New Shopping
Habits change
your Customer
Relations




Only a year ago
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The new shopping

‘easy

shopping
./

Through a 3602 customer view, data driven communication with all customers.
Customers (B2B) need more content, more information & inspiration to reach out
to their own customers (B2C), to bind them and to keep them.



Messaging Apps Have Surpassed Social Networks

Monthly active users for top 4 social networks and messaging apps
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How to interact nowadays

Who We Are Our Brands Investor Relations Work With Us Global Community Initiatives What's New Q

— Essential elements are:

o The former marketing P’s as in: S0 ) (| g | vINvESTOR
RELATIONS

product, price, place

— Adding value is the new _ 7
selection criteria: h| Bt Tl

. WHAT's, -

o Support in services as in: L JI Ly o o NEW: o
: OO Q0O @
* Content o S | R 5 Q@0 ¢

URBN is a portfolio of global consumer brands comprised of Urban Outfitters, Anthropologie, Free People,
b S Oftwa r e BHLDN, Terrain and the Vetri Family. We are passionate, creative and entrepreneurial. We create unique retail
experiences with an eye toward creativity and a singular focus on pleasing our customer.

The new retail is blurred, creative and dynamic



N[

\2

' .

{

Conversational commerce

CHATBOT

ARTIFICIAL

INTELLIGENCE

T 12:00 PM

< Recent

Hil I'm M, your personal
assistant in Messenger. You
can reach me here anytime!

You can ask things like

100% T 12:00 PM 100% -
D < Recent . 1)
My friends are having a baby
Can you help me find a ¢ d
gift? They alre. have a bunch
" ]

b

I clothes and t

What about shoes?

Total: $30.00 Get

Shoes are perfe

aCt

..o T 12:00 PM

{ Recent

People rave about Command
Burger.

Command Burger

Downtown Chicage

Do you want me to make
“ you a reservation?

Yeah, that would be




Experience:

Emotion, commitment, community







It’s the value, not the product
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So much natural emotion &
value

The productgroups in our sector have so much natural emotional value. We offer so
much to each chain, especially to the consumer. Shouldn’t we cooperate in order to

underline the power of:
— Nature:
o Comfort, relaxation, hobby
— Colour
o Happiness
— Scent
o Wellbeing

Cooperation to tell, share and realize conversion




Convenience:

Easy, quick, lean & mean







Omni-channel

Which services, products do you
offer for every touchpoint that your
customers have with the consumer?




Please help me 2> GUIDANCE

But where to plant?

How does it grow?

What does it need?
What to combine with it?
How much do | need?
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The design team then flies Zara's design team monitor:

or trucks out consignments fashion trends and store sal
for each of Zata's over Spain i Based on this they come up
1,608 stores based on 1,000 designs a month.
ocal needs and vends A~ (@) ZARA CENTRE¢ 1 e

store gets consignments .

1 A

(.

Completed designs are
shipped back to Spain,

Local store managers
in each country tell

the Zara head office in
Spain what the store
- needs and how much.

A

They send these out for manufacturing
around the world.

New reality

- Controlling the supply-chain -

In our sector we’re not
controlling the supply chain.
Maybe we should present us an
whole proposition instead of
fragmented chains






What do we offer to support?

If sales take place through online conversation, or by offering an experience or the
most convenience, what do we offer in this customer journey

[ DIGITAL TOUCHPOINTS ]

OFFERS TO CUSTOMERS
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The best 1s yet
to come...




