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Precisely how the physical retail store will not 
only survive, but thrive in future is the subject 
of Future Stores 2016 – the only major 
gathering of in-store experience innovators 
from Europe’s most progressive retailers.

Despite eCommerce hogging the spotlight 
in recent years, the art of the retail store is 
enjoying something of a renaissance. In fact, 
for those who are able to do it well, enticing, 
thoughtfully designed stores have become a 
powerful brand differentiator.

Despite the wealth of digital devices at the 
fingertips of today’s modern shopper, there 
remains an enduring desire for faultlessly 
finished bricks-and-mortar stores – places 
for shoppers to enjoy truly memorable, 
multi-sensory shopping experiences which 
are impossible to replicate online.

As a result we now see online-only retailers 
moving into the physical retail space. Etsy 
opening a test concession in Selfridges, and 
talk of Amazon opening a physical store are 
excellent examples of this. 

However, there is no doubt that the 
consolidation of the high street is not yet 
over. Retailers are looking to discover the 
paradigm which will dominate high street 
retail for years to come.

At Future Stores 2016, we’re drawing insights 
from top retailers on how they are innovating 
in technology, driving footfall, harnessing the 
power of in-store data, and revolutionising 
the way we pay.  

Download the full agenda for Future 
Stores 2016 to get the complete picture.

Future Stores
Reports of the death of the physical store have been 
greatly exaggerated.

Retail. Reimagined.
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Simon Liss 
Managing Partner - Strategy & Innovation
Omnifi

There’s no doubt that digital, mobile and 
online are here to stay, but these new tools 
and channels haven’t killed off face-to-face 
shopping. What many now realise is that 
it’s not a case of one channel or another, 
but all of them, together at the same time. 

Out of this complexity and disruption 
comes opportunity. Multi-channel retailers 
that can work out how to maximise the 
interplay between physical and digital will 
surely stand a better chance of success. 

The task is not simple. There is no 
established model for the connected 
store, so we are all navigating uncharted 
territory. Both clients and colleagues in 
the industry are grappling with some key 
questions. What is the intrinsic value of 
physical retail space? How does it integrate 
with digital and other sales and marketing 
channels? 

These challenges are both exciting and 
daunting. They need to be tackled through 
a broad understanding of both traditional 
retail values and new digital possibilities.  
‘Business as usual’ and pragmatism needs 
to be joined by an ability and desire to 
come at this challenge with fresh ideas and 
innovative customer experiences.  

To move forward retailers will need to 
act rapidly, fail fast and learn quickly. 

For most this won’t just mean throwing 
new technology into stores, but a more 
fundamental re-engineering of their 
operational and organisational model.
No single business, technology or 
approach can solve this challenge alone, so 
moving forward requires collaboration. We 
don’t pretend to have all the answers, but 
we are constantly identifying challenges, 
opportunities and solutions in what is an 
exciting, early stage and fast moving area. 

This short guide is just our attempt to 
crystallise some of our current thinking, 
ideas and approaches to connected retail. 
We hope you find it useful and that it 
goes some way to helping you along your 
connected store journey. 

Introduction

Digital is transforming 
almost every aspect of 
our lives, often in ways 
that challenge the status 
quo. In terms of retail, 
while eCommerce has 
grown quickly, some 80% 
of purchases are still 
concluded in real shops. 
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Context and needs are typically different 
to a user sitting at a computer. It’s 
accepted and expected that content, 
screen design and functionality in 
desktop versus mobile experiences 
should be different. 

It wasn’t always this way.  Many 
businesses have been slow to ensure 
that mobile users’ needs are met and 
early mobile sites and experiences 
tended to be just scaled down 
versions of their PC counterparts. As 
an understanding of mobile contexts 
and habits has grown, so has an 
understanding of the need to approach 
mobile as a distinct set of user needs, 
user experience and design challenges. 
Today people talk of ‘mobile first’ 
thinking and it is almost unthinkable 
to imagine a new digital project that 
ignores mobile users and their specific 
needs.  

It is also clear that progressive online 
and multi-channel businesses that have 
invested and experimented early in 
mobile have thrived. 
For us, the in-store digital channel is 
much like the early days of mobile. We 
have begun to recognise its potential as 
differentiator and we have witnessed 
the consumer appetite for web content 
whilst shopping - e.g. the rise of ‘show-
rooming’. 

The response of many retailers has 
been to simply drop their eCommerce 
platform into the retail space, 
encouraging users off their phones and 
asking them to use in-store PCs and 
kiosks instead. The concept of ‘get online 
here’ is perhaps the most basic form of 
in-store digital. It’s the transplantation 
of the standard website into the store 
environment. 

In-situ digital and 
The Internet of Place

Nowadays nobody would really argue against differentiating between the 
desktop web and the mobile web. We’ve come to understand and appreciate 
that a mobile web user’s context and needs are typically different to a user.
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While ‘transplantation’ serves a purpose, it 
doesn’t reflect the reality of offline shopping, 
because the physical retail environment 
is different to the online environment in a 
number of crucial ways:

• Digital experiences in-store live in an owned physical 
environment, so designing for in-store can mean 
considering lighting and heat, network availability and 
physical integration of kit with interiors. 

• Digital in-store can be used by anyone walking in off 
the street and is likely to be subject to high-volumes of 
interactions. This means that experiences need to be 
intuitive, accessible and durable. Using standard web 
hardware and software isn’t going to cut it.

• Digital experiences in-store need to deliver immediate 
value, because they are competing for users’ time and 
attention against other nearby shops, online channels and 
the surrounding physical environment and staff. 

