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Technology In Retail

• 81% of customers go online 

before purchase 

• Firms using internet are 7% 

more productive than average

Does It Matter?

• NZ online retail 10-20% annual growth

• Online growth included in total growth

• Domestic online growth flattening

• International growth outperforms

Online Sales Growth In NZ 

Retail sector slightly 

lower users of internet 

services than businesses 

as a whole

Internet NZ / Google Study



Customer Journey 

• Store centric

• Local competition only

• Mass market promotionally driven

• People
• ATL Media
• Store

• People
• Store

• Store • Store
• Deliver 

from store

• Store
• Phone

Awareness Consideration Buy Fulfil Service



Customer Centric 

“There is only one boss. The Customer. And she can 

fire everybody in the company from the chairman on 

down, simply by spending her money somewhere 

else”

Sam Walton



Customer Journey - Today

Customer

Awareness
- People

- ATL Media

- Store

Consideration
- People

- Store

Buy
- Store

- Phone

- Mail Order

Fulfil
- Store

- Deliver from 

Store

Service
- Store

- Phone

- Search

- Online Stores

- Email

- Recommendations

- Remarketing

- Social Media

- DRTV

- Digital Display

- Online

- Reviews

- Ratings

- Comparison Sites

- Social Media

+ Online

+ Apps

+ DRTV

+ Pop Ups

- Deliver Home

- Pick Up in Store

- Pick Up Other Location

- Store

- Deliver from Store

- Online

- Email

- Social Media

- Live Chat

- Store

- Phone

• Customer Centric

• “Curate” Marketing

• Competition

• Digital Impacts All



Core Technology



Technology Impacts

• Enables personalization

Acquisition – “Know Me”

• Across all channels

• Personal, Relevant

• Execution works

Retention – “Engage Me”



Technology Impacts

• 81% of people go online before purchase 

• Digital interactions influence 36 cents of every dollar spent in a retail store

• Consumers using a device during their journey convert 40% higher than 

store only shoppers 

• In 2013 eStar clients grew average online revenue per customer by 10%

• Technology enables Shop Anytime

• Personalisation, Recommendation, 

Loyalty increases spend

Customer Value (in all channels)

“Online sales exceed 

that of the largest store”

Rod Duke, Briscoe Group MD



Technology Impacts

• All stores are big stores

• Expanded ranges

• Expanded markets

Expansion & Diversification



Technology Impacts

• Data for personalisation

• Individual customers

• Customer groups

Understand customers

• Online execution

• Customer journey

• In-store execution

Improve execution
94% of companies agree that 

personalisation “is critical to 

current and future success.”

BUT 70% of brands are still 

not personalizing emails sent 

to subscribers

84% of online spending is on 

weekdays vs 69% of in-store

Tailor Promotions



Omni Channel

“… Everyone talks about it, nobody really knows how 

to do it, everyone thinks everyone else is doing it, so 

everyone claims they’re doing it.”

Dan Ariely



Omni Channel means Customer Centric

• Know Me Everywhere

• Order Anywhere, Anyway

• Buy Anywhere, Anyway

• Fulfil Anywhere, Anyway

Technology enables:

Omnichannel Progression 

Begins with Webstore foundation

“Never lose a sale.”

“they can buy what they want, 
where they want, when they 
want”

“Our biggest opportunity, 

supporting customers to shop

anywhere at any time”



… or not?


