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Dm ‘ WHAT'S NEXT IN HIGH-TECH RETAIL?

t’s going to be a big year for retail marketing. Technology has
never been more sophisticated, and brands are beginning to
take notice. The lines between brick-and-mortar and eCom-
merce are blurring in the mobile boom, as the ideal customer
journey becomes a blend of in-store and digital experiences.

. . So, what’s next? Augmented and virtual reality are still in their
Kim Davis infancy, Al is on the rise, and giants like Google and Amazon are
Editor-In-Chief figuring out the best ways to let consumers find products and

DMN make purchases through their home assistants. The scene is shift-
ing, and marketers need to take notice.

Some brands have already jumped at the bait — tackling emerg-
ing tech with some pretty interesting tactics. It’s these early
adopters that are shaping the way other brands look at the land-
scape as they figure out how (and when) to jump in on their own.

Come with us as we explore how some brands are bringing
high-tech into retail — from Tourism Australia’s foray into cre-
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How Retailers Are Using
Augmented Reality in Marketing

By Kayla Matthews

etailers are having success
with augmented reality in
marketing — bridging the
gap between online and
offline aesthetics while ben-
efiting both retailers and consumers.
According to Retail Perceptions, !
61% of shoppers prefer to shop at B Refiigeratd : -
stores with AR features over those that — -
don’t. With the AR market anticipated ik
to reach $133 billion by
2021, it makes sense =
retailers are embrac-

ing AR. Here are some Bringing home

ways big brands are us- goods...home

ing the technology now: ¥ Lowe’s, IKEA and Target
‘ 33 : have all used AR at their brick-

and-mortar locations to help
people buy home goods. Target
launched a feature called “See It In
Your Space” which enables custom-
ers to see how a piece of furniture
will look inside their home.
The AR feature lets shoppers
move objects around at an accurate
scale, and virtually “place” items in

N p rooms they’ve added. Target recognizes
B a costly purchase is more likely to occur

& item details & item detalls

if the customer is aware of how it will
look in their home -- instead of just in
the store’s showroom.

Lowe’s creates a similar personal-
ization experience in partnership with
Microsoft HoloLens. Shoppers can
wear the mixed-reality headset to view
a full-sized kitchen they can then cus-
tomize with color, scale and style.

AR tools will help give buyers more
conviction when purchasing costly
items that are not practical to purchase
and bring home. It will also help re-
duce burdens associated with returns,
by allowing buyers to “try on” the
item and visualize it in re-
al-time, before they make
a purchase.

Toy retailers

Although AR has been
most abundant in the
fashion and home goods
industries, the toy indus-
try is also getting into
the game — literally. Toys
“R” Us recently launched
an AR app called “Play
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Chaser,” which allows users to activate
various games throughout Toys “R” Us
stores by scanning “Play Chaser” signs.
The app aims to make the shopping ex-
perience more fun and interactive.

The games, which are compatible
with Android and iOS devices, pro-
vide an extra incentive for kids to urge
their parents to take them to Toys “R”
Us so they can play games that require
them physically present in the store to
access. For marketers, it’s a great way
to help increase foot traffic, while also
providing a more immersive experi-
ence for shoppers.

Construction and garage design
Home projects and renovations are
big-time jobs, so it makes sense the
construction industry is embracing AR
as a way to plan and visualize design.
Clopay’s “Door Imagination System”
provides customers the ability to see
how their home will look with a specif-
ic garage door. Their garage door visu-
alizer enhances the selection process by

providing imagery of the door in front
of the customer’s home, making their
product more marketable in the process.

Food and drink
The restaurant and cafe industry
also shows interest in AR. Industry gi-
ant Starbucks is regularly experiment-
ing with AR. One of their recent forays
aims to provide an atmosphere, instead
of enhancing the purchasing process.
The experience, created in partner-
ship with Chinese retailer Alibaba, was
unveiled at a Starbuck’s location in
China in late 2017.
Customers who vis-
it the store are en-
couraged to use their
smartphones to view
additional infor-
mation and unlock
badges as they walk
around the 30,000
square-foot  space.
Their AR content
aims to transport
customers to a cof-
fee farm in another
country, while also
sharing details of
brewing methods.
For Alibaba, the
app is a way to draw
new customers into
their online market-

‘ ‘ According to
Retail Perceptions,

61% of shoppers
prefer to shop at

stores with AR
features over those

that don't. , ,

place by allowing users to purchase
coffee and other experiences.

