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the near death of customer engagement
From the genesis of retail, businesses
have placed a paramount focus on
customer engagement. They may not
have called it that initially, but the principle
remained true. Retailers had only a single
touch point at which to converse with
customers: their brick and mortar stores,
and the relationships that developed were
strong and lifelong.
Associates were often on a first-name
basis with their customers. When
shoppers came into their store, associates
would chat with them about life: work, the
spouse, the kids.
Retail employees remembered their
regular customers’ size, favorite color,
and their particular preferences for the
way their clothes fit or felt. This personal
relationship was what spurred the
customer to solid loyalty and lifetime
commitment to a company.
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Convenience

Staff

Relational touch began
to die out during shift
toward big-box retailers

Nature of retail
employment changed

Speed

Online

In-store focus deviated to Retailers further estranged
increasing transaction
from customers with
speed
e-commerce

Over the years, as the economic structure shifted toward big-box retailers and department
stores, the relational touch began to die out. Customers were one of thousands that
sales associates would see each week. The nature of retail employment changed as well,
and became transient as retail converted predominantly to a seasonal or temporary job
for college students and other people in transitional periods of life. Employee turnover
accelerated and now customers were seeing a different employee at each visit.
The focus in stores deviated from building a relationship with the customer toward
increasing transaction speed to accommodate the exponential shopper influx, especially
during the holidays.

Conversations on the sales floor were
truncated and came to revolve solely
around tracking down a particular product,
size, or color. At the till, the only question a
customer was asked is whether they found
everything they were looking for.
And the customer’s default answer
became, “Yes, thank you.” Associates
rarely had the time now to cordially inquire
about the occasion which inspired the
purchase. In big box and department store
retail, efficiency is the driving mantra, and
efficiency has no time for relationships.
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When e-commerce created a cyberreflection of the busy shopping world,
retailers were further estranged from their
customers. Don’t misunderstand me—
e-commerce brought with it many benefits
and conveniences which most shoppers
and retailers enjoy today.
It added an additional touch point for
interaction and allowed retailers to
essentially expand their business hours
and operate around the clock.
But true engagement involves both
speaking and listening, whereas the

early days of online marketing were
characterized overbearingly by retailer
monologue. Retailers were constantly
talking at their customers –
• We’re having a sale, everything is 30% off!
• We’ve got a new product, test it for
yourself!
But this is not engagement; it’s purely
marketing. Genuine customer engagement
had, for a time, neared extinction in retail
evolution.

efficiency is for things, not people
the pendulum swings back toward relationships

Thankfully, specialty retailers are helping
shift the industry back toward a customer
relationship focus.
Retailers like you recognized that the
decreasing depth and quality of their
customer relationships was detrimental
to their brand in the long-term, whereas
effective engagement creates loyal
customers and maximizes brand equity.
They saw an opportunity to differentiate
themselves and add value to interactioncraving consumers by providing quality
customer service.
So they built strategies to bridge the
relational chasm between retailers and
their customers.

9/10 will pay more!
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They taught their sales associates and
customer service representatives the art
of interacting with customers according
to an infallible standard of benevolence,
warmth, and proactive communications.

They addressed employee turnover and
its associated loss of intimate customer
knowledge by adopting retail technology to
provide continuity and permanency for the
corporate memory.
Retail Pro itself built a relational database
and then wove in loyalty features as market
trends continued to shift toward the
current emphasis on cultivating customer
experience.
Thus, customer engagement became
once more the cornerstone for retail. Now
customers are speaking up. They are asking
for a more engaging experience in your
www.retailpro.com

The retail world has had many varying
ideas about what engagement really is.
Business scholars and retailers alike have
attempted to define its nature and end
goal.
Gallup defines customer engagement
as “the emotional connection between
your customers and your company” and
categorizes customers on the basis of
whether they are “engaged, indifferent, or
actively disengaged.”
Lynn Hunsaker, a customer experience
expert in San Francisco, defines customer

nt]

defining retail
customer engagement

uh

• What they like and don’t like
• What motivates them
• What will inspire their loyalty to the brand

stores. In the US, where the retail sector
defines the entire economy, almost 9
out of 10 consumers say they would
pay more to ensure a superior customer
experience, according to a report by Harris
Interactive..

