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Many consumers vividly remember the fi rst time they walked 
into an Apple retail store and were pleasantly surprised that the 
same employee who answered their questions about iPads and 
iMacs could also process their purchase and provide a richer 
experience by leveraging a mobile device. Consequently, many 
retail executives now instinctively want to recreate the “Apple 
store experience” when they’re implementing their own in-store 
mobility solutions. That’s a good place to start, but it’s not where 
the thought process should end.

This paper describes how a comprehensive mobile point-of-sale 
system can serve as the glue that holds together all of the different 
tangible and digital channels used today by retailers – but within 
the walls of a physical shopping location. A well-conceived in-store
mobility strategy can take advantage of the personalization 
features of online digital channels, the scan and research features 
of mobile channels, the special discounts offered on social chan-
nels, and the instantly accessible inventory of physical storefronts. 

A superior user experience is created when the digital and 
physical worlds are connected together. POS mobility solutions 
can be best used when they are fully connected to the online 
environment – to view stock levels across the entire organization, 
and use the barcode scanning capabilities of tablets to access 
rich product information. leveraging all of the technology and 
capabilities together in one place delivers newer, richer, more 
unique consumer experiences that signifi cantly increase brand 
appeal, customer loyalty, and revenues. 
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The emerging age of thoroughly integrated retailing is dominated by a new breed of customer; one who is hyper-
connected, always on, and routinely expects merchants to provide a real-time response to their every demand. 

Whether the shopper is browsing online or visually scanning the shelves of a favorite store, it’s important to 
note that her relationship with the retailer is not built on the limitations of the channel, but on her personal 
perspectives and feelings about the brand. 

Shoppers may use different channels simultaneously – for example, checking prices on a mobile phone while 
standing in a store. The lines between channels are blurring, and retailers need to interconnect all of them in 
order to fulfi ll customer expectations. 

For retailers, the best way to understand the shopper’s perception is to think of their entire inventory in terms 
of an “endless aisle” – a continuum of products stocked across online, in-store, and distribution centers that 
the customer can access and purchase from any touchpoint. 

This model demands an operational seamlessness that allows staff to fulfi ll customers’ wishes regardless of 
channel, stock limitations, or time – an imperative diffi cult to achieve without investing in a very competent 
customer-centric infrastructure. 

Understanding how mobile point-of-sale can serve as a foundation for an endless aisle is the fi rst phase of 
the process. Imagine this scenario:

   A customer scours a department store for a particular size of jeans and asks a sales assistant for help. 
  The sales associate consults a tablet or smartphone that enables inventory visibility across the brick-

and-mortar store network, as well as the online store and distribution centers, but without success. 
  Determined not to lose the sale, the associate drop ships the item directly from the wholesaler and 

arranges for it to be shipped to the store the following week.

This example illustrates how mobile point-of-sale technology and smart fulfi llment models can work together 
to create in-store fl exibility and give customers access to an endless aisle – an offering that’s playing a growing 
role in long-term retail survival and success. 

The outcome cultivates satisfaction and customer loyalty while optimizing revenue opportunities.

The Era of the Endless Aisle 
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Three Retailers Who Excel with In-Store Mobility
Technology giant Apple may be best 
known for its sleek, user-friendly mobi-
le devices, but it has also mastered the 
relationship between in-store mobility 
and the type of fluid shopping experience 
that keeps customers coming back. 
Apple was among the first brands to 
introduce mobile point-of-sale systems 
to empower sales people at every stage 
of the customer journey – from product 
research and comparison to closing and 
processing the sale. Apple’s use of mobile 
point-of-sale systems heightens the 
intimacy of the interaction between 
customers and staff members, a factor 
with direct implications for brand loyalty 
down the road. 

For adventure retailer Moosejaw 
Mountaineering, an omni-channel 
outlook isn’t an optional extra but 
serves as the primary catalyst for 
everything they do. The retailer’s 
in-store mobility strategy focuses 
heavily on driving customer engage-
ment at every step of the buying 
process, leveraging every customer 
touchpoint is an opportunity to 
strengthen awareness of the brand. 
Moosejaw’s brick-and-mortar stores 
are divided into customer engagement 
areas rather than traditional point-of-
sale stations – sites of customer service 
activity around which shoppers converge. 
This also means that the pre-purchase 
and research stages of the customer 
experience are treated as equal to the 
transaction itself, a perspective that 
shows customers that they’re always 
front and center in the retailer’s mind. 

