WHITE PAPER

PSS: The Direction of Retail
A Personal Shopping System is a technology based self-scanning
solution that enhances the customer’s in-store experience and gives
retailers a competitive advantage that boosts sales and productivity.
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Introduction
Get Ready for Personal Shopping. It’s the
future of retailing.
The retail environment is rapidly evolving. This is hardly breaking news for operators
who constantly compete with online stores as well as customers focused on checking
pricing, discounts and availability on their smartphones.
While these factors are often beyond a retailer’s control, the in-store shopping
experience isn’t. In fact, enriching the shopping experience remains firmly within the
operator’s grasp. This can be a good thing if a store is willing to acknowledge and
adapt to growing shopper expectations.
This White Paper will look at the shopping landscape, it’s challenges for retailers,
benefits for shoppers and why retailers should be setting a course toward a Personal
Shopping Solution in the future.

A Retailers
Perspective
T HE RET AI L ER CHA L L ENGE
On an hourly basis, retailers today face
heavy competition for the consumer’s
dollar. Armed with smartphones, shoppers
can check competitors prices anytime from
anywhere. In addition, 24-hour online stores
provide unprecedented convenience.
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The result of this easy access is that

CHANGES A RE COMI NG

shopping habits are changing and loyalty

A recent survey of retailers shows big

to stores is decreasing. More purchasing

changes coming to the retail store over the

options (brick and mortar + online) mean

next five years.

customers are visiting stores less often and
spending less - never a good thing for
retailers.

MEETING EXPECTATIONS
Speed, flexibility, no hassles, fast checkout...
these are what customers appreciate and

Other factors that negatively impact in-store
shopping are long lines and slow checkout.
In fact, 45% of customers reporting said
these issues steered them away from
shopping in a physical location.
However, despite declines in foot traﬃc
and same-store sales, most consumers
still prefer to shop in a store for groceries.
A survey of 1,200 primary household
shoppers found a majority of people prefer
shopping in a physical store rather than

now expect on any trip to the supermarket.
These are also what a Personal Shopping
Solution delivers.
These solutions are now deployed by 7 of
the top 10 retailers in over 2,000 stores
around the world, including major tier one
organizations such as Stop-n-Shop, Ahold,
Carrefour, and Tesco. Other major retailers,
such as Walmart and Kroger, are testing PSS
technology. In addition, retailers using a PSS
are routinely reporting sales increases,
basket size growth of 7 to 10 percent.
Around one billion shoppers are now using

online. The study also found 80% of

a PSS and accounting for $39 million in sales

shoppers would go online for price

each day.

comparisons.

THE FACTS ARE CLEAR
If you’re a retailer, especially in the grocery industry, it’s time to take a closer look at a
Personal Shopping Solution:

18-24

Months Return on
Investment (ROI)

5-15%

Increase in Employee
Productivity
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Increase in Same
Store Sales

Increase in
Customer Loyalty.
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A Shoppers
Perspective
E M B RACED B Y S HO PPER S
Over 60% of shoppers say they are more
satisfied with retailers that have PSS in
place. They expressed the following PSS
benefits are particularly important to them:


}


The ability to scan items while shopping. This lets them keep a running price total.
PSS means faster checkout since the shopper’s items are already scanned and bagged.
Customers just pay and go, reducing time spent in the store by an average of 15 minutes.
Shoppers can easily save money by receiving discount information in real time via their
smartphones as they move from aisle to aisle.

I N S U PPO R T O F PS S
D E L I VER AB LES
According to a report from
Nielsen*, shoppers are
readily adopting and very
willing to use in-store digital
and technology- based
conveniences, such as
existing self-scanning as
you shop and self check-out,
retailer mobile apps for
loyalty and other oﬀers and
online and mobile coupons.
* The Nielsen Company (US), LLC (2015). The Future of Grocery. Retrieved from The Nielsen Company Website:
http://www.nielsen.com/us/en/insights/reports/2015/the-future-of-grocery.html
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Final Thoughts
S E L F -S CANNING - G O O D FOR CUST OMERS
At the heart of PSS is Self-Scanning, which has become a major feature in retailing for two
good reasons - it works and shoppers are comfortable with it.
By now most retailers are familiar with Self Scanning, but here’s a quick overview. To
implement a PSS in your store means providing the technology that enables customers to
scan the items they select, tally prices as they go, then pay and check out quickly without
unloading their cart.
In a typical scenario, a customer enters the store and picks up a hand-held scanning device
(Customer-Facing Device). They keep the device with them throughout the shopping
experience as it continuously displays a wide range of information about products on the
shelves, thanks to existing in-store technologies like bar codes and RFID.
Based on retailer reports, shoppers have no problem with using a Customer-Facing Device
in the store. In today’s mobile, high tech environment, they are already familiar with
smartphones and tablets.

