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2. Al gains attention
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2. Al gains attention
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1. Product & Pricing
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2. Channel - Stores (Offline)

Z|4 2H| EHES L Soh= AFEH 24 S0 = AH|XS2| OiF 2= Stz

- MER HE L, M, ME|IA ME5h= S 2M2| el ojgh MaF/={h5t0] Cross-

L OL — = O/
selling SLHotyl, = == 8! Stay Time 37t &
(Of]: A0/ FHY MH|A, FMH|A, 2~2|/CHO{/THEO] S MH[A Z[8E ALY 22 =trl)
O

= T

- 2H| F=2tE 216l Mid-tier MiZ=0] A1 Y20, 0|2t EHIE #Halof 5 o=

= s bl T Al =l
TES2(0Z TN 4 U R0y

(Ofl: 7HSH['(PBAZ S)2F 7HH'(IZSYF S) S22 & Y

. DS 72 YRAS0| E4S Hioisto], Qmafol B7i0)4 HHE U HZS XY B3 Lo
K[agt 4 gl 27| X0l OHIE Ofd

(Oll: CIt BEHERL0| TS St HRIAS0] 2Igh IjF L) Mg B2+

S I2IOI O AR AJOIE 2 AASE Al HOI U J|52
% 8%} XIS Soil 0 ZH M

Ol

ot0] XIS/ XH| A =H

- 22t AM 5 OiFO| M LRISHE AH|XE7HO{H5| TEe D (B3| H|AIER), 0|S0| Y= i
CHE X|&/MH|AZ Cross-selling® &= Y= 22101 0| M= oo

[ = =

| b4
X2k 2t
. 2-9I20l DHO| Hi, AH| HEY S BIO|E{O] Cifst 47 3!

-1 O
o A =24 gss HA=r, i
Y= Al HOIH 2ES Stiete o U= TIAFHIO[E T2F A

35 EY OJ2ff AH|X}X|4~

Cases

Lululemon - Experiential Store &Y

- O|= 10H 20| = E2{|0]\ MM R,
74 ATk Aot S H3et 4 Q= O E

- O[HIE %, 7t 2F 52 Sdh X[
LI HE/E SIe= &E

- 243 OilE S712 H| A
X104 O§EF +14% vs. O|HHA +6%

Instacart - Al7|82F AOIE FIE

» AOPEFLE 19| 5l S Soff 7l ¢l
ME =8 9 E00 XA

- OHE LH 21X, ZIEO EH2 HIE S
SHARFEER A AF LHY/IHE S
CrFotH|O|E &4

e S Z2 RIS (FES)

EY



=L 71 AR

2. Channel - E-commerce (Online)
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3. Operations
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EY | Building a better working world

EY is building a better working world by creating
new value for clients, people, society and the
planet, while building trust in capital markets.

Enabled by data, Al and advanced technology,
EY teams help clients shape the future with
confidence and develop answers for the most
pressing issues of today and tomorrow.

EY teams work across a full spectrum of
services in assurance, consulting, tax, strategy
and transactions. Fueled by sector insights,

a globally connected, multi-disciplinary network
and diverse ecosystem partners, EY teams can
provide services in more than 150 countries
and territories.

Allin to shape the future with confidence.

EY refers to the global organization, and may refer to one or more, of
the member firms of Ernst & Young Global Limited, each of which is a
separate legal entity. Ernst & Young Global Limited, a UK company
limited by guarantee, does not provide services to clients. Information
about how EY collects and uses personal data and a description of the
rights individuals have under data protection legislation are available
via ey.com/privacy. EY member firms do not practice law where
prohibited by local laws. For more information about our organization,
please visit ey.com.

(© 2025 Ernst & Young Han Young
All Rights Reserved.

APAC No. 05001241
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This material has been prepared for general informational purposes only and is not intended to
be relied upon as accounting, tax, legal or other professional advice. Please refer to your
advisors for specific advice.
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