Omni-channel fulfillment is essential  
to creating an endless aisle, yet it’s an 
aspect of in-store mobility that often 
eludes retailers. Eastern Mountain 
Sports has made it easy for sales 
associates to address specific demands 
from in-store customers by effortlessly 
accessing online and warehouse 
inventory and shipping into the store. 
Sales associates can search an item 
across the entire inventory on a mobile 
point-of-sale device and identify the 
relevant item in real time. This creates 
a customer-centric shopping experience 
and minimizes the chances of losing  
a sale.
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demand for deeper Product Research 
The desire to make smart, well-researched purchasing decisions is one 
of the major objectives of today’s consumer. The rise of easily accessible 
digital information has meant that customers can instantly access complex 
product information in real-time, applying insights on availability, product 
attributes, pricing information, high-resolution images, customer reviews, 
and product range at every stage of their journey. 

  Comparison shopping is a fundamental part of the pre-purchase 
research process, and is becoming increasingly common among 
customers standing, walking, and browsing in-store with wireless 
devices. 

  This phenomenon is taking a serious toll on retailers who fail to 
create a customer experience that addresses this unavoid able 
behavior. 

  Ensuring that sales associates can help customers conduct product 
research and analyze complex attributes – and then guiding custo-
mers with all the product information they need through the buying 
process – are essential for designing an in-store mobility strategy 
that responds to emerging requirements. 

Providing all of this information to sales associates and making them part 
of the product research process can help heighten customer loyalty and 
serve as a decisive factor in completing the sale. Sales associates should 
be armed with mobile devices and easy access to rich product informa-
tion – such as technical specifi cations, product reviews, data on similar 
products, manufacturing and warranty details – and be able to drill down 
and retrieve this information upon request.

Designing an in-store mobility strategy that encourages customers to 
conduct product research can powerfully boost brand credibility and cus-
tomer intimacy, while paving the way for further growth. 
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A Rage for Ratings and Reviews 

18 %

Ratings and reviews are a powerful catalyst for conversion. 
According to 2012 statistics compiled by social commerce 
provider Revoo1, brands that included ratings, reviews, and 
product recommendations across their website enjoyed an  
18 % increase in sales. 

Product reviews published on third-party sites can also inspire 
customer loyalty and sharpen awareness of a brand – factors 
that can generate foot traffic and help brick-and-mortar  
customers commit to making a purchase. 

HOW CAn RETAIlERS uSE RATIngS And REvIEWS 
TO FOSTER A SuCCESSFul In-STORE MObIlITy 
STRATEgy? 

  Recognize that user-generated content represents an 
important source of purchasing information; incorporate 
it across mobile, online, and social channels. 

  Ratings and reviews can also give rise to a powerful 
form of in-store mobility, when coupled with a location-
specific mobile technology like GPS. 

  Customers who search for a store location can access 
online ratings and reviews for the very products they 
plan to shop for in-store and in real time. 

  Display customer reviews in-store at kiosks, or on sales 
clerks’ mobile devices.

1  Source: Reevoo, Ltd.

(42 reviews)

Comfort

Durability

Performance

4.3 out of 5

4.1 out of 5

4.3 out of 5
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Continuous Cross- 
Channel Promotions 
Adopting a cross-channel mindset can help lay the 
foundation for creating continuity, the heart of an 
in-store mobility best practice. Understanding the 
need for brand consistency across multiple customer 
touchpoints, and the way shoppers navigate between 
various channels, are key prerequisites to implemen-
ting mobility strategies with the customer at the core. 

This is especially important in the area of customer 
promotions, where failure to provide seamless dia-
logue across all the channels can damage credibility 
and brand integrity. 

It’s essential that customers have the ability to 
redeem e-coupons or promotions issued via Twitter, 
Facebook and other social sources when frequenting 
brick-and-mortar stores. Failure to integrate on-
line, offline, and social promotions can interrupt the 
customer journey and undermine shopper loyalty and 
conversions. 
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Everyone loves line busting

Although in-store mobility is most often equated with creating a seamless customer experience, 
it’s just as strongly premised on fostering customer convenience. 

  The practice of line busting – where sales associates eliminate cash register lines by using 
mobile devices to process payments – is a powerful case in point. 

