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Has brick and mortar 
reached its final destination? 

CHAPTER 1

For years, the shuttering of physical stores has been the biggest story in retail, 
and online shopping has taken the brunt of the blame for obvious reasons. 
According to Mary Meeker's 2018 annual Internet Trends report, ecommerce 
has been climbing for years, reaching a 16% year-over-year growth in sales in 
2017 in the US, and accounting for 13% of total overall retail sales.
(See charts A and B)

But while much has been made of the so-called "retail apocalypse," the 
reality is far more nuanced than the headlines make it out to be. It turns out, 
it's not the end of the world. It's just the beginning of a new one, where only 
the strong (and savvy) survive.

This eBook will be your guide to this brave new world. In it, we reveal the 
reality of retail today, both online and in-store, and highlight how 
advancements in technology are transforming the holistic customer 
experience. We'll also map out how email can be transformed into a 
superpower that can close the chasm between ecommerce and in-store sales 
strategies and unlock a core data asset that links identity and intent.

https://www.kleinerperkins.com/perspectives/internet-trends-report-2018
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CHAPTER 1

Source: St. Louis Federal Reserve 
FRED database. 

Note: Historic data (Pre-2016) 
adjusted / back-casted in 2017 by 
USA Census Bureau to better align 
with Annual Retail Trade + Monthly 
Retail Trade Survey data.

E-Commerce =
Acceleration Continues @ +16% vs. +14% Y/Y, USA

CHART A
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CHAPTER 1

Source: USA Census Bureau, St. Louis 
Federal Reserve FRED database

Note:  13% = Annualized share. 
Penetration calculated by dividing
E-Commerce sales by “Core” Retail 
Sales (excluding food services, motor
vehicles / auto parts, gas stations & 
fuel). All figures are seasonally adjusted.

E-Commerce vs. Physical Retail =
Share Gains Continue @ 13% of Retail

CHART B



Retail reality
revelations



8

CHAPTER 2

Hold on to your 
britches...It's not over yet

Today's shopping trends show that physical retail is thriving at the high and 
low ends of the market. Deloitte research recently found that over the last 
five years premium retailers have seen their revenues soar by 81%. Low-price 
retailers, meanwhile, have opened more than 4,500 stores since 2015.

Mid-market retailers have had it the hardest, but trends are shifting in that 
area too, with popular D2C (direct-to-consumer) brands like Everlane, Frank & 
Oak, Wayfair, and others extending into physical retail. And though some big 
retailers are going bankrupt, others are exploring pop-ups, shared shelf-space, 
and other emerging store models.

Amazon, one of the world's largest online retailers, has been increasing their 
retail experiences, with pop-up shops and physical book stores across the 
nation. And let's not forget the $13.7 billion acquisition of Whole Foods in 
August 2017. They've already made significant changes to the grocery chain, 
and all signs point to further innovations and investment in bridging the 
divide between online and offline commerce.

It appears, then, that rumors of brick-and-mortar's demise have been greatly 
exaggerated. So what does that mean for retail marketers now? How can 
retailers, across all price points, build the kind of buzz that drives growth on 
both the online and 'IRL' sides of the house?

Hint: A sophisticated email strategy is the number-one key to "crossing the streams" of in-
store activity to online channels (and vice versa) – making it the most valuable asset in a 
retailer's marketing toolbox. But...more on that later. 

https://www2.deloitte.com/insights/us/en/industry/retail-distribution/future-of-retail-renaissance-apocalypse.html?id=us:2el:3pr:4di4365:5awa:6di:031418:&pkid=1003795#interactive
https://www.boston.com/news/local-news/2018/08/03/online-furniture-seller-wayfair-to-open-a-store
https://www.cbinsights.com/research/e-commerce-startups-physical-stores-trend/
https://blog.liveintent.com/retail-experiences-amazon-reaches-beyond-the-screen/?utm_medium=referral&utm_source=ebook&utm_campaign=retailbuzz
https://www.amazon.com/b?ie=UTF8&node=17608448011
https://www.amazon.com/b?ie=UTF8&node=17608448011
https://www.businessinsider.de/amazon-buys-whole-foods-changes?r=US&IR=T#every-item-that-had-its-price-slashed-on-monday-was-accompanied-by-a-sign-with-the-tag-whole-foods-amazon-5
https://www.businessinsider.de/amazon-changes-whole-foods-2017-9?r=US&IR=T#amazon-credit-card-holders-now-get-5-cash-back-at-whole-foods-2


Bridging the
data gap



Augmented reality (AR) mirrors allow shoppers to "try on" products 
without undressing.

