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Introducing myself ot

= Associate Professor of Operations Management
= M.Sc. in Econometrics with a logistics specialization (Erasmus University Rotterdam, 2001)
= Ph.D. in Marketing (Tilburg University, 2007)

= Visiting positions
o HEC Paris (France)
o Tuck School of Business at Dartmouth (Hanover, NH)
o Anderson School of Management, UCLA (Los Angeles, CA)
o Industrial Engineering, University of Florida (Gainesville, FL)

= Academic director of the expertise area Retail Analytics at Erasmus Centre for Data Analytics

= Academic director of the MScBA Business Analytics & Management at RSM

= 20+ years of teaching experience (B.Sc./M Sc./(E)]MBA/PhD)



https://www.centre4data.nl/expert-practices/retail-analytics/
https://www.rsm.nl/master/msc-programmes/mscba-business-analytics-management/overview/
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Shaping this workshop P

= Assumption: mostly young marketing scholars in attendance

= Goals:
o Enhance understanding of the Marketing-Operations interface in omnichannel retail
o Highlight challenges

o Depict promising avenues for future research, especially for marketing scholars

= Sources:
o Published research

o My own work in this domain (published on ongoing)
o Interactions with global retailers and manufacturers

o Popular media

R% afins

Let’s dive right in
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Albert Heijn

= Market leader in NL (37% share) = E-grocer
= >1,150 stores + online channel = 75% of online revenues split with AH
NielsenlQ (2022)
. .- . R%w{
Assortment breadth vs. operational efficiency el
# SKUs ~23K ~11K
Picking costs LOWER
April 2024
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Park Assistant

Optimized Vehicle Design

Sustainable

Route- & load-efficient

Time-efficient
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# SKUs ~23K

Picking costs
Stop time/drop ~6 mins
# Deliveries/hour ~4

Last mile costs/drop

Sources: Niels Agatz, someone from Picnic, interviews with Michiel Muller (co-founder Picnic), EFMI, Superscanner

Assortment breadth vs. operational efficiency

LOWER

~3 mins

~8-10

LOWER

e
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AH's attempt to cut costs
= Smaller assortment (25% of total)

= Smaller minimum order amount (free delivery)

Discontinued in November 2022 after two years

11

Senior executive at Ahold Delhaize "ot

“With AH Compact we experienced the challenge that our customers expected
the same assortment width they are used to seeing in our stores. This is part of
the gains and pains of omnichannel. Picnic does not have this problem since
they do not have stores.”

12
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The academic literature focuses on the benefits of
omnichannel, a cost-benefit angle is often missing

13

Agenda

|.  The Marketing-Operations Interface in Omnichannel Retail
lI. Reinventing Stores for Omnichannel Retail
[ll. Omnichannel Fulfillment

V. Discussion

Kt

14
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. The M-0O Interface in Omnichannel Retail

15

Offline retail: selling popular items

Stores
Central Regional
warehouse warehouse "“‘
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Offline retail: the scattered inventory problem

Central
warehouse

&

Regional
warehouse

e

Stores
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. . RSM
Online retail: less real estate P S
Stores
Central Regional 0.0
warehouse warehouse (\(C%’-\
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M
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. . . . RSM
Online retail: less real estate + inventory pooling b S

Central Regional
warehouse warehouse / %
I== III : %
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. RSM
fulfillment from the warehouse et
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warehouse warehouse / %
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. RSM
fulfillment from the warehouse o
Central Regional
warehouse warehouse / ——0
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Deliver
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] RSM
From multi to cross channel =

' ' A
REEER
a0 B0

Connecting the channels

e.g., click and collect (BOPS), buy-in-store home delivery

23
From cross to omni channel P
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Customer Journey Omni-Channel World

Touchpoints

123
N X
Need recognition »y

} /

X
’ Search ‘ » X

i The omnichannel customer journey

RSM
: cCats

Alternative evaluation
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Fulfillment X
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Post-journey evaluation

Channels

nign [ control 1o Rooderkerk & Kok (2019), Bijmolt et al. (2021)

25

RS/Mé-Z afuns

Marketing is full of grand theories; these can be applied
to operations management (OM) challenges, but also be
extended to enhance their applicability to OM

26
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The M-O interface: A balancing act R%“fw

Marketing

Efficiency

Extent to which the business operations
are conducted in a cost-effective manner

Metrics: capacity utilization, inventory health,...

27

Few ways to achieve efficient operations P

= Resource pooling — sharing resources across different products, markets, and
channels

o E.g. inventory pooling — using the same inventory to service the physical and online channels

= High capacity utilization — using a high proportion of maximum capacity

o E.g., driving with full trucks

28

14
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The M-O interface in omnichannel retail P

The set of decisions related to the coordination of multiple channels
within or across the same customer journey, aimed at carefully balancing
superior customer journey experience and reliable and efficient product

flow during the customer journey.

