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The  fu ture  o f  on l ine  shopp ing  i s
someth ing  tha t  we  constant l y  th ink
about  a t  EKM.  The  techno logy  o f  today
dr i ves  fo rward  the  ecommerce  wor ld  and
we  unders tand  tha t  as  a  bus iness  owner
you  need  to  be  evo lv ing  as  the  indust ry
does .

Even  jus t  10  years  ago ,  most  i t ems
bought  on l ine  were  bought  us ing  a
desk top  dev ice  and  s ince  then ,  mob i l e
techno logy  has  become the  ma in  way  fo r
purchas ing  i tems  on l ine  today .  Th i s  was
prope l l ed  fo rward  by  the  evo lu t ion  o f
techno logy ,  f rom the  type  o f  dev ice  to
i t s  so f tware ’s  usab i l i t y .  Not  on ly  th i s
but  cu l tu ra l  sh i f t s  have  happened  over
the  l as t  f ew  decades .

The  l aunch  o f  the  iPhone  began  a
mob i le - f i r s t  revo lu t ion  and  compan ies
l i ke  Goog le  qu ick ly  evo lved  to  deve lop
the i r  mob i l e - f i r s t  s t ra tegy  fo r  search
rank ings .  Improved  processors  in
computers  and  mob i l e  phones  have
meant  fas te r  access  to  the  in te rnet  f rom
mob i le  dev ices .

Techno log ica l  evo lu t ion  coup led  w i th
the  supp ly  and  demand  o f  on l ine
shopp ing  and  conven ience  w i l l  p rope l
the  genera t iona l  sh i f t  i n  ecommerce
wi th in  the  nex t  10  years .  We ’ re  a l ready
see ing  the  very  f i r s t  s tages  w i th  the
deve lopment  o f  AR  (Augmented  Rea l i t y )
and  VR  (V i r tua l  Rea l i t y )  techno logy  and
how they  can  be  imp lemented  in to  the
shopp ing  exper ience ,  as  we l l  as
advanced  techno logy  such  as  fac ia l
recogn i t ion  fo r  mob i l e  payments .

We ’ re  now look ing  fo rward  to  what
these  emerg ing  techno log ies  cou ld
mean  fo r  shoppers  and  re ta i l e rs  both
on l ine  and  o f f l i ne  w i th in  the  nex t
decade  and  what  the  l andscape  o f  re ta i l
w i l l  l ook  l i ke .
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T H E  R I S E  O F  E C O M M E R C E

The  ecommerce  indust ry  has  been
suppor ted  and  has  grown  w i th  the  he lp  o f
techno logy  s ince  the  dotcom era  in  the
’90s ,  wh ich  t rans formed  and  d i s rupted
how peop le  shopped .  W i th  the  in t roduct ion
o f  be ing  ab le  to  buy  i tems  v ia  the  in te rnet ,
peop le  became more  open  to  a l te rnat i ve
ways  o f  purchas ing  i tems .  Conven ience
was  one  o f  the  b igges t  cont r ibutors  to  the
success  o f  ear l y  on l ine  shopp ing ,  w i th
shoppers  en joy ing  be ing  ab le  to  have
i tems  de l i ve red  d i rec t l y  to  the i r  doors tep .

Th is  d i s rupt ion  in t roduced  what  we  now
know as  on l ine  shopp ing  and  has  been
adopted  by  a lmost  every  ecommerce
bus iness  in  the  wor ld .  Techno logy  has  a l so
grown  and  evo lved  over  t ime  w i th  fas ter
in te rnet  speeds ,  var ious  dev ices ,  and  new
forms  o f  techno logy  tha t  improve  the
overa l l  cus tomer  exper ience .

We ’ re  go ing  to  be  d i scuss ing  what
emerg ing  techno logy  may  be  chang ing  the

face  o f  ecommerce  ye t  aga in  and  what
on l ine  shopp ing  cou ld  look  l i ke  in  the  near
fu ture .  The  techno logy  fo r  most  o f  these
ins ights  i s  a l ready  be ing  tes ted  by  var ious
compan ies  such  as  Goog le  and  Samsung  to
name a  few  and  we  cou ld  expect  to  see
these  new techno log ies  be ing  imp lemented
in  the  nex t  year  o r  two  i f  they  haven ’ t
been  a l ready .

As  the  ecommerce  indust ry  cont inues  to
move  towards  a  more  autonomous  way  o f
work ing ,  th i s  techno logy  w i l l  p rov ide
those  w i th  means  a  new edge  on  the i r
compet i to rs  but  a t  the  same t ime ,  cou ld
a lso  make  i t  more  d i f f i cu l t  fo r  new and
smal le r  compan ies  to  break  in to  the
market .  The  name o f  the  game w i l l  be  to
make  the  cus tomer  journey  as  easy  as
poss ib le  w i th  l i t t l e  to  no  bar r i e rs ,  and
that ’ s  across  a l l  channe ls  and  med iums  o f
shopp ing ,  both  on l ine  and  o f f l i ne .  On l ine
re ta i l e rs  w i l l  be  look ing  to  c rea te  a
comple te ly  seamless  exper ience .

