-

iy : . '|.Ili .

FROM CONNECTED

la
-

TO CONNECTION|



The telecom sector is a rapidly changing industry.
In order to stay ahead, companies are constant-
ly challenged to think different. Society demands
that companies evolve and take up leading roles.

At Telenet we are dedicated to embrace that
change. We monitor what's happening in the world
around us and how the expectations of customers
evolve, by researching trends and doing custom-
er research. When surveys showed that the store
satisfaction of our customers was sub optimal,
our company was adamant to rev things up. Some
of our shops (e.g. In Ghent and Wijnegem) have al-
ready been revamped. Due to its unique location
and architecture, Antwerp offered us the oppor-
tunity to take our retall strategy to the next level,
resulting in the Telenet Antwerp Flagship Store.
With this store, we want to offer the best retail en-
vironment for our customers: first-class personal
service, space to explore and experience enter-
tainment and devices and a co-work space where
people can work, meet, exchange and where they

can be inspired by new technology and digital in-
novation, at their own pace.

Thisreport - made together with the trend experts
of Trendwolves - explains how and why we de-
cided to take the plunge and reinvent ourselves.
More importantly, it gives insight into a range of
consumer trends and retail trends that collective-
ly form the inspiration for our retail strategy. And
we’ll get to the core of how all these developments
Impact the telecommunication industry, now and
IN the years to come.

So kick back and read along as we explore the con-
tours of a (tiny) telecom revolution ;-).

vice-president retail at Telenet
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Telecommunication Is perhaps more import-
ant than ever. Not only does it shape our digital
Ifestyle, our dependency on technology will in-
crease even more as we thrust our way into the
future.

The -exceedingly complex - world changes at an
ever-accelerating pace. There is a whole bunch
of factors - economic, social, political, competi-
tive and technological- of which itis hard to get a
grip on. Many disruptors challenge the industry in
a variety of ways. Amidst all the discord, it Is key
to consistently evaluate what changes are un-
folding and how their impact manitests itself.

It all comes down to gathering, analysing and ul-
timately implementing all these insights to make
them effective. By making a thorough study of
how your consumer group Is changing, in what
direction(s) your market and/or industry is evolv-
INg, and what long-term societal tendencies are
setting In, you can develop - and thus anticipate

on - different scenarios for the future. Yes, that's
where reports like this enter the game.

Embracing change is the way to go when you
want to open the door to Innovation and value
creation. And in a sector that is based on ‘con-
necting people’ change penetrates deeply, leav-
INg NO stone unturned.



The importance of understanding why consum-
ers act a certain way and what influences shape
their perceptions can’t be stretched enough.
The consumer is nowadays not only king but also
the CEO of hisown life, audiences have become
Increasingly self-assured and vocal.

Through widespread access to and use of elec-
tronic devices, consumers today are more con-
nected to one another and the world around
them, than ever before. This continuous access
to technology has enkindled new forms of com-
Mmunication, participation, organisation and edu-
cation and it has particularly given rise to a huge
emancipation of the individual.

As a result of all this, the macro supply-driven
economy has been replaced by a micro de-
Mmand-driven economy, causing businesses
to become much more consumer-centric. In

contrast to bygone times, it Is now the consumer
that drives change.

While decades ago marketers where able to push
certain products and behaviours onto consum-
ers, consumers are now in the lead, urging brands
to ride along the - complex - cultural waves.



2.1. Fluid Consumers

Indefinable,
ever-changing
and disloyal
consumption
patterns




UNBOXING

Traditional viewpoints on race, nationality, family,
age and gender are arelic of the past. The recent
discussion on gender neutrality conspicuously
laid bare how people absolutely dislike to be put
INn boxes. In response to all this gender disorder,
brands like Zara decided to launch gender-neutral
clothing collections. To many consumers though,
It wasn’t so much about gender neutrality. Rather,
It was about the freedom to exploring and rede-
fining both genders. In reaction thereupon, Hema
recently abolished all gender identitying labels In
their children’s clothing.

FRESH FREEFORM PARADIGMS

In line with this, traditional life stage boxes are also
not considered attractive any longer. Young par-
ents for instance don’t like to be identified sole-

y as a parent. They are keen on maintaining their
nersonal style and are not eager to slack on their
nobbies or interests. Bugaboo is one of the brands




that truly understands this sensitivity and did col-
laborations with fashion houses and Vogue, repre-
senting mothers in a trendy way.

WE CANALLDOIT

The desire for self-actualisation and personal de-
velopment is an important driving force of con-
sumerism. Amidst these on-going transitions, they
expect brands to acknowledge their struggles and
support them in realizing their dreams, no matter
what their gender, religion or food allergies are. Last
vear, Nike was met with quite some controver-

sy when it launched the Nike Pro Hijab campaign.
Staying true to its brand DNA, it referred very elo-
guently to its founding mission to serve athletes,
using its signature addendum: if you have a body,
you’re an athlete.

STATEMENT CONSUMPTION MODELS
Not all consumers appreciate the abundance of
options and opportunities in which they are con-




tinuously searching for the best option. Some,

like Mark Zuckerberg for example, decided to only
buy series of similar jeans, t-shirt and grey sweat-
ers. By skipping decisions about how he should
dress every day, the has more energy to decide on
more important issues. Some subscription ser-
vices are another way make a consumption state-
ment. LOT2046 decided to distribute a basic set
of clothing, footwear, essential self-care products,
accessories and media content. To eliminate clut-
ter, the clothes are dispensable: as soon as they
wear out, they can be bundled and returned.

