Source: Internet Retailing

axicom age 2621 QUOWVA

Circ: 5,000
cohn&wolfe

Pictures: Hetrn A7

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
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