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Designing most common use cases and

user relationships with store, history,
device advertising & tracking

Promote relevant
product, via ad network

| wext sTees |

Deliver digital loyalty
for instore activity

: : tracked by cookie
reaction noted

open to passive tracking

tive promd : no 1D data known
' no cookie ',
' no ID data !
' do not track E

existing
online
customer

?notterested has seen
targeted ads
on mobile
o

just passing...

has visited the

has a digital

voucher

m

Redeem voucher
Convert into customer
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mobile website

tracked by cookie
site activity noted
pages, location, products
no |ID data known

[ NEXT STEPS
Promote relevant
product, via ad network

but, nice window
display

device, location tracked
may respond to promo
no 1D data known

[ wexT sTEPs |
promote window item
to device via ad network

previous store
customer

no device recorded

x

[ WEXT STEPS
Connect customer device to
known 1D, provide digital loyalty
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- Mapping customer types, user
scenarios to help inform what to build

‘W

Customer activity vs user privacy

ACTIVELY E NGAGED

Happy previous
customer

Frequent and loyal
1
t customer

is currently enge yged as

Coatinwes to purchase rom the shop, Is part Has parchased from the shop, and has

of the loyalty scheme tells friends proveded positive teedback

Visits freguently online, responds to Opens, but does not regalarly engage

email/facebook marketing and events with direct mail of email marketing

ways to improve

With a digital comms channel open Alm to get this person to become a

(emadl/ tacebook) can this customer receive repeat customer
modest payment for introducing sew
ey s This would be the idexl m wnent Lo get
customers, Lr wed with mew Customey %
customer onto loyaRy scheme witl
vouchers?
mducement | required

Trial new P ucts and servkes with these - a
I no digital chanmess engaged, e x ryally
customers - JOrgving and honest

to opening one with this customer.

trarget for future

Becomes an embassador shanng positive Recome arepeat ¢ USLOEMET - More than

Interactions with the shop and brand to that, to eventually sign up for some sort
el social graph or subscription or G ub membership tied

o rewards?
Follow on interactyons from those people
showld be tracked and rewarded, espec \aly This customer should feel happy to
when they convert 10 purs haves. PECEIVEe COMMIMani ALYONS a5 d have them

—“ hed att ) §
of Amazon Affiliates itched at the rght ken wth « frequency

what to build

:K!uu'.-.\hl One<lisck sign @p t0 Cuss romer loyalty at

POS

Customer SO0 network ranker

Profile these users on Soc jal metworks

Those with likely ‘super conpector BT4 ‘tap’ as a signup action 4

amounts of links and quality of in jeraction

An instore-wifl service * magic cookie 1o

by those links might be well Jaced to trest
4 se links might be well pracee o trest recognise and complete sign up ter?

a5 an ‘influencer”

Develop tools 10 mManage | these Customers

separately with promos carly releases, beta

produacts o loan ‘test” products

Monday, 7 April 14

Unconnected
customer

Has pﬁr(h.\u\i in store, but not
yel been comverted into a

digital castomes

Has purchased in store bt not
yvet been comverted o a

digital castomer

Has pusc hased in store, bat not
yet boen converted imto 3

digital castomer

Reward and methx i Lo conpect

a past purchase 03 digital
channel!

Secrel code of SN, 00 actus
'OCR

this (or receipt if kept) 10

product? Sticker orf abel

AUTOMAEKaily join dots

Actively interested
prospect

This user has done extensive
research and has acquired a

voucher

This digital voucher can offer a
modest saving on first

purchase and Jeads to sign Up

How seamless o vald htis be?
With a passhook type delivry
from the webmsite it wald go in

store and activate on Geofenie

1t can comtain a code, or could

unch an app?!

