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IN AN OMNICHANNEL AND DIGITAL WORLD,
CONSUMERS DEMAND FLEXIBLE PURCHASE OPTIONS

ALWAYS!
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ABOUT ME, JORIS KROESE
DIGITAL STRATEGIST & SERIAL ENTREPRENEUR

MY STURY 50 FAR

® Education: Information engineering

® Professional experience:
= founder & CEO — PCSNEL.NL (e-commerce)
= founder & CEO — RSNP (IT Services)
" founder & CEO - Hatch BV

Outside of work | am proud father of a three year old son, enthusiast traveller and
a hobby cook




ABOUT HATCH

HATCH HELPS BRANDS SELL MORE BY CREATING A |8
SEAMLESS BUYING EXPERIENCE FOR CONSUMERS RS
ACROSS ALL CHANNELS

MAKING THE WORLD SHOPPABLE




B

60 PEOPLE

Hatch employs approx 60 people
representing 15 different
nationalities.

HATCH IN NUMBERS

3 CONTINENTS

With offices in 3 continents we
serve our clients in their
proximity and local timezone.

|

3,000 RETAILERS

With a network of 3000 retailers
in 80 markets we can provide a
turnkey solution for most
brands.

HATCRH

> ©

100 BRANDS

Hatch is proud to serve over 100
brands, many of which are in the
Fortune 500.
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CONSUMER TRENDS

v amazon alexa

VOICE COMMERCE SUCIAL COMMERCE MARKETPLACES

NEW SALES CHANNELS EMERGE DAILY




CONSUMER TRENDS
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Media®Mart I =D
FIND A STORE Q

BUYING JOURNEYS DON'T FOLLOW A

PREDEFINED SEQUENCE



THE CHALLENGES AND OPPORTUNITIES OF AN
INCREASINGLY DIGITAL WORLD

CONSUMER BEHAVIOUR

US Retail Ecommerce Sales Share, by Product
Category, 2011, 2016 & 2021

% of total retail sales in each category

2011 2016 2021
Electronics & appliances/computer & office products  19%  24%  32%

Books & magazines/music & videos 15%  21%  33%
<Toys & sporting goods 10% 19% 28
Apparel & footwear 9% 17% 28%
Furniture & home furnishings 6% 12% 18%
Drugs, health & beauty care 3% 6% 13%
Food & alcohol % 2% 5%

Note: read as in 2021, 5% of food and alcohol sales will be made digitally
and 95% will be made in-store
Source: Kantar Retail, "Retail In Mation," July 19, 2017

2380 ww eMarketer.com

Brand surveys: most consumers visiting a brand
website are looking to find places to buy

Forbes: “shoppers today prefer a hybrid model —
splitting their time and money among brick-and-
mortar stores, online purchases and in-store
pickup, as well as conventional e-commerce”

Underaged minors are important influencers, but
not the (legal) decision makers

MARKET DATA

FORRESTER

McKinsey&Company

Forbes

Toys are amongst the fastest growing online
categories

Forrester: * /8% of online shoppers visit the
brand website early in the buying journey”

Forrester: “less than 5% of total sales is
direct (95% of total sales is driven by indirect
channels)’

CHALLENGES
Toys$jus

« traditional retailers struggle with digital
transformation

* therole of local stores changes to
experience stores

11



THE BRAND STRATEGY PARADOX

AMBITION V'S
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THE BRAND STRATEGY PARADOX

AMBITION ~ V§  REALITY
OMNICHANNEL SILO CHANNEL
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THE BRAND STRATEGY PARADOX

AMBITION ~ V§  REALITY

UMNICHANNEL oILU CHANNEL
CONSUMER FIRST EGO FIRST



Consumer First e S —— Ego First
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THE BRAND STRATEGY PARADOX

AMBITION ~ V§  REALITY

UMNICHANNEL oILU CHANNEL

CUNSUMER FIRST 60 FIRST
SEAMLESS CUSTOMER EXPERIENCE BROKEN JOURNEY
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THE BRAND STRATEGY PARADOX

AMBITION ~ V§  REALITY

UMNICHANNEL oILU CHANNEL

CUNSUMER FIRST 60 FIRST
SEAMLESS CUSTOMER EXPERIENCE BRUKEN JOURNEY

SELL DIRECT FOR HUGE MARGINS UNDERESTIMATED COSTS
AND MARKET SHARE AND OVERESTIMATED SALES



Sell direct for huge margins and sales

.

