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Linking in the store

EVEN FOR THE most advanced multichannel retailers, 

most sales still take place in the store. But the store is 

often the fi nal piece to be added to the multichannel 
jigsaw. Traders that can place their shoppers’ in-store 

behaviour within the single view of the product and of 
the customer get a greater understanding that enables 
a more consistent and seamless shopping experience. 

Extending the commerce hub into the store, along 
with CRM (customer relationship management) and 

inventory management systems, is the fi rst step.
Leading Top500 retailers build on this by enabling 

in-store services that make the shopping experience 

easier, faster and more convenient. Upmarket fashion 

retailer Burberry has, for example, enabled in-store 
stock checking for sales associates so that customers 

can order from any point in its network for convenient 

delivery or collection. More recently, it added mobile 
checkout to its customer app, meaning that shoppers 

no longer have to queue, while the retailer can 

collect the data from these transactions to deepen its 

knowledge of each customer. 

Health and wellbeing retailer Holland & Barrett 
has enabled in-store ordering across its 700-strong 
store estate, making up to three times as much stock 

available to customers, depending on the size of their 
local store. 

There are other ways that information from unifi ed 
commerce and content systems can be used in the 
store, whether that’s through reviews, digital shelf-edge 

information and pricing, or through larger screens 

that channel social and other web content. Thomson, 
for example, streams information from social media 

onto screens in its digital stores, while B&Q is using 
its website as a single content management system to 
supply content and information across channels as 

diverse as its contact centre and its store. Speaking 

ahead of InternetRetailing Conference 2016, Mike 

Durbridge, omnichannel director at B&Q, said it was 
important for the customer experience to be consistent 
between the website and the store. But it was also 
important “to have one back-end system rather than lots 
of repositories of customer data, and of product content 

and other attributes. We have one source of data that 
feeds everything, from our shelf-edge labels in the store 
to the till descriptions we use in the retail checkout, to 

the printed output that goes into leafl ets and press ads.” 

Future developments

As well as powering online research and sales, 

centrally-held inventory information can be used to 

The store remains the centre of the retail 

operation but it’s often the last place to be 

connected to the multichannel network. 

Chloe Rigby considers how merchants can 

use the store to understand customers
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power store-based click and collect services. General 
merchandise retailer Argos has a hub-and-spoke 
approach to logistics that enables collection and 
delivery of around 20,000 products as quickly as same 

day. This underpins a digital store format that is live at 

locations including underground stations and branches 
of Sainsbury’s, the retail chain’s new owner. 

In the future, expect to see order-and-collect 

focused digital store strategies become more widely 
used. Sainsbury’s itself plans to double the number 
of in-branch digital Argos stores by Christmas. It 
also aims to have its own digital collection points 

in 200 supermarkets by the end of the year, where 
shoppers can pick up their Argos, eBay and Tu 

clothing orders along with DPD parcels. It’s a move 

that both extends shopper choice and makes buying 
from a physical store more convenient – boosting, it 
is hoped, shopper loyalty.

Digitally enhanced smaller format stores have also 

been used very successfully by retailers who sell larger 
items and it looks likely such uses will expand over 

time. Carpetright, for example, has rationalised its 

network of stores, opening new format stores where 

shoppers can take forward their online research by 
seeing, touching and feeling carpets for themselves. 

More recently, Sofa Brands International, the 

company behind brands such as Parker Knoll, has 
launched The Lounge Co with showrooms where 

customers can see 15 sofa models, using digital 

technology to confi gure their own individual choices 
from a potential 18,500 models on off er. 

The use of mobile also looks set to expand as the 
number of retailers off ering in-store functionality, such 
as barcode scanners or stock checking, in their mobile 
apps continues to expand.

That may feed into a wider use of beacons, currently 
used by shopping centres including the Swan Centre 
in Eastleigh, Hampshire, to connect individual 

retailers within the centre to its visitors. Using the 

data that these give, retailers can gain an insight 

into how customers walk around the centre, sending 

them messages when they are heading in the store’s 

direction. Some traders are already thinking ahead to 

in-store analytics, such as fl oors that measure pressure, 
in the hope that they will off er further understanding of 
how customers behave inside stores, helping retailers 
decide how to organise their wares and services.