The Rise of Ecommerce

T H E  N A M E  O F  T H E  G A M E  W I L L  B E  T O  M A K E
T H E  C U S T O M E R  J O U R N E Y  A S  E A S Y  A S
P O S S I B L E  W I T H  L I T T L E  T O  N O  B A R R I E R S .
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Techno logy  has  a l ready  s ta r ted  to  d i s rupt
the  on l ine  shopp ing  exper ience  and
change  the  way  peop le  shop  on l ine .  AR  or
Augmented  Rea l i t y  i s  someth ing  tha t  has
been  worked  on  over  the  l as t  f ew  years
and  has  become a  new fea ture  fo r  on l ine
se l l i ng .

A  good  example  o f  th i s  i s   Ikea  P lace  wh ich
launched  back  in  2017  that  a l lows
customers  to  v iew  and  p lace  fu rn i tu re  in
the i r  own  homes  through  the i r  app
us ing  App le ’ s  ARk i t  techno logy .  Th i s  was  a
great  s tep  in  the  d ig i ta l  d i rec t ion  fo r  Ikea
and  th i s  techno logy  has  he lped  the i r
cus tomers  to  shop  the i r  p roducts  eas i l y
and  f rom the  comfor t  o f  the i r  own  home,
w i th  the  ease  o f  m ind  tha t  what  they ’ve
ordered  w i l l  f i t  and  su i t  the i r  needs .

Other  brands  such  as  ASOS,  Gucc i ,
and  Du lux  have  taken  advantage  o f  th i s
techno logy  as  we l l ,  to  fu r ther  bu i ld  upon
the i r  cus tomers ’  shopp ing  exper ience .
G iv ing  the  cus tomer  the  power  to  t ry
someth ing  out  w i thout  s tepp ing  foot  in to  a
phys ica l  s tore  or  v i s i t i ng  your  webs i te
improves  upon  the i r  exper ience  by
reduc ing  bar r i e rs  and  there fore  improves
the i r  percept ion  o f  the  brand .  The  f i r s t
commerc ia l  app l i ca t ion  o f  AR  was  back  in
2008  fo r  a  mode l  BMW Min i  adver t ,  p r in ted
in  a  magaz ine .  The  user  was  ab le  to
cont ro l  the  car  on  a  dev ice  sc reen  and
move  i t  a round  to  v iew  d i f f e rent  ang les
and  was  one  o f  the  f i r s t  market ing
campa igns  to  inc lude  rea l - t ime
in terac t ion .

F rom then ,  o ther  compan ies  began  to
adopt  the  techno logy  but  i t  wasn ’ t  un t i l
c i r ca  2010 when  jewe l l e ry  compan ies
s tar ted  to  use  AR  to  l e t  peop le  v i r tua l l y
‘ t ry  on ’  the i r  p roducts .  U l t imate ly ,  AR  has
evo lved  over  the  l as t  decade  and  now has
a  broad  range  o f  app l i ca t ions  tha t  

t rans form the  user  exper ience  to
complement  products  and  the i r
sur round ings .

AR  w i l l  cont inue  to  deve lop  and  improve  as
peop le  expect  more  f rom i t .  Ana  Jarvorn ik ,
a  Ph .D .  l ec turer  a t  Newcast le  Un ivers i t y
Bus iness  Schoo l ,  conducted  some research
in  2016  exp lor ing  the  new genera t ion  o f
d ig i ta l  t echno log ies .

“Wearab les  and  the  In ternet  o f  Th ings
have  made  consumers  expect  h igh ly
cus tomised  so lu t ions  and  ins tant  access
to  de ta i l ed  persona l  data .  And  AR  i s
re in forc ing  consumers ’  appet i te  fo r
compe l l i ng  and  c reat i ve  v i sua l i sa t ions  o f
content” .

"…consumers  are  not  yearn ing  fo r  the
robot i c  d ig i t i sa t ion  o f  the i r  everyday  l i ves .
Rather ,  they  want  techno log ies  that  weave
themse lves  seamless ly  in to  the i r
ac t i v i t i es” .

Jarvorn ik ’ s  research  showed  tha t
consumers  s t i l l  want  a  human  exper ience
wi th  emot iona l  content  a longs ide
in terac t i v i t y .  A  repor t  by  Gar tner   s ta ted
that  consumers  expect  to  be  shopp ing  in
AR  both  on l ine  and  in -s tore .

“Reta i l e rs  a re  under  increas ing  pressure
to  exp la in  the  purpose  o f  phys ica l  s tores…
at  the  same t ime  consumers  are
progress i ve ly  de f in ing  the  va lue  prov ided
by  the  exper iences  they  rece ive  f rom
reta i l e rs .  As  a  resu l t  o f  those  pressures ,
re ta i l e rs  a re  tu rn ing  to  AR  and  VR  to  o f fe r
cus tomers  a  un i f i ed  re ta i l  exper ience
ins ide  and  outs ide  re ta i l  s to res” .

However ,  on ly  15% o f  re ta i l e rs  cur rent l y
use  AR  and  32% p lan  to  l aunch  AR
app l i ca t ions  over  the  nex t  f ew
years  accord ing  to  a  BRP  Repor t .  