Rooderkerk, de Leeuw, and Hubner (2023)

29
M-0O interface even more important in omnichannel B
» Consumers are more involved in fulfillment (decisions)
= |nflated consumer expectations with respect to fulfillment
» More (near) real-time decision making requires functions to be more in concert
= Requires large investments

30

15
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Adding sustainability to the mix o

Sustainability

Degree to which all activities in the retail
value chain are conducted in a socially and
environmentally responsible manner

Metrics: CO2 emissions, ratio CEO/average pay,...

31

* Kk
* Corporate *
* Sustainability *

Reporting
* Directive *
* g %
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interdisciplinary collaboration

RSM
zafiuns

Sustainability is an important domain; it will witness an
influx of new data sources and would benefit from

33

mform?.' S Join  Donate Member Login . E

Home > Blogs > ManSci Blogs > From the Editor > A New Management Science Department on Sustaina

A New Management Science Department on

Sustainability
(W]6]in] +]

century has brought with it profound challenges to our economic and social wellbeing—climate change, biodiversity loss, rising

The

poverty and inequality, forced migration. heightened nationalism and warfare, and the list continues. As governments face obstacles in

implem ng effective policies and tackling these systemic challenges (in a context of weakening global governance), it is not surprising

that the spotlight is increasingly on the private sector—both corporations and financial institutions—to help mitigate these challenges.

estors can grow and sustain their

and for-profit) organizations and

Accordingly, understanding how and to what extent (non-pr

organizations over time while strengthening—instead of undermining—the very system in which they operate is important. Private

tainability challenges, but they also have limitations as to what they can and

play a critical role in addressing these s

organizations ¢

cannot achieve.

While the private sector—and academic research alike—are gly incorporating environmental, social, and governance (ESG)

r, business scholarship is

ness and investment decisions, key hurdles remain to make progress. In partic

considerations in their bu
typically confined to the portfolio- or firm-level perspective, neglecting the interrelationship between companies’ actions and the broader

ways consider t

nor its

ental, economic, and political system, while societal academics, in turn, do not e private sec

societal, enviros
needs and limitations. Yet. to foster a more sustainable world, it is critical to adopt a systems-focused approach, that is, taking into account

1tal, economic, and political

how business and investment practices impact the broader system and, vice versa, how societal, environmer
risks (and opportunities) impact firms’ business and investment practices. This is a not at all obvious, as it is not clear how much the private

nce rules, and how governance would need to be changed in order to shift the balance of companies’

sector can do under current goven

RSM
2afiny

34
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Il. Reinventing Stores for Omnichannel Retail

35

RS/Mé-z afins

The reports of my death are greatly exaggerated

Physical retail

36
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Net U.S. retail store openings and closings NXIOS

Annually; 2012-2023YTD

+2k
+1.4k
) . - . .
-2k
-4k
-6k
2013 2015 2017 2019 2021 2023

37
New stores and remodels are still top of mind for retail execs
Earnings call mentions of retail store openings, remodels, and new formats
400
350
326 327 322 208 318 323 324 207,
Q1 Q2 Q3 Q4 Q1 Qz Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Qz Q3
2018 2019 2020 2021 2022
E2CBINSIGHTS
38
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Decoupling

e

» Omnichannel customer journeys are characterized by a decoupling of channel

and function

= The same function can be carried out by different channels, across journeys but

also within the same journey

= This has profound effects on how stores organize for assortment, inventory,

fulfillment, and returns

» |t even changes their format and location

39

Stores do not need inventory to sell

Kt

= Omnichannel stores can serve as showrooms, where fulfillment does not

necessarily happen in store

= Extreme form: zero-inventory showrooms (e.g., Warby Parker, Bonobos)

40
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BONOBOS Guideshop S

True showroom: zero inventory
“It is an exact physical representation of the website”

41
. RSM
Effect on store locations et
*» The separation of pre-purchase orientation (and purchase) from fulfillment has
also started to affect the location of stores
42
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ikea wien west

1:300

R% afins

No parking!

46
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g3 Omnichannel Marketing: What'’s in
Stores?

The Value of Experience-Centric Stores in Omnichannel Retail: A Multi-Method
Approach at the Category Level KEY TAKEWAY

Ayse Cetinel. A. Garhan Kok and Robert P. Rooderkerk

As part of an omnichannel strategy, opening stores can increase overall
revenue for categories where customers value their role in search, product
experience and returns. Understanding when and why these benefits vary

across product categories can help retailers improve store assortments.

attracting new customers and better engaging existing ones.

