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The world around us is changing in ways that were previously hard to imagine, 
let alone expect. Retailers can still find it difficult to understand and adapt to all 
these innovations and tools, in order to better meet the demands of the modern 
digital consumer. They need to provide customers with something more than 
just the ability to buy things from their brick-and-mortal stores, because, as the 
e-commerce industry has proven, consumers are able to make purchases from
just about anywhere they wish through connected devices. In today’s digitized
economy, consumers also expect more personalized shopping experiences.
This requires a holistic customer experience (CX) strategy that uses emerging
technologies to curate customized services across a variety of channels.1

Adopting omni-channel strategies is vital for businesses to attract, satisfy and
retain the modern digital consumer throughout the shopping journey. The latest
retail trends are driven by a combination of the evolving technological landscape
and shifting consumer preferences as demographics in many sectors begin to
skew towards a younger market. 2

EXECUTIVE 
SUMMARY 

1. Mohapatra, B., & Vinod Krishman R. (2018). 
Customer Experience for Retail Industry. 

2. Wertz, J. (2018). 5 Trends That Will Redefine 
Retail In 2019. 

http://www.infosys.com/Oracle/white-papers/Documents/customer-experience-retail-industry.pdf
http://www.forbes.com/sites/jiawertz/2018/11/28/5-trends-that-will-redefine-retail-in-2019/#491be2546526
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The continued emergence and 
growing popularity of the such 
technological innovations, as 
well as the development of new 
advancements in mobile technology, 
will continue to push retail brands to 
add layers and new experiences to 
their traditional retail models in order 
to be sustainable. Of course, many 
of the retail ‘experiences’ that have 
become popular in recent months 
cannot operate without the integration 
of other technologies (like fully-
integrated and connected ‘smart’ IoT 
devices) such as beacons and smart 
shelves (RFID technology). 5

Using the latest technology to augment such features as in-store shopping and, 
pickup, the option to try before you buy, providing an online  inventory supporting 
a mobile application, maintaining an easy and fast shopping process, displaying 
in-store product information, facilitating interactions between the customer 
and company, offering a flexible payment method, easy self-checkout and 
personalized experience are some of the many requirements that customers 
might have today and, if satisfied, can lead them to complete their purchase 
decision. Customers also prefer to be able to access product information 
about products in-store and receive recommendations for similar options, 
sharing their own opinions and other people’s reviews across social media and 
keeping themselves engaged during their shopping journey. 3 Technologies that 
are currently proving to be retail game-changers include Virtual Reality (VR), 
Augmented Reality (AR), Machine learning, Artificial intelligence and the Internet 
of Things (IoT). 4

3. Samsung. (2016) eBook: Adapting the 
Retail Environment to Millennial Shoppers. A 
Generation Tied to Technology. 

4. Sharma, S. (2018). Augmented Reality 
Becomes Integral Technology of Fourth Industrial 
Revolution

5. Wertz, J. (2018). 5 Trends That Will Redefine 
Retail In 2019. 

http://www.samsung.com/us/business/short-form/adapting-the-retail-environment-to-millennial-shoppers/
http://www.credencys.com/blog/augmented-reality-becomes-integral-technology-of-fourth-industrial-revolution/
http://www.forbes.com/sites/jiawertz/2018/11/28/5-trends-that-will-redefine-retail-in-2019/#45c2edd06526
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of retailers are either planning to or have already implemented AI to 
improve multichannel customer engagement as a core part of their 
marketing mix.

The market for Augmented Reality and Virtual Reality software in the 
retail sector is projected to be worth USD 1.6 billion by 2025.

Worldwide spending on AR/VR solutions will be led by the commercial 
sectors, which will see a combined share of overall spending grow 
from 64.5% in 2019 to more than 80% by 2022.

of 400 retail executives surveyed by PSFK are planning to spend part 
of their marketing budgets on in-store experiences by 2020.

By 2020, Artificial Intelligence will dominate in the management of 
customer interactions in retail, holding 85%.

of consumers prefer to spend more time in an augmented reality 
store contrary to traditional stores.

of shoppers purchased items they had not planned to purchase 
because of AR.

of shoppers say AR makes 
shopping more fun. 