AR (Augmented Reality)
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St i l l ,  some  compan ies  a re  ahead  o f
the  demand  and  a l ready  have  AR
embedded  in to  the i r  bus inesses .
They ’ve  dep loyed  f i t t i ng  rooms  w i th  a
‘ t ry  be fore  you  buy ’  opt ion  w i th in  an
AR  space .  However ,  AR  cou ld  he lp  to
adapt  the  cus tomer  journey  more  so
in  the  fu ture  a longs ide  o ther
techno log ies  to  ach ieve  th i s
seamless  buy ing  exper ience .

Samsung  has  made  s t r ides  w i th  AR
and  coup led  i t  w i th  AI  o r  Ar t i f i c i a l
In te l l i gence  to  c rea te  one  o f  the i r
l a tes t  p roducts ,  Smar t  F r idge
Freezers .  Not  on ly  does  the i r  new
product  a l low  you  to  v iew  the
contents  o f  your  f r idge  and  add
i tems  to  a  shopp ing  l i s t ,  bu t  you  can
a lso  buy  your  i t ems  f rom your  f r idge .
Prov id ing  you  as  a  consumer  the
u l t imate  shopp ing  exper ience  by
le t t ing  you  shop  fo r  g rocer ies
w i thout  hav ing  to  l eave  your  house
or  make  a  l i s t  o f  the  contents  o f  your
f r idge  and  then  go  to  o rder  on l ine ,  o r
shop  in -s tore .

Smar t  app l i ances  a re  one  way  AR  has
he lped  shape  techno logy  but  there
are  more  app l i ca t ions  fo r  i t  i n  the
works .  AR  i s  jus t  one  p iece  o f  the
puzz le  when  i t  comes  to  shap ing  the
ecommerce  wor ld .
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Comscore  s ta ted  tha t  by  2020  around  50%
of  searches  wou ld  be  done  v ia  vo ice ,
e i ther  th rough  smar t  ass i s tants  o r  th rough
smar t  speakers ,  and  vo ice  search  spend ing
is  expected  to  jump to  $40  b i l l i on  in  2022 .

Vo ice  search  was  ac tua l l y  i n t roduced  by
Goog le  in  2011 as  more  o f  a  g immick
however ,  w i th  new emerg ing  techno log ies
we  are  re l y ing  on  i t  more  and  more  in  our
everyday  l i ves .  W i th  the  in t roduct ion  o f
S i r i  on  App le  iPhones  a round  the  same
t ime ,  us ing  vo ice  search  as  a  market ing
too l  fo r  the  promot ion  o f  the i r  new iPhone
he lped  increase  the  use  o f  vo ice  search
and  in t roduced  the  idea  o f  persona l
ass i s tants  on  your  phone .

The  idea  o f  hav ing  a  persona l  ass i s tant  a t
your  f i nger t ips  exc i ted  the  wor ld ,  hav ing
your  ema i l s  read  to  you ,  tex t  rep l i ed  fo r
you  and  so  much  more ,  peop le  began
adopt ing  vo ice  as  another  way  to  manage
the i r  da i l y  l i f e .

I t  was  in  November  o f  2014 when  Amazon
launched  the i r  f i r s t  genera t ion  fo r  what  we
now know as  Amazon ’s  A lexa  –  a  smar t

speaker  tha t  suppor ted  your  da i l y  l i f e  a t
home and  cou ld  be  used  in  every  room o f
your  house .  Two  years  l a te r ,  Goog le
announced  i t s  Goog le  Home Hub  as  a
d i rec t  compet i to r  as  they  saw the
potent ia l  fo r  vo ice  search  and  a l so
dec ided  they  wanted  a  s l i ce  o f  the  p ie .

W i th  each  new update  and  i te ra t ion  o f
these  dev ices ,  the  techno logy  became
smar ter  and  w i th  mach ine  l earn ing  app l i ed
to  products  l i ke  th i s ,  the  resu l t s  became
more  accura te  and  he lp fu l  to  the  user  than
ever  be fore .  F rom what  began  as  a
g immick ,  vo ice  search  i s  now becoming
more  o f  how we  w i l l  i n te rac t  in  the  fu ture ,
espec ia l l y  when  i t  comes  to  on l ine
research  and  thus  on l ine  shopp ing .

Vo ice  search  i s  now be ing  cons idered  as
par t  o f  SEO  s t ra teg ies  and  bus inesses  who
aren ’ t  p repar ing  themse lves  and  the i r
content  fo r  vo ice  search  need  to  be  be fore
the i r  compet i to rs  ge t  the  bes t  rank ings
f i r s t .  Some o f  the  top  keywords  used  in
vo ice  search  phrases  a re  ‘how’ ,  ‘what ’  and
‘bes t ’ .

Voice Search and
Shopping

S O M E  O F  T H E  T O P  K E Y W O R D S  U S E D  I N
V O I C E  S E A R C H  P H R A S E S  A R E  ‘ H O W ’ ,  ‘ W H A T ’
A N D  ‘ B E S T ’ .
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Goog le  s ta tes  tha t  52% o f  smar t  speaker
owners  keep  them in  common areas  o f  the
house  such  as  a  l i v ing  room or  k i t chen .
Among  smar t  speaker  owners  who
regu lar l y  use  them,  62% wi l l  make  a
purchase  us ing  vo ice  search  in  2020
and  vo ice-based  shopp ing  i s  expected  to
jump to  $40  b i l l i on  by  2022 .

