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Waltome to the annuoal Rotall insider Digitol

Retoil innovations report for 2016 that aims oo
highlight the most interesting digitally-foel led
tachnology developmants in the retail sector,

Az with last yearEleport it contains the Top 50 UK & Ireland
inncvations as well as aTop 10 drawn fom overseas, which
hopefully gives a full flavour of the current technology trends
within the reqil industry globally.

There has been no escape from the impact of digital on

the landscape of the sector and specifically from one single
opaator: Anazon. s significant presence in this report is
particularly noteworthy The fact it is joined by Google and
eBayat the top of this yearElanked table shows how large
technology-driven firre continue to ddiver agile seluticns and
disrupt the refil sector.

Butitis not just about large organisations as the report aso
has plenty of examples of new, small, s@rt-ups that are playing
a big partin the ongoing dewloprment of the retail industry

The nature of the technology beast is that it continues to
ewolve at a rapid pace so compiling such a report is always
Zoing to be a tough job but hopeilly the mobust methodolog ¥
that has been applied to the process gives it the credibility that
we bd worked hard to achieve.

Despite the toughness of the task we bieve this wearEleport
successilly brings together 60 truly interesting innovaions
that can provide inspiraton to refilers and technology
provdes alike.

Helping massively with the creation of this report is the
specially sel e ted Advisory Panel who helped rank the
innonvations in order. This is quite a taskand the time, effort
and diligence they hawe each genemusly given has been wry
rmuch appreciated and | wanted to express my thanks to each
one of them.

Finally, | would also like to thankWebloyalty for their contiued
sponscrship of this report, which | believe has further grown

in stature this year Chelped by their ongaing support.We

wery much hope you find value in this new list as we ourse wes
confinue oh our quest to find mare new technologiss shaping
the retail industryWe look: forward to sharing those wi th wou
next year but for now enjoy the best innovations of 2016,

Ghynn Daris
Retail Insider | @l win Caviz



For the third year ronning YWabloyalty has the
privilepe of supporting Retail Insidac's Dhigital
Retail Innovations report, Here, we're providing
imsight into inrovations on the borizon and

the way in which the retail world s baing
transformed by mew torhnologies and
responding to the digital age.

Innovation in retail is gathering pace rapidly and it Elefreshing
to s2e a newbreed of inncha tors joining this year, next to
those that contnue to evalwe, such as Starbucks Mobile Order
& Pay, Amazon Cash and Doddle. ItEgreat to see smaller
businesses investing in ground-breaking technology, with esfate
agents Sherry Fitmgerald and its home-viewing i tal reality
headsets, providing one example. But retail giant are also on
board, with Westfield shopping centre’s augmented reality
rhirror enabling € onsurnars to buyitems from a parsonal stlist
while in a completely diferent location,

Ultirra tely, these tec hnologies are changing the way we shop,
from ordering, payment and product interaction through to
fulfilrment and returns . Farticulady remarkable is the use of
robots, vsual search and G PS technology to transform aspects
of the retal experience Apps are also playing an increasing role,
with big strides being rade in inncvation in this area, including
Met-a- ForterElMetSet app, which enables users to upload
photcs ofclothing and find similar products using image-
recognition techrnologx

Collaborat on is another area that retailers are looking at

to improve the customer journey and offg an experience

tha tEbruly unique and personalised . We Ed =eing some great
examples of this with partnaships between leading tech firms
and forward-thinking retilars who baiewe that by working
tagether they can offer customers even mare.

A great example of this is DomincEPizz. Doming Es waorking
alongside Australian s@rt-up firrm Maraton Robotics to create
a rebotic cart able to make deliveries. Meanwhile, john Lewis
has partneed with tech firm Cortexica, creating a new tod

all cwimg, customers tofind similar preduc ts onits website This
will rnalee finding the right thing even easier and will no doubt
havwe a positive impact on sales.

We shouldn Elinderestimate the hard work and the hundreds
af thousands of hours that gointo making the technology
what itis today. ThatEdwhy this reportis a great opportuni ty
for our industry to celebrate the successes and spread the
knowledze on how such leading-edge inncvations came to
life. Being innonative is no easy @sk and collaboration within
the industy is crucial so we can share experiences and good
practices.WeEd glad to be part of the discussion.

This report would not be possible without the top group of
industry experts that have made up our advisory panel Wel2
gratedll oor the time they have spent evaluating the initiatives
and drawing up the list Their insight ensures this report is
weighty and truly prophetic in cur sector.

We also want to say a huge thanks to Glynn Cavis and
Retil Insider for the opportunity to be, once again,
part of this report,

GUY CHISWICK
Managing Director; Vvablowalty Mosteim Boope
v ebloval ty Guy



THE ADYISOGORY PANEL

DaMIEL HEMF

EWP Dlrlml Camnmer e, Burbersy
Canigl joined Burberryas 5WP Digital
Comrmerce in 2014 following a four-year
stint at BBC Wor dwide where he worled
as chiefdigital officer. Prior to that he
worled for several years at Charnel 4
where he joined its investment arm 4P
and specialised in leading early sage
investrrents in WK digital start-ups.

HART IR MEW 5 M

LB, Prad doalagrr

Fhrtin has been inveled with mult-
channel retail for more than 25 years
Chresent ¥ at strategic consul@ancy
Practicology, which he founded This
fllowed avariety of roles that included
head of ecommernt e for both Burberry
and Ted Baleer; interirn Cirector of
E-Commearce for Pentand Brands, and
head of Marketing for Harrods Home
Shopping Division. He is also a non-
executive director of Cormvivality Reil
and st on the advisory board of Wiggle.

