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INTRODUCTION
Today, most of the world’s consumers are 

buying online. But even in the age of Amazon, 

retailers that bridge the gap between the 

online and offline realms are finding new 

opportunities in their physical stores. According 

to Forbes, the most successful retailers are 

already unifying their growing online presence 

with ‘experiential’ physical environments.

As customers increasingly seek out social 

and experiential environments, retailers are 

adopting a mobile-first in-store strategy to 

increase foot traffic (with push notifications, 

coupons, mobile apps, etc.) and to drive both 

engagement and loyalty. But how can retailers 

successfully modernize their stores and create 

brands that span both online and offline 

environments?

In Brick and Mortar Loyalty: How Brand and In-

Store Engagement Strategies Go Hand in Hand, 

we explore how the most successful retailers 

create a unified, seamless experience between 

digital and physical channels for a competitive 

advantage in today’s digital economy. We 

investigate how they are changing their brand 

strategy, and leveraging data from customers’ 

both online and offline experiences to create 

a more inclusive, personalized environment. 

Finally, we provide qualitative insights from 

retailers themselves into how they are adapting 

their brand strategies.

INSIGHTS FROM THE STUDY INSIGHTS FROM THE STUDY 

91%91%
61%61%
49%49%
77%77%
78%78%

of retailers use digital channels to increase engagement and loyalty for their 

physical stores, including 76% who have successfully modernized their stores and 

branding to span both online and offline environments.

61% of retailers have changed their brand strategy to create a more inclusive, 

personalized in-store environment.

Fewer than half of retailers (49%) currently supply in-store teams with online and 

offline data to increase personalization and drive loyalty, but 40% will do so in 2019.

77% of retailers consider social or experiential environments for customers an 

important or critical and strategic part of their in-store appeal; 55% of retailers  

use augmented reality for this purpose.

Among the 63% of retailers who currently use online appointment scheduling  

for 1:1 in-store appointments, 78% claim the strategy has increased in-store 

customer loyalty.



3

 Intelligent Appointment
Scheduling & Event Registration

 For more information, visit www.timetrade.com



4

ABOUT THE SURVEY
Survey respondents—most of which are in-

store or marketing practitioners—represent 

retailers with a ranging number of stores. No 

matter the retailers’ sizes, all respondents 

indicate their companies are on the precipice of 

cutting edge technologies and strategies that 

create unique, personalized experiences for 

cross-channel customers.

The vast majority of respondents (70%) are 

ranked as directors. Fifteen percent, the 

second-largest group of respondents, are vice 

presidents. Most other respondents are store 

managers (9%); while 4% are department heads 

and 2% represent the C-Suite.

As we will find, retailers are adopting 

transformative strategies to make in-store 

experiences more modernized and appealing. 

However, the results of the survey suggest 

they are at different stages of maturity in their 

development.

A plurality of respondents (38%) have 

marketing roles. About one-quarter of 

respondents (26%) have store operations 

roles, and nearly one-quarter of respondents 

(22%) have store merchandising roles. 

Most other respondents (13%) work in store 

planning. Only 1% of respondents have a role 

in ‘innovation,’ or an equivalent.
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EXPERIENTIAL IN-STORE 
ENVIRONMENTS
Customer experiences are at the root of 

customer loyalty. In today’s market, retailers 

must ensure in-store customers not only have 

excellent experiences but that they continue 

to remain engaged through more integrated 

in-store techniques and technologies. These 

methods culminate with an emerging concept 

in the industry called ‘experiential retail,’ 

whereby the customer experience is as 

much a priority as the quality of products or 

services themselves.

“We've designed our outlets to make our 

segmented customers feel comfortable 

in their shopping … We are actively hiring 

store merchandisers to ensure we build an 

environment for our shoppers to get the best 

in-store experience.”

STORE OPERATIONS DIRECTOR

Experiential retail is a broad category, ranging 

from in-store events, integrated technologies, 

and myriad other techniques that improve 

in-store environments and customer 

engagement. Respondents were asked 

to share the degree to which their stores 

facilitate social or experiential environments 

for customers. Their responses indicate 

varying degrees of maturity, which reflects the 

sophistication of their investments discussed 

later in this report.