————————

— -

£ G EFF 14 l!fl(."ﬁl!‘ﬁli!t;ilf?&

:
=)
Dgaies

! !
) | [
o
]
| —
f
i : !
s } !
NS }
|
g .
.“n
W fop—
& -
.
Y
-
N \
8 | ;
-
TR -
B B %
o -
el | -
o -
N w
0 A R e k
e e
] i




HATCH

TYPICAL PAIN POINTS

(101
BRANDS CONSUMERS RETAILERS
[£o0 CONVERSION BROKEN JOURNEYS NU ALIGNMENT WITH BRAND
PUUR CX LIMITED PURCHAGE OPTIONS CUMPETING CAMPAIGNS

LOWER REVENUES DISTRACTIONS INEFFICIENCIES






BRIDGING THE CONSUMER EXPECTATIONS GAP

ACCEPT THAT CUSTOMER JOURNEYS DO NOT FOLLOW A PREDEFINED SEQUENCE

1. Be where the customer is

2. Offer all purchase options at any touchpoint

3. Remove all friction and deliver a seamless experience

O

I

POTENTIAL
CUSTOMER

[oee
- | ez

BRAND PAGE

&

DEAD END

CRITICAL
PROFIT LOSS

HATCRH
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BRIDGING THE CONSUMER EXPECTATIONS GAP
ACKNOWLEDGE AND EMBRACE DIFFERENT SALES CHANNELS

1. Define generic sales goals (across sales channels) - break silos
2. Develop channel agnostic marketing plans

3. Let the consumer buying preference prevail by offering all purchase options



BEING TRULY CUSTOMER-CENTRIC TODAY MEANS GOING
DEEPER THAN JUST OFFERING A PRODUCT OR SERVICE
THAT THE CUSTOMER WANTS, AND TRULY RECOGNIZING
HOW CUSTOMERS THINK, FEEL AND BEHAVE, AND THEN
DELIVERING THE MOST OPTIMIZED EXPERIENCE
POSSIBLE ACROSS EACH AND EVERY CUSTOMER

TOUCHPOINT.

Best
Global
Brands
2018

HATChH



Version 1.0

SOLUTIONS TO BRIDGE THE EXPECTATION GAP
BLUR LINES BETWEEN DIFFERENT SALES CHANNELS

XXX, XX €
Find a retailer (ZIP code / Address)
KARSTADT + Available XXXE
Media$ Markt v Available XXXE BUY NOW
ama;on % Out of stock XXE k
L. 8. 0.6 ¢
Walmart ¥ Available XXX€E

Powered by HATCH

ONLINE RETAILERS

Buy Online Buy Locally

New York, NY, USA
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5 Williamsburg Bridge 9

Né&/ Vprk

Manhattan Bridge
Brooklyn\Adge Q Q 4

Get Directions

0.6 km Call for availability
Get Directions

1.1 km Call for availability
Get Directions

NEARBY STORES

any way
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Brooklyn -
Bridge Park Flushing Ave e
~~ !OOKLYN Map data ©2018 Google Terms of Use Report a map error
0.3 km Call for availability (212) 269-0362
Open Now 07:00-21:00 ~

(212) 785-9521

(212) 219-1299
Open Now 07:00-20:00 ~

[} 4
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BRIDGING THE CONSUMER EXPECTATIONS GAP
CREATING A SEAMLESS UNLINE CUSTOMER JOURNEY

BUY NOW

(] seLecT PRODUCT []) SELECT RETAILER (] COMPLETE PURCHASE

Version 1.0



BRIDGING THE CONSUMER EXPECTATIONS GAP
CREATE A DIRECT PATH FROM YOUR oI TE TO A LOCAL RETAILER

Buy Locally

Buy O
Now kY, Us <IE8
usy
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Get Directions Open Now 07:00-20:00 =

=

SELECT PRODUCT ) FIND A LOCAL RETAILER IR ﬁ\?Nsl;%EzTEE PURCHASE

Version 1.0
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Version 1.0

MAKE ANY TOUCHPOINT SHOPPABLE
CREATE A SEAMLESS EXPERIENCE

P

Instock  €53800 @

bw fn stock £ 54000 @

@ frstock  €541.00 @

. dixons  Ocoses £5E00 @
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BRIDGING THE CONSUMER EXPECTATIONS GAP
FAPERIMENT, MEASURE AND OPTIMI/ZE

