The Human Edge of Retail

Powering the Trust Flywheel to Build Brand Loyalty
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What Are Retailers Really Competing For?

S ; . | '*.u---i._"- - v
', ‘ n —Y T N /,
. "

b )

% L3
The Technology Race The Market Race
Al, automation, personalization, omnichannel, The consumer is shifting rapidly, demanding
smart stores, agentic commerce, leading to digital seamlessness.

acceleration.
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The Missing Lmk In the Modern Ecosystem

Technology Alone Technology + Human Edge

Cold, transactional and forgettable Warm, relevant and memorable




BETTER
SHOPPING
TOMORROW
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Using the “STORE” as a communication channel

Consumer |
Interface

Collaborative
~ Marketing

a purchase
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The Evolution of Shopping
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Shopper 3.0

Phygital. Omnichannel, integrated
digital realities. Seamless, tech-
driven, cognitive mapping.

Shopper1.0 Shopper 2.0

Traditional brick and mortar. Multichannel.
In-store physical journey.  Parallel online & offline paths.




Té\? Past: A Linear Shopping Journey - AIDI-} Model ¥
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" Awareness Y Desire Action
(Discover brand) ; A (Short-list options) | (Complete transactions)
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Moving through consideration to purchase to loyalty



TheM: An Ecosystem of Micro-Moments l
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Awareness

The “Messy Middle” - Constantly adding and filtering
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Building Trust - The Ultimate Shortcut
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MOde"}. Shopper Marketing “Trust Flywheel” l
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Micro-Moments of Truth S R x| S 4T - ». & % Earned Personalization
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Playbook 01: Micro-Moments of Truth “="=" &

Research: . | o =9 \a Comparison: |
Trust in first . 4 Soe Trust via signals. )

impressions. | LA ) -~ 4 Joo— v

5 Purchase:

Trust at
| checkout.

=@, Consideration:
L Trustthrough cues.

0

The “Search Shortcut” - Every moment build or dilute trust.



Customers want: “Know me.” |
(Recognized, seamlessness)

The “Transparent Quiz” — Knowing the shopper and the shopping mission



Playbook 03: The Employee Mirror
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Inside
(Employee)

Technology

Outside

@ L G (Customer)
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The “Frontline Amplifiers” - Empowered employees create empowered experiences that build trust



( Prc-fessionals )
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ﬂ"“ Together

=TI = . Loyalty Programs | ~ F _ Community
{ Budget Shoppers = ~ :

New Products

| Loyal Customers

SR & . ~ 259 -
The Past The Future =
Selling to the segment — STP ‘ Winning the segment (Co-creation)
T

The “Tribe Builder” — Transitioning from transactions to community building
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ne Compound Interest of Trust

/ﬁ . Physical Footprint

o ol (sensory experience and trust) J#

Digital Ecosystem

(scale and personalization)
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Phygital £
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Advocate

(The exponential growth)

Forgive
(The grace period)

Return ~ Participate
(The first dividend) (The shared asset)



Engine to Win at Future Retail

4 Protecting and prioritizing ‘

umanlty to secure Iastlng tru

1 Leveragin itelligence
\, to power the shopping experience /
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Balance the two as loyalty is the compound interest of trust
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