Do you know what’s in store?

How to build a
better consumer
experience using
connected retail
technology

By the end of this
guide you will know
how to:
1 Connect online with oﬄine
to create fully connected
omnichannel retail
experiences
2 Use technology to
empower sales colleagues
to drive incremental
revenue
3 Protect proﬁts and acquire
customers in an era where
innovation is no longer
optional
4 Take practical steps to
deliver innovation projects
in weeks, even with legacy
systems and processes
5 Get ready for the new wave
of technology, from AI and
chatbots to the IoT

You know that to stay relevant as technology
changes the retail world and traditional channels
become irrelevant, you need to take innovative steps
to give your customers a seamless, personalised
shopping experience, regardless of how they choose
to shop – while simultaneously supporting both your
retail staﬀ and commercial priorities. So what’s
stopping you from taking action?
This practical guide looks at your challenges and
outlines how to overcome them, from identifying
barriers to delivery through to developing best
practice solutions. It also includes sample customer
journeys that empower you with the right
technology to deliver a fully connected retail
experience.

The technologypowered retail
experience

People, products and proﬁts
In the old world, retailers had all the power: the
customer had to visit the store, ﬁnd the product and
(within reason) pay the price. As mobile commerce
became the standard for retailers everywhere, the
balance of power tipped towards the customer –
instantly shopping around both on the sofa and in
the aisles has driven prices down and increased
choice as well as convenience.
Omnichannel looked like it would take this one step
further, but a consistent experience across all
channels remains elusive; bringing all of the beneﬁts
of online shopping into the store, like stock checking,
extra product content, online ordering, fulﬁlment
from other stores, and faster payment options, has
become the minimum customers expect rather than
exciting innovations.
Challenges remain, but ﬁnally breaking down those
channel silos once and for all is the natural next
stage in this process.
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The technology-powered retail experience

Experiences and expectations
With the price war already lost, unparalleled choice and competition, and online
fulﬁlment and returns getting faster and easier, oﬄine retail needs to
diﬀerentiate on more than just convenience. To provide a truly engaging
experience that keeps customers coming back and encourages them to spread
the word to their friends, investing in the ‘theatre’ of retail is a smart move.
That means providing unique experiences which encourage customers to see
stores as destinations in themselves rather than just places to pick up products.
And it’s not just customer expectations that have changed: sales colleagues are
consumers too, and expect the same digital innovation and ease of use in the
tools they use at work that they get in their personal lives.
Now, more than ever, it’s time to take a fresh look at novel ways to apply
technology — especially consumer technology — to change what the physical
store means, and to equip sales colleagues to provide the level of customer
service only the human touch can provide.

Connecting online with oﬄine — bringing
people, products and business processes
together
Connected customer experience is key to retail success in a
fast-moving, technology-powered world where consumer
behaviours are rapidly evolving along with their expectations.
That means mobile-ﬁrst, context-appropriate, consistent experiences
that work by connecting data and functionality from across your
business, and making them useful and easy to access whenever and
wherever customers choose to shop. Sales colleagues have more
information available to them than ever before but it can be
overwhelming, and digital tools for colleagues have not kept up with
developments in the consumer space. They need modern,
easy-to-use, pragmatic tools to ensure they can make the diﬀerence
for customers and to reduce training overheads and churn.
Bringing together data from all business areas, from customer service
through to stock management, into a single connected platform, is
the only way to gain that elusive single view of customer activity that
drives eﬃciencies, delivers excellent customer experiences and
increases your sales.

Connected retail
technology –
what it is and
how to use it

Around ﬁve years ago, the ﬁrst wave of mainstream in-store digital saw
retailers trying out kiosks, signage and connected PoS as well as
consumer applications used in-store. It yielded some interesting results
but never managed to get beyond the novelty factor until the technology
became cheap enough and fast enough to really start doing things with
connected retail. Now we have tech-savvy customers armed with
smartphones and high expectations for innovative shopping experiences
– you’re expected to deliver something great across all your channels.
If you want to ride the new wave of retail technology, you can’t just buy
your way into it at a superﬁcial, ‘showy’ level with the latest devices and
gadgets. Next generation retail experiences depend on a pragmatic
approach to data integration and a switch to incremental beneﬁts rather
than the ‘big bangs’ of old. Technology is moving too fast to invest
everything in one big project which might take many months, even years,
to launch – by the time you get it oﬀ the ground it’s likely to be out of
date and out of favour with customers.
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Connected retail technology – what it is and how to use it

