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ABSTRACT

Retailers are working hard in difficult economic times to generate incremental and repeat 
revenues. They know that loyalty improves long-term revenues, as loyal customers are repeat 
customers. And, in the world of multi-channel retail, improving loyalty means giving customers 
an exceptional experience regardless of which, or how many, shopping channel(s) they use. 
Thus, the imperative for Smart Retailers is to unify these channels, improve revenue acquisition 
and provide customers the retail experience they seek.  

Unifying channels starts with understanding, even anticipating, customer needs and it means 
adapting to the new retail paradigm and consumer. In the new retail market, the consumer 
is empowered and in control of the retailer-consumer relationship; they use online, 
mobile technologies and social media to make informed purchases across sales channels.  
Forward-thinking retailers are adapting to this condition by using data-based insight from 
e-commerce purchases, call center interactions and in-store transactions to better understand 
their customers. This insight is gleaned by taking real-time snapshots of consumer behavior 
across retail touch points:  Web store, mobile point of sale, in store, or via call center. 

Equipped with insight, retailers can encourage revenue production by unifying the cross-channel 
commerce experience through personalization of offers and consistency of service delivery. 
But retail marketers and managers must first determine their capacity and readiness to obtain 
and leverage cross-channel consumer insight.  

THE NEW RETAIL PARADIGM

To better know their customer, retailers must first acknowledge the new paradigm of modern 
retailing. It is not simply enough to recognize that technology has changed and retail must 
adapt. It is also necessary to recognize that consumerism has changed along with technology, 
and the retail environment is different as a result. Retailers looking to the future must not just 
engage a consumer, but they must be able to anticipate consumer needs and respond to them 
personally and consistently, online or offline. Thus, to adapt to the new retail paradigm requires 
that retail marketers, sales managers and call centers are informed with insightful data on the 
shoppers they serve. 

The New Retail Paradigm

Online and mobile technologies have revolutionized shopping. This technological shift has 
resulted in three key attributes of the new retail paradigm. First, consumers are empowered 
and better informed on purchase options; second, they are using Internet technologies in their 
purchase actions; and third, the trend to online shopping is outpacing offline activities. 

Today’s consumer is empowered, “enabled by Web and mobile technologies and the influence 
of social media.”  This consumer is technologically savvy, price sensitive, socially connected and 
better informed on competing products. Through their mobile and online devices, consumers 
have instant access to pricing and competitive offers. They are increasing their comfort 
level with varied e-commerce channels and they crave excellent customer service. They are 
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increasingly using their Internet-connected mobile devices to research goods and services 
on a retailer’s website, gain recommendations from family and friends via social media and 
make purchases using a digital wallet. They are choosing the retail channel by which they 
browse products, make inquiries to a call center (perhaps by chat, text, e-mail or phone), or 
transact a purchase in store or online and sometimes online while physically in a store, via a 
mobile point of purchase.

Brick-and-mortar stores today are not necessarily a point of purchase. Rather, through the 
rise in showrooming, they are an avenue to evaluate a product, not purchase it. Customers 
visiting a physical store evaluate the product, but they make the actual purchase online. Four 
in 10 consumers tend to engage in showrooming and the reason cited is that the online 
deals are better. The lack of synergy between online and offline channels for pricing is driving 
consumer behavior.

And, when it comes to transacting an actual purchase, the role of money in retail has changed, 
too. Fifty-two percent of consumers say they’d prefer to make purchases using their digital 
wallet,  rather than using money, be it online or in store. The preference, however, is for a digital 
wallet to be utilized online. Here, technology and convenience are the drivers of behavior and 
retailers not offering mobile pay solutions are not going to win the sale. 

The trend to the digital sales channel is clearly taking hold. In the fall of 2012, online sales growth 
outpaced offline sales activity. Online retail posted a 15 percent year-over-year growth rate; this 
was more than seven times the comparable offline retail growth rate.  The growing distance in 
preference between the offline and online channels means that there must be consistency in 
pricing between channels and, if not, the customer experience is compromised. Such pricing 
dissonance does not encourage purchases or loyalty, as brand experience consistency is lost.