One<lick om webuites to et
this, for a specific product, of

onc-tap o instore

Dignal voucher ¢ ode
mechanism for Cross platform
delrvery of geofenced,

individual vocher codes that

can head directly to 3 Sign up

Tracked likely
prospect

Potential castommers who have
actively seee (and clicked) an
canline ad, or v fsned the

website directly

Users flows, and auditioned

products aiso avallable

Using the auditioned po Jducts
pistory, instore iheacons ¢ an
b light and persuade or even

mtroduce individusalised offers

Be able to plot a aser’s first
aterst with a store (o8 oF
offline) all the wiy through
first contact, browse, purchase,

and eventually loyaity Sign up

Use cookaes [rom websste visats
10 identdy and target instore

actvity
Make individualized oficrs ard
provide a voux her to compiete

the transaction Instore.

ACTIVELY DISENGA

Open to
persuasion

Potential customer that has
been past a physical store on

peore Lhan oo 0% cason

Trackang data suggests they
shorw dowe of have stopped at

our window displays

Need 1o be able 1o contact
them in some (digial) way and

open up ac hannel

Use some identsfying dignal
channel for this user wifi
MAL, bluctooth MACT - that
allows us Lo serve an adto

them

Anyone langenng o Joutside 2
store on wifl using @ spec
sie (eg Facchook) should be
able to have an ad served M
them

Do not track

currently engage

For whatever reason, thi
1o be trac

and d 0 appeans they ar

does not want

can become unpleasant

ways to iy

Provide tools and met
these users to opt out ¢
adverising, marketin

indoor tracking schem)

target for

To at Jeast have them
positive supporters «
brand through s av

of opt-outs

what

Online ;-'n\r.)l o

mechanisms

For instore, this m
comfirmation that
sddresses and sim
hashed and not st
their face s not u
facial recognition
May require a thi
hold, administer §

these facts

e - “‘m




Working out novel ways to engage

3 & - users within technology limits
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| Customer activity vs user privacy RETAIL FUTURE

Passbook vouchers

T g% riy ll ' h canbese‘mbvem.).
ap-to-join digital loyalty sc eme, i i R

bluetooth and phone at POS or on Product ikes o shae-10-fllowers

User has a voucher or toupon, received via email or web
WHAT?

An iBeacon in the checkout to exchange user
information and sign up, update or even pay.

WHY?

Trying to reduce the friction of getti ng a user to
both sign up fora loyalty scheme, and all the
comms that opens up while also providing
simple updates to existing loyalty member-s
without requiring a card or other Ip
confirmation,

2 .' A L
[
mm
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K
. What are the
' compelling user needs?

L N . o il = N - . N e i L. e s S 3

|
e \ Customer activity vs user privacy RETAIL FUTURE

Location based content and project-lists

Has a passbook or app available to activate content from iBeacon...

WHAT? m—
Deep vertical product

An iBeacon in the shelf can prompta user to info and related items
launch simple guides for projects using major

for item in front ol

hopper

items on display.

. V.V SRS

Buyers guide

eg Power Tool aisle, shelf of cordless drills. Customer reviews >
Woekend projects

iBeacon links to buyers guide and user reviews W
of powerdrills, a takeaway PDF Readers Digest s " _— A ™ s
- 3 s vwhnen noa jeacon, passbDoun Unlock straigh into app i nstalied, or 4
DIY guide to putting up shelves, a mini or app wakes onto lock screen passbook item with ‘install app’ header.
o i R Back ol :1,|\~.E‘:x‘l-.a in weblink to online
shopping list for all the fixings, wood, parts for
putting up shelves.

1
|
|
|

-

o el A

_or some aisle info to SMS or email for one instantly

Passhook or voucher
to logela code prov des the
infoastore.com inducement to open a
digital channe

subject

drills TODAY ONLY!

JHIEN

@

Email o ['l.ln\"wu'u cal

link to app and/or

location content too
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How can existing
behaviours be optimised?
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| Customer activity vs user privacy

!
Change the Sequence loyalty cards are
| used, to beginning of shop - not the end L

WHAT? "

A small hack to the existing customer to 8 8 E ’Q 8 'Q 8 L

checkout flow by moving the loyalty card to an
entrance ponSltloned lBeacon trlgger]nga eénters ‘-,TI‘[' past context, dent cal checks ut ( .J\TH“‘.('!,lf.tl.llfﬂ”l["t-l.‘,
pilSSbOOk or Wﬂ”(?t iten]. ExXperience to every other items rewards added

person

Customer Customer shops with no Customer Loyalty card used to Ip

Would allow more meaningful store

orientation, customer greeting, abandoned

Shopping cart recontcxtua“sation‘ personaljsed -treat the luyalty card as a login to an ecommerce site - at the entrance
flash sales and concierge-like features.

