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Introduction



Unified 
Commerce
Offering your 
customers a real-
time, personalized 
and entertaining 
experience is no 
longer an option, it 
is a basic necessity 
for survival in 
today’s retail world



Customer Experience/Unified Commerce 
Survey
 Surveyed more than 500 

North American retailers to 
gain insight into planned 
initiatives, priorities and 
future trends
 Primary focus is specialty 

retail with 64% of 
respondents
 66% of respondents have 

more than $500M in sales

Drug Store
5%

General 
Merchandise

18%

Grocery, 
Food, and 
Beverage

5%

Restaurant
5%

Specialty -
Hard Goods

24%

Specialty -
Soft Goods

40%
Other
3%

Company Category

Less 
than 

$100M
10%

$100M 
to 

$499M
24%

$500M to 
$999M
21%

$1B to 
$4.99B

16%$5B to 
$9.99B

8%

$10B or 
more
21%

Gross Annual Revenue



Customer Experience of 
the Future



45%
of retailers plan to utilize 
artificial intelligence (AI) –
through chatbots or digital 
assistants – within three 
years to enhance the 
customer experience



33%
of retailers plan to 
utilize augmented 
reality within three 
years to enhance the 
customer experience



Today’s Customer 
Experience



55%
of retailers indicate 
that optimizing the 
customer 
experience is a top 
priority



Today’s Customer Experience

 Optimizing the customer 
experience is a top priority for 
55% of retailers with 
additional focus on increasing 
customer loyalty, improving 
the overall mobile shopping 
experience and creating a 
seamless experience across 
channels

55%

50%

45%

42%

32%

24%

18%

16%

16%

Optimize the customer experience

Increase customer loyalty

Improve mobile shopping experience

Create a seamless experience across
channels

Enhance personalized service/sales
assistance

Provide personalized promotions,
recommendations and/or offerings

Provide flexible fulfillment options

Empower associates with mobile tools

Provide social media engagement

Top Customer Experience Priorities



True Unified Commerce



Cross-Channel Capabilities

 While true unified commerce 
is still aspirational for many 
retailers, there is a huge 
increase in the number of 
omni-channel retailers this 
year (63% compared to 33% 
last year)

Single 
channel 

11%

Multi-
channel

21%

Omni-
channel 

63%

Unified 
commerce 

5%

Cross-channel Capabilities



E5 of Customer 
Experience



E5 of Customer Experience

 While the customer journey is 
never a linear process, successful 
retailers strive to exceed 
expectations across the E5 of the 
customer experience

E5 of Customer Experience



E5 of Customer 
Experience
Educate



Customer Research

 One of the areas of greatest 
improvement is the offering of 
social media as a research 
option for customers to learn 
more about the brand and 
products
 Retailer’s overall utilization of 

social media is up from 73% 
last year to 92% this year

47%

34%

34%

29%

22%

16%

47%

58%

32%

26%

38%

37%

5%

16%

21%

19%

26%

Product information on
website

Social media

Consumer product reviews

Digital signage/kiosk in the
store

Online Q & A

Educational YouTube videos

Research Options for Customers
Utilize and works well
Utilize and needs improvement
Utilize within 3 years



Brand Interaction

 One area that has grown 
exponentially over the past 
year is the use of personal 
email as a means of 
successful customer 
interaction
 This year the number utilizing 

it has jumped to 85% overall 
with 53% those retailers 
indicating it is working well

45%

40%

34%

26%

18%

13%

11%

10%

8%

40%

42%

42%

66%

34%

29%

29%

45%

51%

10%

5%

11%

6%

27%

39%

23%

29%

22%

Personal email

Call center

Customer product
reviews

Social media

Online chat

SMS/text

Online
community/forum

Mobile app

Associate
mobile/tablet app

Customer Interaction with the Brand
Utilize and works well Utilize and needs improvement

Utilize within 3 years



Associate Training

 Studies have shown that 
associates who undergo 
comprehensive new hire training 
are more productive and loyal
 The good news is that 92% of 

retailers offer their new hires a 
formal training program, 
however 60% of those retailers 
indicate the training needs 
improvement