While AR increases the interest of and time spent in stores by 
customers, 45% of shoppers also said it saves them time.

of AR users admitted that they prefer using it due to added deals and 
special promotions.  

82% of marketing leaders say improving customer experience is the 
leading factor in their decision to adopt AI.

90% of people use their smartphones in stores while they shop - 
54% of them perform price comparisons while instore, 48% search 
for additional product information and 42% check reviews online.

KEY 
FINDINGS

2025

2020

2022
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of customers who try clothes on in a fitting room will go on to buy at 
least some of them.

More than 1 in 2 consumers admit they have left a clothing store 
without buying anything because of the long queues for the fitting 
rooms.

of consumers believe stores will need to update their in-store digital 
experience within the next three years to remain competitive.

of enterprises believe investing in AI will lead to greater competitive 
advantages.

of major business executives, according to Statista, believe that 
AI will open up new businesses opportunities while also providing 
competitors with new ways to gain access to their markets. 

According to the same source, 63% of the business executives 
polled believe the pressure to reduce costs will require the use of AI.

Beacon Technology Market size was estimated to be USD 170 
million in 2016 and is expected to grow at a CAGR (Compound 
Annual Growth Rate) of over 80% between 2017 and 2024, taking 
into consideration the rising penetration of the Internet of Things (IoT).
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the reasons why companies will benefit 
from the integration between the two 
systems by delivering exceptional 
customer service and transforming 
the shopping journey into a unique 
experience. At the end of the section, 
further information will be provided 
regarding forecasts for the adoption of 
new technological innovations, future 
business investments and shopping 
trends.

The report is made up of five (5) sections each focusing on different aspects of 
digital transformation in the retail industry and the impact it can have upon the 
in-store customer’s experience. 

The first section, ‘Market Structure’, introduces the concept of Ambient 
Retail. The study begins with a consideration of the distinctions between 
e-commerce and traditional commerce, defining the relationship between these
two spheres of activity in closer detail, as well as identifying the main differences
between them. Subsequently, the report describes another type of commerce
that has emerged, that of ambient commerce.
By focusing on the broader idea of New Retail and the importance of its
implications for retailers, the report analyzes the terms of the traditional in-store
customer journey compared to the digital one, while elaborating upon the retail
life cycle and the further digitization of the value chain. An important part of
the first section is the market snapshot. This is presented through the prism
of the current shopping cycle and technological trends and highlights some
facts regarding consumer behavior and businesses status. The next part of this
section, ‘The Need for Integration of Digital and Traditional Commerce’, indicates

STRUCTURE 
& STUDY 
REPORT
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Section 2 focuses on the technological landscape. Having previously 
assimilated all the relevant information about the importance of the digital 
transformation in retail and the integration of new technologies across the industry 
for the improvement of customer experience, this section further analyzes the 
technological innovations themselves. Artificial Intelligence, Augmented and 
Virtual Reality, the Internet of Things, Beacon Technology, RFID and Smart 
Shelves, Face Recognition, QR Codes, Robots Assistant, Digital Smart Mirrors 
and Interactive Fitting Rooms are paving the way for the future development of 
retail technology, and their impact upon the sector is examined in more detail. 
Lastly, this section presents key elements of the retail business and operation 
model in relation to the most prominent effects of emerging technology on 
customer experience (CEX) in the retail industry.
Section 3 includes further information related to the emerging businesses 
that use the discussed technological innovations. Food retailers, fashion 
retailers, cosmetics retailers, food service retailers, furniture retailers and others 
make up the framework of businesses that have already positively benefited 
from the application of innovative technologies. More details about the positive 
impact of these technologies on each of these retailers is given in this sector.

Section 4 considers the potential impact and disruption of emerging 
technologies in the retail industry. This information covers such aspects as 
drivers of change, benefits, barriers, challenges and opportunities of the most 
popular technologies, whereas the importance of M-commerce strategy is also 
expanded upon in this section.

Conclusion & Best Practices concludes the report by providing a glimpse at 
future developments and suggestions in relation to the findings. The purpose of 
the overall report is to help develop a wider picture of emerging technological 
innovations, proposing recommendations for future developments and the best 
business practices in relation to their industrial application.
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They also need a clear strategy 
to address these challenges and 
priorities. Information regarding 
competition, future projections and 
the current situation is very useful 
for decision makers, as this enables 
them to understand the landscape 
and the dynamics of their field. 

