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SHINE Trend #1
Unprecedented Times = Lack of Predictability

., Not all storms come
to disrupt your life,




SHINE Trend #2

Global Pandemic = Massive Shift in Consumer

Behavior with “The Digital Explosion”

21.25

Statista 2021:

D2C is rapidly on the rise,
with D2C ecommerce sales
in the US surging from
$6.85B in 2017 to a
projected $21.25B in 2021
(83X increase)



SHINE Trend #3
Consumer Shake Up = Frictionless Shopping

Contactless payment rises to the top!

« BOPIS grew 259% year-over-year by August 2020 (vs. 35% historically)

» 79% of shoppers say that contactless store pickup is very important to them

» 80% of shoppers expect to increase their use of BOPIS & curbside pickup through March 2021

WE'VE GOT

CURBSIDE
PICKUP!

STAY PUT & WE'LL
BRING IT RIGHT OUT!

Totally contactless | Practically effortless X Sources: Adobe & Incisiv




SHINE Trend #4
Pace of Technology = Consumer Expectations Rise

Consumers are RAISING THE BAR and adapting quickly to new technology
« They expect personalized and relevant experiences
« Atrtificial Intelligence is NOW with data driven decisions and automation
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SHINE Trend #5
Flexible Workspace = New Office Economy

« Office life has radically shifted to working from home = the new normal

« The Economic impact is huge — global commercial property investment volume fell by 48% in Q3
* Plus, people are on the move...

-.0K MANHATTAN, NY
-430K BROOKLYN, NY
-31.3K CHICAGO, IL
MIGRATION Thousands of people 272K SAN FRANCISCO, CA
are moving from urban 264K LOS ANGELES, CA

FROM MAJOR centers - particularly

-221K NAPLES, FL

URBAN AREAS pricier markets 155K WASHINGTON, D.C.

dominated by the tech 49K HOUSTON, TX
and finance industries. 128K PHILADELPHIA PA



https://www.worldpropertyjournal.com/real-estate-news/united-states/new-york-city-real-estate-news/commercial-real-estate-news-2020-commercial-real-estate-investment-report-coronavirus-impact-on-commercial-property-investment-in-2020-cbre-commercial-property-investment-data-12207.php

What does this mean for us?

* Increased data driven automation to
elevate customer experiences

« Accuracy of identification by reaching
individuals and not cookies

* Products shifting to casual workwear, R
home comfort and DIY :

* New payment methods and expanded
shopping options

« Shifts in marketing budgets...direct mail
IS down but far from out

® Increase @ Decrease Not affected
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BREAKTHROUGH CREATIVE
FOR TODAY’S MODERN BRANDS
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President & Partner
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THE CONSUMER MINDSET HAS CHANGED.
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BUT EXACTLY WHAT HAS CHANGED?




FWD

WE’RE ALL SEEKING MORE MEANINGFUL THINGS.

THINGS -
THINGS -

THINGS -

A
A

' B
A

A

A

RING US PLEASURE OR JOY.
RE USEFUL.

DD VALUE TO OUR LIVES.



FWD

IS YOUR CREATIVE MESSAGING ADAPTING
TO THESE CHANGES?



FWD

YOUR CREATIVE HAS 3 OBLIGATIONS:

DISRUPT. DELIGHT. DRIVE.



FWD

YOUR CREATIVE HAS 3 OBLIGATIONS:

DISRUPT. DELIGHT. DRIVE.



STORYTELLING
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THE POWER OF STORYTELLING:

e MORE MEMORABLE (retain 70% from stories vs. 10% from statistics)
e HIGHER EMOTIONAL ENGAGEMENT
« WE USE FEELINGS INSTEAD OF FACTS WHEN EVALUATING
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HOW TO USE STORYTELLING TECHNIQUES

(JUST LIKE SHAKESPEARE AND SPIELBERG)



WHICH ARCHETYPE ARE YOU?
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CLASSIC STORYTELLING ELEMENTS:

