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Almost as quickly as “omnichannel” 
became a buzzword, the realities of 
what consumers want from brick-
and-mortar stores meant death to 
the concept. Retailers who couldn’t 
meet consumer demands are 
closing thousands of stores while 
myriad new technologies promise 
to revitalize those remaining. 
Retailers experimenting with life-
saving tools are overwhelmed by 
the options. Some executives are 
signing off on systems meant to 
change how their employees work 
and interact with customers – a 
good thing – but with no vehicle to 
insure success. Many new platforms 
are highly underutilized because 
the all-important, customer-facing 
associate isn’t comfortable using the 
technology. Retailers are missing the 
mark and need to reprioritize brick- 
and-mortar technologies to focus on 
store associates and the customers 
they serve. 

Senior executives, it’s time to harness 
your change initiatives: Before you 
invest in another store system, step 
back to consider the real value of that 

technology to your customers –i.e., 
how associates will use it to meet 
in-store consumers’ demands – and 
how you can best communicate to 
your hundreds of associates about 
the new technology, as well as train 
them on it. 

Just as you can’t build a house without 
framing it first, you can’t deliver new 
store systems without a solid method 
of supporting store associates, 
increasing their comfort level with 
new initiatives, communicating 
instantly to and from your entire 
workforce (store, district and 
region) and objectively assessing 
new system effectiveness. 

Mobile A Key Disruptor
Technology will continue to disrupt 
physical store operations, and 
mobile is leading the transformation. 
In addition to allowing consumers to 
research products and prices while 
in the aisle, tablets in particular 
provide sales associates with the 
tools they need to meet consumers’ 
demands and deliver exceptional 
service. Mobile also allows the 
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Most Store Technologies Miss the Mark
In an article published in Forbes, Lily Varon, a 
Channel Strategy Analyst at Forrester, emphasized 
that most store systems miss their mark. The best 
approach is to “provide store associates with the 
right tools they need to win, serve, retain and delight 
today’s empowered customers.”

The article, titled: Retailers are Prioritizing the 
Wrong Digital Technologies in Brick and Mortar 
Stores1, acknowledged that retailers are inundated 
with promising technologies to revolutionize the 
in-store shopping experience for consumers. “The 
problem? Our research shows that most of these 
experiences today miss the mark and may actually 
make the customer experience more complex or 
confusing.  On the other hand, retailers are seeing 
significant, and measurable, value from technologies 
that directly improve store operations.” 

Varon pointed to two long-term prospects 
for technologies in retail stores: One focusing 
on operations technologies and the other on 
customer experiences.

Of the 14 operations technologies evaluated, “nearly 
half are on track to provide significant business value 
for retailers,” said Varon. “Retailers are finding that 
these technologies help their physical store teams 
and operations perform better and become more 
efficient by gleaning customer insights and spurring 
real-time action by store staff.”

In contrast, of the 16 experience technologies 
evaluated, Varon reported that only one – consumer 
mobile engagement technologies – demonstrated 
significant business value. She said retailers are 
scrambling to revolutionize the in-store shopping 
experience with digital technologies, but the resulting 
experiences are still often unnecessary, unintuitive, 
or just plain uncomfortable.

“Focusing on customers and their needs is the key 
to successful in-store technologies,” Varon stated. “In 
the Age of the Customer, retailers must streamline 
processes and provide their store associates with the 
right tools they need to win, serve, retain and delight 
today’s empowered customers.”

instant, two-way communications that help retailers 
better support their associates. 

“Putting mobile devices in the hands of store 
associates is now a necessity to keep up with customers 
that have a plethora of information available at their 
fingertips,” stated Boston Retail Partners, in its 2017 
Mobile World of Retail2 report: Associate mobile 
devices enhance the shopping experience through 
access to real-time inventory and customer data 
and the ability to service customers and process 
transactions anywhere in the store.

“89% of retailers plan to offer mobile solutions 
to their store associates within three years.”

Boston Retail Partners

That’s why, according to BRP, a whopping 89% of 
retailers plan to offer mobile solutions to their store 
associates within three years. Are you one of them?

Mobile also delivers interactive support tools such 
as INCITE, a highly branded, private broadcast 
network that helps senior retail executives harness 
and ensure success of all future change initiatives. 
INCITE instantly and seamlessly distributes instant-
on, app-based video training modules and 
communications to store associates, allows granular 
targeting of every worker, and provides real-time 
metrics to field and corporate managers.