HYPER-PERSONAL SERVICE

Consumers today are not only difficult to defineg, they
also interact with companies through multiple inter-
action points — mobile, social media, stores, e-com-
merce sites and more. This dramatically increases
the complexity and variety of data types you have to
aggregate and analyse as a brand. Deeper, data-driv-
en customer insights are critical to tackling consumer




Welcome back, 5ebastian.

challenges. They canyield insights you never had be-
fore — for example, who are your high-value custom-
ers, what motivates them to buy more, how do they
behave, and how and when is it best reach them? The
need for analytic software such as Retention Grid -
that provides data in easy to understand colour-cod-
ed graphs, while also giving suggestions on how to
best reach the different segments - Is growing.

FROM INSIGHTS TO PREDICTION

o0 make that iImpossible customer a bit easier to han-
dle, there are several handy tools and strategies to
choose from: predictive analytics that allow compa-
nies to enhance business intelligence by forecasting
what customers are most likely to buy in advance;
Monitoring customer purchasing behaviour and so-
clal media activity to drive timely offers by enhancing
ousiness intelligence; testing and quantitying the im-
nact of different promotional actions through thor-
ough data analysis.

10




KEY TAKEAWAYS

- Drawing in new consumers happens through target-
INg Mindsets and need states rather than traditional
demographics.

- Consumers want to be supported in their struggles
and connect with brand based on shared values.
Personalisation and curation according to one'’s
needs, are essential.

. Today’s fluid consumer not only doesn’t accept a
‘one size fits all’ approach, he also expects you to be
aware of their different roles in life.

- One-on-one customer relationship management
became achievable through data supported cus-
tomer behaviour analysis and targeted promotions.
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2.2. Social Decisioning

The growing
importance of
peer-influence
and social media




PEER-TO-PEER RECOMMENDATION
Peer-to-peer involvement has become the new
standard. Whether it involves consumption, com-
merce or communication, most are remarkably
keen when it comes to voicing their opinion. Peo-
ole are excellent online researchers, particular-

v when it comes to big purchases. Websites that
offer product comparison engines and/or tables
are greatly appreciated. But the most important
and quickest parameters for consumers are the
endorsements by peers, people with whom they
share kinship and who lack any commercial inten-
tion. 48% of Gen Zand 44% of Gen Y often or al-
ways receive input from friends and family before
Making a purchase.

ONLINE INFLUENCE SPHERES
The more complex our world becomes, the more
people are inclined to seek safe circles, which

guide them when they have to make important de-

cisions. Nowadays the internet harbours count-
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less of communities that are based on shared in-
terests, using hashtags such as #GameOfThrones
or #fashionblogger. Often they don’t necessarily
Know the other members within a certain circle
oersonally. Here, sharing a social identity Is enough
to build a solid foundation of trust. Some groups
serve a well-defined purpose, leaving little to the
iImagination: the Facebook group ‘We want Nordic
TV channels in Belgium and the Netherlands’ for
example set out a clear goal.

INFLUENCER MARKETING AND RELATIONSHIP
BUILDING

Where it involves passive browsing or posting mes-
sages on online communities, consumers are very
active on social media. Through these platforms
they seek out information and inspiration that
neatly accords with their taste and vision. As a re-
sult of these developments, 2017 was a year where
marketers spent big amounts of their budget on in-
fluencer marketing, to pay social media stars with
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huge followings to post about their products. Many
iInfluencers didn’t really have a link with the brands
they were promoting though. Hence, micro-influ-
encers entered the stage, each with their own spe-
clalisation. LG for example partnered with several
ohotography influencers on Instagram to develop,
oublish, and promote brand sponsored Instagram
ohotos showcasing the new smartphone.

SOCIAL MEDIA SHOPPING

Digital media has altered the way people connect
with others, how they consume news, how they
develop tastes and even how people shop. Social
media platforms have dipped their toes into com-
merce, both for consumer-to-consumer as for busi-
ness-to-consumer sales. Facebook, Instagram
and Pinterest have all jumped into the social com-
merce game in one form or another. All these new
and upcoming social commerce technologies have
shortened the path between consumer and prod-
uct, which in turn increased revenue. But higher sale
numbers are not the only thing on the table. It also

15
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helps businesses to effectively interact with cus-
tomers and provide interesting customer data. Con-
sequently, this information can be used to iImprove
soclal marketing strategies to complete sales via so-
clal media.

- 44% of Gen Z looks for inspiration on social media
- 37% uses soclal media prior to making a decision

- 66% Is Interested In buying products and/or ser-
vices via soclal media

COMMUNITY INVOLVEMENT

Having a shared social identity Is a crucial compo-
nent In building trust and it iImpacts people’s pur-
chasingdecisions. Creatingor connectingwithcom-
munities makes the world of adifference for brands.
Online peer communities can be used for post-sale
support — such as Telenet Netweters.
Interestingly, oftline meetings are starting to play an
Increasingly greater role in the development of on-
line communities. For instance, the at first digital
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Nike Running Club now also offers its members to
meet-up atstores to run together.

CO-CREATION

Co-creation with customers is another way to gain
trust. Apple’s World Gallery, part of the “Shot on
IPhone 6” campaign, was honoured with five Gold Li-
ons and a Grand Prix Award at last year’s Cannes Li-
ons International Festival for Creativity. The crowd-
sourced billboard campaign, showcased pictures
taken by professional and amateur photographers
with the IPhone 6. According to the jury, the Apple
campalign won because the ads not only demon-
strated how well equipped the device Is to take
high-resolution photographs; the campaign also
showed the sharing power of technology.

KEY TAKEAWAYS

- Consumer Interaction ought to be human, direct
and non-hierarchical throughout every touchpoint
IS Important.

