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SHOWROOMING – CHECKING OUT AN ITEM IN STORE BEFORE BUYING ONLINE – IS SEEN AS A THREAT TO BRICK-AND-MORTAR RETAIL. YET THE OPPOSITE IS FAR MORE COMMON – AND PRESENTS A GREAT OPPORTUNITY FOR RETAILERS
Today many customer journeys start on the web: in a recent study conducted by Google, 83% of respondents said they check out an item online before buying it in store. “Webrooming”, also known as the ROPO effect (research online, purchase offline), can be used by brick-and-mortar retailers to their advantage.
Why do shoppers choose to buy on- or offline? A study carried out by Leipzig’s Graduate School of Management found that price, the convenience of delivery and wider range of goods were the main draws of online retail. Being able to try a product out, the instant availability of items and shop assistant advice were the primary reasons for shopping offline. If retailers wish to make best use of these benefits, they should combine both channels to create a holistic shopping experience. 
Whether you sell via an online shop, social media and/or online marketplaces, develop a suitable omnichannel strategy for your business so that consumers’ online research will lead them directly to your store.
Showcase your entire range online. Indicate which items are available and give delivery times for out of stock products. Write detailed descriptions with exact measurements. And make it possible for shoppers to review your products online: a high number of purchasing decisions are influenced by customer ratings. Add all the key information about your physical store in a clearly visible place on the product page, including opening times, directions/parking and a phone number. Customers should also have the option to reserve items so that they know the desired garment will be there when they visit. You could also mention where the specific item is located inside the store.
“Click & Collect” might be slowly becoming the norm, but it still has plenty of untapped potential. These customers should be given the opportunity to try out the item once more in store before you wrap it up. This gives your sales staff the chance to suggest matching products and to offer additional services, such as alterations and personalization. To counter the internet’s wider array of products, why not allow customers to order out of stock goods in store via app? They can pay for the item and have it sent to their address. You could even go one step further and turn your shop into a showroom. Customers can try on garments and have them sent directly to their home, keeping their hands free and allowing the retailer to downsize their stockroom.
Digitalization is forcing a rethink in traditional retail – but it isn’t always necessary to embrace the latest technology. Bots are still no substitute for competent in-store sales advice.