Essentially, Starbucks’ interpretation
of AR involves enhancing the enjoy-
ment of their products by providing
an immersive look at every stage of
the growing and brewing process. The
food and drink industry is likely to fol-
low suit regarding AR implementation
and its role in marketing.

Across various industries, retailers
are using augmented reality to help
market their products and provide
an enjoyable shopping experience for
their customers. |
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VR WORLD Represents
What's Possible With
Technology — and in Marketing

Part of what VR can offer brands is the opportunity to engage
more consumers with experiential retail concepts

By Hillary Adler

ne of the hottest conver-
sation topics in marketing
technology is the emer-
gence of VR as a sustain-
able business platform.
The presence of VR in branding is
ever-growing, and marketers are turn-
ing their heads towards the power that
VR has with consumers. Brands like
Tom’s, HBO (Game of Thrones), and
even the New York Times have found
ways of implementing VR technolo-
gies into consumer interactions.
VR World, which bills itself as
the largest Virtual Reality center
in the western hemisphere, be-
lieves that VR isn’t just a tempo-
rary fad in marketing—it’s here
to stay, and for a long time.
“Right now everyone wants
to get their hands on VR,”
said Tommy Goodkin, Head of
Content at VR World. “You’re
already seeing this in fran-
chise properties with pop-
up shops and experiential
stunts—especially with major
blockbuster shows and films.”
Unfortunately, pop-up shops
and experiences are live for a
limited time. A location-based
VR center like VR World offers
brands longer experience flights or
even a permanent home.

It is well-publicized that younger
consumers are allocating their spend-
ing away from goods and more to-
wards experiences, and part of what
VR can offer brands is the opportu-
nity to engage more consumers with
experiential retail concepts. And of
course, this in turn gives more physi-
cal impressions to brands than online
marketing does.

Take for example, Richie’s Plank—
the most popular attraction at VR

World. A fully immersive experience,
Richie’s Plank takes you hundreds of
feet above the New York City skyline
to the top of a skyscraper. The ob-
jective? Try to walk the plank over
the city.

“Your mind knows you’re only an
inch above ground, but you’re still
terrified,” said Goodkin. “That’s the
power VR has—the power to take the
customer to a different world and a
different place.”

If you’re a brand, you want to live
on in the mind of the consumer for
a long time, which is what makes

VR so valuable to marketers. It
provides an experience so im-
mersive that consumers want
to talk about it for days. And
when it comes to VR World
and Richie’s Plank, yours truly,
admittedly, forgot she was only
an inch above the ground when

stepping (jumping) off the

plank. The ground hurt—I
will tell you that much. B

‘ ‘ That's the power

VR has—the power to
take the customer to a
different world and a

different place. , ’
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Al And Fashion Marketing:
A Perfect Match

How major retailers are using Al to improve the fashion retail experience

By Ariella Brown

s visual Al advances, it’s

becoming a useful tool for

marketing fashion both

online and on-premise.

This marriage of fashion

and Al signals possibilities for shoppers.

Alibaba recently demonstrated the

difference it could make with record

sales for this year’s Single’s Day in Chi-

na. The volume of sales for this year’s

Single’s Day through Alibaba’s sites

amounted to $9.3 billion this year,

compared to $5.9 billion last year. Tech-

nology use played a major role in that

surge of sales, as nearly half the orders

this year came through smartphones --
over double the 2016 number.

However, another form of tech-

nology was also involved: Al. Using
deep learning, Alibaba researchers
developed FashionAl to offer in-store
shoppers a familiar kind of screen in-
terface that can make recommenda-
tions to customers based on its huge
volumes of data.

As MIT Technology Review ex-
plained, FashionAl is able to not only
“recognize hundreds of millions of
items of clothing” but also to learn
“the tastes of designers and fashion
aficionados on Alibaba’s shopping
sites.” It’s tailored to correspond to
the inventory in each “store, generat-
ing dozens of outfit matches” on the
basis of what it stocks.

That this machine learning boost

‘ ‘ This marriage

of fashion and
Al signals possibilities

for shoppers. , ’

generated greater sales is no surprise. A
recent study by McKinsey showed that
early Al adopters that combine strong
digital capabilities with proactive Al
strategies have higher profit margins.
That is why Abdul Muhammad, VP of
digital strategy for rbb Communica-
tions, believes that we will see AI com-
pletely transform the shopping experi-
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ence, and bring the online and offline
experience in closer alignment.