BRP said that in most cases, mobile applications 
can be developed internally in a fraction of the 
time required to implement a complete mobile POS 
solution: “Even more notable is that these lower cost 
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implementations can achieve a significant return in 
a relatively short period of time and enhance the 
customer experience by allowing the store associate 
to spend less time behind a counter or off the 
sales floor.”

In fact, stated BRP, using mobile tools to improve 
training and move tasks from the back room to the 
sales floor offers immediate enhancements: “Retailers 
are using mobile technology for training, staffing, 
task management, floor sets and planograms. The 
accelerated use of associate-facing and customer-
facing mobile services, such as product information, 
shopping list capabilities, and personalized 
recommendations, will drive significant growth in 
mobile technology over the next few years.”

Unfortunately, BRP revealed, retailers often 
focus on the technical solution and overlook the 
accompanying process work required to enable a 
successful implementation. Here’s where INCITE 
can really make its mark on change management.

“Without proper associate training on new 
technologies and processes, mobile deployments 
will not achieve the desired outcomes and will likely 
frustrate or disappoint customers – a costly mistake,” 
BRP reported. “To be successful within the vast 
opportunities available through mobile technology, 
retailers must keep in mind that technology is only 
a small portion of the solution. The most critical 
piece is to understand each customer’s journey and 
enable associates with tools and training to create 
a customer experience that will differentiate the 
retailer from the competition. Mobile devices and 

the associated applications are a key piece in keeping 
the associate on the sales floor and engaged with the 
consumer…The long-term success of retailers will be 
based on their ability to make shopping enjoyable, 
frictionless and aligned with their customers’ 
expectations. Mobile technology offers a strong set of 
tools that will enable retail associates to enhance the 
customer experience.”

Ouch! 83% of Consumers Think They Know 
More Than Store Associates
Even with the promise of mobile technology and its 
interactive, video-based brand and product training, 
83% of consumers think they’re more knowledgeable 
than a store associate. This sobering statistic was 
revealed in a recent industry study titled Consumer 
In-Store Shopping Survey3. However, when used 
effectively, mobile can help physical stores meet 
consumers’ higher expectations, as evidenced by the 
study’s findings: 

• 79% of survey respondents said knowledgeable 
store associates are “important” or “very 
important.” The report noted that this statistic 
is “a warning to retailers that consumers expect 
associates to be more than order takers. Retailers 
must invest in their associates and deliver what 
consumers expect – associates who are beacons 
of knowledge, style guides and trusted advisors.” 

• 72% of consumers that dealt with a store 
associate who used a mobile device to provide 
things like product info, credit card checkout, 
and inventory look-up, said it resulted in a 
much better shopping experience. “This is 
good news for retailers,” according to the 
report: “Knowledgeable store associates are 
valued by shoppers, and those empowered 
with mobile technology are delivering better 
shopping experiences.”

• Nearly 50% said a knowledgeable store 
associate who is able to suggest products based 
on their purchase history would encourage 
them to shop in-store. 

This is why senior executives must embrace store 
technologies that assure their associates know 
more about products than the very knowledgeable 
shoppers walking in. What a wasted opportunity if 

http://offer.tulip.io/consumer-survey
http://offer.tulip.io/consumer-survey


Death of Omnichannel and Changing Store Model Mean Senior Execs Must Harness Change Initiatives
                          

4

an associate can’t inform, impress, up-sell, cross-sell 
and incite brand loyalty with a shopper who’s clicked 
off and traveled to your store.

But Associates Say: “We’re Not Equipped!”
With all the investments retailers are making in store 
technologies, the solutions still need to focus more 
directly on supporting the sales associate. Why? 
Because one in every four retail sales associates say 
she is not properly equipped with the right digital 
tools and technology to connect with customers, 
according to the 2017 Retail Associate Technology 
Study4 from Salesfloor. But when retailers do 
properly equip their workers, “90% of associates that 
use digital technology in-store said they felt they 
had the tools to do their job well compared to only 
49% who did not have access to digital technology.” 

The study noted a “direct correlation between 
technology and productivity,” and said “it’s clear that 
technology and productivity play an influential role 
in driving retail sales.”
 
In addition, the study found that associates who are 
equipped with digital tools and technology feel seven 
times more confident in competing with online retail 
giants, like Amazon and eBay, compared to associates 
who are not equipped.