37%

29%

22%

55%

29%

24%

5%

23%

33%

Formal training
program for new hires

On-demand micro-
training/ education

On-demand training/
education available via

mobile devices

Customer Service Training for 
Associates

Implemented and working well
Implemented and needs improvement
Plan to implement within 3 years



E5 of Customer 
Experience
Engage



Customer Identification

 The big story in customer 
engagement lies in the plans 
that retailers have to 
implement new technologies 
to identify customers via their 
smartphones
 Within three years, 59% of 

retailers plan to use Wi-Fi and 
63% plan to use mobile apps 
to identify customers in their 
stores

16%

14%

11%

6%

5%

5%

3%

16%

35%

29%

26%

24%

13%

14%

16%

14%

8%

27%

19%

31%

29%

34%

35%

32%

35%

24%

34%

41%

32%

29%

39%

37%

47%

51%

49%

62%

58%

Wi-Fi

Mobile website

Mobile loyalty program

Social media listening

Mobile app

Mobile wallet

MAC address

NFC (near field
communication)

Beacons

Bluetooth

Identifying Customers via their Smartphones

Implemented and working well Implemented and needs improvement

Plan to implement within 3 years No plans to implement



Customer Incentives

 Offering incentives in a smart 
way to encourage customers to 
provide retailers their personal 
information for customer 
identification
 It is important for retailers to 

offer robust enough benefits to 
ensure that the customer feels 
they are getting value in return 
for handing over personal 
information

53%

34%

32%

32%

29%

26%

24%

21%

16%

18%

Specialized offers

Product incentives

Maintenance of purchase history
for ease of returns/exchanges

More personalized service

Credit towards future purchases

Product information

Interaction with in-store technology
(e.g. smart mirrors)

Option to email customer receipt

Event information

We do not offer any incentives

Customer Incentives



Personalizing the Experience

 About half of retailers 
provide contact 
information, the ability to 
look up past transactions, 
and purchase summary 
data to associates on the 
floor to help personalize 
the customer experience

31%

29%

21%

19%

13%

10%

8%

5%

24%

26%

32%

26%

32%

24%

26%

16%

32%

29%

31%

29%

34%

45%

40%

30%

Contact information

Transaction look-up

Purchase summary

Loyalty program status

Shopping history (in-store and online)

Customer attributes/ preferences

Product recommendations

Social media shares/likes

Tailoring the Customer Experience
Available and working well Available and needs improvement
Plan to have available within 3 years



Personalizing the Experience

 The most prevalent 
customer personalization 
capabilities involve 
offering personalized 
rewards based on 
customer loyalty and 
suggested selling based 
on previous purchases –
both up significantly over 
last year 

31%

13%

13%

8%

8%

8%

5%

25%

37%

21%

45%

24%

18%

29%

25%

34%

34%

34%

38%

42%

34%

Personalized rewards based on customer
loyalty

Personalized promotions

Clienteling (personalized selling based on
previous experience and knowledge of a

customer)

Suggested selling based on previous
purchases

Guided selling for customers (offering
suggestions to customers based on their

overall preferences)

Personalized digital content

Guided selling tools for associates
(offering suggestions to customers based

on the customer's overall preferences)

Personalized Services Offered
Implemented and working well Implemented and needs improvement

Implement within 3 years



E5 of Customer 
Experience
Execute



Cross-Channel Capabilities

 It’s promising to see progress 
as retailers implement unified 
commerce capabilities
 67% of retailers are offering a 

consistent product 
assortment across channels; 
however, many retailers are 
still struggling with manual 
processes as 43% indicate 
the processes need 
improvement

26%

24%

22%

16%

18%

11%

5%

42%

43%

27%

50%

29%

24%

11%

8%

14%

30%

16%

27%

26%

50%

Consistent pricing/promotion across
channels

Consistent product assortment across
channels

Returns visible and accepted across
channels

Inventory visibility across channels

Order visibility across channels

Endless aisle

Start anywhere, finish anywhere
(shared cart across channels)

