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By Todd Grossman

J. C. Penney, Macy's shutters down for several stores.

In the last decade, Sears has closed 22 percent of its  stores. The knock-on effect? The death of the mall they are
bleeding out. Those that ignored data analytics did not invest in customer intelligence are feeling the squeeze.

Canny retailers saw this oncoming storm and, jumping onboard, brought about a phenomenal growth in
ecommerce.

Retail is  bleeding out
Last year, eMarketer wrote, "Retail ecommerce sales will reach $1.915 trillion in 2016 The digital portion of sales
continues to expand rapidly, with a 23.7 percent growth rate forecast for 2016."

Millennials' buying power will soon surpass that of the generations before them.

Having grown up in a mobile world, millennials expect to be able to run their lives from their phone. Chat to their
friends on social media, buy clothes, tickets and books, search for answers, and make payments. Obviously, online
shopping is a given but, it has to be wow. They want an enhanced experience, relevant recommendations, an easy
and safe payment method, same-day delivery.

Blinkered, traditional retailers suffered a huge blow as purchasing behavior changed.

And, do not think that because your brand does not offer online shopping you are safe 81 percent of shoppers
research online before purchasing. Consumers are checking out product reviews your brand is in competition. I
presume you have an online presence?

Role of social networks for retail
A study from Accenture reveals that two-thirds of Generation Z shoppers are interested in purchasing via social
media directly. Forty-four percent cite social media as a popular source for product inspiration. Thirty-seven percent
have increased their use of social media for purchase decision-making in the last year.

https://www.luxurydaily.com/category/opinion/columns/
https://www.americanmarketer.com/2017/07/18/death-of-the-retail-industry-will-it-can-it-rise-again/
http://www.talkwalker.com
https://pubads.g.doubleclick.net/gampad/jump?iu=/60923973/mid-article-micro-bar&sz=234x60&c=85099116&tile=1
https://www.emarketer.com/Article/Worldwide-Retail-Ecommerce-Sales-Will-Reach-1915-Trillion-This-Year/1014369
https://www.forbes.com/sites/tommcgee/2017/01/23/the-rise-of-the-millennial/
https://www.hubspot.com/marketing-statistics
https://www.accenture.com/us-en/insight-redesigning-retail-next-generation


To survive, the traditional retail industry must tap into this group and learn. Go to where millennials and Generation
Z are talking, and listen. Learn this new language.

Where to start
Retailers must prioritize mobile, personalization, customer service and a great customer service (CX) as their top
digital business initiatives this year. They have to realize a new future. Consumers are busier, we want things faster,
now.

Even us Brits have had enough of queuing - a recent study showing that United Kingdom consumers are no longer
willing to wait in line for more than six minutes. Six minutes time was we would queue for a good three hours
before getting antsy.

Too much?

Let us take a breath for a moment and start listening.

A social listening platform hears what is being said online and on social media. The analytics revealed will identify
customer behavior, opinion, sentiment and all that is being said about your brand good and bad.

Magic words: CX and trends
Retailers who are already making the most out of social excel in two areas: customer experience and trends. Let us
look at some examples of how they are shaping the future of shopping on social.

Do not be afraid to follow trends.

Starbucks sells coffee, just coffee. Not the best in the world, not the worst. Consumers buy into the experience.

Whether it is  designing their own cup, having their name misspelled on their latte and sharing on social media
intentional? Bloody clever if it is  or using the applications developed by the stores which make it easier to pay for
their drink whilst earning points for discounts and freebies, they are buying into the experience.

It is  still just coffee in a cardboard cup but it is  Starbucks coffee in a cardboard cup.
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Name shame at Starbucks

https://twitter.com/helenhunt/status/734837890887213057?lang=en

What Starbucks learned is that if you are not on social media, you are not being social, so do not expect to make any
friends. The brand is passionate about giving consumers what they want and that is not merely coffee.

Jumping on a trend
Visual or otherwise, your brand has to make a noise. A noise that consumers will hear, because it is  something they
are into.