Under revision for Production and Operations Management

47

Rotterdam School of Management

RSM
Erasmus University /6-24.,««\.9

The Value of Experience-Centric Stores in Omnichannel Retail:
A Category-Level Perspective

Ayse Cetinel Gilirhan Kok Robert Rooderkerk

Kocg University Kocg University RSM, Erasmus University

RSM - a force for positive change

48

24


https://www.msi.org/working-paper/the-value-of-experience-centric-stores-in-omnichannel-retail-a-multi-method-approach-at-the-category-level/
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Online-first retailers opening stores S et

THE WALL STREET JOURNAL.
China’s Online Shopping Giants Open
Thousands of Bricks-and-Mortar
Stores

Strateqgy differs from that of U.S. counterparts, which are moving at a

Forbes

Once-Online-Only Brands
Will Open 850 Brick-And-
Mortar Stores Over Next

more modest pace Five Years
49
. . . . R%a{
Online-first retailers opening stores e
= Overcoming friction in online customer journeys
Digital Vertical Native Brands Online multi-brand retailers
allbirds, WARBY PARKER amazon  «wayfair
» Cost-effective billboards » Reach another target audience
= Enhance brand awareness » Face the risk of competitive showrooming
50

25
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THE WALL STREET JOURNAL. P

The stores that retailers are opening today are
different. Some are smaller, and more of them

offer experiences beyond browsing.

51
Small Large, experiential
. retail .
RetailSonar TQuchP@ints:
Small, smaller, smallest? Tips from 5 Canada Goose to Bring Experiential In-Store
retailers experimenting with high- Snow Room to the U.S.
street shops o e
Outerwear retailer Canada Goose will open its first California store in fall
Monique Husslage (® 14 Jun 2021, 02:06 2021 at the South Coast Plaza Mall in Costa Mesa, Calif, where it will
IKEA: from ‘blue-box’ warehouse stores to town- and city- howseliiiisrevensnovwRoomIMmelts;
centre shops
52
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When and why is opening stores beneficial P e
When

= How does the ability to grow total revenues (net revenue uplift) vary with...?
o store format,
o time since store opening,
o customers’ distance to the store, and
o the product category

53

When and why is opening stores beneficial P

When
» How does the ability to grow total revenues (net revenue uplift) vary with...?
o store format,
o time since store opening,
o customers’ distance to the store, and
o the product category

54
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When and why is opening stores beneficial P e
When

» How does the ability to grow total net revenues vary with...?
store format,

time since store opening,

customers’ distance to the store, and

the product category

= How does the net revenue uplift come about (e.g., existing vs. new customers)?

= To what extent do the benefits sought by customers explain the variation in net revenue
uplift across categories?

55

Study setup St

» Opening of one small, convenience-oriented and two large, experience-
centric stores by an online-first consumer electronics retailer in Western Europe

» |everaging a quasi-experimental design in combination with staggered DiD

» Categories vary substantially in terms of physical dimensions, monetary value,
complexity and the value of store experiences

56
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e
Positioning in the literature ‘
1 —
Research Setting 7 Effect * When * Decomposition * Why  Method ©
Study Retail Period Retailer Store Online  Category- Store  Time Distance Customer Returns Staggered
sector (# months) Characteristics characteristics channel level format differentiation adoption
Type Channels ~ Experience Invemtory H €

Papers examining cross-channel retailers

Avery et al. Apparel 1999-2006 Single-brand Catalogue* Fit & feel On-hand v T

2012 (87 mos) Online®** experience

Wang & Apparel  2010-2012 Single-brand Online Fit& feel  Onhand o v N.E v

Goldfarb, 2017 (21 mos) experience

Kumar et al.. Apparel 1999-2006 Single-brand Online** Fit & feel On-hand v B v

2019 (84 mos) experience

Papers examining online brands and online retailers

Bell et al Evewear  2010-2013 DNVB Online* Fit & feel Zero N < N v

2018 (37 mos) expenience

Zhang etal.. Apparel 2017 Retail Online® Virtual fit Zero v v N, E

2019 (4 mos) Platform experience

Bell et al Apparel 2007-2016 DNVB Online* Fit & feel Zero v v T v

2020 (108 mos) experience

This study Consumer 2018-2021 Multi-brand Online* Fit & feel,  On-hand v v v v NET v 7 v

electronics (26 mos)  reseller multisensory & zero
experience

57

Working at an intersection =
study the literature in different fields*

* you never know where Reviewer 2 is coming from ©

RS/Mé-z afins

58
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Study setup P

= Opening of one small, convenience-oriented and two large, experience-centric
stores by an online-first consumer electronics retailer in Western Europe

= |Leveraging a quasi-experimental design in combination with staggered DiD

» Categories vary substantially in terms of physical dimensions, monetary value,
complexity and the value of store experiences