Cross-Channel Capabilities

Implemented and working well Implemented and needs improvement
Implement within 3 years



Cross-Channel Capabilities

 62% of retailers surveyed 
have implemented the 
ability for customers to 
buy in-store and ship the 
product to their home, but 
more than half of these 
indicate the process 
needs improvement

30%

25%

24%

16%

13%

10%

8%

32%

22%

26%

11%

29%

42%

26%

22%

28%

24%

34%

26%

27%

24%

Buy in-store, ship to home

Buy in-store, ship from DC,
other store or vendor

Buy online, pick up in store

Reserve online, pick up in
store

Buy anywhere, ship anywhere

Buy online, ship from store

Same day delivery

Fulfillment Options
Implemented and working well Implement and needs improvement

Implement within 3 years



Empowering the Organization

 The challenge to retailers is 
understanding and providing 
effective tools to associates 
and customers to enhance 
the customer experience
 The entire organization has 

to be encouraged, 
motivated, and rewarded to 
enhance each customer’s 
shopping experience

45%

29%

27%

16%

13%

39%

Inclusion of sales and returns in the
store sales and labor plans/goals

Dedicated employees to handle
fulfillment

Partial sales credit/commission for
orders fulfilled from store

Adjustment of store labor costs (credits)
to compensate for orders fulfilled from

store

Incentives or bonuses to pull inventory
and fulfill orders promptly

None of the above

Ways to Encourage Employees to Effectively 
Fulfill Cross-Channel Orders



Empowering the Organization

 Retailers feel confident 
about their ability to 
empower customers to 
help themselves, with 
nearly half indicating this 
as very or somewhat 
effective

11%

8%

8%

6%

5%

5%

25%

39%

27%

26%

32%

29%

22%

21%

35%

37%

29%

24%

17%

21%

8%

26%

21%

13%

25%

11%

22%

5%

13%

29%

Providing real-time online customer support
via chat, text or self-service

Empowering customers to help themselves
using any channel or device

Using knowledge management to provide
product and brand information to customers

Integrating social media with customer
service

Enabling seamless customer service across
channels

Providing customer service through mobile
devices

Organization Effectiveness 
Very effective Somewhat effective Neutral
Somewhat ineffective Very ineffective



E5 of Customer 
Experience
Enhance



Customer Satisfaction

 In a world where 
consumers have easy 
access to public forums to 
air their grievances, it is 
even more critical to 
ensure customer 
satisfaction within each 
transaction

33%

30%

22%

21%

19%

16%

11%

35%

35%

51%

38%

49%

73%

40%

16%

8%

14%

19%

19%

6%

19%

Online customer
surveys

Mystery shoppers

Customer reviews on
brand website

In-store customer
surveys

Custom research

Social media comments

Customer reviews on
third party website

Customer Satisfaction Measurement 
Utilize and works well Utilize and needs improvement
Plan to utilize within 3 years



Customer Insight

 The quantity of customer 
data available to retailers 
has never been greater
 Social media and location-

based technology offers a 
plethora of information on 
customers’ likes, dislikes, 
friends, movements, etc.

47%

37%

32%

27%

16%

8%

5%

47%

42%

29%

42%

66%

53%

32%

3%

8%

18%

18%

13%

26%

29%

Transaction data

Traffic counts

Loyalty program

Online shopping
information (e.g. unique

visits)
Customer insight (from

social media, online
comments, etc.)

Third party services

Location-based
technology

Sources of Customer Information
Utilize and works well Utilize and needs improvement
Plan to utilize within 3 years



Customer Expectations

 The quantity of customer data 
available to retailers has never 
been greater  
 In addition to traditional areas 

such as traffic counts and 
loyalty programs, now social 
media and location-based 
technology offers a plethora of 
information on customers’ 
likes, dislikes, friends, 
movements, etc.

