Reimagining Retail
How Today’s Trends Will Shape
Tomorrow’s Retail Operations

WELCOME TO THE NEXT GENERATION OF OMNICHANNEL
By all accounts, 2020 was a tumultuous year for retail. Governments around the world struggled
to balance keeping citizens safe and maintaining their economies, forcing many retailers to limit
operations or even temporarily close down.
In the U.K., total retail sales fell nearly two percent in 2020, the largest annual drop on record, with
clothing retailers’ sales falling more than 22 percent.1 In Europe, household spending fell nearly
eight percent in 2020.2 And in the U.S., retail sales between February and April 2020 were down
nearly 8 percent from the same period in 2019.3
With restricted movement and travel, consumer behaviour shifted considerably. Nearly every
single advanced economy around the world saw massive growth in ecommerce, particularly
during the first wave of lockdowns. European shoppers flocked to online outlets, fuelling
a 30 percent growth in ecommerce sales, while Amazon’s revenue grew an astonishing
38 percent through 2020.4,5

Online
shopping
In-store

For the past two decades, consumers have increasingly turned to online channels to
browse products, obtain information, and complete purchases. The pandemic accelerated
this trend, with ecommerce experiencing the equivalent of 10 years of growth in just
three months.6 And even though the promise of a Covid-19 vaccine is within reach for
many, it’s likely consumers will only continue to demand online shopping experiences.
This leaves retailers at a crossroads where they must reimagine every aspect of their
operations in order to stay relevant, competitive, and profitable.
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Customer
experience

Four Keys to Reimagining Retail
There are four key actions retailers can take in order to begin optimising operations to meet new
customer demands.

Improve Customer Insights:
Today’s customers are increasingly complex and savvy. They have certain expectations of both online and
in-store experiences. Cultivating customer loyalty greatly depends on how well retailers meet and exceed
those expectations.

Enhance Supply Chain Intelligence:
The pandemic has demonstrated how easily global supply chains can be disrupted. As such, it is
essential for today’s retailers to see their supply chain in real time and to obtain better end-to-end visibility
throughout.

Empower Employees:
To deliver personalised shopping experiences, particularly during in-store visits, it’s essential to equip employees
with key data that will empower them to deliver value to customers and strengthen relationships with them.

Develop New Retail Models:
In today’s hyper-connected world where brands need to engage consumers across a nearly infinite number of
channels, it’s essential to deliver a unified, personalised experience based on context and intent.
BBy focusing on these actions, retailers can unlock new competitive advantages and ultimately transform their business to
meet ever-changing consumer needs and desires.
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Aligning Operations with New Customer Expectations
It’s no secret that today’s retail operations are more complex than ever. It’s not surprising,
given that today’s consumers are savvier, with technology infused into each step of the
purchasing process.
If retailers are going to successfully reimagine online and in-store experiences, they will
need to invest in developing a fully integrated ecosystem that connects customer and
product insights, demand and supply chain forecasting, in-store engagement,
and go to market strategies for engaging customers in an omnichannel world.
This ebook will help retailers understand each of these areas so that they can take
the action to transform their business in a next-generation omnichannel operation.
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WHAT COMES AFTER OMNICHANNEL?
The concept of omnichannel retail dates back to the early 2000s and describes a customercentric approach to retail where all sales channels are aligned, delivering a consistent
experience in each channel.
While it’s essential to keep customers at the centre of all operations, omnichannel retail has
evolved into what we call “Intelligent Retail.” The core difference here is that not only are sales
channels aligned, but a retailer’s entire organisation is positioned in order to deliver far more
personalised experiences than what has been possible in the past.

Intelligent Retail
Intelligent retail is data-driven, leveraging sophisticated in-store data collection, external market
intelligence, and backend operational data to fuel machine learning and predictive analytics
systems that optimise and personalise shopping experiences on a previously unachievable
scale.
The first step in achieving a true intelligent retail operation is to use behavioural science to
improve customer segmentation and persona profiling with the goal of optimising the customer
journey. This approach develops evidence-based insights that aim to understand customer
behaviours. By gaining a smarter, more detailed understanding of customers, retailers can lay
the foundation for delivering personalised branded experiences across all channels.
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Dynamic Pricing
Another key tool that infuses retail operations with intelligence is dynamic pricing.
This approach is widely used in e-commerce settings, designed to increase a seller’s
competitiveness. Pricing is usually completed manually by a pricing manager, who
realistically only has bandwidth to proactively manage about 5 – 15 percent of a
retailer’s offering. However, in today’s fast-moving world, the old spreadsheet analysis
is completely out-dated. A dynamic pricing tool combines both an AI and rules-based
approach to quickly analyse a wide variety of data sources and automatically adjust
pricing to allow retailers to stay competitive and profitable.

