CASE STUDY:
CVS “Store of the Future”

CLIENT:
LOCATION: Nanjing, China
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http://www.suning.cn/

humanLAB

humanLAB Building Blocks of Customer Experience

Suning commissioned humanLAB to create the world’s most innovative customer centric ‘new retail’ experience in a
convenience format for China. The project parameters; saleable, connect seamless 020 (on-line to off-line) while
redefining the expectations & relationship between today’s modern urban (middle class) dwellers lifestyle with
tomorrow’s shopping experience today.
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Client Brief: Business Objectives (OO

 DESIGN a World Class New Retail ‘Experience’ Store 200-300 sgm in size)
- Scope modified during exploratory process: 2 x formats 50-75sgm & 500 sgm

 SCALABLE roll out 20,000 store, must be innovative yet practical

 REDFINE the expectations & relationship between today’s modern urban (middle class)
dwellers lifestyle with tomorrow’s shopping experience today

* CONNECT seamless on-line to off-line 020
* CREATE an on-going relationship with your customers — frequent you EVERYDAY

 COLLECT data on your shoppers (Platform recommendations)

* Provides sh(I)EpRpers (on & off—lineg a continuously memorable shareable
UNIQUELY PERSONAL EXPERIENCE that builds loyalty and on-going advocacy.

* Create a SENSE OF BELONGING & Community: Suning higher purpose - a Mission
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Business Objectives &
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humanLAB
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humanLABR

We built Suning a
New Retall
Customer

Experience Model




humanLAB
Navigation Tool

BRAND MISSION

1. Mission provides strategic direction on market

position & competitive value proposition

BUSINESS OBJECTIVES

DESIGN WORLD CLASS CREATE ongoing
New Retail Experience relationship with Users

CONNECT

Seamlessly 020

SCALABLE FOOTPRINT
Rapidly

2. Business objectives are the goals we are
- aiming to achieve or solve. Supported with
measurements indices

CONSUMER OBJECTIVE

3. Defines consumers expectations of new retail
—— solutions (benchmark requirements) at this moment
in fime, in this category

BEHAVIORIAL CHANGE MODIFICATION

4. Behavioral Modifications defines consumer
transformation from an action into a routine.

RETAIL VALUE PROPQOSITION

5. Retail Value Proposition defines total 020
(online to offline) Shopper Experience

CUSTOMER EXPERIENCE PILLARS

DESIGN

PRODUCT &
MERC MIX.

CHANNEL
APP &
PLATFORM
SOLUTIONS

PEOPLE &
CULTURE

TRIBES OF
CONNECTED
HOMES

| PARTNERSHIP

OR

| COLLABORATI |

ON

6. The Pillars are the components & activities
/ required to deliver the total Retail Shopper
Re-Engagement Experience

10. Ecosystem & ‘closed loop’ platform
that connects Suning with its customers

daily.

7. Capturing user data is essential
component to developing unique

DATA CAPTURE & COLLECTION

personalized shopping experiences
8. Optimum resources to successfully

OPERATIONS & ORGANISATION STRUCTURE

COMMUNITY & REGULATORY REQUIREMENTS

9. Build longer deeper relationships with
community & government by giving back

\
/ manage & execute a retail franchise
Al
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humanLAB
Navigation Tool

BRAND MISSION humanLABR

BUSINESS OBJECTIVES
DESIGN WORLD CLASS CREATE ongoing CONNECT
New Retail Experience relationship with Users Seamlessly 020

SCALABLE FOOTPRINT
Rapidly

CONSUMER OBJECTIVE

3. Defines consumers
\ expectations of new 020
solutions at this moment

in fime, in this category.
Benchmark Global Best

BEHAVIORIAL CHANGE MODIFICATION

RETAIL VALUE PROPQOSITION

Practice & identif
CUSTOMER EXPERIENCE PILLARS . . ” y
------------------------------- White Space.
CHANNEL TRIBES OF i 2
PRODUCT & PP 8 PEOPLE & CONNETED | | PARTNERSHIP |
SPéDIT_\LTJFTICéI)QI\'E | COLLABORATI |
i ON ]
DATA CAPTURE & COLLECTION
OPERATIONS & ORGANISATION STRUCTURE
COMMUNITY & REGULATORY REQUIREMENTS \ 3
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DIAGNOSTIC
STAGE #1&2
DISCOVERY
Competitor Analysis
Benchmarking




eCommerce & CVS Landscape — China humanLAB

Experiential

Quality Price
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RECENT Competitor Activity Opportunity: humanlLAR

) No Organized
Alibaba launched Taobao members National

only CVS small format > 200 sqm Chain
(Fresh food, coffee & books)

JD.com launched small format (Aug ‘18)
60 sgm. Limited 300 SKU'’s.

