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Evolution of the Retail Shopping Experience
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The term Multiplexing originated in
telegraphy in the 1870s, and is now widely
applied in communications



Multiplexing is a method by which multiple
analog messagesignals or digital data streams
are combined into one signal over a shared medium.
The aim is/was to share an expensive resource.



Today the expensive resource is the customer’s time and
attention. The retailer positioned to enable the customer
journey through which ever channels the customer choses
whenever the customer wants will win.
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THE NATURAL MARKETS STORY

Creating a MultiPlex Channel Brand Experience

“It's Just a Fad.”
&
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Grocery Sales
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Grocery Sales

organic growth rate

MORE THAN 2X

growth rate for all food







The total value of the organic industry in
Australia is an estimated

$1.27B in 2012

The average growth projection for the coming years is

10-15%




Global organic market sales are
slated to grow at an estimated CAGR of

12.9% to $1058B
by 2015
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OUR CHALLENGES ARE NOT UNIQUE

Existing operating environments
and technical infrastructure
Define and gain

Define and gain agreement internal ag"feme?t_ on
on roadmap/development ~ Whatthe "o betis
and deployment plan



OUR CHALLENGES ARE NOT UNIQUE

Internal resources/capacity

suocer COMPETITORS

TECHNOLOGY

CULTURE Vendors TIME
OrganizationTralni ng
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where do we begin?

Do we look at this as a POS
decision?

What about on-line ordering and
grocery shopping?

How does mobile come into play?

If we choose a platform that
everyone else has deployed how
do we create a competitive edge?

How long will it take to make
changes?

How expensive will those changes
be?




experience design process

Observation (The good, the bad and the ugly)

 Qur own stores
« Competitors stores, online and off
« Other consumer facing businesses

Research

Past work experience

Customers

» Sitreet and analyst community
« Employees



