Serve and Sell: Transforming eCommerce on Purpose

Introduction
I wanted to follow my keynote with more in-depth information. After all, there is only so much that you can include in a 20minute presentation, and I have so much to that I want to convey.

I hope you enjoy reading this eBook.

You may already have experienced a swift fall in revenues and worried about what the future will bring.

You may have experienced a swift surge, and after initial supply chain and service issues, you may feel the business moving
in a direction that you have not expected.
You may feel there is a loss of focus on the people in the business, the customers, and the purpose of the company, and that
this is the time to refocus and grow.

This report is for companies committed to their customers and looking to transform their people and processes to better
serve and sell long into the future.
After reading the eBook, my aim is that you will walk away with a refocused vision and ideas of how to future-proof the
business on purpose. This eBook will help you to discover and improve your:

Social Commerce and Scale Your Sales (Engage, Educate and Elevate)

Brand Personality and Employee engagement – The Power of Your People

Customer Experience – Non-Negotiable to Beat the competition

Customer-Led Retention – The Smart Way to Grow Revenues

Purposeful Leadership and Customer-Centricity

Copyright Janice B Gordon
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The global pandemic has challenged retail and accelerated demands on eCommerce. If the company lacks direction - and
let's face it, these are uncertain times, so it is understandable - and you want to get your leadership or team aligned to a
future where they have a clear purpose on serving more customers better, then this eBook is for you.

I aim to help your leadership team focus on the goal - which is to serve with purpose and consequently serve the business
revenue ambitions.

My keynote presentation listed many of the trends that have in uenced customer behaviour.

The pandemic may have driven this change, but it's part of an evolution that was already underway since the internet and
social networks enabled customers to not only use the web to access information. Customers have the freedom to direct
their experience journey, and decide how and when they want to interact, engage, and purchase from a brand.
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I have experienced numerous online sites that allow me to purchase items from an eCommerce platform that is led by
technology and completely devoid of humanity. Some online sites may display a COVID-19 statement but little else. This
seems like an insincere after-thought and out-of-step with how their audience is feeling. I have read many articles that talk
about the need for empathy at this time. What does this mean, and how is empathy applied in a meaningful way?

You must acknowledge that we are all experiencing uncertain; after all, you cannot change the circumstances. However, you
can rise above the mundane statements and dare to be different.

Of course, you can get the foundations right, to align the front and backend of your eCommerce offer. You must go further
and understand your unique audience of customers, fans and followers. Survey your competition and connect your brand
personality’s driving mission and purpose to make your difference to serve and sell like no other.

eCommerce must serve with purpose through uncertain times and consequently help the business revenue ambitions and
mission.

See this time is a gift to embed your brand values into your customer relationships through the online space.

Every single interaction your customers have with your company will in uence their perception of your brand values and
brand personality and in uence their opinion of your brand. That overall experience will in uence the decision to purchase or
repurchase, and it will impact the likelihood of the customer referring your brand to others in their community, which could
lead to even more business for the company.

It is critical that every area of the business is focused on customer satisfaction. A customer- rst culture must be
implemented if you wish to remain competitive and ensure sustainable growth.
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1. Social Commerce and Scale Your Sales (Engage, Educate and Elevate)
Social commerce is the ability to purchase a product from a third-party company within the native social media experience.
Roughly translated, this means that you can view a product on Facebook, Instagram, Twitter or Pinterest, and purchase it
directly from the social media site rather than the company's website.

Peter Drucker famously states, "The aim of marketing is to know and understand the customer so well that the product or
service sells itself."

ENGAGE
Never forget the basics. Unless it is easy to purchase from your business, customers will not engage. eCommerce is about
helping your visitors to buy with ease, and usability is a crucial element of satisfaction.

You must work harder to engage and create raving fans through your network and content. There is a lot of competition
online, but you must compete online and build a community through social media campaigns, engaging competitions to
develop user-generated content, and create brand advocates.

Engagement is all about creating interest, sharing stories and experiences with your unique personality. – People want to feel
they know you before they get to know you so that they can trust you. Engage with Personality. Be Human.
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An alysis in d icates th at 4.57 b illio n p eo p le n o w
u se th e in tern et, an in crease o f mo re th an 7%
sin ce th is time last year.

Socia l m ed ia u sers a re g rowin g even fa ster, u p
m ore th a n 8 % sin ce Ap ril 2 0 1 9 to rea ch 3 .8 1
b illion tod a y.
People are not just online for social and entertainment; they are online to nd solutions to ful l a need; they are searching via
social media platforms. 78% of respondents discovered products on Facebook, and Twitter for 34%. Crucially, 55% of those
who reported nding a product on social media went on to purchase online.