Essential – this is a critical and strategic part of our in-store appeal

Important – this is one important part of our in-store appeal

Relevant – we emphasize such an environment but it isn’t a strategic goal

Irrelevant – this is neither a strategic goal nor do we emphasize it to customers

To what degree do your stores facilitate a social or 

experiential environment for your customers?

35%

42%

23%

0%

Already, 35% of respondents consider social 

or experiential environments essential—they 

are critical and strategic parts of their in-

store appeal. In fact, creating social events is 

among retailers’ top priorities in creating value 

during the customer lifecycle, even before the 

purchasing experience.

Nearly half of respondents (42%) claim social 

or experiential environments are important to 

customers and are an important part of their 

in-store strategies. Retailers may prioritize 

more immersive, themed, or localized shopping 

experiences, in this case, despite whether or 

not these environments are a consistent part 

of their in-store strategy. The remaining 23% 

of respondents claim they emphasize these 

environments but they do not represent a 

strategic goal. 

For most retailers, their in-store presence 

is a focal point for building ideal shopping 

environments—whether that involves hosting 

events or connecting shoppers with their brand 

through other methods. Many add unique 

elements to store décor and design; or, as we 

will find, implement digital technologies that 

enhance or personalize the in-store experience. 

“Creating memorable experiences can help 

create a strong business model and customer 

base,” says one respondent.
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But when asked directly, most respondents 

claim their new marketing strategies are still 

in the pipeline, and they are yet to introduce 

all the elements of their ideal ‘experiential 

presence.’ They have not introduced sufficient 

digital technologies, for example, and are still 

financing strategies to do so.

Above all, retailers are prioritizing more 

personalized in-store experiences—in some 

cases with the support of more sophisticated 

technologies. Most retailers in the study (61%) 

have changed their brand strategy in an 

effort to create a more inclusive, personalized 

in-store environment. While over one-third 

of respondents (36%) have not, they have 

a real strategy in place to do so. Only 3% 

of respondents have not changed their 

brand strategy to create a more inclusive, 

personalized in-store environment, nor do they 

have a strategy to do so.

For many retailers, new brand strategies 

involve a substantial movement away from 

traditional store formats. In addition to 

prioritizing digital technologies—such as 

augmented reality and mobile functionality—

several retailers are introducing techniques 

like ‘try and buy,’ ‘micro-stores,’ and more 

sophisticated merchandising techniques within 

their physical environments.

Building more creative, inclusive, and events-

oriented spaces add value to shopping 

experiences and create more opportunities for 

loyal customers to engage. Now, combining 

both digital and physical platforms can create 

the best immersive experiences for customers, 

especially as younger consumers look to find 

new value in physical-store environments.

“By offering limited-period events and also customer and employee engagement programs, we brand 

ourselves as a people-centric company.”

MARKETING DIRECTOR

“Our stores have been designed specifically 

to the market we are segmenting… Training 

staff to suit the customers’ choices and also 

integrating the ‘try and buy’ concept have 

been our areas of focus for both our platforms.”

MARKETING DIRECTOR

Have you changed your brand strategy to create a 

more inclusive, personalized in-store environment?

 61% Yes

 36%  No, but we 

have a real 

strategy to 

do so

 3% No, and we 

have no real 

strategy to 

do so



7

INTEGRATING DIGITAL AND 
PHYSICAL CHANNELS
For many retailers, a successfully experiential 

retail strategy involves redefining the physical 

retail space altogether. These retailers are 

adopting aggressive marketing techniques 

and executing new in-store personalization 

strategies, often through the implementation of 

digital and other in-store technologies.

In many cases, retailers investing in experiential 

technologies and campaigns do so in direct 

competition with the convenience and 

personalization consumers enjoy through 

digital channels. In fact, retailers are using 

a wide variety of techniques to improve in-

store customer experiences in their efforts to 

compete with digital; and most retailers (64%) 

provide ‘phygital’ experiences that can’t be 

achieved online. 

We provide ‘phygital’ experiences that can’t be achieved online

We emphasize real-time, in-store personalization

We deliver an in-store multimedia experience

We leverage augmented reality that customers can use with their mobile devices

We emulate a digital ‘endless aisle’ approach

How do you compete with digital channels using in-store 

customer experiences? 

