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PRI 1Q 2015 Retail Economic Outlook 

Weak Wage Growth and a Change in Consumer 
Spending Patterns Will Continue to Weigh on Retail 
Sales During 2015 

F 
aint first quarter GDP growth of 0.2 percent was disappointing, yet not  
unanticipated (see Chart 1). An extremely cold winter, strong dollar, and a 
slowdown at West Coast ports were thought to be the primary headwinds 

encountered. Notwithstanding, weak April retail sales, as discussed below, may 
discredit this position somewhat, as discouraged workers, weakness in wages, 
and a structural shift in consumer purchase behavior may be to blame.  

First quarter GDP weakness followed growth of 2.2 percent in the fourth quarter. 
Year over year, GDP is running at 3.0 percent, versus 2.4 percent for 2014 and 
2.2 percent for 2013. A bit of good news was that while business investment fell 
by 3.4 percent, investments in intellectual property held up, with an increase of 
7.8 percent (compared to an increase of 10.3 percent in the prior quarter). Per-
sonal spending increased by 1.9 percent (3.0 percent year over year), the weak-
est level in a year. Noteworthy is that the Federal Reserve Bank of Atlanta re-
cently cut its second quarter GDP forecast to 0.7 percent. Economists estimate 
full-year GDP growth in the 2.3 percent to 3.1 percent range. 

Chart 1. Real Gross Domestic Product.   

 

 

 

 

 

 

 

 

 

 

 

 

Source: Haver Analytics  

The anticipated recovery in retail sales failed to materialize. Retail sales in April 
were flat (versus a gain of 1.1 percent in March), increasing by 0.9 percent ver-
sus April 2014 (see Charts 2A and 2B). Excluding autos, retail sales rose by 0.1  
percent from March. Weakness was noticed in most sectors including depart-
ment stores (-2.2 percent) and furniture stores (-0.9 percent). Health (+0.08 per-
cent), sporting goods, hobby, book and music stores (+0.8), and non-store retail-
ers (online, catalog, etc. at +0.08 percent) were a few of the bright spots (see 
Chart 3). According to Haver Analytics, there is a 92 percent correlation between 

http://www.plattretailinstitute.org/
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 the year-over-year change in retail sales and the change in GDP. Thus, the 0.9 
percent increase versus April 2014 is not a strong indicator as we enter the sec-
ond quarter.  

Chart 2A. Percent Change in Retail and Food Services Sales.  

 

 
 
 

 
 
 

 
 
 

 
 
 

 
 
 

 
 
 

 
 

 

Source: U.S. Census Bureau  

Chart 2B. Retail and Food Services Sales.   

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 
 
 

 
 

 
 
 

 
 

 
 

 
 
 

 
 

 
 
 

 
 

 
 

 

 
 

Source: Federal Reserve Bank of St. Louis  

Economic Outlook 

(cont’d.) 
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Chart 3. Monthly Changes.   

Source: CNBC  

Not surprising, many retailers have recently reported that same-store sales have 
been weak. For example: Costco was flat, but up 7.0 percent excluding fuel; Stein 
Mart (-1.5 percent); Buckle (-3.8 percent); Gap (-12.0 percent); Macy’s (-0.1 per-
cent). Not all the news is bad. For example, Michael Kors’ North American same-
store sales increased 6.0 percent, and J.C. Penney’s same-store sales were up 
3.4 percent, along with TJX (5.0 percent), Target (2.3 percent), Home Depot (6.1 
percent), and Wal-Mart stores (1.1 percent). 

April retail sales were expected to be better. Improving weather, strong job pro-
spects, cheap credit, a booming stock market, and inexpensive gas prices should 
have kicked in. In addition, while consumer confidence declined by 6.1 percent in 
April, the year-over-year improvement is 16.5 percent (see Chart 4). 

Economic Outlook 

(cont’d.) 
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Chart 4. Consumer Confidence. 

Source: Haver Analytics 

So with unemployment falling to 5.4 percent, the lowest level since May 2008, job 

openings improving, increases in consumer credit, and surging new home sales, 

among other things, why aren’t consumers spending more and retail sales improv-

ing? In our view, this is due to weakness in employment and wages, as well as a 

structural shift in consumer purchase behavior. 

It does not appear that the employment picture is as rosy as the unemployment 

rate would imply. For example, the change in the rate of employment is generally 

in line with prior periods, no better (see Chart 5). On the other hand, as chart 6 in-

dicates, when considering the rate of unemployment plus those not looking for 

work, the rate is improving. The labor participation rate, however is still low (see 

Chart 7).  

Chart 5. All Employees: Total Nonfarm.  

Source: Federal Reserve Bank of St. Louis 

Economic Outlook

(cont’d.) 
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 Chart 6. Special Unemployment Rate: Unemployed and Discouraged Workers.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 

Source: Federal Reserve Bank of St. Louis 

Chart 7. Civilian Labor Force Participation Rate.    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Federal Reserve Bank of St. Louis 

The wage picture is not much better. During the last nine or so years, the aver-
age hourly earnings have gone from slightly over $20 per hour to just under $25 
(see Chart 8), and the rate of increase remains low (see Chart 9). 

Economic Outlook

(cont’d.) 
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 Chart 8. Average Hourly Earnings of All Employees: Total Private.   

 
 

Source: Federal Reserve Bank of St. Louis 

Chart 9. Average Hourly Earnings of All Employees: Total Private.   

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Federal Reserve Bank of St. Louis 

We also believe that a structural change in consumer purchase behavior is  

occurring. As Chart 10 indicates, at its high point in 1949, consumer spending as 

a percent of GDP was 66.6 percent. Following the recession around the same 

time, spending did not come close to that level for 52 years, until around 2000. 

Beginning in 2008, the rate hit 68 percent, where it has roughly remained. Com-

ing out of the Great Recession, it is our view that average employment levels, 

weakness in wages, and a slightly more conservative spending mindset among 

consumers will result in consumer spending easing to 66 percent to 67 percent of 

Economic Outlook

(cont’d.) 
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 GDP. For example, comparing Chart 10 to Chart 11 (the personal savings rate) 

indicates a more recent relationship between spending and savings. Notice that 

following the Great Recession, savings trended up, which indicates that people 

are saving more and spending less (see Chart 12). We would then advance an 

estimate, for purposes of illustration, that a corresponding one percent drop in 

retail sales (which is different than consumer spending), for example, would 

equate to $32 billion less (2014 retail sales were around $3.19 Trillion) in retail 

sales. 

Chart 10. Shares of Gross Domestic Product: Personal Consumption Expenditures.  

Source: Federal Reserve Bank of St. Louis 

Chart 11. Personal Saving Rate.  

Source: Federal Reserve Bank of St. Louis 

Economic Outlook

(cont’d.) 
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 Chart 13 supports this view that slowing retail sales growth may become the new 
normal.   

Chart 12. Personal Saving Rate.   

 

 

 

 

 

 
 
 
 
 
 
 
 
 

 

 

 

 

Source: Federal Reserve Bank of St. Louis 

Chart 13. Retail Growth Forecast. 

  

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
Source: McKinsey & Company  

 
Source: McKinsey & Company 

 In summary, while the economy is holding up reasonably well, it continues to  
sputter along. Average job growth, weak wage growth, increased savings, and a 
structural change in consumer attitudes toward spending money have not been 
offset by improved weather conditions, a lower rate of unemployment, and lower 
gas prices, for example. We expect this muted trend in spending to continue.  

Economic Outlook

(cont’d.) 
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 Retail Sector Performance Charts 

The following table and charts provide several perspectives on retail sales  
performance. 
 

 

Source: Haver Analytics 

Chart 1. Retail Sales & Food Services (Excluding Motor Vehicles & Parts Dealers).  

Source: Haver Analytics 

Retail Spending (%) April March Feb 
March  

Y/Y 
2014 2013 2012 

 Total Retail Sales &    
 Food Services 

-0.0 1.1 -0.5 0.9 3.9 3.9 4.9 

     Excluding Autos 0.1 0.7 -0.1 -0.0 3.0 2.8 4.0 

     Non-Auto Less  
     Gasoline &  
     Building Supplies 

0.0 0.5 -0.4 2.1 3.2 2.9 3.5 

 Retail Sales -0.1 1.2 -0.6 -0.1 3.6 3.9 4.8 

http://www.plattretailinstitute.org/
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 Chart 2. Retail Sales (Excluding Food Service). 

Source: Federal Reserve Bank of St. Louis 

Chart 3. Retail Sales: Nonstore Retailers. 

Source: Federal Reserve Bank of St. Louis 

Retail Sector  

Performance (cont’d.) 
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 Chart 4. E-Commerce Retail Sales as a Percent of Total Sales. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Federal Reserve Bank of St. Louis 

Retail Sector  

Performance (cont'd.) 
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 James Avery Crafts New Branded Customer  
Experiences With In-Store Digital Media 

With contributions from JGA and Matt Schmitt, Co-founder, President, and Chief  
Innovation and Strategy Officer, Reflect 

J 
ames Avery Jewelry sought to broaden its demographic reach with a new 
store prototype. The retailer, in business for 60 years, needed to project its 
unique brand into new markets, and into the next generation of customers in a 

fresh and relevant way without losing its authentic character.  

In creating the next “home” for James Avery, the challenge, as well as the oppor-
tunity, was to find a way to bridge current customers’ expectations and history with 
an invitation to new consumers who may not be familiar or feel connected with the 
brand. The positioning of the jewelry as “artisan” suggests an inherent casualness 
and simplicity. Digital elements were to activate brand storytelling and highlight the 
handcrafted, artisan detailing of the product. The new design of the James Avery 
stores became about connecting people to experiences, and those experiences 
are now enhanced by digital signage.  

James Avery turned to digital signage because it goes beyond non-digital efforts, 
by:  

Helping to connect with customers. 

With digital signage, the retailer can communicate to a captive audience by wel-
coming customers, promoting special offers, and highlighting products.  

Saving time and in the long run, money.  

Instead of a printed sign, which can quickly become dated, retailers can prepare 
the same message with more agility. With simply updating a message digitally, the 
cost savings from recurring printing charges become clear. Digital shopper market-
ing, through digital signage, mobile apps or social media, is a discipline which re-
quires telling a consistent story effectively and frequently. Updating static signage 
is cost prohibitive.  

http://www.plattretailinstitute.org/
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 Attracting a new audience.  

When retailers create and nurture a brand, customers are the audience. Tell them 
a story designed to 
communicate the 
store’s value proposi-
tion in a way that will 
engage them and 
compel them. Retail-
ers want them to not 
only want the product 
or service, but also to 
identify with the 
brand and embrace 
it. Plain and simple –   
customers are at-
tracted to motion and 
graphics versus static 
signage. With dy-
namic digital signs, 
retailers can appeal 

to a targeted demographic with attention seeking and specific visuals and audio.   

Improving visibility among competitors. 

Digital signage is a great avenue for standing-out in a crowd among competitors. 
The potential customers already in the store will receive a specific and dynamic 
message and will become even more ready to make a purchase. Traditional me-
dia gets customers in the store...once they are there, digital signage promotes the 
highest value products and services in-store. 

The new environment  

Featured elements are pairs of dynamic video screens in each zone, rotating a 
series of messages related to product features, views of product from design-to-
craft that subtly and subliminally share the James Avery history, design philoso-
phy, and product offers. James Avery incorporates digital elements in the new 
store design that focus 
on telling the brand’s sto-
ry. The most successful 
and effective in-store en-
vironments require the 
right technology, sup-
porting a well-thought-
out business strategy 
that includes engaging 
and relevant marketing, 
merchandising, and en-
tertaining content.  