= Both store- and category-level analyses

59

60

30
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Price

high
N
low
61
Size @@
small
62

31
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little

Sensory experiences

63

high

low

Expertise

64

32
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Instant gratification

high

65

high

Return efficiency

low

66
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Accessories Qo

»
67
i i e
Net vs. gross revenue uplift, total vs. online 7
Large store 1 Large store 2 Small store
et revenues — o F . p—-—|
Gross revenues E 23.5% ey ey 21.2% '_’_|
B Total
Online channel
= Sizeable uplift in total net revenues for large stores
= Cannibalization of the online channel
= No substantial uplift for the small store
= Net revenue uplift < gross revenue uplift = ~ 1% point of return fraction
Store-level results, short-term (0-3 months after opening)
68

34
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Large store 1 Large store 2
Net revenues = s !
— 20
Gross revenues B ‘
it 12.0%
] Do v TS o
Num orders i i -9.5%
3 ETE—— |
2 ] 23.7% EE=— b
é New customers ‘ 1 -11.9%
£ 3 ]
% ; i = o IS 0%
.E Existing customers '__' = 5%
g X
Order T g 2% H
o rder frequency H H 1%
Average order value 4 '___|. . ;..:_(H
| ] i
Average price li —
4 ; H
Average basket size '_.:| . Total I'_—|—(
} Online channel

-20 -1lo0 0 10 20 30 40 50

] 10 20 30 40

e

= Primarily through more
orders, not order composition

= More effective in customer

acquisition

= |ncreasing engagement of

existing customers

69

Total net revenue uplift (in %) per category

-50 [} 150 200
Desktop
Television .
o Earbuds
Mobile phone —_—————
Headphones _—
Bluetooth speaker —
Laptop —
aTablet case —
Smartwatch —_—
Tablet —_——————
Shaver —
o Power bank —_—
aMouse —_—
Monitor H————
Electric toothbrush L Emm—
o External hard disk —_—
Printer [ e —
o Keyboard —_—
Dryer —_——
Washing machine ——
Gaming headset —t
Smart light +——1—

300

O = Accessories category

95% CI
—t—
Size represents /
share of net
revenues
preopening

Expected uplift

Large store 1, short run

Kt

70

35



4/24/2024

Constructing ca

Importance of
consumer needs

tegory-level store utilities

Relative store

attractiveness Store utility

=/>mge-
+

Need to inspect AR .
g | trownseory | x| SONORENEE
= experience
b
c
2
B
E
£ Need to seek advice x Ability to provide
- and expertise advice
€ Need to obtain the o "
2 product fast (instant X Ab'rlé%tg f‘l’jlifc':(llthe
z gratification) p quickly
=
w
2 Concerns about
e h Convenience of
£ having to return the X n
El product handling a return
14

= Online survey data,

= Pre-registered at AsPredicted (#99412)

50 < Neategory < 100

e

Inspired by
Theory of Reasoned Action
(Fishbein & Ajzen, 1975)

71

Net revenue uplift (in %)

Category-level uplift vs. average utility

180
160 @ desktop
® television
140
120
R2=0.40
100 A earbuds . # mobile phone
%0 ® headphones .
® blyetotth speaker
g ® laptop
0 A tablet case ® smartwatch @ tablet
® shaver
A power bank
40 5
P @ monitor
@-¢lectric toothbrush Srimter —gaming headset
- A}JL‘;,\L 9 9
2 ryer
@ washing machine
xternal hard disk
0
-20 15 -10 -5 0 5 10 15 20
® smart light

-20

Perceived store utility (mean-centered)

R% afvns

& Accessory category

@ Destination category

72
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Category-level uplift vs.

Net revenue uplift (in %)

average utility

180
Overperformers
160 ® desktop
® television
140
120
R2=10.40
100 A . Tobile phone
I ® headphones
. bluemolh speaker
® laptop
0 A ® smartwatch @ tablet
® shaver
40
_@-cfectric toothbrush | W‘ rgaorqllr% headset
20 - )  dryer
® washing machine
0
-20 -15 -10 -5 0 5 10 15 20
@ smart light

-20

Perceived store utility (mean-centered)

e

& Accessory category
@ Destination category

73

Net revenue uplift (in %)

Category-level uplift vs. average utility

180
Overperformers
160 @ desktop
television
140 >
120
R2=0.40

100 4 mobile phone

80 ® headphones g

. bluetobth speaker
® laptop
0 A ® smartwatch @ tablet
® shaver
40 Rl
® monit
/_Q—e‘leclnc toothbrush K W’gg‘,’;‘.,ﬁ’g’ headset
2 fdryer
L @ washing machine
N
0
-20 -15 -10 -5 0 5 10 15 20
® smart light

-20

Perceived store utility (mean-centered)

EMPLOYEE

& Accessory category

@ Destination category

74
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) RSM
Accessories P

Net revenue uplift (in %)