Understand technological market 
trends. 
The wider sphere of off-trade activity is 
based on the evolution of technology, 
and so technical innovations play a 
major role in the sustainability and the 
profitability of a business. Trends like 
Artificial Intelligence (AI), Augmented 

The role of the study is to provide useful insights regarding the retail industry and 
how accepted practices within the sector are expected to change through the 
use of digital media. An Industry Snapshot will provide an overview of developing 
trends, business growth, opportunities and threats. The industry structure, 
technological landscape, most successful emerging vendors and total impact 
of digital media applications within traditional stores are all addressed through 
the research study. This analysis is targeted towards anybody interested in 
further extending their business within the retail sector. The report in its entirety 
provides a comprehensive overview of the current global situation in relation to 
the retail sector and so is able to provide a concise and up-to-date analysis that 
will facilitate informed and effective decision-making. The scope of the research 
study is to:

Provide an industry overview. 
In order to succeed within the rapidly-evolving working environment, businesses 
need to have a clear understanding of the position they want to take - whether 
they want to shape the sector, follow market leaders quickly, foster conditions 
for future changes or adapt to the changing sector. 

OBJECTIVES 
& SCOPE OF 
STUDY
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Like food retailers, they utilize QR code technology to help customers receive 
more information about products instore. 
VR apps are also very popular among retailers as they provide customers with 
a unique and interactive experience in and out of store. Smart digital activities 
disruptors have been applied across various industries such as furniture, food 
service, automotive, music and so on.

Reality (AR) and Virtual Reality (VR), Beacon technology, RFID technology and QR 
codes, Smart Mirrors and Interactive Fitting Rooms, Face Recognition, Internet 
of Things (IoT) and Robots Assistance, M-Commerce and Social Commerce 
should be adopted by companies in order to provide a more personalized and 
customer-oriented instore experience and keep existing customers satisfied. 
Customer satisfaction affects customer retention, and both these factors affect 
overall business profitability and sustainability.

Understand how disruptors are being successfully applied through 
new technologies in business. Food retailers apply RFID technology through 
smart selves, instore robot assistance utilizing all the benefits of AI and providing 
exceptional shopping experience, food packaging QR Code scanning for 
providing customers with more information related to products and scan and 
shop image recognition software through which customers are no longer 
required to wait in long queues to complete a transaction, as well as other 
developments. Cosmetics and Fashion retailers, on the other hand, apply face 
recognition and VR technology to provide customers with a more personalized 
and faster way of shopping through digital mirrors and interactive fitting rooms. 
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Our report study provides a distinctive qualitative and quantitative review of the 
retail sector. A qualitative evaluation, based upon a literature review, reinforces 
the quantitative analysis as a means of exploring and illustrating the current 
scenario and the traditional commerce growth prospects.

For this research study, confidential and proprietary sources, professional 
networks, annual reports, investor relationship presentations and expert 
interviews have been used to compete a valid information report and produce 
useful knowledge for our clients.

Additional information has been obtained from articles written by leading retail 
mentors and business analysts among other established authors with applied 
experience in the global retail sector, among other researchers and business 
influencers. Various books, industry reports and other studies and papers 
provided the rest of the information included in this report. Statista, eMarketer 
and other valid organizations provided us with all the data and numbers we 
needed in order to analyze this sector and provide our clients with useful 
industry insights. 

NOTE ON 
RESEARCH 
PROCESS & 
METHOD
OLOGY
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1.1 E-COMMERCE VS. TRADITIONAL COMMERCE 

E-Commerce, also known as electronic commerce or internet commerce,
refers to the buying and selling of goods or services using the internet, and the
transfer of money and data to execute these transactions. E-Commerce is often
used to refer to the sale of physical products online, but it can also describe any
kind of commercial transaction that is facilitated through the internet. 6 Traditional
Commerce is the process of directly facilitating the exchange of goods and
services for money in person. 7

Table 1 | Difference between E -Commerce Vs Traditional 
Commerce. Table created by author. EDUCBA (2019). 