Social media has been holding communities together. It is their chosen channel of choice, and organisations must access
social media to engage on their terms. Social must be woven throughout the sales process to support the buyer end-to-end.
According to Shopify, 72% of Twitter followers are more likely to purchase from your business after an online engagement.

One of the most signi cant bene ts of social commerce is the engagement and
reach that businesses can get whenever they share content. By showing up in a
follower's updates feed regularly, companies are participating in an effective
branding opportunity. It is only natural that people who have regular positive contact
with a company are more likely to recommend that company.
Social commerce encourages people to connect with your brand and have a two-way
conversation. This allows customers to engage with your business, and also allows them to use social media as effective
customer service and problem-solving channel. Social media word-of-mouth (sharing/reposting) helps with audience
building, as well as increased engagement and website tra c.

Customers are craving genuine dialogue and peer-based community-sharing, much more than another celebrity
endorsement. Customers want to be part of the movement, creating a conversation about things that matter to them.
Relevant content supporting good causes is more likely to be shared on social media. It is about creating shared values and
experiences.

What must drive engagement is human conversation and experience. Use technology to re ne and better focus your
marketing efforts - do not let technology become your marketing campaign.
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EDUCATE
To educate, you must know your customer so well that you can give them what they need (the emotion) rather than what you
want to sell (the product).

Mike Davidson, executive creative director at Capgemini," recommended that brands identify the questions the customer is
asking and pinpoint where they are searching for the answers. Understanding this information will help paint a clearer picture
of who the individual shopper is and what their shopping goals are."
Many of you will have data and customer relationships that you can mine and leverage for relevant insight. I am amazed at
how little effort businesses make to talk to the customer to gain insights. Pick up the phone! Do your research and ask
yourself before every interaction:

How am I adding value to them?

How can I make it easy and enjoyable for this customer?

How is this helping them to move forward in their decisions and resolve their problem, wants, and needs?

Do I understand what customers want to know?
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ELEVATE
A customer buys rst to solve a problem and then remains a customer for the relationship, shared values, and mission; at
that stage, it is no longer a transaction. It is a relationship that you must elevate to maintain the customer over the longer
term.

Elevate is about continuing to deliver on your promise to your customers; by engaging your customer with your mission and
purpose, creating rich content that streamlines transactions and boosts your sales.

Elevate is a committed focus to deliver on your promise to your customer; your promise is the journey of your business
mission; it is how you execute your business purpose.

eCommerce is more than just a delivery channel. It is a direct connection to your customer that engages them in a
meaningful campaign that makes a difference. Imagine that every customer is changed or positively surprised by the
touchpoint interaction during that customer experience. All these touchpoints build into a journey (the missions) that you
take your customer on, that creates the shared experience and an ultimate purpose.

Harvard Business Review Linus Dahlander and Martin Wallin talk about 'Open Innovation'. Following the Covid19 crisis,
companies have come together to work openly at unprecedented levels. "Putting the ability to create value before the
opportunity to make a buck, The German multinational Siemens, opened up its Additive Manufacturing Network to anyone
who needs help in medical device design. Heavy truck maker Scania and the Karolinska University Hospital have partnered,
too: Scania is not only converting trailers into mobile testing stations, but also directed some 20 highly skilled purchasing
and logistics experts to locate, acquire, and deliver personal protective equipment to health care workers."
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Firms including Siemens, Airbus, Ford and several Formula 1 teams worked with Penlon, a medical device maker, to adapt its
ventilator so that it could be mass-produced at speed. Under normal circumstances, Penlon would only be able to make 50 to
60 ventilators a week; the consortium can produce an estimate of 1,500 a week.

Customers like easy, one-stop-option shopping experience of related products and services from your partners. If I was setting
up a video studio to record my YouTube content and podcast interviews, and you were the camera supplier, I would
appreciate the help and educational advice on what additional equipment I would need and advice on how I should use it. I
would most likely purchase the entire set of equipment. You may not sell the mic and lighting options, but your partner could
easily do so on your site.