In-store WiFi lets customers connect in exchange for sharing their email 
addresses and offers the opportunity for retailers to increase customer 
engagement and conversion.

WiFi-connected beacons push offers to customers when they're near a 
certain hotspot.

Interactive display screens create engagement, letting customers scan 
items to learn more about pricing, styles, or options.

Retail apps are serving a ton of different purposes – from storing 
payment preference data for touchless transactions at the register to 
helping companies conduct market research for product or 
store development.

Here's how
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CHAPTER 3

Business intelligence 
gleaned from multiple 
touchpoints
Apple's retail chief Angela Ahrendts recently predicted that, in the next five 
years, "75% of the people will shop online ... but 75% of the business will still 
be done in physical stores."

Now that more than 60% of transactions are digital, that may sound 
impossible. But as physical stores become more digital, in-store interactions 
are becoming business intelligence – and email is the ideal marketing 
channel for putting them to use.

Technology is contributing to what Deloitte research calls the "retail 
renaissance." Emerging retail-tech innovations touch practically every aspect 
of a customer's experience – cultivating tons of data along the way.

https://appleinsider.com/articles/18/06/20/apple-retail-head-ahrendts-talks-demise-of-retail-human-business-at-cannes-lions
https://www.kleinerperkins.com/perspectives/internet-trends-report-2018
http://www.quytech.com/blog/how-virtual-mirror-technology-will-change-the-way-you-shop/
https://www2.deloitte.com/us/en/pages/technology/articles/why-wifi-connected-customer.html
https://www.shopify.com/retail/the-ultimate-guide-to-using-beacon-technology-for-retail-stores
https://www.computerweekly.com/photostory/450412861/The-technology-transforming-the-retail-industry/5/Interactive-displays-in-stores
https://www.bustle.com/p/targets-app-studio-connect-invites-super-fans-of-the-store-to-collaborate-with-designers-9788159
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If customers are not ready to buy at that moment after virtually trying on 
clothing, information on the items can be sent to them for later purchase. AR 
try-on data could trigger a next-day email reminding a customer to buy that 
item he spent many minutes of mirror-time in, but didn't take to the register.

In-store WiFi can recognize if he comes back to redeem in-store. Retailers like 
Jo-Ann Fabric and Craft Stores for instance, plan to use the email address 
gained upon WiFi exchange to learn more about shopper behavior to link in-
store and online intent which will help build digital identities and bolster 
retargeting efforts.

If he didn't buy the item online, a beacon could notify him via email when 
he's near the item (and remind him about that special sale or discount for it).
If those technologies don't convert, display screens could pick up on his 
online purchase activity to show him new styles and selections that line up 
with his preferences.

Then, the retailer's app can take everything a step further – from sending 
notifications for instantly redeemable offers on those items (plus high-value 
data on redemption activity), to serving up special surveys and incentives to 
get him targeted insights on the products.

As retailers' in-store technology 
grows more and more 
sophisticated, the potential for 
email to link and leverage the 
data garnered by these 
technologies grows stronger and 
stronger, such as the following:

http://adage.com/article/digital/retailer-jo-ann-aims-retarget-store-wi-fi-users/308287/
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The data retailers earn from these tools (among others) ranges from basic 
demographic info all the way to product sizing, offer redemption, customer 
sentiment, the email address and more. And to Ahrendts' point, that data can 
inform strategies designed to compel consumers into physical stores, can 
inform how retailers present or optimize their inventory in-store and online, 
and of course, can be used to track intent.

But to make this data actionable, it needs to be easily resolved back to an 
individual and then made actionable. This is a major reason why CDPs, data 
onboarders and identity graphs have become such an important part of a 
marketer's stack in the past year. But even these platforms have limitations, 
including the inability to activate data across paid media channels in real-
time, and to resolve the performance data from those channels back to
the individual.

In this brave new world where customers expect seamless interactions and 
personalization in every interaction with a brand, it is not enough to just 
resolve identity back to an ID or person. You need the context and contrast 
outside of your owned and operated marketing channels in order to truly 
understand how to leverage different customers for different campaigns and 
optimize all your channels accordingly.

