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Digital investment, informed employees
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Printemps partners with Wirecard and becomes the first department store in France to accept payments via Alipay. Photographer Paul Blind
(PRNews Foto/Wirecard AG)

By BRIELLE JAEKEL

The disruption of online shopping has greatly impacted bricks-and-mortar, but physical retailers are fighting to stay
alive with an arsenal of digital and tangible tactics to safeguard their industry.
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Itis no secret that bricks-and-mortar has been suffering with more stores having to close their doors within the past
few years. Buta new report from Applied Predictive Technologies (APT) shows that 75 percent of retailers are

increasing their investments in online.

"Everyone knows that traditional retailers are facing significant competition from online-only players," said
Jonathan Marek, senior vice president at APT, San Francisco. "Yet, the report demonstrates that in response to this
challenge, retailers are reinvigorating the bricks-and-mortar experience through innovation.

"As one example, findings show that retailers are focused on minimizing the competitive advantage of online-only
retailers in key areas such as assortment and price by expanding their own product selection (68 percent) and
cutting prices (44 percent)," he said. "Additionally, there is an increasing focus on customer analytics."

Digital and bricks-and-mortar
In the report, it is noted that 60 percent of retailers have had to shut down bricks-and-mortar stores worldwide within
the past three years.

Online is now vital to the future of retailers, and has long ago surpassed simply an added "cool" tool. Retailers need
to find interesting ways to embrace digital to stay afloat.
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Personalization and endless information are now available to consumers through every portal online. Customers
are now armed with more information at their fingertips than store associates.

Retailers are catching on to this and that their employees need to be more knowledgeable. Now, almost 70 percent
of retailers have invested in making employees informed.

This is the most popular way retailers are hoping to strengthen bricks-and-mortar. Retailers who are growing their
inventory to help made up 60 percent of the research.

Loyalty programs are becoming another weapon in bricks-and-mortar's arsenal with 54 introducing them and 24
percent planning to do so soon.

Price cuts have also proved helpful to those who have closed stores, with 72 percent of those who stayed afloat after
closures implementing discounts.

Scientific testing can be extremely influential in the retail industry and has already made an impact, with 60 percent
of stores who use this method to test out new ideas having either circumvented store closures or recouped sales
from closed stores.

Top Store Strategies on the Horizon in the Coming Years
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In the future, retailers are likely to start offering more in-store events, increasing staff, beginning in-store pickup
programs and using more augmented and virtual reality in stores.

"Fifty-four percent of U.S. respondents have already introduced more detailed customer segmentation or analytics,
and another 28 percent plan to," APT's Mr. Marek said. "Further, 39 percent have already introduced the ability to
track individual customers' activity across channels, and another 41 percent plan to.

"This suggests that retailers are recognizing the importance of having customer-centric strategies, and that they are
developing the customer-centric analytic capabilities to match," he said.

Additional insight
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Amazon and online shopping experiences continue to threaten bricks-and-mortar, with the number of store closings
in the first half of this year outnumbering all of those that closed last year.

Many retailers are relying on discounts instead of sporadically offering them throughout the year for holidays and
events to help attract shoppers in today's tumultuous retail environment. However, ecommerce is continuing to
move forward with sales in the first quarter increasing by 15 percent year-over-year (see more).

Apparel and accessories brands need to progress much further in an omnichannel strategy, as millennials'
shopping experience spans a multitude of channels, starting online for product discovery and ending with
purchasing on any given platform.

According to the new Criteo Apparel Trend Report, millennials are now more omnichannel than ever, looking up
productinformation and trends on social and online, but any on whichever platform they choose. Retailers and
brands need to close the gap between these platforms and focus on an experience thatspans all channels (see
more).

"Although new in-store technologies are on the rise, the most common in-store response to online competition
globally is to train employees to be more knowledgeable," APT's Mr. Marek said. "In the U.S., retailers have also
focused on enhancing the in-store customer experience through the advantage of face-to-face customer interaction.

"In particular, 75 percent of U.S. respondents have already trained staff to be more knowledgeable, and 61 percent
have trained staff to be more focused on customer service," he said. "In retail, investing in staff training has always
been an important ingredient in the recipe for a successful business, but with the rise of ecommerce, high-quality
customer service is a critical differentiator for the in-store experience.

"Given that, for retailers today, optimizing personnel decisions and human resources investments is integral to
developing a competitive edge."
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