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Digital
Transformation

For the retail industry, this is a period 
of intense contemplation. Following the 
enormous upheaval faced by the industry 
in 2020, businesses must begin to look 
ahead to the ‘new reality’ that will emerge. 
The only certainty is that many parts 
of Retailing will never be the same as it 
was before the worldwide pandemic of 
COVID-19. 

In this whitepaper, we look at the key 
signals of change that are now shaping 
the global retail landscape. We outline the 
characteristics of future winning models. 
We also look at how you may shift from 
today’s reality to tomorrow’s vision - 
highlighting the critical technologies, 
competencies and strategies you’ll need to 
propel your business forward. 

Retail Landscape & The New 
Normal  
The retail industry, like most other 
customer facing industries, was severely 
impacted by the pandemic. Most retailers 
adopted digital practices at an accelerated 
pace. There are numerous examples 
to suggest initiatives that would have 

taken nearly 5-7 years to undergo digital 
transformation were completed in a matter 
of months. Changing times necessitated 
new methods, forcing both retailers and 
consumers to think of safety first. 

• As store footfall remains largely 
unpredictable, online sales are proving 
to be extremely resilient 

• Due to a scarcity of supply, several 
companies are compelled to experiment 
with new supply chain models 

Overall, the need for integrated business 
models and the emergence of the New 
Normal for both the company and 
consumers creates an imperative for 
retailers to continue looking at Innovation & 
automation in 2022.  

Following are some retail trends that we 
see dominating the technology priorities 
today: 

1. Customer engagement and          
    personalisation 

Retailers may utilise technology to 



forecast demand, provide sophisticated 
customisation, and anticipate customer 
behaviour. Personalization, on the other 
hand, may appear difficult or frightening 
to some. All retail enterprises, however, 
can accomplish it if they use the proper 
technology and harness their data in the 
right way. 

2. Everything Digital 
Retailers who use technology as a 
catalyst and work strategically to create 
long-term value through digitalization 
will be successful in the future as well.  

3. Cloud Retail  

Shoppers today aren’t just interested 
in going to stores or purchasing online. 
They want a flexible and a consistent 
path that allows them to interact 
digitally in-store or at home, and that 
allows them to effortlessly connect 
online to physical solutions. The cloud 
enables these types of operations, and 
retailers who employ cloud solutions 
benefit from faster rollouts, automatic 
real-time upgrades, and an omni-
flexible experience that blends the best 
of both worlds. 

4. Omnichannel and frictionless              
    experiences

Genuine omnichannel, or omni-presence, 
will have arrived by 2021, with the 
online and offline worlds blending and 
dissolving the distinctions. CDI for e.g., 
goes on to creating a customer DNA 
that keeps current record of customer 

As more customers resort 
to e-commerce and mobile 
commerce, organizations 
must adapt to the changing 
times and design strategies 
to ensure that customer and 
corporate operations run 
smoothly.  



information across a business platform 
and channels, that has proven to 
improve sales and customer service. 
In addition, Artificial intelligence (AI), 
the internet of things (IoT), virtual and 
augmented reality (VR/AR), robotics, 
and other emerging technologies are 
being used by forward-thinking retailers 
to bring the digital and physical worlds 
together, resulting in agile, pleasurable, 
and frictionless shopping experiences. 
The one that combines multi-customer, 
employee and user experiences to solve 
complex business challenges.  

5. Increased focus on social,     
    environmental and equality issues

Because consumers are concerned 
about social, environmental, and 
equality issues, retailers who spend 
time and effort to these topics will 
receive positive feedback and increased 

sales. Companies that fail to adapt 
to the changing climate risk could 
unintentionally damage their reputation 
and, as a result, lose business to 
competitors that better reflect consumer 
values. 

6. Influencer marketing and      
    social media 

With consumers spending up to 50% 
more time on social media on mobile, 
and Influencers having the unique 
ability to humanise a brand and create 
conversation, appeal, and demand for 
products in the context of real-life, 
online marketing has become even more 
critical. As followers seek normalcy, 
assurance, and guidance from those they 
trust during uncertain times, the advent 
of social media and influencer marketing 
has become even more critical. 