64%

62%

61%

55%

54%

“VR has been a seller so far—we’ve allowed our online presence to resonate with our physical stores, 

allowing customers to touch and feel the product.”

MARKETING DIRECTOR

In-store retailers are personalizing experiences 

using apps, QR codes, and video content, for 

example. Shoppers can access these tools 

using their mobile devices. Similarly, 55% of 

retailers are leveraging augmented reality that 

customers can use with their mobile devices. 

This creates highly unique experiences that 

cannot be replicated via digital channels at all. 

Now, most retailers are stepping well outside 

the realm of traditional in-store retail with 

technology-driven efforts to personalize 

in-store experiences. Sixty-two percent of 

respondents emphasize real-time, in-store 

personalization, a critical element to online retail 

and one of the most popular strategies among 

in-store retailers. And 61% deliver an in-store 

multimedia experience, further solidifying their 

investments in in-store technologies.

Meanwhile, just over half of retailers (54%) 

emulate a digital ‘endless aisle’ approach—

another category that directly aligns with a 

core advantage of digital channels. As one 

respondent puts it, these retailers are ‘bringing 

back physical stores in the digital era,’ furnishing 

them with innovative inventory solutions and 

attractive visual marketing.



8

“We have been attributing our developments towards retail theaters and shelf media to integrate 

technology for the best experiences for our customers.”

STORE OPERATIONS DIRECTOR

More sophisticated retailers are using customer 

data to understand customer mindsets, then 

‘clustering’ complementary products into 

groups that cater to specific audiences—much 

like an automated recommendation feature 

on eCommerce sites. For one clothing retailer, 

clustering provides ‘an immersive experience 

while customers are browsing for their fit.’

No matter their technology investments, 

retailers are confident in the maturity of their 

in-store digital integrations. Our study shows 

that, already, the vast majority of retailers (76%) 

believe they have successfully modernized 

their stores and branding to span both online 

and offline environments. Considering their 

efforts to differentiate in-store experiences 

from digital ones, retailers are clearly 

aligning business initiatives between in-store 

and online, even while prioritizing unique 

experiences in each.

Less than one-quarter of respondents (22%) 

claim they have not successfully modernized 

their stores to span environments, though they 

have a real strategy to do so. According to one 

respondent, ‘the company is lagging behind 

when it comes to creating special experiences; 

however, the practices that we follow have 

been welcomed by customers.’ Only 2% of 

respondents have not modernized their stores in 

this way, nor do they have a strategy to do so.

“[Ensuring] the best in user experiences while 

in our physical stores by keeping track of 

their past purchases and offerings has been a 

primary focus of investment to ensure we build 

relationships.”

MARKETING DIRECTOR

In your estimate, have you successfully 

modernized your stores and branding to span both 

online and offline environments?

 76% Yes

 22%  No, but we 

have a real 

strategy to 

do so

 2% No, and we 

have no real 

strategy to 

do so
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QUALIFYING LOYALTY IN 
PHYSICAL RETAIL

Just as most respondents span in-store and 

digital environments, nearly all retailers leverage 

their digital channels to increase engagement 

and loyalty in their physical stores—91% agree 

this is the case.

Do you use digital channels to increase 

engagement and loyalty for your physical stores?

 91% Yes

 9%  No

“Our customers have the best experience with 

our application and in-store loyalty points, 

which they can redeem to use for their next 

purchase.”

MARKETING DIRECTOR

“Our loyalty strategy involves acquiring banners, 

incorporating digital marketing with a broader 

focus on engagement, and gathering customer 

insights to ensure we are able to offer our 

regular shoppers tailor-picked inventory.”

“Our digital marketing campaigns are built to 

help customers reach our stores with the best of 

online offers.”

“Our in-store, online commerce strategy involves 

digitizing loyalty cards to build a customer base 

that connects with our app, and helps us push 

inventory from our stores.”

 “We have built our mobile and online presence, 

allowing us a great amount of positive customer 

feedback; [and] our services of e-care allows 

customers to digitize their prescriptions.”

“We use segmentation techniques to ensure that 

products are placed in the most appropriate spots.”

“With our state-of-the-art digital content, 

warehousing, and online platforms, we are 

looking to penetrate a wider market and give our 

customer a quick checkout facility.”