MARKET STRUCTURE 
& FORECASTS

6. RSM (2020). Digital transformation in the 
consumer products industry. 

7. What is traditional commerce? (2020, April). 
Reference.com. 

https://www.educba.com/e-commerce-vs-traditional-commerce/
http://rsmus.com/what-we-do/industries/consumer-products/featured-topics/digital-transformation-consumer-products.html
http://www.reference.com/world-view/traditional-commerce-1799feed9389d105
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They are now as major part of our lives, and are in growing numbers in our homes, 
vehicles, and shops, shopping malls, entertainment venues, and public spaces. 
They are equipped with sensors which are able to see us, hear us, and evaluate 
important environmental factors. These sensors feed them real-world, real-time 
data 24 hours a day, 7 days a week, allowing analytical engines and machine 
learning algorithms in the public clouds of most companies to gain insights into 
people’s intentions, priorities, desires, needs, behaviors and lifestyles. In this 
way programs are able to learn and therefore predict what humans want and 
what they need, what they do and are willing to do. 10 According to GlobalData, 
ambient commerce targets mainly younger consumers, explaining why IoT 
technology is being further integrated with traditional retail stores. 11

1.2 EXPERIENTIAL RETAIL OR AMBIENT 
COMMERCE DEFINITION

In the golden age of e-commerce, the product must be able to come to the 
consumer, anytime, anywhere. 8 The initial form of commercial exchanges 
between the buyer and the seller took the form of traditional commerce, which 
was then disrupted by e-commerce. In more recent years, ambient commerce 
has been challenging e-commerce by merging traditional retail with digital 
technology. Experiential Retail or ambient commerce is one applied retail use 
for the Internet of Things (IoT) that offers consumers the promise of a new way 
to shop. 9

Such a process involves much more than simply utilizing smartphone apps and 
the Internet. For instance, computers are not only further developing sensory 
organs (augmented devices and programs that allow them to sense and interact 
with the environment around them), but can be seen as representing sensory 
organs themselves.

8. Alibaba Group. (2017). Inside Alibaba: How 
New Retail Is Changing Everything [Video file]. 

9. Kantaria, P. (2019, February). What is ambient 
commerce and why does it matter for business? 
Verdict Media. 

10. Retail Insight. (2018). Ambient commerce: 
what is it and why does it matter?

11. Paul, F. (2018, November). 6 ways IoT is 
transforming retail. NetworkWorld from IDG 
Communications. 

http://www.youtube.com/watch?v=H9p5jaiOxD8
http://www.verdict.co.uk/what-is-ambient-commerce-in-business/
http://www.retail-insight-network.com/comment/ambient-commerce-matter/
http://www.networkworld.com/article/3324484/6-ways-iot-is-transforming-retail.html
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Omni-Channeling: Stores offer free WIFI and QR code services via mobile 
phone. Visitors’ profile preferences are instantly recognized by the mobile app 
in the same way as they are online, and their exact location is pinpointed, 
sending them the most relevant information possible. Based on preferences, 
previous purchases and the visitor’s current location, other products are also 
suggested to the user by the mobile app. Customers can use product QR 
codes in order to receive further information about a specific product or receive 
special promotions (e-vouchers, e-coupons, etc.) offered by the retailer through 
the app. Another option that retailers provide to their customers is the ability to 
collect goods purchased online in-store or, for example, try clothes on in-store 
then order them online through the app and have the purchase delivered at 
home. One of the latest technological evolutions is engineered showrooming: 
just scan the product code offline (while in the store) and then purchase it 
online or, through reverse showrooming, browse for products online and be 
directed to the closest store that has the item you seek. Other services include 
browsing social media product recommendations online before purchasing 
products offline, mobile payment or even facilitating purchases through facial 
recognition.14

1.3 EXPERIENTIAL RETAIL COMMERCE 
CHARACTERISTICS & VALUE CHAIN

Data-Integration | Collecting the data of all users enhances general decision-
making and effectiveness. A wealth of combined data and a computer network 
that collects even more information delivers important benefits within the 
ecosystem.

Social-Media | Businesses can harness social media to target suggested 
products to followers. For instance, China has over 640 million Internet users 
and more than 90% of them use various platforms of social media. Like 
western customers, they attach great significance to the brand suggestions 
through these platforms. All businesses should strive towards a more effective 
employment of social media possibilities. 

