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THIS EVENT IS ABOUT
YOU!
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AGENDA

10:00 Welcome Note by lan Hunt, Chief Customer Officer, RAKEZ
10:05 Introduction by Mark Hamill, CEO of ARCET Global

10:10 Secrets to E-Commerce Success: Setting up with Amazon and Growth Strategy by Hiteash Miglani,
Executive, Growithamazon

10:30 How to Launch or Optimise your E-Commerce Strategy by Karl Escritt, CEO, LikeDigital
10:45 Q&A
11:00 Networking

11:30 End of Programme
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ALL EVENTS ON COMPASS WEBSITE

compass.rakez.com/
events
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UPCOMING EVENTS

VAS EVENT: GUIDANCE ON OBTAINING &
RENEWING NOCS

® October 29, 2024 11:00 am - 12:00 pm

9 Webinar

EVENT DETAILS >

= HSE SEMINAR
INVITATION

SR
2 g ) N

HSE SEMINAR: INDOOR AIR QUALITY

® October 31, 2024 9:30 am - 12:30 pm

) Compass Coworking Centre

EVENT DETAILS >

/o>

Explore v

Events & Networking

COMPYSS
[Cowoas s Civie ]
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WORKSHOP: TURBO TUESDAYS WITH MIKE

@ October 29, 2024 3:00 pm - 4:30 pm

{) Compass Coworking Centre

EVENT DETAILS >

COMPASS

OWDRLING (

CELEBRATE DIWALI AT COMPASS!

® October 31, 2024 10:30 am - 12:00 pm

© Compass Coworking Centre

EVENT DETAILS >

Community v Contact Us Offers
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GROWTH SERIES: STARTING & SCALING AN
E-COMMERCE BUSINESS

@ October 30, 2024 9:30 am - 11:30 am

) Compass Coworking Centre

EVENT DETAILS >

KEY ACCOUNTS NETWORKING EVENT

@ November 7, 2024 10:00 am - 12:00 pm

) Compass Coworking Centre

EVENT DETAILS >

Q



https://compass.rakez.com/events
https://compass.rakez.com/events
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NEXT EVENTS

26 NOVEMBER 2024

Event 9: How to raise funds
to accelerate the growth of
your business

‘ > COMPASS
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GRO AMAZON

Your Ecommerce Catalyst

Setting Up & Scaling
Amazon Business

Top-Rated Amazon Seller

amazon

Central Consultant

Powered by CoTask IT solutions

Middle East | Canada | Europe | Australia | USA | UK
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\ About GROW WITH AMAZON
<D

GRO AMAZON
erce Catalyst

Your Ecomm

An omni channel ecommerce
consultancy agency, Grow with
Amazon provides services to
launch ecommerce businesses,
Increase In  revenue and
establish market dominance.

“From Onboarding to Business Growth, We’'ve Got
You Covered.”

CERTIFICATE

OF REGISTRATION

This is to certify thal the Management System of

COTASK IT SOLUTIONS

Office 201-205, Oud Metha, Dubai, United Arab Emirales
rificates as conforming 10 the requirements of

ISO 9001:2015
Quality Management System

The Quality Management Syslem is applicable to.

Global E-Commerce Marketplace Store Growth & Management
Experts, Specialists for Amazon Seller Support, Delivery Quality
& Result Oriented.




E-commerce Market POTENTIAL

MUIIUdY UZ Jdiiudly Zusd 5
Receive the latest news, updates and offers as

Not now Yes, please

h they happen.

PODCASTS

MENA | WORLD REINI[ENgM OPINION | CLIMATE

Aviation | Economy | Energy | Money | Gratuity Calculator | Cryptocurrencies | Property | Banking | Technology | Markets | Traveland Tourism | Start-Ups

UAE e-commerce market forecast to reach $9.2bn

by 2026
B

The pandemic has accelerated the move to digital payments and online shopping

GIOIOIOIOIO,
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Your Ecommerce Catalyst
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'Steps to Start Selling Online in the UAE‘

Trade Licence - Acquire a new licence to start your
ecommerce business in UAE

:
- ©
Open an Amazon account: Start with a popular
, a Q e-commerce platform (e.g, Amazon.ae, Noon) or

develop a localized website.