 “Our technological strategy is focused on in-house 

management to ensure we organize our inventory 

and include superior in-store customer service.”

“We have achieved a strong foothold in the 

market by incorporating technology into our 

stores, like automated palatalization that can sort 

out millions of cases annually.”

“Innovative [in-store] merchandising plans with 

attractive discounting are our primary focus, and 

we intend to incorporate more technology into 

our strategies in the future.”

Researchers asked respondents in that specific group to describe the digital techniques they are using for the 

specific purpose of increasing engagement and loyalty in their physical stores. Here is how they responded:
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ONLINE APPOINTMENT 
SCHEDULING

Online Appointment Scheduling

“Our services include online order and pick up scheduling, allowing our customers to order their 

groceries and pick it up at their convenience.”

STORE MERCHANDISING DIRECTOR

Appointment scheduling is a growing digital 

offering that connects customers with store 

personnel before they visit. This allows store 

personnel to guarantee planned, personalized 

interactions. In addition to recent developments 

in grocery pick-up services, retailers with 

more complex product assortments can use 

appointment scheduling to personalize both 

inventory and interactions before customers arrive.

Researchers sought more specific details about 

how retailers are leveraging online appointment 

scheduling to increase engagement and 

loyalty in their physical stores. Interestingly, 

nearly two-thirds of retailers (63%) are already 

utilizing online appointment scheduling to 

bridge the gap between digital and in-store, 

enabling customers to schedule 1-to-1 in-store 

appointments. Nearly one-quarter of retailers 

(23%) have plans to do so in 2019.

The remaining retailers are interested in this 

method, despite not having it in place (9%) or 

they are not using this method and have no 

interest to do so (5%).

Are you currently utilizing online appointment 

scheduling to bridge the gap between digital 

and in-store, enabling customers to schedule 

1:1 in-store appointments?

Yes

No, but we plan to use it for this purpose in the coming year

No, but we are interested in using it for this purpose

No, and we have no interest in using it for this purpose

63%

23%

9%

5%
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Customer loyalty is the central motivator for 

retailers’ appointment-setting initiatives, though 

other priorities apply. Among only those retailers 

implementing, planning to implement, or interested 

in implementing online appointment scheduling, 

78% want to use this technique to increase 

customer loyalty specifically. This aligns with nearly 

all retailers’ intentions to leverage digital channels 

for this purpose.

Personalizing how customers will interact with 

inventory before they arrive creates additional 

selling opportunities as well. Retailers see 

opportunities for increasing average in-store 

transaction value (76%) and upselling related 

products (60%). Meanwhile, a majority of retailers 

see appointment setting as an opportunity to both 

drive overall store traffic (68%) and increase the 

value of store traffic (56%).

Since you are using, plan to use, or are interested in using 

appointment scheduling to schedule 1:1 in-store appointments, 

in which of the following areas will it contribute to in-store 

success? 

Increasing customer loyalty

Increasing average transaction value

Driving overall store traffic

Upselling related products

Driving higher value store traffic

Improving the customer experience

78%

76%

68%

60%

56%

31%

Finally, researchers measured retailers’ 

familiarity with the ‘Reserve with Google’ 

tool, one of the most accessible reservation 

tools for both retailers and consumers. The 

tool enables users of Google Search, Google 

Assistant, or Google Maps to schedule 

appointments with local retailers from within 

Google search results. This service is not 

specific to any one type of retailer.

Yes

No

 No, but I would like to learn more about the program

Are you familiar with the ‘Reserve with Google’ program, 

enabling users of Google Search, Google Assistant, 

or Google Maps to schedule appointments with local 

retailers from within Google search results?

87%

5%

8%

Most respondents in the study (87%) are familiar 

with ‘Reserve with Google.’ Thirteen percent of 

retailers have not heard of the tool; but among 

them, 8% are interested in learning more about 

the program.

While some retailers have no immediate plans 

to integrate appointment scheduling tools, 

the pervasiveness of Google and consumer 

adoption of Google applications may make 

adoption inevitable. Just as retailers cannot 

hope to succeed without a Google Maps 

listing, retailers ranging from salons to personal 

electronics stores may need to leverage 

‘Reserve with Google’ or other appointment 

reservation solutions if they intend to bridge 

the gap between online search and in-store 

appointments.
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PRIORITIZING NEW 
IN-STORE STRATEGIES
We’ve investigated a number of methods 

for achieving successful experiential retail 

environments. But how are retailers specifically 

qualifying experiential retail for their brands? 