The best way to evolve your retail experience is to use a retail application platform
which integrates data and allows both existing and new systems and processes to work
with each other – a fast, cost-eﬀective way to test out new technology. It doesn’t
disrupt business as usual or involve huge amounts of support and maintenance, which
should keep the IT department happy, and it shouldn’t break the bank in terms of
resource or budget. What it does is allow you to ‘fail safely’ – because you can set up
trials and pilots in a matter of weeks, you can build use cases for the things which work
and discontinue the ones which don’t. It ticks all the corporate boxes:

Makes sure innovation projects are cheap
(so they get signed oﬀ) and delivered
quickly (so they don’t get outdated)

Shrinks your budgets and timescales by not
reinventing the wheel each time and using pre-built
applications and integrations wherever possible

Enables continuous development
on top of what you’ve already got

Provides a safe way to control access to
important systems and data by acting as a
middle layer

Provides a physical and mental break from ‘business as usual’ thinking
– encouraging innovation across all areas can not only lead to the
discovery of interesting new ways to do things, it can also inspire and
energise sales colleagues by giving them a stake in the business

Built-in analytics provide continuous
insight and data to justify business cases
and identify failures and successes

Connected retail technology – what it is and how to use it

Enables multiple diﬀerent ‘best of breed’ providers
to work together, because their data can easily be
integrated – payment systems, social marketing,
in-store entertainment, fulﬁlment and so on

Cloud delivery and multi-purpose devices enable small scale pilots,
multi-variant testing and more regular release schedules, allowing you to
become a more innovative and responsive customer-focused retailer which
leads the pack rather than chases it.
Here's a video showing an overview of how connected retail works and take a look at ‘Challenge:
Increasing amount of touchpoints and data’ later in this guide for more details on API orchestration
and how retail application platforms work.

Retail challenges and how
to solve them
You may well be thinking that this all sounds great in
theory, but how do we get it oﬀ the ground to deal
with real issues in physical stores? And you wouldn’t
be alone – according to the latest Retail Systems
Research Omnichannel Benchmark Report, the
industry as a whole knows it needs to take action.
51% believe that their greatest challenge lies in the
fact that a good experience in one channel is no
longer enough to maintain customer loyalty, with
around a third acknowledging that they are
struggling to integrate new processes driven by
cross-channel strategies into their physical stores.

You might have
experience of some of
these common challenges
– here’s how you can use
connected retail
technology to
solve them:

Retail challenges and how to solve them

Challenge: disconnect
between oﬄine and online
One of the main reasons why online
information and processes – like product
information, ordering, stock, deals, social
content, or account details – aren’t always
available in stores is a lack of available
channels to display it, whether that’s staﬀ
devices, kiosks, digital displays, or even using
the customer’s own phone. Plus, integration
with older systems that only ever expected to
talk to a desktop website or an internal
system can be diﬃcult, and reliable in-store
WiFi is far from ubiquitous.
But outside of the technology challenges,
there are human factors too: it can be hard
for sales colleagues to ﬁnd the right content
quickly even when it’s available, and
eﬀectively using digital assets as a customer
service tool requires training and guidance
(for example: how should you handle negative
online reviews for a product?)
And when outdated commercial models or
organisational structure mean stores and
sales colleagues aren’t properly attributed
(and compensated) for sales they help make
through other channels, they have little
incentive to point customers towards online
resources – they may even actively oppose it.

Solution: integrate back-end,
online and in-store data and
processes
Start the move to truly connected retail by
removing the barriers between your websites,
applications and physical stores:
• Start by mapping out the use cases you want to
achieve for your colleagues and customers,
based on customer trends, sales patterns,
internal feedback and your business targets.
You can use this as the framework to identify
what data sources you’ll need for each, where
that data sits and how to build a roadmap for
connecting them
• Divide features and data integrations into ‘good
enough’ (what will work for a pilot) and
enterprise grade, and start building – doing a
pilot with a non-ideal integration or data set is
usually better than doing nothing at all, and
spending all your time worrying about edge
cases can drain both focus and resources
• Focus on smarter ways to re-use existing
content and hardware wherever possible to
minimise development and rollout time and
keep costs lean
• Examine how your internal structures support
or inhibit multichannel, and try experimenting
with cross-departmental teams or new
incentive schemes to test whether
performance can be increased

Retail challenges and how to solve them

Challenge: lack of support for
sales colleagues
Two years ago, we commissioned a survey of shop ﬂoor
assistants to ﬁnd out how they really felt about their
jobs, training and dealing with customers.

