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Introduction
In a study conducted by Mood Media among retail shoppers across the globe, “1 in 2 shoppers 
recall listening and enjoying music while grocery shopping.” This number goes up to about 74% 
among Gen Z customers. Music is only one part of customers’ multi-sensory experience in retail 
stores. Scents, conversations, sights including digital content in-store all have a profound impact on 
shopping behavior.

This isn’t new information, though. For years, retail organizations have been investing in optimizing 
every square-inch of their stores to offer better experiences. Until online retail became the vogue 
and the experience of shopping in a store was relegated to second place.

In the post-pandemic era, when customers cautiously, but proactively leave the confines of their 
homes, you need to deliver seamless immersive in-store experiences that continuously engage the 
customer.
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Be-commerce: The new retail
Recently, we described that Be-commerce — 
commerce about bespoke experiences, as 
opposed to plain e-commerce will drive the next 
wave in retail and enterprises need to adopt and 
adapt to technology to successfully ride the wave. 
Technology will be a key differentiator, supporting 
and enriching human interaction, enabling 
personalization, and creating an environment of 
trust that will build the future of retail.

In this paper, we’ll explore the other side of the 
same coin. We’ll identify the inefficiencies in the 
present in-store retail processes and consider 
technological alternatives for those.

The inconveniences of in-store 
retail
For the last 20 years, e-commerce has grown 
addressing the ‘inconveniences’ in shopping 
in-store — queues in trial rooms, unavailability of 
sizes, frictional returns processes, under-qualified 
sales assistants etc. It facilitated at-home trials, 
centralized stocks, easy returns and an over-load 
of information. The one thing e-commerce cannot 
replicate is the sensory experience of shopping at a 
store — millions of customers continue to visit malls 
and stores for the experience, in spite of the 
inconveniences.

78% of shoppers say an enjoyable in-store 
atmosphere plays a key factor in opting to make 
purchases in-store vs. online.

What if we could leverage technology to eliminate 
these barriers to stellar Be-commerce? Here are 
some possibilities.

Help the customer make better shopping 
decisions

Customers don’t come to stores to physically take 
the product away — though the immediacy might 
be a factor. They come mainly to choose a product 
that’s right for them. To try that dress, run in those 
shoes, or listen to the sound of the new 
headphones they have their eyes on. Real 
customer delight comes from how the product 
feels, not simply from having it delivered.

Stellar be-commerce must focus on enabling this 
experience.

Retail organizations should stop thinking of stores 
as small warehouses with a display section. They 
must instead treat them as places of delivering 
unique experiences at the end of which customers 
make a purchase. In fact, you can eliminate the 
need to store inventory by offering a multi-channel 
experience — buy in store, and receive the product 
at your doorstep, for instance. 

While this might look like a complete re-imagining 
of the fundamental ways in which retail has 
functioned for hundreds of years, it’s not 
impossible, especially with the help of modern 
digital technology. A connected inventory 
management system with centralized logistics can 
ease the transition.

Augmented reality/virtual reality (AR/VR) solutions 
can easily simulate what a piece of furniture will 
look like in your customer’s living room. Or how 
your customer might look in a specific dress or a 
shade of lipstick. Let’s push that idea a little further. 
AR can also show the customer what she might 
look like wearing that shade of lipstick when she 
gets tanned in Hawaii, where she plans to go next 
month! Imagine the customer loyalty your brand 
can gain with that kind of thoughtfulness.

This is a possibility not just for clothing or beauty 
retail, but just about anything. Instead of stocking 
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piles of that flavored yoghurt, you could have a 
yogurt parlor/café, where your customers can have 
a stellar bespoke experience, and pay for a 
subscription when they leave — and yogurt jars 
delivered to them at home.

This can help your business in myriad ways: 
Save expensive real estate from having to store 
stock. And give you the space you need to enable 
social distancing, without having to lose out on 
capacity.

Offer supply chain efficiencies with 
centralized warehouses.

Re-assign store staff to engage customers. 
Robots can do mundane inventory 
management.