Our final question asks respondents to rate in-

store strategies based on how strongly they are 

considering implementing them in the near term.

It’s clear that retailers are using interactive 

technologies to keep customers engaged and 

drive traffic in-store. The most popular strategy 

is taking a mobile-first approach to customer 

engagement. Seventy percent of retailers have 

already implemented this strategy, while 27% 

plan to implement it in 2019. Only 3% are only 

considering this strategy.

In one dimension, retailers are providing 

stores with more mobile functionality so 

that employees can highlight additional 

and supplemental inventory, discounts, and 

personalized features. The same applies to 

customers’ use of their own mobile devices 

in-store. But retailers also partner with mobile 

platforms to encourage traffic, whether through 

digital personalization or even proximity 

technologies that ping customers when they 

are near a store location.

Broadly speaking, facilitating digital custom 

actions that drive in-store management—

including appointment scheduling—is equally 

popular to mobile specifically. Sixty-five percent 

of retailers facilitate digital customer action, and 

29% plan to do so in 2019. Only 6% of retailers 

are only considering this strategy.

Please rate the following in-store strategies based on how 

strongly you are considering implementing them in the 

near term.

3%

27%

70%

6%

2%

2%

5%

11%

3%

29%

37%

61%

41%

57%

39%

56%

40%

49%

52%

45%

65%

 Considering Implementation     Implementing in 2019    Already Implemented

Taking a mobile-first approach to customer engagement

Facilitating digital customer actions that drive in-store engagement

Creating a unified, seamless experience between digital and in-store environments

Exploring new opportunities to create social and experiential environments in-store

Introducing user-generated content and customer-inclusive strategies

Supplying in-store teams with online and offline data to increase personalization 

and drive loyalty

Integrating physical and digital branding strategies for a modernized, holistic 

customer experience
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C O N C L U S I O NC O N C L U S I O N

Similarly, 61% of retailers have already created 

a unified, seamless experience between 

digital and in-store environments. Most other 

retailers (37%) will implement this method in 

2019. In fact, a number of respondents highlight 

digital partnerships as central to not only their 

eCommerce growth but also their aggressive 

brand promotion over digital and social channels.

Over half of retailers (57%) are already 

exploring new opportunities to create social 

and experiential environments in stores, 

even as 77% of retailers already consider 

this strategy important or critical. Most other 

respondents (41%) will begin exploring these 

environments in 2019.

Interestingly, most retailers are prioritizing user-

generated content (UGC) and other customer-

inclusive strategies to increase engagement and 

trust. 56% of retailers have already implemented 

Retailers are graduating from traditional retail 

practices, aiming instead to achieve the best 

quality service through the most desirable, 

unified digital and in-store capabilities. But 

most of retailers’ next-generation capabilities 

remain in the strategic phase—they will unfold 

in 2019 leading into the holiday season, ideally 

establishing themselves by the New Year.

this method, while 39% plan to do so in 2019.  

Only 5% of retailers are simply considering  

this method.

Supplying in-store teams with online and offline 

data to increase personalization and drive 

loyalty is less popular among retailers, though 

nearly half (49%) are already implementing this 

method. Most others (40%) will do so in 2019, 

while 11% are only considering it. Integrating 

online and offline data may be beyond the 

capabilities of some retailers in terms of their 

in-store technologies.

Although only 45% of retailers are already 

integrating physical and digital branding 

strategies for a modernized, holistic customer 

experience, most retailers (52%) plan to do so 

in 2019. Three percent are only interested. This 

suggests some retailers’ creative methods are 

still catching up to strategic technology adoption.

But while technologies are central to increasing 

both the volume and value of in-store traffic, 

community engagement—and not just 

individual customer engagement alone—is 

another key component to their success, 

according to several respondents in the study. 

Personalization is central to customer loyalty 

and engagement, but building a trustworthy and 

recognizable brand will continue to take priority 

among retailers in the months to come.
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