One  o f  the  b igges t  reasons  tha t  vo ice  i s
be ing  adopted  a t  such  a  ra te  i s  the  fac t
tha t  as  humans ,  we  can  usua l l y  speak
fas ter  than  we  can  type .  We  now l i ve  in  a
wor ld  o f  conven ience  and  the  fac t  i s  tha t
vo ice  i s  the  most  conven ient  way  o f
search ing  fo r  p re t ty  much  anyth ing .

Wi th  the  amount  o f  techno logy  and
mach ine  l earn ing  be ing  put  in to  vo ice
search  dev ices ,  they  w i l l  p rov ide  a  pre t ty
much  f r i c t ion less  exper ience  fo r
cus tomers  as  i t  i nvo lves  a  lo t  f ewer  s teps
than  search ing  fo r  someth ing  on  your
laptop  or  phone .

But  i t  doesn ’ t  s top  there .  Vo ice  search
isn ’ t  j us t  fo r  f i nd ing  th ings  fo r  you  and
de l i ver ing  a  not i f i ca t ion  to  your  phone  to
comple te  the  purchase .  Vo ice  search
techno logy  i s  now get t ing  to  the  po in t
where  i t  can  recogn ise  your  vo ice  and  use
i t  a lmost  l i ke  your  thumbpr in t  on  your
contac t less  payment  opt ion  on  your
phone .

Bus iness  Ins ider   s ta tes  tha t  the  adopt ion
o f  vo ice  payments  i s  se t  to  grow to  31%
by  2022  due  to  an  exp los ion  o f  vo ice-
enab led  dev ices .  As  peop le  become more
and  more  fami l i a r  us ing  vo ice  search  and
payments  and  become re l i an t  on  us ing
v i r tua l  ass i s tants ,  u l t imate ly  they  w i l l
become comfor tab le  w i th  us ing  th i s
techno logy  w i th  the i r  bank ing .

Consumers  a re  a l ready  us ing  vo ice
payments  to  send  money  to  f r i ends  v ia
p la t fo rms  such  as  Venmo,  Square  Cash ,  o r
PayPa l  v ia  A lexa .  Once  the  techno logy  i s
adopted  en  masse ,  the  impact  th i s  w i l l
have  on  ecommerce  a lone  w i l l  be
s ign i f i cant  as  vo ice  payments  w i l l  become
the  new norm as  a  f r i c t ion less  payment
opt ion ,  eas ie r  than  the  ‘one- tap  purchase ’ .

Soon  the  process  o f  shopp ing  fo r  everyday
i tems  w i l l  become dominated  by  vo ice
search .  I f  you  have  a  vo ice-ac t i va ted
dev ice  in  your  home,  you ’ re  more  l i ke ly  to
adopt  us ing  i t  to  he lp  you  shop  fo r
everyday  i tems .
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“ I t ’ s  a  snowy  Saturday  in  Ch icago ,  but  Amy ,  age  28 ,  needs  resor t  wear  fo r  a
Car ibbean  vacat ion .  F i ve  years  ago ,  i n  2011,  she  wou ld  have  headed  s t ra ight  fo r
the  ma l l .  Today  she  s ta r ts  shopp ing  f rom her  couch  by  l aunch ing  a  v ideocon ference
wi th  her  persona l  conc ie rge  a t  Dane l l a ,  the  re ta i l e r  where  she  bought  two  out f i t s
the  prev ious  month .  The  conc ie rge  recommends  severa l  i t ems ,  super impos ing
photos  o f  them onto  Amy ’s  ava tar .  Amy  re jec ts  a  coup le  o f  i t ems  immed ia te ly ,
togg les  to  another  browser  tab  to  research  cus tomer  rev iews  and  pr i ces ,  f i nds
bet te r  dea ls  on  severa l  i t ems  a t  another  re ta i l e r ,  and  orders  them.  She  buys  one
i tem f rom Dane l la  on l ine  and  then  dr i ves  to  the  Dane l l a  s tore  near  her  fo r  the  in -
s tock  i t ems  she  wants  to  t ry  on .

“As  Amy  enters  Dane l l a ,  a  sa les  assoc ia te  gree ts  her  by  name and  wa lks  her  to  a
dress ing  room s tocked  w i th  her  on l ine  se lec t ions—plus  some match ing  shoes  and  a
cockta i l  d ress .  She  l i kes  the  shoes ,  so  she  scans  the  barcode  in to  her  smar tphone
and  f inds  the  same pa i r  fo r  $30  less  a t  another  s tore .  The  sa les  assoc ia te  qu ick ly
o f fe rs  to  match  the  pr i ce ,  and  encourages  Amy  to  t ry  on  the  dress .  I t  i s  dar ing  and
expens ive ,  so  Amy  sends  a  v ideo  to  th ree  s ty l i sh  f r i ends ,  ask ing  fo r  the i r  op in ion .
The  responses  come qu ick ly :  th ree  thumbs  down.  She  co l l ec ts  the  i t ems  she  wants ,
scans  an  in te rnet  s i te  fo r  coupons  (sav ing  an  add i t iona l  $73) ,  and  checks  out  w i th
her  smar tphone .