50% 48% 73%
Said they felt embarrassed
by their lack of product
knowledge, with a
signiﬁcant percentage
admitting that this made
them feel upset, awkward
and angry around customers

Said they made excuses to
leave the customer alone on
the shop ﬂoor, with more
than 1 in 5 doing this daily

Admitted to sending
customers to a diﬀerent store
or sales colleague because
they couldn’t answer simple
questions about the product
– almost half did this at least
once a week

If these ﬁgures surprise you, you need to take action to engage and retain both sales
colleagues and customers in-store in a world where it would be so easy to shop for
everything online. Colleagues without access to the same kind of technology and
information as the customers they’re trying to help are never going to feel conﬁdent or
happy about their situation.
These frustrations and avoidance tactics have shown no signs of improving. According to a
survey earlier this year by Webloyalty, customers are still dissatisﬁed with the service they
receive in-store (53%), with a signiﬁcant number being put oﬀ by staﬀ rudeness (57%).

Retail challenges and how to solve them

Solution: use information to close the gap
between sales colleagues and customers
This one is easy to put right - all it takes to re-engage colleagues and make
them feel better about themselves and their work is to give them the
information and technology they’re crying out for. You already have it –
just make it accessible:

Simply channel shifting existing data and processes that are already
in use in the business (using recommendations from the website in
store, for example) can be very eﬀective with minimum outlay

Make sure at a minimum colleagues have access to the same
data as customers – product pages, reviews, pricing, social
media and so on. Information which can aﬀect a sale, from
stock availability to special oﬀers or products promoted on
Twitter, should never come as a surprise to your frontline staﬀ

Look to democratise access to information across departments and between
HQ and stores – breaking analytics out of spreadsheets in the BI team and into
focused, real-time dashboards available to every employee means they
become far more valuable (not least because they’ll actually get looked at)

Focus on creating seamlessness for the customer and for the
sales colleague – allow the relevant information to ﬂow between
channels, colleagues and shoppers without annoying barriers. If
the customer wants to use their online account to pay for
something in-store, let them. If a sales colleague wants to call up
previous online purchases, make it easy for them.

Retail challenges and how to solve them

Challenge: increasing amount of touchpoints
and data
One side eﬀect of the drive to increase connectivity and break down silos is
the seemingly overwhelming amount of data and support requirements
generated by an increasing number of customer touchpoints and business
activities. Mobile applications, online activity, in-store data capture, staﬀ
tracking, sales stats and more – they all generate millions of datapoints which
need to be turned into accessible, useful information which can be fed back
quickly to the right people.
On the face of it, getting it all to work together can seem impossible, and it
can be hard to justify adding yet another source of data to support when
you’re not eﬀectively using what you already have. Plus, simply dumping
information into the hands of head oﬃce and sales colleagues isn’t enough: it
needs to be streamlined, surfaced, and managed for sensitivity – all of which
requires planning and development.

Simply dumping
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Retail challenges and how to solve them

Solution: get expert help with application
orchestration

The solution is known as application/service orchestration which is usually
provided by your retail application platform. It brings multiple business
applications together to automate processes and synchronise data by smoothing
out the complex tangle of application dependencies which can arise when trying
to make one system talk to another.
Like the diﬀerent parts of an orchestra, each system/process/API, whether legacy,
third party or bespoke, can be separated into its own entity, divided into relevant
subsections and broken down into its component “building blocks” of inputs,
data, functions and outputs.
The orchestration part involves joining these sections together in a way which
connects systems and touchpoints into a single, uniﬁed ﬂow of information which
can be used by anyone (customer, sales colleagues, head oﬃce) on any device.
Any one section can be connected to any other to create a model journey.

