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Las ventas de retail en Europa recuperaron
en Junio su nivel previo al covid19

Deflated turnover for total retail trade
2015=100, seasonally adjusted series
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US e-commerce penetration, %

10 years’ growth
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First-order Low Touch characteristics (manage health crisis)
Second-order Low Touch characteristics (manage economic crisis)

Gradual exits from

SOCIAL DISTANCING lockdowns Evady '2021
accine =
Don't get close to others, e
limit physical interactions,...

Measures fluctuate up
& down to mitigate
new outbreaks *

Plateau after vaccine
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Covid-19 outbreak Mass unemployment, Example: Example:
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More info: lowtoucheconomy.com

* Height and frequency of subsequent waves
is dependent on:

- effectivity advances in mass testing & tracing
- effectivity advances in treatment

- immunity share of population

Full recovery to a
new normal
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BREAKDOWN OF RETAIL SALES, % OF TOTAL RETAIL

Source: US Department of Commerce.

Brick & Mortar === E-Commerce
100%

90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Stage of
Adoption Innovators

Absolute Growth: Slow

# OF ADOPTERS

Early

Early Late
Adopters

Majority Majority Laggards

Medium Slow

High

Flattens Decelerates

Increases Accelerates

Comes to Halt

Change in Growth:

TIME
www.ecommerce.institute



FOCO EN EL DESARROLLO DE LOS ACTIVOS DEL DIGITAL COMMERCE

E-COMMERCE
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RETAIL REINVENTED

SEARCH

PICKING PAYMENT

DELIVERY

Online Webstore

Per Client In Store (Cashier)

User Collect

Online Mobile App

Picking Express Online Mobile

Drive Through

Market Place

Standard Picking Online Instore

Delivery

In Store

Cross Docking Online Webstore

Pickup Points

Call Center

Cross Border Cash on Delivery

Door to Door

Costumer Engagement Management
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5 CONSEJOS PRACTICOS PARA POTENCIAR TU DESARROLLO PROFESIONAL

Demand Generation & Paid & Organic Marketing
Marketing Media Marketing Feeds Automation Soclal Offline Integration Content Strategy
Product & Channel Product Mix Pricing & Photographs &  Marketplaces &  Omnichannel Vendor
Management Promotions Content e-Sollers Integrations Monetization
Information Customer User Interfaces Speed
User Experience Architecture Feedback Optimization Optimization AR Testing
Data Analytics m’m Product Analytics m‘ &mm Data Architecture
Ecommerce Systems Payment Fraud
Technology Platform Integration Security Systems Management
v — . - Financial
Digital Organization Value Proposition = Process Design Planning Team Capabilities
w o a3 . Inventory Courier Drop Shipping /
Logistics Delivery Policies : Cash on Delivery
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PRINCIPALES ELEMENTOS DE UN RETAIL ECOMMERCE
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CAPACIDADES MULTICANALES CENTRADAS EN CLIENTES
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CAPACIDADES MULTICANALES CENTRADAS EN CLIENTE
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CONCLUSIONES FINALES

s://youtu.be/D9bATSOIC w
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http://www.youtube.com/watch?v=D9bATSOIC_w
https://youtu.be/D9bATSOIC_w
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Un playbook desarrollado
por los 19 anos de Neo
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Nuestras areas de
especializacion

1. Ecommerce

1.1. Elementos cruciales para Ecommerce

1.2. Las principales herramientas para Retail Ecommerce
1.3. Plataformas Ecommerce

1.4. Los Direct to Consumer mas importantes del mundo
1.5. Ecommerce Marketplace

1.6. Ecommerce B2B

2. Analitica Digital

2. Elementos cruciales para la Analitica Digital

2.2. Las principales herramientas para la Analitica Digital
3. Canales Digitales

3.1. Search Engine Optimization (SEO)
3.2. Las principales herramientas para SEO
3.3. Customer Relationship Management (CRM)

4. Data Science
4.1. Aspectos a considerar del Data Science
4.2. Activar la data en Marketing Digital

5. UX/ul

5.1. Elementos esenciales para UX/UI
5.2. Las principales herramientas para UX/UI

6. Customer Experience

6.1. Elementos cruciales para CX
6.2. Las principales herramientas para CX

7. Innovacion y Transformacion Digital

7.1. Aspectos claves para la Innovacion y la Transformacion Digital
7.2. Elementos para la Transformacion Digital

o Innovacion y Transformacion Digital
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https://www.slideshare.net/pueyrredonline/playbook-sobre-estrategia-digital-ecommerce

eTOP 100 ARGENTINA

o€ Top 100

del Digital Commerce

CONOCE LOS DASHBOARDS CON LA CLASIFICACION DE ECOMMERCE PARA ARGENTINA, CHILE, MEXICO Y COLOMBIA.

> \ g v \ 4

ARGENTINA CHILE COLOMBIA MEXICO

ENTRA AQUI ENTRA AQUI ENTRA AQUI ENTRA AQUI

http://ecommerce.institute/etop-100-del-digital-commerce/
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eTOP 100 ARGENTINA II Global Ranking

TOP ECOMMERCE
RANKING REPORTS

Global Ranking

@m Argentina

annel Category Subcateg
Global Ranking
1 & Mercadolibre.Com.Ar Shopping Multicategory 1 (%) MercadOIIbrecom.Ar
Ranking in Category
2 B Booking.Com Travel Accommodations & Hotel
Ranking in Subcategory : @ Dafiti. Com A SHisHl — 2 k C
afiti.Com.Ar opping ashion B BOO |ng om
Trend by Player 4 Falabella.Com.Ar Shopping Multicategory
5 » Fravega.Com Shopping Multicategory Equipment: ;
3 @ Dafiti.Com.Ar
6 ® Garbarino.Com Shopping Multicategory Equipment:
7 P Despegar.Com.Ar Travel Online Travel Agency
8 Aliexpress.Com Shopping Multicategory 4 Falabe”a-com Ar
9 « Carrefour.Com.Ar Shopping Multicategory
10 a8 Amazon.Com Shopping Multicategory 5 » Fravega.Com
11 [ Netshoes.Com.Ar Shopping Sports
12 = Aerolineas.Com.Ar Travel Airlines :
6 ® Garbarino.Com
13 i@ Ebay.Com Shopping Multicategory
14 @ Easy.Com.Ar Shopping Home & Decoration
15 il Cotodigital3.Com.Ar Shopping Supermarket 7 . Despegarcom Ar
16 2 Latam.Com Travel Airlines
17 U Farmacity.Com Shopping Pharmacy 8 Allexpfesscom
18 G Groupon.Com.Ar Online Paid Services Coupons
19 B Pedidosya.Com.Ar Online Paid Services Food Delivery 9 “. Ca rrefour Com .Ar

Instity 00 iqita 10 a Amazon.Com
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