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Highlights

● Strategies for maturing your digital strategies online and in-store for consistent customer experiences

● Strategies for delivering relevant content to customers across digital channels/touchpoints

● The role of user generated content (UCG) in multi-channel digital strategies

● Strategies for leveraging UCG such as ratings and reviews across channels

 





Improve Customer Interactions and 
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Digital maturity isn’t just a single thing 
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Many firms haven’t mastered it 
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Retail is now more competitive than ever 
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eCommerce raises the bar for stores 
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Digital store technologies are plentiful 
but not always useful 



The Mobile Mind Shift: 
The expectation that any 

desired information or service is 
available, on any appropriate 

device, in context, at your 
moment of need. 
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Source: Bizrate Insights/Forrester Mobile Flash Survey, Q2 2014 

Content is a significant use case of 
mobile in stores 
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Review store layout 
Gather product/style advice and information from 

Place orders for physical goods (e.g. apparel, 
Place orders for digital media (e.g. online books, 

Scan QR codes 
Compare prices while in a retail store 

"Check in" via Yelp, Foursquare, Facebook Places, 
Identify where products are sold (online, store, etc.) 

Read product or store reviews 
Compare prices while shopping online 

Download or redeem coupon 
Browse or research products 

Locate retail stores/store hours/directions 
Receive texts with special offers from retailers 

Read emails from retailers 

Base: 3,105 recent online shoppers 
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Base: 52  online retailers 
Source: “The State Of Retailing Online,” a Shop.org study conducted by Forrester Research 

Product information can drive sales 

“Do you provide any special mobile 
apps for your store associates via 

smartphones/tablet devices?” 

Features provided on store associate apps 

Retailers who DO equip employees with apps focus on product information. 
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Even when content isn’t digital it can still 
be effective 
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Base: 52 online retailers 
Source: “The State Of Retailing Online,” a Shop.org study conducted by Forrester Research 

More retailers are investing in content 
“Which mobile site features and functions are you investing in this year?” 
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Locate retail stores/hours 

Place orders for physical goods 

Smartphone optimized emails 

Identify where products are sold  

Product or store reviews 

Download or redeem coupons 

Beacon technology 

Geofencing 

Product development 

Marketplaces 

Customer service 

Social 

Fulfillment/shipping improvements 

Smartphones 
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Product or store reviews 

Place orders for physical goods 

Locate retail stores/hours 

Tablet optimized emails 

Mobile payment options 

Download or redeem coupons 

Geofencing 

Product/style info 

QR codes 

Text marketing 

Place orders for digital media 

Compare prices in-store 

Beacons 

Tablets 
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57% 
of consumers 

specifically seek 
out websites with 
product reviews
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57% 
of shoppers 

want reviews in-store

57% 
of consumers 

want reviews in-
store
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Columbia Business School Study 

50% 
of consumers 

regularly seek out 
info and reviews on 
mobile devices in-

store60% 
of mobile-shoppers 
agree that helpful 

online reviews makes 
them more likely to 
purchase in-store 
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Consumers will find review content
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Product Tag Display



PowerReviews, Inc Confidential 13

Printed review content in-store 
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Reviews in registry scanners
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Consumer driven Associate driven

● Kiosks
● Digital signage
● Interactive displays
● Push notifications
● NFC tag taps
● QR code scans
● Bar code scans
● Electronic shelf labels
● Apps
● SMS to receive reviews

● Tablets
● Scanners
● Beacons

In-store opportunities for consumer reviews
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SMS-based in-store reviews
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SMS-based in-store reviews
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SMS-based in-store reviews
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SMS-based in-store reviews
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Integrating digital into brick & mortar experience
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Digital signs & kiosks
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Hyper-Relevance: Beacons and Mobile Phones
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Three immediate actions

● Ensure your website is mobile friendly

● Ensure reviews are added to your mobile app

● Make review content accessible in any digital touchpoints you have in-store with 

consumers or associates
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THANK YOU

www.powerreviews.com
www.powerreviews.com/blog

 