[en
-ge
yj-m

Retailers also understood that, in the words
of Stephen Covey, author of The Seven
Habits of Highly Effective People, “efficiency
is for things, not people,” and retailers
gradually evolved their priorities to focus on
learning about their customers –

engagement as “what you hope customers will do for you; it’s either enticed or earned.”
For Ian Golding, a Certified Customer Experience Professional, customer engagement is
the “representation of the relationship between your brand and your customer.” He adds,
“a fully engaged customer should be engaged to the point of advocacy.”
Each of these definitions bears a shade of the truth and lend qualifiers to a relatively
broad term. If we take a step back to see the grand scheme of it, we might define
customer engagement as: Active communication between a retailer and a customer
which informs and seeks to motivate for particular outcomes.

Active
Communication
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Between a Retailer
And a Customer

Which Informs

Seeks to Motivate for
Particular Outcomes

Now let’s zoom into this definition and look
very closely at each of its components.
• Active communication
Engagement is a conversation and this
conversation is active by nature. It involves
both active speaking and active listening.
• Between a retailer and one or more customers
Engagement necessarily implies more
than one party. The main characters in this
narrative are retailers and customers. As
we will see later, engagement initiation is no
longer solely a retailer activity, as in the past,
and both customers and retailers have a role
in the process.
• Which informs
Engagement conveys an intentional message
from either the retailer or the customer of a
current or future state of being.
• And seeks to motivate a particular sentiment
or behavior for short or long-term outcomes
Engagement’s goal is to motivate either the
retailer or the customer to feel or act in a
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particular way, such that the sentiment or
behavior produces a pre-determined short or
long-term result. These results can be either
financial benefits, in-kind benefits, or affective
benefits.
In defining customer engagement, retailers
seek to understand how they must fulfill the
high calling. These new rules of engagement
will help you in this aim.

the retailer’s struggle to communicate
Keep in mind that rules are not set arbitrarily. Rules exist to address and alleviate corrosive
tendencies that occur in business and society at large. The issues these new rules of
engagement seek to address relate to the retailer’s struggle to communicate effectively with
their customers.
As David Pogue, the American technology writer for the magazine Scientific American put
it, retailers were “on top of the mountain, blasting [their] marketing message down to the
masses through [their] megaphone.”
At first glance, a statement like that might paint the retailer’s message as an obnoxious,
belligerent BELLOW. But upon closer analysis, we can see that Pogue’s statement offers keen
insight into the state of retailer-customer relationships.

retailers struggle to
make their voices heard
The idea of retailers shouting through a
megaphone conveys the idea that you
struggle to make your voices heard amid the
collective cacophony of industry players who
are each shouting their marketing messages.
The media scene resembled 19th century
cornerside newspaper boys yelling over each
other, each trying to sell their news before
the day’s end to a finite pool of passing city
dwellers.
With as many companies as are targeting
the same group of customers with their
promotions, shoppers become overwhelmed
by the barrage and overstimulation of
marketing clutter, and tune retailers out
altogether.

retailers struggle to
make their message personal
Blasting a message to the masses suggest
your struggle to make your message
personal. Mass communication methods did
www.retailpro.com

not allow retailers to differentiate between
various customer contexts, preferences,
or motivations, so companies were all
shouting messages that were crafted for no
one in particular.

retailers struggle to
have conversation
Retailers standing alone at the top of the
mountain, separated from their customers
shows your struggle to have conversation.
Those messages that manage to escape
the media torrent and fall on receptive ears
offered no way for customers to respond.
A customer’s product learning came
through official communication channels
with pre-approved content and messaging,
and there was only one side to the story.

new rules of engagement
The rules of engagement were created to
address these struggles. They were created
to help you analyze your communications
and engage your customers more effectively.

These are the rules:
Origination

Sharing responsibility for engagement initiation

These rules are founded on timeless
principles of human worth and business
relationships, gleaned from astute analytic
observation of the retail environment,
and applied through the lens of current
technological advancements. These rules are
descriptive in nature, and distinctly impactful
if intentionally and consistently applied to
your business.

Channel

Allowing customers to dictate where engagement occurs
Nurturement

Engaging customers along every point in the purchase cycle
Intent

Having a clear purpose for every interaction with your customers
Humanness
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Engaging with heart, not mechanics

rule of origination
sharing responsibility for
engagement initiation
The Rule of Origination tells us that the
responsibility for initiating engagement with
customers has shifted. Before the advent of
the internet, engagement was solely retailerinitiated. It was the retailer’s responsibility
to reach out to customers and invite them to
participate in the conversation.

the democratization of
retail communication
But the internet has democratized retail
communication. Michael Strangelove, in his
book, How to Advertise on the Internet, writes
as quoted below:

The Internet is a new form of mass
communication. Mass communication, while
itself a relatively new phenomenon, has
always involved controlled broadcasts to
passive audiences. The mass audience has
never had any significant input, or control,
over the content of mass communication.
The Internet liberates the audience from
the control of corporate and state content
providers.
The responsibility to initiate communication
is now shared on a sliding scale and retailers
no longer have to bear the whole burden of
initiation. Today, there exist three categories
of retail interactions:
• Retailer-initiated engagement
• Customer-initiated engagement
• Peer-initiated engagement

“The open and distributed technology of the Internet has created, quite
by accident, an entirely new form of human communication — mass
participation in bi-directional, uncensored mass communication.”
Michael Strangelove, How to Advertise on the Internet

www.retailpro.com

retailer-initiated engagement
Retailers have always been active
participants in communication. You have
always initiated the communication and you
will still continue to carry a larger share of
the responsibility to inform your customers
of products and promotions. What has
changed in retailer-initiated engagement are
the outcomes towards which you motivate
your customers with carefully crafted
messages and campaigns.
Financial benefits have always and will
always be the primary outcome you seek –
you are running a business, not a dabbling
in a hobby – but the industry shift toward
customer engagement has shifted your
goal toward the long-term outcome of
affective benefits. Retailers recognize that,
by cultivating an emotional connection with
your customers, you are growing deep roots
in customers’ hearts, roots which will not be
easily eradicated by winds of competition or
minor dissatisfaction.

customer-initiated engagement
Along with retailers, customers now take
an active role in initiating communication
as well. Customer-initiated engagement
was made possible by the internet, as we
said, and can take the form of engagement
on companies’ social media sites. Social
media engagement is especially beneficial
because it is immediate communication
and gives customers a more personal
brand experience, thereby addressing the
retailer’s dilemma of impersonal mass
communication.
Because the conversation is public and
transparent, customers feel in control and
appreciate the urgency companies feel to
respond when the issue is made public. You
may feel uneasy over giving customers that
kind of control but it actually works to your
benefit, as it serves to reinforce positive
emotions about your company, especially
when customers post a complaint which you
then resolve in their favor.
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It shows them that you care enough to respond to their needs and experience, and often, you
earn the customer’s lifetime loyalty.

peer-initiated engagement
Customers are not just engaging you, the retailer, however. Customers are also engaging
their peers about your products. Jason Mittelstaedt, CMO at RightNow, found this about peer
endorsements, quoted below:

“Friends and colleagues’ endorsements,
discussed in real life or through Twitter and
Facebook updates, are more likely to drive sales
than even a positive review posted on a site like
Yelp or Amazon (but those matter, too).”
Jason Mittelstaedt, CMO, RightNow

Your customers are talking amongst
themselves about your brand. Whether it’s the
positive and persuasive brand advocate, or
the dissatisfied customer’s angry complaint,
word of mouth marketing will make its rounds
and can serve to either help you saturate
that customer’s social sphere or keep you
out. Because peer-to-peer engagements are
intensely active and personal, they carry
stronger emotional overtones which solidify
the nature of your long-term outcomes.
The Rule of Origination, in describing who
initiates retail engagement, gives retailers
clarity in conversational etiquette and is built
on the assumption that the retailer provides
multiple channels for engagement, which is
the foundation for the second rule.
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rule of channel
allowing customers to dictate where engagement occurs
The second rule of engagement is the Rule
of Channel. It speaks to allowing customers
to choose the channel through which
they engage with you. In the Digital Age,
engagement can and does occur at multiple
touch points. Rarely does a customer interact
with you at a single touch point; more often
than not, a customer will come into contact
with your brand through a combination of
these, and the channels you provide for them
play a significant role in determining who will
initiate engagement.

pre-purchase inquiries will make all the difference in
whether they buy and keep buying from you.

Your physical stores tend to promote
retailer-initiated engagement. With retailers
providing e-commerce and m-commerce
sites, customers are empowered to initiate
engagement wherever they are in the world,
provided they have an internet connection.
Your speed, personal touch, and accuracy
in providing answers to web shoppers’

A peer-initiated engagement, even as a negative or
lackluster online review, can yield positive benefits as
well, as other customers will have evidence that the
opinions are genuine and unbiased.
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In addition, customers who initiate retail engagement
in one channel will often initiate engagement across
channels. According to Forrester Research, 42% of
online shoppers said they had contacted a retailer about
an online purchase in the last six months. Regardless of
whether the online shopper contacts you with positive
or negative feedback, this kind of contact is always
beneficial to you, as it allows you to see where you are
succeeding and where you need improvement.