100 stores in 5 years

Full automated Human-less store

5 JD m
JD AI tee.t n? store: official launched by end of 2017, manng supermar ket and CVS .
['-Z' |J|J||l1"': 20177 A< e E Y, T ! | A
’ \

M) )

JD fully owned, first store opened in Oct 2017 at JD HQ in BJ, planned to open 100
stores in 5 years

Taobao member store: concept CVS store launched by Alibaba
NJI ;\‘U'J['l: o

Alibaba fully owned, concept auto retail store focus on Al application and 10T

I 20174410 ;
I } I /18

JD auto supermarket 7JD auto c\;g
RIRXTAETD JDEA (EFI 5
focus on Food&Bev, some Personal care, office supply and travel supply

FREA ‘ TEARE , BEAAREES, HAIRETER

business model dining/coffe + fresh food + book store
AL R/ el R 4375

product mix
store size

EdvmEiA ~200375:K

fresh food / book store takes 50% store size
P/ S/ I S HBEI50%
s E IR ONHE S Hb£I50%

product/service dining / coffee takes 50% store size

20174E7 H & U8 kb, o AR T He sl i e 0 Anis e
SHGERMCFE, HEZHEELS

SKU #

PREE

slore size
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Landscape — GLOBAL & CHINA

Experiential
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Direct Competitive Threats humanLAB

e

Experiential ) Auto

—— ]
ZFRESH ~
TOOD MARKET

\&__// amazon

Ease

Quality Price y
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| LAB
Western Case Study: #® iff Amazon Go uman

ADDAPOP OF PROTEINTOYOURMEAL  BEEF  CHICKEN

1\
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Western Case Study: #x # Amazon Go

15t Store Opened: 5" December 2016 — Seattle
* Store Size: 170 sgm
* Testing Amazon Go concept for 2 years.
* Launched to public January 22", 2018
 Total number of stores in US = 8 stores
* Planning to rollout 400 GO stores in next 5 year
* Purchased Whole Foods USD 13.7 billion
- Whole Foods had 473 stores in US.
* Amazon Go working on a ‘real time’ solutions but
having issues with US Government regulators.

e Some form of ‘real time’ solution scheduled to be
launched in 2022.
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International Competitor: 7 Eleven

17
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~__ __ Number of Stores: 89 Fresh, Beauty, Life
[=] % Expansion Plan: 2,000 stores in 30 cities within 5 years.  1grget Audience:

CASHLESS store consumers must download app to shop. 1. Families with leisure fime post work.

Pay ONLY bv Ali Evenings.
i e . 2. White collar consumer focusing on
« Provide fresh food deliveries in 30 mins within 3 km radius T reel solUiers.

3. Weekend family experience users

In-store:

« Everyitem has a scannable bar code,
which yields price and product information,
including origin and any backstory on the
item.

« On-line ins-store solution. Pickers select and
place bags on a conveyor belt that carries
orders to a delivery center adjacent to the
store

. » Have in-store restaurants so shoppers can

select live seafood and eat in-store.
18




1FRESH

FOOD MARKET

Seven days a week and fresh every day,

# of Stores: 4
Position: 020 fresh supermarket

Expansion plan: 3-5 years roll out 1000 stores.

Delivery within 3km radius in 30 mins.
Provide on-site processing RTE service.
Focus is on FRESH fruit, inspiration from Japan
supermarkets where fruit items are
meticulously wrapped. Use of TECHNOLOGY
in product information codes. Scan
barcodes on of the fruit then pop up on a
screen above your head, showing where it

comes from, how sweet it is, and the calories.