Collaboration, partnerships, and alliances have produced tremendous bene ts; companies have found new ways to solve
problems and build purposeful relationships. Having a driving purpose served as the foundation for collaboration,
demonstrating that trust develops when partners voluntarily go the extra mile joined in shared value and a common purpose.
This is the glue that elevates relationships beyond what a single entity can achieve. Elevation does not just promote your
customer relationships; it raises your partnerships to serve your customer better.
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2. Brand Personality and Employee engagement – The Power of Your
People
Brand personality is the process of assigning the brand a set of human characteristics and qualities. Brand personality
dictates the voice, tone and style through which the brand communicates. The brand personality also conveys the business
purpose.

Just as people's characteristics and qualities determine how others feel about them, the personality traits of the brand shape
how its audience, of customers, fans and followers think about that brand.

If not assigned, a brand personality will emerge organically. The personality is not awarded in isolation, but with a clear
understanding of the audience, it seeks to attract and engage. Brands are differentiated by how well they engage their
customers and how they are positioned in the competitive marketplace. Importantly, the message must be meaningful. What
sets it apart is the business mission and purpose, how easy it is recognised and the emotional connection with its audience.

Post COVID-19, customers want to know more about the people behind the brand personality to trust what they say or what
they sell. We are naturally curious and hungry to know the people behind the brand personality.

The world, more now than ever, is demanding a human-centred approach to marketing. There is so much online noise,
counterfeit goods and is-information that you must convey the brand with real people.

You must build and leverage a credible brand personality. Customers cannot visit your shop to check you out; they must
engage and trust your brand personality. It is vital to your business success to engage and in uence in a way that reaches
your most valued customers and a potential audience of fans in an authentically way.

Page 10

Serve and Sell: Transforming eCommerce on Purpose

Whether you are a CEO, a leader, manager, expert, in uencer, an employee, or employer; you and your colleagues are the key
personalities of the brand and the story-tellers of your marketing campaigns.

Customers want to know who you are, what you stand for and
the purpose behind the business. Customers, buyers, and
stakeholders will look you up and decide whether you are
trustworthy and credible.

Imagine 50 employees all with 500 LinkedIn followers generating content once a week; potentially 100,000 more people
could view this content, in a year 1.2 million potential more viewers, not to mention the comments and shares. The people in
the business are the best sales team and a powerful force that most businesses underutilise. You cannot compete with the
collective power of real people to create authentic relationships.

30% of consumers are more likely to buy a product recommended by a non-celebrity blogger. Consumers value the
opinions of in uencers they can relate to, more than that of celebrity. 49% of consumers depend on in uencer
recommendations (ION).

Clients have said how valuable they found my consultancy and training in building their in uencer status and helping them
modernise their sales process to create social selling strategies. One client said, "Janice's tips on Social Media were big
takeaways; we implemented them immediately and moved from 100th ranking to 20th in search functions." Imagine a
potentially 5x boost in customers nding your eCommerce site.
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As a starting point, everyone in the business must be searchable with a credible LinkedIn pro le. Employee advocates can
help acquire new customers and retain existing ones when they are viewed as authentic and trustworthy.

Embed the brand personality and core values into every
employee-related

process

-

hiring

and

onboarding,

performance management systems and rewards - and
customer engagement behaviours. Employees should be
constantly reminded that the brand personality and core
values form the basis for every decision the company
makes.

Empower employees to deliver the company's brand
personality and customer promise across all touchpoints
(website, sales conversations, support calls, social media, product demos, etc.) Wherever customers interact with your brand;
they must feel they are dealing with real people who care.

3. Customer Experience – Non-Negotiable to Beat the competition
Walker Report says customer experience will overtake price and product as key brand differentiator by 2020. Therefore, it
becomes paramount to create a precise customer journey map and provide

rst-class customer service for enhanced

customer experience at all touchpoints.

Customer experience covers any interaction that your business has with your customer along their journey. How they are
treated and how well your company meets your customers' expectations contributes to whether your customers have a good,
satisfactory, or bad experience.

The customer experience is what ultimately drives revenue and proves the value of your services to the customer.

Amazon is highly quoted as the model of customer
excellence customers expect more than just another retail
shop. What is the one area that Amazon cannot compete
with small and medium eCommerce enterprises?
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The Personal Human Touch.
Amazon does everything they can to not speak to their customers. Your human brand PERSONALITY is your competitive
advantage!

eCommerce is not a reason to shop, it is an invitation to a lifestyle and to be part of a community. You must create an
environment that is so attractive to your unique group of customers, fans and followers that they invite others to it.