180
160
140
120
100

& Accessory category

- ® Destination category

>
s

60

® tablet

40

20

-20 -15 -10 -5 0 5 10 15 20

-20
Perceived store utility (mean-centered)

75

. RSM
Accessories e

Net revenue uplift (in %)

180

160

140 o

100 [

S

=.& Tobile phone

& Accessory category
% @ Destination category

60
40

20

-20
Perceived store utility (mean-centered)

76
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RS/M62 afiann

When working with a corporate partner discuss your
results with them (face validity, sense making)

77

Il1l. Omnichannel fulfillment

78

39



4/24/2024

WiLEY-L =

TABLE Y Key de

WILEY

Customer
ehunior and
fulfillment.
Ad ing the marketing-operations interface e
in omnichannel retail
1 TRODUCTION The friction created from traversing channels within a

given customerjourney stage’ or between two consecu.
Omnichannel retail has experienced enarmous growth n  tive stages is reduced through (nformation technology
the last decade, becoming the new normal for many con-  and a variety of omnichannel fulfillment solut
sumer products (McKinsey & Company, 2021). Many e, Akturk et al, 2018; Hibaer et al

retallers have moved from being either pure bricks-and-  the advantages of seamless omaichannel Integrati
mortar or online-only 10 serving customers across chan-  the cost of seamlexsess represents a standard operations.
nels. For example, traditional retailers such as Walmant  management (OM) trade-off exercise. Trading off effec

and Best Buy have opened e-commerce channels. Con  tiveness and efficiency must consider both the marketing
vemely, online-fint retallers and vertically integrated  and the operations perspective: Omnichannel falfillment
brands like Amazon and Nike have added physical sores  models that are effective with respect to measures like
10 their e-commerce channels (Avery et al, 2012). In con-  sales conversion and service quality may not appear to be
trast to multichannel retail where channels coexist with-  efficlent with respect 1o measures like fulfiliment cost

i

(10) Websoaming

out any coordination, omnichannel retail combines  and lead time.
expansion Into different channels with coordination and The usual tension between the market's desk
integration to facilitate seamless customer journeys & seambess experience to the customer and the opes
(Akturk et al. 2018 Bijmolt et al, 2021: HOboer desire to maximize eficiency is particularly pronounced
o al. 2016 Rooderkerk & Kok, 2019 Verhoef in omnichannel retail. Along the lines proposed by

et al. 2015). To integrate their channels, retailers have  Bijmolt et al. (021), we adopt the following definition of

opted omnichannel fulflitment models such as “buy  the marketing-operations Interface n the omnichannel

online pick up in-store” and “ship-from-store.” Channels  retail context

have been (reMesigned in terms of omnichannel cus- N
tomer joumeys. To lustrate, digital vertical-n The set of decisions related 1o the coordina

brands, such as Bonobos (men's wear) and Warby Py tion of multiple channels within or ac

0 offer

jon's

pickup i stoce
~ (BOPIS)

(eyewear) employ “zero-lnventory” showrooms where the same customer journey, almed at care
shoppers can Inspect @ product but not take it home fully balancing superior customer journey
Such omnichannel fulfiltment models combine the experience and rellable and efficient product
strengths of the different channels within & single cus flow during the customer journey

tomer journey: the store for physical inspection, and the
online channel for convenjent fulfillment. Following Browning (2020) we observe that the
Omaichannel retall aims at facilitating customer  marke
switching between channels across and within customer  manifest in several areas, such as developing and manag
journeys. Achieving this requires retailers to carefully  ing new technologies to support omnichanel retail, new
consider the challenges that customens experience In  product development in omnichannel retail (Gallino &
combining channels within a given customer journey.  Rooderkerk, 2020} on-demand production in omnichan
This includes difficulty In accessing online information  nel settings (e.g., 3 printing), and leveraging omnichan-
from within the store, or In obtalning rellable Informa-  nel solutions for peoduct support.
tion ax 1o whether a product fo able foe Customer behavior and fulfillment emerge ay key
Inspection [n a given store (Rooderkerk & Kok, 2019)  areas of focus in this speclal bssve. building around key

ppecations interface In omnichannel re

ind online is

(30 Reserve anbine,
. pickup i sore

o N Laonas whiL per o o e s Bt 1 ey
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Omnichannel fulfillment

= Buy online, pickup in store (click and collect)

= Reserve online, pickup in store
= Buy in store, ship to home

= Buy in store, return online

= Buy online, return in store

= Ship to store

=  Ship from store

= Dropshipping

RSM

2afiny
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Omnichannel fulfillment

= Buy online, pickup in store (click and collect)

* Buy online, return in store

= Ship from store

R%wfma

81

Click & collect

82
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Click & collect

Central Regional
warehouse warehouse

e

Pickup order

Store
+—

(1) o)
» o] «————
Collect
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Walmart drew one in four dollars spent on
click and collect — with room to grow in
2022

PUBLISHED THU, DEC 30 2021 7:00 AM EST
UPDATED THU, DEC 30 2021 1:17 PM EST

Melissa Repko WATCH LIVE
@MELISSA_REPKO

Employees assist customers with online pickup orders at a Walmart Inc. store in Burbank, California,
U.S., on Monday, Nov. 19, 2018.

