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When it comes to the European market, how important is it to be local? Chloe Rigby
assesses how and why retailers can and should be considering the local angle, and takes
an in-depth look at one pioneering project to improve the European in-store experience.

WHEN A CUSTOMER in poris o Harmikurg con easiy spaciaist Proxl-Business, polnts out, “Tne markets are different

buy frorm a retoiler as for afiekd as Aberdeen or Afhens, just and have to be opproached localy.™

hicw IMmportant is it to the customean that the trareaction seems And yet, keeping the brand values intact will inevitabhy
to be local? And what does local mean? & it just about mean keeping control fram the centra. 5o it seems
gatting your welbslte tranclatod, of is it rauch mor than hot? thare’s a balancing act to ke done behwesn locallsation
The angwer seams 10 ba that the more locd the end product and centralisation, between addressing custarmers locally
s2ems to he consumer, the more business it will atfract As and confroling the way the message is put across from

Oiivier Bowrgeols, founder of French e-commerce fulfirment haad office



Source: Internet Retailing

ax1Ccom e Tozi QUOVA

Circ: 5,000
cohn&wolfe

Familiar destinations

Vigitars to the e-commernce sites of manmy global brands and retailers find
that omCe they arrive, ac cal informalion is still a few clicks
away. Some ask them 1o specify J'.Im“'li oLntry they're viewing from
before Fhey can See relevant infarmation, while o ites take tham 1o a
landing page dictated by the languags of the wels browar from which
they've arrived.

Yt the paga that consumers arrive at can dictate whether they maki
a purchase or not. it seems. That's what Continental Airlines found when
it introd ueed naw elocatian [H.:t!nullk v Trom Quova thal identifies,
when a visitor logs on ¥ 7 and tzkes fhem o the
relevant country website — the ¢ mnhm |.com website iz lacalised fior
56 coumtrigs and s offered in six lermitanies

Today when a visitor [ogs onto contingntal.com a query 1o Quova's
GenPoint database & mads and the loeation of that 1P address is
returnecd mstantly, Based on the answer, the visitor is autematically -
directed 0 tha geographically relevant Web page. The company has
seen a significant increase In comversions leading to ticket salas from its
international properties. Even a slight incregss in conversions represcnls
a major increzse in revenue for the company.

It has atso started to use geotargeted homepage banner acds within

with the result that the company fas sean a 200 par cent
n click through fram its localised banner ads,

Ken Penny, managing director of Internel planning and developrent,

Continental Airlines, says: “Within foday’'s Internet landscape, customers
iliar with site navigation and expect o go from search to gove our customers the brand contral they needad, bur
h g minimal number of olicks. Integrating Quova's data is fromn tha franchise partners’ perspective, thay also got the

helping align oo web promenties with consumer demand for a quick, beast price,” says Rogers, "Suddenly there wos o global deal
clzan shapping experionce. Being abla to g ically lacats the IP around the price yet the local freedom to procure when
they needed .7 The tools, he says Slss aliow Ironcnise
partmers 1o respend fo tha requirements of the locol
rmarkets, withou! devianng frorm brand gulcelines.

By decling with otner brond issues - making marketing

BEING LOCAL: ON THE HIGH STREET materials 1o point of sale prometional goods ovailable
When it camas to opaning stores ovarsaas, many retall cantrally - fronchise partners con have the llexbidity thay
brands choose to do so thraugh franchising rather than nead 1o respond ooy, giving thelr nput online as well.
through wholly-owned subsidicries, But while this takes risk

cwaly fram the retailer it can also present them with the BEING LOCAL: ONLINE

protlern of making sure their brand is used consistently in Moy visitors b fhe LK sifes of BEuropean refailers would

thelr overseas stores. Indeed, says Tristan Rogers, monaging  hardhy know il the brands in quastion are not British -
director of the Concrete Sroup, which advises ralailers an except for the links at the bottorn of the home poge o
managirg their brond intsmnotionally, s for easler far a cther coundry websites, From French fashion company
mdifichannel retciler 1o controd
orand use online than in store, an
ssue that, he soys, can be “very
trcky”. Mast franchisers, he soys,
will issue brond guidelines that
they dearm "sacrosancl™ - but on
e ground, he says, lower local
procurament costs will be morne
irmportant. “Local markets will
procure from the mannequin
supplier down the road who does
a good dedl - and that's winy you
get such o vared in-store
sxpenance,” he says, For cligns
including M&S, the company has
sat up infernal Dusingss-to-business
wan-nased e-commearce tools
that cllow franchisees (o buy
centrally approved manneguing
and other shop fithings online. "I
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laredoute.couk to Swedish homeawares raboiler

ikea comdgh, the emphosis i3 on being os relevant to the
ool audisnce ai possible, a from the UK homs page o
aniother country home pagae and the front page alters
dramaically. Howeaver, beyond this poge, tne catalogue
contenls arg simply fransiated and curency changed
while other features rernaln the same.

Sorne UK retailerss troding abroad doe the same:
feson, oo Uk s o much more sophisheated ook than ks
Hungarian site, tescohu, while Boden.co.uk adapts the

ot pages for different markets inits European websites,
hodandirect.ar (Austna) ond bogendiract.de (Germany).