In summary

The store is still where most retail sales take place. 

Customers best understand and relate to the shop 
when it is a clear part of the retail brand but can also 
off er some kind of value that websites can’t deliver, 
such as the ability to touch and feel products or to 
pick up orders quickly. 
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Ten issues to consider

1 
THINK OMNICHANNEL: By extending the commerce hub 

to the store, retailers learn more about the customer and 

have fresh insights into stock levels and location.

2
UNDERSTAND CUSTOMER BEHAVIOUR: How 

shoppers use stores now may well inform how they 

would use them in the future. How can digital make their 

current journey easier and more convenient?

3 
SECURE PAYMENTS: Mobile payments in the store can 

help take the faff  out of transactions. But it’s important to 
stay safe, so any solution should meet existing PCI standards.

4 
THINK STRATEGY: Is the store a showroom, where 

shoppers can touch, feel and see, or perhaps a 

stockroom, for click and collect in minutes? Diff erent digital 
solutions are available for each.

5 
TEST, TEST, TEST: Small-scale trials establish what 

works before the most successful elements are 

rolled out more widely. Holland & Barrett piloted in-store 

online ordering in 22 stores before introducing it across 

its 700-plus store network.

6 
MEASURE RESULTS: Are new solutions continuing 

to boost sales, or is further tweaking required? KPI-

based evidence can help retailers judge progress.

7 
CULTURAL ISSUES: B&Q’s omnichannel director Mike 
Durbridge says that rewarding staff  for online sales 

remains important to ensure their buy-in to new technology 

solutions. Staff  can also advise, in the light of their 
experience, on what solutions would help them sell more. 

8 
BUILT TO LAST: Expensive hardware should be 

protected if it is to stay the course, otherwise knocks, 

slips and spills in-store could prove very costly.

9 
REMEMBER THE BASICS: Good, free wifi  
underpins in-store digital solutions but don’t forget 

to plan in a well-designed electricity supply that enables 

devices to be charged.

10
LOYALTY ACROSS CHANNELS: Loyalty cards that 

work in-store and online have proved to be a useful 

way of following the customer’s journey. 
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AWA DIGITAL

2a St Martins Lane

York YO1 6LN

Telephone: +44 (0) 20 7887 2695

Email: info@awa-digital.com

www.awa-digital.com

Conversion Rate Optimisation (CRO) is no longer the latest buzzword but 

an integral part of the digital marketing strategy for successful ecommerce 

websites. Since the discipline was invented over a decade ago, CRO 

has helped the world’s websites generate billions in extra revenue. With 

offi ces in three continents, we are one of the world leaders in multilingual 

optimisation and personalisation for giant multinationals, and we also get 

great results for smaller, single-country websites. Our expert optimisers use 

a proven fi ve-step conversion methodology, covering in-depth research and 

analysis, prioritisation and split testing, which leads to year-on-year revenue 

improvements for our clients. Contact us for case studies.

Supplies to:

Mothercare 
Interfl ora 
Mountain Warehouse 
Thompson & Morgan
TK Maxx 
Dune London 
Dunelm 
Joules 

Partners:

Visual Website 
Optimizer (VWO)
Qubit
Optimizely

ADYEN

Heddon House

149/151 Regent Street – 4th Floor

London W1B 4JD

Telephone: +44 (0) 203 814 8200

Email: uk@adyen.com

www.adyen.com 

Adyen is the only provider of a modern end-to-end infrastructure that 

connects directly to Visa, MasterCard and 250 other payment methods 

anywhere in the world, and across online, mobile and in-store. Adyen’s 

data-driven suite of automated tools, RevenueAccelerate, converts wrongly 

refused card transactions into approvals, working in the background to drive 

authorisation rates and accelerate your revenue. Adyen offers plugins for key 

ecommerce platforms such as Magento, Hybris and Demandware, as well as 

full integrations with POS and mPOS providers. Adyen serves more than 4,500 

businesses globally with a single solution to accept payments worldwide. 

