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SPECIALTY CHANNEL SALES TREND
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12%

33%

SPECIALTY 
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SPECIALTY ADVANTAGE
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SPECIALTY ADVANTAGE
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You can do it

A brand community will tackle 

the issues keeping you up at night



A BRAND COMMUNITY WILL
TACKLE ISSUES KEEPING YOU 

UP AT NIGHT 



• more time

• more cash

• more team

• more relevance



EXPERIENCE



44% of customers say they’ll become repeat buyers after 

personalized shopping experience1

52%
are more inclined to change brands if a 

company doesn’t offer personalized communication2

91%
of consumers are more likely to shop with brands that 

provide relevant offers and recommendations2

1(Segment, 2017)
2(Accenture, 2019)



of customers 

shop online-only 

of customers 

shop store-only 

of customers use multiple

channels during shopping journey

(Harvard Business Review, 2017)



SPEND MORE THAN HOURS 

ON THEIR SMARTPHONE DAILY

(B2X, 2017)



to earn 

Figure 1. The Progression Of 

Economic Value, 1998.1
1(Harvard Business Review, 1998)

2(Forbes, 2019)



EXPERIENCE = 

PERSONALIZATION + SEAMLESSNESS







WHAT DOES THIS 
MEAN FOR



EXPERIENCE = 

PERSONALIZATION + SEAMLESSNESS



TECHNOLOGY AND

CHILDZ
• Consumer profile

• User-generated content

• Relevant conversations

• Exclusive events

• Rewards program

• Exclusive promotions

• Daily content

• Seasonal savings





LINKS PHYSICAL AND



how do BEAUTY INSIDERS

create experience?

how do the WILD CHILDZ
create experience?





YOU CAN DO IT





identity desire engagement connection
SUCCESS DRIVERS



What’s your
message?

How will 
you make

it seamless?

What‘s your name?







•

•

•

•

•

•

•

•

•



TIME

CASH

TEAM

RELEVANCE

A brand community will get you 

REVIEW KEY MESSAGES
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THE 2020 PYRAMID
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THE 2030 
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BOPUS IS 
A BIG 
DEAL
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WHY BOPUS?
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R E TA I L  M G M T  T E A M

C O M M U N I C AT I O N / M A R K E T P L A C E S

R E TA I L  S T O R E S E - C O M M E R C E  S I T E
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CUSTOMER IS CENTER OF EVERYTHING



PERSONALIZATION + SEAMLESSNESS 
STEP 1



PERSONALIZATION + SEAMLESSNESS 
STEP 2

Adidas

Adidas

Adidas

Adidas

Adidas

Adidas

Adidas

Adidas

Adidas

Adidas

Adidas



PERSONALIZATION + SEAMLESSNESS 
STEP 3
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