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As the smoke cleared from the daily doom-and-gloom headlines signaling retail’s demise
in 2017, the successful holiday season reaffirmed a less dramatic and more optimistic
reality: retail is not enduring an apocalypse — but it is undergoing a transformation.
These transformations will continue in 2018. To keep up, retailers will need to get up to
speed with six major tech trends permeating the industry:
• Personalization;
• AI and machine learning;
• In-store mobile;
• Voice search/conversational commerce;
• Retail IoT and smart devices; and
• Mixed reality/augmented reality/virtual reality.
This special report will explore the key trends and technology developments dissected
by the 34 contributors to the 2018 Technology Preview and 2018 Outlook Guide from
Retail TouchPoints. The contributors include high-level executives at leading solution
provider companies along with analysts, consultants, academics and retailers — all with
deep levels of retail industry expertise.
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Retailers must
get up to speed
with six major
technology trends
permeating the
industry.

HOW DATA KEEPS THE
PERSONALIZATION ENGINE RUNNING
Today’s consumer is both more informed and more demanding than ever, making
personalization a top-of-mind concern for all customer-facing companies. For example,
Spotify curates playlists for users based on what they listen to, while Netflix recommends
TV shows and movies by tracking viewing histories.
“With an infinite amount of online choices, consumers demand relevant, personally
curated shopping experiences, whether in-store, online or by subscription,” said Bryan
Amaral, Founder, President and CEO of Clientricity. “If Spotify, Netflix, StitchFix and
Amazon can know what they want, shouldn’t all merchants?”

“If Spotify, Netflix,
StitchFix and
Amazon can
know what they
want, shouldn’t all
merchants?”
- BRYAN AMARAL ,
CLIENTRICITY

For retailers, delivering a personalized — and relevant — shopping experience is table
stakes for staying ahead of the competition and catching consumers’ eyes in a saturated
market. Data is the key here; and collecting (and using) as much customer information as
possible is the fuel that will keep the personalization motor running.
“In 2018, personalization — based on actual purchase behavior patterns across channels
— will set data-obsessed retailers apart from the rest,” said Silvia Lacayo, Product
Marketing Director at 1010Data. “For retailers, actual purchase behavior data — including
transaction and CRM data — is the best kind for designing effective personalization
programs. But the potential doesn’t stop there: combined with supply chain data, or
external data such as geolocation or weather, retailers have an opportunity to build more
sophisticated models that deliver even more impactful results.”

PERSONALIZATION BY THE NUMBERS

62%

52%

6-10%

Retailers that say customer
identification/personalization of the
customer experience is their top
customer engagement priority.
— BRP

Retailers that are planning
to invest or have already
implemented a
personalization strategy.
— Kibo

Revenue growth potential
from personalization
initiatives.
— BCG
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AI AND MACHINE LEARNING GET
SMARTER IN 2018
As consumers demand personalization and unique customer experiences, machine
learning and AI have skyrocketed to help retailers unlock deeper insights into all aspects
of their businesses. While 2017 brought the hype of AI and machine learning, experts
noted that 2018 will be the year AI-powered technology gets more intelligent.
“AI is revolutionizing the world and its application in retail is transforming the industry,”
said Deborah Weinswig, Managing Director at Coresight Research, formerly Fung Global
Retail & Technology. “In 2018, AI-powered tools will be smarter and more accurate and we
expect the technology to start bearing fruit for retailers in a significant way, especially for
those with sizable digital business.”

“Retailers can
give customers
personalized
information,
recommendations
and promotions
when and where
they need them.”
- DAN MITCHELL , SAS

AI and machine learning support a variety of strategies for retailers, including improving
operations, making more relevant product recommendations and more accurately
predicting consumer behavior.
“Ensuring every customer feels known across all online and brick-and-mortar retail
channels is a daunting challenge,” said Dan Mitchell, Global Director of Retail and CPG
for SAS. “By using analytics that take advantage of machine learning and AI, retailers can
give customers personalized information, recommendations and promotions when and
where they need them to dramatically improve sales and customer loyalty.”