1) CHARACTERS
2) SETTING

3) CONFLICT

4) SOLUTION
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CHARACTERS/
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WHO IS THE HERO OF YOUR STORY?
YOUR FOUNDER? (steve Jobs, Elon Musk, Richard Branson)
YOUR EMPLOYEES? (starbucks, Southwest)

YOUR CUSTOMERS? (Lululemon, Harley-Davidson)







*This Is The
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Ever Made.”
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203 likes

stio Our mid-winter restock just landed with
over 30 new colors and styles to... more
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stio Fresh snow and puppy love. What more
could you ask for?
#lettheoutsidein

@A Q o @

—~

S




ALLEN
EDMONDS






g

istillin
of American

2
i =
),
c
®
&
)]
ol
Hil
©
By
O

D
the art

st The Strandmaok
Cop-Toe Qxford,
Cognoo Tiwmbiod $345




sosanrs Dwwp Ructangle F'-m- Rusder, Brown $120
worsnm Tartan st Camo Pring Scarf $124
wwsn Froodom Checkerod Siaer. Wooi Blond, W/Wn’ﬂ
wense Walher Straight Log Jean, Dark Ringe $195
saz Strandmok Cap-Toe Oxford, Cognac Tumblod 3346
Shop at AllenEdmonds.com

Al Alwnfamordscom  1-B00-235-0040

- 'g.

THE STRANDMOK CAP-TOE OXFORD $345

WIth o refosed lock N Iightweignt construction, It's our oaeic
dress cop-ton rermngned for the modem man

o, T IH AN

oo Bilack, seoo Bileck Tiam!
soon Brown Tumbled, see2 Cognac

v Brown
IMEAed htwert

AL T
Rkttt Avecvun Belt $88
1rsoe Bronary, 1 Dark Brown, v Black

[

| Laam the story of Master Diststler Gobin Spe : | :-AN‘L': Dty
EEALp . e T




FWD

SETTING /
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WHERE DOES YOUR STORY TAKE PLACE?

IN THE OUTDOORS?
AT HOME?

IN THE KITCHEN?

IN A CERTAIN CITY?



MEN WOMEN KIDS GEAR i SIGN IN

Our Roots
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CONFLICT / SOLUTION



#Huckberry

Only 8 Days
“Til Christmas
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Bestselling Gilts
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Our Top 5

(WELL, TECHNICALLY YOUR TOP §5)
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9 PIECES

3 LOOKS ¢

Qur stylist, Laura, shares her tips on how to get
more mileage out of your closet.

"Post-gym,
throw on a pair of
slouchy j ;oggers
2~ overyour tights,"
Ve

"Sometimes, more
is more. Don'tbe
afraid to throw on
a jacket over
acozyvest.”

"Experiment with =t 2 A Roobok"orol;acusnnddod D Classic Leathor Parfect Spilt $76 G Studio Ribbed Craw $60

tinctures and printsl®. 8 5 0 ARZB15 Sizes 5-11 AY093% XS-XL
) 883803 XS-XL E mn»u.mm Bombor Jacket $180  H Studio Favorites
893 X!

B Cardio Mosh Tee $35 . MuscleJoo $38
3 ; 3, AYDB79 XS-X F summu.banmm-emm! 885 AXE728 X§-XL 2
“ _ C QuikCotton Vest $76 593785 XS-L ' Dam:eKnltMoto Pant $55, 003
- L5 $93727 X5-XL 593784 !
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REDEFINED

Where is it right to wearwhich white? That's a tongue
twister to be sure, but deciding which between white
shirts shouldn't twist you up in knots. So we've helped
define the WHY of our elght white shirts.
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STORYTELLING + SELLING



FWD

SECRET TIP:

INVITE YOUR CUSTOMERS TO BE A PART OF THE STORY



FWD

FINAL THOUGHT:

PEOPLE ARE CRAVING MEANING IN THEIR LIFE.
MAKE YOUR BRAND STORY MEANINGFUL.




FWD

“Marketing is no longer about the stuff you sell,
but about the stories you tell.”

- SETH GODIN
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Thank you!
BRENT NIEMUTH

President & Partner
J.SCHMID

EMAIL: brentn@jschmid.com

J.SCHMID
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THE ULTIMATE RESPONSE DRIVER

TIM CURTIS

President & CEO
CohereOne

cOne | &Kalio™ | 1SCHMID
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Why Direct Malil?