Product listings: Optimize for mobile, as over 90% of
UAE residents shop on their smartphones.

Marketing & Visibility: Leverage digital marketing
strategies tailored to the UAE market, such as
Google Ads, social media, and influencer
\ partnerships.

GRO AMAZON
You

‘our Ecommerce Catalyst
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Getting Started on Amazon
Creating your Amazon seller account

Visit Amazon __ Choose Enter business info, Set up preferred
Seller Central |“d'V'dU°|/I Professional verify ID. payment.
plan.

4

AMAZON
merce Catalyst
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Understanding seller central dashboard

Access dashboard View sales, orders, Explore tabs: Use tools: listing,
post setup inventory. Inventory, Orders, inventory
Reports. management &
shipping method
\

GRO AMAZON
Your Ec nerce Catalyst
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How to flourish your Amazon business?

-

Make your listings retail-ready - Images,
Title & Key Product features

Analyse who you are up against - Top
competitors

Plan Inventory & Shipping Method -
FBA/Merchant Fulfilled

Create brand awareness via ace SEO
techniques- Push your product’s
position on SERP, Keywords

Optimize Sponsored Ads




Scenario Videos

Start Watching

SanaS
.
oyl
P

START SELLING ON
MARKETPLACES

Watch on (€3 Youlube J‘-,
-, ,‘

Marketplace Selling: Beginner's Challlenge

’ E)us;ngAfm F\a;uélﬁoblem Managmg?el]erA{Amazon Seller Accy@&
EXHAUSTED ,
FOR SALE PRODUCT

onaionff ) e
seller lab

Walmart

Watch on (88 Youlube




AMAZON SERVICES

Enhance conversions and maximize ROI
with end-to-end Amazon store set-up
& management services.

e Amazon Product Listing Optimization

e Amazon FBA (Prime)

e Amazon PPC

e Amazon Seller & Vendor Central
Management

e Amazon Marketing Services

* Amazon Sponsored Ads

* Amazon Brand Store Design

¢ Lifestyle Product Photography Services

e A+ Content

Expert business onboarding on Amazon with
fully-managed product listing optimization,
order fulfillment, pricing and inventory control,
competitor analysis, customer review
management, and account health monitoring.

Service Catalogue

AMAZON CONSULTING

Lead the market with higher SERP and sell

more by leveraging our Amazon vendor and

seller central consulting services.

* Amazon Product Resedrch

¢ Amazon Product Sourcing

* Product Competitor Analysis

* Amazon Review Management

e Amazon Buy Box Eligibility Analysis

* Competitor Pricing Research

* Sales Improvement Strategizing

* Brand Monitoring

¢ eCommerce Store Growth
Management Services

Round-the-clock consulting for Amazon Seller
Central, Amazon Vendor Central, and multi-
domain brands and manufacturers, with complete
support for advertising, merchandising, reporting,
and marketplace strategizing.

A
-~ ' al_nisl dsigles
Q noon @ UNION COOP

i (M Errerons
Sharaf OG.com Carrefour
mumzweorld

#1 mother, baby & child site in the Middle East

MAJOR E-COMMERCE
WEBSITE SERVICES

Have greater impact and presence by selling
on all major platforms. We provide customized
services for all major marketplaces

e Noon / C4 [ucC Product Listing
Optimization

e Noon FBN Express/ Noon Dcnily)

¢ Noon Seller Central Management

e Noon [ C4 Marketing Services

* Sponsored Ads

* Noon Brand Store Design

¢ Lifestyle Product Photography Services

e Enhanced Content

Expert business onboarding on all major
marketplaces. Experts in rules and
regulations for all marketplaces. In person
connects for provisioning of E-Stores

N

GRO AMAZON

Your Ecommerce Catalyst
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A few of Our Clients
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Contact Us

Book your Free Let us know if you have any questions,
Consultation Now! we will be happy to assist you.

