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Introduction

Who is who

Brief overview

Jean-Philippe Blerot

Head of Digital & e-commerce projects - Carrefour

Helping companies to grow with the digital in the vuca world




Carrefour

Figures

1. 2. 3. 4. S.

>750 Stores >2 500 000 Brick and mortar Food 10 000
mainly franchised Loyal customers & & employees

e-commerce non food




Act for food
Food transition leader

Be accessible
everywhere and all the
time

Keep it simple

Customer centric
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Omni Channels &
multichannels
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| have a very different network (small, medium,
large), what price should | propose?
A different price per business unit?
What is the assortment | offer? A different price for online?
What products do | offer online?
Does the customer have to find the
same products in every shop?

We have the widest store coverage in
the country.

Do we need to increase the density
again?

How to react to the newcomers

Ecommerce — Personalization

=> market share must be stable

Which services? home delivery, pickup,
fast delivery?

We have paper folders, we have online
marketing, should we have common
promotions?

How do | align my promotions with different
networks/products?

Do | have to do specific promotions for
online customers?

Shall | prepare it in the store?

Do | have to prepare from stock?
Do | need to have a hybrid model?
What is the customer's NPS?

What is my ROI
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US retail sales show solid growth with double-digit growth
expected to continue in the online channel

2015 2020 2021E 2026E

S0.2T B $0.5T eedll S0.9T 63 4T

online online online

22.9% 10,5%

6,7%

KANTAR US CHAIN SALES (USD)

Source: Kantar Large circles representtotal retail sales and smaller circles representonline sales. Amows represent CAGR for that time period

ICANTAR



Belgium: evolution of number of online store
& turnover

€5,8 Mld €7,0 Mid €8,1 Mid €8,8 Mid €11,7 Mid

0] NN Volume des transactions

- *safeshops data




SAVE (HBR)

model

1.

Solution
Define offerings by
the needs they

meet

1

2.

Access
Develop an
integrated
cross-channel
presence

3.

Value

Articulate the
benefits relative to
price

4.

Education
Provide

information
relevant to
customers’

specific needs at
each point in the
purchase cycle
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Comment ¢a marche ?

Solution

\ -
Consumer O — ;
ETAPE 1 ETAPE 2 ETAPE 3
Choisissez votre mode de Faites vos courses en un rien Choisissez quand récupérer
livraison de temps VoS courses
Define offerings by the needs they T T I T L R
meet, not by their features, functions, hoix entre | livraison 3 ompte Carrefour si vous disponible et sélecti
or technological superiority. domicile, ou le retrait e n'en possédez pas encore, et quand vou
proves to the buyer that there is a Magas TUTDNSIA: YOu'S Pnir s 08:207 o -

bigger focus on providing that initial
solution to their problem
customer wants and needs

Coupc

21/25

W Courses en ligne >
O Folders >
(£} Historique d'achats >

= Ayt ) Smartscan
’ 0 £
2N s NAnnnnnh |




(0 E Rayons Promotions Catalogues En ce moment v n @ Mes produits ,Q Mon compte @ Aide & contact

Livraison 47 Route De Mons, 83440 Callian v Prochain créneau disponible

Solution .

Consumer “
: o -,
Bienvenue'! h o | &
eco
s |
jez dés maintenant a Callian et faites vous . g
vrer des 9h demain ! w
Votre fidélité Fruits et légumes Garantie Envie d'une consommation
récompensée satisfaits ou remboursés 2zéro manquant plus durable ?

Define offerings by the needs they
meet, not by their features, functions,

or technological superiority.

proves to the buyer that there is a
bigger focus on providing that initial
solution to their problem

customer wants and needs

DECOUVRIR

MID SEASON SALE: kortingen tot -50% op dameskleding en herenkleding bij 2E8!

