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CHALLENGE THINKING. LEAD CHANGE.
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We work with business and
technology leaders to develop
customer-obsessed strategies
that drive growth.
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Retall 1Is a hub of innovation
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Willingness to
experiment:

consumers are comfortable with new
brands and products

Self-efficacy:

consumers want to ensure the best
possible experience for themselves

Information
Savviness:

consumers are sharp when finding
and sharing brand or product
information

Device
Usage:

consumers rely on devices to
accomplish everyday tasks

Digital/physical integration:

consumers expect digital seamlessness
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Forrester’s
Empowered Customer Segmentation

£

Progressive Savvy Convenience Settled Reserved
Pioneers Seekers Conformers  Survivors Resisters
Most Empowered Least Empowered
Least Forgiving Most Forgiving

Highest Churn More Loyal




Progressive Pioneers
lead the demand for product and experience innovation.

Metro India 75%

Metro China 72%

Metro Brazil 46%

Metro Mexico 43%

EUS 27%

us 25%

Base: 1,996 to 83,152 online adults
Source: Forrester Analytics Consumer Technographics Global Online Benchmark Survey (Part 1), 2018

142018 Source: Fomrester Rasearch, Inc. Unauthorized reproduction, citation, or distribution prohibited.
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Each time a customer is exposed to an
Improved shopping experience,
their shopping expectations are reset to a
new highersdevel.



1.Build and learn from your
customer insights organization

2. Differentiate with smart — not
flashy — digital tools to save your
customers time

3.Empower your store associates
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Three common traits of digital improvements to
Improve CX

=

Eliminate Increase Anticipate
pain control needs




Eliminating pain is often the simplest place to start

=

Eliminate Increase Anticipate
pain control needs




Warby
Parker
Invests In

stores to
engage with
and learn

from
customers
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Increasing control takes real nuance

=

Eliminate Increase Anticipate
pain control needs




Best
Buy’s
appliance
selection tool
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Find the Perfect Refrigerator

First, what fridge width will
fit?

Watch: He ) measure for a new refrigerator
28"

30"

| 33“

I'm Not Sure

Tip: Be sure to measure the opening re your
new fridge will go. Select fridges that will fit inside
that space.

Okay, does fridge height
matter in your kitchen?

If you've got cabinets above your fridge, measure
the height of the space below them. Then subtract
an inch for ventilation. This is your maximum
fridge height (including the top door hinge).
Finally, think about the minimum fridge height
you'd be okay with.

Maximum Fridge R
Height: Sl

Minimum Fridge =
Height: 67" v

339 Matches

KitchenAid - 21.9 Cu. Ft. French
Door Counter-Depth Refrigerator -
Stainless Steel

4.1 (36 Reviews)

Electronic controls; ExtendFresh
temperature management system




Anticipating needs requires context awareness

Eliminate
pain

=

Increase
control

Anticipate
needs




Walmart eases in-store collection with mobile check In

Source: Forrester's “Keep Experimenting With Digital Enablement Technology In-

Store”
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How the Starbucks experience succeeds

-,
Eliminates Estimates Displays past
the line time orders, directions,

and available items




Starbucks thinks about the entire purchase journey from
ordering to paying to tipping the barista
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1. Build and learn from your
customer insights organization

2. Differentiate with smart — not
flashy — digital tools to save your
customers time

3.Empower your store associates
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of digital business pros

7 2(y believe that personalizing
O the customer experience

will improve store CX.







Digital executives who say

“Insufficient customer data
5 2 % for refined segmentation” is

the top challenge to mature
personalization at their firm




Starbucks — a customer data capturing
machine, not just a payments app



1. Build and learn from your
customer insights organization

2. Differentiate with smart — not
flashy — digital tools to save your
customers time

3.Empower your store associates
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Store associates must be smarter than the customer S
own device o ' 9

* 56% of retail executives are
iInvesting in or upgrading
check out and payment
technology

* 45% are upgrading or
iInvesting in focused on
associate engagement
devices

Source: Source: Forrester's Q2 2016 Global eBusiness And Channel Strategy Professional Online Survey
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Seamless and consistent customer
experiences
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Coordination of channels and touchpoints
using tech AND people, processes, metrics




Reinvent leadership

CEQO: Innovator

CFO: Venture capitalist
ClO: Rainmaker
COO: Change agent
CXO: Disrupter



bsess about your customer
experience
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FORRESTER’

Fiona Swerdlow
fswerdlow@forrester.com

Thank you

FORRESTER.COM
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