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Hi. We won’t keep you long. We know you’re short on 
time and you probably get constantly inundated 

with “stuff” of varying degrees of usefulness from tech 
companies and IT providers, but this is something 
different. We promise. 

No sales pitches. No Techy jargon. No stock imagery of 
smiling women clutching numerous shopping bags. 
(How many times have you seen that in one of these 
documents?!) 

This is just a collection of our thoughts on the latest trends 
impacting the world of retail that we reckon could be of 
real use to you, and maybe even spark some ideas of how 
you could do things better.

This amalgamation of all things great and good is 
comprised of 2 different types of content. Pick and choose 
what you want; no-one’s going to check if you don’t read it 
all. We just hope you find it useful. 

We’ve got thought leadership blogs from some of our retail 
industry experts. These are the guys that live and breathe 
retail and who really know their onions. (Pun intended if 
you work for a food retailer). 

These blogs address key areas of concern that are probably 
troubling you right here and right now and also offer up 
some suggestions for solutions. These blogs cover: 

Gaining a more intimate understanding of your 
customers

Making your Customer Experience the very best it 
can be

How you can truly embrace and define a winning 
strategy for the IoT 

We’ve also included Reportage - specific to the retail sector - 
from our “Demanding Digital” primary research project. We 
directly surveyed over 3,000 consumers to understand 
their attitudes towards digital services and what they want 
these digital services to be and do. 

We’ve provided you a view on these consumer attitudes 
for both the traditional bricks and mortar retailer and the 
new breed of online retailer that will hopefully give you 
some new insight.   

Enjoy



So, you’re a retailer who knows what’s going on. You know 
what needs to happen and what your organisation needs 

to do, so you know that you need to keep driving a 
deeper and deeper understanding of your customer’s 

needs, wants, desires and behaviours.  And you also 
know that you need to be able to use that deep 

understanding in a way that demonstrates you 
“get” your customers (without creeping them 

out and getting too personal), whilst adding 
value for them and driving increased 

revenue for your business.

It may be obvious to say but it’s worth 
reiterating when looking at doing this- 

as so many retailers seem to forget 
- that what works for one customer 
probably won’t work for another. 

You need to effectively segment 
and target potential customers with 

really engaging and properly personalised messages 
and promotions that are delivered at the right time 
and in the right place – even if that place exists in the 
real world or is on the phone screen in their hand. But, 
there’s also a need to differentiate between how 
you communicate with and demonstrate you 
understand your existing customers as well, which 
needs to then be tailored for the different types of 
customer you already have.  

Getting
   intimate
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Joaquim Marques, Head of Business Development for Retail, Atos Joaquim.marques@atos.net           @Kimmyzao 
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You need to better 
understand and get more 

intimate with your customers 
(of all varieties) and drive real 

value for them and your business. 
You can do this by using all the data you 
have available to you, but it can be really 

tricky and time consuming to turn 
this mass of data into insight. An 

analytics solution, like Atos 
Codex could be the solution.

The TLDR* 
version

*Too Long Didn’t Read

Messages still need to be personalised and delivered 
at the right time in the right place but offers and 
promotions NEED to differ to focus on retention 
through cross-sell and up-sell and to drive increased 
brand loyalty, advocacy and promotion (through those 
customers network and social channels). 

That sounds like a tough job, but not impossible, right? 
I guess if you had all the data and information you 
needed in neat boxes that were updated in real-time 
and could be manipulated easily it would be. Do you? 
It’s probably doubtful.

The sheer amount of data you have available to you, that 
comes from a variety of places, in various formats and 
of differing usefulness can be overwhelming.  You’ve 
probably got an internal CRM system, online purchase 
info, web traffic stats, physical sales info, marketing 
data that’s been bought in, social interaction reports, 
and complaints handling processes (amongst probably 
myriad other external data sources) all pumping out 
masses of data that need to be pulled together and 
analysed to build that picture of each customer. 

Just imagine how long it’s going to take and how much 
it’s going to cost to do all that?!  It might be best not to 
think about it actually.

So the question you need to ask as a retailer isn’t just 
“how can I get a better understanding of my customers” 
it’s actually more like:

The answer is most likely an analytics platform or solution 
that will help you transform data into actionable insight.

