Omni-channel Tango:
When online compliment offline to choreograph the Dance
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[s Hong Kong Ready for

Online Sales in HK
($1.5 Billion)
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Omni-Channel: Eﬁ + %

Not only oftline to online, but also online to oftline ROE
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Omni-Channel:

Not only oftline to online, but also online to oftline

Online

(Ecommerce
Platform,
digital
channels)

Source: Euromonitor International, Sales Value of internet retailing excluding tax in.2014

Offline

(Brick-and-
mortar store
retailers,

traditional
brands)



The Era of New Retail

“The word 'e-commerce’ will soon be
retired. In future, China, the world and all

mankind will be deeply impacted by
"Five Big New's" of the future.”

- Jack Ma, Founder of Alibaba



B
OMNI-Channel
= Redefined the Business




What OMNI-Channel really means?

Online & Offline
should be like this...

Not this...




Current O20 Practice

Think linear, not as circle/loop with result in lost of online-offline data synchronizing

Reach the Brand Recall Converted to Brand Recall
Cu.stomer. (Social Media) Purchase New Campaign (Social Media)
(Social Media)

Brand Recall
Reach the (TV Ad/Printed Ad) Converted to
Customer Purchase New
(Billboard) '
Campaign

This is parallel promotion,

not omni-channel.




OMNI-CHANNEL LANDSCAPE

> Google Play — Q

Google Hangouts
Consumption Communication

GOOSEV%”N ,

Payment

Entertdinment

Automobile Health & Fitness
Goagie GeRele

1/, .
Self-Driving Car Project @ Cadlico

Omni-channel = Ecosystem

= Online + Offline

m ZTORE.com
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Difficulties fo Launch Omni-Channel Ecosystem

<z (T> P

Large Capital Lack of Lagging behind
Investment Technology development
= Great Risk Know-how & Talent

Strategy to HK Retailers:
Work with Online Specialist to build the

Ecosystem together



Omni-Channel Customer Journey in Retail

[ 4
* Online Customer Tracking

* Cross-Device Retargeting
* Coupon on 1t Purchase

Customer
Activation

Customer :
. Conversion o
Acquisition | - ) [ .
Social Media * Customer Segmentation
EDM/DM * Product Tag
Printed/TV Ads * Data Analysis

Road show/Event

e CRM
* Repurchase Tracking
e Retargeting Ads



Acquisition & Activation

Synchronize online and offline promotion information to deliver customized message

. . Retargeting Ads on
Event Registration SEM (Google/Yahoo),
(e.g. Product Launch/ — Dynamic Display Ads,
Road Show) Facebook

Offline DM C— Online Ads




Activation & Conversion

Focus on the urgency for customer to enjoy the promotion/discount

Customer Tracking

(Google Analytics,
Heatmap Tools)

—_— In-Store Experience
(if have retail store)

Incentive Cross-Channel
(coupon/EDM/Time offer) — Media Blast
(E.g. Media Interview eftc.)




What we do in Ztore
Online Shopper Use Credit Card Frequently?

PROBLEM SOLUTION
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Experiment in Ztore: Result
Online Shopper Use Credit Card Frequently?

43%

Time Shorten to
activate a
customer

(From register to purchase)*

2275 70%

Customer choose
COD as Payment
Method

15t purchase customer will
choose COD

Many Hong Kong customers are concerned of the security of online payment via Credit Card.

Cash on Delivery/Third-party payment method are one solution.

*Compare Data 30 days before and after COD is implemented



Conversion & Retention

Enhance customer experience based on their online/offline purchase behavior

Customer —_— Customized
Segmentation . In-Store Experience
(if have retail store)
Product Tag
Data Andlysis In-storg Tracking
(e.g. iBeacon)




m ZTORE.com
DELIVER 3 battor lving

Why Retention is Important?

Customer Journey
Offline Not measurable
(0]
Online —>|  Site Visitor » Add to Cart <20 A
. ‘ Remaining Customer
52.8% 18%
Drop Off Drop off
|
v
Retention (CRM)
v
1/5
35% Cost to acquire
of customer can be customer via
brought back retention




Retention Strategy & Performance  **

No SPAM

High

40%

EDM Reponses
Rate

Targeted Conversion Rate

*Market Average is 12.5%

Deliver Value 1o Your Customer,

And they will pay you back.




Omni-Channel Customer Journey in Retail

[ 4
* Online Customer Tracking

* Cross-Device Retargeting
* Coupon on 1t Purchase

Customer
Activation

Customer :
. Conversion o
Acquisition | - ) [ .
Social Media * Customer Segmentation
EDM/DM * Product Tag
Printed/TV Ads * Data Analysis

Road show/Event

e CRM
* Repurchase Tracking
e Retargeting Ads



When Online &

High-level of Engagement

ENCAGEMENT
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Best delivery ever

Rang the bell, open door, drop all the stuff,
| dont even have a chance to say goodbye
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When Online & Offline Syncs..

Ltore & Supplier is working to build the Omni-channel together.

Ltore

* Provide seamless online
shopping experience

e Data Analysis and
Customer Segmentation

Suppliers.

* Provide offline customized
shopping experience with
online data support

* Provide product information
to further enhance online
user experience




Thank You.

EE ZTORE.com

Danny Shum | CEO
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