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M A S T E R C L A S S  L E D  B Y  C L I F F  P F E F F E R K O R N
C E O  E S T R A T E G Y  C O N S U L T I N G

A G E N D A

BEFORE THE MASTERCLASS

Ind iv idua l  Par t i c ipan t  In te rv iews  (V i r tua l ) .  Each  par t i c ipan t  w i l l  t ake  par t  i n  a
shor t  i n te rv iew p r io r  to  the  mas te rc lass .

ENABLING SHOPPING MALLS TO BUILD
OMNICHANNEL STRATEGIES THAT WORK

MAIN GOAL:
i n t roduc t ion  to  mas te rc lass  goa ls  and  s t ruc tu re
expec ta t ion  a l ignment
assessment  o f  the  o rgan iza t ion ’s  omn ichanne l  matu r i t y  leve l
iden t i f i ca t ion  o f  2–3  “shopp ing  ma l l  pe rsonas”  used  fo r  g roup  work  dur ing
the  mas te rc lass

ON THE DAY OF THE MASTERCLASS

08:30-09:00

Welcome & In t roduct ion

Par t i c ipan t  in t roduc t ions
Overv iew o f  mas te rc lass  ob jec t i ves  and  agenda

09:00-09:45

Keynote  I :  Reta i l  Transformat ion  and Omnichannel  Trends

major  t rends  in  e -commerce  and  b r i ck -and-mor ta r  re ta i l
g loba l  omn ichanne l  s t ra teg ies  used  by  lead ing  shopp ing  ma l l s
overv iew o f  the  par t i c ipan ts ’  omn ichanne l  matu r i t y  leve ls  (anonymous)
g roup  d iscuss ion  and  con tex t  se t t i ng

09:45-10:00

Keynote  I I :  Conversat iona l  and Agent ic  Commerce

AI -d r i ven  commerce ,  conversa t iona l  i n te r faces ,  and  au tonomous  agen ts  a re
beg inn ing  to  reshape  re ta i l .  Th is  sess ion  exp lo res  how these  deve lopments
may  d is rup t  phys ica l  re ta i l  wh i le  c rea t ing  new oppor tun i t i es  fo r  re ta i l
des t ina t ions

10:00-10:15

Break
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ENABLING SHOPPING MALLS TO BUILD
OMNICHANNEL STRATEGIES THAT WORK

10:15-11:15

The Bui ld ing  Blocks  of  an  Omnichannel  St ra tegy

Par t i c ipan ts  w i l l  l ea rn  the  core  components  requ i red  to  bu i ld  and  imp lement  an
omnichanne l  s t ra tegy  fo r  shopp ing  ma l l s .

A G E N D A

STRATEGIC ANALYSIS

Unders tand ing  the  re ta i l  l oca t ion  and  i t s  spec i f i c  cha l lenges
Deve lop ing  deep  shopper  ins igh ts  (qua l i ta t i ve  and  quan t i ta t i ve )
Unders tand ing  tenan t  needs  and  perspec t i ves

STRATEGIC IDEATION

Overv iew o f  es tab l i shed  omn ichanne l  s t ra tegy  mode ls  fo r  ma l l s
Iden t i f y ing  oppor tun i t i es  fo r  d i f fe ren t ia ted  in i t i a t i ves

EVALUATION AND PRIORIT IZATION

Value  c rea t ion  fo r  shoppers ,  re ta i le rs ,  and  ma l l  opera to rs
KPI  f rameworks  and  bus iness  case  deve lopment
success  measurement  and  per fo rmance  management
opera t iona l  and  techn ica l  capab i l i t y  requ i rements

MINDSET

cur ios i t y  and  openness
hones t  eva lua t ion  o f  cu r ren t  capab i l i t i es
w i l l i ngness  to  lea rn  and  exper iment

ROADMAPPING

def in ing  s t ra teg ic  p r io r i t i es
p lann ing  imp lementa t ion  s teps
es tab l i sh ing  governance  and  execu t ion  s t ruc tu res
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ENABLING SHOPPING MALLS TO BUILD
OMNICHANNEL STRATEGIES THAT WORK

11:15-12:30

Masterc lass  Br ie f ing:  Deve loping St ra teg ic  Routes

deeper  exp lo ra t ion  o f  s tandard  omn ichanne l  s t ra teg ies  fo r  ma l l s
imp l i ca t ions  fo r  s t ra teg ic  roadmaps
in t roduc t ion  o f  work ing  g roups  and  ma l l  pe rsonas

12:30-13:00

Lunch /  Work ing Lunch

13:00-14:00

Work ing Sess ion I  –  St ra tegy  Explorat ion

eva lua t ing  the  s tandard  omn ichanne l  s t ra teg ies  p resen ted  ear l i e r
iden t i f y ing  th ree  add i t i ona l  s t ra teg ic  approaches  tha t  may  be  par t i cu la r l y
re levan t  fo r  tha t  ma l l  t ype
document ing  ideas  us ing  a  s t ruc tu red  s t ra tegy  canvas

Par t i c ipan ts  w i l l  rece ive  de ta i led  gu idance  fo r  the  a f te rnoon  work ing  sess ions .

Each  g roup  works  on  a  spec i f i c  shopp ing  ma l l  pe rsona .

14:45-15:30

Work ing Sess ion I I  –  St ra tegy  Ref inement

improv ing  the  p roposed  s t ra teg ic  approaches
iden t i f y ing  add i t i ona l  oppor tun i t i es  o r  in i t i a t i ves

Groups  re f ine  the i r  i deas  based  on  the  feedback  rece ived .

15:30-16:00

Fina l  Presentat ions

Groups  p resen t  the i r  re f ined  s t ra teg ies :  10  minu tes  per  g roup

16:00-16:30

Masterc lass  Summary

Key takeaways ,  re f lec t ion  &  d iscuss ion .
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AFTER THE MASTERCLASS

ENABLING SHOPPING MALLS TO BUILD
OMNICHANNEL STRATEGIES THAT WORK
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Fol low-up Sess ions

the  mas te rc lass  p resen ta t ion
summar ies  o f  the  mos t  impor tan t  work ing  g roup  ou tcomes

Each  par t i c ipan t  w i l l  be  o f fe red  a  20-minu te  v i r tua l  fo l l ow-up  conversa t ion .

Ma in  top ic :

WHAT ARE THE THREE MOST IMPORTANT INSIGHTS YOU WILL TAKE BACK
TO YOUR ORGANIZATION?

Par t i c ipan ts  w i l l  a l so  rece ive :

LEADER OF THE MASTERCLASS

For  more  than  25  years ,  C l i f f  has  adv ised
compan ies  on  how to  unders tand  d ig i ta l
t rans fo rmat ion ,  bu i ld  compe l l i ng  cus tomer
exper iences ,  and  deve lop  sus ta inab le  bus iness
and  opera t ing  mode ls  in  rap id ly  chang ing
marke ts .

Cl i f f  P fe f ferkorn
Founder  &  Managing Par tner
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OMNICHANNEL STRATEGIES THAT WORK
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20 May 2026  |  08 :30-16:30

VIA EMAIL  TO

Reinhard  Win iwar ter
Publ isher  and Managing Par tner

LOCATION

Bene Meet ing  Sui tes
Weyr ingergasse  30
1040  V ienna ,  Aus t r ia

PARTICIPATION FEE

€890
The p r i ce  inc ludes  food  &  beverage  fo r  the  fu l l -day  mas te rc lass .

Trave l  and accommodat ion  are  not  inc luded.

R E G I S T R A T I O N

r .win iwar ter@across-magaz ine .com

+43 1  533  32  60-80
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