Customer-first digital
transformation for a
leading video game retailer
SITUATION: ACCELERATED DEMAND FOR AN
OMNI-CHANNEL EXPERIENCE
Like many large retailers, GameStop was already investing heavily
in digital innovations when a global pandemic suddenly shocked
the market. With in-store foot traffic dramatically reduced, they
were quick to recognize the need to fast-track their vision for
digital transformation and an engaging, omni-channel customer
experience.
With a number of competitors working towards similar goals and
an ever-changing landscape of consumer expectations, the leaders
at GameStop decided to partner with Publicis Sapient to develop a
future-proof strategy and solution.
The goal was a frictionless digital ecosystem that leveraged
innovative technologies to create industry-defining customer
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experiences. Publicis Sapient brought together a team of experts in a
variety of disciplines, including strategy, creative, analytics, business
operations, and technology to provide a holistic solution at scale.

SOLUTION: A DIGITAL ECOSYSTEM POWERED
BY SALESFORCE
The first step for Publicis was to conduct a deep discovery analysis
of GameStop’s current solutions and customer expectations. With
a bias towards driving revenue, while still focusing on the customer
experience, they presented more than a dozen creative ideas to
reach goals quickly. Those ideas included improvements to systems
in GameStop’s digital ecosystem that were creating snags in the
customer journey and gaps in relevant data. Publicis recommended
effectively leveraging the Salesforce Digital 360 Solution, including
Marketing and Commerce Cloud, to streamline those systems and
upgrade the customer experience on every channel.
Publicis’ solution leveraged three key initiatives. The first was to
connect and streamline the omnichannel customer experience
across digital and physical channels. This involved leveraging

Commerce Cloud to introduce capabilities that allowed
customers to engage on their terms. New capabilities
introduced include store pickup, same day deliveries, and buy
online, pick up in store options. Updating GameStop’s mobile
app was also crucial to an optimal omnichannel experience—
enabling customers to get quotes for trade-ins, receive
notifications of promotions, and give easy-access to GameStop’s
popular Power-Up Rewards loyalty program.
The second initiative was about building a single view of

GameStop’s solution is powered by:
Digital 360
• Marketing Cloud
• Commerce Cloud
• Experience Cloud

the customer to drive personalization at every stage of the
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customer journey. With built-in integration between Salesforce
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Marketing Cloud and Commerce Cloud, Publicis enabled
GameStop to gather previously siloed data and leverage that
data for actionable improvements. For example, they can now
send in-moment emails to let a customer know that a specific
game they’re interested in is back-in-stock or notify them of a
price-drop. This would have been inefficient (if not impossible)

improved to 4.2/5
• 160% revenue growth from emails
• 77% increase in unique users on
web, 50% on app

without a cohesive 360-degree view of every customer.

• 250% more orders on app

The third initiative was to leverage cutting-edge technology to

• 150% larger orders on web

enable speed and scale for the future. This meant optimizing
the back-end functionalities and performance of the website to
improve reliability on high-traffic days like Black Friday or new
console launches like the Xbox Series X and the Playstation 5.
On the future roadmap, headless ecommerce design will enable
GameStop to make nimble adjustments and innovations on
front-end interfaces without the painstaking back-end changes
that would otherwise be necessary.

RESULTS: DOUBLE-DIGIT GROWTH ACROSS THE
DIGITAL CUSTOMER JOURNEY
Publicis’s robust strategy generated an impressive ROI for
GameStop’s digital customers. Customers are engaging more
with emails due to targeted campaigns and messages, with
160% growth in revenue attributed to email channels. Unique
users have increased by more than 50% on both GameStop’s
website and its mobile app and when users visit the site or the
app, they’re also staying engaged longer, with up to 50% lower
bounce rates.
As a result of this increased traffic, customers are placing
more orders (250% increase in the app), and making larger
orders (150% increase in AOV on the website). Overall, these
improvements have driven more than 40% higher growth
online and 500% higher growth on the app.
GameStop is also positioned to continue innovating and
impressing its customers with stronger insights into their habits
and interests that will only grow as data continues to flow.

• Improved reliability and flexibility for
website
• More pricing and delivery options for
customers
• Seamless movement between web,
app, and in-store transactions

