
Launching 
Mobile Store 
Technology:
Everything you need to know about 

clienteling, virtual selling, and 

mobile checkout.
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How Retailers are Fighting 
Commoditization
E-commerce has made shopping and searching for products easy and 

convenient. Competition from online brands is on the rise and customers 

no longer use stores the way they used to. In addition to embracing 

e-commerce, retailers need to find innovative ways to differentiate 

themselves in order to avoid commoditization. 

This guide will help you:
Determine how your business can benefit from 

clienteling, virtual selling, and mobile checkout

Define your clienteling and personalization strategy

Select the right solution / vendor 

Deliver a successful implementation

Measure the success of your new mobile technologies
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Allow online shoppers the ability to connect 

with them in real-time or through other online 

shopping requests.

Provide quick and easy check out from anywhere 

in store.

Save the sale by adding products from other 

stores or from the online inventory to the 

customer’s digital cart. 

PERSONALIZING THE CUSTOMER EXPERIENCE 

Retailers need to know their customers’ profile 

and buying habits. With this information, they can 

serve them with tailored recommendations versus 

generic communications that don’t speak to their 

tastes. A message from a local store associate that 

they can respond to and engage with feels even 

more personalized.

Clienteling Today

PROVIDING EFFICIENT, CONVENIENT SERVICE

Customers shouldn’t have to wait in line to buy 

products. Store associates need to be equipped 

to transact from anywhere in store. Moreover, 

if a customer wants an item in store that is not 

available in their size or desired color, retailers 

should be able to sell them the item and ship to 

the customer’s home (or other location). 

Clienteling has evolved into much more than just storing customer data in a CRM system 

(or a customer black book!). Being able to deliver truly convenient and personalized 

customer experiences requires in-store technologies that empower store associates to:

When employed successfully, mobile store technology will allow retailers to increase 

customer acquisition rates and loyalty by:

Know when to communicate with individual 

customers, using their preferred communication 

channels.

Deliver service through conversational 

commerce in order to build relationships online, 

not just offline.

Assist shoppers in-store by accessing real-time 

product and inventory information across all 

stores and the web. 
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Are your stores ready to deliver a 
personalized customer experience? 
“79% of consumers say they would shop at 
a store because they received personalized 
service from a sales associate.”
— Boston Retail Partners
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How Your Business Can Benefit 
From Clienteling, Virtual Selling, 
and Mobile Checkout

Inconsistent Customer Experiences Across Stores and Online
Customers lack a connection to local stores and associates unless they visit the 
physical store. Their online shopping journey does not allow them to obtain 
information from a knowledgeable associate the way they would in store.

Omnichannel Service 

Give store associates a digital presence so that they can serve online 
customers in a personalized way. Memorable online experiences often incite 
customers to come to the store.

ISSUE

SOLUTION

1.

Associates Don’t Know their Customers
Store associates have no way to proactively engage with local customers after 
they leave the store for additional recommendations or for special occasions. 
The communications the customers receive are not tailored or relevant and do 
not convert to sales. 

Personalized Outreach

Store associates should have clienteling tools that automatically provide 
intelligent recommendations based on the customer’s purchase history. 
Automated triggers can notify the associate at the appropriate time and indicate 
the suitable recommendations to make. 

ISSUE

SOLUTION

Lack of Customer Engagement (Online & Offline)
Engagement from your corporate marketing emails have dropped significantly 
(i.e. open rates lower than 20%). Store and online conversion rates are declining 
or stagnant, and stores are not capturing customer information. 

Conversational Commerce (be where the customer is)

Engage with customers across all channels. Who better to connect with your 
online customers than the faces they know from their local store? Allow 
your store associates to connect with customers through e-mail, SMS, social 
media, live chat, or other messaging platforms.

ISSUE

SOLUTION

Keep reading to learn how to build a customer experience 
strategy that is designed to succeed. 

Inconvenient In-Store Shopping Experiences
Line-ups are long and sales are being missed out on due to out-of-stock items. 
Store associates do not have mobile tools from which to access product 
information when customers come to them with a question. Customers are 
more informed than associates.  

