular country’s
shopping habits. So, good product comparison works better
in France, and speedy and efficient shopping in Germany.
says Frank Lord, vice president EMEA for ATG.

*These differences alone highlight the need to tailor the
shopping experience online from country o coundry, just as
retailers do for their physical stores,” he says. This is
especially important since consumers shopping online are
less forgiving than when shopping on the high street, and
won’t hesitate to go elsewhere if a retail site doesnt meet
their needs, he adds, saying a study of European shoppers
by ATG found 64 per cent were frustrated by customer
service online.

When it comes to inferpreting online retail formats,
organisations need to consider thelr key values carefully and
what it is that keeps their custormers happy on the high street.

If, for example, it is speed of service then it's essential that
a quick and easy online checkout process is put in place
online. If high-quality customer service is an important
unique selling point then it’s worth investing in innovative
ecommerce opfimisation services such as Click to Call and
Click to Chat that give shoppers the opportunity to speak
online or over the phone with a customer service agent
about an online purchase.

“Qur research revealed that some countries such as
France and Spain place a high value on the in-store
experience so deploying optimisation services that replicate
the personal service they look for in-store can play an
important role,” says Lord.
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Tailoring the online shopping experience to local markets
might sound expensive and a huge undertaking, but
complexity and costs can be managed by deploying one
single, flexible ecommerce plafform that is adjusted
regionally to account for local nuances.

Having one platform in place gives retailers control over
their online offering and avoids headaches associated with
managing multiple sites, while at the same time improving
the level of service to customers.

CONSISTENCY COUNTS

Another airn for retailers extending their brand across
Europe is to provide a consistent multichonnel experience
for consumers. One recent cross-channg! consumer survey
found that more than three quarters of consumers use two
or mere channels and nearly one third use three or more
channels to browse, research and purchase products. These
figures are likely to increase over time, so it's important
retailers provide a consistent level of service across multiple
platforms whether that be mobile, in-store or online.

However, retailers across Europe have sorme way 1o go with
multichannel, experts say, but some, such as Tommy Hilfiger
and Louis Vuitfon, have made good progress in delivering an
exceptional cross-channel experience that offers customers
joined-up personalised levels of service regardless of how
consumers want 1o interact with the brands.

Many retailers are clearly getting more skilled at bringing
their store experience to life onling, with many more taking
advantage of mobile apps to showcase their products.

Premium department stores such as Galeries Lafayette,
Selfridges and Liberty are doing a good job of bringing their
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Virtual
FittingRoo
helps customers
choose the size that fits

www.fits.me

Increases sales up to 3. 1 times 28%

Reduces returns, on average

“Fits.me... huge benefit to online retailers in reducing the
number of returns of ill-fitting garments”
Financial Times

"Fits.me... retailers can sell more with fewer returns which
directly impacts their P&L"

Apparel Magazine

“Fits.me... the twin dream of increased conversion and
reduced returns”

internet Retailing Magazine

“Fits.me... fitting application provides [customers] with more
assurance that ordering from a long distance will resultin a
properly sized garment. As a result, the conversion rate has
more than doubled among [international] customers who use
the Virtual Fitting Room.”

internet Retailer Magazine (US)

Please ask for a comprehensive backgrounder by
writing to info@fits.me, or by calling 00 372 58 14 8422

f
m

store propaositions to life online, says Dr Alan Treadgold,
head of retail strategy for Arc Worldwide, the brand
activation arm of the Leo Burnett Group.

But he adds that although we're seeing a lot of
advances in these areas, we still have a long way to go in
terms of creating truly *channel neutral’ shopping and
engagement experiences. For blg retailers with sizeable
investments in physical store networks, it's immensely
challenging, of course, to change a business to
accommodate the new realitles of multichannel shopging.
says Treadgold.

However, many are valiantly attempting to become
multichannel, introducing mobile apps, roving payment
points and self-service. "Look at how quickly retailers have
rolled out iPad applications as a case in point. Or how M&S
talks about their stores as collection points as well as
purchase points if that is how customers want to use them.”
notes Treadgold.

In terms of in-store digital applicotions, what Arc is seelng
in its shopper research is that shoppers often have less
enthusiasm for these applications than retailers do.

