View From The Top Keynote Key Learnings
From the Pandemic - Retail Ahd eCommerce

Satya Sivunigunta
Chief Digital Officer
Conn's HomePlus
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WHO DID I LEARN FROM?
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WHO IS CONN’S HOMEPLUS

https://ir.conns.com/




People #2 Culture #1

Process #5

Technology #4

Strategy #3




CHALLENGE #1
BUILDING A
CUSTOMER-CENTRIC,
DIGITAL-FIRST
CULTURE



LET THEM SEE THE WORLD
THROUGH MY EYES
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PHYSICAL DOOR > DIGITAL DOOR



KEEP THEM CLOSE

you in my
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don’t do that
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PLAY ON YOUR STRENGHTS

NEXT DAY IN-HOUSE- L $$$
DELIVERY CREDIT T




WINNING IN THE DIGITAL WORLD

Delightful Delivery Experience

Personalized Omni-Channel Shopping Experience

Marketing Experience

Website In-Store
Experience Experience

malin

desktop mobile tablet Digital Sales Point of
display aids sale
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Integrated Customer Data

Best-in-Class Product Assortment with
Competitive Pricing & Financing




3 KEYS FOR CONN'’S
ECOMMERCE
SUCCESS

CONVENIENCE

..of getting affordable payments via
Conn's credit

..of getting approved at home and
buy in-store

..next-day delivery, BOPIS,
upsell/cross-sell/complete the set,
post-purchase & self-serve, store
Inventory

SIMPLICITY

..iINn UX (product findability, browse,
navigation, site-search, cart,
financing, checkout & post-
purchase)

..In understanding credit, pricing &
promotions

..In value proposition at every
critical step

SENSE OF URGENCY

..using stock levels, scarcity, SMS,
social proof, FOMO/last chance,
time-bound, reserve online,
abandon cart email/SMS, online
chat that is helpful, but conversion
focused.



EASY CLICK TO

ECOMMERCE TO JUST 02
COMMERCE FRONT DOOR
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PHENOMENAL CX & MESMARIZING PRODUCT
3 UX 4 ASSORTMENT




LinkedIn:

wwWw.linkedin.com/in/cxgu



https://www.linkedin.com/in/cxguy/

