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Trend topic 2023: Omnichannel strategy — and how the right data can help you achieve
it

Karlsruhe, January 19th 2023: The fact that online retail has experienced a boost due to the
Covid-19 pandemic is by now well-known in the marketing and sales world. In 2023, the current
challenge is to strategically integrate the often rapidly developed new solutions and channels
into an overall concept and to connect them with each other in the best possible way. The goal
is to create an optimized shopping experience for customers who, in 2023 as never before, will

want to decide for themselves where, when and how they want to shop.

The key is a well-designed omnichannel strategy. This involves fully linking various online and
offline channels, e.g., online store, marketplace, app, and brick-and-mortar store. As a result,
the customer can conveniently and seamlessly switch between channels during the
information and purchasing process. How could such an omnichannel buying process look
like?

For example, a potential customer can find out more about your product range on your website
and then go directly to a nearby pop-up store to try out the product. With the help of a QR
code, he/she can quickly and easily order the item to his/her home via mobile phone while still

being in the store.

Another case: A customer notices a product on your poster and scans the printed QR code,
which takes him/her to the product page. However, he/she would rather buy the product via
your app, which can be accessed with a single click. There, he/she selects the click & collect

option and picks up the latest acquisition in the store.

Are you planning to expand your omnichannel strategy for 2023? Then you may be asking

yourself questions like:

e What is the online shopping affinity of my target group?

e Where is the ideal location for my pop-up store?

¢ Or, most importantly, in which regions and for which product categories is purchasing
power likely to be highest — both online and offline? Am | exploiting my potential and

investing in the right place?
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Answering these questions can significantly contribute to effective advertising campaigns,
efficient use of the marketing budget, and more sales. The first step is to understand customer
behavior based on internal customer data and external market data. Subsequently, a suitable

strategy for channel integration can be developed.

A first step can be to visualize stores, customers, click & collect transactions and returns on a
map to identify patterns. With the MBI Geocoder, you can assign addresses to a coordinate
and visualize them on a map with the MBI Boundaries. You can then compare this now clearly

presented data with market data to discover new opportunities and areas for action.

In the area of online retailing, MBI's data on Online Shopping Affinity can be used to
determine where particularly large numbers of people who potentially like to shop online live
worldwide. You can match this data with your customer data to find out if you already have
many customers from areas with a high affinity for online shopping. Or would a targeted

campaign for your online store be a good idea in these areas?

For many companies, there is an even more important question than the question of the
number of customers: How high are the sales figures in the various areas and where is hidden
potential for even higher sales? A good way to find out is to visualize this key figure as well
and compare it with MBI's General Purchasing Power and Online Purchasing Power. MBl's
Online Purchasing Power data is available at administrative, postcode and microgeographic
level in Germany. The granular breakdown of Online Purchasing Power into 39 product groups

(such as "furniture," "sportswear," and "small electrical appliances") enables precise analyses
for your product range. In which regions do customers have a high Online Purchasing Power,

but still generate little sales? This is where increased marketing could pay off for you.

You can also gain interesting insights by comparing several product ranges with each other or
by comparing General Purchasing Power and Online Purchasing Power within the individual
product ranges. MBI's globally consistent and comparable General Purchasing Power is also
available including a categorization according to 20 product groups. For Germany, it further
distinguishes 39 even more granular subdivided assortments. For example, it can be used to
determine exactly how high the Purchasing Power is for shoes in stores in Munich. In addition
to other MBI data, Purchasing Power is a good indicator for planning pop-up stores or Ghost

Kitchens. For more information, please contact our sales team.
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About Michael Bauer International GmbH

Being a specialist for small-scale data for Geomarketing, Michael Bauer International has
grown to one of the largest global data providers for over ten years. MBI unites passion and

scientific know-how to provide globally consistent and comparable geographic data.

Today MBI is not only recognized as a key data source but is also the preferred data provider
for the largest leading GIS software and technology companies globally. For a vast variety of
companies, MBIl's data is the foundation for location-based questions related to company
locations as well as branch and distribution networks. MBI mobile data offers valuable insights
into the global consumer behavior and their customer journey. Companies from all industries
are supplied with up-to-date data for market analyses and visualization by MBI, to take

informed and data-based decisions.

With CONIAS Risk Intelligence, we provide in-depth and data-driven information about the
current and emerging dynamics of political conflicts worldwide. We support internationally
operating companies and organizations in identifying political risks to location, logistics and

investment security at an early stage and in developing targeted adaptation strategies.

MBI is one of the first global HERE Technologies Distributors. HERE is the leading provider in

the development of digital maps and location-based services.

Both Michael Bauer Research GmbH and Michael Bauer Micromarketing GmbH are part of

the Michael Bauer Group.

For more information, please visit www.mbi-geodata.com.
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