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Competitive pricing

and free perks are
good ways to initiate

a connection with
customers. But after
establishing it, focus on
driving better value and
forging a brand utility
founded on a service
mindset.

Don't fall into

the mistake of a
shotgun approach —
targeting a volume of
customers through
cheap prices and free
services, hoping for a
landslide of one-off
transactions.

67%

of Aussies
shop with retailers
that offer free
delivery.
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Think of the significant
impact that your
product or service can

bring to your customers
as you strive for utility
that resonates with
customers.
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The platform’s ease of use
has led to a $17million 1 7 NI
‘ increase in online sales.




Simplify. Look into the
intricacies of your overall
shopping experience.
Fragmented experiences
might be the reason
behind decreased
engagement, visits or
returning customers.

Streamline. Experiment
in having everything

under one roof. Unified
commerce could be the
missing puzzle piece
that your customers are
looking for in their brand
experience with you.

Always go back to your
brand’s commitment to
customers. It will be your
guiding light and will

help you see if there's a
disconnect between what
you promise to customers
and what they're actually
experiencing.
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Do regular checks of
your loading time, and
try to make it above
industry standards.

Invest in making

your website user
experience friendly
and consistent in all
devices — desktop,
mobile, and tablets.
Make sure that the
search function is easy
to locate and powerful
in driving conversions
and revenues.

No Friction,

Please

Once a customer encounters your brand either
online or offline, they may visit your website. So,
make sure it's 3 seamless and frictionless experience.

A website that loads quickly is important to 37%
of our Aussie survey respondents when they shop
online. Not only that, more than half (53%) of the
same consumers say that a website's ease of use
is critical, such as search and product findability
functions, in their buying decisions. And for 36%,
once they find what they're looking for, product
variants and sizes must never be out of stock.

Have a robust inventory
system in place to replenish
products and sizes even before
they're out of stock. That way
you can ensure you have what
your customers are looking for.

{ (o) of Aussie shoppers want
O 2 website that loads fast.



45%

of Aussie shoppers

avoid retailers that
reject their
credit cards.

Regularly test your payment
systems to make sure all
aspects work and are seamless
across channels such as
desktop, mobile or app.

As much as possible, make all payment
options available to customers. Remember,
alternatives and solutions should come from
brands, not from them. If your brand can't
offer all options yet, do a roll-out in phases.
Prioritise the primary payment modes that
your customer base use.




Track where are you

in compliance with
environmental policies.
You might stumble
upon untapped
opportunities or

ideas there.

Make your product
sources visible to
your customers. It
can also be useful
for you as a unique
selling proposition.

0 See where
o you can cover
sustainability and

eco-friendliness in

of Aussie shoppers your brand utility

are more likely to
buy from
eco-friendly
brands.




Apart from having security certifications
for your digital platforms, implement
other safety measures to protect customer
data. Think international and plan for the
future. Are European citizens visiting your
website? Whether you answered yes or no,
make sure your marketing and platforms
are compliant with GDPR as these
standards are becoming more common
internationally. Rather than waiting for
this to be implemented in your market,
get ahead of the game and ensure

you have the policies in place to

protect your customers data.

Inform customers on
how you use their
data and how it can
help you unlock better
interactions

and experiences

for them.

Ask tougher questions
to deep dive on what
customers find useless
and start from there. Be

creative in experimenting
with the data you collect,
and see how it pays off.
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of our respondents ‘*~ ‘*‘
demand that their
personal data be
protected.
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To sway the non-believers into
becoming believers, make
them well-informed about your
initiatives on Al and tech. It can
also be beneficial to involve
them through user testing.

O of Aussie are fine
O with retailers using Al
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Consider how
your customers

01

Start with
listening to
your customers.

02

Ask yourself:
“How can | help
my customers?”

engage with your
brand across the
organisation.
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Identify
f opportunities to
make their

life easier.

‘ Brand utility should
create attention, be

useful, be desirable
and drive sales.
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