UAE | Saudi Arabia | Canada | Europe | Australia | USA | UK

+971 (4) 285 9886
+1(323) 443-6735

+44(203) 769-1712

* h O

contact@growithamazon.com

www.growithamazon.com

Office 203-221, 2nd Floor, Al Fajer

Headquarters
Complex,Oud Methaq,

in Dubai - UAE _ )
Dubai, United Arab Emirates.
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Starting and Scaling an
e-Commerce Business.



Karl Escritt

Keynote Speaker & Fxperience Strategist:

CEO — Like Digital

Creative Director — UX / Experience Design

20+ years in E-commerce

Staying Human (when technology is changing everything)

+971 585 517 905
karlescritt@gmail.com




LIKE DIGITAL & PARTNERS

Like
Digital

We deliver digital experiences that move the dial for brands.
Globally, we provide an enterprise suite of digital services including

strategy, design, UX, development, content marketing and digital growth
to enterprise businesses.

24



We create
exceptional
digita
experiences A
for a world of ==
‘always on’

consumers

LIKE DIGITAL & PARTNERS
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LIKE DIGITAL & PARTNERS

(ios) eStore

ATLANTIS

CHALHOUB crour
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JEWELLER

LVMH

Our Clients
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2

TWIN DOLPHIN
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Global Centres of Excellence

GLOBAL SCALE — LOCAL EXPERTISE
© Like Digital Offices
@ International Locations serviced

LIKE DIGITAL & PARTNERS

LIKE DIGITAL & PARTNERS, LDN
Poland Street, London, UK

é-
-,

et ol

f

F » =
LIKE DIGITAL & PARTNERS KSA

3141 Anas Ibn Malik Rd, Al Malqga,
Riyadh 13521, Saudi Arabia

LIKE DIGITAL & PARTNERS DXB
HDS Tower

Jumeirah Lake Towers,
Cluster F Dubai,

UAE

27
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Starting and Scaling an e-Commerce Business.

Where to start?

LIKE DIGITAL & PARTNERS 28



Not with the Technology.

AEECOMMERCE . ﬂl shopifyplus
ELITE PARTNE

Woo commerce  SHOPLIN

£ commercetools

iext peneration Commerce




\/\

Starting and Scaling an e-Commerce Business.

Starting with the Experience.

LIKE DIGITAL & PARTNERS 30



Users are looking for exceptional experiences

85. 76, 07

,’/7. )

of customers say

the experience of customers are
they have are NOT of customers . willing to pay more
matching their expect companies for a great
expectations to understand their experience

needs and

expectations

Source: Salesforce

LIKE DIGITAL & PARTNERS



However, we are still obsessed with
putting technology ahead of experience

IIIIIIIIIIIIIIIIIIII



LIKE DIGITAL & PARTNERS

Morton Heilig

33



As Humans we are extremely good at
learning but are generally terrible at
unlearning

IIIIIIIIIIIIIIIIIIII



To create outstanding digital / e-com
experiences we must discover, and
understand our users first

IIIIIIIIIIIIIIIIIIII



How to Discover

AUDIENCE THE JOURNEY

LIKE DIGITAL & PARTNERS

,w_m/ff

GGU

’7)...,_,_._,_,_._{*’/

WHERE ELSE DO
THEY SHOP

|FI r'”__;_\__“‘-\':ll |:
|KK,"I.-'J — L.h

t.'#"""'l _':' r’/"" .

WHAT ARE THEY
REALLY DOING ON
SITE?