The better you understand the customer challenges, map the customer journey and tailor the service to the customer's
speci c requirements, the better the customer experience. They will develop a compelling proposition and make the
experience easy and enjoyable. Feedback enables you to understand your customer better and think like your customer to
win and keep customers. Every moment of every interaction, the business has with the customer; every touchpoint along the
customer journey is an opportunity to improve and excite. Focusing on the customer journey helps to isolate and enhance
surprise and astonish the customer at that moment of interaction and engagement. Look at each touchpoint of the customer
journey to design "ideal" experiences and align the operational processes and people to deliver high levels of service and so
build loyalty into the relationship.
W h ile

b u sin esses

with

m u lti-ch a n n el

offerin g s

were a b le to a d a p t qu ickly, for oth ers m ovin g
tra d e on lin e h a s b een a m a ssive sh ift. Reta ilers
m u st con sid er th e n eed for sea m less b a cken d
op era tion s
exp erien ces.

to

su p p ort

Cu stom er

p u rp osefu l
exp erien ces

cu stom er
a re

m ore

im p orta n t th a n ever in tod a y 's com p etitive a n d
u n certa in tim es.
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A 2019 survey found that people who received valuable messages of assistance when shopping were 20% more likely
to increase cart sizes and repurchases. Tuning into customers, anticipating their questions and concerns, will allow
companies to reap the rewards of revenues.

This is the wrong time to divest in customer service. Companies that do so will destroy any goodwill they previously built-up.
This is a time when people need to be heard. PwC research revealed that 75% of consumers say they will want to interact
more with a real person as technology evolves.

89% of companies believe competition will centre on the customer experience, above price and product features. Higher
satisfaction leads to higher revenue growth, and research indicates that 5% in customer retention can increase pro tability by
75%.

Excellent customer experience:

Increases Customer Satisfaction.

Improves Customer Retention.

Turns Customers into Advocates. (This increases referral customers, which have a 16% higher lifetime value than non-referral
customers).
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Improves the Bottom-Line by Reducing Costs.

If you can mimic the in-store shopping experience so well within an online environments post-pandemic, why would you
customer want the in-store experience? After all, there are many advantages for customers to try before they buy at home,
and for retailers to reduce overhead costs.

The pandemic has forced a narrowing of the lines between an online and in-store experience with VR walk-through stores.

Ikea is doing wonderful things that elevate the brand and
customer experience, Try the fun IKEA Catalogue App, that
help you to Create Your Space. Ikea's new augmented
reality app will change the way you decorate.

Excellent customer experience is the responsibility of
everyone, not just the sales team or the service desk.
Everyone in the business has a direct or indirect effect on
whether the customers' experience is considered good,
satisfactory, or bad.
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4. Customer-Led Retention – The Smart Way to Grow Revenues
Companies must work so much harder to win customers – so, why wouldn't they work even harder to retain them?

If your customer retention rate were 50%, meaning only half your customers remained with you after one year, you would
have to gain double the number of your current customers to stand still.

I often see companies under pressure to

ll the gap in churn rate, unwittingly focusing their attentions on customer

acquisition and losing sight of existing customers, while the retention rate continues to fall. Whereas, if they were to focus on
customer retention and increase the churn rate to 75%, they would double the tenure and accelerate pro ts.

Using social commerce for business has the advantage of engaging with prospect fans and followers, building and
maintaining personable relationships through the social networks that deepen trust and loyalty. Creating highly-engaged
customers that are happy, motivated and satis ed with your product will likely repurchase, share and refer within the social
network and community. Social commerce has the advantage of blending social networking functionality and community
building, like a fan club with a commercial enterprise.

Remember, the fundamentals have not changed! Your job ito retaining customers is to keep your customers happy and on
course with growth ambition.

Page 16

Serve and Sell: Transforming eCommerce on Purpose

This pandemic crisis is an opportunity to prove your relevance to your customers. You must future-proof your revenue with a
differentiated brand personality. Especially in challenging market conditions, a retention strategy has several bene ts, with
the more signi cant potential for:

Similar quality referrals to other customers

Cross-selling and upselling to existing customers

Higher pro ts with a lower cost of retaining the customer

My broadband supplier, Orange, offered me a new deal at
the contract anniversary. I shopped around for the best deals and asked the current supplier to improve their offer. The service
operator stated that "I am only authorised to go to this level,"

The new supplier offered faster speeds with more TV channels (not that I would watch them). I reluctantly signed up with
another company; there is always a resistance to change from the familiar, - what if the new supplier delivers less than equal
service?