“As  she  heads  fo r  the  door ,  a  l i f e -s i ze  sc reen  recogn i zes  her  and  shows  a  spec ia l
o f fe r  on  an  i r res i s t ib le  summer-we ight  top .  Amy  checks  her  budget  on l ine ,  smi les ,
and  uses  her  phone  to  scan  the  cus tomized  Qu ick  Response  code  on  the  screen .  The
i tem w i l l  be  sh ipped  to  her  home overn ight . ”

“What  we  are  see ing  today  i s  on ly  the  beg inn ing .  Soon  i t  w i l l  be  hard  even  to  de f ine
e-commerce ,  l e t  a lone  measure  i t .  I s  i t  an  e -commerce  sa le  i f  the  cus tomer  goes  to
a  s tore ,  f i nds  tha t  the  product  i s  out  o f  s tock ,  and  uses  an  in -s tore  te rmina l  to
have  another  loca t ion  sh ip  i t  to  her  home?  What  i f  the  cus tomer  i s  shopp ing  in  one
s tore ,  uses  h i s  smar tphone  to  f i nd  a  lower  pr i ce  a t  another ,  and  then  orders  i t
e lec t ron ica l l y  fo r  i n -s tore  p i ckup?  How about  g i f t s  tha t  a re  ordered  f rom a  webs i te
but  exchanged  a t  a  loca l  s tore?  Exper ts  es t imate  tha t  d ig i ta l  i n fo rmat ion  a l ready
in f luences  about  50% o f  s tore  sa les ,  and  tha t  number  i s  g row ing  rap id ly . ”

As  we  deve lop  techno logy  to  he lp  us  make
everyday  tasks  eas ie r  f rom order ing
grocery  shopp ing  on l ine  to  t rack ing  our
hea l th  hab i t s  v ia  smar twatches  –  th i s  w i l l
cont inue  to  deve lop  in to  how we  shop  both
on l ine  and  o f f l i ne .

There  have  been  many  ar t i c l es  wr i t ten
about  omn ichanne l  re ta i l i ng ,  wh ich  i s  a   

cross-content  s t ra tegy  used  by  bus inesses
to  improve  the  cus tomer  journey  and
re la t ionsh ips  across  var ious  channe ls .
Spec i f i ca l l y ,  th i s  Harvard  Bus iness
Rev iew  ar t i c l e  wr i t ten  in  2011 that  c lear l y
demonst ra tes  an  a lmost  per fec t  cus tomer
exper ience  fo r  shopp ing  in  both  on l ine  and
o f f l i ne  se t t ings  –  a  comple te ly  f r i c t ion less
exper ience .

Freedom to Shop
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Whi l s t  th i s  scenar io  i s  f an tas t i c  fo r  the
customer ,  i t  may  pose  cha l l enges  fo r
bus inesses  want ing  to  t rack  the  cus tomer
journey  seamless ly .  Techno logy  fo r
improv ing  cus tomer  exper ience  i sn ’ t  the
on ly  par t  o f  the  fu ture  o f  shopp ing  tha t
w i l l  need  to  adapt .  T rack ing  techno logy
wi l l  a l so  need  to  adapt  to  be  ab le  to  t rack
a  cus tomer  journey  e i ther  on l ine  or  o f f l i ne
and  go  be tween  the  two  inc lud ing  a l l  the
var ious  ways  a  cus tomer  can  in te rac t  w i th
your  bus iness .

Th is  scenar io  i s  what  we ’ re  ca l l i ng
‘ f reedom to  shop ’ ,  and  i s  essent ia l l y  the
h ighes t  fo rm o f  shopp ing  exper ience  fo r
the  cus tomer  and  comple te ly  f r i c t ion less .
We  are  much  c loser  to  exper ienc ing  th i s  in
rea l i t y  than  jus t  s imp ly  fan tas i s ing  about
i t .

F r i c t ion less  techno logy  such  as  comple te ly
contac t less  shopp ing  i s  l i ke ly  to  be
imp lemented  in  conven ience  shops  a l l
a round  the  wor ld  and  w i l l  eventua l l y  move
over  to  the  re ta i l  space .  Great  i f  you
opera te  a  br i ck  and  mor tar  bus iness  and
fur ther  improve  your  in -s tore  exper ience
but  not  so  much  i f  you ’ re  pure ly  on l ine .

But ,  th i s  may  not  be  the  case .  Th ink  o f  a
scenar io  where  you  f ind  someth ing  in
s tore  as  ment ioned  ear l i e r  but  e i ther  the
pr i ce  po in t  i sn ’ t  g rea t  fo r  you  or  they
don ’ t  s tock  your  s i ze  –  your  nex t  log ica l
p lace  to  look  i s  on l ine .

Th is  i s  where  on l ine  re ta i l e rs  cou ld  use
pa id  adver t i s ing  to  spec i f i ca l l y  ta rget  h igh
s t ree t  s tores ’  i t ems .  I f  your  on l ine  shop
can  match  what  tha t  cus tomer  i s  l ook ing
for  and  you  can  o f fe r  to  have  i t  de l i ve red
s t ra ight  to  the i r  home,  perhaps  ent i ced
wi th  a  f ree  re turns  po l i cy ,  you  w i l l  be  ab le
to  sa t i s fy  tha t  cus tomer ’s  needs  be t te r
than  the  br i ck  and  mor tar  s tore  and
poss ib ly  have  i t  de l i ve red  by  the  t ime  they
ar r i ve  home.