Digital signage through-
out the store, creates a 
series of “shops” that 
highlight certain business 
segments within the store, including Milestone Creations for wedding bands, con-
firmation, or spiritual products, and the Charm Bar, which brings together the wide 
variety of signature charms ranging from the whimsical to the spiritual. The digital 
displays promote the wearability of these charms for traditional charm bracelets, 

James Avery Crafts 

New Brand (cont’d.) 
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 or as complements to necklaces and earrings. The fixtures allow the sales associ-
ate to demonstrate how to create and curate a bracelet, whether for a first-time 
purchaser or to add to an existing collection of charms.   

Enhance approachability  

Designers too often work in parallel with, or in isolation from, marketers and tech-
nology providers. It was imperative that all organizations involved in the new store 
design project worked closely with James Avery to ensure that the addition of digi-
tal media did not interfere with the store environment James Avery customers are 
accustomed to experiencing. Today, James Avery is leveraging digital media to 
create engaging brand experiences and the company successfully incorporates 
the modern world of digital brand media into its store environments without dis-
rupting a classic feel steeped in heritage and tradition. 

Fixtures and interior elements of refined materials such as wood, metal, and stone 
exude a casual yet upscale style. Unlike many jewelry stores, James Avery is not 
selling glitz and glitter. Stores must reflect both the craftsmanship and the warm 
approachable qualities of the jewelry and with the help of digital signage, James 
Avery has crafted branded customer experiences. 

 

James Avery Crafts 

New Brand (cont’d.) 

PRI thanks the Association for Retail Environments and author Lauren Wang for permis-

sion to republish excerpts from the article "Silver Bullet," originally published in the Janu-

ary/February 2015 issue of Retail Environments magazine. 
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 Key Considerations When Choosing  
a CMS provider 

By Margot Myers, Director, Global Marketing and Communications, PRI 

E 
stimates of the number of digital signage content management software 
providers range from 250 to 600. Even the lower estimate presents a stag-
gering number of choices for end users trying to decide which CMS is right 

for their network. Fortunately, by addressing several key questions, it is possible 
to find a solution that will support network objectives and lead to a successful  
deployment.  

Most digital signage network deployments benefit from both internal and external 
teams to address the various aspects of the project. The internal team may in-
clude representatives from a variety of stakeholders such as IT, Marketing, Hu-
man Resources, Facilities, Corporate Communications, etc. By engaging this 
team from the beginning, it may be possible to get internal support for some as-
pects of the project. For example, Facilities could assist with site surveys that 
evaluate structural issues (where it is safe to hang screens), electrical issues 
(whether additional electrical outlets need to be installed), or hardware installa-
tion (the actual hanging of mounts and displays). Often, it is less expensive when 
in-house support is available. 

It is unlikely that one CMS vendor will be able to provide all of the services need-
ed. Marketing materials from many vendors will state that they are a full-service 
provider or they offer a turnkey solution. Just as an internal team is needed to 
support a network, it is likely that an external team of vendors will be needed to 
get all aspects of the job done. These may include: a CMS provider; hardware 
manufacturers (displays, digital media players); suppliers of mounts, cabling or 
wireless connectivity solutions; installation contractors; content producers; pre-
ventive maintenance and repair technicians; and possibly a research firm to as-
sess the success of a network pilot test. 

What are some of the key factors to consider when choosing a CMS provider? 
They may be grouped into the eight categories addressed below: vendor back-
ground and qualifications; implementation services; technical support and moni-
toring; content creation; content management; content distribution and playback;  
reporting, analytics, and security; and software licensing, versioning, and up-
dates.  

http://www.plattretailinstitute.org/
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 Vendor background 

During the Request for Proposals (RFP) process, potential vendors should be 
asked to describe their top-three customer deployments in the relevant vertical (for 
example, retail, education, transportation, etc.) The response calls for a fair 
amount of detail, such as the number of locations, the number of screens, and a 
description of the functionality supported. What is their track record of innovation 
in the digital signage industry? How broad is their customer base? What is the size 
of the staff available to support the project after the sale? Are they scalable to 
meet the growing needs of the network? And last, but certainly not least, what dis-
tinguishes them from the other CMS suppliers that may respond to the RFP? 

Implementation services 

Whether an on-premise or software-as-a-service software package is selected, 
someone (probably several people) in the organization will need to learn how to 
use the solution. Does the vendor offer training, either onsite, at a training center, 
or online? 

Many CMS providers will offer a broad range of products and services, including 
the actual installation (commonly called “hanging and banging”) of mounts,  
displays, digital media players, wired or wireless connections, etc. DMPs need to 
be standardized with the CMS installed as well as any templates, image libraries, 
or other content. The need for support does not stop after installation. In the short 
term, all components need to be tested and in the long term, equipment requires 
preventive maintenance and potentially repairs. 

Technical support 

After the CMS is purchased, all of the components are tested and the network is 
deployed. A staff member loads new content and suddenly, screens go blank. 
Does the vendor have a national operations center that monitors the status of the 
network and knows immediately if there is a problem? If not, is there a 24/7 help 
desk? Will the vendor provide troubleshooting guides or support manuals to help 
staff try to fix simple problems? 

All digital signage systems should collect and report data on content played on the 
network, as well as monitor the health of the network and the status of the local 
players. Beyond basic monitoring, several systems can also diagnose and resolve 
problems with local players remotely.  

What support system does the vendor have in place to get the network back up 
and running? Consider establishing a Service Level Agreement that details what 
happens when something is not functioning to spec. 

Content creation 

All software should have the ability to create new content, as well as easily repur-
pose existing content, with support for a broad range of file types. The better  
packages offer solid content generation functionality, yet keep complexity and 
learning curves limited. They also allow for screen layout in zones, enabling differ-
ent content to be played in different parts of the screen, and the easy assignment 
of content to these zones. 

Many CMS vendors offer proprietary tools for content development. These tools 
are often used for high-end deployments that require sophisticated functionality, 
such as complex transitions or custom-scripted integration. Vendors should sup-
port emerging new standards that open up the market for digital signage content 
creation. 

Many systems also provide either prebuilt templates or the ability to build network-
specific templates, simplifying the creation of new or updated content that com-
plies with certain predefined layout and graphic standards, and enabling novice 
users to contribute new or updated content faster.  

Key Considerations 

(cont’d.) 
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 What content development tools does the potential CMS vendor provide? Do they 
provide templates and the ability for customers to make their own templates? 
What distinguishes each vendor’s offering related to content creation?  

Content management 

All digital signage software should have the ability to store, organize, and refer-
ence content in a manner that facilitates user-friendly viewing, retrieval, and prop-
er version control. Similarly, all systems should be able to define and manage net-
works and locations, and have basic functionality for back-up and data recovery. 

Another basic function is user management based on roles, which should help 
users perform the various tasks for which they are responsible, such as content 
creators, approvers, and system administrators, and assign them the appropriate 
level of authority. 

All systems should have scheduling capabilities that enable the creation and man-
agement of playlists that can be assigned to one or more players. More advanced 
systems support a range of variations for content to be scheduled and played, 
such as day-parting, scheduling or switching different content streams or channels 
for different parts of the screen and take-over moments, which override all regu-
larly scheduled content and take control of all screens in a location, either for dra-
matic effect or for emergency messaging. 

Assess whether the potential CMS vendors can handle these multi-dimensional 
content management requirements. Can the CMS assign content to individual dig-
ital media players or groups of players? How many different content channels can 
the CMS support? Does the software have built-in backup and data recovery fea-
tures? 

Content distribution and playback 

The software should enable grouping, queuing, and distribution of approved  
content, as well as the management of remote players, and provide at least a 
basic method of version control for content within the various nodes of the net-
work.  

Further, all systems should be able to manage distribution of content, but the bet-
ter systems can do so within set restrictions of the network, which is particularly 
relevant when dealing with the distribution of large files within limited network 
bandwidth.  

Does the CMS support multicasting and other methods to efficiently distribute only 
that portion of the content that really needs to be distributed, and do so when the 
bandwidth is available? Does it also support “smart playlists,” a pairing of attrib-
utes assigned to both specific content and selected players, enabling the system 
to only play what is applicable for that location according to pre-assigned attrib-
utes? 

Reporting, analytics, and security 

Standard reporting should serve both the needs for operational support and  
management information. Advanced systems typically provide more detail on as-
set tracking, proof-of-play, and proactive alerts on performance and network 
health.  

All vendors should be able to describe how they adequately secure the network 
from end to end to prevent unauthorized access and malicious interference.  

More advanced functions include analytics that provide usable and actionable  
information on the effectiveness of the network. The reporting of relevant data on 
traffic volume, how users interact with the system, and which messages resonate 
and lead to the intended outcome may also be useful.   

Key Considerations 

(cont’d.) 

http://www.plattretailinstitute.org/


21  

 

 

 

 

 

 

 

 

 

 
 
 

 

 

 

 

 

 

 

 

 

 
 
 
 
 

 Software licensing, updates, and versioning 

Vendor licensing agreements should clearly spell out how the software is li-
censed, what choices customers have, what services are included (if any), and 
what customers are entitled to in terms of updates, fixes and new versions, and 
any additional charges. A best practice for purchased software under a software 
maintenance agreement would include all new releases and successor versions 
of the purchased software available under the software maintenance agreement, 
but to sell new functionality that is substantially beyond the scope of the originally  
purchased software.  

The better digital signage vendors are also able to confidentially share their prod-
uct roadmaps. Such a document would not just indicate which features might be 
released when, but also outline their strategic direction and product vision, taking 
into account what they acknowledge and anticipate as important trends in the  
industry that will affect their customers.  

Does the vendor consider their offering as a platform that can potentially serve a 
growing range of communication needs with applications they have implemented. 
If so, apps often can be built and tested in advance, delivering applications that 
are available faster, better, and at a lower cost than complete custom applications 
that are developed from scratch.  

Finding the perfect match 

Considering industry trends, it is fair to assume requirements for digital signage 
networks will only get more sophisticated with time. This will likely mean more 
complex applications, more personalization of in-store experiences, more integra-
tion with other systems, larger file sizes, and more frequent content refreshes. It is 
important to find and choose one or more partners that can grow with the network, 
and have a compelling vision of where the industry is going, combined with the 
ability to execute.  

Because there are so many CMS vendors in the marketplace, chances are good 
that there will be numerous CMS vendors whose product will respond favorably to 
any given network’s requirements. Separating the high-quality providers from the 
less-capable ones is challenging. References and recommendations from past 
clients can offer valuable insights. Taking the time to find a perfect match for this 
critical aspect of a network is essential. 

Margot Myers is the Di-

rector of Global Market-

ing and Communications 

for PRI. 

Key Considerations 
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Measuring What Matters:  
The Myths about Mobile Advertising 

By Tim Jenkins, CEO, 4INFO 

T 
he days of dabbling are over and national retail advertisers are serious 
about getting a return on their mobile ad spend. Yet common mispercep-
tions stand in the way of their ability to measure results and ensure those 

mobile campaigns are a smart use of media dollars. 

Here are four myths about mobile advertising, along with a more realistic view of 
what makes a mobile ad effective, and most important – how to determine if the 
advertising is delivering sales lift. 

Myth 1: The best way to advertise in mobile is by geo-fencing, or targeting 
all shoppers within a certain distance of a store. 

