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EXECUTIVE SUMMARYcelikA & ¢ dzNJ S& Q& f S appliange3 andeblinofofies. At@r being wo@d
¢ dzNJ| f&8uftébrand nine yearin a row, the brand was intent on evolvirits customer experiencand
future-proofing itsstores.

Following a previously successfetail design partnershipfITCHvasselected todesignthe T & (i A y Bagship | NJ
storeandelevate itfrom product retailingnto an'Experience Cent@The brand wanted tbe thefirst Turkish
retailerto createa categorydisrupting omnichannektore designrevohing arounddigital hero retail attractiors

such as/R gaming experiencesdinteractivetouchpoints.

C L ¢ /dési@rdof The Arcelik Experience Celliaégances the best of traditional Turkish hospitality while
showcaingthe world of opportunities, products and services that Arcelik can pegidgtomes with.

Thelauncho NB 1S NBO2NRa Ay G(GKS oNI}yRQa NBOGFIAfT KAAG2NET | o dgJ
compared with the rest of NJeSstoe esfaée, waves of positive customer feedback, a dramatic increase in

customer data collegon, and winner ofvariousA Y 4 SNy I G A 2 y I { titesfi®ra theWoiddRoBl 5 S & A3y Q
Awards, Red Dddesign Awardsand the Retail Design Institute

Since thenthe store desigrformat hasbeenrolled out into400Ilocations,and threeflagships Brand perception
has mproved localsbenefit from the educationadtore featuresthe brand has enjoyed overall revenue growth
y-0-y, digital engagement is at an-&ithe high andnew revenue streams have been developed with earfithe
g2NI RQa o60A33SadG ONIYyRa®

The branccontinues toinnovate its retail offering even further based on the succeds bf¢ /dési@ras on track
to achieve its omnichannel market share targedis confirmedto roll out the desigracrossa further 800
locations

iiMarketing Turkeyo Research
2 Data shared brcelik HQ
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CONTEXT AND OVERVIE®nded in 19554r¢elikis a household name in Turkey and lovedalbgenerations.

Thanks to its strong trade network of about 2,750 shops and brakgglikclaimed 42.8% of the market in 2015
alongside key competitors Bosch, Vestel and Profilo. Traditional retail customers who searched and bought offline
were the main customer segmemecordnga Net Promoter Score (NR8)650%.

However the onset of the global digital economy directly affected traditional retail performance and role, and
without a set digital retail strategy NbeSNPS in hé omnichannel customer segment was.1Zéfsistent with
the low NPS scorés market share with omnichannel customers was lagging at 37%.

TheArcelikleadership team assessed there was a risk of market share decrease of 4% by 2022 if no corrective
action was taken. With the right design paer and strategy to acquire omnichannel customers, they determined a
LRGSYGALrE G2 3INRBG ! NeStA1Qa G20Ft YN]SO &aKFENB G2 F LILIN

With online platforms and social channels being embraced by consumers, there needed to be better reasons to
visitand return. It was a business priority farcelikto employ digital and retain its marké¢ading reputation.

The design ofTheArcelikExperience Centreadto meet the following business objectives:

- Introduce new instore customer experiencéechnologieghat would build on its market leading position
- Establish an omnichanndbcused retail strategshat would increase footfall in store

- RtureLINE 2T G KS 06 NI yRQdéireddBnireasesalSELISNA Sy 0SS | yR

- Gain recognitiorasthe leadinnovator and technological expert in the market

C L ¢ /stbr&desigrshifted the retail format from transaction tdestination a placeor inspiration, play and
discovery Techfocused features and servicegre upgraded anéhtegrated to provide @aeamless omnichannel
experience for customers to interact with the brahdfore, during andong after their visit.
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The scope of work was a new store concept design which included both flagship and staodesdmeparation
of projectstrategy,omnichannel mappind2D and 3D desigipyototyping, as well agetail toolkit and guidelines

Sage lof the design process wakedicated to extensivensights customer behaviouand strategy development
gathering data acrosaudits, interviews, local and global tren@smddefining different shoppemissions and
journeysto developa uniqueArcelikretail experience strategyFITCHspecifically identified and mapped key
touchpoints forArcelikQa LIK& & A Ol f & (i endidBdlsin brder té @ilinke thé biest @nyiiEhanyied
approach.

FITCHreated a design concept ¢ KS L y (i S fc & thilditd w6 Arcelik2ay SOONI v RadM B ibinal | &
technologiesand a concept which would best host axcitingand aspirational destinatiorotdiscoverandlearn.

Store Batureswere designed tadelight the customer, antherefore naturallyincrease time spent in stores, visit
frequency, conversion rates and basket sitfzdatedretail features includeRFID|Beacon technology, touch

screens and video wallall of which can display differenbntent to a specific campaign or seasdhtraction-

focused featuresnclude VR gaming experiences aAdled interactionsi dzOK | & (i KRSbot@K | 2fyTySSY/CHIS n

W¢ KBy 3 it @ntre of the store is designedoundanWhti( S &bBcept the space showcases only the
latest and most exciting producésd is anchoretdy an active coffee and conversation lbar social interactiorand
chatting with Arcelik gurus. Bhind it lies theamphitheatre which hosts localspeakers andalks for the local
community to enjoy.

