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Experience a new world of interaction

As the “He Said/She Said: How Shoppers and 

Retailers View the 21st Century In-store Experience” 

white paper authored by Retail Systems Research 

(RSR) indicates, a gap exists between retailers and 

consumers regarding what personalization of the 

shopping experience should be. Retailers often want 

to understand the consumer for more than just 

what they buy. However, consumers often believe 

that retailers simply see them as “you are what you 

buy, not who you are.” RSR and NCR combined their 

surveys of retailers and consumers in the Americas 

(North and South America) to gauge their opinions 

about loyalty programs, product mix and customer 

service. The results also describe the impact of 

cross-channel messaging, social media and mobile 

technology on the consumer-retailer relationship. The 

purpose of this addendum is to highlight the North 

America-specific findings. 



Loyalty Programs Matter, but Consumers Want 
More Out of Them   

Loyalty programs have become an integral component 

of the customer relationship management strategy of 

retailers. Almost half (46%) of retailers interviewed 

acknowledged that loyalty programs were a primary 

method of theirs for gaining customer loyalty; however, 

despite retailers’ efforts to become familiar with their 

customers through such programs, only 5% percent of 

North American consumers stated that they felt their 

preferred retailers knew them well. When it came 

to opinions about the importance of knowing their 

customers better, 57% of retailers strongly agreed that 

personalized communications were critical for winning 

and keeping customers.

Retailers Know About Their Customers but Not 
Always What They Want

As consumers have become more technologically 

enabled, retailers have gained more access to  

customer data. More than 70% of retailers reported 

that customer data was more important than product 

sales data in helping them understand demand trends. 

And while consumers indicated they were willing to 

share their information with retailers to qualify for 

special promotions, 42% of shoppers expressed the 

desire for retailers to focus on new product arrivals 

for items they generally like. Additionally, 36% of 

consumers stated that they spend more with retailers 

that try to build deeper relationships with them. 

While becoming knowledgeable about the products 

their customers to want buy, retailers must also be 

prepared to adjust to changing economic conditions, 

underscoring the need to acknowledge and respond 

to changing consumer preferences. Thirty percent of 

North American consumers strongly agreed that the 

economy significantly impacted their shopping behavior 

in the past year, while one-third somewhat agreed. 

Consumers felt that retailers are not taking advantage 

of the loyalty data at their disposal: Only 18% felt that 

retailers use information (or more specifically purchase 

history) in making the shopping experience better; 33% 

believed that retailers only do basic things around the 

consumer’s shopping preferences.

Consumers Want the Best of Both Worlds: 
Knowledgeable Staff and Self-Service Technology

Besides acknowledging their preferences, consumers 

stated that a key driver of their loyalty to retailers 

was the quality of the customer service they received. 

The 360-degree survey explored consumer service 

expectations against three dimensions: employees, 

managers, and self-service options. While 54% of 

retailers thought that more personalized attention 

from store employees was valuable to their customers, 

nearly 60% of North American consumers agreed with 

this assessment (although only 34% wanted attention 

from a store manager). Store associates working the 

floor and helping customers are a key benefit of 

self-service technology for retailers. Fifty-six percent 

of North American consumers stated that they found 

“technology-enabled” employees extremely to very 

valuable, while nearly half of all retailers believed it was 

important to empower their in-store employees with 

technology. Retailers who make technology available 

to their employees allow the associate to access 

information quickly to provide service to the customer. 

Additionally, today’s consumer has become more 

interested in using self-service technology to execute 

transactions and less expectant of interacting with store 

employees at checkout (73% of consumers showed a 

willingness to use some type of self-service).   

Meanwhile, self-service technology has become 

a customer-attracting differentiator in the retail 

sphere. Twenty-seven percent of retailers stated that 

they believed the deployment of more self-service 

technologies was very valuable. Thirty-eight percent of 

North Americans interviewed for this survey indicated 

that the availability of self-service devices is highly 

important for a positive in-store experience. The bottom 

line for retailers is that consumers expect assistance 

from knowledgeable store employees, but they want 

the option of serving themselves via self-service 

technology. 



Consistency Across Channels Is a Priority 
to Customers

The retailers interviewed for this survey confirmed 

that technology has transformed how their consumers 

engage them. Not only has technology created 

opportunities for them to expand their business 

channels, but it has also impacted how retailers manage 

these channels. Retailers are now emphasizing the 

importance of channel convergence, and they recognize 

the value of cross-channel customers. Eighty-one percent 

of retailers strongly agreed that it was important to 

create a single brand identity across channels. When the 

discussion turned to cross-channel fulfillment, 63% of 

retailer respondents strongly agreed that they needed 

to be able to enable flexible cross-channel fulfillment, 

and 55% strongly agreed that inventory should be able 

to be leveraged across channels. While consumers were 

positive about the ability to buy online and pick-up in-

store (41% extremely / very Important) or to buy in-store 

and have it delivered to their home (33% extremely / 

very Important), they expressed a greater interest in a 

more flexible fulfillment model overall (65% extremely / 

very Important).

Social Media and Mobile Technology Are Affecting 
the Retail Landscape

The availability and use of social media and mobile 

technology presents an emerging channel opportunity 

for retailers. Twenty-five percent of retailers interviewed 

for this survey viewed having a presence on social 

network sites as very valuable. Twelve percent of 

surveyed consumers use Facebook and another 5.5% 

use Twitter as part of their pre-shopping activities. 

Consumers also reported using mobile technology as 

a pre-shopping activity, with 10% of consumers using 

a retailer’s mobile app and another 8% using a non-

retailer app. As the use of smartphones continues to 

climb, retailers must be prepared to connect with their 

customers whether they are out of the store (at home, 

office, school, or elsewhere), near the store where they 

can exchange timely information with the retailer, or in 

the store.
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Conclusion

Survey results indicate that there is a gap that needs to be 

bridged between retailers’ perceptions about the in-store 

shopping experience and that of consumers. Consumers 

want retailers to acknowledge their shopping preferences to 

elevate their loyalty to a retailer; however, they expect that 

retailer to deliver on the basics of price, product and service.  

Consumers also expect retailers to provide assistance through 

knowledgeable employees; to make available technologies such 

self-checkout and kiosks; and to present consistent product 

pricing and information across channels. In addition, consumers 

in growing numbers are leveraging social media sites and 

mobile technology in their pre-shopping activities and, in the 

case of mobile devices, while they are on the go or in the store. 

Retailers must redirect their current approaches to be more 

responsive to these and other consumer expectations. 


