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Consumers  use mobile and desktop devices  for holiday shopping

 
By BRIELLE JAEKEL

Due to a completely different customer journey of today, retailers are looking to transform their merchandising
process, according to Boston Retail Partners.

The 2017 Merchandise Planning Survey shows that 47 percent of retailers are looking to customer-centricity as a top
priority for their upcoming strategies. Customers are now beginning to "pre-shop" for products online before coming
to a bricks-and-mortar location and are now looking for quick delivery.

"The key takeaway from this survey was that there is still a lot of work to be done to unify the organizations' people,
processes and technology to eliminate data and process silos," said Gene Bornac, senior vice president and
practice lead at BRP. "To innovate the customer experience, retailers must transform their disparate systems,
processes and organization into one cohesive environment with the ability to offer customers a seamless shopping
environment across any channel and the capability to deliver merchandise immediately wherever it is  needed.

"Another key takeaway is retailers huge desire to improve analytics, with 36 percent of retailers indicating improve
analytics' was their top planning priority," he said. "Analytics serve as an important tool in assisting retailers to find
and interpret meaningful patterns in customer and inventory data to support decision-making.

"Insight into customer demand, price sensitivity, reaction to promotions, demographics and more are key to drive
merchandise plans and actions that maximize profitability," he said. "This is especially critical in an omni-channel
environment, as understanding the preferences of disparate customer groups across different channels becomes
more complicated."

Merchandising plan
Planning organization across all platforms is an integral part of retail today, and the majority of retailers are
implementing these strategies. About 58 percent of retailers have organized their merchandising strategy this way.
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Within the last two years, more than 33 percent of retailers have created and installed omnichannel technology
demand planning systems.

Business practices are now being integrated across all channels, with 64 percent of retailers claiming to do so.

Customer insight is also becoming a vital aspect of businesses of today with 42 percent of retailers saying real-time
feedback into strategies for upcoming seasons.

The biggest challenge for retailers in planning business is IT  and business resource constraints, with 19 percent of
retailers claiming they need to overcome this for planning.

Additional insight
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 another Boston Retail Partners' report (see more).

With advances in artificial intelligence technology, 45 percent of retailers are planning on using AI to improve the
shopping experience in the next three years, according to another Boston Retail Partners report.

Boston Retail Partners' "2017 Customer Experience/Unified Commerce Survey" looks into shopping behavior and
trends for the upcoming year. What the report found was that AI will serve as a key bridge between the physical
reality of shopping in a store and the endless possibilities of shopping online (see more).

"The most surprising finding is that reducing markdowns' isn't as hot of a priority as I expected, as only 22 percent of
retailers indicated it was one of their top three planning priorities," Mr. Bornac said. "The survival of retail hinges on
maximizing margins and selling as much merchandise at full prices as possible.

"Maybe retailers are accepting that discounts and markdowns are unavoidable in the highly price competitive retail
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world," he said.
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