17



 FiInd contexts and themes with which people can
connect and which are relevant to your brand.

- Soclal media Is Increasingly the domain where
purchasing influence is mounting: to raise brand
awareness, to buildand maintainrelationshipswith
your customers, and to simplify the conversion of
Interest of potential clients.

« Connect with local communities and co-create
with your customers to gain wider following and to
Increase trust. high-resolution photographs; the
campaign also showed the sharing power of tech-
nology.
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2.3. Transformagical Expectations

Sky-high
expectations for a
transformational

brand experience




ALWAYS AVAILABLE

Many retailers have adapted their services to offer
consumers the best imaginable customer journey,
whenever they desire. Frictions are increasing-

ly taken away. In meeting the demands of today’s
consumers, opening hours for example have be-
come far more flexible. The personal shopping de-
partment at Selfridges in London built a separate
entrance via the third-floor car park — with reserved
parking and valet service to boot and even a driver.
All with the purpose to provide better service and
let people when they feel like it. For loyal custom-
ers, department store Kenneth Cole in New York
even opens its doors at night.

RETAILTAINMENT

Retailtainmentaimstorevitalize visitors’ experience
of brick and mortar stores and invest more in enter-
taining the customer, thusresulting in a fusion of en-
tertainment and retail spaces. Chic concept stores
were the first to kick-start this trend. Over time, re-

20
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talltainment has also made its entrance at low-end
level. Looking to shed its iImage as a no-frills retailer,
Walmart is planning to hold thousands of holiday
season parties at its stores, to give customers area-
son to shop there rather than at their competitor.
Waiting till a job gets done, iIs not much appreciated
anymore. ME for YOU in The Hague jumped on the
bandwagon too, by combining food with telephone
repair. ME not only has a menu with food. It also has
a ‘ohone menu’ that offers numerous possibilities
for maintenance and repair of phones.

PRODUCT EXPLORATION

Both online and offline, people like to research a
product before they buy and immerse themselves
INto a product. They prefer brands that offer a
multi-sensorial experience. Teashop T-magi bears
close resemblance to a laboratory, inviting people
to pass by, smell the 40 different teas displayed on
the scent wall, have a taste, read the WE-tea folder
or simply browse the exclusive products of Mariage
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Freres sold in the shop.

R Art of Coffee in Japan roasts its coffee in-store,
making it possible for customers to not only see the
process, but also to hear, smell and taste the fresh
brew. And Kochhaus is the first grocery store that
consistently devotes itself to the praxis of home
cooking. As a way to inspire customers, it is no lon-

ger sorted by product groups, but by recipes.

FROM CONSUMERS TO PROSUMERS
Consumers have morphed into prosumers: individ-
uals who consume as well as produce media and/or
products. They are keen on fine-tuning products to
better suit their wishes. Much so, they enjoy active
Involvement when they’re in a physical store.

At WAH London for example, customers can cre-
atetheirownnaildesignsviaaugmentedreality (AR),
alongwiththechancetotryonstylesvirtually before
committingto anythingyet. Assuch, they seamless-
ly combine beauty, art, tech and girl culture.

22




VALUE-ABLE STORIES

People consume more consciously In many do-
mains, and expect a similar awareness from com-
panies. Caring for your consumer can be interpret-
edinabroadsense. Value-driven brand stories tend
to do well. When buying for instance a pair of Warby
Parker glasses, the company automatically gives an
extra pair to another person who also needs glasses
but can’t afford them. Key is to proof that your story
Isreal. Torideonthewavesoftheurbanfarmingrage,
supermarket giant Albert Heijn decided to launch
the Help Yourself Herb Garden: an in-store herbs
garden, where shoppers get to harvest the mature
herbs themselves, thus choosing the desired spe-
cles and quantity.

OMNI-CHANNEL LISTENING

Consumers expect brands to listen and be aware
of their needs and wishes. And preferably they even
like you to engage In a conversation with them, us-
INg the channels they routinely use as well. In order
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to make its ‘Stories’ feature as engaging as possible,
Instagram introduced a new feature through which
users caninsert poll stickersinto theirstoriesto take
Impromptu straw polls from their bank of followers.
Bythesametoken, Twitterisalsoincreasingly vested
onmonitoringcustomer problems.KLMforinstance
gained alot of media exposure with campaigns such
as #HappytoHelp. The airline even hired a speed-
boat on the Hudson River in New York to help out
anyone who risked missing a flight-any flight—-due to

being stuck in traffic on their way to JFK Airport.

POST-PURCHASE CARE

Letting your customers know that you care about
them doesn’t stop after they have done their pur-
chase. Particularly with online services or connect-
ed products, it Is paramount to give them that extra
bitof care. AsresidentsinFloridafledHurricanelrma
this summer, Tesla ownersreceived a surprise from
their automaker to help them get out of the danger
zone. Tesla began pushing a software update that
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Tesla Boosts Car Battery Power During Irma,

By TIFFANY HSU SEPT. 11, 2017

Increased the battery capacity. All the cars that re-
celved the update belonged to those living in what
emergency officials had identified as an evacuation
area.

KEY TAKEAWAYS

- Both (social media) listening to your consumer
as wel as managing their expectations in terms of
avallability is key.

- Draw In entertainment to drive traffic to your store
and/or to make cueing a more pleasurable experi-
ence.

. Investin new ways to engage your audience by cre-
ating new brand experiences.

