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Consumers that prefer an omni-channel shopping and use of multiple screens, expect an outstanding customer 
experience across all the channels – mobile, Web, in-store, anywhere. 

The biggest challenge for retailers remains the ability to reach out to their consumers in real-time across all touch-
points to deliver an outstanding customer experience. Retail marketers strive for getting cross-channel single 
customer view to anticipate the consumer’s needs and individual preferences and offer the products and services in a 
timely and individually tailored manner. 

Thus, in 2018 technology will continue to serve three main objectives of the retailers: 

§ How to acquire more consumers to beat competitors? 
§ How to make interactions beneficial? 
§ How to escape too much interaction? 

In 2018, retailers will continue down the road to digitalization. This is being driven by growing e-commerce agendas 
of the leading players. Digital transformation, with the introduction of scalable agile techniques, would change not just 
IT landscape of retailers but their business model as a whole. 

We can expect some exciting retail tech startups or solutions in the robotics space. Many retailers already use 
automation for their operations, and we can just assume there will be a rise of interest in this due to cost optimization. 

At the same time, though, consumers are increasingly searching for personalized shopping experiences. Data 
analytics and machine learning can help retailers make their messages really personal. Using data to personalize 
customer experiences is just the beginning. Data analysis also plays a significant role behind the scenes, especially 
when it comes to inventory management and distribution. 

The omni-channel strategy has significantly underperformed for more retailers than it was successful for. Those who 
are falling behind will need to invest in the technology to catch up and create a seamless experience for their clients 
across all channels. 

Another point is that although brick-and-mortar shops have been proclaimed dead (again), they in fact seem to be 
morphing into something essential for the new consumer: showrooms. Customers enjoy the fact that they are able to 
try/test/touch products before making a decision. Combine that with access to really knowledgeable staff and 
traditional shopfronts might be revitalized. This however will require changes in supply change management 
strategies and will involve still more technology. 

To sum up retailers need to be flexible, respond faster, and achieve synergy between on-line and off-line channels. 

In a nutshell, to be competitive and innovative, retailers need to invest in new technologies. 

About DataArt: 
DataArt is a global technology consultancy that designs, develops and supports unique software solutions, helping 
clients take their businesses forward. Recognized for their deep domain expertise and superior technical talent, 
DataArt teams create new products and modernize complex legacy systems that affect technology transformation 
in select industries. 



DataArt has earned the trust of some of the world’s leading brands and most discerning clients, including Nasdaq, 
S&P, oneworld Alliance, Ocado, artnet, Betfair, and skyscanner. Organized as a global network of technology 
services firms, DataArt brings together expertise of over 2,300 professionals in 20 locations in the US, Europe, and 
Latin America.  
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