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By BRIELLE JAEKEL

Luxury retailers who are continuing to put stock in the bricks-and-mortar space need to implement some form of
customer identification technology that recognizes individuals right away instead of waiting until checkout.

Now that online shopping has become so prevalent, consumers are no longer propelled by necessity to visit bricks-
and-mortar locations. Retailers in the physical space need to make sure they are offering an experience that entices
consumers to come in to the store, according to Boston Retail Partners.

"With the advent of mobile technology enabling instant access to products, information plus the ability to
immediately purchase an item, the act of shopping has changed," said Jeffrey Neville, vice president at BRP.
"Consumers no longer need' to go shopping if a consumer wants an item she can pull out her smartphone, click a
button, and the item will be at her door within a day or two.

"The advent of online shopping has made us all constant consumers," he said. "Because of this constant ability to
shop and easily research the lowest price, retailers especially those with brick and mortar locations need to further
differentiate themselves to entice customers into the store.

"Providing a more personalized experience and offering value-add services can help even small retailers
differentiate and compete successfully against companies like Amazon. The best and most powerful way to
succeed is through a broad portfolio of personalization techniques."

Personalization in retail
While about half of retailers that were a part of BRP's "Digital Commerce Survey" said they would likely be
implementing some form of customer recognition technology within two years, currently most bricks-and-mortar
stores cannot identify a customer until checkout.

The point of checkout is too late in identifying a customer and retailers are missing on ideal marketing moments
that could take place if they knew the individual as soon as they walked in the door.

Through the use of beacons, mobile devices and other technology, retailers should be able to recognize a customer
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when he or she walks through the door. Valuable details regarding spending habits and interests can be tapped to
tailor a shopping experience to their specific needs.

Chart courtesy of BRP

Personalization is key in connecting with the digital-savvy consumer of today. The personalization of online
shopping can be, and needs to be, recreated in stores.

About 40 percent of retailers are considering personalization improvements as a top priority in digital strategy.

Twenty-two percent of retailers have introduced a system that will take environmental factors into context, but
unfortunately most of these platforms need improvement.

Customer personalization in retail is  still greatly rooted in rewards, with 34 percent of retailer claiming that is how
they implement personalization. A rewards program is the top way in which retailers introduce personalization.

Chart courtesy of BRP

Retailers are becoming more interested in suggested selling based off past purchases, with half of respondents
planning to do so in the next year.

Additional insight
Having one-to-one client interactions online can translate directly to bricks-and-mortar spending, according to new
data from Salesfloor.

The retail platform, which counts Stuart Weitzman, Bloomingdale's and Saks Fifth Avenue among its clients,
conducted a controlled experiment to attribute in-store conversions to online engagement. Salesfloor found that for
every $100 in online conversions, up to $68 of sales were driven in-store (see more).

As data collection technologies progress, retailers are finding more reason to expand their analytics abilities,
something in which luxury retailers can benefit.

According to another report from Boston Retail Partners, 44 percent of retailers think that analytics is a major priority
in the future. Additionally, more than 82 percent identified the need to improve their planning systems to act on data
analytics as something that they need to focus on in the future (see more).

"The first step to engage with customers on a personal level in the store is to find a way to identify the customer as
they enter the store via smartphone, beacon or other technology," Mr. Neville said. "This offers retailers the chance to
personalize the customer's shopping experience.

"Half of the retailers surveyed in the Digital Commerce Survey plan to utilize customer-identifying technology in the
store within two years," he said. "However, today, in most cases, the customer is not identified until the point of
checkout.

"This is too late to empower the associate to personalize the shopping experience. Customer identification needs to
happen when the customer enters the store for personalization to be successful."
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