AI/MACHINE LEARNING BY THE NUMBERS

41%

10%

If all retailers invest in AI and humanmachine collaboration at the same
rate as top performing companies,
revenues would climb 41% by 2022 and
employment levels would jump 10%.
— Accenture
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40%

By 2019, 40% of retailers will
have developed a CX architecture
supported by an AI layer.

30%

These platforms will enable hyperpersonalization across the CX, providing
up to 30% conversion increases...

25%

...and 25% higher revenue.
— IDC

Beat the Competition by Delivering
a Remarkable Customer Experience

OmniLink® TM-T88VI

Epson POS Printers empower endless possibilities – now and in the future.
The flexibility and versatility of the TM-T88VI enable you to deliver an exceptional experience for
your customers. Connect simultaneously to traditional PC-POS and mobile POS systems. Leverage
Epson’s beacon1 support for distributed proximity-based printing, and OmniLink Merchant Services
for access to best-of-breed cloud applications, including third party loyalty apps. Plus, triple
interface support and NFC2 support for easy Bluetooth pairing. All with the performance, reliability
and efficiency you’d expect from the industry leader. epson.com/newPOS

Another Innovation from Epson Business Solutions
EPSON is a registered trademark and EPSON Exceed Your Vision is a registered logomark of Seiko Epson
Corporation. OmniLink is a registered trademark of Epson America, Inc. Copyright 2017 Epson America Inc.
1. Requires the use of a beacon dongle connected to TM-T88VI printer via the USB-A port. Supports
only Apple® iBeacon™ compliant format. The Epson-approved dongle is Laird model BT820.
2. NFC tag requires use of a device that includes NFC reader, and may require additional software.

VOICE SEARCH AND CONVERSATIONAL
COMMERCE GO OMNICHANNEL
With the rise of Amazon Echo and Google Home, consumers are becoming more
accustomed to using voice technology to manage their day-to-day lives. While voice is yet
to be a key shopping channel, retailers including Amazon and Home Depot already are
dabbling in the technology. Now, it’s capable of expanding beyond voice-activated devices
and into the mobile devices in people’s pockets.
“In 2018, we’ll see more retailers investing in voice technology and we’ll also see voice
experiences come to life in an omnichannel way,” said Peter Cahill, CEO of Voysis. “Web
sites and mobile apps will be voice-powered, delivering real utility for customers to
improve the shopping experience with natural language. And we’ll also see voice bring
new opportunities for efficiency and engagement in the store.”

“While beginning
with controlling
the lights and the
HVAC system, we
can now speak
to [retailers] and
buy stuff...with
increasing ease.”
- JERRY SHELDON,
IHL GROUP

However, experts agree that businesses must tread lightly with voice devices, as there is a
fine line between being convenient and being intrusive. Voice can provide new customer
information that may not have been available to retailers in previous years, but it should
be up to the consumer to decide whether they want to provide this information or not.
“While we’re probably still not at the tipping point around conversational commerce, we
think that more retailers will begin to examine their strategy here,” said Jerry Sheldon,
VP of Technology at IHL Group “While beginning with controlling the lights and the HVAC
system, we can now speak to them and buy stuff, all sorts of things, and with increasing
ease. In one sense this makes shopping ‘easier,’ but in the other we are now allowing
retailers more control over our buying process and potentially more insight into the inner
workings of our private lives.”

VOICE SEARCH/CONVERSATIONAL COMMERCE BY THE NUMBERS

29%

41%

As many as 29% of people who own
devices such as the Amazon Echo and
Google Home say they shop via voice, and
41% plan to in the future.
— Narvar

50%

83%

More than 50% of retailers
will invest in mobile voice
search in 2018.
— RTP and Voysis

83% of consumers believe
using voice technology makes it
easier to find products.
— Google
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STORE TECHNOLOGY UPDATES
ADDRESS MOBILE IMPERATIVES
As industry experts confirm the future of the store and debunk the “Apocalypse”
myth, retailers are working to update and improve the technology in their stores. “Our
research indicates that there will be healthy investment in both IT and store systems
technology in the coming year, at levels above historical averages,” noted Jerry Sheldon,
VP of Technology, IHL Group. He added: “Retailers plan to open 5,500 net new stores
in 2018, after opening 4,080 in 2017.”
But the newly opened stores may look very different than traditional stores of the
past. Mobile is becoming a key element of the store experience, so store associates
must be equipped to use their mobile devices for many vital functions, including
locating product information, searching shoppers’ purchase history, completing
transactions and printing receipts.

