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It seems funny to think that, ten years 
ago, industry experts were predicting the 
demise of the store. If anything, the rise of 
ecommerce has given bricks-and-mortar a 
more secure role within the retail mix.

Today’s store is more than a place to try 
and buy. It is a customer support centre; 
a fulfilment hub; a validation point; and 
an exploration station. However, physical 
retail’s reinvigorated role is heightening 
shoppers’ expectations. 

To understand how consumer demands 
are changing, and how effectively retail 
organisations are responding, Manhattan 
Associates has undertaken a ground-
breaking EMEA-wide benchmarking study, 
surveying both retailers and consumers in: 

• Denmark
• France
• Germany
• Italy
• Netherlands
• Spain
• Sweden
• UK

This report will explore our key findings, 
and provide strategic guidance for retail 
organisations looking to connect more 
closely with bricks-and-mortar shoppers.



What role does the store play 
for EMEA shoppers?
We’ve already acknowledged that the store is becoming increasingly diverse in 
the services it can offer shoppers. This is reflected in the wide range of reasons 
that consumers choose bricks-and-mortar over online retail.

For instance, the ability to try and feel the product before buying is a key reason for visiting the 
store across all regions. However, in Italy and Spain, shoppers are more likely to try the item in-store 
before buying online, whereas all of the other countries we surveyed are more likely to purchase the 
item from the store.

I visit stores mainly to see/try a product before buying
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before buying in-store before buying online

Even though, on average, half of EMEA consumers visit stores to see 
or try items before buying there and then, there is still variation 

between regions. For example, French (59%) and British (52%) 
shoppers are more likely to ‘try and buy’ in the store than their 

Swedish (45%) and Italian (43%) 
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There is also great variety in the number of people who visit stores to browse and explore new 
products. This a big draw for shoppers in Denmark (43%) and the Netherlands (42%), along with 
the UK (32%) and Germany (31%). However, only 17% of French consumers cite this as a reason 
for choosing bricks-and-mortar, while just 6% of shoppers in Spain and 4% in Sweden value the 
importance of browsing and exploration. 
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I visit stores mainly to browse/explore new products

This differentiation between regions underlines the need for retailers to have a 
strong understanding of their customers in every market, in order to optimise 
the shopping experience down to store level.

However, although there is great diversity in the role of bricks-and-
mortar, our research did identify some interesting EMEA-wide 
shopper trends when it comes to their in-store expectations. We 
will explore these now… 

There is also great variety 
in the number of people 
who visit stores to  
browse and explore  
new products.
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Expectation #1:  
SEAMLESS CHANNEL EXPERIENCE

Throughout Europe, shoppers crave a consistent quality of retail experience, 
whether they are interacting with a retailer in a physical store, via their 
website, or through their smartphone.

But although the benchmark is high, there are clear disparities between their 
expectations and reality.

I expect cross-channel consistency, but notice differences between channels

For example, 92% of Italians crave a consistent experience, but 71% 
feel their experience differs between channels. Frustrations are even 

more pronounced in Spain, where 86% want consistency, but 85% 
encounter channel differences.

Across EMEA, more than 70% of shoppers currently 
notice disparities when they shop with the same retailer 

across multiple channels, with the exception of two 
regions. Retail businesses in Germany and the 

Netherlands are better at delivering cross-
channel consistency, with only 61% and 55% 

of shoppers noticing differences in  
these markets. 
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I expect cross-channel consistency, but notice differences between channels
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I expect cross-channel consistency I notice differences in the shopping experience across channels

5



One reason for the gap between consumers’ expectations and reality is that many retailers are not 
prioritising consistency between channels. 

Looking at data from our retailer survey, on average, only 12% of organisations across EMEA view 
removing channel friction as a priority for 2017. 

KEY TAKEAWAY

In addition to being a friendly face and 
general point of contact, consumers have 
a real need for store associates to deliver 
a detailed level of service. Yet at present 
many feel they are better informed than 
customer service personnel.