Not jus t a purple unicorn

In a recent blog post, I highlighted Starbucks as a brand that knows how to use social media and wins, hands down.
Using visual storytelling, its  products are Instagrammable. The Unicorn Frappuccino tasted disgusting went viral.

Unicorn Frapppuccino

https://www.instagram.com/p/BTEWcNHjACU/

Take a look online, what are consumers talking about, what are they sharing?

What is  trending?
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What is  trending?

What is  trending?

Improving the customer experience
Understanding buyers' needs is the key to successful sales. A retailer has to focus on what the buyer needs and
wants to make a fast purchasing decision.

Retailers are faced with disruptions along the entire customer journey. Journeys that are no longer linear, but instead
form a complicated Web of interactions and yet customers expect retailers to just be present when the mood is right.

Add customers' banner blindness for ads and a strong aversion to being tracked, any retailer would be frustrated
long before it has even seen a cent.

Savvy retailers streamline, adopt user-friendly systems, help consumers on their purchase journey. Chatbots offering
customer support, an improved payment experience self-checkout kiosks, digital payment technology and fun you
gotta make it fun.

Power of chatbots
Retailers are experimenting with chatbots for customer service enquiries such as "What should I buy?" "What are your
opening hours?" and "What sizes are available?"

According to a study by Google, 97 percent of consumers are using their phones whilst in stores to help with their
purchases.

Prepared to spend big, consumers want as much information as possible before handing over their cash.

Chatbots complementing shop assistants can answer questions about tech specs, pricing and product comparisons.
Why not just look on the brand's Web site? Looking takes time, whilst a few questions will give all the necessary
information.

Big brands are already using chatbots to facilitate online transactions.

In 2016, H&M introduced its bot using Kik messaging application as an extension to its brand that customizes
the consumer's shopping experience. Looking for inspiration, had enough of the darkness of Goth and
considering the retro band T -shirts of hipsters - the H&M bot acts as personal stylist, answering questions and
offering advice.

Taco Bell jumped on the botwagon with TacoBot, using the Slack messaging platform. The bot still in private
beta mode with a "sharp and witty personality," chats, answers questions, and helps with food orders.

In 2015, Domino's pizza introduced "tweet to order." In an effort to grab a larger slice of tech-savvy consumers,
Domino's CEO Patrick Doyle said, "We've got this down to a five-second exchange." Frequent customers
suffering finger fatigue barely have to type, simply tweeting a pizza emoji at the brand.
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Domino's  Easy Order tweet

https://twitter.com/dominos/status/876670734524960768

 

Yep, Domino's gets two bullet points and well deserved. The pizza parlor or should that be tech parlor launched
its Facebook Messenger chatbot at the end of 2016. Keeping it simple, you simply type "PIZZA", and guess what
At the beginning of 2017, the bot called Dom, was updated. No longer necessary to create a Domino's profile,
cheese fans can access the whole menu directly from Messenger, and then track your order. This embracing
of tech has given the firm an estimated $4.7 billion annually in global digital sales.

Enough with the food talk.

Tommy Hilfiger was the first fashion brand to get with the bot trend. It launched its chatbot on Facebook
Messenger to tie in with New York Fashion Week, named TMY.GRL. It provides a personalized and scalable
shopping experience through the new collection using artificial intelligence. The brand uses various bots for
different lines, including Tommy Girl and Tommy Pier.

Tommy Hilfiger: Bot's  up

Burberry's Facebook Messenger chatbot see-now-buy-now is more interactive than most, engaging with
customers and driving sales. The Burberry bot lets users watch a fashion show and talks about the new
collection. Fans are invited to complete a maze, resulting in access being granted to an exclusive Burberry
show space, where they can purchase from the latest line when they become available. Users are also given the
option to talk with a human, if desired. Chavtastic.

https://twitter.com/dominos/status/876670734524960768


Burberry's  got a lock on the bot

Customer experience is a massively big deal that is changing along the entire journey. So much so that I could write
an entire report about how Apple facilitates payments to bring about a cashless future with Apple Wallet. How
Amazon has long been targeting a no-click future Amazon Prime Now, Echo Voice Re-ordering, Amazon's Choice,
Dash Replenishment Service, and Dash Buttons. Oh, and DHL delivers to your doorstep with one of their drones the
same day you did not click, of course.

