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A D V E R T O R I A L

Winning retailers will offer seamless, personalized, mobile-enabled shopping

Integration as Innovation
Among the many opportunities mobil-
ity offers retailers, none may be so sig-
nificant as the fact that consumers have 
their mobile devices with them virtually 
all the time – including while shopping. 
While mobile’s ubiquity has contributed 
to the disconnection of showrooming, it 
also presents an opportunity for recon-
nection between the retailer and the 
shopper.

One-On-One ShOpping experienceS
“Now that the consumer has this tech-
nology with them all the time, retailers 
can communicate directly with them,” 
says Chris Lybeer, vice president and 
general manager for marketing and mo-
bile solutions at NCR Retail. “And the 

power also exists to know what their 
preferences are, by asking the con-
sumer and looking at their shopping 
patterns. The opportunity with mobile 
technology is to create unique one-on-
one experiences with consumers.”

The shopping experience soon could 
(or should) be that from the time the 
consumer pulls into the store’s park-
ing lot, “we know you’re there, because 
you’re carrying your phone, and from 
there, the experience should be tai-
lored, efficient and value-added for you 
as a consumer,” says Lybeer. This expe-
rience might consist of simply welcom-
ing a customer to the store or providing 
an offer that might appeal to her. “It 
could also be knowing that it’s lunch-
time and that you’re a frequent visitor, 
so using mobile communications to ask 
you if you want your favorite sandwich 
from the deli counter,” he says.

“I think consumers want this – to 
only be told about stuff that’s relevant 
to them personally,” Lybeer adds. They 
will appreciate that a retailer knows 
they only buy red wine, not white wine. 
“That’s where we need to get to.”

TechnOlOgy ThaT MaTTerS
Retailers need three types of technol-
ogy to make this happen in a way that’s 
positive for both themselves and shop-
pers: CRM, mobile applications, and 
an overall ability to integrate all the rel-
evant systems.

“Retailers have to have CRM capa-
bility, to know their customers but also 
to let consumers engage with them and 

provide their preferences – a powerful 
concept,” says Lybeer.

Mobile applications to enable per-
sonalized shopping are also needed. 
“This is about what’s happening on 
consumers’ phones and how it’s hap-
pening. Is it a clean, efficient, useful 
experience?” says Lybeer. “This is a very 
important component that’s still in a bit 
of chaos, but is sorting itself out.”

The third and possibly biggest chal-
lenge is integrating not only CRM and 
apps but also the many other retail sys-
tems involved in providing personaliza-
tion, including the POS, marketing and 
promotion management, inventory (for 
product availability) and payment solutions.

“Over the next couple of years, in-
tegration is going to be innovation,” 
says Lybeer. “There will be a big role for 
companies that have not only built their 
technologies properly but have the re-
sources to put it all together.”

NCR is on the short list of compa-
nies that have this combination of retail 
experience and expertise along with the 
ability to deliver all the relevant applica-
tions and solution parts within its port-
folio. In addition, NCR Advanced Mar-
keting Solution, which powers many of 
the largest loyalty programs in the U.S., 
is one of the critical three legs of the 
stool. “We believe that for all the retail-
ers that don’t yet have this capability, it 
will be important,” notes Lybeer.

“It’s now the consumer’s technol-
ogy, and the retailer needs to find a  
connection into that technology world,” 
he adds. •
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