Retailers, therefore, need to invest in the 
technology and training that will allow 
the store workforce to become ‘trusted 
experts’, forging valuable personal 
connections with customers by providing 
immediate practical and personalised 
assistance. UK retailers are leading the 
change in this respect, as 44% cite 
upgrading in-store technology as one of 
their top 3 priorities for 2017, higher than 
every country except Spain (55%) and 
Italy (60%).
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Removing channel friction is a key focus for our retail business in 2017

There is a big variation in how seriously retailers 
are considering channel consistency investment. 
Sweden is way ahead of the pack at 40% - which 
shows that companies are listening to consumers, 
because 81% of Swedish shoppers feel they 
notice a difference in their experiences between 
channels. 

Contrastingly, none of the Spanish retailers we 
surveyed said they were focused on removing 
channel friction in 2017. Given than 86% of 
consumers in Spain said they experienced channel 
disparities – more than any other EMEA region 
– there is a clear disconnect between shopper 
expectations and retailer priorities. 
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Expectation #2:  
HELPFUL, KNOWLEDGEABLE STORE ASSOCIATES 

The diversification of bricks-and-mortar’s role has directly impacted the 
responsibilities placed on front-line staff. Today’s shoppers expect the store 
associate to provide a greater variety of services than ever before. 

This is reflected in the fact that, when we asked consumers to rate what they feel is the most 
important job of the store associate, and gave them four key areas to choose from, we received a 
range of answers:

DENMARK FRANCE GERMANY

ITALY NETHERLANDS SWEDEN

SPAIN UK

Product Advice

Checking Stock Availability

Suggesting Complimentary Products

Personal Experience of Products

Other/Not Sure
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To highlight some of the biggest differences between regions, in the Netherlands, 59% of shoppers view 
basic product advice as a core service provided by customer-facing staff. However, in the UK, only a third 
(33%) feel this way.

Equally, almost a fifth (16%) of Italian shoppers value the personalisation of product recommendations by 
store associates, compared to just 8% of Dutch shoppers. 

But while our survey shows that consumers expect a detailed level of service from store associates, our 
research among EMEA retailers reveals this depth of detail is not always expected among front-line staff.

Two thirds (64%) of the retailers we spoke to ranked a ‘generally friendly and approachable customer 
service’ as the most important role of the store assistant, rather than listing a specific support function. 
Recommending products and offering advice was their second priority at 48%, while their third response 
was checking stock availability (45%).
 

KEY TAKEAWAY

In addition to being a friendly point of contact, consumers 
have a real need for store associates to deliver a detailed 
level of service. 

Retailers, therefore, need to invest in the technology and 
training that will allow the store workforce to become 
‘trusted experts’, forging valuable personal connections 
with customers by providing immediate practical and 
personalised assistance. 
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We still believe general, friendly service is the store associate’s top priority
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Expectation #3:  
ACKNOWLEDGMENT OF INDIVIDUAL VALUE 
While sharing their own personal experiences did not rank highly, our research 
revealed that consumers are far more interested in store associates tailoring service 
to their needs. 

Across EMEA, over half (53%) of shoppers on average would like store assistants to 
personalise recommendations in the same way as online, with Spain and Italy most 
keen to embrace a more tailored approach.
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I would like store associates to make personal recommendations
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Personalised service makes me more loyal to a retailer

One other important trend that our study identified is the close link between personalisation and loyalty; 
certain regions are much more likely to advocate a retailer when the customer support offered is tailored 
to their needs. For example, 24% of Spanish, 21% of Italian and 20% of Dutch shoppers cited a direct link 
between personalisation and loyalty, compared to just 12% of French shoppers 8% of UK consumers. 

The quality of loyalty incentives is also a clear loyalty driver. Across Europe, 38% 
said exclusive offers would make them return to a retailer – with many more 
women (45%) attracted to this perk than men (32%). 

Geographically, France (56%), Spain (46%), Italy (44%) and the 
UK (44%) were most persuaded by exclusive incentives, while 
consumers in the Netherlands (26%) and Denmark (24%) said 
marketing offers had the least impact on their loyalty. 

The quality of loyalty 
incentives is also a clear 
loyalty driver.
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As with omnichannel consistency, when it comes to personalising the customer experience, our study 
identified a disparity between shopper expectations and retailer realities. 