INNOVATION; ceiling conveyor belt.. Once @
customer places an order online, an in-store
fulfilment staff packs it up in a bag and
loads it onto the conveyor belt. The item
then zooms across the store over your head
to an attached delivery center. Requires

human help 19



Commercial Insight: humanL2B
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Stage 1 & 2: Discovery findings LSSples
* LACK OF POSITIONING: No differentiation between CVS brands
* OPPORTUNITY: 15t mover advantage National Brand
* OPPORTUNITY: Ready to Consume (RTC) Food Offering Identical product range
* OPPORTUNITY: Drive frequency through a Loyalty Program/Platform.
* CONSUMPTION HABIT: Shopper consumes product purchased within 30 minutes
 NO TARGET AUDIENCE: All CVS target the same consumer “everyone.”

* Technology focusing on the adoption of auto stores (human less) to reduce rising labor costs.

How to use technology to truly Differentiate?

21
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humanL 2B

DIAGNOSTIC

STAGE #3

Define consumers
expectations of a new

020 soluhon
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WHAT IS MEANINGFUL ABOUT THIS HOTEL?  humanLAB

|s this innovative? Or is it a novelty? FlyZoo Hotel - Alibaba

Consumer will visit a ‘robot’ hotel for curiosity but how will robotics drive patronage?
How do you build a branded relationship and emotionally connect with visitors to frequent reqularly?
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humanLABR

UNIVERSAL TRUTH
Customers want technology that delivers
relevance

HABREELFY SBIRYRERTE



020 CONSUMER EXPECTATIONS I

.....

New Retail = Individually Personalized Experiences

HOWEVER...
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- - -

Individually Personalized Experience only gets |
you to the Starting Line in China

> .
5 -
A .
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humanLAB

How does Suning | i
jump over its | |
competitors

A (LT e At
MHREFXIF
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CONSUMER OBJECTIVE humanLAB

New Retail = Individually Personalized Experiences

HOWEVER...

To be competitive in tomorrow’s New Retail landscape
its not enough to know what customers want today.
Rather you need to know. . .

“What they want before they even know it.”
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TO WIN IN 020 NEW RETAIL 00

.....

You must create Individually Personalized
Experiences in ‘real time’ for every user while
Developing & Galvanizing New Communities



humanLABR

What is REAL TIME?

“An algorithm that combines individuals' users

- Purchase History (What you buy) with a
- Biometric Reader (How you feel) with a
- Global Positioning System - GPS (Where you are)

to understand & predict a customers wants before they
are aware of their need.”



humanLAB
Navigation Tool

BRAND MISSION

BUSINESS OBJECTIVES

DESIGN WORLD CLASS CREATE ongoing CONNECT SCALABLE FOOTPRINT
New Retail Experience relationship with Users Seamlessly 020 Rapidly

every user while Developing & Galvanizing New Communities

CONSUMER OBJECTIVE: To create individually personalized experiences in real time for

BEHAVIORIAL CHANGE MODIFICATION

RETAIL VALUE PROPQOSITION

CUSTOMER EXPERIENCE PILLARS

DESIGN

PRODUCT & Ciﬁg EEL PEOPLE & | | XBESOF
MERC MIX. CULTURE
PLATFORM HOIIES
SOLUTIONS

. PARTNERSHIP
] OR
. COLLABORATI
: ON i

DATA CAPTURE & COLLECTION

/

OPERATIONS & ORGANISATION STRUCTURE

COMMUNITY & REGULATORY REQUIREMENTS
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We envisage there was a MUCH BIGGER
OPPORTUNITY and MISSION for Suning to
MEANINGFULLY connect with Chinese

consumers at their core.

BAIADTESPEEEZNRVEKRTE
2l 7 BRI ISFOED




humanLAB saw TECHNOLOGY NOT as a
differentiator rather it is ONLY the ENABLER.

Opportunity to apply a HUMAN LENS to CVS &
introduce NEW BEHAVIORS into the brand and

design that are MEANIINFUL and CONNECT with
the HEARTS and VALUES of Chinese Society




Traditional Values are still the
CORNER STONES of Chinese Society

FAMILY ‘ HEALTH

HAPPINESS - PROSPERITY

Strictly Private & Confidential. HumanLAB 2020. All Rights Reserved

humanLABR

How can Suning incorporate these traditional
of Chinese values into a retail proposition?