  Line busting can relieve stress during busy periods, such as holidays and seasonal sales 
events, by providing an in-store solution that doesn’t place demands on a customer’s time. 

  This simple strategy can have a transformative impact on customer relationships while 
fueling an in-store mobility strategy that increases scale and stimulates profits. 
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Price Matching, Please

Today’s customer has unprecedented access to 
product range, brands, and choice. That’s why 
it’s important for retailers to develop a method 
to easily validate customer claims that they 
have found an item elsewhere at a lower price. 

In recent years, the increasingly competitive 
retail market has made it critical for brands to 
engage in price matching. In-store solutions 
that allow sales associates to verify competitive 
prices result in a double benefit of customer 
retention and incremental sales. 

On the other hand, brick and mortar retailers 
have higher overhead than pure plays, so price 
matching every competitive offering might not 
be a sustainable strategy. It may be wiser to 
deliver a superior level of customer service and 
customer satisfaction by enabling retailers to 
leverage cross-channel product information, 
pricing data, promotions, marketing materials, 
and inventory availability to increase customer 
loyalty over the long term and deliver sustaina-
ble profitability.
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Pop-up Stores Anywhere and Everywhere

In the last few years, pop-up stores have emer-
ged as a more agile, economical alternative to 
the traditional, anchored, brick-and-mortar 
store. Downsizing fl oor space can not only 
generate serious savings in terms of operating 
costs, but can also allow retailers to create 
tightly curated offerings that appeal to custo-
mer preferences, buying habits, and tastes.

Effective in-store mobility solutions leveraging 
secure 3G and 4G networks can take the pop-up 
store concept one step further by making inven-
tory available to everyone – from sales associ-
ates and fl oor managers to delivery personnel. 
In this way, pop-up stores present the ultimate 
example of in-store mobility – meeting the de-
mands of the on-the-go customer on their own 
terms and time schedule.
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Don’t… Fail to be seamlessly integrated 
across multiple channels.
Ridding yourself of silos is critical for creating a mobile POS 
strategy to stand the test of time. Make sure you evaluate your 
organizational structure, workflow, and inventory so it speaks 
to the on-the-go customer while delivering flexibility.

Don’t… Use amateur grade networking
It’s essential that you invest in commercial-grade networ-
king infrastructure to support your in-store mobility solution. 
Linking your lightning-fast point-of-sale device to low-cost 
solutions will do your reputation more harm than good. 

Don’t… Be tempted to use home or  
consumer-grade Wi-Fi networking devices 

Ensuring that your in-store solution is equipped with business-
grade wireless networking equipment with the proper band-
width, reliability, and availability is one of the best measures 
you can take to assure customer satisfaction, convenience, and 
trouble-free transations. Also, it’s a wise idea to provide free 
customer Wi-Fi access within the store.

From the Field: Five Cautions on In-Store Mobility

Don’t… Mix and Match In-Store Devices
While tablets and smartphones support in-store mobility in 
their own ways, each device demands a separate use case to 
line up with a specific customer need. For instance, a smart-
phone might be ideal for line-busting, but make sure that staff 
members are also equipped with digital tablets for accessing 
rich content and performing more readable product research.

Don’t… Misalign Incentive Plans
It‘s a mistake to assume that the technology itself will be 
enough. Omni-channel commerce is as much a shift in 
business thinking as it is in platforms. Although the concept 
of an endless aisle might be easy to understand, grasping the 
dynamics of staff motivation is trickier. That’s why it’s essential 
to establish KPI’s that reflect staff members’ individual targets 
and goals. Failure to do this will demotivate resources and 
result in lax customer service and missed sales opportunities. 
Also, make sure that different parts of an organization are alig-
ned on where to give credit for generated revenue. For examp-
le, if a store clerk pulls up an item online and has it delivered 
to a customer, the store should be credited for booking that 
revenue.
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Mobile Point-of-Sale Enhances 
Communication, Collaboration and Loyalty

In-store mobility can remove the adversarial, competitive
elements from the sales process and shift the focus to 
cooperation, collaboration, mutual respect, and productive 
exchange. In many ways, it’s a testament to a new retail 
climate where brand loyalty is just as important as the 
way the customer perceives the brand over the long term. 

In-store mobility erases tiered hierarchies by putting store 
associates on the same level as savvy, networked consumers 
who might have special knowledge and expertise to share. 
This can give rise to a more open dialogue that tightens cus-
tomer loyalty, clearer communications, and higher revenues. 

