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Introduction
We believe people change
organizations. So we built
Workplace to empower them.
Our mission is to unlock human
potential by giving the world a
place to work together. We do it
by combining next-generation
technology and easy-touse features to transform
communications, culture, and
workflows inside organizations
of all shapes, sizes, and
industries.
Industries like retail.

In this playbook, we’ll
explore the new consumer
expectations shaping the
future of retail. You’ll discover
why great brand experiences
for your customers start with
great work experiences for your
employees. And you’ll learn
more about the benefits of
customer-centric collaboration
tools like Workplace.
Then you’ll be ready to take
the next step on your digital
transformation journey.
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Trends Shaping the Future of Retail

The Asia Pacific retail market is expanding – estimates predict retail
sales will reach more than $11.8 trillion by 2021, a 42.5% share of global
retail sales1. With rising household incomes and a growing middle class
population - one that’s expected to make up two-thirds of the global
middle class2 - retailers are evolving to cater to shoppers growing
expectations across the region.
The industry’s growth is driven, in part, by the flourishing
e-commerce industry; in fact, the Asia Pacific region outstrips
the rest of the world in online shopping sales3, with the sector
rapidly maturing into a global powerhouse. Homegrown
e-commerce startups like AliBaba, Rakuten, and FlipKart have
grown into households brands, while western players such
as Amazon have now invested heavily in the growth region.

But there’s one thing that hasn’t changed. The most successful
retailers will be the ones that continue to focus on their customers.
That means understanding their needs and designing experiences
that meet or exceed them.
With consumer patience, time, and attention all in dwindling supply,
brands must ask themselves the hard questions:
• How is the offline experience evolving to stay relevant?
• What do people really want from their purchases?
• How is the customer experience changing?

To dive into how expectations are shifting, we’ve identified three
key shopping behaviors that will continue to change the face of
retail not just today or tomorrow but over the near-future horizon.
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Trend 1: Lacking Loyalty
Despite the ease and convenience
of shopping online, just 57%
of shoppers in Asia are satisfied
with the experience – the smallest
percentage worldwide4. But with
global and homegrown retailers
making their way into the region
(Hong Kong was voted the most
targeted market for international
retailers in 2017, marking its third
year in the top spot5) shoppers
are spoilt for choice.

57%

satisfied
shoppers
in Asia

As a result, shoppers are becoming more discerning. Research
finds that people in APAC are 5-10% more likely to ditch online
orders either sometimes or all the time compared to shoppers in
Europe and the US, usually because they’ve found a cheaper price
elsewhere6. Free – and fast – delivery is a major differentiator too.

46% of shoppers in Asia
add items to their online
cart in order to qualify
for free shipping7.

Even the biggest players can find themselves at the mercy of this loyalty gap. Amazon has seen mixed
results this year from its launch in Australia off the back of changes to local tax laws. Local customers
are unhappy at paying up to 40% more than they had been through the international site, while
simultaneously seeing their access to Amazon’s huge inventory of goods slashed by almost 90%.
With goodwill rapidly eroding, Amazon’s Australian rivals, most notably eBay, are seizing the opportunity
to reaffirm their position as the most customer-focussed brands in the region. That’s not a battle
Amazon is used to losing.
To keep up with the competition - and maintain a loyal consumer-base - retailers are having to rid the
shopping experience of key bugbears, both on and offline. Seven in 10 APAC retailers are planning on
investing in IoT technologies by 2021 - from location-based tech that promises more personalised
experiences to RFID-enabled devices that offer real-time inventory management8. With nearly three
quarters of Chinese shoppers attracted to drone deliveries, efficiency across all touchpoints of the
shopping journey is going to become top priority9.
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Trend 2: Experience Hubs

Despite fierce competition from e-commerce giants entering the
sector, brick-and-mortar is still going strong.
Research finds that:
87% of Australian shoppers like or love shopping in-store

87%
compared to the 79% who do so online10.

79%

As a result, malls across Asia Pacific are becoming one-stopshops for leisure and entertainment alongside retail. In Singapore,
mall operators have doubled the space for food and beverage
concessions in the past decade11. Capital 21, a Malaysian mall
opening in August 2018, boasts AR and VR technologies in its
Movie Planet, a museum, a 5,000 square foot Garfield restaurant, an
outdoor water theme park, and three floors of retail.
Whether its multisensory moments or luxury leisure pursuits, a new
generation of ‘experience hubs’ is elevating what ‘shopping’ means in
the Asia Pacific market.

Aside from the tactility of the offline experience, retailers are
attracting shoppers by offering an experience that simply doesn’t
compare to the online one, whether through social opportunities,
food and drink outlets, or all round experiential offerings.
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Trend 3: Blended Shopping
While malls may be evolving, the reality is that
shopping isn’t about online or offline anymore.

76% of APAC

retailers feel it’s
important to
blend the physical
and online retail
experiences12.