Digitization | Using new technology to upgrade or digitize the offline retail world 
both personalizes the shopping experience and offers consumers the sort of 
omnichannel shopping experience they desire. 14. LeapFrog Business Consulting. (n.d.). Alibaba’s transformative new retail: 10 things you need to 

know. Leapfrog Business Consulting. 

http://leapfrogbusinessconsulting.com/?page_id=5333/
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According to Gartner, by 2020 Artificial Intelligence will dominate in the 
management of customer interactions in retail, holding 85% of customer 
interactions. For example, self-service checkouts are now widely used by many 
shoppers in most grocery stores and supermarkets and this is result of taking 
advantage of this technology. 52

The AI Market is segmented by the following technologies:

i. Machine learning

ii. Natural language processing

iii. Image processing

iv. Speech recognition 53

2.1 ARTIFICIAL INTELLIGENCE (AI) AND ITS 
APPLICATIONS IN RETAIL 

“Artificial intelligence (AI) is the simulation of human 
intelligence processes by machines, especially 
computer systems. These processes include 
learning (the acquisition of information and rules 
for using the information), reasoning (using rules to 
reach approximate or definite conclusions) and self-
correction”.51

TECHNOLOGY LANDSCAPE

51. Rouse, M., (2018). Artificial Intelligence 
definition. TechTarget: 

52. VISUA. (2020, July). 6 Reasons Why Retailers 
Need A.I. for Automated Retail Intelligence.

53. Patil, A., (2018, July). Artificial Intelligence Market by Technology (Machine Learning, Natural Language 
Processing, Image Processing, Speech Recognition), and Industry Vertical (Media & Advertising, BFSI, IT 
& Telecom, Retail, Healthcare, Automotive & Transportation, and Others) - Global Opportunity Analysis
and Industry Forecast, 2018-2025. Allied Market Research. 

http://searchenterpriseai.techtarget.com/definition/AI-Artificial-Intelligence
http://blog.logograb.com/6-reasons-why-retailers-need-a-i-for-automated-retail-intelligence/
http://www.alliedmarketresearch.com/artificial-intelligence-market
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Among the benefits of AI is that it helps retailers analyze customer data and 
influence a brand’s interaction with consumers. By analyzing data, retailers are 
able to predict the number of visits and the demand for their products. This 
results in more efficient inventory management and therefore minimizing the 
possibility of being out-of-stock. As per a report published by Tractica, the retail 
industry is the third-largest end market for the application of AI technology. 55

Global revenues from AI for enterprise applications is projected on Statista`s 
figure to grow from USD 1.62 billion in 2018 to USD 31.2 billion in 2025 attaining 
a 52.59% CAGR in the forecast period.

Business executives liaise with the statics according AI 

84% of enterprises believe investing in AI will lead to greater 
competitive advantages
75% believe that AI will open up new businesses opportunities while 
also providing competitors new ways to gain access to their markets
63% believe the pressure to reduce costs will require the use of AI. 56

Machine learning can assist in effectively integrating all the product tracking 
data available to distributors while offering clients a personalized shopping 
experience. Cognitive customer assistant tools also need natural language input 
and output responses, directions and guidelines. They can also create multiple 
decision trees based on a variety of sub-groups. Several variables, such as the 
amount of the discount, the type of product, price elasticity and competition 
from other retailers and promotions, must also be taken into account. But this 
isn’t the only factor at play, other factors like shelf placement and marketing 
techniques, that are difficult to input into traditional price optimization software 
or spreadsheets, also need to be accounted for. The use of real-time data 
also enables the implementation of a truly agile pricing framework, while the 
automation afforded by AI ensures errorless data collection. Dynamic pricing 
is the therefore the way forward for digital platforms that expect to deal with 
significant volume. 54

