Business toolbox
Q&A with Faye Ilhan,
chief digital officer,
Woolworths
In this new series, Inside
Retail gets up close and
personal with those in the
industry to find out what
makes them tick.
I never start my morning
without a good cup of
coffee, a quick glance
through emails, agenda
for the day and a few
cuddles with my children.
The best piece of
career advice I ever
received was that you never
stop learning and treat others
how you want to be treated early
on. Over the last decade, it has been more about slowing
down to speed up, taking people on the journey and always
being clear on the ‘why’.
One project that that I’m most proud of was overseeing
the building of a data centre in Switzerland when I was
working in telco. It was my first stint overseas, so I was
pretty green, to be honest. I had Newton’s Telecom
Dictionary in one hand, and German/English Dictionary on
the other, as the construction PM spoke three languages
fluently. However, English wasn’t one of them.
I suppose the reason why it’s always stuck as one of my
proud memories is that it could have easily gone wrong
and it didn’t. As expected with youth, I had minimal fear
of failure and was
willing to push the
I had Newton’s boundaries with
experience.
Telecom Dictionary limited
One of the biggest
in one hand, and
mistakes businesses
make when it
German/English
comes to digital is
Dictionary on
measuring the success
of digital through
the other.
ecommerce sales
alone, especially if it
isn’t a pureplay. Of course, the P&L is critical and a measure
of success. Customer engagement and reach, providing
customers with info before they go in-store, stock and price
transparency and providing digital tools and features to aid
customer store experience are just a few of the successes
that often get overlooked – and they shouldn’t.
To unwind at the end of the day, I like to cook! I find
inspiration in creating different flavours and love seeing my
family enjoy it. It’s also humbling when I get direct feedback
from my daughters if it’s not up to scratch.

Aussie business unprepared
for mobile shoppers
Seventy-two per cent of Australian consumers may be shopping
on their mobiles, but the PayPal mCommerce Index 2017 has
revealed that 51 per cent of businesses are actually able to
accept mobile payments.
It’s a worry, given online businesses have seen a 46 per cent
year-on-year increase in the percentage of sales made on
mobile devices, too.
“Mobile commerce is clearly not a fad, but a consumer
behaviour change that’s here to stay. Australian businesses have
work to do to bridge the gap between consumer expectations
of mCommerce and their ability to offer a streamlined mobile
shopping experience,” said PayPal managing director Libby Roy.
The report also revealed that shopping via social media
platforms like Facebook and Instagram is on the rise, as there
was a huge 128 per cent year-on-year growth in businesses
accepting payments via those platforms.

What do women want?
It’s well-known that women are the biggest shoppers in
Australia. Last year, Mastercard’s SpendingPulse report
revealed that females are behind 75 per cent of all retail
purchases in the country.
But according to marketing expert Bec Brideson, many
retailers still struggle to engage with their female consumers,
using outdated sales and marketing techniques.
“[They have] an inability to provide a meaningful hook and
place in women’s lives – what does your brand do in her life to
fill a vacuum, understand the time-poor world she operates
in and how do you match her values?” Brideson said. “Are you
simply ‘pinking and shrinking’
your traditional product,
environment and experience
to try and hustle a female
dollar? Or is she at the centre
of your brand?”
In her new book, Blind
Spots, Brideson offers advice
on how businesses can tap
into the modern female
market and acquire and
retain women shoppers.
Meanwhile, Brideson cited
Aesop, Apple, Scanlan and
Theodore and Cotton On
Kids as being female-friendly
brands that offer excellent
customer experiences.
November 2017 www.insideretail.com.au | 57