S E L F -S CANNING - B IG G AI NS FOR RET AI L ERS
For retailers, self-scanning brings a fast return on investment (1 – 2 years on average), low
TCO (total cost of ownership), increased checkout capacity and optimized usage of
personnel.
In addition, self-scanning can improve loyalty since it is popular with shoppers. It can also
increase the frequency of customer visits by 1 to 2 visits on average. Finally, this technology
oﬀers an immediate revenue increase. This is confirmed by an average of 4% to 6% sales
uplift in store turnover, which retailers have witnessed after implementing self-scanning.
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S T OR E O WNED D EVICES V S BYOD: T HE PROS A N D CON S
Retailers adopting a PSS in their stores have to weigh the options of providing
Customer-Facing devices or allowing customers to BYOD (Bring Your Own Device).

T HE PR O S

T HE PROS

• Enterprise class devices are designed
for PSS purposes with superior bar code
scanning capability - scan quick and
accurately.

• Retailers can implement a PSS with a
smaller initial investment.

• Devices are rugged, drop-resistant and
durable with large smartphone-style
touch displays, ergonomic grips and
convenient cradles that attach to
shopping carts.
• Employee knowledge of devices allows
them to better assist customers.
• Devices stay connected to store wifi and
networks.
• Devices detect beacons to promote
products when customers are in specific
areas of the store.
• Devices can also be used for employee
tasks such as inventory, put-away, mobile
check-out and line busting.

T HE CO NS
• Larger initial investment in equipment.
• Customer learning curve with devices
may cause high demand for “greeters” to
introduce a new technology to interested
customers.

• No worrying about loss or damage to
store-owned devices.
• Customers are comfortable with the use
and security of their own devices.

T HE CON S
• Smartphones are not designed with bar
code scanning in mind. Scanning is much
slower and can be diﬃcult - not suitable
for large basket trips.
• Customer support and assistance can be
challenging due to the variety of devices.
• Shoppers can have diﬃculty connecting to
store Wi-Fi or have service interruptions
while shopping.
• Customers must use memory on their
device to download PSS app, which may
put limits on the amount of data the
app can store in order to encourage
downloading.

• Some customers may be less comfortable
checking out on a store device than their
own smartphone.
• Store incurs cost of wear and tear,
damage and loss.*

* RFID can be used to prevent loss and many device suppliers have coverage plans for devices.
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ABO UT O PTI C A L P HUSION
Optical Phusion, Inc. (OPI) is an award-winning kiosk, enterprise mobility and
wireless technology integration solutions company that helps customers manage the
entire lifecycle of retail technology and PSS projects. Its Customer Facing and in-store
solutions supports a broad range of PSS, kiosk and enterprise mobility assets. OPI’s
experience, expertise and partnerships with industry leading suppliers will deliver
a responsive solution to your needs at a reduced total cost of ownership (TCO) and
greater return on investment (ROI).

For more information about personal shopping...
Visit the Personal Shopping page - at opticalphusion.com/personalshopping - for information
about OPI’s Solution and links to the the following resources:

F R OM O PI
WHITE PAPER: Getting Started with Personal Shopping
WHITE PAPER: RFID Loss Prevention for Personal Shopping Solutions

December 2017
Coming Spring 2018

Also available on the OPI website are various device spec sheets and personal shopping
case studies from our partners.

Have questions about PSS?
GET IN TOUCH
Please feel free to contact Optical Phusion, Inc. at 978.393.5900 or email
info@opticalphusion.com.
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OPI S O L U T I O N S
BR I N G THI N G S
F UL L C IR CLE .
For more information about Optical Phusion’s Personal Shopping
Solutions, as well as other fully integrated, end-to-end retail solutions,
visit our website at opticalphusion.com.

OPTICAL PHUSION, INC.

305 Foster Street | Littleton, MA 01460
©2017 by Optical Phusion, Inc.. All rights reserved.
All other company and/or product names may be
trademarks or registered trademarks of their owners.
Information contained in this document
is subject to change without notice.

PSS: THE DIRECTION OF RETAIL

8

Optical Phusion, Inc.

