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Agenda: helping retailers

• Market better online: Lasoo

• Getting retailers online: Salmat eCommerce

• Mobile and social accelerating engagement

• Salmat’s digital strategy
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Lasoo
Paul Marshall
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Shoppers have changed
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Media they use, how they research, where and 
how they buy



The digital revolution

50%of all 

retail purchases
are now influenced

online
ACRS Research

Australians are the 

biggest 
users of 
social media 
in the world.
Nielsen

Australians spend 

22 hours
online per week…
…more time than consuming 

any other media.
Nielsen Australian Online Consumer Report

Growth in Australia:
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online
ACRS Research

Australians will spend 

$32 billion 
online(retail) in 2012
Forrester 2010

Growth in Australia:
Online advertising –

15.4%
…every year for the 
next four years. 
Print growth 1.9% 
Free TV 3.9% 
According to the PricewaterhouseCoopers’ 
Media and Entertainment Outlook 2010 
– 2014 report, 

Email has the 

highest ROI of any 
digital channel at 

$42
DMA 2010
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50% of shoppers research online before purchase
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Internet one of the most frequently used sources of 
information for shoppers 
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Australia’s leading pre-shop® site

• Engagement

• Retailer content

• Conversion
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Page A Salmat joint venture



Lasoo verticals: 565 Lasoo
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Lasoo verticals: Daily Deals
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Lasoo mobile
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People are on Lasoo to make shopping decisions

– 8 to 9 minutes each visit

– Over 40 page views per visit

– The only content is retailer advertising

“24% of lasoo.com.au visitors have gone on to purchase the 

item from the retailer they saw on the website.”

“69% either purchased the item from the retailer they saw on 

lasoo.com.au, intend to purchase the item, went to the 

Millions of Australians Lasoo, then buy

Page

lasoo.com.au, intend to purchase the item, went to the 

retailer’s store or website and/or contacted the retailer.”
[Nielsen]

13

2.29 million 
Australians driven in-store by Lasoo

75% went on to buy
Christmas 2010
(Q4 survey results. Number of unique visitors)
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eCommerce
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Enterprise 
systems priced 

eCommerce opportunity

50% of online  
retailers to upgrade 
platforms in next two 

years. (Forrester)

Short 
implementation 
times and flexible 

Page

Current mid-low 
end solutions 
scale poorly. 

systems priced 
beyond core 
growth market.
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years. (Forrester) times and flexible 
revenue models 
attractive.



Salmat’s eCommerce solution

Option 1: Licensed

customisationMore control greater speed to 
market

lower up-front 
costs

$/$
more control no tech 

management

Option 2: Hosted

Page

build In-house 
expertise

upgrade pathway
control Lower hidden 

costs

easy access & 
data mgmt

upgrade pathway
certainty
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Mobile and social
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Mobile #1 on the agenda

• “Mobile is our primary focus for our platform this year”              
Bret Taylor, facebook CTO

• "We think mobile is going to be the end-all and be-all of how we 
are going to communicate with the customer”                       
Martine Reardon, Macy’s EVP Marketing

• “All the company's strategic initiatives this year involve mobile 
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• “All the company's strategic initiatives this year involve mobile 
devices.” Eric Schmidt Google CEO

• "It looks like more than half of all shoppers will soon be using 
their mobile phones for retail purposes”. "Any retailer not actively 
working to develop, measure and refine its mobile experience is 
leaving money on the table for competitors."                           
Kevin Ertell, ForeSee Results VP-retail strategy



Social media converging with retail and mobile
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Salmat’s digital strategy
Grant Harrod
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“...to capture the growth potential of online “...to capture the growth potential of online 

retail, marketers will have to have a retail, marketers will have to have a 

multichannel strategy that works for multichannel strategy that works for 

consumers whose style of shopping is to hop consumers whose style of shopping is to hop 

among bricksamong bricks--andand--mortar, web retail, and mortar, web retail, and 

mobile points of purchase.”mobile points of purchase.”

Sucharita Mulpuru
Vice President, Forrester Research 2010



A leading department store

+

dynamic 
digital content

dynamic
catalogue

+

Lasoo

+
database 
management

+
+

565 Lasoo 
launch partner

2007 2011

eL

eLearning & 
Development

roamz

Page

++ +
+

catalogue 
distribution

+2007 2011

50m

22

@

Social 
Promotions

Digital 
Targeting
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Disclaimer

Company announcements and presentations can contain forward-looking statements. Words 
such as “believe”, “anticipate”, “plan”, “expect”, “intend”, “target”, “estimate”, “project”, “predict”, 
“forecast”, “guideline”, “should”, “aim” and similar expressions are intended to identify 
forward-looking statements but are not the exclusive means of identifying such statements.

Forward-looking statements involve inherent risks and uncertainties. We caution you that a 
number of important factors could cause actual results to differ materially from the plans, 
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number of important factors could cause actual results to differ materially from the plans, 
objectives, expectations, estimates and intentions expressed in such forward-looking 
statements. These factors include but are not limited to: competition and product pricing in the 
markets in which we operate; general economic and market conditions; compliance with, and 
possible changes in, environmental and health and safety laws; dependence on cyclical 
markets; the supply and cost of materials; exposure to environmental or other legal 
proceedings; and risks of conducting business internationally. We caution you that the foregoing 
list of factors is not exclusive and that other risks and uncertainties may cause actual results to 
differ materially from those contained in forward-looking statements. Forward-looking statements 
speak only as of the date they are made. 
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