Mobile Checkout & Mobile Endless Aisle

Mobile apps give associates visibility into real-time inventory across all stores 
and the web. These items can be added to the customer’s digital cart and 
shipped to their preferred location.

ISSUE

SOLUTION

Unmotivated Associates and High Turnover Rates
Associates do not get credit for online sales that they initiated. They are 
disengaged and leaving for jobs where they will be better equipped to serve 
their customers. 

Crediting Associates or Stores for Omnichannel Sales

Store associates do not have to compete with your e-commerce site. A 
clienteling solution can track online and in-store sales that result from any 
interaction with a sales associate.

ISSUE

SOLUTION

69% of U.S. adults shop more with retailers that offer 
consistent customer service both online and offline.  
— Forrester 2018
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Define your Clienteling and Personalization 
Strategy

Once the above points are defined, you can plan your strategy:

2.

Business Goals

Before embarking on your search for a clienteling solution, start by identifying your 

clienteling goals and ensuring all internal stakeholders are aligned. You’ll want to 

make sure all parties understand:

Issues the company is experiencing and that need to be resolved

The business’ customer engagement goals (expected customer behaviors and results)

Specific customer journeys that you want to fulfill

Expectations for improvements and business value gains

KPI metrics 

Breaking Down Your Requirements

BUYER PERSONAS

Based on current data, describe the different 

buyer personas that your customers represent. 

By determining these personas, you will be able 

to visualize and map out the possible customer 

journeys that each persona needs. 

CUSTOMER JOURNEYS

Map the ideal customer journeys you want to 

achieve in order to drive engagement and loyalty. 

For example, where do your customers first interact 

with your brand, and what are all the omnichannel 

touchpoints that follow? Then compare with the 

journeys your brand currently provides. 

Serve Customers Throughout their Omnichannel 

Journey

Connect online customers to store associates to 

allow a seamless experience across channels (in 

store, on the e-commerce site, e-mail, SMS and 

live chat). 

Leverage your store associates’ online networks 

by allowing them to create shoppable posts on 

social media.

Provide mobile checkout capabilities and endless 

aisle inventory to save the sale for in-store 

customers.

Enable Personalized Service and Communication

Arm associates with detailed customer and 

product information as well as purchase history to 

help them better serve customers.

Create intelligent alerts to notify associates of 

important clienteling task reminders. The alerts 

let the associate know when, through what 

channel, and with what messaging they should 

communicate with the customer.

Use a recommendation engine to help associates 

recommend the right product.

DEFINE FUNCTIONAL REQUIREMENTS

The mobile store technologies you select to implement will need to bridge the gap between the actual 

and ideal journeys. It should address the functionalities needed to achieve seamless, personalized 

journeys. Here are some popular requirements in the market:

Implement a Data Driven Strategy

Help associates enhance the customer’s profile 

by capturing additional buying preferences 

during interactions.

Give associates access to customer dashboards 

and analytical insights.

Ensure your associates get credit for online 

sales by implementing a solution that will track 

omnichannel sales and attribute it accordingly.

When it comes to luxury shopping, there is no substitute for the 
personalized experience offered by a knowledgeable Saks Associate.” 
— Joe Milano, Former Senior Vice President, General Manager, Digital Retail and e-commerce, 
     Saks Fifth Avenue
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Selecting the Right Solution/Vendor

Once you have defined your requirements, it is time to search for a solution and partner 

that will meet your needs. Make a list of known, recommended or researched vendors that 

provide clienteling, virtual selling and mobile checkout technologies. Contact the ones you 

evaluate could be a potential fit for your company. Besides budget, consider the below:

ASSESS THE STRENGTH OF THE VENDOR 

Number of clients/users.

Experience in your specific retail vertical.

Number of employees, international experience, 

financial stability.

Product methodology, change management 

process and the time required for 

implementation.

Verify if they have a track record for success 

and obtain referrals.

EVALUATE THEIR COMMITMENT TO INNOVATION

How frequently do they develop new products 

or upgrade existing ones?

How quickly can they adapt to evolving 

technologies and new security standards?

Do their customers influence the future 

product roadmap?