To compete with the increasing convenience
of online, brick-and-mortar is getting
a digital revamp.

It’s starting with mobile. With 77% of connected shoppers in APAC making
their most recent purchase on a smartphone (compared to 61% globally),
retailers seamlessly integrating mobile innovations into the customer journey
are winning big13. Whether that’s mobile payment systems like WeChatpowered self-checkout programs, HSBC’s Pay Me app, and blockchain-based
cryptocurrency platforms like Pundi X, or AR digital experiences like that at
Starbucks’ Shanghai Roastery.

84%

In fact, research finds that in China
of people feel that
AR and VR are the
future of shopping

1%

say they’d never
purchase something
in the virtual world14.

They’re seeing huge success too; take JOOOS Fitting Room in Hangzhou
or IKEA Australia’s move into VR. With successful in-store technologies
becoming those that add value to the offline experience, rather than simply
replacing it, online and offline synchronisation is becoming the norm.
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Retailers are already planning to meet these
future challenges head-on. But are they also
planning to empower their staff with the tools
they need to work together and put customers
at the heart of everything they do?
Because these three trends point to an
inescapable conclusion: rising customer
expectations will place a spotlight on retail
employees, who will be in the front line when
it comes to delivering pitch-perfect customer
experiences. How well equipped are they to
meet that challenge?
Retailers may well be investing in customerfacing technology like AI, VR, AR, and other
digital media. But unless they match that
investment with a focus on connecting and

empowering employees – unless they invest
equally in technology that can unlock the
potential for collaboration and communication
inside their business – they run the risk that
the ambition to provide innovative customer
experiences will exceed their ability to deliver.
The key is to enable what we call ‘customercentric collaboration’ inside retail workforces.
I.e. give employees the tools they need to
work better, smarter, and faster together
so they can focus on doing what they do
best: delivering best-in-class customer
experiences that meet or exceed those rising
expectations. Because as the old adage goes:
happy employees make happy customers.

Rising customer
expectations will place
a spotlight on retail
employees, who will
be in the front line when
it comes to delivering
pitch-perfect customer
experiences.
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What the data says
There’s already evidence that this realization is dawning. At Workplace,
we recently partnered with Ipsos to survey 3,500 business decision
makers in seven countries worldwide (the UK, India, Indonesia, the US,
France, Mexico, Brazil). We wanted to find out whether - and how - they
were thinking about collaboration tools. What we found was encouraging.
When it comes to retail, 67% of people surveyed said that ‘nextgen teamwork’, i.e. providing simple and effective ways for people to
work together on project teams, is important to them. 66% want to
drive greater organizational connectivity. While 60% want to enhance
productivity and collaboration for frontline workers20.

But no matter the specific focus area, there are clear trends when it
comes to how retailers intend to do this. Across the board, whether they
want to enhance teamwork, organizational connectivity, or frontline
collaboration, over 90% of survey respondents consistently stated that
they needed three things from their technology investments:
Shared collaboration spaces
Rich media like video calling
Integrations with popular email apps
But the questions remain: what is this technology? How do you
deliver it? And what does it look like when you get it right?
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Unlocking the potential of customer-centric
collaboration is both a challenge and an
opportunity for every retail organization.
The first step is to get it on the agenda at the
board level, not just because it can drive cultural
transformation but because it’s a business
necessity.

“Companies with great employee experiences
have 2.5x higher customer satisfaction rates
and are over 30% more productive21,” says Ron
Kinghorn, Consumer Markets Advisory Leader
at global analysts PricewaterhouseCoopers,
quoting from the firm’s own 2016 Retail Study.
“As retailers look to fuse physical and digital to
differentiate their customer experiences, new
ways to rapidly engage, train, and empower
knowledge sharing is critical to not only defend
share, but innovate the in-store, e-commerce,
and in-home service experience.”
It’s not just those on the outside who agree
that employees need to be more empowered
and connected. “Over the last few years, I think
the role of the CEO in a retail company has

changed,” says Hans Hoegstedt, the Chief
Executive of 71 year-old Italian retailer Miroglio
Fashion. “It’s crucial for a CEO today to create
culture. To work toward removing filters and
blockers so there can be a transparent and
constructive dialogue between everyone.”

Matt Lloren, a consultant specializing in the
retail industry at international consulting
firm Slalom, puts it succinctly: “You need to
understand the customer and employee
experience together,” he argues. “Customers
are expecting a lot more from both digital and
physical channels. Employees are worrying
about whether they have the tools and support
they need to make sales and maintain client
relationships”.
“The employee experience needs to be
enabled by technology so they’re empowered,
passionate, and enthusiastic. Then they can go
out and do what they’re supposed to be doing,
which is delivering against those customer
expectations.”

“The employee
experience needs
to be enabled by
technology so
they're empowered,
passionate, and
enthusiastic.”
Matt Lloren, Retail
Consultant, Slalom
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Slalom has already deployed collaboration tools,
including Workplace, at a number of clients in
the -luxury- retail sector. Lloren sees them as
a vehicle to create the collaboration spaces
that organizations so badly need. One that can
deliver impact on both a practical and more
intangible level.