Haptics — The Reemergence of Print

Sensory Experience

More than half the
brain is devoted to
processing sensory
experience

Endowment Effect

Tips the psyche
toward ownership
imagery, triggering
strong surrogate
Impulses

Haptic Brains

cognitive scanning
abilities is impacting
digital efficacy

Successful brands appeal
with clarity, authenticity, and

relevance o )| 1CT ‘()l e

= |
Reemerging Senses ////
Changes in the brain’s ; /(//{



FWD

"Print engages the brain’'s dormant
response centers. It's science.”



Full-Funnel

Catalog

Solo Print

Email

‘ Email Remarketing

<

SEO

SEM

Site Visits Social

Views Products

Considers Purchase

Email Remarketing
Starts Checkout
Digital Retargeting

Postal Retargeting

Abandons Cart

( Makes Purchase _
A cohereQne
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A New Approach for A New Age



Single-Source Models

BEST?

GOOD?

FAIR?

WORSE?

\‘:" N h
J1
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Multi-Model Methodology

MODEL SOURCE “A”

MODEL SOURCE “B”

MODEL SOURCE “D” *

Nl cohereOne
"~ MODEL SOURCE “C”
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Engaged with lower ROI

UNIQUES

T

Moderately-engaged

2X MULTIS
with good ROI

3X MULTIS
Super-engaged
with best ROI

T

cohereOne
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Wild. Wild. West.

In 2020, Google dropped a bombshell on the
advertising industry saying it would “phase out
support” for third-party cookies on Google
Chrome by 2022 (effectively killing them).



“Tech giants continue to use their dominance to push
Changes that SEIf'advantage...” — Paul Bannister, AdExchanger/CafeMedia

In other words, digital advertising will become less exact
and more inferred...and that’s a potential multi-billion-
dollar problem for brands.

cohereOne



So, what adjustments need to be made?

cohereQOne



“Profit Is a function of the
iIncremental.”



Naturally i}
Incremental®




The Holy Trilogy of Marketing

&

Acquisition Retention Reactivation
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Contribution by Order - By Channel

$120.00
$99.47
$100.00 =
$80.00
$69.31
$60.00
$43.11
$40.00
529.67 $27.64
N . .
$0.00 . . —— S
0-12M Buyers 13-24M Buyers 25M+ Buyers DM Prospects Email Paid Search

I Contribution by Order - By Channel
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Contribution by Order - By Channel

$120.00

$99.47

$100.00 $93.61

$80.00
$69.31

$60.00

$43.11
$40.00
529.67  $27.64

$20.00 $12.98

. $8.33
$1.99
So_oo — S - I

0-12M Buyers 13-24M Buyers 25M+ Buyers DM Prospects Email Paid Branded Paid Non Paid Paid Social
Branded Retargeting
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Incremental Dollars Per Piece Mailed

Retention S4.06

Acquisition $1.25
$0.00 $0.50 $1.00 $1.50 $2.00 $2.50 $3.00 $3.50 $4.00 $4.50

cohereOne
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Incremental Contribution - By Mail Piece
»5.00 $4.69

$4.50

$4.00

$3.50

»3.00 $2.71

$2.50

$2.00

$1.50

$1.00 S0.77

$0.50 S0.25

50,00 S =

W Direct Mail + Catalog MW Direct Mail




DIRECT MAIL INTEGRATION CASE STUDY
- T

Email Incremental Acquisition Browse
to hold out channel intent

Bringing it
all together

The secret’s out — print is a digital champion! When direct mail is
successfully and artfully integrated with other digital indicators and
channels, we typically see increased performance.

