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Why this guide? 

Retailer’s margins have been under pressure for years. One of the main 
causes is the increasing competition of online stores. Their market share has 
increased to 10%, in some sectors even 20%. Does that mean an increase of 
empty shop-premises? Is there no future for ‘brick’ stores? 

Of course there is. A web store has nothing on the customer-friendly service 
of a cosy boutique or on the extensive personal advice of a specialist store. 
This is still indispensable for a great number of customers. Most people 
really enjoy shopping for a day in shopping streets or in a shopping centre. 
As a retailer you cannot deny that more and more customers start their 
search on the internet. There, all information is within reach: pictures, prices, 
descriptions, references, accessories, etc. This results in fewer visitors in 
your store. How many times have you been asked whether the information 
was available on your website?  

The future is for the onmnichannel retailer: physical stores that offer their 

products online, give customers online information about stocks, prices 

and promotions and that give customers the option to choose between 

home delivery or collection in the store. In short: retailers that succeed in 

perfectly linking their online and offline sale channels and who offer the 

customer the same information and benefits through every channel. 

With this guide we would like to clear the fog around omnichannel using prac-
tical examples, completed with useful tips to arm your store for the future.





Mark is startled when he reads the reminder on his online ca-

lendar: it’s his wife’s birthday today and as usual it has escaped his               

attention. That explains the silence at breakfast this morning. During 

his lunchbreak, he quickly browses through the web store of the 

leather store nearby because he knows all too well what she likes. A 

stylish shoulder bag draws his attention. The price is alright AND the 

bag is still in stock. Mark puts the bag in his shopping cart, chooses 

to pick it up in the store and pays with his credit card. After an hour 

he receives a text message saying his order is ready to collect. After 

work, he stops by the store. The salesgirl congratulates him with his 

purchase and shows him the matching purse. Mark is in doubt but 

eventually he decides to buy the purse because after all his wife only 

turns 40 once and he has something to make up for. He pays for the 

purse using his debit card while the salesgirl wraps up his purchases. 

She gives him the receipt that does not mention the prices in case his 

wife wants to exchange her gifts. Mark drives home happily thank-

ful for the existence of online calendars and stores with the click &      

collect option. 

How Mark had a very close 
shave

CLICK 
& COLLECT



Click & collect is immensely loved by customers. It saves them time and 

they are sure they did not go to the store for nothing. Further, they do not 

have to wait till their product is being delivered or stay home in case the 

postman or the courier-service comes. Besides they have the chance to 

look at or to try on the product in the store which reduces the chance at 

impulse purchases and returned items. Stores that work with Click & Collect 

are one up on their competitors.  

Practical 

The set collection period can be decisive for some customers. If you put up 
items for sale that are in store now, the collection period can be set a great 
deal lower. The only condition is, that your web store knows exactly what is 
in store at any given moment. If an item is in stock you can set the collection 
period on a couple of hours because the employees need the time to take 
the item from the store and make sure it is ready for the customer to come 
and collect it. Be sure to communicate clearly to the customer so he know he 
has to wait for confirmation (by text message or email) before he can come 
and collect his purchase. That way you make sure the product is not sold in 
the store in the meantime and the customers comes by the store for nothing. 

Do you have multiple stores and/or a central warehouse, then you have to 
think about setting multiple collection periods. When the item is not available 
in the store but on another location, then you have to set a collection period 
of two or three days: essentially the time that is needed for the logistic 
process.    

DENK ERAAN : 

• Not every customer is trustworthy. Ask for a down payment or even 
the full amount before you process the order or before you transfer the 
item. 
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1. Click & Collect

Remember :

Practical :



• Make sure that your store system and your web store are in sync  
 with one another. That way you are sure that items that are just  
 sold will no longer be available on the web store. How long does it  
 take to synchronise? There are ways to make sure that there are  
 no delays, e.g.: cloud software

•

•
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      If a customer is sure that his 
desired item is available for a good 

price in a nearby store,
 what is stopping him? { }

Vice versa the store employees need to be informed of the click  
& collect orders. This is possible when the cash register gives a 
notification when an order comes in. That way the employee know 
exactly when he has to put aside the order for the customer. He 
also needs to notify the customer when the order is processed. 
The easiest way to do that is through the cash register.