Customers announcing their presence js far 8 8 8 8 E 8 Q

more empowering that spying on their
rnoven]ents and behavioun Custome; l):;{:l.illxnj\.ll!'.'.'.i.‘d\r.i.ipp (f.\.[:ml:\"dnl.‘v:\, Checkout can use

enters shop Or passbook activates abandoned niine stored
OR traditional loyalty card shopping carts, pPayment info
Ldn activate account on lists all become (m;;l.lrv,;‘l,xj.';m."),
big public screen available rewards are
specific to the
purchases and
Customer rather

than plain points

Monday, 7 April 14



b b ol

3
g
'i

Typical users for loyalty schemes

s
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| Digital Loyalty

Active loyalty user

Uses the store and online
Visits around once per 6-8 weeks

Chooses this retailer above others if item is sold
there

Likes the store also a physical, social space

Responds to email sale or new products, online
by clicking

Likes seeing or trying on items in the store that
she has already looked at online, but not
exclusively so

Will buy without store visit
Would recommend the retailer to others

Signed up foraca rd two years ago, has used it
more since

Has received points/bonus and used them

Prefers cash/voucher to points and redemption
items as likes the freedom of choice

© User personas / Different perspectives to consider for entrypoints

AT A

..' /.. 1

.«t_-

Uses the store more than online

While they have a card, they use other stores for
same types of product too

Generally does not read spam email
Visits on average once per 2-4 months

Only feels slightly engaged to shop loyally - price
and convenience more important than
experience and rewa rds

Will use amazon rather than the online store if
more convenient or cheaper

Would recommend the retailer to others

Signed up the card a year ago, as part of a deal
for a specific purchase

Has used it since, but has forgotten it too

Has not built up points or rewards, likes a
straight discount.

Prospective customer S
Hasn't bought anything, butis aware of the store
and the online shop

Has cards from other retailers, uses some -
accepts the concept

No direct digital channel open, but has visited
the website

Has visited the online store recently, as wider
research and is auditioning a major purchase

Not looking for a specific brand or product, buta
certain category, quality, style and broad price
point

Has been recommended this retailers by peers

Low awareness of any loyalty scheme at this
time
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Touchpoints for user interaction

Flows of loyalty usage within the input channels

Potential touch points in the usage of loyalty schemes in different contexts

nuuna

Updates TR Rececm

With repeat usage, simple Eventually, even with some

© O

€
=1

awareness TR S'" v>_ First use J First update

Key point where desire This should be an

variable

. Time Gap / Repeat uses

Any marketing efforts and Second point of friction Repeat usage is important
automatic and polite to reinforce the behaviour updates of status and instant rewards, there shol

function shortly after use,

store purchases will have act can be defeated by which will mean either a
the associate ask the complexity or poor successful campaign or There should be continued points should follow. be a build up of points that
pmer »ss5. Shou » 2T nder usage. First usage W ? the new user 3 ‘ - ye claimed either as a disoy
customer process. S ould be zero under usage. First usage providing the new user instant rewards to embed Ihese can become potential be claimed either as a disc
with feedback on the or free item

Online stores may struggle

to cut through
4
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friction to enable more

signups

1
i

might be directly at signup,

or may be weeks apart

y 10 pay

changed status of points,

etc

the habit of use

social media marketing
opportunities, with the

action sharable

Use gamifiled planning to

maximise this lﬂ‘l]\.'n('f
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Digital Loyalty Activities of the Instore ruture Retail team RETAIL FUTURE