While 71% of EMEA has some technologies in place to support personalisation, more than half of 
those retailers describe them as ‘limited’. 
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DENMARK

FRANCE

SWEDEN

UK
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NETHERLANDS

50%

0%

36%

38%
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Our retail business has technology to support personalisation

40%

90%

46%

42%

40%

42%

38%

50%

Yes Yes but limited 

KEY TAKEAWAY

Tools for personalisation provide 
customer insight and allow store 
associates to assist specifically rather than 
speculatively. However, not all retailers 
are prioritising this technology in the 
way that shoppers hope for, in order to 
receive more tailored and relevant in-
store experiences.

Retailers need to empower store 
associates with the ability to address 
customer requirements in personalised 
ways, in order to build new levels of 
brand loyalty.

Germany, France and Scandinavia are leading 
the way, in terms of the number of retailers 
using personalisation tech, and their confidence 
in those tools. While 90% of Spanish retailers 
have technology in place, interestingly all of the 
retailers we spoke to feel its abilities are limited. 

At the other end of the scale, only 60% of 
retailers in the Italy, the Netherlands and the UK 
have implemented tools for personalisation, with 
varying degrees of confidence; almost all the 
Dutch retailers we surveyed feel their capabilities 
are limited currently. 
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Expectation #4:  
AVAILABILITY IN EVERY CHANNEL   
As the previous three expectations have demonstrated, today’s shoppers want 
retailers to offer them a connected experience across all channels, and meet their 
needs – however diverse – in a personal manner.

However, getting the right items to the right customer in a seamless manner relies on 
retail organisations having a single-view of inventory and customer activity in real-
time. But less than half of retailers view this as a business priority – with only 20% in 
Italy and 15% in Spain focused on gaining a holistic view of stock.
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Our top priority is a single-view of network-wide inventory, in real-time

When it comes to actually gaining a real-time single-view of the stock, there is 
also great variety in how close retailers across EMEA are to achieving this. 

The Netherlands was most confident, with 74% of retail businesses 
stating they have an accurate inventory view 76-100% of the time. 
However, no retailers in Sweden believed they could achieve 
this; all the companies we surveyed felt they had an accurate 
inventory view less than 75% of the time. 
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Of those that have achieved a single-view, 34% have done so by using one technology system, while 
a further quarter (25%) that have multiple systems currently are looking to move towards one solution. 
The rest are using multiple systems, with no plans to consolidate.
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If your retail business has achieved a single view of inventory, how have you done so?
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42%

28%
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Using one system Using multiple systems but moving towards one solution

KEY TAKEAWAY

Establishing a single view of stock 
availability is at the heart of creating a 
seamless cross-channel experience. A 
holistic picture of shoppers, orders and 
inventory is the essential backbone of 
connected commerce, provided retailers 
can leverage the data this view generates 
within their customer interactions.

Being able to match availability to 
demand is key to omnichannel retailers 
delivering on the promise they make 
to customers. No amount of customer 
service personalisation can compensate 
for the product not being in the right 
place at the right time. 

At 64%, France is way out in front in terms of 
gaining a single inventory view through one 
operational system – more than double any other 
country. A third of businesses in Germany and 
the Netherlands are also using a single solution. 
Denmark is the furthest behind the curve; only 
40% are in the process of moving to a single 
system, while just 10% have deployed a single 
solution to date. 
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DELIVERING ON 
EXPECTATIONS: 

As our research has underlined, consumers 
are raising the bar for retailers in terms 
of their in-store service expectations. The 
challenge now is for retailers to input the 
technology, processes and people to bring 
them to life.

Manhattan Associates’ Omni-channel 
Central Solutions bring the personalisation, 
convenience and agility of the online 
channel directly to the store floor. These 
facilities are enhanced by the real-time 
adaptability of in-store associates, building 
consistency across all channels, including 
call centres, to create even more fulfilling 
and immediate service experiences for 
every customer.
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We’re here to help  
– and we’re ready to 
start when you are
Manhattan Associates has earned a reputation for building technology 
solutions that solve the most complex business problems in supply 
chain, inventory, and now omni-channel. Today our Omni-channel 
Central Solutions provide the infrastructure retailers need to build a 
highly adaptable, fully collaborative omni-channel organisation.

Call us on 0118 922 8076, email us at uk@manh.com 
or visit our website www.manh.co.uk


