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Current Analysis

The current analysis of the case study of the leading digital retailer has revealed a
number of key insights. These insights have been used to inform the development of
strategies to improve the retailer's performance.




Goals

This case study looks at how a leading digital retailer achieved their goals.
Through careful planning and strategic implementation, the retailer was
able to reach their desired outcomes.




Competitive Advantage

+++ =

Innovation Technology Marketing
The digital retailer hasa competitive advantage The digital retailer has invested heavily in The digital retailer has a strong marketing
due to its innovative approach to customer technology, allowing them to stay ahead of the strategy that has enabled them to reach a
service and product development. competition. wide audience.

The digital retailer has a clear competitive advantage due to its innovative

approach, technology investments, and effective marketing strategy.




® January 2020

Leading Digital Retailer
launches new website

Challenges

® May 2020

Leading Digital Retailer
implements new
technology to improve
scalability
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® March 2020

Leading Digital Retailer
faces challenges with
website scalability

July 2020

Leading Digital Retailer
successfully resolves
scalability issues



‘Projections are the
guiding light of success'”



Usage Frequency (1-10)

10

[+

Natural Language Processing

Sentiment Analysis Text Classification Entity Extraction Topic Modeling
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Sentiment Analysis and Text Classification are the most used NLP techniques.

*Data from a survey of leading digital retailers.
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Demographics Feature

The leading digital retailer has a wide customer base,
with a diverse range of demographics. Understanding
the demographics of their customers is essential for the
retailer to continue to provide the best possible service.



Timeline of Activities

® January 2020 ® June 2020 ® November 2020
Leading Digital Retailer Leading Digital Retailer Leading Digital Retailer
launches new website launches mobile app expands product

selection
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March 2020 ® August 2020

Leading Digital Retailer
begins offering free
shipping on all orders

Leading Digital Retailer
introduces loyalty
program



Measuring Success

I

Defining success metrics Analyzing data Reporting results
Identifying key performance indicators to Gathering and analyzing data to track Reporting results to stakeholders
measure success progress

Measuring success is an important part of the case study of the leading digital retailer,

as it allows us to track progress and make informed decisions.
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