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In October, we spent a couple days rubbing 
shoulders with both brands and retailers alike 
at Magento’s 2019 European event. Two days 
marching through the enormous RAI exhibition 
centre on the outskirts of Amsterdam has had 
our brains buzzing with the latest techniques to 
innovate ecommerce and reach customers more 
effectively online. 

Over the last twenty years, the ability to buy and 
pay for goods over the internet has completely 
revolutionised the way we shop, providing 
consumers with more choice and convenience 
than ever before.

While some argue ecommerce has led to empty 
high streets, boarded up shops and the demise 
of some of our favourite stores, others argue that 
traditional retailers are simply failing to transform 
their archaic businesses quick enough. Whether 
retail likes it or not, the experience that online 
shopping offers consumers, means that there is 
no turning back, even if it causes a dent in profits. 

However, where traditional retail may have a 
complex relationship with online shopping, it has 
been a fantastic opportunity for brands to get right 
in front of their consumers and forge a relationship 
which was unheard of a decade ago.

Here are the three 
key topics that 
caught our attention 
at MagentoLive 
Europe 2019.

This D2C (direct-to-consumer) model is only 
possible because ecommerce gives companies 
a platform to sell their own goods to their very 
own customers, and even sometimes leads to the 
opening of stores – think brands like Nespresso, 
Allbirds, and even Amazon wanting to take part in 
the real estate action.

But whether it’s the UK’s Great British Bake 
Off television show highlighting KitchenAid  
appliances or the latest reality TV star raving  
about their favourite boutique jewellery on social 
media, brands are in front of their consumer 
whether they like it or not. They need to grab a 
slice of the online pie in order to compete with 
traditional retailers.



It’s been a big couple of years for Magento, with 
the launch of Magento 2 at the tail-end of 2015 
and Adobe’s acquisition of the vendor last year. 
Many of the retailers attending the show were 
keen to hear what Adobe was bringing to the table 
post-acquisition, with technology discussions 
highlighting tools such as Adobe’s AI-powered 
Sensei tool which Magento is using to create a 
supercharged recommendation engine, to AB 
testing with Adobe Target.

Despite being acquired by such a large company, 
the community feel Magento is known for – 
thanks to the open-source nature of the business 
– was still very much alive in Amsterdam. Brian 
Green, Head of Commerce EMEA at Magento, 
is clearly pleased this is still the case, saying 
the Magento community not only shares code, 
but conversations about ideas, failures and 
successes. 

Much of the conference was sharing learnings 
from Magento 2 implementations, which a number 
of retailers have been using to power their online 
stores, leveraging open-source to deliver some 
really innovative technology to enable brands to 
trade directly with consumers.

One example is Tommee Tippee which has 
replatformed both its content and commerce site 
onto Magento 2. Global Digital Platform Manager, 
Aidan Connor highlights the importance of a 
robust website to support the content it produces 
which is integral to conversion, as it becomes a 
trusted source of information to new mums. 

UK home retailer, Cox & Cox has also been 
innovating on the platform using the open-
source community to implement technologies 
including recommendations from Nosto, visual site 
search from Klevu and blog content with a quiz 
functionality from Zmags. 

Meanwhile, over in Barcelona, Nestle has 
launched its own digital hub to navigate the 
complexities of transforming its many global 
brands. Ecommerce Head of Product, Victor Clar, 
is in the midst of migration, with Magento end-of-
life support in 2020 ticking ever closer, he has a 
big task migrating multiple country-specific sites. 
But by decentralising the operations, the FMCG 
company has been able to be more agile and 
localised, and taking this away from central IT in 
its Switzerland HQ ensures that the new websites 
will be scalable going forward.  

1. Ecommerce 2.0
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Last year at MagentoLive, business to business 
(B2B) was a key theme, and this isn’t dying down 
anytime soon. Similar to brands who want to 
go direct to consumers to sell their products, 
manufacturers also want to make the process 
for wholesale orders a much more digital and 
seamless experience.

In a MagentoLive session, Christian Marquardt, 
Head of Ecommerce at Juzo, a 120-year-old 
manufacturer of medical-grade compression 
garments, described using agile development 
to automate the process of ordering a custom 
product. 

Around half of the business is made-to-order, 
where a doctor prescribes a product and the 
patient visits a store where someone measures 
their leg dimensions before faxing the information 
to Juzo. “There’s a lot of check-boxes, plus 
measurements – it’s a really error-prone process.” 

In order to continue scaling the business at 
speed, the order process had to be automated. 
And after working with Magento, the company 
now sees 10% of orders done through its new 
digital commerce platform, with a 0% error rate 
because all of the data is validated immediately— 
Marquardt noted that while the error rate was

exceptional, the take-up rate was low because 
it’s quite difficult to convince B2B customers to 
change their habits, which is the next process     
of work. 