While we have come to expect Am-
azon-like recommendations from all
retailers, including fashion sellers,
we are now going to find those rec-
ommendations within the physical
stores. Muhammed said, we will not
see bricks-and-mortar locations dis-
appear “because people want to feel,
touch and engage with a product, or
speak to an expert before making a
purchase.”

Given the expense of maintaining
physical stores, businesses have to
make sure to maximize their opportu-
nities for sales, and Al can play a role
in that. For example, “integrating Al
bots into physical locations to assist
customers, while also providing all the
data and expertise that you can get
from shopping online,” can give the
customer the direction they seeks in

‘ ‘ Al connects the

dots between researching a
product online, and buying,
Or viewing it in store

before final purchase. , ’
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pulling together an outfit to purchase.

The customer’s tastes and needs
are better understood because “Al
connects the dots between research-
ing a product online, and buying, or
viewing it in store before final pur-
chase,” Muhammed said. In the case
of Single’s Day, the stores imple-
mented “screens equipped with AI”
that helped shoppers arrive at “pur-
chasing decisions” on the basis of the
AT’s “smart, data-driven suggestions

-

- .

based on” what the store offers and
the customer’s “digital footprint.”

He explained:

“Al leverages what’s best about
human behavior — it matches pref-
erences, behavior and shopping pat-
terns with products in a unique way
to provide shoppers with a custom-
ized shopping experience. Because
Al hyper-analyzes data to create dig-
ital footprints of each shopper, con-
sumers will see more items they’re
interested in and likely to purchase.
Increased probability of interest and
conversion is not only good for the
business, but also beneficial for the
consumer who is now receiving a cus-
tomized shopping experience based
on their existing shopping patterns,
browser activity and psychographic
data from social media, such as what
they like, share and post.”

Making that shopping trip more
productive translates not just into
improved sales and more effective
upselling of “additional products be-
cause of the increased relevance of
the brand,” he said, but into more sat-
isfied customers. With such a winning
formula, we are likely to see more
sellers seek to leverage Al in 2018. |
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THERE'S NOTHING
LIKE AUSTRALIA

b4

ustralia -- to the Unit-

ed States, it’s the “land

down under,” a faraway

place on the other side

of the globe, filled with

creatures, culture and history that
can often seem out of reach.

So when Tourism Australia and Vir-

gin Australia wanted to connect with

i australia

American travelers, they turned to
native advertising to bring the fun of
a foreign adventure to the forefront,
creating a new experience that en-
gaged potential tourists where they
felt the most at home.

Advertising

'5

Tourism

“Connects With

Travelers
h Native

When Tourism Australia and

Virgin Australia wanted to

connect with American travelers,
they turned to native advertising

By Amy Onorato

“Our goal was generating awareness
of Australia’s unique vacation experi-
ences and highlighting Virgin Austra-
lia as a great way to get there,” Jane
Whitehead, Vice President, Americas,
Tourism Australia, said.

In June 2017, Tourism Australia
teamed up with Oath to launch the
“This Time Tomorrow” campaign, a
cross-channel endeavor which aimed
to show travelers how easy it can be
to jet-set around the world and satisfy
their wanderlust -- all in a day’s time.

“Through various creative and con-
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‘ ‘ Consumers look to brands where they can trust the content.
A marketer needs determine where to position...it needs to be
relevant to them when aligning with brand solidarity. ’ ,

Courtney McKlveen, Head of U.S. Field Sales at Oath

tent executions we were able to bring
to life the premium flight experienc-
es and memorable adventures that
you can have ‘this time tomorrow,”
Whitehead said.

Native advertising is a way for
brands to connect with audiences by
delivering relevant content through
mediums that matter most to them,
creating more authentic and relevant
experiences that tie into their every-
day user habits.

“Consumers look to brands where
they can trust the content,” Courtney
McKlveen, Head of U.S. Field Sales
at Oath, said. “A marketer needs de-
termine where to position....it needs
to be relevant to them when aligning
with brand solidarity.”

Great content lies at the crux of any
successful cross-channel campaign. For
Tourism Australia, that meant a blend
of imagery and storytelling through
traditional native ads and “carousel”
formats, which allowed users to click
through several images at a time — a
tactic that can help bolster engagement
by inviting viewers to click and interact
with native experiences.

Their native strategy, distributed

=2 o

l.:écebéok: @SeeAus alia, Kyle Rau Photoéraphy

across Oath’s Yahoo Gemini s

platform, worked alongside
television, search, social, and
display campaigns to target
different travelers at differ-
ent times.