“Retailers plan
to open 5,500
net new stores
in 2018, after
opening 4,080
in 2017.”
- JERRY SHELDON,
IHL GROUP

MOBILE POS BY THE NUMBERS

62%

By 2019, 62% of retailers will
increase the use of tablets for
mobile POS;

58%

58% will increase the use of a
hybrid mobile-traditional POS
approach; and

76%
of retailers are using mobile
POS in their stores.
— Retail TouchPoints

20%

7

20% will increase the use of
traditional POS. — BRP

TOP TECH TREND: MOVING TO THE NEXT
GENERATION OF MOBILE ENABLEMENT
By Luis Artiz,
Group Product Manager, Epson
Mobile technology — both the smart devices carried by consumers and those issued to store
associates — has already created tremendous change in the retail industry. But these devices can
do even more to enhance the shopper experience, help retail and hospitality organizations run
more efficiently, and add measurable benefits to the bottom line. Following are some real-world
examples of the kind of progress that will create the next generation of mobile enablement.
Arm Associates With Real-Time Data
All park employees at Disneyland are now equipped with mobile devices that give them real-time
access to current wait times at all the major rides. Disney has invested not only in making this data
available, but in training its associates in how to help guests get the maximum enjoyment out of
their visit.
Having recently gone to Disneyland with my four kids in tow, I can tell you that this combination
— real-time data and associates that are willing and able to use this data — provides a powerful
enhancement to the customer experience.
Use Wearables To Store Payment And Personal Data
The KAABOO music festival features more than 100 bands performing over a three-day period.
It’s the kind of event where guests want to relax, enjoy the music and have a good time. They
don’t want to worry about fumbling with (or potentially losing) their wallets every time they buy
food, drinks or merchandise.
To address these issues, the festival issued wristbands to KAABOO attendees tied to their bank
accounts, and issued tablet POS devices to merchants throughout the event. All guests needed to
do in order to pay for purchases was tap their wristband onto the tablet.
Train Associates To Leverage Mobile For Enhanced CX
Mobile devices for associates are powerful tools, but only if they are trained in how to use the
data they provide. Even more important, these associates need to legitimately want to help
customers make the best purchase decision. Outdoors retailers such as REI enhance the shopper
experience not only by providing associates with product data, but also with information on how
best to use the items.
A customer coming in to purchase a backpack for a hike up Mt. Whitney, for example, can
get information not only on all appropriate products in this category, but also tips on how
best to distribute the weight for the most comfortable climb and what other items the hiker
is likely to need. These are likely to be different for a first-time climber versus an experienced
outdoors enthusiast, and well-trained associates can use data strategically depending on the
shopper’s needs.
These are just a few examples of how retailers can graduate to the next generation of mobile
enablement, which can be key to re-energizing the store experience. Equipping associates with
real-time data helps them become trusted advisors, enabling shoppers to get what they want,
when they want it and how they want it.
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Outdoors
retailers
such as REI
enhance
the shopper
experience
not only by
providing
associates
with product
data, but
also with
information
on how best
to use the
items.

RETAIL IOT AND SMART DEVICES DELIVER
DATA FROM EVERY TOUCH POINT
The Internet of Things (IoT) and smart devices are more than just refrigerators and door
locks for homes; they can aid retailers with tasks such as inventory monitoring. In 2018,
these technologies will become more prominent within retail, as they also can be used to
gain information on consumers’ in-store shopping habits. This in turn allows retailers to
deliver a more streamlined customer experience based on this newly found data.
Additionally, retailers can use the technology to bolster the store with smart shelves,
temperature sensors, indoor light sensors and mobile scan-as-you-shop devices.
“Just as smart devices are being increasingly adopted in homes, so will IoT technology
make more of a mark in retail,” said Asif Khan, Founder and President of The Location
Based Marketing Association. “The use of sensors and tags on every item will mean that
retailers can more accurately monitor the movement of goods and improve inventory
management and achieve efficiencies rarely seen before. Devices that communicate with
each other in the store will also bring about a wealth of additional insights into consumer
behavior and preferences.”