« ‘Customer care’ as a concept Is extended to ‘care
for society at large’ and ‘post-purchase care’.
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3. Relationship Retail

Given the vast array of innovation, the challeng- Ity between the human and technological retall
es in the retail iIndustry are also remarkably mul- aspects forward. An evolution that offers oppor-
tifaceted. In the previous chapter we discussed tunities as well as risks. Retall experiences of all
NOw consumers have become ever more em- kind pop-up, and experience stores at triple-A
oowered and demanding. In this chapter, we will locations that cost rather than generate money,
delve into the iImpact of these and other trends determine what s ‘hot’.
on the retail experience - which Telenet answers
with their customer-centric program Retall For- Although Telenet is very aware of developments
ward. within the market, their Belgian down-to-earth
human service still wins it from glamour and gim-
Digitisation has become omnipresent in shop- micks. Human interaction and top of the bill ser-
piNg journeys, and also retall organisationisina vice have and always will be at the centre of their
continuous evolution. Keeping up with new digi- business, most certainly in retail. Their flagship
tal retail solutions is a hefty job in all sectors. Effi- store is an extension of this philosophy. Here,
ciency is probably one of tech’s greatest assets. long-term relationships are build and sustained

It's a great timesaver. Along the road to efficiency  forlife.
though, there seems to be no end in sight.

Expectations of both ease of shoppingand are-
freshing experience, pushes the complementar-
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3. Relationship Retail

From seamlessly
Integrated to fully
automated



SHORT-CUTTING THE BUYING PROCESS ( e )
Retallers try to make the life, work or shopping | |
experience of customers a little easier and as |
efficient and relevant at all times. Starbucks’ | [z
SkipThelLine App enables users to order and pay
for a steamy cup of coffee without having to cue ,
INn line. Users of the app place the order, pay and |+
thanks to a GPS-tracker users are informed when
their cup is waiting for them. Amazon Go is also T cowme J
—

Order Ready in
4-7 Minutes

at 3rd & Columbia

= Tall Americano
5 . 2shots, ristretto, with
room

o &
5

= Starbucks baristas will have your
= order at your usual pickup area.

o ORDER SUMMARY
Tall Americano, Cranberry
Croissant, 8-Grain Roll, Tall
Brewed Coffee, an d 2 more...

NEW ORDER

a store devoid of lines and even a checkout—you
simply grab and go. Customers use the Amazon Go
app to enter a store, take what they want from the
selection of meals and grocery essentials and off “Nowadays people
they go. And at Kentucky Fried Chicken in China —

()

visitors can now pay with a smile. That's right, cus- yv_ant,f.ggt_er;thgn_
tomers there use a facial recognition system in the instant checkouts
form of a 3D camera that scans the customer’s and delivery.”
face to verify their identity, while there is a phone

Lieve Smedts

number verification option for additional security.

Retail innovation and
development at Telenet
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NEXT-LEVEL AUTOMATED ORDERING

In some cases, consumers prefer to purchase
something without having to consciously think
about the act of buying. Sock Fancy for instance
offers monthly subscriptions to a new pair of
socks. For $11, - per month subscribers can kick
back and wait for their footwear to show up at their
door every month. With the Amazon Dash But-
tons, you only have to push the button to reorder
yvour favourite products. And with Walmart’'s Easy
Reorder feature, users can order by simply telling
their Google Voice Assistant what they wish to buy.
Easy does it.

WHAT YOU SEE IS WHAT YOU GET

Like no other, Michel de Wachter knows that deep
down people want to immediately buy when they
see something they like. With spott.tv he makes
video content interactive and shoppable.

In the same vein, Amazon Mobile makes it conve-
nient for users to buy anything they like using their
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smartphone camera. Just firing up the Amazon
app and clicking on the camera next to the search
bar, should do the job. The camera then turns on
and little dots will try to find the outlines of what
you're taking a picture of. Hence, it will offer similar
suggestions for inspiration.

DELIVERY SOLUTIONS

In today’s times, people aren’t necessarily bound
to a certain geographical area. A lot of the time,
they are on the go. They work, eat and shop when-
ever and wherever they want, so they won’t be
waiting at home for their ecommerce package to
be delivered. Parcity, a Belgian online platform and
mobile application for facilitating the pick-up and
delivery of parcels, puts users back in control of
their deliveries. It promises to have packages from
any online shop delivered, when and wherever the
user wishes.

Mercedes-Benz's Vision Van has storage racks
for parcels above, with eight battery-operated ro-

30




bots under them. With all the parcels destined

for addresses within a two-kilometre range, the
driver parks the car and locks the items in the ro-
bots. They trundle off down the sidewalk at walking
speed, where recipients unlock them to retrieve
their purchases using a phone app.

HOME DELIVERY SERVICES REVISITED

Going to the store or wasting time on receiving
packages and then having to return them is not
exactly the favourite pastime of time pressured
consumers. To better meet the expectations of
today’s consumers, Boon + Gable launched an
on-demand styling service. They offer a person-

al stylist who comes to your home with a curated
selection of clothes, which can be bought on the
spot.

Fashion label Josh V pursued a similar path by cre-
ating a new ‘Special Delivery Fit and Return’ service.
Customers from Amsterdam and the surround-
INg area can get their parcel delivered within three
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hours. For twenty euros extra it is possible to get a
deliverer dressed in a suit at your doorstep, carry-
INg several sizes of the same garment for you to try
on.

AUTOMATED RETAIL: INTELLIGENT PLAN-
NING

Automated manufacturing is one of the develop-
ments shaping the future of retail. Adidas for ex-
ample has been experimenting with in-store made-
to-order 3D printing of shoe soles and 3D knitting
for shoe uppers and garments. Each model unique
to the customers size and preferences.