“When we've been asking shoppers o fell us what their
ideal ‘store of the future’ looks like, they're often not
showing a lot of enthusiasm for cusfomer-facing
technologies in store but what they definitely want is for the
store to Be interesting, engaging, experiential and
immersive,” says Treadgoid.

IN-STORE VIDEQ

One area where European stores can extend their brands
outside national and cultural boundaries is through the use
of video, online and in-store, says Scott Lester, CEO of
Flixmedia. Flixmedia produces content for retailers such as
HP and Phillips, to present to consumers in retail stores, os
well as taking a company’s content and syndicating it
qQcross territories.

So, for example, the company might create content for a
mini-site, and produce a video in 22 languages. However,
rather than transkation, Flixmedia describes the technique it
uses as ‘transcreation’ which often means tailoring the
content to the culture.

This includes localising a master video info different
anguages or even dialects, taking into account different
nations’ use of tone and delivery, and the length it fakes
them to describe the same thing. Lester explains that if
takes the French 20 per cent longer to say the same thing in
English, and it takes 30 per cent longer in German. So. the
video is likely to be longer in particular countries.

In terms of presenting the video in different local markets,
there are other considerations to take into account. The
Germans likes facts and figures. dimenslons, specs, and
features, whereas the British consumers want fo know the
benefits and how they are achieved. Also, the Spanish and
Italian markets are more receptive to product videos with
music in them, but the English link these to adverts and put
their guard up. As a result, Flixmedia’s French, German and
English product videos don’t tend fo have music in them,
says Lester,

Cne thing to note, however. is that running in-store video
content has been O mixed bag of success and failure so far,
admits Lester. Some stores have problems with their Internet

How can retailers extend their in-store
brand to cater for Europe?

Keeping customers loyal
"It is clear that consumer behaviour varies not
only by territory but alsa according to the item
being purchased. Understanding these
differing behaviours 1s the key to success in
online retail. Retailers that take care to meet

varying consumer needs will be rewarded with
angaged an¢ leyal customers.”
Alex Marks, head of UK marketing, eBay Adverlising

New devices
“The iPad witl not only have a significant impact
on the ways in which retailers interact with
consumers online, but it also has the potential
10 change interactions in-store. For instance,
retailers may want to equip members of staff
with iPads so that if a customer has a query about
a product that isn't in stock they can quickly find the
information needed online while walking around the shop.”
Frank Lord, vice president, EMEA, ATG

Transcending boundaries
“Certainly, in a European sefiing an
understanding of shoppers and their
hehaviours is going to be rather more
important than an understanding of
geography. Just as many product brands have
transcended national boundaries, so retailers too
have similar opportunities if they are able to
effectively engage the customer with their brands in the online space.
and overcome all of the logistical issues associated with delivering
their offers to customers across countrigs rather than just within
countries.”
Dr Alan Treadgold. head of retail strategy. Arc Worldwide

Setting standards
“Technology standards are going to be central in i
helping retailers achieve true muliichannel
effectiveness. But you only have to look at the
digital standards batiles between web software ;
firms over Flash and HTML5. [t's a very big and J
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serious war and it means you need to support five -

or six different formats to make conteni compatible
across mobile davices. Over the next 18 months wars will be won.
ang meanwhile retailers will have to attempt to offer effective
multichannel shopping to their buyers .’
Scott Lesfer, CEO, Flixmedia

connection speeds, and this can be a problem for
web-related and streamed content or search.

Usage of in-store kiosks can qiso present another problem.
Lester says his firm piloted six individual kiosks in a single
retail store with product videos for all the products on sale in
the store. But the consumers didn’t use them because they
didn’t want to go to a central point for information.

Flixmedia reflected on this and has recently completed
an in-store content project in taly. This time it made the
content category more specific, offering a printer product
search and videos in the printer section of the store, and
GPS product search and videos in the GPS section, The
consumers went for it. *It's all about effective content.
Adding content that makes no difference makes no
difference,” concludes Lester, B

* Sales increase by 3.1 times was recorded in the best case scenario and depends on the customer segment and garment
category. The highest impact was among new and international customers, the lowest increase was shown to be among
repeat customers who know their sizing within the brand. Returns have been shown to decrease most among the
mid-to-high priced garments, where the fit is more important.
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