3D Product Visualisation
One challenge today is emulating the in-store experience for online
or mobile shoppers. But this is easily overcome with 3D visualisation
technology that makes digital experiences far more tangible. This is an
essential tool for any retailer that sells items that typically require a tactile
experience in the purchasing process. Adding 3D product content to a
shopping experience helps customers get a more accurate, realistic view of
the products they’re interested in.
Previously, adding such content was expensive and time-consuming. But
with today’s advanced technology, retailers can deliver 3D models faster
and more affordably than ever before. This will increase engagement,
provide a far more immersive digital experience, and ultimately grow sales.
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Customer Service
Of course, no customer experience is complete without high-quality
customer service. Customers are always going to have a multitude of
questions and managing them in an economical way has always been a
challenge. Until recently, customer service departments were capital-hungry
operations, needing to balance staffing, training, and internal communications.
However, using artificial intelligence-driven omnichannel customer service
systems, a vast majority of customer enquiries can now be effectively managed in
the first-tier support.
Specifically, advanced natural language chat bots can be deployed across a wide
variety of channels, including a retailer’s website and their social media channels. This
enables retailers to respond faster to customer service enquiries while also empowering
customers to use self-service systems. Add in location-based services, such as curbside
pickup, and customers can now ask questions and complete purchases in an entire
contactless environment. Allowing customers to use multiple channels simultaneously to
their own specific needs engenders loyalty, boosting the likelihood they’ll do business with
your company again.
Chatbots can be pre-loaded with common questions and responses, along with a decision
tree that can guide customers through various processes, including finding their nearest store,
opportunities to upsell products related to the customer’s profile. What’s more, more advanced
Chatbots can learn new questions and responses from interacting with customers. Finally, data
gleaned from Chatbots can contribute to both product and customer improvement programs.
By implementing an intelligent retail model, retailers can ultimately deliver more personalised and
seamless experiences across channels. What’s best is that as new channels develop, technology
enables retailers to easily connect to and incorporate them into their sales ecosystem.
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GET TO KNOW THE NEW CONSUMER
Digital media and mobile technologies have dramatically impacted how today’s consumers shop, both online and in-store.
Between the immediacy of social media, same and next-day ecommerce fulfilment, and the “always on” aspects of social media,
consumers expect to easily find product information and buy what they want, when they want, and through whatever channel
they want. What’s more, they want their experience to be seamless across channels and media.

What Today’s Consumers Want
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For retailers, gaining a deeper understanding of their customers’ needs and preferences is now more
crucial than ever. Traditional customer demographics and psychographics simply don’t provide a
detailed enough understanding needed to deliver the level of personalisation consumers have come
to expect. The challenge for most retailers, however, is not obtaining sufficient data, but obtaining
actionable insights that will enable them to connect with customers in more meaningful and profitable
ways.

Integrated Business Intelligence
To overcome this, retailers need complete visibility into every aspect of their business in order to gain
useful and meaningful insights. This requires a fully integrated platform that can deliver comprehensive
business intelligence (BI) across every aspect of the enterprise, delivering deeper understanding of
resource deployment, inefficiencies, information bottlenecks, store performance, and much more.
What’s more, a BI platform will help retailers gain greater visibility into what is happening at the store,
customer, employee, product, and promotion levels. Add in a comprehensive view of customers using
transaction, observational, and behavioural data collected in real-time, and retailers can uncover key
trends that are driving purchases and behaviours.

Feedback Analysis and Voice of the Customer
Of course, analysis shouldn’t end at the point of sale. It’s essential to collect customer feedback.
However, doing this at scale can be challenging, given the multitude of formats and channels through
which feedback can come. That’s why it’s essential to have a VoC platform designed to collect, manage,
and analyse feedback. This will enable retailers to monitor customer satisfaction levels in real time,
enabling them to react faster and identify potential problems before they become major issues.
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How to Understand Your Customer Better
There are many ways to get to know your customer better. Thanks to mobile and digital technologies, we can get an even clearer view of our ideal customers, all in real time.

