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By KAY SORIN

Retailers must adapt to changing consumer preferences by adopting real-time retail
strategies that deliver a more personalized shopping experience, according to a special
report by Boston Retail Partners.

Real-time strategies that use the latest technology to target the consumer and appeal to her
unique taste will help retailers be more successful. Ultimately, the goal of these real-time
strategies should be to establish an enjoyable multichannel experience for consumers
accustomed to online and mobile environments.

“The intersection of Internet and smartphones has elevated consumers’ expectations of
the shopping experience,” said Ken Morris, principal, Boston Retail Partners. “Consumers
have unlimited information at their fingertips and expect to shop on their terms –
whenever, wherever and however they want.

"Consumers' desire for flexibility and immediacy requires retailers to deliver on this
promise with real-time retail, regardless of the retail channel – in-store, online or mobile.”

Real-time Retail - The New Retail Imperative is a supplement report based on information
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collected in the “2015 CRM/Unified Commerce Benchmark Survey” from more than 500
top North American retailers.

Good timing
Technology has changed the way consumers are shopping and what they hope to get out
of a retail experience. Implementing real-time strategies can help retailers better connect
with consumers and establish relationships.

Burberry's flagship store incorporates much of the latest technology

The first step to achieving these strategies is to target the consumer as soon as possible,
identifying her from the moment she enters the retail environment. This allows the retailer
to personalize all further efforts.

Once the retailer has identified the consumer, it has the opportunity to pull information
about previous purchases and preferences from a database. For example, a sales
associate might recommend an item the consumer has been browsing online.

Customer service is an essential element of real-time retail strategies
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Furthermore, identifying the consumer’s location allows the retailer to target strategies
according to the environment. The weather, traffic or other environmental factors can be
used to generate relevant promotions or customer service.

Targeting individual consumers with personal offers raises the question of privacy
concerns. However, Mr. Morris argues that these are not a significant issue.

Mobile technology can be used to improve the retail experience

“Accessing customers’ personal information is a sensitive topic, and retailers need to
respect customers’ privacy and preferences,” Mr. Morris said. “Retailers’ access to
customer identities and profile information will be controlled by the individual
consumer's desire to opt-in to a retail brand – or not.

“Consumers can and should choose which retail brands they want to develop a
relationship with and when they want to remain anonymous.”

Ultimately, retailers should use the information they are able to collect to improve the
consumer’s experience overall. The goal should be to create a seamless integration of all
retail channels.

In-store, online and mobile platforms can be used together to cater to the consumer at all
times.

Neiman Marcus inTouch tables will integrate the latest technology
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Quick changeQuick change

Experts agree that new developments in technology require retailers to adapt to new
consumer preferences. Technology and the Internet have fundamentally changed the
retail landscape forever, resulting in six major shifts that can now be identified,
according to an author at the Columbia Business School Retail & Luxury Goods
Conference March 27.

The world has become increasingly high-tech and high-touch, leading to a new focus on
connecting with the consumer at the front end of the supply chain. This requires brands to
cater to new millennial consumers by providing them with high quality experiences
wherever and however they want (see story).

Many retailers are successful adapting and implementing these new strategies, however,
some fundamental facts remain the same. While retail has evolved with additional sales
channels, the black book of client information has remained largely unchanged,
according to an executive from Boston Retail Partners at the Luxury Insights Summit 2015
April 29.

Providing a high-quality shopping experience requires knowledge of a consumer’s wants
and needs, which can be aided and supported by technology. Centralizing consumer
information and implementing systems that can recognize them across channels makes
for a more consistent, agile purchase journey (see story).

Real-time strategies have the potential to appeal to consumers on an intimate level,
making the retail experience easier and more enjoyable.

“Personalizing the shopping experience with real-time capabilities fosters the spontaneity
and intimacy that are essential to deliver the ‘Amazon experience’ at the store level,”
Mr. Morris said.  “According to a recent Google survey, two in three shoppers who tried to
find information within a store say they didn't find what they needed, and 43 percent of
them left frustrated.

"Engaging customers with guided selling driven by real-time customer context will help
retailers better serve their customers to save more sales and provide cross-sell and up-sell
opportunities.”

Final Take
Kay Sorin, editorial assistant on Luxury Daily, New York
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