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consistent view of the up to date back-end customers can use 4G and availability across all digital to offline stores to
brand while ensuring operations with real-time Wi-Fi in-store, thus allowing channels — which might exploit sales through I
consistent pricing product information, vouchers, product include targeted emails, use ROPO (Research Online,
to customers across inventory and order information and discounts of social media and text Purchase Offline) or the
physical and digital tracking data across to be sent to messaging where click and collect
channels all channels smartphones appropriate phenomenon

The hitech high street is fighting back

Developments in ‘omnichannel retailing, including greater mobile phone integration, are improving in-store shopping. Chris Price and Ashley Norris report

In a world when you can be sitting
on a beach and order products to be
delivered to your home via your
smartphone, the traditional store is
no longer just about bricks and mortar.
Instead retailers need to adapt to an
environment where consumers will
make purchasing decisions from
different devices using different apps
and in different locations. Known in
marketing speak as “omnichannel”
retailing, it is a key strategy for
companies looking to expand.
Essentially, it means that customers
expect to have their buying desires
tulfilled at any time — whether that is
using their smartphone during a TV ad
break or from information terminals
inside a store. While consumers take
for granted that they can move from
platform to platform to make their
choice, retailers face the technical
challenge of making sure their entire
inventory is collected in a centralised
platform that is digitally accessible.
Not surprisingly, the UK lags behind
the US when it comes to connected
retail. According to data from LCP
Consulting, a specialist consultancy in
business operations and supply chain
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Total Enterprise Mobility

Everything is better whenit's
connected. And nowhere is this more
important than in business. EE thinks
the key to this is embracing mobility,
which is becoming increasingly crucial
for the UK. The goal is Total Enterprise
Mobility: where all the information you

management, 43 per cent of US
retailers have a fully integrated
omnichannel approach compared
with 27 per cent of UK retailers.

Stuart Higgins, retail partner at
LCP, says: “Our research has revealed
that, although the US and UK are at
different stages in developing their
omnichannel capability, they are
agreed that the greatest overall benefits
are an enhanced business model
and increased sales.”

What is clear is that despite the
challenge of online growth and
changing consumer shopping patterns,
the physical bricks and mortar store
remains as important as ever.
According to research from global
management consultancy Accenture,

13 per cent of shoppers plan to
increase their in-store purchasing. This
is compared with 6 per cent in 2012.

However, Accenture also points out
that key for shoppers is retailers must
improve in-store shopping. Thirty-five
per cent said retailers need to make the
experience more fulfilling compared
with 19 per cent who said that there
needed to be an improvement in online
shopping. Interestingly, the study also

found that it was younger consumers
(those born between 1980 and 2000)
who expected to purchase more in
conventional stores in the future, rather
than the Baby Boomers born between
1946 and 1964.

Helen Merriott, managing director
of Accenture’s retail practice, says:
“The survey results indicate that
retailers have a real opportunity to
capitalise on in-store sales, but only if

reserve a product online before picking
it up in store. According to Google,
38 per cent of all buyers now research
online before buying in store, with
home improvements and home
electronics the big growth areas — up
29 per cent and 25 per cent respectively
between 2012 and 2013.

For retailers, click and collect has
proved a major way of combating
falling sales from the phenomenon of

GO

Some retailers have interactive areas where customers
sample food or wines to order via web tablets in-store

they make the experience worthwhile
for consumers. A one-size fits all
approach to retail in the UK will no
longer work as young people now find
shopping in-store more convenient
than shopping online.”

One of the major retail trends is
towards Researching Online and
Purchasing Offline (ROPO). Click and
collect is one popular example of this
phenomenon where consumers

‘It’s like that Martini slogan:
anytime, any place, anywhere’
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“showrooming”, where buyers
research which products they are going
to buy in-store and then buy them
more cheaply on the internet.

But ROPO is not the only example of
omnichannel retailing. One particularly
important growth area is in-store
shopping and research via
a smartphone or tablet. Far from
discouraging consumers to use their
phones in-store by removing barcodes

to stop people using price comparison
apps, many enlightened retailers are
now positively encouraging it.

This has become important in the
US where consumers now expect to
use their mobile as a way of accessing
real-time promotions in-store as well
as checking stock availability.

One way of encouraging mobile use
may be by offering free Wi-Fi in store,
another may be to ensure that in-store
prices are the same as those online.

According to Accenture’s study, more
than three-quarter of respondents
(77 per cent) said they now expect
in-store and online pricing to be the
same while 60 per cent expect retailer
promotions and offers to be the same
across all shopping channels.
Importantly, customers also want to be
able to use their mobile phones to
check stock online during their visit.

Obviously, one way of improving the
bricks and mortar shopping experience
is by training the staff to be as helpful
and knowledgeable as possible.

Equipping staff with Wi-Fi and 4G-
enabled tablets with additional product
information may be one way to boost
staff knowledge in a bid to make the

shopping experience more satisfying.
Some retailers are even going one step
further by creating interactive areas
where customers can sample products,
such as food and wines, for free. They
can then order via web tablets in-store.

Other retailers are experimenting
with NFC (Near Field Communication)
technology which is now built into
many mobile phones for making
contactless payments and even
downloading vouchers, coupons and
loyalty points from a retailer.

Ms Merriott concludes: “The lines
between the different shopping
channels are blurring, but the good
news for traditional retailers is that the
importance of the store is growing.”

It is not just retailers who are
embracing 4G. Fitness First has fitted
EE public Wi-Fi, some of which is
powered by 4G, in its clubs. From
connecting bikes and treadmills with
4G-enabled displays to replacing
posters showing class times with giant
touchscreens, the changes allow clients
to customise their routines. Fitness
First says Wi-Fi registrations are up
540 per cent and average wireless
session durations up 670 per cent.
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MOBILE WORKFORCE
Creating a genuinely mobile workforce so everyone
is able to work wherever they want as effectively
as if they were in the office — if not more so.

ENGAGED CUSTOMERS

Reaching your customers through their mobile devices
no longer means just via a website. Social media and
apps have a crucial role, too.

M2M

Connecting your machines together, internally and
externally. So information can move freely between machines,
and from machines to your people who need it.

need can flow freely between the
people and machines that need it,
regardless of where they are.

To find out how total mohbility could help your business, visit telegraph.co.uk/ee or call 0800 079 0856