According to Steve Davis, president, inlematianal, of
e-cormmece solutions company S5 Commerce, looking

European in-store innovation

Ona example of how somes and tha Internet channel work tagether at the
i of European retail can be found in Tonisvorst, 2 small town
orf, Germany. For it's there that new ideas in retail
technology are tested in the Metro Group Future Stone nsiative.

The Future Store, openad in May 2008 under the Real brand, as an
“inngvation workshop” for mose than 90 companizs in seclors from
retailing, consurmer Qoods manufactirers, to [T and the service Secion
There, ideas ara lested and developsd for use — befone then being rlled
out for use in other Feal stores ground the cowntry

It"s possily the only suparmarkes 1o have 2 visitor ceatre altached
Kuore than 9,000 peple from more than 30 countrles have toured the
siore since it opened — on op of those that shop there regularly. In its
sports depariment, customers can test eguipment before they buy,
checking details on an information terminal. In is butchers shoj
can walch mezt beimi prepared while 3 smart freezer monitors
dates on the meat it contains. And in its wine department, cusio:
can taste up to 15 types of cooled winz betore they buy — accessing
the service through a tasting card that is enly dispensed after age is
proved. Meanwhile, in the beauty department. customers can use the
information tarminad to teet thew skin typs and choose relevant beauty
privducts

Customers can choose batween degress of eaevanience whan it
comes 1o paying for their shopping, with aptions ranging from a staffed
checkout, to an express self service checkout — using a barcoda
scanner themseives — or they aven can gveén choose to pay for shopging
by fingerprint.

The latest idea, imfreducsd s year, is the Mobile Shopping Assistant,
a software applicalion. Custemers can use their mobile phones to
access shopping BBis they have previpusly créaled onling as well as 10
scan products af the stare, using the phone's aulnfocus camera, 5o
speading up the checkout pro

These innovations have proved fo have a positi
ling — customer numbers 3t the Real Fulure !
the: first year of operation, and sales by 15
salisfaction levels have nszn at the same tEne.
83 per cent said they were satishied or very figd wilh thelr shopping.
By May of this year hal gure had risan to 90 per cent

Roland Newwakd, Real’s managing dirsctor, Sa 5. “(ur
objictive was 10 get innovations aff the ground with the Fulure Store anc
the results show we: have besn very successiul. But we are acutely
aware of the fact that the deployment of new lechnologies enly makes
sanse if it supports cur overall gaal of acheeving 100 per cent customer
satisfaction.

gfiect on the botiom
# by 20 per cant in

Customer

1 Seprermber 2008,

What the experis say

Franchise factor
“Iih the franchise model it becomes quite tricky.
It's your heand bul Somea

plse's manay.”
Cancrate Group

New ideas score

*By providing product infarmation on mabila
phones or introgucing new chackoul processes
Real's Futwre Stare tzkes a pionesring ral2 in the
rollout of innovative ratail services.”

ygmunt Mierdart, member of e management
board of Metro Groug

Increased sales
*Creating a shopping experience onling which is as
closa 1o an offine, local experience as possible is
the secret to boosting cross-border sales.”
W Steve Dawis, wesident, ifemanipnal,
»‘h G&f Commerce

local s ko “Ultimotely, the biggest secret is rof o molke it
faeal ke a cross-border shopping expearience,” ha says. Ty
to make the shopping expardence feal as local” as
passinle, from oayment processes fo fulfilment 1o coll
cenfres and customer sernvice, Undarstand how local
retailers serve their cuslomas, mop your own copabilifies
and try to close the gap babwesn the two,”

And on the fechnical sids, savs Richord Sedlay, director
of customesr engagement af algital marketing company
Choape, insome Ewropean countries such as fronce,
hoving a local domain nome is fundamenial He soys thot
for @ Company to appear at the top of search engines in
France, they must have o local ste with a fr domain name,
Mot only must o French site hove @ iocal domon nome, he
soys, i rmust also ke hosted lacally as well

ADVANTAGE UK: ACROSS THE CHANNELS

gut it's asa imporant to remamber that the UK is ganearally
acknowledged fo be more developed when it comes to
e-commerce, and that innovations successful of home can
successfully translate to Europs ond give LK retaiters o
compeliive advantage. Olivier Bourgeois, founaer of
French e-commercs iulliiment specialist Prox-Business.
notes that o number trends orecdy seen in the UK are likely
1o be followed in France

“sore and more tradifional retciling will gat ineclyad in
e-failing ond the stomss will changea. They will oecome
shiowrooms and the buylng decslon will be postponed -
be mada from home, for exomple, alter prics compansan,
Thase store changes hove already starfed in the LK, and
the evolution is really inferasting, seen from Fronoe,”

Ha also points out that the knowledge of and use of
social media, such as Focebook and Twitter also give UK
refailers o competitive advantage since ey ane more
widely used here, Al the saoma tinne, tThough, ne says it's
irmportant to bear in mind that: “French people one
diffarent from British people,” W