BEINSE HEREN MERKEN CADEAU WINKELS  INSPIRATIE

Nieuwe Collectie

Promoties Kleding Jeans  Schoenen  Accessoires  Merken

N
[N

—— PERSONAL & PRIVATE SHOPPING ——




Access

Convenience - transparency

Develop an integrated cross-channel
presence that considers customers’
entire purchase journey

consumers are looking for the
simplest way to get what they want

The concept of shopping from 9am to S5pm,
has gone

Carrefour (§ &) ' g

COMMANDER « PROMOTIONS SERVICES « MIEUX MANGER MAGASINS « MON COMPTE

W Mes produits

MES ACHATS FREQUENTS

Mes listes

| Emmmme @ @
= 2,49 €
_'.;
e | 249 € par
08:109 i T -
- Fr C '
‘ 1,00 Courses en ligne
-t
i
Q ca
Mes achats fréquents =)
—1 Carrefour Bio »
< 00w Pur Jus 1 L
’i 1,70 n

() Passez votre commande avant minuit,
,'.\'_.!4 VoS courses seront prétes a :
“w

Hypermarché Carrefour 27/03 a
X Evere 12:00
Modifier Modifier
Choisir mon jour de retrait

Vos courses en toute simplicité

LUNDI MARDI MERCREDI
7> 30 mars SR Ll >
29 mars U mars 31 mars

\ VN J/

Choisir ma plage horaire

Mes achats fréquents Mes listes

Parcourir ['assortiment
11:00 - 12:00 12:00 - 13:00 13:00 - 14:00

-
14:00 - 15:00 15:00 - 16:00

Bio & forme Produits frais Epicerie

Accueil Wallet Shopping Plus




Access

Convenience - transparency

13:571 al T .

Points Bonus

10494

Soit

Develop an integrated cross-channel
presence that considers customers’
entire purchase journey

consumers are looking for the
simplest way to get what they want
The concept of shopping from 9am to 5pm,

w

has gone ' Courses en ligne >
O Folders >
[ Historique d'achats >

OFFRE
EXCLUSIVE

ffres ur Smartscan
Lotus The Original Sp

1659




A PARTIR DU 24 MARS 2021

Carottes Vendure Vrac

Access

Omnichannel & multichannel coherency 0,99€

>

Coups de coeur de nos clients

Un petit prix
vitaminé

Offline - Online
(personalization, convenience <3,
nutriscore....)

€

|| @ | -

Courgettes Vrac Concombre en Vrac

La botte

Carottes
avec verdure

e: Espagne b A\ N A

S8677988268 W‘m m

!g UM o

Monsiour Jean-Philppe Blerot

Rue de a Siroper <»'.'

S30LIERNY

Bonjour Monsleur Blerot,
Jean-Philippe,
Carvetour vous offre un paquet de o1ty B0 v 20
10 masques b Nachat de
R A | N N
476 Ponts Bon Utieser ot § bons Oe cotle witie ot recever

somase  m2oe

Vos folders

Tous les folders >

———— Er———
Carrefour *)(* Carrefour *

. 4t 00 2 PrOduIts Mescato Doice. ?
A Guns 12 00 6 Caputes o4 chow
2222 (=
-ms v
Carrefour : offres valables & partir Carrefour Hyper : offres valables &
du 24 mars partir du 17 mars

unlounun
(0 '

& achat ) POQUER e sucre Cardhco |

u-mﬂ”..ﬁ-nﬂ
v chow

n.-u-n-n-moq i 2509 0 K009 au.
£ : i
Velable d 15032021 My sy WONI02) 222 L " 1’.33“’
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Carrefour (B = prowas  Q

Welcome to the world of the best
wines

Discover our tips and our favorite wines!

1 discover the selection

Convenience
Dedicated landing page
1CTA

Category list

All about wine

Keep it simple ;-)

Discover the selection of our buyers' favorite wines! Also learn to recognize the types of wine, to read a label or to choose the right bottle to accompany your dish.

ORD Garrefour ®» <o

= Products  Spe rvices v Recif f I

France Foire aux vins de printemps
Bordeaux
Chateau

Le Petit Chaban

Rouge, 2019

A range of exceptional wines!

From Wednesday 9/03 to Monday 28/03/2022, Carrefour presents wines for all tastes and all occasions at the best prices. A range of favorits

large selection of organic wines to discover, which are certainly worth the detour!

wines world

1 —s
* Red wines A White wines 3 Roséwines ‘ sparkling ‘ Wines of the 3 Folder

- - -

our favorites



Value Comment ¢a marche ?

Cost to satisfy

Q s 23

)
e -/

ETAPE 1 ETAPE 2 ETAPE 3
the product has a greater value than Choisissez votre mode de Faites vos courses en un rien Choisissez quand récupérer
livraison de temps VOs courses

the initial price, then the cost will no

Ionger be important Chez erefour, \»/OUS. avez\ le Connectez-vous ou Cfee7 un _Comu\ter les ’rren‘eaux
) . | t th choix entre la livraison a compte Carrefour si vous disponible et sélectionnez
price was Irrelevant as SO many otner

domicile, ou le retrait en n'en possédez pas encore, et quand vous voulez
factors were involved magasin. remplissez votre panier avec récupérer vos courses.
+ CSR values vos produits favoris.

