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V&D Strategy 

	  2007:	  Focus	  

2008:	  Strengthening…	  	  

2009:	  Broadening…	  	  	  	  	  	  	  	  	  	  	  

2011:	  Market	  leadership… 	   	   	   	   	  	  

2010:	  Op?misa?on…	  	  	  

2012:	  Expansion…	   	   	  	  



6	  

V&D’s changes	  

• Rebranded	  52	  of	  62	  stores	  

• Rolled-‐out	  over	  3000	  shop-‐in-‐shops	  
of	  external	  brands	  

• Assortment,	  styling	  and	  products	  

• New	  express	  concept	  La	  Place	  

• BeJer	  service	  in	  stores	  

• vd.nl	  
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Reformat - DVD	  
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Building a brand revival for V&D	  

• Renewed	  brand	  posi$oning	  

• Stronger	  commercial	  calendar	  with	  
increased	  marke$ng	  ac$vity	  

• TV	  campaign	  developed	  

• Improved	  instore	  environment	  and	  
communica$on	  

• Development	  of	  strong	  1:1	  marke$ng	  
program	  

• Building	  the	  brand	  and	  sales	  online	  
and	  become	  a	  true	  mul?-‐channel	  
retailer	  



	  ”Learn	  	  from	  the	  mistakes	  of	  

others.	  You	  can’t	  live	  long	  enough	  

to	  make	  them	  all	  yourself"	  	  

 Eleanor Roosevelt 

Becoming	  a	  mul?-‐channel	  retailer	  	  
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Setting up for multi-channel	  

Communica?on:	  

• Vd.nl	  promo$on	  in	  brochures,	  using	  
online	  only	  pages	  

• Use	  brochure	  photography	  for	  home	  
and	  landing	  pages	  

• TV	  campaign	  with	  vd.nl	  emphasis	  

• Store	  info	  online	  (openings	  etc)	  

• Use	  newsleJer	  mail	  base	  as	  vd.nl	  
email	  plaXorm	  
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Setting up for multi-channel	  

Processes,	  incen?ves:	  

• Free	  returns	  to	  stores,	  fee	  for	  sending	  
to	  DC	  

• Pilot	  click	  and	  reserve	  in	  store	  

• Bounce	  back	  vouchers	  store	  @	  order	  	  

• Brochure	  online	  and	  e-‐mailed	  

• Air	  Miles	  redemp$on	  online	  
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Setting up for multi-channel	  

Organisa?on:	  

• Small	  e-‐team,	  supported	  by	  
opera$ons,	  logis$cs,	  IT	  and	  own	  studio	  

• Assortment	  selec$on,	  alloca$on	  
quan$$es	  and	  SIS	  brands	  par$cipa$on	  
(joined)	  responsibility	  B&M	  

• Product	  master	  data	  quality	  B&M	  
responsibility,	  enrichment	  outsourced	  

• Web-‐site	  set	  up	  as	  store	  in	  systems	  



	  ”Boundaries	  between	  channels	  are	  

ge>ng	  blurred,	  with	  customers	  o@en	  

migraAng	  from	  one	  channel	  to	  the	  

other	  within	  the	  same	  purchasing	  

journey"	  	  

 Tony Stockhill 

Mul?-‐channel	  integra?on	  is	  cri?cal	  	  
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Next steps in multi-channel	  

Organisa?on:	  

Communica?on:	  

Processes:	  

Assortment:	  

• Staff	  rever$ng	  to	  vd.nl	  if	  not	  sold	  in	  store	  
• Allocate	  (part	  of)	  sales	  to	  stores	  

• E-‐catalogs	  (interac$ve)	  
• Social	  media	  
• X-‐channel	  campaign	  management	  

• Roll-‐out	  click&	  reserve	  
• Order	  in	  store	  
• Store	  availability	  of	  product	  online	  
• Payments	  –	  (gie	  card,	  comfort	  card)	  

• All	  products	  online	  
• Online	  only	  ranges	  
• Online	  targe?ng	  -‐	  merchandising	  
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Who	  is	  our	  customer? 
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Data	  ≠	  
Informa$

on	  

V&D	  has	  many	  data	  sources 
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Merchandising since 1807	  



20	  

Online merchandising	  
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Online targeting	  

Inspiration 

Guided navigation 

Service messaging 

Category naming 

Brands/shop-in-
shops 

Comments 
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	  ”MarkeAng	  is	  far	  too	  important	  to	  

be	  le@	  to	  the	  markeAng	  

department"	  	  

 Seth Godin 

Mul?-‐channel	  marke?ng	  