HOW CAN WE
HELP THEM?
(BUSINESS
OBJECTIVES)



Audience - Mobile Adoption

Ml MOBILE’S SHARE OF DAILY INTERNET TIME

DAILY TIME THAT INTERNET USERS AGED 16 TO 64 SPEND USING THE INTERNET ON MOBILE PHONES AS A PERCENTAGE OF TOTAL DAILY INTERNET TIME

GLOBAL OVERVIEW

59.8% 53.5%

49.4% 50.8%
45.6%
37.7% 39.1%
33.1%
27.3% ' '
' +'|3 8% +8 3%

2013 20'I4 2015 20 6 2017 20 8 2019 2020 2021

e :l%l:lr::CE: ure ‘ HOOtSUItE’
social

LIKE DIGITAL & PAR
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Audience - Mobile Adoption

How People Hold and Interact with Mobile Phones Methods of Holding a Touchscreen Phone with One Hand

o -

o |
S Fo\ q i
e e . Right Thumb on the Screen Left Thumb on the Screen
67% 33%

49% 15%

LIKE DIGITAL & PARTNERS 38



LIKE DIGITAL & PARTNERS

Audience - Mobile Adoption

Stretching Stretching

Natural

Natural Natural

Stretching

Left Hand Combined Right Hand

39



LIKE DIGITAL & PARTNERS

Audience - Personas

USER PERSONA

Ryan

“l want to avoid unhealthy habits and
invest in pursuing a healthy lifestyle.”

ABOUT

Ryan is a project manager at Siemens,
passionate about social justice and
diversity. He strives to maintain a good
work/life balance. He enjoys visiting the
gym and attending fitness classes,
sometimes with friends.

NEEDS

® Motivated by workout experiences
that deliver on balance, routine and
prevention.

® Willing to pay a premium for
'healthier products’.

® Expect excellent customer service.

SOCIAL MEDIA ACTIVITY

YOUTUBE (88%)

FACEBOOK (83%)

INSTAGRAM (67 %)

WHATSAPP (66%)

AGE 32 (Milennial)
OCCUPATION Project Manager
INCOME $$6,500 / Monthly
STATUS In a Relationship

LOCATION Singapore, Singapore

FRUSTRATIONS

® |ack of transparency around
health/wellness claims.

® |ack of integration between mental
and physical health.

® | ack of different pricing models
for available services.

CURRENT STATUS

Optimistic Lonely Uneasy

CHARACTERISTICS
CONFIDENT ~ ASSERTIVE  CURIOUS

TECH SAVVY MULTI-TASKER

40
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Turns the abstract
concept of "user”

into a person with

Helps you know

thoughts and

emotions who you are

designing for

How a user
persona works

Represents a
group of users

. o Helps you get to
with similar

I ’ know users more
goals an

characteristics

closely to create
better experiences

41



The Journey

" value personal, fasy, effective “» high-ticket ltems can be a stressful

and may nesd mood reassurance

Buying experiences not just
room activities/F&B

A Time spent on researching
wnjoyable Is prefermed over

5 Booking ks only one part of peoples

& Customars share mone

7 Maost poople visit multiple imes
infarmation throwgh & positine

a Mot all people are visiting the she
during booking process

o book a stey eg day vistatian,

Guiding

Customer

Seek secid

Brora b
.'““q:';'. Eosking Widget
Casierk e

Burdur pevad ony
aciiviies, traruber,

Frabosk
CENEy TR

Chac in ' §
an il

ites reviw

Emernasst vk

e Can e cthar DAO

Fropenty foe baturs hobediy

Personalised landing page by geclP,
a D. Socond page lised x
landing page.
o i g cusicmer.

Personalised landing page new v ']
wisitar x previous interactions (page visits,
room visits, widget interactions, offers,
activities), if source = CAM, campadgri.

P lised by widget interactions, reom kst
priantised v last roam viewed, d

Perscnalised by email recetved, in

cifer match in bashet and Rinevaries
Pre-filled Information if rebaming customes

¥ neas, by bogged in stabus v stay
dates |highlight activities over reoms)
Priaritised imvitation to use MyPreferences.