54. Chandran, P., (2018, July). Disruption in Retail: 
AI, Machine Learning & Big Data. Medium.

55. Instor India. (n.d.). Role of AI and IoT in the 
Retail Industry: Retail News. 

56. Columbus, L. (2018, January). 10 Charts 
That Will Change Your Perspective on Artificial 
Intelligence's Growth. 

http://towardsdatascience.com/disruption-in-retail-ai-machine-learning-big-data-7e9687f69b8f
http://www.instorindia.com/role-of-ai-and-iot-in-the-retail-industry/
http://www.forbes.com/sites/louiscolumbus/2018/01/12/10-charts-that-will-change-your-perspective-on-artificial-intelligences-growth/#df9abe47583a
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However, just under half (48%) of these retailers were currently using machine 
learning. Furthermore, while around half of the retailers surveyed were using 
AI to anticipate demands and drive sales, around 46% used it to understand 
customer behavior better and offer customized services. 57

Figure 18 | Revenues from AI for enterprise applications market worldwide, from 
2016 to 2025 (in million U.S. dollars). Statista. Columbus, L. (2018, January). 10 Charts 
That Will Change Your Perspective on Artificial Intelligence's Growth. Forbes.

Figure 19 | Business organizations’ reasons for adopting AI worldwide, as of 2017. 
Statista. Columbus, L. (2018, January). 10 Charts That Will Change Your Perspective 
on Artificial Intelligence's Growth. Forbes. 

Retail Week, a specialist retail publication, and the retail tech firm “Qubit” 
collaborated on a 2017 survey of UK retailers that revealed that 82% of those 
surveyed believed that AI, in the form of machine learning, will have an impact 
on the industry. 

57. Instor India. (n.d.). Role of AI and IoT in the 
Retail Industry: Retail News.

http://www.forbes.com/sites/louiscolumbus/2018/01/12/10-charts-that-will-change-your-perspective-on-artificial-intelligences-growth/#df9abe47583a
http://www.forbes.com/sites/louiscolumbus/2018/01/12/10-charts-that-will-change-your-perspective-on-artificial-intelligences-growth/#df9abe47583a
http://www.instorindia.com/role-of-ai-and-iot-in-the-retail-industry/
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streets around you to direct you to a desired location. 59 The overlay is rendered 
simultaneously over the real-world input obtained from a camera or other 
recording device such as smart glasses. This superimposition of virtual imagery 
over objects in the real world produces an illusion that can effectively immerse 
people within a virtual world. 60

2.2 AUGMENTED REALITY (AR) TECHNOLOGY

Augmented reality is the mix of interactive digital elements, such as dazzling 
visual overlays, buzzy haptic feedback, or other sensory projections, into our 
real-world environments. 58 AR adds digital content onto a live camera feed, 
making that digital content look like it is part of the physical world. In practice, 
these augmentations could range between anything from digital masks that 
track your facial expressions to overlaying digital coordinates onto the physical 

58. Bonsor, K., Chandler, N., (n.d.). How 
Augmented Reality Works. HowStuffWorks.

59. Luca (2018). What is augmented reality (AR) 
and how does it work? Blippar

60. Anurag. (2017, November). Know the Augmented Reality 
Technology: How does AR Work? New Generation Applications.

http://computer.howstuffworks.com/augmented-reality.htm
http://www.blippar.com/blog/2018/08/21/what-is-augmented-reality-and-how-does-augmented-reality-work
http://www.newgenapps.com/blog/augmented-reality-technology-how-ar-works
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3.1 AUTOMATED GROCERY SHOPS

Amazon Go
Amazon, one of the biggest e-commerce catalysts, has moved into the brick-and-mortal space with the help of QR 
codes. Amazon Go uses a combination of technologies, predominantly computer vision, sensors and machine learning 
(AI), to keep track of what customers are buying. For instance, pressure sensors record and track every movement within 
the store, from products that move away from the shelf to consumer movements within the retail outlet. The data is 
analyzed and then transmitted to servers which use machine learning to determine which items customers have placed 
in their shopping bags. These stores require significant investment in high-tech equipment, making imminent roll-out on 
a commercial scale unlikely. 120

Mobile App, QR Codes, RFID readers and Facial Recognition
Amazon Go is a new retail concept whereby customers can walk into a supermarket and, by scanning a QR code as 
they enter the store, simply pick up the groceries they need and walk out without going through a check-out register. It 
has been dubbed the tech 'Just Walk Out’ process. Unlike traditional shops, there are no human cashiers or checkout 
stations. Instead of waiting in line for the customer to pay, Amazon has developed a new technologically-enabled system 
through which customers are directly charged based on the products they hold upon leaving the store. One basic 
requirement of this system is having a pre-existing account on the Amazon Go app. 121