MAD A SHOL RABC L R

CEC, Haliper

Az US-based CEDQ of Hointer Madia

is reinverting the shopping experience
through the creation ofa new way of
discevering tring-oh and buyng clothing.
She joined Amazon comin March 2004

as Ter hnology vice President of its
worldwide operations, with cwnership of
the technology that powered Amazonkl
global supply chain and wlfilment. She also
served on jpff Bezos[denior leadership
tearmn responsible for everall direction

and operations of Amazon. Price to
Amazon she has worked f©or a nurrber

of tec hnology s@rt-ups and has a PhD

in Mathernatics ¥om Princeton.

EABR & PR AT

Srracegle [relahos Snahesc,

Parckamd Ceskrn

Sabrina is presently strategic hsights
Apalyst within intermational retail desgn
and strategy consulanc y Rortdand Desgn.
Formnery trend ressarcher for creati w
agency Bureaux Design, and prior to that
she worled as a fedance researc her

on a variety of fishion and beauty retil
projec ts. 5he has worked on projects

for a nurmber of brands including Body
Shop, Eprit, Bugabioo, Walird and
Aromatherapy dssociates.

HM BOWILL

IT amd E-Camimserce Olres car,

Mo sl B esso Plee

kehin joined Monsoon Accesorize in uly
A 13 as a member of the operatonal
board, with respons bility for the full
ecommete Pkl as well as the digital and
technology stategy Prevoudy warled

at Bcques Wert Group as Commertial
Cirector and pricr to that he spenta
rurmber of years at Aurora Fashions,
assumning three roles during his tenure -
Supply Controller, Business Deweloprrent
Cirector and Group IT Dire: tor;

PaLIL ¥y ILKINSS M

Hezil aof Tt |y v b Fessea pe |y

Tesiar Labs

Paul has the job offinding the best
technology in the market to make life
easier [hoth for Tesco customers and
colleagues . His ramit is to help people
experience the Liure today as technology
changes the way they shop This involwes
dealing with the likes of Microsoft and
Google as well as strt-ups and then
brirging back ideas to Tesco and figuring
cut how to rmake them work i the
Company;

o MAT HARN ¥ALL

Grallp E-commerie Dl redtar

Lhap Dlredc

Price to joining Shop Direct in 2010
to head up its e<ommerce funct on,
fenathan keld the CEQ position at
Aowersdirectc oulcand before that ke
was Marketing Cirector at Cabs £ om,
which he joined during the dotcam
b in 1999,



THEADYISORY PANEL

S M HAR BOYY

CEC, Elevaare

Simon is presently CED of technology
platformn Bevaate as well as being an
investor at digital investrment and business
incubater Haatch. Price to this he was
chief cperating officer at Kiddicare and
held senior digital roles within Marrison EJ
after they acquired Kiddicarein 201 1.

He sat on global, Buropean and WE
advisory boards fora number of
companies including 1BM Coremefrics,
and Cracle Bndeca.

A|VAN BOCHOVER

Head ol Strategy and Innovation
Corsulting, Cambridge Consultants
Al warls with leading refil and logistics
companies to identfy new innovat on
opportunities and to then uccessfully
realise thoss in the market for his clients
through Cambridge Consul@nts whichis
a world leading technolog ¥ and inncvation
company. He has accumulated over 20
wears[dxperienc g in advising companies
on how to innohate and what irnovations
1o pUrsUe.

|iE TARR AGA, MO

Maraglng Ol reccok, We Sre Pencaaon
Jo= currently leads the Ve Are Penagon
Group, the leadirg partmer for retilers
selling via marketplaces Cncluding
eBayArmazon, T Mall and Flipkart.

He provides cansulting, tading

technol ogy and fulfilment support.
Freviously headed the retail practice

at digital ransformaton consul@ancy
Transform and for the six wears prior

to that he led eBayEletail tearm.

DaRIEL LILKCHT

Glabal Researe |y Olredoar,

Resears [y Farm

Caniel leads a team of analysts and
consultants, with a remit that includes
deneloping stategic content and new
revenue steams, as well as corporate
planning. He has overa decade of
experience analysing the sector and
identifying latest industy trends, working
with FMCG companies and retailers such
as Tesco, Mestle and Cisney

ALASDAIR LEMNMO

Exemitive Creative Director,

EMEA, FITCH

Aisdair was appointed to his present role
in 20 14, he directs the creative cutput for
AT CHEEtudics in the EMEA region. He
jeined FITCH as ajunicr environmental
designer in the late nineties and while
woirling his way up, he has evolved a broad
spectrumn of design skills. He contirues to
solve complex cormmeial and strategic
challenges for intermatonal clients including
Adidas, vdafone, Diageo, and Apple.

BAZ SAIDIEH,

CED ., TrueStart

BazEbresent role involves oversesing all
imvestment decisions, as wel| as business
ocperations at TrueS@rt, while actwly
upporting the portilio companies once an
irvestrnent has been made. He is curmenty
an active adviser or board mermber of The
Ureeen, Presence Orb, Purecomm, Hoocton
Apalytics, Photoepire, Styleicona and Clotho.
He has worked in the technol ogy area for
I5 years and has been a consul@ant for
Accenture. He has a particular interestin
fishion disruption, reil inncva tioh and
conhsurner technolog iss

HMIYA KHIGHTS

Hezil af Glabal Fecall Tedl m b
Plamec Recall

Prici to joining Manet Regil, Miya was a
sehior research anal yst with IDC Retail
hsights, having previcusly edited Retil
Technol ogy rragazine for 10 years. She

bas over |15 years[dxperience as an
analyst, journalist and editor specialising in
enterprise tec hnology use in retil. She has
spent this ime reporting on the d emands
and ¢ hallenges faced by retailers and which
techriclogies can best support their needs
in addressing everdmore complex consurmer
expectations and behaviours.