In tandem with this, Amazon was awarded a pat-
ent for an on-demand apparel manufacturing sys-
tem to create custom-made clothing to the pre-
cise fit and specifications of the customer. It is
designed with the intent to reduce labour costs
and to prevent products from being made when
there is no specific customer order.
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KEY TAKEAWAYS

- Consumers are always on the lookout for solu-
tions to simplify their hectic lifestyles.

 As a redefinition of luxury, time and convenience
are precious assets.

- Any company that helps to facilitate the life or
work of its customers, can expect to have loyal,
lasting customer relationships.

« From ordering to payment and delivery: almost

every step throughout the customer journey can
be made easier with technological tools.
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3. Relati,qn'ship Retail

Merging online and
offlineworldsis
creating the best
of both worlds



TRY BEFORE YOU BUY

Digital tech offers an ocean of possibilities to
browse through and check out products. At Re-
becca Minkoff, customers are invited to enter the
store’s digital dressing rooms. Interactive touch-
screens here allow shoppers to choose prod-

ucts, which are subsequently sent to their dress-
INg rooms. The dressing room mirror-slash-screen
also enables consumers to view the same items
styled with different colours, sizes and looks.
Houzz and more recently IKEA launched new aug-
mented reality services that allow customers to
test furniture prior to purchasing. With an app, that
Includes 3D-imaging features, users get to virtually
place a furniture item or accessory in aroom to get
a sense of how well it would fit in the space.

PHYGITAL 24/7

Anytime, anywhere, any device. Whether we are at
home, In a meeting or commuting, when we want
or need to get in touch with people, we use the de-
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vice we have on hand.

From the youngest to the oldest, smartphones are
used by all generations to assist in their shopping
experience. Whether they prefer showrooming
(checking out products Iin a store to subsequently
purchase the item(s) online) or webrooming (re-
searching online before buying in store), online and
offline are increasingly combined in the best suit-
able combination.

Any device and any channel can now be used in the
customer service and sales journey. Online insur-
er Ditzo is enabling its customers to make claims
via WhatsApp, meaning they can use the mobile
messaging service instead of submitting compli-
cated forms. Dirty Lemon is a direct-to-consum-
er beverage company that sells its line of products
via SMS, mostly answered by a bot. The beverages
need to be reordered on a regular basis, but many
consumers don’t like having to go through the has-
sle of logging onto a website to place a new order.
Instead, users can text the start-up the way they
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would text a friend, “Yo, can you hook me up with
some more Dirty Lemon?” after which a quick re-
sponse follows: “Confirming for you now” The

company claims revenue has grown 1400% since

this time last year, receiving over 50,000 text
messages every month.

BOTS TO THE RESCUE

Another tech trend that is setting the narrative for
customer service are automated processes, also
known as bots. Bots in online retail environments
are generally used to guide customers to the right
iInformation or helpdesk, and are surprisingly well
received by consumers. In-store navigation Lowe
allows customers using Google-powered augment-
ed reality to navigate through stores and unlock ad-
ditional information.

Hilton Hotels & Resorts launched “Connie”: the
first Watson-enabled robot concierge in the hospi-
tality industry. Connie draws on domain knowledge
from Watson and WayBlazer to inform guests on
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local tourist attractions, dining recommendations
and hotel features and amenities. Your wish is the
bot’'s command.

HUMAN HUBS

While some place their bets on robots, others

are taking out the human card (again). The Carl-
son Rezidor Hotel Group felt the time had come
to move away from what had been standard eti-
guette and recruitment strategies for years, if not
decades. Instead, they hired outspoken personali-
ties to bring the human, personal component back
IN the game again.

On the one hand, technology enables higher ser-
vice standards. On the other hand, thereis a
growing fatigue towards technology’s ubiquitous,
all-pervasive nature. People long for the human
touch. It I1s typically human-like attributes such as
tangibllity, serendipity, expertise and tactility that
pull customers back into physical retall spaces.
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by and for our peo-_
ple. An environment
where they can give
the best services to

our customers”

Gerald Demortier
Vice-president retail at Telenet
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PERSONALIZED EXPERIENCES

With Knit for You, Adidas offered custom
tech-supported experiences to its Berlin pop-up
visitors. The Knit for You pop-up experience ex-
plored localised production, while empowering in-
dividuals with interactive technology to co-create
bespoke garments. Customers were able to get an
Impeccably tallored sweater, based on the results
of a body scan and on the spot AR pattern cre-
ation.

Bookshop owners often have to cope with the is-
sue of unsold books or books being out of stock.
Luckily for them, there is now a solution to meet
consumer demands, while also reducing costs. In
the sixth arrondissement in Paris, La Librairie des
Puf has come up with another innovative concept:
It offers alist of more than 5,000 works which can
be printed on site depending on the customer’s
needs.
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DIGITAL EDUCATION HUBS

Stores increasingly become the place to showcase
INnNovation and educate customers on their digi-
tal products and services. Apple organises work-
shops and sessions with subjects ranging from
now to take the best photos, and create the most
Jaw-dropping videos and music to programming,
de5|gn and more. There are sessions for all levels,
from step-by-step lessons for beginners to profes-
sional-level programs.

With its recently opened flagship store in Antwerp,
Telenet too offers a Samsung VR experience and
entertainment corner.

