
Retail Skills
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A modern perspective on core retail skills
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AGENDA
1. Evaluate your business and the current eCommerce 

landscape

2. Select an appropriate eCommerce platform and plan a 
content strategy

3. Facilitate eCommerce with inventory logistics planning, 
payment solutions, fulfilment, after sales and customer data 
management

9am-12noon
Break 10.30-45am



Evaluate your business and the 
current eCommerce landscape





What’s your perspective on the impacts of 

2022 on eCommerce in Australia?



Evaluate your 
business and the 
current eCommerce 
landscape

Success requires informed decision making 

and informed decision making requires 

information. 

In this section we’ll help you gather and 

evaluate that information:

 Spotlight on your business

 Trends and opportunities in eCommerce

 Identify the way forward





Spotlight on your business

A few questions to get started:

 What is the overall aim of your business?

 Who do you serve?

 What kids of products and / or services do you sell?

 Are you currently bricks and mortar, omnichannel, pureplay 

online or yet to launch?

 How’s your current performance?



Spotlight on your business
Evaluating performance

business 
effectiveness

marketing 
effectiveness

customer service

internet 
effectiveness



Reach
Act
Convert 
Engage



Why 
retailers 
fail

‘It’s often retailer’s failure to address factors within their control 

that ultimately makes the difference between success and 

failure in a tough market’

1. Product and product mix fatigue

2. Customer engagement fails

3. Brand strategy and execution confusion

4. Outdated technology



Trends and opportunities in eCommerce
Access: 

 store closures due to Covid have forced shoppers online, 

purchasing from categories they’ve rarely bought online in the past

Savings: 

 financial uncertainty has seen consumers seeking out 

opportunities to buy smarter, favouring retailers with a strong 

online and social presence

Convenience: 

 Australia Post is investing $900 million in parcel automation 

initiatives  and click and collect is booming

 AfterPay, Zip and Humm



eCommerce growth in Australia



Trend 
research



Retail 
trends on 
the rise



Identify the way forward
An eCommerce strategy helps to:

 Set clear goals for digital channels

 Align with business strategy and avoid ad hoc approaches

 Create a specific online value proposition

 Define communication tools to drive engagement and traffic

 Integrate digital and traditional channels

 Manage customer life cycle

 Work with supply side eCommerce providers



The 
SWOT



The total 
digital 
picture



Reflection activity
We’ve covered a lot of ground already

What’s resonated most for you so far:

 Spotlight on your business

 Trends and opportunities in eCommerce

 Identify the way forward



Select an appropriate eCommerce 
platform and plan a content strategy





As retailers continue to increase 
investments in eCommerce operations, and 
consumers become more comfortable with 

online platforms, 2022 is the year of 
accelerated digital shopping

KPMG Australian Retail Outlook 2022



Select an appropriate 
eCommerce platform 
and plan a content 
strategy

Now things get exciting and you have 

some choices to make. Here we’ll help 

you with:

 Spotlight on eCommerce alternatives

 Deciding on a best fit for your 

business

 Designing a content strategy



Spotlight on eCommerce alternatives

There are four common avenues to an eCommerce platform:

 Bespoke development

 Off the shelf

 Hosted software as a service (SaaS)

 Tailored development















Decide on a best fit for your business

How to compare options: 

1. Purpose – does it do what you need it to do

• Site building features

• Analytics sophistication

2. Budget 

• Pricing tiers and terms

3. Staff capability

• Ease of use and learning curve to design, manage 

and maintain your presence on the platform

• Level of support available



How 
much 
change is 
required?



Design a content strategy

Content is: 

 The management of text, rich media, audio and video 

content aimed at engaging customers and prospects 

 Published through print and digital media including 

web and mobile platforms

 Repurposed and syndicated to different forms of web 

presence such as publisher sites, blogs, social media 

and comparison sites 



Copy to 
content



Reflection activity
That wraps our section on selecting an 

appropriate eCommerce platform and 

planning a content strategy

We’ve looked at:

 Spotlight on eCommerce alternatives

 Decide on a best fit for your business

 Design a content strategy

What’s resonated most for you?



Facilitate eCommerce with inventory logistics 
planning, payment solutions, fulfilment, after 
sales and customer data management





Facilitate eCommerce 
with inventory logistics 
planning, payment 
solutions, fulfilment, 
after sales and 
customer data 
management

The recipe for a successful digital retail 

interaction includes:

 A seamless purchase experience

 Appropriate data management

 Elevating the client journey with after 

sales



A seamless purchase experience

 Remember we spoke earlier of access, savings 

and convenience driving consumer behaviour and 

the demand for online retail?

 These three factors also influence the 

expectations of consumers around the purchase 

experience when they visit your online store. 



Logistics



Payment 
systems eCommerce retailers are under pressure to accept:

 Buy now and pay later like AfterPay, Zip and Humm

 Credit card, direct deposit and PayPal

 Cryptocurrency (less common but it happens)

The solution?

 POS alternatives like Square for those face to face sales

 Payment platforms like Stripe



Fulfillment
Part of the logistics conversation, fullfilment refers specifically 

to the journey of a product from wherever it is at the time of 

online purchase to the customer.

Contemporary options include:

 Drop shipping - where the product is sent direct from manufacturer 

to customer bypassing the retailer

 Click and collect – an online purchase with a physical pick up

 Standard or express – product sent from store or warehouse to the 

customer via Australia Post or courier



Appropriate data management

Retailers are responsible for protecting customer 

data as soon as permission has been given to 

collect and use it.

The most commonly collected data includes:

 Contact details (name, email, phone, address)

 Payment details



Aust.
Privacy 
Principles

The Australian Privacy act of 1988 outlines 13 Privacy 

Principles.

They govern:

 the collection, use and disclosure of personal information

 an organisation or agency’s governance and accountability

 the integrity and correction of personal information

 the rights of individuals to access their personal 

information 

Learn more at:

https://www.oaic.gov.au/privacy/australian-privacy-principles/

https://www.oaic.gov.au/privacy/australian-privacy-principles/


Elevating the client journey with after sales

 After sales is the umbrella term for the approach 

retailers take to returns, refunds and exchanges.

 The most successful eCommerce retailers make this 

as simple and transparent a process as possible, 

especially when there’s a problem



Reflection activity
That’s a wrap on our final section.

Before we jump into our case study take a moment 

to reflect on what’s resonated most for you:

 A seamless purchase experience

 Appropriate data management

 Elevate the client journey with after sales



Case study
Scratch Pet Food
– a masterclass in eCommerce





Pet food is broken – scratch is out to fix it

Three audacious goals

1. Eliminate the guesswork, bureaucracy and 

secrecy that digs the pet food industry

2. To make customers smile

3. To save the planet while they’re at it









Collaborative
Activity



Decide on a retail category ready for online disruption

 Imagining you’re going to launch an eCommerce brand in that category, work 

together to list all the considerations and decisions you’ll need to make to ensure 

it’s a success

 Be ready to share your plan back with the broader group! 

Your task



BACK TO
BUSINESS

 3 things I’ve learned

 2 things I’ll act on

 1 thing I’m keen to 

know more about

THREE TWO ONE



SURVEY
Thank you so much for joining this 

Retail on the Run workshop.

We’d love to hear your thoughts!
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