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INTRODUCTION
The retail industry is changing fast, and no retailer is immune 
to the trends and innovations impacting the sector. The pace 
of change also means that retailers face critical questions  
around the viability of their traditional growth strategie 
– leading them to re-think plans and explore new routes 
to growth that include focussing on the use of technology  
and new channels in order to get closer to the customer to 
raise satisfaction levels and gain competitive advantage. 

This paper discusses the changing expectations of the 
consumer, and the experience that retailers need to create in 
order to succeed in today’s extremely competitive marketplace.

BACKGROUND 
One hundred years ago, retailers only  
had bricks and mortar stores to manage. 
Today the landscape is much more 
complex. The Internet, social media and 
faster delivery times have transformed the 
shopping experience. Immediacy is the 
expectation and a seamless interaction 
whether online or in-store. As a result, 
customers buy what they need, when 
they need it. They want to know whether 
a product is available regardless of its 
location and they want choices in how they 
receive it – in-store, at home or at another 
collect point.

To fulfil this demand the onus is on the 
retailer to ensure visibility of stock across 
channels for staff and customers and to 
have the logistics in place to deliver  
on this demand. 

ONE STORE
THE CUSTOMER-CENTRIC PATH 
TO MULTI-CHANNEL SUCCESS

Retailers agree that a  
single view of inventory  
is good for business:

87% to drive  
competitive advantage.

71% supports  
customer satisfaction*.



CUSTOMERS SEE ONE STORE
This new landscape is challenging, for all retailers. The convenient way  
to manage each channel is in isolation – but this has a detrimental impact 
on the customer experience.

Customers want to switch from device, to physical stores and back to device 
again seamlessly. Inconsistencies between online and physical experiences 
disappoint, creating barriers in the path to purchase, and damaging trust  
in the brand.

This forms the rationale for taking an ‘Omni-channel’ approach, also known 
as ‘Unified Retail Commerce’. However, both of these terms are written from a 
top down perspective of retail channels. The customer should be at the centre 
of it all, and Zebra Technologies view this approach as ‘One Store’, because 
customers don’t see channels – they see One Store.

Retailers can build better customer relationships by bridging the gaps between 
channels and working to identify the breakpoints along the path  
to purchase. Having the right systems in place to enable supply chain visibility, 
will not only simplify internal operations, it can ensure customers are able to 
complete their purchase in a way that suits them.

In simple terms, a customer doesn’t start their buying journey thinking about 
which channel they will interact with, it’s a fluid process which can involve 
online, social, mobile and in-store experiences.  The customer expectation is 
that the message, brand, value and price is consistent throughout. It should 
also allow them to try, buy and return in a way that’s truly convenient.

BRAND EXPERIENCE
has more components than ever before, success lies in maintaining consistency  
between physical and online customer experiences.

LOYALTY
schemes are easier than ever to create, but it’s harder than ever to make them work 
– personalisation is the key to success.

STORE MOBILITY
is about empowering staff with mobile devices to make operations more efficient  
through improved stock visibility and communication.

CLICK & COLLECT
At Zebra Technologies, we have developed the One Store approach into 5 actionable sub-themes,  
enabling any type of retailer to achieve a customer centric, One Store operation.

DELIVERY
has changed dramatically. To meet same-day expectations retailers need to make  
use of all the stock and every location they have available to them. 

BIG DATA
connects it all, but it is the insight, not the information that is valuable to retailers,  
and that takes hard work.
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4 out of 5  
customers use  
smartphones while they 
shop, and 80% would like 
a more mobile optimised 
shopping experience.*

When a customer’s 
expectations aren’t met, 
the experience damages 
their trust in the brand.

One study found that

91% of unhappy  
customers wouldn’t  
come back.*



TECHNOLOGY IN ONE STORE
74% of retailers believe that developing a more engaging customer experience is 
business critical.*** What’s important here is the role of technology in retail today, 
a major part of which is unlocking efficiency in the business. That’s made up of 
two main areas, communication and information. Technology facilitates better 
communication between channels, stores and staff – and it has the power to make 
information available to staff and customers in the moments that matter. 

Shoppers are building online research into nearly every purchase – often via 
mobile. Retailers are often concerned about helping shoppers find their way to 
this information. But this just creates a barrier to purchase. 84% or retailers are 
currently offering secure access.* This is opening up new levels of customer 
experience and unlocking a deeper understand of the customers shopping habits 
– helping cement a long standing relationship.

Complete visibility over stock is also essential. Track and trace technologies such 
as barcoding and RFID can optimise efficiencies in the supply chain and help 
retailers to see everything, everywhere. 

Connected staff play a key role in being able to better serve the customer. 
Checking stock in store or the supply chain, through to providing product 
information and taking orders. Collaboration is needed across the organisation to 
achieve complete supply chain visibility. 

Retailers need to move as quickly as possible where they can deliver the  
best experience as One Store. Faced with demanding customer expectations, 
the role of technology has never been greater to optimise the data collection, 
marketing and service delivery to help achieve the greatest benefits.  
A forward thinking strategy with secure Wi-Fi at the heart is vital.

With new technology improving all the time – especially track and trace and the means to connect separate  
databases – a new era of innovation awaits for the entire retail industry. It promises to support new routes  
to market, allow retailers to get personal and increase loyalty, and deliver a dynamic and rewarding One Store 
experience online, in-store and via mobile. As a result we see:

  >   Delivery becoming an even more important differentiator
  >   Merchandise visibility becoming the cornerstone of success
  >   Significant improvements in checkout speed and customer flow
  >   More options for mobile payment in stores everywhere
  >   The growth of mobile apps and mobile loyalty programmes
  >   RFID usage increasing in inventory operations
  >   Customers prioritising convenience even more than today

OUR INDUSTRY FORECAST

FOR MORE INFORMATION ON ONE STORE,  
VISIT WWW.ZEBRA.COM/ONESTORE

* The Connected Shopper survey & Flawless Fulfilment in the retail supply chain survey, completed by IDG on behalf of Zebra Technologies.
** Zebra Technologies and Zebra Technologies partner implementations.
*** Retail Vision Survey, May 2012.

Within the next 
2 years retailers 
will offer: 

99% 
web e-commerce.* 

91% mobile apps.* 

65% 
of organisations wish 
to extend the usage 
by greeting customers 
on arrival and pushing 
personalised promotions 
at the point of decision  
in aisle.*
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https://www.zebra.com/gb/en/solutions/retail-solutions/one-store.html
http://online.zebra.com/Retail_Connected 
http://online.zebra.com/Retail_Download 
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