7. Small and Medium retailers         
    boost omnichannel capability 

The demand for digital, cloud-based 
solutions continues to rise as the 
number of small and medium-sized 
merchants grows. Smaller retailers 
generally want to go live in hours or 
days rather than weeks, so software 
suppliers who can develop safe, omni 
capable  solutions designed for these 
fast-moving firms can gain a significant 
competitive advantage. Software 
companies that keep up with the 
competition might win a substantial 
market share with smaller merchants all 
around the world.  

How Retail Leaders are 
adopting AI/ML today 
We’ve seen AI/ML grow substantially 
with its potential for wider commercial 
usage enabled by lowering sensor costs, 
improved data management capabilities, 
and exponential advances in computing 

When looking to the future, 
retailers who invest in creating 
unified, safe, engaging, and agile 
experiences are those who will 
stand the test of time. The future 
of retail belongs to businesses 
that utilise technology and 
prioritise frictionless, dynamic 
experiences.

power. Retailers who use AI/ML to solve 
crucial business challenges, sooner rather 
than later, will reap the rewards, because AI 
investments grow in value over time. 

Let us look at how the leaders in this space 
are tackling crucial business challenges: 

Demand forecasting and pricing

Costco uses 
demand forecasting 
algorithm to maintain 
productivity and 
sustainability. 

Apotek Hjartat uses 
AI/ML to provide 
more accurate pricing 
compared to its 
competitors in both 
online and offline 
stores. 



 

Customized product search

Sephora, cosmetics 
retailer helps 
customers identify 
certain shades by 
simply uploading a 
photo. 

Nordstorm uses AI/
ML to enable visual 
product search. 

Adidas and Macy’s: 
took advantage of 
Zeekit’s virtual fitting 
room software, which 
cut return sales by 
36%. 

Gap turns to Google 
Analytics data to 
monitor consumer 
preferences. 

Omni-channel customer 
engagement 

• Inditex (Zara, Bershka, Massino Dutti, 
etc.) already use robots to make it 
easier for retail customers to select 
online orders in stores. 

Location based intelligence 

• Gartner uses the example of a company 
starting an online appointment system 
to highlight this trend’s effectiveness 
based on the customer’s location.

AI/ML for staff-less operations 

• Amazon opened its first staff-less store 
Amazon-Go for public use. 

AI/ML for Fraud detection 

• Pitney Bowes uses Auto-ML for fraud 
detection.



 
The Digital Opportunities Ahead 

Retailers must pick business model(s) best 
positioned for their future success. They 
have the option of buying, building, or 
partnering in this situation. If they decide 
to build, they must plan for the transition 
from their current state. The transition from 
today’s “as is” state to tomorrow’s “to be” 
state will necessitate careful assessment. 
Depending on the type of business you are 
dealing with, there are a variety of options 
that are comprising of basic competencies 
that a company must build and deliver. 

The following operations need to be 
addressed: 

• Build in operational resilience in case of 
a second wave of infection/new threats. 

• Decide on inventory, price, and 
markdown optimization to accurately 
gauge and pace the recovery. 

• Reevaluate supply chain and delivery 
options to continue with minimal 
intervention. 

• Consider structural changes that allow 
business to cover some non-core areas 
that will be deemed “essential” and not 
shutdown. 

To make sure the retailers survive in these 
challenging times; the below initiatives 
need to be benchmarked using AI/ML. 
Focus needs to be stronger than ever to 
retain and grow their existing customer 
base along with acquiring new customers 
using only the best marketing and 
customer engagement strategies.  
• A robust CRM for running an effective 

marketing campaign that hyper-
personalizes around you customer’s 
needs 

• Creating mixed profit bundles to 
increase profit margin - find the right 
combination by mixing high margin 
products with low margin to increase 
profitability 

• A smart product recommendation 
workflow based on products seen-
cross selling and upselling 

• Models to handle cart abandonment 
automation and manage Intelligent 
processes through virtual bots  

• Create a repurchase reminder 
automation workflow for each product 
with short or medium lifetime 

     And many more possibilities…  
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