“Digital education is very important.
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Non-forma _Mkshnps_andevents in

ashop are agreat way to teach visi-
tors how to benefit from digital inno-
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Maarten Leyts
CEO of Trendwolves

40




WHERE TECH MEETS PEOPLE

A few years ago, mobile bank Hello bank! launched
a series of unconventional pop-ups, also known
as ‘phygital’ labs. These community spaces were
designed for visitors with the purpose to let them
socialise, study, hang out and enjoy a good cup of
coffee. In addition to this, visitors also had the op-
portunity to learn and create with numerous in-
teractive activities and socialising platforms on
offer: from app building and 3D printing to graffiti,
llustration, hair styling and even speed dating. Few
nDeople would associate all these activities with a
pank. Still, these labs have made a long-lasting im-
Oression on visitors.

KEY TAKEAWAYS

- While technology seems to be pushing retail ever
further into the realm of the online, brands are ex-
ceedingly creating high-tech, ‘inline’ personalized
shopping experiences.
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- Non-formal workshops and events in a shop are
a great way to educate visitors on how to benefit
from digital innovations.

- Creating online, offline or phygital contexts of in-
fluence can be effective ways to influence con-
versations around your brand, drive consumer
purchasing behaviour and monetise on-going
customer relationships.

- Make sure in-store technologies surpass all ex-
pectations but avoid the pitfall of using them
solely as gimmicky (or not-functioning) distrac-
tions.
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3. Relationship Retail

Linking brand
experiences
to culturein
multi-purpose
stores
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HYBRID RETAIL

Against the backdrop of a changing retail landscape,
hybrid concepts are emerging. At first glance unlinked
sectors seem to fit together surprisingly well. It's all
about cross-pollinations and thinking out of the box.
For retailers, co-working spaces can be innovative
ways to attract people to their offline stores. Office
supply shop Staples for example teamed up with
co-working company Workbar to incorporate shared
office space into a selection of their stores.

his phenomenon is also known as co-branding,
which refers to processes where two companies or
brands form an alliance to work together in order to
take their businesses to a new height. Guests of Vir-
gin Hotels Chicago can shop on gap.com to reserve
the style that they want and within a few hours try on
and purchase the items that they reserved - all within
the privacy of their hotel room.
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ONE STOP DESTINATIONS
Retall, entertainment and lifestyle seem to blend ef-
fortlessly. Creative entrepreneurs come up with new

epicentres where people can meet, discover, buy and

above all have a 360 degrees experience. In Amster-
dam, an old school building has been transformed
into De School, a cultural hub where young creative
companies and studios are housed. In the former bi-
cycle shed you will find a club where 500 people can
party. Furthermore, old classrooms were convert-
ed into arestaurant, a concert hall, a cafe, an exhibi-
tion area and a real sports hall. In other words, mem-
bers are perfectly able to stay there for 24 hours on
stretch - albelit sleepless.

STORES TELLING STORIES

While online is the place where consumers look for
iInformation and inspiration, brick and mortar stores
are increasingly becoming the place where brands
can convey stories in multi-sensorial ways. The Sto-
ry Shop takes this quite literally and serves as a kind
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of lifelike magazine: a space that customers visit reg-
ularly in order to keep abreast of the latest news and
trends. The MartinPatrick3 high fashion men’s wear
store in Minneapolis follows a similar strategy. This
store, or for lack of a better word, cathedral, offers
colourful rooms that naturally transition to the next:
there’s anin-store tailor, a barber, a full-time jewel-
lery designer and sharply dressed store associates,
all with bouqguet-like pocket squares blooming from
their blazers.

STORES WITHOUT PRODUCTS

Aside from organising events around product educa-
tion and experiences, some brands have turned their
store Into a wellness or cultural event space. Fashion
retailer Nordstrom recently opened a Nordstrom
Local concept store in Los Angeles. The store has no
Inventory or much of anything else. But it does offer
Spa services, a tailor, several personal stylists and a
bar that serves beer, wine, coffee and juice.

Also Samsung 837 is a one-of-a-kind retall space
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that at first glance doesn’t appear to sell anything, or
at least not anything tangible. Samsung describes it
as a ‘cultural destination and technology playground’,
which pretty much sums it up quite well. It Is intended
to reflect Samsung’s offering of culture, technology
and humanity. Samsung 837 is designed to be a place
where people can get up close and personal with
Samsung’s technology, through what bears much
resemblance to an adventure park of interactive ex-
hibits and installations, with inside access to intimate
events, live DJs (within glass DJ booths), and virtual
reality “rides” (or simulators) and installations.

FROMSTORES TO TOWN SQUARES

In an attempt to get millennials back into its retall
stores, Apple announced a series of retail spac-

es and dubbed them “town squares”. In these town
squares,” aisles will be “avenues” and trees will pro-
vide customers shade from overhead fluorescents.
The company openly dreams of how its flagship
stores will become “gathering places” and education
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Store Services

Nordstrom Local at Melrose Place

Alterations Nordstrom Beauty Stylists

NORDSTROM

LOCAL

All Nordstrom stores offer onsite alterations and tailoring Our Beauty Stylists are experts across all our brands. A brand-new Nordstrom experience, Nordstrom Local is
services, and basic alterations are free for many full- They'll help you find the best beauty, skincare, fragrance a convenient hub for onsite alterations, free Personal
price items purchased at Nordstrom (online or in store). and grooming products tailored just to your needs. Best Stylists, online order pickup, manicures and more. Drop
Just bring your receipt or packing slip in with you and of all, appointments are free. Call 1.800.7beauty or in, let us help, get inspired and go. Learn more about
talk to our experts. They'll determine what's needed book an appointment with a Beauty Stylist. Nordstrom Local.
during your fitting and let you know if any charges apply.