Allowing your customers to choose where engagement
occurs will determine who initiates engagement and
it lays the groundwork for the third rule, the Rule of
Nurturement.

rule of nurturement
engaging your customers along every point in the purchase cycle
The Rule of Nurturement speaks to the
necessity of nurturing customers along every
point in the purchase cycle, from whichever
channel they choose for engagement. All
three points on the purchase cycle – prepurchase, time of purchase, and postpurchase – are critical times in which your
engagement efforts can warm and tip
a customer toward a purchase, and can
reinforce in their minds that the purchase was
a sound decision.

nurturing customers in the prepurchase phase
Fostering customer engagement in the prepurchase phase is often an indirect act of
nurturement for the retailer. The goal of prepurchase nurturement is to inform shoppers
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and potential customers of product and
availability details.
Your email marketing efforts and your
advertising across channels all serve to warm
your customers towards a purchase. In our
definition of customer engagement, this is
where you seek to motivate customers to a
particular behavior – in this case, a purchase
– in the short-term.
Your web presence is an indirect form of
nurturement as well. The Pew Research
Center’s Internet and American Life Project
found that more than half of shoppers
perform online research about the products
and services they are considering purchasing.
All of these pre-purchase nurturements help
prepare your customer to respond in your
favor to engagement at the time of purchase.

nurturing customers at the time
of purchase
By the time the customer comes to you for
a purchase, whether they come online or
to your store, they are significantly more
inclined to make the purchase with you. It
will take your skillful engagement to help
them past the tipping point and into a final
decision.
Online, nurturement can range from the
thorough preparation of an effective
website to live engagement with customers
over chat. Subtle influencers like color
selection and call to action copy, and direct
influencers like information clarity and peer
reviews can simplify the decision process
and minimize confusion for a customer
on their way to the checkout. It increases

70% of buying experiences are
based on how the customer feels
they are being treated
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efficiency in your path to purchase and
increases customer confidence in committing
to your product.
In your brick and mortar stores, your sales
associates are the chief executives of
engagement. A sales associate who can
sense your customer’s hesitancy and address
their fears will build up your customer’s
assurance in your brand and the product. The
emotional dynamic of human interaction is
the strongest influencer and can make all the
difference in a customer’s decision.
According to McKinsey, a global management
consulting firm, 70% of buying experiences
are based on how the customer feels they
are being treated, so empathetic and
effective customer engagement at the time of
purchase is critical.

nurturing customers in the postpurchase phase
Nurturement after a customer makes a
purchase is essential to inspire the sentiment
www.retailpro.com

to make future repeat purchases and reduce
buyer’s remorse. A simple automated email after
a purchase can help reinforce the customer’s trust
and satisfaction in their decision.
In the event that a customer is unhappy with their
purchase, it is imperative that you do everything in
your power to change their mind. 91% of unhappy
customers will not willingly do business with
you again and post-purchase customer service
plays a big part in the outcome. As organizational
consultant Kate Zabriskie likes to say, “your
customer won’t love you if you give bad service,
[but] your competitors will.” However, if you
resolve a complaint in the customer’s favor, they
will do business with you again 70% of the time.
The Rule of Nurturement requires you to be
cognizant of the customer’s location along the
path to purchase and engage them effectively
at every point to move them towards a confident
purchase. This is the short-term aspect of our
customer engagement definition. Engagement has
much greater goals for the long-term, however, and
we see more of that in the Rule of Intent.

rule of intent
having a clear purpose for every interaction
The Rule of Intent is about having a clear
purpose for every interaction. Customers form
their attitude toward your brand and business
on the basis of their interactions with you –
whether through your sales associates, your
website, or third-party information sources.
Therefore, retailers must take care to be
intentional in their engagement efforts.
The three key purposes that should drive your
every retail decision and customer interaction
are as follows:
• To meet your customer’s needs
• To improve your customer’s shopping
experience
• To cultivate loyalty
Any action a retailer takes that does not
serve one of these three customer-centered
purposes is a waste of your time and
resources.
www.retailpro.com

to meet your customers’ needs
The first and most important purpose is to
meet your customers’ needs. Sometimes,
all it will take to increase a customer’s
perceived satisfaction with your retail brand
is educating your customer on more effective
ways to use your product.
The Gallup Organization conducted an
extensive survey to discover what customer
needs entail and this is what they report:
Customers need accuracy.
They come to you because you have made
them a promise about certain things your
brand will do for them. From what they see
on the website to what your promotions
proclaim, they need to be able to trust that
you will give them what you promised.
Customers need availability.
After the transaction, in post-purchase

nurturement, they want to know that
you have a quick and efficient follow up
service system for returns and product
questions. If you offer a live service like
phone or chat, try to get the customer to
a live person in 2 minutes or less. 75%
of customers believe it takes too long to
reach a live agent so take steps to dispel
that belief.
Customers need partnership.
Beyond delivery and service, they want
to feel like you care about more than just
their money. Engage with them in your
company’s online community to keep the
relationship going outside your store.
Customers need advice.
Customers expect your sales associates
to be able to provide recommendations
and insights on how to use the products
you sell.