You are running a store, not a post office. Do not just give the      
package to the customer but use this unique opportunity to       
connect with the customer or try to upsell. It might be interesting 
to put the settings of your cash register in a way that allows you to 
add online and offline purchases on the same receipt.





Sabine gets behind her computer with a deep sigh. In four days she 

leaves for Cuba, a trip she booked almost six months ago. She is 

going for a month. She is really looking forward to it but she just drop-

ped her precious single-lens reflex camera and the lens is broken. 

Sabine has a spare camera but she desperately wants to take quality 

photos on this unique trip. She still has to work this week and has no 

time to go shopping. On the internet she finds a store that has mul-

tiple types of lenses for her camera. Home delivery is free starting 

at 75 euros and the lens she chooses costs 149 euros. The time of 

delivery is two days, which is not too bad. Sabine enters her work ad-

dress as delivery address, just to be sure. Two days later, the phone 

rings in her office. It is the reception asking if she wants to come and 

collect a package.

Sabine’s crystal-clear 
holiday photos

Home delivery of
online purchases
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2. Home delivery of online 
purchases

The customer expects an impeccable service, not only offline but also on-

line. He fully trusts that the information on your website is up-to-date and 

that the set time of delivery is being respected. Because you are retailer 

with a physical store, you have the advantage of those who only have a web 

store: It is easy for the customer to return the item to your store. He does 

not have to repackage the item and go to the post office, and he does not 

have to pay shipping costs.

 

A smooth home delivery is part of a smooth going logistic process. Who 
organises the shipment? Maybe you have a separate stock in a central 
storehouse, specifically for your web store. Everything is being shipped from 
there. 

Do you also ship stock from your stores, than you have to decide whether 
you want to transfer the item to the central storehouse first or that the item 
will be shipped directly from the store. That choice influences the achievable 
time of delivery and the tasks of your store employees. 

• When you sell your stock through your web store, your store employ-
ees need to be aware of every online order. That way they can imme-
diately take the item out of the store. It is better to avoid delays. That 
way, you avoid the possibility that you have to cancel an online order 
because the item was sold in the store. 

PRACTICAL :

REMEMBER :
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• ‘Ship from store’ also means that your store employees need to be 
able to print a shipping label in the store. They also need to notify the 
customer that the article was shipped. A connection between your cash 
register system and your web store is a necessity.

• You also are judged on the services of your courier service. Think about 
which company you want to hire. How fast do they deliver? Do they 
deliver on Saturday or Sunday? What do they do when the customer is 
not home? Do they come back later or do they deliver the package at 
the neighbours? Costumers appreciate tracking systems, it takes away 
any uncertainties.

    Even your kindest smile will not
    help you when you have betrayed 
the faith of your online customers { }





Buying shoes is not always easy for Jessica. She has to wear ortho-

tics so finding shoes is not an easy task. Now it is even more difficult 

to find the perfect shoe. She is getting married this spring and she 

wants the perfect wedding shoe: white, elegant and with a small 

heel. Ordering online is not an option for her because it is necessary 

to try on the shoe. This past month she has been going from store 

to store trying to find her dream shoes. Her friend told her there is a  

specialised shoe store just a one hour drive from her house. She finds 

the perfect pair, they are comfortable and beautiful but unfortuna-

tely, they are red. The store employee assures her they also come in 

white and immediately checks it in the cash register system. Jessica 

can order the shoes and let them be delivered at home. The only 

thing she has to do is pay in advance and fill in her contact informa-

tion. If the shoes do not fit, she can return them for free. Jessica does 

not have to think twice.

If the shoe fits, wear it

ORDER OR MAKE A 
RESERVATION IN THE STORE
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3. Order or make a reservation 
in the store

Ordering in the store and allowing it to be delivered later, is an important 

advantage. Make sure that your customers are aware of this possibility. For 

example: put up a sign in the fitting rooms or at the cash register. Your sales 

employee might not always get the chance to inform customers of this pos-

sibility. That way you decrease the chance that customers leave the store 

without asking for information. 

