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By SARAH RAMIREZ

As the hybrid, omnichannel customer journey becomes mainstream, post-pandemic shoppers are expecting more
convenience from retailers.

According to "The New Face of Local" report from Uberall and MomentFeed, the presence and accessibility of
physical stores remains an important shopping consideration even amid the growth of ecommerce. Bricks-and-
mortar locations also play an essential role in retailers' ability to offer convenient services.

"Retailers and brands must recognize the importance of integrating stores and ecommerce put local inventory
online, allow BOPIS or curbside pickup, where appropriate," said Greg Sterling, vice president of market insights at
Uberall, San Francisco.

"People tend to think of stores and ecommerce as mutually exclusive," he said. "Our data shows the opposite is true."

The findings are based on a survey of more than 1,000 U.S. consumers and an analysis of the online performance
of nearly 80,000 business locations.

Rethinking local
The onset of the COVID-19 pandemic forced businesses to digitize their services and gave consumers more ways to
engage with brands, leading to 11 percent growth in consumer engagement with local businesses from 2019 to 2020.

Three-quarters of consumers plan to continue shopping locally after the pandemic, and plan to use digital services
such as buy-online-pickup-in-store (BOPIS) for added convenience.
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Neiman Marcus  was  one of a number of retailers  to introduce contactless  curbs ide pickup during the pandemic. Image credit: Neiman Marcus

This illustrates how consumers still find offline, bricks-and-mortar offerings to be valuable even as they gravitate
towards ecommerce.

Seventy-four of U.S. consumers have indicated an omnichannel shopping preference that includes physical stores,
whether they are researching online and buying in-store, using BOPIS options or buying items they come across
while shopping at a bricks-and-mortar location.

Meanwhile, less than 18 percent are beginning and ending their customer journeys online. Additionally, two-thirds
of shoppers are more likely to purchase something online if they can complete potential returns in-store.

"Even though the store wouldn't get credit for such purchases, the presence of the store was instrumental in the
consumer's mind," Mr. Sterling said.

The pandemic has also accelerated consumer engagement with local businesses, but this does not exclusively
mean small businesses.

"Sixty-six percent of respondents considered national chains and brands with stores to be local businesses,'" Mr.
Sterling said. "This is not typically how brands think of themselves."

Brands  and retailers  should ensure individual local lis tings  are updated. Image credit: Google Maps

This is why retailers should ensure online information for individual physical locations is accurate and up to date.

Worldwide, shoppers performed 8 percent more online local searches in 2020 than 2019, turning to sites including
Google, Apples Maps, Yelp and Yahoo. Monthly actions on global retail listings increased 18 percent in 2020, with
growth in phone calls and website clicks outpacing the decline in clicks for driving directions.

Bringing in shoppers
Ultimately, a strong digital presence is vital for brands and retailers with multiple locations.

According to a 2018 Uberall report, more than 80 percent of consumers are using their mobile phones to search for
retailers, products and more that are near them at the moment. Leveraging the keywords "near me" and gaining
visibility in these localized searches is a key way to get consumers in the door.

Showing the importance of mobile to bricks-and-mortar retail, more than half of those who use their phones for
shopping seek out store hours or locations (see story).

Another Uberall study showed that 19 percent of respondents admitted to always checking platforms such as Google
or Yelp for store reviews when deciding where to shop. A majority of consumers also believe brands should reply to
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every review posted about a store (see story).

"Consumers are going to shop differently at different times based on convenience and safety," said Uberall's  Mr.
Sterling. "Retailers need to make it easier and more convenient, especially for luxury buyers, and enable them to do
business with luxury retailers in multiple ways according to what best suits the needs of the consumer in the
moment."
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