No  mat ter  what  deve lopments  there  a re  in
techno logy  tha t  may  make  i t  l ook  l i ke  your
compet i t ion  i s  ge t t ing  ahead  o f  you ,  there

i s  an  oppor tun i ty  a t  every  tu rn ing  po in t .
F reedom to  shop  doesn ’ t  need  to  be
reserved  fo r  jus t  on l ine  or  jus t  o f f l i ne .

Bus inesses  a re  th ink ing  smar ter  about  the
customer  shopp ing  exper ience  than  ever
be fore .  Take  K la rna  fo r  example ,  the i r  pay
la te r  o f fe r  makes  order ing  i tems  on l ine
and  t ry ing  them out  fa r  eas ie r  than  s imp ly
purchas ing  an  i tem to  have  to  re turn  i t
and  wa i t  on  your  re fund  or  contac t
cus tomer  serv i ces  i f  someth ing  goes
wrong .  There  a re  so  many  ways  you  can
make  f reedom to  shop  eas ie r  fo r  your
cus tomers  no  mat ter  the  s i ze  o f  your
bus iness .

Techno logy  i s  u l t imate ly  go ing  to  make  the
shopp ing  exper ience ,  e i ther  on l ine  or
o f f l i ne ,  be t te r  fo r  cus tomers  and  we
be l i eve  th i s  w i l l  encourage  a  move  f rom
pr ice-dr i ven  purchas ing  to  exper ience-
based  purchas ing ,  wh ich  i s  a l ready
beg inn ing  to  happen  today .  Peop le  who
have  a  pos i t i ve  shopp ing  exper ience  a re
more  l i ke ly  to  remember  and  re turn  to  buy
aga in .  Techno logy  w i l l  on ly  fu r ther
improve  the  shopp ing  exper ience  fo r
peop le  and  u l t imate ly  be  a  l a rge
in f luenc ing  fac tor  on  whether  a  person
purchases  or  not .

THERE  IS  AN

OPPORTUNITY

AT  EVERY

TURNING

POINT .
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I t  may  seem imposs ib le  to  ant i c ipa te  your
cus tomer ’s  needs  and  we  can ’ t  a l l  p red ic t
the  fu ture  but  w i th  techno logy ,
ant i c ipa t ing  cus tomer  needs  i s  becoming
more  a t ta inab le .  The  techno logy
advancements  we  ment ioned  in  the
prev ious  sec t ion  a re  par t  o f  the  so lu t ion
but  not  the  who le  so lu t ion .

Ant i c ipa t ing  needs  i s  a  m ix ture  o f
techno logy ,  t rends ,  exper t i se ,  and
pred ic t ions .  We  th ink  tha t  the  nex t
evo lu t ion  o f  on l ine  shopp ing  w i l l  heav i l y
focus  on  ant i c ipa t ing  cus tomer  needs
more  so  than  ever  be fore .

The  techno logy  s ide  can  vary  w i ld l y
depend ing  on  your  bus iness  and  what  you
se l l .  Le t ’ s  take  App le  fo r  example .  The i r
l a tes t  App le  Watch  has  techno logy  in  i t
tha t  ident i f i es  when  you  may  be  work ing
out  i . e .  runn ing  e tc  and  automat ica l l y
s tar ts  t rack ing  when  i t  i dent i f i es  tha t
behav ior .  Here  i t  i s  an t i c ipa t ing  the  needs
o f  the  user  –  i f  you ’ re  someone  who  uses
wearab le  techno logy  then  you ’ l l  most
l i ke ly  want  your  workouts  t racked  and  by
ant i c ipa t ing  th i s  need  the  watch
automat ica l l y  does  i t  fo r  you .

Th is  can  have  a  few  e f fec ts  on  the
customer  re la t ionsh ip ,  f rom improved
customer  exper ience  even  a f te r  purchase ,
de l igh t  wh ich  i s  a  s t rong  and  impact fu l
emot ion  tha t  can  he lp  encourage  cus tomer

loya l ty  as  we l l  as  repeat  purchases . I f
techno logy  i sn ’ t  the  ma in  par t  o f  your
products  l i ke  App le  and  you  se l l  c lo th ing ,
fo r  example ,  an t i c ipa t ing  your  cus tomers ’
needs  may  be  a  l i t t l e  d i f f e rent .  Th i s  i s
where  t rends  and  exper t i se  come in ,  m ixed
wi th  a  l i t t l e  techno logy .

As  a  c lo th ing  bus iness  owner ,  your
knowledge  o f  f ash ion  and  the  l a tes t  t rends
shou ld  be  up  to  da te  and  you  shou ld  use
th i s  wherever  poss ib le  when  s tock ing
i tems .  However ,  you ’ l l  need  to  go  a  s tep
fur ther  to  t ru ly  an t i c ipa te  your  cus tomer ’s
needs .

