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“You only have stores
because there was no
Internet, but that does not
mean there is a right to
have a store.”

OLIVER SAMWER, CONSUMER GOODS FORUM 2014, PARIS ‘

Shades of trust




E-commerce and
smartphones mean there will
be little future for stores in
emerging markets.
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Is Samwer right?

Or do retail and
brands still have




rheingold conducts

for industry and
retail

This shows ...




Markets and brands
go mobile




Link with fellow
human beings

Gateway to
the world

Modern-day
pocket knife

My purpose in life

Mirror of my
personality

The smartphone
as an indispensable
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for retail and industry

Analog world:
Making the customer
the king




The customer is
already the king




Often, however, the king
feels like a helpless child.
He seeks protection,
companionship, inspiration.




The strategic task:

Build trust by

courting the king

and satisfying the king’s
inner child.




IS something
, In relationships
with our mothers and
fathers.

RUST




Accordingly, to build trust,
retail and industry must
assume

RUST




Consumers have a

If they feel
everything is accessible,
understandable and
predictable.




Transparency
= Control
= Security
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What builds trust are

. that
a person does not have to
spend a long time pondering.

Special offers and promotions
are justified as a

as a customer loyalty,
anniversary or sample
promotion.




Consumers build trust when
they see their

addressed: these are often
needs the consumers are not
even aware of or willing to
acknowledge.
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rheingold
Continents of Markets™

Image Marker
Fashion, Cars,
Cigarettes ...

Supporter of Growth

Banks, Mobile phones,
Logistics ...

Mood Changer
Alcoholic beverages

(beer, wine, champagne...),
Travel, TV, Food retail ...

Daily Lubricant
Coffee, Water,
Snacks, Pet food...

Style or How-to Adviser

Household cleaners, Cosmetics,
Personal care products ...

Protective Forces
Pharmaceuticals, Insurers,
Utility companies ...
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A brand's and its

personality make it
credible.

The customer does not think
In channels, but




So brands and retailers
should build a
and a
that
covers all touchpoints.
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Trust comes about if
customers feel well
looked-after and cared for.
The customer simply wants
to
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To customers,

than an economic and
logistic act.

It is a daily opportunity to
give




Precisely because he or
she spends more and
more time online,

the customer seeks

IN
the bricks-and-mortar retalil
experience.
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Customers don't simply want
to buy products.

They want to be
They are looking for inspiring
events, stimulation and activating




Customer Loyalty
Programs:

A challenge for
consumers
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Customers want to

when
shopping. This makes shopping
a little happening in the context of
everyday life.




In the future, the message of
retail is not “I'm going to sell you
something,” but rather
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