Customer surveys and feedback
Internet-connected product data
A/B test new product features
Cross-platform analytics
that connect:
• Footfall and traffic analytics
• CRM data
• Website activity
• Mobile app usage
• Social media brand engagement

Retailers will only be able to start reimagining their operations once
they can gain accurate insights. Armed with a holistic understanding
of how customers engage their brand at all levels will empower them
to make better business decisions, develop best practices across all
stores, and ultimately deliver consistent customer experiences that
strengthen their relationship and grow customer lifetime value.
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Product Insights
Another area where retailers can improve their understanding of their
customers is how they experience their products post-sale outside the retail
setting. This is particularly important for retailers with Internet-connected
items. With a complete, real-time view of how people use a brand’s products,
retailers can better anticipate customer needs and maintenance. This type of
data can also serve as the basis for continuous improvement programs, as well
as inform product planning and development processes.

Check out The shift to customer
experience in Retail whitepaper.
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HOW CUSTOMER
EXPECTATIONS ARE
TRANSFORMING
BACKEND OPERATIONS
Shifting customer expectations aren’t only changing how retailers develop
and deploy in-store experiences. They’re also changing how retailers
manage backend operations. Same and next-day shipping has become
the standard for online purchases, and today’s customers expect speedy
service. For example, approximately 46 percent of online shoppers will
abandon their carts if shipping times are either too long or not provided.7
And while long shipping times can sometimes drive in-store traffic, the
truth is that it is a potential lost sale.
These expectations put enormous pressure on retailers, and it’s now more
important than ever to have total visibility into warehouse operations.
What’s more, warehouse processes need to be fully integrated with other
business processes such as purchasing, transportation, quality control,
returns, and others. These processes need to be run 24/7 with as few errors
as possible, and they have to be scalable and flexible to match changes in
product demand.
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AI-driven Demand Forecasting
Because backend and warehouse operations are increasingly complex, it’s essential to
deploy a system that can take all the datapoints available—from warehouse operations
to customer behaviours and everything in between—and develop sophisticated demand
planning. Forecasts, of course, need to be accurate and reliable above all else, which is
why deploying an artificial intelligence (AI) system is the most practical approach to align
warehouse operations with customer demands.
Using a blend of algorithms and predictive benchmarking technology, AI forecasting can
lead to greater efficiency and profitability. It can also help identify and react to (or better,
plan for) seasonal trends while minimising stock under-utilisation. This is particularly
important in the wake of the pandemic, where supply chain disruptions have caused
stock to sit in warehouses for considerably longer time periods while stores wait to reopen
or they adapted to changes caused by moving to digital platforms.

Warehouse Management Technology
Emerging IT trends powering warehouse dynamics can help predict their effectiveness
and deliver visibility into inventory, shipping, and receiving. With an effective warehouse
management system, retailers can avoid running out of stock or overstocking, using
machine learning-enhanced guidance that recommends tactics for effective inventory
management. Ultimately, real-time intelligence about warehouse operations provides
complete inventory awareness and reduces cost of ownership.
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Three Warehouse Use Case Scenarios
Inbound Scenario
Prior to a shipment’s arrival, the vendor confirmed the delivery date and the details about the shipment’s contents.
1. A warehouse
staff member
enters the
license plate ID
for the order,
either by typing
or scanning it.

2. He or she enters the received
quantity for individual units or license
plates (numbers assigned to each
containment unit), and the system
includes the conversion rate for
reference. Using license plates to
manage inventory reduces manual data
entry and ensures efficient operations.

Outbound Scenario

3. Next, the solution determines the best
put-away location based on flexible
rules that consider item quantity,
quality assurance requirements, and
other customisable parameters. The
app’s system-directed put-away
capabilities optimises warehouse
placement, providing workers with
detailed storage instructions.

To ensure efficient picking and shipping, the system automatically groups a sales order into a wave based on the order’s handling instructions and delivery requirements.
This approach identifies which items need to be picked from where, based on rules that optimise how goods move through the warehouse.
1. When it arrives, a
staff member enters
the purchase order
ID number, either by
typing or scanning it.

2. Using its staging capabilities,
the system determines the
best staging location to
ensure the order gets to the
customer quickly.