AMPERSAND

Blackfriars House

Parsonage 

Manchester M2 3JA

Telephone: +44 (0) 161 236 5504

Email: marketing@amp.co

www.amp.co

Ampersand helps established high street retailers to architect lasting 

multichannel retail systems and build ecommerce websites that drive 

sales. Our main differentiator from the competition is that the creation of 

seamless shopping experiences lies at the core of every project. Retailers 

trust us because we understand the pain points they face when navigating 

the complexities of a multichannel transition. Our experienced team of 

technologists, creative thinkers and ex-retailers will help you build future-

proofed multichannel retail systems that smash the competition through 

big-picture strategy, scalable technology and 24/7 support.

Supplies to:

Inditex 
Mango
Hunkemöller
Spar
Karen Millen
MS Mode
Superdry
Crocs

Supplies to:

Interfl ora
Demon Tweeks
Benson for Beds
Harveys
Poundland

Partners:

Magento
Demandware
Hybris
Cegid
Omnico
Zuora

Partners:

Magento
Akeneo
Fredhopper

Because buying should be easy

CERTONA

8b Ledbury Mews North

London W11 2AF

Telephone: +44 (0) 845 121 5155 

Email: info@certona.co.uk

www.certona.com

Delivering personalised customer experiences for the world’s top brands, 

Certona is the omnichannel personalisation leader. Trusted by more than 500 

top ecommerce websites in more than 70 countries, Certona’s personalisation 

platform increases engagement and conversions. The company’s Personalised 

Experience Management platform, powered by the Certona Predictive Cloud, 

increases engagement and conversions by leveraging one-to-one behavioural 

profi ling, Big Data insights, and real-time predictive analytics to present 

individualised content, promotional offers and product recommendations 

across all customer touchpoints.

Supplies to:

Uniqlo
Farfetch
JM Bruneau
GameStop
Puma
Tumi
Country Attire
B&Q

Partners:

Tryzens
Tealium
Hybris
IBM
Bronto
POQ
Salesforce 
Commerce Cloud
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CRITEO

10 Bloomsbury Way

London WC1A 2SH

Telephone: +44 (0) 203 389 0000

Email: UKSales@criteo.com

www.criteo.com

Criteo delivers personalised performance marketing at an extensive scale. 

Unlike the vast majority of the market, it employs a transparent cost-per-

click model and measures value purely on post-click sales. This demanding 

model is supported by ongoing, automated learning built around consumer 

behaviour whether customers are browsing on mobile, apps or online. 

Criteo’s digital advertising solutions intelligently convert new customers and 

re-engage existing ones with the discovery of welcomed products. Its unique 

combination of technology, data, science and insight with a transparent cost-

per-click model delivers easy-to-measure ROI and empowers data-driven, 

people-centric marketing that helps advertisers generate more sales.

C4COMMERCE

Capital Tower

91 Waterloo Road

London SE1 8RT

Email: hello@c4commerce.com

http://c4commerce.com/

C4Commerce is a UK headquartered provider of staffing solutions for 

ecommerce companies. Founded by ecommerce professionals to provide 

staffing solutions and professional services that support ecommerce software 

vendors, systems integrators and retail businesses delivering omnichannel 

platform integration and implementation services. As partners to the leading 

commerce technology software companies in the world, we provide our 

clients with an unrivalled workforce planning capability that enables our 

customers to manage resources and deploy talent quickly at the right price 

point to successfully deliver projects.

CLOUD.IQ

Falkirk Street 

London N1 6HQ

Telephone: +44 (0) 845 498 9426

Email: uk@cloud-iq.com

www.cloud-iq.com

cloud.IQ is an automated conversion rate optimisation platform, used by 

ecommerce brands to grow online revenue by an average 12%. Powered by 

real-time data and analytics, our customer conversion technology is proven to 

optimise the entire purchase journey, to convert and recover more sales.

As PayPal’s official conversion partner, you can increase revenue even further 

by re-marketing to PayPal customers that abandon their purchase.

