
//

//
Omni-Channel 
Customer Experience

@

Hybris Day Romania @Sep 21 with BLUE TOMATO

SAP Professional Day
Bulgaria, Oct 5 / 2017



// Agenda

 Blue Tomato – Company Overview (Intro Video)

 Omni-Channel @ Blue Tomato

 Characteristics of the Blue Tomato Core Markets and Customers..

 Key Drivers
 Mobile

 Performance

 Payment

 Shipment

 Convenience

 Trends / Studies / ….

 Key Features

 eCommerce System Overview

https://www.youtube.com/watch?v=uPbM5ncQeQA
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About Blue Tomato: History

The first Blue Tomato Store / Webshop

1994 1999



// From 2002 to 2007

About Blue Tomato: History



// From 2008 to 2013

About Blue Tomato: History



// Multi-Channel vs Omni-Channel



// Customer Journey @ Blue-Tomato
„via Managed & Unmanaged Touchpoints“

Digital Touchpoints

Discovery Consideration Sales Enjoyment Advocacy

Stores

Events

Testimonials
BT / Teamrider

Onsite
Search

Personalization
Recommendation

Newsletter

Online Ads

Landing Page

Ext. Community

Trusted Shops
Euro Label

Customer Service

Webshop

Mobile Ratings, 
Reviews

Invoice, 
Attachments

Managed Touchpoints Unmanaged Touchpoints

Omni Channel is a channel integrated approach to focus on customer journey. To maximize our major 
advantage of strength in both channels, it is important we manage the right combination of digital and 
physical touch-points to create an integrated brand experience.

Sometimes
Returns, 
Payment

Physical Touchpoints

Shipment

Word of mouth

PR

Youtube/FB

Product /Content

Social Advocacy

Payment

Catalog



// Customer Journey @ Blue-Tomato
„level of human touch“

Good omnichannel customer experience combines the elements of digital and physical 
touchpoints to highlight opportunities for engagement and level of human touch. 

„high touch“

Shop Customer 
Service

Mobile Desktop
3rd party

Marketplaces
Platforms

„low involvment“
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//Key Drivers

o Payment
o Mobile
o Performance
o Shipment
o Convenience



//
Consumer preferences vary by demographic, country and

product category. Understanding local preferences is key to increasing conversion by country. 
New mobile payment methods and wallets are the game changer in the medium term. 

Payment is one key to customer experience.  

Paymentmethods by some
exemplary countries. 

May – June 2017

„Kauf auf Rechnung – Pay by Invoice - Pay Later“ is still one of the must popular
payment methods in the DACH – Region. Nearly 50% of online shoppers abandon
their carts during the checkout if the preferred payment method is not available.

Blue Tomato will introduce „Kauf auf Rechnung“ in 2017. 

Key Driver: Payment
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Mobile phones have evolved to include all 

the technology a consumer could find on 

their computer.

Key Driver: Mobile Usability / Good News are…



// Mobile / Desktop / Tablet 
Usage (visitors) during the day

Visits by device during the day, May – June 2017

Phone  and
Tablet peak:
21:00

Desktop peak:
11:00 

Desktop

Mobile
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Key Driver: Mobile Usability



// Importance of personal advice/assistance

According to the 
Handelsverband study "Future 
Commerce", personal advice 
will be a prime importance for 
the product category of 
sporting goods and clothing.

https://www.handelsverband.at/publikatione
n/studien/future-commerce-handel-2025/

digital 
personal 
assistent

human  personal 
assistent

human + digital

no assistent

Study / Trend: personal advice / assistance



// The Heavy Buyer segment attach great

importance to convenience and shipment. The 

cheapest price is not the #1 reason for buying

online for those with heavy online buying habits. 