Without making it look forced & insincere?

How do we communicate these values while
appealing to a modern young audience?

How do we bring people and homes closer
together with technology?

Millennials cannot unplug. They are spending
more time on screens.

Technology is actually disconnecting
ourselves from our physical relationships
creating an epidemic called LONELINESS.

35



By ALL major Indices Chinese society should be HAPPIER

People are living longer than any other point in human history
By every major metric this generation of Chinese society is better off

* Birth Rates 4
* Employment levels f
HEALTH * Average salaries f
* Life expectancy is f
' * Infant mortality rates ‘
Are people HEALTHY &/or HAPPIER?

The Answer is sadly NO

HAPPINESS

|| Increased rates of Depression

People feel lonelier, more isolated and disconnected

Suicide rates Up (Higher than any point in last 50 years)

Strictly Private & Confidential. HumanLAB 2019. All Rights Reserved
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Endless Information available about HEALTH, FOOD & Nutrition

HEALTH

'

How do users consume information?
Why is it not being applied?

* Obesity Levels 4

» Heart Attacks & Heart Disease Rates 4
e Diabetics #

* OStrokes 4

* A Foundation pillar of society is becoming destabilized.
More people are becoming overweight and less healthy

HAPPINESS ‘

The one metric that’s upside down is DEPRESSION & LONELINESS
So much information on Health, Food and Nutrition

e WHAT & WHO do | trust?
 How can | trust the source? 39
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humanLABR

UNIVERSAL TRUTH
People Trust Technology
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Google

People Trust Technology

Google Search I'm Feeling Lucky

=

41



We-fuse TECHNOEOGY with HEALTH to
generate more HAPPINESS,; creating

like minded socially-connected TRIBES




New behavioral indices...

)

humanLABR

A SENSE of BELONGING

TRIBES

Connecting Like Minded HOMES

Improving your HEALTH directly
improves your HAPPINESS and
way of life. Your way of being
You feel better, can work smarter
not harder, study more efficiently.
Being HEALTHY means you are
be able to work at your optimum
and have more chance to make
more money & be successful. The
HEALTHIER you are the more you
can support your family.

Live Longer.

Strictly Private & Confidential. HumanLAB 2020. All Rights Reserved

Improving the HAPPINESS of the
lives of your Family

By improving your HEALTH & being
HAPPIER you'll better support your
family, financially & emotionally.
Being HEALTHY and HAPPY means
you'll have more energy & patience
to manage your parents.

You can provide your family
members with Suning Sunshine
Solution & they too can be HEALTHY.
They will feel better & possibly live a
longer & a HAPPIER life.

CONNECTING like Minded Homes (TRIBES)
creating a sense of Neighbourhood

Humans are social beings, we all want to talk, to be
listened to. It's a unifying need to belong. However
technology is disconnecting ourselves & from our
physical relationships creating LONELINESS. People
are suffering, they are no longer being seen. There
is a need to be validated. There is a need to be

touched “connect” with others. Technology is the

ENABLER and the Suning is the location.
At Suning we bring HOMES of LIKE-MINDED PEOPLE

together. People come together over FOOD. We all
have mouths; we have to eat — sense of community.
LIKE MINDED FAMILIES come together to SHARE
experiences and spread HAPPINESS. 43




MEASURING HAPPINESS MEASURING HEALTH

5 Exercice
0]

m HEALTH mSENSE OF BELONGING ®m PROSPERITY

4
35
25
15
s I

(@)

5 10 15 20 25 30 35

m Health Indices

We apply the ‘inputs’ of HAPPINESS,
.e.: HEALTH, FOOD, and SENSE OF BELONGING

these behavioral indices are used to transform a CVS into a
MEANINFUL NEW RETAIL SOLUTION
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humanLAB
Navigation Tool

To improve customers everyday life while

bringing more HEALTH and HAPPINESS to China

BUSINESS OBJECTIVES

DESIGN WORLD CLASS CREATE ongoing CONNECT SCALABLE FOOTPRINT
New Retail Experience relationship with Users Seamlessly 020 Rapidly

To create individually personalized experiences in real time for
every user while Developing & Galvanizing New Communities

Habitually by-pass their nearest convenience store to
seek out & frequent a Suning CVS. Making a Healthier & Happier purchase decision.