Supplies to:

La Redoute
Dress-For-Less
Clarks
JD Williams
eBay
Lakeland
Cotswold Outdoor

Supplies to:

Supplies to:

Boots
Bose
Fragrance Direct
Lyle & Scott
Pets at Home
Puma
Space.NK
Samsung

Partners:

Partners:

IBM
SAP hybris

Partners:

Digital Labs
McCann Connected
Navigate Digital
Rakuten
Regital 
Tealium
Tryzens
Webgains

HOLM

One Forbury Square

The Forbury

Reading RG1 3EB

Telephone: +44 (0) 1189 070 414

Email: personal@myholm.com

www.myHOLM.com

Software for fashion retailers wanting to give their customers on the shop floor a 

unique buying experience. The technology enables Shop Assistants to become 

Personal Fashion Stylists. Customers are advised on what best suits them: 

colour, their shape, their lifestyle and complementing garments. Allowing the 

customer to leave the store with a high level of emotional confidence, knowing 

they will look great in what they have purchased. Their loyalty secured on their 

first visit.

Retailers look good. (Online too, via our virtual in-store customer experience.)

Supplies to:

Please contact us for 
further information

Partners:

Please contact us for 
further information

  HOLM
Feel at home with what you wear
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INRIVER LTD

Marina Building (Aspen Entrance) 

Harleyford

Marlow SL7 2SR 

Telephone: +44 (0) 752 591 2620

Email: Roland.breadner@inriver.com

www.inriver.com

inRiver is the market leader for simplifying Product Information Management 

(PIM). By putting the power in the hands of the user, we enable multichannel 

commerce professionals to visually manage their product information. inRiver 

is fast to implement and easy to use, radically facilitating the creation, 

maintenance and distribution of product information to multiple sales 

channels in multiple languages. More than 220 customers with 750 brands 

around the world rely on inRiver’s PIM platform for efficiently controlling the 

product flow for their globally recognised brands.

Supplies to:

DeLongi
Intersport 
Lindex 
Bauhaus 
Hunkemöller 
Mio 
Ellos 
MandM Direct 

Partners:

EPiServer 
DemandWare 
Sitecore 
Magento 
Lionbridge 
Microsoft 
Adobe 
Istone 

MOBIFY

Davidson House

Forbury Square

Reading RG1 3EU

Telephone: +44 (0) 118 900 0715

Email: emea@mobify.com

www.mobify.com

Mobify believes that relationships are the new brand and that today, those 

relationships are built on mobile. The Mobify™ Platform is used by global 

retailers and Fortune 500 brands to drive hundreds of millions of dollars  

in revenue every year. Ranked by leading industry analysts as a leader in 

mobile commerce and engagement, Mobify keeps retailers ahead of the  

curve by meeting customer expectations for exceptional web, app and  

mobile experiences.

Supplies to:

L’Oréal
Lancome 
WHSmith 
Matalan 
BT
Bosch 
Superdry 
Crocs

Partners:

Salmon Commerce 
DOGI.
SH Mobile
Astound Commerce

PENTAGON

11 The Green 

Richmond TW9 1PX

Telephone: +44 (0) 208 940 5392

Email: hello@wearepentagon.com

www.wearepentagon.com

Pentagon is a market-leading service and technology provider that helps 

retailers accelerate their online growth through international marketplaces. 

With offices in Europe and Asia, we support more than 30 marketplaces 

worldwide in countries such as Brazil, Russia, India and China, and are 

continually expanding our global reach. Our team of more than 200 

ecommerce experts has extensive experience in optimising and automating 

data, integrating to new channels as well as launching and managing online 

stores. Whether you need a robust technical integration to one marketplace or 

fully managed online stores across multiple international platforms, we can 

tailor our solution to meet your needs.

Supplies to:

Next
Dyson
Ann Summers
Halfords
Maplin
Lloyds Pharmacy
Euro Car Parts
Sports Direct

Partners:

Amazon
eBay
MercadoLibre
Privalia
Cdiscount
Lazada
Flipkart
Ozon

PFS

25 Christopher Street

London EC2A 2BS

Telephone: +44 (0) 203 475 4000

Email: infoeurope@PFSweb.com

www.pfsweb.com

As a leading global provider of comprehensive ecommerce solutions, 

PFSweb enables brands and specialty retailers to achieve their commerce 

goals. PFSweb crafts customised solutions that combine consulting, 

agency, technology and operations to deliver unique and branded customer 

experiences, creating ‘commerce without compromise’. From creative digital 

marketing strategies and web development to order fulfilment with high-

touch customer care, PFSweb’s custom omnichannel commerce solutions are 

trusted by brands and retailers throughout the world.