Analytics solutions - like Atos Codex - essentially suck 
any and all data you care about into a single platform and 
using High Performance Computing capability, analyse 
and interrogate it quickly so that patterns and trends can 
be identified and real, actionable, useful insight is turned  
out. Insight that you as a retailer can then use to better 
understand your prospect and existing customers and 
drive that “next level” intimacy with them.

What can I do to efficiently turn all this data 
into information that will help me intimately 
understand my customers? 
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provided to them. This direct feedback gives us insight into how online 
retailers are viewed by consumers, why they’re outperforming other 
sectors and what still needs to improve.

The stand out finding from the research is that of all 10 sectors surveyed, 
which included financial services and central government, consumers 
had the best experience when dealing with online retailers with over 
two thirds (69%) rating their experience as ‘good’ or ‘outstanding’. This 
was even higher than technology companies, where just under half 
(49%) felt this way. This must be taken with a pinch of salt because, by and 
large, most people use online retailers for pleasure, whereas they might 
engage with local councils once a year to renew their parking permit, 
which is a far less enjoyable experience. Regardless, online retailers are 
clearly blazing a trail when it comes to digital experiences.

This positive experience has meant consumers now demand more 
than just the basics from online retailers. Most other verticals saw speed, 
simplicity and stability as top priorities when it came to upgrading digital 
services. But consumers have become used to this, and want even 
more. Over a third (37%) want the option to earn loyalty points and more 

There are few sectors that have been more successful than online retail 
over the past decade. Long gone are the days of actually having to visit a 
store – or even fire up the laptop. It has never been easier for consumers 
to purchase, and this is evident when we look at the market figures where 
one in four pounds was spent online during the November 2016 Black 
Friday sales, according to the British Retail Consortium. Meanwhile, 
figures from Springboard showed a downturn in highstreet footfall by 
7%. Perhaps more interesting is that, driven mainly by an increase in 
shopping on mobile devices, this represented the third consecutive 
month of double-digit online sales growth. 

In such a fast paced industry it is critical that retailers get customer 
service right across all channels, particularly digital. Failure to do so will 
result in market share being snapped up by one of many competitors, 
as consumers switch away from your brand in favour of another. To 
understand what consumers think of the digital services currently 
provided to them by online retailers, we commissioned research across 
3,150 consumers throughout the UK. We wanted to understand their 
experiences, how their digital interactions compared to other industries 
and crucially, what makes them disengage from the digital experience 

How the trail blazers of digital services stay ahead 

Digitally Demanding: 
Online retail in focus
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than one in five (21%) would like a personalised service that remembers 
who they are. This forward thinking is reflected when it comes to what 
consumers think will be available within five years. For example, 57% 
think white goods and appliances will automatically create shopping 
lists for food and other items when they run out.

Consumers’ openness to more advanced digital services also comes 
through in the results. They have experienced successful innovations and 
want more of the same. In fact, 65% would be willing to try a new digital 
service from online retailers, which is higher than any other sector where 
the average is around half (52%).  Successfully dealing with the “last mile” 
challenge through digitally integrated services such as one hour fulfilment 
and click & collect has whetted consumers’ appetites for more of the same 
from online retailers, who can now build on the trust and expectation of 
consumers to experiment and innovate to deliver even more.   

It would be impossible to talk about online retailers however without 
broaching the subject of bricks and mortar retailers. The recent launch 
of the Amazon Go physical store in the US could herald the start of an 
increasing crossover between the online and physical retail worlds. 

Many talk about what “traditional” retail can learn from online but there 
is one area in which traditional retail is streets ahead; customer service. 

Regardless of their success, online retailers are missing key components 
of customer service, such as trust. Currently this is built through 
receiving expert advice, and real emotional engagement, from face to 
face interaction with knowledgeable sales assistants. It differentiates 
online and traditional retailers and builds true brand loyalty. Human 
interaction is hard to replace but Artificial Intelligence, in the form of 
chat bots, is going some way towards providing the sort of personalised 
expert advice consumers seek. Getting this right will undoubtedly give 
online retail yet another advantage over “traditional” retail.