RETAIL VALUE PROPQOSITION

We fuse TECHNOLOGY with HEALTH to generate more HAPPINESS, creating like minded

socially connected TRIBES

CUSTOMER EXPERIENCE PILLARS

DESIGN

PRODUCT &
MERC MIX.

Ci’;?';ﬂ PEOPLE &
CULTURE

PLATFORM

SOLUTIONS

TRIBES OF
CONNECTED
HOMES

. PARTNERSHIP
] OR
. COLLABORATI
: ON i

DATA CAPTURE & COLLECTION

/

OPERATIONS & ORGANISATION STRUCTURE

COMMUNITY & REGULATORY REQUIREMENTS
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DIAGNOSTIC
STAGE #5

Data Collection &
Ecosystem

Strictly Private & Confidential. HumanLAB 2020. All Rights Reserved
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How do we use technology to collect data to create MEANINGFUL
personalized solutions in "real time’ that drive Participation,

Visitation to store, Purchase &

BRAND MISSION

BUSINESS OBJECTIVES

RETAIL VALUE PROPOSITION

CONSUMER BEHAVIOURAL CHANGE - GOAL

AVTIId

TRIBES oF |}

DESIGN MERCH. App PEOPLE & PART
PLATFORM CULTURE CONNECTED ! NERS
SOLUTION HOMES |: wp.

NI 310y

AWIOVONIT

Ad3IAN3IA IN

DATA CAPTURE & COLLECTION

OPERATIONS & ORGANISATIONAL STRUCTURE
COMMUNITY

/ \

/ \
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on-going Engagement daily

Supporting Sub Pillars

Ecosystem Fundamentals

Algorithm
generating real time
insights
Engagement Pillar

PLATFORM
Connecting
users
seamlessly

PLATFORM
SOLUTION

Data
Capture &
Collection

2)

U

THE ENABLER

DATA CAPTURE & COLLECTION



DATA COLLECT

Problem

~

How do we use
technology to collect
data to create
MEANINGFUL
personalized solutions

/

ON & PLATFORM: Data Capture Solution

EEN S

Solution

humanLABR

Suning are a distant
3 in the retail race in
China. They want to
leapfrog the
competition
immediately through
use of technology.

In so doing changing
consumers perception
of their master brand

Strictly Private & Confidential. HumanLAB 2020. All Rights Reserved

reader we introduce new
behaviors into Suning brand
that resonate with consumers,
such behaviors are the
cornerstone of society & are
supported in a newly created

Qlatform: HHFT system /

Step #1- Immediate

Step #2 - Mid Term

(ia the use of a biometric \

Partner with Huawei to
create a biometric reader
(Next Gen fit-bit)
exclusively for Suning that
will seamlessly pair with
HHFT system & existing
POSM

. /

/Seek CPC approval for \

HHFT platform data
collection process &
platform functionalities.
Require support for live
test in less than 6 months
& rollout nationally within

12 months.
\ /

48



DATA COLLECT

Problem

~

How do we use
technology to collect
data to create
MEANINGFUL
personalized solutions

/

ON & PLATFORM: Data Capture Solution

EEN S

Solution

humanLABR

Suning are a distant
3 in the retail race in
China. They want to
leapfrog the
competition
immediately through
use of technology.