LEADS AND SALES
CONVERSION

992.814 s
Unique Le

o L e

5.876.583 Unique

(57,8%)

= LEADS UNIQUE LEADS oT
Py
) +
PRODUCT T / o
PERFORMANCE 2 i3
% ; 5 ‘ n
oh a ot & [ arcoal,Lime €18 17 @ B 2
€1 28721 0 0,0
61939 27 9 % . B
. % £
61.70! 4k 0 0 ”
. ol o
487.162 29.172.340.445 py6
TAILEF
RETAILER CONVERSION RATE
PERFORMANCE
RETAILER NAME LEADS v POTENTIAL SALES UNIQUE LEADS MY SALES MY SALES VALUE MY CONVERSION
Amazor 2.659 1.844

86

513.479 0 0 0,0%

423.898

Version 1.0
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HATCH BUSINESS CASES & EXAMPLES



HATCH

BOSE CAMPAIGN
| AUNCH OF THE 0C 35 HEADPHONES

When Bose launched the QC 35 headphones they wanted to
target business travelers. They built a microsite featuring
retailers powered by Hatch.

With LinkedIn they targeted frequent travelers and within
the Google Display Network they retargeted prior visitors

Checkout at the retailer using Hatoh technology. FINDING THE BALANCE BETWEEN @
BRANDING AND MARKETING Google Ads

AEY RESULTS =

“Bose microsite visual representation

» 31.011 leads generated monthly
» 388 % increase in CTR
= 2XImprovement in conversion performance

= Massive increase in RO|

Version 1.0 // CONFIDENTIAL 32


http://special.bose.eu/fr/

Version 1.0 // CONFIDENTIAL

ONE FOR ALL | ON-SITE IMPLEMENTATION
B00STING LEADS AND SALES THROUGH RETAIL

Support

gmart Control

URC 7980

Buy online:
-Aryos amazon

Currys (@ PCWorld

One for all recognized that over 90% of sales came from
retail partners and their D2C operations where
underperforming and it was also not cost effective.

One for all chose to abandon the D2C model and focus
solely on indirect sales, by letting the transaction and
fulfillment take place at the retailer by implementing Hatch
Where to Buy technology.

ALY REQULTS

= 8.1% AVG conversion for outbound clicks/ retail leads
= 17% incremental channel sales
= 133% improvement in overall sales conversion

33



LG RUSSIA | WTB-LOCAL IMPLEMENTATION
DRIVING SALES TO LOCAL STORES

LG understands that many consumers want to see, touch
and feel a product before making an expensive purchase.
For that they rely on their local retailers.

BASMANNY
DISTRICT
BACMAHHBIWN P-H

Instead of a normal postal code dealer locator, LG has
implemented WTB Local from Hatch showing consumers
with a specific product interest to a nearby store to buy
that product.

ALY REQULTS

= 487.000 store leads generated
» A potential sales value of 29 Billion Ruble

487.162 29.172.340.445py6 |

= Automated a very labor intensive job for LG maintaining
store location data and opening hours

Version 1.0 // CONFIDENTIAL
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BRIO.
IMPLEMENTATION EXAMPLES

(Click the screen to see a Live example)

Kundurwee  Portal  Change country

BRIOWorld Vactanke Hurviarbetar Our company

Bamvagnar
Bilbarnstolar
Alta produkter BRIO World Nder Presenttips Mobler

Sopbil med ljus och
ljud

Gor variden till en renare plats med BRIOS nya
Stervinningsbil. Med Jus, ljud och ett tydligt
budskap Wter den ditt barn ha roligt och

samtidigt Lo s vikten av att samla aviall -
och sortera det ordentiigt

D v B S

W ASSOATIMENT  NOW-TOTWICKATE  VERAOOPM

Fodanicn B2 000l 10 0D d0 Wi wireld van Pat luchtrum. Er vt 2oven to Diliven n de lucht
5 Utgebeoid et een Retroplane, Spaceshuttie en oon Stuntplane. 20 kun jo nog mees plerier
de wondere wereks van het lucheruien, Stuk voor stuk prachtige creaties om te Boowen e ma
Maw ouw fantase kont goon grenzen, dus ouw wiat je utoindoliio witt

* HOOP OIT PANKET

35


https://www.brio.se/produkter/alder/18-manader/sopbil-med-ljus-och-ljud
https://www.twickto.com/nl/aviation-2