3.
TECHNICAL REQUIREMENTS

Consider your current system architecture, 

other overlapping systems, and what your 

stores’ IT infrastructures can support. The 

answer to the below questions should be 

reflected in your Request for Proposal 

requirements. 

Do your stores have adequate Wi-Fi connectivity?

Will the systems in place monitor and create 

safety controls for a Bring-your-Own-Device 

(BYOD) program, or will you have to provide 

corporate devices? If you already use devices in 

store (iOS/Android), are they compatible with 

the selected clienteling solution?

What hardware do you currently integrate with?

Do you need support for multiple languages and 

currencies?

What new integrations will be required for this 

project (CRM, e-commerce, ERP, POS, etc.)?

SECURITY REQUIREMENTS

Customer data should not be compromised with 

the implementation of a new clienteling solution. 

It should comply with all the latest privacy and 

protection regulations that apply to your company. 

Security

Consider the use of Same/Single Sign On (SSO), 

registration and authentication approach where 

applicable.

Determine password policies, assign role-based 

permissions.

Identify your data security policies.

Privacy & Compliance

You should abide by state privacy regulations such 

as CASL, GDPR, CAN-SPAM, PIPEDA, etc.

Consolidate customer data across different 

systems (CRM, Marketing Automation/email, 

e-commerce, etc.), and determine where you will 

centralize clienteling data.

4 5
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73% of consumers say sales associates who remember their 
preferences impact how much they buy from a retailer

— Salesfloor Study: “The Omnichannel Shopper”
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What does the vendor’s implementation 

team consist of? There should be a project 

manager, technical specialist, store operations 

specialist, and trainer.

What is the expected time estimated 

for each setup phase and for the entire 

implementation?

What are the vendor’s integration 

requirements (APIs, connectors, etc.)?

What is the testing methodology before the 

launch?

Is it easy to add/remove users once the 

solution is live?

Account and project management resources.

Customer success and engagement programs 

to drive performance and sustain the 

implementation.

Analytics to measure performance.

End-user support (online resources, call center 

etc.) 

Training modules and resources.

Product forums to align roadmap and 

innovation.

Quarterly/ annual business reviews.

Selecting a vendor for clienteling without documenting your business 
requirements will slow down your implementation and add risks to the 
success of the project.  Understanding customers and company goals will 
define how to empower the sales associates for engagement. 

— Paula Levy, Chief Strategy Officer, Demand Worldwide, Customer Experience Experts.

It is important to know how each phase of the 
implementation will be managed, who will be 
involved, and the resources available post-launch 
for maintenance and support.

Once the clienteling solution is implemented, 
the vendor should provide resources who can 
be contacted for support. Inquire whether the 
following is provided and if so, what the associated 
costs are:

Interface user-friendliness: The user interface should be easy to use based on age and demographics 
of associates that work in your stores.

Are features provided out-of-the-box or will they require additional development or customization? 
An out-of-the-box solution will avoid incurring extra costs, but ensure that it responds to your needs 
without needing customization.

What is the post-launch total cost of ownership projected to be? Are there additional costs other 
than license fees?

Can it support defined metrics to measure ROI and provide Business Intelligence-focused reporting?

FUNCTIONAL REQUIREMENTS

TECHNICAL REQUIREMENTS

Can the vendor easily integrate the solution with your existing systems (through APIs, shared 
files, flexible data integration or dynamic views)? If a 3rd party integrator is needed, what are the 
estimated costs?

Service level agreement: Does the solution provider ensure an appropriate service level to end 
users and program admins?

SECURITY COMPLIANCES

Can vendor suggest best practices with regards to complying with and managing security and 
privacy regulations? 

Change control policies: Can the solution easily support updates and upgrades so that users have the 
latest features and fixes? How is this done? 

Will they apply the same rules to their solution as you do for the rest of your business, particularly 
your corporate marketing programs? Or will they treat certain compliances differently?

Use the checklist below as a guide for evaluating the different vendors.

Is the solution hosted locally or on the cloud (Saas)? 