Remember: If you don’t follow through on your
promise to meet their need, your customers
have no reason to give you their trust or
business. Meeting your customers’ needs is
the primary purpose for your interactions.

to improve your customers’
shopping experience
Once that basic purpose is met, you can reach
higher and focus on improving the customer’s
shopping experience. Give them great service
and your customers will overwhelming show
appreciation…with their wallets.
Jim Bush, the Executive VP at American
Express shares this opinion on improving
customer experience, quoted below:

And excellence is in the little things. It’s in
showing respect in the way you address your
customers and by keeping the store neat
and orderly. Greet them with a warm smile
and say goodbye to them as they leave – but
keep it authentic.
Customers would rather enter the store
without being greeted than hear your
overwhelmed sales associate call out a
rushed hello when she’s the only one at the
till and feeling pressured as she’s processing
transactions with 6 other shoppers waiting
in line. Listen to your customers when they
express pain points about your store and
use that feedback to keep innovating your
engagement strategies. Your customers will
thank you.

to cultivate loyalty
The third purpose that should be driving
every instance of engagement is cultivating
customer loyalty. Online resource portal
Next Up Asia sites five reasons for retailers
to throw all their weight behind building
loyal customers.
1. Loyal customers are more willing to buy.
They love your brand and are excited to
explore recommendations, so it is easier to
up-sell and cross-sell.
2. It costs less to keep an existing
customer than gain a new one. New
customer acquisition costs 6 to 7 times
more and loyal customers can help you
with word of mouth marketing.

“There are many who subscribe to the convention that service is a business cost, but our data demonstrates that
superior service is an investment that can help drive business growth. Investing in quality talent, and ensuring they have
the skills, training, and tools that enable them to empathize and actively listen to customers are central to providing
consistently excellent service experiences.”
www.retailpro.com

Jim Bush, Executive VP - American Express

3. Loyal customers have an affective
connection with your store and the people
who work for you, so they are less sensitive to
price competition than someone without that
same emotional connection.
4. They are also willing to give you honest
feedback, and it is much less likely to come
attached to the threat of abandonment.
5. They are more likely to become brand
ambassadors. They are happy to share
their positive experience with your store
and recommend you to their friends and
coworkers.

All three of these purposes are interrelated.
Their effects synergize to create value for
the customer and profit for your business.
Engagement with intent seeks to inspire
a strong and enduring positive sentiment.
It reinforces long-term customer retention
goals.
But none of the purposes in the Rule of Intent
can be accomplished if you do not follow the
last rule: the Rule of Humanness.
This is the final and most important rule
for customer engagement. The Rule of
Humanness calls retailers to engage

Gary Vaynerchuk, author of The Thank You
Economy, writes this, quoted below:

“It’s very logical: there is proven ROI in doing whatever you
can to turn your customers into advocates for your brand or
business. The way to create advocates is to offer superior
customer service.“
Gary Vaynerchuk, The Thank You Economy

www.retailpro.com

rule of humanness
engaging with heart, not retail mechanics
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their customers with heart. It calls you to
remember that a customer is a fellow human
being with thoughts, emotions, interests,
excitement, needs, wishes, motivations – and
all of these can be coaxed out during the
interaction to connect on an affective level
with your customer.
Over time and with persistence and
consistency, these interactions earn the
shopper’s trust and loyalty. It is on this
personal, heart level that true engagement
occurs.

cultivate the heart of
engagement: it starts with you
Customer engagement must be woven
through every fiber of your company’s culture.
To do it well, employees must believe in it. To
believe in it, they must see that their superiors
believe in it too, wholeheartedly. Your
employees need you to lead by example.
You might not have direct contact with your
customers. I would not necessarily expect it
because your time must be protected. But by
www.retailpro.com

engaging those around you – the managers
as well as the part-time, three hours on a
weekend-only associates, you will breathe
life into the company’s heart and enable
them to engage customers in the same
genuinely warm attitude that you exemplify.

customer engagement means you must
empower your employees with information
and some measure of inside knowledge
– even if it’s anecdotal - …so they feel like
experts and can contextualize the product
as part of your brand and user experience.