In so doing changing
consumers perception
of their master brand

reader we introduce new
behaviors into Suning brand
that resonate with consumers,
such behaviors are the
cornerstone of society & are
supported in a newly created

Qlatform: HHFT system /

Step #1- Immediate

Step #2 - Mid Term

(ia the use of a biometric \

Partner with Huawei to
create a biometric reader
(Next Gen fit-bit)
exclusively for Suning that
will seamlessly pair with
HHFT system & existing
POSM

\ %

/Seek CPC approval for \

HHFT platform data
collection process &
platform functionalities.
Require support for live
test in less than 6 months
& rollout nationally within

12 months.
o /

==

I

PLATFORM
SOLUTION

DATA CAPTURE & COLLECTION

Engagement Pillars

PLATFORMYS
Connecting
users
seamlessly

Algorithm
generating real
fime insights

S

Supporting Sub Pillars

Data

Capture &

Collection
Z

Transformative
Retail Solution
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THE ENABLER Bio Metric Activity Band
CONNECTING SUINNG WITH CUSTOMER DAILY

Collaborating with Huawei to create a bio metric activity band as the ENABLER to
drive HEALTH and HAPPINESS securing real time CONSUMER DATA DAILY
& including purchasing and consumption habits and being able to monitor your
customers needs and personalizing communicate

Algorithm
generating real time
insights

7/}'\ Data
/ Capture &
7

PLATFORM
Connecting
users
seamlessly

Collection

THE ENABLER
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Waterproof 5 ATM

GPS Tracker

Measures Steps &
Fitness Intensity

Heart Rate
Monitoring

Deep Sleep
Analysis

3 Day
Battery Life

DE@P®O®

Android / IOS
Compatible

- ®

)



Data Capture Solution: humanLAB

COMMUNICATING in “REAL TIME” WITH EVERY CUSTOMER DAILY

* The activity band is the ENABLER, (the glue) that drives customer
engagement, LOYALTY, improves HEALTH and HAPPINESS

* Suning provides ALL customers that visit the concept store, download
the Suning App and connect to the HHFT Platform will receive FREE

Activity Band ”’
* The activity band is directly linked to Suning App securing ‘real time’ -
CONSUMER DATA DAILY including users purchases, consumption habits,

leisure activities, including exercise, sleep and vital signs including

heart rate.
THE ENABLER -,
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HHFT Ecosystem s enonsl Belie

Il NNE

w— | Locations — GPS
- ~

~ \ Purchase Habits
APP
‘\0\

HHFT

PLATFORM

\ Consumption Patterns
\ Lifestyle Behaviours

\ Social Footprint

Sentiment Index (Induvial & Community)

l CRM Platform

/ Social Market Place functionality

Merchant Program — Partnerships
/ Consumption Promotional Program
/ Crypto Currency Capability

Loyalty Program — Sunshine Credits

-

Augmented Reality Ready

QR payment function — cashless tfransaction
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Path 2 Purch
ath « Furenase humenLABR

6.30am Suning proposed to USER to FUEL 6.35am USER click’s
UP with a High Protein breakfast meal agree on their phone.
because they are feeling low on energy. o °

7.00am USER leaves for work (GPS enabled
app & activity band tracks their movements
as is aware journey door to d) 40 minutes frain
journey to work (station to station)

6.15am USER wakes up with
low levels of energy. e

1.30am USER falls asleep . Sleeps for
5.5 hours sleep (2.5 hours less than g

their average) . 7.45am USER alerted (on their phone a reminder)

that they are 200m from the Suning Store & to
pick up High protein breakfast meal USER asked

12am USER goes to bed. Has trouble
it they want a Hot vs Cold meal. (User click HOT)

sleeping (Identified by activity band) ®

9.00pm USER exercises for 50 min- @
utes (identified & data collected

7.50am USER enters the store. Facial recognition
identifies USER & welcomes them — gesturing
them to TRC food section.

8.06am user receives an update on their
phone. Stating what they ate & receipt
(USER asked for feedback where they e
happy with the food) ask to rate the food
with STARS.
Upon feedback of food USERs new CREDIT
(sunshine loyalty points) are uploaded to
their profile

7.53am instore USER Recharges by purchasing a
high protein HOT meal - identified by a BLUE
DOT & its heated to their needs

® 7.55am the user can eat in store or they have

the option of taking their food with them.
8.05am user finished meal & walks out
of the store & pay via facial recogni- ®

7.55am-8am user decided to eat in store. 54
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Path 2 Purchase

