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E-commerce to Be-Commerce: 
A New Retail Emerges
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Introduction
Retailers have been moving into a 
different operating model in the 
pandemic era — one that combines 
enhanced e-commerce and safer 
in-store experiences.

However, to stand out in the post 
COVID-19 world, retailers will need 
more than that. They need a new 
transformed model that fuses 
e-commerce with in-store shopping at 
a bespoke experience level. This will 
go well beyond omnichannel and 
focus on elevating buyer experience 
to an entirely new level. 

This transformed model is 
‘Be-Commerce’ — where Bespoke 
Experience will define the brand. 



What is Be-Commerce and 
why should you care?
Bespoke Experience Commerce or Be-Commerce 
happens when a retail brand places the total 
experience of the customer front and center. 
Be-commerce encompasses the gamut of tangible 
and intangible signals that immerse a buyer in a 
store. 

Shopping has always been a social activity. A visit 
to any large retailer, mall or main street will prove 
it. Families visiting a mall, making collective 
decisions on purchases, followed by dinner and a 
movie is the definition of life on a weekend. In 
many parts of the world, shopping is a celebration 
on its own — from buying a kid’s first Randoseru in 
Japan to a wedding dress in the US. 

On the other hand, e-commerce is typically limited 
by the experiences that an online channel can 
provide. Even in the case of social e-commerce — 
community recommendations, group shopping 
sites, or tech extensions to get feedback from one’s 
Facebook friends — the ‘social’ elements are 
merely online. For all its convenience, it is not real 
personal interaction.

In a post-COVID world, when everyone emerges 
from the confines of their homes, the need for 
real-world, social interaction will be higher than 
ever before. Brands that have built personal 
relationships with their customers will be the new 
leaders. Winning retail brands will adopt the latest 
digital tools and technologies to enhance 
in-person shopping in this new normal. 

How will technology shape 
Be-Commerce?
In the future, technology will drive unique, 
memorable, and personalized, experiences in 
store. Technology will set the standards by offering 
differentiated in-store Be-Commerce.

In e-commerce marketplaces, all brand stores look 
similar. Even with the ability to add a banner here 
or a button there or more, retail brands are forced 
to work within the constraints of a browser/mobile 
app’s capabilities. True immersive 
experience-focused retail is not possible in this 
environment. 

Brands will need to move to leveraging physical 
stores as spaces to understand their buyers more 
profoundly and build sustaining, deeper 
relationships. 

The singular attractive factor in e-commerce has 
been the ease of shopping — millions of products 
at your fingertips, delivered to you at the click of a 
button, without ever having to stand in a checkout 
line. However, this convenience has eroded much 
of the pleasures of the “good-old” shopping 
experience. 

Say we are purchasing a handbag. “38 inches 
long by 4 inches wide” can help buy a handbag. 
But not the handbag. The experience of trying it out 
while looking into a mirror, aided by a sales 
assistant’s expert feedback, is priceless! 

The future of retail will go well beyond 
convenience. It will blend the ease and 
convenience of online shopping while eliminating 
the friction of not being able to find what one 
wants, endless searches, ineffective product 
comparisons, and so on. Technology such as 
Augmented Reality (AR) / Virtual Reality (VR) will 
help make the leap by enabling life-like 
simulations of product experiences.
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Deeper personalization 
through technology
We already live in an individualistic, 
personalization-driven culture. That is unlikely to 
change. In the future, buyers will demand 
hyper-personalization of products that will go 
beyond choosing a unique color or embossing their 
name on the product. In fact, it is likely that 
customers will begin to demand throwbacks from 
the past like a ‘tailored’ suit or a ‘handmade’ shoe.

The personalization they seek will of course not be 
available in stock merchandise. Instead, products 
will need to be custom-made, at scale, enabled by 
technology. This will be driven by ‘just-in-time’ 
manufacturing — products designed in 
collaboration with the customer in-store, orders 
placed online, manufactured, and delivered.
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Consider something like a shoe purchase. In 
the future, virtual reality solutions will capture 
images of the customer’s feet, identify gaps, 
design a virtual shoe with all the adjustments 
while specifying the choice of materials it is to 
be made of. Customers could even get a 3D 
prototype printed on the same day!

This would offer a transformative experience 
and a wow product to the customer, while also 
providing a wealth of data to Retail product 
design teams.

Imagine a coffee shop where your order is 
scanned for suitability before it is handed to you. 
The barista places your coffee and bagel on a 
small screen, it has a green check on all your 
needs, she looks at it and realizes it is not 
gluten-free.

She can say, “hey the coffee is non-fat, but the 
bagel isn’t gluten free, I take it that’s ok?”

By getting the barista familiar with the 
technology and processing the information 
displayed, Be-Commerce enables them to care 
for the customer better. Customers on the other 
hand can rest assured that the barista will flag 
concerns, if any. 

Technology will enable an 
environment of trust

Buyers cannot trust a product — as reliable and 
high-performing as it may be. However, they can 
trust a brand, which is represented by real people, 
as seen in their behavior. All the information and 
user reviews in the world cannot replace the 
reassurance offered by human interaction.

While e-commerce focusses on minimizing this 
interaction as much as possible, Be-Commerce will 
leverage technology to bring back the “personal 
touch.“

Build future retail today
The idea of experience-driven retail is not new. For 
years, people have tried on makeup at Macy’s, 
taken advice from sales assistants at Best Buy, 
checked out furniture set up in a life-like manner at 
Ikea and so on. More recently, Pirch showrooms 
allow you to test living appliances and bathroom 
fixtures — yes, you can cook on a stove or turn on 
a tap. It’s also no surprise that companies that 
started off as e-commerce players are opening up 
retail stores — from Rent The Runway in the US to 
Alibaba in China. 
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As a retail player in this new world, 
sales and customer loyalty can only 
come from immersive, in-person 
buyer experience.
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The future will belong to those who provide that 
immersive buyer experience. A study by the Retail 
Council of Canada found that, “Consumers want 
an experience that rises above the channel or 
device used. The goal is to provide them with the 
ability to interact and shop across channels, 
creating a seamless, fluid and frictionless brand 
experience.” 

Building such a future will require strategic and 
thoughtful investments in technology. Whether it is 
multi-channel analytics or the digital twin for your 
supply chain or merchandizing intelligence, the 
role of a CXO in the post-COVID world will be to 
employ tools and technologies that enable stellar 
in-store and in-person buyer experiences by 
strengthening their digital foundation.
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