Elasticity linked with services

Which prices? Alignment with stores?
omnichannel folders Combien ¢a colte ?

ﬁ Retrait en magasin ﬂ
4,50€ pour la préparation (offerts lors de votre 1ere

-10€* de réduction sur

commande et pour tout achat de min. 150€)

‘ Livraison a domicile votre 1ére commande

4,50€ pour la préparation (offerts lors de votre 1ére
commande et pour tout achat de min. 150€) + 5€ J'en profite !
pour la livraison (également offerts pour tout achat

de min. 150€)




Value

Cost to satisfy

- the product has a greater value than
the initial price, then the cost will no
longer be important

- price was irrelevant as so many other
factors were involved

- CSRvalues

Elasticity linked with services

Carrefour (§9

COMMANDER v PROMOTIONS v SERVICES v MIEUX MANGER v & MAGASINS v
Courses gne Promos, folders Carrefour Bonus Card e Recetes, Actualtés @ Carrefou arket ETTI

10.000 Dialoguez Livré
produits avec votre en 90 min
disponibles personal

shopper

10€ OFFERTS* sur votre 1ére commande grace au code :

= UberEats

Carrefour en livraison a domicile

@ saisissez l'adresse de livraison Voir les restaurants



O AT FOR FOOD Our actions

s Carrefour

Why act? Our engagements

Education

Communication

- feel good about the information or
future decision they will be making
- dialogue, a two-way conversation
o Social media

SUBSTANCES FROM ALL CARREFOUR
PRODUCTS

o Surveys
o Ask your customers

DEVELOP THE BLOCKC
THE ORIGIN OF CAR
Carrefour is the firs@ige
technology allowing co
Quality Line products,F  comp!

DISCOVER OUR ACTIO

,SUPPORT FOR SMIAL
'{{LOCAL PRODUCERS

» See more actions




Education

Communication

feel good about the information or
future decision they will be making
dialogue, a two-way conversation

Carrefour (§9

COMMANDER « PROMOTIONS «

Mes produits

Rayon %
Jus de fruits
Jus frais
Jus de légumes 4
Marques A
efour as
C refour
n 12
(3 1
Nutriscore A

SERVICES MIEUX MANGER + MAGASINS « MON COMPTE

-

JRBDOME ® © % 50#08:50

Galettes Riz Complet
= Carrefour Bio
y

8io & 100/100

Carrefour Jus d'Or: = =1 Excellent
de Concentr 4 11

=

- 4

i
w

Qualités Pour 100g

*fg < Sucre

0990 @ Vv
=\l N Peu de sucre J
2
=)
Carrefour Multifr é GfaiSseS Saturées o 1 . y
0g
Peu de graisses sat e
=2
j Sel
LES <, 0280 @ Vv
~ Peude sel
© Protéines 790 @ v
Quelques protéines
i“ Fibres ® -
g ]
Quelques fibres

ﬂ Bio v
] O O

L

@ v

Trier par pertinence v

R |
=

)

Carrefour Pomme 1L

Carrefour Orange pulpée 6 x 11

= 9 ss¢

=D

Feedback



Education

Communication

feel good about the information or
future decision they will be making
dialogue, a two-way conversation

Omnichannel &§ multichannel Customer Service

Monday — Saturday
8h >20h



Traditional retailers, online marketplaces, social sites, Q-Commerce...
shoppers are constantly interacting with numerous retail touchpoints

B

In store

Social
commerce

Online
retailers

Online
w0
marketplaces

Give your dog

exactly what GORILLAS B
thes want ““““““ .-

P e —— GETIR l.
| COTYPRINTS ! FRICHTI é Q Commerce

.' .*‘:'“ oyl ¥
A === —— m R F

ICANTAR



Physical and digital touchpoints are more intertwined than ever before.
Customers make less distinction between offline and online.

