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Synopsis 
The store experience is still the

preferred way of shopping for customers.
But as digitally savvy, they have access to

internet anywhere, anytime, they are constantly
connected. And this inevitably changes the way

they shop.

Web-to-store solutions will allow brands and retailers
to build an omnichannel strategy that will combine

the best of two worlds : online and offline.

As a result, there will be an increase in foot  
traffic and shoppers will benefit from 

a seamless shopping experience and an 
enhanced shopping journey.

Smart Traffik



The  
Omnichannel  
Opportunity



Customers 
will go to retailers

Customers 
will shop onlineFoot traffic 

at points of sale decreases 
year over year.  
 
An 11% drop  
in foot traffic has been 
registered in July 2016. 
Brands are looking  
for ways to reinvent  
themselves. 
 
However, 90% of retail  
purchases are still made  
in-store.

 
They do not discover new trends 
in stores as they used to. They 

research trends and products 
upstream, and head to the 
store already knowing 
what they want to find. 
The reason is because 
they are more and more 
omnichannel centric.  
 

It results in less store visits 
and window shopping, but 

in a real intention of buying 
when they get to the stores.

So where is the foot  
trafFIc going?



Customers want to shop 
across channels Products and Services 

can be found anywhere
anytime.

Less foot traffic doesn’t necessarily mean less purchases. 
But retailers need to understand customers’ new expec-
tations and find a way to attract online customers to 
drive them to their point of sale. 
 
The product centricity that went on for many years 
in the retail world need to be replaced by a customer 
centricity, which explains why Web-to-store strategies – 
also called online-to-offline, are the future of retail.

Studies show that more and 
more sales will be fulfilled 
through “Buy Online and pick-up 
in store” solutions. 

Thus, the retailer’s challenge will 
be to be accessible online as well 
as offline, and provide shop-
pers with all the information 
they need through any device 
at any time, and find the best 
way to drive them in-store. The 
challenge will then be to up-sell 
them.

Shoppers should be able to inte-
ract with their retailers before, 
during, and after the sale.



The  
Retail Market  

and  
Today’s Shopper



Source: United States CENSUS Bureau
Monthly Retail Trade and Food Services
NAICS 44X72: Retail Trade and Food Services: U.S. Total
Jan-2015 to Dec-2016.

GROWTH !

Retail
is one of the largest markets 

in the United States of America  
and cross-channel sales  
are forecasted to reach  

$1.8 TRILLION BY 2017  
according to The Forrester,  

which is $600 BILLION MORE  
THAN IN 2012.



In-store shopping 
has a bright future 
ahead!

All it will take is for retailers 
and brands to adapt their 
strategy to new shoppers’ 
behaviors and expectations 
rather than seeing themselves 
as primarily online or offline.

90% OF TOTAL SALES  
occur in brick and mortar in the U.S  

(Census Bureau)and that number 
WENT UP TO 92%  

in the first quarter of 2016.

Build 
   the appropriate 
  strategy!

How does the customer 
    want to interact with  

the brand?



of customers 
do online research 
before making a purchase.

Better
informed!

Eager 
   FOR Change!

of shoppers in the U.S  
still prefer to shop  
at points of sale.

And when they do, 
they spend 6 times 
the amount they would 
have spent online.

X6

Want new 
experiences!

Today’s shopper
will not go to a particular shop 
just because he used to. He is:   

80%

75%



The way today’s  
customer  

shop



Why customers like to Webroom? 
- Immediate availability of the product
- No extra delivery cost
- Possibility to touch, feel, see, try the product

I am able to see, touch 
and try merchandise

To get  the product 
immediatly

I’m more certain about fit/ 
suitability of the product

I’m more comfortable buying 
perishable products in-store

I am able to return 
items easily

Quicker delivery  
than if purchased online

To support 
local retailers

I simply enjoy shopping in the physical store 
because of the atmosphere

To get 
the lowest price

RESEARCH ONLiNE
+

PURCHASE IN STORE=
WEBROOMING 

Source:  
Global PwC 2015 Total Retail

Survey Base: 19,068
https://www.pwc.ie/media-centre/assets/

publications/2015-pwc-ireland-total-retail-february.pdf

https://www.pwc.ie/media-centre/assets/publications/2015-pwc-ireland-total-retail-february.pdf


70%

of shoppers Webroom  
from half of the time  

to all the time

Is the total of Webroomers 
registered in 2015

Showrooming is used with products  
that can fluctuate significantly in price  
and functionality between retailers,  
such as electronics.