There's just one way to find out what kind of lift our direct mail
integration strategy can produce for your brand. Test. Retest. Rollout!
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Digital Buyers — Score 10+

$35.00

$29.22

$30.00

$25.37

$25.00

$20.00

$15.39

$15.00

S12.41 S$12.13
$10.00 S7.70

All Drops 1 Per Season None-Holdout

$5.00

$0.00

m S/Customer M Contribution Per Customer
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Response Rate

45.0%
40.0% /
172% Lift!
30.0%
25.0% /
20.0%

A

15.0% / /
10.0% //
5.0% B

0.0%

Year 1 Year 2 Year 3 Year 4 Year 5 Year 6 Year 7 Year 8 Year 9

--Active —=—QOpt-Out
cohereQne
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“The paradox: offline & online
Integration iIs empowering the next
iteration of sophistication and data

actionability.”
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Thank youl!

TIM CURTIS

President & CEO
CohereOne

EMAIL: tcurtis@cohereone.com

cOne | &Kalio™ | 1SCHMID



WD | THE FORUM FOR RETAIL BRANDS

/ HABITS OF HIGHLY SUCCESSFUL
MID-MARKET ECOMMERCE SITES

KIM PLANET

Chief Solutions Architect
Kalio Commerce

cohereOne | ®Kalio™ | 1SCHMID



3 Key Focus Areas:

Implementation

Page Load Time

Ongoing Site Changes

(Especially in Ecommerce!)

Fw D 3233333333033 30303 0 0 ) A 1 N Y ) Y R N I A I I I I NI NI

7 Habits of Highly Successful Ecommerce Sites S Kalio



Speed of Implementation

Implementation Timeline

56% LESS TIME

MONTHS 1 2 3 4 S 6 (4 8 9 10 11 12 13 14 15 16

Faster Turnarounds = Less risk, lower cost

» Modern SaaS-based platforms
designed for quick set-up

» Principals need to be engaged in
the process

» Single partner is more efficient
than multiple partners

» Pre-defined integration points
expedite the process

I:W D 3233333333333333333333330333 3330330330033 1 0 0 1 R R 1 1 N Y 1 DY Y A 1 1 A 1N I I N I IIINIIIINIIND)

7 Habits of Highly Successful Ecommerce Sites

S Kalio



Habit #1 Speed, Speed, Speed

The Impact of Page Load Speed

SALES

79% of customers who
report dissatisfaction with
website performance are
less likely to buy from that
same site again.

SPEED AFFECTS
REVENUE
If your site makes
$100,000/day, 1 second
improvement in page
speed brings $7,000 daily.

7 Habits of Highly Successful Ecommerce Sites

MOBILE USERS

64% of smartphone users
expect pages to load in less
than 4 seconds.

SEO

1 second delay in page load
time means 1% loss of
page views.

CUSTOMER
EXPERIENCE

47% of customers expect
a webpage to load in 2
seconds or less.

Clg

CONVERSION

1 second delay means a
7% reduction in
conversions.

Source: HubSpot

SKalio



Page Load Performance Recommendations

» Site Hosting That Performs
» Caching
» CDN and Data Caching
» Full Page Caching
» Javascript
» Eliminate, or defer the loading of 3'd-party tags
» Images
» Focus on compression
» Lazy-load images
» Implement AMP Pages for mobile

& discount ramps . 4

L Discount Ramps ©

Discount Ramps

Shop Discount Ramps for the best prices on
ramps & equipment for all your loading, hauling,
and mobility needs. Free Shipping on ...

Wheelchair Ramps

Ramps

Powersports N
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7 Habits of Highly Successful Ecommerce Sites

S Kalio



On-Going Site Changes

Being flexible and nimble is the key to future success:

Minutes Hours

» Price updates » Landing pages

» Image updates » New categories
» Copy changes » Platform upgrades
» Inventory » Page layout

» Promotion setup changes

» 3rd-party tags » A/B testing and

» Banner changes modifications

Days

» Extended
functionality

Weeks

» Sub-brand site
spinoffs
» Replatforming

I:W D 3233333333033 30303 0 0 ) A 1 N Y ) Y R N I A I I I I NI NI

7 Habits of Highly Successful Ecommerce Sites

S Kalio



Habit#2 They Break the Replatforming Cycle

The Replatforming Cycle

Replatforming Gap Continuous Evolution  ===Replatform Cycle

Typical replatform cycle:

Every 3-5 years

/ Huge Stress on Team

During \ /
/ Replatform — Costly

When new site

/ §|te i launches, there is
o ignored.

a settling and Very Risky for the
transition period. Business

ECOMMERCE CAPABILITIES

TIME

7 Habits of Highly Successful Ecommerce Sites @ Kalio"



. : Test More
» Never Stop Working your website Revenue- Tﬁ?,?é‘i;

Increasing Revenue
Ideas

» Adopt a Process of Continuous Change
» Strategy — What to AB test?

i Accelerate
»~ Prepare the Test Speed, Growth Strategy:
Lower Cost, What to
» Deploy the Test S o Chatice
» Evaluate the Results the User

» Make Winning Changes Permanent

Configuration,
Not Custom
Code

l:‘N D 3232333333333333333333333333 3333330303033 1 0 N 1 N 3 A R N N 1 N Y 1D R N D 3 R 0 N I
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Habit#2 They Break the Replatforming Cycle

How to Break the Cycle

I
¢

Limitless Commerce -- Capitalize on the “Architectural Flexibility” of your platform

Headless Commerce -- Complete control over the UX separate from the platform
Platform Roadmap -- Continuous platform enhancements via regular updates

Philosophy of Continuous Improvement — Always work your site

/
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Habit #3 They Taillor The Solution to Fit Their Business

Mid-Market Companies Require Unique and Sophisticated Solutions

Key Customization Areas:

Pricing

Promotions

Shipping Crucial to differentiating
Merchandising your business and
Gifting Solutions driving revenue growth!
Branding

UX/Design Elements
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Habit #3 They Taillor The Solution to Fit Their Business

Without Spending An Unlimited Budget

Custom Solution Drawbacks:

Can be expensive
3-5% of ecommerce revenues
Internal staff turnover can leave you exposed
Why reinvent the wheel?
Ecommerce team must double as software business analysts

You don’t have time to do it yourself

7 Habits of Highly Successful Ecommerce Sites < Kalio



Habit #3 They Taillor The Solution to Fit Their Business

Need to Find the Right Balance Between Systems

Integrations can make or break an implementation
System of Record — Who owns what data?

Leverage real-time integrations for Inventory, Customers, Orders, Gift
Card Balances, Tax Exempt Status Lookup, Account Balances, etc.

Don’t be afraid of integration for the right reasons

Loosely coupled integration between ecommerce platform and
OMS/ERP that utilizes best capabilities of each system

1+1=4l

Integrate directly with 39 parties for real-time tax, payment
authorization, and address verification
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Habit #4 OmniChannel i1s Possible

Start with the basics. Ensure accurate inventory across all channels.
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Show Store Level Inventory on Product Pages

5 Agri-Direet Mail Order Center

Inventory for ASC # 12248
COSMO Fenrtilizer Spreader, P500

Retad Locations Inventories (‘call before dnving)
Garmer, North Carolina

Graenwilie, North Carolina

Tifton, Georgia

Lumbearton, North Carolina

Petersburg, Virgania

Ststesboro, Georgea n
Valdosia, Georgia 6
Monroe, North Carofing 21

* Please call prior to driving, stocks listed above may be up to 1 how old. If
the Mail Order Cantor does not have stock your tem may ship from a retail
lacation with no in in shipping ges. Cick on the location naarast you to

nat sines dertinne anvl tha rhana rmbar

INFORMATION -
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Shipping Information

O Enter my shipping address

O Use my bil s
Ship to Dover Saddlery Retail Stor lear selection)
\

North Carolina

O Charlotte

5125 Nations Ford Road
Charlotte, NC 28217
704-523.5995

N\

O Raeleigh

7920 Skyland Ridge Parkway
Raleigh, NC 27617
919-596-4920

New Hampshire

O Plaistow

16 Atkinson Depot Road
Plaistow, NH 03865
603-382-4000

BOPIS & BOPAC

» You can do this!

» Requires
platform with
flexible UX
capabilities

» Key challenges
are back-end
data integrations

» Near real-time is
good enough

Reserve & Pick Up x

Sepergocp!

