3 WAYS YOUR
SHOPPERS
HAVE CHANGED
And How to Keep Up in a Digital Age

Today’s shoppers know WHAT they
want, HOW they want it, and WHEN
they want it. Is your ecommerce
strategy designed to meet their
growing digital needs?
INTRODUCING: YOUR NEW SHOPPER
Modern shoppers have changed in three ways:
1. They’ve changed what they want—the personalized experience
2. They’ve changed how they want it—the omnichannel experience
3. And they’ve changed when they want it—NOW
In an age where digital interactions influence 56 cents of every dollar
spent1, it’s no secret that a retailer’s digital presence can mean the
difference between success and failure. But simply having a digital
presence is no longer enough. Fulfilling the modern retail shopper’s
desire and expectation for a highly personalized, efficient,
omnichannel experience depends on the retailer’s ability to master its
digital presence across all devices and seamlessly harmonize with the
in-store experience—and the reward is customer loyalty and revenue.

56¢
Digital interactions
influence 56 cents of every
dollar spent in retail stores.
– Deloitte study, “Digital influence
redefines the customer experience"
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“For an online
shopping experience
to be great … the
customizable feature is key.
The fact that the company
knows who their customer is
and what things I'm into – I
find myself tending to
purchase a lot because
of that.”

THE PERSONALIZED
EXPERIENCE
Eighty-four percent of North American C-level executives say their organization
has experienced a trend toward customers wanting a more individualized
experience, yet fewer than one in five of those execs give their organization an
“A” in its ability to offer this personal touch. The biggest challenge? The ability
to respond quickly and effectively to changing market conditions.2
Shoppers are no longer satisfied with a one-size-fits-all approach to shopping;
they want offerings tailored to their interests, goals, and desires. They want to
feel that the retailer is connected to their desires throughout each stage of
their shopping journey.

10%
Organizations that have
increased their revenue by
more than 10 percent in the
last year are significantly
ahead of the curve when it
comes to offering
individualized experiences.
– Oracle Report, “The Era I
Enterprise: Ready for Anything”

PROVIDING THE PERSONALIZED EXPERIENCE
Harness artificial intelligence to tailor products, services, content, and experiences. In 2017 and beyond, it’s
predicted that machine learning and artificial intelligence will continue to help retailers create one-of-a-kind,
personalized, relevant experiences that build trust and loyalty with customers and generate higher-value
transactions. This evolving technology can scan social media and reviews, filtering spam and irrelevant
material, to help companies offer higher quality content and personalized product offerings and
recommendations.
Update the experience without the help of developers. Eighty-one percent of C-level executives believe there is
an important link between cloud-based IT solutions and their organization’s ability to deliver individualized
customer experiences.2 By relying on the cloud, retailers empower ecommerce and marketing staff to create,
add, and edit content like videos, blogs, product descriptions, promotions, and more without formal
development experience, and with the agility and speed necessary to capitalize on seasonal peaks and trends.
The goal: Do more of what works and less of what doesn’t.
Implement product reviews and integrate with customer service solutions to easily collect customer feedback
and effectively analyze this data across all touchpoints to tweak product offerings, introduce new product lines,
discontinue unpopular ones, and target audiences with insightful, personalized offers.
Translate rich customer data into action. Through integration with marketing automation solutions, retailers
create personalized communications to guide individuals through their buying journey, from search to purchase
and repeat purchase.
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“[Brand loyalty] is a
long and consistent
experience—the way I'm
treated online, the way I'm
treated in-store, the way that
the product is made. Those
are the things that are going
to keep me coming
back.”

THE OMNICHANNEL
EXPERIENCE
Today’s modern shopper wants consistent, positive experiences online,
in-store, and everywhere in between. Increasingly, Millennials and Baby
Boomers alike want to shop however is most convenient: research online
and buy in-store, research in-store and buy online, “click and collect,”
check in-store availability pre-visit, shop while on the couch, shop using
social media, and more. A consistent experience across all channels is
expected, and inconsistency and inefficiency result in abandoned carts.

