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It’s a familiar scene. A consumer enters your store and
is directed by your associate to the latest and greatest 
product. The shopper paces the aisle looking at the 
options: holding the product, reading the specs and 
physically experiencing the product’s look and feel. 
But what happens next stops the sale in its tracks. The 
consumer pulls out his mobile phone to scan the product’s 
bar code to browse online to compare prices. He 
determines he can get the same item from an online 
marketplace for a few dollars less, with no tax and free 
shipping. With one click the consumer completes the 
purchase and strolls away—not a penny spent at 
your store.  

The industry has defined this scenario as “Showrooming,” 
where a consumer visits a brick-and-mortar store to 
research a product but then purchases it elsewhere. The 
driving factor is typically price, as information-empowered 
consumers find better deals by phone, online or at a 
competitor’s physical store. If you’re a retailer, Showrooming 
may already be impacting your revenue, but how 
concerned should you really be?

COMBATING 
Showrooming
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Not all retailers with a brick-and-mortar store should be concerned about Showrooming. There are some 
segments that can breathe a little easier. Grocery stores and retailers that offer everyday staples run a 
lower risk for Showrooming because their shoppers often select the store due to proximity, convenience 
or out of loyalty. Retailers that offer goods at a set price, like in the dollar or pharmaceutical segments, 
are also not typically victims of Showrooming.

If you’re a retailer of electronics, technology, media, toys or big ticket items—pay attention. You are 
already experiencing the impact, even though you may not be aware of it yet. For example, a consumer 
searching for a kitchen faucet may initially visit a popular Do-It-Yourself retailer to browse the large 
selection and talk to the store’s plumbing expert. Yet after a quick look on her smartphone, that 
consumer realizes she can purchase her faucet of choice for $50 cheaper at the discount warehouse 
club just one mile away. She found a deal, but you lost the sale. Retail segments that offer big ticket 
items and specialty merchandise must be vigilant to create a Showrooming strategy to retain a
competitive edge. 

RETAIL SEGMENTS 
HIT HARDEST by Showrooming

electronics technology media toys big ticket items
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NUMBERS don’t lie

Findings show:

A recent study of U.S. smartphone owners shows that mobility is transforming everyday 
shopping behavior.  

When respondents were asked how they used 
their smartphone to help with shopping:

• 49% compared prices

• 54% located a retailer

• 34% searched store inventory

• 44% read product information and reviews

• 48% found offers and discounts

70% use smartphones in the store 79% use smartphones for shopping

 *The Mobile Movement, Understanding Smartphone Users, Google/IPSOS OTX MediaCT U.S., April 2011

49%



The silver lining
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The data also highlights that shopping is 
a true multi-channel process. Of U.S. 
smartphone users, 67% researched 
products on their smartphone and then 
bought in a store, while 23% researched via 
smartphone, visited a store, and then finally 
purchased online. This indicates a silver 
lining for retailers that embrace converged 
retailing and engage smartphone users who 
pass through their stores in a rich multi-
channel experience to encourage sales and 
brand loyalty.

Internet sales 
tax debate

One driver to making online purchases is 
often that online retailers are not required 
to collect and pay sales tax. When paired 
with free shipping, this can be a money-
saving solution for price-conscious shop-
pers. This leaves brick-and-mortar retailers 
wondering how they can compete with such 
competitive pricing.

There are national advocacy efforts underway 

to require online stores to begin collecting state 

sales tax for online purchases.  CLICK HERE for 

more information on this issue.   
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Customer Engagement Strategies

Strategies for combating Showrooming are varied and will apply differently for every 
retailer. Factors to consider are your segment, competitors, location and more. With 
this in mind, the following three strategies are powerful approaches to overcoming 
Showrooming.

1: Enhance the in-store experience

2: Take advantage of social influences

3: Match pricing
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For consumers, a positive in-store experience can still trump and overcome online discounts. Retailers 
must focus on empowering their associates to deliver better service and improve the overall consumer 
experience in the store. 

Ensure associates are equipped with strong product knowledge and the ability to upsell and cross-sell. 
Associates should be well-trained in how to best approach the shopper and monitor consumer behavior. 
Many retailers are equipping associates with a mobile point-of-sale (POS) device. This can give your 
associate an even stronger presence with the ability to conduct inventory checks, reserve or deliver items 
from locations, or even place an item on hold or back-order. Incentivizing associates to “sell beyond the 
aisle” can be a powerful tool in overcoming Showrooming.