Unaeen Susscreen S5F 20 PAees
RN 205609

S2E VT som

.-
1O
Coy A Dale = 00
o

() 1. sepheea Westgate
n Stock - Mesarvaton mol ofered

San Jose. CA§512%
Open untl unceflined « S mies Joay

— Santana Row (Curnuce a)
Limited Stock
377 ey

Sutle #1010
San Jose CASS128

Open unsl 700 P « 7 mies away

() 3 sephora Valley Fair Westheia i)
Shopping Town (Curbside Pickup
Avaiapie)
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The Advantages of SEO

» It's free
1 | O ¢ i
» It's always on s & |
| 3 f. -,‘T 3 E & 5\
» Compounds over time | NAEEHS Ry 11
4“".""'7"9%: %3 5 i 3 § Z $ 5? 'Q_ N of ]
i i i 4 B o~ Ty T ZA S8 ‘
» Aligns with buyer intent | Pagent g SS5F 2 F &
o FT "\5\9 ‘
: . . ,‘ Co we® .
» Very back-end focused so not easily replicable by competition | e S e o s i |
900 o0 ,5‘«-0 52 \\." s 0, my, NG {
1 4 °°§- 5; :’; ¢§°0 f‘ 5 § :; % OC. e ':,.:'M"OM,,
| “o‘ s .: t:, & 8.\ B ::! = é-‘ g. @ '3,‘: .*o”’ (/o/ |
] 8§ "% |
H

Insanely high-ROI! |

Source: Charles Floate
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Habit #5 Their Websites are Easy to Find

SEO Is Not Easy

c3n¥@ﬂ+

Requires a multitude of skills including:

”&'Ftﬁng

Product knowledge algorithm

.‘LQ.S“‘/\
J

Technical site capabilities S E O

Knowledge of search trends

4 5 L
/, S,‘v{ .1—qu(j ‘.VI

Strong content development .7 4 links

research

Q Lmﬁwo(JS

Ongoing process with the ability to continuously monitor, -

iterate and update
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Habit #5 Their Websites are Easy to Find

Start with a Strong Emphasis on SEO Technicals

Technical Elements:

SEQ Basic Information

Control over:

Fage Title
Meta Descriptions, H1s Description
SEO Friendly URLs Image "alt" Text
Image alt tags Friendly URL
. Head Line

301 Redirects _
Sub Head Line

Automated 301 Redirects
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Habit #5 Their Websites are Easy to Find

Next, Focus on Content

Article Edition Info

" Easily add SEO rich content to the site

Edition Start Date | 2/3/2018 12:00 AM =R

A Ean fent Content blocks

'|3Cp:-:v|BI U« X:f}'ﬁ:ﬁabe %‘E ‘E:.-A'{’)t'|

wE=E A0  -lao-@3-[H |)tﬂl_—|5 = - ..
| EERS | Short and long descriptions

Kalio, Inc. Privacy Policy

(EFFECTIVE APRIL 1, 2020) WYSIWYG interface

Thank you for your interest in Kalio, Inc.

Edition1

Kalio, Inc (Kalio) develops and delivers its cloud-based ecommerce platform and services to mid-market online retailers. Kalio is committed to establishing and maintaining policies and pre

gathered from customers, partners, website visitors, and job applicants.
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Habit #5 Their Websites are Easy to Find

T it Consider Smart Facets

N

3'd Refinement

Generate, unique, indexable category pages on the fly
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Habit #6 Their Products are Easy to Find

Key Site Search Features

Features l?

4 1
Auto complete ¥allheart Orders Sg:fofme Day! S
S pe I I C h eC k POPULAR SEARCHES FOR SCRUB
. Women Men Brands Lab Coats Shoes Stethoscopes PPE and More Medical Devices R
Search suggestions _

tall scrub

Recommended products SNOWED IN Y scrusbie

| -
TOP PRODUCT CATEGORIES FOR SCRUB
Scrub Stuff
ScrubZone by Landau
UPTO ° Jockey Scrubs
40 /o Sapphire Scrubs

* Scrub H.Q. by Cherokee
OFF
Focus on Result over Features SAVE NOW

ScrubZone by Landau Women's V-Neck
*Click for details

Did you mean?