“First of all, it’s about the efficiency of
collaboration between multiple users. There
are a lot of collaboration tools out there but
how do you get a one-to-many message or an
instant conversation started between people in
a store or even across the entire organization?
With Workplace, it’s right there in the News Feed
or a group or messaging. If you educate people
to use it the right way, it’s such an efficient
mechanism.”
This was certainly the experience of Miroglio’s
Hans Hoegstedt. “Within a short space of time,
barriers and distances disappeared. Anyone
who found it difficult to make themselves heard
by head office now has a direct, filter-free
channel. For me, it’s also a way of taking the
pulse of the company. Of getting a quick sense
of how people are feeling. And it’s just a more
innovative and efficient way of working.” In fact,
says, Hoegstedt, Workplace has become a kind
of “collective intelligence”.

“I also think it’s an inspirational tool,” Lloren
continues. “It’s a platform that allows people
to share what they’re thinking, what inspires
them, and what they’re passionate about.
When you put those two together – inspiration
and efficiency of collaboration – that’s the
perfect storm for a retail organization.”

Jim Loree, President and CEO of Stanley Black
& Decker, the world’s number one manufacturer
of tools and storage equipment, has seen that
first hand. Stanley Black & Decker launched
Workplace at its first-ever global employee town
hall, gaining “thousands of users” in the first 24
hours. “In my 18+ years at the company,” Jim
says, “I’ve never felt more connected to our
employees around the world.”
But of course, it all comes back to one thing:
“Workplace is fundamentally changing how
we work. We’re more productive and profitable.
And thanks to Workplace, we’re able to create
connections to better serve our customers.”
Because it always ends with the customer, yes.
But it always starts with your people.
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From frontline to back office to HQ, retail organizations are looking
for ways to share information more efficiently, collaborate more
intelligently, and ultimately transform the customer experience
with next-generation technology.
Here are two examples of how Workplace has empowered
retailers to do just that.

How Starbucks Accelerated Product Development Through Collaboration
With 80% of Starbucks store managers using Workplace on a weekly
basis, the company is more connected than ever before. But how
has this translated into better customer service? One powerful
example was recently offered by Starbucks’ President and CEO Kevin
Johnson, who revealed that store managers used Workplace to share
information about a new beverage that customers wanted to order.
Before Workplace, it would have taken months for the information
to surface to the product team. But within weeks, the new recipe
was on menus in stores throughout the country.
How Walmart Crowdsourced New Ideas From Across The Organization
With over 2 million employees across the globe, Walmart saw an
opportunity to tap into the collective knowledge of its workforce to
accelerate innovation. The company used Workplace to launch a
crowdsourcing initiative called ‘Value Makers’, in which employees
from across the CIO’s organization submitted, liked, engaged, and
commented on new ideas around specific topics like sustainability
or employee productivity. Over 200 suggestions were narrowed
down to five finalists, with three becoming tangible projects.
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Retailers know they need to evolve, even though they
can’t do it overnight. But while there’s no silver bullet for
transforming culture, collaboration, and workflows inside a
large organization, there are steps you can take to make sure
your business is receptive to the change it’s about to undergo.
Matt Lloren, retail specialist at international consultancy Slalom,
shares five key considerations that retailers should take into
account before deploying collaboration tools in the workplace.

Understand performance goals

Before you start, you need to understand the business problem and the role that
technology is going to play. Solving complex organizational issues needs the
relentless management of changes in behaviour, process, and technology
all working together to support your performance goals and objectives.
Collaboration is not a KPI

Decide how you’re going to measure your KPIs. And remember that collaboration
is not a KPI - it’s a means to an end. KPIs could include customer satisfaction,
getting products to store faster, selling more products per visit, or retention.
You need to get down to that granular detail.
Shut things off

If you have an existing tool which people didn’t like and you invest in something new
to overcome those challenges and frustrations, you need to have a path to turning
that tool off or at least turning off the elements that are now conflicting.
This will impact adoption of new tools and ways of working.
Educate, educate, educate

Launching a tool is the easy part, the real work begins when people use it. People
need to be educated on what they should be using it for. Show some examples
of what good looks like, and also what the tool shouldn’t be used for. Design an
internal marketing campaign and treat it exactly the same as an external campaign.
A product-driven approach could help here. Think about how companies try
to refresh products in the market over time to improve adoption.
Put somebody in charge

For any system, and especially for a collaborative experience, you need someone
who can get employees to use the tool in the right way at different times. That
might be a community manager who understands the business cycle. Putting up
content is the single most important driver of getting people to use the platform
and to entice them to contribute their own.
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Check out our Workplace for Retail page
to learn more about how Workplace
can support your business objectives.
To see what your team could
achieve with Workplace, try
Workplace Premium free for 90 days.
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