All this means that in-store digital strategies and solutions need to be rooted in a new way of thinking 
that isn’t solely driven by eCommerce priorities and approaches. We call this new way of thinking ‘in-situ 
digital’ and the new forms of web relevant in real-world environments as ‘the internet of place’.
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Building these connections between offline and 
online channels is a logical starting point for most 
retailers. At a basic level it ensures that customer 
and retail data is joined up and consistent across 
marketing and sales channels. 

We sometimes refer to this basic integration as ‘the 
plumbing’, because, while it’s not very glamorous, 
it opens the door to more seamless and creative 
customer-centric approaches. Once you have a 
global view of stock and customers and have joined 
up sales and service channels, you can start to 
make leaps forward in both holistic customer retail 
experience and operational efficiencies.  

While it might sound simple in principle, integration 
can be very hard in practice.  Many retailers are 
faced with legacy systems, often compounded by 
‘legacy attitudes’ in organisations used to working in 
silos and to channel specific targets and priorities. 

The second challenge comes from knowing what 
to do with joined up data and systems. Data is 
useless without hypotheses, analysis and an ability 
to take action based on insight. Creating joined-up 
experiences from joined up systems needs a deep 
understanding of customer needs as well as the 
imagination to create new interaction possibilities. 

Our response to these challenges is to think big but 
act small. Our advice for clients is to start to build 
connections and joined up experiences with the tools 
and platforms that they have, rather than wait for 
‘big-bang’ change programmes. We often call these 
approaches ‘thin layer’, as they are about using small 
pieces of innovative technology to bridge between 
existing platforms and data. And all the time we 
encourage retailers to not be led by technology but 
respond to real customer need and thereby create 
durable business value.

Integrated retail
experience

Integration sees online and offline channels linked in meaningful ways to 
create more efficient and seamless experiences both in-store and across 
a customer’s omni-channel journey. 
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If you have an up to date and 
cross-channel product view, then 
allowing customers to scan a 
product code in-store that links to 
info, stock and reviews online is a 
simple way to mesh the physical 
store items with digital content. 
We’ve developed a product-scanning 
technology that sits within a WiFi 
portal – making the process even 
simpler and app free. 

Docking your phone or tablet into the iTrolley allows you to 
charge as you shop. More importantly, location based messaging 
and product-scanning means you can get offers and other 
information as you trundle around the store. The wheel might 
still wobble though....  

Recognising users and measuring customer behaviour 
in-store via apps, beacons,  WiFi and EPOS data means 
that retail behaviour can be linked to eCommerce 
behaviour and allows cross-channel effects to be 
measured, analysed and influenced.

We’re starting to incorporate call buttons and IM into 
bricks-and-mortar retail portals so that customers can ask 

for assistance and talk to remote sales staff and experts even 
when other shop-floor staff are busy. Using triangulation 

via WiFi or beacons we can even tell staff exactly where the 
customer is standing in-store. 
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It employs data, sensors, machine-to-
machine communications, screens and 
other connected devices to track and 
react to customer actions. 

In our vision of responsive retail, 
the physical environment can be 
personalised to each user, with 
shoppers being recognised and 
welcomed into the store environment 
and communications changing 
according to their individual profiles. 
 
We also need to consider retail 
experience value that extends beyond 
sales and commerce platforms. The 
act of shopping is often both rational 
and emotional.  With the physical store 
increasingly becoming a destination 
and not an end in itself, not everything 
in a shop needs to lead directly to a sale. 

It is also important that those 
designing connected retail experiences 
start thinking beyond touchscreens. 
Walking around a store glued to your 
phone is not just a potential health 
and safety issue, it can also prevent 
you from fully experiencing the 
physical environment. In the future, 
the best interface will probably be no 
interface at all and communications 
and transactions will require very little 
shopper effort.

Responsive retail
experience

‘Responsive Retail’ is an approach to in-situ 
digital that builds on basic integration 
by looking at ways technology can make 
the retail environment flex and respond 
dynamically to user needs. 
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RFID sensors can measure how 
often products are picked up, 
allowing popular products to be 
promoted and the untouched ones 
to be relegated to the back of the 
store or warehouse. Over time, 
each store’s display will be able to 
flex according to local customer 
preferences and the sensor data will 
act like on-line page views, but for 
real-life products. 

Digital display screens are more dynamic than posters, but they 
still pump out the same content to everyone, irrespective of their 
shopping profile and needs. Beacon and WiFi enabled screens 
can recognise users as they approach and change content 
accordingly. Imagining yourself wearing this season’s look just 
got easier.

Your app tells you that your click-and-collect order is 
ready to pick up, and as you enter the store a beacon 
picks you up, your phone buzzes in your pocket 
and you look up to see the in-store connected lights 
showing you the way to the collection desk.

Our WiFi platform can measure footfall and user flow, but 
combine that with a facial recognition system and you can also 
determine age, sex and ethnicity. That’s more than google can 

do. Imagine having demographic, dwell time and movement 
data on your shoppers, without them having to lift a finger. It’s 

like analytics for the store, but better. 
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About Omnifi

We help clients identify in-situ technology opportunities 
and understand how to best leverage and integrate 
their physical locations as part of their multi-channel 
operations. 

Connected space strategy

We work with a wide range of touch-screen and 
sensor based technologies. supporting engagement, 
offline and online sales, digital shopper marketing and 
experiential activities.

In-situ interactive and IoT

We design, develop and manage mobile-centric 
services that are designed to work in harmony with 
physical stores and locations and other sales and 
marketing channels. 

Integrated mobile services  

£

Top face of cube: World Vision installation
Left: Our own Jack building something
Right: TUI client
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Get in touch
Phone us 
020 3740 2464

Email us 
simon@omnifi.co.uk
nick@omnifi.co.uk

Find out more about us
http://omnifi.co.uk

Tweet us
@OmnifiLtd

Visit us
4.08 E1 Business Centre
3-15 Whitechapel Road
London
E1 1DU