PROJECT METHODOLOGY AND 
IMPLEMENTATION

POST-LAUNCH SUPPORT 
& MAINTENANCE

FIT WITH REQUIREMENTS

3 4 5
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72% of associates said they are 
more likely to stay with their current 
employer if they are given the right 
digital tools and technology 
— Salesfloor Study: “Empowering Associates             
     with the Right Technology”

Deliver a Successful Implementation

COMMUNICATION PLAN FOR STORES

Make a bold statement about “What’s in it for 

me?” to build excitement.  

Advise on any pre-training work required like 

setting up of accounts. 

Setup recurring conference calls to inform and 

gather feedback.

Frequently shares tips and best practises. 

ASSOCIATE MARKETING & CLIENTELING BEST 

PRACTICES

Give associates branded content, templates and 

strategies to engage customers. 

Create a marketing calendar that identifies 

clienteling opportunities for associates. 

Once you’ve selected a vendor, the stakeholder team should review the implementation plan 

with the vendor and begin executing the strategy. The plan should consider the below.

4.

STORE TRAINING 

Vendor should provide branded training 

templates to fit company culture. 

Train the trainer and captains can act as a point of 

contact for users as the program scales. 

Develop use cases and provide functional training 

according to desired behaviors. 

Create a list of 3-5 actions to take after training 

(i.e. “here’s what you need to do to be successful”). 

POST-TRAINING ENGAGEMENT AND ADOPTION 

Make sure compensation is aligned with 

desired behaviors (i.e. if clienteling emails drive 

customers to buy online, does the associate get 

credit for sale?).

Review activity data to identify areas where 

associates may need help in the first week(s).

Share early testimonials and success stories.

Reward top performers through recognition 

programs. 

Measure the Success of Your New 
Mobile Technologies

ASSOCIATE ENGAGEMENT & ADOPTION CUSTOMER ENGAGEMENT

5.

Make sure the solution you select provides detailed insights and analytics on the adoption, 

execution and sales resulting from the new technologies. Reporting on KPIs will help evaluate the 

return on investment and identify the areas where users could use additional training.  

Here are the metrics that matter for mobile store technologies:

1 2

3 4
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Build momentum and encourage associates 

to use their new tools.

KPIs such as daily and weekly active 

users are a simple way to understand 

how frequently the solution is being 

used. 

Report on the quality of associate 

activity such as tasking execution, 

customer communications, and service 

response times.

Measure the impact that clienteling has on 

your customer’s experiences by tracking: 

How customers are responding to associate 

outreach compared to traditional marketing 

channels (like open and click-through rates).

The number of interactions initiated via 

the clienteling platform.

On-site customer engagement stats like 

online visits and time spent on the website 

and in store. 

Retention rates and employee 
turnover metrics are improved 
when associates feel empowered 
with the right tools to drive the 
business. 
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SALES/ROI

Leading solutions will be able to report on 

online and in-store sales attributed to 

clienteling interactions. 

Compare conversion ratio, average basket size 

and return rate to other sales channels.

NEW CUSTOMER ACQUISITION

Another key success indicator is the number 

of new customers whose experience leads to a 

first-time purchase, or re-engaging a customer to 

become a buyer again.

Track the number of new online customer 

contact acquisitions (ie. name, e-mail, phone).

Measure the increase in number of buyers that 

purchase for the first time.

Are your associates equipped to send personalized recommendations 
customers? 65% of consumers want to receive personalized recommendations 
and 61% want a curated selection of products by trained store associates. 

— BRP Consulting

Conclusion
Mobile store technologies allow you to provide service that is personalized at every 

touchpoint. It empowers your store associates with the appropriate mobile tools to 

build one-to-one relationships with customers at scale and cultivate these relationships 

to grow the business. Clienteling solutions connect online shoppers with in-store 

associates and also help the customer’s in-store journey be quick and convenient. 

With these tools, associates will provide a seamless journey that delivers results like 

increases in new customer acquisition rates, larger basket sizes, and decreased return 

rates.

Contact us to find out how we can help you 

implement clienteling solutions that deliver results.

Interested in learning more? 1-844-900-0830 

sales@salesfloor.net 

www.salesfloor.net
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Request a Demo Today

IN-STORE CONVERSIONS

Track new customer acquisitions in store.

Measure the number of transactions per store.

Track decrease in lost sales due to out-of-stock.
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