Footfall Smart Opt-in Loyalty Customer

Digital Identifiers Digital channels

Using the device MAC add ess and other Where customers ary identified, they can be £

Hy-"'«»(1\.,'.‘.1'-\1“'\'.[lﬁ'll(.".ll'i’;lf.l'i.l\l s o communicated with thr ugh one of many NS

ACameras ﬂ Wifi LQ Small Cells

Collecting the signals to match up device info with uses identifiers channels

" )
L dDAIylics . . .
y 'he most basic Is via the vhone number and

4iso enables the MAC 2 Phone SMS5 through to the most sophisticated being an Reinventing Loya|ty

MAC2Phone ability

installed app |
Hi - Join more easily with
'he more sophisticated. the better and less

likely to annov « Istomers as relevancy ind

SIM | User _
crsonaiisation can be increased

Profile l / login pe
e pr—
\

Footfall counts

Phone number

Can send an SMS with a voucher

Pp
]
= Installs Email or Social network

Lan send a personal S
Social
Address Media immediately, with a v

INK to a passho

By look ng for a match betwex n device
and user in databases, different k vels of
identifier may be found Fhis can be

thought of as a physical cookie

+ Registered users
F = Connect Url.""--'.'1‘;{'r_(:|r|r:; histo
Physical Cookie

na abandoned and rec ently

ns from the online

8 8g

NOT ENGAGED

HIGHLY ENGAGED
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Q SHOPPING CENTRE or STREET
DIGITAL LOYALTY DNA

This is @ breakdown of all the ways we -
can attermpt to get @ passive customer (o
become an active opted-in user.

S TORE
These user stories are based on having
Mmdmmwmm
mdmchunebwnkopmdup
from those.

User is a previous customer, retailer User has not yet bought anything, but User does not have a loyalty card, but
has an email, phone number, address has been browsing online and has has purchased from this shop before,
for them. downloaded a passbook/wallet and frequently.
ucher, recefved via emaila.
User also browsed the online store e oS Has not bothered to sign up for an
nslngbothplwnemdhpmnrcuikr This user is intending to become 3 analo‘momasdecmsiuhnsle.
has cookies st on both devices. customer here today.
The user enters the store.
& tocation P histosy & tocation iy, |
- *, location ®
#, email @, browser cookles & email #, browser cockies
% phone @ browsing history < #, browsing history @ ¢
@ phore )
&, name #, recent products & name #, recent products
% home #, payment info o) & voucher ® @
e @ MAC address
USED RECENTLY? Uurhasamvﬁymedunlntem;:’oﬁ The downloaded voucher can be o > SRS
lhbtrlp,ozwmvhapnloaded le activated by a geofence for the whole user is known to us, has u
OZWmahvytmandopu\!am on the user’s SIM (seamless connect, no ston.otbl;yanil!cxonanhe d\eltdcvicemlhestomandh.\snsed
Whtile the user is not actively browsing at this login required). entrance or a specific product thelr pho::‘;\umbtrto request a
momen wsage moments location. voucher re.
mdéxxwmthz?m Cookies set on the retaller site in earller
Sl ) ———————e
Wiﬁombcddedm’ﬂl.uudmumads
Passbook item oeTect]
e weeRR A SRS Z s .
Customar used davice pravi wakes on geoloc % B
ously on mobile website
............................................... WIFI Router Phone sriffs for
Customer has used the device 1o InSGn o wifl networks
surf web on O2 Wifi in this When the user makes a purchase, the | Ot woer astion roquin®
shopping rip too  EEEIIEED k item can be scanned . [corsinm]
.................................................. ) and the connection *e.)  MAC address is
between the user ID (email) and the recognised, is related
Recognising the user at checkout purchase can be made. 10 & phone number
may be possible here. Thhlsupodtmmmﬂm
Because the customer has shopped coupon into a loyalty card! Sands link in SMS to
here before, it would be appropriate Phone NuMber
‘o‘“mmmwmmeawomto ---...-.....-.~j .................................. (M‘M‘Q‘.n‘~.’f’
previou 0 me!
mgmlmsmmmmwo{ =
Mwmwmmﬁqn .................................................. [scan] —
Amazon ‘one click’ purchase aliows. - OR \ (user taps ink)
Mlnwirdusbw[pmﬂtmdm |
their toa pre puymment P e Creates a loyaity
method without need for @ confirmation or ( ) account and Dowrloads a unique Passbook
MM“""W Point of sale, sync Use networked munw voucher or loyalty card
user with device device as POS. lw;;: . (User may drcord o save 1)
; app to complete ale | (Scen code uarn camers)
.;&’ " _er T o= | — |7
<* ; :
Te : !
/7%
(/ C/( D CU“WI m‘::?‘ Link in email }o complete
Customar opts to and stored payment | To° profile info.
pay using 3P, method connect to social media,
Monday, 7 April 14 . etc.. & download pass.




