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Exhibit 4: Stages of Growth Across the Globe

(online sales growth, CAGR 2015-2019)

Early Phase Maturing Phase Advanced Phase
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Impact on
Logistics

Embracing e-fulfiiment Enlarging network Drivers of Innovation

Location: Focus on central locations Increasingly infill locations Focus on infill locations

Operations: Mainly combined and shared facilities Rise of dedicated facilities Constant growth in distributed fulfillment

. . Mostly larger units and stronger focus Gradual increase of smaller units, Broad diversity; emphasis on
Requirements: e :
on new developments both existing and new smaller units
International brands limited, increase Increase in international brands; number Both international brands and national

Location: i, \ational retailers of national retailers expands rapidly retailers active




Smile Curve
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Zero Moment of Truth

The DAWN

Birth of the Brand. Name, URL
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Business x Customer x Technology

Get Customers Grow Customers
QOutreach Product
Social Programs Updates
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The End Of E-Commerce?
These Days, It's All Just Commerce

bankruptcy Wal-Mart
sees 40 percent online sales growth in 2018



Figure 17: Digital Business

Digital marketing

Digital
Profits Business

External
focus

Digital
operations

Digital processes

Internal focus Efficiency









1. Google + FB Advertising



Amy searches on Google for top
hotels with pool bar in Hawan"
Inon-branded broad match)

and clicks a paid search ad

£

The marked-down price is too

good for Amy to pass up, so she
converts from this ad, too

Reads reviews and looks at

pricing, photos, etc., but doesn't
purchase

o
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- =
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>he sees a Facebook ad a week
before her vacation for a
discounted massage during
her upcoming stay

A Facebook video ad highlighting
the pool bar pulls her back in,
based on the original query, and
she shares it with her friends

4
/
/

— S — ——

With Dynamic Ads, Amy gets

added to a cross-sell audience
on Facebook

After discussing with friends,
returns to Google to search the
hotel brand and converts
[branded term by exact match]




Google + FB Advertising

G+ -

75

People spend 75% of their
time on either Facebook or
Google.?

Advertisers who coordinate
campaigns between platforms
significantly increase the like-
lihood of more clicks, conver-
sions, and revenue.

p+.“=

2=

Customers who click your
search and social ads are
more likely to buy.

Users who click an adver-
tiser’s search and social ads
have a 2x greater conversion
rate than users who click the
search ad only. The impact of
a cross-channel touch is even
greater with social clicks. Us-
ers who click both a search and
social ad have a click-through
rate approximately four and a
half times higher than users
who only click social ads.*

ook and Google complelely dominale Lhe digilal ad induslry, Busir
. al Blade H.l;. 1. 2007

=5 —
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panses TV Ior T irs) Dirme, Says A, i

Customers who click your
search and social ads spend
more.

Users who click both a search
and social ad contribute approx-
imately two times more revenue
per click than users who click
search ads only. Multi-channel
touchpoints are even more valu-
able for social advertising. Users
who click both a search and so-
cial ad contribute six times more
revenue per click than users who
click a social ad only.2

25s Insider, April 24, 2017



2. Influencers Marketing
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3. Mobile Express Checkout



P47 AM

EhDIIL cornerstone.com

Orbit Terrarium (Small)




4. Subscription Service Model



SUBSCRIBE ABOUT CHRISTMAS GIFT

Fun Sock of the Month Club

Sock subscriptions startingfrom $11.99 a month




5. Chatbot
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Key lakeaway

Find A Good Digital Vendor Recruit A Good Digital Learning Yourself
Marketer



Thank You