Marketing Channels
Physical and digital touchpoints

Bilboards
out of

Consumer need Purchase

Paid and
earned
digtal
media

TV and \
Cv \

Influencers

Distribution channels
Ecommerce/brick-and-mortar

ICANTAR
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IN-STORE

DIGITAL

As the Shopper Journey Becomes More Intricate, Retailers and CPGs Must
Establish Strong Digital Touch Points to Attract, Engage and Retain Shoppers

The consumer path to purchase is shifting toward digital discovery and purchase vs. in-store as consumers

prioritize lower prices, faster purchasing, easy access customer service and better loyalty rewards. OPPORTUNITIES
Invest in personalized
. $ @ and bundled offers
sy Speg‘:)'g ) and solutions (e.g.,
Traditional Pa(l;’krodit:‘ct @ Examined ® Self checkout spring color collection
Media @ Word of g Product @ b ® ® @ selected for you vs.
@ Mouth ‘ rg‘ice)rfz In-store prons “p eye nail and
Club Retailer employee In-store i
— ® App © return cosmetics messages).
" S Ermplowie ® i checkout in -
Retailer C-sitre store Rewards arget shoppers
sam's club() Program (e.g., based on
purchase behavior)
(e.g., sponsored
Retail Onlme Product o palty App Recommendatnons kel results, product
etaller @ Reviews Onli © Member display ads), retail
hat n |ne y g
Brand Direct-to-  Website .y Barkstolic e Saved FAQ Pa o/ Sy N ia networks
consumer Site Social Media Posts @ eg. Etsy Home Shupment History ' ' :
e.0 Amaz Deli delivery/retailer apps.
9 e [5] stris ®  Online ®
® Web @ Trackmg © Loyalty nineé Follow, o
. ‘ @ Search n r@ @ Delivery ® Mobile App Program ewe Like Optimize digital
Social Media Gon gle Targeted Ads  4* ShiptS . Site ® rex ® ° content on product
n @ ‘ . instocart . glécl:c% fMessS es Social M?.at Onl pages to drive
. J . - Retailer sit ; rom per 0s nline i
amazon I1r_1;l':x%ncef review / Tik o € e.g Walmart Pickup e.g Shipt st shopper conversion.

. Source: IRI analysis.
0 IR' © 2021 Information Resources Inc. (IRl). Confidential and Proprietary. 12



d TikTok

& { For You 2
i %SggéALES / 22 Following @ ronao fm::rolphm_omcm' ? 1. Who posted it: You're more

& uve [ Folow | likely to see content from
Fiiinky Wildewes Sliee sources you interact with,

il Printing your memories since 1964

. . .
13 Personalized gifts for the whole family I nCI ud I ng frl ends a nd
Apropos Voir j. Créer une publication & www.smartphoto.com

Log in
omu-wmn“ 1 retaiie watn over 70 Deancs 9

Qs S T businesses.

Videos & Liked

b 101 127 perscmnes sment crevond -
» 27 pers tca @ Suggested accounts

iy S S y 2. Type of content: If you most
® i ' c_olinfd'p'O . . .
& v ~ - - often interact with video,
t Ting:nlrocho I, ‘ .
@ ™ . Q As you’ll see more video. If you
& oot Y engage with photos, you'll
@ =t see more photos. You get
S Be with you, May the fo... Enjoy some satisfying sti.. How to assemble our s... POV: You realise how m... the idea

AR Instagaam SRRV 3. Interactions with the post:

| " jules_destrooper s [IEEEN I Algorithm will prioritize
A',s_m,,,. ) R JuLs pesiRoorer->d 480posts 6,144 followers 379 following pOStS With a |Ot Of

Since 1995, we've been making sure that you dont just stick 1o drearming about

e o S FASNA o e engagement, especially

Making Belgian butter, almond and chocolate biscuits for refined tastes since 1886,

Share your cozy cookie moment with #MyJulesMoment from peopl e you i nte ra ct

The linkjg}
(> ] linktr.ee/julesds

S with a lot.

- ‘ ‘ ‘ ‘ ’ ’
=

#Biscuitiov.. You ¥ Jules #MyJuless... #FindMyJul.. Recipes Jules’ News COm m itme nt of yo u r a ud ie nce

asadventure wesse [IEEEIE -

Voor hel zonnetje
in huis.