“Associates equipped with digital tools and 
technology feel seven times more confident 
in competing with online retail giants, like 
Amazon and eBay, compared to associates 

who are not equipped.”
Salesfloor

“Many retailers have been slow to leverage new 
technology for associates. Our study shows that 
when associates are equipped with the proper 
technology they are happier, have a bigger impact on 
sales and stay with the company,” said Oscar Sachs, 
co-founder and CEO of Salesfloor, in a press release5. 
“As retailers face one of the toughest times in decades, 
it is important that they invest in their people and 
equip them with technology to serve the all-channel 
customer as part of their return-to-growth strategy.”

79% of survey respondents 
said knowledgeable store 
associates are “important” 
or “very important.”

79%

Nearly 50% said a 
knowledgeable store associate 
who is able to suggest products 
based on their purchase history 
would encourage them to shop 
in-store. 

50%

72% of consumers that dealt with a store 
associate who used a mobile device to provide 
things like product info, credit card checkout, 
and inventory look-up, said it resulted in a 
much better shopping experience.

72%

When retailers do properly equip their workers:

90%
of associates that 

use digital technology 
in-store said they felt 
they had the tools to 

do their job well.

49%
who did not have 
access to digital 

technology.
VS

http://salesfloor.net/research-june-2017/
http://salesfloor.net/research-june-2017/
http://www.marketwired.com/press-release/retail-study-1-in-4-sales-associates-are-not-properly-equipped-to-perform-their-job-2220060.htm
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These Retailers Connect Technology and 
Productivity
bareMinerals Revitalizes how it Trains and 
Communicates with Sales Associates 
Change isn’t new at bareMinerals, whose parent 
company, Shiseido Company, Ltd., moved the 
makeup specialist’s headquarters from San Francisco 
to New York last year “as part of an effort to 
reposition the brand in order to unlock performance 
and strengthen the business over the long term,” said 
Kevin Stapp, Vice President of HR at Shiseido.
            
“With INCITE installed on the tablets, we can 

broadcast news to any or all sales associates 
within minutes, not months. The best way 

to deliver news and training to our frontline 
associates is by putting this tool 

in their hands.”
Kevin Stapp, Shiseido/bareMinerals 

The endeavor to unleash the true potential of the 
brand included the C-suite’s significant investment 
in revitalizing the way bareMinerals trains and 
communicates with its sales associates: The company 
is changing its traditional methods to the mobile-first 
INCITE platform in all of its U.S. stores. INCITE is 
“the smartest way to onboard, support and develop 
our frontline associates,” he stated.

But how does the C-suite know its investment paid 
off? “There are a number of ways we are tracking the 
ROI of this investment, including measuring store 
performance and the link between the INCITE app 
and associate learning engagement, which is clearly 

apparent,” said Stapp. 

Closing the Time Gap
Stapp said bareMinerals had always invested in 
frontline support, but perhaps not in the most 
efficient way. For example, in addition to new hire 
training, several times a year associates were taken 
off the sales floor to attend a classroom boot camp, 
a learning approach that eventually showed holes in 
retention. It also created a time lag before associates 
had the opportunity to use and develop the critical 
skills and knowledge being shared.

“There was an additional time lag between boot 
camps, during which we needed to communicate 
with the frontline as well as managers about key 
information – such as upcoming changes or upgrades to 
in-store technologies and important product selling 
strategies,” revealed Stapp. “With INCITE installed 
on the tablets, we can broadcast news to any or all 
sales associates within minutes, not months. The best 
way to deliver news and training to our frontline 
associates is by putting this tool in their hands.”

He added, “We also have seen and done studies 
that showed a direct correlation between our best 
stores and the culture of learning and growth that 
took place there. We found that managers in these 
locations were coaching and developing their 
employees on a consistent basis, often on their own, 
without waiting for corporate to roll out a program. 
We tapped into that approach by initially putting the 
INCITE learning tool in the stores being managed by 
these managers, all advocates of continuous training 
and mobile learning. The result – strong learning 
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engagement and an increase in productivity – was 
at the heart of our C-suite’s decision to invest in 
this platform.”

Tiffany & Co.: “We’re Only as Strong as our 
Employees” 
Senior leadership at Tiffany & Co., a longtime 
proponent of employee training, recognizes that 
people learn best when they’re taught in a manner 
they prefer, declared Rhonda Edelman, Senior 
Director of Global Education for the high-end 
jewelry and gift retailer. “We know our employees 
desire training that is interactive and innovative, and 
that’s why we use mobile,” she said.