A retailer can also offer incentives for 
customers to shop in the store, such as 
free shipping on orders placed in-store, 
exclusive in-store items, easy returns, 
gift wrapping and other perks like 
bonus 
loyalty points. Technology can be
deployed to enhance the shopper 
experience, such as digital signage, 
videos or other virtual tools. Combining 
the expertise of your associates with 
in-store interactive technology and 
perks creates an engaging experience 
for your consumers.

#1: Enhance the in-store experience
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Retailers must not only accept but embrace smartphone use in their stores. One way to do so is to 
encourage and participate in your consumers’ social media interaction. Retailers can integrate 
social media in the store by creating displays that encourage “liking” merchandise or sharing 
pictures of a product via Facebook, Twitter or LinkedIn. Provide consumers with special promotions 
through social media, and use events and promotions to strategically drive revenue. 

Geo-location mobile apps that encourage “checking in” can also drive loyalty. Retailers are seeing 
customers “check in” when incentivized with coupons or freebies. Overall, social media can help 
consumers see more value in visiting your store, and sharing that experience with their peers.

#2: Take advantage of social influences
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Finally, while you don’t always have to fight with price, it is a valid approach to consider. 

First, retailers should always ensure they are providing consistent pricing across all of their channels. 
Consumers become highly frustrated with an inconsistent experience. This leads to lost sales and 
broken trust for the long term. 

Many retailers today are already offering and advertising price-matching policies. However, in-aisle 
price matching is the next wave. In this approach, QR codes are placed on the product info label, and 
when scanned a price matching e-coupon is immediately sent to the shopper’s smartphone. 
If approached the right way, immediacy can work wonders for conversion.

#3: Match pricing

PRICE
MATCH
GUARANTEE

PRICE
MATCH
GUARANTEE
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RECOMMENDATION

A proper strategy must be put into place that considers 
associate training, the in-store experience, online 
presence and more. Furthermore, all channels and 
efforts must work together seamlessly. In this world 
of converged retailing and the digitally-enabled 
consumer, a retailer must stay competitive by providing 
a consistent multi-channel experience that takes into 
account a consumer’s preferences.

Before you feel overwhelmed, consider this: a recent 
survey by *Retail Systems Research noted that “retail 
winners” aren’t mastering channel convergence on 
their own—they are smart enough to ask for help. 
Findings show that the majority of retail winners have 
a greater willingness to work with outside integration 
partners than in the past: 56% now compared to only 
25% in 2011. 

Take your Showrooming strategy seriously

* Retail Systems Research: Omni-Channel 2012: Cross-Channel Comes of Age, 2012 Benchmark Report, Nikki Baird and Brian Kilcourse



The answer to overcoming Showrooming lies in deciding to get help—and selecting the right technology 
partner to go on this journey with you. 

The NCR Customer Experience Consulting group is uniquely equipped to help retailers fully understand their 
unique business challenges and opportunities, and then define and operationalize a strategy to combat 
Showrooming. We help retailers get to the bottom of consumer perception and where gaps may exist from 
the consumer point of view. 

With over 128 years of retail experience, melding the customer experience with your retail operations to        
ensure success is our passion. We know that technology is only part of the story—it’s the knowledge and 
experience that will operationalize the solution and become a true differentiator for your business.

HOW NCR CAN HELP

Sounds Great, Where Do I Start?

To start your journey, contact the NCR Customer Experience Consulting group at CxC@ncr.com. 
We’ll begin a discussion on what an engagement would look like for your business. 
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+ =questions ideas answers
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About NCR
NCR Customer Experience Consulting offers 

unmatched intellectual capital with proven 

research methodology, tools and techniques 

based on more than 30 years of retail analysis. 

For more information, contact CxC@ncr.com. 

With more than 128 years of retail expertise, NCR 

is the only  company that encompasses every retail 

touchpoint to deliver a true converged retailing 

experience. We can guide you through the world 

of c-tailing and help you serve your customers how, 

when and where they choose.  

Through best-in-class solutions, consulting and 

services, it’s possible to achieve converged retailing 

when you partner with NCR. 

NCR Corporation   |   3097 Satellite Boulevard   |   Duluth, Georgia 30096 . USA