Personalised by email recetved, In
MyPraferences, by logoed im status v stay
dates (highlight acthities over ropms)

Priritised invitation to use MyPreferences

Persoralised by login stabus [as customer],
messaging (explone other O&0) and contant
specifically io Puriure repeat booking.

+ This destination |caks great, L wonder where |
should stay.

« Wihats the most o ious places bo stay in this
lecation,

- What is thewe to do in this location. Is this kotal
well placed for me o de this?

- Whare is the best places to travel to X time of
year?

planming.

- Nervous that most hukuriows properties may rat
be family friendly / sultable.

* Imterested in offers being available.

« Anxious that key window may be bocked ar
eapersive (School halidays / New Fear).

- | 'want a mix of family and adult holiday actiities.

- Emcited about the prospect of a haliday & holiday

- Haw sxpensiee is tha?

- Ireally must get all the information together
aboart my stay,

- | beliewe O is the right propery for me bt |
st be sure,

- Willl sveryone gat what thay want fram this
healiday?

- This proparty is populas so | bast hurry up and
boak,

- Happy to spend money but don't want to be
evarpaying.

- Fecussed om getting real information on price,
ace datlon type and avadabil

- Empathetic to everyone's needs,

- Wiow this is going to be the holidey of » lifetime.

- Did | get everything right?

« A | sure this is the correct experience for me
+ Lat's get this bocked.

. What happens neat?

- Do they knew what | wa?

- Frusirated If amythimg complicated arses.

- Dasira that all my reguirements ane going 1o be
taken care of.

- Wow! That was easy!

« b my invoice cormect?
« Iweart the hatel to krnow about my § my party's

persanal reguirements before | get thers,

« Ireally want to get this specific actity in while |

am there and am concerned abeut avallability.

- Do | kv all the ko | need?

- i got ta get to this hoted ance | get off the

flight. At this price & this bevel it betier be taken
«cara of.

- Anious that sverything for this trip is sorted so |

don't reed to think about this whan | am there.

+ Mervous but sxcited.

< What ghall | da tamarroe T

« lwant sveryone to see what an swescme time |
am having,

- My Butles is really helpfa and thess real-time
digital alerts are wseful.

= Pleased with myself,
- Borad of sitting abaut ano ready for some
exciemant.

« Dreally erjayed that holidey,
« My Butler was & great guy/girl.
« Vwander what ather properties existin &0,

- Sad s over.

- Excited about the O&0 beand.

- Excited to share experierces.

- Corsidering future holidays to avoid past-
holday blies.

Relevant & personalised

Rebevant &personalisod Relavant & personalsed Relevant & personalsed

Relevant &personalised

Rulevart Apersanalised

LIKE DIGITAL & PARTNERS



AQW day pass

The Journey

Booki P t &
Stage Awareness Tickets type Guest details Date selection Choose package ooKing summar.y/ upsell ay.men .
enter your details Confirmation
Searches AQW on .
| d land Starts selecting 3 backages
google c:m ands Scrolls down to find number of guests / - Calendar P 9 Can not edit 3 .
On landing page L Day pass . Upsell is shown after Limited Payment
.. the AQW day pass chooses no UAE availability booking summary X R
Activity User scrolls down R X R Super pass . user details — very options / no
. resident / irrelevant selection / i Stepper un clickable . . .
the page to view N L Day pass+ Dolphin brief description instalments
. CTA Buy ticket ID message - no price indication ) A
tickets and read ) with prices
displayed
more about them
Fesiing © © &) © © © OO
Upfront Cost factor
influences decision
g . . . . . . . Mobile
Touch point Mobile Mobile Mobile Mobile Mobile Mobile Mobile
P lized Introd ift card
ers:ana ze Show starting price . Show price per date Convey clear niroduce gitt cards
Opportunity experience show for an informed Remove irrelevant / eg: weekday vs Allow edit benefits of USPs to oty 63 el
Pl AQW ticket messaging P v

immediately

decision

weekends

justify the price

instalments apple &
google pay

LIKE DIGITAL & PARTNERS

@ Happy / content

@ Sad Curious Confused / unsure

Angry / stuck

43



LIKE DIGITAL & PARTNERS

The Journey

Objective - Enable customers to checkout without Logging in yet validate their Mobile number

