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3.1 DIGITAL TRANSFORMATION IN RETAIL IS IMPERATIVE

Digital Transformation

Mike Ghasemi, Research Director, Retail Insights – Asia Pacific & 
WW Hospitality, IDC Singapore takes a look at the inevitability of 
fostering digital change within organisations to survive in the new era.
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THE STATE OF THE INDUSTRY: 
RETAIL IN TRANSITION

The growth of cross-border e-commerce, demographic 
changes, and mobile applications have fueled the 
retail IT spending in the Asia pacifi c. The convergence 
of brick and click has forced Asian retailers to 
redesign their retail sales channel model and shift the 
balance of power in favor of digital commerce. Today, 
shoppers use their smartphones, tablets and other 
devices to access the internet and search and compare 
products prior to purchase. These digitally connected 
customers also want consistency at every touchpoint, 
giving way to what we call omni-channel retail. 
Consumers expect the immediacy of digital media to 
carry through the entire shopping experience, and are 
now looking for their next “best experience”.

A recent IDC Retail Insights’ study revealed that 
omni-channel shoppers spend on an average 30 
percent more compared to single channel shoppers. 
In today’s increasingly digital retail world, consumers 
have instant access to a wealth of information about 
fashion brands and their products, enabling them to 
actively use this information to decide what to buy, 
where to buy, what price to pay, and what payment 
method to use. In the future, the store essentially 
is wherever the customer is and being a retailer 
that thrives will require orchestrating consumers 
through frictionless experiences to discover and buy 

products. Retailers will need to construct omnichannel 
capabilities that create convenient and easy shopping 
pathways for their customers.

What this means for fashion retailers is that adopting 
omnichannel is now the “new normal” retail business 
model to increase sales and improve customer 
engagement. Fashion retailers across the Asia Pacifi c 
are investing in 3rd Platform Technologies (mobile, 
social, cloud and big data/analytics) and developing 
solutions, such as click and collect, location-based 
customer engagement, and social channels to attract, 
inspire and retain customers. Millennials’ use of 
social media has also opened the eyes of fashion 
retailers to embrace omni-channel retail as a strategy 
to transform the customer experience and meet the 
rising expectations of increasingly digitally connected 
consumers.

// Digital 
transformation 
enables 
enterprises 
to innovate 
new products 
and services 
by leveraging 
digital 
competencies. 
DX seamlessly 
integrates 
digital, 
physical, 
business and 
customer 
experiences 
while 
improving 
operational 
efficiencies 
and 
organizational 
performance. //
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IDC defines digital transformation (DX) as the continuous 
process by which enterprises adapt to or drive disruptive 
changes in their processes, competencies and business 
model. DX enables enterprises to innovate new prod-
ucts and services by leveraging digital competencies. 
DX seamlessly integrates digital, physical, business and 
customer experiences while improving operational ef-
ficiencies and organizational performance.
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In today’s highly competitive omni-channel 
marketplace, retailers’ key differentiator is happy 
customers, and customer experience initiatives are 
overwhelmingly regarded as strategic initiatives, 
(source: IDC’s 2015 Experiences Survey doc#256893). 
As part of their customer engagement focus, retailers 
are investing in customer-facing technologies, 
developing smartphone apps, leveraging social 
media sites, and reinventing their stores to become 
fulfi llment centers. But as retailers race to update 
their physical and virtual front doors to attract today’s 
increasingly discerning and empowered shoppers, 
the reality is that retail business leaders are equally 
challenged to transform their business processes.

Consumer behaviors have changed because of 
technology, and they will continue to evolve. Today 
shoppers are highly connected and growth of 
connected devices is booming in Asia Pacifi c, with 
the region expected to be the biggest market by 2020. 
According to IDC Retail Insights Consumer Survey, 
46 percent of consumers use retail mobile apps on 
a weekly basis and want to be engaged digitally. 
The advantages of digital retailing are increasing as 
innovations fl ood the market. Amazon has already 
earned valuable patents on keystone innovations such 
as 1-click checkout and an online system that allows 
consumers to exchange unwanted gifts even before 
receiving them. Digital retailers drive innovation by 
spending heavily on recruiting, wages, and bonuses 
to attract and retain top technical talent. They were 
also among the fi rst to utilize cloud computing and to 
enhance marketing effi ciency through social networks 
and online advertising.

At a time when customer expectations are rising, 
retailers must recognize and seek to build new 
digital competencies. Digital transformation enables 
retailers to drive changes in their business models 
and ecosystems. With digital transformation, retailers 
infuse their operations with more agility while also 
equipping the organization with more capabilities to 
develop new products and services better and faster. 
Digital transformation eliminates the paper-based 
manual processes, thereby improving performance 
assessment and enhancing employee satisfaction. 
The results are better visibility, uniformity, and more 
information to make informed workforce decisions. 
Moreover, application of digital technologies can help 
organizations alleviate, if not eliminate, silos of talent. 
Delivering an optimized work environment is complex 
but essential. Optimizing work is about creating 
an environment where employees are empowered 
to make decisions to fulfi l customers’ needs. Many 
retailers have deployed productivity suites, but in 
most cases, they don’t meet all user needs. Users are 
more likely to augment these productivity suites with 
point solutions for note-taking, fi le sharing, social 
networking, and task management.

As technologies and business ecosystems continue to 
experience increasing rates of change, retailers will 
need to transform ever faster to stay competitive. 
Is your retail organization ready for digital 
transformation? 

/// According 
to IDC Retail 
Insights 
Consumer 
Survey, 46 
percent of 
consumers use 
retail mobile 
apps on a 
weekly basis 
and want to 
be engaged 
digitally. //