Looking at partner
specific solutions

e Digital Loyalty

Lol
’i‘?'ir.

Notes on Nike

Nike Fuelband as readymade digital loyalty scheme? Nice, but doesn't scale to multiple retailers or s¢

User identity stored on here Q O
/ Bluetooth LE already - 4

John Lewis 02 Nectar Tesco
Partly a loyalty/points scheme

It's not going to be practical for a user to ‘ :
. i E . . wWAIT I MAY HAVE
Syncs with phone, internet own a specilic physu‘.sl identifier tor each ol A CARD SHOMING MY

the schemes they are members of. LOYALTY 10 WHATEWR
STORE THIS 1S

Has a basic readout for UX We have the same problem now with cards

and increasingly retailer apps.

The user may wear one or two, and they

need to be able to comunicate with more
than one retailer:

More realistically, the loyalty schemes need
to reside in software, verified on many

devices using some open standard.
Potential to use one Bluetooth wearable for multiple applications
Fuelband is registered Third party app can connect Use device instore at

e
- ox to a user and paired user to fuelband uDID third-party to identify
76;/("/(/”[[{] with a device user and pay at POS
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Supporting our beta
with dashboards

Whe
Vhile shop footfa]) was up

.;ét’ e '!.‘4 - , . o pm"ouS ‘Veek
v ' 3

5%
~~0n the

Telefonica
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Supporting our beta > oS,
with dashboards ARl e L
AR
_‘V e o ‘,f“\'li)l"'““u
Flows BETWEED e .

. =

MOVISTAR 1

33333
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Supporting our betz

-

' e
Telefonica Flagship Stor

“‘ v Average

Foot 5 ]
v Tocay
High Street Footfall

Telefonica F Iagship Store / Gran Via, Madrid

February. Week 8.4 2014,

12°c

4

Monday. 17th.

1 e~

Observations
1 OC Movistar Tv Campaign
Bounce Rate p 2014 Sochi Winter Olymics
Conversion Rate A
it Ad kBa uf 3 : 8
Entrance :
: 4. { rdecred

2 d

the day, with an aboye average m
entering the store, The morning

Period was busier than usual attracting
people but, again, the

busiest hour was in the evening (6pm -
7pm) with a tota| of 8301 people in store.

1

Interior Activity

RUPELZ 2 on this day compared to last week byt m

Footfall to the Business Zone was Wbut traffic to the
Movistar Ty area was Upiee siderably I

Wi
nw
oo Sroe W

o
s 08
am ¢

4

Yelefonica
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PP
LIelS) OZ’UK = .
| b 4 100(}1
o -,

A
uténomog y PYMES

Mo
geay 17th February 20
14%

28°c M

3 100% W

02-UK = 08:44

Telefénica Flagship

17 - 24 Feb 2014 4 Week 8 P

Summary
3 100% .