Ordering in the store and allowing it to be delivered later, is an important 
advantage. Make sure that your customers are aware of this possibility. For 
example: put up a sign in the fitting rooms or at the cash register. Your sales 
employee might not always get the chance to inform customers of this pos-
sibility. That way you decrease the chance that customers leave the store 
without asking for information. 

Take into account that your customer might prefer to collect the ordered item 
in your store or in a store where the item is still in stock, which is even faster. 

• When the customer chooses for home delivery, they have to pay in 
advance. You decide for yourself whether you choose to add shipping 
costs. Take into account that your customer might not want the package 
to be delivered at his home address but to a different one. Make sure 
that your cash register system allows you to put in multiple addresses. 

PRACTICAL :

REMEMBER :
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• Ask for the customer’s mobile phone number and email address so you 
can notify him when the package is on its way or when the item is back 
in stock. Make sure that this notification is sent automatically as soon 
as the order is processed. 

• When your customer wants to pick up the bought item in a different 
store, the employees need to be informed. The cash register systems 
need to be linked with one another. This is a necessity because the 
employees need to be aware of the sold items and whether they were 
already paid for or not. Make sure that you have automatic notifications 
that inform employees when they have to prepare an order for collec-
tion. 

             Avoid that not in stock 
             becomes a synonym for

             not saleable.{ }





PROFIT AT OMNICHANNEL RETAILERS

Who gets all the credit?

Ordering online and collecting in the store… customers love it, but how does 
that work for you as a retailer? An order only turns into profit as soon as it 
is sold. Until that moment the amount is seen as an advance. That is how 
the law prescribes it. In other words: when your customer orders an item 
through your web store but chooses for collection in the store, the profit of 
the order is added to the profit of the store. Your web store misses the profit 
and your store takes all the credit.

It is entirely undeserved that the profit is being granted to the store? When 
a customer is coming to collect an item in the store, it is likely that he makes 
another purchase. Maybe the store employee can rouse his interest in mat-
ching items. Doesn’t your store employee deserve some credit too?

We are going even further in our omnichannel story: what if the customer 
comes to our store and wishes to order a coat in a different size? The article 
might be available in a different store and the customer may want to pick it 
up there. Or it might be possible that your logistic process requires the store 
to send the coat to the customer. The store’s effort to sell is consequently 
added to the profit of the other store. Which influence does that have on the 
motivation of your staff?

In order to correctly evaluate the efforts of your stores and web store, you 
need to set up a correct reporting system. When you keep track of the origin 
of every purchase on article level, it is possible to figure out the reason of 
every purchase. That way you make a difference between the order intake 
and the actual sale (profit). If you keep this information in the back of your 
mind, you can reward anyone’s efforts correctly and you create everyone’s 
involvement and dedication through every sales channel.





Jack browses quickly through his mail: he received some bills and an 
announcement of the spring discount at the local garden centre. In 
the next two weeks, customers receive 10% discount and when they 
spend at least 50 euros they get a free pair of gardening gloves. He 
also received the announcement of this discount in his mailbox yes-
terday. He logs in to the web store of the garden centre and again he 
is being reminded of the discount. He looks at the supply of fertilizer 
and he is doubting between a bag of 5, 10 and 20 kilos. Last time 
he bought fertilizer, he did not buy enough. He looks at his shopping 
history and sees that last time he bought 5 kilos so now he is going 
to order 10 kilos. He also orders some motor oil for his lawn mower 
and a pair of pruning shears for his boxwood. He goes over his shop-
ping basket and types in the promotion box “spring discount”. The 
10% discount is immediately deducted and he sees that the free pair 
of gloves is added to his basket. Jack pays by VISA and he receives 
an email that he can collect his order on Friday. He looks at the online 
weather report and notices that it will be raining on Sunday. Great, he 
will not have to water his garden.