“Retail is a tough business and we need 
creative ways to deliver training to make sure 

our highly committed retail sales force is 
getting what it needs to be successful. Mobile 
technology and INCITE allow that, and also 

enable our sales professionals to remain on the 
floor as much as possible, which is consistent 

with our customer centric approach.”
Rhonda Edelman, Tiffany & Co. 

Today Tiffany & Co. is bringing the app-based 
INCITE mobile communications solution to its 
thousands of sales associates in 313 showcase 
stores in 28 countries, with training and messaging 
translated into ten different languages. Individual 
engagement with the bite-sized training modules, 
and results of subsequent quizzes, are verified and 
addressed by INCITE-equipped regional, district 
and store managers around the world, to reward and 
support personal growth as needed.

“At Tiffany we recognize that our company is only as 
strong as our employees. We realize each employee’s 
knowledge and skill is an important source of 
organizational capability and competitive advantage,” 
said Edelman. Tiffany seeks to offer training not only 
to allow employees to perform their jobs but also to 
grow both professionally and personally, she stated. 

“Retail is a tough business and we need creative 
ways to deliver training to make sure our highly 
committed retail sales force is getting what it 

needs to be successful,” Edelman reported. “Mobile 
technology and INCITE allow that, and also enable 
our sales professionals to remain on the floor as much 
as possible, which is consistent with our customer 
centric approach.”

In addition, the mobile INCITE tool allows multiple 
departments within Tiffany & Co. – including 
store operations, corporate communications, 
merchandising, product knowledge, and learning 
technologies and systems – to centrally communicate 
to employees, with a specific hierarchy in place in 
terms of what information and changes are needed 
to be successful within a particular timeframe. 

Kate Spade New York Provides Associates More 
Than Just Sellable Statements
Senior management at Kate Spade New York feels 
fortunate to have brand-obsessed employees. They 
are true ambassadors for the brand, and they love 
working for the company, said Suzanne Sulin, Senior 
Director of Global Learning and Organizational 
Development for the fashion retailer.

“We believe in empowering our teams to build 
long-lasting relationships with their guests by being 
culturally curious, and providing more than just 
sellable statements. We inspire our guests and each 
other to live an interesting life – that’s the DNA of 
our brand culture,” she reported. 

“One of the ways we have enhanced our store culture 
is through training. We have always believed in hiring 
right and providing extensive training. But as we 
opened more stores and continued to see an increase 
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in both foot traffic and additional product categories, 
we knew we needed to move away from traditional 
training,” Sulin declared. “We then launched a video-
based communications app from Multimedia Plus 
and it forever changed the way we train our teams. 
INCITE’s high-impact, bite-sized learning with 
accompanying assessments has helped us build fleet-
wide consistency, confidence and compliance in our 
North American stores. The investment has been a 
game changer.”

“We then launched a video-based 
communications app from Multimedia Plus and 
it forever changed the way we train our teams. 

INCITE’s high-impact, bite-sized learning 
with accompanying assessments has helped us 
build fleet-wide consistency, confidence and 

compliance in our North American stores. The 
investment has been a game changer.”

Suzanne Sulin, Kate Spade New York 

Sulin said Kate Spade New York’s associates “love 
having interactive training at their fingertips and 
feel empowered to own their product and selling 
knowledge. They know the more they learn, the 
easier it will be to engage with our guests and 
build authentic relationships. We believe in the 
importance of the human connection and are using 
INCITE to enhance, not replace, such moments.”  

Change to Get Better
You, too, can be more successful rolling out new 
store technologies and helping associates slide into 
and embrace new initiatives that sharpen their 

knowledge and enhance the in-store customer 
experience. Before you sign off on systems designed 
to improve how your employees work and interact 
with customers, be sure you have a vehicle to insure 
that change’s success. Because change will continue 
to challenge your business. 

And it should. Consider this comment from Georg 
C. Lichtenberg, an 18th century German scientist: 
“I cannot say whether things will get better if we 
change, but what I can say they must change if they 
are to get better.” 

And if Darwin is right – he said it’s not the strongest 
that survives, nor the most intelligent, but the one 
most adaptable to change – then today’s retailers, 
especially with the death of omnichannel and 
changing store model, must reprioritize their in-
store technology strategies, starting at the customer-
facing frontline.

For more information and guidance with harnessing 
your change initiatives, please contact Multimedia 
Plus at 212-982-3229 or info@multimediaplus.com.
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