32%

27%

14%

13%

8%

35%

57%

65%

66%

63%

Call center customer
experience

In-store customer
experience

Social media customer
experience

Online customer
experience

Mobile customer
experience

Customer Experience Opportunities

Works well Plan to improve within 12 months



E5 of Customer 
Experience
Enablers



Unified Commerce Platform

 More than 70% of retailers 
recognize the need to 
improve core unified 
commerce capabilities 
within the next three years 
 Enhanced networks are a 

critical requirement for a 
unified commerce 
environment

14%

11%

5%

5%

3%

3%

47%

50%

50%

27%

42%

21%

24%

26%

23%

32%

55%

34%

60%

47%

Order management system

Centralized inventory management

Integrated CRM

Predictive analytics

Enhanced network

Real-time retail

Single, unified commerce platform

Unified Commerce Initiatives

Implemented and working well
Implemented and needs improvement
Implement within 3 years



Cloud-Based Services

 19% of retailers currently 
operate their commerce 
platform as a software-as-
a-service (SaaS) solution 
and another 31% plan to 
migrate to a SaaS within 
the next three years

Currently 
operated as 

a SaaS 
solution

19%

Planning to 
migrate 

within 12 
months

13%

Planning to 
migrate in 1-

3 years
18%

No plans to 
migrate

50%

Cloud-based Commerce Platform Plans 



Customer Service Technology

 Offering customers tools 
they can access on their 
mobile phone within the 
store can be very helpful
 Allowing customers to 

understand their current 
order status in real-time 
helps to bridge the 
channel gap and offer a 
more seamless experience

8%

5%

3%

13%

18%

3%

11%

8%

5%

44%

45%

19%

47%

23%

19%

In-store real-time order
status visibility

Product locator app

Videoconferencing -
customer uses to shop from

home with associate in…

Customer self-checkout
through app

Virtual closet

Videoconferencing -
customer uses in store to

speak with call center

Customer Service Technologies

Implemented and working well
Implemented but needs improvement
Plan to implement within 3 years



Challenges



Challenges

 Today’s heightened consumer 
expectations for a personalized 
experience wherever, whenever 
and however they shop is 
forcing retailers to redefine the 
entire customer journey as they 
rethink the shopping experience 
to meet customers’ demand for 
a unified experience delivering 
the best of both the physical 
and digital worlds

61%

60%

47%

42%

32%

21%

13%

11%

Budgetary constraints

Disparate systems

IT/business resource
constraints

Other priorities taking
precedence

Organizational challenges
(siloed organizations)

Process challenges

Lack of mature software in
the marketplace

Lack of executive support

Biggest Unified Commerce Obstacles



Conclusion



Conclusion
 Today’s heightened consumer expectations for a 

personalized experience wherever, whenever and 
however they shop is forcing retailers to rethink the 
customer experience as customers want the best of 
both the physical and digital worlds.

 This transformation requires a true unified commerce 
approach, delivering the convergence of the digital and 
physical shopping experiences to create a holistic 
customer shopping experience. Unified commerce and 
a customer experience that transcends channels are 
the foundation of the new retail model. 



About BRP



About BRP
 Retail experts with retail backgrounds
 Built with unique professional profile

 Managed by industry-recognized leaders
 Recruit experienced retail professionals with process, technology and 

operations skills
 Recognized expertise in all facets of strategy, selection and deployment of 

Point of Sale, Mobile, E-commerce, Payment Security, CRM/Loyalty, 
Customer Engagement, Unified Commerce, Order Management, 
Merchandising and Supply Chain solutions

 Trusted advisors of acknowledged industry leaders

 No exclusive partnerships or alliances with software or hardware 
providers

 Chanel
 Coach
 Rooms To Go

 MGM Resorts
 Michaels Stores
 Ann Inc.

 Tire and Battery Corp
 Brooks Brothers
 ABC Fine Wine & Spirits



Luxury Insights Summit 
2015

Media Articles

Thought Leadership

White Papers/Special Reports

Speaking Engagements/Webinars

Industry-leading Surveys Industry Blog

Luxury Insights Summit



Retail Experience
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Thank You

www.brpconsulting.com

Hunter Harris, VP, BRP
hharris@brpconsulting.com  | 847.840.2698 phone 

http://www.brpconsulting.com
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