EMERGING 
VENDOR 
PROFILES

120. Alibaba Group. (2017, November). Inside Alibaba: How New 
Retail Is Changing Everything [Video file]. 

121. Burgess, M., (2018, June). The technology behind 
Amazon's surveillance-heavy Go store. Wired.

http://www.youtube.com/watch?v=H9p5jaiOxD8
http://www.wired.co.uk/article/amazon-go-seattle-uk-store-how-does-work
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Figure 24 | Amazon’s new check-out 
process where shoppers scan their phone 
screen, displaying the Amazon Go app 
a turnstile. Amazon Go: A revolution in 
retail? (2018, July). Cada Design. 

http://www.cada.co.uk/amazon-go-a-revolution-in-retail/
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In this way, facial recognition and user 
information can be further applied 
which may also include images of 
individual users, personal details such 
as height and weight, user biometrics, 
a username and password and even 
purchase history.122

How it works
To be able to access an Amazon Go 
store, one must first download the app 
and create an account. Customers 
enter the shop by scanning the 
device on special machines. Once 
they select their desired products, 
they simply leave the store with the 
products in hand, scanning the 
device again on the way out. 

It'll be interesting to see whether 
Amazon can successfully prevent 
shoplifting and fraud. According to the 
patent Amazon application, when a 
person exits the Amazon Go store, the 
store's system triggers a receipt that 
is automatically sent to the shopper 
indicating the items sold and the 
purchase price. Amazon will connect 
the items bought to the shopper who 
purchase them by triggering in-store 
cameras to record each step of the 
shopping process – from the moment 
the customer walks into the store, to 
the point they pick up a product and 
finally when they leave the store with 
the products they have gathered in-
hand. 

Figure 25 | An Amazon Go store. CNET. Forrest, C. (2018, July). Is 
Amazon Go's cashier-less shopping the future of retail? CBS Interactive. 

122. Tillman, M. (2020, February). What is 
Amazon Go, where is it, and how does it work? 
Pocket-lint.

http://www.zdnet.com/article/is-amazon-gos-cashier-less-shopping-the-future-of-retail/
http://www.pocket-lint.com/phones/news/amazon/139650-what-is-amazon-go-where-is-it-and-how-does-it-work
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Immediately after exiting the store, Amazon is programmed to send an itemized 
receipt through the app so the customer can check if they have been charged 
for the correct items. An interesting fact is that the system charges the grabber 
– you grab the item, you buy it. So, if you hand something over to your friend to
buy, you will be the one paying for it. Amazon Go is also suitable for families and
groups. For example, one user scans each member in the group through his or
her app, they are free to roam the store and shop, with the system charging the
original user’s account for what each person in the group ends up getting. 123

This technology can detect when products are taken or returned to the shelves
and keeps track of them in your virtual cart.

The Amazon Go app has a navigation bar at the bottom with tabs for four 
screens: "Key", "Receipts", "About", and "More". The Key screen seems 
to bring up the QR code that need to be scanned at the store's turnstiles to 
let you in, while the Receipts screen shows what you bought after you've left.
All the shelves have sensors to detect any errors, so customers won’t be 
charged for more than for the items they have taken. 

123. Cheng, A. (2019, January). Why Amazon 
Go may soon change the way we shop. Forbes. 

http://www.forbes.com/sites/andriacheng/2019/01/13/why-amazon-go-may-soon-change-the-way-we-want-to-shop/#360d4e006709
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• Impact and possibilities in fields such as data-driven marketing and
optimization, workforce empowerment and innovative technologies.