Version 1.0 // CONFIDENTIAL

RWICKTO,

1S

IMPLEMENTATION EXAMPLES

(Click the screen to see a Live example)

Kundurwee  Portal  Change country

BRIOWorld Vactanke Hurviarbetar Our company

Bamvagnar
Bilbarnstolar
Alta produkter BRIO World Nder Presenttips Mobler

Sopbil med ljus och
ljud

Gor variden till en renare plats med BRIOS nya
Stervinningsbil. Med Jus, ljud och ett tydligt
budskap Wter den ditt barn ha roligt och

samtidigt Lo s vikten av att samla aviall -
och sortera det ordentiigt

D v B S

W ASSOATIMENT  NOW-TOTWICKATE  VERAOOPM

Fodanicn B2 000l 10 0D d0 Wi wireld van Pat luchtrum. Er vt 2oven to Diliven n de lucht
5 Utgebeoid et een Retroplane, Spaceshuttie en oon Stuntplane. 20 kun jo nog mees plerier
de wondere wereks van het lucheruien, Stuk voor stuk prachtige creaties om te Boowen e ma
Maw ouw fantase kont goon grenzen, dus ouw wiat je utoindoliio witt

* HOOP OIT PANKET
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https://www.brio.se/produkter/alder/18-manader/sopbil-med-ljus-och-ljud
https://www.twickto.com/nl/aviation-2
https://www.brio.se/produkter/alder/18-manader/sopbil-med-ljus-och-ljud

wnlav

XWICKTO )

<

IMPLEMENTATION EXAMPLES

(Click the screen to see a Live example)

Twcts L au ton =ty Qe Tanits YAy AN

Bndwerwce Portal  Change country

T socui | Y

‘)‘ay Mot Lite Thas word spolen busen gewoon!
(mueum‘,big!

Cotegoriedn  Trikes  Nieuwe producton  Leeffijdscategorie  Activiteiten & Keurploten  Nieuws

BRIO World  Vactanke Hurviarbetar  Our company

::;:v:g:;! < Noor overnahd Codogooin - Old > Rdeons
) World Nder Presenttips Mobler
SOpbll med |jUS och 4-in-1 xuxe Edition -
Neon uw
Dese owrdrebioiis Nooreom 4-0v | Luve Goe

ljud

GOr variden till en renare plats med BRIOs nyo
Atervinningsbil. Med fus, ljud och ett tydligt
budskap later den ditt barn ha rofigt och
samiidigt ko $ig vikten av att samila avfall -
och sortera det ordentiigt

2500 CHNrpon (rm e 16 Grotwon it U

Qewarmioond bokiodng on afroonmiaro b

> Hier verkrijgboor

Fodnicn B2 5000l 10 0D d0 Vs wireld van hat luchtrum. Er vt 2oven to Dileven i do lucht dat Adanon
s utgete 000 Retrops % Azie ¢ 0o Stuntplane, 20 kun Jo nog moer plerier boleven aan
de wondere wereks van hit Rachiruen, Stk voor stuk prachtige creaties om te bouwen e moe Le spolen,

Maw jouw fantase kont goon grenzen, dus bouw wat je urtondoliio wit

* KOOP OIT PANKET

37
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https://www.brio.se/produkter/alder/18-manader/sopbil-med-ljus-och-ljud
https://www.twickto.com/nl/aviation-2
https://www.littletikes.nl/categorieen-old/ride-ons/146/4-in-1-deluxe-edition-neon-blauw

HATCH

SOME OF THE TOYS RETAILERS WE WORK WITH

VToyS THYS
Einfacl fiir ’/ r Ys

Chbbymorkt @xybul

mothercare

Klick. Klick. Gluck.

/\* EEEEEEEEEEEEEEEEEEE
DreamLand

ToP 1 TOYS

Nummaer &én in spealgoed!

Version 1.0
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()

RETAILER

Free leads
High conversion rates
Brand Exposure
No cost

WHAT'S IN IT FOR ME?

Incremental sales
More marketing ROI
Enhanced CX
Insights
Omnichannel

Seamless path to purchase
Options to buy
Buying confidence

HATCH

39



THANK YOU!

Joris Kroese
CEOQ

\ +31624277919
M |.kroese@gethatch.com
@& gethatch.com

HATCH



https://gethatch.com/