Retail challenges and how to solve them

It’s a simple, practical approach which can
be applied to any data set:
Advances in ﬂow-based architecture and visual editing mean that
anyone can understand and build customer journeys, from marketing
to fulﬁlment – they don’t need to be developers or translate their ideas
into technical language. They can just drag and drop the blocks they
need, add and move them as they wish to create new experiences

Once the sections of data are set up, they can easily
be integrated into new processes – it’s possible to
quickly and easily build a library which can be drawn
on whenever there’s a new journey to be built

Because the complicated integration work is already done, the usual
headaches involved in retail innovation no longer exist – it’s possible to build
experiences and processes, try them out and make changes as you go for
relatively little cost, with turnaround reduced to a matter of weeks

Collection and integration of a wealth of data from each
section into a central point means that analysis is much
easier and very accurate – real-time dashboards can
pinpoint the most popular products, what customers are
saying on social networks, how many people have redeemed
vouchers, speed of service, value of sales – everything can
be measured for more eﬀective business planning

You probably won’t be able to do this on your own,
at least initially – it’s leading-edge technology which
is easy to maintain but needs specialist knowledge to
set up. Our retail application platform is one such
example, although there are others.
Watch the video here

Retail challenges and how to solve them

Challenge: Legacy systems and legacy thinking
No one in retail is free from legacy infrastructure. From business critical
systems, patched and mended over the years to operate way beyond their
original boundaries, to more recent hardware and software investments
made tactically rather than strategically, and even quick-and-dirty
proof-of-concepts that somehow rolled out to production, there are no green
ﬁeld technology projects. Any new investment must handle both the
functional restrictions these systems impose, as well as IT’s reluctance to
authorise anything that might disrupt the sometimes precarious nature of
business-as-usual.
But ‘legacy’ doesn’t just apply to technology; legacy thinking can lead to a
natural distrust of the modern software practices that innovation thrives
under, like agile development, a ‘fail fast’ test-and-learn mentality, and more
open access to systems and data. And a legacy of internal teams organised by
channel rather than function can result in a lack of clarity over ownership and
responsibility, strategies that focus on internal stakeholder priorities rather
than actual customer beneﬁts, and hampered development of connected
solutions that need to operate across the organisation.

‘Legacy’ doesn’t just
“apply
to technology ”

Retail challenges and how to solve them

Solution: top-down recognition that change is
not only inevitable, it’s exciting and inspiring
This one is slightly more tricky as it involves engaging people’s hearts and
minds - but the payoﬀ can be massive if it’s handled properly. The solution
involves playing to both sides of the fence – giving IT the conﬁdence that the
risks are managed whilst simultaneously making innovation part of the wider
company culture.
Your top priority is getting C-suite buy-in – make sure they're
the voice for change and innovation in the company. They have
the inﬂuence to secure budgets and resources, and the ability
to lead from the front when it comes to new ways of working.

The right platforms and processes can provide a barrier between the
vital business as usual systems and innovation projects, allowing for
no-risk integration, scaling, and data management. As you sail into
uncharted territory, these things can give the gatekeepers the
conﬁdence to get on board

Using smaller innovation projects is a great way to test how
new development or project management processes like Agile
would work in your organisation, and learn quickly how they
could be incorporated into larger scale projects over time

By giving everyone a voice in innovation with open brainstorms and regular
show-and-tells, you’ll uncover interesting new ideas, and hopefully even
change thinking towards the business as usual as your successes ﬁlter through
the organisation and demonstrate that change is possible

Retail challenges and how to solve them

Challenge: Innovation is seen as diﬃcult, risky
and expensive
This fractured relationship with technology over the years has left lasting scars.
According to Retail Systems Research, 61% of leading UK retailers believe that
their existing tech infrastructure is preventing them from moving forward,
while 67% believe that IT projects are never delivered on time, in scope or on
budget, and that too much time is spent on maintenance rather than
innovation. These perceptions mean multi-stakeholder projects involving
established systems can strike fear into the hearts of senior decision makers –
they believe they will be big, slow and expensive. On the other end of the scale,
it’s tough to build a business case for many smaller innovation projects because
they simply haven’t been done in the business before (and in the case of real
innovations, by anyone), so provable ROI is almost non-existent.
There’s also the fact that the speed at which new technologies are emerging
has increased dramatically, with the average solution cycle now at three years
or less. Important new developments from major players like Apple, Google,
Microsoft, Amazon and Facebook are landing almost constantly. It can be hard
to separate the genuinely useful from the overhyped – and no one wants to
have invested in the thing that doesn’t catch on – but wait too long and the
solution will be outdated before it even launches. Plus, there is a tendency
within the industry to start with the technology ﬁrst and work backwards,
rather than focusing on a genuine customer problem for which the shiny new
thing may or may not be the solution.