“The use of
sensors and
tags on every
item will mean
that retailers can
more accurately
monitor the
movement
of goods and
improve inventory
management
and achieve
efficiencies rarely
seen before.”
- ASIF KHAN, LOCATION
BASED MARKETING
ASSOCIATION

IOT AND SMART DEVICES BY THE NUMBERS

50%

70%

50%

Nearly 50% of retailers worldwide
have adopted Internet of Things
technology to some extent.
— Aruba Networks

As many as 70% of retail
decision-makers are ready to make
changes needed to adopt the
Internet of Things.
— Zebra Technologies

By 2020, 50% of everyday
essentials will be autoreplenished via IoT devices.
— Gartner
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MIXED REALITY/AR/VR CREATE ‘DIGITAL
LAYER’ FOR PHYSICAL STORES
While they are some of the biggest buzzwords in retail and beyond, virtual reality (VR),
augmented reality (AR) and mixed reality (MR) still haven’t reached their full potential.
Both retailers and consumers are beginning to see the technologies’ benefits in shopping
for large items such as furniture and appliances. As device and content development
costs come down, retailers will want to expand their use of these technology options in
ways that make sense for their business needs.
“‘Reality technology,’ a term we use to group together AR, VR and MR (mixed reality), has
the potential to disrupt retail by introducing new ways to guide shoppers through their
journey,” said Deborah Weinswig, Managing Director at Coresight Research, formerly
Fung Global Retail & Technology. “The price of VR devices is expected to come down with
shipments continuing to improve in 2018, which will likely lead to higher VR adoption and
more in-store retail applications.”
Many retailers already have started integrating AR and VR in their e-Commerce and
mobile offerings, including Chairish, Anthropologie and Target. Now with the late 2017
release of Apple’s ARKit for iOS 11 and Google’s ARCore for Android, these technologies
are becoming even more attainable.

“The price of
VR devices is
expected to
come down
with shipments
continuing to
improve in 2018,
which will likely
lead to higher
VR adoption
and more instore retail
applications.”
- DEBORAH WEINSWIG,
CORESIGHT RESEARCH

“While in its infancy, we also should see more AR and VR projects as retailers explore,
creating a ‘digital layer’ in their physical store environment,” Bryan Amaral, Founder,
President and CEO of Clientricity. “All of these technologies and initiatives share a
common desire to engage customers at each stage of their shopping journey and to
provide relevant personalized communication.”

AR/VR/MR BY THE NUMBERS

80%
Up to 80% of consumers
want to use AR or VR to
design rooms.
— L.E.K. Consulting

61%

As many as 61% of
consumers prefer to
shop at stores that
offer AR over ones that
don’t, and...

77%

...77% of shoppers
want to use AR to see
product differences.
— Augment
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20%
20% said they expect retailers
to have an AR tool now that iOS
11 has been released.
— DigitalBridge

For more detailed insights and discussions on these and
numerous other topics, download the 2018 Technology
Preview and 2018 Outlook Guide from Retail TouchPoints.

To Learn More...

Retail TouchPoints is an online publishing network for retail executives, with content focused
on optimizing the customer experience across all channels. The Retail TouchPoints network is
comprised of three weekly e-newsletters, special reports, web seminars, exclusive benchmark
research, an insightful editorial blog, and a content-rich web site featuring daily news updates
and multi-media interviews at www.retailtouchpoints.com. The Retail TouchPoints team also
interacts with social media communities via Facebook, Twitter and LinkedIn.

P 201.257.8528

Founded in 1975 and headquartered in Long Beach, CA, Epson America, Inc. is the U.S.
affiliate of Japan-based Seiko Epson Corporation, a global manufacturer and supplier of
high-quality technology products that meet customer demands for increased functionality,
compactness, systems integration and energy efficiency. For over 40 years, Epson’s advanced
technology has been at work in millions of POS systems around the world. Today Epson’s
Business Systems Division continues to bring industry-leading, open architecture, smart
technologies to the point of service.

P 1.800.463.7766