Find a Beauty Stylist in The Grove, Los Angeles, or

give us a call at 1.800.7beauty.
Nordstrom Personal Stylists Pop In Shop Prosthesis Program

Our Nordstrom Personal Stylists are super friendly, and
appointments are fast, fun and free—with zero pressure.
Qur stylists can help you with everything from a little
fashion advice to a whole new wardrobe to finding the
perfect gift. It's the ultimate shopping convenience.

Learn more about our Personal Stylists.




centres.

In aless intuitive outgrowth of its core business, U.S.
retall giant Urban Outfitters also felt the time was
ripe for a crossover space. In 2015 Urban Outfitters
acquired Pizzeria Vetri, a beloved local restaurant
chain. Inamove that surely has raised a few eye-
orows, the retaller recognised that particularly young
neople have more of a knack for good food and hang-
INg out In a cozy bar, than they have for (semi) expen-
sive high fashion garments.

SAVVY SALES EXPERTS

Since the transactional and informational partis
more and more taken over by computers, the expec-
tations in terms of real life customer interaction and
hospitality have significantly increased. Expedient
salespersons that really embody the brand, who brim
with personality, life and people’s skills: there’s no
better marketing than that. In spite of everything tech
has to offer, showing the potential of your product in
real time in the offline, tangible world still works best.
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At many BMW centres, you'll now find a product ex-
pert who will assist you in finding the perfect vehicle
to suit your lifestyle and needs. The BMW Genius is
specially trained to demonstrate and help you get fa-
miliar with all aspects of a BMW — before, during, and
after the purchase.

KEY TAKEAWAYS

« Collaborations or multi-purpose use of space are In-

teresting ways to create a fresh vibe in your store.

« Unvell your brand story in your brick and mortar
store(s) in bits and bites and preferably also in a
multi-sensorial way.

- Creating a place where people want to hang out is
golden.

- Unigue and spontaneous customer service is the
way to score, In times that product differentiation
became difficult.
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“Relevant brands need to be cul-
turally connected. Involving com-
munities in what happens in your
shop is a credible way to become a
top of mind partner for con-
sumers. ”

Maarten Leyts
CEO of Trendwolves



What will the future hold? And what role will tlag-
ships play amidst all the turmoll? Looking ahead
and anticipating on what’'s to come Is an on-go-
INg, ever-continuing process. This holds even
truer in sectors where the shifts are relatively ob-
vious. The following developments have most
grabbed our attention:

THE CONNECTION ERA

We have entered an age where binary connectiv-
Ity IS exceedingly losing ground. Today, it rather
evolves around multi-dimensional connections
and intelligent contexts, also known as the Inter-
net of Everything.

The acceleration in connected devices is not to
be underestimated. From VR and AR-headsets
to devices that don’t even look like devices any-
more: the offering is unprecedented. Conductive
threads and magnets are now woven into fabric,

so clothes can be used as controllers - to pay,
unlock doors and operate smartphones from
several iInches away, or even function as ID tags.
There are bras on the market that send person-
alised biometrical info to your smartphone, and
yoga pants that translate that feedback into
haptic vibrations that gently pulse at the hips,
knees and ankles to encourage you to move and/
or hold positions. It’s no rocket science to sug-
gest that this form of smart wear will inevitably
lead to chips that get implanted in our bodies
and brains.

These chips will seamlessly connect us to our
smart homes and smart offices, such as The
Edge in Amsterdam. This Deloitte office auto-
Matically recognizes your car when you pull up
INn the morning, just as it willautomatically open
the gate to guide you to a free parking spot. The
office app assigns you to a desk, based on your



schedule for the day and whether you are in the
mood for a standing desk or an area where you
can fully concentrate on your task. Once your
workday has officially started, you can tweak
your personal lighting or heating system to your
satisfaction. The on-site gym tracks your prog-
ress through the app, just as it methodically re-
members how you wish to have your coffee.

For soclety at large, the Industrial Internet (the
Integration and linking of big data, analytical tools
and wireless networks with physical and indus-
trial equipment) provides many opportunities to
Improve services and enhance the quality of life.
Smart parking, smart lighting and smart gun
shot detection solutions are already out there.
According to the World Economic Forum, the
evolution of connected infrastructure will bring
about the first city with a population of 50,000
people and no traffic lights by 2026.
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As of today, the automotive industry is not yet
connected, albeit with the exception of a few car
models. We are on the threshold of a major shift
though. By 2025, 100% of newly produced cars
will be connected cars, compared to 35% today.
And according to Microsoft IoT, by 2030, 15% of
new cars will operate autonomously. Since early
October of this year, self-driving trucks of Em-
bark have been hauling refrigerators. As long as
they legally can’t drive on their own yet, human
drivers will still be present in the car to monitor
the computer chauffeur.

When in the (near) future, our phones will prob-
ably be equipped with unlimited storage power
sent over the airaccompanied by transparent,
flexible smartphone screens, Al and machine
learning will have converted our smartphones
into direct brain-machine interfaces. In prac-
tice, this means our smartphones will become



unimaginably smarter. Our phones will learn over
time who you are going to call (presumably even
before you have decided who you are going to
call), who you want to text and even what the
content of that text message will be. Your phone
will offer content, news or other information
based on what you are thinking of at any given
moment. After all, it knows all about you: where
you are geographically located, what you are do-
INg and what you are looking for.

And how will we connect with others in the fu-
ture? When the devices for Augmented and Vir-
tual Reality have become household appliances
- Imagine a mobile Microsoft HoloLens with hand
controllers - we will have far more options to vir-
tually hang out with each other. Indeed, these
are all evolutions that require a stable and fast in-
ternet connection.
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SHAPING THE NETWORK SOCIETY

How will the digital infrastructure be impacted
by all of this? Whether it involves a smart home
or office device, a city system or a self-driving
car: in order for these apparatuses to function
properly, they all have to be able to send, receive
and analyse vast amounts of data. One year ago,
Harriet Green from Watson IBM stated that 90%
of the data in the world today has been created
IN the last two years alone. By 2023, 20 billion loT
smart devices will be connected.