Patrick T. Fallon | Bloomberg | Getty Images

>\<Services

KEY POINTS
* Walmart scored 25.4% of all click-and-collect orders in 2021 — the largest share of any
U.S. retailer, according to market data.

* Click and collect, a more profitable e-commerce channel for retailers, has become a
powerful sales driver during the pandemic.

* Sales are expected to jump by about 21% to $101 billion in 2022, according to Insider
Intelligence.

84
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Benefits of click & collect to consumers

» |nstant gratification (I want it now)

Guarantee availability

Save time; no need to search, walk through the store

Save on delivery costs

Ability to pay with cash

Obtain advice on the usage of the product upon pickup

86
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Benefits of click & collect to retailers

= Compared to home delivery it brings the consumer to the store

= This provides several (potential) benefits to the retailer
o Save on last-mile delivery costs
o Potential for up-and cross selling at the store

o Build brand loyalty through store exposure

87

Challenges in offering click & collect

Inventory accuracy (theft, misplacement)
» Connecting siloed information systems
» |f manual store checks are required to ensure they are done fast enough

» |ncorporating inventory checks and pickups in a way that does not detract
from assisting shoppers in the store

88
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Is click & collect environmentally more sustainable?

Depends on

mode of last-mile delivery

mode of customer transportation

effect of in-store pickup on return rates

potential for reducing packaging

91

KARTON & PAPIER

Help ons recyclen
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Stimulating click & collect

= Financial incentives
* Green labels/nudges

= Hybrid, e.g., green loyalty points that can be redeemed at some point

Holland&Barrett & Secure Checkout
Basket summary (1item) Go to basket
o (D ]
' CLICK IR olland & Barrett £8.99
Dz COLLECT % Holland & Barrett Magnesium
- 375mg 90 Tablets
Use Robert Rooderkerk as name on delivery ’
Country* Subtotal £8.99
Total Savings £0.00
e Total (excl. delivery) £8.99
Rewards for Life
Address* -
You could collect 32 points on this order. Find out more

Start typing your address ‘

Enter address manually.

Continue to delivery options

Payment

47



4/24/2024

more sustainable option

T

=
B

Bezorging

Holland&Barrett

Ophalen in de Winkel

Gebruik Robert Rooderkerk als naam bij levering

& Veilig afrekenen

Besteloverzicht (2 items) Ga naar winkelmandje

Holland & Barrett €29,99
Holland & Barrett Magnesium + s
L-Tryptofaan 400mg + 50mg -

120 capsules

Aantal: 2

Subtotaal €59,98
Land” Totale korting v €.29,99
‘ Totaal (exclusief bezorging) €29,99
Nederland v
Voordeelkaart
Adres* Je kan 58 punten sparen met

deze bestelling. Meer informatie

Begin je adres te typen

Adres handmatig_invoeren

Doorgaan naar bezorgopties

Betaling

95
Locating Click & Collect in store - convenient for customers
= Harder to pool labour resources
= Far from stock room
Stock roo
St checkout
Product type V (e.g., washing machines)
HECEE RSN Product type IV (e.g., headphones)
Product type lll (e.g., smart phones)
Product type Il (e.g., laptops and tablets)
| | | | | 1
Entrance 1 Entrance 2
96
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Locating Click & Collect in store

Store checkout

Product type | (e.g., TVs)

Product type Il (e.g., laptops and tablets)

Entrance 1

= Less convenient for customers
= Potential to pool labor resources w/ checkout
= Closer to stock room

= More potential for cross-sell

Product type V (e.g., washing machines)

Product type IV (e.g., headphones)

Product type lll (e.g., smart phones)

Entrance 2

98
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Locating Click & Collect in store - Easier to pool labour resources

= Locate order inventory at product worlds?