Ultimately, in-store mobility solutions smooth the transition 
for retailers into omni-channel commerce by connecting 
the physical store network with the online environment, and 
delivering an exceptional, seamless, user experience. Sales 
people in physical stores can embrace the portability of 
mobile devices to leverage content-rich online resources and 
better serve customers on-the-go. 
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About Crossview
CrossView is a premier provider of commerce solutions and 
services. Through retail technology and strategy services, 
we help leading brands to unify the Web, stores, call centers, 
mobile devices, and other channels on the hybris platform. Our 
E-Commerce for Retail solution offers a radically simple, fast 
and affordable way to build and launch web solutions to create 
a seamless shopping experience, while E-Commerce for B2B 
unites world-class commerce technology with proven online 
best practices to help clients drive revenue with greater effici-
ency. Across countless customer engagements, we’ve helped 
companies achieve their interactive objectives while ensuring 
the highest return on their technology investments.

For more information, visit www.crossview.com.

Email: marketing@crossview.com
Website: www.crossview.com
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Germany – hybris GmbH
Nymphenburger Str. 86
80636 München

Canada – hybris Canada, Inc.
999 de Maisonneuve Blvd. 
West, 3rd Floor
Montréal, Québec, Canada 
H3A 3L4

Australia – hybris Australia 
PTY Limited
Level 20, Tower 2 Darling Park
201 Sussex Street
Sydney, NSW 2000

Austria – hybris Austria GmbH
Kirchengasse 48
1070 Wien

Benelux – hybris Netherlands 
B.V.
Herengracht 282
1016 BX Amsterdam

Brazil – hybris Software Brasil 
Ltda., Av. Nacoes Unidas, 
14171 - Andar 15, Morumbi
CEP 04.794-000 Sao Paulo SP

France – hybris AG
1 Rue Deves
92200 Neuilly-Sur-Seine

Great Britain – hybris UK Ltd.
5th Floor, 2 Copthall Avenue
London, EC2R 7DA

Hong Kong – hybris Hong 
Kong Ltd., 66/F, The Center
99 Queens Road, Central

Italy – hybris AG
Piazzale Biancamano, 8
20121 Milano Brera, Italia

Japan – hybris Japan K.K.
Holland Hills Mori Tower 
RoP 502, 5-11-1 Toranomon, 
Minato-ku, Tokyo 105-0001

Nordics – hybris Software AB
Fallhammargatan 8
72133 Västerås

Poland – hybris sp. z o.o.
ul. Zygmunta Starego 11a
44-100 Gliwice

Switzerland – hybris AG
Bahnhofplatz
6300 Zug

United States – Boston  
hybris US, 
33-41 Farnsworth Street
Boston, MA  02210

United States – Chicago
20 North Wacker Drive  
Suite 2035 
Chicago, IL, 60606

hybris helps businesses on every continent sell more goods, services and 
digital content through every touchpoint, channel and device. hybris delivers 
„OmniCommerce™“: state-of-the-art master data management and unified 
commerce processes that give a business a single view of its customers, 
products and orders, and its customers a single view of the business. hybris‘ 
omni-channel software is built on a single platform, based on open stan-
dards, that is agile to support limitless innovation, efficient to drive the best 
TCO, and scalable and extensible to be the last commerce platform compa-
nies will ever need. both principal industry analyst firms rank hybris as a 
“leader” and list its commerce platform among the top two or three in the 
market. The same software is available on-premise, on-demand and ma-
naged hosted, giving merchants of all sizes maximum flexibility. Over 500 
companies have chosen hybris, including global b2b sites W.W.grainger, 
Rexel, general Electric, Thomson Reuters and 3M as well as consumer 
brands Toys“R”us, Metro, bridgestone, P&g, levi‘s, nikon, galeries lafay-
ette, Migros, nespresso and lufthansa. hybris has operations in 15 coun-
tries around the globe. hybris is the future of commerce™. 

For more information, visit www.hybris.com.

If you’d like to discuss the strategies described in this paper, or meet 
with one of our e-commerce solutions experts to help you expand upon 
these concepts, please feel free to send us an email message or call our 
nearest office.

Email: sales@hybris.com
Web: www.hybris.com

uSA: +1 312.772.5135
Canada: +1 514.866.2664
germany: +49 89 890 65 0

          