The truth: 

A consumer driving near a store isn’t necessarily a viable prospect. Why advertise 
women’s shoes to a man simply because he is near a store? Precise targeting 
matters in mobile as much as it does in any advertising medium.   

Targeting by location alone leads to wasted impressions and a mobile ad  
campaign built around assumptions, rather than facts. Achieving a good Return 
on Ad Spend (ROAS) requires reaching the right people with the right message, 
and being able to measure meaningful results.  

Targeting by location alone also hinders message optimization for two reasons:  

 If you consider nothing more than location, you’re limited to “there’s a 
store near you now,” versus a promotional message designed to appeal to 
a defined customer segment.  

 The context in which a target receives an ad determines their interests and 
attention span, both of which affect the kind of message you deliver. Try-
ing to get a consumer to watch a mobile video about a car while they’re 
browsing the dealer lot is fruitless. Instead, serve the educational video 
while they’re couch surfing at home.  

Precise targeting is the only way advertisers can expect to see an ROAS. That 
means knowing who your audience is, as well as where they are. This is done by 
using a combination of location data and audience data – ideally past purchase 
data, such as CRM and credit card data.  

Example: A large cellular services company used its CRM database to  
identify customers who had older phone models and contracts near expiration. 
These customers received promotional ads offering the newest model phones 
with a contract renewal. When the user was within one mile of a retail outlet sell-
ing the company’s phones, the call to action changed to an invitation to “visit the 
store just one mile away now to get this deal” with a link to map the route to the 
store. 

Myth 2: A store visit counts as a conversion.  

The truth: 

It’s easy for marketers to lose their compass when they break into the unfamiliar 
territory of mobile advertising, and it’s certainly easy to count store visits as  
conversions, but a sale is the only true conversion.  
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There is an inherent flaw in using mobile ad requests to determine that a consumer 
visited a store, because that customer must access an ad-supported app on his 
mobile phone in order to actually receive the ad. When was the last time you 
stopped to play “Candy Crush” while grocery shopping? 

Furthermore, how do you know if a customer purchased your product when visiting 
a store? This is especially challenging for grocery stores, which can carry 30,000 
different SKUs. 

The emphasis on store visits is prompting many marketers to invest in campaigns 
without being able to correlate them to sales results. It’s better to measure what 
matters, not what’s easiest.  Sales lift is the metric that matters most when gauging 
the effectiveness of a campaign. To shift media dollars to mobile advertising with 
confidence, you need to be able to correlate mobile ads to results.   

Example: If your objective is to sell more aspirin, you can ’t accurately  
measure your campaign results simply by counting every customer who walks into 
a store that sells it. That customer may buy soda or socks, but no aspirin. They 
may not buy anything at all!  

To know whether your campaign is effective, you need to be able to measure the 
desired activity. If it’s aspirin purchases, then measuring anything else is  
inaccurate.  

Myth 3: Banner ads don’t work. 

The truth: 

When the message is right and the creative is killer, a banner ad may be all you 
need. Many advertisers are seeing a 7.5 percent sales lift using mobile campaigns 
with banner ads. The trick? As with any good advertising, the message must be 
relevant, clear, and compelling, with a definitive call to action.   

Of course, rich media and video units have their place, especially in acquisition 
campaigns that may require a harder-working unit. Regardless, no one unit is right 
for every purpose, and rich media isn’t always the answer. The additional cost of 
rich media and video units requires a higher sales level to generate a positive 
ROAS, so it’s important to use the right unit for the right purpose. 

Example: One maker of health juices and smoothies saw a 474 percent re-
turn on its ad spend, which was entirely banner ads. They had sales lift of more 
than 9 percent compared to folks who didn’t receive the mobile ad. 

Myth 4: Taps, click-throughs, and website 
hits indicate a mobile campaign’s success. 

The truth: 

When asked what metrics justify a mobile ad 
spend, most marketers point to two: 

 New accounts opened. 

 New store sales. 

But ask what marketers are actually measuring, 
and it’s taps and clicks. These are useful metrics 
that show engagement, but clickers aren’t neces-
sarily buyers, and there’s no direct correlation 
between clicks and sales.  

This disconnect between what marketers need to 
justify their ad spend (sales lift) and what they’re 
actually using (taps and click-throughs) leaves 

Measuring What  

Matters (cont’d.) 
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 many unable to defend their mobile ad spend. Marketers simply don’t have mean-
ingful data about the results of their campaigns. 

So, what prevents marketers from getting the metrics they need to  
adequately justify their ad spend? It’s the perceived inability to connect  
mobile impressions with online and offline data. Yet it is possible to make those 
connections, if you know what to ask for when you engage a mobile ad provider.  

Be Clear with Your Mobile Ad Platform Provider about  
What You Expect . 

Target your audience with precision, then use location to determine context.  

Use store visits as an indicator of campaign response, but evaluate the campaign 
results based on actual sales generated. 

Don’t simply re-purpose creative. Instead, design mobile ads that are appropriate 
for the given context and serve them accordingly. Consider not only rich media 
and interstitial, but also more basic forms such as banner ads. 

Use traditional tap-and-click KPIs as useful indicators of engagement, but not to 
determine your media spend.  

Be aware of the common myths, and apply the basics of good advertising to mo-
bile campaigns. In the end, in any medium, smart marketing always comes down 
to careful targeting and mindful measurement. The metric that matters most is the 
only one that ultimately justifies an ad spend: sales lift. 

Measuring What  

Matters (cont’d.) 

Tim Jenkins is the Chief 
Executive Officer of 
4INFO. 
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 Online, Offline, and the New World of Flat Retailing 

By Anne Marie Stephen, CEO and Founder, KWOLIA 

I 
n Thomas Friedman’s 2007 book, “The World is Flat,” the author suggests that 
globalization is creating a level playing field on which a wide variety of  
competitors have an equal chance at success. Today’s consumers are en-

countering an evolving multi-channel environment in which an increasing  
number of shopping opportunities are leading to “flat retailing” experiences.  

Retail businesses are starting to wake up to the complementary relationship  
between online and offline to adapt to consumer shopping behaviors, embracing 
the new world instead of seeing digital commerce as a threat. Retailers realize 
that incorporating digital media, marketing, outreach, and strategies into their  
playbook is the smart way to engage with customers and increase profits. After 
all, e-commerce grew 15 percent in 2014, outpacing total retail, which expanded 
only by 3.8 percent, according to the U.S. Commerce Department. What’s more, 
comScore revealed that in Q4 2014, 60 percent of online shopping happened on 
mobile devices.1 Retailers cannot afford to ignore how consumers are using 
smartphones, tablets, and other Internet-connected portable devices. 

Shopper expectations are increasing. 

As consumers become more demanding and expect greater capabilities in an  
always-on world, some brands and retailers are starting to think of the customer 
as their “new boss.” Indeed, shoppers expect greater transparency from retailers; 
71 percent want online access to inventory information for physical stores, and 
half would like to click and collect, according to Accenture research. There is a 
significant disconnect with what retailers currently can deliver, however, as only 
one-third of retailers offer omni-channel basics such as store pickup, fulfillment 
from stores, and inventory visibility across channels. This represents a missed 
opportunity for retailers. The Accenture report indicates that a significant number 
of consumers (39 percent) would altogether forgo shopping with retailers whose 
websites don’t offer inventory information for brick-and-mortar stores. 

Consumers also expect retailers to meet them where they are – on social media. 
Millennials especially are active on social; they use these platforms to follow  
favorite brands and retailers (49 percent) and discover new ones (38 percent), 
according to PwC’s Total Retail 2015 report. These digital natives also are more 
likely to use their smart devices in just about every step of the path to purchase, 
such as mobile payments for in-store purchases (16 percent), scanning QR codes 
on products and store signage (16 percent), looking up store location information 
(40 percent), unlocking proximity-based offers (15 percent), and checking into a 
retail location via social media (14 percent).  

Retailers pressured by smart devices and smart shoppers. 

The transition from desktop to laptops to portable smart devices as the device of 
choice, has happened at a breakneck pace over the past several years, and will 
only continue to accelerate, especially in developing parts of the world in which a 
mobile phone might be the owner’s only computing device. It’s clear that mobile 
will continue to drive commerce forward. Gartner predicts that smartphones and 
tablets will account for 50 percent of revenue from digital commerce by 2017.  

 
———————————————— 
1 http://www.comscore.com/Insights/Videos/Interview/Mobile-commerce-growth-on-fire 
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This will be helped along by consumers’ reliance on 
digital assistants such as Cortana, Google Now, and 
Siri. As comfort with these virtual assistants increas-
es, consumers will have greater confidence in of-
floading basic transactional tasks to such mobile-
embedded tools, which already manage information 
gathering and assessing owner wants and needs, 
Gartner finds. By the close of this year, Siri and 
friends are likely to take over “mundane tactical 
tasks,” i.e. entering name, address, and credit card 
information. Given that navigating the checkout page 
while using a small-screen mobile device remains 
unwieldy for many users, removing one more obsta-
cle will likely help mobile commerce to grow even 
more quickly. 

While this digital-first lifestyle is the new reality for a 
large swath of consumers, many retailers still are 
grappling with organizational silos that limit their ability to deliver a truly seamless 
customer experience across channels. In some sense, the first challenge is sorting 
out priorities; a report from EKN shows that a number of retailers are focusing their 
omni-channel efforts on backend improvements most likely to boost their own bot-
tom lines (e.g., inventory planning and merchandise allocation) by reducing the 
likelihood that they will be saddled with unwanted products at season’s end – ra-
ther than customer-first capabilities such as CRM and buy online/pickup in-store. 
However, even if they are lagging behind on execution, it is reassuring to note that 
at the very least, retailers understand what should be high on their list of priorities; 
a full 70 percent note that enabling a connected online/offline experience is a key 
building block of the omni-channel experience. 

Death of stores greatly exaggerated. 

After considerable panic a few years ago, retailers have come to the conclusion 
that physical stores aren’t going anywhere anytime soon. In a nutshell, 90 percent 
of consumers surveyed in AT Kearny’s 2014 Omnichannel Shopping Preferences 
study said they prefer shopping in brick-and-mortar stores, describing them as the 
place where the most consumer and retailer value is created. This is perhaps  
driving the shift from stores as places to transact to stores as places to  
experience. Physical stores play a key role in influencing purchases, even if the 
customer eventually ends up concluding the transaction online, the study finds. In 
fashion, for example, shoppers still like to try on a garment before buying, despite 
advancements with virtual fitting rooms and other technologies. On the other hand, 
by 2018, 8.9 percent of sales conducted via e-commerce will be attributable to a 
physical store, according to J. Skyler Fernandes, managing director of Simon Ven-
ture Group, as store fulfillment catches on among retailers.  

Some pure-play e-commerce companies are making inroads into brick-and-mortar 
as a means to capture new customers, increase brand awareness, and improve 
the overall consumer experience. Rent the Runway CEO and co-founder Jennifer 
Hyman notes that many of the customers who visit their stores in Chicago, Las Ve-
gas, New York, and Washington, D.C., are members who signed up online but 
simply have not transacted yet. Moreover, startup dress shirt brand Stantt, which 
launched a pure-play e-commerce site around December 2014, told Apparel Maga-
zine that its pop-up shops have been significantly more beneficial for customer  
acquisition than traditional store online acquisition methods, even via social media. 
In fact, Stantt’s initial pop-up store at New York City’s Chelsea Market was so suc-
cessful that it returned for a six-week stint from the end of April into May. For a new 
brand, getting in front of the customer in person can help to overcome hesitations 
about taking a risk on a new, unfamiliar brand online. 