METHODOLOGY

Comsultation was undertaken with a broad
range of individuals from across the retail,
tathnolopy and start-up arena = wcompassing
analysts, senior rotailors, researchars, 1T
specialists and investors,

Froim this process a long list of digimlled i ven inncvations was
drawn up, helped by deliberations with some of the individual s
on the specially selected Advsory Fanel.

This extended list was reduc ed derwn to 50 inncva ions from
the UK and Ireland and an additional 10 from overseas. Bach

innovation on the list was then scored privately by members
of the Advisory Panel on four criteria Chow innovative, how
potentially cormmertcial, potential influence acoss the sectar;

and potential benefit to consumers?

Ciollation of these scores helped create four @bles, based on
each of the criteria, as well as a @ble for the allHmporant
cverall score.

The final report contins a separate Top 20 tble for each of
these four criteria as well as Top 50 for the overall score. n
addition there is aTop |0 @ble for the overall score attributed
to the overseas innova ions.
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AMALCN ECHO
amazon echo

amazon.comiecho

GEHIGLE
HAMDS-FREE FAYMEMNT

STARBLICINS MOBILE
ROER & FAY

AMAZIN DASH

If the future of reil involwes frictionless woice-Controlled
sclutions then Armazon is well placed with its BEcho device that
becarme widely available in 2015 and is cons@ant ¥ evolving.
Leaking like a wireless speaker, whic h now corres in three
formats, it is capable of vioic e interact on, music playbacl,
making to-do lists, ordering goods, setting alarms, as well as
prov ding weather, Trafic and other real-time infrmation. k
can also control several smart devic es. Amazon is undoubtedly
learning an incredible ameount about the lives and behavours of
the growing nurmber of people who havwe an Eho device sitting
in their homes.

Google has developed a hands-free app that enables customers
of Papa johnEhnd McDonaldEhmeng others to make in-store
purthases without using either a phone or wallet. Shoppers
create a profile requiring photo |0 and creditdebit card
details and the app |ccates participating retailers When
purchasing through Hands Fres, the cashier confirms identity
with the custorner's initials and profile photo using an in-store
camera - which then irmmediately deletes the images from the
systern, Sales notfications are sent thirough to the app after
evely ransaction.

Starbucks has been experiencing significant growth from it
Order + Payapp that has recenty been rolled cut toall UK
stores. it enables custorners to order food and drinks before
they arrive at the store and to pay through their device, Lsage
af the app has doubled to new account for eight million
transactions par month The app uses GFS technclogy to
determine the nearest store to the customer and routes the
arder ac cordingly Sarbucks continues to expariment with the
Rewards aspect of its app and is looking at sending targeted
promotions in real-time.

The Cash servce firom Amazon invad ving a button that is
branded to an evweryday FMCG item that customers press

to order the product frem the reiler has been extend ed

inta the fnterned of dWags tarritory as Anazon builds cut its
Cash Replenishment Sarvice The campary has tearmed up

with various appliance rmakers including GE and Whirlpool to
incorporate autormatc recrdering into their produc ts. 5o when
detergent is running low the washing machine will recrder
fom Amazon through its laundry app.



DELIWERCH

AMAZCN LOGIETICS

FITTERY

fittery

LIMMALDE
CIN-DEMAMND CLETHIMNG

K you live in an urban area, then cylists with Ddiwroo

biceses on their backs will be a friliar sight. Unlike the
rmajarity of food delivery businesses, which are purely

online marketplac es for whkeaway restaurants, Ddiveoo

also handles the delivery aspect of the process This is a

key component of its proposition because it partners with
premium restaurants that donEkypically provide a delivery
service The companyEhyperdocal approachis daing well in
areas with high population densities - where a heal thy chunk of
the dermographic will be fime-poor and there is a high level of
quiali Ty restaurants.

Online juggernaut Arrazon is edging closer to operatng a full
end-to-end retal model as it beet up its logistics operati ons
with the ultimate aim of reducing its reliance on thirdparty
delivery companies. It has leased 20 Bosing Te7 freighter
planes foruse in the US and it is among the bidders for the
German Hahn airport in Frankiar £ which would provide it with
a Buropean logistics hub. Such are AmazonEhmbitions that

itis no doubt not only looking 1o just fulfil r orders taken

o its site but will lock 1o sell capacity to other retailers by
undercutting the large camie firms.

Online clothing marketplace A tery has reduced the lewls

of returns to less than 05% through is FitMatch systern that
ensures shoppers select the comrect size of products When
first using the store customers are asked for rudirenry
infarmmation such as weight height, and waist measurements

as well as prefarences including slirn ar clasic fit — through
images rather than words, which better reflects their actual
preferences. This informmation is matched to the precise sizes of
garments seld on Rtteryincluding |. Crew and LandsBnd The
database and sizing tec hnology deliver an accuracy level

of 96 3%

Kni twear brand Unmade opened i pop-up shop in Covert
Garden to offer custormers the ability to design a piece of
knitwear via a @blet and then have it made for collection
shortly afterwards . The systerm uses the same kind oflarge
industrial knitting rmachines that the mass market knitwear
industry utilises, however, itirmplements an adwanced software
techrnology to all ow altaraton in the badc template of the

digi @l file so that customers can very easily and quicldy
personalise their own garment. When the consumer clicks Bl
the garment with all its new modifications is added to a digial
queue, to be produced and collec ted later. This BED printing
for fishion [Alows dynamic changes to be made to what was a
static process Chwithout any draratic increass to the cost.