Jack takes good care of his 
lawn

Customer information 
and customer loyalty 
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4. Customer information and 
customer loyalty 

Omnichannel retail means that the customer sees the same promotions, 

prices and items through every sales channel. Whether he logs in on the 

web store, or he scans his loyalty card in a store, it is the same customer 

account with the same shopping history that appears on the screen. He 

needs to be able to get a discount through every possible way. Only then 

we can speak of omnichannel customer loyalty. 

PRAKTISCH : 

How do you want to reward customer loyalty? Through a discount on the 
next purchase, a direct customer discount or through a loyalty point sys-
tem? Whatever you choose, make sure that their benefit is valid in the store 
as well as online. Only then your customers will move freely between your 
store and your web store. Your cash register system needs to be in connec-
tion with your e-commerce software. 

• Make sure that the customer can manage his own contact information 
and give him the opportunity to look at his shopping history. The infor-
mation that the customer sees online needs to be the same as what the 
store employees see in the cash register. It would be best if this is the 
same database. 

• Customers appreciate the fact that you help them to get customer 
benefits. Losing gift vouchers is something from the past, it is possible 
to find everything in the customer accounts. By asking the customer’s 
name or scanning their loyalty card, you can still cash in their discount. 
It is also possible that they look it up themselves in their account. You 
can notify them when their discount is about to expire. 

PRACTICAL:

REMEMBER:
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• Do you work with a direct discount in the store? A loyalty card can 
speed up the checkout process. Just scan the card and the discount is 
automatically settled and the purchase is then added to the customer 
account.

• Do you use a loyalty point system for customer loyalty? Make sure 
that the customers are able to see online how many loyalty points they 
have saved up already. You can also send customers an email when 
they have reached a certain number of points, to encourage them to 
use their discount online or in the store. 

An online customer account 
is the ideal base for every 

customer relationship. { }





“New parents Sophie and Tom flump into the sofa. Charlotte’s baby 

shower was fun but exhausting at the same time. It is silent in the 

pram, the ideal moment to unwrap some of the gifts. Between all the 

envelopes containing money and the baby stuff, Sophie discovers a 

generous gift voucher from a baby store in Amsterdam. They proba-

bly got it from aunt Alice who has been living in the Netherlands for 

almost 12 years. There is also a web store mentioned on the voucher. 

Sophie takes out her laptop and types in the link. She is amazed by 

all the colourful accessories and the trendy children’s clothes. She 

chooses a couple of things and clicks on ‘pay’. After filling in her con-

tact information, the web store asks whether she has a gift voucher. 

She types in the code in the promotion box and the amount is imme-

diately deducted from her balance. She pays the remaining amount 

by PayPal. After a while she receives a confirmation in her inbox. She 

forwards the confirmation to aunt Alice and adds: “Thanks aunt Alice, 

we used your gift voucher well. It is so much fun to discover new 

stores. Kind regards, Sophie, Tom and Charlotte.”  

Aunt Alice’s gift voucher

Omnichannel gift 
vouchers



5. Omnichannel
gift vouchers

Customer freedom is the code word concerning omnichannel gift vouchers. 

Whether the customer bought the gift voucher online or in your store, he 

needs to be able to choose what he wants to do with it: give it away as a 

present, forward it or print it. The person who received the voucher needs to 

be able to choose freely where he or she wants to cash it in: online in your 

web store or in one of your stores.  

Gift vouchers can be identified not only online but also in the cash register, 
thanks to the unique bar code. The only condition is that both systems need 
to be linked perfectly to one central database. The information about the 
amount, the purchase date, the period of validity, etc. can be found in here. 
That way you are sure that used gift vouchers are being deleted everywhere 
at the same and are not used again. 

• Do you prefer gift vouchers without a fixed amount? If that is the case 
your cash register and web store need to be able to link the preferred 
amount to the gift voucher. 

• Do you work with gift vouchers that have a fixed amount? Your system 
needs to be able to scan the code and deactivated it when it is cashed 
in. 

PRACTICAL: 

REMEMBER:

.30
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• Do you work with a period of validity for gift vouchers? You need to hold 
on to the date of purchase and it needs to be linked to the bar code. 
If desired you can notify the customer when his voucher is almost 
expired.  