More than a quarter of consumers (26%) said online retailers are leading 
the way when it comes to digital services. Despite this, retailers cannot 
rest on their laurels as consumers have come to expect a certain standard 
and now want more. Consumers are clearly open to new technology that 
will improve their experience. Understanding these consumers, and 
putting first class customer experience at the heart will be the key to 
successfully implementing new digital services.  
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Number two: What customers expect from a great CX 
isn’t necessarily defined by you, your competitors or 
even your market. The best CX a customer has is the 
best CX irrespective of where it’s been delivered. If you’re 
a retailer with a single shop in a provincial high street 
you’re not just competing with the other shops on that 
high street, you’re also competing with the national and 
multi-national retailers, airlines, financial institutions 
and pretty much any other organisation who directly 
engages with a customer.

Scared yet? 

You don’t necessarily have to be. With proper focus on what 
you are doing with CX and proper consultation with your 
customers a good thorough CX can easily be transformed 
into a great one. 

But it’s not quite as simple as that. There are numerous 
other challenges that present themselves when you start 
to consider the CX you deliver. 

The plethora of new technologies that customers have 
access to (AR, VR, wearables, messaging platforms) and the 
multiple ‘bleeding-edge’ options you have for interacting 
with customers (Geofencing, beacons, geolocation, AI, 
neural networks, chat bots) PLUS the speed at which all 
of these technologies are moving and being picked up by 
customers adds up to make things complicated.

Right, two potential bombshells – or things you may just 
not have realised until now that may scare you a bit - about 
Customer Experience (CX). 

Number one: You are delivering a CX, and paying to do so 
whether you want to or not. It’s not optional. Every time 
a customer interacts with your business, that’s CX and if 
you’re not investing in that interaction (either financially 
or otherwise) and making it as unforgetable as it could be, 
you’re setting yourself up to fail in the long run.

Joaquim Marques, Head of Business Development for Retail, Atos

The experience
of a lifetime

Joaquim.marques@atos.net           @Kimmyzao 
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This challenge is then complicated further by the 
expectation from customers - not just of the newer online 
only retailers but also the established bricks-and-mortar 
retailers with a physical presence - of an “Omni-channel” 
experience with everything integrated and running 
seamlessly no matter how they now choose to interact 
with and (hopefully) purchase from you.

So when you’re considering your Customers Experience 
with you the question to ask isn’t just “how do I deliver a 
better CX?” it’s more like:

“How can I make the CX that I’m delivering anyway as 
effective, valuable and seamless as possible so it’s the 
best my customers have ever had?” 

As you might expect there isn’t a single answer that’s going 
to suit everyone. What works for your particular situation 
or the CX challenges faced will be specific to you as an 
organisation and your customers as individuals. But that’s 
not to say that those specific and tailored answers aren’t out 
there. To find out what they are you really need to look at 2 
main components.  

The first component is customer focus so you can find out 
who your customers really are, what they want and how 
they would like to interact with you (and through which 
channels). This level of customer intimacy can be achieved 
through the use of advanced analytics platforms – like Atos 
Codex – that will enable you analyse any and all data in and 
around your organisation to identify trends and patterns 
that can be used to generate real and detailed insight about 
your customers and what it is they actually want.

Once you have this detailed customer view you can then 
focus on the specific User Experiences (UX) that make up 
your entire CX. 

This can be anything from the basics of having a properly 
functioning website all the way through to – for example 
- AR equipped changing rooms for fashion retailers, 
algorithmically generated route maps for customers 
for supermarkets (to direct customers to their regular 
purchases in the quickest time possible) or a digital drive-
thru for fast food retailers (so customers don’t even have to 
talk to someone to order or pay, they can just do it all on a 
hand-held device and pick up when they want).

To ensure this end-to-end CX is as awesome as it can be 
retailers should look to work with tech partners who are 
continually driving innovation and have deep experience 
of retail and its many sub-sectors. 