Online, Offline, and the 

New World (cont’d.) 
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E-commerce giants such as 
Amazon also have been mak-
ing headlines with their forays 
into brick-and-mortar opera-
tions. After experimenting with 
its Locker locations around the 
country, which offer security 
and convenience in picking up 
Amazon packages, the compa-
ny unveiled its first physical 
store in February on the Pur-
due University campus, with a 
second location planned for 
the school. Bonobos, another 
formerly pure-play e-com-
merce retailer, has found suc-
cess with its Guideshops and 

their high-touch, personalized customer experience. People like to discover stores 
organically, according to CEO Andy Dunn, and physical locations help them to do 
that.  

There are many reasons why a customer may not want to purchase online, 
among them fraud, identity theft, and data breaches. Retailers must give shoppers 
as many options as possible and enable them to transact in whichever channel 
they’re most comfortable. Some shoppers are drawn to the immersive in-store ex-
perience that engages all of the senses, from touch to sight and even to smell. 
Hotels have long used scents to create a pleasant environment for guests, but 
now retailers are starting to understand how certain scents can enhance the store 
environment and influence the shopper. There are companies that will develop 
custom scents for businesses. Research shows that shoppers in a scented envi-
ronment stay longer, spend more, and feel more satisfied by the experience; one 
retailer reported that shoppers waiting in a scented checkout area didn’t feel like 
they were waiting in line as long as they actually did.  

In a more practical sense, though, physical stores serve an important role in the 
omni-channel journey, offering convenience. Jarrett Streebin, CEO of shipping 
firm EasyPost, notes that in-store pickups for online purchases jumped 15 percent 
in November 2014, and are on pace to continue growing in 2015. It is important to 
understand that each channel is tailored toward specific behaviors; while e-
commerce is best for browsing through products and ordering familiar commodi-
ties easily, bricks-and-mortar help customers try on, test, and generally get hands-
on with a particular item. Seeing a product in person can virtually eliminate sur-
prises; for example, the color of a dress is exactly as it appears instead of being 
subject to the whims of online photography, and the quality is apparent from touch 
and feel. 

Bridging the gap 

There are significant consequences for retailers that ignore the omni-channel rev-
olution, according to Forrester Research. Those that fail to align their business 
groups for omni-channel operations experience a 28 percent drop in earnings, 
while those that embrace omni-channel gain 18 percent. Omni-channel is not 
without its challenges, however. Apparel and accessories retailers surveyed in 
EKN’s “In-store Customer Engagement and Experience Technologies” study re-
port as their top business challenges: an inability to predict shopper traffic in 
stores (71 percent) and lack of insight into what customers want (37 percent). 
What’s more, just more than one third of surveyed respondents have adopted im-
portant customer engagement and experience technologies such as personalized 

Online, Offline, and the 

New World (cont’d.) 
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 mobile engagement (35 percent) and location or proximity-based services (39 
percent). Just 10 percent are currently using beacons, fitness, and activity track-
ers such as Fitbit, or other wearable devices as data sources for their in-store 
customer engagement initiatives. As wearables and trackers go mainstream, this 
figure is sure to increase. 

Instead of in-fighting over channel ownership, retailers must establish cross-
functional teams that put the customer at the center of everything they do, draw-
ing in key personnel from marketing, e-commerce, IT, finance, and customer ser-
vice, among others.  

Part of putting the customer first involves removing any pain points and obstacles 
from the entire purchase experience. There is tremendous activity today in last-
mile delivery services that give consumers options in when and how to receive 
purchases, both from physical and digital stores. Shutl, which is owned by eBay, 
relies on scores of point-to-point couriers to unite shoppers with their online  
purchases in an hour or less, enabling customers to designate a specific time 
window for when their packages should be delivered. Deliv, a competitor, is  
easily integrated into the checkout process, whether the shopper is using mobile, 
speaking with a call center, transacting on a computer, or engaging in store. In 
Germany, Audi, Amazon and DHL are piloting a program that delivers Amazon 
packages via DHL to the trunk of a parked Audi, using a time-specific keyless  
entry code. Working with UPS, integrated marketing firm T3 found that the logis-
tics firm could save $7 per delivery by rerouting a package to a customer’s  
real-time location instead of to the delivery address.  

Big Data and analytics will only continue to influence how retailers set their strate-
gies. Mobile devices, 80 percent of which leverage GPS and location data, are 
the “new cookie” in tracking and understanding consumer behavior, according to 
the Location Based Marketing Association.   

Building a better experience 

There’s no shortage of innovation in customer experience technologies today. 
Among them, Wide Eyes, a visual search company for fashion and retail, has  
developed technology that analyzes a photograph of a desired product such as a 
shoe or dress to aid users in finding similar products. This helps the consumer 
capitalize on the excitement of product discovery in real-time by leveraging her 
omnipresent mobile device, instead of putting off the product research for a later 
time. 

On-demand services such as grocery delivery firm Instacart and the Curbside 
app, which helps users find, buy, and pick up products from nearby stores, offer 
customers convenience and utility during the shopping process.  

Wendy’s launched a digital campaign leveraging proximity and context with new 
technology from Sightly to drive store traffic. Over six weeks, the fast-food chain 
achieved 544,000 video views and promoted three offers each day. As a result, 
the chain reported 1,800 clicks to receive an offer and brand searches jumped 
120 percent. 

The line between online and offline is blurring more than ever. As retailers work 
to build experiences that best represent their brand, regardless of channel, they 
will be wise to leverage the complementary strengths of digital and physical for 
the ultimate good of the customer – and their own bottom line.   

Anne Marie Stephen is 

the CEO and Founder 

of KWOLIA.  

Online, Offline, and the 
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 Programming Your Store: 
Making the Most of In-Store Digital Technologies 

This article includes excerpts from a paper published by ComQi. In addition, PRI 
posed questions to ComQi Chief Technology Officer Max Stevens-Guille to learn 
more about how engagement technology supports retailers. 

R 
etailers put a lot of thought and experience into where they position prod-
ucts and traditional in-store 
communications such as 

signs, directories, and promotional 
messages. It’s all about informing 
shoppers, stimulating foot traffic 
through the store, and driving more 
sales. 

Retailers are now putting the same 
thinking into how they use in-store 
digital technologies. They’re looking 
at the shopper journey, and the 
choreography of their retail environ-
ments, to optimize where screens 
are placed, what they communicate, and how they’re used. In effect, they are pro-
gramming their stores in much the same way as TV network executives program 
their broadcast schedule. 

The Basics 

Retailers are putting 
screens in high-
visibility locations – 
even in shop windows 
facing outside to the 
sidewalk or mall con-
courses – to drive 
promotions, brand, 
and product aware-
ness. 

They are taking ad-
vantage of content 
management plat-
forms that have the 

capability to match messaging priorities and timing to the attributes of individual 
stores by tying what is displayed on screens to location, demographics, and prod-
uct availability. They are using single screens on support columns and on end-
caps, as well as groupings of displays tiled in horizontal rows for menus and for 
interesting wide-format content. They are also putting in large video walls, in rec-
tangle and mosaics, as architectural features that are part of the retail experience. 

Event-Driven Programming 

A sophisticated content management platform makes it possible to serve content 
based on many variables, from touching a screen or tapping a phone to changing 
the programs running on store systems. Here are some ways that retailers are 
putting this type of technology to work: 
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 Video Switching 

When a fashion show in New York starts, or a new smart device gets launched in 
Las Vegas, some or all store screens can be scheduled to switch over to live vid-
eo feeds from that event, and then switch back to regular programming on a 
schedule, or by using local controls like a web browser. 

Whole Store Takeover 

Digital displays around stores are easily programmed to run specific content by  
location within the store and time of day. Retailers can also drive things like sales 
promotions, brand launches and special greetings using whole store takeover  
programming in which every screen in a store becomes a large canvas displaying 
the same themed messages. 

Proximity-Based Programming 

Simple sensors can 
start an interactive ex-
perience. Motion sen-
sors at a screen can 
trigger new content on 
a screen – encourag-
ing action – when 
shoppers come in 
range. It’s a tactic that 
creates surprise and 
stimulates curiosity. 
Sensors may be linked 
to a camera that rec-
ords and replays the 
motion of people 
checking out how they 
look, from different angles, in an outfit they have just tried on. 

Touch Interactions 

Tablets and smart-
phones have made 
touch interaction so 
common consumers 
now expect it on just 
about any screen that is 
within easy reach. So-
phisticated retailers are 
using touch screens to 
their fullest capacity 
with content that at-
tracts customers to the 
displays. 

 

 

 

Programming Your 

Store (cont’d.) 
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 Tablets and Mobile Devices 

Retailers have been using tab-
lets and mobile devices as as-
sisted-selling tools and small-
footprint Point of Sale systems, 
and are now also starting to 
place these smaller displays on 
merchandising tables and at the 
shelf-edge.  

Bluetooth Smart Beacons 

Small radio transmitters can be 
fixed throughout retail environ-

ments – or even built into displays and tablets – are helping retailers drive contex-
tual messaging to smart phones. The low-cost beacons send a signal that acti-
vates smartphone apps used by the retailer and loaded by shoppers to encour-
age shoppers to check out new store items as well as provide targeted promo-
tions and other incentives. 

Product Triggers 

Sensors, readers and scanners are tied to media playback devices to provide ex-
panded content to shoppers on demand. In a handbag store, for example, lifting 
an item off the featured display shelf can activate a light sensor underneath, 
which in turn instantly triggers content about that bag on an adjacent screen. A 
similar experience can be driven by item RFID tags, or by scanning the bag’s 
price tag barcode. 

Store Operations 

A smart content management system also supports store operations. Here are 
some examples: 

Now Serving 

Digital displays can be tied to a store’s customer booking system to show the wait 
list. For some shoppers, just knowing where they stand on a wait list is helpful. 

Change Languages 

Many cities are now melting pots of different cultures and languages. With con-
tent in multiple languages, targeted messaging, and the knowledge that shoppers 
who are on the floor right now will respond better to a Spanish language mes-
sage, content can be switched over to Hispanic-themed programming. 

Emergency Messaging 

Store and facility systems can be steadily monitored, and if an alarm or other 
emergency “event” is activated, specific content automatically takes over desig-
nated screens to provide timely directions to shoppers and staff. 

Staff Training 

In-store displays can be used for staff training after store hours. Employees can 
use Video on Demand to specify which training module will display in order to re-
fresh their skills. 

Programming Your 

Store (cont’d.) 
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Shopper Intelligence 

Adding cameras to displays or installing low-cost, Bluetooth beacons give  
retailers additional data about their customers. Analysis of this data can enable 
customized messages, and other insights, such as rearranging merchandise dis-
plays or adjusting store staffing models. Here are two examples:  

Video Analytics 

Low-cost cameras tied to display use facial pattern detection to determine general 
demographic profiles including gender and broad age ranges of shoppers who 
look at those displays. This technology can also record how long people look at 
displays, even down to individual messages, which can help retailers determine 
the optimal duration for messages, and get a sense of which messages work best. 

Heat-Mapping 

When beacons placed around stores activate smartphone apps, the management 
system anonymously logs how many phones go active and where those phones 
travel around the store. The result can be interesting visual heat maps that reveal 
how shoppers as a whole move around a retail environment, both where they tend 
to go and where they dwell. 

Summing It Up 

The most effective in-store digital networks leverage shopper dynamics, use the 
technologies and tactics that make sense for that consumer moment, and invest 
the time and resources to ensure content is timely and relevant. It really is all 
about programming the store to enhance the shopper experience and drive perfor-
mance metrics for the retailer. 