3. The system coordinates
dock scheduling, so staff
know when and where to
load outbound packages
for transport.

Quality Control Scenario
From time to time, retailers may need to quarantine items for quality control reasons. Inventory that has been quarantined needs to be transferred to a quarantine
warehouse. A comprehensive warehouse system can easily identify items for transfer and alert warehouse staff to the need for inspections.

17

Contents

REIMAGINING RETAIL

4

Section

CHANGES
TO PHYSICAL
STORES
Contents

REIMAGINING RETAIL

HIGH-TECH ENHANCEMENTS TO IN-STORE EXPERIENCES
Thanks to the pandemic, consumers have become extremely wary of close contact with others when shopping. Low-touch
interactions such as curbside pickup and in-store self-checkout have become significantly more popular than ever before.

The Rise of Contactless Retail
Contactless retail has dramatically accelerated over the past year. Consider that:

15 – 30%
growth in consumers
who make most of their
purchases online.
Source

US click-and-collect
sales more than

DOUBLED

23%
of online shoppers prefer
some form of click-and-collect
over having orders delivered
to their homes.

in 2020 and will sustain
double-digit growth rates over
the next four years.
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Source

Even once the pandemic is fully over, it’s not likely that consumers will return to more high-touch environments having realised
the benefits of more low-touch experiences. This means that retailers need to consider how they can create satisfying—yet
safe—in-store experiences that will drive not only foot traffic and sales, but also add value to the customer.
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There are a number of technologies that can play a key role in
making the in-store experience engaging. It’s important to point
out that none of these technologies were developed exclusively
to address customer safety issues related to the pandemic, but
as is the case with many digital technologies, their adoption has
dramatically accelerated because of it.

Observational Data Gathering
There is an enormous amount of in-store data that we can collect
today that wasn’t even possible a few years ago. Today, retailers
can obtain new insights into traffic patterns and other in-store
behaviours using a network of sophisticated cameras. Combined
with a cloud-based machine learning system, that data can be
used to develop smarter store layouts and to optimise staffing.
Additionally, the same data can be used to trigger alerts, such as
to alleviate long wait times at checkout with additional staff.
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Augmented Reality (AR)
When we think about AR, we might think about fun mobile games our kids play or perhaps
navigation apps that overlay traffic information on top of what we see in front of us. But new AR
applications are making their way into in-store settings.
Chief among these are virtual fitting rooms. These high-tech mirrors automatically measure a
person’s dimensions, provide a menu of different clothing types and styles, and then display the
user’s chosen piece of clothing as though they were actually wearing it. It’s important to note that
online retailers such as Warby Parker have used similar technology through their web and mobile
applications to allow users to “try on” different clothing and accessories for several years now. Bringing
this technology into the physical store offers a “wow” factor that’s still novel, but will likely become more
common in coming years.
In fact, AR can be used in a variety of in-store settings that enhance customer engagement. From selfserve customer service kiosks to interactive in-store promotions, there are an enormous number of
applications where AR can dramatically enhance in-store experiences.

Shelf-based Monitoring
When stores get busy, it can be difficult to keep high-demand items in stock. Stock-outs have the potential to
quickly lose customers and sales. According to one study published in Harvard Business Review, between 21
and 43 percent of shoppers will simply take their business to a different store if an item they want is out of stock.
Overall, abandoned purchases can lead to sales losses of as much as four percent.
Shelf-based monitoring, however, helps retailers prevent stock-outs by using technology to track stock levels. When
an item runs low, these systems can alert staff of the need to restock. What’s more, data collected can be analysed
over time and integrated into ordering systems, ultimately optimising stock availability.
8
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Customer demand and expectations are
changing as rapidly as the sales channels that
they use. For retailers, it can be a never-ending
quest to keep customers engaged and the
supply chain optimised to deliver.
There’s an enormous amount of data and
tools that are available to infuse operations
with intelligence and automation. But
bringing it all together is the core
challenge of today’s modern retailers.

Want to know more ?

CONTACT US

Get to know our services and our experts in 13 countries.

Prodware combines excellence and
experience in delivering comprehensive
solutions that put all the pieces
together, helping retailers to optimise
both backend operations and
omnichannel customer experiences.

Prodware Group
Head Office - 45, quai de la Seine, 75019 PARIS - France
letsinnovate@prodwaregroup.com
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