Treating your employees like you treat
your customers, increases engagement
and employee buy-in. Thus, engagement
will become the defining timbre of your
company culture.

It is also critical to train your sales
associates to communicate the brand story
rather than simply conveying the [same]
facts that the customer has likely already
learned while pre-shopping online. By
focusing on storytelling, sales associates
can draw customers into your brand’s
lifestyle and essence.

train your employees
But don’t expect this to happen overnight.
It takes time to build a company culture
of customer engagement and the single
most effective strategy you can employ
to accelerate the enculturation is training
your sales associates. Front-line employees
are the face of your brand and if they
are empowered, knowledgeable brand
advocates, customer engagement will rise.
With today’s informed consumer coming
to your store fully prepared and with the
product thoroughly researched, effective

Your Customer has a name

100% of the time
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make people happy

Go that extra mile to make your customer happy. Go two miles. Go as far as it takes! Often, all
it takes is a small gesture that shows you care.

The essence of your brand – what your
company is all about – is, of course, making
the customer happy. You are in the business
of fulfilling people’s needs and that does not
end with providing a superior product.

How many times have you asked the customer for her name? A study by ContactPoint Client
Research reported that employees only ask for the customer’s name 21% of the time but your
customer has a name 100% of the time, and it feels good to be called by name, even if they
know you are likely to forget it by their next visit.

Vaynerchuk put it as is quoted below:

So, as Kristin Smaby says in Being Human is Good Business, get to know your customers.
Humanize them. Humanize yourself.
Customer engagement is humanness. And it’s worth it.

“You have to be no less than a customer concierge, doing everything you can to make every one of your customers
feel acknowledged, appreciated, and heard. You have to make them feel special, just like when your great
grandmother walked into Butcher Bob’s shop or bought her new hat, and you need to make people who aren’t your
customers wish they were.”
Gary Vaynerchuk, The Thank You Economy
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tools for engagement
software that helps you engage with heart
These are the rules for customer
engagement. Retailers who adopt these
axioms, who enculturate their retail
company with the spirit of these rules and
practice them diligently will ensure an
impactful shopping experience for their
customers. Engagement is the heart of
retail and it must be your heart.
Now allow me to draw your attention to
one little fact: nowhere in this whitepaper
have I spoken of how you can use Retail
Pro to engage your customers. Did you
notice that?
This is because retail engagement is
about a customer and a retailer. It is a
conversation to discover and address the
needs of a human being who has come to
you because you promise fulfillment. Your
customer engagement should be about
your customers’ needs and interests, not
www.retailpro.com

about what your technology is doing.
The Retail Pro platform allows you to create a smooth, connected data flow across all your
channels, so you can provide options and ease for your customer. Whether you initiate
engagement in your brick and mortar store or are responding to customers who initiate the
conversation online, you have all the information your customer might need or ask for, right at
your fingertips.

It is quickly accessible, without tangled
workflows to trip you up, so you can easily
look up relevant real-time inventory and
customer purchase history information at
the speed of your conversation and nurture
the customer along the path to purchase to
a larger basket size.
Retail Pro is the platform on which all of
your indispensable customer engagement
applications are built and integrated, so

you can interact with purpose, satisfying
your customer’s unique needs and building
enduring loyalty.
The powerful simplicity of Retail Pro
causes the technology to disappear into the
background as you devote all your attention
to listening to your customer, to making
your customer happy…

Because you should not have to think
about how your retail management
software is functioning during a shopper
interaction. We create the powerful and
comprehensive technology tools you need
to run your retail store – so you can focus
on engaging your customers.
Remember:
customer engagement is humanness.

About Retail Pro
Retail Pro International (RPI) is a global leader in retail management software
that is recognized world-wide for rich functionality, multi-national capabilities,
and unparalleled flexibility. For over 25 years, RPI has innovated retail software solutions to help retailers optimize business operations and have more
time to focus on what really matters - cultivating customer engagement and
capitalizing on retail’s trends. Retail Pro is the chosen software platform for
omni-channel strategy by serious retailers everywhere.

REQUEST MY FREE CONSULTATION
www.retailpro.com

Phone:
		
E-mail:		
Website:

800-RETAILPRO (738-2457)
+1 916 605 7200
moreinfo@retailpro.com
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