= More potential for cross-sell
Stock room

Store checkout
Product type V (e.g., washing machines)

Product type | (e.g., TVs) Product type IV (e.g., headphones)

Product type lll (e.g., smart phones)

Product type Il (e.g., laptops and tablets)

Entrance 1 Entrance 2

99

XY
N e
<2
Jointly consider what is best for customer,
environment, and retailer
100
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Buy online, return in store

101

Buy online, return by mail A Eotions

Warehouse

)

=

Online delivery

102
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- . RSM
Buy online, return by mail 2
Warehouse Return shipment
: =) )
/] > ()
o=
Online delivery
103
. RSM
Buy online, return to store (BORIS) G
Store
Return the item
Warehouse ’g.l.:,} 1<
= @)
aad > ()
o=
Online delivery
104

52



4/24/2024

Buy online, return to store (BORIS) R Contions

Handling
<3
N

Store

Return the item
Warehouse ,g.l.:.} \

aaa I_O:_Fo%

Online delivery

)

105

Buy online, return to store (BORIS) P

Handling
<3
e

Transport to DC Store

Return the item

Warehouse ‘& \

©)
> ()
>

Online delivery

106
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Buy online, return to store (BORIS)

R% afvns

Handlmg

Transport to DC
Warehouse / ’““

Handling
<3
N

Store

Return the item

A\ 4

=

Online delivery
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Return by mail vs. return in store

Handling
@ eliminate
Warehouse Return shipment
Return by mail = .
EOSO)
Online delivery
Handling \(\ %%
@ Transpon toDC Store
,‘l“ Return the item
Warehouse

Return in store

=5

Online delivery

R% afvns

108
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Benefits of BORIS P

Consumers
= Convenience (instead of repackaging, printing return label and trip to post office)

= Get money back faster

Retailers

= Save on shipping costs (but does it outweigh double handling costs?)
= Opportunity to annihilate return or convert to cross- or upsell

= |ncrease customer satisfaction

= Cut emissions

109

VAR

ONLINE

FOLLOW THESE STEPS T0 FINALIZE

2 3

@

110
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e

Despite the many benefits
omnichannel retailers do
little to advertise the

option to customers

111

it

So, what can retailers
do to stimulate in-store
returns of online

orders?

112
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How to stimulate this? P

1. Highlight the in-store option, make it the default, add a green label, etc.

2. Determine the common reasons to return an online purchase per category
3. Ask customers to declare their planned return online, or in the app

4. When customers declare their return ask for a reason

5. Design a decision tree that combines item characteristics, reason, and inventory
levels in stores nearby to customize “the nudge”

“We have the item in a size smaller in inventory in a store nearby you™*

* One could even consider allowing the customer to reserve the replacement item

113

RS/Mé-z afuns

“Retailers are increasingly interested in having consumers
use a specific channel. Nudging can be a very effective
instrument to achieve this

114
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Ship from store

115

= - - - RSM
Common practice: separate distribution centres (DCs) e

|

)

Stores
o« 209
Store DG &l 9
/ (I 0.0 Assortment coordination
o serment coordat :
| ! :
| \ !
| ' !
| ! :
1 . H
0.0 i online !
m 009 . :
1
' 1
' 1
Online DC / o) i @ i
(o ! :
' 1
1
a o ! :
1
1

m dominant formi
m Rooderkerk & Kok (2019)
O0—0O

Deliver

c
Jo

Long tail
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Less common: hybrid DC

Hybrid DC

/

Stores

—

o
}50

o
)50

(1) 0.0

o e g Sl
/ .
[

< @)
‘X’Em
5
e=h =

Deliver

R% afvns

= One building

= |nventory partitioned

= Opportunity to move inventory around
("high handling costs though”)

117
- RSM
Ship from store (SFS) P
Order
Central Regional
warehouse warehouse Store
— () o)
I== > 1] > [
118
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Ship from store (SFS) P

Order
Central Regional
warehouse warehouse Store
4—

= - (L) o)
] > [T > [
[T T [T og.é

Deliver

119

Benefits of shipping from store ot

» Poolinventory between online and offline channels
= Deliver faster
= Reduce delivery costs

As online sales grow, so too does the cost of

shipping goods to customers’ homes. Retailers
are finding it is less expensive to ship items from their stores, which are located closer to
where people live. Target Corp. 1GT -2.14% ¥ | for instance, estimates that it costs on

average 40% less to ship orders from its stores, compared with the expense of shipping

from its warehouses. Wall Street Journal, November 25, 2021

120
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R% afins

IV Discussion

121

Summary

» Customer journeys and business models are increasingly omnichannel

» The decoupling of channel and function increases the need for alignment
between the marketing and operations functions

» An effective use of technology and analytics can detect and remove friction

* Many interesting challenges for academic research, further facilitated by an
increasing availability of rich data sources

122
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Take-aways for retail marketing scholars

» |nvest in understanding the principles of operations management in retail

» There is a need for more cost-benefit type of analyses in omnichannel retail

= Explore how marketing theory can be applied or extended to retail operations
= Sustainability in retail a great area for research; interdisciplinary work!

» |s what's best for the customer also best for the environment and retailer?