User enters email

User enters

= Shipping address

User chooses o
Users lands on
———=| checkoutasa -
Checkout Page Guest
Order confirmation User completes
email is tiggered ™ purchase

User reviews the
order

User chooses
payment method

Logged in User Checkout

A

Lser chooses
Shipping options

User chooses
gifting options

Objective - Validate all first time order mobile nos, yet make it easier to checkout for repeat purchases

Users lands on

Checkout Page | U5 i5 lOQged in =

Uszer chooses
Shipping address
from address book

User chooses
Shipping options

Order confirmation
email is triggered ™

User completes
purchase

User reviews the
order

Liser chooses
gifting options

Y

User chooses
Saved payment
method

44



Where else do they shop and what

scrosta 1

HALLOWEEN
HORROR NIGHTS

Halloween Horror Ni

LIKE DIGITAL & PARTNERS

hts

UNIVERSAL

Halloween Horror Nights Single-
Night Ticket

Choose a night to experience the terror. Buy online

and save

From

$79.99

Halloween Horror Nights
Single-Night Ticket

Choose a night to experience the terror.

This ticket includes 6 Months of Peacock at no extra
cost. Eligibility Restrictions and Terms Apply; see View

Details for Peacock offer

WARNING: EVENT MAY BE TOO INTENSE FOR YOUNG
CHILDREN AND IS NOT RECOMMENDED FOR
CHILDREN UNDER THE AGE OF 13. NO COSTUMES OR
COSTUME MASKS ALLOWED.

Online only. Pricing varies by date. Subject to

availability. Restrictions apply.

View Details

Solocs Rlobo. of oo

Starting from

$79.99

Per person, plus tax

All Ages - 0 +

Halloween Horror Nights
Single-Night Ticket

Choose a night to experience the terror.

WARNING: EVENT MAY BE TOO INTENSE FOR YOUNG
CHILDREN AND IS NOT RECOMMENDED FOR
CHILDREN UNDER THE AGE OF 13. NO COSTUMES OR
COSTUME MASKS ALLOWED.

Online only. Pricing varies by date. Subject to

availability. Restrictions apply.

View Details

September 2023 v

Fri Can N1 2022

@ Ticket from: $99.99

Starting from $79.99

NEXT

STRENGTH

Subtotal: $99.99

ADD TO CART

< BACK

& WEAKNESS

can you learn

—~
uNIVERSAL

SHOPPING CART

< BACK

Shopping Cart Total: $106.49

& Halloween Horror Nights Single-Night
Ticket

Sep 1, 2023

REMOVE

All Ages
(3$99.99 Per person, plus -1 &
tax)

$99.99

Delivery Method

Please select the delivery method for the
applicable items in your order. Must have valid
ID ready to show at front gate.

@ Mobile Ticket FREE
Delivery by e-mail and to your account's Wallet
Print at Home FREE
Will Call Kiosk FREE

Park entry front gate

A
UNIVERSAL

View Detail Summary Total- $106.49

< BACK

Checkout

1. Payment Sum

Fields are required, unless noted as optional.

Card Information “Veorined
VISA B 2 =, B @

Credit Card Number

Month

Select v
Year

Select v
Security Code

Security code for Discover, MasterCard or Visa is the last

45




®
PAGE GROUPS VIEWS
* MWP - aquaventure - +48.5%
.5%

search-results

4% Condition I 241318

=% Condition 162,454

* MWP - dolphin - search-

-3.24%
results 2
<% Condition I 27,001
2% Condition 27906

LIKE DIGITAL & PARTNERS

©)

SESSIONS

+37.5%

159,082

115,689

-1.81%

2012

20,483

What are your users doing on site?