INMOVATION RANKINGS

EBAY /
FACEBLHIHL MESSEMIIGER

TESCL ROBLTS

e —

IKEA YR KITCHEM

nline store Snap Fashion enables fishion followers to take

a photo afany item theyspot On a blog magazine, on social
media or ©or mle on other retilerEkite using the camera

inc tion within the app Chrd for something similar to be
found for themn The visual search technalogy quicldy finds the
relevant itermns from within the collec ions of many brand s.
The Snap Fashion camlogue has produc ts fom 250 brands and
retailers including Mew Lock, Topshop, Rariich, Met-a-Parter,
and Sel¥idges. Goods can then be bought direct from the
retailer.

A tie-up between eBay and Facebool highlights the miowve

by retailers to utilise rmessaging apps, which are proving
particulary popular among ¢ onsumers, e Bay is using Faceboolk
Messenger to alert shoppers when an auction for an item they
are bidding for is ending.Add itonal bids can then be placed
directl y through the Messngar notfication This is an example
of how consurmers are being increasingly offered new direct
and simple ways to buy goods.

Tesca is currently experimentng with Radio Frequency
Hentification (RFID) robot to keep shelws stoc led withits
clathing range F&FThe technology dewloped by US-based
RFSpot could spel the end for aged handheld inentory
counters that employees presently use as the robots much
rmcre efficient ¥ glide through the aisles and steckrooms
electronical ly readingfcounting each iterms RFID tag. The data
collected is then #d back to serers wheare employess can
identify where stock is low, where iterrs have been risplaced,
and which ranges are generating the highest sales.

IKEA s trialling a wirtual reality K ichen sclution via gaming
platfrm Steamn that requires a HT CVive headset to explore
the kitchen. It is part ofits ongoing strateg ¥ to empower
custormers without darraging the envircnment.The cormpary
believes virtual reality will becormne an increasing part of retil
and is keen to eventually develop an opportunity for customers
to Ty out new kitchens before they buy The current trial

all cws the user to change the colour of kitchen cabinets,
widl ke arcund the area, and even shrink therrselves down to
the size ofa child to assess salty implications. |KEA hopes
that users will interact with the kitchen and subrnit ideas

and improvements to the company thereby using italso asa
custome engagerment tool but it does



TEXSSED
ALUTOMATED RESTALIRAMNTS

LEYI REIITS
CARIBBEAMN SMOHIEHCHISE

ALUDH DHGITAL
EH DWFI.DUMS

PHERRY FITZGERALD YR
HEME YIEWVIMNG

After 18 months of deve cpment the Tossed resurant chain
has introduced a kicsk systern that is designed to strip-out
wasted time and inefficiency. kt enables employees 1o focus on
preparing food while the custormers concentrate oh ardering
their chosen meals. Tossed outlets are being ktted out with a
range of @blets, which customers use to customise their salad
o hot dish before the order is sent direct for preparaton
without any re®eral to saffat all. The process alsa includes
taking payment for their items Ovith no cash payment
altgnative As wel as ordering Wa the kiosk custormers can
use the companyEhpp and website and take advantage of the
Tossed Click & Collec t option.

TheWestfield Statiord resaurant of Levi Roots has filly
utilised tec hnology that irmpacts the Ll customer journey.
Cownloading the Caribbean Smckehouse app enables diners
to receive notficaton of how long the wait is for a @ble and
when it is ready The resturant the bill is automati cally started
within the app and custorrers can chec ko its contents, split it,
add tips and pay on their phone. The tec hnology links the

kitc hen and front-cf-house with the ConnectSrmartkitc hen
sclution, enabling s@ff to tack tires fom ord & © delivry to
the table.

Audi devel oped its ground-breaking custormisation softwars as
areaction to the problem of housing multiple show wehicles

in large and expensive premises.|ts technology allows the
personalizmton of Audi models, which has hel ped deliver

sales growth of F0% The customer and mles assistant use

the software 1o look at all the fbrics/design permmui tions
possible on the desired rmodel The final design is then visible
on large screens and vewable in a spin-around 20 version The
custorne then leaves with a personalised code and brochure,
which is used to order the car This code can be used on the
custome's own device to edit the car profile at home until the
fimal design is ready

The lreland-based estate agant has parmered with Samaung
Bectronics to devel op vrtual reality headsets These headsets
all ow potental house buyers to walle through, as yet un-built,
properties. Shemry Fimgerald clairms the headsets provide a
comfor @ble, easy-to-use 360 degree experience. The company
dlso worked with an artist to create a VR wallethrough of

one of their properties for @le ina for thcoming high-end
development, which allows the views- to see the proportions
of the rooms, 1o fauge the external vews fom wind ows,

and to experienc e the finished appearance ofa show house.
Feedbac k has been very positive and Sheny Rtzgerald plans 1o
have headsets in eachits branches.
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kehn Lewis has augmented its website ofiering with a find
Smila button which uses visual search techndogy fom
Corfexica to all ow customers to find similar products by
colour; shape, or patten . The move is being trialed va the
kehin Lewis iPad app on its fishion ranges, which ature the
find Smila button above every product T he imag e-recognition
technology mirmics the hurman eye © recogni= similar tes
fom digitally captured images. jphn Lewis has reported a high
level of custormer engagement with the button.