To find out more about how Atos is helping the likes of 
Carrefour, Casino Group, Nike, Sephora and McDonalds 
(amongst others) drive true CX excellence visit: 
UK.Atos.net/Retail 

You’re delivering a CX (and 
paying to do so) whether you like 

it or not and you’re also competing 
with EVERY other organisation that 

directly engages with customers when 
it comes to CX. But with a plethora of new 

tech available to help perfect CX, how do you 
go about making your CX awesome? Firstly, you 
should focus on understanding your customers 

properly. Secondly you should look at the 
User Experiences that your customers 
most want and what tech is available to 

help you deliver it. Working with an 
experienced and innovative tech 

partner is the best idea.  

The TLDR
 version
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Traditional retailers, or bricks and mortar retailers, have had a tough 
time recently. Since April 2014 high street footfall figures have fallen 
consistently every month except for January 2016. This has resulted in 
stores throughout the UK being left vacant as retailers look to cut costs, 
and become reluctant to take new risks with additional real estate. 

Despite this, it’s not all doom and gloom. There is a unique opportunity 
for retailers to adapt to meet changing customer needs.  Online retail 
is of course the flagship of digital services, but at every turn traditional 
retail can or is using technology to improve customer experience. 
Whether that’s in-store with footfall analytics or through mobile 
point of sale, stores that do not use technology to improve customer 
experience in some way are rapidly becoming a thing of the past. But 
consumer expectations, particularly when it comes to digital services, 
are on the rise.  

To understand what the next steps are for retailers, we asked over three 
thousand UK consumers what they thought of their digital experiences, 
how they compare to other sectors, what they expect now, and critically 
– what makes them walk away. This direct feedback from consumers 
has allowed us to draw some conclusions around how bricks and 
mortar retailers can use their stores and existing digital channels to 
return to winning ways. 

Virtual reality is a hot topic at the moment, and the hype has clearly 
got consumers excited. Over half (51%) expect to see the emergence 
of virtual reality shops that are completely tailored to their shopping 
preferences within five years. Whether you agree with this timescale or 
not, its clear consumers expect big things. Although the basic premise 
of the high street shop hasn’t changed in hundreds of years, what 
have changed are the digital services that can wrap around it. You no 
longer have to queue for your coffee during your morning commute, 
you can simply order it on an app before you arrive. You don’t have to 
wait until you get into a store to browse for an item you want, you can 

Digitally Demanding: 
Retail in focus

reserve it online and collect it at a time that works for you. The crossover 
between the physical and digital world has never been stronger. This 
interconnectivity has been noticed by consumers and 59% agree that 
they feel “more positive generally about organisations that offer well 
designed digital services.” 

Consumers are clear about where they want improvements. Most 
important of all is a simpler, cleaner experience (43%) that makes things 
faster for them (38%). But it doesn’t stop there – 34% want the option to 
earn a discount or loyalty benefits, while a fifth want a personalised 
service that remembers who they are and their preferences.  

Meeting these digital demands is likely to result in increased customer 
retention as 51% believe they would be more likely to become a 
repeat customer of an organisation that offers an innovative digital 
service. As organisations in all different verticals search for the key to 
customer retention, it seems the answer is meeting these seemingly 
simple expectations. 

The key here is making consumer experiences as simple and enjoyable 
as possible. To achieve this, digital services must be developed with the 
user at the heart of them. Each and every possible route to purchase 
must be considered to include online, mobile, in-store or a combination 
of all three. Linking the three can be challenging, and as a result 55% of 
consumers feel that “different digital services don’t always work together 
as well as they should, even when they’re from the same organisation.” 

Despite dwindling footfall figures, billions are still spent each month 
in UK stores, presenting a huge opportunity for retailers. As designer 
Betsey Johnson once said; “Hard times always lead to something 
great.” But to reach those ‘great things’ retailers must continue to place 
consumers at the heart of what they do, introducing digital services that 
build on their current expectations and deliver new compelling in-store 
experiences to meet their ever-increasing demands.  
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How digital services can revitalise the high street

of consumers feel that “different digital 
services don’t always work together as 
well as they should, even when they’re 
from the same organisation”

want a simpler, cleaner 
experience from digital services 
provided by traditional retail

expect to see virtual reality 
shops that are completely 
tailored to their 
shopping preferences 
within five years



12

The internet of things (IoT) is most definitely a thing now. 
It’s no longer a pie in the sky idea, its part of our everyday 
lives. Our fridges talk to our smart phones to tell us the 
milk’s about to go off and our fitbits tell us off when we’ve 
not done enough steps. Sensors are embedded in pretty 
much everything, monitoring and keeping us connected 
to everything at all times so we don’t miss a beat.