“Compelling creative and
content are really important
at each point in the consum-
er path, to gain consumers’
attention and interest initially
and then to encourage them
to take further action to learn
more and/or explore offers,”
Whitehead said. “Running
multiple versions of cre-
ative and copy enables
you to learn and
optimize based
on what res-
onates with
your target
consumer.”

“Once a con-
sumer gets there,
what they experience
is critical, especially in a
campaign like this cross-chan-
nel,” McKlveen added, stressing the
need for brands to think about their

Facebook:@SeeAustralia, Mark Fitz Photography

web experiences on both
mobile and desktop.
“Gone are the days
where marketers can say
‘I don’t know about mobile,

McKlveen said.

Throughout the month-long
campaign, Tourism Australia saw a
threefold increase in website traffic,
with 33% longer time-on-site rates
on average. M

Facebook: eeAstra ia, An‘drew atson Photography
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Amazon Alexa May Give
Voice To Targeted Marketing

As people are coming to expect the convenience of talking to their devices,
companies like Google and Amazon are exploring new ways to monetize it

By Ariella Brown & Amy Onorato

e’ve seen a rapid evo-

lution in shopping

interfaces -- ranging

from letting our fin-

gers do the walking
on our keyboards, to letting them
swipe their way to what we seek on
touchscreens. The next big thing, it
seems, is a touchless interface made
by possible by voice activation.

As people are coming to expect the
convenience of talking to their devic-
es, companies like Google and Ama-
zon are accommodating that form of
navigation and exploring new ways to
monetize it.

When it comes to paid search and
online ads, Am-
azon just doesn’t
quite compete with

Clorox are apparently in talks with
Amazon about the possibility of ad-
vertising via Alexa. That would be a
significant shift for Amazon, and a
welcome move for brands who con-
sider improving their position in
voice search to be partic-
ularly advantageous.
While Amazon
hasn’t issued a
public statement
about a move
towards voice as-
sistant advertising
just yet, the fact
that Amazon recent-
ly began experimenting

Such auditory product placements
would be far shorter and less intrusive
than full-blown commercials. Voice-
bot.Al interprets the initiative as fore-
shadowing ads that simply prompt
product awareness. But why stop at
that? What brands partic-
ularly like about dig-

ital ads is that they

are immediately
actionable. There’s

a big advantage in

an ad that can lead
to purchase comple-
tion over an ad that
merely makes a poten-
tial customer aware of a

product that they may

— or may not — choose

to purchase further

the likes of Goo-
gle and Facebook,
who dominate the
space. Amazon, on

‘ ‘ According to Forrester, brand
discovery for consumers is 2.5 times
more likely to happen through Amazon. , ’

down the road.

While more relevant
ads may be considered
a good thing for brands

the other hand, is

estimated to rank

fifth overall when it comes to digital ad
revenue, making up around two per-
cent of the market share.

But following a successful 2017
holiday sales season, there may be
one place Amazon is gaining trac-
tion — online retail. Research suggests
that eCommerce could pose the big-
gest threat to Google’s overall search
dominance. According to Forrester,
brand discovery for consumers is 2.5
times more likely to happen through
Amazon.

Brands like Procter & Gamble and

with different forms of advertising to
roll out this year is suggestive.

Alexa could give voice to what Am-
azon and other online sellers are al-
ready doing online — offering relat-
ed products, or letting the shoppers
know what other shoppers bought in
addition to that product. But Alexa’s
suggestions may not be limited to
that. Suggestions could also be based
on nudges that build on established
patterns -- like recommending some-
one who buys one product a comple-
mentary item from the same brand.

looking to target effec-

tively and the consumers
who are looking for relevant messag-
es, there are always people who just
don’t like the idea of ads creeping in
everywhere.

Either way, as digital advertising
continues to become a more compet-
itive space (one Magna Global report
forecasts a 13% growth to $237 bil-
lion in revenue this year) it’s no won-
der Amazon is boosting their efforts.
Though little is known about what
their exact strategy will be, we’re sure
they’ll continue to be making head-
lines this year. W
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Holding Influencers Accountable:

Using Big Data To Improve ROI

Influencer marketing is still a new practice, and many marketers still struggle

with how to quantify success
By Amy Onorato

elebrity tweets, product
endorsements — no matter
how companies do it, it’s
clear influencer
marketing isn’t

going anywhere.
According to eMarket-
er, companies shelled out

/370

cess. According to a Lingia study, 78
percent of marketers surveyed said
defining ROI was one of their biggest
challenges when evaluat-
ing campaigns.