The store received 00,000 visits duri
the week and the store population SO ¥ =
|ir averaged 0, 000 per day. -
Auténomos Y PYMES
Saturday was the busiest day with - by .
0,000 people and the busiest hour Saturday 12th July 2014
was Saturday 5 - 6pm with 000
people in the store. i 200 4°C *
Key Metric N A slow start to the day with 47
fewer patrons in store than usual
for a Saturday morning (9am - 12pm
avg.618).
b4
Visitors increased from junchtime

and peaked 6 and 7pm
Mmmomhadapopulation of
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2 @ 0884

Teletonica HaQSh‘D

Fobruary > 4 Woek8 »p Summary
Key Metric

.
Metric measurements |
. .

mants 2
Metric measurel ents 2
2 <
<

3 7 8

7 9
21 23

22

Metric measurements 3
A5 BSE NG
18 19 20

4

Floorplans

v Measurements by zone
|~ — |
24 25 26 27 28

Weather

Route profiing

Compare 10-..

N m

. ATOATON
Select & ColOur 1o This COITEN

X 9 0844
Telefonica Flagship

B8 17- 24 Fob 2014 <4 Wook8 »

Summary

T 000
o + S0 - Metnc measuremeants 1
the week and the store pPopulation -

: bok & i

L averaged 0,000 per day

> Summary

Metric measurerments 2

Metric measurements 3

Floorplans

Measurements by zone
“ Y Sl

Route profiling
Saturday was the busiest day with
0,000 people and the bus Your

was Saturday § . Gpm with 000

Compare to...

Same week 2013
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Route Profiing

On AL

Srore Flow

Movs'urwzo"e a 17 - 24 Feb 2014 4 Weook3 »

= -
3 [Rrarav

Ftva Cptea

b

Adicerwa (R’

i
Fioea Optes

Summary

oren .
Lower IPIUM olor a2 ames
CO"meC
NG il ot s
Nmmed torres sy
- ew or mee rhx"' l'?

~Qua

&t doore maonas S
na

on AL

44 e : »y o 44 b
N 5

Store Flow - :’r:'{:ug

Saore Flow

e \on de Moviles

Moyt TV pope EKDOS'C'C'“ ge Mow -

JRF WV em——

X |
J ol N
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| | ; | > Summ.yy
relefénica Flagship

Conversion rate

() Feb17th - Feb 24th 2014

Visits
Summary

Store population
Conversion rate
Visits Summary

Store population
Dwell times

Dwedl times

visits during the w
met |/ the store populati g the week and
Population has lorem ipsum dolor sit a et |21 Population l'"

. averaged 0,000 per day
ne plans Saturday w .
Sunday consectetur adipisicing elit. S - 8

the busiest hour was
Route profilin |
ws | Al Zones / Average population by day - —
Floorplans

Meas ay with 0 00
Froquency and recency "easurements by zone ,000 people and

S.ztur(:.zy S - 6pm with 000

Measurements Dy 200@

Co
Route profiing Mpare to...

Previous week D

SﬂfT‘c WO 2013
Compare 10...

Same week 2012
Provious woek D

Select.., E
Same week 2013

Same week 2012

Monday / Average population by zone

Q) 09:00-18:00

il
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Tuesday / Conversion by hour

Data missing Summany
Metry measurements 1 @ Feb 17w . Feb 2eth e

. - ...V d

Meotry measur )

qSuUrements 2

Metric Measurements 3 Route proﬁ"ng

Floor plans

AL

Vieasuren

IeMeNnts by zone
200

* Route Profiling

\

1700 18:00 1900 c
ompare to...
Previous WOk

00:00 1000 1100 1200 13:00 14:00 1500 16:00
S~
e week 2013

Today / Conversion by hour Same week 2012
h Sede ct
(Early lunchtime offer) )

Telefénica Flagship
4 Week8 P

Summary () Fob17th - Fob 24th 2014

Metric measurements 1
Route profiling

Metric measurements 2

0000 1000 11:00 1200 1300 1400 1500 1&
Metric measurements 3

Floorplans
Measurements by zone ® Exposicion de Moviles

Today / Conversion by hour
HGEAGES » Route profiling

Compare to...
Previous weex
Same week 2013
Same week 2012

Select

09:00 1000 1100 1200 1300 1400 1500 16:00

el
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Exposicion de Moviles

-

a2 7%
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