Main motives for online shopping
(GfK Consumer Scan Study / Oct. 2016)

Cheap prices

Only online available

Convenience

Convenience

Small expenditure of time

Variety of goods

Shipment

Cheap prices

Small expenditure of time

Only online available

our focus

Key Driver: Convenience
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Source: https://www.soasta.com/blog/mobile-web-performance-monitoring-conversion-rate/

A requirement of good customer 
experience is fast page load time.

Blue Tomato initiatives to
provide a high performance
customer expierence are:

 DDOS Protection and
Content Delivery Network

 Multiple layers of cache

 Asynchronous page reload

Our average backend speed is
between 300 and 400 ms per 
request. 

A  Soasta Study shows that mobile pages that 
are 1 second faster experience up to 27% 
increase in conversion rate.

Load time (seconds)  
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Key Driver: Speed
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Key Features



// Webshop Basic Features
Overview… (Relaunch 2013)

23

 Responsive Design (2 / 4 / 5 / 6 and 7 columns)
 Mobile Version
 Adobe Scene7 picture integration, Super-zoom
 search suggests
 url-structure for languages and countries 
 product sizes Database / shoe size change-over functionality 
 new rating approach 
 more product data (info about the model / sizes in use on the pic)

 product Wall (promotions by category, brand, product…)
 product families / x-tags
 dynamic promotions within the listerpage
 promotions / sets / x for y  / goodies ... 
 mini-basket
 login and register / connect with facebook; paypal express
 single page checkout, guest orders
payment methods by country, customer

Webshop: Keyfeatures
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Examples of some features to improve
the customer experience

xxx

Mobile optimized: Usability, clear and reduced Content-Concept, Performance…

Webshop: Keyfeatures
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Webshop: Keyfeatures

Product Instore Availability



// Instore Availability on Listerpage
and Category Level

Webshop: Keyfeatures



// Model Size / Fit Finder

Webshop: Keyfeatures



// 360 Spin-Pics / SuperZoom

Webshop: Keyfeatures
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Set-Offer / Sizes Skate-Set SKI-Montage

Promos (Set…)

Webshop: Keyfeatures
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First View Additional Product / Placement Additional Product 

Product Recommendations

Webshop: Keyfeatures
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Webshop
Stationär 

Shops

DDOS 
Prevention

Content 
Delivery

Proxy-Layer / 
Cache Device 

Detection

Monitory

Payment

FraudPrevendion

Brands

Stationäre 
Shops

Interne System

Frachtführer

Phone
Orders

Market Places

Webshop
Mobile 
Version

(Native App)
Content-

Managemen
tOnsiteSearch

Recoengine
A/B Testing

Newsletter-Tool

Analytics
Shop-Monitoring

Trust-Label
Gütesiegel

Cookie Weiche
Tag-Management

Payment
Fiskalisierung

Order
Fulfilment

Verzollung

Product-Data-
Management Translation 

Tools
Contact-Center

Communication & 
Collaboration

eLearning

Firewall

AntivirusSpam filter

Storage u. Backup

System Overview

Webshop: System Overview



// The Blue Tomato Holistic
Customer Experience Circle  

traffic

product
selection

conversio
n

customer
service

fulfillment
and

shipment

returns

customer
loyalty

 Brand KnowledgeMindset = Organic Traffic
 Speed & mobile-friendly pages
 Trust and shopping experience
 Relevance in all worlds (digital / social / offline…)

 Best assortment

 Omni-Channel + Longtail
(Sold1)

 Product data and
presentation

 recommendations
 Promotions and

Mobile optimization
 A/B Testing
 Checkout Refactoring

(payment / shipment)

 Proactive sales support

 Product knowledge

 After Sale support

 Shipping innovations
Sold 2. / Last Mile Solutions 
(Packstation)

 Notifications and preferred day
options…

 Same high Service Level in 
both directions

 Guided Selling (Sizes…) 

 Loyalty program
money can't buy opportunities

 Reinforcement of BT – Channels
(Shops, Newsletter, catalog)



//your ride. our mission.