Studies show that omnichannel
shoppers are more valuable,
spending 4 percent more
in-store and 10 percent more
online than single-channel
shoppers. They’re also more
loyal, with 23 percent more
repeat purchases than
single-channel shoppers.
– Harvard Business Review, “A Study of
46,000 Shoppers Shows That
Omnichannel Retailing Works”

PROVIDING THE OMNICHANNEL EXPERIENCE
Prioritize a mobile-first shopping experience. Fifty-seven percent of managers believe outdated technology
systems are holding them back.2 Retailers that adopt cloud ecommerce technology built on a mobile-first
philosophy benefit from the agility, speed, and streamlined experiences that translate seamlessly across all
devices and experiences and provide customers with the relevant information exactly when and how they want to
access it.
Empower staff with the product details they need. Cloud ecommerce technology that seamlessly integrates with
customer service, social, marketing automation, sales, and clienteling solutions arms shop staff with the right
product information and personalized knowledge, including customers’ shopping activity and browsing
preferences, to assist in finding and recommending the right products.
Give customers the options they want with integrated systems and pixel-level control. The key to omnichannel
success is shared data. The ability to capture data about your customers’ every move—on desktop, mobile, social
media, in-store, and during a customer service inquiry—means that retailers can offer experiences that
less-integrated competitors can’t, like click and collect, checking in-store availability online, and more.
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“A great online shopping
experience for me is
typically one where I can
order quickly, with free
shipping, and get it in the
mail within the next few
days.”

THE NOW
EXPERIENCE
In a digital age, timing is everything—especially now when one-click shopping
and free two-day-or-less shipping have become a standard expectation. From
the beginning to the end of the shopping journey, customers expect access to
product information, price comparisons, and peer reviews at their fingertips.
And once they’ve made their decision, they expect to execute the purchase and
receive items with ease, grace, and at a rapid pace—whether online or
in-store.
From the first touchpoint to the last, and throughout the repeat purchase cycle,
easy access to information, agility in navigating products and product
information, and speed in executing the purchase are key to capturing and
holding the attention of the modern shopper.

47%
Forty-seven percent of
online shoppers would pay
more for same-day delivery.
– ChainStoreAge.com, “Study:
Delivery time impacts online
shoppers’ purchase decisions”

PROVIDING THE NOW EXPERIENCE
Offer availability transparency. Forty-six percent of Millennial shoppers and 32.4 percent of Baby Boomer
shoppers express a desire to check live availability of products.3 Integration with inventory systems allows
retailers to provide the option for delivery or pickup in a local brick-and-mortar location—and if an item is out of
stock, transparency into when the item will be available.
Deliver fast. Speedy delivery, in the eyes of the consumer, is an expectation and a necessity. Free is preferred, a
spend threshold to earn free shipping is accepted, and 47 percent of online shoppers are even willing to pay more
for same-day delivery. 4
Use guided navigation to your advantage. Intuitive tooling makes it simple and easy to add and modify search
properties, including the ability to turn properties into navigation facets. Rapidly and easily improve the
customer’s shopping experience with intuitive tooling that makes it simple and easy to add and modify search
properties so that as a shopper is typing in the search, suggestions and product categories proactively populate.
Leverage wish lists for quick reference. Wish lists with social sharing, collaboration capabilities, and responsive
design allow shoppers to save items they’re interested in so they can go back and buy at their convenience, share
via email or social, or invite friends and family to collaborate. This enables a quick, easy, painless shopping
experience, especially around special occasions and holidays. As a bonus, wish lists provide key intent data to the
retailer and can be used to create marketing campaigns to drive conversion.

EXCEED YOUR
CUSTOMERS’
EXPECTATIONS
Your customers’ needs are always changing. Those retailers
who are prepared to meet and exceed customers’ expectations
have the unique opportunity to get ahead of the competition and
earn trust, loyalty, and revenue.
See how retailers are mastering the personalized, omnichannel,
and NOW experiences, and find how you, too, can exceed your
customers’ expectations.

Create the experience that
your shoppers want, now
and in the future.

Get more insight on
personalization through
digital commerce.

REQUEST A DEMO OF ORACLE
COMMERCE CLOUD >>

VISIT WEBSITE >>
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