Prioritize by margin,
demand or deprioritize by
iInventory availability

A
1]
K
o
§d
A
v
=
@

Scrub Top & Cargo Scrub Pant Set

§!
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Habit #6 Their Products are Easy to Find

Simplify with Integrated Site Search

Site search is used for product discovery,
categorization, faceted navigation and
recommendations.

Integrated vs. 3"9-party search solution:
Improved site performance

Fewer 3" party integrations
Cost savings
Better user experience

Fewer data feeds to manage

7 Habits of Highly Successful Ecommerce Sites
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Jackson & Perkins.

Search resulls for "sweet rose”




Habit #6 Their Products are Easy to Find

Taxonomy

Clean, well-organized, data-driven navigation
Etsy ‘ om W

Preferably multi-level

A3 Clothing & Shoos 4 Women's Clothing Women's Shoes

Include Product and Thematic categories

No more than 10-12 top-level options

Liberal use of lower-level categories to avoid
multiple pages

Desktop — limit 40-60 SKU’s per page

Mobile — consider infinite scroll
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Habit #6 Their Products are Easy to Find

Attribute Data & Product Filtering

“
w-iiem i —
o T o oy v rom v aresd
SO R - —n T . - —-

e
MO

[

Make it Visual
Use visuals to sort and filter

Customize attributes to specific
product categories

Color -
.
Lrie
’
-

Brand

Limit filter variables height to ~5

elements, then use “Show More™ or —
scroll to expand options — o
efes -
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Habit #6 Their Products are Easy to Find

For Complicated Products, Use Product Finders

sstack.com . .
SCHNEIDERS d- ® & Blanket Fit Finder
ool it vl iaernil nesl
§ 0 AR On I YIRT PUALMSLY @ 10w MCH Godeatlly O TRUSTED WK | iy

W FRLL SHPPING ON OKDERS OVYA $1000 © 10 SATIACTION SN

Which type of horse is Roxie?
Blanket Fit Finder Mini Pony Horse
Find your perfect blanket in just 60 seconds. h h h
How tall is Roxie? What breed is Roxie?

v --Select Breed Type v

«Back NEXT»
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Progress Results

Blanket Fit Finder Blanket Fit Finder
So Roxie is a mini 4 years old horse with upright shoulders, a long mane, Roxie's Perfect Wardrobe
low wither, high head carriage and a standard chest. Turnout Blanket for Winter

Roxie's best-fitting blanket will be a Cutback fit with a Surcingle style.

Next, let's find out how tough Roxie's blanket needs to be.

ARMORFlex® Challenger Cutback Fit Minlature
Medium Welght Turnout Blanket - Surcingle

Py oavn
Y v
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Custom Kit Configuration

search Q  oond um’ Soarch Q  wenad um’
cuues GRIPS SHAFTS RALLS CLUBRMAKING ACCESSORIES SERWCES DEALS RULLY Sy = BaLLs «Q iy
Custom Sho I HASSRPEET
P Maltby TS-1 Forged Iron Heads
Choose Your Club il Rl e
e .\‘\,~
\ A
SS t Yogf S Your
\ ¢
Driver Fairway Hybrid Wl T8 et v e <o SO rremyon IO
1. Select Clubs 2. Select Shaft 3. Select Grip
e o pr— Salect Mararial Salnct Qrard
=N B :
\ \ CT = on
e — Lles S Llea
L Srw W
4, Custom Options
Select Prping Leagth oy g O Predict Nates
iron Wedge Putter S Ay g M yieatingarmhdforiigs Totat 1855
-

Sermrt Un -
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Custom Kit Configuration

GOLF /N Sench Q  eend um’
e s ST LU RS LT ACCESION T e B

o Ry Rt g -

Maltby Ts1 Forged Iron Heads

Wy 71§ b e i |

SN

g Mg o ...-.......;-,- ST PO e
1. Select Clubs 2. Select Shaft 3. Select Grip
Swwel N oty Dot
g -
G e Sa
68 " " bt Bevas
L L L] -
Sebert Nes
P et PARDwg o8 e 0
D demitien
4. Custom Options
B Py e roduy na
St Mg He o  adliomdiiomns v e = Totalk: 5424 95
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GOLF, f Samch Q [E ) um’

e Ll ST el Luaneav ACLSIO G e Bl
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Maltby TS-1 Forged Iron Heads