First steps to improving customer experience

Know your audience
Every consumer is different has different needs, takes a different purchasing route. Retailers can monitor and
analyze this data and build contextualized campaigns that are triggered by customer behavior.

Check out the breakdown of your customer base, then create content that really resonates with them.

Target versus  Prada - cus tomer demographic

Mapping customer journey on social
How can brands make the leap from unstructured conversations on social, to identifying customer behavior - to fully
leverage the customer journey?

Be more like a consumer and less like a brand. Walking through the customer experience and identifying the touch
points where consumers interact with your brand.

A touch point being any time a consumer comes in contact with your brand: before, during or after purchase. Once
you have this data, the journey can be optimized, the customer experience enhanced, and the outcome predicted.



Monitoring the range of products  reveals  consumers ' preferences , gender breakdown and location of discuss ions

Loyalty programs: The power of points
We have so many choices, being able to skip from one brand to another, is  super cool. Retailers though, are
experiencing a tension headache.

Customer loyalty is a hard won battle. Research shows that 79 percent of customers will switch to another brand
within a week of poor customer service.

How can brands strengthen customer loyalty when consumers have more choices every day?

Loyalty clubs or reward programs have proven successful in winning customers, and keeping them. Brands such as
Sephora, McDonald's and Starbucks have already rolled out loyalty programs.

Eighty-six percent of consumers say loyalty is driven by likability and 83 percent of consumers say trust. For
example, in a fair swap for the customer's data, Sephora's Color IQ app provides value to customers by
matching makeup with skin tone and personalizing the customer's shopping experience. The brand is happy,
the customers are happy and wearing the correct moisturizer tone.

H&M says, "Say goodbye to plastic membership cards. It's  all happening in your smartphone!" The brand
launched its loyalty scheme in which shoppers earn points when purchasing in-store and online. Earned points
unlock exclusive offers, promos, rewards and access to events. Users also get a 25 percent discount on their
birthday, and 20 percent discount when you sign up online.

Where does that leave retailers that are just coming to terms with the changing reality of customer relationships?

One important thing to remember: loyalty and great customer service go hand in hand.

Improve customer service
You have to identify each time a consumer mentions your brand, and act fast. Sixty percent of customers on Twitter
expect brands to respond to their queries within one hour.

The same study states that a friendly customer service, could encourage 76% of customers to recommend a brand.
Forty-three percent of consumers interact with brands on social media that means you have to be there, doing social
media stuff. They expect a direct response to a problem or question. With a social listening tool, it is  easy to find
these interactions and become more involved and improve the customer experience.

Using an emotion filter is one sure-fire way to improve customer experience all the way.

Filter for anger or joy, and have your community managers reach out directly to create memorable positive
experiences.

Demons trating the range of emotions  over a set time period

WE WANT THINGS easier, with less commitment.

We expect a personalized experience that understands our preferences and constraints: our budget, our shoe size,
our color choices.

Retailers must listen to consumers and learn what they want to create a truly remarkable customer experience that
saves time, money and stress. A retailer has to be our best mate, find our pain points, listen to our woes, help us.

Recommendations

Customer centric. Ask yourself: are you in the business of helping your customers buy your products, or are you
just going for the hard sell? Consumer connectivity and immersive interaction: retailers have to get to know
consumers so that they are able to deliver a personalized experience. Know who you are talking to, understand
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consumers so that they are able to deliver a personalized experience. Know who you are talking to, understand
how often they shop. Then you will be fully equipped to target with relevant offers, promotions, product alerts
and shop openings to help.

CX focused. What little touches in your store are talking to your customers, demonstrating what you think of
them and making them feel special? Your customer experience has to be remarkable. Create a wow factor that
will put your competitors to shame.

I cannot leave leave without a high-five to U.K. fashion retailer, Topshop. The brand created the ultimate customer
experience when its flagship store in London's Oxford Street launched a virtual reality experience in the form of a
giant waterslide: Retail theater creating an immersive and shareable experience for consumers.

Todd Grossman is  CEO for North America at Talkwalker
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