The next day, I informed Orange, they had already received the change notice from the new supplier, and miraculously they
bettered the new deal. I did not go for it because of the hassle factor of changing back, and I was very annoyed that they
could have saved me stress, time and effort sourcing a new deal when they could have offered me the better deal when I had
given them the chance. I asked why I was not offered this deal previously? The answer was, "all companies do it. There is a
limit that can initially be offered, but at this stage, we are trying to keep you as a customer." I had already agonised over the
decision to leave, and I was not going to spend more time unravelling the decision.

Although the service operator was honest in the reply 'all companies do it,' I expected more from my supplier of ve years.
Suppliers that ‘do what everyone else does’ are following a low and undifferentiated benchmark.

The closer you are to your customer gaining feedback and having customer improvement conversations, the easier it is for
the customer to purchase… the easier the relationship, the higher the lifetime value and potential sales revenues.

Selling is no longer just a function of the sales function. It is more about how you achieve the mission of the business in
partnership with your customers and how well you can engage your community of customers, fans and followers.
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The starting point is to map your customer's journey in 6 easy steps:
Map the customer journey, all their interactions from awareness to consideration purchase and post-purchase.

Do this across platforms to capture all the entry and exit touchpoints.

Investigate each touchpoint for all the interlinking resources and responsibilities of the interaction.

Access the level of ease and satisfaction such as the number of complaints, conversion and failures and cost of interaction
at this point and then score the touchpoint.

Interview the stakeholders, users, customers to assess the value they place on each touchpoint.

Prioritise the areas that you can gain the most signi cant return for investment. i.e. is it moving the customer from 6 to 8
rather than to 9 or 10 NPS?

It is not easy to create organisational cross-functional alignment and to put customer needs above internal priorities. You
may or may not have a customer experience team in place. Realistically, it is not one person or a team that can change the
perspective of an organisation. It is the whole company culture; this is what creates consistent customer-led interactions.

I learnt when working with a customer experience consultancy that your customers are the best sellers of your service to
others, and they are your most innovative product creators or service improvement agents. All you need to do is emotionally
engage your key customers, treat them well and satisfy their needs, and they will return the investment.
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According to McKinsey, brands that improve the

The best form of advertising is not your own.

experience of the customer's journey see revenues

Advertising report that customers trust the opinions of family,

increase by 10% to 15% and cost to serve, reduce by

friends, and other customers more than branded content and

15% to 20%.

ads. Fear of missing out is a powerful marketing and

Nielsen

retention tactic because more than 60% of customers trust
online reviews.

Use customer testimonials and case studies to show prospective customers and remind existing customers the value of your
products and services is compelling social proof.

Seth Godin writes in his book, Purple Cow, on how to transform your business by being remarkable in today's world with all
its distractions. The best way to be exceptional is to stand out by going the extra mile. Going the extra mile for your
customers builds strong relationships and in uence.

Customer feedback allows you to be proactive and make business decisions based on real data-driven feedback. Customer
churn can be avoided by simply listening to your customers. Customer feedback and surveys are invaluable for learning how
your service is performing with your customer expectations.

Unless you are continually improving the experience of doing business with your company, you are creating opportunities for
your competitors to win over your customers. There is always more you can do to create an excellent customer experience,
increase customer retention and building the relationship.
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5. Purposeful Leadership and Customer-Centricity
Global eCommerce sales amounted to nearly 3.5 trillion dollars worldwide in 2019, growing at an average 20% per year. It's
estimated that a potential 3 billion buyers from emerging markets will have access to the internet by 2022. It is expected that
20% of all retail sales in 2022 will come from buyers in emerging markets. That is a lot of potential customers for your
products and services.

There is a massive and growing demand online that bricks and mortar cannot compete with, and if you get it right, you can
future-proof your revenues.

Marketing leader Philip Kotler wrote, "Authentic marketing is not the art of selling what you make but knowing what to make."
It builds trust by being customer-centric, not purely sales-driven. It's about deeply understanding the market's challenges and
customer wants and needs. This is especially relevant as we negotiate through the global pandemic.

You create what people want to buy; they buy because they want to part of the community of valued customers, fans and
followers that believe in the shared values and business purpose.

People are looking for meaningful, not meaningless. Recent behavioural research suggests that the meaning of happiness
changes every 5-10 years. Research suggests it is better to aim for meaning. Companies must realign their purpose to create
experiences that have meaningful and have a lasting impact in the world.
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"Customers expect brands to be consistent in their actions and authentic in their intentions. The current environment
increases the expectation for empathy and authenticity, and when brands get it right and stay true to themselves, customers
respond with increased loyalty."