Wy Ti T b pes i L

=

il e raa Ty lesrsana e n
115 s st bt Mo M ST gt Mo | 2T ok g B St
LN TEE ..
LSt s 2. Select Shaft 3. Select Grip
Sewil N
et M- N
G - S . e
e T ) Voot Beand
LD e i
aa | e J oo |
=3 prere
g it PURDg 1 B .
DR e
et seimtivmn
4. Custom Options
et P L Prostuet Bates
— ol | e Total: $468.40
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Habit #7 They Ditch “Green Screens”

Web Order Entry

No additional license cost for each CSR

2111ng Informe

Web interface greatly reduces training requirements vs. legacy i e

B2 QUAR PLAN ACCOUNT

order entry systems ne: Joumd e

P.O 7 P

Easily used by remote/offshore call centers sopiiPe-ses s

25/1e/01 } CASH/CHEC

Utilizes rich product information and all promotion and business » 12

12/12/09 NO

12/12/89 BILL

rules from website

11/11/e9 NO
INSURE t NO

Comes with security and user-based roles/permissions and ee

9.0 o

logging of customer service activity

T —

Override capabilities are available for pricing & shipping

L
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Search Existing Customer's Billing
Addresses

Ertr suiaain) bulow Aflownt by wnber o 5ok Semnch

—ainmer v

2 Mo

Shawing 110 10 of 2783 278 ertrien
Setert Cushotes 3 Flst Nane

Customer Lookup

RESET

sl Rate

Stee To Tomnnry

Tese=) Camnmon o
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Web Order Entry Process

Billing Address

TR MANE

ATMRET ADOWEYY
123 Man St

Company

New Em Addiess [opfionad

AWVE BILLING ADDRESS AND SELECT PRODUCT

Billing Info

LATY WA
Planel

Apass?

Uniizd States

Omio

o
§13556%212




Order Entry
| mcrwmss | smcemmomee | werus | cscomss | s | emocomnns |

7
:i"

m

KEYWOSL CATEGONY O dku s
Kepwond, Categoty of Ri #

ORDER INFORMATION
My Otder (Cacmingd, OH 45223)

2 Trays Navel Oranges & Ruby
Red Grapefruit
e & 2NN

$49.99

15Se0q reopeece 2 DES card by mal

W ARELY

Sourte Cooge

Web Order Entry Process

Esumated Amval J

125 - 17302021

Ao 3 G Messags 4

Checkout

Sec‘“-e Checkout “ 1. Recepient Details B 2 Review & Pagment = 3 Orcer Compiets (]
Halz et (I s = o0t you sign o)
Shep 1o Myseit (1 ftem) Summary  WFeumtCat
n;‘u-- LAST A - : ss%
4= EAE R
ITREST ADOREIL Told st
Carpany Iopooe) 123 Man St
Apely Prowe Code /'
cres sz 2>
AL unit sisio cnainnay ohke v =22
& CONTINUE
B Al This Addeess ) Your Adcress Sook
mcafes
2 Trave Nawel Qranges & Ruty Red  Estimated Arrival /' Add 2 OF Wessace 4 SIOURE

Geapetut
llom & 283 | Oty 1
54599

125 - 1202621

AT T e
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WD | THE FORUM FOR RETAIL BRANDS

Thank You!

KIM PLANET

Chief Solutions Architect
Kalio Commerce

EMAIL: kplanet@kaliocommerce.com

www.kaliocommerce.com
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WD | THE FORUM FOR RETAIL BRANDS

LET’S CHAT

cOne = ®Kalio™ | JSCHMID | # SHINE



WD | THE FORUM FOR RETAIL BRANDS

QUESTIONS?

cOne = ®Kalio™ | JSCHMID | # SHINE