Retail challenges and how to solve them

Solution: try before you trust
Agile and lean development practices mean you can work in fast development cycles,
test out your ideas and either move on quickly if they don’t work or build a use case for
wider rollout – very useful if you’re not sure whether a new technology is worth
investing in or not.
The key is to use focused initiatives that target small, measurable sub-sections of
customer beneﬁts. These will prove the business case for broader changes. If you can
show the business what relevant, targeted innovation can do for your uptake and
conversion, you’re more likely to get agreement to bigger initiatives.

Retail challenges and how to solve them

Halfords smartwatch-enabled click and collect –
real-world innovation in just six weeks
Here’s an example of agile development of an innovation project in action how we delivered a retail first for Halfords:

Over 90% of Halfords online orders are click-and-collect however the collection process is not as smooth as it could
be because sales colleagues are often in demand elsewhere,
ﬁtting parts and oﬀering advice
Halfords has a reputation for giving its customers the
best possible, most innovative shopping experiences,
and wanted explore whether the latest consumer
technology could be applied in an novel way to help
oﬀer a better click and collect service, designating the
Leamington Spa branch as a testbed store

Using an agile, collaborative approach, Red Ant and Halfords examined
the current situation, spoke to colleagues and customers, analysed the
technical environment and limitations, explored possible solutions and
ﬁnally deﬁned a solution to take into real-world testing

Over the course of four sprints, Red Ant developed a fully connected
click-and-collect service, based on tablets, phones, ﬁxed displays and
smartwatches:
• Sales colleagues are automatically notiﬁed of incoming customers and their
orders on the screens and watches
• Sales colleagues can use their phone or smartwatch to generate a pick list,
allowing them to put new orders together while they walk around the store
• Customers check in on a touchscreen kiosk at the front of the store and conﬁrm
their order, are shown any relevant upsell products and are told where to go to
collect their order
• Customers can also use the kiosk to ask for help, which pages a sales colleague
on their phone or smartwatch

Retail challenges and how to solve them

The pilot was delivered in just six weeks, conﬁrming Halfords as an innovative retailer
and giving them a new way of thinking about innovation, as well as helping them to
experiment with new technology in a method that kept initial investment low.
A clever integration with the eCommerce system that scraped the required data
from the customer conﬁrmation emails, rather than requiring a full integration
with the back-end system, meant that the project could be delivered quickly
without changes to existing systems or requiring heavy IT support

Learnings and results from the pilot store, including an
improvement in collection rates of 1% that would be worth
up to £4 million per annum, can then be applied across the
business, as well as building the business case for investment
in full integration and a wider scale rollout

The project won the Retail Systems In-store Innovation
of the Year award for its industry-leading work

Hear what Halfords Head of Digital
Customer Experience Samantha Preece
has to say in our video
Watch the video here

Retail challenges and how to solve them

Solution: use data to identify
and anticipate customer
needs, and provide exactly
the right level of service

Challenge: It’s hard to make
customers feel special
when they don’t have a
coherent journey
At the very least, every shopper wants to be
able to rely on you to get them their product,
however they choose to purchase. But it’s
hard to take it to the next level and provide
great service – context-speciﬁc, personalised
customer engagement matched to the
customer’s individual needs – if each channel
works in a diﬀerent way, or there is no
consistent way to identify a customer across
channels. Having to re-enter details because
you’re on the retailer’s application rather than
their website, for example, can easily lose a
sale. And siloed business channels mean siloed
sales opportunities, with limited scope for
cross-sell, upsell and access to deals, oﬀers
and data which have the potential to make the
customer feel like a VIP.