Programming Your 

Store (cont’d.) 

ComQi Company Profile 

ComQi provides a cloud-based Shopper Engagement Technology that, for the 
last 15 years, has been influencing consumers at the point of decision, in-
store, using all digital touch-points: digital signage, mobile, video, touch, web, 
and social networks. ComQi technology and services are designed to deliver 
the right content to the right place at the right time to the right audience, in or-
der to stimulate a change in the consumer’s behavior, all while achieving max-
imum efficacy at the lowest total cost of ownership to its clients. 

The company believes that digital signage has become part of a larger eco-
system that links to mobile, social, and local channels that put the consumer 
at the center of the experience, allowing its clients to continue their conversa-
tions with the customer during their journey through the venue – be it a retail 
store, quick-serve restaurant, healthcare facility, entertainment venue, or of-
fice. 

ComQi customers include: The Gap, Victoria’s Secret, Bath and Body Works, 
H&M/Weekday, Six Flags, Meijer, McDonald’s, The Compass Group, Toshiba, 
and Panasonic. 
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 PRI raised some follow-up questions with ComQi Chief Technology Officer Max 
Stevens-Guille to expand on the information presented in the ComQi paper, 
“Programming Your Store: Making the Most of In-Store Digital Technologies,” 
which is excerpted above. 

PRI: In the traditional retail store, the arrangement of aisles, fixtures, dis-
plays, and merchandise is based on long-standing retail science (e.g., fresh 
items around the edges and packaged goods in the center aisles of a grocery 
store). That is all tied to the traditional shopping experience and path to pur-
chase. Now that customers are bringing their smartphones and tablets into the 
store, what effect is that having on how stores are arranged? 

MS-G: Smartphones and tablets have an effect on store arrangement dis-
similar to traditional best practices. Many consumers are shopping more efficient-
ly and walking into a store with pre-existing ideas on items they want to pur-
chase. The store needs to be prepared to direct the shopper to the right area 
with solutions such as geo-fencing. The science of store arrangements is less 
focused on merchandise location and more on providing the shoppers with the 
right messaging to optimize their shopping experience.  

Smartphones are a two-edged sword for retailers, with both positive and negative 
impacts. However, one thing is for sure, they are not going away, therefore retail-
ers need to turn the customer’s in-store smartphone use into a benefit. The good 
news is that the benefits far outweigh the drawbacks. Product information, per-
sonalized recommendations, special offers, and VIP pricing, all are more effec-
tive on the shopper’s smartphone screen.  

The hurdle to overcome is determining how to engage the shoppers to take out 
their phones and plug into the brand. Again, digital signs play a critical role. Dis-
play messaging that promotes the use of store Wi-Fi, the downloading of a store 
app, or turning on NFC to pick up flash promotions can be very effective. Most 
shoppers consider the retailers where they shop frequently as a “trusted brand,” 
so privacy is not typically the big issue. In my mind, the biggest challenge is mak-
ing sure the perceived value of the “offer” is significant enough to get the shop-
pers to take out their phones and perform an action. Retailers look at the cost of 
customer acquisition versus the cost of an enticing promotion in store, and then 
deliver a promotional value that drives shoppers to engage.  

Additionally, tablets and mobile devices have a significant impact on the opera-
tions on the retail floor. Retailers have adapted to the changing consumer by 
equipping their sales associates with tablet and mobile devices to better aid the 
shopper. With Video On Demand, for instance, displays become assisted-selling 
tools to capture shoppers by triggering content that is relevant to that specific 
customer, using hand-held or other digital screens. 

PRI: Is there a digital equivalent of the extra value grocery retailers gain by 
putting merchandise on an end cap? In other words, are there locations that a 
retailer can predict will be ideal for digital signs in a store? Or does it vary de-
pending on the type of store – clothing vs. grocery vs. electronics, for example? 
Do you have some recommendations for how retailers can determine the best 
locations for digital displays? 

MS-G: Many studies have been done on defining “prime” location within a re-
tail store. Grocery, drug and mass merchandise retailers have been on the lead-
ing edge of this research, especially since they monetize their space in the form 

Programming Your 

Store (cont’d.) 
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 of trade or co-op dollars to the brands in exchange for allowing them to put up a 
display or offer a promotion. To the best of my knowledge, it all leads back to sev-
eral common-sense principles whether it’s static or digital; the difference with digi-
tal is that you can be assured your messaging is more contextualized and visually 
more engaging. While not all inclusive, here are six helpful points: 

1. Align the placement with the communication objective. Window displays 
and in-store lifestyle/aspirational videos are great to drive traffic into the 
store and reinforce the brand, but not typically effective in directly increas-
ing sales. 

2. When doing item and price promotion, the closer the display is to the  
merchandise the greater the influence on driving incremental sales. 

3. Take advantage of dwell areas like checkout queues, customer service 
areas, and changing room wait areas. This will help reduce perceived wait 
times and in the case of checkout queues, reduce cart abandonment.  

4. Use digital signage to support wayfinding. This does not have to always be 
literal “store directories,” but instead images that align with the department 
where the screen is located: Men’s Wear, Shoes, Lingerie, etc. Displays 
with good sight lines can attract the shoppers’ attention and encourage 
them to shop more of the store, and more time in the store usually means 
increased transaction size.  

5. Small form-factor screens that are 10-inch (tablet size) or 22-inch are now 
readily available and very affordable. These screens can be nestled into  
displays to engage, promote and, via touch screens, interact to allow cus-
tomers to learn more about a product. This is another great way to drive 
sales. 

6. Lastly, remember almost all shoppers come equipped with their own digital 
sign – their smartphone. There are many ways to entice shoppers to con-
nect with your brand during their shopping visit and create brand 
“stickiness” that follows them well beyond the physical brick-and-mortar 
location. In-store  
digital signage can effectively promote such activation, serving as an “on-
ramp” to a retailer’s omni-channel efforts.  

PRI: How are retailers using the data available to them, such as POS  
transactions and inventory management information, to determine the content 
shown on their digital signage networks? What about external information, such 
as weather? 

Retailers are using store data to emphasize, target and add relevance to their dig-
ital signage. For instance, content management systems are integrated with POS 
and inventory management information to promote products that are readily avail-
able and to halt promotions of those that are out of stock at a particular store. 
Control over promotions is also being pushed out to the store level; store manag-
ers now have input into the centrally planned playout schedule to promote prod-
ucts that are being received well at their location.   

External feeds are also used to promote certain products and/or to inform the 
shoppers and staff of noteworthy events. Emergency alerts on breaking news can 
interrupt a network to display high priority content. Similarly, the current weather 
conditions can be used to select which content to play. Switching up content 
based on the outside temperature has been well received. 

Programming Your 

Store (cont’d.) 
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 Programming Your 

Store (cont’d.) 

 

PRI: Are anonymous video analytics a viable technology? Will retailers rely 
on cameras to determine demographic information about customers and use that 
information to change messaging on their screens? What about information that 
can be gleaned from connecting to a customer’s smart device? 

MS-G: Market trends show that retailers are interested in understanding who 
their shoppers are and what interests them. This information can be gathered us-
ing video analytics. The information can be used in real-time to change up the 
content that is playing, and is also collected and processed on the server to un-
derstand how the retail space is being used and by whom. 

Integrating smartphones into the shopping experience can provide very valuable 
information about the customer’s shopping habits as well. Promotional links can 
be displayed and shared using NFC to provide customers with additional infor-
mation about the promotional content they see onscreen. iBeacons can be used 
to engage and welcome loyal customers into the store and provide them with pro-
motional information on demand. Wi-Fi and Bluetooth can also be used to track 
visitors to gain a better sense of how the retail space is being used for longer-term 
promotional planning purposes, for example.  

PRI: What are some of the significant changes you have had to make in your 
content management software in order to adapt to new technologies that are be-
coming more prevalent in retail stores, for example, touchscreens, iBeacons, and 
broader use of RFID tags? Are there some future technology trends that will  
require additional changes in your CMS? 

MS-G: For some time we’ve been working with retailers to add value above and 
beyond in-store digital signage. As a cloud-based system, we can provide retailers 
with centralized control over all of their stores. We’ve been working to extend our 
media players into smart hubs, devices that can integrate and control many as-
pects of the in-store shopping experience. For instance, we have added music 
and lighting to control in-store ambience; we’ve integrated new consumer touch-
points such as tablets and touch screens; and we are actively adding new sensors 
to gain a better understanding of who is in store and what they’re  
interested in. Taken collectively, our smart hubs can be used to create compelling 
and intuitive shopping experiences by orchestrating a variety of devices. For ex-
ample, in an apparel store, lifting a handbag off the featured display shelf might 
activate lighting on adjacent complementary items, and trigger video playback of 
content about that bag on an adjacent display. 

As new consumer touch-points are being introduced, we’ve extended our platform 
in a variety of ways. We have extended our APIs to provide even more integration 
points with in-store systems and devices. We have added transcoding to our con-
tent management system to ensure that we deliver content in the most efficient 
format for use on the touch point, be it a media player, a smartphone or a tablet. 
The cornerstone of our efforts, however, is to integrate the best of the Web into 
the in-store experience. We’re leveraging HTML5 as a cross-platform technology 
to support interaction and playback and we are creating ever-more-advanced 
ways of linking content together so as to simplify content management and pro-
vide consumers with more relevant supporting information. The days of simple 
video content loops are long gone. Now consumers want to be able to connect 
with the content they see in-store, using their screens to learn, share, and trans-
act.  
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Max Stevens-Guille is 
Chief Technology Officer 
at ComQi where he is 
responsible for R&D and 
Network Operations.  

PRI: Do you have any thoughts on where the line is drawn between technol-
ogy that is cool and technology that is creepy (i.e., too invasive, retailer knows 
more about customer than the customer thinks is appropriate)? 

MS-G: The focus of the technology is to engage, inform and entertain. We’re 
very aware of the role that we play and work to ensure that both our customers 
and their consumers are respected. Brand reputation is very important to our  
customers and new concepts are carefully vetted to ensure that they don’t cross 
the line. 
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 Third in a Series 
 

Six Degrees of Digital Connections: 
Growing Grocery Sales in an Omni-channel World 

By Bill Bishop, Chief Architect, brickmeetsclick.com 

The following article is the last of three parts excerpted from a report of a study 
regarding the impact of digital media in a retail environment. Focused exclusively 
on grocery shoppers, the study surveyed more than 22,000 customers from the 
west coast, the Midwest, and Northeast regions of the United States. The  
shoppers were recruited in cooperation with six retail brands. The interviews were 
done online, and all of the shoppers were digitally connected with the participating 
retail brand. The focus on digitally connected shoppers provides solid insight into 
how customers will be shopping in the future. One unique output is a series of 
benchmarks that grocery retailers can use to see how their customers compare to 
a broad cross-section of shoppers. The lessons learned apply to retailers outside 
the grocery vertical market as well. 

A summary of Part 1, which was published in the 3rd Quarter 2014 edition of the 
Journal of Retail Analytics, and a summary of Part 2, which was published in the 
4th Quarter 2014 edition, follow:   

Part 1 summary 

I 
n this period of huge change for all retailers, there is much specifically for  
grocers to consider – especially concerning how best to communicate and  
connect with their shoppers. This report is written for senior retail executives 

and their organizations who want to learn more about how grocery shoppers are 
using digital connections and who want to find out what they can do to ensure that 
their businesses don’t fall behind.  