RESEARCH in store
+

buy on line=
showROOMING 

91%



Will experience webrooming more than 
other categories of products, and hence 

require web-to-store strategies.

Base range:22,164-22,452 
Source:PwC-Total Retail Survey-2016

Products with a lower purchase
frequency and a higher need to touch 

will be subject 
to online vs. offline battle. 
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*Millenials
Define the generation born 
between early 80s to mid-90s - 
also called digital natives - 
that grew up with technologies 
in their everyday life.

Source
https://www2.deloitte.com/content/dam/
Deloitte/us/Documents/consumer-bu-
siness/us-cb-navigating-the-new-digi-
tal-divide-v2-051315.pdf

           Digital 
     Influence
Projection

Millenials* are becoming  
retailers’ main market. 
Born with advanced  
technologies, they expect 
their shopping experience 
to reflect the daily world 
they live in, surroun-
ded by technology 
and availability of 
information at 
all times.

According to a Deloitte Digital Study 
(Navigating the new digital divide),
- Hispanics
- Latino Americans
- Millenials* (18 to 34 years old) 
use digital more often to shop. 
41% of them spend more due 
to their use of digital !

https://www2.deloitte.com/content/dam/Deloitte/us/Documents/consumer-business/us-cb-navigating-the-new-digital-divide-v2-051315.pdf


3 solutions 
to drive shoppers
 to point of sale

Design your omnichannel consumer experience with the full integrated suite of modules



Controversy regarding 
which channel 
owns the sale

Staff resistance  
to change/Training  

challenges

Keeping up 
with the pace 
of heightened

customer 
expectations

Management 
reluctance/Lack of 

understanding

Difficulty showing 
the return on 
investment

Challenges integrating
with existing or  
legacy systems

Limited resources/
Competing priorities

10.6
%

From a world of product-centricity to a world of customer-centricity, retailers often lack information and awareness about nowadays 
technologies and ways to integrate them to their existing models to meet customers’ expectations.

Source
http://www.retailwire.com/wp-content/uploads/2016/07/rw-iqmetrix-webinar.pdf

24,2
%

6.2
%

14.3
%

16.1
%

19.3
%

9.3
%

http://www.retailwire.com/wp-content/uploads/2016/07/rw-iqmetrix-webinar.pdf


Store Locator
It is the online 

networking optimization 
of a retailer’s physical network. 

Coupled with an increased website SEO, 
it allows prospects and customers to easily 

locate the retailer’s nearest point of sale 
and prevent them from heading to the 

competition. It increases the in-store traffic 
and allows retailers to track their stores’ 

statistics. 

From a better understanding of their clients, 
they can build better digital strategies. 



Click and Pick-up
Implemented to the e-commerce 

website, Click and pick-up solutions 
will allow customers to make their 
purchases online at any time, and 

pick them up at the store.

More than just getting customers to 
the point of sale, it will also allow them 
to better prepare the customer’s visit by 
anticipating cross-selling or up-selling.



Making an Appointment
The appointment making widget 
allows customers to access the 
available time slots for meeting 

with a sales person directly from 
the retailer’s website. 

It will drive the customer to the point of 
sale, but also allow the sales teams to be 
informed about the cutomer and better 

prepare his visit.



Contact us for more information
Marine Berrebi – U.S Account Manager

mberrebi@smart-traffik.io
+1 702-576-6356

Specialist of
omnichannel consumer 

centric solutions dedicated 
to retailers and brands.

mailto:mberrebi%40smart-traffik.io?subject=I%20contact%20Smart%20Traffik%0D
https://www.facebook.com/SmartTraffik/
https://twitter.com/SmartTraffik
https://www.linkedin.com/company/smart-traffik
http://www.blog-to-store.com/