Supplies to:

Please contact us for 

further information

Partners:

Hybris Software

IBM

Magento

Demandware

Oracle Commerce
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SALESFORCE COMMERCE CLOUD

240 Blackfriars Road

London SE1 8NW

Telephone: +44 (0) 203 481 1076

Email: info@demandware.co.uk 

www.demandware.com

Salesforce Commerce Cloud powers commerce operations across all 

points of sale, including web, social, mobile, in-store and more. The leading 

enterprise cloud commerce solution, it allows the world’s top retail brands to 

continuously innovate in the complex, consumer-driven world. Now, as part 

of the world’s #1 CRM platform, Commerce Cloud is uniquely positioned to 

empower companies to deliver a consistent brand experience throughout 

the customer lifecycle. By leveraging Salesforce’s leading sales, service, 

marketing, communities, analytics, IoT and platform solutions, brands and 

retailers can ensure every engagement, no matter the channel or device, is 

completely unifi ed.

Supplies to:

ADIDAS (UK) Ltd 
Bally 
Belstaff  
Charles Tyrwhitt 
Figleaves 
Jack Wills 
Hotel Chocolat Ltd 
Jimmy Choo

Partners:

Adyen 
Amplience 
Borderlinx 
Global-e 
Intelligent Reach 
Lingo24 
Livewords 
Peerius 

QUBIT

35 King Street

London WC2E 8JG

Telephone: +44 (0) 203 551 3990

Email: info@qubit.com

www.qubit.com

Qubit is the pioneer in delivering data-fi rst customer experiences. Our digital 

experience hub integrates analytics, data and experience management with 

the Visitor Cloud, a customer data platform that connects data across all your 

brand touchpoints through an elastic customer record. Our infrastructure 

lets your engineering team extend the custom experiences they are already 

building, then deliver them at scale using multiple data sources. Qubit is 

trusted to deliver real impact to the bottom line for the biggest brands in 

ecommerce, including Topshop, Uniqlo, John Lewis and Net-a-Porter. To date, 

we have received over $76m in funding from Goldman Sachs, Accel, Sapphire 

Ventures, Balderton Capital and Salesforce Ventures.

Supplies to:

John Lewis
Mothercare
Halfords
Offi  ce
Topshop
Dorothy Perkins
Holland & Barrett
Maplin

Partners:

Bronto
Conversion.com
Demandware
Insert.io
PFSWeb
Looker
ResponseTap
Salmon

TEN10

The Hop Exchange

24 Southwark Street

London SE1 1TY

Telephone: +44 (0) 203 697 1444

Email: contact@ten10.com

www.ten10.com

Ten10 is the UK’s leading software testing consultancy. Through a rigorous 

and creative approach to software testing – delivered through a combination 

of best-in-class technology and talented, passionate experts – we give our 

clients the confi dence to embrace innovation and business transformation. 

Our areas of expertise include test strategy, functional, performance, mobile 

and automated testing in both traditional waterfall and agile environments. 

Clients benefi t from our fl exible and scalable options for delivery, ranging from 

one-off test consultancy projects, through to on or offsite managed services. 

Supplies to:

Ann Summers
Blacks Outdoors
British Car Auctions 
Debenhams
Dyson
Habitat
RS Components 
Screwfi x

Partners:

Neotys
Ranorex
Smartbear
Atlassian 
Soasta

SHOPWARE AG

Ebbinghoff  10 
48624 Schöppingen 

Germany

Telephone: +49 2555 92885 0

Email: info@shopware.com

www.shopware.com

Shopware is a manufacturer of open source ecommerce software and 

is the market leader in Germany. Founded in 2000, it has more than 100 

employees and focuses on the development and support of its core product, 

Shopware 5 – online shop software for businesses of all sizes. With over 

54,000 customers, 2,000 plugins and 1,200 partners, Shopware’s features 

and modular basis allow businesses to grow. The company is 100% owner-

operated and equity fi nanced, thus guaranteeing the highest degree of 

fl exibility. Shopware 5 offers new technology for storytelling in online shops 

and comes with a customisable and fully responsive template.

Supplies to:

PerfectHome

Partners:

CB Squared
One Creations 
Pushon
Fitted Commerce 
Pitaron
Holbi
Infi nite Codeworks 
S0Y


