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VERITAS 

• 120 years of retail experience 

• Fashion accessories & Creative haberdashery 

• 117 Bricks & mortar shops 

• BELGIUM & LUX 
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Roadmap 

• Since April’13 New Website 

 

• Since Nov’13 Launch e-Shop 

 

• Since May’14 Fidelity card omni-channel proof 

 

• .... 
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Challenges 

• Full omni-channel : one brand one story 

• Sales & promotions alignment 

• Ready for international expansion 

• KYC -> eCRM 

 

• Technical complex features 
– Advanced content / product integration 

– Unified promotions 

– Localized merchandising online 

– Multiple channels : mobile / tablet / kiosk 

– Multilingual 

– Flexible 
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Complex integration across company’s 

infrastructure 
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Social Strategy 

• Why facebook  

• Why Pinterest  

• DIY hype  

• Content strategy 
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Omni-Channel approach 

• Full service return point in Veritas shops 

• Same conditions : shop & eshop sales 

• Same brand story across touchpoints : prices / promotions / customers 

service / flows 
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VERITAS ID 
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• Gather insights 

• Membership program , not an ordinary loyalty card 

 

 



Social Media Landscape : interaction touchpoints 
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Listening 

Customer Care 

Engagement 

Social Selling Promotion 

Publishing 



Social Impact 
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The customer journey of Veritas 
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Our definition of Customer Xperience 
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• Align the tone of voice 

• Same promotions/pricing 

• Actions triggers based on profile behaviour 

• Actions could be : DM , emailing , in store cashdesk notification 

• Actions/Data not only out of known e-mailadresses/customers : behaviour 

• Every interaction is a touchpoint : measure it/flag  Know Your Customer 

• Bridge all the touchpoints : online <-> offline 
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Thanks 

 

 

 

 

Sven Bally 

Head of e-Commerce & CX 
– sven.bally@veritas.be 

– Twitter :@ballysven 