©)

VIEWS/SESSION

+8.03%

152

140

-1.46%

134

136

0]

BOUNCE

-1.30%

76.6%

776%

-0.86%

776%

78.2%

©)

EXIT

-18.9%

32.8%

40.5%

+14.7%

38.3%

33.4%

@) ®
LOAD TIME (LCP) ~ CONVERSION
+28.9%
1965 815%

15.2s

4.65%

19.4s

137s

416%

377%

° 02 03

Activity Your Confirmation
Selection Details

Modify booking

Select Activity Found 6 Activities

Filterby 7 Sortby [

World's Largest Waterpark

“I'LOVED everythi bout this place” &
@ vipadvisor vy

See Less Details

Page Speed is a known issue within the
booking engine, but this also has an impact
based on location.

On average, two key /search-results pages
are 56% slower in the UAE than the ROW.

Fven for ROW customers, these pages are
averaging 14 seconds!

Google considers [LCP values of:
* less than 2.5s as fast.

« greater than 2.5s, but less than 4 s as
moderate.

* greater than 4s as slow.

46



What are your users
oing on site?

The Personalisation Hub with A
Level Shoes
0 POINTS

Enjoy complimentary personalisation at Level Shoes®
Personalisation Hub at The Dubai Mall. Book an
oppointment with o Level Shoes expert and select
between hot foil stamping, heat-press, loser engroving or
hand printing to customisc your new purchase for

h : t a . yourself or as o gift for a loved one.
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What are your users doing on site?
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Recover from errors
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Discover

