CHAPTER

THISCHAPTERCONTAINSTHERECOMMENDATIONS
BASED ON THE DISCUSSION OF THE VISION
CONCEPT

> RECOMMENDATIONS

GOAL OF THIS CHAPTER

The goal of this chapter is to create a vision concept which is determined by a
vision statement. The vision statement is based on the previous research done,
for each of the different of users that were defined in the internal analysis. By
using different ideation techniques, a vision concept is created.
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The main goal of the Discover phase is to create a
Vision Concept that is used as a means to discuss the
future of Solutions Group over 15 years. A discussion
session about the Vision Concept was held with SG,
which uncovered several viewpoints and concerns.
One of the recommendations was to get more insights
from the clients. After this discussion session, several
important clients of SG were visited, in order to
create more insights. The detailed overview of the
paraphrased client interviews and discussion with
SG can be found in the Appendix Recommendations.
The conversation/interviews were based on the vision
concept next to some general questions, see Appendix
Recommendations. Based on these two insights, a
roadmap was created, see figure 25, 26, 27 and 28.

The roadmap covers 3 future phases (columns short-
mid- and long term), which will help SG to start
making changes within their organization, in their
relationships with their clients and within the product
portfolio.

Theroadmapis created from two different perspectives
as a starting point; the brands (SG’s clients)
perspectives and the organizations (SG’s) perspective.
All the insights and ideas of each perspective are
clustered within their own row, see figure 25.

Based on the insights and ideas of both the brands, the
organization and all the previous research, three paths
for possible products and services are proposed, which
are assumed to be most interesting and convenient for
SG to follow in the future (figure 26, 27 and 28). This
is done by the design team, as a mean to bridge and
connect the the ideas of the brands and organizations
perspective.

The path "Experience Shopping" is found most
challenging and interesting for the Joint Master Project
and for the future strategic steps of SG. Focussing on
this path aligns the most with all the findings from
this report. Therefore this path is chosen to be the
starting point for the next phase "Design".

CONCLUSIONS
Based on insights from the clients and the company
that generated three paths, the experience shopping

path is chosen to be most challenging and interesting
to follow for SG in the next phase.
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short term mid term long term .

Real time digital Total coverage and permanent
communication between visibility in tiendas

Preventing visual
shoppers and shop-owners

contamination in tiendas.
Full efficient coverage of rural

areas.

Having an infrastructure to

Reaching technologically
provide rural areas with POP.

underdeveloped rural areas
Fully personalized and

interactive POP

with digital POP.
BRANDS
: It is importani in in :
e 115 1mPO [‘t’ietnrt;)a:w Spacel Low cost & Low risk
&9 advertisement solution to be in Long lasting, cost efficient,
every store. digitalized POP

Virtual reality in advertising

Have (digital) POP that
functions as something more
than just POP

The concept should take into
account the physical attributes
that shoppers want to see in
products

Products are all
interconnected

In the future, the product
experience will be very
important for us - all brands

There will be a connected

Digital implementation
shopper experience.

should be simple enough
for the average shopper to
understand

Combining digital + personal +

Tiendas can become more
experience in their POP

of a niche store with a
specialization

Insights on shopping
behaviour of their customers
Full client profiles of all their

customers

Growing Middle Class calls for
more convenience because of
lack of time.

Shifting focus from covering all
stores to a focus on experience

Sales in tiendas are growing
compared to on premise
channels

More interactive POP (in retail)
Develop technology/app/
tablets so that shoppers and I . o
tenderos get the Samsung c lent VlSltS
experience

Cover most of Colombian
tiendas and start expanding to
other countries

Set up a research team for Have several logistic points
tiendas (to become a tienda throughout Colombia

expert)

Think of other type of ico_ns Expand organization with a
that are connected to this department SG Technologies

device, to make an ecosystem.

Train employees in the
software development

oAO throughout the company

oo

ORGANIZATION

Focus on difference in stratas

SG Discussion

All three stakeholders should
see the benefit of our solution

Figure 26 Insights from clients and the company over the time frame
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Figure 27

short term

mid term

long term

Path 1:

OPTIMIZE (& ORGANIZE) SPACE:

Modular, branded shelf stocking
system produced and designed by SG,
which has the option to include Smart

Technology for the mid-term

SG internal:

» Provide a technology training for one
employee in each department

» Set up a new logistic points to supply
stocking systems to the first "three
pilot states”

» Start acquiring one analytical trained
person for the future analytics team

» Expand design consultancy team.

