


70% of shoppers use their smartphones

while in-store, according to a Google
study among US customers (The

Mobile Movement Study). South African
consumers are following this trend, with

62% of mobile web users now utilising
their phone to assist with shopping
(Inmoby study, June 2011).

Creating this seamless shopping
experience is one of the things that
digital in-store solutions can achieve.
Yes, it may sound like science fiction
to the uninitiated, but just imagine the
following scenario playing out in your
local shopping centre.

The ‘whispering’ window

As a consumer walks through the
mall, her attention is caught by the
shop window of a jewellery store. The
sound-enabled window whispers “try
me on” as it displays moving images
of watches. Our intrigued consumer
approaches the window, touches

the watch she likes, and a display
immediately gives her more detailed
information about the product.

She now e-mails the details to her
boyfriend to find out if he likes it. On
getting his positive response, she
immediately places an online order for
the watch via the window. In this way,
technology enables 24/7 shopping
at the convenience of the consumer,
rather than the store and its fixed
opening and closing times.
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Or picture a customer in a shoe
store, navigating the product range,
accessing details and looking at a
360-degree view of the various shoe
styles - all via a combination of video
technology and ‘augmented reality’ (a
type of virtual reality that duplicates the
world’s environment in a computer).
She can even see a picture of herself
on the digital wall with the selected
shoes on (but without ever taking off
the ones she’s wearing). Like the shoes
but not the colour? That’s fine - one
click and they change colour. If more
time is needed, the customer simply
transfers the details of the product to
her cellphone, mulls over the decision,
and continues shopping another day.

Sound futuristic? Not really. Adidas
is adopting this in some of its flagships
stores internationally, as is Macy's
department store with the magic mirror
in its New York-based fitting room.

In South Africa, leading telecom
brands such as 8ta and Cell C are
following this example. Interactive
‘touch tables’ enable customers to find

out more about mobile phone deals

as they interact with the touch table
in-store. In addition, by simply picking
up a mobile handset connected to an
automatic digital screen, shoppers can
learn more about the unique features of
that particular model.

These examples reveal just how
dramatically the old-style one-way
communication from brand-to-customer
is being replaced by a two-way
consumer-brand dialogue. This is where
the exciting part for marketers comes
in, because accurate in-store digital
tracking allows information about all
these interactions to be stored and
analysed. For example, how often a
certain product is picked up, at what
time of the day, and at what store. This
allows retailers to glean an enormous
amount of potentially useful information
about their customers, their preferences
and their behaviour.

The retailer’s ability to respond rapidly
to circumstances is further enhanced by
being able to use digital technology to
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update special offers and promotional
messages nationally at a touch of a
button. Alternatively, promotions can
be tuned to specific stores, customer
segments, or time of day, allowing for
extremely targeted offers and doing
away with the need for (expensive)
printed promotional material.

Digital promotional campaigns can
also be integrated with point-of-sale
systems in order to monitor their
success, or otherwise, in real time.

Self-service kiosks

Self-service kiosks go even one step

further, empowering customers to

go through the full buying process

independently and without ever needing

to interact with a salesperson. They can

browse and select products themselves,

then pay automatically via credit card,

e-banking, or mobile payment options.
Globally, kiosks have already been
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widely adopted by
leading brands. At
the Canadian Metro
supermarkets, for
example, they enable
customers to navigate
recipes by category,
ingredient or by
scanning the bar code
of a product off the
shelf. Clients can then
print the recipe and
related shopping list,
or transfer it to their
mobile phone for later
use.

In South Africa,
the self-service kiosk
is also making its
entry, most notably
in the quick service
restaurant sector. Last
year, we successfully
tested a self-service
kiosk for KFC which
allowed consumers to
choose their meal on a touch screen,
pay by credit card and collect their
order at a dedicated collection point.

Kiosks can also give targeted sales
suggestions to specific shoppers, based
on previous product selections stored in
the shopper’s profile. In such instances,
the customer identifies herself by
logging on to a personal online account
or swiping a loyalty card.

A global survey by the NCR
Corporation reveals that 86% of
customers are more likely to do
business with companies that offer
self-service, and 60% of customers
believe shopping would be faster if
they had a personalised experience.
Self-service devices can thus create a
win-win situation - a better experience
for the customer and more footfall and/
or purchases for the retailer.

Kiosks stimulate loyalty by offering
a discount voucher on the shopper’s

favourite product, which is printed or
transmitted to their mobile phone for
later redemption. Retailers also benefit
from greater staffing efficiencies, or
through employees being freed up to
focus on delivering excellent face-to-
face customer service.

What's still to come?

More gesture-based interactivity will
become commonplace in stores of

the near future. Gentle gestures (like

a hand swipe) will then be enough to
trigger information on a screen, without
the need to touch it.

We can expect trolley scanners to
know the user’s precise in-store location
and a trolley-attached screen to give
personal store navigation suggestions,
based on the client’s known shopping
habits or a shopping list that was
pre-loaded when the customer swiped
her loyalty card on entry.

Taking a longer leap into the future,
electronic ink may transform static
printed labels on product packaging
into moving imagery showing the latest
promotions.

In summary, it is clear that the ‘mass
appeal’ approach of the 1980s no
longer works. Retailers must attune
to individual tastes by adjusting their
offering in response to real-time
customer intelligence. In-store retail
technology will play an inescapable role
in this process.
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