Warren Buffett said, "It takes 20 years to build a reputation and ve minutes to ruin it."
There are many examples of companies that get their mission wrong. Pro t is more than total revenue minus total cost. If
you are the most pro table company and you destroy the environment, the company will be social vili ed, customers and
eventually investor will disassociate from the business – pro t is a function of purpose.

Customers are looking to be reassured about their safety and the safety of others. Amazon has suffered bad publicity for
how it handled the safety concerns of the self-employed workers in their global distribution centres. The brand must look at
its supply chain, take responsibility for the safety of the online shopping process and supply chain, and communicate how
the business is mitigating the risk.
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Virtual Reality (VR) a new form of media, has the potential to be the ultimate empathy machine by connecting humans to
each other in a profound way.

Put on a headset or glasses, and you will be transported to an entirely different world. In 2015, TOMS' placed VR headsets
into 100 stores, enabling them to virtually transport customers to Peru to see the impact of their One for One giving
campaign on local people. You put on the headsets and were transported into the village in Peru; as you walked, locals
smiled and waved. It is impossible not to feel the impact you have from buying one pair of shoes that in turn enable one
other person to have a pair of shoes.

Not only did this campaign improve awareness of TOMs mission, but it also promoted their giving campaign, and gave
customers an unforgettable and immersive experience that they will not forget.

Customers are watching what you do; customers will remember how you treat them and how you treat your employees and
others.
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Imagine your world where a higher purpose drives your leaders, teams, and company. This world is de ned by authenticity,
compassion, and the radical agility to adapt to the rapid transformation demanded today.

The world needs this new type of leader, NOW, to blaze a trail out of mediocrity towards a new model of leadership that is
visionary, inspired and relevant in this new normal.

Leadership must be anchored in a meaningful purpose to create clarity and to inspire and engage colleagues and customer,
and cultivate trust. True belief rooted in purpose fosters meaningful conversations and relationships, and it bolsters resilience
through challenges like the current pandemic. Purpose equips you with the humility and emotional intelligence to connect
deeply with your colleagues, partners, and customers. Purpose build loyalty to the shared vision.

A purposeful leader sees what's possible and then takes the next steps to rally and unite people to create it. Purposeful
leaders tap into the power of a vision to nd a way forward. But, to motivate people to follow you, you must be able to
articulate and communicate your vision in a simple, clear, bold, and compelling way.

You will need to develop a blueprint that de nes your brand personality and customer service promise; the hard bit is to
embed it in your everyday culture, so every employee lives it.

Page 23

Serve and Sell: Transforming eCommerce on Purpose

Create a purposeful and customer-led culture and which will guide the right strategy. Have an overriding customer-centricity
focus that services the company by serving the customers’ experience. Improved customer experience is directly linked to
pro table. However, it is the driving business mission and purpose that aligns the entire business operation.

Customer experience must be an intrinsic part of company culture. Make customer-centricity part of your company culture
and give it purpose.

You must elevate and inspire the customers' experience into a meaningful event. Excellent customer experience requires a
shared vision, which can serve as a guiding light for strategic decisions and execution and what better than a purpose-driven
culture.
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Conclusion
There are some estimates that 50% of business in some sectors will not exist by 2021. This is not a statistic that can hold
you back.

Your future is yours to determine. Yes, the global pandemic is a challenge like no other. Those that can adapt their ecommerce offerings to maximise engagement and overcome key purchase hurdles can emerge from the crisis with lasting
improvements to the online experience and customer relationships.

The pandemic is accelerating the inevitable changes in customer behaviour with social commerce and a drive for humancentred marketing, connection and meaning.
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Online shopping which was less than 20% of US retail will accelerate and probably overtake retail sooner than expected. The
global pandemic has enhanced the race to create immersive online commerce and digital experiences.

Some companies don't get it, and they'll never get it. Don't drive toward irrelevance like Blockbuster; be the next Net ix's.

Customers need to see their favourite brands doing something bold and meaningful. Customers need to recover with some
sense of con dence, surprise and excitement that the future is something they should invest in; that your compelling brand
personality signi es a customer-led human and meaningful approach.
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The most human company wins said, Mark Schaefer. At every meeting, you must pull out a chair labelled CUSTOMER, and
have the customer sit at the table, either physically, remotely, or imaginary.

Maya Angelou said, "people will not remember what you said, they would remember how you made them feel."

We are all living in a different world, and you can make a difference to your customer and the business by being purposefully
different. To Serve and Sell is to Transform Ecommerce on Purpose.

Copyright Janice B Gordon
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