Shop Cirect has been increasing mobile sales atits Litdewoods
and Y&y Bxclusive sites through the use ofTangiblee that

all cws customers to virtually contrast the dze ofitems they
are ¢ ohsidering purchasing against similar items they already
own . Initially the tec hnology was focused on handbags and
lugzage, allowing custorners to make a comparison between
the size ofa known itern and an unknown one. Using Tangibles,
ShopDirect found net revenue per visitor increased by 103%
and nearly a fifth of customes who saw the size comparison
tood used it for nearly 30 sec onds. ShopDirec t is expanding the
uze of the technology to encompas watches and jewel lery
which will be testedinits in-house user experience lab.

Fulfilment provider Doddle continues to enhance its solution
to retailers Bngoing last mile deliveryissues. Mow located

at 45 train stations around the UK Doddle shops provide
canvenienty located collection points for online crdersd
goods This past year has sesn the cormpary launch Doddle
Mei ghbowr that involwes indivduals and their homesifices

ac fing as the collection hub for receiving and returning parces
and for them to then deliver to their neighbours within a
defined radius They are paid on the basis of the numbe- of
pac kages they deliver.

Outdcor brand The Morth Face is using rmachine learming to
help custorrers find the most relevant product for their needs.
Using 1BM Watson technology natural language is used to ask
the custorme a series of questions as it gradually hiones in on
the ideal product - determined by their specific needs that are
wiorked cut from the intelligent questions asked Throughout
the interac ion the soluton throws up a sdec fion of potentally
suimble products that then give vsual cues to the shopper,
thereby helping it move clceer to the ideal item.
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Fashicn refile Boden has enlisted 200 £male custormers to
help create a set of average body shape and size termplates
threugh 30 scanning . Using a mohile scanning unit friom
technalogy firmn Sizemic, which tales only dght seconds to
gather 800,000 data points, the termplates go much - ter
than the usual smndard rmeasurements to create a more
defiled profile of its customers' bodies. It is envisaged that the
innovation could esentually impact on the design of Boden EJ
clothing and how it sizes its clothing across the ranges.

Well known for powaring the Sephora “Virtual A-tst app and
LrealEMakelUp Genius app, ModiFace has recenty extended
its augrrented reality sclutions for ccemetics brands with the
launc kb af Mirrer HD.The technol of ¥ realisoe ally simula tes the
effect= on the fice of make-up and rmedical procedures such

as teeth whitening. By looling into the mirror a live video is
produced and displayed on the actual minor that can show the
effer t= #om diferent angles. The customisable tod has lots of
potential applications for retailers.

HealEls amang the retailers using the GolnStore solution to
give online customers more information about preducts va a
ohe-on-one interaction. It uses am assighment engine o slect
the most relevant sales assistant, based on their expar-tise,
and then when they are kitted cut with Epson Moverio anart
glases they are able to give the customera rich visual and
audic experience direct fom the store The sal e assistants
also have customer information from the retiler EJ2RM
systern displayed on the lenses, which gives an added layer of
persnali s tion.

Fashicn refile- River ldand is solving the problem of
uncallected online orders instore by ofering custormers
the option to switch to home deliveryif they are unable o
make it to the store to collect their items . By offering the
Shutl 20-rminute delivery option to customers that hawe
selected collection in-store, but have yet to collect their
crder River Eland has reduced the levwel of unc ollected
goods This avoids the customer requesting a refund and the
retailer having the expense of re-ntaducing the iterms into
their supply chain.
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House of Fraser and many other rewilers including

Mot OnTheHighStreet are using the Bevaate platform to bring
taditional mechandising tec hnigues to their digital offerings.
Brands bid in online auc ions for diferent parts of the reilers O
digi tal spac e thereby enabling products to be promoted online
to complement tradi ional instore displays. Brands could bid to
be on the home page or at the top ofa categoryT he sclution
could prove valuable to refilers as tade promotion spending
is up tofive tirmes bigger than marketing spending.

US-based enline retiler Enjoy om is looking to remove the
fustration rrany people have with technology by offering an
end-to-end service that ensures every customer is guaranteesd
their purchase ends up lly set up and working correc dy.
Produc s are hand delivered, set up and the customer receives
a wtorial an the itern purchased To ensure shoppers buy the
cortec t product in the first place, Enjoys om confc = them
ahead of ime so theyunderstand exac 4y what the custarmer
is looking for.

Tesco has tied up with appconnectng IFTTT platrm that
enables shoppers to link apps such as Twitter, Facebook and
those moni toring the weather or their exercise regimes
whereby when an action tkes place then itermns are added

to their shopping baslet. 5o if the weather hits a certain
temperatre then a pack of lager could be placed in their
online baskeat. This brings closer the day when shopping
becormes automated. Tesco will undoubtedly benefit fam the
customer insights it gains from the way custorrer interac t with
the solution.

Fizza chain Domina Els trialling pizza deliveries using a robotic
cart known as a DRU (Doming's Robotic Unit). The company
has picheered the techno og ¥ with Australian s@rt-up firm
Marathon Robotics The robot uses bike routes and pavernents,
thereby avoiding heavy tafic, and it finds the fistest route.

k has arn electric motor that will last for 12 miles and a
compartment which can hold an average order of piza, side
dishes and drinks. & nartival at a delivery point the device
sends am autormatic mesage to the customer; Domino Ehas
found that the recipients are happy to come 1o the pavemeant
to meet the DRLU and engage with it to chiin their food.
DomincEl s in &lks over lezal approval for the robet to be
used an public highways and hopes to expand its use in the
near Lture.
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M Remurants attibuted a 3 1% increase in like-fordike sales
during Decerber 2015 taits innovative airline style Blosea
seatCbrmat. Customers are able to virtually walk amound the
restaurant and choose their pre®ened table As much as mine
percent of all bookings were made using the tool in December.
I the second M Restmurant bigger groups can also make a
choice between booths or @bles The inidatwe is powered by
drone-style technolog ¥