W POSTS

Zth.fZ“ t Create community based on
/ your values

27




THE AVERAGE AMOUNT OF TIME EACH DAY THAT It

TIME SPENT USING
THE INTERNET

OH 45M

YEAR-ON-YEAR CHANGE

+5.2% (+17 MINS)

TIME SPENT LISTENING TO
MUSIC STREAMING SERVICES

OH 57M

YEAR-ON-YEAR CHANGE
-5.0% (-3 MINS)

TIME SPENT WATCHING TELEVISION
(BROADCAST AND STREAMING)

-
3H O3M

YEAR-ON-YEAR CHANGE
+0.5% (+1 MIN)

TIME SPENT LISTENING
TO BROADCAST RADIO

o=

1H 42M

YEAR-ON-YEAR CHANGE
+1.0% (+1 MIN)

{ SPEND WITH DIFFERENT KINDS OF MEDIA AND DEVICES

TIME SPENT USING
SOCIAL MEDIA

1H 34M

YEAR-ON-YEAR CHANGE
-10.5% (-11 MINS)

TIME SPENT LISTENING
TO PODCASTS

®

OH 25M

YEAR-ON-YEAR CHANGE
+8.7% (+2 MINS)

BEGIUM

TIME SPENT READING PRESS MEDIA
(ONUNE AND PHYSICAL PRINT)

L1
1H O7M

YEAR-ON-YEAR CHANGE
-6.9% (-5 MINS)

TIME SPENT USING
A GAMES CONSOILE

o
OH 40M

YEAR-ON-YEAR CHANGE
-11.1% (-5 MINS)

we
are, X KEPIOS
social




SOCIAL MEDIA USERS OVER TIME

NUMBER OF SOCIAL MEDIA USERS AND YEAR-ON-YEAR CHANGE

150 M 150 M 150 M

CHANGE IN DATA SOURCE

' ' ' +' 70/ ' ' +7.8%
JAN JAN

.IAN .IAN JAN
20]4 2015 2016 2017 2018 2019 2020 2021 2022

OURCES or we
° : CBMmRANITY ~ gggal L KEPIOS




MOST-USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF It ET USERS A { WHO USE EACH RLATFORM EACH MONTH

we

gg%lal K KEPIOS




A WEEKLY ON LINE SHOPPING ACTIVITIES

PERCENTAGE OF INTER! { WHO ENGAGE IN SELECTED ECOMMERCE ACTIVITIES EACH WEEK

PURCHASED A PRODUCT ORDERED GROCERIES BOUGHT A SECOND-HAND USED AN ONLINE PRICE USED A BUY NOW,
OR SERVICE ONLINE VIA AN ONLINE STORE ITEM VIA AN ONLINE STORE COMPARISON SERVICE PAY LATER SERVICE

e § 0w

43.4% 1510% 14.2% 18.2% 8.2%

we
o S are, . ¢KEPIOS
social




Looking ahead, we can see the premises of purchases being
integrated live in TV shows or even in the Metaverse

TV Metaverse

BEE [T

AMERICA

ICANTAR
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Customer Journey online -
2022 Challenges

Traffic (Education) ‘—{ Loyalty/after pay J—*

Contribute to next
person's decision

Awareness Findability Reputation Conversion

Personalization/Al Buy now/pay later
Sustainability + Payment methods



Our customers must have a
frictionless experience/journey.
They must find consistency in the
products offered, in the prices and in
the promotions.

They must be able to find the same
products online and in store. To be
able to order and pick up or be
delivered.

All this with the best experience across
channels (convenience). Keep it
simple!

Communicate through your customers
channels

TO & FROM your customers

Ex: customer care (email, form, phone,
whatsapp...) - able to answer to

_ question for store and e-commerce
Marketing: influencers, Facebook,

Insta... Tiktok

A 4

Soplution
Access
Value

Education

for

your CUSTOMERS




Appendix
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Introduction

Mobile application

The customer centric & omnichannel media

09:417 Wl T -

- «® Hypermarkt Brugge b park Fg
— 8000, Blarwentergsesteenweg 420002

2+2

D e J—"
EXCLUSIEF w
AANBOD [

Claim nu je Pasta Belcampi spaghetti,
korting in je Fusilli, penne of linguine
wallet in de 5009

app

Mijn Wallet

18

coupon(s)

Winkel
online

5

Folders

Zoek een

2 Winkel Fo
| W9 online "°~

13:577 o T .

10494 15/19

W Courses en ligne >
0 Folders >
5 Historique d'achats >

OFFRE

Smal
Lotus The Original Sp
165 ¢

Wallet Shopping s