As the IoT has become ever more prevalent and integrated 
within people’s lives – and will continue to do so – there’s 
a real opportunity for retailers to embrace it, not just 
as retailers but as part of a cross-sector, cross-industry 
ecosystem to better satisfy consumers and customers 
everywhere. 

Take a car as an example. Nowadays cars aren’t just a 
method of transportation, they’re an always on, hyper-
connected, data-generating, method of transportation 
that’s part of the IoT.

Say you’re cruising along listening to some “sweet tunes” 
(as the kids definitely don’t say anymore) and you hear a 
song you like, so you crank up the volume. Your car knows 
you did that, it knows what song was playing and that info 
could be shared with HMV or a music streaming service 
so they can target you with ads for your favourite artist.

Or say you’re half way through a monster road trip and the 
petrol light pings on. Your location information (thanks to 
your cars inbuilt GPS) can then be released to the highest 
bidder so Mr ESSO or Mr BP can ping you a voucher for a 
free coffee when you fill up at the service station that they 
know is only 10 miles from where  you are.

It can be flipped the other way too. Say you’re working 
for an auto parts retailer and you see a trend developing 
for customers buying more and more replacement brake 
lights for Vauxhall Corsas. If you could share that info with 
Vauxhall, they could offer these customers servicing and 
parts deals that they have to use at your stores meaning 
every party benefits; The customer with a fully working 
car, Vauxhall demonstrating a clear focus on customer 
experience and you with more custom for your parts and 
servicing. That’s a pretty sweet deal for everybody.

Nayan Kotecha – VP for Retail, Atos

Connect for what?
Nayan.kotecha@atos.net           @nayan_kotecha 
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The complication with embracing the IoT however is that 
with everything connected how do you make sure you 
are focussing on the right “things”, connecting the right 
devices, sensors and data sources and building the right 
relationships for mutual benefit?

The question for retailers then shouldn’t be as basic as 
“How can I make use of the IoT?” it should be more along 
the lines of: 

“What should my IoT strategy be so I can drive 
the maximum benefit for my business and my 
customers across my market as well as my 
partner’s customers across other markets?”

Looking at the internal element of this question first you 
need to have a clear understanding of your customer’s 
expectations and desires when it comes to interacting 
with you as a business so that you can then focus on the 
relevant IoT technologies and digital user experiences for 
their benefit and convenience.

When you have that clear and intimate picture of what 
customers actually want – which can be achieved through 
advanced analytics platforms like Atos Codex that act as hub 
for any and all IoT activity – you can then focus on the IoT 
technologies and digital interactions that will sit around this 
to best satisfy customers AND that can also be looped back in 
to the analytics platform driving even deeper understanding 
of your ongoing relationships between customers.

The IoT technologies chosen will obviously differ based 
on your own and your customer’s appetites for digital 
ways of doing things but the possibilities are as limitless as 
your imagination (and far too wide ranging to discuss in a 
single blog post like this).

The key to making your specific blend of IoT tech work 
however is ensuring you’ve got the right team on your side. 
That means aligning yourselves with technology partners 
experienced in IoT solutions and digital transformation 
strategy who will help you drive the maximum benefit 
from any endeavours you make.

With the right technology partner in place and your house 
in order it’s then possible to start collaborating across 
industries and using the structured and continually 
updated data you now have access to, to drive mutual 
benefit through reciprocal ways of working with partner 
organisations. The right tech partner, with the right profile 
and the necessary cross-market expertise can even help 
broker these collaborative relationships for you for the 
benefit of all parties involved.

The opportunity to 
properly embrace the IoT 
doesn’t just begin and end 

with your organisation. There 
are massive opportunities to be 

had across markets and industries that 
can help better satisfy your customers. To 

make the most of the IoT you need to firstly 
understand what will work for you and 

your customers and then work with 
the right tech partner to help you 
do this whilst opening doors for 

cross-market relationships 
on your behalf.

The TLDR
 version
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