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The Continued Convergence of Digital and Physical Retail
TimeTrade recently conducted a survey of
5,444 consumers, which asked in-depth
questions regarding their perceptions and
behaviors around retail shopping. TimeTrade
also surveyed 100 senior-level decision makers
in retail, asking about their plans for customer
experience. What TimeTrade’s research reveals
is that consumers still look to the in-store
experience to make final purchasing decisions,
except now their expectation for customer
service is set even higher.
So, as consumers are more demanding than
ever, and leading companies are still reshaping
consumers’ expectations, we also continue to
witness an emerging hybrid model of digital and
physical retail.
Pure-play e-commerce retailers continue to
rollout pop-up or physical stores, which are
proving to be extremely profitable. For example,
Shoes of Prey, was strictly an online customshoe provider, until customers continually
asked to try on shoes before buying them.

Shoes of Prey now has physical stores in
Australia and stores within a store, in select
Nordstrom Stores. The relationship
between the two has been so successful,
that Nordstrom recently invested $15.5
million into the shoe retailer. Shoes of Prey
founder, Jodie Fox told TimeTrade:

“After starting Shoes of Prey as a
Pure-Play retailer in 2009, we quickly
found that the most prominent
reason women were hesitant to buy
was because they wanted to see the
product – to understand the quality,
construction, color. They would turn
up unannounced to our offices asking
to see shoes. There was no better
evidence to show that we needed a
physical presence.
I personally don’t believe that offline
will ever cease to be relevant.”
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At a recent Intersect Retail conference in
New York City, Aimee Cheshire, President
at the women’s clothing company, Hey
Gorgeous, said they opened a showroom in
New York City so customers can come into
the city for a shopping experience, and can
try on clothes before buying them online. At
the same conference, Brad Andrews, Chief
Merchandising Officer at men’s clothing
company Bonobos, revealed how the company
has opened 20 “guide” shops so customers
can be fitted before they buy online (no
inventory is kept in-store and they leave the
store empty handed). Andrews says the guide
shop model has greatly reduced returns,
which are a bad experience for customers and
costly to Bonobos (due to free shipping).

Figure 8. Consumers: Many traditional
e-commerce companies like Amazon, Warby
Parker, and Bonobos are opening physical
stores, or temporary pop-up stores, to let
customers try on the products before they buy.
How do you feel about this trend?
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So, for these e-commerce players, a physical
location is proving beneficial, but how do
consumers feel about this blend of digital
and physical retail? When asked how they
feel about traditional e-commerce companies
like Amazon, Warby Parker, and Bonobos
opening physical stores, or temporary pop-up
stores, 68% of consumers report they like the
option of going to the physical store for these
retailers (Figure 8).

I would rather shop strictly online with these e-commerce retailers

And, when broken down by demographic, 71%
of both Gen Z and Millennials like the option
of being able to go to a physical store for
these e-commerce retailers, followed by Baby
Boomers (67%), then Gen X (64%) (Figure 9).
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Figure 9. Consumers By Demographic: Many traditional e-commerce companies like Amazon,
Warby Parker, and Bonobos are opening physical stores, or temporary pop-up stores, to let
customers try on the products before they buy. How do you feel about this trend?
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Sahir Anand, Vice President of Research and
Principal Analyst at EKN Research notes…

“I am not surprised in the least bit
by what Bonobos is trying to do with
stores. Brick-and-mortar stores
are undoubtedly the hubs of omnichannel commerce as 90% or more
revenue is still emanating from
stores. Having said that, customers
need a hybrid experience as in
today’s stores, almost a third of sales
are directly influenced by digital
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channels1 and this number is likely
to continue to grow further. In store
and online shopping experiences
are converging and a blended
and seamless “digital” shopping
experience that combines the best
of both worlds is one of the leading
reasons for the brick-and-mortar
store’s digital transformation.”
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Johm Pham, Research Lead of L2 Research
also comments…

Dave Rodgerson, Retail Industry Lead,
Microsoft Canada says…

“Often retailers who start as
e-commerce players outperform
brick-and-mortar retailers in terms
of maximizing their retail locations
because they recognize the value of
the brand beyond just their products
sold. More than just “touch and feel,”
these retail locations provide a curated
branded experience and additional
customer services that extend offline.
The e-commerce/physical store-hybrid
model will soon become the standard
for both old and new retailers.”

“There is an opportunity that exists
for retailers to blend their online and
in-store experience for customers. For
example, interactive digital signage
that is triggered by gestures, or using
your phone to trigger NFC tags for
additional product information. Each
of these is a way for retailers to blur
the line between the in-store and online
experience, and that is what will define
an exceptional customer experience.”
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