Zipline allows a customer to determine which queue to join
in & departrrent store or even at diferent locat ons of the
same refailerina town centre. Deve oped by technalogy firm
Cambridge Consultants Zipline can assess the length of a
queus and how fst itis moving providing the user with the
location of the queue, which will provide the shortest wait.
The systern works using infrared sensors to detect body heat
(thereby avoiding privacy issues | which theninteract with a
lang4ange radio netwaorlk Finally the da@ is pased through a
set of algorithms where it is processed into information that
cah be displayed on a mobile phone The radio network can be
used over several kilometres

Hozxton Analytics is helping refailers better understand
shopper behaviourin the rstores with technology that analyses
customers o twear to make assumptions about their gender,
dermographic and social class. k avoids the privacy concerns
surreunding facial recogniion but can proy de equally val uable
personal profiling of shoppers The sclufion is being used by
Land Securites in its shopping centres and has the capability to
epable the miloring of promotons adwrtsing and displays to
dernographics of consumerin given stores.

The British Street hood Pub Takeower app is helping pub
licenzees of Bnterpriss kins to access a range of food stes
and cuisines by providing an onling platform that rmatches amall
independent food producers with pubs looking to improwe
their food offers. Licensees can chocse their desired cuisine,
stie of food and length of residency by the chefs in their
kitchen. The app could be used by the 5,000 Bnterprise pubs
and the 3,000 food producers who entered the Britsh Street
Food awards last year.
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hiroducing shoppable wind ows cver Blaclk Friday enabled
House of Fraser to engage with customers beyond the interior
af its top |15 stores across the UK and Ieland. Scanning the
wirryl on the windows trigzered a Elan to Bplore Rature

on the House of Fraserapp that gawe customers produc t
information and the cppartunity to browse deals and special
offers. The success of the Black Aiday windows has led the
retailer to use the technology at other fimes of the year 1o
promote its premium clothing range.

To leverage value fom its proprietary online shopping systems
Ocado has deweloped O5P which combines its end -to-end
software and technology with its physical Lfilrrent solution.
This package is being sold as 2 managed service 1o retailers
arcund the world as a way for them to enter the online
grocery business. O SP handles all retailers [quiremnents -
fom the e<ommerce webste and mobile apps through to the
physical equiprrent invalvwed in the Lfilment operations and
the software nesded to complete the last mile.

House of Holland and Cliver Sweeney are among the remilers
using Photospire to personalise their interac ions with
customes through Wdeo. The technolog ¥ enables brands to
ke their creatvwe assets including images of products and
vdeo clips and merge thern with the custormer data they hold
o create a parsonalised video that is relevant for individual
customes. The software uilises video termplates, dynamic
data uploading, and the easy insertion of clickable shoppable,
produc &= inte the videcs.

‘Westfield has designed an augrrented reality mimar, which
emables a custormer to buyitems from a pasonal stdist while
in a completely difierent locaton . The first tial was with the
Sanderson Hotel in London wheres lusary products from Gucei,
Arrrani and others were available for guests to buyWestfield
and Google developed the technol oy which consists of two
screens [hne displaying goods, ohe connecting to the personal
stist. kerrs purchased during the mal were delivered to
customer's rocms within 90 minutes Westfield sees huge
expansion scope for the rmobile minor in & much broader
marlet.
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aap has tearmed up with Virgin Hotels to offer an enhanc ed
wersion ofits Reserve in Store programme, which allows hotel
FUesTs 1o reserve an item on the Gap website and then using
the Virgin maobile app Lucy or by visiting the companyEwebsite
they can have the itemn delivered straight to their hotal room.
Customers simpl y have to access Gap com through the hotel E]
websitefapp and the hotel will pick up the da@ and reriew
the crder. k is the first Gap parmership specifically designed
for travellers and hopes to fap into the Lhexpected surprises O
custames have when trawelling such as losing lugzage o
urnexpe ted weather changes.

The operator of the iconic Camden Market in north london
is uniguely combining the provsion of real estate to small
independent retailers as well as affering an online marketplace
through which they can sell their goods Chotentally globally.
This rrul ti-channel approach is unusual for market operators
and shopping centres . Because Market Tech also provides

a point-ofsale solution to traders at the market it has the
potential to gain full vsbility of shoppers acress channels and
to uge this insight to help its reil clients.

Met-a-porter has created a dedicated secial shopping platfmn
that enables users to create profiles, make purchases, and
upload photes of clothing from which the app will find sirnilar
products based on colour and pattern using image4ecognition
technologyThe Metiet app has quic kly grown into an
altermative to the ather social media channels an which fishion
fins can engage with each other and MNeta-Poter [t is part

of Met-a-PorterEdaluable mobile proposition, fom whichit
generates 40% ofits sales.

OferMoments is working with shopping centre operator hitu
to deliver personalised adwertising to custormers on digi al
billbzards to termpt them into nearby stores. By @pping into
shoppers Hocial media activity the adwertisements can be
personalissd with filored irages ad rmessaging to attract
their attention when they are passing by after their presence
is riggered by Beacon technol og v The solution is sufficiently
clever to adapt the messaging on a second billboard if tey do
not act upon seeing the first.
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Missguided is among a nurmber of UK reailers using U5bassd
problem resclution solution, Service. Customers complete

an enline form on its website oF app and Serice then seeks
to megotiate a settement with the company with greater
eficiency as ernaticn is stripped cut of the situation The
software is increasingly doing the worlcas Serice learns from
past resclutions and it continually maps cut the quickest route
to salving problems within the retailers Eructures.