Four wider experience hubs champion different product categories, and harésivops folearningeverything
from cooking with guest chefs, to dedicated photography and digital art claEeesdesign of an iatore app
means shoppers are greeted aaktrtedto personalised deals arelents starting within the next hour
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The customer experience journey is monitored though a-tiea¢ dashboard, quantifyingur experiencedesign

into meaningful numbers. Metrics range from revenue to NPS score, data enrichment targets of newly integrated
ERP tool to the fulfillment of expesppointments in storeData collectioron this scalallows the brando

personalge instore, fitinto O 2 y & dawid&Nikeddyles stayagileto changes irtonsumer behavigrand ultimately
thrive inthe future.

TheArcelikExperience Centre ifi & (i A y BaichedlinNDktober 2017.




» arcelik FITCH

RESULTIheArcelikExperience Centrdesign is performingbovethe originalbusinessbjectives set in the
design brief; from launchto present dg.

Following the launch, footfall was recorded at 4.3 times that of any oftneelikstore, and product sales at 3.7
times over the average in other store€ustomer feedback captures included the following quetes

o aLGQa | o0SIdziAFT8é aGi2NBd +SNE Ayy20l A QD

o af[lad GAYS L ¢la KSNB L 324G G2 GNB | ayY22GKAS FTNRY
no other technology store in Turkeyat doesii K I { @€

o a2S alg GKS adG2NB gKAES gl t1Ay3 I NBeddyfiRw disl&/ led I £ £ & L

dza Ay ¢
0 G¢KA& ali2NB Aa 0Se2yR 20KSNJ ! NeeSt Al ad2NBaodé
0 &a! NeStA]l &aG§SLIISR Ayidz2z + yS¢é 3IS wéoAldK (KA SFiANESiBdE
o aL OFly ¥8S8t (KIFi SELSNARSYOS A& (GKS F20da LRAYyG Ay (
0 G¢KA& ali2NB vYzahte f221a tA1S I ((SOKy2ft238 OSYydSNJI 1
o ! adG2NB GKFdG OlFy 0SS 2NI R Qtrealy s 8 Beduliful e/ theelisihane L QY LIN
fA1S AdG I NRdzyR (GKS 62NI RDE

3 Data shared brcelik HQ
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As of 2018further results data has beeraptured todemonstratethe positive cause and effect, scale goalwer
of the new design

Thenewly designedmnichannel stores generated a 22% increase in revenue on top of average grohith

L2 6 SNFdzf FAIdzZNBE KAIKEAIKGEGA GKS 0 NI yRdrcressedyperddfsiong,y St a i 2
but also indicates spend is coming from other channel touchpoints now accessible to custbigitas.

engagement is at an dlime highq website traffic was recorded at 15m clicks per year in 2@hdin 2018the

figure was early doubled to approximately 28m clisks

C L ¢ /stbr@design has led to a boost in trade profile, and consequentially has developed new revenue streams
and partnershipsArcelikhas reported that since launch, it has accommodated new thpady business with some
2F (KS ¢2NI RQa 0 halmalds,inclidiyigrDysor2 Apple dngBoged | i

The! NbeSt A1l Cfl3AKAL {G2NB 4G TadayesS tIFN] NBOSAOGSR (KS
asBest Store Design Awdid the category ofP. HardLine Speciality Stor€by the Fetail Design Institute

4 Data shared by Arcelik HQ
5 Data shared by Arcelik HQ
6 Data shared by Arcelik HQ
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The new store design has contributed & remarkable leap ibrand perceptionwith a positive perception ratef
57% against the83% benchrarks. Other highlights include:

54% ofvisitorsperceiving the brand as innovative, compared to 35% previously

59% of visitors perceiving the brand as a brand who cares for customers, compared to 42% previously
48% of visitors perceiving the brand as technological, compared to 37% previously

74% overall satisfaction from the store experience, compared to 47% previously

61% chance of referral / recommendation of store visit, compared to 37% previously

O O O oo

This data proves that the new design has elevaitegklik2 Brand reputation into one whicis technological and
innovativeq keeping it relevant and market leading. It also confirms that the new retail experience is oneisvhich
satisfying; the focusn and investment intanspiring customers hasuccessfullgvolvedits reputation asa brand
whichnow helps people achieve

Internally, stakeholder behavior has undergone a magjositiveshift ¢ anyinitial skepticism aroundesignfactors
such as reduced SK#isd dark palettegor the floor and ceilirg, have been reeacted and now praised in line with
the ongoingpositivebusiness results reportq

Looking to the futureArcelikis on track to achieve itkotal omnichannelmarket share to approx. 53%y 2022.
Plans are in place to roll out the design acradarther 800 locationsas well agurther innovate from thedesign
by optimising and monetising the digital touchscreensastomers anbuy productsegardless of irstore stock
levels.

7 Data shared by Arcelik HQ, via Envirosell Research Agency
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