Print is not dead, but shoppers already live in an omni-channel world. Digital com-
munication channels 
have become a perma-
nent part of our lives, and 
they deserve a central 
spot in strategic planning. 
Email, websites, texting, 
social media, mobile and 
even online shopping – 
the six degrees of digital 
connection examined in 
this study – support and 
enrich the in-store shop-
ping experience in ways 
that consumers are be-
ginning to expect from all 
retailers, including their 
grocery retailers. In a 

competitive situation, these connections can tip the balance when it comes to 
choosing one store over another.  For a long time, it was possible for a retailer to 
reach 70, 80, even 90 percent of its customer base by investing in daily newspa-
per delivery of the store circular, but circulation is shrinking, especially in smaller 
communities. The mass communications model is far less effective and efficient 
than it used to be, and the digital natives of the millennial generation are starting 
families and entering their prime buying years. Today, print is just one of many 
channels people use to meet their shopping needs. 
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As a result, grocery retailers need to think and plan differently about how to reach 
their customers in order to maintain competitive advantage. This report will help 
retailers make more confident investment decisions about their digital communi-
cations programs. It combines new research on the digital shopping habits of 
more than 22,000 grocery shoppers with Brick Meets Click’s long experience in 
the supermarket sector to answer key questions faced by senior leaders in the 
industry. 

Here are some key points from Part 1: 

“The question that matters to many retailers is this:  If I invest in digital connec-
tions with shoppers, will that have a positive impact on how they shop? We found 
strong evidence that the answer is yes.” For example: 

 Building digital connections can help grow primary shoppers. 

 Increasing digital connections can drive up satisfaction with shopping the 
store. 

 Satisfaction with retailer-delivered online experience lags the in-store  
experience. 

 Email and web sites reach the largest percentage of shoppers. 

 Texting reaches relatively few shoppers compared to 
its potential. 

 The majority of shoppers are active on Facebook. 

 Smartphones impact nearly all the digital  
connections. 

 When it comes to mobile shopping apps, coupon 
apps are most popular with grocery shoppers, but a range of other apps 
are also being used. 

Part 2 summary 

Part 1 included a review of five of the six types of digital connections: email, web-
sites, texting, social networks, and mobile apps and devices. The second install-
ment in the three-part series began with a look at the sixth type of digital connec-
tion – online shopping. Many grocery shoppers have long wished for an alterna-
tive to having to go to the store. This was partly motivated by not having the time 
needed to shop the way they would like to for their households, but it is also be-
cause of a general dissatisfaction with the task of grocery shopping.  

When online grocery first appeared in the late 1990s, it offered the promise of a 
better way to shop.  So far, however, online grocery remains only a small fraction 
of the market primarily because of the cost of performing the service. Today, 
online grocery services are offered in a variety of “flavors,” including online-only 
with home delivery; online-only grocers with delivery or community pickup  
options; third-party online-only services that will shop several retailers and deliver; 
and brick-and-mortar grocers that also offer online ordering with delivery and/or 
pickup options. For the purposes of the study, all of these variations were  
considered “online grocery shopping.” 

Some of the key points from Part 2 are:  

 Shoppers bought groceries online for a variety of reasons. The top reason 
– chosen by 61 percent – was to be able to buy products that the shopper 
couldn’t always find in their stores.  

 Amazon is the dominant source for online grocery purchases. Thirty-nine  
percent of all online grocery customers bought from Amazon.  

Six Degrees (cont’d.) 
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 More than one in 10 grocery shoppers did some grocery shopping online 

in the last 30 days.  

 Today, instead of daily newspapers and broadcast networks that reach 
nearly everyone, people rely on a variety of digital connections to meet 
their needs – including their shopping needs.  

 Connecting with shoppers now is less about pushing out mass messages 
and more about building interest in what the retailer is doing.  

KEY INSIGHT: Digital connections are not separate from 
the in-store experience; they enrich and support it.  

Grocery retailers need to make two changes to ensure they 
get the best return from their investment in digital connec-
tions: 

1. Expand the way they define their value proposition. 

2. Get everyone on board. 

The current maximum penetration for each of the six digital connections is  
described in full in Part 2. The most common – email, websites, Facebook, and 
texting – are in such widespread, general use that if grocery retailers don’t offer 
them, they risk falling behind shopper expectations and creating a vulnerability. 

The choices retailers make about their digital communications program should 
reflect the broader way their shoppers are using digital connections in their lives.  

Part 3 concludes this article from Brickmeetsclick.com. 

Futureshock: Preparing for Online Grocery 

It may not be possible to predict the future, but it is possible to develop foresight 
about what is likely to happen by looking at trends. Based on current research, 
the trends we see indicate that 10 percent or more of the grocery business could 
move online within the next 10 years if two conditions are met: 

• Fulfillment costs need to be reduced to no more than a 10 percent premi-
um over buying groceries at the supermarket. 

 Practical incentives need to be offered to target customers to accelerate 
adoption – affluent, time-starved customers who place high value on their 
time. 

AmazonFresh attracted a lot of attention when they moved their test out of  
Seattle and into other markets, but industry fears about immediate competition 
with the online giant soon began to diminish, primarily for two reasons: 

• The combination of Amazon prices and fees suggested that AmazonFresh 
wasn’t targeting the mass market. It appears that they plan to compete 
directly with upscale retailers such as Whole Foods and Costco. 

 The ghost of Webvan still lingers; so far, no one has been able to make 
money selling a broad range of groceries online. 

 It is true that most traditional grocers may not face an immediate threat 
from Amazon, but that doesn’t mean it is all right to ignore the online gro-
cery shopping channel. Why? Because online grocery is already quietly 
affecting the profitability of food retailers. 

Six Degrees (cont’d.) 
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 This research indicates that the top reason shoppers go online for groceries is to 
get products that they can’t get in their stores. When shoppers make this shift, it 
is often too small to show up in sales trends, but it does undermine the retailer’s 
profit mix. Before most shoppers go online to look for items that are not available, 
they make a special request to the grocer for these higher-priced, higher margin 
items, which now become lost sales. 

Two groups of customers are poised for online grocery. 

Shoppers have long been interested in the convenience of ordering groceries 
from home, since many do not find grocery shopping to be a satisfying task. Now, 
two groups of shoppers are poised to lead the adoption of online grocery shop-
ping. 

1. Higher income shoppers with strong, values-driven preferences for food 
that they serve to their household. 

This shopper group includes those interested in natural/organic products and 
those who like to search out unique, artisan-prepared food products. They  
represent only a small portion of shoppers, but they’re important to food retailers 
since they spend more per week on food and often buy higher-margin products. 
Their willingness to spend more online is evident from the way that they are 
adopting online options that help them save time by more efficiently connecting 
them with the foods they want. 

2. Young millennial grocery shoppers who have already shifted much of their 
communication and some of their non-grocery shopping online. 

E-commerce is already embedded in these shoppers’ lives. Since they already 
have experience buying other things online, it will be an easy step for them to buy 
grocery products online that they can’t otherwise get in their stores. However, 
since they have less money to spend than the first group, they will be more sensi-
tive to the added cost of home delivery. Look for them to opt for less expensive 
pick-up options. This group will also be receptive to the ease and convenience of 
ordering from mobile devices. For example, for Ocado, the UK’s online-only gro-
cer, 28 percent of transactions are executed on mobile devices. 

Combined, these two groups represent 20 percent of all grocery shoppers, ac-
cording to new ways of segmenting shoppers that are being developed by The 
Hartman Group and others. 

For the broader population, as the increasing supply of online options helps cre-
ate demand for the service, more grocery shoppers are 
expected to begin to do some of their shopping online. And 
the more experience they gain, the more likely they are to 
increase their online grocery spending. 

Again looking at the UK experience, shoppers with some 
online grocery experience are five times more likely than 
those with none to switch to Ocado. Shoppers’ growing use 
of digital connections with retailers is clearly preparing 

them to shift at least some of their grocery shopping online. 

How much grocery spending will move online? 

Today, more than 10 percent of grocery shoppers regularly do some of their  
purchasing online. Two new facts from this study furnish the basis for developing 

Six Degrees (cont’d.) 
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 market-based forecasts for the future growth of online grocery spending: In some 
markets, the numbers are already higher than average. Consider that:  

 16 percent of the shoppers are buying online. 

 6 percent of the spending is done online. 

Two additional sets of data also inform these forecasts, as follows. 

INSIGHT INTO THE FREQUENCY OF ONLINE GROCERY PURCHASES  

 More than 40 percent of 
shoppers report buying gro-
ceries just once a month 
online. This group includes 
(but isn’t limited to) those 
buying items they can’t find 
in their stores. 

 Over a third of shoppers 
make three or more online 
grocery purchases per 
month, which indicates that 
this group is doing a lot of 
their routine replenishment 
online. 

 

 

 

Impact of Purchase Frequency on Share of Spending. 

Once-a-month shoppers do 17 percent of their grocery spending online, while 
twice-a-month shoppers 
spend 21 percent. The 
difference between them 
is relatively small, but it’s 
still nearly a 25 percent 
increase. 

For three-times-a-month 
shoppers, spending 
doubles, jumping up to 
42 percent of total gro-
cery spending. 

The middle group of 
shoppers is in transition, 
many are still buying 
selectively, but others 
are beginning to migrate 
routine purchases 
online. When shoppers 
regularly go online for groceries, there is a good chance that 40 percent to 45 
percent of their grocery spending will move online. 

Six Degrees (cont’d.) 
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Three forecasts for online grocery growth. 

These three forecasts depict conservative, aggressive, and “most likely” scenarios 
for the growth of online grocery spending as a share of total grocery spending. 

They were developed using three of the findings from this study: the percent of  
grocery shoppers currently doing some of their shopping online, the frequency of 
that online shopping, and the spending increase that takes place as frequency  
increases. 

The average growth rates in the forecasts parallel the growth of other new online 
retail options.  The most likely forecast shows that grocery spending online can re-
alistically approach 10 percent within 10 years. If these forecasts prove even close 
to accurate, the shopper’s shift of spending to online will have a disruptive effect on 
current retail competition; it will increase price competition, put more pressure on 
margins and profits, and accelerate competition. 

What could accelerate the shift to online grocery? 

Retailers are exploring a wide variety of online grocery shopping options today. 
Some are online only; others are digital/brick-and-mortar hybrids. 

PREMIUM SHOPPING, PREMIUM SHOPPERS, AND AMAZON’S STRATEGY. 

A small but growing number of pure-play online grocery retailers are defining their 
product offering to appeal to an affluent, time-starved grocery shopper who’s both 
willing and able to pay for the increased cost of the service. They base their  
business on the ability to source and deliver what their target shoppers define as 
premium products – typically organic, natural, and artisan foods. Their goal is to 
deliver enough real value to lifestyle shoppers that they become an important part 
of the way these shoppers want to buy food. To further increase their value for  
customers, these operators also offer a selection of popular, mainline products. 

Viewed through this lens, it is clear how AmazonFresh can minimize losses as it 
builds out the capability for serving a larger portion of the grocery market. This 
helps explain what appears to be AmazonFresh’s strategy, which considers: 

• The upscale shopper spends more on grocery items and has the ability to 
make values-based purchases. They are also more likely to appreciate 
Amazon’s high level of customer service. 

Six Degrees (cont’d.) 
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 By limiting their initial offer to this shopper segment, Amazon gains the time 

to fine-tune its offer for this segment and, in the process, raise its shopper 
satisfaction scores to levels now held by Whole Foods and Costco. 

