
Digital 
Strategies 
to Drive 
Customer 
Engagement 

User fr iendly technology is key to broadcasting 
your brand as widely as possible. 

BY CHRIS LOVE 

— he t e r m "digital signage" doesn't do the 

future o f d ig i ta l re ta i l experiences jus­

tice. New technologies are cont inuing to 

revolutionize the active retail experience, 

w h i c h w i l l evolve into an interactive, con­

tent- and solution-based plat form. 

A t the same time, technological advances are chal­

lenging tradit ional notions of store design. Some w i l l 

help stores combine customer contact points (store­

front, sales area, f i t t ing area and cashwrap) into engag­

ing, seamless retail experiences. A n d yet, many of these 

technologies present myriad challenges to the retailer 

i n that they're far more sophisticated and complex than 

off-the-shelf gadgets installed by a general contractor. 

There must be an intelligent, integrated system i n 

place that can be retrofi t ted or upgraded easily so new 

technologies can funct ion over the long term. It's then 

crucial to t rack ROI by de termin ing whether these 

technologies lead to long-term customer engagement. 

SOCIAL STUDIES 
Social commerce w i l l have a major effect on future 

store designs where the process of a sale can be more 

i m p o r t a n t than the convenience factor, for the cus­

tomer. That means embracing online media is para­

m o u n t for a hassle-free engagement. But first we need 

to change the behavior of the digital experience. 

Obtaining the ideal balance of technology and per­

sonal digital experience w i l l involve the next genera­

t i o n of conversion-integrating devices for the senses, 

i n c o r p o r a t i n g m o b i l i t y w h i l e o f fe r ing t ransparent 

b r a n d i d e n t i f i c a t i o n . T r e n d - t r a c k i n g social media 

platforms, such as Pinterest, hold great insight into 

a consumer's psyche; whether online or i n the tradi­

t ional brick-and-mortar store, shoppers need a place 

to connect. 

A retailer 's in-store social/smartphone system 

should augment and assist the design. Each time some­

one goes into the store, there must be an exchange of 

data: shoppers share their preferences of goods and 

services, and the retailer authenticates their behavior 

by driving a positive brand message - giving the store's 

visitors more reasons to stay connected. By anticipating 

shopping behaviors and habits, and responding to them 

proactively, and w i t h understanding, retailers can easily 

foster customer loyalty. 

Digitally broadcasting your brand as widely as possi­

ble w i l l ensure its relevance and extend its longevity. In 

short: User-friendly technology is key. Its convenience 
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w i l l make shoppers' in-store experiences amazing, and 

w i l l remind them that your branded environment, not 

your competitors', is the best place to shop. 

IF YOU BUILD IT, THEY WILL COME 
W h a t ' s the best w a y to u p d a t e the t r a d i t i o n a l 

approach to at tract consumers? A big par t is in te ­

grating mobile technologies into the sales experience. 

Here are 10 options to consider: 

1 Pop-up alerts on a smartphone can lure custom­

ers in to a store while u t i l i z ing analytics to maxi ­

mize upselling on the fly. 

f Sensory systems tha t deploy scents or sights 

can trigger content pairing, and these can set the 

stage for a perfect balance of l ights, music and 

scents to inspire a sale. 

3Q R codes can replace promot ional shelf talkers 

as incentives by which a consumer can socially 

drive their own allowable discount via "Likes." 

M Digital closet and/or shopping cart apps display 

a product's color, size and availability, all whi le 

p o t e n t i a l l y of fer ing incentives, s t o r i n g a con­

sidered buy, or enabling "showrooming" for a future 

purchase. 

E m a i l c o m m u n i c a t i o n can easily a l l o w f o l ­

low-up to the in-store experience, like providing 

considerations for an incomplete purchase, or 

reminding shoppers of an upcoming sale. For example, 

the app WTSO (Wine Ti l Sold Out) provides a sense of 

urgency by identifying either a specific or l imited n u m ­

ber of products available at a deep-discount, u n t i l they 

sell out. 

• A u t o m a t e d v e n d i n g m a c h i n e s f e a t u r i n g a 

r i h i g h l y c u r a t e d assor tment m a y c o m p l e m e n t 

U a retailer's apparel offerings, for example, and 

create exc i tement . These machines can r e c o r d a 

consumer's review of available i tems, or an actual 

purchase. Another interactive opt ion is to offer a fit­

t i n g r o o m experience via intell igent mirrors , a l lowing 

customers to "socially" decide on a purchase whi le 

c o n n e c t i n g w i t h the b r a n d on an endless aisle o f 

products and services. 

Payment options like PayPal or Apple Pay may 

be a consideration for ease of sales transactions. 

B Social m e d i a posts about in-store transactions 

can encourage customers to rate or r a n k p u r ­

chases. I n the case of a chain store, the customer 

publ ica l ly becomes par t of the sales t r e n d for tha t 

branch and, i n turn , across the chain. A Pandora-type 

buying effect might follow, by way of shoppers being 

informed digitally that "customers w h o viewed/pur­

chased this i t e m also viewed/purchased the fol lowing 

items." 

W e a r a b l e devices go wel l beyond the smart-

phone as a means of c o m m u n i c a t i o n between 

shoppers and a retailer. I f your brand is involved 

w i t h a hea l th- t rack ing service tha t m o n i t o r s heart 

rate and caloric expenditure, for example, a hiker 

could use that service to purchase an i tem i n one of 

your stores. Maybe they could then receive a retailer-

offered incentive i f s/he met or exceeded a predeter­

mined w o r k o u t goal. 

T h e simplest option is having free W i F i for 

customers, even i f its use is unrelated to your 

brand. People like convenience, and the ready 

availability of W i F i could encourage them to frequent 

your shop, even though that wasn't their intent ion. 

Of course, interact ion w i t h a real sales associate 

is s t i l l a v i ta l component of any retail environment. 

However, all of these interaction strategies - i f imple­

mented properly - can enhance and establish custom­

ers' relationships w i t h a brand long-term. The future 

of in-store experiences is i n the hands of retailers, 

w h o must find innovative ways to adapt their busi ­

ness practices to accommodate the technological and 

societal changes i n their customers' lives. I f embraced, 

digital platforms can help brands retain and attract 

people by offering an excit ing, relevant and conve­

nient shopping experience, k 
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