Fullers pubs is another example of using   
Magento Commerce Cloud with the B2B add-
on to digitise the wholesale side of its business. 
Digital Products Manager at Fullers, Smith & 
Turner, Peter Graves, describes how the pub 
group wanted a B2B website to increase efficiency 
to aid its telesales colleagues. But he also agreed 
with Juzo’s Marquardt, that B2B customers are 
particularly hard to move to ecommerce, and there 
is a need to incentivise its pubs by offering more 
promotions online. 

It’s an area of interest for many brands including 
Paul Smith and Nestle. But as Victor Clar, 
Ecommerce Head of Product at Nestle pointed 
out: “I don’t care if it’s D2C, B2C, B2B – we sell 
to a huge variety of business models, but we’re 
selling online, so why not sell all of them if our 
technology helps in all those business cases?”

2. B2B Innovation
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Every conference informs its delegates that if 
you implement technology to improve customer 
experience you can win the retail race. And 
Fullers, a hospitality group whose job it is to 
provide an excellent experience for groups of 
family and friends, hit the nail on the head: “It’s 
easy to get bound up in the tech, but we need 
to remember that what we’re doing is all for 
the end user,” says Digital Products Manager,              
Peter Graves. 

From Isobar’s CX Report, we know that brands 
are increasingly investing in customer experience 
to meet consumer expectations. And after a 
couple of days walking the aisles at MagentoLive 
2019, the report proves true in illuminating the 
many tools available to create great customer 
experiences for brands; from technology 
platforms, to digital marketing software and       
AI-assistants, but creativity remains the key to 
brand loyalty. 

We know great consumer experience isn’t just 
about a single consumer touchpoint, but an end-
to-end experience that gets the consumer from 
product to check-out in the minimal number 
of clicks and following this up with access to a 
physical store for easy pick-up or offering fast and 
free delivery.

Bicycle manufacturer, Royal Dutch Gazelle’s IT 
Director, Henk-Jan Nanninga says creating an 
omnichannel experience is “more than adding 
new to old” and should be more ambitious 
than simply adding a website – “we’re putting 
customer needs first”, he says. “We aim to provide 
seamless customer experience, seamless is 
about consistency across online and offline,” he 
says, noting how the company has leveraged a 
new website to connect its 2.5m website visits 
with its 5,000 bike dealerships – 30,000 of which 
choose to visit a store. “These numbers increase 
year after year, and that’s why omnichannel is 
important to us.” 

Meanwhile, DHL Express’ Ecommerce Business 
Development Manager, Evelyne Leveke, took 
to the stage to describe how understanding 
changing customer needs is crucial to future 
success. She says the retail industry needs to be 
flexible enough to act on change and the biggest 
change she has seen in consumer habits is the 
need for fast delivery, with DHL seeing a 21% 
increase in customers wanting orders fast, rather 
than free, up from 14% in 2017. Additionally, 
91% of online shoppers look for available delivery 
options before they even get to the check-out, 
so it is crucial that retailers make this information 
easy to find.

3. Creative CX
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https://www.isobar.com/global/en/news/isobar-launches-cx-survey/


6

One of the notable differences of MagentoLive Europe compared to other 
retail technology conferences is that attendees take advantage of the 
networking and ask detailed questions in the seminars, in order to share new 
ideas and best practice. 

Many of these brands could arguably be described as late to join the 
ecommerce game which has been dominated by big retail for the last two 
decades, but closing keynote Dame Stephanie Shirely advises delegates to 
take a “world view of your market and frame your story differently”.

Listening to this incredible woman’s story of smashing glass ceilings and 
pioneering women in technology was a highlight of this year’s event, and the 
quote which will stay with many of the brands in the room will surely be her 
calling out first-mover advantages as “grossly exaggerated”. 

“The early bird catches the worm,” she says. “But the second mouse gets  
the cheese.”

Here are our three topic takeaways from MagentoLive:

1. To enable the benefits of D2C, consider replatforming.
2. Introduce automation in B2B ordering where possible.
3. Continue to invest in creative, coupled with technology.
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We are a global digital agency transforming businesses and brands through 
the creative use of digital. Our 6,500 digital experts in 85 locations across 45 
markets in Americas, EMEA and APAC deliver experience-led transformation, 
powered by creativity through our end to end service offering.
 
As a Magento Global Elite Partner and Adobe Platinum Partner, Isobar are the 
leading customer experience and ecommerce specialists who deliver some of 
the largest Magento Commerce websites and projects in the world. 

We help companies with the planning, development, localisation, customer 
experiences and long-term support of multi-country Magento and ecommerce 
website deployments for clients including Nestle, Central Group, Midea, 
BenQ, and Decathlon, among others. We have 1,000 ecommerce specialists 
across the 45 markets we operate in.

Isobar

Hosted by Magento, MagentoLive is an eCommerce conference featuring 
the latest Magento news, conversation on commerce trends and growth, and 
networking opportunities with knowledgeable community members. 

MagentoLive
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