• All this could be done while larger retailers see no immediate threat and,  
therefore, no need to react. 

• When ready, Amazon can begin to exploit these new advantages, along 
with lower prices, to win the business of the next lower income segment of 
shoppers. 

PICKUP OPTIONS. 

Offering a pickup option is one way to lower the cost of online grocery. Some 
online retailers now offer pickup stations at several community locations, and some 
brick-and-mortar/multichannel retailers offer store pickup for orders placed online 
(many shoppers also find it more convenient to pick up orders on their own sched-
ule rather than wait for a delivery). While pickup lowers the cost of the service, it is 
not always scalable. 

BREAKTHROUGH OPTIONS.  

Even though streamlining assembly and delivery functions can make online gro-
cery shopping more affordable, it may still cost more than many customers are will-
ing to pay. This suggests that online shopping requires a breakthrough in the way 
it is handled if it is going to become affordable for most shoppers. Here are three  
possibilities: 

1. Automating order assembly at distribution centers for delivery to homes or 
pickup locations. Ocado uses this approach in the UK. This online retailer 
has yet to make a profit, but some analysts who follow their business model 
closely are optimistic. The company is interested in licensing its technology 
to other retailers, and it recently signed a deal with a major UK retailer that 
will integrate its operation into that retailer’s supply chain. 

2. Building distribution centers where grocery and non-grocery orders can be 
combined for delivery. AmazonFresh is using this approach; part of the 
thinking is that combining grocery delivery with delivery of other online-
purchased products will reduce per-delivery costs. 

3. Combining automated assembly of non-perishables in-store with self-
service assembly of fresh goods. The “automated grocery store” concept is 
still in development. As inventor John Lert envisions it, packaged goods 
would be picked robotically in response to electronic orders placed by cus-
tomers via personal digital devices, either in-store or online. Customers 
could self-select their fresh goods (or choose to have these picked also).  

THE BIG RISK.  

The greatest vulnerability to brick and mortar food retailers is that a growing pro-
portion of high-value households – those with higher incomes and more education 
who spend more per week on groceries – will shift a significant amount of their gro-
cery spending online. This trend is already evident, and it will accelerate as the 
following features gain momentum: 

• The opportunity to buy both perishables and packaged grocery products 
online becomes more available and accessible. 

• Convenient pick-up options become available in addition to delivery op-
tions. 

• The price/value gap between in-store and online shopping narrows as 
online shopping business models become more efficient. 

Six Degrees (cont’d.) 
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 As the shift continues, the impact of online grocery shopping will undermine the 
profit model of brick-and-mortar food retailers by changing the product mix and 
reducing the blended margins. The timing of this shift will certainly vary by market, 
but it appears that the impact will ultimately be universal. 

HOW TO RESPOND.  

Brick-and-mortar retailers will want to assess where their high-value shoppers are, 
in terms of shifting to online ordering so they know how fast they need to respond. 
If customers are already making the transition, it will be important for the retailer to 
move immediately to provide them with an online ordering option so that they can 
capture at least some of the sales and profits that will otherwise be lost to online 
competitors. 

If high-value shoppers have not yet begun the transition to buying more than just a 
few items online, the retailers needs to strengthen their relationships with these 
shoppers by taking the following steps: 

• Improve their understanding of serving these shoppers’ overall needs for 
food and groceries. 

 Start evaluating the most profitable ways to provide their high-value shop-
pers with an online shopping option. 

While responding now will be of greatest interest to retailers whose business is 
highly dependent on high-value shoppers, the trends and forecasts in this report 
indicate that all retailers need to pay attention to online shopping and to the  
importance of growing grocery sales by using the digital connections that have  
become a permanent part of their customers’ lives. 

Bill Bishop is the  

Chief Architect of  

brickmeetsclick.com. 
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 The Retail Radar: Quarterly Retail Trends  

By Ethan Whitehill, CEO and Founder, Two West 

A 
s winter wanes and spring comes on strong, the retail industry is perking 
up. With lower gas prices, a stronger job market, and rising home costs,  
consumer confidence is on the rise. The way people buy is changing. To-

day’s shoppers are becoming less motivated by the best deal and more motivated 
by quality, customer service, and store experience. For retailers, this is a huge 
win. And now is the time to act. 

Exclusivity for everyone. 

Exclusivity is a state of mind, not a price point. That’s a big hit with consumers 
these days, as they start to seek out quality over quantity. Retailers are tapping 
into this shifting mindset in a number of ways: analyzing data to tweak products 
based on customer response; sending out specialized offers informed by past pur-
chases; rewarding brand loyalists with private deals and promotions; and creating 
one-time events or in-the-know pop-up shops. So, whether you’re a luxury brand 
or not, customers respond when they feel like part of the in-crowd. 

A face to the brand. 

With brands like Apple and Lululemon leading the charge, retailers are trending 
away from automation and toward personalization. They’re spending time and 
money to attract and hire the right people, bring them up to speed through in-
depth training, and offer greater decision-making freedom within the framework of 
larger corporations. These efforts and incentives add up to a happier staff, better 
service and – you guessed it – a dedicated team of brand ambassadors on the 
ground. 

Unifying the experience.  

In today’s all-digital world, it’s imperative that retailers create a seamless brand 
experience for consumers. Whether you’re introducing a new mobile app, extend-
ing the lifestyle aspect of your brand or developing a culture-driven event, each 
tactic must convey and strengthen your unique market position. This creates a 
cohesive brand message across channels, builds customer loyalty and ensures 
consumers know what you’re all about.  

http://www.plattretailinstitute.org/
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 The Retail Radar: 

(cont’d.) 
Driving Traffic  

As in-store traffic continues to lag, retailers are in the hot seat to find new ways to 
get shoppers through their doors. Because of the 24/7 online access 
smartphones provide, customers are getting pickier about where they shop, com-
paring promotions, price, and products before ever leaving home. Here are a few 
tips to step up foot traffic.  

http://www.plattretailinstitute.org/
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 In-Store Experience  

With the rise in e-commerce resulting in smaller stores and more store closings, it 
is critical to create an in-store experience that makes people hunger for more. 
One of the best ways to lure shoppers into the store – and keep them there – is 
to create memorable and engaging experiences that are unique to your brand.  

 

The Retail Radar: 

(cont’d.) 

http://www.plattretailinstitute.org/
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Brand  Localization 

Retailers are constantly seeking out ways to be relevant in their own backyard. 
Adopting a strong localization strategy can be much more effective than dumping 
dollars into a national advertising campaign. By focusing on your community, you 
can create on-the-ground brand advocates, aka, the most valuable media you 
can’t buy.  

 
 
 

Testing 

If you can think it, you can test it. From return on engagement to return on local, 
the ability to grab new data and insights is almost endless in today’s retail world. 
Brands not playing the testing game are missing out, from increased revenue to 
stronger shopper sentiment. The key to leveraging your testing results  
appropriately lies in responding quickly and continuing to test after you have  
refined.  

The Retail Radar: 

(cont’d.) 
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Ethan Whitehill is the 

CEO and Founder of 

Two West.   

The Retail Radar: 

(cont’d.) 

Click here for more information.  

http://www.plattretailinstitute.org/
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 What Mobile Means to Retailing:  
It’s Not About Better Targeting 
 
By Frank Mulhern, Ph.D., Associate Dean/Department Chair, Integrated Marketing  
Communications Department, Medill, Northwestern University, and Director, Retail  
Analytics Council 
 

M 
uch is discussed these days about how mobile technologies are trans-
forming marketing communications. The conversations primarily address: 
1) how mobile devices allow hyper-charged direct marketing – sending 

messages to individuals through always-on devices; and, 2) location-based mes-
saging that increases the timeliness of communications based on the knowledge 
of where the consumer is located at any point in time. From the point of view of 
the marketer, these are undeniable improvements. Traditional direct communica-
tions are fraught with inefficiencies that mobile technologies reduce, and, given 
the near-zero marginal cost of sending a message to an online device, mobile 
seems poised to foster an era of more effective direct marketing. 

Such an approach to mobile marketing is typical of how new communications  
technologies are incorporated into a media ecosystem. Essentially, when a new 
platform emerges, content from existing platforms is migrated onto it. Hence the 
first television ads were radio ads with a video of the broadcaster; the first Internet 
ads were magazine ads on a computer monitor; and the first mobile ads are web 
ads modified for small screens. Marketers are now furiously seeking ways to bet-
ter target ads to consumers based on location – a phenomenon not missed by re-
tailers who are installing Wi-Fi and beacons in stores, often with the purpose of 
sending targeted ads or promotions to shoppers based not just on their presence 
in the store, but also on where in the store the customers presently are located. 

All of this has the potential to make marketing communications more efficient and 
effective. After all, why would shoppers not want messages and offers that are  
relevant and engaging more than ones that are less precisely targeted? The point 
being missed by this approach to mobile is, as pointed out in The Cluetrain  
Manifesto: The End of Business as Usual in 2001, “There is no demand for mes-
sages.” If consumers don’t want messages, what do they want?  

Writing in the 1960s, Marshall McLuhan achieved fame describing media technol-
ogies as “extensions of the self.” Future anthropologists will certainly evaluate how 
people in the current era relentlessly carried and used so-called smartphones to 
interact with the world. Today’s smartphones, like all media technologies, are  
temporary. Smaller, smarter, and less visible devices will surpass them – the next 
evolution of which is perhaps the new Apple Watch. Technology is increasingly 
blending with the human body (think pacemakers, artificial joints, hearing aids). So 
too, media technology will blend with humans to provide seamless connectivity 
now clumsily provided by what will soon be regarded as massively oversized 
pocket computers. 

In the recent book, The Mobile Mind Shift, the authors describe how mobile devic-
es have become the go-to tool where a person “can get what I want in my immedi-
ate context and moments of need.” What consumers don’t want are interruptive  
messages, pop-up ads and videos, or, more broadly, messages that come from 
marketers. What they do want is access to information and services from others, 
including marketers, peers, social networks, etc. 

Returning to the question posed in the title, mobile should not be viewed as the  
ultimate location-based direct marketing device. Rather, it should be viewed as the 
ultimate customer service tool. Upon entering a store, a shopper has numerous 
questions in mind. Does this store carry a certain item? Where in the store is that 
item located? How much does it cost? How does that price compare to other re-
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tailers? What kinds of reviews does that item get in social media? Where can I find 
a sales clerk? For answers to all of those questions, the shopper looks to her mo-
bile device. The mobile device serves as the technology through which shoppers 
communicate to retailers, not the other way around – and certainly not the way di-
rect marketers do.  

The implication of this approach to mobile for retailers is simple. Retailers should 
use digital technologies to create extraordinary customer experiences by providing 
excellent customer service in stores, and more broadly, throughout the entire  
shopper experience. Retailer mobile services can include in-store maps, product 
availability, prices, detailed descriptions and reviews, store clerk availability,  
payment options, and a variety of other experience-enhancing services. Consumer 
research can reveal what shoppers want in a shopping experience and mobile  
devices serve as the technology for digitally enhanced experiences. The Mobile 
Mind Shift provides an example of how mobile enhances the customer’s journey at 
Starbucks where the customer uses a smartphone to: locate a store and get direc-
tions; check a Starbucks card balance and potentially reload money; check reward 
options or promotions; redeem an award or accept a promotion; scan to pay; and,  
post-purchase, send an eGift to a friend or add a tip for the barista. Except for the 
promotional offer, each of these is a form of customer service, not marketing  
messaging.  