6.30am AT A A PR LSRR RER R4 6.35am F IR 1R RE
RERL, RA A P IEANTHE A R RPIRAS

humanLAR

7.00am AP BHRABITIE (J5 HGPSHIL
o FFALEEIFINREMATN TS, FAREIFIAIRE
).5 TG40 5P K ZERRFERIIA TAE/L A (ZEU5E) 3G
)=9)

6.15am I LMREEECIRSBER o

1.30am HFREE T . BEAREEH5.5/NET

(EL-FA9R1R] 2.5/ )N 7.45am FASUREERE (FEALATTAG HIE L IRAR) Abf1EE

® HHTHIE200K, RERRRCLHERT T, BEMH
W E IR E L. (AP Adnts

12am HF _EIREER . TTIEARE (FHXEL
HE, WAEEZER)

EmFEREG) ©

7.50am H ARG . TEEIRAIRA P A

9.00pm F BRS040 40 (FHX%E @ .
i1- RSN R ARG IESESEYIHEE.

HFIREHL)

8.06am usH FEFHL LW EIEE. [FERW
fER RV (FERMI YR EWERR
) BERHEZTHEY. e
WIER PRI, SRS (FHYGEER S
) & LEFMAMIK D ATR

® 7.53am AR S RERA T B
BHRIEFERATREA TN EY

8.05am A RE EHBEENET o ® 7.55am AFPATLAEREHE, thahgEwE|Yw

Tl EB R A 5%

7.55am-8am IR EER)E HE 55
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Suning Sunshine Solution

AT BHICHEER 7 ==

Loyalty Program supported by /
'=!=15J2vl'*zllﬂtl§'ﬁv
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* We call it SUNSHIINE ACTS, random acts of kindness that SPREAD more HAPPINESS

humanLABR

LOYALTY PROGRAM: SUNSHINE CREDITS

Each shopper sets their own monthly individual goals KPI's based on HEALTH and HAPPINESS Levels.

How much exercise you aim to do in a month?

How much weight they aim to loose or add in a month?

KPI's are indexed against others (community) & approved by either Suning or community.

Successfully executing their KPIs on a weekly basis shopper receives rewards points referred to SUNSHINE CREDITS

User can ONLY use (redeem) up to 88% of your credits on yourself.

The balance 12% you must share with others (Give it away) }y
You get to decide who you share it with FAMILY, FRIENDS or random strangers &

/
User receive additional SUNSHINE credits by partaking in CONNECTED Community activities

BONUS points for creating an Activity Group and each time that group gets xxx members you are also rewarded. (i.e.:
Dog Walking and Young Mothers Clubs.)

57
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humanLABR

<Hygge
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humanLARB
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humeanLAR
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humanLABR
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humanLAB
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IIIIIIIII

DIAGNOSTIC

STAGE #6

NEW RETAIL METRICS
BEHAVIORS
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humanLAB New Retail Behavioural Based Metric’s

eCommerce Platform Metrics eCommerce Platform Behavioral Metrics — New Retalil

I rstuis » Order gap analysis Apply a HUMAN LENS & introduce NEW
Visit to sale . ]
nbound traffic * Trade Product & Seller reviews REPEATABLE BEHAVIORS into the
AVO — Average Order Vale * Social | brand and business model that are
get PromotifRSCtore : E';fks MEANIINFUL and CONNECT with the

ngagement hate ° | es
T i ol HEARTS and/or VALUES of targeted

Average Resolution Time consumers to drive frequency of
, , Comments o :
First Contact Resolution visitation, patronage, consumption &

NPS — Net Promoter Score * Reposts

Customer Lifetime Value e Social Sentiment shareable support
Retention Rate e Email  HAPPINESS

Adliagad e (Click Thru Rate (Yes it can be measured!)

CPA — Cost per Acquisition

Average Order Size ’ gouncs Tate e HEALTH

Shopping Cart abandonment rate * uUpen hal€

% O[;pmogb”e visits e Conversion Rate * SESNE of BELONGING

Repeat Purchase Rate »  Unsubscribed « CREATION OF LIKE-MINDED TRIBES

Purchase Frequency
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humanLABR

Thank You

humanLABRB

Christopher Lyons
Retail Behavioral Strategist

+66-99-334-1108.
humanLAB.christopher@gmail.com
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