It is important to win space in
tiendas

Focus on difference in stratas

Additional Sensors/Chips that fit in
the shelves, which provide feedback
for stocking system and customer
insights Application for tenderos and
brands to communicate (in order
to make the current middlemen
obsolete)

SG becomes an expert on data
analytics in Colombia and making
steps towards an international
expansion.

SG internal:

» Set up a digital department (for
application software), which is

in contact with Samsung (for the
integration of technology of sensors/
chips with software)

» Analytical team that can create client
profiles (which the design consultancy
team can use)

» Have several logistic points
throughout Colombia and start
acquiring a logistic point in Venezuela
and Mexico.

Think of other type of icons
that are connected to this
device, to make an ecosystem.

Full client profiles of all their
customers

Proposal for Path 1: optimize and organize space

SG internal:

» International Department SG

» Start acquiring logistics points

in other parts of latin-america
(Guatemala, El Salvador, Nicaragua,
Honduras, Panama, Ecuador, Peru,
Bolivia, Brasil)

Total coverage and permanent
visibility in tiendas

Cover most of Colombian
tiendas and start expanding to
other countries
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Figure 28

short term

mid term

long term

Path 2:
EXPERIENCE SHOPPING:

Design experience POP, interactive

tasting device (which collects feedback

from customers), long lasting POP
with changing brands/products

SG internal:

» Partner up with Samsung for
providing interactive hardware and
cross-marketing (using the tablets
as exposure for Samsung, while
advertising for other FMCG brands)
» Setting up a database of the
collected feedback

» Designate one responsible employee
for the database analysis

» Prepare an internal software team

Shifting focus from covering all
stores to a focus on experience

Develop technology/app/
tablets so that shoppers and
tenderos get the Samsung
experience

Tiendas will change into niche-stores,
based on collected data. Every store
will have its own experience, next to

a specialised tendero that can give

personal advice. Also application in

which shopper can ask tendero for
advice (from home).

SG internal:

» Provide training programs for
tenderos about their specialisation and
customer insights

» Create Solutions Advice Tienda
Team’

» Software development team

In the future, the product
experience will be very
important for us - all brands

Tiendas can become more
of a niche store with a
specialization

Proposal for Path 2: experience shopping

Tiendas will have their own "VR-store’
on 'VR-platform’. Shopper can access
these VR-stores through application
from their home. For poor shops there
is a 3D glass in combination with a 3D
application.

SG internal:
» Together with Samsung, create VR-
platform.

Combining digital + personal +
experience in their POP

There will be a connected
shopper experience.
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Figure 29

short term

mid term long term

Path 3:

CONVENIENCE FOR BUSY SHOPPERS:

Develop application for online
shopping in the tienda next to
personal pick up point in the tienda
designed by SG. Direct contact with
tendero via application.

SG internal:

» Set-up software developing team

P Create a data analytics team within
SG

P Setting up a database of the
collected feedback

Growing Middle Class calls for
more convenience because of
lack of time.

Set up a research team for
tiendas (to become a tienda
expert)

Convenience for busy shoppers

With the help of data collection,
personalised promotions will be
created that can be approved by the
tendero who knows the shopper.
Digital paying and personal loan
system.

Further develop software, to make the
platform accesible to the rest of the
latin american countries.

SG internal:
» International Department SG

» Start acquiring logistics points

in other parts of latin-america
(Guatemala, El Salvador, Nicaragua,
Honduras, Panama, Ecuador, Peru,
Bolivia, Brasil)

SG internal:

» Further develope a digital
department (for application software)
» Set up connections with banks or
other instances so payment becomes
possible

» Analytical team that can create client
profiles, used for personal promotions

Fully personalized and
interactive POP

Cover most of Colombian
tiendas and start expanding to
other countries

Real time digital
communication between
shoppers and shop-owners

Think of other type of icons
that are connected to this
device, to make an ecosystem.
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