 
• Is it necessary that your customers use up the gift voucher all at once? 

Or are they allowed to make multiple small purchases? The balance of 
the voucher needs to be adjusted in your database every time. Make 
sure you give the customer a receipt with the remaining balance of their 
gift voucher. 

DO NOT LET THE 
LOCATION OF YOUR STORE 

BE AN OBSTACLE WHEN 
CUSTOMERS WANT TO 

PURCHASE GIFT 
VOUCHERS. 

{ }





“Megan gazes at the colourful books. According to Megan, a book is 

always the perfect gift for a birthday party. She chooses a tough di-

nosaur book for the six year old Will. Suddenly her attention is drawn 

to her favourite author’s new thriller. Should she buy it? Why not, it’s 

the right time of year anyways. At the cash register she hands over 

her loyalty card and ask to wrap up the dinosaur book as a present. 

At night, she browses through her inbox and notices that she has 

received a message from the book store: it is her e-ticket with an 

overview of her purchases and the amount of loyalty points on her 

account. She received a voucher that is worth 15 euros. She goes to 

the web store and looks at the best sellers of this season. She notices 

two interesting titles in the top ten. She puts them in her shopping 

basket and pays the remaining amount by VISA. She chooses for col-

lection in the store, shuts down her laptop and goes to bed with her 

new book.”

Megan’s love for books 

E-ticket: Back online 
after the store



Strike while the iron is hot. While your customer is still enjoying his latest 

purchase and your store is still fresh in his memory, do not waste the op-

portunity and lure him to your website. Immediately send him a mail than-

king him for his purchase and add his e-ticket. You can mention his loyalty 

points, guarantee, or promotions that are linked to his purchase. You can 

also ask him to rate your website or the item that he bought. By doing that 

you confirm the relationship between your store and the customer. Further 

you remind him that you also have a web store. 

PRAKTISCH : 

It is dictated by law that you are obligated to give a paper receipt to the 
customer with every transaction. Additionally you can mail the e-ticket to 
your customers. This digital version is harder to lose than the small paper 
receipt they get in the store. An e-ticket is easy for customers to use as proof 
of purchase or as guarantee. Again a reason for your customers to register 
in your store. Moreover it is the ideal way to lure your customers to your 
website after they have visited your store. 

• When you mail an e-ticket to your customers, make use of the op-
portunity to give them more information about your store, similar items, 
promotions, etc. Customers are less likely to delete an email containing 
an e-ticket.

PRACTICAL:

6. E-ticket:  
back online after the store

REMEMBER: 
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• Mention the loyalty point system on your e-ticket and refer the cus-
tomer to his online account where he can look at the loyalty points he 
saved up. That way he is inclined to log in on the web store. 

• With e-commerce it is common to ask the customer to write a review 
or give a rating about the online purchased items. When you mail an 
e-ticket to your customer after every purchase, you can urge him to rate 
your customer service or products. It is possible to do this by a point 
scale or a text box that customers can fill in. 

MAKE SURE THAT YOU ARE 
GIVEN A WARM WELCOME IN 

YOUR CUSTOMERS’ INBOX { }



Get the maximum out of your 
customer database

Experience learns that customers love to leave their contact information 

at their favourite stores because they not only receive customer discount 

but also other benefits in return. That opens other possibilities for you as a 

retailer: 

The registered customer likes to be the first to know everything

Loyal customers like to be the first to be notified about future promotions 
and new product lines. When you have access to their email addresses, 
you can notify them in time. Do you, in addition to this, have access to 
their purchase history, it is possible for you to inform them about specific 
products that might raise their interest. That way you increase the success 
of your promotions and you decrease the chance that people unsubscribe 
from your newsletter. 

No birthday will be forgotten 

Do you have access to your customers’ birthday? Use it wisely to wish them 
a happy birthday by sending an email or a post card. It might be wise to add 
a fun benefit or refer them to your web store where a present is waiting for 
them. Your customer will surely appreciate this and you will get more visitors 
in your store and web store. 

