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PONTOS DE CONTATO DIGITAIS
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PONTOS DE CONTATO FISICOS

https://www.startse.com/noticia/nova-economia/foco-no-cliente-por-que-isso-e-tao-importante-para-seu-negocio




PONTOS DE CONTATO DIGITAIS

PONTOS DE CONTATO FISICOS



Quais sao os elementos-chave da
experiéncia do cliente em uma loja?
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- Cheese/Yogurt

l Meat

PLANTA 3t e i |

Magazines / Candy

Wine/
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Checkout Pharmacy
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Baked items
display

Produce Display







PLANTA

Customer Flow
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https://www.natura.com.br/blog/perfumaria/perfumaria-natura-lanca-dispositivo-de-cheiro-digital
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golicramer - Follow
The DUBAI MALL, Dubai, United Ara...

golicramer Have you visit
@Ilululemonme newest store in
@thedubaimall yet ? As soon as you
enter the store you will see my profile
on left had side @ this store it's one of
the highest technology store of
@Ilululemon worldwide v/ you will even
find some different outfits in this store
not only that there is VIP changing
room which they serve you coffee and
water if you are the loyal customer of
the store . go to the store and tag me
on your stories and I'll repost it & in
this album you can see rest of our
amazing team as well #lululemon
#lululemonme #lululemonambassador
#lululemondubaimall #yogateacher
#pilatesteacher #fitness #fitlife
#fitlifestyle #golihashtroudi
#mrscramer

Qv

922 likes

SEPTEMBER 1
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https://www.theguardian.com/sustainable-business/2017/may/26/zara-hm-step-up-instore-recycling-tackle-throwaway-culture
https://styledegree.sg/ultimate-list-of-places-to-donate-old-clothes-items-in-singapore/zara-clothes-collection-containers-stylemag/



https://www.lilianpacce.com.br/e-mais/reciclese/economia-circular-ikea-inaugura-sua-primeira-loja-de-moveis-de-segunda-mao/

PERSONALIZAGAO & EXPERIENCIA
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ATENDIMENTO

Listen to the customer

Acknowledge the problem/situation

Take action and solve the problem

Thank the customer

Explain what you did




WHERE DEEPBREW DRIVES
ELEVATED EXPERIENCES

MOBILE DIGITAL DRINE
PAY MENU BOARD THRU
Leverage rapid A/B Leverage inventory Leverage upsell and cross sell

testing to improve data modifications
recos

ORDERING

Seamless next generation
order methods
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Wallet Receba e Envie

gocios-e-servicos/cog a-e-mercados/smart-break/








https://www.stirworld.com/see-news-storeage-designs-new-retail-store-for-b-tube-cosmetics-in-changsha-china

WEBROOMING

Browse online Buy in-store

—vs—  SHOWROOMING

suYy

Browse in-store Buy online

Customers can touch
and feel products
before buying

Find cheaper prices
with exclusive

online promotions

https://blog.virtuemediatech.com/blog/practical-tips-for-sme-brands-unifying-the-online-and-offline-retails





https://docs.google.com/file/d/1Qyfd9vXIS0SbMrrxQfNno6LyTDLXYZhA/preview

SHOWROOMING

THIS PAIR IS S0 PERFECT, I
CAN'T WAIT TO BUY THEM
CHEAPER ONLINE SOMEWHERE.
WHATS YOUR WIFI PASSWORD?




Physical store
as a DOORWAY
to the WEBSITE.



Physical store
as a DOORWAY
to the BRAND.



TECNOLOGIAS contactless

self payment
cloud checkouts
data
Al :
computer robotics

vision face recognition

machine : :
learning bitcoins 5G
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Newsletter

0-%202016-12-22&utm_medium=email&utm_source

618097_Auto%3A%20Springwise %20Daily %2

paign

-wanted/?utm_cam,

https://www.springwise.com/new-shopping-baskets-just-browsing-help



httns:/www vendaotimizada com/5-conselhos-provadores-loias-rouna/



SCHMID, 2021, adapted from McKinsey, 2011
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PRODUTO DEMANDA

PREGO E QUALIDADE REALIZAR 0S SONHOS
DE MARCA

PRODUGAO E GERAR DEMANDA &
DISTRIBUIGAO MARKET SHARE

AN comu;:
YOULIKE

AS LONG AS IT'S

AERADO

USUARIO

EU NO CENTRO

DEFENSORES DA SUA
MARCA




Obrigada! : )

www. Linkedin.com/in/fernandamschmid/