A Litde Waitose store located in the new Sy TV headquarters
in West London tool: the urusual step of operating without
cash when it opened in the sumrer.The five tills in the shop,
which employs 20 people, will only accept cards, confact ess,
ApplePay and other mobile payrrent options Wai trose beieves
this unique proposdtion could be the way forward as it is
deermed more convenient and efficient for shoppers after Sky
staffindicated that this was how they wished to shop within
the new |, 400 sq ft store.

Happy Gogiles is an initiative from McDonaldElwhich allows
children to create a vrtual reality headset fom the bos of

a Happy Meal simply by folding it and adding a pair of lenses.
The mowe is intended to modernise the companyEbfiering
to children and move away fom the traditional film te-n toy
in the ever popular Happy Meal. Happy Goggles also all ows
McDonaldEXo reach children through a gaming component,
whichitis keen to build upon as it cons ders launching virtial

reality games.

Matify Mearby is worling with a plethora of brands including
Ted Balker that custormers can choose t© fllow in the app

and which then sends thermn relevant notifications based on
their locations This customised feed the customer receives

is powered by location dit beacon technology to ensure

that only informnation ofinteestis sent to them . The sclution
enables shoppers to receive ofers and information without the
nesd to dewnload multiple apps from different retailers.
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The Irish Tourism Board is prometing its countr yEbferings
through the latest visual technolog y with the launch of Yirtual
Reality Tours of the Wild Atdantic Way Using drone and other
high-tech cameras four 260-degres videos have been filmed,
which highlight various aspec t= of the country for potential
tourists Mewable through VR head ssts for maximurm effect the
tourist office is usng the foomge at trade fairs and industry
platfrms . They are also asvailable for viewing on fouTube,

The perfer t combination of eating a pizza and watching a film
has been brought to lik by Pizza Hut. 1t has tialled Blockbuster
biceses, which invalve the pizm box converting into a projector.
The boxes incorporate alens and a holder for the customerEd
srrart-phone, which is able to project a Az Hut made mowvie
onto a wall. The filrm can be dewnlcaded by scanning a QR
code that is included an the box. The Blockbuster boxes have
been made in conjunction with Cgilvy & Mather; Hong Kong .

There has been much publicity around using drones for
deliveries but there are many hurdles to cvercome befrs
their widespread usage. Less regulatoryissues involvwe ground-
based delivery solutions such as Starship Technol ogies Rtound
drone[that is being trialled in Londeon by independent retailers.
The battery powered boxes on wheels travel at 4mph and

cah deliver within a three-mnile radius using GPS navigation.
Theycan also be navigated remotely by a pason and speak ©
pecple if necessary,

I its long running campaign to update and modernise its image
McDonaldEls to bring Samsung Galaxy tblets into most of

its WK stores Trials have proved wery popular; ac cording to

the compary which found diners are able t© browse the web,
play garmes, and use social rmedia while eating. The move, which
is part ofits Expenience of the Fetweproject, will also see the
introduction of digital crdering and smartphone chargers.
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Using the iconic world st@tus of Piccadilly Circus in Lond on,
fishion refiler Burberry parmered with DreamWorks O
technology amn Mova to create an interactive campaign This
gives customers the chance 1o personalise scares, which were
then animated and appeared on the curved screen at Ficcadilly
Circus . Using mchile phones five customers at a tme could
access the range of Burberry scaves and monogram their
chaice, which then appeared on the giant screen va Movakl
rmedi a-visualisation platiorm. Customers could make the scarf
rmoe by wasing their maobile phones and the scarfoould then
be purchased via the Burberry website.

Fashion refiler Unigla is using neuroscience to hel p customers
salect their periect tshirt The UMood technolog y requires
shoppers to wear a headset that measures their brainwawes
while locking atimages on a screen. The device accesses

people Eheurclogical reactions to these visuals and is able to
evaluate their mood This is #d inta an algorithm that matches
four t=shirts from the 600 designs available, which are d eemed
the best fit. These four garments are then displayed and UMood
evaluates the customerEleaction again to determine the
perkct t=shirt for them.
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US-based department store MacyEhas worked with Hointer
to revarmp the changing rooms at ohe ofits Califomian stores,
which irvelves the intreduct oh of technolog ¥ to iImprowe
corverdon rates When browsing items in the store a product
can be selec ted from within the MacyEhpp and a dze chosen
befe it is delivered to the changing room wa a chute. Cnce
in the fiting room customes can use their smartphones

o companyprovided tablets to select motre items to 1y

on without leaving the dressing room while the app will alse
rec ammend complementary iterms that could also be ried on
with the original iterm.

Uber has tearred up with US chat-based shopping asd stant
Operator to enable shoppars 1o buy foods va a plain-text chat
sent to experts in specific product areas who purchase the
goods on behalf of the custormer before they are then delivered
within an hour by UberBUSH. The partnership effectvely
integrates UberRUSH on a concierge level Clather than

single retailers - which aggregates all merchants so more local
suppliers can be selected in order to spead up the lfilment.
The service is inifially running in San Francisco.

LS depar tment store Mordstrom is the first reiler to use the
oot sizing solution frorm vMelurmetnc, which has built tec hrology
to take 30 scans of customerEdeet to ensure they purchase
the periect fitting shoes. Using the Fetil Sansor Matom

fom Intel the selution mhes a volumetric scan of each oot to
ac curately capture rmriad dat points including arch length and
ball width, which a shee re@iler would find difficult to measure
with traditional tools The technology is also being used to
make bespolee shoes in Sweden and Germany.