“Western Europeans are globally the
second biggest data consumers, and
we expect a whopping 42% growth in

data use per year.”

Saskia Van Uffelen
CEO of Ericsson



Already, consumers are using more and more
data. One of the prime reasons for this growth
iNn data use is the Increase in visual data-con-
sumption: from the use of emojis to commu-
nication with holograms and video streaming,
and the rise of Augmented Reality and Virtu-
al Reality. And cloud computing increasing-

vy appears in the form of an “information power
olant”, and Is overturning the traditional business
mode of software, hardware, and media from
“buying products” to “buying services”.

The more astronomical the growth in data vol-
umes, the more our society and economy will
demand ever-faster, more reliable networks at a
low cost. The 5th generation of mobile networks,
more colloquially known as 5G, will pave the road
for anyone to roam freely through the online
ether, relying on faster and smarter internet
at an ever-low cost. It won’t take long before
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we will push through exabyte volumes and enter
the world of zettabytes per year. Interestingly, we
don’t really know where all this amplified connec-
tivity will lead us to or how it will be used.

“We are building networks that will_
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create needs that we don’t even
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know we had yet "

Micha Berger
CTO Telenet

Besides speed, another pivotal ingredient to
steer this in the right direction is safety. After all,
companies are very eager to gain access to our
data. Oras CTO of Telenet Micha Berger puts it:
“Google’s productis ‘you’. We make it explicit
that we only use consumer data to offer the best
possible products and services, and we always



ask the consent of our customers to use their
data.” The GDPR, a regulation which the Europe-
an Parliament will enforce by May 2018, intends
to strengthen and unify data protection for in-
dividuals in the EU. “That is a very important first
step”, Micha asserts.

CONTENTAINMENT

Given that entertainment and connectivity have
become so hugely intertwined, it makes perfect
sense for telecom providers to set foot on the
soll of entertainment. Thus, coming up with a
suitable offering for local consumers as well as
helping them get accustomed to the new enter-
tainment options are important building pillars
for success.

The viewing habits of television viewers have
dramatically changed over the past years. For
starters, delayed viewing has had an impact on
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viewing behaviours, but now that more and more
consumers are watching TV on-demand and
viewing a la carte, traditional viewing patterns
are eroding more than ever. Media consumption
has shifted from a public pastime with cable TV
and movie theatres to a private activity includ-
INg streaming services such as Netflix and the
wear of Virtual Reality headsets. And as might
have been expected, we can communicate with
our TV’'s with just our voice. With the TiIVo VOX
Remote for instance, you can use your voice to
simultaneously search across live TV, your re-
cordings, video-on-demand and various online
streaming services. BOLT has added to this an
entertainment-centric voice control and the op-
tion for hyper-personalized recommendations,
to get to your favourites even faster. Both ser-
vices are equipped to identify the user’s voice
Immediately.




Tech companies and start-ups alike are eager-
ly disrupting the entertainment industry, chal-
lenging the likes of Netflix, Hulu and HBO, as well
as the entire movie theatre experience. Yet as
of recently, they too are facing fierce competi-
tion since YouTube and Facebook have decid-
ed to join the ranks, with respectively YouTube
Red and Watch. Posing similar services, the lat-
ter platform features a range of live or recorded
shows In sections such as “Most Talked About”,
“What's Making People Laugh” and “What Friends
are Watching”. In similar vein, the experience is
Interactive, as users can comment and react to
the content.

It Is this Interactive aspect that is sure to gain
ground over the next years. This summer, Net-
flix's kick-started a series of interactive shows,
giving viewers the opportunity to shape the nar-
rative. In October 2017/, the trailer for Mosaic got
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released, an interactive murder mystery show
that let’s viewers navigate through a branching
storyline, controlling how the homicide investiga-
tion unfolds. Though the show can be navigated
through its own app, it will also air as a linear mini-
series on HBO in January 2018. And of course,
360° video and VR will also play a major role in
this segment of entertainment. Already games
and nature documentaries are powered by these
technologies.

TOWARDS ABRIGHT FUTURE...

For Telenet, it's all about finding the best dig-
ital ways to make work, as well as life at large,
as enjoyable and convenient as possible for its
customers. In practice, this means the telcom
company offers aside from premium connec-
tivity, also top-notch infrastructure and (local)
high-quality content.




As itis all the more important to invest in iInno-
vation, Telenet opened its first Innovation Cen-
tre in Brussels on October 5th. In this innovation
centre, Telenet will first and foremost test new
technologies to improve their connectivity. In ad-
dition, the centre will also grant its partners with
the opportunity to test their projects using Te-
lenet’s technology and know-how.

But first the Telenet Innovation Centre’s focus
IS mainly on the introduction and preparation of
5G and the Internet of Things. Eventually, the ac-
tion range will be extended to entertainment, val-
ue added services and customer experiences.

Yet in spite of all the exciting shifts that are tak-
INg shape, Telenet is mostly driven to be the best
they can be. Innovation in and of itself isn't nec-
essarily benefiting to consumers. In the end, it
comes down to iImplementing these innovations
so that customers can truly better from these
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developments.

The Telenet flagship will surely play a vital part in
this process. Here at their hub, Telenet can com-
municate these developments to their clients in
a fitting manner to let them explore the possibili-
ties of the future.
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