
Digital Commerce:
From pureplay to 
omnichannel
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From pureplay to 
Omnichannel
Business 
Transformation

01. Phases of e-commerce



World e-commerce market 
is steaming ahead

Retail e-commerce sales worldwide
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World e-commerce market
is steaming ahead

E-commerce share of total global retail sales
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Ecommerce is entering
the fourth stage of development

PHASE IV
Omni channel

PHASE III
Platforms
(Network effect)

PHASE II
Customer experience 
and personalization

PHASE I
Efficiency



Ecommerce is entering
the fourth stage of development

PHASE I
Efficiency



Phase 1: Efficiency;
Cash Conversion Cycle



Phase 1: Efficiency;
Assets to revenue ratio, free cash flow
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Phase 1: Efficiency;
Variable cost significantly lower



Ecommerce is entering
the fourth stage of development

PHASE II
Customer experience 
and personalization



Phase 2: 
Customer 
Experience;
The Amazon 
Flywheel



Selection Price Availability

Reviews

Personalization & Prime

Customer service

Click to deliver time
Fulfilment by Amazon



Phase 2: Amazon consistently 
consistently ahead of others (Q1 2018)



Ecommerce is entering
the fourth stage of development

PHASE III
Platforms
(Network effect)





Phase 3: 
The Network 
Effect



Phase 3: 
The Network 
Effect

ADVERTIZERS

AWS

Prime

Gross Margin

FBA



Platforms applied in Wehkamp

CUSTOMERS

EXPERIENCE



Platforms applied in Wehkamp

CUSTOMERS

EXPERIENCE

Focus on 
destination  
categories



Platforms applied in Wehkamp

CUSTOMERS

EXPERIENCE

ALLIANCES ECOSYSTEM
Create 
partnerships 
in adjacent 
categories



Platforms applied in Wehkamp

EXPERIENCE

ALLIANCES ECOSYSTEM

W&D services to partners

Scale leverage

Fixed cost leverage 

Negotiation leverage

WAREHOUSE
& DELIVERY



Platforms applied in Wehkamp

EXPERIENCE

ALLIANCES ECOSYSTEM

Drive credit through 
3rd parties

Create credit 
platform

FINANCE & PAYMENT



Ecommerce is entering
the fourth stage of development

PHASE IV
Omni channel



Phase 4: 
Omnichannel > The big guys go “bricks”



Wehkamp
Business Transformatie

02. Why omnichannel?



Phase IV; The big guys go ‘Bricks’… Why?
Feeling, touching and seeing critical in selected categories



Omnichannel pick, pack and ship much lower cost in selected categories

Phase IV; The big guys go ‘Bricks’… Why?



Customer journey and channel are blended > Customer life time value is focus

Phase IV; The big guys go ‘Bricks’… Why?



They know how to drive customer experience… Stores are ready for disruption.

Phase IV; The big guys go ‘Bricks’… Why?



Wehkamp
Business Transformatie

03. How to overcome gaps



Omni-channel is in an explosion of innovation



Boundaries between on and offline 
will largely disappear.

One on one relationship
With customer

Real time pricing

Deliver to home or pick up

Reduce friction

Reviews

Personalization & Loyalty

Create one on one relationship with 
most customers

Auto-check out

Personalized offers
Reward loyalty programmatically

Communicate on point of sale
( Electronic Shelf Labels )

Deliver to home or pick up
( virtual assortment )

O N L I N E I N – S T O R E



Using ESLs, retailers can

Deploy price and promos with speed, 
agility and consistency

Optimize revenues and margins 

Free associates to better serve 
customers

Align omnichannel experiences

Improve the customer experience



Business case, by area

Improve the store environment, launch price and 
promos with agility, connect with customers in 
new and engaging ways

Dynamic pricing strategies, react instantly to 
match or beat competitor offers and promos

Light infrastructure and centrally managed 
solution

Reduce costs – not only labels changes, but time 
consuming processes to free staff to better serve 
the customer

MARKETING

GROW SALES AND PROTECT MARGIN

OPERATIONS

SIMPLE IT INFRASTRUCTURE



Our solutions 
deliver rapid ROI
A Displaydata grocery customer 
with over 800 stores



Our solutions deliver rapid ROI

ROI payback in less than 16 months with:

Over

170%
ROI within 2 years

Over

400%
ROI within 5 years

Savings come from not having to manually amend 
incorrect labels (750 incidents per week): 

Saving

360,000 
hours

$4,400,000
Per annum



Technology is not the problem
In most companies culture is.

1

2

3

4

5

How we stay ahead How we bring our best self

.………embrace our customer

..……transparent in everything

.…..………think big, start small 

...………data x vision = insight

…………..………make choices

feel involved…………………… 

join forces……………………….

make the difference……………

continue to grow……………….

have fun…………………………



Resumed

01. E-commerce is going into it’s fourth 
phase > Omnichannel

02. Pure-players are creating better 
customer experiences than bricks 
retailer

03. Boundaries between on and off line will 
disappear

04. This is based on 1 on 1 relationships with 
customer

05. Companies MUST be data driven and on 
the learning curve for AI

06. Technology is a commodity 

07 Radical cultural change is needed in 
most companies