“The challenge there is
to have an easy, turn-key
way to have those partners

more than $570M global- O MARKETERS:  working with you, and
ly on influencer marketing uperFINING ROI have them track and mea-
in 2016 — turning to social WA;?%%’E;?HR sure the activity they’re
media stars on Twitter, doing,” Todd Crawford,
CHALLENGES .

Instagram, Snapchat and  ypeneEvaLuaTing — co-founder of digital mar-
YouTube to promote their CAMPAIGNS" keting platform Impact
brands to masses of dedi- Lmqla_ Radius, said.

cated followers.

But influencer marketing is still a
new practice, and many marketers
still struggle with how to quantify suc-

Here are some oth-
er things to consider when building
a data-driven influencer marketing
strategy for 2018:

Establish influencer marketing
goals - and keep them

What role do influencers play in
your customer journey? Typically, in-
fluencers are a powerful tool at the
top of the funnel, with “shout-outs”
and social promotions serving as
drivers for brand awareness and val-
idation through “celebrity-caliber”
endorsement sent to an audience of
dedicated followers.

But tracking metrics like social
shares, impressions and engagement
is only one piece of the puzzle. Sure,
the exposure is great, but how much
of that exposure ends up as customer
acquisition or conversion?

“You have to be able to stitch the
consumer journey together, to make
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‘ ‘ According to eMarketer, companies shelled out more
than $570M globally on influencer marketing in 2016. , ’

sure you can measure the value of all
touchpoints that are contributing,”
Crawford said.

When mapping customer journey,
evaluate how you want to attribute
influencer contribution into your data
set. Some metrics to consider:

* How much traffic influencer posts
drive to your website

* How much revenue is generated
from individual influencer posts

* What parts of the customer jour-
ney are impacted the most (initial in-
terest, comparing products, final pur-
chase, etc.)

* New customer vs. returning cus-
tomer ratios

* Average order values

Like any marketing strategy, results
from campaigns should be directly
tied to ROI — not only to justify the
budget, but to improve on it if you’re
not getting the results you need.

Quality vs. quantity: the rise
of the micro-influencer

When it comes to maximizing ROI,
bigger influencers may not always be the
better choice for your marketing strategy.

“I think in the beginning people
were really attracted to the big influ-
encers, the ‘Kim Kardashians’ of the
world, where they have a large audi-
ence,” Crawford said. “But now, au-
diences understand that it’s a paid
tweet, and that celebrity may not real-
ly use the products they’re endorsing.”

According to Hypr, companies can
spend as much as $10,000 per post on
influencers with 500,000 to 1M fol-
lowers. That’s a big price tag if you’re
not targeting the right audience.

To improve ROI, Crawford sug-
gests considering “micro-influencers.”
These accounts are smaller, but still

have substantial followings — often in
targeted or niche areas.

“When you get to the micro-influ-
encers, their followers actually want
to know what they think — they take
the time to do reviews or have an
opinion,” Crawford said.

There are several ways micro-influ-
encers can benefit to your marketing
strategy:

* Better targeting: Micro-influ-
encers in specific niches can often
attract quality audiences that better
align with brand goals. When working
with influencers, make sure you’re
tracking the conversion paths tied to
each post (as we mentioned before)
to accurately gauge success.

* Longer content cycles: Utilizing
evergreen content can help increase
brand awareness longevity, reaching
potential audiences long after that
first plug. “With a large influencer,
it’s one and done. They post and you
pay the money — and there’s hardly
any length to that post — it spikes and
goes away,” Crawford said. “With mi-

Getty Images

cro-influencers, their content is more
evergreen...they may be tweeting
things that are also on their blog or
onYouTube.”

* More incentive: Instead of pay-
ing upfront costs, consider options
like revenue share, where influencers
are paid a percentage of every conver-
sion directly tied to their efforts. This
will increase incentive for influencers
to actively engage and promote your
product or services.

Looking ahead

Structuring your influencer strat-
egy for 2018 comes down to two
things — analytics and accountability.
Tapping into data will help marketing
teams make the best decisions when
it comes to partnerships and evaluat-
ing success. Strong data will also help
track and define goals that can be di-
rectly attributed to campaigns.

“I think the trend of influencer
marketing is still strong. In the earlier
days it was more organic — it wasn’t
really solidified. There was a lot of
hope around it, and a lot of regret
around it,” Crawford said. “I think
now the data, the technology, the
partnerships, and the understanding
of what it takes from both sides has a
lot of potential.” |
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