Responding to the new paradigm and consumer, retailers are moving quickly and prioritizing 
the evolution of insight acquisition and use in their external marketing activities. They are 
trying to understand the customer’s shopping behavior and optimize revenue and loyalty 
through brand interactions. Marketers recognize that to meet their imperative, they must 
have detailed customer information. They need to acquire this insight from their website(s), 
call center(s), customers’ mobile devices and from the physical retail location itself. This  
analytics-based approach to insight is about allowing the retailer to know “more about their 
customers than they know about themselves to drive positive business outcomes.”  

To create the exceptional shopping experience, retailers are transforming their business 
operations to unify channels through business intelligence tools and, through them, gain 
actionable insight. Often this means starting over with a trusted e-commerce partner to help 
the retailer access timely and accurate cross-channel shopping data. Customers are telling 
retailers “know me.” Consumers are already sharing account information, purchase history, 
payment data and e-mail addresses with retailers. They want the retailer to listen to their 
needs and satisfy their requests. Retailers, however, are not listening, or more simply, many just 
don’t have the means to listen. 
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PARADIGM SOLVED

There is, however, a solution that allows retailers not only to listen to customers, but to 
understand them. The first step for the retailer is to understand their own cross-channel 
commerce capabilities and limitations. The second step is to implement a cross-channel 
intelligence solution to improve marketing insight and enable better customer service.

To assist retailers in pre-qualifying their cross-channel capabilities, e-commerce business 
intelligence company Crossview, along with IBM, has developed a retailer assessment tool.  
Cross-channel readiness is assessed based on the retailer’s response to channel-specific 
statements to which they can respond one of three ways: agree, disagree, or neutral. Each 
statement and response provides specific insight into where the retailer excels, as well as what 
they can do to increase revenue, provide a better customer experience, increase customer 
visibility across touch points and deliver the boutique experience consumers are demanding.  

Retailers can take advantage of a free assessment by obtaining a complimentary access code 
to the tool. The iPad-ready assessment program is available at: www.ibm.com/software/
scpartner/crossview_ccc. Based on the assessment, retailers will likely want to examine the 
implementation of a cross-channel marketing solution. Crossview’s Cross-Channel Commerce 
technology is a solution worthy of examination by retail chief marketing officers (CMOs) and 
chief information officers (CIOs) looking to ramp up the performance of their frontline sales 
and marketing teams. 

The Crossview solution is built on IBM WebSphere Commerce and IBM Digital Analytics 
technologies. It allows retailers to access behavioral data at every retail channel touch point 
as a means to improve the customer experience. Using the insight enabled by cross-channel 
technology, a customer service representative (CSR) will be able to see a customer’s complete 
and recent online browsing or purchase history and pending orders. The platform then collates 
the data from across channels into accessible, real-time customer views that a CSR may access, 
or the customer even, creating a more personalized interaction between customer and retailer. 
A CSR with real-time access to customer information is a powerful sales employee. CSRs 
able to see pending customer orders, retail in stock, and online versus in-store pricing enables 
them to position new custom offers and loyalty price points. And the utility of this insight is 
straightforward: a better customer experience equals increased revenue streams.  

www.ibm.com/software/scpartner/crossview_ccc
www.ibm.com/software/scpartner/crossview_ccc
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KEY TAKEAWAYS: TIME TO GO CROSS-CHANNEL 

Retail has changed. Retailers must change, too. 

The new retail paradigm and empowered consumer requires retailers to advance their 
capabilities to serve customers across retail channels. Retailers must unify these channels 
through insight-enabling technology in order to continue winning the business. The rapid 
adoption of e-commerce technology by consumers is changing the way they shop for goods 
and services, and the retailer must adapt. Meeting the customer on their channel of choice 
positively improves their overall experience with a retailer’s brand. With custom offers 
consistently available across channels added to the brand experience and exceptional customer 
service, trust and customer loyalty are built. And, in making that experience personal and 
consistent, retailers can connect with customers like never before, resulting in incremental and 
reoccurring revenues. 

Retailers not actively engaged in cross-channel marketing should immediately examine the 
e-commerce assessment tool from Crossview. Retailers cannot afford to ignore the shift in 
consumerism and technology. 
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