Use  a  m ix  o f  techno logy  to  t rack  the i r
ac t i v i t y  on  your  webs i te  such  as  the  i t ems
they  were  look ing  a t  as  we l l  as  up  and
coming  t rends  in  the  indust ry  and  market
these  i tems  to  prev ious  cus tomers .  Th i s
may  be  someth ing  they  were  a l ready
ant i c ipa t ing  to  buy  but  put t ing  them in
f ront  o f  them v ia  an  ema i l  o r  ad ,  he lps  to
ensure  they  buy  f rom you  and  not  a
compet i to r .

U l t imate ly ,  your  goa l  w i th  ant i c ipa t ing
the i r  needs  i s  to  do  someth ing  fo r  them
that  they  wou ld  want  to  do  anyway ,  much
l i ke  the  App le  Watch  t rack ing  we
ment ioned  ear l i e r  and  do  i t  so  we l l  they
are  de l igh ted ,  resu l t ing  in  a  g reater
apprec ia t ion  fo r  your  bus iness .

Anticipation of
Customer Needs
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Gui l t y  shopp ing  i s  someth ing  we ’ve
a l l  exper ienced  a t  one  t ime  or
another  and  there  i s  a  lo t  o f
psycho logy  beh ind  why  we  fee l  tha t
way .  Accord ing  to  a  Forbes  a r t i c l e  “ A
b i g  r e a s o n  w h y  p e o p l e  f e e l  g u i l t y
a b o u t  s p e n d i n g  m o n e y  i s  t h e  f e a r
t h a t  i t  c o u l d  b e  g o i n g  t o w a r d s
s o m e t h i n g  b e t t e r  o r  m o r e  i m p o r t a n t .

“ T h i s  f e e l i n g  i s  u s u a l l y  t h e  r e s u l t  o f
a  l a c k  o f  p l a n n i n g .  W h e n  y o u ’ r e  n o t
s u r e  i f  t h e  $ 1 0 0  y o u  j u s t  s p e n t  o n
s h o e s  w a s  p a r t  o f  y o u r  g r o c e r y
b u d g e t  o r  d r e a m - h o m e  d o w n
p a y m e n t ,  n o  w o n d e r  y o u  f e e l  g u i l t y ” .

We fee l  tha t  bus inesses  and  brands
are  t ry ing  to  move  away  f rom th i s  to
a  more  ‘ se l f -care ’  t ype  approach
when  i t  comes  to  purchas ing  i tems ,
both  on l ine  and  o f f l i ne .  Remov ing
themse lves  f rom the  gu i l t y  f ee l ing  o f
shopp ing  and  toward  more  pos i t i ve
assoc ia t ions .

To  ach ieve  th i s  we  are  see ing  brands
g iv ing  the i r  cus tomers  a  sense  o f
ach ievement  and  reward  ra ther  than
gu i l t  fo r  spend ing  money .  F i sca l
respons ib i l i t y  i s  becoming  more
popu lar  among  consumers  as  we l l  as
a  m indset  when  i t  comes  to  spend ing
money .  Hav ing  budgets  and  money
set  as ide  fo r  cer ta in  th ings  l i ke  b i l l s
and  sav ings  means  tha t  when  peop le
want  to  sp lash  out  they  can  and  do
so  w i thout  the  gu i l t .

And  compan ies  a re  see ing  th i s  t rend
ga in  more  and  more  t rac t ion  and  are
there fore  p i vo t ing  the i r  market ing
s t ra tegy  and  message  towards  a
more  se l f -care  ang le .  Th i s  i sn ’ t
exac t l y  the  same fo r  every  person
and  w i l l  d i f f e r  f rom genera t ion  to  

Ending Guilty Shopping
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genera t ion .  The  reward  e lement  we
ment ioned  ear l i e r  i s  man i fes ted  in  some o f
the  market ing  you  see  today .

For  example ,  o f fe r  a  d i scount  o f f  your  nex t
order  w i th in  your  parce l  o r  bag .  We ’ re
see ing  these  rewards  everywhere  we  shop
but  i t  ex tends  beyond  d i scounts  and
rewards .  Some bus inesses  have  taken  i t  to
the  nex t  l eve l  w i th  rewards  in  the  fo rm o f
a  communi ty .  Aer ie  has  ent i re  market ing
campa igns  based  around  th i s  concept  o f
communi ty  w i th  the i r  #aer ie rea l  soc ia l
med ia  campa ign  wh ich  suppor ts  body
pos i t i v i t y  and  norma l i s ing  d i f f e rent  body
types .

They  have  used  th i s  to  ge t  the i r  cus tomers
invo lved  w i th  a  hashtag  on l ine  and  not
on ly  suppor t  the  reward  e lement  in  the
form o f  communa l  apprec ia t ion  but  a l so
ra i se  the i r  own  brand  awareness  among
the i r  cus tomers  and  potent ia l  cus tomers .

The  reward  bus iness  can  prov ide  the i r
cus tomers  w i th  i s  based  on  bas ic
psycho logy .  Rewards  s imp ly  put ,  re in force
a  cer ta in  behav ior  by  connect ing  the
act ion  ( fo r  example ,  purchas ing  a  product
that ’ s  good  fo r  the  env i ronment )  w i th  the
good  hormones  in  our  bra in  tha t  make  us
fee l  good .