Guarantee or right to return and exchange goods guaranteed

Nowadays the customer often has guarantee on most products. In addition 
he can exchange his purchase for free within a certain period of time. At 
least, when he can present his receipt or certificate of guarantee. It is easy 
to lose those so when you have access to your customer’s email, you can 
avoid frustration or unpleasant discussions by emailing the customer’s re-
ceipt or certificate of guarantee after every purchase. You can also refer him 
to his online customer account where he can find everything in his purchase 
history.

TIPS FOR TE RETAILER



The door is always open

Does your store stay open late on a week day? Do you organize a Sunday 
opening? Make sure your customers are informed, that way more visitors 
will come to your store on those times/days. Do you need to close your 
store due to renovation works, illness, holiday, etc. make sure to notify your 
customers by text message or email so that they do not need to make an 
unnecessary trip to your store. 

An invoice without asking

Are there customers that always ask for an invoice? Put that information 
in the system so that you do not need to keep asking for their VAT number. 
Maybe your software allows it to print the invoice automatically when those 
customers visit your store. That way you save your customer and yourself 
time. 

Personalised post

A paper brochure or invitation can sometimes draw the attention of cus-
tomers, even in this present digital era. A customer likes to be addressed 
personally. An envelope with the addressee’s name on it will be received 
better than the weekly junk mail.

Know your customer,
spoil your customer{ }





“Nadine is getting ready to go shopping this afternoon. Before she 

leaves, she goes to the bedroom to get a necklace. Earlier that week 

it had arrived by post but it appeared to be bigger than Nadine had 

imagined. She is going to return the necklace to the store. An hour 

later she arrives at the jeweller. The salesgirl is looking up her custo-

mer account in the cash register system and finds Nadine’s shopping 

history which also includes the order of the necklace. She puts the 

necklace in the system as a return item. Nadine had paid the neckla-

ce online by VISA so the amount is transferred back on her account. 

Then the salesgirl opens a drawer and pulls out a box with a selection 

of necklaces. Maybe Nadine wants to pick out a different one. While 

the salesgirl points out some necklaces, Nadine’s attention is drawn 

to the salesgirl’s trendy watch. After three hours of shopping, Nadine 

takes the bus home. A quick look at her new watch reassures her she 

is still in time for the school bel to ring.” 

Nadine’s jewellery switch

Returning 
for free
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7. Returning for free

The European right of withdrawal requires that an individual customer has 

the right to return items that were bought online within fourteen calendar 

days. When your web store is an extension of your physical store, make 

sure that your customers can return their online purchases in the store. 

That way they do not have to go the post office and pay for shipping costs. 

Moreover it offers you the unique chance to offer them other products. 

 

When someone walks into your shop with a return item, he needs to be able 
to prove when he bought the item. Classically, customers need to show 
their receipt but most of them are often frustrated because it is easy to lose. 
An omnichannel retailer who was linked its cash register system to its web 
store, is able to help the customer. He can always trace the purchase in the 
customer account, whether the item was bought in the store or online. Custo-
mers will never have to hold on to the receipt again. 

• Mention clearly on your web store that customers can return their items 
for free in your store. This lowers the barrier to buy items online. 

• You need to add the returned item back to your stock. It might be 
enough to put the item in as a return item in your cash register system. 
If the price tag is no longer attached to the item, you need to print a 
new price tag. A modern cash register consists of all article and price 
information in order to do this. 

PRACTICAL :

REMEMBER :
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• Did your customer pay by VISA? Than it is possible to transfer back the 
amount on the customer’s account through the provider. This saves 
your store employees time. 

• The big advantage of returning for free in the store is that you get to 
know your customers. Use the opportunity well to offer them alterna-
tives for their purchase. 

A RETURNED ITEM IS THE 
UNIQUE CHANCE TO TURN THE 
DISAPPOINTMENT AROUND IN 

GRATITUDE{ }





John’s electricity works. 

John is scratching his head in the DIY store. He wanted to go get some 

sockets but there are not enough sockets available in the store. He 

turns to the digital booth and scans the bar code. There are only two 

sockets left in stock. He leafs through the supply. Maybe he needs to 

provide more double and triple sockets. He selects a couple of sockets 

with the matching lids. There, he picked out materials for 63.50 euros. 