A need from shoppers to have a personalized experience, which is increasingly 
difficult to achieve without digital augmentation as it largely depends on the 
specific product context and can range from the need to combine speed in 
shopping with a digital shopping experience anywhere and from any device. 201

4.1 DRIVERS OF CHANGE

• Changing and more demanding expectations from the digital or omni-
channel shopper who wants to shop at the same time across different channels
and stop separating them as they had done before.
• The need to blend digital and physical experiences with in-store
experiences as a vital element of the shopping experience and the demand for
the reduction of borders between digital and physical that currently exist in the
mind of the consumer, enabled by the Internet of Things (IoT) and the immersive
experiences of Virtual and Augmented reality.
• Challenges to the level and quality of the supply chain which is extremely 
important and still in most companies far enough from digitized. Speed, time
and a transparent view are key.
• Competition from digital and overall customer experience champions
and increasing cost pressure. Fortunately, thanks to the new digital solutions
and innovative technologies, there are a lot of ways to reduce costs, including
through digitization and the supply chain.

Figure 78 | In-Store Purchase Drivers. (250)

201. Retail: Transformation in the retail industry. 
(n.d.). i-SCOOP. 

http://www.i-scoop.eu/digital-transformation/retail-industry-digital-mobile-shopping-transformation/


Market Structure 
& ForecastsSummary Technological 

Landscape

Emerging Vendors of 
Using Technological 

Innovations 

Potential Impact 
and Disruption in 

Retail

Conclusion & 
Best Practices

Digital Transformation: The future in 
Retail & Customer ExperiencePAGE | 166TABLE OF CONTENTS

Figure 61 | In-store purchase drivers 
Liffreing, L., (2017, December). The 

state of experiential retail in 5 charts. 
Retail Revolution. 

Personalized capabilities in-store
Walker Sands, a public relations and digital marketing agency, surveyed 
1,622 consumers across the US in March 2017 for its ‘2017 Future of 
Retail’ study in order to find out what type of in-store experiences lead to 
purchases. When customers were asked what would drive them to visit 
physical stores more often, they indicated the opportunity to personalize 
services and unique experiences such as having the exclusive offers as 
the top reasons (64%), before food and beverage offerings (30%), live 
product demonstrations (18%), special events and entertainment (17%) and 
family and kids’ activities instore activities (16%). Smart dressing rooms, VR 
experiences and better mobile experience also appeared on the bottom of 
the list. 202

202. Liffreing, L., (2017, December). The state of 
experiential retail in 5 charts. Retail Revolution. 

http://digiday.com/marketing/state-experiential-retail-5-charts/
http://digiday.com/marketing/state-experiential-retail-5-charts/
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experience, they are willing to pay up to a 16% higher price, not to mention 
their loyalty to the brand increases. That same PwC report states that 54% 
of US consumers say customer experience at most companies is poor and 
insufficient. Nearly 90% said that a positive digital shopping experience is as 
important as the price of the product or the service, and 65% claim that a 
positive interaction with the brand can be more influential than great advertising. 
Some more useful statistics regarding with the ideal customer experience 
display are featured below:

The importance of Exceptional Customer Service
The customer experience can refer to any touchpoint along the journey and 
includes much of the focus of traditional retail to implement the best ROI. It 
involves everything from branding to the design of the store to the transaction 
process. The pioneers of this customer-centric approach continue to expand 
their efforts for even better customer experience as they have already seen the 
benefits of this model. According to PwC, about 80% of American consumers 
point to speed, convenience, knowledgeable help, and friendly service as the 
most important elements of a positive customer experience. For that improved 

of customers are already more likely 
to shop at stores that have a loyalty 
program with personalized rewards. 

believe stores will need to update their 
in-store digital experience within the 
next three years to remain competitive. 
(According to the 2019 Riverbed Retail 
Digital Trends Survey this percentage 
was 47% last year)

85% 79%
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The Reality of Retail Report found that 72% of shoppers feel being able to 
move effortlessly from one channel to the next is very important. This means 
that businesses should leverage their online presence through their brick-and-
mortar strategy. The most efficient way for this to be achieved is through in-store 
digital displays.

79% 46%
Customers are more prone to 
shopping at stores that have 
self-help tools, like kiosks 

of shoppers polled responded that they 
would like to watch on digital screens 
that contain product information and 
recommendations. 203

203. Riverbed Technology. (n.d.). Riverbed retail digital trends survey 2019 reveals 
positive digital shopping experience just as important as great prices. Riverbed 
Technology. 

http://www.riverbed.com/gb/press-releases/riverbed-retail-digital-trends-survey-2019-reveals-positive-digital-shopping-experience-just-as-important-as-great-prices.html
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