Accord ing  to  Market ing  Psycho log is t  Janet
McMur t ry ,  “ U n c o n s c i o u s l y ,  r e w a r d s  h e l p
u s  f e e l  l i k e  w e  a r e  g e t t i n g  c l o s e r  t o  t h a t
p l a c e  i n  l i f e  w h e r e  w e  h a v e  w h a t  w e  n e e d
t o  s u r v i v e  t h e  d a i l y  b a t t l e  t o  f u l f i l l  n e e d s
a n d  w a n t s  t h a t  p r o p e l  u s  a h e a d  o f  t h e
p a c k .

W h e n  w e  g e t  s o m e t h i n g  c h e a p e r  t h a n
u s u a l ,  m o r e  t h a n  w h a t  w e  p a i d  f o r  o r
s o m e t h i n g  f o r  f r e e ,  a s  a  r e w a r d s  p r o g r a m
o f t e n  d e l i v e r s  —  i n  o u r  u n c o n s c i o u s
m i n d s ,  w e  a r e  s t r o n g e r ,  b e t t e r ,
r i c h e r , f a s t e r  o r  h a v e  m o r e  r e s o u r c e s  t h a n
o t h e r s ,  a n d  s o  w e  a r e  p o i s e d  t o  s u r v i v e .
A n d  i t ’ s  f u n ! ”

Th is  i s  why  and  how marketers  and
bus inesses  a l i ke  a re  ab le  to  use  th i s
rewards  s t ra tegy  and  have  such  an  impact
–  coup led  w i th  mov ing  toward  a  more
pos i t i ve  assoc ia t ion  w i th  products  such  as
Aer ie  us ing  everyday  women  to  mode l  the i r
products  shows  suppor t  fo r  accept ing  who
you  are .  Now,  th i s  i s  j us t  the  example  in
Aer ie ’ s  case  but  i t  can  be  app l i ed  to  every
bus iness .  T rans i t ion  your  reward  sys tem
to  not  jus t  reward  purchas ing  but  to
purchas ing  w i thout  gu i l t  and  reward ing
repeat  purchases  w i th  d i scounts  and
spec ia l  o f fe rs  to  not  on ly  en t i ce  them
fur ther  but  you ’ re  reward ing  them by
be ing  a  repeat  cus tomer .
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In  recent  months  as  th i s  repor t  was  be ing
deve loped ,  the  Coronav i rus  outbreak
occur red  and  many  bus inesses  were
a f fec ted  wor ldw ide .  The  outbreak  and  the
wor ldw ide  response  o f  put t ing  count r i es
in to  lockdown has  fo rced  peop le  to  work
f rom home and  run  the i r  bus inesses  f rom
home.

Wi th  tha t  sa id ,  the  c losure  o f  re ta i l  s tores
forced  peop le  to  shop  on l ine  and  supp ly
and  demand  fo r  cer ta in  products
skyrocketed .  Wh i l s t  those  w i thout  on l ine
shop ’s  were  l e f t  beh ind .  The  qu ick
t rans i t ion  to  work ing  remote ly  and  get t ing
your  shopp ing  and  o ther  i t ems  on l ine  has
prope l l ed  the  wor ld  o f  ecommerce  fo rward
by  qu i te  a  f ew  years .

I t ’ s  now more  impor tant  than  ever  be fore
to  be  se l l i ng  on l ine  and  la rger  compan ies
who  have  the  s ta f f ing  power  and  budgets
w i l l  l i ke l y  be  us ing  an  omn ichanne l
s t ra tegy  in  the  nex t  year  o r  two .  For  those
bus inesses  tha t  don ’ t  have  as  many  
resources ,  they  may  not  be  ab le  to  se t  up

the  same k ind  o f  l eve l  o f  omn ichanne l
re ta i l i ng  but  i t  can  s t i l l  be  done  fo r  sma l l
bus inesses .

I t ’ s  a l l  about  c rea t ing  an  exper ience  fo r
your  cus tomers  both  on l ine  and  o f f l i ne  as
we ’ve  ta lked  about  in  th i s  repor t  and
embrac ing  the  fu ture  techno log ies  o f
ecommerce  such  as  vo ice-ac t i va ted  search
and  bet te r  an t i c ipa t ing  your  cus tomers ’
needs  –  wh ich  can  be  done  by  any
bus iness  no  mat ter  i t s  s i ze .

Wh i le  the  COVID-19  outbreak  has
prope l l ed  the  wor ld  fo rward  a  few  years ,
th i s  i sn ’ t  necessar i l y  a  bad  th ing .
Bus inesses  w i l l  be  ab le  to  take  advantage
o f  techno log ies  to  grow the i r  bus iness
that  they  m ight  not  have  o therw ise .
Customers  a re  now more  used  to  sourc ing
and  shopp ing  fo r  the i r  i t ems  on l ine  and
throughout  lockdown,  the  h igh  ra te  o f
promot ion  fo r  shopp ing  w i th  sma l le r
bus inesses  he lped  to  ra i se  awareness  o f
bus inesses  in  loca l  a reas  tha t  they  may
not  have  shopped  a t  be forehand .

Propelled to the
Future?
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