
M A K E OFFLINE C L I C K 
The right mix of design and technology can ensure high engagement levels at the store, resulting 
in higher sales 

• By Ashok Ghose 

D igital transformation has led to the pro
liferation of multiple channels that have 
helped retailers move to consumer-centric 
and solution-oriented models. In the last 
six years, ecommerce in India has grown 

phenomenally. Goldman Sachs estimates the ecom
merce market in India to cross the $100 billion-mark 
by 2020. Yet, there exists a large group among mil 
lennial shoppers who prefer shopping offline. Accord
ing to The 2015 Time Trade State of Retail study in the 
US, over 85 percent of consumers still prefer in-store 
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shopping. Consumers today prefer phygital experi
ences that bring together the best of digital and physi
cal retail. This puts the onus on businesses for deliv
ering superior customer experiences. Yet, Congnizant 
found that less than 12 per cent retailers are able to 
offer omni-channel experiences. 

SHIFT TO PHYGITAL 
Why is this crucial? Today, 95 per cent purchase deci
sions are based on a combination of online, mobile and 
in-store interactions between a consumer and a brand. 



TECHNOLOGY 

Keeping this in mind, brands from across categories of 
products and services are donning a new avatar, which 
is modest and not pushy. This avatar is not just about 
competitive pricing but about creating a long-term de
votion towards brands with the help of the right phy-
gital experience. It brings together RFID tags, digital 
associates, social buzz, virtual dressing rooms and af
ter-hours pick up, among numerous possibilities. 

THE OFFLINE ADVANTAGE 
A survey by PwC indicated 66 per cent still value the 
offline experience at a physical store due to the ability 
to see, touch and try the merchandise; immediate avail
ability of the product; and being more certain about 
fit or suitability. Even in categories where consumers 
predominantly buy online, a significant percentage of 
consumers still research online and buy in-store. 

Understanding the significance of a larger than life 
retail experience, many ecommerce players have in
vested in state-of-the-art experience centres. I f they 
like something, the sales executive helps order from 
the company's website. But it is even more important 
to differentiate this experience from a run-of-the-mill 
experience in a departmental store. How? 

GETTING PHYGITAL 
The right mix of design and technology can ensure 
high engagement levels at the store, resulting in higher 
sales. With online-to-offline business models mush
rooming around the world, today customer insight 
technology can blend software and hardware to cre
ate in-house data for retail brands, helping understand 
their customers better. App check-ins across airports, 
restaurants and clubs give clear ideas to retailers on 
profiles of customers and their preferences. This data 
can be used to tweak offerings and in some cases in-
store displays of products and promotion material. 

Then there is Augmented Reality (AR), which can 

enhance the retail experience by blurring lines be
tween what's real and what's computer-generated. 
With the help of augmented reality, leading players in 
different categories of products and services have cre
ated unforgettable customer experiences. For exam
ple, toy maker Lego recently launched a new series of 
kiosks. When a shopper would hold up a Lego product 
in front of the kiosk, the screen wi l l display the com
pleted model as i f it were in her/his hands. 

Pokémon Go, a location-based, augmented reality, 
multiplayer online mobile game that also supports its 
own custom wearable tech has gained immense popu
larity around the world. You look for the critters, catch 
them, train them and battle with them. It uses the real 
world to inform one's game experience. The game uses 
a phone's GPS sensors to track location of the player, 
and makes use of a stylized Google map as the pri
mary game board. Your character moves in the game 
as you walk around in real life, and events and objects 
- known as PokéStops - are associated with specific 
locations in the physical world. So far, top brands like 
Amazon, Mall of America and Whataburger, among 
others have built user engagement with Pokémon Go. 

In recent times, retailers have leveraged AR tools to 
grow their businesses in the B2B space as well. Players 
like L'Oréal and Coca-Cola have invested in creating ap
plications to simulate life-size products in-store. Sales 
representatives of Coca-Cola Germany are now able to 
access full catalogue of coolers offline on their tablets. 
Later they can simulate 3D cooler configurations on-
site for their customers. This way AR can expedite the 
sales process and increase the conversion rate. 

Going forward, with more global players entering 
India, there wil l be a need to deploy cutting-edge tech
nology in-store to keep customers engaged. Both online 
and offline players must go back to the drawing board 
and re-strategize on how to make the most of one-on-
one interactions with the consumers at the store. C £ 
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