This is something the triopoly, Facebook, Google and Amazon are able to do 
because their identity graphs are tuned by metadata (clicks, conversions, 
context) generated by performance campaigns that span several media 
channels, devices and apps. Unfortunately, this is data they don't often share 
with the retailers and brands that use their platforms to run those 
campaigns. This gives the triopoly a significant competitive advantage - 
especially given the reliance many retailers have on these platforms. But all is 
not lost. Retailers need not accept the inevitability of being swallowed whole 
by one of these Titans. Why? Because they have email.

https://blog.liveintent.com/whats-a-cdp/?utm_medium=referral&utm_source=ebook&utm_campaign=retailbuzz
https://blog.liveintent.com/identity-graphs-power-the-next-era-of-marketing/
https://blog.liveintent.com/amazon-data-people-based-marketing/


Informing smart strategies 
with next-gen customer 
intelligence



It's a bird, it's a plane,
it's email!
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CHAPTER 4

Whether they shop in-store or online, understanding who a retailer's best 
customers are – and how best to convert them – starts with identifying them 
at the individual level. For any of that in-store data to drive actual sales on 
any channel, brands have to link the activity to their actual, individual 
customers. And email makes that happen.

While it's true that a robust email-marketing strategy can boost the 
effectiveness of practically every other advertising or marketing strategy there 
is – delivering four times higher ROI (122%) than social media marketing, 
direct mail or paid search - email is about so much more than just sending email.

89% of marketers consider the email address their most valuable piece of 
customer data: more than a phone number or social ID. It is central to 
identity and is one of the most universal, valuable, and persistent customer 
IDs out there - making it a powerful way to tie on-site activity to in-store (or 
in-retail-app) data, which can help retailers create a fuller picture of their top 
shoppers' intent and preferences.

Moreover, email is actually a form of "media" that a retailer controls, providing 
them with a simple, but powerful, way to run their own performance 
campaigns that map together and augment customer data with the same 
kind of metadata that makes Facebook, Google and Amazon's graphs 
perform so well.

https://www.emarketer.com/Article/Email-Continues-Deliver-Strong-ROI-Value-Marketers/1014461
https://liveintent.com/lp/forrester-report/?utm_medium=referral&utm_source=ebook&utm_campaign=retailbuzz
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With email at the center of your cross-channel marketing strategy, retailers 
can ultimately build a world-class customer graph tuned to the 
aforementioned data.

By optimizing that customer graph data over time, while merging learnings 
from your existing marketing technology stack, retailers can drastically 
improve targeting, remarketing, and conversions – generating smarter 
insights into attribution in the process.

Taken all together, that's just the kind of "superpower" that can elevate sales 
(and boost profits) across every channel in the retailer's arsenal.

Stacking a retailer's arsenal



Unlocking the full 
potential of email



17

CHAPTER 5

To unlock the full potential of email, retailers need to utilize technology that 
transforms the email channel into a marketing activation layer that gives your 
first-party data a day job running performance campaigns that generate sales 
and revenue.

By working with LiveIntent, you are able to do just that. LiveIntent's platform 
cuts time spent testing and hardcoding email offers in half while improving 
performance by up to 2X through the power of machine learning, It also 
makes it possible to extend the reach of these marketing campaigns by 
40-60% without relinquishing control over your data.

The data generated by these campaigns is then given back to you in the form 
of a Private Customer Graph; a core data asset built through performance 
that is secure and unique to your audience. Infuse your own ID graph, CDP 
and DMP with the Private Customer Graph for (super)powerful segmentation, 
targeting and attribution.

Want to learn more about how 
you can transform email into the 
simplest, most powerful way to 

resolve identity while driving 
sales and increasing revenue?

For a free ROI evaluation

GET STARTED!

Unleash your marketing 
prowess, make email
your superpower

https://adexchanger.com/data-driven-thinking/will-amazon-buy-consultancy-will-consultancies-learn-amazon/
https://blog.liveintent.com/giving-data-a-day-job_first-party_data/?utm_medium=referral&utm_source=ebook&utm_campaign=retailbuzz
https://liveintent.com/free-evaluation/?utm_medium=website&utm_source=ebook&utm_campaign=retailbuzz


LiveIntent is a people-based marketing technology 
platform changing the way over 2,000 of the world's 

largest brands and publishers think about email.

The LiveIntent platform transforms email from something you send and receive 
into the simplest, most powerful way to resolve identity and market to people in a 
mobile-first world. It becomes your superpower, generating a private customer 
graph that can augment everything from acquisition to attribution while driving 
incremental product sales and revenue. LiveIntent is headquartered in NYC, with 
offices in Berlin, Chicago, Copenhagen, Austin, Detroit, Los Angeles, and the UK, 
serving as home to 170 people and counting. 

For more information, visit
 www.liveintent.com

https://liveintent.com/

