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By JOE MCCART HY

Consumers are becoming surgical with their time in stores and online, making slip-ups by
retailers reverberate further than they once did, according to a new report by L2.

Mobile is becoming the preferred channel for consumers scouting out purchases, but few
of them actually convert on smartphones. Despite this tendency, retailers are making it
difficult for consumers to leverage mobile the way they want, which can end up diverting
sales elsewhere.

"Surprisingly few retailers are leveraging their most valuable asset, their bricks and mortar
footprint, as a digital asset," said Reid Sherard, a research associate at L2, New York. "Only
one third of brands let users check in-store availability of specific products, and only 14
percent had implemented buy online, pickup in-store features.

"As Amazon has trained consumers to expect products in two days and continues to
expand same-day delivery, retailers have barely begun to catch up," he said. "Over half of
brands quoted six days or more for delivery."

The "Digital IQ Index: Speciality Retail" study attempts to quantify the digital competence
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of 82 specialty retail brands in the United States market.

All-stars or no stars

Pure-play positions are no longer tenable, according to L2, and many of these retailers are
crossing into the opposing channel to meet consumer demands.

Although in-store traffic is down, the bulk of sales still occur in stores, which forces digital
pure-players to secure bricks-and-mortar locations.

Similarly, consumers do most of their research online, which forces physical-only brands
to open up product options online.

"Pure play brands exist at two extremes of retailing, while the future lies somewhere in the
middle," Mr. Sherard said.

"Online-only retailers are realizing that over 90 percent of retail sales occur in bricks-and-
mortar stores, and that stores are just good business," he said.

"Meanwhile bricks-and-mortar retailers are seeing the importance of digital as a growth
channel: online sales accounted for 44 percent of Williams-Sonoma's business last year."
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Overall, speciality retailers improved overall performances from last year relative to the
rising tide, as more of the brands examined in the report received higher digital IQs.

Enterprises continued to have a positive effect across their portfolios due to their ability to
quickly enact best practices, a theme common to many L2 reports.
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L2 Speciality Retail report

Fast tracking

Fifty-three percent of retailers cited mobile as their primary focus going into 2014,
according to Forrester Research.

However, just 14 percent of retailers allow consumers to check in-store inventory on their
mobile devices, hampering consumers' ability to conduct fast research on-the-go.

Accompanying this shift is  the consumer move from showrooming to Webrooming.

Cartier received a "Challenged" score in the report

Not long ago retailers were afraid that showrooming would gut in-store profits, but now
the implications of the trend seem to have reversed, according to a new report by L2 and
RichRelevance.

Unlike “showrooming” where consumers let in-store prices duke it out with discounted
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online prices, “Webrooming” occurs when consumers research online before shopping
in-store. However, many retailers are failing to provide consumers with the resources they
need to make Webrooming a seamless affair, and are losing sales in the process (see
story).

Final Take
Joe McCarthy, staff writer on Luxury Daily, New York
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