You have a wealth of information about your
customers sitting in various business areas – sales,
logistics, operations, marketing and more. That
means you have the ability to deliver bespoke
service to your customers on a massive scale:
• connect all data, both real-time via cloud
platforms as well as back end systems such as
eCommerce and CRM, to build personal
customer proﬁles - wishlists, previous
purchases, responses to deals and oﬀers,
coupon use etc
• use it to identify and proﬁle customers in-store
– it’s vital that your customer proﬁles are
available to shop ﬂoor employees, where they
can make a much more direct diﬀerence to
customer behaviour than marketing activities
ever could
• oﬀer personalised service and increase loyalty
by anticipating and delivering on needs
• enable seamless checkouts and reduce
payment friction wherever possible
• improve operational performance with better
pattern recognition
• leave the customer delighted because you
‘know’ them and what they want
Don’t forget that new technologies provide a great
opportunity to capture new data as well as reusing
existing data – it’s a two-way ﬂow and creates a
virtuous cycle. Even if you don't have a strategy to
use the data in the backend yet, start capturing
now, then you can hit the ground running
when you want to take the next step
towards full integration

The Connected
Customer Journey
1.

Janet Riley is heading to a store to look
at some items on her wishlist.

2.

Using GPS or beacons, Janet’s phone
knows she is close and activates speciﬁc
in-store functions, including a virtual
loyalty card that quickly identiﬁes her.

3.

Janet opts in to a personalised
experience, ensuring her privacy is
respected.

4.

Personalised logic automatically pages
the best sales colleague to serve Janet,
based on location, customer proﬁle,
area of expertise or service history.

5.

Janet’s proﬁle combines data from
eCommerce, CRM, marketing and order
systems into a single customer
dashboard, so the colleague has
everything they need at a glance.

6.

7.

The sales colleague’s dynamic hub gives
them all the digital tools they need in
one place. Smart personalisation hides
sensitive data or non essential
applications for the current task.

The sales colleague’s device seamlessly
connects to nearby digital signage. They
can use the big screen to show videos,
rich imagery or interactive content.

8.

Janet can pay for both in-store and
online goods in a single transaction,
with mobile Chip and PIN, the existing
ePOS or using her phone.

9.

The store gets an instant indication that
the customer has paid. The platform
ensures proper attribution and
incentives, regardless of the channel.

Tomorrow is only a day away…
If there’s one thing to be learned from everything that has happened in
the world of retail innovation so far, it’s that you can’t aﬀord to stand still.
New technology and ways of using data are being developed all the time,
and a good strategy for keeping on top of them will keep you ahead of
your competitors and your customers. Up and coming innovations
beginning to make their mark include:
AI/intelligent systems/chatbots – they have great potential for doing jobs which
are usually handled by kiosks, or automating mundane tasks that would otherwise
tie up a sales colleague. Examples include helping customers pick up click and
collect orders, oﬀering information about products, checking stock in nearby
stores, guiding people to relevant stores or aisles, or surfacing campaign content

Messaging applications and conversational commerce – as overall application
use declines, platforms like Facebook Messenger, WeChat and other ‘dark’
social networks let you target and reach customers in the digital places they
already are; by providing personalised experiences without requiring them to
download an application or visit a website, it greatly reduces barriers for entry
– especially if your customer only shops with you a few times every year

VR/AR – until these technologies reach consumer adoption at a broad scale,
oﬀering a ‘better than reality’ experience could make your physical store a
destination for unique retail theatre and novel shopping experiences, rather than
just a place to pick up shopping. And, once they do, you’ll be able to bring the
in-store experience into the home, boosting conversion and reducing returns

IoT – from smart white goods in customer homes that can collect product
preference information and re-order products on their own, to intelligent
inventory in the store that can sense when stock is low or when it has been
taken into a changing room, the Internet of Things is opening up a whole new
world of opportunity if you’re ready to take advantage of it

Time to start laying
foundations for the future
Of course, each of these has the potential to
either be the next big thing or the next big
ﬂop – it’s hard to predict what’s coming up
with pinpoint accuracy. One thing you can be
sure about – having the solid fundamentals
of data integration, organisational structure,
and ﬂexible workﬂows are absolutely vital if
you want to react to change quickly, ﬁnd the
developments that actually work and
become a truly innovative retailer.

In the space of a couple of days we
built a chatbot – here’s how it works

If you want to ﬁnd out how to start
building connected retail experiences
today, call us on:
0845 459 3333
enquiries@redant.com
www.redant.com
UK Oﬃce:
+44 845 459 3333

Hong Kong Oﬃce:
+852 3105 0185

China Oﬃce:
+86 21 33688771