Business Requirements

Sales Channels Ability to function via Web front end (responsive across all devices  [UUIH Must have tor launch Agreed Stencil approach
Ability to deliver mulitple front end brand experiences with content QO0TB Must have for launch Agreed
Ability to deliver multiple storefronts from the same source QO0TE Must have for launch Agreed Single BC instance with
Ability to function via an agent enabled front end (e.g. Call centre) Q0TE Must have for launch Agreed
Cross Device Ability for customers to share baskets across channels for registered |O0TB Must have for launch Agreed possible with MSF
Merge baskets when anonymous user logs in Customization Post Launch Agreed
Product Ability to define single SKU and multiple SKU products QO0TE Must have for launch Agreed Yes for Parent SKU and variants.
Abilito upload one product to multiple storefronts Q0TB Must have for launch Agreed One product can be mapped to
Ability to restrict the delivery options available for a product Q0TE Must have for launch Agreed Specific delivery option can be
Ability to display or link supplementary information for products OO0TB Must have for launch Agreed Suppliementary info can be
Ability to manage rich product information for products OO0TB Must have for launch Agreed In BC admin can manage
Ability for merchandiser to search for products on different attributes |OOTB Must have for launch Agreed Search attibutes in the order of
Ability to bundle products at variant level Available using 3rd party plugin/app Past Launch Agreed Can be set up as a promaotion if
Ability to bundle products as "frequently bought together” Available using 3rd party pluginfapp Post Launch Agreed Can be shown as a Related
Ability to auto-suggest "frequently bought together” Available using 3rd party pluginfapp Post Launch Agreed https:iwww.bigeommerce.co.ukiz
Ability to delete and archive products QO0TE Must have for launch Agreed Deleting yes, for archive the
Product Content Ability to write and manage product copy QO0TE Must have for launch Agreed
Ability to link product images and video QO0TE Must have for launch Agreed
Ability to add 6 or more images to a product Q0TB Must have for launch Agreed optimal size for your product
Ability to enrich product information Q0TE Must have for launch Agreed In BC admin can manage
Ability to create new attributes and delete non-mandatory attributes |OOTB Must have for launch Agreed Custom fields can be used for
Ability to manage product aitributes OO0TB Must have for launch Agreed
Ability to add custom attributes and display on the storefront OO0TB Must have for launch Agreed Yes for predefined attributes,
Ability to manage product attributes by storefront O0TB Must have for launch Agreed In BC admin can manage
Ability to allow 3rd parties access to update product information MNA Mot applicable Agreed Product feed will be received
Link image to product either through URL or by importing image files |O0TB Must have for launch Agreed Can be done via Product API
Product Rules Setup | Ability to manage product cross-sell relationships Available using 3rd party pluginfapp Post Launch Agreed BC OOTE offers related
Ability to manage product up-sell relationships Available using 3rd party pluginfapp Post Launch Agreed BC OOTE offers related
Ability to setup product stock threshold limits (for online product QO0TE Must have for launch Agreed
Ability to manage product display status (in stock / out of stock) Customization Must have for launch Agreed Can be achieved by tracking
Ability to link products with associated accessories Q0TE Must have for launch Agreed Yes using related products
Ability to define preduct launch dates 0O0TE Must have for launch Agreed Can be achieved using Preorder
Ability to define product live and expiry dates Customization Puost Launch Agreed Can be stored as a custom field
Ability to activate and de-activate products OO0TB Must have for launch Agreed Controlled by using product
Stock Visibility Ability to impaort stock position from external applications Direct integration with 3rd party Must have for launch Agreed For GANT stock levels will be
Ability to limit stock availablity to a specific country / location Customization Must have for launch
Agreed
Ability to change product stock threshold levels based on stock QO0TE Must have for launch Agreed Low stock levels can defined at
Availability Ability to perform online day to day inventory management QO0TE Must have for launch Agreed Handled as part of stock files
Ability for merchandisers to gain a single view of stock available Mot possible Mot in scope Agreed For GANT, there will be multiple
Pricing Ability to import prices from external sources MA Mot applicable Agreed Possible with BC pricelist
Ability to display prices in local currency OO0TB Must have for launch Agreed Can be achieved using
Ability to show Cash and loyalty points price alongside Cash price Available using 3rd party pluginfapp Puost Launch Agreed
Ability for customers to transact in local currency O0TE Must have for launch Agreed
LIKE DIGITAL & PARTNERS Ability to manage promotional pricing and markdown O0TB Must have for launch Agreed Promaotions and discounts
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Wow users with Simplicity
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Its now time Optimise
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How we optimise the online experience

1-2-1 Experiences fully tailored to the

Experiences individual
Lifecycle Experiences that evolve through
Experiences interactions

Enriched Experiences tailored to profiles

Segmentation & segments
Landing Page & MVT Landing pages and features .te§ted
across variations

A/B Testing Side by side testing of various

pages & page elements

LIKE DIGITAL & PARTNERS



What happened and to
which audiences?

Actionable Insights

Why

Do we want to promote
or resolve?

Why did this happen?

What might happen with
changes?

What can we learn from
adjusted experience?
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Data Analysis &
Journey mapping

Google
° ' Analytics 4

O

Siteimprove

@ Contentsquare

7
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AB Testing &
Personalisation
Optimizely

monetate

(Oubit)

SITESPECT

o bloomreach

CMS with Personalisation
baked in

sitecore

ACQuIC

& salesforce
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Crawl

Lower effort, fast results
These are what you can start
with immediately.
They are low effort, with
varying impact and fast
results.

LIKE DIGITAL & PARTNERS

Walk

Requires more content &
data but higher impact
These require additional
content and more data for
further defined segments.
They are medium to high
effort, with corresponding
impact.

Optimisation Methodology

RUN

More time & complexity,
highest impact potential These
require additional content,
more rules, and more data for
further defined segments. They
are high effort, with high
impact -- over an extended
period of time

Product & Content
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Thank you
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THANK YOU
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