Major American superrrarket chain Kroger has made significant
upirades to its app in order to improve the expearience of
shoppers in its stores, including introducing |oca ion-based
initiati ves using Beacon technolog v The app now autornaticall y
saves ary inputted grocery list iters and simplifies the instore
shopping journey by displaying the exact aisle location of each
desired product. It also recrganises the list by the locations in
crrder that shoppers can navijate the store in the most efficient
rmanner. Kroger is also udng data analytics on customers ]
previcus purchases 1o send mrieted offers to their phones,
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To cvercome the problem that many women have with ill -
fitting bras Third Love has developed a smple onling solution
that helps themn find the perfec tfit for their dimensions . By
taking two mirror selfies from the front and the side, while
wearing a fitted tank: top, the companys software will then
draw up rmeasurerments that enable an online crde- to be
placed for the cornec -5 zed bra The company has gone
rmulti- hanrel through a parmership with Bloomingdales so
customes can now 1y the bras on while instore.

The Reay robot has been devd oped in Slicon Villey by
Savicke, as an enhancernent to service levels in the hospitlity
industy The waist-high robot has been pred orminantly used by
hotel chains including at the Starwood Hotels & Resorts Bloft
brand and InterContinental Hotels for room service. Once it
has created a GPS map of the hatel it is able to move around
the hotd utilising i ts sensors 1o avoid collisions and deliver 1o
hiotel rooms. Once cutside the deorit calls the room phone.
Sacond generation versiohs will incorporate voice recognition
software to enable them to answer guests [dueries.

Trialled in Sohae stores in Portugal the Wii Go shopping

calt uses motion sensors o foll ow customers around the
store, thereby freeing them up from the having to deal with
cumnbersome trolleys The technolog vy recognises only the
shopper using it at the time and i1 identfies and avoids amy
chstacles in its wayWiiGo has been designed initially for use by
customes with reduced mobility and its builtin screen ensures
itis usable by custorners without smart devices. But it could
equally find itse fusedl for all shoppers leoking to improvwe the
in-store experience sco.

The Toloyo store of Japanese beauty retiler Ainz & Tulpe
instlled interactive screens in it windows that enc ourag ed
tourists Owho donBpeak the language Do enter the store
for beauty consulations The digi &l wind ows showed women
with diffarent locks fom the storeElange and by touching the
prefanred look: a coupon was printed that could be redeerned
for the relevant rmablecver. The faces and eyes of the models
responded to the movement of passers-by that helped atoract
attention The windows delivered a 40% increase in tourist
foothll and a sales increase of 0% each day



KAUFLAND / FINDBOX
PRODUCT RECOG NITICN

FindBox is a solution to the problem customers have of
identifying and locating replacements for certain simila~looking
produc s instore. In use at Kaufland stores in Gammany;
customers place their ald produc = into the find boo:, which
uses a mult carmera systerm that merges recorded images into
a 30 rmesh and performs a series of tests to identi fy the item.
Once recognised, an Bectronic Shel f Bdge Label (E5L) alongside
the required product lights up to direct the customer to the
itern.The B3 LETan, of course, also be used for other Unc tions
such as dypamic pricing .

US-based rmale-up brand MY is ¢ rewd-=sourcing seffies from
sofial media to use as an in-store marketing tool to show
custornes what specific beauty products lock like on regular
pecple rathe- than models The images are looped on large in-
store video walls and on amaller screens next 1o the produc ts
where customers can scan make-up to engage with the screen,
which presents irages of people wearing that particular itsm.
The images are pulled fom the MY social commmunity and
analysed by Olapic Ehlgorithms to assess which photo will be
the most effec ive for adwertising.




TOP 20: HOW INNOVATIVE

CRITERIA

The level of innovation demonstrated in the solution. The score was
determined by whether it & truly out there an its own leading the
pack or whether there is competition from other similar innovations.
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TOP 20: POTENTIALLY COMMERCIAL

CRITERIA

The commercial value the innovation has delivered to retailers
using the solution to date and what value could it potentially
create for retailers in the future if widely adopted.
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TOP 20: POTENTIAL BENEFIT

CRITERIA

The level of benefit the innovation & delivering within the
refailers organisationis). The innovation has a material im pact
that could also potentally increase over time.
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TOP 20: POTENTIAL INFLUENCE

CRITERIA

The level of impact the innovation has, or could potentially have, on the
retaileris) using itand possibly on the broader retail sector The impact
the innovation could have as the proposition & built-outand E possibly
adopted more widely in the marketplace.
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Retailinsider.com

Retailimsidercom is a free-tosubscribe blogwebsite that aims to adhere toits strapdine

of (Mking a look behind the obvious on the high street, online and in the CitylhEhot just
another news site but instead ofers up a cockil of opinions and insghts on the retil industry
along with the occadonal |eisure sector content to spice up the mixThe regular insights are
complemented by a range of carelilly sd e ted colurmnists, and regular slots such as Q& A with

leading e-commerce & multi-channel retailers and the Mnovative Retail s Heries.
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webloyalty

Webloyalty

Webloyaltyis a leading online savngs programme pros derWe work with ocever 200 reil and
travel businesses internationally to hedp them build stronger, more profitable relatonships with
their customers. Through our membership programmes, we help our online retail parmersC]
custorrers rmake signific ant savngs each year while provding the partner with an additional
resenue stream . As well as incentivising customers to make repeat purchases at the partmerbd
ste, they can also earn cashback and get great deals on everything from fashion to electronics
to trave at top online stores. Webloyalty started operating in the UK in 2007 and has dnce
expanded into Franc e, Spain, keland, Brazil, the Metherland s Turkey and Austalia.

Far more informat on, please Jsit webloyaltycouk o Bllow @Webloyal UK on Twitter
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