= From omnichannel to optichannel? Nudging channels and fulfillment options

» Lots of new data sources on the horizon (directly or as by product of new tech)

Rt e 365 | v

The past, present, and future of retail analytics: Insights from a
survey of academic research and interviews with practitioners
Robert P. Rooderkerk' @ | Nicole DeHoratius’ Andrés Musalem’

1 INTRODUCTION TO RETAIL

ANALYTICS: DEFINITION AND

CLASSIFICATION

The

M
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Harvard
=

Digital Transformation

Why Retailers Fail to Adopt
Advanced Data Analytics

by Nicole DeHoratius, Andrés Musalem, snd Robert Rooderkerk

Summary. Advanced an

For years now, executives have been told that advanced analytics
can provide better answers to almost every business question. Yet
in retail, at least, surprisingly few companies have taken full
advantage of the opportunity.

Even as Walmart, Amazon, and a few other leading retailers
operate at the leading edge of the analytics frontier, making many
important decisions based on an ever-growing supply of real-time
and historical data, most of their competitors still use very basic
tools that are far better able at tracking where they've been than
where they should be going.

This is already having real consequences for th
the pandemic, McKinsey estimates, the 25 top-performing
retailers — most of whom are digital leaders
profitable than laggards and took home more than 90% of the
sector’s gains in market capita

industry. During

— were 83% more

tion. Although you cannot
prove a negative, it does seem likely that laggards are leavinga lot
of money on the table. In grocery retail, for instance, McKinsey
estimates that implementing advanced analytics would add 2% to
grocers' earnings — a potential windfall for a tough, low-mas
business.

n

‘This won't come as news to most people. The executives of even
the slowest-moving company must be aware at some level that
they are missing out. Yet despite understanding the advantages
that analytics have given their competitors, and despite knowing
that i keep more and more
advanced analytics solutions, most laggards seem unlikely to
catch up with the leaders anytime soon.

Why are so many companies having such a hard time making this
leap forward? What s holding them back?

Six Sticking Points
To find out, we interviewed a diverse set of global retail executives
(senior ives of retailers, firms, and

analytics providers active in the Americas, Europe, and Asia). The

RSM

zafiuns

125

The LEGO fl
Case study

@ Robert Rooderkerk

Disclaimer: | believe LEGO is

am merely using the LEGO fl
friction that can arise in a stc

solutions can help reduce thi

since arriving in Paris more t
offerings in this metropole. ¢
Group flagship store in Paris
flagship store (A) along with

center of Paris.

us Univer..

Designing for Success: Click & Collect Strategies Illustrated by Swatch

Click and collect (C&C) has changed the way we shop, marrying the convenience of
online browsing with the immediacy of in-store pickup. As businesses continue to

evolve in this digital age, understandi
and collect becomes increasingly ess¢

There are two primary modes of this |
Pickup in Store (BOPIS) and Reserve
the extent that advanced payment is
flexibility that is offered to customers

However, the implementation of C&.C
Companies must carefully consider se

® Should the click and collect option
low, to avoid over-promising and unc

« Is payment in advance a necessity T
transaction and pickup process, or dc

+ How narrow should the reservation
customer convenience against the ris
claimed?

These decisions shape the effectivene
everything from customer satisfactior

1will illustrate these design dimensior
is offered by Swatch Ltd., leveraging
countries and products. | conclude wi
could ask itself when (further) optimiz
of online browsing data and pickup b
tests are key to answering these ques

Happy to hear how your business is
tuming challenges into opportunities

BobaciOoRaiall 2ClckodCollocs

Robert Rooderkerk » You
As P e
®

New business models in retail

Retail is rapidly evelving, incorporating new business models that leverage
both technology and changing consumer preferences. Direct to Consumer (

#ditc) models, exemplified by brands like Warby Parker and Nike,

emphasize control over distribution and higher margins, even as some, like
Nike. recalibrate strategies to balance direct sales with retailer partnerships.
Shop-in-shop concepts, where brands manage a dedicated store area, offer

2 middle ground, providing brands control while benefiting retailers

through rent revenues and brand expertise. MediaMarkt Nederland has

built its revamped Rotterdam store, dubbed Tech Village, around this

concept, hosting more than 30 brand-operated lighthouse boutiques. They

will roll this out in other countries.

Subscription models, offering convenience through automatic

replenishment, promise retailers consumer lock-in, predictable demand,
and steady revenues, with sustainability considerations in delivery and

packaging being crucial for future success. Despite challenges in scaling
such as Unilever's experience with Dollar Shave Club, this model holds

potential for growth and sustainability.

#Rental services reflect the shift from ownership to usage, offering
significant opportunities across sectors from fashion to furniture.
Companies like Rent The Runway (“the closet in the cloud

can also advance sustainability goals.

The #resale market, expected to grow significantly, presents a sustainable

he Netflix of
fashion’) and IKEA (‘rent 2 bedroom") are pionesring this approach, which

RSM

2afiny

Interested to hear more,
follow me on LinkedIn,
#RobertOnRetail
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