He confirms his purchase and scans his loyalty card. He has to 

choose between home delivery or pick-up in the store. John is almost 

never at home so he chooses for pick-up in the store. He prefers to 

be notified by text message and his mobile phone number appears 

on the screen. He checks it and clicks OK. A message appears on the 

screen stating that his order will be processed once it is paid for at 

the cash register. John walks through the store and picks out some 

recessed spotlights. He hands them over to the cashier along with 

his loyalty card, and mentions his order. She finds the order in his 

customer account. John pays by debit card.  Tomorrow he is going to 

install the spotlights and enlarge the holes for the sockets, that way 

everything is installed by next weekend. 

Webtechnology in
the store
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8. Webtechnology in the store

Fiction or unaffordable technology? Not at all. This kind of smart booth is 

like a web store inside of a store. It just looks a bit different and may have 

some different abilities. In some cases a customer can operate the booth 

himself, in other stores it is a way for the sales person to look up and order 

items together with the customer. 

A booth needs to have access to product information, pictures, prices, stock 
supply, etc. It is advisable that it is linked with your web store and cash 
register system. Preferably, all the information can be found in one database 
and is accessible from different locations.  

• Provide the necessary visuals in the store so the customer is being 
lured to the booth with all his questions. A booth needs to be intuitive, 
otherwise it will not be used. 

• A (fixed) scanner is recommend because the customer often has a pro-
duct in his hands while he is going to the booth. That way he does not 
have to start a search through your catalogue and he can just scan the 
bar code. The scanner can also be used for loyalty cards and coupons. 

PRACTICAL :

REMEMBER :
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• To avoid installing a payment terminal at every booth, let customers 
pay at the cash register. Paying at the booth will become normal in the 
future due to the rise of mobile paying systems. 

• It is in your best interest to promote certain products and discounts, 
just like on a web store. That way you increase the chance of upselling. 

A BOOTH IS LIKE A SALES 
PERSON THAT NEVER RUNS 

AWAY WHEN YOU HAVE
 QUESTIONS { }





Tom & Sarah’s mobile shop 
experience

Tom and Sarah, a madly in love, young couple are strolling through 

the shopping street. When they pass by a multimedia store, Tom’s 

phone goes off: a text message from the store inviting them to come 

in and try out the newest generation of smartphones. They are 

curious so they go in. While Tom is lost in the trendy phone, Sarah 

chooses a neon pink case. She scans the bar code using her smart-

phone and pays through the online app. She puts the case away and 

waits for Tom. 

A little later they walk into a clothing store. Sarah chooses a dress 

and goes to the fitting room while Tom goes to the men’s section. 

While fitting the dress, Sarah notices that the dress is too big. There 

is a touch screen hanging in the fitting room, it recognizes the dress 

so Sarah can see that the dress is still available in size 8 in red and 

blue. The touch screen also shows a matching jumper. She selects 

both dresses and the jumper and presses “Bring to fitting room”. 

A couple of minutes later a sales person is standing in front of her 

fitting room bringing her the selected items. The blue dress with 

the matching jumper look beautiful on her. She leaves the fitting 

DE WINKELSTRAAT 
VAN DE TOEKOMST



The shopping street
of the future

room when a sales person asks which of the items she would like to 

keep. She gives him the items and her loyalty card. He removes the 

anti-theft tag and automatically both items are added to his tablet 

cash register. Then he scans Sarah’s loyalty card and 7.5 euro is 

deducted from the total amount. She still had some credit from her 

last purchase. The salesman presses ‘pay’ and activates the paying 

app on Sarah’s smartphone. She confirms the payment and almost 

immediately receives a thank you email containing her receipt and 

credit for her next purchase. 
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9. The shopping street of the 
future.

The story mentioned above is no science fiction. Mobile paying possibilities, 
mobile cash registers, RFID tags, iBeacons, advanced booths, etc. They 
slowly but surely make their way into our lives. Our shopping behaviour in 
the near future will be different from the way we are used to and smartpho-
nes will play an important role. 