Customer service remains one of the few opportunities for sustainable competitive 
advantage, mostly because it is not done very well. Digital technologies, primarily 
accessed through mobile devices, allow marketers to provide levels of service nev-
er before possible. We are seeing this currently develop in the hospitality industry 
where customers make reservations, check in, gain access to their room, order 
room service, check the posted charges, and check out. These are all elements of 
customer service and ways to enhance the customer experience (as well as obtain 
enormous amounts of customer-specific data). Retailers have the opportunity to 
gain competitive advantage through mobile-based customer service.  

Returning to McLuhan's media as “extensions of the self,” mobile devices are seen 
as the “sense” (McLuhan wrote extensively about media and the five  
senses) through which the shoppers interact with the store. Actually walking 
around a store, looking at things, touching products, and talking to sales clerks be-
come components of an integrated digital-plus-real-world experience that engages 
the shopper with the retail brand and satisfies the shoppers’ wants. Retailers 
should no longer see mobile devices as threats because they facilitate showroom-
ing – they should see them as remarkable tools to enhance shopper experiences. 

What Mobile Means to 

Retailing (cont’d.) 

Frank Mulhern, Ph.D. is 
Associate Dean/Depart-
ment Chair, Integrated 
Marketing Communica-
tions Department, Me-
dill, Northwestern Uni-
versity, and Director, 
Retail Analytics Council.  
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PRI Research Articles   
 

Platt Retail Institute undertakes a variety of research projects throughout the year. 
The results of this research are published as Research Articles (available for free 
download with registration). Some of the available PRI Research Articles  
include: 
 
The latest PRI Research Article is “Deployment and Test of the Digital Life Experi-
ence at an AT&T Retail Store.” This research, sponsored by Lighthaus Logic, de-
scribes a test conducted by AT&T in its Arlington Heights, Illinois, retail store. The 
test was designed to determine if having a more robust user experience in an  
interactive environment would lead to increased customer adoption and sales of 
the Digital Life service, an AT&T technology that encompasses a variety of home 
security and home automation options.  
 
PRI released “The Future of Retail: A Perspective on Emerging Technology and 
Store Formats,” in conjunction with the PRI Retail Forum at Digital Signage Expo 
2014. This research, sponsored by Two West, examines the history of retail in the 
U.S., emerging technology that is impacting retail today, and how retail store for-
mats will change in the future and integrate various digital technologies. The goal 
of this Research Article is to inform the reader about the disruptive changes oc-
curring in the retail industry, and to help retailers prepare for and embrace evolv-
ing retail formats and technologies. 
  
PRI’s research regarding “Retail Attitudes and Adoption Trends of Multi-Channel 
and Omni-Channel Marketing,” was undertaken to gain insights into retailers’ atti-
tudes about multi-channel use and the adoption of omni-channel marketing  
strategies. While most retailers use multiple channels to reach their customers, it 
was noteworthy that the retailers who participated in this  research expect email 
and mobile marketing to increase in importance while the physical selling location 
is expected to fall. This research was sponsored by Digital Signage Expo. 
 
In PRI’s Research Article, “Digital Signage’s Role as Part of a Multimodal Ap-
proach to Deliver Emergency Messaging on Campus,” the rapid adoption of digital 
signage networks as an important communication tool on university campuses is  
examined. In 2010, PRI released a Research Report, " Communication Effective-
ness in Higher Education," which illustrated that digital communication networks 
(DCNs) are becoming a viable alternative to older forms of on-campus communi-
cation. PRI conducted additional research, sponsored by Digital Signage Expo, 
Four Winds Interactive, Intel, and NEC Display Solutions, to delve further into the 
role of digital signage in delivering emergency messages on campus.  
 
PRI's Research Article, “The Media-Saturn In-Store Digital Experience,” is an  
extensive case study that details the technologies, management, and unique soft-
ware that European retailer Media-Saturn built to create, manage, and distribute 
content in different languages across its network. Not only is Media-Saturn Eu-
rope's largest electronics retailer, it arguably has the most advanced, complex 
customer-facing technologies of any retailer in the EU. 
 
“Retailers’ Investments in Technology: An Industry Perspective,” presents data 
that illustrates the extent to which retailers underinvest in Information Technology. 
In this Special Report prepared for Digital Signage Connection, PRI illustrates that 
under conventional measures, retailers are perceived to generally spend on IT in 
line with other U.S. industries. However, PRI uses government data that presents 
a much different picture. PRI concludes that according to this data, retailers do, in 
fact, substantially underinvest in IT when compared to other service industries 
when considering both total spend and spend as a percentage of revenue. 

http://www.plattretailinstitute.org/
http://www.plattretailinstitute.org/
http://www.plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=524
http://www.plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=524
http://www.plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=499
http://www.plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=499
http://www.plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=483
http://www.plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=483
http://www.plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=443
http://www.plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=443
http://www.plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=422
http://www.plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=419
http://www.plattretailinstitute.org/documents/free/register.phx?navid=366&itemid=419
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PRI Research Publications  
 

Communication Effectiveness in Higher Education  

Steven Keith Platt, Platt Retail Institute; Kevin King, Director of Research, Platt  
Retail Institute  
 

PRI Research Report No. 1, Price: $250  

A Determination of the Revenue Potential from Digital Screen  
Advertising at a Major League Baseball Stadium 
 

PRI Working Paper No. 7, Price: $250 

Test Results from a Bank Branch Digital Communications Network 

Steven Keith Platt, Platt Retail Institute; and Dr. Jean-Charles Chebat, Ecole des 
Hautes Etudes Commerciales, Montreal, Canada  
 

PRI Working Paper No. 6, Price: $1,000  

Impacting the Customer Experience at a Bank Branch through a  
Digital Communications Network  

Steven Keith Platt, Platt Retail Institute; and Peter VanSickle, BMO Bank of Montreal  
 

PRI Working Paper No. 5, Price: $1,000  

Deployment and Test of a Retail Digital Communications Network by  
the United States Postal Service 

Steven Keith Platt, Platt Retail Institute; Dr. Kamel Jedidi, Columbia University Gradu-
ate School of Business; and Margot Myers, United States Postal Service  
 

PRI Working Paper No. 4, Price: $1,000 

Leveraging the Impact of Retail Digital Signage Advertising through  
Behavioral Merchandising 

Steven Keith Platt, Platt Retail Institute; John Greening, Northwestern University; and  
Bill Pennell, Tesco Media Services  
 

PRI Working Paper No. 3, Price: $1,000  

Establishing Retail Digital Signage as a New Media and Measuring its  
Effectiveness 

Steven Keith Platt, Platt Retail Institute; Dr. Francis J. Mulhern, Northwestern Universi-
ty; and Guy Vaughan, Retail Marketing Services  
 

PRI Working Paper No. 2, Price: $750  

Implications for Retail Adoption of Digital Signage Systems 

Steven Keith Platt, Platt Retail Institute; Dr. Kingshuk K. Sinha, University of Minnesota 
and Research Fellow, Platt Retail Institute; Dr. Barton A. Weitz, University of Florida; 
with Pat Hellberg, Nike, Inc.; G.V. Iyer, Bank of America; and Margot Myers, United 
States Postal Service.  

PRI Working Paper No. 1, Price: $250 
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 PRI Research and Event Sponsorships 

In concert with leading universities and researchers, PRI undertakes extensive 
studies related to in-store marketing and digital communications networks. 
These are published as either Working Papers or Research Reports. In addition, 
PRI seeks funding for other unique projects. 

Sponsorship of PRI research offers a variety of benefits. These include estab-
lishing the sponsor as an industry thought leader, creating various promotional 
opportunities, and enabling the sponsors’ association with the leading research 
and consulting firm in the field. 

Current sponsorship opportunities include: 

3) Working Paper and Research Report sponsorship benefits can be    
customized, but generally include the following:  

 The right to distribute copies of the research.  
 PRI will present the research on behalf of the Sponsor.  
 In the front of the Paper/Report, a description of the Sponsor’s  

firm and a firm logo will be presented.  
 On PRI’s website detailing the research, the Sponsor will be  

noted and its logo will be listed.  

Contact PRI for information about sponsorship opportunities.  

 

1) Journal of Retail  
Analytics (quarterly) 

2)  PRI Research    
 Articles 

http://www.plattretailinstitute.org/
mailto:contact@plattretailinstitute.org?subject=QUERY%20FROM%20jOURNAL
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Industry Events Calendar  

 

June 2-5, 2015 

Internet Retailer Conference and Exhibition 
McCormick Place West 
Chicago, Illinois 
 

June 10-11, 2015 

Retail Analytics Council Executive Development Program 
Northwestern University 
Evanston, Illinois 
 

June 13-19, 2015 

InfoComm 
Orange County Convention Center 
Orlando, Florida 
 

June 17-19, 2015 

Retail Executive Summit 
Montage Resort 
Laguna, California  
 

June 18, 2015 

Brand Localization Summit 
The Morton Arboretum 
Lisle, Illinois 

 

June 23-25, 2015 

FutureStores 
Motif Seattle 
Seattle, Washington  

 

June 28-30, 2015 

Interactive Customer Experience (ICX) Summit 
Sofitel Water Tower Hotel 
Chicago, Illinois 

 

July 21-25, 2015 

DSE South America 
Anhembi Pavilion 
Sao Paulo, Brazil 
 

August 17-19, 2015 

CONNECT Mobile Innovation Summit 
Sofitel Water Tower Hotel 
Chicago, Illinois 

 

August 23-25, 2015 

CIO Retail Summit 
FireSky Resort 
Scottsdale, Arizona  

 

September 8-10, 2015 

World Retail Congress 
Cavalieri Waldorf Astoria 
Rome  

 

http://www.plattretailinstitute.org/
http://www.plattretailinstitute.org/
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 Contact PRI 
 

 

  

Steven Keith Platt  

Director and  

Research Fellow 

P.O. Box 158 

Hinsdale, IL 60522 U.S.A.      

Phone: 312-265-6106 

contact@plattretailinstitute.org     

 

Juan Clotet 

Director, 

Spanish Operations 

Ctra de Mig, 75 

08907 L’Hospitalet de 

Llobregat 

Barcelona, Spain 

Phone: (34) 931847755 
juanc@plattretailinstitute.org 

Margot Myers 

Director,  

Global Marketing &  

Communications 

Phone: 480-773-3118  
margotm@plattretailinstitute.org 

 

Gordon Helm 

Director,  

Publication Management 

Phone: 602-606-2228 
gordonh@plattretailinstitute.org 

Claudia Lehmann 

Deputy Director, 

German Operations 

Phone: (49) 211 59896507 

claudial@plattretailinstitute.org 

 
Frank Rehme 
Director, 
German Operations 
Rather Kirchplatz 11 
40472 Dusseldorf 
Germany 
Phone: [49] 211 59896507 
frankr@plattretailinstitute.org 
 

 

 

Melissa Nelson 

Vice President,  

Corporate  

Communications  

Phone: 843-312-2950 
melissan@plattretailinstitute.org 

 

Connect with PRI: 

http://www.plattretailinstitute.org/
mailto:contact@plattretailinstitute.org
mailto:margotm@plattretailinstitute.org
mailto:gordonh@plattretailinstitute.org
http://www.twitter.com/PRI_US_EU
https://www.facebook.com/plattretailinstitute
https://www.linkedin.com/profile/view?id=14627406&authType=name&authToken=yMVW&offset=2&trk=prof-sb-pdm-similar-photo
mailto:contact@plattretailinstitute.org?subject=Query%20From%20Journal