Eliminate frictional processes

Serpentine queues in front of the trial room is one of 
the biggest reasons why customers leave without 
buying the product they desire. What if this can be 
significantly reduced by simulating trial 
experiences?

Stellar be-commerce must remove customer pain

Imagine a clothing store that uses computer vision 
technology to scan a customer for measurements 
and leverages artificial intelligence to match them 
to the products that are likely to fit them right. A 
sales assistant can quickly pick up this shortlist and 
walk the customer through the customizations they 
can make to ensure it is perfect! 

This model is applicable for other pain-points, 
especially ones that e-commerce handles very well. 
For instance, returns are a hassle while buying 
in-store. But what if you could send a return label by 
email to all customers, which they just have to stick 
on an envelope and pop into the mailbox? 

Another pain point for every shopper is the 
checkout line. There already exists technology to set 
up hundreds of checkout counters in each store. It is 
a distinct possibility for customers to scan the 
product code, swipe their card and leave — given 
they’re not taking away any stock, no worries of 
shoplifting either!

This can positively impact your bottom line in many 
ways:

Enable more customers per square inch of 
your store, a number even more valuable in 
the post-pandemic era.

Ensures there are no last-minute drop-offs, 
no customer would be scared of the wait 
time in check-out.

Self-service also reduces the pressure on 
your employees — you can reassign them to 
build trusting relationships with customers 
instead of frantically tapping on a computer 
screen.

Buyer’s remorse will reduce drastically, 
customers being absolutely sure of what 
they’ve purchased.

Create experiences hitherto impossible 

Take the example of shopping bridesmaids dresses 
— half a dozen women of varied shapes, sizes, 
complexions and styles coming together to wear the 
same dress. This cannot possibly be a pleasurable 
shopping experience. But what if it can?
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Stellar Be-commerce must reimagine what’s 
possible

When the group walks in-store, augmented reality 
technology can simulate what each of them would 
look like in any particular dress. You can also 
enable cross-country collaboration across your 
chain of stores through video conferencing. It goes 
without saying that you can enable customizations 
for each of them to ensure stellar bespoke 
experience.

A similar transformation will also happen in 
understanding of the customer and delivering 
what’s right for them. A generation ago, the local 
mom and pop store knew your name, what you 
bought, what you liked, what doesn’t feel good to 
you etc. Large scale retail lost this personal touch, 
making every visit an experience disconnected from 
the previous. 

Technology can help bridge this. A customer might 
check-in to your store, which will enable your sales 
assistants to see their past relationship with you and 
make personalized recommendations. While the 
technology can offer reliable recommendations, a 
salesperson being the medium of communication 
between the tech and customer can help build trust.

This can be impactful in many ways:

Customers will come to stores for 
experiences that can’t possibly be achieved 
online. Many of them will be willing to pay a 
premium for these experiences, opening up 
new revenue opportunities.

They will have a renewed sense of loyalty 
when every visit to the store is not a journey 
from square one.

You will gain personal insights from 
customers, which you can use to inform your 
product design.
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The future of retail is in the 
experience
As the whole world cautiously emerges out of the pandemic, the way customers perceive experience will change 
drastically. ‘Safety’, which has so far never been an aspect of retail experience will drive how customers perceive 
you. The fatigue/convenience of buying things online will weigh on their minds while shopping in your stores.

Some may have even forgotten what it feels like to go to a store or treat shopping as a leisurely activity. This 
offers you a once-in-a-lifetime opportunity to exceed expectations with thoughtful, bespoke experience: 
Be-commerce. 

Use this opportunity to shape the way you engage with your customers. Enhance their sensory experiences, 
eliminate barriers to a smooth shopping journey, and accelerate your growth for years to come.

05



Marlabs Inc.
(Global Headquarters)
One Corporate Place South, 3rd Floor
Piscataway, NJ - 08854-6116

Tel: +1 (732) 694 1000 Fax: +1 (732) 465 0100  
Email: contact@marlabs.com

JAY NAIR
Chief Operating Officer, Marlabs.

Authors

ANAND VASUDEVAN
Associate Vice President, Marlabs.