When you plan to invest in cash register systems or e-commerce, make sure 
to ask the supplier about mobile possibilities because your customer will 
be the requesting party. It does not have to be complicated or expensive as 
long as you choose the right shopping system from the start. Scalability and 
flexibility are the key selection criteria. 

THINK AHEAD, AS FAR AS YOU 
CAN, AND CHOOSE PARTNERS 
WHO EVEN THINK FURTHER.{ }



OMNICHANNEL RETAIL

Starts with the right 
technology

In the previous chapters we have shed some light over the different aspects 

of omnichannel retail. Maybe you are wondering how to put theory into prac-

tice. The first step is choosing the right technology for your physical store 

as well as your online store.

Make sure that your systems are linked to each other

Your store and warehouse need to know what happens in your web store and 
vice versa. An example: an item that is sold out in the store needs to disap-
pear from the web store without any delays. That way you avoid disappoint-
ment and not performable orders. 

Therefore a perfect synchronization between store, warehouse, CRM and 
e-commerce is essential. Find systems that can easily be linked to other 
applications. Check with the supplier whether they are prepared to realize the 
necessary links at what cost.  

Or invest in a cash register system with an integrated e-commerce compo-
nent so that everything is managed in the same database. That way you 
avoid double input and synchronization errors.

Use Cloud applications

Omnichannel retail requires that you can share your information (stock, 
prices, customer information, discount vouchers, etc.) through different 
platforms (through the cash register system in the store, through the web 
store on a laptop or tablet, etc.). This is more complicated with locally instal-
led servers and separate systems. 



Choose for Cloud applications, also called SaaS (software as a service) solu-
tions, if you consider to sell products through different channels or mobile 
platforms. Replace your classic cash register by an online POS that way you 
can consult your data always and everywhere as long as you have an inter-
net connection. At home, in the store, at a fair, where ever you want. SaaS 
solutions are usually scalable and have a predictable (subscription) cost.

WEBBROWSER

WEBBROWSER

WEBBROWSER

WEB

BROW
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Tilroy puts up a new standard in cash register technology. You can immedia-

tely start working with your cash register system thanks to the Cloud data-

base. For a fixed amount a month you have access to a complete functional 

POS system that does not date and is continuously being updated behind 

the scenes according to the needs in your sector. 

Do you have e-commerce ambitions? Your Tilroy cash register and web 

store are perfectly linked to one another. There is no synchronization nee-

ded. Omnichannel retail is within reach whether you have one or ten stores. 

Just one system

Items, prices, customer information, etc. Whether you have one or multiple 
stores, with or without a web store: In Tilroy, You manage all information in 
one central database. No more double input or synchronization between dif-
ferent systems. Integration is an option if you have an ERP-system.

No additional infrastructure

The central database is being safely protected within Cloud. You do not need 
to buy or install local servers for your database. To access your data or to use 
your cash register, you just have to log in to Tilroy through your browser. The 
only thing you need is an internet connection

 

The till of the future is online

THIS IS HOW IT WORKS :
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Grows with you

You can easily add cash registers if necessary when using Tilroy. You online 
pay for what you use along with a fixed subscription cost.

Always up-to-date

Tilroy never dates. All future developments are included in your subscription. 
We keep expanding Tilroy from behind the scenes. That way you are always 
up-to-date about the newest features. 

On your favourite device

Whether it is on a computer at the office, a touch screen cash register in 
the stores, a tablet in the warehouse or when you are on the road, Tilroy is 
available for every device (iOS, Andriod, etc.) You do not need to make a new 
investment or change your favourite brand. 

Omnichannel

Tilroy is the ideal choice for stores with e-commerce ambitions. Your store 
and web store data are in connection with one another through Cloud. That 
way, you can offer your customers an omnichannel shop experience without 
it getting too complicated for you.

• The same prices, promotions and customer benefits apply 
 everywhere
• It is possible to check the availability of articles online
• Customers can buy online and collect in the store
• It is possible to cash in gift vouchers online and offline 
• The customer loyalty card is valid in the store as well as in the 
 web store 
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